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ABSTRACT

Living in the era of technology, it is common that consumers read product reviews and search products related information online.

The electronic word-of-mouth (e-wom) has be-come an important reference for consumers. To understand consumers’

percep-tions on the reliability and expertise of e-wom, this study aimed to discover the rela-tionship of e-wom and perceived risk. A

questionnaire was developed aiming to gather information on the expertise, reli-ability, and strength of e-wom. 305 questionnaire

responses were returned by partici-pants who had e-wom experiences. The quantitative data collected from the question-naires were

then ana-lyzed by descriptive statistics, reliability test, Pearson correlation and regression. The study finds the followings: The

expertise of e-wom can help to decrease the consumer’s perceived risk. The reliability of e-wom can help to decrease the consumer

’s perceived risk. The strength of e-wom can help to decrease the consumer’s perceived risk.

Keywords : electronic word-of-mouth、perceived risk、credibility

Table of Contents

中文摘要　．．．．．．．．．．．．．．．．．．．．．iii 英文摘要　．．．．．．．．．．．．．．．．．．．．

．iv 誌謝辭　　．．．．．．．．．．．．．．．．．．．．．v 內容目錄　．．．．．．．．．．．．．．．．．．．

．．vi 表目錄　　．．．．．．．．．．．．．．．．．．．．．viii 圖目錄　　．．．．．．．．．．．．．．．．．

．．．．ix 第一章　　緒論．．．．．．．．．．．．．．．．．．．1 　　第一節　　研究背景與動機．．．．．．．

．．．．．1 　　第二節　　研究目的．．．．．．．．．．．．．．．3 第二章　　文獻探討．．．．．．．．．．．

．．．．．．5 　　第一節　　口碑．．．．．．．．．．．．．．．．．5 　　第二節　　網路口碑．．．．．．．．

．．．．．．．7 　　第三節　　知覺風險．．．．．．．．．．．．．．．21 第三章　　研究方法．．．．．．．．．

．．．．．．．．31 　　第一節　　研究架構．．．．．．．．．．．．．．．31 　　第二節　　研究假設．．．．．

．．．．．．．．．．31 　　第三節　　研究範圍及對象．．．．．．．．．．．．33 　　第四節　　各變數之操作性

定義及衡量．．．．．．．34 　　第五節　　統計分析方法．．．．．．．．．．．．．38 第四章　　實證分析．．．

．．．．．．．．．．．．．．40 　　第一節　　前測．．．．．．．．．．．．．．．．．40 　　第二節　　樣本描

述分析．．．．．．．．．．．．．41 　　第三節　　信、效度分析．．．．．．．．．．．．．45 　　第四節　　相

關分析．．．．．．．．．．．．．．．45 　　第五節　　迴歸分析．．．．．．．．．．．．．．．48 　　第六節　

　ANOVA檢定．．．．．．．．．．．．．．49 第五章　　結論與建議．．．．．．．．．．．．．．．．55 　　第一

節　　研究結論．．．．．．．．．．．．．．．55 　　第二節　　管理意涵．．．．．．．．．．．．．．．59 　　

第三節　　研究限制及後續研究建議．．．．．．．．61 參考文獻　　．．．．．．．．．．．．．．．．．．．．63 

附錄A　預試問卷 ．．．．．．．．．．．．．．．．．．73 附錄B　正式問卷 ．．．．．．．．．．．．．．．．．

．77

REFERENCES

Emanuel R. (2001)，口碑行銷:如何引爆口耳相傳的神奇威力(林德國譯)，台北:遠流，(原文於2000年出版)。 方幸意(2006)，網路口碑訊息

特性對消費者品牌態度之影響，國立成功大學國際企業研究所未出版之碩士論文。 王遵智(2004)，網路口碑中個人專業與關係強度對購

買決策的影響－以電子郵件為例，國立台灣科技大學企業管理系未出版之碩士論文。 尼爾森市調公司(2009)，全球網路消費者調查[線上

資料]，來源: http://en-us.nielsen.com/content/nielsen/en_us/insights/reports.html [2009 October 15]。 波仕特市調公司(2009)，進行醫學美

容，多數國人以網友意見為考量[線上資料]，來源: http://www.pollster.com.tw/Aboutlook /lookview_item.aspx?ms_sn=597 [2009 October

21]。 吳姮憓，楊雅君(2009)，電影滿意度、再購意圖與口碑效應－以《海角七號》為例，服務業行銷研討會論文集(pp. 131-153)，台中:

國立中興大學。 張漢宜(2007)，企業必讀，六大部落格行銷術[線上資料]，來源:

http://marketing.chinatimes.com/ItemDetailPage/MainContent/05MediaCtent.aspx?MMContentNoID=41241&MMMediaType=CWMG

