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Abstract

This study was conducted for the general public for one month from July 2020 to examine the
moderating role of involvement in the relationship between online SNS (Social Network
Service)'s influence on restaurant franchise corporate image and purchase intention. As a result
of the study, it was confirmed that the SNS characteristics of the restaurant franchise had a
positive effect in that the corporate image played a mediating role in the purchase intention.
With the rapid development and popularity of the Internet, so-called word-of-mouth through
open communities such as Facebook and Twitter is rapidly spreading through the use of
smartphones used by corporate consumers. And, in order to reduce the failure rate, a
representative who runs a restaurant business for the first time can do SNS marketing as an
indispensable element in starting by borrowing the power of a franchise, and even in large
restaurant franchise companies, through marketing promotion such as many events, consumers
are interested and interested. This is an important result that explains why people are investing
so much to attract them. In addition, as small groups of 5 or more are limited due to the recent
Corona 19, SNS as a means of communicating in a non-face-to-face format has significant
implications in terms of providing an important source for big data information in the
upcoming 4th industry.
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ol EE stetsts o] Fastn ¥ + Utk ovl: F o Aw" 4wt
Bastel, olgh L& HUARE TIheE 4 A Ao Weoly Hne FFPS
YA A2 =g 19 2 A% U Axddnd FL¥ ARE

AlE e =, 2014).
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2.1 SNS (Social Network Service)
2.1.1. SNS 7/i 3

‘Social Network Service’ 2= ©oE AYEW  ‘Social’ & AF3E 5

dolg ‘FEA E E3kH,  ‘Network” & Y™ #AHLE F3 AZH
WA & Kskal,  ‘Service’ € ol Aol bedstEE UHbE RS
FE 2’ & =3 o]E9 =§<l Social Network Service & £oJ4 £3]E SNS
g E7](e]s SNORIH. webA He rz= dAE 4L F e 28

AFUE S fFAsigr & F JAT, 2839 AFUEZE 3 AL FEY
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22 SNS (Social Network Service)

Z1golv A= dubidoez  7Igd A (corporate  associations)shi=  AF7F A A
R 2Brown & Dacin, 1997), sld 7]#E9 AEF 9D BHIAE A= 7Y
Z4A @3 (mage)d AT Z1Fel dRbRIEo] MR e HES J|d 54

gk Adoz Aolsl A th(Winters, 1986).

ob&2] ZIgolmAl= ZIdd dHHo A= AHE E Uil T 7l
tisted 7RI = olWAE YW FeHFAIF, 2007). o714 olm Ao S
At A4aA BE, A4 2 Qe St FAHs FuEH Adoud A4S
ZHelch(Barich and Kotler, 1991). & AnAte} ol @A AZS] 71 Fefo] #3
=701, 71ge HukA QQAolgta & & YK Y, 2004). 1, 4B
Nex A 7oz A g s1ge] e DA QlAo|ga e
21 tH(Bernstein, 1984).

AT A FEY AFTHEARAS oo AAlA d8E 71 on A

Be 98 Wi HTAY - QA4 2012, 53 A FA4A ovAd o

o=
ARSENAE Fod 4MASc] OB ARSH A UL A

ZIdolmxe] A AFE OYFd  FAER JEYd AelE Holh,
Dowling(2002)2] A-FollA A&, FAl, A&, g, A 840, 54 A=
SH5-£(1999)2] AFollA AF, AMulAFH, IATRF AL A%, A, F§AF

714, @RI, AREA & A
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MPEE ol&AEe  oZHAolAd Bt wAs ¥ AHEUL.
ofZE Al Farel @ HuolM Fuadrt =4 dERT =T
ofZgAleld ol&A AHol A3 =L EF}E HAoHW, ude FddA
APdHY dAdol Funadrt A UeRoemERa. .27, 2012), A3
Aol ds HAol AR Fuadrt w2 A= Yyeyt. oked,
Hofgakol SNS Farol A o] Ao Az st mAA Y HYzol| dFe vA=
SNS garere] Aol ojmak FFo] A=Al tistd AFsAHed AUA,
2013). =9 4 7HA] 7@ F HolAE FiL AZo] owe a3 Bl T mE
QRlEo] ASAARIY JeFg&ERdS Uro], HolxE FELo w}
ol &A= Yl 7HA AlF FawrEol oH zolrt A= A HATHFRE A

2012).
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31 Y97+ E2F

B A E AA, aZA@zto]= SNS EAo] 7Igolu| Ao v X= FFaA,
=4 Z1dolm AL T o 2o nX= FEFEBA, AR 4@ Fo]= SNS 54 3}
Tuj e =el ZIgelmu A7}t mA= FEFAA, A BAETF 2dH A ZdfiAtol=
SNS Sl 7|golm A B Fuje|=o] mAs IdFEAS dHE7] S8 <{1H
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7| gololx|

3.2.1. &2z Ato]= SNS EA4d o] 7ol Aol m| X+ | FaA

o

SNS & &3t ZHE sHAl HY ZIgolvA|7t o] &&RAR stog TEARY
&= mAIH, SNS o]g4nze] EHMES YIS dolEeH Ewe
FH (&, 2012), SNS 54 5484, A8, 734 Fol 944 71949
ZIdolm Aol o7k IdFe PIT A7 APt AAMHJHEEE, 2018).

