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Abstract : This research aimed to understand selfie behavior in social networking sites (SNSs). The research was con-
ducted on the basis of the functional theories of attitude, verified self-presentation attitude, and self-expression attitude
that affect selfie behaviors (i.e., taking selfies, posting selfies, and taking selfies for fashion product exposure). The mod-
erating effect of satisfaction toward one’s appearance was identified. The participants of the study were SNS users aged
20-30 years who had posted selfies in the past month. A survey was performed using an online panel of an international
survey firm. The data were analyzed using hierarchical regression analysis on SPSS 22.0. Results corroborated that self-
expression attitude affected the number of selfies taken but not the number of selfies posted and those uploaded for fash-
ion product exposure. Self-presentation attitude exerted a significant effect on the number of selfies posted and those
uploaded for fashion product exposure. When satisfaction toward one’s appearance was high, self-presentation attitude
increased the influence of the behaviors of posting selfies and uploading selfies for fashion product exposure. Self-expres-
sion attitude also significantly influenced the number of selfies taken due to the moderating effect of satisfaction toward
one’s appearance. This research was made meaningful by its quantitative analysis of selfie behavior in SNSs. The results
confirmed the different functions of attitudes affecting selfie behavior. With the improved understanding of selfie behavior
obtained from this research, Social Media marketing may be carried out in various industrial fields in the future.
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The Effect of Self-Presentation and Self-Expression attitude on Selfie Behavior in SNS

1. M 2 ARBIAAIE B ARl HEE TR Wk oz} Bl

S 2RE ] e AR 59
24 UJER =L A{H|2(Social Network Service, ©]3} SNS) oo AREALE SR tiEZ] SNSE E9JE (Twitter), =
= AE 71 A% S W e Il tifet O] 28 (Facebook)s} Q12~E}2# (Instagram)°] UTE. SNSE= A}
AZIAE Y 7 AT v FFolth. &4 HES= A LFolgke 359 BAS A @FEAT Are] ¥
Ae) 29 T gk ddoM Y A dES sl Astar) HoA] Zjo]l& HRITh ESIES} Hlo|2E-S HIAE AR F
S kg Eh(Ellison, 2007). SNSE F3lA =2 2 oFske uh, H2 A ovA] 719k SNSE olvA] A
HE F4o=2 4Fse EYFo|th(National Information
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Society Agency, 2012). ©]H]=] 7|9k SNSO] WEA Al <l
2ElgHo g 7|ES) HAE FRE H#dole] ol sAE
a2 weslela oluxE Fuislsle] oakhEe] HolHe =
°]3 ATh(Lee, 2014).

Az olu)x) 7uk sNsel Bt g Aslel sk o]
AT Slet. ARe] wg A7 B9 ARloleks elmje] A4

3] (‘Selfie’, Oxford dictionary, 2016)= SNS “gol|A] =}21<]
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ol E =Ule ez TLET Belk014)E ATE
SNSellA €] zJo} AH]e] Al8)(self-consumption practice)>-Z. %
oJste] 1 IS AT 222 Akt Ak 217
olnR| 2 0] A= HYE HAES} ARRIS T3 7] &
T M ds B o] 2 F Stk ggo], &4
WELA ozl BdE 71Eed w7k ovAE 3=
ARRIe] B3 ol gt &4A A] o|WIRAE FA st ¢
A F leng gERl ATAA] el 2 & k. A
o] #, Y, ™, T280 HFS 53 oA 7k
T E QTS wiXITeEMN AAIH Aolrt obd Ab
3% Aol= EHsR= ZA0|tHAbidin, 2016; Belk, 2014). ©]2]
g oM A o R AR 22E F A WAAES

9 3 2w, HAAE =
F W53 2o AvAES Agekst £-83 gl @
S ek wze] A5e e Aeld $le) Fane gx
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'{F
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= Z10 % (Katz, 1960), Sung et al.(2016)S SNS & A3
Yoo "z 7155 T AANA Bz A8 Bz o
Fgog AHd & Juiar FEETE A7 A HEE A
A 715o= e dEEH HxE JEhH(Chua &
Chang, 2016). A7|1Ed H=e 7Qle] 24 B5S 39
3h= 7]5°ltk(Eager & Dann, 2016). 3+ 7|AA], 27| %
4 He=e Ay & AAF =EY5S FEITH(Van der
Heide et al., 2012; Vazire et al., 2008). ©]& AgPAFr =
Av) P55 A HEoe] BAS A ke, A7k 3
FoA HFHor Agshs HEY 715S(Katz, 1960) 3
R Al AAN, AVIEE HES 9 Ens d &
Aol ARg-3k3ATt.

