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Abstract As generation of Web 2.0 comes in, enormous information of corporation from various platform are
being produced. However, corporations should understand features of each platform and appropriate strategies in
order to attract the public in the midst of such flood of information. Numerous studies have been conducted
regarding SNS which has grown rapidly in recent but a study relating a specific medium is relatively in short.
So this study analyzed how information of Instagram bulletin board is accepted in perspective of consumer in
Korean and America, We examined the relationship between intention of acceptance and Word Of Mouth effect
through meditating effect of information usefulness. To answer the research question, we conducted online
survey with Korean and USA college students. The result showed that usefulness of the information was shown
to the major intermediary variable between the information characteristics of bulletin board and the intention of
acceptance intention and Word Of Mouth(WOM).
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(Table 1) Samples

. Distributed The analysis
Samples . R . .
questionnaires questionnaires
Korean students 135 100
USA students 229 193
3.3 #ao| ZHH Ho|
3.3.1 CIAEITOEH HAIZ HEEMO| &H
A=t AXE RS SA42 W] gt
A AL, AEol oigh AAA eldd, Ak A4
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AR vt WA Sl AjtetA A8t F 3
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°] % 137} &5 0= Likert 558 H%=E ARE3ste] SA5t
At

(Table 2) Measuring Instagram’ s posts information
attributes

Questions
‘When I read a Writing about product on Instagram, the
writer is trustable.
‘When I read a Writing about product on Instagram, the
writer is honest person.
‘When I read a Writing about product on Instagram, the
writer is credible.
When I read a Writing about product on Instagram, I
think the writer is real consumer of products.
When I read a writing about products on Instagram,
the writing gives me precise information.
‘When I read a writing about products on Instagram, I
feel the information is famillar.

Sender’s |When I read a writing about products on Instagram, I
Experience |feel that the writer knows about products well.
When I read a writing about products on Instagram,
the information in the writing helps me.

When I read a writing about products on Instagram,
the writer might be an user of products.

When I read a writing about products on Instagram,
the imformation is the writing is frank.

‘When I read a writing about products on Instagram,
the information of writing is trustable.

‘When I read a writing about products on Instagram,
the writing is trustable.

Concepts

Sender’s
honesty

Reliability

118 1 Journal of Digital Convergence 2015 Sep; 13(9): 115-128



The influence of Instagram’ s posts information attributes on acceptable intentions and word of mouth effect: focusing on college student in South Korea and the United states

T3,15,34,35,36,38] 5 vl o=

i'ﬂ?l ?liﬂ‘:l% E-A/Kgoﬂ ;5112;1,_5_]_7“

RECE

Likert 53 A==

(Table 3) Measuring Information Use

Concept

Items

Usefulness of the
information

A Writing about products on Instagram is useful.

valuable.

A writing about product on Instagram is

A writing about products on Instagram helps me
to make a ddecision.

(Table 4) Measuring intention of acceptance

Concepts Item
I intend to accept an writing about products on
Intend of Instagram.
acceptance I understand contents about products on Instagram
I intend to follow an opinion in the writing about
products on Instagram.
3.3.3 7x= £F

(Table 5) Measuring the effect of WOM Mouth

Mouth effect | Instagram.

effect

Concept Items
I intend to tag the writing about products on
Instagram.

Word Of |I intend to hashtag the writing about products on

Instagram.

I intend to re-twwit the writing about products on
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(Table 6) Factor and reliability analysis
(Korea user)

Iiocr;i 1 Coml;oﬂent s Cronbach's @
Honesty1 332 258

Honesty?2 046 442 872
Honesty3 34 220 ’
Honesty4 686 -.020

Experiencel 139

Experience3 246

Experienceb 206

Reliabilityl 318

Reliahility2 .339

Reliahility3 221

Eigenvalue 2.718 2.756 2.357

Dispersion 2718 27155 2357

W5 87k 49 A7} 050182 Lhe 35
S ALCEAA} WA, EAR; AEA2, AR A=A
D3t 3R ASlE TS 2R A A 37h
A gRoz Fglor, 8AAAAL 050499 F17}
e o

73
?21—0]‘}]?_7] -CHZ-)‘H S =
AAA, A AR, A A
o] 8 ooz A oR EAUS YAATHE 2

Lo @ 4 gk

Journal of Digital Convergence | 119



QIAEITHO| AAIZ HEENT £80lT %

1
2
ol
=
1°
08
0ok
e
-
re
1

e, 013 oishde saezt

(Table 7) Factor analysis and reliability analysis

(US user)
F:ljc?or 1 Compzo nent 3 Cronbach’s @
Honestyl 384 180
Honesty?2 356 250 937
Honesty3 404 317
Experiencel 199
Experience3 .389
Experience4 .243
Experienced 379
Reliability2 714
Reliability3 367 .
Eigenvalue 3.03 152 2.96
Dispersion 66.76 6.19 10.47
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(Table 8) Factor and reliability analysis of
usefulness of information, intend of
acceptance and Word of Mouth effect
(Korea user)

