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A Study on SNS Market Selection Behavior
by Creative Consumption Types, Curiosity, and Innovativeness
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Abstract This study classified consumers using social networking service (SNS) markets into creative
consumption types and empirically analyzed the effects of curiosity and innovativeness on SNS market
selection behavior and the differences according to the creative consumption types. The survey was
conducted using a convenience sampling method among consumers in their 20s and 30s who had
purchasing experience while using SNS markets. As a result, the creative consumption types were
classified into four groups: The original flexibility consumption group, aesthetic consumption group,
interest/new experience consumption group, and uniqueness consumption group. Curiosity,
innovativeness, and SNS market selection behavior varied significantly according to the creative
consumption group type. Stimulation-seeking curiosity affected the private market and group buying
selection behavior positively, and deprivation sensitivity affected group buying selection behavior
positively. Opinion leadership affected all the factors of market selection behavior positively, while
novelty affected group buying selection behavior negatively. This result presented a theoretical basis for
the psychological and behavioral characteristics related to the creative consumption of consumers using
SNS markets. It will also contribute to the strategic approach of group buying, flea market, and private
market and the revitalization of the SNS market.
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Curiosity

« Joyful exploration

* Deprivation sensitivity

+ Social curiosity

« Stimulation-seeking curiosity

SNS market
selection behavior

B
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* Risk-taking tendency
* Novelty

+ Diversity

+ Opinion leadership

Fig. 1. Research model
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Table 1. Respondent characteristics

Classification Frequency|Percentage
Male 216 49.5
Gender
Female 220 50.5
20~29years old 219 50.2
Age
30~39 years old 217 49.8
Seoul 104 23.9
Gyeonggi-do 131 30.0
Residenc
Metropolitan City 120 27.5
Provincial city 81 18.6
Under high.school 83 9.9
graduation
Level of Attending university 89 20.4
education|
University graduation 257 58.9
Graduate school or higher 47 10.8
Less than 3 million won 126 28.9
More than 3 million won
Average ~less than 5 million won 124 284
monthly —
income More than 5 million won 08 25
~less than 7 million won '
More than 7 million won 88 20.2
Less than 3 hour 258 59.1
More than 3 hour
Daily SN ~less than 5 hour 126 28.9
usage
time More than 5 hour 36 83
~less than 7 hour :
More than 7 hour 16 3.7
Total 436 100.0

3
2 A7t Fo)y iﬂl%‘% 714,
9 ZAgusz s9th
= astel 2 L;Loﬂ WA 44, Resiga
sge s 194 GHAA A S TFEHER)
AE Az 249
ABIQBE PO Lulo] e HYATE
4, 4w, % 157, 558, ARe 743
| et 3720 PR 5%
vl SNSOIA] 5T u}f =42Ql 2H R4S S
AL B4AQ ABS 2Eske An wAE 7R,
Au1A] Avli SNl oFEwT AlRisle sl A
£8 aujsis A3t eid 78, FuIET A6l SNS
oA £ A FuIE Lo AES Anjshs Axt
B G ST vl N S50 2ol A
J AEe aulsis AT BAE 68Y, AR Fua

/1\1/\

S

/ﬂ

Z
%)

rlo >1E

1:

=]
hl
J
48 &Y

o9

_I}‘.. o2

N0

el oY

o]olu

sl SNSOlA AIEIL BAIE 48140 e 27shs At
TEE 62, 9 41 SNSOIA tieke ofolto]
o} AZtow AES Avjshe A B sEGoR 7
gereict,

5742 Kashdan et al.(2018)9] X3} APA+
£ Fxsto A2 %}%4 23 9784, AR 3714
A3 3714 #EE 168708 5t EAR
g5l }\HEO AHE 431 Alo] 313 AT FA9)
o Hj-= % %7]% iﬂﬁﬂ' g 4-r°cl' 73%5 bl
7&5—‘:— 3
Astet= §7]/~h,]- Jrl‘
A=l Azt g3, %_' 9 P35 Walof gk 57]
I IAE 48, 193
4 Eolotn E@-“ﬂr A=< &9
A3} B9 48g0=2 st
541442 Roehrich(2004), Tellis et al.(2009) 52
Fxste] AP, A, O, o
?_1 ﬂ 4ol et 162322 sttt A8
AL HAeolriEte B@A, 41490 AR
Tobe At BE 459, RIS AE B4
AEE Fote A% #H9 489, T2 A
= oY £k HIE EHoE teRt AlES &
of= A IHH 488, ey o4 o2 Ab
oA FFEE FAete 5521 o BRd 4
gFo 2 JLAstITh

