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and Schindler(2002), Hovland and Weiss
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Auur 849 497 952 O AsjE Aol

Bickart

33}01 THAREAE F2 SEAL 92 28
ERinds ?Uﬂ«l*}éﬁoﬂ it JFE mide
el FHskich # Ue AFE d9g g 2
gl Anab el ool dFE e Ve A
F2 7T W 22 2nF R &g
23 A gRe W AE Adgd 23
FFE AT 59 3N FEE HAE 5 AR
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AU 353 HeE 20069 12Y
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Alpha A g8} #4391, 2

B4 (validity) s 24300, 8935 WL
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ARgEtT ofolAlghe] 10]3¢l 8YUES FEIEE
S
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Agetga,  g9e FAL H#d A (varimax

rotation) & #A-&3ch.

(E D2 0l FAgae] Jghido] fgt o
NEAZANE HolFn Juds dEoz 23
g SHEET AU A YT 2ol &
BAFe 29FAY TFAIA FE), (F e
FEUPQl 2ate] FHIT] gt R AY
& HolFn vt Crobach's Alpha AFE 2%
0.73¢]}2.2 Nunnally (1967)7} 48 0.79]
B NEE 22T QT 2R A FHEE
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oA zEE ANGER ddegA H7
g 98 MAMETE ARBAE BAFE 0 AF
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2 g 2kl a93sE AY)e AT
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SHTh (& 3)0M BE e} o] BE ¢ AL
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e L 0.927
eI Af AF gE 0.926
<79 B Eol g 9 0.810
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vho] Zol|/tello] digk 1Rl bl A4 0.820
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(AR A (BART 2
izstd wWEAST ok s wekA s (43 VIF
AtE A 84 0.079**(0.036) 2.78 0.079*(0.036) 2.76 2.04
Aejl AMEA]ZE 0.026(0.016) 0.87 0.025(0.016) 0.81 2.32
OlEdl & Er 0.054*(0.013) 2.18 0.055(0.013) 2.21 1.54
LRl R ALEAE 0.316**7(0.033) 8.96 0.314"**(0.033) 8.87 3.12
L2 B4 84 0.408***(0.047) 9.97 0.4117*%(0.047) 10.01 4.19
2291 i A 0.1577*%(0.042) 4.09 0.150"7(0.043) 3.86 3.75
3 (IF==1) 0.097"*(0.039) 4,61 0.115*"*(0.059) 3.60 2.54
Fopatg A 84 -0.007(0.053) -0.25 -0.007(0.054) -0.23 2.04
TS AEEl AFEAITE -0.001(0.022) -0.03 0.000(0.022) 0.01 2.34
FaxQIEYl a3l -0.059*(0.024) -2.32 ~0.055%(0.024) -2.34 1.61
o2l g5 A2 g -0.073%(0.047) -2.14 -0.072%(0.047) -2.12 2.90
B2l g f84 0.125"%(0.063) 3.37 0.123**%(0.063) 3.31 3.44
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S A (A =1) 0.008(0.055) 0.26 2,11
A 0.038(0.005) 1.34 2.06
w33 -0.027(0.077) -0.71 3.69
A -0.035(0.007) -1.22 2.11
R? 0.654 0.655
Adjusted R? 0.649 0.648
F % F(13,863)=125.36"** F(17,859)=95.88***
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A Cross-Cultural Study on the Determinants of
eWOM Effect

Cheol Park™ - ThaeMin Lee*™*

Abstract

The Internet is changing the nature and power of WOM(word-of-mouth) communications.
The advent of the Internet has extended consumers options for gathering unbiased product
information from other consumers and provides the opportunity for consumers to offer
consumption-related advice by engaging in electronic word-of-mouth (eWOM).

In this study, the determinants of eWOM effect were investigated and empirically
validated on a cross—cultural basis. The model contains consumer characteristic variables
(consumer susceptibility to interpersonal influence, Internet shopping experience, Internet
usage time), online review variables (perceived usefulness of ¢eWOM, usage experience of
eWOM, trust to eWOM), and the eWOM effect. This research attempted to examine
differences in consumer susceptibility to interpersonal influence (CSII), Internet shopping
experience, Internet usage time, perceived usefulness of eWOM, usage experience of eWOM
and trust to eWOM between Korea and America, and to identify model for factors
influencing eWOM effect explained by consumer characteristics and variables relating to
eWOM on a cross-cultural basis.

