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A Study on the Types of Product Review on Mobile Beauty App, Perceived
Information Authenticity, Brand Attitude, Purchase Intention and e-WOM Intention

Eunha Chun, HaeMin Seok, Minjee Chung, and Eunju Ko'
Dept. of Clothing & Textiles, Yonsei University; Seoul, Korea

Abstract : The increase use of smartphones has paved the way for quick dissemination of online information. This has
a huge influence on consumers’ purchase decision making and the formation of a company’s image. As such, this study
focuses on product review from mobile beauty applications(apps); in particular, the perceived information authenticity. The
purpose is as follows. First, to examine if there is any difference in perceived information authenticity based on the types
of product review. Second, to analyze how perceived information authenticity influences brand attitude, purchase inten-
tion, and electronic word of mouth(e-WOM) intention. The study targets consumers in their 20s and 30s who have expe-
rience buying a product via a mobile beauty app. Three hundred responses are analyzed using SPSS 21.0 and AMOS 18.0.
The results reveal that, first of all, consumers derive higher perceived information authenticity from a multi-facet review
rather than a double-facet review. Second, among the traits of perceived information authenticity, only a brand’s perceived
reliability has a significant influence on brand attitude. Third, this brand attitude has a positive influence on purchase
intention and e-WOM intention. In conclusion, these findings can serve as an important discussion point for companies
developing a mobile beauty app, drawing attention to perceived information authenticity, based on the types of product

review.

Key words : mobile beauty app (FE] 21F 4}), e-WOM intention (22} 751 2]%=), perceived information authenticity
Rz A B2] 14A), product review (A% AR&-37]), purchase intention (-7 2] %)
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2 &3kl ATH(“Retail
trends”, 2016). A7 A=l <3P 20163 82 7| 28]
o3 Az 7hed] Bupdo] X she HIFE 544%E ol
PC 223 7NE FojH L Jo(“August 2016 online”, 2016)
Fo mutd e 2Rl &% ARE oo U4 Fo=
A= 3 gl
22 2upd AgelA FERAIES 17 *ﬁc] %Ezi 2t
A3 JdthMorgan, 2016; Weinswig, 2016). 973 2o
HEAIES 7 €33 T V15 43 9}3:4 olq]
o] HEAGe AlA 1099 AATFRE A4
LR 2 AR IS AR 22l & &9
Ak o) g FEAIFC] AASHAL ATH(2015 beauty industry”,
2016). T3k HEAIFS] Bekd & Amfde 289l &3 A
A2 65.1%Z oF5 - FOFEE(69.1%), 2HE(65.5%) 5
A =8 ¥5S JeERZ Aok“August 2016 online”, 2016).
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HE] ) SJeIS] A AHSFIS] 58, X2 Hie] I, Bl e, el B 2ol FHejEe] t)e ¢ 18]

£ 47 918 2ERlelgke /MR B Bl et (Park,
2007), o]2]3t ARENAG N AF AT = TFuleAE
e 9 o3 ARE AF(Moon, 2014). &} 7Y
o] AJA Bt THE 3 AT AT 14e] AFE
AAZIL 7194 FHNA EHE oA F 9
(Campbell & Kirmani, 2000; Soh et al., 2009). Q&2
HIAEL 7|9 ET 58 AHIAE O 2lEshs AES 7X
Aol 2RI ARE AF AHF7IE Bl BEE A3

MR o AES vgo R =g 4H] P5s o
oflet MR- AHIZEEES Fal & thA] ARE ALITHChae
et al, 2016). FET H MMEL 2RIE0] 4A He 4
Ho| Yo} ke ISR FaL, thE AR AAl Ao
A% X178 e FR il #4S 710 vk Aol
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=
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€ 5

