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ABSTRACT

The purpose of this study is to investigate the characteristics of members and communities that
have significant influence in the online fashion community through their word-of-mouth activities.
In order to identify the influence and the diffusion of word-of-mouth in fashion community, the
study selected one online fashion community. Then, the study sorted the online posts and com-
ments made on fashion information and put them into the matrix form to perform social net-
work analysis. The result of the analysis is as follows: First, the fashion community network used
in the study has many active members that relay information very quickly. Average time for in-
formation diffusion is very short, taking only one or two days in most cases. Second, the influ-
ence of word-of-mouth is led by key information produced from only a few members. The num-
ber of influential members account for less than 20% of the total number of community mem-
bers, which indicate high level of degree centrality. The diffusion of word-of-mouth is led by
even fewer members, which represent high level of betweenness centrality, compared to the case
of degree centrality. Third, component characteristic shares similar information with about 70% of
all members being linked to maximize information influence and diffusion. Fourth, a node with
high degree centrality and betweenness centrality shares similar interests, presenting strain effect
to particular information. Specially, members with high betweenness centrality show similar inter-
ests with members of high degree centrality. The members with high betweenness centrality also
help expansion of related information by actively commenting on posts. The result of this re-
search emphasizes the necessity of creation and management of network to efficiently convey fash-
ion information by identifying key members with high level of information influence and diffusion
to enhance the outcome of online word-of-mouth.
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(Table 1> Word of mouth Communication Components

Category Variables

Researchers

Word of mouth
information

information usefulness, direction, consensus,
vividness, the type of information, the amount [(2013): Lee & Park(2006): Racherla &

Lee, Lee, Lee, & Kim(2013): Lee & Lee

of information, etc. Friske(2012)
roduct knowledee. involvement. opinion Jamil & Hasnu(2013): Jeon & Park(2012):
Receiver/Sender | s » P Kim & Song(2008): Lee(2012): Yun & Bae
leaders, etc.
(2011)
H Lee(2014): L (2011): Y
Interaction interactivity, social relations, tie strength, etc. ng( 28511)66( ) ee efc.( ) un &

Hwang, 2013).
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(Table 2> General Fashion Information Characteristics

Category Types

Fashion information

- Preferred Brands + Products

- T. I For Men Knit, Conceptone Raccoon padding, New
Balance shoes, Samsonite Backpacks, etc.

(Generic brand or type of product| Club Monaco diagonal Single/dot, Givenchy star tartan

P t
in forromdz;on groups or specific preference check, SYSTEM Homme Golen Zipper, etc.
items presented) - Nepe Skinny Guy, Reebok Ryoko Fury, N3B, MARGIELA,
- Celebrity items etc.
- Park hae-jin-shirts, Park yoo-chun-coats, etc.
- Season-off information - SYSTEM Homme Season-off, Uniqlo cardigan size, daegu
Market . . .
. . - Market information to sell a shoppingshop
information

particular item

- Dongdaemun Duta / APM, Woolrich overseas purchases

- Coordination method,
Style tip |- The right choice according to
body shape and design

- Navy suit + tie Cody, Cody + inner knit, leather goods
color selection, sports brand for anchovy men, coat size
(fits), etc.

2. TH g _TIF M A2 JeE s 74 el Bre AL wET wA 2EH

JHRIAL SkETk L FAARUANNE B2 /1943 FuistE A3
AE dAdEA 48 e 4349 Jugas

T GYE AT 98 TR FEds TAME B 249 &Y sl AN FJdd JF

L364(H % 0~A 62 B 14 A TE ey g welsh A9 ok @ Roltt

AA 197%2 AASYTKFig. 4. ol& 25 9%
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on 14¢ 71EeE 2357t 919837 7MY B 24 B4 Wt 5T s 20 PFge

x3Fe 7155k o 4TS L e 2008(H2 0~ 3711)= A olakel A9 1
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{Fig. 4> Fashion Information Influence Indicator through the Degree Centrality Analysis
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%, olzd g@ AAFY A7 TAvY 28 HIEHI Al
Bkl AR =7k eIF A T Aol AAARUY AR B HEAIE (Fg 63
7ol AzstEn AAARUE WEHIE Ay
AAL 2+ V) Ad AEUE(FHS ade 3
Au AZAY AZVE($) 50| & 2o I 84
{Table 3> Membership Composition according to Component Size
Component groups by size
1 2 3 4 5) 6 7 8 9 10 Al
Participation component 1 9 3 A 6 7 8 9 u 269 287
members(N)
Rate(%) (30.4%) (69.6%) | (100% )
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{Fig. 6> Network Visualization of the Degree Centrality and Component Size
{Table 4> Fashion Information associated with Degree Centrality Scores
5-upper degrees 5-under degrees
tandardized tandardized
members |degree standaraize information members |degree standardize information
degree degree
YSTEM H
eluade 63 4.08 SYS O Hururuk |1 0.065 kelburn knit
season-off
Fruits 24 1554 Shawl collar vs. basic: Sokogi 1 0.065 DAKS nayy suit
Beanpole Sweater + tie
GIVENCHY style knit, .
Vogue 19 1231 SV KL Ogurihu |1 0065 | SYSTEM season off
coat size
Saessak | g 1036 |Uniclo Cardigan & sale|Mart CEO| 1 0.065 Korean Pole Size
ganjinam
Lynewing 15 0.972 TI vs. ZIOZIA knit Student 1 0.065 how about it
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information
Hood with a zip
System Homme
zipper 1st
edition
Personal Pack
Single coat
T.ILforman knit
Club Monaco
dot size
Comments

betweenness
0.001
0.001
0.001
0.001
0.001

A

}

O
b

5-under degrees

1
1
1
1

betwee- [standardized
nness

members
Jae
Jimanna
Kuseu
Kyulieom
Han-
yeseul

YE MEAolA ] 774 g3t gt &
information
SYSTEM Homme
season-off
SYSTEM Homme
season-off, Embroidered
straps comments
slacks and knit
SYSTEM Homme
Embroidered straps
SYSTEM Homme season-
off, Embroidered straps
comments, slacks comments

T

=]

gkl A

2.497
0.525
0.51
0.503

5-upper degrees
0.464

°

i
betweenness

3,711
780
758
748
690

between- | standardized
ness

members
eluade
Nene
padac
Machu
Picchu
Kangmino
Pizza

(Table 5> Fashion Information associated with Betweenness Centrality Scores
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