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 Abstract 

According to AC Nelson’s report, though advertising media and sources are 

expanding rapidly, “the word-of-mouth (WOM) of other consumers “is still the most 

trustworthy information for consumers. Similar to traditional WOM, research points out 

that the electronic word-of-mouth (eWOM) may have higher credibility and more 

relevant to consumers than the information which marketers create on their own 

websites. The eWOM is not only a credible information source, but also facilitate to 

strengthen consumer's loyalty. Scholars have pointed out earlier the ineligible WOM 

effects on the service industry. Thus, this research is conducted based on the catering 

industry, and choose web surfers who employ online dining guide as a reference as the 

sample, aiming at clarifying the characteristics of information which give rise to the 

eWOM effect, and to determine whether the characteristics of the surfers interfere with 

this result, and whether the eWOM affect consumer’s purchase intention and their 

willingness to forward the information. 

After the analysis with LISREL method, we found that: (1) the content 

informativeness, distribution of comments, the negative or positive opinion of 

comments, the emotional level of comments and the style of comments have positive 

interaction with WOM effects. (2) the message receiver’s conformity has positive 

interaction with WOM effects, and the message receiver’s profession has negative 

interaction with WOM effects. (3) the eWOM effect will positively affect the 

consumer’s buying intention and their willingness to forward the information. 

Keywords: eWOM, positive and negative WOM, conformity, virtual community, 

email-forwarding 



 

III 
 

 ...................................................................................................................................................... I 

 ..................................................................................................................................................... II 

 ........................................................................................................................................................... III 

 ......................................................................................................................................................... V 

 ....................................................................................................................................................... VI 

 .............................................................................................................................................. 1 

  ........................................................................................................................ 1 
  .................................................................................................................................... 3 
  .................................................................................................................................... 4 

 ........................................................................................................................................ 5 

  .................................................................................................................................... 5 
  ...................................................................................................... 13 
  .................................................................................................................................. 18 
  .................................................................................................................. 20 
  ...................................................................................................... 22 

 ...................................................................................................................................... 25 

  .................................................................................................................................. 25 
  .................................................................................................................................. 26 
  .............................................................................................................. 32 
  ...................................................................................................... 39 

 .................................................................................................................. 40 

  .......................................................................................................................... 40 
  .......................................................................................................................... 42 
  ...................................................................................................................... 50 
  .................................................................................................................. 52 
  .................................................................................................................. 57 
  ...................................................................................................................... 63 
  .................................................................................................................................. 67 
  .................................................................................................................................. 69 
  .......................................................................................................................... 70 



 

IV 
 

 .................................................................................................................................................... 71 

 .......................................................................................................................................... 79 



 

V 
 

1-3-1 …………………………………………………………………4 

3-1-1 …………………………………………………………………..31 

4-4-1 …………………………………………………………….56 

 



 

VI 
 

2-1-1 ……………………………………………………………….…6 

2-2-1 .. …………………………………………...….15 

3-3-1 …..………………………………………………....…32 

3-3-2 …..……………………………………………………34 

3-3-3 …..……………………………………………………34 

3-3-4 …..……………………………………….………...……35 

3-3-5 …..………………………………………….……………35 

3-3-6 …..…………………….…...……………35 

3-3-7 …..………………………………………....…………36 

3-3-8 …..………………………………………………………36 

3-3-9 …..………………………………….………………37 

3-3-10 …..…………………………….….………………37 

3-3-11 …..………………………………………….….………37 

3-3-12 …..………………………………………….….………38 

3-3-12 …..……………………………………….…….……………38 

4-1-1 …..……………………………………….…..………….41 

4-2-1 …..……………………………………….….…...…...42 

4-2-2 …..……………………………………….….…...…...43 

4-2-3 …..……………………………………….….……..........43 

4-2-4 …..……………………………………….….……..........43 

4-2-5 …..…..…………………………………..44 

4-2-6 …..…………………………………………...…….....44 



 

VII 
 

4-2-7 …..…………………………………...………….45 

4-2-8 …..…………………………………..…….……….45 

4-2-9 …..………………………………..………………..45 

4-2-10 …..…………………………………..…………………46 

4-2-11 …..…………………………………………………46 

4-2-12 …..…………………………………………...………...47 

4-2-13 …..……………………………………………………..........49 

4-3-1 …..…………………………………………………............51 

4-4-1 LISREL …..…………………………………………………...........52 

4-4-2 Lambda X T …..………………………………....53 

4-4-2 Lambda Y T …..………………………………....54 

4-4-3 � � …..…………………………………………………………....54 

4-4-4 …..………………………………………………………55 



 

1 
 

 

(93 ) (91%)

(89 )  

91

75%   2007

 

eMarketer Jeff Grau Consumer Interactions: Social 

Shopping, Blogs and Reviews

Arndt(1967a)

 

Gelb & Sundaram, 2002

(Lau & Ng, 2001) (Katz & Lazarsfeld, 1995; Engel, 

et al., 1969; Arndt, 1967a)



 

2 
 

(Nation’s Restaurant News)

(Gregg, 2005) Chadwich

27%

47%

( 2006)

(PTT) (FOOD)

 



 

3 
 

Power Revies The e-Tailing Group 2008

 

 

1.  

