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摘 要

隨著文化創意產業興起，視覺藝術產業成了國家發展重要產業之一。然而過去幾年，較少學者探討藝術畫作市場的消費行

為，有鑑於此，本研究聚焦於視覺藝術產業中的藝術畫作消費情形，主要目的在探討口碑、信任和知覺風險對於購買意願

的影響。 根據相關之文獻，本研究依據S-O-R理論為基礎，建構出研究架構，以及各變數之操作型定義，並設計問卷。此

外，本研究以臺灣各地區藝術創作者為樣本對象，總計回收有效樣本186份，並運用統計軟體SPSS12.0及AMOS18.0進行資

料分析及驗證各變數之關係，本研究之主要結論為口碑對信任有顯著正向影響，信任對購買意願有顯著正向影響，而且口

碑會透過信任影響購買意願。研究中也驗證了口碑為刺激、信任是個體中介角色與購買意願是反應的S-O-R模型。 本研究

最後提出學術與實務上之管理意涵，並提供後續研究建議。

關鍵詞 : S-O-R理論、口碑、信任、知覺風險、購買意願

目錄

內 容 目 錄 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　　．．．．．．．．．．．．．

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

．．．．．．．．． 1 　　第二節　　研究問題和目的．．．．．．．．．．．． 4 第三節 研究流程．．．．．．．．．

．．．．．． 5 第四節 研究範圍．．．．．．．．．．．．．．． 7 第二章　　文獻探討．．．．．．．．．．．．．．

．．． 8 　　第一節　　S-O-R理論．．．．．．．．．．．．．． 8 　　第二節　　口碑．．．．．．．．．．．．．

．．．． 11 　　第三節　　信任．．．．．．．．．．．．．．．．． 16 第四節 知覺風險．．．．．．．．．．．．．

．． 21 第五節 購買意願．．．．．．．．．．．．．．． 26 第六節 各變數之間的相關研究．．．．．．．．． 27 第三

章　　研究方法．．．．．．．．．．．．．．．．． 34 　　第一節　　研究架構．．．．．．．．．．．．．．． 34 

　　第二節　　研究假設．．．．．．．．．．．．．．． 35 　　第三節　　變數的操作型定義和衡量．．．．．．．

． 36 　　第四節　　問卷設計與抽樣設計．．．．．．．．．． 42 　　第五節　　統計分析方法．．．．．．．．．．

．．． 49 第四章　　實證資料分析．．．．．．．．．．．．．．． 56 第一節 敘述性統計分析．．．．．．．．．．．

． 56 　　第二節　　驗證性因素分析．．．．．．．．．．．． 62 　　第三節　　資料分析與檢驗．．．．．．．．．

．．． 78 　　第四節　　建構信度及效度．．．．．．．．．．．． 83 　　第五節　　整體結構模式驗證．．．．．．

．．．．． 87 　　第六節　　討論．．．．．．．．．．．．．．．．． 94 第五章　　結論與建議．．．．．．．．．

．．．．．．． 97 　　第一節　　研究結論．．．．．．．．．．．．．．． 97 　　第二節　　管理意涵．．．．．．

．．．．．．．．． 98 　　第三節　　研究限制．．．．．．．．．．．．．．． 100 第四節 後續研究建議．．．．．

．．．．．．．． 101 參考文獻　．．．．．．．．．．．．．．．．．．．．． 104 中文部分 ．．．．．．．．．．．

．．．．．．．．．． 104 英文部分 ．．．．．．．．．．．．．．．．．．．．． 108 附錄　　正式問卷．．．．．．

．．．．．．．．．．．． 124 表目錄 表 1-1 研究範圍．．．．．．．．．．．．．．．．．．7 表 2-1 刺激-個體-反應

（S-O-R）模型文獻整理．．．．10 表 2-2 口碑的定義．．．．．．．．．．．．．．．．．12 表 2-3 信任的定義．．．

．．．．．．．．．．．．．．18 表 2-4 信任的衡量構面．．．．．．．．．．．．．．．21 表 2-5 知覺風險的定義．．

．．．．．．．．．．．．．22 表 2-6 知覺風險的構面定義．．．．．．．．．．．．．25 表 2-7 知覺風險的構面．．．