=
olde] & FPLEAN 2 Fadol HA FZEHEA (Lee,
2015) &H[RMAA 21843 e FRE AFshe AL nHAEE
A, 2HRE BRA vl F8s 247 HAT 23y &
H|AEo] Azbehs Aue] 144 A AF ARV &
H|z} 53 Adste] 2 At wig- mie|sich wEka ShE
A, AFA B AF ARSI ek ARg FHo R
H JRO] A g 28 QU AT FaAol
A7)t 9k ofuet 48] AAdslal e Ertd A &
o HE] =uld o Zg]A o] (application, ©]3F )S o=
sl HEAIES] &3l Sa8 IS v
ARES7] ATe] "o TS A7 ECh

w2 Aol B2 A, FE 2HRY ) AelA AlE
AREE719] 3ol mE A2k HHe 217749 Xo|E AmK
a1, B4, AMIREECA X2 FRe] 3ol HAlE Hx,
eje g el FHo R vRE FES AFEL o &
HZEe] Bz gist HeE 38K o2 Aok, Fuls
A=k AF AR A3 gt Sl #dex e
o)tk gk AFHRI SR mAE S A BRKD 4o A
FAMF71] o 1789 Sl digk AARE A
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2.1. FE| 2HIY oA

AAE HAAA FHoZ FRIFu vlolH HE 5ol 7+
s wheolxl FHlx /Hde] 88 ZEIHS oH|FHrt(Bae,
2010). FEIZIES 2ol §f EjoR AnAEe REAF
o gt A2E &% AES ATt
ZA =AU HRies, 2015).
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29 7S dojFe F88 =77t HAL 9tk (Natanson,
2016; Silva, 2014).
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AE9] oS HFH o A A TG-S Folal
njol] A=H0= pigsitt, 28Rl AF ARSI AHRE
o] §4 B9l AF EE AH|EE ARSSE $of] &H|RL
71 7ot AZES 281 Aol AFE Ag ov]EtH (Lee
& Kwak, 2013), PCS} =0}l 7]uk, 2] 3 )3} Qlojxje] A}
{3715 TEo] dZoZIth 28] AF A= 281
ARS-S7] B EHr(review), 2211 &7} Bl To& XA

= 221 9] F83 FH 5 shbEA AAHI Ut
(Lee & Kwak, 2013; Liu et al., 2011; Park, 2007).

20kl fo] AF ARSIl tig Ao FEAS 9 2
B¢ A E 22l AF ARST] ATFE AR 94, A
F 2 Az g A dHe AFste A wE AR
$71¢] WS Aeletal o 2aHE A5 7S (Chatterjee,
2001; Chevalier & Mayzlin, 2003; Sung et al., 2002)°] 3}
th 2 &3 A vept B4 AR el o
Sk ko] AR|ee)l pujeze o 2 a3t dtkeE AT
ZA3K(Chatterjee, 2001; Chevalier & Mayzlin, 2003)%} 3%
F717F 44 5710l vlsf dskag oz o feolg 24E
Bolths 97 ZA7KSung et al, 20027} FE3T) o g2E
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ol Zhzhe] a5 AT AFEKim, 2013; Lee &
Park, 2006; Pham & Avnet, 2004)°] Slt}. o] Z$-ol= 27
2 $777F F9A |En ¥ 52 FHERE THeve o
T A3HKim, 2013)9} 2 ¥R F32 F7177F ARE $7]
Hu ¢ =22 HHENE dogivke ukEe A 2HE
(Lee & Park, 2006; Pham & Avnet, 2004)°] F|A| =3 gt}

Fas Fopllas AR 784 FH FA AR
< WA AXskE FHE EAATE AR diE AEeE
TFul=E F7MIZIYR F45= (Moon, 2012) 282 A
FAREST0 oM o]2igh A wAIX] Fejrt vEkd
THMoon, 2014). $H4 A58 A7 A=) BUAE= ARES
719 g 2 fPol w2 gl glof Tl wWgrt e
T oke g st (Jeong et al., 2014). 23y &H)#}
2ERRloIM o] ArgSo] lojx Hal A nlde] f7-&
P AEol =& BRE A3 sle 7171 Zdsb7] wiEel
FHA AMEST)9 dgHoe] ©f Atka F43TH(Henning-
Thurau et al, 2004; Lee & Park, 2006; Pham & Avnet,
2004). =3 sPEE 22 AA, ek 22 A Al
A T8 ARSI 9FEe] o Atk A7 AES &
olgt 4= 9 th(eg., Jeon & Park, 2003; Park, 2007). w}2hr]
FH WA 9 1A ARGIE ATEte] L 2HE AT
E Aol U #88 Zlojg o8l 2 oM AF
AREF7] S FH ARSSTI9 T ARSRT19 TR R
TSI

