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Abstract This study mainly investigates the
relationships among brand image, brand trust, and online
word-of-mouth. The present study collects 317 players of the
online game “World of Warcraft” to empirically investigate
the relationships among brand image, brand trust, and
online word-of-mouth, and examines the moderating effect
of experience. By manipulating structural equation modeling
(SEM), the research results indicate that brand trust serves
as a partial mediator between brand image and online word-
of-mouth. The other findings specify the substantial
moderating effect of experience in brand image, brand trust,
and online word-of-mouth.

Keywords - Brand image, brand trust, online word-of-
mouth, structural equation modeling, moderating effect

[. INTRODUCTION

With the development of broadband, the online game
market grows rapidly. IDC (internet data center)
estimated total revenue of the online game will continue
to increase until 2009. The "World of Warcraft" not only
has remained unabated since its introduction, but also
been one of the fastest selling games in the history of the
game.

This study adopts players of the online game "World
of Warcraft" as subjects, and verifies the relationship that
both brand image and brand trust affect online word-of-
mouth positively. On the other hand, this study confers
game qualifications’ influence on the relationships among
brand image, brand trust, and online word-of-mouth.

II. LITERATURE REVIEW AND HYPOTHESES
A. Brand Image and Online Word-of-Mouth

Brand image will reduce perceived risk brought from
its invisible service, maintain customers’ trust and the
goodwill of good quality, thereby affect customers’
purchase decisions, and can induce customers to develop
and maintain their loyal relations to business [1, 2].
Reference [3] also pointed out that customer loyalty not
only expressed a high degree of repurchase intention, but
also made customers willing to recommend service
providers to others on the Internet. In addition, without
time and space constraints, as well as the characteristics
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of low-cost, the Internet can increase the spread will of
consumers [4], and make the spread of word-of-mouth
become more quickly in the network environment. Thus,
according to the above findings, this study established the
following hypothesis:

HI. Brand image has a positively significant impact on
online word-of-mouth.

B. Brand Image and Brand Trust

Reference [5] thought brand image was composed by
a series of brand association, which was individed into the
functional concept, the symbol concept, and the empirical
concept of brand image by consumers’ personal value of
product or service. Brand is the concept of consumers,
existing in the memory network, and affects consumers’
decision-making and potential favorite feelings of this
brand (as brand trust). Therefore, brand image and brand
trust of consumers are linked to each other, and the reason
is that brand image is regarded as a perceived effect of
consumers for brand tangible and intangible association,
and both consumers’ perception of the brand and brand
trust belong to psychological feeling, which means
identification of brand value in a psychological sense,
thereby believe and accept such connotation of brand
image. Thus, brand image will affect brand trust of
consumers.

On the other hand, scholars [6] thought brand image
was often regarded as the external clue of product
quality’s evaluation for consumers, and consumers will
use brand image of the product to infer or maintain their
perceived quality of products. Based on consumers’
tendency to trust higher qualified products, we can say
that the relationship between brand image and brand trust
of consumers is inseparable. Thus, this study made the
following hypothesis:

H2. Brand image has a positively significant impact on
brand trust.

C. Brand Trust and Online Word-of-Mouth

The establishment and linking process of the
relationship to the customer will enable customers to have
friendship, comfort, and trust [7], and such relations can
increase the probability of customers’ recommend and
positive word-of-mouth. Satisfaction and trust are very
closely related, but they are still different in the concept,
and each has its special pre-factors. Evidence further finds
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that satisfaction and trust have different impacts on how
to retain customers [8]. Trust means that one party is
willing to believe that the other party is trustworthy and
has a high degree of honesty, integrity. Compared to
satisfaction, trust has a stronger emotional link in the
commitment of relations [9]. If the enterprise and
customers establish the relationship of mutual trust, it will
reduce the uncertainty and risk of fear to injury [10],
which can increase the commitment of the parties and
create real customer loyalty. Reference [9, 11] found a
high degree of customer loyalty helped to convey positive
word-of-mouth effect. Therefore, this study made the
following hypothesis:

H3. Brand trust has a positively significant impact on
online word-of-mouth.

D. Brand Image, Brand Trust, and Online Word-of-
Mouth

Reference [12, 13, 14, 15] used brand trust as a
mediator for research. Reference [12] thought perceived
service quality affected customer loyalty and perceived
switching cost. Reference [13] thought that perceived
service quality affected overall satisfaction and online
word-of-mouth through brand trust. Reference [14]
thought overall satisfaction affected brand loyalty through
brand trust. In addition, [15] thought brand image affected
brand attachment through brand trust. For brand image
and online word-of-mouth, in comparison to the direct

impact, perhaps the indirect effect will be more significant.

