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Impact of Online Communities' Characteristic on Community Trust and
Information Acceptance
-Focus on Online Wedding Communities for Unmarried Females in their 20s and 30s-

Eun Jin Lee, Ho Jung Choo’ and Mi Ah Lee
Dept. of Textiles & Clothing, Seoul National University;, Seoul, Korea

Abstract : This study focuses on analyzing a subset of consumer activities (especially social medium) in their wedding
preparation. The focus of this study is on wedding online communities and understanding the impact of communities on
selective behavior for information-acceptance. Data was compiled based on female consumers in their 20s and 30s who
actively partlclpate in online community forums. It included female consumers preparing for their weddings and indi-
viduals interested in weddings. A total of 211 questionnaires were collected from January 10" ' t0 23 in 2012. The online
communities were identified from Naver, Yahoo, and online search portals; subsequently, they were rank-sorted based on
number of members, visitors, and forum posts. We identified four different characteristic based on the findings from the
analysis of on-line wedding communities. The characteristic of these communities were divided into sharing experience,
functionality of the webpage, informativeness, and interactivity; consequently, use of these online communities is based
on trust and significant personal relationships between the members online. Out of the four different community char-
acteristics, sharing experience was found to have a greater impact for the selective behavior of wedding dresses and infor-
mation-acceptance than the functionality of the webpage, interactivity, and informativeness. We conclude that trust in
information provided by members with marriage process experience is the foremost important factor in the behavior of
individual consumers wit iexplore.exe -extoff hout marriage process experience. Therefore, the impact of these online
communities catering to would-be brides is based on the trust of posters and how well it is articulated.
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Table 1. Factor analysis of wedding online communities

Factor Eigenvalues/Cumulative

Factor Loading Variance Reliability

Factor 1: Experience Sharing
I personally meet members of online community offline. 0.840 4497
It is fun to have offline gatherings with people I met in online communities. 0.828 ’ 0.674

. . . . 37.476%
Online community members have regular offline gatherings. 0.762
I find it enjoyable to have online chat with online community members. 0.742
Factor 2: Web functionality
The structure of online community site is simple and easy to understand. 0.877 2.148 0.621
I can conveniently and quickly search for information through online community sites. 0.789 17.901% '
The online community site is very well-designed. 0.744
Factor 3: Informativeness
There is up-to-date information in online communities. 0.898 1.269 0638
Online community provides wedding product information that I never knew. 0.709 10.575% '
Information from online community is very vivid. 0.703
Factor 4: Interactivity 1023
There are very active exchanges of information among members in online community. 0.840 g 5'2 5% 0.541
There is fast flow of questions and answers by members in online community. 0.839 ’
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Table 2. The effect of community characteristic on community trust

YBEFE P& AR GF - 20~300) vRE Y] L) Y AFHEE SHeE - 213

Independent Community characteristic
. 2
variable ] ] L ] L R F
Dependent variable Experience Sharing Web Functionality =~ Informativeness Interactivity
Community Trust 0.241%** 0.160%* 0.186** 0.219%* 0.341 26.601%*
* p<.05, **p<.01, ***p<001
— "AlE Jo® yeith
Experience - =
Sharing 0.241 /“"E—z—j.__i /\ELJ%E.?:‘_, Xéi itIl'g‘ Eg“‘;o‘:' = 7‘]“!;{‘]/]]:4 9’]737&'
— ' o daid= ZAFuEl 54 5 4F A8 9 714, 2
eb function
— o ARIE A2t frelg Welo® vekdet 919 SHls A
credibility sl A9 =Hls el AR 48 P A HE A

Informativeness

Interactivity

Fig. 1. The effect of community characteristic on community trust.
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Referring to opinions
found in online community

Renting wedding dress

Purchasing wedding—
related products and
service

Recommendation from
online community

0.193** N

Fig. 2. The effect of characteristic and trust of on-line wedding
community, selective behavior of wedding dress, and information-
acceptance.

Table 3. The effect of characteristic and trust of on-line wedding community, selective behavior of wedding dress, and information-acceptance

Independent variable

Community characteristic

Community 2 F

Dependent variable

Experience-sharing Web function Information-providing Interactivity

credibility

Referring to opinions found in online

. 0.305%** 0.157* 0.100 0.083 0363**% 0406 48.928**
community
Renting wedding dress 0.420%** 0.037 0.026 0.100 0355%%% (0420 77.542%%*
Purchasing wedding-related productsand ) ) s 0.101 0.045 0.054 0373%%* 0369 62.468%**
service
Recommendation from online 0.355%%* 0.107 0.193%* 0.088 0.302%%% 0407 49.066***

community

¥p<.05, ¥*p<01, ***p<001



214 FPOFIGEIX] A6 H A28, 2014K

Table 4. Path effect of community characteristic and community trust on selective behavior of wedding dress and information-acceptance

Dependent variable Independent variable Direct effect Indirect effect Total effect
Experience sharing 0.305 0.087 0.392
Referring to opinions Community Web functionality 0.157 0.058 0.215
found in online characteristic Informativeness 0.068 0.068
community Interactivity 0.079 0.079
Community trust 0.363 0.363
Experience sharing 0.420 0.086 0.506
Community Web functionality 0.057 0.057
Renting wedding dress characteristic Informativeness 0.066 0.066
Interactivity 0.078 0.078
Community trust 0.355 0.355
Experience sharing 0.354 0.090 0.444
Community Web functionality 0.060 0.060
Purchasing wedding-related characteristic Informativeness 0.069 0.069
products and service
Interactivity 0.069 0.069
Community trust 0.373 0.373
Experience sharing 0.355 0.073 0.428
Recommendation from Commurnlit?/ Web functionality 0.048 0.048
online community characteristic Informativeness 0.193 0.056 0.249
Interactivity 0.066 0.066
Community trust 0.302 0.302
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