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Abstract

  Previous research on the topic mostly considered consensus, vividness, and interactive

communication cause-and-effect factors of online word-of-mouth acceptance and shed light

on how these elements affect credibility. In this paper, we empirically investigate whether

social ties that were established online would, as an independent variable, significantly 

influence positive credibility through expertise, a mediator. According to preceding studies,

online homophily is very likely to influence acceptance of word-of-mouth credibility. The

purpose of our study is to employ online social ties and homophily, both cause-and-effect

factors, as independent variables and prove how they affect other variables; previous

research did not consider the mediated effect of expertise and instead focused on network

cause-and-effect factors as moderating variables.

  Therefore, this article reveals how the online word-of-mouth cause-and-effect factors

outlined above affect the acceptance of undocumented news through expertise and 

credibility, both mediators compared to existing research. The article contains three 

findings: first, our study reveals that online social ties, an independent variable, is likely

to influence expertise. Second, expertise has a significant impact on credibility. Third,
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online homophily is fundamentally influential to credibility. Following previous findings,

we empirically show that credibility is likely to positively influence acceptance of unproven

news, examine both theoretical and practical implications, and discuss limitations for 

future research.

. 

  

eWom

. 

1980

, 

. 

. eWom

.

  , (2005)

, 

. 

, 

, 

, 

. 

(Crowley and Hoyer, 1994; Pechmann 1992; 

Schindler and Bickart, 2005)

, , 

.

   

(Dayal et al., 2000)

(Schneiderman, 2000), 

(Yoon, 2000)

. 

Elliott 

(2002)  

, , (2005)



13

. 

(Burnkrant and Cousineau, 1975; Kelly, 

1967; Pincus and Waters, 1977),  

, 

(Detsch 

and Gerara, 1955; Chiou and Cheng, 2003)

 

. 

  

, , 

( , , 

2007), 

(Bart et al., 2004)

, 

 (Bristor, 1990; 

, , 1994; Schiffman and Kanuk, 

1997; Bickart and Schindler, 2002; , 

, 2004; , 2005; Brown et al., 

2007).

  

(Gilly et al., 1998)

, 

(Javenpaa, 2000; McKnight 

et al., 2002; , , 2003; O’Cass 

and French, 2003; Bart et al., 2004). 

, 

, 

(Expertise) 

(Hovland et 

al., 1953; Hass, 1981; Petty and Cacioppo, 

1981; McCracken, 1989)

(McGuire, 1968)

. 

  

, 

.



14

. 

1. 

  

, 

(Knoke 

and Kuklinski, 1982; Brown and Reingen, 

1987; Brown et al., 2007). Brown et al. 

(2007)

. 

, 

.

  

( )

, 

. (2002)

(informa-

tion goods)

. 

, 

, 

. 

. 

, 

.

  

, 

. 

, 

.

  

(

)

.  



15

( )

(homophily) (social tie)

, 

(Brown and Reingen, 1987; Bristor, 

1990; Feick and Higie, 1992; Bansal and 

Voyer, 2000; Dellande et al., 2004)

.

  (2002)

.

1.1 (Online Social Tie)

 

  (Tie strength)

(Steffes 

and Burgee, 2009). , 

, , 

(Granovetter, 1973). 

Gilbert and Karahalios(2009)

, , , , 

, , 

7

.

  , 

, 

(Tsai and Ghoshal, 

1998; Levin and Cross, 2004). 

(Hansen, 1999; Krackhardt, 1992), 

(Steffes and Burgee, 

2009). (strong tie)

(weak tie)

(Krackhardt, 1992; Goshal 

et al., 1994; Szulanski, 1996; Uzzi, 1996, 

1997; Hansen, 1999; Levin and Cross, 

2004), 

(Brown 

and Reingen, 1987; Godes and Mayzlin, 

2004; Sen and Lerman, 2007; Steffes and 

Burgee, 2009).

  , 

. Levin and Cross(2004)

. R&D, 

. , 



16

, 

. , 

(+)

, 

(-)

. 

(Levin and Cross, 2004; Arazy et al., 

2010).

