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ABSTRACT 

 

Usually, film practitioners will advertise their movies both on a movie ticketing 

website and social media. A few not only familiar but also practical methods to help 

their movie’s electronic word-of-mouth (eWOM) were applied to advertise their 

movies, including promoting movie-related hashtags on social media or letting 

starring roles attend various talk shows for their new movies and play a few clips on 

social media, et cetera. However, will these methods affect the movie’s online word 

of mouth and eventually affect the movie’s box office performance? To understand 

this question, we want to figure out the impact of online word of mouth on the movies’ 

box office performance. The study builds on a few existed papers’ understands and 

models of the relationship between the eWOM and the box-office performance. 

Previous studies usually focus on e-commerce word of mouth or social media word of 

mouth. That is why we could not find much information about the adoption rate of the 

eWOM nor the relationship between eWOM and the eWOM adoption process. With 

the help of the cognitive theory, this paper could explain the adoption process about 

how moviegoers follow suggestions from movie ticketing websites and their social 

media.  

 

Keywords: Movie; Moviegoers; eWOM; E-commerce; Social media; Cognitive 

theory; Box-office performance; Advertising effectiveness; Adoption 
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1. The Problem of Identification 

 

1.1 Introduction 

 

 In recent decades, the internet has developed at a fast speed. Due to the fast 

and convenient online services, both the way people receive information and the place 

where people make purchase decisions changed a lot. Online shopping and e-

commerce have already become popular among people. According to Yan et al. 

(2016), Amazon.com made about USD 74.4 billion online sales in 2013. In the same 

year, Taobao.com which is the largest online C2C network in China, had about USD 

179.2 billion online sales. The prosperity of online shop sales appeared with active 

online communication platforms. The e-commerce and social media platforms also 

significantly changed the way how people share their opinions on the products they 

purchased. On Twitter and Facebook, up to 1.28 billion active users will be 

potentially affected by information posted there. In some Chinese social media such 

as Weixin, Weibo, QQ zone, etc., the number of potential marketing message 

receivers could reach 0.5 billion since 2011. 

 The increasing active users on these online communication platforms also 

generated lots of user-generated content (UGC). The UGC could be exactly an 

important source of electronic word-of-mouth (eWOM). When consumers make 

decisions, they would consider carefully based on user-generated online reviews on 

these online communication platforms (Duan et al., 2008; Davis and Khazanchi, 2008; 

Cheung and Thadani, 2012). Moreover, based on a survey performed by Cheung and 

Thadani (2012), 91% of participants said they are eWOM readers who read online 

reviews on e-commerce websites and online blogs on social media right before 

purchasing a service or product. Meanwhile, about 46% of total participants said that 

reviews on these websites influenced their purchase decisions. As for reasons, the 

respondents said reading these contents could reduce risks perceived by consumers 

(Cheung et al. 2009; Park and Kim, 2009). Furthermore, it could significantly 

increase their satisfaction in the purchasing process (Liang et al., 2007). Plus, it could 

help to improve their decision-making efficiency (Cheung et al., 2009).  

 More researches have indicated that the number of online reviews (both 

positive and negative reviews) significantly correlates with the sales of that product or 

services. Besides, social media eWOM could influence more customers in promoting 

online sales. Therefore, the information adoption process that takes place on social 

media may have a more positive impact on sales. 

 

1.2 Problem Statement 

  

 This paper aims to illustrate and explain the impact of a movie’s eWOM on its 

box-office performance. Every product or service provided online will also promote 

them online. One main method to promote them online is social media. However, 

based on our personal experience, sometimes we will purchase something, for 

example, a movie ticket, due to a blogger we follow or a friend who keeps in touch 

with us via social media. However, sometimes we may not have the motivation to buy 

the product or service they mention. What makes the difference? This paper is going 

to explain the difference and illustrate what factors affect us to think so. 
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1.3 Research Objectives 

 

 To correctly answer to the problem statement, the following questions have to 

be addressed: 

(1) What is eWOM, and how does it affect customers’ purchasing decisions? 

