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Abstract

This study identifies the influence of on/off-line acquaintances' recommendation messages on fashion pro-
duct attitude and purchase intention on the online purchase of fashion products in two-sided word of mouth
situations as well as compares the difference in influence according to bond-base with equidistance. This
study was conducted for one month on university students in their 20s who were believed to be active in
smartphone use. Out of the collected 174 copies of the questionnaire, 162 copies were used for analysis.
The questionnaire was classified into online and offline recommendation messages of an acquaintance. We
present two-sided fashion product reviews made similar to the type found in an actual shopping mall web-
site. As for analysis, confirmatory factory analysis, structural equation modeling, and multi-group analysis
were conducted using AMOS 19.0. The analysis results are as follows. First, on/off-line acquaintances' re-
commendation messages had significant influences on product attitude in the situation where two-sided rev-
iews on fashion products were presented; however, those messages did not influence purchase intention.
Recommendation messages positively increased product attitude and enhanced purchase intention if acquain-
tances' recommendation messages were mediated between on/off-line acquaintances' recommendation mes-
sages and purchase intention. Consequently, a mediating effect on product attitude was revealed. Second,
there was no difference between online acquaintances and offline acquaintances in terms of the influence of
acquaintances' recommendation messages on product attitude and purchase intention, in the situation where
two-sided reviews were presented on online fashion products. Therefore, no control effect according to the
type of acquaintance was confirmed.

Key words: Two-sided purchase review, Intensity of bond, Recommendation message, Product attitude,
Purchase intention; YA o] 3-7], 7=, FHUAIA], A EZel =, Fufjol =

TCorresponding author L A'I =

E-mail: mikim@gachon.ac.kr

B =72 20169 7RO 8t A7) Xl <)t A 2HAEL Aplo] 7H AR B S o 21
9. &3 e A9l0] Fi WAAE A B8

© 2016, The Korean Society of Clothing and Textiles. All rights reserved.
-1010 -



2 - @Il XICI0] F=HMAIXID MISEHE2E 2 IHCIS 0l DIXl= st 45

2 tH(Childers & Rao, 1992; Park & Lessing, 1977). A
9] AR = AFS Tl sl dSdelx] Hjate] 2
oll g v A =, ojuf AR 9] PEFE-2 A
A& Agshe AAZE] Foio wet zpeo| 7} vehdTt
(Frenzen & Nakamoto, 1993). & WA X & A sl= A
Q3 dehu 7ML =7 = el whal X R1IE2] w4
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Table 1. Variables measurement item

Variable Measurement item Source
The recommender's message is persuasive.
Recommendation The recommender's message is worthy. Kang and Oh (2009)

message attitude

I think the recommender's message is reliable.

Suh et al. (2009)

I can sympathize with the recommender's message.

I think positively of this produ

ct.

. I became fond of this product.
Product attitude

Seo and Hwang (2009)

I feel this product is good.

Suh et al. (2009)

I like this product.

There is a possibility for me to buy this product.

Purchase intention I want to buy this product.

Seo and Hwang (2009)

I will buy this product if I get

a chance.

Length is good, but my silhouette is slightly vague.

Two-sided review Material is OK, but my color is not that good. Yoo (2007)
(negative and positive) Fitting is not good, but the material is all right. Byun (2010)
Length or material is good, but the fitting is improper.
ol PE PoIstrh. ZYRFE Suhet al Q009 BOE olshu, AFEA FukAe] SHE FEshol
Kang and Oh(2009)2] A Al A ALg-€ F3-S & IH 7 U= 5_—1'3]-01 TH(Crowley & Hoyer, 1994).
Hom 5%, neele] & wﬂ o AMgEIT, BRe  Puler] el S8 Hulxel $4L Yoo2007)%}
% 74 YA HE PAsel 24590, Byun(2010)¢] AT A1H FubA) B7HE
A%, Sl 912, wp o], 2L, A4, AF)e
2) MEeiE 2, ZAE Fa) Tl A 2 $43 s
A|Fe) =+ Kim(as cites in Suh et al., 2009)2] X138} o &AS uhe I AAE BEYE S YEe £
ATE THLE AF AA g 2 AFS AREsE Sl ZFetieh. et 3 ot Al 307 ez AAg
gk Qo] Fa2A B7rE Aol ST JupA] 71ROl tiek AP AL A3, upA] ] A
Suh et al.(2009)3 Seo and Hwang(2009)2] A1 3] 1 -] I M=6.16)} AFAM=6.15) T3 0= A4
M AREE B3-S A0 R £, Rad 47 3-S AR A (M=5.42)%F v Do (M=5.18)& T 231 &2 &4
AL, = BF 7 gAE H g st 54 o7 Yehston, a3 £43 FaskA] 2 S
skt 0.1% <=ollA F-2] & 2fol 7k veht o] A5 &85}
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3) Tofel= 44 5719 e d-2Ael wet sk 24kst
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o7 2H|R7E 7= ol thEk oA = A o] skt 7h g2 &40 diste] AR Agsiaien, o
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4) =22j0] Pz 5) Xlelate| i
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Table 2. Comparison of the recommendation messages' word count

