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[Abstract]

With the consumption of smart phone content increasing rapidly, the short clip market in China is rapidly growing.
TikTok, a short clip platform, has achieved great business success. However, there is not much research done on
TikTok platform from the customers’ perspective. To this end, this study aimed to verify the relationship between
the social network characteristics on the TikTok platform, attachment toward the TikTok platform, user participation,
social identity, psychological distance and reuse intention through an empirical investigation. In August 2021, a
survey was conducted on consumers on the subject of TikTok platform in China. The results of the study are
as follows. First, the social network characteristics significantly affected the user participation and the attachment.
Second, both the attachment and the user participation had a significant impact on reuse intention. Third, user
participation had a significant impact on attachment. Fourth, social identity played a significant moderating role
in the relationship between social network characteristics and user participation. Fifth, Psychological distance played
a significant moderating role in the relationship between social network characteristics and attachment. The results

of this study are expected to provide theoretical and practical implications for research on TikTok platform.

» Key words: Social Network characteristics, attachment, User participation, Psychological distance,
Social identity, Reuse intention

2APtEE Rl 2n7F A T &2 9 Ghort clip) Aol HASEaL Qlﬂr ]Oﬂ Eily
< T EAFES TikToko] 2 Hl=U2 AE& 7k 28y TiktokZH3%2] AJea.ldl
i 2T dvs BA Gk olE fs 2 dis ASEAE S letokg*ﬂi 4 24
Y=, TikTokz HFEol that of 2, AREAF 3¥ed, Alela] Atk AbslA X*iﬂ** 2 AAE =
el WAE Agdhs AvEAE 7}{13}. 20210 109 F= W TikTokZ HES AHESH= 2H|4
Hdom dEzAbs AAsIh A A3t A, 2EVEYA 542 A}%X} Froq et o 2ol
oldh G ATk A, AR s AREA ofFel feldk G vt AA, ARA
N AREAL o] B AL ool FolF G ATk YA, A AzE 2EYE
F2 S AREAE ofF Alele] BAIE FE 2dde TS Siginh tlA, AR A A

mlm

il

AAVEY A 543 AREAE o] Alolo] wAIE HE 2dske 9Es sl o] A Ade
TikTokZ A% Aol #ek o]24 oo AF-AQ AAE Aled Aoz 7|dent

» FAO: HERT =, o2, ARSAR 0, Hef A, ARlY FAY, 214 0182l=

« First Author: Ya-Qing Liang, Corresponding Author: Sung-Joon Yoon
*Ya-Qing Liang (Ixufei6@gmail.com), Dept. of Global Business, Kyonggi University
*xSung-Joon Yoon (yoons@hanafos.com), Dept. of Business Administration, Kyonggi University
* Received: 2022. 03. 08, Revised: 2022. 03. 10, Accepted: 2022. 03. 23.

Copyright © 2022 The Korea Society of Computer and Information
http://www ksci.re.kr pISSN:1598-849X | eISSN:2383-9945



184  Journal of The Korea Society of Computer and Information

I. Introduction
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II. Review of Literature

1. Network characteristics concepts and
components

1.1 Network characteristics Concepts
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1.2 Network characteristics components
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2. User participation
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4. Psychological distance
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6. Reuse intention
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III. Research Model and Hypotheses

1. Research Model
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Fig. 1. Research Model

2. Research Hypotheses

2.1 Relationship between network characteristics
and user participation
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2.2 Relationship between network characteristics
and attachment
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2.5 Relationship between user participation and
attachment
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2.6 Relationship between user participation and
reuse intention
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2.7 Relationship between attachment and reuse
intention
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IV. Analysis and Results

1. Sample and Method of Analysis
2 Aol ARE 7 2ye ol 7Hae A5
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<Table 4-1>1t 2t}

Table 4-1. Demographic characteristics of respondents

Item Category Frequency | Ratio (%)
Gender Male 325 48.5
Female 345 515
Under20 131 19.6
20-29 years old 279 41.6
Age 30-39%years old 192 28.7
40-49years old 46 6.9
50-59%years old 22 3.3
. Less than 3 times 78 11.6
Fre::J"Jn"C"y o 3-5times 229 34.2
Use 6-10times 248 37
Less than 10 times 115 17.2
Music 97 145
Fashion 146 21.8
TikTok Live 208 31
Purpose Beauty 39 5.8
of Use Sports 59 8.8
Fiscal economy. 66 9.9
Food 55 8.2
Sum up 670 100
U5 240 B8 =PE WANoR, SPSSE BE
g AFE B, B RQIRAS AAlslol Bl g 8t
H3 3 AMOSS] sfelx QoIS Fa) dR el
el S molat 5 A2RA S 59 JMASE A
k. ujRlgto2 2l WES 9s) SPSSE B
HAAA S HEAS AAISIIT

