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20104, &8 YESA AB|ASNS)= 7|E
of 0§ oA Yol e mge =y
G AAZ Fu SNS BAE QA
(Instagram)©o] SAs}9 L, 2020 A A|A A
o2 oF 109 W 7t &4
Monthly Active Users)S HE-gslil 713 w2
A i ol 44 YEYD S9E) U
£ HoJFti(statista, 2020), o]HT A=
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Holl AXNES § gol 9= Aoz gzt
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~‘:}(Llu 2012) ol=gt 4
Aol ofsff HW, SNS o] gAEE A|keEE

Wl B4 2A2S AT SN B2 Be5
Pz

o] vlFelne 252 227k Hon oAaE
2 Aol glol AojelA] o] W 2
HoFE o917} Q1ItH(Chia—Fang Hsu, 2007).
E3h ojuk 3R] Ho] 2 ol o] 9lof 57}
| 4 25 Aehlo] bt SEAS
Ak oA 15| Ho| A% Hufete] o}
£ 24 g wESo} $AAEE B
HRAIL, o5 WA A vt Frof ek
(Lin, 2019), 71 Q170 Ao} chat Abetol]
W AR 7] e S e AOR
Fagd), oyt oA ol kA Ao R
AE A7] eE(Wheeless & Grotz, 1976) &
Aol Yt e I w0 A
Gl RS Aolol 4 ) & A02 Lt
(Chia—Fang Hsu, 2007). o|&]gt AF+Z1}of
ofshl, QIS S] A|ed AT 2O Ha
A EAZ SNSAolA A UEhd A=
o]Ao] Elojt} HAE gEo] Tk n|2
s7g0l At
oFA7EA] 71E AtollA JIAETLH Hl
A o8 HE =7t A7 BAlE 4A
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B oA, e ol2a WAg B
SAIZE Aol 7]olg Ao ljH, E
AR YAyt QliEkaY HAs
AR AsA dhutel] 2% B 719 A5
ANAE AARgol e AoR st

2. OI2H B

1) OIAELTI2H HBHE A|X{ JHLd3} 0| R BHEN

(1) QUAER22Y BAHE ARl Ty o

AAER I HHE AL ArE 2E8

2 Aot 719 W HHEE RS 4 glal
I QoA Aw ATE AxER 57 gelx o
T e AF FFolth olHF A nE FHA
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A2eRT] dlolE 24 =75 $3f 20199
AlAONA ALAEFLH T2 7F Al B 2
2= TOP 20 % 19|+ NikeZ| AR o, o]
o] Victoria Secret, Huda beauty, Chanel,
Gucci, Zara, Louis Vuitton, Dior, Adidas,
Mac, BMV, DOLCE&GABBANA, Merecedez
Benz, Kylie cosmetics, Lamborghini, Prada,
ANASTASIA BEVERLY HILLS, VERSACE,
Calvin Klein, STARBUCKSZ} 20¢] 2tof £t
o (unmetric, 2019). o]} WH3}od 2019
Hlo|as 54 HZYXA APo|Eofi= QA
I3 o] gAFEo] HAE AR e BRI of

= QA=Y FoRe FH2TL 7Y Fa
skl 81 th(Facebook for Business, 2019).

Jo

AE SHA T 53% FRl=o| 4 4= ok
£ olfeRE HAEE RS Aol
SHA=H, ol & 4 3HEE =ole 31
2 FH2E VHEW § B2 ARSI =Y
ot b =] " HS o 4 oo
UAeidl] HE A ARS 2 AEd
ZH2E F3f 2] gieh AREYE A
gotn, AFolu Au|28] 7|24 ARkl
H AEE A5ty fJgt Aol ofye} AlEo|ut
HH= Ao 43l ofobr|E AL stz Aot
(Serafinelli, 2018). 20184 *JHJﬂOﬂ Eat=

l'l

e 34 AL 9ish 9=t
- —'T—HZ}’\O“— 7|-0] ZA|EYCE 4
Bl 1 QA AE IO AFEA}O|R} AM|RE

Hu)
1 >
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2
B>
o

ﬂl{ﬂ.l

ol
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of Tl 7hsdt AEE B AF i #Hlo]
A2t AEslF= AfH|2ott, o] AH|Ae Zht
2 A Hojx|ef AB3| F= 7] e o2 AH|A}

% glos 4uAEe

(2) QUAEtIEH HEAHE A% O QIHEN

B Aol QLB HAE A o] g
g 1% AT)A ol AXE ol Az
olf £ ¥ /R PRSI Arey
o1§ AZHE 01§45 B Ht ol Aol
Auh} HA, A7) QlieaEe duhu
AGREAE AL, 0§ RHY A, ol

$4 Folw 542 FHoR A7} ol A

E =4l (Alhabash & Ma, 2017), o]+= QlAE}
a3, wo]Ak U §EHEL Zro] ZtojFo|al
A7 ERA 24 T Lefel AR

E|7F FA 571 ARSI oo e} o] g4 o
= SAdo] FEAA HE7] et 53
A2 W7l AR A= Sk w7t 72
HeHA w2 HlER AAskE As = W, ole
O §A} Hol=rt 7MY w2 A wHo] SHE
olgk= Hs SAFcHTseng, 2018). o E
o] o e, ALETIFO o)A} Fof
= W F8% IS T k. FAHHeR
ALERTRH O] o] B5-2 SNS AME 39 &
Sapgoletal Aefsiu], ol 'Fors’, 9a,
&1, SESI e e ol 8= AA
=g A e, B ke oo ERRiT
ol Bl o3 AVIE mEA7IIL ALE
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o] 8AH=9] SNS o] g3y H| et US| A & o]
Atk

Gerson 5(Gerson et al, 2017)2 4524 9
=20l go]AE o] & (Passive and Active
Facebook Measure; PAUM)E 7|HHe =11
SNS ol SRS SEHOIT AFH olF

Z3|
(Active social use), 552 O] A|qF H]ALE] % <]

’

<

o] 8-(Active non—social use), 18] %7
%l o]-&(Passive use) & Al 7HA] o] o0&
BEF3FATt Trifiro(2018) 2] Lol = PAUM

