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The effect of social media Instagram usage motives on purchase intention
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Abstract
With the development of technology, it has become more and more convenient for people to interact and connect
with each other without face-to-face, and you can share your life through social software. Social software has evolved
from MSN and Instant Messenger to Facebook, Twitter and, in recent years, Instagram (IG). Cherice Chen (2020) reports
that IG users worldwide have exceeded 1 billion people, and the number of IG users in Taiwan alone has reached 7.4
million people per month, accounting for nearly one-third of Taiwan's population. According to Statista's research, 1G 1s

mainly used by 18-34 year olds, and young consumers often share their daily lives and visit businesses' limited-time
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news or IG accounts through IG. Therefore, brands are quickly realizing that IG is another marketing channel to increase
brand exposure and get closer to users. Many manufacturers have started to place advertisements through IG to increase
the exposure of their products, trying to catch consumers' attention under the sound and light and beautiful photos of
their products. However, some consumers may have never heard of the brand or never used it, and they may be worried
about the credibility of the advertisement, the authenticity of the product, the price, and the features that are not as
expected, so they are hesitant to make a purchase decision. In view of this, this study examines whether consumers'
perceived risk interferes with purchase intentions by viewing IG advertisements, and whether consumers' perceived risk
interferes with purchase intentions, using brand affiliation, opportunity seeking, and investigation as independent varia-
bles. The questionnaire of this study was distributed by online questionnaire on Facebook, Instagram and Line, with
Instagram users as the research target. A total of 170 valid questionnaires were returned, and SPSS statistical software
was used to validate the study model and hypotheses through hierarchical regression analysis. The results found that
brand affiliation (5=0.454, p<0.001), entertainment ( 5=0.408, p<0.001), opportunity seeking (5 =0.505, p<0.001),
and investigation ( 5 =0.286, p<0.001) all had positive and significant effects on purchase intention, while perceived risk
had no interference effect. According to the study results, if companies want to advertise on IG, they should let consumers
get transparent information through the brand, and then let them trust, repurchase and follow the merchant's IG, especially
for consumers over 26 years old, which can not only increase consumers' willingness to purchase, but also attract more
customers to click on products tagged on IG by internet celebrities through consumers' word-of-mouth publicity. The
results of this study will provide companies with guidelines for future marketing strategies.
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S B H 0. FE B Instagram FTHL ARSI B DL B
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3.4.2 HIE R

AIF2e2# T Jacoby and Kaplan (1972) Firig
H BEFRMGHNLMELE » 518 R 5 B LU 7

RURE © WhEs b ~ SsEbs ~ S Aa by LR
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5 5
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K*Uiﬂﬁ = Zfi};— 4, [P 7538 Instagram /P 4ARG I - FReEE LELESERNE
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343 EEEE BB P EARE BN
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BRIMEWE -
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& At EIH H & 208 X S URE R S LU

=
B

HHGHEE KBUENLMELE - NI EA—EHN
BRE - R AT 73 BB s (Convergent
Validity) EL&E R34 (Discriminant Validity) - fR45
Fornell and Larcker (1981) 7 USRS SF(HFZ4E
(1) EEERZAMEANN 0.5 (2) HYEERIE
Hi &= (Average Variance Extracted; AVE) Z A%
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KR 0.6 = AWFFE/AEMSE AVE SRR 0.5
Z b meEERE (CR) /1t 0.756~0.876 [
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fE ST A EAE - BURSE EA —ErIss
FE@NER 3-4 ForR)  BEAh - FEEBIBUE 7 - %
Fornell and Larcker (1981)HYZFhAE#E » K A# A H
AVE BEfRIRE &R e% M < AHRR (8 > IR
ARSI EA R FRERIE - SIME
aFAli T > WESS RN 2R A & FCHE A R AR

TYARs - it R NP RIGER 335.95 0 HEHE
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3. el 0.594" 0.657" 0.71
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EE S RRER ST -

4.1 NORARE A ESEt
KRG LR E T #RCFE R
Facebook - Instagram B Line F£USEE 179 (45 > B{FEH
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AEI BRI TR > FatEmey  (FE1259p0000) - AF BEEE (A
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M) BN EEE o e BTy 0 b 0278 FHEEIR R’ R 0255 « BHEEFY Model 3 fIIA
FREREE G TEWEEE  Eant  ORRRRE BT - R B R R

