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The importance of eWOM (electronic word-of-mouth) communication through online communities is increasing on a daily 
basis. This study analyzed how the relationship between eWOM (electronic Word-Of-Mouth) factor and eWOM communication 
depends on the cultural orientation of users in the online community. The research model was developed based on four cultural 
orientations of individual affect Social tie and usefulness. The model consists of variables such as social tie and perceived usefulness 
as predecessors of eWOM, four dimensions of cultural orientation (Horizontal Individualism, Horizontal Collectivism, Vertical 
Individualism, Vertical Collectivism), and eWOM. The model was tested empirically using the PLS (partial least squares) structure 
equation model. Survey was conducted for online community users in South Korea. Data was statistically validated whether 
fits on research model. The study results reveal that Social Tie have a positive effect on Perceived Usefulness. Social Tie and 
Perceived Usefulness have a positive effect on eWOM. 3 of cultural orientations (HC, VI, VC) have a positive effect on Social 
Tie. Only one of cultural orientations (HC) have an negative effect on Perceived Usefulness. Especially, horizontal collectivism 
(HC) shows strong correlation with perceived usefulness, whereas vertical collectivism (VC) shows weak correlation with perceived 
usefulness andvertical individualism (VI) shows strongly correlation with social tie, whereas horizontal individualism (HI) shows 
weak correlation with social tie. Based on the study results, customized service strategy could be formulated according to the 
different vertical styles and various eWOM factors.
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1. Introduction1)

The spread of the Internet, which began in the late 1990s, 
has made it easier for consumers to find information about 

Received 3 September 2018; Finally Revised 20 December 2018; 
Accepted 21 December 2018
†Corresponding Author : pskim@knu.ac.kr

the product or service they are interested in, or to inform 
others about their own consumption experience. At the time 
when the Internet was popular, there were many oral activ-
ities such as posting personal bulletin board (Bulletin Board 
System), also called electronic bulletin board [3]. Recently, 
a social live-streaming platform service has appeared, which 
allows the public to indirectly experience how an individual 
uses a product or service in real time [29]. Word of mouth 
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in the online environment has not been long in history. 
However, the speed of propagation is incomparably faster 
than word of mouth and the forms and methods are becoming 
diverse.

The word of mouth is a preview that is known before 
the appearance of a product or service and a review which 
is oral information about the experience of using the product 
or service. The experience of using platform (shopping mall, 
payment system, shipping service, etc) is also shared. In par-
ticular, the characteristics of the word of mouth are evident 
in online shopping, which a product cannot be directly 
viewed or used by customer. It has been proved through pre-
vious studies that these various types of word of mouth in-
formation have a significant influence on consumers’ pur-
chase decisions [10, 15, 26, 28]. 

It is advantageous for a product or a service provider to 
significantly reduce marketing costs by allowing consumers 
to produce and publicize high quality oral information. For 
this reason, strategies for establishing conditions for active 
word-of-mouth activities are very helpful to product or serv-
ice providers [17, 32]. In a rapidly changing online service 
environment in a short time, it is necessary to continually 
verify whether the previous research results can be applied 
equally to the changed service environment.

There are a number of researches that have examined the 
factors affecting oral activity in online environment. Howev-
er, there is not much research on the conditions under which 
these factors act strongly or weakly. This study considers 
the social ties and the perceived usefulness as a major factor 
to promote oral activity in online communities. We would 
like to confirm the relationship between these word of mouth 
factors and activities in the major online communities in 
Korea. As a factor influencing the activation or deactivation 
of these oral factors, we propose an individual’s cultural ori-
entation to be shaped by the environment in which a person 
is born and growing. This will provide a basis for a product or 
service provider to strategically utilize the online community.

Consumers can easily find information on their smart-
phone for products they are interested in. However, obtaining 
‘specific’ and precise information through ‘Googling’ re-
quires a lot of time and effort, and the amount and quality 
of information are also somewhat different. Online commun-
ities created with specific themes like digital cameras, smart-
phone, and musical instrument are helpful to earn informa-
tion. Though the explosive growth of social networks such 
as Facebook and Twitter, online community is still the most 

active spaces that word-of-mouth effect occur.
Members of an online community voluntarily share their 

knowledge or experience of a particular product group or 
topic. The consumer may ask the seller or manufacturer for 
questions about the product, but may also want to get in-
formation through the online community. This is good for 
both business and consumer. On the technical support side 
of the seller or manufacturer, the online community can save 
a lot of people and time.

