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SNS &8 et vlaEs}t A7E gt TR G (d=, T, 4B v A0, Aveh) 24 g
24595 AEZA} 3l Oq:rLﬁ o2 ARt B4 B4 A3z SNSE Bd A AleiAEe gele 54 et
4 wshet ddxE gkl Erjd ZgloA A&E, AAA AR AEe] FHRoAol A9 B3l B} Auigos =
Fgdse Aoz Yepgon, F Aoy BF SNSE 53 9484 AlsAEe] ZxHEe AL HFHeh a=]1 SNS

O{N

£ ol 349 ASAL Feld] W) 247} b2 AFT) BYL Holk Ao WAL, 3, SNSE Fol Be ASA
ASALS BT AUES A AF 6 el ke W, 927 ASAELES gol 4B AUEe 484 AF

=2

wilol ¥ Bt

= d7e SNS g5l £3h4 S SP4or d724 2H UEYA FHoR offoA J&FE & F U
w3 SNS 243 10 w2 AR 4o i 2} %o =

Ap g Fol & 3k AA A w3 FFE AA

BafAd =] vk FEAAM AFsiinh

FAlol: SNS, A& AB|ARE, A2A AR, 7164 AlEr, SR AlET

| M2 = EH($17]). #o] =5 (Facebook) o\ ESIH
(Twitter) & SNSE o] &3l AAVEYA LS &
A 7 2719 e 28l d=o 2 2011 A <
A4 YEY A MY A(Social Network Service: Hyl AL8atE0] eldA Bule Azt & < 5%

SNS) & AREAREY QAT ARFH, aln 9 1§ AR e A2 YERTH(COMSCORE,
ok o] FE L Lolal sl Lkl ZYUE 2011). olo SNS AHEA SR V|sFFH R B

=28 2012. 5 Ar=Ed: 2012, 11
* o] = 2011 AR (uadEle) o Ados dxdyade] Ade ot £48 A7 (NRF-2011-330-B00080)
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ak=aa!

oltf 2012 AA AAA AHEAE
o2 Ad di¥] 19.2%7F S 718k
2012).

G374 IHYe] $40 = o]ye SNSE =
g A4 o= @ w7t =gE Aol ofyet
A AAA R dojuta lvk(Schonfeld, 2009).
dF &0, 7P g8 &l SNSY #Ho]aRo]
2004 vz HAEIA] SHHEE St 7] sAko A A
Zhgl olgf 20129 AA AHEALY] 81% o) W=
I AU 5 Eujo] 9o w7t AFsta )le
T0997] o] dol2 HFHa ith(Facebook,
2012). o|#1g SNS9 H43 AAAZ sle] ©
<719 2 AFAEe] &R|AEY SNS 253 1

149 3¥¢ o
(eMarketer,

o|Z% B AFEEC] SNSE Y] 4524 4A
olfr= 01%177}? Facebook
Wilson, Gosling,
and Graham(2012)°] W29, 7} &3 A}&2¢
B2l A7 dge §A4sna e Aolgn
2% 3 AHASE AL A NEAAS 2

Astal fA 3= "Hi-?‘ vy go 2 SNSE
gars| gdastn (Ellison, Stemfleld and

Lampe, 2007: L1V1ngstone, 2008; Tufekei,
2008). dl& E°, AHAES A4l Z2H S ¥
Mated 2alE EEsta, SNSOA #AE #Ae o
E AR B2ES RhRoRA YESS 34
7 f2& szt (Boyd and Ellison, 2008).
olg g 7HQle] AElH UEHAE SNSHth tohe
Ao EAE ), dF o] ESEHAME 2
Z9 (follower)2Hs Mdoz Beln, 1 YEHA
= Z=29Y (following) gt @502 g &2 o

Z29 (unfollowing) &2 A7 2 4 t}, Hol~
Holre AF(friend) ke BAZ AHEAES] o
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EA 2 2ES AT F lon, o U EHA
= AT 9719 #7](add a friend or unfriend)
2 7iQlo] olatAl g ¥ H4% 4 v g
AHEAFE S SNSelA #Apile] Zede] F/i4 =9
BRI A2 #Het A2 & & o dE E

MySpace°ltt Facebookd e AgA7E 2441€]
Z2A3 gFellA I AR, of W W R A
AEAT FAE 24 B+ At

e 54

71E A5 SNSY oj#d H - =, Ji<lo] &
A A A AAE B4, FAE ol & 4 A
AF st AE vl o2 SNS ARgo] ERelzie] AL
32 #ANA dojA e de (ZE& AL AHE)
A FgFE FAIE goh(Steinfield, Ellison,

and Lampe, 2008 Wilson et al., 2012). ¥
ATz olgfet 7]E A+ WA SNS A 7l
Qe *}ﬂZPia“ 5‘3401] 4 ”L—%‘}i‘ﬂr.

O

Apol| e H %7] ﬂﬂ% A
T FA7E ol AA E}TOVW A
A, dokre] 71E A

1’%‘*5‘ SNS %%01] %ﬂr??} xél‘ia A2

tH(Wilson et al., 2012). 37| dF4

SNSe| 2&3 AR F4 ol B
ol #A 2RE HolFa gle
Al SNSE th2/ &43tx a1 23
Apol FaH= 7‘]2 A Ao HofFA Xt
sl nA” S ok she A 795 SNSE
oA ARRA BAMEAILS FA ke ARSI ARE
(social capital)®] 2] &34 w7 weh 2
ol7} A E oldld Bt gt} 22d vd=4
7199 AT SNS9 Abgo] A AAAcE
7kt Sle @ Al SNSe| 7 3k Ao
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SNS(social network sites)& Eafl A=

%‘3% m3‘*§*4 Ak BA ] 2‘é"éﬂr ZﬂQI
o zto)7} AEA We Haa Hnj(w)= Auch ¢
SHoMloHE, T, dE)E tiFy e AU
we T} g FalE vl wstaa} gt

=4, SNSE Ball FHE ARSI AEo] o9 A &
H 2t P 5 & W AFTeR AV HeA A
HE A gk 7]E AFES SNS Aol ARs|A
G4 FA AHA #ATE des BAFA
TH(Lin and Lu, 2011; Ellison et al., 2007:
Williams, 2006). A3 Ap2e] @43 S2 ] nhA
ISl #4S 11e ol & 128 A 921
27} A PF o2 ool 7] wZelth. Rogers
(2003)= AH814 A2z} gaast B3
%@%oi’ﬁ NZE AFES we] wolsolA 3t

oA 9] wiAE A ¢z
(Trusov, Bucklin, and Pauwels, 2009), &2}
Ao A e FES HHdrE 71E BAE 2 9
d ARE] Bkl 2l 03%73: o (Moe and
Trusov, 2011), B& 59 Z=o} }ﬂﬂ dzdq
g 21 e dHY Oi‘ﬂ hub)9] g3 Foll= &
o] BRI FEY XS Addte
(follower hub) 92 v} g1l4 &
hub) 9] A-¢ele ZR50] ABES
., 2009).
AEo] 2ol SNSE &
GAE ALS| AR o] of2] PEjo| LH|A} PFOE o

