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71 7ol gtar sttt =, A1 A (credibility) & 7rekal A 2 -S-wk3H(believability)

olgti AT & Yrhiod
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A= S S addd V1A% sk vhe(willingness) & FES A
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Support, Sloan School of Management, MIT Sloan Working Paper, MA 02142.
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14(1), pp.57-68; M. Sako(1991). The Role of Trust in Japanese Buyer-Supplier Relationships,
Ricerche Economiche, 45(2/3), pp.449-474.
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110) R.C. Mayer., J.H. Davis., & F.D. Schoorman(1995). An Integrative Model of Organizational Trust,
Academy of Management Review, 20(3), pp.709-734.

111) J.H. Dyer., & W. Chu(2003), op.cit., pp.57-68.

112) J. Rotter(1967). A New Scale for the Measurement of Interpersonal Trust In, Journal of
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113) C. Moorman., R. Deshpande, & G. Zaltman(1993). Factors Affecting Trust in Market
Relationships, Journal of marketing, 57, pp.81-101.

114) R. Morgan., & S. Hunt(1993). The Commitment Trust Theory of Relationship Marketing, Journal
of marketing, 53(3), pp.20-38.

115) P.H. Schurr,, & J.L. Ozanne(1985). Influence on Exchange Processes: Buyers =~ Preconceptions of
a Seller s Trustworthiness and Bargaining Toughness, Journal of Consumer Research, 11,
pp.939-953.
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AF e 7ee A7l AFA AAE THAEA AR
k& $ttb 116 Morang & Hunt(1994)+= A #7F w3y} #dE S32448 a4

Al71aL agk g e gEe SAANTIE 7lss st <ad 2-4>9F o] ¥

-7} (shared values), 7147 o] A (communication) 5< TAA FgFS F
ol ]

NFE FAAZ|= whAd 7] 3] 5294 8 5 (opportunistic behavior) 4l
A Tha FASA TN Al TElA A 54 AlE 9ol ok

l:l‘
7F 71319 A Beom Qg e AAE A = loem AT FAE
2]

<a¥ 2-4> A1F 9 7]%: Morgan & Hunt(1993)

He
=
cooperation

#=NSH LS

functional conflict

plEESER S
opportunistic behavior

116) S. Schaffer(2004). op.cit..
117) R. Morgan., & S. Hunt(1993). op.cit., pp.20-38.

1) HEAQ06). el ATel Ay JFael B AT AAA AAYel WAEHE T
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119) E. Andersonm., & B. Weitz(1989). Determinants of Continuity Conventional Industrial Channel
Dyads, Marketing Science, 8, pp.310-323.
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120) HH. Kelley., & JL. Michela(1980). Attribution Theory and Research. Annual Review of
Psychology, 31, pp.457~501, in B. Weiner. Human Motivation, N. Y.: Holt, Rinehart and Winston.
121) M.J. Bitner(1990). Evaluating Service Encounters: The Effects and Physical Surroundings and
Employee Responses, Journal of Marketing, 52(20), pp.69-82.

122) R.M. Sparkman., & W.B. Locander(1980). Attribution Theory and Advertising Effectiveness.
Journal of Consumer Research, 7(3), pp.219-224.

123) G.M. Erickson, & JK. Johansson(1985). The Role of Price in Multi-Attribute Product
Evaluations. Journal of Consumer Research, 12(2), pp.195-199.
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125) R.J. Lewicki., & B.B. Bunker(1995). Trust in Relationships: A Model of Development and
Decline, In: B.B. Bunker., & J.Z. Rubin. Conflict, Cooperation and Justice: Essays Inspired by the
Work of Morton Deutsch, and Jossey-Bass, San Fransicso, CA, pp.122-173.

126) S. Tseng., & B.J. Fogg(1999). op.cit., pp.39-44.

