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Sharing Activities in an Online Fashion Community
- Focusing on Erving Goffman's Impression Management Theory -
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Abstract: This study focuses on online communities and the ritual conversations of users when participating in sharing
activities. The study aims to understand the social and psychological phenomena that occur between users within the con-
text of Erving Goffman’s impression management theory. Case studies and a content analysis were conducted by col-
lecting posts and comments related to fashion products in the sharing activities category on Naver Cafe “Family Sale.”
On the one hand, the study identified various disposition motives among givers, including a desire for recognition, self-
expression, activation of the community, emotional sympathy, goodwill, play, and simple disposition. On the other hand,
receivers’ purchase motives included the need for a product, reciprocation based on a sense of belonging, play, gift-giving,
and simple response. Analyzing the posts of givers and the comments of receivers of fashion products using impression
management strategies and dramaturgical analysis, the study interpreted users’ impression management and revealed
propensities in fashion consumption: fashionability, conspicuousness, value orientation, and economic feasibility. Through
ritual conversations, users managed to attain emotional stability on an individual level, while they reinforced collective
bonds on a social level. They fulfilled their roles with their own narratives to achieve personal and collective goals in a
non-face-to-face situations and non-monetary transactions. This study is significant in that it examines normative com-
munication in an online community and user relationships to understand a recent phenomenon in the fashion industry.

Key words: impression management (21°322]), Erving Goffman (>1% 3373}, online community (2221 #1HYE),

sharing activities ({15 €-%), fashion products (]A14]3%)
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AFUE MZ Alth7E A FY=HA, Avdut]ojoA] o
W HAAFe] T3 Aol gk AAKnarrative)’F 22121 A
FUEIA 585t me} el el Anja; J3s
she ol8xlEe] et 25 Alolo] A tigt Foe] &
s k. 20223 EANE Felol= UlHEIE A (Tell Me
Your Narrative) 10t] E-E F U2 A3, 217
R MARE ZE= Zlo] HAllg goolld v Tasid A

Az} Al oloprlsle BEQ TR IE 2 (Homo Fictus)

o]7] Ho] QA TiE ARBIetEel Are BaE S o
ols} W2 Bl 7P5SIA AR el e Alge] BES

W37 32, AFolut Q1B S =2 4 THGottschall,
2012).

oY) 7=9KErving Goffman, 1922~ 1982y A13]4] 0]
FAshe R E5g AR B¥ske A2 EW)
AHL, dod she gEldd B xFo] oA = A
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33 g9 IFFQ Frte] iR & TH(Vedantam &
Mesler, 2021). Z+ &(Carl Jung, 1875~1961) 7i¢loly}t 3
thollA ARBlH R 8RlEls D 5 Q1T A AlelellA] A}
34 QTE A7) S8 qkE 7S S22 (persona)
2 A8l th(Fawkes, 2015). A3 #&Esid, H2aus A
28-S B9 s AAEY oA FFOE vlEkE A FE24
U 530 mE oidst sasEld e A5 AAS A
(Kim & Ha, 2017) 5°] oy}, & dAF+= vijzm]t]ojoA
adm|t)o] Aldl2 33 §12.0 71k mije] 304 B
ZHe] BEAE 7o R wistEl djxje} Anizte] Jeake-
Foll 2He T 53] 2RlolA dHAAIFel ik Ff
2o} AR} 7F QEke] AAZF s AL AR FHAH S
A2 A7t ol 2A S7FIEA, & i Ao godo] 3
el wel, ol 7k ARUA AN e g
(impression management)E FFHOZ AHH T AL
oAl olefgt g7t Fadd] dojual dgelE B st
A ole} #HT A= vv|st AAolth(Huffman et al.,
2021). 221 s AFYE A HAAFS] s EF2 &
7} B8] EAISIAL AFL] afF olo] WAYs}
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 AgelMe 221 ATUEIM Y] HAAFe s &
SollA ol &AL A HFE FE =ve ofHHd
tistell 24& FaL, o arrwrie] QgE|e] wWEtex aE
o] F3AgS dvgo=n i B A Aol A
Qle] QdEle] deAdst o TS vefstAt itk ol
WeS EdE g A wAle v 2k

