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	摘要(中)	網路，這個現今耳熟能詳的一個名詞，為大家的生活帶來的許多的改變。而因為網路的快速發展，網路口碑所能傳達的時間與空間，早已遠遠大於以前傳統的口碑。網路論壇則是近來許多人在購買產品之前，會去尋找資訊的地方。本研究希望結合網路口碑在網路論壇中之應用，並且探討網路口碑的組成因素會影響觀看口碑之顧客對網路口碑所產生的信任與購買意圖。透過直接在真實世界收集資料的方法，來了解各項因素之間的關係，進而探討顧客對口碑信任程度的中介效果。


本研究採用問卷調查法。內容包含口碑發送者 (專家或一般消費者)、文章內容 (資訊式或關聯式)、產品類型 (經驗屬性或搜尋屬性)。實驗設計請受測者提供最近一篇在網路論壇Mobile01中看到的文章，並且就文章所帶給她的感受，經由網路供受測者填答相關問題。


本研究結果顯示：無論產品類行為何，專家所提供的網路口碑對於顧客的信任與購買意圖有正向關係，而一般消費者結果並不顯著；資訊式文章內容對於搜尋屬性的商品在顧客的信任與購買意圖之間有正向的關係。另一方面，關聯式文章內容對於經驗屬性的商品在顧客的信任與購買意圖之間有正向關係。



	摘要(英)	Internet has become familiar to everyone today, WOM environment has changing from traditional face-to-face to no limit world. Also, the growing presence of the Internet is expanding the availability and importance of WOM in the marketplace (Kwak et al., 2001; Pitt et al., 2002; Zinkhan et al., 2003).  Henning-Thurau et al. (2004) suggest that online community provides a platform to everyone and it also become an important place to deliver eWOM reviews.


This study adopted a survey. The study suggests that the composition of a WOM review and credibility of the review are important in understanding purchase behavior on WOM in online community. The factors include in the review are spokesperson (expert and typical consumer), content type (informational and transformational), and product type (search and experience). The study asks subjects to provide a WOM review from the online community Mobile01 and finish questionnaire.


The result shows no matter what product type is, experts are better spokesperson in both product types. Informational content perform well when product is a search product; on the other hand, transformational content with experience product has better effect.



	關鍵字(中)	
      	  ★ 文章類型
★ 產品類型
★ 信任
★ 購買意圖
★ 代言人
★ 網路論壇
★ 口碑	關鍵字(英)	
      	  ★ WOM (Word-of-Moth)
★ Online Community
★ Spokesperson
★ Content Type
★ Purchase Intention.
★ Product Type
★ Credibility
	論文目次	1. Introduction.....1


2. Conceptual Framework.....5


2.1 Persuasive Communication Theory.....5


2.2 From Word-of-Mouth (WOM) to Online Word-of-Mouth (eWOM).....6


2.3 Source Credibility.....11


2.4 Product types.....12


2.5 Spokesperson	.....13


2.6 Variation of Content	.....18


3. Research Methods.....22


3.1 Sample and Data Collection.....23


3.2 Measures.....26


4. Analysis.....28


4.1 Reliability and Validity.....28


4.2 Hypotheses Tests.....30


4.3 Test of Mediation.....37


5. Discussion and Managerial Implication.....39


5.1 Summary and Managerial Implication.....39


5.2 Limitations and Future Research.....42


References.....44


Appendix I Questionnaire.....56



	參考文獻	1.	Ajzen, I. (1992). Persuasive communication theory in social psychology: A historical perspective. Influencing Human Behavior: Theory and Applications in Recreation, Tourism, and Natural Resources Management.Illinois.Sagamore Publishing Co.Inc,


2.	Applbaum, R. L., & Anatol, K. W. E. (1973). Dimensions of source credibility: A test for reproducibility. Speech Monographs, 40(23), 1-237.


3.	Aqueveque, C. (2006). Extrinsic cues and perceived risk: The influence of consumption situation. Journal of Consumer Marketing, 23(5), 237-247.


4.	Arndt, J. (1967). Role of product-related conversations in the diffusion of a new product. Journal of Marketing Research, 4(3), 291-295.


