International Commerce and Information Review =2FAYA 12012, 02. 26 397
Volume 14, Number 1, March, 2012: pp. 391~418 MANEHY 1 2012. 03. 10
SAREAT Hi4d 13 (20129 39 279 PR : 2012. 03. 10

SNS &&o] #ErHAE A wA& 9

The Impact of SNS Use on Export Marketing Performance

738w (Hag-Min Kim)

33

ok

£

st Fojeta} W

] %"é (Seung-Chul Lee)

B Feled T AT, BAAA

5
= 3
Lo s V. A3 A
AR S V. 2E 8 A
. RS | (¢} ‘]_ I =
m A7+5g 2 74 A d
Abstract
EEEE

2o 24 EYA Mul2 (Social Network Service)t= L AFEH SIS} =2 o] kst gt} %
719 o], BAEME, FaaF T A A Jqok ko] UESH F49 SNSEHE, ojxl=
Qe AR AATE Ao nyEa} B2 Facebook, TwitterE o] &3k AAw|t)o] nl7gole}
= de] 43 ek £ Ao e ~Av e &83 FEuAY Ze S HEEE A
o] EAolt}, o5 93te] SNSEHE9] F3 S Auui, o5y FEvAY Aniele] BAE HFsn
2k stk A2, SNSE8-2 FEuiAE e AHAA FES v Aoz BAFIL TS
Xﬂ%ﬂ 22kl AgAyt 249 HAFEAL SNSEEo] T JFgS v Aor mEY it
A, AR FT FA 3G F SNSEE-S Fto] FEUARALR o]0 A FErtar HetE )
upebx SNSe| &8 FHAZ F e AFT Aujze) e} g 22 e SNSEgel gist
H52 JAla Fgo] dodithe e AAbska 9ok

rie
e
-
rlr

e Ad 20109 SEEdTt] Adel o Ay



397 SEEEAR Mi4d 12 o12d 38 279)

[.N E

AHEA7=) Qlzepet LZEFo]o] W H fEo] LHARE VERHS 7hsdtAl ©
= 289l A4 YEYZ AH] ~(Social Network Service, SNS)2] FE|= ZIs}sta it} _%71
de olvd, BrEAE, 7205 T HuA 24 Jd 1o vEY]H gt Al
B2 Yehd 248 HEHS Ael2e oA 7oy &3 E Ale]ES AlAIR, 791 mY
L3} E21, Facebook, Twitter} 22 nlo]a = B2 0| o|27|7b4] theket Fej= g
wa1 9lch

20001 AtH o] F 1A 2004 HAAHE 91 72(Google)o] &3 o1 T & 2]
o} 20059 2 VIEA AH| 291 o] g o] 2~(MySpace) @] A&t 2006 9] TEIML A4
UAelAd el vHE F97d ARIE frFE(YouTube)o| 2Hito @ 424 wtod] tfgth
Wile] Folwkon], 2008dell= @ 202 WIS E FYZOEA SNS, HolxE
(Facebook)o] & F5-2 W] A|F&ith 200990 & BUGE A2 AU AE AlFste <
Hul A3} ol £3E QA 83l 2758 AN early adopter)E0l ]3] mlo|az E27
A H Q1 Twittere] <1 SolHA A wtlo] AfgyAlde 4L HE gy
I glem 1 s A ASEa Y Aot

E29 ESH, Ho| 28 Fo
nfEE o] & ﬂ AoldE Fal

l

259 $94¢
RZAAT, 712 W22 peolA] o FoAY 24 vt} $HE YRR 2vhE EoA
o)l

A Hden, arkg Bukd fiate]ER O] & AA] gjE ot

20094 Pitchengine.com®] P|=r W] 43870¢] 719 S iAoz 44 vtjo] &8 o|fd o
& zAlek Ay HAls FEo] 2%, MEHDAC] 0%, 17 Mu|27} 2% o2 Uyt
Twitters} Z-& vlo]a g2 B27]L nlofa g 7|9 F49] A7|TRE JMesl e FHo
2 Z8ua Aok B3 FF A RA Hupge] S Wt ol F=o Ao 714
"HE =TEAE &8 TheAde] AR vk 58], &RAke] whgel] Rz el Al
E 2 AH A JIYEL TwitterE 7199 ABAGEA ZgA0R Fgats AHS0] 1

o

o
o



SNS 289| 4Z01Y 40| DRl ¥ 393

B oL SNSE&o] FZulAE Ao A0l ke 4
staLzt sk Aotk oS fleto] theket 7119 SNSEE(FL, BUHF, 1A dd, o4
Ab 5ol dlellE ellA £F v oW g JEFE rAeEAE A =
& Eaz gtk Ed SNSTES Zulels A eolSo] RIS AZslurl &)
g & d7e] Aok 7199 al9xlE A sNSHAE 28] Fode A<l

= S|
g Wik ohlel, FA QY olF AT TARE ST Y Felve T4

3
© AR GAQIASAA F5F S AT F 5 9S Ao JEn

B 7o T4e tedt 2ok ARgdNE 24 vdel B85 $E0bIE6 B e
A4 u)3S Agah 5o, SNS, &4 vtle] sE, £, 249 g4 £, AF
A9, FABAG, Y A% 5 97 AL AN 59 B4 2AS =99
A @ 3l AR S AN ATRIe TR BRoRy 5%
wAR AT, SNSBE, 718 AED 7199 5489 5o wAZ ANSATh A WA AT
e SNSEE EVHIY Avtske AAe AnAst drks Aol T A A7
e sNSEES] MBLAE FAYE BFhnA she sHolth A4 HolEH S

=
R

W3t AR BN A0 Foel APsbel APAAE ANGTA Bk vpIHoR 53
£ AT A3 2 AAEE ANl FF AT FPYE AN ek

1. SNSZg9| o A4

egkel A EYAE 9 S S
5, 1996D). SNSE o] 7|ukS & EFE A28 YolA 37 32 Hkgsjao s sfelel =
2345 UEEE AT, *ﬂ A&t e e AHAEY 55S HoFa, AladE
ShoflA] T AIEES % o]thBoyd and Ellison 20072)).

1) Wellman. B, J. Salaff, D. Dimitrova, L. Garton, L.Gulla and C. Haythornthwaite, “Computer Networks as Social Networks:
Collaborative work. telework and virtual community”, Annual Review of Sociology, 22. 213-38, 1996.
2) Boyd, M. and Ellison, B., Social network sites, 2007

r
L

o{n
r
fass
5
n
K
S
ol
rr
x
=
>




304 SEEEAR Mi4d 12 o128 38 279)

el 543 1 BHHEND wa B, N, Agela e edel 248 WEY
St PRE DB ANE AR FYAAL A BAS FAMNE Adeke B9
FE O R3O0 29, A5 Uk 24 WIAE SNSE 83el 1 HE 32
A717] 1% Q7ATEe] wEE D St ([EAS], 2011)