= < BHA 2= SNSE §

2L
o
N
>
S
Y,

AlE|RlZ 0| ERZE 2HIA} MFEMZOl ojRlE YT

s FRE ARSI AR AAH AAE HA AlFTo|
Z=4 o}f A A Bz gt & 22 44
AR PGt dlE AlgEC] S 7=
E4 AETol EAstn 2 FAS ekt 71
< 54 A dAA 284S 23] 7EEY A
S Hgoz M a4S Adsta A9 gAE
5L JE TRAYY ARG S S8
= Aot

a2 BE B AFE F Y 93 5XE AA
gtk A= SNSY AREARES] ARSI FAJ 9
ezt w3H w7l uhet 2polzh A=A E Eeldt
1, A= Y A4 AEIAES F45E SNS
AHEAFEC] ofuld AlF FH o ¥ #AUS HE
o] =X E HEA SNS dAtel SloiA HlwEdl A
TE A&sta, 54 AlEF 719do] SNSE $H
A aAFAERA EEote d Ego] He
AT AHE A StaA} gk,

OIEH HiZ

2.1 SNS©| oot Alg 25

SNSe AFHE WA sAw, 229 7wy
Ejo} o] FH IRt FH wds FAHOR G 7
&9 AFHE AR g AFYA A (Computer
Mediated Communication: CMC)Z}& 4AH|A
o] At8] H A4 (social-emotional) L7l 2HS
3 dtke AdA 7P 2 Abel7t tk(Rau,
Gao, and Ding, 2008). Boyd and Ellison
(2007)= SNSE th=# 2& Al 7149 E4 = &

Aoz Aotk (p.211). SNSE (1) e A
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Al (latent tie)7} Y& *}%}%ﬂr«] A= Al
ot (Haythornthwaite, 2005). o|#3t 7]%
a4 dA 28 HEYA Mujae

o
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o[Zo] - olx|#

(heterogeneous) T4HeE F/dH 2t A (weak
tie)e] WESHZFH FE A< (homogeneous) T
Aoz a9 A A (strong tie)7F & Ul
ESaztA] ket WEYAC] bt (Ellison
et al., 2007).

2.2 AN2[Rb=e| Folot 715

H| & ARS|abEol gk &of7t ofg] ST EokolA
218, AW Zkod (civic engagement), 49 W
(life satisfaction) & Th&d F342 n|2 74
ol5lo} A7} o] oA A (Bourdieu, 1986
Brehm and Rahn, 1997: Coleman, 1988:
Dekker and Uslaner, 2001:; Lin, 2001:
Newton, 2006; Putnam, 2000), ¥xk8 oz 7§
AA Aol Ao AR AR ANRle] AHS A #AE
satd de F e Ad 2 d9E Fdth(Lin,
1999, 2001 Putnam, 2004). <& €°1, Bourdieu
(1986) = ARS|AHEZ 7H91e Akl BAE B3l
ds F de 2424, AR A He oY,
713, Ao FEe= Askila, Portes(1998)
& AR B A0l oA 4 F e
sEolgn Foata, Lin(2001) 7j%lo] A4Ale]
AR BAY S gle AL A2 F e A
Aolgtar A elskglet. ofd & Al ARS|ARE
< o2 Mol M Aol sttt
TAA FEE Fag AEAEY] T P
= A<44 (bonding) AHEAHEY}, A2 (bridging)
#olth(Putnam, 2000). 242 AR A&
54 A3 A2 lHTOH*H 2 Foj A =

4% Fol, Q24 ARARE %9 IS
okgt AAo 71 EAo| 9t} B Ao E SNSE
£2 5 345 AL AR o] F A
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SNS(social network sites)E S3ll A=

o FHE Yz F vk 178k, o yopst of
T 7H e Abg|ApEe] AiQ19] 4] E o "
A o] SleA], E F3AEE o] F 7] Py
ABIAHE o] Abel 7} Sl A Gobmo2M i
of F&staiat gk,

2.2.1 244 2184 (Bonding Social Capital)

Putnam(2000) ] W2 Z&A ALS|zEe 7}
Zolut 7k A H g i 2wt E g
AdsA d2€ FEAAA EAst, FLolA
A Y-S AFdtt, AEH ASREY] Fag
E4& wle)4 (embeddedness) ] tH Granovetter,
1985). wielAde] gl AATL FgE F2= el
A TFRLE Alold] AlgE Aol FPHT. o
Agd Aol Zstew, o AAY o Fod
(reciprocity) 2] o] AL o2 <& ﬁ“é%
5 19 AsA o] op7|dn}. of2igh Ao A
Aol de FHE 7H7E F4EH FEA Wl
"]ﬂﬂ A ]7ﬂ Hrt.

datA 25 Y EHARTE S

A o] 34 ddg AT

A AL wfel] kA=
T gt o]9} #H#Et, Portes
(2001)= Z&A ASAEC2RE o2 F e

o] gk U];(]

FAAY SHS 7V E el AA, e
AAlE B Ao A wedE $F Arisldl
asfd #A gRdle] Haeks AL WA o
1, HFELELS BALAA A= oA A

9]¥t}(Helliwell and Putnam, 2004). 4, 4
&2 AL AES] BAY Wl o] BT A4
MRAL AHE A3 4 Utk AA, 2 FFA
el F= Qe Wste} el FH & Aot

o

ZESAT M4 Az 20126 12¥

Ate|RtZ ol 7t 28R} MFEM=0ll ojx|=

I'I'

2.2.2 9444 AFS]A}E(Bridging Social Capital)

HAANA AgE = FAA Adel] HE & 2&
A ARSI AE T g, AZ2A AR Al Al
FE AR AHAL A T FEA '5‘41‘5“ Xﬂ%
tH(Granovetter, 1983). dZZ
kgl GoEAY] FaoAd Yot ==
Granovetter(1973)9] +x4 249
1 JoH(Burt, 1992, 2005). F+x24 Fujolg A
2 AY d2HA g EJHXWr |&E Alold] &
Aole 124 HES 3 (Granovetter, 1973).
Burt(1992, 2005)= 3¢ ful#AY FEA=ZHF

4

H & F U 33490 8358 AA5, 123t
SAE FEE 4 9l Ugte g A2 g2 FFA
£ A4AIE 9272 (bridging), @A (cross-

setting) fFul&A 9] 2
T24 FUE A}

rr

o
HAX]‘H(Putnam, 2000) Hi AAH %A
A AE] meo] T3

Al AEsta 9\/125% Zyztol Jete]
(non-redundant) JHe] 35| HZ
Ak, ol2dk P23 Fuof|A] T7HXHbroker)
&2 ot e AA Pt 2 vMEYA

3 Fde A71Ad e (timely) dEE A& —’F
SH(Burt, 1997). =3 727 FU-& A3A 5
© dAe G S A4 & ofet Aol
QS WA HH B

« O
_

r9L
)
)
1o,
m
1 o g
E) ﬂi
o

0 &2 “é% §o > 2>
-

;3 ) o}m 12 X o

i
wlo  [m

7] (gate-keeping)
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sl&ste 98& & ® ot JH 55 24
otal G Hel 3= = 4 Ak (Lin, 2001).

2.2.3 SNSel|A 9] A}g] A}

ol ulo] S48 1990t 27| B =L &
2kl Ay AlolAdo] Q1] BART AL A Fold

A2 Gl Hal AFst7] AlZsksthH(Wellman
et al., 2001). o]&g 7] AFelx= AHY AL
S} AR Aol tigh AgutE Azt YEbETE S
2R S QIEYl AR AIZEY F7hF el
Agolu AKEA o, RIS At F
A3t tH(Kraut et al., 1998; Nie, 2001; Nie,
Hillygus, and Erbring, 2002). T3t @3xzkel
o ARSI AR Y] A ofet QIH Yl A STt
22l AFUE tiek dAGA] a7 E Ao
Z YePgth(Wellman et al., 2001). °]& 9
AR S7PF v ofek frojeAlel 22l
ATUE FHZ olojAWA, ARYUET}L AlFete
BAL A3 sAF ] st 7]l

ghel], guieo] As) — &, 22l Ay Aol
Aol & 294, ZEe AfryAlA 713 SR
Qe AbS|AHE el 34 qEE ke F3
Eok ofe] gAEo] o8 AAHATH(Bargh and
McKenna, 2004; Katz and Rice, 2002; Lin,
2001: Rheingold, 1994: Shah, Kwak, and
Holbert, 2001).