5.	Assael, H. (1987). Consumer behavior and marketing action, 5th, Boston, MA: Kent.


6.	Babin, B. J., Darden, W. R., University, L. S., & Babin, L. A. (1998). Negative emotions in marketing research affect or artifact? Journal of Business Research, 42(3), 271-285.


7.	Baker, M. J., & Churchill Jr, G. A. (1977). The impact of physically attractive models on advertising evaluations. Journal of Marketing Research, 14(4), 538-555.


8.	Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variable distinction in social psychological research: Conceptual, strategic, and statistical considerations. Journal of Personality and Social Psychology, 51(6), 1173-1182.


9.	Bartel, S. K. (1999). An investigation of gender differences in on-line privacy concerns and resultant behaviors. Journal of Interactive Marketing, 13(4), 24-38.


10.	Bei, L. T., Chen, E. Y. I., & Widdows, R. (2004). Consumers'online information search behavior and the phenomenon of search vs. experience products. Journal of Family and Economic Issues, 25(4), 449-467.


11.	Belch, G. E., Belch, M. A., & Villarreal, A. (1987). Effects of advertising communications: Review of research. Research in Marketing, 9, 59-117.


12.	Bellizzi, J. A., & Hite, R. E. (1992). Environmental color, consumer feelings, and purchase likelihood. Psychology and Marketing, 9(5), 347-363.


13.	Bickart, B., & Schindler, R. M. (2001). Internet forums as influential sources of consumer information. Journal of Interactive Marketing, 15(3), 31-40.


14.	Biyalogorsky, E., Gerstner, E., & Libai, B. (2001). Customer referral management: Optimal reward programs. Marketing Science, 20(1), 82-95.


15.	Brock, T. C. (1965). Communicator-recipient similarity and decision change. Journal of Personality and Social Psychology, 1(6), 650-654.


16.	Brown, J. J., & Reingen, P. H. (1987). Social ties and word-of-mouth referral behavior. Journal of Consumer Research, 14(3), 350-362.


17.	Brush, T. H., & Artz, K. W. (1999). Toward a contingent resource-based theory: The impact of information asymmetry on the value of capabilities in veterinary medicine. Strategic Management Journal, 20(3), 223-250.


18.	Buttle, F. A. (1998). Word of mouth: Understanding and managing referral marketing. Journal of Strategic Marketing, 6(3), 241-254.


19.	Carl, W. J. (2006). What's all the buzz about?: Everyday communication and the relational basis of word-of-mouth and buzz marketing practices. Management Communication Quarterly, 19(4), 601.


20.	Chaiken, S. (1979). Communicator physical attractiveness and persuasion. Journal of Personality and Social Psychology, 37(8), 1387-1397.


21.	Chan, K. K., & Misra, S. (1990). Characteristics of the opinion leader: A new dimension. Journal of Advertising, 19(3) ,53-60.


22.	Chang, C. C., & Chen, H. Y. (2009). I want product my own way, but which way? the effects of different product categories and cues on customer responses to web-based customizations. CyberPsychology & Behavior, 12(1), 7-14.


23.	Chen, Y., Xie, J., & Hall, M. C. (2008). Online consumer review: A new element of marketing communications mix. Management Science, 54(3), 477-491.


24.	Chiang, K. P., & Dholakia, R. R. (2003). Factors driving consumer intention to shop online: An empirical investigation. Journal of Consumer Psychology, 13(1/2), 177-183.


25.	Cooper, J., Darley, J. M., & Henderson, J. E. (1974). On the effectiveness of deviant and conventional-appearing communicators: A field experiment. Journal of Personality and Social Psychology, 29, 752-757.


26.	Crano, W. D. (1970). Effects of sex, response order, and expertise in conformity: A dispositional approach. Sociometry, 33(3) ,239-252.


27.	Crisci, R., & Kassinove, H. (1973). Effect of perceived expertise, strength of advice, and environmental setting on parental compliance. Journal of Social Psychology, 89(2), 245-250.


28.	Darby, M. R., & Karni, E. (1973). Free competition and the optimal amount of fraud. The Journal of Law and Economics, 16(1), 67.


29.	Day, E. (2002). A contingency approach: The effects of spokesperson type and service type on service advertising perceptions. Journal of Advertising, 31(2), 17-35.


