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ABSTRACT

The purpose of this study was to explain the relationship between consumer interactivity
and brand purchase intention by examining social support, ethical perception, relationship quality,
and intention to co-create brand value using SNS brand pages. The data were collected from
Generation MZ in Korea (222) and China (285) and analyzed by using multigroup structural
equation modeling. According to the results, first, means of all the constructs differed significantly
between the two groups, with Chinese being more prominent than Koreans. Second, all the
hypotheses except the relationship between social support and intention to co-create brand
value were supported significantly. The relationship between social support and intention to
co-create brand value was supported significantly only in Chinese. Moreover, the relationship
between consumer interactivity and social support as well as the relationship between ethical
perception and relationship quality were found to be significantly stronger in Chinese participants.
By analyzing differences between Korean and Chinese consumers™ experiences with SNS brand
pages, this study may provide valuable information to differentiate marketing strategies.
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I. A&

MEL 7]=9] Heo] FY v A
oflA AHALR ol FAI ] w} AEA o g Hekst
Al FEEJA LA} 48]2} 74o] A A7
HosAaL et o]He B AH[AE Sto]
= A8 g 7|49 A4k ol 871EE 9
a7l oA T2 (Co-creation) TA1&
3] kst PR JFS F31 JtHPrahalad &
Ramaswamy 2004). J#Z 02 t}ofst 7|&aE0]
g =0 ABREHY] FoAES 7FeA dhe &
AAM A= A 1A DAfA Fuf F o] o]
2717 AFEE "R she i AvARe] &
AU ELZE B3l &t nele-so| o]Foix|1L
AtHYadav et al. 2013). o3t T A AH|R}
X359t P52 7149l BHE 7HA|o] JFE mlA]
o, 2RAERE] J2AES 6 THRIE 55
ZoH SFHWang & Hajli 2014; Hajli et al.
2017).

AL F83%F B4 JT AR AHRL
0| &8 47 &5 Fojshe M= A=A
(Steuer 1992), AHAFER slojd A4 Y EYT
2 oA JEE skl F75HA gt ol
o AR A8 Y EA AHIASNS) EHE
oA 54, ZF 8 22 A4 75E &9
39E & qlom, 35230 ARGARY QAT
Zof g2 uRA HoKTajvidi et al. 2021).
SNS+= A4 AL EF, HiAE B A8ES
Skl S0k AR AFRFEC] AR BAIE
T5517] flof ARESh= 221 EHE0EHN,
£ ARGARLY] FE 3F 9 A& 78 FHoE
o= 22kl AH|Ao]thBoyd & Ellision 2007;
Obar & Wildman 2015). SNSOIA 7%= 4

Hie AE|AL Al o Al ERIS] e wol '

b

J3FS v You & Choi 2019).
ojAY 7|9 AFYAlCA == s

N

o F43] 715kl AekLiu & Noh 2020:
Lim et al. 2021). t}AE ALY AA(We Are
Socia)?} A4 ] ZF:E(Hootsuit)o] HHESH
TAE 49 22 9% HiAd] =9 20214
4o A AIA A7) ERi7FEl 439 3,0009H
(53.6%)°] &4 mlt]ojg o]§ FolH, AdE 2
2 A719}F Bl wf 13.6% 4433t =A]o|tt. o]
£ 2 FAEJE Adnjro] Aol Z2 19
2 Ql8f ThA] AR AR Biskelal gLl 7191t
t}. ol2fgt A solA T2 89.3%, T
64.6%2] O]8Al &S Hole Zo7 Uehd:
o, A AAHCE Bt o847} 53.6% U= At
T F UEt BR 22 559 o]8AE0] &4
H|tjolE ARSI = & 4 UTHDMC MEDIA
2021).

oj2igt 80 = Qlsf AHA it 71 &
5ol 3lojA SNSE o]t uiA" 3E2 ZIstot
I glom, o2 RE TRt AHIEI FEEIL
2UtHBoyd & Ellison 2007). A AAHCoZ F=2
AMgSHE 2|t o] EHE-L Hlo|ARo| 7P
7t & Ao Yehtal glom, thgo R fRH,
Sk=QY, o] AR HAIA, AAETH, A 59
<08 ARBATE B2 Z08 XA §9

= FFEVH RS B, oo R HiE, QIAE
O, Ho]AE 59| Aol X gt o= AYHR 4
olstA] Ueh=tl, 20th-30tHe] B¢ QAAERL
H, Wi, FolAk £o2 Yehtal tHDMC



SNS EE HO|X|Q AH[A} ZH 42 2E0

MEDIA 2021). o]2{3t TS AHRHET9] 4]
HAQ 255 AR 24 WHHRI TAE 7t
57 gttt 53] SNSE B9 7H4AEClA e
JEE AlFote] An|Rete] IAAE Aslohs £
o] &7] wjo] B2 7|gES0] SNSE &8ol= B
HE HoJAE 2Fskal UArHSun 2018). 71¥E
BT Ho|E Bl E AnxelA BEHE
d FEel Fu wARXE A AL 5= gloH,
FRE AR} FR/T 4= qlo] A AHAEEY
o] 7Fsdr] wiEe] EAE mojx] 8-S
B3 AHE] A 4L a0 HPark &
Ha 2017). AIAIZ R o] &xp7} 7P W2 Ho|A
Eo] §l HojxE HAt ARYERZ F=T 9
om QIABIHL &7 715& 7H Bl SWF
< S8t AR /8 Ad I sk k.
, SNS= 284 vlt]o] Bz} g2 gestA g
HIZLS wot 4= Qlar, AHRET] A4
o] gslA| o]Fod &= Q7] WiZol uHA
Al QoA LA 42 &8

4 AtKYou & Choi 2019).
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59 4 840)7] o
AJo] @7 You & Choi 2019). E3F =3t
S LA SNSE 3tk A8v|t]o] ARgo]
49| 3716k J=ol= E5ka(Liu & Noh
2020) A A= F2 SNS 433 AuAd
H|1L 50| 5 ©o|FL §low, SNS gAY &