．．．．．．．．．．．．26 表 2-8 口碑、信任、知覺風險與購買意願之相關研究．．32 表 3-1 口碑操作型定義與衡量問

項．．．．．．．．．．37 表 3-2 信任操作型定義與衡量問項．．．．．．．．．．38 表 3-3 知覺風險操作型定義與衡量

問項．．．．．．．．41 表 3-4 購買意願操作型定義與衡量問項．．．．．．．．43 表 3-5 問卷前測分析摘要．．．．．

．．．．．．．．．48 表 4-1 人口統計變數彙整表．．．．．．．．．．．．．59 表 4-2-1 口碑量表題目之平均數與標準

差．．．．．．．61 表 4-2-2 信任量表題目之平均數與標準差．．．．．．．62 表 4-2-3 知覺風險量表題目之平均數與標

準差．．．．．63 表 4-2-4 購買意願量表題目之平均數與標準差．．．．．64 表 4-3 能力構面問卷原始題項．．．．．．

．．．．．．65 表 4-4 仁善構面問卷原始題項．．．．．．．．．．．．66 表 4-5 正直構面問卷原始題項．．．．．．．

．．．．．67 表 4-6 信任二階驗證因素之模型配適指標．．．．．．．72 表 4-7 口碑構面問卷原始題項．．．．．．．．



．．．．73 表 4-8 知覺風險構面問卷刪題後題項．．．．．．．．．75 表 4-9 購買意願構面問卷原始題項．．．．．．．

．．． 76 表 4-10 驗證式因素分析彙整．．．．．．．．．．．．．77 表 4-11 標準化相關係數檢定．．．．．．．．．

．．．．80 表 4-12 變數多元常態檢定．．．．．．．．．．．．．．82 表 4-13 變數違犯估計檢定．．．．．．．．．．

．．．．83 表 4-14 信度檢驗衡量模式．．．．．．．．．．．．．．85 表 4-15 信任變數二階構面相關係數分析．．．．

．．．．87 表 4-16-1 信任變數偏度校正百分位數方法．．．．．．．87 表 4-16-2 信任變數百分位數方法．．．．．．．

．．．．88 表 4-17-1 總體變數偏度校正百分位數方法．．．．．．．88 表 4-17-2 總體變數百分位數方法分析．．．．．

．．．．88 表 4-18 衡量模式配適指標結果．．．．．．．．．．．．89 表 4-19 各變數路徑之關係與假設檢定結果．．．

．．．．89 表 4-20 本研究潛在變數之路徑效果．．．．．．．．．．95 圖目錄 圖 1-1 研究流程．．．．．．．．．．．

．．．．．．． 6 圖 2-1 刺激-個體-反應模式．．．．．．．．．．．．． 8 圖 2-2 Kotler 的消費者行為模式．．．．．．

．．．． 11 圖 2-3 口碑、信任與知覺風險關係．．．．．．．．．． 29 圖 2-4 信任、知覺風險與購買意願關係．．．．

．．．． 31 圖 3-1 觀念性研究架構．．．．．．．．．．．．．．． 34 圖 3-2 測驗發展的基本流程．．．．．．．．．

．．．． 44 圖 3-3 抽樣程序．．．．．．．．．．．．．．．．．． 46 圖 4-1 能力一階驗證分析．．．．．．．．．．

．．．． 65 圖 4-2 仁善一階驗證分析．．．．．．．．．．．．．． 66 圖 4-3 正直一階驗證分析．．．．．．．．．．

．．．． 67 圖 4-4 一階驗證式因素分析(單因子模型)．．．．．．． 68 圖 4-5 一階驗證式因素分析(潛在變項完全無相關)

．．． 69 圖 4-6 一階驗證式因素分析(潛在變項完全有相關)．．． 70 圖 4-7 二階驗證式因素分析．．．．．．．．．．．

．． 71 圖 4-8 口碑一階驗證分析．．．．．．．．．．．．．． 73 圖 4-9 知覺風險一階驗證分析．．．．．．．．．．

．． 74 圖 4-10 購買意願一階驗證分析 ．．．．．．．．．．． 76 圖 4-11 標準化相關係數二階段檢定 ．．．．．．．．

． 81 圖 4-12 模式驗證結果 ．．．．．．．．．．．．．．． 90

參考文獻

一、中文部分 Adorno, T. W. (1999)，美學理論(林宏濤，王華君譯)，台北:美學書房。 Rosen, E. (2001)，The anatomy of buzz.台北:遠流出

