3C AR R B ER B R E TP |

3C EmVER OIS EENAEEREERITE

BHER  HEET O BRART

wm =

FERRCA BT = BT > 3C A TTISITFEACKIEIE A - 28 v AR
% FFEARGHE 3C ERTEY MG a2 ~ (R e g AR s s - M
B 3C EanfEREEE - B ViR 50 > AR ERTHIRTAS BRI ES - RS (IRE T
¥ (Bayus,1985;Richins, 1983 ) - ARAFEHHIGEES IR ~ AR B ~ SHE(EE - HER
RV EREE - DUR S AL VIR R B ER e B A b Se i 82 - e R iR
SnIREA - HETEEIR 230 (314G - ARUEA R 200 07 - T FRCR I Hrétst ~ (BT
Pearson fEZAHRE T FOEEF AT E R 7% - REERA T - (B EEHHER
FHEA BTN « (AR MBS E R EABENTN - (2) KFREE
FEREEEEABERTA] - (10) SHEE LB (5 & B E B A A B
13 o AW FERL AT EE R L AR > 0B HE 3C SEE AR BV BB AE T SR LAY e
DA ARSI 52875

BREEET:3C i ~ $EERCIRR ~ ZRIFHERE  sRE[EE - BEER

TEERHCRE ME LEIEIR
TEEERIROR R B AR
TERETHORSE N E R I EE
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FEE IR R RS - FE) T AEE T ELY I B H RS K o (i
NN ATERIEEH T ANE - TR ARFAT HE IS v BRAT 0T i o Fef"imE
IR E A IR 1984 GEDIFTTT R EH L » TEE 1999 FLURE S
BES ~ A%~ B ~ BT B EERRE - TR EE 3C B S E 2
IR P S H N R ER - DM EEIE 3C EmVERFEESE > [ 7 BB 250 {rl
E AR BRI B - R ZAIHE LIR% (Bristor, 1990; Carl et al.,2006 ) o {1 48R48R i
R FeZ Rl NBELA 7 R AREE LI HAR AT ARG A 2 2 & B - B QPR AgER Y
BRI WA HEE TR LN ER M - NMERE LR E R IO > [ R
THEETE X ENE = E -

WS HERMES I R B E B A=A TEARR - HeGE R B R EaHE S TR
i EA RS B @ IR (Chang,2014) » fi7 i LIS NN & SHACR B o AR B A
AR - BB ES - Direct Mail ~ $58 A BEE Mm% 5 AEKIFRZRE AR
A~ A B E S 22 R s i e an A H B E Y — R IR I E A am s 8 - BfmeEny T
1 (Word-of-mouth - WOM) | (52£5'H » 2009) SRS H AR M- AR aT ol A
FH2 DA 8 N E I T R ER R R G TR SYRHE » (e RS e ]
(B DARHAS - D0 4RSIty DA T s s - A RS LAY E - D8
WHAMERFEE Z EERE - ESHNMMmAES o {F 3C EENEFRSRET - &
SHEE T EE A PR SRR NS iy EREEEE - FEERIGEECE
an s RIE - — A HOEEESE - 55— AERAIETEENESE > /S EEHRERH
Ol E IR - B2 E R EN EENEEE g2 E R E LR MHE (Singh
and Sirdeshmukh, 2000) - (Rt > EOHE T Rl EACR B LS - SEEE R HEZ ]
R ZERZ LB AR - RIS B &8k S (Ahrens,2013) < R3¢ HIN 5 {EHET
(—)REEEEEE B BUAREE B 2 () RFE ] EEHEEBF . TUREE &
iy 2 (E)ACHE T E S R E B Z TOAREE Rl 2 (WD EEEHEAR T EEHBEE
JE = FECRIAR FEanfar 2