127) &45(2002). T2kl anja} P5o] o2y AF, , AT,

128) ©]293(2004). AA =, LS - 0] >9(2007). AA =1, pp.59-77.

129) V. Shankar., F. Sultan., G.L. Urban., & I. Bart(2002). op.cit..

130) Rousseau et al, op.cit., pp.393-404; V. Shankar., F. Sultan., GL. Urban., & 1. Bart(2002). op.cit..

131) A.J. Marcella(1999). Establishing Trust in Virtual Markets, The Institute of The Internal
Auditors, Altamonte Springs, FL.



F389 AFA = A 2AFA(presumed credibility), 321 Z A (reputed
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132) S. Tseng., & B.J. Fogg(1999). op.cit., pp.39-44.
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134) C.L. Corritore.,, K. Beverly,, & W. Susan(2003). Online Trust: Concept, Evolving Themes, A
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138) C.C. Self(1996). Credibility, In M.B. Salwen., & D.W. Stacks(Eds.), An Integrated Approach to
Communication Theory and Research, pp.421-441.
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139) JK. Burgoon., J.A. Bonito., B. Bengtsson., C. Cederberg., M. Lundeberg., & L. Allspach(2000).

Interactivity in Human - Computer Interaction: A Study of Credibility, Understanding, and Influence,

Computers in Human Behavior; 16, pp.553-574.

140) ZEX1(2006). AA =&,

141) C.A. Gunn.,, & T. Var(2002). Tourism Planning, Basixs, Concepts, Casee(4th ed), Routledge/Spon

Tayler & Franci, pp.54-58.

Press, London,



<Y 2-5> A A

L MEHA IS _
£y g K
A Fo3;

SLXIO15F {direct factar)
[ — -5 - B .
indirect factar) Means of communication
AFUA0A £

— T

T
Reputation R
< Past experience > U

AR A5 8

T

0

R

oo

Guarantee
< Commitment >
MF210| Ok

~,  imilarity and Reciprocity
e BTV T T TE ;

mm 4 ¢ & 30—

Abg: S. Schaffer(2004). op.cit. p.p.30-43, AAA 4.

AR Aol AMFA (credibility)2 TFATHE APA S EoA FHE I JFS 7
A= FQ3 g¢ow weEan gon F2 ouyd g4 (opinion leadership)

5 ey skd 2 Fu Juhe) 53, gadEs B JnE 58

o} (interpersonal media)E ©]&3% tjel AFYAlA #H = 4R Y (source),

W A Z] (massage), 541 A (receiver), 9 (context), "} A (medium) &< FH 2] Al

fyol GPe AL JPRASE 1D 5 Yok

142) ©]2%(2004). A A=

143) S. Chaiken(1979). Communication Physical Attractiveness and Persuasion, Journal of Personality,
37, pp.1387-1397.

144) CN. Wathan., & J. Burkell(2002). Believe It or Not: Factors Influencing Credibility on the Web,
Journal of the American Society for Information Science and Technology, 53(2), pp.134-144.
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145) C.N. Wathan., & J. Burkell(2002). op.cit., pp.134-144.

146) J. Olaisen(1990). Information Quality Factors and the Cognitive Authority of Electronic
Information, In I. Wornell(Ed), Information quality: Definitions and Dimensions, London: Taypr
Graham, pp.91-121.
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150) o] A41(2002). 7HdE ol Aol tAAF YA A, TAfolHAF YA ] ASH, | 10(2), pp.105-148.

151) ©]2%4(2004). AA=E; 4FH - o] 29(2007). AA =, pp59-77.

152) W.L. Stephen., E.G. Ronald., & P. Bing(2007). op.cit.

