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Abstract

The purpose of this study was to verify the effects of two types of social capital on trust andpurchase
intention of food products. In addition, the moderating roles of perceived risk and SNS receiver characteristics
were also examined. The survey for this study was conducted from the 17th to the 30th of June, 2016 through
SNS using the convenience sampling method. A total of 230 responses were collected, of which 200 were
used for anmalysis, after excluding responses containing missing data. Multiple regression and moderated
regression were conducted to verify the hypotheses. The results from this study are as follows. First, it was
found that social capital (bridging social capital and bonding social capital) had an effect on trust of food
product. Second, perceived risk of food product was found to moderate the relationship between social capital
(bridging social capital and bonding social capital) and trust. Third, trust of food product significantly impacted
purchase intention. Fourth, SNS receiver characteristics of food product were found to moderate the
relationship between trust and intention;, and trust of food product was found to mediate the relationship
between bridging social capital and purchase intention.

Key words: SNS social capital (bridging social capital, bonding social capital), food product, trust, purchase
intention, perceived risk, SNS receivers characteristics
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AFEA AHEE fFdol w2 d o2 (Adler
& Kwon 2002), A F7FA] A4tE Z4A| A 20|
L Q1A AR el[A 9] TR R Tr2A] AL RA &
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al 2005). Bourdieu & Wacquant(1992)+ A}3]4
AHES ANRlelu Fetel Al F4 ¥ AA =& 7t
7gel Aol oleta ottt vt o1
A A 2] gk de W2 ofn R ALy
3 Jon, FEHo = 29} WA, EAS, I
W A& 55 ol&st] ds At
(Ko DW 2009). # <+ A18]& 22| gt A+5
= AW, MESA SA4S AR A44
A} A (bridging social capital)Z} A<2 AL A}
E(bonding social capital)2] F 7[R 2 FE3}aL
2 HPutnam 2000). A= AFS| A2 k3 fu)f
Al (week tie)S HabH, AFSA dde] k<
Adeta ERstet Fad 93-S gk(Grano-
vetter 1973). ¥H, 2&A AR AHLE 75| <
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3 H7HEE & 4 A tK(Frewer et al 1998). &
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JH - Kim GY 2012; Park TW 2014). T3+ 7]Z£2]
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NAA gk, 221 74 F71, —TLX*@E«] °ol-&
BRI e 201ES FHeE =9Ho] st
(Choi NH - Park SJ 2001; Yang HB et al2011;

Henning et al 2004). Flanagin & Metzger(2000)+=
QB o] £ F0] T BL o] gA1E0] Y ARG

A E

@ ooyt @ o
fr o rlo

)

ol gAHE R} Qe Buo] sl §$ A2 ek
3Rk webd SNSelA 912 3F th
)7} Fulel o] G Mt BAGE 5
el NS e 0|87 gel I
o Aol wet gepd & 9 Aow S 4
siek,

1. c‘éi l::1Tc 7|.I\-|A-II'I

—“&s Ao A= SNS ARS] A ApEo] L2l dE
Tz X e JgEE AvE, &
"61 2| ZFE 1} SNS A2 B4 - Bl o
d ASEN S Fa ATt dvh ATRES

<Fig. >3} &t}

J

|

HI: SNSAel A 2] ALSl A AR89 2] Ak Al
Fd o)k JaFe E]7d Zolt}

HI-1: SNS7gellAe] A2
2ol fo)3tk A

H1-2: SNS/gell A e] A2 A2 o] 274%

2ol fogt Jre v Flolt

H2: A7 9182 SNS Zdellx 2

3} QA E A1F o] 2AGES g A

o|t}.
H2-1: A2 932 SNS Aol|Ale] 44
AHE} Q)2 FE AlE bl 2d e

=1
1o,

>~
>,
oty
2
B

o
= .

H2-2: X7t 32 SNS oA o] AL:2
X]— Al A
o



136 = z2]g3|A] A 227 Al 75(2016)

Bridging
social
capital

Bonding
social
capital

Perceived
risk

<Fig. 1> Research model.
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2 AFdM s AEA AHES il v Fdt]
A FAE AA 2 73] 29| Foleta
oJalqitt. & AFelME A A AR FRSIsH

A AEE ZFe] BAlCA A E 2] de
2 ®B3x; gt S 3E-2 Chu & Choi(2012),
Lee SN - Lee KY(2013), Han JS - Lee HJ(2016)<]
ATE EUE & AT AgetA 74 - Best
o F 1IESS IAE 74 =S AT

Purchase
intention

SMS receivers
characteristics

2) b=

B A& A2 S SNSAA ] e44E
T 2dAlel gk wgo 2 Holslsith. =%
=2 Bickart & Schindler(2001), Je MJ - Kim GY
(2011), Song HG(2015), Han JS - Lee HJ(2016)<]
ATE EHE 2 Aol At 4% - Best
o F 45%s YAE 74 HEE AHESISITH

