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Abstract

As mobile shopping has increased in the new media age, fashion consumers’ decision
making and product consumption processes have changed. The volume of consumer-
driven information has expanded since media and social networking sites have
enabled consumers to share information they obtain. The purpose of this study was
to determine the factors affecting information searching strategies and information
sharing about fashion products. An online survey collected data from 466 respondents,
relating to the influence of product price level and consumer SNS commitment level
on information search and information sharing. Experimental design of three product
price level and two consumer SNS commitment level was used. Analysis of the data
identified factors in fashion information searching as ongoing searching, prepurchase
web portal information search, and prepurchase marketing information search. For
low-price fashion products, prepurchase product-detail influenced intention to share
information. For mid-priced products, ongoing search significantly affected intention
to share information. Both ongoing search and prepurchase marketing information
search showed significant effects for high-price products. Consumers who are more
committed to SNS engaged in significantly more searching in all aspects of infor-
mation search factors. Significant interaction effect was detected for consumer SNS
commitment level and product price level. When consumers with low consumer SNS
commitment search for information on lower-priced fashion products, they are less
likely do a prepurchase web portal information search.

Keywords: ongoing search(X[=2] EF4Y) prepurchase web portal information search
(FH& IR H B4, prepurchase marketing information search(—+*
o Z oA B H ERY) information sharing(§XE &%), SNS commitment
(SNS &9))

l. Introduction
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128 37 w]t]o] Al) sjiAn|Are] A

SIStk AvtEEe] Wvsl Qi 9)
oA 2 W3lg YojupA o3 Y=, S5 o)5A
(mobility)S Aze ATAEe FATe @t
(Kalakota & Robinson, 2002). AULE 7|7]& Sofjs}
Ity AAE 4T o) Faof gaglel Yste 3
HE 42 4 Ak AU AIREY Ak Qlo] ARt
o ARE AN 5 YA LA, ubiquity),
Q) olti AL} QUEIE ol8stol HRANE T1s5t
Al SFHEA|F 44, instant connectivity). AFES
A oltAL QlZakA sl (A, reachability),
M ol o] g0l Agsh | Fh(l
I3}, personalization). AHFE 7| 7|8 ofyg}, A Q1
B B4 mERC) BT 94 olgh 2L AUt
o] & 93 5k Qth. Xu and Han(2017)& ¥3tE
FHE NEL vHolAt(new media age)2}t A5}
o, 7|4 g4loly AFAQl AFUAlelAd Ak
3 ohje}, Yua 549 Wsle ejd vy At
| Fasirhal shglth
HlEo] Aol ABRES A=A E219%
social networking service(SNS)& Eﬁﬂ kst 2aQ]
BAE DA ==, A5 £ FH ARE S75
A gk 279} AR ohzl, Wy mai Helel
By A= st He 5 AR F4ao] Al
obg W] O AT TR HRE LISHAA A
WAHe L=zl an|RE wWsket Aotk Court,
Elzinga, Mulder, and Vetvik(2009)2 AH|Z}7} o]w
?t AlFoly A& *ZHE of= w7t EHJ%‘ ]*“ %’4

e}

o, 7o 1 4 S ohjet BHE Fistel
FoE HEHos JRE PS5

A5 o2 BAL ALy st

AE 2 =0 7 Wo|9} Zlo]r} B4E T glo
o, o] &2 &Fo] 7IEoe= YHFU HEd 22
WS Sote] AFEeleH, 2o dBAsolY
HAE 24 5 A2 PHS SYst d+Ee 5
sfgzoel digt #alo] HFHIL Uth(e.g., Vizquez
et. al, 2014). 53] A& 53 &2 AHFQ 27
HHE Ao oEely] Bk yrHol: 9l
HH7} U9 Fag fALES] AL o9 e HH
40 Bs0] Wste] oJgo] ul$ Fastch # o]
Mt ot olAld) sasulRte] Hm 4w o] Zwo]

wAgolT

310
T 35

A AR I} o]l FEote] FolEal, ofof #d
H FFalel diste] dob izt sttt

Il. Background

1. Information search

AE S AHATF AES S o A2 9
A9 7HsAS BF7] A% Bolth(Rao & Farely,
1987). 2F&2] Aol FulAIFoNA 454 k7] o
2ol AHAELS A¥S R514 st &5 o5t
of AAAYA JHE A HH, A ABRES
AEoIu A & SRl tigk oy 7HAE ¢
fIste] 2=2Rl S 7]=o]A HtH(Lim, Jun, &
Kang, 2000). 1E{Yl 274 9] 542 AHA} 5o U
ojA FE gAO] 43} Folof & WS TR
o, o8] 7HA] I 2Q1E7e] Ao Agof o5 A
2 U9 BT avE yedtauE: HuEgic
(Peterson & Merino, 2003).

