https://doi.org/10.15813/kmr.2022.23.1.001

LE-BXALS0|2S2 0|23 AMF|HAQ|
AEx} 71| 2AY

User Value Analysis in Social Commerce Using Means—End Chain Theory

2|Fot (Jeong—Ah Choi) Rl AL B RS RI S )
AL (Yeong—Woo Lim) SRS HZUAITHZ3HEY)

Z7|Y (Kee—Young Kwahk) =gitjsti AGosl/ 8| 2YAITHEH YY)

4 YEST9] SAle] wfet BRBL FNLOR T 2UATIAL T A0kE 7]7]9) ARgIt T mEA APt
oh 9 EARAEG g AN Ao|ESY] BE AFS FARTHA 287 0L BN ALGAY ol ola}
AU A ol §ak AGAEY Bt T of

S Hek oA WA A Sk A, AHgA] BEE B SR HES thore kRt B Aol
e QlE Rt SRR AAS B4 ek 2EANAS T3 o) Aol 671 o) AHgA 407 Thare

. ;
2 AR Qe B AT A8A0] BR 125 RojRt 94 BAX sl REEqr B At gelue] nE
3 WA, ame] Aujel 2718, AHRL WEIL BA A%, Woly 58 TR 28700 271K FIA Bug
S ). EE BEOlARE T2 B teket Amst ZAello] AT ks BRE 2AH A

2 ofsieht FREL 2L 4 vk

FH0f: A8 HA, £E-SXAE 24, o QUER, JIX-F7 T2, ASX 7HR|

1) o] =22 90184 tf3tulz ool dZeTA ] XYL Hrol LT ¢ITLe](NRF—2018S1A3A2075114)
2) A1A7}, abyss127@naver,com

3) A2AA, duddn7244@naver,com

4) WAAA, kykwahk@kookmin, ac,kr

=EESY 20213 1M1 17¢€ | X8 20214 128 082 | AREEY 20219 12¢€ 17Y

Knowledge Management Research. Mar. 2022 1



o]
0z
2

o
08
40
i
~
0g

1. M2

22 HEAR WE A 1R nz Lol
o|(BusinessWire) X =2 A|ZZAZ| 2] A 2]}
Al(Research And Markets)2] 2021 HHIY AHA A
3 Aol ofojel A Al Ewlel Al A%
+ ofm A4 7|% 6,2809] HHE V]SS B
SO 2026A71A] ABE OF 34%0] AFES Y
Aok o]ef T2 WHEY AM20] Z[LA|9] A%
S oo)7h ofjk, A 49 PCrlte]
2lel & Aol Al Eobel d welel o]
APo] A AlE whE A F7kskaL Qlok Al 2kl
7 APGA; RERA A2 Aol S| e A
FOom SHESIOM 11 = 2017 oF 940 A
2020 °F 1602 A7HA] A7gstAth=716AxE). &
5] a7l QASe] mutel Aol A% o
Zdlofol= ©7|7hof| ARt AL 53 vhsiok 24
Al Ak 729 Web 20 7148 S8 A4
2oz mutel tiujol Aol sdultiolel HEH T
A 2P Feo] AAAR R & 4 A Meilatinova,
2021). o] 7]EoN= EAEHA] Ak M= FEf O
P& FAlolH SNSeF Aot HA S HolAl Al

& nltjoleA] Z5HiAkEAE, 2719, 2015), 44
Aojas AvAle] ke UZE velsla glov, =
= Aol 24 ZheFzb ol Whal oz au|abgoA| 4

3 P8 g F1 EdSS TSIt Eed 5,

o rlo

[>

O

| 54& 7HAL 9lom, oefdt 54 Yislehe &
So] Zajilo] $ie}. 7|44 e Technology acceptance
model) PO A ARBARE] AEARG-OJ =L ThEof iRt
AT(O1L, 18, 2011; ZAFE, HHEAL 2013; 719
= 5, 2014), o]-8-3} &= o] =(Uses and gratifications

theory) EH oA o] AEFA ™A 0]-8-57], W5 v]A]

-

2 NAMEISEA HM23E m1E

= ¥ UAl Hiet AH(Blumber, 1979; ?H24 &
2011), 247027} ofufgt o7zl ola) Dol
7ol et &5(Stephen and Toubia, 2010), ZHo|=
(Prospect theory)™} ~th-E-2] Al<&(Means-end chain)o| =
S to R AgH s} ek 7o) mhe A
oo gt 5H(Chiu et al.,, 2014) 5 ThEH ¥ 9]
QA7-50] 27]0] AHFY, OIFRE 24ANA 5
A7} Ol 5, 2019, A7, AR, 2019) E
o $ O (AR, L, 2019 227, 1A, 2020)
oFo] Aol Tt A-E, AL 54 alof wet
A-HH A3, o] 31%L, 2021; Meilatinova, 2021) -5-0] =Y
Sfoigieh. ST Yoo2010)9] Aol ofahel 7]
o] AL TS Fa) ALAp} Sois ool
3t =4 sjolol gHA7} SlckT SRk 3t Ao}
H W3S wf ARAFATHES} A 7] & (user-empowering
IT) o)M= AMSARS O] A2 o= F9lst 4+
& B9l chapet 7H1E ek olck webd 240
HRIE F53te] ARARE ofsfstet= 71E HEH
A2 AgATL ot Bl A AEYS
T2} ol RESHhT SH9thiung, 2014)

2 Ao M= ARAER S A 7] & (user-
empowering 1T)2] gt ol &/ 7 20f thsf AREA}
7F AR S0t Aol A A Z4she therdt
FAAGEAE B2 S Fa Yobw
Ab otk ARGAF WA A LS T &M
e E) olE 4w bAIE Fpsken) 4
S8 AR AR BAlOI} B W AFEE
o melsln 1 Ade £2% 9AH 24
(Hierarchical goal map)& E38f AFEA}Q] gfo]iz A
A(lifestyle)2h= of® BA7} Q=A] EHelstarz} gt
S8 AOlEES B3 NS AMES AAZE HHBS
7FssHA SHTHOls2, 2719, 2018). o)A <&

o

et F7E 4 5= 231 YorM s Tl &

-

=

|

—_

o
2 e

=

Tomr o Kl

1

O

il

2
N

il




ENS RILERSIPN, SN I P B

2 AL 7k 5 ZRSE AR Tt Jug
A5G 4 gi A0 R S Aw 2 % 9 shaick
=, Au 0T ol Z7H AL AgAelA AF

2ol AR el AETINE Eaﬁ A7 e 74
olake] e 711 S FofshA ik olejat H2 e
A8 dobr A S Aol H £ AT AREIY
on] £MAWA| HFE AGEAL BT 24
w2 o] WA AREAe] AHQ1E ZH] Afo] o]
AZL Zohfid] 1 Bo] glek. gk 2 Aol
a-&anﬁoﬁﬁ At 2o W 7k Akt
L ol 2o] ofugt A} fhA(HIE oI} Al
i)Oﬂ qm AgAte) 4] BAES EESIE AoR
ule] HoA ZRER AL AR 2R St
WA 7] gigrol L olefgt AkgAte] 7}
A5 BQlohs A 29102 AT S (addering
method) & AHGSITE 247 v 2 ARGALY] ThA1E
AKS /\}Jlx}ﬂ ojH Mel7|EL 71X, 9ff

o= 710] %\7]] HHgo g

g w4

A

A B T A A A
T4 HFA ARUAN T2 A MY WS

= Agstnn gk

2. OIEH H{Z

m

P |

2.1, 247 |HA Ho| H EF

ge elnjol A adAuAE 712e) A
4 wlefole} Agke b 7]8k WA AR Aole
4> Q)tK(Stephen & Toubia, 2010). AAH A= AM
&7} 2 5 vz BHo] ofl Asjse]
FYol

Y

ehe sfte] Eolx B Aol

Eof| SNS(ESIH, #lo|2k
+ 2l 9ol SNSgho
A RE7E A w0l
28 AloR Hol 175
2 gojurh 4% d2e] 9 QRACE 4
A AH319] SNSofl Bk sl 5 melelz) Sat
1o BAZE RAAA HaL, /e zeiele] HHFo
2 1e2 st AaA duE 4 A 2
ok A7 Ae Blala] Q22 Aol ARt 7|E At
gAHeE v = QIE Yl A F3t FufjR}7} #n|
S o dlstAY A A3 sl el
FrAFskh SRAEE QIE Yl 252 HItfH o= A5
a7} o] Fo A7)0 AlFe] Zffoll tigt =8 go]
S7Fstan(olfst, 2714, 2014), Az} Al HE Yl
ATiAREe] Blite dLefsto] Algs Frufjsiorst]
of AR ZHoA AgtE Ftso] ZAFTH e,
2021). @AM L ARGARY] JAOIA AEE A
ol SNSE Folf A2 7HAY 7H 59 AEE 1|
2] & = lohs Aol Stk 71E A7 Feieke) 5
8 Aol AR} AxH]R} Abolof 2]&2A%] Bt}
O] FOIAHA AR} HufjRie] A HghS Al

= Aol Atk
Stephen and Toubia(2010) Lol A= A A A0}
71E AREAN ] ApEE EA4S v Hl 7HA]
2 AAstsct. HA Tl X(sellers or shopkeepers)7}
71to] obd ZQlelct. & WA, A7l 7 QlekE
La}o] AFH(personalized online shops)S E3f A& -
8 2 A WA, A jlskE elel A4
2t 51| W% Anyperlink) & AT RO B

o]
o

—

L 7E9] 28}l AFH oA WAst= ojf
Z Au|Hdo 2 HE W3t AdAH AT o]
20051 <3 23] ©](shoposphere) 2hi= F-2] ub]

