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RESULT OF ONE YEAR DIFFERENCE IN EDUCATION. 

A STUDY ON THE DIMENSIONS OF CREDIBILITY OF 

COMMERCIAL PRESENTATION WEBSITES 

Oana ŢUGULEA* 

Abstract: This study is based on the hypothesis that one year of study 

difference between students underlines different evaluations of the 

dimensions of commercial presentation websites’ credibility. The objectives 

of this study are: (-) highlighting significant differences of credibility 

dimensions evaluation between second and third year of study students; (-) 

highlighting the dimensions considered to be important by the second year of 

study students; (-) highlighting the dimensions considered to be important by 

the third year of study students. For presentation commercial Websites, as 

approached by this study, second year of study students consider “site-user 

connection” and “information support” as important dimensions; for the 

same category of Websites, third year of study students consider “ease of 

use”, “real world feel” and “site-etiquette” as important dimensions. 
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1. INTRODUCTION 

Although the credibility concept has been studied since ancient times, the 

credible information was first defined by Fogg and Tseng (1999) as the information 

that can be trusted, believed to be secure (Ţugulea, 2015). Studies on credibility 

have been conducted in various situations – assessment of credibility of different 

types of media (Flanagin and Metzger, 2000; Savolainen, 2007), different types of 

Web pages such as forums and blogs (Chun Ho,  2006; Garrison, 2003; Metzger 
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and Hall, 2005), particular manners used to increase credibility (Bohner et al., 

2003),  the importance of the element “price” in assessing credibility (Trifts and 

Häubl, 2003). 

Researchers agree on the multidimensional nature of the construct of 

credibility. The credibility’s dimensions in various contexts are identified using the 

exploratory factor analysis (Eisend, 2006; Raven 1994; Munteanu et al., 2009; Kim 

and Mueller, 1978).  

Recent studies investigate this concept applied on the Web context. 

Researchers investigated credibility’s dimensions of various types of Websites 

(Hong, 2006; Morrison, 2005; Eisend, 2006; Fogg, 2001). Some of the identified 

dimensions are: expertise, good will, trustworthiness, profoundness, honesty, real 

world feel, ease of use, tailoring, amateurism, commercial implications, 

sufficiency, decision, accurate, confident, complete, etc. 

The table below displays the most common identified dimensions of the 

construct of credibility of Websites.  

Table 1: Dimensions of Web sites’ credibility identified in past researches 

Dimension Study 

expertise Hong (2006), Fogg (2001) 

goodwill Hong (2006) 

trustworthiness Hong (2006), Fogg (2001), Morrison (2005) 

depth/sufficiency Hong (2006), Morrison (2005) 

fairness /privacy/bias Hong (2006), Morrison (2005) 

real-world feel/identity Fogg (2001) 

ease of use Fogg (2001) 

tailoring Fogg (2001) 

commercial implications/ advertising and sponsorships Fogg (2001) 

amateurism Fogg (2001) 

sufficiency Morrison (2005) 

decision Morrison (2005) 

confidence Morrison (2005) 

accuracy Morrison (2005) 

(Sources: Manolică, A., Ciobanu, O., Bobâlcă, C. and Sasu, C., (2011),  „A Method to Asses 

Credibility of Commercial Web SItes. One level to Change Consumers' Attitude and 

Behaviour”, Proceedings of the International Conference on Management of Technological 

Changes. Democritus University of Thrace, Alexandroupolis, Greece, Ciobanu, O. (2011), 

Aspecte ale evaluarii credibilitatii site-urilor comerciale, Tehnopress, Iaşi) 

A company that proves to be credible in the online environment is more 

likely to build behavioural loyalty among its clients who begin to say nice word 
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about the company, express their preference for the company and buy its 

products (Bobâlcă, 2014a, Bobâlcă, 2014b); also, their loyalty can be expressed by 

their emotional response (Bobâlcă et al, 2014). 