W [ B Kt - ( F=11.648,p<0.001 ) * AF KR{EZHEZE (A
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T 4-3-1 SORERRIEE ~ HISEER K E R B TR AR A

fiesE - BEEE
- KOEME: R R PRI x AV R
= (Model 1) (Model 2) (Model 3) (Model 4)
el -0.065 0.063 0.009 -0.011
Fi (.5333%:% 0.411%* 0.413%* 0.417%*
-3 -0.329%%* -0.344%* -0.346%* -0.355%%*
HES -0.064 -0.026 -0.028 -0.023
BRI 0.45475% 0,427 0.444%5%
IR 0.154% 0.130
FL RIS x VR 0.063
R’ 0.080 0.278 0.300 0.303
R s 0.057 0.255 0.274 0.273
F{E 3.572%* 12.5997%%s% 11.648%%* 10.055%:#*
AF 3.572%* 44,904 5.259% 0.645
#1:%p<0.05,#4p<0.01,%*%p<0.001 (ELFEEE)
433 ersoR S R E 2 EE T 0.322 » FHEL1% R By 0.301 » BLBEEH Model 3 Fin

IR 4-3-2 > ALIE IS =REEE
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(F=3.572,p<0.01 ) - MW FFHEAfEE S (R)
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AR ] (R Fy
£1% R R 0.300 - HAZH(EFERE(LE
G b Ariltider = ok
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0329. » F#
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T« i E R
- A 7 {2 I I T ORI R
(Model 1) (Model 2) (Model 3) (Model 4)

TR -0.065 0.056 0.022 0.022

T 0.533%* 0.368** 0.373%%* 0.373%%*

R -0.329% -0.356%* -0.357+* -0.357+*

M5 -0.064 -0.027 -0.029 -0.029
=2 0.505%#* 0. 478%%* 0.477%%*
1SS g 0.092 0.094
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PEE =R x FIELE -0.005
R’ 0.080 0.322 0.329 0.329
R % 0.057 0.301 0.305 0.300
F{E 3.572%* 15.557#** 13.343%%* 11.368%**
AF 3.572%% 58.516%* 1.864 0.005

HEp<0.05,4p<0.01 ¥¥¥p<0.001 (EHEENE)

4.3.5 SRSV IR E BB mEE T

iR 433 T UEHSRSEHEE EE A
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I E B 2 B IE A -

4.3.6 A E B EHR S R RE < TSR

Wiz 4-3-3 » BHHeY Model 1 B AN By
e oWl o E - & R HE F E EEFE
(F=3.572,p<0.01) - HEFEAIfERE ] (R*) 0.08 »
% R By 0.058 © 2 Model 2 Hi A% 14:
By B T o &5 F 3 B ot BR B B
( F=10.19p<0.001 ) » AF HiE#EZE (A
F=33.821,p<0.001 ) - MIEFEAIfERES] (R°) K

0.237 > FH81% R* B 0.214 » BEHEZ T Model 3 5110
N Ny sk R s i) e R
(F=0.187,p<0.001 ) » AF {HEHEZE (AF=3.418,
p<0.001) - MEFFERIARRES] (R°) &y 0253 > 9%
% R By 0.225 < Hxf&A Model 4 FF I AR&E ML A
BEb 2 A2 NORTA Ry E S TH - 45 RS T ph A iz
FIgAE (F=7.839,p<0.001) » AF EAEEE (A
F=0.069,0>0.05 ) - HEFIERIERE S (R) K
0.253 » A% R B 0.221 » HXXH {F FAIIEAE B4
EFHRE =0.018 (p>0.05) o & LATitiRas it EiE
HEBEA EREE 28 AE E R R
HEE R E > R e TR -

R 4-3-3 etk ~ RISERE K E R R 2 R AR A A

EIE  IBEEE
- A& JREENE I e SR P SRR
(Model 1) (Model 2) (Model 3) (Model 4)
TR -0.065 -0.074 -0.114 -0.121
FHR 0.533%** 0.374%* 0.383** 0.3827%*
LR -0.329% -0.349% -0.350% -0.352%
M5 -0.064 -0.019 -0.023 -0.022
JREENE 0.408*#* 0.372%** 0.374%%%
HIES g 0.131 0.127
IREEE x 05 e 0.018
R’ 0.080 0.237 0.253 0.253
R34 0.057 0.214 0.225 0.221
F{a 3.572%* 10.19%%* 9.187#** 7.839%%%
AF 3.572%* 33.821%** 3418 0.069
F:#p<0.05,¥#p<0.01,**#p<0.001 ( EEHZEM:)
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4.3.8 AR EREHRE AR RE TSR

