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Abstract

This study investigated the relationship of fashion brand SNS characteristics, relationship quality (satisfaction,
trust, and commitment) and purchase intention. The study focused on Facebook and also examined the difference
between fashion involvement groups. This study targeted consumers who have used fashion brand Facebook and
are aged between 20s and 30s. Data collection was conducted through surveys, and a total 205 questionnaires were
collected for the final statistical analysis. The major findings of the study were as follows. First, three characteristics
of fashion brand SNS, which were entertainment, interactivity, and providing information, influenced positively on
SNS users' satisfaction. Entertainment had the greatest influence on satisfaction, and providing information and
interactivity followed. Second, satisfaction for fashion brand SNS influenced positively on trust and commitment.
Also, trust to fashion brand SNS demonstrated a positive influence on commitment. Third, trust and commitment
on fashion brand SNS both influenced positively on purchase intention. Fourth, the fashion involvement groups
showed differences in fashion brand SNS characteristics, relationship quality, and purchase intention. The high
involvement group showed much higher results in all aspects then did the low involvement group. Based on the
above results, this study has a significant value which suggests directions for future research. Also, this paper is

expected to provide managerial implications to fashion companies which need to develop SNS marketing strategies.
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I. Introduction

T g2 71YdE0] Ho]AE(Facebook), E L E
(Twitter) 52 & tl)F=]+= SNS(Social Network Service)
avlerel A% A 9 oY £P2 $85

FAoltt. SNS& QIE Sl A ERlztke] Q1
A - 7)slste] L)% o1& LﬂEO_]iE T
I QES HFE ANARA, ARE e
AE 7Rt 2 AEu ZHl=E YA alfF, 4]
2 Q& mOLRTHKISA, 2009). 954 Al
QUEYle] W) AvkEo] o Z sl
o1gAE FEIAL Glon, SNSE QA AR

YAl A

=

weh i oox o e m

p
(<)

P

qu DH‘ﬂE‘ E—TLEH = k.
o\t wsmal del 44 %% n}
et ZHl=o) 14 T4} Ao, of
HHA:] 1:1\1]]1:7].§J,].x«10§ Zﬂ u.l /\«]u]i X*E
= aulgol A AT 4 ook WA AR AL,
avate] FuelES ATA] AsAE AZHA
Aol e Fasiow A2 Ss
Fu7h a7 Heh b ol ARe sH Hes
o SNS WY Zviel BEEA BohL T 4
)=
olAY e5d A HHES0] SNS iR S A
Alhz ol axH]REe}E 7]91e] A2 H(relation-
ship quality)& A|31A]7]7] §igtolty. 54 714+
A71H BAE AEsALA e &R APt 9
A5 Kok TA 9] A AHAe] L oJAbE A o]
Qlof ol FQ 35t W2 uetE tl(Crosby, Kenneth &
Cowles, 1990; Morgan & Hunt, 1994; Wulf, Schroder
& Tacobucci, 2001). 159t s utA|E Hofo] A=
YA AR, A=, =)ol it -7k A4E
o] orf, BA9 A 7t W 1t WAE AU
A= vtk whekA s Hsi= SNSO of
gof @2 A9 Aol it A= THEA, AT
2 ZiolA Fa%t 7S Ad Aoz wotEoh
oo & Aoz i HHES| SNS vhA Y
F5o] o] A Yol wAL Aol oia) spet
313, o]o] W Fujol o] Halo] opw 1A} 5

_VE

1m
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SNS & Fo|akg Falow
Fetglon], 2HHSRA
@4 Zt SNS E739] Az, A
A, o elm=o] Apolof s A H Tk

Il. Background

1. Characteristics of SNS
SNSTH ‘A4 Y EQ A AH]2A(Social Network Ser-
ZUTE, AU 7Rt 2 IS A
SHaL A A B AR ARG A4S B
ahul, 191 vjtjol, 191 ARUERA 27| %
FREPR) 5 T BES T 4 Ak Aus
o] 1] FHEHKISA, 2012).