Moe(2003)= 22491 £ BHAo]A] AR T,
2ok, ) 4 /A B8 ik e
d, 1 % BekeAole Zaz 4
HEH FHE AL PFolu], o|Fo] /]20z U
S0 FHEA 7152 7% ek sHck. Bloch,
Sherrell, and Ridgway(1986)+= FtUjE Z& 0= HH
%1-&‘40] o]_";—'_op(]E 5].;(]\: Etﬂo]— E:Goio]l:,_ .u:]/\
of Al sk 2|42 Al (ongoing search)o], 3]
2 2wl £Te B ATE Bolo] vl
v} Qlc}. Schmidt and Spreng(1996)-2 2] & &hAl (exter-
nal information search)of] o3t 534 RS A| A5t
WA A &2 AT Q2g o] Jtufj ojAke} ThEo]
o dddeg ¢ F83% I¥FE FHL SHUTh
Hoffman and Novak(1996)2 AB|Z=9] £ 712 &
Aol et R WA S0l Folsk ek S,
54 BAS A2o7] At oekg 2aAt o 4]
AEe 7l A PAS SR AR 2L A8
YES AT 2UAEL 44 AN S o
L Aol Yok skth Kim and Ye(2008)% )

A AR G| AT X&2 AR A JgoA &
i—rﬂ' uehd 7hs/do] won, EEgt s o]

= 35 BAEE ALA FE gAE oo
o"cs"o"ﬂ FFS v & Atk HE AASHAT

r
ESZ
0
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E
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sh, 230 AR BAL AuR50] AE Husg
279 FAolg Ydsis Ao
2 F29 4 9] BhEol(Lee, 2007), AMole] BF
g ouES 3R 94 439 HER ¥oE d
(Shin, Han, Ohk, & Hong, 2016). Lee and Kim(2013)
< UEY &P EolA AB|REC] Al Het ok
3t AMoE sk Aol FE gAY Alzto, 7]
AEs 2R FdFl g2 vIAL gA1A
H AMoA SdAl SHoltal sl
A% dolM Ao viet o], 2HA7F JEE
HASHE e AJE 4vl " Il oA &

At A4S & 5 9len, 53] 7 vHoiAdiel 4

2, Intention to share information

E FHE 7o) S5 AEe} A4S HE A
HET UrAY 18sh= ZolH, o] oA Az
& AJAo] ZEH7|% RHth(Ajzen, 1991). 2B|AE0]
FES TSt AR Sk Aol AE 3ie
= Ju & P53 dAE Weer & 5 Aok 7
T B2 ) olFof &HAT AlES ARSSHEA]
% B EUSS FEsH Ha, oo whet ARl
ol disto] B W= 7 & Brigs 4
| Eth(Day, 1977). F+uljo]] tisf| TH=sHA = 2+
U ZRIA 3HH R FEE Hdol, FALE
ojuf Aol tistol TS @ ZA "t shA|vt
SR, w2 A7) SEs) wolA e e 4
w2 ATG A, FHo] A9 2 T
BYE FASHs 59 EHPEZ sHA kA &
Choo, 2016). 7122] AL ol T F5 FolA
55 2RYS Sol g A8 392 J 4ol
FES dtolgtth(e.g, Swan & Oliver, 1989).