This study will define the cultural orientation of the indivi-
dual in four stages and study the effects of each individual’s 
cultural orientation on the community ties and perceived use-
fulness which will affect the eWOM. The purpose of this 
study is to investigate the effect of individual cultural ori-
entation on the eWOM activity and its predisposing factors 
in the online community. The research model uses the causal 
relationship model of well-known word-of-mouth. Cultural 
orientations divided into individualism and collectivism, ver-
tical and horizontal characteristics are also used to know rela-
tionships between cultural orientation and eWOM effect. PLS- 
SEM (Structural Equation Model) was used to verity research 
model. The contribution of this study is to suggest the cul-
tural orientation of the individual as a factor affecting activa-
tion of the word of mouth factor so that the service provider 
can utilize the online community strategically.

The order of this paper is as follows. Section 1 is an in-
troduction, briefly summarizing the background, purpose, 
method and composition of the study. Section 2 describes 
the theoretical background of variables and develops hypo-
theses. Section 3 describes the methodology of this study. 
In Section 3, the reliability of the sample collection and mea-
surement data, the fitness of the research model, and the re-
search hypothesis were statistically verified. Finally, based 
on the results of the study in Section 4, the conclusions and 
limitations of this study, the application point, and future 
research directions was described.

2. Literature Review

2.1 Electronic Word-of-Mouth (eWOM) in Online 

Community

Online communities are a purpose-built virtual group 
of individuals who are interested in common subject. In on-
line community, interaction between each individuals are 
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supported by functions like BBS (bulletin board system), per-
sonal message, comments, etc. Although explosive growth 
of social media, online community is one of important virtual 
spaces gives economic and relational value to customers and 
businesses [8]. Members of online communities share their 
consumption experiences in forms of review, preview, rating, 
etc. Studies on knowledge sharing in social media or online 
communities can also be applied to eWOM. Lee et al. [16] 
studied about eWOM factors in automobile online com-
munity. Lee [18] suggested cosmetic brand online commun-
ity as a eWOM environment and Liao et al. [20] studied 
eWOM role in online game online community. Existing stud-
ies related to knowledge sharing are focused on which in-
dividual characteristics which affect member’s voluntary 
knowledge sharing in online community.

Subjective knowledge and innovativeness have a larger 
impact on knowledge sharing than e-service level [34]. Indi-
vidual opinion leadership and trendsetting also considered 
factor of knowledge sharing in online community [11]. eWOM 
(electronic Word-of-mouth) is defined as any positive or nega-
tive statement made by potential, actual, or former customers 
about a particular product or company, which is made avail-
able to a multitude of people and instruments via the internet 
[10]. eWOM consists of Opinion Leadership (OL), Opinion 
Seeking (OS), Pass Along Behavior (PAB) [4, 12, 24]. In 
this study, however, the role of the eWOM is not distin-
guished, but the research will be conducted in a direction 
to measure the comprehensive word-of-mouth intention

2.2 Cultural Orientation

The cultural orientation of the individual is a concept that 
appears in the work of Triandis, Cham, Bhawuk, Iwao, and 
Sinha [31] and Triandis and Gelfand [30]. The concept of 
cultural orientation presented in the study of Triandis and 
Gelfand [30] classifies people as horizontal individualism, 
vertical individualism, horizontal collectivism, and vertical 
collectivism. Individualism and collectivism are divided ac-
cording to whether they see themselves as independent be-
ings or as members of my group. Vertical or horizontal cul-
tural orientations depend on whether they desire achievement 
of power and success. Korean, Chinese, and Japanese tend 
to be collectivism, while Denish, Swedish, French and 
Americans generally tend to be individualism. But as in the 
study of Ma et al. [22], it may be difficult to categorize 
the cultural orientation of an individual into a country, since 

the cultural orientation may be influenced by factors such 
as age, in addition to the country. 

