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Abstract

Purpose - This study aimed to identify the sub-dimensions of fashion social media quality (information quality, social quality,
service quality, system quality) and investigate how they affect purchase intention through fashion information use behavior
(information acceptance, information diffusion).

Research design, data, and methodology — Data collection was carried out twice for systematic verification of the research
model. In the first data collection, the reliability and validity of research variables were verified through 238 respondents and
questionnaires were revised and supplemented based on their responses. In March 2018, the final survey was conducted
from 755 respondents the age of 20 to 49. Using SPSS 23.0, descriptive statistics, exploratory factor analysis, correlation
analysis were performed. In order to test hypotheses, structural equational modeling technique was employed using AMOS
23.0.

Results - First of all, fashion Social media quality consists of four factors including information quality, social quality , service
quality and system quality. Second, fashion Social media information quality, social quality , and system quality were shown
to have a positive(+) effect on information acceptance behavior, and social quality , service quality and system quality were
shown to have a positive(+) effect on information diffusion behavior. It was also determined that the acceptance and
diffusion behaviors of fashion information through fashion Social media had positive(+) influence on purchase intention.
Conclusions - This study holds academic significance in its identification of the components of fashion Social media quality
and for conducting an empirical analysis on the causal relationship between fashion information acceptance and diffusion
behaviors, and purchase intention. The results of this study indicate that fashion involvement is the key factors in
determining the quality of Social media, the acceptance of information through Social media, and, by extension, the purchase
of fashion products. Practitioners in the fashion industry may use the findings of this study in order to build more effective
Social media strategy.
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1 5842l Z=2%Hel Z{0[CKChoi, 2016). Of= 7§7lQle
g0l HE =+ U= Jksds Qblshr|= SHEkPark,
2018). ArEAE2 AHOILOE &3 Y=E M 37 4
Ao, BAE MEA dotn 0|f 2yFo=z ZEolrt
(Shin, 2017). O|= EfO|ZAEUQL TRICIRC| HelE OF7|St
7|= otCiJang, 2018). 2~H0[C|0f2] 20| BIOMK|HM At
AHEQ| Z|tiet 74 &M =OtK| Ut of2ist 7ot
giot HE0 YEO| 3+ HOM Fo FERAUO| F[EHM &
Z0|c|ofe] ZHI=0| oSt AREAe| E7teb 7|CH7t FOHX| 1
QICHMun, 2016).

7|8 A olzist Helo| MIHo=2 LSSt nAL AH|Xet
o &8 YWY, OAE, Ty, S22 =72 A40|CI0E &
YHS NUSHH A=t Atk mEMHOME THM

8ot
QIEF ANM(influencer)2| FE0| F=otu QJUCKKIM, 2018).
M 7|2 AH0|CI0lE Sl 12t 2850 HAE HY

7] 8l CtYst =25 st UCHPark, 2018). M AMO|
C|0{o| SHA|EHL ‘#SeeNowBuyNow'= H3}O| X|HO|CE AM
OjCjoje] MA|ZH HE HES| Z]E Qls] AHXIE2 s
MES A LSRGt S LI=7F AR D, TiE7| el X
F B "Aol HEE JIMLCHYu, 2016). F, AM0O|C(O
Mool E7E SFAF SESILA At MEZ =
Z40|CHMun, 2016).

A40|C|0E &8st AH|X7F AMO|CI0E AFEE0|
OlM E238tA QlAl, X|Zst= Zof| CHst o2 219 7|CY
£ FF517| /s EHol2tn & 4= UCHALN, 2013). 0|2
Qlsff AMO|C|0f 0N FS2SHH X2t 7HKIE Bfdl=
EH0| Cyst A7of CHgt 0] =OoFK| QAL
AHM0|C|of SO Cfst MEARL= AM0|C|of ES&p o
, 0|8 3! dWFo|zo| FgatA, AMO|C|of S20| o|O|X]|
of OjX|= g3, SHO| Cist Q1A o7t SO IR E HHHN
QI AMOCI0E CHEALL 337|3, MOjMH|A, 2H, =
dYEotoMe] HFTEO|CHCho, 2014; Choi, 2017; Hur,
2016; Kim, 2015; Kim, 2017; Ko, 2012; Lee, 2014; Lee,
2016; Shin & Ji, 2014; YanShu, 2016).

o MAE 0| AMD|C|ofof et A= SSA ZTOM
OAE EFEMe| Aet mid AH|Xb ZEO|AMel A40|C]|
o &80 Cfst Aot ok FHEHCE AmEH, IMEM
E ARLUEl Ad0Co #Hofdza Honzuat HAt(lee &
Lee, 2011), Ifd ERIE FHC=Z2 AHOIC|N0 SHSH=
oM AEY 2M(Suh & Kim, 2014), AMO|C|0{0|A{Q| TiM
ZHx M ZF(m, 2015), HO|AS 0|837|, 4z=&Ed
oF oM HE A, FOielze| FEEtA AHA(Park, 2014) &
OF AH|Ab BHEQO| AH0|C|o SRt 2HHE M= 0|58
AHO|CL

OjM 7|Ht AHM0|CI0e X|ZE EX-ut JE0|8E, oj
O|=o| QIntatAof CHsl FAECE FHE 2YE HEoE A

= AWK CHEOX|X| ALt Olof & A3t THd AH
O|C|0lE O|8dt= M AH|XPIF X|2SHe i AH0[C|of
EE F4a0lE goli, M A~-d0|Cjo] 0| HMFEE Of
SUS HE,81 2t FOe=0f O/X|l= BAHE +x2H
oz SR St 2 AFE S WM AMO|CIoE
=285 AH|XL A AT 7|EXIRE MISta, oM AH
O|CI0lE Sl oM Feo| =&, eitgai FFOje=E Yo
717 st T4 Ad0|Ciof EH MEE0 =30| &= +
H&Ql gotg KAt axt SHRACE

Ib

2. 0|2 iz
2.1. 240y 22

A40|C|oje] EHE NAE & 7|sH BEHE s £+
ACKShin & Ji, 2014). OHX|E S Al2|dE|Etd HHeZ
A40|C|0{7t 0|80] XIFEL, OI8AE 7t HE 8 d¥E
SHotN, S QIEHMO| Ztsst HFRLAOM =70[7|
[[§ 2 0f|(Kozinets, Valck, Wojnicki, & Wilner, 2010), Al3|d =
Y 2 MHA EHO| FEAA”S oM S &2
"2 CHRO{X|1 QUCKShin & Ji, 2014). 7|sX 22 FE
S ZHOE AMEQ| 80|Mo|Lt st AEE = s
HEo| Cfst EHE FE EFH, Al2"H EF, 2HHOA E
0| RJCKKim, Sung, & Jeong, 2007).