版公司。 王世澤（2008），商店環境線索對消費者行為意圖的影響，國立中央大學企業管理研究所碩士論文。 王世榕（2007），行銷

活動對情境因素與購買決策的影響力，臺灣銀行季刊，62(1)。 王舒瑱（2010），外部線索、知覺價值、口碑與信任關係之研究-以網路

爆紅美食為例，國立屏東商業技術學院行銷與流通管理系碩士論文。 尹秋秋（2010），網路口碑對購買意願之影響，國立高雄第一科

技大學國際管理碩士學位學程碩士論文。 江哲蔚（2011），理性行為理論探討網路口碑與購買意圖之研究─以化妝品虛擬社群為例，

國立聯合大學資訊與社會研究所碩士論文。 吳明隆（2003），SPSS統計應用學習實務:問卷分析與應用統計，台北:知城數位科技股份有

限公司。 吳尚達（2009），部落格訊息訴求對信任、知覺風險、享樂價值和購買意圖的影響-以嘉義大學學生為例，國立嘉義大學行銷

與運籌研究所碩士論文。 吳忠翰（2009），網路口碑的訊息訴求與情緒對消費者信任與購買意圖的影響，國立中山大學傳播管理研究

所碩士論文。 吳幸芳（2010），E口碑之前置因素與結果變數之實證研究，中興大學社會科學暨管理學院行銷學系所碩士論文。 吳萬益

，林清河(2001)，企業研究方法，台北:華泰書局。 呂松穎（2007），解嚴後台灣美術的多元面貌，發表於「臺灣美術丹露」網站 (

http://taiwaneseart.Ntmofa.gov.tw/t6/page64.pdf/ 2011/3/30)。 呂孟佳（2010），品牌知名度、網路口碑、涉入程度與購買意願關係之

研究-以墾丁地區住宿飯店為例，國立中山大學企業管理學系研究所碩士論文。 李小梅，黃世儒（2010），部落格行銷中的信任形成因

素，電子商務學報，12(2)，201-220。 李茂能（2009），圖解AMOS在學術研究之應用，台北:五南。 李魁賢（2007），國藝新訊，國家

文化藝術基金會。 林丁禾（2010），蔡國強與村上隆經營模式之比較分析:從紐約當代藝術談起，國立政治大學科技管理研究所碩士論

文。 林宗賢（1995），日月潭風景區旅遊意象及視覺景觀元素之研究，東海大學景觀學系未出版碩士論文。 林智毅（2006），消費者

類型與知覺風險對自有品牌產品購物意願之研究─以量販店為例，南台科技大學行銷與流通管理系碩士論文。 邱皓政（2003），結構

方程模式，台北:雙葉。 邱皓政（2004），量化研究與統計分析，台北:五南。 邱皓政（2007），量化研究與統計分析，基礎版，台北:

