The Research Journal of
the Costume Culture

[Original Article]

Received February 24, 2019
Revised April 17, 2019
Accepted April 18, 2019

TCorresponding author
(hyunhwa@inha.ac kr)

ORCID

Hyeonyong Park
http://orcid.org/0000-0002-6028-7299
Hyung Woo Choi
http://orcid.org/0000-0001-9599-9731
Hyun-Hwa Lee
http://orcid.org/0000-0002-2044-0308

pISSN 1226-0401 elSSN 2383-6334
RJCC Vol.27, No.2, pp.81-97, April 2019
https://doi.org/10.29049/rjcc.2019.27.2.81

Effects of image congruity of social commerce and
fashion brand types on purchase intention
- Moderating effects of trust and price sensitivity -

Hyeonyong Park, Hyung Woo Choi, and Hyun-Hwa Lee”
B.S., Dept. of Fashion Design & Textiles, Inha University, Korea
Professor, Dept. of Fashion Design & Textiles, Inha University, Korea"

287MAL} HHME R7to| 0|0]X] UX|F0|
TOielE=0 Ojxl= e

HHE - ZHQ - OJHET
Astefetn oFeiRRIske} Shat Askefetn OjFTiARIstY} W

Abstract

This study investigated how the image congruity of social commerce and fashion
brand types affects purchase intention and how trust and price sensitivity moderate
this relationship. National brands, private brands, and non-brands were used as brand
types in the present study. The online survey method was used to gather the data,
and 232 data samples were analyzed. The results of the research were as follows.
Consumers perceived greater image congruity between social commerce and non-
brands, followed by private brands and national brands. The significant perception
differences were examined by comparing the mean values. There was a significant
positive effect of image congruity of social commerce and non-brands on purchase
intention. However, insignificant effects were found for image congruity between
social commerce and private brands and national brands. In addition, trust and price
sensitivity positively predicted social commerce purchase intention. A significant
moderating effect of trust was found on the relationship between purchase intention
and image congruity of social commerce and non-brands. A moderating effect of price
sensitivity was found on the relationship between purchase intention and image
congruity of social commerce and private brands. The findings of the present study
offer valuable insights into social commerce concerning implementing diverse fashion
brands as well as academic and practical implications.

Keywords: social commerce(s&AH2), image congruity(°]P]X] Y X]E), brand types
(BHE2LT), trust({1Z)), price sensitivity(7]E 2IZ-E)
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2 SGAHAS} HHE

ojoju7}al QIth(Back & Han, 2015). WjAFREo]A]
= 2719 9 old AFuHE AFEIoY, olF
FAe} HAAA ] 2 TS gt 78 WA
g BHES fF BHAE9] g & 4E AT
Qith(Jung, 2011; Jung, 2015; Lee, 2016; Sim, 2012).
ojF AHAMA JAl= HAALS Fostaat apE
3h, A3 A Yot Zejn|g] HE oju]x]
£ 4o gstol wshy BaE, §9 WA 2
=, A7 Aol BASSY kg WP/ E o
%thJung, 2015; Lee, 2016). Lol AAAHA 2}
A9l -5 E W= (private brand: PB) ¥4-& A L5l
QITHA. R. Kim, 2015; Lee, 2016; Park, 2016). ESt
ALAAHLM = BRE A|Fo|Qoe AA HHE
2 HEA g2 22 £3E 52 ¥ EHE(non-
brand)9] AFES v wistaL ok

T, WY B9 AEsE TasE =
Zule] oA E M AE-Z REot=tlol of2fgo
UTFIL SFATH(Lee, 2016). Oli= AFATE S5f &
&% 22 WET fARRE WEgos HE A|Folt
T FEAdol wet ARt AlFof it B &
2 th(Lee, 2003). &, o= A o= AT 7HA
< 7IHro 2 gt wESEy ARl S HE, Y
MYBRHE, H] BRE FE7HA] BT
B o] f@3 AJEol &t 287AHAZE A
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b, AEAMATLE HFohe g AEHES] F
i’“ﬂﬂi Ak fEAE dutdt Akt
gt AT 9A] 83t AlFolh
ojulA] YA TAH AFPAT=ol =
9] o]u] x|} A Z(Kim, Lee, & Lim, 2014), ZEAHT
9} 3 B (Ahn, Lee, & Heo, 2012), 22191 uj%}
¥ @ 2ol ugZH(Kim & Cho, 2009)9] o]H|A] &
270l AH|RY whgof AR FFE vHT=
AE oot o9 22 Weto g AnAprt A4
A At fE5Adol s FAHE olnA7F &8 A
A4 HFs= AEY oln|Aof JFS HA L,
1110}7} AH|RR SlojF AFE &2 BAHEE Frist
olf gk Frirt Frufoll I Wt & & Ut
QL AR AAE FuES AEY &4
o2 AlE P7HET obuz), FHao] &4 (Bang, 2015)
T Q=314 uwlak(Lee, 2003; Lee, 2015) F3FL