Heg 483 AAEIY ol EWHE $EA

o[§ £EH ol § F R WA A
9tk 57 082 SNS ERlu Aulah
uhlel 540l o] -2 SNsete] Furs A%
g2 5 9lon, FEHOE SNSE o]
ESAL BhSSHE HE 4 Ei uhSahs
8L ol Avnt B34 A3 5 A7)
we Ao WY, £g H3Hel 44 1)
tlof AHg-L A7hSo] B ohe ol 4t
Sof muzel AHAORE HEAET v et
LR Bhe], 58 ARG ALgAEo] Folst
A gk o S ANE I4 BEE 1)

i

EldtH(Verduyn et al, 2017).

vl e e Ao B AT F Hol
B 290, AXEIW W AWH § 48 ZY
EE 0] o) § Hw, BB A hY Ln|3t
AZE 8 ol 7] ZHelA Aol o] ekt

ok olgAEo] ofi BRES olgstrtel up
o} SNS 0§ Jw9} of-g 5717} thA Leyt
o SNS olgA-Eo] Wl HE

S
AZEE o]g Ao Y= vAE ALE Ue

CHEt QIAEITIR BEHE AIF 018 SElet 018 S71H 29 R 2= Eli=of X

= sk
- O

&= Z9EolH o]§ ZF&(Use intensity)
A =& 7Zor Ho]Fr}(Alhabash &
Ma, 2017).

2018 tftke] 28 wit]of FFEjel AxH] F=A|
of Tzt Ao s (Wu & Hung, 2019),
o] QA o]-§ AZtel A ARt 747ke-
(43.5%) -SHAE0] 3FF Bt 55 o4 30+
neke] AJZhE QIAERIRE o] gof Sofgtth
AL gRlow, 20-244] AFHY o] 8AE F
oF 35%7} oFF Hat 1AIZF o4 Q1A IS
o] g3t AFHER o]-& FFol H=A et
U 20-24A), 30—-344], 35-39A4= thE A
FHET AL ES Y HEol Ay or =
UL, 40 o] o] A T2 AQlit A
ot Ao 2AE ST 919 o] divt <l
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< 7150l digt As=r} vhgEle] 72+ A
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71, A (S
7k A A ek, 78 Hlset o
H sjAE 2el] 5), TElal A EE ¥
HE
7]

=01 AA=ol siATELH)

4
R

muﬁ

A ANES Fora FET], A

) Al 7HA olg rEeR ?L“%E} E?‘ﬂ

727 AANRE ol FF olE(Use &
Gratification theory)< o|-&A50°] v|tjo]&
o] &3l A JHQIAl Q5 F5A17]7] 3]
SEHOR 2 ulTiols} TE AHE W EElx
gtk Eol(Katz, 1973).
Ao

ZaH] 5,0
I M R B R S %?L T30
o] 2zl Ei]r— % —E—E}ﬂ T o]

i AR Ao ] ﬂr "ﬂ 2l 74%‘/]7110175% o

+ 7FsA k=

= ¢tk (Don, Michael & Kristen, 2019).
olgfgh o]&& 7|Rte R A3 A5 SNS

Zo] wheba] SNS o]8 5717} theFsiria

Jﬂol/\% 7}«1 1 7l°ﬂ EH??} %r%@&

W FA FTGRY, 9% AxEIRe 4
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H2 943 Zo|T Aol Ane 22 Aol
oA A E 7] 23to]| 2ltH(Shin, & Kim, 2017).
A7 A2EIE olg Frle A EH
(self—expression), APIZ 7]2(documentation),
T2 oprto]W(archiving), MZEL AW

(Networking seeking)’, AF3]4 AFs. 22 (Social

5]

7]

interaction), A% B (Information seeking),
A L) (escapism), 2= (Entertainment)}
7182 A3 (Diversion), Al 9 & H7|
(surveillance & peeking), &3 coolness), &
O 7 Ve THLee et
al, 2015; Sheldon & Bryant, 2016; Alhabash
& Ma, 2017), o] FollA th& o] &A=l gt
A 22 TNk F7 17 Al s Ao m i

= A9 A (creativity) &

=9 9 (Sheldon & Bryant, 2016; Alhabash
& Ma, 2017), D4 7153 =2 H7] E]E QI2E)
7] T83F 0|8 5712 e TthLee et al,
2015),

HAE A% olgo] fE AT(Kim & Han
2016) owh A BB, A A
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MBI (SNS) & ARG QIABRIRE A5 22t
ol £ EHE(C|AH L) o7 ZS}staL glom
ANABFIHE o]gste] £Pdh= FAI7F 57t
StaL Qlok, gk 20t o] 84S FHLE T Al
& AollM e LG 7SR 2359 AL
A AeAg, egi) 7 RASS Fast o8
5712 H9kth(Huang & Su, 2018). AL &+
3 SHEQ ALETIHY L nHAE Aol
ol 53] -85k, 22 F7]1= o]&dh= 4
S QIAEIH B iRt oivt AH A
et ol 344 FFE wHTHChiu

%wﬂf w0 571 o1, ol *237401 a2t
of

Sht QAEkaY B A olg E7I%h 3
5 2 A} 23l QAgSH By AR 3
S517] 918 24 ARl 7hlshe Aol 1912
AW eHWu & Hung, 2019), QA2 o8
I 50|22 HPEO R SNS HAE ARUE
= o] 83 o 2lx A o AAA Q7 17
i a7 5 A 7 et ave
)

CHEH QIAEITE SRS A OIS Hefet 0l SVt B9 o SIS Ef=0] Olxls ¥F

=

(¢}

S

i

Fo] Z}olel %] A (self—brand congruity)
=

4
B 9 Fo)|xE x&FH o7 AgsuAt

Shz 7Hele] ofabe] ek vlATks AL A

SHh(Li, 2013). &, ol 8AE2 6H% B = o}
o ddaEE AsA717] §18f S HE 7
FUEE o8t a

Zolet, oleid am
312} SNS HAE 74%14
2 olgatidl, ol AAZe| ‘Fota'k

£l

7], AXED HAA] S0, Be AXE &
17| & HiRk SNS HRE 7 U Elo] it o]
€ = FHEUH(Yang, 2015).