Type of acquaintance

Question word count

Word count of recommendation message

Off-line

18

29

Bond-base with acquaintance -
On-line

19

29

el Wol7l A Apreke oz
7<-1:5H %‘-OE_/SH le—sl. 1:]. /\].zqz
& ol A3} FAIA;
g—a‘_png B2A8 A3 A2
l(M=4.97)2} &
2o}

o

29l 2]91(M=4.57)

ZZo] Ag}el 2} o

4. HEX T AUZ29 ALY Bt

)

Z]912] =AW AR T3t Bl =,
EHE ZulA] %LUHA Al»mg 33

E_O_
o=
- =

o 74
3} A3

pil

[e%

otk

2

T4 Q ‘:}. ﬁ:r“’ﬂ /\F%%:: SRis ]T:-r
%LX]OI«] Foi 7R Ekelx @ alol ol ukeh
2 b A FSIR A, HER AEA =
[ 2= 95 Zo]7] 918t HAIR|
3 Wof o] 3= st FHA AN B o
o) 517 435191 CH(Table 2). T3+ 7 FEE]
= A4 A 294E 98 AEAE A
Yl o] FagEe] Ao EL) FAKSE FEIZ A

g %9

=

t

E

1
1

OlE ZF

SHAom, IALFS] He|2HER HEA
T5 skt
E AFE AA o] obd AluE] o E Bl
S-S Totshe AR AU Q9] Ao
Al AAZ A =AAoF St whebA & A ]"1%
U @ dshe] AMdA3-& 574 8L} Feick and Higie
(as cites in Kim et al., 2006)7} #| A&+ £&-2 A]-8-5}¢]
Aol dojd = A= 7, e, dEE S
73 YAE HAEE FG35AE 2 A3 4] 2t
SAM=5. 08), 754 (M=5.09), T44 (M=5.02)<]
o]l BT SUwe! 44 ol 4o 2 veht HAAE Al
vl et Oﬂ-?f’ﬂ ARE-EZIClE el gle Ao R 2
= AT

r& 1

5
T

o

zizi

o

[<}
Q_

S

> 2 o

5. AATCHA QMY
# A APhE ) Abgo] S0 ZloE B

Table 3. Experimental design and size of the experi-

mental group
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Bond-base with acquaintance N

Off-line 81

On-line 81
£ 200 HUHSS o At G712
220124 NYERE 292717 & & & 7+ 21
AL, S| 17450 HEA] T F 16257t HE 4
AHEERITE AR ATHES QM AFE F 7

o
o] AEAE FA9 2 Tl Ay ot om,
z} Ay zdte] 371+ 819U tH(Table 3).