APAFAME A7 AN, A7138 Herk A 829 9 2
2", AAAF =&Yl Ve FIFS 2-shs wele=
RREEIL A b UTHAbidin, 2016; Bush, 2017).
ARRSEE Ay Fs) PHo| E2 1H O Z (Casalo et al.,
2017), AZ1AA, A71EE et Ao g5e] Al ¢S
nxe Aeg A dtk(Abidin, 2016; Bush, 2017). 2
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2 Rol gmwEwel 24 ¥ AT F Y Ao=
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Eop
AF =EHES AT FF SNSE 283 2EAF 2

2 o EAE B4 7]id 4 9lg Ao waEr)
2. O|EX HiH

2.1. 0|O|X] S SNSo| Mt Mu|(selfie) &S

ZZ SNSo| Ejl=s g ddo] glo] ¥linEe] viFo] 2}
23t oluA] ARE FAHOE AFde FHEo| Fkle
Al o] th(Korea Internet and Security Agency, 2014). 53]
ZulEES BgO R olnz|e] & gl HFo| golaAH o]
HA] F4le] 7HAg SlEjso] 2 ZHE] tig A5t Fotet
Ao}, SlxEl# | HEE AE (Pinterest), BE-2](Tumbler) 52|
olW|#] 7|9k SNS= AREAFEC] YIAES 8] 4L ofv]|
Ao e A0l 7hseh dAEd oWAE F3l

g Fus F vk AHeE I 77 EilE L vt
(Lee, 2014).

olm#] 7]¥k SNS EUF EALE ouA] HHE T3 &
50] STt AMSAES] A E =Eske dEol S
THLee, 2014). AT (Selfie)st, 7NAe] 24 =2prle] mes &
Gt ARRS olu]s(Oxford dictionary, 2016). 2FIEZES O]
g3t =& F49] Ay Fo] 7R, TAle] WER A
F7Fe] A glol SNSol| AulE YR + A HAT
(McQuarrie et al., 2012). SNSollA] AFE F7 ARl u}
2, Ade JiRle] BRI AKdE 7153] Qs AREE A
B} AL & 2R AR BGS mES] AVE &
k= 545 7HItH(Lee, 2016).

ol#{gk oJn]A] 7Rk SNSoll AFE F3 Ap7|EEe] Fa
el wet Ay & HAAE =22 IR A7IRE WY
o=Z AMEEI QUTHPresi et al, 2016). Qiu et al.(2015)= A
9] & sjdAIFo] 22EE Algel] tigk A Hrtel T2
8Rlo 2 Agsle AS w3 Van der Heide et al(2012)%
SNS AREAFEC] A9 ou|AE 7HEatr] fla] vhekst i
AFL AHEsH ERIF Aol Ego] Hrtkal Feiint A
A2 SNS AMHEAES AE|HS Chua and Chang(2016)2]
Tl AbgEC]l A7AAN HER Qs WSt ARSlE 7]
o2 HAAEFS E8ahe AS I o]AH SNS A}
SAES Ay & HAAF =55 T3 AR el vt

BHE A7) olPIAE FAFHA Bt




T5 v R SNSOA vehes Al gEe
S8AA Z}71 olu|A & YERNZ] fgtelm ol& 3 SHAAl
F =2 st 2e ¢ F Atk olEd 4y dF
(e.g, Ay &, ¥28 2 g AAE =& P&)9 Ao
= En591 Psole] Afshs Aow deiA Irk(Sung et
. 2016). 2 AFoM= A 5 AR o 7|5olE
= 1}71111*19} AN T B=ole] BAE 7Pt ik