3% BEo|ut BAE Ho|x|2} Tetsl An|apy

EUE FOE 2A: &F MZ MUE tiye=z 277

= 32 20179 7% s nY
22, 4429 29| 79 AL 7|53 e A
=Y 7Y =it ol2gk FAo wet v
o =i 7|gEe] SFAGLE &St ARt
S ABARE TgeE SHolA ofshskA] RSt
o] AP e Al AAaEL A HE &
sH4 SHolA S AHAREC] U BRIl &
ARt B3RS HoITh steete ofz] SHoA 2}
o7} 7] Wizell F= Aol =Ul AEE 454
O = ZJAF7| eliAe T AR AvdE
< HSHo= AT Fa4do] Al7|EHKo & Lee
2020). °]°t H&Eo] MZ Aldi= 1980w 24t
A1 2000t 29F 243 Aldi® $=9] A9 A
Al 179 36%E AHAISh=s AlEA e (Korea
Financial Times 2021; Yoon & Lee 2021), A
7 BollA vefet HAE 2730 Ql<sstaL, ol
3 oA aEr(tolE 83t A 1R{ &5
IS 7HA AL 7] wiRo] BHE Adgol qlofA
At F3FES ARkl AtHEconomy Chosun
2021). © UelZkA MZ Aldi= 7F]4H] o] 24
= ASstL, olF i FEjol 520 g ¥kdst
W71 el T AlFolt Alu|Aof thgt
= YERHYoon & Lee 2021) &5 A%
of 24 At dFH= PAE Ao A
THKorea Financial Times 2021).

b 2 A7 A= F59 MZ AlHE o
Aor AHRE 7] E3H4 Aolg HiECe=®
SNS HHE H[o]%|9] AH|A} 7+ A2 Ago] ALS]
A A, IAEE, SHF A4 tEo] HErt
2|9] FEHEE ARoto] 3202 B )
oEg AAE= s ASHhA silHh °ol&
8l AA, =] F=12 MZ AlthE tide= 7t
s 7H9] o7t = 7HE ofstal, =4, +
A 7t 7 7 7kS] BAlOA fofet FELL F=

o)

=]

L R S CTI
&
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dreol SloiAl Rolrk e 718 AEHIA 319
o}, o} £5} SNS HAE Holoxe] aulA A}
874%0] Tjg 27} 7 Aol olshatomA A
shgl oARA] S8 A $8E jow

XN
=
=
&

Aok A5 Atelo] Faldks He PAE 9n]s
H(You & Choi 2019), 2#H 02 A8 YELT
2 WolA A= FEE A5t F/sHA Hrt
(Tajvidi et al. 2021). SNS& EG5H= thoFst A
AutjolE &7t AEUl ARgo] 7hasfidlol wet
oj2fet AoAg2o Jigo] Si=ar 7] Wizl
FARE-S Teo| viA| B/l =3tstr|Eet A7)
Hog AHREo] BHEele] MAE 15T 4
U= A O = ofsfsh= Zlo] st You
& Choi 2019).

ABAMA A AHR= TRE BRI}
o ALBlH AeAg-S Bof tfet EH=E B4
Skl F-a3teth o]t ZE=2E S3f Au[A} A
S5ote A 2ok ol
o2 A8} TR A AE| gt Ao}
TFOEE ¥Y 4 A FtHHan & Windsor
2011). 7|9E2 o]2fet E4L ofsfisto] SNS B
HE HoJAE sk, AHARES] g A4S
282 B9l thet =AY 9 5= mefste] o]
£ AEEYo 83K Tajvidi et al. 2021). ©]
g SHo|A AR X]A] o]Z(social support
theory)Z “7HQIA O = o]-8% &= Qlr}al Q14I6HA
U HIAZ7HEC] 341AQ1 XA TF 9 BlFAE

]l AR A 9] egellA A= Asshe ARl

F

i
2
i)
&
%
o
)
1>
filo

>,

A" o2 AolEl= A X[ X|(social support)
£ B3 AREA #AT 7HQ19] QlAlolu AL &
S o2 Pl Y= = 7HE st AUnt
(Gottlieb & Bergen 2010). A8AHA 5 2
Q1 &3 SollA AH|R}F 7 B ARgo] AFElA A
Zlof| H|A = P A5 Saenger et al.(2013)
AH[RFE0] AFu[to] 55 &85t AHS
PO B TRE AR B0y AEE &
F= 20| AT fARE 92 5] wizol &
O 8 AR T EE =ol=t 8% I
Tl Aljkskar Sk wEhA] £ ke vhaat
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rlo
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el
noll
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my mo 4 Ho
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filo
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)

7Hd1: SNS EHE Ho|z|ofA] AR} 7F A4S
ZR8-2 AHIRPTF AR ALSIE Z]X]

o ¥F= & Aol

221 AMAL} TS| 7|9 HIRYA 3§
A9 F1L 15 9vfshke BlEYA &= 4]
Al SO A= Ao EAdS AAstaL o
o 2R By 91, 717 5o Rt &
JIEE FE 94 S 52 & e oo
ol A g 2kl AvARET ] A5 AE-2
71€4 AHolAR 7] TZo] AR
2R &3 AJRoA amidAEe] &2AU7E
FH5P)= o]HHGrewal et al. 2004). 29l
2ol =2 A A2 ABjRIY] ol9le F=20
& H35sh] {5 Qrdsta AgAlsthe 37gstal vl
o] HALL wAog AHAE HolEs 7Y
Aol gt AHRe] BI7EE oJw|gHRoman
2007). &, 2291 AvfAAte] gt AnlRte] |2

‘,:"
| A 7R QBT AT AR 2ol 4]
20 AL HEsl| 5t Ar=n AT

Aol et )4 A|Zpoleka & 4= e,



SNS HRHE HO|X[Q] AH[X} 7t
T8y 2201 il ARgellA AHAES
A &2 7149 Ae K=
U= BEIF HESP] dheo]] ARRp) =
MEE AlSohe A2 54 O}WCarrlgan
ttalla 2001) &, AH[RRE0] Aol AH3
:T"Lk] ‘:'E1 X%E)G X]X]% =Ly
718 EHEN tish 5784 ?1 g0l
Al =i # ZA10f disf o b2 2F= S+ 3
THHajli 2018; Nadeem et al. 2020). ©]of 3]
AP A= 221 SHENA AvRET o] 7t
SR AR A2 7ke] TA7F B & ofyz} AH]
A FARE S § Akl AAskaL ot
(Crocker & Canevello 2008; Obst & Stafurik
2010; Nadeem et al. 2020). T&hA 2 A4+=
o33t ol 7Hd 2& AlRbskaith

o

e )
l“ ol
Nl

)
il
¢

iu)
gl
%0 ml

mlo
-1>

485 & o
>

k=
I r
ox,

o
oZ,
N

ol

7Hd 2. SNS BEHE wo|x|of|A] AH|A7} AE
Sl= ARSlA A A= 84 R|zof 3¢
< v Zoj.

