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ABSTRACT: Consumer choice decisions in two credence-baseitssrv¥maternity clinic and kindergarten- are exauim

this study. The study aimed at revealing the extentwhich consumer choices in these two areas riteenced by the
experiences and communications of other consumersother words, it purports to measure the effeatspersonal
communications on customers’ information search podchase decision process. Secondly, the effersse of a scale
developed to measure the role of active informasearch in credence-based services is investigdteiddly, perceptual
homophily, between sender and receiver, and sestdeacteristics were added to the model in a unaunstruct.Lastly, this
study subjected these two services, based on ampnmigl study conducted for classifying servicesr Bbtained data,
exploratory factor analysis and reliability anatysiere conducted. After that, for obtained conssuconfirmatory factor
analysis was conducted and by the generated mbgeteheses were tested by using structural equatadeling.
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GUVENE DAYALI H iZMETLERDE A GIZDAN A GIZA iLETiSiM MESAJININ ALI SVERIS KARARINA ETK iSi

OZET: iki giivene dayali hizmetin WOM gergevesinde inceigindu calsmada, miterilerin dggum klinigi ve gocuk yuvasi
sec¢imi sireci konu edinilgtir. Musterilerin d@gum klinigi ve c¢ocuk yuvasi sec¢iminin gér misterilerin deneyim ve
aktarimlarindan ne 6lgiide etkilegdortaya konulmaya ¢alimistir. Dolayisiyla, bir mesaj olarak elde edilen bilg dosrudan
bilgi edinme aktivitesine ve alieris kararina etkisini aciklamaya gahaktadir.ikinci olarak aktif bilgi arayinin rold ile ilgili
gelistirilmi s 6lgesin glivene dayali hizmetlerdeki etkigiligdzlemlenmgtir. Uglincii olarak mesaj veren ile alan arasindikisal
benzerlik goéndericinin 6zellikleri ile tek bir yajgerisinde dgerlendiriimis ve modele dahil edilrgiir. Dordiincu katki, bu
calisma hizmetler arasinda yargisal olarak yurutilen ¢alsmaya dayali olarak secilgiiki givene dayali hizmete
uygulanmstir. Elde edilen verilere, ilk adimda sirasiylaral@yici faktér ve guvenilirlik analizi yapilgtir. Elde edilen yapilara
dogrulayici faktor analizi uygulanmive her iki hizmet icin elde edilen modeller yapissgitlik modeli kullanilarak analiz
edilmistir.

1. LITERATURE AND CONCEPTUAL FRAMEWORK

Success of any product is linked to the speed cibim making regarding purchase of that produdttanspeed up the decision
making process of consumers it is hecessary tothem clear reasons (e.g. Benefits, claims, and igemnthat are obvious and
compelling; Information that is clear, balancedd anedible). Information which serves to simplifystomer decision making
also increases sales (Silverman, 2001:24).Diss¢immaf such information among consumers occursti;ndsy dint of
interpersonal communication. In peer to peer conication, the giver is perceived to be independeomfthe institution.
“WOM is much more credible than your most sincaakesperson. It is able to reach more people, astérfathan advertising
and direct mail because it can spread like wildf{&lverman, 2001:24).

WOM is defined narrowly to include merely oral aiade-to-face communications. However, today, ttopemf this concept is
broadened. Goyette et al. collected definitiondM®M and classified them according to five dimensiomformal, formal,

noncommercial, post-purchase behavior and exchéfigev of Information / Communication / Conversatiq@oyette et al.,
2010:7).

Silverman says that “WOM is communication aboutdoicis and services between people who are perctvied independent
of the company providing the product or service,airmedium perceived to be independent of the cowipgBilverman,
2001:25). Arndt defines WOM *“as oral, person-togeer communication between a receiver and a commtanievhom the
receiver perceives as non-commercial, concernibggad, a product, or a service” (in Goyette et2010:7). These definitions
indicate that WOM has a noncommercial, informal &mfdrmation-emotion sharing nature regarding antiraa product, or a
service. Most important characteristic of WOM whiobkreases effectiveness is informality of WOM atences, because they
are perceived to be independent from companies. WAB¥d could be generated formally; “WOM is a precHsat is often
generated by a company’s formal communicationsthadehavior of its representatives” (in Haywoo#i84:58). Companies
could shape a process of WOM generation by givorgsamers reasons to drive them to talk formallyualioeir brand, product
or services (Kelly, 2007:149). Every company desite acquire customers via old/existing customans] they developed
referral programs. They plan marketing communicafioograms to contact through WOM those who areyebtcustomers.

lBu calsma Fatih Universitesi, Sosyal Bilimler Enstitusi'ng@pilan "WOM Influence on Purchase Decisions irar8e
Experience, and Credence Based Service Industridessage Oriented Approach” isimli doktora galamdan yapilngtir
yapilmstir. Elde edilen yapilara dgrulayici faktor analizi uygulanmive her iki hizmet icin elde edilen modeller yapesitlik
modeli kullanilarak analiz edilrytir.
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Many businesses manage a referral program includisgpmer to customer information and influencevfl8y means of this
program they have acquired high valued customers avhthe average are more valuable than other roesso(Schmitt et al.,
2011:57).

In service researches, the salient difficulty hmslétermine which services have higher search,reque, or credence-based
attributes. One method, used by Krishnan and Harth to ask participants whether they considepgny the attributes of
goods before or after purchase (Krishnan and Hart001:330-331). According to the results of gristest, they tried to make
a classification; however, they couldn’t obtainea@act result. Consequently, they used expert judgdsselected three services
for research (Krishnan and Hartline, 2001:334).