2 A7 AR AR A3l dist 224 Aole ot
74t} oA AME-%7](double-facet review)y= Beehr and Newman
(1978)2] Aol AAIE “facete] 7WE3} Ryu and Lee(2015)2]
Aol AAE “Two-sided e-WOM’2] 7l d3} &4 5& I3}
of 2RAEe] 5 HAlse AF e A2l tigh RS &
ol =7le 8¢ S84, T8 SHo] 3 AXE AF A
43719 2 A= tHEisend, 2006; Lee & Kwak,
2013). ThH ARE-$7]= Baccianella et al.(2009)2} McAuleym
et al.(2012)2] A7l A" ‘multi-facet review’2] 7d3} &
A 55 FaLste] AolEinh. &, AHAES] AA ARARS
o R & AF F Auze) ik X T, AFE AR
=39, "(tip) 59 FHH ARSI ARSTIS A
& =L Fo AF AT FElE o=t
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Harter, 2002; Lee, 2016).
AgATeld B TR, o7, A= AdE N
Folzb ApEs f1g A ofd mlEollA fEveE 5o
= (Beckman et al., 2009; Lee & Choi, 2012; Price et al.,
1995) ©dAple] 7igo] ohde} d¥E o2 JidSo] 29
o] o]Fojz E3tHel sfder HolHEtheg, Alexander,
2009; Beverland, 2006; Eggers et al, 2013; O’Connora et
al., 2008; Salmela, 2005; Tatsuki, 2006; Van Leeuwen,
2001). Alexander(2009Y= Beverland(2006)7} 2|3t 21444
e o9 si9lall F A=, o, TR a4t B
A= 938 Azshet] 8% a%lo] 2 F dvks A
d], ©]= O’Connora et al.(2008)2] Ao =&
112917 UX]gH}. Salmela2005y= A4S
A = dolet Aelsidl=tl ol 548439
AH wkgo= g il
g Ateloll A& F WA
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B Apolxes ol T8l 54 ol o R8s &
a7 flal 7P Bol TEE o] ARE AEA (reliability), X1
A (veracityye 1<) 3h91agleR Meste] XzkE AR
o] A8Ae SAsIAT AF ARSI f&ol wet Az
gre] Alelgdat o] LAt Bimsl FEele FAgdd
o3t JgE vHth= Moon(2014)3 Shin and Park(2014)
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e Fal el vk AR =2HY HE
A oR A&HHQ] NS doTHA
ol gt dddE dde oA¢} YFror AdHErhlutz,
1985; Sun & Ko, 2016). Fishbein and Ajzen(as cited in

Kwak and Lee, 2015 BI=S 574 &4 2 tiidol] thsh &
x4x4 Hz%x%_gi 01;}5]7ﬂ g_% }E:]‘” 7—‘]6]:__& X40] }_,—7—, _‘?f_
ﬂﬁi FH 3g0] JIS ol FAEHE HAs A |
Z shieka skl webd BAs e=s o fole] 5 4
Hol| w&ET 9 §70] JFS wob 3HH T Py
2 AT YA BA=E Wlsie AFeR ol & Aot
(Lee, 2008). 2H|IA= AT el st 7 el 24 Al 5
Ao PSkTA she thdel HAse] ti3t g A

g & g 245 "k
APATES 2 Lee and Kim(2015)2] 2z}l 74
7 FHEE HAE g 9 Fujoixe] tigh Atella AMREE
2 AFE v A AE Y Base g dH9 HE=E 34
S EHA Bl=rF SR YHEASLE AES T BE
ul