(pick list) Z-g-AH| 2 AFO|EOA] AL A=) oH

Knowledge Management Research. Mar. 2022 3



(o1 4

[elNeX]

AR vl
@%ﬂ SEERIL

SIS 7R o 2R 71A A=
tHKukar-Kinney, 2011). A4 # ™
O|Eof A AAEH =

ol A %@%ﬁ&%

o] ojol3
g B

2014) 20084 FETE AL

Z15-E(groupon)©| 2}
2702 djA)7]

AHAE Aolo] Uojui Ao
B34 BFAoIT. /AL o] AT
Sto] ATAE9| 7| Holet AAIsHEOw, 71%l0] 4
ol Mol A 9 A uIAE A o) AARE A
o] LRIkl SATHO) 78], F4IL, 2001). 4487
& T 8151 TR S e A 328
AEsHe AL viRo® Tuj7t o]2ola 4= glon,
Folshe AHEARE Tol7kA] HE 43 -sm o}
HEALGA e AT 2o st EAo|THaY
,2012). | WA EAS 7]8] 82tk AlFoltt
AEIAE 8 4 Qi 7187k ARHESE AMSARE o]
of THa) BlATHAIE QA Bt o] 7]8] Bl
ofekan Bhek. 2BAW oA Aol AHIAE
uja 713)5 Algeks WoR ok 8 A7E 8 o)
AAE Be3H=d(HAIS, o]8)3k 2021), Zukto] =

ARGE YA EI L Aulo] gk AL 2|2

It

XL HAes Eric =TT ]
oiEgt S(2001) | azolm i%gg%gﬂ’# 70l 0I£;7|:|<|7r @2&';? Risolg2loi
gou o0 | Ase e s i ooy S ot oy
208, olaRo001) | MBS 71 B Aioise] &9 20| et Follz ol
FE, SRR | AEem e PIRHIE 7IE SiolS) Lok e BueE
_ AMFDIA ATIZO| AT} ofF| EA QOIS Tols
01445](2020) azein Tof ZExt 180 **27*m;;;§9%°§l ;EAOO?DT' Eﬁ; <218 Lot
OlZ(2000) | AEeR | Tof 2R 300 B T S g x| Do IS
oEg B4
Taividi et al(2021) | A=eT Aﬁﬁiﬁfégﬁ%ﬁg iﬁ;ﬁlmﬂi?;aulg ?;_Il %;Eg! %‘;‘j@fﬁg
ooy | wEe A iﬁ?;g‘;g BAOI= AMpIHA SZ0|Mo] T Hol HE 24
Akram et al(2021) | ASSIT | 2l A QI 5853 j::?jl?iﬁ( C%;)%Hfog'ﬁi(:_i'ﬂﬁ% ?*‘%‘;ﬂ'ﬂﬁf‘fﬂ
Meilatinova(2021) = piay o St S0 17H0D||;|H-TLI:|H :%?—n:l-% T sl gEE

4219

4

KAFEAT M23H M1



° 77k Frhela, 30 ToleAragS £

T3], AE, 2012) MR S5l Ths 2 FEUSITh SR g2 VI Ee] 28 A A
goltk. AN AE FeoldS Tl AuF e Aol A 2
A 2e 7 E 2R 7RIS Alsdte: ol A ARlE 271’ 7Y
A2 TS AE TN F2AFE Ul E=t = 192 QA% vl ARke] 2
Ao MB|AR FEl] 7hsAdo] mrh HE Y & Hola Slth AR EARY
H A7 B AYATE <E Db o] 8oF Y & 9F 2709 2}l = AAH A AFo] 2025
S o} 2] qfitof ol&
FUe Yulshe Anaet 24 myojeks ©ole]  qtiyF & FE L Qi Sdl= 4709 A
A o] 22RloflA FAaNE Sdistste] A= (o,
& Tilishe A& guishs &AM AE 20108 = 1 9]
oMz FFol 7] AR Agole 287 wE S Hofith =i &
S g R SEEe Aol Aoy dubEez 2k

T sjel9]

i

B &
2 cpabA s e
3 st wolakL 9

AA

51 03
ooJfT\‘ e

& 7hlg

S (753}, 2011), Wired Magazine2] David Rowans-
thge] <i 22} Po] 674

o] A~ fHE

2 AAISHL Qi

AT ARE 20059 vl =0l A A e

A 27l ojg] 7Hx] ©&@o  opao] LpERL}L 9]
onf Sy & o}
A S K RS el gt R E

A
=
o

A A A Gtk kA
A

44 27}

ZA5}a Q)

g,
>.
]
It

Lo

4
o

By

WA= AAH L= A

2 Beh AR 9 AH5]

of 27 7]94e] 4

=

o= AEAREOIAl ¢ElaL

Oix]tq/\i q_/\]:L /\‘]X]-/\ﬂ
A eMarketer+= 2020 7]

AOR dfshz 5 A%

2%, O, Izt AR FEshT 9o
QPASE T 1000 Yol 2 YR

R RN P

TEILUE oulsgon] =g

A4k ofF] FHE FAA = £
) «a;% o] FETUE 24
o &2 Y= qiet. 7] QlE
59} g2 35 &

ints

A7

2 A9} ole} Aokt A

]2 AFGAIR LRI A ol 5, 2018). A8 AHA

= AfH]

(7 2) AN7IDA Q8 &
e ¥ el of
EC Sis) A7} Sot Salol LS mEoMs D -
(Flash Sale) At |2t Sot 220l 2 Z2nichs 2Y Vente—Privée
JF Hio| HollZl Q1A EF AES RIE 71HCE Foig = s FE
(Group—Buy) == Groupon
AH AT

(Social Shopping)

Polyvore, Kabodle, Lockerz

A4 4T Y

(Social Shopping Apps) FAPR A8 48 A Shopkick
oA|0]A -’HIN% ARXIC| AN MEZ Zost] AKX OFE A0S Swioesy
(Purchase—Sharing) MZsln ARRXIAS 2 HAF K2
mAS A0 AN HEYIZ ARSI T2 AKXt EX A2 it
GoTryltOn

(Personal Shopper)

O{EHOIAS 2= A

http: //digitalintelligencetoday.com/speed—summary—wired—felb—201 1—cover—story—on—social-commerce/

Knowledge Management Research. Mar. 2022

=




b
0z
2

o
08
40
i
~
0g

ox
-]

i

>

4
&
B

7AW

2893 230

7138 230

=4 (1)

ag 1) ==

T A AREOIL AJr|2o] Tt BRIT-ES T
oh 7 o) AR o Bl Aulag AFEHe
e Aula AFYAE HIFTHEIAL, Halk

2012).

_I_u 12

=
A
i
~
iy
)
F

F

AH|R}e] Q1A o2 A
£ e w o 3, 1]

o
1B
o,
Ko
B
I

i

1o
>
b3
ox
=
o
=2
o
h
HN'
)
2
2
rlr
:\Il:‘
ro,
>i
_}L
N
S~
E
1o

= ol %OIE](Glmmn & Alden, 1984).
Reynold and Gutman(1988)2] -]l A

PR Aol SEE9Ieh 1 5 ThoRe AR

M r2 K
r
X
Irt

flo mx
of.
of

rH
ol
oo

jm}

2

im o Y i)

o

A3 229 45 7 AX) 722 gl

= gde] dHAA HA) 0f7]4] FThmeans)>
Yends)y- IS ofu|sh=dl, Esolst AlE
o] WAEkE W9l eJujst BHe Al
! guzm 22 AFe2 2FehcHGutman,
1982). U} R 20 2A0] Rk EAA 0| S
A5 | 5242 77Helol 71 Axnlof| tiet 7HA &
olafstiza} gHolck ThAl Wel, 4ekEH Aol 2L A}
87 AAle] 7H7E Aul2at AlEe] 240] 725
S AABFL chHofstede et al., 1998). -2 9] 7}
7 dutdoln 3k WA= 54, 7154 AT A
214 A3 7H ) Ul T Bl 2 g Al
W & (attribute) > A S AW B4, A3

g S A7) ARt A] Al

ofy

i)
lo

4

[e3

o

u

T”
1
Y

it

Q
rlo o
>~

}

d
i
Ir ﬂilﬂ

o
120d
ol
of

r

(consequences)+= %

6  XAESAT M23E M2

£0|2 Fdst Al

S s 715 40) 3 412l A, 7 values 4
8o] Aol 4
L5 Hofstede et al,, 1998). <13 1>
Aol ze] 4 ATk o) BAle] 24ke
EOJ]—H:HReynold & Gutman, 1988).

