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1, M2

A s} 754 HEd(elaboration likelihood
model)o|ut Fre|AE-A|A A HHA] 2d
(heuristic—systematic processing model)¥} -2 0]
AH 2] Tdl(dual process model)o| Zt+= 7}t
B % ShbE 45 352 Ao
A} Dol o Ao A
21g0] Agjolutel wet A
Eo] A3} 7154 R ofshy,
§]r 7}37‘401 E& Afole S4 A= FEA
7 agstel oA Al o 43R
b dolLAIRE, A3k 7150] e Aol
W AR W e} e e Yae) %
3} e 24 TAd] o8 ASo] wsitheg,
Petty, Cacioppo, and Schumann, 1983; Petty and
Cacioppo, 1986),

2, s} Al e A
o it Ao it 4s b
B gl o Pl 2w

Wels Ao ok, olefet B % 1% o
FAQ Ao 2 vEF QXA ZH(metacognitive
dimension)o| A XH+= 7] ElE3St G 7 (self
validation effect)2] 40| QltHeg, 1S, ot
A 9011; Brifiol, Petty, and Barden, 2007; Brifiol,
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Petty, and Tormala, 2004, Tormala, Brifiol, and
Petty, 2006). A7 EFg3} aak= Abﬁﬂ gt &
B35 Swlo] HES FAdthe Ax

O

olo
i)

re
X rlo

(cognitive response approach)™} W7l=, 7f
Apale] Aol ofel B S AR 7}
4 glou], ofei Aol BE P G
w31tk 2431 183 o] ko] GALEo)
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st amae] oA, ofshal, 20m), B
11 Ao A& A (Brifiol, Petty, and Tormala, 2004;
Tormala, Brifiol, and Petty, 2006)¥} Z+-& AH ¢
Ao SJ8) AYTL AHAIZo] PR 23,
An Az} BeY A7 o F St %
19| 71o] 24191 ol ehelelle] Sfs)
o s ol o okl el o
W i) ) AL B9 U 394
G5 A B Aol eg, Eeely and
Chaiken, 1993; Greenwald, 1968; Janis and King,
1954; Petty and Wegener, 1998), Z18]aL o|2{g} o]
Sof disll (1) X124 ®oj(perceptual defence), (2)
B2 g A (heuristic cue) &8F, 18]al (3) Q1A
Z ATA 0]=2(cognitive consistency theory) =2
AakaL ek, ol Hafol 74, olstaleo)
& Akze] 23t0] NS A BRIl 5] vl
B M50l o]§-2 A7) st majo] Sfa) 4%
Sttt ol5ofl ofshH Efjle F4ol| lmEEA] ¢l
A7) 2nm ARLE AT A 28R g A

o [e]
T 2 ARL 2R 2T

F_L. ["_E, _Ilr[

wE R QA IS E OE A7) 58
o Hw Y| S40] ueh MSo| gepiche
E

o}, o2 Sof Kelman(l%l)% SURER=I
_1

c}, cﬂg = uHaEL 50]/\] 1dent1f10at10n) J_}
g& &3l 2HRtA ke viAlE, o7IM F
AN WA g A E0] KES HS 1 1
s Bl Ao Wi, AH4lo] wel

N
o vlsssitte Uel 2R wES Y] vz
I

o w
=
"



B AT A A 9 A0 S50 o
7] ergst aus Q’ﬂlﬂ% AOR, AT 104
L apme] azio] AHAlel %
oA, ot st 4 o3 P A
o] wfet ek 7
ciell okl Afe] S Spelsp] Sl
£ TR Aol 8 428 Ak ope
= Sl= Ao] QAT H(Petty et al, 2007) =& 4
£ Husks 2es she Zlo] FadhS At
(Brifiol and Petty, 2009)8}3L §17| wjFo|c} HEok
7% o] ofsh AVE Aejaja 2o Az
7t AL AAIgo] G lA) deold,
A, ol Az A A
=gl B0l HEa & 98
e Q1A A9 AL AT
7h4 2] e o A7, T2
Az S ST A Al Tl o
T 7l54e e, E At ozid B
of kel Al 9, A

Thsge] s argo) AL 7 7Kl uike
ARl AR e ARl ofsf i
AlQrgte},

7 I 3 41 S 2
Sk AbE Ao
spelate, 7129 2] e
B ApEe B v 7
o Sl A7) Elet ) wayE

Ye= AL leti(eg., HRE, olgh4,
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2011;Brifiol, Petty, and Tormala, 2004; Tormala,
Brifiol, and Petty, 2006), &3] 743, o]&k21(2011)
o wo] jgw SHelN A7) B BuE
shISFAA, o] TAellAle ofulA QL] ol
el =ofakal ot of=idt F 7HAe] A4S &
o TRt AR A 89lof ofsf am|Rke] ApaL
Aprlgto) oA GetAH, of2fet ARaL Abrlgto]
AHRte] o] ofmet IS A P A
A ASHoeEHN HERIA dift 97 55 9
AR} A5 bigh tol| Azslalzt gict

2, OIZX] H7) Y ZHA

1) HIERIX|F AL RpAIZE

Petty et al(2007)°f Jsp Abge] ARale
2} Atal(primary thought)@} 22} A}l(secondary
thought)2 FEEITE 13} Alals ol &4 7}
2ol ool gt 92lo] 7] A4 S ot
of A210] 9ol ofl the] Al Beis A
5 Z(McGuire and McGuire, 1991), T2 A}gtolu},
7, T2l A7) AL 5 oleft thoIEA] 43
2oz gk 4 ek 13} Afare] ojo] AR 2
A ol & T ARLE S 4 Sl ofRfRt
A 1 29 AL Mgk A e
o oIS Sof A B # MolkiAt A o
L Apzo] o) A Fo| e BRI} o

YA e A S 2 gl ol
A o7 Abae s, olelgt 2 Abmt 14
So5e0) A2 Wit 23t BRIEk ol of
E}Q1X|(metacognition)2} 1l SFCHPetty et al,, 2007).
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Hlefel x| 9] NS AL 2718 Flavell(1979)
& Qs W] Sl ApfEel et 4
ks Ads 7pieR, WeERIZE Ap4lo] &