2.  

3.  



 

4 
 

1-3-1  

1-3-1  

 



 

5 
 

 

    (Word-of-Mouth, WOM) (word-of-mouth 

communication WOMC)

(communicator) (receiver) (oral 

communication)

(Arndt 1967a) Leonard (1985)

Westbrook (1987) 

Bone (1995)

2005

 

  



 

6 
 

2-1-1  

   

Arndt 1967 

 

Leonard 1985 

 

Westbrook 1987 

 

Bristor 1990 

 

Bone 1995 

 

Harrison-Walker 2001 

 

 2005 

 

(2006)  

Richins (1983)

(influencer)

(systematic)

 



 

7 
 

Katz & Lazersfeld (1955)

(personal selling)

Fisk 

(1993)

King (1970)

80%

( 2004)  

Gelb & Sundaram, 2002  

1.  

2.

 

3.  

4.  

 

Herr et al. (1991)

(Richins & Root-Shaffer, 1988)

comScore 2009 1 10

(TWNIC)

1500

electronic word-of-mouth



 

8 
 

online word-of-mouth word-of-mouse Gelb & Sundaram,2002  

Stauss (2000)

 

(WOM communication)

Hennig-Thurau et al. (2004)

 

(e-mail)

(online forms) (user groups) (industry portal discussion 

areas) (e-mail list) (BBS) (news group)

(virtual community) (Hanson, 2000)

epinions.com consumerreview.com

rateritall.com (Hanson, 2000) (telnet://ptt.cc)

Fashion Guide (www.fashionguide.com.tw) Mobile01

(www.mobile01.com)

(Hennig-Thurau et al., 2004)

 (Herr et al., 

1991 Bickart & Schindler, 2001)  



 

9 
 

( 2005)

(US Office of Consumer Affairs)

 

Gelb & Sundaram, 2002

2008  

1.

 

2.

  

3.  

4.

 

 (Bickart & 

Schinder, 2001)

 (Bronnenberg & Mahajan, 2001)

(Hennig-Thurau et al., 2004)

 

     (2003)  

1.  

2.  

3.



 

10 
 

 

    

( 2007)

( 2003)  

    

(Katz & Lazarfeld, 1995; Engel et al., 1969; Arndt, 1967a)

(Schiffman & 

Kanuk, 1987)

( 2006)  

    

(Peterson & Merino, 2003)  

    Gilly (1998)

(Overall Value of the Firm’s Offering)

(Gruen et al., 2005)  

(Godes & Mayzlin, 2004) 80%

(Dichter, 1966)



 

11 
 

 

1. (Katz & Lazarsfeld, 1995) 

2. (Silk, 1966) (Coleman et al., 1957) 

3. (Sheth, 1999) (Mangold et al, 

1999) (Lau and Ng, 2001)  

Day (1971)

(Rezabakhsh et al., 

2006)  

( 1999)

 

(Ettenson & Turner, 1997)

(File et al., 1992; Gremler et al., 1994; 

Murray, 1991; Zeithaml, 1981)  

(Nation’s Restaurant News)

(Gregg, 2005)

Chadwich 27%



 

12 
 

47%

( 2006)  

 (2003)

 

( 2007)  

  



 

13 
 

(favorable/positive) (unfavorable/negative) Herr 

et al (1991)

Sundaram et al. (1998)

(altruism) (product involvement)

(self-enhancement) (helping the company)

(Herr et al., 1991)  

    

(Singh, 1990)

(Lau & Ng, 2001)

(Arndt, 1967)

Nyer, 1999

Sundaram et al. (1998)

(altruism) (anxiety reduction)

(vengeance) (advice seeking) (US Office of 

Consumer Affairs)



 

14 
 

 

    Anderson (1998) U

(Bowman & Narayandas, 2001)

(Morgan & Hunt, 

1994) (Gremler et al., 

2001)  

     

  



 

15 
 

2-2-1  

    

Arndt 1967 54%

82%
 

 

Wright 1974 

  

Wyer 1974 
 

Mizerski 1982 

 

(Attribution 
theory)

 

Herr et al. 1991 

 