#7A9) $EuARE 190 oJd FEAR A ld ANE AGA HAAE volo]
I ARFozA 7del BAL BYsnA deke, 24 vl sYe v Fekn
AAES] ThFe B DYS Ad FEOR AAsE A FEA @A AL 2

a2 g &4 mgeole] FHE EEZIBlog), vlolAE EZIMicro Blog) - EHH
(Twitter)'s, 24 Y EY 7 (Social Networking) - Aol 9=y v]=2] wvlo|go]~ &, H|TIQ, A}
7 3 Al E - YouTubel} Flicker & Thbatal Al A2 mltjo]7t AAva gict o]«
i@i ntolE g4t |gdoly Vel Hals, AE 5 Fu, AdSAY FEsE A
g2 PUE FEA 24 wro] v "ol ) aem YR &4 mte] B
He 24 rHgoR FEr itk B AfoE sNsEdolgke deR &4 mho]
nAR e &54 %ﬂd% TAstLA Bk & 2 Aol SNsEgold A4 wholE &g

BRI YEI(Weblog)®] =AEEA ¢ F3tol] A1l AR, 94 5= 715k UH
U G713 EEesion, ANV dER 2l A8 YEYAR JsEuA g
Aterel 7433 Azte] 76k Aol ByAQl FH7L Ha, oY g FEIF £A4 5]
A A FERAESIR A8 HATHel+E, AU 20079). B2 diHoR
o] stz oA S 4T F e HAY vtolrA, FERAANE Foll NS £E
A3 EAS 758 + de A o] ¢ & 2ol 248 MESA
2} & 4 Qlth(Dominik 1999%; Papacharissi 2002%; A8 3] 20099). E=1 +YAke] =
Z2tol weby BES5HT v, Be 54 aFdA AxE FEE 3 F 822

ﬂS’L'

o
i
Y
o 2

3) ol9d, AR, Bz oA ARsiel 49 LzAmd doedd dF AT, ALY wEErd,
PP 120 125, 3k=173 94 H8}H3], 2007.

4) Dominik. J ., “Who do you think you are? Personal Home pages and self-presentation on World Wide Web”, Journalism and
Mass Communication Quarterly, Vol. 76, No. 4, pp. 646-658, 1999.

5) Papacharissi. Z., “The Self-online: The Utility of Personal Home Pages”, Journal of Broadcasint & Electronic Media, Vol. 46.
pp. 346-368, 2002.

6) 213, “/HQl mrjojel o] Ar|kAM e B vr]o] ¥ BA, TAFUACI A, 174 3%, pp33-59,



SNS 289| 4Z01Y 40| DRl ¥ 395

£ e AEE 79 AR ;4 FHeka, Ao 94 2 welg BHoz e jAY B
235} 191 velzA] gue] AL AFL BHoR Ht Huy Braw 788 5 9
DA%, 20040). F A AS B, A G3e] B3 FRANARAY Ade] 4
o] AzAGL T & drh Ao B2l ARE Ade goz Bedr Al Ue

£ 5 Beae 49

W= star, &8} ofd 7]9jo] wiAlEe] d¥to e E2aE 43}

Azksta Qohel WA, v, 20078). BE2 2o ek AP
T/ 2 USRS SHse A7 MeoldE T 7|EY £20F 28Rl &4 vEYAY
We&S B = agn AdeFe] AlZdA digteA 2A e E209] rtedS A
- 2 o=

F3 KA YT, 20049; B7FE], $X14, 200510, =71, o]u|<d, 20051D; B}

e ofn

E219| ol&

2) 252 HRUH

eehel ARUEE Abuolgs e sbde] g2elq 54 B, A2 Bhoe
2544 mgolel & 4 IrhRheingold, 199319). L2}l ARUEIS] o & 2 }ele ARY
gel edAel o) ARE & ATk EH, 5P Tt 2 gew MaA B A%
Holw, A&Aolehs B4L AT otk oleld BHom auAe & 5

o U JHE 45T B oplel, ARUE TAA DA FHoAw FA% 2
gAzA NS Y Hh HdE oldd el ARUEL 93 AuA
Aol BARE WA AL D 5 e w=eE AVE R Ad@FE, daA, 200
s19). 221el AFUEel B A7E F2 eadl ARIEd Fedais
#3 A7 (Hagel & Armstrong, 199619)7} 2] o] Folfl 1, £22l ARUHe 54 719

-

7 BAF, “BEL AR 34 19ATYE Y tE, Tk | 419 135, pp.156-193, 2004,

8) oWl A, whbA ¢ gyl wwe] B2 o]g f3o #I wuwdAr, = ]UV\EHQ =4, pp723-730, S A
13}3], 2007

0) AYF, “2219] voln )3 @A B2 ol §ael B2 o §Hst AR FHOE, ATARTM,
5071 23, pp.59-89, 2004.

10) A28, $A4, “E2 vve] A4 2 o8 § Wit APl A, 199 25, pp123-155, I
Eu 617, 2005.

1) =719, olnd, “Emae] wiAZ Al g A7 BAAFE ERat AHAF Erae] H2ENE 53 APEA”
M=l 28ki ) | 499 23, pp.318-347, 2005.

) e, 299, lEdel GEE o8 B/} BEd BE a7 o Jge FHemy laRdEd,
48 53, pp.270-295, 2004.

13) Rheingold. H., The virtual community: Homesteading on the Electronic Froniter. New York: Addison-Wesley, 1993.

14) AR, 49, AEY BAS AR B ATEPE FF ATE FRsolB) AT FGH B4
feAg AT, | 139 23, pp.81-103, 2008.

15) Hagel. H. and A. Armstrong, “The Real Value of Online Communities”, Harvard Business Review, Fall 1996. pp. 35-42, 1996.



306 SEEEAR Mi4d 12 o128 38 279)

o PAY FHAH EEHoE BeHAAA e AT} FdTh A=, LaelARIY

o 540 o gow % Byl A GPo B AT, 20020) Fol ek A2l
eeARUHG Bg AFE Latdl ARUE JolE BAo) uhet chpgoel EAldhs
A

e sk T 9], 9=, 200217; o]t 5, 200419)).

3) RNZMEIL

BEREN7Ise] TER ¢ 209 A7t = ot FEAAIARA 2H|Rke] g
zE 3 ok AAFfAH s olgfd wWigtx T B R Qe JEAA
(collective intelligence)e F7ol= <2l &M UYEYIAE AYste AMulAgA, Fodle
KRR ME 23 et 84, 72 "u, AEE, 200419). HEAQ A4 FAE
o]ER2E 2001 AMH|27E AAE $17] Tl ol Wikipedia) & & 4 itk WA AES &
Aoz st 719 Yole o84 7Y 22 €2 F 3, £ & Aok 3] ¢
= 2002 EA1E dlolw ] AN M| 27} A FfrAfr o] Alzel & 4 glom, o] g&at
o] A& &ula, ol ol e MUt AFE L Utk AAFRAH 29 THH =
]— ]LPQ X]/}JIO] 01_14 O]/\]-/lgﬁ‘q- A4 x]%] S __L_]:]];(]— iii7} 7&/\“ -'-g-_’(?r
3 ”%Cﬂ Withe ok S, 200620). APA TSl A= A4 FfrAlH] 29 o] &
B, AAHAAR 2o Ao FA|, A2 Bkt A e gk fEEo] FE
e

Ay

mln fr

=

re o

4) Facebook

Facebook® T8 AH| A

=3 1] ul
Huwel, gusd ), B A l°ﬂ qa o7 »w S ATk wa 2 A
9

, 3ERE O 408 BAS $AE & A0 A, A9,

16) 2R, “&ekl ARUE 540 ARUE E5]3 ol 8= mX= G| B3 A7, HIAE,, 134 135

s

pp.77-98, 2002.

