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AWl AR A 277} Hakel ket v Aol VS AlRstE 3 glom, 57 FA)
U AEe] $1E T ASHOR WgShe FAAHAE WRsHs Zo] ul$- Feshl oA 2
£ BE B sNsel LA O R BRI 2HAE FALHAZ Esel 15S PO wArH
9 ol ATRAT. ¥ 7o) BAL WE BAso] FAL|RY) SNSE Be 1) sEle] XZo]
il oo P G B Folrd, € ol A2t A Sl ol o) w1 3l
910141 SNS Hholie] 2 FakE PFeaA ek Aol Avke theat gk BE BAS A 24
o A2kl 30 e SSIAA Held dlE, AR se, A Ao ek o £, e e,
AA e, A A9 BF ) el fold 4o G vIAE A0 etk A, SNS ol
S el eelo] o ol ol Aol el 23 A oI SO b 19 g A7

of Aol mheh ¥ QA= The I e nBAY AR AkSISITh S, SNSE el AT BE nA=
GAek 92 W ohleh AR SNS WS Fa) B

9] AAAH| A= AprA o 2 vl =g} AA1E o]n] B
A fASRL Q). o] 52 ¥ &

of thgt X421 Ay wejrl desith B4, Wi BW=rt SNSE 53 =
22 e ARE AT W), olFo] FA&H|A] FHje el g & FEE W = Atk AA, SNS
ol =7} she IAUFH SNSE 0] 8302 7= i Hll=e] tigh A1), SNSE &

of that FAA o] Frf Qo] B & 9SS v 5 QUok

H

FA] A R|AE SNS vHAIY, A S A|ZE SNS o, T Bals

AR R ER = E R
+ A A 2} 0] 213}, onleeJhOpusan ac.kr
A4Y: 20219 29 1Y FAEEASY: 20219 32 129, AAGHY: 2021 32 189
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.4 &

T

ad}

A Akel= vHAE A1) B AlEstE oL §
ow, B4 FA| 9 AdEel AEHoE WS
FAZBIAE Whshke Zlo] T3k dekor o
Fo]R 3L It Armstrong et al.,, 2015). S3] IT 7]
=] W, 2Rl A glel Butd 7]71¢]
tFstoll whet A} el tig Wit ok
g dolH = *@8‘ T S HHA, o] & vhdo
E AR Aol Zhsaislek Telste]
AT 24 YEHYI AH]2(SNS: Social Network
AFE AN HeE ol

ol
ﬂF

Service)E E3l 4
& Akl

25 SNS= 1A UESIE B3 IA
W] HEA] o, M AEu X2 I
=, 121 #jr]e], 1”1 AFHEZA 271 5d 9 3
E.(PR) L= 1;]. 6]— %]—5_4 feig /\ o]‘:_ }ﬂ}j]éi
31520 tH(Lee & Cho, 2014). 7]%]ell %= SNS= v
Ae a¥HE ol Fa &y, 1 WARE] &
= A AE 5 9lol(lee & Mok, 2011) &A

oW miAlY ek O 897 WolH o
A= FAlolth olel HM VHES HACIES}
ofZg|Alo]d 9 Ho] AH(Facebook) Tt Q1AE}L
H(Instagram) & THFEH A'de] SNSE Fal el
gio] r,].oh‘s]— tﬂ—}\l og }\H]Z]-er ‘L]rﬁ]E uﬂjy_ %l
om, o]z Anltete] A ]
AUtk

ol & AT AAWAR WEtell A A s
Ake} BAEo] gAle| diste] aastaat sl
AR S AT F71AR1 B4 755 F
3 AA-NE F5etaat sk vHIR 7IHoR
(Wyner, 1999), TAIE
AAAQ] 79} 1=
A vl AR ok = 9l 719l Bk
B7VARD Fols %%8}741 5= &3] | (win-win

relationship) & 4

1)

ol
-

0101

TR Fo] Hi

r
ok
X
s

8
Py
o
o
o
7
[\
g

71 “H—Er of #AHAR M= FE vkt
& YA, A ake] wAlol 23S
AT-E0] FE ol F L AUSITh 2 Bt
- UEYA A et deolEA
Foto] TAE B e AR 1) THAE
AEvhe Aoz uAE ot -9l HAR,
A SAVNH, T T Thde IRelA Fol
7F53FKCravens & Piercy, 1994).

agjste] & ATE TARHAY BelA SNS
£ Foto] BiTsl AE 2 Sl A4t
£ AHste] o]F9 ¥ FE X|Zto] F| g%
of M= P} SNS #HJEe] d gvE &
oFH gk}