2T e A 71dE0] SNSE UF‘HE‘ =9
aultste] ARUAI AURN B85
H], Marketing Executives Networking Group2] &1+
(Ryu A9, 2009)] w=H o= 7]¢jo] SNS uf
AR F3) 27 Folehis b 2 oloj P
4= 7] wiizelth SNSE F8f 7192 B[Rl A
AR E 43 w2 At 4= 9lon, 1A
%iloﬂ FEglo] HAAES Agd 4 Qla, Bt

2 wpgor nAelA 1S F 5 9o, A

i% 2w (fan) S 2HRE]o] Lol sHRyn,
2009). o] 4% SNSi= 7THe] ARLUA | HE A
G2 o] Zold 4 i, 1 9k BT o
A71o] FAZA AAEol2 e nAY
Z 71 g & el upAE I HrtEthLee and
Lee, 2012).

ofe] AWATES Fo) NSO SHE 34,
AEAEA, 290 ARATHE SO o)
e, FAAA WE-e thEa 2ok

vice)’ 2

i w2

1) Entertainment

53] A(entertainment) 0| ¢t of| 2 &|= Aylo] 9
A3} ApRglol, AL ATE AR AIAE ALE B9l
Yo Ax2 EhckE Az YEE ojugc
(Davis, Bagozzi & Warshaw, 1992). <, SNS9] 53]
Holak SNSE ALESFAA At Fo)E 71
she Aol distel Aam Az HES A2
ot & 4 Qltk(Kang, 2012; Yang, 2012).

(‘ll‘
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182 gl 2= SNSo EA,

Kim and Oh(2004)= H#=o] 2a}¢] #HFYE

7ldo] FALENA AuGlE oHEY A
Aggrozy FAYE] S FujHet
ZH =, FAYEe] Bt w2
A =i, AapA o gl
tet ol M ARYEZE FEigh
2 o]FojZttal 43t Bagozzi and
Utpal(2002)2] -9t Zr2 Weto 2 & 4= 9ic)
whzba] SNSo A& o] A 7] o] Aultol| A A
240g HFF o2 ATy, o[l E| Fojdl=
Wt 719 o] A4 9 SAEE A= A
FUE 5ag 7| 4 9& AolthKim, 2011).

3HH, SNSO Afn] @4x= SNS o] 840 WhE e
of YA JFFE AL AR AYAFES F
3] Q1w 3l=1], Lee(2011), Lee and Lee(2012)9]
el A 719l SNS9o] @ 2hd-2 SNSof g 17y
ol §olgt JFE nX = AoE YETh ®
gh, Kim(2012)> SNS9| §-3]4J0] o]-§-2}9o] T
of 3437 dFL Foti sk

olo B oA gjAd HlM= SNSO| 34
o IAS A A a2l F shtl Tl -2t
FZ v =Ao] dfsto] Atstarat akoict A
AFE Higo R Tay B A7 7Mde oy
et

i)

ofr

L e

al

o o do N me 2
oD o o o

(A= N

il

N
A
o

o]

Eoog of

7bd 1 S B SNSO| 934L whEol
4A e wE Aol

A
[}

2) Interactivity

228 (interactivity) ol ek o]- 84} Zi7 1o &
3% Theteta, 1 19 Wk 44 - 7] fsted, o]
9] ARFUA I TG A o] el T AHE
243) 7fle] Ao YUES Aukgehs A
WA A &S oJu|skcK Deighton, 1996). Blattberg
and Deighton(1991)-2 A|Z&7Fe] Aok glo] 7l &
L Fo] A2 AWHoR ARUAo|HetE &
&= 7HIA Aol oSkt Anderson
(1996)2] Aol A= of2fgt Az 284 #A7yA
ol o] gabate] whEmul ohujel, At gt
AEES = AFUACld el dit &4
g7 olojAL Fos vehet

B9 A 9 FoholEe] wAEsh
HERGHE 7129 Aol E THE L SNS

o 8412 EAole} & 4 9IrkKang, 2012). SNS
OJEAE 1he] HEAGL Muj2e] N4 AE

pul

Th(Lee, 2011).