2. Measurements

2.1 Social network characteristics

2 AN UEHZ 549 78R g Slsl A
AA[12]9] A& B ARSI MEE3ke AHASHYITE YE
A3 EMo] HHHAzE ZAAM(bonding), HA
(Bridging) &4 02 2 7IX|&2 L8513 1[12]. o]of wke}

248 £4(cohesiveness)3=g),  AAY H4
oz gsiact A

2 33t} of

(connectivity)(323hHoz2 £ 623
Aleate 1. A8 1%x YriRe 5. o)
2L e 58 HES AMgsidc

2.2 psychological distance
2 AolA= AelA Al (psychological distance)
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~ 7]2)7t, AMH 727k 27K ARl £ e 18
5 [32]), 2 o] tieh A2 o ﬂr 2
o} ’elﬂi 71 ?:% L= AR, ARIA, 37
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2.3 Social identity
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olE ol FYA 51219 A=g ARgsto] dEvd=
RS}, ARBIRRAOS 371K AFA(QIAA, 7R
B7HR)E EUstRe16][12]. ZF Waof oigt A8 o
o3} 7t} ARG th2 TER] AT} AFER oS WA
gfohe 19 IR AFAGER), saAlte] 7/dAd
APt FUA| B /A oA Q) /4R AHA(3=
). 574 Aol A4 Ao v]Fo] & Alop Zix|(self
worth)ofl tigh 7o} H7MA AFAGER) & 92T
sttt AAlEEE 1. A5 22A] it RE 5. of
& 200 ol2% YHE 5 A=F ARSI

2.4 User participation
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2,5 Attachment

2 Lo A= SNSofRHattachment)?] 7fE& Aol=
oIl 314 5(29]) M= Algoto] MEREFS Ao}
AT}, SNSOojAM A= Lee et al. [54]9] ALE vlE o2
2814 S{29]0] AolH 2 Aol 3 2steick A
T SNSE FoiA R, FHEAlL &A1 24,
RpAtolol A Exlofo]l thet SNS ofatg 2t 420z
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2.6 Reuse Intention
2 A0 A= SNSK|4 o]89] % (use intention)2] 7Ji
35 Aolg gel 2ol HEs AMgsle] 2Ry
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3. Statistical Analysis

3.1 Reliability and Validity Tests

27 e 2R R0 Azl ofuf3t oy fA
ABIGE o), BAleE e AT B 4 9Tl
Mol s1] 18 AMEICh WL e s

7] ©J3l SPSS 20.09] Alg]w BA-S x}235}e] Cronbach
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Table 4-2. The result of factor analysis of the measurement variable

Social Psychological User Reuse . .
Identity Zistange Participation Intention AIEENERG || (CENSShEmEss | (onmseiiiiy
.881 .036 107 .071 104 .062 .095
795 .026 21 118 .042 .054 .044
792 .057 .078 .035 .094 .092 .021
791 272 129 .091 .090 .021 091
Social Identity 777 .042 .075 .096 145 .045 .037
774 .049 146 128 .040 .031 .073
756 .068 .066 130 126 011 062
749 -.002 122 136 .083 .035 .080
737 .035 .094 .034 127 135 .083
061 .893 .074 .016 .075 .023 .055
.077 .825 .061 .032 .067 .003 .020
Psychological .027 .823 103 .055 -.011 .014 -.024
Distance .044 .800 .046 .018 .033 .002 091
.095 799 .047 012 .092 .031 .020
.093 797 .029 .030 .063 .062 .069
150 101 .847 77 163 115 120
156 .042 .786 .093 150 .087 122
Partlifis;tion 145 123 773 168 136 107 063
169 077 764 119 151 118 101
169 .063 749 167 138 A71 112
149 .078 145 .831 231 127 179
Reuse 165 011 105 757 130 A7 150
. 117 -.012 170 757 127 144 101
Intention
173 .078 130 733 178 118 178
114 .030 .188 717 .158 152 185
204 .094 230 186 .828 .093 107
Attachment 178 .073 128 .208 762 .078 .083
168 123 184 .200 .750 .103 133
166 062 210 191 736 .089 112
110 .076 176 .203 .082 .857 -.016
Cohesiveness .092 .028 154 179 129 .800 .038
137 .018 .183 220 .095 799 .014
176 .077 178 237 140 .008 .825
Connectivity 109 094 122 254 .098 .018 813
153 062 178 229 164 .012 789
eigen value 10.723 3.863 3.636 2.108 1.877 1.567 1.062
Cronbach Alpha 0.934 0.911 0.900 0.890 0.875 0.848 0.864
% of Variance 30.636 11.036 10.390 6.023 5.362 4.478 3.033
cumulative % 30.636 41.672 52.062 58.085 63.447 67.925 70.958
KMO= .930 Bartlett's test of sphericity= 15232.759 (p=.000) cumulative : 70.958%
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Table 4-3. Discriminant validity