r;.:ﬂ

m‘&
O_LJ

>
ol
2
fole
i
nﬁ
flo
o
4 > o

fr =9
Ir
N,

2% _1& rir
v
I.SI

o
—
=

Mo © =

l_.
ok ok A

i

|—1[‘U

r{n

497



A
3l =9

Sate7| &8sl = A A254 A%, 2024

Table 2. Composition of the questionnaire

Variable Sub-variable Measured items
7 items about original
Original consumption methods and
consumption | consuming original products in
the SNS
. 7 items about consumin
Aesthetic . . g.
consumption beautiful, stylish and attractive
P products in the SNS
Interest 6 items about being interested
Creative -seeking  |in shopping itself and consuming
consumption | consumption products in the SNS
type . 6 items about consuming
Unique . R .
consumption products with a unique sense in
p the SNS
New 6 items about new and novel
experiences | consumption experiences in the
consumption SNS
. 5 items about consumin,
Flexible . . . 8
i products with diverse ideas and
consumption . .
perspectives in the SNS
4 items about curiosity that
Joyful wants to know new information
exploration and enjoys learning about
unfamiliar topics.
L 4 items about curiosity that
Deprivation . N N
e alleviates scarcity and uncertainty
sensitivity - ;
by finding solutions to problems.
Curiosity
. 4 items about curiosity to know
Social
o how other people
curiosity . X
think, talk, habits, and behave.
. . 4 items about curiosity that likes
Stimulation . .
) the unpredictable and thrills
-seeking
o through adventure and
curiosity . .
stimulation.
4 items about the tendency to
Risk-taking pursue an adventurous and
tendency [innovative style even when taking
risks
4 items about the tendency to
Novelty pursue new and innovative
Innovativeness products
4 items about the tendency to
Diversity pursue a variety of products to
reduce boredom
Opinion 4 items about active leadership
leadership influencing others
4 items about the behavior of
Private choosing a private market,
market such as purchasing products sold
by individuals on SNS
NS 4 items about the behavior of
market Group choosing group buying, such as
X buying joint purchasing of products by
selection
. two or more consumers on SNS
behavior
4 items about the behavior of
Flea choosing a flea market,
such as exchanging or
market .
purchasing
used products on SNS
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Variable N
value |variance a
- - Group
Risk-taking tendency 4.570 11.424 941 Classification 1 5 3 1 F
Private market 3.509 | 20.197 | .914 (N=134)| (N=74) |(N=131)| (N=97)
Novelty 3296 | 28437 | 915 Original 374 | 220 | 250 | 279 | ja0o
Group buying 3.270 | 36.614 | 919 consumption a d c b ]
Social curiosity 2.879 | 43.812 .844 Aesthetic 4.00 | 4.15 3.81 3.03 116.860™
consumption b a c d ’
Deprivation sensitivity 2.792 50.792 841 " 383 3 n 308
Interest-seekin; . .07 .00 .0
Joyful exploration 2773 | 57.724 | 809 conoumption | b | b N o | 113.403
Flea market 2.578 | 64.168 .905 Unique 2.93 266 | 2.61 3.70 56,690
Stimulation-seeking curiosity 2.471 70.345 .838 consumption b be c a .
Opinion leadership 1.738 | 74.691 912 New experiences | 3.53 3.46 | 3.95 3.15 28.741"
Diversity 1401 | 78343 | 714 consumption b b a c
Flexible 3.92 3.35 3.11 2.98
consumption a b c c 67.531
AXIEHM 247 45001, a, b, ¢, d: Groups with signi‘ficant differences according
4.2 = EE EJ_l- to scheffé test were noted with different letters.
2 @7t gold 4vge ARe BRI Sh)
ol 4Hl93 L AR 8902 &3t ﬂqm
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KMO=.951, 2*=8400.289 (p<{.001)& YEPt}. Ole

Table 4. Factor analysis results of creative
consumption types

Variable Eigen Cum'ulativeCronbach's
value | variance a
Original consumption 5.430 | 16.969 919
Aesthetic consumption 4.472 | 30.945 .877
Interest-seeking consumption 3.939 43.255 .868
Unique consumption 3.289 | 53.534 .895
New experiences consumption 2.034 59.889 .805
Flexible consumption 1.759 | 65.387 .750

499

43 749 75 A

431 7K4 19 A3 Zt

7Hd 12 94 AR Jde B Aolg =4
£ Q= YJEAEX(One-way ANOVA)S %‘3
193, 1 A= Table 63 2t Aod A
471 Aol mEbAE 571417 414, mil AEsy
TAoke e 8Rl0A SAH R {Fon[gt 2jo]7
AT, o E ool vl =34 {4 Ao B
ol AR A Uesth 5344 44 A
2 =4AR1 AFT} AHHAE 4 & oy,

o 1=
EE sh ol An

chet AlZolA] s 4]