  

(reciprocal exchange value) 

(Altman, 1973; Ibarra, 1995). , 

, 

. , 

. 

(Altman, 1973; 

Ibarra, 1995; Thomas-Hunt et al., 2003). 

, 

(emotional bonds) (Currall 

and Judge, 1995; Glaeser et al., 2000; 

Huston and Levinger, 1978), 

(Ibarra, 1995; 

Thomas-Hunt et al., 2003).

  , (peripheral mem-

bership) , 

(Ibarra, 1995). 

(Thomas- 

Hunt et al., 2003). , 

(Ibarra, 1995; Thomas-Hunt 

et al., 2003). , 

(Thomas-Hunt et al., 

2003). , 

(Altman, 1973).

  ,  

(Altman and Taylor, 

1973; Huston and Levinger, 1978). 

,  

(structural 

hole) . 



17

(Burt, 1992). 

, 

. 

(Burt, 1992). , 

 

. , 

(non-redundant and 

new)

(Granovetter, 

1973; Constant et al., 1996; Levin and 

Cross, 2004; Gilbert and Karahalios, 2009). 

  WOM

(Brown and 

Reingen, 1987). , 

 

(non redun-

dant and new information)

. , 

. 

. 

  , 

, 

. 

, 

, 

. , 

. 

.

1: 

(+) .

1.2 

  “

”

Shankar et al.(2002)

“

”

. 



18

(Petty and Wegener, 

1998). Kelman(1958)

 

(Cre-

dibility), (Attractiveness), (Power) 

. 

(Expertise) 

(Hovland et al., 1953; Hass, 1981; Petty 

and Cacioppo, 1981; McCracken, 1989). 

  

. 

 

(Sparkman and Locander, 

1980), 

(Attribution Theory)

. McGinnies and Ward 

(1980)

. 

, 

. 

Craig and McCann(1978)

, 

. 

Sultan et al.(2002)

( , , 2004). 

.

  , 

Giffin(1967)

, Sternthal et al.(1978)

. French 

and Raven(1959)

, 

. , 

(Berlo, 1970). 

 

(Wilson and Sherrell, 1993). Hovland 

et al.(1953)

, 

. 

(+)



19

. 

2: 

(+)

1.3 (Online Homophily)  

  (homophily)

(similarity)

(Coleman, 1988; Hallinan, 1978; 

McPherson et al., 2001). 

(Davis 

and Meyer, 1998), 

.

   

(Brown et 

al., 1987; Bristor, 1990; Feick and Higie, 

1992; Bansal and Voyer, 2000; Dellande 

et al., 2004). 

(Brock, 1965; Gilly et al., 1998).

  Brown and Reingen(1987)

. 

, 

. Bristor(1990)

 

. Fieck and Higie 

(1992)

.

  

 

, (2006)

(self-categorization theory, Tuner, 1991; 

Abrams et al., 1991) . 

, 

. 



20

(Gotlieb and Sarel, 1992),

  

(Simpson et al., 2000). 

. Bickart and Schindler(2001)

, 

. 

, 

.

  , , 

(Schacter, 1959; Ruef et al., 2003). 

Brown et al.(2007)

, 

. 

. 

.

  

. 

. Brown et al.(2007)

.

3: 

(+)

.

1.4 (Online Social Tie)

 

  (strength of tie)

, , 

 

(Marsden and Campbell, 

1984). 



21

(Brut, 1997; Krackhardt, 1992). 

(intimacy)

. 

(embeddeness) 

(Coleman, 1988; 

Granovetter, 1985). Granovetter(1985)

, 

. 

(Lawler, 2001; 

Lawler and Yoon, 1996). 

, , , 

(Engel 

et al., 1969), 

. 

.

  

(tie strength)

(Brown and Reingen 

1987). 

, , 

,  

(strong 

tie) (weak tie)

(Granovetter, 1973). 

(Clark, 

1985), , , 

. 

, 

, 

(Clark, 1985; , 2006).

  Cialdini(1998)

, 

(familiarity)

. 

, 

. 

.

  Reingen and Kerna(1986)



22

. 

 

(Johnson, 1987).

  Duhan et al.(1997)

.

. 

. 