F SNSE Ao 23 AFoA = 71 SNS
Abgo] AEA AAA AR, F AR BE] 3
7§qu] HAZE dok AXE A (Ellison et

., 2007; Brandtzaeg, 2012). d& 9], <&
Brandtzaeg(ZOlZ)L 2008 HH 3o A2z =
AFE Fotol SNS AREAFE©] HIARE AL B|shA,

1624

olo| - o[x¢!

: T "W AFYA
OJME ) Be Aew Han. el add A
5 SNSE %0}0:] 7HLE% Z]

il
o= X‘E“*Ol ‘%‘—8— 7H°J° J?ﬂr?ﬂ‘%% %ﬂ?:l -

cE é”ﬂOﬂHE 7H
Sl 71 A9, 1*4 Aot 35 A/ UE 5
Zlste] froiEAE Z3le o+ e Folth(Brandtzaeg,
Liders, and Skjetne, 2010; Donath and boyd,
2004; Ellison et al., 2007; Subrahmanyam
et al., 2008).

2.3 HE 74 A3 (utilitarian) vs.
N

AZIX (symbolic) MZE

s2 AF
fioz

AR I 2HR P EHA AlF
(product category)<® —froﬂ/ﬂ 714
okl de oe] 7] WRe] sint. dE 5], 4
A AFH HFA AlF (utilitarian versus hedonlc
products: Yeung and Wyer, 2004), &3340
A 2 EE AlEFT AP FAAA oMl AlE

(publicly versus privately consumed products:
Grewal, Mehta, and Kardes, 2004), & A4
Aot B4A (Grewal et al., 2004) 5] et 2
% B2 " d7EL HEY 750l E(attitude
function theory: Katz, 1960)5 7|¥to 2 3o,
AEE 2824 /71%54 (utilitarian) 2 A4 (symbolic

or social identity-related)&HE& /A& & F
o

B2 Urn A 959 99 Anugy

(Berger and Heath, 2007: LeBoeuf and

o
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SNS(social network sites)E S3ll A=

Simmons, 2010; Lee and Shavitt, 2006:
Shavitt, 1990).

AEA Aol 2uAdA F2 A8 7]
o HEE oPldte AlFLR, AHAES 1 1
& 54 2N ERE 2] A =EA 2t
ofo], o o AlFe] AAA E£A4 (features)
71541 93 T 7HAARD B (tangible rewards)
S 7V $A18tHLeBoeuf and Simmons, 2010:
Shavitt, 1990: Shavitt, Lowreym, and Han,
1992). d& &0, 2HAES =ER AFH, PC
T 7 @ W Aol A, S2 vy &

R —(N U{H ol

CEin
F, CPU £ 9 AlF 2229 £ vdes
el i HRE GAs|d A A opdA] o
7betal o] & HiEeR HE(RFNE)E 4T A
ojth. W, FRA AFold u| Al F= A

A%

A 7159 HEE oPlete AFoR, AuAy Al
tg_;,-‘ g_o‘: Jﬂ/q Aliﬂei /\H];(].ﬁo] Z}A]_J zhﬂzﬂ
ojvf 7H4], Z-& Ao} o|nA|E FHste Hl o] &5
£ AFECIH(Shavitt, 1990 Shavitt et al.,

1992). d& E°], &HAEC] dF T T
o, 1 o] vof AbE]A | ofr| A S 2 YERY

]71] u}al—xlz‘s O|A}L. =

I, AEle] e FAEEd

=1 o= &
A5 FAlete] AlEel rﬂfﬁ& N3E AT Aoln,
EE, SESOY HuA G g2 AFES 44
&3 A 48 E% 7W Sith(Shavitt,

1990: Shavitt et al., 1992). Wt 54 AF
& TEote 7S 2HAL AlEY] A8A £
&4 T e 4L HUHoE t F85H
71X €2 Jdth(Dhar and Wertenbroch,
2000; Okada, 2005). o1& €9, “EEL t&
ARSI od RS Fdske Al T AlFe
87 om)o] gk 1347}

L RRSET R E

pud

A

(5}

fe
rXE
i
ACH
2
1pr
ox.
s
nj
Ho
ofy

ZESAT M4 Az 20126 12¥

AlE|RlZ 0| ERZE 2HIA} MFEMZOl ojRlE YT

Il 7Hd &% & o9 e

3.1 7Hd 44

H &3} (cross-—cultural) ATellA 71 HHA
o2 ALHa e w35 FHste 7IE Tl &
wU7b 7919 (individualism) £33 Fde]
(collectivism) 8 o|tH(Hofstede, 1990; Aaker
and Maheswaran, 1997). T 3 e] E24<l
Ztol= 7HIF E TE A 7He] A (relation)
o itk JeFe] 3 AGM s AFE Al
o] F59l&4 (interdependence)s 7F33HA|
AT #3H A9eMe 2E Al =d4
(independence) 2 212K Cousins, 1989: Singelis,
1994; Triandis, 1989, 2001). J&F<] &5}
& AFEE o] A2 (ties) 7t At 71 F
AR e Je, =S Aad FoE A
o} W] 2] o4, A o AA Fol AT
wekle g & 4 itk (Mills and Clark,
1982). fral AMde] Zede =, 3=, 423
& opAlot F3H FtES B2 Y JvT
s 1/}5}141“% nl=oly At 2 Mg &
st F7HES HYA o JiRIFY Aol Bzl

=

oL
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4484 - o[zl - ofx|!

=

Cho et al., 1999; Hofstede, 1990).

o WA B A4 ARg|aEolga &
T A A Ak 7te] o] wdt d o] 72 [Tk
o TohelA Hole 7HA 9 FRE HAE o
F=Th SNSolAlel AAA ASAEE e &
solgte AR TN g A Lo ol
% 9tH(Lin and Lu, 2011). wabA SNSIAM ¥
98 A4A A AR HH] o] o] Bt
A Slol A #AE ran AT e 2EA
AE| 2RI sl olefd 4 Utk (Ellison et
al., 2007). Putnam(2000)- Granovetter(1973)
7 #eE =&3 18 (loose connections) 2
e vt AZA ARARS A&54 ALSAt
23} vlwsto] okt Gl #A (weak ties) 2 <12]8h
%, o]+ Hofstede(1990)7} <l /MU Fe] &
kel A9 AME 7] =3 AA (loose
ties) 7 W4 Y& Bt

Mo EapdolM ZxsE M9 AF4H &
HA A-FsAME SNSY AHS 4 52 57
A F 7HA] ARSAE R AZsto] ols 4 STt
%, SNSelA 924 As|atEg PAste v
T 3 AR 714 1A AEEEH g2 o]E39
AR A E TR Heke Al e

>

-

et al., 2007). o= 79le] 49 AYE o] %1
A sk AR 49 dase g un

A THChoi et al., 2011).