R o ReAls AAE AR, Sy
o A8 gastn Wk Aoz mokth E%
Borkowski and Klause(1983)= HE}RIX|E QIX]
4 B HEE e TR Zolt o)

o™ Schoenfeld(1986)= HEIRIAS z}A1Q] A}
AL pPge] iRk () A4S A, ) 28 F2 At
71Al, 2=l (3) Al Alolet Aeolskarl 3l
oh, Zheks] el mEr QIAl= Azl digh Azt
(thinking about thinking) 2-& A}alo]] gt AFaL
(thought about thought)S 2Ju|SHCHBrifiol, Petty,
and Tormala, 2004), o|2Jgt HEIZ|= (a) Q1A
2 Aol tigt A4} A, T1R)al (b) 1R &
Y ZA(regulation)T} EA|(contro) 2 F-EE=]H,
dutr oz MRS QAo gt A4 (knowledge
of cognition), A& Q|2
cognition)o |2} 3HtHGalofaro and Lester, 1985),

w4 olxjof| gk RALe B olx)d 1] A
st el 24 524, 314, ek 2
8 elo] b= AE ot o714 A4 o

bl A1) ojo] w5t T 2, Qo] tht
A0 2 A kel QLA AL Bt
o Aglo] 2rEat QA Aol A4l 91%) 4

2

S Bash] Sish AR Aol g QX

=]
2

[o:

¢

ZA(regulation of

o thet 4], el ol WS FAT 5 9l

%
L ANE G5 d A8EE 2L g

E}Qz?n °le94 2R o 2A9] vERIAE o
5l i 24 ol T 4
a

Qlom, EL]Eial monitoring), *7Hevaluation),

i}
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2 FEE o)A RYERES
T2 ARAlo] off Zte Aets] Al Al=Al9 °:1—r
= FAID ¢ QleAe] offtel HE A
Ao FA ofsf S X}%ﬂ% Zlo M(Flaveﬂ
1985), wASHA ol A o] &5 |4, A, 121
oy 5ol et AEE —JU]?’PE} Galofaro and
Lester, 1985), 7} 7152 21 &59] A1}= v
B} QIAIA A4} 2etsto] Tsh= 7)5olH, XP
Al9] Q1A BE NS Htske HE Q1A 7
oft}, 12|al FA| 7le2 Bl LAk
5= TAIBkE 715, S sidsty| 919
Foal 2708 Bk S o] WA ol
P50 B9 915 AT, oS s St
A W A, W SR BAGE
59] gzt AHEHFlavell, 1985; Galofaro and
Lester, 1985), o|2igt 24 0 2 A]0] e} Q1x]¢] <
S ofd el Z2 wAE iR W, ol
Aol shute] Hol =dstr|7hA] o] apgoln
(Galofaro and Lester, 1985), olo]] thal AL o
7| Sft A7) WA S e d) 2 9ol
7} Qch(Flavell, 1985).  Flavell(1985)¥} Galofaro
and Lester(1985)7} Aokt viel 7ol wef Q1A=
sLpe] ek okl ofe] AR TR 4
Cornoldi and Vianello(1992)] 2JsHH, HE}F Q1x]=
JA9) EAX F(level of specificity), H2] &
O(ease of access) Aoj3} 715-A(verbalizability),
2] =2 (level of awareness) oA oI
= clopsel 4 9lizel, ofelat oef 217
5 9 i) 47 ol $2
2 A ouRhtH(Alba
and Hutchinson, 1987; Bless and Forgas, 2000;
Wright, 2001; Yzebyt, Lories, and Dardenne, 1999),
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o Sof ofd AR AEol ofal AAlo] 3
A s delsel B held 1w
¢) © H(Brifiol, Petty, and Tormala, 2004), ©|&]
balge AEel ol BAE s <9 4
CHWegener and Petty, 1995), o]2]gt &4k
f| Wegener and Petty(1995)= X|Z&}7} HZAS] ¢
= WA 5715 20 B EET 4 Qo ¥
o] wigto] osf FoFE Wtk A =, w
SA] AR o] W ALY g et
=4, o5 48 M correction effect)2}al SFITT
gt 247} A4Ale) weo] ofE 4 et
AzysHH 2|2k WE Qoo HAoRE
o1 9 7] B4 e e 02
B0 o 7igo] £ B Ep]

ol Wt B Fleln wisp

RV oA ) —1>
5 |

g

Eo R K JIN
X e
e Hooe
N JE
53 ﬂi

it
o
. pacy
o,
inl

ol

3} Priestad and Wright(1994)of &JalH Al
5ol 7HAL Y= A5ol gt Bk FaL 5o
A AN AS WA wet detri o] A
of WEW ARE-E Fare] gk 4] 9 wkge
722X A5A vARe] thigh ARAle] A (ZE
A= o8-8, offRt Alde: HZ7kjIA] ohy
QJutelol z|of| wh2H(Priester and Petty, 1995), F
7ol sl o] ZAl Az 4= A=Al wt
(Campbell and Kirmani, 2000) TF2t},

Brifiol, Petty, and Tormala(2004)2} Tarmola,
Brifiol, and Petty(2006)2] 7= = A 9 ¥
3} 3ol et e S-S selat ol
oj5e] Ay 22 et oIk
1 BUEY 750l 2842 7L ek dE S0

¢

Lo rE

i 2IH0| A 2 BfE Kzt 1 TS A0f Dlxls B3

(argument quality)ol] T2 B 34 1HAJo] HE}
01%], & 27| e} I (self—validation process)
of ol ufj7H(mediate) S Z&(moderate)El Tt
AL R Aust 7hsd Edof ofskd Hd
94 /}_lﬂ*éol =0 74_?4 rﬂxko g_,]x% oz Jﬂ7}o}
£, Brifiol, Petty, and Tormala(2004)= 3331 &L
o] 2] 3 4%, ARES AAle] helo]

mElo] of3 RS WS 4 S AUS WY
_]

4 9lo o]z olslo] wel <1z
SHA o] =749 o] Biz=ef njAl=
Aekar =46kt

Thomas and Norwitz(2009)2] S+ 21x|of| tff
oF ZJAEHA HERIAE
ARE 744 ApelE olgsto] 24 o)} A=
L onlssitty SR AR R o 48 AS
@lIE =0, 500042} 4,00094¢] Z}ol) ArkA S
2 oS AR S0, 497097} 39609

= =y e]
= Z0R o5

of Ao 1 552 Ao} o Acka Azteicks
AS WL, ol5 ofelet ol el ui

£ 424} 2}0]9] F7|(magnitude of numerical
differences)S THst= ¢ oAM(mental
computations)®] -g-o/doll G2 7] vhzol2tal
Sk, 2, ghlo] Golah AL ello] ot
A4} SrofA UﬂEPO —’F—zr | =

3o, el e
ofaf AAR] Aol ‘?z“o?‘ﬂ“%% Zloet.

