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The Impacts and Opportunities 
for Smart City Tecoration

A Case Study of COEX DOOH in Seoul, South Korea

Seungmi Kang (Ewha
Tu Anh Truong (Ewha

Research
Purpose

Study1

The effect of Tecoration screen 
on tourism promotion 
- Based on the case of digital media at COEX

Youtube comments towards the 
digital screen through big data analysis

Study2
project at COEX square
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"Wave" on COEX digital billboard in Gangnam, Seoul

Large screen signage of Coex K-pop Square

Research Model
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3

Research Process

Youtube
Textual

Analysis
(956 

commets)

Online 
Survey

(316 
response)

Research
Model

CONCOR 
Analysis

Word
Frequency

Centrality
Analysis

Major
Keyword

NetDraw
Linking path

Major 
variable

SEM

Hypothesis
test

Study1

Data Collection

Nov 28 Dec 10, 2020

Collected data related to COEX digital screen and the Wave performance

Method

Frequency analysis was conducted for occurrences over 50 times.
Ucinet was used to test the link centrality.
CONCOR analysis was used to extract clusters that included similar words. 
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Study1 Keyword Frequency 

Word Frequency Interval Number of Words Keywords
More than 100 times 1 word o SM

60~70 times 4 words o wow, amazing, real, cool
50~59 times 2 words o water, just
40~49 times 3 words o video, see, looks

30~39 times 5 words o awesome, beautiful, Korea, money, wave.

20~29 times 8 words o screen, SMtown, art, love, nice, good, technology, new.

10~19 times 16 words
o angle, LED, impressive, effect, display, building, fake, 

glass, entertainment, world, imagine, country, future, 
hope, Seoul, artists.

5~9 times 15 words
o Korean, COEX, wish, stunning, comeback, promote, 

different, relaxing, Gangnam, brilliant, museum, EXO, 
fascinating, digital, incredible.

956 comments 
54 items related to research topics were selected based on their volume of frequency

Study1 Degree of centrality

Rank Word Degree 
Centrality Word Closeness 

Centrality Word Betweenness 
Centrality Word Eigenvector 

Centrality
1 so 0.037 so 92.857 so 78.385 so 0.297
2 video 0.036 video 87.64 cool 73.609 SM 0.193
3 like 0.031 like 87.64 like 56.540 like 0.266
4 real 0.027 This 85.714 amazing 53.919 This 0.179
5 SM 0.025 just 83.871 just 53.230 real 0.243
6 just 0.022 there 81.25 video 52.288 cool 0.162
7 This 0.020 real 81.25 there 47.011 water 0.164
8 cool 0.020 make 80.412 This 43.751 video 0.29
9 there 0.019 see 79.592 real 41.047 just 0.183

10 looks 0.019 SM 78.788 SM 37.613 see 0.152
11 water 0.019 how 78.000 more 35.000 how 0.165
12 how 0.018 cool 77.228 make 32.552 all 0.126
13 see 0.018 here 76.471 looks 32.459 Wow 0.082
14 people 0.017 looks 76.471 see 30.545 looks 0.190
15 wave 0.017 wave 76.471 here 29.972 there 0.182
16 all 0.016 water 75.000 wave 26.636 amazing 0.072
17 make 0.015 one 75.000 one 24.905 money 0.084
18 some 0.014 more 74.286 water 23.742 wave 0.150
19 think 0.014 screen 72.897 how 23.036 one 0.084
20 screen 0.013 amazing 72.222 Wow 22.613 Amazing 0.018
21 here 0.013 Korea 71.560 screen 22.065 screen 0.115
22 more 0.013 all 70.909 Korea 21.860 we 0.083
23 art 0.011 when 70.909 your 21.262 look 0.112
24 money 0.010 thing 70.909 could 21.001 what 0.067

25 display 0.010 Wow 70.270 all 20.323 Korea 0.093
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Study1 - Network analysis

Study2

Procedure and measurement 

Online survey from Amazon Mechanical Turk (MTurk) in March 2021
316 valid responses

213 men, 101 women
Over half of participants were Asian (54.4%) 
Less than half of participants have been to Seoul (45.6%) 

Four variable factors 
(perceive surprise, media engagement, attitude toward the city, intention to visit the city) 
Each item was assessed on a 5-pont Likert scale
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Study2 - Results

Fit indices Measurement 
model

2/df 2121.330/55 
(p<.001)

RMSEA 0.084
GFI 0.936
TLI 0.941
CFI 0.958
NFI 0.941

Discussion
Theoretical Implication

Contributes to the extant literature by identifying the 
influence of digital display as stimuli. 

Confirmed that media engagement has a significant 
influence on attitude toward the city. 

Found support for significant effects of the 

attitudes toward the city and further visit intention.  

Practical Implication
Offers insights into the application of digital outdoor 

display to enhance smart city and local tourism.  

To maximize the tecoration effect, it is crucial for creators 
to design DOOH which focus on technological advances 

and creative content. 

- 132 -



2021





A study on Social Media Fatigue,
its Antecedents and Effects on Korean Users

   

  

I. INTRODUCTION

1. Background

Social media has provided individuals access to an ever-increasing quantity of 

information(Islam, Laato, Talukder, & Sutinen, 2020). Information gathering and sharing has 

become easier and more convenient through the use of social media. Among approximately 5 

billion internet users in the world(World internet Users, 2020), around 2.2 billion are subscribed 

to Facebook(Facebook world stats, 2020), one of the most popular social media platforms. These 

s using a social media platform 

illustrates how much social media has penetrated the society and how important it is in an 

Social media has also made it easier for people from across the world to 

connect with one another wherever and whenever. Social media platforms such as social 

networking sites(SNS) are used to build and maintain social relations among people sharing 

similar interests, background, or real-life connections(Khan, Swar, & Lee, 2014). However, with 

various benefits come various risks such as psychological, social, and privacy risks(Khan et al., 

2014). The benefits that social media provide are attractive to the public, increasing their 

intention to use social media platforms such as SNS, while the risks are distractive, reducing the 

(Khan et al., 2014).
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A 2019 research from Global Web Index suggested that users from Generation Z and 

Millennials are spending less time in social media platforms and has continued to decline or 

flatline in recent years(Wilson, 2020). Hence, the concept of social media fatigue emerged to 

experiencing various technological, informative and communicative overloads through 

participation and interaction on different social media platforms (Dhir, Yossatorn, Kaur, & Chen, 

2018, p.141). Social media users have gradually become stressed from compulsive and excessive 

use of social media platforms in the recent years. Studies have tried to investigate and explain the 

reasons and factors that lead to such stress from overuse of social media.

The concept of social media fatigue was first used in the 2011 survey highlights by Gartner, 

Inc., a research and advisory firm, describing the results wherein 25% of social media 

subscribers they joined the platform(Yoxall, 2020). The results of this 

survey caught the attention of many scholars, and thus, the literature on social media fatigue 

slowly began to grow. Various literatures have studied about stress and fatigue related to the use 

of information technology and social media focusing on identifying its antecedents and effects 

on the decline in social media usage.

In Korea, several studies on fatigue related to the use of digital media have been done in 

recent years. A 2013 survey by SK Communication has found that 8 out of 10 SNS users have 

felt fatigue after engaging in social media due to too much information in their SNS feed(Kim & 

Park, 2015). Other studies have identified antecedents of SNS fatigue such as narcissism(Lee, 

2018; Lee, Lee, & Sung, 2018), privacy concern(Kim & Park, 2015; , , 2011; 

, , , 2016), privacy invasion( , 2016; , , 2018), 

information overload(Lee, Son, & Kim, 2016a; , , 2016), and several others. 
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These studies have focused more on finding significant antecedents resulting into SNS or digital 

(Kim & Park, 2015; 

Lee, 2018;  , 2011; , 2016;  , 2018). In the present study, the 

researcher aims to identify other variables that may influence the increase in social media fatigue 

-being.

Considering that the social media fatigue phenomenon is a relatively new concept, there are not 

many existing literatures specifically related to it in the Korean context(Kim & Park, 2015). 

Hence, this study intends to add to the growing body of Korean literature related to the concept 

of social media fatigue.

