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The influence of Message Sources on
Credibility of electronic Word of Mouth:
An Empirical Study on China's Sina-
Weibo

SU Wen

The purpose of this paper is to examine the influence of message
sources on the credibility of electronic word of mouth. Data were collected via
internet questionnaires, and 194 effective samples were collected to verify the
hypotheses of this study.

Through three empirical studies on China's Sina-Weibo, We found
out which message sources are most trusted by customers. We also used the
elaboration likelihood model to examine the change of credibility of eWOM
with trustworthy source cues or not. In addition, we investigated the extent of
the effect from source trustworthiness, as well as professional and familiarity of
source.

abstract

Based on our survey, we found that message source has significant
impact on the credibility of electronic word of mouth. According to the results
of this paper, we discussed the implications for research and practice.

Keywords: word of mouth, Sina Weibo, message source, credibility,
trustworthy, ELM model

The Journal of International Media, Communication, and Tourism Studies No.16[ ] 0 8 5

uspm NS I -



Uap\ NS I O

go0ooooooooOobooobotboboof0dl —ooooooooOoOoOOO0OODOOO—

1DDDDD

oo0oooooooooOooDOoboOOobOoboboooooooboOon
0oooooooooooooooooooboooobobooooo
0o00b0o0oOO0o0oooooooboooooDooooooooboboo
U O IDCO Internet data center] 0 20070 D 0 0000000 OOOOOO0O
ooooooobooob0ooobooobooboooboooboo
goboo0bO000ooO0ooDooooooooDooOoooooDoboDoon
O0000boO0ooooOOobOoOooOOoobObOoboboobOooooooono
oooooobooooboooooobooboboooboboooooooo
0o0000oboOOooODO0oDO0obOO00oDOOobOoOoboOoOobOOooDOoooboooDag
00000oD0ooooooooooooo

goggzoo60 0 0000000000000 Social MediaB"0 00000
000000 CGMO Consumer Generated MediaZ3" 0 0 000000 O0O0DO0O
00000oo0oooooooooooooooooobooooooon
00oooboobooooooboooooobooobbooooooo
Jo0ooooo0o0b0oo0oooobooooDooboooooOoooon
0o0o00o0bo0ooobooooooooooooboooooboooon
ooobooob0obobbooobooooboooDooboobobooooon
ooooooooooooo
oo0o0o0ooOoooOoObOOoo0ooooOoOobO0o00o0o0oooooboooboooDo
0ooooooooboobooO0ogoz200000000000003%C0
0oo00ddoooooooooobooooDooDoboooooooooo
0o0o0oooobobooooobooobOooooooooooooooog
goboooooobooobooobooobooobobobooboooon
0000odooobooooooooboobooooao
o0o0o00o0oOooOooOooboooooobobooooboooooooo
ooooobobooboooooooboboooboooboooooboobo
000D000DO0O000oo00ooobobOoo0oo0oboO0oOooooDooon
00o0o0ooooooooDoobOo0oooOoooooboooboooooon
00Mm~000o000o0ooooooooooo2o12020280000300
00O00oooOoo@" 0000000 obODo0ooo00obObo0oo0obO0ooom O
000000o0ooooDOoboooooooooooDoooooooooon
0ooob0ooooboobooooooooooooboooobooobo
ooboooa
oo00booooooobbOobOobobOOoooooboooobooboogao
ooobooboobooobooboooobooboobooooooboboooon
0oo0ooooooob00m@oobd0oobooooooooooooa
0000000000000 boooooooooooooO

086] 0000DO0O0DOO0ONOO0ODOO Nol6

10 SNSOOOooooooooooo
gooooopoooooooo
gooooooooooooo
gooooooooooomo
oomoooo

»20 0000000 DOO0OO0DO0
goooooooobooooo
goooooooooooo
goooooooomoooo
ooooo

»30 0OoOoooooosenonon
oooooooooooon?
pgoon oo OooOoOoo
goooo

»40 D O0O0O00O0O0ODO0OO0O0OmOO
gooooOoOooooomoo
gooooooooooooo
gooooooooooooo
ooo

»50000002012050160000
ooooooo30o0o



gobooobooooobboobobbbbn, 2009 0, 201000000
oboboooboboobooboooobbobooobboobooobobo
gbobooooooboog

2DDDDD

goboboboboobbbboooboboooooboobobobooon
goobooobboooboobobobooboo

2010 000000000000
Mobooooboobboboobooooobooobobooobooobbon
gooobobbooboobboobooboddwoM Word-of-Mouth[
gobooooboooooboobobobooooooobbooooooomao
gooooooooboooAmdd 19670000000 000O0DOOOODOO
gbooobooboboobobboboobooobbooobooboooo
goooobobooooooobooboobooooo
gooooboboboobobboobooobboooobbobobobo
gbobooboobbooobmobooobooobbbboDD (Buttle 19980
gobboooobobobobooobooboobbboooboooobo
UboooooooooooboobooobobbDOD Helm & Schidi 19980
gobobobooboboooooobobooooboooobooboooon
gboboooooobobobooboboobboboboboobooon
gbboooooooooooobobooo
goboboooboboooobooboobobobooboooboboobo
gobooboboobobobooboboboooboboooooooobb
gboooboooboobooooboon

20200 000000000000
oooboooooooboooooooboooooooooooobooon
gobooobobobooobooboooboboooooooooooon
goboobboooobbobobbooobooooooo
gooomoobbooooooboobooobooooooobooboo
goboobooooooboobooooboboboooobobbobobo
goooomoooobooboobobbbooouboobobd Theory
of Reasoned Action[] 0 [0 O [0 O Fishbein & Ajzend 1977000000000
goboooobobboobobbooboobobbboooooboon
gbooobobouobooooobooboboboooooooooooon
gboooboboboooobobooboobboooooboooooogoo
gbobobobobooooobooboobbobbobobobobbo