17) 492, 945, “BUa= { FUE 25, daterl, THugadT, | 138 53, pp.159-175, 2002.

18) °1T?f, , A4, “BAE AFUEZE 2HA Bl vixE 9, TP, 199 33, pp.l97-224,
2004.

19) B, AEE, A4 A A0 m0) go B AFH A, JuBL A, 217 35, pps398, 2004,
20) 4812, “ARA A AA3h A7 o] g 127, HRENGA, | 187 145, pp-19, 2006



SNS ¥80| 4301 ATl iRl ¥ 397

S Zy oA M)A Algstn AA )

AR ARUE 349l ARte) Qe

Sl RelZ S ok AN A

2, FJEO THY T SNS AH| 2 EA AAR Qe 71Ee] 2] vHAREY =& B0
A~

Holxm glown, AAu|te] EAAAQ A7 2 (Syncapse)e] 4 ZAF} #ojx & e A
o] opd KT HAle M3wel 2HE Fo] ¢ wx HAllzd dig) A weS U
Elton, o] Z3e|E A so]~E M 13 JpHE A7t 1363892 o gttt Ul
a3l

5) Linkedin

Linkedine T}2 SNSE©°| H-& 5SS 93 7|55 sle ﬁﬂr
el At eh 257 =

e T SoB AMEALE AAA A ‘;‘i" T 0‘0131, 2| %}
AEate] A9 dal H Aoy o] AAe] FREIS A 2 A Folo] AlgEde] <l
oS YA ¢ ok T FHAk} At A Al HEHAE T 72 92 9l
< =9t o] I AXFES Fa ARE TRl Tk

6) Orkut

Orkute= 7-2°] Algshs SNSEA dvjut fHdlA A717F Bor, Algste Mulae o
&3 2k Zed e ARgAbd] digh ARl AR, JE, A, A9 S dddsn
a5 FE tal 2 WAE AN BhelRE AT 2ARES HE AR A

frobe 715< Agatn ol Tl web 209 FE T AdE TSt itk g

=
E JuPy ohjel ofvld, $9%, LEAXE 5 Fokslel 347t sbsen,

e 7149 a1 wiAR A AIto] #3F AFE AHEW A2 AFtiie] vl
2 A5 AT 7IFES ddeZ v§ E AEgS Holxu led, ZF Ageit theret
HEES AFsto] 7AZ8H9 T Zou and Stan2D(1998)S At Aol W ot s oniAE A

21) Zou and Stan, Simona, “The determinants of export performance: a review of the empirical literature between 1987-1997”,



s el WA g

5

AZA Y

.

719 54, #elatel =A|s A%

=R
==

]

@)

2

SHATEAT 14 18 (201249 39 279)

3L Utk M, White, Griffith and Ryans?2)(1998)2] <17-ol| A

o] A 80eA TRl 33744

398

=

o7

, oA A2(1998) L F2719

A

ek,

Zoll wet ol7t 9oL

2~
T

CEREIE S EREEE =

o

—
I

ARY <l by 2 o
A9 o

}

=

b

o

ZupAE B R aolo] 47|

o B8 Aol 54
2

wir

wir

Ko

A #2714 EEnd

7}

il

b1 siie 3iel A

U, 0% 353

o] -
AT

A AFslaL

ofy

—_—

[¢]

o
To
o
o

3}

=]
s

=
e

ol A1gel A

5

, 397 ",

T27%

kil

=
=

He

W7 ol5e] 7L

o] Abdeltt. webr SNSZ-go|dh=

L

;0‘_

B

, Pp241-268,

3

qetal 4, , A1 Al

=]
5

, pp.113-136, 1998.
:

Aol B8 A FE 29,
3
A,

}

]
ul

k)

271943814, A208 Al

FEfz el Aaitel

=
=

3L

=)

International Marketing Review, Vol. 15, No. 5, pp.333-356, 1998
International Marketing Review, Vol. 15, No. 3, pp.188-204, 1998.

22) White, D. Steven, Griffith, David A., and Ryans, John K. Jr., “Measuring Export Performance in Service Industries”,

old A

3. Mz
1996.

23) 84, o)

=
]



399

SNS Zgo| 20 Fdf A= IT

O o my ol o ® OB R 0 B o) [T
T 2° % Eepoypd TRl
. 0o 3
P&y T Twmoon Ko
4w R oo PRy
o 3 < oy oy B9
oxoﬂi ,HWlo],mﬂ,Wcﬂ”L
Woar T o uMmMA_xﬁ w B
B — WoE W o°
< T 4 =
B 5o B R BT
A R e oo W
o ﬁﬁl o [
He AR AT oo P o= ogp O — N w
T oy B o S Tl for
a_EE o O =% OEU,W%_: umo.mWI_/w
ﬂuevﬂumo_a 0 o Haﬂulotkougo
= W F o Iﬂuﬂouﬂﬁﬂ%Vﬂr
S T W Moo oy %
Tk = ol g TERXR PN
O W oo T E T e N =
B om 9 o oo PR
¥ ey B " T o
™ ~— O X of
YN o I ET e R
o o M O DN R o) o=m o WD
By o UGS R KD
F oo m A W ow
T PEE N gl TR
o g XX ]1zamﬂﬂ_ﬂmﬂl|1,
™ Mo ) Bl omvo MT A = M T K
B oy W% _Eweaauﬂmwwﬁ
o o ¥y, s@m%:_e% o
By N 25 e X TN
~ o " Sﬁﬂ.wﬂwﬂoEE_ﬂ
W%%fr.ﬂw%i,ﬂai%@ﬂ
B oot o= XWX oo T Hip
srzigizizeisd
DI I RN G R R T
I mﬂ%sﬂArAMrﬁo%%
umoﬂm‘_o#,mﬂoiﬂWMMﬂoﬁauoi
i B SN P L .
oo ot @ %0 oo < o O O oap
TSP T R wr He o N8 o o

T
A=

fi ]

O
EEEE]

]

3o SNS
ks

5

%

J

A

| (Innovation)©| &
o

Y
@ A7,

o
7

7

gt

A

e
=
=

ol

o Azl we} A}EA
Bgolw, ol

SFA

o

-

L
= A7

< stelzt 7idiEnh 58] Al

&
tef et 7]

s}
=2

o eeel 543 A

a2

°

3
T
=)

(2]

]

RS

920

g
el oagol 5

Aol

L

to] 7]ttt ukebA A

3 =72 §

sha Mz e BEow Be) HrkRoge, 198320),

o] 4 el A=tk

E

=

5

2%

=

WY S SNS &2 TS
=

fol x5

°

lo] SNSE ¢S &8 4 9t

9

a7 9

sl .
26) Rogers, E. M, Diffusion of Innovations, 4th ed., The free Press, New york, NY, 1983.

