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Abstract

The purpose of this study is to analyze the factors that lead to continuous use intention of SNS marketing. The
research model was designed to investigate the SNS factors that affect use intention based on TAM (Technology
Acceptance Model) suggested by Davis (1986). The survey focused on age twenties to thirties male and female
who had experience in receiving fashion brands message through Facebook. 329 questionnaires were used to
analyze the results of study, and SPSS 12.0 was used to conduct factor analysis, reliability analysis, and multiple
regression analysis. The results of this research are as follows. First, interaction/playfulness, information, reliability,
and convenience of access were extracted as the characteristics of fashion brands SNS marketing. Second, all SNS
factors had significant relation on perceived usefulness. But only interaction/playfulness and convenience of access
showed significant relation on perceived ease of use. Third, perceived usefulness and perceived ease of use affected
continuous use intention. Forth, continuous use intention had significant relation on brand attitude and showed direct
and indirect significant relation to purchase intention.

Keywords: SNS Marketing(SNS T}A5), TAM(7]& 55§ X ), continuous use intention(X[<=3] A}-£°]%),
brand attitude(2 Z = EJ %), purchase intention(~*7)2/ %)
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II. Theoretical Background

1. Characteristics of SNS marketing
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2. SNS marketing and consumer behavior
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<Fig. 1> Technology Acceptance Model (TAM). From Davis et al. (1989). p. 985.
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I1l. Methods

1. Research subjects and conceptual model
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2. Measurements and data collection, and
analysis
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IV. Results and Discussion

1. Validity and reliability of the measurements
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{Table 1> Factor analysis of characteristics of SNS marketing

Eigen value
Factor (Total Reliability
Factors ltems loading | variance (Mean)
explained(%)
I often forget time when I access Facebook of fashion brand. .766
I write a comment on the Facebook message of fashion brand. .760
I feel that I talk with fashion brand through Facebook. 746
Interaction & Eaic;};?lol;ngagzes(go Ifashlon brand offers proper response to my 720 3758 2=363
playfulness |- d (22.105) | (M=3.073)
Facebook message of fashion brand helps relationship between me
. 667
and fashion brand.
1 feel joy when I access Facebook of fashion brand. .620
Facebook message of fashion brand offers interesting information. 545
Facebook message of fashion brand offers information of products
. .740
of fashion brand.
. Facebook message of fashion brand offers the latest information. 739 2.395 a=753
Information - - -
Facebook message of fashion brand offers useful information. .576 (36.196) | (M=3.683)
Facebook message of fashion brand offers professional information
. .561
of fashion brand.
The information in Facebook of fashion brand is faithful. 197
I - . . . 2.358 =780
Reliability | The information in Facebook of fashion brand is trustworthy. 794 (50067) | (M=3.413)
The information in Facebook of fashion brand is authentic. 762
I can use Facebook of fashion brand without getting any complicated 813
Convenience | registration. 2.044 a=725
of access I can find a page of fashionbrand on Facebook. 754 (62.088) | (M=3.646)
I can scrap and save information from Facebook of fashion brand. | .663
KMO=.896, Bartlett test=2,304.581, df=136, p=.000
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cof #o]ARE Fof Hote HEY A i S0l e A& ¢+ A
g, AlEol Bt 2R FAE A or oz 7)s 48 Bd o) Anlx) g ¥
Yotk 9] 4k HolARe Be A HA 4o BT A2 U BAH 29 B4 9
Eolo] 41¢ WA Wolst ol go] Wal o] Wak B 2 Wyom NSk A2 $84, A7
gom T4 AT ol om stk o] A o4, A%H AGYE, HAE g, 7o)
o} oAM= G547 AsAgao] 27k Be]  olme] wAlA 29l B A3 (Table 2)9} 2k
Elo] SNSO] EA 99102 ehd A8 dE(Jung 29l 4 A3, 27 ,

et al., 2013; Kang, 2012; Yang, 2012)3} t}&
o]r,]- o]‘—‘é /\-]Bﬂoqq-_‘: 5_14 A}go] o} zE
Ae FE0| Apsidonh ® AP B4 Has

A2 -84, AZE A gol
=]

E HE, s F

, @0l AxEe e

0.5 ooz v} o3k M= Uyttt KMO
K2 95t W25 0] Aol
e 22 Ho g velsit) Bartlett A4S 4,181.724,

9292 Ueh} gl B4
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{Table 2> Factor analysis of variables
Items Factor Eigen % of Total variance | Reliability
loading value variance explained(%) (Mean)
bl2 767
bll 755
Continuous a=.875
use infention bl10 661 3.336 17.698 17.698 (M=3.385)
b9 567
b3 561
cl 783
c2 750 a=.864
Brand attitude 3.089 16.625 34.323
3 749 M=3.271)
c4 637
b7 762
Perceived a=.776
case of use b6 747 2.341 13.374 47.697 (ME3.548)
b5 746
b2 748
Perceived b4 609 a=782
2. 12.224 921
usefulness bl 501 077 599 (M=3.547)
b3 495
c5 693 -
Purchase 1.512 9.772 69.693 @ =685
intention c6 678 (M=3.373)

