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On two sides of a vacuum, blogs can be positive or negative about firms. Therefore, firms can be supported or harmed. In this research, the effect of positivity of the blog on brand attitude and intention to buy/Word Of Mouth (WOM) will be measured with moderating effects of source credibility and product involvement. Research is conducted on manipulated blogs (positive and negative) about a digital camera (for the fictitious brand Ucamos) and a laptop (for the relatively unknown brand Medion). Two different manipulation techniques for source credibility are used to increase the generalizability of the findings to different blogs. In the first blog (scenario 1: Ucamos), source credibility is manipulated in the ‘about’ part of the blog, where the blogger tells something about himself. In the second blog (scenario 2: Medion), the source credibility is manipulated by two sequential comments of other people under the blog. Results are obtained by online survey style questionnaires among Dutch inhabitants. For both scenarios, brand attitude is found to have a significant positive effect on purchase intent/WOM. Attitude toward the blog is found to have a significant positive effect on brand attitude and purchase intent/WOM, and the effect on purchase intent/WOM is (partially) mediated by brand attitude. Positivity of the blog has a significant positive effect on brand attitude, while perceived source credibility significantly moderates the effect of positivity of the blog on brand attitude for both scenarios. If the source is perceived to be more credible, the effect of positivity of the blog on brand attitude becomes significantly larger. The dummy for manipulated source credibility is only found to significantly moderate the effect of positivity of the blog on brand attitude for scenario 1 (Ucamos). The mediating effect of perceived usefulness on source credibility is also checked, but not supported. Finally, product involvement is not found to moderate the effect of positivity of the blog on brand attitude significantly. Additional analyses on blog attitude are discussed in the paper. The findings can give managers new insights in the importance and effects of blogging on their brand values and open pathways for further research on blogs and beyond (e.g. reviews). Overall, the effect of blogs on brand attitude is not only determined by what is blogged, but also by who is blogging. 
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1.
Introduction
The World Wide Web is increasing rapidly. From 2010 to 2011 the World Wide Web grew with 528.1% in users and counted more than two billion users worldwide in 2011 (appendix 1). This means that almost one third of the world population makes use of the internet nowadays. 
In the contemporary marketing environment the web is still gaining grounds and gets more and more important for marketing managers, which is supported by the increase in worldwide online advertisement (ad) spending of $54.2 billion from 2008 to an estimation of $96.8 billion in 2014 (eMarketer, 2010). Internet is amongst other media the largest upcoming medium for advertising. The Economist (2011) expected that global expenditures on online advertising would increase most from 2007 to 2011 compared to other media, which is supported by the press release of ZenithOptimedia made on the 13th of July 2011 (ZenithOptimedia, 2011).
With the increasing World Wide Web users, people start posting their opinions more and more online. People can comment quickly about a brand online, information is transparent and broadly publicly available in many cases. There are different tools available to express oneself and criticize about brands online. Blogs are one of them. Boundaries between blogs and social media are becoming thin (Technorati, 2010). Platforms like Twitter and Facebook for example have a micro-blogging format that shows similarities with traditional blogs. Furthermore opportunities of mobile blogging are increasing due to the use of mobile phones and tablets. 25% of the bloggers made use of mobile blogging in 2010 (Technorati, 2010).

These trends lead to a rapid increasing amount of blogs. According to some of the latest figures from The Nielsen Company (2012), the total amount of blogs grew from 36 million in 2006 to 181 million at the end of 2011. The amount of blogs is following an increasing trend (The Nielsen Company, 2011). With the rapid growing amount of blogs, opinions of bloggers about brands become increasingly important for companies. Some blog posts are positive and people show unpaid endorsement to brands, while other posts are negative and can seriously damage the brand in its reputation (Armstrong, 2006; Del Veccio, Laubacher, Ndou & Passiante, 2011; Edelman & Technorati, 2006). Negative blog posts can lead to financial consequences for the brand and the firm exploiting it. Dell’s share price for example dropped significantly from 40 to 20 dollar per share after Jarvis’ complaint about Dell on his blog and Dell felt the need to invest an additional 100 billion dollars in customer support as a consequence of Jarvis’ blog (Del Veccio et al., 2011).
Technorati (2010) reported that 66% of the bloggers blog about brands and 42% blog about the brands they hate or love (N= 7,200). In the research about the blogosphere of Technorati in 2009, 58% of the respondents indicated that the recognition of their firm in its industry increased through blogs and 56% indicated that blogs made their firm a leader in its industry (N= 2,828, over 50 countries). The growing amount of blogged opinions about brands also constitute to the growing importance of blogs in advertising possibilities that need to be considered by advertising managers. Blogs can be a free form of advertising and some bloggers are even sponsored by firms (Technorati, 2010). Blogs can’t be ignored anymore and the online environment has an increasing effect on the attitudes people form compared to other media (Colliander & Dahlén, 2011), so what is the effect of blogs about brands on the attitudes of readers toward brands? 
To investigate this, different kind of blogs need to be considered for a brand and there has to be looked at the attitude of different people toward these blogs and the brand. Does positivity of the blog lead to a more positive attitude toward the brand and a higher intention to buy the brand? Sure the final interest lies in the question if people will have a higher intention to buy the brand after reading a blog, but one step before the intention to buy a product comes the stimulation of a positive brand attitude (Percy & Rossiter, 1992). In this research there will be investigated how blogs can affect both attitudes and intention.
1.2
Problem statement and Research questions
One of the main pillars between blogs and brands is the theory of Word Of Mouth (WOM). Jansen, Zhang, Sobel and Chowdury (2009) already showed that micro-blogging (e.g. Twitter) can be used as an online tool for WOM, more specifically electronic Word Of Mouth, or eWOM. A lot of research has been done on WOM in marketing and it is the most important source of information for consumers that influences their purchase decisions (Litvin, Goldsmith & Pan, 2008). 
Besides the connecting dots between WOM, blogs, brand attitude and purchase intention, there hasn’t been done any research on the effect of positive and negative blogs on brand attitude and purchase intention up till now. One of the possible reasons is the growing amount and with that the upcoming importance of blogs about brands in the past 6 years (appendix 1; Technorati, 2009; Technorati, 2010; Technorati. 2011 and The Nielsen Company, 2011). This study wants to fill the gap in blog research and scratch the surface on blog research and its effect on brands.
Thorson and Rodgers (2006) did conduct an empirical research on blogs, but they looked at the effect of (perceived) interactivity of the blog on attitude toward the website, attitude toward the political candidate and voting intention. Respondents were randomly assigned to a manipulated website of a political candidate with the possibility to react (high interactivity) or without the possibility to react (low interactivity). Thorson and Rodgers (2006) showed that perceived interactivity significantly and positively affected all three dependent variables and that interactivity significantly and positively affected attitude toward the website. The current research will not focus on comparing technological different blogs, but more on the implicit message transferred by regularly used blog-formats, which will be discussed further in the methodology.

Colliander and Dahlén (2011) also conducted a research on blogs, but they compared blogs with online magazines in their publicity effectiveness. They did take brand attitude and purchase intent as dependent variables, but their research made a comparison between blogs and online magazines in their function as publicity vehicles. Colliander and Dahlén (2011) placed the same text in 7 different popular blogs and 7 different popular online magazines. They found blogs to have higher publicity effectiveness than more traditional online magazines. A positive story about a brand on a blog resulted in higher brand attitude and purchase intention than the positive story in an online magazine. Blogs have higher para-social interaction (which is as a sort of illusionary face-to-face relationship with the creator of a medium experienced by the reader) and therefore the credibility of the writer and the brand-writer relationship was found to be more important in blogs. The mediating role of para-social interaction makes the publicity effectiveness of blogs delicate, though they are more effective.

To the best of my knowledge the research of Chu and Kamal (2008) is the only research where the effect of independent variables about blog content (argument quality and trustworthiness of the blogger) on brand attitude is tested by the empirical use of (manipulated) blogs. Compared to the following research, Chu and Kamal (2008) took a different approach by using the elaboration likelihood model for message elaboration of Petty and Cacioppo (1983) and they did not measure the effect of positivity of the blog. In addition, they did not investigate the final step of affecting purchase intention, but they were purely focussed on the effect of trustworthiness on message elaboration and the effect of argument quality and trustworthiness on brand attitude. Chu and Kamal (2008) controlled for expertise, so they did not look at a more complete picture of source credibility (which will be discussed in the literature review), nor looked at product involvement of the blog reader, which could have an effect according to Xue and Phelps (2004). A final criticism on Chu and Kamal (2008) is that the manipulations for trustworthiness were unrealistic, because respondents faced the following sentence for the trustworthy blogger: “You will be confident that the information he [ed. the blogger] provided is accurate, because he is considered as honest, fair, sincere and honourable.” For the untrustworthy blogger a slightly adapted and almost similar sentence was used (Chu & Kamal, 2008).
But what are blogs? How can WOM be defined and what is the effect of positivity of the blog on brand attitude and purchase intent? Finally: What are possible moderators of the effect of positivity of the blog on brand attitude and purchase intent?

Altogether brings us to the main question in this research: 

To give an answer to this question following sub-questions with main effects need to be answered:
· What is the effect of brand attitude on the intention to buy the brand/WOM?

· What is the effect of blog attitude on the intention to buy the brand/WOM?

· What is the effect of blog attitude on brand attitude?

· What is the effect of positivity of the blog on brand attitude?
And possible moderating effects need to be taken into account:
· What is the effect of credibility of the blogger and perceived usefulness of the information on the possible relationship between positivity of the blog and brand attitude?

· What is the effect of product involvement on the possible relationship between positivity of the blog and brand attitude?
1.3
Relevance
The attitude of consumers toward the brand and their purchase decisions become more and more influenced by the web (Jansen et al., 2009). The younger the population (but at least >13), the more we see a movement from the use of e-mail to open sources like blogs and instant messaging (Riegner, 2007, table 2). Next to that, User Generated Content (UGC) influences almost twice as many online purchases than offline purchases (Riegner, 2007, figure 5). This again supports the increasing importance of blogs for brands and firms in the future. 
Furthermore, blogs are a form of eWOM and eWOM has many advantages above traditional WOM. Positive traditional WOM already is seen as a powerful tool for enterprises to influence people and eWOM goes beyond WOM (Jansen et al., 2009). EWOM can easily be shared, often has a higher reach and is more permanent (Mennig-Thurau, Gwinner, Walsh & Gremble, 2004). According to Johnson and Kaye (2004), the credibility of blogs is viewed to be much higher than the credibility of traditional media by students (Chueng & Morrison, 2008) and by other blog readers. Jonas (2010) supports this result for UGC (also containing Wikis, like posts on Wikipedia, and other media besides blogs) and non-UGC or Company Produced Content (e.g. one-way advertisements of the firm).

Despite these facts, this research will be unique in the small amount of empirical blog researches, as stated before. Park and Lee (2009) also measured the effect of positive and negative eWOM, but on eWOM and for product reviews on websites instead of blogs. They used manipulation techniques and found a greater effect of negative eWOM than the effect of positive eWOM on eWOM. One of the limitations of their study is that they did not include involvement of consumers toward the product or brand in their research, while Ahluwalia et al. (2000) see involvement as a moderator of negative information. Furthermore, compared to earlier research, a new manipulation technique of source credibility for blogs will be applied in the current research. The manipulation of credibility will not be as clear cut as in Chu and Kamal (2008) and a second manipulation of source credibility will be derived from comments on the blog. This makes the research more generalizable.
This research will contribute to the studies about blogs and gives researchers handles to expand research about blogs to other comparative studies (e.g. in comparing advertising effectiveness). A model is offered which can be transposed to different media (online reviews for example) and effects can be measured for them. Researchers can for example measure the effect of positivity of the review on brand attitude and account for all the variables in the model. Technorati (a firm that is publishing reports about the state of the Blogosphere
 since 2004) for example, can use this research to improve the value of their reports to firms and bloggers.
On the practical side, this research will enlarge the picture of promotion possibilities for marketing managers. Managers will face the importance of blogs affecting their brands. Blogs are important for firms because of the previously mentioned upcoming trends, they are relatively low cost promotional opportunities and can even come in free form if independent people freely blog about a brand. On the other side there can also be blogged negatively about a brand and the brand can be damaged. According to Armstrong (2006), more than 75% of the blog users, consider the use of blogs as a useful source of information before they buy a product. So blogs can’t be ignored anymore. Therefore, it is important to improve the comprehension of factors affecting the role that blogs play in forming attitudes and shaping intentions.
2.
Literature review
Before we get lost in the woods, there will be given short definitions of WOM and blogs. Next, the conceptual model will be worked out and hypotheses will be derived from the model, of which separate parts are rooted in academic literature.
2.1
WOM and blogs

Word Of Mouth (WOM) is referred to by Jonas (2010, p. 121) as “oral, person-to-person communication between a receiver and a communicator whom the person perceives as non-commercial” (Arndt, 1967a). Next to this definition, WOM nowadays also comes in electronic and online forms that are not oral. Jonas (2010) and Jansen et al. (2009) support this by stating UGC as electronic Word Of Mouth, or eWOM. Theories of both (WOM and eWOM) have many similarities, but it is more about the application. For the completeness and justness, WOM and eWOM will be used interchangeably in this research.
Blogs are a form of eWOM. A blog is referred to as a website that contains chronological date stamped messages with text, audio, visuals, small games or a combination of these elements, with the main idea to log information and make information public (OECD, 2011). Noting that there should be referred to a blog as a web page or combination of web pages (website) and not only a complete site. Some sites namely consist of only one blog or a blog part on the site, where others include more blogs or are full blog sites (e.g. Google’s Blogspot). According to Del Veccio et al. (2011), there can be made a distinction between two types of blogs: blogs from independent individuals or groups and corporate blogs from firms. In this research the corporate blogs will not be taken into account, because it is shown that consumers view the information on these blogs as less credible (Jonas, 2010) and most of the blogs (96%) on the blogosphere are from independent individuals or groups (Technorati, 2011).

When people blog about a brand, they can reach a larger audience and the reach will be higher than a face-to-face WOM conversation. People can blog positively, negatively or neutral about a brand. Next to blogging, people normally have different possibilities to complaint about the product or service. Charllett, Garland and Marr (1995) state three possibilities, which are worked out and complemented here.
1. Direct (Direct complaint to manufacturer/supplier/seller).

2. Indirect (WOM responses, brand switching and other private responses).

3. Third party (Joining complaint groups and expressing opinions and take possible legal actions with them).

With WOM, critics will be indirect and often don’t pass the manufacturer, supplier or seller. This makes their systems prone and underlines the importance of monitoring the web. If brands don’t monitor the web, they will not notice messages or notice them too late. Everything can be said about their brand(s) and consumers possibly will react according to the earnestness of the message in forming attitudes and/or even adapt their intention to purchase the brand(s). To look at the effect that positive and negative blogs have on a brand, the effect of positivity of the blog on brand attitude and purchase intent will be modelled in this study. In figure 1 the conceptual model is visually worked out with its mediating and moderating variables. 
Figure 1: Conceptual model


[image: image1]
The dashed line in this model is used to show how the positivity of the blog has an impact on attitudes and finally on the intention to buy a product. The two relations on the right side of the model are rooted in advertising research, mainly rooted in research of Lutz, MacKenzie and Belch (1983); MacKenzie, Lutz and Belch (1986) and MacKenzie and Lutz (1989). The left side is based partly on the research of Chu and Kamal (2008) and other research about WOM, UGC and advertising (e.g. Park & Lee, 2009; Riegner, 2007; Zhang, Sobel & Chowdury, 2009; Choi & Rifon, 2002).
2.2
Brand attitude 
The relation between brand attitude and purchase intention originates from the theory of reasoned action (Fishbein & Ajzen, 1975) and later the revised theory of planned behavior (Ajzen, 1991), with its extended Fishbein model. Both the theory of reasoned action (TRA) and the theory of planned behavior (TPB) explain that attitude contributes to behavioural intention, but they are not directly correlated. There are many other factors influencing someone’s intended behaviour, such that attitude and intended behaviour do not directly correlate. One of them is subjective norms. TRA says that subjective norms are the weightings of others beliefs in ones social environment that contribute to going from an attitude to an intended behaviour (Fishbein & Ajzen, 1975). If you are part of a religious community for example and many people in your network disapprove the use of a television, but you are not that strictly religious like the rest of the community, you will still weigh their beliefs before you will form a behavioural intention. You may have a positive attitude towards televisions, but you will not have the intention to buy the product, because of the subjective norms. There are more factors included in the TPB that can drive attitude and behavioural intention away from each other. Additionally, there are also factors that are not included in the TRA and TPB, like emotional factors for example. Factors that drive a gap between attitudes and intended behaviour will not be taken into account here to keep the model simple. 

