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Abstract

This study introduces an effective marketing strategy for fashion SMEs and small designer brands utilizing
Instagram as a social networking platform. The research compared the impact of two information delivery
types (native advertisements vs. live streaming after native ads) and two types of promotional messages
(scarcity vs. price discount) on SNS consumption value, and product attitude toward fashion designer brands.
The study involved surveying 251 Korean women aged 25-55 with experience in buying designer products and
using SNS. Data analysis was conducted using SPSS 26.0 and Process Macro v3.5. Results indicated that both
native advertisements and live streaming enhance economic and social values in SNS consumption. Live
streaming with price discount messages generates higher perceived SNS consumption values compared to scar-
city messages. Consumers showed a more favorable attitude toward designer brand products when watching
the live streaming of price discount messages rather than scarcity messages. The findings emphasize that the
broadcast host actively induced participation to reveal viewers' social presence through comments or empha-
sized discount messages such as ultra-special prices during live streaming on Instagram.

Key words: Native advertisement, Live streaming, Price discount, Scarcity, SNS consumption value; U] o] €]
B, eho . AEe|n), /2%l 524, SNS A7k

LM = 2 7} A7} SPA B E o] v]a) EHo| Erhi E4L

ZH70Tk 22 2 W Afo] 27 A Tl xho]u] HAE

I HAteld B == 7ied e A S ek 7F=oll YA 71t =, ol ek 22 A4 w7 ol
ol SET T T chapet A4, A AAOR Q= AR Hd AL SelshE A ALY B, of
35448 74 o, 8] Bl o] ua) W 2 eabol TAE QYo 271, A1 A met A9l v
Corresponding author ZH NS A B EF =Y WS E &
E-mail: yulee3@snu.ac.kr 9th Ay BAlEE A&t} et 2

(© 2023, The Korean Society of Clothing and Textiles. All rights reserved.
=996 -



A OXoIH E8E0] sNs &

HHE ®

ol 2t

-SNS A HIJHXI, MISHS, a2l 2

Fi 2 ezl i
of 1= Q13 24 A3,
ARpRolTt W R s
ShA Q] AE Tt AT 2 Qg &2 w7} 5ol

A&HHoT HQE F= dl ol A8 8Qloe=
U EFFTH(Yun & Choo, 2015). 3}FX| 9t o] 2] SNS 2
(ol: o] A5, JIAERTLH 5ol S7sHH A T A}o]
U B = o)A B3 {504l Hlold 4= 3= 713
7}5]"’“0”:1 Bl = A SNS A A& vt

S :rL”HX}E & 7] diZol 3

“Elxﬂa EoHA L mAY W8-S He “’%
(Park & Jeon, 2012). Tt =+ ol o] 2} 3] Q] AxH|
AR ZEe 4= 9l o, AF it FH7 L, 2hol B
2EYYR ZE 7S T AR ORTV F49
¥} Bl 53k o] 7Hs sk A ol wiEo] T 4= 3l
t} o] AL 7}& th(Lee & Chae, 2020). kA SNSE
AL O 2 2 E = 3 Aoy B =9 X4/
2ol A RolS TEIL 2 gl Q=Y I e 583}t
oot g 471 SNS B
g A A= gro] A8l k(Tran et al., 2023), 7§21

o

I

[e)
—

SR ERE
B st EAR T,

A=, t71dof vish A

o
2~
T
=

/1\_]__

Mo o

o
5]

—_— 6

=

OE}_)&]%D]—

Spelu] Bl o] Tt A BT Alolth uf
ehi] B Aol A el tgoly HAHES o
2 SNSOA AR A 02 AbgE 4 gl kAl B
w570 A epo] et A7 A skus s, 1A 4
o BE A4 §YT ARAL §9H Zwow
URro] QB gS o) Abw 1 3 Gk
BHAOR A EE BE A §FS Awn
EPSEERESER EER ELU A b RE
AR, 47k A3} ol A0 Q18] e AR

A Hapolu] HAES] A9, 141 @AY E713
20k 28 AT WAL ol BAE A
o] 7o) ¥ 1= w|A| 4| Zl2Fo] B 4 §ick. upebA] P4
%, = 824 S v WA A 7 BIHE Y 5 91 S A
o2 AR Fe] ubet 7HAT AT} B A A A 2 B