R~ SURERET
— ~ O EH

CIR% ( Word-Of-Mouth - f&5FE WOM ) Y f# I R{Ei$% ( word-of—-mouth communication ) »
RoHEE R HIENIEIE=UR RS 8 - Bristor (1990) ¥ LIRFT TV ERRR T OHEE L
FH TR e e R 15 1% R E N L BR % 2 R E R (E =t G HfOH & 21T
Ry o EEIRRTTEH AT Mark Hughes ( Buzz Marketing /AN EJ#{THR ) S&E " LI T8
- EEHN  BEEHES - EAESSHAECNELEM o LT - ELUBESRE
EREZOFENTEES > OB ERTEZONET B R E RN AT B E8HE
T oY AL B R HARE B R (Mason, 2008) -
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oo BN R AR - YA T RET RS TR B R TREAET H B4 - B R B RA AR
S EELTERRPTEEHYE T LM% (electronic word-of-mouth) (Fong et al., 2006) » S f#& &4
#% [ 11% (online word-of-mouth) g ¥ (word-of-mouse) (Doh and Hwang, 2009) - Yoon
(2012) R4S IR EREEFE R " UGC (User Generate Content ) ;> B[] " i I ZE LI |
HIRLS: - 77 blog ~ FHEAYLS ~ fwlE - slimlE - (AP S P EEEINE - BlEY
CIRSERE A B 2 IR AE S (EH& LI ERE S L m i LR FEENE A r 2 Em & H5
L IRAER] Ry 2 BRI G A DRERUSEC [T T2 B4R LIRS > (15 IR e ~ R Y222
RIS - FEE A PR 25 -

= EHEEERESR

HWINMEERER - FEE T GRBDENSIRAE - A A EFE - SEEET
R VEERS G ZEMELERE > HHEESERET - I A S G EE 51y
TR o WA TIASEIEERL > T (EERE —EMmENES Rl BT gu AR
WA ZE - A GHULIRE R G IR R ) (Weitz and Jap,1995) - EE5LRE
EI(2009)58 BEMEAMBEERE © (HEE - ERHINVES > IS HEERMNT
BAEGEEN R E TN - RN ES - BBELSEBNER - TEER
B TR A E SRR v SR ECRIEIAT SR AR — L LSS - (O EEEH
CRTFR LT RIEREBE R TR > AR H AR R (R S IR AT TR
ke

g~ ZRIFAEE L ES

SRR T {= & (Source Credibility) R B IR B A T EAME E VAR ~ F AR - [
EE M HE R E R iR R R E R B YA R E - EHRRE AMTE EZEAEE
AR TSNS » MRk AR EAORA T EE  SlEA T A S <2 % A8(= (Berlo,
Lemert & Mertz, 1969; Hovland & Weiss, 1951) » iDL » B[ (S8 E{E e 1 B AR il
HEMNWEE -

17 L HAAIRH S 1B B 2 1 (expertness) B ] S (trustworthiness ) 1E 25 B i 25 0 (S S
HERT » 122K Ohanian(1990)FE AR ([ (FE 0] o s =fm » 7hlE © vJ5FEM: - BH¥E
MEE B M (likability) o HREESUBERST - AWUK = AEmEERN - (—)FEN gos
JHE RN (Naccari, 1974;Maddux & Rogers, 1980) » fEEFEM:AEH E - HJH
HEFERZRIMDHE S LHIPREENESR - 2 l}ZRNE T K EH RS RS
I35 EALE g - Ohanian(1990){F HAA 7t 38 5 - BEEMMIRZE LS [ B SEM AR » 5
REREDHEHIEEE - (CO)UEREM: feHEERRNEREEEFHEAIE - FEITE
& o R SRR - EHREE RE SRR A S T EENEE - S5 0 15
Mgt e E B BT ASEFT TRMENEERE - (K& 1A RS [ INEEAE
SR T EL T A AT 2 S AR EE I E T A EN AR © Ihah » 35 AR LR
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I~ BEERENER

