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ABSTRACT

The purpose of this study is to reveal the impact of fashion social networking site (SNS) charac-
teristic awareness on fashion product trust and consumer willingness to buy fashion products and
present the basic data necessary to construct specific strategies for the market segment in which
information is delivered, such as providing information on the promotion direction of brands and
products. For research purposes, from 9 November 2018 to 22 November 2018, a professional on-
line research institute was commissioned to investigate male and female adults in their 20s and
30s, and a total of 446 responses were analyzed for statistics using SPSS 25.0 and AMOS 25.0.
The results of the study were as follows. Interaction and fashion information provision was found
to have a significant effect on fashion product trust, and fashion product trust was found to have
a positive effect on purchase intention. By comparing and analyzing the differences between
groups that mostly used Facebook and those that used Instagram, the results showed that the im-
pacts of interaction on fashion product trust and fashion product trust on purchase intention in
both groups were significant, while fashion information provision was only significant for Instagram
users. Fashion information provision is consumers obtaining the information they want from SNSs;
during this process, new information is generated and shared. Facebook, however, is thought to be
insignificant as many users have already been exposed to the information or advertising exposure
of the event, which makes them less sympathetic to the information. The results of this study are
expected to help fashion brands that utilize SNSs gain competitiveness in the online market and
establish effective strategies for promoting fashion brands and products.
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(Table 1> The Results of Reliability Test and Confirmatory Factor Analysis
Standardized ,
I;\Ie;cr‘;oer Item Regression | SE. |[AVE| CR. Cronzachs
Weight
You can quickly access information related to new 749 069
products of fashion brands through SNS. ’ ’
Information can be accessed anytime, anywhere using 670 066
SNS.
Accgss Fashion information updates are continuously happening 710 _ 643 | 900 843
Convenience [on SNS.
SNS has easy access to the desired service through 666 069
search.
Variety of fashion information is continuously updated 737 065
on SNS.
I c?an form a social consensus with other people by Fo 057
using fashion SNS.
Interaction YouAcan exchange the information you want by using 795 057 | 654 | 850 850
fashion SNS.
I often read or reply to other users' posts through 703 B
fashion SNS. ’
The information provided by fashion SNS is interesting. 749 048
The process of collecting information on fashion 934 046
Playfulness |products using SNS is fun. ' 778 | 913 778
Fashion SNS is fun to access because it helps you feel
797 -
better.
SNS provides enough information about fashion products
748 075
Fashion |that I want.
information |SNS provides useful fashion information. 720 074 | 623 | 832 772
Provision |sNs quickly provides fashion information according to 695 B
my needs. ’
I can trust the fashion product information through SNS. 836 056
Fashion |1 can trust and use the fashion items on SNS. .823 057
Product |I can trust the fashion products shown on SNS. 775 - 740 | 934 910
Trust [ think fashion SNS provides a service that can be trusted. 833 057
I can trust the information of products sold on SNS. 835 .059
SNASAhas a great influence on my fashion purchase 715 081
decision.
I will continue to purchase products introduced on SNS. 798 071
Purchase |[I am willing to purchase fashion products and services ,
Intention |recommended by SNS. 713 651 1903 857
I am willing to continue to use SNS for fashion purchases. 746 079
I am willing to recommend products purchased 787 080

through fashion SNS to others.

x*=801.830, Normed x*=3.383, df =237, GFI1=.885, NFI=.890, TLI=.906, CFI=.920, RMSEA =.069
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B o375 RMSEA=069% 08°]32 At&5
e, TLI=.906% CFI=.920= EF 904,
GFI=.885, NFI=.890% 90°] 7M}& FX& 4=
wo] AFEFo]l Agatrte Aol FHH

Cronbach’s aAldE SHEE9 BIA
ste A9 AY wA AAs| ok &
g913}7] $13 Wy o2 Cronbach’s a
o A AY 22 ol T2E 71EY .
el WHadAds 7
(Lee & Lim, 2009). 2¢1%3&}
(Table 1>3 7o
(p<.001), 7 22 ol 66622

L9425 2 en, /fdAl

;9,
o

3 o
ox -
e X2 (o AN ox off

Ny

=

i 2

e,

i
fil o e 3

A

=l
30,
dlo
o
Lob
o,
i,

03#
[o
ol
o

H & 0

1-11

4

oft

X,

2

o ®
HU _11)1,

[ep] :lo
lo
ol
-

YL
[o b1
2
>
N

oy ot rdon
Lo,
<
=
(T
o l
o
oX
o
o,
—

Ir
ox
o
X,

Fashi
Access . ashlop Fashion Purchase
. Interaction Playfulness Information .
Convenience . Product Trust Intention
Provision
Access Convenience 643°
Interaction .382° 654%
Playfulness .393° 501° 778
Fashion m'f(')rmatlon 646" 465" 441° 623"
Provision
Fashion P
ashion Product 184° 3710 194° 308° 7407
Trust
Purchase Intention 377° 506° 3920 .388° 651° 651°

a: Average Variance Extracted(AVE) for constructs are displayed on the diagonal.
b: Numbers below the diagonal are squared correlation estimates of two variables.
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Standardized
Path Regression SE. CR
Weight

H1-1 Access Convenience - Fashion Product Trust -.081 110 -.856
HI1-2 Interaction — Fashion Product Trust 488 075 5547 RE
H1-3 Playfulness — Fashion Product Trust -.038 .067 -533
H1-4 | Fashion Information Provision — Fashion Product Trust .340 125 3.019 ok
H2 Fashion Product Trust — Purchase Intention 829 048 14.195

001, K01
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