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Abstract The purpose of this study was to examine brand reliability, product attitude, and purchase intention
attitude on a difference in a type between information source (General person / Company) in Sina Weibo. A
questionnaire survey was conducted targeting 160 people. Questionnaire was conducted from April 3-7, 2017.
The analysis was used 77 people for the General posting without error and 70 people for the Corporate
posting. As a result of the research, general person posting is higher preference than public posting in brand
reliability(General person M=2.5455/Company M=2.1306), product attitude(General person M=2.4589/Company
M=1.9690), and purchase intention(General person M=2.5974/Company M=2.2750) according to type of posting
information in Sina Weiboo. The outcome of this study will help to understand consumers' attitudes according
to types of sources in China SNS.
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‘ Corporate posting 70 2.2750 834608 10113
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