:“.: off ot o
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=

#9719 ofulx] AAYol FrhelEe] lAE I 2R5AT

29| olu] |9}
A= Fgol of
3t om| 2] U VéOl AH|Ae] o Ao JIFE |
A 4 9lo, AnRrt Usks AlETte] oju]x] U3
/d(image congruity)°] 55 LH|AHY] AEAHA
of thgt 382l B7t T2 FHjol=rt FAE 5 9
ThLee, 2003). WalA, A2 GA= AL &
H|ZHo] Al ojE olm|A & QI EI JEAE o]t
I, AEAHAE B3 5o sk HAAEY
oln| 29| XF5-Z o|sfistoiof AL Q] HHAAF] &

FA9=AY 932 2 4 9
-

111_%

eda e Bl
of gt A= = §_ *J%ﬂ]/ﬁ, £ A7 28AY
Ak g oA 2
gt A4S 7‘1—“0}@‘:} ESF i’éﬂ‘ﬂé% g &
A ATHE Fo AET ARAE
7}113’— Pt E AFAHA ‘Qxﬂ ] et Al=|7}
Hol®Et $9351H(Kwon, 2015; Seo & Lee, 2011),
/\”74”1/\ JA} FET ARIAE AlFshe BHE
of thsto] 747t Am[AF7} oW Rt X242 sh=7tol wh
2 g7 WA gk 4H|ARe] Q1AL gk 4= Q
Th(Lee & Choi, 2011). E3t Thofst 2= £3)
AT AAE AT U 28ATAE AN
Lok AH[AY] B4 mEt AH|RRe] A M A
3t vk2o] M3l 4= UTH(Choi & Lee, 2016; Zhou,
2017).
web, 2 Q7 $EALS] S40] o) 4
= A4 oux|¢} sfHEHE FFof whet 4R}
=9 Fujolzo] S vlE 4 Aokl 2ok FAA
o8 AHAMAT HFE R WAHASY] §
& (A Z-national brand: NB, -3-%-private brand: PB,
H] HZWE=-non-brand: Non-B)9] I HAZ3} AFAH
’\E]r— s Ade] XY Hrrt Frfej o H
A= FFE F8staLAt 01“11, ol TANA 9 A=
o 7HANIA =] 2Ha S Wo|aAt skt & A
T Ait= 28ANAS SHOE APy} gjdEA
Tl F3@ol itk oW 9] A H=E Thofsto]
AHAEY] FHjgEo] ojwet TS vA=A A+
o zx ofux] Aol B3t ATE AEAHA
= eldy ABHE §39] HARE g7
A} gttt o]yt A AEAHANA F23 RE
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Il. Background

1. Social commerce
AN Higt S APAFES 2EAHE
9] AFE(Kim & Park, 2015; Zhang, 2013), A7
A9l EA U £4(Choi & Lee, 2016; Lee, Chung, &
Jeon, 2012; Lee & Kim, 2014; Li, 2011; Yang &
Choi, 2014), 28AHA AREAHKim & Chung, 2015)
of Tt @77k AWE AT} Zhang(2013)9] ATNA
L 287w A0 E4o] HAE PAT} FHjolE T
Az Yol His Lot 11 A3, AIE Al
Lo AR "l B Ao 3R] ¥
oA, BHE g4 Foof o] {23t JFS v
< TPt E3E AlE AlFE,
3la/d MAIA, AR HE AT FAEESF= Fo=
A < & 4 Atk Li2011)
ol IF= A= &
e, Ae]A 571 9 Al

R B

2
i
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o] 245 ol&Y=Tt Er= AS W Lee
et al.(2012)2 AEAMAL] AAZY FE7}F F7hstaL
W= A AR LA LM A AES
mohs v FulintE At oo I
2= 891 AT 1 A, ARjA 4, T
25, 4] ot} T WRES} AT EE
FoRt FFE e AL & & Atk

Lee and Kim(2014)2 AAAHAL] £491 71A A
A3 JEAZAo et sfagEo] AH|RFe] Stuf
Ol&o oyt FF= A=A Aokt 1 At
FEASTGS oAt FFS vAA GAT 7HAAE
49l B sfHFEol w2 MR ZHEA"E A
gk QlAlo] Fufjojof AL FS A A FA|TH
SfAgEo] B2 AR 7HAA - Al Higt 2149
et ot 24 "lehs A2 & 4 A &,
Aol =t 7HAAE A BA A =H
AS sto] THAAEAEY &4 Q1Alo] Fui=E
=ol&= AL ¢ 4 3tk Yang and Choi(2014)9] 44
AMAE o83t JAAE B FujPsol gt A