Item 1 2 3 4 5) 6 7
Cohesive | 0.660

ness [(0.812)

Connecti 0.682

vity |1 |(0.826)

Social 0.614
Identity | 227|313 (0.784)

Psycholo

gical | .117%s| 174%x 183w+ | 0682

. (0.826)

Distance

User

. 0.633
Par.t|C|pa A02%x| 392%x| 368+*| 203 (0.796)

tion

Attachm 0.647
ent .334%x% | A00**| 390** | .209**| 481 (0.804)

Reuse 0.626
Intention ABTxx | 516xx| 348%x| 127*x| A39*xx| 510 (0.791)
**p<.01, *p<.054-F0M | F2Y UMY £3|=
AVEE LB 23 7I2 AHEZS EHEL

2o

7S Sl %’46 Alist LR Al
. I iﬂ %46 202 LER:

Table 4-4. The result of the hypothesis tests

Hyoot Standardi
o Path zed | SE. |CR.| P
hesis .
Estimate
cohesiv user
H1-1 — |participati| 0.376 0.041 ] 9.640 | **=*
eness
on
connect user
H1-2 Vit — |participati| 0.382 0.041]9.831 | **x*
y on
Ho-1 | Cohesivi _, attachme | g 195 104314300 wrs
eness nt
Ho-p [CONNeCt] _, jattachme | o ooy 1044 | 6726 | wes
vity nt
user attachme
H5 | particip| — nt 0.321 0.046 | 6.969 | **x
ation

user reuse
H6 | particip| — | . . 0.253 0.042 |5.916 | **x
. intention
ation
attach reuse
H7 d . 0.441 0.044 [10.055] #xx*
ment intention

*xxp< 01, **p<.05, *p< 1LF0|N L9065t A2

Table 4-5. model fit

X2 |CMIN| GFI |AGFI|RMR REI\XS NFI | CFI | TLI
(df) | /DF | (>.9) | (>.8) | (X.1) (<.08) >9 09|09
328595
(162)]2.028| .955 | .942 | .090 | .039 | .960 | .979 | .976
(p=.000)

CHI=328.595 DF=162 NFI=.960 IFI=.979 CFI=.979
CHI/DF=2.028 p=.000 TLI=.976
GFI=.955 agfi=.942 rmsea=.039 RMR=.090
PNFI=.818 PGFI=.737

[Feracoaet | paricione? | parciptd | paricpaid | parcipaes

e e |

& 6 o &

Fig. 2. SEM Path Analysis Result
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Table 4-7. Test of the moderating effect of the
social identity