BRSOl S BT AR Aol Fe

S Ml ke oA e A
ule]oje] W} b mcjo] Aol of
2R EA Ao Ro] wo] B89t
(Leitner et al., 2008). 4-7]21(2012)9] ¥-Lof| A= 1A
S-EAAS P AT wee] AME 5],
A A5 70l Tt shete] ZAAT @A 1
2ot AN LR ATkl F7H: AL
gaye] £A4TH AFGATE 2R 24 747} )
Lo 25 O|FIL Loyt oAREA I PEo R o]
o1 TAC) that %A olat T sk Aol
QA2te] Aol ol AR O B 4 ek
GBSO RS BET ABATE <I 3T} 2
o] gof Aestqich

:0,
1
)

~
o
fuj

e

o4
e

4
r_VL f

I g
iy

1o
s

fu
i)

o
[of
Et% r

S

a0
2
-
=2

eSS

2.3. 2ic{@(Laddering) HitH=

2.3.1. AHP B 2 FH

] F(Laddering)> 4B 2 ARE0|Rol| 73}
o, 2E|AE0] AES] 4 AHAL] Yol g
Al o] 9= AT BAR o|s|a=x] relslr] 3
AHEE] = 4] Z(in-depth), 2t 2 (one-on-one) 1E]H- HF



TH-SHAS0|ES 0182 28HHAL ALEAL 7K 24

et} o7 ot

EE BHeizy e

aliel etolH2| Fof HIIXte| JIX|

BT 2of
M5 QlER) /

= 2BHEHBEIh

efo|Hz] Fof F7IKE 211

ol —

%
e

o

[e]3 OF{A
UR0, FE%(2020) J1]

F M2
olsiy| = oTOMC 50 “To ou= SHAH A o 22l
[&47] S(2021) Soamzza | S M4~ 132 APT 24
121 D|ciof ofl 20|27(Viog) AIYALC] St e

SH= = H
Sl/& 20|27 AFRE 719 (CHH QIEYR)

ZEE(2020)

A SAEN Bt X|2tE 1|

[
=22 2=

e = 3 (RHEf) %)
0[&47(2020) o=E2T £5019| 71X =50l 2059 APT 22
= e _ HIAERE S QASK 2a10| A
0|2%l S020) | A EWE0| Kzt MulAadolm | u e * (EHL1%'EX)
risoorg | MR AMEOLL SE ROl | | 2R AHRUE| Jiet Sl= aHcf
e HR(ER o 7|F) (OIFRY 247 (MEX|IHAZE)
- HALLSH 1f2q |
“Z0l, SOMK019) | Sol HEls OofRIElE| 7 T | el fAE 2 ey

Dabholkar(1994)

Mol 5(2019) - X|&zal 5 27t 3368 APT 2iciE
JI%| Hlm
Schaefers et At ZARK} BEHE QS
Alod T1ZHO| b = z47) 7|4t
.(2021) HE el A = 2 vl (ERIRY/2le) 3228 (chet &)
Bapiri et al.(2021) EHIZHS0| 23t FAX|f| 2Eosk= 2lo| EIZH 50 i = E
CIXIZ HOJEIE MICi7F AL ZEi= . o

)~ S | | =]

Nam and Jung(2021) AHZEE o= B3 stk 20~30CH CHEHE 30 Bl e =S [=

Kiwinger and van | $H-=XALE 2A9| UHEXM T2A} X - o |

Dam(2021) e HiLL S5 S5 319 ATE il

Pieters et al.(1995) CIO|HE O CHatM 51 e =A==
Bagozz! and == yes ostol 1302 M3t 2CiRlEys

o]th(Reynolds & Gutman, 1988). 4~T-EAAl&0| 2
Aol 2-8517] flsiale axHIAR 39| oA <

H
=}
KR
=
ol 3= 715 Lor7l A%t @
Il
o

1l Wgo] Bzl
TR B8 SR P o] AR Qs

r
N

HgHoln AHow slujsie 24 S el
A ElthReynolds & Gutman, 1988).
el AEH= “GAlofA 9ff o]A2 FaFY7p

oF 2 AR AR AEES o2 ¥ 27 HEA, &

AgATE ok Fash o71A, ol g7t ol
A B2 2R QNS 2R G A 5O s

upefstAl Hoh

el 71 o] FF= FA sk= it %(hard laddering)
I AZE e (soft laddering) 0.2 s o U}
(Phillips & Reynolds, 2010). 2~ZE =2 @7 <l
Bl EEol2tal & = Qlrk £ZE FEF 7Y
& ° AsdeR /Y
O] aBAPE Fteks 7S EokE 4 Sl TEES

[e)
Al & < Aok SR AE ASEA AERE 9

A Uik AEAGK: &

o
il
(o]

Knowledge Management Research. Mar. 2022 7



b

o, 4%

o , O3

52 37) el Ak ulgo] wol Aaw: i
3k BAEgol A AR S st ofwit &
3 AT A IR AWl Hﬂfﬂl A7)

ATt

StE el FIpE AEA] o2 §hA]
AFet 22 E Ao TS Helslr] Sl A
EQlch 22 E #efgo] A2 o RES YYo=
ARl 2AE YT = AT St HE P &
0] FE AR B2 AR Al 4= Qlar Q
Elffoll &RjE= RS EYo2H AZE HH Y9

ste HH T 71 5 =Wl H =oollA 7Y gol
AREE L Qe S AEAIE EYAR A5k
%3131 APT(Association pattern technique) =] o]
ol 3 2] o] th(Hofstede et al., 1998). APT @& 7|H&
A SHAR stolg MERARR AAH sH-54]
ol 29| TAE HATA Q| WAl Alof| Zpzke| A
ot} &, HAdTtAL AypetA
HE?—%iﬂ At of 7FA A 1o 7
25 st SHALR stoiw BAISH
2Rt AZA] T 7ol iER Ao A
3y, Ak ol viA|=aL, Aut o 7]
U FHl= ?L**Eloi 7@]*]5@{*71 21,
2008). APT & 7|9 Qo= 7 IR WL 0]
83 M7 I (Gengler, 1990), 7PEE L e
(card-sorting task), 7H¥3& AEX|(Vallette-Florence &
Rapacchi, 1990; Walker & Olsen, 1991) &% A A&
AA] 2 H(Vaden-Abeele, 1990) S-0] k.

A

b oo ok
P = 9‘4 kS
m E o
_L\E rLl )
ol
i
o
oL
rE

=2
m
oo
[
Hl

8  XAMEIAUT M3 H1=2

2.3.2. #e= AeH ¥ dlojg £A
A= #Els JAEHES Jashs A A A5
= 715k Ok SPE}. ﬂoﬂxm oqam;q yee A

1 m Hoﬂ oﬁw lﬂw é** A,
7= @ s ffdl FoE 7I&olof v 18
7] 8l AR AT A, AR T AR S,
7l E Ay HE 7] = AEs] ot
ol JEFE soF gtk A AEFAA F
g gAY FelArt SuE v U8 7

& ke Aolth (@, 2013).
AR A= EF ol AE
ACS ;]Eﬂo]l/]- 7e

¢

& Olson, 2001). o}ef <3t 4>+=
QBN HolAt 2ysle] 42 gmew oY 4
o She AEWE FAH AR Ryl AR

on R Hud

B HES o AE dHolH Y EATES
¥&3lE AYE EA(content analysis)of] 2J3f 8
Qu5e okl AN ALk sle dolk
£ HAA), 2IHC), 7TRI(V)E Wil o5 dAH
£ £ Phillips and Reynolds(2010)2]
n2e] 870 ofaf elxES] B
EE slE FE A Fdo] ZER WAIE LT
ApeolA e SIERE Aaekrh el g
e o si= mENT o] AEE © Mg
7N ek AEo® ARSI of it ' W
LE235}o] 24435 S| (level of abstraction)(A-C-V)E
w23} 2 9t}

HJ

[‘_



TH-SHAS0|ES 0182 28HHAL ALEAL 7K 24

(& 4) 2HHZ QIEH9| HI=ZX!(Laddering Method: Moving to Higher levels)

ZI-X'II'I XI |=l

25H 1

J%R2 off SAlAH SQEL7F?

2 0EA oA =20| =XIQ7?

T2 off ShlofA FEHEYLIIT?

JNZ2RE 2o 2| =LIR?

o
2 ol IRE HoM =XIRQ?

Ir

JR2 Aol 3t U= WS P Hallsiie?

i

O ZaEM GhlolA| 0] LOLIX|R?

%2 GAI0| o{EAH =71A| BiLim?

%2 Fo| ZMPH L

A PEE 7k A B
=
AT A AUE B £EE BF EYA

hierarchy value model) 2 £2]= %A o= 3
o} e 3 mpAu gl A AL HolHE AL
(cut-off) gre 7|02 ALAste] ghelog o
AZA 7HA =S A/dgth

M

3. O 4 H ERL
3.1. aEH-=HAE 24 Hx}

2 A7) 2w =3 W B 9E 93| Pieters
et al(1995)1} Bagnozzi and Dabholkar(1994)2] <1t &
A 44 9 gstel 3 571 AR Ak
B AEHE sk, AR We= A
BAS Sslelt o U5 uE
E3(A)-52(G)2] 22tA = vidst3ich
4ol SEh-BAAE HHOAE 7
Z 7Kconsequence)?} 7}2|(value) 2 E535}13L, A
THIA =(HVMYE Ad8HAlNL, & dAtollA=
2]9] 3~4/d(abstractness) gt weh HAEE ¢
|2 -2 %] = (Hierarchical Goal Map)2 A|Z}&}a}o]
LERHTHJung, 2014).

e

R

M N e o
[>
%
o

2 mlo

VS

ofM

S
a4

g

3.2. A=Y AUEHRT)

H7) Qe W U gEA 5 elo] BAon S
7t W Au} obd mrt ekt gL mae
7] $l8l Aol 23]e] A% el HAES s
Atk 14 Telg HAES B e 2ASS 1
so, 4Earmo] ojujg 417 olaet 4 YEE 7}
e ol A9E ST 24 Y HAES E
3 Qle o] WA & 5-& kel Beksigict
80| 2179} Hste] Reynolds2001)9] i