Aelsta Aogete] we Bl Fo e F2
o) (=, Adeh) & BHoRrlo (B, T,
2) 23S Tohatold] nlue] T2 Aolsith

1626

(e.g., Aaker and Sengupta, 2000: Han and
Shavitt, 1994; Kim and Markus, 1999:
Triandis, 1989). ol& F &s}c] /MY o
S0 - X, Adel g HE, AohtAl A
g, AdH A5 5 A F3g 2ol 2 Ho gy
wj &o]t}(Nisbett, 2001: Shavitt, Lee, and
Johnson, 2007). & AFAAM T o]g 4 A
Soll wpgste] Bl A ()=, Aueh) 3} FHobA|
ob(g, T, 4&)9] &l wek SNSO| F 7t
2 e o] ks @A ol Aol7t Al S ot
Huz v

o
0

23l AFEEL SNSE E3d)f
9 (bonding) AFS|AHEHT}=

4B
Y

=

off rou b md Ao
=
=.
[oN
@,
=]
Q
S~
>
ot
>
(e
o
oflf
ox
ol
ol
X

M 1b: FHopAlor B3 AlEES SNSE &
sto] AZAA (bridging) AM3AHEETH
A (bonding) AFFAES A4

A g,

i

¢}

rr
m
4

o
k&l

Fo 2 A&A ARSIAHE-S YA staat
S g o] e HEHIAA 33 &
@A 2 AZAE ATHGranovetter, 1985). ©]
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Cross-culture

Western

Social capital

Bridging

Eastern

(ag 1) A2

Zolu 7p7hE AR Qo] LA d2E F
A A EAH, XA A DS AlFerh(Putnam,
2000). Putnam(2000)& Z&A AR|2HEe] 3
TAE FLEY Aol thekskAl kAR, uj¢-
et AAE Avta A osiint. webs A&5H
AR S FAEt A Sl FEYES AFS Tl
g o RS0 AT et & R A9
9 9 & HuA st FI7F AL Aot F,

2 gekstn Mz g2 A gy J&58 3t
(Putnam, 2000). 152 ¢A
M2 AAH A g2 JAdE
Ahs s T2 Y EYAREEH $de aglan Al
NA-G JEE A& F Ut S, AEA A AR

>

AASIT H41A Mz 20124 128

o] A EL FY 3 (homogeneous
shute] etk &5k @, theket T
A

sof 7l 2 AR Azt @ A
z o] 7N

71 2b:

Bonding

2

=

H

O,

rlr

2

o

lo,

_1\1 ~—

L dfm

- oX,

FO > ﬂllo

Nk 2 N
Moo e X

D
Sl
£
ox
i,
K
S
oty o
S
o2
Z,
o2
i
of
&1'

o Be JH} g AFe AlgEy #AE 2
2 dshe A28 ARAHE S FAsta e v
3 U oz v d4H ARAES P4stn
Ae AHAEE A9 el TS nA = A&
2l el A EEI #HdY zjolE Y Ao
R EA = S =) 24 d o L St d Sl A = SR
BAA AFTAM Hibe A4 AELM A
AR A AR Axshe J9d 187 e Hd
Zbell Zpol7tb Al Aelet dddnh Fdste] v
3 e 728 258 4 9t
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Social capital

Bridging —

olo| - o[x¢!

Interest

Product

Utilhitarian

Bonding

(ag 2) A72Y2

4.1 Xzo| +F

ATE 20119 A& g digtme Ag <
B3 943 SS9 LRI 52098 e
aezE Ba AN, % 5209 FolA &

4

d

| A2} F 5o o} A< ‘ZHZ-‘WE 2454
Toger dPgow Qb TR AYA
(occupational stage of life cycle)o] L&
o2 FAFU. o2 Q) TE QFEA A
o] %Aéo] g AEXZE /\].3—4;(-1 7:164 e }\]./\1/6}

1o, =TT, =

2000 Tsikriktsis,

o

fe o R Ar It
rh::

rlo

R
S AR e glon AuTH(hY) e
115702 46.9%0) ddac}, ?sli-
(429), dE(459) o7 +E F
13072 Ax Z&

—

Symbolic

=N 70\3(

7

2002). AA=

] 53.1%°

ol A A A
A, 2
4089 AF
A g SHAHM=2.60, SD=.67)%}
o] A&H(M=2.55, SD=.71)7F A

sl o2 YT (t(243) =

)l o

E47F 99k (Furrer, Liu, and Sudharshan, 1) #x). 94 A9 vF A (1049, 42.4%)

(E 1) BRI 54

M 27} N H&(%)
n| = 110

S 115 46.9
= Aver 5
EE 13

T HolAlo} = 42 130 53.1
& 45

SHA 245 100.0
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SNS(social network sites)& Sl

5
5
32
=

ozt (1419, 57.6%) =

X,
By
=
oo
O
@
[@2]
o
—
O
d
X T o
offt
Az
(e}
9
>
(o]
o
¥Q mY 4
RY)

(M=3.10, Sh= 107)7u golgh zkeol 7} gldth
(t=-.024, p=.98). &3 AM&she=
(M=w=1.99, SD=1.22 vs. Mzxuq
1.21: t=1.79, NS)& En| ¢ty %%owo} A
ol A zo] 7} SIS T

SHAIRE, SNS g9 Ao £ HnEse A
AR50 ¢ Be Aoz AT} (1:0-501,
2: 51-1009, 3: 101-150%, 4: 151-200%, 5:
20074 Mug=4.49, SD=.92 vs. Mgza=
3.70, SD=1.41: t=5.093, p  .01). &3 A
¢ dFd 9 SNSE &7 g oz Algat
/\]7}'174- ke ﬂgoﬂ 010]}\11: HU]XN‘/‘r(M:{g 80,
SD=1.11)°] F&oMo} F{eH(M=3.20, SD=1.22)
2o} o SNSE Ho] ARgshs Aoz el
(t=4.08, p ( .01). 71& A7l SNS9| A%
(intensity)Zh AH&AFe] QAAE AAH ARS| AR 2]
74k BAE g v Siok(Ellison et. al, 2007).
w3 HE SNS AR Atol7} Sle Alo' WA E
Aerp olsl FAA s Hn|A|dF} FRoAG S
el 7 £l UldlM A&A, AAH AR
o] Aoz T H|Fo| AeA| A H}TH

¢

M

AlM d=d mhek 2ol AFE, A7), 7HY

BYSIT ma1H M 20124 12%

Ate|RtZ ol 7 2H|A}F MFEM=0l| ojxls I

G717] Tol ASAJA AFLE, v, E, &
TE ARAL AFLE FES F 3T o]l £
TAME AEHd AFeE FHE AFEHL =E
& dgatgla, BAd AFe R HupAl g A
Sttt

FTEWFA mERT el tg 2B|AEe] #

(¢}
A AEE =4317] 918t Laurent and Kapferer
(1985a, 1985b)7F &3t A& E3& 33t
Mittal and Lee(1989)9] A& E3S A5}

g7 = 53 A=E A%l
4.2.2 SHHF

4.2.2.1 92A A A2

AZ2A AR AES 7 e FAAEC] o &
#do] Ha JHE & wol=rittE G
(1973)9 /‘Hﬂ Ao J8kS wWholA | Putnam

Granovetter

(2000) <3t AA49 L] EfAe R Atn

AEE T }71 Era Fosith, =3 A2 A

ALS RS 7 } £9 %@% 9)gkA (outward

looking), W2 917t (contact with a broader
o]

range of people) Y2 AlZ(a view of oneself
as part of a broader group), 52 39| (diffuse
reciprocity with a broader community) & Y4+
a1, olE 5] H T sttt A4
ARBIAHE S 71 AL e A1E GotRy] st 2A
= 54 ez Y tHWilliams, 2006).

4.2.2.2 A&A A3 ApE

Putnam(2000)& AFE2 2454 AL S &
a 2o o 758491 X198 ¥ai(emotional support),
sAAY Algd Fo] AdS FFE F den
(access to scarce or limited resources), A%
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s3] ZF8lA vt (ability to mobilize solidarity),
T5A Y= e (out-group antagonism)
olgta Fostgltt. old e EAES FH 5] Hst

Az Z4scHWilliams, 2006).