The Journal of International Media, Communication, and Tourism Studies No.16[] 0 8 7

uspm NS I o



Uap\ NS I O

go0ooooooooOobooobotboboof0dl —ooooooooOoOoOOO0OODOOO—

goooooogoooboobobobobooboooobooboog
ooobbobooooboooooooboobobobooobooooboboon
gobooobbboboboooboobbobooboobboboooobo
gobooboouboooooooooooboobon

OO0OOResend 2000000 0000000OOOOOODOODOODOOODOO
goboobobooooobobooboboooooooboboboon
googboooboobobobooooooboboobooooobobobb
gobooobooboobboooboobooboobooboooooboobo
gbobobooboodbobobooooboobooooooobboo
gooobobbooobobbobooboooobooobboooooon
gooboooooboooboobobooboobobooboboobobooo
gboobgoboboboobobobboobobooobooooboobo
gboooobogooobobobooboboobbooboboooboobooog
Uooooboooooobooo,z003; 00,2007 000000000000
gobgoooooobooboogobooboobobobooboboooon
gbboobooooooobooobboboobobobooboogoon
oooooooooo

2030 0000000000000 0000D000
oooobooobooboboobobboobbooboooboboobooob
gbobooobobooooooobbbbobbooooobooooobooon
gbooboobobooooooooboboooooobboobobooooon
goboooooooobobooboooobbooboobooooboo
goboboooouoooboboobooooboboboooobooobon
gboboooooobooboboouoboobooooooobooooooDo
gooobooboboooboooboboboobobobobooooooo
gobbboobooboobobooboooboobobobooboooobogoo
gooooooboooobooboboooobooboobbooboobog
ooooooobooobooooboobooboboooooboog, 2006 O
gooobooooobbouoooooboooboobboooobooboooon,
2010 0o0ogoooooboboboboooooboooboooooon
ooooogd
gbboooboooooooooobooboobobooooobooboon
00000 Ye & Emurian, 20050 00 0000000000000 0O0O0O0O
gooobooooobooooooooooooooooooboooooo
gopoooobogoo,z2ooMiboodboogoonoboobooooboooooo
gooobobooooobobobobobobooobooboboobobon
gaooe 000000 0OD00ODOODO0O0ODODOODODODODOODOODODOOO
OO0ODOReliabilityD DD OO0O0O000OO0O0OO000O0O0O0O0O0OOOODOOOO
goboooobooboboobbboouoobbolO TrustworthinessU O [
goboobooboboooobboooo0oobooooobooooboooo
U000 CredibilitylO00 0000000 0O0O0ODOOOOODOODODOOOOO

088]0000D0O0DNOO0DNOOONDOO No.l6



O00D00000OFoged 19970 0000 M Credibilityl DO O DO OO0
O Trustworthiness O O Expertisell 0D 0 0000000000 0O0OODOO0O0O
O Trustworthinessl D 0 0 00000000000 0OODOOOOOOOOOO
OOMExpertisel D 00000000000 DOO0ODOOOOOO0OODOOOO
ogooooobOO0oobOOoooOooOO0obDoooooDoOooobooooooD
UCredibilityl 0000000000 O0DOO0ODOOODODODODO TrustworthinessU [
oooooooo

SDDDDDDDDDDDD

gooboboooooboooooobooooobobobooobbooooon

gobooboboboooobooobooooobbbblobooooboo

gobobobooooboooooobob20b00booobobobobooon
goboooboooboo0ooboooobosooooboboboooooooooo

gooboobobooobboobbobooobobboooboobobooooDo

gooooooboooboboooboo

3010 00000000000000000
gooogbooboobooobobooboboooboooobboogon
ooooboobbboooooooobooboooo
goboobooboooobooobobooboobooboobooon
gbooobooooobooboboobooboobooboboooaono
gbobooobooobobooooboooboboooooboooogoo
O Blackwell et al., 2001; Sheth & Mittal, 20040 0 00 000000000
goboobooboboboooboboboboboooboboboboboon
goboobooboooobobobobooobboobooobobob
0" 000000000000oooooogoooooooooDOoogo
goboobooooooboboobobg, 2009 O, 201000000000
oboboboobbooooooboooobbooobbooobooooo
gboboboooooooooobobooobobooobbooooo
ggooooooboooooooooobboooobooooboobobooobo
gbooob0ooboobooooooboobooooooboooboobboobooo
gooooooo
UH1-10O0o4O0oOoooooooooooooooooobooooooon
obobooooboobobooooobobooooboobbooboobon
UH1-20000000000000000000000OOO00000O000
gboboooboooboooobuoboooobooboboobobbon
OH1-30O0ODDOO0O0o0oboooboooooobbooboooobooon
gbboboobooooooobobobobbobooboboboo

» 60 Sheth, J. N., Mittal, B. (2004),
pp487

»7/0 O00O000DOO0O00DO0OO
pooooooooooooo
ODooooooooiboooo
goooooooooomoo
oooz2007000000000

The Journal of International Media, Communication, and Tourism Studies No.16[ ] 0 8 9

uspm NS I o



Uap\ NS I O

go0ooooooooOobooobotboboof0dl —ooooooooOoOoOOO0OODOOO—

OH14O00000008MO00000DOODOODOO0ODOO0OO0O0OO0O0O0D
obbooo0o0o0ooooobobooobbobobbbooboboboo

