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The Effects of Image Based Fashion Brands’ SNS Toward Flow and
Brand Attitude : Focus on Pleasure Emotion as Mediator

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

Abstract : As social networking service (SNS) users’ needs and wants have become more diverse, SNS is designed to
provide various services and functions. As a result, an image based SNS with the purpose of sharing various interests has
emerged. More and more fashion companies are using image based SNS to use it as a medium to better communicate
with their customers. This study investigates the effect of usage motivation of image based SNS with the emotion of plea-
sure as the mediator and its impact towards flow and brand attitude. In order to verify the research model and to test
the proposed hypotheses, we conducted a pilot test on 8 image based SNS heavy users, and followed through with 215
questionnaires which were collected via online survey. The results of this study are as follows. Each usage motivation
of image based SNS had significant effect on each pleasure. The visual impact had a positive effect on sensory pleasure
and the common interest significantly influenced on user’s affective preference. Curating, simplicity and interconnecting
had a positive effect on cognitive pleasure. Affective and cognitive pleasures except sensory pleasure positively impacted
the user on flow. The cognitive pleasure had a positive effect on the brand attitude. Lastly, flow had a positive effect on
the brand attitude. This study is the foundation of the image based SNS academically in the new media research. Fur-
thermore, it suggests managerial implications of a company to provide effective marketing strategy to make the best use

of image based SNS.
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Keg' words : image based fashion brands’ SNS(E} A BA = o]m] =] 7|1k SNS), usage motivation(©]-§ 5 71), pleasure(E
712), flow(Z %), brand attitude(EANE B &)
1. M = SNSO| Althd &E5-8 B Ho| 25 (Facebook), ELIE] (Twitter)
oF o] #A|, AR, HAE 7]Hke] ZEE0] 474 A9
ddizle] AFUAIA e Brkd UEYI} 22 o FEls|aL, Avgduir|o] ARgARe] U= (needs)ot A E ol

ek wrteje] W oz JFglo] Wsketar Q). ek WA RS Tk A2 FEe] SNS7F 5438 A%t
AR 324 g} o]gAt ARE A - THEE 20 I THDMC Report”, 2012; Kim, 2013a). o3} WH3le
(web 2.0) Althe] = (Kim, 2009} 34 548 4248 UE 2nfEZ ] T4 S YA g] Fel=xr) FTEle] o]
)= AH]2(Social Network Servicey= U2 F53saL 3| Aol ARE 2hs 0 o]He-S FA Flo(Platform Advisory
£ fAsRe B34S W, 54 tret 3 2718 A4 Group, 2013), o] 8xE0°] Fa3dt F52 IHAE Tk

s, AR, A, AEE 58 T F J=E s W R Ferbe ZoE #AHET o F iEARl

AE)2~Z B3THKo et al, 2013; Oh & Kim, 2014).

= oksk FEje] SNS(Social Network Service)] 574l
e} ol 289 Telxd] o LulASe] 879 ol8A}
S7kshaA ol g ArF &) I E L ATK(Choi,
2012; Choi et al, 2012; Kim, 2012; Lee & Nai, 2010).
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AHEH o]n|X & 7]¥k(Image based)Z St QAXEFTH
(Instagram), TEJH|2E (Pinterest), =27 (Flickr) 522 A%
YAlold Fel=7) olmA& gl e A & & ok
(Lee, 2014). 7F3 B2 o] 8RS B8kl e dEA] A
H|27) ¢l2Elz o] tH“DMC Report”, 2012). S12Elz3e
2012 1223990 Ho]aFo = QlE ow|R] 7|8k SNS
2, AR T8-S ZFst Qe 9 F e Bhd

Holt}. olxelze 20143 39 25¢ 7IE, A AA AR}



Z)H BA= o[pjx] Z]Et SNS7} &P,

7} ‘—*1 e SvEna 2RI 20104 108 A olF
AREAL 4= 291 W ET8E o). QIZEade] B
§V\} Jﬂ ]-’l o] 2¢] We] ARSALE Fuslk=t] A8 H AZF
2, EQIEE 6d o ™ Ao vlshH 234 F
"“74(“200 million users”, 2014)& o]F Zog B 4= 9t}
olulr] FH=E 7o 2 Wslst SNS WHale] &5 A

