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Abstract

The purpose of this study was to verify the effects of two types of social capital on trust, purchase intention,
and SNS-WOM with regards to food products. In addition, the mediating role of trust was also examined.

This survey was conducted from 15th to 29th on February, 2016 among SNS using convenience sampling
method. A total of 300 responses were collected, of which 291 were used for analysis, after excluding respon-
ses containing missing data. Multiple regression and hierarchical regression were conducted to verify the hypo-
theses.

The results from this study are as follows. First, it was found that bridging social capital had a greater effect
on trust of food product than the bonding social capital. ; Second, trust of food product significantly impacted
purchase intention and SNS-WOM;. Third, trust of food product found to mediate the relationships between
bridging social capital and SNS-WOM, bridging social capital and purchase intention.

Key words: SNS social capital(bridging social capital, bonding social capital), food product trust, purchase
intention, SNS-WOM
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SNSel ] AF81E Aol 943 Tolelw

N

she 73971 2012 o] % A &A o7 FTlsta
ATE AEA F7HE =R SNS'E B HE
TR 77%=2 Jebsem, 2000(12.9%)2] o]
Eo] 53] mvtu Yelsti(Korea Federation of
Restaurants 2014. 12). o|ZA] £}l oA 2] #
FuAeldE 2 Q1 204 vy gy 55
ZelA MEHAE P8I 2BAFEC] o]A] 7
o|x~Eo|L} ELQIE 9} 22 A UES A AH]x
(Social Network Service, SNS)E &3f Th2 Al
S3 #AE 21 Ick(Shin MH - Ahn JA 2005).
2211 AFUA ]2 F= SNSel| oJ&f IS}
Ha, SR 22l ARUEHE 53 289l
THEE0] SNSE o5l = FAol™, SNS
of 2]3k &glel FAo] MRS E& Al
T Yok B 4 UthPark TW 2014).
SNSE B3 sl A= ols|#AV} glol=
FgFo] =gk AT AT FE FH7E 7t
s, o]ZA BE5A vl Ale] oHe]
Aty s 47t JHE We A Az 3
o] %1tHShin MH * Ahn JA 2005). %3}, SNS=
ezR]l FAlA FAIHIE ALSlA BA 94
= 2Rl E FAE F JA ke A2
T Eo| mgho] &kalA] dojd 4= AUrk(Seo
WIJ et al 2010; Lampe C et al 2006). ©|2]%+ 22}
e B AA IAIFAES aH|AEe] F9H
o] il= gaglo] el gk Aplol A
gt AAAQ Aol FEE FHTFoEA <]
EE Tt e &S A AlEE Fe)
& 985 & A2 Hoxith

% ol2]gk SNSO] 4 Eo) FE
sta glew, A 71X A2 F de A2
niAE o2 Q14]8ko 24(Kim HS - Eune JH 2011),
SNS "R S FF AH] =8} 2 dEel tiek &
S AAIRIe R wEsta, ApAQ] YawS f
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tgEdte] wAE A A =

SNS=
U 714 7|9k AlFsH(Donath & boyd 2004),

=7, A3 A 21582 SNSo|A 9] o] gAE<]
S A-g-0] ZTj| = o](Steinfield et al. 2009) SNS
ol A 7ol At FAIE F U= kgt foh
WA 2A S7VetaL, B eIE Aksl A el
7l ket SNSllA] <ofet FjldA = dAE &
M MES Ae st BHe N2 FJEE
AFE 4= 9tk SNSO| el Flo] A~ 5] AL
sl AAA, ALS|A Aol Aol 3lem, SNS
o] AREF oA, AR A AHE AA] oRzte] B
dol EAFS ¥l B ATKEllison et al 2007).
SNSellA] FgE HES A FollA] ofH YES]A
73 A4S 7rslel = A, # 2] SNS
= UEHIE B2 59
AA9 F¥E e A dd U EY A
: = 7hd & AFSA
ZHE(social capital)©| T} AFS]A 22 Ao 7]
Hhel 7d o 2 ALsl A 2HEe] F7kebA AU E
o et E=Y=ET} ol o, AFE o] ezt
&0l S7lte & 334 2 b Eo
(Helliwell & Putnam 2004). AFEE-2 SNSE o]-&
SHHA 2Bl MESAE fA8ta S7etd
3 =3} (Ellison et al 2007), SNS ©] &A&2
A5 B ARETe] 452 AoE o2 Ho]
© T Aol A RS FAdsAl Erk
AP AFE Hels] B, ezl
A AFYA AL A&H AL AHES 7s)
sta, 22l F4e] AFYAelde AAA A
AHES Zslettta & 4= 9Jth(Coleman 1988). 1
2lub H 2] SNS= 3l whet ezalqle] Izt
WS SERle R 7171 % ahal, 2akl/dolA

