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Abstract

Purpose — One of the main objectives of this paper is to identify the most effective type of social media and to analyze the
priority of blogs by their informational attributes in the aspect of their impacts on word-of-mouth intention(WOM) in on-line
markets.

Research design, data, and methodology — We set 'attitude’ variable in the middle to see if there is mediating effects
between blog information and word-of-mouth intention. We conducted a survey by questionnaire and received 206 answers.
Employing the OLS statistical methods through the SPSS package, we tested our hypotheses.

Results — Some of the main results are the followings. First, blog, micro-blog, and profile-based services showed significant
effects on WOM, while Internet community and mini-homepages are not significant. Second, blog has positive impacts on
WOM. Third, attitude has perfect mediating effects between blog and WOM. Fourth, in terms of effects on WOM, interactivity
shows the first priority and reliability and usability follows. Finally, attitude has a more significant effect for users of 3 types
of blog compared with those of 2 types.

Conclusions — In this paper, we analyzed the effects of social network services by type and identified the priority among
various attributes of information contained in blogs. It would provide businesses with viable strategic options to establish
public relations in their sales promotion.
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<Table 2> Measurement Items
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Ho =2 FosIol 53 2HE MTE HESIRILCE

—_

<Table 3> Measurement Items for Information Usefulness

Measurement items

Variable (Likert scale 5 point) Previous Research
1. It helps me a lot.

Information |5 - provides useful information. Davis(1989)

Usefulness Seddon & Keiw(1994)

(4 3. It is good for me. Lee & Jeon(2004)

4. It is worth using.

324, 221 YN I Az|No| O3t Moot 57

YR pzldozt FHERO| HRLAHOMe FHQt RHHE
XA, 71s, e 7HRen HHO0| gle ofdnt Aty Fe
£ H3dhE Aozt AXIF AAMSt= HZO|D{(Belch &
Belch, 1990), 12| XM= HCHHO| O]YE 23FeH X|&E
= UEE WFY Aol2ks TH0l2t YolsHRACHShankar
et al., 2002).

2 dAF0Ael HEAMEZ|HE Belch and Belch(1990)2f
Raymond and Matthew(1999), Jin and Kim(2008) S2| M3
ATE 7[Etez slo] FEo| Feidat B RO ofnf, 1t
ot YOl gl Ef EAO|EQ| Hlmel HAO| gl M2[2t
= 7|I9EE SH2Z 51 2[HE HEE E&IIACL

= = O

<Table 4> Measurement Items for Information Reliability

. Measurement items Previous
e (Likert scale 5 point) Research
1. Provide accurate information.
2. Provide reliable information.
3. The meaning of the information Belch &
provided is clear. Belch(1990)
Information |4, It is more reliable than other web
reliability page information. Raymond &
(6) - - - - Matthew(1999)
5. You will receive the information
without bias. Jin & Klm(2008)
6. The information provided seems
to be exaggerated and
unadorned.

325 2270 HE4 F 43H8N0| Yolot 5
MoRgNe f BnoN 528 9oz SlHU it
MEXOl Ojtlet TEY & U= I HYHl E3Y(Choi,
= x

2006)0| A2, Rogers(1986)= &=i8dE HE O|8XI=
0| A% CHsKmutual disclosure)2tl HO|StR 1 Blattberg
and Deighton(1991)2 “Z7to| HE|QF A|Zte| X< gio|, 7§ol
L= D0 MZE AFXo=Z HFRAHOIM sl AHE70|2t
dolstn QUrt.

2 oMol MBEgye 229t 221 2o He
S, HAIX] ngl HEE 3R{6H= 0|2t F2l5HH, Rogers
(1986)2} Suh(2003) S2| ATOfAM AtESH || 7F H=EE
d 5 =S MESHD HEo HEE £ d =22st0 of
2iet #0| 5% 2|HE M2 HYSIRALCE

Q|
«
()
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<Table 5> Measurement Items for Interactivity

: Measurement items Previous
LD (Likert scale 5 point) Research
1. | want to provide information to
people with similar interests.
2. | often read or reply to other
people's blogs. Rogers (1986)
Interactivity | 3. Exchange messages with blog Suh (2003)
5) neighbors. Shin & Yang
4. Exchange personal experiences (2006)
with others through blogs.
5. Become a relationship (neighbor)
with a blog member.