,

(Simons et al., 1970; Woodside 

and Davenport, 1974). 

, 

.

  

. 

. 

. Brown et al.(2007)

60%

, 

65% 

. 

(Brown et al., 



23

2007), 

. 

. 

4: 

(+)

2.  

  Bone(1995)

. Hennig- 

Thurau et al.(2004)

eWom 

. Clemons

(Clemons 

et. al., 2004), Huang and Chen(2006)

, 

. 

. Shanker et al.(2002)

. 

  Tseng and Foff(1999)

4 , 

(presumed credibility), 

(reputed credibility), 

(surface credibility), (expe-

rienced credibility) . 

, 

3

, 

, 

. 



24

. , 

. 

. Urban et al.(2004)

3

, , 

, 

. Elliott(2002)

(credibility)

(text)

. 

(Exposure) , 

(Attention), 

(comprehension)

. 

. 

  

, 

, 

. 

, 

. 

Balckwell et al.(2001)

, 

.

5: 

(+)

. 

  

, , 

, 

. 



25

, 

. 

[

1] . 

 

[ 1] 

. 

1. 

  6

. 

eWom 

, 

. 

20 ( )

.

  230 . 

, 

, 

. 

, , , , 

, 

. 

. 

7 (1 = . 

7 = ) . 

2. 

  , 

, 

Brown 

et al.(2007) . 

, 

‘

’ . 

Wasko and Faraj(2005), 



26

Wang and Wang(2008)

. 

. ‘

’, ‘

’, 

‘

’, ‘

.’ 4

7 (1 =

, 4 = , 7 = )

.

  , 

‘

’

. Brown et al.(2007)

, 

. 

, 

- . 

 

. 

Smith et al.(2005) Brown et al.(2007)

Wu and Tsang 

(2008) 

. 

. ‘

’, 

‘

’, 

‘

’, ‘

’. 4

7 (1 =

, 4 = , 7 =

) .

  , (credibility)

‘

’ . Bhattacherjee 

(2002), Mayer et al.(1995), Mcknight et 

al.(2002) 

. ‘

’, ‘

’, ‘

’ , 3

7 (1 =

, 4 = , 7 = )

.

  (adoption)

‘

’ . 



27

Cheng et al.(2008)  

, , (1997), 

, (2005), Smith et al.(2005)

. 

‘

’, ‘

’, ‘

’ , 3

7 (1 =

, 4 = , 7 = )

.

. 

1. 

  

. 

AVE

. 

(AVE: Average 

Variance Extracted) AMOS 

.70 , .50

. 

. 

  

χ² = 357.035(df = 216, p = .000), CFI =

.932, GFI = .875, NFI = .848, RMSEA = 

.057 , 

. 

3 , 4 , 

3 , 2 , 

2

. 

(CFA)

CFI .9 

, RMSEA

.051

. 

, , 

(2007)

. 

< 1>

.



28

construct items λ t α CR AVE

(Homo)

Homo 19 .852 29.21
.87 .88 .78Homo 20 .876 34.33

Homo 21 .799 33.26

(Tie)

Tie 23 .871 29.94

.82 .89 .77
Tie 24 .796 45.90
Tie 25 .795 19.40
Tie 26 .897 28.98

(Expert)

Expert 10 .710 22.50
.85 .86 .68Expert 12 .733 46.01

Expert 13 .711 30.68

(Credit)
Credit 14 .787 27.32

.89 .89 .73
Credit 16 .791 44.56

(Adopt)
Adopt 28 .824 13.13

.76 .78 .54
Adopt 29 .681 18.11

 χ2(386) = 548.652, CFI = .919, TLI = .921, RMSEA = .051

< 1> (CFA)

2. 

   

AMOS 

20.0 . 

FIML(Full Information Maxi-

mum Likelihood)

. 

(Pearson correla-

tion coefficient) . < 2>

0.494~0.789(p < .01)

(+)

. 

< 2> 

1

.789** 1

.714** .762** 1

.494** .543** .479** 1

.529** .592** .569** .612** 1

) **: p < .01, *: p < .05.
N = 253.