The element that favoured the Electronic Word of Mouth (eWOM) was trust 

(Chiosa, 2014a), which is directly connected to credibility. Credibility of 

advertising can easily be checked nowadays (Chiosa, 2014b), and this includes the 

online advertising as well.  

This research is a continuation of the study Ţugulea (2015), which 

identified different perceptions between two sub-samples on credibility’s 

dimensions of online sales Websites. The two sub-samples were distinct as there 

was one year of study difference between the two of them. Also, the Websites 

analysed were in the online sales category. The samples in this research have the 

same one year of study difference between them. The sub-samples analysed in 

this research are different than the sub-samples analysed in the previous research 

(Ţugulea, O., 2015). Another difference between the two studies is that this 

research investigates different perceptions between the two sub-samples on 

credibility’s dimensions of a different category of Websites: commercial 

presentation Websites. This research uses the same demarch as the study of 

Ţugulea (2015), as described in this paragraph. 

The purpose of this research is to investigate the perception of two types of 

samples on credibility’s dimensions of a certain commercial presentation Website. 

The samples are: students in second year of study and students in third year of 

study. The hypothesis states that one year difference in the education level leads to 

different assessment of credibility online dimensions. The objectives are: (1) to 

identify significant differences in assessment of credibility’s dimensions between 

the two categories of students; (2) to identify the important credibility’s dimensions 

from students’ perception in the second year of study; (3) to identify the important 

credibility’s dimensions from students’ perception in the third year of study. The 

method is a quantitative survey, investigating 205 students randomly selected from 

the Faculty of Economics and Business Administration, University “Alexandru 

Ioan Cuza” of Iaşi, Romania. Data was gathered using a questionnaire in one week 

period of time. Results reveal that in most cases, there are significant differences in 

credibility assessment between the two groups and for the two groups the important 

dimensions are different. 
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2. RESEARCH METHOD 

The purpose of this research is to investigate students’ perceptions on 

importance of credibility’s dimensions of a certain clothes presentation Website.  

The hypothesis of this research states that one year difference in the 

education level leads to different assessment of credibility online dimensions. 

This hypothesis is supported by the assumption that at this level of education, one 

year brings more experience and changes some elements of perception of the 

online world. 

The sample consists of 205 students from the Faculty of Economics and 

Business Administration, University “Alexandru Ioan Cuza” of Iaşi, Romania. 

Students were randomly selected from the second and third year of study. Students 

in the first year of study were eliminated from this research because, as a result of a 

previous study, the majority of this category of potential respondents has little 

experience with the online commercial information. The sample was divided into 

two categories: 107 students in the second year of study and 98 students in the third 

year of study. All the analyses presented in this paper were conducted on the two 

groups of respondents. The purpose of this division is to understand whether one 

extra year of studentship leads to different evaluations of the commercial 

presentation Website credibility’s dimensions.  

The method was the quantitative survey. Each student received one 

questionnaire to fulfil and access to one computer connected to Internet. The 

computer gave access to visit a presentation clothes Website, that didn’t have any 

online acquisition options. The selected Website is not a popular one. It is expected 

for the web page not to influence the credibility’s rank due to Website’s lack of 

popularity. All respondents evaluated the same Website during this research. The 

instrument was a questionnaire composed of 12 items. 11 items represented the 

dimensions of presentation commercial Websites’ credibility, as they have been 

revealed by a previous research (Manolica et. al, 2011): sincere communication; 

ease of use; real world feel; company’s experience; trustworthiness; framing 

adverts; expertise; site etiquette; site - user connection; information support; site 

length. These items were formulated so that each respondent evaluated each aspect 

(dimension) on the concrete example of a presentation commercial Website 

presented on a computer in front of them. The last item was an evaluation of the 
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overall credibility of the assessed Website. The 7 point scale was used to gather 

data for each item: 

1 – criterion is not accomplished;                         7 – criterion is fully accomplished 

Source: Ciobanu, 2011 

3. RESULTS 

Initially, Independent samples T test was conducted for testing the 

assumption that second and third year of study students differently evaluate the 

dimensions of commercial presentation Websites, in score means, for each variable 

included in the study. These differences, if significant, may support the initial 

hypothesis that one extra year of study leads to different evaluation of the online 

environment due to more experience gained in the online environment. 