UH1-s00 0000000 boboboobooooobboooboon
goboogoooooboboooboooooougoboobogon
OHl-eODOOODODOOOoooboboboobooooobbooboooo
goboooooooobobooobooooooubooboogooo
gboomooobboooobboooobouooobooooboooobooo
ooobooobobboooobobobbooooboobooboobo
gobboooooooboooooobooboboooboboboobo
goooobobooooooobbooobooboooooobooog,
20100000 boobooboooboooobooboobbobooobo
O0000o0Oo0oOooOopDoooobDOoUooooDoOOodOoOossgood
gbobogobgobooboobooboboobobooboooboobooboboboobog
oooooboooboobobooobooooooboooooooooo
gobooobboobooooboooooboobooobooobon
gooooooooooobobbon
gboo0oooooooobooobbobooboosonbooooooo
o000do0oOdooooooooooooo™moooooooooooo
goooooobbbobobobboooooobboboooooooooo
ooooboooooobo, 2004, 000,2010;0,20100000000¢O
gboboobobooboboooboobbobobbooooooooogon
gooogooo
goobboo0omoboooboob0oobooobboooom2o005dd
giggboboobobooboboobbooobobooobobooboo
gbobobooobooboobobbooooboz2nbbogobboooog
gooobbooobooboboboboooobbboboobboooooobboooo

» 0JM00000000b00oobDboo

oo gooo
doooooooooooon goooooooa
gobobobooooooooboob |joboboboboobooodg
gobobobooooogo gooboboboooobooog
gooboboooooogooboobob |oboobooodg

gogzoeosooboooooog

m J2000000000000

oo gooo goooo
gboboobd gbobooboboooooon
gooboood
0ooooooo gboboboboob gboobooboboooooon
gbobobo gboooooooog

UH2- 10000000000 bb00oboooooobooobooboo

0900 00000000000 000000 Nol6

»3000000MmOnonnonoo
jooooooooop,RoOn
00000O0D0oO0O0DOoOn
0000000 0O0o0DoOn
gglo0o0o0o00oooog
00000000 mMmOo0mo
00000000000 oo
0000000 0O00DOo0O0On
ooooooDoo

»90 00000000000 DOO
poooOoOooooooooo
oo000o0o0oo0o0ooo0o0ooooo
poooooboooooooo
oooooOoooooooooo
00o000ooo0ooooooboono
go0ooOooooooooboooo

» 100 0 O O OHovland, C. 1. and W. Weiss
(1951), The influence of source
credibility on communication
effectiveness.



»1100000000000020000
pp106-168

»12000000000000000
gooooooooooooo
goooooooooooono
oooooooooooo

>130 000000000 oo0mo
goooooooooomoo

UHz220000000000000000000000OO0000O0000O0
OH2-30 0000000000000 000booboboob0onDon

302000000000000000000D000
ooooboobooobobooboobbooobooooobooobooon
gooboooooboobobboooboboobboboooooboboooo
gbbodobboooooooobooooooob,2o04mbboboon
gooobgobooboobooboboboboobobooobooboboo
gbobooobooboooobooooboboboboooboooboon
god

O0oo0obOo0obobOoboboobooogoboeeon 00000019600
gobobogmooooooooooooboobooobboobobon
000000 Erikson, E. H., 196300 19800 0 0 OO0 O00O0O0OOOODO
gbboooboooooooboobobooooobbobooooboboo
goog,z0000000000000D0OO0Petty & Cacioppold 1986al]
Uoodo0oobodbodbOELMO OO O Elaboration Likelihood Modell
oobooooobooboobobobooboooboooooooDoboOon
goooooooo

= 010000000000

ood
v
od
gooooo ooo
ooo
v
v
oooooo IO > e
' oooomao
v
ooo
oooomao oooooo
v

v

oo

uspm NS I o

00 0O O Petty & Cacioppold 1986b0 000 0 0O OO

gooboboboowmmoboooooobooobooboobobooon
gobobooboouobobooobbogboooobobboobooboogyg
gooooobooooboooooboboobooboboooboobobo
000000000000 000ODOElaboration LikelihoodD O OO OO
gbooobobooboooobobobbobooboobbooboooogn
oooOooooobOoOooObOoooOo®"mooobObObOoObO0obogoooooo
goboboobooobobooobobobooooooboooooooboo

The Journal of International Media, Communication, and Tourism Studies No.16[ ] 09 1



Uap\ NS I O

go0ooooooooOobooobotboboof0dl —ooooooooOoOoOOO0OODOOO—

gobooobobobobbobobobEMODOO0O0OD0O00O0ODO0O0O0O0
ooboboooboooobooboobobbooobobooboooooobo
goooboobooooobooboboEIMODOODOOoOOooDoDDDD
goobooboobooobooooo

gooboooboboELMOOUOODOO0OObDOOOOoOobOOoooobon
goboooobobooboobbbboooboooobboboEeELMODUODOOO
U0OPetyd 20080 00000000000 O0O0OODOOODOOODOOOO
gooboobobobobooooooboobobOooooogbobooobobo
gooooopoobobbboodobdboELIMOODOODOOODD2000000

goooobooooooboooobobgbogobobooobooboooon

oboooooboobbboboboooo
gbobooboooboobooboooobooboooboobooooo
goopooboobooboobooboooboooobobooooooo
O0OLavine 19990 00000000000 O0ODOOO0OOOOODOOOO
gobboobbooooboobobooboooboobobobooboooon
gboobgooooboboobbooooboobooboobooooobon
oboobooobobooobobobobbooboboobooboooooobo
0ooobooooobooougibioddddl Doney & Canon, 1997,
Sirfeshmukh et al., 20020 0000 0000000000000 0O000O0O0O
oobooobooboobooooobboooboooooboooo
gobooboboobobobobbobobboobooboooboooobooon
gobogobbooboobooobooboboooboobooobooooon
goobooobb0ooooboooEMOObOobOoooDoboobooooo
UELMOOOO0ODOOO0OOO0ODOODOOOOgg
UHs-100O0O00ODO0o00ooboobooobboboooooooboooon
oboooooboboobboOoooboboboobooboobboooboboboobooo
goooboooooooboo