3) OIAE{IEH HBHE AX o|Li} HAME

o
= S ¢ 6H HAE £ 7)Qo] A&

T

o=

2 4 Ajol=9) 5

AHRHEL ofH 799

Yol Zofal the A1Y ATE
2

(Wang, Cao, & Park, 2019),
HAE g EX Bl 9 Ao st
Wate] W), Al E BEeEE ol

S
9t} (Keller, 1993; Keller, 2001), o]&{3at Bal
=

r]I.

HEL AvAE9] HEle Ao} 3% 7]

2 Pt e F28 4P 2 9
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Lee, & Suh, 2007),

gkl Qlaetas) Behe Alga g
g AloA BHE s I 3 ) =
Ao et gEot FujoE, T 7px] HEO
= U ZX“‘*EP A Ao A= Bl
A olgAEo] B AR A EIE ©
&3h= o] &g H % 2 BT AEo] o
3t glw e Fujolwo] ZA R el kS
A& A o2 YEPYTHChen, 2018). E T2
TFol| A QQAEIIH BHAE AHS o] Lt
2B o]§ F7]E i 9=t v FAE
(Chiu, 2019), BEHE A5 % (Lee, Na, & Lee,
2015)0] A2 HFFL v A= Ao E el
ok, wpeha] AR Atol s & At QI&E
I BHE AA ol g5 BHE HEE B
e AAlof f3t B W Fojox & 7R 2}
Yo Fistuz gt

_11

[‘_9.
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Ef134 O] 234EH/ 5712t ZU(Flow),

oA
B T [N

(1) 2l Mg e

= (Flow)olgt AbFEo] ZHA1o] 3§ 9fof 2
A EYske] AIZEe] BFolug F1t, Yozt 2}
7] AH e dojHE]= Al A &2 A
Ndsst A S 2 Csikszentmihalyi(1975)7} A
713t 7fdoltt, Csikszentmihalyi(1997)= &

Ao AEo] Folst BEL T ) BU
BE Ly AALHA YT BEA 59
A AR ALHA B AER PFo
Zolekn Fgct olgt Zo] BYL fush:
ol AgEe] e BEL st 4

ol a} Sl 28, A,
SN %7] a9lo] uje}
SNSof| Zlo] WA == AEj7F Uehyy o= &
Yol FFS BIAE ASE et (Nob,
2016). R AFA oA SNS ol GAES &
2 LAEA o T Ei A4

ol-& s FLAXIH(Yang, 2016), ETF
uA] 7]9F SNSQI QIAERTIHE o] &3S ul Al
24 BN ES B DU T2E 2420
Ve A= Aoz YE (Chen, 2017).
o} g3tol ufe} 24l
SHA HaL =9 “HW A E= @4l veh=
Aotk (Kircaburun et al, 2018; Kircaburun
& Griffiths, 2018; Balta et al, 2018), Thqt
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oz}, 24 mlrfofolA F
ZHEskch= A o|th(Lin, 2017),

E9l(Flow)& HI:E {rlo|E Alg 283}
BUE B BARE ofatel, o gA5e
Apgels w 2Aelo] dat 9 AlolE 45
Zg giE ZA3H(Noort, Voorveld, &
Reijmersdal, 2012)., QIAEIIHS o] &3S

gﬁ _I_4
1z Mo
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-
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X
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fu

CHEH QIAEITE SRS A OIS Hefet 0l SVt B9 o SIS Ef=0] Olxls ¥F

S

o Qe ol g Aol Hu B, oet

L A RAA 2l 57 5& Aol
X 9gs % 4 UcHLin, 2019), ik A2
ol Slafi, glaeia HAlE A o
S Al 7HA] QlAERIH HHE AA
%D}(Chen & Chao, 2019), £3],
3 713] 4 571 &4 vYo
So) vA=E BROG o qlold B
Q3%F Q40]th(Yilmaz & Enginkaya, 2015).
ol-gAE0] ofudt HlE AL o]&sh=7t
of wkeh Ap7]o] Ag WAl WSt E shal
FHl= FA o el & HAEE HolH I
AR A er FIFZ vk o doprt,
Hille AAS T2-3A o5 Fof it AR
0| 2B 845 WEAZITE o]E0] 1
H=o} o 77k WAE =73 o 2 A
2 ol yehdth 2 AFA Tl M=
AAETH BHE A o] 8AE9] o8 &7
o Broje Fo] HHE B ZA EYshe &
A2 YEYTtHYoo & Choe, 2009; Chen &
Chao, 2019). E3F QAEIIH BHAHT A Ao
it ol80] A%, o]8] §-84, HA=
S NI 4BHE, EL AR 95 5
aglo] ol §712 eiton], NsH 45
4870 BYS Fak o oI ekt
o %, 2US sl o8 Al olg W
A2el ol 4ol i) felulaiA e ul2l
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th= Ao]th(Kim & Han, 2016), S}A|qt o]-8-1}
3% 0|22 /Mo o|gaqee 01§57, 1
23 2¢3 Bl gimo] T3t givke) ¢lAE
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AASE Z271oko] RE AAES WA 1
J'

a4o] 9k,

S

(3) 2(Flow)2t HEHE EHE

A&l HolAak, EY
g, QIAETIH, AWA 5 47) SNS HIlE A
FUYFE o]8& v gl i (Phua, Jin, & Kim,
2017), o] 8AEL QAEtIH AFYE 4

1§37} 5% ol2E A

3 ohzhe 44 ol WAsH, o2 F3) ha
e BUS ARUY oo} B HEE 2

s

(Wang, Cao & Park, 2019). &3] Q1AEl1#H
ol-gof glo] B et AlFol it Stu<]
=9 BelsiA= 7154 FEOIY AlEl
it e 3 Siek a2 $4 4
7F HH BHE ol S84 = A=
Ao L]-E]- THKo et al, 2014), 1183l o|-&
Ao Qe $o) A2 oA U 2
IS 22 d4E 0|89 E45S H Bo
7N EYT BHE SHETF AR =
UEPSTHLee & Kim, 2016),
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off