2. Research Problem and Objectives

As more social media users engage less in social media platforms or even discontinue their use in 

recent years, the present study aims to find out what the stimuli of social media fatigue are and how 

this psychological stress can affect Korean users. The present study aims to provide an insight on 

what particular antecedents lead to social media fatigue and how this influences the users. With 

regards to the outcome, aside from discontinuous use intention, the present research adds life 

satisfaction and productivity, considering that psychological matters such as fatigue have behavioral 

influences on users and can lead to negative outcomes. Moreover, most studies on social media 

fatigue in Korea have mainly focused on identifying its antecedents or its influence in discontinued 

use of social media platforms(Kim & Park, 2015; Lee et al., 2018; Lee, 2018; Lee et al., 2016a; 

  2011;  , 2016;   , 2016) leaving a research gap 

with regards to the behavioral and psychological effects on their daily lives. This study aims to fill 

this research gap in order to provide an insight regarding other probable outcomes that social media 
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fatigue can induce in the Korean society.

Through the findings of the present study, the researcher also aims to provide a basis for 

advertisers on how to effectively and efficiently publish advertisements amidst the social media 

fatigue phenomenon. As suggested in previous studies, the degree of social media fatigue 

experienced by users are also influenced by their exposure to ads and their attitude toward social 

media advertising(Bright & Logan, 2018). By providing a background on how social media fatigue 

of ad information.

II. THEORETICAL BACKGROUND

1. Study Framework

The present study looks at the concept of social media fatigue based on the idea of the limited 

capacity model(LCM), a model that tries to explain how individuals process mediated messages 

given that people have limited mental resources or psychological capacity to process too much 

information(Bright, Kleiser, & Grau, 2015; Lang, 2008 , 2016). Considering that in the 

present times people live in a social media environment where there is an abundance of

information readily available to them(  2016), users may find such environment stressful 

and result to fatigue. Hence, users experience social media fatigue as a result of receiving too 

much information that cannot be processed by their limited mental resources.

The main model that the present research applies is the Stressor-Strain-Outcome (SSO) model 

which have been used in several previous studies regarding mainly in work stress and burnout 

concepts. This model was formulated by Koeske and Koeske(1993) in order to assess the 

burnout process that workers experience and evaluate the psychological and physiological 
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outcomes. It was used mostly to explain work-related stress and evaluate job satisfaction in 

previous studies(Karr-Wisniewski & Lu, 2010; Koeske & Koeske, 1993; Um & Harrison, 1998). 

as the environmental stimuli perceived by the individual as potentially disruptive while strain is 

the mediating element refer

physiology, and emotion. Finally, outcome is defined as the enduring behavioral or 

psychological consequences of prolonged stress and strain(Koeske & Koeske, 1993).

2. Antecedents of Social Media Fatigue as Stressors(S)

2.1. Social Overload

Overload was found to be one of the most potent influencing factors related to social media 

fatigue and has been examined in previous research(Karr-Wisniewski & Lu, 2010; Lee et al., 

2016a; Yu et al., 2018). Among the three overload dimensions proposed by Karr-Wisniewski and 

Lu(2010), information overload has been widely adapted in previous studies in Korea. These 

studies have found that Korean users experience social media fatigue when they receive too

much information or data upon access to their social networking feeds(Kim & Park, 2015; Lee et 

al., 2016a;   , 2013  , 2018). Another dimension of overload 

that has been adapted in Korean research is communication overload(Lee et al., 2016a). Lee et 

al.(2016a) suggested that when people receive too much unwanted communication through SNS 

while doing their primary tasks, they can get overwhelmed and less likely to work efficiently 

causing them to feel fatigue. The third dimension adapted by Cao and Sun(2018) was social 

overload, as opposed to using system feature overload. This is because system feature overload is 

greatly related to the use of ICTs in the professional organization environment and less likely to 
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happen in the context of social media which has system features which are relatively easier to 

use(Cao & Sun, 2018).

The concept of social overload is rooted upon the concept of crowding which has been 

studied in social psychology literatures(Maier, Laumer, Eckhardt, & Weitzel, 2012). The idea

number of individuals living in close proximity, individuals are forced to increase social contacts 

that when an individual receives 

too much demand for social support from their social contacts, there is a higher probability of 

perceiving stressors such as social overload. Social overload is defined by Maier, Laumer, 

Eckhardt, and Weitzel(2015a) as a situation when users perceive that they provide too much 

social support toward their SNS-based social contacts. Zhang, Zhao, Lu, and Yang(2016) 

describe it as perceptions of crowding in an online space, consistent with the idea of crowding 

discussed by Maier and colleagues(2012) which was where the concept of social overload was 

derived from. The concept of social overload greatly captures the social aspect behind social 

media as it is related with the perceived overload with regard to SNS-based social networks. 

Prior research have provided empirical data indicating that social overload positively influences 

social media fatigue.

H1. Social overload positively influences social media fatigue.

2.2. Compulsive Use of Social Media

Compulsive use has been mainly studied in several literatures in the medical and 

psychological fields. Research on compulsive use behavior were chiefly focused on the context 

of drug abuse, unhealthy eating habits, and gambling(Dhir et al., 2018). This behavior is 
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attributed to an abnormality in controlling behavioral consumptions where an individual 

irrationally manages his/her routine activities, hence, it has been linked with a variety of 

problems such as emotional exhaustion, interpersonal conflict, and decline in work 

performance(Dhir et al., 2018). In the recent years, scholars have also identified a similar 

compulsive behavior in the context of social media use. Researchers have begun to investigate 

the antecedents and outcomes of compulsive use of different forms of new media(Dhir et al., 

2018). In a study by Dhir et al.(2018), they found that compulsive use of SNS results in social 

media fatigue which can later result in depression and anxiety. These results are consistent with 

the idea of compulsive use behavior discussed by Hirschman(1992) which relates it with 

negative psychological outcomes such as depression. Compulsive behaviors have been found to 

be related with various negative physical and mental outcomes which can lead to individuals 

developing unhealthy behaviors(Dhir et al., 2018; Hirschman, 1992). Fatigue and stress are also 

likely to develop from compulsive use behavior when individuals lose their sense of control and 

eventually feel guilty after doing an activity impulsively. In the context of social media, when 

users feel an uncontrollable urge to keep checking their social media, it can lead to feelings of 

guilt and stress which may then affect their life satisfaction, productivity, and intention to use 

social media continuously. As this has not been deeply explored in the Korean context, the 

present study adapts the concept of compulsive use of social media as one of the factors that

influence social media fatigue in order to investigate how this relates with the social media 

fatigue experienced by Korean users.

H2. Compulsive use of social media positively influences social media fatigue.
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2.3. Fear of Missing Out(FOMO)

1841). FOMO is not an exclusive concept for social media but users with high degrees of FOMO 

might feel compelled to always be connected through their different social media platforms in 

Chamarro, 2017). Previous studies have investigated the relationship between excessive SNS use 

and FOMO and those findings suggest that high levels of FOMO lead users to seek out 

opportunities for social media engagement(Przybylski et al., 2013), and individuals with higher 

levels of SNS use exhibited raised levels of FOMO(Buglass, Binder, Betts, & Underwood, 2017). 

These results show that FOMO may be linked with compulsive use behavior such as addiction as 

social contacts. As mentioned in the previous section, compulsive use may influence social 

media fatigue, hence, we can assume that the related concept of FOMO may also impact the 

Bright and Logan(2018) found in their study that FOMO 

has a positive significant influence toward social media fatigue. However, these results have not 

yet been seen among Korean users, hence, the present study adapts this concept in order to 

validate whether the same applies to Korean users.

H3. Fear of missing out positively influences social media fatigue.
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3. Hyperconnectivity and Social Media Advertising Intrusiveness as Moderating factors

3.1. Hyperconnectivity

Gao, Liu, Guo, and Li(2018) found in their study that the ubiquitous connectivity in 

smartphone-based SNS use has significant positive influence on privacy concern and information 

overload. These results imply that the constant presenteeism and connectivity of social media 

users brought about by smartphone use has led them to worry more about their privacy being 

invaded, and provided

psychological reactions(Gao et al., 2018). This concept of ubiquitous connectivity was also 

found to have direct and indirect positive effects on SNS exhaustion(Gao et al., 2018). This 

more they feel stressed upon use. Considering that the concept of hyperconnectivity was found to 

be related to two of the most widely adapted antecedents of social media fatigue, we can assume 

that this also has correlation with other identified factors to some extent. Hence, the present 

study applies the concept of hyperconnectivity as a moderating factor between the antecedents 

and social media fatigue.

H4. Hyperconnectivity moderates the relationship between the stressors and social media fatigue.

