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The Effect of Sustainable Fashion Brand’s Advertising Color and Expression
on Consumers’ Emotions and Perceptions
- Focus on Instagram -

Wei Jiangl), Eunju Kol), and Heeju Chae®'

I)Dept of Clothing & Textiles, Yonsei University, Seoul, Korea
2)Dept of Fashion Design & Merchandising, Kyungsung University, Busan, Korea

Abstract: Companies and brands that practice sustainability pay attention to New Media due to its ability to build a sus-
tainable relationship between companies and consumers. The need for research on specific roles, characteristics, and
social media effects on eco-friendly advertising has had rapid growth in marketing programs for sustainable activities
especially shown through social media. Information about sustainable fashion has spread to consumers through social
media, and multifarious efforts have been made to attract the attention of youth. Despite the dramatic increase in eco-
friendly marketing through social media as a part of sustainability, there is a lack of research on the major influences of
emotional factors such as ad color and expression in social media. In this context, it is meaningful to identify relationships
between emotional responses, advertising value and consumer behavior of sustainable fashion brands in Instagram and
implement a suitable advertising type (color vs expression) for consumers. We used 366 responses for the final analysis.
Data were analyzed by factor analysis, structural equation modeling using SPSS 18.0 and AMOS 18.0. The results of this
study suggest that emotional responses, advertising value have a significant effect on the flow. This study expands on a
previously limited research field by verifying consumer responses to image advertising on Instagram, rather than general
sustainable fashion marketing. The study results also provide meaningful implications for a relation formation between
customers and fashion brands vis-a-vis sustainable social media marketing.
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FA 7] Aoz, YoM E & Lol Hole o]9S E£&
o] ofd A}3]9] A&7Fse WA S QF Pre AYEFE
< UZAE=THKim & Schellhase, 2015).

Unilever(2017)0] w2, 3200%¢) 729 A&7Vs3 A%
T 12529 obF widE A APgolziar sigict. whet

N, 7IREE Adrbsel dfoz AR tiEk Al By
of 3z 4 gl Tk Aeke A Aok WA A
B Be g@%@% HEA7IE A AN E 71
AZWRL ofLEt IF] A&l ' —% 93 YEAS )&
7Fe7del i“ub}xli 37|, Theksl FEL B 7 = A

A3l AkKim & Hall, 2015; Vermeir & Verbeke, 2006).

FFrltol(New mediaye 719 22 Halto] 3418 2t 3
At BAS Yyeka, A4 DS Fal 7199 At 2
H)27ke] FAH DA B AT Falsly] uje,
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A&V S s 19 Be B 0 Urklee,

2014). A ARIRE2 AJAle] sjde) glo]z 2EldS Y
ole] e F Rl AAdr|t]o](Social media)s 3l EFIo
A =2 e &5S HA, AEe] 71, e 53 22
ohgel ARE ApRH o Funkon 2L AAE JAs]

gt 719 a2Avtels %l%o}O% DMIFJ g 3185,

2FE EAll g |getiA TR
n 2=} 5:%6 2 At} Minton et
al(2012) A7 wEH HFAQL mt]oldl TV, e 52
3l A&E7bs WA RS FHske &HAE 35% olskiaL,
AMEA 543 2nt]els Sl A&7Fs A JRE e
2B} 65% ooz YRl Qi) wleld, 71gse 3o
AliollAl Tz 91§ o g 54 wtje] AdrTt 7
nrjole] F8S wE2A olsfaty] flsf F2h AL Slrk(La
Ferle et al., 2000). 28122 A AMAFQ AAujtjo] AR}
o S71et XH—7}*5 Farel| tigk E¥(Traffic)e] S712 <1
3 Mz mtjojellA Allalar Sl Fare] A% 2 Faf
gk AFHR1 Ae] Fedol A7I=AL Atk Minton et al,
2012). ololl, oJnAZ FAlow ANEE SIAEaRS Sl 3
= Aol HAl S FE detele Ae the AArHo]
Hoh BS d3she Aow yepith 9k Qselage] 9
AgoA g Ttel=e] kg Frsial Qlvke AR S A
& uf(Phua et al, 2017), WA 719 A&7t S5 3t
7] 913 Fod AR AXEla S F3 7199 AETks vt
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(Ismail & Spinelli,
71%‘011*1 Astal 3l

A AFol vis] e, %XE‘ 2 7HA ’“2011 EH?FL

S 78 "Hill & Lee, 2015;
o] A4S dA A5 F Jor, B
wete]] tist o] dg

>
(o3

Joergens, 2006), &H
ool ek HEds =9 F de
/3 HEg A|7)€
AFFEC] B4 tiS Ao 123 o, A= Q1]
F9 U F shfolt). o]FH % AR whEt
Q17ke] wrl= 7FE 3 Q12je] tEH, M7t = Ao
T 75 9oE & A "rkLee & Kim,
2014). ool wEh AzhE Bl AHIREe] theket AN
< FZAI, AAE B3 vHAE AR Anixle] ) &
= AT AS AenAgolg}l dkShin & Lee, 2016).
*HW——"— AH EAE By A4e Bz gk Ho)

3 g SRl 7he HRS Fet ' 7IYEe] Fska
Utk o]2 npEro g A7ZFH o2 HoRE [2HEQ 2219 A&
Aultiole] ojmx] A 9 FHYPA] 2L A|ZFQ] Q4o u)
2 2vrle] A3 o g3 Egshe A fone AxEs
=% 4 32 Zlo|tkSundar & Kellaris, 2017).

£ A4e AETFs A 7199 QIZE] ofn|R] AR Bl
THF ol mE A&rbsel sk avrke] ANRS fde]
Azel Fx 7R dist Ao ZaE sk, ol
Y, A2 Fofolx gl pujelrele] AAE Wile A
=2

mrow gtk PAHS 9o BAe et g,
skl A%7Ks A BAES] A ofn)x
A vs BAZAp whe 2] 24wk, A7 %
Ae] Aol Yo}, T, Akl A4bs A
W] AZhH ojulA] fol mhe dwlael 44 wkg, A7)
B B3 7 L 2% B o) Aels] 9 A W
ek, AR, Q12EaelA] Al Aol FH (1A Aok
A 9 A% AolEH)] mE As7Ks g4 Base) v
amlzel g whg, A7kE FAkR 8 An)R B oo
v BAle] Aols wsic. g AAE B AS7hse
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QS ASshe A ALk 71l g 7199 A&l o)
3 AE3E wolaL, AFES e, MAFA dHud
o] Wsle] Fgehs Al 7190l " A=k -l 71E
T A& JoE Alsdh

2. O|EH Hi&

21. X|&7Fs e Ede
A &7Vs Aol o AUE A% 39 &8 98
B S Qe wlA Al Axgeld 31834, s2F
QS ARgslE e EEolrr ok HEE test AsE
A Mdel, tARIA Hehs ov]gth(Lee et al., 2014).
Nam(2010)9] a7ollx 54 siid Adgo] /ML= AM-S &5
8l #7] He e Zgel 1 A 5= e 34E v, v
Z<] *@%ﬂ st tHH]S’Jr e disl mjg] Aksle], A&
itk A&7hsek STl )
] 1 A FEA, AEA S-S e sl
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Zn|RbeA A o2 AEFFo 2N A&7k €
Shslslal QIthAnn & Ryou, 2011).