S, Mugge, Schifferstein, and Schoormans(2010)
of 2w T ol AF ARG OA AlEol
gk o= gt S & PEolal AFSHATH
oA E24 SNSE E5iA 4482 siuvke
BRSO A 5] TR ofy e, o]ef T AFE
ojuf FH Wt ozt o] FE Ffol FF= &
A0 g AT} TS Richins and Bloch(1991)9] ¢
T 25 BBl T T AT AT

o)
iy

X

ol 574 129

7b i & FEol FolRt dFE € WS AS
AFE F3f EasHeh

T & P59 o= N HE 5
% (word of mouth, WOM) &5 2] ZHOZ HHH
WA T1 FFFo] ojw] of APAolA AZH vt AU
he.g., Herr, Kardes, & Kim, 1991). Q&Y &0
Y E7] o]Ho] FHEES A, FF ARle]
T FAHEATHE, A5ulo] dutstE o|Fo] 2z
2 FR(EWOM)Y] Aol HH FR9 Ryt
271 € HojX A F Y Brown, Broderick, & Lee,
2007). AH|AFEL BAE Y G-5AA 54 EHo]A]
£ BEsto] SNSY E271 ARYE 52 S AA
T2 AR AT AFoIU Afuj2o] gt 9
AL 2 AHAEY F53cH(Park & Lee, 2006).
SNS o]-§o] F5oFHA MRS SNS AofA &
3] JHE G5 & oYzt 372 3 A5
2 AAgAFstaL = Ao|th(Okazaki & Yagiie, 2012).
Jansen, Zhang, Sobel, and Chowdury(2009)+= 150,000
o7jo] EQIE ZAYE EATH AolA, HAIA]9]
19%7F B =0 it W82 Eal Agien, Hi:
of THHHE ZAF FoA 50% Fr= FHAA W&
o|RL, 20% Hr= BHE T TAE 8ol
o, 33% FEe AlFolY £&3AM] digh Y&o
E YER, SNSAOA 2] eWwOMo] dutit et
TS BAE & A=7HE HR ol A2 SNS
2o A8 Boto] AR FEAd HHIT A
AE|H, o] ETHA] ThE AH[RHE9] JE AN of
g0l FlE=(Lee, 2016) 714 AZNA= AAL AlF
I A3l digt Sul2e FEIF SREIL AAAE
= 839 "8 =8 7]&°|A "o Arenas-
Gaitan, Rondan-Catalufia, and Ramirez-Correa(2018)
L ooE BAS B9 4397 SustEA gn
2471 TstA] AT/ RS Bk SNS A
o, 434 SNS AHSAIT, A SNS AT
S AvA A YEE dekstuAL pEges
Haslolok e Faster.

Cheng and Hung(2010)2 7} AFUE oA EFQ
oA XA ATt T FE S s HE
HAZES AL Sk 53] 0|9k 22 SNS €4
of o=t AldiolAl AoIA JAEA LS A= Q=
FE g A FRet B dHgt WAV

1o
)
oF
rlo

=

k
o

M o o

- 253 -



130 T ujclo] Al sl A AT 36

(Carlin, Jiang, & Spiller, 2017).

3. Antecedents of consumer information search
and sharing
AU AIHE dol BHHY 4geH7o] HFEIL
AztEo] gy SUAd AR ot} A=
ZQl SNS &-5o] uiA g &0l & W= 7HAHT
71&9] nAI"E-5o] By ti5 A (public relation,
PR)O| FSH ¥, 2L vltjo] AjofA] utAE
< AHEIRIHES} thid &9 18| 45249
3} 5ol ASE Utk vHAR &5l oAM= B
et AHRE AlEd o] S 7oA R 7E
H|Z7}F BRsks vlAlE S §islof T4lo] 7]
ot 5] AHO JA FHo] FHE &
AISAS 2 gl (Sugiyama & Andree, 2010)°] 545l
A AZL A 4B BdlE FE QITh(Xy,
Hao, & Han, 2017). o] 2&-2 o Z 7[Ql 4u]|z}7}
Aot = Ueh=t, 4El diste] 9
(attraction)S A HI1, A (interest) S 244 H F,
A B M (search) 5}1, ©]E 3§55} H(action), O] F
o HE TH(share)E Stot= Lo, ojnff AN}
T AEYEFE vX = AAR B 9t} &3] &
H|ZY] mA1A HEof qlojAd FHO] 84 FEo]
U BA 9] SE AR AL E 20~30t]9] FS 4
HIZAE2 SNSE &7]9 11 QoA AR gAxt &
FE Sh= @Al A2E vHojAt o] ggoe 1
g2 ¥gdEg HolFE= Aolth Hu and Quao(2017)
= WeChatg tjAtoz st Ao HHFASH O
AISAS 2Ho] o AY 508 A8t AFE B
5} o™, Jung, Lee, Kim, and Yoon(2018)2 o] &
o] AEZ FRAISH: HALE AT AA 9 A
2 JFY2 oldist=rl F-&strtale: Hiskgich
Fojgo] @730A A 2 52 F3of ITFS
= 8% AISAS RHoA ZolHd Hiz F5
o ] JFow FH HMo| FFE F= AHIA