AAIY] vl vk ET) oA tEA] SNS FIAH
EE Fole dolabiy 7PIE F#& 3T o]F, AZE
P2 = A 1 *HE$ nAE 27k HoEW glo
H B2 BN EEo] QJIZEH FA AL L&A 3
= ZFAlo|thOh, 2014). ol HA W ez w k= A}
A I (filter)g 83l o] 8AEZF &%0] 7hssiH, ¢
7] & "H2ERT shed g4A ol E01L

= oluA] 7wk
SNS7F 71 o] Aoz =pgale] sjie] #alo]l we
10-2001¢] &2 o] 8RS FHoESU] Wio R HoZlr) &
o2 5421 sAE] L(hashtag)’] 52 shbe] 71928 HAs)
A e FAY] FEE oHAE & ol B 5 A dlETh
o|8AEL o] 7|5 Bl FU 43 FYs BA=E A
g 4= A EME} ol Aujtojel] HAEE AASHA =
= FS HolFE A X Ro] ohzl, o]
HAE B3l AHAES I B35 geEs )
2] oloiRA sh= PR &35 71U 4 A =9l o=

# olu|A] 7]k SNSE Am|xe} Amlxjzhe] Aol F7toz)
719eMAlE &nRjARele] AFo] 7F53H(Chae, 2013) AMZ-2 u}

AW ZHEeln, E5] H2ERT 8o QIAskL &7t
22l olulz] Aol F8A] AAXE HA 7N E BS &
el wAYY TH FHS ;EE] 4 UTH(Lee, 2014). AA|
AR, A, of|2H 2, FoHlF F WEHASLTo] ofg} 1}t
o]7], ol oAd, B, At 5 SR A¥= Hie
1} SPA(Speciality retailer of Private label Apparel) H#i=
T thFe s Yol TSR A8 VENA] AR W
QEWA 25007] ode] HalsEo] vAY Fhor ALga}
3L UATHRyu, 2014). WERA B} H|T]ojel] H]s) whE AR A
g3} 2o Mo AL 7 ojnlx] 7wk SNS| |4H<l
2Kle] £38 S53] S miste = &89
Rom, FAaRoIME o)F A= %]’ st} sk =go] 3
L3P olo gk ArF Hagh Aol

SNSof| #H® XPATE AEE SPARHE=S] SNS
wAY wietel] Hat °q:rL(Ch0 & Park, 2012), A Ean_zq

B3t Z2 e A 9H(Choi, 2012)
5 ,ol & E% F2 Fo|2Fo EQEZ Uiy
= A, °92E $4 SNSl HFE o] ATh
t‘z Aol g A olmjA] =
FHelde] Mq<>ﬂ e A (Kim,
NS 1;]];(]1/]/\_,] /ﬂ.:__@Lo J,lr ;q.ﬂ,k ul ,‘,].
4; A 1@} SNS«] AR 748 HAR] AH(Kim, 2013b),
2 FHold Anlzol] thigk 3 (Lee, 2013) G°] JoH F

P, M= ejEo] D) G S8 299 AT

Z SHoF 909

Z fRRIF AEF o] X(interface)ol] T3F A} ou|x] 7]t
SNSE &ggh Hal= ARlel] HFHo] lon, 9]¢ ojnx|
719k SNSoll thel 32 Auwrm 424 FaolAd Alo|ERA
o] AHH2EHall & Zarro, 2012), BEH2EL] o]&-x}o|
s EAE A(Gilbert et al., 2013) S| o]Fo|A gt}
o]x¥ SNSel| #HHE B2 A7E0] E4slEo] o, 71E
o] AFEL H2EL} AA 78k SNS, T2 Fo|2FoL} EY
Elo]] =)o} A7} o)A ghom HZ HAGA NN FH-
skl Sl olw|A] 7Rk SNS9| o] 85719} B =0 tigt Bl
5 dT=E AFATe B FHL A9 gl Aol
A 2 AR e s BHESe| niAYS H5Ho
=2 Zgstal AF&ZH T7]' LE} AEs E AF I
o4} ow|A] 718k SNSE
oA i+ %t =

ojuz] 74k SNS®] 1£E71E AW BT A ZA
(sensory pleasure), 71’37 S7 & (affective pleasure), V=%