FEAA” S0 2ot ST0M YAOIE EH0| F2 A

N, CHEXS eLone an cLean o M A
T, CHERESZ Del d McL 1992)0| ™MEA|A
B MZ DE(IS success model)0| RUCt DelLone and
McLean(1992)2 G2 =8 BMZ Sl HEA|AEY H32
flot FHaAE FEEE, AAEEE, A, B, Jjeidat
ZAMGNE FMSIQICE FEEES Fed, o0, MAlE9|
HE Ao 2HEE Jo 2 HN, A|AERHL FEE it
Ste FEAIZAHE O XtHe| EF2E FoSIRACE HEA|AH
A1t BHE2 FHQt HE =89 42AECE 0[5
1, o|2fst 7+d 2ol HECE FHE AAH 43 Z¥EE A
AlSHICE o3 ATXtof 2o EAAH d322 ZEO|
a5, HY, ZHEL|QUCE Pitt, Watson, and Kavan(1995)2
BAAE HEoYo| 21 749002 Y B, AAH 2
Ao 029 MH|A EEE =gsliof oot FHSIRICE

ZZ AN M= EFH Q02 AHEHEM, Shin and
Ji(2014)= 2= EF, QHIo|A~ EF, MHA 2%, #44d
22 AH0|00 EEE FHSIRCE 2Hx R Z[49|
ZH= XS, 2HX W&o S0|2], ZH =X 80| CHyst

2 1

;

—_ - [
1 R, X WE0| 7HE5 Y=g, BHX 80| =

AN, HAEY S22 FdE0 SFEACL QAEL oA EF
2 PC, ZHIY, HEZRMOAMQ| 0|8 X|&, AZ0|CI0{0]A
23, 2, AO|E ¥ K&, 2HIXQ} QlEmojAS] MY, ¢
AIO|EOf| =ESt= Al7te2 HFEIQUCE AMH|A SR AMH
ot MH|A HE, 1 Q70 Aot BhE, 2HAIAH AE|
SOE FFEQCE 44 S 4=EE10 XA 379 X|H
HE, AFEXE E24A oE, YAY 2oz FdEof £F
Z|ACL Lee(2014)= ZEH 240ICY EEHE o B2 &
H 14902 Olsi80|Y, Fehd FMECE, A" EH
THR012 DY, 08804, AHHHeE, MHA EF +
ge0lg 3%, Ht8, slez FM3gct Cho and Kim
(2014)= FEEE, MIHEE, MHAEEHZ Fd3IRALCE Hur
(2016)= 2H0|C|0Q| FEXMSAIZt MYst= FES| AN
ol EXN AE0CI0e] HEE HMIsts FEXNSKO| CH
ME|Z JW3} 7tsd B HEOR ot EEE TMSIRICE

YanShu(2016)= e EY M2 Y, 984, HA
N, oEY, O#rtsdoR, AlAY B PHelg JsH,
PN, HOMom, MHlA BT 14202 UM, Mal,
WIS, Bk, HANOER o 20|TIof EXS PN
%20 4TS MTED, AEHOlA SO Ot XA =

A= A2 € + Atk £t AHY0A FRHE gt
A7 ZAE HTEH, Shin and Ji(2014)= 2IHEO|A FE

U



Naeeun Kim, Mi-Sook Kim / International Journal of Industrial Distribution & Business 9-11 (2018) 25-38 27

-

oH AR RO {oloh Y2 DIX|X| fi= ALE Mot
S0, Lee and Kim(2013)2 QIEL0|A ZXE SS9+ &
4, HFRLT =2 FYE gt arYFHoletn 2M5H,
Tast FEHY0| ofL2tn FIYSIACE. 0|Qo= Kim and
Hwang(2012), Ahn and Han(2011), Suh, Won, and Hong
(2010)2] AFOME QHIO|A FEH2 BF, Y22, F
ojel= S0l felst Fet2 O|Xl= Qfl0| OfLZk= Aot
LEZCh MEte 2 SF0iM= Emojx FE2 A40|C|of
=222 FHUM H2lSHAC

240/Cjoe] £ T XY 4% st FEE o
A X2t AeA| oefd £ 20| Atz|d=EO|Ch
JdeiLt AREEEES ZeAZl g7= 2 O|RO{X| 2
UX| @2 HZEO|LE Al2|dEEE ¢ttt Cho and Kim

OF.
rir

bal

(2014)= ZYEESED MHAZEEC AMRHFR0| F0He:
Lp FHolz2 Z¥ot AFH E=0 7Y 2 I DXl

EZQQlol Aoz 2M3IRULCt Ko, Kim, Jung, Oh, and Lee
(2011)= AtS|HEZ0| SNS ArE9| BHEEIf X|&H 0|89k
of 23t F¥2 F= T 2QUS HACE M2t ARl
EXZ2 2 A7l EEQlo=z FMTIAALL

0|0 & HF0|AM= DelLone and MclLean(2003)Q| HEA|
AH MEZ YA AR EF 2000 HEEH, AAHE
2, MHAZE0 A40|C|0je] M8t BAE AMR|EE
=

