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1 C I n t rO d u Cti O n The Positive Effects of Negative e-WOM

Recently, the effects of e-WOM™* on consumer behavior “WOM: Word-of-Mouth,

attracts attention.

A negative WOM has negative effects
on consumer behavior.

Is there the condition when negative e-WOM positively stimulates consumer behavior?
e




2 . H yp Ot h eses The Positive Effects of Negative e-WOM

Experts:

Novices:

Attribute-centric reviews: Hedonic products:

e.g. movie, comic

Benefit-centric reviews:

Reasonable! Utilitarian products:

e.g. PMP, Digital Camera
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2 . H yp Ot h eS i S The Positive Effects of Negative e-WOM

In the case of experts reading attribute-centric reviews,
e-WOM effects are stronger when there is a certain negative e-WOM than none of it.

In the case of experts reading benefit-centric reviews, which e-WOM effects are stronger
when there is a certain negative e-WOM or none of it?

In the case of novices reading benefit-centric reviews,
e-WOM effects are weaker when there is a certain negative e-WOM than none of it.

In the case of novices reading attribute-centric reviews, which e-WOM effects are stronger
when there is a certain negative e-WOM or none of it?

In case of e-WOM on hedonic products, e-WOM effects are stronger
when there is a certain negative e-WOM than none of it.

In the case of e-WOM on utilitarian products, e-WOM effect is weaker
when there is a certain negative e-WOM than none of it.
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3.Results

*E-WOM effects are composed of attitude toward the Web site,

credibility of e-WOM massages, attitude toward the product, and purchase intension.

Attitude toward the Web site

X; Type of products

X, Type of reviews

X5 Ratio of e-WOM

X, Level of expertise

X:*X; Type of products
x Ratio of e-WOM

X1*X,*X5 Type of products
x Type of reviews
x Ratio of e-WOM

X,*X5*X, Type of reviews
x Ratio of e-WOM
x Expertise

F= 2.05

Credibility of e-WOM messages

asignificant at 0.01 level

X; Type of products

X, Type of reviews

X5 Ratio of e-WOM

X, Level of expertise

X:*X; Type of products
x Ratio of e-WOM

X1*X,*X5 Type of products
x Type of reviews
x Ratio of e-WOM

X,*X5*X, Type of reviews
x Ratio of e-WOM
x Expertise

F= 2.66
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Purchase intention

X; Type of products

X, Type of reviews

X5 Ratio of e-WOM

X, Level of expertise

X:*X; Type of products
x Ratio of e-WOM

X1*X,*X5 Type of products
x Type of reviews
x Ratio of e-WOM

X,*X5*X, Type of reviews
x Ratio of e-WOM
x Expertise

2.66

asignificant at 0.01 level

X5 Ratio of e-WOM

Mean S.D.

asignificant at 0.01 level

10:0
8:2
6:4

0.31 0.71
0.26 0.84
0.58 1.16

X; Ratioof e-WOM

Mean S.D.

X; Ratioof e-WOM

Mean S.D.

10:0
8:2
6:4

0.41 0.68
0.29 0.80
0.76 1.04

X, Type of reviews

Mean S.D.

10:0
8:2
6:4

0.55 0.77
0.37 0.79
0.95 0.68

Attribute-centric
Benefit-centric

0.13 1.00
0.14 0.98

Attitude toward the Web site, credibility of e-WOM messages and purchase intension

> 82




3.Results

Attitude toward the product

X; Type of products

X, Type of reviews

X5 Ratio of e-WOM

X, Level of expertise

X:*X; Type of productsx Ratio of e-WOM

X1*X,*X5 Type of productsx Type of reviews
x Ratio of e-WOM

X,*X5*X, Type of reviewsx Ratio of e-WOM
x Expertise

1.24
0.81
234.524
0.17
F= 6.40®

F= 5.4228

F= 4.24b
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asignificant at 0.01 level, P significant at 0.05 level

X; Ratio of e-WOM

10:0

8:2

6:4

0.55 0.65

0.49 0.62

1.07 0.72

X, Type of products

10:0

8:2

6:4

Movie
Comic
PMP

Digital Camera

0.34 0.67
0.20 0.68
0.82 0.55
0.86 0.38

0.69 0.59
0.76 0.56
0.34 0.47
0.19 0.67

1.17 0.83
0.90 0.66
1.06 0.67

1.14 0.73

X, Type of reviews

X, Level of expertise

10:0

8:2

6:4

Attribute-centric
Attribute-centric
Benefit-centric

Benefit-centric

Experts
Novices
Experts

Novices

0.46 0.54
0.33 0.68
0.55 0.66
0.87 0.60

0.91 0.45
0.39 0.52
0.24 0.66
0.40 0.62

1.35 0.74
1.05 0.79
0.90 0.72
0.99 0.59




3.Results

Attitude toward the products
(F=4.24, significant at 0.05 level)
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The Interaction of types of products x ratio of e-WOM

In the case of e-WOM on utilitarian products
100 > 82

In the case of e-WOM on hedonic products

10.0 < 8:2

The Interaction of level of expertise x types of reviewsx ratio of e-WOM

In the case of experts reading benefit-centric reviews
In the case of novices reading attribute-centric reviews

In the case of novices reading benefit-centric reviews

10.0 > 82
n the case of experts reading attribute-centric reviews

10.0 < 8:2




4 . D iSC u SS i O n The Positive Effects of Negative e-WOM

Academical implication:

This research finds that, under a particular condition,
negative e-WOM positively stimulate consumer attitude positively.

In the case of e-WOM on hedonic products E N .
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In the case of experts reading attribute-centric reviews

Managerial implication:

Companies don’t need to excessively fear negative e-WOM on hedonic products.