-  

( Accessibility-Diagnosticity
model)

 

Folkes & 
Patrick 

2003 

 

 Subtyped 

 

(2005) 

(source)

(message) (receiver) source credibility



 

16 
 

 

Kelman (1961) McGuire (1987)

Bearden & Etzel (1982)

Kelman (1961)

(expertise) (trustworthiness)

Crisci & Kassinove (1973)

Schulman & Worrall (1970)

Craig & McCann (1978)

Moore et al. (1986)

 

Kelman & Hovland (1951)

(trustworthy) (expertise) (likeability) Berlo et al. (1969)

(safety) (qualification) (dynamism) Simpson 

& Kahler (1980, 1981) (believability)

(sociability)

( 2005)

( 2008)  

1.  

2.  



 

17 
 

3.  

(Harmon & Coney, 1982; Lascu et al. 1995)

(

2003)  

 



 

18 
 

Asch 1951 

 

Allen, 1965  

Wilkie, 1994 Macinnis,  

1997

Lascu & Zinkhan, 1999

 

 (1991)

(social 

influence)

(conformity)  



 

19 
 

2000

1998 Douglas 1986

Forsyth, 1999; 2000  

(Fred D.& Wells, 1977)  

  



 

20 
 

(Richardson et al., 1999)

1999

(Flynn & Goldsmith, 

1993)  

(Brucks, 1985) 

(Bansal & Voyer, 2000) Brucks (1985)

Brucks

 

Gilly et al. (1998)

 

(Herr et al., 1991)



 

21 
 

( 2004)  

Bansal & Voyer (2000)

Gilly et al. (1998)

Bansal & Voyer (2000) Gilly et al. (1998)

Gilly et al. (1998)

 



 

22 
 

BBS BBS

BBS

 

(Schiffman & Kanuk, 2000)

(Sundaram et al., 1998)  

Dichter(1966)  

1. (Product involvement)

 

2. (Self-involvement)  

3. (Other involvement)

 

4. (message involvement)

 



 

23 
 

Engel, Blackwell and Miniard(1993)

Sundaram, Mitra and 

Webster(1998) (critical incidental technique)

(altruism)  

 

(1996)

Shapiro(1996)

 

(1991)  

1.  

 

2.  



 

24 
 

Stafford, 

Kline & Dimmick(1999) 61%

 

3.  

 

4.  

 

5.  

 



 

25 
 

 

 

(

2008)

 

 



 

26 
 

Kelman (1961) McGuire (1969)

Bearden & Etzel (1982)

(Huang & Chen, 2006)

(Fishbein 

& Ajzen, 1975)

(Kelman & Hovland, 1953; Miller & Baseheart, 1969; 

Schulman & Worrall, 1970; Warren, 1969) (Fombrun, 1996)

 

 

H1

Ducoffe (1996) (informative)



 

27 
 

( 2003)

 

H2

 

(Godes & Mayzlin, 2004)

 

 (2005)

(

2008)  

 

H3

H4

(favorable/positive) (unfavorable/negative) Herr 

et al. (1991)

Anderson (1998) U



 

28 
 

(Bownman & Narayandas, 

2001)

(Clark & Isen, 1982)  

 

H5

 

(Isen, 1984)

Huang (2001)

(positive emotions) (negative emotions)

(Goldstein & Strube, 1994)

(Chittenden 

& Rettie, 2003; Dommeyer & Moriarty, 2000; Levit, 1995)

 

H6

 

Wilkie, 1994;  Macinnis, 1997



 

29 
 

Lascu & Zinkhan, 1999

(Fred & Wells, 1977)

 

 

H7

(Brucks, 1985)

(Bansal & 

Voyer, 2000)

(Herr et al., 1991)

 

 

H8

 

(Katz & Lazarfeld, 1995; Engel, et al., 1969; Arndt, 1967 a)



 

30 
 

( 2006) Gilly  

(1998) 

(Rezabakhsh et al., 2006)  

 

H9

( 2005)

BBS BBS

 

 

H10

 

  



 

31
 

 

 

3-
2-

1 
 

H
1(

+)

H
2(

+)

H
3(

+)

H
4(

+)

H
5(

+)

H
6(

+)

H
7(

+)

H
8(

-)

H
9(

+) H
10

(+
)



 

32 
 

11

 

3-3-1  

3-3-1  

 
 

(2005) 

 
 

  

 
 

Ducoffe(1996)

 

 

(2008) 

 
 

(2008) 

 



 

33 
 

 
 

Folkes and 
Patrick (2003) 

 
  

Clark  
and Isen(1982)

 
  

Tom M. Y. Lin 
and Heng-Hui 
Wu (2006) 

 
  

Chittenden and 
Rettie,  2003; 
Dommeyer and 
Moriarty, 2000; 
Levit, 1995 

 
 

Lascu and 
Zinkhan(1999)

 
 

Bansal and 
Voyer(2000) 

 
 

 
  
 

 
 

  
(2008) 

 
 

 

 

 

 

 

 

 



 

34 
 

11

Likert

(1) (2) (3) (4) (5)

(6) (7) 48  

 

1.