2 Petty ot al (0002 Aele] 4ol 2ol 3
SHA El= 7P 2 HERIAA 8o 0 A
ol Tiet S S BIHAo] et 1lofe}

o =

S5, ZFA17Hconfidence)o] HEHg 7Fxs5}
ot 53], mERlx|et wste] AFES AR
9] 7]out Aldof| thgh 2 (certainty)S 7H

i:l
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% Q) o) HERIAE AR e AL 2}

>
oy D~ 1:1\l

rlo

Hthought confidence)o]2} SHH(Brifiol, Petty,
Tormala, 2004), 7]& Ao &JshA AfaL &}
A7) BFd3h 34 (self—validation process)
A PED, 2 AYES U ofd S
EpeIEIAE BN 13} A A4
el HRE A @3 A 7
% SJet, ol A4S A} el
A% AA12) Apnol ol AR 2
B O AGES A4S A w

e, A1) AT} vek ejet o
P P
o vl el s Gae vl ofF 2]
B3} @ YHself—validation effect)e}al SFCHZIAF
&, ofgh4], 2011),

A7) efgel avpel gt W A3 A
AL AR HehE AAJStAL Qltkes., AR,
o]s+A]  2011; Blankenship, Nesbit, and Murray,
2013; Petty, and Barden, 2007, Tormala, Brifiol,
and Petty, 2006). o= E¢] Blankenship, Neshit,
and Murray(2013)« &=
anger)o] & 7jlo] A4 W 7
situation) B 5-A40]7] £ o]0l thel] #4419
Kol ol £ AT 2] oholeka 7%
S, e 2 AT} AT o el B

$-2 AR AAIZt] P W B g

ox O o

)

< i
R

o
o
2

e
O 5{5

22 AlK(trait driving

2(provoking

[€)
3, olahA)(201)e AW} 7}sAo] HesE A}
T ARAIZo] =31, 33 mEle] nfEzo] ofst A

Vet ST, 8 o5 T RIS 1
KA 4G4 o] BAE HlE el

of
ol
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2 vl o) 294 <R B s, o] 9
o|%= 71A(Brifiol, Petty, and Barden, 2007), 31l
o] A2 (Brifiol, Petty, and Tormala, 2004;
Tormala, Brifiol, and Petty, 2006), Z1&]al J15#
o} 7} 2#-2(nodding or shaking; Brifiol, and
Petty, 2003) = chorat olof oJa) AbTL zFAlIZH

o] Mt e Aol ek

rl

2) aLs} 75 A 2 Y el o

o)

o] 4 9 %Qi} Ll_%l thgt ol
% 1% A Ao 1
(elaboration likelihood model}S & 4= ¢t} AW
5} 75 wlo] 2= oje] % B 317 A
oM vt A Axke] EUAE ERt= A
olc} oS £of Hovland and Weiss(1951)2] ¢1-Lo]|
A AEY] Al (credibility)0] &5 Hot
Sojel gEs 2 Aom musigon A
A9] 519] x}ol R A(trustworthiness)?] FaF
2 313} Kelman and Hovland(1953)2] Ato] 9
skl gule] o] o] et Az ol
o= AN B Hstol= e
2] Bale Aoz vehdth Awst 7HeA w
A2 IA A-E0lA WEP* =YAE HE A
S 71 AR ARkl s
g, olefgt ol whzel ols HEAE] ZH(dual-
process model)Z EHT}

A3l 7}5A Ed(elaboration likelihood
model)>- BjE=7} HIFSF 4= Ql= Thefet e
A Hisie) 2ne sl Hake 358 %
AR ef v A AR ZIA] R Ae]e] Ak

w7b Wats TRl FHARE LESlh o] B

i

i

(

n)

N

i)



dofl ot Hus} 7/ axHAke] AlEYE
2] &7](motivation)@} &S (ability)ol] 23] 274
o}, dibdo R Anabs ARE A2l F
719t o] S5 Aus} 74 ARIA Heol
SHEE AE A2E gtk v 5719 59 &
Shehe W S Bust 7sAdo] HolAlA H
of FHAR HH XS It FAB=

© HEe T2 A 4R JF
o}, o] B=E 3l F4H Hew vl A7RE
AEEIL, FAA AR leswriete ofof A%
Aolm(resistant), YFol VT vE 7ol
t, ofef Hlg] AR wAAe] tigh Haghe]

o
= o
(o

o o

i

QX8 Rua} U H AHGE, ol
o BHE BEl wina AAzolw, 2AE An
o B 47 W 5 glom, FEOE olo]
A 7bs AL v

s st b wde] st U

(source)ol] wH} B B4 H=7t et o)
] Petty, Cacioppo, and Schumann(1983)e]] 2J5}H
A4l o] He S, Aol A, B
AL e ] 9(status)el] JFHFHTHA]) Bi= H
Sh7b o] AF Aol ofgt e HatETh
| At} E3} Petty, Cacioppo, and Goldman(1981)
& SRS S t R Holw, 49 4, 17
2 Augle] o] 7 FaAEe] =] ohet
ol v ek Helskgich, 24 Azt w
o] Akl 9ol ] 2ol ofef st
Ao, Aol Aole RS HmAAe]
A59 7 Sa% 2H 4R Uyt

ojAE HEA wAAY] lEE AHAFY| ]
L Y S AWcte HJust 7t 29

(elaboration likelihood model)2 A7} =& A

MRS 2w S 28 FARAS Y
2 HIE HEs YA 3 nd) 2L F
W R SR R gige W] TR At

o

Zlo] A5t} ol 9] Priester and Petty(2003)
|

= 331 YH(source)?] AAIA(trustworthiness)©
A5 dFe 4 S-S Ajtselth ol
< WA -8R Fa P =2 A o
ol AEA]] meo] ekt HHE AlEstalat
s Ae FAIE = A, HAA] 8=
HARRE HYs| 2ASHE kEo] B WS £
76k Al ok =9 glo] 22 Bt