—

AU
i)
1o
ry
s
_0|L1
L
Y
ol
off
o
of



256 3= z2]e3|A] A 227 Al 35(2016)

o,
2,
=2
2l
re
it
2
>,
toly
2L
s
=)
i
ap
2
>,
Mot
L
e

7122] o2 ## SNS EA43 uAnkE 7he
A, SNS EA T} SNSE o] &3taat ahe 9%
PAJoll 4ol gt5elA Qlth(Ji YH et al 2013;
Park JS 2013; Seong HJ 2012; Song JW 2012). &=
gk, 22l A HdE P e thek A (Heo
YW 2011; Seo JW 2011)2} SNS2] -4 (Kim JS
2014: Lee YJ 2012)of] 3k AFE o] Fojx o),
AFEA AR B 2] Al wk AlE], Fu)
oE, oo} 22 AH|A} Bl gk A
= nHlgk Axolth

wEpa] 2 Ao A= SNS Aol A AlEl A #}
ol o) FE Tl Al Fufel e} 7o
N2 G S A E iz} ahm, ALS1A A2t
Tl = 2 AR Zhef 9] AdFe] gk 4l
F7F A& =R E ZAVS AL gt ol
g AFAINE B R iR Zallxfo] = 927
d B ol gt 9 A GAEANAE
AFE A AEE 714 = 9 SNS PR S B8l &
ARl wiAY Mgk kS AAIS=H 9fefrt

(<3}
II. OI=2A Hi&

1. SNSOIMCI AlSl& AH2

AR A AR Aol =2 d e ®(Adler
& Kwon 2002), Bourdieu & Wacquant(1992)= A}
34 2htg Nl fdelAl S4d AA =
= 7ol Ak e] gelgka Feolsiitt & AT
A= AFS|A A (social capital)S FH$I5H
S el BAllA SAE Al dem
H 312} 3FKColeman 1988).

53] SNS= Q19 g4 2 #e] VA=A e o
gy} PYH Zel =S Prrelal H|eHE e R

WA RshgoA o xeleld ] FH8 Al

2 A3t gEiRlolA ] Akl A AHEg P46t
frAeH=t &2 PIXITHSuh MG - Oh JH 2010).
ALS7L w2 A W shetel] whet Abs]A Ao <
aFeo] gE a1, wA|o tiido] thefste 7] wi
off Ak5] A ApEel] thegk Tl Al AR U= A
olth. eyt of A 7] AFS A ApEell thEk i
I Aded e B3 o] 84 Sl ATHA %
< A LT on = AR glon, FEA
o= Ao WA, MEHZ, 3 25 55 °
g3t 1 JidS ARl IUtHKo DW 2009).
B ARE ofe] st olaiA 418, A
W Zo(civic engagement), 42| WHEx(life satis-
faction) 5 3421 9|2 %3} th(bourdieu
1986; Coleman 1988; Newton 2006; Putnam 2000).
SHARE 2 2] AFES ABA AEE HES 2
548 $4lo2 A4 AR AH(bridging social
capital)®@} 2<% AF3| A= (bonding social capital)2]
T 7 g8 oz RIS Putnam(2000)S 9
A2 A8 AFE(bridging social capital)Z} A<
A}8] A2 (bonding social capital)S &3 B} $)
th 2R AR o] & H} kg fui v
(week tie)’ & EalH, o]2lgk kgt T AA 7} AL
314 Ae] theidS At ERshket 8
gk &S 3t ar BT Granovetter 1973). WHA,
AEA ARBAREL THQL bl Al A2 H o
H, A2 e R 7S5 e
73k o @A (strong tie) ol 4] VEFATH Grano-
vetter 1982). Wby AE5A AB|AE e FH &
A, J A%, A B3 5 Fad TR
of| Al T3 &S K Brown & Reingen 1987).
ofgh Aol F7k=E JidlEe] Wizt