Services can be classified according to the amofribformation needed and sought before purchasehé literature, a
triangular classification regarding goods is mageOarby and Karni. Before them Nelson classified dpa@as search and
experience. If a consumer can evaluate a goodibuis by searching before trying, that good maychtegorized as search
dominated. Nelson defines search as inspectioptares by the consumer prior to purchasing the dréfowever, if he needs to
try several times before developing brand loyatlys information gathering process should be natiesgerience” (Nelson,
1970:312). Darby and Karni added a third qualifyety‘credence.” Some qualities of certain servarsnot properly evaluated
by consumer even after consumption. “We distinguien three types of qualities associated watlparticular purchase:
search qualities which are known before paseh experience qualities which are known cosylessy after purchase, and
credence qualities which are difficult to judgee after purchase.” (Darby and Karni, 1973:69)

If consumers are aware of and can evaluate atsbot a service prior to purchase, this servicddcba classified as a search
service. Some services have attributes which cadidierned only after purchase and consumptionh Secvices could be
designated as experience services. Finally, sotnibues couldn’'t be judged even after purchase @wbumption. Services
which have such attributes are accepted as credmsesl services (Mitra et al., 1999:209; Ford e1288:239-244). Credence
services are found to be riskier than other typeseovices. Hypotheses for behavioral intentiond ase of personal and
impersonal sources were supported moderately tajfyafMitra et al., 1999:222).

This study is attempting to apply a broadened WOBtieh to two credence-based services. Thus, it toieeveal some critical
points in a WOM context; Message effects on degisiwaking process, testing of critical WOM constsuetnd model
performance in credence services. Collected dataamab/zed firstly via SPSS 20.0 for EFA and relighi and after vie
AMOS20.0 for CFA and SEM. Results, discussion, aadagerial implications are exhibited at the enthefstudy.

1.1. Model for the Study

The present study will provide future researcherew line of endeavor, to complement message casguastudies (e.g. ad
messages-WOM messages), investigating messagedeariessues within the WOM context (such as high-iawolvement,
high-low risk perception, price related issues)sdzhon different products/services categories. déveloped model for the
study is given below in Figure 1.

Additionally, from a managerial perspective, apilio predict which content and properties of messagluence WOM
effectiveness can allow managers to design theagesappropriately; also, it can help managers ito gfeategic advantages in
communicating with their consumers. The presertysthy investigating how core attributes are traitiech by WOM messages,
facilitates pragmatic applications of the theoticoncepts in this field.For the survey, derivesris from the literature were
adapted for each construct. They are given below.

CUSTOMERS
ACTIVE
SENDER’S SEARCH FOR

CHARACTE- wom
RISTICS (CASWOM)

RECEIVER'S

CHARACTE-

RISTICS Wom

(RCs) INFLUENCE ON
? PURCHASE

MESSAGE DECISION (WIN)
CHARACTE-

RISTICS (MCs)

PERCEIVED TIE
RISK (PR) STRENGTH
(1)

Figure 1: The Broadened Model For testing WOMdtffe Different Services
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1.1.1. Sender Characteristics

The measure of SCs was developed from indicators ins¢he literature. Salient characteristics of $iC¢he literature were
expertise (Bansal and Voyer, 2000:169; Gilly et 4P98:85; Brown et al., 2007:6; Wangenheim and Baygii94:1180),
credibility (Wu and Wang, 2011:452), similarity (igiet al., 1998:85; Wangenheim and Bayon, 2004:1SiBeeney et al.,
2008:353), experience (Silverman, 2001:27; Braumgseand Munch, 1998:25), and opinion leadershipwiiles et al.,
1995:165; Kotler and Keller, 2006:178; Gilly et, d/998:85).

Items derived from aforementioned studies weretedldo sender-service context. The aim of this mnemsent tool was to
obtain empirical data about characteristics ofsteder. The seven items were measured by a 5{pg&ert- type scale ranging
from 1=strongly disagree to 5=strongly agree.

Based on the aforementioned SCs examination, thenfoiy hypotheses were generated:

H1: The stronger the SCs, the greater the customéive aearch for WOM (CASWOM).

H2: The stronger the SCs, the stronger the influentkenéender's WOM on the receiver’s purchase datisi
H3: The stronger the SCs, the stronger the persuabimessage characteristics.

1.1.2. Receiver Characteristics

In RCs examination, we want to understand emergitegantions on behaviors of a customer when heastaio purchase from

the point of high-low risk and how he behaves @& imdentions related to received message charsiitsriBy the help of this

data we can verify how and why a customer behasgarding perceived risk, level of knowledge, messataracteristics and
subsequent purchase. It is necessary to explaihavbaxpected from related hypotheses. If RCs esagr, it is expected that
the customer would be more willing to search fdoiimation, since he believes that he could obtadmentletailed and accurate
information than others; such information is expdcto be more effective than information obtaingdonbn-expert receivers.

Another hypothesis suggests that when RCs are stok@s are perceived as weaker. A similar corretabietween RCs and
PR is expected to be negative. Four items derivemh farlier studies (Bansal and Voyer, 2000:172; Sepet al., 2008:358;

Alba and Hutchinson, 1987:411; Gilly et al., 1998:@ere used for measuring this construct.

Generated Hypotheses of the study:

H4: The stronger the RCs, the greater the customerchsizet WOM.

H5: The stronger the RCs, the stronger the WOM influemcpurchase decision.

H6: The stronger the RCs, the weaker the perception s$age characteristics.

H7: The stronger the RCs, the weaker the receiver'ssperd risk.

1.1.3. Perceived Risk (PR)

Measurement of PR presents a variety of measurepnebtems. For instance, if service is vital foe tustomer, financial risk
will be moderately disregarded. Probably becaus¢hisf problem, Bansal and Voyer asked an overal gigestion to the

participants (Bansal and Voyer, 2000:172) and thepsure PR by using this single item. There are afuelies focusing on
various types of PR (Pandit et al., 2008:5; Wangienlaed Bayon, 2004:1177).

When a consumer feels risk related to the purcb&seproduct/service, he tries to reduce it. Infation search from experts,
relatives and friends is an important and efficisr@ans used for risk reduction (Mitchell and McGialk, 1996:7; Roselius,
1971:57-61). This method provides a legitimizatiorthe consumer (Kotler and Keller, 2006:192). $eiems are derived to
measure PR construct (Peter and Olson, 1993:94ler<and Keller, 2006:198; Schiffman and Kanuk, 2063).