Z 7% (cognitive pleasure)} ZZ--(flow) 12|22 EA= EHE=
(brand attitude)ell WX P BAFO=HN SheHo=
Hjtjo] A7l YoM s Bal=9] ofulx] 7|dk SNSel| tigh
Aol ZAo] HH, dFHoRE FF omR] 7|¥ SNSE
o] &3 HA7IHES] rHIE Al FasE AMgstaAl &
o EAo] 3l

2. 0|EH Hi&

2.1. O[O|X| 7|#KImage based) SNS

SNS7} skl we} SNSE= ek Q12 UES oA o
g e] AFuAlelde] 7hsek FHECRE Wstetal k. F
= 2nfEES] 5733 $A SNS °1£Z}94 o Heow ZHl
29| o EG FlsRA ol gL ad Ang MY )
AHELS AA HAJATEDMC Report”, 2012; Platform Advisory
Group, 2013). ¥tigh ko] AR} vlojeje] Z7t, A YES
29 FROR Qs ol 8AEES THlE AR Ao} AR
Ulolde] & o 43§03 SNSZ ol F3taL § oucl o]
2Bz EQEHZ QEHE H2E 4 SNSoA QX1 z}
PEYAE S0 tESE o)A /)it SNse] /\1~9~°l Z7t
st JTH“DMC Report”, 2012; Platform Advisory Group,
2013). 53] A=A o2 giEEE o|u]A] 7|4k SNS=
< QAN MZE vAE 7o R me e HEHN
= Wyl ol ujje] SPA BAl=Eo] 34 AFS 938l
21tHOh, 2014).

olm=] 7|4k SNSE T2 SNS9t I/ 85E E40] Q)
o} A, Aot o] RS FA 02 AEIT= AolA] o)A
o] d2EY WA, 2248 FAHOFE 3 SNSok= APEAS
7k, g He] HARie R ARE FRde e AR
oluR|7} 7P f-g-sitial AadTellA] B M THLee, 2014).
A5 Eo] T fele] FHE gEdos RuURE A
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gHHoR AW & < St o] "9RES
st SEle WRTh 7RAsta g e g ARYA oA
, Ao Aojell #AIgle] AMALY &Fe] 7hsst

= AHo] AHozg ZA&sle Zoz W tiPlatform
Advisory Group, 2013). B4, Y3l FRRHS AdHste 73t
= &4 F# o)X (Social Curation)(Hall & Zarro, 2012; Lee,
2014)¢] 715& 7HAL Aot o827t Adhs 7] =(key word)
E AAEH #HE om XS Holx HoFE= FEold
(curationy’ |52 7|52 AAE AH 5 Sollx] dske
=0s FEpfo] ol8AlEo] i WEA FRE FHIL AT
YAleld & 4 ks Aol AThKim et al, 2012). wbA
olu]x] 7]uk SNS&= HIAEHTUE o|HX]& Tl £ o AT
Zo]aL kel Hrlo Ashrl= A Woigh o] FH SollA
Zel=0] Y (pick up)@ E7F7F Asithe Ho) Ahew =+
g8lo] o] gA}e] 7} F18laL SNSO| EESlA 5

= A

ol 4 WE ol

O ox (E
A
o
2o

A2 5S¢ 4 ATEDMC Report” 2012; Kim et al,

j3E2] olmx] 7|9k SNSZ+= QU2~E} 23 (Instagram), TEJH]
Z2~E (Pinterest), Z2]7 (Flickr) 5] 1T} QAXERT3S 2010
108 A, 20149 32 ARALS] 71 2998 HOowHA
234 S o]FaL JATH200 million strong”, 2014). 12
Bl S4 AR FE & U= SNSE duk AnjEE
i) 16:9 Bl &3k AEEA Zet2o|= 2o FAE
ARLS BE F oder 1529 594 T 2 197 ok
g A0 FE, HZ, 2 59 715E 7K AtkAn,
2014). QJIZEf2#e] QIE|F o]z AZke] S5 wEl 4R=
H oA E shee] HA B F F U=F 3§ shHe| sy
o] AXERE HolA oA AEZHME Felzd H5d
T JEE MMk 542 At (Lee, 2014).