TH ZFo] Eg BA= B P JFS vRIv o
tl. Hur et al(2012)2] 3% Bt = 2 PFoxo) thdk
SNS x| FgEe A3e AydMe A, 8488 7t
7 Aro| we} A= A BAE g=rt ARREe
;(]_-_7(4 o] P=o& Z}-:Lé

o]o] ﬁ;a EH}\Loﬂ EHEH —;L A T O BHAA ‘:/Hl-:—% 33/%1—5‘]_1:_],]:

o wlgt AHrIEe] 5ol tEA Yehdths 2S &8 5
Ae] BAE Elee Az o] Fast Zmgr o
2] 2 A7E JE B2okd qie] AFE AT 43 =
Z¥ AHRe] X7k AHrel 7Aool HﬂJE Bl Aol o

weh Y& vRER] AHE Al ST

2.5. Folel=

T P5-e olFsie A2 Anile] #AS sl 71E
o] MRS fA57] 98 @A Aotk (Ko et al, 2008). T

o] PE 2 FAH PYHE olFo] 7] HsiME B4
HAllou Ao g Bt 23 48488 7= 7Y
EE olslsks Aol %ﬁé}E}(Klm et al, 2010). o] o, v
o=t gk 7lijle] B4 AFES TulskHE R, B=e} &)
T AlelollA] Sk HFEA of| didel] tigk FHol =&
H 5 J49 "gEed mE g A7 FEEE sleR 4
o]2 4= 9lth(Jeon, 2008; Lee, 2008; Lee & Kim, 2015).
221 - AFUA NN AF ARSFTI9F o= A
ole] TAIE FHS ATAME AF AMSF717F AHRRY] T
oA ol YIS A= AR VERTHFilieri & Mcleay,
2014; Senecal & Nantel, 2004; Smith et al., 2005). Park
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FoEoR QA8 Serky Stk HAE 227 BE
o} Fujelste] #AIE FET Nam(2006)°] AToINE &

a0 that st SHAASE JEEY A H, el
= 3 7hslEd] 30w JgS Atk sk, 22l
THEDE Bo) 94T HA= e} FojelEe] wA, Al
A A, BEY AEAH 24895 53 Lee and Kim
(2015)% AEZF L4 v IR = Qa}o] FHoZ JAH
59491 HAE wjwsl Folelee] 3449 JeL vHicks
= ek, 019l o] PSR S 4B} ua
BT Fol Uehte A3 WeE 99T o)
EMAE G At PgEes clold £ )
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01 *é HHA F840] ts FzbE 91'3}(Han et al,, 2013;
Ismail, 2015). 22}¢] 4L LIS S v AlEs
71#Eo] o8 F e AF, 719l gk IAA, AR,
old AMle] FAF e FAF oA0F golEth(Hennig-
Thurau et al., 2004). &, 22R1S 53 7+ AFUA AL
JEYE 55 L ofnjsin] e AfuAolde] 71Est
th= E540] AthKim & Chung, 2009). &2}¢l 74 #ARFY
Aoldo] WA EA AHAEE QZellrt) 21l Aol
AFZRY AEE oS dgs wded 4 0y ARy
A3 ralor ke A8 48T WS AAE F A
HATHKIm & Chung, 2009). 2H|AES L2}l
9]_ 7]—0 _T'_quo 1:1]—7{]9 ]HLE o
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[RQ2]
(RO e
' '
i ;
: Types of Perceived Information :
H Product Review Authenticity !
E H H3 Purchase Intention
: H
H Double-facet Review '
H H1 Reliability ' H2
E (Positive + Negative) : Brand Attitude
i '
i '
N 1 H4
E Multi-facet Review Veracity H -WOM Intention
1| |(Positive + Negative + Subjective) H
: H
: :
! ]
' 1

Ao e Su7t 8 5 ook Wb B dTelie 7w
Aue) Ag4e] HAE HE F43 2 A3 wel el
|

31 AFEN A AT

B A FE Zad io] AlE ARSI fEol e
Ao A zhe el X147 e zpolek A|zhE Fre| 34
‘do] BAE B, e, 22l #eme] mxl=
Asshe g o2 o ol mE ATEAE =
o A=A 12 AYATE Sl =EE A FRe] I
’3e] ARRER] Azt AR A=t 3Adel thal Al
AREF719] el wet anAEe] Q4] Zeol7t EAE
LotE Zloltt. ool AF AM-F71] fr&el wiet A7k A
el A zel7t & Ao 7HdS AASSI A=
A 2= Azt gre] o] Hals Biest Fufolw g 2
2Rl el A SIS Dokie Aol Zhzte] 7
< teell Zlesiien =¥ Fig 13 2o