H8: The higher the perceived risk, the more extengieectistomer's active search for WOM.
H9: The higher the perceived risk, the stronger theguion of message characteristics.
H10: The higher the perceived risk, the stronger the WiBfMence on purchase decision.
1.1.4. Tie Strength

Effects of TS on active information search of cuso and on information flow from giver to receiwgere affirmed by many
researchers (Bansal and Voyer, 2000:175; Wirtz @hdw, 2002:155-156; Duhan et. al, 1997:291). Thasdéies helped to
signify the role of TS in WOM context. However, hdtCs were affected by TS has not been examinedrtothé was expected
that when there was a strong tie between sendereasilver, there will be strong perception about M@sor knowledge of
consumer was expected to affect information seprobess in different cases. Accordingly, Duhanleaeknowledged that if
the consumer was capable of evaluating the sebxyckimself, he will try to conduct information selralone (Duhan et. al,
1997:291). Therefore, it can be expected that e czonsumer has sufficient knowledge to permit tenmake his own
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evaluation, he may try to use personal sources avbonot close to him. This may causes a confusiotheé results of TS
relationship with MCs.

Four indicators used for measuring TS were adafitad earlier studies (Granovetter, 1973:1361; Marmsand Campbell,
1984:490; Frenzen and Davis, 1990:6; Bansal and V@@90:172).

H11: The stronger the tie strength, the more powerfellappreciation of message characteristics.

H12: The stronger the tie strength, the higher the gitibaof benefiting from for customer's active setafor WOM.
H13: The stronger the tie strength, the higher the gritibaof WOM influence on purchase decision

1.1.5. Customer's Active Search for WOM (CASWOM)

Information search covers information gatheringviteds of consumers from both formal and inforrealirces. While customers
can obtain the needed knowledge from formal sourttey use informal communication channels to legite and evaluate
such knowledge (Kotler and Keller, 2006:192). Custmsymay indulge in this information sharing procass usual part of their
behavior. They can inquire about the propertiggesformance of the service from others, or thek skee evaluations of another
person.

In the examination of CASWOM, it was anticipatedviify whether there was a positive relationshimeen CASWOM and
WOM influence on purchase decision (Hovland ands4/e1951:647; Bansal and Harvir, 2000:174). Addéityn relationship
with other WOM variables will be examined.

Because there was a need to reshape the scaletgdnierthe literature, a literature study was midenformation search and
opinion seeking activities. At the end of this msh, a scale of five items was developed (Flynal.et1996:146; Reynolds and
Darden, 1971:453; Bansal and Harvir, 2000:172).

H14: The higher the CASWOM, the greater the impact of Widfluence on purchase decision (WIN).
1.1.6. Message Characteristics

In WOM context, ideas given to a customer by anodne vital for a subsequent purchase decisionuhaenessages as carriers
of these ideas weren't considered explicitly anffidgantly in a WOM model empirically, there arerse studies which call
attention to MCs (Sweeney et al., 2008:358; Mazzerall., 2007:1489; Gatignon and Robertson, 19865336 Duhan et al.,
1997:284).

These studies place MCs in the centre of the WOMainby attributing causality relationship among ttagiables (Sweeney et
al., 2008:358; Mazzarol et al., 2007:1489; Gatigand Robertson, 1986:536-537; Duhan et al., 1997.284

H15: The stronger the MCs, the greater the CASWOM
H16: The stronger the MCs, the more powerful the WOMuiefice on purchase decision.
1.1.7. WOM Influence on Customer Decision Making

Finally, a scale was generated for understandiadrituence of WOM factors' effects on actual pass decision of customers.
Thus, it will be shown how receiver may be affectgdthe message delivered, characteristics of sendho deliver the
messages, perceived risk by receivers, the chaisticte and search proneness of receivers (BamsalHarvir, 2000:172;
Wangenheim and Bayon, 2004:1177).

2. RESEARCH DESIGN AND RESULTS

Research area was limited to the European sidetafisl. For the study, a convenience sample waferped. Another
alternative could be to conduct pooling data whle tooperation of institutions offering such sessic The probability of
misunderstanding (This study might be perceived astisfaction survey or institution dependent)sedto opt for the first
alternative. For Maternity Clinic, participants ware pregnant or who had young children were prederSurvey fieldwork was
completed by reaching the appropriate subjectsrafraoaternity clinics, playgrounds, or in shoppinglls For Kindergarten,
subjects were similarly reached around kindergartptaygrounds and shopping malls. Participant®wetected from among
those who had children old enough to go to kindgega At the end of the study, 201 data per semtar total of 402 data have
been collected. This number of observations wasogpjate with recommendations of literature. Adatiglly, this number is
adequate according to Hoelterwho proposed thatalsasize of 200 is sufficient for SEM (via Hoe 08077). Thus, our sample
size is sufficient. For factor analysis ratingslsctr sample size is accepted as follows: 100=p@60=fair, 300=good,
500=very good (Comray and Howard, 1992:217). For SHEIr and others suggest at least 150 cases (mmisample size)
for models with seven or fewer constructs, modestraunalities (0.5), and no underidentified conga{Elair et al., 2010:662).
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2.1. Demographics of Sectors

In determining the demographics of participantsrfquestions containing gender, education, age,famiy income were
asked. Distribution of demographics is given in [Eah

Table 1: Demographics of Participants (n=201)

MATERNITY CLINIC KINDERGARTEN
GENDER Number Percentage % Number Percentage %
Males 45 22.4 60 29.9
Female 156 77.6 141 70.1
Total 201 100 201 100
EDUCATION Number Percentage % Number Percentage %
Primary and Secondary School 78 38.8 45 22.4
Highschool 72 35.8 93 46.3
College / University 78 38.4 56 27.9
Graduate Education 2 10 7 35
Total 201 100 201 100
AGE Number Percentage % Number Percentage %
18-24 52 25.9 10 5.0
25-34 77 38.3 80 39.8
35-44 48 23.9 81 40.3
45-54 18 9.0 17 8.5
55 + 6 3.0 11 5.5
Missing value 0 0 2 1.0
Total 201 100 201 100
FAMILY INCOME Number Percentage % Number Percentitge
1000 TL or lower 5 2.5 1 5
1001 - 2000 TL 67 33.3 33 16.4
2001- 3000 TL 77 38.1 80 39.8
3001- 4000 TL 43 214 61 30.3
4001- 5000 TL 4 2.0 19 9.5
5001 and more 3 15 1 .5
Missing value 2 1.0 6 3.0
Total 201 100 201 100

In Maternity Clinic, and Kindergarten gender disttion; ratio of male participants was lower for Matity Clinic, and
Kindergarten. Male participants number 45 for Maitgr Clinic (%22.4), and 60 for Kindergarten (%29.Bemale participants
were 156 (%77.6), and 141 (%70.1), respectively.deucation, a balanced distribution was obsermdtiree categories. In age
distribution, much younger participants were fodoidthe maternity clinic.