O

1. & AH|K}

Al AbSl= AREARS] T 247 vrekalR
of wpet wAE Aol B AlEskE il 9low,
54 FA B gl ¥ile Fa A5HoR Bt
S3h= #2278 (potential customer)S WAEH= A
o] Ta%k Mo thFoj A1 UTHAmstrong et
al,, 2015). 53] Tk 717]9] tigatel 22l Al
o] el whet AnjAk Ee] gk Wiskar
tFgt vlolBlE g 4 Al Holtk st
of o]elgt HlolHE EAlste] FAAn|AE AdE

FowA, v gl Qlo] ARkt nlgS A

Jru‘:lm

rskaL, viA" § =Y sl AEE
ot} E3] SNs7} A HESAAE FF HAAY

wipel] WA oL, 191 viHel, 18] ARYE R
AN AEE 2 2R S geksl 858 3 4 9)
= AMB]AaE Z18}E 3(Lee & Cho, 2014) 22131
FRFEO A el ek, SNSE olgste] &

ZRE B 7S 3oks S SlU Lee



RasiRe)

HE BA= SNS WA sl Azto] Fuf ol wAje= 3%

et al.2010)> AMEUESAE o] 83t 1
AV 2 9 AAYHS

el aF
Aerat 0w, Kim et
al.(2015)2 A2AVEL TS 94 IS B3 7%

A4 91g BAsk el © el o4
as 724 ad EA] o el A

A
Ztel| gk A= 1 F7F wlg- A2 HolH, A
ZH| Ak digtk o] ek Bosk 718 & 4= Qlrh
71EnA ) I DAL A7t FgF T R S
3t Lin and Huang(2015)< H]1.72%(non-experienced)
& AR A Lste], At ejujelA vl1

A& FALAAZ Aeltiict. shH 7|EnA T
AR 4] B wAT-E 3 Yi and La(2003)b H] 3
7 = s =

% 714l gk =34 A 2o] 9l
fuo 2 J2lsk3ith 12]3 Kim and Choi(2017)
£ 7 Aol gle &Rk F &5 3d ojyel
FulE ogko] Sl AH|ARE AR 9

ato] Alzn|Rke] gl Q=g vl gl o %

N

%

A

F

WA He] 2Rl E]Eﬂ%la =
TE o] AT HT A = 3

A2 Aot ik 22]l 'E'T A&l A4
H|2E2} An) Aol st Bl A7) Kim et al.(2004)
9] Aol Ale|Eel F&EE Ana 5 )
Ago] glE ABAE FAALHIAE Aokl
2ol AEo|o] Al An]Rke}l AH] Aol T H]
W91 Kim and Gupta(2009)2] A-tollA= A}
|EE Edngtont 7 AP gle
FALHIAFZ A o)eto] R}y e &H|R; et
A AE sk Ae &

re. xaanoqioﬂ I S

n:ﬁ
B

4H

il

¢

=

o

o o

m\l

Aoz E%HEJ SNs% %611 A3
g o)sk3ich.

ore] ARetpeln] ALnIAe) Tl HHol
Gl AHlARs sEont 9199 A2, Pl o
o o2 B2 Foll fel Aol U= Row

BEE A A AR Mu o] 54 2plo]
5T AE Qe mR= akel| digk AEt
== L}E}M_tﬂm & La, 2003), 70 A4S
ghofl Qo] T2 71%S Hol: Ao Wiyt
(Kim & Gupta, 2009).

olsh T AYATE WHOT B AP
AZm|Le] A S B W gEo]
ol = aHAks} thE-S olidste] Azt
=2 TJWOE Oiﬁl—% 6i?<} skele). aejste] &
=S %ﬁH XHH*HVFE— s

=
ot o

S 2wl
B WA sk

2. #AnEE

1 #ARHAR

AW E (relationship marketing)> 19901t ©]
< ghjrke} 2njAe] Al digh Al Zto] A s)s)
VAR ool AHAte] diEk AR A
og A%t Zor AL Fa% Ao
3l 12 IAIE FE, b SAA 0 2H
o] A7)AQ] TA TEE B AATHE

A} sh= mHIE 71RO tHWyner, 1999).
A E-E vk Aol A7) Aol A5xes =
3l 7193 AHjAF B0 S o]o] E5s 9
E3kg) 122 © 2 (Shani & Chalasani, 1992), ©
3 2Bz Aol AAlARL 7h] 9}
T s ot A HE AN
[e)