KMO=.929, Bartlett test=4,181.724, df=253, p=.000

(Table 3> Correlation matrix of the measurement model

Variables P IN RE CA PU PE Cu BA PI
Interaction & playfulness 1
Information .546%* 1
Reliability A16** | 539%* 1
Convenience of access A43FE 1 5047k | 383%* 1
Perceived usefulness 271%F 1 407k | 332%* | 355 1
Perceived ease of use S8 1 681k | S18F* | 488** | 520%* 1
Continuous use intention | .490%* | 462*%* | 356** | .602%* | 719%* | 555%* 1
Brand attitude 680%* | 508%* | A454%k | 381FF | 616%F | 469%*F | TI2%* 1
Purchase intention 527k | 525%F | A26%F | 451%F | 586%F | 486%* | .616%* | .590%** 1
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2. Effect of characteristics of SNS on perceived

o AEH Al YAHel Hu
urhs A7) A ) AR B

AfEe Aol A Aol shsal] HRole
Ageth 2, & Q0] Fuo M Aula SNS
o AfEe AY PAS B DL A HA=Y

AEE 85 =2t A 5= Qlok A4
o

usefulness and perceived ease of use 9] B=.1530| o, R 7t=] S8 of §oJ5t I3
SNS9O| E4Ql A5 A8 2 {314, AHA, 4 & vA= AeR UeEth SNS= Q1o I
24, AL Hodo] Hl= SNSo| A Z+E /-84 AR PAE HEAALZA oE iAol Hls|
of WA= S Yot sl A4H 84S AR iRt AR=TF #A UERGTHDMC Report,
T4 Wer AAsto] o 29 A4S AAIREE 2012). JEH 25 of 3 Kim(2005)2] A8
I}, 2R ] RG0S5 55.5%2) AW ¥ 5 AWEd AE AZ4E 8460 fojet I
% EH(Table 4). = R &, AEHY g2 AHAQ] FFo] of
a0 AuE AWEy, 42ag 2§34 d dgdolgt: WAE & Fufo]7] wiEol &
A2k 8800 froldt d3Fe miA= Aoz b HAe B At Hedl, AFde &
EFRTH 8=246). 02|13t A= SNSO] 5284 eRlael ERAAS AaAlA 2ol @59 &
& AREAY SRS AT ofyeh A & 84S woietha AWsklth SNS+= tis wiA|
= G 019 I& sk Hl ol EEAE S ok 2 AR ATATE thfsith SNS o] 84}
Ao =H AZ4HE 80 FAARA S T 7F Hshe Ee AR A 2HETE AR A
Acka A3t Oh(2012)9] AF+AMe}t Hatsl= Fohs Al FAAR stojg QR digh A=
Zloltk. E3E Butd g skl TRt Aol A o] 8E B & Aotk B3 AR Aol =
A7 ARl E =2 o vlza Aujae] gis] §-8 5 A4 7840 S8 dFE vAe A
sHA QIAReRal AR Han2011)9] A-23E 2 & 4 Stk A 949 g=1160]%101, A
A Ak throm FEAY AR Ay, A= Z4H 84 FT IS vAe Aoz YE
40502 yepgon, AL AztE -840 f+ Wtk Oh(2012)= < WS 7NgAol=t B
ot e A= Aoz yERth ol Ax SiGl=d, A A3 S A4E -84
© 7199 £2 Aol 3 Huh(2008)2] Ao ot JFe vl Aoz vy, & A 23
A ArAdol A ZtE F8A FFS T AR o YXEGITE 4B SNS QhojlA] 7 HA
uehd A3ket AR5k Zlolth Huh(2008)«= SNS 2 &3f i Bli=s} oA ¥AE B2 = 3o,
{Table 4> Effect of characteristics of SNS on perceived usefulness
Dependent variable Independent variable Unstandardized coefficients Standz.ardized t-value
B Standard error | coefficients S
Interaction & playfulness 216 .04 .246 5.356%**
Information 405 .05 405 8.024***
Perceived usefulness
Reliability 139 .041 153 3.404%*
Convenience of access .103 .039 116 2.607**

Adjusted R*=.550, F=101.06***
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{Table 5> Effect of characteristics of SNS on perceived ease of use

Dependent variable |  Independent variable Uns;mdardlzed ;Otaeni:jnzror C(S)etaﬂI;ccl?;i:ei? t-value
Interaction & playfulness 226 052 227 4.374%%*
Perceived ease | Information .106 .065 .094 1.645
of use Reliability 044 052 043 848
Convenience of access 440 .050 438 8.735%**
Adjusted R*=426, F=61.043%**
< 001
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ol Oh(2012)¢] A9} BgEE Az A4
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3. Effect of perceived usefulness and perceived
ease of use on continuous use intention

