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Abstract

This study was an experimental qualitative study on the characteristics of fashion brand's mobile SNS. The study
was focused on mobile Facebook and identified the characteristics of fashion brand's mobile SNS. In-depth
interviews were conducted with 10 people in the 20s, who have used fashion brand's mobile Facebook application
and currently live in Seoul or Gyeonggi province. After analysis of the in-depth interview data, four characteristics
of fashion brand's mobile SNS were identified as follows. First, it was possible to access fashion brand's mobile
SNS at any time anywhere, if users needed brand-related information. In this study, this characteristic was named
“fashion accessibility’. Second, it was possible to access update-information using fashion brand's mobile SNS or
get up-to-date information about the brand in real-time. In this study, this characteristic was named ‘fashion
recentness’. Third, it was possible to store or capture fashion brand-related images and texts. In this study, this
characteristic was named ‘ease of storage of fashion data’. Fourth, fashion brand's mobile SNS was useful in various
ways to fashion consumers, so this characteristic was named ‘fashion usefulness’ in this study. The study extracted
10 sub-characteristics of the characteristics of fashion brand's mobile SNS based on the results of a qualitative study.
This study has significant value which suggests directions for future research. Also, this paper is expected to provide
managerial implications to fashion companies that need to develop mobile SNS marketing strategies.
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II. Background

1. Concept and characteristics of SNS
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{Table 1> Classification of characteristics of SNS
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2. Concept and characteristics of mobile SNS
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Researcher

Characteristics of SNS

Kim (2012)

Informativeness, reciprocity, connectivity, accessibility, usefulness, entertainment

Kwak, Yim, and Kwon (2013)

Interactivity, information offering

Lee and Lee (2012)

Exposure, disguise, interactivity, ease of use, personal adaptability, entertainment

Oh (2012) Openness, speed, interactivity, economic efficiency
Park (2013) Relation, interaction, social reality, joy
Zhang (2012) Friendships, interaction, entertainment, social presence

Zhang and Lee (2011)

Contextuality, speed, responsiveness, entertainment, social presence, ease of use
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2. Data collection
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{Table 2> Demographic characteristics of the subjects of in-depth interview

Interviewees Age Gender Marital status Job Residence
A 24 Woman Single Undergraduate student Gyeonggi-do
B 23 Woman Single Graduate student Seoul
C 26 Man Single Undergraduate student Gyeonggi-do
D 24 Woman Single Undergraduate student Gyeonggi-do
E 24 Man Single Undergraduate student Seoul
F 22 Woman Single Undergraduate student Seoul
G 26 Woman Single Graduate student Seoul
H 26 Woman Single Graduate student Seoul
1 22 Woman Single Undergraduate student Seoul
J 26 Woman Single Business woman Seoul
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{Table 3> Contents of interview protocol

.olo:]Z 89

Type of questions

Contents of questions

Opening questions

- Which SNS do you use frequently?
- Do you use mobile SNS frequently?

Introductory questions

- Do you receive fashion brand's mobile SNS?
- Which fashion brands do you receive through mobile SNS?

Transition question

Why do you access fashion brand SNS by mobile?

brand SNS?

What is differences between computer and mobile in process or speed of checking news of fashion

or sharing a content?

What is differences between computer and mobile in writing a comment or clicking 'Like' button

Key questions brand SNS?

What is differences between computer and mobile in watching texts, images, videos of fashion

fashion brand SNS?

What is differences between computer and mobile in getting information of fashion brand by

brand SNS?

What is differences between computer and mobile in communication with other people in fashion

Ending question

Do you have any more opinion of fashion brand's mobile SNS?
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{Table 4> Sub-characteristics of fashion accessibility of fashion brand's mobile SNS

Characteristic of
fashion brand mobile SNS

Sub-characteristics

System accessibility

Accessibility to fashion brand's mobile SNS at anytime
anywhere

Fashion accessibility

Fashion information accessibility

Accessibility to the brand-related information through
fashion brand's mobile SNS
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{Table 5> Sub-characteristics of fashion recentness of fashion brand's mobile SNS

Characteristic of
fashion brand mobile SNS

Sub-characteristics

Recentness of
push notification

Checking update-information in fashion brand's mobile SNS by push
information

Fashion recentness
Recentness of

Getting up-to-date information of the brand or brand's new product
fashion information | through fashion brand's mobile SNS
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{Table 6> Sub-characteristics of ease of storage of fashion data of fashion brand's mobile SNS

Characteristic of
fashion brand mobile SNS

Sub-characteristics

Ease of storage of

Ease of storage of fashion images

Ease to store or capture images such as product images or pictorials
or styling pictures of the brand while using fashion brands mobile SNS

fashion data Ease of storage of

fashion-related texts

Ease to capture fashion brand's mobile SNS on-screen text or
information
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{Table 7> Sub-characteristics of fashion usefulness of fashion brand's mobile SNS

Characteristic of
fashion brand mobile SNS

Sub-characteristics

Usefulness of
stored fashion data

Usefulness of saved or captured images of fashion brand's mobile SNS

Usefulness of
event participation

Usefulness of fashion brand's mobile SNS to participate in events or
sales promotions of the brand

Fashion usefulness
Usefulness of

communication

Usefulness of fashion brand's mobile SNS to deliver user's opinion
about the brand or brand's product

Usefulness of fashion| Usefulness of fashion brand's mobile SNS to acquire information and
information acquisition| knowledge related to fashion
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