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A Study on Fashion Brand Online Impression Formation and its WOM Effect
According to Online Review Types of Supporters

Heeju Chae, Suhyun Park, and Eunju Ko'
Dept. of Clothing & Textiles, Yonsei University; Seoul, Korea

Abstract : Many brands are attempting to use consumers as a part of their marketing strategies, due to the fashion indus-
try’s sensitive response to consumers’ reaction. In addition, due to the popularity of e-WOM(electronic Word-Of-Mouth),
fashion brands are highly sensitive to their supporters’ online reviews. Amid this background, the main objectives of this
study are as follows: 1) to analyze the effect of online reviews’ attributes and valences on forming an impression about
a fashion brand; 2) to examine the online re-WOM(word-of-mouth) effect of online reviews by fashion brand supporters
on brand attitude; and 3) to measure the moderating effect of fashion involvement in online re-WOM intention. In order
to verify the research model and to test the proposed hypotheses, a 2 (utilitarian vs. hedonic review attributes) by 2 (pos-
itive vs. negative review valences) model is constructed and gathers 215 respondents. The results demonstrate that con-
sumers form the highest reliable impression based on utilitarian and negative online reviews. However, there is no
relationship between the types of online reviews and the formation of a favorable impression. Findings also reveal that
the impression formed by online reviews has a positive effect on re-WOM intention, contributing to brand attitude. In
addition, the hypothesis about the moderating effect produced by fashion involvement on re-WOM is supported. In con-
clusion, these results suggest that online reviews by fashion brand supporters have a powerful effect on forming a con-

sumer’s impression towards a fashion brand, affecting re-WOM intention and brand attitude.

Key words : fashion brand supporters(¥1 X1 E#l = A] X E] =), online impression formation(<-2}<1

21’43 A), online
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1. M e

FHZ Al E Z2459 (ProsumenS A EFFUA 014
o] B2 83l o] ghs] o]Foi|aL gt} ZE 4w
& A= (Producer)?t 2H]ZHConsumer)S G U2 7Y
o] @ AFol} FES NI o v A 2
Hoz Fofske 2E dZB=TH(Toffler, 1980). Z27ME &
Hlof|7k Sgke Ao] ozt A Re] AE7Fo]al Hret 9
A9 Aol AFAL FAH FE 271 F8AHEarly
Adopten)ZA] HEE k= F wHAIBY FHNM L B
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2S5 YARBIL Uth(Paik & Rhee, 2009). o|FA Q&9 &
HIZFEo] HAE g5 55402 Jolale] AlF3) Hlso
e YRS 3 9 Askshs X249 7158 gl ut
gh, BAE 7ix|e} x| AEe dFES vRE AeE
ER3L(Hong, 2012; Jang et al, 2012; Park, 2007), ©]el t}
&3k Fope] HA=EL ZRGHE dhte] nHA" HERoe R
ghaks] ARE-E1aL ATH(Choi, 2013a; Kang, 2015).

221 7|uke] AAEFo] sl meEl oAE Aldle]

o] 2t Y& ARE ALgozH 28 FA|For A
33l Slth(Hong, 2012; Kim & Ko, 2010). oFed] %7] 4
BARA AAES WA AREEY 2 HY F IS 2]
of ANIeZH o maEIuTE olu]E} 2aRRIA AH|z}e} A
ZAL Abole] F7kA} &8-S & (Paik & Rhee, 2009), TIXE
z2amE ASHA HATHChun et al, 2014; George &
Nathan, 2010; Shin et al, 2014). °]&3 Uxd ZgHwsS
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29 o= = M= T A
53], 2ol e Bde MXH=E 283 v
g g5 MEH=EO] Halze] Hile AlFolu MHaE
olg] Algar z

Lennon, 2011; Han & Choi, 2014; Soh, 2012). o]
AFE d=E, HRMS H|=9] 7} 9] D982 AES ‘Style
ambassador'2l= ©]59] AXEZER MAsl AF 9 Bl
T A R 9 AR &5 OA vARe A5 &8st
ATHH&M, 2014).

olgfgt nAE A FLAoNE EFslal EAER] BHAHE A
EE| 2| #Hg A7E 28R FEA Y S A 2A#
ol F53F A (Lee et al, 2009; Lim & Shin, 2010)7}
gigolH, HAE MXEZE shte] 71X e vHAR AR
YAl =72 oA oy Hile gx 34 5 e
MR WS AT E A ATE ok wge A%
oltt.

wEhx] B Apeas i BAE AxE=e 22l R

&0l 7 nHAR A TRE GotEe AS BHoR it 7
AR o Z= AT Aol 2o T A BHE AMEE|Z9
22}l g7 92E f3d wE g AR sllg 0"
A 3“401*—1]% a‘P 71 10}04 ey OW*— H}EL—E