B dE oY

o B4 5T 5 Uk th=olth ofeh gL L)
A AXHAH] FFE F 5 Y 29108 Au)z} A

A ST AF 549 a%00] UL & U=, 4

RS FAE A7 gk SNS &< (committment)
o] FE3NE o7t AUk EUol AHAL “A&H

wAgolT

o8 WAHE FASHLA sh= £5"(Moorman,
Zaltman, & Deshpande, 1992, p. 316)Z =¢]o]| A}3]
4 geRest wAC BLHUL FHT A7E
(e.g., Reis & Patrick, 1996)0] H1€ 1} Q= &
tjo] AH|ZHFoA ST JFHRICR & 4 Qo
=UZ SNSOA 2, AR & ARISHAY AH st
59 Fd=E ZAgst= dHo] HEZE(Chen, Lu,
Wang, Zhao, & Li, 2013) SNS E{Jo] =& AHRE=
< BE gAo] Azt oy A] 5 B8-S AED A=
7} %2 Zo|th. SNS A|EE o]-&stiA 2Y] 4
L7t w2 ABAES Aot HY, BATS, AE &
T oA AR 7= =7t 219, ol flst
of e &5 & Zlolth T2 ER SNS Yt 4
H g 9 33 E59 A= 58 A= H]lr
QIE{ylo|ut ®utYd AR|gHgo] HiFE7] oo =
AgES EAS FE G 525 JF8RICE
A =H(0’Cass, 2000), 53] HAFES A7
Aol 27142l ARL Ao Au=e GEHS 3
2}& AZo|tk(Hirschman & Holbook, 1982). 181}
WA FE Hole A8H AEEo] thg EA s,
Ao AE&A AFol HEA AF A 4n]
3 B3 FAA 4H|9 ek HiE APEA0]7] o
2ol AFL] EA4o] FE FA] JFacslel H 5=
T Okada(2005)= -84 Al&3t #=H4 AFo 2
o= FuiE ol Eole B AlZH =) 2F
AT Bt AHAES A8 AES 271 H6
A =2 © 2 W, g AlES 47] HdiAE
AZbe © gol &t stk &, HEH FELT
5 AE g0 A7HZ § go] FARIt= Zo|th
AEEA SlolA & 3 7HR] SHE X4 Y
TR, Aol A AAES4E o9 HAE flst
of AE T ofo] HWolxth(Beatty & Smith,
1987). o] &H|R2] 99 A 7o) FFE vA= &
Al F stb= 7Holt 18y sS4 AlFE 7HA
B7tETE A FYEARl SHE 71 HAdEY
M2 HIE 9EE =ole= 8<%o] H 4 SlojA
(Beatty & Smith, 1987) 1714 AEL4E oL 97
A9l FE gAo =g 7]ZolA HH, FE G
HRoly §3% e AR AHT 4 Utk

J

. Methods
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1. Research questions

£ 7o 2o nHY 4YAFS I i 0
to] Aol 291AEe] HH B 3 el &

oha:, ole] QJgre M 2.e19] o] thste] 4
FH o dopui olth ATEAL TheT ek

A sHR QRS ottt
ATEA 2. AE7HE F2A, 5, ) 2HF
SNS =9 = (A, 1ol HAadE 4
H g gRlof "|X= I Lot
2}
2-1. AF7HE F0] HJE g4 8219
ol thsto] Yolit
2-2. SNS E¢ $=Zo] A& A Q9]0
H| X 3ol thste] Yol
2-3. A F7HET SNS &Y 29 A4S
Z2+g BI7F AR g4 gRlof ]|
£ @Ol thsto] Yol
ALEA 3. AF7HE FE2A, 5, ) 2HF
SNS &9 FF(A, I)o] ALEF 4
H IF Aol vAe dFZ Lot