TollA 24 2078 9] SEHARE 2= sfof sh, Z1
A0 -2 a3 £, Ay 12)al 7RA|of) oyt

ZE3t AR E A5 Aolzkal 3921 Coolen and
Hoekstra(2001) ¢1-tofl 4] 2ielg Q1879 A2 50

I e 2 AL A

oot
>
8
od f
o
n}
T
il
+>
o
o
R
o

L 6711E o A A
oflA] o o] glow] AuAm Aol et ofshst
= A4 ¢

Bl QAT Fat 2020014 3024 = Bz 2]

=

il

Knowledge Management Research. Mar. 2022 9



QAR A2 AEANAE F3 TS 4B}
L oo thal WA ARk 1o ofoj A o]

R e 71eA AniEEe wwm’ “GAl
o] JAOEHE Ui A AvHEE) 79
7P, AL TAlo] oBA w7 A S B &

A AJAFsto] 7 /0] w2 7HA] FEIA A=
A= o] ARso] S Zlot

H ATolM e e RS A B dES 24
o A S8l @AM 29 £48 wE] A
of AlAjstal desies sty Ad+5
AlBtaL Q= 71s A=)/ H), A8 A ), w334
(;(4 oF), AR A(S-83F AR), A (A g &4
& S7THA 9 AL £A F ofAtel A 3714
gl @ 3, 7k S40] dhal Aol of Fad
Aol et AEL olojztch 2 MR £AL A}
8719] o8| £7] 9la) 412 B4 FHo2 e
S, Hairong Li et al.(1999), Yang and Jolly(2009),
Sweeney and Soutar(2001), 814 3], A522012)9] A
el pol A 24 RS Faste] B ¢yl Bt

o) ARES A&H R Sqrk oled AN W A sk
2 Qe Folxh el B s g E 5 <& 5$E UAEF W8S HPOR 8- R (content
= W7HA Agsielct g2 & 4= gle dAl = classification) & 5} 43} HA(A-C-V)E =E3t 9
et A2 oju] 7 AR dAI] 7HA] EAY] W o]t}
S7H] G2 3 Ao 2 Hosiict Fojzks olgt AEH g of A ARoA FoAM S &
JNEIRE &l A4 AT A Fufj ol A e] A o Ao vRETA, IEF 2R 71919
B3 Yol gt Se-BH] oulpx Akl E B Aol 21 Al 5L AR AAIE Folxrt
I SEpFehar ojafd 4= Qleh A8 A M A0 &4 AW 20| Tigh A4S S HA W& al &
(& 5) QEFS| o
V. ENH2 o AMIIHAZ E5H FOHE MS3kE 0|97t
' g AZO| xHo|E =2 4 Q7| H20[2kn sH=d|
G J2ist AMFHHAC| 7IS0| YMOAH A SLELIN?
AM;.“:HA'— MD7|' Mg% ?E-I 1IA|_%|_|:|-'— |_77|<:> =<|_|[|.
=l Bt AT} blwsiA AE AH0| X7t ofcl
AHRPE Hote A 22 SELE L2 UL
C. ME2 XMZ YA Jtsd o J2ist MojLt SEZ0| FAlolA of SLELIN?
== ol 7|22 _77|71| SiLiR?
Et 2ZxHE2 ME 701 LMol ot WEsk= 227t H2d
oF b AM;.I[HA‘: el | 9|EIE|-OI_‘EP_i FI=F |'E 07|_ |:||-A|_|I:|_
== £E|Z 0I3A| ADEES 0[8sHM MER MZSS WUdsh= Mol
A, 2ZOo| xHO| Lo AIZIS e 4 &Lct

10 XAZSHT HM23H mM12



TH-SHAS0|ES 0182 28HHAL ALEAL 7K 24

2t
1o
oM,
jud)

flo
(03 r_ﬂ
2l
o

]

(o

=2
X

sl
o
ox oy

oy

iin)

HolA59| Q1757
B3 BTG-S UNFES) B, Lo, X
A QA w8

E 6ol M ER B
Yazt gt 149

A7L 65%E AATIYOM, HY Hil
Z)A}o] 151, Z=H 53 0 & o] 50%

A 9] AEAAHA

4.1.1, JdEH FoZ} QALEA 4
2 AqtoflA IR

H=
ahx] 2

7V = Yebslth AEf-5 nlEo] 291, 7]E0]
1EO R u]Eo] 725%=2 T E9rom, dgixi 20
~25K7} 69, 26~304|7} 237, 31~354|7} 41, 36~
40A)7} 578, 41A4] o) 27 02 FHAL F 26~304]7}
51.5%% A8t 71 =2 Hl5S HojFESlrh
AW o] gof el UutHQl AREe] A
A= ohEa Ak <3 605 B F= 0]85)
BAES 2EAPE5%), A (30%), HEFHT
E(15%), AZE(5%), F4B(%E 2Euzlo] 71
EZ HSE AASH, 28AMAY o] @Rl E 5
1~23)(20%), 3 3~43)(12.5%), 3t G 1~23](45%),
o g 1HuRH22.5%) 2 §F & 1~23]7F 7H =9tk
The o2 AFAMA o] Al SNS 8- F-2 SNS9
FEolup FE0lE 37 2 Farsh H40%), &4
AmA £gE7 $715 Fargt 4 E(30%), SNS 287
o] UTH30%)= SNS gt AFo] 7H &9k,
2AA A o] 8 Al FEtl] o] JITHT70%), §lth
(B0%)= S5 ol 2 Holn, &AM H
HE AT = F(40%), EIZIESE(32.5%), FH=

© xR
>

Sl

rr
oBL B

o

-~

0.

HIE HIE(%)
= 14 35
O4Xt 26 65
2% 40 100
el 20 50
o EERl 15 375
5 5 12.5
2yl 40 100
olE 29 725
7IE 11 275
gl 40 100
20~25A 6 15
A 26~30A| 23 575
31~35A] 4 10

Knowledge Management Research. Mar. 2022 11



o]
0z
2

o
08
i
~
0g

e HIZ HIS(%)

36~40A| 12.5

41| Ot 2 5

&7 40 100

Q= 18 45

AEHHA 12 30

= o2 A S 6 15
res 2 5

ey 2 5

&7 40 100

Z 1~29| 20

Z 3~43| 5 12.5

o8l of & 1~23] 18 45

5t ot 18o|at 9 25

&7 40 100

SNS 16 40

SNS 2R 288 21 2 30
oict 12 30

&7 40 100

Qict 28 70

3701 8= eict 12 30

&7 40 100

St 16 40

EIUZAE 13 325

AMFHA BHE MEE B 9 25
7|E} 2 5

&7 40 100

(22.5%), 71EKs%)2 Tl et HEET} 715 7
Upepe.

4.1.2. AHY Fol ATEA BHLEAD 2o
et g m= aof

7} 515 Ajole] SE-BATAS HASHE Aol
oh HEEHE ol £ Ak A A=
£ 7|8 3t0] 14 oS PEST BEE BE )
HE Ao ARlE BAS Sustel $5E ol
2 Hejsith. theL dol 4R dstn £4-2
ERIEERE R s LS LU

12 XAZESST H232 M=

]j/] - =
B RS Mo AgEHY XS aoF Yelst
e



SE-SXAS0|2E 0|88 AMFHAL] AR} 7HR| 24
(7)) 8 Q9 3=
£4(Attribute) AFE=H(Goal)
A1, OIZ/707t H2[SI AF/AMHIA CIF | G1. 71E/X|210te| HAIRX] G12. AEHIA S
A2, £E9| 0| G2, ST Hoks S8 O I2 oF 72| 718] | G13. AR 27|
A3, STE ot G3. TOHOf| AEl= AlZbat L2 Fof Gl4. 2ot= MES 21 & 33
Ad, RIR|7[EE ERIFE 20l G4. 2™ ottt G15. QIE/3Z0ll thgt E415=
A5, SNS &%t FEIER Gb. 2T1A siEtof| Cet BrE G16. X&et 710 Foiick= BXE
G6. 7l2zigt G17. e =7 43
G7. T FoiE = U= MEFY G18. MiZel Crtd
G8. MZ2 HiF & 7hsd G19. XIS FESR
GO. A B G20, ZWI EBIS/QF miet
G10. &z G21. Bf2|X AHIE JCh= X |2HEE
G11. AT 1 G22. 284 F
(H# 8) AEFHHA A=A
FCcHS IE o Al
O[&/~0H7t Ha[5te “ A »
Al Al /A Artor TOHEE] ZHIK| S R2[gt 4 ACH
A2 49| x| “TOHSIX| L0t AIOIE HHZ0| RHO|RACK
A3 33 ot ‘ojgolH e 2212 H—%@ T1zioll & 4 ek
A4 X718 SRIHE 2ol T A2 XIF2 Aok HE/MH|IAE H2[5HA olgsicl
A5 SNS S8t ZHER ‘SNSOil 22 2715 FshM Lo o Al Fsicy
‘USoH RS 0[Z017h= AIR0|2h= Q1A0] AoiMM & o E5%I21 AH|
G1 E/XIR1te| A /X £ dSl= AlZez HolA =y
Tl RHS of TR AE
O™ Aok E5t OO ApIZ
G | STHEEESHEEE ST | 2o soa b e Haig 7org 4 A
FoHe| 7|3
a3 Lol A== FHE|ua7t & FRIE0] UAGM 2 loflA ME & 4 TP
A2kt =3 Hok ‘ol ARtE EHEDP
G4 Ala|X otEzt Il nasr Z ’SEIEIH” UOIM 2 2tojlA] MEHSE 4= QUCP
e DRI ARMS EoiEC
G5 ST slEof chst oEEZ | “BlRIE AHIE RCP, CFRE FP
G6 7 [2%iet ‘FoI7t AZOICE ARES SolishA SIS
ol St A Ol
G7 = fﬂl;; = ‘MD7} AEt 20| LIROR, 1RIHOR Lyt MEsiCt= Z0of chgt Al=P
— oo
‘M2R MIZ(7HH 22 MIZ)ol st L2 Sall SS5t| o2 MELZ0| F
|. | — .| S
G8 M2 HME UA7Isy = rjoj= Lok
Jsto] 3t Qa0 BT IAIE BT wofsto] 7 8 w2t 3t QO] 7t FAIA HH HE HHE 8
20 FRAS Xg,@%] Uehdch Reynoldsand Gutman 30~50702 ZabskA] 9F7] wfie] 30x300)4] 50x502]