30.	Day, G. S. (1971). Attitude change, media and word of mouth. Journal of Advertising Research, 11(6), 31-40.


31.	Dichter, E. (1966). How word-of-mouth advertising works. Harvard Business Review, 44(6), 147-166.


32.	Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of price, brand, and store information on buyers' product evaluations. Journal of Marketing Research, 28(3), 307-319.


33.	Eagly, A. H., Wood, W., & Chaiken, S. (1978). Journal of Personality and Social Psychology, 36(4), 424-435.


34.	Engel, J. F., Kegerreis, R. J., & Blackwell, R. D. (1969). Word-of-mouth communication by the innovator. Journal of Marketing, 33(3), 15-19.


35.	Fischer, E., Bristor, J., & Gainer, B. (1996). Creating or escaping community: An exploratory study of internet consumers' behavior. Advances in Consumer Research, 23, 178-182.


36.	Flynn, L. R., Goldsmith, R. E., & Eastman, J. K. (1996). Opinion leaders and opinion seekers: Two new measurement scales. Journal of the Academy of Marketing Science, 24(2), 137-147.


37.	Fogg, B. J., Marshall, J., Osipovich, A., Varma, C., Laraki, O., Fang, N., et al. (2000). Elements that affect web credibility: Early results from a self-report study. Conference on Human Factors in Computing Systems, April (1-6) ,287-288.


38.	Ford, G. T., Smith, D. B., & Swasy, J. L. (1988). An empirical test of the search, experience and credence attributes framework. Advances in Consumer Research, 15(1), 239-243.


39.	Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and measurement error. Journal of Marketing Research, 18(1), 39-50.


40.	Freiden, J. B. (1984). Advertising spokesperson effects: An examination of endorser type and gender on two audiences. Journal of Advertising Research, 24(5), 33-41.


41.	Friedman, H. H., & Friedman, L. (1979). Endorser effectiveness by product type. Journal of Advertising Research, 19(5), 63-71.


42.	Ghosh, S. (1999). Making business sense of the internet. The Entrepreneurial Venture, 101.


43.	Giffin, K. (1967). The contribution of studies of source credibility to a theory of interpersonal trust in the communication process. Psychological Bulletin, 68(2), 104-120.


44.	Girard, T., Silverblatt, R., & Korgaonkar, P. (2002). Influence of product class on preference for shopping on the internet. Journal of Computer-Mediated Communication, 8(1), 1-35.


45.	Godes, D., & Mayzlin, D. (2004). Using online conversations to study word-of-mouth communication. Marketing Science, 23(4), 545-560.


46.	Granitz, N. A., & Ward, J. C. (1996). Virtual community: A sociocognitive analysis. Advances in Consumer Research, 23, 161-166.


47.	Hagel III, J., & Armstrong, A. G. (1997). Net gain: Expanding markets through virtual communities. The McKinsey Quarterly, (1) , 23-34.


48.	Harcourt, W. (2001). World wide women and the web. Web.Studies: Rewiring Media Studies for the Digital Age, 150-158.


49.	Hass, R. G. 7. effects of source characteristics on cognitive responses and persuasion.


50.	Hawkins, D. I., Best, R. J., Coney, K. A., & Koch, E. C. (2007). Consumer behavior: Building marketing strategy McGraw-Hill/Irwin.


51.	Hawkins, S. D. (1999). What is credible information? Online(Weston, CT), 23(5), 86-89.


52.	Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic word-of-mouth via consumer-opinion platforms: What motivates consumers to articulate themselves on the internet? Journal of Interactive Marketing, 18(1), 38-52.


53.	Herr, P. M., Kardes, F. R., & Kim, J. (1991). Effects of word-of-mouth and product-attribute information on persuasion: An accessibility-diagnosticity perspective. Journal of Consumer Research, 17(4), 454.


54.	Horai, J., Naccari, N., & Fatoullah, E. (1974). The effects of expertise and physical attractiveness upon opinion agreement and liking. Sociometry, 601-606.


55.	Hovland, C. I., Janis, I. L., & Kelley, H. H. (1953). Communication and persuasion Yale University Press New Haven.


56.	Hovland, C. I., & Weiss, W. (1951). The influence of source credibility on communication effectiveness. Public Opinion Quarterly, 15(4), 635-650.