22 F7I5t0] T3St

22, ME O|R3M=

>

Z0|C|ofE Sot B2 0|8dE2 23X
o= L= # Atk EE §7|T o= A2 258 F
HI®@SO0|, ofHg THS0f CHE AIFHOIA S+ DXl
M=% Ql 245 0|CHRha, 2010). Shin(2016)2 HE 0|
= 3TAZ LFQUTh B2 gM45ia, gMsts b &=
o gEAH Bl 230 BE 2ASESE, BRI X|AO|Lt
FEE SHots TAQ EE22 FH =Es, A8 M
2 AEet §RE Wdsto] PRESkE HIEQ HHAC #
S0 2 YuUES, oA 3tHACl dZ22 FERSIACL
Seo(2015)= H=Ho= ofHE AL B S/ 32
sitgrsit gHELE oHE 8%t 230 dse +8%
S22 0|C|o] O|8™RIE TEXIULE Rha(2010)= SNSOfA]
FE 0|8¥sE AM, 7l 27| 32 = =Su Sz 2
71, Huzo|et Hy SO 2 =itoz FOISHRICE ofXY
MEX= ~20|CI0E 83 Y=E ¥, YEE Li+0, Cf
£ AEA SRots 52l 0|8dSS BHCH(Shin, 2017).
e 2 A, 282 ?¢ 240|0o 0|8ds Eot
Lol HEez EX| @4, ME=istol dmaE 227t Ut
Z dT0lME M= ~40|C|ofe] o|8Xr S B T
o= Yoot ATSHAR|T, o= AL UCtD X|HSH=
Xt=0| BCHKim, Shin, Im, & Lee, 2013; Shin, 2016). [2tAf
BEHA AE2z2 BEE HeolA +8dts 01889, +8&dt
230N O Lioprt FEO| ditktz H=HMQ HAIXIE
£0] U= O|8HIE L0l 27 Zayo| H7|=Ax,
e[ QJCHKIm & Lee, 2011; Shin, 2016).

WS M3

02 SN HI 02
o rjo | ofn
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bl
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rArarr

2.3. FO{ol=

TOiel =2t aH[RRe| ARE|ALE O dEl= Ol oS0

Cheh ol== 0|0 Ccheh Bz, 41E0| dSCZ2 FAHE 754
ozt Hojgt £ QICKHEngel, Blackwell, & Paul, 1994;
Fishbein & Ajzen, 1975). 2214 0|A Q] FOHC|== HALO]
EE S3l0] o|gX7t 4= 00 thst 7tsd =& 2lOgt
CHPoddar, Donthu, & Wei, 2009). Hoffman and Novak(1996)
2 22t2oMel Foiol=E SFH0 ANMe= 2 =2t
22 SEE U dRIE FYoHOF ot FHSIACEL FOie|
= &= FOjof| Cist ofRolLt T, EFRIOIAl FHSt=
ol S22 FHO| 7Isstd, FAFZES oFsH|0 Mzl

o| GFL0olM Fofoll ZTHEQl Fokg DXl 2FRUZ
HEAH AFRE|D QCHAhn & Lee, 2002).

YEAN2E T 2812 4T0 2HEE 2N AFZo ==
TOjo|=Lt MFojel=2 =™E|ACHBae, 2013; Hausman &
Siekpe, 2009; Siekpe, 2005). $Zo|z== EX CHANO| CHsH
AL HEE Hdstd, AM8QlEQl SOl § &F 0Ol
o AFE StHe= AREAY 7|, MEt QXE ot
(Boulding, Kalra, Staelin, & Zeithaml, 1993; Lee & Park,
2005; Madden, Ellen, & Ajzen, 1992; Sommer, 2011), 7+H,
M, XI&H 0|81 fMHQl MEY S22 ZHFSIACKBoulding
et al., 1993; Zeithaml, Berry, & Parasuraman, 1996).

Sung and Ko(2013)= SNSE E3l| HEE HAMsI= 24l
2H[RRO| CHEE AHFOM HSOE=E X|EH O|82=Z mpof
SISLCE Cho and Lee(2014)= THIY FHHA AFOA K|
MOl FOfol:, HMoEof FHO|EZ ZYSIALE. LT Lee
and Nam(2015)2 QJAIAH|X}O| x| SNSO|E0| FOjAF
E80| B B, &7 & M ol 7ted Bk, FHAM
HEOA T Y= o ¢F2E FOi=E SHIRAC

3. GRBE U I
31. 942y

2 Q7L MY AMOCOE S¢f HM¥ES B
TR TIMAHTE HEO| Cft SN AN MY oI
2 =02 T4 A80/c)of STo| MY 0|8HS, Tofo]
S0 DXl QImBAo| Choto] <Figure 1>7t 20| HREH
2 st
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Figure 1: Research Model



28 Naeeun Kim, Mi-Sook Kim / International Journal of Industrial Distribution & Business 9-11 (2018) 25-38

3.2, A7

AH0|C|0jQt 22 FRAAHNN EEHQ0E 5a5HA ¢
Te[0] RAC SHLISHH AHdD|T|of FEE2 A40|C0E 0|8
St= AMEFSO0| A20|CI0{0f T3 ol 7HX|E S5 A
ZISt=XE EOF7| MiZ0|o) %2 o FEL BME FHE
Of Chet HER0| £40|CI0|2 FL@0| 0|5 oM i
7|dt A40|C|ojo] Z2Hof Ot A7 SQsICte g DS

YEANLE 432 7|0 HEALHS J|2X 5O
FYESED AMLAHEZEO| HEALH AMZEAMOIE Y2, &
M, HEZM, EWMM) = AMEAL BEO| RS OX|=
Hdo=z LIEMCHDelone & MclLean, 1992; Seddon & Kiew,
1994; Seddon, 1997). 7|&X =[Ol EML AFEXI0|AH %X
otEl 2212 gdg MIdsh=dl A0 IRt Jgg ot
(Hyun, Kim, Nam, & Kim, 2014), &~40|C|0{ AFEXI7} HE
2 B, BRSE AT =S FY & UEE o # of
Lzt B2 S 230 ZYSHA $HCHGao, Bai, & Park,
2014). O|& QHTASS MHAENES %7t TAsI0] HuA
A8 AR e UES ZHB|0{0F $HE FEBIHCHDeLone
& McLean, 2003; Pitt, Watson, & Kavan, 1995; Prybutok,
Kappelnan, & Myers, 1997).