 

3-3-2  

 
 

 

 

 (
) 

 

  

 

 

2.

 

3-3-3  

 

 

 



 

35 
 

 

 

3.

 

3-3-4  

 

 

 

4.

 

3-3-5  

(
) 

(
) 

 

 

5.

 

3-3-6  

 
  



 

36 
 

  

 
 

 

 

6.

 

3-3-7  

 
( )

 
( )

 
 
 

 
 

 

 

7.

 

3-3-8  

 
 

 
 

 

 

8.

 

 



 

37 
 

3-3-9  

 ( )
 

  
  

  

 

9.

 

3-3-10  

  
 

 

 
 

 
 

 

10.

 

3-3-11  

 
 

 
 

 



 

38 
 

11.

 

3-3-12  

 
  

 

 

12.

 

3-3-12  

 
 

BBS  

 
 

 
 

 

  



 

39 
 

 

BBS

(PTT) (FOOD) (Nightmarket)

(EatToDie)

 

2009 3 19 3 28 10 448

4 49 395  

 

SPSS 15.0 LISREL 8.54

SPSS

LISREL  



 

40 
 

395  

1.

44% 56% 12%

 

2.

19 25 (73%) 26 35

(24%)  

3.

/ (71%) (23%)  

4.

10000 (52%) 10001

~20000 (27%)  

5.

(61%)

 

4-1-1  

  



 

41 
 

4-1-1  

(%) 

 173 44%

 222 56%

18  4 1%
19~25  289 73%
26~35  96 24%
36~45  5 1%
46~55  0 0%
56~65  0 0%
66( )  1 0%

 2 1%
 0 0%
/  7 2%
 8 2%
/  282 71%

 91 23%
 5 1%

10000  204 52%
10001 ~20000  106 27%
20001~30000  62 16%
30001~40000  13 3%
40001~50000  10 3%
50001  0 0%

 240 61%
 14 4%

 24 6%
 5 1%
 31 8%

 3 1%
 18 5%
 9 2%

 0 0%
 51 13%



 

42 
 

SPSS for Windows Release 10.0

LISREL  

SPSS (factor analysis) 0.5(

89) 0.5

 

varimax rotation

0.5( 89)

 

1.

0.5  

4-2-1  

CD1 .719 � 

CD2 .620 � 

CD3 .740 � 

CD4 .749 � 



 

43 
 

CD5 .586 � 

CD6 .598 � 

 

2.

0.5  

4-2-2  

IF1 .779 � 

IF2 .836 � 

IF3 .840 � 

IF4 .776 � 

3.

0.5  

4-2-3  

CN1 .804 � 

CN2 .804 � 

 

4.

0.5  

4-2-4  

CDI1 .799 � 

CDI2 .836 � 



 

44 
 

CDI3 .614 � 

 

5.

0.5 PO2

PO1  

4-2-5  

PO1 .730 � 

PO2 .683 X 

PO3 .655 � 

PO4 .715 � 

 

6.

0.5  

4-2-6  

EM1 .622 � 

EM2 .624 � 

EM3 .638 � 

EM4 .741 � 

EM5 .717 � 

 

7.

0.5  



 

45 
 

4-2-7  

CF1 .746 � 

CF2 .809 � 

CF3 .818 � 

CF4 .754 � 

 

8.

0.5  

4-2-8  

RP1 .828 � 

RP2 .895 � 

RP3 .905 � 

RP4 .908 � 

 

9.

0.5  

4-2-9  

WOM1 .792 � 

WOM2 .735 � 

WOM3 .832 � 

WOM4 .756 � 



 

46 
 

WOM5 .747 � 

WOM6 .764 � 

WOM7 .585 � 

 

10.

0.5  

4-2-10  

RE1 .861 � 

RE2 .861 � 

11.

