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The Effect of Fashion-Related SNS Usage Motivation on Consumers’
Social Comparison and Purchase Behavior
— Focused on Chinese Consumers —

Sun Rongxi and Minjung Park’

Dept. of Fashion Industry, Ewha Womans University; Seoul, Korea

Abstract: SNS (social networking service) plays an important role in delivering information regarding fashion brands and
providing a space for communication between fashion retailers and SNS users, as well as between users. This study pri-
marily focuses on exploring the relationships among the motivation of SNS users and social comparison, clothing pur-
chasing behaviors and the difference in the relationships according to individual characteristics. An online survey was
conducted on Chinese female consumers in their 20’s and 30’s who had experience in fashion SNS. A total of 297 women
completed online survey. The results of the study revealed that: (1) consumers who have stronger motivation of infor-
mation seeking and interpersonal communication through fashion SNS reached more active upward comparison and peer
comparison accordingly; (2) upward comparison had a significant effect on conspicuous consumption and bandwagon,
while peer comparison had no significant effect; and (3) the self-esteem of fashion SNS users significantly moderated the
effect of social comparison on conspicuous consumption and conformity consumption. This study contributed to expanding
the knowledge on the relationships among the motivations of SNS users and social comparison, and shed light on Chinese
SNS users’ characteristics and purchasing behaviors in the fashion SNS context. This study also provides vital impli-

cations to fashion brands and retailers.

Key words: fashion SNS (34 #&# SNS), social comparison (A}&]H] 1), conspicuous consumption (ZFA]2] 4:H]), conformity

consumption (5%4H)), self-esteem (RFo}E574)
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SRl &9 Wy} AnfEEe] HHFE ARELS oA
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HelAIF T 1.0 Aldldls 283 7l 22 Q] ERxE
FHoE N AFUEZE AR, A RFFet o8t
2329 S 7IHe R gk 41 2,0 Adldle AAritjelE @
Al ZgollA SNS(Social Network Service)’} 5733F3Att.
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AHAFEL SNSE S3
Aple] difolt @S
ZRlz2 el the A8k}l F-3thKim & Ahn, 2016).
ololl SNSE A3 HAGolx ] &HRE] M2 AFoLt A
vzl tigh JHE Arketal FReiAl s 22l e o
o9 =72 JAZTHODonohoe, 2008). AL A MM =
SNSZ #Hg-sle] Haltol #3 FH} Al2Hg H
A B AR ERHo T AGT 4 9
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ATH(Shim et al,, 2018). 53] =2 75 diFte] 2n]xj]
Al slo] 25, IZElTlF} 712 SNS= AR gl A

[
ol

olx| ¥k UEJl 7o) Wy} Buld o]8xle] FF o= Q3
o] . (Weibo)t 913 (WeChat)} 722 F=+ =Rle] thx=l
SNS Z#hZo] whE &2 kw3 Itk (Chen & Kim, 2017).



HRIHH SNS of§-&7 7} ARjeli W A TdEe] rAks G - 5

ool = A mPElE s9] shA wiRle) 2] ARiRlEe] B4
o FYZIAM 5G9 JoE W dolE AF3lL e
AL E 4 dthBonhomme, 2018). TIE-o] Liu et al(2019)
£ 9 (WeChatys A2 SNS7F Mg Haler) S34
oxe] wiAR ] digl 713]o)xr ExlolERe Ag =25t
Ak Wb = Age] T SNS o] 84H 2 o] g}
o] AMARE Fetehs Ao FH Bz Fadt Aoz 1
ot B3 YAEA o] SNSE sk e] Bals SEet
AUe tiete g FHEL Slo] s Ropld T IR
SNSel| thgt A7t Hasiriar 2o

SNS9| ke Huiole] Ao g vl Wk ol AL
HEo AFA Al S vAE AR Bt 7]E]
SNS9} ARslH| el et AFES ARSHe] 2loiA] SNS o]
SAE B, o] 8AITE Tyt o] 8Ake] ARSIRIaL Ad3ge] H]X|
= Gl gk A7 eI 2™ (Kim, 2012; Sun & Guo,
2013), SNS ©o]&571& H|ZEg A1y ko] ARjHae] o
3 JIFAAS A EE ATt H=38)

b SAAH] AgRellA] ARRlE SNSellA] FrAFo B
Ae] FEARgolM ARA, A, 7 EHA S o
#(Kim & Park, 2020), ©|2{& F&Ee 2nxle] Fujelad
g gl o] Fa3 Y-S MZItHJun & Rhee, 2006). L
2 7] A3 SNSof| sk ATME HHEME SNSO
EXo] olgxle] Fuox, HiE oz} Bl

oy

< vRiths A7E0| UiFEo|oyt st SNSoF AlS]H]
o} AlgREe] FujojAbad 7he] JEAAl] Ak At |
&3k Ao}, T3k Be Hall== SNSE F8sle] A1
oA SNS rHAES HFH oz HX|2 YA, FT=HAF] K
E3h= BATrt SNSE a8l MY HEke AAH o= ]
S AlFshe dofl Fag 5 e It vIEslEZ (Zhu &
Choi, 2018), SNSE &3l Xz HdE S5l Hodsh= &
= AH]zke] SNS o], ASA 4lg] B Ajasel] gk A
7t dasitt

B AP E FelAEE AN FHANRES] A
A SNS o]8-571E Tefslal, ARSIt AHRke] s AR
F TuidEe] gt s Ao deAd FFste
AN Aot} £ A= sz SNS o 8-57], ARz %
TFujg)Eol FAAAE ATshH, ZEAWFEAN AolEF7t
w2 gk 7 AR @ A AFE FEiEs Jfolel| tisiM e
AR IR g

=) 9%

2. 0|28 ¥
2.1. M3 SNSo| dHg
SNSE Z7190 7)) 7] W<edl theldAl dEE e &
HAAT € 2.0 7159 W WA 71do] E8sr] Al
s3It SNS7F 7K & Adeshg 542 ERlxd tisk ALk
g F5, o] 8AE 7] A gmws golsh dv, Edl=

