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Cronbach” s a frie & 1% & (Composite Reliability)f & ;}IE}E y TR 1:@.56;—% moo i@
CFA z_ %1% § J= £ (factoring loading) » £ 1 T 35% 2 P F (AVE)FE 3 B ~ Jtape R % &
B TR o
FEXRFRAE LT 6 AP ARAFEP 7 LFFHLF F2 e ¥
o mEE S FALEW L BEG ORA R T 2 AT R o R T
WA R L A AR AT Y TG ”ﬁ”‘éﬁﬁp S F AR o AL /ﬁ‘
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HY 62 3 aF el d o TP i mE SR A E R R 367 F ek o & 2 A4
FrLmRA eSS

% 2 Cronbach a 4 4%

H Cronbach « o Cronbach «
B 1 A 0.843 FRER 0.873
AR ITF 0.787 75 4F A~ 0.886
AoA g o 0.650 B LA A R 0.824
i A ) 0.766 FRECRBHE S 0.814
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% B ¥ ok—4p B 0% BB "L &AVE

CON SE SB EC AD OL BE EI
CON | 0.833
SE 0.172 | 0.870
SB 0.478 | 0.196 | 0.872
EC | 0.539 | 0.216 | 0.667 | 0.860
AD 0.513 | 0.255 | 0.506 | 0.553 | 0.840
OL | 0411 | 0.109 | 0.447 | 0.504 | 0.305 | 0.754
BE | 0469 | 0.278 | 0.674 | 0.539 | 0.314 | 0.518 | 0.732
EI 0.477 | 0.262 | 0.571 | 0.648 | 0.400 | 0.564 | 0.637 | 0.786

FERE A B2 BRFEFWA AR @ % SEM RIEHNEF AT

Bt & A fedp R iAo R 4077 0 SRR AP HAERARR -
o4 W ERR A
i fedp e | o Wy | Rkl 54 2 Rt
X? Jdt 1.544 <3 (Bentler & Bonett, 1980)
RMSEA 0.039 <0.08 (Hair, et al., 1998)
RMR 0.039 <0.05 (L. Hu & Bentler, 1995)
GFI 0.920 >0.8 (Seyal, et al., 2002)
AGFI 0.895 >0.8 (D Gefen, et al., 2000)
PGFI 0.696 >0.5 (Mulaik, S. A., L. R. James, et al., 1989)
PNFI 0.563 >0.5 (Mulaik, S. A., L. R. James, et al., 1989)
2S5 LA BRSO g;;}ﬂg —J— A g T EF FuE R R C M

HEs P LR FLAPM X pARAEH ﬁ%&%&i%W%?mﬂ%wﬂT%%%°
%5 BTSSR

B | BL nge | | we | mw | omE G | FEF | kT
Hia | CON—BE 0.141* 0.075 = = H2b | SE~OL | -0.012 0.019 o2
Hib | SE—~BE 0.155%* 0.020 == H2c | SB—OL | o.ua71* 0.044 «
Hic | SB—BE 0.470*** | 0.049 = = Had | EC>OL | 0.321*** | 0.056 - 2
Hid | EC—BE 0.070 0.06 E H2e | AD—OL | -0.053 | 0.099 L
Hie | AD—BE -0.152% 0.102 E H3 OL—BE | 0.233*** | 0.076 s
H2a | CON—OL 0.186* 0.072 ==

1:*p<.05; *¥p<.01; **¥*p<.oo1
T~ ¢ Ak ek iE

A3 51 % 7 Jacobucci et al. (2007)#7#& 41 ¢ /i %k ihig Sk F 0 @ * AMOS 18 & {7
SEM thv /i %% A 45 o
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Y=BE; M=OL B T
X 2 b z i O R 7S N IR e
(Sobel # %)

CON | 0.186* | 0.233*** | 1.952>1.645 | 0.141* | %4 ¢ /i | 23.51% Hga = =
SE -0.012 # Hgb # = =
SB | o.171* 2.071>1.96 | 0.47%** | "4~ ¢ A | 781% Hgc = =
EC | 0.321%** 2.964>1.96 | 0.07 2% 4| 51.66% Hqd = =
AD | -0.053 # Hgq 7 & =

AERIFANE L EFAH~(EDF I LA F(OL)

Pz P @ocdk > AT R IR SN A T T 8ok iR o

BPAFELII T FRpRT DIFRIFR T 3N DL R RIR - A7 LR El
27 OL %78 538 -T B ad2 (mean centre) * £ 3k A 4 — EI*OL e 3 i % 18 » £ #-H &7 E]
fv OL - A4=F » p %757 > 'F‘: EI*OL H & = %3 BE 2 F1 %M %L F8F > 573 B~ & EI
2. & 0T B ¥ o (Aiken et al. 1991; Baron & Kenny, 1986; Tsai et al. 2005)