A7 eFE A7 Ale thE AFEelA &
BAE Edr AR, A A%
oy 74, 38 AL = Al
ANA AEsh= AgyAoldo|tH(Wheeless &
Grotz, 1976; Chia—Fang Hsu, 2007). #o]A
B EOE QIAEIIH 5 SNSAO 1A A
2 {2 A Y A7 ke Eelo] Rt
QI7F & usl= AAA lu:g(ldentlty disclosure)
oA Hele & | Hol & A
7V E AAsI= K} 78 Algld =29 2
) 122714 TS BAE % Tk AR
b SLEfol B BE ALSA AN E
L 27| 1ol Bob AL} oS SNS B
o Bl 2931 Schwu, 2015), HEiele] 4
ey w23 dtolde Jeo 73
F e WA A4S 7 digkelo] ml=¢l

stk 240 B 4% o7t Mol olxph
St =] ol 471204 el Rt A

2 H o0&t (Chia—Fang Hsu, 2007). d}A|qk,
RERINA A7) =22 A FAT} wof g
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2o IR B 29y Ay b oHl T
A ol ke 2 A2 ol 5 98 Aol
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ESTE ol B7I7F AR JALEIFOA
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(Liu, 2018), 53] o]-& ®lkof wte} mjrjo] 9
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o] =545 SNsol| thgh A A A 2|7} ] 75
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SNS&= AMEARS 7o A7|keEg 2AJSH

A7) = W ekl xﬂ }E} A7) k&

—_

¥ H% D}% A& *V\]’ﬁq— (Varnali & Toker,
2015). EF SNS oA 2715 =E3AET5
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CHEH QIAEITE SRS A OIS Hefet 0l SVt B9 o SIS Ef=0] Olxls ¥F

A el Sl A ool ol
olo} SFAE] Ayt o)L o} RAE L2
oriL T §7) A9lok FolsirhLin, 2019).
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SNS Abol A 2HAle] ta) el ot s}
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olE7 S uX=x|o AW E IR} FH}, o 2| 1. QIAEITRY BBHC Y OIZ3E X 0I] 57|

ESE 7] Aol A= SNS HIE AFUYE £ QAEITIRY 0[SXISO| BUE Ef=0f O
29lo] BAE gjmr} Fufolzo] FHH o 2EE DRI=IR
FS e Ao eyt o]o] 7]ukste o 27 2 QIAEITR ERHE Sy 0lR3E X 012 57|
2 o= vt A AelT BHHE AA o]8A} £ QIR 0[ZXISO| 2%l o Fek2
29 B9 BAE gro] FHH JFS v BRI
Aolglal dAsit}, Ao g A3 Tlo) O 2H| 3. QAFITH SUE JAPY 018XIS2] 222 B
7|Rkste] SNSAFo| Aol tiiielE9] A7z £ Ei=0f Of S OIRI=F?
ArL= n]2QEHET =t AL o 4= 919 S ZA| 4 QAR BE APy O[Sl % S7IeE 2
o, whepa] B Aqto| A= SNSAS A7) k& HE B 2F 20N 22 0l SE A
S ko] B3 EAo =2 71EEta, A =& =P

| EHE QlAElTH o] 859 YU Bl o 2A| 5. T 28 ER1 AP | &2 QAR B
T = 7F BA 9 o FFS vA=rE g e 7Y OISAIS2| St HRis BHe 2t 2t
ol 12} 5t} %?};}Xﬂ,gi N e A} | Aol ofd Feks IREEI 1
&2 oAl 7}11 °EFL—F_# ﬂ% A ATBESA.

InstagramE A= A o] & P F

RQ1
InstagramE - =
A% o4 PH
RQ4
Instagram.‘i‘?&lE. —— oo :>
Agelssl |, =9 7 Bacds
RQ2 RQ3
RQ5

{Figure 1) Research Model

78 1517 The Korean Jourral of Advertising



[Provider:earticle] Download by IP 125.143.159.160 at Thursday, March 11, 2021 9:36 AM

4, Aupy HA 7P Be GRS 44 HAEES 3
Asteich, U 24 Aol Wh2w, o)t mE
1) AT TiAF Y AT A 25719l A2 ZAPEIYT o]F FolA] e &
9= 137) HAE AHS AHstch AT

0”\1 A A4 BAE EA5] fls) = A} EA A= W 7HY] BEAS dotiy]
FL ool AEAAS o EUE AF] 99 AU AT} Hsel A% 05 9
OJEelol it HIR HAE ARE ol P AHE R4S AN GO olg 5
o ATol iz 204 o4 S AT e 7S B4 99 29 B4 AN,
2 felel MERAE NS AANIE w4 7 maAe AR R4S 99 94
20209 5¢ 18U %-E] 20209 59 22U7HA] & A S7EAe XS
wol2 M3t HE2As Adshglal, 2AF &
& Hutke] glojgo] Ao FHOR SEHE 2) &8 HQIo| =AY Ho|
08 WAL, B 25092 Mol £ i
B 2L gogHaon £y 2@ SPSS (1) QIAE}TZH HEHE A|XY 0| ZIYEH
25.0 T4 ZRIHWS o]&sto] AU 2 Ao A 2B BlE A o83
e Y82 F FReE ARE, A W = A ol§ ARHOlEH)H o8 FFo=
A B AL AR QIGRARS]SHA] =) LA S4skedT. Alhabash & Ma(2017)9]
AAERIH o] gyejz FAH, ©] = Atoll LAsto o]-& AZEE S FAL, Cheung
Ha AEIHO] 5% HA o] A7, dF (2014), Paramboukis, Skues & Wise(2016),
Q] ot AXES 29 4, 18l o] & 7|7 Hussein & Hassan(2017), Trifiro(2018) 2]
o2 At 7 WA FEoA = divke] o Aol 2Ast o]& FF= SHA.
=l Bde AR 137) AAEIH B FH A S Z Paramboukis, Skues & Wise
HE AFS AAISHL o]Foll A 7H o] o] (2016)7} &3t TUBRQ AI:=%} Hussein &
&3 BHE AS AYstes shqint 1e1 Hassan(2017)0] o]-&3t &4 njtjo] &59] &
SHAL AEgt AT BAE AR F H L Trifiro(2018)7} &3 PAUMS 24
Moz Hale] o] 5] WolgHY, ) o & Aol ZwE SR, of AEL o
2 4% EQ MUE E 5 AR WAES W ST AAEIBS S5 P of
=430, W EHe WAL AgaEAE Sela]
et 137) QAT A A A sleh Tk Ak QAT HaE A olg
Ne chem o WA, 200d el A REL T b el 127 BReR PARe
H #o] A5, v AlA (Messenger), TL2|al Q12 o, T £ 554 01301 57N &2 4
IS 2oddl] Hojak Al]l= of&EeA ol &4 olgoltt. dE &4 o8 =l
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AR R 8 EG AR 5 BUE A
o ANES B Hi BFoR LY}