HHHZE= H(pin)t A7 (interest)2] FAJA=Z, WAL
HEAL ARLE B 55 ARle] #4] glo sl ARIS A
o2 HEo| Z& & 7 AS SNSE 53 U ol gAEH
Tdhe AH|Zoth(Lee, 2013). ©]-&AE oln|AE A st
7} #&de] 7he ouAE wASHE A Sl(pin it)ste] =Rl
el B AE 4 3L, thE o]8Ate} oA R AFs)
7] wiizol] HAHo| wEA JAAE TR F Aok F, A
HE2Ex Tt AR 3§ ARj2rt ofueEt FhEaze] UE
ARLS ARlsl] Fhrbs FElold Mds & HES A
Z2(Lee, 2014)2}aL & & o)

EY7E 20049 295E ARI=stAL = AAl A 22
1 ARIER AFYE ZFo|th(Kim, 2013b). o]-82k= A&
ARLE Ffehe e EEolAl Bl 1(tag) 7152 o83t H]
%t FAERE G omAE AL g ¢ Q) o] H
715 Falo] EGA oPAE R, AN £ JES &

)

o] & AHOZ(Kim, 2009), Z&]AN= WA A 1Y,

[

EEdE 5 A f0l fAASE SA) BHAES R
3 A, FelefEl QEsERe] i Aol U5t

o
= ool ARIS 2] Sls) S B olmAE A sk,

2.2. O|OfX| 7|€t SNS 0|&87|

olu]x] 7|5k SNS9| o]-&-F 7]l Azt FH-2 A Al
%ol 71E0] HAE FHl= F49] SNS9| o]-8-57]9} o]n]%]
o] FIl #3 AFES FHolET) Oh(2010y= o83 F=
o|ES HEo R ESE9} Ho|ARoR hREHE A H|T]o]
o]§ dH, o]-8571¢ SZEE v 3] tigl ARUAIA
71, AEEAH F7], AEEHRIMES F7], 2] 2Rle] F
7] 9 Ml 7K EAS =E3I3AT Lee and Nai(2010)= &2
Htd SNSO o8 5715 BRI ARUACIA, #A F49
84, AEA, =l oigh 2, F8del gk J24, &
zERlzke] WA, o]&2] olF, ey, Tt R ERst
Att. Park et al.(2009)2] AFolME FAFHAA 22
719F SNSQI #o]=59] o]&-57]|2 Aba, AEHRIHE, A7)
A5, AEFF 58 =3

TSk o|u|Re] gl A A oAIFIRE o]Fo] XA 9l
A=t 53] Fa FopollA FdslA o]Fo] A AT
Lutz and Lutz(1997)= 33olAe] 2ol thgl 71 g }e] 9
AEg=E Adista et ole Farelxe] onRe] &85
AABk= Aotk Jung(2006)> FHLO] T oA HIQle]
ARl HFEE TS oJn] Mo duke] ARoly Mdstaat
sle AES AWstet Jox gERT W2 Fget
JH= Aol o8t JEo daEn X wE A

lo
i
ofo

2 ojul] Bro] oI5 TH I ARE HF SO
Tl e ake vl 4 glrka wela Al

o AR} A, Z2]a A Al =gl HaA) itk

2.3. E7{=&(Pleasure)

2.3.1. 73 E71%(Sensory Pleasure)

Fiore et al.(2000)2] 1toll w2 7H2H4 EAF-S H7H4
7138 =, A, &, JF, 25, 9 Tt dojRe A
WL EFheke Zlolgta Fesidlar, A, 48, WA, F=2
=78, A B, Bt E9E% 52 Y= B
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) 22491 A2}, 32, 4, v, 52 5
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S BUE ojrjx] JJpk SNS7F EEF, BUE Bl vjA= G EE