JAaEL AR ololtiolst dgEoldt) 12w o))
j=3

SESEESEEMBER

8171 ¢l

S



400 SEREA M14d 12 (20128 38 279)

of g e A a4 EIpd olejd FRI|ES V|G ofF Ade] gltte AUt
9l tHBenjamin et al, 198427)). Meyers and Goes?)(1988)S 841401 71&-S w9lalo] &g3sle
g oA 7P 2 S vE F e eRler HuAdAe] A& 51 vk w1,
Tornatzky and Klein29(1982) 719 Wl g4le] Edell o] 2214 dsdo] 54 =4 o g
Aol ghate] g 2 F Ann Weln, JuddAe] A F5 Fol 24 i g4l g
22 Asllste f9lolgka 4359 tE Premkumar and King30)(1992)-2 % 117352 A ¢lo]
Ak AlzEle] =97 el e JIgS vXta Heln ok Fa7IdelAE Ha
BAATL afrFolat 2 BPARIBR, HuAdAe 54 479 44 B A%
23 99lo] Ivtm He]a 9IthRizzoni, 19913D). AAF32(2000)S H AP ZY d4l7
A A71E =S4 ASAQ AE BRItk Al7]so] AAte] A dehd s A

Holgha F

H
T te7td diste] G2k Ao, AVles =Ystel 71l e FINNZ
€l

5. ML AT T AL

SNSE 8o 9L AL WER A TS B ATlN AT 2A B o)
N5 AT YL APt o Rolth Z, FWAFAN /1Y FES FASEA
S At A0 TR F ANl Ve YR el of b F
el ol ARE el F1gl0]l naeln e soldn Pold A¥Aew
MU B TABE SR+ SE Sl 498 + 99, A95e A7
A ost B oR AUF Tkl RE A9 gel BE AR AL
g wgoz doAgel U@ Adel FES AR ek 9uel 44 B4
A}, olshe Wz B FA|EL Jgel HARE FAHE B 7
Aol BERTE ol Eoltk Z, BAA FTART TAS APAA FUHE A3

rlo

FIF

pl

|

N
o 22 o & o
it
o,
I

kD
Ay
P‘L
H
o

s}

o

27) Benjamin, R. I, Rocart, J. F., Morton, S., and Wyman, J., “Information Technology: A Strategic Opportunity”, Sloan
Management Review, 1984..

28) Meyer, Alan D. and James B. Goes., “Assimilation of Innovations: A multi level contextual analysis”, Academy of
Management Journal, Vol. 31, No. 4, pp. 897-923, 1988.

29) Tornatzky, L. G. and Klein, K. J., “Innovation characteristics and innovation adoption implementation: A Meta-analysis of
findings”, IEEE Transactions on Engineering Management, New York, Feb., pp.28-45, 1982.

30) Premkumar, G. P. and King, W. R., “An empirical assessment of information systems planning and the role of information
systems in organizations”, Journal of Management Information Systems, Vol. 9, No. 2, pp.99-125, 1992.

31) Rizzoni, A., “Technological innovation and small firms”, International Small Business Journal, pp. 31- 42 1991.

) W% Y 53] 89l BE AT AR FES FAO, BAULIL AN, 2000,



SNS &80l £E0F S0 OAl= 3T 401

e Ao] ofet 71zt AAA 719 #3, 7§°é*1 28 59 Ze #Hd Qv F

ot mEbA B FAstd gol s JRol o] Eolx|a, o]d wat A&

ntje]e] g-go] Eolxlths 7Rdo|th Karimi et al3$)(2001)¥} Narasimhan and
Bl gdo glo] Frsl e Fre} Qxey JHI AR A FedS W

W B A FASI9Y A 249 Aol 2S5 E IASG TS AAn o] &

= AHAY Aol %ZH%W %= T Uthe HolA A9 FaAo] dAadh

=
2
(=}
g

lo

m A=y 3 e

re

2 AT E SNSEE-2 FEuiAE AT AHAA o
o yobr}, SNSEgo e mA =

JO'L -1
A, IR, SAlst Foleta AAlst itk &, AlEe] 22kl A,

fru
—_>ﬂa
>
ol
o
=
¥2,

x29] gaag =
z2 9 dA8A, R A E, FAstgE, FEvAE e Aol SNsEgolge mif
W7t oW ARE FEuE A d¥F2 nAeAs BHd Rt [2E 112 &
A7 AAA AFRG S HoAFa 3

A WA 7 (e H)S SNSER9] FEuAE Ao #gk 7hdolth oA =ofgh niet
2ol 27199 SNSEE-& FEulA g g e nHtE Aottt W SNSE-&o] 4
ZupA R T A FEFe PHTH, SNSEEE FUistEd e HekE BEAshe
Zlo] g0l o] & AYdHs MFE dig HES Fasith

33) Esther Sanchez-Peinado, Jose Pla-Barber, and Louis Hebert, “Strategic Variables that Influence Entry Mode in Service Firms”,
Journal of International Marketing, pp. 67-91, 2007.

34) Karimi, J.,, TM. Somers and Y.P. Gupta, “Impact of Information Technology Management Practices on Customer Service”,
Journal of Management Information Systems, Vol.17, pp. 125-58, 2001.

35) Narasimhan, R. and Kim, S.W., “Effect of supply chain integration on the relationship between diversification and
performance: evidence from Japanese and Korean firms”, Journal of Operations Management, Vol. 20 No. 3, pp. 303-23,
2002.



402 SEEEAD M14H 12 20128 3¥ 279)

TE0HFIY

At

SNS=HE

oA

o

= A=t

o4

B

2 vdele A AAdoR BAY 2AE
ABEE el )@ 22449 MEug S AAEAEY B1 BHE HAE @ 5
glovl, 24 vltolE Ba AAEH] Yek ZAE Foto] T AR $HEAE 3T
G 9%, @A Fel U@ BAR Wad Agd AES 249 BN 442 F 9
(Berthon, Pitt and Watson, 199636); Kiang, Raghu, and Shang, 200037). X3k 424

H a4 gt A S getsrzh e, 228 FanE AUt ss VYo st
= Ht} 2o aAEdA A" wgor HIT & AUA THLong, 199739); Poon and

Jevons, 199739); Quelch and Klein, 199640). 18]l James E. Raugh*D(2001)= AW ES A H]

S

ﬂd

%

2
=)
ui
2
rr
=

36) Berthon, P., L. Pitt and R. T. Watson, “The World Wide Web as Advertising Medium: Toward an Understanding of
Conversion Efficiency”, Journal of Advertising Research, Vol. 7, No. 1, pp. 43-54, 1996.

37) Kiang, M. Y., T. S. Raghu and KHM. Shang, “Marketing on the Internet: Who Can Benefit from an Online Marketing
Approach”, Decision Support System, Vol. 27, No. 4, pp. 383-393, 2000.

38) Long, J., “E-Commerce: Doing What’s Best for Business”, Data Communications, Vol. 26, No. 16, pp. 77-80, 1997.

39) Poon, S. and C. Jevons, “Internet Enabled International Marketing: A Small Business Network Perspective”, Journal of
Marketing Management, Vol. 13, No. 1, pp. 29-41, 1997.

40) Quelch, J. A. and L. R. Klein, “The Internet and International Marketing”, Sloan Management Review, Vol. 37, Spring,
60-75, 1996.

41) James E. Raugh., “Business and Social Networks in International Trade”, Journal of Economic Literature, Vol. 39, No. 4,
pp. 1177 - 1203, 2001.