Lee and Lee(2012)= SNS9] A}
= AEE, SYEE AX 2 FAE AL 7hA|
RO AL WA AL A olo] 2
Aol e APATE EYE o4 HHE SNSY
HEAg0] BA A WA 29 F Skl BE
of folg e iAo ot

ol

Agafo] s

ge et g

3) Providing information

A 1 A& (providing information)©]| g 7] o] 4
BIRp|A] Al gste ABlA W AEIE FAH A,
A5 JHE B2 2R} Au]2of dfs) ae
= WA =He 34E Yulgti(Smith & Swinyard,
1983). Hong(2012)2> SNSE 53l 2" AR
At ool whet 7148 Au] o gt Ao
tho] geAm, ol AFtuf gl EjlofA 5

Aohs Asol7tAl dFS vl shgich
g 7192 SNSE Sall AL AlAlE AE
d B w2 g oHE Fof
gh et AEE AARtem 2ol A Alggt
ThH(Yang, 2012). &H|Z}= SNSE 53 71 & 4
HE 43 WA AlFts 4 qlen, oHdt ¥
A AR e Puo Aee e 271471
40| FAS A7 BIRE A EHOh, 2010).
Lee(2011)2] dtoflA] 7] SNSO| AEALS 11
2 REL o pAS sl HEOlE @ S
So)e QRS v ACR ekt £, Kim
(2012)2] 150 A= SNS2] A B Ao] SNS o] &4}
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o] FAA GaFS vX|m, SNS o] &4} b
NS o] §omol 244 RS Ak

s N

¥ ol A e
| BAe) W B4 a9l Z shtel mEe] &
olgt gk nA=A o] Hatol ATeaA s
o} AYATE vlo REE B 7o) ue
t}

SNS&] A HLA|

NSO} FEAETHLS =

2. Relationship quality

A 9] H(relationship quality)©]st AH|ZF7} 7]
ot A A&skng sk Ao B FF
A e Adem, WA 274 alat #A o) Ade]
WAHFR A AAE =, o714 WA 9] AdTet
Tt Aoz, Ee B FAHEE &
3K Crosby et al., 1990; Morgan & Hunt, 1994; Wulf,
Schroder & Iacobucci, 2001).

A A2 AR B Q= A B53% A4

o o|Foll WAYN LRERA, THL 54
o et @A) 4 P adol B3l 9%

AL B3 W, A
5, Balo] A9l B8 A1 & HRSHE Adle
2 urel A QFTHWulf et al, 2001). o]= SNS&} ¥

el Aol A= greRl Bf M=t Lee and Lee
(2012)= SNSefl djgh Hh=wrh A== 8l &=
ol Y& nHe=H HA S Ho] FAHL 3t
Ak ool & AFelld= AAL de A5k
fQlom v, A, 298 st A
HEOf SNS upA R o] w2 Au|ate} s 2l
SNS Ztof A 9] Hof thsf Awr iy

-

[ali Ay

1) Satisfaction

k= (satisfaction) 0] 2k AR} 7} AFAl9] 8517} o
L AT YPYH =R 5] Tdehsl= w2 9n|
SHH(Oliver, 1993). Oliver(1980)+= W3} e 5o
A2 selctele ANstgon, 55 A
of 2|7l 43HE Zee} vl Hle T
olet Holstaleh. o el WEE sulRe] 47 9

- 2] 183

ZIchol thgt F7tel, ol & AR FE oS
AnHolo] ok vHARel By Wz 77
E)11 Qlch(Hwang & Hwang, 2005; Lee, Lee, Park
& Park, 2007; Seo & Lee, 2008)

