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유해다는 신념 인 신념을 가진 경우를 중심으로 구전의도를 살펴보고자 한)

다 먼저. ,
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Abstract

The effect of message salience, receiver's belief and

perceived information value on intention of

Word-of-Mouth

Kim Jae-hwi, Kim Ji-hong

Department of Psychology

Chung-Ang University

Seoul, Korea

This research is dealing the effect of message character which are object of word of mouth,

on WOM transmission in the process of interpretation of various messages using

individual's prior cognition mainly, concentrating on voluntary transmission phenomenon.

Specifically, it researches how the salience of message, experienced individually by the

prior beliefs or the value of message, effects on encouraging the intention of WOM

transmission. For that purpose, an experiment was controlled in two 2×3 factorial design to

test hypotheses, concentrating on the character of message(salience high/low) and the

prior beliefs of receptor(high/median/low), or the perceived information

value(high/median/low) and was experimented on the subject of 210 undergraduates with

the prior manipulated news which is only different at the intensity of salience. The results

of empirical test are as follows. First, the intention of word-of-mouth was encouraged in

the case of being exposed to more salient message. Second, both of the main effect and

interaction between prior beliefs and messages wasn't influence on the intention of

word-of-mouth in the focus of the message salience. But as messages were perceived

more important and useful, the intention of word-of-mouth was enhanced accordingly.

Lastly, the interaction between the intensity of message salience and information value

were significantly took effect. On voluntary transmission phenomenon of the message by

Word of Mouth, this results were very suggestive that the intention of word-of-mouth

was lower by individual's perception as less important, useful message, even if the

messages were more salient and unexpectable.
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