3. FINDINGS

This section presents the results of conducted/sesiffor models. First step contains analyses sding values. Factor analyses
and tests for reliability are given in thefollowistep. Third step contains confirmatory factor gses$ for factors produced by
the use of preceding analyses. Finally, hypothest®e study will be tested by using structural&tpn modeling.

3.1 Analysis of Missing values

The data had very few missing values.Hair et ajgsst a four step process for analyzing missing.dtis process contains
determining the type of missing data, determining éxtent of missing data, diagnosing the randompéshe missing data
process, and selecting the imputation method (dial., 2010:45). Researchers are concerned witttheh the cause of
missing value comes from the research design. Alaogrto this approach, missing data are named aswWK" if they result
from the research design, and "unknown" if not. Wnamissing value can occur due to procedural factbhus, remedies don't
solve this problem completely. Unknown missing eslare related to the respondent, generally (Haif.£2010:45-47). Our
missing values could be named as unknown missihggsand because of their rarity they could berigdo
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3.2 ExploratoryFactor Analysisand Testingfor Reliability
3.2.1Maternity Clinic, Exploratory Factor Analysis and Test for Reliability

An Exploratory Factor Analysis was conducted fortétaity Clinic. All seven constructs were derivedrfr 38 items by using
Principal Component Analysis. The alphas of conssrudich protect all their items were: PR (0.928),SWOM (0.877), WIN
(0.864), RCs (0.879).

For MCs, sixth item MCs 6 was excluded. It was reldteinformation about gain/loss from this purcha3ther five items were
loaded on one factor with an alpha 0.762.

At the end of the factor analysis, fourth item & Which was related to "supporting each other fficdit times" was excluded.
Alpha reached for this construct is 0.779.

SCs items were split into two parts. SCs 5, 6, at@h@ed on one factor with TS 4. SCs 1, 2, 3, anoladdd on second factor

with TS 1, 2, and 3. After the study, 5 items of S8euld be excluded to obtain an autonomous fdotd®Cs. Thus, SCs 6, and
7 retained for the second stage of the analysts avitalpha 0.650.
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Table 2: Factor Analysis (EFA) Results for Mateyr@inic

Constructs & Measurement Items Factor Loadings Meas Standard Deviations
Perceived Risk

PRO1 Financial 0.854 3.020 1.253
PRO2 Functional 0.818 3.154 1.179
PRO3 Physical 0.832 3.015 1.340
PRO04 Psychological 0.837 3.149 1.211
PRO5 Social 0.760 2.915 1.314
PRO6 Decision Hardship 0.773 3.095 1.251
PRO7 Risky Decision 0.778 2.970 1.407
Customer's Active Search for WOM

CASOL1 Intention 0.754 3.420 1.079
CASO02 Mutual consideration 0.741 3.552 1.108
CASO03 Decided approach 0.717 3.408 0.981
CASO04 Eagerness 0.735 3.455 0.994
CASO5 Planned asking 0.759 3.418 1.111
WOM Influence on Purchase Decision

WINO1 Different ideas 0.743 3.850 0.805
WINO2 Changed my decision 0.511 3.935 0.819
WINO3 How to utilize 0.771 3.900 0.794
WINO4 More quality service 0.748 3.840 0.992
WINO5 Helped for right decision 0.759 4.010 1.034
Receiver Characteristis

RCs01 Knowledge 0.823 3.015 1.290
RCs02 Knowledge by Vendor 0.732 3.219 1.274
RCs03 Purchase experience 0.884 3.050 1.121
RCs04 Usage experience 0.791 2.975 1.206
Message Characteristics

MCs01 Vividness 0.559 3.796 0.879
MCs02 Confidence of sender 0.676 3.920 0.790
MCs03 Affective activation 0.701 3.555 0.858
MCs04 Richness 0.632 3.799 0.741
MCs05 Clearness 0.583 3.816 0.837
Tie Strength

TS01 Closeness 0.723 3.587 1.046
TS02 Confidence 0.654 3.597 1.180
TS03 Sharing free time 0.775 3.353 1.131
Sender Characteristics

SCs06 Homophily; Life-style 0.732 3.641 0.865
SCs07 Homophily; Like or Dislike 0.708 3.555 0.978

Total variance explained was high (%70.166) as oviel Theater and Repair and Maintenance Shop. Tegthericity showed
that there was no problem regarding the correlatiatrix (0.000). KMO statistic was also fairly higlacording to the threshold
value: 0.871. This value fell into meritorious randhe results were exhibited in Table 2 and Table
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Table 3: Reliability, Eigen Value, Explained Variarfor Maternity Clinic

MATERNITY CLINIC Cronbach's Alfa Eigen Value Explained
Variance (%)
Perceived Risk (PR) 0.928 8.594 27.723
Customer's Active Search for WOM (CASWOM) 0.877 6.061 19.550
WOM Influence on Purchase Decision (WIN) 0.864 2.004 6.465
Receiver Characteristics (RCs) 0.879 1.595 5.147
Message Characteristics (MCs) 0.762 1.361 4.390
Tie Strength (TS) 0.779 1.095 3.533
Sender Characteristics (SCs) 0.650 1.041 3.359
Measures
Total Variance Explained %70.166
KMO Measure of Sampling Adequacy 0.871
Barlett's Test of Sphericity (sig.) 0.000

3.2.2. Kindergarten, Exploratory Factor Analysis and Test fa Reliability

Seven constructs of the model emerged as the @fsarit exploratory factor analysis. TS and CASWOMaenlguilt without item
loss, with alpha values of 0.925 and 0.735, respagt Some items of the other factors were excdilisethe second stage. The
results of this analysis are presented in Tableddia Table 5.

PR 1 was excluded because of loading two differactofs and PR 7 was excluded because of loadingemfaictor as a single
item. Other 5 items after conducting analysis lobole their factor. Their reliability value is 0.819

MCs 4 and 6 were excluded from MCs construct. MCsparsged from its construct and became anotherrfagth RCs 2.
Thus, this item was excluded. MCs 6 loaded two diffefactors. Thus it was excluded. Other itemthefMCs construct loaded
their factor with an alpha of 0.791.