7149] Alujof Bt o] w2 i 7]l
5t A2 Ao 2 oo A tHFornell, 1992; Ganesan,
1994; Garbarino & Johnson, 1999; Morgan & Hunt,
1994). o= s4AubE) Hote] ola] 41a1 P (Hwang
& Hwang, 2005; Ju & Chung, 2007; Lee, Yu &
Park, 200952 &3l e AU EF, THF
2 EQ9 MgHLrE Z-8351=d|, Oliver(1997)
o} Smith(1998)= THujz}ele] AbEaFGof et
n7jo] WulAel g BAL FHTE
o ol A Hxzo] it whfo] Sz ofof
A& AR YERd Hwang and Hwang(2005), Seo
and Lee(2008)2] At ZAylS HHbA3ic)

S, SNSAFo A SNSof thgh RhSik== SNS

o dhat A2 2 Bewe) folet GRS uAE
Ao 2 YEPdth(Lee & Lee, 2012). ofof & o]
Ae AYATE EHZ i BHE SNSof| High
‘_]_Z

CEEE]

= SNSO Tt Al=el B9 @A

]

o el F&Fe A=A Hste] dtstarat
stttk & oA A" At M BE
2t

7Hd 4. 3 NSof| thgh wh-2 s Bl
E SNSof| gt 1El°ﬂ <784 9= A Aotk

7pd 5. 9] BHE SNSof gt w2 sl Bl
= SNSoj| tigh E¢lell 52 g3 v Zlolth

2) Trust

A (trusty st AT ARt} Ao A 2|2}
= AT} 5 4L ou]gtti(Doney & Cannon,
1997). Doney and Cannon®] ¢1--(Hwang & Hwang
A1-E, 2005)0] w=d ddolgt Hujake] &
Ee AU AES e 7IdAE s,
Toldolgt wufxrE sz o] Fejof tfsf zkal Q)
ARE B 352 o] 3tax}t sh= A
9Ju] gttt Swan, Bower, and Richardson(1999)2
vAC AE AHste 58 242N AFE HA
stqlom, Aol el AT v T

mlm r{r

l‘

1.
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184 s B

AE 7HA Sl AL = 2sHA =L, E84d/de
EAet= AEE AY FEYE &71 EP% #
A Sl WEEIA S A tehichn st
o} o] x ¥ A 7]lo] AmjAiet 47)Hols], &
529 PAS 7] 99 HEA] Bash adoln,
71912 ojg %3
SItHMoorman, Deshpande & Zaltman, 1993; Morgan
& Hunt, 1994).

oJ 2] Alei A Dwyer, Schurr & Oh, 1987; McDonald,
1981; Morgan & Hunt, 1994; Schemwell, Cronin &
Bullard, 1994)5-& &3l A= 599 A4
o] SRRIFFET], WA BopAE ojg W o
Agde] Yak Ao Belo] folak AL vAE
710 2 g5 % c{Hwang & Hwang, 2005; Ju & Chung,
2007; Lee et al., 2009; Seo & Lee, 2008). o]of
Aol APATES EHE a4 2= SNS
of thgt A7} sjd HHE SNSo ek =Y &
ol Folet d3FE mIA=Alo thsto] Atsar
AL sHth & AT 7Hde oS3 Zh

J

A &2 0] A 240 s 4~

H

o,

7 6. o
= sNsof thet

= SNSof| tigt A== o)
a%loﬂ CCRI

P
PRUNN s
£

oJ sk
oo=e H

3) Commitment

= %) (commitment) ot AB|x7E 7] k] 1A
gt PAS A&Ho gAY ok 478
OJu]gtth(Moorman et al., 1993). Morgan and Hunt
(1994)= E}dolst a7} 7] o] HAA A=7}
wek BAZ A%A7| A s weolza Ao
stk BYe WA SNl 9 AR EL
2z0] Ad AE g oAE 1 glon 7]YLe 24
g3) FFH o= nAze] 3714 BAS 3
g 4= Qltk(Ju & Chung, 2007; Seo & Lee, 2008).
o2 ols) B 9xy njxete] PAUAY
et B Aol A S5 8ol
190} g BATAE o SasEA 75T
\TH(Morgan & Hunt, 1994).
oo B AT ML 7]ES] ATES B 5
A B E SNSo thgl w3t AlE]7F s Balle
SNl gt 202717 olol2| Ao thate] ol
kA sk