HAOIE FEQOIo| Hrtesadt 7|7t £|of A40|C|o
EE 9N MHAZEFO| ZotE HEA|AY Jd32EES 7|
o2 ABSH= A7t 2uds| TAZIRACE JHHE HEALH
43 BN B AAHEES "R, AA-”, MHA EFHO| Of
off EItE|ofX| 1, O] 2E Sd2 AME, AB2Zet AEXIS
DHEZ0| Fe2 EChs AOICh T AFBO| ZMEAM, o
ok 0]90] OjX|H 0] Ao FHYHOIE =0[Y2
YEAIAH 0|80 FeS D|XICtn LIEF{T QAT hur(2016)
2 2~H0|C0E &3 oY HEE EAMSt= O|ZXIE e
2 ot HESEN L4000 FE MSA| gt M|, "2
ST 9 A AFoM YEZES FYRO| Ly,
Yol MAEY, YEHO| ooz FESAL, A40|C|ofo
M HEste RO dzlet FE MIA| oist MZ| §2=
FYoh AU UR[0f Y(+)2l F¥ES LIEMHCE FE M3
Xtoll oot dl2le MHAEED AR Q0j2 siMe = U
1, 2 MSAo| tiet MEZl= R SRz F(+)e I
£ OJXCtn S}YUC} Petty and Cacioppo(1996)= MEXQl
HRLAOIMM HER| Mel= HEo| =81t 22 JIHard
2 SSiM B HSE O[F0 WCtd SIRICE mEt & =
DelLone and MclLean(2003)Q| HEA|AH MEZ 2H(IS Success
model)0ilA 2 E40| AHR0| IS DRICkE Z¥HE EfiZ
StRA, AHE0|TI0] ARZO| st M AHFE Higo=z ABS
FE4+go= 510 Chga 22 7 12 2ESIYLE

HIt: ¥EEYS Ye480| H(H FEe 0lx olt
H12: ASlSETL Meagol Hel g2 0ja ol
H13: AHIABE2 Hubg0] H(Ho Y3 0jE Hojct
H14: AAHETE Yu480) H(+)o IS 01 ol

714 2= EHQ0 & ZAda d=d, 318 4™ 7K,
A0/ ZY JHK7F =24 oo |folpt gEE DACHD &
A5t Lee(2017)2| 12} Delone and McLean(2003)2| =%
20I0] AIE0 Fgk2 DO|XICH= ZLtE HIECE MBS HE

o=

gioz 21 CHgdt e JHd 28 MESINC
He_1: HEENe Mol Hel ¥ae oja Zolct
He_2: AfelMERe Fee HHel Fee o Zojtt
H2_3: MB|AZTe Fee| HHel Fee o/ Zojct
Ho_4: AAEIERS Heeiol H+ol Fete 0/ Zojct
M 7|t AM0|Cioe] HMEE O|8WES O8I §
HE w7, =M So| Wl T ARISOA XA X HEE
BQee #eIZ Lts 4 QACHKong & Sung, 2014; Park,
2006; Rha, 2010; Shin, 2016). AFRXISS AMO|C|O0)A] C}

Fob OHAIE ARUAOM ZHIXL; MZ, AMH[20] CHSH ALEH
=2| AAES Fota, 2 A= ME 52 MH2= Y &4
AStol FRE EAMSU, FHXE O0|8%TCHCho & Cheon,
2005). Y& MOl +=F0| 225 YL/ MRSl 4
SEE0| #WSHA O|FOTC= AE  2OIBCHCho &
Leckenby, 1999; Kim & Joo, 2001; Park, 2014).

Lee and Nam(2015)2 SNS ZZut DHEE, O[89, FOH9|
0| QIIEA0A SNSE XISEOR 083l O[3 SNSS
2g3t Aol =0t Mool Folgt Y DFICD B9t

Yol +80[2t 02 4 Y TN BWUBHUL ofE, s
o d Haz HAL|RACE Lee(2004)2 717 FEO| =81t
TOHo| == O ESICHD FHSIAL, 2eteldo| AHPE
7t HMAHAHES| FONIEE HTITHIL EHRACHChatterjee,
2001; Park & Lee, 2014). Park(2014)0f =M SNSL{ AtE
A7t SEE BAMSIHAM 2OolLts H43AHE2 FOISZ0 &
olgt Feks DXLt SRACE Jang(2014)2 £A&0|C|0jel
H YR =82 FOio=0 F(+)2 IS nXntn 43t
Lt Delone and MclLean(2003)2| HEA|AH H& ZHO
ME A2" ALE2 SEA, 28F o|dg B t=tl,
JHQIE el o]0 HBHEl 0|2 AL zol AEO| FES
O|XICH SHRUCE M2t 2 g7l MAATE HIESE OF
o 22 7t 38 27YSIALL

00
O ot

In

Ha_t: HE482 POjoE0| H(+)2l S OjE ol
H3.2: et ROjoEof H(+)ol FFS OjF Holck

3.3. HHo| ZAH Holot £

718 A40|C|0ls 22t28 S5t0] CHE AMREnt If
H oA 20E ASSh= 222 O|Cjof MH[A=2 DiMu #
AE FXE HIECE ASSHs IjM EHHEL; IjMAH FE
£ HMSdte EERY0| St AHOICI0E Folotgn, 1f
A AHd0|Clof 22 I HE 7|4t AH0|C|I0E Sdf
Mot 2HE HEE B, 288= MAH[XEIL X|2fst=
Hol2td FolstRict 2 ATFo|M = Tid 7|8 A40|C|o
Ho| HE2 HEEE MIEEE, MHAEE, AAHERE
st 2t SH-0f CHs okl 7EX] QA X2t 7HE HESt
AUCL FEEEHE 240|000 MBSt FES| &1t =
Z(Shin & Ji, 2014)22 HEA|AHO| Q8 HEO K= ME
E9| EXE 2|0|stH(DeLone & McLean, 1992), HEO0f CHdH
A0IRHZ FHX| A XZYSH=TES LIERHCKYanShu, 2016).
o2t 2 AFoME 2 SEE AH0|CoE Sl IEd
HE M= DjdAHIXZE FHEO Ciet S22 XSt X|

O o 2



Naeeun Kim, Mi-Sook Kim / International Journal of Industrial Distribution & Business 9-11 (2018) 25-38 29

Z5t= Ao 2N Ijd7|Ht AMOICI0E S N3E= oM
HEO| EM4E X|&t= HE'E HOISHRALCY.

oMEA F=HE ASsHE A40|C0e] X2 YHHXO
AM0CIo] SHEEL & O A[ZAQ EX0| ZQ5Ctn Tt
[ HEEHOM AZEHO FHEEIZ ETA
2017). T{M7|8 ~40|C|1 HEEHS FAUEE
028, O, 3£, f8%, OB80[deE F/dstRALY.
o710 m{M 7|8t AM0[CIooM AlZEQl HE SH0j| CHt
Eot2 ojMofs, 24245, oedUs Fdstgct