A7 A 1L 2=l A ARYE & edAEe] v 2
& AR, Ao AR E719 FElAke] A E1E
Fsheitt.
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Azyat7) AlRebEA 2 857 H9thKim & Na, 2015). 7+
2] AFAR] AHREEe] 879 $A] ESGE] #Etel|x] ALS] A
Alo] 2 E= APAESY A&7 AFe 719, A,
5, AFS ALE Fol 0|27 A Alo]Fe] A&EHE AN
JolthKim & Na, 2015). Shen et al.2013)¢] AT &
HIE]R] oA, &S oA, & 814 4, X ALk o)
A a8y TS g e R AR

olgzglo} T 2k A ZELE(Prato)dlAE= & SollA]
Ag tA] Boll 75 Mgt o™ A AAl A 29
15%7} o]3tellA ALEHhar et Zg2ela] Ay =] 30
ol g oFf AVIE 74 dAoIA AZ-EAE] Le Relais
5= 1,800 olde] SRE T AlHelx] FAS & 2
W, 71, ALY, 2Rt g Ajelsiar qdok. 218 o)
d3] % 349 Federation de la Mode Circulaireo| A&
HPAAFE 2 Ao AL 2] AAEE Aslsl] dE &
gk Sz AHE 7I9EY SARA] FFEE ST,
20159 A YE Fashion Green HubollX= 71 7] 3% =t

2 e

oo

A A< LVMHE Z2Y AR 7197 2ol
DARE(Disrupt, Act & Risk to be an Entrepreneur)ol] 2|3l
olFHol’E AElE SR LVMH 59 P& IS AT
ehs Hxe] 22l gME] oAl e SAFoEA 318
7 &l FHstaL Sk

S A AP AN AETFsd FRE e T
A SR F2 A A FEEE FUE UTh(Lee,
2022). MZ A= A MAIFS R 71 R|&7hsst 7ol 17k
aha, S7ARIsHE oA FEFR] AU E Helw o]Ee o3 F
3 AY Ao FeHI Utk T AFL ABIRE AlellA
H1$I Aol 3 ool FAH Solehs FHe o] LE
oF 2] Z2 ARk (Park & Choo, 2012), <=3+ A9 A
A pgoRA Ag, wd, B8 T3 e 5 ANES F
A7 9T A2k 7MY BLAA e AR
Ch(Kim, 2022; Lee, 2022; Park & Choo, 2012). Heather
(2009 AR Wd: 2871 ot 2k27h oA AEE
& oln] ISRl & 2715 Aejste 454 v ol
] oKMarketing Myopia)°|™ HHE=ELS A|E-8-S FIAE &
H] 305 fRletal dokal A A8kl Lee(2022)y= 747 <
o] ¥ MZ Aldi= gAe] 2lds S8l Ml Fo0) FoAT
T AL, ol A AAEe] Kol7] wEel 10d F A
HEO 2 & 29 30%= FaFe] B Aoz} dideilt

2 Eo] HAE i Aol gt w23 Ao A
A 77] FA tigk thet 5] olfE Il S Aol
gk 212o] FAA o Z WBIITHKim & Lee, 2022). 31
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AVet A&7Fs 71Ee] A7kl ERl AlA|R)E R T A (WHR)O!
w2 202003~2022 7+ COVID-19, AlAl 724 <t8l a8
Ao Wi S Belal w7PE dEEE & o7t fld
o oleMdzt Aol FTtsle] FEAl oS ARG
A717F = AH(Lee, 2023).