57.	HOVLAND, C. I., & MANDELL, W. (1952). An experimental comparison of conclusion-drawing by the communicator and by the audience. Journal of Abnormal Psychology, 47(3), 581-588.


58.	Jain, S. P., & Posavac, S. S. (2001). Prepurchase attribute verifiability, source credibility, and persuasion. Journal of Consumer Psychology, 11(3), 169-180.


59.	Joseph, W. B. (1982). The credibility of physically attractive communicators: A review. Journal of Advertising, 11(3), 15-24.


60.	Kahle, L. R., & Homer, P. M. (1985). Physical attractiveness of the celebrity endorser: A social adaptation perspective. Journal of Consumer Research, 11(4), 954-961.


61.	Kaiser, H. F., & Rice, J. (1974). Little jiffy, mark IV. Educational and Psychological Measurement, 34(1), 111.


62.	Kaiser, P. (1966). Contribution à l'étude de l'écologie des bactéries photosynthétiques. Ann Inst Pasteur (Paris), 111(6), 733-749.


63.	Katona, G., & Mueller, E. (1954). A study of purchase decisions. Consumer Behavior, 1, 30-87.


64.	Katz, E., & Lazarsfeld, P. F. (1955). Personal influence Free Pr.


65.	Kehoe C., J. Pitkow, K. Morton. Eighth WWW user survey., 1998, from http://www.cc.gatech.edu/gvu/user_ surveys/survey-1998


66.	Kiel, G. C., & Layton, R. A. (1981). Dimensions of consumer information seeking behavior. Journal of Marketing Research, 18(2), 233-239.


67.	Klein, L. R. (1998). Evaluating the potential of interactive media through a new lens: Search versus experience goods. Journal of Business Research, 41(3), 195-203.


68.	Korgaonkar, P., Silverblatt, R., & Girard, T. (2006). Online retailing, product classifications, and consumer preferences. Internet Research, 16(3), 267-288.


69.	Kwak, H., Zinkhan, G. M., & Pitt, L. F. (2001). Global and cultural perspectives on web-based chatting: An exploratory study. Asia Pacific Advances in Consumer Research, 4, 243-250.


70.	Lasswell, H. D. (1948). The structure and function of communication in society. The Communication of Ideas, 37-51.


71.	Lea, M., & Spears, R. (1995). Love at first byte? building personal relationships over computer networks. Under-Studied Relationships: Off the Beaten Track, 197-233.


72.	Litvin, S. W., Goldsmith, R. E., & Pan, B. (2008). Electronic word-of-mouth in hospitality and tourism management. Tourism Management, 29(3), 458-468.


73.	Maddux, J. E., & Rogers, R. W. (1980). Effects of source expertness, physical attractiveness, and supporting arguments on persuasion: A case of brains over beauty. Journal of Personality and Social Psychology, 39(2), 235-244.


74.	Maddux, J. E., & Rogers, R. W. (1980). Effects of source expertness, physical attractiveness, and supporting arguments on persuasion: A case of brains over beauty. Journal of Personality and Social Psychology, 39(2), 235-244.


75.	Mahajan, V., Muller, E., & Bass, F. M. (1990). New product diffusion models in marketing: A review and directions for research. The Journal of Marketing, 54(1), 1-26.


76.	Maxham, J. G., & Netemeyer, R. G. (2002). Modeling customer perceptions of complaint handling over time: The effects of perceived justice on satisfaction and intent. Journal of Retailing, 78(4), 239-252.


77.	McCroskey, J. C. (1966). Scales for the measurement of ethos. Speech Monographs, 33(1), 65-72.


78.	McGinnies, E., & Ward, C. D. (1980). Better liked than right: Trustworthiness and expertise as factors in credibility. Personality and Social Psychology Bulletin, 6(3), 467.


79.	McGuire, W. J. (1969). The nature of attitudes and attitude change. The Handbook of Social Psychology, 3, 136-314.


80.	McGuire, W. J. (1985). Attitudes and attitude change. Handbook of Social Psychology: Special Fields and Applications, 2, 233–346.


81.	Meysam, S. A. (2009). Study of planktonic morphotype of the abderaz formation at type section,IRAN. Nature Precedings,


82.	Miller, G., & Basehart, J. (1969). Source trustworthiness, opinionated statements, and response to persuasive communication. Speech Monographs, 36(1), 1-7.