SNS &80l £E0F S0 OAl= 3T 403

rﬂ,
=
=
_l

AgeA el w1 9L DePTE Holn, 7]
2

|
FEFe WA Ha, JAHYE FEIAEY] FHoR ZEar] AR AAAIFEC] AR
Hufel] 23RS ﬂ7}oﬂ Holol it} ole FAFE Al e Hside 7=
Ql S A FAME EAS qetstolof ‘J\ﬂri 9re] 3L 9 Th(Wiedersheim-Paul, 197842)= 5
A3 Aol Utk webd B AFolAe SNSEEol FEFE A Q%o 2N AFY 54
< nHsta glom, ol AdE JHE <H2>0 2 At QiTh

2> AES Lokl AL SNsTEo] Hw)e] AL #A Aol

Al A 7HE (e, H3)S JAIF8A 7THdEA 22 FAEY A7lsd] td Bl=s SNS
8o B 9ggS n|Hth= Folth Ein-dor and Segev43)(1978)cl] 2latH A =2 H H7]Ed
g 2L A Bt o] FA7IY HAst AF Rl FellM Fag o
Qlolghar silom, AHIM2002)e AAZANS 22 MEL 7o el 2AFAHLE
o] FHAR HEE 7 HW dZe &2 & 7 A doka wela ok

R

<H3> 279 FA58HL SNl A9 FFL 1 Zele.

ul |4 7 (e, HA)Z vAIR G &Fol] et 7Fdo|t}. Conant, Mokwa and Varadarajan4s)
(1990)2 IxtAQl 7198 de t2A AEAQ vHA" s82 A6k, AidEe A
Al nA" s Aol7h lvta FHeHI Ogunmokunt®)(2004) 2 FES ¢
AEAA, #20 dig 23929 ", sHRASE Fo] £343d 43¢ mAe ¥
3 vk b mAE G Fo] 7S SNSE-Eo] S AR dIFe e

olth. ¥, AR A o] =4 B SNSE&o A2 HEE Y F Stk dF &

o
=]
-,
)
o,

42) Wiedersheim-Paul, Finn, Olson, Hans C., Welch, Lawrence S., “Pre-Export Activity: the First Step In Internationalization”,
Journal of International Business Studies, Vol.9, Issue.l, pp.47-58, 1978.

43) Ein-dor, P. and Segev, E., “Organizational Context and the Success of Management Information Systems”, Management
Science, pp. 1064-1077, 1978.

44) AR, “TA7Y A el GFE vAE a9l A, st AARSH =, 2002,

45) Conant, J. S., M.P. Mokwa and P.R. Varadarajan, “Strategic Types, Distinctive Marketing Competencies and Organizational
Performance: A Multiple Measures-Based”, Strategic Management Journal, Vol.11, pp. 365-383, 1990

46) Ogunmokun, Gabriel and Simone Ng, “Factors Influencing Export Performance in International Marketing: A Study of
Australian Firms”, International Journal of Management, Vol.21 Issue2, pp.172-185, 2004.



L

.

ol A

=

o A7s

=
|

af ol

[

Aotk

FS 1)

(e}

ol &4l

< SNS

13 SIEHLU and Hebert, 2005%0). whebq wiARlolapo] Al siedake] Ml

©

o
¥
}

SHATEAT 14 18 (201249 39 279)
A=)
©

=k

<H4> v}
iuj

BAE= U, 7199 ¥4, rHIR7IE, 7199l dufgo] AMH| 2714

404
o
=2

oo e Ry ofp
seif -
I\ . ~
= ° ~
oy e o) R A
NH R .Ul o%
A~ A_Ar :ﬂ W =l
"o T
T o AT 3
" O ? P X ol
H oo G o o
o E @ve X To o
e Xy, Z o o e
Wz
+ oo 2o W =
w ﬁm o = 3
~
Xw oW o m_m o B
T & gm Wp N ™ o0
oo N E oK W = v
01_ ~ N
rgxzey = M T
] v K3 Lt o
3 mﬁ i A i mﬁ KO oo
+ 0o Nio g00 N i
o e .
T TP 7 = Z
R - 2
N O [
- CURI wﬂ Mo No
R X oo OF Mo %o e
J— mrw = o Mm o wir ~
®mEom L2 aT o
NE = o 2 Tl %
WA E™ oy H o3
G T e K B
T ETE s 5 g s
W =3 kD
w2 N — 3 CF KD
v " == N <F <
—_ o _,T| _.E
do N o — H R
oA 7 A= 00 0 K< <onr
FrT%e C R
I

47) Lu, W. J. & Hebert, L., “Equity control and the survival of international joint ventures: a contingency approach”, Journal of
Business Research, Vol. 58, pp. 736-745, 2005.




SNS &80l £E0F S0 OAl= 3T 405

ato] 1,00091709] HAIE Aol Bide s Mgttt

AEAle 2ddles mxsigla, dst dx 9 opild g3 or dEsds st

# 1>ollA He nieh o] AE2 210709 el FgEolon of & SHe] B4 10
NE At HFH oz 200572 AEA7F A FAE A

A E= HEX 2+ M2 sjag 43524 REHE
= = e = =

HHl + 7149 + ~ 2EHER 3|4H 8
1000 210 21% 2004 95%

FE 5L <F 2>9 Zol Yeyth AE SHAF AA 2007 719 F FHYD 5150
3 w|gko] 52%, 3009 o|deo] 435%E EIth ole $HVIY o] FATE FH
Z7|doz dolyn, egxte AFS AuEw AldFo] 24, ADFo| 345%S A s
Ue Aoz ZAEITH

sfelmfZe] 1009 olakdl 71HE 45% 2 YEPon Fo4E Ivbe T 9 FHop o}
7} 345%91 Aoz Yeldth =3 npA "] SNSTEAZ]E AR 2011d ©]| 57} 47.5%
2 UEhEth o= Facebook 5 SNSO| & ilo] ol @o] ARESHAl | Ao Helrh i
ol 71490l 3AF Eulo|A] e} wiAE QEE Hiatn Sle AOZ YEROU, SNSAIE
glo] Axo] Fx| G 710 66%= LFERETH

E3 AFe] TheEe 305%7F ZIEslen At 465%5 Heldh £E4EHE 2d 1
Tho] 24.5%, 10 ©]Fo] 33%9 Aoz ZAME Q)T

&

= S H| £ (%)

)
il

ArE= 44 22%




406

SHATEAT 14 18 (201249 39 279)

= 37 18.5
4= 18 9%
(=200) A= 19 9.5%
23= 11 55%
A= 69 34.5%
7|Et 2 1%
Total 200 100%
50 0j2t 72 36%
508 0|4 ~
32 16%
1509 njet
[n] Ab ~
%‘O:I-I_?_l__l _/I\_ 1500 O|o 9 45%
(n=200) 3008 Ofst
3009 of4& ~
45 22.5%
10009 njot
10009 of4 4 21%
Total 200 100%
MY 42 21%
23 2o10] 2% 12%
(n=200) HZFAY 28 14%
7|E} 106 53%
Total 200 100%
SHO|X 25 7 190 95%
(n=200) 2 10 5%
Total 200 100%
nAgE 2R 7 134 67%
(n=200) 7 66 33%
Total 200 100%
SNSAIOIE HF 7 68 34%
(n=200) 7 132 66%
Total 200 100%
20074 O|™ 25 12.5%
SNSEZA7| 20084 4 2%
20094 15 7.5%
(n=200) 20104 61 30.5%
20114 95 475%
Total 200 100%
ZQAEXH al= 26 13%
(n=200) e 17 8.5%