(2) What is the relationship between e-commerce eWOM and the social media 

eWOM? 

(3) What is the relationship between e-commerce eWOM and the e-commerce eWOM 

adoption? 

(4) What is the relationship between e-commerce eWOM and social media eWOM 

adoption? 

(5) What factors affect the eWOM quality? 

(6) To explain the eWOM adoption process, what role does the cognitive theory play 

in this process? 

(7) Which eWOM method could be used by marketers in the movie industry to have 

better efficiency, e-commerce websites or social media? 

 

 

 

2. Literature review and Hypotheses Development 

 

2.1. Electronic word of mouth marketing 

 

 Buzz marketing aims to increase the initial marketing share by third parties’ 

efforts through their passive or active influences (Thomas, 2004). Word of mouth 

(WOM) has been acknowledged for years because it profoundly influences what 

people know, feel, and do (Buttle, 1998). It has become a significant feature in our 

information-intensive marketplace, which tightly connects consumers today 

(Karniouchina, 2011). So, nowadays’ market needs us to pay more attention to the 

word of mouth marketing, which is a related concept empowered by consumer to 

consumer (C2C) information exchange (Karniouchina, 2011). Consumers 

communicate at the other consumers about the features, usage, or ownership of a 

specific product and its related service (Berger, 2014). As Carleen (2009) mentioned, 

many patients have discussed their medical service on social media and their doctors 

to optimize their treatments. For the movie industry, it overcame the limitation of 

traditional WOM and became a valuable information source in the consumer 

decision-making process (Yan et al., 2016). Many previous studies show us that 53% 

of moviegoers base their movie choices on information received from others (Rosen, 

2000). 

 So, social media word of mouth can influence destination attractiveness in 

consumer’s early travel decision-making stage (Shu and Scott, 2014). That is why the 

electronic word of mouth may especially affect the moviegoers’ motivation to buy a 

movie ticket. Therefore, the marketing for a movie may have a significant influence 

on its box office performance. 
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2.2 Cognitive cost 

 

 The cognitive cost theory points out that consumers have limited cognitive 

abilities. For this reason, consumers’ actions during the decision-making process 

depend on the cognitive costs of the process (Payne, 1982). Too much information 

will result in consumers suffer an information overload, which will decrease 

consumers’ decision quality (Malhotra and Lagakos, 1982). According to Payne 

(1982) and Todd and Benbasat (1992), consumers keep searching for additional 

information until the benefit from additional information is equal to or greater than 

the cognitive cost of searching. Kuksov and Villas-Boas (2010) show that information 

overload and search costs can discourage consumers from evaluating choices, which 

may even lead to no choices made at all. 

 

2.3. Elaboration likelihood model 

 

 The elaboration likelihood model (ELM) is a theory about information 

processing (Petty and Cacioppo, 1986; Cheung et al., 2008; Chu and Kamal, 2008; 

Lee et al., 2008; Gupta and Harris, 2010; Park and Lee, 2009), which demonstrates 

how the messages influence individual receivers in persuasive communication (Shih 

et al., 2013). This model defined a central route and a peripheral route. For the central 

route, it is usually used when a message receiver could understand the message 

without being distracted by any superficial information (Morris et al., 2005). 

Moreover, the message should be highly relevant to the receivers (Morris et al., 2005). 

The more relevant to the receivers and close to receivers’ interests, the more possible 

for receivers to consider or elaborate on the message (Morris et al., 2005). The 

peripheral route occurs if message receivers could not or would not consider the 

message (Yan et al., 2016).  

 Many previous studies about electronic word of mouth (eWOM) have 

confirmed that the communication between the senders and receivers of eWOM 

influences the decision of message receivers (Zhang and Watts, 2008; Cheung et al., 

2009; Park and Kim, 2009). This research is going to focus on the adoption of eWOM 

during moviegoers’ decision-making process.  