=

-{E&

gL

E



el

R

fill‘

2 A254 A%, 2024

goma B4 SAlde] B3 SNSOA Al
FE70 8 SelubAe Aesh PEo] ¥2 Yol
T 5 Slek A 2 PEe AFET E14% 84
A—] 7H0]u]—74] ol _I_E?_UH E_J‘Jog%ol 7]—7(]- U—Ol—}: ] 0]
o9l WO B A7Igte] Yt Aetlg MBS
ol avigdel 43 2PAY AUAY e
SNS T AlEjaEo] whe-g olmjich. Eat, Fvl/AR
£ 99 AvgSe Eelui Mo F et
R SR B1E BY, FUUE, A0 2
71430] 713 1% Apols aw|e
o v 5714,

9y 5] k= SNS
ol49] Foi4 *Hl 152 16}16}% 2AE Az Hol
A ool e A

L
.

o

=

= =

Table 6. ANOVA analysis result of hypothesis 1

Group
Classification 1 2 3 4 F
(N=134)| (N=74) [(N=131)| (N=97)

Joyful 4.06 | 3.79 | 3.88 | 3.52
exploration a ab ab b 15.863
Deprivation 3.87 3.53 3.46 | 3.26
sensitivity a b b b 12.302

So'cigl 3.71 3.40 | 3.68 | 3.35 6172

curiosity a bc ab c
Stimulatif)n—'seeking 3.65 3.05 3.15 3.19 13.692"

curiosity a b b b
Risk-taking 3.32 2.18 2.36 2.81 35000

tendency a c c b
3.94 291 3.21 3.18

Novelty a b b b 36.672

Opinion 3.40 | 2.17 2.54 | 291
leadership a d c b 41.778

Diversity 3.93 3.23 3.64 3.24 28.705™
a c b c

Private market 406 | 3.79 | 388 | 352 14.877"
a ab ab b

. 3.13 | 246 | 250 | 2.76

Group buying N b b b 12.405

Flea market 3.26 2.9 241 286 18.1217

a bc C b

**5{,001, a, b, ¢, d: Groups with significant differences according

to scheffé test were noted with different letters.
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Table 7. Regression analysis result of hypothesis 2-1

Dependent| Independent Adi.
variable variable g t VIF F R
Gender .034 | .819 |[1.143
Age .069 | 1.621 |1.188
Level of 1 3| 547 |1.190

education
Average 104511056 |1.052
monthly income
Jovfal o6 -1.862 | 1.740
exploration
o DsZirsfvtf;n 062 | 1.286 [1.533
rivate 19.585™| 339
market Social
L .038 .828 |1.405
curiosity
Stimulation-seeking 115 | 5 499" |1 964
curiosity
Risk-taking | 1191} 820 [2.704
tendency
Novelty -.098| -1.647 |2.321
Opinion | 441 | 6,667 | 2.875
leadership
Diversity .067 | 1.280 |1.807
*p{.05, **p<.001
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Table 8. Regression analysis result of hypothesis 2-2

Dependent| Independent Adj.
variable variable 8 t VIF F R?
Gender 141 |3.3887 | 1.143
Age 1161 3.796 " [ 1.188
bevel of 1 540|935 |1.190

education
Average | g0 | 044 |1.052
monthly income
Jovful 100 -1.935 | 1.740
exploration
Deprivation 097 | 1.998 |1.533
Group sensitivity ’ ’ ’ 19.498"] 338
buyin, i ’ ’
e Social 088 | 1.894 [1.405
curiosity
Stimulation-seeking|
curiosity 198 [3.619 |1.964
Risk-taking | 1511 ) 848 {2704
tendency
Novelty -.135(-2.273"| 2.321
Opinion
leadership 419 1 6.340 | 2.875
Diversity 090 | 1.723 |1.807
*0¢.05, **p{.01, **p(.001
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Table 9. Regression analysis result of hypothesis 2-3

Dependent| Independent Adi.
variable variable A ! VIE F R?
Gender 050 | 1.127 [1.143
Age 089 | 1.977 |1.188
Level of =103 | —479 [1.190

education

Average 104 093 |1.052

monthly income
Joyful 020 376 |1.740
exploration
Deprivation | _ 03| _ 055 | 1533
Flea sensitivity ’ ’ ’ 13.726™ 260
market ; ’ ’
Soctal 062 | 1.266 | 1.405
curiosity
Stimulation-seeking]

curiosity .079 | 1.360 |1.964
Risk-taking | 157 | 1776 |2.704
tendency

Novelty -.076| -1.212 | 2.321

Opinion | 4431 6.341™ | 2.875
leadership

Diversity .032 | .576 |1.807

*p{.05, **p<.001
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