3%, F710] 2%, FlZke] 1%2] AR UERdThaL s19om, o
= = Alzte] 17e] Aztel whe avlel oM TPt 2
FEg m, A7k FAHE I+ AZKCDTPM: Color
Design Tough Price Material) ZolA 78 F23 gk g
ok 3 4 ITHKim, 2012).

mra]"‘ﬂ 2 AelME orlA] 7Igk SNSE B9 AlZHEQl 2
7re] A%l st FAFHoer Gopu i, ole|gt AAR
S HIReR ofnjx] 7Rk SNSoA Hojx|= A|Zb4 o]z 7}
SEF9F HAllE gzl vAe &S skt F

2.3.2. 732 E7 % (Affective Pleasure)

QI7ke] PHATS ASAAH W3l el 7S A
S R A WA ) Sel e Ada]
& 3HH(Kim, 2011). 2A% A8 A 8
= 72190 A% BaE A=) oja) 2 4
E(Jung, 2013), Hidi and Baird(as cited in Jung, 2013)+=
A EARl BT A=l o AL AAHRL $

o thall &v|Abrt Bdske Agolztal Felstar it

WA EAFE AFoId MHAE Hl=dl ddE o
SAAHY AN EAR A 22 AT A o]
E7VHA) A AR =] S8l AFEe] = 2

of U Flom e FAH He FAH TRl e

A% A7 2 ke m vEA JErd 4 Sl 2
B2 2 248 FAs] e ofd ATl 54 7
A 2L F A=A olET + ook & Aotk (Park &
Hwang, 2005).

2.3.3. Q1A% &71%-(Cognitive Pleasure)
Hidi and Baird(as cited in Jung, 2013)°] w=m4 <QIx]Z
7S A2 AE) 718X FAlgE XA H7H
oA fFEEH, tkesk A=F9 mEo] ol N2 FRE ¥
53 o] 71EAAHE] FEHES ARE AEA ol
ALk JAAF EAFL B2, S, SVE

3 Aelata =
-3]_0;1 E%toﬂ sk o]NO :L;gx% 2 U= 7 _OE_ %@og

S

=

St} Baker et al.(as cited in Kim, 2011)9] 7oA <1
£ Ol8AR dlolE 54 HASE AFeEA O Hils
7}

259 oo HEA ] FEFTe] 7sAES =l 1
Foll 2 BEA=E YT 7k é% EoFUal Wela Sl
Hale QIA7F 2H|Rke] oabAA ol mAe IS F 7HA
Zdol|x] o]z o7 HHEY Qth Keller(1993y= E4 =2l

zo] nEfe] nAY dihs A i B FFE e
3}, Vaidyanathan and Aggarwal(2000)2 27|52

A=7t 2 A ARHE FAE 7t gtk
Zo}ﬁc}ﬁi’yﬂ 1A 9] T84S ATt

Ku}

1. % N
Hir
N rlo

0

]_

&

2.4. Z22(Flow)
ZZ9-(Flowys Algo] ojE Ao} Sdl A== 53}

ZFo] mjisE SHoZ 911

EJsh= AJelo]m (Csikszentmihalyi, 2007), 18 2-& o
glel 7 B3i7} Wy, 7 U o SUEst =gl %
o} Wojxu], T1of i3t Whge] FA O dod W el
Eol/] A& 73 -5]. | 5]1:}.‘:_ 740]1:}

E3lo12slo) ] uale] Al3|AlE| sk o7 AlEEle ] AL
S5 Z29 /g 1990l 17k HFE ke ez}
&< BAeted 8% MdeR 545 AtHGhani &
Deshpande, 1994; Trevino & Webster 1992). 17| FFFE
of 45288 W, 47 BT FARNZE, BA, WAA Zv]
2 EAR )R Z2¢ A7 WS ZAo)ith. Webster et
al.(1994}— AFTEE 0]83 0 Y= S299 EXS &
A, FAART, 271 A, 2Rl AAe] Frlfrdelzhs 4
e xpgoz ATt Sung(2012)S =HFY SNS A=}
o] o F717F o8 &9 Aol WA= Gl B3k Al
N FeaeeA S29e A9L Atk 2 A, wokl
AL uu}m SNSAF| A1 €]
=] AT}, Lee(2014)2] A
Bil= mald SNSe| 54 5 9 Haldat