Knowledge Management Research. Mar. 2022

HH UlellA 1 AA Ho &2

ATL HFE w2H

13



[¢)
ol| 24L& Fol F7]3t Aol FHE ujEYA

W
224(Al ~ AS) T} ZF(Gl ~ GR)o] o]BA A=
A
*é

ot

e Ho m <29 2504 B wle} ol

i ol A 2 ALS
o 32 2 529 28 34 10} Belokn
227} hahel A B4 S(@A A see]
W A7 Alo] S A9k ohal W glglthe
A3t Aol 7P°l Hm slom eid Pz

| [ o

S~
o
i

_I

om dad
AbstractnessZt-2 03} 1A}o]ely|, gro] S48 23 o
2, fo] A&5E sHo R AAHE Yuith (Y&
3, 2014).

2AI® Z2&X|=(Hierarchical Goal Map)

AAH SHA e S443 54 o] 5 A2 #
AE Sl EAfsiet Aol o] off ZF 8915 e
e WAE D A5 vy 546 sERE Al
Al AAFEE HA Fefsly] o FrH A&
A1, 2007). AL ghs A3 1 7|Es Aelet
© WA ger wastd A9 dAF2E
upofsl7|7h Hth AL pE o e A
HE & dvitts SRR &4 A4k 24
ojtt. o) ALE oS Yor dAstH AZ #

14 XAZSAT H232 H1=

A7k 350l AE Tt 91412 FA A ol YERA
=t} Bagnozzi and Dabholkar(1994) 1 Lof| A= 3}
U FHolat 13099 BAAES WE dolypon
AaE BAE s Ao, AL o] 4
o o AA AAZS] & 62%] Pt =, A
AHA ] 62%E Argstith= Aotk B-&5(2014)
of QoML A R A paper-pencil) AEIY
o2} 4578 O] HAA|EF Wk 50| o2 A B
E s BAslg o, AeZ o] 5 o o AH
AE] 70%= 25kt dubE o2 500 Welo
FRoA= 3~5712] TAIE 71EA = 7RIt Reynolds

h el G A= ol s 54 g
AE BAPRIA o= 19] o]
180702 etk Aem £2S VR HYR
ol 243t A = WA 13%E AL
o} e 9] HIF2 T1%= YERTth AL #2553
2 AA%E Yole 2t A s 12712 AA A
< 7700 siE, 2/ds) Aol = 104712 A
ofei o] s8%2 AAak 2 olZe A WAL 8%
S A9 4 qrks olulolth A0 moff 4L 2
SRS W AATAL TI%S AT S LA,
Reynolds and Olson(2001)0] H Q.3 =23} 0] =2
A% AR =] BARA AHelzo] A2 T
Ae] 23(2F 66%)F s A5k RO o] Wrk=
Aolth. wWehA] B ATAL HLE £2S TR
Yokt 2 3 ol e WA Ao E3eh
Hom o] 7L A WAL 58%cf st
<17 39 AN BAA o] FAH cloket AR
g o) £EATS Age] T ) wPolg]

:"‘é

H, 243



gl vhkR~Y € RT)
SlI80 SAloe B O WNS 8y/(88i63p—IN0 + Sv16p—U|) :Alfenus) / (sseiBsp—INO+ SoaI6ap—U)/(S9alBep—U]) :Ssaujoelisqy —

=
=2

Yiz=Ho

15

e BERS Tolxs Pz [elemE =1 :8ebep-Ul / A5 @B Toiv Mllkiz lefes=E Sia :8eibep-In0 -
£1°0|¥0'0|60°0|20°0|£0°0|60°0 |80°0 [+0'0 |£2'0|F0°0 |T0'0|0T'0 |#0°0|8T'0 |90°0 |£0°0 |£0°0|22°0 |#0'0|Z£°0 [90°0 |S0°0 Ayjesuan
00T |E¥°0(90°0|00°0(80°0|T8°0(£2°0|TL0|0T°0|#T°0|00°0 |¥6'0|00°T|£L6°0|9E°0(29°0|09°0 €20 |TL0|6E0|06°0 (00T ssaupensqy
o8t |gz | €|t |o| T |et| ¥ | S | ¥ | T |0 |£1| 2 |2E| ¥ |8 | € |6 |5 |ZZ| 6|6 as1Bap-ur
0 t¥ REE zZo
¥ z |1 I Einlely Shi ST &RE 129
a1 T T T |1 T |1 ot @8/TkRT vE 0zo
¥ T T T T SEAERE loirSislx 61D
11 I | % 4 Z T I R B2 819
£ 4 T fRi= AR (19
11 £ |1 z T T £ 25m =1ilnd bl dgk g1o
z T T =%iE el biZzE/El (3]
[ T z I | T |0 Z I 61 Bk kR ram S8R Sei@ ¥19
9 T |1 z T T lesmizhy £19
z T T Fhe ¥IkR=~ Z19
T I SHE kT 119
0 brd==e4 019
T T Fi& Biviee 69
L T T | £ T B2 R 2l 33k 80
g I Tz |1 FREY 318 + Eindt T Fi]
z 4 EBr&le a9
0 | et T T | % T N 2= dh bk £ €D
Z I 1 2316 =l2R ¥0
43 T T T z Zz £ | T |T foix BT Cizly SEBF lolot £0
T T |Ele [olot 27 =i b 85 ShE ERE|D
0 lr &k leirialy/ sl 19
6 olo|lof|¥r|]oa|lo]l]o|lo|lo|o]o|T|]o|o|o|T|o|T|o0o|oOo|T]|T H2AEE 185 SNS oy
69 z|t|ls]of|lr]s|e]elot|o|o|T|T |6 | T |z |0o|z|e|or|T]|@Q 10 ARILE Alckl ¥V
gg ot |e | T |o|T|T |z | Tz |o|T|Z |9 |1 |1 | |0|€e|¢e ||| o e £V
£ IT|{t1|le|lole|v|T ||z |s|T|L|0|Ee|z|T|e|0o|0o|s]|T]|o0O loly o+ v
0T cle|lv|o|le]lel|lr | T |Fe| T |0 |S |0 |6T|E |9 |0]|E|T|ir|T|T 1~ IRkr/2&F Tlelel clot/Elo | TV

Knowledge Management Research. Mar. 2022



Hom Ax Saist M A %*o*_i} M /| Edst M ~ / Holx §HH oY agy ziolz & el [ e i 2 R
' 3 H(%) HSE A (%) HZ (%)
1 76 0.42 1.00 180 1.00
2 24 0.13 0.32 128 0.71
3
1o 70 12 0.07 0.16 104 0.58
4 0.04 0.09 89 0.49
5 0.03 0.07 81 0.45
6 5 0.03 0.07 81 0.45
i Abstractness '
i LoD g1, J}i/xloli!}_l =A5A Gl0. A5 2. B84 £37 !
o A co8ad By A :
L 0w | ~> Gll. 289 EAE | @2 VY A ST O B2 YF 20Y 7Y ;
i 0.85 | g A A i
! 0.80 - @7, B 3% ' i
! 0.75 \ - !
| 0.7 A S aol s 755 |
| 0.65 | ; |
i 0.60 NEAE !
i 0.55 i
| 0.50 |
i 0.45 '
' 0.40 ; WohE AT I
i 035 3. Pmal 2 . AZ2 AT wANSA :
: 0.30 i ,
| 025 GIB. AW Aol FHHUTHE £ e |
i 0.20 == |
i 0.15 [
i 0.10 2 G4, HstE AES ME21 HA 5 G13. A 2T+ 7] [
i 0.05 S G18. H=o| Ty G20. =4 EWE /R ot !
[ 0.00 GI2. AEHA 2 619, AgEne] FRER !
D e e e —_—E—_E—_E—,E—, e — . ——— — |
|
| :
i Gl4. A5l= HES w=2ZA A2 6l £9° SHE & HED G3. A|Zh/xe= fok G19. AASH=] AHER !
; 4, A= &FE WEA S I
I
| :
|
| :
|
| :
|
: } i
I Al. 012/~ | A2, £789°] Ao A3, ZEA Aok A AU 2OEE Hol A5 5K 5T RIS :
L e e e :
(a8 3) $AN SHX=
9 wobgt 4 Qlrk 1 AT 2AATA ARG F Th AR, AZS BeAL ZEAS EE An|E 3
=4 7H(EFA 2 7SRRI A, A 7] fIgtolek &4, o8 A& AHEE A=t 2
o BEd F S22 wolE = ARtolur 244 H]-go] Aom Fufj7h 431 He
/AN AREETAS Al 7= aofd 4 9l 517] wizoloh AR, 28AHAE F3 TRt AAl