2.2. QIAEITIH

JAE TS HAERT on|R]E FAHOE o] FofT 4
Htjo] 24, A FlojiRe] £Fske HEAR] onA], Fd
74k Adujtje] AR z12] AL At} (AbdelFattah et al.,
2017). QIZEfz#e] 38 7)o A g F4 Z, o]
4, SAEE B3 AR TR, AN 2 22l oA &
A EF E IR 5ol Aok 53], B2 7Y ¢ Bl=ES
ZMAte] AlE B HaA=of 7 #Zdglo] <l
B3-S F3 =AY 2

E49] v
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AL Sk Zlo]th(Lee et al, 2015).
aAvitle] ] frEadS mig oA, 2 FolM® <l
ZERRS B9 AR Bl Foes do]iaEe] 104,
e 2E9] 451, ELJE]Q] 8= Y53] =4 Yehiar 8l
THPhua et al., 2017). FE3}F, QX el ARExl] g ®H,
fo) Awd, 98 Ak 299 awvt g agvtolel v)
3 953 2o Aoz Yehgy, HalE ARUE Fo @ B
AEE &= =3 7P l"W(Phua et al,, 2017). Wb, A
ol M ojulx] FA4le] AR AgE EAHoR sl Qx
e g Fa gl npge] BiS Rk SUHE oot
T A7t o], 2dntoeje A
= o] A&HHow AP gt
Aoz Hoks w, drtels 7] vHIRE T &
HZEE ] ZAFUAl E2A RS 7hsAdo] EAsH,
%1 3 Rt JSee &3S 7RITK(Cho, 2013; Minton et
2012) /\/du E]Cﬂ«] iz]x%o] _;(] z oL]—O )\Li;d—ﬁ_x%

A

s@a— Fg30l, PHIEIES 47 2I4ES #3T 5 U
wol ohje} Avlxje] Bast 878 U F olsisb] sl B
WA &% 4 JTH(Cho, 2013).

AR ZHAENA A&7Fsde] tisl SRk mHAI" A
FuACIA sl gk A2 2 ol tist i M=
oA eRAIRE 71 elM e JISEl RS 885 A
&7t "HIE 252 $HoR oS ghdshA vebe Zlelt A
5132 THMinton et al., 2012). S1ZEla o= iﬂlx} ol
7AR1e] Apile] &a)f Aviar Azl 2ol AEd auS A
galo] gFslr] g, 7Idelu BAlle SHox e :al—/ﬂ%}
EFIY (TargetingyS 53 PHAIE 5] ulj§- sk A8
4 UrtH(Kahle & Valette-Florence, 2014). WehA], 7192 <l
2eld S B8 A&7heds ddE Frek S gl &
HRL A B A A9 = JA "ok Hung et al.
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b+ 5 SaEole A4

2.3. 1 o|O[X[2] Mzl X FEA

2.3.1. oJw]A] A

Ao wiAY Ak 7MY 8% 84 F syt HeH,
S ggate] aHRA BAEe] HAA, AFe] o|vAE
aHoZ ALd 4 7] Wi, 719 Pl = vl
23 vAY 24T 2] FAaL ATHWhang & Kwon, 2005).
A2 EAR1 Birren(1978)3 Birren(2016)y2 =& A=
Aguict Q17N A Zbzt tE “7{’:13_ —Zr':‘tﬂ AR FE
UH, 394, 529 A 9T 5 3 AP 54

u| =z YRt A= 7lo] O]X]O}“* A A7 e

gpPdel sk Js=rt io]'xlﬁ :[qu]z“l HRAE g3t
5“4 o]r]

&rﬂuﬁo{xnﬂ

A% Y B FHOE AGEIIE 3 111, 3ol
42 olvAE FAsk 4gAst AR T 4+ )
£ A7 dlolz AMSELE 54 A JS WA 5w
Shge] Sa9el T AU AR PSS B g
o A, ole @ A AFe Q17ke] HelH @
482 99 85 adoltt,

A&7V WA oG FEFA S HH HASEe]

73 A8k HAXE 2ol BB oE Ags] 9

Me A gee 583 vplY d2to] dasit). |4 v
A 71Y9Le AnRlele] oAl ETEA, AEY VIR
o] E7EA AAE &gl glen, 11 7)Y E44 &
g Hf& Moz A)71ge] Fasithy & 4= Atk(Kim et
al,, 2 Shin & Lee, 2016). 719 F3o] 7§, AEolx 2]
z%&b Z Aoz HkgE L 9lon, 213 AFE 5ol bl
gk Amlzpe) Qlao] FAH oz Wk k. A oRRAE

RN 254, 28 Aels) A
B9k AHE T 9]

A M8 AB) Bu AN Bl A%7Ked

i WAAE Adeele FR BE A9, AvAe) A7}

Fe LR FR
ofwA] B3

SXTHSonnenberg et al 2013). =t
B e A%7ks B e
7

e A Q4T £

[¢)
ol giths AHEE et = QIth(Pancer et al., 2017).
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E9] FolE S FJFAZ & e A3k onA 7t us
STEHKim, 2003). A FoA] ALK BE LS B4
g Yu2002)9] Aol i AlEL] onR] FHPAS
F AEAN, DdF go|Z 2epd, 72 AN, 3 AA
71e} & Sy dEoZ HFSl] Anzte] onx]d digh wkg-
ATsiitt. Bukd Aare] tlEl FAF o] o|nx|F
| ~EZ3, A (Push) MIAIA] B3 FHZE ve F A,
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A Fuoxe FTH QR4S EA3E Jeon(2002)2] ATl
Y 9 =FES 54, Badsle] Yy, wides, A, =
ge] &, Bd {3, Mx2 OIUW o] TP ] WFE FE

12y 3}
RHPAE *o%::f AR & Alolzel AFsA
2Hgalo] AT 2nAelA A4
Adshs FHPHoITh F=2 719] AAIF] SAEUL o,
afel gEs wol AHM AlFe] FAAL A, $= T
= 2‘*0}711 A -’F ‘21% FAoITHKim et al, 2014). 4
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olth(Yu, 2002). o] 2Efd 7k 7H7HA ojulx] EH Y4
2 MR 285 AFete] AFRTE 2 HAll=9] o]n]A]
& Azt dAdele ZdF 2 o]th(Kim, 2006; Kim et al.,

2014; Yu, 2002).

