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The Effects of Usage Motivation of Hashtag of Fashion Brands’ Image Based SNS on
Customer Social Participation and Brand Equity
: Focusing on Moderating Effect of SNS Involvement

Heeju Chae, Jiye Shin, and Eunju Ko
Dept. of Clothing & Textiles, Yonsei University; Seoul, Korea

Abstract : Hashtag has emerged and become one of cultural trend. Given that more and more firms in the fashion indus-
try are using hashtag on images based on SNS to provide information of their products and to communicate with their
customers. Especially, hashtags through voluntary participation of users provides the perspective of how customers con-
sume their products. Therefore, this study focused on the using motives of hashtag in image based SNS with customer
social participation as mediator towards brand equity. The purpose of this study is (1) to investigate the usage motivation
of hashtag of image contents based SNS, (2) to expose how each usage motive affects customer social participation and
(3) to find out how customer social participation has an effect on brand equity. In order to achieve the objectives of this
study, first we conducted an in-depth interview on 8 image based SNS heavy users to understand the using motives of
hashtags. Furthermore, we conducted online surveys amongst people aged between 20s and 30s of image contents based
SNS users. As a result of this study, followings were figured out. First, four of usage motivation of hashtag were examined
through in-depth interview and previous studies; interest sharing, social interaction, ease of use and enjoyment. Second,
usage motivation of hashtag has a significant effect on customer social participation. Third, customer-media participation
and customer-customer participation impact positively on brand equity. Lastly, level of customer social participation has
the moderating effect on the relationship between motivation of hashtag and customer social participation.
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1. M =

2 AR 7)Ee] B 2kl ol gike g Qlslo]
Social Network Service(SNS)= T} k@ FeZ Wsksi A&
Hom wdsial It} o2’ E52 2] SNS o]-§AE0]
T BAPAS M F= 2= FAE vrAIE F
3 9 Ho] 2B (Facebook)o U EVE] (Twitter)2} 72 )
ZE 7|9k SNSelA, HlS=3 HEst AsE 7 o] 8Ake7)E]
HAFA B oA FE TFEE FHe asehke <
2B} (Instagram)© |} AE B2 E (Pinterest)?t 722 ©|H|A]
7Ik SNSE A} ol sshe e HH &
2013; Lee, 2014). o= 28 UIEYA ollA
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3l ool AR o3k yZ7ko R SNS o] &A= ME) Zel
Zo| A FH7F E O Sl WEEe R Wl ZloF W
Zth(Lee, 2014). AAZ Qdxeladl 7= 20159 9¥S
7102 4 Hoj o, olgAte] e Hgh thE SNS
B} ol 7]de] fEe B AdE g UThE-
marketer”, 2015).

o]#st SNSO| EE0] B A& EAsE 475 FH9
79EE 2ol Fe=2E FHsle sIAElL(Hashtage]th. ol
olmR|Eoe] A AMo] 7Hsat

m 71 Alo] W glo] ARl EE date] &S FEHoz
olafd 4= Yud| ol AFHoZ onAE B HAAS A
g & £ JEE sErHAn, 2014; Kim, 2015). 3+ 78 o]&
Age] AP s F 3“51 SR ACIREE! L=V AR Nt)
AER slodF B EEHIL JEAE HAFE IS 5
shtel &34 Ed=R ts whEA AR ckKim, 2015).



TJHHHA =] ojn]R] 7]k SNSOA] SHAJEHZE] oS

o|x¥ 7kl W Al 2] 548 Zhuket A Bl
e "HI”AME o]E 2 :Lﬂ_é —5}1 At} DKNY,
Marc by Marc Jacobs= SIAEIZ2E ]
o Calvin Klein AH]R}E0] E =
St “#mycalvins®] A ZE de—:‘.?‘?} oA & YEE=3}H
2RSS S o]ToUls IR R & A4S AF
t}. T3k Tod’s, DVF, Michael Kors 5 22 3|4 EHal=oj
A AR ZE Fote] ARAEH AEstal AUTH(Sarah, 2014).
olglgh Aol wet A 719S EFe tre] 22E 7|9E
2 oJu|x] 7Igk SNSO| FAAES oE3AL glom, HAAL
Aol FFe) olmA] FRIZE B AFOF AU TaAE
o] niA" ZE 71E 5 Stk