24291 & B3l 3784
7S B 4 vkl 7S off 7|dtke] A
£ FAJ5l1A} S (Peterson 1995). o]&gt 1
oA IAEA(relationship quality) AlEout
AlH]|20] TRt AB|R; Toluh Thls A79tel A
oA 93t I&-& st Smith(1998)= A
A2 24 AL} o] =gt Ao oSt
= 1 FofR=9] 7|9t BRE FFAIE & 3
AEgA Aolsta ot &, BAREE 714
oA 31o] A|Ztol= TS HAAI7]E

FA9] 5ol thet avlAke] BIHE oulsty] uf
2} 2t

2

ol A81A ZA] o] oM TR} 4]
o] FAPA LASh= ASAE g} BelE

S-S AEHHNadeem et al. 2020).

o7|5
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PAEA tigt B2 =2 & IRkl
oA —’F—'ﬂE]‘,’iQLKVieria et al. 2008;
Athanasopoulou 2009; Rafiq et al. 2013),
Walsh et al.(2010)2 HAIEHC] 22113 o
ZRRIoA F55HA 85, FFEl SlojA=
el w2t Zpo|7F & Ao R HEI QU 48
A Aof Tt AqEe] WEH ARA XX= 5
BA 0w AAZH JF= HIAL, ol= H Hot
7HA A& oo JaFe WAL QUth &, A8A
HA oA ABRES FEA HolA e 4
HEERH FEAY SHY AAE FEL & U=
o TAEEE 378408 BrsHA Hrkliang et
al. 2011). TS} Tajvidi et al.(2020)2 AEHA
2 oA ARRA A|R7F AHREE stolg TAIE

AE 378202 A4sH o= TAsiit &, o
£ HEERE FE e ARl ARE A9
ot A2 WAIEA A4 992 € & e
=% 4 QItHHajli 2014; Tajvidi et al. 2021).

E3E Moorman et al.(1993)°] =W =Y
(commitment) FES] TAZEL 7H%l= T4
£ A S8l Al&staiat sk ol 4]
A0 4 EREONA |84 SHE FHHe=E
AR o= ESiEolA9] ST AES
AAAHAMorgan & Hunt 1994; Hwang & Lee
2012) 3=AoR WA 290E FEsHA "
(Gundlach et al. 1995). g AH|RFE0] 934

oI5 Q8] BYPE Ago] WA grtil 7]
W BYPE AolH B 52 LA e Aol

(Nadeem et al. 2020). 2ctQl Auj AlSto A
9] AF=Z v A A4 Y WAE
FA4H o7 HiEtE il 9tk Elbeltagi & Agag
(2016)9] A-telx= AHIAS] 214 2]zt &Y
A AxEN 2 5 2= AASHL Utk
SHA EAE ol8AE 2R T Nadeem
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et al.(2020)9] AolAE ol2f7t BAE folst
Al AR Ao depdtt ek 2 e o

23 o] 714 33} 42 AL,

71 3. SNS BT Ho]x|ojlA] AR} A3
She AEA AAls PAFE IFS
ol Zejot,

7Fd 4. SNS BEHE o] R|oflA] AH|R7} AY
She &2A A2 A TS

ol Aot

(¢}

HaiE 79 35852E 71954 7l
s 10| 8ol AFARI Mdds 2y &
59 Yo g 7|47 o] TIHE el
Maogn, 7kx] Zxo] tigt wzjrielo] Ha}y]
1 YL sk Prahalad & Ramaswam 2004).
o|x¥ Bt 7HA|9 FEHFRE 719 o]
BRI ARUAlIAE B9 352E 7HE A
gohal Adsk= o=, A=A AEISRe A
2GS B 719H o] A M= THAE
A& AL uistti(Hong et al. 2012; Park
et al. 2017).

ozt B4R Qs AEUEYA oA
THEEL 15 HolA ARlE AAE HAsH
2 o o] B9 ¥ FEE FTHoHA =L, o=
T o A9 AR A2 FHE AAE 5 A
th 53], 22l oA "EA] side] =20
Hil, 2 E= A2 FHE HAXE AlG
AEA ZHO| A= EAIE fdst=t =
S £ 4 QUtHLiang et al. 2011). B2 7|9E
o] 2fRlofA ] BHE 7IR|9] S5 RE R
5 ofoltjolE @A EHIil ol 7Y €59 5
o2 Z8o) gt EH O R o]Alol= 2RI

A WS S0l Mz AES ANEE =

L rr

[¢]
o rr

]_

n‘o

& T5-Fx oAl /MdS =AU HAFHI A
H7F =1 QIth(Nadeem et al. 2020). o|AH 4
2 mltjo] 204 ARSE Z]A|et B 712]9]
FEHE 1] A= v dAEolA 3-ZQ
Zog Yt UtHCayla & Arnould 2008;
Hatch & Schultz 2009; Schau et al. 2009;
Gensler et al. 2013; Ramaswamy & Ozcan
2016; Nadeem et al. 2020).

o Uol7bA ZlexlEel oA ool AEste
QIet 22l FEAoA 9 T8-S Tt 55
Alof] Zofste] Bt A4 F3/E 7FsA st
QltiNadeem et al. 2020; Tajvidi et al. 2021).
o213t ToA TA B4, Fa & FAE STt
AHRE AREA O] Pk = F8 8%0E 5 5t
UEHN TAREEL F83%F A2k 1A FcNadeem
et al. 2020). AN A4 JEIFE 9
o ATAES BolA AFY EY 5 AEE =
7A oM ABAEC] AFES A4T &
7] WiZe] 71¥e2 AHAEE e R HiE
oto] TAE RFAIstL HEE ] et 7 E 35
o= AxF 4 e 7IFE AFSHA EKSun
2018; Tajvidi et al. 2021). &, 7H9Y T=A=X
= BAZEAZRE 9 AHA AF=0|H, SNS+=
o}t EE= 7ot sk $HA EEolt
(Nadeem et al. 2020; Tajvidi et al. 2020). ©]
23t E40]| 7IQlsto] 719 BRHE TS A&
5}7] {15 SNSolA BRE Ho]x]& A5l
TR &so] Q3 UgRt AR AEE A
Skaz Qick. of=gh IAollA A= oA AA|
HolE 58 B 4252 53l 714l 7138
A5, SAlol TR aHAEA i AlF
to] BEHE Ho]x]9] f=A=2 4E FaAol
Al 28l Ao EE5HA "t o= 3532
£ AFolY BHRE o]u]A] Ao F83%F 82lo]

e o ok of

[¢)