The response to a product or service can be different ac-
cording to the cultural orientation of various individuals. So, 
the study of the consumer's cultural orientation in the eWOM, 
which is this paper’s topic, was also continued [9, 12, 21]. 
In this study, the cultural orientation of consumers is not 
directly effect on eWOM. Instead of that, the cultural ori-
entation of consumers indirectly through social tie and per-
ceived usefulness, which are factors of eWOM, effect on 
eWOM.

The cultural orientation of various individuals can respond 
to the provision of goods or services according to their 
tendency. Therefore, research on analyzing consumer’s cul-
tural orientation in eWOM, which is the subject of this study, 
is going on [9, 12, 21]. In this study, the cultural orientation 
of consumers was indirectly influenced by eWOM through 
social tie and perceived usefulness rather than direct factor 
of eWOM.

2.3 Social Tie and eWOM

Social tie was defined as the amount of time spent together, 
the degree of intimacy, and the degree of emotion exchange. 
According to this definition, social tie in an online community 
is formed by posting articles, leaving answers or giving opin-
ions on a bulletin board to exchange information.

2.4 Perceived Usefulness and eWOM

Perceived usefulness is one of factors of Technology 
Acceptance Model (TAM) [6]. Perceived usefulness is one 
of the most important, well-known eWOM factors in an on-
line community that is based on anonymity. Since there is 
no information about the author of eWOM informations, the 
person viewing the eWOM information such as post, article, 
review will evaluate the eWOM information itself rather than 
who is the author. Many previous studies have shown that 
when a user sees eWOM information, he or she recognizes 
that it is useful, the word-of-mouth effect increases [1, 14, 
19, 27]. Perceived usefulness and ease of use have signi-
ficantly positive effect on customer experience in online re-
tailing services [1]. Perceived usefulness used as eWOM fac-
tors also. Interaction service and reputation are considered 
its predecessor in online community. Ku [14] use website 
design and service quality as perceived ease of use and use-
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<Figure 1> Research Model

fulness which are TAM factors. In his study, Traveler’s on-
line community is more activated when travelers share 
knowledge more when its design and service quality is good. 
Li and Liu [19] only use perceived usefulness except for 
ease of use. In contrast, Perceived ease of use and usefulness 
is not significant effect on knowledge sharing on blog [25]. 
Based on these theoretical considerations, the following hy-
potheses were set up. <Figure 1> shows research model.

H1-1 : Horizontal Individualism (HI) is positively related to 
Social Tie (ST) in an online community. 

H1-2 : Horizontal Collectivism (HC) is positively related to 
Social Tie (ST) in an online community.

H1-3 : Vertical Individualism (VI) is positively related to Social 
Tie (ST) in an online community.

H1-4 : Vertical Collectivism (VC) is positively related to Social 
Tie (ST) in an online community.

H2-1 : Horizontal Individualsm (HI) is positively related to 
Perceived Usefulness (PU) in an online community.

H2-2 : Horizontal Collectivism (HC) is positively related to 
Perceived Usefulness (PU) in an online community.

H2-3 : Vertical Individualsm (VI) is positively related to 
Perceived Usefulness (PU) in an online community.

H2-4 : Vertical Collectivism (VC) is positively related to Per-
ceived Usefulness (PU) in an online community.

H3 : Social tie (ST) is positively related to Perceived Use-
fulness (PU) in an online community.

H4 : Social tie (ST) is positively related to electronic Word- 
of-Mouth (eWOM) in an online community.

H5 : Perceived Usefulness (PU) is positively related to elec-
tronic Word-of-Mouth (eWOM) in an online community. 
The research model based on the above hypothesis 
is as follows.

3. Methodology

The selection of the research subjects was made on the 
subject of hobby (camera, IT product, bicycle, musical instru-
ment) among the online community of 100,000 members of 
the Republic of Korea. The reason for using the hobbies re-
lated community as a subject is that it can be influenced 
by oral information at the time of purchasing activity. We 
mainly collect data through bicycle expert community such 
as DOSSA (dossa.kr), Bikesell (bikesell.co.kr), a professional 
community for smartphones and IT devices ASAMO (café. 
naver.com/appleiphone), CLIEN (clien.net), a camera comu-
nity SLRCLUB (slrclub.com), and musical instrument com-
munity MULE (mule.co.kr). The distribution of respondents 
by community is shown in <Table 1>. Bicycle community 
did not count separately because there were many users using 
both communities together.

