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ABSTRACT

Due to the development of the Internet, this situation has made a great rise of
social media platforms. However, the lowest usage rate of Facebook appeared users
under 30, showing that other emerging social platforms are closer to young people.
People have personal privacy on high anonymity social platforms, but some

consumers began to judge the authenticity on these kinds of platforms.

The purpose of this study is to investigate whether consumers’ perceived source
credibility (expertise, reliability, and community) will affect electronic word-of-
mouth (eWOM), advertising skepticism, and website stickiness. And this study will
also investigate the direct and indirect relationships among them. In this study, 426
valid questionnaires were collected from users on the emerging anonymous social
community platform.

The results show that: (1) Source credibility will directly affect eWOM,
advertising skepticism and website stickiness; (2) eWOM and advertising skepticism
will directly affect website stickiness; (3) eWOM and advertising skepticism will play

an intermediary mediator between source credibility and website stickiness.
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