0.5  

4-2-11  

TI1 .956 � 

TI2 .956 � 

 

SPSS 43 42

LISREL 4-2-12  

  



 

47 
 

4-2-12  

(CD) �1 X1 CD1 

X2 CD2 

X3 CD3 

X4 CD4 

X5 CD5 

X6 CD6 

(IF) �2 X7 IF1 

X8 IF2 

X9 IF3 

X10 IF4 

(CN) �3 X11 CN1 

X12 CN2 

(CDI) �4 X13 CDI1 

X14 CDI2 

X15 CDI3 

(PO)

�5 X16 PO1 

X17 PO2 

X18 PO3 

(EM) �6 X19 EM1 

X20 EM2 

X21 EM3 

X22 EM4 

X23 EM5 

(CF)

�7 X24 CF1 

X25 CF2 

X26 CF3 

X27 CF4 

�8 X28 RP1 

X29 RP2 



 

48 
 

(RP) X30 RP3 

X31 RP4 

(WOM)

�� Y1 WOM1 

Y2 WOM2 

Y3 WOM3 

Y4 WOM4 

Y5 WOM5 

Y6 WOM6 

Y7 WOM7 

(RE) �� Y8 RE1 

Y9 RE2 

(TI) �� Y10 TI1 

Y11 TI2 

  



 

49 
 

 

Cronbach’s Alpha

(equivalence) (stability) (consistency)

0.7

0.7

Cuieford (1965) Alpha 0.35~0.7

0.7 4-2-13  

4-2-13  

Cronbach’s Alpha 

0.754 6 

0.819 4 

0.609 2 

0.602 3 

0.58 3 

0.702 5 

0.786 4 

0.907 4 

0.857 7 

0.649 2 

0.906 2 

 

  



 

50 
 

LISREL

LISREL

 

1.

1214.2707 (��/df) 1.5389

3  

2. Goodness of fit (GFI)

GFI

GFI 0 1 GFI 1

GFI 0.9 GFI

0.8608 0.9  

3. Adjusted goodness of fit index (AGFI)

AGFI GFI 0 1 AGFI

AGFI 0.9

AGFI 0.8407  

4. Root Mean Square Residual (RMR)

0 RMR

RMR 0.1380  

5. Root Mean Square Error of Approximation (RMSEA)



 

51 
 

RMSEA 0 RMSEA

0.05 RMSEA 0.04201

 

6. Normal Fit Index (NFI)

NFI

0 1 NFI 0.9

NFI 0.9269  

7. Comparative-Fit Index (CFI)

CFI 1 CFI

0.95 CFI 0.9730

 

4-3-1  

4-3-1  

�� 1214.2707    

��/df 1.5389 < 2  

GFI 0.8608 > 0.9  

AGFI 0.8407 > 0.9  

RMR 0.1380   

RMSEA 0.04201 < 0.05  

NFI 0.9269 > 0.9  

CFI 0.9730 >0.95  



 

52 
 

42 (	�
	�� ��
���) 8 (��
�)

3 (��
��) LISREL

1.00 42

(���
���� ���
����) LISREL  

4-4-1 LISREL  

�1 X1 ��� 

X2 ��� 

X3 ��� 

X4 ��� 

X5 ��� 

X6 ��� 

�2 X7 ��� 

X8 �� 

X9 ��� 

X10 ���� 

�3 X11 ���� 

X12 ���� 

�4 X13 ���� 
X14 ���� 
X15 ���� 

�5 X16 ���� 
X17 ���� 
X18 ��� 

�6 X19 ���� 
X20 ���� 
X21 ���� 



 

53 
 

X22 ���� 
X23 ���� 

�7 X24 ���� 
X25 ���� 
X26 ���� 
X27 ���� 

�8 X28 ��� 
X29 ���� 
X30 ���� 
X31 ���� 

�� Y1 ��� 

Y2 ��� 

Y3 ��� 

Y4 ��� 

Y5 ��� 

Y6 ��� 

Y7 ��� 

�� Y8 �� 

Y9 ��� 

�� Y10 ���� 
Y11 ���� 

 

LISREL Lambda X Lambda Y

t-value t-value 1.96

(P>0.05)  

4-4-2 Lambda X T  

  t-value   t-value 

������ � 	�� 1.00 -- ������� � 	��� 1.00 -- 

������ � 	�� 0.78 6.10 ������� � 	��� 2.07 4.34 

������ � 	�� 0.90 6.82 ������ � 	�� 2.37 3.74 

������ � 	�� 0.95 7.08 ������� � 	��� 1.00 -- 

������ � 	�� 0.81 6.31 ������� � 	��� 0.88 5.21 



 

54 
 

������ � 	�� 0.81 6.33 ������� � 	��� 1.19 5.49 

������ � 	�� 1.00 -- ������� � 	��� 1.45 5.93 

����� � 	� 1.13 10.96 ������� � 	��� 1.49 5.98 

������ � 	�� 0.89 9.54 ������� � 	��� 1.00 -- 
������� � 	��� 0.75 8.18 ������� � 	��� 0.91 7.25 
������� � 	��� 1.00 -- ������� � 	��� 0.99 7.70 
������� � 	��� 0.61 4.17 ������� � 	��� 1.04 8.09 
������� � 	��� 1.00 -- ����� � 	�� 1.00 -- 
������� � 	��� 0.79 6.60 ������ � 	��� 1.14 12.91 
������� � 	��� 0.43 4.46 ������ � 	��� 1.21 13.43 