H4a. Hyperconnectivity moderates the relationship between social overload and social media 

fatigue.

H4b. Hyperconnectivity moderates the relationship between compulsive use of social media 

and social media fatigue.

H4c. Hyperconnectivity moderates the relationship between fear of missing out and social 

media fatigue.
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3.2. Social Media Advertising Intrusiveness

accept or 

avoid an ad(Bright & Logan, 2018). This implies that negative attitude of consumers toward ads 

may result to reduced ad effectiveness and information retention. Bright and Logan(2018) 

suggest that this negative attitude toward advertising in social media may lead to avoidance of 

ads in the medium which may be associated with avoidance of social media use. This negative 

attitude may be due to the perceived intrusiveness of ads as it was found that attitude toward 

social media advertising has an inverse significant correlation with ad intrusiveness. Ad 

intrusiv the perception or psychological consequence that occurs when an 

cognitive processes are interrupted , p.39). Hence, this 

, and it does not 

consider ads as inherently intrusive but rather, ads must be perceived by the audience as 

interruptive of their goals in using the medium in order to be considered intrusive(Li et al., 2002).

cial media advertising intrusiveness had a 

significant influence on social media fatigue which implies that the more intrusive social media 

ads are perceived by users, the more likely they experience fatigue.

The present study applies the concept of ad intrusiveness as a moderating factor as it is 

highly likely that it can affect the relationship of the antecedents with social media fatigue. Based 

on its definition, the users goals in using social media must be perceived to be interrupted by ads 

in order to experience ad intrusiveness. User goals such as providing social support to online 

friends, satisfying their need to constantly check social media, and reducing their fear of being 

left out by checking up on their friends online may be interrupted by social media ads which may 
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H5. Social media ad intrusiveness moderates the relationship between the stressors and social 

media fatigue.

H5a. Social media ad intrusiveness moderates the relationship between social overload and social 

media fatigue.

H5b. Social media ad intrusiveness moderates the relationship between compulsive use of social 

media and social media fatigue.

H5c. Social media ad intrusiveness moderates the relationship between fear of missing out and 

social media fatigue.

4. Social Media Fatigue as Strain(S)

Based on the clinical definition of fatigue, Ravindran et al.(2014) reviewed this concept and 

applied it in the social media context ultimately providing a working definition of the concept of

as tiredness, annoyance, anger, disappointment, guardedness, loss of interest, or reduced 

need/motivation associated with various aspects of social network us

comprehensive definition of such phenomenon and has been adopted by several studies on social 

media fatigue(Park & Lee, 2019; Xiao & Mou, 2019).

Earlier concepts relating to social media fatigue used in previous studies include 

technostress(Issa & Bahli, 2018; Lee, Lee, & Suh, 2016b; Luqman, Cao, Ali, Masood, & Yu,

2017; Ragu-Nathan et al., 2008); Social networking/SNS fatigue(Adhikari & Panda, 2019; Kim 

& Park, 2015; Lee et al., 2018; Lee, 2018; Lee et al., 2016a; Panda, 2018; Ravindran et al., 2014;

Zhang et al., 2016;   , 2013;   2016;  , 2018; 

  , 2016); digital fatigue  , 2011); and other concepts related to 
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stress such as social media exhaustion(Cao et al., 2018b; Cao & Sun, 2018; Gao et al., 2018;

Maier et al., 2015b; Yu et al., 2018) and burnout(Han, 2016). Although these previous concepts 

were defined differently, they can all be related to the concept of social media fatigue as they 

describe stress or a feeling of tiredness felt by users related to the use of ICTs most specifically 

social media platforms.

5. Life Satisfaction, Productivity, and Discontinuous Use Intention as Outcome(O)

5.1. Life Satisfaction

Problematic use of internet and social media has been associated with negative psychological 

which internet use is perceived to impair psycho-social functioning, are related to states in which 

self-control is impaired This implies that impairment in self-control(i.e. compulsive social 

media use) is linked to negative life outcomes, such as lower levels of life satisfaction, 

-social functioning due to

fatigue or stress. Excessive use of social media has also been found to have adverse effects on 

the overall well-being of users by increasing negative psychological outcomes such as depression 

and exhaustion(Luqman et al., 2017). Problematic social media use has also been associated with 

lower life satisfaction and consistent psychological complaints among adolescents from 29 

different countries (Boer et al., 2020). In line with the present research, it is assumed that, similar 

with problematic and excessive use of social media, the social media fatigue phenomenon may 

also lead to negative and adverse psychological effects and lower levels of life satisfaction. Kim 

and

degree of feeling hindered by SNS use. Moreover, Lee et al.(2016b) studied technostress from 
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the use of mobile instant messenger KakaoTalk, and found that the perceived strain(technostress) 

It can be assumed that by

having such feelings of being impaired by social media-related stress 

level of life satisfaction may also decrease. Satisfaction is also found to be associated with 

discontinued usage in some studies. Maier et al.(2012) suggest that satisfaction of an individual 

is

repeat certain behaviors. In the context of social media use, low satisfaction may increase the 

probability of stopping the expected behavior(Maier et al., 2012), which is the continuous use of 

social media, resulting to less participation in social networking, or quitting the use of social 

media altogether.

H6. Social media fatigue negatively influences life satisfaction.

5.2. Productivity

Increased fatigue due to social media use is found to negatively affect levels of productivity 

by reducing -being(Kim & Park, 2015).

Previous studies have also shown that technostress negatively affects productivity and life 

satisfaction(Lee et al., 2016b; Tarafdar, Tu, Ragu-Nathan, & Ragu-Nathan, 2007). In Tarafdar et

illustrate that lower levels of technostress result to higher levels of productivity. Their result was 

able to prove that there is an inverse relationship between technostress and productivity. It can 

then be assumed that higher levels of stress and fatigue due to ICTs may lead to lower 

productivity levels of an individual. Productivity can also be applied in the academic context 

through academic performance. In line with
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are also found to have decreased academic performance with the incorporation of social media in 

classrooms due to their distractive nature(Leyrer-Jackson & Wilson, 2017). Consistent with the 

results of Dhir, Kaur, Chen, and Pallesen(2019), SNS and mobile instant messaging fatigue both 

exhibit positive influence on the academic performance decrement of students who have great 

engagement in social media use. This implies that excessive and compulsive use of social media 

their concentration in more important daily activities. In the context of social media use, the 

present study assumes that the use of ICTs such as social media may also impede in Korean 

users

H7. Social media fatigue negatively influences productivity.

5.3. Discontinuous Use Intention

In order to restore emotional stability and get rid of negative outcomes induced by technology, 

individuals tend to withdraw from or discontinue their use of social media due to the stress they 

experience(Cao & Sun, 2018). Previous studies have examined the relationship of social media 

fatigue with discontinuous use intention and found positive and significant link between these 

two constructs implying that users who experience higher levels of social media fatigue tend to 

refrain from or quit using social media(Adhikari & Panda, 2019; Cao & Sun, 2018; Zhang et al., 

2016). Gao et al.(2018) suggest that the ubiquitous connectivity, allowing users to stay 

seamlessly connected online, causes information overload which significantly influences the 

exhaustion a

discontinue the use of social media. When individuals experience stress and exhaustion caused 

by ICTs, they tend to change behavioral patterns to overcome this stress(Maier et al., 2015b). 
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Discontinuous use intention has also been found to be an outcome of lower satisfaction as 

satisfaction is identified as an essential factor in continued usage behavior(Maier et al., 2012). In 

the context of SNS, this discontinuance int

intensity of SNS usage or even resulting to quit altogether or delete their accounts (Maier et al., 

2012).

H8. Social media fatigue positively influences discontinuous use intention.

H9. Life satisfaction negatively influences discontinuous use intention.

H10. Productivity negatively influences discontinuous use intention.

III. METHODS AND PROCEDURES

1. Research Model

Looking at social media fatigue through the LCM lens and by adapting the SSO model, the presumed 

relationships of the aforementioned variables with one another are illustrated in the theoretical model 

proposed by the researcher as seen in Figure 1.

Figure 1. Theoretical Model 
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2. Sampling, Data Collection, and Analysis

The researcher will select 300 individuals through convenience sampling to be provided with the 

survey questions in order to collect significant amount of data with little margin of error. The target 

participants include those within the 18 to 35 age range who are considered to have high engagement in 

social media activities and are showing signs of social media fatigue. 150 of which are students while 150 

are working/employees. This will be a basis of comparison between the social media fatigue experienced 

by students and employees.