 

2.4. Electronic word of mouth variables 

 

2.4.1. E-commerce eWOM usefulness 

 

 EC-eWOM usefulness is the perception of an eWOM message being useful 

(Sussman and Siegal, 2003). Based on the information adoption theory, information 

influences users’ behavior according to users’ judgment about the usefulness of 

information itself. As special online information, the usefulness of e-commerce 

eWOM (EC-eWOM) impacts the adoption of EC-eWOM (Cheung et al., 2008; 

Cheung et al., 2009; Liu and Zhang, 2010). According to cognitive cost theory, 

although EC-eWOM and social-media eWOM (SM-eWOM) exist simultaneously on 

the Internet, consumers do not always consider both every time, to reduce the 

cognitive cost (Salant, 2011; Liu et al., 2011). When shopping on e-commerce 

websites, consumers refer to SM-eWOM only when they cannot make shopping 

decisions based on the EC-eWOM alone. So, we have two hypotheses: 

 

H1. Perceived EC-eWOM usefulness positively influences SM-eWOM adoption. 
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H2: Perceived EC-eWOM usefulness positively influences EC-eWOM adoption. 

 

2.4.2. E-commerce eWOM credibility 

 

 EC-eWOM credibility is the perceived degree to which an eWOM review 

provides accurate and truthful information (Cheung et al., 2009). For online shopping, 

consumers will think the perceived credibility of eWOM more important, because 

they cannot touch the physical goods (Fan et al., 2013). When consumers consider the 

EC-eWOM is credible, they have the confidence to adopt it for developing their 

decision and do not spend more energy or time on other sources of information to 

reduce the cognitive cost (Salant, 2011; Liu et al., 2011). Or, consumers will not 

adopt it to avoid risks (Cheung et al., 2009). When consumers think the EC-eWOM is 

unreliable, they will check the other sources to get more information, for example, 

SM-eWOM. 

 

2.4.3. Electronic word of mouth adoption: both e-commerce eWOM and social-

media eWOM 

 

 EC-eWOM adoption is a process in which people purposefully engage in 

using EC-eWOM (Sussman and Siegal, 2003). SM-eWOM adoption is similar to EC-

eWOM. It is a process in which people purposefully engage in using SM-eWOM 

(Sussman and Siegal, 2003). Many previous studies show the factors that may impact 

the adoption of eWOM (Chen and Xie, 2005). According to Nonaka (1994), 

“information adoption is a process of information transformation and internalization”. 

Consumers make decisions based on eWOM due to the informative and persuasive 

nature of eWOM (Goh et al., 2013). According to the theory of reasoned action (TRA) 

and the technology acceptance model (TAM), usefulness should be one of the key 

factors which impact the acceptance of certain technology or behavior. 

 Moreover, usefulness is a key antecedent factor of the acceptance of 

information (Sussman and Siegal, 2003). It was also proved that the usefulness of 

eWOM significantly affects the adoption of eWOM (Cheung et al., 2009; Liu and 

Zhang, 2010). Cheung et al. (2008) also pointed out that the usefulness of eWOM 

affects the usefulness of eWOM. The usefulness is also affected by its relevance, 

timeliness, accuracy, and integrity. Baek et al. (2012) found that the consistency of 

ratings, the count of vocabularies, and the proportions of negative contents also affect 

the usefulness of eWOM. Sussman and Siegal (2003) emphasised the assessments of 

information usefulness as a mediator of the information adoption process. 

 Cheung et al. (2009) pointed out that consumers’ trust contributes to the 

adoption of eWOM. The research of Kamins and Assael (1987) proved that the 

integrity of WOM also impacts the perceived credibility of consumers. Mcknight et al. 

(2002) argued that only when consumers believe the received information is credible, 

will they adopt the eWOM to help them make decisions. In contrast, it is less likely 

for consumers to adopt eWOM if they consider the information unbelievable, thus the 

impacts of the eWOM decrease correspondingly (Cheung et al., 2009). Cheung et al. 

(2009) also proved that online information credibility positively impacts adoption. 

