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The Effects of Individualism-Collectivism Propensity, Social Capital, Participation
Activity of Social Network Service Users on Fashion Brands Relationship Orientation

Eun-Jin Lee and HyoJung Suk’
Institute of Arts & Culture -Dept. of Fashion Design, Chung-Ang University, Anseong, Korea

Abstract : This study analyzed the effect of individualism-collectivism propensity and social capital on participation activ-
ity as well as the effect of participation activity on fashion brands relationship orientation of social network service users.
Also, this study investigated the difference in participation activity and fashion brands relationship orientation by par-
ticipation level of social network service. A survey was conducted from October 1 to November 31, 2015, and 476
responses were used in the analysis. As results, the individualism-collectivism propensity was composed of vertical-hor-
izontal individualism and vertical-horizontal collectivism. The social capital was composed of trust, norm, and network.
Also, the participation activity was composed of personal interaction, consumer rights, information pursuit, interest pur-
suit, and economic pursuit. Vertical individualism positively affected information pursuit and economic pursuit, and hor-
izontal individualism positively affected personal interaction, consumer rights, and information pursuit; in addition, vertical
collectivism positively affected personal interaction, consumer rights, and interest pursuit. Horizontal collectivism pos-
itively affected information pursuit, but it negatively affected consumer rights. Consumer rights, information pursuit,
interest pursuit, and economic pursuit of participation activity positively affected fashion brands relationship orientation.
Also, there were significant differences in the participation activity and fashion brands relationship orientation by par-
ticipation level. The study results provide useful information to the marketing strategies using social network service of

fashion brands.
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Table 1. Factor and reliability analysis for individualism-collectivism propensity

Factor  Eigen Cumulative

Factor Measured item . . Cronbach's a
loading value variance %
It is important to me that I win the competition with others. .826
ical I feel bad if someone can do a better work than I do. 794
 Vertical o 2601 16258 788
individualism | feel nervous and motivated if someone does a better work than I do. 715
It is important to me that I have a better job than others. 699
I am delighted when 1 spend some time with others. 798
. It is important to me that I get along with others. 797
Horizontal
collectivism I feel good when I work with others. 739 2.540 32.132 785
It is important to be in harmony with groups I belong to such as family, school, 73
or work etc. ’
I may give up activities that I like the most if my family would not allow to. .844
I am willing to do things that make my family happy even though that are the ones 206
ical I hate the most. '
Vertical . . . o 2506 47.793 790
collectivism [ think that family should be united, no matter what sacrifice is required. 724
I think that children should take care of their parents or live together when they 685
get old. ’
I think what happened to me is what I have to deal with and has nothing to do 739
with others. ’
Horizontal I tend to work my way. 679 1.972 60.120 655
individualism T i
If T succeed, I think it is because of my ability. 668

I think I am unique and different from others in many ways. 636
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Table 2. Factor and reliability analysis for social capital
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AFE A ApEe] @l HA Aol mh Table 29} 3] 3749
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4.13. FALF

FolgdFe] QR4 AFoA= Table 33 2o 719 &
olo] FZEQ Y, 891 1 «lFwH’, 89l 25 AH|AAU,
2931 32 ARF, 29l 45 FTRFP, 82 S5 AAFT
2 WHsIATt olF 81 F WHHE 72.797%313, BE 3
Eo] aIgto] 0.5 oo @A AAE 32 gllen, 2lg]
A7t 700 oo Z2A vlwA E=A el o] dike 9
A AFUERIM 9] HeES 73 Kim(2008)2] A9} #
ARl oH, SNS o842 A IFE AL MR &
T T W o ARFT, Zv] 2 AAFT 5o €5
sl AT

AN E FAXFEY QQEA Ao e Table 49} 7+
o] & Qgolo] FEEAA, SNSE E3F A=A =] A<l
2 ol Eo| tigh x|&3Ql 3], sjdEAE o] AAE A&