Al 2ol ASE S} Aol 739 AT EREA A
gl e sk 9 siAEl2 EF71E (Kim et al,
2012), WIAIA] B f o] SNS el A= GFel o
Sk AT (Lee & Jang, 2013) 5°] oM, o] FZ EI|H
o AREE iAo BF7IE —rx‘] o] ATl HE
=of et Fololxs ESECA siAelze] AXF FF
S B8 A(Small, 2011), 23w|t]o] o] Zz]|A o] AeA
ALEE BIAEI FEle] A 715l tigk 22 (Daer et
al, 2014) 5] Ut} oA H EXRE 7Nk SNS of|x] 2] sAJE)
o)) e B AFEo] FedEo] ghovt, #A) AN &
FA33la Qe ow|A] 7]uk SNS9| sjAlEl el thEk AT v
vjsit}, £3] Al 2e] o]-8-F7]¢t 4 mlT|ofolxe] g
H g ogAe] mAERt, Yoyt o]Fo] BT Al
HXE G BAe FHE Ade A9 gle Aol

oheFet FElZ Wsletal e SNSO| 352 aAES] A5
Zo]a ARl HAR Qg 459 FeEE FAslE| o}
3 IFHKim & Ko, 2010). 71=2] 7I9FHERE o] FolAd
I3} 7197k2] A (Shrama & Sheth, 2004)04 ©ixgd &k
%]
A
o)

i\

M= Ido] FEAUS FI HFZH R FAE s APt
g2 Wslsla e AolthKim & Ko, 2010). vt
o] ghlkgl FojgdEe a2 821(Ko et al,
2009; Ko et al, 2013b)o]H, o]2% o]&xp/t A A&
Ao S 7IEE dYgshke A A ARlRte] A&
H . TES SNS o] 87}
71%0 %%%9& ZRIZE AFshA Ao Bl
7:51' /\}j‘_x _9_9_ H—lo]k;
3L JBH(Chae et al,
2015). wEA Ed} SNSlM ] a3 = o] 7l 7]
Q E= a4z 3 Apojollx] dojuie Fejele e F
EZAR] LR ofsfElefol & "ol Tt & dte &
3] SNS ZAE AH|RLe] HJ7) AEHom FZFala U=
olmz] 715k SNSellA<] Al 22 o]& %71011 sl Lolx
a1, o] o]@-571Ee] AAv|t]o] gl ] IALET oL B
HE 2Pt mXE FFS ASHoE & 6H P_IZ} gt
Tgh 2 AE Ao R shid] AR E3) EMER o]
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2. O|BX uid

2.1. o|OjX| 7[8F SNS (Image based SNS)

SNSE AR Alolel BAZL MoE Fol, olg A
B8] ARUAN SO A&H O WS ik,
/1ol 224l AR Lolel AL Al A
e FYAA T, Ll HHHo T owMAAS P4

sl Hloj2tolu EQE e} 22 SNSE Hslslitt. ole
52 dA AHEEEY IZElaf T} o] ojn|x] FRIZE
g8t AAAE TRt FEoldske olnA] 7Iuk SNS
FE= t&:&ﬁ}z AE FAo]th(Kang, 2013; Lee, 2014). °]1]
& SNSellxe] FEdstar Woisk o] AR
o} A Eli?::% LA olgAEe] Kt ARlstE T Al
B e AR g 875 2| HUA FEEA =
s} E“itliiﬂ-l‘— 1:7—} oF oIx ] ]. 7}%49& 571 _"r:
U= oA E o] &3k AFo] WA MAES] JHAL F
Ao olulx] 7]gte] SNS7} 2 A THLee, 2014). ©U]A] 7]
H SNS7F T2 SNS9} == FoRE IA TV 3
A, o]n]A] 74k SNSE HAERT} o|nX| & F =g
ste] ZPARRe] FHES s Fehe SR E(Lee, 2014)0] A
< Adt}, ol H2EES A5l SEle WREch 7hEst
AAH o= g3t am, FH o dojo AAZle] HAIA
9} &5o] 7hsdithes Aol AR Agate AoE Hozl
ThKo et al., 2014). B4, doh= FRIS sl FAsh=
A4 Fdle]X(Social curation)(Ko et al., 2014; Lee, 2014)2]
71%% 7KAZ 3tk Kang(2013)& o]ux] 7]dF SNSZ H|s5=2
g H MSE 7R o] 8RBl fAleE ZRl= Rl wlet
VENAS 3 Add FeaxE 350z YL f%
Ale 25 7 Aval &k wEbA orA] 7]t
SNS= °|HIRE B3l F o AAAolal gheel K)o At
o A e o] HE GolA o]8xe] s =
el z,,] 7} gjﬂ }1:}{_; ;Go] ;(1—24_9& xl-_Q.g],oq o]_Q.;(].g,]
F7F 71 S ¢ 4 JthHKim, 2015; Ko et al,
2014). HJEAOZ ojux] FEl=2Z 7uIo R 3 SNSEE <l
e, FEH2E, 928(Tumbly) 0] glom, SfjolA
= 7Pk 2E#|(Kakao Story), Z2H(Pholar) 5°] JUT}.
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2.2. SiAIEHO2| 0o|2S7
Bl

|(Usage motivation of hashtag)
SNSelM A 71E#) A= 54 dolu 2%

oz EHE JYEE Holz] glo] £ Zolth. ol @
Bz olgArEe] 54 o=y FAIE ekl Slal A
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AEs BFslelhe 7hdelal e 7158 2530 99 (Jeon
et al, 2014), o213t W& &= 75 &8 Al s
A7 a8 R JRE Yehlle AT =rER ] A48
sithe A& HoFTH(“Creative Commons Korea”, 2014).
3 SATE = SNS Aellx] 54 719ERt Bole = =
5 7152, o' 719 EE o SAHIZE ol Al
AN At AgEnt. ad HaE FYsie Avew &
el BHA Ae TY A9 A ZobX &
T Atk ESIEOA A5 Al o] 752 oAl QlAEkaH,
Hlo] A& 5 SNSY| 71 7]so] HArk AA sirEae ¢
2B o ® tiRE = oW|A] 7Nk SNSellM 7 Bol 2-&
H32 QITH(Choi, 2014; Kim, 2015).