SNS &80l £E0F S0 OAl= 3T 407

U= 16 8%

=3 g =t} 69 345%

& 4 opzg|7} 33 16.5%

7|Et 39 19.5%

Total 200 100%

2 njat 49 24.5%

L5742 oH~5L4 0ot 38 19%
54~8 O|ok 36 18%

(n=200) 8EA~10 0|oF 11 5.5%
104 o4 66 33%

Total 200 100%

QAR 12 6%

HZ9 7HSE =74y 34 17%
(n=200) AT 93 46.5%
7|E} 61 30.5%

Total 200 100%

100 O|at 90 45%

ot el oHEXH 5009 o|st 4 21%
(n=200) 10004 Ofst 15 7.5%
1000 O|4 53 26.5%

Total 200 100%

7 EA e A7) (Vaimaxyol]l o F 28NS

ol AMHE 05 o|FoR &9

o

(Hair et

-1
pos 2Ysas e F44 Ao

H
[e]
A SHEARET g EAlolw, o]&4 ATE stedl oM 7P Fod Bt

48) Hair, Joseph F. Jr, Rolph, E. Anderson, Ronald, L. Tatham, and William C. Black, Multi-variate Data Analysis with
Readings, 2006.



SHATEAT 14 18 (201249 39 279)

408

(Hair et al., 2006). /I dEFG 2] 7]FL ofo]

htel gdlezre] 7iges idt

S

gol Elofor
el

o

TH

=l

e THIEE TR

|

<

o}o]

1
T

3

7b 15 33

B
W

o

of

0

A

O 2 M (item-total correlation)2] 745~ &3}A|4=(Cronbach’s a)7} 0.6°]

o 2 09°]

o] 0.8°]%d<] gk

|

(e}

Q
a

;e
g

jild|

Factor Loading

29213

2915

.819
.807
760
778
.836
651
778

2014

903
.852
.866
703
.838

616
702

2012

780
786
765
730

769
744
675
818
.838

__o_l
=d
o}

#
fray

ol

M=ol 2et

0
ioll
Kr

2
=]

!

3
=

SNS

741
751
837
.805
833
870




409

SNS Zgo| 20 Fdf A= IT

835
1.357
968

3.191

946

3.643

910

4.258

.867

5.488

.895

6.035

.890

Cronbach's a 4t

o BATE o= F=

6(}:

BIRECE!

SUEL L

il

to] ARgs]of2]n T]oj& FHAA| (Pearson’s coefficient)

bl 93

243

il

ol

p—

F7Ha ANE 89

o

-
T

4+ 80Pl
i

o ,
il ._mﬁ - | e
wn
= ©
w
o .
ar M o
— o0
) I
= N :
rH
_.DO * * *
8t *9 *7 *oo
Y - D~ =) =
(=g
* * * *
KI- 30 o < ™ —
K < Slal e e
B
or
..._AIO * * * * *
Bl - s l2lzle oy
L
w2 e N
4= =
X0 o [ 0j0 | WO
b or & X0|or op 88 | | = =1
e (HD oA ol RE D@0 | @ | o | 2 x0
T OO RMK U | = | = | 2 |kt <
B || @<k

** p < 001 *p < 005



410 SEREAR M14d 12 20128 38 279)

3. 2 453

H=9]
=222l
HShA
S 3340+

S0
ek

o E #
Eﬂ%? 030 P
/ ,'E)?Q
IS
ot

(18 2] BRMTZEA 23}

TEATZEA A ot ATl HEAAE (1" 219k <& 5> A ok AF
AXCRZ FosHA Uetgort A Ax3t
& 27 5 Rd B3] WsHAl vk
= Attt Behets] th(Bagozzi and Yi, 198
B GFI, AGFI, RMR, NFI, CFl 5o| Az oz v
B AFolA AN BARFG ] ddolA dojxl 4

al
Ans WEY WG 2EAIA AUt 5 Yo

in GFI AGFI RMR NFI CFI
FHX| 5 09014} 0.90] % 0.08°] 3} 0.90]%F 09014}
EZR ¢ 907 902 075 917 956

B A7 ASRAAAE ATRGAN ANE AE e AP, 249 Ges

49) Bagozzi, RP. and Yi, Y., “On the Evaluation of Structural Models”, Journal of Academy of Marketing Science, Vol. 16, No.
1, Spring, pp. 74-94, 1988.



SNS 80| 4Z0ME Ado| Ol 2% 411

A, PR SE, =AIst 9 F S0l SNSEE
A& A¥EA St FAH R AlE

ZA st @ So] SNSZ&ol H|A|

=)
3
iy
=
)
o,
ox,
=)

aoraigrt
(H 6> 7Md A™A}
7td Z=E ke | HEA S t A | AHEHF
Hl SNS&-& — FEnAIg A 1} + A19%* 6.910 2| el
H2 AEFe 289l HPA — SNSTH& + .334%* 4.847 2 e
H3 249 Yry8Ad — SNSEE + ATLI** 5.705 A el
H4 A" AZF — SNSE&- + .030 435 717y
H5 A8t F — SNSE&- + 079 1.268 717y
** P <001

7Md AS AT HI, H2, H3 Agd v, He, HS= 7145k 2 A7 e niAH
G A o] SNSEEFE AHA R ARl glrks e vehlia Sivk 1 9]
= T2/l vHE A Foly Algt g Fo] & A

o] SNS&-&ol A=5A4d Zolete Aolnh mabd AiFFie] E1 waol wel SNSEHE

Tol] AR A& Aol oehe He HolFa Sl

£, do 12

&

B ApE 24 vdole e Aol sNsgoleie AP AAg o d)
FEIY 4o WAS A3HaA stk ARACE SNSBEE o|v] BE JIgE
A ohe A FES AFHE A0E BPAYL ARHODE NSTEL FHoE
NAEQEN FE0IE Aste] WS ATRYCE AN o5e] BAE AT
2 AAe] o5 AFA0E FFE ATolh ATAM, NSBES SEUpIPY 2



;gl
=
o

)
—
hvi
]

Y

Aol E

7k A el

2l

L2
R

ggo

a2 ge Ao Wik o volr} sNsg

°

SNS&-&-3t FErAIR 2ot

=

o

9]

el

A
7 A A A%

o}
ol

o
Ao 4]= SNS

18719 AlF &2 AHl27b 229

S

J

)=
O

‘?4

X

SHATEAT 14 18 (201249 39 279)

TC ?l.

s

dl,

wpAE A Bnel ¢

< O~ =
T, 5=

412

—_—

L
.