Participants will be provided with a brief introduction of what social media is and which platforms are 

included within the concept. Participants will be asked questions relating to the measures based on related 

literature with each scale to be answered with one among seven choices between (1 strongly disagree

and (7) strongly agree . The survey will be administered until August 2021.

The reliability and consistency of each variable and scale items from the survey will be 

assessed using SPSS 22.0 Statistics. PROCESS macro, developed by Hayes(2013), will be 

applied in order to check the moderating effects of hyperconnectivity and ad intrusiveness on the 

relationships between the identified antecedents and social media fatigue.
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Introduction

New form of media emerges everyday as a result of technological advancement. Twitter, 

Instagram, Tik-Tok, and Facebook remain the most popular social media platforms that 

people use on a regular basis. In today's society, social media is accessible to anybody, 

making it simple to set up an account and post any information (Lee, Lee, Moon & Sung, 

2015). As the popularity and use of social media grows, it is critical to comprehend the 

impact social media has on people. The majority of scholarly study focuses on how social 

media in general shapes social comparison, how it affects self-esteem, and how exposure to 

idealized pictures leads to body image problems (Longobardi, 2018; Jan, Soomro & Ahmad, 

2017). However, there hasn't been a wide range of research on how people interpret social 

media material in a specific media and how it impacts individuals. This study will 

concentrate on the social network Instagram to see how people react to various perceived 

Instagram messages.

The proposed study will compare Instagram posts and Instagram stories to see how 

people comprehend and respond to different forms of Instagram communications. An 

Instagram post is a photo or video that a user may upload to their account, where others may 

see the comments and amount of likes on each post. Instagram posts are considered as 

permanent media in this research study because it is simpler for users to return to see and 

check other people's posts because they will remain on the social media indefinitely unless 

the individual decides to remove or conceal the post. In addition, Instagram postings enable 
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users to save material that they deem important. Instagram stories are distinct in that they are 

a feature within the Instagram app that allows users to publish pictures and video in a 

slideshow style for a period of 24 hours. Instagram stories are believed to be ephemeral since 

the material fades in a short amount of time, making it difficult for others to access previous 

uploaded material. The proposed study will show what sort of media impacts users' social 

comparison, self-esteem, and body image issues by evaluating whether users consider these 

two Instagram messages to be ephemeral or permanent.

The present study also seeks to determine the link between Instagram users' motives and 

patterns of use, as well as their impact on social comparison, self-esteem, and body image 

concerns. The current study looks at the various types of material that users post, how they 

utilize Instagram features, why they edit images, and how much time it takes to develop and 

post material. It is feasible to gain a deeper understanding of Instagram users' psychological 

and behavioral features by examining their usage habits.

Literature Review

Instagram and Usage Motivation

Instagram is a picture and video sharing app for iPhone and Android that was the first 

social media website to go mobile (Miles, 2019). People may share their photographs and 

videos with their followers for free by uploading them. It enables users to share, modify, 

comment on, and like other users' images and videos (Lee et al., 2015). Instagram's rise is 

substantial, but it is not all good. It became a source of stress for users to shoot and share the 

ideal Instagram snap (Wagner, 2017).

Instagram users are motivated by five major social and psychological factors: social 

interaction, archiving, self-expression, escapism, and peeking (Lee et al., 2015). One of the 

key motivations is social interaction, as individuals use Instagram to connect with many 
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people, maintain relationships with others through networking, and stay in contact with 

friends and family. Instagram is also used for archiving, with the goal of sharing personal and 

daily life in their personal social media area. Self-expression is another key motivator for 

people to use Instagram. Instagram users may express themselves authentically in their 

personal area while also providing life updates. Other motives include escapism and peeking. 

Instagram users may escape reality by connecting with individuals who share similar interests 

or by following the lives of celebrities. While utilizing Instagram, people are able to forget 

about their difficulties. Peeking is also defined as checking other Instagram users' pages to 

see what they are doing and saying (Lee et al., 2015).

Permanat content (Post) and Ephemeral social media (Story)

The Instagram post remains on a person's profile indefinitely until the user chooses to 

delete it. By default, photos and videos published to Instagram may be viewed by anyone 

who has the Instagram app. Users may, however, switch their account to private to make the 

picture or photo available only to their Instagram followers (Hu, Manikonda, Kambhampati, 

2014).

Instagram Stories was developed to allow users to share daily moments with their 

followers. Instagram stories enable users to easily record moments, experiment with video, 

communicate with friends, and showcase everyday activities on the user's profile. It is a 

simple and quick way for users to share events and experiences with them by utilizing text, 

stickers, GIFs, and music. Users cannot like or leave a public remark on other users' stories, 

unlike ordinary Instagram posts (Read, 2020).

Today, the social media platform is undergoing a media transition from delivering 

permanent material to delivering ephemeral material. Ephemeral content is defined as a 

-
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media term (Chen & Cheung, 2019). These ephemeral social networking apps allow material 

to be shared for a limited time before being automatically erased (Wakefield & Bennett, 

2017). This unique function of deleting texts in a short amount of time attracts a large number 

of people who want to be free of self-expression (Choi & Sung, 2018). The majority of 

ephemeral information is delivered in a synchronous manner, providing consumers with an 

experience akin to face-to-face contact. Furthermore, ephemerality serves as an excellent tool 

for documenting daily events via selfies, photographs, and clips (Aljouhi, 2017).

As the material is only available for a limited time, ephemerality appears to be a key 

motivator of sharing intentions. It enables users to post a wide range of content, from daily 

activities to sensitive material, such as selfies and naked photos. Users also highlighted how 

ephemerality alleviates their privacy worries because they can choose who sees their material 

(Morlok, Constantious, & Hess, 2018). Ephemeral material, on the other hand, has certain 

drawbacks. Users stated that automated erasure of material is inconvenient when they wish to 

save information, causing them to feel bereft and remorse (Morlok, Constantious, & Hess, 

2018).

Social Media and Social Comparison

The premise behind social comparison theory is that people assess their own worth by 

comparing themselves to others (Festinger, 1954). Social comparison is separated into two 

categories: upward and downward comparison. Upward comparison refers to comparing 

oneself to those whose capabilities are superior to one's own (Nortje, 2020). Upward 

comparison has an influence on self-evaluations, self-esteem, and self-assessment (Collins, 

1996). Downward comparisons involve comparing the individual to someone who is in a 

worse financial situation than the individual (Nortje, 2020), which causes the individual to 

believe that he or she is better off than the comparison target (Wills, 1987). The positive 

- 164 -



result of downward comparisons is that it improves the individual's psychological condition 

(Wills, 1987). People use social media networks to interact, create relationships, and 

exchange information; nevertheless, the majority of social media users allow themselves to 

draw comparisons to other users. Upward comparisons cause people to feel envious of other 

people's lifestyles, making them feel unappreciative of their own (Jan, Soomro & Ahmad, 

2017).

Previous study on this problem has concentrated on Facebook and Instagram postings, 

where content may be published, shared, liked, and remarked on (Lee et al., 2015). There is a 

scarcity of study on ephemeral social media platforms like Snapchat and Instagram stories, 

where engagement and communication are the key goals (Aljouhi, 2017). In this regard, this

research study will investigate if the ephemerality of Instagram material is related with 

unfavorable social comparison.

H1: Users who consider Instagram stories to be more ephemeral would engage in less social 

comparisons while using Instagram.

H2: Users who consider Instagram postings to be more permanent would engage in more 

social comparison while using Instagram.

Social Media and Self-esteem

The positive or negative appraisal of oneself is referred to as self-esteem. It is a 

psychological construct in which a person assesses their own value (Coopersmith, 1965). The 

majority of study looks at the link between self-esteem and social media in general, which 

includes all forms of social media. There is, however, a scarcity of study on the change in

self-esteem while using distinct perceived social media messages. According to one study, 

the transience of Snapchat encourages more extraversion than other social media networks 

such as Facebook (Taber & Whittaker, 2018). By expressing more positive feelings online, 
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Snapchat users showed less concerns about their self-esteem. Because Instagram stories have 

the same transitory character as Snapchat, this research will investigate if Instagram story 

users have lower self-esteem than Instagram post users.