 Further, previous research showed that its source influences the credibility of 

the information. Information is more credible when users are more familiar with its 

source. Self (1996) proved that a difference exists between the impact of information 

from sources with higher or lower credibility. Regarding online shopping, consumers 

perceived the credibility of eWOM was more critical for their subsequent shopping 
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intention and behavior because they could not touch the physical goods (Fan et al., 

2013). So, we have the other two hypotheses: 

 

H3: Perceived EC-eWOM credibility positively influences SM-eWOM adoption. 

H4: Perceived EC-eWOM credibility positively influences EC-eWOM adoption 

 

2.4.4. Mediating effects 

 

 EC-eWOM and SM-eWOM are also connected. Different sorts of information 

come together and impact on consumers (Munar and Jacobsen, 2013; Xu et al., 2014). 

Based on previous studies mentioned on the part of 2.2 about cognitive cost, 

consumers prefer to spend the less cognitive cost to gain the maximum benefits in a 

decision-making process (Todd and Benbasat, 1992). Besides, consumers will not 

keep searching for additional information unless the benefit from additional 

information is equal to or greater than the cognitive cost of searching (Payne, 1982; 

Todd and Benbasat, 1992). Mitchell and McGoldrick (1996) said when consumers are 

not certain for the information they have, they may look for information from social 

network sources to reduce risks. Social media have now become a platform for 

eWOM communications (Chu and Kim, 2011). So, we have the last hypothesis: 

 

H5: Perceived EC-eWOM adoption positively influences SM-eWOM adoption. 

 

 

 Regarding the conceptual framework, it is as follows: 

 

Figure 1. Conceptual Model 
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3. Methodology 

 

3.1 Data Collection and Sample Characteristics 

 

 To figure out the relationship between eWOM and the movie’s box office 

performance, the research is designed as quantitative research. The data are collected 

from a questionnaire by a statistical website (http://www.wjx.com). The participants 

are from a variety of people. To understand these groups of people, a few 

demographic questions were chosen and asked. Eventually, a total of 92 participants’ 

questionnaire results are valid. Table 1 shows the detailed demographic information. 

According to the survey, the number of male respondents and the number of female 

respondents are almost equivalent. The age of respondents is above 18. More 

specifically, 86.96% of respondents’ age is less than 30. For the frequency of 

watching a movie in a cinema, it is a diversified result. However, 97.83% of 

respondents go to the cinema to watch a movie once a year at least. Therefore, it is 

proper to explain the movies’ box office performance via this survey. 

 

Table 1. Demographic information of the respondents (%) 

Items Characteristics in % 

Gender Male: 51.09% 

  Female: 48.91% 

Age 0-18: 0% 

  19-22: 58.70% 

  23-30: 28.26% 

  More than 30: 13.04% 

Frequency of Watching  Once a week: 10.87% 

a Movie in a Cinema Once half a month: 13.04% 

  Once a month: 28.26% 

  Once two months: 19.57% 

  Once a quarter: 15.22% 

  Once half-year: 8.7% 

  Once a year: 2.17% 

  Never: 2.17% 

Education Background High school and below: 4.35% 

  Bachelor degree: 85.87% 

  Masters: 9.78% 

  PhD: 0% 

 

  

http://www.wjx.com/
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Figure 2. Frequency of Watching a Movie in a Cinema 

 

Table 2. Items for each variable in the questionnaire 

 

A. E-commerce eWOM Usefulness 

 I believe e-commerce eWOM is valuable. 

 I believe e-commerce eWOM is informative. 

 I believe e-commerce eWOM is helpful. 

 I believe e-commerce eWOM is of benefit to me. 

 I believe e-commerce eWOM is useful. 

 I believe e-commerce eWOM is advantageous for supporting my purchase 

decisions on a movie ticket. 

B. E-commerce eWOM Credibility 

 I believe e-commerce eWOM is factual. 

 I believe e-commerce eWOM is accurate. 

 I believe e-commerce eWOM is credible. 