The relation of brand attitude and purchase intention will be investigated based on past research. Lutz, MacKenzie and Belch (1983) and MacKenzie, Lutz and Belch (1986) implemented this relationship in all of the four different models they used for their research on the moderating role of advertisements and the effectiveness of advertisement. They found empirical support for the relationship between brand attitude and purchase intent by testing television commercials of fictitiously branded toothpaste. 
Goldsmith, Lafferty and Newell (2000) measured the effect of credibility of the endorser and corporate credibility on attitude toward the ad, attitude toward the brand and purchase intent. People faced a fictitious magazine ad in their study and they found a significant effect of brand attitude on purchase intentions. If respondents reported a positive brand attitude, they were more likely to have a positive purchase intention. Choi and Rifon (2002, p. 16) also supported the view that there does exist a positive relation between brand attitude and purchase intentions. Choi and Rifon (2002) conducted their research on digital cameras and mp3 players in digital click-through advertisements or Banners. Connecting these findings to blogs, it can be expected that the brand attitude formed by reading a blog about a brand, will have a positive effect on the intention to purchase the brand. This can be hypothesized as follows.
H1: 
Brand attitude will have a positive effect on purchase intent.
2.3
Blog attitude 

The role of blog attitude (figure 1) can be derived from ad attitude as a mediator of advertising effectiveness in Lutz, MacKenzie and Belch (1983). Lutz, MacKenzie and Belch (1983) conducted their research on four different relationships of advertising attitude. Their study showed that the model without a relationship between attitude toward the ad and attitude toward the brand could be rejected, because it was proven across three different datasets that there is a significant relationship between attitude toward the ad and attitude toward the brand. They found the effect of ad attitude on brand attitude to be significant and dominant. A possible countering effect of brand attitude to ad attitude was only modelled to be relevant for existing brands, because people have not established a brand attitude for new brands yet. Goldsmith, Lafferty and Newell (2000) also found a positive relation between attitude toward the advertisement and attitude toward the brand. If respondents reported a positive attitude toward the ad, they were more likely to have a positive attitude toward the brand. 
This is also the case for the attitude people have toward the advertisement and their intention to buy the product. The more positive the attitude of people toward the ad, the more likely they are willing to buy the brand advertised (Goldsmith, Lafferty & Newell, 2000). Cox and Locander (1987) and Mehta and Purvis (1997) found significant support for the relationship between attitude toward the ad and purchase intent. Cox and Locander (1987) support the relationship for both familiar and unfamiliar brands, but found a larger effect of attitude toward the ad on purchase intent for the unfamiliar brand.
When these effects are transferred to blogs, we can expect that blog attitude will have a positive effect on brand attitude and blog attitude will also have a positive effect on purchase intention. Altogether leads to the formulation of the following two hypotheses for blogs.
H2a:
Blog attitude will have a positive effect on brand attitude.
H2b:
Blog attitude will have a positive effect on purchase intent.

2.4
Positivity of the blog (WOM)
Arndt (1967b) Performed one of the first empirical researches of WOM on purchase behaviour. He showed that positive WOM increased purchases and negative WOM decreased it. One drawback of his study was that he studied only one new brand. East, Hamond and Lomax (2008) showed the impact of positive and negative WOM on brand choice probability for a large amount of categories (from restaurants to electronics). All showed a negative effect for negative WOM on the probability of purchase and positive for positive WOM. 

Charlett, Garland and Marr (1995) also showed a positive relation between WOM positivity and purchase probabilities. Next to that, they showed a positive relation between WOM positivity and product attitude. Unfortunately the study of Charlett, Garland and Marr (1995) can not be generalized, because of its drawbacks, including a small sample size (N= 60). Their study also measures only offline WOM, where this paper is focussed on online WOM. Offline WOM was found to influence attitudes and purchase intention, but online WOM is even more influential. Sun, Youn, Wu and Kuntaraporn (2006) can be quoted with the words: “Compared to traditional WOM, online WOM is more influential due to its speed, convenience, one-to-many reach, and its absence of face-to-face human pressure” (Phelps et al, 2004).

Contrary to the previously formed expectations of the effect of blog positivity on brand attitude, it is possible that some people show the opposite behaviour. This means that people can form positive attitudes when they face a negative advice and negative attitudes when they face a positive advice. East, Hamond and Lomax (2008) refer to this phenomenon with the words “contrary responses to advice”, which is also supported by researchers like Wilson and Peterson (1989); Laczniak et al. (2001) and others
. Having mentioned this phenomenon and being aware of it, this paper takes the positive effect of blog positivity on brand attitude as a point of departure. The main reason is that East, Hamond and Lomax (2008) only found 7% of the responses to negative WOM being positive and 4% of the responses to positive WOM being negative. 

Everything together can be translated into the relationship between WOM and brand attitude for blogs. A positive blog would then lead to a more positive brand attitude than a negative blog. This can be hypothesized as follows.

H3: 
Blog readers will have a higher brand attitude when blogs are positive 
than when blogs are negative.

There are also a couple of possible moderators influencing this main effect between the positivity of the blog and brand attitude (figure 1). The moderating variables are credibility of the blogger and product involvement of blog readers.

2.5
Source credibility and perceived usefulness of the information
Park and Lee (2009) found website reputation (source credibility) as a moderating factor of the effect of eWOM. They found that an established website (high reputation) leads to a larger effect of positive and negative eWOM on eWOM than an unestablished website (low reputation). There is great variety of credibility on the web. People perceive relatives for example as being more trustworthy than corporates (DeSarbo & Harshman, 1985), but almost everybody can publicize on the web. This makes source credibility an essential part for information gathering (Choi & Rifon, 2002).
Source credibility consists of attractiveness, trustworthiness, expertise and likability (Clow & Baack, 2007). According to Clow & Baack, (2007) most sources don’t score high on all four elements, but they have to score high on multiple elements to be viewed as credible. Expertise and trustworthiness are the only two elements taken into account in this research. Goldsmith, Lafferty and Newell (2000) also modelled credibility by the use of trustworthiness and expertise, but they used attractiveness too. Attractiveness is left out of the model here and not included in source credibility (figure 1). Chu and Kamal (2008) did the same in their research, because only some bloggers show themselves on their blog. In comparison to this study, Chu and Kamal (2008) kept expertise constant, but expertise will be taken into account here. This makes it possible to get a more complete measurement of the source credibility effect. On the contrary to expertise, likability is kept constant here. The reason to keep likability constant is threefold: Ohanian (1990) only talks of the source attractiveness model and the source credibility model
, more research (e.g. Goldsmith, Lafferty and Newell, 2000 and Chu and Kamal, 2008) does not include likability and likability is hard to manipulate, because it is very subjective compared to trustworthiness and expertise.
Chu and Kamal (2008) found trustworthiness as a moderator of argument quality on brand attitude. The impact of argument quality on brand attitude is larger if the blogger is perceived as being trustworthy than when the blogger is perceived as being untrustworthy by blog readers. Chu and Kamal (2008) couldn’t find a significant support for the single effect of trustworthiness on brand attitude. The reason can be that trustworthiness alone does not directly affect brand attitude.
Charlett, Garland and Marr (1995) used Arndt (1967c) to notice that source credibility positively affects the effect of WOM. WOM from trustworthy family or friends for example will have a stronger influence on attitude toward a brand than the words of an anonymous untrustworthy person. Ohanian (1990) refers to different authors to show that attitudes of message receivers change more if the message comes from a trustworthy and expert sender than if the message comes from an untrustworthy and non-expert person. 
Altogether we can expect that the effect of blog positivity on brand attitude will be larger for a blogger that is (perceived to be) more trustworthy and experienced (credible source) than for a blogger that is (perceived to be) untrustworthy and inexperienced (incredible source). Past research, however, also showed the effect of source credibility on perceived usefulness. In particular, Source credibility is found to have a positive and significant effect on the perceived usefulness of information (Sussman & Siegal, 2003). Therefore, it will also be tested whether the effect of source credibility goes through perceived usefulness and it will be hypothesized that:
H4:
Source credibility will enlarge the effect of positivity of the blog 
on brand attitude.
H5:
Source credibility will enlarge the effect of positivity of the blog on brand attitude via its positive effect on perceived usefulness.
2.6
Product Involvement
The second moderator of the effect of positivity of the blog on brand attitude is product involvement of the blog reader. At first there has to be made a distinction between product involvement between products and degrees of involvement with a product. Riegner (2007, pp. 441-444) showed that purchase decisions of products with which someone is highly involved, is more influenced by UGC than purchase decisions of products with which someone has low involvement. When people buy products that are more expensive and/or have more value for them, they will do more research on it before they buy the product (Riegner, 2007). The purchase of high-tech products versus household staples for example. 

Dichter (1966) and Sundaram, Mitra and Webster (1998) found that a higher product involvement leads to more WOM (development side). Heinig-Thurau, Gwinner, Walsh and Gremler (2004) also supported this, but they focused on online WOM. So from a message creator point of view the product involvement positively influences his willingness to spread the word about a product.

More importantly in the current research, from a receiver point of view, Xue and Phelps (2004) found that product involvement of online message receivers moderates the influential effect of consumer generated comments online. The more the receiver is involved, the less he will trust in others comments. They also found a moderating effect of offline WOM experience. When this is translated to the relevant model in figure 1, we can state that the more involved someone is with a product, the less effect positivity of the blog (UGC) has on brand attitude, where positive brand attitude leads to higher purchase intent according to Choi and Rifon (2002). Since this research will only look at UGC receivers, it can be hypothesised that:

H6:
Product involvement will diminish the effect of positivity of the blog 
 
on brand attitude.

All Hypotheses can be visually seen in the following figure, figure 2.
Figure 2: Model


[image: image2]
2.7
Control variables 
There will be controlled for: involvement in reading blogs, subjective knowledge about the product group, demographic variables (age, gender, education and income), brand familiarity and brand loyalty.
3.
Methodology and research design
3.1
Sample

Dutch people were questioned via an online questionnaire in thesistools.com. The aim was a final usable sample of 200 people (Field 2009, p 223). The main aim was on respondents with ages ranging from 18-50. According to a research of The Nielsen Company (2012) in the U.S. market, people between the age of 18 and 49 account for 55% of the social network/blog visitors in the United States. Despite the main aim, people in the age group 50-64 also make a significant contribution to the group of social network/blog visitors in the United States (22%), so they will not be deleted if they respond to the questionnaire. Edelman (2007) supports the aim on the age group of 18-50 years. Edelman (2007) shows that people between the ages of 18 and 24 read blogs most often in an average week, but groups up to 65 shouldn’t be neglected. Edelman (2007) conducted the research in different countries, including Belgium, the United Kingdom, the U.S., some Asian countries and more. There isn’t made a distinction between men and women, because blog readership is almost 50/50 between them (The Nielsen Company, 2012; Edelman, 2007). 
3.2
Procedure
Four different online questionnaires were developed to test the model and subjects were assigned at random to one of the four questionnaires. Respondents faced two opposed manipulated blogs in one questionnaire. Both blogs were about different products, used a different manipulation technique on source credibility and were independent of each other.
Both blogs were manipulated in their positivity and source credibility (see appendix 9 and 10 for the complete descriptions of both blogs). Two different manipulations techniques for source credibility were used between the blogs, because blogs can have different formats and source credibility is more realistically manipulated in the second blog, because the credibility of the source is discussed by others. The first blog was about a digital compact camera of the fictitious brand Ucamos and the second blog was about a laptop branded by Medion. There was chosen for Medion, because it is an existing brand but a relatively small player in the Western Europe consumer market in time of this research, with a market share of 4% in the first quarter of 2011 (Vilches, 2011). This should overcome a rigid prepossession about the brand. 
Figure 3: Products

	Product blog 1: Ucamos Camera
	Product blog 2: Medion Laptop

	
	


3.3
Brand knowledge: fictitious and existing brand
The reason to choose for an unknown and relatively unfamiliar brand is discussed in the following subchapter.
Brands can add value to a product and when the effect of positivity of a blog on brand attitude is measured, this effect has to be taken into account. Esch et al. (2006) showed a relation between brand knowledge and the relationship with a brand, and future purchases. If there is not accounted for previous obtained brand knowledge, some people will have a biased brand attitude downward if their previous obtained knowledge about the brand is negative and upward if it is positive, even before they have even read the blog. The effect of reading a blog can possibly become of minor interest to people. To overcome this effect, this research will use a fictitious brand (Ucamos) and a relatively unknown existing brand in the Netherlands (Medion).

A limitation of using an existing brand is that some people have already formed cognitions about a brand. They can be committed to a brand. East, Hammond and Lomax (2008, p. 217) refer to Ahluwalia, Burnkrant and Unnava (2000) and Ahluwalia et al. (2000) show that a negative message can hardly change the attitude of a committed person, where the attitude of a non-committed person can be influenced much more. On the other side, past research quoted by East, Hammond and Lomax (2008) has shown that some people face negative WOM and form an even more positive attitude, because they become more committed to the brand. In literature referred to as contrary response to advice. The former argument on dedication toward a brand is also the case for familiarity with the brand. 
WOM will have a smaller influence on brand attitude if people face a familiar brand, than when they face an unfamiliar brand (Ahluwalia, 2002; Sundaram & Webster 1999). Park and Lee (2009) support this in their theoretical framework by comparing familiar and unfamiliar brands. Familiar brands are found to be less influenced by WOM than unfamiliar brands, because people most of the time already have formed a strong believe about the familiar brand (Park & Lee, 2009, p 62). Therefore, there is controlled for the possible familiarity and loyalty with Medion, as it is an existing brand. Furthermore, both brands represent electronic products. This choice has been made, because the purchase of pricy high-tech electronics is one of the most influenced purchases compared to other products and services by User Generated Content (Riegner, 2007).

3.4
Scaling
All scalings used in the questionnaire were adapted from past research. In the following part, the scalings of main variables in the model are explained. References of other scalings, as well as the questions, can be found in the survey in appendix 9.
Purchase intent/WOM
Purchase intent, or intention to buy is derived from MacKenzie, Lutz and Belch (1986) and Lutz, MacKenzie and Belch (1983). They presented the following statement to their respondents: "The probability that you will try brand X when it becomes available in your area", and measured this by three scales, likely/unlikely, probable/improbable and possible/impossible. The three-items were measured on a seven-point semantic differential scale and are adapted here into a five-point Likert scale. For the length of the questionnaire used in this research, there will only be used two questions to measure intention to buy. These two items are complemented with one question related to WOM.
Attitude toward the brand

Measurements of attitude toward the brand are based on measurements of Lutz, MacKenzie and Belch (1983), MacKenzie, Lutz and Belch (1986) and MacKenzie and Lutz (1989), that have been used for example in the paper of Choi and Rifon (2002) about banner ads and Chu and Kamal (2008). The three semantic differential anchors positive/negative, good/bad and pleasant/unpleasant are adapted into a five-point Likert scale.
Attitude toward the blog

To measure attitude toward the blog, the scalings of MacKenzie and Lutz (1989), that have been used for example in the paper of Choi and Rifon (2002), and scalings of MacKenzie, Lutz and Belch (1986) and Chu and Kamal (2008) are adapted. The three items good/bad, favourable/unfavourable and pleasant/unpleasant were adapted from a seven-point semantic differential scale into a five-point Likert scale. 