UHs-20 0000000000000 bO000booooooouooon
gbooboooobooooboboboobbooobobobobbooobo
gooboooooboogd

3030 0000000000000 b0DbD00
googobooobooboboobooboooobobboooobboboooo
gobboobboooboboobobobO0bO0O0Expertisel 00000
gbobobobooobobooboobbooboobobobobobo
gobooobboboobobobbbobbooooboooboboobon
000000000 Hovland & Weiss, 1951; Cohen, 19640 00000000
ooooboooboboooooboboobbboobooobooboobobo
gboooooboboooobbobobbbbooboobbOU Briggs,
2002; 00O, 2005; O, 2009 0000000000000 0O0O0O0O0O0OO
gboo0ooboooooboboooooooooboboobooboboboo
oooOoOoOOoOoooooooooooooo, 20090347

0920 00000000000000000 No.16

» 140 0 0 0 0 2009000 pp.80-94



»15000000000000000
pooooomoomooo
pooooooooooooo
oooooo10o0o0o0o00

gboobbobobbooboobodSmilarityd 000000000000
0000000000b00b00ob0O0b0o0gbDbdBrembeck & Howell,
1952; Minnick & Wayne, 19570 0 0 0000000000 0O0O00O0ODOOO
goooboobooobbboooooobobboooboonboon

00,2007, 0,2007; 00,2000 00 M O0000OO00000O00O000C0O
Ubob0booo0oooboooooogbDD Brown & Reingen] 198701 0 U

gboboobooboobbobobooooooooobooooboobbobogn
goooboobboboooboooobooobbbooobooobbooo
goooooboobboobooobooboboboooboooooooo
ggobobooooooboobobooboobooobobbobobboboooon
oobooobbboooooboobobobobboooooooboo
U TrustworthinessU D D00 0000000000000 00O0DO0OO0OOO
gboooooobooobboooboooobobboooboboon
gooooobboooboobono

UH4-10 000000000 oobooooooooooboooooo
UH4-200000000000000000O000000O0O000

OH4-30 000000000000 00bobooooooooo

UH4-40 00000000 DOODO0O0OO0OO0DbOObOobOOon
UH4-500000000000000000000000D0

s J20000000000000

Similarity ooooDoooo
b H4-1
H4-4 Credlblllty
) H4-3
Trustworthiness goooooo gooooooo

H4-5
s HA4-2

Expertness goooooa

goooooboooboobooboobooboooooboooboogoon
gboboooobobobobobooboobooooboobooboooo
000000000oOOOo0OoOooOo®*™O0oO0oO0OoDooOoo20120600
grooooobbobooogg

The Journal of International Media, Communication, and Tourism Studies No.16[ ] 09 3

uspm NS I o



Uap\ NS I O

go0ooooooooOobooobotboboof0dl —ooooooooOoOoOOO0OODOOO—

gbooboobboboooboboobobooooboooboboobobobooon
ooobooooooooboobooobobooboooobobobooooob
gobooobboobobilboobooooobbooooo20000oo
4000000000000 000000O00000DO0O0
gboboooolgoboboooboobboooobooboooooooo
gomoooobooboooooomouboooooomooooobn
gbobboodpnooboboobobobooonooooooooongn
ooboooo0muoobbobobooobobobboboooosboooon
gwegooo00odooooooooO0oooooodooooDooooooo
goobooboooooooooboboooooboobooobsbboonboon
goboooobbboomobooboboboooboobobbooooom o
gbboooboooboooooooboooboboobobobomoooobo
goobbooooogoboboooooobooooomooooooboobb
gbooboboobooooboobooooboobooobosoboboooobon
gogoon
gboz2000bo0ooobooboobooooboobooobooobon
go0o0o0odoobOoooooooooopopoooooooOoOov"™Dooo
ggopooobboboooobbooooooboomuoboobooboooo
gbooooboobooooobuoboboboobooboboooon
oobooobooobbobobobooooobobooooobbooobon
googsguobnbboobobooooooboobobooooxgbon
ggbooobooooboooooobon

= 030003000000000

oooo goooooon
El [ODO00000O0OO00DOOO0OODOOOO0DbOOO
g E2 (000000000DOOO0DOO0O0OOOD
E E3 (00000000000 O0O0ODOOO0ODOO
g U 00 0O U Bansal & Voyer, 2000
g S1 |D0000oooobooobboooooo
g S2 |\D000O0O0O0DOOO0OobOOoOooooog
E S8 |D000OO000DbOOoOoooooooobooo
0 0O 0 0O U Bansal & Voyer, 2000
Tl |DO0000OCO0OOOOOODOOO0OD
g E T2 (0000000 O00DOOOO0DOOO0OO0ODOOO
g O T3 |0000000O00ODOOCO0ODOO
U 0O 0 0O O Mayer, Davis & Schoorman 1995
Cl |[DO0O0Ooooooon
g E C2 [D0O0O0O0OOOoOoDO
g 0 C3 |DO0O0DOODOO
0 0O 0O O O Mayer, Davis & Schoorman 1995

gobsooooboooooobooooobooobooboooboobo

0940 00000000000 000000 No.l6

>0 0000500000000
gooomioooooooon
0oo00ooooooos5000
gomoooooooooo
gooooooooobooooo
goooooooono