WIN 1 disintegrated to construct and separatedsTthis item was excluded second stage. Other 4 iféiNs loaded on their
factor. Their alpha was 0.755.

RCs 2 was excluded because of loading another fdttdoading was negative. Three items of RCs congbtise construct with
an alpha 0.711.
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Table 4: Factor Analysis (EFA) Results for Kindantgn

Constructs & Measurement Items Factor Loadings Meas Standard
Deviations

Tie Strength
TSO01 Closeness 0.885 3.945 1.266
TS02 Confidence 0.835 3.731 1.322
TS03 Sharing free time 0.842 3.711 1.223
TS04 Mutualization 0.815 3.736 1.061
Perceived Risk
PRO02 Functional 0.527 3.761 1.006
PRO3 Physical 0.710 3.488 1.123
PRO04 Psychological 0.772 3.652 0.979
PRO5 Social 0.693 3.685 0.978
PRO6 Decision Hardship 0.645 3.682 0.865
Customer's Active Search for WOM
CASOL1 Intention 0.626 4.030 0.871
CASO02 Mutual consideration 0.604 3.940 0.822
CASO03 Decided approach 0.582 3.905 0.746
CASO04 Eagerness 0.702 3.960 0.761
CASO5 Planned asking 0.620 4.119 0.682
Message Characteristics
MCs01 Vividness 0.683 4.308 0.724
MCs02 Confidence of sender 0.749 4.214 0.734
MCs03 Affective activation 0.708 4.035 0.809
MCsO05 Clearness 0.459 4.204 0.635
WOM Influence on Purchase Decision
WINO2 Changed my decision 0.581 4.294 0.692
WINO3 How to utilize 0.604 4.250 0.676
WINO4 More quality service 0.646 4.308 0.667
WINO5 Helped for right decision 0.750 4.443 0.607
Receiver Characteristis
RCs01 Knowledge 0.785 2.174 0.977
RCs03 Purchase experience 0.740 2.234 0.721
RCs04 Usage experience 0.819 2.388 0.979
Sender Characteristics
SCs06 Homophily; Life-style 0.761 3.935 0.782
SCs07 Homophily; Like or Dislike 0.797 4.000 0.849

SCs items were nearly atomized in the beginninghef analysis. After first steps, they were reducs itwo different
constructs. SCs 6 and 7 loaded as one factor. S&t1and 5 loaded on one factor together MCs. EuiCs 1 and 2 loaded at
the same time on another TS factor. This compbeatias solved and SCs 1, 2, 3, 4, and 5 were e>xatludiis process. Thus,
SCs 6 and 7 emerged as retained items for SCs confstrihe second stage. Alpha reached for thisttoot is 0.702.

Total Variance Explained by the seven factors wa86%26. Barlett's test of sphericity was significéh000). KMO measure
of sampling adequacy was again meritorious (0.871).
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Table 5: Reliability, Eigen Value, Explained Varianc for Maternity Clinic

KINDERGARTEN Cronbach's Alfa Eigen Value Explained
Variance (%)
Tie Strength (TS) 0.925 8.454 31.313
Perceived Risk (PR) 0.819 2.486 9.207
Customer's Active Search for WOM (CASWOM) 0.735 2.064 7.643
Message Characteristics (MCs) 0.791 1.548 5.732
WOM Influence on Purchase Decision (WIN) 0.755 1.204 4.458
Receiver Characteristics (RCs) 0.711 1.129 4,182
Sender Characteristics (SCs) 0.702 1.078 3.991
Measures
Total Variance Explained %66.526
KMO Measure of Sampling Adequacy 0.871
Barlett's Test of Sphericity (sig.) 0.000

3.3. Confirmatory Factor Analysis(CFA)

3.3.1. Maternity Clinic Confirmatory Factor Analysis

For Maternity Clinic, CFA was performed. The scalesstructed by using EFA for this service were aredy From earlier
analysis PR, CASWOM, WIN, and RCs were retained comlgleMCs 6 from MC construct, TS 4 from TS constr&Es 1, 2,
3, 4, and 5 from SCs construct were excluded. AREA analysis some items were eliminated from contdrto obtain
necessary statistics. Thus, model was preparegEdt analysis.

At this step, some items were excluded from contdrto develop necessary statistics. From CASWOMS @ related to
mutual consideration of a confusing purchase and €A&8ated to eagerness of information seeking weobuded. MCs 1 and
MCs 2 were excluded from MCs construct to build astgtency with data and model. For the PR constitechs PR 3, 4, and 5
which are related, respectively, to physical, psjyopical, and social harm were retained. For RCs, R@hith contains
statement regarding "having enough knowledge feesmsment service appropriateness” was excludeoh $@s construct only
SCs 6 and 7, related to homophily, were retaineterAdnalysis TS 1 and 3 were retained items forcdiSstruct. Lastly, for
WIN only WIN 2 was excluded.
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Table6: Confirmatory Analysis Results for Materritjnic Scales (A-Z)

Construct Item Standardized t-value (p<0.05)
Loading ()
Customer's Active Search for CASO05 0.809 Scaling
WOM
CASO03 0.822 12.138
CASO01 0.807 11.932
Message Characteristics MCs05 0.722 Scaling
MCs04 0.546 6.554
MCs03 0.535 6.433
Perceived Risk PRO7 0.863 Scaling
PRO6 0.808 13.032
PRO5 0.812 13.11
Receiver Characteristics RCs04 0.791 Scaling
RCs03 0.793 11.664
RCs02 0.877 12.738
Sender Characteristics SCs07 0.777 Scaling
SCs06 0.625 7.009
Tie Strength TS03 0.820 Scaling
TSO01 0.754 8.365
WOM Influence on Purchase WINO3 0.778 Scaling
Decision WINO5 0.777 11.271
WINO4 0.844 12.337
WINO1 0.719 10.316

Multiple fit indexes were reported for the assessimef the model. They pointed out a consistencihwdata and model
(x2=277.542, p< 0.05, df= 1492/df= 1.863, GFI = 0.889, AGFI = 0.844, IFI = 0.93&. = 0.916, CFl = 0.934, and RMSEA =
0.066). Hoelter index for Maternity Clinic were 12& 0.05 and 139 for 0.01. Table 6 provides a sumgnud the factor
loadings, squared multiple correlations, and thadiability measures.