Perceived usefulness of the information
To measure perceived usefulness of the information, the questions of Wendel and Dellaert (2009) are transformed and adapted into three five-point Likert scale items. Respondents were asked if they thought the information was helpful, valuable and generally useful.
Credibility of the blogger

Credibility measures are based on measurements of Lutz, MacKenzie and Belch (1983), Choi and Rifon (2002) and MacKenzie and Lutz (1989), that have been used for example by Colliander and Dahlén (2011). With a five-point Likert scale, the measurements adapted in the questions are from the anchors: believable/unbelievable, trustworthy/untrustworthy and qualified/unqualified.
Product involvement
Measurements of Zaichkowsky (1985) and Ching-Yuan, Chia-Jung and Pei-Ching (2010) were used and adapted to construct measurements for product involvement. Both Zaichkowsky (1985) and Ching-Yuan, Chia-Jung and Pei-Ching (2010) used interest in the product. Zaichkowsky (1985) also used product importance and how valuable the product is for someone. These three measurements of involvement are adapted here into a five-point Likert scale.
3.5
Pretest

Before the manipulated blogs can be used in the final questionnaire, pretests need to be conducted to check if the manipulations of positivity of the blog and source credibility are successful. According to Malhotra (2006), there is opted for a response of at least 15 people. These people are not included in the final survey to overcome response biases. In total, 17 people responded and their response was usable for the pretest analysis. All of them included representative respondents and were left out of the final survey sample. The pretest consisted of 11 women and 6 men with an average age of 38 years rounded (appendix 2, table 21). 
Four different pretests were made and respondents faced one of the four different questionnaires at random. The questionnaires differed in the blogs they showed, but the questions were the same and the sequence in which the blogs were shown too. All questionnaires were balanced, so a questionnaire with a positive blog and credible source manipulation was countered with a second negative blog and incredible source manipulation. Respondents answered on three propositions about the positivity of the blog and three propositions about source credibility after viewing the blog about Ucamos. Scalings of positivity of the blog were adapted from Goyette, Ricard, Bergeron and Marticotte (2010) -with the words: positive, good and favourable- into a five-point Likert scale (appendix 8). Scalings that were used for source credibility are the same as stated earlier in this research. After the Ucamos blog, respondents took a look at the blog about the Medion laptop and again filled out the questions about blog positivity and source credibility. In the end respondents were asked about their gender and age. The last question was an open question, asking if the respondent had any remarks, questions or suggestions about the survey. 

To check the validity of the questions used for all manipulation types, a principal component analysis with orthogonal rotation (Varimax) was performed. Three questions about the credibility of the blogger needed to load on one component (factor) and the three questions about the positivity of the blog on another. Looking at the factor analyses in appendix 3 and 4, we can see both scree plots and rotated component matrices. To remark: the scree plots are just to give an impression and some support for the manipulations. According to Field (2009, p. 540), scree plots give a reliable criterion for component selection for a sample of N= +200. To strengthen the analysis, we have to look at the eigenvalues greater than one (Field, 2009), but it is just to give an impression, since N= 17 in this pretest. For both Ucamos and Medion, it can be seen that there are two factors (per blog) with eigenvalues greater than 1. The total variance explained by the factors for the Ucamos blog is 89.19% and the total variance explained by the factors for the Medion blog is 94.77%. Looking at the factor analysis of Ucamos, we see that trustworthiness of the blogger (appendix 3) loads on two factors with respectively .59 and .58. Because the sample consists of only 17 people, there will not be drawn any conclusions from this phenomenon. Field (2009, p. 644) notes that minimal loadings of .722 can be called significant for sample sizes of 50 and the item for trustworthiness can be deleted afterwards. The factor analyses support the validity of the questions used to measure the positivity of the blog and perceived credibility of the blogger for both blogs.
To test the internal reliability of the questions measuring the manipulated items, the Chronbach’s alphas are calculated (appendix 2, table 22 to 25). The Chronbach’s alpha for positivity of the blog for Ucamos indicates internal reliability ((= .97). The Chronbach’s alpha for perceived source credibility for the Ucamos blog also indicates internal reliability ((= .85) and the alpha’s for positivity of the blog for Medion ((= .99) and perceived source credibility for the Medion blog too ((= .95). If we take a look at appendix 2, deleting one of the items will not bring significant changes, except for the change in Chronbach’s alpha when the item ‘BloggerbetrouwbaarUca’
 of the pretested source credibility for the Ucamos blog is deleted (appendix 2). Source credibility for the Ucamos blog still has a Chronbach’s alpha of .85 with ‘BloggerbetrouwbaarUca’ and the variable is also measured by three different items for the Medion blog (consistency matters). Next to that we are still having a small sample size of N= 17, so the item is not deleted.
The results of the manipulations in this pretest are in the expected directions and all significant (appendix 2, table 26 till 29), except for the credibility manipulation for the Medion blog (table 29). The positive Ucamos blog is perceived to be more positive (M= 4.00) than the negative Ucamos blog (M= 1.38, t= -7.25, p< 0.05) and this is also the case for the positivity of the Medion blog (M= 4.42 > M= 1.26, t= -13.66, p< 0.05). For the Ucamos blog, the source is perceived to be more credible (M= 3.41) if the source is manipulated to be more credible, than the perceived credibility of an incredible source (M= 2.00, t= -3.22, p< 0.05). For the perceived credibility of the Medion blog, both means correctly differ in largeness (M= 2.96 > M= 2.52), but the independent sample t-test between the means of a credible and incredible manipulation on one side and perceived credibility by the respondents on the other side is not significant (t= -0.75, p= 0.46). Overall, all of the expectations are confirmed, except for the significance of the source credibility for Medion. In the final research, the larger N will make the possibility of measurement errors and biased predictors smaller and the possibility of significant predictors larger. Therefore, it was decided to keep the manipulation of credibility the same.
Regarding the open question at the end of the pretest, there will be improved two things in the final survey. Firstly, pictures of the commentators in the Medion Blog will be added to make the appearance of the blog more realistic, since one respondent remarked that the blog could be a fake one. Secondly, the visibility of the blogs will be improved, because they were hard to read for some respondents.

4.
Results

4.1
Sample
A total of 361 random people in the Netherlands filled out the questionnaire. 98 respondents came from a random sample of people outside a panel and 263 respondents came from a random sample of people from a panel (appendix 5, table 34). Not all of the respondents were useful to analyze, because some of them did not complete the total questionnaire. To get a suitable sample for the data analysis, the unanswered questions with a value of null were first transformed into missing values. Every respondent that didn’t complete the full questionnaire was deleted from the analysis, because these respondents were treated as incautious and incomplete questionnaires were useless for analyses. After deletion of incomplete responses, the total response was N= 228 (appendix 5, table 34 and 35).

Secondly, the age was analysed and 4 respondents (all aged below 18) were deleted. This made a complete usable sample with N= 224 and ages ranging from 18-66, of which only 4 people were above 57 (appendix 5, table 36).

4.2
Descriptive statistics - demographics
As said, a total sample of 224 respondents was useful for the empirical analysis. They were first analyzed by demographic characteristics and later the descriptives of the variables from the model and control variables are shown. 

Table 1: Demographics - Panel
	Panel
	Frequency
	Percent

	Non-Panel
	71
	31.70

	Panel
	153
	68.30

	Total
	224
	100.00


After deletion of all incomplete questionnaires and useless respondents, a total amount of 153 people came from a panel inside the Netherlands. The other 71 people were random people invited through social media or unknown Dutch students invited via random e-mails.

Table 2: Demographics - Gender
	Gender
	Frequency
	Percent

	Men
	105
	46.90

	Women
	119
	53.10

	Total
	224
	100.00


The distribution by gender shows an almost equal distribution between men and women. This suits with the blogging population described in the methodology.

Table 3: Demographics – Age (in years)
	
	N
	Min
	Max
	Mean
	Standard deviation

	Age
	224
	18
	66
	29.88
	11.29


Age also suits the blogging population in the methodology. More than 90% of the people in the sample have an age between 18 and 50 (appendix 5, table 36). The youngest respondent is 18 and the oldest 66, but only 9 people are older than 55. With an average of almost 30, the data fits the blogging population, though the standard deviation of 11.29 shows dispersion in age due to the smaller group of higher aged respondents.

Table 4: Demographics – Education
	Education
	Frequency
	Percent

	Basisschool
	0
	0.00

	Middelbare school
	22
	9.80

	Mbo
	33
	14.70

	Hbo
	108
	48.20

	Universiteit of hoger
	61
	27.20

	Total
	224
	100.00


School degrees are presented in ascending order of schools that can be attended in the Dutch schooling system. All of the respondents attended at least basisschool, which is the Dutch counterpart of the elementary school. A minor part attended middelbare school and most of the respondents were higher educated. They attended hbo or higher, which means that they attended at least education that is comparable to college. This part of the respondents accounts for 75.40% of the sample. Therefore it can be concluded that we are dealing with a higher educated sample. According to figures of the CBS for the years 2011 and 2012, education is not representative for the total Dutch population.
	Table 5: Demographics – Gross income in Euros (monthly)
Gross income (€, monthly)
	Frequency
	Percent

	0-1,000
	88
	39.30

	1,001-2,000
	33
	14.70

	2,001-3,000
	48
	21.40

	3,001-4,000
	24
	10.70

	4,001-more
	31
	13.80

	Total
	224
	100.00


Where education is not representative for the Dutch population, income of the population is better reflected by the sample. Gross modal income in the Netherlands (an income set by the Dutch government), was about 2,353 Euro monthly in 2011 (holiday pay excluded) and 21.4% of the respondents reported an income that falls in the range of 2,001-3,000 Euro monthly. 54% of the respondents reported an income between 0 and 2,000 Euro, but, as shown, the blogging population mainly consists of young adults and students do not have a fulltime job yet. So the sample is representative for the blogging population.
4.3
Factor analysis
To test the validity of the questions, or if the questions measured the variables they were supposed to measure, factor analyses were conducted. A factor analysis creates order in the dataset and highly correlated variables can be put together to overcome possibilities of multicollinearity (Field, 2009). Factor analyses were performed for both Ucamos and Medion on 23 items by a principal component analysis using orthogonal Varimax rotation. The analysis was first performed with Kaiser’s criterion of eigenvalues greater than 1, where the eigenvalues represent the amount of variation explained by a factor (Field, 2009). 

Scenario 1: Ucamos 

Based on eigenvalues greater than 1, the analysis derived 5 factors for Ucamos (appendix 6, table 39). This is also confirmed by looking at the point of inflexion in the scree plot (appendix 6, figure 9). An important notification has to be made on this analysis, because blog attitude, perceived usefulness of the information and perceived source credibility load together on one factor. The model (figure 2) showed them as separate variables and putting them together in one variable would make it impossible to test the model. Perceived source credibility and perceived usefulness of the information probably have a direct effect on attitudes people form toward the blog. Because the three variables aren’t included together as independent variables in the model (no multicollinearity chance), the less stringent criterion of Jolliffe was used, with eigenvalues greater than 0.7 (Field, 2009). 

By Jolliffe’s, the possibility of extracting more factors is increased. In appendix 6, table 40, we see that the factors for perceived usefulness of the information and source credibility still load high on the same factor. To prove that the constructed questions belong to different factors, the function to extract a fixed number of factors (8) was used in PASW 18. There are three reasons for trying to separate perceived usefulness and source credibility in different factors. First, perceived usefulness of the information is expected to be influenced by source credibility (Sussman & Siegal, 2003). Second, the high loaded factor items are not taken together in the same analyses. Third, 8 components can be derived if eigenvalues are at least 0.655 (appendix 6, table 38), which is close to Jolliffe’s criterion of 0.7. The constructed questions now all loaded on the expected variables. The loadings belonging to the factors derived from the factor analysis with a fixed number of 8 factors are shown in appendix 6, table 41. The less stringent method to extract 8 factors can be visually seen in appendix 6, figure 9. All questions load higher than .7 on their factor (table 6) and the total variance explained by all factors is 87.335% (appendix 6, table 37). A factor loading of .7 says that the question can explain .7^2= 49% of the variance in the factor (Field, 2009, p. 645).
Scenario 2: Medion

The same techniques were used for the blog about the Medion laptop. A principal component analysis was performed with Varimax rotation. The amount of factors that needed to be derived was fixed again at 8 factors (appendix 6, table 42 to 44). The less stringent method to extract 8 factors can be visually seen at the point of inflexion in the scree plot for Medion (appendix 6, figure 10). All questions load higher than .6 on their factor (table 6). The total variance explained by these 8 factors is 89.551% (appendix 6, table 38).
Table 6: Varimax rotated factor loadings
	Construct
	Ucamos
	Medion
	No. of items

	
	Q1
	Q2
	Q3
	Q1
	Q2
	Q3
	

	Purchase intent/WOM
	.902
	.888
	.827
	.887
	.905
	.875
	3

	Brand attitude
	.820
	.857
	.839
	.922
	.939
	.898
	3

	Blog attitude
	.839
	.851
	.745
	.831
	.810
	.729
	3

	Perceived usefulness
	.798
	.853
	.802
	.833
	.812
	.833
	3

	Source credibility
	.828
	.854
	.743
	.835
	.829
	.809
	3

	Product involvement
	.843
	.933
	.940
	.638
	.931
	.934
	3

	Subjective knowledge
	.881
	.902
	
	.883
	.906
	
	2

	Involvement with blogs
	.949
	.947
	.911
	.935
	.948
	.926
	3


4.4
Construct reliability

Chronbach’s alphas were used to measure the reliability of questions that form the constructs for Ucamos and Medion. The internal consistency of the constructs is shown in table 7. 

Table 7: Chronbach’s alphas
	Constructs
	Cronbach’s ( Ucamos
	Cronbach’s ( Medion
	No. of items

	Purchase intent/WOM
	.894
	.927
	3

	Brand attitude
	.887
	.962
	3

	Blog attitude
	.918
	.946
	3

	Perceived usefulness
	.931
	.947
	3

	Source credibility
	.915
	.929
	3

	Product involvement
	.924
	.867
	3

	Subjective knowledge
	.937
	.929
	2

	Involvement with blogs
	.942
	.942
	3


All constructs have a Chronbach’s alpha between .867 and .962, which supports their internal consistency (Field, 2009). None of the questions were deleted, because the alphas were already higher than .85 and the different questions contributed to the stability and completeness of the constructs they belonged to. Analyses for alphas if items were deleted did not show significant improvements (taking the number of constructs and potential alpha improvement into account). Constructs were transformed into variables by taking the average outcome of the questions belonging to a construct as shown by the factor analyses.
4.5
Descriptive statistics - Variables
All variables for Ucamos and Medion were analysed by descriptive statistics to show their internal values and give an overview before the hypotheses will be tested. 
Table 8: Descriptive statistics variables
	Construct
	Ucamos
	Medion

	
	Mean
	St. dev
	Min-Max
	Mean
	St. dev
	Min-Max

	Positivity of the blog
	.51
	.50
	0-1
	.49
	.50
	0-1

	
	
	
	
	
	
	

	Purchase intent/WOM
	1.91
	0.87
	1-4
	2.11
	0.97
	1-5

	Brand attitude
	2.32
	0.82
	1-4
	2.67
	0.98
	1-5

	Blog attitude
	2.48
	0.98
	1-5
	2.55
	1.01
	1-5

	Perceived usefulness
	2.60
	1.08
	1-5
	2.68
	1.06
	1-5

	Source credibility
	2.68
	1.13
	1-5
	2.61
	0.99
	1-5

	Product involvement
	3.18
	1.08
	1-5
	3.58
	0.99
	1-5

	Subjective knowledge
	2.65
	1.13
	1-5
	2.80
	1.17
	1-5

	Involvement with blogs
	2.41
	1.20
	1-5
	2.41
	1.20
	1-5

	Brand Familiarity
	
	
	
	.53
	.50
	0-1

	Brand Loyalty
	
	
	
	1.81
	0.91
	1-5


From the descriptive analysis, two things are salient. The purchase intent/WOM and brand attitude for Ucamos show a maximum of four. The average of the three questions belonging to the constructs maximized to four, but for Medion they maximized to five. A possible reason can be that people could have formed an opinion about Medion already, because it is an existing brand. Another reason can be that the Medion blog was possibly more persuasive. 
Table 9: Cross table brand familiarity and brand loyalty Medion
	
	Brand loyalty

	
	1
	2
	3
	4
	5
	Total

	Brand familiarity
	No
	64
	22
	19
	0
	0
	105

	
	Yes
	43
	40
	27
	8
	1
	119

	Total
	107
	62
	46
	8
	1
	224


The second thing that is salient from the descriptive analysis is the reported brand loyalty by people that did not know the brand Medion. Not all of the people that did not know the brand reported a brand loyalty of 1. Since the question about loyalty was one of the last questions in the survey, people were possibly influenced by the blog. Furthermore, some of the respondents could have been indifferent about the brands they already knew and the unknown Medion brand.
4.6
Correlation matrices and multicollinearity

The bivariate Pearson correlations of all variables are calculated to give a first overview of the relations and to do a check on multicollinearity. According to Field (2009, p 650), correlations of .8 or higher will cause multicollinearity problems and should be considered deleting. Sussman & Siegal (2003) also use this method of detecting multicollinearity. 
For Ucamos (appendix 7, table 45), the highest correlation (.72) is between source credibility and perceived usefulness of the information. None of the correlation coefficients have a value of .8 or higher, so there are no multicollinearity problems. All variables that will be included as independent variables, according to the model and its control variables, show a correlation lower than .5. The only two independent variables that correlate slightly higher are subjective knowledge and product involvement (.56), but this correlation is still low enough to prevent multicollinearity. All significant correlations show the expected signs.