[e}
Aro]| O]x]= J3KB=.048, P>.05), S-9J5}K] 917] w20 Itgm Model 1 Model 2 Model 3
1A _ R S . cohesiveness .350*+* 342+ 327+
71?._%— O‘L} OHE| L}: ] a] 7‘]&] 4] = ‘L}7} T‘_—K 0}‘ connectivity 327 *x* 310%x* 312%x
A orr} J2jog, 7}A 3-10] 7|z Qict social identity 105+ 119
cohesiveness* 019
social identity ’
Table 4-6. Test of the moderating effect of the connectivity 155
psychological distance social_identity
R? .283 294 318
Item Model 1 Model 2 Model 3 F-Model 43581 *x* 39.292%x 34.169*x*
cohesiveness .278%x 227 *x 214%x AR? 276 286 .309
connectivity 347 2871*x* 294%x* *xp< 01 *p<.054LZ0|A Q25 ZEQ
psy;hologmal 240%* 267 %
distance
cohesiveness*
psychological .048 .
distance V. Conclusions
connectivity*
psychological 160x> 1. Research Results
distance
R? 238 288 315 2] UGC (User-Generated Content)7} w27 285
F-Model 34 556%* 38.179*x 33.660%* = =
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Appendix
. . Resear
Factor Questionnaire -
TikTok gives me more access to people
of my generation.

C.ohe Through TikTok I can meet more people Jung
siven . Wonsik
who have the same interest as me.
ess - - (2015)
TikTok gives me more access to people
from the same culture as me.
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TikTok offers access to a variety of
people from different regions.

Conn - - Jung
ectivi Through T|kTF>k I .can megt a variety of Wonsik
ty people .Wlth different |nterests.. (2015)
Through TikTok I can access various
people from different cultures.
I felt that I was interacting with TikTok
users who interacted with me at the
same time.
[ felt that the TikTok users I interacted
Psyc with were not far away in time.
holog | TikTok users who interact with me react Cho
ical immediately to my actions (e.g. like, Sung
comment, share, etc.) Kyun
Dista | I can make friends with TikTok users | (2021)
nce easily.
I felt more familiar with TikTok users
who interacted with me.
I think the TikTok users I communicate
with are socially important.
My identity within the community is
similar to other members of the
community.
My identity has a sense of unity with
community goals.
My self-image is the same as the image | Yoon
of the community. Sung
I am an important member of the Joon
Social community. et al.
Identi I am a valuable member of the (2013);
ty community. Jung
[ can impress other members of the | Wonsik
community. et al.
I have a strong sense of belonging to the | (2015)
community.
I believe that I am a member of the
community.
[ felt a strong attachment to the
community.
I'm proud to use this TikTok.
I felt that I was part of the TikTok
User community. Yoon
It would be a shame if TikTok Sung
Parti disappeared. Joon
cipati | The TikTok I share is part of my daily | et al.
on life. (2013)
When I don't use TikTok I feel less
realistic.
I feel a strong bond with TikTok friends.
I feel a sense of community with TikTok
friends. Han
Attach - Hee
I can feel a strong camaraderie among
ment ) . Jung et
TikTok friends. al(2016)
It's easy to build strong ties with TikTok
friends.
TikTok I will continue to use TikTok in the
future. Cho
Reuse | I would recommend TikTok to others. Yoon
I am willing to visit TikTok continuously. | Kyoung
Inten I'm interested in using TikTok. (2013)
tion I will often use TikTok in the future.

REFERENCES

[1T H. S. Ko, C. S. Kim, M. Y. Jeong, Y. J. Oh, and S. H. Lee,
“The effect of social network service’s quality factors on user
satisfaction and the intention to continued use,” Journal of the
Korean society for Quality Management, vol. 39, no. 4, pp.
543-555, 2011.

[2] A. R. Kim, “The effects of SNS characteristics of SPA’s on brand
attachment and purchase intention,” Unpublished master’s thesis,
Dongduk Women’s University, Seoul, 2016.

[3] J. H. Kim, H. Y. Kim, and S. H. Boo, “Communication through
social media focus on prosocial behavior: The effect of message
framing and social distance towards media,” The Korean Journal
of Advertising, vol. 23, no. 1, pp. 183-205, 2012.

[4] E. J. Kang and S. J. Lee, “Influence of social capital on
non-institutional political participation: Focusing on the mediating
effects of SNS usage,” Journal of Korean Politics, vol. 29, no.
1, pp. 97-127, 2016. DOL: 10.35656/JKP.29.1.4

[5] E. Kim, S. Jung, and W. Moon, “SNS, SNS network type, and
political participation: Focusing on comparison of SNS network
type (twitter and facebook),” Social Science Studies, vol. 39, no.
1, pp. 175-200, 2015. DOI: 10.33071/ssricb.39.1.201504.175

[6] H. J. Kim, “A Study on the Effect of the Interaction and Flow
of Consumers within the Company SNS on the Consumers’
Affection,” Management & Information Systems Review, vol. 34,
no. 3, pp. 231-250, 2015. DOI : 10.29214/damis.2015.34.3.013

[7] X. Gao, “Effect of SNS Influencer’s Characteristics on Consumers’
Fanship: The moderating effect of media engagement and
mediating effect of product involvement,” Unpublished master’s
thesis, Soongsil University, Seoul, 2016.