Thus, this study took brand trust as a mediator and
conferred the relationship between brand image and
online word-of-mouth. Therefore, this study established
the following hypothesis:
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E. Moderating Effect of Game Qualifications

This study investigated the objects’ experience of
playing "World of Warcraft" in the questionaire, divided
into four categories: less than 1 year, 1-2 years, 2-3 years,
and more than 3 years. We took more than 2 years as high
qualifications, and less than 2 years as low qualifications.
In order to understand whether the game qualification has
a moderating effect in the relationships among brand
image, brand trust, and online word-of-mouth, this study
established the following hypotheses:

H5. Game qualifications have a moderating effect in the
relationships among brand image, brand trust, and online
word-of-mouth.

H5a. Game qualifications have a moderating effect in the
relationship between brand image and online word-of-
mouth.

H5b. Game qualifications have a moderating effect in the
relationship between brand image and brand trust.

H5c. Game qualifications have a moderating effect in the
relationship between brand trust and online word-of-
mouth.

Integrating literature review, this study draws the
research map as shown in Fig. 1. From Fig. 1, it is clear to
see not only the relationships among brand image, brand
trust, and online word-of-mouth, but also other extending
variables, such as brand loyalty, brand equity, and
purchase intention. Having these in mind, this study
develops the research framework and hypotheses, and
then verifies them.
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III. METHODOLOGY
A. Research Framework

The purposes of this study are to investigate the
relationship between brand image and online word-of-
mouth, and further take brand trust as a mediator to
understand the relationships among brand image, brand
trust, and online word-of-mouth. Based on literature, this
study builds up the research framework as shown in Fig. 2.

H2 Brand Trust

Brand Reliability
H4 Brand Intentions

H5b H4
Brand Image
Value H5 Game
; o H3
Personallty Qualifications
Organisation H5c¢
H5a
Online
H1 WOM

Fig. 2. Research framework

B. Measures

This study used [16] questionnaire amended from
[17] developed by three dimensions of brand image as a
measured criteria, including value, personality, and
organisation, and took "perceptions about a brand
reflected as associations existing in the memory of the
consumer [5]" as the operational definition of brand
image.

This study used [14] questionnaire amended from
[18] developed by two dimensions of brand trust as a
measure of criteria, including brand reliability and brand
intentions, and took "the confident expectations of the
brand’s reliability and intentions [18]" as the operational
definition of brand trust.

This study used [19] questionnaire amended from
[20] and took "a kind of customer behavior that display
one’s own or others’ experience of consuming products
and the perceptions of interacting actively and positively
with firms via electronic media [20]" as the operational
definition of online word-of-mouth.

In this study, basic information includes: gender,
education level, age, occupation, living area, frequency on
the Internet, average time on the Internet each time,
purposes on the Internet in addition to online gaming,
experience on the Internet, and experience of playing
"World of Warcraft". This study uses the experience of
playing "World of Warcraft" to confer the moderating
effect of game qualifications.

All items were measured on S-point Likert-type
scales, with anchors of I=strongly disagree and
S=strongly agree.

C. Sampling

Our samples are players who play the online game
“World of Warcraft”. The questionnaire was set up in the
my3q free website (http:/www.my3q.com/). We also
posted it on telnet:/ptt.cc and advertised it on
http://www.gamer.com.tw, which were two well-known
“World of Warcraft” boards in Taiwan. We received 527
responses from Dec. 2007 to Feb. 2008. After deleting
invalid ones, there were a total of 317 valid samples.

IV. RESULTS

This study modifies the initial model because of
incomplete model fits based on modification indices (MI)
values. Lower item standard solution value means lower
explanation of variables, and over MI means mixed
identification of items. Finally, this study deletes 3 items
of brand image, and 2 items of brand trust in order to
achieve good model fits.

Thus, the measurement model of this study has good
model fits, such as GFI, NNFI > 0.9 [21], and CFI > 0.95
[22]; SRMR < 0.08, between 0.013 and 0.024 [21].
RMSEA is between 0.034 and 0.099 [23, 24]. Normed
Chi-Square is between 1.370 and 4.130 [25].

The reliabilities (Cronbach’s o)) for all measures are
above the recommended limits 0.7 (Variables:
0.910~0.928; Dimensions: 0.704~0.891), which indicate
high reliabilities [26].

All of the measurement t-values are between 13.84 and
20.70 (all larger than 1.96), which show good convergent
validity in brand image, brand trust, and online word-of-
mouth.

In this study, the discriminant validity shows good fit
indices. All Ay2 are larger than 3.84, which are between
69.17 and 283.63. This shows a good discriminant
validity of the measurement model [25].