 I believe e-commerce eWOM is reliable. 

 I believe e-commerce eWOM comes from a creditable source. 

 I believe e-commerce eWOM comes from a trustworthy source. 

 I have confidence in the believability of the e-commerce eWOM source. 

C. E-commerce eWOM Adoption 

 I agree with the content of e-commerce eWOM. 

 I will follow the suggestion of e-commerce eWOM information. 

 E-commerce eWOM motivates me to make a purchase decision on a movie. 

 After reading the e-commerce eWOM, I intend to make a purchase decision 

with the movie of interest. 

10.87%

13.04%

28.26%

19.57%

15.22%

8.70%

2.17% 2.17%

0.00%

5.00%

10.00%

15.00%

20.00%

25.00%

30.00%

Once a
week

Once half a
month

Once a
month

Once two
months

Once a
quarter

Once half-
year

Once a
year

Never
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 The review of a movie on an e-commerce website made it easier for me to 

make a purchase decision on that movie ticket 

 The review of a movie on an e-commerce website has enhanced my 

effectiveness in making a purchase decision on that movie ticket.  

D. Social Media eWOM Adoption 

 I agree with the content of social media eWOM. 

 I will follow the suggestion of social media eWOM information. 

 Social media eWOM motivates me to make a purchase decision on a movie. 

 After reading the social media eWOM, I intend to make a purchase decision 

with the movie of interest. 

 The review of a movie on a social media website made it easier for me to 

make a purchase decision on that movie ticket 

 The review of a movie on a social media website has enhanced my 

effectiveness in making a purchase decision on that movie ticket. 

 

 

 

 

3.2 Reliability Test 

 

 The study used SPSS 20.0 to analyze all the data. Here is the reliability test. 

The reliability of these data was tested based on the Criteria of Cronbach’s Alpha (α) 

to test the reliability of each variable. The criteria are as follows: Excellent (α > 0.9), 

Good (0.7 < α < 0.9), Acceptable (0.6 < α < 0.7), Poor (0.5 < α < 0.6), Unacceptable 

(α < 0.5) (Sijtsma, 2009).  

 

Table 3. Cronbach’s Alpha (α) of each variable 

 

Variables  Number of Items Cronbach's Alpha 

EC-eWOM Usefulness 6 0.960 

EC-eWOM Credibility 7 0.964 

EC-eWOM Adoption 6 0.954 

SM-eWOM Adoption 6 0.970 

 

The results of each Cronbach’s Alpha were shown in Table 3. According to the 

Criteria of Cronbach’s Alpha, the reliability of EC-eWOM Usefulness (α = 0.960), 

EC-eWOM Credibility (α = 0.964), EC-eWOM Adoption (α = 0.954), and SM-

eWOM Adoption (α = 0.970) are excellent. Therefore, the questionnaire passed the 

Cronbach’s Alpha test, and the questionnaire is reliable. 
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3.3 Correlation Test 

 

 According to the data from 92 respondents, the correlations that the study is 

trying to figure out are presented below. The Person’s Correlation was used in this 

study. The correlation matrix table (Table 4) is as follows. The quantity relationship 

between four variables was calculated by SPSS 20.0. 
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Table 4. Correlations 

 

 
 
 
  EC-eWOM Usefulness EC-eWOM Credibility EC-eWOM Adoption SM-eWOM Adoption 

Correlation 1       

Sig. (2-tailed) 

    

     Correlation -.027 1 

  Sig. (2-tailed) .795 

   

     Correlation .120 .060 1 

 Sig. (2-tailed) .253 .569 

  

     Correlation .117 .262* .105 1 

Sig. (2-tailed) .265 .012 .320   

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

               

Correlation MATRIX 
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3.4 Statistical Method 

 

 In this study, a questionnaire was used to collect data of all the variables. A 7-

point Likert Scale was used to measure the results. Respondents rated each statement 

from 1 (lowest) to 7 (highest). The items were used from the previously used 

questionnaires, including Sussman and Siegal (2003), Cheung (2014), Fang (2014), and 

Yan et al. (2016).  

