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TFHA(word of mouthye AH|AFS  Alo]o A
AFT A 2o gk DA FdI A4

2 5stn Be] dalie wndel
ARUACIA Ado] Aasteh 2uAEe
W (face to face) AFYA A o
THEES stedl, 58 FuIE
W} Qe Fitor FRA FEIFIF

sotAl wol 2Rl Ay AClA Aol

Z =
FuAeld w24 HIESZ] AH]2SNS)
o] sHoR A AY AF B AHx
of tiet AF&AF A|2} 'l Z(user generated
contents: UGOE AJAFSt1 o]l FH3dtn 3
AR % 9o AQT L9l FAclectronic
word of mouth: eWOM)©| #|& i A|H| A9
gk B g4, Fule= I mAle 9
Felol 94 A3 3

Pk ARUAC e BAskE 719
oA AFI Mulzo] g 2njaEe] vk
= FA4HCR & F oA s A 2
2R AFUAeld #HH A A &
oA AF 2 Azt FHPEI}E gF
g 2AnHols Fall weE I ol &M}
o Fujeard el A7 Fe FEFHE FA
SHA |k whebA Lnjzte] Fojel gk o
sz & A5AQ vHE ARY
o] t& dasH HAoh 53 T
of Al 229l AwuAld Ade v
2 Q& 7I9ES AFUAA Ade] &
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TR RGPl Ul A7E Ael
Zob2 4 glrh WAl J1ze] Arse Uy

2 g fdS setn FRET gE 9
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A= 7+d AFrYAlA

“71900] opd &Mz} B& Fhelo] g Xéi
AHR}, AE EE
= A ol B3 FEES
TAotE A7 2 A 98T American Marketing

Association, 2011). ©]¢} & FRUA AL
ol FAVAIA AR AF R AH| 2|
e e I e P s Aot
T ©2 AHaE 1 A elEel wg F7t
£ sty FEE FhoA € Kaedt
Lazarsfeld(1955)2] 04%01] mzw o] FAg3

£ avAe) HA= AgAEd] glojA A
AR 9 v o &340, el
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A 7=
ATk gEATh el 7|Ee] Fukn o
w0l olfE AL AHAREC] AES

o] thBeck, 1992).

I9ES Al AF EA SM AFTFLE
N7 A AFUAeldY 2o aaw
A TFHREIHE o] &kl 3 THBruce, Foutz, &
Kolsarici, 2012). FHHAIR] & &H|z} 7ol ¥
HAow Hellxe SHE 7L A B2
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HE F3(Schmitt, Skiera, & Van den Bulte,
201, AlF WES FPAEH E=2E &

4 AHGodes & Mayzlin, 2009; Chevalier &
Mayzlin 2006). 1 E¢F 71gES gtel A
EHE EoP7] f8 AEAHYL ArUA A
AERA oMdS FE AR SAT, AR
Aol = Y 9 FE5E SHLR S
a4v|tiole] Wz old) sl 2ul 3
AwuAeld WA Wss FAR ol
7 W3t SelA 79ES & UEYA A
H| Z~(SNS)oll A AJF B Au 2~ B AREA} Xﬂ
2t ZR2UGO7F 2Bk 3t FREx

ele gl 2 S ZHAIA HAH

SNSet UGC

NS o2, ESEG o] A18)A
dASE FHAFE 22l Muzolth. o
14 AF3]2& W(social network)S Az} 2%
So] A=} AFHeR v g W
g FHoa, AR Fades 53 A E
AHEA . S-HAE T HGarton,

& wellman 1997,

o)

N

il

Fhohe
Haythornwaite,
Kleinberg, & Tardos 2003; O’Murchu, Breslin, &
Decker, 2004). A A3A o &3 fdL
A3 didste ezloA e dA 4+
ol ANAAEE, 7] el AfFUE S AF
S viZhg oJAtaEol et en|E xEdet
= Moz o = rhKwon & Wen,
2009). o] 2& <9l FH|A SNS= NOIER 3}
oAw 54 Alzm el /i Z2dE F5et
2 dx a5 719 AAR2S AN Fe
A 71uke] Mu] 25 E3rhBoyd & Elison,
2007).
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w2 31 835 9 F e Ayl
Ad=EH 82 4 thKaplan & Haelein,

