
		
			[image: Cover image]
		

	
    
      
        
          	
          	
        

        
          	
        

        
          	
            [ Article ]
          
        

        
          	korean management review - Vol. 50, No. 5, pp.1217-1254
        

        
          	ISSN: 1226-1874			
					(Print)
				
        

        
          	Print  publication date  31 Oct 2021

        

        
          	Received  31 Dec 2020
Revised  09 May 2021
Accepted  20 May 2021

        

        
          	
            KMR_2021_v50n5_1217

            DOI: 
            https://doi.org/10.17287/kmr.2021.50.5.1217
          
        

        
          	
            SNS ‘인증샷’ 사용자에 영향을 미치는 요인에 관한 연구: 사회자본과 시각 사회학 측면을 중심으로
          
        

        
          	
            Do-Yul Lee ; Kee-Young Kwahk


          
        

        
          	(First Author) CEO & Founder, JTOP Future & Technology Co., Ltd./Graduate School of Business IT, Kookmin University dylee@jtopft.com

        

        
          	(Corresponding Author) Professor, College of Business Administration/Graduate School of Business IT, Kookmin University kykwahk@kookmin.ac.kr

        

        
          	
            A Study on the Factors Affecting Photo Sharing Users on SNS: Focusing on Social Capital and Visual Sociology
          
        

        
          	
            


          
        

        
          	
Copyright 2011 THE KOREAN ACADEMIC SOCIETY OF BUSINESS ADMINISTRATION

This is an open access article distributed under the terms of the Creative Commons Attribution License 4.0, which permits unrestricted, distribution, and reproduction in any medium, provided the original work is properly cited.
        

        
          	
            

            

          
        

      

      
        
          	
          	
        

      

      
        
          
            초록
          
        

        
          In this study, the motive factors of online users who share ‘photos’ on social media were explained from the viewpoints of social capital theory and visual sociology and the effect of these motive factors on the social network characteristics between bridging and bonding social capital was analyzed. In addition, the effect of trust and satisfaction(flow) with photo sharing on the bridging and bonding of social capital and the intention of continuous use were analyzed. As a result of the analysis, social motivation of social capital had a significant impact on social capital. Also in terms of visual sociology, narcissism and altruism have had a impact on social capital. Bridging and bonding social capital influenced trust and satisfaction (flow) and these two factors influenced continuous use intention. It was shown that bonding social capital affected the motivation for continuous use intention, while bridging social capital did not. These study attempted to study the positive expansion of social capital according to the evolution of SNS and the conversational method using images. It has implications in that it analyzed concretely in terms of social capital and visual sociology.
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