Kol
=
@ 5 9w, 719 wrk g1 5o

=)

o oZ
BT N
Ol

e R

o _4
-

¢

T Y m““
o 19 o o rSL' o

o

of
-

| ¥l+= %3] #A|(win-win relationship)E
Al E= 2 2w $THKo, 2005).
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il

yle] o8} Tofel|A] IAmAIY T A
20000 ZNHEE] UEREZ] AlRtste] s
AR gk Q141 e] Ehite] F
oghs sigieh Zelu o] A719) 27] ©A
ATHAY d7e F2 g o4 23
o] A e A97F dFEoE 54 Hxsle]
PAKKim, 2005; Kim & Rhee, 2005, Ko, 2005;
Moon & Rhee, 2010; Park et al., 2014), vl 2}-2]
FH|(Ahn & Lee, 2000; Hong & Lee, 2009; Kim &
Lee, 2002; Oh & Kim, 2006; Park, 2005; Suh, 2008)
7b FE o]Fth Aol A ARl WalE
Hhdst 220l e AR oA ] BAmAIR e &
A7 v AAEH SO (Bae & Park, 2010a;
Chae, 2011; Go et al., 2009; Ji et al., 2008), | =&
EARFA ] A FE Azl gt A5 (Zhang
& Kim, 2019), AIH ] 7] 3
& Shin, 2016) 5 =2 ZHIY &3
ATES FoHE = ik
e} o5 RolollA] SNS9}
A" A= HH% ul%?‘z} Ho=, %\4% ﬁﬂ’a B
= g] r]o]/k
A Fe 27k i&?ﬂ 44 %741 dtel] dist
Jeong(2013)9] A&} Fo|AE-S FAoE i
HUE= SNSO| 54, #HA1€] do] Fuf &xef| H]
A FFE A3 Lee and Cho2014) 5 - %
& T ATE FoHr 5 QU
2 A7e A ARy AAs Fshd, 19
mjtfe], 191 AFHE A 2715 2
3t FE5S T 4 9 Au|ARE 1skE SNSe
Ao BalEgl anjate] wAE dARHIE 33
oA AZstke] XUH*HVM A|Z¥eh= SNS9J
A e ke QABALS E3) ule|y,
o] o] Fulf or=e]] UIXP
SNS mHAIE ] A2 AaE A-8teiTh

ko ox
oo orlo |
=2
)
o
ri.::]‘
)

1o

B
of

)

2) #A szt Fuf ojw
A FES 71900l 1A% wAlE sk
A8 fl8te] AlFshs AAAB[A2 el
iRt ofuet ofe] Felate] A A
= EE FRY dE9e x40 2 (Gwinner
et al, 1998) 7]¢lo] 1Ao|A AWA o7 A|Fs
+ 9ol ok} 7193 1A 31e] 9
Al B lste] WAsh= 3 3l
T}, Berry(1995)°] wEw 71919] w7 oA=
& 7k 34 T, A Aok AL SHE
S, 3R] F71A A fA<] FEo] 9
WMz 7164, AF]A slEe
7193 37 &5 BrelA s 1 »l"/]u_’_ af

al.(1992)- A7) &8, 7]=7] &9, Ak3)7] e,
a2 el o7 H5319 © ™, Wilson and Jantrania
(1994)= ZAA|A 3, A2k &9, P57 e
# F-5519] 3, Gwinner et al.(1998) ¥ &€lS
ZBAANA SE, ALs)A se, ) SE, A4 3§
B0 7 FBFElth B Zeithaml et al.(2013)S A1
2] sE], Akl A FY, S SE o R
o} ko] & AT o)ef e AgAFE vt
gog WE HAES SNSE FoF v FlE el
S 93] 1A)F s em, 53] Hoffman and Novak
(1996)¢] #|&gt ufs} o] A sehe] glof QIE
U3t 2 713l wE zfolfo] sk A
& JEste] sNSehs RS T8 5 3
el digk ASHl A SEe] A4S