153) G.L. Urban., V. Shankar., & Y.Y. Bart(2002). Determinants and Role of Trust in E-Business' A
Large Scale Empirical Study, MIT Sloan Working Papers No.4282-02. <http://papers.ssrn.com/sol3
/papers.cfm?abstract_id=380404>



2hel Aol A v AFe) JhdS SPAPolE S RA Vel i &

-

A EoEA AAHS REoR FRE & vt

<Y 27> Aol e A Al AdE md

HA|E 4
{characteristic of web site)

A2
RA0|E 42

(perception of

web site trust)

45

(action)

2RS4

(characteristic of consumer)

A& GL. Urban, V. Shankar., & Y.Y. Bart(2002). Determinants and Role of Trust in
E-Business: A Large Scale Empirical Study, MIT Sloan Working Papers No.4282-02
<http://papers.ssrn.com/sol3/papers.cfm?abstract,_id=330404>.
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155) J.J. Wu., & Y.S. Chang(2006). Effect of Transaction trust on e-Commerce Relationships between
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160) J.S. Chiou., & C. Cheng(2003). Should a Company have Massage Broads on its Web Sites?,
Journal of Interactive Marketing, 17(3), pp.50-61.

161) P.F. Bone(1995). op.cit., pp.213-223.

162) H.H. Kelly(1973). The Process of Causal Attribution, America Psychologist. 28, pp.107-128; J.S.
Chiou., & C. Cheng(2003). op.cit., pp.50-61.

163) K.M. Elliott(2002). op.cit.; ©]->3(2004). AAl+=; ZEZ(2006). AA =T,
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164) B. Weiner(2000). Attributional Thoughts about Consumer Behavior, Journal of Consumer
Research, 27(3), pp.332-387.

165) Z&71(2006). A A=, p5l.
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167) J. Steuer(1992). Defining Virtual Reality: Dimensions Determining Telepresence, Journal of
Communication, 42(4), pp.73-93.

168) JR. Coyle., & E. Thorson(2001). The Effects of Progressive Levels of Interactivity and
Vividness in Web Marketing Sites, Journal of Advertising, 30(3), pp.65-78.
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169) R.E. Nisbett., & L. Ross(1980). Human Inference: Strategies and Shortcomings of Social
Judgment, Journal of the American Statistical Association, T6(374), pp.499-500, ©]&<%, HA =&,
p.56. A&

170) PM. Herr., FR. Kardes, & J. Kim(1991). Effects of Word-of-Mouth and Product-Attribute
Information on Persuasion: An Accessibility-Diagnosticity Perspective, Journal of Consumer
Research, 17, pp.454-462.

171) P.J. Newman Jr(2003). An Investigation of Consumer Reaction to Negative Word-of-Mouth on

the Internet, Doctoral Dissertation, University of, Illionis.
172) 0] 293(2004), AA =T, A& - o] =29(2007), DA =, pp.s9-77.
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9. 2t agdAE BRE A4rE 91 rzidE A JddEs sgen
AR Qe WSS FuHES HAh NEF ARE AET Wl 3F
oz A AEHATT BRHE 2

=4, 7R = 28T AN s = 22kl FHaARe 54 S

el Y4g, gusl Bog Auel 484, U4, Y § 5H 8dE
2 Agsigon Ad Wrde FES 49 stk dad, AU 354
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A HAch WE&EANES 38 F7A 72 aFe] 78
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= dAsidint. 2 A3s Adurd FJrkE FE52,05271) = AZLse] 56871
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AL 29(D)e] 16270, 270 o]