»17000000000000000
gooooooooooooo
gooooopoooooooo
gobooooo



»180 0000060000000 O
oooooze0c0o00nDoo
oooooeDDOOOODO
pooooooooooooo
oooooooo

gobboobooboobooooboooboobooooooboobobo
goobooboooooboooobooobooboboooobboooobo
gbooooobooooobobooboobboboobobooooooo
gbobogoosboogbooobouboboboobobobiobon
gooobooboobo7wboooooooooogwbooobooobooooo

5DDDDDDDD

gbobboobbooboboboobooobooooooboboobo
g00bO0ooboboo0odgbDOOIBM SPSS Statistics 190 0 0 [

gbooo0o0oobooob0ooboooboboobobobobooooonbno4
gooOooooooooyyiogoosooooggooooooooo
0 100 800 4.10 (T200 16000 82.501 (IB00 210001 10.80 [(T400 40001 2.10 [MJ
so00100050MO0O0000080DO4590MMOO105005410M0
gobooooobi,sgosi4dmon3ebbi8ebmiionoogn
gopbilo300s310Mmb0dn7e0039.20 MO0 0O1BOOYO 00000

5010001000 booobuooobbooon
00000000100000000000000000000000400
00000000000000000a000.80000000000000
0000000000000000000000000000000000
0ooooo

= 0400000001940

oooo o
gbobobooooobogoon 885

Hoo gbooboboboooooooboon 837
gbobooboo gboobooboboooooon 863

gooobowwoooooobobobobwmobboobboboboon
bmobooooboobooboooooooboobooboooooobo
oboobooo44vy9520 0000000000000 DOOODbODODDODOO
obb414/952000003894/9720 00000000000 0O0O0OODO
Uo0Moooobogas73/.75000 0 0038.68.783UI10 00 00U 3.66/.9690
gboooooboboooboboboobobboboobbasssiend
goboooobobobooobobobooobbbooooboboobobo
gboobooobboooboobogoooobobooobooobon
gbooboooooooombooooboooboboboooboobon
gboboobomobooboboooobooobooboobooobooon

The Journal of International Media, Communication, and Tourism Studies No.16[ ] 095

uspm NS I o



USM NS I S|

go0ooooooooOobooobotboboof0dl —ooooooooOoOoOOO0OODOOO—

goooooooboooogo

m O050000000000000000t00

oo od ooo (ooooooy ooo (ooooo oo
to 175 2.16 2.79 481 711 10.02
D D n.s. * *% *kk *kk *kk

gbobo=oi0oboboo=<oooobooosbobobobodnstdbd

gobobobooboodobooboboobobooobobooobo
gboooobbobooboboboobosgbbooomoboooon
gbooooobooooboobooooooooboobobbboooon
gbooboooboboboobibooobboooobboboobooboooo
gbobobooooooobooobobobooooooboboboon
ooboooboobooooooobbbboboboooobbooobobo
goooooobooooooo

goobbooobobboooobooboobywboboboboobob
goooboob0oboobooobobobobobooobobooobobbboobo
gobobobooooooboesbobboobowwooobooooon
gbogoobgooboboobozooboobobooboobooobooon
oboboooobooobbboboboboobobobboobobooobob
goodboooooooobboobooooooooboooobbooors
ggouooobobooooooboooooooooooobooboobobobb

orPJoo0@ogoboo0oob00ogooooooooobooouooobooo

goboooboobobbbobobobooboobooboobboobooboobooo
gboobobimoboobooobbooobobooobooobobon
goboooooboobooooooleboobbboobbbbboooo
goooooooo

m J6000000DODOO0O0O0OO0OOO0O00O0

goooo o0 000 (0ooooo| Oobo oo oo
0 goo1 3.66 3.68 3.73 3.94 414 441
0 gooz 3.36 341 342 3.69 3.98 415

goooon 0.3 0.27 031 0.25 0.16 0.26

m J70000000C0O00ODOOCDOCOWO

oo oo oo (obooooo| ooo |bobooo oo

td 5.064 4.397 5.635 4921 2.583 4.608

D D *kk *kk *kk *kk * *kk

gooo==oi1000booboo*xobooogoooxsuooooo

096] 0000D0O0DOO0DOO0OOO0O No.l6

1900 000 0pd0.0s00 000
000 pd0.01



»2000 000000000156
03.97-2.41010 1.320 3.82-2.500

oooo

9000 000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000

m 08000000000 00O00ODOCOCOCOLOO

M 3.58 314 381
SD 766 111 117
M 27 2.78 243
SD 785 848 787
O 0.88 0.36 138

= 0900000000t00

td 19.00%* 4.70%** 18.37**

goooox=o1000D00O0O0OxMO0OD0OO0OOx 000000

goboooboooooobobvmoooooboogoooooboboooooboo
gboboobooooboboboboouoboooobooboobooobso
odbooooooboobooobboobooboow3sgoooooooon
gdbooooogoooooooossunonooooooooboooonodt
gboobooobogoooboooooboboooooobobobognog
ooooooooooooooooboboobOooboooooooobooobon
g20booobooooboooooboovmoonboooooooon
gooooobooboooboobooboobbooobbobobooon
ooooooobobooobooboooo

502000200000000000000
00000000000000000x00000000000000000
00000000000000000000000300000000000
0000000000000000000000000000000000
0000000000000000000000000000000000
0000000000000000000*000000000000000
0000000000000000000000000000000000
0000000000000000000000000000000000
0000000000000000000000000000000000
D000O0OELMOO0000000000000000000

The Journal of International Media, Communication, and Tourism Studies No.16[ ] 09 7