22 X7IMA| EH=7} Mo ojxls s
el 715olEN AN BEE AEE Fe s
(Smith et al, 1956)0.% AZoIX|7|% &jn] | AT A&

< AFAE #A fRE HLE}(DeBono 1987; Smith et al.,
1956). gt 21219 JHE SoAl AN o FHA Q%

< Ik A aug F3ITH(Leary, 1995). WA
dolr ] A7 AN BEE A4 ek & o A4l
3490 o|mA|E ERIA HdesEe A5z Yehdth(Leary,
1995). SNS AMEAFES] A7 AN Blme An] 228 A] AR
Al T AAE Ae F U=E AuE rheelal 9 ES
ZHdske 5o 2 Yehdth(Mehdizadeh, 2010). 023 3%
| thale] SNS ARAIES ERIES] Huwls 3 UE1e
FAdsiA "o
Mehdizadeh(2010y= AF71A41A]
77 =
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gog WEE Zog dust, on|x] 7]uk SNSellA9] <l
FAEE AT i 2ol gk AR A9 ¥IAg
RE7} S7Rchal skt

7<I;<4 oq:[Le_ ELH /6]7}:@ x—lo cq}HE_o] /\].,&g—]._‘: A]jq_E_
23t A71A A AeS #3238 Chua and Chang(2016)2] 7
MNE A x2F ASollx A7AA] A2kS Afelste] thek
3 JAAIES Ay o] =EAZITt A|oF3IT). Koliska
and Roberts(2015)2] A-7elA= A7 AA] HER <Qlste] AT
F2g] Ela ket AAAFS ARSIt sl ©
Ze] SNS ZHFNA = MIER, BARKE 22 22 o]
25190} ojulx] 7]k SNSelAE A9le] v} S
23 F e Ay 22Fo] ZOSH*‘E} wepr] ARGAFEE 4
& 3l AR USSR fHAEFS =ES)
of MjE& Srhststal RIS T4 % FTohe A5 e
Zlolt}, oo & Aol ATIAA] Bixe] wet de) Y
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2.3. Xp7|®S Ej=7} Mujol| Ojxl= Pk

HEo] 7|50l 8olX A7|EE HEe Aobidolv 7ix]#
T Aol F8A] sh= A siQle] BRI BRES FHsh=
13; 3t} Aaker(1999y= A7 %3 EH,J_7]- 7)elo] Aaksl=
2171 70 (self-perception)ol] F-3Hh= 52 sl7] 9lste] &
A 8192 Schau(2000y= <7133 EHJ} 7Hele] 78
ANE F8sh=s Y522 Gl

AFE 53 A 1Ed H=E 047‘5]' Eager and Dann(2016)
< SNSellA Yehd Adln] 28] s)Fo] siQINte] Fitox o
F o= ARl thellM] k= (Speaking) FEolHAL
3Lt o|& Ao WEW SNS AAIES APV1EE HE
2 9] 0}04 ]:}_O]:t‘y_ :g_L ]*1 /ul_qE &]—Oﬂ tﬂ __L/\E]o]———— ﬁsko]
yehdtiy A3ttt Pounders et al2016)= A3]S SNS
AREAZE AAE AREske ARHACIA S Frtoltal A st
Row AnEE Ho] ghtog Al e 3l ¥ RIET)
Z7k L e ol Addroxe A7EE =l
A 3 &77F 2nfEES SNSo| gl Ax] Zo o
TrE HEe gulsitly uEc)

T A HE Hee 49 & JAAF =E2W5S Fet
7%= 3t} Presi et al(2016)> AZ|EFCZ Q13 Ay Y5
o BEA=rz} fHAFS T =&k A2 ARl A
AE Z3sA7IE selEta AHsidit 53] HaAES =