83.	Mills, J., & Aronson, E. (1965). Opinion change as a function of the communicator's attractiveness and desire to influence. Journal of Personality and Social Psychology, 1(2), 173-177.


84.	Mills, J., & Harvey, J. (1972). Opinion change as a function of when information about the communicator is received and whether he is attractive or expert. Journal of Personality and Social Psychology, 21(1), 52-55.


85.	Muniz, J., A.M., & O'Guinn, T. C. (2001). Brand community. Journal of Consumer Research, 27(4), 412-432.


86.	Murray, K. B. (1991). A test of services marketing theory: Consumer information acquisition activities. The Journal of Marketing, 55(1), 10-25.


87.	Nelson, P. (1970). Information and consumer behavior. Journal of Political Economy, 78(2), 311.


88.	Nelson, P. (1974). Advertising as information. Journal of Political Economy, 82(4), 729.


89.	Nisbett, R. E., & Ross, L. (1980). Human inference: Strategies and shortcomings of social judgment Prentice Hall.


90.	Ohanian, R. (1990). Construction and validation of a scale to measure celebrity endorsers' perceived expertise, trustworthiness, and attractiveness. Journal of Advertising, 19(3), 39-52.


91.	Ohanian, R. (1991). The impact of celebrity spokespersons’ perceived image on consumers’ intention to purchase. Journal of Advertising Research, 31(1), 46-54.


92.	Olson, J. C. (1972). CUE UTILIZATION IN THE QUALITY PERCEPTION PROCESS: A COGNITIVE MODEL ANDAN EMPIRICAL TEST. ETD Collection for Purdue University,


93.	Ostrom, A., & Iacobucci, D. (1995). Consumer trade-offs and the evaluation of services. The Journal of Marketing, 59(1), 17-28.


94.	Parks, M. R., & Floyd, K. (1996). Making friends in cyberspace. The Journal of Communication, 46(1), 80-97.


95.	Pastore, M. Web remains a Man’s world outside US., 2000, from http://cyberatlas.internet.com/big_picture/demographics/article/0,1323,5901_409541,00.html


96.	Piirto, R. (1992). The influentials. American Demographics, 14(10), 30–38.


97.	Pitt, L. F., Berthon, P. R., Watson, R. T., & Zinkhan, G. M. (2002). The internet and the birth of real consumer power. Business Horizons, 45(4), 7-14.


98.	Pornpitakpan, C. (2004). The persuasiveness of source credibility: A critical review of five decades' evidence. Journal of Applied Social Psychology, 34(2), 243-281.


99.	Price, L. L., & Feick, L. F. (1984). The role of interpersonal sources in external search: An informational perspective. Advances in Consumer Research, 11(1), 250-255.


100.	Price, L. L., Feick, L. F., & Higie, R. A. (1989). Preference heterogeneity and coorientation as determinants of perceived informational influence. Journal of Business Research, 19(3), 227-242.


101.	Puto, C. P., & Wells, W. D. (1984). Informational and transformational advertising: The differential effects of time. Advances in Consumer Research, 11(1), 638-643.


102.	Rabjohn, N., Cheung, M. K., & Lee, K. O. (2008). Examining the perceived credibility of online opinions: information adoption in the online environment. Hawaii International Conference on System Sciences


103.	Reynolds, K. E., & Beatty, S. E. (1999). Customer benefits and company consequences of customer-salesperson relationships in retailing. Journal of Retailing, 75(1), 11-32.


104.	Richins, M. L. (1983). Negative word-of-mouth by dissatisfied consumers: A pilot study. The Journal of Marketing, 47(1), 68-78.


105.	Riva, G. (1999). Virtual reality as communication tool: A sociocognitive analysis. Presence, 8(4), 462-468.


106.	Rook, K. S. (1986). Encouraging preventive behavior for distant and proximal health threats: Effects of vivid versus abstract information. Journal of Gerontology, 41(4), 526.


107.	Ross, J. A. (1973). Influence of expert and peer upon negro mothers of low socioeconomic status. Journal of Social Psychology, 89(1), 79-84.


