Table of Contents

ACKNOWICAZEIMENES ...ttt ettt ettt eb bt s et et es e e st et ebeebe e eseebetens \Y

AADSIIACE ...ttt Vil

TaADIE OF COMEEIES ...ttt ettt ettt s ettt es st s b s esesenenenas X

LST OF TADIES ...ttt sttt es XIIT

LST OF FIGUIES ..ttt ettt ettt ettt eaees XV

Acronyms and ADDIEVIATIONS .......eviuieiiieiiiiiiteieteetetei ettt ettt et ebe ettt e e ebeneereene XVII

Chapter 1 — Introduction to the RESEArCh ...........ccvviriiiiiiiiiiieiiceeee e 1

General INTrOAQUCTION. ......c..ouiuiiiitciiii ettt 1

Objectives 0f the RESEAICH ........c.iiuiiiiiiiiiie et 11

Theoretical Importance

Practical TMPOTLANCE..........oveuiuiieiiiiieietitet ettt ettt et esenen

Organization O the TRESIS .......c.euiviriiiiiiiiiiiie ettt 16

Chapter 2 — Review of Literature and Theoretical Background............ccoccoeiiiniinninencnneneiceeees 19

The ROIE OF TIUSE ... 19

The CONCEPE OF TTUSL.....evetiiieteteietet ettt ettt es et et eneaenens 23

OVEIVIBW ...ttt b sttt b ettt s et b ettt b et et e b sttt e bt ettt neaes 23

The Disciplines’” Conceptualizations and Measurement of TrUSt..........ccvvererieieinienieeneeeeeen 32

The PhiloSOPhErs’ PErSPECIVE ...c..cuiiiiuiiiiriiiiiieiiieiieiceteett ettt sttt 32

The Personality PSychologists” PEISPECtIVE ........c.c.cuiuiuiuiuiuiuiiiiiicieieieieieieieieieieeereieieseneseiesenennns 33

The SOCIOIOZISLS” PEISPECIVE ....vveiiieiiiieteieietet ettt ees 40

The Social Psychologists” and Organizational Researchers’ Perspective...........cccoceeveveurueeeennne 48

Economic, Business and Marketing Perspectives .

Towards an Integrated View of Trust Components...

COMPONENES OF TTUST ...ttt ettt ettt sttt ettt sttt s eneeteesennene 68
TrUSHNG BEIIETS ...ttt ettt 71
TTUSHNG ATHIUACS ... vveveeitetete ettt ettt et ea e st s e st ese e s e ees 86
TTUSHNG INEEITIONS ..vvtiteiiiieieeit ettt ettt ettt ees 87
Risk-taking BERaVIOUT ..........c.eiiiiiiiiiiiciiic et 89
CONAItIONS OF TTUSL. ...ttt ettt sttt eee 90
CONCIUSIONS ...ttt ettt s et en et enenenean 92
Chapter 3 — Conceptualization of the Construct, Research Questions and Hypotheses........................ 95
Evidence for Generalized @WOM TTUSE.......cccoueuiiiirieiiiieeiriieiees ettt 95
Conceptualizing Trust i @WOM ......c.ccooiiiiiiiriiiiieieiee ettt 99
Construct Definition and DOMAIN ..........c.ceiriiieiiieieiieieee ettt eees 99
Construct Composition.. .. 103
TYPES OF EWOM TTUSE ...ttt ettt sttt st s s bbbt ene b ens 104
Dimensions 0f EWOM TTUSE ........c.eouruiuiiiiiiiiiieieiiieece e 107

IX



Elements Of @WOM TTUSE ....cvoieuiiiiieiiiteieieteeeeeete ettt sttt st ese bbb seesesbeneenes 111

eWOM Trust and Similar CONCEPLS .....e.vevirueieriiieieietieieieie ettt saens 112
eWOM Distrust .
EWOM SCEPLICISII ..ttt ettt ettt ettt es ettt s et es et es s enenenen
CTEAIDILIEY -ttt ettt ettt beieees
Attitude towards Reviews in GENeral............occoiririiiiiniiiiiniieiieeect s
OhEr CONSLIUCES ...ttt ettt ettt ettt aeaes

Definition SUMmMArizZed...........ccooiiiiiiiiiiiiii e

Research Questions and HYPOthEeSES ........cueiiiiiiiiirieiiiiicieie ettt

Construct Identification and Dimensionality...

VALEAIEY ¢ttt bbbttt en ettt enene
Criterion-Related Validity ..........oceoiriiieiiniiiiiccec s
Nomological Validity: A Social Shopping — Trust Framework ...........cccocevivvieeninneinnnens 129
EWOM Trust ANECEACNLS ...ttt 134
EWOM TTUSt COTTEIALES ...ttt 151
eWOM Trust Consequences... .152

Reliability and Generalizability...........cccoeiiririiioiniiiiecieieeeee s 153

MEASUTE APPIICALION ..ottt ettt ettt es s s beneene et e s eneesesaeneene 160

Chapter 4 — Research MEthOdS.........c.eouiiiiiiiiiicieieee et 163
TAENtIfICAtION SEAZE.....eevirietietiiteiiet ettt ettt ettt b ettt a e ettt eaeas 165

Specification of Content Domain, Construct Definition and Dimensionality .............cccoceeeeneee 165

Generating and Judging IEIMS .........c.cccoeuiuiuiuiiiiiiiiiiiiiieieieieie ettt 175
Expert Interviews (Study 1) ... 177
Consumer INErVIEWS (STUAY 2).....veueuiriiiiiiiieieieieieitetete ettt es 178