Aspalzl ghe. Y RAE F ofli= SNSo A AA=
AH AQLHA AlFo] e EH = ol H F3 &
Bk avfpef A7y A 2 HigkE s
ARE L8549l glo]H AEZH 83 o] Qth
SHAEE o] -l BRI A mE s = WA €]
Aol 7k EAsh=d, vl ol ¥ 2 3F31) 3% o] &4
A HE R leFo] H= Wy, gho] B AE 2|2 o
SA7F HlolE B Fiig F3f sl Fgale] Ao w

o] A

T ouU—

- 997 -

%%ﬂ%&ﬂﬂiﬂ%§¢%

on, 2012) L ¢ 3Lo]| A= SNSof| A
ZH)|2}o] Au]7EA] X Zho] s A T Rfoluy HAHE A
FH o n = TS JRAGHFF I AW AR

o upet e B A} Shoh 1Al o) e P A gF
° x}tﬂﬂ upA g A2 7] Y5 LS Al
E3}5l= g 223} Hgro] 7] u &0 (Kim et al., 2018)
2 Ao A] SNS v 7EA] &} A FE meke] TA o
01 olE &Pl 2P aNE ASsHiLAl st
3l o] w4 Ty zfolu] B =) F 4 A
2 385 2 9l GNS T

= T AR

S

2

o

II. O| X uff

1. SNS HEFE 28

[e) HO]—
W& Mo R Ang A7 Agt AL
dojwz fEH o & %ﬂZﬂgcaﬂHAE
2! Hﬂliol ‘Lﬂo]bﬂ %EPO]E

E A
=

Jot B

S

AEo] 22l FHuff Al Aol sl 2k
& 511 Fohe AoA o Wﬂ#ﬁd
7NA H=t gho]l 2 AEQ Y-S o] & A
o2 pehton], Tl ajo] gt 412 =g 4
2]3t vk ol A o &2 YERTH(Hajli et al., 2017).
E2 18-S FYaiA A&ske AlE A 3
A F, F3FIL 5ol Blsf ol 2 AEF %7
F 4 glon, AN LFOR T
"4 7F 4l th= B2 7 e (You
Aoz gt tiztol 1

P>
o e

Y
£ o doo |F It T

o¢m£~

\:g

==

al



s1=20]=2515| K| Vol. 47 No. 6, 2023
AN o Al Bl A A FAE]E ojn] =& ool S a2/ wAI R o] A7 UERE 7hsAd o] &, T A
4= = mi = Al upA Y =eto] & 4= Qi oy Bl e o] B4 A HE53 oAl A5k 4ke
2 A% A po] anAbo A FartA & QAE
2) YolEl= Z1 = otk v 229 g d B sof vl A o
QgL e] Bt e &2 o GRS A T 24 23 hate|y HHEL QIA == AlE 7HA &
T} Fare] gigh B A Q1AS ol A Eglon Fa Z5| JAAA 71 4] Hohs Q4R A8 4= 9l7] o
ooz ettt ofof tigh thebA wete ol tAteld B E Al Fof tfgt 34 w A #] 2]
2 y|o]g B 3317} 88511 9Ith(Yoon et al., 2018). a3} AZ0] Basi}
Y|o]E] B 3F31(native advertisement)+~= 22}QA(E=
upe)o A FaE skt Frl= R IASHA vhE 2) 7tzEel
of au| o Al AALFGA thrrhe Fale H o w = THAERIL A A7 A ES SA e
Hl(Cho et al., 2021), D 7}o] /= o] 3FaLof th3h 517] flsf HH A o7 2ol= uAY HEk 5 shtol
RS 24235k (Lee, 2018), M E| o] B £4)5 F o} 7FAER] TE2 AlE 7HA S Eelste] AR
aff 2u) A7 2L Q| Al digh Falvt w7 A FA4 S Agetedl, w2718 Y, 5,7
o 5ol FHuf A BHg-o] = rh= 0] & 7H th(Byeon & A A F] 7HA R o @2 7S Al Eeh] Wi
Shim, 2020). o] o] Z|* @2 | B =52 QA XAE o drlH e g wiE Qs 4= glow, fang-S
19, Jﬂ°lA I 22 2| oo A LﬂOMH 2 HaA AT o] F o] Jth(Blattberg etal., 1995). 514
1E &g BllE gASo] anA ] ubA " S st WA Ly Oﬂ AFCEL A HAAA 2] 5ol A=
L Qlek JIAE g o A= T2 AEAEF Y o] E =2 7HAERIE | oJ8f axn[A7} A k= 7}117}‘*
B F a7t A ==, B R e (o], A4, A opd 4> 21@1( ee & Park, 2015), & A 2] A|&2] 7
o, et 5)= AAs Fart 1 el kol 7t Eelo] B E ou] 2| & shehA itk iHlXP“
w Fa AXEL] e 7] (ko) whet Faru]go] v o] QIA8}7] wfjZofl F-7F7FA A FE(ARZF 57)0]
A= FEH S WIch B Lo A= o] 9} he o] 7AE Lo vl B U2 it Qe A o= ey
E|H 312 Helste] BAs 1A} 3o} th(Yinetal,, 2012). 0|2} 2Fo] B =it A Ftof| ket
7HAERIY AT EA YEPE 4= Qo AEPE
2. BEHAIX /Y Bl eof vla] A H o2 n7tAS FAdskaL Ql=d
Zpoly B = o A Fof tigt 7hA Tl Ao o]
l) 3lAM g @3}t
S|4 I o] 2 Au iy a7t AlghE
Ao of 712 = ¢ A 914 F o] A= Lotk 3. SNS 2H[7}X]|
St B 71 2 2 E = AE A o] &0l 9o H(Bozzolo
& Brock, 1992), AH41 0] £ 3H2 3] 43t Al &2 53l 287k = 7l Rl o] A ESHA| B= A1 E, ARt
Koz} 57] wfitof 3t AlES doea gt ¥, 7 58 V)5 2) 3 27 H = sl ™ g v