16 XAESAT HM232 H1=



TH-SHAS0|ES 0182 28HHAL ALEAL 7K 24

(3 10) ANF{DA ABEO| Clt A2

AMFHA AEBEEO| A
G18(MIZ2| CiYY) — Gl4(Rete AES 2 ¢ 33) — Gg(*cwg ghe)
GI8(MIZQl TIYY) — GI4(Hot=e AES 2T & 33) — GAIZE =3 Fol) — GO(AitY SHA)
G18(MIB2| CiYY) — G14(Ret=s AES 21 & 33) — G3(ARM 2 Hol) — G7(AZ]| &4
G0(zlal E-E mef) — GI7(BE F7) — Gl11(&ae| £18)

— G2(z8d 1)

GeMZR ME L 7Hsd) — Gl1(AaZel E713)

Gre(xZet 7Holl Fuiichk=

B5E) — GUHUE/XIREIe| BAIRX])

2 0|52 9e 4 917 uiiolck YA, AR
RS S8 oA AN AT FTLE BET
7] $Igelck. nhxuro 2 Aule ARk &g
Sfat wRHo|T HAHH WAP O o]7]7] ufol
oh 9144 BAA R et 28AHA AR
of thafet ARES < 1007 o] 20k JeiT 4

ik

B Aye) 4TS o WAH o] gl Yese
cheat 2t

E : &

2 doh o= shepEict. ot A7 v A7) SNS 7]
Ak FAEIE 7NEO R Sl Hj2Y A mElglofe
=75HL AR A £4(SNSE F3 HRTHE i
A e

S (centality) ghoflA & w, G3(7Hvljol] ~8%=

AR =¥ dohit GS(FAA slEol tigh W53
293 G4k AEE wED 44 257 24
Am A ARg-0] Zujz el EAo|th 9] A 7Hx] EAo
T3 e 0] Sh-Ba WA 9] 77%E A 5
ek FAM e s o) Al b BAH(G3, GS,

Gl14)2 57t B&(mediated goal) &2 A7 HA AR
) (action)@} F=2Q1 EA(ultimate goal)Alo]of A
Tt s FAE & = Sl Gl7FSeY A
Q1ake] AFAD, GIO(EF13), G2(a&7d 7)ot
A GO ), Gl E71=), G4
A Aok BT ¥ g AE e 713)S F4S

o] oh A e,

Mo 715 9 AQlae) BARAS 2L @
A 74 AT B 4 Qlek Aol Al
2% 2HFFOEA THFolt Aolat et A
whsgto] 4o] Fag adel Zoltk o Sof 3
QUFES ol ThEolLt XIS} 941 e 1 of

Knowledge Management Research. Mar. 2022 17



b

Igot, AE?, 27|

oA Fi xpEste spjoltt.
TR0 2 G5(FA4 g digt wE7hH-S G10(A

q‘qﬂ) Gt w2 AE e 713)), G22(E&4
5 OE H2E =

_1}0 Jge1s /\ 1;].

1999). 7FAZRIE 7hARske] oF RO AelE =
AR &0l FolSUrta A = AR R
& ikl T7tE A4 ¢ otk & 059 &

1

o g7t oty oflil(o]5)
o 7 Y o UAeHA-AA, 2013). ARGAE 24
A 2o A AA s WHE &2l 52 744 d" e
ZRE de 7R TS, A= QAR gl /Y
< ol sl S7HE oite = AAsiA 2 HlE
o2 f B AgkE i 4= Sl 78R 1Ak

< 2B Aol vls) F5Tuli7t o @Wol o]FoiA]
© 8dojth & AFoAE @AM IM Y] S
Tl ol tal AEF FrAAke] 70%7F S5
ZAdlo] Qrta &3t AL o]et 72 wgto|t} Dan
Ariely(2008)°] 2JsH Fafof| AFsh= AH|ARS] 4
2 & ‘AR ZAE A iHzero cost effect) 2 A5}
th Az ZAE GipPehs A2 2B 34 Al

o

2 AN AES ASH

o
%,
fol
o}
o,
.
o,
1° ;
rr
rpr
>

Jo

obUeh, ABL 53k Aol et ulgol 24 %
Zohe Aolth o] A FA AB S AL 3
Sshe o S ulgo] ARO)e]7] tite] BEE
ol 2RO Qg 9ol A3 glrka Q4shs 2
ofeh. AT 20] BIIIE AMSAL T

18  XAZSAT HM232 H1=

5.2. ALl AARH

AB7HA ] 2AANA P B
-5 (empirical method)o] 7]Z3}o] B
o 5] ST Adrns ¥ za 29
2 29, Arw 291 5 A wasge) sl

Ko 9177} 28 023 ol tjn v)ze)
AP J&ea_ oA79] s 2 Holul s
t}. SFA|RE A
(understanding) & 913t a4 4 L ‘i’j(lnterpretatwe
method)] AT BT Abgfolct, 2 Q1 Sk
s ol 2} ool S Bo oaE A
e Awsheich Aol 4
AR APAE] gt PR Zuelo] ket
ZFR(AHEEZ) S o3 o]—_ﬂ 2} Z] 0

o T

Aol AT e

Be ?'H—t—

= _OL >
2 2oy
T TR < R}

[.
i

4

a1y

rir
[‘_9.

[0

;E’
R
1o
O
(o]
§£
N
)
i
_“ R
el
o3
filo
i
o
=
=
30
i)
o
122

L o] SEA 7]ojt e
A0 8207} GSEAA o] o o

ﬂ) G22(E%*é =15 E}Ohf 75‘ 2E 23 =
Foke A2 AAAWA tiE) ‘s 4
grofeh= Ql4lo] Aujdolek= Azt FAlol H3F



ol

TH-SHAS0|ES 0182 28HHAL ALEAL 7K 24

F

et Aoldl, Aol
BAB 2 Afo] 24 Ms}— o, HHEA,

B APP 5 ThopR 3R 59 Mﬂ\ﬂéﬂ ARG

T U El ek iﬁﬂﬂi
AREARN A E

=

T
™ 2 (subscription commerce, &

1A SubCom)’ 7} A& B3L ‘Rlﬁk MEAIHAA

4 RS AU AT T ANAE A
Ape] FHAT TS F WG T HAUL B
2 28720 At wapolela & 4 ik & <
T2 B3l e vl 2o AGBASS £9

7ol @%5101 ‘Zl

sk o Aol

71%—94 ozupAake] AA}
BE317] wEolth. SNS

AgAFE O] APFAQ] AulAE] 6)gS SHe Flo]
o OlRi S Teiete 48 &9, ), 28

1~ﬂr«l iﬂ}iﬂﬂ 145

FREAAS AL AuYlE AT oo
o) 7] elel TAR B A7 @ 714 SAES
A3 ik TEi BHoE A A EL 4
ATE 91T FAA A 4GS & Ao B
ok Aol SARL Hel AEE ARE e
St TolA] QlEl APl theA Edshe
ofe] 747 ofufet ERES EAQ §olE L
FHE ARl Aol AHAS e Bea
S githe Aotk Eak A B4 FET

w3 48 2o SYEle] A7 A Uk
© 8 Qo] Aol E3 AFAIL 24

O] & 7P AREARS] FA X oF4| (goal-directed) 3y
e]7] ‘ﬂ%—ﬁ':‘)ﬂ Au| 2 A Abg|e} 28)2F 05 Al
Ql ’é““o] A =] Aet

T =& 75 EGl2
o Fe] sh= Eﬂtﬂ% e B AR 56

S AREAO] AESFl L TolE ; o e Ahgt

Knowledge Management Research. Mar. 2022 19



b

[got, AUF?,

]|

{713

2a ARE A7l visualization)hs THA o] 4248
Y| E Q] FEAJ(SNA: Social network analysis)2 -85}
of olt]j1e] 4] A(indegree centrality), OF-T] 18] =
A4 (outdegree centrality), Wj7H 5-4]Xd(betweenness
centrlity) 5-& Zgalo] Tkt 745 7k] Jeel g

243 BE 2w £L Heko] B Aolck

20 XAEZAT M23E H12



AE-2TAB0/2S

0|8et AEHMAL| ALZR} 7IX| 24

P
o2k

A
i
ral
N

[ZU 28]

10.

11,

12,

13.