SEA|RE o]ulR] 7|9k SNSollx] ARSE L e SiAE2E] o]
£571d tig dAAdT= A9 fle Aotk Ko et
al.(2014)2] Ao SNS #FH AgPATel HAEHAS S35
olm=] 7|9k SNSO] o]&-g7]e] tiste] Lottt o &7t
Yele TR=E AE3] Algshe Fdlol¥ (Curating)’, #H4l0]
UE B4 ARUS FHehe a-5IAKCommon interest)’,
AR} olm|R)7F = A1ZFA] &7 (Visual impact)y, #lolo}
23} AE o]0 HAR = g (Simplicity)’, T FE
o] SNSE H}Z ¥%o] 7153t ‘A5 (Interconnecting)’?] THA
7HAE oulA] 719k SNSO] o] &F7|E FSkrh & AlMe
Al 27} o]u]A] 719k SNSellM 7P 2ids] ARSEH I e
@73 (An, 2014; Kim, 2015)& wkgste] €19 ojw]=] 7]uk
SNS9| ©] 857155 FaLst sAel2e] o] 8-57]% o]t
5ol & HigEofof Jtkar o st

LU

o

H=E

y o

=

L

=

A A AYATES AR LA AR ME]A
o] o] oA o] HojF= TpFst k=] AFH] FSi0]
23 & 4 AUrhSuh et al, 2010). 22 TR 779
Qg ) 5 17335 (Customer participation behavior)
I 9 9] PFA IAA Y5 (Customer citizenship behavior)

oleh ¥ e 71EAQ) B2 AL Utk TAHeIRE
rHow Yatfof she 1A Sgw

d
A= el w A7 Ao R J|grlseiy ARl FES
PR FAAR MuE FEE 7UE F e e
AR 5o Fost 4 Uth(Suh et al, 2010). ©l= 3L
Az} 714, t2 IAIte] AAFACRE olFs] & & Urt. 3t
Ak 9 =gl s F4log 3 e BRy} Adu|teE

=
k=
R

o

gl - |TE 170 T AN - =S
melole] $AH B, oleld TAe) gelalEe] B B
Ho|3 AHOR o] FolHop e AT AAETIe] B4

Srollfe] TARE olale & 1S Aolek ALEETHChae,
2013).
5 2kg 0|8 7k Anlte} SelN e 2A o)

ouE A RH HIZ ABHse} 7|E wHo=E s 3170]
g = e 7I3E vs ST k. ol E Alglel X
A2 Hold 2o E Ballre] ARE 58314 %Al AH
Moz 7|9x A%sla, e ae] Heae-s s
G¥FH e PAIstL AthUang et al, 2012; Kim & Park,
2013; Suh et al,, 2010). Chae(2013)2] 7ol w=w 2a}¢l
Alt, 53] BE o]E°] A& T & 3= HEv|t]e] 3
oxe] I o] Aejo} ANEL F o x2AY

o Jtha gs]ar St} wEkA AVdnt]e] Bl e ake-

Folo] A7 8-S 25 EFslof sk=dl, ol 7ol
of sk vhdet s mrkd E7o] 2R wigdo] w7] wiio]
ok mEA & AFelMe folx AdFd AYATE nEeR
agulroloxe] IAFAE I A Fefgkal s, 4
ujtie] M|z $gollA o] oM PRI s
a7 FPFoz /Y3 ANE ] FEHH FES A%
2 o]g}aL Ae|$t}(Chae, 2013; Chae et al.,, 2015).
217w t] o] 7] (Custmer-Media participation; C-M  partici-
pationy= ZAFUAOlA wes 93 ¢, T2 AnfEFo]
U EFEYS B8 488 @eltk(Chae, 2013; Domagk et
al, 2010). 5, 24 vtjejuiAE S8l thdet 7AFUA I
£ 7FsaMl dhe FAEEoR olad 4 sl AL -H|t]o]
Atoloxie] Aol gt AFELS A Fo} & F gl
ST AR 7| W Buped tiulo]xe] o g Qg
SNS¢] W3t 555 Fal 1A 71, a3 3 Ale]o]
o7} golsp ol FolA|ASkE HHkd Tuto]ig AlxEle]
o 3k v shte] fPor 2ol FTH(Chae,
2013; Yang & Lee, 2005). SNS o] 8A&52 o3 HJu} &
H=E HAsle zlo] Hsle RIS sidshy] <8, Egt o
2 AHEEI ARE A R Slelid 2ArHe S o
SITHOh, 2012; Papacharissi & Rubin, 2000). HE3F 2A|7ke
2 ARS F5317] 98] Ao FEER] 2rkd tupolx
U A2"E T v AAE dle] FA] o]F WokE U=
= sl 5ol ARIA dAle] oS &171% FTH(Chae, 2013).
7] Bl = 2ked (Customer-Brand  participation; C-B  partici-
pationy= B =7t npARS & off, AnjRieke] #AIF 0] =
= e A4S ke AR ole 7Y Algske Frel
E 55 TR AAUE 3o
2 RSt #AEEe gt ooy FeEns eiAu AlF
s, yA-HA=ge]rt dojupA] Erk(Chae, 2013; Cho
& Cheon, 2005).