%7 AR (F i R

B MBI S (BE)SHF] % M

% % : BE
P - Hoh #o = e e
E AR S
FRCOMBIFEE | -0.034 | -0.017 0.002 0.002 0.002
B o MDA S | 0.155% | 0.113%F | 0.121%F | 0.122%% | 0.122%**
e 0.014 -0.006 -0.012 -0.007 -0.005
i 0.012 0.044 0.053 0.044 0.043
g -0.106* | -0.023 -0.047 -0.032 -0.031
FFTia ) e | 0136 | 0.108** | 0.101% 0.083% 0.082%
e -0.055 | -0.040 -0.057 -0.072 -0.072
WAFPR R 0.031 -0.019 -0.003 0.009 0.011
W R
CON 0.087+ 0.055 0.035 0.036
SB 0.425*** | 0.371%** | 0.307*** | 0.307***
SE 0.118%** 0.110** 0.069+ 0.070+
EC 0.192*** | 0.130% 0.054 0.054
AD -0.091+ | -0.090+ | -0.083+ | -0.084+
¢ R
OL 0.242*** | 0.176*** | 0.176***
EI 0.282%%% | 0.280***
I IEH IR




OL*EI 0.014
Model F 2.567 18.999 21.099 23.570 22.057
R® 0.048 | 0.378%** | 0.422*** | 0.467*** | 0.467***
AR? 0.331*** | 0.044*** | 0.045*** | 0.000

AR Rl 5 R betas
3L 2 ! +p<.10; *p<.05; **p<.01; **¥*p<.oo1
JEZ T erg R “i&ﬁﬁ?é—g% k2ot EI*OL #2 BE 2. %] % M %% & % > * EIl ¥ OL ¥ BE 2_
BT &M a2 EASEY > B3R HS 7 = =

PGS rgr Mot 4 p AR AR = BT A BREEL G R
BrREBRTE o PEARETrF LERE RO MBFE LT e M R Y -
ZAGE 72 B ¥ en% % & Hennig-Thurau(2004)5%7 3 &% T % — R R F]¥ i 43%47
TESHERRAT cDRY FREAY > BRRELAT 07 RF G RF LA S 0w
%m”\ﬁdﬁiﬁﬁ’u@—ﬁ'%ﬁ?ifﬁu@;*iﬁfmﬁﬁﬁiijﬁiﬂ
BRI AFET L A NERApE e T SRR ARG EY
Tk RTE RRCABFEIFL T SR LA T 1—1{ i B eR T
R OFERT T AR B i5e BT - MahRERUCMBRFTEP > A3 AR
Bl AR AR s RAEp e AR BB A IR ERPL L RO EL TR @
oM e
FHLARPR NN E  FREREPROMAFELLFEFHRF DN 2R
reAFT Y BEEAPE o
Feick & Price(1987)+ 45 4! A 0§t & S W en@AE > < A chi, LATW Py LR AR
g o BFE 2R R AT e BRECABRHERHY > X REREBEL LA
S R F o 47 {,;r/]ﬁvz ARG $FETR DR 4ER & o ¥ ¢F Nielsen(2006)4% ) 7 & _F A
PR A - 8 T R 7 T X (participation equality) § (IR % o 4 R RS ALF DR ¥
€F 0% HFEp e RA !’ﬁ‘}%ﬁlki" (lurkers) ~ 9% en & ¥ F F‘L{ —‘k (intermittent
contributers)#? 1% g & 'E %+ (heavy contributers) ; % 14 3L i 673 Ikpmﬁu-ﬁ Tk
M gerk? 5 90%d @& * —‘k’f%\m??b xop ot 1%m€‘)§?‘§k » B 10% T ARk A
9%mF’“h'ﬁE)“LJ‘ #5 790-9-1 i R|(Nielsen, 2006) - &5 3 %LAEFL"" Finis 0 AR R
ﬁ?{ﬁ?ﬁﬁﬁ’%%* §FE AT AP A ftvﬁ“ P ek TR
Ibmﬂgﬁk—‘k o H o e ‘"@@ﬁah SETHE B A B M e
MBS A N AR VAR F e BRBRCMEBEFEY X A R
B R F S el Ap R 5 B F 0 35 B % % 27 Balasubramanian and Mahajan(2001)#% ! 2. 3§
ALE T Bt ¢ R T - Koo BT - A ok R bR 2 e HWM ﬁ*u%’ﬁ 3%
r’,ﬁg;;iaév_yr £ o
BBl B A frAl A R T BT R R Y > AT T LIS 4k
M AT R B S M Y AR BT E 2 R fokk o B