<Table 1> Respondent Configuration Per Each Online Com-

munity

Genre Name(URL) Frequency
Percentage

(%)

Bicycle
Bikesell (bikesell.com)

43 20.7
DOSSA (corearoadbike.com)

Mobile 
Devices

ASAMO (cafe.naver.com/
appleiphone) 46 22.1

CLIEN (clien.net) 23 11.1
SLRCLUB (slrclub.com) 19 9.1

Musical 
Instruments

MULE (mule.co.kr)
39 18.7TNT (cafe.naver.com/

tongandtong)

ETC
DC inside( dcinside.com) 23 11.1
Kakaostory, Band 15 7.2

TOTAL 208 100
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The disadvantage of this study method is that the cultural 
characteristics of individuals do not differ greatly in particular 
countries, regions or ethnic group. However, one of the great 
advantages of this study is that it has attempted to distinguish 
different influences according to the cultural characteristics 
of people, which can be an important factor in word of mouth.

3.1 The Survey Procedure

The questionnaire was distributed to a free board on the 
electronic bulletin board of the surveyed online community 
in the form of Google Docs URL. Notified that some of 
the respondents presented a free coffee coupon through a 
drawing to prevent duplicate responses and to receive a good 
response. We also informed that the unanswered response 
could be excluded from the draw. 

Questionnaires (Google Doc) were distributed as URLs 
through the free boards of each community from June to 
August 2016. Coffee coupons were presented to some ran-
domly picked respondents. 225 filled questionnaires were 
returned. Incomplete, unfaithful questionnaire data from par-
ticipant were removed from the study, then survey data of 
208 participants were used in this study.

3.2 The Questionnaire

Participants rate their level of agreement using a 5-point 
Likert-type scale (1 = Strongly disagree to 5 = Strongly 
agree) to each questions. The number of questions and sour-
ces of each construct are found in <Table 2>. The questions 
were developed based on the idea of each sources. The num-
ber of questions were adjusted through factor analysis.

<Table 2> Construct

Construct
# of

Questions
Sources

Cultural 
Orientation

Horizontal Individualism (HI) 2

[23, 29]
Horizontal Collectivism (HC) 4
Vertical Individualism (VI) 3
Vertical Collectivism (VC) 3

Social tie Social tie (ST) 4 [17]
Perceived 
Usefulness Perceived Usefulness 5 [16]

eWOM Opinion Seeking (OS) 3 [2, 4, 5, 7, 12]

3.3 The Sample Demographics

It can be confirmed that the ratio of male is high due 
to characteristics of hobbies such as bicycle, musical instru-
ment and camera. The proportion of those in their 20s was 

the largest at 63%, and the proportion of those in their teens 
was the lowest at 6.3%. Most participants are using online 
community through smartphone rather than desktop. The 
demographics of sample are found in <Table 3>.

<Table 3> Profile of the Participants

Category Sub-Category Frequency
Percentage

(%)

Gender
Male 125 60.1
Female 83 39.9

Age

10 to 19 13 6.3
20 to 24 92 44.2
25 to 29 39 18.8
30 to 34 13 6.3
35 to 39 14 6.7
40 and over 37 17.8

Education
Up to high school 38 18.3
Bachelor degree 158 76
Postgraduate degree above 12 5.8

Means of 
using online 
community

Desktop 12 5.8
Smartphone 192 92.3
Tablet 4 1.9

total 208 100

4. Results

4.1 Measurement Model Analysis

Prior to verifying the research hypothesis of this study, 
the reliability and validity of the measurement model were 
verified. In the analysis of covariance-based structural equation 
model, Cronbach’s Alpha value is used for verifying the reli-
ability of measured item, but the use of CR (Composite 
Reliability) value is more appropriate for verification of PLS 
(Partial Least Square) [13]. A CR value of 0.7 or more is 
recommended. The AVE (Average Variance Extracted) value 
is recommended to be 0.5 or more. The CR and AVE values 
of the measurement items used in this study are shown in 
<Table 4> and all of them meet the recommendation criteria.