H,

b= AzEze Y
Yol ¥ old) £ A7 B

T 27l MEB=E Sl 2PReA 43S F2 Y Yot
H

oIzt thelel Aztell efs o] Fo|A| = omIAE AtdE
ﬂ%‘ﬂlﬁl"ﬂ AN FEA] BRRlel ek Qe FAdst
gl dell 2L = EES T

F R wolt 5L Aok F olshek duel %
] = EX|O p

Ho= o] HPoA FEE 5SS v oR Aol tisf A
ARl kS A %E}(Kalser 1990). & 1dolzh o7
GAES Fall EiRle] FES g Abgre] Aot &
Ak

AFEEE U BRIA ZRlo] SAA R QIAETIE vt

e /18E9) 878 A3 Ele] Azste Aol disl 3
2 TARE d@e) o)1, FolAHQ) AES ) ol
AH

HEZ ERIE 93] HIHAE A9 Bl #4E 71E
o] olzfgt I FFHE] F7IZ 23| wiel] M
AA A= vig- F83 ake] Fo2 AT Hancock
& Dunham, 2001; Leary & Kowalski, 1990).

e tigh Az QEERINERE olvya} 28] ¥k
M= FLshAl vehtbedl, 7MdEAtelthe 281 54
AFER dlodm P ETE e i &5 S
A717]1% 3tk(Bargh et al, 2002; McKenna & Bargh, 2000).
AFRFES iR AFUACIA Q1 el F7ke) HlE]
221 T A R Bkl Bt tigk Bkt ok
E A ol 3830 R nFo Ao} gtk A7k d 2|
o A7|xde o He 55 Foh(McKenna & Bargh,
2000; Sherman et al.,, 2001). ©|213+ A7 |HHS 53 3=
= 21 T eHld, A, wAA, oA, ARY
o 22l WiAIES B3 AR olFo A skom, A
E27 Flo]~Eo 2 YEE 4 U= SNS(Social Network
Services)ZHe A2 AFUA o)A wjAle] Tdoz 282l
Aol QI B HAIF G gk Aol HAF FUE Urh(Ko
et al., 2013).

o

iz dsakgol dofuks ezl ¥kt BiiiwE
S2kgo] dojubs 2Rl F7ke] B4 zlole Aol digt
A HoME W] Hr}, UWH o Q EllfA=
Zde] 91Fl BEAdou g whds) g Fgitt. A8
ATE o3t A dFelA o] dE el = v
L aql, & 9r, 54, ¥4, HE, o, #917] 5ol T8
3 g8 FTH(Chaplin et al, 2000; Kim & Im, 2002;

Miller, 1970). WHa 2aelore] Jazg-o mjA S S 7+
HAolaL Ao g o] FolR]7] wie] miHe] EAel 212
FEgS o F7 FAE H 9ojF] wAX|9} H|oiF o]m]
A 59 xHO=Z AstATtKSong, 2007). HZ M EZ1}
SNSe] ARg- Sjol] gl Akt ow|A| 9} 2 HEHA QA
=l o]q,rq. _Q_g].o ol AS B3l HAF Q) ﬂ E]X]-O
2o A QAE 2RI Q] Ao R 23l ATk 3
Y= ATH(Jung et al., 2006). 9174 FAdol2el tist o8] A3
ATENN QS Hrkehe AxE2E IA At {8kl
AEAelm N7t 7herbet <drpt 52k AL wiE 7P
o] @4= 1pdojxthleon et al, 2011). =3k HaAT A xH
Z7} ashe AR A dwtdoz [} A
a3 wigd e s34l 23] H 71 th(Ohanian, 1990). <,
AEA N TS} SAET} 2555E SHIAES JFY Bl
o} pujgygle] s 3 HEE Fgste Bt
(Harmon & Coney, 1982). WEhAl & A= A4 H7F 84
& 77t AF=(Reliability)} &7 % (Favorability)Z 733kl
A B MEE= 28R] 2l ek A Ht gEe
ESA T

I— K
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2.2, BdE MZE=9| 229l 2|7