[8] L. Injae and N. Eunyeong, “A study on the effect of disaster
narrative articles and photo news on immersion Mediating effect
of identification and psychological distance,” Korean Journal of
Broadcasting and Telecommunication Studies, vol. 35, no. 5, pp.
223-265, 2020.

[9] Y. Cho, “The Effects of Participation Satisfaction according to
the Sports Event SNS(Social Network Service) Usage on the
Reusing Intention and Brand Royalty,” Unpublished master’s
thesis, Ewha Womans University, Seoul, 2013.

[10] J. Hyun and J. Moong, “The Effect of Social Capital on Citizen
Participation: The Case of Doksan2-3-dong, Geumcheon-gu,
Seoul,” The Korea Local Administration Review, vol. 33, no. 1,
pp. 3-36, 2019. DOI :10.22783/krila.2019.33.1.3

[11] H. Yu and 1. Song, “Review of Korean Society for Internet
Information,” Korean Society For Internet Information, vol. 11,
no. 3, pp. 52-62, 2011.

[12] W. Jung and S. Yoon, “Impact of Social Capital on Value
Co-creation: Focused on the Role of Subjective Well-being and
Social Identity,” Journal of Product Research, vol. 33, no. 5,



The Impact of Social Network characteristics on the intention to reuse SNS:
With a focus on mediating effects of TikTok users' participation and attachment 197

pp. 33-44, 2015.

[13] F. Guan, “An analysis of the factors affecting the ustained usage
of short clip apps as a way of mobile social network service
in China-Focus on Tik Tok-(MS),” Unpublished master’s thesis,
Hanyang University, Seoul, 2019.

[14] J. Kim, “An Empirical Study on the Learning Performance and
Team Shared Mental of Social Network Service,” Unpublished
master’s thesis, Kyungsung University, Busan, 2013.

[15] T. T. Wen, D. Kim, and W. Choi, “Antecedents and Consequences
of Participation and Browsing in Social Network Communities,”
Korean Marketing Management Association, vol. 21, no. 1, pp.
89-108, 2016.

[16] S. Yoon and H. Han, “A Cross-Cultural Study of SNS
Participation Behavior Based on Social Capital Theory,” Journal
of Korea Service Management Society, vol. 42, no. 3, pp. 73-92,
2013.

[17] S. Lee, J. Kang, Y. Oh, and Y. Lee, “Design Principles of Social
Network-Based Learning based on Analysis of Participation
Motivation of Social Network Sites,” The Korean Association for
Educational Methodology Studies, vol. 23, no. 4, pp. 729-754,
2011.

[18] H. Lee and Y. Kung, “Research Articles :
Services(SNS): Motivation, SNS Participation, and Behavioral

Social Networking

Intention to Visit Restaurants,” The Tourism Sciences Society of

Korea, vol. 39, no. 8, pp. 151-168, 2015.

[19] M. Lee, “A Study on the Effects of Self-support Program
ParticipantsSocial Capital on Their Quality of Life-Focusing on
the mediating effect of job satisfaction,” Korean Journal of
Social Welfare, vol. 42, no. 4, pp. 413-443, 2011.

[20] H.-S. Lee, “Influence of SNS digital characteristics on cultural
contents purchase intention,” The Journal of the Korea Contents
Association, vol. 12, no. 7, pp. 336-345, 2012.

[21] K. Lee, “A study on the factors affecting the place attachment:

Focusing on the moderating effect of social capital,” Journal of

the Korean Urban Management Association, vol. 32, pp. 1-20,
2019. DOI : 10.36700/KRUMA.2019.12.32.4.1

[22] S. Lee, “The effect of brand gossip benefits on gossip intentions
and brand attachment in SNS,” Unpublished master’s thesis,
Chonnam National University, Gwangju, 2017.

[23] H. Lee and H. Lee, “The relationship among volunteering
satisfaction, place attachment, and tourism behavioral intention
in regional based mega-events,” Journal of Tourism and Leisure
Research, vol. 26, no. 2, pp. 253-272, 2014.