T)rﬂ 73?:-4, 73@% B3 allA, v sl gk <
Jo 2 oo 2= <) AlA &

JzFo] Uehe FAAQ] 3592 veldti(Holbrook
atra, 1987). Q17+e] 7H& S4slk=t] F-&3 AREH

ZP40ks- 23 (PAD)S Russell and Mehrabian(1976)°]]
Ar =0} HEEt AR F e oA dE] S8=2
th 33A AdsfelA Aigle] BEAo] veRe NS 0-4
J (Pleasure), ZHd (Arousal)z} Z]Hl(Domination)2] Al7}A]
o2 PRI F34d2 EES AA s, EA%, |5
T Y 5o RS wle BER 49T F ok

AFE Wl FREAAL, 9HH, BFA =4S vl 2
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lo yo & o X
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01>1
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O_u

< PAD THHEE o835t A+E AWRH, 5445
B 2l AulE e AEe) etk 2ol @
o2 B7Fsstr] wiEel, AuA xps AlLg 1P A4
84 2L AEe B A7Ee] Bushl A= Uk
(Lee & Park, 2013; Morrison et al., 2011).
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o & P ﬂ flo

—~

A‘]Sﬂoﬂ%oﬂ/ﬂ 7]—X—L94 J_E_Z-] /’\1:]]1]_9] /\.L] fsg ] 1@3'1191
91 W49l Zlo WA A4l AL FEsh B A
& %LUIHE, uﬁ 4 W A3 B gl Ao Wl

S (Baker et al., 1992), §3433 3AAA AHS Fdsl=
Bk £91719] Fare AHRke] puiErE A dod &
ATH(LaTour & LaTour, 2009). T3 A o7 A2 A
gle] Anzkes AFER] ARE A 8351a ol st I
S W] o F4sItkBatra & Stayman, 1990).

Lee et al.(2011), Massara et al.(2010) 52 th3l Ao
Al PAD B8 153 wiAeAe B 28 A A
x5 Hske A A=l sk AHRke] 72Pgarg et AE
o] IAE AYyshs E9FQ Ryo= Hrhii It (Moon
& Lee, 2012). Lee(2015)2] 2Aw|t]o]e] muld gAo)x X
71l Ba=o) digh Al=lel 7ge gk °4¥°ﬂ*1 Ha=of o
g SAA 2 B R fon|

o] sk
L pud
ae B 3999 92 vAGT TG, T,

F 2Rl S ol8she AHIREA 281 Fare] v
=} A B iﬂ]ﬂﬂ gl SAARI I AAE
Pt APd3s EEEJATH(Cheng et al,, 2009). =, W
=

SOl mER Ao S 2o HAEE B Be
o

2.5. I

F3 7= B4 35 AduE 7Ex Ee 284 g
anEe] FUERl 71 2]tk (Ducoffe, 1995). Ducoffe
(1996)y= BEA, 9=, 47Hlo] AH|ARlEo] 54 4] 7t

25 Hriehs A=t @ ¢ vkl TR FariAel o

g B olHe] FumjA|e} thEA FEAES FR/AISH
Adnit]e]e] Fare| gt AolM e TFEAl ARE AL QAT
Ducoffe(1996y= #7120 FE&FE nxe Ag el 3}
ATE iR R 221 Htle] JellM e Farix|7F Ball
ARk} A w0l v GEHS 738 Song and Lee(2015)
FBATAE BRA, 22, WAL A sel8AE
S ‘:]' AFHoR HrA 9 QEbde LHIRKEC] Favt
Rl 2o A4 AgEAE 7R o, R
o] FA7IAE Hrksk=tl o] F84 "*4474]7]'
fﬂ"irﬂr(sOng & Lee, 2015). F22] &
e 9 FAE dHst ’\*6304
x|9] #3 Bx RE S FrTiofdl A
= 7]3?7"3% ZrolE 4= t(Tsang et al., 2004).
AF4E FAE Ashe AHIAEY] Folo S
4 5 384 BasAE TS & IA,
Ao Qlate] A AAE 2T FE Jdrke
o|t}(Alhabash et al., 2015).

SIEYl FE 42 =Z 3t Brackett and Carr(2001), Ducoffe
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u gk Ao Z YERE S (Choi et al., 2008), 53], Z& &4n|
tol Y3 Aoy Fgsigzol, the vl sl o2k &

27} 2mEe] Fare] ek &njzle] Qo) g & JES
2= o2 VeRdtt QIEl a3 (Brackett & Carr, 2001)
9} muld FTAT(Tsang et al, 2004; Zhang & Mao, 2008)
£ Folo] ool gk B A2 AlF] AA %LEHEEE
o freulgh Jg nXle A oE LERITE Ko(2011)y2 4
ujtlol7b 2 wjA] AR 7S Y GE EJOR <lF H
Aol disk A7k, 281, RS 5o 744 12 opINE
T Aths 45 7% aoith. oleigh wgea] Adnir]o]
o] A7k £ ARG E FHARI Y¢S F ¢
e AL G948 & glon, gz 71520 A7ola vehd
ArAze} o] Fare] R 224 (Ahn & Kim, 2012),
=% (Shin & Choi, 2015)°] 221 3] 7= FF &
Ag gL =T 4 ik

26. B2 MY ¥ el
SR low), 5, S0l T Atk 59 Ao 25l
AFs whAsel 3

1997), 54 #Eolt A= %‘4%01] oot o1 =3u7F vEetelal,

Aol gt sHE EAZte] AxEY AUs }EH—E ofujgitt.,
5, 25 @2 TiRle] B4 didel 98] =dste] AE
g o =7l ZAE, AAA S22 AdEiolAt Aijle] ARE &
A= Hael FFolgt T 4 Uth(Lee & Park, 2013). &
Holl digh d+e 2%, A, &3 71] , F1l, AE o8 F

2o Fopo|A H3PEojgom E3], Hoffman and Novak
(1996)°] Z3FEI7L wizHE 5173011*1«1 29 2 It A
g o] s WL Ark(Park et al,, 2010).
2An|t)o]e] F43 o s Be) side 28¢lolA e
2HIRL P55 ARE 7 e oo ® e =
Qlojgte 7Mde] F7tollA AMgAEe] E9E AR o, 54
FZHS APlEl theh W=, AME oo} e TAEE =
d F AUrks AHo] WHAHA 2ER1 AellA e Azt dF
O|ES AW £ e oEoE EYS FEs] Y
(Lee & Park, 2013). Ko et al.(2014)2 ©]u]x] 7]uke] SNSO|
A BYS Agagicl A B 9
Halto] AT FAZAl ¢ 3
and Jeong(2012)°l] W=W =i 3
TRLA 18 o &F el 9%
gt Bz PEozdd Ho TS vAE
Ack. 2ejER %BP 1°4°1 AR A
2oz E9e &
(Kim & Joo, 2001).