LF

I3l

3-1. AE7H 0] AE 3F Aol
WA Aol Hsto] Qofe,

3-2. SNS 9] £=20] AKX T8 AL
WA g dstel Forwct

33, AEAAT SNS BY 420 43
248 anrt AR 24 Fwo] m

+ FF°l diste ottt

2, Measures and data collection

AZH A7E dotol MAAE YR BN 35
24 Hgbo] FAEAL, APAT (g, Choi &
Rha, 2012; Lee, 2007; Park, 2014)o4 AF8-H &g
= U8, 74, 5L, oH|2A 23S Edi= S}

23 T4 FASKATE. Fa AFAU] it =
e 74 IAE Ax(1H AF 2 gk, 74
o IR o] FolHek

AR g 9 FR] 9% FE 2 F AEE

8 TR AERTFS FE] AR AR AR

ol 574 131

o] HA Fufst= ¥ HM2E A5}l Aol H]
1d tFstaME A2l FTHAIELE
B2 AR W ABORE Arpd A%
DA Ad v oig AEZ A
HAEOA AR FFE ALT 5 UA=E 24 AE2
Tk AU E AASHI

42812 B4 gRlog SNS &Y HQl
Summers, and Acito(2000) BEYSAHEF 52 7|22
sto] AEFEo] FAEUL, AHERANE S5t g
CE

2 A7 RAIASS BHMY 48 29
AE9 2l i F¥ol = 20~30t A9l &
A= stink 20169 119o] 2211 AR AE

Ag Fotol AY=hom, BHAG SHL AN
% 46699 o] BHo| ATt ABEHS

grgst AEA Ao wet 1639o] A7E, 165780]
<7, 138%0] 17t s AAES IR ZA] &
okt

SHAY] 54.5%%1 25470] of/go]glom, 307}
2827(60.5%) 20t} 184 (39.5%)3t}t. Ayl ol4t
9] SHAVE dB ASFELE 2008HAA 500
Tholekal Hotqial, Ayt o] SRt 10~30%k
H ALY oEH| &S st U

SHEAE BF AUEES AR 30|91, B Y
A A3}t 54 99 AREEZ ARESH= AR 14]
Zroll A 3A1ZE gk 54.8%E 7HY @ol urERyith
10% H=2] SHAR= SAIRE ol4fel=tal SHE3H7 &=
Sttt AUTEES F2 Algdle e 2a3sh] A
o] 34.3%(n=160)% 7} w&qkomn, A= Alto]2}
L S 37.8%(n=176)2 X}A5}Th. 183(39.3%)
9] SEAL HE FAS fjsto] ANEES ARESE
okl spgith 22kl el SlojA PCE ol&sh=
AL 5235%, BHIYS o] 85t AL 48.08%E
e T

$39 A70] BEAo= IBM SPSS 212 ARE35HY
on, 7|&EAEA, QJAEA, AFx B4, AR
A, rtest, YYRAHEA], o] YEAHEA, IARAS

ol g3t
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1. Information search factors

w oAl AlE

237] lgto] 89

z=2 2&A g

T B = S |

EEERLIE EES B ER R

wAgolT

IV. Results and Discussion AP 21.55%2 YER L, A=k 750]th &

AtollA oA g QRlo] & 7R R FEEo] &

ZH A2 XY APolEoA ZHAH Y AEHE

H g9 sHR a9l gt Akl BekeAo] 7HsotA HHA AEEA

24 “*l skoitt. A9 ‘E—TLOM oju} 553+l et ntAE FEAQ1 PR g &

I o gAe] £ gRlog B FEEE @502 Fuid Aol XY Alo|E

Eﬂ% 7 o] dut# 0] O Lt(e.g., Hoffman & Novak, £ B9 24T npA S0 QAT FAIHQ] JEE
e E50= oA A =Hva & 4= Stk

1996; Schmidt & Spreng, 1996), & ALZA}, SFYA}

© A7) o] 71.76%% AEsks Al A9 aelo

2 UrE}kh:}(Table 1). 291 12 HHAZS Tufs}]
A HAo] ARE 7|dsty ol 5L 35| ol

rlr rlo

Aoz

of.