LR

39 - ol@s}

W

TFollME AR &7 7F L8R Ll
of foJgt = wHoH, TS AHl oEet 5
Aowo] FoJgt FF= vA MARTLT} = RS
T35kt Kim and Park(2015)2 A7 A0l A
WSt a7F HEALEC] e AnjAkY] Q1F
FEE 7HAERAET dHAZ, AU E S5 &
ofE YTt AFAut, PEL FF MG Fogt
FFS vH oY Pl FFE HIAA] F5H9
ok E3F ZHAS "ol X ZE7] flsiA= 30%H o] &
Ql&o] A= ofof hS BHF T Yoon and Han(2011)
= 2AAHAC] AR wt 71 ARG A e A
BAWAO] 2Jo]S FHO T LHAMAL] upAE w
2, 9 AlE B4, AlQ1A E4o] 48R wHEa}
Fufolof ojudt JFS wA=A FAFSHIT °]
o AF AE, AL tFd 59 8%lo] AH|AY
T} Ao o] AR FFE PRE FE5A
oh 18y A8AH AL HHASte] APE APA+
S FolAE LEAMATE FEAHEY oln|A I

AT BE9 Zlo2 mobEglon, B it
AT REAEe B
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2. Image congruity

ofmx] Aot M, AF, AH|A}, Aot, Hall
= 59| Zizte] ojulA|7} st A Z, Aofst B
He, AFE, X 59 DA RS oJn|eth(Sirgy,
1982). A:B|R}= A}419] o|u] x|} A|F7He] YA A
ol et AES 8L FujRtTHE Sirgy(1982)°)
L o], Onkvisit and Shaw(1987)= AH|R}-=0] A|
F Tl 2R Al AEY &/ AolA Aozt
U= oluAeE 7MY dAshE Aow AAdt=E A
Folu]A|g} Aoto]u|A| 7} BTt BAL AT

Son(2005)L AH|x}7} ZFAlo] Zkl Q)= ojn| X9}
YA oH= B BHfiEole 342l Bko] I3 1
282 FHSHAL A2E PPol ¥4 Ao} o]
ozt B E oju|x]o] ARG Bl tisf 3
479l S "B WHCE Kim et al(2014)
B g oA zpot YA Y] HA=S] B
of 3424 IFE A= A HFh Ahn et
al(2012)9] AL AulAel v BAEo] A
ofulx] P e avizte] st ool me] FY



4 SAAMAS; BHE F7He] oA Aol Fufjolkel vA= 9%

= 2

5 AHAEY HHE, HiE, Foe 5o 3
FFE vthe Ae HA sHARE 919 AFE
2H|ZLO] Ao} oW A E FAOET AF Ei= BH
T oju]x|te] AAdE A5 Ahn et al., 2012;
Kim et al., 2014; Sirgy, 1982; Son, 2005).

ol " SAE2 ou]x] XY FHH A
2 7129 AH|AHO| Ao} ojm|x|et A|F Ei= B
ofu x| UA/Go] FHONA wiFT FsAE S Al
Zke] o|u|A] LAGS FEHL=HA oln|A] dAY
A9 99 FfstYtH(Kim & Cho, 2009; Lee,
2003). Kim and Cho(2009)= wj&7+9] oju]z] UX]
d ALt aH|ARe] Hgof| m|R| = FFE ARt 4
¥}, @zl migate] 2l wie] oju]x] AA|A
o 2l witol et 4H|AFe] Hol= 3AHA o
Fe HES YA Lee(2003)2] AFolA =
FEdA B gt B 4 A2} AE
9] ofu]A] YA/ ol-&sto] f-5UA EHE(PB)I
nAs JdFS Aok 1 A3 Fzoh AF
oju] A AL F-5PA BT gt F/Adst=tl
S AAR] FFS A= AL sk 1EY &
Aol tigt ofulA] UAY A= mERE Aow
Ueh, 2 dts a87AHARNE A olE E9
A HEiE T s sfAEHE R34 ofu|x] dAA

Ade Hgstar
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3. Trust and price sensitivity

1) Trust

AZs oE AEEl dis] 214 ste HER
(Doney & Cannon, 1997; Mayer, Davis, & Schoorman,
1995), oA &2 A, ool dig A4 3 A
‘gol FA1H 71dite s Aol Eth(Fogg & Tseng, 1999;
Morgan & Hunt, 1994). Reichheld(1996)= A&7} 7]
ol 712 TAL SAHH, 7|T} L] BEH
gol Higt 1S AaAZ 5 s 52T 2%0l=t
W STy &, Alels weel aulxizke] e

HAZ Pt QA5 o= Q3 Holow 2

2R5AT

%> QJth(Reynolds & Arnold, 2000). IESF AH] X} A
BEE BHEY 74 Al =rE S oAl AAA]
AdAZE W& 5 ATHKuy, 2014).