五南。 周文賢（2004），多變量統計分析- SAS/STAT 使用方法，台北:智勝文化事業有限公司。 洪韻茹（2009），品牌信任、顧客滿

意度、品牌忠誠與口碑關聯性之研究，淡江大學管理學院管理科學研究所碩士論文。 柯維琳（2005），網路拍賣之知覺風險、風險管

控措施、信任 與購買意向間關係之研究，東吳大學國際貿易學系碩士論文。 徐艾怡（2007），口碑效應對組織購買意願的影響-以多功

能事務機器為例，國立臺灣科技大學企業管理系碩士論文。 許哲瑋（2010），負面網路口碑對消費者購買意願之影響，東吳大學企業

管理學系碩士論文。 陳子欽（2008），知覺價值、承諾與信任對購買意願影響之研究--以電子產業鋁質電容器為例，輔仁大學科技管理

學程碩士在職專班碩士論文。 陳永坤，黃文星，吳姿音（2009），網路負面口碑訊息對經濟型旅館顧客購買決策影響之研究，發表

於2009運動休閒產業管理研討會，彰化:建國科技大學。 陳正男，林素銀，丁學勤，詹琇蓉（2004），產品涉入、消費者特性與情境對

網路購物的影響:風險的觀點，中華管理評論國際學報，93，7(2)，106-125。 陳怡安（2009），口碑基本概論:以口碑領域文獻為依據，

國立台灣科技大學企業管理學系碩士論文。 陳美甜（2010），文化創意?業群聚發展之評析-以台中創意文化園區為例，東海大學行政管

理暨政策研究所碩士論文。 陳柏州（2005），企業形象、信任度與購買意願之關聯性研究-以東森電視購物為例，淡江大學管理科學研

究所碩士論文。 陳筱君（2007），台灣藝術品市場的發展與實務──以羲之堂營運為例，國立臺灣師範大學美術學系在職進修碩士論

文。 陳義勝，吳欣蓓，邱文照（2007），企業形象對信任與購買意願影響關係之研究，聖約翰學報，24，111-126。 陳翠玲（2009），

網路口碑傳播、品牌形象與消費者購買意願之關聯性，育達商業技術學院企業管理所碩士論文。 張鈴妤（2010），消費體驗、口碑、

信任對消費意願之研究－以醫學美容為例，亞洲大學經營管理研究所碩士論文。 張錦俊（2007），由英國經驗看文化創意產業、文化

園區規劃與都市活動，科技發展與政策報導，5，24-34。 馮立誠（2005），信任的定義與理論定位之命題研究，朝陽科技大學企業管理



研究所碩士論文。 黃佳慧（2005），體驗品質、滿意度及行為意向關係之研究－以華陶窯為例，朝陽科技大學休閒事業管理研究所碩

士論文。 黃儀可（2007），購物情境、知覺風險與購買涉入對消費者 電視購物意願影響之研究，東吳大學企業管理學系碩士論文。 詹

詔宇（2008），消費者網路轉售態度與意願之研究:結構關係模型的應用，臺灣大學國際企業學研究所碩士論文。 楊緒永（2009），品

牌形象、知覺價值、口碑、產品知識與購買意願之研究─以手機為例，南華大學企業管理系管理科學碩士論文。 楊錦惠（2010），口

碑傳播與衝動性購買關係之研究:以產品屬性為干擾變數，育達商業科技大學企業管理研究所碩士論文。 楊耀誠（2008），退款保證條

款對消費者知覺風險與購買意願之影響，輔仁大學管理學研究所碩士論文。 廖川瑩（2006），網路口碑宣傳與消費者正面情緒之形成:

以網路留言版為例，臺灣大學國際企業學研究所碩士論文。 榮泰生（2009），Amos與研究方法(3版)，台北:五南。 蔡璞，蔡青姿（2006

），網路購物在知覺風險模式之建構，國立虎尾科技大學學報，25(3)，31-44。 謝欣伶（2006），服務品質、品牌忠誠度與購買意願關

係之研究-以台北市書店為例，私立中國文化大學國際企業管理研究所碩士論文。 簡秀枝 (2008)，分享藝術的愛，台北:典藏雜誌社。 羅

佳玫（2008)，從口碑觀點探討品牌概念行銷對顧客購買意願之研究-以精品業為例，國立臺北大學國際企業研究所碩士論文。 蘇小萍

（2010），品牌形象、口碑效應與購買意願關係之研究－以幼兒繪本為例，大葉大學管理學院碩士在職專班碩士論文。 蘇王佑（2009

），消費者對通路選擇之研究─以藝術畫作購買為例，淡江大學管理科學研究所企業經營碩士在職專班碩士論文。 蘇錦皆（2011），

視覺文化藝術教育課程建構與實踐評估之研究，國立臺灣師範大學美術系博士班美術教育組博士論文。 二、英文部分 Andersen, P. A., &

Guerrero, L. K. (1998). Handbook of communica-tion and emotion: Research, theory, applications, and contexts. New York: Academic Press.

Anderson, J. C., & Gerbing, D. W. (1988). Structural equation mod-eling in practice: A review and recommended two-step ap-proach. Psychology

Bulletin, 103, 411-423. Arndt, J. (1967). Role of product-related conversations in the diffusion of a new product. Journal of Marketing Research,

4(l), 291-295. Ba, S., & Pavlou, P. (2002). Evidence of the effect of trust building technology in electronic markets:Price premiums and buyer

behavior. MIS Quarterly, 26, 243-268. Bagozzi, R., & Yi, Y. (1988). On the evaluation of structural equation models. Journal of the academy of

marketing science, 16(1), 74-94. Baird, I. S., & Howard, T. (1985). Toward a contingency model of strategic risk taking. The Academy of

Management Review, 10 (2), 230-243. Baker, J., & Cameron, M. (1996). The effects of the service environ-ment on affect andconsumer perception

of waiting time: An in-tegrative review and research propositions. Journal of the Academy of Marketing Science, 24(4), 338–349. Bansal, H. S., &

Voyer, P. A. (2000). Word-of-mouth processes with-in a service purchase decision context. Journal of Service Re-search, 3(2), 166-177. Baron, R.

M., & Kenny, D. A. (1986). The moderator-mediator varia-ble distinction in social psychological research: Conceptual, strategic, and statistical

considerations. Journal of Personality and Social Psychology, 51,1173-1182. Bauer, R. A. (1960). Consumer behavior as risk taking. In R. S.

Han-cock(Ed.). Dynamic marketing for a changing world (PP. 389- 398). Chicago: American Marketing Association. Bentler, P. M. (1982).

Confirmatory factor analysis via noniterative estimation: A fast inexpensive method. Journal of Marketing Research, 19, 417-424. Bentler, P. M.

(1989). EQS structural equations program manual. Los Angeles, CA: BMDP. Blackwell, R. D., Miniard P. W., & Engel J. F. (2001). Consumer

be-havior (9th ed.). Mason, OH: South-Western. Bi, J. (2009). Study on the relationship among individual differences, E-WOM perception and

purchase intention. Contemporary Economy & Management. Bollen, K. A. (1989). Structural equations with latent variables. John Wiley & Sons,

New York, NY. Bollen, K. A. & Stine, R. A. (1992). Bootstrapping goodness-of-fit measures in structural equation model. Sociological Methods &

Research, 21( 2), 205-229. Bone, P. F. (1995). Word-of-mouth effects on short-term and long- term product judgments. Journal of Business

Research, 32, 213-223. Breckler, S. J. (1984). Empirical validation of affect, behavior and cognition as distinct components of attitude. Journal of

Perso-nality and Social Psychology, 67(6), 1191-1205. Bristor, J. M. (1990). Enhanced explanations of word of mouth com-munications: The power

of relationships. Research in Consumer Behavior, 4, 51-83. Brown, J. J., & Reingen, P. H. (1987). Social ties and word-of-mouth referral behavior.

