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6 81.46% 4~6 1~3 ( SMC) 0.5
13.90% 4. 64%; 4 ( AVE) 0.5
52.98% 1~2 .~ 2~3 3~4 2,
14.24%. 14.57%- 16.23% ( AVE)
1 1.98%
N 3,
() 1
SPSS 24 Tab.1 Reliability of each variable
Cronbach’s « 0.7 1; Cronbach’s  «
AMO0S24. 0 3 0.915
( CR) 0.8 0.7 4 0.954
2. 3 0.952
4 0. 942
0.7
2
Tab.2 Results of each variable’s reliability and validity
_— SR SRR E AT e HEMFE WS E
Unstd. S.E. Z—value Std. SMC CR AVE
Sexpl 1 0. 836 0. 699
5 BIRE Lk Sexp2 1. 150 0.058 20. 005 * 0.901 0. 812 0.917 0.786
Sexp3 1.113 0. 055 20.213 * 0. 920 0. 846
Screl 1 0.898 0.806
p— Scre2 1.078 0.040 26.639 * 0.928 0.862 0655 5 il
Scre3 1.092 0.041 26.534 x 0.930 0.864
Scre4 1.046 0.042 25.124 * 0.912 0.831
Ierel 1 0.931 0.867
FREAIEEE Tere2 1.011 0.033 30.974 * 0.941 0.885 0. 952 0. 869
Icre3 1.004 0.035 29.023 * 0.925 0.856
Tadol 1 0.844 0.712
— lado2 1.137 0.053 21.315 e 0.912 0.832 001 0,503
lado3 1.116 0.051 22.044 * 0.926 0.858
lado4 1.104 0.053 20.750 * 0.901 0.811
3 AVE
Tab.3 Correlation coefficient matrix between variables and AVE square root
- WAk X 5113 B
ok AVE FERWLLYE  FERATEE AT EER
5 B IR LI 0. 786 0. 887
15 BIE T Sk 0. 841 0. 749 0.917
(EISTIREY: 0. 869 0. 700 0. 895 0.932
58 RAM 0. 803 0. 543 0. 549 0. 584 0. 896
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Tab.4 Results of structural model’s fitting
«*/df GFI AGFI NFI CFI RMSEA SRMR
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Tab.5 Standardized path coefficient of structural model and results of hypothesis test
C.R.
Estimate 5 ( t-value) P
— 0.571 0. 140 3.243 * % H1
— 0.939 0. 062 16. 008 * % %k H2
— -0.230 0. 165 -1.170 0.242 H3
— 0.792 0. 054 14. 593 * %k H4
— -0. 006 0.055 -0.123 0.902 HS5
— 0. 345 0.076 3.815 * % Kk H6
S p<0.01 " p < 0.001,
; -0.227 95%
0.321 95% -0.723 0.482 0 ;
0.101 0.787 0
-0.026 95% -
o 0.166 0.125 0 ;
— H3 H5 3
— N — — 0.232;
o 0. 553,
6
Tab. 6 Results of distal mediating effect
Bias—Corrected 95% CI
Estimate P-Value
Lower Upper
— 0. 321 0.034 0. 101 0. 787
— — -0.227 0.389 -0.723 0.482
— — -0.026 0. 691 -0. 166 0. 125
- - 0.485 0.043 0.172 1. 298
—
0.232 0. 068 0. 041 0.614
0.553 0. 000 0.412 0. 807
© 2 000 bootstrap samples o
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Abstract: The effect of positive electronic word —of —mouth has been paid more and more attention. Through a
literature review this paper constructed a distal mediating model of the influencing mechanism of positive electronic
word—of —mouth information sources on consumers’ information adoption behavior and conducted empirical tests by
using the structural equation model bootstrap and other methods. The results show that the professionalism of positive
electronic word—of—mouth information source not only has a direct positive impact on consumers’ information adoption
behavior but also has an indirect impact on it through the distal mediating of positive electronic word —of —mouth
information source reliability and information credibility. However the professionalism of positive electronic word—of
—mouth information source does not have a direct impact on information credibility nor does the reliability of
information source have a direct impact on consumer information adoption behavior. Finally based on the research
results countermeasures to improve the effect of positive electronic word—of—mouth communications are put forward
and the future research direction is pointed out.
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