Regression analysis was used in order to identify the dimensions of 

commercial presentation Websites considered to be important by the students 

included in the sample. This analysis was conducted separately for the two groups 

analysed: second and third year of study students. Results are compared in the 

conclusion section.  

Objective 1 - identifying significant differences in assessment of 

credibility’s dimensions of commercial presentation Websites between the two 

categories of students  

Independent samples T test was conducted in order to identify any 

significant differences between the two groups concerning the evaluation of each 

dimension and the evaluation of the overall credibility of the Website. 





 

Table 2: Independent Samples T Test  

 

Levene's Test 
for Equality of 

Variances 
t-test for Equality of Means 

F Sig. t df 
Sig. (2-
tailed) 

Mean 
Difference 

Std. Error 
Difference 

95% Confidence 
Interval of the 

Difference 

Lower Upper 

The site makes me believe it 
sincerely, openly 
communicates, in detail 

Equal variances 
assumed 

3,342 ,069 3,384 203 ,001 ,788 ,233 ,329 1,248 

Equal variances 
not assumed 

3,371 197,247 ,001 ,788 ,234 ,327 1,249 

The site is easy to use 
 

Equal variances 
assumed 

,707 ,401 3,635 203 ,000 ,927 ,255 ,424 1,429 

Equal variances 
not assumed 

3,624 198,218 ,000 ,927 ,256 ,422 1,431 

The company is real 
 

Equal variances 
assumed 

2,164 ,143 2,511 203 ,013 ,601 ,239 ,129 1,073 

Equal variances 
not assumed 

2,499 195,467 ,013 ,601 ,240 ,127 1,075 

The company has experience 
in its field of activity 

Equal variances 
assumed 

,321 ,572 3,778 202 ,000 ,875 ,232 ,418 1,331 

Equal variances 
not assumed 

3,786 201,356 ,000 ,875 ,231 ,419 1,331 

I trust this site 
 

Equal variances 
assumed 

,457 ,500 1,460 201 ,146 ,360 ,247 -,126 ,846 

Equal variances 
not assumed 

1,463 201 ,145 ,360 ,246 -,125 ,845 

Adverts are well framed 
 

Equal variances 
assumed 

,087 ,769 3,555 203 ,000 ,933 ,263 ,416 1,451 

Equal variances 
not assumed 

3,557 201,944 ,000 ,933 ,262 ,416 1,451 



 

 

 

Levene's Test 
for Equality of 

Variances 
t-test for Equality of Means 

F Sig. t df 
Sig. (2-
tailed) 

Mean 
Difference 

Std. Error 
Difference 

95% Confidence 
Interval of the 

Difference 

Lower Upper 

The company is an expert in 
its field 
 

Equal variances 
assumed 

1,541 ,216 3,420 202 ,001 ,784 ,229 ,332 1,236 

Equal variances 
not assumed 

3,428 201,934 ,001 ,784 ,229 ,333 1,235 

The site has a good image in 
the online environment 
 

Equal variances 
assumed 

3,371 ,068 2,549 203 ,012 ,628 ,246 ,142 1,114 

Equal variances 
not assumed 

2,561 202,963 ,011 ,628 ,245 ,144 1,111 

The site creates a good 
connection with the users 
 

Equal variances 
assumed 

14,205 ,000 3,389 203 ,001 ,915 ,270 ,383 1,448 

Equal variances 
not assumed 

3,423 199,141 ,001 ,915 ,267 ,388 1,443 

Information delivered on the 
site is well supported 
 

Equal variances 
assumed 

,476 ,491 5,135 200 ,000 1,306 ,254 ,804 1,807 

Equal variances 
not assumed 

5,132 198,798 ,000 1,306 ,254 ,804 1,808 

The site is small 
 

Equal variances 
assumed 

5,989 ,015 1,564 200 ,119 ,405 ,259 -,106 ,917 

Equal variances 
not assumed 

1,556 189,563 ,121 ,405 ,261 -,109 ,919 

How credible is the overall 
site? 
 