30 > o 9 ox MIO

SNSO| EA Aol A W ool o] A L N

3. Purchase intention

-l &) & (purchase intention)st &4 A& Ful|5}
A s )24 of HIE ejvlatol, L))

A7)E =2 AlglE v Fso] Ay} s P
skE 4 = 7FsAS FSoH(Engel & Blackwell,
1982). Fujoje= e5d FujoAEdy Ws 5
7 S35 Hap R 914 E 11 QIth(Engel, Blackwell
& Minard, 1990).

Moorman et al.(1993)7} Morgan and Hunt(1994)
= 71Qlo] g Avlxo) A9 B 7)edo] A4
ol AT =& wrd 5 Qtty Hoklg),

ol 4ulate] A1E7} 71
4ol oA At A A 4

AAFRE, o2 B A7) Fojelze] ol
& U1 5 ek HeAe BEAY 4 otk
3HH, Raj(1982)= E39lo] gt o 2 HE G
of FAE T, ol FIAoR PujFO R
ojZAtkal &}t E3E Garbarino and Johnson
(1999)2 EJo] FAE BANA 212 7199
W ke Z1Us) B, ol 9% A%
HRehehal HQb=dl, o714 7199 &% J%‘
gk ozt anre] FujoAAA S E3et=
7HL:lo]g]- kg /\ 011;].

olof & Ao 7]E9 AFES EE 1)
A B SNSof| tfgh Aol E¢o] sy Hil=
A& Fufolo] o3t FFS wA =X o
3 Atstazl stk & AtolA AAPE A
7HdE otk

oo H%, Z vl

oR H.l

£n§€

714 7. 14 BAE SNSel o Al o) o)
w0l 3 GFL vA Folth

7b 8. 4 BEE SNSo] that E4le 7ol
w0l 3 9P vA Fol

4. Fashion involvement

Antil®] ¢15H(Yang A21-E, 2008)0] w2 o]
(involvement)2t E% Al3lof| A R}=of 9J3] WL
o) Az AHAH FaA Fo Fujo] £2< o)
FH} Yang(2008)2 HojE7t ol A4 % Anl A
T e GHo| Fo05 V|EolA wHu, ¥ A
HE olsfstal Hust Al7]ax; B 57]sHE

- 838 -



Vol. 22, No. 5 0]8-A -

3l Bttt

JAAE Zofoll A= sfdoi o] thet A7t
F2 o|Rojx|1l =y, ujjAd3e] = (fashion involve-
ment)7t 0|55 e wf 574 Aol A=
o3 FuE= 54 Aol izt 7H1e) BeA A
7+ HE T84 A7+ Feg 53t Ahn, Hwang
& Jung, 2010; Kang & Park, 2003).

Sl sl o5 tUA Ados ofs)d
T Qo m(Ha & Kim, 2008; Kim & Hwang, 2013;
Song & Hwang, 2007), o2 A AF+ES 53 )
Aol ol uel ek 7- A4 AR BE 5,
A e, e, A E 5 thggt S A
Golgt Aol 7} gl Ao R BhelEQIrk(Kim, 2011).