1:}‘— EEA 8 o] 29| QJth(Fromkin, 1968). E3t

4= AAo] Eoll A= LH| A= 44 e AlE
i3l 7k4 o] =& Aol etal o) dstaL, H#k7| wfj o
F2o] o £& Aoletal X 5fo] ujLo] o]
thaz sF R Th(Lynn, 1991). 2] 3L 3] 4] v A 2] 9f 3
AT Lee(2015) 2] Aol A= LM A2 1] 715
‘Jol A o] k= HAIXE 3l a7t E
A8kl Fuf o) 7} oA = AL &2 UEkyth 1
U 2| AHE0] BlA Aol it 7HA & &AL qlofof 3]

- 998 —-

o] Aate}ar A o]8}ar QlrhZeithaml, 1988). E 3t 4 H]
A7} ) 7ol el X 2ko] .0 A Fol ik A 2
o vet £L HES FAok ot Ful = AaE
G 7] wioll =87t AR A} fF oS 2<lo] Hrt
(Munson & Mclntyre, 1978). 2~H|7}2| & t}oF3t 714

AHER EFESE AP LS A a2, Sweeney and
Soutar(2001)— AH|RLe] A ZHE A S AFS A, A

A, FAY}7HA PR 2 g5kt QL SNS 4|7}
1% wdd o2 AP Aol A= SNS &H7EA S



& X0l HYeHEQ| sNs HHNME 730 it
-SNS A HIJHXI, MISHS, a2l 2

SNSE 0]-§-3}H A o] AFE0] 7|t dh= 7HA]
SH7u, SNSE AP A 7= ARbA QL %
g oJstaL Qlrt. SNS AH|7HA] 2F S 4
(2015)2] Aol A= AFEH 71, 7153 7HA, 7§7<1|
2 7}A] 9] 37}A] 74A] AFPh 0 72 G4d 6kl o, Park
and Jeon(2012)2 S 44 7}%], 7|54 7}A], ZF A4 7}
A, JRA 7R, ALR] A 7E2] o] 574A] AP o' S
;}@‘E} Aol = 7Ha A "ol v 2 A&
7] 913l SNSo[| A AF&-Z& vl aLs}aL, o3t
AEE R, A2, AANDE €& den, A
AleZ 53l %ﬂw% LAY AL o] AFS] A ] 9]
L o] U] A &S THE = ok EAS 18 HSNS &
2 74, B HE A 7HA], AR A 7RA, 7

A 7FA)E A sto] ARg-staR} gt

ZAA A 7F2] = SNS Aol Urebd A&l jsfo] 4
H| 27} A 2ok S84 714, &, 18-S Agtste] &
7wl FH- 4 o] ]S @l (Dodds et al., 1991), &
B2 712 = SNSO| A AvjREo] 43 g iy o
W2 7F A F Sk Aol it Ao 5& S8 He
AH|219] 2|7+ 7}A] & Fskr(Lee & Noh, 2011). 7+
AA 712 AU s S AL} 2L A
& 7= A 2 A skE Wb (Kim, 2020), AF2] A
M= B4 At ol A 9 A3 A #AE S8l Lol
Z 523, A4l &) AFE] A o] u) A} AFS| A Etof| o gk
o g PAE 7R 2 4 o E th(Kim, 2020)

gholB AEF YL of g 7}A] Xﬂ‘ﬁ“q""} L]
(Y, YAz F)yE AAZIe 2 A Fslal 222
S 2 AEF Y g 2elsty] 47 w2l SNS A
2 74 A= dlol Bl B Fant A FE wf o} 2ol 2
2EFY7HA] A7t Fof o obd 4= Qlth. R 2t
ol AE Y2 AATFO B AE 2| He}o] A5 o] 4
A AFZATE @tk AFgEO] MEA Hrg ol H=
Hl o] & T AZAES H B2 ZH}EARS =
7 4= Qlch. wheba] SNS 74y A 74| X742 o] B A&
EgY7R] Al e %, o obd 4= ik E3F 2lo] B
o x%.g.gl— E143}9] o

Zﬂ*o}f’%

=
=

3]
}E

rE oiu. mlm

o ﬂllo o

-

|

2
]
H

SER 7R A el A 2be] B ol 4= Gle,
T3 ol i A e Yo 4 A RAEE AR A
2 % ol gmuch o B AgEel A A4l