E3h= A2 Ui EHE A AHoE FHde YFoE &
= JoF (McQuarrie et al, 2012). 53] ©Jujx] 7]¥ SNSO||
A A YolA] s AAIES 2EShs AL 2220 s 75

e aAdor F¥sks Wl HH olHd d5e] Ue
ol 7iRle] st A7) el Feke B5S she *éf’[}
A A71Ed =7 EAsk= Aol

A7) Mg Aol FAlo| 7]uksle] AR Bl SNS Al
¥ @ P Ad alo] & 5 ek ol & AFelM=
217158 =t A 2 g\]" X2 He 9 g AAE =
=5l Al YIS skt gtk olE flal vt 2
< 7hdE A4St

me

H2. 2V 18E He (1)dy 29 34, dy] 28 4l
T, QAIE =Edsel 92 v Aol

2.5 du|et o|mAtE:

SNSoll A E F7eke P52 Al BEFS
Ml TAHAQ] S AN st ske 5715 7HItk(Bergman
et al, 2011). Koliska and Roberts(2015)= 3L3ZTHGoffiman,
1959)94 AFo| RS Aasle] Aa & 9y dFo|2e] AH
3 e Qe a5 AL Aol =2 ), A9l ole]

Aol 12 98l T AES ALedr TR, oA
%SNS AHAES A7) E2g A 354 Ao} olulAl
A7) S S8l s sEat. dss kR WHes
= A& olnx|e] MY, By Z2 o] o]f, HHAF

= AeE
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Z 5ol lom, o A Yehd e i3t NEEE =
o]7] Ygtoltk(Lim & Lim, 2016).

QEREETel Ay gge] A tisle] LERESEI} Fol
AH Az g9 2 22" 397t Trkle Al %E%X% A
ThCasalo et al,, 2017). & QRUELT} zjolo] 4 4
vl JFg m 7] wfEolty. ol WA % 3%
Tiidenberg and Cruz(2015)2] -0 ’\1“ Alr] PFo] vigel=
A71EEe] o, du) & zle] B gk YRS Er}
EETE Ao} T (Self-affirmation)©] lﬁo}ﬁ ERIEF ATE
TH3taAt dEol 7S wEith R e B
< 73 AR Rl A1) ke FloR vkl X
H 35 hdhs ZA0E YelRTh 559 AZETH AR
S o s AFE X33 Abidin016)S A3 T2E
9] niRelE AR Bt A AMEAe] SRS ET)
E2E54E "t 25 A et Fsed ©
£ AgAtere 2AAA, A71EE Bt de sl v
e FFE ARREEI} A7 AoE AYsiar )
Bush(2017x2 SNS AMAE¢] ADE 20T o A4

il

y

_4

A FAHE fgte] AAAES Adeleke AS A8l
A7 st HAAF =EPEe] BAE FsTE WY

Q

SR SRNEETE Tkl AlQFSIr. WA Abidin(2016)°]
TFAME YGEMSET 2555 AAE =25 Uhe)
ApAle] AAE FAloR Hgsle] XAHehs ZoE I
]°i\3]- Abidin®] 77} J3YE SF A= A7sE AA| 7} 7
2 Qe AoE AdE7] wie] AA Fdo| WAAF Bt
FAAR QA =R ARSEE Aolth
ZFAEHE [T ATEo] AN EASHA gt
TFAME ARVEEIE A Z 9 228 %, uﬂ*‘iﬂlw
5ol nAE AHEAE FAEA] B Azt dHs)
I Qloh 2 Agelrs 71Edet apEA 07 27|AA] B 2}
7134 Bl=rF Ay 3 el vXe Jek] YrrEest
oAufst 28-S sl=A] AFH R Yo} 5
o] 7Md& Agsioitt. WA 7Hde niEe R Ay BE
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Fig. 1. Research framework.
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P 3, E2E HE, QAT & AAE =EYsd mA|
= Oﬂtf}-__ Z B} 7 )J\]o]\;].

o= =22

H4. 7jQ1e] Slmule S5 A7)Rd Hwrh (1)dy] &
9 35, @E2 s, 389 & WAAF =2Ysl vA
T 9T 24T Aot