The same is true for the correlation matrix of the Medion blog (appendix 7, table 46). All variables are below the multicollinearity border of ρ ≥ .8 and all correlation coefficients of ρ > .5 are correlations between independent and dependent variables. The only two variables that correlate higher than .5 again, are subjective knowledge and product involvement. Significant correlations show the expected signs. From both correlation matrices, it can be concluded that there are no multicollinearity problems for both blogs (Ucamos and Medion).
4.7
Hypotheses testing
4.7.1
Hypotheses 1 and 2
Hypotheses are tested by multinomial linear regression. To test the hypotheses, the model was broken up in two parts. First hypotheses 1 and 2 will be tested for Ucamos and Medion and later on the other hypotheses will be tested. To test hypotheses 1 and 2, the relationships between blog attitude, brand attitude and purchase intent/WOM are tested. Therefore the following regressions were performed for Ucamos and Medion. Intercepts and residuals are not shown in any of the regressions.
(1.1)
H1: 

Pi/WOM = β1 Abrand + βn control variables
(1.2)
H2a: 

Abrand = β1 Ablog + βn control variables
(1.3)
H2b: 

Pi/WOM = β1 Ablog + βn control variables 

(1.4)
Mediation: 
Pi/WOM = β1 Ablog + β2 Abrand + βn control variables
The results of the first regressions can be seen in table 10 and 11. All of the regressions in the table were performed with control variables involvement in reading blogs, subjective knowledge about the product group and demographic variables (age, gender, education and income). For Medion two extra control variables were added, namely brand familiarity and loyalty. 
Table 10: Regression results hypotheses 1 and 2 (scenario 1: Ucamos) 
	Ucamos
	H1: Pi/WOM a.
	H2a: Abrand b.
	H2b: Pi/WOM c.
	Mediation: Pi/WOM d.

	 
	β
	p-value
	β
	p-value
	β
	p-value
	β
	p-value

	 Brand attitude
	.569**
	.000
	
	
	
	
	.562**
	.000

	 Blog attitude
	
	
	.317**
	.000
	.196**
	.001
	.018
	.743

	 Gender Male
	-.019
	.857
	.102
	.364
	.042
	.733
	-.015
	.884

	 Age
	-.006
	.343
	-.005
	.463
	-.008
	.239
	-.005
	.351

	 Education
	-.035
	.526
	.013
	.827
	-.026
	.694
	-.033
	.557

	 Income
	-.031
	.504
	-.076
	.130
	-.076
	.165
	-.033
	.480

	 Blog involvement
	-.003
	.949
	-.065
	.145
	-.042
	.384
	-.006
	.890

	 Subjective Knowledge
	-.070
	.116
	-.080
	.093
	-.115*
	.027
	-.070
	.118

	 ** p < 0.01 level (2-tailed) 
 * p < 0.05 level (2-tailed)

 a. R² = .348,  b. R² = .173,  c. R² = .115,  d. R² = .348


Table 11: Regression results hypotheses 1 and 2 (scenario 2: Medion)
	  Medion
	H1: Pi/WOM a.
	H2a: Abrand b.
	H2b: Pi/WOM c.
	Mediation: Pi/WOM d.

	
	β
	p-value
	β
	p-value
	β
	p-value
	β
	p-value

	 Brand attitude
	.567**
	.000
	
	
	
	
	.518**
	.000

	 Blog attitude
	
	
	.222**
	.000
	.293**
	.000
	.178**
	.001

	 Gender Male
	-.302*
	.017
	-.020
	.883
	-.311*
	.029
	-.300*
	.015

	 Age
	-.006
	.389
	-.006
	.423
	-.011
	.136
	-.008
	.209

	 Education
	.018
	.771
	-.047
	.497
	-.006
	.933
	.018
	.762

	 Income
	.085
	.101
	.052
	.365
	.128*
	.030
	.101*
	.048

	 Blog involvement
	-.014
	.768
	-.024
	.649
	-.038
	.478
	-.025
	.580

	 Subjective Knowledge
	.060
	.279
	.084
	.176
	.129*
	.043
	.085
	.121

	 Brand familiarity
	-.419**
	.000
	.274*
	.037
	-.229
	.088
	-.371**
	.002

	 Brand loyalty
	.036
	.579
	.387**
	.000
	.251**
	.000
	.051
	.431

	 ** p < 0.01 level (2-tailed)
 * p < 0.05 level (2-tailed)
 a. R² = .361,  b. R² = .236,  c. R² = .180,  d. R² = .392 


From table 10 and 11 it can be seen that the effect of attitude toward the brand on purchase intent or Word Of Mouth for both Ucamos (β = .569, p < 0.01) and Medion (β = .567, p < 0.01) is significant and positive. Therefore H1 is supported. The effect of attitude toward the blog on attitude toward the brand is also significant and positive for both Ucamos (β = .317, p < 0.01) and Medion (β = .222, p < 0.01), which supports H2a. 

The last hypothesis (H2b) of the first analyses is also supported for Ucamos. The direct effect of attitude toward the blog on purchase intent/WOM is significant and positive for Ucamos (β = .196, p < 0.01), but when we look at mediation, the effect of attitude toward the blog becomes insignificant. If attitude toward the blog and attitude toward the brand are both included in the model, the coefficient for attitude toward the blog becomes insignificant, but attitude toward the brand still has a positive and significant effect on purchase intent/WOM (β = .562, p < 0.01). So, for Ucamos it can be stated that a more positive attitude towards the blog leads to a more positive brand attitude and the higher brand attitude leads to a higher intention to buy the brand or willingness to recommend the brand. This means that blog attitude has an indirect effect on purchase intention/WOM via brand attitude.
For Medion (scenario 2), there is found support for partial mediation. The direct effect of attitude toward the blog on purchase intent/WOM is significant and positive for Medion (β = .293, p < 0.01). Blog attitude (β = .178, p < 0.01) and brand attitude (β = .518, p < 0.01) still have a positive effect on purchase intent/WOM if they are included both in the analysis, but the effect of blog attitude is almost halved and the significance decreased. The effect of blog attitude doesn’t solely influence purchase intent/WOM through its positive effect on brand attitude. Blog attitude also has a direct positive effect on purchase intent/WOM in the Medion case. Therefore, H2b is also supported for Medion.
4.7.2
Hypotheses 3 and 4

For the second part of the model, hypotheses 3 and 4 were tested first. To test hypotheses 3 and 4, the following regressions were estimated for both Ucamos and Medion.

(2.1) 
Brand attitude = β1 Positivity of the blog + βn control variables
(2.2) 
Brand attitude = β1 Positivity of the blog + β2 Perceived source credibility + β3 
  


   Positivity of the blog x Perceived source credibility + βn control 



   variables
(2.3) 
Brand attitude = β1 Positivity of the blog + β2 Dummy manipulated source credibility + 
 


   β3 Positivity of the blog x Dummy manipulated source credibility + βn 

 


   control variables
Note that the dummy for the credible (1) vs. incredible (0) manipulation is included in equation 2.3.

Table 12: Regression results hypotheses 3 and 4 (scenario 1: Ucamos)
	  Ucamos
	2.1 Brand attitude a.
	2.2 Brand attitude b.

(Model with reported/perceived credibility)
	2.3 Brand attitude c.

(Model with manipulation of credibility)

	
	β
	p-value
	β
	p-value
	β
	p-value

	 Positivity of the blog
	.542**
	.000
	-.531*
	.031
	.305*
	.031

	 Perceived source credibility
	
	
	-.009
	.885
	
	

	 Perceived source credibility x 
 Positivity of the blog
	
	
	.425**
	.000
	
	

	 Dummy source credibility
	
	
	
	
	-.100
	.498

	 Dummy source credibility x 
 Positivity of the blog
	
	
	
	
	.577**
	.006

	 Gender Male
	.009
	.936
	-.020
	.846
	-.011
	.923

	 Age
	-.010
	.119
	-.009
	.127
	-.008
	.186

	 Education
	-.044
	.462
	-.010
	.863
	-.022
	.706

	 Income
	-.017
	.743
	-.016
	.721
	-.029
	.562

	 Blog involvement
	-.004
	.920
	.005
	.897
	.005
	.907

	 Subjective Knowledge
	-.070
	.149
	-.047
	.291
	-.062
	.188

	 ** p < 0.01 level (2-tailed) 
 * p < 0.05 level (2-tailed)

 a. R² = .146,  b. R² = .301,  c. R² = .188


Table 13: Regression results hypotheses 3 and 4 (scenario 2: Medion)
	  Medion
	2.1 Brand attitude a.
	2.2 Brand attitude b.

(Model with reported/perceived credibility)
	2.3 Brand attitude c.

(Model with manipulation of credibility)

	
	β
	p-value
	β
	p-value
	β
	p-value

	 Positivity of the blog
	.607**
	.000
	-.344
	.278
	.663**
	.000

	 Perceived source credibility
	
	
	.012
	.871
	
	

	 Perceived source credibility x 
 Positivity of the blog
	
	
	.367**
	.001
	
	

	 Dummy source credibility
	
	
	
	
	.175
	.778

	 Dummy source credibility x 
 Positivity of the blog
	
	
	
	
	-.066
	.686

	 Gender Male
	.049
	.721
	.042
	.750
	.055
	.686

	 Age
	.000
	.983
	-.005
	.488
	-.001
	.855

	 Education
	-.031
	.651
	-.013
	.841
	-.039
	.563

	 Income
	.002
	.977
	.017
	.755
	.014
	.808

	 Blog involvement
	-.008
	.879
	-.025
	.605
	-.009
	.852

	 Subjective Knowledge
	.004
	.951
	.018
	.764
	.002
	.968

	 Brand familiarity
	.279*
	.029
	.332**
	.007
	.275*
	.032

	 Brand loyalty
	.388**
	.000
	.373**
	.000
	.382**
	.000

	 ** p < 0.01 level (2-tailed)
 * p < 0.05 level (2-tailed)
 a. R² = .278,  b. R² = .340,  c. R² = .283


In table 12 and 13 the results of the three different regressions can be seen for Ucamos and Medion. The positivity of the blog has a positive and significant effect on the attitude toward the brand for both, Ucamos (β = .542, p < 0.01) and Medion (β = .607, p < 0.01). Therefore, H3 is supported. To visualize the moderating effect of (perceived) source credibility for H4, figure 4 and 5 are created by ANOVA procedure.
Scenario 1: Ucamos

When perceived source credibility and its interaction with positivity of the blog are added to the model, the model in table 12 shows that the effect of positivity of the blog on brand attitude is enlarged if the source is perceived to be more credible (β = .425, p < 0.01). This is supported by the left frame in figure 4 (Dummy perceived source credibility x positivity of the blog for Ucamos). For figure 4, a dummy was created for perceived source credibility and this was done by a median split. Based on the frequency tabs for reported source credibility, everything below 3 was transformed into low source credibility and 3 and higher was transformed into high source credibility. There was created a dummy with the value 1 for high perceived source credibility and 0 for low perceived source credibility. The same was done for the dummy of perceived source credibility for Medion in figure 5. 

From the right frame in figure 4 (Dummy source credibility x positivity of the blog for Ucamos), it can be seen that the same counts for the manipulated source credibility. If the source was manipulated to be credible, the effect of positivity of the blog on brand attitude was larger than if the source was manipulated as incredible. The model with manipulation of credibility in table 12 also supports that the effect of positivity of the blog on brand attitude is larger for a credible source than for an incredible source (β = .577, p < 0.01). Altogether, H4 is supported for Ucamos, so: source credibility will enlarge the effect of positivity of the blog on brand attitude.
Figure 4: Positivity of the blog and source credibility on brand attitude (Scenario 1: Ucamos)
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Scenario 2: Medion
When perceived source credibility and its interaction with positivity of the blog are added to the model for Medion, the model in table 13 shows that the effect of positivity of the blog on brand attitude is larger if the source is perceived to be more credible (β = .367, p < 0.01). This is graphically supported by the left graph in figure 5 (Dummy perceived source credibility x positivity of the blog for Medion). 
From the right frame in figure 5 (Dummy source credibility x positivity of the blog for Medion), it can be seen that the manipulated credibility of the source does not enlarge the effect of positivity of the blog on brand attitude. Source credibility even slightly diminishes the effect, because the effect of positivity of the blog on brand attitude becomes slightly smaller if the source is credible. This is contrary to hypothesis 4, where it is hypothesized that source credibility enlarges the effect of positivity of the blog on brand attitude. Although, this diminishing effect of source credibility is not significantly supported by the model. The model with the manipulation of credibility in table 13 shows us that the interaction effect of source credibility is far from significant (p= .686). 
Overall, H4 is supported for perceived source credibility in both scenarios (Ucamos and Medion) by the significant positive interaction effects of positivity of the blog with perceived source credibility on brand attitude. For the manipulated source credibility, H4 is only supported in scenario 1 (Ucamos) and not for scenario 2 (Medion). It could be that the credibility manipulation for Medion did not work, but a check on source credibility manipulation for Medion shows that the manipulation worked
. Another reason can for example be that the credibility manipulation for Medion (by the two comments of the people under the blog) could have affected more than source credibility alone, such that attitude was also formed by a latent factor.
Figure 5: Positivity of the blog and source credibility on brand attitude (Scenario 2: Medion)
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4.7.3
Hypothesis 5 and 6

To test hypothesis 5, the moderating effect of perceived usefulness of the information on the relationship between positivity of the blog and brand attitude was tested first, thereafter its mediating role on the effect of source credibility was tested. 
Table 14: Regression results hypothesis 5 (scenario 1 & 2: Ucamos and Medion)
	  
	Brand attitude
Ucamos a.
	Brand attitude
Ucamos b.
	Brand attitude
Medion c.
	Brand attitude
Medion d.

	
	β
	p-value
	β
	p-value
	β
	p-value
	β
	p-value

	 Positivity of the blog
	-.359
	.183
	-.600
	.027
	-.198
	.529
	-.399
	.230

	 Perceived usefulness
	-.002
	.969
	-.010
	.917
	-.056
	.445
	-.134
	.194

	 Positivity x Perceived 
 usefulness
	.385
	.000**
	.079
	.553
	.302
	.006**
	.088
	.579

	 Perceived source  
 credibility
	
	
	-.001
	.994
	
	
	.116
	.295

	 Positivity x Perceived 
 source credibility
	
	
	.378
	.002**
	
	
	.295
	.083

	 Gender Male
	.020
	.853
	-.016
	.879
	.039
	.771
	.021
	.873

	 Age
	-.006
	.287
	-.008
	.157
	-.002
	.804
	-.003
	.633

	 Education
	-.027
	.636
	-.009
	.866
	-.021
	.755
	-.004
	.947

	 Income
	-.040
	.410
	-.021
	.659
	.016
	.776
	.013
	.811

	 Blog involvement
	-.030
	.487
	.001
	.990
	-.019
	.699
	-.020
	.680

	 Subjective Knowledge
	-.025
	.598
	-.040
	.370
	.033
	.590
	.014
	.811

	 Brand familiarity
	
	
	
	
	.288
	.022*
	.333
	.007**

	 Brand loyalty
	
	
	
	
	.378
	.000**
	.375
	.000**

	 ** p < 0.01 level (2-tailed)
 * p < 0.05 level (2-tailed)
 a. R² = .235, b. R² = .302, c. R² = .308, d. R² = .346


In table 14 it can be seen that perceived usefulness of the information positively moderates the effect of positivity of the blog on brand attitude for both Ucamos and Medion. A positive blog will have a stronger effect on brand attitude, if the information is perceived to be more useful for both Ucamos (β = .385, p < 0.01) and Medion (β = .302, p < 0.01). Concerning the mediating role of perceived usefulness, there isn’t found significant proof. If perceived source credibility and the interaction between perceived source credibility and positivity of the blog are added to the analyses, the interaction term of perceived usefulness becomes smaller and insignificant. Therefore hypothesis 5 is not supported.
The last hypothesis (H6) was tested by the following regression for both Ucamos and Medion. Results can be found in table 15. 
(2.4) 
Brand attitude = β1 Positivity of the blog + β2 Product involvement + β3 Positivity of 
 

   the blog x Product involvement + βn control variables
Table 15: Regression results hypothesis 6 (scenario 1 & 2: Ucamos and Medion)
	  
	Brand attitude Ucamos a.
	Brand attitude Medion b.