(2) QAELTZY HUE A olg 57

o]l 8%7|= Aol e A(Kim & Han,

BYE A olg §U2 = =

of ‘AFEH ATAE BV BE HAAE 7}
A AFET S 258 5 Q7] o] ol
B9 HAE AL o] g By
Attt B8 AR HEE7)E Aagay
HAE ARE o g5 BAse] e AnE
Mg A & 4 9] Roleks Bgom 7
gatedeh, e o Yot Asts Aus
A 4= GlofA AT HAE AHE o] §
STk B ol 8o 444 5718 ZAek
Bk Sakth aelm olge) 2AY 5712
=A517] 913 Qe HaAE Aol
204, GA7E dolA EA LS 7] i
of o] ol gahrh Bk TASIT v

HYE B S HASES FolAl et
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(3) Xt2| _lr_é

Wheeless?} Grotz= A7| =& /dS &4
st7] fJeliA dRbE k=& X (General
Disclosiveness Scale; GDS)E A}&3lith
(Wheeless & Grotz, 1976; Wheeless, 1978).
o] 34 7ol wet A7) A0l &
A5 AFUAIAS she A2 Al=st
© BE7t B e BRI, 2 A
M i} vl= 2F A7) s Aol ik Al
3] 3L A3} (Chia—Fang Hsu, 2007)9] <A 3}
A7) =2 FAmount) T Z}7| =F Zo|(depth)
T+ 7RIS sl A7) &S S
A7) eF 2 Al A4, Ald, 93
A&tz NE=E oufshH 27| =z 2lo]
Aol Hisll FEE Algstal F7ish= ole A

=2 gojstel 3 87} BoE TAAC

SEE webd] Qlsekad ek
= ARE Bl A 85 U o mak 749

Aoz Aosity ool A (Kim, &
Han, 2016), A9} 94 & (Bae & Park,
9015), =% (Noh, 2016), 18] Wang, Cao &
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Park(2019) 52| A8 A-tollA AHEE =&
S 383t} E3| Csikszentmihalyi (1975)7

AATE &Y (Flow) g FollM AEe 718=

—_

=AY AR AR A7HS 2 0keHE St
e £ xgsto] & Aol Bl s
o} o8 5of, ALEIHL o] 8T w&= et
78S L 2 JAAEIHE o]83 o
Al AT 7] AlA O = AAE =71

o

] S
o A B el ol

9 waso] g v 4193 A
BAsd Ge B fujE Ayn
tH(Keller, 1993; Keller, 2001), & d3t=
Hes 2 Bl Ao it gj= Bl
Foh o= % b AUeR YA E 6 2
o TAMT WA BAE AHo] Yt ¢
== Wang, Cao & Park(2019)°f|A] A|A|SF B
HE B Hrof Z7sto] HHE B
e % vl BEe AT 34
o] B =] tia] oAl HrEs
o] BHEE YollA 2 =4S 2o, o] B
=L s4ho] 2} F 3 BFeE 745t
th, B3 HHE AF i oes vk A
%1-*(Chen, 2018)°f 7]RFalo] QIAEFTIH
Aol tigt e Bl ] o= o
d e & Atol BHA sk Sl
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AV SRS F 22370lgleo dE R
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ik, o]olA Tt 20-244] 20.2%, TF 30—34A
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Zol 19 ol4goletar SEahelc,

(2) =2 H{olo] ARIE AZX

B AToA AR 20 el F QAET
B A olga), AAETY HAE A%
o1& 571

]

=29, A =2 ¢ A] =2 zlo
2|1 HWE ko] gk FE2ulet dut A
(Cronbach alpha; @)7} 0.8 oJAFo & e Al

ezt Adde A

’ ’

.

(Table 1) Cronbach's alpha and Mean of key variables

AT A 13 25 2487 Hofl A AL

2o =23 10709) RS weto @ ok
I3 BHE A o8 575 dokR it gAY

Q91 B4 (Exploratory Factor Analysis)<
et 2aE AuEd Bl AA ol&
A9 zo| SAYE ARSA et
“{Social interaction), X -F-84(Information
utility), ©]-&9] £7-&(Entertainment), =
BAHE 37 (Brand liking) 2 47]] RQ10=% ==
Hoit}, B 7k Qo A=E7} 0,825~0,903
o g5 £ o2 Uehgth a9l &

rr s

Variable Mean SD. Cronbach's alpha No. of questions
Instagram Brand Active Use 3153 0938 0892 085 .
Account usage Passive Use 3526 0.687 0.686
Social Interaction 3327 0.871 0.903
Instagram Brand Information Seeking 4028 0.684 0.780
Account usage Utiity Usage 3923 0.589 0.788 0.923 19
Molivation Entertainment 3667 0.756 0.867
Brand Liking 4048 0.598 0825
Se-Disdosure The Amount of Self~Disclosure 3387 0.792 0.795 8
The Depth of Self-Disclosure 2.644 0.660 0.852
Fow 3142 0.715 0873 9
Brand Attitude(objective) 3964 0530 0830
Frend Ao Brend 3818 0591 0.761 0808 °

purchase intention
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CHEt QIAEITIR HHE AIF 018 2Elet 0l

