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Tencent Weibo(50), Douyin(39), Kuaishou(36),
Xiaohongshu(32), Zhihu(23) <o =2 A|A|5}
Ath(Voorveld, 2019),

Sl 241 7)) TR A8 Hl el 419
Ao W= Davis(1989)9] 7|&4-gmd o]
g 9ol £& A0 UesttHCrowe,
2011), A2 7 &5EuEe 24 vlciols) g
A A2 E HEgsE el 2 2135151 9it), Rauniar,
Rawski, Yang, & Johnson(2014)& 7]%3,‘—%—
welof] 24 nlclo] AL BT AFE A 4
A= E Hlgsle] §-8Al(usefulness), /\}—Q
o)X (ease of use), T3] A (playfulness), UE
7 & (networking scalability), 754
(capability)2 +4 QQlo = 3111, &84

7

rulo o

F44e 24 njols ARgshs Zo] el
Z]
&

=
5 FEA7]E o =wol |

o BEAG

oha W gEolth AHg HHe A4 nlY)
ofo] A BT w2 7] 2o0|A] Poti 715
AGEA BET £ Ak Hmolth fEAS
24 vtlof ALgIEA Lk EAg A

olet, W=7 S 44 vlTio] g
e A HEA AR, AL 44
ot of o] ARgAl AN} JH Fft 75 &0
o e 2 Al fs o0
9} Rauniar &} T5E5(2014)S vIE o2 A4 0|
tof 8o Hid dE& 2HsHA D}<Tab1e
D, 7 AEe JATo] tet 8 B
STl U BeET=T 9l 2 7 A
=2 S,
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(Table 1) Social Media Acceptance ltems

Components Questionnaires
Have you used the social media listed below in the last 3 months?
Utilization How often have you viewed other people's posts, images, and videos on sodid media in the last 3 months?
How often have you created or uploaded your posts, images and videos on social media in the last 3 months?
Using social media endbles me to get re—connected with people that metter to me
| find social media useful in my persondl life
Usefuiness Using social media enhances my effectiveness to stay in touch with others
Using social media makes it easier to stay in touch
Using social media makes it easier to stay informed with my friends and family
social media is flexible to interact with
| find it easy to get social media to do what | went to do
Ease of use It is easy to become skilliul at using social media
| find social media easy to use
Interaction with social media is clear and understandable
For a socia networking web site, social media features and applications are delightful
For a socia networking web site, social media features and applications are exciting
Playfuiness

For a social networking web site, social media features and applications are thriling
For a social networking web site, social media features and applications are fun

Networking scalability

Socid media is popular among my friends
A good number of my friends are on social media
People from my work are on social media

Capability

Social media provides dlear insfructions for posting
Images and Vvideos can be easly downloaded or uploaded on socia media
Applications and capabiliies of social media meet my social networking needs

(2) 7Holzoleh FiTtzol

Ralston¥} EEE(1997)& Schwartz(1992)
o] 107} 7HAF 3 7 2AME A S 285t
AQlFo)e A0 =g SA5HA o|F
Schwartz(2012)= 712 -98< 12708 A|E3}s}
71& Aol HusHA s e s 7HAs)
t}. 0]& Park, Kim, & Han(2019)2 $t=to]
& WFFste] Stk TR 2AME A =
A4S Eelskiict ek 2 o
of 7H8E T3 7HA ZAME
Mdolef Heka=oof gt A
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(3) AHIXE MAIZ2

27 24 AAZOE AAFS) o
FO15 A Q2lo =R 3} tHCannon, Yoon,
McGowan, & Yaprak, 1994), 1&u} o]= Al
2] 2 pdo] wijA|E o] qlof A} F F7|
gk AFE shlolle eAE Sk AHS W
SFth(Riefler & Diamantopoulos, 2009). ©]9],
Riefler & Diamantopoulos(2009)= AH| A} A]
2|5 o2 A AIAFRfE A8,
T4 291 7HAel nlQl=(open—mindedness),
cheF/dell gt
73S %293t 4H|(consumption transcending
borders)® 3} Rieflere} E55(2012)-
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(Table 2) Individualism and Collectivism ltems

24 0|Cjof Alch, 2=t

REolN B3t 2202

Variables

Components

Questionnaires

Individualism

Hedonism

It is important for me to have fun
It is important for me to enjoy the joy of life

It is important for me to take advantage of every opportunity to have fun

Stimulation

I's important that | always find something different
I's important for me to take adventures that meke life exciting
It is important for me to have all kinds of new experiences

Self—direction—thought

It is important for me to have my own point of view
It is important for me to develop my own thoughts
It is important for me to understand anything myself