Schiffma 1 Kanuk(2000)f5LL - & R 2OH &AM B THE BRI A 5E
M FE TR E AR E R - ENE BN E S E I E A R R - A e
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BRI T IR B0 B B A EE M - AT R B E R E AR RO -
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— ~ HiIERE
AW FER TR TS LIS G 2 2B S B E R Z SR B SR 3C &
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23450 SERAERNHEGHILFETHAGEREERS 0 AREEROR 31 R
32RIF 3.3 DU NEHEGEGT S B IH 2 B E M E S MERAL © ()48 RS LI B B
Eps EENEEE S - EREREE R AT > #ifgsr g E R - 2800
ARIpS LIRS R R FURF MR R BE 41888 - P DAHGRE R A A HEE R (5 (5 H.,2009) - #£—
BN - KRB T FONE = BRI 2 B A [FR 2 AR & (Goodrich and de
Mooij, 2014) - B fN B ESRI S > Fang et al Q01D HHE A M A ANER
DI B - AR sealE 2R TR LIRS PO S 3C Aol EERIRE - ()
BEEHEENERANEER - W S HEERE et g2 g - IEH - HEM
¥ H AT TE) - AR fE g  Ris B RIEE TER MR EILE T
J8% - 3% Mayer FFEEF(1995)RHE (EMIBMEESEEy B(DEET ~ )0~ G) [EH
KR T EGHEE ) WEERER > HEERIE 31!

# 3.1 MEEEER
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12 | T B EEBENEE M ERET
13 | e RS EBEE SR AT SRR =
14 | g EREEBREMEENREZETEN
I EEACEE R i em s s B
HE
16 | T ET A OB EREE TR e

SHEEE
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(AR RERE
R EIR AT EAMEE AR - REEsEEs - [FER /I ERE e fE Frigftny
HEHEE R HI2 A ML - Ohanian 2 1990 SE&E &R = AREM © BEM: » WISEMERR
5173 IS SH ZRIR(2002)Fraca YR MEMEN - RFMGEFRNE 3.2
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(V) E EIH
T B A B A SLY T AEME(Dodd et al,1991) > ZRBASUHRIE Dodd et al(1991)
B Zeithaml(1988)FT{d FIWEEIE IIDMEN » EfHEFENFE33

£33 WEEEES
B - s
17 | B MR R R G E R
e 1| ERBERENE % RGO
MEER o s A ER e % - SO TR

20 | BIESEAFam IS B EERER - FTREEANGIHE

I ~ xRS

AWFE LIRS AL E A VUAT ARG R e alE - W R R AR > DL &6
W8 3C EbnE R EERAERS > AR EZHH EA T FEEE > HOHERETT
3C Ebhe | aw EAYHE S RS 2R - 2 B 27858 3C g dne Tl AR Bt  TE
% R R RGEEE TS o ATRBIFLN ~ BEERE o RS AIL S TR,
HUER - TLERUBE R R I S0 1Y R BB AR 53 H BT 28 U 98 H B (BRASEY -
2010) > HUBeicRioy Bl R IRE L o T EEEE ) T RRES ) SR 0 WHERATE T
FEHIL Rt 5e R4 -

A~ &tk

AWFFELL SPSS15.0 E5HAa iRy o ih T8, » B TR Bl Eakhesg - IREAHT
MG EIESEZ H R - B sNE BRI E RS &SR A5
R MEST ~ (SR04 ~ Pearson fFezZEHBA o ke T M ot ~ SRR oA
AT TR AT ©
()Rt A

FEIHTA NS EEZ MR ~ Rl ~ F280 - B & PRI E 3C Elh
o e AT - MR R b= - B RS R TE 2 RIS R o BB T

(ENEESHT

(BN 2SR — BRI > 5T Cronbach’s {RESUHIE [ —
SIHEBRET  SEHH A 2R - HSPEEEET - AR EE R E R ZE
THAEF AR » 4K Hair (2011) HREEEEIE 2 2254 - Cronbach’s a AJL 0.7 fRREAR
HHEE -
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(=)Pearson FRZEMBAIT R T 3T ~ BEBUITELER T

Pearson T ZAHRE 7 (0 FH DAt s SR 2 AR - HAHRE (R EUE /-1 241 22
el > AT IR 1 iy R ETHME R (R B RS - AWTFURE M Pearson fazZEAHE 7>
P IEREE A ~ AR (5 R B R R AR RE M o 2B oA ] DU A6 5] R 2 4
BT P THESRSER T 2 R BRI » R ELanat B2 B - AR AR o AT R
ra T R > DR B  SEB R BRI B ARER ol oy - BRI A
HIFLRIRR (% -