3.3.2.  Kindergarten Confirmatory Factor Analysis

The second model was for Kindergarten which isl#s service sector of the study. After CFA, fowenis from different
constructs were excluded.

CAS 5 from CASWOM, PR 5 and 6 from PR construct, f\iN construct WIN 5 item were deleted. Results birfilexes are
x2 = 375.875, p < 0.05, df = 202/df= 1.843, GFI = 0.859, AGFI = 0.810. IFI = 0.9TLI = 0.894, CFl = 0.915, and RMSEA
= 0.065. Hoelter index for Kindergarten were 127 @05 and 136 for 0.01. Table 7 presents itenwirretl for SEM, factor
loadings, squared multiple correlations, and rdligbmeasures of constructs.

In this part, CFA results for models are reportdie Tollowing part will contain SEM studies.
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Table7: Confirmatory Analysis Results for KindergarScales (A-Z)

Construct Item Standardized t-value (p<0.05)
Loading ()
Customer's Active Search for CAS04 0.546 Scaling
WOM
CASO03 0.581 5.935
CASO02 0.671 5.524
CASO01 0.570 5.199
Message Characteristics MCs05 0.687 Scaling
MCs03 0.745 8.833
MCs02 0.688 8.302
MCs01 0.674 8.156
Perceived Risk PRO4 0.749 Scaling
PRO3 0.788 8.919
PRO2 0.773 8.57
Receiver Characteristics RCs03 0.608 Scaling
RCs04 0.695 6.331
RCs01 0.728 6.311
Sender Characteristics SCs07 0.637 Scaling
SCs06 0.852 6.272
Tie Strength TS04 0.815 Scaling
TS03 0.864 14.629
TS02 0.919 16.022
TSO01 0.882 15.103
WOM Influence on Purchase WINO4 0.688 Scaling
Decision WINO3 0.804 8.926
WINO2 0.629 6.844

3.4. Structural Equation Modeling (SEM)and Testing of Hypahese

For testing hypothesis SEM was used. This stadistieethodology enables a confirmatory approacthéoanalysis of relevant

structural theory (Byrne, 2010:3). Similar to mpllé regression analysis, this method serves toardmeerrelationship among

expressed series of equations (Hair et al., 2040:63The term SEM conveys two important aspecthefprocedures: (a) that
the causal processes under study are representeddres of structural (i.e., regression) equatiand (b) that these structural
relations can be modeled pictorially to enableem@r conceptualization of theory under study" (Byr2010:3). To determine
the extent to which structured model is consistétit the data, it was tested by SEM (Byrne, 2010:3)

3.4.1. Maternity Clinic Testing of Hypotheses with Structural Equation Modeling

SEM results for the model of Maternity Clinic werported. The results from the analysis indicatelrag consistency with
data and model xZ = 342.350. p < 0.05, df = 15@/df = 2.223, GFI = 0.862, AGFI = 0.812, IFI #8905, TLI = 0.881, CFI
=0.904, and RMSEA = 0.078). Table 8 presents thie lpadings with t values for each path. And Figuitkistrates the model
used while testing hypotheses.

The hypotheses stated for investigating relatigssiiietween SCs and CASWOM, WIN, and MCs were H1, 2, 43,
respectively. Among these, group effect from SC8vtdl wasn't found significant. Thus, H2 was rejectEdbm the other two
hypotheses, H1 was partially supported since gfsifstance was in the range 0.05-0.010 (0.067). dinection of the effect was
positive which was in sync with expected effect. W& supported. SCs effect on MCs was investigatdtlibynypothesis. The
significance was lower than 0.001and effect wastipes

RCs related hypotheses, except for WIN, were foumpad. H4 which tried to measure the effect of RCLCHEWOM was
partially supported. However, observed effect wagative. This was contrary to expectations. RCscefia WIN was found
insignificant. Thus, H5 was rejected. H6 and H7 evaxccepted, because their significance and direatio effect were
appropriate forH7 but contrary for H6.
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Testing of PR related hypotheses revealed that. RRtefn CASWOM wasn't supported. Thus, H8 was refdPR effect on
MCs was found positive and significant assertingttgothesis. Thus, H9 was supported. Relationship RR and WIN was
partially supported. The found effect was positiveyever, significance was relatively low (sign0&b).

All three hypotheses of TS were supported. Effe€t§S on MCs, CASWOM, and WIN were found to be bdgn#icant and
positive.
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Table 8: Path Analysis Results for Maternity Clinic

Hypothesized Relationship Coefficient t-Statistics Results
H1 Sender Characteristics? Partially
. 0.283* 1.83 supported
Customer's Active Search for WOM
H2 Sender Characteristicst Not supported
o 0.116 1.24
WOM Influence on Purchase Decision
H3 Sender Characteristics Supported
o 0.379*** 4.355
Message Characteristics
H4 Receiver Characteristics? Partially
) -0.196* -1.939 supported
Customer's Active Search for WOM
H5 Receiver Characteristics* Not supported
B -0.045 -0.699
WOM Influence on Purchase Decision
H6(-) Receiver Characteristics® Supported
o 0.191*** 2.912
Message Characteristics
H7(-) Receiver Characteristics? Supported
. . -0.747%* -7.36
Perceived Risk
H8 Perceived Risk— Not supported
) 0.009 0.131
Customer's Active Search for WOM
HO Perceived Risk—* Supported
o 0.105** 2.074
Message Characteristics
H10 Perceived Risk— Partially
. 0.076* 1.724 supported
WOM Influence on Purchase Decision
H11 Tie Strength— Supported
o 0.286*** 4.479
Message Characteristics
H12 Tie Strength— Supported
) 0.379*** 3.217
Customer's Active Search for WOM
H13 Tie Strength— Supported
o 0.157* 2.081
WOM Influence on Purchase Decision
H14 Customer's Active Search for WOM?# Partially
o 0.141* 1.923 supported
WOM Influence on Purchase Decision
H15 Message Characteristics* Partially
i 0.499* 1.764 supported
Customer's Active Search for WOM
H16 Message Characteristics Supported
. 0.392** 2.102
WOM Influence on Purchase Decision
Goodness of - fit statiscitcs
2 342.350p<.05
df 154
x%/df 2.223
Goodness of fit index (GFI) 0.862
Normed fit index (NFI) 0.840
Tucker-Lewis Index(TLI) 0.881
Comparative fit index (CFl) 0.904
Root mean square error of approximation (RMSEA) 0.078

*p<.10; ** p<.05; ***p<.001
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H14 was for investigation of CASWOM-WIN relationphiCASWOM effects on WIN was found to be significand positive.
This presented an appropriateness with purposgpuithesis. However, significance was relatively kvésign.: 0.055). Thus,
H14 was partially supported.