[24] Y. Lee, E. Jeong, Y. Jane, and S. Rhu, “The effects of
psychological distance on consumer response to eWOM,”
Korean Journal of Consumer and Advertising Psychology, vol.
14, no. 2, pp. 365-383, 2013. DOI : 10.21074/kjlcap.2013.14.2.
365

[25] L. Lee et al, “A theoretical integration of user satisfaction and

emotional attachment,” Korean Management Review, vol. 37, no.
5, pp. 1171-1203, 2008.

[26] K. H. Ahn and J. H. Lee, “The influence of consumer need
satisfaction and star traits on consumer attachment to star brand
and consumer response to product brand sponsored by star
brand,” Asia Marketing Journal, vol. 12, no. 1, pp. 51-79, 2010.

[27] M. Yang and K.-S. Hong, “The Effect of Social Capital Formed
in Urban Regeneration Area on Revisit Intention-Mediating Effect
of Experiential Value and Place Attachment,” The Journal of the
Korea Contents Association, vol. 21, no. 6, pp. 663-677, 2021.

[28] S. Han, “The Path Analysis of the Process of Social Capital of
Social Workers in Community-based Social Welfare Organizations
- Focused on the Components of Social Capital -,” Korean Journal
of Local Government, vol. 25, no. 1, pp. 239-256, 2011.

[29] H. Han, H. C. Chung, K. Chulmo, and C. Namho, “The
understanding of engagement related to tourism information
influenced by psychological closeness among social network

sites users : The role of attachment,” Journal of Tourism and
Leisure Research, vol. 28, no. 6, pp. 119-138, 2016.

[30] S. Park, “An Exploratory study on online community attachment:
Focused on the analysis of offline flash gathering,” Journal of
Korea Regional Communication Research Association, vol. 6, no.
3, pp. 179-203, 2006.

[31] Y. M. Zhou and S. H. Lee, “A Study on the Influencing Factors
on Flow & Addiction of Tiktok Service Users,” Journal of the
Korea Convergence Society, vol. 12, no. 3, pp. 125-132, 2021.

[32] S. Cho and C. Choi, “The effect of Psychological distance on
Attachment and Engagement behavior toward sports product
information among SNS users,” The Korean Society of Sports
Science, vol. 26, no. 1, pp. 679-692, 2017.

[33] H. Choi, “Effect of types of corporation’s SNS promotional event
on consumer attitudes and purchase intention: Focusing mainly
on SNSevent regarding cosmetics,” Unpublished master’s thesis,
Hongik University, Seoul, 2016.

[34] J. Choi, “A Study on the Impact of the Physical Maintenance
Factor for the Urban Rehabilitation of the Unused Spaces on the
Intent of Use: Focusing on the Mediating Effect of the
Attachment to the Place,” The Korea Academia-Industrial
Cooperation Society, vol. 22, no. 8, pp. 450-463, 2021.

[35] J. Choi and Y. Kim, “Analyses of persuasion and product
evaluation by the social distance of the recommendation in SNS,”
Korean Journal of Consumer and Advertising Psychology, vol.
13, no. 4, pp. 513-539, 2012.

[36] M. Choi, M. Park, and H. Lee, “Analysis of the relationship between
SNS use and bridging network and binding network: Application
of planned behavioral theory,” The Korean Association for Public
Administration, vol. 0, no. 0, pp. 450-474, 2013.

[37] A. Susarla, J. H. Oh, and Y. Tan, “Social networks and the
diffusion of user-generated content: Evidence from YouTube,”



198  Journal of The Korea Society of Computer and Information

Information systems research, vol. 23, no. 1, pp. 23-41, 2012.

[38] R. J. Brodie, L. D. Hollebeek, B. Juri¢, and A. Ili¢, “Customer
engagement: Conceptual domain, fundamental propositions, and
implications for research,” Journal of service research, vol. 14,
no. 3, pp. 252-271, 2011.

[39] A. Bhattacherjee, “Understanding information systems continuance:
An expectation-confirmation model,” MIS Quarterly, vol. 25, no.
3, pp. 351-370, 2001.

[40] R. Bjerke and R. Polegato, “How well do advertising images
of health and beauty travel across cultures? A self~concept
perspective,” Psychology & Marketing, vol. 23, no. 10, pp.
865-884, 2006.