22.1. 28191 2R Ao 2 54

22l FH(E-WOM, Electronic Word Of Mouth)9] 3
@ 21 BHRE AlFoly AHlAE Fulsia Ay &
HIZ7} Apple] A@s) § Mg & S BV Foll tigh
FHAA Aoy 2 52 2eR1S 53 desie #Ah
olmz] Falo] AFH HRE W, A5, ],
=9, 349 5 o3l gojE A8dy UtkKu & Ku,
2010; Park, 2007). 2221 BlfHe= BEE] T, H2o 8ol
g, &2 v)ge] AR, AR, =2 A, duke] gold
A5 A8 5 a3F HRA(Lee & Park, 2006)2] JTS
3t o, BioiA HEA, A AL ARV 59
EAo] 9lo] AHrlEo] AAlEe] oo BRES QIR
o o gty 4552 BEE 4 JtSon & Rhee,
2007). T3k 2891 2= HGE] ARE ARRlEA 4l
glo} A bt ARE AFNFEZA ool gk <A A
A3 2L anzte] AEe] 9 mRA EthKu & Ku,
2010; Yoo, 2008). o]&{g 2g}el 31%91 B wfZo] Bl
Ty &g EA s AHAEA 2 Y 2 B AT
< 53l FAFTZW S fEsle IS Hol/|= Stk (Chung &
Park, 2005).

>
H
o
N
1o
o
)
o
i)
™

)
ra
2
X
2
>
k1
[z [d
i)
Is
r
i
ic)
E
il
ol
&)
=)
X
off,
et
ofl
e

™
i
i

o
o
£
o
rr
__l))]‘;
o
o
o>
L%;d
o 2
g
2 &
o
av)
dor X et

o
[N
m{m
A
o
Q‘L
o &
o
e
O
o2
o
)
I

)

[ am
o
e
oo

[N

9,
5T E T
£

Tl
2
H
v}
2

52 BX)3L YTH(Choi, 2013a). H-
+ AEEHZ7F HAl=e] BTt o, AlAlEe
2 ZRE It SHA SR BEA] Aol 23
HE At SHoA BlR FEAENA -84 0]
AE%E AHZE QEth(Ku & Ku, 2010; Soh, 2012).
TEAES ARYo] AlFehs HHL| Ak &3 HES
HA5A El=Z (Jung, 2013; Petty & Cacioppo, 1986) A1
7F & A= AMxHz9 Zl/UE LHIAES] SAR B
=5 A 7Fsd0] ok Bgh dule® A
= MEEZE HE7e)] vl g Eet swrt 2
Ho|th(Ohanian, 1990). T84} 7AE2 YuklolZ=
AME 7R A 31073 st wet o) AS 5
2479 H=E FAs] wlol(Hahn & Lee, 2014; Jung,
2013; Soh, 2012) B = AMIZE = FH7} 574H R
42w AR ZI= wobd Aol

e ol2fdt Z1GFEARI wAEe] Edsile] meEt A
ZEZ2EC] &5 trtE A& gl g 4P 1o
w=gto] H7]% FH(Cho et al, 2013). o]Hg FA4Z olu]|A]
o] G FEAES RIS o8 A== el vl
3 MEEZEAA 2dE 2R WA &S AVlske

& ool mx ROK

oL

=
A=k

oZi [y

=9] 2EjQ] Iy Y FHEIe) gjgr 17

AL B AAo|tk(Soh, 2012). o] wa} A Zsla A=
1 HRE stk oA s WA W £ FRE AMEke
MEHZET AAUIL . webs Aol F3tolgle 59
ol ofgA H FEAES] THAYU WS olEe H F
U ADA ] tigh Are] Fasgde] o, B AFeiE &
2ll MZE= ol dig AZ=e} ses s & 4
AE 2ol gt AS5e AYPstzAl 3k

223, 221 BN 543 W

A ATES AuEd 22l ghe 2 e TR w

E‘r E}%kﬂ 71EE A8t &R o
< gHe 5483 WIS T LRIt un ¢
Lee & Koo, 2012; Lee & Park, 2006; Park, 2007)
2291 gRE= I E4(Attributes)ol] wEt ARAH o) A
2ol 2} BrHoln FRHA YR thro] A &
(Holbrook, 1978). Z12¢] glf= HIlzu}k AlFe] 54
A & 5 9 AP JuE oJnjste, FA9 elh
HAEL AF Bl A mek BE BE £ o] 53
slek = Sl 7 olm&th(Kim, 2013; Lee &

rulo —1
%0
A —ﬁt FJ

& g e EAE] ARE
Park, 2006).