FHIRPE FRloZ - 187

o] T, Bk =2 T84S B F U Boyd, 2007). m
SNS= LA 7F AH|Re} SJAtAE-S st foiE &
=77 HA
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THLee, 2019). T3+ AH]A7} sfAEAE SNSE H&
29l A AT JRE & H4A A, 3 2 A%
e 3L SNSO| FHFF EAHSE HA= o AFo|
th(Song, 2015).
9 B2 AEANET S
Z A (WeChat)z} $lo)x
Ndste] 93k ek =l
A Boels 719EC] ol B (Weibo)S Eall thksk Fele 2
=2 AE, Au]s 9 Bz Fet JRE Lv|RolA] A
g3l glom, T ARRER o] E (Weibo)= AU
HAHE ARE FAE 5T F Irh(Park, 2015). FEgh
HAg] Bl= B9 ofe} Sl MEshs o] HaE
ATt 3 (WeChatyS HIES Tuld wiAY SRES 539
AHRIR} AFE 15| &5 WAL B =S} AnA)
7] FE skt Qs ZoR HelH, 5 AH|AEo] 9
A (WeChat)®] 57152 B3l HHBM=0] FAARS 75
sl Bal=el HEH o g A5 2Rg5la Jrh(Ramirez, 2019).
SNSellA &HR7F He 4= e ARIAALS 7Y, 9ZFA
A1 Bk ofug) iy 2|91 HIESE Uit AnRE 2esi)
Tl AP Aol A o] AR tigh MPATE SNSellA]
o] HRPAHE 71937 ARAR FESITHKim & Kim 2016;
Kim & Lee, 2016). AFFES AHE 351 Aglshs 24
oA Az FARE T YEA F5AE FARTeR
2ol ARE Hrislal 8- Turner, 1982). WehA, Bl=
SNS 51 ojg}l IFFAXY SNSZe] 79l Aol Algst
= A FRE olgxld o] 3= FAo= IctE)
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2.2. 0|82} &= 0|2 ¥ SNS 0|&37|

AFrUA A HAZAA wmH o] o] gxte] e
Katz(1959)7} *522 o]83} FZ0|&(The theory of uses
and gratificationy= AAIBFATE 083 FFo|EL H|H]o] 9]
B2 JolA o]-&Ate] o]&F71E Hetstal, mTe] o]&
27t ojw gt mtjolE MeEsh=rtE 'AstaL, ol8akEe] H
tolE Fsl Al §715 o9A F=sertE =it
(Katz, 1974). ©] o]BoX= ol&A7} T5&elm AF4 &
AR A= o] 2R &0l wE H]T]o] o] &sFo] xpHs)
== Zloltt.

o]l &3} == o]2L EUE SNS o] &E7E A9,
Lenhart(2006)2] 3704 SNS ©|8%57|= AREAH F7|,
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3 &1, ARUACIA §7] T 7K 5712 FREA
Shim and Lim(2011)¢] 7+¢llA] SNSo|-&-571= o284
570, ARl B7), ARET 57, 284 57 5 XY 5
712 AEEA o] o]¢jel] Hutd SNS mHAI"e] &3 Kim
and Choi(2012)2] AA7ollA SNSO] o] 8571 A&l &3+ &
of, JHFF, IF F &F, BEFT F o|857]2 UERdT
B A= dukE SNS ©]8-5715 vlEe R s an] A
e} SAa3E SNS 0] 8578 A E s} gt
AgATol HABHE SNSol| 3 085715 A,
Park(2016) 71%12<] SNS &5&2d] 248 T3 dlHdd
SNS ©]8-571& #HAF e EREe} HEs HHYRE 7
317] 91k AR o]857], ARlE ¥k S5 WS ¢
g A7 |ERE 5712 LS Lopes(2017)= 4RIAe] H
A= SNS o-8-57|E EHRINE, JRFT, JIQ1A 84,
A%, oleMd 5 7ER9] B7IE ARSIt B8 Shin(2017)
SNS ©]8-5715 A |EEE 7], AR 57|, QT
712 ERIsIN, R F7)7F Aniate] HA g &
P A& Arehl o) d 71E A, AE AR A
a9lel 384 FFe rRtke AL R
olol] tigh FAAA SNS o]8-57]9] EFE gApulct o]
7t YA S Aol B8 SNSQ 01857 A HRFT B,
oilzA 2 ARYA A 57, A71EEE F7], dEH A
E 37] 5o IRIF F vk HHAA SNS o857, A
3w g pues 7ke) JYAAIE m=oske 2 AT 7
T AEEAA 5719 gl AFUACIA F71E AEH et
TjeirtErg o] Wetyl Rtehs A SNS o] 8-57]E A
2=

o)

1z o oft rfo

2.3. Al3|H| o232t SNS

Festinger(1954)2] Al3]H]wo]&d] Jshd A7HEL =219
S8 A4S Hrkshs At AL o =
7] 951 B ABE 72 we} ARlE Hrtsk
gk AAHR 71E0] AV 58 A9l ARES AR
o JHQIA Adgolut AR AR)e} FARRE ERIS 71E0 R H]
wste], o]E FE AR ool S FHAOE WIS
£ Aol Auk T3 SNSE AlHES] A T8 AR
Aol A do] Hx oz SNS T30 Al3|H| w7} o]
BAFEAA ofmgt FFS wR=Tte)] Ae At SRRl A
oH(Kim, 2012; Sun & Guo, 2013).

ZHAE vaEhs ES AREEC] HtolE B3l BRI 54
A 2ol s =EFH= 749 AR AFEES] F71
5 ox|e} dagle] AFgH o WAt Aol th(Goethals,
1986). SNS7} e ARE ¥3}s}al JOoET o]8A=S SNS
£ Bal BRI &S AEsi WU & ue QXS 34
g 4 9l 53] SNSolA] sl Esshe ol 8ARLTE
ARBE #AeIA L] ThE o] 8RS AR ] e of7]
A HE 7FeAo] =tHKim & Lee, 2011; Vitak & Ellison,

o
_?Lr

el
AU

2013). o] AFEFEo] SNSolA Apale] G2l wrwk AA|
she 4] Jdor ERlo] TR OE Ak Ao Wl
A =ZEHAY BlklFe] A5 ake-S wol dh= A9l A
5719} Adglo]l T vt dojd 7ol el
e 4= ATHChou & Edge, 2012; Vogle et al., 2014).