<Table 4> Reliability and Validity of the Model

CR
(recommended > 0.7)

AVE
(recommended > 0.5)

HI 0.826 0.704
HC 0.836 0.567
VI 0.851 0.660
VC 0.787 0.560

Social Tie 0.856 0.598
Perceived 
Usefulness 0.926 0.716

eWOM 0.935 0.593
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The discriminant validityof each variable, which indicates 
the degree to which the concept of each potential variable 
presented in the research model is clearly distinguished, can 
be seen by comparing the load value of each factor and the 
cross-loading value [13, 33]. In <Table 5>, we can see that 
the loading value of each factor is larger than the cross-load-
ing value with other factors in other cells. Based on these 
result, we can see that the discriminant validity of each 
variables.

<Table 5> Factor Loadings and Cross Loadings

Construct HI HC VI VC ST PU eWOM

HI
HI1 0.874 0.218 0.084 0.024 0.138 0.126 0.117

HI2 0.801 0.176 0.172 0.086 0.127 0.083 0.093

HC

HC1 0.177 0.790 0.004 0.120 0.193 -0.026 0.156

HC2 0.179 0.844 0.049 0.102 0.225 -0.025 0.098

HC3 0.142 0.517 -0.015 0.055 0.068 -0.062 0.007

HC4 0.219 0.814 -0.022 0.070 0.199 -0.013 0.087

VI

VI1 0.104 -0.064 0.839 0.006 0.134 0.090 0.250

VI2 0.137 0.044 0.917 0.142 0.268 0.214 0.285

VI3 0.110 0.010 0.659 0.158 0.105 0.118 0.212

VC

VC1 0.037 0.050 0.113 0.884 0.230 0.162 0.147

VC2 0.062 0.051 0.148 0.776 0.152 0.088 0.111

VC3 0.053 0.259 0.023 0.547 0.113 0.037 0.081

ST

ST1 0.090 0.057 0.194 0.147 0.783 0.174 0.297

ST2 0.170 0.046 0.167 0.263 0.787 0.380 0.379

ST3 0.076 0.194 0.112 0.075 0.695 0.165 0.322

ST4 0.131 0.361 0.227 0.194 0.824 0.496 0.500

PU

PU1 0.150 -0.050 0.112 0.117 0.445 0.862 0.428

PU2 0.091 -0.036 0.130 0.142 0.389 0.894 0.465

PU3 0.093 -0.034 0.150 0.123 0.416 0.868 0.455

PU4 0.072 -0.009 0.217 0.113 0.334 0.858 0.523

PU5 0.135 -0.008 0.218 0.123 0.271 0.741 0.406

eWOM

OS1 0.046 0.029 0.230 0.060 0.367 0.454 0.758

OS2 0.073 -0.006 0.173 0.131 0.347 0.513 0.769

OS3 0.059 0.045 0.271 0.094 0.306 0.438 0.693

OL1 0.093 0.054 0.246 0.205 0.375 0.430 0.813

OL2 0.078 0.076 0.278 0.227 0.431 0.410 0.795

OL3 0.105 0.060 0.317 0.271 0.440 0.370 0.759

PAB1 0.183 0.197 0.212 -0.012 0.435 0.276 0.647

PAB2 0.113 0.165 0.258 0.112 0.442 0.408 0.835

PAB3 0.112 0.226 0.158 0.021 0.379 0.393 0.784

PAB4 0.122 0.170 0.241 0.072 0.396 0.435 0.825

Notes : The boldface numbers in the diagonal are AVE(Average Vari-
ances Extracted);

HI = Horizontal Individualism, HC = Horizontal Collectivism, VI = 
Vertical Individualism, VC = Vertical Collectivism, ST = Social Tie, 
PU = Perceived Usefulness.

The discriminant validity can also be judged by comparing 
the square root of each potential variable with the correlation 
coefficient between each latent variable. If the squared value 
of all correlation coefficients is smaller than the AVE value 
of the corresponding variable, the corresponding measure-
ment model can be said to have discriminant validity. As 
a result of the validation of the discriminant validity of the 
latent variables used in this study, it was confirmed that there 
is sufficient discriminant validity in this measurement model 
because the square root of AVE value of all variables is 
larger than the correlation coefficient with other latent 
variables. In <Table 6>, we can see that the boldface num-
bers in the diagonal are larger than the correlation coefficient 
values in other cells.