ofr

Aol EAsks B (ZF (4 5 ;- @)t
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@ 32(5.6%) 9(1.3%) 20(2.5%) 61
@ 50(8.8%) 47(7.0%) 122(15.1%) 219
® 38(6.7%) 107(15.9%) 89(11.0%) 234
00) 1(0.2%) 1
06) 13(2.3%) 19(2.8%) 16(2.0%) 48
QD 16(2.8%) 7(1.0%) 5(0.6%) 28
6] 7(1.2%) 1(0.1%) 4(0.5%) 12
06) 2(0.4%) 15(2.2%) 33(4.1%) 50
6) 1(0.2%) 1(0.1%) 2
20) 2(0.4%) 1(0.1%) 3
Q@ 1(0.2%) 1
2® 1(0.1%) 1(0.1%) 2
©0) 23(4.0%) 3(0.4%) 2%
©0) 3(0.5%) 1(0.1%) 1(0.1%) 5
©6) 12(2.1%) 12(1.8%) 13(1.6%) 37
@D 10(1.8%) 4(0.5%) 14
@® 9(1.6%) 3(0.4%) 10(1.2%) 22
@® 3(0.4%) 3
03D 16(2.8%) 1(0.1%) 17
DA® 2(0.4%) 1(0.1%) 3
QDD 2(0.4%) 2
DD® 2(0.3%) 2(0.2%) 4
DD 1(0.2%) 1
BD® 2(0.4%) 3(0.4%) 5
DRBD 3(05%) 3
SAA/A5A 321(56.5%) 372(55.2%) 463(57.2%) 1,156
AZ3 247(435%) 302(44.8%) 347(42.8%) 8%
& A 568(100) 674(100) 810(100) 2,052
@ HRe) A @ #nel Foly ® Brel F84
@ dARA @ 544 wAIA <A wAIA
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System Research. 13(2), pp.334-359.

212) R. Grewal,, T.W. Cline., & A. Davies(2003). op.cit., pp.187-197.
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214) PM. Herr., F.R. Kardes., & J. Kim(1991). op.cit., pp.454-462.

215) AM. Muniz JR., & T.C. O’ Guinn(2001). op.cit., pp.412-432.
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219) J.M. Brister(1991). Word of Mouth Communication and Their Effects in Consumer Network.
Advances in Consumer Research, 18, pp.155-169.

220) MLL. Richins(1983). op.cit., pp.68-78; M.D. Coovert.,, & G.D. Reeder(1990). Negativity Effects in
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REATE X 2= 204.041(126, 0.000), Q=1.63, GFI=0.9, AGFI=0.87 , RMSEA=0.06, CFI=0.93
- b n
 Path coefficient /~ CR=Critical ratio / © SMC=Squared multiple correlation
AR oA AR/ A v F=

* p<0.05, **+ p<0.01

X 2713.081(df=1, p=0.000) GFI=970, AGFI=697, RMR=0.056, NFI=.904,
CFI=.0907

™ p<0.01, "p<0.05 FEANA FF2d AZAF( B), 0:CR
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229) L.A. Bollen(1989). Structural Equations with Latent Variables, New York:Wiley.

230) C. Fornell., & D. Larker(1981). Evaluating Structural Equation Models with Unobservable and
Measurement Error. Journal of Marketing Research, 18(1), pp.39-50.

231) C. Fornell.,, & D. Larker(1981). op.cit., pp.39-50.
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467 6 619

232) J.C. Anerson., & D.W. Gerbing(1988). op.cit., pp.411-423.
233) G.N. Challagalla., & T.A. Shervani(1996). Dimension and Types of Supervisory Control: Effects
on Salesperson Performance and Satisfaction Control. Journal of Marketing, 60, pp.89-105.
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Composit reliability= ( SIN7) 2/[ (32N0) 2+ 3 Var(64)], Nis
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et g ATRFe] FAaclid Ans nusd 2d JALJAEDe ¢
FAAA(SMC) kol thah WEol YAR 4 Jd A E(AVE >0.7)¢F &2
ZAF(CR >05)94 F44¢ 7l+wt Agsicta gy Aok, =3 o
TR AYPE AFE <E 4-16>7 Zo] vy HWH AHAFJE AF7t
GFI=0.044, AGFI=0.044, RMR=-0.008, NFI=0.048, CFI=0.02, RMSEA=0.003 ©]
el A WA o] o FolAi 35S HoFi it

