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Comparison between influence of word-of-mouth released by corporate and posted by
existing customers
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This study has compared between the influence of word-of-mouth released by
corporates (which we called as promotional condition) and the influence of word-of-mouth posted by
consumers (which we called as social condition), and conducted three experiments. As a result, every
experiments showed that consumer®s interest about the others were always stronger in social condition
than promotional condition. The influence by other®s word-of-mouth was also always stronger in social
condition than promotional condition.

In addition, we conducted another experiment where we explored about similarity perception in subliminal
condition. As a result, in subliminal condition, the number of items which were showed on the screen
didn"t exert any influence onto participants attitude and purchase intention, whereas the level of
importance of items showed on the screen and used to manipulate participants® similarity perception
exerted significant influence on participants.
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