= k3N ‘215} wh2hA] SNS AFS] 2] 74 = |
Fart d < wjEc} glo]H Aea]um}x]

HI. o] el B gt A| 35k e-S o sk o] g 2
B3 AH F etoln A=Y 7kA) A Yot
), SNS 28] 7k () 4 2] 714, (b) 4 %) 7}
2], (74 2 7H, (AF31 2] 73] 2| 7o) o}

A Aol
AU e AN 2 A AT B2 AT
Q) aee] osh o g G dee 4 gl

R Z}5F=d|(Park & Jeon, 2012), 2}o] 2 A~ E 2| v o A]
N CLEFCENPPEECEVNETE &
Sl 22 7HA SR M A A o] 1= E Q1S o] AR}
o] 2|23k SNS A A4 7407} o] 18 4 gleh &
uf
=

mln

3 olFot e A AFEL AU AE RS
Au|Ae W, B8, A 2 A NS
A =7)= AL 2 eRdof wlel(Bang et al., 2013), 3]
24 WA R] Bt} 7pA Sl WA XS E5FSNS 74 &
ZHA 7V =& = QUTh B3, 2ho] B AE 2R ofA] &
HAE S S ol ASH oz F7HA Q) AHSE
A, 25 5)7h % 7] o] Aoy MU= A
F9] Bl AR = qlem A el T 5l
| A 2] 2w SNS A 1 2] 7}2] 2| Zbo] ¢ =& 4= 9},
WA ZE F A2 AlF &2 a7F Al Bl
Al Bl A= A4 e o w2 F7bof| AR 4 =
o, A2 AlFol Hs iAoz e Ao §
A T Aol BAE A E| HAE A 344 w4
A] EE} 742 E] v A A Y wj SNS AF8] & 7} 2| Z}o)
SS9tk ool oha 22 7HE & AljtRt Tk

H2. 2to] B A E | 7hA] A% 3 SNS 4:2H|7}HA] (a)
AAA 7], (AR Z 713, )R E 7HA,
(dA}E) A 712) A zho] MEele Ar L w=
A A &3 (e.g., 344 vs. 7Aoo ula)
Zpol & Hd Aot

4. M C|Xto|H EME HEFEHE ¥ PO =

BEl ol H 42 B8 o uE oo R g
7FSH= AL A Ael S wrato], A3 ol o) @4 Et.

ful



o
Al
o
1
o

ol
=

Vol. 47 No. 6, 2023

E5 O R Aol e B PSS Eaket
o 912 A3 BN Bl A A, 42, e

oA 4, 579 e A WA 54

& Lhebl 4 2ekKim, 2020, ofef At 7ol 4
B e AES ST 5 U R USE
W 7HR), ), W 7ke] GABAE dFshd A
FE| Q= (Wilkie, 1993), 7H4 71 5] 42 0 2
H A Ak AAL G5 A e B=g o)

M2 e o BEo) A e vl A Ao e
W Tth(Homer & Kahle, 1988). Hu} 2] A %] 7]<l
Opensurvey(2019)0)| Al W3 $F HHFY £23 1B 31 4] o
o ANAES O e kA e AEE 2] 919
eebelolut mutel AAE s Ao thehtiz,
SNS A 8.4 7} 2 A A 2ok 26]ake] 79 7k
2ol v A1 217k A4 T Aol B = A Eof o)
OH :LX—UHO] ﬂ}EE zg] 61— 2~ 01];]_ 5:_6]- 7]_7:!U¥o] )
2H| 2L 7L Bl ] WA A Bt B g 534 JEE
Agehs A0z A2 4 glom A%l e o &
Ol A o 2 A7k 4= Qltt, 18] 31 Babin(1994) 2] A+
o A AJZEo] AR A EHAIZE Bl )l A =7 = 7
ot A Qhuke n)ahe) 2 71 S sfetalz]
= Ao 2 Yehdol whef, St aFol Al EH A
He SRk 8l4)) A 9ol = 4 A 7hA
Zto] wrobd 4= 917] wfZofl 7kA Tl w Al A Y uf
Aol 334 Ao vl gl e vy
712 9] A &S uaha A4 ojul A
FI7} stetRinkn A zsto] n el Hel e s

AS 2 ERt=d|(Lee, 2020), =2 o2
oy B o] EAul AEFE
EEREEETER e R e
ZHASQ WA X Hr} 3] A4 w AL A 7F A Al
Zﬂ%EHEOH S8 FFE 1A = AUk
QIEb TR o] o] Bl B oA 34
iw%ﬂ 7h v 4o Hlojof o] % sho] =
gy Aoz Add 4= 7] wizof vlolel B
A4 <] SNS 0171219} 41 Elhol ] B A
=el A

rl

o

[¢]

rl
-

).