The regression was run by the SPSS 20.0. The results are as follows in Table 5. 

 In the Hypothesis 1, EC-eWOM Usefulness to SM-eWOM Adoption (β = 0.117, p 

= 0.265 > 0.05). In the Hypothesis 2, EC-eWOM Usefulness to EC-eWOM Adoption (β 

= 0.120, p = 0.253 > 0.05). In the Hypothesis 3, EC-eWOM Credibility to SM-eWOM 

Adoption (β = 0.262, p = 0.012 < 0.05). In the Hypothesis 4, EC-eWOM Credibility to 

EC-eWOM Adoption (β = 0.060, p = 0.569 > 0.05). In the Hypothesis 5, EC-eWOM 

Adoption to SM-eWOM Adoption (β = 0.105, p = 0.320 > 0.05). Because the p-value of 

Hypothesis 3 is less than 0.05, the Hypothesis 3 is significant. Meanwhile, all the other 

hypotheses’ p-value are more than 0.05, which means the other hypotheses are rejected. 

In the Hypothesis 3, the β is positive. Therefore, the perceived SM-eWOM adoption is 

positively correlated with the EC-eWOM credibility. 

 

 

 

 

 

Table 5. Path coefficient for variables 

 

  β T Statistics P Values 

Path coefficients of direct effect       

EC-eWOM Usefulness to SM-eWOM Adoption 0.117 1.122 0.265 

EC-eWOM Usefulness to EC-eWOM Adoption 0.120 1.150 0.253 

EC-eWOM Credibility to SM-eWOM Adoption 0.262 2.578 0.012 

EC-eWOM Credibility to EC-eWOM Adoption 0.060 0.571 0.569 

EC-eWOM Adoption to SM-eWOM Adoption 0.105 1.000 0.320 
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4. Result and Discussion 

 

4.1 Hypotheses Testing 

 

 As shown in Table 4, the path coefficients tried to explain the correlations 

between the variables. With the help of the p-value approach (Li, 2009), when the p-

value is less than 0.05, there must be an existed relationship between the two variables. 

Moreover, the coefficient, β, tells us whether there is a positive or negative relationship. 

Therefore, the results of the hypotheses are as follows.  

 

Hypothesis 1 (Perceived EC-eWOM usefulness positively influences the SM-eWOM 

adoption) is rejected by the data (β = 0.117, p = 0.265 > 0.05). 

Hypothesis 2 (Perceived EC-eWOM usefulness positively influences the EC-eWOM 

adoption) is rejected by the data (β = 0.120, p = 0.253 > 0.05). 

Hypothesis 3 (Perceived EC-eWOM credibility positively influences the SM-eWOM 

adoption) is supported by the data (β = 0.262, p = 0.012 < 0.05). 

Hypothesis 4 (Perceived EC-eWOM credibility positively influences the EC-eWOM 

adoption) is rejected by the data (β = 0.060, p = 0.569 > 0.05). 

Hypothesis 5 ( Perceived EC-eWOM adoption positively influences the SM-eWOM 

adoption) is rejected by the data (β = 0.105, p = 0.320 > 0.05). 

 

 

 

Table 6. Summary of hypotheses testing results 

  

  No. Hypothesis Results 

1 Perceived EC-eWOM usefulness positively influences 

the SM-eWOM adoption 

Rejected 

2 Perceived EC-eWOM usefulness positively influences 

the EC-eWOM adoption 

Rejected 

3 Perceived EC-eWOM credibility positively influences 

the SM-eWOM adoption 

Accepted 

4 Perceived EC-eWOM credibility positively influences 

the EC-eWOM adoption 

Rejected 

5 Perceived EC-eWOM adoption positively influences 

the SM-eWOM adoption 

Rejected 



15 

 

5. Conclusions and Implications 

 

5.1 Discussions 

 

 The study aims to explain the relationship between the four variables mentioned 

above. However, the study paid more attention to the impact of eWOM on a movie’s box 

office performance. By measuring the adoption of social media eWOM, the study 

measures the box office. The results accepted Hypothesis 3 and rejected the other 

hypotheses. So the perceived EC-eWOM credibility positively influences the SM-eWOM 

adoption. Online movie ticketing websites should pay more attention on their websites’ 

credibility and social media platforms eWOM. 

