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The Effects of Individualism-Collectivism Propensity, Social Capital, Participation

Activity of Social Network Service Users on Fashion Brands Relationship Orientation

Eun-Jin Lee and HyoJung Suk’
Institute of Arts & Culture -Dept. of Fashion Design, Chung-Ang University, Anseong, Korea

Abstract : This study analyzed the effect of individualism-collectivism propensity and social capital on participation activ-
ity as well as the effect of participation activity on fashion brands relationship orientation of social network service users.
Also, this study investigated the difference in participation activity and fashion brands relationship orientation by par-
ticipation level of social network service. A survey was conducted from October 1 to November 31, 2015, and 476
responses were used in the analysis. As results, the individualism-collectivism propensity was composed of vertical-hor-
izontal individualism and vertical-horizontal collectivism. The social capital was composed of trust, norm, and network.
Also, the participation activity was composed of personal interaction, consumer rights, information pursuit, interest pur-
suit, and economic pursuit. Vertical individualism positively affected information pursuit and economic pursuit, and hor-
izontal individualism positively affected personal interaction, consumer rights, and information pursuit; in addition, vertical
collectivism positively affected personal interaction, consumer rights, and interest pursuit. Horizontal collectivism pos-
itively affected information pursuit, but it negatively affected consumer rights. Consumer rights, information pursuit,
interest pursuit, and economic pursuit of participation activity positively affected fashion brands relationship orientation.
Also, there were significant differences in the participation activity and fashion brands relationship orientation by par-
ticipation level. The study results provide useful information to the marketing strategies using social network service of

fashion brands.

Key words : fashion brands relationship orientation (=}
S

= AH]x)

ANHEH =

==

o] H 2] A43F), participation activity (3r€-5), social capital (AF8]4 #}), social network service (&3

#A A &A), individualism-collectivism propen51ty al

Y ES

1. M =

QEle] 57 o]F &M WESZ AH|Z(social network
service, ©13} SNS) "HI®Y] F84< A= AUAA &
< A7 HAJATE, 3A71delA SNS A" R AdFE A
gl oA BA ot} ol SNS viAI"el tigk Mk <l
o] o|FofX|A] a1 Q7] wiiFo|H, EREE s o

Tl

ro

rom

=
=

tCorresponding author; Hyo Jung Suk

Tel. +82-2-815-0911, Fax. +82-2-815-0911

E-mail: fashionbiz@gmail.com

© 2017 (by) the authors. This article is an open access article distributed
under the terms and conditions of the Creative Commons Attribution
license (http://creativecommons.org/licenses/by/3.0/), which permits unre-
stricted use, distribution, and reproduction in any medium, provided the
original work is properly cited.

194

ool 222l ®
7} €} Hoprct &
o= ZgataL 9‘E‘r :Lﬂiﬂr SNS7
1 Aol RS el e Ag-atal i%s]% ;ﬂo]
SHE 2 AL, ARtE EE tisEhE Qs AL, mukd of
Feleld & 24 SYEe] Ao R SNSo| Aol 7Hst
(“Social Network Service”, 2010)5]22 Jorm 2 A7
SNS vHAIR S Zslelior & Aozt & 4 Sl

SNS= 359 HHAE 7R ARgAkEe] e, AT5S,
AHE 5] 84F o83t AFUACIHe] TFsates A
3 2 YsR= AHZ(Yun et al, 2012)2A], AE7k4] SNS
F Ao M=
o]_Q_EA-l

o)

1l

e
VEHYI gl 5710188 483

&E25 ¥3]7uk(Lin & Lu, 2011) SNS mAIE E4
HAEY B oleldEHE F35(Stutzman, 2006; Yim,
SNS o]-&-z}2] 719134 EX4J(Kwon & Wen, 20103} A}


https://crossmark.crossref.org/dialog/?doi=10.5805/SFTI.2017.19.2.194&domain=ftrj.or.kr&uri_scheme=http:&cm_version=v1.5

SNS o[83)2] JelFo)-RFS] §8) 4915 AW, FHojgHgo] IS BAXFGe) T FF 195

)& A (Steinfield et al., 2008) 2] HAJo] o]Foi4 gt}
A Hople SNSE 243 Hals A9} HElE ZAHKim
& Chin, 2012; Rhee & Kim, 2011; Sun et al, 2011)3FAv
SNS ZH|a} 543 glzol] 7191e AR 2 Fujex, e
T 5% IS (Oh & Kim, 2014; Park et al, 2012),
A AFUES] A olgate] e vk, T4
= 2 AAXNGEH Y-S B3I THChang et al, 2007;
Choi, 2013; Choi, 2004; Kim, 2008; Lee, 2012). #|o]25&,
EQE 59| SNSe} A e BN E Al =, o) &
571, AlE 9 FHEH Fol A7 (Choi, 2012; Chung &
Lee, 2015; Jung et al., 2013; Lee, 2013)¥]%121}, SNS ©]
BA1e] g ARE)A A2, iy 2 B =ele] A
Aol et A7 53 AHojmg olo] #AF ATt 2
THt.