N

1.7 3.7 2] (Customer-Customer participation; C-C partici-
pationy= WIS F3 IAE Ale|oxfe] AFUA A HA
o7 ol8xEY AFARI LTS Bl A= HIlE F
At GS wIshs =5 WIit) o] Foj= AfEe] o
&t T E o] g3le] Avan|TiolellN AR JeAe-S s
HS A=) olge AAF WIS B3 AL v

pal
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A& BAFA ol tigt YRS FJ3A FTH(Chae, 2013;
Suh et al., 2010).

2.4. B3E XHHBrand equity)

Keller(1993)°] W= Hal= z}ike ofwH
g5 st &njake] ¥hge mX+= HAE= 22| (Brand
knowledge)®] xPastd &= goJgitt. Halzol gt 7
o] vA" FEol g ARAY] T RREES HAlE ARle]
2hal Ageojalar o] ¥hg2 ARz Halltof| s 71R L
AXoZAM HAE QA ES} HAE o R o] &
ok adthKeller, 1993). Aaker(1996)2] Aol E H
FAES Bl 1A, A7t 4, HA: o] FE
T Ao FHLARE ByTh

HAE QA= AuREe] whgde) EAjste 54 2l
o] 7o, HZ<X](Recognition), H]HZAX](Recall),
371%=(Top of mind), A|¥lE (Dominant)® = =] TH Aaker,
1996). &, Grht 47 weear 7|9 & J=vkE b,
A7 WeETH ol B9 1 AlF YA Bl E ZloH
I3 g BAERe Eo7p] Wi o] 34 4= 23
ol B 5 ik

BA= oux|g AH|z} 7|9
He Bz gk ¢1o
29} HEE A2 7|9de
vAY 84k B ch(Keller, 1993).
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M 3o fr

T e

2.5. SNS £H0{ 2101 = (Level of SNS participation involovement)

I Fele AH|2e] Agtelu AlF Aol AEE AR
E AT 358 =8-S ke 53 2ol AH|E A
Qe A F ' 249 92t & 5 Arh(Chae, 2013).
Yoo et al. 2013y 21 Fof HAARE HA Bo] FE=
Gui} 2} Al oAg 2AAY, ThE AR o] Ui
< oA, B et B2 Ak =8 71goleRdd nEk
A ool Au|2 F-o| g PRIk Sisict. ol
55 ST ARERRe] Fodrt dl4le] H= SNS EHe
Ae ARRAREC] AF =9E FEdhs 5EA AMAR W
3= o m (Park et al., 2013), ©|2gt SNS A = AREA}
o] AR Fofell it #e A=e wE 1A o] YF] F
71 Ba=o digk o] AE)A], Al Ho] dEizitt
3L 2 4= ATH(Chae, 2013; Chae et al., 2015; Lee, 2014).
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3. o7y o JHEdMA

3.1. SHA|Ei1 O|ES7|t n2yAME0]

Bowen and Jones(as cited in Kim & Park, 2013)9] 1+
o T Bae qe} 1% Helile o 3L A
Hje] At gl eIgel] ojshAl il Falsitt. Kim
and Park(2013) &4 Ariz: Alo|Ee] WAIA, 2lA1H o] &

717F Az fosk dFE e
3 A F7), AAE 571, HYF B 24 AR A}
o|EdfA T Fledel] folm|gt T A
T} Oh(2012)= Avdnitiole] BAIH, ARA, {33 o]8-57]
7t I -w|t)efzke] e gt - TR] e Ege] &
A% FEFE VAT e Hedth 3 Ko et al(2014)2
olm|=] 719k SNS9| 7153 FHo|x} o859l FHeld, &
T3, A2 AAH EAR s TS oL s16
37, Venkatesh(as cited in Oh, 2012)= ©|#3 EA4C=Z <l
3| o]8AE 3T ITo wimslo] 2AmtoE o] &3l=S
Sty =S Lee et al. 2006y AAu]t]o)7} §-3]% o]
A ol 8AEL 384 H5AE 7RE AL 2 A Y
& ARUAIA T2 Fago] B B9 2 Aol )
Atk ol9f 22 APATEe] Al wt o]8AFE] SAIE
129] o] 857 o|ux| 74t SNSel ek 1A FE s
T AYAF7E = aAzeo) gk FEFEo] EAFE Ao
2 7108 F Qo] v e 7HE S AlAg