Strahan et al.(2006)°] #3124 o] WS of/de] ARSH|w
g zjo} ofmz] <AA] zpolof] ek Arelr] ofde] AlsH|w
e 2RAF AaAdo] =& i (peer)et Aol WS I
Ardz AAEch £ Kim(2018)2] A7 A2Eka7 <]
o]-gA7} AejRlzte] Hlwolx] K 19 o7l T
skaz, Arilzte] BlaolM F2 7PEg eRo] Ag A
o FFeths AHE =3It webA £ A4E AR
o] et HYALE EU|E Auk A LH)pe] Bl o
o o3 T SNSelX <] ALSHIWE 3] wel Hgy]
o} o] F 7K E EFIAT

Aol o8l S HIES AR ooz
Tl Wyl gide] Algshes AR ARECA o & 93
S Frh= F3°] UthHeinberg & Thompson, 1992; Wheeler
& Miyake, 1992). Strahan et al.2006)& o}4dEo] AR &
HE Tfo} A5 v|wshs wbdel ARe] or Al F oA
A 94F Bdoly Adddt A5 Hwshe 2e W3l
olof] oJall oA AmixlEo] HARH SNSE B3 H3 oiA
& olmA = aEe] AE|we} 719s AA)7F dvkal w
St} Jones(2001)e] A5 AHEH, vlt]ofoA] FHsH=
3 oluA= A wigH ol o) st AlA9 R E vERY
7] wfizol] mltje] o] gxte] M wE do7)7] 4t oo &
H|ZR= wtjojollae] zala) Agtade] = TR} frEQlst
o] MR E A5 sithe Aol A=A wEA B A
oA AdEHaE ARA7E AT SNSeA S8k Al
ojuf} HAM ATFAXte] HlwE KT},

Cialdini(1993)] QIZH=-2 AR} fARE EARTES P52
AR k= Aol Uths T4l o3l SNS 27olA o] 8Art
35 AE tldEke] fAME E oilEREde] E4E AlSHIw
7 AT ThEs/de] Ethe AS wdE 4 9tk Kim(2012)
< SNS o]§AFEo| Ho|AES T e 7Ee] gR=gh
378421 delE HHA ARS8 SNS A
Sl AR H 7] 2ol = lE] &FE
HE Z2S 2tk Sun and Guo(2013)E A \|tjo] o]&A}
7h Aalg 72 AR 3 8 AT 91 ]
o|2 <lgk A=A Wshyt 159 o|nx] #Fd F o] AU
e S Yssiact mEk a3~ SNS o842 SNS
oA AJAle] FRE F3hH ARBEAIE FAskaL HEFeke]
HwE T de o4 2 JRE Fg3k] ARl gjhinE
H7RICHKim et al, 2017). & A& A3 o]2 2 oA
&SNS o] 8xke] ti)IAFUA I Egol x|sle] HEaH]
S AR AT SNSAe] X1, EEu FHARES 1]
st didate] AUl A o)t
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T)RIEE SNS oJ§-E7 17} ARBlvlal B ARAE Y& PIRE §

24 HNE TS

TFajsEolgt ARt A Asht Mu|AE ALg-Ske
44’ HAE JHRJA Ao, Mo ARSY, vw " 2

A 5 Wy 848 BT x3ske oAb 48 ovdd
THEngel et al., 1995). &H]} Haf) jAAA ] Fe]del <A
A s AR A wap AFAle] 8¢ she
FES sk oA el AR Sl wE FE
o], Bkt gl A)E FulE v RS Hlo gl PR A
w3sle] & 4= Ath(Jung, 2002).

2H)2} ALE]5lo] & (consumer socialization theory)oll £]3HH
aAdvt]o] oA LHIREES the AH|ARel sl H o
il AFUAIAS Fal AN Pl et s I

% Uth(Lueg & Finney, 2007). Chan and Prendergast(2007)
-4 Aol wEr mEf AFUACIA, e A FF R
Tule AFESY AT SHA FES HRIT o]
© &Aut]o] SAox ARSIt ALS] A el Pk o]
H|zke] ) SAbAA el wixle @S BRIt Kim and Han
(2018) o|-&Ap7t QIZElR S T3l BRI AlAEl =EF
o] ERRlzte] au)ael] wet FAE A @zl o]gxt
of xR, FAA Fulol] o] Avke AL AF3A
2 A7 ARvael pojsgEe] FIAAE SNS 84 vu
Agd 7 dvke AL YFsiaat gt e AYAFE vt
gow sAdE SNSH| AREHart 2HRRe] s Fel o
g AAA 2] g FELEoke] JFAAIE AR A i)