OH ol

2.7. SHAIEH Hojel= X TFajel=
FAE 2 wolghs )39} HEo] B4 thole] QELs =

sl 2drlEle] %, E9IE, slo|2k, J2Eagy Foli 54

1ho
o =

7I=E Al AAste] A AEE 98 F UEF
ke 71502 AYE F ). AAERTAE ARSSE U
2227F el A=l SNl E A AR EA TN
Rlo] FH3IAL ks FAI WA S ERIF T/
H Zo|t}(Nam et al, 2015). Durahim and Coskun(2015) <1
TFollME A2 7150l AT Aellx] Fask JE A
o w Fy 3] 758 F8yehe XSS 3, A2E2H A
oxe] 2 ERE 3l IS HaAtel ‘3H?fL &S A=
s71% skqith EQE A A5 AR o] 752 oA Q1
Ef23, Flo]28 5 SNSO] 7]& 7]5e] HU A siAE
I 2B oR iRy ov|A] 7R Avgn|TiojoA 7t
7 Zo] 853 9O (Chae et al., 2015), ¥ AFolM = 3l
ARz} olmlR] 719k AAw|Tofolx g Ehiks] ARS-E AL

]

e WL Higste, JEkaY el sAlElT A oJEE
sjofsie] vl et ol 8 ERE
Sl W AMgsaA g,

Fojel et Aphele] 54 AES afslels ool B

E9 YT Atelox WAElE BFE 54 tidd] gk Ju
o =2d ¥, Z2M| = ool tig Bzl wat, Add)
A7F YA R FPHE Ao Pt AT F Aok
(Lee & Kim, 2015). 2H]z}e] 0 55 olsfiehs AL &

HIzke] A4S frEstal 7I8e] RS fAlE] f1g 94
K820|thKo et al., 2008). 2H|AE 3lodF B Bal=g] 7
3l Fueles FAAR] A5S olF] 7] YdiMe Alst
of gt el=9} <143 THE FujeE oldlshs Zlo] ul
$- Z923tHKim et al,, 2014). Aaker(1996)2 Tz 4
Hz7E 7202 #5351 | ARE Bl 54 Al o
g B=e} Aol FAHQ] 5 oR o]Fojd Thsidelet B
D=

2.8. H|FY M{ACI0IA (VM) &1%“};

AgAolgh Aol F 7R 52 1 ool tiide] dA|x
YA, WAV, BRA A SRS ondt &, drpd A
ety Bl YA Wil Ao Aol glow AN
28-S GA & F Ue o)F8E 7§ Ah(Puccinelli et al.,
2007). axdviejefellx] Fare] Azt Aol oL TR,
olm|z|9} AH|R} 222 ATshs FHE WAIX7F HEe
EE oudHK(Yim, 2006). VME ‘Visual(*]2F2 1) Merchandlsmg
(s )9 W}iﬁ ZRRINA] Al ZHHQ] T2E o] 2
BIAHR] FEAES B3 AFIH S eSS Eol7] flet
AkS oJw]§(Shin, 2012). WA BAHE JAoA VME &
HHo= e)sla Ake FYshs AL anRIEAA T4
Q2 B Bl=E JAsl] FlETE AFE vES
ol 583 ko] € & Qe Aotk VM A 2AEo] 1)
A Blso] AR dAds 7 el A 37
739 golde Eole ZS AMdolet BT & Urh(Park
& Lee, 2009; Park et al, 2007). |23t VM Z g &)

O>’ Yy O_.L4
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2.9. Xjot=s

Ao} (Self-presentationy> 7§ AHE HAFALE, o]
A Apote} FYEwE ML 7haek Al tiAs)
o YelE AS 9v)sithJensen Schau & Gilly, 2003). &4
n|tjol g o]&sle AFRES A2 E ERINA BRAFr] %
E7} Zetal ol Al Y, AFUEE Y, 7 2
AA7IEE d5oE eI gt o]t Al Feks
At = Qe 7go] AoREd (Self-presentation)o ] THK owalski
& Leary, 1990). AFHE2 41| AAYS T8t 5940
AR QIS THE7] 98 A|ER S shA Hoh

71743t Aok Actual selye EA e 2oz U= U7t
WolF = FFolH, o]4a Aol(Ideal selfys 2227} BRI
A BARNE Yate 222 mHoR Ao & 9l
(Whitty, 2008). Afo} @2 ARlel] tigk EA) 7Ex]9} X144
vERE 4= Q1a, ERINA SHAR] 1S HAFEE &7
Wkde = Th(Human et al, 2012; Lee et al,, 2011). ©]
2 Aot d ] F22 siQle] vigte A dX|shs Al
F712 o]n]R](Public image)E YFEoWE Zo|th(Cho et al.,
2014; Jensen Schau & Gilly, 2003). Kim and Lee(2011)%] <1
TolXE o Aot om|A|7} o) ApotEE S FIA F

=

o Wt o

K

A3 AAD W, 240t E SR FEe 15
2 o] P drkn TS, Ea, Holsn

2ol yehbes g Re] =22 ASdS =

= vehg, AAE Ale] Ang Agsk e
ANe FAF W, US A=l P & ek ol
(Gonzales & Hancock, 2011).

3. 947 28 U I

31, s
2 AYe AErks 9 2
7

A
Tl A7HA olu)x) #ae) 7 fe] Ao} Ade] &

32 9771
Walsh et al.2011)0] TW=W, A7} =7)= L 87
29l aolel tigh AAA il ofal] fo)dt JFE whe=ria
3T} Pancer et al(2017)2] AFME &R 31873 A
A2 9 BAE 20 oisf 21834 12]0] A
3L olo] wpE Halzolw)x], Bl ¥ YFo ] 39

al R C)o
S v e Aoz YEtth B3, AHRES ket 29,
A T A Fol w2 R Rl e 2wk
29 WP AR = ZoE Uit weA, Adnted] &
A 9 WslE Aok ol 8Apt FAARI Hrl ulEl A=
e 8E AT 5 AU, ole omA], Ax] & 53F2
I & 2aniro] o] 7o) Wslgitt, A9l 2227} 7t
A3 A= A g B ool tigk 7EA] Q12]o] A= tEA
el 5 At ARE =8 4 dtk(Koo & Ju, 2010).
ZHIRE BlEw 7190 thal] HEle <l ek o],

Color of 1 Expression
olor of image ; ; i X
types of image H1 Emotional response Hashtag
Feo- - Pleasure engagement
olo
H7
Non Eco
color H2 deertising value Purchase
- Information intention
- Entertainment
- Imitation

HS: Visual Merchandising fit
H9: Actual self presentation: high vs. low ||

H10: Ideal self presentation: high vs. low

Fig. 1. Research model.
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FEEA vs THHA)

FRE vs TR

e ® '0—01'04 LFEMw JLEA %]z *Fﬂ% ofmah, 223l
AFUE] AMEAFEC] QIABE ARRIE 9T F, olnlA], 74
o] BYS FAZIYa 7743 th(Ryu & Choi, 2008). g
Cho and Yang(2012)¢] 7ol 2uldE 31 2Amte] &
&2 el Yske 1 %‘ﬂ& P & de ME

X'ﬂ’é;él"l], OE —_—J‘:_l_:_ kL 7(1;-” Ew o = —=
T AE A7E 7 e 28R 3] 292 SN £
= AMS FEETh =3 28l A ljle]l W=
Agstel vk, ARG5S g 7EA] 12]o] EYe
Fou)gt S vjE 5 lE1~— **EM 5 T3 (Sang,
2006), tF3F 22 7S AAgsdnh