221 gRel 540 wE R e Al w2
o|F Holgity, 2RI @ ZERR1S Hlwgh Al W= A
HIZFES 2ER1dolx HHE gaeh of a3 A3zl 4

£ ©] Mssle il ezl FRYAM = FAAA A
BHE 9 AEse AeZ YERTHKlein & Ford, 2003;
Ratchford et al., 2003; Yoon & Kim, 2001). %3k, Z]32 0]
A o]sﬂa}ﬂ ¢]_<,>_ 4&‘:3 Z‘q—;do]—r 71}4140 ZJE_E;].
gHEM I ¥ =AM (Petty & Cacioppo, 1984), HHZ
AR g AE = GAo] fFoldt Y ?47417} °lﬂ~”— 7—'?+(Jeon
et al, 2011)7F AL W=
ZHll= zol7t gle A Wil A+= 3;1‘31‘1]-(Kle1n & Ford,
2003). olelgt AFAFe] EUA= 229l #He] 54l w

E Bl tgFe AFEe] #ostal IS A5 gtk
A BHA= AMxEze 221’ 2R A-e B AFeA
= A3 712 oS AFFES] Hrpt Bas AgAol
WA E AR Aol F34Ql o] dash FEiQl
A AFe S g 289l gRe 5498 784
(Utilitarian) 2]H-<} 224 (Hedonic) B1H-= wFshth.
t2og zlHe wWek(Valences)old 2R HES T4

SEA

[}
0l U143t 2K Ulgo TR AOR o FHe &
i 99107 §3p] whe] A

HFERA
0 O

o 9o} —‘?'Jéz—. 9] el FHAY 7R At

o 34 Tl JPee] FAH FAuc) Ak

347 779 JeHo] At APSE AHNY L)
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3 ]
B7} 28k 5ol mAle o] AN FAPRE T
avhks AL Wk 3 IR sl A7 e
FIFHE A =EEME 7894 e 3717t oArEA
oM o 2 FFE Rt g5 AASA=H ol
= 2HIAEL AF gk ARl @7t Al 3841 AR
Hrke P2 HRE T S8sHA o71H, 7 A% Al H
B 7HEAE e "rvke AS ¢ngrk(Anderson,
1965; Lee, 2011; Skowronski & Carlston, 1989). T3k, Lee
and Koo(2012)y= FA2Q1 2211 2JH7F 344 2211 =
Tl vl o w2 S HoEthes dTESdE URle
©, Chiou and Cheng(2003)2> ¥4 $7]7} Hi=9) djst
Bl FAA QIS AT, THH 3]
FEE HAA g2 A WAk
A el delA 99 4
HE A=, JIFFAHFNN Bt Fad FHZE Q1H
o] 3

Oz

-z
o
%‘1

S

30 ¢

o}
Hol| Gershoff et al.(2003)°] W2 42l 43} 2
7F B4R BREY gEmste] u & dFHS YA,
Doh and Hwang(2009)2] A7FM=E 3784 F717} Bl= 2
TFulelzelr TR FEgS A e Aoz Jepyith e
R AES S84 7R AFH 7o FHoR FHRe A
& Aol oJshd, 879 SHoME HIFHH] A4 A
H7} Anjzte] B ool ake mX|X| e, A
7 719 EHeM e FAF PR dFHo| ¢ Atke AL
88l tH(Henning-Thurau et al., 2004). ©l= A FZ 7XE A
d AFoG Mu|z0] B9 AR, B, A%, A 59
22 7S FFeRe Ao &nHle] Ezo] H Fi glomg
SRAA AR 2w AF ts) 7792 77t HA B4
2 4= 9] wio|tk(Sung et al, 2002; Yang & Cho, 2000).
E3], A AEe A AARTE Bow 3 A8 F
|71k ot s AlF 4HE B9 A Ar1RR]
U A A% 5 i RE Foeke AREE 5
A5 T web B Ao 2o Wkl w3k A
S HERo R HAs AMxEzo] RAZ 2Rl ZH
she AEIEF o] 384 289l 2R g
= IR FEIIT

iz

B

N

i1k

>

WYt S4o] BF BAE]
Fajol ealel i aAE U
2 Bart ok Hebd £ AplaE SH Bas Ay

SRFAA, S AR e o] ANz BReln o)
ol whe} Az SRS Bl Aol7k e
PolnnA gk A7)e] A A7E Eo2 e 2ol 7}

HI. 221 ddAde 22l 2li 3ol wet 2 A

HI-L AZ488e eeiel af 439 nie gl 2

H1-2. 23913942 23] i 3ol wet g2k A

2.3. 22l 783} EE B

2210l FHA(E-WOM, Electronic Word Of Mouthy 1€
s 53 SARt AlFl gk o] i, HAAA, e 3t
AzAEe] REolle s AY FAAQ] solgtar 4

