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ABSTRACT

This study examines how SNS users' motivation to seek mformation influences their emotional responses and
behavioral intentions, in relation to rumors about fashion products. A survey of SNS users in their 20s and 30s who
were aware of fashion product rumors on SNS was conducted, and the results were analyzed using a statistical
program. The findings suggest that the factors motivating information-seeking have differential impacts on emotional
responses and behavioral intentions related to rumors. Specifically, utilitarian and hedonic information-seeking
motivations  negatively affected enjoyment but positively affected arousal. Meanwhile, psychological
information-seeking motivation enhanced enjoyment of rumors. Both utilitarian and hedonic information-seeking
motivations positively influenced SNS users’ intention to spread rumors, while psychological information-seeking
motivation increased the likelihood of sharing rumors. Enjoyment as an emotional response toward rumors positively
affected sharing intention, and arousal also increased intention to spread rumors. Additionally, arousal served as a
mediating factor between utilitarian and hedonic information-seeking motivations and intention to spread rumors.
Similarly, enjoyment mediated the relationship between psychological information-seeking motivation and sharing
mtention. These results reveal the causes of rumor sharing and spread on social media from the perspective of
information-seeking motivation. Furthermore, the study aims to provide valuable empirical data to help fashion

companies and brands develop effective response and communication strategies for rumor crises.

Key words: behavioral intention(3] 5 2] I2), emotional response(7H73 ¥H-%), information-seeking
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1. 3EF7Z7| ogke] Jekg Tt stk Kang and Kim
(2024)& SNS BHFH9 F7] a]lo] 744 it
$71E dmst 959 Qo A7 AEN NS oo mien mmgel @S o)Ay 4AA
G87kEe] Foll WSS ATIHT IS T oo oNs AsArgolEd @ GBS o
1S RN ST T S SIS AT g sqn ede S B8 97 (Marett
o] & (self-determination theory), ©|&3 ZZo]& & Joshi. 2009: Zhang & Cho, 2017) 14 E AR
(uses and gratification theory), "|&EZE &3o]& ¥ #4950 202 osy go] £7]
(unmet needs theory) T= 243 d7olA o QH Fedsh 208 W ohz) sfole] AH A7
A0 AGOR UAAT ANDRIBANE oo ow sal wae g% ados 4o
SIIE WA WSS SATE T WA S gy gan. og ardse sNs olgne %
o SIH MASE clelS SH SR TES ) gele) gy wen YR AgusE
AH(Ryan & Deci, 2000). SNS o]& =7]o] # Geptons B ojme] :Q wWio AuEE
3 A ME ARFTLET| ZQAS 7FEEY - a1 = -
—t—al,j;éi& " ?—;g ]Q]%:mo%%;@;; Zliiw A AERES B % A
%S A A0R A3 F Aot
l F71¢F ©Edk A, A% 55 g AH
A atdllA HARE FF3te Aol 7] 23 ? ZiERutS
oy &AUtHTang & Lee, 2017). ¥E3H SNS o]
£ &7 S8R0 E Agd F71E v d+(Heo NS A&, 718, HLE, 9 o £4
& Yi, 2020) %= Atk Mol A8l B A= A & (pleasure) & 4=, S48, F&, &7 F9 3V
HEFE71E A84, A5 9 Agd 5719 A (arousal), A, $23%, A& 59 A9 (domi-
Hog HYY, o f3o Fmo]EX|7k| SNS nance)d 7o 2 AHEtH(Foxall & Greenley
A QE] FYE AutE 7] dZo] SNS o] &34 1999). o] Al 7FA 9] gL A Wete] wel B
BEFTF7IE T4 Aol Fasitha Adat T AR EHAY gY A F2 F Y AR S
pil A% & oY JHE dFAL JoH, &
SNS o] &#e] F7le #% AFES FE © H|z2 g Fol st wiZiFe 98 % ASEI Q)
& F719 #HNA HILst] 57 2910] o] &R} o Kim(2013)> #8whge] A%, 7], AW
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A3Fgith Cho(2018)& SNS®| o]& F71EA o 9 vATT 93, Loureiro et al.(2020)
3 HEE A3 s FRFFE7IH A < AARANEe] EASTE 7|7 BEAHE o9 F
7 EASI AL o8 F357]7F JHA 0] A #AHo| vy stk Park and Yang
7] 99lelg 3193, Cha and Na(2014)= &7 (2018) > HAHEZo] &M} g owe A A
A AFgacls EdE AU FHAFUA A FEFS AL FA PSS T vifES
JAAE FHslete] Frv|tie] Fke] F71H L = Agx e 24 EH=A
= ]