A 8 Trool AT FoldFe 4H JTe
12 Ao vebdth

2.5 B8E Ej=(Brand Attitude)

Hae gee 54 HEHEOH sl AHIRE 7R e A
H]-Z"?l j:]7],a‘|,‘(:5_:x_ = 9lom 9l ]z4 2AA 63%75' Q42 7
EHE% A&
S 7 »171 vaOﬂ 2HALY] HES 126}1 W3}
A7lE 42 mAIE o] ApF el AnRte] PFs oS
317] 93 a3k gelo=w <1y Utk(Wilkie, 1990).

Choi(2013)= A= ARUE o}l AL 2 g
o] dFe HRITL AL, Park et al. (2008)— 227 =
dol EAE= gz %4?‘& Q3
Seo(2006)AT-olM = HHl=

3=
=

5 mlu:
&0
i
5
fuk
o
b
)
fo
i)
(o

Aeo] e e JE
ATUEISH SNSt Bl EHEOﬂ ol e v e A
PATE ol A0 5 ek,

3. 7K 44

3.1. O[O|X| 7|8t SNS 02572t EHS

2 AFolrs SNSHHE APAT7e ASHP S Bl oln
A 719k SNS9| ©]8-57] 218 =E3IAUT). Lee(2013)2] A
Tl AR ZE F thE FEje] SNSE HkE 1Ee] The
3} ‘A% (Interconnecting)’, A& HWHS Salo] 2elol] AR
Gefgk o] FR=E FA gA FEl-sta, Aggate], A

Ay ExEe 38938 i A|AEHL sulos FHE A
T o4} dake THEE A Ak el
% (Curatingy, B& AHO] F-FHTI= Hilo] = B¢ 4
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Hukg A 9 Fiehe 3534 AKCommon Interest)y’, B2~
E F4 SNSHT} ARKlou o|ux]7} = AlZ}4] E3k(Visual
Impact)’, S1ZgAo)A Flolol-3} SlEujo]2oA ReR]= T
<=SH(Simplicity) €] Tl 7] o]t

Mehrabian and  Russell(1974)2  S-O-R(Stimulus-Organism-
Response) 7Id 2d-& 0|85l f71Ale A=3} vhg- Ale]ofA]
A2 1Ad o8] Jehdtie 77 ¥H-3(Pleasure, Arousal,
Dominance) 831 AAIEFATE Kwon and Kim(2012)0] ©|31H
A7FE 3 A=l oJste] A wESo] dojuhar o5 AT it
0] 5o FFE PRIvL Bt & AelX= A7 2

of ek AFelA= SNSo|-8-S
2 A" EAR] ALY I
o] &S vtk SATHChoi et al., 2012). Jeong et al.
(2009)2] EZ 0] tigh Aol AZhE EARS ARAEE
o @S mRITa AABIAL Atk ol wE A 7Hde o
=3 2

7 1. FElol® (Curatingy> 7424 E7%0) A4 S

Fth.

7Hd 2. FElo]8 (Curatingy Q1A1H EA%o] A4 JTS

o

7Hd 3. 3% #4AKCommon Interesty= 7374 EA w0l
7 4. A1ZHE @ 3H(Visual Impactye 72 S48 4F
7Hd 5.
7Hd 6.
71 7.
32 B @ 2R
Lee and Park(2013) 370l <3l Z29-&