x] Z}o

A

2 N FlO
SO [ = T
o NS
2y r
o |
Q
lo
a
_,>i

o o ofh €l
o

3@ ok &

o
4 £

e
(R
r]r

2tz st ol 2 v
Jvs. 7FA TN O 2 o] Alu K 11

H3. ulolE B 31 A1 2, 71AE WAA 2 o
SNS 81714 % @444 71, ()8 24 7}

A, (A 7HA = AlFEH =l A &
< v Aolw, sl wAA L o (A2 F
7HA & AlEE = B A} FF= v Aol

e

waﬁgﬁaw%misﬁﬁg¢%z%ﬂwq
Aol U] AlFol ol 4T 22 B AN S B
uE PRI R REE ST LR
Zpo] th A thebe 4 9)

J?lm

H4. gfo]| B AE Y Al A & TS| A A (e.g., 34
A vs. 7HA B ol whet Tl zbo] ] HAE A&
fEo] Azhashs tha Aok

eIl ol oA e St el e, 5,
AulEo] B4 AE B B i £5H
%ﬂﬂ%ﬂﬂiiﬁ@gﬁz@gm¢mmgm
al., 1993), Zeithaml(1998)2] ¢17Lo| A FLu & =7} =
S48 AA) PR 0]o] A 4 Qi AR e 7
w5 ] o2 4elo] ZH ATk ofof kgt 2
£ 714 S Aokt

Hs-1. 342 v 417 9] o] 13 A= 2] o] 4 T %}
o]u BUE A Fe =7t o) o mof a2
w4 Aeltt,

HS-2. 7bA3kel ] 41 %] 9] efo] B A= 2] o] A T
Aol v HAE A F e =7} oh o] ol oo
2 )4 Zolth,

5. 95T ME

)

O
un

£Z4F2 MAe] g wd
Aygepjoln avlxte] L

of|(Darden et al., 1979), 20| A} 3
L AH|R}SFH S v T ulA
& 99102 ALgEof S,
Aol A A 59l A2

AL Fo] £9s= A3 /\H]X]--Pr'

|m )
ox. o

g flo of
of

sl

o_>L l‘-{l:l
o |
offt

-

of
o

B

ox %
Mr > & Mok >~ B N oo

ol il FO

19

%J

B

oo

o 0 o
ok >

o= T

orreia et al.(2018)2] HALof| A= A E L3
T, AT, AT, PR

o
R x

eorsh 2 (% oo o & rr

lo ot nlo

ot
it

~ 1000 -



& X0l HYeHEQ| sNs HHNME 730 it
-SNS A HIJHXI, MISHS, a2l 2

o
=
=)

o o
ool

=2
o
L

=<

N

@

aQ

=R

=

Y AES At 9ol 43
(2012)2] Ao 4] 1A
= AFo2 LR
= AFS UAle] 555

AT 4 9L, LA

3 Mg tel

ox ox
ok
10 3@

2 4y

i
E
2 4y
™
o
)
0?-

4> HU oot
O%;g:(o%

4
r%

2
Lo
i

=)
ox |
oy

]

o (o o

i)
N
£
Mo
-
{m :10

M
= b
A
EONC)
[
(g

N or® f A
1L ol
H
e
[
T |m
g
i)
K

R
2
_?L
rr ox
|z
£
!
A=)
>
oX
ot
_‘:-_I,
1o
re

14
k
N

N

i)

1o

I O, oX
]
A

e oft (&
>z ox & n
= o
M
4

%0
N
it
7
Z
w2
[
s
N
o
iu)
B
©
i

I
=
n
£ o

1

® B
L
2
. o
Ogj_‘r‘
o
-
o,
o
4oox B

3

o

[e2
e o2t
ol o 1o 2

4o H

mr e BN D{ﬂ-{f%—\érﬂ lo &
o
_C‘>L
rr
>

Mo o ax &
-9 ol
)
|
m
ofN
o
}_;1
_'>i
<
i =
() _\_ 4o B

N
ga. rlr m]o N
;

f
(o)
oo oM

% i

o~

o

flo oM
o

o} Abs] A polol digt T4l
wFoh(Park & Lee, 2013). whe}A] o] 2 gt

Y 2= AFAY s S
AEE FolsiA L el AT vz
o), o] 221X 7} 2] 25} SNS 8] 72 7}
Y BAlEo] A B =] u] A Qo] fanT
o] o8 o frobd 4 Q& Ao oAbt} w1
W TP A G 7HA 2H] R 2 A 2] A Fo H]
AT Ao R e A AT e AAES FHAE T
Aol BAE A Eo] ERelo]A] AH4le] A2 1t £
2 T80 BEa A E o A4 4 9rh. uje)
A BHE PhA A o Q18] £u]x7} X 2tet
L8707} A B o] 12 ko] v Wold A
o= oAk,