29

( ) SE CR

H1 .814(.519)*** .065 3.260
H2 .865(.590)*** .223 2.984
H3 .671(.598)*** .391 3.505
H4 .794(.489)** .259 5.976
H4 .681(.580)*** .117 6.668

***p < .001.

< 3> 

3. 

3.1 

  

. 

,  

, , (C.R.: 

Critical Ratio) < 3> . 

1~ 5 C.R 1.96 

(p < .05)

.

  < 1>

(-)

. < 1>

( = .519, CR(t) = 3.260, 

= .065, p < .001). < 2>

(+)

, <

2> ( = .590, 

CR(t) = 2.984, = .223, p < .001). 

< 3> (+)

. 

< 3> (

= .598, CR(t) = 3.505, = 

.391, p < .001). < 4>

( = .489, CR(t) = 5.976, 

= .259, p < .01). < 5>

(+)

. <

5> ( = 

.580, CR(t) = 6.668, = .117, p 

< .001). 

. 

1. 

  

, 



30

, 

. < 1>, < 2>, 

< 3>, < 4>, < 5>

. 

. 

, 

, 

.

  , 

, 

, 

, , , 

, 

. 

.

  , 

. 

, 

, 

. 

.

  , 

. 

, 

. 

. 



31

2. 

  

. , 

. 

, 

. , 

20

. 

. 

. 

Facebook SNS(Social Networking 

Services) eWom

(Chu and Choi, 

2011). , SNS

, 

.

[1] , “

”, , 14 , 1

(2003).

[2] , , “  

”, , 

10 , 35 (1997), pp.54-75.

[3] , “

”, , 

(2005), pp.217-264.

[4] , , , , “UCC

 . 

”, , 

7 , 2 (2007), pp.230-236. 

[5] , , “B2C  

 

”, 

, 13 , 4 (2003), pp. 

49-72.

[6] , , “  

: 

”, , 

16 , 2 (2005), pp.7-33.

[7] , , “  



32

: PR

”, , 9

, 4 (2007), pp.7-45.

[8] , , “  

”, 

, 5 , pp.33-44.

[9] , , “  

”, 

, 8 , 2 (2004), pp. 

234-268.

[10] , , “  

”, 

, 8 , 4 (2007), pp.59- 

77.

[11] , , “

, , 

”, 

, 6 , 2 (2004), 

pp.24-54.

[12] , , “

: 

”, , 

15 , 72 (2006), pp.223-252.  

[13] , , “

”, 

, 8 , 1 (2006a), pp.7-27.

[14] , , “

”, , 19 (2004), 

pp.1-15.

[15] , , , “

: 

”,

Journal of Information Technology 

Applications and Management , 

Vol.16, No.4(2009), pp.41-58.

[16] Alba, J.W. and J.W. Hutchinson, 

“Dimensions of Consumer Expertise,” 

Journal of Consumer Research, Vol. 

13, No.4(1987), pp.11-54.

[17] Bart, Y., V. Shankar, F. Sultan, and  

G.L. Urban, “Are the Drivers and Role 

of Online Trust the Same for All Web 

Sites and Consumers? A Large-Scale 

Exploratory Empirical Study,” Jour-

nal of Marketing, Vol.69, No.4(2005), 

pp.133-152. 

[18] Berlo, D.K., L. James, and J.M. Ro-

bert, “Dimensions for Evaluating the 

Acceptability of Message Sources,” 

Public Opinion Quarterly, Vol.33 

(1970), pp.563-576. 

[19] Bhattacherjee, A., “Individual trust in 

online firms: Scale development and 

initial test,” Journal of Management 

Information Systems, Vol.19, No.1(2002), 

pp.211-241. 

[20] Bickart, B. and R.M. Schindler, “Inter-

net Forms as Influential Sources of 

Consumer Information,” Journal of 



33

Interactive Marketing, Vol.15, No.3 

(2001), pp.31-40.

[21] Blackwell, R.D., P.W. Miniard, and J.F. 

Engel, Consumer Behavior (9ed): Har-

court College Publishers, 2001.

[22] Bristor, J.M., “Enhanced Explanations 

of Word-of mouth Communications: 

The Power of Relationships,” Research 

in Consumer Behavior, Vol.4(1990), 

pp.51-83.

