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Abstract

This study investigated consumer perceptions of information provided in a fashion Instagram. This study

examined the differences between information provided

in Instagram by brand vs consumers. A pilot test

was conducted to develop stimuli and a brand selection in the main study. Participants were randomly assi-
gned to one of two stimuli manipulated by information providers, and examined the perceived credibility,
usefulness, and enjoyment of information as well as brand attachment and purchase intention. We gathered
and analyzed a total of 200 data. The findings of the study showed that respondents perceived significantly
greater usefulness and purchase intention of images uploaded by consumers compared to the fashion brand.
Credibility and enjoyment were significant factors to enhance brand attachment; in addition, usefulness, cre-
dibility, and enjoyment were significant factors to increase purchase intention. The findings of the study sug-

gest academic and marketing implications.
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Table 1. Perception differences of credibility, usefulness and enjoyment by information providers

Credibility Usefulness Enjoyment
T
e I | r | o ] r | o ]|
Corrected model 2 18.590 | 17.088%* 2 22.885 | 13.544%%x 2 23.956 | 17.811%**
Intercept 1 89.386 | 82.166%** 1 87.534 | 51.806%** 1 80.631 | 59.949%*
Involvement Nike (control) 1 33.928 | 31.188%** 1 24.862 | 14.714%%x 1 46.336 | 34.451%**
Provider ggz‘;jg:r 1 2416 | 2221 1 22.849 | 13.523%%* 1 932 | .693
Error 197 1.088 197 1.690 197 1.345
Total 200 200 200
Corrected total 199 199 199
#5p< 001
2) HEXNI FHof 2 2= o=t Fofel =0 e oW, SHAFE S AH|A7E Al g8k A RA Y
CHEF AH[XFe| R1AIXIO| 2 Mg b A7eite A9t =EEH A
AT-EA 29] AANE FA| o w2 AFzFedz}e] o] ARAZ] FA(EAE vs M| 2P wet AR O] F
7] B =] thgk o 2 2| 2kxto) & HEs] fl8te] F 3**?% TFrj el A {2l xpol & wHel B Aol A
Wk 248 A 31 TH(Table 2). 3HEFOE Lo]7] B o12eta @ o] S AlFsle AR e FA o wp
AN=of ek FATTF FAMFEN Fo 3Tt T F/} H‘%} AEE FE3h= AvARe] wkgol= 2ol 7} Q)
S5 BAIS A3 ARAFe A wet B = (M= the A A5 A gtk(Bae, 2009). 5, 2 A+2] A}
4.134)9} &M 2 M=3.996)2] B = off 2 HF gkl 5 FEZ ALY BAlE FA o AR LML FA AR
Bgk xfo] 5 Ho)A] ghokom Aol w2 off 2ol A9 o w s w BANEF FAsehe ijOll A
frolgh zpo] AA] ERFA] FhTh(F=375, p>.1). B oA & ol7]9] Fxet 27t 2 oA =
= ol 2e] Ftgh(M=4.066)S A E ofv] Av|2ke Td=0] Tk, e o] F oM B &u|AT} <
ol 7ol thgt ofj Zto] o= H & P o] US-S &I el o 254 AlFst o|n| x| 9} v|wate] AFET Bl
S 4 AT vhHe| A =E FAIS A3 AR AT o tigh {83k R tigk Z A Aol o] F
FA o wet o L= SAA 02 {218 xlol & vEL A]7] o] om|X|o| B R 4|2} =3 €] AXEAA] A

WTHF=13.537, p<.001). A BA|Z&) FA¢1

4508)= B =(M=3.896)] H| WA O 7 o

2o 2K (M=

Bans

o] ool 2ok ) Wb Ao it 5, &
H A FA|S) RN 2 AEe] A AFL 7o)

Table 2. Perception differences of brand attachment and purchase intention by information providers

Brand attachment Purchase intention
Source
dr Mean square F dar Mean square F
Corrected model 2 20.921 19.313*** 2 23.128 15.148***
Intercept 1 67.820 62.605%** 1 97.413 63.801%**
Involvement Nike (control) 1 40.899 37.754%%* 1 27.528 18.030%**
Provider Brand vs 1 407 375 1 20.668 13.537%%%
Consumer
Error 195 1.083 197 1.527
Total 198 200
Corrected total 197 199
k< 001
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Table 3. Effects of consumer perception of information on brand attachment and purchase
Infom{atlon Dep?ndent Inde}?endent Szl 7 . F Adj. B?
provider variables variables
Credibility .386 4.597%**
Brand Brand Usefulness 091 956 41.408%%* 550
attachment
Enjoyment 408 4.568%**
Credibility 376 4.502%%*
Brand
Consumer Usefulness 143 1.699 69.310%** .679
attachment
Enjoyment 429 5.565%%*
Credibility .193 1.907
Brand Purchase Usefulness 234 2.020% 18.434%%* 346
intention
Enjoyment 287 2.661%**
Credibility 213 2.292%
Consumer Purchase Usefulness 315 3.402%* 49.820%* 597
intention
Enjoyment .369 4.348%%*
*p<.05, ¥**p<.01, ***p<.001
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