   ������ � 	��� 1.22 13.48 

4-4-2 Lambda Y T  

  t-value   t-value 

������ � ��� 1.00 -- ������ � ��� 0.70 7.63 

������ � ��� 0.88 9.47 ����� � �� 1.00 -- 

������ � ��� 1.07 11.27 ������ � ��� 0.97 7.23 

������ � ��� 0.95 10.16 ������� � ���� 1.00 -- 

������ � ��� 0.81 8.67 ������� � ���� 0.98 4.91 

������ � ��� 0.82 8.81    

LISREL

��� ��� ��� ��� ��� ��� ��� �� ��� ���  

4-4-3 � �  

  t-value   t-value 

��� 0.10 0.62 ��� 0.73 7.86 

��� 0.21 2.3 ��� 0.35 2.88 

��� -0.21 -1.49    

��� 0.21 2.38    

��� 0.45 2.27    

��� 0.59 2.76    

��� 0.31 3.61    



 

55 
 

�� 0.09 2.05    

���

��� �� ��� ��

 

4-4-4  

H1  

H2

 

 

H3  

H4  

H5

 

 

H6

 

 

H7   

H8  

H9  

H10  



 

56
 

 

 

0.
10

0.
21

**

-0
.2

1 

0.
21

**

0.
45

**

0.
59

**
0.

31
**

 

0.
09

 

0.
73

**
 

0.
35

**
 

4-
4-

1 
 

 
 

**
P�

0.
05

T�
1.

96
 



 

57 
 

H1

 

 

H2



 

58 
 

 

 

 

 

H3

 

 

 



 

59 
 

H4

 

 

H5

 



 

60 
 

 

H6

 

 

BBS

 

 



 

61 
 

H7

 

 

 

H8

 

 



 

62 
 

 

H9

 

 

 

H10

 

 



 

63 
 

 

 

�

�  

�  

�

 

1.



 

64 
 

 

2.

( 97)

 

3.

( )

 



 

65 
 

4.

 

 

 

1.

 

2.



 

66 
 

 Brucks (1985)

 

 

 

 

  



 

67 
 

 

PTT BBS

BBS

BBS

 



 

68 
 

 

 

  



 

69 
 

 

1.

 

2.

19 25

 

3.

ID

ID IP

IP

 

  



 

70 
 

 

1.

 

2.

 

3.

 

 



 

71 
 

1.  (2004)

 

2.  (2005)

                           

3.  (2004)

 

4.  (1997) :  

5.  (2002)  

6.  (2000)

                                       

7.  (2001)  : :  

8.  (2004)

 

9.  (2006)

  

10.  (2006)

 

11.  (2002)  

 

12.  (1991)  ( ):  

13.  (2004) :



 

72 
 

 

14.  (2007)

 

15.  (2002)

 

16.  (2007) (ELM) �

 

17.  (1999) :  

18.  (2007) —

 

19.  (2003)

 

20.  (2005)

 

21.  (2008)

 

22.  (2005) --

, Vol.2(2), p161-180  

23.  (1996)

 

24. TWNIC (2009)  

25. http://www.acnielsen.com.tw/site/index.shtml 

26. http://www.i-buzz.com.tw/ 

27.  (2009)  10  

http://tw.news.yahoo.com/article/url/d/a/090124/19/1djg7.html 



 

73 
 

1. Allen, V. L. (1965), “Situational Factors in. Advances in Experimental and Social 

Psychology”, New York: Academic Press, Vol. 2, p133-175. 

2. Anderson, E. W. (1998), “Customer satisfaction and word of mouth.”, J. Service 

Res., Vol.1, p5-7. 

3. Arndt, J. (1967), “Role of product related conversations in the diffusion of a new 

product.”, Journal of Marketing Research, Vol.4, p291-295. 

4. Asch, S. E. (1952), “Effect of Group Pressure upon the Modification and Distortion 

of Judgments.”, Journal of Marketing Research, Vol.16, p394-400. 

5. Bansal, Harvis S. & Peter A. Voyer (2000), “Word-of-Mouth Processes within a 

Service Purchase Decision Context.”, Journal of Service Research, Vol.3(2), 

p166-177. 

6. Barbara, B., & Robert, M. S. (2001), “Internet forums as influential sources of 

consumer information.”, Journal of Interactive Marketing, Vol.15(3), p31-40. 