SFH(Henning-Thurau et al., 2004). Tj50] 732 Adz}e}
TR 3 A BAle] Taesk HE ddolA Eue Ao
obd AHHol FAge AP L Fa AFENA ddES
Arteict. 53], gkl A4S B3 xRl FHET ¥ 7
ek 22l 19 &= 7 80 o] 9] EMA|
Z3bsok ST (Lee et al, 2011). 74 o8] @A9] Hat 7}
< B3 AFREEAA FEFEES AAlslet] e o] Eab
HA Gerhd proEMe] JgHe AREAl Erh(Lee et

al,, 2011).
2ERIGOIA Zmiztel] o8t A EE ARELS vdgHo
A2l oJste] 7ol Alge] Bt wHAEEC] AlF
ste ARRETE Algiks Z3o] ot o]#g A Hal
d

y Lo

o M J

%

3} A3 AT Eo|tH(Choi, 2013b; Jang et al, 2008; Ko et
al., 2006; Shang et al., 2006). ;= 22101 AR E o9
SRR FddAle ARUESY 7R 9 A= 485 34
715 ol &H|RL o & ER9ol JEFS vRIvh =g A
FruEelM o] Bz tigh 37841 B} 4%l 715}
£ 208 YEP3THChoi, 2013b).
ey BAlE MEEZ ogh 2891 BRe] 749 AEH
Z 7iR19] SNSH E22E T3l A4 B o] H7] wie
Ha= AFUEE B3 FREE 22 gRee te 54
<= 7Rt &) aHRE MEEze] BRE FITL diA
S7H4Q1 Whg-0 & oojxl= Ao] opet g e gk 2l
A, BHE AEE AEE=U tE anREde] B5ARE, g
T ORIl AR ARUACIA HEE
AR & BA= B=s FAFTHChen et al, 2008). £ E
= = 2 Ayt ARl HelRA] &
45 AdE e-S 29 v
(Soh, 2012). o[#{g BA= AEE|=el| o5 22l 2F 54
< ZHApL i Halsd tigk BAlls e E JA4E17HA
121 7 e] FE o]



AJEE[=9] 22J9l 2l 7o) whE B Beleo] 2ajol olyE Y FHage) gist g 19

vz, s A1 EE=e] SNSU B210] AT, Bl 2
of gk Aef, the 2pRree] AFUAld 5 dee] A
T Hgo] FgEolok S AT wEb & AelM=
HAl= MxEz=o) g 22l gl{7E F8Akl 23 ghite]
HEE S S F AANE ] HAE He P vAE
FFES Gtz Aot ol 7] 8 Esk] el
AT o gusly, 4719 A A7E EUE vet 2
o] 7P A st

H2. 22kl Q3R iR 8l 2okl Al o

o,

24, IiM Bz

A Az ARt A AF e Al SEEE A
o] A dist BHY T2 FoA A FEE onsiH
(Douglas et al., 1976), 7RI} T A&
TR AAZIL MY AFe] AxEd o s
o7} e Aol A9 Al A QY IgeN FFEES
W3ehs 202 Jepon g st ARYAClEHE
A A AR A FEFE 7X = F o= Ve
(Douglas et al., 1976). B3 ol IAAREL FHTHAIALE
Mzt ek 9619l 9w (Choi & Rhee, 1987), ¥4 A
HARE dd AFE 2 Hlse] Mz tidh Xzt Hro|
zto)7b Ql&o] ZHEo](Lee, 2003b), HATAE AFT L B
A=) sl A 5 vHAE dgo] E8F F Ao By
HATHLee & Im, 2007; Liapati et al., 2015). Wapr] &
TolA A o] mE 221 AT ozl Zpol7} 3
A& AFAA gt A71e] Y AFE EQER v

O] 7]’@% /gxg O]'M

rﬂ 2
Homy
2o
2
I ofy
o,
d

iy rlr r}l

H4. o) ool meh 229l 13E4

oerke] Ga WAE Holr} i,
) . Impression
Online Review Types /- i Formation 7
Reliability

Utilitarian
x Positive

Utilitarian
x Negative

3. gty
3.1, o7oy
¥ ATE S HAE Azeze] ekl eli §3o) o
& 2l Al Bl s8] 2Rl A ok, B
A= Hieo] mX= T J?{rﬁ]%_'— AR A} sk ol F2 o]
Aom, MeAe] o3 AME AFEFL Fig. 13} 2tk
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Fig. 1. Research model.
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Toll Ates A F F TS ARSITE 32 Ee]
74~ Ku(2000b), Lee(2003a), Speed and Thompson(2000)<]
ATE Farste] B Aol APsies #4% F, T S5
AHg AT 22 AlTH 9= #32 Kim and
Song(2008), Lee et al.(2011)2] A7 &34 4743t & 7
o] #35, Hal= elrol F3& Lafferty and Goldsmith
(1999)9] A+ 23S FHsl T i FFS AMESITh