73, AH|AF g0l B (Flow)l B (+)e] J3&E n|

M4, AZkE FIAEA7E B Flowpel A(hel FFS wl

EY o8 AT TS AEEYH, EYS o= U
FE ATEAY B AAE 59 3]
o B} HFE 74 0144*7%]—3— = ATEYES AA s
MR FAFR AES dEEhe ATlA FE AREL

ATk (Lee & Park, 2013) ER, 2Rl el At
i, 74, SAEHL 5o AES FEshs A Halse] 4
A4 ‘ﬂ‘ﬂﬂr &S] =
g ﬂv T4 4 A T AR

T e Aol vlE axe] ={je)7] Wi, ol S7HZE

9}% LS BAISHE Zlo] Hile Asfdl] vl$- FasiA
3= ZloZ YeERdth(Durahim & Coskun, 2015).
g AAdni]o] ARgALe] Ejo] HE&E T
3 53, Bl gigh Hle 2 2AFR] ek ©
A2 &3yt dAstE AYAFE v Z (Jeong
Jeong, 2012), T3 72 AT /M-S ATk

7Hd5. ES)(Flow)e] siAElL Fefolwe] g (+)e] P2
2 Zloltt.

l-lj

mE »
g Ho b o oo )y gt M oq

]_

=

-

0
U

in

o

Al O}m

7Hd6. 9 (Flow)o] Friel=el A+)e] 93-S v Aot

7Pa7. SiATE L o=t o eliee] H (o] FFE T
Z Aot}

54 BA= ujide] VM 77 (Renewal) F2} Fo Qlof, &
HlAte) Qlalzh 7K Wk, o2 Qlg HAE B Y e
o glo] frefmgk Aozt e Aoz waixth (Kim & Kim,
2011). VM A3t Axe} 7832 EQlake] BA o) ek o
TE= A w3k A o]R| vk Park and Lee(2009)2] AT
oM wigehd =, tlaZyo 1(DP) gojokx, #9171 5ol &
3 20lRe) 2t Aslel ARYL ANAL ), 2017}
o) 7ol Relmlat zolg WA, FAH PFe)wo|
FAZe IS n|XE= Ao = LyERHTE 3 Choi and Kim
(2008)2] AelX= 7o) AA[skE VMO A gtoj el mE
Azkg FRe] FED BE, PAAQ WEelwele] FHH9
SRR g olst e HPATE vow
ches 28 71dg ARSI

718, A2Eadeld] VM ATE @ vs. Ayl TE A%
7P W Bl Tjg dwlxtel 24 vk, X
A 89 an)a) e ojwol tha w7} Ao} 9l

dE Ao} £ % —ir?g}}; *}ELE =
Sl ?‘Vﬂﬂ Ao, &FHoA] on, B4 Aol
FAs skA] e %79% 7}11—1—
T4 ‘?_] Y (Well-beingys A 7I=dl FEHQ IS
T AAS 7 AL B YH(Schlegel et al., 2009;
Schlegel et al., 2011). Cho et al.(2014) AFolA = 4&H|A}
B9 AotEFL Ao &5 o|F A 159 WF, A7
a3 7Y 52 BAIE o, ol Rotgd H3e
A, 2R T 7199 »HI" X*&OH gk 8-S WA
A LR FAHR] PFel S vRAE AoR ekt
th wEbA, QIZERIel vehe A HAl=e A&k
G5o] ool tigh Ax) g FAF 2] wiste} oo wpE
2478 WkE, 7R 1A FAHR] PEAER olojR= dH
#Hgo] AotRd F7- FE o] Ajold wEt thE2A el
T Atk dE5E vk webd ot 22 A7 TS
A3 skt

o

7Pd9. QIZElZ oA 2H|REO] o) F2] zlol FRGL vs. #])
o W2 A&7ks i Hallsol tigh AujRke] 78 wkg, A
7V ATk 9 AH|RE @ o] tigt AATE Zpol7) 3L
< Zolth

7110, AZER# oA Au|Rke] 1 e Ao} THGL vs.
Ayl e X&71s A Bal=o] tigh 2u|zle] 7Ky ukg
Azbe Farkx] 9 AHRE F o] sk dATE 2|7k

212 Zoleh,
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, vl 218 AR T 7R °1u111 FAFAAFE, 2ol

El)S A% WARIES 232, T 4K §389 ALt

A Bze] zElad AXS Xill}o}ﬁotﬂ ol A9 2
FE(Fig. 2y 53 24 Hele® AlFyo], AU oS Azt
staict.

A&7bs A BA=9] Qielaie] M) gl 332
2AFES A Y8l APAF(Cho & Lee, 2017; Sundar
& Kellaris, 2017)8 wfgo=2 ¢4 X&7ks A 2 s4F
Hi= 98 %‘EHH =t Aol e BAH=ES *‘é_xﬁ}
A3, T eI S T #213EAA, #AS7 e

A2 5 SINEIZE B8l T AzEfe U= 4371 Xl

o zo

==

b 1> %o R

N

l

&

715 HAE ou|x|(@F BAE 237); 3P4E HAE 2002

2A13I20T}. 2 Sl 67 S ARIPIEIAL st 2 Bkl

2 AR 43702 AXERTH onRE ulgle 2 1 X133
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Fig. 2. Experimental stimulant.
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Taylor and Todd(1955)2} Kim and Ma(2014)2] 9+&
sl 4 &, F ol £ ARSI VM @432 Shin
(2012)7} Choi(2009)¢] &8 T3t F ) wIo= =
stFom, Aotmde] digh F8-2 MaAyPAT Kim and Lee
(2011)¢} Choi et al.(2014)S Fzsle] 2 Ao A3l

A

2 AT e il QIAElTHS ARE-ES] 20~30t] 9]
k=t A2 A QITE Kapferer and Laurent(1985)0]
29 20~30t]9] &anzl= oF AF 7 W EHE 57
& 7R3 53] wied, £ FldEel o], £t
A3} QFEAF 3t uke-S Aslr] AgEE AT thidol
I FAIA T3 AR A EdEe] wEial AHA|
S FEat, A&7ks AFel Ui A=t 7HE =& A
te] Am|xlelgl F431th Ahn(2017)y= E=ollA] Q12-E}
IWE o] gEo] JPF &2 AFYE 2000(74.0%)9F 30TH
(61.%)23L BHgleh. weba, 20~30019] AH|AS He gE >
Z3lo] AEZALE AAISITE AL 20189 89 19%E 8¥
154714 Google 21 AiLo = Y3l om, A7} &b
FEZ ANE AFES T F, 7 B3 Hele Waem

]

YA viFE F 38042 AeA § EddsiAd =4
1]

off oX M

il

¢

Aet 3 B AXELTH AR HARS: SHEE AES A8
3 36659 TES HF B ARSIt 2 ATE Sls)
FR9E A7 B4e AMOS 18.03 SPSS 23.02 gg3lo] 7]
S5, ABe B, U, B, 2318, oA
GEA 55 AAESIT A7EA 7S A TAEU A5
AR BA W8-S ot vt