H15 and H16 were hypotheses established to unddrstiects of MCs on CASWOM and WIN. The effect oCMon
CASWOM was positive; however, significance was weédkus, H15 was partially supported. H16 was suggglstrongly. It is
found that MCs affects WIN positively and signifitign

CUSTOMERS’
ACTIVE
SENDER’S SEARCH FOR

CHARACTE- wom
(CASWOM)

RECEIVER’S
CHARACTE- )
RISTICS . wom

(RCs) & INFLUENCE ON
2 PURCHASE

MESSAGE DECISION (WIN)
CHARACTE-

RISTICS (MCs)

PERCEIVED
RISK (PR) STRENGTH
(TS)

Figure2: Path Coefficients for the Model of Matéyni  Clinic
3.4.2Kindergarten Testing of Hypotheses with StructuralEquation Modeling

For Kindergarten, sixteen hypothesized paths ofrtioelel were tested by using AMOS. Overall fit, gtiahl power and the
significance of the paths were measured for thisehoAll measures were better than, or closed comenended valuesyZ =
457.999, p < 0.05, df = 2092/df = 2.191, GFI = 0.837, AGFI = 0.785, IFl = 08B7LI = 0.851, CFl = 0.877, and RMSEA =
0.077). Table 9 presents the path loadings witaldes for each path. And Figure 3 illustrates tlogleh used while testing the
hypotheses.
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Table 9: Path Analysis Results for Kindergarten

Hypothesized Relationship Coefficient t-Statistics Results
H1 Sender Characteristics? Supported
] 0.176** 2.156
Customer's Active Search for WOM
H2 Sender Characteristicst Supported
o 0.167* 2.091
WOM Influence on Purchase Decision
H3 Sender Characteristics Supported
o 0.320%*** 4,541
Message Characteristics
H4 Receiver Characteristics? Not supported
) 0.029 0.347
Customer's Active Search for WOM
H5 Receiver Characteristics* Not supported
B -0.078 -1.016
WOM Influence on Purchase Decision
H6(-) Receiver Characteristics® Not supported
o 0.074 0.937
Message Characteristics
H7(-) Receiver Characteristics? Supported
. . -0.371** -2.159
Perceived Risk
H8 Perceived Risk— Supported
) 0.199*** 3.441
Customer's Active Search for WOM
HO Perceived Risk—* Supported
o 0.158*** 3.710
Message Characteristics
H10 Perceived Risk— Not supported
B 0.059 1.129
WOM Influence on Purchase Decision
H11 Tie Strength— Supported
o 0.170%** 4.625
Message Characteristics
H12 Tie Strength— Not supported
) 0.065 1.563
Customer's Active Search for WOM
H13 Tie Strength— Supported
. 0.098** 2.436
WOM Influence on Purchase Decision
H14 Customer's Active Search for WOM?# Partially
o 0.279* 1.665 supported
WOM Influence on Purchase Decision
H15 Message Characteristics* Partially
i 0.256* 1.912 supported
Customer's Active Search for WOM
H16 Message Characteristics Supported
0.307* 2.371

WOM Influence on Purchase Decision

Goodness of - fit statiscitcs

X

2

df

X

2/df

Goodness of fit index (GFI)
Normed fit index (NFI)
Tucker-Lewis Index(TLI)
Comparative fit index (CFl)

Root mean square error of approximation (RMSEA)

457.999, p<.05
209
2.191

0.837

0.798

0.851

0.877

0.077

*p<.10; ** p<.05; ***p<.001
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Three hypotheses which were related to SCs wereostggh H1, H2, and H3 were significant; they indéchpositive effect of
SCs on CASWOM, WIN and MCs. H4, H5, and H6 from grafifRCs hypotheses weren't supported. Results indibate
relationship between RCs and CASWOM, WIN, and MCs viesgnificant. Thus, these hypotheses were rejeddedy H7
which investigates the effect of RCs on PR was supgdoifhe negative relationship as was proposedearh§ipothesis was
significant.

PR related hypotheses were H8, H9, and H10. H8 #&déte supported while H10 was rejected. The oleskeffect of PR on
WIN was insignificant.H12 which was stated to urstend how TS affects CASWOM was rejected. H11 aid® Mere
accepted. H14 was a unique hypothesis which wasterblto CASWOM. It indicated a significant relatibis between
CASWOM and WIN. However, significance was low. Thd44 was partially supported. From the two hypsésewhich were
MCs related; H15 was partially supported. Its sigaifice was between 0.05-0.010 (Sign.: 0.056). HA$ supported.

CUSTOMERS’
ACTIVE
SENDER’S SEARCH FOR

CHARACTE- wom
RISTICS . (CASWOMm)

RECEIVER'S
CHARACTE-
RISTICS n WOM

(RCs) %024 INFLUENCE ON
PURCHASE

MESSAGE DECISION (WIN)
CHARACTE-

RISTICS (MCs)

PERCEIVED

RISK (PR) STRENGTH
(Ts)

Figure 3: Path Coefficients for the Model of Kingarten

4. DISCUSSION AND IMPLICATIONS
4.1. Discussion

The purposes of this study were to investigateetfiects of essential WOM factors in a broadened ehodow MCs were
perceived and the effects of consumers’ perceptton€ASWOM and on their subsequent purchase desisi@ne researched.
How the CASWOM was triggered by SCs, RCs, PR and TSwdrat the effects of this search intention andnats on
customer's purchase activities were observed. éyrtiow PR was affected by RCs was investigated. isadilly, the effects of
four essential WOM factors (SCs, RCs, PR, and TS), CABMADd MCs were directly examined on the actual paseh
decisions of customers.

