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Abstract Companies are now using SNS as an online marketing channel and increasingly using it for customer
relationship management(CRM). Although companies are actively using social media for marketing, language study
brands in South Korea are using social media marketing in widely different ways. Among various components of
social media marketing activities, this study analyzed the effects of informativeness, content suitability, and recency
of social media marketing on consumers from the perspectives of brand equity and purchase intent. In the results,
components of social media marketing activities had significant effects on brand equity, in the order of recency,
content suitability, and informativeness. Second, brand equity and consumer purchase intent had significant
correlation. And having a child also influenced purchase intent. The results of this study can be used as basic data
for research on social media marketing of language schools and propose a theoretical direction for future research
in the field as there is little academic data related to the subject.
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H|2E o] &3 (A E HY) 7FeAo] =tV 9] 37go s Table 2. Results validity and reliability analysis
Aoz FAsIAT Factors
Variable Factor Factor Eigen— Varianc(%) Crc?nba
Jx loading value ch's a
3.3.4 AEA 74 Pl 2 8% 84
2 A AEA 742 Table 13 2t} Pl 3 805 814 239 1592 | 846
Pl 1 698 779
R 1 834 .820
Table 1. Configure your questionnaire R2 7124 689 229 1524 794
R 3 535 729
Division Factor # Measure Bl 3 804 814
Bl 2 778 769 2.00 13.32 74
) ) Language Brand Social Bl 1 746 821
Clearing Question Media Experience 1 3 g 77
2 694 784 1.94 12.91 .608
Intensity of use of |Frequency of social media 3 - .
Social Media usage CS 1 646 708 1.75 11.64 728
CS 3 631 743
Informativeness 3 PQ 2 773 751
Social media o PQ 4 619 .694 1.20 7.96 744
, o Content Suitabilit 3
marketing activity y Likert 5 point PQ 3 693 797
Recency 3 scale Standard-shaped Kaiser-Meyer-Olkin Gauge=.887,
Bartlett test x*=750.006(df=105, p<.000)
Brand equity Brand Image 4 Pl(Purchase Intent), R(Recency), Bl(Brand Image), I(Informativeness),
Perceived Qualty 4 CS(Content Suitability), PQ(Perceived Quality)
Consumer behavior Purchase Intent 3
B Ao SAWsE Ax 2ang S Balol AR
. - Nominal
Demograptic oharacteisics T scale FE AAAT WA, B A7) Sl v
A e i AT 4 T AErEe
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Table 3. Correlation Matrix

Correlation Matrix
1 2 3 4 5 6
PI 1
R 501+ 1
Bl 378+ 392+ 1
| A28+ 654+ 321% 1
CS 489+ 663+ 363+ 673+ 1
PQ 666+ 599+ 255+ 585+ A90++ 1
#p<0.01
Pl(Purchase Intent), R(Recency), Bl(Brand Image), I(Informativeness),
CS(Content Suitability), PQ(Perceived Quality)
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Table 4. Hypotheses 1, 2, 3 results

Dep Indep
Var Var SE B ! P
Const .354 6.668 .000
Informativeness | 122 044 339 735
Brand Recency 122 254 2.004 048
Image Content
Suitability 124 165 1.277 204
R*=.174, Adj. R*=.150
F=7.490, p<.05, Durbin-Watson=2.095
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Table 5. Hypotheses 4, 5, 6 results

Dep Indep
Var Var SE B ! P
Const 313 2.891 .005
Informativeness| .108 327 3.058 .003
Perceived Recency .108 .367 3475 .001
Quality Content
Suitability .10 .026 244 .808
R°=424, Adj. R*=.408
F=26.281, p<.05, Durbin-Watson=2.126
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Table 6. Hypotheses 7, 8, 9 results

Dep Indep

Var Var SE B t P
Const 345 4,291 000
nformativen | 1o | g0 | 596 | 583
ess

Purcha [ Recency 119 289 | 2477 | 015

se

Intent Content
Suitabiy 121 250 | 200 | 039
R=.207, Adj. R*=277
F=15.074, p<.05, Durbin-Watson=1.728
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Table 7. Hypotheses 10, 11 results
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