3) F0ie=

£ AFM= Fulle)=E SNSE B3l 42 +
AREE upgom o2/ dF] ta] Fujed o=
e olaity. S8 3E-2 Park TW - Lee KY
(2014), Park JY(2013), Han JS - Lee HJ(2016)<]
ATE EUE & A7l AFetA 74 - Hedst
o F32¢s YAE 7d HEE ARSIt
4) N2= 21
£ Aol s A2 9182 SNS 7%

e 2ge] AAA ) BgelN 7 He B
Ao} Bebzlo 2 Hojaiitt 24 3Ee
Salo & Karjaluoto(2007), Je MJ(2011), Song HG
(2015)°] A75 EdE & A7l At

3 - Hesle] & 45882 PAE 78 HE2 ALS
ssie.
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5) SNS ==0IAL B4

2 AT = SNS FARE S5 QA dE
v A% Al SNSO| A Hof| o) Edhe H R F
olslsith =435S Blodgett & Hill(1991), Park
TW(2014), Joung YS(2015)2] A5 EUZ & A
Toll A 7% - Bedale] F 5 HAE 73
HEE ARSI

RNESSIS

=

1. H=20| &Y

B Aol 28] 54& (Table D3 2tk A
He Ix7F 1079(53.5%), “IA7F 937 (46.5%)
<Table 1> Demographic characteristics (N=200)

Characteristic N %

Male 107 53.5

Gender
Female 93 46.5
Single 91 45.5
Marital status

Married 109 54.5

20~29 63 315

30~39 46 23.0

Age

40~49 60 30.0

50 yrs < 31 15.5

High school 60 30.0

College 50 25.0

Education  University 68 34.0

Graduate school 17 85

Others 5 2.5

Student 15 7.5

Office job 82 41.0

Executive 21 10.5

Occupation  Professional 22 11.0

Housewife 13 6.5

Freelancer 10 5.0

Other 37 18.5

o7 Yo, AE o= nlEo] 917(45.5%),
7] &0] 109%(54.5%) 0.2 1E EFX S Kol g)
o} AH L 20tH7} 63%(31.5 %), 30N 7} 4678(23.0
%), 40th7}F 6078(30.0%), 50th ©]’do] 31%(15.5%)
o2 YRt #HEFE-e 1F 6078(30.0%), &
FE 5078(25.0%), HZ 6878(34.0%), thehd ©]
2 17%8(8.5%) -2 UepdTh A2 tigtde] 15
H(7.5%), BAFo] 829 (41.0%), AFAA} 219
(10.5%), AEZ o] 22%(11.0%), T57} 137(6.5
%), 27} 10%(5.0%), 71EF 3778(18.5%)2-
2 UEhsith

2. ZEETHO| Eigd A bZld AS

SH Tl g doe S8l gaA edE
2 (exploratory factor analysis)< 24
A1 SNS AFS]A 2Rl A3 QQlEAL 27}
A2 Q1w 2] = 2~(Varimax) ol
flom, 891e ololdl gol 1 o) HES 3%
sttt 2AEY, & SR EE 71.556(%)°]
W, fl: AR AR AR £ A% AL A ]
2 89l0] 2T W 3 Az)Eg ol

2= SNS I3 25 Wk e 2 354 &

ok
ok
R
A
kv
_>“l_'4

e o 7h2F 72.358%, 87.553%, 71.631
%= WeRSTh AdddTolA tatd ez S4 4
SNS F2lA} EA-& 2 AollA ddadez

3 WO 74319(%) & LEb
o} B 7 §igee] 38T Rl AAgke] BT
0.5 o]’Folm, A7te] A& AAstglonz Haw
HelGAdo]l ASHEdTt & 4 AtHKim GS
2010). 2124 715 Cronbach Alpha AlFE 715
o7 ARSIl o, 9919l Cronbach Alpha Al
0.8 oo g Yeht AlgAde] Eria &

4 Utk BAZE A= (Table 2> 9} 2t
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{Table 2> Exploratory factor analysis and reliability of items

Factor Commu- Eigen Variences Cronbach's

Fact It
actors ems loading naility  value (%) a
SNS makes me try new things. .893 .820
SNS takes an interest in others with diffe-
.838 774
rent opinions.
Bridging SNS makes me interested in things happe- 80 697
social ning outside ’ ’ 3.647 36474 .896
capital SNS makes me curious about the outside
.806 744
. . world.
Social capital
(71.556%) SNS makes me communicate with new 606 589
KMO=880, people.
B'f“ﬂett‘q On SNS, there are many people who can 864 %03
T38473% give me advice on making a decision. ' ’
=000
, I have some true friends. . .
@ ) On SNS, I h: friend: 830 690
Bonding On SNS, there are many people who can 210 743
social  solve my problems. ' ' 3.508  35.082 .885
capital On SNS, there are some people who help 770 710
me when I am in trouble. ' ’
On SNS, I can strengthen relationships with 624 584

whom I know.

