Appendix 2. Literature review of active usage
[bookmark: _Hlk59778388]To understand the literature of active usage of digital applications systematically and comprehensively, we survey previous literature and present the result in table B. We summarize previous literature from four aspects: authors, factors, theories and adoption/usage. According to table 2, many studies focuses on the active usage of different social media and different factors including personal, social, behavioral and cognitive factors are considered. Therefore, previous literature about active usage pays less attention on the active usage of mobile health and it is necessary to study the active usage of mobile health.
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	No.
	Authors
	Factors
	Theories
	Adoption/usage

	1
	Emmanouilides and Hammond [1]
	Time since first use, location of use, specific services used
	N/A
	Active usage of internet

	2
	Chen [2]
	Connection, frequency usage of Twitter functions.
	Uses and Gratifications theory
	Active Twitter use

	3
	Pagani et al. [3]
	Innovativeness, self-identity, social identity
	N/A
	Active usage of social networking sites

	4
	Pagani  and Mirabello [4]
	Personal engagement, social interactive engagement
	Goals and mental models
	Active usage of social TV web sites

	5
	Davenport et al [5]
	narcissism
	N/A
	Active usage of social media platforms

	6
	Kang et al. [6]
	Functional benefits, social psychological benefits, hedonic benefits, monetary benefits
	Social capital theory, social identity theory, incentive motivation theory
	Active participation in restaurant Facebook fan pages

	7
	Khansa  et al [7]
	Incentives, level, tenure, current behavior, prior behavior
	Goal setting theory
	Active participation in online question-and-answer communities

	8
	Gharib et al [8]
	Trusting beliefs, affective commitment, generalized reciprocity, information quality, system quality, service quality
	Social exchange theory, information systems success model
	Active participation in B2B online communities

	9
	Pagani and Malacarne [9]
	Personal engagement, social interactive engagement, privacy
	goals and mental model
	Active behavior in mobile location-based social networks

	10
	Wu et al. [10]
	MIM identification, self-congruence, design aesthetics, interactivity, mobility, feedback
	Attachment theory
	Active usage of mobile instant messaging applications

	11
	Zhang and Jung [11]
	Information needs, building self-agency, social interaction, self-expression
	Use and gratification theory
	Active engagement of health information on WeChat
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