FAJA LBlEE SRR AlFelu AR|AE sk A

1~>

o) Aale] ARE FHE Holw Aple] A XS 2
] 18 AT, QA0 N3 $IHE 2

AE o] Qth(Veblen, 1899). Sun et al.(2017)2] A7l
ME AT LE 7o) AR} ] vla qhdle] F
ARRpeA| T 0] EAF A Fojshs Zo=
3 FErAHIARe HwA =2 gAY NS Jepita
sioict. o Aol wEh ARSH| I FEAH|RRe] FpAIA 4]
| S840 FFES ot 5 Stk Mandel et al.(2006)y>
ST Anizle] A AMEEe] SAA IS F
ST Taylor and Strutton(2016)S o] 2~5-S
t= ol 8A d4F WIS ERlFe] ARRHuE
fﬂﬂl EHA ZAE A7) oRIthE AS ASE
Zheng et al.2018)2 ERIF}S] A3 wr} AFiaAtE
ZAE RS H2E 5 e RS Y5SAh w
A & AE FAA aEle] ES HHTE SNS o]8AE
o] ?%% FINTIAY ABIH GIXE Fdsl] SlaE] A
A3t AFo] 25 4 —% anlEle Psos A
946}%‘2‘11, HAZ SNS SHFA dadnlae) sefulart 2
Al e tiel 7 E dES BAstaa) g
Lascu and Zinkhan(1999)¢] 1ol WE2H F24H]|E 4]
kel FAHRL Y917t opet o] oA I #ele &
AFold avgEeltt. ool U & H|Z7E o
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E LSHRAIN FEU S At FufjdEe] F3S
WA Elof Hs=gk o) AIFS AMlshs Zlolgta & 4t
(Jun & Rhee, 2006). Loureiro et al.(2017)2] A7+= AREJHIL
o|&S FHanle] Agste, LM AAE HA JAIEFRA
Aote] AR AFFAAM 9} Hlszg HAAEFS Y3
Ao} oW E FIATITRe A& AT gk BRI €]
Aol 9I7kgk &M= EARGES vE] dldsial ERIEHE]
ABMILE Bl A4S sk, olelgh Al 4]
2] e)EAlgel] ks vE 4 Arh(MeNeill, 2018).2 A+
oM TxARERE A2 4H|Re] FRARI Fo] oiE &
AR HwE F3) 94—‘?—-4 BES W AR, AFA 4
&3 G50 omx] 55 FoP] AT FEH #A
AFE FidEsoE 19}‘:}. wEbx A AE SNS o817t
SNSellX Fahe tid=4e] et e s 53l F15
o] FFE WA Ho] FHA|A AH|SF FRAHE T Zlo
gal oS3t

2.5. XOFESZe| =HS7t

Coopersmith(1967)y= AFE°] A}Ale] 58
33 & oieket W g 22 ‘ﬂ/}—o}ﬂ‘/]‘ Hdehs A=

AolETo Rz Aolaisitt. ol AolEsirs Sl 7

il

o] ARl& °*DM A sl Sl o7l digh
14e wpordh o= glrk. B3 Branden(1969y AOlEE7E 7N
Qlo] Aplel] ik Ao =74 s BARR: /Ho= 49

sttt & Abe] A1 st 7i17EXel thsf 2
dtolgtar Bt

ZolEF el xda I #I VEATE HTHEY,
Aspinwall and Taylor(1993)e] Ajol&=57] ]'Oﬂ w2 ARS|H|a v
P} vl $o] AAfe]] gt Aollx] e RolEF ke Tt
ARSI R R e “Ukol =2 AolEFE 7t
71 Al wlE o 2 o2 YERth ¢ Wayment and
Taylor(1995)°] A}7137} IAellx] ApolEs7tell maE AHolg-
o] Zpolol| gk Atolr= ApolEFgte] W Algo] =& A}
HET 3w FHe o oEsh= 202 Uit o= A
o}EFTIo] W& Akl 2p7] el gk WEAol A7l WE
o|t}. 3+ Cramer et al. (2016} Ajo}l&Z7 Lo] S A
£ Flo]2Box ASH HHe) il USRIzl Hlo]X
55 55l AREE @S f v "k 74% Y&t

w3t AlolEst sl gk APATE AuEH,
Sivanathan and Pettit(2010)2] A-Fol|lA] RpolEF7to] W A}
22 2}7] K 54 (self-protective) 710 28l A2 2ln
= AREO Yigk &9} 4B ATo] == Zlo] Z=HE Y
Shin(2019) AfolEg7to] W AlgEoe] ARSM|uE <13
RBX }B"o Wol A =] HAH 2HE Bol gitks A

RS

lm

:.:&gﬂ]
_—Exi

mlo

=t z}oku%— o] 9 LA Al oyl
=2 o

A7 F71=2 A3l Ele] FrjaEel]
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U golZAERIS 7FE0E oE FXRE A5 S AL &
= Jth(Park, 1991). Lascu and Zinkhan (1999)2] <1-ollA
= AIETO] 22 ARES 524 Ao wor ke 2
OIEFHE Kol AFRES T2l B2 Aog Yehd, &
OlET TR AtelolAl BRIl FEAIZT T B9
ot w2 ATE ARlEFHY] ol e &H|REe] A)
Sun FRo| gk A= HAIY AH|9) FxAw] JF
T gE2te AS 938

R

o

Lol

3. Ty H EX

31 WK A o7y

B At AL Al e] HRAH B AlsHae] 2
Aste] HAA-A SNS 0]8-5715 HB g7 F719) A
FuAld 5718 AEgeH, 2 F /A 5717 A &
Hlzke] e g e gk J, 23 Adamaet
TERH) 7 AHRRe] FA)H Ao} FRAH|o) ofw gl Pl
AEAE AHE A o), T3 zpolEFtel| we) Ade)
oF B w s} AnjRke] HAIH AH|e} FERAM|Y| BX]=
o] zJolHo] YEAE Yol ] 98] AFrHdz AvEd
Fig. 13} Zo] A=A}

43 SNS o] &xk= ARl F71E WEA7|7] H3) R
3 &F, dIARUACIA 1S5 sk, ol8-E 7]l ut
2 oA SNSE Fal BHis 52 sfQlolAl a8 oA
B g Ay AEE 9 5 O AXES 9 Bl JE
F ULE A = Ak = Goethals(1986)2] 73w vlw”
7b #AslE 7Fee] 2 AL B 4 Utk

Kwon(2017yS @ g}l g0 n)slo] o]&27} SNS £
ol ERle] thtdt BAF AH|9} FYPAHE Heke et
HIE7F 7] wiiol] SNSollA] ERle] AlF-E wi-go] 4H|xke]
AR E o] Arks 1S Fenh. wEbA ANk
ARE A7) 9J8)] HAAHE SNSS o|&sle= A FH
o sj2Eldolt grol 2o Hol ko] AT

FE Tt olFAE Thedol w5 Alolnh EE Ayl

fo o2 I

av

Motives of fashion

wheh 20 FALSE i gkl Hlas 2HReA] -85 J1
S ATY F glorz sz SNS o] Exrt AREAA F
717v w5 st g4 olFe] A 4 k.