108.	Roy, W. G. (1997). Socializing capital: The rise of the large industrial corporation in america Princeton Univ Pr.


109.	Schiffman, L. G., & Kanuk, L. L. (2000). Consumer behavior, 7th.


110.	Shi, M. (2003). Social network-based discriminatory pricing strategy. Marketing Letters, 14(4), 239-256.


111.	Simons, H. W., Berkowitz, N. N., & Moyer, R. J. (1970). Similarity, credibility, and attitude change: A review and a theory. Psychological Bulletin, 73(1), 1-16.


112.	Solomon, M. R., Times, F., & Hall, P. (2006). Consumer behaviour: A european perspective Financial Times/Prentice Hall.


113.	Stigler, G. J. (1961). The economics of information. The Journal of Political Economy, 69(3), 213.


114.	Strauss, B. (2000). Using new media for customer interaction: A challenge for relationship marketing. Relationship Marketing: Gaining Competitive Advantage through Customer Satisfaction and Customer Retention, 3-27.


115.	Sweeney, J. C., Hausknecht, D., & Soutar, G. N. (2000). Cognitive dissonance after purchase: A multidimensional scale. Psychology and Marketing, 17(5), 369-385.


116.	Thompson, D. V., & Hamilton, R. W. (2006). The effects of information processing mode on consumers' responses to comparative advertising. Journal of Consumer Research, 32(4), 530-540.


117.	Tseng, S., & Fogg, B. J. (1999). Credibility and computing technology. Communications of the ACM, 42(5), 39-44.


118.	Valarie, A. Z., & Zeithaml, M. J. B. (2000). Services marketing: Integrating customer focus across the firm. Copyright by the McGraw-Hill Education,


119.	Vijayasarathy, L. R. (2002). Product characteristics and internet shopping intentions. Internet Research: Electronic Networking Applications and Policy, 12(5), 411-426.


120.	Wakefield, K. L., & Baker, J. (1998). Excitement at the mall: Determinants and effects on shopping response. Journal of Retailing, 74(4), 515-539.


121.	Walker, C. (1995). Word of mouth. American Demographics, 17(7), 38-44.


122.	Walther, J. B., Anderson, J. F., & Park, D. W. (1994). Interpersonal effects in computer-mediated interaction: A meta-analysis of social and antisocial communication. Communication Research, 21(4), 460.


123.	Ware, A. (1989). Charities and government Manchester University Press.


124.	Weathers D. et al. (2007) Assessing the relationships between e-tail success and product and Web site factors. Journal of Interactive Marketing, 20(2), 41-54.


125.	Weimann, G. (1994). The influentials: People who influence people State Univ of New York Pr.


126.	Westbrook, R. A. (1987). Product/Consumption-based affective responses. Journal of Marketing Research, 24, 258-270.


127.	Whitehead, J. L. (1968). Factors of source credibility. Quarterly Journal of Speech, 54(1), 59-63.


128.	Widgery, R. N., & Ruch, R. S. (1981). Beauty and the machiavellian. Communication Quarterly, 29, 297-301.


129.	Wilson, E. J., & Sherrell, D. L. (1993). Source effects in communication and persuasion research: A meta-analysis of effect size. Journal of the Academy of Marketing Science, 21(2), 101-112.


130.	Zinkhan, G. M., Kwak, H., Morrison, M., & Peters, C. O. (2003). Web-based chatting: Consumer communication in cyberspace. Journal of Consumer Psychology, 13(1/2), 17-27.



	指導教授	
      	  謝依靜(Yi-Ching Hsieh)
      	 	審核日期	2009-7-4
	推文	
      	  [image: ]facebook   [image: ]plurk   [image: ]twitter   [image: ]funp   [image: ]google   [image: ]live   [image: ]udn   [image: ]HD   [image: ]myshare   [image: ]reddit   [image: ]netvibes   [image: ]friend   [image: ]youpush   [image: ]delicious   [image: ]baidu   
      	 
	網路書籤	
      	  [image: ]Google bookmarks   [image: ]del.icio.us   [image: ]hemidemi   [image: ]myshare   
      	 


  

  











若有論文相關問題，請聯絡國立中央大學圖書館推廣服務組 TEL:(03)422-7151轉57407，或E-mail聯絡
	       - 隱私權政策聲明



	