1o
md

ol

[

[¢]



SNS EE= HO[X|o] AH|A 7t o

- il‘iKSee—To & Ho 2014). 2380z 3
AL AAANA FEA| F4EE Tl BiE
K& 3528 FEskaAt sk k9] qSA7t
AoH, T AFSolA = of=5t TAL A
)37 QIcKHajli et al. 2017; Tajvidi et al. 2021).
71 8] Lee et al.(2018)°] w=H F-3-23A9}
F2 220l EFE oj= HEstal BAIAe|L
E7% Aol 7Fsst7] "ol ts&e] Hil 9l
o} T2y W E AHAEE 8 Vs AT
o 5 Q= 7HE Yulshe “0‘47]“’“ 4 -?4%4%

ﬂiﬂ et
i Flo

N

W o
1

(o)

m\!

ofg SN A= A % FA 01'71] =
o R ¥ ESFOIA aHRREo] At
wd2 S99 o] #E 4 At AREE
FEIFE 53 79 5% &) EdsHA
dold 4= US Aot} F/BA EHF ol 8AE
diito g % IH A7 (Nadeem et al. 2020)
oML AB|RRe] §E] 4] x]|Zto] AR 7HA] F
R =o| FHH R [OFF FIFE F= AL
2 YeREth oebs 2 d5e ot ol 7

J2A 2HE FUOE A BE MZ MUE tige=z 281

5, 63} 7& Atk

7Fd 5. SNS E@E Ho|]oflA AHA7} AE
Bl AR)E AR BT 71x] T3
ZoJzo] JFE v]d ol

7} 6. SNS B Ho| oA AHR} AT
She WAEAL Bl VHA] AR
oo e WA Aolch

7Fd 7. SNS B ]O]x]oﬂ/q Z2H|7ko] 2

A= 75@ IRz

AHAREE 7HR]9] FEHRINA 9] S50
2 I} 7140l thgt ofsiE =olal 7199 AlEol
L} AH|A Fofo]] EE‘O] = ] "o 245
2 oMY TREE S B9l e EYE
7r9] A9} HEo] 3F40E T ARY i
Ol=E &olA HrkLiang et al. 2011). o3t 7}
oA Payne et al.(2009)9] 7§d2 mdof wh=
A 7129 35 AEe 37 399 He=E
EEHGA 7] A2 Y, 94 7 AR
7, 14T FFAR] HAE BH), o] F 14 7

A% BollAd= A9 S5ago] 10 & Slo]

Consumer
interactivity

H1

mn
/
Ethical
perception

Social support =
N
Relationship H6
quality

Intention to co

. - Brand Purchase
—_— intention
value

create brand

Fig. 1. Research model.
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= 71l tisf ©f olshE & SHA skar 7]Yhel 9
S AlBE= ATl ABIA Hofo] Ego] H 4
2= AlRbeleltt. ol2fgt E4C0=& <lsf o84t
2 S5IPgoNA 9] IR
7ro] AlE|9} HEo] 3520 I AFY +
Ho=E =o|A HrKLiang et al. 2011; See-To
& Ho 2014). wetA AFout AnjAc] FlojA]
BT o] tigt AnRle] 375 Hale +
o] FFe & AR 7|hEh uebA 2 A
T TRt Zo] 7HH 8 A5kl

;O

352 B9 T 749

i

714 8. SNS BE Ho]Z|ofA An[ZS] Bl
£ 7K FEFxEs Bs ol

ol 9F= vE Aol

opgolM AAE THEsE EHE
< Fig. 13 Zth

ot
iy
t
ot

M. I7494

1. X23H

A= o2 iGN AAE 7S
0}71 floto] F=at S MRS F 2T 501
Aol A AFgst AL vhT Q= M7z AUE o]
o= SNS HIAE Hlo[x|of|A2] AnlR}; 7} A5zt
&, AR A7, TARE, 294 A2, Hle 7
A FEHEE 9 BAHE s SH5H
o). = &A= F=ollA] ol ARgSEL = 9
A P& &8st 221 HEAE FHAdston,
SNS EHE #o|RE 2| o83t AHEAE i
O = 20219 4¢ 20004 25Y7HA] =1 HEx
A7} o]FolFth & 30059 AEAE 3l4=5}o]
40 Ao 2 AE AT 28585 ALS-
Stttk T AHRE
£ ZAgstglon, 2021 062 1004 25Y7}

jany
> olX

L

T2ES E8ote] A

B

2efel
5%

off

N

ARRF FFEAPL o] FojHrHER1F
A2RAE 1455, -9 2405 FollA4
AT ARE AT 22255 832

>
(0¢]
rat

i)

Jz

&

2. E3ES
2 AFolA olgH
Table 1°] A=A oH,
S, 2aiSel o3
sk o] ol Fes e
AR 7 AT AES Hajli2013)Y] &%
/\}_9.3].011—,]. _J_N;G 1:ﬂ H]_J_M;G o] ;q X] _,&74] 94
ZdolA A= AlEsh= AF]A ARl His 7
7(—1_; o]_Q_%} th.jl o]Mo].‘— /\].9,]2 x]
L1ang et al.(2011)9] AoA ol 8H =3
Q0] AYehes: Sgsiol Agteith B
FIH A TAGEE} ol A 3’&015}
o) HoiArEe] Jlciel Was HEAY 4 9]
== 9Jul3PH, Nadeem & Al-Imamy(2020)
o Aglginh Anlate] ololg ol
sk 4stel 4ot vido]
o2 AHAE distEe 71 Aol
aule] Wrm AoEE geld Az
Nadeem et al.(2020)°4 ARH SHTES At
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Table 1. Measurement of variables