Journal of Consumer Research, 14, 350-362. Browne, M. W. and Cudeck, R. (1993). Alternative ways of assessing model. In Bollen, K. A. and

Long, J. S. (Eds.). Testing Structur-al Equation Models, Sage, Newbury Park, CA. Byrne, B. M. (1994). Structural equation modeling with EQS

and EQS/Windows. Newbury Park, CA: Sage. Byrne, B. M. (1998). Structural equation modelling with LISREL, PRELIS, and SIMPLIS: Basic

concepts, applications, and pro-gramming. Mahwah, NJ: Erlbaum. Chang, H. H., & Chen, S. W. (2008). The impact of online store en-vironment

cues on purchase intention: Trust and perceived risk as a mediator. Online Information Review, 32(6), 818-841. Chaudhuri, A., & Holbrook, M. B.

(2001). The chain of effects from brand trust and brand affect to brand performance: The role of brand loyalty. Journal of Marketing, 65(2), 81-93.

Chen, T. Y., Chang, P. L., & Chang, H. S. (2005). Price, brand cues, and banking customer value. The International Journal of Bank Marketing,

23(2), 273-292. Cho, J., & Lee, J. (2006). An integrated model of risk and risk- reducing strategies. Journal of Business Research, 59(1), 112-20.

Churchill, J. R. (1999). Marketing research: Methodological founda-tions(7th Ed.), 100. Cohen, J. (1988). Statistical power analysis for the

behavioral sciences (2nd Ed. ). Hillsadale. NJ: Eribaum. Corritore, C.L., Kracher, B., & Wiedenbeck, S. (2003). On-line trust: concepts, evolving

themes, a model. International Journal of Human-Computer Studies, 58 (6), 737-758. Cox, D. F. (1967). Risk handling in consumer behavior: An

intensive study of two cases. In Cox (Ed.). Risk-taking and informa-tion-handling in consumer behavior. Boston: Harvard Univer-sity Press, 34-81.

Cox, D. F., & Rich, U. S. (1964). Perceived risk and consumer deci-sion making: The case of telephone shopping. Journal of Mar-keting Research,

1, 32-39. Cunningham, S. M. (1967). The major dimensions of perceived risk, in Cox. Risk-taking and information-handling in consumer

be-havior. Boston: Harvard University Press, 82-108. Dan, J. K., Donald, L. F., & Rao, H. R. (2008). A trust-based con-sumer decision-making

model in electronic commerce: the role of trust, perceived risk, and their antecedents. Decision Support Systems, 44, 544–564. Derbaix, C., &

Vanhamme, J. (2003). Inducing word-of-mouth by eli-citing surprise: A pilot investigation. Journal of Economic Psy-chology, 24 (1), 99-116.

Deutsch, M. (1960). The effect of motivational orientation upon trust and suspicion. Human Relations ,13, 123-139. DeVellis, R. F. (1998). Scales

development: Theory and applications. CA: Sage. Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effect of price, brand and store information



on buyers’ product evaluations. Journal of Marketing Research, 28(3), 307-319. Doll, W. J., Xia, W., & Torkzadeh, G. (1994). A confirmatory

factor analysis of the end-user computing satisfaction instrument. MIS Quarterly, December, 453-461. Doney, P. M., & Cannon, J. P. (1997). An

examination of the nature of trust in buyer-seller relationships. Journal of Marketing, 61(2), 35-51. Dowling, G. R. (1994). Corporate requtation:

Strategies for develop-ing the corporate brand. London: Kogan, 8. Dowling, R., & Stalin, R. (1994). A model of perceived risk and in-tended

risk-handling activity. Journal of Consumer Research, 21(6), 110-134. Duhan, D. F., Wilcox, J. B., & Harrell, G. D. (1997). Influences on consumer

use of word-of-mouth recommendation sources. Journal Academy of Marketing Science, 25(4), 283-296. East, R., Hammond, K., & Wright, M.

(2007). The relative incidence of positive and negative word of mouth: A multicategory study. Intern. J. of Research in Marketing, 24, 175-184.

East, R., Hammond, K., & Lomax, W. (2008). Measuring the impact of positive and negative word of mouth on brand purchase probability.

Intern. J. of Research in Marketing, 25, 215–224. Efron, B. (1979). Bootstrap method: Another look at the jackknife. Annals of Statistics, 7, 1-26.

Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention, and beha-vior: An introduction to theory and research. MA: Addi-son-Wesley

Publishing Company. Fornell, C., & Larcker, D. F. ( 1981). Evaluating structural equation models with unobservable variables and measurement

error. Journal of Marketing Research, 18(1), 39-50. Forsythe, S. M., & Shi, B. ( 2003). Consumer patronage and risk perceptions in internet

shopping. Journal of Business Research, 56, 867-875. Gambetta, D. G. (1988). Can we trust trust? In Gambetta, D. G. (Ed.), Trust: Making and

breaking cooperative relations. Department of Sociology, University of Oxford, UK: Basil Blackwell, 213-237. Ganesan, S. (1994). Determinants of

long-term orientation in buyer- seller relationships. Journal of Marketing, 58(2), 1-11. Garbarino, E., & Johnson M. S. (1999). The difference roles

of satis-faction, trust, and commitment in customer relationships. Jour-nal of Marketing, 63(2), 70-87. Garretson, J. A., & Clow, K. E. (1999). The

influence of coupon face value on service quality expectations, risk perceptions and pur-chase. Journal of Services Marketing, 13(1), 59-72. Gefen,

D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping: An integrated model. MIS Quarterly, 27(1), 51–90. Gilly, M. C.,

Graham, J. L., Wolfinbarger, M. F., & Yale, L. J. (1998). A dyadic study of interpersonal information search. Journal of the Academy of Marketing

Science, 26(2) ,83-100. Godes, D., & Mayzlin, D. (2004). Using online conversation to study word-of-mouth communication. Marketing Science,

23(4), 545–560. Granovetter, M. (1973). The strength of weak ties. American Journal of Sociology, 78(2), 1360-1380. Guielford, J. P. (1965).

Fundamental statistics in psychology and education(4th Ed.). New York: McGraw-Hill. Ha, J. Y., & Jang, S. C. (2009). Effects of service quality and

food quality: The moderating role of atmospherics in an ethnic res-taurant segment. Department of Hospitality and Tourism Man-agement,

Purdue University, 700 W. State Street, West La-fayette, IN 47907-0327, United States. Hair, J. F., Anderson, R. E. Jr., Tatham, R. L. and Black,

W. C. (1998). Multivariate data analysis (5th Eds.). Prentice-Hall, Upper Saddle River, NJ. Hanson ,W. A. (2000). Principles of internet marketing.

Ohio : South-Western College Publishing . Hennig-Thurau, 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. Hoyle, R.H. (1995). Structural equation modeling. SAGE Publi-cations, Inc. Thousand Oaks, CA. Jacoby, J., & Kaplan, L. (1972). The

components of perceived risk. Advances in Consumer Research, 3, 382–383. Jang , S. C., & Young, N. K. (2008). Perceived quality, emotions,

and behavioral intentions: Application of an extended Mehra-bian–Russell model to restaurants. Department of Hospitality and Tourism

Management. Purdue University, 700 W. State Street, West Lafayette, IN 47907-0327, USA. Johnson, D., & Grayson, K. (2005). Cognitive and

affective trust in service relationships. Journal of Business Research, 58(4), 500-507. Joreskog, K. G. & Sobom, D. (1992). LISREL 8: Structural

equation modeling with the SIMPLIS command language. Hillsdale, NJ: Erlbaum Associates. Katz, E., & Lazarsfeld, P. F. (1955). Personal

influence. New York: Free Press. Kim, D. J., Ferrin, D. L., & Rao, H. R. (2008). A Trust-based con-sumer decision-making model in electronic

commerce: The role of trust, perceived risk, and their antecedents. Decision Support Systems, 44 (2), 544-564. Kim, K. K., & Prabhakar, B. (2002).

Initial trust and the adoption of B2C e-commerce: The case of internet banking. The DATA BASE for Advances in Information Systems. Kiss, C.

& Bichler, M. (2008). Identification of influencers-measuring influence in customer networks. Decision Support Systems, 46 (1), 233-35. Kline, R.

(2005). Principle and practice of structural equation mod-eling (2nd ed.).New York: Guilford Press. Kotler, P. (1999). Marketing management (10th

ed.). NJ: Pretice-Hall International Inc. Kolter, P., & Armstrong, G. (2001). Principle of marketing (9th ed.). Prentice Hall International Inc. Kotler,

P. (2003). Marketing management (11th ed.). NJ: Pretice-Hall International Inc. Kuan, H. H., & Bock, G. W. (2007). Trust transference in brick

and click retailers: An investigation of the before online visit phase. Information & Management. Lee, K. S., & Lee, H. S. (2007). Factors

influencing the adoption behavior of mobile banking: A South Korean perspective. Journal of Internet Banking and Commerce, 12(2), 1-9. Lewis,