[23] Brown, J., A. Broderick., and N. Lee, 

“Word of mouth communication within 

online communities: conceptualizing 

the online social network,” Journal of 

interactive marketing, Vol.21, No.3 

(2007), pp.2-20.

[24] Burnkrant, R.E. and A. Cousineau, 

“Informational and Normative Social 

Influence in Buyer Behavior,” The 

Journal of Consumer Research, Vol.2, 

No.3(1975), pp.206-215.

[25] Cheung, C.M.K., M.K.O. Lee, and N. 

Rabjohn, “The impact of electronic word 

of-mouth,” Internet Research, Vol.18, 

No.3(2008), pp.229-243.

[26] Chiou, J.S. and C. Cheng, “Should a 

company have message boards on its 

websites?,” Journal of Interactive Mar-

keting, Vol.17, No.3(2003), pp.50-61.

[27] Cialdini, R.B., “Crafting normative me-

ssages to protect the environment,” 

Current Directions in Psychological 

Science, Vol.12(2003), pp.105-109.

[28] Craig, S. and J. McCann, “Assessing 

Communication Effects of Energy Con-

servation,” Journal of Consumer Re-

search, Vol.3(1978), pp.82-88.

[29] Crowley, A.W. and Wayne, D. Hoyer., 

“An Integrative Framework for Under-

standing Two-Sided Persuasion,” Jour-

nal of Consumer Research, Vol.20 

(1994), pp.561-557.

[30] Dayal, S., H. Landesberg, and M. 

Zeisser, “How to build trust online,” 

Marketing Management, Vol.8, No.3 

(1999), pp.64-69.

[31] Deutsch, M. and H.B. Gerard, A study 

of normative and informational social 

influences upon individual judgment. 

The Journal of Abnormal and Social 

Psychology, Vol.51, No.3(1955), pp. 

629-636. 

[32] Etgar, M. and S.A. Goodwin, “One- 

sided versus two-sided comparative 

message appeals for new brand intro-

ductions,” Journal of Consumer Re-

search, Vol.8,(1982), pp.460-465.

[33] Eisend, M., “Two-sided advertising: A 

meta-analysis,” International Journal 

of Research in Marketing, Vol.23(2006), 

pp.187-198.

[34] Elliott, K.M, Understanding consumer 



34

to consumer influence on the web. 

Doctoral Dissertation, Duke University, 

2002.

[35] French, J.R.P. and B. Raven, The Bases 

of Social Power, In Studies in Social 

Power. Ed. D. Cartwright. Ann Arbor, 

MI: University of Michigan Press, 

1959, pp.150-167. 

[36] Giffin, K., “The contribution of studies 

of source credibility to a theory of  in-

terpersonal trust in the communication 

process,” Psychological Bulletin, Vol. 

68,  No.2(1967), pp.104-112.

[37] Gilly, M.C., J.L. Graham, M.F. Wolfin-

barger, and L.J. Yale, “A Dyadic Study 

of Interpersonal Information Search,” 

Journal of the Academy of Marketing 

Science, Vol.26(1998), pp.83-100.

[38] Hanna, N. and R. Wozniak, Consumer 

behaviour: an applied approach, Upper 

Saddle River, NJ: Prentice-Hall Inc, 

2001.

[39] Herr, P.M., F.R. Kardes, and J. Kim,  

“Effects of word-of-mouth and pro-

duct attribute information on persua-

sion: An accessibility-diagnosticity per-

spective,” Journal of Consumer Re-

search, Vol.17(1991), pp. 454-462.

[40] HOVLAND, C.I., I.L. JANIS, and  

H.H. KELLEY, Communication and 

persuasion, New Haven: Yale Uni-

versity Press, 1953.

[41] Jacoby, J. and W.D. Hoyer, “WHAT 

IF OPINION LEADERS DIDN'T 

KNOW MORE? A QUESTION OF 

NOMOLOGICAL VALIDITY,” Ad-

vances in Consumer Research, Vol.8 

(1981), pp.299-303.