A BEAE WA AAE T
AR, kg mE SNSE %ZE 1E9Z 34
9] zle]E dolir] $l3 EHIEE T-test (independent

Samples T-test)E A ]8}219)#, 7+ Balg oA
o MESA P4 A AR S5t dSEE
4 (paired T-test analysis) = A AI3F4

JA, SNSE &8 UEH A 3] 484 A
FI AHA AFY Aol ofud JFE
Solr 7| g3 B AEA S AAISAT

A =4

V. 24zt

2 AT A AT E EdE 5 3
TANEE 245t 9lew, Cronbach's adlFS
ggsto] Az BAE AAle. 284 A%
Az}, A4 ABIAHEE 85, A&H ARSI AHEE
80Z 32l =t} ©]= Nunnally and Berstein

(1994)0] AAZ 75 H3lete A2 SHEA

HA o

<)
i
ful
ofl
oX,
ot
[
i
o,
o,
2
=)
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2 AEste FAE B4 (principal component
analysis)< AAlsI¥Th a2l 2903 Wyo
A

e SASE AESIAE £
ot

J?'«
Z“L
< ¢
)
=,
8
o

.ﬂ“
e
rx 2

(
% q A}ﬁx}i M=3.26, SD=.89) %t}
AAA ARAE(M=3.86, SD=.70)°] © =&
Aoz BlFArh(t(114)=-8.03, p ( .01: (&
3) Zx). AT M9 o33t tad, Fhol
Alo} 219 AFHE(N=130)% SNSE Fd 444
AFB A (M=3.08, SD=.76)Rt} 927 Al3|2
£ (M=3.44, SD=.76)< t] 34 3AH(t(129)
=-4.69, p ( .01: (X 4) &%), o]& 50 Jdzy

FHolrlo} Ad % SNSE Edlo] 243 A3
AEET AZAA AR @t e Aol o
=55 ¢ F 3tk A 7K lae AAEHAL
U, 71 1be AR E A 9%t}

2 A7= SNSE Bsto] olet ARSI AL 3
stazl ste F ool AlFAT T AHA
o] z‘ﬂ:él u]/ﬂ oz 7]_A4 23 }é o} _?_}d
Aol 7Hg R, SEAEC] HuAE )
oz A z]z% xﬂﬁy l—':'TTSI N}L;@ xq]%.g
e Al 2 7R Bgo ERIFHSIT dE 5o,
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=
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SNS(social network sites)E &8l YME Ats|A=2| EHEW7} AH|X} K|

Edzo0l| ojxl=

=R

(F 2) SNSO|Me] WEHIo|| Cist QoI2A! I AM2|E A 2o}
e g 29] If* | Cronbach
Z=piikds agk
Az 1. Interacting with people in SNS makes me interested a4
AFS| A} in things that happen outside of my town. '
. Interacting with people in a SNS makes me want to 83
try new things. '
. Talking with people in a SNS makes me curious
about other places in the world. 8 3.21 85
. Interacting with people in a SNS makes me 74
interested in what people unlike me are thinking. '
. Interaction with people in a SNS makes me feel like 67
part of a larger community. '
A&A . The people I interact with in a SNS would share 79
AL AL their last dollar with me. '
. The people I interact with in a SNS would be good 75
job references for me. '
. There are several people in a SNS I trust to help 7 289 80
solve my problems.
. The people I interact with in a SNS would help me 69
fight an injustice. '
. There is someone in a SNS I can trust to for advice
. . .. .68
about making very important decisions
KMO=.81, Bartlett's=1044.82**
*ip (.01
(Z 3) 20| XY AMZE9| SNSoAM2] WEHT SEle| Xfo|
7 IESERL N At EEUA t
A&H AL AR 3.26 .89
2] - 115 -8.03%
AAH A AR 3.86 70
*ip (.05, i p (.01
(E 4) S20tAo} X[ AlRtE2l SNSoAMe| HES T HHEfo| RO
T HESZ Je N it ETUA t
AEA AR 3.08 .76
ZHolxo} —— 130 -4.69**
AZ2A ARSI AL 3.44 .76

*1p (.05 " p (.01
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EIX=F)
[Shal

=, AFE F4d #HE =849 47 A4
e v Fus, A4 AF Ty Aede
ANE RS F e 47 ojvx] #Hg Fu
& FAIPY BoF (Shavitt, Lowery, and
Han, 1992). ¥ A< 7ol &5 24 A3}
WAES RER Ful AR HupA] S e o

Axle] 2EF (Maw =4.15 vs. Mye==3.55, t=
7.75, p € .01), YA (Myux=4.16 vs. Myez=
3.77, t=5.47, p € .01), 24 Fn(Mywx =
3.44 vs. Mvez=3.21, t=2.91, p ( .01), &%
A7l (Maux=4.15 vs. Mvez=3.55, t=7.75,
p ( .01E H FAe71a, HupA] o A B} =
ER Fuf Aldls AF WA (Myun=3.83 vs.
Mue2=4.10, t=-4.16, p ( .01) % AF] A&
el 2H& BHE B (Maan=3.47 vs. Mue
4.11, t=-9.81, p € .01), el A2( Mxm}x

(% b) Al2[At20| HEtx|

olZa] - ol

3.14 vs. Mxe2=4.02, t=-1042, p ( .01) &

< FA971e Aer yuyitt o] it Ay
o, A7AbEe] et o R AupAle ARl o
AFEEAA Fdote A AFeR, ERS

]‘— o %@1 o8 Hrtete 484 AFLR

780}71 sl e S

ruo

HA . AR (AAA A=
3}, A%A AgAEe] Jup) Azel FHH
&= MHATB=.22, t=3.23, p ¢ .01). 22}
AAA A3 X}E.CL HAupA] Mol o3 Jake nl
A B=.12, t=1.75, NS). wztr 4
7 wx}%; 2 Fshan e AdEe 4
A AlFel Akl 2o HES Hole Ao

UERRTH((E 5) #X).

) Aze og #4 2
49 9

—

METol| ojxle I

AR HoE
Lk
B t-value P
AER A3 AR .22 3.23 .001%*
AAA Abg] A& 12 1.75 .081
R? .08
F 11.09
*1p (.05, *:ip (.01, AukA HZE Cronbach’s a : .683
(£ 6) AMElRt=0| LES M3 T ojx|s d
o LER H3e
B t-value P
A& ALS] AR .09 1.32 .186
AZAA ALZ] AR .33 5.02 .000**
R2 14
F 19.76**

*1p (.05, *ip (.01, =E¥ A3Z% Cronbach’s a : .521
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2 A7 SNSE AHEShE Aol 27183
o] ANEE 259 54 detan 719l
o

14 248 5 9 Pete o] 3 2

T SNS9 AHEAFEY] EAS w5k A o

Asto] aB|AEo] oW g AlF o o =T}
E2AE Fofataitt,

SNS AH-S] F7be o= g =7t =ad d%
o ofpygt A AAAQ #ielt}, webx] SNSE A
E3he AFEE] ARIAES FAgsted oA =
7t E3le] gk wr=x] 7 9o g Q13
o] gdate AEARES] FEloll Aol 7t Sl
ofE gttt Hwl (=, Auth) A AEER F
opAlob(Gh=, T, dE) A ddYES
Z gSEE t-testE & A} 5] A9 FgA
TEoMAlol A9 Eok BT SNSE Edle] 4
A A AR F7 Brbe AZ2A ARSI