D., & Weigert, A. (1985). Trust as a social reality. Social Forces, 63(4), 967-985. Lin, L. Y., & Lu, C. Y. (2010). The influence of corporate image,

relationship marketing, and trust on purchase intention: The moderating effects of word-of-mouth. Tourism Review, 65(3), 16-34. Liu, Y. H., &

Jang, S. C. (2009). The effects of dining atmospherics: An extended Mehrabian–Russell model. Department of Hospi-tality and Tourism

Management. Purdue University, West La-fayette, IN 47907-0327, United States. Lu, Y., Zhao, L., & Wang, B. (2010). From virtual community

mem-bers to C2C e-commerce buyers: Trust in virtual communities and its effect on consumers’ purchase intention. Electronic Commerce

Research and Applications, 9, 346–360. Luhmann, N. (1988). Familiarity, confidence, trust: Problems and al-ternatives. In D. Gambetta (Ed.).

Trust: making and breaking cooperative relations, 94–107. Basil Blackwell, Oxford. MacCallum, R. C., & Hong, S. (1997). Power analysis in

covariance structure modeling using GFI and AGFI. Multivariate Beha-vioral Research, 32(2), 193-210. Mangold, Miller, & Brockway (1999).

Word-of-mouth communica- tion in the service market place. The Journal of Services Mar- keting,13(1), 73-89. Marsh, H. W., & Hocevar, D.

(1985). A new more powerful method of multitrait-multimethod analysis. Journal of Applied Psy-chology, 73, 107-117. Mayer, R. C., Davis, J. H.,

& Schoorman, F. D. (1995). An integrative model of organizational trust. Academy of Management Review 20 (3),709–734. McDonald, R. P., &



Marsh, H. M. (1990). Choosing a multivariate model: Noncentrality and goodness-of-fit. Psychological Bulletion, 107, 247-255. McKnight, D. H.,

& Chervany, N. L. (2002). What trust means in e-commerce customer relationships: An interdisciplinary con-ceptual typology. International

Journal of Electronic Com-merce 6 (2), 35–60. McQuiston, D. H. (2001). A conceptual model for building and main-taining relationships between

manufacturers' representatives and their principals, Industrial Marketing Management, 30(2), February, 165-181. Mehrabian, A., & Russell, J. A.

(1974). An approach to environ-mental psychology. MIT Press, Cambridge, MA, USA. Mitchell, V. W. (1999). Consumer perceived risk:

Conceptualizations and models. European Journal of Marketing, 33(1), 163-195. Molinari, L. K., Abratt, R., & Dion, P. (2008). Satisfaction, quality

and value and effects on repurchase and positive word-of-mouth behavioral intentions in a B2B services context. Journal of Services Marketing,

22(5), 363–373. Money, R. B. (2004). Word-of-mouth promotion and switching beha-vior in Japanese and American business-to-business service

clients. Journal of Business Research, 57 (3), 297-305. Morwitz & Schmittlein (1992). Using segmentation to improve sales forecasts based on

purchase intent: Which ‘intenders’ actually buy? Journal of Marketing Research, 29(4), 391-405. Murray, K. B. (1991). A test of services

marketing theory: Consumer information acquisition activities. Journal of Marketing, 55(1), 10–25. Murray, K. B., & Schlacter, J. L. (1990). The

impact of services ver-sus goods on consumers' assessment of perceived risk and va-riability. Journal of Academy of Marketing Science, 18(1),

51-65. Nevitt, J., & Hancock, G. R. (2001). Performance of bootstrapping approaches to model test statistics and parameter standard error

estimation in structural equation modeling. Structural Equation Modeling, 8, 353-377. Nunnally, J. C. (1978). Psychometric theory (2nd ed.). New

York: McGraw-Hill. Peter, J. P., & Ryan, M. (1976). An investigation of perceived risk at the brand level. Journal of Marketing Research, 13, 184

–188. Perry, M., & Hamm, B. C. (1969). Canonical analysis of relations between social-economical risk and personal influence in pur-chase

decisions. Journal of Marketing Research, 6, 351-354. Ping , R. A. (2005). What is the average variance extracted for a la-tent variable interaction

(or quadratic)?﹝on-line paper﹞. Re-trieved March 3, 2008 from the World Wide Web:  http://home.att.net/~rpingjr/ave1.doc Pires, G.,

Stanton, J. & Eckford, A. (2004). Influences on the per-ceived risk of purchasing online. Journal of Consumer Beha-viour, 4(2), 118-131.