In this study, the theoretical model is as shown in Fig.
3. In the relationships among brand image, brand trust,
and online word-of-mouth, #-values are all significant. Fig.
3 presents the overall model fits and the results of path
analysis which indicate an adequate fit: y2=45.63,
p=0.00491, and RMSEA=0.053. The significant standard
solution of each path is 0.62, 0.77, and 0.20 respectively.
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Fig. 3. Theoretical model

V. DISCUSSION

The result of this study confirms that brand image
has a positive influence on online word-of-mouth.
Therefore, this study suggests that operating in the game,
in addition to the game itself and the system, information,
and services, online game companies should also pay
attention to its own brand image. With good brand image,
online game companies can attract more new users to join,
and increase customer loyalty. The favorable brand image
can also indirectly advertise for its next online game, and
create good online word-of-mouth.

The analysis results of data show that brand image
has a positive impact on brand trust. In other words, good
brand image leads to good brand trust of consumers. It is
the same as the empirical study of [15]. Therefore, this
study suggests that online game companies should work
to promote brand image, so as to enhance brand trust. For
example, eye-catching display, design to highlight
products’ personality, corporate social responsibility to
fulfill a positive influence, and so on.

The result from this study finds that brand trust has a
positive impact on online word-of-mouth. That is to say
good brand trust leads to consumers’ spreading positive
online word-of-mouth. This result is the same as some
scholars [13, 9], but disagrees with [27]. It means that
online word-of-mouth may not be a dependent variable.
Online word-of-mouth could have another direction with
the relation to brand trust. Therefore, there is follow-up
research space to further innovate and amend for this
study.

The result from this study finds that brand trust plays
an intermediary role between brand image and online
word-of-mouth. Therefore, this study suggests that online
game companies who wish to upgrade positive online
word-of-mouth, brand reliability and brand intentions will
proceed. Good brand trust is the prerequisite for positive
online word-of-mouth, which not only relates to whether
the brand meets customers’ demands, that is personally
believe that the brand can realize the value of
commitments (brand reliability), but also for the personal
and emotional security of the brand (brand intentions).

In previous studies about the relationships among
brand image, brand trust, and online word-of-mouth, few

researchers paid attention to the moderating effect of
qualifications. According to the moderating effect
analysis of this study, whether game qualifications of
players are deep or shallow, both brand image and brand
trust have positive effects on online word-of-mouth. And
the correlation between brand trust and online word-of-
mouth of highly qualified players is obviously stronger
than that of lowly qualified players. Therefore, online
game companies should not ignore the possible impact of
game qualifications.

Through this study's findings, we find that brand
image and brand trust have a significant impact on online
word-of-mouth of online games. For online game
companies, the effect of effectively enhancing brand
image and brand trust may be larger than putting capital
in other marketing tools. Therefore, marketing sales of
online game companies should seek and build up the
network hub, and effectively spread favorable brand
image and brand trust. At the same time, we also should
think about the possibility of the initiative to establish
good brand image and brand trust. Through the force of
brand image and brand trust, for online game companies,
it will be more powerful in marketing. In other words,
online game companies should not ignore the possible
impact of brand image and brand trust, and should
emphasize.

In the past research about the relationships among
brand image, brand trust, and online word-of-mouth, very
few studies took online gamers as subjects. This study
adopts players of the online game "World of Warcraft" as
subjects for analysis, verifies the relationships among
brand image, brand trust, and online word-of-mouth, and
connects executive phenomenon with theoretical content.
This is a contribution of the study.

VI. CONCLUSION

This study verifies that brand trust has a positive
impact on online word-of-mouth. However, past research
indicated that online word-of-mouth may not be a
dependent variable [27]. It may have another directional
relation to brand trust. Therefore, this study suggests that
future research can take brand trust as a dependent
variable to analyze.

In the past research, relationship quality was an
important indicator to measure the relationship between
business and customers all the time [28]. Overall, trust,
satisfaction, and commitment are not only the most
dimensions mentioned by researchers, but also the major
research trends of relationship quality [29, 30, 31].
Nevertheless, this study only considers brand trust. Thus,
this study suggests that future research can conduct
relationship quality to analyze.

The linear structural equation modeling focuses on
testing the whole model. This study only considers the
effects of brand image, brand trust, and online word-of-
mouth, and doesn’t consider the effects of other variables.
It will reduce the effectiveness of research. To enhance
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internal validity, this study recommends future research
can bring personal demographic variables into the
statistical model based on the literature.

This study mainly takes online game players as
subjects. In the future, researchers can confer different
commercial services on the Internet, such as timely-media
software and online selling, and clarify similarities and
differences of factors affecting consumer behavior
between online and entities commodity.
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