293l £AF oA

A (2020), FH-EHAREO|ES 183t 4 &
AEA A Z4E 74R], W) W3t A+ Culinary Science

& Hospitality Research, 264), 21-31,

&4~ (2012). Means—end Chain Model2 £235tH mHI!
IPTV AH[XE ZERIEN, HARsEQ =R, ofdishul dishy,
IAE (2019). 52 AR (MEC) )& f& A5
AFEJOlaL =8| Tk ojeYR}o] 7}X1H1LH*4
7|Eo R, BREUAAEAT 23(3), 783-803,
AFAE AEF (2019), AEAHA JHEZEA]
gl At olwo]] st itk SRVSE il 1A geke] 245
7}, BRI 34(1), 137-159,

| A, SRIA (013), AEATA] 4 79} Aol

of) SRR TR 7191 W AR SA A2 ot
2 A a3 gt 17, R IT MHIABISIX], 122), 31-55,
ZIAL8), 0|33k (2021), 28AML B4 AQl0] 2EAR A
v} SgsuyeEsEe Tl mlA a-oN/
avaziuls Polwo] AT, SUBIERRL 202), 5-25,
). 3¢ stelude] Fol A7) A

SU-EH Al olE g, BYHTR, 3503),

I

287, o[BE (2020).

HEAEA|X]

oOooL-O

A3} (2011) 28702 AJAFESF 1l o)
2, HRSAYMATR, 23(11).

. YT, oftiE, dtad (2014), AHIZAlEARRE AREALS]

Ko AL B AN SYYFR o OEHL
ZFA O Asia Pacific Journal of
Information Systems, 24(2), 211-232,

WA, P, 23 (2019). Bk 28704 Sl
olelmel mlx|t ojg Emet #AI, 12, 1-27.
784 (2013). vy %%ﬂ Qo1A] Axn|Ate]
PV O] T AT Sk B o] S FAOE,
2T 97, 78-121,

Zzof|, 57, ¥ (2018), F-sTlE A =80
FEE A= AR aBFT), HEFRE, MMIELS T4
O & 7|Hut #AHAT, 41(2), 51-67,

M, 313 (2013), 3EtiE AT o] 8k A&
AgolE ARl ABPIEY ZARTE FHO

/\u]—E;‘"_—.I_:_

14.

15,

16.

17.

18.

19.

20,

21,

22,

23.

24,

25.

26,

27,

Entrue Journal
139—-154,

of Information Technology, 122),

HIER, Qb (2019). ol frARE EAte 28R -4

ARE dlolE: FARs)o] HAllE ojodlEE 15 24, &1
oL, 123, 4267,

23], 25E (2012), AAAHAS] ThRFAA An|7EX| 7}
Bj=o} Aolgolo] mj2l= F3k: 713] Bla Ao 28a
¥} ORIERR|ST, 17(4), 173196,

Aud BEETL ZHEE (2019), AF T4 18] oigt x|olE
glat g7o) 7H A mm%—*v&—%@ AR ol2E
=X 02 Journal of the Korean Institute of Landscape

s RoA=
Architecture, 472), 88-99,

57191 (2008), SEH-5H ARzo]20] 946} ERERE ]
B2 slejete] 4l AADAE HVM): APT e B e

F

FAoz AEnIBIHT 8(4), 401—440,

£7191 (2012). AUFEZE AREALL] ZERHA = (HVM) A+
21 PR AskHRL 5(2), 171-198.

SRS ez, o9yl (2021), A AMAL] o877}
A= 9 Z]&o0] 80| HM G Hst A 5E

[

8074 FA08 XA, 33(2), 115-129.
oFzof|, 984 (2020). 3t 3 19 njrjo] of3) Holz 1
Vlog) AARLL] 7IxAAle]] Tet At 54 Al&o|=
S AR BEMIKAET, 32(10), 79-94.

2t}3 (2003). Means—End Chainzlt Laddering EHHE 012

—

st DZ71R| SFol| 2iet S HARIe=E, AMtEka
I

27 (2013). 7}ATROITF B A W FZo| i3t Au|}
A2tk 3304 7129 Ate], Eé!EI_.slxl. AH|X}- 2471,
14(2), 295-320,
SAIE, 219 (2015), 7]9] SNS ARg2] Aeyaol W Avkg
Qlof] TR AE, KAALHT, 16(1), 143-170,

O ZE}, wu]Zl (2011), &AM o]-8-9] F3kQ 2lof Wt

A7 MBI T 7SS FAOR, IR

BT, 11(4), 65-85,

oltat, 2719 (2014), Bl 2H oA TRl WZo]
AlFo]| n]z= g3k AZF7} Q.o]/e]_J ZAFINE 240

=, XAESEAT, 15(3), 141-168.

O8], AR (2001). QIEfUl fegmol 2] a2kl
ek A Amsid sl aviEA. oHAESET, 16(2),
115-140,

o

il

o[, EE (2014). 24 AWML A7 W]

Knowledge Management Research. Mar. 2022 21



b

IX'I
(=]

of, UYL

]|

{713

28,

29.

30.

31,

32,

33.

34,

35.

36.

37.

38.

39.

40,

41,

u]2)= @ olof Tk AL KAAESTR, 15(2), 165-182,
olpe, @k, Halldl (2011), SE-EH AlLO|E
(Means—End Chain) & -85t =] Q1o S71e] 7Rx| St
B PEKSE, 23(3), 425-442,

o5, 7|9 (2018), SNS EQJo] ARSI A= gk,
KAAHAT 19(2), 21-45,

olofjg] (2021). ABE AJtf glo]H A o8 A5} FgF
29l 12 oy JAg, @t g AREEE
ZFAloz KAAFAT 22(1), 269-286,

o2l (2011), AVEAHA FEH AR} 53F HHESAPA
S HTN,

O|x]2, FQIA (2011). AEAMA AH|A Mafof] M2 4]
L] AZ| = HE): AH|A Aufjo] Ao Aufjo] AzZHd 9
BHE of|FE|Q] AJ52ME-S SO SISMRBISIX] AH]|
Xb- 23 12(4), 799-824.

O (2020). LJAJAHIRES] A A FufjEAJo] 1ATh
& 9 FAZ ujzl= 3 SIELBPISStE| =X, 2102),
353-358.

o1g7] (2020), 5 - & AREolE oA £ ofaEx
F309] 7IAAA B4, SiaAleixgstsIX], 80, 211-221,
, ALA, A5d (2021). ES=
SPIATe] HES 93 e A= EHY TIRAA B4
TH-EF AR&o|2 I A, SiBHISSIEIX], 60(3),

-l.l

0

A, GATE] (2007). BEls 7S o8t aSATH|IAA|
£9] 7IA| =z Tetof| digt A mKRESIAL, 13(), 3-34.
o8 (2014). AU EQTALO|E ARERLL] 71 |A|A| A
T HEAJARINSL 23(1), 93-109.

HYR, - (2018, 10Y), HHFY AEAMA FHo]
Jufelwe nx|E Fakol Wt AFAF-HupAAH| A Al
A9 mijarts 4o, stEdStS| Conferences
2018, 1-89,

344 (2012), 2487{HAo| EMO| Al=|, Fole|=o OjXf=
oisk SIMMSE MEZJMSIo| ZESTIS SAog AAlsH
=8, d=isty ok

FAZ, T4 (2021), ARUE 7|RF A7 mA0) Aok
1 FAAE] AA QR ANOERE SR, QEITKL

2l 7% (2021). BeH SNS o) of§3lo] AbgA}
9 A4 Abg ool mlA ool Bk A

AT Holwo] ZARNE FHOR e-HIKLIANT,

KAFEAT M23H M1

42,

22(1), 137155,

sk, AR, Adght (2011), A AMAL] o] § F7|et
YK, AAtl Qo] TWeh Ak o] 8t} FE0|EE FHCE,
SIRATERSHA  13(3), 298-325.

=2l 2]

43,

44,

45,

46,

47,

48,

49,

50,

51,

52,

Akram, U, , Junaid, M,, Zafar, A, U, Li, Z., & Fan,
M. (2021). Online purchase intention in Chinese social
commerce platforms: Being emotional or rational?

Journal of Retailing and Consumer Services, 63, 102669,
Bagnozzi, R. P., & Dabholkar, P, A, (1994). Consumer

recycling goals an d their effect on decisions to recycle:
A means—end chain analysis, Fsychology and Marketing,
11(4), 313-340,

Bagnozzi, R. P., & Dabholkar, P, A, (2000). Discursive
psychology: An alternative conceptual foundation to
means—end chain theory, Psychology & Marketing, 17,
535—586.

K., & Seyfi, S. (2021). A

photo—elicitation study of the meanings of a cultural

Bapiri, J,, Esfandiar,

heritage site experience: A means—end chain approach,
Journal of Heritage Tourism, 16(1), 62—78,

Blumler, J, G, (1979). The role of theory in uses and
gratifications studies, Communication Research, 61),
63-175,

Botschen, G., & Hemetsberger, A, (1998). Diagnosing
means—end structures to determine the degree of
potential marketing—program standardization, Journal
of Business Research, 42, 151-159,

Busalim, A, H., & Ghabban, F. (2021), Customer
engagement behaviour on social commerce platforms:
An empirical study, 7echnology in Society, 64, 101437,

Chang, E., & Tseng, Y. (2011), Research note: E—store
image, perceived value and perceived risk, Journal of
Business Research, 66(7), 864—870,

Chiu, C. M, (2005). Applying means—end chain theory
to eliciting system requirements and understanding
users Information &

perceptual  orientations,

Management, 423), 455—468,

Chiu, C, M,, Wang, E, T., Fang, Y, H,, & Huang, H,



TH-SHAS0|ES 0182 28HHAL ALEAL 7K 24

53.

54,

55,

56.

57,

58.

59.

60,

61.

62,

63.

Y. (2014). Understanding customers' repeat purchase
intentions in B2C e—commerce: The roles of utilitarian
value, hedonic value and perceived risk, Information
Systems Journal, 24(1), 85-114,

Coolen, H, C. C. H., & Hoekstra, J, (2001). Values as
determinants of preferences for housing attributes.
Journal of Housing and the Built Environment, 16,
285-306.