	
	β
	p-value
	β
	p-value

	 Positivity of the blog
	.371
	.264
	.832
	.057

	 Product involvement
	.040
	.621
	-.133
	.136

	 Product involvement x 
 Positivity of the blog
	.055
	.575
	-.061
	.599

	 Gender Male
	.049
	.683
	.048
	.720

	 Age
	-.009
	.136
	-.001
	.931

	 Education
	-.036
	.556
	-.043
	.526

	 Income
	-.019
	.705
	-.006
	.915

	 Blog involvement
	-.011
	.809
	.007
	.892

	 Subjective Knowledge
	-.109
	.070
	.081
	.243

	 Brand familiarity
	
	
	.245
	.056

	 Brand loyalty
	
	
	.387**
	.000

	 ** p < 0.01 level (2-tailed)

 * p < 0.05 level (2-tailed)
 a. R² = .152,  b. R² = .296


For both blogs, the parameters of the interaction with involvement are insignificant. The only interaction with involvement that is in the expected direction is the interaction of positivity of the blog and product involvement for Medion. Therefore, H6 is not supported. A reason can be that the blogs in this research did not go into dept and specs of the products were not mentioned, so the knowledge of respondents was not tested. In other words, it didn't matter if the respondent was involved or not, the information was understandable for everyone and determined attitudes in similar ways.
4.8
Additional analysis: Mediating role of Brand attitude

As an additional test, the mediation role of brand attitude between positivity of the blog and purchase intent/WOM is tested for the two blogs, Ucamos and Medion (table 16 and 17).
Table 16: Regression results mediation of brand attitude (scenario 1: Ucamos)
	  
	Purchase intent/WOM a.
	Purchase intent/WOM b.

	
	β
	p-value
	β
	p-value

	 Brand attitude
	
	
	.393**
	.000

	 Positivity of the blog
	-.703**
	.005
	-.494*
	.033

	 Perceived source credibility
	-.193**
	.001
	-.189**
	.001

	 Perceived source credibility x 
 Positivity of the blog
	.541**
	.000
	.373**
	.000

	 Gender Male
	-.058
	.577
	-.050
	.602

	 Age
	-.013*
	.031
	-.009
	.093

	 Education
	-.060
	.279
	-.057
	.271

	 Income
	-.012
	.797
	-.005
	.898

	 Blog involvement
	.014
	.724
	.012
	.743

	 Subjective Knowledge
	-.077
	.084
	-.059
	.154

	** p < 0.01 level (2-tailed), * p < 0.05 level (2-tailed), a. R² = .364, b. R² = .461


Table 17: Regression results mediation of brand attitude (scenario 2: Medion)
	  
	Purchase intent/WOM a.
	Purchase intent/WOM b.

	
	β
	p-value
	β
	p-value

	 Brand attitude
	
	
	.344
	.000**

	 Positivity of the blog
	-.259
	.354
	-.141
	.586

	 Perceived source credibility
	-.009
	.889
	-.014
	.826

	 Perceived source credibility x 
 Positivity of the blog
	.497
	.000**
	.371
	.000**

	 Gender Male
	-.201
	.084
	-.215
	.045*

	 Age
	-.008
	.171
	-.007
	.234

	 Education
	.048
	.408
	.052
	.327

	 Income
	.066
	.170
	.061
	.175

	 Blog involvement
	-.039
	.367
	-.030
	.448

	 Subjective Knowledge
	.020
	.699
	.014
	.769

	 Brand familiarity
	-.137
	.208
	-.251
	.015*

	 Brand loyalty
	.233
	.000**
	.105
	.062

	 ** p < 0.01 level (2-tailed), * p < 0.05 level (2-tailed)
 a. R² = .468, b. R² = .548


From table 16 and 17 it can be seen that there is partial mediation of brand attitude. Brand attitude has a positive and significant effect on purchase intent in both scenarios. For both, Ucamos and Medion, the moderating effect of perceived source credibility (or the interaction of perceived source credibility x positivity of the blog) stays significant, but its beta becomes smaller if brand attitude is added to the analysis. The effect of positivity of the blog on purchase intent/WOM also becomes smaller and less significant for Ucamos and more insignificant for Medion. So, there is found support for partial mediation of brand attitude. Positivity of the blog and perceived source credibility partially lead to a higher intention to buy or recommend the brand via a higher brand attitude.

4.9
Extra regressions with blog attitude

Now that all the hypotheses and the effects with brand attitude are tested, extra regressions will be performed to look at the effects on blog attitude. The following regressions were performed for Ucamos and Medion.

(3.1)
Blog attitude = β1 Positivity of the blog + βn control variables

(3.2)
Blog attitude = β1 Positivity of the blog + β2 Perceived source credibility + βn control 
 


 variables
(3.3)
Blog attitude = β1 Positivity of the blog + β2 Dummy manipulated source credibility + 
 


 βn control variables
Interaction effects of perceived source credibility and the dummy for manipulated source credibility with positivity of the blog were first included in model 3.2 and 3.3 and tested. They were left out of the model, because the interaction effects were found to be insignificant in both scenarios (Ucamos and Medion), while the main effects of positivity of the blog and perceived source credibility were significant or close to significance. Therefore, regressions were revised and only performed with the main effects (table 18 and 19).
Table 18: Regression results attitude toward the blog (scenario 1: Ucamos)
	  Ucamos
	3.1 Blog attitude a.
	3.2 Blog attitude b.

(Model with reported/perceived credibility)
	3.3 Blog attitude c.

(Model with manipulation of credibility)

	
	β
	p-value
	β
	p-value
	β
	p-value

	 Positivity of the blog
	.062
	.633
	,242*
	,016
	,146
	,248

	 Perceived source credibility
	
	
	,561**
	,000
	
	

	 Dummy source credibility
	
	
	
	
	,593**
	,000

	 Gender Male
	-.174
	.218
	-,242*
	,024
	-,182
	,178

	 Age
	-.008
	.332
	-,006
	,300
	-,003
	,715

	 Education
	-.142
	.059
	-,036
	,533
	-,115
	,108

	 Income
	.103
	.103
	,079
	,097
	,052
	,400

	 Blog involvement
	.175**
	.002
	,165**
	,000
	,183**
	,001

	 Subjective Knowledge
	-.050
	.404
	,001
	,982
	-,049
	,393

	 ** p < 0.01 level (2-tailed)
 * p < 0.05 level (2-tailed) 

 a. R² = .077, b. R² = .474, c. R² = .162


Table 19: Regression results attitude toward the blog (scenario 2: Medion)
	  Medion
	3.1 Blog attitude a.
	3.2 Blog attitude b.

(Model with reported/perceived credibility)
	3.3 Blog attitude c.

(Model with manipulation of credibility)

	
	β
	p-value
	β
	p-value
	β
	p-value

	 Positivity of the blog
	.378**
	.006
	,398**
	,000
	,497**
	,000

	 Perceived source credibility
	
	
	,729**
	,000
	
	

	 Dummy source credibility
	
	
	
	
	,842**
	,000

	 Gender Male
	.028
	.858
	-,002
	,986
	,058
	,686

	 Age
	.015
	.072
	,001
	,795
	,008
	,288

	 Education
	-.003
	.969
	-,024
	,659
	-,047
	,515

	 Income
	-.101
	.122
	-,002
	,972
	-,026
	,669

	 Blog involvement
	.064
	.273
	,046
	,255
	,059
	,270

	 Subjective Knowledge
	-.158*
	.025
	-,112*
	,021
	-,164*
	,011

	 Brand familiarity
	-.174
	.239
	-,013
	,899
	-,214
	,112

	 Brand loyalty
	.024
	.753
	-,057
	,285
	-,009
	,902

	 ** p < 0.01 level (2-tailed)

 * p < 0.05 level (2-tailed)
 a. R² = .087, b. R² = .571, c. R² = .247

	


Positivity of the blog is not found to have a statistically significant positive effect on blog attitude for Ucamos (β =.062, p= .633), but it is found to have a positive effect for Medion (β = .545, p < 0.05). A possible explanation is that the positivity of the message does not have to determine the attitude someone has toward the blog. A negative blog can give the receiver of the message a higher blog attitude than a positive blog, because the blog is seen as more realistic or useful for example. So, positivity of the blog does not necessarily have to determine the attitude toward the blog. 
Contrary to positivity of the blog, (perceived) source credibility does determine the attitude of the reader toward the blog. For Ucamos (table 18) and Medion (table 19) we see that both perceived source credibility (β = .561, p < 0.01 for Ucamos and β = . 729, p < 0.01 for Medion) and the dummy for manipulated source credibility (β = . 593, p < 0.01 for Ucamos and β = .842, p < 0.01 for Medion) have a significant positive effect on attitude toward the blog. If the source is (perceived to be) more credible, someone has a higher blog attitude. Therefore it can be said that source credibility positively affects blog attitude. 
5. Conclusion

In this research, the effect of positivity of the blog on brand attitude is investigated with (perceived) source credibility and product involvement as moderators. Two different blog formats were tested and manipulation techniques were used to turn some words to the opposite direction, such that the modelled effects could be proven. Manipulations were performed on a 2x2 basis. There is manipulated for the positivity of the blog (positive vs. negative) and for source credibility (credible vs. not credible). For the first blog (scenario 1: Ucamos) the source credibility was manipulated in the 'about' part on the right side of the blog, where the blogger tells something about his- or herself. For the second blog (scenario 2: Medion) the source credibility was manipulated by two comments/reactions of two different persons under the blog. The two comments were in the same direction, which means that they were both in the direction of credibility or both in the direction of incredibility. A fictitious brand Ucamos and a relatively unknown brand Medion were putted to the test. Products used were a digital compact camera (Ucamos) and a laptop (Medion). Not only brand attitude was tested, but also the effect of positivity of the blog and the effect of perceived source credibility on blog attitude. The final goal was to find out how everything together influenced the intention to buy or recommend the brand.
5.1
Conclusion and discussion
Both blog and brand attitude have a significant positive effect on the intention to buy the brand or recommend it. However, to be more specific, the effect of blog attitude on purchase intent/Word Of Mouth (partially) goes through the positive effect of blog attitude on brand attitude. Support is found in both scenarios. So, if someone reads a blog on a brand and his or her attitude toward the blog becomes more positive, it will lead to a brand attitude that is more positive and finally a higher willingness to buy the brand or recommend it. Or someone just directly gets a more positive brand attitude and therefore its willingness to buy the brand or recommend it increases.
Positivity of the blog is found to have a positive and significant effect on attitude toward the the brand. If the blog is positive, one has a higher brand attitude than when the blog is negative. But it is not only about the positivity of the blog. Source credibility (manipulated) is found to enlarge the effect of positivity of the blog on attitude toward the brand. Though it is fully supported in scenario 1 for the Ucamos blog, it is not supported for scenario 2 (Medion). On the other hand, Perceived source credibility is found to have an enlarging effect on positivity of the blog for both. In general it can be stated that the perceived credibility of the source enlarges the effect of positivity of the blog on brand attitude.
The mediating role of perceived usefulness of the information for the influence of perceived source credibility is not supported. In particular, the effect of perceived source credibility on the relation between positivity of the blog and brand attitude was tested to go through the perceived usefulness of information. If the source was perceived to be more credible, it was expected that the information was perceived to be more useful by blog readers and therefore the perceived usefulness of the information would influence the relationship between positivity of the blog and brand attitude. This mediating effect was not supported. Furthermore, product involvement is not found to significantly moderate the positive effect of positivity of the blog on brand attitude in both scenarios (Ucamos and Medion). If someone was involved with the product, it did not significantly result in the moderation of the effect positivity of the blog had on brand attitude.
Next to the hypotheses that were tested, two additional analyses were performed. For the first analysis, partial mediation was found for brand attitude on the relation between positivity of the blog and its interaction with perceived source credibility on purchase intent/Word Of Mouth (WOM). Therefore it can be said that the effect of positivity of the blog with perceived source credibility on purchase intent/WOM partially goes through the effect on brand attitude. For the second additional analysis we tested which variables affect blog attitude. Both manipulated source credibility and perceived source credibility significantly and directly influenced the attitude toward the blog for both scenarios. There was not found an interaction effect between source credibility and positivity of the blog. So, people form a more favourable attitude toward the blog if the source is (perceived to be more) credible.
Some hypotheses in this research were not supported. A reason for the phenomenon that the interaction effect of positivity of the blog with the dummy for manipulated source credibility for Medion is insignificant, can be because of the manipulation method used in the blog. As mentioned in the results section, the manipulation for Medion (by the two comments of the people under the blog) could have affected more than source credibility alone, such that attitude was also formed by a latent factor. The reason that involvement is not found to moderate the effect of positivity of the blog on brand attitude can be that the blogs in this research did not go into dept and specs of the products were not mentioned, so the knowledge of respondents was not tested. In other words, it didn't matter if the respondent was involved or not, the information was understandable for everyone and determined attitudes in similar ways. Finally, a reason that there is not found support for the mediating role of perceived usefulness of the information, could be that perceived usefulness of the information is determined by more than source credibility alone. Information in the blogs that are used in this research can be seen as useless (independently of the source credibility), because the information does not go into depth and detail about product features.
5.2
Managerial implications

This study can be used by marketing and communication managers to get a better understanding in monitoring the web and by advertising managers to choose their advertising channels. Regarding their budget constraints, marketing and communication managers can hardly monitor all the blogs at every point in time. This study shows that credible bloggers or bloggers that are perceived to be credible are more important to monitor than bloggers that are not credible or perceived to be less credible. The importance of monitoring blogs is further underlined, because the positivity of the blog about the brand determines how brand attitudes are formed. Blogs are not only found to influence attitudes, but also purchase intention or WOM, which can create a butterfly effect. WOM is transferred quick and easily over the web and if it is detected in an early phase, the firm can react appropriately. 
Advertising managers can see the importance of blogs and credibility. With the help of this research, it becomes more clear how to maximize the results of blogging, such that brand attitude can be improved. This can be done by positive blogs posted by reliable bloggers. Advertising managers can also face the importance of blogs in the future. The amount of blogs is still increasing and this study has showed part of their effectiveness on brands. Blogs are a relatively low cost opportunity to increase attitudes people have toward your brand and a snowball effect can be created on the web. The importance of blogs in the consideration set is increased.
5.3
Limitations and suggestions for further research

Notwithstanding that this research uses more manipulation techniques for credibility of the blogger, blogs have more different formats. In the current research only two different formats are tested. Testing more formats will increase the generalization of the findings. Source credibility for example, can also be manipulated by manipulations in the amount of followers or blog history shown in the blog or just by using a famous person and an unknown person as a blogger. This also counts for different products. In current research, only two electronic products are tested (a laptop and digital camera). To generalize the findings, not only different products should be investigated, also different product groups (e.g. cars or food). Next to different product groups, the research also has to be expended to other countries, because this research is only conducted in the Netherlands. Within and between countries, there are different cultural groups. To make the results more generalizable across cultures, different countries and cultures can be investigated.
In this research, the effect of quality and quantity of blogs about brands on brand attitude is not taken into account. Lee, Park en Han (2008) show that the amount of negative reviews and their quality affect the attitude towards a product. Future research can take this into account. Research can for example take a look at the additional effect of the amount of blogs. How different blogs contribute to the credibility and how their vehicle influences the credibility. One could for example look at how the amount of blogs contribute to brand attitude. Research can also be conducted on the effect of the amount of comments in 1 blog. In this research, the amount of comments in the Medion blog is kept constant at 2 comments/reactions under the blog. 
Source credibility is manipulated here by trustworthiness and expertise. An advantage compared to Chu and Kamal (2008) is that there is created a total view of source credibility. Chu and Kamal (2008) kept expertise constant, so the difference in credibility was only created by trustworthiness in their research. A drawback of manipulating source credibility out of the two constructs is that the separate effects of trustworthiness and expertise are not measured. This is directly a suggestion for further research. Future research can manipulate blogs with expertise and trustworthiness in different combinations and take a look which is more important by looking at the enlargement effects they have on positivity of the blog. Research can also combine different combinations of expertise and trustworthiness to find out the importance of different combinations and get a more realistic view. 
The text in the blogs did not go into detail about the product. For future research it is interesting to add some specs of the product to the blog and look at the significance of product involvement again. By adding specs, the difference between people that are involved with the product and people that are less involved with the product, is expected to become more clear cut.
In conclusion, the research on blogs does not stop here. The door to continuation of blog research is only opened further. Blogs are not just for entertainment value anymore, but they are discovered to be of economic value for firms too. Keep up with the buzz about your brand and react appropriately!
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Appendices
Appendix 1: Internet usage and the amount of blogs on the web
Table 20: World internet usage and population statistics
	World Regions
	Population
( 2011 Est.)
	Internet Users
31-09- 2000
	Internet Users
31-03-2011
	% of Popul.
	Growth
2000-2011
	Users %
of Table