WIZE 4-3-4 > FHeY Model 1 BAN BBy
e oMl o E - & R HE OF E EEF
(F=3.572,p<0.01) - HEFEAIEREE ] (R*) 0.08 »
% R Fy 0.057 » BEEH Model 2 il AR
By B O TH o &5 F 3 B ot R B B
( F=6.015p<0.001 ) » AF HiE#EZE (A
F=14.610,p<0.001 ) - EEFFEAMEEET (R°) B

E/
A

A g ST S5 SR ST LR A B B

(F=7.844,p<0.001) - AF {H#EEEZE (AF=14.509,
p<0.001) - EFFEAIEERE ] (RY) By 0.224 > 5%
% R B 0.195 » £ A Model 4 TP A2 MEEL AN
B> 5 RE (BN x SRR RES
T & R % B opb B oA E B OB OE
(F=7.297p<0.001 ) » AF HAZBEZE (A
F=3.341,p>0.05 ) - EFHAEE ] (R) &
0.240 » FiEL1% R B 0.207 » HAZ G {F AL L
BF{5E 5=-0.123 (p>0.05) ° & - Aul a2 i i
HEEA EAEE 8 RS E R
HEERE PEW A GEE TENER -

0.155 » A% R* By 0.129 » BEREEH Model 3 HlI
434 HEM - MR REE RE B i
MREETE « B
- A& P I SRR
(Model 1) (Model 2) (Model 3) (Model 4)
TR -0.065 -0.092 -0.177 -0.144
FHR 0.533%** 0.406%* 0.381* 0.344%
LR -0.329% -0.363* -0.373%%* -0.348%
M5 -0.064 -0.036 -0.032 -.020
M 0.286%** 0.321%** 0.386%**
I 0.267#%* 0.312%x
AR x 05 -0.123
R’ 0.08 0.155 0.224 0.240
R 5% 0.057 0.129 0.195 0.207
F{H 3.572%* 6.015%%* 7.844%%% 7.297%**
AF 3.572%%* 14.610%%* 14.509%* 3.341
F:#p<0.05,¥#p<0.01,**#p<0.001 ( EEHZM:)
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T TR &% SE{E e T1{E P1E
e B e 4727 1251
SR e 5 e o 1.369 0.177
B e 4802 0.974
o E )
RE=R Lk 127 5.008 0.734 1.270 0.208
B e 4734 0912
254 -
IRERIE 4k 127 47780 0671 0027 0979
e B e 4236 1131
HEE ZE 127 4.166 0.889 0369 0714
T B4 e 3.927 1223 o o
R ey 127 4035 1.099 : ‘

442 N\OURNE T 4086, BREO

75 S LAy W B IR AR S R A R
TARIESR 4-4-2 FATHN T ARG | TR on R e
ZAER > HAUMEEERE SR - SN - HE

MEEEBEAEE 2R  ShTESRRRE
TG 0K BRI (EREE T > 21~25 BREFR
2 20 BREATR + iiTEE AR By 21~25 BR A 26 BREA L
RI 20 BEEAT ¢ FEEEERIE 26 BRLL KR 20
BRELT

114

R 4-4-2 TR S < R BT

A =152 i % FHEE AR F{E P{E BIRIRE
1 20 BRBA T 43 4.79 1.04
SRR 2 21~25 % 89 4.95 0.97 1.016 0.364
3 26 A 33 5.10 0.76
1 20 BB T 43 4.70 0.92
HE =K 2 21~25 5% 89 5.05 0.74 3.405 0.036 2>1
3 26 AL 33 5.06 0.71
1 20 A 43 4.54 0.79
IREEM: 2 21~25 5% 89 4.88 0.70 3.599 0.029 2>1
3 26 AL 33 4.86 0.70
1 20 A E 43 3.82 1.04
A 2 21~25 5% 89 4.29 0.87 5.265 0.006 ij
3 26 AL 33 4.42 0.92
1 20 R T 43 3.69 1.13
i R T 2 21~25 % 89 4.02 1.13 4.298 0.015 3>1
3 26 A 33 4.43 1.00
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