Idealized image on social media and body image concern

Traditional media has been extensively examined in terms of exposure to idealized 

pictures and how individuals consume media (Levine & Harrison, 2009: Brown & 

Tiggemann, 2016). Previous research concentrated on conventional media, in which 

individuals were exposed to idealized pictures of models and celebrities. The research 

demonstrated that being exposed to thin-ideal pictures had a detrimental impact on body 

satisfaction (Brown & Tiggemann, 2016). People are increasingly exposed to more of these 

idealized pictures not only from models and celebrities, but also from friends and followers, 

as social media usage and image-focused social media networks have increased.

People are not just exposed to these photos, but users also strive to present their best 

selves on social media (Wagner, 2017). Social media users that publish photographs such as 

selfies and alter their photographs to publish their best presentation of their looks might

exhibit this habit of self-presenting themselves into their idealized self. As the exposure of 

idealized pictures on social media networks grows, there is a growing number of research on 

the link between social media and body image problems (Brown & Tiggemann, 2016; 

Longobardi, 2018; Tiggemann & Anderberg, 2020). Since Instagram allows users to alter 

their photographs to attain their ideal look, Instagram users are more likely to be exposed to 

idealized pictures on their social media profiles (Brown & Tiggemann, 2016). When users are 

exposed to the visual material of others on social media on a daily basis, they have more 

possibilities to compare their looks, which has an adverse effect on their body image 

(Longobardi, 2018).
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Body image is a person's impression or assessment of his or her own body (Slade, 1994). 

An individual creates this perception by comparing their physique to that of another and 

having good or negative sentiments about their look. Social media platforms that emphasize 

on visual material, such as Instagram and Snapchat, led to adolescents and young adults 

expressing increased unhappiness with their body images and experiencing more emotional 

symptoms (Longobardi, 2018). People showed reduced body dissatisfaction when given 

matched

and Instagram-style idealized picture posts. In other words, study demonstrated that idealized 

photos on Instagram actually influence user unhappiness with their bodies (Tiggemann & 

Anderberg, 2020).

Snapchat users, unlike other social media network users, tend to transmit photographs of 

their daily activities to those with whom they have tight relationships, particularly close 

friends, lovers, and family (Piwek & Joinson, 2015). Snapchat users are more relaxed while 

sharing images to their friends rather than focused on taking images of their best self. Since 

Instagram stories have the same transitory character as Instagram posts, this research will 

investigate if Instagram story users have less body image worries than Instagram post users 

(Jan, Soomro & Ahmad, 2017).

H3: Instagram story users who are aware of its ephemeral nature will have greater self-

esteem and less body image issues.

H4: Instagram users who are aware of the permanence of their posts will have lower self-

esteem and greater body image issues.

Social Comparison, Self-esteem and Body Image Concern

Social comparison and self-esteem are two of the main aspects of social media usage in 

general. The majority of study has concentrated on the link between social comparison and 
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self-esteem. This study also looked for evidence that those who compare themselves more 

socially have lower self-esteem. People use Instagram to vicariously experience other

people's life and watch other people's material, since peeking is one of the major incentives 

for Instagram users (Lee et al., 2015). Upward social comparison is a frequent reaction 

among these people, and users begin to envious the lifestyles of others, making them feel less 

affluent and inferior. These bad sentiments that arise as a result of utilizing Instagram will 

have a direct influence on one's self-esteem. People are focusing on displaying their best 

selves on various platforms as image-based social media grows in popularity. Because 

Instagram provides a variety of modification tools and filters, users concentrate on altering 

and altering their photos to create a more idealized picture (Hu, Manikonda, Kambhampati, 

2014). Viewing other people's photos and socially comparing oneself would cause users to 

have greater body image issues. The study will look at whether social comparison influences 

a person's low self-esteem and body image issues.

H5: Instagram users who compare themselves socially are more likely to have negative self-

esteem and body image issues.

Method

Sample and Procedure

A total of 224 individuals from the University of Texas's participant pool took part in 

our survey, and 205 of the 224 answers were valid. To reach participants, an online survey 

was created through Qualtrics. Accordingly, participants anonymously filled out the online 

Advertising Participant Pool. Participants were then asked to consent to the research 

guidelines and complete the survey. The survey approximately takes 10 minutes to complete, 

- 168 -



which examined how individuals react to different perceived Instagram messages and social 

media usage habits. 

Measurement

self-analysis such as social comparison, self-esteem, and body image concerns. All the 

variables are measured with a 7-point Likert scale ranging from Strongly Disagree to 

Strongly agree unless indicated.

Independent variables The survey measures whether participants indicate Instagram story to 

be ephemeral and Instagram post to be permanent. To measure if participants viewed 

rate three statements under a seven-point-Likert sc

ion, to figure out whether participants viewed Instagram story 

would be hard f

Dependent variables

comparison scale by Gibbons and Buunk (1999). This question examines whether 

participants socially compare themselves with others in their daily lives or through social 

media. The question asks participants to rate six statements under a seven-point-Likert scale 
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-esteem -esteem scale was employed. This variable 

was measured by rating seven different statements under the same 7-point Likert scale. 

were asked to answer two statements with a 7-point Likert scale. (M=5.03, SD=1.6, 

Control variables Participan -analysis can be affected by a lot of different factors. 

-White) were 

Instagram post (M=2.78, SD=1.211) was measured separately. To examine whether 

was measured through the survey. The question asks participants to rate 4 statements under a 

seven-point-Likert scale and the same question was asked for Instagram story (M=3.97, 

private account and only share content to close friends, this will affect how participants self-

analyze their social media attitudes. Lastly, Instagram users who use Instagram in order to 

nd this would affect how 

individuals perceive themselves.
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Results

To test the hypotheses, linear regression was employed through SPSS examining 

participant's social comparison, self-

ethnicity, frequency of social media usage, privacy perception, and Instagram usage 

motivation were used as a control variable to test the hypotheses. Of all the different 

e primary 

Also, as all users have different Instagram usage patterns, a regression analysis was 

conducted to examine whether the content, usage of Instagram features, the reasoning for 

editing photos, and the amount of time to create and upload influence psychological traits, 

such as social comparison, self-esteem, and body image concerns. Gender, ethnicity, and 

frequency of social media usage were used as control variables to examine the research 

question.

H1 predicted that users who perceive Instagram story as more ephemeral, will perform 

less social comparison. However, the results of the regression test shows that users who 

perceive Instagram story as ephemeral are more likely to socially compare (b=0.187, p<0.01). 

Thus, Hypothesis 1 was not supported and disconfirmed. In another regression test, the result 

showed that Instagram users who take longer to post an Instagram story (b=.182, p<0.05) are 

more likely to socially compare.

comparison, a regression test was conducted. There was no significant relationship between 

the two variables. Thus, Hypothesis 2 was not supported. By examining whether the 
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employed. The results show that users who take longer to post and upload an Instagram post

(b=0.32, p<0.001) are more likely to compare themselves to others.

self-esteem and body image concerns, another regression analysis was conducted. However,

the results show that there was no significant relationship between perceived ephemerality of 

Instagram stories and self-esteem. Users who perceived Instagram story to be ephemeral are 

more likely to have body image concerns (b=0.119, p<0.01). Therefore, Hypothesis 3 was not 

supported.

-

esteem and body image concerns, the results show that there is no significance between 

perceptions of permanency of Instagram posts and self-esteem and body image concerns. 

Therefore, Hypothesis 4 was not supported.

-esteem and 

body image concerns, the results show that Instagram users who usually socially compare are 

likely to have lower self-esteem. (b=-0.384, p<0.001) Those who perceive Instagram post to 

be permanent (b=0.153, p<0.05) are more likely to have higher self-esteem. Permanency 

perception does contribute to enhancing self-esteem but only the part of self-esteem that is 

not affected by social comparison. Instagram users who usually socially compare are likely to 

have higher body image concerns. (b=0.47, p<0.001) The regression analysis shows that 

participants who socially compare while using Instagram are likely to have lower self-esteem 

and have higher body image concerns. Thus, Hypothesis 5 was supported.

The current study's findings provide light on whether Instagram users' perceptions of 

ephemerality and permanence influence their social comparison, self-esteem, and body image 

concerns.
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The results contradicted the prediction that the perceived ephemerality of Instagram 

stories causes reduced social comparison and body image concerns. Users who thought 

Instagram stories were ephemeral were more prone to socially compare and have greater 

body image concerns. Self-esteem was the only variable unaffected by both the perceived 

ephemerality of Instagram stories and the perceived permanence of Instagram postings. In 

summary, the current study found that Instagram users who socially compare had poorer self-

esteem.