Gengler, C, E, (1990), An architectural perspective on
advertising strategy, A structural perspective on
persuasive communications, Unpublished doctoral

dissertation, University of Texas at Dallas,

Germonprez, M., Hovorka, D., & Collopy, F. (2007).
A theory of tailorable technology design, Journal of
the Association for Information Systems, 86), 351-367.

Gruber, T,, Henneberg, S, C., Ashnai, B,, Naudé, P,,
& Reppel, A, (2010). Complaint resolution management
expectations in an asymmetric business—to—business
context, Journal of Business & Industrial Marketing,
25(5), 360-371,

Gutman, J. (1982). A means—end chain model based
on consumer categorization processes, Journal of

Marketing, 462), 6072,

Gutman, J., & Alden, S, D, (1985). Adolescents' cognitive
structures of retail stores and fashion consumption:
A means—end chain analysis of quality, In J, Jacoby
& J, C. Olson (Eds,), Perceived quality: How consumers
view stores and merchandise (pp. 99—114), Lexington,
MA: Lexington Books,

Howard, J, A, (1963). Marketing management. Analysis
and planning, Homewood, IL: Irwin,

Jung, Y, H. (2014), What a smartphone is to me:
Understanding user values in using smartphones,
Information Systems Journal, 24, 299—-321.

Jung, Y. H., & Pawlowski, S, D, (2014), Virtual goods,
real goals: Exploring means—end goal structures of
consumers in social virtual worlds, Information &
Management, 51(5), 520531,

Keeney, R. L, (1999). The value of Internet commerce
to the customer, Management Science, 454), 533—542,

Kilwinger, F. B.,, & Van Dam, Y. K. (2021),

64,

65.

66.

67.

68.

69.

70.

71,

72.

73.

Methodological considerations on the means—end chain
analysis revisited, Psychology & Marketing, 3809),
1513-1524,

Kim, C,, Galliers, R, D,, Shin, N, Ryoo, J., & Kim,
J. (2012), Factors influencing internet shopping value
Electronic
Commerce Research and Applications, 11(4), 374—387.

and customer repurchase intention,

Kukar—Kinney, M,, Nancy, M, R,, & Monroe, K, B,
(2011), The role of price in the behavior and purchase
decisions of compulsive buyers, Journal of Retailing;
881), 63-T1.

Lee, M., Kim, Y., & Fairhurst, A, (2009). Shopping
value in online auctions: Their antecedents and
outcomes, Journal of Retailing and Consumer Services,

161), 75-82.

Leitner, M,, Wolkerstorfer, P,, Sefelin, R,, & Tscheligi,
M., (2008). Mobile multimedia: Identifying user values
using the means—end theory, Mobile HCI, September
2-5, 167175,

Li, H., Kuo, C., & Rusell, M, G, (1999). The impact
of perceived channel utilities, shopping orientations,
and on the consumer's online buying behavior, Journal
of Computer Mediated Communication, 52), 1-23.

Lin, H, H., & Chang, J. (2012). A construction of
consumer cognitive structures and their implications
in furniture shopping decisions: A means—end chain
approach, Service Business, &2), 197—218,

Meilatinova, N, (2021), Social commerce: Factors
affecting customer repurchase and word—of—mouth
International Journal of Information

Management, 57, 102300,

intentions,

Nam, J,, & Jung, Y. (2021). Digital natives' snack content
consumption and their goals: A means—end chain
approach, Telematics and Informatics, 63, 101664,

Phillips, J. M., & Reynolds, T. J. (2009). A hard look
at hard laddering: A comparison of studies examining
the hierarchical structure of means—end theory,
Qualitative Market Research. An International Journal,
121), 83-99,

Pieters, R., Baumgartner, H., & Allen, D, (1995). A
means—end chain approach to consumer goal structures,
International Journal of Research in Marketing, 123),

Knowledge Management Research. Mar. 2022 23



b
oz

§l:
N
08

74.

75.

76.

7.

78.

79.

80,

81.

82.

83.

84,

85.

24

227-244.
Reynolds, T. J., & Gutman, J, (1988). Laddering theory,

method, and interpretation. Journal of
Advertising Research, 281), 11-31,

analysis,

Reynolds, T. J., & Olson, J, C, (2001), Understanding
consumer decision making. The means—end approach to
marketing and advertising strategy. Erlbaum, Mahwah,
NJ, USA.,

Schaefers, T., Ruffer, S.,, & Bohm, E. (2021),

Outcome—based contracting from the customers'

s )

perspective: A means—end chain analytical exploration,
Industrial Marketing Management, 93, 466—481.

Stephen, A, T., & Toubia, O, (2010)., Deriving value
from social commerce networks, Journal of Marketing
Research (JMR), 472), 215—228.

Sun, P,, Cheng, H, K., & Finger, G, (2009). Critical
functionalities of a successful e—learning system—An
analysis from instructors' cognitive structure toward

system usage, Decision Support Systems, 451), 293—302,

Sweeney, J. C., & Soutar, G, (2001). Consumer perceived
value: The development of multiple item scale, Journal
of Retailing, 772), 203—220.

Ter Hofstede, F,, Audenaert, A,, Steenkamp, J. E, M,
& Wedel, M. (1998). An investigation into the association
pattern technique as a quantitative approach to

measuring means—end chain, International Journal of
Researching Marketing, 15(1), 37-50,

To, P., Chechen, L., & Lin, T. (2007). Shopping
motivations on internet: A study based on utilitarian

and hedonic value, Technovation, 2712), T74—787.

Valette—Florence, P., & Rapacchi, B, (1991),

Improvements in means—end chain analysis, Journal
of Advertising Research, 3I(1), 30—45,

Vanden Abeele, P, (1992). A means—end study of dairy
consumption motivation. HKeport for the European
Commission, EC Regulation, 1000, 90—43,

Walker, B, A,, & Olson, J, C, (1991), Means—end chains:
Connecting products with self, Journal of Business
Research, 22, 111-119,

Yang, K., & Jolly, L, D, (2009). The effects of consumer

perceived value and subjective norm on mobile data

KAFEAT M23H M1

service adoption between American and Korean
consumers, Journal of Retailing and Consumer Services,
1606), 502—-508,

86. Yoo, Y, (2010), Computing in everyday life: A call for

research on experiential computing, MIS Quarterly,
34(2), 213-231,

87. Zanoli, R,, & Naspetti, S, (2002). Consumer motivations
in the purchase of organic food: A means—end approach,
British Food Journal, 104(8), 643—653,

[URL]

88. Business Wire, Global Mobile Commerce Market Report
(2021).  https://www_ businesswire, com/news/home/
20210907005436/en/Global—Mobile—Commerce—Mark
et—Report—2021-A—Market—Valued—at—628—Billion
—in—2020———Trends—Growth—Opportunity—and—For
ecast—to—2026———ResearchAndMarkets. com

89. eMarketer, https://www, emarketer,com/content/us—
retail—social—commerce—will-reach—nearly—80—billi
on—by—2025

90. EAY &g}elL E3F kosis kr



TH-SHAS0|ES 0182 28HHAL ALEAL 7K 24

® XNXA2H @

% ™ 0} (Jeong—Ah Choi)

sifsh HZUAIT ARG A4 3918 s Za BaRoks MIS,
A2, A8 BE B4 ol

11

H 2 (Yeong-Woo Lim)
A =Rt HAYAITHEH S dAbg o Ajek Folw, Aetietn Fetetdh
AnBRFsE HAF SHIE FHESHEY. 8 IHAEok= Data analytics, Data mining,

Deep Learning, Social network analysis, Knowledge management 5|t}

et

ot

2 71 & (Kee-Young Kwahk)

A eIl Fgeietat B 2YAITAZHSH w2 2] Folrt. ASthsta H P
tiohs Skl KAIST 4 Jotatet BT Geiictol A AAL 9 HARHIE F551
ot F9 AFITAEOR= Social network analysis and its application, Data

o

analytics, Users’ behavior in social media, Social communication ecology,

Knowledge management 5°]tt.

Knowledge Management Research. Mar. 2022 25



b
ox
=
oo
0R
40
il
~
0R

( Abstract )

User Value Analysis in Social Commerce Using
Means—End Chain Theory

Jeong—Ah Choi*, Yeong—Woo Lim**, Kee—Young Kwahk

With the spread of social networks, platform-based social commerce has grown rapidly with the use of multiple smart
devices. Given the rapid growth of social commerce sites such as Coupang and Ticket Monster, it is very important to
understand the user's purchase decision-making process in a social commerce environment. The purpose of this study is to
develop a richer understanding of the goals of users using social commerce. Second, a methodological alternative for
analyzing the user's goals is introduced. In this study, laddering interview and means-end chain analysis were used. As a
result of interview conducted on 40 users who have more than 6 months of purchasing experience using social commerce,
a hierarchical goal map showing the user's goal structure was derived. This map contains 22 ultimate goals of social
commerce, including warm relationships with others, fun and enjoyment of shopping, accomplishment, satisfaction, financial
saving, and convenience. In addition, there are various paths from activities to ultimate goals, so investigating the goals

pursued by users can give us insight into understanding user.

Key Words: Social commerce, Means—end chain analysis, Laddering interview, Value—oriented approach,

User value
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