[2009, December 10]。 張競宇(2007)，網路負面口碑訊息對消費者轉換行為之影響－以次世代電玩主機為例，國立臺灣科技大學企業管

理系未出版之碩士論文。 蔡元勛(2008)，網路口碑可信度影響因素之研究，國立雲林科技大學企業管理系未出版之碩士論文。 蔡文

碩(2003)，負面口碑對消費者購買決策之影響，私立大同大學事業經營學系所未出版之碩士論文。 蔡精育(2008)，網路論壇口碑之研究，



國立中央大學資訊管理研究所未出版之碩士論文。 謝宇桐(2008)，部落格口碑傳播訊息之研究:以攝影部落格為例，國立南台科技大學資

訊傳播系未出版之碩士論文。 二、英文部分 Arndt, J. (1967). Word of Mouth Advertising: A Review of the Litera-ture. New York: Advertising

Research Federation. Bailey, A. A. (2005). Consumer Awareness and use of Product Re-view Websites. Journal of Interactive Advertising, 6(1), 90-

108. Bansal, H. S., & Voyer, P. A. (2000). Word-of-Mouth Processes Within a Services Purchase Decision Context. Journal of Ser-vice Research,

3(2), 166-177. Bansal, H. S., Harvir, S., & Peter, A. V. (2000). Word-of-Mouth Proc-esses within a Services Purchase Decision Context. Journal of

Service Research, 3(2), 166-177. Bauer, R. A. (1960). Costumer Behavior As Risk-Taking,In Dynamic Marketing for a Changing World. Chicago:

American Mar-keting Association, 389-393. Bettman, J. R. (1979). An information processing theory of consumer choice. Massachusetts:

Addison-Wesley. Bickart, B., & Robert, M. S. (2001). Internet Forums as Influential Sources of Consumer Information. Journal of Interactive

Marketing, 15(3), 31-40. Bone, P. F. (1995). Word-of-Mouth Effects on Short-term and Long-term Product Judgments. Journal of Business

Research, 32(3), 213-233. Bristor, J. M. (1990). Enhanced Explanations of Word of Mouth Communications: The Power of Relationships.

Research in Consumer Behavior, 4(1), 51-83. Brown, T. J., Barry, T. E., Dacin, P. A., & Gunst, R. F. (2005). Spreading the Word: Investigating

Antecedents of Consumers' Positive Word-of-Mouth Intentions and Behaviors in a Re-tailing Context. Journal of the Academy of Marketing

Science, 33(2), 123-138. Clarke, K., & Belk, R. W. (1978). The effects of product involvement and task definition on anticipated consumer effort. In

H. Keith Hunt(Ed.), Advances in Consumer Research (pp. 313-325). Michigan: Association for Consumer Research. Cox, D. F. (1967). Risk

Handling in Consumer Behavior-an Intensive Study of Two Cases. In D. F. Cox(Ed.), Risk Taking and In-formation Handling in Consumer

Behavior (pp. 34-81). Bos-ton: Harvard University Press. Cunningham, S. M. (1967). The Major Dimension of Perceived Risk. In D. F. Cox(Ed.),

Risk Taking and Information Handling in Consumer Behavior (pp. 82-108), Boston: Harvard University Press. Datta, P. R., Chowdhury, D. N., &

Chakraborty, B. R. (2005). Viral marketing: New form of word-of-mouth through Internet. The Business Review, 3(2), 69-75. Dichter, E. A. (1966).

How Word of Mouth Advertising Works. Har-vard Business Review, 44(6), 147-157. Dowling, G. R., & Staelin R. (1994). A model of perceived

risk and intended risk-handling activity. Journal of Consumer Re-search, 21(1), 119-134. Ducoffe, R. H. (1996). Advertising Value and Advertising

on the Web. Journal of Advertising Research, 36(5), 21-35. Eagly, A. H., Wood, W., & Chaiken, S. (1978). Causal Inferences about

Communicators and Their Effects for Opinion Change. Journal of Personality and Social Psychology, 36(4), 424-435. Fishbein, M., & Ajzen, I.

(1975). Belief, Attitude, Intention and Be-havior: An Introduction to Theory and Research. Massachu-setts: Addison Wesley. Forsythe, S. M., &

Yun-Bo Shi (2003). Consumer Patronage and Risk Perceptions in Internet Shopping. Journal of Business Re-search, 56(11), 867-875. Garretson, J.

A., & Clow, K. E. (1999). The Influence of Coupon Face Value on Service uality Expectation, Risk Perceptions and Purchase Intentions in The

Dental Industry. The Journal of Service Marketing, 13(1), 59-70. Gelb, B., ＆ Madeline, J. (1995). Word-of-Mouth Communication: Causes and

Consequences. Journal of Health Care Marketing, 15(3), 54-58. Gilly, M. C., Graham, J. L., Wolfinbarger, M. F., & Laura, J. Y. (1998). A Dyadic

Study of Interpersonal Information Search. Journal of the Academy of Marketing Science, 26(2), 83-100. Gleb, B. D., & Sundaram, S. (2004).