7M1, BIAEIL] o] 8571 I -mTotelel] A (+)9] 3
g v Zlojtt,

7Hd2. BIAJElL] ©]8-57]
g vE Zlojnt,

7WA3. SATE Y] o] 8571 a-araRtele] A (r)e] F

< "E Zolth

e

a-BAeFtede] A (+)e] 4

. THANFo{2} S A
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=)
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ol
2
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At
oX
rlo
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N
T
o
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Oﬁ

Sl 22 o
3@ 5 ok 591 24 virele] 89 AoRA 2okl
BAE ARUE) Big Ao]Ae) Felt 54 DAse] F

w7k e AREE7E 3 EEol Akl FRlEe] Hals &

= 5/30] vt MdgdATelA we

A tHHong et al, 2007; Suh et al, 2007). Kim et al.(2005)

o] EW HA= AFUEE T3 LHIAES AEA foi@
2

b AT Qe AES] TV} 2748 BB ejulshe Bl
A TESE FUOR olguT rka Balc wep B
A= ARHE s Hals QX Hale A4, A7 F4, 23
= FAE 5o AHH0® 9% A 7hsde] ErhAaker
1996; Keller, 1993; Lee & Chung, 2007; Ko et al., 2013a).
oeld =T NHoR o g7t mAlel UAY B
(Follow)gt BEA=E Rolx HoF= ofn|x] 7]¥k SNS¢| &
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7Hd4. 3 Ao s HlE 2] G(He] JEFE |
7Hd5. a4 Bl eFo= BAE ako] F(+)e] FIES m|

= 2Rkl Aol 9 VR

3.3. AIEi1e] ol2S7Iet 1
0] Zoix

SNS= AREAPL A3 AAkstaL AHsleE AvEv|T]o] 24 &)
4 “’]';‘401]*1 AAS] HARE &, drpt A5 RI=E &
YAY AL the A o] B2 Al =88 780l

of wpe} wAZIe} AMu| 2 FA HR|= FI
3t 4= SJthSuh, 2008; Yoo et al, 2013). Yoo et al.(2013)
L e-commerce| Al 7] e-WOM o] AHEol wel e-
Loyaltyell P1xl= ggke] @efitia ¥3om, Suh(2008)2] <l
Bl &3E 489 st AFolM = AME8ARY] s8] e
5 ol gHgdH 8= k] AT A ERE e, ARt
o] 50| HEFE F8AT T8 e FAE A e
THEAE RIS
Fho] FA=e] SR wt A2 o]&-F5717F a8t
of X o] tE Aol 7 4 loH, o2 2
< 7S AAE

77, Al L] o]8-5717F A ARl miXE FEF

£ SNS FHof Horo) we}t = Ao|th

HAME0] Alo]e] SNS &

3.4. oq:rLE%i

B ATE AFUES APATES Sk olulA ]
SNSollA siAJEf 29 ©]-8-F71E Lobr L, o]#d o] 85717t
Aadzels] APHe nAsIA ek 22l 2
2371017k HAE QIA|Ee} HAE ojux|o] ofmg G
PAEAE AR} oF’i‘i‘r olell we} AR Fig.
13} 7o) dA it

AN

mlm

4. HAlEHTS] 0|87 F&E 9IS

M- ZALIT

41, X223

7Hd 5o A oA 7]Hk SNSollA] SAE 2o o] &-F
718 FEI7] A% B %;}71 At A9 24 4
s n)x] 7]¥k SNSE o|&3 & 7
o] AL, AZE HHAE & %E of WA 4As 71 A
APZARE AAISIAT §
GRSl SNSE AMSshs 2% fﬁ& AIZHE 308 o], ol
2] 719k SNSe| Het spFEte] HE3Te 53] oy, sl
oluAE PRE3h= Jlg+= 53] odi7E 7PE BA YeRst
1 TR, SNSO| o]gAlTke] IAIZE o), &3t B 53]
ol Aot v ojmx] 71uk SNS9| sul-5A] 84S Tl
o2 AZFWHE AAEAL ol 71EY AF-EA omA]
719F SNSellA] sjATEf 2o o] &5 71t dell thal Bsizl wt
7 flomd Al 2ALE %k AR A9 712AL AR

4@—5—} [ kis 7i°l°iﬁ} 2= FEE HEEo] U
JANEH W8-S vt 2 AElaieh. Auzdate] 42
Table 191 A 1o}°it‘r HHLS 20149 102 27¢FH 10€ 31
o AA o]FAAMIL, WHAIZRE Fd 1AZIA 1A17F 304
7F QT A FEE o]u)x] 714t SNSe| o857
HHI AYATES oz =23 Ko et al.(2014)
Ao} Aduite]e] o] 85718 APATE Skl =&}
xﬂﬁlxtfa BRI oy et o857]o et AAsIE
gL} ELE U8 #Aolgks A A7E Fald
| Z93 Lee et al.2013)2] I7-2 F3l] ol&F
st Ay Rl 42t Azkehs Ao 54
E4e 74 °l?<19+ 7V wol Al~9—o}~ AR 2ol = o
2 Table 29} 7t}

il

—_

OH, Nlm
lo,
O

ot

o
olN'
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Fig. 1. Conceptural research model.
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Table 1. List of interviewee’s for in-depth interview