SNS & A 4E F JAAE ShE ME TR A& B HE 548

53] ZI4AClA SNS & #E&Fo 2N ArH SHAM TdelnA o=
Eol 719 oAk ofu g
3 8L AARE] olm A9

H
ADY YIS FE FoZ FAFHUIL, SNS &F F 2 gAe] B =o|u x|

A2 dFES WAsks 8ol AAF, AFA, FEAL Ade
stATHEA, 2017). wekAd B dAFodAE AYATE VEe2 e 2o
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o271 7tA Ago] 7}ttt (Winters, 1986), sid 7|¥ol 4= womd

QL
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AFTwel vA= AFH ddE 2Jds9 dFHo| oz FuFHED

2012, 29 #AF 8 el AWAel tE@ FuHo] Hopxw
ol FgelnA e THAE el WAE s ge EIV Aw
S THE Y, 2004).

@@, Jgudsdnx a4 F AEY FA, OA”l, 44, B3 9

Folxtha IoH(AZS, 2010). HA¥EAQ] Z|FH A o|n| R 7} HolAH HIPAE
gt Aoyl FAAGH) FFoez AEH HFo Fuloxd ol=ZA FAZH
dgS s FASYHReynolds and Gutman, 1984). wEla EH AFoAE=

AYATE vPO T Thea g e AAsAT

7Hd 20 e Etol =z tidk olm A7t Fujelke] ] FFES A

S mAdol = SNS E4o] s A1AAe olmAe] Fol@ FFL WAL o=
Gehd A7 AnE AN w JAEEY, 2018), NS & Fal 71%oln A7}
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A4 4 BeEE o)Azl SNS B4 FuHlelmEd wAE AW FFe
=4% Belt.

33 =2HE Fo] ¥ HETY

3.3.1. SNS &4

ARAFTHE A& Ao Aste Aulzd AF] dE YRE A3
ARAFHE A%H  QduelEsnes  FHel VY YRE ol §AET
Ao R WME LR o] olfold IwtE mME ARYS AT

At kA tHCoyle & Thorson, 2001).

HA14-& McKinney.Yoon & Zahedi(2002), ZZ12-(2005), 7 &4(2006)2] -0l A
HAAR T #HHEste, HAY BRE HUolEste] oldjstr] 9ok AREAY

B=o A4 dFS mHTL s

31442 Negash.Terry & Igbaria(2003), Koufaris.Kambil & LaBarbera(2002), Lin
& Lu(201D), ©]3A(2012)] A-FolA SNS 7} AFH= AR Au), ‘Sr|E-8,
UE 4344 3, AUA g 22 Aoty A st

-

11



Asia Business & Service Innovation 1(1), 1-31. (2024)
https://doi.org//10.23405/ABSI-2024.1.1.01

B ATAE 227 FoE wgos zAze FPUARE 7 4 A FEL
ANG | AE B Agstel dd 28A @tk 1 A W 1hE
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3.3.2. 714 °lmA

Aee Ao, 2010), M8 AT A& FEL ngon B oo
mxo] A FHs] 5 ) BPoT MBS FASYoM 7 RgSe wAE

54 A=@ A8 ot ~ @ W% 1tz S,
3.3.3. 7Y =

T EE ARAZE m#d diste A B Yulety, 1 Ade AUt
OA dEsor ol=277kA dE 5 Qe VMeAeER Aostn HEEId=
Z4uj(1994) 9] AFollA AFEE FEES HEeE B AFe HH g
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4 AZEAN A"
11 ATPEAGH Ey

2 A7l g g£E2e JAFsASH 54 A os <& DI 2o
32 167 "8(55.9%), HAAF 132 W(44.1%)° = tha FArE B kAN

%
53 28 AT FEFE A nEHA Y 61 P204%), AR
2

N

(Ast=zd) 84 wW(@28.1%), Wstw ZHEAT=) 128 H(42.8%), tHed
ZA(ATEI) 25 PBA%SE JEIGT AFe A 20 o) 55 W(18.4%), 30 o
110 5(36.8%), 40 th 92 (30.8%), 50 ol 38 H(12.7%), 60 ol 4 H1.3%o=
20 thek 30 W7t diREEoldth. AE fFE 71&0] 166 H(G55%OE wEQ
133 W(44.4%) Kt} o ©@okom, el A A 27 W(9.0%), A2 36 H(12.0%),
AE2 38 H(12.7%), AAHA 12 H(4.0%), 71€3 13 H4.3%), F5F 15 HG.0%),
71E} 158 (52.8%) 2. & FE}GETH