[42] Jarvenpaa, S.L., N. Tractinsky, and  M. 

Vitale, “Consumer Trust in and Inter-

net Store,” Information Technology 

and Management, Vol.1, No.1(2000), 

pp. 45-71.

[43] JONES, E.E. and K.E. DAVIS, From 

acts to dispositions. In L. Berkowitu, 

Advances in experimental social psy-

chology. New York: Academic Press, 

(1965), pp.219-266.

[44] Kamins, M.A. and H. Assael, “Two- 

sided versus one-sided appeals: A 

cognitive perspective on argumenta-

tion, source derogation, and the effect 

of disconfirming trial on belief change,” 

Journal of Marketing Research, Vol. 

24(1987), pp.29-39.

[45] Kelley, H.H., “Attribution Theory in 

Social Psychology,” Nebraska Sym-

posium of Motivation, ed. D. Levine, 

Lincoln: University of Nebraska Press, 

Vol.15(1967), pp.192-238.

[46] KELLEY, H.H., Causal schemata and 

the attribution process. New York: 



35

General Learning Press, 1972.

[47] Kelman, H.C., “Attitude Change as a 

Function of Response Restriction,” 

Human Relations, Vol.6(1953), pp. 

185-214.

[48] Martin, R. and M. Hewstone,  Deter-

minants and consequences of cogni-

tive processes in majority and mi-

nority influence, In J.P. Forgas, and 

K.D. Williams (Eds.), Social influence: 

direct and indirect processes, Phila-

delphia: Psychology Press, (2001b), 

pp.315-330, .

[49] Mayer, R.C., J.H. Davis, and F.D. 

Schoorman, “An integrative model of 

organizational trust,” Academy of Mana-

gement Review, Vol.20, No.3(1995), 

pp.709-734. 

[50] McCracken, G., “Who Is the Celebrity 

Endorser? Cultural Foundations of the 

Endorsement Process,” Journal of Con-

sumer Research, Vol.16, No.3(1989), 

pp.310-321.

[51] McGinnes, E. and C. Ward, “Better 

Liked Than Right: Trustworthiness and 

Expertise in Credibility,” Personality 

and Social Psychology Bulletin, Vol.6 

(1980), pp.467-472.

[52] McGuire, J.W., “The Nature of Atti-

tudes and Attitude Change,” in Lind-

zey, G. Aronson, E. (eds.), The hand-

book of social psychology, MA, Bos-

ton, Addison-Wesley Publishing Com-

pany, (1968), pp.46-54. 

[53] McKnight, D.H., V. Choudhury, and 

C. Kacmar, “Developing and valida-

ting trust measures for e-commerce: 

An integrative typology,” Information 

Systems Research, Vol.13, No.3(2002), 

pp.334-359. 

[54] Nisbett, R.E. and L. Ross, Human 

inference and shortcoming of social 

judgment. Englewood-Cliffs, NJ: Pren-

tice-Hall, 1980.

[55] Ohanian, R., “Construction and Vali-

dation of a Scale to Measure Celebrity 

Endorsers Perceived Expertise, Trust-

worthiness, and Attractiveness,” Jour-

nal of Advertising, Vol.19, No.3(1990), 

pp.39-52.

[56] Pincus, S. and L.K. Waters, “Infor-

mational social influence and product 

quality judgments,” Journal of Applied 

Psychology, Vol.62, No.5(1977), pp. 

615-619.

[57] Petty, R.E., J.T. Cacioppo, and D. 

Schumann, “Centrual and Peripheral 

Routes to Advertising Effectiveness:  

the Moderating Role of Involvement,” 

Journal of Consumer Research, Vol. 

10(1983), pp.135-144.

[58] Petty, R.E. and J.T. Cacioppo, Com-



36

munication and Persuasion: Central 

and Peripheral Routes to Attitude 

Change, New York: Springer-Verlag, 

1986.

[59] Petty, R.E. and D.T. Wegener, “Mat-

ching versus mismatching attitude func-

tions: Implications for scrutiny of per-

suasive messages,” Personality and 

Social Psychology Bulletin, Vol.24 

(1998b), pp.227-240.