2.12. Y &5 2291 AF4E
U E52 AXREe] dgto g AMxpt HAAFS Tl
- ARESEAL WA o o] Sk G AlES HTOFC 2t
1:”—7(4 ;q.\?_ ;:l—Eo] /v]ag%dr AJo] o:]zﬂo] /\00} A= QQ,]

25%9k A 2] 30% % E% 23] 2R BAS e 5
’“Oﬂ wt A AR GEe AAEY B 9 O F7)

55 Fstal vkl JE TollA B3z ATHChoi, 2018;
Kang et al, 2009; Suarez et al., 2016). &H|A7} AEFS A
EI|2 g Solim o2k A& WhHel @IS mIX]7] wiie,
AFS APdGA ] 717 ARA HAES FAY ARY
E] ellM A2 Feshe 5 ZelAlelE ™ (pre-cycling)] &
2 A1EA e 22 vgdE ARE T8 E0E AR
St Aol AR tHDommer & Winterich, 2021; Kim
& Swaminathan, 2021). 280l )3l ofj2te] 4]zl &
< JAsHAA A& AEE At AIFE] wiEe] A
el FFHR o2 ARES BEASHAY, AES AR}
7] Hol| A8L] FAE AT P SAAR] FE g
7198 B3l AFS 2K anthropomorphism)ste] A&} 7
g 284 Aol = HiEske AS FASIE sisit
(Dommer & Winterich, 2021).

Albinsson and Perera(2009y A18]2] WESZ] I3} %k
AH 2HIFOE UeplE AR AHE A RS 7Yt
@ 4 13, Huang and Fishbach(2021)2 o] A|Fe| At
374 A4 7158 Ak BHHQ] TR Aol € F e
™ Kang et al(2015)9] AFox = AEAEZ s 59
HAE AHEHA o] AR A, TR AR 3A
SollA Wlshk= ARE1A BEdS IR ]O}‘}i‘:} Ch01(2018)—
H|z}e] Adgke] whe} ARS-SHA] S HAAES EAshL e
5ol thal B, Ji(2019)= ﬂ%éﬂ%ﬂ%—e— HZ]7] o4
3h= AFES] A gholx el e aEe] 4| 71x]e] &3
o thell H&Wth. Kim et al. 2020y ¥84 AR3lel Ug &
B AAA AnFe] sl gk Bk sAS S8l i
g Ale] vhs 99S 7Sl COVID-19 53t WAISH ALS]
olfrel]l ti-gsle UedgS Algtsisit. ol oyt 715 &
718} 715 ool gk Q1A wiAlY] E3E AR, 7)1
Foll BFE VA= AEE aRlel| mE Ak a2t s
u5]7] %= 3I9THKang et al, 2009; Lee & Moon, 2015). 3
< xzgfolghe ¥ xzgogole 22}l 2EAE v
S.W.A P(Shopping Without Any Payment)yZHZ0 2 215 <
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Al A A o|a FHA] ArE vHEA HEAZItH(Jo,
2000). QJTEIl AHlES}e] oA dishe= 22kl ARYE W
oA o] A& TR RARI AES FHsh sl T
8 7)Ao th(Park, 2008; Shim, 2014). Malik and Haidar
(2023)= K-Pop Stan Twitter 71 HFHEIE dF<] A AR
E](CoP, Community of Practice)@ 2324, o]-8x}50] T5H
FAAL tig RS T8k S8l A71H R wRstal @
AE BAshs oM 25 7ol A9Je xpEsrt LA sh=
AE AT T frsd s =g 9T + ]
2ol 2Rl AFUE W A9E FAsE BU/
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FaA ool AlSlA 9x1E Yoz wdska, 28kl
AFUES] FaaRgol tal iQlHeR Wolgole 5 Wid
She el 3USIth o] o= AvdwlT|ojellxe] A7) ERle
tilAA} ake] Aol wX= JEFE BAHAY, BAIK A

<& &l *@H]E-ﬂﬂ AFHezAM ] 2dvte] o] §At 7
64011 &3 G913 A7 (Han et al, 2013; Kim & Park, 2013)
7h A EAN, eVl AR FF Fox Y] FAleh Ba
o] ojuje] thgt AT, HPUXREEZS] vt olE e R
50 HAE Bt 2kl vehve siniysel uig
A, 2lal 22 ARHEE SHLE o] FolAe A
g 7le] 7459 Tk 917 So] 9ItkKim, 2021; Kim et