2010).
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HHE 058 Bl / 2240l PHET ENS 9Ft HERY

A= mRLES LA FA] (%)
0 1000 100
1 869 86.9
2 743 743
3 653 65.3
4 593 59.3
5 551 55.1
6 517 51.7
7 491 49.1
8 468 46.8
9 445 4.5
10 427 42.7
11 409 40.9
12 394 394
x1

< AEA B AbolA] A WA &
(year 0y EH3 10008 2l7FmM0]
A gL Bl Grht B mo] o]
SEAS HolFa 9t} o7|ME
HoZ HolHE wWaA 07971419 HlolH
g gErRde Ry FYsted AMgstn
8-12d74A19] HlolEE o2AILES Hrlaet
<t AHg-staat gt
serdgo Zuxe

of

A o] Aol A
Holz &R A8 3L olFeterlA A
A3t Afnae dd A5} 2gL A7

oFgk AR Mdgsjof gt Au|AvrEE &
3l Tl ol AZsAM AALe T
T A B o 54 A= AAGE 1
WEn BE gaz ouE S gt of &
B MEBYe doU GEEE F Sla
¥ (geometric distribution)® AHE 4 9tk A

O HRLPZOIM e REL THUSY T2 THTE FAo2
HAl Aj7E 717k #EE e SFE
reta & o ﬁEL—r e 7RMEEE WE
o oA e, & 1o 229 el 7}
a0l wid AA A A A U 2
Fola o] mpA| o] ug wi7hx] "Xl

£4o] Q49 2o 48 Hhd € 2}
2 & F itk 2dA o ]Zﬂ qre W
?7} AZE (T yeano] 3L o2 2Hgo] getaL 3
< W olgatzdo] ¢ A ‘ﬂ“ﬂo}ﬂ] gt o
gl 252 wFsk(probability mass function)+=

.
g3} 2ol Uehd 4 sl &,

P(T=tl) =0(1—0)"1¢t=1,2,3,..

=
g(1—6)clx & 1d] W= ©
o] 9laL o]E BF T=20A ojgd F&
< [p(1—0)"olct. webd AA Aty
10008 9] FEae AZE AAF A
Ao we} $=3rE(likelihood function)s TS
3} o] e & gtk

[9]131 X [9(179)]126 X [9(179)2]9()
< [0(1—8)3] x [9(1—9)4]22
< [0(1—=0)"P* < [6(1—6)°]*
X[(179)7]491
ol9} & uAYPF HHo] FEd 7teA
T M BelFe B 294 0 Ades
o %H 10302 FHHJTE o] o|ggdE

A5

=i @ﬂ—t— :1% 13} 2k
add a8 194 vehd dSAske gk
2Z8A Holx etk oy REAAL PFE
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Actual vs Probability Model Estimates of Survival Actual vs BG Estimates of Survival
100% 100%
90% - N 90% -
80% - 80% -
B 70% - T B 70% -
2 60% - 2 60% -
2 50% - 2 50%
A 40%———— e B 40%
R 30% [ A T e ® 30% -
20% ) 20% -
10% - === Geometric 10% -
012 3 45 6 7 8 91011 12 012 3 456 7 8 9 101112
Year Year
O 1. 7et2Z FHEZHo| o5t MEIM oflF a2l 2. 7|sH-40HBG) =EEE ERH| ot
Ant MEIM o0t
£ oS whdeiA] R Anegln & BxUb A= A3 FHE BG/NBD Edlo|gt
T itk wEkA o|gg gl o]FAS W 31 3t (Fader, Hardie, and Lee 2005).
2dSE A gt o] o]gEE g HlE
P¥S neda gt o] Werre ¥
M) A E(shape parameter) «,35 7FA]1L 22}l AR gERd
0,11 FHlA Hels)E A%eERTolh
agla o] v o] Ui 4 9l SEAIE (field experiment)
a—1(1_p\oi—1 . S 3T =
g0l p) = LU0 B((la g)) 0<f<1 20089 g3} DVD AAEF ZRRAHS A%
’ upold wiAE AFQlo] M HIEH Ale]
wEpa] Bz MeElet Anjz ol s B dFAd Aoz AAEH. o

ol A o]EAlo] to] A WAlE sHEL e

g

=
4z o
il

23 ©]E beta-geometricBG) E.dl o]}

THWeinberg & Gladen, 1986).
1
P(thla,ﬂ')zf P(T=10)g(0lor,3)db
0

polgel Aol AFE HEE Be B

Moz Yed 4 9tk 2% 28 o 299
d5ATE velzT d3e FHE B
A wEsee 238 9 5 A9t

e e Add we PAEne ¥
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HMS - 0jaR - BVIR ) 22k0l FHED £MS Y3t HED