B ol Az Yol e Fao) 4o FHH 7
e =7l g4 Fojof o] gto B Ay A H oz
o]0] 4 5= 917] whErol] o] ] 2 a1 A] Al e o
AR u]A = 2 Wao] Bajo] Fasith AR
of Bre T} 2 A4S A ekt

rﬂi

—Qoﬁ:

ORI

o
o x 2
o m K

20 g

]

i
Lo

o

ﬁ
N
o ofd
lI oxr 9 |o

H6-1. 3124 A7 o] Ylo]e] =
SNSﬁﬁr4ﬂ7}qn@11 EAEYE
ﬂﬂ%ﬂ%@m@ﬁ%a@wwaﬁzq
/K] /\-16‘1:0] Z?ﬂfﬂ- 7—10]1:]—

H6-2. 7}kl v A 7] o] Y| o] ] 2 %11
SNS 48] 7127} T o] ] HAH = A Ee)
oto] PAE (@B ad 4, HRA=D
x| Aol A3 Aol k.

1. 9478k

SNSOl|A] Hlo]E| B g 1=t Lot 7] HES &
3 alg W ALe] AP o2 FEo|7F SNSA A S &
S-affofut o] & A7 o] Hb % obeh-S vkl A% 4
o} 3, SNSO AR AY 552 S| Ao A 2]
SA7F R g Zof, & LR
of go| B AE Y& ZH7H0] f3 0 7 £ A5
T AAH O Z IAEIAH A o] ERAZAA =&
= B S EYE Yoy B gt ATk 73
LﬂOI E|H 3l T gto]BH AE WA A|lFehs

O 2 Yipo] E45H3 T

AA tjz}e]q B E [SOOJIN LEE] 9] A& AL
Eoto] A5 FhHS TE e, AAET
o] 8} F Tk 254 o] 4R E] T 554 n|qte] of A
20082 thAF o 2 A g AR 2 AK20209 44 20%)
o A sjA tRpol | AlF ol Al FejH Rl TelE
(30%, 50%, 70% = A =)o g3 7} @o] Lutst
50% SFOl 8-S AEE2] 71 AT AR & &85}
of. e, AN 7N 9 ofol Rl of 507H o]ste] Al
A& sh= HAtoly Bl tf 3 109 iAo = 34
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94 CﬂolElE FHTRL
719 A 2 5] S 3l 9 1207}
AR AL R|(50%) 2] A==
A 12872 Yegle
<Table 1>3} Zct.

Eok A2 A o] A Aol TG 40l o s

o

B33 Aol 3EoHA st om Farvt AvRte
A AL E = =AF e sto] FgAA HA H o]
Bl 2 319] A2E(Fig. 1)& 20331 SNS AH]7}

A, Al =2k SNS Aol =5 S4sh% o,
o]% glo]lH AER Y AZLE(Fig 2)2 HojZi
SNS 2B 7H2], Al FH =, il & =5 S 5T =

A AR N ATE AR AF AT 2R BAR A
B2 Ee AR A SERel A A% Aol
A ¢k,

SNS 4 H|7}3] °ﬂ ot Bodo] A AAF 7HA| 4

I#Ai*ﬂHﬂWHt%‘$¥%@ﬂ%%yE%

%H%%EQHQQHﬂﬁE%ﬂﬂ%WEWI
@), SNS PR =EEY), tlzfold HAS AF T
WO E(@RaE FAE Tk AR AL gE BE B
G277 B A E(Likert) HE(1=2 184 Shek-T-
- T th= 4% 100, SPSS. 25.02 ARE-3l
CREEEREETES

Table 1. Group classification

Live streaming

Gro N Native advertisement . .
. veady after native advertisement
Scarcity 123 Scarcity message Scarcity message
Price discount 128 Price discount message Price discount message
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" Sponsored

Qv W

%% 60,527%|
soojinlee_collection

11 @22 A0e1E0| A et HC)

23 24 o= B
[SOOJIN LEE]&3 M0 2|0jEl= ofc|M &A1

(2)

Instagnam ® <V

e S00jinlee_collection
"™ Sponsored

Qv W

£3 60,5278
soojinlee_collection

11822 HOI21E0] Alziet HHE

1188 24 64 Bac
[SOOJIN LEE]Z2| 42| 50% MY &2 11

(b)

Fig. 1. SNS native advertisement message types (a)scarcity (b)price discount.