SNS #HA8E- 352 FAUALE 711 AREE o8 APy
Moz YPAE 7PFFrlr e &5S o, SNSE 3l
A RJIARFE BE RS, SRFT 9 AR 858
7Y AAH B & ¢ rh(Choi, 2004; Kim, 2008;
Seo, 2004). ©] EAAFAQ EF-2 SNSolX ] HAXEF
Aol Fost gloz 2gok W oo} o] g1y} 71Xl A3,
=, Q1o o] Akt AlSA AR2o] SNS e Ehso]
vshH, 2811 Al SNS
£ 7129 ARIEAIAYE st ddo] ol AAE oldo] 7t
S oFst o] Bo)a, Al st MMl HR7MA =
SRlsk] AE MQA FEAE o1FL 3lo] SNS o8] A4
gt A= E v R g ARBA AV F838p7] wiEolt. o
o} Zro] SNS o]-8xte] A&} ARF AR, Foids E
Agge] #do] g AOFE S E B3kl SNS o]
2re] g MNAFe] Z& Jekpe] AaoA] HIeA A
1o o] Akt AslA Afio] FAAEFS B3l HA
Balzele] ARG vA= TS BT At o
AEER] kol k. wEba] SNS o] gxEe] TidFe] Fe
o] ke AU derbel ofE AR vEHAE 3
Askerbes aEske] Foledt BN IAXTFES A
Tohs A& e-CRMO| SHlA Fadk Al & 4 Uk

olo] £ 3= SNS o8] sl Aol ekt A
3|2 ApLo] Foj@gol A= FP Foigso] YHEME
HAA G XE YIS BATFO 2N SNSOl HAE oA
Bai=rt olgxiele] #AIE Aslslal fA5] Sl 38 29l
o] FIRIAE FRlstazl st gk A% FolE 53 o]
AFefe] SNS7F Bl Qlths S efsle] so]k, E
Qe Wt oplg} F7te g e} JI2El T, FEYLE F
< xFsle] ATE Zdetaal s, 2l ARFUE A ]
FAgFo] ARUE &5 2 290 %lo} F28 291 (Choi,
2013)0.8 YRt gloms NS o]8ate] Fodgdo] wkat
FAge3} HJHBAE AARA G 2fol7t U=AE 45}
3} g}, o] Ayl A AHRRe] SNS e tigk Are}

Aed g gl lEel B9k ARE Algetess HarY 9
HA=oX SNSE ©]-83F AAHAES A=t ol AFsl
of MRS AT Zoltk

2. O|BX uid

2.1. SNS O|EXe| FHelFo|-ElctFo| MEkut AlslE Xt

221 Z3le] AHoA & wj SNS o]-§x}e] a2 sQIF
o] T2 YR vehd F 9loH, Triandis and Gelfand
(1998)l olahd AFA ATl A BF AeAS Fst
L ARl oA e AAEE shed Wkl [uE
Al 3ol oW AwoEAAS FAISHAY TAIA Alandale|
235k JAAA S 3171 fti(as cited in Cho et al., 2009).
Singelis et al.(1995)> T34 -FHE& FO2 sl 7AF<]e F
G5 AlEslslEd, T4 AT E AR iRl
2A BEES FEhs 2o, B4 MdFE AEA

4
AelozA BEe Pxshe Zoln, $18 guFels Yu

Al
o] ARZ S|V A HE5E AR AolEa
35tk o]Eo] AAS HEE 83 Kahttab et al.(2012)<]
Aol e L8l Tz Qlo] AlFele} FuFee] 2}
olF A, Nam(2007)y /AT Ao A3kt 4m]
& EA43199.2™, Yoon and Kim(2000)S H&=2] 59|

AT 25 Hoh o FAEE e ¥ Bl sl 9=

=
Folx g, Park and Choi(2001)YE 52| o] =2
A 71T Addo] =& Ho 71l B g, vl 3
Ak, AR B4 x, HEAY7|E o)A o7} Uk
32 3T} Chun et al. 2006y /NAA TS Ak et 7ho)
THERAAH WA, FERIAge] tEA Yehdtia 3191
37, Shim(2007)2 7WQ1F=¢] Aol =2 AR /1dE veRd
e Age] 73 v o] Ado] =2 AR ARSEA
= 7A%0] EraL skt ol o] sl
= | &RRke] AEld BAoY o8 53
FHAo] e Aoz 3o