, 2019). oJA Y tiEe] APAT= 281 AFUE A
01%7\]'5«] AXEH Pz 5o tiste BATesd $4 o
gl “415} HAd gzt ase] AxdAeldS gAlsk=t
Z238E A thJo, 2000; Kim, 2011; Shim, 2014). Sohail
(2023) —%E]—?l BaA= FFUE(online brand community)ell
x| 2}7] 87 o] E(self-expansion theory)S 28310 oz, B

e Ab, 2314 7ER7F 2 Fofol] FFE mAH, ol2jgh
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71k =3 JtK(Goffman, 2002; Goffman, 2005). &
AR ALEA FEFGelM AEA R el e
sk A3A, Aeld aga AR 5RE @3] S8k
Falo] oluR| e} HAGS FAISIL =Hake WHE ERIS
A7) FEE HAEE Ao R TIRRIF PFo = HFoJst
ATHGoffiman, 2002).

A18] A A5 &-8-(social interactiony> DAL (everyday life)
oﬂ;ﬁ A}i]z—l =5 2o) o]7}o] drohs]. }\].5]14 ,4.7:“2 uﬂ‘—— 740
st JE, A4 aEla 45Y fEeE vHEE Aot
(Goffman, 2002; Goffman, 2005). ¢17+& A4S 2o A5zt
SottE A S A-8-E(symbolic interactionism)el] 7]%3}
o AR =Et Qto|x] ALS] AAZE wHE0iR]7] wEel] A
ARBAERS AF0F HlEhR o 24 Q17ko] QIS olEA A
SFEAE JATH R WAt st oM H deakgl of
3 Ak ity AR F P fHE A58 #A
(dramaturgical perspective) 2Jol=, & Aol= BFA &5
W e 8 BT FAPE BE AJ5ARge] olfgt &}

a)

o L

A

N

olE FEFIE F AUrks WA, 58-S AlY (game),
(strategy), <] (stigma), Z#H Y (frame) T2 th3}e] 7

<=4 (conversational sequence) 5 THFSH o822 #AHPoz 3
=3le] &SI tHGoffiman, 2005; Shim, 2014).

g A= QI7te] HFH R AHT S Sl +
A2 NS = A Z(Schiitz, 1998), T84 A 1AE A
g 247 z}7]ﬁ§ ek B3A 2Ar|dE Hdek ag)a W
2 7192 Aol 474 F3o] UTh(Table 1). 3 WA F
34 A Pﬂ%bﬂ“ A7] FH, OB, AY A, olw
g7} T3E 2, T HR 2AF r|9E Agkls AuE 2
Eke} vj3kd {7} Aot Al WA R5A 27)dE Akl

OS] F2oIA Holb], vleel ik A, el Akt
SE AN WAZE EFS L, AR ol ApaE Aeke
g, A, B2, ARl Weel el Atk 744 A7)
A% Aol A7) Fus Ao A A4S FRYS =7

Table 1. Impression management strategies

Category Content

Self-promotion
Flattery
Display of power
Appearance management

Assertive self-
presentation strategies

Aggressive self-
direction strategies

Blasting the opposition
Critical evaluation of third parties

Stay out of the public eye
Reducing expectations of future performance
Apology and promise to prevent recurrence

Protective self-
presentation strategies

Denial
Reconstruction
Separation
Justification

Defensive self-
direction strategies

An excuse

7] 918l 2228 Fashs Rl obie JriRs] e
A7) §18) 5] o)zl ool sl AR Bt BEE
B8] Fxshe golth. A A IR B F) o8
52 ool A g Bt Aot 229 JHE
HAE ROl 34K ANNAE Mk BRI FAsle] 3
gHoE $94S g5sud she dekow vwae) Bk
Ba) Aple] 5T HolES she Aol EA 27|
& A UhFe) ol HA BowA aFelA PPHoE B
oA 2 Ao AV WA 7S A9 AYe
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BA8Le 23] W ¥t FchPark et al, 2013). Bf
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RN

A HAR T (performance)yS Q14 ﬂg Hgow o
TAA BLAES] BE ALV HE = ™|, FH
g gRololA RojFy Ao mEuks wolFr] 9six A
HtH(Goffiman, 2002; Park, 2010). T WA, Heta] 2308 B