5.1. ZAIHMXE S

B AT AL UPdRke] QIFEAISE BEAS AwEE, 2
ARk B AEe oF 27.682 YERdTE 2 Sl 20-25
Al 1278 (34.7%)2 2 7P Btor, o 2= 26~304 1144
(31.1%), 31~354] 10178 (27.6%) =22 YERIT} 382 & 366
] oA gAdo] 1057 (28.7%), @1Ad0] 2617 (71.3%)°] AT}

see &} Afsto] 1719(46.7%), that o] 1327 (36.1%)
o7 veht A tiAEY B 2 52 A0 e
Z)l e shio] 201 (54.9%) 0 2 7P Bgton tgow
UUAREA] 0] 1039 (28.1%), 2 317 (8.5%), 3549 19
H(52%) w2 & UERTE E91 o= u|Eo] 2719 (74.0%)=
OorE ARSI Ao, € HeF A5 400-6005H0] 88
™ (24.0%), 600-8005+ 79 (21.6%) S8 ExF o] ATt

lr &

52. ElgE & M2 2AM
B o] A HEE A w9 B EE ASE] 9
3 AMOS 18.03} SPSS 23.03 AR&-3le] A= B3} 3ol

Z QoML AAEUTHTable 1). & EIHTAE A=
x2:803.474, df=457, p=000, RMSEA=.065, TFI=929, NFI=904,
CFI=922= Aghst Ao 2 eyt 2dlS Aeshr] g 4
= AFEY] oAl 7IEAE IFL, NFL, CFI= 09 ©4,
RMSEAE 0.1 oJal&2 B gloug 7 dAge] md #otes
TS s AAE 4 QUok(Hair et al, 2006; Song,
2010). 9239 FIFEFI=(Convergent validity)S 753171
13l 8AF-51 (Factor loading), Ho--2t53(Average variance
extracted: AVE), 7I'3412] %= (Construct reliability: CR)S A1
Hokth ST QFelE2 0.6 oo R BAXCE &
olslatt. E8ia)e] 2=1/dS gRls] #18te] Cronbach’s o
B8 AAE A3 2% 0.8 ooz H YA (Internal
consistencyyS WAL, AVERS 242} 0.5 ©d, CRE
0.7 o)dE SF3AA 2 SAHUTES JATEHIESE A=t
& 4 SJtHHair et al., 2006).

eIl 15 913 Hair et al(2006)7F AA e Wy
off w2t Z+ AT AVE 3t Zzbel F AR 7 A
AT A 32 WA AVE > AT Al (02)
o|d ¥EelGAo] Akl B ZMH], BE ®I52 AVER©]
AT 7 oA Al e & o= el vhaErd
7t ER1=ATHTable 2).

o

N

5.3. AlZtH o[o|X| K& vs I W2 AH|X}
o| Zd vtg, X|Z+HE &1 Jtxle| xlo]

A&7Fs A BAE QIxEldle] ofu|x] Mo} xHY
2o wg} AJE2E- g3} (Interaction effect) =, ZHd WSl
zZhol7F e AoZ YEPITHEF=28.623, p=.000). ©
<H1-1>& A=At A H S E Table 33 ko] on)=] §3
2 3187 AR} glo|Z ~Eld FHoAM AHAF A HEE-S

A0 Z Yepgth E3, o|u|A| 7} v 2187 AR o
71d wke-2 2137 AA|HT) o] YAl YRR v 3187
Ao} 2lolZ el THL H] X153 AR} AlE THEEC
24 o =A Jehdth 0o g <H1-2> AH|[REC] &7}
5 A A= AxElafe] ojnlR] o) mE 45 =,
F3l4 wrgo] Alael TAF Al Wl 2jel7t Qe Res
EPTH(F=263, p>.05). ool <H1-2>& 7|Z=9t}. om=] f

2

rr

f
rlo
N

P2 X3 Aafe) gholxZ 2l FHA Am|A; f5)d v
&2 =2 Z102 YEAEE tE 3= & Ao] gl
Aoz Yepdth 2vAEdA 288 Fae] v AAzt &
Hzke] 278wkl SRS JF A ks A+Z

9} -85 AFo|thCheng et al., 2009). Ahn et al.(2016)
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Table 1. Results of confirmatory factor analysis, convergent validity, and reliability test

Standardized factor Cronbach’s

Variable Questionnaires . AVE CR
loading a
Energetic and refreshed. 764
Arousal  Excited 823 872 652 819
. Vigorous feeling. 794
E::;EEZZI Pleasure. 745
Feel interesting. 817
Pleasure .839 635 .898
Feel good. 833
Satisfied. 197
Good product and brand information. .892
Information Appropriate product and brand information. .920 .849 776 911
Necessary product and brand information. 720
Funny .840
Advertising Entertainment Delightful .898 825 .697 843
value Amusing 745
Gets on my nerves 882
L. Annoying .902
Irritation O 914 783 902
Get irritated 851
Stimulating message received .840
Did not realize that time was going on. .832
Deeply lost. 901
Flow Deeply immersed in seeing. .801 .893 912 .687
When I saw it, I forgot to do other things. 740
Viewing process was interesting. 792
It’s good to use this product and branded hashtags. 713
Hashtag engagement Be proud to use this product and branded hashtags. .830 914 .833 .645
Will use this product and branded hash tag more often. .780
I am going to recommend this Instagram product/brand to others. .849
I am willing to continue to purchase this Instagram product/brand 840
later.
Purchase intention i é‘:gethx’ligrfgafm}lase this Instagram product/brand more 825 927 814 2
I am going to buy this Instagram product/brand. .834
The product/brand of this Instagram is my purchase 866
consideration.
Match brand image. 822
Visual Merchandising Similar to the overall style of the brand. 831
Fit (VM fit) : It goes with the brand.ty 742 923 924 742
Be related to brand products. .845
Show positive and negative physical appearance. .900
Actual self Show a straight face. .898 .835 .689 923
Self- You can freely express your emotions. 619
presentation Negative aspects can be hidden. 788
Ideal self Only upload pictures that show happy faces. 903 819 .633 .842
It can easily be camouflaged as an ideal figure. .663

Note. Model fit: x2:803.474, df=457, p=.000, IFI=.929, NFI=.904, CFI=.922, RMSEA = .065

SakEH A7) Bk IAE E7eel SAY dEE <H2-1> A&7Fs s BAE I2etag)e] oju]=] Aljo}
A= Aoz vehdr] wiel #3174 whge] Aol 2d Y FHG Aol w} dE28 EFK(Interaction effect) =, &H|A}

Aol me} 2po] 7k fre]8A] %TtH(Choi, 2012). AzE ArAgole o7t e Aew ]’]—a—]}d:l:}_(F=2-7239
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Table 2. Results of discriminant validity