Usp\ NS I o B



go0ooooooooOobooobotboboof0dl —ooooooooOoOoOOO0OODOOO—

m 030000000000 000DO0O0OOxO00O0O

4B [ree oo neneceneeseeecn e

25
241
2
oooo oooo
- 0000004 -#a- 0000000

m J0000000OO0O0O000O0OODOtOO

oo (o00ooo oo ooooo oo tO gooo
1 oo oo oo g 23.68** .000
2 oo oo oo od 21.58** .000
3 gao go * gao o 2.87% .005
4 gao go gao o 2.22* 028

goooox=oil000oDo0o0oO=xOo0bOo0oOooxsgoooog

gboobooboobwbhoobgobiooobboooobooboon
gbooooobooobobboboboobboobboooooobogbobo
gooooboobobobbbobobbobobbooboboboobonoboobO
gooooooobodooooboobooobobobooobooobobon
gobobooboboobooboooobowobbobooobobooooo
goobooooboobooobooELMOOgooooobosoinoogs3
g20bgooooobobooobobobobooooboogoooboboooo
gbbobooooooboobobobooboobobobobobobobo
oobooooobooboooooobbooo
gooooobobobooboboooobooboboboboboon
gboboboooooooobooboboboobboooobbbobobo
goooooooooooobbobobboooobooboobbooboobb
gbobooobooboooboboobobobooooooobooooDo
gobobooboooooobbobooboooobooooooobooon
goooooboboboooooboboboboboboobooboobobo
gboooooboobboobooboboboobboooboooooon
god

Uap\ NS I O

098] 0000000 DNO0DNO0O0O0O0 Nol6



5030 0030b0b0b0bobobobobon
00000000000000000000000000000000000
0000000000000000000010000000000000
000000000080 0000000000000000000000
0000000000000000000000000000

= 01MO000000000000000001940

oooo oooooo OoooboO00aOO
gbobobo 3 892
gogoo gooboobo 3 870
goobobo 3 928
gogo goboooooo 3 859

gboooboobooboooboobbooboobooboobooooo
gboboboboboobooobooobboboboobobddy
gooloooOoOobOo0obOoob0obDoobobOoobooxuobobo
UOxOO00OMMDODOxOoOooooooooobooobooodrs8ur3su a2y
gobodboboobobobooboobooxooooobooxbgooDoo
Ub0OxOOOooobOobOooobobono.7o40.7040.6800 00000
gooobobobobboooooboooooooobooobooobo
goooooo
goooboobooboobooboobbbooobooboobboobbobobooo
gboobooboobboobooboboobobooboooboooo
gbobooobooboooobobobboboooboboooboobooooon
goooooooogoo
gbhizbggobooobobooobooboobbobooboboboobo
gb.4910419000000000000000000O00DOO0ODO0OOO0O0O0O
gobobboobobooboboobooboooooooooboobooobobo
gooopoooobobboobobooboboboobbooboobogoo
gbogboboobboobooooooobooboooboobooboon
ooooobobo0ooobooobbboboboooboobbo40400D
4050000000

m 012000000000D0000000CCOO

oooo gooo gooog obobooog
oood 704 213 491
oood 680 261 419

The Journal of International Media, Communication, and Tourism Studies No.16[ ] 099

uspm NS I o



Uap\ NS I O

go0ooooooooOobooobotboboof0dl —ooooooooOoOoOOO0OODOOO—

m 040000000000

ooooooDo
4337
R0 72700
155
ooooooDo gooooood
.329°00
ooooooo

goooooobobobooobooboooooboboooboboboo
gboobobobbooobobbobobbo4sobobooooboboo
OO0OooopoooOoDooorObOO470000000RMODOO.MI800O0
goobooobooobobobobobbooooooooorFOboalnb
gboobooogbobobooobooboooboboobooooooo
goboboboboobobooobooooooobobooboooooooon
oooobooboboooo72bbooooboobooboboboob
gobdboo43stboooooboooboboboobbos29moon
gobbooboobogasstboouooomooboobooooobon
ooboooooooboy3smuonoooooonon.eyoooooooon
goboobbobooobboooob4b100b402000000403000
goon
goobooobooboobobbooboobobooboboooDoboobo
gboboobooboboooboooobobooboobobooobobo
gboooobooooooboooboboooooboooooboooo

697700

7397

GDDDDD

bbb oobooomoooobbobobobooboboboboooo
gbobooobooboboobobooobooboooooooooooDo
gboboboooboobooboboooooobbobooooboobobo
gbooboooobobooboooboooboobobooboooobobooo
gbooboobobooobobooooobobboboooboobooboobo
gbogbooooooobobooooboboboboooobobboboog
oooooboobooboobooobboobobbooobboooboooobo
goboobbbooooooboobooobbobooboboooon

1000 00000000000000000 No.16



»21000000000000D000
gooooomomoomo
ooOoooooo

»200000M0000000MmO
00o0000147000000
00Do0000%000000
000oo0oooooDOoZED
0000O0000000000
0oooooOoOoOnooOoOon
2011040240 0000000
ooooooo