F WiE= f@;ﬁ%ﬁﬁ?’ﬁg‘;”‘ 3 ,;I)]ﬁa»‘& BLAR A el B2 P@f@%f‘?;‘% s f - TR AR 4—_;5;;;_@]
AR CMBIETLIRD T PR SEREL LA HeR e RO ALY
IR sk o

._\x;ﬂ L-E"}i%
@iﬁi%m%é%%%%%%VP@%%i%w%ﬁ%P*&ﬁ% #Piﬁ«%
Falralr o MBI E S ORE > R R T BT k2 e B R 2

SOBRRAER AT EAGH OMBIFE L o BARRG FIEF R &R Y F”/é(
AR DY - BER O FAL - AT ERFIFE ST LR
- ~F i ?‘FJ&
rE Y mﬂ@Wmea& FILR B A~ AR AR E R - Ay
PR BpER T B MR R SHT R EET wvm#é;%ﬁ%%’w
et S F F T ARADERLRY T RT3 A0 w i) 0 A A g R iR
FF RS Bl R T Bl g o i IR R T
4 2
P22 EJ%
% % E. (2008). FpLpi —‘g{ Wi B4 g <. Retrieved 2011/06/28, from
http://www.find.org.tw/find/home.aspx?page=news&id=5138
0 gk
Arndt, J. "Role of Product-related Conversations in the Diffusion of a New Product,"
Journal of Marketing Rresearch, (4:3), 1967, pp. 291-295.

Balasubramanian, S., & Mahajan, V. "The Economic Leverage of the Virtual
International Journal of Electronic Commerce, (5:3), 2001,

"

Community,
pp-103-138.
Baron, R. M., & Kenny, D. A. "The Moderator Mediator Variable Distinction in Social
Psychological Research: Conceptual, Strategic, and Statistical Considerations,"
Journal of Personality and Social Psychology, (51:6), 1986 pp. 1173-1186.
Bloch, P. H., & Richins, M. L. "A Theoretical Model for the Study of Product Importance
Perceptions. The Journal of Marketing, (47:3), 1983, pp. 69-81.
Bloch, P. H., Sherrell, D. L., & Ridgway, N. M. "Consumer Search: An Extended
Framework," The Journal of Consumer Research, (13:1), 1986, pp. 119-126.
Brown, J., Broderick, A. J., & Lee, N. "Word of Mouth Communication Within Online
Communities: Conceptualizing the Online Social Network," Journal of
Interactive Marketing, (21:3),2007, pp. 2-20.

Brown, J. J., & Reingen, P. H. "Social Ties and Word-of-Mouth Referral Behavior," The
Journal of Consumer Research, (14:3), 1987, pp. 350-362.

Cothrel, J. P. "Measuring the Success of an Online Community," Strategy & Leadership,
(28:2), 2000, pp. 17-21.



Feick, L., & Price, L. "The Market Maven: A Diffuser of Marketplace Information," The
Journal of Marketing, (51:1), 1987, pp. 83-97.

Flynn, L., Goldsmith, R., & Eastman, J. "Opinion Leaders and Opinion Seekers: Two
New Measurement Scales. Journal of the Academy of Marketing Science, 24(2),
1996, pp. 137-147.

Fornell, C., & Larcker, D. F. "Evaluating Structural Equation Models With Unobservable
Variables and Measurement Error," Journal of Marketing Research, (18:1), 1981,
pp. 39-50.

Frenzen, J. K., & Davis, H. L. "Purchasing Behavior in Embedded Markets," The Journal
of Consumer Research, (17:1), 1990, pp. 1-12.

Havitz, M. E., & Dimanche, F. "Leisure Involvement Revisited: Conceptual Conundrums
and Measurement Advances," Journal of Leisure Research, (29:3), 1997,
pp.245-278.

Hennig-Thurau, T., Gwinner, K., Walsh, G., & Gremler, D. "Electronic Word of Mouth
via Consumer Opinion Platforms: What Motivates Consumers to Articulate
Themselves on the Internet?" Journal of Interactive Marketing, (18:1), 2004, pp.
38-52.

Houston, M. J., & Rothschild, M. L. "Conceptual and Methodological Perspectives on
Involvement," Research Frontiers in Marketing: Dialogues and Directions,
1978, pp-184-187.

Iacobucci, D., Saldanha, N., & Deng, X. A Meditation on Mediation: Evidence that
Structural Equations Models Perform better than Regressions. Journal of
Consumer Psychology, (17:2), 2007, pp. 139-151.

Katz, E. "The Two-step Flow of Communication: An Up-to-date Report on an
Hypothesis," Public Opinion Quarterly, (21:1), 1957, pp.61-72.

Knapp, M. L., & Daly, J. A.. Handbook of Interpersonal Communication: Sage
Publications, Inc, 2002.