f

ehga A
o= Wol5Y Zolet ARKEIA, o5 i 2
ol ofsta, Al 484K 2| HAgo] u

lo
&
Hir
(o
oM,
o
)
e
i
r
ox
of I
flijrt
inj
52 o
o

validation effect)?} ¥HH AFEolA= Hu s}
7b w8 S FHEAL e gdS ag
g, A e e e Aeke 4
atof gk AMIZS S7HA7 I ofwRl Waeet
T HEE AR Al tist AlF(reliance)
£ o7 slvh= Zlolch, 344 Atato] tigh 2
o Z7he AHASOA Hr} TOHQ HhE
e s, 9 Aol et A
o] 271w} el HEg WS
of, 9hH ARG gt oftAl(doubt)S &Y

r% il
o O

e BN
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O7)= ofuet Mtk Hie 24 FE nIA|
L aof o ASjE gAARIE, Tebd 34
2 Ajmel] tfk o740} Z7he olsto] Anah
Wtk el Bwg FAs, 2A Ao
et ofe) F7he ok soel s 94
SH=2 3HH(Brifiol, Petty, and Barden, 2007), <
£ Sol 138, oIS B wle] o
= (attractiveness)ol] &Jgt 27| g3t aitE A
el Hish B2 A9 el ol
o] oJuljal QLo R A% AR Az %

1 v 0 —
ot o= 4| Ho] HHE gjof WA=
o

A ket shick, of59] eite] olsha
8 s Ae] 31 AL AR B 8 A9 7
3 oA Fape) o] g g

Boao 2 slshAe, oRt WY Fae] B
o wEEl AnE e gEt HEoLo
2 Uehdeh, uha st 7kl e B9, %
BTl ofet A7) ehgat vk WASH 9k
o, % A7) et Bl s, st &
A9 AHAE AR A BuE Helsh) o
AR 9 ol o) FaEe Wk FsAe 1
ejokt] ol velelxE AnE Folu 1] e
gt ke WA Sk e gmeit o
u 9] ojeEet Al 2o
FATAE Agte] BAE dE
kS ) S Aok, ol

by

il

o,
o
=2
ox

1>

rr

:

M-
.O‘l'.

tlo

L2 orlo
N
X
Y
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o
ool
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3) AHIX} SY=OjIM ALK KfoJAlo| Of%t

A}FoJAl(self—conscious)o |2t AFAl(self)ol|A 5=
ofe] 258 T A2le] A HolgA AT A
Fo|CHFenigstein, Scheier, and Buss, 1975; May,
1967). ApejAle]l thgt A ApolRlAlo]E (self-
awareness theory: Duval and Wicklund, 1972)
oA A, Aotel o]z e jle] ol
(attention)7} A47] AHAIONA] =7 obdH 254
o o] YTl WU F A2, AjRle
Zojo] o] PRIl Aolth, ofefa ¥
Aol w71 Aol Aolalel dis = 7t
A o Argdich AR A}o}A(private self—
conscious)} 3% Z}2JAl(public self—conscious),

o] % APA Aojale xpAle] A Aol 7t

ox
=2
u)
ot
ro
1>
o
HU
=
2
o
=
D)
N
N
jakad

2
r (o]
fo
fiijrt

S zt= Zlo=2 A Qltk(Scheier and Carver,
1977, Turner, Gilliland, and Klein, 1981), & A}4]
Atojilo] 2 AR AHA1e] Y Aol 7
I} FAE HA Aotof tfs QlxA oz <)
= AgFo| ZAgtcHFenigstein, Scheier, and Buss,
1975; Scheier and Carver, 1977), wj2ba] A 2}
oo] maE, A4 AAA AFHEA
FOE 7ol A9 oapae] FR= vkl
Q9lo] Faielx] &k &A| Eth(Brifiol and Petty,
2005).

ofefit olf ols) AFA AojAe a3



Gt wopo]l Y vAl= Ao U
A AR ZpojAo] o B9t 3

o] Aa)do] #=A| YefLb(Scheder, 1980), 74
9] Zlo] Ejxof mjz|= g3Fo] FrHHutton and
Baumeister(1992), T3+ AF& z}oJAlo] =2 Q-
A7) A4 714 (disposition) T YAJeHE HE-S
SFal(Ajzen, 1988), AH419] QIAIA 7 Aje] a0
T 7I&olH, AHAle] oabAAe] daFe wRl
fQlo] 78117 & oA Erk(Brifiol and Petty,
2005). Franzoi(1983)0] W= ARZ z}ojale- e}
219 kel EUA|Eh= Aol (self—concept)er
A= §719F Fnegative)?] AHHAE 2E
Ly, ol A2 ojalo] ARER sl 4]

S 2 (adjust)stES THE7| wjiFol2kal )

S1H Brifiol and Petty(2005)0] 2J8td A& 2}
oA S HeRIR|A IS Fof Hiw= Hato] FF
= W = At S AR ARofAle: miA]of| Tfgt
ApAlO] Atate] Hrp F=0l5 7ol g o, wh
2hA ARl A4l FEFe mIAH, HEE HEHA
ek, of2iet o= AHA RFojAlo] =2 AbdS
5 Hop anpAel 7] 24 sjdS 7HAaL Q7|

Zo]H(Mullen and Suls, 1982) oj= & g} 9l
A)9] 2% (regulation) g}t HHE= Floct, w}
2hA AFA ZLoJRo] & pE Abal ARAIRTo] ot

Atk & 4 gk

A 40| AR B Ef KHAIZhak 2R Jhs 0] 0ll= 58

3. %7 1: R QMo| AL XtAIZIo]
ikl o

1) 74 A%

= o] Hop A5Aoltheg, A, olghA,
2011, Eagly and Chaiken, 1993; Greenwald, 1968;
Janis and King, 1954; Petty and Wegener, 1998),
& 501 Janis and King(1954):> AAIE A
ol AHAle] 24E ShES aTE Ag, ERY

B 5o Heknet sy} o 27 et

oleie @l olg i ofel g E % 9
0 940 7] AHAlo] AbLe] 21318 A9 w4 7}
S o2 ol 71EolA] AL AAe] FAkofut
5 7leols A4 Bo] 714 dhzolthEngel,
Blackwell, and Miniard, 1995, Janis 1986). I T}=
ol ARES] QA Ay T ol
O1%|2] A} o]E(cognitive consistency theory)
o SJshel AbES AHilo] 74 QA 7o) o)
WS A o dejdem Hekehs =itk
= A7) A49] b7t ehele] Aol g 24l
B RS 2 Ao L] o] i
RS =Atke Zoleh A, olshAl2011)E
Z7] EFd 3l g 39K (self—valdation effect)?] THHO
2 2419) A7k ehele] A} o 5
e}, A7) B Eue AREel 2 X
9] Abmol Tt ehgat 3] ] ot A
o, ARES A% o A2k s S A

ftlo

-
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& 200 £l 2 Al 28 95 494
dhieel s ke mRlek ohAl Wl A7) %
Holehs Zo] Atme] wero s -gsje] Aol
ohe A BQItHe Ao, A7 2%
of %9 Bel 4] eZe ARt AL %
AlzFo] A Lpetithar s,