Interviewees ~ Gender Age Job position

A Female 27 Graduate school student
B Female 28 Fashion brand MD

C Female 30 Graduate school student
D Female 21 Undergraduate school student
E Female 29 Fashion brand MD

F Male 30 Fashion brand MD

G Female 25 Graduate school student
H Male 25 Graduate school student

Y TG A ZE ARGt BAE st F9E &
Al Sl Foka Ee dIold BRLE VR &%ske

352873 (Social interaction)-S 3IAIEIL o872 Fokrt.

RS GPole oE S oJHR s &g e o A
T Fol L. A} U= VL TE AIHET 37
o}z Hoj2. A} Eefs ARE FFERe =N FHE A3
ol gk ol el ApgrEe] o ARIES FHYAY rF b
Q) ol HES B JoJA] A 2E HolR.” (4)
“ORE AMRIEF SEE FYY 7 Sl e diE Y
7= fh= Fo] G20 IO, A ARE B Fora!
& TE OJERE HoJFC T A 2 AP ARHE Hal
2L YR G, M2 YTE Y] Yle ol 8
= X Yok (O

“SNAEZE APFES) S FlelA 2 0] 1Y 41
Hola. o FAIE T B AMFES 378 7 L7}
L. mE}] SYAEZE o]EUE B AFEANE F 7 U=
7137 AR, FE FjS He =H0] ol 22 7
2S] EE A ZE oJE|E 8. AE Fof #EE
HAIc)sr 5 AgEo] KIE dEEA] 28l 8t &
= OJFIRIEE A|ES)A] £8]7] wlie] HAe Fof 2L Y

Z 27 2olr” (G)

Table 2. Contents of questionnaire for in-depth interview

ki
o
o
=
N
N

I8k SNS o] 8A=2 A oAl g2 &

ok 2 & A, FalolA 7ee S g Wl &4
olnAE Ro}l & 4 = X (Ease of use) 3IAENL]

“SPAE]2E o] &3FH YA HHE HR Ho] S HolE #
glo] 7jsi)7} Hejahi] 2 7] 2ok, olA) ojii]
S o] S Fo) fit.. o] g )] Hik= #oleY
HEIFHAIGolE) o]E] AloE izl Bl FHelw RiE)
= HelefA] Fol2.” (4)

“Ap= ARSI ORI} of H ECIR] ZFFE] L9FeE] ¢
A FEZ GAEZE o]§HR. 2aA] o]n)x] Z]HF SNSJA]
= & o/nRIe} g7 F& Y] Hoks jAEgZE ksl
VP IE-S Lo, A 2E B 2R SIAEIZE T A}
FEL o vlof & 7 Slw JEy of2 AFE G4 A g
ZE 5 AF JEES oJulJE & 5 glevr) o 5
of&sf= Z1 Yot.” (H)

A Eko 2 oju]x] Z]¥k SNS o] &A= vt V=S
Agsilal sl siAlEl 2 o8-8k Aol S-S =

71§37 (Enjoyment)'S SAEIL o] 8572 ok},

“RENS Hootd, #U|YE]F oJif HRISE FHHAES] SA]E]
ZE ) Bo] o]&dl2. A ojrjxE Y2EF n of= F2
2O HAE SN TRE AFES Y 2EYS HE
Y AYFlol 2. EE o]F &3 HHA)Fe FJHEE] ofLE}
T 7] 8w Qlo]2” (F)
“Fe EAEAE WA Qs #Y B2 #o e
2E2Y S 2k FESR ARl A H2E 2 S
YL FE Q= AHFEA A7) NI ) s 2
& B8 yure] sjNE| 2= HEH=AE o)A o/FF]
ZJBF SNS®EF] G591 F 2ol (D)

HTHR A, olvA] 718 SNS o8-S HAFTRE,
28, WA, 283 F3AS siAE Y] o] 8-571= o

Subjects

Interview questionnaires

What kinds of image based SNS do you use?

General information

How much time do you usually spend on image based SNS per day?

How much do you know/use hashtag?
What do you think about hashtag?

Why do you use hashtag?/What is your purpose of using hashtag?

Related to hashtag

How much time do you spend to create hashtag?

What are the pros to use hashtag?

How do you feel when you use hashtag?

How do you find/follow images, or brands?

Related to fashion brands

What kind of hashtag did you use to participate with fashion brands?