a1, Wske e HAavHAlY S kst
HT

o8t Aol PA slee] FFS = T

ol
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3= 712 BAA G (Bae & Park, 2010a; Kim
& Lee, 2002; Kim & Lee, 2006), %*J =(Ahn & Lee,
2000; Go et al., 2009; Hong & Lee, 2009; Ji et al.,
2008; Kim & Lee, 2002), A7+l 9 -0)] ©] = (Bae
& Park, 2010a; Kim, 2006; Sung & Kim, 2017), Al
WHE oS (Hwang, 2011), T4 2| % (Hwang, 2011;
Kim, 2006; Kim & Lee, 2002; Sung & Kim, 2017)
& Al SA AT A A9 ol
FANZRARL g Algh AR E] Mgk 94
7h H= el o ek W] diste] A-ekaitt
Tl olel] it SAF Aves AuEw,
Bae and Park(20102)2] 1-ollA= 48] & e}
Azl "o A olizel] s vAE AL
2 JER oM, Sung and Kim(2017)8] &AollM=
A1 SE, el sE, Sl sEe] 1t
HAow Al ool &
Epytth. B3 Kim(2006)2] <1 oﬂﬁ
HkE o)) ool kS m)x
A 2B 2Fe] A &E %) 2o
o FE&E S sl

mlo
=)
By
rr
pay
|o
U
v

3. &2 ws}

W (uwary)o2hs 8ol 211019 luxus?} luxuria
7} oJfog APHA o 2= HQTE AL oYXt
SAeH okeghS == Z(Webster Dictionary, n.d.)
ofgkar ot el thgh /g O‘WJE
2 o9 Hola, A% A, 1FA, YA, 17t
A 53 A= o] 3 tH(Kapferer, 2012). “1#{1,
Zolli= ti=F 2nrkel e wiAYST BAlEke] 2
FAeE ©gEe] gl A& o Wslstal Stk
(Matsuyama, 2002). 12]5lo] 574 B@#=o] AMg-S
E AFAE s A Ha AnjAgold A&
] 58S AA8k= AE(Grossman & Shapiro, 1988),
HjEMY, Bel= AAM, BHal= Q14 723 4]
2 el A A7k 3

rir

r F

©F 3 A& (Phau & Prendergast, 20000 2. % 72

EH%@ 324 7éﬂzﬂ(abundant rarity strategy)< 3}
o] (Kapferer, 2012), tIF2Q1 &< UdHQl A
A2 7 B bAe R ARt Al A
st Qlth o]9 -2 EdlT= 1980t xAHE
HE 20000 2=R7HA 9] RS A ek
U AlchMillennials), 22 Y A|ti(Generation Y)
of oa FLHI o, AUFAZ=, b, theAl
71 wWa = g)FAde AEe] tEA QS E3)
’37go] A A= 1 ITHD’ Arpizio et al., 2016).
ol gt Wslel] wie} HE] frselw v 22
Hg7E o]ofR] 3 itk T1Et HE HNEES A,
AH] 2, 97, 14 24 gl lof FHuigke] SAl7}
7¥s3lal Ak AR AEE AFE 5 = 2 Gvl
(DO, Directly Operated Store)°l] -2l ${t}. 12]8}
of T i Ba=Eo] el AS A3 Hot
7]»‘: 50]-01]5 né%_ﬁ_ Q_Eg].o] uHx]—_O_ H]—E]'OE
A& oloigtth. ey HZols Hae 2kl
Ad=7t wFatal glom, o]9h e Edlte vl
] (wwwfarfetch.com), UJEREZEl(www.net-a-porter.com),
1) ) 2 3|4 (www.matchesfashion.com) 5 &2}1¢] HE]
Hs e A8 9 AE5E 1
AR S tAEE 01 &3 Al B
% Aslsta ol Bzt SR AlAA
15 WZ1A] (Mckinsey) OIU] 2014del 2|2 E
3 gy AL=9 45%7F tAE rHIE 2
5 W Qltkal 8] O v(Dauriz et al., 2014),
F HAEES ALY Aol ES) ofEeAlo]
, SNS & theksh gAY wiAlE S8l w2 4]

o
o

Sl

By
(e

L of of Mt of
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A *d%%ﬂ t3 A7+ Bang et al, 2011; Choi,
2011; Park & Kim, 2011)E Zrol= = glom A
23 AP Pl AW A Fuid
3 EAT anR B 9 ) Qo] ek AT
(Kim & Park, 2017; Kim & Son, 2013)% /€L
g73e] Wsls} olo] WE ) yFe] Wsle] o
st AFE Zoks 4= Qlok ey AdkAQl siM
Alge] i 2 wisle]] niste] =22kl YR )
22l vA" 9] ESlo] HRE v AgeM e
ole} FHSE A7t wEE Aol 1EEko]