Equal variances 
assumed 

3,053 ,082 4,256 200 ,000 ,878 ,206 ,471 1,284 

Equal variances 
not assumed 

4,239 192,769 ,000 ,878 ,207 ,469 1,286 

Equal variances 
not assumed 
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In order to gather some conclusions from these statistical results, an example 

is given. For the first variable, “The site creates a good connection with the users”, 

the Sig. value for Levene's Test for Equality of Variances is 0.000. As this value is 

< 0.05, the null hypothesis in Levene’s Test is rejected.  For this particular item, we 

follow results displayed in the second row. The Sig. value of t-test for Equality of 

Means is 0.001. As this value is < 0.05, the conclusion is that there are significant 

differences between the second year of study and third year of study in evaluating 

this variable. 

Almost all the variables have been evaluated significantly different by the 

respondents. The exceptions are the variables trustworthiness and site length. This 

supports the initial hypothesis that one extra year of study leads to different 

evaluation of the online environment due to more experience gained in the online 

environment. The elements of trust seem to be similarly evaluated, even if there is 

a small difference in years of education. It might be that people generally, students 

in this case, put a special accent on the elements of trust due to past online history. 

Also, the length of site is evaluated of a similar manner because this is mostly an 

objective assessment that doesn’t involve perception as much as the other 

dimensions. 

Objective 2 – identifying the important credibility’s dimensions of 

commercial presentation Websites from students’ perception in 

the second year of study 

In order to detect the extent to which one variable is important or not, 

regression analysis was conducted for both groups of respondents. The dependent 

variable was overall credibility, an item that evaluated the overall credibility of the 

analysed Website, on the same 7 points scale. The multiple linear regression 

analysis, enter method, was conducted. Objective 2 presents results for second year 

of study students. Objective 3 presents result for third year of study students. 

The condition to conduct a regression analysis is to have a data base with 

more than 5 respondents per each independent variable (Bartlett et al., 2001, 

Ciobanu, 2011). As the database included 107 students in the second year of study 

and 98 students in the third year of study and the questionnaire contained 11 

independent variables, the condition is accomplished. The samples were large 

enough to test b and R2 coefficients. 
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Regression analysis, enter method, was conducted with 11 independent 

variables, corresponding to the credibility’s dimensions and the dependent variable 

corresponding to the general evaluation of credibility of the analyzed clothes 

presentation Website.  

Approximate 67 % of the variability of dependent variable is explained. 

Table 3: R and R Square values 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 ,816 ,666 ,625 ,842 

The hypothesis that coefficients equal 0 is rejected by the Anova test and the 

independent variables as a whole help to explain the variation of the dependent 

variable. 

Table 4: Anova test 

Model 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

1 Regression 126,115 11 11,465 16,168 ,000 

Residual 63,113 89 ,709 

Total 189,228 100 

A significant relationship between independent variables and the 

dependent variable is given by: site - user connection (“The site creates a good 

connection with the users” – sig. = 0.058) and information support (“Information 

delivered on the site is well supported” – sig. = 0.031). For the case of clothes 

presentation web sites, the presented dimensions are the important dimensions 

defining the credibility construct. 