B EEROITEER
AT AR A IR SR 1« AORRI(R 3C A R 2 s - 7
GERELL SPSS 15.0 AT Z Bt - BB E BERIT - SBIE(E - 4ORT
ISR S BRI o T - TSR (o
SR BT

— ~ RS

LA Cronbach’s o A4S T T4 » DA &8 LSRR AR  ARiF5est
TRV 51T Cronbach’s a 737l By : AR OB 2 BE2EM: | B 0.77 T T 5EME | 55 0.80

"5y, R 070 TEUE(EE ) B 070 THEEERE ) K 0.72

o BAERER

ARG AR EEET - ST S ILRAR T VU R BRER T & &L A 3C &
onéSER FOH B 2 &8 MG HEI 201445 11 H 1S HZE 11 H 16 H > 43R0 ' G
ghl T EEES T EEFE ) SRR S AEE = 83 200 {47 0 [E]UZ 200
{7 o MR ~ e ~ 8 Bl ~ A B A N D& TE S BRI - A5
KA 4.1 Fios

#4.1 AL ETHTE T ELEESR (n=200)

P B Bkt

5 74 37.0
M5
4 126 63.0
18-20 5% 49 245
N 21-25 5% 144 72.0
e
26-30 5% 6 3.0
31k F 1 0.5
—FER 13 6.5
AR 18 9.0
FER —
=R 24 12.0
VOEE4R 145 725
Bl & PEEEREE 104 52.0
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EDOCEIREEE 23 11.5

ERHEREE 56 28.0

oA 17 85

10,000 JE(E)LA T 116 58.0

- - 10,001-20,000 1 64 32.0
[EPNEIER =i —

20,001-30,000 71 12 6.0

30,000 Jo(E) L L 8 4.0

=~ §Hp% K 3C B iRE e R
SLAEER R 3C bt w e S (o A A BRAET T 07 > (RIS 3C i
IR UEE 3C ELLARERE R 7 R BEE 3C EnR
%/ ViR R S PR & o AIHRAL - AT IBI AR 4.2 o ¢
£4.2 ek 3C L i i H AR BR R (n=200)

P B Bkt

A E R -
B P

R AR 94 47.0
RS 46 23.0
I 3C AR E ”
. ;;a e 32 16.0
E .
At emiE 27 135
oA 1 05
S RGE
" . CH e 75 37.5
SN 3C R —
b — A 72 36.0
FE By T R S —
THE MR 53 263
B SR 3C 0K 25 12.5
Zli " ’ Al E\
o _HZQ 1-4 % 164 82.0
J T
A 5 Bk 11 5.3
1 /NI~ 2 /N 62 275
RO 2 DR - -
R 2 /NFFARg 3 /T 70 37.0
‘ - 3 /NI 68 35.0

P~ EREVELE ~ 2R ] R R B R AH R A

FEHET T BRAEER S AT EL 2 T RS AT 2 AT > StBA Pearson REZEAH R 73 M ACERS S 24
SR MM - GEEEE - AR LB E T - 2R AR o ires R
FRLANZ 4.3 o WIRIAH SO RE R BEEE /Y 0.281 51 0.642 Z ] - B IHBIRET 23 IE
[ o B s L AT A -
(NS E R R A RS R

HE 2 AR (r=0.409 » p<0.001) - BN BN & A H el S S S B AR
A AR 3C BN E R A e A -



3C EmAVEE LS E T E M E R o

() AR (3 B B S 2 A

AR RMEREZ T BN ) B E R E R R (=0.310  p<0.001) » HEUREHE
CIRER EACTR 1[5 AV BCEMAE S - JHE R H 3C LV B R v REZ
HE & - AR ERZ T rI5El: ) B E R R HR (=0.281 > p<0.001) » HETRE
4RIPS LIRS B AR BRI A DR B A R4 3C B E BB A e 2 g -
ARAMEREZ " 507 ) B E R E R R (=0.317 > p<0.001) » HEURAREHEK
RIS | I BN 3C EIEE B A n e g -
(AR (B RSB (A RS AR

