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[Abstract]

In this study, to prove that under which situation we think much of word-of-mouth or
which word-of-mouth we use at the time of decision-making, we concentrated on course
registration which we, students cannot avoid. When we think about course registration,
we receive a lot of information from friends, our seniors, professors, or syllabus, and this
information must be very important. So, through this project, we focused on the source
of information and reliability of information. Then, using the scenario, we prove that
when we do decision-making, we are affected by characters of word-of-mouth, height of
risk of value judgment, how much we can trust the source of information or by whom we

are send the information.
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