Self—direction—action

It is important for me to make my own decisions about my life
It is important for me to plan my own activities

It is important for me to have the freedom to choose for myself what to do

Achieverment

It is important for me to be ambitious in life
It is important for me to succeed greatly
It's important for others to approve of my achievements

Power—dominance

It is important that people follow what | have directed

I's important for me to have the power 1o maeke people do what | want

I's important for me to be someone who tells others what to do

Power—resources

It is important for me to have the power that money can bring
It is important for me to be rich

I's important for me to own expensive items that can show my wealth

Codllectivism

Conformity—rules

It is important that | never violate rules or rules
It is important for me to fdlow the rules even if No one else sees
It is important for me to obey all the laws

Conformity—interpersonal

It's important for me not to offend others
It is very important thet | do not bother others
I's important that | never upset others

Tredition

It is important for me to uphold traditional values and mindset
It is important for me to follow the customs of my family or religion

It is important for me to adhere to the traditional customs of the culture

Benevolence—caring

It is important for me to teke care of and care for those close to me

It is very important for me to help people who are dear to me

It is important for me to pay altention to everything the people dear to me need

Benevolence—dependability

I's important for me to gain full trust from people | know
I's important for me to be a trusted and reliable friend

It is important for me to be a person | can completely rely on from all my friends and family

ot =otel =7k Xﬂ% EL
29l ﬁskomr ;L

o ¥
0
Ir
N
o
o,
Ru)
rSL'
o?.i

opof etol] o
of diet 42

H 71915 Zhs oAZ, o4 AlE Ao
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ot 2 mX o rkm
Mo
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1o
o

RIEE e Balel b2 B dig 3HH AT v ol net
gq;;LTL: 7P 22l /i E Rieflerot §&
12) Ao & Au|x}p AA ool gt
2k (Table 3y, ZF AEL A3
2 A FolskAl gheth=t,
=79 BAE 74 Hra =AY}
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(Table 3) Consumer Cosmopoalitanism Items

Components Questionnaires
When traveling, | make a conscious effort to get in touch with the local culture and traditions
_ | like having the opportunity to meet people from many different countries
Open—mindedness

| ke to have contact with people from different cultures
| have got a real interest in other countries

Diversity appreciation

Having access to products coming from meny different countries is valuable to me
The avaliladility of foreign products in the domestic market provides valuable diversity
| enjoy being offered a wide range of products coming from various countries
Always buying the same local products becomes boring over time

Consumption transcending
borders

| like watching movies from different countries

| like listening to music of other cultures

| like trying original dishes from other countries

| like trying out things that are consumed elsewhere in the world

(Table 4) Consumer Ethnocentrism ltems

Components

Questionnaires

| love the products and services from home country
| am proud of the products and services from home country

Alfective reaction

| admire the products and services from home country

| feel attached to the products and services from home country
| hate the products and services from foreign countries

East or Wes!, the products and services from home country are the best
Products from home country are examples of best workmanship

Cognitive bias

Service providers from home country have the best work: attitudes

Products and services from foreign countries are no metch for those from home country.
Home country has the hardest working people in manufacturing industry

For me, it's aways the products from home country first, last and foremost

If | have a choice, | would prefer buying products and services from home country
Behavioral preference | prefer being served by service providers from home country
As far as possible, | avoid buying products and services from foreign countries

| often refuse to buy a product or service because it is from a foreign country

(4) 2HIX}t XHIZEZFO

2] 2 AETL Sl of TS
T4 29o = 39 cH(Shimp & Sharma, 1987).
T2 olof sl axH|Ate] SR AlFl 5
3 Was} gk 743] A71EI9tkSiamagka
& Balabanis, 2015), Sharma(2015)= 7]& 7Id
oA 2xHA} Aot F oF7F AojE o] Qlrh=
B8 202 AR 2014 AREFLE 7
A2 HFS{affective reaction), 21A] H&H cognitive

bias), %5 AE = (behavioral preference)S
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EeEt, neb B ave g e 14
% Sharma(2015)& HIH OS2 AH|A} ARIEF
Ofof gt A 25t Table 4). 2+ Hi
2 gt whEt s FofebA] ettt o
> Solgi=re) e 1 A 24Er

2 e A= MZAId(2=152) 2 Hlo]w] 5
(n=148), 578 MZAt(n=152)2} Hlo]u] H
( ) & & 470 AdolA 600789 At

A ATE BASGI ol Hiet Al

(Table 5) Demographic Characteristics of Respondents

24 0|Cjof Alh, 2=t wX-EoN 23t adez

Bole] B Eg 1% 98 A 2l
B2 BT Sld aolEA] AR X
4= CFIQ} TLI= 90 ©]A}, RMSEAE 10 v
gl A9 AYEst 48 7Hee sEoletn B
Set, ael AL 50 oS V|EOR
_Q_O