& EAE adstedl 7159 BA7E ok 2l SNS
£ 53 49 ABEAE ol &dtta stk
(Griffiths et al 2012). ©]& SNS Zoi7} 442 A}
B2 GAell 718, velrt 34A -SR] )
A ZEolu A, o] EATt TR e
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AYPATE A HH, Lee SN - Lee KY(2014)
A, A=, A 9 AEH AR,
&2 ALS] ROl SNS o] &akEe] 2l 74
PEol S nzltha siglon, 53] 2&A
ARg| ARl Hlel A A ARg]AbEe] 22l 7
ool B 2 JFE vk Bl =3, 9
olat o] 8Ake] 7, AEA ARl 124
ARE| AR w22l Tl HE 2 9
= A= A2 e e, ESE ol 8AkE
o B dAH ASAREe] A& ARl
Hlel t& 2 = vRHaL Sksith Lee HI
(2013)9] ATl AAA, AL A AL An|z}
2t 35 Agol 9= vAIH, ol e-WOMel 9
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Gefen(2000) 21174
‘ohro] AEE Bl Aol sojHo R F
& Zloleh= ﬂ*l’om J o gtk 2ol 21F
o 2l 849 5
H|2pe] A H P& X
A3l ohgskA &, B, o] B AAE B3l
ki Ao ma Ma o EdTsith
olu} 71t 2Jm|3ltk(Lee & Turban 2001).
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o 7uHE £ 2ol T

2007; Kuan & Bock 2007).

2Rl FHAAME AES AR BA R
ol ) HAl Ak gk A2 7} wlg- S5tk
(Elliott & Kiersten Marie 2002). ©]-f& 22}l
AL g wH, g 2E(text) FEl 2 At
T 54= 7ML eng, AFe o] 84S0l
A2sta e Bl Fitolgte BFe AT B
adhe T a3 WA HEE 517] wiZolth w
2pA] 2Rl TR Holl gk A=) o] 82
Bl =t g sl B2 S v Zlolth Kim
SH et al (2011)& 2870 2sef] i3k 2123 o
o|r=9t ?LXMEOH F& dFe A= AR
YERs T3 Park TW(2014)2] 17041 SNS

AN 74 A= FH 78, 7 Gk Tl
I BT fFolg IS nAE AR
3374y

webA] SNS Aol o] A BAlZAte] U ELA
S5 Ad AR AR SAdE el et
TR E G2 m A o, X FE ik 4l

AP Mg EE & Ao 45T 5 itk

A Teo & Liu

3. FO0Hel=

Aaker(1997)= TVl =5 Av|zle] nl e s
= dvlete Ao Ade] Bert gEow o
Foid 7hs/delgka sisitt. &, Fjel=e A
o Tofstaat sk anjate] omw g Alg
g vy o] A ez AN YEst
2 754 S 2n|gcKEngel et al 1993).

AREA Y o A AFEAA AlFol 7]
4, fAtelEo tigh AEle el folgh
&= A= RFEA SHE o, Akl
Eof thigt Al2]e] B =S w7l = she] i
o|meot e PFolrd FHA dFS v
T ALo] S EATHMcKnight et al 2002: Ge-
fen 2000; Jarvenpaa & Todd 1997). Gefen(2000)-=
A2 o} FujelEete] HAS A Aol A,
A7 AF el el 2329 232 vt
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1 SR em, ol HEA|FA o
125 s =4 &
= Stk
T =t 22l SEate] Aol ek A
A= 2 B, Bickart & Schindler(2001)E %
Foll sl Ul AMEAES] oS nged
AT AIESL 719 At B vl HE S &
&l AHEARE Y] AHTE R YAtaEol s Aol
EoA 53 It o 2 AFE B
ofrje}, Fufjolzel U & & J3Fe mXIth
= Witk

53], # &H|ARS0] o] &she thFet 22
o1 77 vfA] 5 SNSE &t o] &35faL 3o
™, Lee SH(2012)2] AollA= SNSO| -84,
AEA, 3]0l SNS AREARY] A|E4Q1 o] &-9]
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8 Av)=7}
aHsH dArk=
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0

S5 7M7), AEAQ] o] Lo e o x
= 7MY Y th(Han JS 2016). B=3F Park

TW - Lee KY(2014)& SNS 7474 H.o] Al2| Az}
/o] Pl g froldt Y nxitia
fox|

weba] SNS Aol A e] 9214 E gk AlF =
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TR exel A FFE B A2 g
MRS 7he] A - 7AR A e FERE
gt vlFA A FaAtgolete HodA T
£4L 73 ok
2g}el 74 F SNS AelA e APA = 4
HEH, Lee SNQ2014)E 71214 B4, thol4 o
gk A}3) A A}Eo] SNS AtelAle] Lkl FA o
FEFE A= AFdA 28R RS AFF
N AAE, JAALGRE FEEATE 53] Als|A
ARE T ASA ARS|RHLe] AZA ALS| AL
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T oAl S Foldt FgE v A
o & VEpstth w3k Park TW - Lee KY(2014)2
SNS T H e 21297 f8deo] A58
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Bridging
Social
Capital

<Fig. 1> Research model.