S7PF =29 A BHE Bzl DXz Fe

Mg Foll =29 478 29Eel el 68,7452 Ate] o) o]-&AE2 AAEFTH o] § AZE

O A MRS Mo WAFOE 2 4dle] o] A4E B4 HAT Trf oEsh Wopqi
&3 Eg=0] 8l g8 =2 AYEs 4= A= Bolck

Ao 2 Ueyith QAERTIH HE A o] &Y E FolA &

F4 o|§3 £5A ol§ RHS FUY 2 2

(1) (F+EA1) 242 o ME +54 o]&(8 =.382, p.001)°] Hl

2 AFolA QJAAETIH HAE A o83 E HEEAD A F(HA] FFS vA= AL

B % ol E7) QAEka o815 el
EF19 o] 452 DHAE HE(HA) QU

= Ao that BE @uAs o) ojme] 2
7} of g G nNEAZ AEH] 919 9]
AA 819 RS AT B4 Ak ofd
(Table 2ol VFERE uhe} ek 941, HA
Tl )= o] Agolgt BAMS: F UBE 2
EFI1§ o]-& AZHB =-.160, p{ 05)°] Bt
T of o] ()42l Rk At ol

(Table 2) The influence of usage behavior and motivation of

2 ZolE et HHE ZAlof tfgt grojA=
= 719 o] %’5‘3 oA 554 o8B =.162,
pL.05)1 =52 o]-8(p =361, p{ 001) HF
HflE 2Ao EH?IEP B ol S84 Ql ok
RARE, 452 o]-§o] o] §AE2] HillE AA|
of thgt gi=o] o & FFe v AAEL
H Hl= A o] & Eel e o= Th
WAES Hoke w, 54 o83 =.347, p<.001)
of Heflt ufj oftof A (+)4 3l P& H|A]

Taiwanese Instagram brand accounts on brand attitude

Brand Attitude

Brand Purchase

Dependent Variable (Total) Brand Attitude S
STEP Stept Step? Step3 Stepf Step2 Step3 Stept Step?2 Step3
Gender —067 015 021 -080 001 008 —046 025 030
Age 135 -120 -036 —-121 —105 -033 —128 -116 —033
~ Education -003 -020 —064 -003 -018 -072 —-002 -018  -048
Demoorane g of Ussge  —138  —006  —060  —001 00 033  —160"  —047 -0
variddes  A\erage fime df 060 019 o7 08 030 -0 099 060 o7
use (per day)
Posts per week 133 005 044 101 -030 008 143 035 070
Stories per day 082 024 025 056 —006 002 094 047 oM
Instagram  Active Use 139 043 162 127 098  —039
Brand
Account Passive Use 382w 089 361+ 083 347 082
usage
Instagram Social Interaction .100 —-040 211
Brand Information Uity 123 180* 054
Acoount Ervertainment 034 033 029
usage
Motivaion ~ Brand Liking 497 A56%* 4B
Adjusted R 0042 0217 0505 0.009 0.179 0432 0.060 0.191 0.444
R® Change 0072 Q177" 0285 0040  0173%F  0252%* 0000 0134 (253"
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Ao Ueh, ARE S4sAY AN ES
ERISEE R RCERERS
= Ao e
E A4 ol§ 5718 5T
3o s HE 53 571(8 =.497, p<.001)
7 B o] A Al GE 27 )X
[e]

o SR o 71A ol% 57 5 Bu &
|43 =.180, p.05)3F BHE 7B =.456,
pCO0D) E717F 2AA e vjAE Aow
Uepgton], Eg HalE 57 £7)7) HAE
Aol 3t Bl A1 2 FE v A
o gt Eg BAE oo Eel A A}

514 AEAE E71(8 =211, p(0N} HAE
57 5718 =462, p(0OD7F FAHH

3
g nAE Aow AZHY, FPHoE B

=40

(2) (AFEH 2) BAZY
B Aol QAR HAE A o] 43
o L ol§ §717h A2EIY HAS A of
SAE] 2ol olwl G X LA WFH

71 18 A1 B 24 AR g1

ol

(Table 3) The influence of usage behavior and moativation of Taiwanese Instagram brand accounts on the flow

Dependent Variable Flow
STEP Step1 Step2 Step3
Gender 005 097 093
Age — 102" —166** —169**
Demographic Education Level —142* —151™ —-115*
Period of Usage —169* —-020 023
veriebles Average time of use(per day) -016 -037 —-031
Posis per week 215%* 048 035
Stories per day 206" 113 101
Instagram Brand Active Use 314 205
Account usage Passive Use 296" 326"
Sodia Interaction 229%*
Instagram Brand Account  Information Uity —150*
usage Motivation Entertainment 086
Brand Liking —090
Adusted R*? 178 395 432
R* Change 204"+ 216" 046**

84 03[ The Korean Journal of Advertising



[Provider:earticle] Download by IP 125.143.159.160 at Thursday, March 11, 2021 9:36 AM

LS 42 o AETH HAE AH ¢
et Ao elEr} ((Table 3)).
E3, HEP2o)M = SEH o8&

CTHEt QIAEITIR HRHE AIF 018 olElet olg 71t 28 % BHE =0l 0ixl= et

wol =

=314

00D} =52 o] 8(8 =296, p(.001) 3
o] & E9lof A YL m|xE= AoHE

o
=
|
§
X
=
E
e 4
ofl
2
o,
%P
=

&
Ae Ao ettt BE3
$719 79, Am;@ NG ol§

=229, p{.0D= ALERIH o]EA

5
of sl FAHH IS e Aow

o BuEe AUl R 584

=-.150, p(.05)7F 2312 Bl FRHe 3
W, ol

A2}

o AT}, 0|23t AutEo] s
50| AE|A AT AL 5771 ZHA

Ll

A = Aol Wil <= ok, Wb gE {8

(Table 4) The influence of the flow on brand attitude

[e]
A7 e A0 PEHUH Table 3), o]
£ XA B BEe] BAH 4 v

(3) (UFEA| 3) M7t
A=A 304 AAETIR HHE A o

8A50] B9lo] HAE g ojwl 9y
AL AZ37) 915 A SAREAL A

Fedl, BlHE H=A]), BHE Ao et

o ool 72t of A P

U AEAS AR, W 20k W 304

({Table 4)).