AT ol g AFAR] el At

7 } ::%s% oA v B0 Qs

4. A8 HEYT M|~

28 UEQA AulAaE 24 virjeld gk &
FEZ ol 719k & 548 A28 lellA Akt
I ARS Adshks AFHES 3dA] Au)s B
olgfgh Mu|AE A Fehs PAIES SJH|ahH(Han
et al, 2011), £ I(blog), $1712(wikis), ZEI= 7]
U E](contents commumities), 71/~ (podcast),
& (forums), PFO]AE EZ7)(micro blogging) 2]
w 7R ERE A vl 3§ Fopolrk
SNSE= 27]efl Il 95 Faf Qe 2s
PESF Al TEE AUAZA JIRIA VEIRH
285131 O th(Kang, 2013) &A= of2|sh 1A ]

1o el

EQQAE B AH wFe] HEA 21, A
T AR AAe Feb, 121 vlvo], 11 A
YEZA A7|8d 9 38 5 okt &S 3
T U= APIAE X3k tHLee & Cho, 2014).
SNS "R wAE EaRE ohel Bl
9 22 Fuavel uAve] 258 53 B
A 2 A Asel 32 1 ARA B (CRM) &
THLee & Mok, 2011)E &
I oW Al SRk o G497 Yol o
Atk SNS u}%ﬂl‘ﬂg Tl 2Ee] ok dAle A 2}
Eohs AEAQ WAl Fat rH" s gy
ZB] 2} 3 %ﬂ R el 7i]dskar glom,
7} SAZE 71402 Ao B MuAE
ZH|Rpel Al Azt ks Aol 54 ol thKoo,
2011). HHAGANME T BT} o5 vl
Ao ow ggshs FAHE, SNSE B gk,
E(lookbook), TN L, wHAIE o[HE, T8]3 A
o] ARIHgelu BAlE SAte] o] 27]7kA]
E%EE} T oeket AR B9 FRxE
ot pH|Ake A|HA o R AFsta Stk
SNS°ﬂ W3t 27)9 AFES SNSO| g Al
2 el gk A77F FE o] FUTHChoi, 2012;
Chung & Lee, 2015; Kim & Chin, 2012; Kim &
Lee, 2015; Rhee & Kim, 2011; Shin & Lee, 2015;
Sun et al, 2011). ©]% SNS9| &7} ksl
o]gat Aol Holel upe} At HESh TRk
344 SNS o]-§-Ake] S/d(Lee et al, 2015; Lee &
Suk, 2017)7} SNS SAJell W AH]A} 3 F(Jang
& Noh, 2017; Lee & Rhee, 2014), SNS ©]8-2}2] &
718} o]& 9% (Choi & Kim, 2013; Park et al,
2012; Shin, 2017) 5°| tFFoigith 12 73l
T} SNSef| thgh Aol =5 o]F+= Z1 SNS
AR ] s AHSehks A7eltHCho & Yang,
2012; Jung et al., 2013; Kim & Lee, 2011; Ko et al.,
2014; Lee & Cho, 2014; Lee & Rhee, 2014; Oh &
Kim, 2014; Park et al., 2012). ‘15X % vHAIE 9]

=
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AaEA T s
2 qie] s Al T oo mAlE dEE
A3k Cho and Yang(2012), H|O|A5S FAHO=E

S BRI SNSO| 54, w9l do]

o WA= ¢

AHAE PO B A Hase dha
AZ}3) Bt ) o) vl ogsk% 5

JEFE

=]

=

9
&3t Lee and Cho(2014), &
4=
bl
:fL

Yo AT SNse] T

22 2Tt T o]z U]x]L éok% SEAC
Oh and Kim(2014) 5¢] 177} 9t} 2 Q7 o]

o Be AYAT

B e

ANE oty
o tfae] A2}

a#e] ulel SNSE o] &3t
WARHAIR S AHREA o] 5 AT
T3k MR SNS o] 24
12} 3HIt) BT <EXS i)

d

1 B (relevance) =2 #9]

FE e olael, Y % AR Rl

A 2 =05= 7 F e lthPetty & Cacioppo,
1979). Petty and Cacioppo(1986)°ll4] #Iqt3t 4 w3}
7Fsd E2(ELM, Elaboration Likelihood Model)<

849 ol

Holrk JuAel el Aol

A7t T E) Bolrs xpaEel 1)

o

= = O
=S

dozjown dAie] W=

© 1 (Chang & Moon, 2012), -t 2|
s vR= AoR ATHIKCelsi &
Olson, 1988). 12]3to] #oi=i= SNS #& Ao
A ZEAATE AMSE I
2012; Choi, 2009; Lee, 2014), ¥ Aol A% SNS
9] HoAEE ZHWMTE AT