What is the route to know the fashion brands' account?
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Table 3. Results of exploratory factor analysis and reliability analysis

Eigen value
Variables Constructs Questionnaires Factor loading (Cumulative variance)
Cronbach’s o
V13. See lots of images that I’'m interested in 0.838 2557
Interest sharing ~ V12. Shared image easily 0.831 (21.309)
V14. Easily share the content 0.821 0.762
V17. Make a relationship 0.849 2528
Social interaction V16. Meet lots of people 0.832 (83.182)
Usa.ge V18. Form a social consensus 0.829 0.775
motivation of -
hashtag V19. Summarize 0.856 2387
Ease of use V20. Save time 0.841 (42.379)
V21. See images together 0.774 0.770
V26. Playful 0.849 2509
Enjoyment V27. Happy 0.832 (63.287)
V25. Happy when adjust famous hashtags 0.829 0.799
] V32. See images through devices 0.885 2678
Custo%nsr—n}edm V33. Enter account of brands through device 0.877 (29.757)
participation
V34. Click images or play the video 0.832 0.891
Customer V37. ‘Follow’ the brand 0.846 2368
social Customer-brand =00 e 0.839 (56.071)
L participation
participation V36. Write helpful comments for brands 0.762 0.857
V39. Provide information 0.794 2231
Customver.-cu'stomer V41. Make comment w others 0.783 (80.856)
participation
V40. Click ‘like’ to share 0.725 0.850
V48. Easily catagolized 0.86 3.308
Brand awareness  V47. Easy to recall 0.829 (55.131)
, V46. Remember label 0.812 0.898
Brand equity -
V53. Positive 0.867 1.855
Brand image V50. Familiar 0.835 (86.046)
V49, Uniqueness 0.814 0.922

Q1 2R1EAE FITE B4 AMOS 21.0& ARSI 1
A= TS Table 49} 7t}

9 B3 AFw A5 F=548213(df=288, p=.000), Normed
%=1.904, GFI=0.850, NFI=0.897, CFI=0.947, IFI=0.948, TLI
=0.936, RMSEA=0.06422 YElitt. Bdg Aestr] 9%
AubAel A3 4] 71%S Normed & 3.0018}, IFI,
TLI, CFIE= 0.9°1%, RMSEAE 0.1°]3t2 R 3 $ItkSong,
2011). ¥ A79] GFL= 0.9 o wRIA] Z3hA] Vbt o,
3 9] 71FS FFde] QAR s Aow wgdn) =4
o] FHelA A5S 918l 2RslE, HFEAEE(AVE:
Average Variance Extracted)2} CR(Composite Reliability)<]
FroAdS BRIEINATE Table 494 Bz vle} o] AFeE
ERE Cronbach’s ot &5 0.7 ooz =4 Yeht Wi¥
A4S NEY Y BE PAFo] eRslEe SAHoR

FoJ5H9ATE. Table SO Bi= wpe} 7re] 7H AVERRS 2215

7re] ZgAAIe] Awkret A vehd 2F 7 aslel vigk
Waerdo] FRET & ¢ Sl

ASE S5k AMOS 21.0& AH&3ko]
< B¢ AEEAE Stk 2 A3 HER
o] F2 AU A4 x=611.421(df=284, p=.000), Normed
=2.153, GFI=0.837, NFI=0.885, IFI=0.935, TLI=0.919, CFI
=0.934, RMSEA=0.0722 2 e}, Fig. 29} o] Q1=
o] sk ARATT YER o™, AFH = Table 691 Al
A8ttt

1) SHAIE L] o] 8% 7]7} A AEFe)] )= Q8

CSREEEREESER EREXE R R

A
O
fado] 2A2EHeI9l A H]Tlolzte], TA-HAEH e, 3
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Table 4. Results of conformatory factor anaylsis

Standardized factor

Variables Constructs Questionnaires Joading (CFA) AVE CR Cronbach’s a
V13 0.868
Interest sharing V12 0.937 0.782 0.933 0.913
V14 0.846
V19 0.821
Social interaction V20 0.837 0.701 0.899 0.875
Usage V2l 0.853
motivation of
hashtag V26 0.840
Ease of use V27 0911 0.752 0.921 0.899
V25 0.849
V17 0.898
enjoyment Vie6 0.856 0.718 0.893 0.884
V18 0.785
' V32 0.891
Customer-media V33 0.842 0.813 0.857 0.847
participation
V34 0.706
Customer Cust brand V37 0.648
social Hstomeraran V38 0.803 0.764 0.774 0.812
S participation
part1c1pat10n V36 0.841
V39 0.805
Customer-customer V4l 0.818 0.809 0.822 0.85
participation
V40 0.804
V48 0.888
Brand awareness V47 0911 0.865 0.906 0.899
Brand . V46 0.796
rand equi
auy V53 0.868
Brand image V50 0.909 0.893 0.928 0.922
V49 0.902

