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Abstract

Present paper aims to examine the effect relation among component factors of WOM effects in on-line. Specially,
to examine the comparative study on market maven and early adopter.

For that purpose, we categorize WOM effect into two subcategories; knowledge improvement, Image
improvement, purchase intention. And as the of study, chose student a college. Through these methods, we were
able to obtain participation of 96 people from student a college. Using 68 responses(19 responses removed). we
derived statistics by means of Win SPSS Version 12.0 statistics program package.

The result can be summarized as follow;

First, market maven has stronger WOM Effects in On-line on consumer’s knowledge improvement, and Image
improvement, purchase intention than early adopter.

Second, the market maven has stronger effect on early adopter.

Finally, we discuss the results of analysis and suggest research limitation and future and future study.
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WEE Foln 740z nA%e WAE fAden AkT Yok WEHY Aol 22l FHOn
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Bickat & Schindler, 2001; Schindler & Bickat, 2002; Elliot, 2002; Henning-Thurau and Walsh, 2003; Chiou
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Early Adopter - Market Maven
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A5 : Wiedman et al, “The ManMaven: an agent for Diffusing Market Information,” Journal of Marketing
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A2 : Goldsmith, Ronlad E., Leisa R. Flynn and Elizabeth B. Goldsmith, “Innovative Consumers and Market
Mavens,” Journal of Marketing Theory and Practice, Vol. 11(4), Fall, 2003, p. 56.
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