	Africa
	1,037,524,058
	4,514,400
	139,875,242
	13.5 %
	2,988.4 %
	6.2 %

	Asia
	3,879,740,877
	114,304,000
	1,016,799,076
	26.2 %
	789.6 %
	44.8 %

	Europe
	816,426,346
	105,096,093
	500,723,686
	61.3 %
	376.4 %
	22.1 %

	Middle East
	216,258,843
	3,284,800
	77,020,995
	35.6 %
	2,244.8 %
	3.4 %

	North America
	347,394,870
	108,096,800
	273,067,546
	78.6 %
	152.6 %
	12.0 %

	Latin A./Carib.
	597,283,165
	18,068,919
	235,819,740
	39.5 %
	1,205.1 %
	10.4 %

	Oceania /Austr.
	35,426,995
	7,620,480
	23,927,457
	67.5 %
	214.0 %
	1.1 %

	World total
	6,930,055,154
	360,985,492
	2,267,233,742
	32.7 %
	528.1 %
	100.0 %

	“NOTES: (1) Internet Usage and World Population Statistics are for December 31, 2011. (2) Demographic (Population) numbers are based on data from the US Census Bureau . (3) Internet usage information comes from data published by Nielsen Online, by the International Telecommunications Union, byGfK, local Regulators and other reliable sources. (4) For definitions, disclaimer, and navigation help, please refer to the Site Surfing Guide. 
(5) Information in this site may be cited, giving the due credit to www.internetworldstats.com. Copyright © 2001 - 2012, Miniwatts Marketing Group. All rights reserved worldwide.” (Miniwatts Marketing Group, 2012).




Figure 6: Number of blogs (The Nielsen Company, 2012)
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Appendix 2: Summary statistics and reliability pretest
Table 21: Descriptive statistics pretest age and gender
	
	Leeftijd
	GeslachtisMAN

	N
	Valid
	17
	17

	
	Missing
	0
	0

	Mean
	37.59
	.35

	Sum
	639
	6


	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	female
	11
	64.7
	64.7
	64.7

	
	Male
	6
	35.3
	35.3
	100.0

	
	Total
	17
	100.0
	100.0
	


Table 22: Chronbach’s alpha pretest positivity of the blog for Ucamos blog
	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	.971
	.971
	3


	
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Squared Multiple Correlation
	Cronbach's Alpha if Item Deleted

	BlogpositiefUca
	5.59
	9.382
	.960
	.938
	.940

	BlogovergoedekantenproductUca
	5.47
	9.640
	.904
	.820
	.981

	BlogisgunstigoverproductUca
	5.53
	9.515
	.948
	.928
	.949


Table 23: Chronbach’s alpha pretest source credibility for Ucamos blog
	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	.846
	.844
	3


	
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Squared Multiple Correlation
	Cronbach's Alpha if Item Deleted

	BloggergeloofwaardigUca
	5.59
	5.132
	.836
	.776
	.665

	BloggerbetrouwbaarUca
	5.29
	6.971
	.544
	.301
	.928

	BloggerexpertiseUca
	5.59
	4.507
	.800
	.766
	.701


Table 24: Chronbach’s alpha pretest positivity of the blog for Medion blog
	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	.988
	.988
	3


	
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Squared Multiple Correlation
	Cronbach's Alpha if Item Deleted

	BlogpositiefMedi
	5.53
	11.390
	.963
	.928
	.990

	BlogovergoedekantenproductMedi
	5.41
	11.382
	.981
	.967
	.978

	BlogisgunstigoverproductMedi
	5.53
	11.515
	.979
	.965
	.980


Table 25: Chronbach’s alpha pretest source credibility for Medion blog
	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	.949
	.952
	3


	
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Squared Multiple Correlation
	Cronbach's Alpha if Item Deleted

	BloggergeloofwaardigMedi
	5.29
	5.346
	.884
	.890
	.941

	BloggerbetrouwbaarMedi
	5.41
	5.757
	.969
	.941
	.871

	BloggerexpertiseMedi
	5.65
	6.368
	.844
	.811
	.963


Table 26: Group statistics and independent samples test for positivity of the blog Ucamos

	PositiefUcamos
	N
	Mean
	Std. Deviation
	Std. Error Mean
	t
	Sig. (2-tailed)

	PositieveBLOGUCAMO
	0
	9
	1.3750
	.45207
	.15983
	-7.254
	.000

	
	1
	8
	4.0000
	.92796
	.30932
	
	


	
	Levene's Test
	t-test for Equality of Means

	
	F
	Sig.
	t
	df
	Sig. (2-tailed)

	
	
	
	
	
	

	PositieveBLOGUCAMO
	Equal variances assumed
	.687
	.420
	-7.254
	15
	.000

	
	Equal variances not assumed
	
	
	-7.539
	11.875
	.000


Table 27: Group statistics and independent samples test for credibility manipulation Ucamos

	BetrouwbaarUcamos
	N
	Mean
	Std. Deviation
	Std. Error Mean
	t
	Sig. (2-tailed)

	CredibleBLOGGERUCAMOS
	0
	9
	2.0000
	.53452
	.18898
	-3.215
	.006

	
	1
	8
	3.4074
	1.12765
	.37588
	
	


	
	Levene's Test 
	t-test for Equality of Means

	
	F
	Sig.
	t
	df
	Sig. (2-tailed)

	
	
	
	
	
	

	CredibleBLOGGERUCAMOS
	Equal variances assumed
	1.223
	.286
	-3.215
	15
	.006

	
	Equal variances not assumed
	
	
	-3.345
	11.701
	.006


Table 28: Group statistics and independent samples test for positivity of the blog Medion

	PositiefMedion
	N
	Mean
	Std. Deviation
	Std. Error Mean
	t
	Sig. (2-tailed)

	PositieveBLOGMEDION
	0
	9
	1.2593
	.36430
	.12143
	-13.659
	.000

	
	1
	8
	4.4167
	.55635
	.19670
	
	


	
	Levene's Test
	t-test for Equality of Means

	
	F
	Sig.
	t
	df
	Sig. (2-tailed)

	
	
	
	
	
	

	PositieveBLOGMEDION
	Equal variances assumed
	5.926
	.028
	-14.006
	15
	.000

	
	Equal variances not assumed
	
	
	-13.659
	11.847
	.000


Table 29: Group statistics and independent samples test for credibility manipulation Medion

	BetrouwbaarMedion
	N
	Mean
	Std. Deviation
	Std. Error Mean
	t
	Sig. (2-tailed)

	CredibleBLOGGERMEDION
	0
	9
	2.5185
	.89925
	.29975
	-.749
	.465

	
	1
	8
	2.9583
	1.48471
	.52492
	
	


	
	Levene's Test 
	t-test for Equality of Means

	
	F
	Sig.
	t
	df
	Sig. (2-tailed)

	
	
	
	
	
	

	CredibleBLOGGERMEDION
	Equal variances assumed
	3.133
	.097
	-.749
	15
	.465

	
	Equal variances not assumed
	
	
	-.728
	11.262
	.482


Appendix 3: Factor analysis pretest Ucamos

Table 30: Total variance explained pretest Ucamos
	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings
	Rotation Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	dimension0
	1
	3.673
	61.219
	61.219
	3.673
	61.219
	61.219
	3.139
	52.311
	52.311

	
	2
	1.678
	27.970
	89.188
	1.678
	27.970
	89.188
	2.213
	36.877
	89.188

	
	3
	.415
	6.920
	96.108
	
	
	
	
	
	

	
	4
	.156
	2.593
	98.701
	
	
	
	
	
	

	
	5
	.052
	.868
	99.569
	
	
	
	
	
	

	
	6
	.026
	.431
	100.000
	
	
	
	
	
	

	Extraction Method: Principal Component Analysis.


Figure 7: Scree plot pretest Ucamos
[image: image6.emf]
Table 31: Rotated component matrix pretest Ucamosa
	
	Component

	
	1
	2

	BlogpositiefUca
	.987
	.042

	BlogovergoedekantenproductUca
	.919
	.228

	BlogisgunstigoverproductUca
	.970
	.108

	BloggergeloofwaardigUca
	.021
	.976

	BloggerbetrouwbaarUca
	.590
	.580

	BloggerexpertiseUca
	.177
	.926

	Extraction Method: Principal Component Analysis. 

Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 3 iterations.


Appendix 4: Factor analysis pretest Medion

Table 32: Total variance explained pretest Medion
	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings
	Rotation Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	dimension0
	1
	3.308
	55.125
	55.125
	3.308
	55.125
	55.125
	2.946
	49.095
	49.095

	
	2
	2.379
	39.642
	94.767
	2.379
	39.642
	94.767
	2.740
	45.673
	94.767

	
	3
	.212
	3.533
	98.300
	
	
	
	
	
	

	
	4
	.065
	1.080
	99.380
	
	
	
	
	
	

	
	5
	.023
	.378
	99.758
	
	
	
	
	
	

	
	6
	.015
	.242
	100.000
	
	
	
	
	
	

	Extraction Method: Principal Component Analysis.


Figure 8: Scree plot pretest Medion
[image: image7.emf]
Table 33: Rotated component matrix pretest Mediona
	
	Component

	
	1
	2

	BlogpositiefMedi
	.981
	-.065

	BlogovergoedekantenproductMedi
	.990
	-.061

	BlogisgunstigoverproductMedi
	.984
	-.111

	BloggergeloofwaardigMedi
	-.014
	.952

	BloggerbetrouwbaarMedi
	-.045
	.986

	BloggerexpertiseMedi
	-.177
	.917

	Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 3 iterations.


Appendix 5: Data preparation

Table 34: Response – Panel (raw data)
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	Non-Panel (0)
	98
	27.1
	27.1
	27.1

	
	Panel (1)
	263
	72.9
	72.9
	100.0

	
	Total
	361
	100.0
	100.0
	


Table 35: Response - Panel
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	Non-Panel (0)
	71
	31.1
	31.1
	31.1

	
	Panel (1)
	157
	68.9
	68.9
	100.0

	
	Total
	228
	100.0
	100.0
	


Table 36: Frequency - Age
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	10
	1
	.4
	.4
	.4

	
	13
	1
	.4
	.4
	.9

	
	16
	1
	.4
	.4
	1.3

	
	17
	1
	.4
	.4
	1.8

	
	18
	11
	4.8
	4.8
	6.6

	
	19
	8
	3.5
	3.5
	10.1

	
	20
	15
	6.6
	6.6
	16.7

	
	21
	13
	5.7
	5.7
	22.4

	
	22
	15
	6.6
	6.6
	28.9

	
	23
	22
	9.6
	9.6
	38.6

	
	24
	16
	7.0
	7.0
	45.6

	
	25
	19
	8.3
	8.3
	53.9

	
	26
	12
	5.3
	5.3
	59.2

	
	27
	6
	2.6
	2.6
	61.8

	
	28
	2
	.9
	.9
	62.7

	
	29
	3
	1.3
	1.3
	64.0

	
	30
	4
	1.8
	1.8
	65.8

	
	31
	8
	3.5
	3.5
	69.3

	
	Age
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	32
	6
	2.6
	2.6
	71.9

	
	33
	3
	1.3
	1.3
	73.2

	
	34
	4
	1.8
	1.8
	75.0

	
	35
	3
	1.3
	1.3
	76.3

	
	36
	4
	1.8
	1.8
	78.1

	
	37
	3
	1.3
	1.3
	79.4

	
	38
	3
	1.3
	1.3
	80.7

	
	39
	2
	.9
	.9
	81.6

	
	40
	2
	.9
	.9
	82.5

	
	41
	2
	.9
	.9
	83.3

	
	42
	3
	1.3
	1.3
	84.6

	
	43
	2
	.9
	.9
	85.5

	
	45
	5
	2.2
	2.2
	87.7

	
	48
	3
	1.3
	1.3
	89.0

	
	49
	2
	.9
	.9
	89.9

	
	50
	2
	.9
	.9
	90.8

	
	51
	2
	.9
	.9
	91.7

	
	52
	4
	1.8
	1.8
	93.4

	
	53
	1
	.4
	.4
	93.9

	
	54
	3
	1.3
	1.3
	95.2

	
	55
	2
	.9
	.9
	96.1

	
	56
	2
	.9
	.9
	96.9

	
	57
	3
	1.3
	1.3
	98.2

	
	59
	1
	.4
	.4
	98.7

	
	63
	1
	.4
	.4
	99.1

	
	65
	1
	.4
	.4
	99.6

	
	66
	1
	.4
	.4
	100.0

	
	Total
	228
	100.0
	100.0
	


Appendix 6: Factor analyses final research Ucamos and Medion

Table 37: Factor analysis Ucamos total variance explained (8 factors)
	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings
	Rotation Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	dimension0
	1
	6.552
	28.489
	28.489
	6.552
	28.489
	28.489
	2.759
	11.995
	11.995

	
	2
	4.145
	18.022
	46.511
	4.145
	18.022
	46.511
	2.757
	11.985
	23.980

	
	3
	3.485
	15.154
	61.665
	3.485
	15.154
	61.665
	2.622
	11.398
	35.378

	
	4
	2.346
	10.199
	71.864
	2.346
	10.199
	71.864
	2.619
	11.387
	46.766

	
	5
	1.087
	4.724
	76.588
	1.087
	4.724
	76.588
	2.619
	11.386
	58.152

	
	6
	.973
	4.231
	80.820
	.973
	4.231
	80.820
	2.541
	11.048
	69.200

	
	7
	.844
	3.668
	84.488
	.844
	3.668
	84.488
	2.417
	10.509
	79.709

	
	8
	.655
	2.847
	87.335
	.655
	2.847
	87.335
	1.754
	7.626
	87.335

	
	9
	.405
	1.761
	89.095
	
	
	
	
	
	

	
	10
	.364
	1.584
	90.680
	
	
	
	
	
	

	
	.....
	.....
	.....
	.....
	
	
	
	
	
	

	Extraction Method: Principal Component Analysis.


Table 38: Factor analysis Medion total variance explained (8 factors)
	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings
	Rotation Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	dimension0
	1
	7.114
	30.929
	30.929
	7.114
	30.929
	30.929
	2.851
	12.396
	12.396

	
	2
	4.162
	18.095
	49.024
	4.162
	18.095
	49.024
	2.814
	12.234
	24.630

	
	3
	3.655
	15.891
	64.915
	3.655
	15.891
	64.915
	2.763
	12.014
	36.644

	
	4
	2.052
	8.922
	73.837
	2.052
	8.922
	73.837
	2.761
	12.002
	48.646

	
	5
	1.299
	5.646
	79.482
	1.299
	5.646
	79.482
	2.680
	11.650
	60.296

	
	6
	.923
	4.014
	83.497
	.923
	4.014
	83.497
	2.431
	10.570
	70.867

	
	7
	.712
	3.094
	86.590
	.712
	3.094
	86.590
	2.348
	10.210
	81.076

	
	8
	.681
	2.960
	89.551
	.681
	2.960
	89.551
	1.949
	8.474
	89.551

	
	9
	.449
	1.953
	91.504
	
	
	
	
	
	

	
	10
	.287
	1.246
	92.750
	
	
	
	
	
	

	
	.....
	.....
	.....
	.....
	