221 &P ofA Y A= FRAHLS T F
Zte]o] ghom, A1=|9] FujgiEol et 3A-AA IF
2 B2 A0l s A= o] ZTh(Gefen, 2000;
Jung & Chung, 2007; Lee & Turban, 2001; Mun &
Lee, 2008; Yun, & Lee, 2006). &8 AHAT} 545
o]%, 221l 4o ALEHUA AF g2 &4
A Ao ZLEon, AEAHA gt A=
2HALY] P52 A& sk Mado] P E U
(Fang & Seo, 2011; Kim, Park, & Kim, 2011; Kwon,
2015; Seo & Lee, 2011). £3] o] EAJAF thakst
7MUY BSPAE APt s 28 AL
ik anjRte] Age AEF Al MR H 8
St A4 347} Etk(Seo & Lee, 2011). TESF A8 7 H
2o AEAMAE Yot FA 1 i &
AAML AP EES o]g5to] FEo|u AH|AF AlE
Sh= AAI7E dAst AP H= AtElE0] BoRz,
A=) A LBAHAS JAMAF MHA AlS
AAZ FESFo] A5 thH(Kwon, 2015; Lee &
Choi, 2011). Kwon (2015)2 AHFAHA Alo]EQ} S
E AZAA el diet A=E 742 S4 st F F9-9
AE B 2BRRe] 50w A= 3AHH o
FES AT 2EAHLL] Mu|A0 A7} A=
of MAlE ¥ 22AHLL} ARlA ATAAY
ZFAS] A of whal A3t Lee and Choi(2011)= 4
AAMA GA9e] w2 BHAHE 2ito] A4 FAH
8% AHlA GA9] Aufjo] Hrrt w2 9o
Am 2ol gigt A==t 2A A5t A= Harst
oh B3 A Y] =Tt w2 et AHlA AlSAA
of tiet AHito]l =A B4E AFole 2EAML
et A= =o] Maprh 24 YehtA] gkoh, &8
ARAA9] Au|A AlFAA|9F Al S == AH| Ao gt
A&l #HE 9] T84 A7IskH.

A== 2Ea gt A+t 2AYF
QAL - 2219] FHo|A MNP o, A=A 2
23= vtk Ao ROttt 2dave 4R A
P ATLEA FEEATKDirks & Ferrin, 2001; Hong,
2002; Park, 2011). 4127} & 3¢ AU 4
o] 24 &Y< A7 (Park, 2011), A H5

Q.

B
3 m

= =

1
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o] Yoju}7] ol AT 2AH A 229
3= ASHEI AR, AFALel thigt A7 =2 H9- 4
Frbgat 220 gt 2P s FIAE

Tha! 5193 CHHong, 2002). HHo] ARo] oA :
Aol 2daTNE 45| x Eth(Jung, 2014; Park
& Kwun, 2005). olof] & A3t= &AWL High
ARE 2SR AEAHACL BRHERP Y] on|x]
U2 At oo HAE gkt shltt.

]

o
lr ¥0 N

2) Price sensitivity

NAANAHEE 4% SRS WTA e 7}
Aoz AFE FYska skt A2l 4L ol
o 7HA A =9} FASHA AREE AL ITH(Lichtenstein,
Ridgway, & Netemeyer, 1993). o]|&{5t AFS AH|R}
£ AEolrt Au|20] gt 7HHo] FAstein sfol
T aHREC] 23 Qe 7ol 9ste] AZ4E=
Ae gECT BorsEe, 7149 Hste & 714
W40 R0 we e wree gushl
(Goldsmith & Newell, 1997).

Mol A JHAREEL 2atel 4%
ABRF Bt Fa% JFadde] FPEHU
(Jung, 2000; Kim, 2004; Kim & Park, 2003; Kwon,
2011; Song, 2002). Kim and Park(2003)& 22}l 4
Bgol A F1AuaE s F97} AHuaE o
U= AFEST 7HANAETE A4 YE o, AF
o H B %, e 4329 gorgel wat 2 714
REsl Uehdths Anke Bashn ANAES
2Tl Al W HE ofm|RoAE & HE 0]
u| A9} v wsto] 7HAS iAo ® FasHA st
A gh=rhUung, 2000). |23 HAUAEE 5] 4
AAMAZNE A0 et S8% &vRF 54
Aot 2 2 gy, A8ANAL vId AP
712e] AEL AZskn Tokeka A&He BojEa
E5S APt e 2EANAY Ad 547 o
o] 9J7] WEo|tHChoi & Lee, 2016).