3. o7 uhy

B A7 iRl H= 715 vige = Advjel] ti3t Z7)A
Al HE 8 A EE el weh A A PEEY S
2oy Wl 9 A =525 gl Aol deial
o} dolrh siQle] emnisert Avle] tet B} A 3
A A5l nRE IS 2T Aol s ole A
S 13 A7 P, ARSH B SAHETe] e v
7} At
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£ 97 A2 @ B NS oIl AaE 2o
4] e V12 N84S dE dues g, L
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SNS ARg-©] éU}E%OM ?“E% T A7) AME TEES
YA Aol Q13 (Ellison, 2007; Livingstone, 2008) W3t
=] SNS AREAE F 20009k 30ui7F AAl AHY T P =
& HFE AAE 7] "l (Korea Internet and Security
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o] Aget A7 SEAE E&317] 918 HA & & 7k SNSE
oo Ay x28 %‘féaJr FE ARESh SNsoll tigk 2
B3l SEAEC] SNS Aollx] AH] AR Aol AUeA Fl
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7] HO}Oﬁ Wilcox et al.(2009)9} Gibbs et al.(2006)2] =32
SNS A9 J8-g Wt s 7gate] ARS-SIGiTt Zxétﬁ‘i
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o] =BTy AS ARSle] ARES =S
AR50l & & 7k v sjAl|laz E2YF ofv]A|
A=64) HNAAF =2WES A= 7o AlE,

&, ] o s ARsteks Zlo] e s Adtsiil

G o8 245] olel 9 € O A 9 9 Tg BT
2 YHES @ 5 Ale] A TN AFAE, A2
e IRAE, 129 A onE magsileA e
= yhel B2 AgSdch AAAE w=EYEL fele] @
F Aol U2 AR SRS v,

F7H02 SNS AHSAIZIS} 8] 89 A HEshe A
S, AR 92 S5 o] B9 A BT 9 By T
= 2z

[e)

=

=

W AbgolR

)

gE A5 B BF Wie, A5 B9 0, A¥ wAY
WL, SNS AMAIZE ATREE ol2A glol Basislol

FEwFE Agsat,

AN AZJEE HE) SNS 47 B miAe §g 705

z=o|Q)th. 2de Aut AFEZ] 799 (43.2%), SHY 357 (16.1%),
ZEA 259(13.7%), FF 129(6.6%), MU= 117(6.0%),
71e} 117(6.0%), T2 108(5.5%) <22 YEPIT}

SEAIEC] Ay Y A MEsleE AA| =F £ dF+
o7l ko] 84 (45.9%)C 2 7 Ekow olojr At =
EehE 5TH(G1L1%)CE SEaIh ol& Fall Aue] did
07 xE3e AA B9t FE GF(7%)US EJEA
29 AR BE 2TH(7.1%), A =F 139 (7.1%)2E
EbstTt.

Az g A Azl 7HE AAe 92 9% 22 64
(35.0%)7 Dol FH A 548(29.5%), B2 1% 94 519
(7.9%), = ol 108@44%) o2 Yelit o8 53
Azl G A d= AW A= 150 e} AT AsEE
ZE RIS Ay #o] & 7P gol AMgShe A B4
e A7F A 588 (31.7%) 08 VR 718 AR R=7)
4278(23.0%), FRA 357(19.1%) =2 et

)