J
e
i

Aol QI o] ke
d =1 = SNS ol gAte] FEolt A
T QFE A Zog Addn
5] o

TEA R friztol ofal 47

p
xe

2
o
o
ro
ofd
X
__):I_!I‘
r
X
I

Z 7FsstaL SNSO| /Ao = Rlal] ARSlE &
A7E HASAL 2le] SNS o]8xte] AIEE Higo R gt AL5]H]
ZE=t), AR A AR FEA| o] ALs)A
B AR 7] BAlolA P A=
e FHE 7HLE THOEA HoxEe] FHE 53
43 BAL Bl EFos AHSHE sR= A, 4, Ul
EQA 59| AlEzF e E47 Aotk Putnam, 1993; Seo &
Park, 2003). Beilmann and Realo(2012)y= AFS]2] A|Eo] &4

®
e
oX,
=2
o



196 SF=7o] 7N 8I8Ix) A19H A28, 2017H

242 Ao} FAo] FoAS AFsIAAL, Chiu et al.(2006)
2 28Rl FEANAY Al Tl i, AR s
2g AAE A2 gfrol TS mE Aolel AT TS
Shin and Han(2009y2 22131 AFYE} AFUAIA B2
A A NS AL A AHE-S P volrt gl
o] Bl=risgle)] FFS vX= o] "ok 38t

228l FEAl= ABE vEeR 3o #AE ATFE
A TRk, ol AL Fife AsAlTle dEe &
B oz} o] 8AE 7ho| MESAE TN 2 vE
A=A AlelEL] A Al AlEA Ao Bt HAl =L
tHBurke et al., 2011; Seo & Park, 2003). AS|H A
SNSellAe] A7kAA AL B8l B s IS (Roh
& Ju, 2012), A3 AF(Chiu et al, 2006; Shin & Han,
2009; Steinfield et al., 2008)0141+= H|o]25- o]gx}e] Al5]
M3} AJolEgrte] ARAFE BABIAY FReL X2e &
YEolzof thst o] o]Fox it} Min and Park(2013)
ARB|AHE0] SNSellA AlHER ] #A A4S A5 & 2
Qelolgtal &1, Kang(2013)2 SNS W 2= ARY
tolE 719 tUdA 88, QAEE =79} AMeo)x] B
o A ARS|ALEe] 2HEI} ATk ST olE AT
© SNSolx 9] ALEF] AHEg =elt Aot oy Hals A
FUE 52 dFo]2h o] 85 e R AL SNSO| 9]
AR ek THAIE AU ) ulEbA £ ATE 7]
ke A=A 2 HHBEM=9] SNS o84S o
©2 3] Putnam(1993)0] AAISH Aks]A 2}Ee] A 71A]

=, WIEHZ, 774, A7 ol9A YE e AS
b o=

l

Lo o AN T o [ o
utd

¢

o 2

JX%" o oz i

o pojo

2.2. SNS o|2XI2| il-o:‘il-E

eglol ZEAE ol &A= AFze T Aakr oy} 2
A FAA] Soln, SNSIA o] 8R1E2] Hojgee v
&t FeE e vk FegEat dEE A ATl
= 5719 AN st BAA 7ERFT, A8F 7t
AFFARBTFT, JQAEE ), H2HE] A FFE A
(Kang, 2013)3tAY AFUE S5HFE FoxE 7|Eo2
AR, 2RAe, JRF 9 A F7E s
W (Kim, 2008), 282, ZAA, 257 el 2pelA A%K
YEeoMe] FdgesS 7313 Arh(Lee, 2012). Choi(2013)

= WAEAE 22l ARUE 508 LHRFE0] A F
€ d9s 488 ARFT, AMH WANE, ARE 55, A4
AA Feoz EF31999™, Wang and Fesenmaier(2004)= <

2l SNS g $717k AuE P sk 71 5715k w7
W/l Aske ARIA 571, St Anle] ahel §312 B
71, AR B8 Aeld 5712 Ttk sk olsth 2
o gyAEvict dasks WAl we Belsl] Bius

Rt e, & 03_ 011*1‘: Ha= 74Tr‘f1E1°ﬂ/‘191 =

Kim, 2008; Wang & Fesenmaier, 20045 EUZ 3}o] SNS
o] g2} %‘04%}%% NALF, ARFT, AAFTF, THFF
9 e G| SHA JdslEdh