3 Kim and Chock(20155= SNSAH] o847} thelehA
2Fs Bl U B et AeAeS sl Hee] a4
HalAl H= Zo] o]8Ape] mwefu]ast #b7] 71 (self-worth)
Aol 2 FFE = F ke AL TSI A 2
A= ST SNSellAle] Tl ARUACIA F71= iRl
Lol LTS gdg S HFDL 5 A Hus 3
Hlaeh EejHlart dold ksl w8 Ao dAdtEith
webd o 7o) HiZk H2E A3tk

HI: s34 SNS o] 841 FAHEA 5717 555 ©]
gAke] ARSI A FH(1-1. AT, 1-2. Eul)e] B A
olr}.

H2: S48 SNS o]8xke] tiel AFRYA A B/t =
45 olgAe) ABIL JR-1. AL, 22, Eevlan)

o] &5 Zlolth.

SNS &50 2 o|FA F Q= FHu=

&7 (self-promotion)S FZAIZ 4 =H], SNS o] &A=
S F2 /M 52 IFAL AFoY £ Bz AES
O Alghso] Afishe AMdS ot ABJRIRE shA| o
2A7VFE 7178 A7IA oL, 253 $YE IAA AES &
Hjg 7hsAdo] =old 4= Jti(Crusius & Mussweiler, 2012;
Taylor & Strutton, 2016). A3y Aol 2P ARE]H]we] <|gh
AR FEAAS Anxte] matat 323900 i 5718
gt 4 tH(Lennox & Wolfe, 1984). AH|A= ARS|H|wZ 2}
A& Briste M BRlo] Afrsle E B SAAE
o} AMu|ze] thgh B9} WS UA| FHof zRle] Fufolat
ARG olF A3l FRAHE FAY 7hedo] Eold
4 JTH(McNeill, 2018; Trepte, 2006). W= 2 AE= o)
A SNS BelA ABFHIRE A5 Ae o] 8A7F FAIA A
o} FxRAME & 7FsAo] Erhs H3x HAE ARSI

)b].

! |

I

| SNS use :

! |

: Information | HI-1 Upward H3-1 Conspicuous
. T . .

: seeking N2 comparison H3-2 consumption

! |

| |

I . .

| Interpersonal ¥ H2-1 Peer Ha-1 Conformity

| communication |2 comparison H4-2 consumption

! |

Fig. 1. Conceptual model for empirical research.
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H3: FA3E SNS o] &x}e] AFak|w A3 e
w35 (H3-1. FAIE 2H1AgE, H3-2. 3241480l ()9l
FEE vE Aol

H4: S|4 SNS o]exle] | Agke HAAE T+
Y E(H4-1. FAA AHASE, HA-2. 524030 A ()2

FEFE vE el

flo
Y
r
2
e

Aol oJshA AolEF el Wk ARSI F719F A
3w ARl tg A EE tgEH, ARMIWE Rtk
Arx t=okx st Campbell, 1990; Swallow & Kuiper,
1988; Weary et al, 1987). AlolE57to] e Alghe jol&%
7 =& Al st s s & 28" 4%
AA7F o B Ao = UERITHAspinwall & Taylor, 1993). ©]
o Wt & dAe AolEstel ¥ AR SNSol ke
AelEFFre] T2 o gAtE T ALERLe] FFE T Fo] &
om, olgg 147 HA sAE 8 A AH] B FxA
H|o} 22 g el s-g & 7ol HE Erhe A

< A4t

[P et

H5: Aol&a3tol me} AFdn|ace] s aAlE Foidsol o
g Gl = Aol

H5-1: ApopEgato] W Heke] 97 AolEsite] =
Fekoll vla gt AAA gl viAe H el
ol F Aot

H5-2: Apolegato] W2 ko] 57) AolEditol =2
el vlsl ATt Fxavd Pl vAE H+) FE
F ol

H6: Aol me} =2in|ate] aAlE Feidaol o
g ol v= Aot

He-1: AfolEgto] v Heke] A7t AolEFito] &2
Akl g Fefulart SA1A audRel riAE H el
ol & Zloltt.

H6-2: Apolegato] W fete] 7J57) AolEFitol =
Aol via) FEefnlart sxan gl vAE FHe] 9

2

o2 rlo

0% rlo

B o] 2L wjHyd SNS o]8-57|7F e et B
Hlaol] WX GEFS Golual, FAF AH|e} FRAn]d
TS FEAE GolrEd Utk F2E SNS vle) 7 & v
28 AR T A= 22 AHRE BIET 900 2020
Welli= oF 93979 F=9] AUl {417 SNSE &85,
= 1199l o]2 AoE 73kl UTHTankovska,
2021). < F2E ARG A 9 S A mple
20201 1909 ol ol2xom ojg FFe T o4
2R A HE WFE g &4 wt]efe] =4 &8
of 711}l st 58] S AR ES] i Fdl=

o2 &

FHIRFEE FHloZ - 191

5 289 SNS &5 mef Yok ko] mla qfutel] o8 =

2Zhgsle o2 HIEQth(“The Fashion”, 2020). &=+
ZHIAEL B8 SNS FEL sl 9lon B3] oA AH|A)
Eo] A ezl AFTulE 9 AHPCE SNSE
s T e T 44 4

o
o
ofo
ol
F{F
pack
i

C
AW
iu)
+
e
e

Wb B s F= 200, 30t SAPHE SNS 0] 8733
o] e oA AMAE UeR HERAE AAEIL 2

T2 AERA ZAHL WA o)z 2E o]F Foto] HE
Hed7to) o3 o]z wgEen, s A AF S
EABE oJaf o3k F&Ho thet 5d0] o] Ptk A
2] AR QA sl FF 28R AE AR SES

Tl AeAls AAstal ARE FHEleH, & 309 Fo

O

b T
&p7] flall RI=EA S AXElaL, ST AEmi ) &
=i Z %_

33, Mz7y
RS Aues $7), el ARUAE $7), 4
ula, s, A 4], SR 9 ARETe] B

3 B SH EAE A== Zg%
M2 %7]% Chung and Buhalis
(2008), Kim(2005), Wang and Fesenmaier(2004)2] 17-olA]
AAE TGS st 2 Ao HX|9} A s s
A SNSof| Het ARTAA Frof g Bgoz FAF
o diel AFYA A F71= Chung and Buhalis(2008),
Kim(2005)2] Aol AAE F&e Farste] Aol FHz|9h
A A ste] ARSI ARSIH] el thgh 3+ Thompson
et al.(1991)%] A1A14 ¥ &3}, Je2011)2 Woo et al.(2017)
o] AFE AL Kim(2018)2] Af--Aw]el ZE v
e o7MEA v S BSlal B Aofx] o] g-s)
Ak FAF w9 FRiu] #H3 F e Kim(2000),
Park(1991)] #3& #arsie] i Al paljesel 2A 434
2 W 5 ZAlo] ARESIITE FEAERC.Z Rosenberg(1965)
°] g At o] Fol FgHez HHdt 5
TS AAT T U] F8E ZERRY AolEFtl T
g £ M3 2 ATt QS