ARl EEHES FEE o, Azl EHHel gdant ojofx|
290l, o[EtF2o|o| el Sa5tAH X|Zsts FEO|CHKo et al,
2011). A~40|C|of O| 80| FO{F ZHAIO|A XHilo| £2 o|no|
XE dY, SXSHHM AZZE Z|A St, CHE O|8XIE
E2 = s EXE Qojgitt 2 ATz oM Ad0|g)
0 Al2ld S22 ‘T{M7|E AH0[CI0oA HMEE 2A £0
M MEZEe| #o o deE Fife= FER'E FHoHY
1, I A~E0|C[0] AR A, 7HRIO0| Atz|E FEHO| £3QICt
£ A5 Ijd AE0|CI0] AR FEARE LAl 3
dEQl o|OjX| g, CHE AMBXIfA =82 F= O|ERFS,
MEE 2 gd, 7 7I5d =& LIEs 22 & 68
o2 FSIRICE

MH[AZEE AH0IC07} MBS MH[A ES0| AL
o Q7 E Ot SFAA F=7IE 2|0|oCHLee, 2014). A
HASEE2 Al2|d2|7) gtgE QIZHY =mMo| EFol2tn &
%= QICHKettinger & Lee, 1997; Pitt et al., 1995; Van Dyke,
Kappelman, & Prybutok, 1997). 0|0] 2 d{l= MHAZRAES
‘i 7|8 AMO0|C|ofo)l M DM HEXNSAHZL HE 0|84t
o 78 FFAE £ e s3I} BHE MHAQ| FE'E
o|8}Q 1, Parasuraman, Zeithaml, and Berry(1988) 52| ¢
TE HEC=E Ifd AM0|CIojof SHA =5t

Oof DM FEXIAe Chdst MHIA XS, IfMaA
HEXNSXO| Chet Al2|, oM HEXSAte| XAl 55,
X0 st AM&st OfX, JHQIStE AMH|A S2| 5EHeR
TSR

AMARIERER FEAAHRO 2= O X2 E&(Gorla,
Somers, & Wong, 2010)0|11, O|O|EE FMESI= A|AH M&s
£ YUSICHDelone & MclLean, 1992). A|AHIEXRIS AIRXIE
of P B, IR0 Bt A2t =H¥E E0|EE EofF

ol
=
=
Q
=
Q.

00

Table 1: Operational definition of variables

1, HE M AF0| SYUSHA BHCHGao et al., 2014). & A
ToME ‘TM7|E AMOICIOE HE[SD A o8 &= U
=XE XAt T2 FoStYULt AHAEE 22|7| I
e, 2= F2o| Helst HE, 0[8%ty| Hat HE, et

7182 44 82| 522 FHSIRLCE
222l 0|8 dE & CIE ALEAPIL AAlst 2HEE 27|
ot S5t 22 HIe 89 mEWE FX| e A3H, =5
HOol HESES 2{H(lurking)Ol2t IO, HE80|2td & %=
QICHBuUrnett, 2000). Rha(2010)= O|&Xto| 2291 AM HE
3o &8 W2 YO &5, FHO| it FHO| Mit 3
X2 F25t%n, geo| 252 AMut HAlE, s34 &
A

718 =gstl, ol2fst dE2 7t I £Fo #EeE &
=S8 dsS QOSIRct. maty 2 A7 EE=82 T
718 ~d0|C|o{o M TN FEO| Cfst A=SF0l HE B
SHE'0|2kD HO|&tUCE Shin(2016)1F Rha(2010)2] ¢7E HE
BoZ ‘EIRI0| YELDH IIMEE HEE =Lt ‘EtRlol ¢
ECoE oM e ARRIE 20, TiE 2 AROILE AA=E
= ZMSICE, ‘TiM 2E AAE, =2 B0 g et
ol 5EgeE FSHRALL

o

M=o df2td otglen, O ofg tAel R dite=z
NALHA HZECED SERACHRha, 2010). MEtA = A0
M Eits R HISS ZEt ez egNoz 8450
‘o978 ~20|C0je] YEE ZFI0] OHE AEMA S
£ F£ o|8A:ME0l2t HO|BIFILt. Shin(2016)d Rha(2010)
o| A7E HIYSZ 'EIQI0] Y=E oF IfM 2E AHAIZ0| A
=2 ok, ‘HaEdE AAS0 “Sore"E +ECt, ‘Efg
HHEEHE ANESS SFRSC, HUEHE =22 G50 AAl
SICE, ‘EHM B AREIS AAIRICE, T HEFE 0 =
#H FEE SRCE, ‘Y 2 Lo Fye 2Bk 7
=TYLeR TESIRCE Foie=Es ‘TidT|E A40|Ho FE
£ 28510 MUNZS FOSHAHLE IHHEEE FHY o
O=Z MOl oM, 0| YOtEIX} Aaker(1991), Kim and
Shin(2014)2| GTE HIEHCZE £ Eeist ‘AH0|C|0{o|
HMYEE 283101 ¥ HMEFS FOIE g, ‘M 40|
CIOfE S3f Y=E 2 M HBo| it FHeer, ‘AAE
2 BiH 2 HE F0EY 5§ & 42¥2= FEsIALt

variable

operational definition

preceding study

Information Quality fashion-based social media

Perception of the characteristics of fashion information provided through

DelLone & McLean(1992),
Lee(2014), Hur(2014)

Social Quality

The degree to which people are influenced by each other's behavior in
the relationship formed in fashion-based social media

Ko(2012), Cho & Kim(2014)

Service Quality
fashion-based social media

The extent of the services related to the ability of fashion-related
information providers to meet the needs of information users in

DelLone & McLean(2003), Parasuraman,
Zeithaml, & Berry(1988)

System Quality

Perceived ease of use of fashion-based social media

DelLone & McLean(2003),
YanShu(2016)

Information The.passwe mforr:naﬂon §earch behavior of fashion information in Rha(2010), Shin(2016)

Acceptance fashion-based social media

Inf<_)rme_1t|on Usg behav!or that affects others by sharing information of fashion-based Rha(2010), Shin(2016)
Diffusion social media

Purchase Intension

media

Willing to purchase fashion goods using fashion information from social

Aaker(1991), Kim & Shin(2014)




