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Effect of usage motivation of luxury fashion brands’ Instagram on
flow, enjoyment, and purchase intention
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Abstract In this study, based on the theory of use and satisfaction, the motives of consumers who use
Instagram accounts for luxury fashion brands were classified and the effect of the flow state experienced
according to the motives on the purchase intention and the enjoyment was empirically studied. As a result of
the analysis, the conclusions obtained through this study can be summarized as follows. First, it was found that
the motive for using Instagram, a luxury fashion brand, had a significant positive effect on flow, followed by
social interaction motive, informational motive, and enjoyment motive. Among the motivations for use, it was
confirmed that the motivation for social interaction had the greatest influence on flow. Second, when using the
luxury fashion brand Instagram account, the state of consumer flow induces positive emotions such as pleasure,
which has a positive effect on purchase intention. Third, age, which is a characteristic of luxury fashion brand
Instagram account users, had a significant positive moderating effect on the relationship between informational
motives and flow, and had a significant negative effect with playful motives. Through the results of this study,
we contributed to the flow of previous related studies by empirically showing the dynamics of consumer
psychology related to the use of luxury Instagram accounts.
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Effect of usage motivation of luxury fashion brands’ Instagram on flow, enjoyment, and purchase intention
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