2 APE A _4 Aol o5t A A4l
o AbA ApolAzt Amel HsAe) E3 WE

s 1 A

Oﬂ«lH“E} Ade

e)

3} olA]o g LHH;G x].o]-oﬂ ZEFI= AL 2y
(Buss, 1980), W52 =jolo] thal ¢lijo] =2 A
9 AV Afeldo] rf, 7 Aol elspe AL
AL thg EE UG AW WAL o
O] Sfekel AAIS] A HHEE A
A ZAscHPryor et al,, 1977), WekA Davis
and Franzoi(1986)2} Franzoi and Davis(1985)= A}
2 2 oJAo] =& AlhE ARAlQ) Aztelut 4
= 288 2 QRS Q7| whee] A4le B
g AR E BRIt HACA o Eeial 25 &
% Slek siek

19| Brifiol and Petty(2005)0f 2JelH A}A]
Aol el Q1A 3S Bl B Wslol
32 v 4 glew], 79, oSN A
RYo] 5245 AL Ak olATkL 51

=21
k. olEfat ol A Aojalo] w2 AR

_\3
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$5 Hoh g}l A7) 24 fi"lS 74AaL §)
7] WjEo]m(Mullen and Suls, 1982), AF& ZkejAlo]
ARl Tgt ZFAlQ) AfaLe] Hibp 2O4E 7))
=5 THE7] gliEolch 3 E, of8h4], 2011; Brifiol
and Petty, 2005), weba] ARILE] 7o) ARaL 2}
Aol mjRl= gk AR Aojle)| wheh gebd

sk Au 3} 7154 HE(elaboration likelihood
model)> o2 HEEY g gert |ge =
A= ThoFst IS SAHE AH A2 (central
route processing)?} FHAZ X*EX{E] peripheral
route processing)®] T+ 72 7 TF-E31t} o
N FAARE AT Hmalel A Hrt
el 392, eln agRE vad A 2
A oS A2le] Atz ejer} k= IS o
ghc}h 2 ABRPL Bao] w=EElS u) o
(interesting)©] JIAY A4l WA (relevant) =
T1Par AHRp7) gato] s gzke
Htime)o|L} |2)(knowledge)2 Zi+= 73
A& (central route)s wEA|TE L
A A2 Aol =7t §le=
Z1Q1 ThAof] sl B=E B4
H|R}= F=HH 7 2 (peripheral route
tha o2 AL Abal(thought)U
=ik,

-

Mo e e
o EIZ
o

N

]

¢

o Kl P
G2 T
bET 3
2L N ol
fr lo ox
AN
r&

OL o O{N'

o
0
o
oM,
o
b

£ mail o]
- (effort)a}

7IE Aol ofshd Ap7| el avke Au
8 7hs Aol 22 A9 Uehitheg, 24, o
SFA] - 2011; Brifiol, and Petty, 2003; Brifiol, Petty,

0%

r

i

6=}

Of

and Tormala, 2004, Petty, Brifiol, and Tormala,
2002). o€ £ Brifiol, Petty, and Tormala(2004)
= At 7HsAe] 8 A9, Asio] o B

Go =ZE AFEL e mdo] wdH Ay



e

m_\‘l Ol}l ﬂ]IO —g‘
>

AHrle] gto] wdlof ofsf] JFE W
AL gsty] o] veh x4 EF
deix! 15101 g2l Aol gjo njxle ¥
ghzcka FASkIch wak A, o|ah4)
Qo1)e Bawo] nfEwe] ofFk Abw ApAlg
S A} Aol =11 BEl9] ojnjx|F ¢lAto
oF A 2A) g 73%14 o 2, %

3 7K Ao] v B9

]

;O
o

Olt

1_.

ol
3% B3 welo] viejes o
A et it st wALs ez 4
HAOE G Al

Oﬂ EHOH

= (Brlnol and Petty, 2005), Ej&=2}
50 AR Srkbryor e al, 1070, o
S ol9 e Ab AOAS Hw vl Tt
e %—_017] wf2eld], o2} edke] Brifol
V= 2718 A RlolAle. s}
P50l 52 A 71 ehel Tt ARl A
& B wEn s, He st o)

Ao e, A= Qo] A1 ), A 2HojA]

o

9 ure A9 M} o B8 AT AR
2 ozt Jet gl

A% A AN 3 el ot A

A 40| AR B Ef KHAIZhak 2R Jhs 0] 0ll= 58

iy

7L e ghom], R He o

] thao] oEke 4asl Aoz wrly
o orol|A] ogst upe}l o], AFA zRoJA]
o] Abazof| sl FFolE 710l e R HhEl B
ch wpeba] BRel ol leEE A, (Bas} 7
5730] HHjEtE) ol HigeR x}xu Abato]
3 JF3 Ao oZHr), & Hws} 7HsAo]

N

A r4>

1
7
P

rlo
2 —|—' _O. rL Iy

=

S, IRl mEHS ), A Aol
R o

A% e APHT L AT AALE 7
Z

5 Qo] ZpAlel A% AFA 2

X

W flo
©

£

i
BT

Hi1: AL B0 AL XMl DfRle Fef2 dulst 7isd
b AP TRl Qlslf Z2EE Z0[CHE, st 7isdol =2
S0l FE FHO| XpLRI HR AP Kj20] =3(vs &

SHE ML XRG2 O AR FE 20| BRI 4R

-

| KIofAol| S5 M2 XHiZO| XfOl= LERFR] b=t BT

Bt 7H540| 2 MEoIM=, H §F0| EfoRI B2 A

H XIOA0] =20s S Al A2 o AR FE

TEHO| ApplRl AR A Xjejaof ©

Ofgh M XpARYO| XHof=

LIER-FX] Q2=Ch)

auA W ATl et BEe WA
(Fishbein, 1963; Fishbein and Ajzen, 1975), ~1&]
3 A8} 9] A|(Greenwald, 1968)= =8
& a7 4 F shpoldt, BE-8% 7 wA
et AtollMl= HEeAe® ofF diiol tigt
E=7F Zo(vs, Bl A T ot B
B T 7hs/dol wrhaL AR o=fgt
BUTE Fe) YT et el 5ol
AL et gerd 4 ook gt 9)
=g, ol gx9] B|H7}d =WH(nonevaluative