(institutional review board, IRB)2] %<1
= 2831 THewha-201907-0011-02).

e
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£
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z
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o
=
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98%)= FxEHUT. Aol AS Aol 35.7%(106%)= 7t Bl Ao =E YeRT A5 o838k
F we HFE ARFPLH, AHFA 22.9%(68%), F9E = 39, 7P =2 HIEE B 9
12.1%36%), AH]222] 6.7%(207), AAFH 6.4%(1973), YAk HHE YEgoH, the $oZ o

et @2 Ha oEAES su old~10kd wiRte]

46.1%(137%), 107k o] d~153H) mlato] 25.6%(76), 59+ 42 ZFogo| Ty}

wlRko] 19.5%(58%), 155+ o]/d~207kd w|¥ko] 6.7%(20%8) 4218402 9QEA 9 1A a1

2 UERton, 205k o)l A= 2%(6H)3Ath HAHH SNS o859k AlFHae] 931 T,
SNS AMEAIZEE 3A|7F oPd~4A17F wgo] 43.8%(130%)= 7} A gde Fgus] A = A QN B QR
BT, 4X7F o)Ado] 354%(1057), 2417F o] AF~3A17) 1] g AT B2 AT SNS o] 85 7¢0A 271

SNSE F 714 A=
|30 (WeChat)o] 47.1%(248
| 5. (Weibo) 24.2%(128%3),
2] 4.4%(13%), A9Y 1.3%@47), AE2] 0.7%Q2%)2] co2 AFL Z47(Red) 10.6%(56%) 52 o= Yelit)

o] 17.8%(53%), PHAIPROE 1A7E o1 d~2A17F mIRke] 3%(9 891, ARl 27) 891 27 FEE F a9 R

Table 1. The result of confirmatory factor analysis

fem o loudngloadng SF R
Information seeking
I get information about the latest fashion trends on social media. 831 .823 .049 16.799*
1 see other people’s fashion consumption experiences on social media. 752 916 .063 14.493*
I get useful information about fashion products, service, brands on social media. 789 .889 057 15.569*
I get accurate information about fashion products, service, brands on social media. .566 591 .060 9.888*
I get information about new fashion brands or products on social media. 657 735 061 12.041*
I see everyday style and fashion worn by social media influencers or celebrities. 817 929 057 16.366*
Interpersonal communication
I make new friends on social media. .823 924 057 16.255%
On social media, I meet people with similar interests related to fashion or shopping. 751 .820 .057 14.291*
I build and maintain relationships with people on social media. 751 815 .057 14.287*
Other people are interested in my fashion on social media. 157 .865 .060 14.457*
Upward comparison
Xﬂ;larlesen?yislffu?: ;rllflerfncers or celebrities having fashion accessories on social media, I 789 883 058 15.186*
Xrlf;larle ssf:yst;alsfhlt(())nﬂllr;fllllfencers or celebrities doing cultural activities on social media, I 704 791 061 13.040%
n\):/;l;r]lfltzeihis‘ll.lion influencers or celebrities enjoying exercise on social media, I compare 714 793 060 13.065*
(\Zrl;::;arlesielzyzsl?li): tlkr;f:lrill-encers or celebrities using high-end restaurants on social media, | 834 929 057 16.391%
Peer comparison
When using social media, I compare my physical appearance to the appearance of my friends. .830 986 .059 16.854*
When I see my friends having fashion accessories on social media, I compare myself to them. 793 937 .059 15.767*
When I see my friends doing cultural activities on social media, I compare myself to them. 776 .889 .058 15.256*
When I see my friends traveling on social media, I compare myself to them. .864 1.028 .057 17.915%
Conspicuous consumption
I tend to buy fashion products that others perceive as premium items on social media. 786 902 .056 16.001*
I tend to buy fashion brands that other people know well on social media. .823 962 056 17.110*
I think the expensive fashion products that others use on social media are of good quality. .844 948 .053 17.762*
Conformity consumption
I consume fashion products according to the standards of our group people on social media. 768 914 .059 15.362*
I tend to quickly buy fashion products that I think most other people have on social media. 187 933 .059 15.923*
E:;Sertlh L s:;nlf:s};ir(:)rcll L?Crt(;(.iucts owned by someone I find attractive on social media, I want to 819 1078 063 16.990%
I often purchase fashion products on social media by referring to the lifestyle of the person I 32 931 053 17411

think is ideal.

*»<.001
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2 QaQlo] ==Hich 72t SFES a9 RS BF 05
olde® yeht gde] FREQIT AFE 48 A
Ay}, e AL Cronbach’s aAl57}F 0.8°14 & e}
U SAET] 22 A4S FHAIS
A QR AR AEd HgEY JFEEE AF
A 2R1EME AT H78 Al (squared
multiple correlation)2} 5~ 2]<=(modification index)S L3}
o ZARYS FAlsks FgelA, il ARruAel AN 1
&, el 288, TEin ol 288, FA1F AHoA
B8-S AAIY. HE SHRFEL 3409 SHAFE X3
k= ol AR aRle® P HF ZAHRYY 14 .
QRS AAET ARG et A= AT F257)
=327483 (p<0.010), GFI(Goodness of Fit Index)=.922, AGFI
(Adjusted Goodness of Fit Index)=.901, CFI(Comparative Fit
Index) =.981, RMR(Root Mean Square)=.050, RMSEA =.030,
NFI(Normed Fit Index)=.92922 % 7] H3at 4= 9l
T TEOE Ut B A7) SR 1A 9l
ANE AT EE, A AT 223} Are i
0.601de 2 EEFon, BE MFES CRAE(p<.001)°]
oahA vrebstth webd JSEETE SEEATKTable 1).