< TR A54 SAx(darmatugical loyalty)E 7FX|aL
o] o|ujx|2 FEsk= Aol (Park, 2010), Al A=, A
dd 2 ¥ 9L Fof AAHg )i, ALl FR
BAFe 2N AFHAF s AME 2dsle ZoE AW
3 (type of information), Z5=(skill), 1 ZH(tactic) T°] E3He
CHPark et al, 2013). AR F8E dojxuelels gdo=
R, 71e i/le] &A% S 713 ANE AEs
Az 5 Q]Ezqo AR HE E‘:L% —’F NS
55 FHske Ao
Hogroan IEehs %_' flo] FAS %J%Lﬂﬂl 736}}3 LA}
&= Zlo1tH(Goffiman, 2002). PIXEhe 2 BUX|§E ke 7
o)A gk w0 FH FGol| Ho] 7hsdtA AR AP
At AAZE w99} § H AR T o)XY
< A oA Fo i rAQl Pjolr] Wi st
ElRle) mg} thE wlgrt Hol ARl IS FAIgT 33
TH(Goffiman, 2002; Park et al., 2013).
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Table 2. Dramaturgical analysis

Category

Content

Performance

The process of individual impression management

Collective level

To share secrets (collusion) with each other and carefully manage the group image with dramaturgical loyalty

Front region,
rear region

Performers not only decorate the front of the stage well, but also cover up the facts that need to be hidden by controlling their

own information

Discrepant role

People who belongs to the audience but has access to information or background areas that are disadvantageous to the performer
People who pretend to be an audience but are on the side of the performer

Table 3. Research on impression management

Category Researcher

Research subject

Park(2010)

Self-expression through the use of SNS where impression management appears

Kim and Park(2013)

In the context of impression management, the experience of using SNS was reconstructed in five

stages according to the flow of time.

Park et al. (2013)

Impression management of actors (politicians) and audiences (followers) appearing on politicians’

Twitter

Typology of self in internet communication environment (theatrical, interactive ritual, and strategic

Jang(2014) .
Non-face-to-face game perspectives)
interaction Shim(2014) Confirmation of common sentiments and norms manifested through repetitive rituals in online
cycling communities
Moon(2015) The effect of exposure of brand backstage information through branded content on consumer

response

Hong and Kang(2016)

The effect of anonymity on group impression management in online communities

Song and Shin(2022)

Classify the self expressed in SNS in the context of impression management:natural, ideal and social

self

Kim(2011)

Sociological reasons why hypocrisy is better than hypocrisy

Face-to-face interaction
Kim and Ha(2017)

Fashion styles according to persona expression types

i
i

1
N
(==}
N
rD:

o] ut]o] 33 HejA &4 wir]o] B 2
2 Bl dAuijle] &l A& saE I Brhdg
2% Fooz dgAEy) AdE g JRE I5sY
TR 5 gfolzzEld Al AHH R P FI A
o} ool Park(2010y> 22}l ARFUA A mAdME o]&
AEE UBUR Aols 333 5535 e E doan
S FAsHA olFY 7ha ATkl EFT). Jang(2014)2%
Song and Shin(2022)2 SNS(Social Network Service)ollX] 3
A=E Aole] F3E ke Qe o2 543h= 7
QEd 7|uksle] 2AF], o 2B|al ARSA zlolR EF3)
3, I FA AXZ 5 HEES B3] B AAE
a7t o]FoiA = A w3 Kim and Park(2013)2
SNS AFHIoZ Aoy AMgAEE o] Al7ke] g wet
Hslsle S SR AP35 Shim(2014)2 2211
FARUE A HHEEe] o NS T3 BN g 1R T
& FEeEA FEEE Y, AA 233 pge] vEeiA
£ Z& #1590 Hong and Kang(2016)3 Kim(2011)
QAEP F7ke] Aol ek Qe mRlE Fgol Hst
il 5 S =230l AYAS TAE) vl IH
o= kg x2EVL USR] AL A= ARH R

R pEle] A4 2

e AHsle] el ESIEGA tehie Fxels =)
o] QBB PASAY, AFH Pl Hgsle] B
t]= el =(branded contents)?] R :=Z3} AH[R} WSS
2 B 9kt Moon, 2015; Park et al, 2013). Q29 A&
H APATE g E HgE Fozhge] HFE st
(Table 3).