)
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dimension)o| sfw3tct 181 o|y3 A
o APt A 2 St P A attitude
confidence)©] %It} Fazio, Powell, and Herr(1983)°]
Slsil &0 AAIFE 2 HEE 4 WsielA
Sron], P54 A GrPleleznel 44
Az, og ol I siel VA Sample
and Warland(1973)9] ¢175 AlvEd EX 39
of sl FAlete B=E
> AFEEEY He—tEe] dedo] A Urekt
th, o] Fofe] ¢tollAl= Ei=
] FFFS W ZoR Kt ofE 59
Fazio et al (1982 215 78%(vs. 7HH o)< Bt
go g et 47 QIEEThaL s1glew, Doll
and Ajzen(1992)-2 A Ad(vs, 7+
1 S| ARBA) ek Sk
b 7] toll SJshH ARl ARAIS: B

A7l A (positive)2] FaFS mZItHAA, ©
+A] 2011, Brifiol, Petty, and Tormala, 2004), 7]
Fol, ofshA2011)2 ofF ool it ei=e] B
b L oo b SASo] tigt 7iele) Ak
o]7] wzofl, gt 4%9] 2 SAdse diel o &
BAoR Mg BTt SoJ%o] kil §)
%O Brifiol, Petty, and Tormala(2004)+= A}al
ARl s ARaLel Bi=o] UA| 7sAdol
e AL, & AL ARl e s HeSt
B2 A 7Hs/dol Erh= Ze ofnfgttar 8t
ek, EFE AR AHlgTol SFA Bl AFAIREe] =
Qe AFES S H(Fazio and Zanna, 1978), ©]&
& BAC Elotel B, oS A AT
& Ao Bol H8AR BE A
(behavior confidence)o|gt= 7Hd-& Aetskich

Ol Njle] AlEE iRt $ 21 Ftufjef] Akl

o>J _101’

ol
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&M S T I3 4 SE AR 74
afel, ARL ARAIZE — EE ARAIZE — W AL
49 A BAE AjFeFTE,

olgigt =25 7Md 13} A4 X oW Aparef ¢
A, AV ZpJAl eja Awd}l 7sAde) AbsEk
220 a1 2AZ e ZJAIZR] oirfE B8

Aol thet Aol QgL B AU A=

S 9l oM et vie} 2ol ] est &
3He g 7HsAe] e A9l btk

=

H2: Atmo] | AP XfelAl 2|1 Huwst 7hsAo| MSE
0] A1 18 7k540l DIXf= Feh2 At KR Bl

Khaigofl 26k izt Zoick

Z|oF dde =,

o AR Y AsEolle sdEAEel A 2
Heof g A= ALE & 4 YES T8
SPERS AABIAKTE 1 =)

G 1) 37 10IM A2 E A XI=2

KIsIuTe s o

ssiuTe



i 2UH0| A 2 EBjE Xz 1 JES A0l Dlxls B3

& ) 2 2

oo

3|FHA HEQA} t Solsts

A -33687 13783 2444 019

AT (A 21186 7935 2670 009

APE XtolAlB) 8166 2708 3015 003

st 7k54(0) 8449 3262 2590 foill

AXB 4522 1533 —2950 004

AXC -4870 1873 —2600 o

BXC —1747 629 2776 007

AXBXC 1018 354 2875 005
o Bl ol =EEE F AdeR FEs) o] Husl pEe &6ty I8l Petty, Brifol,
ek, 2A7-448 = Ao A dAA=A and Tormala(2002) 59| A4 AHEEH &=

FiEe Hoje & AAE Alsel disl ARl
Wk A8 e e T2 4
Hlo] At Azpol o) vt AATRS 2
A] Petty, Brifiol, and Tormala(2002)2} Tormala,
Petty, and Brifiol(2008) 5-2] A-Fof|A ALESt HF
WS o}gsiol 78 A AER Aearii
SRl et 2o ol AHAlo] ik 1%
Tt/ IEoh), BRI s Hdke] vl ddiAEo
e et xm Ay Aol e
W 3 WS el S )

e
i, B Dol WARLES. 5ic
The.0 2 ApAle] Azie] Sloht IS
okl HpAj3 Belsh] ARSI,

A A} 412 Fenigstein, Scheier, and

Pg-

42

Z=A

Buss(1975)7} 2= 2}9JA] A & (self—consciousness
scald) ol 3te] TH 19 T4 eAE HEw
ZABEHe: U P U AHAlo] ofnfat A}
gl sletsteln otk 184 ge/1g
t}, cronbach’ s alpha=.866), 18|11 TAIHR}=

2 olgate] T4l Ale) 74 oo AEsEER =
Mokl A FTE W Azl A9 o
Q22| oF=r}/aro o] 22t} cronbach’ s
alpha=866), B A}AIZHS Davidson et al (1985)

o] AHg3 HAGROT ZAslEe AXE B

[e)
2y
ok

Reof ot Bes SAsh RS @ T U
kR Sl AR L] gl thsl Aol
Qlck/Abale] Slef o] 7 elnjahsh HEg 2
stct mhqEroR Aol dht A THsAe
U ) 9] bt o] AES At Gk
a3

U AZRe 71 ARl ololr] & Aotk 1
ot/ gy 9
2 2451k 3E 1009 &
: 50, Efol 2 & 502 Hlglo g EHA

o
;é_!“"‘e

o]&3le] 74 YAHE H:
S -AA F=

€L
& A

FHE AEAE HiEe R, 94 7H 18 7
S317] S1sh AR AAERI=L ARal=2), S AL
A Apejalat st 7hsAge) Bateks olgstod
24 sAs AT 24 At GE Defl U

U, A

&

Aolal, 123
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6.000
~ 5.875
LY
LY
y 5200
b
LY
5.000 5231 .
LY
LY
= 4548
4.000 -

—EEEeE === AINYTY

Aust 7Hs30) A S B A O A 628
Z Yehgon SAMOR fofHollrht=2.051,
p=.044),

F7H o2 ARAL AH, ARA 2poJAo] Het
(mean=4,926), 12|11 A3} 7MY Hdt
(mean=4152) o]83}0] zkzh =2 Huja} ke
Aoz 33 & ol A4 AR s 1
2aL ARAL AMIEE S5 R Sk A HEAhE
A(three—way ANOVAXS AAISHITE A1 (I
D= ofg] 7FX|@2x2x2) -9 Alal &AL gk
SN HTAEANE EAR 4 2 AL