Laurent, G., & Kapferer, J. N. "Measuring Consumer Involvement Profiles," Journal of
Marketing Research, (22:1), 1985, pp. 41-53.

Lee, M.K.O., Cheung, C.M.K., Lim, K.H. and Sia, C.L. "Understanding Customer
Knowledge Sharing in Web-based Discussion Boards: An Exploratory," Internet
Research, ( 16, 3) 2006, pp.289-303.

Lyons, B., & Henderson, K. (2005). Opinion leadership in a computer mediated
environment. Journal of Consumer Behaviour, (4:5), 2005, pp. 319-329.
Mahajan, V., Sharma, S., & Wind, Y. "Parameter Estimation in Marketing Models in the
Presence of Influential Response Data: Robust Regression and Applications.

Journal of Marketing Research, (21:3), 1984, pp. 268-277.



Murray, K. B. "A Test of Services Marketing Theory: Consumer Information Acquisition
Activities," The Journal of Marketing, (55:1), 1991, pp.10-25.

Nielsen, J. "Participation inequality: Encouraging More Users to Contribute,” Jakob
Nielsen's Alertbox, 9, 2006.

Nunnally, J. C. Psychometric Theory, New York :: McGraw-Hill, 1978.

Park, C. W., & Lessig, V. P. "Students and Housewives: Differences in Susceptibility to
Reference Group Influence," The Journal of Consumer Research, (4:2), 1977, pp.
102-110.

Punj, G. N., & Staelin, R. "A Model of Consumer Information Search Behavior for New
Automobiles," The Journal of Consumer Research, (9:4), 1983, pp. 366-380.

Richins, M., & Root-Shaffer, T. "The Role of Evolvement and Opinion Leadership in
Consumer Word-of-Mouth: An Implicit Model Made Explicit,” Advances in
Consumer Research, 15,1988, pp.32-36.

Rogers, E. M. Diffusion of Innovations: Free Press, 1995.

Rogers, E. M., & Cartano, D. G. "Methods of Measuring Opinion Leadership," Public
Opinion Quarterly, (26:3), 1962, pp. 435-446.

Rosen, E. The anatomy of buzz: How to create word-of-mouth marketing: Crown
Business, 2002.

Rothschild, M. L. "Perspectives on Involvement: Current Problems and Future
Directions, " Advances in Consumer Research, 11(11:1), 1984, pp.216-217.

Steffes, E. M., & Burgee, L. E. "Social Ties and Online Word of Mouth," Internet
Research, (19:1), 2009, pp. 42-59.

Sundaram, D. S., Mitra, K., & Webster, C. "Word-of-Mouth Communications: A
Motivational Analysis," Advances in Consumer Research, (25:1), 1998, pp.
527-531.

Tsai, W. C., Chen, C. C., & Chiu, S. F. "Exploring Boundaries of the Effects of Applicant
Impression Management Tactics in Job Interviews," Journal of Management,
31(31:1), 108-119.

Venkatraman, M. P. "Opinion leadership, Enduring Involvement and Characteristics of
Opinion Leaders: A Moderating or Mediating Relationship. Advances in
Consumer Research, (17:1), 1990, pp. 60-67.

Westbrook, R. A. "Product/Consumption-based Affective Responses and Postpurchase
Processes," Journal of Marketing Research, (24:3), 1987, pp. 258-270.



Factors Affecting Opinion Leaders' Word-of-Mouth Behavior on the
Internet

Keng-Chieh Yang

Department of Information Management, Hwa Hsia Institute of Technology

andesyoung.tw @ gmail.com

Li-Huan Yang
Institute of Information Management, National Chiao Tung University

honokawing @ yahoo.com.tw

Chyan Yang
Institute of Business and Management and Institute of Information Management,
National Chiao Tung University
professor.yang @ gmail.com

Abstract

Due to the amazing emergence of online communities, many studies have indicated that the
impacts of electronic word-of-mouth (eWOM) have been influenced on consumers’ decision of
purchase. Therefore, marketers should pay more attention on the business strategies of virtual
communities for consumers to be willing to interact, cooperate, and create values with virtual
identities. Many studies have indicated that opinion leaders would have stronger influence than
others. Besides, considering the fact that surfing on internet has been known as an entertaining
activity. Therefore, we are trying to further discover the moderating effect of eWOM
involvement on the relation between opinion leadership and eWOM behaviors.

In this research, we have constructed a measurement of motives of eWOM communication
and discussed how the abilities of these motives influence the relation between opinion
leadership and eWOM behavior. Finally, the moderating effects of enduring eWOM
involvements on opinion leadership and eWOM behavior are structurally analyzed. Hopefully,
the contribution of this study could be a useful reference for marketers and website operators in
the future.
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