AR AEEZ T BN ) B RS L2 REHE (r=0.397,p<0.001) » HETTE 4
LI AR BB A N BN EE A e 2 g -
AR AEEZ T rlEEM: ) B RS E 2 RE R (r=0.534,p<0.001) » HEUR & 4R LI
ZARREERERS  HEE A ENEEREEEA g2 P - AR (EE
Z "5 PR (2 RS THR(r=0.642,p<0.001) - EATRE HEACRE S I8
HEEHZAENEEE A g2 e E -

#4.3 EREMEME - AR {5 B E R 2 B 578 (n=200)

ST HEE R
B 1

oS 0.423%=. 1

Rs1J 0.407#*, 0.490%. 1

SREELE | 0397 0.534%x, 0.642%x. 1

HEEEIE | 0.310% 0.281%, 0.317#, 0.409%+ 1

**. 1 p<0.001(_E#L p (HIYEERE)

.~ B s T
AR TEEHANEREENEEE AR EEHBEE RN 22 DGNE(ETE
AOR OB E B 508 - AT 2 H B THEBLRETH B Ryl el > H (R
MriEfThats -
HI1 : S EEEHEE A ABEIHRH
AR LGREGEE RS - HE B R RE T TR R AT -
G MR 4.4 TR R G E BRI 805 2 B3 /K4 (p<0.001) -
T {L1% 7 Beta fH R IE1H(5=0.409) - BURHEEEHEE B E FERPZENRE -
GRBUNE GEHBEBEIABEIHIN) » S EE SF -
2 4.4 HE G E R EE A7 (0=200)
=] b ZfhiEHE B t BEN
HEEE 0.448 0.409 6.309%*%*  0.000
df=1 F=39.801
*Ex T RO p<0.001

o OE
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H2 = AR (5 i B B R A B A
ARG LA 1B R B [ E TR (R T B oA - 807
FURA i B ARG A P AR (B 2 B ~ mISEME ~ 5 100 3 (e 6 il B R A
{103t > B3R 4.5 Fon - SERBURFZEME( S =0.187) 85 [ J1( 5 =0.188) R fr- i il H I
FHUEFEPHCR > B DACHRHEE 25 | IR IR - TR ey o S
REERE/KE ARSI A BHE > SO S5 -
4.5 AR A {E LB T R 2 18R 3 477 (n=200)

o= b Z fEEtT{E 8 t =
BEME 0.176 0.187 2.488% 0.014
5177 1.192 0.188 2.400%* 0.017
HIZEF 0.106 0.110 1.395 0.165

df=3 F=11378
* 1 2271 p<0.05

H3 AR (B EEEE R A RE TR
AWFE AR 1B R B > sRE(E (LR R TR BT oA - RS
i BB o BT e AR B I 2 B ~ IR ~ e 100 3 (B eSS T
> HFR 4.6 R > SERBURNEG[J1( 5=0.476)E1 0] S M 5 =0.263}Rr Eall S (F 28
AEFRPLRISOR - Eoih DU A& 2 5 DAY U RO » e bR m Ay S MoR 2
BUEE7/K%E - OISR A EHET SIS EER oy =08 -
R 46 AR A(EEEREE 2 B T (n=200)

Y b Z{fEHE B t W
A EENE 0.231 0.263 4.275%%% 0.000
5177 0.444 0.476 7.807%%* 0.000
B 0.079 0.092 1.570 0.118

df=3  F=60.807
k% 1 F2IE 5<0.001

H4 © S EVE BT (3 L E B R A BE AR
A FE LU BB A BLACR A (5 1 R (A ORI TS » [Fr S B R E 2 b il
oot - GERBUR ¢ SEEE - BN - WS [T E R A R AR -
HIFAME/ NI 10 > BEUREETH B T i fe g ER AR PR RS - 1576 2 e R Gk
WL G AN S P AR T ORI M B S S R AR - T RIBLIERS
H5r AL ©