[60] Preacher, K.J. and A.F. Hayes,  “Asym-

ptotic and resampling strategies for 

assessing and comparing indirect effects 

in multiple mediator models,” Beha-

vior Research Methods, Vol.40(2008a), 

pp.879-891. 

[61] Robertson, T.S., J. Zielinski, and S. 

Ward, Consumer Behavior. Scott, Fores-

man and Company, Glenview, IL, 1984.

[62] Schindler, R.M. and B. Bickart,  Publi-

shed word of mouth: Referable, con-

sumer generated information on the 

Internet. In: Hauvgedt, C., Machleit, 

K. and Yalch, R. (eds.) Online Con-

sumer Psychology: Understanding and 

Influencing Behavior in the Virtual 

World. Lawrence Erlbaum Associates, 

(2005), pp.35-61.

[63] Schlinger, M.J., “A Profile of Res-

ponses to Commercials,” Journal of 

Advertising Research, Vol.19, No.2 

(1979), pp.37-46.

[64] Schneiderman, B., “Designing trust into 

online experiences,” Communications 

of the ACM, Vol.43, No.12(2000), 

pp.57-59.

[65] Sen, S. and D. Lerman, “Why are you 

telling me this? An examination into 

negative consumer reviews on the 

Web,” Journal of Interactive Market-

ing, Vol.21, No.4(2007), pp.76-89.

[66] Shankar, V., G.L. Urban, and F. Sultan, 

“Online Trust: a Stakeholder Perspec-

tive, Concepts, Implications, and Future 

Directions,” Journal of Strategic In-

formation Systems, Vol.113(2002), pp. 

325-334.

[67] Smith, D., S. Menon, and  K. Sivakumar, 

“Online peer and editional recommen-

dations, trust, and choice in virtual 

markets,” Journal of interactive mar-

keting, Vol.19, No.3(2005), pp.15-37.

[68] Sparkman, R.M. and W.B. Locander, 

“Attribution theory and advertising 

effectiveness,” Journal of Consumer 

Research, Vol.7, No.3(1980), pp.219- 

224.

[69] Sternthal, B., R.D. Ruby, and L. Clark, 

“The Persuasive Effects of Source 

Credibility: Tests of Cognitive Res-

ponse,” Journal of Consumer Research, 

Vol.4(1978), pp.252-260.



37

[70] Sultan, F., G.L. Urban, V. Shankar,  

and I. Bart, Determinants and Conse-

quences of Trust in e-Business: A 

Large Scale Empirical Study. Work-

ing Paper, Sloan School of Manage-

ment, MIT Cambridge, MA, 2002.

[71] Sundar, S.S. and S. Kalyanaraman,,  

“Arousal, memory, and impression- 

formation effects of animation speed 

in web advertising,” Journal of Adver-

tising, Vol.33, No.1(2004), pp.7-17

[72] Von Wangenheim, F. and T.  Bayon, 

“The effect of word of mouth on 

services switching: measurement and 

moderating variables,” E-uropean Jour-

nal of Marketing, Vol.38(2004), pp. 

1173-1185.

[73] Weiner, B., “Intrapersonal and inter-

personal theories of motivation from 

an attributional perspective,” Educa-

tional Psychology Review, Vol.12, 

No.1(2000), pp.1-14.

[74] Wilson, E. and D. Sherrell, “Source 

effects in communication and persua-

sion research: A meta-analysis of effect 

size,” Journal of the Academy of Mar-

keting Science, Vol.21(1993), pp.101- 

112.

[75] Wood, W. and A.H. Eagly, “Stages in 

the analysis of persuasive messages: 

The role of causal attributions and 

message,” Journal of Personality and 

Social Psychology, Vol.40, No.2(1981), 

pp.246-259.

[76] Yoon, S.J, “The antecedents and con-

sequences of trust in online purchase 

decisions,” Journal of Interactive Mar-

keting, Vol.16(2002), pp.47-63. 



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken voor kwaliteitsafdrukken op desktopprinters en proofers. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents for quality printing on desktop printers and proofers.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /NoConversion
      /DestinationProfileName ()
      /DestinationProfileSelector /NA
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