AR 20159 109 1595H 1098 214704 79 54 A
A}, Aurael Fol oAIE U AT FANZRE 5 4. @it Y =]
H SEHE 2280l o] F 183 AT Aol ARE
ok A AQ)7ES v 2k 3, AMESkE SNSE 7] 4.1. S0 OIRME MEE HE
A %2 73 AT SHORE et =4, 293 B Aollx] AREg SRR Bdwel AFEE EjIst
Az Jfget T2 ] o] HaH|olA mEHEAL] 2 7] 9l RS RIS o83 Bl eled S
v oS THE e SERE Adtsie] A9l A8 Table 19014 Wb wRel Zro] @Qle4] A} 2
ZIAA B, 271858 B, AAE =20 Al a]le] =&
3.3. QIFSAIM SA3} du| EAH Al S 1o Cronbach alpha o] BF 0.7 oo =&
SHAES AEATH 54 vt vk 2] A A EE FRE5T
& 94 959 (51.9%) o4 887 (48.1%)°1th AH-& 20-24
Al 458 (25.1%), 25-294] 4478 (24.1%), 30-344 6198 (33.3%), 42 Hu| 2 3 ZAE S |28 &4 A
34-394 36" (17.5%)0.= YERtor Hi %82 29.14H SHHTRA AAA, AEE HErE SEHS A F
she tisha £%0] 1207 (65.6%), T3 AIsh 39 (21.3%), 9 S, 22 NE B Ay & AAE =E2Eel MAle
258 £ )8k 15%(8.2%), W Ak o1 9 (4.9%) FEFS ZHs] el MY £z ST S5UTE A
Table 1. Result of Principle component factor analysis
Factor Item Factor loading Eigen value Variance Cronbach's a
Selfie can be expressed as a symbol of social status. 692
) Selfie helps me express my role in the group. 752
Self ;)trt?:;:;;anon Through selfie 1 present my desirable features. .690 2702 54048 769
(M=3.27) Through selfie posting I show my good impression to social 719
network service friends.
Through selfie posting I used it as a channel of communication. 753
Selfie reflects what type of person I am 720
Self expression Selfie helps me to reveal my identity. 757
attitude 2410 60.259 709
(M=3.53) Selfie helps me define myself. 759
Selfie posting helps me express myself. 721
Fashion product I expose recently purchased clothes to selfie. 931
exposure tendency 1 expose fashionable clothes to selfie. .876 2.368 78.948 .867
(M=2.99) I expose outfit of the day to selfie. 857
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Table 2. The result of hierarchical regression analysis for the number of
taking selfies

Model 1 Model 2 Model 3

Step 1. Functional attitudes
Self presentation -.052 -.062 -.040

sekk EE3 sk

Self expression 336 320 326

Step 2. Appearance satisfaction

Appearance satisfaction .086 .087

Step 3. Interaction effect of attitude and appearance satisfaction

Self presentationxAppearance

P -.073
satisfaction
Self expressionxAppearance o
. . 239
satisfaction
F 9.274 6.650 5.615
F change 1364 3756
R 093 100 137
R® change 007 037"

1p<.10, *p<.05, **p<01, ***p<001

I BZE o|2=x olaly] sk 7|1eEA BAL AXst
k. SRAES] 9 Bt A B9 JGE 149502027801
Aem Az =114 A 1003 (=6)02 EES%Th
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Fig. 2. Moderating effect of appearance satisfaction to self expression
attitude and number of taking selfies.
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Table 3. The result of Hierarchical regression analysis for the number of
posting selfies

Model 1 Model 2 Model 3

Step 1. Functional attitudes

Self presentation 1907 178 2427
Self expression .042 .023 .007
Using time of SNS 233" 208" 215"

Step 2. Appearance satisfaction

Appearance satisfaction .101 130

Step 3. Interaction effect of attitude and appearance satisfaction

Self presentationxAppearance «
e 239
satisfaction
Self expressionxAppearance
- -.046
satisfaction
F 7.809 6.360 5.739
F Change 1.894  4.060"
R 116 125 164
R change 009 039"

T p<10, p<.05, ~ p<.01

=9 G3F YepA] 22 212 Ay 9 o] ARk
7kl 719e AgATe Ao' E2E o] AREES Q)
FHEE kA ot AlslE Z1o® B 4 Uth(Kolisika
& Roberts, 2015). & A7 4 P52 A AR =& o]
NRle] AAA zels B3k s B 5 e Aotk

