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Abstract

This study aims to analyze the impact of negative review type, brand reputation and
opportunity scarcity perception, on preferences of fashion products in social commerce.
For the above evaluation, we used the 2 (negative review type: objective/subjective) X 2
(brand reputation: high/low) X 2 (opportunity scarcity perception: high/low) model, designed
with three mixed elements. We enrolled 260 women in their 20s and 30s, who live in Seoul
and have used social commerce; a final total of 207 subjects were considered for analysis.
The data were analyzed using the SPSS 18 program and reliability test, #test and
three-way ANOVA were performed. Following observations were made: First, preferences
were higher when the subjects read objective negative reviews than subjective negative
reviews, and when a fashion product was from a brand of high reputation than a brand of
low reputation. Second, the interaction effect between negative review type and brand
reputation was greater among the subjects whose opportunity scarcity perception is high,
than those having low opportunity scarcity perception. Thus, we conclude that the social
commerce should encourage consumers to write more objective reviews, and fashion
brands should manage their reputations well. Also, social commerce can use scarcity
messages aggressively to increase preferences of global fashion luxury goods, which is
actively marketed in social commerce since 2015.

Keywords : negative review type(R&8% 2|8 £8), brand reputation(EHE Z4A), opportunity scarcity
perception(J1318| A M X2, social commerce(AEHHA), preferences(HSE)
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Table 3. Characteristic of the Subjects

o=
-,—r%,

2 FY, JI2EAEX20l HEMHE 8S<0 0IXls &

Section N % Section N %

20s 152 | 64.4 None 10 4.3

Age 30s 84 | 35.6 | The number | Under 5 reviews 43 | 18.2

of reviews  ["Under 10 reviews 51| 216

fotd 286 | 100.0 referred 10 ["ynder 15 reviews 59 | 25.0

0~1 time 75| a1g| [nsocial Ty 73| 30.9

) commerce

Purchasing | 23 times 107 | 45.3 Total 236 | 100.0
frequency

in social 4~5 times 37 | 157 Strongly disagree 0 0.0

commerce | Over 6 times 17| 72 Sﬁbé?li“vef Disagree 16| 6.8

per month reliability o

Total 236 | 100.0 |  reviews /':'e“”a' 182 ii'g

- in social gree -

Fashion/beauty 175 74.2 commerce Strongly agree 6 2.5

Restaurant/food 117 49.6 Total 236 | 100.0

Type of Performance University student

products /exhibition 65 275 /graduate student R

usually bought | Living/kitchen 83 | 35.2 Office job 94 | 39.8

in social Travel 45 | 1941 Occupation Professions 12 5.1

commerce Miscellaneous 55 23.4 Self-employed 2 0.8

Miscellaneous 14 5.9

Total 540 | 2288 Total 236 | 100.0

Clothes 161 68.2 Under 2 millions 30 12.7

Fashion Shoes 89 37.7 2 millions < 3 millions 49 20.8

products Bags 68 28.8 | Household’s | 3 millions < 4 millions 33 14.0

usually bought | Accessories 72 | 305 | average income | 4 milions < 5 milions | 35 | 14.8

insocial M celianeous 26 | 11.0 (won) Over 5 millions 87 | 36.9
commerce

Non-response 2 0.8

Total 416 1 176.3 Total 236 | 100.0

Table 4. Preferences Mean(Standard Deviation) by Negative Review Type, Brand Reputation, and
Opportunity Scarcity Perception

Brand reputation

: High | Low Total
Variance sources - - :
Opportunity scarcity perception
High Low High Low High Low
Negative | Objective |-220(0-79) | 1.83(0.62) | 2.08(0.66) | 1.71(0.58) | 2.24(0.74) | 1.77(0.58)
iow 2.11(0.76) 1.89(0.62) 2.00(0.70)
oo | Subjective 212071 [ 1.69(0.57) | 2.00(0.65) | 1.59(0.53) | 2.06(0.68) | 1.64(0.55)
1.90(0.68) 1.79(0.63) 1.85(0.65)
Total 2.26(0.76) | 1.76(0.60) | 2.04(0.65) [ 1.65(0.58) | 2.15(0.72) [ 1.71(0.57)
2.01(0.73) 1.84(0.63) 1.92(0.68)
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Table 5. Three-way ANOVA Test Results for Preferences by Negative Review Type, Brand Reputation,

and Opportunity Scarcity Perception

Variance sources £
Negative review type(A) 41 .47
Brand reputation(B) 37.09”
Opportunity scarcity perception(C) 31.93”
A*B 6.83"

AxC 0.62

B+xC 2.94

A*xB*C 4.93"

"p<.05, "p<.001

Table 6. Simple Main Effect Results for Two—way Interaction of Negative Review Type x Brand Reputation

Variance sources IF
Negative review type at brand reputation(high) 40.85"
Negative review type at brand reputation(low) 12.77

"p<.001
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Table 7. Simple Interaction Effect Results for Three—way Interaction of Negative Review Type X

Brand Reputation x Opportunity Scarcity Perception

Variance sources F
Opportunity scarcity perception * brand reputation .
. ) L 6.33
at negative review type(objective)
Opportunity scarcity perception * brand reputation 0.05
at negative review type(subjective) '

"p<.05

Table 8. Simple Main Effect Results for Three—way Interaction of Negative Review Type x
Brand Reputation X Opportunity Scarcity Perception

Variance sources F
Opportunity scarcity perception(high) * brand reputation "
. . L 33.96
at negative review type(objective)
Opportunity scarcity perception(low) * brand reputation 8.47"
at negative review type(objective) )

"p<.01, "p<.001
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