7. Bart, J. B., & Vijay, M. (2001), “Unobserved retailer behavior in multimarket data: 

Joint spatial dependence in market shares and promotion variables.”, Marketing

Science, Vol.20(3), p284-299 

8. Berlo, D. K., James B. Lemert and Robert J. Mertz (1969), “Dimensions for 

evaluating the acceptability of message sources.”, Public Opinion Quarterly, 

Vol.33, Winter, p563-576. 

9. Betsy, D. G., & Suresh, S. (2002), “Adapting to "word of mouse".”, Business

Horizons, Vol.45(4), p21-25. 

10. Bone, P. F. (1995), “Word-of-mouth effects on short-term and long-term product 

judgments.”, Journal of Business Research, Vol.32(3), p213-223. 

11. Bristor, J. M. (1990), “Enhanced Explanations of Word of Mouth Communications: 



 

74 
 

The Power of Relationships.”, Research in Consumer Behavior, Vol.4, p51-83. 

12. Brucks, M. (1985), “The Effect of Product Class Knowledge on Information Search 

Behavior.”, Journal of Consumer Research, Vol.1, p1-16. 

13. Charles, W. K., & John, O. S. (1970), “Overlap of opinion leadership across 

consumer product categories.”, Journal of Marketing Research, Vol7(1), p43-50. 

14. Craig, C. Samuel and John M. McCann (1978), “Assessing Communication Effects 

of Energy Conservation.”, Journal of Consumer Research, Vol. 5(2), p82-88. 

15. Crisci, Richard and Howard Kassinove (1973), “Effects of Perceived Expertise, 

Strength of Advice, and Environmental Setting on Parable Compliance.”, The

Journal of Social Psychology, Vol.89(2), p245-250. 

16. Dichter, E. (1966), “How Word-of-Mouth advertising Works.”, Harvard Business 

Review, Vol.44, p147-157. 

17. Engel, J. F., Blackwell, R. D., & Miniard, P. W. (1995), Consumer Behavior (8th 

ed.), New York: The Dryden Press. 

18. Ettenson, Richard and Kathryn Turner (1997), “An exploratory investigation of 

consumer decision making for selected professional and nonprofessional services.”, 

The Journal of Services Marketing, Vol.11(2), p91-104 

19. File, K. M., Judd, B. B., & Prince, R. A. (1992), “Interactive marketing: The 

Influence of Participation on Pos.”, The Journal of Services Marketing, Vol.6(4), 

p5-14. 

20. Fisk, R. P., Brown, S. W., & Bitner, M. J. (1993), “Tracking the evolution of the 

services marketing literature.”, Journal of Retailing, Vol.69(1), p61-103. 

21. Flynn, L. R., & Goldsmith, R. E. (1993), “Application of the Personal Involvement 

Inventory in Marketing.”, Psychology & Marketing, Vol.10, p357-366. 

22. Geok Theng, L., & Sophia, N. (2001), “Individual and situational factors 



 

75 
 

influencing negative word-of-mouth behaviour.”, Canadian Journal of 

Administrative Sciences, Vol.18(3), p163-178. 

23. George, S. D., & Robert, W. P., Jr. (1971), “Stability of appliance brand 

awareness.”, Journal of Marketing Research, Vol.8(1), p85-89. 

24. Godes, D., & Mayzlin, D. (2004), “Using Online Conversations to Study 

Word-of-Mouth Communication.”, Marketing Science, Vol.23(4), p545-560 

25. Gregg Cebrzynski (2005), “Word of mouth's ability to spark sales has marketers 

talking.”, Nation's Restaurant News, Vol.39, p15-17. 

26. Gremler, D. D., Bitner, M. J., & Evans, K. R. (1994), “The internal service 

encounter.”, International Journal of Service Industry Management, Vol.5(2), 

p34-56. 

27. Harmon, Robert E. and Coney, Kenneth A (1982), “The Persuasive Effect of 

Source Credibility in Buy and Lease Situations.”, Journal of marketing Research, 

Vol.19, p255-260. 

28. Harrison-Walker, L. J. (2001), “The measurement of word-of-mouth 

communication and an investigation of service quality and customer commitment 

as potential antecedents.”, Journal of Service Research, Vol.4(1), p60-75. 

29. Hennig-Thurau, T., & Walsh, G. (2003), “Electronic word-of-mouth: motives for 

and consequence of reading customer articulation on the internet.”, International

Journal of Electronic Commerce, Vol.8(2), p.51-74. 

30. 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, Vol.17(4), p454-462. 

31. Hovland, C. I., & Weiss, W. (1951), “The influence of source credibility of 

communication effectiveness.”, Public Opinion Quarterly, Vol.15, p635-650. 