olof ¥ oA Aol ol wh U 7 A
o7 A Aolet Rk, Theat 2L A7

& Agekint

744 9. HjMTFo] E ) O W HET SNS
49 A2, BAL W, Pt £ Aol

I1l. Methods

1. Research model
2 A7 7S EYR =29 A7 E2 Fig
13} 2}

2. Measurement instrument

-4
A4 Qfeh, s=vlle- Igth® £33l SNS =
2 §3]A(Ahn, 2012; Lee, 2011; Park, 2013), AF
Z-9-A(Hong, 2012; Oh, 2012), %X A|3-*J(Ahn,
2012; Hong, 2012; Jeong, 2013)9] A APAT1&
& Fastel & 157 Barom At 1A
28 wh=(Ahn, 2012; Lee, 2003; Lee & Lee, 2012;
Park, 2013), A1&|(Hong, 2012; Kim, 2011; Lee, 2012;
Lee & Lee, 2012), &=<l(Hong, 2012; Kim, 2011;
Lee & Lee, 2012)9] ¥l AHYATEL F7atol
T 137) 2oz sty o= Lee(2012),
Park(2012)2] ATFOIH ALE ZHEFES 4%, B
gafol & 270 Barom TAsgon, 3t
%L+ Ha and Kim(2008), Kim(2011), Kim and Hwang
(2013), Song and Hwang(2007)2] &-tof| A ARE-E
2B 24, nast] & 0l Bom 7
AEell ol ojol A,
A, %, 4el, T, B o g
AFEAT B4, Aolak U H B 5]
ol A% oA A WL ZHel Bao] g

3. Data collection
2 AFoHe A BIEL Ho|AgE HolA

Characteristics of
Fashion Brand SNS

Fashion Involvement Entertainment

High Fashion Involvement

. Interactiveness
Low Fashion Involvement

Informativeness

—» / _’ Buying

Relationship Quality

/ Trust

Satisfaction Intention

Commitment

<Fig. 1> Research model
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= SNS9| 54,

Mg Ee 71 A9l A
E2 Jdgatez A
oh 23 4272 2013 49 28U RE 59 9
AEAE 3 olFolH o, 22059 A
A= HH:TE, 3]2=8t0] Soh|fo] BAAISE B
s 0557} 2| Z-24 o AH-H Sich X}E
412 SPS % ol g3l om, el A
Z(Cronbach's @), THe3] HEA, T3] HEA], T-est,
HEgA B 7 AE AAsHIH

SHAY AFEATA EAS AuEY o4o]
75.1%, "/l 24.9%% 3L, AFA= ASEEATL
69.3%, 737] A A(AHFAA] 2FHo] 30.7%%Ac). A
2 20t)7} 95.1%, 30Th 7} 4.9%% o1, S=tol
B AP vk 23949tk 2L o] 80.0%
2 7P kL, ARFZ] o] 13.2%, dll/AH] A2 o]
3.9%, &2 0] 2.4%, FH/FEZ 0] 0.5%Fc). 3
_3__ T;H§_‘]—jﬂ_ zHal— Zo] 69.3% 2 7].2]— uLo]—;l T;Hs]_*v
Z<0] 19.0%, thstd Ast 0] 10.2%, st
o] 0.5%, IL53HL £ 0|87} 1.0%= urEP;kc}.
At SEAuel-8- 10~209F ¥ nvlRto] 34.6%
2 7P weton, 5~109F ¢ mjvto] 22.9%, 20~30
qb 1 ojto] 16.6%, 30~40%F ¢ ujgto] 9.3%, 59t
9 ko] 9.3%, 40~504k ¢ o]4ko] 3.9%, 50ut ¢
owo1 34%2 11 HE o]tk

SHAEY o] A8 AMAgS Ay 5
Jﬂ(ﬂ*w 44 slee s lﬁl&"‘iﬁ , 13] Ft =

le=

il

787H01
7o) 2] 9 ‘j/]ae ‘:_-7‘]"]' “50}3”3 g3 2 4
R J*oHHh “ofgh= ggho] 75.1%, “of] 97}
249%%th 157Y H4 A4 HIHE go]AE b o]
A] “P‘jgé_ Zlﬂ‘ﬁowﬁ 13 B3 4 Bas
H o] ALK Fo] ] HHE A7k 33821 Ao R e
pra=g