30 Naeeun Kim, Mi-Sook Kim / International Journal of Industrial Distribution & Business 9-11 (2018) 25-38

SE IfHEE 0|8dSE, T
b SHRACE ofof| r2h T
7|4t ~40|C|0E &80 M HEE A, 280t Z30
Ue IjE AHXE o2 HEXAE HAISHULCH
SR QIH AR S RIOA LED QIE{LIO|SMENRALC] 2|5tH
HAHCHE SNS 0|2E0| 20C= 91.5%, 30CH= 83.9%, 40CH
7t 69.5% w=O|RUCt. M2t ¢ CHeE O[8E0| &2 20~
40C 2 SHYSISICHKorea Internet & Security Agency, 2017).
HEX Fd2 MHALE EQE tof HB= I 2
Aol A £, E25t SEREE M50 2 ZA AN
AHEAE HAISHIICE AFEZEAE DjM7|8E 240|010 0|&
X2 Ao Z 23825 2017€ 62 242EE 20174 6
2 27UNX| ZABIRICH, 44 SES Helst 216529
=MZ B HEXE 8, 2Li5IC)
H Ao MEL 2018 3 12EEH 20181 32 16L27HK|
57t 22101 ZIMX| ME7|0l S 2E 2|0 AL 2|2[5HR
L & 417755 Y55 5 1,1885E 3|45l M, screening
testE %l 7735 JI20| HE20 UM Lado| AL 44
ot 3EZ A = £|F 75528 ZukEMoj| ALBSIRICE
AL CHARIO| QILEAIeHY E42 Ch3ab 20k gHe Hd
0| 387R(51.3%), O{A0| 368H(48.7%)2 = LIEI, A2 20CH
7} 222(29.4%), 30CH7| 294(38.9%), 40CH7} 239H(31.7%) 2=
ZAE[RICE ST Z=0%= 0|=0| 397Y(52.6%), 7|=0|
358F(A74%) 22 LIEIHCM, ns=F2 Cfstn 20| 431Y
(57.1%) 22 HHe| 50% 0|42 AMX[StL, TEC) EYo| 97
(12.8%), 1Z 0|8} 853(11.3%), CHStm A{SHO| 683H(9%), CHSHY

n

Table 2: Results of Exploratory Factor Analysis and Reliability Analysis

it Ot 62H(8.2%), T=LH AHE0| 12H(1.6%) 22 LIEHLLCE
2 AT0ME 7HEE dBECE 24, B0 M 4
EXANE B8l 2= XF2E SPSS 23.01f AMOS 23.0 £4
Z2OYS ASS] BASINNL B G0 SHYSe 0|2
HiZdS EE MHARSOM =&, SIS, MHZAE
Sl 8 EtFdut LA Lz o|RE TOSIRICE 2 ZAE
Sof =TE X2E HEOZ 2t H==9| SIS TSI
1, Cronbach’s Alpha A= 53| L& L2MHES ASSIYLCL
w3t Sloly QolMe S ZHRHO| BTN AT
ATZHo| MAIE Fd7HE7t QnAIE AT Qs =
B Al B EI2)(Structural Equation Modeling: SEM)S A |SIRICE

= o = DbOo

o[
0ox M
wa 1X

4.
4.1, AME|

—
2 AR0ME 4ol Bl BME 2] SMY 2012y

Ao, EMY QolEN =
(principal component analysis)2AlS 0
2 H|2|WA(varimax)HAlS 0|83t 11, 1.7 Zk(eigenvalue)O|
10|40l @0oIRks FESIUCE M 7|8 A40jCjo] 22 &
S0 et EAMA QQIEM HAl dut= ChZar 2ok oM
220|010 FEO| SIARE QPIR5HE0| ¥2 d52 H
Q5tn 0.5 oMoz FAME £ 4719 Q0QI0| EEL|RUSH,
Td 29859 & HEUH2 60.09%F LIEHGCE O A=
<Table 2>Q} ZICt. KMOS} Bartletto| A A4, HE Mot 9|
Kaiser-Meyer-Olkin(KMO) S = 9472 KMO>.58 QtEsl2
2 QFME HASk= A0 MESICI TEr 4= Ut

Eted

1%

A

mjo

. . . Information | Social | Service | System
oy e el it Tz (B Quality Quality | Quality | Quality
7. Visual fashion information has an aesthetic value. .76
8. Visual fashion information is sensible. .75
1. The latest fashion information is provided. .69
3. Fashion information is interesting. .67
4. Fashion information is useful. .63
6. Fashion information contains various and abundant contents. .55
9. Visual fashion information is artistic. .54
5. Fashion information is easy to understand. .50
17. It improves my image toward other users, friends, or colleagues. 77
16. Networking gives me a sense of belonging. .75
19. It helps build a new networking opportunity inthe field of interest. .74
20. It provides an opportunity to communicate with many people. .69
18. It enables me to help other users. .64
15. If my family, co-workers, friends use it, | feel | would be better off using it as well. .59
13. Fashion-related Information providers promptly respond to request and questions. .73
11. | trust fashion-related information providers. 71
12. Fashion-related information providers have required knowledge and ability. .69
14. Fashion-related information providers pay attention to the user’s request and interest 65
and provide personalized services. )
10. Fashion-related information providers offer a wide range of services. .57
21. |t is easy to post (photos, comments, etc). .78
23. It is easy to use. 77
22. It is easy to access contents. .76
Eigen value 4.03 3.69 3.02 248
Variance(%) 18.30 16.77 13.73 11.29
Cumulative variance(%) 18.30 35.07 48.80 60.09
Cronbach's o 0.866 0.869 0.833 0.813
KMO=0.947, Barlett's test x2=7859.459 (df=231, p<0.001)
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21 At 20l 12 IjM 7|4t Ad0|C|ofe] IHMHE
of CHsi Z|Ale|, E0/g1, FBSHH, CistL, O[sfst =
I, AlZ4E0l o|&oj=nr Z2h of=X FEO|CHE:s LHEoR
M EXX7F E2 1220 HALN 8EEez FLdE|don,
oM A4E0|C HEEXHE FHSIRACL DFK[= 4.03, TH|
=40| 18.30%E HYSH= W= LIEFGICE

290l 2&= M 7|4t A40|C|07t A%ZE Z|A s,
X|Qlel o|8o2 Ltk O0|83= Z0| £Ctn 7|1, CHE 0
EXHLE X210 A Lol O|O|X|E EA siF1, CHE O|&XtojA
EEE2 £ = U &, MER o HAYoel =8 J=t
B2 ARMEN WFo| E OHHsiECIE WECE 62 +
dElRon, i A~40/CI0 Ale|MERE YHSIJLCL 1R
X|= 3.69, MHEAO| 16.77%E HHSISILCE