Variables 1 2 3 4 5 6 7 8 9 10 11
1. Arousal 752°
2. Pleasure 535 635
3. Information 235 167 776
4. Entertainment 244 35 .044 697
5. Irritation .503 453 124 .568 783
6. Flow .545 27 255 346 324 912
7. Hashtag engagement 356 .563 122 427 453 .624 .833
8. Purchase intention 342 497 289 340 .609 ATl .563 814
9. VM fit 531 .598 172 S13 240 538 343 532 924
10. Actual self 154 .148 .051 .045 .566 240 079 249 421 .689
11. Ideal self 078 187 .098 125 533 232 135 .608 235 314 .633

Note. “AVE (Average Variance Extracted), ®Correlation coefficient squared value of the constructs ((DZ)

Table 3. Result of two-way ANOVA of instagram’s color and expression

types on consumers’ emotions and perceptions (continued)

Variables Color types Expression types M SD
. Products 3384  .059
Eco friendly color .
Lifestyle 3.653  .059
Arousal
Non-Eco friendly Products 2410  .065
color Lifestyle 3330  .061
Products 3.584 071
Eco friendly color )
Lifestyle 4.027 071
Pleasure
Non-Eco friendly Products 3.028  .078
color Lifestyle 3295 074
Products 3493  .060
Eco friendly color )
) Lifestyle 3.095  .060
Information
Non-Eco friendly Products 3202 .067
color Lifestyle 2598 063
. Products 3495  .064
Eco friendly color .
. Lifestyle 4.023  .064
Entertainment
Non-Eco friendly Products 2711 071
color Lifestyle 3.124 066
. Products 1.673  .070
Eco friendly color .
o Lifestyle 1.356  .070
Irritation
Non-Eco fnend]y Products 2.337 077
color Lifestyle 1814 072
p=000). oJell <H2-1>& AL EAct. =5 ow]x] FP2 &
73 ARt AlFE B AL AR A7 w2 o=
LHEbstT). oW A7} B 2184 Aol AlF FAY o FRA
A7k 2eg Aok glol= 2ed FEA o) Bok 7
LEstom, 2np7E FaL HRA] thek Az on|x] A
o FAglE Aoz Bk o R <H2-2> AH|RE0] X

o] “do) wz Abs =
edo] Aol BRAYPA ] wet ztel7t e
YERSTHF=748, p<.05). °]°ll <H2-2>2 A=}
FE 187 AR} 2ol 2ERY FHAM AHR}

Y QAL 71 Be o7 YERLOH(Table 4), W] 3
37 AARES o fﬂ‘Jé Az B} o @A et ARt
Yoll M aHRFE0] A&7ts i
hﬂl A ol e FEg &, A7t
Az el TP A ot zfol7k Ao et
=2.054, p<.05). ool <H2-3>> AHEH]r}. o|v]R] {3
zﬁﬁk E}OP 2Eld FRANA AHRF X7k A7

o]
AR

de B R A, AlF 2 RS
et BasEo] &
%"%*E— ZARA B R A
AtH(Mazar & Zhong, 2010).
sl 54 AES FHoE 33
Al O gl B

229 ofy] x]ng *}EV* ZH°‘

=

gab ek 20 Wtk olel W o]y A7
oAl 2uztelA © ABHRA ARE AFsNETHLee &
Kang, 2010).

17k o 28X lSe|T Alo]
owh HYATES G 22L Bl A7k o
il zetaell thgk 7 Wk, AzhE B3 v,
=9, SHAI EHZ Fol g Fujolwmote] AATFEE (Fig 1)@
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Table 4. Result of multi group analysis between VM fit groups
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Low fitness (N=186)

High fitness (N=180)

P
No (HI0) Est. M t-value Est. SE t-value o (B=1)
Y1 011 .083 .084 132 070 1.638* 4.296%**
Y2 138 .059 2.320* 246 078 3.239%x* 784
Y3 .051 .038 1.238 .670 115 5.738*** 8.278***
Y4 395 .085 4.254%%* 578 121 4.770%** 1.356
Y5 -.062 063 -956 —-.036 031 —-1.244 1.623
Y6 345 .061 3.674%** 1.082 159 6.798%** 7.512% %%
Y7 1.611 .686 2.349%* 1.221 .186 6.558%** 745
Y8 589 .556 2.060 422 323 2.233%x* 3.136

< 001, *5p<01, *p<.05

Y1 = Arousal — Flow, Y2 = Pleasure — Flow, Y3 = Information — Flow, Y4 = Entertainment — Flow
Y5 = Irritation — Flow, Y'6 = Flow — Hashtag engagement, Y'7 = Flow — Purchase intention, Y'8 = Hashtag engagement — Purchase intention

7ol ARk oleld TR B4 Fo By HNihwe
=425.165, df=334 (/dF=1.239, p=000), RMR=016, GFI=908,
AGFI=911, NFI=927, IFI=913, TLI=928, CFI=922& w3l
v AIE AHElel AR eIt GFl, AGFI, NFI,
IFI, TLI, CFI, RMSEA zte] &3] Adst 3he vehlof
el 7he] A dushed] FRsty & 5 vk wlehA
AT 2] A =&AL AlEHH, FAIF] 7Hd
At g A% o3 ZthFig. 3).
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Ueht 7Hd 3= AR Eh o ® A7k 3o 79 &
el BACIM = LR 2Tl s FAH Aule] =)z
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Fig. 3. Results of hypotheses test.
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7F 500 SAARN YIS vIRE AR Yepkom, X7k
A7 7R (Y=-081, =-2.016)7} B4l 822 F&S v
e o2 WA 7M. 4= AYEAL A&7t A B
=o] QxElase] hE B Al Bl ol (r=v.693,
1=9.685), T E=(Y=952, =10.358)°] A 9T AA S
Pk A4E B8l 7H 5, 62 APEIL nixEte s
A&7V s Ba=o] Qlzelade it Al el 3o
(=428, =4.533)7F Tl =el 37942 I FAE I3t
= AoF Yt 7 72 A=A

Hashtag
engagement

A28

Purchase
intention




444 ol=roFL S]] A21H A4S, 20194

°
)

. Shin and Choi(2015)2] A7-ollM A28 B 7=
olgt e 7Ae A= Aavt]o] Fare] At
S FHEHE AR S &= F Jon, W2
AEAA o2, Yol 28Rl 7 S AF
A3t Ao} Kahle and Valette-Florence(2014)2]
TollA A&7Es 719ely BlE SN = ArtoE
| g3t EFAI " (Targeting)S 53 vHAIY E50] wl$- &
Hl A& 4 7] wiie] &Aritjolg Bl A&7ks 7t
o Y ARAGL U g4 & F Uvk= A 5L
Folth. A&7k #Ad BA=e] ey Fa] dig =
o] A Bz o] B Fufjolxo] §F IS VX = 4
I= Park et al(2010)2] AollA Adw|t]e] & =9
o, tdell gk AH|RRe] SAAS PN A &
s