3.26. Ef=o| Ho|et =5H

Bzt £ CHaOl CHSto] et UA =ofF Es H|=
o|Fol HAaog Ht3otH St SEE Aol SHRACE
(Fishbein & Ajzen, 1975). 2 QIR0M= 2270 HMEHO| &4
2 F8%= HEE 39F ke HZoFHeR Li|ls 438
2 HO|SIYLCt EETH 0|2 =HE17| 28| Michael and James
(1981), Atkin and Block(1983), Song and Lee(2011)0| 0|23t
Ei=of 23t ME2 2 70| MEsl=E 42 282 38
5o & 3o FEUSE ABSIFICE

=

<Table 6> Measurement Items for User Attitude

Measurement items

(Likert scale 5 point) T REEEEED

Variable

1. | became familiar with the

information | wanted. Michael &

James(1981)
Atkin & Blick(1983)
Song & Lee(2011)

User
attitude

(©)

2. The information provided was
favorable.

3. The information provided gave
me confidence.

3.2.7. FHO|E9o| Holet HH

THO|ZE JfQlel HHE HIEHCER B O oAASO|H
(Borgida & Nisbett, 1977), H|ZO0|L} MH|AO|| CHH AIRZEH
olLt EXEE S CHE ARSI eMAEE 8o F1
Hh= 742 X (Word-Of-Mouth)O|2} SHCHKim et al., 2013).
Aaker and Myers(1982)= 7™ FHEL|AO|MS &19| A
X2b L SEOA| OJof7|Rte 2N M2 HEo| RAFO|
&= EEfe| HEL|AH0|MO|2t Holstn oM, Buttle(1998)
2 EHERL ME, 2AL MH|A0| CHsH A O|F0{X|= IRt
@ =4IXt AtO|o] HIMYH, HIZAX CHH oAIAEO|2tn H
olstn QICH

Alon(2005)2 221019| ™Mt @z ziolo| 1M MEZ Lt
2 diAlo] OJAIAEO|2} 84T, Chatterjee(2001)= QIE LAl
o oAAEE 2Et2l T2t Folgtl e, 2212 T+
F(Online Word-of-Mouth 22 e-WOM)2 QIH4IS Edl XY
Lt DAl 02W = T2 ALO[Of] AHOIH. A|IZEHCE H
Eel= 74l 78 ARLAOIME YCHLee et al, 2011). E
st, Bickart and Schindler(2002)= QIHYIS E3t AH|XIET)|

2l ME HEL AME ZEol 3|4 =Mt 2 ugt 52
OlfFul RHo|z2tn H™olst QUL O7|AM Fishbein and
Ajzen(1975)= EfE=Q} X}E3slt|= | (Intention)= EHIAE
of MESAHL EFUSES 2HANE RS RRC2N EE
ot WES2 = HAAZ|= SUHHT0X}; JHRIo] FaHA AEY
2t Molsln QU2 M, Boulding et al.(1993)2 HEO|E 7Y
Q10| o CHAMOf CHSHO| Ef=E Mot =of E74st Oj2f o
SOR LIEH 2 SH= 7HQl1elX|et A1E0[2tn HolstRirt.

2 A0 Mel F™ o]+ Oliver(1997)2} Kim and Kim
(2010)2| MEMARE HIECZ E2IE O|BStHAM M7l =
o|XMOol FEg 257 Ct==0|A ®ESIIAL sh= Htolx
2 Mo|stn Ofgfet 20| 37| &Eo| 5H E|HE MEE =X
ALY

<Table 7> Measurement ltems for Word-of-mouth Intention

. Measurement items Previous
VENZLD (Likert scale 5 point) Rresearch
1. I'd like to recommend it to someone
Wn?(;ﬂ'tﬁf' else. Oliver(1997)
| . 2. 1 will talk to the people around me. Kim &
ntention Kim(2010
3) 3. | want to send message through im( )
SNS.