812 ™(Chang & Moon,

HI: FA2B)RE9] Fi H= SNS 77 e
9 SHIAHE ofE

H2: FA+n|=Ee] BlEd H@l= SNS #7 &8
& 7 Sze] 3ojer e nE slojct

H3: FA20[RE9] H3F HA = SNSO] 77 & E)
o] 7 2o njxJi= Gt sl SNS #
o= B9t ZE FHE e Flojdf

= & % Gl
2012 kS sl QJete] 21124 Baks A
o] 7 ohel] wixEgit 20 5 B
BFE BAS SNSO o] i B Fy} )
BEe Bt Bgow TAH 0N, ool Ao
P, F9] Ao cop eoehar gk Ak A
BT thy o R RS Qe HE HiE
9 Aol st Aito] olojxlon, Wi B

O] AR Ut 2] 1) 7ol 35 (Louis Vuitton),
AFdl(Chanel), ©ll 29 2~(Hermes), T]<2(Dior), Z&}t}
(Prada), 7-%(Gucci), HH2](Burberry), #IT](Fendi),
b ﬂ'ﬂ'E(Ferragamo), EZ(Tod’s), 7]-F-1]-%-Miu
Miu), HE|7} v EKBottega Veneta) 5= X3k
HF 3} B, 2) ZX|(Coach), E=|HX|(Tori
Burch), &2KFurla) 55 X3S m|2~E]X] (masstige)
Wi BT, 3) 72 ol|(Cartier), E]ZFU(Tiffany),
=7} (Bvlgari), &%)~ (Rolex), £:M|(Chaumet), %]
L2 (Hublot) 59 H3% Fd2] 94 A4 2=, 4)
Z-Z o] (Moncler), 212k (Maxmara), LalA o017}
(Balenciaga), WF=. #l| ]2~ (Marc Jacobs), A& -
(Celine), A"¥Al(Givenchy), 17(Kenzo), H#E] -
(Valentino), A £ % (Saint Laurent) 52 ¥3Isl= 3
o] Aol 7keh= a9l tAtely Bl=R 444
SHlth A2 2018\ 29 9UFE 14U7HA] 44

900, AZGS A 25577 4ol A5
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ok ¥ ATZ 918 Az
g3kgom, #41 wy

Jers- ool 7] Qo] 3]7] #A1S kit
YA SNS Bolwo] 2d FIkE oolny] 9
sto] LA vl (Process Macro)s ©]4-31o]

A3k

3. A+ LR}

A A8 GAdo] 917§ 40.3%), *34d0] 135

(59.7%) 2= oJdo] o v wWekow, A™L 20
th7} 20178(88.9%) 0 2 Tit}=5 2kx&kar QlSiek
SHAE] A e del 1027@45.1%) = 7}
& ESkL ARI0] 7T (34.1%) 0% FIE ©ldth
SEA] TRl 206 (91.2%)> W|Eo|gom,

(gt T =E3hol 378(164%), e EAASt
= X9 oV THGEA% SR HEsT. 7H
52 5000H o] 4ol 1158(254%) 0% 7P &
ow, wxElo g JHAAEL 1019HE-2007H
o] 494(21.7%), 5007k ©]’do] 42'5(18.6%) %
HE ©]tK(Table 1).

B of

o

1

¥

Table 1. Demographics.

Demographics Frequency %
Female 135 59.7%
Gender
Male 91 40.3%
20-29 201 88.9%
Age 30-39 24 10.6%
Over 50 1 0.4%
College Students 102 45.1%
Unemployed 33 14.6%
Self Employed 7 3.1%
Occupation
Housewife 4 1.8%
Employed 71 34.1%
Non 3 1.3%
Married 20 8.8%
Marital status
Single 206 91.2%
High School and Higher 37 16.4%
Education College and Higher 182 80.5%
Graduate School and Higher 7 3.1%
Under 1mil 25 11.1%
1.0Imil - 2mil 49 21.7%
2.0lmil - 3mil 41 18.1%
Household income
3.02mil - 4mil 40 17.7%
4.0lmil - 5mil 29 12.8%
Over 5 mil 42 18.6%
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HAZHA] EE B SNS @) Sl A|zto] Tl oje] wixle §FF

V. 9+ A3} g A1, Bzt slas X5 SNSE B3l -7
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1. ZUAH|X}e| BI= HEH=O| SNS | A sEr o grsksinh A e
oll=Hol ShelAt = ARl Wt B2 welo] glov(Lee,