<& D AdFSA2 5410=299)

= NE o £(%)
1)
. 7} 167 55.9
of 2} 132 441
TEsw =9 61 20.4
AEY EJAEEH 84 28.1
ez
et AL 128 42.8
dete EICASED) o4 2 8.7
20 A o]~ 30 Al wlEk 55 18.4
30 Al o] 4k~ 40 A w]E 110 36.8
Ag 40 A o] 50 A T % 92 30.8
50 A o] " 60 A T % 38 12.7
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AE2 38 12.7
A2 12 4.0
712 13 4.3
F5 15 5.0

71 e} 158 52.8

A 299 100.0

528, ARAETA, AN, FHdolR 4 A 2 o
TEAS HASHZ] Y KMO #Hol 90 o= 8 o]io|lx, Bartlett <
P &ol 000 0= fo5E(a) 01 oA EARCZ folaty] wEo] SNS 54

AMFFSE AS Ax Fz2gAe Cronbach’s o @t .80, FEAFA .84,
HAAA o] 84, 3 87 2 thRES =AHIGE 3t Cronbach’s « gkol .7 &

%335kl Nunnally & Bernstein(1994)c]  AQtslar U= 7]& 7 oo =

O

SAzazelx NS B4 | 4Taes [Andwd | A4 | a4 | wer | DT aaa
SNS & AR F 9} 58 .48
AFUA A 8ttt
SNS = E};l]l;i;% 7181= 73 .66 801 2.613
SNS & 441:;4;; A Al 64 61
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ARE dFHY Aol ' ‘
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A&H o QuolEt,
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SNS o A A Fsl= HRE A+
77 7
Au S Fot
SNS ol A A Eete Ar=
) 81 54
Fvl o}
873 2.031
SNS H&Ee 9 &4 .76 71
FAZ NS o A& AL
77 71
oAl £

KMO ¢} Bartlett o] A A3} : 2284 F-dAd 2 Kaiser-Meyer-Olkin =%==.90,
Bartlett ] 784 AR A7} ko)A F(x H7E=2617.597, 2] 2HE(p §)<0.001

A
AR Y 2ABAS A A 1-FFH(Eigenvalue)S 3.84 2 1 o]tolal

FEA AWEe 7679%2 UEhgth =G 1 /e 2908 FoAm TS

15



Asia Business & Service Innovation 1(1), 1-31. (2024)
https://doi.org//10.23405/ABSI-2024.1.1.01

oalzzte] = riPelu A =ZAHFEH AlFHE HFIT A Cronbach’s
e %k .92 2 Nunnally & Bernstein(1994)c] AQtstal A+ 71 .7 o]/do]”7] ol

24550 Aol ARHUG. AR AFE & Do} 2

N

O

<& 3D odzdizte]l= 7geln x| SAY= e A etdd A2

ol £9] - Cronbach ¢
2l zto]l = 7] G ol H] A Baje T 54 ok
g ¢4 xZzfol=E IS Bl
vest slejo|t .828 .685
g 94 ZA;Ao|2E A 7Aool
=o sojo|t .790 .624
g 4 Aol AFF Y&
- .844 713 .924
oel= 7lgolth
g &)a Zaixtolz2sE uA oA AEE
.895 .801
FT Z1gels
A 2 ZAAolzes Aol AR =
.894 729
71 elth
A4 o 3.840
% At 76.795
% T2 &4+ 76.795
KMO ¢} Bartlett o] @23} . EF3

A 2 H A o] Kaiser-Meyer-Olkin
6

%)k=1093.569, £<]2H-&(p 7)<0.001

= 44
UEbTE == 1 JRY 8l E FHAL FIAHS AASH] #F% KMO
Zrol .82 = 8 olAto]ar, Bartlett ¢ p kel .000 22 FolFFE(e) .01 A

2 o] MEd #elE ZHYERR 2R U BRPL & 5

of
)
&
o
1o

xo
*



Asia Business & Service Innovation 1(1), 1-31. (2024)
https://doi.org//10.23405/ABSI-2024.1.1.01

HoAT SAHEgE AFHAHES HFS A3 Cronbach’s o gke] .92 & Nunnally &

Bernstein(1994)e] A|¢Fsta Y= 7]F .7 olAol7] W&o =AH3FE 9 AlF| A 0]

wol S| sey | Comane
SNS & yellA #sic, 831 .690
SNS & yelA F8asith 845 714
SNS & uollAl &3ttt 812 659
926

SNS & yellA &m7t At .857 735
L= SNS o] #Alo] wr). 814 662
Lol Al SNS & & ot} 790 624