H2. SNS “gellA 2] e]2]7d3% Al=
of fel3t Jgks 1
H3. SNS “goll A 2] 924
o] g0l ek 1]
H4-1. SNS Aol o] 244
R e T h =S 7&01] g es &
740]\:]-
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AT FHO)E 7l wpdEe &
o]t}

H5-1. SNS el 2] 9J27E 218 Als] 4
R e =,
740]1’,]-

H5-2. SNS “oﬂd«l ﬂ*—“ E A e ARSI A
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ox it o o
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Zeltt
2. HE U K24y
2 A7) 7ML A5 el ARAEAPY

2
& Adsision, 481 48 NS a4 A
=
i

A

(convenience sampling)°l 2]l A& - A7) 24 5

Purchase
Intention

) hsE A0 SNSE F4 S124ES Fobel
2 2Ago] gl A 3009S thO R FALE A
sgom, o] F AT AP Be UEAE

Rom,
9l3taL, 29155 HF AR E Aol 21831
 FRE AR E EA 97112 SPSS 18.0E ©|

3. I:I

—|—| Jcc;I = (=]
s Oﬂ?oll AR RE WS PAE 7Y AR
:1‘%]6]')\1\

AFS| A AR AR AR AR A& AL
3 Aoz FRECL SNS o] §Ae] AlE A 2}
=g S floted dEdA AEAES B A
A1 w7 713 ARIE ] MESI A 7Fe4d
o2 Aolsial, A&EA Ak AR co]F A<l
M-S 7H ZiRlE e HES A e oR
Heolatitt. %322 Williams(2006), Keum HJ
(2009), Chu & Choi(2012), Lee SN - Lee KY(2013)
o] ATE iR e g B A+ At 4 - 1
hste] ARg-sEeiTh

AF = 923E e GAAA g BEe
2 olsiaith. 54352 Moon BS et al(2007),
Lim ST - Cho WS(2011)] A5 vlgoz 2 <
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Toll AgsHl 7 - Beste] ARttt ol
o) =gt o)X ate] FuleF oA El
el T gke] e FER Fostih &
822 Oh MH - Kim 1(2014), Park TW - Lee
KY(2014), Park JY(2013)2] A5 ujgdo=z
Atel] sl 47 - Bekste] ALgsdT) T
Ae)e= o2an|ate] Fulels B oA FE
o il ERRlAl AT eJae] A= FER F
o] stk

23322 Park TW - Lee KY(2014), Park JY
(2013), Oh MH - Kim 1(2014), Lee SN - Lee KY
(2013)2] AT5 ulgoz B Aol HgslA
g - Beksto] AHESETh

3 W27} 949(32.3%), AAAF7L 197
(67.7%) 0% LFEITE AE o ¥ | Eo| 277
™(952%) 2.2 7]1E 149 (4.8%)°] Bl v =
XS UEhl AL ik A% 20tH7t 2737(93.8
%), 30T o] 187(6.2%) -2 VFEFSIT) 2¢
2 k() ol 26078(89.3%) = 71 B2 H]
T2 AAEtaL slom, Aol 137 (4.5%) 2%

2. SETFO| EiEM I A2 AHS

ST A A5 28 244 el
A (exploratory factor analysis)= A3} T} A3
2 ZpE] A3 a1 A2 Al W
ul (Varimax) W g AAEem, 891
& ofol7ll gho] 1 o] HEE FEAT A3
2 Ao T KMO #4(=.95), 412l KMO %k
(=.794), Tule]E2] KMO #k(=.764), T-H o %2
KMO Zk(=.764)°]1™, Bartlett 734 A<l <]
S5 BF 00000282 284S a7 A
sttta & 4 3l
FAAT 2709 8U(AAA ARS|ARE, A&A
ABIRRR)0] FEH M, & BAHEEE2 70.634
()= UERaL, 3887 891 gl B
0.6 ol’doz sl efdde] U5
B 5 ook E=3, v =
T 9@ pAoEE ddAdor &
welo] Zkz} 77.760(%), 86.730(%), 86.796(%)L-
2 Ueston], 384 9 21 AA#k BT 07
olFoZ yelyton, shte] Thdatgiglo]l 45
H et 2214 7152 Cronbach Alpha Al5E 7]
Fo 2 ARSI o, ZF Q9l9] Cronbach Alpha
AZ7F BE 0.9 o]Fo @ Jeh ) =2 AgAS
YeERRIEE B4 23 (Table 2> 9} 2t}

ot o

Yelyith 223 (Table >3} 2}, 3. Jidol A3
{Table 1> Demographic characteristics N=291
Characteristic N %
Male 94 32.3
Gender