EURS= E klan 8

jiAc
=2
(] :(0

B

off 2 ok mxoug x
i
N

fell

5

o . N

54. HIFY MAMCIOIE MEH /Y ¥ 22 28 x|
HFd mATgelq A3 e9le] Hagks =23 FH Ha

G397 7IReR I A Fh(high>3.397)% A A8

Aeh(low<3397)0.2 LRI, 7 AT [T 180,

A AL 18602 FEHITH
HIFY wzTold A ((VMAGA )] e A 2Eo
et 2HaAE gopry] sl R v (Multi-group

=4
analysisyS AAISIATE WA E AF Y9 aARIFe]
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AFL 3] 915iel 2 que] B9 AFE A4S gt
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& A7} (Table 4y} E2HYeH, & ¢l A=rted 2A4-
Y, FEG-EY, EY3AE ool HR2AM T
frefngt zpol7t ASEHJTE 2 B2 7R Y=
ot FAFeR, 7 whes B9 (A=4.296, p<.001), FH.
At BAr= 8278, p<001), B A2 Foox
(M(=7.512, p<.001) 7re] F3F BA o] freju]gh zpo)7}
el ©]& Park and Lee (2009)2] 7ollA w4 Hal=
o] VME aFF R Fshs AL aHAEA S
A 7143 BARE Hes Fsi] S-S 2S5
&S Eole T8 Mol @ F Uvke AFet Park et
al(2007) VM g 84E5e] I BAl=o] A dA8S
7HAAL AH|Rbel] 7Y WEgo] Eole AxE 7S A}
EoAl 281 2] VME A aH|Rke] g3l 57
Al JF AE I ArAFe} FSske Aotk
(Cheng et al,, 2009). WehH, X7l A HA=EL 9~

(NI

Bae B9 VMe] P2 A dH HAEES vEA

A Halerh o dut i Hlleg v, O ouE
AL o e A Zdd 74 2 oA Aol 2 9w

A
o AYY F g FHe] © F UL

o
B
)
X
B
2

27gst Aolxd a%1e] Hiahs =5 F it 34(2.873)
S 71EeE I T olxd Hihhigh>2.873)2 A 1%
gk ZolF R (low<2.873)2.2 -3l o™, L XA Aok
A Jke 1759, A G5 AJolxd Pk 918 R 77
AL, o5 e AR 1Y Aolg HFdr] dl v

2 A7 239 e dA e Y-S ERlsk] 218t H
Ao mdlzh Ak mEle] ke 24}, olo] thd A3}
E AY/AdF96.804(28), p<001F Ft 7 2jols A7 w0
ZAZIT e AR ERIFAL. 3L AT olx@zt A

g3t olxd T He H 2y Fusdd H5S 3]

R

o

Jalod 7t kel B A A4S AWRYTHy=518816,
df=361, (/df=1437, p=000), RMR=.052, GFI=910, NFI=908,
RFI=915, IFI=.907, TLI=914, CFI=921). =3+ & 't 7}9]
SHYEE] B digt HeS AAlsath tEe], 73
o ZF felsk alelrt deA HEe A o e A
(Table 5y} =&=0oH, 5 &l A27kedH EY-SIAEHT
Hoow, BEY-pulols, siAjel2 Fojom ol HRe
A TR ZF el xlolzt AFEALh /M 92 A=
o FAdoR, B SAJEIL Fod ol (Ay=9.34, p<01) Z
Tl o) (Ay’=8.36, p<.001), BNATEIL Tl mrt E9)(Ay
=8.88, **¥p<.001)l] FEFS X= ARE, IS AotFdH
H 2|7t fou)slAl YRt Jang et al.2012)2] Aol
w=2H, 23 AJolxd o] T2 APEL Uk og 2}
A} ke RSz e ARES AEslEe
73 Jom, dnkd oz N, AYE, FslHd & gy
ol 2~2=2o sl &2 sl sk £-8 7
3Joar @ 4 Qlk wEb, 2Rl AdS Bl S22
zZlote =l eRlE HFH o= YHslEe Jee ARY

B

o2 ept

5.6. O[&X XjotES /e ¥ A= 2E 0|

oA Aolxd 8919 HEHS =& H Hd 3h(3.229)
S V1R I oA AolEH Heh(high>3.224)7 A o)F
2 AolEH(low<3.224) 0.8 FE3IG o, 7 o444 RolR
A2 1647, A oA Aolwd H2 2028 0= T
HAL, o]0 e AR BY AolE HFd] fal v



X47ps A HAE Gz] S} HHF] LA T 1K) T GG - SAETH FHOZ 44

Table 5. Result of multi group analysis between actual self-expression groups

Low actual self-expression (N=191)

High actual self-expression (N=175)

>
Ne (H10) Est. M t-value Est. SE t-value & =D

Y1 319 .104 3.723%%* 287 .079 3.103* 1.486
Y2 271 120 2.454* .093 .069 1.115 1.454
Y3 .684 079 8.123%%** 543 .023 5.526%** 2.655
Y4 .501 .143 4.512%** 232 .059 3.942%** 3.113
Y5 —-.056 .043 -1.302 —-.091 .044 —-1.057* 2.644
Y6 .565 .108 5.436%** 948 .085 10.148*** 9.341%**
Y7 .089 .035 3.877*** 504 153 8.440%** 8.363%**
Y8 281 .032 5.122%** 722 132 6.258%** 8.887***

#ipC 001, *#p<.01, *p<.05

Y1 = Arousal — Flow, Y2 = Pleasure — Flow, Y3 = Information — Flow, Y4 = Entertainment — Flow

Y5 = Irritation — Flow, Y6 = Flow — Hashtag engagement, Y7 = Flow — Purchase intention

Y8 = Hashtag engagement — Purchase intention

Table 6. Result of multi group analysis between ideal self-expression groups

Low ideal self-expression (N=191) High ideal self-expression (N=175) 5
No (H10) Ay (AdfF1)
Est. M t-value Est. SE t-value

Y1 319 .104 3.723%%* 287 .079 3.103* 1.486
Y2 271 120 2.454* .093 .069 1.115 1.454
Y3 .684 079 8.123%** .543 .023 5.526%** 2.655
Y4 .501 .143 4.5]12%%* 232 .059 3.942%** 3.113
Y5 —-.056 .043 -1.302 —-.091 .044 -1.057* 2.644
Y6 565 .108 5.436%** .948 .085 10.148%** 9.341%**
Y7 .089 .035 3.877%** .504 153 8.440%** 8.363%**
Y8 281 .032 5.122%** 722 132 6.258%** 8.887***

k< 001, #5p<.01, *p<.05

Y1 = Arousal — Flow, Y2 = Pleasure — Flow, Y3 = Information — Flow, Y4 = Entertainment — Flow
Y5 = Irritation — Flow, Y6 = Flow — Hashtag engagement, Y'7 = Flow — Purchase intention

Y8 = Hashtag engagement — Purchase intentio

SRS NS Table 6).

¥ AT mge) aqlAAe] FAYL B3] 913t v
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