Ry 4.403

% 4k 73.382

% 72 84k 73.382

2 A o] Kaiser-Meyer-Olkin Z%=.82,

KMO 9} Bartlett o] AA A3} - 53X
3 AF(x Hk=1294.44, F2]8-E(p 75<0.001

Bartlett o] 734 AA A} 7lo)A

EH oX,

4.3 JHHAAEA

Ao 2719 SNS B4 o] 719olu] A, 415 B ool o] wAE G SNS
BolE 2AuH ASS 9)5te] Pearson FVAFE o] &3 FRAARA L
AN AAATE <E 63 2

. ] & oo laga  [BE 3
iR M R I R I S i
Pearson
doAx |
A

17



Asia Business & Service Innovation 1(1), 1-31. (2024)

https://doi.org//10.23405/ABSI-2024.1.1.01

o8&
O
IN 299
IPearson
waar 2 |
T4 o o) &5
oz (“;j&) = 1000 000
[efm]
IN 299 299
IPearson
e [74 479 1
714 folstE
ol 4] (‘Iok_@ 000 1000 000
IN 299 299 299
Pearson e
R 661 .530 1468 1
o5 x [TASE
)78 o) 000 000 000 000
IN 299 299 299 299
Pearson e
R 513 423 1393 .605 1
- [ =
HAA A rog&
#2l4 (op2) .000 .000 .000 .000 .000
IN 299 299 299 299 299
Pearson s
.42 1384 1334 .51 1522 1
e 126 38 33 513 5
AR o o] 5} 8
AzA gjk;‘é;g 000 000 000 000 000 000
[e 2]
IN 299 299 299 299 299 299
Pearson s
. A .4 . . 554 1
R 576 356 06 569 567 55
$E g5
284 (opz) .000 .000 .000 .000 .000 .000 .000
IN 299 299 299 299 299 299 299
44 71E H5 47
s zAFol = SNS Bol slelulAd wAE JFVAE AHE Az

SNS 54 & 22842 HIEE3 Al-B)7F 172, t #h2 2.431(p<.05), HAAE 2

MEZS AFB7F 120, t e L704pKD, FE4e wEFS AFBIE 320,

18



Asia Business & Service Innovation 1(1), 1-31. (2024)
https://doi.org//10.23405/ABSI-2024.1.1.01

t #2 4.639(p<.00DeE FAZACE FootA Yo ou, AEAFTEE
Wl EZ3} ASB)7F 156, t Fe 725(p=4692 FolEtA] ehe Ao

et
ot
[-'O
il
2
4 &

R T QA zallzto] = SNS 4 o] 7[dolm Aol mX|= o FHA

O L
lEEs} | EZE3
AFLA=E t
T A%® | A=) p
Q)2 e o] 27| Y ]
12}
SNS EA (A M) | 172 158 431 016 ) &
ﬂ”i@}ﬂéﬂﬁ
. . . . 712+
S | SNS S A EA) — 1 156 047 725 469 12}
1 94&1;1_33%}0157193 o] A .
SNS EA(HAA) |7 120 .070 1.704 .089 712}
Q)2 e zjo] 27| Y i
SNS EA(aEA) | 321 .310 4.639 .000 ) &
R R adj R’ F
REEA
0.503" .253 .245 33.23%%*

w001, ** <05, * K1

Az ol =] Z|Ygolu| A7} Fuje el H|X &= JFFHAAE AWE A
HlF3 AlB)7F 467, t #2 9.420p<.00De. = BAIA o= FostA UEFRT
239 FoAHE F o] 88.73(p<.00D2 2 YEPA FojddS & & UTh

mlo

E 8 9 zmAte| =] el m AL aulA o Eske] g

H 3| 2E3
ATAR t
T A%®) | A%(8) ’
A af gz azelzgemA | I ae7 | as0 | 940 | 000 |aw
R R adj RZ F
Y5
.480? .230 227 88.73%**

w5 001, % pK.05, * K1

19



Asia Business & Service Innovation 1(1), 1-31. (2024)
https://doi.org//10.23405/ABSI-2024.1.1.01

ANgelu A e MAEAE AAHS st 2 ZARto]= SNS EA O &1 &4 3t
ey S5 Tl et AV|dde] glojo SRR olF 9]k
AAH oI ARAE Sk &E DA 1 dAA FEReQ

elazglizto]l= SNS SAE°] wiZiERl ZIdelu A7 M AR AN 7+ 7
%<} 2

gomz FEUA Zit Jee & 5 Atk 1 @A FBAEAEDE 385
2 WA AEAEAEDF] 210 o2 1 ©Al EPWE@EDHl 2 o
SYNFEIHEY ZW PR 24 FZATT @ 5 Ach ARATA,
=