EH
=
2 075 o) +TE A= SPSS 21 SAW|X =z
Jg 08sf0] 280|C|0f YW Ei= U RHOIZ0| O
A= FFS DummyBi+E LI FLHS AT, B2
1 S40| Blzot HOIZO| OjXlE ¥ CIFEHEAS,
EAO| DTt 7HY AME 374X SHWHA 242 MA
ofm, 221 Hu HME SM29/0) e JHY 2FS 9P
N 22ML, 2|1 2218 0jgsts MEEE Xo| KF
Of CHeH 7H3 22 ANOVA 2443 MAJSiCH

412, gEM™E} X243

= AF0Me A2 22t 2zZalels st
TZAIZ O|ROI el =A YA QIHUE 28otn
= WYY EYY 10508 & emailF27t 2
31Z= Heleh 1,011B0|A BYZSH0] 61577 S|=E|fAL 7|
=22telg 28sh 422 SEXE 92HE EHSIH 22iele
2 2|57t AE2X|= 15380|1 U022 = 608 & 538
2|5t0] & 20677t o|E|AX(T dEHO HEH Sl 2R
Helst R2SE 1885871 dTE40| AFEUC). E=2|
IFSAY g2 HXt 86.2%, O+ 13.8%, AYCH= 30CH
OldRH SEIRLD, HYPz2 ARAI HEXH, x3SY 2
7IEfRel stE2 =OE O|dat 7|Ef2 SHIIRSH, B
o] £d82 ofefiet Ztt

=+
oA

Ar
fol=]
M 1ot ¥O ux

-
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<Table 8> Field Survey Sample Details

ltem Frequency | Composition ratio(%)
male 162 86.2
Gender
female 26 13.8
30s 47 25.0
Age 40s 85 452
50 or more 56 29.8
Clerical work 49 26.1
Professional 4 21.8
Job
Self-employed 40 21.3
Others 58 30.9
Tertiary 9 4.8
College graduates 111 59.0
Education
Graduate school 66 35.1
Others 2 1.1

4.1.3. GlO|E{Q| Alz|ATt EFZhA

2 97E 23t 42 22 = T 2972 MEE 5F-E
/sl SPSSOfA ‘&=0| AHE AL YoHAlpha if item
Deleted)Z F3HE [ Cronbach's alpha A== Zf=Ct &4 Lt
Efct &5 57HE Mgt 2470E FEI¥eH, 0] ZoAM H
B0 sigshs 274e] s EX JIXE MASL
ZE 227 B¢ 67 22 AFESH=0 H2HEM 3EE0

<Table 9> Attitude analysis using dummy variables

CHSE Cronbach's alphagt2 0.914, HEREM 4222 0.925,
MEZIME 522 0.922, ATEEM 42382 0.893, EfE 32¢
2 0.886, Moz 32&0| LC{st Cronbach's alphaife
09192 Ztzt EAMg|QlCt.

42 A7IHE 2

4.21. 240|C0 FYEO| Bzt PO =0 D[X|= S

=]

24000 RYER HEet 7RO DXz I
CHSH 7HEdE Zah ZFUEIQ O|LIZhl= RISt g2 &t
B, 2279 Ofo|32 27, Z2AY|EME|AE Folst A
o2 FALRACL SAHAE 0.1 0|2 +X|E £0 LIES
Mol M7t e A2z BHEO 34 2o Heldt
Ci g 4= ULk ZMZNE off EOM =B, Efz=of 17
o|=0| FeE O/Xl= ~20|CI0 R T S22 00|32
=21 12|10 Z=2ap 78t ME[ARE AR7HEE 7| 45t0]
SAH2Z gofot A= LEL oEel Ry F, HRY
El, OUZLO|X|= 72 =0 Folet Se0| gl= A= Lt
EfSCE

422 221 £40| Bt HOE0 DX = B

=219 &4 T YT HIEE Mt 32RE8Y, FEU
2, 42892 Of2f <Table 10>0A 2=, AN 2
FE=0M O|8Xtel Ef=0f F(+)2 Sk O|X|= A= LtE}
S, ZEO| o it g2 RS @2 A= U
EfxtCt.

Dopendent ndepercon Unstandardized Coefficients Sandarzed t )
B Std. Ermor Beta
Constant 2.941 102 28.849 .000
Community .057 .083 .045 .691 490
Mini homepage .015 104 .009 146 .884
Attitude Blog 322 .095 222 3.386 .001
Micro Blog 489 .109 .336 4.506 .000
profile based service 231 .094 183 2.456 .015
R=.553, R?=.306, adjusted R?>=.287, F=16.051, p=.000
<Table 10> Impact of Blog on Attitude by Attribute
. . standardized
D:gﬁ:glz a Inc‘i,ea?iearti)cll:nt Unstandardized Coefficients Coefficients t p Tolerance limit
B Std. Error Beta
Constant 12 .209 535 .593
Accessibility .090 .047 101 1.932 .055 .765
Attitude Information usability 323 .061 .300 5.307 .000 .657
Information reliability 434 .059 432 7.332 .000 .608
Interactivity 142 .040 A77 3.586 .000 .864
R=.784, R*=.615, adjusted R®=.606, F=72.954, p=.000, Durbin-Watson=1.529
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<Table 11> Mediating effects on attitudes between blog information and WOM