Ao o8 7€ FUAML 4TA A F

=.300, p{.001)°] HHE B
F2 vAE Aow seH

Dependent Variable

Brand Attitude (Total)

STEP Step1 Step2 Step3 Stepd
Cender —-067 015 021 —006
Age —-135 -120 —036 015
Demographic Education —-003 —-020 —-064 —-030
Period of Usage -138 —-006 —069 —-076
veriebles Average time of use(per day) 060 019 027 036
Posts per week 133 005 044 034
Stories per day 082 024 025 —-006
Instagram Brand Active Use 139 .043 -019
Account usage Passive Use 3827 .089 —-008
Social Interaction 100 031
Instagram Brand Informetion Uity 123 168"
Account usage -
Moivation Entertainment 034 .008
Brand Liking 497 Bog*
Flow 300%**
Adjusted R? 042 217 505 554
R* Change ore* 7T 285" 048+
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o]0 o] §250] Belo] BAE Ao T
o lwo] o @7 e ulALA AEe7] 9]
o =20t mH3OIALE o] §
S R, 4TAN A FUI B =267,

|

= AAe] Bt efeo] 5 gAY

= © 2 Uelgth((Table 5).
Halie tuf| oJwo] e, mEgdoA =R

= =.287, pC.001)0] HHE Fuff o)fof F-7 %]
(Table 5) The influence of the flow on the objective attitude of brand
Dependent Variable Objective Attitude of Brand
STEP Step 1 Step 2 Step 3 Step 4
Gender -030 .001 .008 -016
Age —121 —105 -033 012
Demographic Education —003 —-018 -072 -041
Average time of use(per day) —091 040 —-033 —-039
veriebles Average time of use(per week) 008 —-030 -028 -019
Posts per week 101 —-030 .008 —001
Stories per day 056 —-006 002 —025
Instagram Brand Active Use 162 127 073
Account usage Passive Use 3617 083 —004
Social Interaction —-040 -101
Instagram Brand Informetion Utity 180 201
Account usage -
Moivation Entertainment .033 .010
Brand Liking ABG** A481FF*
Fow 267
Adjusted R* 009 179 432 470
R® Change 040 73 OB, .038**
(Table 6) The influence of the flow on brand purchase intention
Dependent Variable Brand Purchase intention
STEP Step 1 Step 2 Step 3 Step 4
Gender —046 025 .030 .003
Age -128 -116 -033 015
) Education —002 -018 —-048 —-015
Saer:;zlg;:ph\c Average time of use(per day) -160* —047 -093 —-099
Average time of uselper week) 099 .060 071 .080
Posts per week 143 035 .070 .060
Stories per day 094 047 041 012
Instagram Brand Active Use .098 —-039 —-098
Account usage Passive Use 347+ 082 -011
Socia Interaction 211% 145*
Insiagram Brand Information Uty 054 097
Account usage -
Moivation Entertainment 029 004
Brand Liking AB2F* 488"
Fow 287
Adusted R*? .060 191 444 .488
R* Change 090** 34 253 0445+
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5] ‘ii‘:h

(4) (AFTEH 4) 27
A2EIY Hle AH o] &A59 °o&
Hef 9 o]F F7|ef HHE gt A of A
20l] RIS AZ37] 919 Baron &
Kenny(1986) 7} A A3t sS4 YA A 3 HEA
AAYE, 187 = w7l E9)of 9%
A= F71 89% dEehled A4
SAE 5718 =222, p .00DRE FoJm|gh
= e seisan a4
= FIet 1AM AFRlA ARG F 7N
SIS ekt deel ol G402 o
Nass azsig. 2aAG A 45
A8 718 =.155, p(ON7}F F&HH
= o) ojwe] SOl e oA
Z_}-

oN of ox o o
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{Figure 2) The mediation effect of the flow between usage
moativation of social interaction and brand purchase intention

(5) (HLEH| 5) EMzA
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o
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ettt 8] A7) lt%(é“ﬂ)«l 24 =8
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SHAl el A7) =2 Zol7t fofu|et 288
= A= Aoz olEQlth((Table 7-1)).
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245 HAE gust FHHOR MEES N ZPANS 4FF 23, 3 WAL 2Ye)
oot ((Figure 3)) Argelo] 153(R” Change:.llo)i LEHEA]
T 4gtA A = A7) e 29 7He) Ao
©QsEiag B A ol BUH ol SO0 FL 04 e Aoz
BAHE ZpA| =gt A7) 2] 248y} Aot B= A =20 24 5uE IS 4
Bt e A P e Arjege] WS 4 R Change glof ejuiaiAl e
(Table 7-1) The moderating effect of the self—disclosure between flow and brand attitude
Dependent Variable Brand Attitude
STEP Step 1 Step 2 Step 3 Step 4
Gender -067 —-069 -083 —-089
Age —135 —-135 —048 —-039
Do . Education -003 .006 053 057
vamsap © Average time of use(per day) —-138 -127 —-078 —-060
Average time of use(per week) 060 066 062 077
Posts per week 133 122 053 062
Stories per day 082 072 004 -006
Self—Disiaaur Amount .060 -078 —-085
SHose Deph 082 I —073
Moderating seff—disdosure (amount) x Flow 013
Effect self—disclosure (depth) x Flow 190
R Qr2 078 209 235
R* Change 0o72* 005 131 026*
36
3.5 A
_________________________________ a
34 =
i i
= 33
ul ——LowZY
= 32
4 - High 29l
3.1
3] .\o
2.9
2.8
LowA7] =& 4o High”t7] =2 o]

{Figure 3) The interaction between depth of seli—disclosure and flow on brand attitude
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CHEt QIAEITIR HHE AIF 018 2Elet 0l