At the first step of the analysis, EFA was perfodnfier each sector. Interpretation for this step wasle in the related section.
The models were verified by the data. For eachigerseven constructs were built. Total varianceegepced, reliability and
other measures imply a fairly good fit for model.

Second step of the analysis was confirmatory faat@lysis which was conducted by AMOS. Similarkyy €ach sector, all
seven constructs were generated. The resultsagsfrongly a consistency with data and modelsrAftis analysis hypotheses
were tested by using SEM.

The broadened model offered various useful reslritshis study, the conceptualization and measunéroé WOM effect on
actual purchase activities, from the receiversspective, presented several significant improvemener previous studies.
Firstly, for both credence services, MCs were fotmdbe effective on purchase decision. Receiversidered that delivered
information assured the right and profitable decisi

Secondly, the psychometric properties of the CASWelidle were assessed. Reliability, validity, and-dinensionality were
tested. For EFA of credence sectors, all items weteened.

207



THE EFFECTS OF WORD-OF-MOUTH MESSAGE ON PURCHASE DECISION IN CREDENCE-BASED SERVICES
Mustafa OLBER, LokmaniNCIRKUS

Thirdly, sender characteristics which comprise hphily were tested in the process of construct mation. For credence
services, Homophily items were salient in SCs costwhich was found effective on receiver's addngsto source (Gilly et
al., 1998:91-93). For credence services homophiyné efficient for purchase decision of receiver.

Lastly, the study offered a view for broadened nhdiaen the perspective of credence-based servicetabiers need more and
clearer information to capture critical things neflag credence services. Personal experiment stgpmanfidence of
unknowledgeable customers while making decision.

4.2. Implications

Kindergarten and Maternity Clinic were assessedradence-based services which imply that, even afier the customers
cannot fairly consider the performance of this tgbeservice. However, several promotions for makirgible the service and
understandable applications may drive experienastbmers to positive WOM.

The study revealed that customers may be oriertearding to cues which they found in the messaghs. practitioners may
produce emotional and clear reasons for parentsasbdrying to choose kindergarten, because thiy sewvealed that parents
are cognizant of whether messages contained emabtiortlear cues regarding Kindergarten. For Matgi@linic, rational and
emotional approach should be applied together, usecabeside clarity and richness of content in ngessamotional
considerations were also indicated as affective.

Results indicate that customers are eager to gdt@mation. However, to affect suchwillingness, keders can generate several
reasons to talk or tools which make visible theirvices. These types of applications help previmess to make explanations
about and show usefulness of provided servicextiBoaers may also put several experiment-basgdiGgtions into practice.
Thus, customer may reconsider the performancergicgeand its provider. In contrast, for Kindergart duration of time while
providing service may give opportunities to custontereconsider the performance. In this conditiomstomers may try the
service;and thus they may overcome confusion presgen

For credence based services the role of percepturabphily should be considered carefully. Percdptwanophily may be
considered to be a strong trigger for active sefockiVOM.

It was found that receiver characteristics affeetcpived risk. For credence services, perceived affected strongly the
message perception and purchase decision. Thishwy that customers prefer being risk averse inptexndecision process.
However, effect of perceived risk on purchase decisvas uncertain. For Kindergarten, messages lgledfect decision;
nevertheless, perceived risk which effects mespageeption didn't have any impact on decision. Ting be explained by the
customers’anxiety for finding the right messagéghtrsenders and their trustworthiness. For Matgr@liinic, partial support
may be explained by developing expertise beforgeisd service. However, as a result of messagatedeapproach, the real
factor reducing perceived risk may be revealechascties attained by messages. Thus, messagets effiegrofitable decision
appeared to be the most salient result at the etiek @nalysis.

Customers who tried to gather information thougtat ttheir attempts served to make more a profitghiechase. Service
provider may facilitate reaching rich personal sesr For instance, peer to peer interaction mayriggered by utilizing
meetingsbetween satisfied customers and new omés.nTay be valid for Kindergarten, which can organa special parents'
meeting to bring together new and experienced met® The newcomers may learn also how to utilieeservice. However,
organizing a face to face transmission experienag emtail complications for Maternity Clinic. Cliniesay form a maternity
album for these who want to transfer their expenimeto others, or some customers may offer theiughts by a
videoconference (live or recorded).

As a result, WOM receivers had strong motivationifilormation seeking. They believe that their @pés would be profitable

for them. Perceived risk triggers the need to mttight messages overwhelmingly. Thus, with thiglgt the mission of message
characteristics in WOMM should be discussed stiphgl the service providers. Senders characteristiggecially, perceptual

homophily, should be analyzed with its triggerinderin information searching. Message charactesgilayed a key role. They
triggered customer's active search for WOM anccegfk customer's purchase decision profitably.

4.3. Limitations and Suggestions for Future Researches

In this study, message characteristics were inyasil empirically for the first time for three agdeies of services in a
broadened model. Despite the improvements madeeirapproach to WOM activity, there still are sel/éiraitations. These
limitations may be eliminated by future researchers

Message characteristics may be used for differectbss in three categories to deepen our undeistn@he built construct

needs to be tested in different areas. It may lssiple for the emotional and rational componentbdchandled separately.
Further, emotional components may be linked toaasid psychological risks and rational componémishysical, functional,

and financial risks.

On the other hand, this construct may be used @sure the sender's proneness to the type of cueteimded message. The
construct is easy to adapt to the sender side tidddily, it may reveal useful results for e-WOMidy.
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The generated scale for customer's active searcW@M needs to be tested in further empirical sssdEven thoughthe scale
shows strong validity, it may be improved furthEnerefore, the roles of customer's active sear¢hedVOM may be revealed

in greater detail.

Another alternative for empirical study is to intigate relationship between the message deliveyesehder and his loyalty.
This study may be broadened on the receiver sidextanding observation in the continuity of theuatpurchase.

Finally, further research may investigate differeglitionships of message characteristics and meste willingness to search.

This study focused on customer's search proneffiless en perception of messages; however, revais¢ignship may also be
investigated.
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