Discussion

The purpose of this study was to look at how social media users' beliefs of the 

ephemerality and permanence of Instagram stories and posts affected social comparison, self-

esteem, and body image concerns. Contrary to the hypotheses, users who believe Instagram 

stories are transitory are more inclined to compare and have more body image concerns. First, 

the findings revealed that users who consider Instagram stories to be ephemeral are more 

likely to socially compare. It might be because Instagram stories are used to share and 

showcase users' ordinary events and activities. As it is a simple and quick method to share 

their moments, the ephemerality feature allows users to share a larger range of content 

(Morlok, Constantious, & Hess, 2018). Viewing other people's lifestyles might arouse 

jealously and envy, which can lead to upward comparison (Jan, Soomro, & Ahmad, 2017). 

The findings suggest that while ephemerality does not reduce social comparison in and of 

itself, when ephemeral features such as Instagram stories are used to boost fancy lifestyles, 

they can actually encourage even more social comparison because it adds to the presentation 

and promotion of the self.

Users who see Instagram stories as transitory, similar to social comparison, are more 

likely to have body image issues. This contradicted the prediction that users who regarded 
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Instagram stories as transitory would have less body image concerns. The current study 

predicted this because Snapchat users, a social networking platform with a similar ephemeral 

nature, show fewer concerns because ephemeral material allows users to share more casual 

images and not focus on capturing photographs of their best self (Jan, Soomro & Ahmad, 

2017). Previous study, however, suggests that visual-focused social media may lead to users 

expressing more unhappiness with their body images (Longobardi, 2018). Because Instagram 

stories are likewise an ephemeral social media platform that leverages visual material, the 

medium's visual emphasis may have fostered increased body dissatisfaction, especially when 

individuals had to exhibit their best in the transitory, ephemeral setting.

In contrast to the substantial findings of perceived ephemerality of Instagram stories, no 

significant link was found between perceived permanence of Instagram postings, social 

comparison, and body image issues. Previous research studies that investigated the 

connections between Instagram usage and psychological variables mostly focused on 

Instagram posts since they are the most prominent aspect of Instagram. These studies have 

found that people compare themselves by comparing the number of likes they have to their 

peers (Tiggemann, Hayden, Brown, & Veldhuis, 2018), that envying others' lifestyles leads to 

lower self-esteem (Jan, Soomro, & Ahmad, 2017), and that comparing their appearance to 

others causes increased body image concerns (Longobardi, 2018).

In addition to investigating users' perceptions of Instagram's ephemerality and 

permanence, the study anticipated that users who socially compare are more likely to have 

negative self-esteem and body image concerns. Individuals who socially compare when using 

Instagram, both story and post, showed lower self-esteem and greater body image concerns, 

confirming the hypothesis. Previous study has shown that people use social media to create 

upward or downward comparisons. People feel less privileged and inferior to others when

they envy them, which can lead to bad sentiments about themselves (Jan, Soomro & Ahmad, 
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2017). Concerns regarding their body images are also influenced by social comparison. 

People may edit and modify their photographs on social media networks, making it simple 

for them to post photographs of their finest presentations (Hu, Manikonda, Kambhampati, 

2014). Exposure to idealized pictures' visual content allows people to compare their looks, 

which drives individuals to compare themselves with others and leads to unfavorable 

judgments of their bodies. The current finding supports prior studies showing social 

comparison has a detrimental influence on self-esteem and body image issues.

Limitations

As this survey was delivered online and respondents completed it in a less controlled 

context, it is possible that participants were less engaged in the survey. This might have 

impacted the study's findings. In addition, the current study sought to determine if Instagram's 

perceived ephemerality and permanence impacts social comparison, self-esteem, and body 

image issues. However, due to a scarcity of previous study in this area, the test items for 

ephemerality and permanence perceptions comprised of only two or three statements. As 

noted in the discussion, most people may assume that all social media are not permanent 

because users may erase information whenever they want. Better operational definitions of 

ephemerality and permanence should be used in future study.

There has been little research on distinguishing between Instagram messages, Instagram 

posts, and Instagram stories. To develop hypotheses on the perceived ephemerality of 

Instagram stories, the current study relied on existing work on Snapchat, which has a similar 

ephemeral character. Despite the fact that Snapchat is an ephemeral app, it only lets users to 

share content with those they have added as friends (Choi & Sung, 2018). Instagram stories, 

on the other hand, may be read by the same individuals that read Instagram posts. Users are 

not permitted to submit the same content to both Snapchat and Instagram stories. More 
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precise information on Instagram story usage patterns should be explored in future study to 

generate hypotheses.
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The Divide between Liberals and Conservatives Matters:
The Effect of Political Ideology on Ethical Consumption Behavior

Seung-Hwa Kim School of Business, Hanyang University

Hee-Kyung Ahn School of Business, Hanyang University

Introduction

Political polarization leads to a disagreement on government policies among the public (Dimock & Wike, 

2020). That is, people interpret various issues in society with their political stance. Not only opinions but also 

behavioral intentions are shaped differently. Scholars have been shown how political ideology influences

consumer behavior (Han et al., 2019; Irmak et al., 2020; Ordabayeva & Fernandes, 2018). For instance, liberals 

tend to complain more about products than conservatives (Jost et al., 2017) and donate a greater number of 

charities than conservatives with the same amount of money (Farmer et al., 2020). Although ideologically 

driven behavior may explain why people make decisions differently in the context of ethical consumption, yet 

few studies have been conducted on the topic. By

ideology matters in the marketplace, this research shed light on the difference between liberals and 

conservatives on consumer responses toward irresponsible actions.

Theoretical Background

Political Ideology and Consumer Responses toward Corporate Social Irresponsibility

Corporate social irresponsibility (CSI) is the opposite action of corporate social responsibility (CSR) such as

consumer fraud regarding sales or pricing policies, employee wage discrimination, and endangerments of 

nature/animals (Stäbler & Fischer, 2020). In other words, corporate activities against societal obligations are 

regarded as corporate social irresponsibility. Notably, corporate social responsibility has strategic value for 

companies and is regarded as an important attribute for consumers when making purchase decisions (Scheidler 

& Edinger-Schons, 2020). Consumers blame the company and even boycott them when they feel the firm does 

not take responsibility. Specifically, as a consequence of CSI, consumers show negative moral emotions toward 
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the company (Xie & Bagozzi, 2019), negative word-of-mouth (Grappi et al., 2013), and a higher level of 

boycott attitude (Scheidler & Edinger-Schons, 2020). It is not surprising that managing the CSI has become one 

of the most crucial factors for determining business success. Then, who would be more likely to engage in such

behavior when they notice corporate irresponsible actions? According to Jasinenko et al. (2020), 

political ideology is one of the factors that can influence consumer responses regarding CSI.

It is divided into either liberal or conservative (Skitka & Tetlock, 

1993). Liberals and conservatives show different attitudes and behavioral intentions because they differ in terms 

of psychological motives (Jost et al., 2003). A real-world data has shown that liberal consumers complain about 

products more than conservative consumers (Jost et al., 2017). Scholars insist that this is because liberals tend to 

accept social change (i.e., challenge society) compared to conservatives. Therefore, it is plausible to expect that 

consumer responses toward corporate social irresponsibility may differ depending on political ideology: liberals 

will respond negatively to irresponsible actions of firms compared to conservatives. In line with this, we

hypothesize as follows:

H1: Liberal (vs. conservative) consumers will be more likely to exhibit negative responses toward the 

irresponsible firm.

Anger as a Reason for Negative Consumer Responses

Although Jasinenko et al. (2020) have examined the relationship between political ideology and CSR

perception of irresponsible firms, there is a lack of 

proper understanding in terms of underlying processes. Specifically, they argue that conservatives turn a blind 

eye to irresponsible companies more than liberals because conservatives 

activities (i.e., market-related actions). However, another explanation can potentially account for such a 

phenomenon. When consumers judge the firm as unethical (or unfair), negative emotions such as anger arise 

toward the company (Gershoff et al., 2012; Xie & Bagozzi, 2019). Negative emotions arose from confronting 

irresponsible firms lead consumers to show exhibit negative behavioral responses (Antonetti & Maklan, 2016). 