B o] 2179 AMOS 19.07} SPSS 19.02
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o Ol ©0
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Aol A2 7 TN e 34
= A= AFssnh TN S e
Fetalr] 9a) ol QolRAe AAF
3HE A5 GFI, IFL, CFI7F 25 900 o402

8} ghet ol R3] QU Tk(Table 4). T
Y| FHEhFE 4SS S13ke] 89133t
TEAFZZHAVE) 2 7 EA1E] %= (Con-
struct Reliability)E &} }911:} I A3 nE =1
=9 81l °¥E%p<0 ZollA 700 o] 4dolm, CR
(Critical Ratio)%} B8+ E’_—,— 1.960 o]0 2§50
e AT = FE9| AVE 500 ©]
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Table 4. Confirmatory factory analysis on evaluation model
Factor Measurement item Sta.ndardl;ed path Co.n S@Ct CR AVE
coefficients reliability
I can sympathize with a friend's opinion. 939 2
I think a friend's opinion is reliable. .828 11.859
MA 917 735
A friend's opinion is persuasive. 739 10.605
A friend's opinion is worthy. 776 10.674
I feel this pair of blue jeans good. 959 2
I think positively about this pair of blue jeans. 952 28.561
PA 954 .837
I became fond of this pair of blue jeans. .946 27.546
I like this pair of blue jeans. 957 29.420
There is a possibility for me to buy this pair of blue jeans. 938 2
PI I want to buy this pair of blue jeans. .989 .946 30.786 .855
I will buy this pair of blue jeans if I get a chance. 962 26.905
Model fit GFI=.848, IFI=.951, TLI=.928, CFI=.950, x*=165.500 (df=41, p=.000), Normed x’=4.355

a: Because of the case that unstandardized regression coefficient is fixed at 1, 7~value is not deducted.
MA: Message Attitudes, PA: Product Attitudes, PI: Purchase Intension

Table 5. Variable's average variance extracted and r* L Y3te] 217 28 AAEATE o A =F
MA PA PI 23] A3e % I, IFL, CFI7} 25 .800 o]/
MA 735" - - 2 EARYo| & Sk ol H-3hE| ATHTable 6).
PA 716" 837 - ThHro 2 SARY Y FHEE: HS5S flst] 89l
PI 526 726 855 Fetee] frolA, WaEAEE 2 idRE s &
a: Variable's Average Variance Extracted (AVE) sty 2 A BE SHwFE] a/lehde P
b: r’between latent variables 001 ‘;:—71“01]/\'1 5 1™, CRZY =3 25 1.960 ©]
?:1[21:1 S.I\l/g;ssage Attitudes, PA: Product Attitudes, PI: Purchase }b Jo@ gojsz QTh HEat 2R WIS 0] AVE
e BT 800 OVJOII, JHEAIE = SA] B 900 ©]
o) £ BT YonE ZHNFE FHET
A Al S vtk 2 A3 BE e g go] T=EE At
WA Aol AVEZEE T SHA] et A4 ko]l - A 2F e S A58k f18t
e o] =5 I tH(Table 5). o FAAS AE R 7F |F] AVER T R 1A
HAA Al vlasich 2 A3 BE W 7
2. 2otel MXFof el 2 FHFI|7} A HAA AFzkel AVEZE T SHA Ve Zh s 73
= @2, 2zalel x|ole| FHUAIX|7} 2atel o ghE e o] W5 {Th(Table 7).
TSl 0/X= Q&
2) TEUYA 2EAS

SeRlolA A F Tl Al FE FAF7)7E AN FH TG 7 AN E el A @z el #]Rle] F
22l HAAFo ek Szl x| 1e] Fxu|A| AR 7F 2241 siAAAFoll thek B ok Tl o] o
A &8 Az Slekel B9 2Bz px} mA ek AT =] W EE A2 ekl
34 BYPZ2 At TR LRI AN, A7) A
=734 3}, GFI, IFI, TLI, CFI7}F 25 800 o2 &
1) 2oIx QoI 3 whek ol MEE o H, —?ZHW 2 By A