The empirical results demonstrated that CSII, Internet shopping experience. perceived
usefulness of eWOM, usage experience of eWOM and trust to eWOM had a positive impact
on the eWOM effect. However, the Internet usage time did not have a significant effect on
the eWOM effect. The moderating regression analysis supported the moderating effects of
national culture in several paths.

* Associate Professor of Marketing, School of Business Administration, Korea University, Jochiwon, Chungnam,
339~700 (cpark@korea.ac.kr)

** Assistant Professor of Marketing, Dept. of Business Administration, Chungbuk National University, Cheongiu,
Chungbuk, 361~763. (leetm@chungbuk.ac.kr)
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Specifically, the effects of Internet shopping experience and usage experience of eWOM on
eWOM effect were higher for the U.S. sample than for the Korea sample. In contrast, the
impact of perceived usefulness on the eWOM effect is higher for the Korea sample than for

the U.S. sample. (Table 1) shows the empirical results.

(Table 1) Results of Moderating Regression Analysis

Model 1 Model 2
(Control Variable excluded) (Centrol Variable included)
Standardized Standardized ]
Coefficient t-value Coefficient t-value ViF
CSII 0.079**(0.036) 2.78 0.079%(0.036) 2.76 2.04
Internet Usage Time 0.026(0.016) 0.87 0.025(0.016) 0.81 2.32
Internet Shopping 0.054*(0.013) 218 | 0.055%(0.013) 2.21 1.54
Experience
Usage experience of eWOM 0.316%*(0.033) 8.96 0.314*"(0.033) 8.87 3.12
Percelved Usefulness of | yogese 047y | 9.97 | 0411%(0.047) | 1001 | 4.19
eWOM
Trust to eWOM 0.157***(0.042) 4.09 0.150%"%(0.043) 3.86 3.75
Culture (Korea=1) 0.097*%7(0.039) 4.61 0.115%**(0.059) 3.60 2.54
Culturex CSII -0.007(0.053) -0.25 -0.007(0.054) -0.23 2.04
Culturex %f}inet Usage |6 001(0.022) 0.03 | 0.000(0.022) 001 | 234
Culturex Internet Shovping | g 59«0 024) | -2.32 | -0.059%(0.024) | -2.34 | 161
Experience
Culturex Usage experience | g n7a( 047) | -2.14 | -0.072°(0.047) | -2.12 | 2.90
of eWOM
Culturex Perceived . . PN
Usefulness of eWOM 0.125"*%(0.063) 3.37 0.123**%(0.063) 3.31 3.44
Culturex Trust to eWOM -0.059(0.054) -1.67 -0.055(0.054) -1.52 3.22
Control | Gender(male=1) 0.008(0.055) 0.26 2.11
Variable Age 0.038(0.005) 1.34 2.06
Culturex Gender -0.027(0.077) -0.71 3.69
Culturex Age -0.035(0.007) -1.22 211
R? 0.654 0.655
Adjusted R? 0.649 0.648
F-value F(13,863)=125.36**" F(17,859)=95.88"**
*** p < .001, " p<.0l, * p< .05 Standard errors are in parentheses.
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the specification, justification, and empirical validation of a set of interrelationships among

]

consumer characteristics (CSII,

(]

nternet shoopping exns time!, online

review variables (perceived usefulness of eWOM, usage experience of eWOM, trust to
eWOM), and the eWOM effect. Most importantly, this study integrates a cuitural effect that

significantly moderates kev relationships in the proposed model, reflecting the growing

.

importance of Internet marketing in a global setting. The integration o

differences as moderators of key antecedents of the eWOM effect is the kev contribution of
this study to emerging cross-cultural Internet marketing literature. This research is among

the first to investigate the eWOM effect model in the context of cross—cultural comparison.

Key words: Internet Marketing, Word of Mouth, Online Consumer Behavier, E-Commerce,

Consumer Susceptibility, Online experience, Culture, Korea, USA
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