3.2, Hfeo| =X Ho|

B Aol AL HFES ATl ARRE d
Jol5 4, Bsld AMEEen Al gl A
H =S AT Ak Rl A A, 219
e kst Rofe] AyPAFo FEHor AHT
(Beverland, 2006; Choi & Lee, 2013; Tatsuki, 2006) 7}
Hol FHExo] AMg-E A, FAg 2908 X7k Are] F
Adelgt Aeslal AFE YISt 2L 28l Ao
A FrEE Thekel o 9 olgret 1R Aol diF] wE
e A= AoE M (Yun, 2011), LS ARl i3] AR
I QF7F QX AR o2 AR A2 Ho|Etk(Shin &
Park, 2014). ool wg} & Ao e Xzt Fre] AYAS

W

4

Auol tial] AbdZeln ARl gl s F e AR A
o] gtt}, Fishbein and Ajzen(as cited in Kwak & Lee,
2015y Bi=gt 54 @4 2 oidel thell e84, FgHe=
LA wHSsl = Aol Aolslt) ol Edile H
= H=s 54 Halls=o dis 244, 744w Jdus
A wkgetE e aHAEe] Aoz FTTh Jeon(2008)y
TFrjelm=gt gk 7Hle]l 54 AEFS Tisles AT 4o
St webA B dFelxde Feldes B4 AlFel g 4
Bol ke3d 2vAE 2 AFS Flstaat s Add
22 A3} Hwang et al(2014)S 8101 FAALE 4
HZHEo] AlFolu HAles AAe $o =21 2HE 22kl
2 Sol BRleAl ddshs A< Sl £

2 & AFoMe 28<] FHEE Hal
Foll =71 PgE 2ERle B8l Bkl ¥
AR g efgit,

(E X
=

3.3. 7pdMA

33.1. FE 2Rkl 4o AlF ARST] 8 A HE
o] 217844

AF AFS7E durdog wigkel wet 3794 ARES7]
9o} BAA ALE-F 72 (Brister, 1991, as cited in Kim, 2013),
G0 weh ARE AMSFIIeh FuA ASFrR TRE
(Chatterjee, 2001; Holbrook, 1978). XS Agidd o) <]s)
A, A, AR, =78, FH, B, W A8 5
o] T shelatdo] 23 Jd e s A olH =t (Alexander,
2009; Beverland, 2006; Gilmore & Pine, 2007), ¥ -0l
© A Aol AzZtE AR 1Hge] siejacler
FSEATE A2 AF ARESTE Tk FEE dgEe o
E7t A=HT AT Moon, 2014). IAAE I GHEA 7]
A7 BAES] 71AE Eole FF 9107 FEUT 3|
(Beckman et al., 2009; Lee, 2016; Lee & Jeong, 2013).
Moon(2014)y2 A& ARE-F7] el whel 2B|Ap7t A 2hehe
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Aure] A AP Aozt Jvka sk wEg
Purnawirawan et al.(2012)& AJ3Zol thsk AnH|zlE2] %2l
= AES A" AR AEol e AHAESY AlFE A
F71¢] 3ol wEh gk ol f3S X7 FE9
"]ﬂ"ﬂ} F&Aol frolgh S U]’Ié-_ 9 (= U s
webA] LHIREE] FHA AT JFE o A Bt
= AYPATE A2l (eg, Hennlng-Thurau et al.; Pham &
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A =7F He gl Al tigk Blee] S7gAoR 2g3itt
T39Itk 3 Jeong and Kim(2006)2 2l Ate] 712
3l I5HE AR PN oo wet SHH F2 744
Q1 ke 2 slQle] Bimol] S WA & tkal 3I%ivk. Hur
et al(2012)2 SNS AR FFHS AT A7olx A=,
89S 7H R 93] 3HF Bis Hxrt §4ES 7
S v} Qo W 2 Agellas anRbEe] )7k Rl
Al whEl B EEd Xjo|7}t A& Foz ¢St
wgl old] wWE AT/ 28 gL} 7o) A3l
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Table 1. Measurement