& AT ALE ST AF =0 B A5 A= <Fig. >3 7o},
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Table 6. Confirmatory factory analysis on the evaluation model
Factor Measurement item Stat:gzgd‘llcziz(riltlsjath Se?;itﬂl:g CR AVE
I can sympathize with a friend's opinion. .840 -
I think a friend's opinion is reliable. 702 7.003
MA . — - .953 .840
A friend's opinion is persuasive. 916 10.081
A friend's opinion is worthy. .580 5.486
I feel this pair of blue jeans good. 926 2
1 positively think of this pair of blue jeans. 902 13.883
PA — : 985 942
1 become fond of this pair of blue jeans. 949 16.422
I like this pair of blue jeans. 918 14.627
There is a possibility for me to buy this pair of blue jeans. 953 -
PI I want to buy this pair of blue jeans. 976 .990 22.700 .970
I will buy this pair of blue jeans if I get a chance. .982 23.576
Model fit GFI=.834, IFI=.948, TLI=.930, CFI=.948, ’=99.319 (df=41, p=.000), Normed y’=2.422
a: Because of the case that unstandardized regression coefficient is fixed at 1, #-value is not deducted.
MA: Message Attitudes, PA: Product Attitudes, PI: Purchase Intension
Table 7. Variable's average variance extracted and r? BIE AFs] flste 914 a8 g A
MA PA P BHAFE ST
MA .840° - -
PA 643° 942 - 1) Solx ol
Pl .602 .810 970 B ol 7o) AR ZAue] Alwe} Bgwe) 7
a: Variable's Average Variance Extracted (AVE) == _ C e T e © -
b: r’between latent variables & st 1A 8RN S AAET L 43 5
MA: Message Attitudes, PA: Product Attitudes, PI: Purchase AR AZE 4= GFL IF], TLIL CFI7F 25 .800
fniension oo 2 24 walo] 8T Wk 5] HHUTH T
ble 9).

FEYA RHEA A3 Lehel oA G 1y oz SYRYe] FUHYE 452 s 2
7170 ARk s ATl A, ezEdl AQle] 4 stge] oA, WS 2 /g B s Eklst
HAIR &= A FE ol F2] 8 FH0=80 p>.001)= w1 Aot 2 A3 RE SHFIES] 81582 p<.001
HEE, ool = f-o) 3 G PIAA sk 28 FollA 500 o]/delm, CREE B3 B5F 1.960 o2
U osmeiel Aole] AW ool w Aol AE 2 froleEe] FEUUT £F ZPAFE] AVEGR
B =7} 7R g, Q3R] X|Q19] FHWAIR] 7} A 2 B 800 o) o], FREAIF = HA] B 900 o) F
FHES FYAOR /P el FullEE B 9] A oW YOBE ZHUFES] FUYAe]
ofFo] AFH =S O3 FAMA R} hebdthTa-  WEHUTH
ble 8). WEHA 7H 12 AW HYIL, 7ML 141 Q% o2 A 1 WREPYL PF5] S5l
¥ e = i, HAAT R 7} Wre] AVERRD T S 1 g

A AT B 7 A BE W 7 4R

2. 2242l M Zol| cal 2H FHFI|TL HA| Al ko] AVERHE T WAl vreh g 7kl i

42, 221l X|Qle| FMUIAIX|7} 2atel E}g/d o] RHEH A TH(Table 10).
S 0|xl= A&
2) TEUEA DEHS

SRR HAAF Tl Al < FE 5717 AA FH TR TN 7 AN E Gl el #1e] F

22l A F gk 22kl A1) FHmAA] XA 7F 22kl s dAllFoll thh ef o vl o] o
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Table 8. Direct/indirect path effect and total effect of structural equation model

-840

Message
20 Attitudes

580

QRONORO

|PA] |PA2||PA3||PA4|
I00\ .950
930 920
Product
Attitudes
.800™*

7807

150

MA: Message Attitudes, PA: Product Attitudes, PI: Purchase Intention

Model fit: GFI=.843, IFI=.948, TLI=.930, CFI=.948, ¥*=99.319 (df-41, p=.000)

*akp< 001

Purchase
Intension

w12

.980,
P12

o0 Q

Fig. 1. Verification results of the structural equation model (l).