Sold aoRH A%E ngo W HIEE A5
% ek} AVE

At Zztel B AMS 2 AR AR kS skt
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Table 2. The squared correlations and AVEs of variables
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EE W] AVE o] fAPas 2be] AdaAls Alwitel v
3 2 Zlo= yeht #E Brdert ERIE Tk Table 2).

2 il
ool wet e Jete s PRI Aol B Ao
I e o vlnE {8 2 30% (mean>4.330)] T
= JE AelEFe] =2 A n=102), 39 30% (mean
<4.000)°] 3E=H= HhS AolEFAto] W2 Hhn=102)S
2 WiAEIh Aol M7t SRR slEEE 30%
(n=95)] JhE A A=A o] Fof w2 Haz}
=AY 7+ HaAjolrh Adths o2 YERdThr=-12.308,
df=202, p<.001). ZHWF 2lEF| o8| Rol&F7t 1L
A FA7ke] AZAjo] BAS et e AR Ee] o)
A5E AT

WA AolEFAto] e Huky e [ 7ke] elF
Q0184 nyore] & WEHEAA ZI(full metric
invariance model)®} H]A|}F =& (non-restricted model)g 2
5 9 AolE 2E9 AI= Table 29 2tk viAISf B
3 (non-restricted model)2] y22 625.783, A=} S5140]1H,
9bH WEZEHA 23 (full metric invariance model)?] &
699.395, AF=E 5392 UERRTh 7 Rde AT zole
258 UERtom, 4% 2lo|zke 73.610(p <.001)E §-2]n]5HA
e ¢ WEZEHA E3(full metric invariance model)
2 71ZtE S olo] RE WEHEWMA 2 (partial metric

(1) Information (2) Interpersonal (3) Upward (4) Peer (5) Conspicuous (6) Conformity
seeking communication comparison comparison consumption consumption
(€)) 550
468"
2 219 .595
270 284°
®) 073° 080° 581
263* 239* 325°
@ 069° 057° 106° 667
.163* .160* 156" .042°
®) 027° 026° 024° 002° 640
.153° 209* 213 0447 774°

©) 023° 044° 045° 002° 599° 643
Note. Diagonal values in bold represent the AVE
a: Correlations estimates of two variables
b: Squared correlations estimates of two variables
Table 3. Tests for metric invariance

Self-esteem group comparison RMSEA TLI CFI r @ o/ (d) P
Non-restricted model .033 954 961 625.783(514)
73.610(25) <.001
Full metric invariance .033 938 944 699.395(539)
Partial metric invariance .033 955 .960 640.699(527) 14.920(13) 312
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invariance modely2 A3} B]A|F 23 (non-restricted model)
el i Aol ANSIT). BATE HEE F 40§
A F7] 673, tid 71”‘45‘1101*4 7] 3%, AR 2

ZYEHA ¥ (partial metric invariance model)g a4 o]—‘}il
H] 2]} =& (non-restricted model)®] y° Xto|7HES AAE A
3}, zpolgke] 1492 (p=312)= Yeh} HEHoz BB wE
Y= 2% (partial metric invariance model)°] == ATh
(Table 3).

4.3, 718N

43.1. AARY

TR E S8l TR BEEAS Ak
A mge APE AFE AR A3t 4(263)=836.592
(p<.010)= Fol8pA et O} Bearden et al.(1982)°] 413
Aol <l 4 /(CMINYS FEG7} B Zo] R17He} X|<o]
g o5 i By APE sy ofHrh wEr £
AT E GFI=.920, AGFI=.901, CFI=.974, RMR =.050,
RMSEA =.030, NFI=.929 5 E34%= A5 FasiiaL,
e vwg F5d £ Uehyt)

HAHE SNS o] 85717} ol §Ape] AR el F=
FAAE HF3} 732741% S AdEiny. Az 4
= ARENE F7I7F 55 o8] ARl B =222,
p<.050)2} T (=238, p<.010y7} B3] o|FXE A
o= yepten, =3k tijl AFUACIA F717F 2575 <]
SR} 2FERA(B = 234, p<.050)2} FEPIN(B=.189, p<.050)
£ ol Z¥Ee AoF et webA HIHI-1, H1-2), H2
(H2-1, H2-2)7} AR EJTH(Fig. 2). ol A= SNS $730]
A Goethals(1986)2] 7A€ HIZE Yo7E Q9lS AH|Re]
AEGAA F71ek il ARUACIA F71 Adsiith &
H27F AR F7]9h el ARUAIA 5718 TEAY]

AR 2Es Ars AvEH Aot JAE &

Hl(B= 267, p<.001)0l F2rd = 5
Z22M](B= 301, p<.00D)= THHA FFE PX= Aoz
AZFE O] H3-13 H3-2& ZASHAT vhAd), Egu|wr) sid
A SNS o|gxke] A Fujesol] FFo] e A=
LR} H4-13F H4-27F 712 By 20 =—.002, p>.050;
Pz =—036, p> 050)(Fig. 2). ©1&= A& SNS-‘?] ol-g-2}
7} | ng B3l BRIl AolE A =] 2Es x}o]
E sisAY AR1E 1FE] S8 HAA AHlE FE A

] /\1-60 ]_uj]. J,]_)\];H /\H]OH :751140] oﬂa—ko] q_l 1:11-6‘] Al
3§ A+(Christen & Morgan, 2005; Frank, 1985; Zheng et al.,
2018)5 A|A|ghc}, FEgh AT SNSO| o]-gAFEo] HAd]l,
A JIEFAM F AR eHng 53 EAKIGES
Apple] AR7|EO R Aot ARle] pujege] 28] FRA
HIE & 7Fsdo] stk 2 A7) A= Sung(1994)°] A
PATE A8},