SNS Hoighs ] A3 AFLEA Sim and Lim(2011)2 =}
2 B719} e AeH F71, ARFTFA 5717 SNSellAe] A
=4 Foidwol JFS vRITL S, Lee et al(2013)
SNS AH|2= S @I, 2144, BV 154 (deahe
g, A71xE)e] F-8795 o]8-8ol S misiRE slo] e
Lol HA= dFL AT 22l ARUE Foddsel

2 A BERFE AE3 A7 (Ko & Park, 2008014+ #AH
Yelel] 7I9lsled A= oz SEsle ARYATSE 2oud g
He] o Arr} Hrl d9jon, Jang(2012}°— 22l Bl
= AFYEIA 2HRke] JqYds5S AFHA, 254, 4
47 B o FoixE pRsle] E4% Forpt ol At
2A AR ke B sof Ak gl AFde] oo xe 7P
RN =

SNS #8553 FAHEE UE Choi2004)2] AToles &
2l BHA= AFUEY B2 7154, BEATA, SHAlF
A, AL o) FABEo] ZAHEE FAl] Bl 7))
4 2 ez gES mRITha s, Seo(2004)y= 22kl B

= AFUEY] ARAZA, As2A, AFA, vkeA, 53
*é, A Fol AFUE A% % Bils AR 92
u|ZITkaL &k Kim(2008)y 34 AFUElIA o] 8AE0]
ARFTe HBAH FF E5S ol T4E AFYEY U=
T} Zolt &192™, Mock and Youm(2015)2 SNS &
di= AFUE 5ol tish Aed5 dAA e]le] dAEZ
A=), M5 ARUE = SARA S nE W o}
gt #AIFEe] ARYE FA= sAHA FFS mH
Eipi=y

o Fe] AFolME 54 AFoldt Hall=e gt #HoR
PAE 2810 FEAE @ AR uFY 2] QNS
Hol 719¢] nHA" Z5ell % g 8Qlo g Feofsial glon,
SNS o]8-571e} Mu|= BA, /A B4, d5AeA el
FAFol vA= 9
°ﬁbﬂ7iﬂe A8kar

g5l S HA]

[e

ph

=5 ‘H‘tgff}ﬂ‘/]' FoALE FHE]
Lol B AA3tE= SNS o]-gxke] -
102X AT Jete] Adakzt
*]‘-@Vq RS e, FgEd sfHBEAE AR T
o] JPTAE wA T EHN MPATe} Z}Hﬂﬁ}o}ﬂ} 313
gl sAEA =] ou]x] 7RE SNS o]-8Ate] 28 FHAE =
ot o] FHAETF Tostal 281 AFUE Foxol w
2 ARYE 53 50| dEHths A A+(Chae et al.,
2015; Lee, 20052 27E 3lo] SNS o]&xle] FrojaZd
w} FgFo] xpol7t U& AR 53Tt

i yo o°1‘
ui

l-J
0 t‘JO

1

2.3. SNS 0|2Xte| IMEHME 2HA X &k
SNS= #HAIS} F7e] FozA] 7Y BlEA 4]
2l A5 BAS UE = JE FhH, ANTE 9]



SNS o] §3}] ZNeIFo]-FHETS] FGT 25 A, Fofgso] HHANE FARTFT] rlRE= I 197

Ak &= 9tk SNSE S FjA7|delvt
& 5oL EslA 3= 9 (feed-

g 4= THCamarero, 2007; Dwyer et al, 1987; Ganesan,
1994). ol2fgh ;=8 Ao we} ANEL 7Fe] BAE A
&3laal she 9AE ZH B, SNS o84} 7k st
|ho=m A3 Fuid o B e ARG 24E T
o2ZH IAR N Y2 XAl FrtJeon et al., 2015).

719 2 Halso) gk ko] AAREC] YIS HIA|
= g9log= FAA A7ZHKo, 2005), BARAY 5291
(Kim, 2016), A8 2 #2l(Yoo & Hwang, 2014) 5°I
Ao, SNSollAe] AAX = FF 244 (Chang et al,
2007; Jeon et al., 2015), AH]= FZ Q8213 A= 2§
(Jung & Jun, 2012; Lee, 2014) 5°] 9&S vxe o=
W& x5 9tk Chang et al. 2007y sjAEB =] o
FUEIM 9] daargo] BAXTH SFol FFS
ololgkar 3k, Kim and Kim(2012)& A|£2¢] SNS A
o|zo] Feagloz QIXHE Al A A Al5]H Fg,
2 VEHT F2E A8 ol dF(Jung & Jun,
2012; Lee, 2014)0141E SNS AfH|zo)] thal Alge} Akgxt
HEo] AT|BAA G FIFE vA= AR JERton,
Chang(2004) 3| 22191 AFUE M) 2843 &
Yol 5AH ez} Alrjolme] Y nHozH A
A& PEg Zole ool &t