Hypothesis Path Direct effect Indirect effect Total effect Mediating effect
11 MA — PA 802%** - - -
MA — PI 151 - - -
1-2 MA — PA — PI 151 .625%* T76%* Mediating
**p<.01, ¥**p<.001
MA: Message Attitudes, PA: Product Attitudes, PI: Purchase Intension
Table 9. Confirmatory factory analysis on evaluation model
Factor Measurement Item Sta.ndardlz.ed Bt an St.“.‘“ CR AVE
coefficients reliability
I can sympathize with a friend's opinion. 786 A
I think a friend's opinion is reliable. .840 8.291
MA - — - .960 .856
A friend's opinion is persuasive. .850 8.425
A friend's opinion is worthy. .886 8.875
I feel this pair of blue jeans is good. 961 .
I think positively of this pair of blue jeans. 951 20.141
PA —— - .990 .961
I became fond of this pair of blue jeans. 946 19.634
I like this pair of blue jeans. 957 20.923
There is a possibility for me to buy this pair of blue jeans. 938 A
PI I want to buy this pair of blue jeans. .989 .987 21.689 962
I will buy this pair of blue jeans if I get a chance. .962 18.968
Model fit GFI=.806, IFI=.945, TLI=.926, CFI=.945, y’=110.254 (df=41, p=.000), Normed 5*=2.689

a: Because of the case that unstandardized regression coefficient is fixed at 1, 7~value is not deducted.
MA: Message Attitudes, PA: Product Attitudes, PI: Purchase Intension
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Table 10. Variable's average variance extracted and r? gl el E) Qo).
MA PA PI ool Aze Avnw $AA 577k AN E Lot

MA 856 - - QA ARAFC] A9 Ll =] A9 3|

PA 664 961 - NAE BT ool ze] GBS wAA] Zahelrh ThA
" Ao 726 202 Dl o] 245 5717k BAHE A5 AU 27
a: \fariable's Average Variance Extracted (AVE) o] Ao AEo ol FA A WAA S Astckst
b: r"between latent variables ° } OO_' T _E‘_L =
MA: Message Attitudes, PA: Product Attitudes, PI: Purchase ekl X];S;Q ) FEFS AR K3t Aot
Intension 2 7 el AR T AR AF
Wt 7o) s El‘?i A= A1e] WA A7} o)
HIAE SF AFE =L vzl £ 2E AF] 18t o A Qg 1»]71] dr}. kA gHEel o
TR DY QA AFRS AL G oA AFAEE A2 1) G L )2
£ 2% A5, OFL IFLTLL CFIL 2 800012 the 6ol A1218] Faua17] el oja] sl w2mo)
= 48T e SEd REARSH, TN £ < gl
o] A=A <Fig 259 2h.

TR BERA A7 229 Aol Fw BA 3. emajol X|olu} 2afel X|ole| M A7}
3717k AAE HAAFL 75, 22k Z] 18] F31v) 222l Fof# S0l O/X= P&kl Xto|
AR & A FE = o8k FEF0=815 p>.001)S 71X
W, o] o= o] g IS PIRA FTh 218 2ER1E T3l A A HA S HAAFE
221 A Q19 FHAIR 9 Fuf ] = Ato]el|x] A uf A, @ zapel Z|lz 28l A Q19 F W AR 7} &
FE=7F milE A, 22kl A1) FHMAIR] 7L A 2l o) Foll v FaFe] xtolE HF e, A
FUEE SHH R ST B FHj=s & R g 14 a1 F FHMAIR] AEgA
oFo] AlFe ol o gt e &7} Ve TH(Ta- o] 7Nkl W& 2H g HE Ws|7] S5t v E
ble 11). wh2hA] 7Hd 22+ AL, 7H 2-12 A A8 ATt

|PA1||PA2||PA3||PA4|
950\ .950
960 960
Product
Attitudes @
820" 880"
O
PI 1 °
790 940
a MA2 |&840
Message Purchase -990, P12
850 Attitudes 030 Intension
e e
890 960 PI3 °
MA: Message Attitudes, PA: Product Attitudes, PI: Purchase Intention
MA 4 Model fit: GFI=.806, IFI=.945, TLI=.926, CFI=.945, y*=110.254 (df=41, p=.000)

wHxp< 001

Fig. 2. Verification results of the structural equation model (ll).
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Table 11. Direct/indirect path effect and total effect of the structural equation model