AF AF% AF-8-(three—way interaction)©] 25}
LR CHF=10,925, p=.001),

aea gt 7beAel B Aot W
< TR Urol 47 oldE A A (two—way
ANOVA)E AAGH 27} 248 aafAIs 28 a
i Husl 7ol = AL (F=5207,
p=.027)2}F W2 9 E—‘v:— FoHo® YET
(F=5,887, p=.019). T3t A3} 7ol == ),
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High Self-Conscious Low Se lf-Conscious

6.000

5.000

4.000 T ]
High Self-ConsciousLow Self-Conscious

——EUTELE === AIWYTY

gH o] ZpAIQl Z-eF BRIl 79 A 219
Alof| OJgt ARl 24RO AtolE ERIEHTE £
A AR o] BRI uff, AFA AFejAlo] =2 7
9-9F 2 AL AbaL AAIRRY] Ajol= FAAL
2 vl§-oolgl o ks A AFeJAl=5231, W
2 A 2HJAl=5 500, F=281, p=.602), A ¥
o] AFAIRT - AP ApeJA1e] ar/Afof| Ofjt At
AL AR Aol FAKORE fofHo)irksE
O A 2oJA)=5 875, WO A 2}oJAl=4 546,
F=7.897, p=009),
Az} 7hsAdo] W 7S, 2 AR AN
AW Apejrle] ofgt Atol= vt Atk A4 B
T =EE S A &FeJAY] a1/Ae] 9
?‘SJ Aol= FAACRE ool otk =S A
AFOJA1=6,100, W& AHA] A}o)Al=4,632, F=9,701,
p=.004), A= Qo] ZpAIQl - AFA ZpolAlo
Ofgt Afol= FAALRE HIfFHo|tES A
Z Z}oJrl=4 455, F& ALA] x}oJAl=4 917, F=480,
p=496), TekA] 71 1.2 AA|=]Th
7Hd 2= Akl 93, AR ARejA|) T1ejar Al



e 0| AT Y Bl XD 2R JHs A0 Dlxls 3

(B2)d=EM 5 2y ZHH|w

231 252 253 234
AP RF(A) — AFTIRpARZE 21186 11401 11401 1401
AR XIQAB) — AFRRAIZE 8166~ 5087 5087" 5087
st 7HsA(C) — AFmRpliZ 8449™ 5370 5370" 5370
AXB — AFTIRRIZY —4522 2397 2397 2397
AXC — AtXpaZ —4870 —2958 —2958 —2958
BXC — AtmXpaRY 1747 149" ~1149" ~1.149
AXBXC — AFTIRpAIZE 1018" 628 628" 628
AR — EHERPAIZE 559” 702 702" 702
BN RpAIZE — Ak 7R TEsA 27" 246 387" 258
e E=
AXBXC — EfEXFAIZY 018" 0184
AXBXC — At 78 7hsM —009ns) -016(ns)
chi—square 51107 38020 48275 37993
df. 15 14 14 13

Tp10, " (05, ™ (ot

B4 31 GE 2ol e vl 2
Zﬂ, Arza oAl el Hast 7454
o] AR 77 7HsAe] mlxl=
B A H Al e

1o

2 4k Ao YERGTHIEE 2: GFI=924,

CFI=986). whebA] 71 2= A=A,

4, 917 2: Y. 9IX{o] ojn|X|X OJAfo]
ALZL XtAIZIO|| O[] ofk

1) 7Hry

712 @Al ofshel Akane] o] 2H4lel -
Efelel 9] uls] AL AAlzte] 7] Liehito

(ZPgE, oJsh4), 2011), At 10 oot Apare] ¢

AL vs. BRQDo] AL A4 WAl e
BaSh 7Rl 2, A Al S B9
o] =t} of2fgt o= ShoflA] gt uie} o],
2|Z12] Hro|(perceptual defence), Q12|12 A4 o]

Z(cognitive consistency theory), Z1&]al A}7] E}f

5} g 9 (self validation effect) 52] o]J2o0 & A
52 4 o,

sha, 7)ze] A7) st Aol welE AT
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Solde AL EEo| T whaje] ofiAE A7)
et anprh e 4= e ARkt s
0] &HRP7E Falo] kFEo] I Bt o
o 23k A H A Fa 2do AR A
7] B3t S e 4= Ack(Brifiol, Petty,
and Tormala, 2004; Tormala, Brifiol, and Petty,
2006), ©] Qo= AH|RF] A (Brifiol, Petty, and
Barden, 2007), TITEAHo W} 72 A S(nodding or
shaking; Brifiol, and Petty, 2003), H&9] uj2x
(4, ofshA), 20met B2 chafat 2 Al
o A7) kst Falh BAE 4 2ok

248, ofshal01)e] oa?—% mee) i
o Sfat 4] st AE HelF Aol ofS
2 4o g = FUA|(identification) T8-S
ol ASo] WAk, of=
(imagery)oll Al 2= Zlo|7] wfZol thE FH ThAf
OISR 7+7] E}ﬂi} a7} wAet
2 EE 7Fst o]u|x|A o]
= W2 e e
of il BEW =2 79 FUAE ALst

L

Tl 27 o 0] SEA, o
O

F2 oulx|a oy

1o
rr
o
gl
OU:

ZFwe] ofsf 27| etdst aart L}E}u}uq o] Eul
W3} 7HEAd AR 2pojrle] ofslf 2EE
Aol Aottt} Tt 104 e BRe} Zo),

APA Apolilo] (s, Bhe) 49 Fofl Ao

)
rlr
ox

dfe 410} Afamel B8 WESA ek meby
Hmsh 7Ps Aol g w, ojnjxjd elyo] et

N
N
£~
OE
JO|
]
Ry
—
>
o}
g
@
©
S5
o
o}
c
3
o
(e}
>
o
<
<
@
>
@

0 /\].J—r_ x].A 1710 /\].;(4 x]._JAlo] e E vs u-__)
5 t] 2 Zlojch, v Aws} 7hgAdo] wal o]
UJRIA Qo] oft - AR ARejale]| ofgh Aa
AAIZE] Aol Gl AOR oAHE) T

