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Interest in rumour processes is evident in a number of disciplines, including 

anthropology (e.g. Gilmore 1978; Gluckman, 1963), psychology (e.g. Bordia & 

DiFonzo, 2004; Jaeger, Anthony, & Rosnow, 1980; Rosnow, 1991; Rosnow & Fine, 

1976), sociology (e.g. Bergmann, 1993), and communication (e.g. Kimmel, 2004; Neil, 

2000; Suls, 1991). Marketing research, however, has a only a limited number of studies 

on the subject (Rosnow, 1991, 2001). This oversight in the field is surprising given the 

potentially harmful nature of commercial rumours to organisations because of their 

transmission of inaccurate information. Furthermore, innuendo can undermine 

customers’ and stakeholders’ salient beliefs in the organisation.  

The majority of research conducted on rumours has been from the sociological 

perspective. This approach explores the development and movement of commercial 

rumour, but does not provide a strategic perspective for rumour management (Tybout, 

et al., 1981). Apart from Tybout et al.’s (1981) and Koller’s (1992) study, research in 

this area has not investigated strategies for managing commercial rumours.  

Using primarily experimental research, Tybout et al. (1981), Koenig (1985) and 

Koller (1992) investigated the effects of how rumours are treated in an information 

processing context. Kamins, Folkes, and Perner (1997) researched rumour transmission, 

while Bordia and Rosnow (1998) developed a general framework to track rumour 

transmission processes using computer-mediated communication networks. DiFonzo 

and Bordia (2002) developed and tested an integrated model of the belief in and 

accuracy of workplace rumour activity; their study confirmed Kamis et al.’s (1997) 

findings in relation to the role played by uncertainty, anxiety, and belief in rumour 

activity. Bordia and DiFonzo (2004) investigated rumours that appear on the Web from 

a social psychology perspective, seeking to categorise rumour discussion by using a 
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Rumour Interaction Analysis System which identified the differences between dread 

and wish rumours.  

Although the studies cited so far have studied rumours and their spread through 

information technologies, none of them have explored how to manage commercial 

rumours in this new communication medium. This study focuses on the unexplored area 

of rumour response effect for commercial e-mail rumours.  

Computer-mediated communication is widely used for informal communication, 

and provides a new and excellent way to study and track the interaction of commercial 

rumours (Bordia & DiFonzo, 2004). It enables researchers to observe public discourse 

unobtrusively and access data via e-mail and chat rooms (Bordia, 1996; Bordia & 

Rosnow, 1998).  Kamis et al. (1997) explored and tested rumour transmission. Although 

Bordia and DiFonzo’s 2004 study was the first to explore, test, and measure rumours in 

an online environment, it did not test possible response strategies. The dearth of 

research in this area significantly limits the development of appropriate marketing 

response strategies for managing commercial rumours. Wilkie (1990) asserts that the 

most important issue when faced with rumours is how best to manage them. This study 

proposes to investigate rumour response strategies in the marketing context, specifically 

in terms of e-mail rumours. Hence, the organisational use of online communication in 

specifically responding to and managing commercial rumours is the focus of this study.   

The responses tested in this study are based on Tybout et al.’s (1981) study; 

responses such as refutation, ignorance, retrieval, and storage are tested for their 

effectiveness in terms of handling commercial e-mail rumours. To evaluate the 

effectiveness of each response, salient beliefs, reported intentions to consume, and 

reported consumption measures will be used.  
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