A ZnAe] g BREC] SNSE ¥ & o]t 9} A o] TP = AL ape] 2
o] el dotry] flato] QRlwAls 9 A Q% 7]30] ¥i= Aow oH7 v QIrtkshin &
A o = -
PR O3} 2 TH(Table 2). 3HIAHIS Al Z Yu, 2011). 3 AglA see ARAae U
ehom, 7 alel aEutes] dskCrombach’s gl giado] glitdeong, 2013), B WE B
o
@)3 0.813, 0.813, 0.748%F Nunnally(1978)7} A 7} SNSE Ea AL HolFA, Algal
AR AF 7 $5EE Z o FRlsgith (craftsmanshipyS Z281= 5 ARAol et el
A 29 AR W] 30805%F AT 2= e AR o9 2o Aed Hud
ol SNSE ol g =M w1 Al B W o) 9= R0z Y S Yk
Table 2. Factor analysis for relationship benefit perception.
Factor Items Loading Variance (%) Eigen Value Cronbach’s @
The brand’s SNS values each customer. 0.779
The brand’s SNS regards customers as companions.  0.749
The brand’s SNS tries to provide tailored benefits 0707
hol | and services for each customer. ’
Psychological
éeneﬁ%s The brand’s SNS strives to maintain a good 0628 39.805 5.971 0.813
relationship with customers.
The brand’s SNS helps you build trust. 0.520
The brand’s SNS helps you resolve the anxiety to 0506
purchase. ’
The brand’s SNS provides useful information such 0816
as the fashion trend. '
The brand’s SNS provides information about the 0.760
brand itself. '
Informational The brand’s SNS provides information about the
Benefits products and service of the brand. 0.732 10.088 1313 0813
The brand’s SNS helps you to collect information 0657
before shopping. '
The brand’s SNS helps you save time by providing 0403
information. '
The brand’s SNS provides direct economic benefits 0774
such as sale or mark-down. '
The brand’s SNS provides indirect economic 0768
Economic  benefits by offering information. '
6.960 1.044 0.748
Benefits The brand’s SNS provides the special discounts or 0582
benefits for customers. ’
The brand’s SNS provides the information about 0571

marketing event or promotions.
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Lee(2014)9] Aol M= ol§ ool Fol JF2
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A7 oS3 sNSE Fo 5% YnE
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T 7HAAEE S7HsA] kor, Aol E4le]
W JRE AlskA dal 3ls ¥ ohdel SNS
5 & 5ol FEE AlgetA] okael=
ZHAR= Z3AA dEE Azska A3l

2. A AH|XIS] M= HIE SNS ZH|
dledo| 2o0f =0 OjX|= F&k

A Tl o teel] thgt @QliEA] Hl= <Table
3>3} gov] IEnkEe] AubglS 06355 Yt

Toll mAE TS ﬂ%ﬂﬂ%ﬁ% %*‘GH Shlst
A= vyl ZCKTable 4). )4 Bl =341,
t=6.706, p<.001), “JR2] F&)( f=407, =8.011, p<.001),
AAA e =379, =7462, p<001), & BF T
u Skl frofdk g JFFE vAE Few o

253¢=1
A4 slglo] Tl ool folt o] JFF
S S A AEES tHE ATolX(Bae & Park,

2010b; Chae, 2011; Cho & Ku, 2002; Gwinner et al.,
1998; Jung & Lee, 2015; Kim & Rhee, 2005; Oh &
Kim, 2006; Sung & Kim, 2017) ¥7|9] 4, & &
HlA o] QL vle] WA At QA sH=

Table 3. Factor analysis for purchase intention.

Factor Variables Loading Variance (%) Eigen Value Cronbach’s «
I will purchase the products and participate in the
Purchase  event of this brand. 0856 73273 1.456 0.635
Intention
I will buy the merchandise from this brand. 0.856
Table 4. Factor analysis for purchasing intention.
Independent Variable B t F R
Psychological benefits 0.341 6706
Informational benefits 0.407 80117 54.941 0.426
Economic benefits 0.379 74627
005, "p<.01, "p<.001
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4% (floodlight analysis)AH8-3F E-vlo]w W
(Johnson-Neyman technique)©ll ] 3k(Spiller et al.,
2013) 2’3 P& AAISE ofefl <Table 7>lIA

Table 5. SNS involvement moderating effect to psychological benefits x SNS involvement.