HAANA, F3AHA= 24 1 SAEDel 2 SdAEDETG A2

HARY G ol gate] wihEIRE AR A} Rgho] 94 zZahzlo]= SNS B4 F
FERgAAL 71golu Aol PGS A w (R%=148, p=.0000Rt}t 7]o|m| |7}
Fujolzol] JFe mA w (8%=.276, p=.000)7} o] ©] ZABF uj/fHSFES
ZIgolm A E AR Fujeze] mA&= FEo] ¥ Aty & £ Yok It
gAzAAo)lZ SNS B4 F ARATAY, HANAY, FINE aEs
ZIdolm A& AX T =] mA & G|, azaMato]= SNS EAo] AHH
Tuj o Eo) HX= FF R A4

< 9 ojH=zhztel= SNS 54 Tl =3t Zgolv A wi7j &} 27

194 2 &A
ATH=E T3} ; xF3} P
AZ(B1) P A2 P
210 3.878 .000
b .385 7.314 .000
| % 71 .398 7.368 .000
7
olm] | 7 4= 7] G ol ] A .
a1z F&W S = s g
1 %_> (UH7H 0—1%“[“37'”]]9] i/_v‘\ /\::F_UH-O/]E ZH
P |5 R R F R R F
.385 .148 53.495 525 276 | 58.52%%*

20



Asia Business & Service Innovation 1(1), 1-31. (2024)
https://doi.org//10.23405/ABSI-2024.1.1.01

] 250 | 4783 | .000
2 406 7.786 .000
N 2391 7.478 .000
"7 goln A .
A |- et P ol = oH 7 2 &4
z e S5 0 A 3 A
| R R F R R F
406 164 60.626 541 293 | 63.67%**
278 5.225 .000
441 8.630 .000
4 367 6.889 .000
/‘\l% = P UH7HEH—/|:7‘|§O]U]X] = Ej_‘]
e T FoW A &
R R F R R F
441 195 74.485 550 303 | 66.59%**
431 8.334 .000
568 12.115 .000
. 277 5.357 .000
o
N — . w7 G o] v #] -
i - FTEHE T = e 2] A 2l =
o
R R F R Vo F
568 323 146.783 | 617 381 | 94.34%**

Al Zixto]l= SNS EAFH Fule=ete] A HA=
FEFAAZS YAZF 3 A EA(Baron.Kenny,1986) &S &3] ZHHa ZF SNS

A=E ZHWUTE BYstd A¥E A3, SNS 54 F
AFHsteFe]l 022, F WslegFo] 9.332(p<.05), AHEAZHL
R AlFAstaFe] 013, F WAstaFo] 5.869(p<.05), HAIAHL R AlFwHstaFo] 023,
F wWslgFe]  10.100(p<.05), 34 R AFHESFo] 016, F wWH3lFo]
7.230(p<.05) 0.2 BE SNS EAo] Fujoxe) AR 2HEaHRI} BT F3HA
UEFS T

<GE 10> #o =7 24H® SNS 54 A-8A4)o] oo nX|+=
B HA

H:
A | s E. .

1 4% | .381 | .057 | .359 | 6.623 | .000 | 43.861 129

21



Asia Business & Service Innovation 1(1), 1-31. (2024)
https://doi.org//10.23405/ABSI-2024.1.1.01

84 (.126)
FE 90 | 063 | 085 | 1420 | 157
2 284 | ' ' ' ' 59.473 281
(.282)
ol | 490 | .060 | .483 | 8.096 | .000
s
484 060 | .063 | .057 | .951 | .342
, | Wel= | 474 060 | 468 7.922 | 000 | oo 309 A
pree (.30D)
g | 172 | 056 | 153 | 3.055 | .002**
Tz
***pd.001, **p<.05, *p<0.1
<R 1D A&7 248 %E SNS SEAAABA FA)o] Fuje T vlX]=
FF A
94 | W%k | B SE | 8 |t D F R
(adj &)
AR 148
1 A2 410 | 057 | 385 | 7.197 | 000 | 5L790 | 7).
_]
7?’} 205 | .057 | .193 | 3.616 | .000 312
2 | A&4 67.170 |
(.308)
dolx | 454 | 054 | 448 | 8.393 | .000
7(5] A=A
A2 165 | .059 | .155 | 2.800 | .005
3l =
, | BOIE | 451 | 054 | 444 | 8389 | 000 | . .| 326 A4
A (.319)
AZA 122 0 050 | 123 | 2.423 | .016%*
o=
***pd.001, **p<.05, *p<.1
<E 12> #AZ7E 2-d" SNS EAFHAIA)e] Fuje]xd vl X]+=
FF A
w4 | W4 | B | SE. | g | t D F R
(adj &)
1 | A4 | 431 | 053 | 424 | 8.078 | .000 | 65.248 180
' ' ' ' ' ' (177)
AXNA | 210 | .057 | .207 | 3.693 | .000 313
2 67.563
Bolx | 431 | 057 | .425 | 7.581 | .000 (:309)

22



Asia Business & Service Innovation 1(1), 1-31. (2024)
https://doi.org//10.23405/ABSI-2024.1.1.01