ot Ao Z x&A Ao yyslgr) o] 99l
AT 2695%S AYSAL, B 7 AfE O NEASES,
B2 qebist 82 26 AALEE P 8 At 7t
ELAo|E FA] 7R ZAste] 4
AN = )JE gaow  F GUAUY
Wtk 23.55%2] AL AT gow, A% 2 1 oJsh: SNS B
E 830]th 291 32 B4] oAk HAS SN,
oxeel Y FolA 4
tAoR P nHg AR g0z Pyst

) ml

T Yoz TR
Eol oSt A AU B SR SH= AEFERE) LA SNS BYSFE
o o 49 gAE ue

<Table 1> Information search factor analysis and reliability of measures

AZ O
A5ze

EARE @ APESRRE P02 24T, SNS BYL

|2 BIe ¥ WYL 4182 7]

Lr.?h

=i
4&

A ek, o4 SNS

5 74

g3k

2. Effect of product price level and consumer
SNS commitment on information search

B APolHE JH o] IS Fi
AHAEAHOZ SNS B Hol
SA A Al 2

= ABEA
o

=

o=

=

=74

zo

29

e =g

o2 o]YEihEAo] Qﬁl‘ﬂ%’i

Factor Items Fact.0r Bigen % of Cronbach «
loading value | variance
I usually try to remember information to 2
purchase fashion goods. '
I usually visit appropriate online website or 79
Ongoing search application to purchase fashion goods. 450 26.95 85
I usually try to remember word-of-mouth to 77
purchase fashion goods. '
I usually check out online direct messages to 7
purchase fashion goods. '
I get information from portal sites(Naver, Daum 37
ect.) by searching keywords before purchasing. ’
Prepurchase web | I get information from shop in shop at portal 35
portal information sites by searching keywords before purchasing. ' 1.58 23.55 .83
search I get information form online shops
(Lottedotcom, Hmall ect.) by keywords before 75
purchasing.
I usually get information visit an official brands 31
Prepurchase homepage b?fore purchasmg.
marketing I usually get information from SNS by 75 1.07 21.55 75
information search searching.
I usually get information from visiting offline 75

store before purchasing.
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ok F5WS QRS Fto] £2H A /M 4
H

e
HAGE ez A&

%
Aol fol3t oL ek A 2

g vl QUL T 74 7

A, F=4.49, p<05; T HATA

5.23, p<01). 7HFES
H4go] ¥ F= QQlolgrHohs AAE
gt o E2o] WAYSHAS o F2otA AT

Qolog TEsfof st & 4 Qi)

ABAEJOE SNS EY2

_P“

)
b

x
o

s
o

q

A
A

B AR Pk

=
=

=

T

I

=

i ox P~

A8 g9 A 7

2910 glojA] BE §ojg JFo] Lhehk, Ay

TolA SNS =]

=0

3T

ABR7F G E Ao AZE

oS o 2% Roleks AYATE A F
oA AA st Az ekt et dgEe o

& 249 2 9l 7o) A AANAGE FAoA

133

AR 0% okslA LB TL(F=6.49, p<.05), A&7

ELA(F=53.70, p<.001)T} Lujd A
(F=56.73, p<.001)°] Ht} &gt JF3

o % Uik

£ Aol HPEA Eguiclor 23
7HA] 2919 AT Ae avE B ol gAad
R FARE AT WS- A=
IJFIE Ul Ag AT +
p<.05). ZEAIO|E FojA9] 7]9=
FE A JFE S LAY o=

HE g

1=
=z
T 7/1

ot §9
UATHF=2.79,
EELICEL

ABEAT 2

o 4

o 4

Hl% E4o] B neslolof she 2Qde & 4

et

OlUEAREA Y] AYE Hrp JASH i

SJeto] Aol AFL WA

WA JEEHCIESR)0) 12 PR g P

Z}o] & goh AVE (Table 3)of YeERHACE |2

<Table 2> Effect of product price level and consumer SNS commitment on information search: Two way ANOVA