AAREE o 8950 o A%e wo
o, 48R0 £33 AP E(Kim & Park, 2003), A=
9] AFEEZ(Nam & Lee, 2009), -4 (Kim & Park,
2003), &7 93 (Yang & Hwang, 2015), A=9]
E4(Yang & Hwang, 2015)0] ot} §Fg wHethe
A7 Y=t Nam and Lee(2009)= AH]

o
i)
ek
)
W

A7F A EAZ Sl ARgStE e 542 A
e AHIAE FuE A7t BRlolA A&
& g A9ut AAugest o st
Y5}t Yang and Hwang(2015)2] dtofA+= EH
tRt BEHE9] Beol= 7N =T & 4H[APL
o] 4gt BAEC] Aol AARZES R 4]
A7t 6 o FHolES Yehges ugt 14
AETl B 2HASL AT WHAL G
Wlo| A3t HAto] £e oS AT, 7
ANAET B AHAEA ol BHEAEY
of o1g FoRolEo] §olgt Hol7k hERA] gkglet.

w3 AvlAe] B9 AHRgEe] 2RENE
FHE AYATEE HokE S UTHChoi & Lee,
2016; Kwak, Yim, & Kwon, 2014; Min, 2018; Yim &
Kwon, 2014). Yim and Kwon(2014)2 7}A R4 =7}
e 4uY 49 484 49N Lol £
o it BES FYAROH, AANFEA £ A
ool 497k we guel vmse] AwAL 3T
2o] Ao ohy stk EY HAUPEY)
ZH 8= 484 79 Afolnt F-oJskA yEbd
== THEoHRTh B 7HARIA R 2 AT W
At vsto] Hutd 43 4o] HEAFHT <4
oo 8 383U FF2 PIFTHKwak et al.,
2014). o] AFolME 7HENAET w2 JEEY 4
T AR Nt FrTt wal HAo] a3 Hd
o=z oAl ST, 7HAHM AL
AE 59 FA75S Hste 2ol Ao,
g 7MY e W I M Erh= ARl
TFolut g FHE F/ASIER M ETHE Al
F9 FdES Hot AsfoF 2 AASFATHKwak et
al, 2014). 2870 A0] Jgolx] 7HATAES] 23
S A13F Choi and Lee(2016)= 7FHATZA =7}
O YHE £8AVAY BEBE S4o] Tl
2 F7I71E e, e AL ol50] Ao 1]
o grelo] qltky Awalain

N
4 fo

I

plyS|
=

Z¥31
&
A

o
=

i)

1o rlo

a8

4. Purchase intention

TFojEs &HAEY &4 AEelY EHE
oigt mle o] o] thgt Algo] AAR PFO= o]
o] 7FsAS YJu|sttH(Engel, Blackwell, & Miniard,
1995). & FH=E Yetll= LA AAR
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WE O ol2old risAo] HolA Tl 7
WEe] @ oAEuiold AAHez AgHT}
(Ajzen, 1991). FHOIA = Fofjo|=7} FujPES o
o= 23 a%lo] "= ot dAytso] S/
t}. T3 Lee and Lim(2000)2] AFofA Fujoz=
aH|ARO] Aoy A|lA E4dalof et Hakd
T A= A ol YT AdEoly Al tis]
A ZeB]Ato] wet A Z}She o] it g o
TE Yed £ Q7] diwolal shgith kA 2
Ao s FeAd HABHEY ofu]x] U]
Aol wet sfd BHES] Fujoje] S vIA]

= Axt 9 & S-S Fyotaat gt
. Methods

1. Research questions

&2 AFe 2EANHAY fAEHE §Y7H o]
oA Aol ool vAlE FFE AWEL, o
A7 &BAHL] Hiet A=} AH|Ake] 7hARIZ;
Lol ofsto] ojBA gebA=A] FEstaAt gtk

ATFZA 1. 28720} fABRE {7 o
o] dAjAgo] ool wA= 9§
F= A

ATEA 2. 287 WA HHERE [P o]
oA DAY o= FATE Al
2o} 7H4 ol Q3 ofgA 2=t
AeA] gt

2. Instruments

LEANATE FEAES HHAEHEY F
(NB, PB, Non-B) o]u]%] !
3 Lee(2003)7} A183 35 A
% 54, neslol ALgagT Tl sEge R
P40, ol HAATONN 2875 20] et
FololEg 2457 Ao A8 BaEoltKim,
2011; Zhang, 2013). A12]= AP Ao AHEH 52
3o g A5G O H(Fang & Seo, 2011; Kim, 2011;
Kim, Hwang, & Kim, 2007; Zhang, 2013), & 7Lo]
AR 27, BUsto] AgI AnlRte] 7
AWZE = Bao, Zhou, and Su(2003)2] dALo]] <A

-|~
19
e

o 2 &
ox ¢
l
A
2,
o
N

i'ﬂ 4o of

2R5AT

so] 4Zaro 2 FAFG BE BHEL 59 Likert
HEg AFgsto] ZAatert. ol ol ATHeIR})
Sgel ATEALH £, MANE FoiEG @
A8AWA ol 8UGS S