Variables Description No. of items References
. Reliabili Consistency of information, credibility, belief 6 .
Perceived R The provided review is accurate. Choi & Lee(%013);
information - - Hall(2009); Price &
authenticity Veracity Accuracy of information, truthfulness, transparency 5 Arnould(1995)
This review reflects consumers impressions.
. Positive attitude, feeling, manner
B ’ ’ Ko(2012); Park(201
rand attitude I have a good feeling towards the brand. > 0(2012); Park(2016)
. . Desire to purchase, aspiration )
Purchase intention [ intend to purchase the brand’s product. > Ko(2012); Park(2016)
I h i h
- WOM intention ntroduce and recommend the brand and its products to others 6 Kwon(2013)

1 will share with others about the information provided.

Q1 Aol AAIEA g Bl &3 o]§-FolA H|Fo]
7Pd =& 20-30tHe] AH]AK(Statista, 2016) F =ulAd Y
3 RE B AFE s Aol e NS R
AES APt AFE ol9do TS v F U= A,
Lio], A& 3 Fo] tst "FES Haslelr] Y9 ¢
o] It 4] AR(FH AT AFEY] AEA 1,
o AR5 AFE] ARA] 17) $EI=E Stk A
FAE 2149%Al F 42857 wiEESIA, 3gE AR F
B $HS AL F 3007-(FH A7 1505, T
AREE7] 1505 AEAE A ARSIt

AEAE AYAT-E EdE FEAE AR-S7] AS5E8 F

o

Ao, AFEASH BG4S Ak FAoE AU

7] A= HE 2ok ie] A =
vl 3 ol S o]3dle] AFE AME-F79] -2 A3
TH AYE e FAEIA
H ARE-F719] AyE] 2E(Moon,
= T ARS71E FKRE O
AREF719] AU 95 A THKim, 2013). A 23
ANTFEAT A E4S AE RE Edo) tis] 74 Likert 3
T2 AUEe HE gkE Z2AEglon, M wat 2 A
Tol Agstes 4 2 BT A7k HRre] 1A A
3 B A3A(Choi & Lee, 2013; Hall, 2009; Kim,

Table 2. Pre-test results

2009; Price et al., 1995)E a3}
°of Z&o] AHEHEUY. HA=
Park(2016)3 Ko(2012)2]

5 9% & 42 e & ,
gk 32 Kwon(2013)9] A& farsle] 748 & &
& AR-SFITH(Table 1).

HEFEA S SPSS 21.0S o]gake] HIERA QolRA Al
A4S AAsle] S 299 e

, SHE tests B3l A-2A 19

M

36. =EA

FH AR @HE A9 U AR 3 HE BE 7Y
| Zbzte] Al Qe 200] tist 5089 ARIEARE SRl &
Aol Aetes 2ZEU=A] AAEAK Table 2). A&
A2l A9, AT 8o <Fgd, A FUE BF Al
AlBEaL ek, T A 71RF AAslaL Ao,
AABIAL Jdrbeke VA F5S BT 78 AE ARE
B3l BABIEE stk AFE B A$, ARSI WS
o] FAA, FAA, T4 V& BF AL Up, T4
2 Z71RE AAISRAL ok, K9 7Rk AL ok, <

4, B4H 71 AL glebEke A 3RS B 7

Stimuli A Stimuli B
Items
M(SD) t-value M(SD) t-value
Both positive and negative reviews are presented. 5.940(1.038) 70.104"" 2.420(1.307) 22677
Only positive reviews are presented. 1.880(0.934) 24.666"" 2.080(1.078) 23.639""
Only negative reviews are presented. 1.833(0.951) 23.604" 1.953(1.051) 22756
All positive, negative and subjective evaluation are presented. - - 5.953(1.012) 72,0317