Table 5: Function Coefficients 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) 1,100 ,422  2,607 ,011 

The site makes me believe it 

sincerely, openly 

communicates, in detail 

-,053 ,068 -,063 -,789 ,432 

The site is easy to use ,071 ,069 ,093 1,024 ,308 

The company is real ,096 ,062 ,115 1,545 ,126 

The company has experience 

in its field of activity 

,121 ,084 ,150 1,441 ,153 

I trust this site ,021 ,084 ,027 ,246 ,807 
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Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

Adverts are well framed ,052 ,065 ,071 ,798 ,427 

The company is an expert in its 

field 

,158 ,102 ,194 1,539 ,127 

The site has a good image in 

the online environment 

,129 ,091 ,172 1,419 ,159 

The site creates a good 

connection with the users 

,109 ,057 ,170 1,919 ,058 

Information delivered on the 

site is well supported 

,132 ,061 ,175 2,186 ,031 

The site is small -,018 ,057 -,022 -,311 ,756 

Regression analysis was conducted including only the two important 

dimensions (Ciobanu and Bobâlcă, 2011). The purpose of this analysis is to 

highlight the important dimensions in an equation that only includes dimensions 

with a significant relationship between the independent variables and the dependent 

variable. The model explains 46% of the variability of dependent variable.  

Table 6: R and R Square values 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,676 ,458 ,447 1,015 

Table 7: Function Coefficients in second year of study sample 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) 2,070 ,303  6,828 ,000 

Information delivered on the 

site is well supported 

,271 ,059 ,356 4,635 ,000 

The site creates a good 

connection with the users 

,307 ,049 ,479 6,241 ,000 

The equation explaining the relation between the two independent variables 

and the dependent variable, applicable for the particular case of clothes 

presentation Websites evaluated by second year of study students is:  

 connectionuser  - Site *0.307 +support n Informatio *0.271 + 2.070 =y Credibilit  (1) 
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Objective 3 – identifying the important credibility’s dimensions of 

commercial presentation Websites from students’ perception in 

the third year of study 

The same process was conducted for students in the third year of study. 

Regression analysis, enter method, was conducted with 11 independent variables, 

corresponding to the credibility’s dimensions and the dependent variable 

corresponding to the general evaluation of credibility.  

Approximate 67 % of the variability of dependent variable is explained. 

Table 8: R and R Square values 

Model R R Square 
Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,818 ,669 ,626 ,946 

The hypothesis that coefficients equal 0 is rejected by the Anova test and the 

independent variables as a whole help to explain the variation of the dependent 

variable. 

Table 9: Anova test 

Model 
Sum of 

Squares 
df Mean Square F Sig. 

1 Regression 153,988 11 15,637 16,168 ,000 

Residual 76,094 85 ,895 

Total 230,082 96 

A significant relationship between independent variables and the dependent 

variable is given by: ease of use (“The site is easy to use” – sig. = 0.040), real 

world feel (“The company is real” – sig. = 0.050) and site etiquette (“The site has a 

good image in the online environment “– sig. = 0.000), these three dimensions 

being the most important in the perception of third year of study students. 

Table 10: Function Coefficients 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) ,143 ,360  ,397 ,693 

The site makes me 

believe it sincerely, 

openly communicates, 

in detail 

,059 ,076 ,066 ,780 ,438 
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Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

The site is easy to use ,159 ,076 ,193 2,082 ,040 

The company is real ,143 ,072 ,167 1,990 ,050 

The company has 

experience in its field 

of activity 

-.070 ,083 -,073 -,840 ,404 

I trust this site ,030 ,091 ,033 ,332 ,741 

Adverts are well 

framed 

,086 ,073 ,104 1,180 ,241 

The company is an 

expert in its field 

,009 ,100 ,009 ,086 ,932 

The site has a good 

image in the online 

environment 

,369 ,097 ,397 3,812 ,000 

The site creates a good 

connection with the 

users 

-,025 ,074 -,027 -,332 ,741 

Information delivered 

on the site is well 

supported 

,129 ,073 ,151 1,760 ,082 

The site is small ,058 ,054 ,075 1,072 ,287 

As for the second year of study sample, regression analysis was conducted 

including only the three important dimensions (Ciobanu and Bobâlcă, 2011). The 

model explains 63% of the variability of dependent variable.  