gbooooogooobooobboooboboooobboogooboon
ooooooboobbbbooboooobobbobooobobooobbooog
goboobbooboboobboobooboboboobooooboboobo
gbooooooooboboooobobooobbboooooboboboon
gobobobobobboboboooooboobobooboooooboobooboo
gboboobobooobooooobobboboboboboooooon
gboboboooboobboooobooobobooobooboooboboobn
obobooobooboobooobooooboobbooobobboobooboo
gboooooboobobobooooboboboobobboboobobo
goboooboooobooooboobooobooboooooo
goooooooboobboobobobooobooboooobooboooo
gooon
goiooooboooobooboobooooobbooobobooboobon
gooobbboooobobboooboboobooboobbooboob
gO0oO0oO0DmOoCcOoooUOoOoDOOoOoDOOUDOOOooOoDOo=2egUOO
goboboboobooooooooboboobooooboobooon
0oo00=2go0000doooooooooooooggogooog
goboboobobboboobooooboooooboobooobobooooo
goobgooooboobobbbobobooooboobooooobob
ooooobooboboooboobooobooboobooooboobo
gbobooboobooooooboooboobooooobooooooo
gboboogoooobboobooooooooboboooboooooo
oobobobooobooobooooobobbooboobooooboooo
goobooboooooboobobbooooboboooooooooobobo
gbooobooogobooboboobooobobooooboooogn
oobooon
goz20googoooboboboobuobboobooboboooooo
goooooboooboboboobooboooobooooooooboobobobo
gbooooooobboobobbooboooobooooooooooooo
gobbooboobbooboboboobooboobobbobbobobooboon
gboggbgoboobobooboooooooooobooobooooboon
gobooooooobobbooboooooobooooooboooboooo
gboooboobooboobooobooboboboobooboooobo
ggooboobooomoogooobbooobboobobboobo
oboobooooboooobooboobooboobobooobooboooobo
gopooooooboooooobobouobbooobooooooooboon
gboboooboooboooooubbobooooboobooobooobb
gobooobbooboobooboboooooooobobobooooboo
gobooboboooobobooooooomobooobobobobooo
goog
gosooobooobooobobooooobboobobooobobooo
gboobobobobbooooobooobobobooooboobbobo

The Journal of International Media, Communication, and Tourism Studies No.16[] 10 1

uspm NS I o



Uap\ NS I O

go0ooooooooOobooobotboboof0dl —ooooooooOoOoOOO0OODOOO—

gbobobobooooboboooooooboooboooboobboooo
gooooobooboooooboboobooboooobooobooboboo
goboboboooooooobbobooboobobooobooooooDoon
gooboobboobooboomoobooooobmoooooo
goooooooooooxpoooobObO00obobobOoboOooboboboo
gd

gbogogobooooobobbobooobobbobooooo
goo@mob0o0oooooobooooooobbomoooooomooo
gobobbobobobooooboboooooooboobooboooo
gobboobooogooooooooboooobooboooooooogoon
oo0o0oobOob0ooooboOOooo0oboOoooooobboOoboobDoDbsg
goboooboobobboobobobooobooobbooooooboboon
goboboboobooboboooooboobobobobobobogo
ooboooboooooo
goooobooooobobooobooobooooboboobobooobo
gooboobobooooobooboboooboboooooboooboooo
goobooobboooob0oobooobbooboooobboooboo
gobooooboobooboooooboboooooooboboooo
gboooobboooboboboobooboooooooobooon
ooboooboooobbobooooon
gooboooboobbooooboboobobooboooooooobbon
gbobooooboooooobooobobobooboobbobooboo
oboobooobooboboooboboooooobobbobooboooo
gooobbooooooboooomoboobooobobbobooboobooo
gogboooooobboboboboooooooooooooooobn
gooooooooooooobobooobobbboobobooooog
gboobbobooboboooboobooobooooboooooooo
goboobboooobobbbooouobooobooooomuoooo
gooooobbobboooobbooboobbboboboooooboobo
goobobooobooobboboooobobobobooobooboog
gboooobooboboobobobobooooboooboouoooboon
ooboboooboboooboobooobooobooboobooobooobooooboo
goopooo®»yo0oo00o0obpb0dboobooooooooobooooo
gbobbooooooboobobooobooobbooobobogy
ooobobooboooooboboboobboooboboboobobobo
gbobooobboobooooboobooobbooobooooboobooo
gooboooobooboobobooboooboboobobooboobon
gboooboboobooobbooooooobooboobooooboooon
gobobobboobobbbobooooboboboobobooboooobo
ggoboobooboooobobooooobobobbooooboon
oboooboobboboooooboboooobboooo

1020 00000000000000000 No.16

»23000000000000000

OO00oosSNSOoooooo
goooooooooobooboo
oooooooooooooboo
oooooooooooooboo
oooooooooooooo
gooooooooobooooo
goooooooobooooo
gooo

»24000000000000000

»2500 0000000000000

goo0oo0oo0ooooooooo

ooooooooooobooo
goooooooobooooo
goooooooOoomooo
gooooooooooooo
gooooooooooooo
gooooooooooooo
goooo



goon

Ajzen, I. & M. Fishbein (1977), Attitude-behavior relations: A theoretical analysis and review of
empirical research, Psychological Bulletin, Vol84(5), pp. 888-918.

Arndt, Johan (1967), Role of Product-Related Conversations in the Diffusion of a New Product,
Journal of Marketing Research, Vol.4, No.3, pp.291-295.

Barber, Bernard (1983), The Logic and Limits of Trust. New Brunswick, NJ: Rutgers University
Press.

Bansal, H. S., & Voyer, P. A. (2000), Word-of-mouth processes within a services purchase decision
context. Journal of Service Research, Vol.3(2), pp.166-177.

Berscheid, E. (1966), Opinion Change and Communicator- Communicatee Similarity and Dissimi-
larity, Journal of Personality and Social Psychology, Vol.4, pp.670-680.

goooooogzo00000000000000000MDO0OD0O0OOVol.120 pp.61-630

goobzooopID OOOOOOOODDOODDOOOOOOOIOOOOOVel28(11)0
pp-46-510
goooboogobz2oooooooboobo0mOonDDOvel290 pp.11-160

Blackwell, R. D., P. W. Miniard & J. F. Engel (2001), Consumer Behavior. 9th Edn., Harcourt Col-
lege Publishers, Orlando, FL.

Brembeck, W. L. & W. S. Howell (1952), Persuasion: A Means of Social Control, Englewood
Cliffs, NJ: Prentice-Hall.