<Table 6> Discriminant Validity

HI HC VI VC ST PU eWOM

HI 0.839
HC 0.237 0.753
VI 0.147 0.012 0.812
VC 0.061 0.118 0.134 0.748
ST 0.158 0.241 0.235 0.233 0.775
PU 0.127 -0.033 0.193 0.146 0.440 0.846

eWOM 0.143 0.179 0.299 0.145 0.511 0.467 0.823

4.2 Structural Model Analysis

SmartPLS v.3.2.4 was used to perform PLS-SEM analysis. 
5,000 of sample set was created to perform bootstrapping. 
algorithm. To verify the measured data sets fit statistically 
with the research model, a GoF (Goodness of Fit) and F square 
(f2) values were obtained according to Wetzels [35]. GoF(a 
global fit measure) is calculated with geometric mean of 
AVE and R2. Its ranges from 0.00 to 1.00. Calculating GoF 

is as follows : ×
   f2 means effect sizes for R 

square. It is also calculated with geometric mean of R2. 
Calculating f2 of our model is as follows : R2÷(1-R2) = 0.341. 
According to Wetzels [35], GoF criteria for each R2 sizes 
(small = 0.02, medium = 0.13, large = 0.26) has been pro-
posed : GoFsmall = 0.1, GoFmedium = 0.25, GoFlarge = 0.36. In 
this PLS model, Geometric mean of  R2 is 0.254, then GoF 
is 0.400.<Table 7> provides goodness of fit of this model. 
We obtained f2 value 0.341, so effect size of R2is large. We 
obtained GoF value of 0.400, which exceeds the cut-off value 
of 0.36 for large effect size of R2 and allow us to conclude 
that measured data set fit statistically with the proposed re-
search model in this study.
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<Figure 2> Test Results

<Table 8> Hypothesis Testing Result

Hyp.
Path 

coefficient
Std.
error

T
value

Test
results

H1-1 HI →ST 0.071 0.072 0.986 not accepted
H2-1 HI →PU 0.083 0.061 1.352 not accepted
H1-2 HC →ST 0.201 0.069 2.931 accepted(+***)
H2-2 HC →PU -0.165 0.067 2.472 accepted(-***)
H1-3 VI →ST 0.198 0.063 3.148 accepted(+***)
H2-3 VI →PU 0.073 0.068 1.074 not accepted
H1-4 VC →ST 0.178 0.064 2.798 accepted(+***)
H2-4 VC →PU 0.048 0.063 0.771 not accepted
H3 ST →PU 0.439 0.060 7.349 accepted(+***)
H4 ST →eWOM 0.379 0.070 5.417 accepted(+***)
H5 PU →eWOM 0.301 0.073 4.109 accepted(+***)

*t = 1.645 is significant at 0.050, **t = 1.96 is significant at 0.025,
***t = 2.326 is significant at 0.010.

<Table 7> Goodness of Fit of the Model

Description Size Criteria
Model
value

f2
   ÷    

Small 0.02
0.341Medium 0.13

Large 0.26

GoF   × 

Small 0.1 or greater
0.400Medium 0.25 or greater

Large 0.36 or greater
Average of R2 0.254

Average of AVE 0.628

The results of the proposed structural model are summar-
ized in <Figure 2> and<Figure 8>.  

In <Table 8>, we can see the test results from SmartPLS. 
As we can observe in <Table 8>, most of proposed hypoth-
eses are fully accepted at alpha value is 0.01, with the ex-
ception of H1-1, H2-1, H2-3 and H2-4. H2-2 shows negative 
relationships. 