Independent Variable B se t P
Psychological benefits 1.1575 0.1934 5.9850 .0000
SNS involvement 1.3220 0.4157 3.1804 .0017
Psychological benefits 03302 0.1203 2.7450 0065

x SNS involvement
R F P
Test(s) of highest order unconditional interaction(s):

.0228 7.5364 .0065

Table 6. Conditional effects of the focal predictor at values of SNS involvement.

SNS involvement Effect se t P LLCI ULCI
1.0000 8273 .0946 8.7499 .0000 0.6410 1.0137
1.5223 .6549 0747 8.7705 .0000 0.5077 0.8020
2.0979 4648 .1049 4.4301 .0000 0.2580 0.6716
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Table 7. Conditional effect of focal predictor at values of the moderator.

SNS involvement Effect se t P LLCI ULCI
1.000 0.827 0.095 8.750 0.000 0.641 1.014
1.100 0.794 0.088 9.061 0.000 0.622 0.967
1.200 0.761 0.082 9.287 0.000 0.600 0.923
1.300 0.728 0.078 9.369 0.000 0.575 0.882
1.400 0.695 0.075 9.245 0.000 0.547 0.844
1.500 0.662 0.075 8.883 0.000 0.515 0.809
1.600 0.629 0.076 8.299 0.000 0.480 0.779
1.700 0.596 0.079 7.554 0.000 0.441 0.752
1.800 0.563 0.084 6.732 0.000 0.398 0.728
1.900 0.530 0.090 5.906 0.000 0.353 0.707
2.000 0.497 0.097 5.126 0.000 0.306 0.688
2.100 0.464 0.105 4416 0.000 0.257 0.671
2.200 0.431 0.114 3.785 0.000 0.207 0.656
2.300 0.398 0.123 3.230 0.001 0.155 0.641
2.400 0.365 0.133 2.745 0.007 0.103 0.627
2.500 0.332 0.143 2.320 0.021 0.050 0.614
2.593 0.301 0.153 1.971 0.050 0.000 0.603
2.600 0.299 0.154 1.948 0.053 -0.004 0.602
2.700 0.266 0.164 1.621 0.107 -0.058 0.590
2.800 0.233 0.175 1.332 0.184 -0.112 0.578
2.900 0.200 0.186 1.076 0.283 -0.166 0.566
3.000 0.167 0.197 0.848 0.398 -0.221 0.555
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Table 8. SNS involvement moderating effect to informational benefits x SNS involvement.

Independent Variable B se t P
Informational benefits 0.4310 0.1762 2.4467 0.0152
SNS involvement -0.3660 0.4149 -0.8820 0.3787
Informational benefits 0.1508 0.1121 13445 0.1802

x SNS involvement
R F P
Test(s) of highest order unconditional interaction(s):

.0054 1.8076 1802

Table 9. SNS involvement moderating effect to economic benefits x SNS involvement.

Independent Variable B se t p
Economic benefits 0.4759 0.1759 2.7063 0.0073
SNS involvement -0.0385 0.3606 -0.1066 0.9152
Economic benefits 0.0744 0.1044 07134 0.4764

x SNS involvement
R F P
Test(s) of highest order unconditional interaction(s):

.0016 .5089 4764
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Abstract

In the recent retailing environment, marketing is becoming more segmented as the needs and demands of
consumers have been diversified. And it is considered very important to discover potential consumers who are
constantly responding to specific topics and products. This study examined potential consumers who voluntarily visit
luxury brand SNS, from the perspective of relationship marketing. The purpose of this study is to investigate the
effect of perceived relationship benefits on the purchase intention of potential luxury brand consumers. Furthermore,
this study examines the moderating effect of SNS involvement between perceived relationship benefits and purchase
intention. The results are as follows; first, relational benefits were categorized into three sub-dimensions: psychological
benefits, informational benefits, and economic benefits. Second, psychological benefits, informational benefits, and
economic benefits have a significantly positive effect on purchase intention. Third, SNS involvement has a significant
effect on the path from the psychological benefits to purchase intention. Based on the research results, this study
proposes the following marketing implications. First, as potential consumers of luxury brands identified through SNS
in this study not only have already formed a relationship with the brand voluntarily but also have maintain the
relationship through repeated SNS visits, it is relatively easy to convert them to new consumers. Second, the contents
that luxury brands provide through SNS can have the greatest impact on potential consumers when it is professional
and reliable information. Third, for customers with lower involvement in SNS, the trust and positive feelings that

they feel through SNS can have a greater influence on the purchase intention.

Key words : potential consumers, SNS marketing, perceived relationship benefits, SNS involvement, luxury brands
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