Table 11: R and R Square values 

Model R R Square 
Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,797 ,636 ,624 ,958 

Table 12: Function Coefficients in third year of study sample 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) ,375 ,296  1,268 ,208 

The site is easy to use ,226 ,063 ,273 3,580 ,001 

The company is real ,230 ,065 ,266 3,561 ,001 

The site has a good image 

in the online environment 

,411 ,070 ,438 5,845 ,000 



Oana ŢUGULEA 

 

130 

The equation explaining the relation between the three independent variables 

and the dependent variable, applicable for the particular case of clothes 

presentation Websites evaluated by second year of study students is:  

etiquette. Site 0.411 + feel  worldReal *0.230 + use of Ease *0.226 + 0.375 =y Credibilit  (2) 

4. CONCLUSIONS 

For “second year students”, the important dimensions of the credibility of 

clothes presentation Websites are site-user connection and information support. 

“Third year students” seem to focus on other dimensions: ease of use, real world 

feel and site-etiquette. Possible explanations may be that “second year students” are 

more attracted to creating relations and to exterior looks, while for “third year 

students” aspects to make them feel secure are the most important elements of the 

online world. Variables such as age, year of education, specific disciplines studied 

in the third year could serve as mediators that lead to differences in the amount and 

quality of available information. 

If we consider the differences in assessment of each dimension, “third year 

students” ranked lower all the dimensions considered being important for both groups.  

Table 13: Means values of variables included in the analysis 

year of study N Mean 
Std. 

Deviation 

Std. Error 

Mean 

The site makes me believe it 

sincerely, openly communicates, in 

detail 

2 107 4,97 1,599 ,155 

3 98 4,18 1,737 ,175 

The site is easy to use 2 107 5,24 1,764 ,170 

3 98 4,32 1,886 ,191 

The company is real 2 107 5,35 1,620 ,157 

3 98 4,74 1,807 ,183 

The company has experience in its 

field of activity 

2 107 4,51 1,684 ,163 

3 97 3,64 1,615 ,164 

I trust this site 2 105 3,96 1,813 ,177 

3 98 3,60 1,691 ,171 

Adverts are well framed 2 107 4,39 1,892 ,183 

3 98 3,46 1,862 ,188 

The company is an expert in its field 2 106 3,40 1,683 ,163 

3 98 2,61 1,584 ,160 

The site has a good image in the 

online environment 

2 107 3,50 1,845 ,178 

3 98 2,87 1,666 ,168 
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year of study N Mean 
Std. 

Deviation 

Std. Error 

Mean 

The site creates a good connection 

with the users 

2 107 3,59 2,128 ,206 

3 98 2,67 1,692 ,171 

Information delivered on the site is 

well supported 

2 104 4,84 1,791 ,176 

3 98 3,53 1,823 ,184 

The site is small 2 104 4,71 1,676 ,164 

3 98 4,31 2,002 ,202 

How credible is the overall site? 2 104 4,50 1,365 ,134 

3 98 3,62 1,563 ,158 

The hypothesis was confirmed. One year difference in the education level 

leads to different assessment of online credibility dimensions. 

The contribution of this study is that it reveals important differences in 

students’ perception between groups that are similar. The only difference between 

the groups involved in this paper is one extra year of study, one extra year of online 

experience. 

Research limits 

The most important limit is considered to be the composition of the sample. 

Students were randomly selected and they were all studying at a Faculty of 

Economics. The research would be complete if the study involved students from as 

many faculties as possible, from all types of universities, from different geographical 

areas in the country. Another limit considers the sample size. A stepwise regression 

could bring more revealing results but that was not possible for a sample size with 

less than 40 respondents per each computed variable (Ţugulea, 2015). 