gz s e Mediated Effectiveness Test beta t p Re
lindependent variable
. 1step 454 6.953 .000 .206
Aft?rsim!/ty/ 2step 437 6.625 000 191
WOM 3step(Dependent) 1192 3.064 .003 421
3step(Intervening) .538 8.571 .000 '
o 1step .627 10.981 .000 .393
thtzg'l'j'gj 2step 537 8.675 1000 288
WOM 3step(Dependent) .238 3.325 .001 426
3step(Intervening) A77 6.662 .000 )
- 1step 704 13.518 .000 496
'i‘ﬂ'r?t‘)’;'t'tey 2step 637 11.269 000 406
WOM 3step(Dependent) .390 5.160 .000 468
3step(Intervening) .351 4.655 .000 )
o 1step 431 6.520 .000 .186
'”;\f{;‘gj‘;’;y’ 2step 539 8.729 000 201
WOM 3step(Dependent) .331 5.631 .000 481
3step(Intervening) 483 8.224 .000 '
<Table 12> The impacts of independent variables on dependent variables
Model 1 Model 2
Dependent variable T ires
SE. B t SE. B t limit
Constant 225 3.077(.002) 247 -1.547(.124)
Attribute 702 .626 10.939(.000) .087 129 1.660(.099) .385
Accessibility .056 106 1.902(.059) 749
Information usability 077 165 2.566(.011) .569
Information reliability .080 .300 4.252(.000) 470
Interactivity .049 310 5.749(.000) .808
Statistic R?=.391, adjusted R? =.388, F=119.663, p=.000 R?=.574, adjusted R? =562, F=49.004, p=.000

423 EJ=0f Ch%t Of7fET Q8

Znt, FEe=0f OX|=

[e:=1]e)

o o —

| SR &%= LS

84, M2, SR8 =92 LIEtKIT,

0z
fot

it

S gazto] OB HHS| AME YorHoz 3 = SAOlM DAL 04 O[AF] AXZ ol Xi7|AE
TIZ40I= Baron and Kenny(1986)7t XAISkE WHS & (aytocomelation)o] 2X7} Q= o2 W 4 9l
of Divi=arS meym o QIO DHEME 5 380| 27 pypyin watsone 1.8042 7|5249) 20] 0 2FstD 0 e
G2 & 3% 5 Sod, XM SEHTet WHET T g skem o) mRo) RXE 2o 4BEA 5 CE3M
ekt (Stept), =M, SEEFA ZHHES 7ZF JeEA MO| Q= Z{OoZ mCig|D 3|@&0| MSHSICID 3 & 9
(Step2) AU}, SR OPfei5o} Sou0| DXl F& G = o0
2| (Step3)O|Ct. O|21et 71y £HO0fA F BiRfi(Step2)7t M| H
Mi(step 3) 2|7A==ECt 7{Of Of7i=at7t ALK & == QAL 5

o o 4.3. ANOVAE E3l Tichd HlmEA
=420 Ef=7F tiRE S50 A oS st= A= 3. ANOVAS Set H3 Hlaes
orgfet Zol =AMERACt. &, 2219 &4 & P HIY
= = e ’ Ab7|0| 7 2 27 o|MoE FAMEl FciHZ Xl0o| 82
HES8Y, NSNBES WiEIpt Mo yo= gag 710 FHESS Vi guo= waE dEE Kol 82
o7 M™MuAlZIMe Oizisaly 7{o LIEFACH<Tabl = o2 8 |_o—'—|' &5 |A-|t |'O|7|' X||_x —H:I—'—l'
P SE R |o|_ H H-Q-J—l' I' NO=Z |' |'M |' apble AMQ = = SIQAL A oo|n|st ko=
11> 240[CI0E A0 283ts =0 M2t |olbist XHo|E