Adapting to word of mouse. Business Horizon, 45(4), 21-25. Thorsten, H. T. & Gianfranco, W. (2004). Electronic Word-of-Mouth: Motives for and

Consequences of Reading Customer Articu-lations on the Internet. International Journal of Electronic Commerce, 8(2), 51-74. Thorsten, H. T.,

Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic Word-of-Mouth via Consumer-Opinion Plat-forms:What Motivates Consumers to

Articulate Themselves on the Internet? Journal of Interactive Marketing, 18(1),38-52. Herr, P. M., Kardes, F. R., & Kim, J. (1991). Effects of

Word-of- Mouth and Product-Attribute Information on Persuasion: An Accessibility-Diagnosticity Perspective. Journal of Consumer Research,

17(4), 1991, 454-462. Houston, M. J., & Rothschild, M. L. (1978). Conceptual and meth-odological perspectives in involvement. In S. Jain(Ed.),

Re-search Frontiers in Marketing: Dialogues and Directions (pp. 184-187). Chicago: America Marketing Association. Huang, W., Schrank, H., &

Dubinsky, A. J. (2004). Effect of Brand Name on Consumers' Risk Perceptions of Online Shopping. Journal of ConsumerBehaviour, 4(1), 40-51.

Jocoby, J., & Kaplan, L. (1972). The Components of Perceived Risk. In M. Vatesan(Ed.), Proceedings, Annual Conference, (pp. 382-393). Chicago:

Association for Consumer Research. Johnson, D. (2000). Anonymity and the Internet. The Futurist 34(4), 12-19. Kaplan, L. B. (1974). Components

of Perceived Risk in Product Pur-chase: A Cross-Validation. Proceedings of Applied Psychology, 59(3), 287-291. Kotler, P. (2001). A Framework

for Marketing and Management, Pearson Education. New Jersey: Prentice Hall, 215-240. Mitchell, V. W., & Greatorex, M. (1993). Risk

Perception and Reduc-tion in the Purchase of Consumer Services. The Service In-dustries Journal, 13(14), 179-200. Murray, K. B. (1991). A test of

services marketing theory: Consumer acquisition activities. Journal of Marketing Research, 55(1), 10-25. Ohanian, R. (1990). Construction and

validation of a scale to measure celebrity endorsers’ perceived expertise, trustworthiness, and attractiveness. Journal of Advertising , 19(3), 39-52.

Ohanian, R. (1991). The impact of celebrity spokespersons’ perceived image on consumers’ intention to purchase. Journal of Adver-tising

Research, 31(1), 46-54. Richins, M. L., & Root-Shaffer, T. (1988). The role of involvement and opinion leadership in consumer word-of-mouth: an

im-plicit model made explicit. Advances in Consumer Research, 15(1), 6-32. Roselius, T. (1971). Consumer rankings of risk reduction methods.

Journal of Marketing, 35(1), 56-61. Sheth, J. N. (1971). Word-of-Mouth in Low-Risk Innovations. Jour-nal of Advertising Research, 11(3), 15-18.

Singh, J., & Pandya, S. (1991). Exploring the Effects of Consumers’ Dissatisfaction Level on Complaint Behaviors. European Journal of

Marketing, 25(9), 7-21. Singh, J., & Sirdeshmukh, D. (2000). Agency and trust mechanisms in consumer satisfaction and loyalty Judgments. Journal

of the Academy of Marketing Science, 28(1), 150-167. Stone, R. N., & Gronhaug, K. (1993). Perceived risk: Further consid-erations for the

marketing discipline. European Journal of Marketing, 27(3), 39-50. Subramani, M. R., & Rajagopalan, B. (2003). Virtual extension:

Knowledge-sharing and influence in online social networks via marketing. Communications of the ACM, 46(12), 300-307. Tan, S. J. (1999).

Strategies for Redusing Consumers’ Risk Aversion in Internet Shopping. Journal of Consumer Research, 16(2), 163-180. Tanimoto, J., & Fujii,



H. (2003). A study on diffusion characteristics of information on a human network analyzed by a Multi-Agent simulator. The Social Science

Journal 40(4), 479-485. Teo, T. S. H., & Yon, D. Y. (2003). Assessing the Consumer Decision Process in the Digital Marketplace. The International

Journal of Management Science, 31(5), 349-363. Wangenheim, F. V., & Bayon, T. (2004). The Effect of Word of Mouth on Services Switching:

Measurement and Moderating Variables. EuropeanJournal of Marketing, 39(10), 1173-1185. Zaichkowsky, J. L. (1985). Measuring the

involvement construct. Journal of Consumer Research, 12(3), 341-352. Zaichkowsky, J. L. (1986). Conceptualizing involvement. Journal of

Advertising, 15(2), 4-14.