Concepts Variables
vl T will be informed from friends in forum or brand community before
purchasing specific brand products.
v2 T would like to share my shopping experience with my friends by discussing »
Consumer . . . . Hajli
) - information such as rating and review.
interactivity ) » ) ) ) (2013)
v3 I would like to purchase specific brand products via online recommendation.
v4 I would like to recommend good products/services by using information from
brand pages.
v5 When faced with difficulties, some people on the SNS brand pages comforted
and encouraged me.
Social v6  When I encountered a problem, some people on the SNS brand pages would Liang et al.
support give me information to help me overcome the problem. (2011)
v7  When faced with difficulties, some people on the SNS brand pages would help
me discover the cause and provide me with suggestions.
v8 T am proud to be a consumer of the SNS brand pages
) . . Nadeem &
Relationship ~ v9 I feel a sense of belonging to the SNS brand pages. Al
. ~Imam;
quality v10 T care about the long—term success the SNS brand pages. (2020) Y
vll T am loyal patron of the SNS brand pages.
v12 1 receive the correct products/service items and their quantities from the
SNS brand pages that I follow.
v13 When people order products/services via online, they receive products/services
matched from the description in the SNS brand pages.
v14 1 guarantee the products/services to be authentic from SNS brand pages.
Ethical . . ) . Nadeem et al.
. v15 Price fo the products/services from the brand SNS pages are consistent with
perception . (2020)
the bill.
v16 The products/services ordered from the brand SNS pages are delivered to me
on time.
v17 1 can confirm the order—fulfillment processes for the products/services ordered
from the brand SNS pages at any time.
v18 T am willing to provide my experiences and suggestions when my friends from

Inention to

my favorite SNS brand pages want my advice on buying something from a

brand.
Tajvidi et al.

co—create v19 T am willing to buy the products of a brand recommended by my friends on
. (2021)
brand value my favorite SNS brand pages.
v20 T will consider the shopping experiences of my friends on my favorite SNS
brand pages when I want to shop a brand.
v21 T would purchase a brand based on the advice from the SNS brand pages o
that T follow. Jlmeﬁlez‘
. Castillo &
Brand v22 I would like to purchase brand products recommended from the SNS brand 6}51 ©
purchase Sanchez-
; . pages that I follow. )
intention Fernandez
v23 In the future, I would purchase brand products recommended from the SNS (2019)

brand pages that I follow.
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Table 2. Characteristics of the respondents

Korean Chinese Korean Chinese
_ (N = 222) (N = 285) , (N = 222) (N = 285)
Variables Variables
Frequency Frequency Frequency Frequency
(%) (%) (%) (%)
Male 60 27.0 131 46.0 Visit before purchasing 131 359 150 24.0
Sex female 162 730 154 54.0 Obtain information 69 189 123 19.6
Purpose of .
Marital  Single 64 288 182 639 g pead Visit to purchase 64 175 118 188
status Married 158 712 103 36.1 Purpose of purchase 63 17.3 113 18.1
20s 136 61.3 109 38.2 Others 38 104 122 195
Age
8 30s 86 387 176 61.8 1 or 2 times a day 34 153 112 393
High school 10 45 31 109 The 1 or 2 times a day 45 203 85 29.8
call d 1 50 80 281 number of 1 or 2 times a day 123 554 66 23.2
Bducation o e ‘ " times SNS 1 or 2 times 2 days 2 9 10 35
vl Bachelor's degree 111 500 127 446 "% Lor 2 times 3 days 6 27 3 11
Other 12 54 9 32
More than 90 405 47 165
graduate shcool Electronic products 103 9.3 191 134
Less than
74 333 78 274 Type of
1,000,000 seyich Living/home appliances 196 17.7 188 132

1,000,000—less

47 212 90 316 categories i i
than 2,000,000 (multi Me‘illcal miscellancous 173 156 172 121
2,000,000-less 46 207 47 165 Answers, 800e8
Incolme than 3,000,000 : ) Baby products 160 14.4 160 11.2
eve
3,000,000-1ess
(Won) than 4.000.000 18 81 47 16.5 Health/ food 152 13.7 146 10.2
4,000,000-less 9 131 23 81 Google 19.5 WeChat 18.9
than 5,000,000 ' " Type of
More than SNS used Naver 16.8 Baidu 17.8
8 3.6 0 0.0
5,000,000 (multi Facebook 15.9 TikTok 17.4
Necessity yes 175 788 232 814 SWErS Instagram 15.7 Weibo 16.2
of SNS %)
No 47 212 53 186 KakaoTalk 11.0 Facebook  11.9

usage

]

.

2 A7e A= F59] MZAYE diide=
SNS HiHE wjojx]ofxe] &wlat 2 o3t
BIHE Fofiol: Zke] fAolA ARE]A A7), A
Z4, 8994 43} vAHE 7] 354E 9w
&2 wpefstazt siiet. ol sl AA, SEA
59 ITF-5AHE 543 NS o8 Fe mot
3] Sdto] WIS ARESIFITHSPSS 22.0).

HI

=4, ARl 2t IS B
Al=pd EA517] Q16 €14 QKA Cronbach's
it AESiglon, et S SEAE 1 8
29| FEHS Fetsly] sl o8 JAGES
SOl FYoto] L2HY BpeEo] U8 A
Hog HFohs thd ERIA Q1R (multi-
group CFAYZ S=5IItHAMOS 23.0)(Kwon &
Han 2017). AA), SNS HE2E o] z]o]lA] 4H]z}
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ZF Ao AgE BE FHjolw 7He] BAE Tjet
st7] flsto] oY 2784 2 (multigroup
structural equations modeling)& &-85to] o]
24 ol =23 AP (Fig. )& A9
THAMOS 23.0).

