Wolfgang Weitzl

Measuring Electronic
Word-of-Mouth
Effectiveness

Developing and Applying
the eWOM Trust Scale

@ Springer Gabler



Table of Contents

Acknowledgements
ADSITACY ...ttt s s
Table Of COMENTS ........oooiiieieiit ettt ettt
LISt O TaBIES. ... e
List of Figures .
Acronyms and AbBrevIations .............c.o.o.ociiiiiiii i XVl
Chapter 1 — Introduction to the Research................... 1
General INtTOGUCHION. ...ttt 1
Objectives of the RESEAICH .............coooiiiii e 11
Theoretical Importance.. 12
Practical IMPOITANCE. ..ot ettt eene et e 14
Organization of the ThESIS ...t 16
Chapter 2 — Review of Literature and Theoretical Background...................cc.ocooiiiiiiin, 19
The ROIE OF TTUSE .....ooviiiiiiit ettt sttt
The Concept of Trust
OVEIVIEW ..ottt iive ettt r stttk e ab b e b b et ch et es st erace st een et cece
The Disciplines’ Conceptualizations and Measurement of Trust................ccccoooiiiiiiniennns 32
The Philosophers’ PErSPectiVe ................ooiiiiriiiinnsioie e 32
The Personality Psychologists’ Perspective .........c....ooovviiiiiiioiie et 33
The SOCIOlOGIStS” PErSPECLIVE .....c.o.cvvviiiiiiieriicici et e 40
The Social Psychologists’ and Organizational Researchers’ Perspective ... 48
Economic, Business and Marketing Perspectives ... 56
Towards an Integrated View of Trust Components................cccoocomroriiioniic oo 68
Components of Trust....
Trusting BeliefS ..o
TrUStING ALHIUACS ...ttt 86
TrUStNg INEENTIONS ..ot 87
Risk-taking BERAVIOUL.........c.cooiiiiiii it 89
Conditions of Trust
CONCIUSIONS ........ooiiiiit it bt
Chapter 3 — Conceptualization of the Construct, Research Questions and Hypotheses........................ 95
Evidence for Generalized eWOM TTUSE...........ccci vt eacessrenensas e sneseneesenae 95
Conceptualizing Trust in eWOM .
Construct Definition and DOMAIN ...............ccooiiiiiiiisii s 99
ConStruct COMPOSILION. ...ttt et 103
TYPES OF EWOM TTUSE ..ottt ettt 104
Dimensions of EWOM TTUSE ..ot 107



Elements of @WOM TIUSE ......c.oiiiiiiic e
eWOM Trust and Similar Concepts ..
EWOM DISIIUSE ...ttt
EWOM SCEPLICISI ...t
CPEAIDITIEY ..o s

Attitude towards Reviews in General

OO COMSITUCES ... oottt

Definition SUMMATIZEA .............ooooiii oottt et et e ettt

Research Questions and Hypotheses ...
Construct Identification and Dimensionality..............c.cccooiiiiiiiiiii e 125
Validity .

Criterion-Related Validity ..o s 126
Nomological Validity: A Social Shopping — Trust Framework ... 129
EWOM Trust ANTECEAENES ... ...ooiovi it
EWOM Trust COMTEIAtES ..ot
eWOM Trust Consequences..
Retiability and Generalizability ...

MeaSure APPHCAtION ..........ooi it
Chapter 4 ~ Research Methods. ..ot
Identification Stage

Specification of Content Domain, Construct Definition and Dimensionality ............................ 165
Generating and Judging Iems ... 175
Expert Interviews (Study 1) ...t 177
Consumer Interviews (StUdY 2)........oooiiriiiiiii e 178
Reliability Stage
Research INStIMENT ...........ooiiiiiii et 183
Sample Description and Data Collection Procedure ... 184
ValIAIty STAZE ...t 186
Main Validation Study (Study 4) ... 187
Research Instrument ...
QUESTIONNAITE PTEIESE..........cviiiiesiii ettt ettt
Sampling Frame and Data Collection..............c.ooociivriiiiiio i 201
REEUIM RALE ...t 202
SaMPle DESCIIPION «....o.ovreiii et 202
Supplemental Reliability, Validity and Generalizability Studies (Study 5) ... 205
APPHCALION SEAZE .......oioiiiiei et 205
Chapter 5 — Research ReSUltS ... 209
Assessment of Construct Dimensionality and CONSISIENCY ..........cccoovieiiovriiiiiiniiiiic s 209
Results Reliability Stage .
Exploratory Factor Analysis. ... 211



Confirmatory FActor ANalySiS ..o 218

Results Validity STAEE .........ccciiiiiiiiii e 234
Exploratory Factor Analysis.... 234
Confirmatory Factor ANAlYSIS ..ot e 236

Results Validity Stage (Modified Model) ... 245
Model GooAness-0f-fit ... 245
REHADIIIEY ... e 246
Convergent Validity .........oooi i 247
Discriminant Validity ... 249

Implications for Construct’s Structure and Content ...t 251

Supplemental Validity Assessments
Concurrent Validity

Convergent Validity and Discriminant Validity..............cooooooiiviiii 256
Known-group Validity ..o 266
Predictive and Postdictive Validity ... 267
NomOoOgICAl VALIAILY ..ot

Social Desirability Bias

Supplemental Reliability and Generalizability ASSeSSMENts ..................ccoooeiiiriiiricrc 274
Test-Retest REIADIHLY .......coocooi ittt 274
Generalizability to different Online SOUrCEs.............ocooii v 274
Generalizability to individual Customer ReVIEWS...............ccococoiiiiini e, 279
Generalizability to different Languages and Cultures....................occcooviiiiinni s 281

Scale Finalization and Development of Norms...............coooi e 287

Scale Application: Segmenting Online CONSUMETS ... ..o 289
Segmenting Consumers on eWOM/Online Ad TTust...........ccoooiiiii e 289
Profiling the Segments

Chapter 6 — Discussion, Implications and Future Research ... 299

Summary 0f RESEATCR ... e 299

Conclusions and Discussion of Major FIndings ... 307
The Five Sub-Dimensions of eWOM Trust ... 308
The Three Elements of eWOM Trust
The Characteristics 0f eWOM TIUSIEIS ..o 312
Profiling Recipients of Online Market CommuniCations ..............cc..oooiiiiinrniniciieens 313

Contribution and IMplICALIONS ...t 316

Limitations and Directions of Future Research......................ococooiiiiiiii e, 320

REFETEICES ..o oot et 325
APPENAICES ...t et 375

X1