	
	
	
	
	

	Extraction Method: Principal Component Analysis.


Figure 9: Factor analysis Ucamos scree plot
[image: image8.emf]
Figure 10: Factor analysis Medion scree plot
[image: image9.emf]

Table 39: Factor analysis Ucamos rotated component matrix (Kaiser’s criterion)a
	
	Component

	
	1
	2
	3
	4
	5

	PI_KopenUca
	-.038
	-.023
	-.031
	.887
	.240

	PI_OverwegenkoopUca
	.021
	-.042
	-.004
	.879
	.299

	PI_AanbevelenUca
	.065
	-.062
	.030
	.768
	.318

	BA_GeneralfeelingGoodUca
	.138
	-.025
	-.065
	.368
	.797

	BA_GeneralfeelingPosiUca
	.118
	-.046
	-.018
	.323
	.834

	BA_BrandisPleasantUca
	.134
	-.011
	-.004
	.232
	.785

	AttBlog_GeneralReactTowBloGoodUca
	.727
	-.048
	.158
	.076
	.357

	AttBlog_GeneralReactTowBloFavourableUca
	.715
	.040
	.202
	.097
	.351

	AttBlog_BlogisPleasantUca
	.751
	-.016
	.142
	.072
	.254

	PercUse_BlogInfoHelpfulUca
	.869
	-.088
	.135
	.043
	-.117

	PercUse_BlogInfoValuableUca
	.826
	-.027
	.148
	-.053
	-.076

	PercUse_BlogInfoInGenUsefulUca
	.867
	-.060
	.111
	.034
	-.109

	SourcCred_BloggerBelievableUca
	.861
	-.007
	-.105
	-.006
	.121

	SourcCred_BloggerTrustworthyUca
	.834
	.040
	-.118
	-.040
	.104

	SourcCred_BloggerExpertiseUca
	.823
	-.031
	-.097
	-.006
	.063

	ProdInv_InterestedInCamerasUca
	-.021
	.856
	.129
	.033
	-.106

	ProdInv_CamerasImportantUca
	.004
	.893
	.003
	.116
	-.039

	ProdInv_CamerasValuableUca
	-.003
	.884
	.040
	.139
	-.063

	SubKno_KnowMuchAboutCamerasUca
	-.027
	.784
	.128
	-.256
	.062

	SubKno_MoreThanAverageAboutCamerasUca
	-.106
	.751
	.085
	-.268
	.074

	BlogInv_ReadBlogsRegularly
	.048
	.090
	.935
	-.037
	-.008

	BlogInv_InterestedInBlogs
	.097
	.127
	.940
	.005
	.036

	BlogInv_BlogsImportantToMe
	.127
	.120
	.912
	.014
	-.069

	Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 5 iterations.


Table 40: Factor analysis Ucamos rotated component matrix (Jolliffe’s criterion)a
	
	Component

	
	1
	2
	3
	4
	5
	6
	7

	PI_KopenUca
	-.053
	-.035
	.030
	.901
	.220
	.024
	-.082

	PI_OverwegenkoopUca
	-.002
	-.007
	.021
	.886
	.284
	.054
	-.103

	PI_AanbevelenUca
	.023
	.014
	-.076
	.824
	.252
	.131
	.014

	BA_GeneralfeelingGoodUca
	.126
	-.044
	-.034
	.368
	.832
	.053
	.014

	BA_GeneralfeelingPosiUca
	.086
	-.001
	-.025
	.303
	.871
	.093
	-.040

	BA_BrandisPleasantUca
	.065
	.004
	.045
	.184
	.813
	.186
	-.090

	AttBlog_GeneralReactTowBloGoodUca
	.485
	.095
	-.064
	.115
	.186
	.774
	.013

	AttBlog_GeneralReactTowBloFavourableUca
	.462
	.140
	.046
	.113
	.189
	.790
	.001

	AttBlog_BlogisPleasantUca
	.547
	.095
	-.011
	.093
	.126
	.672
	-.011

	PercUse_BlogInfoHelpfulUca
	.863
	.158
	-.064
	.048
	-.078
	.173
	-.060

	PercUse_BlogInfoValuableUca
	.851
	.190
	.004
	-.073
	.010
	.074
	-.057

	PercUse_BlogInfoInGenUsefulUca
	.844
	.131
	-.021
	.027
	-.075
	.212
	-.077

	SourcCred_BloggerBelievableUca
	.859
	-.076
	-.019
	.005
	.164
	.170
	.028

	SourcCred_BloggerTrustworthyUca
	.851
	-.080
	.031
	-.041
	.170
	.110
	.035

	SourcCred_BloggerExpertiseUca
	.818
	-.072
	-.028
	.000
	.103
	.169
	-.003

	ProdInv_InterestedInCamerasUca
	-.024
	.153
	.843
	-.046
	-.049
	-.035
	.258

	ProdInv_CamerasImportantUca
	-.016
	.028
	.934
	.003
	.034
	.004
	.184

	ProdInv_CamerasValuableUca
	-.028
	.065
	.940
	.020
	.011
	.010
	.156

	SubKno_KnowMuchAboutCamerasUca
	-.013
	.120
	.381
	-.088
	-.062
	.012
	.876

	SubKno_MoreThanAverageAboutCamerasUca
	-.088
	.072
	.329
	-.085
	-.063
	-.008
	.897

	BlogInv_ReadBlogsRegularly
	.035
	.946
	.058
	-.044
	.010
	.017
	.049

	BlogInv_InterestedInBlogs
	.056
	.943
	.093
	.001
	.033
	.098
	.063

	BlogInv_BlogsImportantToMe
	.094
	.915
	.087
	.014
	-.074
	.087
	.060

	Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 7 iterations.


Table 41: Factor analysis Ucamos rotated component matrix (fixed number of 8 factors)a
	
	Component

	
	1
	2
	3
	4
	5
	6
	7
	8

	PI_KopenUca
	.031
	-.038
	-.046
	.902
	-.025
	.023
	.215
	-.080

	PI_OverwegenkoopUca
	.021
	-.007
	.002
	.888
	-.008
	.062
	.275
	-.104

	PI_AanbevelenUca
	-.075
	.018
	.031
	.827
	-.018
	.141
	.238
	.010

	BA_GeneralfeelingGoodUca
	-.034
	-.035
	.166
	.375
	-.002
	.080
	.820
	.008

	BA_GeneralfeelingPosiUca
	-.026
	.009
	.142
	.311
	-.043
	.114
	.857
	-.048

	BA_BrandisPleasantUca
	.043
	-.021
	-.043
	.180
	.094
	.199
	.839
	-.072

	AttBlog_GeneralReactTowBloGoodUca
	-.064
	.100
	.301
	.111
	.222
	.839
	.169
	.003

	AttBlog_GeneralReactTowBloFavourableUca
	.046
	.138
	.251
	.107
	.238
	.851
	.181
	-.004

	AttBlog_BlogisPleasantUca
	-.012
	.086
	.285
	.083
	.346
	.745
	.128
	-.010

	PercUse_BlogInfoHelpfulUca
	-.068
	.117
	.378
	.025
	.798
	.290
	-.027
	-.034

	PercUse_BlogInfoValuableUca
	-.001
	.135
	.325
	-.100
	.853
	.190
	.078
	-.020

	PercUse_BlogInfoInGenUsefulUca
	-.025
	.084
	.339
	.002
	.802
	.325
	-.018
	-.046

	SourcCred_BloggerBelievableUca
	-.018
	-.024
	.828
	.016
	.337
	.295
	.105
	-.015

	SourcCred_BloggerTrustworthyUca
	.032
	-.022
	.854
	-.027
	.312
	.235
	.106
	-.011

	SourcCred_BloggerExpertiseUca
	-.028
	-.031
	.743
	.007
	.365
	.287
	.057
	-.037

	ProdInv_InterestedInCamerasUca
	.843
	.162
	.026
	-.043
	-.049
	-.037
	-.058
	.253

	ProdInv_CamerasImportantUca
	.933
	.023
	-.027
	.001
	.009
	.001
	.041
	.190

	ProdInv_CamerasValuableUca
	.940
	.066
	-.010
	.020
	-.027
	.007
	.009
	.157

	SubKno_KnowMuchAboutCamerasUca
	.378
	.115
	-.004
	-.090
	-.010
	.011
	-.056
	.881

	SubKno_MoreThanAverageAboutCamerasUca
	.326
	.068
	-.048
	-.087
	-.066
	-.020
	-.057
	.902

	BlogInv_ReadBlogsRegularly
	.059
	.949
	-.016
	-.042
	.057
	.027
	.006
	.046

	BlogInv_InterestedInBlogs
	.093
	.947
	-.001
	.003
	.056
	.111
	.026
	.059

	BlogInv_BlogsImportantToMe
	.087
	.911
	-.014
	.012
	.125
	.103
	-.071
	.062

	Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 7 iterations.


Table 42: Factor analysis Medion rotated component matrix (Kaiser’s criterion)a
	
	Component

	
	1
	2
	3
	4
	5

	PI_KopenMedi
	.099
	-.040
	.290
	.003
	.867

	PI_OverwegenkoopMedi
	.133
	.010
	.293
	-.036
	.871

	PI_AanbevelenMedi
	.160
	-.002
	.255
	.053
	.873

	BA_GeneralfeelingGoodMedi
	.089
	.017
	.895
	.037
	.301

	BA_GeneralfeelingPosiMedi
	.129
	.006
	.915
	.034
	.264

	BA_BrandisPleasantMedi
	.037
	.002
	.879
	.008
	.301

	AttBlog_GeneralReactTowBloGoodMedi
	.839
	-.017
	.057
	.012
	.199

	AttBlog_GeneralReactTowBloFavourableMedi
	.850
	-.036
	.045
	.001
	.180

	AttBlog_BlogisPleasantMedi
	.818
	-.055
	-.018
	.015
	.258

	PercUse_BlogInfoHelpfulMedi
	.853
	-.091
	-.057
	.089
	-.009

	PercUse_BlogInfoValuableMedi
	.888
	-.093
	-.006
	.064
	-.015

	PercUse_BlogInfoInGenUsefulMedi
	.852
	-.092
	.012
	-.037
	.002

	SourcCred_BloggerBelievableMedi
	.855
	.019
	.100
	-.057
	.035

	SourcCred_BloggerTrustworthyMedi
	.858
	.023
	.087
	-.025
	.062

	SourcCred_BloggerExpertiseMedi
	.823
	.020
	.134
	-.002
	-.030

	ProdInv_InterestedInLaptopsMedi
	.002
	.784
	.018
	.196
	.010

	ProdInv_LaptopsImportantMedi
	-.009
	.867
	-.173
	.015
	.038

	ProdInv_LaptopsValuableMedi
	.030
	.839
	-.228
	.046
	.070

	SubKno_KnowMuchAboutLaptopsMedi
	-.139
	.775
	.266
	.203
	-.073

	SubKno_MoreThanAverageAboutLaptopsMedi
	-.151
	.754
	.235
	.139
	-.106

	BlogInv_ReadBlogsRegularly
	-.007
	.180
	.043
	.929
	.009

	BlogInv_InterestedInBlogs
	.047
	.159
	.042
	.942
	.012

	BlogInv_BlogsImportantToMe
	.006
	.154
	-.013
	.922
	.002

	Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 6 iterations.


Table 43: Factor analysis Medion rotated component matrix (Jolliffe’s criterion)a
	
	Component

	
	1
	2
	3
	4
	5
	6
	7

	PI_KopenMedi
	.089
	.271
	-.001
	.887
	-.044
	-.009
	.011

	PI_OverwegenkoopMedi
	.129
	.262
	-.039
	.904
	-.018
	.041
	-.027

	PI_AanbevelenMedi
	.139
	.254
	.052
	.877
	.010
	-.018
	.086

	BA_GeneralfeelingGoodMedi
	.066
	.917
	.039
	.275
	-.043
	.077
	.074

	BA_GeneralfeelingPosiMedi
	.111
	.934
	.038
	.244
	-.051
	.067
	.023

	BA_BrandisPleasantMedi
	.024
	.899
	.015
	.285
	-.036
	.040
	-.047

	AttBlog_GeneralReactTowBloGoodMedi
	.780
	.136
	.010
	.132
	.070
	-.103
	.501

	AttBlog_GeneralReactTowBloFavourableMedi
	.794
	.121
	-.002
	.116
	.053
	-.111
	.484

	AttBlog_BlogisPleasantMedi
	.772
	.058
	.018
	.204
	.069
	-.169
	.361

	PercUse_BlogInfoHelpfulMedi
	.858
	-.093
	.074
	.030
	-.130
	.028
	.116

	PercUse_BlogInfoValuableMedi
	.894
	-.036
	.053
	.024
	-.120
	.009
	.079

	PercUse_BlogInfoInGenUsefulMedi
	.857
	-.020
	-.049
	.040
	-.120
	.017
	.087

	SourcCred_BloggerBelievableMedi
	.875
	.109
	-.043
	.072
	.077
	-.075
	-.223

	SourcCred_BloggerTrustworthyMedi
	.878
	.104
	-.008
	.096
	.099
	-.100
	-.240

	SourcCred_BloggerExpertiseMedi
	.852
	.115
	.007
	.026
	.024
	-.005
	-.251

	ProdInv_InterestedInLaptopsMedi
	.007
	.016
	.220
	.020
	.616
	.473
	-.082

	ProdInv_LaptopsImportantMedi
	-.044
	-.039
	.068
	-.049
	.927
	.207
	.042

	ProdInv_LaptopsValuableMedi
	-.003
	-.095
	.099
	-.014
	.915
	.175
	.023

	SubKno_KnowMuchAboutLaptopsMedi
	-.110
	.118
	.188
	.017
	.310
	.869
	-.008

	SubKno_MoreThanAverageAboutLaptopsMedi
	-.115
	.068
	.120
	-.002
	.267
	.894
	-.027

	BlogInv_ReadBlogsRegularly
	-.012
	.048
	.933
	.001
	.100
	.124
	.038

	BlogInv_InterestedInBlogs
	.043
	.050
	.948
	.006
	.095
	.094
	.008

	BlogInv_BlogsImportantToMe
	.009
	-.016
	.928
	.006
	.083
	.100
	-.037

	Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 6 iterations.


Table 44: Factor analysis Medion rotated component matrix (fixed number of 8 factors)a
	
	Component

	
	1
	2
	3
	4
	5
	6
	7
	8

	PI_KopenMedi
	.051
	.272
	.026
	-.001
	.887
	.073
	-.044
	-.009

	PI_OverwegenkoopMedi
	.100
	.262
	.051
	-.038
	.905
	.057
	-.017
	.039

	PI_AanbevelenMedi
	.048
	.254
	.052
	.052
	.875
	.162
	.007
	-.015

	BA_GeneralfeelingGoodMedi
	.019
	.922
	.021
	.038
	.272
	.097
	-.034
	.071

	BA_GeneralfeelingPosiMedi
	.078
	.939
	.047
	.037
	.243
	.073
	-.041
	.060

	BA_BrandisPleasantMedi
	.079
	.898
	-.045
	.015
	.284
	-.001
	-.036
	.040

	AttBlog_GeneralReactTowBloGoodMedi
	.327
	.108
	.344
	.013
	.122
	.831
	.016
	-.051

	AttBlog_GeneralReactTowBloFavourableMedi
	.333
	.098
	.375
	.001
	.107
	.810
	.006
	-.067

	AttBlog_BlogisPleasantMedi
	.414
	.025
	.303
	.023
	.197
	.729
	.007
	-.115

	PercUse_BlogInfoHelpfulMedi
	.331
	-.040
	.833
	.067
	.043
	.295
	-.044
	-.054

	PercUse_BlogInfoValuableMedi
	.401
	.010
	.812
	.047
	.037
	.302
	-.045
	-.064

	PercUse_BlogInfoInGenUsefulMedi
	.347
	.035
	.833
	-.056
	.054
	.269
	-.031
	-.069

	SourcCred_BloggerBelievableMedi
	.835
	.066
	.309
	-.031
	.080
	.303
	.011
	-.032

	SourcCred_BloggerTrustworthyMedi
	.829
	.068
	.338
	.003
	.105
	.276
	.043
	-.067

	SourcCred_BloggerExpertiseMedi
	.809
	.080
	.343
	.018
	.036
	.242
	-.029
	.027

	ProdInv_InterestedInLaptopsMedi
	.042
	.025
	.032
	.218
	.023
	-.086
	.638
	.449

	ProdInv_LaptopsImportantMedi
	-.009
	-.038
	-.084
	.065
	-.053
	.047
	.931
	.197

	ProdInv_LaptopsValuableMedi
	-.002
	-.084
	-.012
	.095
	-.015
	.023
	.934
	.150

	SubKno_KnowMuchAboutLaptopsMedi
	-.042
	.107
	-.085
	.189
	.016
	-.055
	.302
	.883

	SubKno_MoreThanAverageAboutLaptopsMedi
	-.044
	.059
	-.072
	.121
	-.002
	-.082
	.261
	.906

	BlogInv_ReadBlogsRegularly
	-.005
	.037
	-.056
	.935
	-.002
	.057
	.084
	.141

	BlogInv_InterestedInBlogs
	.019
	.049
	.027
	.948
	.006
	.028
	.096
	.094

	BlogInv_BlogsImportantToMe
	-.015
	-.005
	.067
	.926
	.009
	-.057
	.104
	.082

	Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 8 iterations.


