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Need for cognition 4.34 0.83 924
Affect intensity 4.38 0.80 .902
Vs
Prior attitude 3.44 1.55 .982
Prior knowledge 3.61 1.17 928
Offline 3.13 1.44 .946
R WOM
DVs gmor ) Online (Anonymity O) 2.56 1.39 .947
intentions
Online (Anonymity X) 2.43 1.39 .969
Table 3. Types of Information Processors
Information Processing Thinking
Dispositions High Low
Combination Processor (n = 270) Feeling Processor (n = 181)
High Soft Rumor Hard Rumor Soft Rumor Hard Rumor
(n=133) (n=137) (n=82) (n =99
Feeling
Thinking Processor (n = 154) Passive Processor (n = 301)
Low Soft Rumor Hard Rumor Soft Rumor Hard Rumor
(n = 85) (n = 69) (n=161) (n = 140)
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Table 4. Effects of need for cognition, affect intensity, prior knowledge, and prior attitude on rumor word —of —mouth
intentions

. . R?
WOM Intentions B(B) t P Model Fit F (adjusted)
NFC —.080(—.046) | —.937 349
Al 263(.153) 3.038 .003
Offline .000 11.843 | .094(.086)
PK 334(.257) 5.014 .000
PA —.056(—.040) | —.789 431
NFC —.087(—.055) | —1.140 255
Al - 256(.165) 3311 001
Soft Online 000 16216 | .125(.117)
Rumor PK (Anonymity O) .382(.325) 6.451 .000
PA —152(—1.22) | —2.427 016
NFC — .060(—.040) | —.817 414
Al - 196(.131) 2,622 009
Online .000 14392 | 112(.104)
PK (Anonymity X) 366(.323) 6.358 .000
PA —138(—.114) | —2.269 024
. . R?
WOM Intentions B(B) t P Model Fit F (adjusted)
NFC —.079(—.048) | —.943 346
Al 424(.240) 4916 .000
Offline .000 14.240 | .115(.107)
PK 182(.164) 3.220 001
PA .009(.095) 2.094 037
NFC —119(—.073) | —1.466 143
H Al | 335(.191) 3.988 .000
ard Online 000 19.591 | 151(.143)
Rumor PK (Anonymity O) 279(.253) 5.083 .000
PA 171(.164) 3.709 .000
NFC —212(-.126) | —2.512 012
Al | 310(.172) 3.562 .000
Online 000 17.266 | .136(.128)
PK (Anonymity X) 1307(.270) 5.380 .000
PA .156(.146) 3.258 001

NFC: Need for Cognition, Al: Affect Intensity, PA: Prior Attitude, PK: Prior Knowledge
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Table 5. ANOVA Tests: Word-of-Mouth Intentions of Information Processors

15

Types of Information

WOM Intentions N m SD F P
Processor
Combination ° 133 3.04 1.57
Thinking 85 2.40 1.31
Offline 4.259 .006
Feeling ® 82 2.96 1.40
Passive 161 2.73 1.23
Combination ° 133 2.43 1.38
Soft Thinking Online 85 1.72 1.02 708 o0
Rumor Feeling ® (Anonymity O) 82 2.29 1.35 ' '
Passive 161 2.15 1.17
Combination ° 133 2.20 1.36
Thinking ° Onli 85 1.64 0.97
nine 4170 | 006
Feeling ® (Anonymity X) 82 2.17 1.22
Passive 161 2.02 1.17
Types of Information WOM Intentions N M sD F p
Processor
Combination ° 137 3.83 1.48
Thinking @ 69 3.15 1.47
Offline 7.490 .000
Feeling 99 3.64 1.34
Passive ? 140 3.14 1.24
Combination ° 137 3.35 1.60
Hard Thinking ® Online 69 2.52 1.15 059 000
Rumor Feeling (Anonymity O) 99 3.00 1.38 ' '
Passive ? 140 2.76 1.21
Combination ° 137 3.21 1.64
Thinking @ Online 69 2.35 1.17
. 6.468 .000
Feeling (Anonymity X) 99 2.90 1.46
Passive ? 140 2.70 1.23

* Scheffe:a < b
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Table 6. Effects of prior knowledge and prior attitude of information processors on their rumor word-of-mouth
intentions

. . R?
WOM Intentions B(B) t P Model Fit F (adjusted)
PK 316(.249) 4189 | .000
Offline .000 9.564 | .067(.060)
PA —093(—.101) | —1.702 | .090
" PK - 339(.268) 4535 | .000
Combination Online 000 | 11.032 | .076(.069)
Processor | pa (Anonymity O) —.092(—.101) —-1.705 .089
PK i 336(.261) 4.409 | .000
Online 000 | 10.755 | .075(.068)
PA (Anonymity X) —.105(—.113) —1.905 058
PK 316(.230) 2932 | .004
Offline 005 5512 | .068(.056)
PA —-130(-.130) | —-1.653 | .100
Thinki PK i 310(.281) 3.624 | .000
Inking Online 001 7.794 | .094(.082)
Processor | pa |  (Anonymity O) —.105(—.131) | —1.684 | .094
PK : 351(.326) 4.271 .000
Online .000 10.515 | .122(.111)
PA (Anonymity X) —-.108(—.138) | —1.809 | .072
PK 299(.258) 3.420 | .001
Offline 002 6.265 | .066(.055)
PA —119(—.136) | —1.811 072
Feel PK onli 379(.327) 4422 | .000
eeling nine 000 9.925 | .100(.090)
Processor | pa (Anonymity O) —112(-128) | —1.729 | .086
PK i 354(.307) 4.140 | .000
Online 000 9.260 | .094(.084)
PA (Anonymity X) — 145(—.168) -2260 | .025
PK 147(.119) 1.987 | .048
Offline 115 2.176 | .014(.008)
PA - 064(—.071) | —1.187 | .236
Passi PK i 273(.225) 3.841 .000
assive Online 000 | 10.584 | .066(.060)
Processor PA (Anonymity O) —.182(—.207) —3.541 000
PK - 268(.219) 3.737 | .000
Online .000 9.920 | .062(.056)
PA (Anonymity X) —.177(—.200) —3.407 .001

PK: Prior Knowledge, PA: Prior Attitude
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This study focused on rumor recipient’s information processing disposition, prior attitude, and
prior knowledge on her/his rumor word-of-mouth intentions. The study also divided rumor
spreading conditions into three categories: offline and online (anonymity guaranteed
environment & anonymity not-guaranteed environment). A genre of rumor also was divided
into two categories: soft and hard rumors. According to the results, people having a high
emotion level and a high prior knowledge toward a rumor subject showed a higher level of
rumor word-of-mouth intentions. This implies people who think they know the subjec
t(individual/organization) of the rumor better are tend to spread negative stories/rumors
about the subject. This suggests that well-known individuals and organizations are more
vulnerable to negative rumors, therefore, they need to develop a more careful rumor
management plan before it becomes a negative issues on public’s minds.

The study also investigated whether a rumor recipient’s information processing disposition
and a genre of rumor{hard/soft rumor) could make differences on the recipient’s rumor word-
of-mouth intentions. Results showed that combination processors and feeling processors
who have a higher emotion level tend to show higher rumor word-of-mouth intentions
whereas thinking processors showed lower rumor word-of-mouth intentions especially in a
soft genre rumor. In addition, the study found that people were intended to spread rumors via
offline rather than online: people were especially not willing to spread rumors via their own
blogs or SNS where their identities are public. This tendency of not spreading rumors via
individuals’ own sites were stronger in a soft genre rumor.
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Mouth Intentions, Rumor Genre
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