&
ey
-

z|

(e}
=

g
e mon
7] )

[

, "R, =S

71 4

5

2428 Azaged v
g

=

=

hyA

o] SNS&&A4l3}

<

]

=7

HIR#E olofiit=
—/I:

’d°] SNS

=n
7}

2

ol

25
o

=

5

A, SNS&-&-9]
A

=, A

A g of

qe SNSEE-S

7} A4 3}

]

A

H

o

\HO

9| SNS &M

=
=

49

6]] >

FWE= BAAE oldl, FEWET FRAE o

A+

ol
Yo

A0® oA o v

i3

8

i
=

)

o] ohjel



413
=

olm] SNS

O

ges|
1591t 1 o8
TI‘—L—‘— =4

- T

o] =3 2 n}7

]

o

T 9
a1

a3

A
(¢}

o= ekt o]

1

SNS 22
20| 4%
Z0[HE Aajoj O
IKIE [o: L]

T3

& A7
e e =
Xﬂjﬂ_

A=A
= ke
2 273} oS
29 HG3
01'7-]‘/]_ ~
o

=]
o dmHeR =
=A

Z_uHL
mamo wwm
°o i =
@_u_,oL .S = NF
%%W%mﬁmiégﬁl
wwawmwwwwgﬁ +
,aHMM memﬁAmﬂﬁAl d oo @
T o 5 & i o =l e I
oﬂLﬂOEE,Sﬂﬂ%ﬁﬂrx %W?ﬂ%?ﬂo
x,oﬁ]N:ﬂr_ngn L_Wmﬂ ﬂﬂ aaao#o
uriﬁhs% T ok . _EE_Edﬁasg_o
ﬂ@wagn;mmnunﬂ@ m?ﬁ%w%mﬁ
— =
?ﬂmrw.m;o%m%o_eﬂ%w M@ﬁﬁ@ﬁaﬁ
@%WL%ATMEQ%MHQ T 5 %E.@r%
ﬁo]]ﬁ:lnn,m_.urvﬂz_.i Hyuﬁamﬂ do
<z__|m711., o 7ﬂl_lﬂ§| ,Ao]ﬂd_llrﬂl.ﬁllu.
1o® R X0 ﬂ PR ,.;L _52 —_— o e ° SR vﬁ .UI
%Eoﬁmo% B o N B ﬁ%@% Mo
—_ T rj o AT o I 0 RUCNS AT ) 0 oOR
“MIrH MﬂEMI'IO,._‘O|1rﬂno U_/LI O#l
) < oTMHﬂx ~ o = ) A - R dnﬁﬁ ;oaﬂ
%ﬂuﬂ@%mﬁﬂdn%??q ?Mﬁ%ﬂhﬂ;ﬁﬂﬂw
cTﬂmﬂu]ﬁa;ﬁmmmﬁoggei erugoﬂommﬂﬁwv
: — 9 X Q]. =
M@W%ﬂLﬂoquﬁMm,o'WW%LL%_:_Eﬂoe.mrﬁl_.otoa
ﬁfmmmo Mmixﬂmﬂ@@ w4 mulmﬂﬂe
uumuma@_/%ooﬁsﬂﬁaﬁ_l%mmmﬂ%mo%e%t
o —_ J11_| .; — —_
ﬂ@@%ﬁﬁ&ﬁ%%é%ﬂ,ﬁmn_/tmﬂ.xmrm
G owm h%wﬁﬂﬁomjggzwaﬂmoo
?@@ﬂwﬁ,Mfo]ﬂmmawvwemoﬂoa&%#ﬁm»m__
ol xrx N ﬁz_ﬁ _— x m ~ 175} ol o KR il LM_ T =0 —_
]le ﬂvnAO,ﬁAS dﬂ]qq I#.D_iﬂ\yAIJl_/
OMﬂx_.oE:vxwl ocﬂuoum LfﬂmquLﬁT
ﬂATZ&omﬂﬁooaﬂmw*Ad,_zI7WMoS_,:ummudﬂ,m.‘_
ﬂﬁh@ﬁwu%hlﬂt?t%?k_ﬁt __%5
Z._u f ﬂﬂ < o o® o \mwo ol ‘Ul ol AT T0° — o#e Lﬂa ‘;J&l
L@ﬂuﬂLAdomaaomﬂJﬁ JmngodrS
UDMﬂﬁo%lAﬂrm]ﬂo_na&oum 5 dlﬂam_mN@o
ﬂlaelﬂ%mwo Wﬁﬁ%%%k?s]sé
gomemATﬁow_LMm_z_ﬁ %érﬁm_q;z
ﬂE%SAZoo_mdrﬁxuo .OE‘M UHLLJIEM#Q
%ﬂ%ﬂﬁ#ﬂmxéqiﬁ;@ﬂLWﬂMﬂ
] i 1mAﬁamﬂ_an|H go%t
#oﬂlﬂuﬂ_udnxazsﬁ,ldﬁﬁp;ﬂﬂ]ﬂ“ﬂ
mﬂ%%ﬂﬂuiﬂ@]xoﬁ.muux
;.ﬂge_wsr] mao_q_o.dlglﬂmo?
o o ) G ) BR B B
~ XOIU_I_L_I;OL_LOL‘F
o }ﬂmaé
ZEX¥ ™A
= o
1?%%
ZAEO



414 SEEEAT W14 12 20128 38 279)

[ ]
¥a2d
A, 2Rl AwrUY 540 ARdY 293 ol &k nAe il #He A,
Zd9Ad , 137 13, pp.77-98, 2002.
a2E], $AF, “EE3 vy A E21 o]§ E I X Pel] wek A, 199

2%, pp.123-155, Skl 2005.

ARE, “AAEAY = 8900 3 AT Aol &8-S FHoRE Foulgn AAHe
=% 2000
Aed, A8, 1AdF, olef, “71dx24 Ul &4 wgo] AMujx &89 714 Al 9 &

et ok, T HA P e8] =8A D, 187 43, pp.275-286, 2011.
239 vyold 753 A 52 o] gAY 52 o] &qH S HkE T4

oz, Ff&%ﬁ%ﬂﬂ 509 23, pp.59-89, 2004.
, Y B AwUE] dg AFEFR FF A7 FE3}ol| 2

qe T/ A, AR R AT, 139 23, pp.81-103, 2008.

w3 FEEA 1AFYEY vEs, Td=AEE, 419 13,

pp.156-193, 2004.

Ao, “GEARSA Y] A7 AAHA dig n@, THEFAEA ) 188 143,
pp-1-19, 2006.

w719, oln|%g, “E219 WA A AT BAAY 29 PFRAF B9 A
SRS T AR, TEAEgE ), 499 23, pp.318-347, 2005.

ulges 23] «olEjyle] Y8R o]g E7]9 wERd A AT g JhS Fao
27 T2 A 28R || 487 53, pp.270-295, 2004.

Hhd 4, “SEC9} FCB 2249 B34 AU S 58 T4719 SulAEe] Al A
#at A7, TAEBEAT | 167 335, pp.169-189, 2006.

e, HEd, A APAME| 2ol Gl 3 ATH A, TFR#LESA] ), 218 33

pp.83-98, 2004.

i, oA, “Tarlge FEARafld duzte] A B AT FE h2edl, 7=
ARY, FEEINS] BA Y R H45E FHeRr, AIsaIdsA,, Al

208 Al13Z, pp.113-136, 1998.
A, dA s, “BAe ARUE &% detert, THngadT,, 1398 53, pp.l59-175,



SNS &80l £E0T B0 OAl= I 415

2002.

Arg 3], TRl mlTloo Ao ArIEA B miY
A 33, pp.33-59, 2009.