IV. Results and Discussion
1. Factor analysis of fashion brand SNS cha-

racteristics
4 HWE SNS 549 8¢S =&317] st

TA A F Fujojre] A A
o] QIEAMSE AAISE A, F 3709 aglo] 3
= glom, ?Liﬂ@‘ﬂ [YEA A= (Table 1>J1L

]HﬂEL} sy

A PAE W HEE o] 43
o gystot £ol 3 SNSelq AF

o0 AA, ARLA, ThokA A
waslo] HRATA ol WS & AEE
AL 63.078%% LFEFIT]

1L
:(

B, 24ETe W deye Bls] 9
o] A2 % 7 Z(Cronbach's @) AA|gr A3}, 37)
9] @9l B Cronbach's a ZFo] 0.8 o]Aro & ek
U, E2 AFEE dH3 AR FRIF

2. The effects of fashion brand SNS charac-
teristics on satisfaction

4 HE= SNSO| E4o] whel mAE 3

o #ato] thE3HwAS HAAIRE A, (Table 2)

AN B 4 Aol KT ABHGA, JRAZ
A BE wEe] o3 JFS uH Ao et
Sh(F=119.262, p=.000). whe} BT SNS
o] B4do] W] 37 JFE A Holehs 7t
A1, 7 2, 7H 3L B AfEEQlch A 2
o] ArE 2 63.5%%om, F3]/4do] whEof s
74 2 9gkele zha )9l al(A=.490), A AT

o= RN

o}mo ﬂlﬁl

»

d
>~I

X
;‘*’:EJ

i) rﬁ rlr

=]

A(B=258), F5AE4(B=189)°] 1 HE |3
t}. o] SNSO f340] hEel fojgt JaFS 1|

2= Ao vehd Kim(2012)9) Ao} Ao 2k-g
gol ghgell FoJ3 FFE vA= Aer Yehd
Lee and Lee(2012)9] -F, 18]l AEAFAIo] qt
Zof| fofgk YFE vA= AR YERd Kim
(2012), Lee(2011)2] 9172 2 R|5H= A3}k,

c

3. Relationship quality according to fashion
brand SNS

1) The effect of satisfaction for fashion brand
SNS on trust and commitment

s B SNSo tfgh whEo] AlRof WA=
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{Table 1> Factor analysis for fashion brand SNS characteristics
Factor Ttem Factor | Eigen value Reliability
loading | (Variance %) |(Cronbach's «)
Fashion brand Facebook stimulates my curiosity. 193
The contents of fashion brand Facebook are interesting. 827
Entertainment The various events of fashion brand Facebook give me pleasure. | .725 343 877
Using fashion brand Facebook is fun. 795 (22917)
It is possible to see interesting pictures or information about the 686
fashion brand's product and service by fashion brand Facebook. |
It is possible to communicate with the brand by fashion brand
.803
Facebook.
It is possible to form sympathy quickly with other users by 696
fashion brand Facebook. ’
.. It is possible to share a variety of information with others by 3.051
InMeractivity | ¢, hion brand Facebook. e 815
It is possible to deliver my opinion easily to others by fashion 602
brand Facebook. ’
Fashion brand Facebook helps me build the relationship with
.690
the brand.
Fashion brand Facebook provides useful information about the
. 621
brand's product and service.
Fashion brand Facebook provides the latest information about
" . 622
Providing the brand's product and service. 2973 7
information | Fashion brand Facebook provides special information about the e (63.078) ’
brand's product and service. '
Fashion brand Facebook provides various kinds of information. | .648
Fashion brand Facebook provides substantial information. 786
{Table 2> The effects of fashion brand SNS characteristics on satisfaction
Unstandardized Standardized
Dep(?ndent hldependent coefficients coefficient ¢
variable variable
s Standard error Std. B
Entertainment 489 .054 490 9.120%**
o Interactivity 216 .063 .189 3.443%+*
Satisfaction — -
Providing information 276 .059 258 4.647%%*

R=640, adj =635, F=119.262%**

<05, *p<01, *%p<001

of =l WA= kol Hsto] 3]
AT} (Table 3)3t 7t} B4
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{Table 3> Relationship quality according to fashion brand SNS