X2=548.213, df=288, Xz/d‘“Fl.904, RMSEA=0.064, GFI=0.850, NFI=0.97, 1FI=0.948, TLI=0.936, CFI=0.947

Table S. Constructs’ discriminant validity

1 2 3 4 5 6 7 8 9
1. Interest sharing 0.78 a
2. Social interaction 038 b 0.7
3. Ease of use 0.49 0.33 0.75
4. Enjoyment 0.29 0.38 0.29 0.72
5. Customer-media participation 0.38 0.31 0.36 0.44 0.81
6. Customer-brand participation 0.34 0.35 0.29 0.42 0.87 0.76
7. Customer-customer participation 0.2 0.37 0.19 0.51 0.39 0.5 0.81
8. Brand awareness 0.17 0.39 0.16 0.45 0.45 0.51 0.54 0.87
9. Brand image 0.16 0.36 0.17 0.39 0.42 0.46 0.46 0.91 0.89
a: Average Variance Extracted (AVEs) for each constructs are displayed on the diagonal.

b: Numbers below the diagonal are the squared correlation estimates between the two constructs.
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Fig. 2. Hypotheses testing results.
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Table 6. Results of structural equation model

Standardized

Hypotheses loading(f) S.E. CR. Results
Interest sharing—~>C-M participation 0.144 0.068 2.122° Supported
HI Social interaction—>C-M participation 0.216 0.076 32027 Supported
Ease of use~>C-M participation 0.135 0.067 2.005" Supported
Interest sharing—~>C-B participation -0.06 0.059 -1.02 Not Supported
H2 Social interaction—>C-B participation 0.318 0.082 3.881°7" Supported
Enjoyment—>C-B participation 0.264 0.063 4174 Supported
Interest sharing—~>C-C participation 0.025 0.068 2.122 Not Supported
H3 Social interaction—~>C-C participation 0.2 0.092 2.172" Supported
Enjoyment—>C-C participation 0.459 0.078 5873 Supported
m C-M participation—Brand awareness 0.33 0.073 4.528:: Supported
C-M participation—Brand image 0.376 0.087 4.307 Supported
s C-B participation—Brand awareness 0.993 0.141 7.051:: Supported
C-B participation—Brand image 1.25 0.17 7.359 Supported
- C-C participation—Brand awareness 0.111 0.069 1.602 Not Supported
C-C participation—~Brand image -0.001 0.084 0015 Not Supported

=611.40, df=284, »/df=2.150, RMSEA=0.071, IFI=0.935, TLI=0.919, CFI=0.934
p<05,  p<O0l,  p<.001

Axrt 2 Jquah W2 e vro o] F ko] Ajo] T} SNS o] FehR*=0.552, F=35.669, p<.001)o1A A&

7t SAEAE ERIBIGI ol gk A= Table 73 2oH, 288215} f34de] FrI7t - elel] fofst JFS

olof we}l 7Hd 7 AR =S mATE SNS Aol HTHR=0.207, F=11.292, p<.001)> #
I mTjolFAE FEHTRE IRIs) £ A7}, SNS F= AT Flgol IAE] ool Foldk FFE VA=

k=
=2 3] %ﬂ&(R =0.660, F=56.232, p<.001)% Al 7o 2 ERdT)
A}

7}
o] o] 8-571F F3AEAIT ool FFE miFen, Au ojs} e Aake w7 FofolA] SNS o] ke A
o HWR=0297, F=17.8, p<001)& BATAAT HoHo] o] Funnh SAHE o8] vlHolel A=, ThE o] &
§ol3 Ak M) A5t BAE W3 F o sl ARUAINEG s,
SNS ool FTHR’=0.607, F=44.740, p<001}& S Bl SNS Ao} Johe FAYE ouAS B FH7T sk
o o1§5715 FENGY 3] TA-BA=Hel] R ATHoE £TH FoAE I HNT & Ak oE
3 FFe mHOL, SNS AT FHR=0239, F=13.625, SNS o] #ofico] wE Herie] Apol7h njal ¥elal, &
<001y FA3Fd fr84d0] aa-Hal =34ofol] F-2]313] 3] SNS o] Hwo] Aol Huwn 25 ¥ 2 IFL

Table 7. Results of moderating effects test of SNS involvement (H7)

Dependent _— Group of high level of SNS involvement Group of low level of SNS involvment
variables anabies B t p R? B t p R?
. Interest sharing 0.123 1.423 0.158 0.354 3.507 0.001"
Customer-media ——g 1= action 0.330 3.741 00007 0.660 0.025 0252 0802 0291
participation — -
Ease of use 0352 4661 0.000 0.297 2.812 0.006
Interest sharing 1.103 1.127 0.263 0.339 3471 0.001"
Customer-brand =g _ 1= 1 etion 0.290 2208 00307 0607 0.092 0911 0364 0239
participation - -
Enjoy 0477 4.154 0.000 0228 2.565 0.011"
Customer- Interst sharing 0.095 0.982 0.329 0.270 2,960 0.004™
customer Social interaction 0.394 2.847 0.005" 0.552 0.004 0.037 0.970 0.207
participation Enjoy 0330 2732 0.008” 0257 3.088 0.002"

p<.05,  p<0l,  p<.001
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