[41] B. A. Carroll and A. C. Ahuvia, “Some antecedents and outcomes
of brand love,” Marketing letters, vol. 17, no. 2, pp. 79-89, 2006.

[42] B. Chu, “SNS Use and Participatory Social Capital in China:
Focus on China University Students,” Unpublished master’s
thesis, Chungnam National University, Daejeon, 2014.

[43] H. Cho and L. B. Friley, “Narrative communication of risk:
Toward balancing accuracy and acceptance,” in The SAGE
handbook of risk communication, H. Cho, T. Reimer, and K.
A. McComas, Eds. Thousand Oaks, CA: SAGE Publications,
2014, pp. 180-203.

[44] M. J. Dorsch, S. J. Grove, and W. R. Darden, “Consumer
intentions to use a service category,” Journal of Services
Marketing, vol. 14, no. 2, pp. 92-117, 2000. DOL: 10.1108/0887
6040010309220

[45] U. M. Dholakia, R. P. Bagozzi, and L. K. Pearo, “A social

influence model of consumer participation in network-and

small-group-based virtual communities,” International journal of

research in marketing, vol. 21, no. 3, pp. 241-263, 2004.

[46] Y. Ekinci and M. Riley, “An investigation of self-concept: actual
and ideal self-congruence compared in the context of service
evaluation,” Journal of Retailing and Consumer Services, vol.
10, no. 4, pp. 201-214, 2003.

[47] R. Mugge, H. N. Schifferstein, and J. P. Schoormans, “Product
attachment and satisfaction: understanding consumers’
post-purchase behavior,” Journal of Consumer Marketing, vol.
27, no. 3, pp. 271-282, 2010.

[48] N. Chung, C. Koo, and S. Park, “Examining Information Sharing
Behaviors From the Perspective of a Social Identity in Social
Network Services,” The Journal of Internet Electronic Commerce
Research, vol. 14, no. 5, pp. 83-98, 2014.

[49] H. He and A. Mukherjee, “I am, ergo I shop: does store image
congruity explain shopping behaviour of Chinese consumers?,”
Journal of Marketing Management, vol. 23, no. 5-6, pp. 443-460,
2007.

[50] H. J. Jung and J. Y. Lee, “Impacts of fashion SNS users’
consumption values on fashion brand loyalty and SNS word of

mouth intentions: Exploring moderating effects of social capital

and fashion SNS involvements,” International Journal of
Costume and Fashion, vol. 20, no. 1, pp. 58-73, 2020.

[51] G. P. Hodgkinson and M. P. Healey, “Cognition in organizations,”
Annual Review of Psychology, vol. 59, pp. 387-417, 2008.
[52] J. Oh, J. Shin, and G. Park, “The Relationship among Brand
Personality, Brand Trust, Brand Attachment, and Purchase
Intention: Focused on Mobile IT Devices,” The Journal of
Internet Electronic Commerce Resarch, vol. 16, no. 2, pp.

215-230, 2016.

[53] A. Jamal and M. M. Goode, “Consumers and brands: a study
of the impact of self-image congruence on brand preference and
satisfaction,” Marketing Intelligence & Planning, vol. 19, no. 7,
pp. 482-492, 2001. DOIL: 10.1108/02634500110408286

[54] H. Lee, E. Reid, and W. G. Kim, “Understanding knowledge
sharing in online travel communities: antecedents and the
moderating effects of interaction modes,” Journal of Hospitality
& Tourism Research, vol. 38, no. 2, pp. 222-242, 2014.

[55] S. Lim, S. Y. Cha, C. Park, L. Lee, and J. Kim, “Getting closer
and experiencing together: Antecedents and consequences of
psychological distance in social media-enhanced real-time
streaming video,” Computers in Human Behavior, vol. 28, no.
4, pp. 1365-1378, 2012.

[56] H. X. Li and S. Q. Li, “An empirical study on the continuous
use intention of mobile social networks,” Journal of Xi’an Shiyou
University (Social Science Edition), vol. 26, no. 5, pp. 22-30,
2017.

[57] O. O. f. N. Statistics), Social Capital A review of the Literature.
London: Social Analysis and Reporting Division Office for
National Statistics, 2001.