;(;rte; 1 Comé)onent 3 Cronbach’s d
Usefulnessl 925
Usefulness2 387 334
Usefulness3 909
acceptancel 887
acceptance? 897 871
acceptance3 894
WOMI1 918
WOM2 923 894
WOM3 888
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(Table 9) Factor and reliability analysis of
usefulness of information, intend of
acceptance and Word of Mouth effect

(US user)
US Component Cronbach’s
Factor 1 2 3 J
Usefulnessl 914
Usefulness? 932 .861
Usefulness3 814
acceptancel 873
acceptance2 361 343
acceptance3 883
WOMI1 332
WOM2 924 877
WOM3 381
4, ATAT Y BN
4.1 QUAEITH HAZ HEEY HHO|
24 4
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ChERE 7R 1 A Fgih £e g 2243
(650420, p=.000), E212} H A (5-0.397, p=000)= 2.2
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HEAN AR {F&A4Y tedARE Fite
45.142(p=.000) &7 VFERSITE g 42 9l VIFgE
2 2127726695 gh= JERhH A9 37 2o A W
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(Table 10) Multiple regression analysis of Instagram’ s
posts information attributes and
usefulness of information(Korea user)

DV LV B |StdError| Beta| t | Sig. | VIF
Constant | .735 254 2897 .005
Usefulness | DP9 | g | 106 | 420 |4.049| 000%+ |2.494
i Honesty
% Reliability | 027 | 126 | 023 | 218 | 828 2669
information Sender’
COOCrS | g5 | 107 | 397 |4.146| 000 [2.127
experience

R'=585, adjusted R'=572, F=45.142, Durbin-Wastson:1.773

*p<0.05, **#p<0.01

120 1 Journal of Digital Convergence 2015 Sep; 13(9): 115-128



The influence of Instagram’ s posts information attributes on acceptable intentions and word of mouth effect: focusing on college student in South Korea and the United states

H5 Azl dsEld A Arel 545 A
o §840l U thEETRAL AT A 2

A3} W% AP o] el f-8400 freld 9
& vAE Aom Yent H 18 PRAE AT E
3 AR B IHB0501, p=000),

il

&
o
R
ko]
I
=
(o
at
ofy
ko
ol
X
ro,
1>
s
ox ¥Q
£

ok mgk BAIE S QIVIFEES 2194733132 #hs 1
Ehfin] Ao 3)7] Aol M WS Alelo tgeilg el

(Table 11) Multiple regression analysis of Instagram’ s

posts information attributes and
usefulness of information(US user)
DV w | B St‘i’f‘” Beta | t | Sig. | VIF
Constant | 951 | 205 4645|000
Usefulness | 79S| g3 | 100 | 256 |2632| 009%+| 3313
: Honesty
% [Reliability | -043] 086 | —.043 |-507] 613 | 2536
information Sender’
CICErS 1 554 | 088 | 501 |6.331].000% | 2194
experience

R'=461, adjusted R'=.453, F=53.935, Durbin-Wastson:2.233
#p<0.05, **p<0.01
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(Table 12) Multiple regression analysis of
Instagram’ s posts information
attributes  and intention  of
acceptance(Korea user)

DV IAY B | S | pea | Sig. | VIF
Error
Constant |1.143| 247 4622|000
A Sender's | aoo | 105 | 410 |3814| 000% | 2127
Intention of| Honesty

acceptance | Reliability |-.111| .122 | -.109 [-.907| .367 |2.669
Sender’s
experience
R'=.497, adjusted R'=.462, F=29.368, Durbin-Wastson:1.787
#p<0.05, **p<0.01

388 | 103 | 439 |3.770.000% | 2.494
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(Table 13) Multiple regression analysis of
Instagram’ s posts information
attributes  and intention  of
acceptance(US user)

DV LV B St Beta | t | Sig. | VIF

Error
Constant | .732 | .184 3.973 | .000

Intentio| - Sender's | oo | o0 | o0 | 9475 | 014+ | 3313

n of Honesty

accepta| Reliability |.059 | .077 0622 | 767 | 444 | 2536

nce Sender’s

S05 | 079 | 483 |6.414|.000%x| 2.194

experience
R*=511, adjusted R*=.504, F=69.905, Durbin-Wastson:1.980
# p<0.05, =+ p<0.01
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(Table

14) Multiple

regression analysis of
information

Instagram’ s
attributes and Word Of Mouth
effect(Korea user)

posts

DV

LV

B

Std.
Error

Beta

t

Sig.

