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Abstract This study empirically validate the impacts of WOM information characteristics on the WOM effect in
accordance with SNS media due to the increased the WOM role under SNS. The key results showed that the more
vivid, negative, and objective WOM information was, the more positive impacts on the intention to adopt information.
In addition, the intention to adopt information had a positive impact on the re-WOM intention. Second, there was
no significant difference between Facebook and Blog groups regarding the impacts of the WOM information
characteristics on the WOM effect. This can be inferred from the fact that consumers recognize all SNS media as
a single online medium regardless of their characteristics in the process of accepting and spreading information. Based
on these results, this research drew the following implications. It conceptualized the information characteristics factors
that influence the online information acceptance process and the relationship with WOM effects by focusing on SNS
and high-tech products that are rapidly emerging. This study is also significant because it attempted to expand the
characteristics of WOM information and WOM effects to Facebook and blogs, which are SNS media, and proposed
a future research direction.
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Information Characteristics

Information
Acceptance
Intertion

HS : Analysis of the difference in the effect of MOM information in accordance with the
type of online media (Facebook vs blog)

Fig. 1. Research Model
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Table 1. Identified Factor Analysis of Measurement
Model Analysis
Variable B S.E. CR. p
1 0.693
2 0.876 0.079 16.834 ook
Vividness
3 0.944 0.081 17.67 ok
4 0.797 0.08 15.444 Hhx
1 0.924
Valence 2 0.954 0.028 35.811 ok
3 0.892 0.031 30.234 HhE
1 0.789
Attribute 2 0.867 0.054 17.102 ook
3 0.794 0.061 16.472 ok
Information 1 0.897
Acceptance 2 0.894 0.039 27.473 ok
Intention 3 0927 | 0036 | 20441 | e
1 0914
l;;xg)lf 2 0.937 0.041 25.115 HkE
3 0.634 0.047 15.065 ook
X2=173.804(df=94, p=0.000), GFI=0.953, AGFI=0.932, CFI=0.984,
NF1=0.966, TLI=0.980, RMSEA=0.045
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Table 2. Inter-Construct Correlations and AVE

Inter-Construct Correlations
Scale

1 2 3 4 5
Vividness .693
Valence 178%* .853
Attribute 147%% 191%* .668
Information
Acceptance 241%* .086 A4T7H* .821
Intention
Re-M(,)M JA21% 154 209%* A418%* 705
Intention

The diagonal part is the AVE value, and the bottom left part is the

correlation coefficient. * <0.05, ** <0.01

4.3 7144835

B AT AN A ES] B B AT A
L JHEASE ddsked A9FA R (maximum
likegood method)ell ¢k 244 K-S o]8315]
o AR F S #AE AAS A3E [Table 3]
o} zrom, 11 A¥} B3] AFhw A4 ’=181.263(dE=97,

p=0.000), GFI=0.952, AGFI=0.932, CFI=0.983 NFI=0.965,
TLI=0.979, RMSEA=0.045& Welton, »ge 7hd
= 2 e el Ao Al [35].
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Table 3. Statistic Results of the Hypothesis

Hypothesis B S.E. CR. P
HI1 204 .050 4371 .000
H2 465 .038 9.919 .000
H3 165 .039 3477 .000
H4 482 .057 9.831 .000

X2=181.236(df=97, p=0.000) GFI=0.952 AGFI=0.932 CFI=0.983

NFI=0.965 TLI=0.979 RMSEA=0.045
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Table 4. Verification of the difference in WOM effect in
accordance with the type of SNS (Hypothesis 5)

Path df x2 P

Vividness
= Information Acceptance 1
Intention

2.967 .085

Valence
= Information Acceptance 1
Intention

0.095 757

Attribute
= Information Acceptance 1
Intention

0.711 399

Information Acceptance Intention
= Information Acceptance 1
Intention

0.051 821

Facebook Group.:

X2=164.488(df=97, p=0.000) GFI=0.923,
AGFI=0.892 CFI=0.975 NFI=0.941 TLI=0.968 RMSEA=0.056
Blog Group.:

X2=132.592(df=97, p=0.01) GFI=0.928
AGFI=0.899 CFI=0.985 NFI=0.948 TLI=0.982 RMSEA=0.043
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