Female 197 67.7
Single 277 95.2

Marital status
Married 14 4.8
20~29 273 93.8

Age

30 yrs< 18 6.2
Student 260 89.3

Occupation
Office job 13 4.5
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{Table 2> Exploratory factor analysis and reliability of items
Factor Commu- FEigen Variance Cronbach's
Factors Items . .
loading  nality  value (%) a
SNS makes me interested in things happen-
. . .870 .826
ing outside.
SNS makes me try new things. .864 .800
SNS makes interested learning different
idoi .851 783
Bridging opinion.
social 4406 36.719 925
capital SNS sparks my curiosity. .836 7132
SNS makes me feel a part of the commu- 285 641
nity.
SNS all t icate with all
allows me to communicate with a 681 639
Social over the world.
capital On SNS, there are many people who can 848 739
(70.634%) solve my problems. ' ’
On SNS, th le wh
‘n X e‘re are man?/ people w o can g 610
give me advice on making a decision.
Bonding Qn SNS, the.re are many people who can 778 714
social  give me advice when I feel lonely. 4.070 33915 900
capital  Op SNS, there are some people who can 767 699
give me some money when I need some. ’
On SNS, I have some true friends. 761 655
On SNS, th le who hel
n , there afe some people who help 639
me when I am in trouble.
I believe food product information on SNS.  .884 781
There i rt food product informati
ere is expert food product information ., 18
on SNS.
Trust
(77.760%) I believe food product information on SNS 882 77 3.110  77.760 904
more than corporate advertisements.
I ive hel ding food products in-
recelye elp regarding food products in- . 74
formation on SNS.
I intend to buy food product based on SNS
! inten ‘0 uy food product based on 934 873
Purchase intention information. 2602 86.730 023
(86.730%) I want to visit restaurants on SNS. 931 .862 ' ' '
I am going to buy food products on SNS. .928 873
I want to share food product information
. 934 .873
with others.
SNS WOM I am going to recommend food product in-
933 .870 2.604 86.796 924
(86.796%) formation to others.
I ing to talk about food product in-
am going to talk about food product in- 861

formation with others.
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{Table 3> Correlation matrix

Factors 1 3 4 5
1. Bridging social capital 1
2. Bonding social capital 5377
3. Trust 4177 368" 1
4. Purchase intention 4327 243" 617" 1
5. SNS WOM 4737 304" 606” 781" 1
** p<Ol.

vebsom, 744
d& Hola §lo]
Zre] fA oF A3t
= <Table 3>3} 2t}

H AFe] 7MAEE A8l thes A A (Mul-
tiple regression)¥} #)%-%] #1423 (Hierarchical mul-

ol

tiple regression)= AA| ST
B AT wpyid &S A5t $15ked Baron
& Kenny(1986)7} A|AIgE w7 AS7]H<
A3 A S A8kt gk w7 do] 4
SH7] feiAe vt 2 250l F5H
of gtk AA|, SHHATE w7l folek
= mAck gtk 24, SHHsE S5
frolgh Jaks mxof gtk A, SyRFet
AL S5l Feke mA o, mjyiES

WREA] fol @ GRS mIH ok SR, HYWS
z

2 =2

T
TEWUG JaFS vA WEY SFAAS) 3
aljoF it

B A3xAdats AuEd) (A)Q] Model 194
ARSI A 2L F AAA ARSI AHL(B=285)°] A%
2 ALS| A B=196)°l H]al 24 & A=l o
& A gk YIS vA= o= e
ubA 7Hd 1-13 7 12 g E Ao

(B)2] Model 1914 A18](B=617)% 77 <] =0
frelgt G vAH, (C)2] Model 194 41=]
(B=.606)= TR el Folgh JaFS nx= 3

B2 oqr
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{Table 3> Regression results of H1-H5
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Dependant variables

Trust Purchase intention SNS- WOM
A B C

Model 1 Model 1  Model 2 Model 3 Model 1  Model 2 Model 3
- Soz;diz;gital 285" 385" 2427 377 2437

capil Soi;)ln i:;gital 196" 065 033 115 024

Trust 6177 5007 606"
Purchase intention 468"
SNS-WOM
R(%) 18.1 38.0 36.7 38.5 36.7 20.3 38.2
Adjusted R*(%) 17.6 379 36.6 37.8 36.3 19.7 37.6

** p<01, *** p<001.
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