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Abstract The present study identified the determinants of the behavioral intention to purchase an air
purifier. This work further examined the moderating effect of interactivity readiness on the relation
between the purchase intention and the word-of-mouth (WOM) intention. Our conceptual model
included a second-order construct of SNS WOM richness, consisting of three first-order constucts of SNS
WOM relevancy, timeliness and sufficiency. Furthermore, SNS WOM usefulness and credibility were
incorporated into the model to predict the purchase intention. A total of 312 respondents participated
in the survey study. A series of scale refinement processes were performed and a structural equation
model analysis was conducted to verify our research hypotheses. The results indicated that SNS WOM
richness was found to be significantly predictive of both SNS WOM usefulness and credibility, which in
turn, had significant impacts on purchase intention. In addition, results revealed that purchase intention
had a significant and positive influence on WOM intention. However, results failed to verify the

moderating effect of interactivity readiness on the influence of behavioral intention on WOM intention.
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Fig. 1. A conceptual model in the present study
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Table 1. Demographic profile of survey respondents

Profile characteristics Criteria Frequency (%)
Mal, 14! 47.8

Gender ac 2 _7
Female 163 52.2
20-29 132 423
30-39 81 26.0
Age 40-49 55 17.6
50-59 30 9.6

Over 60 14 4.5
Single 215 68.9

Marital status

Married 97 31.1

under high school graduation 2 6
High school graduation 71 22.8
A two-year college graduation 50 16.0

Level of education -

four-year university graduation 157 50.3

Graduate master degree 26 8.3

Graduate Ph.D degree 6 1.9

Student 53 17.0

Management 122 39.1

Service 22 7.1

Technology/production 16 5.1

Occupation -

Professional 31 9.9

Self-employed 14 45

Housewife 17 5.4
Etc. 37 11.9
Total N =312 100.0

Table 2. Descriptive statistics: Mean, standard deviation, skewness, kurtosis

Construct Items Mean S.D. Skewness Kurtosis
WOMRI 201 866 -333 -39
M

Wo [Mrleegv anee WOMR2 3.09 940 -524 -.561
D001 WOMR3 275 901 -.043 -352
-D=0. WOMR4 291 885 216 197
. WOMTI 3.26 939 -.828 085

WOM timeliness WOMT2 317 936 ~659 ~059
SDhovod WOMT3 329 937 -761 136
D=0 WOMT4 3.15 925 -.476 -.094

o WOMS1 2.93 897 156 -327

D\/’[(/_szg Sugglfgcgyl WOMS2 2.88 888 -147 ~519
=2 D0 WOMS3 2.78 928 -.203 -572
i, i X PUL 3.03 867 360 231
Perceived usl\if_tgriess of WOM U2 3.20 910 ~507 ~0%
D088 PU3 3.01 869 -.403 077
D=0, PU4 3.06 869 -.480 -.180

o CRED1 2.76 838 —123 185
Cmdlbijf_yz(;f WOM CREDZ 2.65 812 ~042 ~352
D081 CRED3 2.64 813 228 220
-D=0. CRED4 2.65 791 281 -.282
.. PI1 2.97 872 -412 -121
Purcha;le:gmltentlon PIZ 307 899 _440 _389
shovol P13 3.12 933 -.478 -.237
D=0 PI4 3.12 915 428 034
o WOMINTIL 3.07 801 -386 283

WON, fryention WOMINT2 307 874 ~393 -85
D085 WOMINT3 3.09 892 505 -.100
D=0, WOMINT4 2.99 841 -465 034

— ) IR1 3.23 882 -277 252
Interactl;\//}?; ;eadmess 1R2 321 873 _002 _192
SDongo IR3 359 851 561 359
-D-=0. R4 2.99 856 “111 -.032
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Table 3. The result from an exploratory factor analysis