1. QRSAHSE EH & SNS &#&8
St o SEAY QATEATE EA4(E,
A%, o, YBd 7EAS) E SNS A
|EXO] BAAIN= Table 20 A= QIch Q1
BAA B4l qojA =l SHAE E4do]
27.0%, o’3o] 73.0%0lH, HERLE= 7|Eo]
71.2%, M2 437 tiE0] 50.0%, 74
52 1009HR|Tto] 33.3%2 7P A UEhtS
o, AP 20007t 61.3%, 30tH7t 38.7%= et
w9, = SR 940l 46.0%, /30l
54.0%01™, AEARE H|Eo| 63.9%, ILSFE
2 437 0] 44.6%, 7FHEASL 100-2009H
ulgto] 31.6%= 7P =4 UehgtoH, A2 20
o7} 38.2%, 30H7} 61.8%% UERGTE SNS T
& B0l QlolA gt -SHAE ARgo] HiEA] I
93k SE3t 9= 78.8%, SNS ARgo] Fuj
o17] 2 & HiEohs PR §Ee A= 35.9%,
S} SNS AR 315 5~63)7F 55.4%=2 7MY &
2 Z0= Yeith F= SHAY] 9= ARgo]
HEA] H ooty SEE B-9+= 81.4%, SNS At
o] ufslr] A & wHEohe B9t SHT
A9 24.0%, 3FE SNS ARE 315 1~23]7)
39.3%=2 7P =2 o2 Yeiith HA5E5
ALE3E SNS RFBEFSD)N AUolAE T S5
A= A/ 7PAAEC] 17.7%, 2 AF&o] 7
E2 08 Yehgod, 39 -8R AAAE
o] 13.4%, YHo| 18.9%% 7P &=A UeRdth

Jd oo

EE FHE 2 35 MZ MUE ez 285

2HAE 7F A5 A-(Table DA 2709 SAHT=
(v1, v2)& 81&A o] 0.5 olst= Yehdt AA
, FFAH0F 2178 FEo| 4o L_E= Uk
B A 6719 Q1AM 7F AT, ARRIE
A, TARE, 224 Az, Bl 7] 35 A
£k, B FHjo]E) 02 EEEQIY, HpEe
LAAAZE 2% 0.5 oJA0|9 2™, Cronbach’s
2 0.811~0.99822 #A Yepht W A3t
gEsih =4, gAY QRIRAAIE E
TR 917 3 RIEAE A4S A3NTable
3) AFEAL7} x2=694.716(d.f.=342, p<0.001),
Normed-x2=2.031, NFI=0.917, RFI=0.898,
[F1=0.956, TLI=0.946, CFI=0.956, RMSEA=0.45
2 Ueht 58 71et BPo s woeitt Hx
=9 ASEIEE B7lok= AVE o] 2 89l
E2 0.470~0.9962 YR HAAIA] 0.45) HF
gt EEEgeH, yd dTde =
C.R.(Construct Reliability) gto] B5F Al=
]l 0.8 o[Fo& Uit

)
R

X

N

|

ox

R4
o
=
=

Rl

¥ oo
N ol

4

F7Hog Ad 2 891 29 F4HS U
st 594 HS(invariance test)& 33 A7
(Table 4), = A< 7 P 5L 499 &
Y2 gHEeH, ol 3 T= 5= F A
& 7 aflgEE Aol g2 AdE & & 3
o &, S0 Y sLe ARTH=
Alofxzo] Qe Bdy} Bluste Zpze] S &

Q

)
ue,
N
3
><I\)
)
o]

I
Jo
e}
o,
x
52
rlo
Y,
b
i
a,
jaw

tHp=0.191)0.05)(Bae 2021).
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Table 3. Result of confirmatory factor analysis and Cronbach’s a of constructs

Korean (N=222) Chinese (N=285)
Variables Std Estimate t value Cronbach’s AVE CR S,td Estimate t value Cronbach’s AVE CR
Estimate a Estimate a
Consumer 1.002  1.000 1.000  1.000
SO 0.963  0.932 0.965 0.998  0.996 0.998
INEErACVILY o4 0.927 0,900 16.291 0.99  0.991 97.779
v5 0779 1.000 0.848  1.000
Social
S:’;;aort v6 0900 0988 13761 0864 0.698 0.873 0.848 0982 17.088 0892 0.736 0.893
vl 0.822 0999 1295 0.877 1.027 17.787
v8  0.684  1.000 0.803  1.000
V9 0725 1.087 14.991 0786 0991 15.291
Rdal.nomhlp 0.901  0.676 0.891 0.882  0.643 0.878
quality 10 0970 1.560 12.842 0.825 1.039 14.410
vil 0.877 1426 12331 0793  1.003 13.853
v12 0819  1.000 0.711  1.000
v13 0.845 1.007 15.016 0.662 0940 10.222
Ethical V14 0789 0958 13595 0.687  0.964 10.586
. 0.925  0.677 0.926 0.841  0.470 8.410
perception ;15 886  1.053 16.132 0.730  1.007 11.216
v16 0.842 0989 14.943 0.715 0984 11.001
v17 0.750 0900 12.858 0.602 0808 9.343
Inenti vi8 0.873  1.000 0782 1.000
nention to
co—create
o v19 0869 0944 17.155 0898 0744 0.897 0817 1.055 12900 0811 0.594 0.814
value v20 0.846  0.900 16.120 0710 0941 11.467
v21 0.839  1.000 0813 1.000
Brand

purchase  v22 0.842 0.992 14.648 0.887 0.724 0.887 0.748 0923 12299 0.817 0.600 0.818

intention
v23 0.871 1.047 15.247 0.762  0.951 12.498

X" =694.716(d.f.=342, p<.001), NFI=0.917, RFI=0.898, IFI=0.956, TLI=0.946, CFI=0.956, RMSEA=0.45

Table 4. Result of multigroup invariance test

Comparison
Model x? df CH TLI  RMSEA "
AX Adf ANFI  ATLI
Model a. Configural 694.716 342 0.956 0.045 / / / /

Model b. Metric Invariance ~ 797.814 348 0944 0932 0.051 19.512 15 0.002  —-0.002
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3. =W F2 AHK 1Y W XOIHS
CRYEH 24 2

D) 74 Hd ZolAF Ak AD)

STt S AR oA AR 2E
&, A1 A7, BAZET &4 A
7H] 353E Jwet BAHE fujolr 4 2}
o7} IEA] YolEy] Pl EHIEE AHS AA
ottHTable 5). #4243} 482t 7 o282
t=9.176(p=0.000), A& AA= t=10.230(p=
0.000), TAZEL t=11.690(p=0.000), €24
22 £=5.934(p=0.000), HA:= 71X 3545
&L t=5.359(p=0.000), HHE Fufolr ¢
0.469(p=0.000)2 UEY B 7dEolA +
o 7F foJgt jolE Kol AR vehgoH,
= AHAPE BE w24 vehgch

r\l
‘t

)