Factor Measured item lz:z;zrg 5532 SZ:EE::ZV; Cronbach's a
Friends from SNS do polite actions that match words and behaviors. .863
Friends from SNS behave truthfully to others. 822
Trust Friends from SNS keep their promises to others all the time. 812 3.958 28.274 916
I can trust most of friends from SNS. 754
Most of friends from SNS are honest. 747
I can work with friends from SNS to solve the problems. 823
I can help friends from SNS without any reward if they ask me for help. 748
Norm Friends from SNS can help me fight against unfairness. 748 3.539 53.556 .889
I can ask friends from SNS for advice when I make an important decision. 746
I believe friends from SNS will be helpful when I need some help. 673
I can be interested in things happened outside area I live in through interaction
with friends from SNS. 842
I feel connected to many people across national boundaries by establishing
Network relationship with friends from SNS. 762 2232 69.500 743
Some of friends from SNS are friends I personally know. 707

I feel I am part of a larger community by interacting with friends from SNS. .500
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Table 3. Factor and reliability analysis for participation activity

Factor Measured item Fact'or Eigen Cun.nulative Cronbach's
loading  value  variance % o
I have met with friends from SNS offline. .864
I have promoted friendship with friends from SNS. 855
iif;::;?ln I hi:ItlerSaI(;ts\fvith friends from SNS in other ways such as telephone, messenger etc. 206 4148 18.853 926
I am friendly with friends from SNS through active personal exchanges. .804
I feel intimacy with friends from SNS and share a little thing too. 707
I have posted requests related to fashion brand products. 835
Consumer | have given advices related to fashion brand product via SNS. 832
rights I have posted my rating on fashion brand products via SNS. 759 334 34969 B8
I have made complaints about SNS operation. 701
I am getting useful information about fashion products or services through SNS. 828
. I am getting useful information about fashion trends or must-have items through SNS. 784
Infgﬁ;‘::i‘fn I have exchanged interesting information through SNS. 706 3.407 50.456 870
I am freely exchanging opinions with others through SNS. 706
I share my thoughts on common interest with SNS friends. .645
I feel happy just by connecting to SNS. 831
Interest Using SNS is so much fun that I often lose track of time. .808
pursuit Having a relationship with friends from SNS is fun and interesting to me. .646 2392 62240 8
A new and exciting experience through SNS makes me excited. 530
I have participated in various events on SNS .840
Economic | have participated in on/off line events of fashion brand through SNS. 716
pursuit I have made purchases or sales activity related to products or services in SNS. .601 2322 72797 786
I have purchased fashion brand products at a bargain through SNS. 544
g o)l Bt EFOE FAH O °‘°1 FHAEN= AARGF FFe T3S 3= Table 59F 2t} Foidse] <l
olgt Wralith. 2919l F WP 66.638%A0L, e F AuFol teie FE AT (=2460, p<05)eh £ F
5ol a91gte] 05 oS Hej 17451 T figlen, 413 F)(t=4.768, p<.001)7t B+l BFE WXL AN, +F

A% 87524 vlmA BA vek.
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Table 4. Factor and reliability analysis for fashion brands relationship orientation

T NRIF2](B=225)0] FFHol 71 l‘”‘?}ﬁ

. Factor Eigen  Cumulative  Cronbach's
Factor Measured item . .
loading value variance % o
I am willing to continue to participate in fashion brand campaigns through 343
SNS. ’
Fashion brands Lt helpful for me to maintain a long term relationship with a fashion brand 831
relationship ~ through SNS. 3332 66.638 875
orientation I am willing to continue to participate in fashion brand events through SNS. .823
I am willing to share my fashion brand with other friends through SNS. .820
I am willing to continue relationship with fashion brand through SNS. 763
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Table 5. The effects of individualism-collectivism propensity on participation activity

Dependent variable Independent variable B t F R
Vertical individualism .002 .041
Horizontal individualism 117 2.460" -
Personal interaction e 8.900 .090
Vertical collectivism 227 4.768
Horizontal collectivism .013 274
Vertical individualism .073 1.533
Horizontal individualism 225 4878
Consumer rights _— 15.339 135
Vertical collectivism 203 4.357
Horizontal collectivism -.147 -3.249"
Vertical individualism 114 2371
Horizontal individualism 101 2.170" .
Information pursuit 14.075 127
Vertical collectivism .030 .640
Horizontal collectivism 238 5217
Vertical individualism .088 1.788
Horizontal individualism 078 1.651 .
Interest pursuit o 8.332 .086
Vertical collectivism 160 3.347
Horizontal collectivism .068 1.466
Vertical individualism 124 2.519"
Horizontal individualism 081 1.689 .
Economic pursuit 6.721 074
Vertical collectivism .088 1.836
Horizontal collectivism .067 1.420

p<05, “p<.01, "p<.001

), A AHEL 13.5%01A0t AEFTol= 2 7HR1F2
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Table 6. The effects of social capital on participation activity