=2

_%

ZESAT M4 Az 20126 12¥

E
>
e o
T
o
i
Q

R

A A2 Bobe 444 AR RS 34
gtk 72 7124 =

A7) 7o A3E AR ESLE v Bl aEs A
A 7P BRA o R AL e Q1T we Y
Je] w3k £/ (Aaker and Maheswaran,
1997)¢] SNS7t de] #A de AUl A dA
© Euk zo]E Holx ¢gs & T Y S
SNSE §& AEAE 52 248 YEHD 734
AN AHQAF A T3 ul A T A T3} ul
7&0]] uhE Zpol7b HolA] ekskt} e3ld F &34

FolA A&A AS|AHE Hhe 9AF AR ARE
:[L?fo] ol Zost A=A weba HY
Ao g Wolx Agatr] FEAY A3
| 3E 7HR1EC] AL A AAE S W6
= T 7] Wi, 71EY #AE st
2 ARSI AR Y] ST T AA A AL
o] Z713th= Williams(2007)% Ellison et
al .(2007) 9 AT AFrF oA g | el
o =7hY 3] Apold| wetA SNSE Fall I
3t AREIAHE Pl Aol glvke As e
24 22l Fol|A e F3hA 3ol A2 gtk

etz

(o]

Ho
(o} e)
=

20
A&A
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FI-EAA

© i M rlo

=7t 23ke] Afel7k SNSE EalA
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olell whet #ile] gl AFel 3
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St AFE T wilel deA A Bua okl
o AAA AFS dEste AuA Y 484 AlFE
& Hishe LES gt #49 Ao]E golr Y]
ojste] BAEA S aith 1 23 SNSE Fsto]
AEAR A AEE AR e AFRES =E
BHET AupA]o] o] o Ui, d8A Akt
25 P45t ke AFRES HuET wER
of #alel o AT wekA SNSE Eote] 2
A AR S Aot Aol 22 AEES A4S
A AFEG A A Fo] Bo] o Erhe /M
7 SNSE o] 924 AAEs ke 7
ol =2 AIFES AR AFETE 484 AF
o #ilol ¥ =o gte 7H E5UF A EAT
olH g &4 ﬁlﬂr* &4 AR AR @A ote A
g2 Awe T UH AEe] Mzo] 28] &
&atal e AEA BAA AL e atgo

geke mRthe AS ¢ 4 A (Beugelsdijk and

Smulders, 2003).
e AFFES AFY 7lsold AlE A B 5
o] 7} Bag A&A AFs 7T W o
& AL AR TS RTH BE JHE I

o

S Fglong AgAl AFd Fo] ¢ Bre
(e}

T3 A2H AR P4

, Aol AL AR &
o] A3 A ’%Eﬂ% el A3
kG NSE Al g3luA} 8t 71 A
it whebA
= SNSE "H" o AHgst
2k ot 7199 vHAE gEAEA Bie] He

1634

#g4 - olZo| - ojxl2!

€}, HV}“JH dgAel #AE W
S 7l 7199 A% = TEAY HolA
& WEoA] avzte} 2o #AE Pn
of #Alo] Sl AHAE7E ﬂ%’rwﬁl—g &gs}
71% opH LHAR Stolg 1 7Idolu AlER
Miﬁfﬁ— z;; o2 Alz9] A Z LA of gt
ato] AZAA A AHES FAsta
%zq 9] xﬂWOH B o] Zonmg
ALA AFS Afshe 719 BAAY AFE
HHE o A Xd_%%% TAFsfoF g
=3 03?4_21 A}ﬂx}i" Ygote AREL Y
= BAA A7IAA- L FHo R
= ;—1%6}5'& ZI9ES AF tg e Hu
T SNS ARgALE Al dAgaliof dth 1
gt AFS AR} RS AR
o] Hdhe YAl EY AT
Abghe] SNSel| gele A Egh 4849l
H3le nAE o] d Aot
o] A 7Urf—— = W] SNS AR FollA 20
< A glol a5E Ui
F4o] SNSe| ARgARe] A
gtk 109k 30ue] 2
o meEbA FH SNS9
2 fgor AF

I‘lO o\-m

Ny
=
ok

g
rl

b=
=

o

o)
b o o g

. ©

>
-

Do

A S =
i 3L orlo #
ftjo 5o
01011 r

o
o>'

ZYSoIT ma13 MBE 20121 12¥



£3) 2as

SNS(social network sites)&

e 23 o
==
O
4

e o~ =
4 n;%
ar m = O
o
a2 32
oo
£ 5 |
pal o
1 o
>

(@]

i

of

&14

ofl

oX

_OL

so I
“‘\0 e

- =

o

2 oz dys] 9o & o nud B
EHD NS AHEAEY B4 W 9
Pz

T o P S8 O

AR o P
o

= R 64

SOERER RS

=

i)
Kl
A
rk

Aaker, J. and D. Maheswaran(1997), "The effect of
cultural orientation on persuasion,” Journal
of Consumer Research, 24(3), 315-328.

Aaker, J. L. and J. Sengupta(2000), "Addivity ver-
sus attenuation: The role of culture in the
resolution of information incongruity,” Journal
of Consumer Psychology, 9(2), 67-82.

Bargh, J. and K. McKenna(2004), “The Internet
and social life,” Annual Review of Psycho-
logy, 55(1), 573-590.

Barkhuus, L. and J. Tashiro(2010), Student So-
cialization in the Age of Facebook, In
Proceedings of CHI, 133-142. ACM Press.

Berger, J. and C. Heath(2007),
Diverge from Others: Identity Signaling and

“Where Consumers

Product Domains,” Journal of Consumer
Research, 34(2), 121-134.

Beugelsdijk, S. and S. Smulders(2003), Bridging
and bonding social capital: Which type is
good for economic growth?,” Paper presented
at European Regional Science Association,

Jyvaskila, Finland.

ST Ha1A mMez 20124 12¥

AbE|Rt= 2

YE7L 28(7 HEMZO| 0jRls S

Bourdieu, P.(1986), The forms of capital, in J. G.
Richardson (Ed.), Handbook of theory and
research for the sociology of education, New
York: Greenwood, 241-258.

Boyd, D. and N. B. Ellison(2007),
sites: Definition, history, and scholarship,”

“Social network

Journal of Computer-Mediated Communi-
cation, 13(1), 210-230.

Brandtzaeg, P. B.(2012),"Social networking sites:
their users and social implications - a
longitudinal study,” Journal of Computer-
Mediated Communication, 17(4), 467-488.

Brandtzaeg, P. B., M. Liders, and J. H. Skjetne
(2010),
tent sharing and sociability versus the need

“Too many Facebook ‘friends’? Con-

for privacy in social network sites,” Inter-
national Journal of Human-Computer In-
teraction, 26(11), 1006-1030.

Brehm, J. and W. Rahn(1997),
evidence for the causes and consequences of

“‘Individual-level

social capital,” American Journal of Political
Science, 41(3), 999-1023.

Burt, R. S.(1992),
structure of competition, Cambridge, MA:

Structural holes: The social

Harvard University Press.

Burt, R. S.(1997),"The Contingent Value of Social
Capital,” Administrative Science Quarterly,
42(2), 339-365.

Burt, R. S.(2005), Brokerage and closure’ An in-
troduction to social capital, Oxford Uni-
versity Press.

Cho, B., U. Kwon, J. W. Gentry, S. Jun, and F.
Kropp(1999), °
theme and execution: A comparative study

Cultural values reflected in
of U.S. and Korean television commercials,”

Journal of Advertising, 28(4), 59-73.
Choi, S. M., Y. Kim, Y. Sung, and D. Sohn(2011),

163b



#g4 - olZo| - ojxl2!

“Bridging or bonding?,” Information, Com-
munication and Society, 14(1), 107-129.