5 Discussion and Conclusion

5.1 Discussion

The results of the study are summarized as follows. First, 
horizontal collectivism (HC), vertical individualism (VI) and 
vertical collectivism (VC) appears to have a positive influence 
on social ties. Horizontal Individualism (HI) was found to 
have no statistically significant effect on social ties. This means 
that a large number of people in an online community live 
and feel a sense of belonging and bond while performing 
an online community activity, but a user with a horizontal 

individualism may not feel a sense of belonging and bond 
in the online community. Especially, vertical individualism 
(VI) shows strongly correlation with social tie, whereas hori-
zontal individualism (HI) shows weak correlation with social 
tie. This result tells us different characteristics between hori-
zontal and vertical individualism. Horizontal individualism 
(HI) tries to be distinct and separate from others and self-reli-
ance but vertical individualism (VI) tries to improve individual 
status via competition and seek achievement or power through 
social ties.This can make differences toward social tie.

Second, the cultural orientation to perceived usefulness 
has a negative effect on the perceived usefulness of horizon-
tal collectivism (HC). The remaining horizon individualism 
(HI), vertical individualism (VI) and vertical collectivism 
(VC) orientations did not have a statistically significant effect 
on perceived usefulness. This means that users whose cul-
tural orientations are horizontal collectivism in the online 
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community may not regard the oral information handled by 
the online community as useful. In these cases, it can be 
inferred that you are not seeking help from external in-
formation about products or services you have not tried or 
experienced. Especially, horizontal collectivism (HC) shows 
strong correlation with perceived usefulness, whereas vertical 
collectivism (VC) shows weak correlation with perceived 
usefulness. This result tells us different characteristics be-
tween horizontal and vertical collectivism. Horizontal collec-
tivism (HC)pursue common goals with others, but vertical 
collectivism (VC) try to maintain and protect in-group status, 
deference to authorities, conformity and harmony. It makes 
difficult to have perceived usefulness.

Third, although vertical individualism (VI) and vertical 
collectivism (VC) show strongly correlation with social tie, 
they show weak correlation with perceived usefulness. It 
shows vertical orientation makes social tie tight but weaken 
feeling of usefulness. 

Fourth, social ties have a positive effect on perceived 
usefulness. This is because, as has been proved in many pre-
vious researches, the stronger the association among com-
munity members, the more equitable the community they are 
with, the trust and usefulness of the information in the 
community. This information can be inferred from reference.

Fifth, social ties and perceived usefulness have a high pos-
itive effect on eWOM. This is a key factor in promoting 
eWOM by members’ sense of belonging and belonging with-
in the community. It also promotes more active exchange 
of eWOM information through activities that encourage 
members’ sense of belonging and belonging (offline meeting, 
interworking with SNS) Suggesting that it can happen. In 
addition, perceived usefulness is a key word of mouth if you 
have not experienced or used it yourself, but you can use 
it as a reference for your own purchasing decision. Online 
community service providers and business owners who want 
to use the online community as their primary marketing chan-
nel are encouraged to use a professional reviewer or system-
atic enhancement optimization of post editor such as im-
provement of photo and video attachment function to ensure 
that as many people as possible are available.

5.2 Contributions and Limitations

It is meaningful that this study attempted to study the ac-
tivity and word of mouth in the community with individual 
cultural orientation. The result of this study is different from 

the original intention. Such as, horizontal collectivism has 
negative result on perceived usefulness. The results of this 
study can be attributed to various marketing attempts by 
spreading the concept to countries and peoples with different 
cultural characteristics around the world. This study suggests 
the following suggestions. 

First, this study has a contribution to show that factors 
of eWOMsuch as cultural orientations are applied not only 
in SNS but also in online community. In this way, it is neces-
sary to study periodically and continuously whether it is ap-
plied to current online community environment or currently 
active SNS environment in case of a word-of-mouth test that 
has been sufficiently verified in the past.

Second, this study limited the online community users in 
Korea in analyzing the cultural orientation, so we could not 
find out about the unique tendency of those who enjoy online 
community activities. In the future, it is necessary to analyze 
the tendency of people who are immersed in online commun-
ity by analyzing the difference of cultural orientation be-
tween those who enjoy online community activities and those 
who do not.

Third, in the case of cultural orientation, research is often 
conducted on people from different countries living in differ-
ent cultures. However, since this study limited the research 
subject to Korean people. There is a limit to make. In the 
future study, it is necessary to investigate what kind of results 
are obtained when the same model is studied in major online 
communities in other countries, and how they differ from 
Korea.
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