AUl &HRE dide= ¢ 7+=A] Hwang and Suh
(2001)= QIETY A2 A FAlel] tigk a2le] AAR ] 3
TS HAE 8R10 7 o8, AHAH o], M3, &
FA2AS AT Woo(2004)E SAMEA I BRFH 9
EL, BE AT B, AE, A¥2 2 ZY dx 2907

Yl Avjabe] FAR S AT S, Lee

and Park(2013y2 21 AR]ze|A AlFshe ARElAlEA 3
gz 7AA o] IS AR IARA R FES v
oA sioiTk. wA An|Rke] 7| BAR Y A14E0 BA
FAloll B3 AFJung & Lee, 2008; Yoo & Hwang, 2014)

.

iy

Hoob ko X

M= AEH Holat AR PIE Fog FIFRQIOFT AA|
3190, Ko005y= A AL X Zbshs AR 1814,
AEA, AAA Zoht 388CFERE, 4, B8 )el
T AlE], EUS AX A71H AR A0 dF

< T SSiTh

i, 22’1 BAlE ARUES] Aoy Foddso] S
A3 Q21 (Choi, 2004; Seo, 2004)0.2 uelxlo] o SNS
olgx}e] FAAPEe HHABM=o] AAR TG AL 1l
Aok 3 Lol HHEHE ARYE FoAgH=ot =
o] FARFHN BFE AU NE=7F =3 (Choi,
2013; Lee, 2012), 2201 ARYE] G5 E7} AHz-HAE
olo] Al F23 kS Fh(Lee, 2004)y= oA SNS ©]
SAte] el wet BN E AARGGC 2ot US
Aot}

Mo m

3. o7 4

31, A7RY H ATEN

2 A= SNS o8] HojdEol] dFS v Qe
E T Aee] A AElE ARS AAstar, Folg
5ol sFEM =] AR PN FE2 v ¥ o F
oferzol] Wt Aozt e AeR delele] vt 22 AT
23t d7=AE At

7271 1. SNS o]-&Ate] THQIFo]-FeFe] o] o
ZEoll AE TS BAR

A7=EA 2. SNS o] -§Ate] ARRlA Apo] Fejdgol wA]

i

A7EA 3. SNS o] 8AFe] Fojggo] HAHA= AAAY
el MAlE FFE BT
A7 4. SNS o] &Ape] Fojpie] we Fojgdgt o
A= FAAFE 2ele E4 gt}

32 FZEH
2 Ao AEAE SNS o] 8Ake] sl Ao ek
I ARBIA AL, Fogs B sidEAE AARE A9 =

— 0

Pt ATEAGA 54, FoIFE U SNS ol §EA] B

Fig. 1. Research model.

Individualism—collectivism
propensity
s . .. > Fashion brands
Participation activit = . . : .
CRaiana ¥ relationship orientation
Social capital



198 SF=7o] 78813 A9 A28, 2017H

oz et A, ATl o] 42 Triandis
and Gelfand(1998)2] 703} Singelis et al.(1995)9] HE=E
71%= 3}al Chun et al.(2006), Kahttab et al.(2012), Nam

(2007) 5] ATE Fastel 5257 HAFeIsh 545
geFelo] 28 162FOR FHSATE A, ASH AL

Putnam(1993)2] 71'@& ElZ 3} Beilmann and Realo
(2012), Chiu et al.(2006), Kang(2013), Shin and Han(2009)
o A5 Fasted AlE, 4, UEYI B3 1553
2 AR AA, FdeFS Wang and Fesenmaier
(2004)7} A|AgF SNS ©]-8- 5715 WF5Ial Choi(2004), Kim
(2008), Lee(2012), Lee et al(2013) 59 AF= Fx3}o
SNSE 538 Q13 wF, HRFT, AAFT, o7 2 4H]
2kdelel ek 227 o2 AT v, HABHE AA
A 8FA-& Camarero(2007), Chang et al.(2007), Jeon et al.
(2015), Jung and Jun(2012) 59 ATE =3t SNSE F
3 BN =e} XA AE AFstuA} she Aol &
g 5EFOR FASIATE ol 32 BT dU|RA A9E
Fxete] 4 g Bt on, s 23] Fri(15)y el
o 2¥EGEYe 53 Likert HEE AT viXES
2, Fojgstoel] Bt 188 w9 v Holg1 )yl ol
$ =& Holug(5dye 53 Likert =2 &3l on, A4
EAISH EAo] 7833} SNS o] &EAY] 473 HE