B A7 AT B2 915l SPSS 2102 o83l V1%
A, NFE, GAE 2018y 5L ANslgow, chiy B
4 2 g 242 AN a7 2Pe A,

pletely Randomized Factorial Design)= _%3}’5‘}04, A+
AH S, HEAAAN G, AR AR,
AR A FRR Rl U fTEr-q] Alu 2
Bl

A 2 5440 A 8 4
Aup ARl 7Nk Faole AHA ARY e e
2 23 R 2Rk 97 xdo] ofd AR A 7
AE&E Fevs iﬂgﬂé}ﬁ‘:}(@]' AL KO]B}L] FXA o
od &8, OOO7F ¢
ol Al o) Aieka a2, W 2 dlgel 290
T SAel Bk ol 2e FRA AuY A4S
Sleto Wy ek AR 7 Eao] Jujs B 4%
4 77 BE Fehe Asrchel: ALFoleh Azkels
gbd A4, O007F YA T3 BAmiAl viE ojeh A&7t
= Ysthih, theow ok wael A9, BAA A
gy glom FAA 0w By glHe FAHHo|x 57t

2

J

it

ﬁ
2191 g Hskontel: Wit Sl elt 4k 5
P9 A4S Fugow AN O WY BRe] 137

o7 M54 thRe Bekckel: sk, chorh &
th, Y7t oJH o S)(Holbrook, 1978; Jeon et al., 2011;
Jeong et al., 2014; Park, 2007).

E3 71EE 2 W Al e Haster] flsl vlal
el He Zzke] 2R MR Sd3 A0 e wiEs
FEE AL, 3730 Aol7h BASHA] = 2He]
&, AR, dlolokx Bl VS skl AAsisink. A ¥
dsAF 5900l oJal] Alue] et FEE 2o s 2AEEA
AE F 9 2] 74 Beke AX st AluRIeE
Hgo R A2 Awel ek 221 H3S she £3eE A
Zste] 2FEel gk 2EE 2ol A, s, 28

X
2 AT o, HAE HE, 4 wolwo] #e
A slgom, sAsto . Avlae] QEAS
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B AT ASEAe AN
AU EH, ZAF R} 2159 F 34
H(55.3%)22 UERStTE e U= 25.65M% YeRdar,
T2 it Ase SHAE F 1249 (57.7%) = 7S
B2 S AR, ANIREY V1S AR Y AEE
AT EH 300-5008Hd W|Rro] 43.3%, 100-3005+¢ m]who]
22.8%, 500-7005+) wgto] 143%% yehsitl B At 3
AL A §39 2R AFE T, 79 f3ol s
Aut Ssldnh. 2 A3 F 21599 $HA T R+
A2 FR7E VERE A A %638 69 (32.1%), “F-&-2+3
A H7 et T WA £33 41%(19.1%), R+
A2 HR7E el Al 1A /382 607 (27.9%), PRI E
PP +384° 2RI VR o] HAl 63 457(20.9%)2

] o] qu_izﬂt‘ﬂ—ﬂ _E_/HQ.
<]

FA 9678 (44.7%), <34 119
A%

24 (Principle component factor analysw)sqL A Z}3) 7 (Varimax
rotation) ARS8, 7} 291 QQ1H-5l8K(Factor loading)©]
0.5 olde g folatA vk A8 S EAH(Song, 2011).
th2- 02 Cronbach's ezt 2 W2 dAAES HESIS A
28 288, Cronbach's ogke] 0.7 o)tel® AlE|Er}
=2 Z1o 7 WIS THNunnally, 1994). Table 13} o] &
ATelME 4 wle] gk 7 a1 AZErF BF 0.7 ©]
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Table 1. Results of exploartory factor analysis and reliability analysis

Factor  Cronbach’s

Variables Measures .
loading o
The information in this online review is reliable. .888
.. I believe the information in this online review and can utilize the information. .879
Reliability . L . . . 944
I can trust the information in this onlne review more than any other information. .860
Impression Purchasing products after reading the information in this review will be the right choice. 782
formation I have a positive perception of this online review. .832
... For the future product purchases, I will consider the information in this online review. 832
Favorability . L . . . 961
The information in this online review costs on my mind. .832
The information in this online review impresses me favorably. .790
I would like to announce the online postings to friends through my personal SNS. .888
I will convey the content of this online review to other people with the intention to generate word 266
) ) of mouth. ’
re-WOM intention . . o . . . . 942
I am willing to pass on the information in this online review to others through sharing activities Q13
(scraps, links, etc.). ’
I will talk to other people about this online review. 799
After reading this online review, I feel familiar with the brand of the reviewed product. 903
Brand attitude After reading this online review, I think that the brand of the reviewed product is good. 875 916
After reading this online review, I think that the brand of the reviewed product is good. .808
Clothes are very important to me. 874
Clothes are important in my values and lifestyle. .862
Clothes express my aesthetic sense. 852
Fashion involvement 1 think clothes have an important effect on the first impression. .803 915
I have a lot of concern and interest in fashion than others. .800
I think clothes represent the person's lifestyle (opinions, attitudes, interests). 779
I give weight to high qulity and fashionable clothes more than others. 723
Ao U JUe Anslch Rk FPALES) BY HIS 590 AxEE okl e £ Be eekl Ay
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3l Al B okt). Table 29 Table 3:& th ™ £4]9)
A A9E HoJFEt) Table 204 AR =e 2Rl 3 w

