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A STUDY ON THE FEATURES OF
KNOWLEDGE-SHARING PLATFORM FROM
THE PERSPECTVE OF MICOR-MOMENTS

Li-Hsing Liu, Shu-Miao Li"
Department of Graphic Arts and Communications of NTNU

Abstract

This study will analyze “DeDau” ( # ¥] ) and "PressPlay" from the perspective of

Micro-moment proposed by Google. By comparing the knowledge content and user
experience provided on these two platforms, the author will summarize the conditions for

the development of knowledge sharing economy.
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