<GE 4-16> kR A e g a

R A FHA Y ATEH ety
X% FrolA% EAE / Q(x2/db) 0050143/301 % 864464/1.74 | 362.502/1.86
GFI(Goodness-of-FIt Index): 7] Z5-3+3| 0901 0.873 0917
AGFI(Adjusted Goodness—of-FIt Index) %48 0.90] 7 0.838 0.882
RMR(Root Mean Square Residual) 947t H+f=}9] 0.05¢] s} 0.036 0.028
NFI(Normed Fit Index): %4344 0.9 0.871 0.919
CFI(Comparative Fit Index): 7] %4 ¢A 4 0.90]7¢ 0..940 0.960
RMSEA 0.08¢] 8} 0.046 0.049

ATAEER TANEE FAse GSFHAGMO#S IS A
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oA B Vs BT WSSt 7] wiol iR IelA e FAANE
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\_ (SMC=0.408)

BYAFE: x 2= 379.455(205, 0.000), Q=1.851, GFI=0912, AGFI=0.881 , RMSEA=0.049, CFI=0.959
* Path coefficient

b CR=Critical ratio

¢ SMC=Squared multiple correlation

AR felHe AR

wxx p<0.01

Bop FAAeR g AR Afad a2 FaY4E v
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ABSTRACT

The Influence of Word—of—Mouth Effect on Quality

of Electronic Word—of—Mouth Tourism Information

by Sung—soo Yang
Department of Tourism Management

The Graduate School of Cheju National University

The evolution of information technology has influenced our society and
everyday lives leading to radical change. Also, it has altered traveler's
vacation plans and the method of finding travel information. The most
revolutionary aspect of these changes is eWOM (Electronic online word of
mouth). eWOM Tourism Information has not only created a new paradigm of
information flow via consumer to consumer communication but has also
played an important role in consumer decision making. Despite this fact,
tourism management models such as destination image, have only a limited
discussion of eWOM. Hospitality and tourism marketers ought to find the
issue of critical importance, as many hospitality and tourism products are
seen as high—risk purchases, and are intensely competitive, suggesting that

the use of online interpersonal influence may provide important competitive
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advantages for early adopters.

The purpose of this study is to examine the eWOM's quality and suggest
the relationship between eWOM tourism information and its effect. To
accomplish the purpose, this study attempted to understand the differences
between traditional WOM and eWOM in terms of tourism information and
define the quality of eWOM tourism information. As to the quality of
e—WOM tourism information, it was viewed from different perspectives and
classified into two aspects. One is the cognitive qualities and the other is
the technical qualities. In this study, it was proposed a path model of eWOM
tourism information in which cognitive and technical quality influence on the
WOM effects via the mediating variables of credibility and direction.

Data of this study was collected from respondents who have experience
in gathering WOM tourism information. The survey data was collected
online from 15th to 17th of October 2007. A total of 350 completed
questionnaires were collected and were used for the analysis. Convenience
sampling was adopted as a method of sampling in this study.

The result of this study can be summarized as follows: (1) Credibility
and direction in eWOM tourism information was the most important factor in
the WOM effect. (2) Credibility was related to quality such as information
utility, vividness, and design. (3) Direction was related to quality such as
information utility. (4) The study model indicated the interrelationship of
factors extracted from the result of the analysis and provided us with a
platform to understand eWOM tourism information.

There are several implications in the result of this study. First, this study
examined the increase in important changes and findings from earlier
research on WOM effect in tourism information. Second, in relation to the

application of eWOM strategies, the study identified how to make the
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transition into more practical approach to eWOM marketing. The study was
designed to measure the cognitive, affective, and behavioral implications
upon traveler behavior and the new dynamics created by eWOM in tourism
information. There are some limitation in this study, however, as it 1s a
cross—sectional study and there is no consideration of factors such as
communication interaction, ease of use, and perceived reputation. In the
future, a study is needed to address the theoretical development and

empirical studies on each factor various other situations.
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