VIF

WOM

Constant

802

.39

2.368

020

Sender’s
Honesty

385
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Reliability
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297

141

278
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038
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R*=.327, adjusted R*=.306, F=15.538, Durbin-Wastson:1.516

* p<0.05, #x p<0.01
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(Table 15) Multiple regression analysis of
Instagram’ s posts information
attributes and Word Of Mouth
effect(US user)

DV LV B | O | Bea | t Sig. | VIF
Error
Constant | 1.191| .260 4579 | .000
senders | oy | 197 | 219 | 18%2 | 061 | 3313
WOM Honesty
Reliahility | .212 | .109 198 | 1.947 | .053 | 2.536
senders 1 jog | 11 | 109 | 1147 | 253 | 2194
experience

R'=.228, adjusted R'=.216, F=18.591, Durhin-Wastson:1.741

# p<0.05, *x p<0.01
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(Table 16) Simple regression analysis of
usefulness of information, intention
of acceptance and Word Of
Mouth effect (Korea user)

, , S [ oo -
D.V LV B Error Beta t Sig.
. Constant 907 | 203 4471 | .000
Intention of Usefulnoss of 1169
acceptance | o PSS O\ ge3 | 057 | 763 | | 000wk
information 9
R'=583, adjusted R'=578, F=136.855 p=.000
Constant 660 | 293 2249 | 027
WOM | Usefulness of | o3 | 400 | 633 | 8090 | 000%
information

R=.400, adjusted R'=.394, F=65.451, p=.000
Durbin-Wastson: 1.686
* p<0.05, ** p<0.01

(Table 17) Simple regression analysis of usefulness
of information, intention of acceptance
and Word Of Mouth effect (US user)

DV LV B Std Beta| t Sig.
Error
. Constant 533 131 4.057 | .000
Intention of Usefulnoss of
acceptance | ~oo LSS 0L\ gg9 | 038 | 835 | 20904 | 000%x
information
R*=698, adjusted R'=.696, F=440.751 p=.000
Constant 982 224 4.374 | .000
WOM | Usefuness of | o5 | o64 | 550 | 9,098 | 000w
information

R*=.302, adjusted R'=.299, F=82.781, p=.000
Durbin-Wastson: 1.773
#p<0.05, *+p<0.01
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(Table 18) Mediating effect of usefulness of
information between post’ s information
attributes and intention of acceptance
(Korea user)

(Table 19) Mediating effect of usefulness of
information between post’ s
information attributes and intention
of acceptance (US user)

LV : D.V: Intention of acceptance
Post’s M.V : Usefulness of information | Mediating
lzféggjgln Step | Beta t R effect
1 605 8544 347
Sender’s 2 611 8.190%x .398 Partial
honesty 3LD 206 45315 77 Effect
3M 671 15.150%* )
1 AT2 7.325% 219
Sender’s 2 516 8911 294 Partial
experience 3LD 184 4,498 77 Effect
3M 703 17.355% )
1 731 12.167+* 437
Information 2 721 13.160:* A76 Partial
reliability 3LD 255 4,878 7l Effect
3M 636 13448+ )

LvV: D.V: Intention of acceptance
Post’s M.V : Usefulness of information Mediating
H;i(ggiizn Step | Beta t R effect
1 693 9.528xx A81
Sender’s 2 626 7.956% 391 Partial
honesty 3LD | .187 2.100* 601 Effect
3M 634 7118 )
1 702 9.7693 493
Sender’s 2 630 8.036%3 397 Partial
experience 3LD 186 2,059 N Effect
3M 633 701753 600
1 612 7.665%x 375
Information 2 502 5.747+% 252 Totally
reliability 3LD 056 671 _ Effect
3M 634 8813 o

#p<0.05, *#p<0.01

Au Algdas &l B F-2 v
A7 Ssol ATH AT wekA 7 62 2= 9]
.

#p<0.05, *#p<0.01

4.6 QIAEITY HAIZ MEEMD RHED
7t 22N WS

Fa Aol Qaeg ANF ARERT AL}

Apelol ] Are] 440 vl EakE g 24

2 AaE A3 Ak A4, WA B agle] T

o] gl 7} 2l A

o vehg

& W7} selslopd o aclolehs A olww)
e gue) MRS PR

PRAATIT Q= Ao e

(Table 20) Mediating effect of usefulness of
information between post’ s
information attributes and Word Of
Mouth effect(Korea user)

v: D.V: Word Of Mouth effect
Post’s M.V : Usefulness of information | Mediating
H;ft;rﬁizn Step | Beta t R effect
1 693 9.528¢x 481
Sender’s 2 529 6.171%x 280 Totally
honesty 3LD 174 1614 116 Effect
3M D12 4757 )
1 702 9.769xx 493
Sender’s 2 Sl4 5.926%x 264 Totally
experience 3LD 136 1.245 410 Effect
3M 537 4,900 )
1 612 7.665%x 375
Information 2 A57 5.093xx 209 Partial
reliability 3LD 112 1.135 108 Effect
3M .64 5,712+ )

*p<0.05, **p<0.01
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