43 97 78 AH= 2 Fog 27t e ALFE EREOH (7=10.838, p<.001),
2 A7y M 4SS sk o B4 (Multivariate Table 35 &3 FAXOE o= Jo& 7ol 2|7} U=AE
anlaysis: MANOVA)Z} Th% 3] A4 (Multiple Regression)< ARS Az A7), SR+ E FHMyp=4.225), 583
AR I=N +RA A G RMyn=4.585), ‘ANFE+EH D B HMpn=

Table 2. Results of multivaiate analysis of review types on impression formation

Source Dependent variables Sum of squares df MS F p
Correction Reliability 50.258 3 16.753 10.838 .000
model Favorability 7.624 3 2.541 1.430 235
Reliability 50.258 3 16.753 10.838 .000
Types
Favorability 7.624 3 2.541 1.430 235
Reliability 326.139 211 1.546
Error
Favorability 375.034 211 1.777
Reliability 3933.375 215
Total

Favorability 3949.813 215
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Table 3. Results of multiple comparisons between review types

Types M SD Duncan F
U+P (n=69) 4225 1.162 a
U+N (n=41) 4.585 1.381 o
Reliability 10.838
H+P (n=60) 3317 1.234
H+N (n=45) 4.356 1.245 a
U+P (n=69) 4275 1.557
U+N (n=41) 4171 1.400
Favorability - 1.430
H+P (n=60) 3.804 1.105
HN (n=45) 4.033 1.165
<001

4356004 AFErt 71 = Aoz Uehton Sk 43
A HMpyp=3.317)14 7P & 2oz et et
A HI-1L AREon, Aelie] 49 g8y A
ol g 71 ZA ARG o) AZHUL. ol A
5 “ﬂ 1A19} A2 W*Ol v«lfﬂ 3 ‘%k BA YTk AL

QEP /7t J@@% JJrol ﬂvfﬂ] Hj3)] o =& 2SS
HAAFUE Lee and Koo(2012)2] A7A7e}t fAReE Ais
wBolZTh T} Table 2004 37&E R 3 we
ot zpol7t gle ASE Yehb(F=1430, p<235) HI-2&
717 = At

H2olM = =] Hale MEE=o 22l Q1
P TRIRIGe] el AT =] vx= FFE
Asl7] flete] o3l S FAsIGITT. Table 4= 24
HE HeFH, ol wt H2e SAIKLSE fogh Ao
A ATHF=50.015, p<.001). o] 2T A 2Ry
THxe] F2 AYHSYS W3l Kim and Kim(2010)2]
TE AAEH, E21 alT‘jr E2EQ| F3 FIE W3l Kim
et al.2011)2] AFoA AR} F7E7F FAL =] FZ <)
Qe vxtke A3} fAkeE AHE HoErh SHHTe]

FIHE 2 BR, AEEZ Rl g ARt 24 &
AE4E 2Rl A7A owrt E(=2.617, p<.05), & ‘7“:7}

i
i.‘l

A Y= aa}m ATA QEr}t 2o Aoz BAx
th(t=4.825, p<.001). Z=3}E HeHAFE EAsind 57k
7F 22l A o) mrRle Gl AlBErt A= 4
B} o & Z0F vepgth tE H2e AgEdon,
B AZE= 2R st 2gde sl de &

o
BN ) H‘i

—rsg o}oiu Table 44 A Ade} o] 3lF)Ao] FAXHCE
Frefgh AoR FAEATHE=7.936, p<.001). TER H3S A9
o, s Ble AZE = 2lH ﬂ%ﬂ iﬂ}ol ZH%LXJ_
=7t F75 BT gt 2 3] YFH
= ARt iﬂ}ol Tl g FA 1174 ‘;-‘ ”J—é %
A A+ FFE B B o5 2 HERe] FAF
HolZ o]F £ Uth= Choi(2013b)e] ATFAAE S
)\)\q.