3C MR R SR RS EE T 2 11

*£47
... Bz
BEM: 0.150 0.159 2.161 1.317 0.032%*
Y CIba] 0.245 0.239 1.809 1.542 0.041%*
HEETE 0.330 0.301 3.372 1.931 | 0.001%**
HIZEF 0.030 0.031 0.384 1.561 0.701

df=4 F=11.827
kxR IR P<0.001 0 * L R P<0.05

< 4.8 Bt e R R

HI B B B R B B AR SR
H2 AT ] {E I E R R B A B T H oy S
H2 M B R B AR T SCFF
H2 5 [ I3 B B A B N O SR
H2 BTSRRI B A R Y T D Eh;
H3 AR B R B S BA BT H oy S
H3 ATEEME R S S B AR SR
H3 s [ B E T B AR T SCFF
H4 | SREEEEACR [ S E R AR RO | S
{h - &EmBER

&R EE R A EhaEm(— ) EE TR E B F - (e st p 3l
BERAAA IR R - i 7e4E R BLE 90 F(Moorman, Deshpamde and Zaltman,
1992 ; Wilson and Sherrell, 1993 ; Gefen, 2000) » (E{LEA B O BN E ZhH
BEIEHEEHERAREEEER R EEHREE Rt R R 2B IR
# o (O)RE BB E BRI G-IH 5 o i 2R IR (R 2 ELE - BEEMAYREm o H
WA B E N BSER SRR L P AN & - EE RS - HIEH
BECE g A E R E I B RNy - Waefer e R 2 MR IR JJ(Eagly, Wood
and Chaiken,1978) 05| Jj¥ i s SIS (1 e o 2 FREBLIRE S BA IEmss 2 ) - B
EHREANEFEHETREIEEE - 2VRHY > O - AR R E AR - g
B OWER IR B G =) B YT Ry(Chaiken, 1979) » n SEM:ELE E B RAIMRE - PR5%
HIFER > s A E AR - B2 BEE Z M i SR R e
HOHEFHEN RS L 2 SR A BRI SEMET A R RE - (A0 A EEBEREE
TERA - AR 5 BUYE BE AR o drH - A0 A{E 8 2 nlset s s | EE
EABENTUIRCE - & EACR T SEME S | E RS - fEm R EET - B
TEEBEREE T JHEE RSN AR PR A S - s S AT S - 0 R 4ERg B
HfEE ~ BRI AVENEE - HE S IEHE R G RN SIS IR B B P A B ERE
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ZRRFEME > HERAEE TR > 3C ELCEE TR ASEE R F R bAIREL - I ATEA]
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The Effect of Message Trust of 3C Products’ Electronic

Word-of-Mouth on Consumers’ Purchase Intention

Fu-Ling Hu® Chao Chao Chuang™ Mujung Chen™
Abstract

In an era characterized by rapid technological changes, computer, communication, and
consumer electronics (3C) product market has made significant strides, making it a market
worthy of great attention. However, in recent years, the Taiwanese 3C industry has evolved
from direct suppliers and agents to chains of distributors. When selecting, assessing, and
purchasing 3C products, consumers consider not only the brand of the products, but also other
people’s word of mouth (Bayus,1985;Richins,1983). The study utilized the four
factors(electronic word-of- mouth, source credibility, message trust and purchase intention) to
explore college student’ perception of high tech products. The research samples were the four
college students in the north of Taiwan. 230 questionnaires were distributed and among them
200 completed questionnaires were returned. The quantitative data were analyzed by

descriptive statistics, reliability test, Pearson correlation and multiple regression.

The results of the analysis suggest that

1.Message trust has significant prediction power on purchase intention.

2.Source credibility has significant prediction power on purchase intention.

3.Source credibility has significant prediction power on message trust.

4 Message trust and source credibility have significant prediction power on purchase

intention.

It is hoped that this study will provide some references and suggestions for 3C owners and

successive researchers engaged in related topics.

Keywords: 3C products, electronic-word-of-mouth, message trust, source credibility,

purchase intention
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