A4 | .200 | .056 | .197 | 3.558 | .000

Aolx | 411 | 056 | .405 | 7.290 | 000 336 |
3 49794 | o | A

153 | .048 | .153 | 3.178 | .002**

***pd.001, **p<.05, *p<.1

GE 13 #o =7 245 SNS E4(F34)o] Fujelxo vx&= FEF

4A
R:
o W4 | B | SE t F .
o 5 282
1 | 34 | 537 | 050 | 531 |10.813 | .000 | 116.912
(.280)
314 | 324 | 064 | 321 | 5.090 | .000
340
2 76108 | oo
Ao | 323 | 064 | .319 | 5.061 | .000 :
314 | 286 | .065 | .283 | 4.429 | .000
3 | W= | 326 063 | 322 | 5160 | 000 | 54217 @ S | ma
(.349)
e 0g | 043 | 131 2689 | .008%
g |- . . . .

***p<.001, **p<.05, *p<.1
B ATl A A Zao|= SNS EAe] gelmAe] Mt daku,
S Aolul A7} Tulelmo] vAE FBA, AM 94 ZeAo] = SNS
Tl ezt AglelmA WAL B, UA BAEs 2 oA Zdzel=
SNS E40] 71oln ), Fuje o] mAL AFAAS AHuT

e olmHol WAE GFBAET AWE Ay, NS 54 F ASHEHE
MEES} ASB7F 172, t e 243105, HAHE wEESF ASB)7} 120,
t g2 1.704(p<.D, 38 HlEFES AFTO®7F 321, t 32 4.639(p<.00D) =
SAHos foaA vEwd. ou gRATHAL WEES AS5B7 156,

23



Asia Business & Service Innovation 1(1), 1-31. (2024)
https://doi.org//10.23405/ABSI-2024.1.1.01

t w2 725(p=469)= frolstA] F2 A= FAFIUY BF o Fod2 F gl

3B.23(pK00DSE YehbA BEe fodede &+ Ak

=4, A Zdaol= ZiFe|u A7} Fujelxe] v FFAAE A¥E 2

A Gge WAL Ao vyt 9474 d@ olmAs aux

9.420(p<.00De2 FAZAC=Z FosA UERH. EFe Fodx= F o glol

A, A ZhApo]= SNS 5443} Fuj o =3t ZIelm x| w7t A< A4
A FAHAR)] dFe TA= AR YRt ZIdelnAY mirjastE dAA e
st AF BSIARH S AT ole ejHzZ-lAlol= SNS 549

B OEFAAN FEAFU TE R Aol gl Agel,
=

rfe

1 9@l 2 SA@DRY 2B iy 24¢ $E91 Jee FAT 5
Ak obed ZIglelHAE WAMSE & HARA A, Fo% AR WA 1

5L
X
e
2
oy
N
>
BN
i,
i,
o
1>
(K
E)
2l
o
[N
W
Z,
wn
A
ox,
o
-
=2
1o
oy
=2
o
N
rlr
of
o2t
r 2
By
rulm

AvE An FHAY e mAE er duyd #elzsl zdd
77



Asia Business & Service Innovation 1(1), 1-31. (2024)
https://doi.org//10.23405/ABSI-2024.1.1.01

R AlFwAztaFe] 022, F AstaFo] 9.332(p<.05), ARATAL R AlFHsFo] 013,
F W 3taFo] 5.869(p<.09), HAA L R AlwHstaro] 023, F ®3kgo] 10.100(p<.05),
fEAde R AFHsTo] 016, F wWslzko] 7.230(p<.05)02 =E SNS EA]
T =] Boxe] 2AFHI} F95A UEGT

5. &

AGAA AYATEE AWM, NS 549 e W RASFBHEA,
ARAFTY, AU, 7Y Dt GFBA U Ao

o ®MdE e JEA FFBA Y AFAAAE dHsta Ao

=
N
-
=2
1o
i
r 2
£
bt

B dFolA= SNS EAo] #AN=rl =dHIIS

il

=)
-
=2
1o
b
rlr
w
Z,
n
J[m
ox,
o

=)L O
TAAA F3gE&

N
rr
pa
(o
ft

O = =
M, 73 BF

2]
o mAs IF #BA 2L =d Hes Lo A5FAEse dFHAE

stk SrEAQ AAbgel glow, oldE ARE mygow
=



Asia Business & Service Innovation 1(1), 1-31. (2024)
https://doi.org//10.23405/ABSI-2024.1.1.01