&4, “Am719e FEuARY ApdsidE FEA] #e A, TREEA] ), A1
A A3, pp.241-268, 1996.

ot HHY, A7, “BAHE AFUE F &8 Bz mAe 9, MHA"EAT, 19
A 33, pp.197-224, 2004.

olRlAd, v, « g=3} W= ER o8 fEo] B3 HludT, FAgdeds] TREE

2
Fo
o2
dim
o
-
N
bl
i
é
E
—‘,.1
[
—_
3

A, pp.723-730, F=A A B3, 2007.
o] 9Q Amz «Bw o]l gxte] B A9l BwAmel Mgkacld ek A7, At
=Tlg) dH=TH, pp.120-125, A=A GH B3}, 2007.
AT, “F2719 AT BEel JFE nAE afld B A7, adista Akt
Fle=1, 2002.

Bagozzi, RP. and Yi, Y., “On the Evaluation of Structural Models”, Journal of Academy of
Marketing Science, Vol. 16, No. 1, Spring, pp. 74-94, 1988.

Benjamin, R. I, Rocart, J. F., Morton, S., and Wyman, J., “Information Technology: A Strategic
Opportunity”, Sloan Management Review, 1984.

Berthon, P., L. Pitt and R. T. Watson, “The World Wide Web as Advertising Medium: Toward
an Understanding of Conversion Efficiency”, Journal of Advertising Research, Vol. 7, No.
1, pp. 43-54, 1996.

Boyd, M. and Ellison, B., Social network sites, 2007

Conant, J. S, MP. Mokwa and P.R. Varadarajan, “Strategic Types, Distinctive Marketing
Competencies and Organizational Performance: A Multiple Measures-Based”, Strategic
Management Journal, Vol.11, pp. 365-383, 1990

Dominik. J ., “Who do you think you are? Personal Home pages and self-presentation on World
Wide Web”, Journalism and Mass Communication Quarterly, Vol. 76, No. 4, pp. 646-658,
1999.

Ein-dor, P. and Segev, E., “Organizational Context and the Success of Management Information
Systems”, Management Science, pp. 1064-1077, 1978.

Esther Sanchez-Peinado, Jose Pla-Barber, and Louis Hebert, “Strategic Variables that Influence



416 SBEAD M14d 12 (20128 38 279)

Entry Mode in Service Firms”, Journal of International Marketing, pp. 67-91, 2007.

Hair, Joseph F. Jr., Rolph, E. Anderson, Ronald, L. Tatham, and William C. Black, Multi-variate
Data Analysis with Readings, 2006.

Hagel. H. and A. Armstrong, “The Real Value of Online Communities”, Harvard Business
Review, Fall 1996. pp. 35-42, 1996.

James E. Raugh., “Business and Social Networks in International Trade”, Journal of Economic
Literature, Vol. 39, No. 4, pp. 1177 - 1203, 2001.

Karimi, J.,, T.M. Somers and Y.P. Gupta, “Impact of Information Technology Management
Practices on Customer Service”, Journal of Management Information Systems, Vol.17, pp.
125-58, 2001.

Kiang, M. Y., T. S. Raghu and K.HM. Shang, “Marketing on the Internet: Who Can Benefit
from an Online Marketing Approach”, Decision Support System, Vol. 27, No. 4, pp.
383-393, 2000.

Long, J., “E-Commerce: Doing What’s Best for Business”, Data Communications, Vol. 26, No.
16, pp. 77-80, 1997.

Lu, W. J. & Hebert, L., “Equity control and the survival of international joint ventures: a
contingency approach”, Journal of Business Research, Vol. 58, pp. 736-745, 2005.

Meyer, Alan D. and James B. Goes., “Assimilation of Innovations: A multi level contextual
analysis”, Academy of Management Journal, Vol. 31, No. 4, pp. 897-923, 1988.

Narasimhan, R. and Kim, S.W., “Effect of supply chain integration on the relationship between
diversification and performance: evidence from Japanese and Korean firms”, Journal of
Operations Management, Vol. 20 No. 3, pp. 303-23, 2002.

Ogunmokun, Gabriel and Simone Ng, “Factors Influencing Export Performance in International
Marketing: A Study of Australian Firms”, International Journal of Management, Vol.21
Issue2, pp.172-185, 2004.

Papacharissi. Z., “The Self-online: The Utility of Personal Home Pages”, Journal of Broadcasint
& Electronic Media, Vol. 46. pp. 346-368, 2002.

Poon, S. and C. Jevons, “Internet Enabled International Marketing: A Small Business Network
Perspective”, Journal of Marketing Management, Vol. 13, No. 1, pp. 29-41, 1997.

Premkumar, G. P. and King, W. R., “An empirical assessment of information systems planning



SNS &80l £E0F S0 OAl= 3T 417

and the role of information systems in organizations”, Journal of Management Information
Systems, Vol. 9, No. 2, pp.99-125, 1992.

Quelch, J. A. and L. R. Klein, “The Internet and International Marketing”, Sloan Management
Review, Vol. 37, Spring, 60-75, 1996.

Rheingold. H., The virtual community: Homesteading on the Electronic Froniter. New York:
Addison-Wesley, 1993.

Rizzoni, A., “Technological innovation and small firms”, International Small Business Journal, pp.
31-42, 1991.

Rogers, E. M, Diffusion of Innovations, 4th ed., The free Press, New york, NY, 1983.

Tornatzky, L. G. and Klein, K. J, “Innovation characteristics and innovation adoption
implementation: A Meta-analysis of findings”, IEEE Transactions on Engineering
Management, New York, Feb., pp.28-45, 1982.

Wellman. B, J. Salaff, D. Dimitrova, L. Garton, L.Gulla and C. Haythornthwaite, “Computer
Networks as Social Networks: Collaborative work. telework and virtual community”,
Annual Review of Sociology, 22. 213-38, 1996.

White, D. Steven, Griffith, David A., and Ryans, John K. Jr., “Measuring Export Performance in
Service Industries”, International Marketing Review, Vol. 15, No. 3, pp.188-204, 1998.

Wiedersheim-Paul, Finn, Olson, Hans C., Welch, Lawrence S., “Pre-Export Activity: the First Step
In Internationalization”, Journal of International Business Studies, Vol.9, Issue.l, pp.47-38,
1978.

Zou and Stan, Simona, “The determinants of export performance: a review of the empirical
literature between 1987-1997”, International Marketing Review, Vol. 15, No. 5, pp.333-356,
1998



418 SEREAD M14H 12 20128 38 279)

ABSTRACT

The Impact of SNS Use on Export Marketing

Performance

Hag-Min Kim* - Seung-Chul Lee**

The use of SNS (Social Network Service) has been increasing in world society and the SNS has been
used to satisfy different purposes of social groups over the years. In the beginning, the SNS were formed
using e-mail, listserve, newsgroup, etc., where information was shared among relatively homogeneous
groups of people. Now different groups including corporations have been using SNS such as personal web
pages, blogs, Facebook and Twitter for their social media marketing.

This study intends to verify the relationship between SNS use and export marketing performance. To
achieve this, different types of SNS use were analyzed in order to verify their relationship with export
marketing performance. The conceptual model is suggested in this paper and several research constructs
are identified. The constructs used in this paper include export marketing performance, SNS use, degree
of innovation, product online fitness, marketing competence, and internationalization competence.

According to the results, the SNS use directly influences the export marketing performance. In addition,
the factors which determine the level of SNS use are product’s online fitness and organizational willingness
to undertake innovation. Therefore, it is suggested to increase SNS use in different marketing purposes

for future research.

Key Words : Social Media, SNS Use, Organizational Innovation, Online Fitness, Export Marketing

Performance
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