21 gl 2417} O*bxl Bt o, &
Bl ApREZS] T4 20l F HHE WA
Ve 48, 94 Beld DIaod 2
B% AsmA 24, 159 BB e

©7} yo} o B A9fsta £

Generation MZ(r=304)

Baby boomers(r=296)

Variables Seoul Beijing Seoul Beijing

(r=152) (r=152) (r=148) (r=148)

Under high school 14(9.2) 320 50(33.8) 95(64.2)

University student 65(42.8) 34(22.4) 10.7) 10.7)

Education University graduation 62(40.8) 97(63.8) 77(52.0) 50(33.8)
Graduate school student 8(5.3) 13(8.6) 1(0.7) 00.0)

Graduate school graduation 3.0 53.3) 19(12.8) 2(1.4)

Student 73(480) 40(26.3) 0(0.0) 0(0.0)

Housewite 0000 10.7) 43(29.1) 42.7)

White collar 32(21.1) 68(44.7) 21(14.2) 14(9.5)

Seles 2(1.3) 320 2(1.4) 2(1.4)

R&D 3(2.0) 10(6.6) 320 10.7)
Occupation Menagement 10.7) 15(9.9) 74.7) 20(13.5)
Profession 11(7.2) 533) 8(5.4) 17(11.5)

Sel~employment 10.7) 7(4.6) 19(128) 1388
Freelancer 7(4.6) 1(0.7) 96.1) 15(10.1)
Inoccupation 17(11.2) 10.7) 21(14.2) 39(26 4)
Etc, 533) 1(0.7) 15(10.1) 23(15.5)
{1 milion won 60(39.5) 46(30.3) 20(135) 50(33.98)
—1.99 milion won 38(25.0) 63(41.4) 32(21.6) 37(25.0)
neome 2—2.99 milion won 39(25.7) 32(21.1) 34(230) 20(135)
3-3.99 milion won 95.9) 4(2.6) 25(16.9) 26(17.6)

4-4,99 milion won 42.6) 21.3) 19012.8) 8(5.4)

>5 milion won 2(1.3) 53.3) 18(12.2) 74.7)
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(Table 6) Validity and Reliability Resuits of Variables

Variabl 0 is(tems) Confirmatory factor analysis Reliability
aneoes ot ¥ CFI U RMSEA  Cronbach's a
Hedonism(3) 823
Stimulation(3) 884
Seli—direction—hought(3) 830929 828
Individualism Selt—direction—action(3) (=168, 922 903 081 865
Achievement(3) A.001) 813
Power—dominance(3) 836
Power—resources(3) 782
Conformity—rules(3) 839
Conformity—interpersonal(3) 336848 828
Collectivism Tredition(3) (aE80, 955 940 072 874
Benevolence—caring(3) £.001) 870
Benevolence—dependability(3) 852
Usefuiness(5) 895
Ease of usel5 917
Social Media sl 6ra.494
Playfuness(4) (ar=160, 949 939 074 920
Acceptance ; N
Networking scalebility(3) X.001) 872
Capability(3) 848
Affeclive reaction(4) 267,273 201
Consumer " )
) Cognitive bias(4) (ar=40, 956 940 097 8%
Ethnocentrism
Behavioral preference(3) X.001) 831
Open—mindedness(4) 343628 890
Consumer _— -
. Diversity appreciation(4) (=50, 941 922 099 846
Cosmopoalitanism ) )
Consumption transcending borders(4) — .001) 850

o e, 49 AYFE BE AFo| 60
Vo ek, derd € el 24

220e HEE
{Table 6,

o AI7F §l= Aol A= At

I8 AFEE AZ3)7] 98l Cronbach’s a

=2
b, A 75 o142 1o

2 Fosioict, B4 A3} Cronbach’s o A4l A

mE 4
b mE
gl Zlo] &

2019 go] .78 ol4o.2 eyttt
1S g Q%1 AlF & A7}
SFol = Qi ti(Table 6).