' EREH 9 2H0[C0E ALESHA| S W, 17] ARER

N ~ 2 o, 270 AI2sHe mf, 37 REE Al23HS o 22 7
424. 221 EM0| FHOZ0| DXl FYHO| oL Ejﬂglg*;ﬁa h Oﬂagigg”ﬁagi;g@ﬁrﬂ
= [ = - o2y T ) — =
Hla o| Ef=0 AN XO|HES F-testE S Lotz 2t SAXHL

AN slHEMe CHEelEMol YBoz Fappo 7 R ROSH @2 ASR LEIOL, £20[C0IS 4 R
I 2 gulae oK =SYHs HAjE dskaie O/ A&SHs TEHO| EH=0f OJX|= F¥o| 7y 310 Ofgt Mt
£ =28 59| 37|12 ez mosts gMoz g4 I AESEs HSR LRI
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<Table 13> Test statistic results in difference in attitude by group

Dependent T Standard F value
vapreiable TR R IETELD deviation Confidence level TEIILD
30s 3.6170 .53378
Age 40s 3.4275 .59007 2.'12&?/
50 or more 3.3631 63174
Clerical work 3.7551 .62648
Professional 3.3333 72265 6.083/
Job Self-employed 3.2500 07235 001 h>2.3
Others 3.4557 .04607
Attitude Tertiary 3.5556 40825
Education College graduates 3.5405 63414 2.254/
Graduate school 3.3131 .63751 .084
Others 3.0000 .00000
unuse a) 2.9333 .65741
Social use 1 b) 3.3699 53737 30.047/ d) > 2;
Media use 2 c) 3.3721 46695 .000 c)‘
use 3 d) 4.0635 43078
5. GI1ZF QOF AJAPE I SH Olct 22t M M2 2L M, AR MR 28
nMg JFstn, HMEQUMES Qs AMO|CI0E &8 o
A ot o = = AEOILE MZ2] TEH BChs YUARRE HEE Ty
51 @72l 2% X AN 2 ¢ljof ZutEolzt g Zo|Ct QfListH FO|C|O{EHA0l|A Q|
= o7 olEfy ol 32 elo] mE agocole oo BFIE CIE dv, BTS CEPRd X8 HREES

S0l 221 0|8X+=2| 22t¢! ORloMe] Ej=ef 72

=
=0 ot Feks
= 222 =EoICL

=it 22

Hm, ~40ojLiol &7

0K A=XE FHSHAA SR Lt

SOME 2212 O0|322210,

Z2EY|HME|ATE Rolstel 0|52 AN FJEH2 O
ol3z=E21, 21, Z2AY|HMH|A =22 LERRCL =
M, 2231 542 HEe 7H=0 F(+)2 &= niH
0 AW, Bi=s =27 5910t FHE AO[ofAf 2t Dj7k
ot A= LIEfRCE UM, 2273 S4 SoM FHe=0|
OXlE o FH2ld2 |SHR| U2 2L &
e d=2H8Y, BEUERE, YEERY =22 LIEfRCh
CHAR, 2235 083st= THME, AFFE HTO[ EfE0
M folojgt 2tE Een, 2400 M 221
o Ofo|3z =27, ZRET|HMH|A0M 27 OstE ArE
M W 2Ch I RFE ARERE W Ei=0 RSt Kol
2Rt

= GA7Znt= ZHEARRO| Mt el Sa7| it
A HMEF X MHIAE OEA difstn 2E
2el OIS SHoM N AIAFES CF
Ct g == ULk

Hm, 7|ed goiMel ~40|T|oe 7sE HEAH =E
Ho= &8g AQ7tel mAO|Lt ol 2etel FS0Mel &
HE HEHOI7|E ol 2 Ao dIEM0M SAHLE 7

ojgE +40jclof BN 221E EHAS MM Il
O DlO|3E 221t Wi BHAZ Q85T s
Jsoz, ZREI|MAEIAL DA BAlE Yekh| Sl

ZHx0| WA R80| £ H

HoMQ| AlZtat Z7+ES 2Tt OHAE 7(2|E &ESH=O O
O O XatK FIIMS 7

T T =17
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=M, OIS He' FEHOAMel ~20|00e] &8 FH
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S, S22l S2GoICk. ditEl FH=O| 222l R&
fohME SELT FAKL| THXgdE 2 248 10|
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2 RYH|7E RS TAH(O) B2 HYOA HrYel|
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