2 243,

d

)

oy
s

b

1z

33 XEsE ¥ 2Y
2 AFe w0 JJr EQH, 7o 2Ee, QzEay o
HHHZE 59| SNSol| 71dste] BN =S} 145 BAY
295 S Je 20~40d1 ]ﬁx]—E— e & é%&/\]—% 2
AlBIALE. oRZAE B3l ARAE B vy £
YA, B AP E A2 =2 A5E 8] 98 A
T el Aol AFS 718t As = FAgellM A A
Bl ¥Sg It F 5007 AEE FHsIA=T], SNS
£ ol gstir HHAER=} IAE P e o]8AE 2=
o] SAI7E Qo] AEZRARIA ] 2F %6@6}04 A8E F
Aslct. AERAL 717+ 20159 102 12004 1€ 31€97}
A ViE A=7F A E 0w, A5l s?if 47652 A=E
HAZFHog B A8 B4S SPSS WIN(Ver21)& ©]
f3lo] HI=RA | QolRA AFe B4 t5s]EA (multiple
regression analysis: enter method) & testS AA| ST}
A de] JITF-BAITH 54 AW, 4l HFS
A3l A F3E 7] wiEd B @7.9%) 914(52.1%)
o] H|5 2ol7F IA] YA, A 20~244(24.4%), 25~294]
(22.5%), 30~34A](18.5%), 35~39411(13.9%), 40~444(10.7%),
5~49x11(10 1%)¢] =2 Uehith AFAGe XL(33.2%),
FIN (28.8%), A71E(22.5%), 71EF A FAEA](15.5%)2]
@ﬂ&’iﬂlﬂ, AEARAME HE(63.9%)°] 71E(36.1%)ETt T
ot} solMe g AsH24.6%)2 e Z£%(59.0%)
o] 83.6%= WEREO™, $HAR] 63.9%7F e =2 tiEt

mlm

mlm H

Table 1. Factor and reliability analysis for individualism-collectivism propensity

Factor  Eigen Cumulative

Factor Measured item . . Cronbach's a
loading value variance %
It is important to me that I win the competition with others. .826
ical I feel bad if someone can do a better work than I do. 794
 Vertical o 2601 16258 788
individualism | feel nervous and motivated if someone does a better work than I do. 715
It is important to me that I have a better job than others. 699
I am delighted when 1 spend some time with others. 798
. It is important to me that I get along with others. 797
Horizontal
collectivism I feel good when I work with others. 739 2.540 32.132 785
It is important to be in harmony with groups I belong to such as family, school, 73
or work etc. ’
I may give up activities that I like the most if my family would not allow to. .844
I am willing to do things that make my family happy even though that are the ones 206
ical I hate the most. '
Vertical . . . o 2506 47.793 790
collectivism [ think that family should be united, no matter what sacrifice is required. 724
I think that children should take care of their parents or live together when they 685
get old. ’
I think what happened to me is what I have to deal with and has nothing to do 739
with others. ’
Horizontal I tend to work my way. 679 1.972 60.120 655
individualism T i
If T succeed, I think it is because of my ability. 668

I think I am unique and different from others in many ways. 636
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Table 2. Factor and reliability analysis for social capital
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AFE A ApEe] @l HA Aol mh Table 29} 3] 3749
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138 A (Beilmann & Realo, 2012; Chiu et al., 2006;
Shin & Han, 2009)2} fAFH A2}

4.13. FALF

FolgdFe] QR4 AFoA= Table 33 2o 719 &
olo] FZEQ Y, 891 1 «lFwH’, 89l 25 AH|AAU,
2931 32 ARF, 29l 45 FTRFP, 82 S5 AAFT
2 WHsIATt olF 81 F WHHE 72.797%313, BE 3
Eo] aIgto] 0.5 oo @A AAE 32 gllen, 2lg]
A7t 700 oo Z2A vlwA E=A el o] dike 9
A AFUERIM 9] HeES 73 Kim(2008)2] A9} #
ARl oH, SNS o842 A IFE AL MR &
T T W o ARFT, Zv] 2 AAFT 5o €5
sl AT

AN E FAXFEY QQEA Ao e Table 49} 7+
o] & Qgolo] FEEAA, SNSE E3F A=A =] A<l
2 ol Eo| tigh x|&3Ql 3], sjdEAE o] AAE A&