SNS9| #1271 847 AR ALg gol4ol
A BHAE SNSO| 2|47 ARg-o|wof u|x]= o
F& ooliy] 913 o B)7] BAIS AAsc,
b, 3| AEF Y R gho] 5622 56.2%2] A
Bk A7 §-84(8=589)3 Az A
Ol*é(b’ 249)% R A&H AR
S ujxl= Aog eERGTti(Table 6).
The AzElel] e AztE 44T
Bold2 8 FFE nFT
Davis(1986)9] 7]& 48 ZHl9] o] 2
Avto|ck. Eat SNSO| 244 AHg-2]

2 7% 4% 29 E3) Awe Park(2013)T
Oh(2010)°] AF+ZATE A A|jIe} &, SNSE| He

o mﬁi m{

1o oo 4 (4 ot
o oo

of

ol

B

)
o

>~ L o

e
N0 of
5 >
oo mﬁ o

ol
e

e e

B

At 8T AR StelF A% o] § o
E8 olfiths A2 ¢ 4 Atk WAy 8 g
Hlma WrE ) A\ZhE §-84(589)0] X2 A}
& o249 1Tt A% A=) o B o
S WAL AL & 4 ek SNSO| 4EAg
S, gAY, A2 AN B A
) 984S SNSE Fa A AR Bale }47
o A ] o FHAL A T A A}
st

4. Effect of continuous use intention on con-
sumer behaviors

A B SNSof thg A%H AgelEst &
HAYE WS 5 HAE w0 2E JFg dob
w7) glste] 37 RS AR A}, 2l AR
R* ZFo] 5072 50.7%2] Auee Hgon, 24
A AR E(f=712)= HHE gEo] o3 o
Fg AL A0 LEETH(Table 7). o]l 2
= SNSOﬂ gt ARg-o] 7] ol etk B t=of gk
& F= Ao 7 e Kim(20122)0] A+ 2 B2
19 fﬂﬂ Bt 34820 BHE s FA4st
+ SR YeEhd Kim(2005)9] A5 A A5kt
Z, 7149 thefet SNS #5-2 Foll SNSof gt

{Table 6> Effect of perceived usefulness and perceived ease of use on continuous use intention

Dependent variable | Independent variable Unzandardlzed ::::lzmesrror CS;E‘;?;(}Z@% t-value
Continuous use | Perceived usefulness .662 .048 .589 13.722%%**
intention Perceived ease of use 247 .043 249 5.796%**
Adjusted R’=559, F=208.784***
< 001

{Table 7> Effect of continuous use intention on brand attitude and purchase intention

Dependent Independent Unstandardized coefficients | Standardized
. . . t-value
variable variable B Standard error | coefficients [
. Adjusted R=505
B 754 041 712 18334
rand attitude Continmons 7 04 7 8.33 F=336.119%+
] . use intention Adjusted R=377
Purchase intention 627 044 616 14.123 F=199.472%%
< 001
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3949 Hug FYsE AS & 5 ek
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LR AR Og 1A 8k

F& gobey] 39 24
1} *Zrol 379 37. 9%4 A
gon, A&A Ao E(8=616)= Fjowo] &
S % J2& ACZ LeRgti(Table 5). ©]
SNS©] £/ SNSO 7]
n| A3, 2| &HQ o] g A
F= A0 2 JERT Lee(2012)
Q) ]f;r:} ERE SNSof tfigh ko]
Al ool o] JFL Al A veht A
(2012)9] A3tE A A8 &

oty
4
H
oflt
2 10 ook
=

=}

&7 0] o]

2 348%9] AW Hlo
616)7} el o] o3t 4Fe Fi Ao 4
EPgTHTable 8). ©]= Ahn and Kim(2009), Kim(2011)
o My 97 Ansl AHFch

A AaE AestA (Fig. 3)a Zr}

V. Conclusion

=, SNS©| E4J0] SNS B A7 s HA=o] SNS B4 29lS wo}
{Table 8> Effect of brand attitude on purchase intention
Unstandardized Coefficients Standardized
Dependent variable | Independent variable " .r 12 t-value
s Standard error coefficients /3
Purchase intention Brand attitude .568 .043 .590 13.224%**
Adjusted R'=346, F=174.868***
< 001
Interaction &
playfulness
227
Perceived | 589"
. usefulness
Information .
’ Continuous bk sk
712 .590
094 500" use B1‘rand ?urchfase
/ intention attitude intention
Reliability {043, 249
616"

Convenience of
access

< 01, **%Ep<.001

<Fig. 3> Regression results
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