2921 32 ojM 7|8t AE0|C|0e] FEASXIe| CHfet AMH|A
ME, SEXMSXO| Cigt M|, "HEXNSKI| 2t 20k CHst
XAl 58, MEXNSKL| MLt HRIstE MH|A XS S2
Lgo2 588 el oM AMO|C|I0] MH|AZEROo(2tD
HOHSIGCE D9 X|= 3.02, HA|EAO| 13.73%E AMHSIALL

200 4= M 7|Ht A40|Cj0e AR 8O|Yd, 2HZE H
ol 0|8 Hold S X|&tict= i8S B A= 38Fe
2 FAEL, MX7L Z2 2282 MAZUCEL oM Ad
OCjo] AMARIEEE FHYHSYPL, D3X|= 248, MH L2
11.29% 5 MHEHSI= 492 LIELICE

2 AT HAIS IfN AE0|C|of 2 FH7HEe AE|
£ A" Zof oM AM0ICo SEEEE 866, AlRHERL
869, AH|IAEZIS 833, A|AHIEZRS 81322 Cronbach's
o A7t 0.8 O|H0|EE &8 753t MEIZE LIEHH D U
Ctn & 4 QUCk

oM 7|8 AE0|CI0E &% I FE o|8dst oK)

Table 3: Results of Exploratory Factor Analysis and Reliability Analysis

SH=0| Chiot BHME Q0I1EME MAISH A= <Table 3>
Cf. jMEE O|8dEu TOHQ|: SIXIH2 RIFSHE

=22 52 Helstn 05 ooz FYE F 3712 |2l0|
CEERAOH, 74 Q01529 & HEH2 67.03%= LIEFRILCE

KMO®Q} Bartletto] ZH™EZnf, HE H3IEO| Kaiser-Meyer-
Okin(KMO) = 952 KMO>.52 DHESIQIC) LS Bartlett
9| 7f0| p=.0002 2 p<.050|H CHZtSHZHO| ot o|OjstE=E
2Qol2MZ st= 0| MASICIn g 4= QUCt

20 12 M 7|8t A-d0|C|ojo|A SH=2 Eoh X|Ql Ef
3, AAE 38 % gz, IjM HE 70 = 2 38, If
Mo BHHE Lto| ZYE 2TChs WEoEN 7TEHCE ¢
gE|0f M 800 FEEMoE HYSIRACL 13X|=
4.870|Q1, A ZAe| Y2 30.46%= LIEFRCE

29l 2= TjM7|8t AE0|C|oe] WMYEE E-8st0] IiM
HE2 7O o, FHE o, mjMa AAZ, o= S
£ 21 Jojo| ¥e2 0/ ZAo|ct, MEH AAES ED
2, O Aol WELEM 42T R FLEEfien, ol
o2 HHSIFLL DKL= 2.96, MK LA 18.50%= M
Hol= ZHo=Z LIEfRCE

2901 32 i 7[dt AMO[C|o{oflA EfRI0] P2 ETH miMat
H HEE A0 AR & SF4E 201 £ AROILE AHA|
=2 AMsICt MR AAIE, i3, 2RE EH gys W
£lt= HBOR 528 F-E(en, I AM0|C|o HE 5=
202 HHESIALCL 1QX|= 2.89, MHEAS| 18.07%E MY
S Ao R LIERRCE

2 GFoM dAlsH HNFEE ol8-dlEnt Foiel= MY
Hol Mele AY Z1f, HEsE2 834, Y2 921, ¢
Oje|=&= .8372 Cronbach's o A%=7} 0.8 O|A0|BEZ2 3|
7tsst MEEE LIEfLfD QUCH

[l
my Mo

oK
r

In social meda, | aoepance | niengon | 'Dituon
35. | upload fashion-related posts (texts, photos, etc). 0.83
33. | tag my friends in fashion-related posts uploaded by others. 0.82
37. | post my fashion-related experiences. 0.80
34. | share fashion-related posts uploaded by others. 0.80
36. | share information after the purchase of fashion-related products. 0.77
31. | leave comments on fashion-related posts uploaded by others. 0.75
32. | click ‘Like’ on fashion-related posts others uploaded. 0.58
40. Reading fashio_n-related posts, comments, reviews on social media will have influence on 075
my future fashion product purchase. )
38. | am willing to purchase fashion products based on fashion information on social media. 0.74
41. | tend to purchase products after seeing fashion-related posts on social media. 0.74
39. | am V\_/illing to_ encourage others to buy fashion products based on the information | get 0.66
on social media. )
26. | read fashion-related information uploaded by others. 0.80
27. | see fashion-related photos uploaded by others. 0.74
28. | watch fashion-related videos uploaded by others. 0.69
29. | search fashion-related people or specific posts (i.e. hashtag search on Instagram, 059
friend search or post search on Facebook) )
30. | am influenced by fashion-related posts, comments, and reviews, etc. 0.50
Eigen value 4.87 2.96 2.89
Variance(%) 30.46 18.50 18.07
Cumulative variance(%) 30.46 48.96 67.03
Cronbach's o 0.921 0.837 0.834
KMO=0.950, Barlett's test x2=7243.970 (df=120, p<0.001)
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AH0|CI0 ER(EEEE, M2EEE, MHIAEE, Alx
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717t ARSE 20| MESIK| 2 AHez Bik|s ZAF0|
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L =8 7+s3h #He|of Q0] ZYZHEES HMotSICtn THESHRACY.

TNl MSEISME QOIs1E F2ld, CRUfELE
), AVE(BEZ 2MFE)2 Sl ABSIRCE 2 A7ZH@oM=
AN BSHEE T RE ZEO| BES IYAHS
(Standardized Estimates) Z} .5(.585~.827) O|A}, CR Z}& T =
.7 O|AH(.87~.92)Qt AVE= 7|&X| .5 O|A(.56~.722 EZ Ef
M0 ATE|0] SHSIA = H9| HHEE HE Thstt
TEOE oS SHSIQICtD WS, LNARES =
HSIQoE O8E2 2 M0 AFBE Z-Hss ESEEE0|
QUCtD ECHSEICE 2 AfzHEol i 8 GBS0
LSt ESEHE AEZ0t= <Table 4>2F ZTCH

<Table 5>= & AT0|A EHEEITE ZSS <lsil AVE gfat
Z8A==2| H|uslo 2AMSH ZfO|CE HEtAs= FHNEE
o] BHXIE 0|83I0] LMESIQICEL O ZoF AVE 0| 2E &

0.858, NFIZt0| 0.8892 0.82LCt =11, 0.90| 7PJk2 A2 LIE} A 7+ A-EA LD A LEL ZHEENEE S SOIsRICT.
Table 4: Results of confirmatory factor analysis

Variables Estimate Standardised Estimate S.E. CR. p-value error term AVE. CR.