Hypothesis Path Direct effect Indirect effect Total effect Mediating effect
’l MA — PA L815%%% - - -
MA — PI .030 - - -
2-2 MA — PA - PI - T15%* .684%* Mediating
*p< 01, ¥*¥p<.001
MA: Message Attitudes, PA: Product Attitudes, PI: Purchase Intension
l) HEH 2 SHSUY 6B wo} ool e v)HE o] ol & HFeA7] A%
osElel Aol eeel Agle] FHAAAT A o] BERT A ANk BERfolo] )3
= W o] v 9B AolE AFH A 2 ol8Fl F AW 1 ARARE Aol g FAH A,
so] e SHold] QRS Bol F Aue] 24 AFRES 1T AEA Yol BT 4196 PR R 7]
FYA HE5ES A tHMyers et al., 2000). 45 ul 7t AR A S2] 2pol= $-olE1R] ke Ao ERS
A A, 7 A 2 uAeF Rl A, & oF 5 < T 0] AR Aol A A9l €] F3m)
QLA B FEAbo] B o9t Zpol7F UEhbA] 239k AR 7 AFE = B e o] ol WA= Fe e zE]
THp>.05). =3 U A] A Aol tie = Fagt 4 A7} 221 A1 7kl 2ol 7t gl= Aolth. Wb
P& HolaL Slo], 7 Je 7+ Bde] FAdFo] #A ti7]uke] e 2E a7 gle AR ERlxjo] 71 3
7F e Aol A= ATH(Table 12). wehA] wlA)A] A & 717} A th(Table 13)

3

#19] o7 ]uel whek LR F R dpmdo]
ZE RE AR ) BUL 2L A 2

o2 ]l

¢

2) FEOAX] M2x(ele] ROi7|gHof e et 2+

X
ofl BAF7)7) AN E AR L) Lajel o) A,
Q3a}el X9l Lal]l AQle] FAuAA 7} A Ee)

olae] A3E Fe) mE Lejels} e mejelo w1
1 41919] 71bo] weh S A 7L FojayE u
e 718 Hol7} giek. ol AvlEo] 2
Qlol} 2atel #219] o)7L M okl
o2 B8] eatel Aole] A g A7t
A91e] T AIA ol 3k A1) fArsheRs 3
A 7195 e L2l A2 7o) Fau wAIA
of F=a Bark Ak oxakel el 7o) HALE

Table 12. Verification results of the measurement invariance

Model CMIN DF GFI CFL RMSEA TLI CMIN/df Sig.
Unconstrained 159.227 64 .848 957 .096 939 2.488 -

Measurement Weights 166.674 71 845 957 .092 945 2.348 .380

Structural Covariances 173.000 77 838 957 .088 949 2.247 .390

Table 13. Difference verification results between groups according to the bond-base of recommendation mess-

age-delivering acquaintance

Off-line On-line
Path z-value
B CR B CR
MA — PA 802 7.787%%% 815 7.680%** 1318
MA — PI 151 1.429 030 245 894
PA —> PI 779 7.054%%% 877 6.844%%% 048
Model fit GFI=.834, IFI=.948, TLI=.930, CFI=.948, GFI=.806, IFI=.945, CFI=.945, TLI=.926, i
x=99.319 (df=41, p=.000), Normed y"=2.422 | 3*=110.254 (df=41, p=.000), Normed *=2.689
#Hip< 001

MA: Message Attitudes, PA: Product Attitudes, PI: Purchase Intension
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2 9)3el0] sl R A Bobssic SR &
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A8)A A5 FA BT AE] ojs] 2HA ool
PASEE 52190 NS Fal 247t Aol
mhEol P A QI mAE R T YA 5 9
2 Rolth

A7t FejHgol o F FEFE PIAAl Erk(Lee, 2015).
gk 722 foj7|nte A PolR IAlEtE Wt vl
AR1z}e] A1E A A zhel] whet 1 w3} =) gt
ZIth(Kim & Cho, 2014). whEbr] 2241 #1919 J 3=
< gs a3F oz &8st sl 28l Al
B gotstar 3ol wet gt e GFH < Aol
Totsle AF7E AL o8 o] Fojxfof & Aol
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B A7) AAE okl BH thaa 2k
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A2 2 MAA B Ao et 28y
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T2 ekl Al 2211 A Q1 Zhel] 2kl 7k gl
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