3 AR Aehs PN o EA] AH|REe] X|7)s

[<]
Bl zol thst MHIAFES S71w Y, 271 24, A

2 ol FrelHdl dFS viAE AoE velsth aEal A
<

o n@ 2
4
(o3
i
ok
NI
rr
oy N
e
ot
0.
2
>
iny

w“

= A7-E°] A8 (Donovan & Rossiter, 1982; Donovan
& Rossiter, 1994). Lee et al.(2008)2] MxsbHo =z <13 3
719 EA%, AT T 7ke] AAN tig Aol oshH &
ugelA o] ARl AEorel TAA JEFS vxITka v
ERgTh 3 22191 &3 M= EAS0] 284E HE
of TA8AN IS WRITkL s tHEroglu et al., 2001). ©]
A tre] Ad AFolA EASS AFdxe] A
e WRIt . Bugth weby| SAEo] Hal=ol gt B
off A S HRITaL & F U, ool W AT
7Pde o3 ok

M 9. EA%4 A%

%
al

Lo

o
rlo

BT gxof

o

s5EO. =
&l] og%e Tl?q’

3.4. EEF2} HUE BT
Yoon and Jung(2012)2] E29 A FAHL A, WL,
o AFow 7k 24 Al A AdxE E2F 73
o NG F EAFS ISR Ao dFE X, R
T ez dFe vXE AoE UERTh SIE
i AL ARREL] RiEy ol FF
B2, 2Rl 7|49 vHA" Bie AnAEdA E2
o71=d AT FohKim & Joo, 2001). Jeong and Jeong
(20120l W= FHE AR 2297 B5 wol] WS o
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Fig. 1. Conceptual model.
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Table 1. List of interviewee’s for in-depth interview

Interviewees Gender  Age Job position
A Female 26 Graduate school student
B Male 25 Fashion brand MD
C Female 25 Luxury brand MD
D Female 26 Fashion designer
E Female 26 Fashion VMD
F Male 29 Life style shop owner
G Male 27 Graduate school student
H Female 30 Personal shop owner
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Table 2. Confirmatory factor analysis for measurement
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ol 52%E AA|ste] A AFSE U4 o]m|=] 7|9k SNS?I
Qzelmro] Hjo|2Eol FH o)F AR} SUIENSS
AT F Ak 7P M-S Fe oluA 7]k SNSe ILERL
o] 73.5%= 7S B, AR 7P A olgsle A
N2El#o] 78.6%th 7ElEE AHYAE, 75712 2Bz
Tol Aok 7P AF ARgshE Ve RE ARIEA 7|50
43.3%, Frelold 29.3%, AR 21.9% o= LElsT
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O

5.3 SHETo| EigE %

2 Ao SHH o|mA] 7|k SNS o]-8-F 714k mizE

Rl A, A, QA S, 22l SEHa] ER
oF BAE Bmo] 57l ok Alz=e} BEes At

rlo

71 flell 291A 2RlEA S SHsltk(Table 2). 4 AMOS
1802 AF&aI3ITE T8 BFAFIE A4E 57=668.664(df=360,
p=000), Normed y°=1857, GFI=0.840, AGFI=0.794, CFl=

0.935, 1F1=0,936, TLI=0.922, RMSEA=0.0632.2 }E}SLT]

Standardized

Construct Items Mean loading Cronbach's @ AVE CR
I can form of sympathy on preference through image based SNS .686

Ciﬁzalz:tn I can get more information that I’'m interested in from image based SNS 5.15 .889 .839 .66 71
I can find more images that I’'m interested in from image based SNS .856
' Image based SNS is visually pleasured 765

\i]r:;:lt Image based SNS provides many images at one time 5.52 817 796 58 73
Image based SNS is noticeable .695
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Table 2. Confirmatory factor analysis for measurement(continued)