Factor Measured item lz:z;zrg 5532 SZ:EE::ZV; Cronbach's a
Friends from SNS do polite actions that match words and behaviors. .863
Friends from SNS behave truthfully to others. 822
Trust Friends from SNS keep their promises to others all the time. 812 3.958 28.274 916
I can trust most of friends from SNS. 754
Most of friends from SNS are honest. 747
I can work with friends from SNS to solve the problems. 823
I can help friends from SNS without any reward if they ask me for help. 748
Norm Friends from SNS can help me fight against unfairness. 748 3.539 53.556 .889
I can ask friends from SNS for advice when I make an important decision. 746
I believe friends from SNS will be helpful when I need some help. 673
I can be interested in things happened outside area I live in through interaction
with friends from SNS. 842
I feel connected to many people across national boundaries by establishing
Network relationship with friends from SNS. 762 2232 69.500 743
Some of friends from SNS are friends I personally know. 707

I feel I am part of a larger community by interacting with friends from SNS. .500
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Table 3. Factor and reliability analysis for participation activity

Factor Measured item Fact'or Eigen Cun.nulative Cronbach's
loading  value  variance % o
I have met with friends from SNS offline. .864
I have promoted friendship with friends from SNS. 855
iif;::;?ln I hi:ItlerSaI(;ts\fvith friends from SNS in other ways such as telephone, messenger etc. 206 4148 18.853 926
I am friendly with friends from SNS through active personal exchanges. .804
I feel intimacy with friends from SNS and share a little thing too. 707
I have posted requests related to fashion brand products. 835
Consumer | have given advices related to fashion brand product via SNS. 832
rights I have posted my rating on fashion brand products via SNS. 759 334 34969 B8
I have made complaints about SNS operation. 701
I am getting useful information about fashion products or services through SNS. 828
. I am getting useful information about fashion trends or must-have items through SNS. 784
Infgﬁ;‘::i‘fn I have exchanged interesting information through SNS. 706 3.407 50.456 870
I am freely exchanging opinions with others through SNS. 706
I share my thoughts on common interest with SNS friends. .645
I feel happy just by connecting to SNS. 831
Interest Using SNS is so much fun that I often lose track of time. .808
pursuit Having a relationship with friends from SNS is fun and interesting to me. .646 2392 62240 8
A new and exciting experience through SNS makes me excited. 530
I have participated in various events on SNS .840
Economic | have participated in on/off line events of fashion brand through SNS. 716
pursuit I have made purchases or sales activity related to products or services in SNS. .601 2322 72797 786
I have purchased fashion brand products at a bargain through SNS. 544
g o)l Bt EFOE FAH O °‘°1 FHAEN= AARGF FFe T3S 3= Table 59F 2t} Foidse] <l
olgt Wralith. 2919l F WP 66.638%A0L, e F AuFol teie FE AT (=2460, p<05)eh £ F
5ol a91gte] 05 oS Hej 17451 T figlen, 413 F)(t=4.768, p<.001)7t B+l BFE WXL AN, +F

A% 87524 vlmA BA vek.
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4.2. SNS 0[&Xt2| JHQlFo|-Flcho| Aeko| FoiE SO 9] (=4.878, p<.001)} T2 H52](=4.357, p<.001)7}t
OjXl= ¥g
SNS o]82fe] FHQlFe] ko] o] FA&F A= HX 3 Y,

Table 4. Factor and reliability analysis for fashion brands relationship orientation

T NRIF2](B=225)0] FFHol 71 l‘”‘?}ﬁ

. Factor Eigen  Cumulative  Cronbach's
Factor Measured item . .
loading value variance % o
I am willing to continue to participate in fashion brand campaigns through 343
SNS. ’
Fashion brands Lt helpful for me to maintain a long term relationship with a fashion brand 831
relationship ~ through SNS. 3332 66.638 875
orientation I am willing to continue to participate in fashion brand events through SNS. .823
I am willing to share my fashion brand with other friends through SNS. .820
I am willing to continue relationship with fashion brand through SNS. 763
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Table 5. The effects of individualism-collectivism propensity on participation activity