Al
Ak B o 7 o]Roix|H], AZ 2E WIEE A SNS
LA
T2 B3Il #4 A3} Table 30 YepRd nie} 7ho],

sARgao] T By 39 AuHo] fels SRS

AFFATHAR™=.039, p<.05). B3 30r Am 18 W

e 7t WEe] TS AHRT A7AA EE(p=242,
p<0De} FHT SNS AREAIZHB=215, p<.01)°] AT T2
g Hlsel] fo)3t S viE Ao® et} ferE:
= 22H 35 giste] 248 TS vRs ZoE iy
oJ(B=.130, p<.10), AZ1AIX e} T A7 28 52| 3
[lojahe AadTte] Axkel UA3IATHAbidin, 2016). 2%
el AR HEAEadeE FAXHOR fosix &
RO (B=-.046, p>.05) YL} A AA Q] kg az)
B S8 UERETHB=239, p<.05). A¥] ZF2go] thale]
ZAZIAA Bz}t A5 Bee] FaFola o7t = A
2 Ay x2H %] Bz 423 57] F ABE 7%l
23E wEoz A= Zo|tk(Sorokowski et al., 2015).
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Fig. 3. Moderating effect of appearance satisfaction to self expression
attitude and number of posting selfies.
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Table 4. The result of Hierarchical regression analysis for the taking
selfies for fashion product exposure

Model 1 Model 2 Model 3

Stepl. Functional attitudes

Self presentation 2517 2567 308"
Self expression 136 144 130
Using time of SNS 2157 219" 208"
Step2. Appearance satisfaction

Appearance satisfaction -.043 -018

Step3. Interaction effect of attitude and appearance satisfaction

Sel.f pre.sentationxAppearance 205"
satisfaction

Self expressionxAppearance satisfaction -.055
F 14322 10795 8315
F Change 368 2.894
R 194 195 221
R* change 002 026
T p<.10, p<.05, " p<01

p>.05) AEIEEe} AT|AA] B 452aE g3 &2

AH(P=205, p<.05). &

F =295 fol8 432

AR EYTE SNS AHRAIZRE A
MAE Aoz elHgic

(=197, p<.01).
AYATFAE A & ARAF =5YF thate] A7)

AA = (Kolisika & Roberts, 2015)2} 7]

%8 ©lx=(Presi

et al,, 2016)7F FEE PIX= HOZ YEHATE 2 AeA

= ZA7AA

= 9 SRpSese] J5A8as =53

t}. o]& Katz(1960y7} AHE 27|AA] Bl=7F EA3 AlE
/\H]E SRE) S /\].g] }g-ﬁloﬂ/ﬂ hﬂu—_ E_X]_E R g)\

ot AgeA HAAFES wESE AL RIS X vk
gk AR oluRE FAdsl] fIFe R dAshs @)l
o) ¥£o|tH(Chua & Chang, 2016; Qiu et al., 2015).

Table 5. The result of research hypotheses

p<.001). o] 9|

—e— LOw appearance 3.41
satisfaction
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Fashion Product Exposure Behavior

Self Presentation Attitude

Fig. 4. Moderating effect of appearance satisfaction to self presentation
attitude and taking selfies for fashion product exposure.
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A2 Bl Fee 71 7 133 A7IAIA] Bliee) 9
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o

N

gele vl

H Research hypotheses Result

1-1  Self presentation attitude will affect the number of selfie shooting. Rejected
1-2  Self presentation attitude will affect the number of selfie posting. Accepted
1-3  Self presentation attitude will affect the fashion product exposure behavior. Accepted
2-1 Self expression attitude will affect the number of selfie shooting. Accepted
2-2  Self expression attitude will affect the number of selfie posting. Rejected
2-3  Self expression attitude will affect the fashion product exposure behavior. Rejected
3-1 The level of appearance satisfaction will moderate the effect of self presentation attitude on the number of selfie shooting. Rejected
3-2  The level of appearance satisfaction will moderate the effect of self presentation attitude on the number of selfie posting. Accepted
3-3  The level of appearance satisfaction will moderate the effect of self presentation attitude on the fashion product exposure behavior. Accepted
4-1 The level of appearance satisfaction will moderate the effect of self expression attitude on the number of selfie shooting.  Accepted
4-2  The level of appearance satisfaction will moderate the effect of self expression attitude on the number of selfie posting. Rejected
4-3  The level of appearance satisfaction will moderate the effect of self expression attitude on the fashion product exposure behavior. Rejected
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