3. Sample and data collection procedures

2 AF9] i Ate AEAHL FeEE UA
Stal Qe STl AF5h= 20~30T] Fe AH|[A}o]
CF. 209} 30tf+= EBF AZ e} Hlawste] 53] &4
WA gt 2 ARl = AR FEES
wjFof(Korea Chamber of Commerce and Industry,
2011), ¥ A9 itz AAstch =do] 9
A5t ot FHus, FAm A BLoA 2919 AR}
7 A HUHe R HEsto] WA FAA Ao
Apof| A AEAMAL] Q1A o FE &l &, Q1A] of
571 ERlE AioAEs =T A4S
AgPstet. A2 A2AE RS &, SHET
ol sl 2AFNAAE A4 SH8HA st A7) 7]
dalo emate] dEo=m MUY=t HEA &
AAHALL ZF BT 53 (A Z-national brand, -
S-private brand, H|E W E=-non-brand) & 2JQ} A]
£ AASAT. £A" F 23259 dEo] FARA
o AMEE]LoH, SPSS 23.0 ©]&5to] WIERA], 7]
&4, 8174, HSHE S, 454 IAHEA
(Hierarchical Regression Analysis)= ©|-&3}%t}. A
=27 JHEAL thEFA A (multicollinearity) S Hf
A5t7] sto] HEA8HMean Centering)Z ©]-8-5f

o] WSS HIst & B4g AA5HHT)
IV. Results

1. Characteristics of respondents

2 AFoiAts G 41.1%, 94d0] 58.9%E
YeERHoH, B A7 2123412 SEAY] HiEE
= oHEolATH98.7%). SEAS] A Bt HAAF
A& S8 108HY o] 208HY Hgto] 47.0%E 7t

worow, 71 o2 109HY m|who] 33.9%0]3, 20
T o] 4f 309k TRkl 14.3% £O & ElykTt. of
AAE T ¥lk+= g gofl 1-23]7} 61.6%, 45
of 1~23]7} 20.5%, 2~3E9] 1~23]7} 16.6% <=°]%
oh ARgelRte tpRe adAMA P FYo|
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Q1 O™ (94.8%), 0|59 WEHILLE oF of oF ¥ 2. Preliminary analyses

o]fo] 59.5%% 7M EA UEhdo™, Ao o

H 042 26.4%, 2~3Q0f 3t H oA 10.9% <2 1) Validity and reliability of measurement

2 YERTh 28AHAA FES Fuiet F9o] SAETO HIHS ASoH] flote] FHE &£
oty st A A}= 88.3% o, ol = A(Principle Component Analysis)¥} 2] 3] (Varimax
oF-m A &S e SEAE 522%E 7HE = Rotation)& ©]&5}% 2™, 4AZ == Cronbach’s a5

A debgon], SHEE - 01§ - HEAE 401% HF  ol8ste] EAstirkTable 1) BE

23X 263%9] 40|t =°] 1 ol 1{g ZF 828 8dFA ko]

<Table 1> Exploratory factor analysis of research constructs

g7usel 2l

Variance
Factor | Eigen | explained % | Cronbach’s
Factor Item . .
loading | value (cumulative a
variance %)
Information in SC is reliable. 79
Products in SC are reliable. .84
15.
Trust SC is dependable to continue purchasing products. .82 3.68 (12 gz) .90
I trust SC. .80
Information in SC is accurate. 78
I plan to visit SC site. 79
I have an intenton to purchase products in SC. .87
Purchase I have an intention to purchase proudcts from SC 15.28
. . . 72 3.51 .89
intention in long term. (31.25)
I think purchasing products from SC is wise. 71
Purchasing products from SC is positive. 78
SC and NB is adequate. .86
Image congruity . 10.90
of SC and NB SC and NB are a lot in common. .85 2.51 @2.15) .85
Images of SC and NB are very similar. .86
SC and PB is adequate. .89
Image congruity SC and PB are a lot in common 88 2.45 10.64 87
of SC and PB i i ) (52.80) '
Images of SC and PB are very similar. .87
.. | SC and non-B is adequate. .90
Image congruity 10,435
of SC and SC and non-B are a lot in common. .90 2.40 (63. 23) .89
Non-B ’
on Images of SC and non-Bare very similar. .86
I buy as much as possible at sale prices. 70
1
Price sensitivity | The lower-price products are usually my choice. .83 2.10 (792 336) .70
I compare prices to find the lower-priced products. 7

Note. SC: social

commerce, NB: national brand, PB: private brand, Non-B: non brand.
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2) Image congruity between channel and products
by brand types

2 AFEA] 2o dA, SEATE AEAHA
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KU 2EATAGE SEAEL oluAE o

27 AL 52 vttt

3. Effects of image congruity between channel and
products by brand types on purchase intention

FEAEy HHE FPE oln|A] Aol 4m
Ape] oo WA= FFFol| gt A=) 2ER
T gRlsty] feiA 2 Aol ASH AR
4] (Hierachical Regression Analysis)2 ©]-&o5}c}. o
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1) Moderating effect of trust