- 1002 -



M OX0IH B#E0] sNs BENMY R0 St
-SNS AHIJEX, MSEH S, IHOIE=0] 2 -

M
A

V. 97E %

HI

Extel 7 SAl

m

=

0z

—
olo

2F BEAof Abget S F 251700, 0] F A
g o] Bz L 25 A~304(15.5%), T31~354](22.3%),
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(15.1%), TF51~55A4|(15.1%) 2 LJERL} FEo| 2 A3}
Al AN Bkt SHAY] HFstg e
skl 2 st o] (78.9%), Q1 F-FolA= 713t
(59.4%)7} m| EAH ot 2 ] 2 B[ &2 YERTH
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Fig. 2. SNS live advertisement message types (a)scarcity (b)price discount.
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Table 2. Exploratory factor analysis and measurement items

Factor Eigen

ftem loading  value
SNS consumption value
I think I can save money through SNS. .840
Economic I think I can buy products at a discounted price than the regular price through SNS. .808 3,450
value I think I can get a reasonable price compared to the quality of the product through SNS 788
I think it is financially valuable through SNS. 775
I think I get to know various products well through SNS. 813
Informational I think I can easily receive information related to products, prices, events, discounts, etc. through
value NS, 798 2.773
I think I can easily find the product information through SNS. 739
SNS makes me feel good. 815
SNS relieves my stress. .808
Emotional SNS makes me happy. 7198 3.520
value
SNS makes me interested. 667
SNS makes me feel comfortable. .556
Through SNS, I will be able to be recognized socially. .856
I will be able to build intimacy with others through SNS. .837
?l(;,(l:jlil I will be able to share my social relationship through SNS. 825 4.249
People around me (colleagues, friends) can communicate with me well through SNS. 817
I will make a good impression on others through SNS. 185
Clothing shopping orientations
I tend to consider whether it's a trendy style when I try to buy clothes. .834
Trend I don't want to wear clothes that are out of fashion even if it hasn't been long since I bought them. 745
orientation | somehow feel better when I wear the clothes that are in fashion now. .685 2.863
When I go shopping, I tend to be interested in fashion products that are exposed to TV, magazines, 674
and advertisements a lot.
1 think one piece of famous brand of cloth is better than several street brand of clothes. 811
Bre.md I like well-known brand products even if they are expensive. 767
((::(?:11:5 rlr?;gg; I sometimes buy expensive brand clothes even if I overdo it. 758 2.844
orientation I tend to consider whether it is a brand that others recognize. 704
I want people around me to know when I buy a product from a famous brand. 580
Fashion designer brand product attitude
I like fashion designer products. 932
Product I think fashion designer products are attractive. 917
attitude I am interested in fashion designer products. .861 3130
I think fashion designer products are good. .838
Purchase intention
I have a plan to purchase this product. 981
].:’urchfise I'will purchase this product soon. 972 3774
Intention There is a possibility that I will purchase this product. 971
I am willing to purchase this product. 961

~- 1004 -



& X0l HYeHEQ| sNs HHNME 730 it

-SNS 2 HIJHAI,

MSHT, F0HCI=ol 2-

Table 3. The SNS consumption value after watching live streaming

SNS cg;llsllllemption N (N;\t{fve) (Nalt\fve + Mea&igeer; e SD t P
Live) -(Native+Live)
Economic value 251 3.604 3.953 -.349 1.180 —4.693%** .000
Informational value 251 4.899 4.683 216 1.068 3211%* .001
Emotional value 251 4.233 4.029 203 1.008 3.193** .002
Social value 251 3.026 3.217 —-.190 789 —3.824*** .000

#Ep< 01, #*%p<.001

7HA] A2 2 w7 A A ZFA) (Miative=3.603, Miagiveive™=
3.953, p=.000)2} AFS] 2] 7FA] (Myaiive=3.026, Muaive+tive™
3.216, p=.000) x| Z}o] B &=A th&ol w2t Hi(a) 4 A
A 742 e HI(d)AHE] A 72 7} 2] 2| =] Yok §F, d]
ol B FuE £ Aol HI(b)HEA 7FX] (Muaive=
4.899, Mygivertne=4.682, p=.001)2} H1(c)7H4 2] 7}
(Mhaive=4.232, Muadive+tive=4.029, p=.002)°f T §+ 2] 2+
o]l o A vehdel whet 7] 2=}l

2)

=M AIX| R0l| S SNS AH|ZFR| X|2 H|w
593

= 2 t-testE AHG-Fo] Yo Bl E FaLof oo
Shol 1t B e| w7 A A9 BE A §5e
uE A 2kxjol & AT ATH(Table 4), AA A 7
(Mseareiy=3.410, Mprice discoun=4-474, p=.000), A 5.2 7}
A (Mscarcity=4-357, Mprice discoun=4.994, p=.000), 7+ &
7} Al (Mscarcity=3-785, Mbprice discoun=4.264, p=.010), A} 3]
2] 7} A (Mscarcity=2-975, Mprice discount=3.448, p=.007) I
7 Bl 2a/d w A A 2ok ZFA L H AR 7 A A = S

[

1=}

N

uf v RS o] B 7 X2 202 et uf
eFA] H2 ()3 A1 2] 713, ()8 53] 713, ()i & 7}
A, (AVE) A 743 5 A2 € e

