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Abstract The main purpose of this study is to investigate the effects of social-face sensitivity and
SNS social capital on ethical consumption in Korea. Online survey was conducted on 313 adults
randomly sampled across the country. The results show that formality had relatively strong positive
effect on ethical consumption. But, shame-consciousness had negative effect on ethical
consumption. Secondly, the more bridging social capital on SNS, the higher ethical consumption.
Lastly, it turned out that Twitter users have more positive ethical consumption than Instagram
users. This study revealed for the first time the fact that social-face sensitivity could be a significant
predictor of ethical consumption.
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Table 1. Respondents’ Socio-demographics

(N=313)
Socio—demographics Frequency R(il/tl)()
(J
Se Male 156 49.8
X Female 157 50.2
20~29 78 24.9
Age 30~39 79 253
¢ 40-49 77 24.6
50~ 79 25.2
Marital status Unmarried 148 47.3
" Married 165 52.7
High school 34 109
Undergraduate 22 7
Education Graduate 225 71.9
Master and 0 102
above
Less than 200 66 211
Less than
200~300 9 29.7
Less than
Income 300~400 52 16.6
Less than
400~500 40 128
500 or more 62 19.8
Student 29 93
Office worker 154 49.2
Public official 17 54
Occupation Self.—employed 23 7.3
business
Professional 35 1.2
Housewife 33 10.6
Etc 22 7
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Table 2. Results of correlation analysis of variables (N=312)
Variable M SD 1 2 3 4 5 6
1. SNS usage time 59.31 54.99
2. Bridging social capital 28.23 5.89 14*
3. Bonding social capital 20.91 8.84 .04 B7**
4. Shame-consciousness 20.19 537 09 05 07
social-face sensitivity
5 Formality = 25.36 3.60 15 18% 05 26+
social-face sensitivity
6. Other-consciousness 20.98 3.01 04 10 2% 42w 20%
social-face sensitivity
7. Ethical consumption 34.98 5.90 14* .30** 6% -.00 .36%* .09
* indicates p{ .05. ** indicates p{ .01.
Table 3. Results of hierarchical regression analysis (N=312)
Model | Model I Model I
Variables(reference)
b SE I4 P b SE I4 P b SE I4 P
Constant 33.44 .58 25.80 1.57 15.17 2.82
SNS usage time .01 .01 13 .02% .01 .01 .09 10 .01 .01 .05 .33
Facebook(Instagram) 25 .83 .02 .76 .30 .80 .02 71 -43 .76 -.03 58
Twitter(Instagram) 3.97 1.22 19 | .01* 4.00 1.18 19 | ( .007*** 4.19 1 20 | € .0071*xx
Cacao Story(Instagram) 1.83 .89 12 .04* 1.63 .88 .10 .06 79 .84 .05 .35
Bridging social capital .30 .07 30 | < .0071**x 22 .06 22 | { .0071*x*
Bonding social capital -.02 .04 -.03 .60 .00 .04 .00 94
Shame-consciousness M
social-face sensitivity A2 06 A 04
Formality . 58| 09| 35| ¢ 001
social-face sensitivity
Other-consciousness
social-face sensitivity 03 M 01 80
Adjusted R(JR) .05 12(.07) .22(.10)
F(o) 5.03(¢ .01) 8.11(¢ .001) 10.87(¢ .001)
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