1A BEofA= &87AHAL 7t BT o]
nA] RS SHHFE o]goto] ZASHtH(Table
3). o] Rd EAFHO0F {51 0 HH(F=9.208, p<
001), AA| #4F 5 10.0%2] A —% ettt &
A Ad}, AEAHAG} A 2AA HHENB) ofv]|
Al ARG F-E5AA BHE=(PB)9 Ol 1A ARG
Fojo o] FofRt S XA ekskon AEAY
29} BIEHHE(Non-B)2] ofm]A] Ax|/drto] ufjo]
Lo AFoR 895t Yok n|x = AoF FHE
ATH(B=.30, p<.001). 1A Hdof] ZAHSQl AlF
£ =4SP oR FUIRE 23 Rd2 FAZFHCR
FY5FH oW (F=22.505, p<.001), AA] &AL F 27.5%
o) MY el Ao2 Yeiith 24 43t 4
70|20t v] BAES] ojulx] YA Y3} AEA A

<Table 2> Mean difference: Image congruity of social commerce and brand types

Variables Mean S.D. t
2.89 .89 o
Image congruity of SC and NB - Image congruity of SC and PB -4.28
3.17 77
2.89 .89 o
Image congruity of SC and NB - Image congruity of SC and Non-B -6.00
3.40 .89
3.17 77 .
Image congruity of SC and PB - Image congruity of SC and Non-B -3.08
3.40 .89

*x

p<.01, ™" p<.001

Note. SC: social commerce, NB: national brand, PB: private brand, Non-B: non brand.
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<Table 3> Effects of image congruity on purchase intention: Moderating effect of trust

Model 1 Model 2 Model 3
B t B t B t

Image congruity of SC and NB .06 .87 -.10 -1.66 -11 -1.74
Image congruity of SC and PB A2 1.79 .04 .66 .04 .59
Image congruity of SC and Non-B 30 465" 21 3.63"" 20 3.48™
Trust A7 7.46™ 48 7.57"
Image congruity of SC and NB *Trust .09 1.40
Image congruity of SC and PB *Trust -.05 =76
Image congruity of SC and on-B*Trust -.12 -2.52"
Adjusted R .10 28 .29

AR? 11 18 .02

F-value 9.21" 22.51™ 14.15™

AF 9.21™ 55.65" 245"

T p<05, 7 p<01, 7" p<.001

Note. SC: social commerce, NB: national brand, PB: private brand, Non-B: non brand
AEe ot sddeE Fofeo] FHos {9 © 287 ML} vHA 0] ofn|R] ARG} 447
T FF= vIHTHB=21, p<.001; B=47, p<.001). 3T HA AR e FoAETto] folgt J3FE vA=
A B AR =7t 48AHA HHE ofn|4] AOZ UEHTH(B=12, p<.05).

DAY} S o= o] FA A ofuRt 2EA Aok ASA AR AolM =HHe £ 9

|1

F=Al A5oHaeh 3A42 BAZCRE Fost3le
H(F=14.153, p<.001), A 24t 5 28.9%2] A=
< 20 Qlnh 24 23 1Y 29 TRV R &4
H AL H| BT O] ojn|x] AX| G} AlF ke =
W2 803 IS v|X v (B=20, p<.01; =48,
p<.001), SPHSLEL AL 4548 FollAl

[¢]

H2 Adjusted R* gfo] Z7}5}o] E%L,] Aygo] =
A& YEFH O M (model 1:
3:.29), @A ®do] Fgf WaleFo] 79/ (model 1:

.10; model 2: .28; model

AF=9.21, p<.001; model 2: AF=55.65, p<.001; model

3: AF=2.448 p<.05)2 2449
TS st Ao

Purchase intention

/

Low image congruity

—— Low Trust

--4-- High Trust

High image congruity

<Fig. 1> Moderating effect of trust on the relationship between
image congruity of social commerce and non-brand and purchase intention

HZ=o] AlF o] Solu|st
2 B 4 9tk (Fig. 1)o w2,
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AHRRS] o AT B HHE(Non-B)
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2) Moderating effect of price sensitivity
ZHAT AL O] ABATHAL ZF BAE T
A4} Fehel o] Aol het 2 aTE LA
ArH(Table 4). 2872} 2+ BAEZE] ofu]7]

ojulA]

1914

QY] Ao] Fujolwo] wjAL Jgk EREE

_.