Az zlo] = ZiPolu A= AH|Ae  Fujolko] PSS 71 AHolth

dske 78T AR SA AHE Bkl 2ol #3143 22 SNS Aol A
B E AT oWlE A9 7HAGS % T2 o

e Aoz ARHT 53] SNS & o] &8t olsjdAA SHoA &5 s,
]

bt
oo
S
il
¥

AF, olWE F HFAre] AAS AN T A, o]8AE FHIER

B
Hol Za@ixlo]l= Ak ol2A S & F AU

B oATE 4 3 4kglo]

qdgdE & 5 A= SNS @

7tewA Al Aol weolE 2@ wYrEolEe]

e shobsla g Zagolz Fge] Z AL

L og

4 s @m vhAY AHe STl YoIA 1 st Bl oF 3
HolA Ean JomE SNS EA F olg Avlxele] Al
dE ARUACIHY QRO FEAEH, FRATH, HAA,
FEYS 7B wgoR el 4T f71H0E @S NS SH
3 Sl Wl =23 Ut 43S DAL, NS nhAE A

FHANE FEF FAES ATet ofw WFoz yopriAl DAt
3}

EE

il

N
-

AWk, SNS Az wWdoez s|Ygolux|, Frldx, FAEE ZAHIPSI=
BEeta, B AT @
AWMt PFoE, FEHE T 2 WAHEFAHA F

okt 3, Aol FARAY drk ARl gl ZIixjol=x AAAER

ATk FFelE 2 o BAste] BAY RIS NS AT FA W

-

3

e
ol

26



Asia Business & Service Innovation 1(1), 1-31. (2024)
https://doi.org//10.23405/ABSI-2024.1.1.01

<2hl A2 FHE JPste] oS FEA} A ATV BLTD AR ARHH,

Tt dA 2 aHA AFFZE HFH SNS o] gshr]el ool

Qo B AFAAE wHAHE HFoF FEIUde tha FHIA o}

F7H4 sfAdd}tel the A7 Hop s o] Fojiugd & 4 2 AFAAIT
5 R 22 AlEsks ol ooE .

H5d - 7717 2014). 24714 A2 AJCSR) &5, 71498,
S Bt AHE FASE. AAEIAT, 17, 33-52.

sl
4l

e

of tgk 4

o|\

T739 - AAS4 (2012). 71gelv A Ax ] A
AT =7 FEH A B3] =7 A, 17(3), 193-201.

A9 (2010). 71 AFH WY BFo] 71¢ olp|x|e} BA=o|H Ao HA &
o] BHAT, BEeta ot whAEHe) =

2719 - 29 - A (2016). AAARE AT SNS Exo] 74 74 o
A EoSof mX= gk FAFAFAE, 30(12), 179-193.

A (2012). FFA olv| A, #FA =, AFA| FAHAEL] 724 BAC BT
AT-oRIANE FALZ FHoFAFA T, 8(D), 101-122.

23R (000, AEY AE RSO FEAEH 54 B4,
Atol M AU Aol Ast R, (14), 147-180.

27



Asia Business & Service Innovation 1(1), 1-31. (2024)
https://doi.org//10.23405/ABSI-2024.1.1.01

AEA] (2017). 2 FA SNS vpAE &Fo] B =oln]
FrRo T v X=YeF v7Hs AAEY =R =)t
A AL F L.

~

o
SIS
=

o

b

ya

7L (2014). 43} viAIE e vlyolg &8 a3 B3 A A
Hole £4 Ay FAOZ, FAEHANEAS I =

A7 st 294 (2008), ARAv|~FHo] 14 ZAE | v X F o
Ful

At A a4 BRA A A, Asia Pacific Journal of Information Systems,

4 Y] ME &3} AT HE A =3}
7= —’F% E%‘% %/,‘JEE. Sh=-33 31X ek R 14(2), 300-330.

O
—
N
)
2
[
Ao
ol
K
O

M7 (2008). Bl £ AlolEQ] ALgAl @ AFA I 1 A7
FA A AU &3 A= 2HEI = IT MH28H3] %], 7, 1-29.

AT - X85 (2008). 714 o] ARS1A A<}l (CSR) /& 718 ao] AA )
thsty 7 Yukele] Bla, The Korean Journal of Advertising, 19(6), 195-209.

i 5 (2012). 22T 242 vre] A
2 AG: HolAES FACE. A AIAT, 28(2), 131-159.

d7t3] (2011). SNS 7} AAGAH ol vl A= FF 2 T gtk B3 A-
Social shopping & FASE. AAES =& Addtista F R FAhsh4.

o] - Fotd - &A1Y (2018). SNS B H A% o] 22 An| 2] & A ol 3 5o
MR Y. FopA oSS SR =Ty, 217-217.

28



Asia Business & Service Innovation 1(1), 1-31. (2024)
https://doi.org//10.23405/ABSI-2024.1.1.01

A8zl (2012). YA R SNS SAdo] AFEAF HhE W A&7 o] ol Eof HX|&
A Ar1asde 2day FAog, AGEHAAF, 24(8), 201-218.
&7+ (2012) SNS & &&3 7Y THIF 7] olw A " A= Gl #I

A2 AT, FFTHStn ek, HhALSHY =&

FAA - A

T (2019). 2=

SNS oA ZBlA-BAE A4EaEA0] HAE
Bl vAEs 9% BAs AP LuA-BAE DA vy EoE
FTAOZ, FaAT, (123), 68-109.