Coleman, J. S.(1988), “Social capital in the creation
of human capital,” American Journal of
Sociology, 94, 95-120.

COMSCORE(2011), It’s a Social World: Top 10
Need-to-knows About Social Networking
and Where it's Headed. Retrived from http://
www.comscore.com/Press Events/Presentations
Whitepapers/2011/it_is_a_social world_top_
10_need-to-knows_about_social_networking

Cousions, S.(1989), “Culture and selfhood in Japan
and the US." Journal of Personality and
Social Psychology, 56(1), 124-131.

Dekker, P. and E. M. Uslaner(2001), Social capital
and participation in everyday life, London:
Routledge.

Dhar, R. and K. Wertenbroch(2000), “Consumer
Choice Between Hedonic and Utilitarian,”
Journal of Marketing Research, 37(1), 60-71.

Donath, J. and d. boyd(2004), "Public displays of
connection,” BT Technology Journal, 22(4),
71-82.

Ellison, N., C. Steinfield, and C. Lampe(2007),
“The benefits of Facebook friends’: Exploring
the relationship between college students’
use of online social networks and social
capital,” Journal of Computer-Mediated Com-
munication, 12(3), 1143-1168.

eMarketer(2012), Facebook Helps Get One in Five
People Worldwide Socializing on Online
Networks. Retrived from http://www.emarketer.
com/Mobile/Article.aspx?R=1008903

Facebook(2012), Statistics of Facebook. Palo Alto,
CA: Facebook. Retrieved from http://newsroom.
fb.com/content/default. aspx?NewsAreald =22

Furrer, O., B. S. Liu, and D. Sudharshan(2000),

1636

“The Relationships between Culture and
Service Quality Perceptions: Basis for Cross-
Cultural Market Segmentation and Resource
Allocation,” Journal of Service Research,
2(4), 355-371.

Goldenberg, J., S. Han, D. R. Lehmann, and J. W.
Hong(2009), “The Role of Hubs in the Adop-
tion Rrocess,” Journal of Marketing, 13(2),
1-13.

Granovetter, M. S.(1973), "The strength of weak
ties.,” American Journal of Sociology, T8,
1360-1380.

Granovetter, M. S.(1983), "The Strength of Weak
Ties: A Network Theory Revisited,” Socio-
logical Theory, 1, 201-233.

Granovetter, M. S.(1985), “Economic action and social
structure: The problem of embeddedness,”
American Journal of Sociology, 91, 481-510.

Grewal, R., R. Mehta, and F. Kardes(2004), “The
timing of repeat purchases of consumer
durable goods: The role of functional bases
of consumer attitudes.” Journal of Marketing
Research, 41(1) 101-115.

Han, S. and S. Shavitt(1994), “Persuasion and
culture: Advertising appeals in individua-
listic and collectivistic societies,” Journal of
Experimental Social Psychology, 30(4), 326.

Helliwell, J. F. and R. D. Putnam(2004), 7he
social context of well-being, Phil Trans R.
Soc Lon. B vol. 359, pp. 1435-1436. To be
rerpinted in F. A. Huppert, B. Kaverne and
N. Baylis, eds., The Science of Well-Being.
London: Oxford University Press.

Hofstede, G.(1990), Cultures and organizations-
Software of the mind, London: McGraw-
Hill.

Katz, D.(1960), "The functional approach to the

HAASIAT H41H Moz 20124 128



SME A

(it

SNS(social network sites)& Sl

study of attitudes,” Public Opinion Quarterly,
24(2), 163-204.

Katz, J. E. and R. E. Rice(2002), Social consequences
of Internet use: Access, involvement, and
interaction, Cambridge, MA: MIT Press.

Kim, H. and H. R. Markus(1999), "Deviance or
Uniqueness, Harmony or Conformity? A
cultural Analysis,” Journal of Personality
and Social Psychology, T7(4), T85-800.

Kraut, R., M. Patterson, V. Lundmark, S. Kiesler,
T. Mukopadhyay, and W. Scherlis(1998),
“Internet paradox: A social technology that
reduces social involvement and psychological
well being?,” American Psychologist, 53(9),
1017-1031.

Laurent, G. and J. N. Kapferer(1985a), “Measuring
consumer involvement profiles,” Journal of
Marketing Research, 22(1), 41-53.

Laurent, G. and J. N. Kapferer(1985b), “Consumer
involvement profiles: A new practical ap-
proach to consumer involvement,” Journal
of Advertising, 25(6), 48-55.

LeBoeuf, R. A. and J. P. Simmons(2010), "Branding
Alters Attitude Funtions and Reduces the
Advantage of Function-Matching Persuasive
Appeals,” Journal of Marketing Research,
47(2), 348-360.

Lee. K. and S. Shavitt(2006), “The Use of Cues
Depends on Goals: Store Reputation Affects
Product Judgments When Social Identity
Goals Are Salient,” Journal of Consumer
Psychology, 16(3), 260-271.

Lin, N.(1999), "Building a network theory of social
capital,” Connections, 22(1), 28—51.

Lin, N.(2001), Social capital: A theory of social
structure and action, New York: Cambridge

University Press.

stod

7494

o o

T ®M413 HeZ 20124 128

=

FelRtZ ol SEf7t 28R HEMZ 3

of ojxl= &

Lin, KY. and HP. Lu(2011), “Intention to continue
using Facebook fan pages from the perspec—
tive of social capital theory,” Cyberpsychology,
Behavior, and Social Networking, 14(10):
565-570.

Livingstone, S.(2008), "Taking risky opportunities
in youth content creation: teenagersuse of
social networking sites for intimacy, privacy
and self-expression,” New Media and So-
ciety, 10(3), 393-411.

Mills, J. and Clark, M. S.(1982), “Communal and

exchange relationship,” in Wheeler, L. (Eds.),

Review of Personality and Social Psycho-

logy, Vol. 3, Beverly Hills, CA: Sage Pub-

lications, 121-144.

B. and M. Lee(1989), “A causal model of

consumer involvement,” Journal of Economic

Psychology, 10(3), 363-389.

Moe, W. W. and M. Trusov(2011), "The value of
social dynamics in online product ratings

Mittal,

forums,” Journal of Marketing Research, 48
(3), 444-456.

Newton, K.(2006), "Political support: Social capital,
civil society and political and economic
performance,” Political Studies, 54(4), 846~
864.

Nie, N. H.(2001), "Sociability, interpersonal relations
and the Internet: Reconciling conflicting
findings,” American Behavioral Scientist,
45(3), 420-435.

Nie, N. H., D. S. Hillygus, and L. Erbring(2002),
Internet use, iInterpersonal relations, and
sociability: A time diary study, in Wellman,
B. and Haythornthwaite, C.(Eds.), 7he In-
ternet in Everyday Life, Oxford: Blackwell,
215-243.

Nisbett, R. E., K. Peng, 1. Choi, and A. Norenzayan

1637



#g4 - olZo| - ojxl2!

(2001), “Culture and systems of thought:
holistic versus analytic cognition,” Psycho-
logical Review, 291-310.

Nunnally, J. and I. Bernstein(1994), Psychometric
theory, 3rd ed., McGraw-Hill, New York.

Okada, E. M.(2005), “Justification Effects on Con-
sumer Choice of Hedonic and Utilitarian
Goods,” Journal of Marketing Research, 42
(1),43-53.

Portes, A.(1998), "Social capital: Its origins and
applications in modern sociology,” Annual
Review of Sociology, 24, 1-24.

Portes, A.(2001), “Introduction: The Debates and
Significance of Immigrant Transnationalism,”
Global Issues, 1(3): 181-193.