S7PF =29 A BHE Bzl DXz Fe

(Table 7-2) The moderating effect of the self—disclosure between flow and objective brand attitude

Dependent Variable

Objective Attitude of Brand

STEP Step 1 Step 2 Step 3 Step 4

Cender —-030 —-032 —-032 —-093

Age —121 —122 -041 -035
Demographic Education —-003 .006 .050 057
variebles Average time of use (per day) —091 —-084 —040 —-037
Average time of use (per week) .008 014 011 025
Posts per week 101 094 031 035

Stories per day 056 049 -014 —-020

) Amount 051 -076 -087

Self-Disclosure

Depth .049 —148 —124

Fow 4197 447
Moderating sefi—disclosure (amount) x Flow 049
Effect sefi-disclosure (depth) x Flow 106
R’ .040 042 153 160
R* Change 040 002 110" .007

LP Qzetasl BAE A Ol%Z}%QJ =297}
HE Aol 3t e 7+ FANA A7)
29 zAFIIL Y& AR AFHUT

({Table 7-2)).

Qs A% ol B4t
HE 7o) o) 7k 47eFo] 2AaT}

293} HAE FujelEgt 7w ge] 24

BIE AS3 Ay} 3TAolA= 211 (R*Change
=.113), 4@A o= .259(R*Change=,048) =

ekt adA A= A7 =F Folet &9
(8 =.237, p{ 0T 8-oju|3t 4

2 vAE Ao wARgch weby

9 HAE A olgAEe] BYn B

rO
>
fuj

(Table 7-3) The moderating effect of the self—disclosure between flow and brand purchase intention

Dependent Variable

Brand Purchase intention

STEP Step 1 Step 2 Step 3 Step 4
Gender —046 —-047 —-046 =073
Age —128 —128 —046 -037
i Education —-002 .005 049 049
Demographic Average fime of Uselper day) — 160" —146* — 101 —o72
variables
Average time of use(per week) 099 103 100 113
Posts per week 143 129 065 077
Stories per day 094 082 018 007
’ Amount 059 -068 =071
Self-Disclosure
Depth 101 -099 -016
Flow L4 468
Moderating seff-disclosure (amount) x Flow -022
Effect seff-disclosure (depth) x Flow 237
R? 090 097 211 259
R* Change .090** .008 113 048"
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{Figure 4) The interaction between depth of self—disclosure and flow on brand purchase intention

WE o O g BAA 7] eF Pole]  Ee, ol W F vl Hulx gPoR
2AnTY b AoR AFHUAN(Table WA DAY FEL Tug st B AT
-3). %, BY AR B OlGAES A oAk o]§3 $F o2 JMOR, Yt ol
wE Hoh S48 o) olws Follcks 2 AT HAE AH ol §A1EY ol gehe}
& HolEth ((Figure 4)), o1§ 5717 B4 W HAE o] ofgA o
WL A A AR Y w3 e

woh4] EAQl 47| o] et QlAekay B

6. 22 WE A ol 8415 BT} BAE BE 7+
A oW G M| EAE sl 1 ek

1) 9177 Qofat kol S AT RIS aokatel kgt gt
AR, QAEIH BAE A o g} ol g

BESH O NSO AHS ARSI WY A5 HAS o] ofH L vX LA 4
2 RO 2B IR AL ol Aol Fch w4 A3, o85S Hu S, A
HAESo] HESH FRF BRFo| Y 9 AE BRI Y 2 SEH of§ 470l
oS |UES ANAET oRES QU R B fuo] $AH GRS n)xs Ao
BAE olojurb] §13) A2EaW HAS A = tehdeh oL /1€ AF(Huang, & Su,
4o Bo) BAS ARUACIAS WHFh T 2018 Wu, & Hung, 20192} FAR AT o
wob ofUjel HAE ARES AL, FAA, & W AXEIH o] 8AE] obe S5 o)
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Th purpose of the study is to investigate how users' behaviors and motivations of
e Taiwanese Instagram brand accounts influence the flow and the brand attitude.
In addition, this study aims to identify how self-disclosure, an assumed cultural characteristic
of Taiwan, affects the relationship between the flow and the brand attitude. Including five
research questions, the online survey was translated into Chinese and carried out by Taiwan
Trend Research, which is an independent online survey company. The survey was taken place
in Taipei, Taiwan; and the target group was adults over the age of 20 who had experiences
with Instagram brand accounts. For the further analysis, the effective sample size was 223,
of which the most active users of Instagram brand accounts were people in their 20s to
mid 30s. Research results are summarized in the following section. First, regarding the usage
types, users' passive usages all have significantly positive influences on their attitudes towards
the brands. In addition, the active users' behaviors only affect positively on their attitudes
towards the brand itself. Four user motivations for Instagram brand accounts include "social
interaction,” "information utility," "entertainment,” and "brand liking." Overall, it implies that
the higher "brand liking" increases the amount of users, their attitudes towards the brand
itself as well as their purchase intentions. Second, not only active and passive usages have
positive effects on the flow, but also the usage motivations of "social interaction" have. Yet,
it revealed that users' motivations of "information utility" impact negatively on the flow. Third,
users' flows among Instagram brand accounts are proved to have large positive influences
on brand attitudes, attitudes towards the brand itself, and brand purchase intentions.

Moreover, the motivation of "social interaction” has not only a positive influence on the
brand purchase intention but a partial mediated effect also exists between two factors,
considering the flow as the mediated variable. Finally, the relationship among the users'
flows of Instagram brand account, the brand attitude and the purchase intention has a
moderating effect only on the depth of self-disclosure. That is, the higher level of
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self-disclosure leads to the higher brand attitude whilst the inverse relationship shows in
the group with the low flow. Similarly, such cause-and-effect relationship can be
observed with the brand purchase intention. To sum up, the practical implication from
this research is that Instagram brand account users have tendency towards passive usage
(i.e. going over posts), meaning that brand PR mangers are encouraged to create broad
contents to enhance user engagement.

Keywords: Taiwanese Instagram Brand Accounts, Usage Behavior, Usage Motivation, Flow,
Brand Attitude, Self-Disclosure
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