 

76 
 

32. Katz, E., Lazarsfeld, P. F. (1955), Banerjee, A.K., & Li, D. (2000), “Managing 

word-of-mouth communication: empirical evidence from India.”, International

Journal of bank marketing, Vol.18(2), p75-83. 

33. Kelman, M. C. (1961), “Processes of Opinion Change.”, Public Opinion Quarterly, 

Vol. 25, p57-78. 

34. Lascu, D. N., & Zinkhan, G. (1999), “Consumer Conformity: Review and 

Applications for Marketing Theory and Practice.”, Journal of Marketing Theory 

and Practice, Vol.7, p1-12. 

35. Leon G. Schiffman and Leslie L. Kanuk (2000), “Consumer Behavior”, Seventh 

Ed., Prentice-Hall, Inc. 

36. Lin, Tom M Y, Heng-Hui Wu, Chun-Wei Liao, and Tzu-Hsin Liu (2006). “Why 

are some e-mails forwarded and others not?”, Internet Research, Vol.16(1), p81-93

37. Macinnis, H. (1997). “Consumer Behavior”, Boston, New York: Houghton Mifflin 

Company. 

38. McGuire, T., Kiesler, S., and Siegel, J. (1987), “Group and computer mediated 

discussion effects in risk decision making.”, Journal of Personality and Social 

Psychology, Vol.52(5), p917-930. 

39. Money, R. B., M. C. Gilly, and J. L. Graham (1998). “Explorations of National 

Culture and Word-of Mouth Referral Behavior in the Purchase of Industrial 

Services in the United States and Japan.”, Journal of Marketing, Vol.62(4), p76–88.

40. Peterson, R. A. & Maria, C. M. (2003), “Consumer information search behavior 

and the Internet.”, Psychology & Marketing, Vol.20(2), p99-121. 

41. Rezabakhsh, B., Bornemann, D., Hansen, U. & Schrader, U. (2006), “Consumer 

Power: A Comparison of the Old Economy and the Internet Economy.”, Journal of 

Consumer Policy, Vol.29(1), p3-36. 



 

77 
 

42. Richins, M. L. (1983), “Negative Word-of-Mouth by Dissatisfied Customers: A 

Pilot Study.”, Journal of Marketing Research, Vol.47, p68-78. 

43. Richins, M. L., & Root-Shaffer, T (1988). “The Role of Involvement and Opinion 

Leadership in Consumer Word-of-Mouth: An Implicit Model Made Explicit.”, 

Advances in Consumer Research, Vol.15, p32-36. 

44. Schulman, Gary & Chrysoula Worrall (1970). “Salience Patterns, Source 

Credibility and Sleeper Effect.”, Public Opinion Quarterly, Vol.34(3), p371-382. 

45. Simpson, Edwin K. and Ruel C. Kahler (1980-1981). “A scale for source 

credibility, validated in the selling context.”, The Journal of Personal Selling and 

Sales Management, Vol.12(Fall/Winter), p17-25. 

46. Singh, J. (1990). “Voice, Exit, and Negative Word-of-Mouth Behaviors: An 

Investigation Across Three Service Categories.”, Journal of the Academy of 

Marketing Science, Vol. 18(1), p1-15. 

47. Stauss, B (2000). “Using New Media for Customer Interaction: A Challenge for 

Relationship Marketing.”, Relationship Marketing, In T. Hennig-Thurau & U. 

Hansen(Eds.) , p.233-253. 

48. Sundaram, D. S., Mitra, K., & Webster, C. (1998). “Word-of-mouth 

communications: A motivational analysis.”, Advances in Consumer Research, 

Vol.25, p527-531. 

49. Swan, J. E., Bowers, M. R. and Richardson, L. D. (1999). “Customer Trust in the 

Salesperson: An Integrative Review and Meta-Analysis of the Empirical 

Literature.”, Journal of Business Research, Vol. 44(2), p93-107. 

50. Thomas, W. G., Talai, O., & Andrew, J. C. (2005). “How e-communities extend the 

concept of exchange in marketing: An application of the motivation opportunity, 

ability (MOA) theory.”, Marketing Theory, Vol.5(1), p7-31 



 

78 
 

51. Westbrook, R. A. (1987). “Product/Consumption-Based Affective Responses and 

Postpurchase Processes.”, Journal of Marketing Research, Vol.24(3), p258-270 

52. Wilkie, W. L. (1994). “Consumer Behavior”, 3rd ed, New York: John Wiley and 

Sons Inc. 

 



 

79 
 



 

80 
 



 

81 
 



 

82 
 



 

83 
 



 

84 
 