T 19) Aol st 7F5A0] £ E}OJ
o) ZAol 12T A9 AR ZJAle] /3]
3 AT AR LX) Skt ol (Rt
7P54o] 2 1) Ao ofd T ho R
Eo] BEA w0 eFEe A9 A Kol
o ol Aolis LA 9SS ofujgitt, whet
A Ans) 7sAo] =2 e mE9] o|ujx)A o]
Aol ik AT ARAIZEE A Aelale] ofs) 2

24| o AR 53,

|

7tsMnt AR Xtelhl ol 2EE Z0ICHS, Hust 7ty
0| =2 &% 0IXH Qlaofl Qloh AT XpblRFE AE Xt
Aol =1 H30] ek ZEXIX] EXe Hwst 7isH0l I
M, OJ0|XIA QMO | 2ot AR At XM APH Xjoio| &
2lvs F2)5= O 3ot 8B Hwst 7ks540] W1 0pX
QIAO] oot Z2 APE XreiAof ofct M1 XM ZEe] Xt0l= Lt

ERLPX| S4=0h)

% A
2§ ARRA o3 42E skt A
AFORL & A S Aok HASE of§
sjoict Hame 2okl o= Fe At
sl 7 Warie] Aol FUT FaL vl
A% AN, 1 shgolls AZH B3 mY



BusPisdol 52 89
6278
i ~ 6.063
5708
5.000 -

— 251 0|O|X| = = 2 0|0

o] o}, ofulA) v ol 1 mele] Kol
3} Uolg, el 7 Woll AEe] 53 3
gk SUsHA AT

281] by TUFASERE ARE S
Slgom BHUT 169 ARE AR 265
g B B AL T84S
g e WUl FEL A
MO FUBLS wBART JUPIES G
AN HEA] S

=

=]

= Q=i ol mAEAEe] FalE Bl A
i1 o 15

&

ﬂH

X
55 el ek, A}
3 dE Fu2 A 13 S5 (Cronbachs
802, A3} 715A1=792),
0. ol el ol £4 0 il
Unnava and Burnkrant(1991)} McQuarrie and
Mick(1999)0] ARg-%F @52 ol-g-skof Y| 7] 73
SfurpEs} g ARSSITHAl AAE File
whE5}e}/AJA5C); Cronbach's alpha=0.810).
Hae AEs) 98 =l ofuA 2

=R
=2
Q
S~
o
2
B
Lo
Az
Il
ole

'y

—

High Self-Conscious Low Se lf-Conscious

FE B0 A H B X0 77 RS0l DRl S

6.000 -

5.730
— = = 5667

55784

5237

5.000 T ]
High Self-Conscious Low Self-Conscious

——zE 0j0jx| = = %% 0|0/

o] Wat(mean=3.026), AH&] #pof4 o] b
(median=5240), 712|i A3} 7Hs49] Hat
(median=3.300)% °}8-3tof 242 w2 et W
< Ado R 13t &, ol 75 AR HeR
Al AR 2R SERSR She Ak

B X(three—way ANOVA)S AAJSHTE 94 (1

Y 32 ofg 7FR|2x2x2) H¢] AL ApAIZe]
FET AsAleguts EAR B4 Ax A}
I YA, AFE ZoJR) aEjar Aust 7EsA Abo)
9] A} Al AL(three—way interaction)o] 32

o 50 =)
: @3k 7HsAo]

p:,216> HITEMEE HERt o e B &
o)A o8 YEPGTHF=2918, p=.089). Al

0] e A9, olnlAy ol e e

o) A Apojale]) oft Ajolts Thewt 2t £
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A olmlXIA Qo] gk A9 A Aellel 1/ B AR 74 THs el AR mlAlc
Aol efgt Aolz FAHOR FolHolel oLk S, AR 79 olulx|8 QAe] ok A
o AbH] Aoal=5T30, e APA AojAls s, AR AR} 5 AT AP Aele] uet
F=4,046, p=048), olFJAI4] QUAfo] oFet 4% b etk % Amel s Ae] 8 A9, ol
Apojale] ofgt Hjolis BAMOR HigolHolgle el ok AT AHARES AFA Aol 1
(50 AR AOIA= 574, WO AVE Apols 66T, kol upel Hekxin) g, Ains} 715 Al
F=164, p=687), web 7Hd 82 AxJslelch 2w, olulAIa] QUAfol Rk A% AR AL

g

AFA Apolalo] &vs, WE)4S o ach v

Al 7FAo] Wt o|u]x|&] ¢lAto] okt AL

1Y ot
5 7= R} Aelale] ofgt AR AHA1zte] Aok Uieht
A op
1) 9i3Le| 9ok Ol O|=2X AJAPY 2 s o A2 o2 AR e
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The Effects of Information Source on
thought confidence, attitude confidence,
and possibility of word-of-mouth:
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Likelihood and Private Self-~Conscious
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M to the elaboration likelihood model, information
ACCO rd I ng processing of peripheral route is occur, and the
persuasion occurs by peripheral cues such as the characteristics of the information
source. when the elaboration likelihood is low. However, unlike the elaboration likelihood
model, there is a approach to explain from a different point of view the role of peripheral
cues. Most representatives, was described in terms of meta-cognitive aspect, is self-
validation effect. The self-validation effect claim that individuals may be have high(or
low) confidence to their thought, and the confidence is able to affect the formation of
attitude. And, according to the research in this area, thought confidence is generated by
the features of the various information sources.
This study, in which in response to the flow of these studies, is to confirm the effect of
thought confidence depending on the characteristics of the source and source of the
thought. In thisstudy, it is composed of the two studies. In Study 1, we confirm that the
effect of information source (own vs. others) on the thought confidence is moderated by
private self-consciousness and elaboration likelihood. and the interaction effect between
these variables on the behavior that is associated with the thought (possibility of word
of mouth), is mediated by thought confidence and attitude confidence. And, Study 2
confirmed the impact of imagery impression, which is induced by the information source,
on thought confident
The results of this study are as follows. First, the impact of thought's source (own vs.
others) is the higher when the elaboration likelihood and private self-consciousness is
high. Second, interaction of thought's source, elaboration likelihood, and private self-
consciousness affect the possibility of word of mouth, and the relationship is mediated
by thought confidence and attitude confidence. Third, thought confidence by the
imagery impression of the information source is different depending on the private self-

consciousness and elaboration likelihood.

Keywords : information source, thought confidence, self validation effect, elaboration likelihood,
private self-conscious, attitude confidence, possibility of word-of-mouth.
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