= ¢}

}OF?;J TR ApopEFgr AT 7] 2pol(r,/
dr(1)=3.841)7F frolaiAl Yehbe ARS AuRd, Aol
SAre] T2 ] A9 st HAE LHlel] F v
A7 e A0 YERo, AlolEFte] W ek o]
o] gt A1A Al xq(+H FFE vAE Ao
WERITH B =652 > Boge =172, 5 4=4440, p=040). FE3H
JeFRlart sxame) mA= %‘5; S AR, RolEgto
=2 Joe] A st sxaH ST fle A
o F vEhgon, zelEgito] x—fi— Hahe 3wt 5=
2Hle] A S vHE RS B F AAHBgau=

J

Ju

>

_4

i o

H

o

630> Buqa=175, v'4=1318, p=.010). olo] wa} H57} =}
Sl=|ATH Table 4). 5 AIEF7e] wle} Aglart shaea
SNS ol-g7te] PulPE JFL viAche ¥ BT 5 9
o). et Aolegglel wet weulst 3Ay 2l 2

7] 918 ANGNE BED OIHABE] BUDSS Bolsk Awlo] 9ol M4 e R0 Vet HeS 712t
o) H& FBAgo] Msle] ABHIRE T TPse] 1S ol AREFe] B AR AIANS Bl A5
Zolghs & Aol A= Wang(2017)°] 75 AA et wj ol AlEHRE E3 S Hrlels Adke] HlwA o=

| Motives of fashion |

| SNS use :

! . I 222 267 N

: Information I @549 Upward (3.577) Conspicuous

} seeking 238 comparison 301 consumption

| : (2.462) (4.450)

: I sy -002

| Interpersonal ! @20 Peer 0 Conformity

: communication A comparison -036 consumption

| | (2.994) (-.645)

C.R.(Critical Ratio) values are given in parentheses

*p< .05, M p< 01, #Fkp< 001

Fig. 2. The result of structural equation model.
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Table 4. The result of multi-group analysis

gF - FFNHRIE SR oE - 195

Self-esteem .
Path Chi-square difference
High 8 (C.R) Low B (C.R)
H5-1: Upward comparison — conspicuous consumption 172(1.317) .652(4.550***) 4.440%*
H5-2: Upward comparison — conformity consumption 175(1.551) 63046177 7.318*
H6-1: Peer comparison — conspicuous consumption —.158(-1.153) .029(.327) 1.045
H6-2: Peer comparison — conformity consumption -.183(-1.548) .002(.024) 1.853
CR. = Critical Ratio; *p <.05, *¥p< .01, ***p< 001
wrolr] Jdu|we] ks HE W] ZGETH(Butzer & Kuiper, 3 vwPd 7ke] xpo)E w7A FHo] zeleld E7)71 A7A

2006). TP AolEFTI0] B Algte] Aulart 250 7
shEo] o] X ke Ao ngith e AolEFH
o] ke Abgo] WPl Ao Ao Sz el o
Fo] Wzsle] AP F5e] FAA Awle} Frdw
olo}al 7Fs4do] & HOE LEhgom], ol HadT Az
& AAET}H Rose et al., 1998; Wayment & Taylor, 1995).

5 #2 % Mo
B AFors SNS7F sAadAlelAl S8E e A3l
Ay Zmjzke] ST SNS o8 B SNS $HFollA e Af
sulael] W AHRRe] FujdlES golr ) Stk A
A SNS o]gAdo] = F= 20d, 300] oA AHAE
oz T SNS o] 85717 i, TEeHla 3 ol
AAE s vxE APl dis] Yoprgton, sjas
 SNS o]&xte] AolEFtel wlz} vl #A]ste] AlSH]
7t WAAE FeidEel PXle dE ZolHE Lolrgit)
TAA] A= v 2t
A, FREA BRPAFS AAS A3 ARt ds
H SNSof| tist ARBNZ F77F BE4E el Eg
HaLs @ o]HAE Zo= vElgth. g oidl ARy

EAlolA 5717 B5<rE AT SNS o] &A) Ak wel
TR E HIHEH AYske Zoz Jehdt ol dAad

&SNS o] &AF ARle] ARFAA 571 3 i}l AfFE
ol F71Z <3l sadd SNSE Bl WA HRE FHlske
HH AN AR EG AL FAIHAL AAXE AEFA
A E2 mele] AzE, Q] At ANES S
Al ol dlael el uE e Ao Btk b &
le}@r Z*i 01 %4, 94@% )

|
*Jﬂ SHA 1111, ZP@ET/} A3t AlEe] 22)g o] A
wE s €t
A, A AE SNS S04 A
foﬂ st A1H *Hlfz} éiHMl 44

ol
rir
>
Of
3

h e A18H el Sl AES 2ulsle ole
R ARPS sk Y 201E B ANS P

171a4 37) wholck, gk AnlAks dhHTA NS A
urh S9E K9 AFES oA FANROR /)%
oG FAYDNE] FANH G W ] vyl
FHYEL sl FRANE $Yshe Ao welth

AR, BjRRe] AolEgztel] wht ARBIR| Lzt A1E 2aH]
o} sxH]d] mRE Gl A7t JeTE ok A, At
oREFT A0l =2 AFUASE Aopligol BEstal Aokt
of W& [ wrk P YRS WE olgHH ekor}
(Wayment et al., 1995), AlolEF7to] B o= s
o SNS ol-g7ke] Agulart SAH s} Fxawle] 3
A2 YL T Aow UEit Aozl :;e— 2ol
e Apsislze) e Aol SISt Aol A
A o) o) 54 LIS Bl ele XME o235}
de 877 BHoR vonz gaw) BAE T
Fol 2 JPol ghe Ao= Belth it YYo= Ao
o Fue AT U SNS o] gpske] 4]
] 8l Elof 1A av)oh FRabE Fske 2
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SNS WA Aete AA k=t E"%
3] %% GRS 73%
S EAEE B85t 4
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FHNA A2A S FolAES fEsln ol wel
AAAAE 702 AANI)E FoE AR,

1 | AFEES] BAE 94

A= vHA”e g4 Ao
2t 71“41?'&‘:} =3 PPL 13'_‘1“& ohg} theksk SNS uE A
25 A= oA, AEld FHNA JAEFAA ] Pl
ZH|RLe] i ES EXgtE oA FAarEx7E Q)

AR, AolEF 7ol whet ARl ofg 1 84 57}
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