Ratnasingam, P. (1998). The importance of trust in electronic com-merce. Internet Research: Electronic Networking Applications and Policy, 8(4),

313–321. Riegelsberger, J., Sasse, M. A. & McCarthy, J. D. (2003). The re-searcher’s dilemma: Evaluating trust in computer-mediated

Communication. International Journal of Human-Computer Studies, 58(6), 759-781. Robertson, T. S. (1970). Personality correlates of opinion

leadership and innovative buying behavior. Journal of Marketing Re-search, 6 (2), 164-168. Roselius, T. (1971). Consumer rankings of risk

reduction methods. Journal of Marketing, 35(1), 56-61. Rousseau, D. M., Sitkin, S. B., Burt, R. S., & Camerer, C. (1998). Not so different after all:

a cross discipline view of trust. The Academy of Management Review, 23(3), 395–404. Sayed, I. M., Farrag, D. A., & Belk, R.W. (2003). The

effects of physical surroundings on Egyptian consumers’ emotional states and buying intentions. Journal of InternationalConsumer Marketing, 16

(1), 5–27. Schifferstein, H. N. J., & Oude Ophuis, P. A. M. (1998). Health- related determinants of organic food consumption in The

Neth-erlands. Food Quality and Preference, 9(3), 119-133. Schiffman, L. G., & Kanuk, L. L. ( 2000 ). Consumer behavior(7th Eds.). NJ: Prentice

Hall. Shamdasani, P. N., Stanaland, A. J. S. & Tan, J. (2001). Location, lo-cation, location: Insights for advertising placement on the web. Journal

of Advertising Research, 41(4), 7-21. Shimp, T. A., & Bearden, W. O. (1982). Warrant and other extrinsic cue effect on consumer risk perception.

Journal of Consumer Research, 9(1), 38-46. Shrout, P. E., & Bolger, N. (2002). Mediation in experimental and nonexperimental studies: New

procedures and recommenda-tions. Psychological Methods, 7, 422-445. Silverman, G. (2001). The power of word of mouth. Direct Marketing,

64(5), 47-52. Singh, J., & Sirdeshmukh, D. (2000). Agency and trust mechanisms in consumer satisfaction and loyalty judgments. Journal of

Academy of Marketing Science, 28(1), 150-167. Smith, J. B., & Barclay, D. W. (1997). The effect of organizational differences and trust on the

effectiveness of selling partner relationships. Journal of Marketing, 61, 3-21. Stewart, K. (1999). Transference as a means of building trust in World

Wide Web sites. Proceeding of the 20th International Conference on Information Systems, Charlotte, North Carolina. Strang, D., & Soule, S. A.

(1998). Diffusion in organizations and so-cial movements: From hybrid corn to poison pills. Annual Re-view of Sociology, 24, 265–290. Solomon,

M. R. (1998). Consumer behavior(4th Ed.). Engle-wood. Swan, J. E., & Oliver, R. L. (1989). Postpurchase communications by consumers. Journal

of Retailing, 65(4), 516-533. Tan, S. J. (1999). Strategies for reducing consumers' risk aversion in internet shopping & quot. Journal of Consumer

Marketing, 16(2), 163-180. Taylor, J. W. (1974). The role of risk in consumer behavior. Journal of Marketing, 38(2), 54-60. Taylor, S., & Todd, P.

(1995). Understanding household garbage re-duction behavior: A test of an integrated model. Journal of Public Policy and Marketing, 14(2),

192-204. Ueltschy, L. C., Krampf, R. F. & Yannopoulos, P. (2004). A cross- national study of perceived consumer risk towards online (in-ternet)

purchasing. Multinational Business Review, 12(2), 59-82. Walczuch, R., & Lundgren, H. (2004). Psychological antecedents of institution-based

consumer trust in e-retailing. Information & Management. Walker, J. A., & Chaplin, S. (1997). Visual culture as a field of study, and the origins of

visual culture studies. In Walker, J. A., & Chaplin, S., visual culture: An introduction, 31-50, New York: Manchester University Press.

Wangenheim, F. V., & Bayon, T. (2004). The effect of word of mouth on services switching: Measurement and moderating variables. European

Journal of Marketing, 38(9), 1173-1185. Wilkie, W. L. (1990). Comsumer behavior. New York: Wiley & Sons. Wirtz, J., & Chew, P. (2002). The

effects of incentives, deal proneness, satisfaction and tie strength on word-of-mouth behaviour. International Journal of Service Industry

Management, 13(2), 141-162. Zikmund, W. G. (1999). Business research methods (6th Ed.), 342. Zikmund, W., & Scott, J. (1973). A multivariate

analysis of per-ceived risk, self confidence and information sources, in: S. Ward, & P. Wright(eds.). Advances in Consumer Research, 1, Association

for Consumer Research, Urbana, IL, 406–416. Zucker, L. G. (1986). Production of trust: Institutional sources of economic structure. In B. M.

Staw and L. L. Cummings(Eds.). Research in Organizational Behavior, JAI Press, Greenwich, CT, 53–111.