Dependent variable Independent variable B t F R
Vertical individualism .002 .041
Horizontal individualism 117 2.460" -
Personal interaction e 8.900 .090
Vertical collectivism 227 4.768
Horizontal collectivism .013 274
Vertical individualism .073 1.533
Horizontal individualism 225 4878
Consumer rights _— 15.339 135
Vertical collectivism 203 4.357
Horizontal collectivism -.147 -3.249"
Vertical individualism 114 2371
Horizontal individualism 101 2.170" .
Information pursuit 14.075 127
Vertical collectivism .030 .640
Horizontal collectivism 238 5217
Vertical individualism .088 1.788
Horizontal individualism 078 1.651 .
Interest pursuit o 8.332 .086
Vertical collectivism 160 3.347
Horizontal collectivism .068 1.466
Vertical individualism 124 2.519"
Horizontal individualism 081 1.689 .
Economic pursuit 6.721 074
Vertical collectivism .088 1.836
Horizontal collectivism .067 1.420

p<05, “p<.01, "p<.001

), A AHEL 13.5%01A0t AEFTol= 2 7HR1F2
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Table 6. The effects of social capital on participation activity

Dependent variable Independent variable B t F 'S
Trust 255 4787
Personal interaction Norm .146 2,566 52716 317
Network 284 6430
Trust 183 32457
Cor’ilgsﬁzer Norm 219 3.641:: 49.132" 238
Network 184 3.544
Trust -031 -555
Information pursuit Norm 288 4821 23592 251
Network 311 6.713""
Trust 192 3726
Interest pursuit Norm 246 4454 88.090" 359
Network 286 6.680
Trust -.046 -.787
Economic pursuit Norm 313 5.001™" 33.842" 177
Network 201 4148
p<05, “p<.01, " p<.001

UIEZ(=6.713, p<001)7} H(+)2] FFE R AAL, 7+ FTEAYAE AT F UEF SNSE ’2%—6}101: & Zlojr}.
H(p=288)Hrt UESA(B=311)2] F&He] 1] =okom, A ol AR AHZo] SNSellA o] FojdsS woled o] T
A AmEe 25.1%e1%0t}. SHFellE 212 (=3.726, p<.001) 83 2R1ds UEple AR, ARl *@Jsﬂg} A=, Tt
b Tt (=4.454, p<001), MIEAZ(=6.680, p<001)7F B(+) ol 22l FsAclx el Axgfeoll dg= mIA Zloletal
o S VAT IR, MEAZP-2800] FFHo| 7P FAT Chiu et al2006)2] AT FARE BHAA ol %
wgkon), A MWL 35.0%eI0Tk PO R, AAFT ek et A=) A4S wﬁ@} BAFT BEle 9%
= TPH(E5.001, p<.001)3} WEHI(=4.148, p<.001)7} H+) S UHRA] e Ao Z YRt o] SNSOA AAE 9
o] PP WAL AAL, YELA(B=201)1E T} 7 (B=313)] A Se ATES AT Wla} o gus AU
o] T Ekor], A AWe 17.7%e19I0 BAH 85 s Yo A 9Fe] FEHA 2
olgel ATE aokshd, SNsolH HHASS BAS R gl 2 5 gk
3 ke o8l A SNS ATES] e A Be5E
AHuFo} 2R B FrEt Sgo] oA UL, 4.4. SNS 0|8X2| Eo{EtS0| IMEHE ZAXIZMo| 0|
TFHH UESZ/T 2275 SNSE &3 & afiel Avx Re &
of, ARF, FHFT, AAFT T2 Foldgo] =oAL %) SNS o] g#}e] Fojd-go] M= AARAF Y vA=
Atk F, SNS o] &AE0] A} 1, YEQA 5 A4 FEFS tF3 AT A3, Table 73 7ol LH[AFAY
AHES FAETE FoidEo] oA e RE saEA (=3.695, p<.001), B HFF(+=4.536, p<.001), Z1|F7(+=2.763,
TZoME A=E F 5 A, AAEA B F 5 o p<01), BAFT-(=7.509, p<001y7} SHHEME AAR] Ao
Table 7. The effects of participation activity on fashion brands relationship orientation
Dependent variable Independent variable B t F R
Personal interaction -.067 -1.505
Fashion brands Consumer rights 172 3.695"
relationship Information pursuit 209 4.536™" 744117 A42
orientation Interest pursuit 130 2763
Economic pursuit 345 7.509""
“p<01, 7 p<.001
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Table 8. The differences of participation activity and fashion brands relationship orientation by participation level
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Participation level

Classification Low group(n=349) High group(n=127) t
M SD M SD
Personal interaction 2.590 894 3.162 871 62217
o Consumer rights 2444 823 3.091 871 74607
Participation Information pursuit 3.183 703 3.698 597 73447
activity .
Interest pursuit 2.923 7124 3.480 751 -7.355
Economic pursuit 3.113 719 3.577 717 6229
Fashion brands relationship orientation 3.184 631 3.627 593 6876
" p<.001
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