Future research 

The two categories that were analysed in this paper are not necessarily 

different through the age perspective but through the online experience perspective. 

This leads to a new hypothesis to be tested in a future research: students’ online 

experience and perceptions change greatly from one year to another. Another 

future direction is to conduct this analysis on gender groups. The hypothesis is that 

women and men assess differently the credibility’s dimensions of presentation 

Websites of certain types of products (Ţugulea, 2015). 



Oana ŢUGULEA 

 

132 

ACKNOWLEDGEMENTS  

This work was supported by the European Social Fund through Sectoral 

Operational Programme Human Resources Development 2007 – 2013, project 

number  POSDRU/159/1.5/S/134197, project title “Performance and Excellence 

in Doctoral and Postdoctoral Research in Economic Sciences Domain in 

Romania. 

BIBLIOGRAPHY 

1. Bartlett, II, J. E., Kotrlik, J. W., Higgins, C. C. (2001), “Organizational Research: 

Determining Appropriate Sample Size in Survey Research”, Information Technology, 

Learning, and Performance Journal, Vol. 19, No. 1, Spring, p. 43-50. 

2. Bobâlcă, C. (2013), “Study Of Customers’ Loyalty: Dimensions And Facets”, Revista 

Management & Markerting, Vol. XI, Issue 1/2013, Editura Universitatii Craiova, p. 

104-114. 

3. Bobâlcă, C. (2014a), “A Romanian Perspective on Customer Loyalty for Direct Selling 

Companies”, CES Working Papers, Vol. VI, No 3, pp. 6-16, ISSN 2067 – 

769, http://ceswp.uaic.ro/articles/CESWP2014_VI3_BOB.pdf . 

4. Bobâlcă, C. (2014b), “Gaining insights into factors affecting customer loyalty in direct 

selling”, volumul conferintei International Conference on Marketing, Marketing from 

information to decision, Nr 7, Editura RISOPRINT, ISSN 2067-0338, pp. 52-68. 

5. Bobalca, C., Apachitei, D.C., Manolica, A., Roman, T. (2014), “BRAND LOYALTY – 

A DETERMINANT OF BRAND EQUITY”, REVIEW OF ECONOMIC AND 

BUSINESS STUDIES, Alexandru Ioan Cuza University Press, ISSN 1843-763X, VOl. 

7, Nr. 2, p.63-84, http://www.rebs.ro/issues/pdfs/14.pdf 

6. Bohner, G., Einwiller, S., Erb, H., P. and Siebler, F. (2003), „When Small Means 

Comfortable: Relations Between Product Attributes in Two-Sided Advertising”, 

Journal of Consumer Psychology, 13(4), 454–463. 

7. Chiosa, A.R. (2014a), “Word of mouth: de la comunicarea prin viu grai la comunicarea 

online[Word of mouth: from verbally communication to communication online]”, 

Management Intercultural, Vol. XVI, Nr. 2(31), 415-420. 

8. Chiosa, A.R. (2014b), Consumatorul şi Moda [Fashion Consumer], Tehnopress, Iaşi. 

9. Ciobanu, O. (2011), Aspecte ale evaluarii credibilitatii site-urilor comerciale, 

Tehnopress, Iaşi. 

10. Ciobanu, O. and Bobâlcă, C. (2011), „Importance of credibility' s factors - an analysis 

on a particular category of web sites”, Anale. Seria Stiinte Economice. Timisoara, Vol. 

XVII, Mirton Timisoara. 

11. Chun Ho, K. L. (2006), „Perceived Credibility, Loneliness, and Self-disclosure on 

Blogs”, Diseration thesis, Chinese University in Hong Kong, coordinator: Prof. Louis 

Leung. 

12. Eisend, M. (2006), “Source Credibility Dimensions in Marketing Communication – A 

Generalized Solution”, Journal of Empirical Generalisations in Marketing, 10(1), 1-33. 