>4-l¥

ofN n:LJ

2) tHlg F2PEA Y BHFBREA) 23
o|2A HjFolA =& ATEF(Fig. D= #
F5t7] floto] e 2P A EE (Multigroup
Structural Equations Modeling) 242 AFRS
of T et 7o) F24 ARIHEE AEeIen,
TFAF LR o= HrojlA F Hd 7+ A= o7t
U=AE A Al BEATY 245k AlE
AZ3I B4 FAIHTable 6) A= A=
x%=940.362(df=362, p<0.001), NFI=0.888, RFI=

Table 5. Result of t-test

ASRIRT} BT JOHOE B B MZ MIIE CjAtoZ 287

0.870, TF1=0.928, TLI=0.916, CFI=0.927, RMSEA=
0.05% Yeht =8 71s3e Bdl=2 wakE 7id
= 7+9] A AolA= A, SNS HiE Ho]#]
oflA AxH|A}F Tt A2 ARGl ARl Ao PR
nZths 7Hd 12 & A BRoA foJ5t Z o
2 YEth ol Tajvidi et al.(2021)9] d5to]|
Al AABEAL Q= HEeE Zo] SNS HRHE Ho|X|d
Al ABRE 2F AoARg o] S ARATE A
Zkshz AR AA= 71 & 5 Atk 8 A
A o] B4 AR
ARRlA o825l TRt %‘?ﬂi% ouinsied
wZo(Han & Windsor 2011) 7|
54 —1——’3515]'04 SNS Bt Ho|x|& 7jAds}od
AHIAHE9] AT ARG 0 2R A7|H =t J‘ =

A 94 5= Jﬂrol‘*}“« = 783 A&
835 4= Q12 FolcKTajvidi et al. 2021) e}

A SNS EHE mo]z|oj|A] AB|RIS0] HHA =
HOJ AR A AR5 Aot ES AU
et al. 2011) 3=FHC 2 HAM=elo] IAE A1
A7l =go] Qg Zolch

A, SNS BT mo|x]oj|A] AB|AF7} Fodst
+ ARA A9 &2A A Zto]| thgt 7+ 2
AoflA] oA [oJ5HA| Y PIAl= A=
UERHTE 2211 oA Bao] =] oF
< 7199 A% 2934 SHS wdsir)7t o9
wlZof|(Carrigan & Attalla 2001) 3 AFxo] g

&dll(Liang

L =
~— T

Korean (N = 222)

Chinese (N = 285)

Variables - - t p value
Mean Std estimates Mean Std estimates

Consumer interactivity 3.2275 0.97308 3.9789 0.86678 9.176 0.000
Social support 3.2958 0.77680 3.9860 0.73518 10.230 0.000
Relationship quality 3.0923 0.79551 3.9009 0.75442 11.690 0.000
Ethical perception 3.7718 0.65447 4.1023 0.56619 5.934 0.000
Intention to co—create brand value  3.7538 0.78729 4.0971 0.65447 5.359 0.000
Brand purchase intention 3.6607 0.67934 4.0433 0.64586 6.469 0.000




288 SRXIABMETISIEIA| 33 25 2022
874o] ==, ofH AJgolA ABRE] &
Ao AAPE o e LILEERE B &
Ue BEA A7} o|Het o RS sfEsk=t|
80| F 4 SQJcHHajli 2018; Nadeem et al.
2020). whAf SNS Ho]A] /gollA 9] 4]
A AR AL 7199 &84 SHAA Y
AZE ATAA ST 0= MR} AdEo] 374
o7 AT AoE 7|t 4 Qlrk

Hajo

— =

A7), SNS HA;E wo]xjel A 2:u|x7t HHet
L A}3)A R|R|9F BAZEA tigt /M 38 &= A

o HRoA FOlSHA UER T ol HHE o]
Al YollA o2 Hdee] ARE U AR E
Skl Qlths A2 22 o 78 AR A% 0]
U= BHE Hjo]x|eke] AIFHo| sl 3722
2 grlelA "tiLiang et al. 2011; Tajvidi et

al. 2020). %, BAE solxjote] TAEE Aol
QoA the THUSENE St 4+ U= 34
2 Meu Jut Fa% AL st 8L ©

w]gtcHajli 2014; Tajvidi et al. 2021).
YA, SNS HiT H|o|]of|A] iﬂlx}ﬂ <+d%
Azt TAEA it 74 4= F Ao 150

A §olsHA etk nlAbEe] 54 S
A BEHE B9 ey Zwe FYHoR A%
Stk o] ZEoIAS] B ABS Ak

AlAMorgan & Hunt 1994; Hwang & L
2012) 39408 EFE Aol A&H9 474]
FAstaAt & ZolckNadeem et al. 2020). &
5|, 221 A Aol A 9] AHAke] f-24]
Zto] 37841 TAF gl AUotA Fa%H 8RAUL
T AFNME A= QcHElbeltagi & Agag
2016).

oA, SNS Ho]x|of|A AHAZ} HY
Sk= ARSI Z[A|eF BRE 7H4] F5330 %0
et 7Hd 5= S AHAIATE {o3E o
UeRith debdog 44 YESA oA

A]

HAC o

—1{—

BASS 2F Yol FRA Zue] Asja A1
2 AFHA 2 W) 24 2] £gol I & et
T QAR 9] W o]t TYYUE T T
52 B A 2 9% fske 43l 9

HLiang et al. 2011). o]x& AAQu|tjo] 340
Al st AR X[x|9F HAE 713|9] 35%
Z 219 A= theo] AFEelA 37841 A