AEO R Holl M= A B 5] ekl Al

oo mRle Z2EaHE A5t} Table 5+ 24 a3
o B4 ARE HAFH, A adde] AL F=19.491,

p<0010]a, A AHeie] 79 F=31.463, p<0012F e}
oA &OF o] mE 2HEaHt e AeZ Jeh
ok A e Foke] A9 A et 280 AT o=
X ol TAHSE FosiA] ¥ Fo=E ‘Z"“H%@
(=1.578, p<0.118), S7t=7} L1 AFH 2=d wA= 9
e fFole Aoeg EAEHATHE3.261, p<.001). =i Ao
o] Agole AT saTdAN BT 28] A €
frofgh oz BAEA 7t SyHse] o
g o B H AEEe A% 5855 289l AT
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Table 4. Results of multiple regression analysis of impression formation on re-WOM intention and re-WOM on brand attitude

Dependent variables Independent variables s t p F Rz(adj Rz)
o Reliability 213 2617 010"
re-WOM intention o ok 50.015 321(.314)
Favorability 393 4.825 .000
Brand attitude re-WOM Intention 478 7.936 0007 62.986 228(.225)

p<05, " p<.001
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Table 5. Results of moderating effect of fashion involvement
- 7]
invFjlsvhelr(;nem Dependent variables mffﬁzgﬂim p ! P F (ad?Rz)
High re—WQM Reliabi].ity .181 1.578 118 19.491° 267 (253)
Intention Favorability 374 3.261 .001
Low re-WOM Reliabﬂ_it.y 24 2136 033 314637 382 (369)
Intention Favorability 404 3.436 .001
T p<.001
(f=254E0t ¥ 2 Zo= Yepitt mebd Hés AP =S T 2Je7ke] FEAARNE Aot e AR ettt o]
o, 2 4870 G4 Belw el Wel Lol AAWA £ elf BARA w eli Al Aolrk Ues meET.
o] 2ol AT ool HAE FPol Aot Ul B elf EFel A Bert £ A9, W BAS Az
153iet. zo] ealel 2ite] SIIe] AHoR ATA oJwd] 9T
& oI A& A, el Aol A Belr) 2
524 = & 7%, A=elgsh S7RVge] AT olwe] BT Fge )
A HOZ etk ot g8 Belt e Age ol
B ATE shte] ARUACI B7EA A BAE AE  BARoll tie sk A4S 25 Q7] HEel] A 2ol
EES) a} 7k e 54 IS AR W b we Hekenh £ak) 2Rl dla Agele] A7 o
HAE AzEze] AL 3] Wt ol Ll e § =) vXE 9ol WL oviath. e, AH Has
HEeA, G e2R) el AR SeRel el Aled  MEEzO 543 IR B U 2PA 12 B
oo Yge IREA, E oleld L2121 AT ol HY Heke BAE 2 Duske welth,
Rg7e] HAS B gt GFOR olol)EAE A ¥ Qo] Ashol whE AR thest Rk ¥ At v
Hog Auugitt ol mpg & Ao Z8S vhat 2 A HIle MIEzo] W el E vE JEd
A, 7% Aok RV A HAlls M xEze| 22 2ERloM o] g AR tigk A= AP ST
1 EF7E Aol BAAL o, 2lfe] A1 7t = AolM sl AME AlgRith 3 71 Aol
F 2 IdFE MR AeE vesith sAIRE 2 Aol 4 doprt s Hale Mae=e] el 2ol 54 WU
4% Ade vE i HAs MxEze] 2Rl 2lie 5 A& Al A 2ZE A= AollM 2lefrt vk
g3 el me 2lRe] IR E 9 AT | PR A ARl & A7 AAE vEeR Bles 4 B
= o= vttt ol i AlFel 22l el At 2 =] Bz wEt Bl MxH=ES 283l 25| U8t
#7F Z= BEA 5449 %‘%ﬂ']—% gt le #AdA = RS ool & F S Aotk A HAll=e] A,
Folghs &40l I Agal s Hal= MxE=o 28l a2HAFEe] HA S sl flel i Hal= M
2 H7F 2l 8] A A ZMLHEFE A A7+ HS ZE°] YXE 0|99 HdlZ(eg. WA, I, 2, etc)E
A=kl sjAe = 9l A= el aHAkEddAl 3Rl omAE = e 28
A, A HAle MxEz=e] el 2R tigk AlgFo] A FHHE AL F U5 Aolrh A5l Hojs HA=9
3 SAHARL 2Rl QRS R Ak 2Rl A 8, A7 5 & AEde oAE A8k B 7
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