Dependent variable Independent variable B t F 'S
Trust 255 4787
Personal interaction Norm .146 2,566 52716 317
Network 284 6430
Trust 183 32457
Cor’ilgsﬁzer Norm 219 3.641:: 49.132" 238
Network 184 3.544
Trust -031 -555
Information pursuit Norm 288 4821 23592 251
Network 311 6.713""
Trust 192 3726
Interest pursuit Norm 246 4454 88.090" 359
Network 286 6.680
Trust -.046 -.787
Economic pursuit Norm 313 5.001™" 33.842" 177
Network 201 4148
p<05, “p<.01, " p<.001

UIEZ(=6.713, p<001)7} H(+)2] FFE R AAL, 7+ FTEAYAE AT F UEF SNSE ’2%—6}101: & Zlojr}.
H(p=288)Hrt UESA(B=311)2] F&He] 1] =okom, A ol AR AHZo] SNSellA o] FojdsS woled o] T
A AmEe 25.1%e1%0t}. SHFellE 212 (=3.726, p<.001) 83 2R1ds UEple AR, ARl *@Jsﬂg} A=, Tt
b Tt (=4.454, p<001), MIEAZ(=6.680, p<001)7F B(+) ol 22l FsAclx el Axgfeoll dg= mIA Zloletal
o S VAT IR, MEAZP-2800] FFHo| 7P FAT Chiu et al2006)2] AT FARE BHAA ol %
wgkon), A MWL 35.0%eI0Tk PO R, AAFT ek et A=) A4S wﬁ@} BAFT BEle 9%
= TPH(E5.001, p<.001)3} WEHI(=4.148, p<.001)7} H+) S UHRA] e Ao Z YRt o] SNSOA AAE 9
o] PP WAL AAL, YELA(B=201)1E T} 7 (B=313)] A Se ATES AT Wla} o gus AU
o] T Ekor], A AWe 17.7%e19I0 BAH 85 s Yo A 9Fe] FEHA 2
olgel ATE aokshd, SNsolH HHASS BAS R gl 2 5 gk
3 ke o8l A SNS ATES] e A Be5E
AHuFo} 2R B FrEt Sgo] oA UL, 4.4. SNS 0|8X2| Eo{EtS0| IMEHE ZAXIZMo| 0|
TFHH UESZ/T 2275 SNSE &3 & afiel Avx Re &
of, ARF, FHFT, AAFT T2 Foldgo] =oAL %) SNS o] g#}e] Fojd-go] M= AARAF Y vA=
Atk F, SNS o] &AE0] A} 1, YEQA 5 A4 FEFS tF3 AT A3, Table 73 7ol LH[AFAY
AHES FAETE FoidEo] oA e RE saEA (=3.695, p<.001), B HFF(+=4.536, p<.001), Z1|F7(+=2.763,
TZoME A=E F 5 A, AAEA B F 5 o p<01), BAFT-(=7.509, p<001y7} SHHEME AAR] Ao
Table 7. The effects of participation activity on fashion brands relationship orientation
Dependent variable Independent variable B t F R
Personal interaction -.067 -1.505
Fashion brands Consumer rights 172 3.695"
relationship Information pursuit 209 4.536™" 744117 A42
orientation Interest pursuit 130 2763
Economic pursuit 345 7.509""
“p<01, 7 p<.001
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Table 8. The differences of participation activity and fashion brands relationship orientation by participation level
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Participation level

Classification Low group(n=349) High group(n=127) t
M SD M SD
Personal interaction 2.590 894 3.162 871 62217
o Consumer rights 2444 823 3.091 871 74607
Participation Information pursuit 3.183 703 3.698 597 73447
activity .
Interest pursuit 2.923 7124 3.480 751 -7.355
Economic pursuit 3.113 719 3.577 717 6229
Fashion brands relationship orientation 3.184 631 3.627 593 6876
" p<.001
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