Appendix 7: Correlation matrices
Table 45: Correlation matrix Ucamos
	
	+/- Blg
	Pi/WO
	Ba
	AttBl
	PrcUse
	SCred
	PrInv
	SubKlg
	BlgInv

	 +/- Blg
	1
	
	
	
	
	
	
	
	

	 Pi/WOM
	.416**
	1
	
	
	
	
	
	
	

	 Ba
	.333**
	.569**
	1
	
	
	
	
	
	

	 AttBl
	.013
	.216**
	.354**
	1
	
	
	
	
	

	 PrcUse
	-.250**
	-.013
	.095
	.629**
	1
	
	
	
	

	 SCred
	-.137*
	.045
	.225**
	.637**
	.721**
	1
	
	
	

	 PrInv
	-.124
	-.033
	-.025
	-.020
	-.054
	-.030
	1
	
	

	 SubKlg
	-.109
	-.165*
	-.130
	-.042
	-.081
	-.070
	.557**
	1
	

	 BlgInv
	-.043
	-.020
	-.022
	.204**
	.203**
	.016
	.179**
	.175**
	1

	** Correlation is significant at the 0.01 level (2-tailed)
 * Correlation is significant at the 0.05 level (2-tailed)


Table 46: Correlation matrix Medion
	
	+/- Blg
	Pi/W
	Ba
	AttBl
	PrcU
	SCred
	PrInv
	SubKl
	BlgIn
	BrFa
	BrLoy

	 +/- Blg
	1
	
	
	
	
	
	
	
	
	
	

	 Pi/WO
	.546**
	1
	
	
	
	
	
	
	
	
	

	 Ba
	.309**
	.542**
	1
	
	
	
	
	
	
	
	

	 AttBl
	.156*
	.292**
	.188**
	1
	
	
	
	
	
	
	

	 PrcUse
	-.060
	.144*
	.061
	.716**
	1
	
	
	
	
	
	

	 SCred
	-.036
	.207**
	.166*
	.719**
	.733**
	1
	
	
	
	
	

	 PrInv
	.097
	-.043
	-.053
	-.024
	-.077
	-.005
	1
	
	
	
	

	 SubKl
	.127
	.018
	.125
	-.173**
	-.175**
	-.102
	.560**
	1
	
	
	

	 BlgInv
	.043
	.016
	.064
	.021
	.024
	.005
	.265**
	.293**
	1
	
	

	 BrFam
	-.034
	-.082
	.227**
	-.128
	-.075
	-.095
	.072
	.333**
	.104
	1
	

	 BrLoy
	.014
	.208**
	.405**
	-.003
	.064
	.067
	.022
	.086
	.119
	.248**
	1

	 ** Correlation is significant at the 0.01 level (2-tailed)
 * Correlation is significant at the 0.05 level (2-tailed)


Appendix 8: Pretest survey
Blog 1: Ucamos (bijvoorbeeld Negative untrust).

Positiviteit van de blog (Adapted from Goyette, Ricard, Bergeron and Marticotte, 2010). 

-De blog is positief over het product.

-De blog gaat over de goede kanten van het product.

-De blog is gunstig over het product.
Geloofwaardigheid van de blogger

- De blogger is geloofwaardig. 
- Ik heb het gevoel dat de blogger betrouwbaar is.

- De blogger beschikt over voldoende expertise om het product te beoordelen.

Blog 2: Medion (bijvoorbeeld Positive trust).

Positiviteit van de blog (Adapted from Goyette, Ricard, Bergeron and Marticotte, 2010). 

-De blog is positief over het product.

-De blog gaat over de goede kanten van het product.

-De blog is gunstig over het product.

Geloofwaardigheid van de blogger

- De blogger is geloofwaardig. 
- Ik heb het gevoel dat de blogger betrouwbaar is.

- De blogger beschikt over voldoende expertise om het product te beoordelen.

Demografische gegevens

- Geslacht (man, vrouw).
- Leeftijd.
Open vraag: Suggesties, vragen of opmerkingen?

Appendix 9: Survey

In deze vragenlijst wil ik te weten komen hoe mensen denken over weblogs (afgekort blogs). Blogs zijn webpagina’s of sites op het internet waarop men (de blogger) informatie met andere mensen kan delen. De meest recent gepubliceerde informatie staat hierbij bovenaan.

U krijgt straks twee verschillende blogs te zien met daarna steeds een aantal korte vragen. Lees de blogs alstublieft aandachtig door. Alle informatie die is weergegeven, is daarbij van belang. Zodra u de informatie van de eerste blog hebt doorgenomen, kunt u achterelkaar een aantal vragen beantwoorden. Daarna volgt de tweede blog met een tweede reeks vragen. Het invullen van de volledige enquête neemt ongeveer 10 minuten in beslag. Hartelijk dank voor uw hulp! 

Vriendelijke groet, 

Stacey During

Figure 11: Blog 1 - Ucamos (e.g. negative x not credible)
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Deze digitale camera van Ucamos is de niswwste in ziin soort en geniet het gemak van een dubbel
Ied-scherm, maar hoe goed is het product daadwerkelijk?

De Ucarmos is uitgerust met twee Icd-schermen (voor en achter) die een aanslag op de batteri
vorren. Hierdoor gaat de batter maar kort mee. Qua pris is het toestel te vergelijken met andere
producten in de categorie compact camera's. De camera is fedeljk zwaar, heeft een slechte zoom
en matige groothoeklens. Daarbij heeft het technologisch gezien verouderds led-schermen. Tot slot
maakt deze camera kwalitatief niet zulke scherpe foto's
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Geef hieronder alstublieft antwoord op de volgende vragen. 

(Likert scaling 1 – 5: zeker niet – zeker wel)
Koopintentie/Aanbevelen

- Zou u deze camera kopen als deze beschikbaar was?

- Zou u overwegen om deze camera te kopen als deze beschikbaar was?
- Zou u deze camera aanbevelen aan vrienden, kennissen en/of familie?

In hoeverre bent u het eens met de volgende stellingen?

(Likert scaling 1 – 5: sterk mee oneens – sterk mee eens)

Houding ten opzichte van het merk

- Mijn algehele gevoel voor het merk Ucamos is goed. 
- Mijn algehele gevoel voor het merk Ucamos is positief. 

- Ucamos is een prettig merk.
Houding ten opzichte van de blog

- Mijn algehele reactie op deze blog is goed. 

- Mijn algehele reactie op deze blog is gunstig.
- Dit is een prettige blog.
Bruikbaarheid van de informatie
- De informatie in deze blog is nuttig.

- De informatie in deze blog is waardevol.
- De informatie in deze blog is in zijn algemeenheid bruikbaar.

Geloofwaardigheid van de blogger

- De blogger is geloofwaardig. 
- Ik heb het gevoel dat de blogger betrouwbaar is.

- De blogger beschikt over voldoende expertise om het product te beoordelen.

Blog 2 Lees de volgende blog alstublieft weer aandachtig door en beantwoord daarna alle volgende vragen over deze tweede blog.

Figure 12: Blog 2 - Medion (e.g. positive x credible)
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De Medion PX21 is sinds een aantal maanden op de markt en in deze blog zal ik mijn mening over
dit product delen

De werksnelheid van dit apparaat is pria en het heldere scherm zorgt voor een goed zicht bij
zowel binnen- als buitengebruik. De Medion PX21 maakt gebruik van de meest recente technologie
en is in prijs ongeveer hetzelfde als soortgelijke laptops. De lange levensduur van de batterij maakt
het mogelik om de laptop gedurende langere tid zonder stroomvoorziening te gebruiken. Daatbi is
het materiaal van sterke kwaliteit. Tot slot: Deze laptop presteert goed
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blogs over elektronica
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Geef hieronder alstublieft antwoord op de volgende vragen.

(Likert scaling 1 – 5: zeker niet – zeker wel)

 Koopintentie/Aanbevelen

- Zou u deze laptop kopen als deze beschikbaar was?

- Zou u overwegen om deze laptop te kopen als deze beschikbaar was?
- Zou u deze laptop aanbevelen aan vrienden, kennissen en/of familie?

In hoeverre bent u het eens met de volgende stellingen?

(Likert scaling 1 – 5: sterk mee oneens – sterk mee eens)

Houding ten opzichte van het merk

- Mijn algehele gevoel voor het merk Medion is goed. 
- Mijn algehele gevoel voor het merk Medion is positief. 
- Medion is een prettig merk.
Houding ten opzichte van de blog

- Mijn algehele reactie op deze blog is goed. 

- Mijn algehele reactie op deze blog is gunstig.
- Dit is een prettige blog.
Bruikbaarheid van de informatie
- De informatie in deze blog is nuttig.

- De informatie in deze blog is waardevol.
- De informatie in deze blog is in zijn algemeenheid bruikbaar.

Geloofwaardigheid van de blogger

- De blogger is geloofwaardig. 
- Ik heb het gevoel dat de blogger betrouwbaar is.

- De blogger beschikt over voldoende expertise om het product te beoordelen.

Betrokkenheid bij laptops

- Ik ben geïnteresseerd in laptops.
- Laptops zijn belangrijk voor mij.
- Laptops zijn waardevol voor mij.
Betrokkenheid bij digitale camera’s

- Ik ben geïnteresseerd in digitale camera’s.
- Digitale camera’s zijn belangrijk voor mij.
- Digitale camera’s zijn waardevol voor mij.
Subjectieve kennis over laptops (adapted from Martin, Gnoth and Strong, 2009)
- Ik weet veel van laptops.
- Ik heb meer kennis van laptops dan de gemiddelde consument.

Subjectieve kennis over camera’s (adapted from Martin, Gnoth and Strong, 2009)
- Ik weet veel van camera’s.
- Ik heb meer kennis van camera’s dan de gemiddelde consument.

Betrokkenheid bij het lezen van blogs

- Ik lees regelmatig blogs.

- Ik ben geïnteresseerd in het lezen van blogs.

- Blogs zijn belangrijk voor mij.

Bekendheid en Loyaliteit (deduced from East, Hammond and Lomax, 2008)
- Ik ken het merk Medion (Ja/Nee).
- Ik heb een sterke voorkeur voor Medion boven andere merken.
Demografische gegevens

- Geslacht (man, vrouw).
- Leeftijd.
- Hoogst genoten opleiding (Basisschool, Middelbare school, Mbo, Hbo, Universiteit of +).

- Bruto maandsalaris (0-1,000, 1,001-2,000, 2,001-3,000, 3,001-4,000, 4,001-meer).
Open vraag: Suggesties, vragen of opmerkingen?
Appendix 10: Manipulations used in survey
Blog 1 (Fictief merk, Ucamos camera, blogger Jan Jansen)

Deze digitale camera van Ucamos is de nieuwste in zijn soort en geniet het gemak van een dubbel lcd-scherm, maar hoe goed is het product daadwerkelijk? 

De Ucamos is uitgerust met twee lcd-schermen (voor en achter) die een/geen aanslag op de batterij vormen. Hierdoor gaat de batterij maar kort/lang mee. Qua prijs is het toestel te vergelijken met andere producten in de categorie compact camera’s. De camera is redelijk zwaar/licht, heeft een slechte/uitstekende zoom en matige/prima groothoeklens. Daarbij heeft het technologisch gezien verouderde/de nieuwste lcd-schermen. Tot slot maakt deze camera kwalitatief niet zulke scherpe/scherpe foto's.
About (Betrouwbaar):

Ik ben al 10 jaar werkzaam in de elektronica branche en werk momenteel bij de Consumentenbond. Daarvoor heb ik aan de Technische Universiteit Delft het master programma electronical engineering succesvol afgerond. Ik blog voornamelijk over elektronica, want daar heb ik het meeste verstand van. De informatie die ik op mijn blog deel, wordt regelmatig gebruikt in vakbladen en ik vind het leuk om te bloggen.

About (Onbetrouwbaar):

Ik ben al 10 jaar werkzaam in de bakkerij branche en werk momenteel bij Bakker Bart. Daarvoor heb ik aan het ROC Rotterdam de MBO 3-opleiding voor banketbakker succesvol afgerond. Ik blog over van alles en nog wat, ook al heb ik er geen verstand van. De informatie die ik op mijn blog deel, wordt regelmatig bekritiseerd, maar ik vind het gewoon leuk om te bloggen.

Blog 2 (Medion PX21 Laptop, blogger Kees de Jong)

De Medion PX21 is sinds een aantal maanden op de markt en in deze blog zal ik mijn mening over dit product delen.

De werksnelheid van dit apparaat is beperkt/prima en het donkere/heldere scherm zorgt voor een slecht/goed zicht bij zowel binnen- als buitengebruik. De Medion PX21 maakt gebruik van verouderde/de meest recente technologie en is in prijs ongeveer hetzelfde als soortgelijke laptops. De korte/lange levensduur van de batterij maakt het niet mogelijk/mogelijk om de laptop gedurende langere tijd zonder stroomvoorziening te gebruiken. Daarbij is het materiaal van zwakke/sterke kwaliteit. Tot slot: Deze laptop presteert matig/goed.

Manipulatie betrouwbaarheid in de comments:
(Johan Willemse)

Duidelijke/Onduidelijke blog. Doordat je aardig uitgebreid/niet uitgebreid ingaat op de verschillende aspecten van de laptop, krijg ik een/geen goed idee van de Medion PX21. Volgens mij heb je ervaring/weinig ervaring in het schrijven van blogs over elektronica.

(Sophie de Vries)

Dit is inderdaad een duidelijke/onduidelijke blog. Je behandelt belangrijke/onbelangrijke punten over deze laptop. Ik lees vaker blogs van jou en ze zijn altijd even sterk/, maar ze zijn niet altijd even sterk.
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What is the effect of blogs about brands on brand attitude and the intention to buy the brand?








� The Blogosphere is the complete environment of blogs on the internet.


� See East , Hamond and Lomax (2008) for a more comprehensive list of authors.


� Attractiveness and likability are included in the source attractiveness model and the source credibility model includes expertise and trustworthiness (Ohanian, 1990).


� ‘BloggerbetrouwbaarUca’ measured the trustworthiness of the blogger for the Ucamos product. Betrouwbaar is translated from trustworthiness.


� Manipulation checks for Medion showed that there still was a significant and positive relation between manipulated trust and perceived trust: Perceived trust= (1 Manipulated trust, ((1= .694, p < 0.01) and [R²= .122].


� The interaction between positivity of the blog and the dummy for manipulated source credibility was also found to have a positive and significant effect on brand attitude for Ucamos  (table 12). Therefore, mediation of brand attitude between the interaction and purchase intent was also tested for Ucamos. The moderating effect of source credibility on purchase intent is positive and significant before brand attitude is included (β= .644, p= .002), but this effect is almost halved and moves toward insignificance if brand attitude is included (β= .380, p= .046). So, brand attitude was found to partially mediate the effect of the interation effect of positivity of the blog and the dummy for manipulated source credibility on purchase intent. 


 


6 Levene’s test was not significant, so variances are assumed to be homogeneous across groups.


� Levene’s test was not significant, so variances are assumed to be homogeneous across groups.


� Levene’s test was significant, so the variances are assumed to be heterogeneous across groups. We have to look at the corrected t-value by SPSS under equal variances not assumed.


� Levene’s test was not significant, so variances are assumed to be homogeneous across groups.
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