Image based SNS is easy to use 762
Simplicity =~ Image based SNS has simple function 5.30 .825 852 .66 .79
The use of image based SNS is easy to understand .84
I upload the same picture on image based SNS and text based SNS at the same time .856
Interconnecting 1 use ‘sharing’ function of image based SNS to upload text based SNS 3.77 .848 .884 72 71
T use text based SNS through image based SNS .84
I save time while I using ‘curation’ function of image based SNS .809
Curating I can get suitable information through 'curation' function on image base SNS 4.51 968 924 81 .84
I can get information that I wanted through ‘curation’ function on image based SNS 922
Image based SNS has colorful contents 741
Sensory pleasure Contents of image based SNS are nice to look 497 923 853 .66 78
Image based SNS has great design interface 771
I felt satisfaction while I using image based SNS 78
Affective pleasurel felt good while I using image based SNS 4.55 .895 878 72 77
I had fun while I using image based SNS .858
Image based SNS provides excellent curation service 752
Cognitive pleasurel can find lots of information that I wanted from image based SNS 445 .808 .807 .59 .67
I can easily find some information that I wanted from image based SNS 736
Image based SNS leads to being unaware of the passage of time 703
Flow I am so into image based SNS 4.09 901 .883 74 82
I buried myself in using image based SNS 963
I can trust the brand that saw from image based SNS 8
Brand attitude I intend to recommend the brand to others that I saw from image based SNS 4.54 93 905 77 .82
I preferred the brand that I saw from image based SNS than other brands .889
Table 3. The squared correlations and AVE of constructs
1 2 3 4 5 6 7 8 9 10
Common interest 0.66
Visual impact 0.62 0.58
Simplicity 0.30 0.62 0.66
Interconnecting 0.03 0.03 0.01 0.72
Curating 0.46 0.34 0.21 0.09 0.81
Sensory plesaure 0.25 0.45 0.32 0.00 0.25 0.67
Affective pleasure 0.33 0.46 0.25 0.01 0.30 0.43 0.72
Cognitive pleasure 0.50 0.41 0.27 0.09 0.61 0.34 0.54 0.59
Flow 0.32 0.36 0.25 0.05 0.19 0.24 0.49 0.39 0.74
Brand attitude 0.20 0.32 0.23 0.08 0.29 0.21 0.42 0.59 0.37 0.77

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.

zdS Ags] g I A3 x4ee] 715 GF,
AGFI, CFI, NFI, IFF= 0.9°]%, RMSEAE 0.10]3}2 Hil
2ATHSong, 2011). & AFe] GFR= 0.99] <7F w|x|A] £319)
31, AGFI= 0.9¢]3}=2 Yelsitt. 2ev CFIAIE Ftel 0.935
2 et 2Y A3es 78 7het 502 B ¢ o
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0.837, AGFI=0.798, CFI=0.939, IFI=0,940, TLI=0.930,
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*p<.05, #¢p<.01, »+x p<.001
Note: Standardized Coefficient

Fig. 2. Hypotheses testing results.

Table 4. Regression coefficients and fit statistics from structure model

Hypotheses Standardized loading (B) S.E CR. Result
Curating — Affective pleasure (H1) -.033 .105 =311 Not supported
Curating — Cognitive pleasure (H2) 473 .064 T7.407*** Supported
Common Interest = Affective pleasure (H3) 818 142 5.777%** Supported
Visual Impact — Sensory pleasure (H4) .692 158 4.369%** Supported
Simplicity — Sensory pleasure (HS) .082 132 619 Not supported
Simplicity — Cognitive pleasure (H6) 282 076 3.731%** Supported
Interconnecting — Cognitive pleasure (H7) 079 .036 2.231*% Supported
Pleasure — Flow (HS)
Sensory pleasure — Flow (HS8-1) 0.28 .091 306 Not supported
Affective pleasure — Flow (H8-2) 494 .099 4.990*** Supported
Cognitive pleasure — Flow (H8-3) 282 .096 2.932%* Supported
Pleasure — Brand attitude (H9)
Sensory pleasure — Brand attitude (H9-1) -012 .086 -.143 Not supported
Affective pleasure — Brand attitude (H9-2) 136 .098 1.388 Not supported
Cognitive pleasure — Brand attitude (H9-3) .634 .106 6.005%** Supported
Flow — Brand attitude (H10) 158 .080 1.959* Supported

X2:664.624(df:375, p=.000), Normed xz = 1.772, GFI=0.837, AGFI=0.798, CFI=0.939, IFI=0.940, TLI=0.930, RMSEA=0.060

£p<.05, **p<01, ***p<001
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