As stated above, this tendency can be more pronounced for liberals because they have a desire to punish 

wrongdoings and challenge society. In sum, liberals may show a lower purchase intention for products produced 

by irresponsible firms than conservatives because of increased anger rather than decreased justification of 
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market-related actions of firms. Thus, it is reasonable to hypothesize as follows:

H2: The effect of political ideology on consumer responses to the irresponsible firm will be driven 

by anger.

The Moderating Role of Perceived Fairness

Perceived fairness refers to the degree of how fairly he or she is treated (Aggarwal & Larrick, 2012). Applied 

to the context of the relationship between consumers and companies, the perception of fairness depends on the 

to consumers. When consumers acknowledge the wrongdoings of firms, consumers 

perceive them as unfair and try to decide how they should respond to them (Gershoff et al., 2012). According to 

Mullen and Skitka (2006), consumers react differently because people judge them based on either outcome 

fairness or procedural fairness. That is, some people weigh outcome fairness more importantly than procedural

fairness, and vice versa. Liberals are more likely to focus on outcome fairness because they consider an

as the most important one. In the context of ethical behavior, liberals place a high priority on 

eliminating inequalities compared to conservatives (Farmer et al., 2020; Graham et al., 2009). Therefore, 

liberals will be more likely to respond negatively only 

to receive equal opportunities. In other words, liberals may be sensitive toward perceptions of fairness only 

when they received unfair treatment (outcome unfairness) compared to others. Taken together, fairness 

perception will moderate the effect of political ideology on consumer responses toward the irresponsible firm.

Therefore, we hypothesize as follows:

H3: Perceived fairness will moderate the effect of political ideology on consumer responses toward the 

irresponsible firm through anger. Liberal consumers experience anger, and in turn, exhibit negative responses 

toward the company only when outcome fairness is considered.

Study 1

will influence consumer 

responses to irresponsible practices of the firm. Specifically, we expected that liberals are more likely to exhibit 

a lower purchase intention and negative attitudes toward the firm than conservatives.
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Method

Seventy participants (52.9% female, Mage = 37.33) were recruited from Prolific in exchange for monetary 

payment. A single-factor, between-subjects design was employed in which political ideology (liberal vs. 

conservative) was measured.

Participants were asked to indicate their political ideology on either 1 (conservative) or 2 (liberal; Ordabayeva 

& Fernandes, 2018) and completed other demographic items such as gender, age, and annual personal income. 

After answering political ideology and other demographic items, they were presented with a newspaper article

about the fictitious company (adapted from Amazon Prime Same-Day delivery issue in 2016). The article 

reported that there was a disparity among customers that Company X provided broad coverage to cites where 

White customers live. After reading the newspaper article, participants were asked to indicate their purchase 

intentions for products from Company X on a 7-point scale ranging from 1 (Will definitely not consider buying)

to 7 (Will definitely consider buying; Lau-Gesk & Drolet, 2008). Finally, they were asked to answer 3 items 

measuring their attitudes toward the company using 7-point scales anchored by

(higher scores indicate more positive evaluations;

Jain et al., 2006). 

Results and Discussion

An independent samples t-test was conducted to test the difference between liberals and conservatives. There 

was a significant difference between liberals and conservatives on purchase intention for the product from the 

irresponsible company (t(68) = 2.40, p = .019). Specifically, liberals showed a lower purchase intention 

compared to conservatives (Mliberal = 2.58 vs. Mconservative = 3.47). Moreover, there was a significant difference 

between liberals and conservatives on company attitudes (t(68) = 2.80, p = .007), indicating that liberals 

evaluated the company negatively compared to conservatives (Mliberal = 2.24 vs. Mconservative = 3.14).

In support of H1, the results show that liberals are less likely to purchase the product and more likely to 

exhibit negative attitudes toward the irresponsible firm than conservatives. That is, liberals show a strong 

negative attitude toward the irresponsible firm. However, only a simple main effect was examined in Study 1. 

For further understanding of this effect, Study 2 investigates the mediation and moderated mediation effect

proposed in the second and third hypotheses.
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Study 2

The purpose of Study 2 was to investigate whether liberals show a lower purchase intention for the company 

that commits unfair practices compared to conservatives because of anger, and this effect is moderated by the 

perceived fairness. We expected that liberals are more likely to exhibit negative responses toward the firm than 

conservatives only when the outcome of that practices is perceived as unfair.

Method

One hundred and forty participants (53.6% female, Mage = 37.41) were recruited from Prolific in exchange for 

monetary payment. A 2 (political ideology: liberal vs. conservative) x 2 (perceived fairness: outcome vs. 

procedural) between-subjects design was employed.

Participants indicated their political ideology on either 1 (conservative) or 2 (liberal; Ordabayeva & 

Fernandes, 2018) and completed other demographic items same as Study 1. Then, they were asked to read a

newspaper article about the fictitious company. The content of the newspaper was identical to Study 1 except for

one difference: A fictitious Company X launched a new delivery service and provided broad coverage to cities 

where VIP customers live (i.e., disparity in service coverage). Perceived fairness was manipulated by

highlighting the sentences (Etkin & Ghosh, 2018) in the newspaper article. In the outcome (procedural) fairness 

condition, the sentence describing the outcome that customers did not get the benefits equally because of the

disparity (the procedure that customers did not get benefits) was underlined. After reading the newspaper article, 

participants indicated their purchase intentions for products from Company X on a 7-point scale ranging from 1 

(Will definitely not consider buying) to 7 (Will definitely consider buying; Lau-Gesk & Drolet, 2008). Then, they 

were asked to indicate company attitudes on 3 items using 7- very unfavorable/very 

(Jain et al., 2006). Finally, they answered how angry 

they were to the company using a 5-point scale ranging from 1 (Not at all) to 5 (Extremely; Mullen & Skitka, 

2006).

Results and Discussion

We conducted a bootstrapping analysis to test the mediation effect using PROCESS model 4 (Hayes, 2013). 

The analysis revealed a significant mediation of anger on purchase intention (see Figure 1).
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Figure 1. Results of mediation analysis: Effect of political ideology on purchase intention toward irresponsible 

firm via anger (Study 2)

A bootstrapping analysis was conducted (PROCESS model 7; Hayes, 2013), indicating a significant 

moderated mediation (b = -.26, 95% CI [-.70, -.01]). A conditional indirect effect of political ideology on

purchase intention through anger was significant when outcome fairness was considered (b = -.37, 95% CI [-.83, 

-.06]), but was not significant when procedural fairness was considered (b = -.11, 95% CI [-.45, .04]). Similar 

results were obtained for company attitudes.

Additionally, an independent samples t-test was conducted on consumer responses, revealing a significant 

difference between liberals and conservatives on purchase intention for the product toward the company that 

commits irresponsible actions (t(129.68) = 3.21, p = .002). Liberals showed a lower purchase intention 

compared to conservatives (Mliberal = 2.64 vs. Mconservative = 3.46). Additionally, there was a significant difference 

between liberals and conservatives on company attitudes (t(111.73) = 3.34, p = .001), indicating that liberals 

negatively evaluated the company compared to conservatives (Mliberal = 2.37 vs. Mconservative = 3.14).

In support of H2 and H3, the results show why and when liberals are less likely to purchase products of the 

irresponsible firm and more likely to exhibit negative attitudes toward the company. That is, liberals exhibited 

negative responses toward the irresponsible firm when outcome fairness was considered (i.e., when they 

perceived the outcome was unfair). The results of Study 2 suggest that liberals are selectively responding to 

unfairness because they feel anger only when they believe that disadvantages (i.e., outcome inequality) occur to 

them. 

General Discussion and Implications

The present research provides a deeper understanding of political ideology in consumer behavior by exploring 

2.09
Political ideology

Purchase intention

Anger

.71*** -.34**

Total effect = -.82**

Direct effect = -.58*

Indirect effect = -.24; 95% CI [-.58, -.03]

(Conservative = 0,
Liberal = 1)
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the effect of political ideology on consumer responses to the irresponsible firm. The findings of Study 1 

demonstrate that liberals are more likely to show negative responses to irresponsible actions of firms. Second, 

Study 2 shows that this effect is mediated by anger. Liberals negatively evaluate the products produced by the 

irresponsible firm because they feel strong anger toward the company. Interestingly, this effect is moderated by 

perceived fairness. Liberals show negative responses because of anger toward the firm only when they perceive 

the outcome is not fair.