Independent .
fidependen Dependent variable SS Degree of freedom | Mean square F
variable
Ongoing search 65.08 5 13.02 13.53"
Prepurchase web portal -
Model information search 2249 > 4.50 4.88
Pr.epurchas.e marketing %715 5 17.43 1525
information search
Ongoing search 5.00 2 2.50 2.60
. Pr(?purchasc? web portal 226 ) 413 4.49°
Price level information search
Pr.epurchas.e marketing 11.99 ) 5.99 593"
information search
Ongoing search 51.65 1 51.65 53.70""
Consumer SNs | Prepurchase web portal 5.98 ! 5.98 649"
. information search
commitment level
Pr.epurchasve marketing 64.86 | 64.86 56737
information search
Ongoing search 4.35 2 2.17 2.26
Price x SNg | Frepurchase web portal 557 2 279 3.03°
. information search
commitment
pr?epurchasve marketing 122 ) 61 53
information search

* p<05, " p<ol, ™

* p<.001.
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134 ulcjo} Al wHEAe] R ST 6 B4 gseT
<Table 3> Effect of product price level on information search
Low price product | Middle price product High priced fashion
(n=163) (n=165) product F
(n=138)

Prepurchase web portal 5.02 5.36 541 766"

information search B A A '
Prepurchase marketing 4.17 4.55 4.75 9.04™"

information search B A A ’

*k

p<.01, ™ p<.001.

Different letters mean significant differences in Duncan’s multiple range test: B<A.

A Ukt 5 7bA) Tl g aclo] mRolA A
7h BT B EC R FIp FREE, B
7¥k 37 4E oAl R eajo] olatA 7k
= € 5 AT 2HAE2 SV Ut fAAdES
Foistaar & wj A7} s ddEel ws ol A&
Zo] Az}t e gA, R F/E o Bol o=
Zoltt. FEe gt A2 F7HeF a7t AEl olA
2 Ao)7F yEhA] 32 A, ole A7t ﬁﬂ*ﬂ*&%
—TLUH sk Zlo] BE F7iek kY] WAaAdEE
t= 2ol Hlg] @A Fuiste HelE 4
‘41 °‘7l ‘TH“OF'} g5 At F 37
AdES Filishe 7}73‘01 il HHE
] A7t @7 uﬁ—roﬂ FEE o HH5=
Helth

2} EAOoZ SNS &9 TxATo] HH =M

ol

@:Féﬁ
Lo-r‘

>£Liﬂm=.=mlor
[0 s % o

HU

ro

b

H]
O] YotH7] §I5t0] rtestS HASIATH(Table 4).
NS 29| Ao whE HE F2 BT Fofet A
1—% Btk e {39 FE 2o lofA SNS
EY0] £ AHATE Fe AHAERT FE gAY
BE7h w8kom, £9] o= A&H G (=751, p<

U)_4

003 FuiA o AEF R BA(=7.89, p<.001)9]
BFolA B Aot veiute A2 & & ASith
AEELT AHREAL Y] oaH-8o] footA v

b o AR g0 gigh HgAto] &

A o] PEAHEA T} Duncan testg A Ao} T

(Table 5). 317} I AA: ,] AL ZujA AANA

AE B A Aol FY5HA YERA] gt

Y, A7} sj44FE0] A SNS BEYET} =8 AR}

7F 2 AHRET folohA i AAMZGE

S & ThsAo] B2 ACE YERGTH(F=4.88,

p<001). A7} s A4E Sl A] SNS Eo] & &

HIZS2 SNS =9°] %2 &HIAY 57F 3 37} of

AFE Tl Al AH| Aol Hlsf FLufd FAAL G E

P AFHoE A she AR Foldh

3. Effect of product price level and consumer
SNS commitment on information sharing
AERYT SNS BY Yol G2 fHYE Y

o
35 AT Holg Lohiy] gIste] o ARAEAS
AXBGTKTable 6). F2 BH ZHEF 52 94

<Table 4> Effect of consumer SNS commitment and information search

Low SNS commitment High SNS commitment test
(n=201) (n=220)
Ongoing search 4.50 22 -7.51""
Prt?pmchas? web portal 516 543 989"
information search
Pr.epurchas.e marketing 410 493 789"
information search

* p<05, 7 p<01, 77 p<.001.
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<Table 5> Interaction effect of product price level and SNS committment on information search

135

Low price product Middle price product High priced fashion product
(n=163) (n=165) (n=138)
F
Low SNS Hight SNS Low SNS Hight SNS Low SNS Hight SNS
commitment | commitment | commitment | commitment | commitment | commitment
Prepurchase
web portal 4.84 5.38 541 5.40 5.32 5.50 488"
information B A A A A A ’
search
" p<.001.