REHADIIILY STAZE ...ttt ettt 181
Research INSTIUMENT .......c.ccviviuiiiiiiiieietcee et 183
Sample Description and Data Collection Procedure .............cccevevirieeirieeeinieieieeeieeeeeeenenes 184

VAlIAILY SEAZE ..ttt b bbbttt ettt b ettt 186

Main Validation Study (StUAY 4) ....c.cueiriiiiiiiiiieeee s 187
Research Instrument
QUESTIONNAITE PIELEST.......iivieiieiiitieiietietiei ettt ettt ettt sbe e e sbesaeessesseereessesseesaesaens 201
Sampling Frame and Data ColleCtion...........cvoveueiiiieeiiirieeesieeesseeeseieee e 201
REUIN RALE......ciiiiic ettt 202
SAMPIE DESCTIPLION ...ttt ettt ebe s 202

Supplemental Reliability, Validity and Generalizability Studies (Study 5) .....cccccoeiveeeinnnne. 205

APPHCALION SEAZE ...ttt ettt ettt ettt ettt ettt enene 205

Chapter 5 — Research RESUILS .......oveieuiiiiieiiiiieicieeee ettt ettt 209

Assessment of Construct Dimensionality and CONSISLENCY .......ecvevvvirieieirienieiiiieieeeeee e 209

Results REHADIIILY SEAZE .....vveveuiiieeeiiieietciet ettt ettt neaes 210
EXPloratory FACtOr ANALYSIS........cocivvrieuiiriiieieiieteetie ettt ettt eeaesens 211



Confirmatory FACtOr ANALYSIS .......c.eovrveueuiriieieiiiteicietetc ettt 218
RESUILS VAIAILY STAZE ...vevvevieiiiiiieieeieee ettt ettt eneene

Exploratory Factor Analysis...
Confirmatory FACtOr ANALYSIS .......eeririeueeiirieieiiietetcietet ettt enenees
Results Validity Stage (Modified MOdel) .......cceiiriiiiriiiiiiieeieeee e
Model GOOANESS-0F-1It ..ot
REHADIIIEY ...
CONVETZENt VAIIAILY .o.veuveiiitiieieticieie ettt sttt ettt ebe e
Discriminant ValidIty .......e.eeerieiiiriiiiieeieceeese ettt

Implications for Construct’s Structure and Content...

Supplemental Validity ASSESSIMENLS .......c.c.eiririeririiieieiririeieesest ettt eaes e eeeeas
CONCUITENE VALIAILY ...ttt
Convergent Validity and Discriminant Validity...........ccooveiriniiiinineiinienceeceneees 256
KNOWN-Zroup VALIAILY ...o.vevieiiiiiiiiieieeee ettt eseene 266
Predictive and Postdictive Validity ........ccoooveiririiiiiiniiieeieeee e 267

Nomological Validity .... ...270

Social DeSIrability BIas .........ccooueueiiirieiiiieieiieieieieeee e 273
Supplemental Reliability and Generalizability ASSESSIMENES ........c.ccvvueeeiriiiieiririeieirieieeceeeeceennes 274
Test-Retest REIIADIIILY ....eveuiiiiiiiieiitieie ettt 274
Generalizability to different Online SOUICES ........ccceciviirieiriiriiiiiricieeeee e 274
Generalizability to individual Customer REVIEWS........c.ccvrueuiiririeiiirieeirieee e 279
Generalizability to different Languages and Cultures.............ccceeuvueirinnnieirnnincnnreeeereeene 281
Scale Finalization and Development of Norms... ... 287
Scale Application: Segmenting Online CONSUIMETS ..........cveueiriruiuirinieieiieieieeeeeiesteerereieeeeeeseeeeas 289
Segmenting Consumers on eWOM/Onling Ad TIUSE.......ccovveueininiiiiniiccicceeeceeeecceee 289
Profiling the SEZMENTS ......c.coiiuiiiiiiiiiieirte ettt 290
Chapter 6 — Discussion, Implications and Future Research............cccccceuvvennninninicnneceeeeens 299
SUMMATY Of RESCAICH ......viuiiieiiiieie ettt 299
Conclusions and Discussion of Major FINAINGS .........c.ceoiririiiiniiiiniieeiece s 307
The Five Sub-Dimensions of eWOM Trust .... ... 308

The Three Elements of eWOM TTUSE........ccooiiiiiiiiiiieceee e 310

The Characteristics 0f eWOM TTUSEETS..........cccvuiiiiniiiieiiiieieiccecee s 312
Profiling Recipients of Online Market COMMUNICAtIONS .......c.eveveveuiriereiiieeeieieieeeieeeeeee e 313
Contribution and IMPIICAtIONS.........ccuiueuiuiriiieiiiieteiciee ettt eeees 316
Limitations and Directions of Future Research.............cccooveiiriieiniiieineesceeeesees 320
RETETEICES ...ttt ettt b ettt ettt ettt nan 325
AAPPEIAICES ..ttt ettt ettt s bt n bt n st et ne s e bt et et eneene 375

XI



2 Springer
http://www.springer.com/978-3-658-15888-0

Measuring Electronic Word-of-Mouth Effectiveness
Developing and Applying the eWOM Trust Scale
Weitzl, W,

2017, XV, 375 p. 5 illus., Softcover

ISBN: @78-3-658-15888-0



	Table of Contents