Portes, A. and J. Sensenbrenner(1993), “Embed-
dedness and immigration: Notes on the
social determinants of economic action,”
American Journal of Sociology, 98(6), 1320~
1350.

Putnam, R. D.(2000), Bowling alone: The collapse
and revival of American community, New
York: Simon and Schuster.

Putnam, R. D.(2004), Bowling together. OECD
Observer. Retrieved July 28, 2008, from
http://www.oecdobserver.org/news/fullstory.
php/aid/1215/Bowling_together htm.

Rau, P. P., Q. Gao, and Y. Ding(2008), "Relation-
ship between the level of intimacy and
lurking in online social network services,”
Computers in Human Behavior, 24(6),
2757-27170.

Rheingold, H.(1994), The virtual community’ Home-
steading on the electronic frontier (1st ed.),
New York: Harper Perennial.

Rogers, E. M.(2003), Diffusion of Innovations, New
York: The Free Press.

1638

Schonfeld, E.(2009), Facebook is now the fourth
largest site in the world Tech-Crunch, 4
August, (Online) Available at: http://www.
techerunch.com/2009/08/04/facebook-is-
now-the-fourth-largest-site-in-the-world/
(15 August 2009).

Shah, D. V., N. Kwak, and R. L. Holbert(2001),
“Connecting and disconnecting with civic
life: Patterns of Internet use and the pro-
duction of social capital,” Political Com-
munication, 18(2), 141-162.

Shavitt, S.(1990), “The role of attitude objects in
attitude functions,” Journal of Experimental
Social Psychology, 26(2), 124-148.

Shavitt, S., A. Lee, and T. P. Johnson(2007).
Cross—cultural Consumer Psychology. In C.
Haugtvedt, P. Herr, and F. Kardes (Eds.),
Handbook of Consumer Psychology. Mahwah,
NJ: Lawrence Erlbaum Associates, Inc.

Shavitt, S., T. M. Lowrey, and S. Han(1992),
“Attitude Functions in Advertising: The
Interactive Role of Products and Self-
Monitoring, "Journal of Consumer Psycho-
logy, 1(4), 337-64.

Singelis, T. M.(1994), "The measurement of inde-
pendent and interdependent self-constrains,”
Personality and Social Psychology Bulletin,
20(5), 580-591.

Smith, G.(2007), Social Software Building Blocks,
Retrieved from http://nform.ca/ publications/
social-software-building-block.

Steinfield C., N. Ellison, and C. Lampe(2008).
“Social capital, self-esteem, and use of online
social network sites: A longitudinal analysis,”
Journal of Applied Developmental Psycho-
logy, 29(6), 434 - 445.

Subrahmanyam, K., S. Reich, N. Waechter, and G.

HAASIAT H41H Moz 20124 128



SNS(social network sites)E Sall YAE A

Espinoza(2008), “Online and offline social
networks: Use of social networking sites by
emerging adults,” Journal of Applied Deve-
lopmental Psychology, 29(6), 420-433.

Triandis, H. C.(1989), "The self and behavior in
differing cultural contexts,” Psychological
Review, 96(3), 506-552.

Triandis, H. C.(2001). ‘Individualism-Collectivism
and personality,” Journal of Personality, 69
(6), 907-924.

Trusov, M., R. Bucklin, and K. Pauwels(2009),
“Effects of word-of-mouth versus traditional
marketing: Findings from an internet social
networking site,” Journal of Marketing, 73
(5), 90-102.

Tsikriktsis, N.(2002), “Does Culture Influence Web
Site Quality Expectations?,” Journal of
Service Research, 5(2), 101-112.

Tufekei, 7.(2008), “Grooming, gossip, Facebook
and Myspace: what can we learn about these
sites from those who won't assimilate?,” /n-
formation, Communication and Society, 11
(4), 544-564.

AASIT H41A Mz 20124 128

telRt= ol YEf7E bRt MEMZO| ojxl= I

Wellman, B., A. Q. Haase, J. Witte, and K. Hampton
(2001), “Does the Internet increase, de-
crease, or supplement social capital? Social
networks, participation, and community com-
mitment,” American Behavioral Scientist,
45(3), 436-455.

Williams, D.(2006), "On and off the net: Scales for
social capital in an online era,’Journal of
Computer-Mediated Communication, 11(2),
573-628.

Williams, D.(2007), “The impact of time online:
social capital and cyberbalkanization,” Cyber
Psychology and Behavior, 10(3), 398-406.

Wilson, R. E., S. D. Gosling, and L. T. Graham
(2012), "A review of Facebook research in
the social sciences,” Perspectives on Psy-
chological Science 7(3), 203-220.

Yeung, C. W. M. and R. S. Wyer, Jr.(2004), “Affect,
appraisal, and consumer judgment.” Journal
of Consumer Research, 31(2): 412-424.

1639



824 - 02a] - 0[x/

The Types of Social Capital Formed on Social Networking
Services (SNS) and their Effects on
Consumer Preference for a Product Type

Yong Suhk Pak* - Kyoungmi Lee** - Jiwon Lee***

Abstract

More and more consumers today use Social Networking Services (SNS) such as Facebook and
Twitter and the unprecedented growth of SNS has captivated many practitioners’ minds. It is
no wonder that many global enterprises are now exploring the possibility of using SNS as a
means to reach multi-national segments. Yet, still, many unresolved questions need to be
answered. In particular, we addressed the questions regarding (1) whether a different type of
social capital - a bridging and bonding social capital — is emphasized during the creation and
management of an individual's SNS according to different cultures and (2) how such social
capital formed on SNS can be related to consumer preference for a certain type of product-
i.e., symbolic versus utilitarian products.

In order to examine these hypotheses, we collected survey questionnaires from 245 college
students. For the purpose of cross—cultural comparison, the sample consisted of two cultural
backgrounds: a collectivistic culture, represented by the countries in North East Asia (Korea,
China, and Japan) versus a individualistic culture, represented by the countries in North
America (USA and Canada). The number of SNS that the respondents used was not different
between the two cultural groups (t = 1.79, ns). Yet the North Americans reported significantly
more number of friends on SNS, compared to the East Asians (£ = 5.09, p { .01); and they
spent more time on SNS, compared to the East Asians(¢ =4.08, p ( .01).

Regarding the first question, we hypothesized that the bridging type of social networking on
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SNS would be more prominent in individualistic cultures than in collectivistic cultures, while
the bonding type of social networking on SNS would be more prominent in collectivistic
cultures than individualistic cultures. Consistent to our hypothesis, we found that North
Americans, representing Western individual cultures, reported greater bridging social capital
than bonding social capital (¢=-8.03,p{.01). However, unlike our prediction, East Asians did
not report greater bonding social capital than bridging social capital. Instead, they also
reported greater bridging social capital, ¢ = -4.69, p { .01. These result suggest that creating
and managing bridging(vs. bonding) social capital is more emphasized in the SNS setting,
irrespective of the cultural orientations.

Regarding the second question, we hypothesized that bonding social capital on SNS would be
linked to preference for a symbolic product while bridging social capital would be linked to
preference for a utilitarian product. As a symbolic product, we selected jeans and, as a
utilitarian product, we selected a laptop computer. Regression analyses showed that, consistent
to our hypotheses, bonding social capital was related to preference for jeans (B = .22, p{ .01),
while bridging social capital was not(B=.12, ns). Also, bridging social capital was related to
preference for a laptop computer (B = .33, p{ .01), while bonding social capital was not (B =
.09, ns). Together, we showed that a certain group of people forming a type of social capital

through SNS activities, tends to have a favorite product type.

Key words: SNS, bonding social capital, bridging social capital, utilitarian product,

symbolic product
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