*

"p<.001
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Table 3. Results of confirmatory factor analysis

Variables Questionnaires Standardlze.d Cronbach’s & AVE CR
Factor Loading
The review is trustable. 0.667
The review provides a true content. 0.608
Reliability 0.866 0.589 0.767
The review is accurate. 0.529
.Percelv:cd The review is reliable. 0.554
information -
authenticity The review does not lie. 0.586
The review is verity. 0.656
Veracity . . 0.863 0.614 0.790
The review does not deceive. 0.629
The review tells the truth itself. 0.584
I like the brand. 0.707
1 have a good feeling towards the brand. 0.647
Brand attitude I am interested in the brand. 0.616 0.899 0.644 0.867
I think the brand is reliable. 0.627
I trust the brand. 0.620
I have an intention to purchase the brand’s product. 0.699
I have an intention to recommend the brand’s product to others. 0.668
Purchase intention I will use the brand’s product. 0.753 0913 0.678 0.868
1 will take the brand’s product into consideration. 0.584
I will talk positively about the brand’s product to others. 0.688
I will recommend the brand's product to other people through an 0771
) ) online posting '
e-WOM intention 0.884 0.748 0.788
I would like to introduce this brand's product to other people 0724

through an online posting

Model fit: %°=289.876, df=160(x*/df=1.812), p=.000, IFI=0.969, TLI=0.963, CFI=0.969, RMSEA=0.052

A YAE A E olgdtd BABIES STk SRR AR
< E|E SPSS 21.02 ©]&3l Hst zo|fdFS ¢ A, A
FE A= T4, 84 3718 BF AABRAL ATk (M=5.940,
SD=1.038), 5784 7|9t AL ATk (M=1.880, SD=0.934),
B Srak AL AT (M=1.833, SD=0.951)F SAH o
2 95 vehgth A58 Be IR, BA4E, FE9 &
718 25 AN Jek(M=5.953, SD=1.012), ‘&
ok AAEAL YTk (M=2.080, SD=1.078), ‘F-AZ F7
Sla AT (M=1.953, SD=1.051), “FAA, ¥37 37
Bl ATP(M=2.420, SD=1307)& BAHLE oA ve
Wk, wEb AFE AN fEo wE AEEY] 22 &
o] F -}

o

4. 43t 81 =2
4.1, AT EAEH 5L
B Ao AFEAMd ALgH qEo 7EASH EAS
A B ZAF g2 1504 F 2o 589 (38.7%), 1730l
921 (61.3%)= UERSTE A== 200071 133%(88.7%), 30t

7178 (11.3%)2 Ween, AL shdo] 119%(79.3%),
T 2 FARIo] 159 (10.0%), 71EF 127(8.0%), AH]2 &
2] 39 (2.0%), FEZo] 1%(0.7%) o2 UeRth 49
FERAIE AEFHL 10-209H0] 667 (44.0%)= 7P =A vt
B, 109+ ©]db 5478 (36.0%), 20-40%HY o3} 227
(14.7%), 80RFY oAt 59 (3.3%), 40-809+ ©)&} 3%(2.0%)
TOF e

42 BT MEE
¥ oA7e] A8 E WEES) NHEs HREE A5 9
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Table 332} o] 8 ¥
p=.000, RMSEA=0.052, IFI=0.969, TLI=0.963, CFI=0.969
2 eyttt Bdg AgsE] Qg AdE AFEY] o)A
o1 712x]& IFI, TLI, CFI= 0.9 °]4, RMSEAE 0.1 ©]
slo] 22 (Song, 2011) & A+ B Agrs 58 7t
Froz g 4 ot i 1 ElREE el 5%
212 %= (Cronbach’s alpha)y= 0.7 ©|%, EAFEX|4~(AVE)7}
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Table 4. Results of discriminant validity

Variables 1 2 3 4 5
. Reliability 0.589" - - - -
. Veracity 0.582°  0.614 - - -

. Brand attitude 0348  0.241 0.644 - -
. Purchase intention 0324 0205 0.592 0.678 -
e-WOM intention 0208 0.182 0.168 0.646  0.748

: AVE(Average Variance Extracted)
: Correlation coefficient squared value of the constructs(d52)

TR[N A W N =

Folrk i Bewe] 435S SEiA duaAE skt
AVE o] AA1SRe] Al ﬂ(q)z)_ua:} W T geo
o B A, 2 < %)
ol AE o) AVE @2 2 2ol ﬁi‘ﬂé Bges s

31 tH(Table 4).