S04 007, 719l A ERRE a0l olu A vAE Fe
oAt ety

&2t - R4 (2013). SNS

el HEe)AE 7k &} Aolo} AGEI AT
WAA Tl me] oSS FAOR, P, 24(5), 227-240.

o] 2% - A48 (2019).
e

AzE ol e FE TAelo] aulAAz S WE o ol

FF AT =T ARAESEHE F], 25(1), 329-343.

o] %7 (200D, YAIE FImAFES FEA AE 2= FIHSa
Bak AAEES =F

o] 314 (2012). SNS (Social Network Service) U A&

AE FRol o et A+ Metistun tishd

ALY =B
ARbe - 27FA (2012). v o] AAJAMESH A FHAETL Farade] vx=
G mutd o FYANE FACE, FIEAT, 23(2), 201-227.
219 (2005). ZHIY Avl= AFgA o] FIFL ujHE= 29l BI AT
Feistm ek Ak =g
A7 - ™ (2014). SNS 7]5# &Aoo 2 AF 3 2 &£FEol i
BEgAdol vixe G B3 AT FFEA =53] =54, 14(10), 741-753.
H4-% (2006), “BA= B2o] Fg3) gate] A3 AT, vHY KAt
=&, vedsty sk,



Asia Business & Service Innovation 1(1), 1-31. (2024)
https://doi.org//10.23405/ABSI-2024.1.1.01

Aoz o9 - £FE (2018). AoNAE Auls B Y 24 7
Az GRo BRo] BIILIE ANz A AR Al M B4

F2r4stR, 32(4), 225-272.

.

SEE (1999). AF Fulo=el G WAL TgelmA agle] B AT,
Fa AT, (42), 49-73.

ol

AA AT (2020), L2190 wE 944 Wt S 2 o-se
e ddTd B7IEIA ged A2001-3%, 21

L

=

¢

3k (2001). QIE|Yl ~x=9] nlAE Heo] #3 A Alo]ES] EA I
HES Aoz FudATF, (52), 113-135.

2014). =2 7142 SNS &Aool HE, T, O8la FujYXo m X =

. AFUSt Ber A =R

o

b
fu)
oR Hy

F34 (2008). HHk Aul o] E4o] A7)eRE muH AHZ o] g9 5o
e G, AARGRASL, A R,

2 (2004). A 7E Az FHo] IS, FRHE, AAFTHEA vA=
FF. A I AT, 17(2), 131-159.
=e &30

Barich, H., Kotler, P. (1991). A framework for marketing image management. MIT Sloan
Management Review, 32(2), 94.

Brown, J. D., Walsh-Childers, K. (2002). Effects of media on personal and public health.
Media effects: Advances in theory and research, 2, 453-488.

Coyle, J. R., Thorson, E. (2001). The effects of progressive levels of interactivity and
vividness in web marketing sites. Journal of advertising, 30(3), 65-77.

Dowling, G. (2002). Customer relationship management: in B2C markets, often less is more.
California management review, 44(3), 87-104.

Giirhan-Canli, Z., Batra, R. (2004). When corporate image affects product evaluations: The
moderating role of perceived risk. Journal of marketing research, 41(2), 197-205.

30



Asia Business & Service Innovation 1(1), 1-31. (2024)
https://doi.org//10.23405/ABSI-2024.1.1.01

Koufaris, M., Hampton-Sosa, W. (2002). Customer trust online: examining the role of the
experience with the Web-site. Department of Statistics and Computer Information
Systems Working Paper Series, Zicklin School of Business, Baruch College, New York.

Litvin, S. W., Goldsmith, R. E., & Pan, B. (2018). A retrospective view of electronic word-of-
mouth in hospitality and tourism management. International Journal of Contemporary
Hospitality Management.

Liu, Y., Shrum, L. J. (2002). What is interactivity and is it always such a good thing?
Implications of definition, person, and situation for the influence of interactivity on
advertising effectiveness. Journal of advertising, 31(4), 53-64.

McKinney, V., Yoon, K., Zahedi, F. M. (2002). The measurement of web-customer
satisfaction: An expectation and disconfirmation approach. Information systems research,
13(3), 296-315.

Mohr, L. A., Webb, D. J. (2005). The effects of corporate social responsibility and price on
consumer responses. Journal of consumer affairs, 39(1), 121-147.

Muniz, A. M., O'guinn, T. C. (2001). Brand community. Journal of consumer research, 27(4),
412-432.

Negash, S., Ryan, T., Igbaria, M. (2003). Quality and effectiveness in web-based customer
support systems. Information & management, 40(8), 757-768.

Nunnally, J. C., Bernstein, I. H. (1994). Psychological theory.

Winters, L. C. (1986). The effect of brand advertising on company image-implications for
corporate advertising. Journal of advertising research, 26(2), 54-59.

31