1 1.00 0.687 0.28

3 1.13 0.722 0.06 18.04 0.000*** 0.29

4 1.03 0.693 0.06 17.37 0.000*** 0.29
Information 5 0.89 0.585 0.06 14.82 0.000*** 0.38 0.59 0.92

Quality 6 1.07 0.661 0.06 16.62 0.000*** 0.37 ’ '

7 1.05 0.697 0.06 17.46 0.000*** 0.29

8 1.09 0.732 0.06 18.25 0.000*** 0.25

9 0.94 0.593 0.06 15.01 0.000*** 0.41

15 1.00 0.684 0.000*** 0.44

16 1.02 0.719 0.06 17.90 0.000*** 0.38

. . 17 1.11 0.771 0.06 19.07 0.000*** 0.32
Social Quality gt 5 0715 0.05 17.83 0.000"** 0.31 060 | 0.80

19 1.09 0.752 0.06 18.64 0.000*** 0.35

20 0.97 0.721 0.05 17.96 0.000*** 0.33

10 1.00 0.651 0.000*** 0.32

Senvice 11 1.22 0.728 0.07 16.85 0.000*** 0.31
Quality 12 1.22 0.751 0.07 17.26 0.000*** 0.27 0.62 0.89

13 1.12 0.671 0.07 15.78 0.000*** 0.36

14 1.16 0.736 0.07 17.00 0.000*** 0.27

System 21 1.00 0.724 0.000*** 0.29
Quality 22 1.10 0.816 0.06 19.77 0.000*** 0.19 0.71 0.88

23 1.05 0.770 0.06 18.97 0.000*** 0.24

26 1.00 0.740 0.000*** 0.31

Information 27 0.90 0.679 0.05 18.12 0.000*** 0.35
acceptance 28 1.08 0.694 0.06 18.54 0.000*** 0.47 0.56 0.87

29 1.13 0.730 0.06 19.53 0.000*** 0.42

30 1.05 0.711 0.06 19.00 0.000*** 0.40

31 1.00 0.785 0.000*** 0.40

32 0.88 0.689 0.04 20.05 0.000*** 0.56

Information 33 1.07 0.814 0.04 24.67 0.000*** 0.37
Diffusion 34 1.05 0.799 0.04 24.07 0.000*** 0.40 0.61 0.92

35 1.07 0.814 0.04 24.66 0.000*** 0.38

36 0.99 0.805 0.04 24.30 0.000*** 0.34

37 1.07 0.827 0.04 2517 0.000*** 0.34

38 1.00 0.742 0.000*** 0.28
Purchase 39 1.11 0.760 0.06 20.24 0.000*** 0.31 0.64 0.88

Intention 40 1.09 0.742 0.06 19.76 0.000*** 0.33 ’ '
41 1.13 0.755 0.06 20.11 0.000*** 0.33
Xx2=1870.734, df=644, p=0.000, x2/df=2.905, RMR=0.040, GFI=0.877, AGFI=0.858, NFI=0.889
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Table 5: Results of Discriminant Validity

Fashion Social Media Quality Information Usage Behavior Purchase
Information Quality| Social Quality | Service Quality | System Quality | Information acceptance | Information Diffusion Intention
1 .59 .285 .336 .315 410 .106 .367
2 .534** .60 456 212 .359 419 416
3 .580** 675" .62 .291 .305 .345
4 .561** 460** 453** . .333 .049 213
5 .641** .599** .539** 577 .56 275 .503
6 .325** 647 .552** 222** .524** .61 .347
7 .606** .645* .587** 462 .709* .589** .64
X g8 s 0.01-F(YF)0|A Folt
X MEAS MaEat =2
X : AVE Z}

4.2, 7t A™ 2ot

Thd ABS Y +BE TE DHO| DHNUEES Ol
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Of DHS HEs HOR LIEHY, PEYHA DH(SEM)S £
of FHIAYS FHLACL B AR PEYHA oEg 2

—_
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SR E+Ento| A M dFe 7+ 1.1, 7k 1.2, 7t
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EEE2 32480 e IS 0/E AoIChof tigh 2

M Al & EXEs 2| BESE Als 4860|0 Fol=F
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Z 5% O|L{O|A{ C.R.=5.53(p<.001)2.2 L}ElL} EHEHCZ
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[Og Fe2 OJXICtD 243 Lee(2017)2] ATE REE2X2
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20| g&= 0O/XICta FXSH DeLone and MclLean(2003)9]
Aot UX|SHALCE
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Table 6: Test of Hypothesis
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Hypothesis Path Estimate | Standardised Estimate | Rank S.E. C.R p-value
H1_1 Information Quality — 0.58 0.486 1 0.08 7.72 0.000***
H1_2 Social Quality — Information 0.30 0.324 2 0.06 5.53 0.000***
H1_3 Service Quality — acceptance 0.02 0.013 4 0.07 0.21 0.831
H1 4 System Quality — 0.18 0.171 3 0.05 3.64 0.000***
H2_1 | Information acceptance — -0.05 -0.034 4 0.10 -0.54 0.590
H2_2 Social Quality — Information 0.87 0.693 1 0.09 10.20 0.000***
H2_3 Service Quality — Diffusion 0.38 0.238 2 0.11 3.56 0.000***
H2 4 System Quality — 0.31 0.213 3 0.07 423 0.000***
H3_1 | Information acceptance — Purchase 0.79 0.771 1 0.06 14.29 0.000***
H3 2 Information Diffusion — Intention 0.15 0.191 2 0.03 428 0.000***
x2=1147, df=605, p=0.000,
x2/df=1.896, RMR=0.029, GFI=0.925, AGFI=0.908, NFI=0.932
X *: p<0.1, ** : p<0.05, ** : p<0.01
Fashion Social Media Quality
Information
Quality
Information
Social Acceptance -
Purchase
Intention
0.191
Service Information
Quality Diffusion
System ——— Hypothesis Accepted
Qualiy /| —-eeey > Hypothesis Rejected
Figure 2: Results of Research Model
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