This research has a theoretical contribution. The present work shows when and why a certain political 

ideology makes consumers have a strong negative evaluation of firms and their products. Within the realm of 

consumer behavior, prior research has focused exclusively on either donation behavior (Farmer et al., 2020; 

Kaikati et al., 2017) or recycling (Kidwell et al., 2013). Yet little is known about how consumer responses 

toward CSI differ according to political ideology. Our findings contribute to the political ideology and CSI 

literature.

The present work also has a practical implication. This research offers insights into handling the risks of CSI

events for managers and executives. Practitioners should use proper coping strategies to communicate with their 

target publics. Specifically, if a majority of their targets are liberals, they should emphasize that all the

consumers he same .

anger when irresponsible activities appear on the surface. Because a resolution of CSI events is directly linked 

to enhancing credence and handling financial risks (Kölbel et al., 2017), our findings can help practitioners 

successfully managing CSI events. 
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Variables Items
Partisanship

(b) I consider the party as my party
(c) I am more favorable to the party than any other party

Political fandom Loyalty (a) Support my celebrity politician regardless of the result of an election
(b) Recommend my celebrity politician to others
(c) Telling positive things about my celebrity politician

Self-awareness (a) Awareness of myself as a fan of my celebrity politician 

(c) Having a good feeling of being a fan of a celebrity politician
(d) Aware of myself as a committed fan of a celebrity politician

Political party level of 
social identity

(a) Except <my party>, political ideologies of other political parties are not politically desirable
gal

(c) Except <my party>, other political parties have nothing to contribute to the political development of our country

Individual politician level of 
social identity

(a) Most people who criticize <politician> have misperception of <politician>
(b) <politician> needs the help from supporters like me in order to achieve the political goal

Skipping fact-checking (a) Usually, I have no time to check the fact of articles or posts about <politician> when I read that information via smart 
phone or social media

(b) I sometimes have trusted information about <politician> from online community or social media without fact-checking 
(c) I often read information about <politician> regardless of the source of that information
(d) I want to read information about <politician> as much as possible regardless of whether the information is true

Uncertain information 
sharing

(a) When someone ask me about <politician>, I would be willing to talk to someone about <politician> regardless of 
whether I have a clear idea about the topic

(b) I might forward this information about <politician> to people I know without fact-checking.
(c) To support <politician>, I can post information about <politician> even if I am not sure that information is true
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When a Chatbot Smiles at You: The Psychological Mechanism Underlying 

University of Texas at Austin

 Introduction

As the applicability of machine learning and natural language processing increases, 

various industries have extensively employed artificial intelligence (AI)-driven chatbots. One 

of the areas where AI chatbots are most actively employed is the e-commerce industry 

(Market Analysis Report, 2021). A customer service chatbot embedded on e-commerce 

websites allows users to communicate as if they are talking to real human agents. In 

particular, product recommendation chatbots embedded social media 

account, now offer a more personalized product that meets unique customer needs. For 

instance, a chatbot of Swedish multinational clothing retail company H&M recommends 

products to customers based on their unique preferences such as color and style. As the 

utilization of chatbots is rapidly increasing, the need for research on the effectiveness of 

product recommendation chatbots has been suggested. In this regard, the current study 

examines whether and how a friendly language use of a personalized product 

 Literature Review

The computers are social actors (CASA) theory argues that humans unconsciously 

exhibit social reactions to computers, even though they are fully aware that they do not have 

any human characteristics, such as emotions, motivations, or intentions (Reeves & Nass, 
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1996). Based on the CASA theory, the current study hypothesizes that a friendly language 

use of a chatbot would elicit more positive product attitudes and purchase intentions. 

intimacy would function as a social 

cue (Nass & Moon, 2000) that elicits social reactions from chatbot users, which in turn lead 

to more positive attitudes and purchase intention towards the product that the chatbot 

recommends. 

While many prior studies have demonstrated positive persuasive effects of social 

cues of chatbots (Beattie et al., 2020; Yen & Chiang, 2020), r

psychological mechanisms underlying such effects is scarce. In order to gain a more 

sophisticated understanding of the effects of product recommendation chatbots, the current 

study investigates the psychological mechanism by which a friendly chatbot generates more 

positive persuasive outcomes. Based on the social presence theory (Short Williams & 

Christie, 1976) and previous literature, this study suggests serial mediation effects of social 

presence and user satisfaction on product attitudes and purchase intentions. 

In order to build a long-term consumer-brand relationship, e-commerce chatbots 

one number, which 

unintentionally increases privacy concerns. There have been conflicting results regarding 

While a line of studies argue that social cues increase privacy concerns (Ha et al., 2020;

Sundar & Kim, 2019), others have found that social cues lead to less privacy concerns 

(Ischen et al., 2019; Ng et al., 2020). In order to fill the gap between these studies, the current 

personal information while interacting with the chatbot and 

investigated how intimate language use of a chatbot changes the information disclosure rate.
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 Hypotheses

H1: Customers who interacted with a chatbot using friendly language would show 

more positive product attitudes compared to those who interacted with a chatbot using 

general language.

H2: Customers who interacted with a chatbot using friendly language would show 

more positive purchase intentions compared to those who interacted with a chatbot using 

general language.

H3: A chatbot using friendly language would lead to a greater feeling of social 

presence compared to a chatbot using general language.

H4: The increased feeling of social presence would lead to greater user satisfaction 

with the chatbot interaction.

H5: The increased user satisfaction during the chatbot interaction would lead to more 

positive attitudes (H5a) and purchase intentions (H5b) towards the product recommended by 

the chatbot. 

H6: The effects of 

attitudes would be serially mediated by social presence and user satisfaction. 

H7: The effects of 

intentions would be serially mediated by social presence and user satisfaction. 

information disclosure behavior? 
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 Method

The current study employed a single factor experiment with one experimental

condition (i.e., intimate language use condition) and one control condition to examine 

hypotheses and a research question. A total of two hundred sixty-nine participants completed 

the study thoroughly.

The chatbot was created through the platform that offers a Facebook Messenger

chatbot developing tool: https://manychat.com. The website allows an individual user to

construct a flow of conversations based on textual keywords. Thus, the chatbot recognized

keywords in a input and provided a programmed response linked to those keywords.

In the friendly language style condition, the chatbot used more kind, intimate words

and maintained a cheerful language tone during the conversation. In addition, based on the

prior literature that smiling face induces a sense of intimacy (Argyle & Dean, 1965) the

chatbot in the frequently used smiling emoticons and expressed gratitude for users' responses.

For example, the chatbot used the following conversational languages: to meet you

first name)! We are excited to be a part of your journey, whatever that may

for letting us know! (smiling emoticon) What is your current weight and

to know. (smiling emoticon) We are almost done, first name)! What is your

body type Figure 1 shows how the chatbot was represented to participants.

In the control condition, the chatbot avoided using expressions or words that could

indicate friendliness during the conversation. The chatbot did not use emoticons, nor did it

express gratitude for the user's response. Specifically, in the same situation as in the above

examples, the chatbot in the control condition used the following conversation languages:

first. name) we will ask you a few tell us your current weight

and first. name), we have few more questions. What is your body type

Besides the friendly conversational language and use of emoticons, the amount of
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information and questions provided throughout the conversation remained the same in both

conditions. To see the entire transcript for both conditions, please see Appendix B.

 Results

An independent sample t-test was conducted to check friendly language use

manipulation was successful. The main effects of a intimate language use on

product attitudes and purchase intentions were examined by two rounds of one-way analysis

of covariance (ANCOVA). To test the sequential mediation effects of social presence and

user satisfaction on the product attitudes and purchase intentions, the PROCESS macro by

Hayes (2013) with 5000 bootstrapped samples and 95% confidence intervals (CIs) was

employed. For the purposes of this study, Model 6 was chosen (Figure 2). Lastly, a binary

logistic regression was conducted to the effects of a friendly chatbot on the personal

information disclosure rate. All analyses will be done through SPSS version 27.

The results indicated significant sequential mediation effects of social presence and 

user satisfaction, mediating the effects of a friendly chatbot on more positive product 

attitudes and purchase intentions. Furthermore, to find out the effects of a friendly chatbot on 

personal information disclosure, this study asked participants to provide an email address 

during the chatbot interaction. The results showed that intimate chatbot language significantly 

increased the chances of personal information disclosure. Additional analysis found that 

social presence and trust in the online vendor serially mediated the effects of a friendly 

chatbot on the personal information disclosure rate. 
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