Briggs, P., B. Burford, A. De Angeli & P. Lynch (2002), Trust in Online Advice, Social Science
Computer Review, Vol.20(3), pp.321-332.

Brown, J. J. & Reingen, P. H. (1987), Social Ties and Wordof-Mouth Referral Behavior. Journal of
Consumer Research, Vol.14, pp.350-62.

Buttle, Francis A. (1998), Word of Mouth: understanding and managing referral marketing, Journal
of Strategic Marketing, Vol.6, No.3, pp.241-254.

Cohen, A. R. (1964), Attitude Change and Social Influence, New York, NY: Basic Books.

E. Erikson (1963), Childhood and Society, 2nd ed. New Your: W. W. Norton & Coll O O 0O O[O
goooobzoooDOO0OOOOOOO0mOOobDOoOoOOO

Fogg, B. J. & Tseng, H. (1997), The elements of computer credibility, Proc. of the SIGCHI confer-
ence on Human factors in computing systems, ACM, pp.80-87.

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.

Helm, S. & J.Schlei (1995), Referral Potential-Potential Referrals. An Investigation into Customers'
Communication in Service Markets, Truck I Market Relationships, Proceedings 27th EMAC
Conference, Marketing Research and Practice, pp.41-56.

goodz007MOo00000000000DO ad studiesd Vol(20)0 pp.5-100

Hovland, C. I. & W. Weiss (1951), The influence of source credibility on communication effective-
ness. Public Opinion Quarterly. vol.15, pp. 635-650.

gooooooooboozoodnooooooooobooooooooobomon
00 I Vol.7(1)d pp.138-14601

gooooogoz2oe4d0oDoO0DOo0booo0mOobOoOnOdvol.34(1)0 pp.125-
1310

IDC(2007)d The Expanding Digital Universel]] http://www.emc.com/collateral/analyst-reports/
expanding-digital-ide-white-paper.pdf[1] 20070 30 0 0 O O

goooooboobooboboz2e0em0booobo0ooboOobO0oO0obOobOOobObOobon
O00O00000D0SIG-SWO-A602-010

gooooboooboooobOoo200boooobooobobooboobooDbobo
gooooo0oooOooD0o0oOoobooOobbOnvol.23(1)d pp.37-510

King, S. W. & K. K. Sereno (1973), Attitude Change as a Function of Degree and Type of Interper-
sonal Similarity and Message Type, Western Speech, Vol.37, pp.218-232.

The Journal of International Media, Communication, and Tourism Studies No.16[] 1 0 3

uspm NS I o



U3M NS I S|

go0ooooooooOobooobotboboof0dl —ooooooooOoOoOOO0OODOOO—

Lavine, H. (1999), Types of Evidence and Routes to Persuasion: The Unimodel Versus Dual-Pro-
cess Model, Psychological Inquiry, Vol.10(2), pp.141-144.

Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995), An integrative model of trust. Academy of
Management Review, Vol.20(3), pp.709-734.

Minnick, Wayne C., (1957), The Art of Persuasion, Boston, MA: Houghton Mifflin.

gobogobzoe0000000D00O0O0DOOOOOO0OOO0ODOOODOOODOODOO
goooooooomoooonpp.182-2270

goboooz01200000000* 00000000000 0O0O0C0O0O0O0O0O M http://
jp-nielsen.com/site/documents/Translation_TrustinAd.Pdf[1] 201200 40 100 0 0 0 O

Ohanian, R. (1991) The impact of celebrity spokesperson's perceived image on consumers' inten-
tion to purchase, Journal of Advertising Research, Vol.31(1), pp.46-52.

Petty, R. E. & P. Brinol (2008), Persuasion: From Single to Multiple to Metacognitive Processes,
Perspectives on Psychological Science, Vol.3(2), pp.137-147.

Petty, R. E. & Cacioppo, J. T. (1986a), Communication and Persuasion: Central and Peripheral
Routes to Persuasion, Springer-Verlag, NY.

Petty, R. E. & Cacioppo, J. T. (1986b) The Elaboration Likelihood Model of Persuasion, In L.
Berkowitz (Ed.), Advances in Experimental Social Psychology, Vol19Academic Press, pp.123-
205.

Rosen, E. (2000), The Anatomy of Buzz: How to Create Word of Marketing. New York, Random
House OO OO O OOOO2002M000000000000000O0O0O00O0O00OOO

oooooze050nooooODOOOOO0ODOCODODOODOODODOOOOO
Vol.500 pp.97-1140

Sheth, J. N., Mittal, B. (2004), Customer behavior: A Managerial Perspective (2nd ed.). Mason,
OH: Thomson South-Western.

gopozooowooooooooooobooobooobooboboOoooooooooDoom

O0000000D O Vol.4a3(4)d pp.80-94001
gooozo03dO0O00C0OO0OO000000O0OOODOOODOOOOODOOOOO
Vol(89)0 pp.18-250

Sirdeshmukh, D., Singh, J., Sabol, B (2002), Consumer trust, value, and loyalty in relational
exchanges, Journal of Marketing, Vol.66(1), pp.15-37.

gobDogzoo5000d00webddO00OO0O0D0OOODOODOO O Vol.22(4)0 pp.19-250

gooooOopbz2oe07COoDO0OO00CDOOCDO0OOOOOODODODOODOoOoboD M
Vol.193(11)0 pp.50-800

Wang Y. D., Emurian H. H., (2005), An overview of online trust: Concepts, elements and implica-
tions, Computers in Human Behavior, Vol.21, pp. 105-125.

gopbzo0700O0000000D0O00DODOOODOO0MmMOODOOO Vol.5U pp.113-1170

gobD2s0107000010170000

1040 00000000000000000 No.16