Ttems Component
1 2 3 4 5 6 7
WOMRI1 .168 295 .262 117 711 223 .264
WOMR2 .207 .389 225 192 712 .138 234
WOMR3 409 218 .150 191 .688 212 .097
WOMR4 .269 322 115 .261 .694 242 .106
WOMT1 142 .809 176 .182 .256 176 .186
WOMT2 147 827 181 172 234 234 .106
WOMT3 137 834 .165 .196 224 181 .165
WOMT4 .207 774 155 223 181 .255 .092
WOMS1 .136 391 .199 .120 .226 744 .184
WOMS2 261 427 171 118 .258 .658 221
WOMS3 375 .300 105 176 251 725 .033
PU1 450 .228 .306 .201 244 117 .610
PU2 .301 .298 .254 277 .229 .166 .676
PU3 430 176 313 .269 314 .243 .520
PU4 .408 261 .256 .332 270 .181 .547
CRED1 .801 .158 191 .159 201 .079 195
CRED2 .758 .087 254 194 214 .268 123
CRED3 .805 .185 .226 211 .186 .168 142
CRED4 777 .187 222 .225 .164 153 .236
PI1 .267 .162 .787 257 .205 134 115
P12 235 221 732 354 .150 122 .190
PI3 252 172 773 .320 147 154 154
Pl4 .209 .183 792 317 .143 .083 .188
WOMINT1 .265 177 374 .652 223 125 .170
WOMINT2 193 249 304 .804 .146 .085 137
WOMINT3 .187 226 321 791 119 141 .149
WOMINT4 262 .188 321 749 215 .102 176
Table 4. The result from a confirmatory factor analysis
First—order construct Second-order Items AVE Cor-np(.)s.ite Standardiz‘ed CR Cronbach’s
construct reliability factor loading alpha
WOMR1
WOMR?2
WOM relevance WOMR3 0.910 13.838 0.916
WOMR4
WOMT1
WOM richness o WOMT2 0.767 0.908
WOM timeliness WOMT3 0.841 13.281 0.948
WOMT4
WOMS1
WOM sufficiency WOMS2 0.875 - 0.903
WOMS3
PU1 0.860 21.366"
Perceived usefulness of PU2 0.854 21.069"
WOM PU3 0761 0927 0.889 22932 0928
PU4 0.886 -
CRED1 0.838 21173
o CRED2 0.855 22.102
Credibility of WOM CRED3 0.775 0.932 0915 25.000" 0.931
CRED4 0.910 -
PI1 0.883 23.718"
N P12 0.895 24.546"
Purchase intention 3 0.804 0.943 0.905 25203 0.943
P4 0.904 -
WOMINT1 0.834 20385
N WOMINT2 0.915 24956
WOM intention WOMINT3 0.788 0.937 0.906 24T 0.936
WOMINT4 0.893 -

Note. **p<0.001, AVE=average variance extracted, C.R.= critical ratio
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AEEe o QARAEFS TE AEve] B

(cross loading)7h WERHA] giokom] Hz w712
05 o9l A0 Uehith. webd BE HYbE}

PSS HF BAOIA ARG

29 SHEgE
Held e (dlscrlmlnant validity)& E3}5

I (construct validity)E H7F517] Y5t
B2 +5IATHG67,68). Table 4=

230
T

(convergent validity)2} T
= __[L/Ré]ﬂ-ﬂ-
gRld gl
= 218 818N
¥t A3E vehi e Sich #2235 818 g
HdEA:Z (AVE; average variance extracted), 71
3 ESHAFE (compositite reliability) S ]*]"31' Z2
HE SAUSEY 7253} 9 HAo] fojeE
p<0.05°14 0.6 oV, BE B$E9 EMIFE %11'0]
0.7 o}, 181l 84S gho] 0.5 o[del Ao
YEFATHO4,09]. TebA] £ A9 SRS HHe
STHEFEE gHEE Zog FriEelth &E2d 48
gt Zroll st W& 434 (internal consistency)S H
7171 Y3te] Cronbach’s alpha A& 3 A 4
I BE e A4 W72 0.7 o] AeE v
EPATHT0).

