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The Impact of Opinion Leadership on the Attitude Change by
the Direction of Word-of-Mouth under
the Online Social Networking Service Environment
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ABSTRACT

As the number of online social networking service (SNS) users is increasing, various
efforts are being deployed to take advantage of SNS from the perspective of business and
management. Especially, researches in the field of marketing such as word-of-mouth
(WOM) effect have been actively conducted. This paper examined the impact of the SNS
messages of users’ friends on the users’ attitude and the moderating effect of the friends’
opinion leadership on the WOM effect. Fifty-one Facebook users responded to the questions
on their four friends each. Regression analyses showed that there existed WOM effect under
the SNS environment and the opinion leadership of the message creators positively
moderated the WOM effect. We discussed the contributions and implications of this study.
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(Table 1) Reliability and Convergent Validity of Measurement Variables

Construct Item o |Item-to—Total Construct Item a  |Item-to—Total
OLS1 0.687 RBL 0.633
Resource Based OLS2 0.863 0.747 Opinion Leadership| ABL 0.791 0.660
Leadership OLS3 ’ 0.663 OCL 0.626
OLS4 0.755 o POS1 0.978
OLS5 0gy |Pirection of WOMpae0™ 087 0.970
Information
o OLS6 0.587 POS3 0.964
Activity Based 77067 o0 0.606 DATTI 0.84
Leadership
OLS8 0.68 Attitude Change | DATT2 | 0936 0.873
OLS9 0.647 DATT3 0.843
Online Community| OLS10 0.905 0.827
Leadership OLSI11 ’ 0.827
Note : RBL @ Resource Based Leadership, ABL : Activity Based Leadership
OCL : Online Community Leadership
DATTI1 = Post Attitudel - Pre Attitudel, DATT2 = Post Attitude2 - Pre Attitude2
DATT3 = Post Attitude3 - Pre Attitude3.
a AF7F AR 0750 =4 e Q) S =A%t Y Aow dA 4 Ayt
of, RHESk vkt A g gdS gRg Aow et ST WHEYAS Varimax 3] 4&
&5 ek EF BE SR FR-AA o8 8UARNS Fako] Wrlssrh 8
HRAGTE AIAQ 05 FHFHAL Jon  FE PHonit FHRRAS olgHy
2,7 540 ojs SARGEC FAR AN B AR Hhsl o], 23U U 3
(Table 2) Discriminant Validity of Measurement Variables
Item 1 2 3 Item 1 2 3
OLS1 0.79 RBL 0.848
OLS2 0.851 ABL 0.852
OLS3 0675 OCL 0.814
OLS4 0.790 POS1 0935
OLS5 0652 iggg 8‘832
OLS6 0.758 )
OLS7 0.721 DATT1 0.879
OLS3 0.753 DATT?2 0.872
OLS9 0.665 DATTS3 0.906
OLS10 0.871
OLS11 0.859

Note : Omitted the factor loadings less than 0.5.
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(Table 3) Regression Analysis

Step Regression Equation F F Change F F Change I¢]
1 | DATT = POS 229543 229543™ | 0.361 0.361
POS 06017
2 | DATT = POS + POSxOLS 131576 21.832"™ 0.394 0.033
POS 0.262"
POSxOLS 0.384™
Note: ™ p < 0.01.
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