Table 6. Result of multigroup structural equations modeling analysis

Korean (N= 222) Chinese (N= 285) Chi
Model Std t p Std t p square
estimates value value estimates value value difference
H1 Consumer interactivity — social support 0.256  4.691 0.000 0.405 8819 0.000 4.134
H2 Social support — ethical perception 0.297 4322 0.000 0437 7.749 0.000  2.399
H3 Social support — relationship quality 0.351 5238 0.000 0.436 5.813 0.000 0.681
H4 Ethical perception — relationship quality 0.175  2.690 0.007 0.408 4.249 0.000  4.043
H5 Social support — intention to co—create brand 0096 1430 0153 0196 3166 0011 1188
value
H6 Relationship quality — intention to co—create 0270 3486 0000 0151 2539 0000 1484
brand value
H7 Ethical perception — intention to co—create 0713 9284 0000 0523 6146 0002 2639
brand value
H8 Intention to co—create brand value — brand 0553 9505 0000 0.607 788 0000 0292

purchase intention
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2 YeR4al It Cayla & Arnould 2008; Hatch
& Schultz 2009; Schau et al. 2009; Gensler et
al. 2013; Ramaswamy & Ozcan 2016; Nadeem
et al. 2020). ZLE & A tollAls St AH|AR
78 L FAZE reloHA] @2 A o' UERY o9
WeE F7HAQ1 A7) F Aol A|7]EHTh
o514, SNS BHE mo]x|of|A AB|A7F HH
She BAEEY BHE 71| S5AEo =] Wit
7Hd 62 F A BRolA Fo% Ao ® yER
th. ol SNS BT #Ho]z|9] #AEHZHE 9
7t 2 897t BAEAE TR she
=g AAES AST APATet 22 ARE
Ho]F1 It Nadeem et al. 2020; Tajvidi et
al. 2021). A 7192 BIHE 71 &6l
913l SNSOlA BHE H|o]x| & AlSshl S5Hx
5o LAzt Rt vHA" AEE AlSshs A
o] asitt. o]t To|A AnR= o AA|
59 FE % T 4252 53l 7140l 718
£ AIF3HL, H oA tE ABREHe] 35
AAQl S5 B0l 22 Ao Egd 4 3
< Aot
UFHA, SNS EHE Fo|x|oflA] AHRLS] &
2 A4 Hhe 7] 353E20 w0 tijt 7F
d 78 7 A BRoA Fo5HA ddFES vA=
Zog Uity 281 ESFoIA 9 AHARt 2
= A% 3ol 7Fss] diZel dis2o] &
UL FAo| HE7Fs 59 He AL
QJtHLee et al. 2018). &, THYUE 719 FH
F7F YA Q= WFo R olojd B HEE
Aol &g 4= 9)7] WEl(Dillahunt & Malone
2015) EHEONAY AFELR HolE ofFA Tk
oebs ABARER slolg 94 SHe 99E
of7lsHA] QkEE ¥l WHE & AHH ARE

+ JEFRE S 79 s5HE EEol EY

g

i)

S VR

o

o

EE FHE 2 35 MZ MUE ez 289

SHA dofd & U2 Aol

ofgd, Bl 7K 3542 e Bl
mjojof gt 7Hd 82 + ek EFolA Felgt
Ao YRt AHREE 7H] 354230
A9l FiE B3 TFollA 7ol Higt olshE =
o]l ¥ AlFolut AHIA T s =Y = W]
o] shEIFEoIM Y] 3REES s=4o® o
H E] =S #olet oM Fa% 2
Qlo] =31 QItKLiang et al. 2011). ©=HA] BH=
Ho]R] oAl FEUE o] HEt 3EWES
B/oehe 7199 e 35208 AHRe] B
e deEo] JF= vE 5 US Aotk

B Yol7bA = Ak 2+ 2R Es vlwet 23t
(Table 6) 7Fd 13} 7} 49] 3% AR Dt A
o] »* Zpol(x* ) UAX 3.845 435}

F A9 2t 24aTE Hol: 208 YRt
(Bae 2021). &, SNS EIH:E Ho]Z|oflA AH|Z}
7t AT AR A7 TARNA 24
=4.134, SNS HHE wHo]x|of|Af An|x}e] §-2]4]
Azt FAFAZS] BACIA 2°4=4.043°2
Bt A 2F A= 3ol lolA S5 AHAF He
o] F ¢ gt ZAog FRIFHI.

2 Qg g F3o MRS diew
3o SNS HAE Wo]x] Aol o] 24 7 A
483} B PojolE PAGIA Lulx7E Fash
£ Asld AA), BAEAT geld A7 @ B
A F54E o=o] JYAL TolstuAt sl
o BAET AR, B AASEER 1 e
8, AEH A, BARA, ge)H A7k BAE 7}
A FEARIE, nAE Tojol)] A9 A}
% 284 7F AR Aol SO 0= ek
or, BE Fgeld FF £uA H B Ao
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ehdeh, S, 7ML S48 A4 — BRAIE 7
A FEAEID)E A BE ol Tt
33 2l B SOI% AV U AR et
ek AU, 7H 1C8ERRE — ARB1E A1)t 7h
4 4093 A2 — BAFD AzoHE B3
A8} G AnlRjo] u]sh & o e
o] UL @Y Aol B FFT 4 YU
B QA7 olof o] AE AR Bz RS
3} ol ANEE AT % Uk FA, 2
adn|tlold] A8 FolH A4t AP Bz
WA He JRE 1% ) o AuRET 29
o= LIRMOIA A1 BAZ FATHL, of
2 Fof hoRet WA AEAA Gl B
2 S gtk &, 28ADA oA Arlvt 7
g Fot A3l AR e 7H) B
% 7pge] AR7} €3 gk, B3, PR £49
A1 A 4741%@0115 FHH FFL v
BE PulolER AAEE
QIk. R ATl AnlA) A}
QLS AololA] agrlelele] 91717}
o1 gl Arf Aol AR F o
et Letol B Folo] Yol Fat L o
o, & ATolA] £29 gRA 29le] A8l A7)
of Glge aEARANNA LIRS 2k) BAE
eiek stel o JbA QAISHES: Gk webd
SEESTES e eyl g o

\1

okt F8% =1 B 5 Sl &, A6AE
o] F2AEE 4 U= AR ‘4&9} H= 7o
U4 AFUE HollA SNS BERHE Ho]x] o]
A ABRE A £ 9= /\]-gx A= BAZ

A3t BAC 7B FEHRAES FRstel 334
o BYE e} AATRE L olsiE
"87} ek

S, a5 AduAAAolNe] AHEHE

T BAE ol 7o) BAE sk T
A 71 FERZ2Y e AHA] JE Aol 3=
Aoz A ot Sl 1ol dist A¥E 7hs
SHA kil Stk oo £ A7 ARSI A7 o2
7 BAEAE o]EZ HIFORE AHAY] M| B
AxYsol HRUA S2e} A BHE Ao
Ashs o]24 EdiE AlFsta Utk &, 7t
i’%ﬂ 2852 Bk Aol Fie BEHE
AAARI E971= BlgEo] APUHOE ARE
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7 oA st dFe f=skA "ot
(Ta]V1d1 et al. 2021).
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