3) 244 ojcjo] 0|2 Eu} A8%

24 vgo] o]§E2 MZAIH Y B¢ Ae
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°] 99.3%, H7°] 98.7%, H|oJH] Fujo] Z-9
A&0] 96.6%, E740] 93.9%= H= Ao 4

4 vltjo] olg-go] ) bt BE Yot
oM 44 vltjo] olg-so] A e Ae
AUlEE ALEE 2718 Gl oA} £A)
9] EXo|tH(Nguyen, Nam C, et al,, 2016),
oAt Ao}, EAL FENT AR
Aggo] B},

B8 2B BEO AS3} 24 Ho]u] iy
o %2 44 nltjo] ol gHolt), Fte] A
20tj9] AUIEE ARS-ES 20129 88%°A
20204 99%= AZE AR=Fz|ul 60T o]Ate] A
ntEE ARS-E-2 20121 13%C]A] 2020 78%
2 2 Z£07 A3tH(Gallup Korea, 2020).
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{Figure 1) Interactions of Social Media Acceptance Components

328 352021 49 152) 55



[Provider:earticle] Download by IP 125.143.159.160 at Thursday, April 29, 2021 9:41 AM

5.16, SP=100°1 4] £ Vreheleh, weba &
AR A& Q107 £A] ek Aol
AR 4o sz} AAZRITE A e
g Aolet 714 Ha-1& 717 gin, o ol
Hlo]u] Sojmr MzAHe] 1)) 7 1
EPg Aloa, Hlou] Sujxc Mz o] 2]
A AAZOE A Ut Aolebs 74
H2-24= 2|4 =gl

TG ARl T4 ad & AIET
(=5.078, pC.05)ol A= EAI8} Alefe] AFaat
& It SO uehoud #eRT
(F=0.491), A7|F=4 AFIL(F=0,826), AH7]5
52 YE(20,050), 497 (7~2,662), AL
(F=1.472) AEEA(F=1.009) o A= EAIL A
oo} Asatg wt e egre el
aulA A ARle] T4 09l F thabio] dhat
SH(F=T 914, p{01), =HS YT 4|
(#=6.187, p{ 05)ON| A= AL} AT <] AF5 2t
& "I7E oI5 et ot el vl

H] Solo|A] MZAINR 245 bl A A%
Zol7t ZolE ek Figure 2). whehd A&
57 MZAIHS] AvlA A A Aol Mg
573 Woju] Rule] g AAZ2) Zpolmrt
o 28 Fojahe 714 Ha-38 U A HY
oh %, Ab8l 28h4 20l F £3} hX) Al
AAFANA] 425LE AL BE 74 &
Qe vy, Aol ue a2
sl AAZE AT A weh 43

oha & 4 g

p

==
°©

"
2 e

(M=5.12, SD=0.86)Rt} B2 (M=574, SD=
0.85)914, MZAIth(M=5.29, SD=0.97)Rc}
Hou] K (M=5.58, SD=0.81)0 A =7 e}
woh e anjR; ANEF = A& (M=

4,96, SD=1,01) 2t} 87 (M=5.47, SD=1,09)

Stimulation Diversity appreciation

Consumption transcending borders

=®==Seoul Beijing —=Seoul

6.0

55

5.0

/ 45 M/

40
Baby boomers Generation MZ Baby boomers

Beijing —=Seoul Beijing
6.0 6.0
55 55

m“/w

5.0 _— 5.0

D
_— /
45 45

4.0 40
Generation MZ Baby boomers Generation MZ

{Figure 2) Interactions of Individualism and Consumer Cosmopolitanism Components
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Ra | StOn (2008) argued in his crossvergence theory thait the socio—cult_ural factors

in a country tend to stay unchanged over time thus showing cultural
divergence, but the business ideology factors can change in a relatively short time period
showing convergence between cultures. However, as social media and Generation MZ have
emerged as major variables of consumer behavior, it seems necessary to reexamine this
crossvergence theory. Some scholars have pointed out that individualism and collectivism
have been used as the socio-cultural factors in the original theory, and such studies offered
limited practical implications. Therefore, this study re-examined this theory by replacing
collectivism and individualism with “consumer cosmopolitanism” and “consumer ethnocentrism,”
respectively, as more marketing relevant variables. In addition, we included “social media
acceptance” as a business ideology factor. A survey was conducted on baby boomers and
Generation MZ in Seoul and Beijing. The results showed that consumer cosmopolitanism
was found to have converged as expected, and contrary to expectations, consumer ethnocentrism
was found to have diverged due to the influence of the unexpectedly high level of collectivism
of the Beijing Generation MZ. These findings offer two theoretical and practical implications.
First, on the theoretical level, an inter-cultural comparison study using consumer behavior
variables (cosmopolitanism/ethnocentrism) can show a different result than the previous studies
using social cultural variables such as individualism/collectivism. Second, in the countries where
the government has an unusually strong influence on people’s perceptions and attitudes
such as in China, the original crossvergence theory may not exactly apply. Specifically, while
“politics” was regarded as the business ideology factor in the crossvergence theory, we need
to consider treating it as a socio-cultural factor in such countries.
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