1A E‘:El—

e SHHUFR ol &t E4T
Hoa AX B

202 90]5}9] 01 (F=9.208, p<.001), %
b Z 10.0%9] A8 yeiich ¥4 21}, A4
A2 PA BHE9] ofn|R] A7} F-5AA
o] z] YAAFL oo §of3t FFS
Qgton] AEAWACL HIHIHEO] oju]z] I
1 T o] FHog [oJgt PFS WX
& 4= ATHB=30, p<001)
oA 194 FYRFSo] 28H
7& £ F7toto] 34 Eﬁ% A5kt 3l
EAH 0T 99|59 0 (F=18.343, p<.001),
% 233%9 d9EL 2ty Q= Ao
4 A1t AEAW AL} HHAHEY] ofu]|7]
J 7HARIAE = FoT EHHSE %
KOt FFS vA= AS & S ATHB
=23, p<.001, f=38, p<.001). 354 BHoJA L 7}7
NAE7L AAA WAL} ZF BAHETR] o]u|R] Y24
o] s Arggto] FYEo] 2¥ans BAstqrh
S AL BAH R GOIBLALR(F=12.270, p<.001),
A BAF 5 25.7%9) A9 veRth B4 d
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<Table 4> Effects of image congruity on purchase intention: Moderating effect of price sensitivity

Model 1 Model 2 Model 3
8 t 8 t 8 t

Image congruity of SC and NB .06 .85 .04 73 .05 78
Image congruity of SC and PB 12 1.81 11 1.87 .14 2.27
Image congruity of SC and Non-B 30 468" 23 3.92™ 22 3.68""
Price sensitivity 38 638" 35 570"
I St o 5C N0
ir;l:igcz Zzgsgi?\i,tii]y()f SC and PB _2 305"
Image congruity of SC and Non-B
*Price sensitivity 10 157
Adjusted R? .10 23 26
AR 11 14 .03
F-value 9.21™ 18.34™" 1227
AF 9.21™ 40.53™ 3.34™
” p<01, 77 p<.001

Note. SC: social commerce, NB: national brand, PB: private brand, Non-B: non brand.
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59 25} BB AR 2HA A HEAe] o]u]
A QA AR EYASEA ST
= UIAH(8=22, p<.001, B=235, p<.01), SHH
3} AR e] 45ReT FolAs 2a7tA)
FEAA BHES ofu]x] AT 7HRIAE 4T
gagrio] SOt FFS MIAE AR ERiTh(a-
-0.22, p<.01).

NugEel zAane FYe) AT 94
IARA A, BdoA =g £Y A
Adjusted R gko] 2715101 mle] Aelo] Eolug
UERH S ™ (model 1: .10; model 2: .23; model 3: .26),
A 2do] Fgt Halgo] o3t Mok=(model 1:
AF=9.21, p<.001; model 2: AF=40.53, p<.001; model
3: AF=334, p<.05) 2451 7HARIZAE 9] §-9)v]
o olgg T A2 B % ek (Fig 0] A
2 ufo} o], 247520 g AAURES} L
BF 2AAMALL FEHEAEY ofu|x] PA|4o] &
S5 FHoro] AiHog o & JFS o,
AU B A £8ATAG} SEL
9] oju]z] Yz|Ago] FHjelwof nA]= JFo
2 ez ettt ATt de deke
At Atolof ]| AEAMAA O F-5AA
Heo] digt 71 22Q1 o7t WA F4H
Uepste,

i ook

T

g
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Hir

[T o % [A
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V. Conclusion and Implications

£ AFs 287N ST Qe A #

ol tigh 49 284E Ql4lsta, sfaBEATe}
FEAEZEY om|A] Aol HFt ATE A
ot g BHE ]9 olw|A] AXAF H-gol
AolA FAE HAY AEors gdotgirt=t] 1
9]oJ7} itk et & AtoflAE ofn|A] LA o]
£Z Z8oto] 2EANATE FEAHES BN
T /37 ouA] A9 FFES FEtAL
o, AHA7E QIASHL Qs AFAHA] Aot
AH|IR}F EGORAY] ZHAYIETE 2 EUSEN 9
FTFES Aot

£ A9 vt vhea Zoh AR, AAAHALG
PHABEHES] {3 F H B E(non-brand)2}2] o]m]
A A Y AR Fufojeo] §o15t H(+)2 I
FE vHoH, AdAMALL ARAA L} F-E5HA
T219] oju]A] YA AHAS] ool &
FFE HAA ESRiet o= SEAE &4
g G fH BHE §5 F vEds
Sollgt 28AHA o] YA)/go] Erhal A
g Fojoj=7t ST 9uloltt. |8
9] Aol EEFE AU whgo] T
o= A3 ATY] Axk(Lee, 2003; Lee, 2016)
T ZRole FARHA depgth sjde
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<Fig. 2> Moderating effect of price sensitivity on the relationship between
image congruity of social commerce and non-brand and purchase intention
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‘?_é fﬂ fFeAdel Het Fiert sorive

2 A AFE A A FH(Cho, 2009; Fang & Seo,
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Qagolat Golgte] SIHgIch AVt £ 2HE &
AR 20} W BRETEE] ofw] ] AX| o] FujolE
of vA= FIFHS Mt A YEhtA gkston,
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