3) WOJEIE &1 Al Al, SNS AH|ZER|7H EEHA|
X| F&of wat A C|xpo| L MIZEl=ol
olxl= S

gEeAEH e

SH|ZFA7F FEH A A 3 (3] a4
whe} T Aol B E Al Fe ol v A=
A5} Ath(Table 5). 8|47 WA A] 48 A] Abe] 2] 7}
A 7F Al e = ofl ol 7t 4 2 GF(B=255,p=.025)=
03] = A0 = e Bhd, 7FA Skl 28 A SNS 4
H7HA] A B AlEE ol o] vl dt G vl A
A Fohe A2 et whebA] H3 2 (a)Ahe] 4 7}
A (AFR] A 7HA = AR = 9o, H3(a) 3 A1 2] 7t
A, (b)) H 2 712, () 2 7421 = 71 2b = Sl

Hezj =

==

Solf ol Bl 2 a1 A]% A] SNS

]
d vs. 7 ERl)el
o =]

SEL-
O%ET

Table 4. After live streaming, SNS consumption value by promotional message types

SNS
consumption Message N Mean SD t P
value
Economic Scarcity 123 3.410 1.536 P 000
value Price discount 128 4474 1.445
Informational Scarcity 123 4.357 1.426 3869k 000
value Price discount 128 4.994 1.174 ' ’
Emotional Scarcity 123 3.785 1.530 5 609* 010
value Price discount 128 4.264 1.375 ’ ’
Social Scarcity 123 2.975 1.384 5 Togks 007
value Price discount 128 3.448 1.366

*p<.05, ¥*p<.01, ***p<.001

—- 1005 -



Vol. 47 No. 6, 2023

Table 5. The effect of SNS consumption value on fashion designer brand product attitude

A promotional message Type

Scarcity

RZ

(N=123) B p ! P (Modified R?) F
Economic value —.099 —.159 -1.311 192
Informational value .143 178 1.497 137 195
’ 7. 135%%*
Emotional value 156 210 1.564 120 (.167)
Social value 182 255 2272 .025
A price discount R?
(N=128) B A ! P (Modified R?) F
Economic value .037 .061 482 .630
Informational value .168 211 1.854 .066 213
’ 8.312%**
Emotional value 044 064 435 664 (.187)
Social value 146 213 1.800 .074

#4kp< 001

4) 2t0|2 AER|UTIK| AIY Al HEHAIX| REE
CIXto|H E2HE XIZEHE

S restS A dYsto] Yo E] B Faro] o]of 2t
olH AEY7IA] AT A, AR F-H(F]
24 vs. 7HA SN w2 TiRtol ] B E A FH =
9] 2to] & #4153 th(Table 6). 3|4/ Hr} 7kAEH1
H A X 7F A A =] & o) 8| AHE-2 Y Aol Bl
A Zoll i3l o Tl =g Hol= AR et
ol e Mscareity=3.678, Mprice discoun=4.072, p=.047),
H47} 2] 2] =] Sl

5) EEHAX| FHE CXI0|H EM= MEE =T
oiel=of ojxl= S

U532 A4S Foll vlolE B o] o]of gfo]
B AEY7IA] AR Y-S o, FSH A A] §-3 of]
2h gAtoly Bl AlFE=7F o o mof vl A=
FES EASFATK(Table 7). 7= WA A] -3 (3] 224 B
=816, 7FATQI: f=.855, p=.000) L= 523 JFS
0] 2= 2 o2 vrepbdof whel, HS-13F HS-2 25 2 4]
A

Table 6. After live streaming, product attitudes by message types

A promotional

message type Mean SD ! 4
i i Scarcit; 123 3.678 1.563
Fashion de31g11.er brand y 1,993+ 047
product attitude Price discount 128 4.072 1.563
*p<.05

Table 7. After live streaming, product attitude on purchase intention by message types

2
message Type B B t p (Mod;]f{ied R?) £
Fashion designer Scarcity 745 816 15.504 .000 ('ZZ;) 240.362%**
brand product :
attitude Price discount .873 .855 18.508 .000 (';;;) 3423547
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Table 8. The moderating effect on native ads (scarcity message)

. 95% CI
Native ads B SE ‘ o
(n=251) LLCI ULCI
R?=.190, F=9.293%**
Information value -.301 218 -1.379 -.733 131
Brand conspicuous consumption orientation —.486 238 —2.045%* -957 -.016
Information value
X Brand conspicuous consumption orientation
2 129 .049 2.633%* .032 225
R*=.0047,
F=6.933**
—1SD (-1.300) .065 .096 672 —-126 256
Mean (.000) 232 .068 3.405%** .097 367
+1SD (1.301) 399 .090 4.452%** 222 577

*p<.05, ¥*p<.01, ***p<.001,
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