TR 39 1A 7N
(first-order construct) ‘FTAHAARS] HAA '} ‘LA
AR AV, 1Ea FAYRY FEY0RE FAE
= 2% #4709 (second-order construct)o|tt. 2Xk
T37lde] 12 A7 d Sl st A 4= A=A
£ B7kel7] foto] HA/ols) BEE (nomological
validity) & ZAFIATH71]. Table 47F YelE= 2913
[RIEA ZAxtof| ofsHd, 3] 754 1 gro] Foje T
AREO S2FE At 2789 2% +7Mde] mE
3 A FE2 BAA /FE p0.05°14 2% 0.5
o[l AR A=t weEbA, FTHPHY FRA

oo o A

:\::l,

d

iy

L

[e)

Frye

=

Table 5. The results of the assessment of
discriminant validity

Cri’clft AVE 1 2 3 4 5
1 0.767 | 0.876

2 | 0761 | 0848 | 0872

3 0775 | 0837 | 0.837 | 0.880

4 | 0804 | 0679 | 0771 | 0668 | 0.897

5 0.788 | 0.692 | 0757 | 0.646 | 0.804 | 0.888

Note. 1: WOM richness, 2: Perceived usefulness of WOM, 3:
Credibility of WOM, 4: Purchase intention, 5: WOM intention
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(estimated inter-construct correlation) gHET &
Aeole WaEg L R HrRE £ Qo
[69,72]. A& oA, ‘FAFEY F5A o A Al
A AVE AlE 362 0.876°1H, ‘FAFES] FHA
Tt 47) W= 7o) 8 AFAS g2 B 0.876ETH
22 AL 5 vk B FAPRY 48497 7
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Table 6. The calculated values of model fit indices for the measurement model and structural model

Model fit indices 2%(dD NFI CFI IFI GFI RMSEA
657.073(311)
measurement model (p=0.000) 0.929 0.9601 0.961 0.864 0.060
2.113
751.218(316)
structural model (p=0.000) 0.919 0.951 0.951 0.849 0.067
2377
Minimum criteria <3.0 0.8< 0.8< 0.9< 0.8< <0.08
Table 7. The results of the test of research hypothesis 1, 2, 3, 4, & 5
Research hypotheis B CR Test result
H1. WOM richness -) perceived usefulness of WOM 0.906 14.273™ Accept
H2. WOM richness -) credibility of WOM 0.806 13.079™ Accept
H3. Perceived usefulness of WOM -) purchase intention 0.681 9.945™ Accept
H4. Credibility of WOM -) purchase intention 0.139 2.185 Accept
H5. Purchase intention -) WOM intention 0.816 16.715™ Accept
Note. *p<0.05, **p<0.001, C.R: critical ratio
Table 8. The results of the test of moderating effect of interactivity readiness
Interactivity readiness Interactivity readiness Unconstrained Constrained model
(Low) (N=127) (high) (N=185) model onstrained mode | Test
Adx
. CR - CR - ) 2 result
Hypothesis B (t-value) p-value B (t-value) p-value x df x df
H6. Purchase itention -) - )
. . 0.794 | 15904 | 0.000 | 0.791 | 15.904 | 0.000 |1259.764| 632 |1261.134| 633 1.370 | Reject
WOM intention

SEAS AT AE Aol QoA 2ol HeXE HE
SFATE AW AR WHe e 94
(median)& 7|02 7¥7F gho] =2 Ao 32 Jo
& E55k= 394 £ (median split) H41S &85}
AcH76]. T4 £ &85t 43t J5a-g ol
e A (N=127)3 &2 Jd (N=185)2.8 EFo13
o} & A= 2EETE Brtsh] i5te] AAREE
(unconsrained model)¥ AP (constrained)2] 7}
oJAIF AJolof gt HAHE =Hste] By Tt H: ko
2tolgre HAASIACH77]. Table 83 Zo] A2zt
Ak 7] 4x°/dfS ARG A}, 2EEIE= B
Hog FolslA] k2 Ao Yehgtt mEkA A7k
< o504 7124 =ik

5. =0 o ZZ

E JLoAE SNSERE AHAPL 4L 4= Qs 7
3 %

A R Ot A4 AEgn AA, TS 2

Qi
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