™, Ock(2012)&
}

eo and AUl A ol& E7|9 7HAA o3 2 HHF ST
&717} 2 A oA 25 B4 o] o=
E =9 718 dE ozl A3 A7 (Hu & Kim, 2022:
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Park & Suh, 2024)9X+ =9 vWiZF7} o 2R s AFoME FFAeE AF 2 AN
dHdom, Kang and Kim(2024)¢] AFelxE zo] digk AAH F A wkeE e
SNS HEFHF F719% AHAEE Zh EA4% P49 "Bxrt v dToE YeidE s Aldol
g wiEzst gt olF Are F7 A AZA FAAH A, A 2 FAAE 5
7b ARNEE wihste] AFeEe] TS v o] ¥¥¥ty 39 th(Jang & Kim, 2023). SNS
FAeS ATHeR B4 qnrt stk Foo g PFors FHE FHIAL AL
Fojel] gk A ¥ A (Kim, 2017) oA SatstE e JARA F, A3 9 Eikere]
= A4 BAZE <l Tzt AT 49 4w Aol ATE 2 =, SNSE ZES, T3t
AEe] 971 Bz gis) @ FAHoz uhgs 7], FAEA 59 7S AT o FHE
= AL w3on, Li(202d)E 24 mudEs Tfete 97 ol W ool g2 o8t
53 e Ad &b AAL JSEBR T U ZPEFORT R olFAZIE At 97t Rl
o 2 Hre kg oldlEty] HHAE # WA o)A At Lee, 2024). whebr AT
AurS-S yEsjor sty FAeth Kwon and = 2o g PEEES SNS FHE T 2
Cho(2017)& "™IAIA A=, ‘AzZkd 64, & SatatE e oo BN A e IR A
A A0 o2 7o F&o F(+)HA FTF FHs FAd el o MupEo] HjwH
S vHAG S, Lee et al.(2019)2 Foj F WHYolA Fak £xrt =9 AFS Ho
gk FA44 AHol T F&ol JEFE wAA U, SNS¢ SHo2 Q8 F&45EE B AIgE
e W FE A7 Fo Falel] FAQ o oA FHASA ks AlF o] Fu
38wty sk B3 Kim(2016)& F1 o) ATFES SNSE Fall Fri7F olgA Husy &
ek B gurgol FmalEel Fakero AEEAE We|lAt stgoen, £ g g &
S PFTIL 3921, Lee and Lee(2012)E b OlES SAR st FH FEate] g For
BAE Fojo] tig Auje} s7]4e] T A dFs WA 8AES FHEATL Kim and
3 ks z st shglh olgk o] v o Yoon(2015)2 FHE AR HFol A& A5
TFollXE AR PFAEY HAPHlor B AP FxE Q3 FH Auewrt ol 59
J, 3AA Z& BAAH SHAAM eSS o 3, Kim(2023)2 F99 £33 FAH, dAH
ol sttt FEEHE7E Fo FEE Fole I 899
oo Al AFE Afe] LAY B AFYE 2t3 &9tk Zhang and Cho(2017)& 1 Al
Frjo] gk gRkge] PFore JIFTFE WA o} kel re tigk JRAE 7S] ZHE B4
J, AEFALE7NG AFOE Aol A HPREE 392mM, Lee(2024)+= SNS F9 £A43 359
o W&t & AR TestTh T AbelellAl RIAH, AAMA HEe] wirEdE
gelsticth o] oo Egteldt]s BUS A&
3. #Eox AT (Lee et al, 2019) M= 83 803 Az}
d Azro]l Fu ol Fr o] atel] A
4218 dlF ©]E(TRA, theory of reasoned action) o] S AT EJEES T HAE =wuo
o HEY AT TR 5 A A WA gy a3 (Lee 21500 FHg Toiyel g
B G AT As| ASAL BEAR oo gare MAL ez e o)
< e g5 st sk sl o gzt vt 2o] E=ujo] &AMz £z EAo] SNSZ E3
S4S 9ndth(Al-Sugri & Al-Kharusi, 2015).
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Ao 2 AAEAT ZAFRAS 20t 7F 200 27§38