Different letters mean significant differences in Duncan’s multiple range test: B<A.

<Table 6> Effect of product price level and consumer SNS commitment on information sharing: Two way ANOVA

Indep.e ndent Dependent variable SS Degree of freedom| Mean square F
variable
Model Information sharing 214.88 5 42.98 2630
Price Information sharing 13.29 2 6.64 4.07"
SNS commitment Information sharing 183.28 1 183.28 112.14™
Price X SNS Information sharing 3.01 2 1.51 .92
commitment
* p<05, 7 p<01, 7 p<.001.

]-.Q.QO%E]- H/Hﬂ
ﬁ‘i AT 4H|
3 HE §o3t o7t e,
Ho=R HAE FYEA(F=4.07, p<.05)°] /\H]x}
(F=112.14, p<001)EE]- ¢o} gare =L Ao
oJstA| UrEMXl %

<Table 7> Effect of product price level on informati

(Table 7), £BAS2 A7F oA JE2 7ol off 4

o o= =
g0z we Hu FRE -

(F=9.56, p<.001). 317} o4

O A0
lﬁr—x_._r

A

o= vehgrt
Fol At Yoz oz
o 4 FRE 1 A FH T 2

ol BRI R E79 7k AES] Folg Aol
UERtA ot

SN

EAJuQlel S

T v

SNS &9 F&l
Z7HTable 8), A SNS &
2 AH|RHEO] 7_40}71] L0 2zo0] g TO

AFS BYtH=10.93, p<.001).

on sharing

E?HE:V_

Low price product | Middle price product | High price product F
(n=163) (n=165) (n=138)
.61 4.2 42 -
Information sharing 3§ AO A7 9.56

Fkx

p<.001.

Different letters mean significant differences in Duncan’s multiple range test: B<A.
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<Table 8> Effect of consumer SNS commitment on information sharing
Low SNS commitment High SNS commitment t
Information sharing 3.38 4.76 -10.93™
** p<.001.

V. Conclusions

AEYUS Hol HHIY 3Ho] ARkatEI FUA
d g dPolu IFA T FE AT AL 5
njto] Aol AR|AbEC] FEE A= WHI AR
Stz &0l HalF dojuba Qlrh 2 =
AHAE] AH g0 §3S Felstal, FE A

7}
o

AEEHS e UFHow Lohugith A
ol B 20-3009) e ul] B
HejehE AukE Fo| Anh} Ago] WHI I
23 YEstE AT 4 Ut

AR gale] SRS AE A, 7120 Y
Aol A Bt B4 glo] BAIL olojrb X4
4 gz ugEe B0 o Fod gAYE
9 £ 7HH fPOE TEE WH, B AToldE
o eao] MR (web portal)ol A 7| HES A
O @ AN Y4 iAYBEOR ABHL AR
B dtel setsts FEoR FEES U
% Qgitk. 1915 FA) ol shiel BY fPoz
28 JEg 2g Ao|EdA 44 Ar o] 7
H9e-2 olujgtet.
BAGE FE G 4B A T FFL
A AESYLNN 2UASHRN0E 22t
E7H4} SNs BUS Agstel dFe BAsY
o, AAHOE GO ol ekt WA AR
94§39 G ANE A3k AR AHESEL
A% AR 98 fPole Kt FFS FA Ao
ovp, Pl AHE B el T IS Fi
Aoz ehgth. 53] H45ES A, 3, 19 A 7
A fPoz TR AT, T Holt
A7 520) A A2 GEI, B3
5% 293 B $EOR 2ADE T Pl fo
3 Zfo|7} LA efokth AHlxt BHOE SNS B
Qe Al 7 AR AR G0) BE S8 FgHe

o
cr 32

@

Ir

fr 2

fl

B, Aoz 2o 71E Aol of
gt FFEol Fut AAHOZ SNS E0] w2 &
H|A7E R gAEES gol ohs ASR Yehgs
dl, ole T2 AddTet dAsk= Aol

AEST 2HAEAG 9] F22-E ATk A44
FAGFoIL viAE FEAQ FEEE T AlFl o
3 A E FA o] 7ol vErA] egtar, 7o
A AR Ao AR FolsHA vehg=E,
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