 

5.2 Managerial Implications 

 

 This study has several managerial implications. The most obvious benefit for the 

online movie ticketing websites is to focus on movie ticketing websites’ perceived 

credibility. Customers will follow credible movie ticketing websites’ suggestions to buy a 

movie ticket. Also, they may contribute to social media eWOM of the movie. 

 

5.3 Limitations and Future Research 

 

 Due to the other four hypotheses were rejected, this study did not get a satisfying 

result as the previous studies did. However, the positive influence of the perceived EC-

eWOM credibility on SM-eWOM adoption is confirmed and supported by the results. 

Future research could set more questionnaire questions to test more possible variables. 
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Appendix 

Questionnaire: 

 

1. Gender:  

 Male 

 Female 

 

2. Age: 

 17 

 18 

 19 

 20 

 21 

 22 

 23 

 24 

 Above 24 

  

3. How often do you visit a cinema to watch a movie? 

 Once a week 

 Once half a month 

 Once a month 

 Once a quarter 

 Once half-year 

 Once a year 

 Never 

 

4. Which item below best describes your educational background? 

 High school and below 

 Bachelor degree 

 Masters 

 Ph.D. 

 

 

A. E-commerce eWOM Usefulness 

 

Rating from 1 (lowest) to 7 

(highest) 

1. I believe e-commerce eWOM is valuable.        

2. I believe e-commerce eWOM is informative.        

3. I believe e-commerce eWOM is helpful.        

4. I believe e-commerce eWOM is of benefit to 

me. 
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5. I believe e-commerce eWOM is useful.        

6. I believe e-commerce eWOM is advantageous 

for supporting my purchase decisions on a 

movie ticket. 

       

 

B. E-commerce eWOM Credibility 

 

Rating from 1 (lowest) to 7 

(highest) 

1. I believe e-commerce eWOM is factual.        

2. I believe e-commerce eWOM is accurate.        

3. I believe e-commerce eWOM is credible.        

4. I believe e-commerce eWOM is reliable.        

5. I believe e-commerce eWOM comes from a 

creditable source. 

       

6. I believe e-commerce eWOM comes from a 

trustworthy source. 

       

7. I have confidence in the believability of the e-

commerce eWOM source. 

       

 

C. E-commerce eWOM Adoption 

 

Rating from 1 (lowest) to 7 

(highest) 

1. I agree with the content of e-commerce 

eWOM. 

       

2. I will follow the suggestion of e-commerce 

eWOM information. 

       

3. E-commerce eWOM motivates me to make a 

purchase decision on a movie. 

       

4. After reading the e-commerce eWOM, I 

intend to make a purchase decision with the 

movie of interest. 

       

5. The review of a movie on an e-commerce 

website made it easier for me to make a 

purchase decision on that movie ticket 

       

6. The review of a movie on an e-commerce 

website has enhanced my effectiveness in 

making a purchase decision on that movie 

ticket. 
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D. Social Media eWOM Adoption 

 

Rating from 1 (lowest) to 7 

(highest) 

1. I agree with the content of social media 

eWOM. 

       

2. I will follow the suggestion of social media 

eWOM information. 

       

3. Social media eWOM motivates me to make a 

purchase decision on a movie. 

       

4. After reading the social media eWOM, I 

intend to make a purchase decision with the 

movie of interest. 

       

5. The review of a movie on a social media 

website made it easier for me to make a 

purchase decision on that movie ticket 

       

6. The review of a movie on a social media 

website has enhanced my effectiveness in 

making a purchase decision on that movie 

ticket. 

       

 

 