*8(57.1%). 30th7}F 15078 (42.9%) 1AL, 273 139 ot
8(39.7%), <173 2117 (60.3%) 1R H, ME&5 S QA
Al 116%(33.1%), 342 997 (28.3%). 7§7]E R M

[<]
A 9 71eF 309 (86%) 08 T

4, 24 Wee 2ATEE W
W AR Y, SPAsst F

10575 (30.0%).
AHA. o5 EF+ SNSE o] &3ty AAEH, Iv. ArZ2 1t
SNSol A s B =9} AFo] B3 Fort Az}
A AL gy Aot BIH(51.7%), W = 1. SNS O|8Ate| MEFFSI|, FHo| CHE
A ATF 1699 (48.3%) 0l FHet] At el ZHEE 2 WFEo| 20FE
Pl 3RS 202 2FI ATk AERAE . _
A4 HEAZ ABste] 20254 89 4Ll A 129 & 7L SNS e RBERTE], Tl
A Skl 2AE ANSAT, T ARE g ¢ G9US R TR SATLS Ase
A BT S WAEA ABZWA T 7 71 98 A8 S @*13}913’_, Varimax %] 73]
Ol ZAaH H IO e o 3
w0 92 840l Am92 Age wgex ¢ 0 A8 TEE R ST 4O
S oleldk Fui7k SNSIA s e T o T
L obm she] pANST AEe e 298 AL H == Cronbach’s aAl 4 E‘o 23k ’iliVéE A
= =] =
SO, ATAOL H0nel ARE FHa oo oS G U0 A ARAE
o BASUT AR $AE SPSS Ver 250 FA AT
Z2IYL ol§AAL, AT 54 A
{Table 1> Factor Analysis of Information-seeking Motivation
Factors Measured items liﬁg)grs Sljjz Cumg/jatlve Cronlzach's
I seek information about my interests on SNS. 840
Utilitarian |1 seek useful information for my daily life on SNS. 825
information= 157 0 T formation 1 need on SNS. 823 | 3486 | 24.903 885
seeking
motivation I seek the latest news, trends, and fads on SNS. 762
I seek new ideas and information on SNS. 719
I seek entertainment information on SNS. 815
' Hedogic I seek information that excites me on SNS. 786
mf;’éiﬁgn' I seek information that entertains me on SNS. 756 | 3249 | 48110 861
motivation |l seek information that relieves boredom on SNS. 714
I seek information that diverts my mood on SNS. 682
I seek information that provides an escape from 856
Psychological reality on SNS.
information- |I seek information that relieves anxiety on SNS. 854
seeking I seek information that helps me forget about 896 2.1 67.731 $10
motivation | difficult times on SNS. '
I seek information that relieves stress on SNS. 669
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{Table 2> Factor Analysis of Emotional Response to Rumor
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{Table 3> Factor Analysis of Behavioral Intention to Rumor