I believe food product information on SNS.  .864 746

I receive help regarding food product infor-

Trust (72.358%)  ation on SNS. 854729
KMO=.776,
Bartlett®] 7343744 There is expert food product information on sa4 212 2.894 72358 872
(p=000) SNS.
I believe food product information on SNS 241 707
more than corporate advertisements. ' '
Purchase intention IS I\alusn going to buy food products through ou4 £01
(87.553%) '
KMO=.776, I want to visit restaurants on SNS. 939 882 2627 87.553 929
o A AA
Bardett] 733478 I intend to buy food products based on SNS
(p=.000) . . 924 .854
information.
I think that I pay too much forfood products
.884 782
on SNS.
Perceived risk I think that I am defensive at that restaurant
(71.631%) on SNS. .864 747
KMO=.805, ' ' ) 2.865  71.631 .867
Bartlett®] 73374 I feel disappointed with food products on 829 676
(p=000) SNS.
I think that f¢ t N
at food product son SNS are more 313 660

uninviting than I expected.
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{Table 2> Continued

Aleet Fajel o) mxE JgF 139

Factor Commu Eigen Variences Cronbach's

Factors Items . .
loading naility value (%) a
I get product information on SNS. .892 795
. I make good use of SNS word of mouth
SNS receivers ) : .863 745
.. information.
characteristics
43199 I icate with SNS fri I
(74.319%) communicate with SNS friends as 860 740 3716 74319 913
KMO=.755, purchase products.
[s} A AA
Bartlett;_j;);) S5 4k SNS friends as T purchase the product. .851 724

I have much experience using the SNS word

of mouth information.

.844 712

( ): total variences.

Lot 7] ffs) FHBA A S AT 4
A7, 7t PANEE 2 DAV} F) B S
o]aL glo] AF7HdelA AAE 8llE Fhe
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{Table 4> Regression results of H1

Unstandardized Standardized Standardized
. K t-value p-value
coefficient (B) error (S.E.) coefficient (Beta)
Constant 2.499 302 8.112 .000
Bridging social capital 219 .080 212 2.672%* .008
Bonding social capital 254 .070 287 3.621%** .000

R=200, adj =192, df 1= 2, df 2=197, F=24.693, sig. F=.000

w4 p< 01, #% p<.001.

SNS ol el Akl 2t o273 4l

28935 SHeAE AT ET] 8 243
< 217 &%) ti(Sharma et al 1981). 22 3]
[e]

/91
He 3ugo] 2ANGT} a2t gaa
[e]
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o )
L
2

k

<]
ExAZHE 913 (p=.040<.05)9F 24 AFS| A x
22t A& (p=001<01) Z5F 9]~

2
ol 23k ks v o 2N 2GS dh=

{Table 5> Regression results of H2

Al
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A A}E 7
(R 35.9%°]H,

o

Ao 2 B 4 9ity uab 7HE 2+ A=A

SRR BRI

ol el ek A1

Al e EAA

Unstanfiardized Standardized Stanfiardized fvalue  povalue
coefficient (B) error (S.E.)  coefficient (Beta)
Constant 2.449 .032 8.112 .000
1 Bridging social capital 213 .080 212 2.672 .008
Bonding social capital 254 .070 287 3.621 .000
Constant 3.371 367 9.916 .000
Bridging social capital 224 .077 223 2918 .004
? Bonding social capital 244 .067 276 3.616 .000
Perceived risk —.244 .059 —.253 —4.121 .000
Constant 3.764 921 4.085 .000
Bridging social capital 740 250 737 2.963 .003
Bonding social capital — 472 219 —.534 —2.154 .032
’ Perceived risk —.340 235 —.352 —1.448 .149
Bridging social capital®* perceived risk —.128 .062 —.826 —2.066* .040
Bonding social capital* perceived risk 177 .052 1.108 3.427%* 001

* p<05, ** p<Ol.
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{Table 6> Regression results of H3

unstandardized  Standardized error Standardized
. ) t-value p-value
coefficient (B) (S.E.) coefficient (Beta)
Constant 1.791 278 6.436 .000
Trust .647 .062 .599 10.524%** .000

R=359, adj R*=355, df 1=2, df 2=198, F=110.761, sig. F=.000

% e 001
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{Table 7> Regression results of H4
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E
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*H(convenience sampling)
(REE R E
s‘j 1 = g]/u/\a];(}_‘ \;H/\}o

unstam.iardized standardized stan@dﬁed rvalue p-value
coefficient (B) error (S.E.) coefficient (Beta)
Constant 1.791 278 6.436 .000
: Trust 647 062 .599 10.524 .000
Constant 1.561 285 5.476 .000
2 Trust .560 .068 518 8.254 .000
SNS receivers characteristics 151 .053 179 2.846 .005
Constant 028 693 .040 .968
Trust 919 .163 .850 5.643 .000
3 SNS receivers characteristics 548 172 .648 3.182 .002
Trust® 089 037 ~.700 ~2.420% 016

SNS receivers characteristics

* p<05.
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