[58] E. Poyry, P. Parvinen, and T. Malmivaara, “Can we get from
liking to buying? Behavioral differences in hedonic and utilitarian
Facebook wusage,” Electronic Commerce Research and
Applications, vol. 12, no. 4, pp. 224-235, 2013.

[59] P. Paxton and J. Moody, “Structure and Sentiment: Explaining
Emotional Attachment to Group,” Social Psychology Quarterly,
vol. 66, no. 1, pp. 34-47, 2003.

[60] P. G. Quester, A. Karunaratna, and L. K. Goh, “Self-congruity
and product evaluation: a cross-cultural study,” Journal of
Consumer Marketing, vol. 17, no. 6, pp. 525-535, 2000.

[61] Y. Ren et al, “Building member attachment in online

applying theories of group identity and
interpersonal bonds,” MIS Quarterly, vol. 36, no. 3, pp. 841-864,
2012.

[62] R. Z. Wallace and S.-H. Jun, “Investigating Antecedents of
Instagram  Attachment and Intention to Post Photos on

communities:

Instagram,” Journal of Contemporary Eastern Asia, vol. 18, no.
1, pp. 217-234, 2019.
[63] M. J. Sirgy and C. Su, “Destination image, self-congruity, and

travel behavior: Toward an integrative model,” Journal of Travel



The Impact of Social Network characteristics on the intention to reuse SNS:
With a focus on mediating effects of TikTok users' participation and attachment 199

Research, vol. 38, no. 4, pp. 340-352, 2000.

[64] J. E. Stets and P. J. Burke, “Identity theory and social identity
theory,” Social psychology quarterly, vol. 63, no. 3, pp. 224-237,
2000.

[65] D. J. Terry, M. A. Hogg, and B. M. McKimmie, “Attitude”
behaviour relations: the role of in~group norms and mode of
behavioural ~decision"making,” British journal of social
psychology, vol. 39, no. 3, pp. 337-361, 2000.

[66] Y. Trope and N. Liberman, ““Construal-level theory of
psychological distance™: Correction to Trope and Liberman,”
Psychological Review, vol. 117, no. 3, 2010.

[67] H. Tajfel and J. C. Turner, “The Social Identity Theory of
Intergroup Behavior,” in Political Psychology, J. T. Jost and J.
Sidanius, Eds. New York, NY: Psychology Press, 2004, pp.
276-293.

[68] D. Wang, “Effect of social capital formation on political
participation according to SNS type,” Unpublished master’s
thesis, Ewha Womans University, Seoul, 2019.

[69] X. Zhou, “Douyin Secondary Communication Strategy Research
of Company B,” Unpublished master’s thesis, East China Normal
University, Shanghai, 2020.

[70] Y. Y. Kim, S. J. Oh, J. H. Ahn, J. J. Jahng, “after IT adoption?:
Role of habits, confirmation, and computer self-efficacy formed

by the experiences of use,” Asia Pacific Journal of Information
Systems, vol. 18, no. 1, pp. 25-51, 2008.

[71] K. Kim, S. D. Cho, “Effects of Social Capital on Social Media
Attachment and Brand Evaluations: The Moderating Effects of
Offline Psychological Distance,” Korea International Trade
Research Institute, vol. 14, no. 6, pp. 447-466, 2018.

[72] C. Choi, D. G. Min, “The Effects of Perceived Service Quality
on Repurchase Intention in Tourism Service Setting: Mediating
Role of Service Attachment and Moderating Effect of Contact
Intensity,” The Korean Academic Association of Business
Administration, vol. 32, no. 9, pp. 1581-1603, 2019.

Authors

Ya-Qing Liang received the M.S. degrees in
Cultural Industry Management from Tianjin
Conservatory of Music, China, in 2014. She
is currently a Ph.D. candidate in Kyonggi

University.

She is interested in Global Business, E-Business and

Marketing.

Professor Sung-Joon Yoon obtained MBA
degree from Purdue University in 1988 and

Ph.D. degrees in marketing from Wayne
g State University in 1995. He has been a
,) gl professor of Business Administration at

Kyonggi University since 1997. His main research focused

on how the consumers make purchase decisions from a
psychological, social and behavioral perspective. His recent
research areas are focused on social marketing, online
marketing and brand management. Professor Yoon's research
results were published in a total of more than 100 overseas

renowned academic journals and domestic academic journals.