. Factor | Eigen | Cumulative | Cronbach’s
Factors Measured items .
loadings | value % a
I will spread SNS rumors to my friends and acquaintances. 910
S 4 I will spread SNS rumors to others. 904
prea
. . I will spread SNS rumors to people who don't already 3.561 44 508 949
intention 891
know about them.
I will spread SNS rumors to my family and relatives. 842
I will share SNS rumors on community sites, blogs, and 907
cafes. ’
Shari I will share SNS rumors through comments. 897
aring
. . I will share SNS rumors on Facebook, Twitter, 3.174 84.191 915
intention 884
Instagram, etc.
I will share SNS rumors through messengers like 667
KakaoTalk. ’
TEN(B=-172, t=-3474, X01), H&H FRF 2 w7 FHAo] AFEHUY, SNS AH I
TE71(B3=-160, t=-3.236, p{01)7} #(-)9 4 57180 A wed EAR, A ukE
Fe, AelH ARFE71(8 =313, t=6.316, p(001) = AEAEE 3= vIAe JoR wEA
7 A(+H)Y Jge v HL, AR HA H4Y th(Kang & Kim, 2024). & 4+ SNS A
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SNS olgAEel B4 i, A % AEAL  HFFEAS 9PUL BAL NN AR
Ah EL 90 ANE FFUST T 4y 2Enk 56 484, A% ANFTEAS} 2
EA% 20) FoME Ao ANRY BA, Sk $AQ 932 AdE 29U 9L
W) el 84 AREFE(G-10, t= WAL ol SNSAH FEFAY LA A
352 (00D, AH ANFFEA(I=26, t= & P AgEe] Tl 0@ BALHIE
502, HO0DZE A+ AR GIAT AAL  FR AF W1 59 821 240 o EE,
A9 WA AR 100%3Ac W A AW o AAE o FE40 PERLE oA 9
4 quEe 489 AFTEARG AR 4 o AHRTENE OE 227} AL ANBY
BEFEAA B E%on, SNS 0§25 9
44 Be AERA AUIN FHE FFYET 3 ONS OlEXI] BEATEI|} 2ojof 3t
2olol g @71 20l ¥ AAT. 19 RN T
SN AURTEAE WA G A
dsronz 4e9 AN AuE seag S8 SO BRI T AT Y
= ool g 871 290 FobAA gt e M R w9
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{Table 4> The Effect of Information-seeking Motivation on Emotional Response to Rumor

Dependent variable Independent variable B8 t F R?
Utilitarian information-seeking motivation =172 -3.474%*
Enjoyment Hedonic information-seeking motivation -.160 -3.236%* | 20.810%** 153
Psychological information-seeking motivation 313 6.316%%*
Utilitarian information-seeking motivation 180 3.521%**
Arousal Hedonic information-seeking motivation 256 5.020%%% | 12.855%** .100
Psychological information-seeking motivation .050 982
X 01, <001
= AL, FARF] AA dHEL 56%A%TH P WIoEA HPdoes Add dAE
Fo oo ik g FaFee et A B9tk Tang and Lee(2017)E SNS ©]& F7]0]
BRPE/|NG 484 AuRFENN U 2% 99 A9 RRN guaTdsl 247 gue
0w, SNSOIH gAY oetde 4uE F  FHOES FUT AT Shen ef al(2021)E
4% 2UE FASHE o/l By SNS o84 Aed 577t 24 relE Fa
g % slek B, FROE dAE Aed 4 el A5 S48 et ode 24
HETF71(5=.282, t=5497, X.001)7F A(+)< o] A} SNS o] &21e] ARFLE717F £ Ak A
e AL ARG A ANAL 89%%  FHAEG JFL vATE A7 A% Fo @
ooole B4 mad 2Eds Az 52 A% Pel we gl /)da)
ABE F25E T FHAES L 2
o7 siMdEn. ey HHE, & ARFTFE 4. SNS O|EXte] FHol| CHet A4S0
71 TRk g PAA BPSERE SNS SO =of| O|Rl= G
F01g THeEE ouo YoHE Hed Au NS olBAel el e el
FTEN F8E 57 2ol & F vt - um; — Ma‘ﬁ;;“& e tosl
SNS Friel & % FhAm BaAAE £ mﬂ” ;j; ;ﬁm;}];;@ oo orm
W &893 F84 54, A%E /84 Tl 9% jo'ol AOM';OLL} N CoEoEe el
gelo® gyBAAR & dAFe AERFTF7]E e M B =427, t=83808, p<.001)

(Table 5> The Effect of Information-seeking Motivation on Behavioral Intention to Rumor

Dependent variable Independent variable B8 t F R?
Utilitarian information-seeking motivation 168 3.226%*
Spread intention |Hedonic information-seeking motivation 142 2.724%% | 6.865%** .056
Psychological information-seeking motivation 087 1.664
Utilitarian information-seeking motivation .002 .046
Sharing intention |Hedonic information-seeking motivation -.099 -1.935 | 11.322%** 089
Psychological information-seeking motivation 282 5.497%**
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