[e5
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A

)
-
—p
L g
)
:i
?
il
o)
B 3
>

43, 70 75 #@t
B AP 1S AZE) A5 resh TR Y
$Aj0] AN, ATEA 10 HE| wHe o] AF A}
£5719) %3] Wt Azie Anel WYl Jolrt g A
oltt ek 7S AF] fl8l 8HE et/ AAHAUTH
(Table 5). L A3}, AE A]»ﬁL_t,U]_,] 2 WA 3ol ok A}
S A =E A F WA {80 O A7 (*=SE B)

o Ol A7 A0 el Az T el 7
How AFE A% AFE Be| Aztel Anel Ao g

g A7 413, 4852 T ARSI A2t H R
AlEgol B Al veksdet. 9k A7k Agre] agelA of
o ke 77} 437, 4.830 T AREST)AA A|7kE 4
Hel J4gel B w7 vERT olell HI A=A o
AREFTIOl A SEAREC] =E2ENE o, SAIA Rl 8t

Table 5. Paired-sample #-test results for types of product review on
perceived information authenticity

Stimuli A Stimuli B
Variables t-value p
M SD M SD

Perceived  Reliability 4.13 1.08 4.85 093 -5.946 .000
information .
authenticity Veracity  4.37 1.15 483 099 -3.450 .001

oM Fre] 184S o A Adshs Ao=® Yehdt) F,
ZHAEE AlFE AR & 271 JIQIAR] A7 | o] A
AREF7I7Y 23R AIFE ARSIl tis] O = A8 E =
713 AR} ol#fet A= HERFR 22 Al disl 2
FHR AT T 84 AR B oS Jeon
and Park(2003)2] A1A3E S 4= S Flolt}
ATEA 204 = Anizke] X7k AR 21 HlErS.

A4
2 HAE gxot Fujde, 2219l FHY T v
EH?‘fﬂ ‘%’J*S} b A DP—‘HE 7re] P29 @

ol %El"iﬁ} X*?F Xh*’:—% 36301 @t&*é% =
7NEE FEANAFTI Jom FRUAe] HEE
o] AlAI ST
TFAHORE HAE o] thgk AztE AFre] A=) A

ZAR FEIAFHAE 0.514, =4.861(p= .000) 2= %WEJ
ARl 2lglde BAE He o HHAoRE folst 9F
< "AE ZoE vepgth wEA] H2-12 A=At 2y
v BAE eixe] sk 2|zl gRe] 1A FRAF 1
F3)AFAAE 0.100, =1.002(p=316)22 AZH K| 7
Ao BAT g Ao 893t IS nxR] G Ao
ERTh weEbd H2-2= 712 oledt Aake A7k A

Purchase Intention

Brand Attitude

Perceived Information
Authenticity
Reliability 0.514"""
Veracity 0.100

e-WOM Intention

x3=313.117, df=162(x2/df=1.933), p=".000, IF1=0.964, TLI=0.957, CF1=0.963, RMSEA=0.056

Note: The path coefficients are standardized coefficients,

Fig. 2. Results of structural model test.

"p < .001
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Table 6. Summary of the results
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RQ/ Hypotheses Results
RQI H1: Types of product review — Perceived information authenticity() Supported
H2: Perceived information authenticity — Brand H2-1: Reliability = Brand attitude(+) Supported

attitude(+)
RQ2 . N
H3: Brand attitude — Purchase intention(+)

H4: Brand attitude = e-WOM intention(+)

H2-2: Veracity — Brand attitude(+)

Not supported
Supported
Supported
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< ASole AR Ade] o, FHe] AEAEE F
A TR= Yoo and Song(2013)2]
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