13. Flanagin, A.J. and Metzger, M.J. (2000), „Perceptions of Internet Information 

Credibility”, Journal of Mass Communication Quarterly, 77(3), 515-540. 

http://ceswp.uaic.ro/articles/CESWP2014_VI3_BOB.pdf
http://www.rebs.ro/issues/pdfs/14.pdf


Different Web Credibility Assessment as a Result of One Year Difference in Education.  

 

133 

14. Fogg, B.J. and Tseng, H. (1999), “The Elements of Computer Credibility”, Proceedings 

of ACM CHI 99 Conference on Human Factors in Computing Systems (New York: 

ACM Press, 1999): pp. 80-87.  

15. Fogg, B. J., Marshall, J., Laraki, O. Osipovich, A., Varma, C., Fang, N., Paul, J., 

Rangnekar, A., Shon, J., Swani, P. and Treinen, M. (2001), “What Makes Web Sites 

Credible? A Report on a Large Quantitative Study”, CHI. Volume No. 3, Issue No. 1. 

16. Garrison, B. (2003), “The Perceived Credibility of Electronic Mail In Newspaper 

Newsgathering”, Paper presented to the Newspaper Division Conference, Association 

for Education in Journalism and Mass Communication, Kansas City, Missouri. 

17. Hong, T. (2006), “The Influence of Structural and Message Features on Web Site 

Credibility”, Journal of the American Society for Information Science and Technology, 

57, 114–127. 

18. Kim, J.O. and  Mueller, C.W. (1978), Factor analysis: Statistical methods and practical 

Issues (Sage University Paper Series on Quantitative Applications in the Social 

Sciences). Beverly Hills, CA, and London, England: Sage Publications. 

19. Manolică, A., Ciobanu, O., Bobâlcă, C. and Sasu, C. (2011), „A Method to Asses 

Credibility of Commercial Web SItes. One level to Change Consumers' Attitude and 

Behaviour”, Proceedings of the International Conference on Management of 

Technological Changes. Democritus University of Thrace, Alexandroupolis, Greece. 

20. Metzger, M. J. and Hall, E. (2005), “A Review of the State of Our Knowledge and 

Recommendations for Theory, Policy, and Practice”, Paper presented at the Internet 

Credibility and the User Symposium, sponsored by American Library Association’s 

Office for Information Technology Policy, Seattle, WA5. 

21. Morrison, P. J. (2005), Online source credibility: Experts and fellow users, COMM 

65020, Kent State University, 

<http://www.jasonmorrison.net/writing/online_source_credibility_05.pdf>. 

22. Munteanu, C., Ceobanu, C. and Anton, O. (2009), “Assessing Marketing Graduates 

Self-Efficacy: An Exploratory Factor Analysis”, Transformation in Business & 

Economics, Vol. 8, Nr. 3 (18), Supplement A. 

23. Raven, Matt R. (1994), “The Application of Exploratory Factor Analysis in Agricultural 

Education Research”, Journal of Agricultural Education, Volume 35, No. 4, pp. 9-14. 

24. Savolainen, R. (2007), „Media credibility and cognitive authority. The case of seeking 

orienting information”, Information Research, 12(3) paper 319. 

25. Trifts, V. and Häubl, G. (2003), „Information Availability and Consumer 

Preference:Can Online Retailers Benefit From Providing Access to Competitor Price 

Information?”, Journal of Consumer Psychology, 13(1&2), 149–159. 

26. Ţugulea, O., (2015), „Different Year of Study, Different Important Credibility 

Dimensions? A Study on Online Sales Websites’ Credibility Dimensions”, Review of 

Economic and Business Studies (REBS), 14 REBS, Volume VII, Issue 2, ISSN-1843-

763X, p. 31–49. http://www.rebs. ro/issues/pdfs/14.pdf . 