S DI B

Unstandardized Standardized R
Dep@dent Indepfendent coefficients coefficient ¢ ) F
variable variable (adj B)
B Standard error; Std. 8
Trust Satisfaction .653 .047 .697 13.854%%* | 486(.483) | 191.938***
Commitment Satisfaction 713 .057 657 12.410%%* | 431(429) | 154.015%**
Commitment Trust .686 .066 592 10.456%** | 350(.347) | 109.319%***
*p<.05, **p<.01, ***p<001
42.9%%ck wEbA s He= SNSof gt Wk Fh= (Table 4)9F A 4] A, A= S92
of Aot &l 7t A FEF= v Aolgt EE Fujofmo] Ko7t g vA= Aor g
v 7Hd 4, 7HE S BEE AAEEHASS & 4 AN AHATHF=119.049, p=.000). whEbA] s HiE
ok oli= SNSof| tf3h whEo] A= 9 E9e 3 SNSof| et AlZef Fjo] Fujeleol 22t 34

Aol o8t e =
Lee(2012)2] 175 X|x|a= Azt

2) The effect of trust to fashion brand SNS on
commitment

T Bi= SNSof tfgh Al=7F E<doll mlAl=
FaFoll wote] 3ARAS HAIZE A= (Table
I Aok 24 Ak AEes S v 9
= VAE Aoz Yo (5109319, p=.000),

N

nygol Azl 34.7%c)k wEhA HjAd 2=
SNSo| tijgh A7} Eo 4% JFE A A
o]‘—

o
oleft 714 60] AEYSE & 4 e
o

e £l ol

Z o3Fe D]i] 7—10]3]-‘:_ 744 7, 7H4 80] ;(HE_]HE]
92 o 4 eieh AR By AL 53.6%
Rom, ZA(B=478)0] Al1F(£=343)ET} Sl 2]

w H FoR dFe A= AoE UE
A= el Elo] ool F-of3 ik
F+= A0 2 e Garbarino and Johnson(1999),
Moorman et al.(1993), Morgan and Hunt(1994), Raj
(1982)¢] AF+E A A|st= A3t

5. The differences between the fashion involve-
ment groups

aj ol me] we Yk 7k SNS 549 A7t
A A, Fojolme) Aol ulaEAE7] S5l

71E9 ARydTES AASke Atk W AH =] Hitgh 3.838 e or AT &
= Ao Z o] T-testS AA|SH A3= (Table
4. The effects of trust and commitment on 5ye Zth Aok 12 AT Zro] 3.83 oAkl
fashion brand SNS on purchase intention Aoz, afAd AZo i3t TAlo] =11 wjHe =
S HAE SNSof That Aol Beol Trlel AL, S, ARHS BE FasH Azl
Zofl ujX o] Wito] FARAS MAF 2 HAawe] Ferolet WHskdch AW 2% s
{Table 4> The effect of trust and commitment on fashion brand SNS on purchase intention
Unstandardized Standardized
Dependent Independent coefficients coefficient ¢
variable variable
s Standard error Std. A
Trust 437 075 343 5.804%**
Purchase intention | Commitment 526 .065 478 8.093***
R=541, adj =536, F=119.049%**

<05, *p<01, **p<001
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{Table 5> The differences in fashion SNS characteristics, relationship quality, and purchase intention between the fashion

involvement groups

Group The high fashion The low fashion ;

Factor involvement group(N=114)| involvement group(N=91)
) Entertainment 4.08 344 6.750%**
S;Saszgfaia;‘:ics Interactivity 400 3.39 7.600%%*
Providing information 4.02 343 6.726%**
Satisfaction 3.77 3.09 7A437H**
Relationship quality | Trust 3.58 3.05 5.854%*%*
Commitment 324 2.57 6.511%%*
Purchase intension 3.93 3.18 6.699%**

%p<.05, #p<01, **4p<001
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