3. 7 Ay

& AFeMe A7 2AE sl flsiM FAA w3
= Aol 9 Wee ot Aok ¢4 2ERl AFUE
SA4 Al 3 deAee Hdsh dun)
A, Al Age] et bollA FA)ek HEFE ARzl o)
tofst A 5S PAIF R AHE £ ol AT (Yin,
2003)Q1 AHEIAT FEE st gk 221 ARFUEd
Uehte 8o Adg S olalisty] fls) We-Eds 3
ate] ZAFUACI W82l old vAAE E4 83Tk Samiee
& Jeong, 1994).

E ATe 2eRkl ARUE oA vk or A9l It
| 55, B9 =, AXNE & 2R 7FYEl Y] 243 =
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Table 4. Data collection

Category Content
Research subject Sharing category
The number of all posts 4,795
The number of fashion products’ posts 1,495

Research scope 3 years (12.6.2019~12.5.2022)

7 PG (@ BAYyS AT ez AFsi &
F AFY vlolHellA A 73] tisE <17] 7=
2] %WHML el AFUEA Yol 2 Sof & OF%%
F9] A7t F2 o]RHd v B ARYEE 94 9F,
3}, 34E, 7 254, GUA, AAF 5 thEE 490
AHgERE AlF tgk Aert AeH s dAsie] A o
Y=t T2 Aotk vw 7T A R
AoA] AT el ek F2 wEgE S ol
HAAFA et Y o] E8AE@IRIe} F8lzhe] 23 o}
Ao PHH JoE-S AEs] f§ R
saztsb el AEE AXEH 2o 29 d2vhe TSk
°4¥ %4 e A7 AHS 71EoE 3920199 122 628~2022
| 124 5¥)e = SN ol =ulolA 3 WA COVID-
19 Qﬁx}ﬂ WS 2020 19 2083 Aoz AREA A
F717F AR 2020 39 2298 E¥elaL ok F AXEF
FE 479570013 ©] T ofF 9 midgslel AR AAF

r\r 2 Lo

P

e —h m

£ 1495702 $REATH(Table 4). APE 22<1 #AHYE

& OIRE QAEE BAE AT o%';_i ARE-EIA T
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Table 5. Giver's disposition motives and receiver’s purchase motives

Motives Type

Contexts

Desire for recognition

“I have a brand new item that I bought but never wore. I ordered it while living abroad and just ended
up leaving it untouched. Now it's too small for me to wear.” (User D)

Self-expression

“It's a brand new item that I kept from a previous purchase, so the tags are still on.” (User E)

Activation of the community“OO, are you the person who offered a generous donation? I'll send you a private message.” (User F)

Giver’s “] want to give priority to the person who left an encouraging comment about my son's enlistment

disposition Emotional sympathy

news on November 30th.”, “Thanks, XX, my eldest son is serving in the military and I received such

a happy donation. I want to gather courage and pass it on.” (User G)

Goodwill

“I'll cover the shipping cost.” (User H)

Play “I'll do a roulette draw among the comments.” (User I)

Simple disposition

“I don't have any occasions to wear formal suits, so I'll donate one.” (User J)

The need for the product

“I haven't been active recently, but the item looks really nice, so I want to receive it as a donation.”,
“l got a job, so I think I'll wear it daily. I'll line up for it.” (User K)

Reciprocation of belonging
Receiver’s

“Through this community, I'll gain good items and good energy.”, “I'll also repay with a donation

soon!” (User L)

purchase Play

“Today is my birthday on April 3rd, so I'll line up as the third person.” (User M)

Gift-giving

“Thanks, OO. I'll receive it when I meet you soon.”, “It will be a nice gift for my daughter's

admission!” (User N)

Simple response (cliché)

“Thank you for the donation.”, “Wishing you a happy new year!” (User O)
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Fig. 1. Impression management of givers and receivers in fashion product sharing activities in online communities.
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