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Abstract

The purpose of this study is to investigate the correlative causality of college
students’ belief to consuming network rumors. “Source credibility,” “affec-
tion” and “involvement” are operated as the main variable effects on college
students’ belief to these rumors. By using “involvement” as a moderator, this
study analyzes its correlation with the other factors. This study is designed
to awake college students’ attention to network messages, and to provide sug-
gestions for the enterprises. The findings of this study include: 1. both source
credibility and involvement have positive effects on the college students’ belief
to consuming network rumors; 2. affection has part of effect on the college
students’ belief to consuming network rumors, but with no causal relation; and
3. both source credibility and involvement have positive effects on the college
students’ belief to consuming network rumors under different involvements.

Keywords: Network rumors; Source credibility; Affection; Involvement; Consumer
behavior

Summary

As the Internet becomes a vital part of our every day life, the influence of
rumors spreading on the Internet has also shown its potential danger. The fol-
lowing phrases are commonly seen in Internet rumors: “This has really happened
to my friend,” “You may not believe, but this is absolutely real,” “According to
a document not publicly issued by a research institution,” etc. Among Internet
rumors, false health and product information are the most popular kinds. There
are different types of rumors related to product information. For instance, some
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of the rumors specify clearly the brand names; some others would pass false prod-
uct information indirectly with tactical wording. These rumors can quickly reach
consumers with the help of the Internet via various channels, thus can cause posi-
tive or negative impressions on a particular product. Internet rumors can further
damage brand reputation for a business and influence consumers’ behavior. In the
past, rumors have limited impact because they are mostly spread through word
of mouth, which are usually faded away when time goes by. However, at present
time, dissemination of information on the Internet is easy and low-cost. Whether
people manipulate rumors intentionally or not, the impact of such infectious
spread is obviously greater than that in the past.

As found in the related literature, creditability of a rumor and its source is
highly related. Involvement also has great influence on consumers’ behavior. Af-
fection, on the other hand, gives customers positive reaction towards a service. In
this study, “source creditability,” “affection,” and “involvement” are used as the
variables to investigate the impact on college students and their attitude towards
Internet rumors of a product. The purpose of the study is to raise the awareness
among college students towards information on the Internet. The results of the
study can help business rethink about its marketing strategies. Moreover, the
findings can help consumers to be more educated towards Internet rumors. The
method of the study is quantitative using questionnaires as the research tool.
“Don’t buy milk of so and so brands” is used as the case and an example of In-
ternet rumor. Researchers visited a number of areas in Taipei City where major
universities are located. Students are randomly selected for the survey. There are
two independent variables, which are “source credibility” and “affection.” The
dependent variables, i.e., “preference for products,” “possibility of purchasing,”
and “attitude towards products” are designed to look at customers’ belief towards
rumors and their responses reflected on the purchasing behavior. Five hypoth-
eses are tested in this study, including: 1. There is a positive correlation between
source credibility and consumers’ belief in Internet rumors; 2. There is a positive
correlation between affection and consumers’ belief in Internet rumors; 3. There is
a positive correlation between involvement and consumers’ belief in Internet ru-
mors; 4. There is a positive correlation between source credibility and consumers’
belief in Internet rumors when the degree of involvement varies, and 5. There is
a positive correlation between affection and consumers’ belief in Internet rumors
when the degree of involvement varies.

The results of the statistic analysis show that, except the second hypothesis,
all the other four hypotheses are supported. The findings of the results are as fol-
lows: 1. The credibility of the source has an influence on consumers’ judgment
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in the Internet rumors. When consumers’ are exposed to Internet rumors that are
sent from some familiar sources, there is a higher chance consumers would be-
lieve in the rumor, regardless of the authority of the message. On the other hand,
when consumers are exposed to an Internet rumor that are content wise authori-
tative, yet are unfamiliar with the source of the sender, there is a lower chance
that consumers would believe in such a rumor. 2. There is no significance in the
influence between affection and the judgment of Internet rumors; however, there
is some influence between affection and consumers’ purchasing behavior. This
indicates that although consumers do not entirely take in Internet rumors, their
purchasing behavior is somewhat affected. 3. There is a significant difference be-
tween consumers’ involvement and believing in Internet rumors and that with pur-
chasing behavior. In addition, the regression analysis shows that there is a posi-
tive correlation between involvement and believing in Internet rumors for college
students. 4. There is a positive correlation between involvement and credibility of
the source and that with affection. In other words, for highly involved consum-
ers, the positive correlation is significant between credibility of the source and
believing in Internet rumors. Also, the positive correlation is significant between
affection and believing in Internet rumors for the same group of consumers. On
the contrary, for low-involvement consumers, both credibility of the source and
affection have no significant effects on their believing in Internet rumors.

In conclusion, more than half of the participants show that they believe the
Internet rumor about certain milk products, as used as an example in this study, is
somewhat true. The results of the findings reflect that product-related Internet ru-
mor is a problem for both consumers and businesses. More attention in consumer
education and marketing strategies are needed. The study has its limitations in
three areas: the modified data collection using street surveys to mimic Internet
rumors that are usually sent by emails, the insufficient numbers of representatives
from more diversified schools and departments of universities because of the con-
venience sampling method adopted in this study, and finally the limited manipula-
tions on variables and data analysis. For future research, the researchers suggest
more investigations on different types of Internet rumors and other factors that
may influence consumers’ behavior, such as graphics, film clips, or even music
files, Internet links sent in the attachment of an email.