0

HRLPIONE M SET THUSY T2 ToflsE S0z

thp=0 (3 2) ty tg T
| T | = I 1
The start of 1% wWOM 2" \WOM 2 wWoM Participating ~ The end of
marketing message message message in the the
campaign (e-mail or campaign campaign
widget)

3
& oS 7R "ok ole

(Ajzen, 199114 3G 2291 oo
agettt o] a9l Fujzte] #HAME F
o= s vehdt} o] A AXA 2R
= R g ARl ol F Eesign up)S B
= AA QAN FE52 A E A
ol oolAE WEAHA S HEEE 8
of gt} webx AAHRITE P9= vt
TFujfAbAg B ol A ARl Tl E)E o
2 fEHdeS &gt sREe s 1= A
Hole] F85 oJu]git}

B APATES 7ol s A
QL EAIQIA, FEGA, ety 7t gl 2 A
TujelE Aol Fad JIFS e A
< okt A7Rd oA g AlFol
7 7123 -t Harrison-Walker, 2001). T-ujl<]
T TH aARSYE Ha avAgE A
Tl 7P gEH o ® AR E = W golt
(East et al, 2008). °o]= Fvje]=r} ol
= d&sta o A Avete Fag HE
ol7] WEelth AAl® Fujeles W] F
35S wgshe AREAN T EY =2
AEE 7HA 3 Anjabe] Bils A9y
AFEs dSsted 83 98e =
Ao 2 9% thBagozzi, 1983). T = H
B Fujo) =A% (McDaniel & Gates, 1999) T

= 1Y HEor o]Fofil FujgEA
(Juster, 1960l <Jefl SAdth. FujEH =
de 113 74 Sl sl 2ol 8ste =
£(001, 0.1, 0.2, ---, 0.9, 0.99)°] ApHel| 3|
A e ole AFTeielert AA Tl
TR olojd 7teAe & T ZgsHl ve
W] gttt AAR o] Hre sHHE
Hlel o Aggt 235 AEste o2 2
A A THWright & MacRae, 2007).
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& Ao me o] Fujelwd] vAE 4
U4 9% vel AFannd aoh ol
ol 29 sl Uehd edel PAAE B
A4S wgst dERde Agsag au
% o Wie eIt de 7y

RSB
g}

D 2NATE B TR 5

= Fold
wg% Meds o agw o WAz
G Al 058 AT A Aole] Azke
2 A% 4 Jems g AAAE S

N7 2LH H7|AZHS YER s x| $EE
2 uehd vk wEbaA] o] AlRtel] dig

SEURYrE et Lol Holdt &

oo

=A(t;—t;_1)
,tj > 25.7-71 =

f(tjlt];ﬁ)\) = e

A7NA e T A7
T NFE sl FlgolEln FEIZ
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The Impact of Electronic Word of
Mouth on Consumer Behavioral Intention Depending on
Communication Channel Types

Sunho Jung Seung Yun Lee Girim Han
Kyung Hee University Konkuk University Kyung Hee University

Consumers like to share their experiences with products and services through a variety of different
communication channels. Since the advent of social media, they often communicate with others via social
network site, blogs, and other online channels. While previous studies have mainly investigated the
antecedents of consumers’ positive word-of-mouth (WOM) intentions and behaviors over social media, it
still remains unclear how online communication channels affect consumer behavioral intention such as
purchase intention. In this article, a stochastic model is presented to examine the relative effectiveness of
online channels in improving marketing performance. The empirical results show that two-way channel has

stronger impact on purchase intention than one-way channel.

Key words : Online communication channel, electronic word of mouth, purchase intention, probability model
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