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1 . I n t ro d u Ctl O n The Positive Effects of Negative e-WOM

Nowadays, effects of e-WOM* on consumer behavior “WOM: Word-of-Mouth,

attract attention.

Previous research has suggested that negative
WOM has negative effects on consumer behavior.

Are there any conditions under which negative e-WOM has positive effects on consumer behavior?
e




2.Research questions

Experts

Experts have both motivation and ability to process detailed information.

Novices

Novices have either or nothing.

Attribute-centric reviews

The reviews refer to attributes of the product.

e.q. 35 115

Benefit-centric reviews

The reviews refer to concrete benefits that the
attributes will provide.

e.g. ° Reasonable!

T 25,000
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Hedonic products

The products which is primarily characterized by an
affective and sensory experience.

e.g. movie, comic \ﬁ;ﬁn&'ﬁ)
P g Fokal j;

vk B ¥

Utilitariaﬁﬂ_f:)rouct

The products which is measured as the products’

tangible attributes.
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e.g. PMP, digital camera




2 . Rese a rC h q u eStI O n S The Positive Effects of Negative e-w0|\fr

In the case of experts reading attribute-centric reviews,

which positive effects of e-WOM are stronger when there is a certain negative e-WOM or none of it?
e e

In the case of experts reading attribute-centric reviews,

positive effects of e-WOM are stronger when there is a certain negative e-WOM than none of it.
e

In the case of experts reading benefit-centric reviews,

which positive effects of e-WOM are stronger when there is a certain negative e-WOM or none of it?
e e

In the case of novices reading attribute-centric reviews,

which positive effects of e-WOM are stronger when there is a certain _neqgative e-WOM or none of it?
e e

In the case of novices reading benefit-centric reviews,

positive effects of e-WOM are weaker when there is a certain negative e-WOM than none of it.
e

In the case of novices reading benefit-centric reviews,

which positive effects of e-WOM are stronger when there is a certain negative e-WOM or none of it?
e e

In the case of e-WOM on hedonic products,

which positive effects of e-WOM are stronger when there is a certain negative e-WOM or none of it?
e e

In the case of e-WOM on hedonic products,

positive effects of e-WOM are stronger when there is a certain negative e-WOM than none of it.
e e

In the case of e-WOM on utilitarian products,

which positive effects of e-WOM are stronger when there is a certain negative e-WOM or none of it?
e e

In the case of e-WOM on utilitarian products,

positive effects of e-WOM are weaker when there is a certain negative e-WOM than none of it.
e e




3.Results

*E-WOM effects were measured by four constructs: Attitude toward the Website, Credibility of
the massages, Attitude toward the product, and Purchase intension.

Attitude toward the Website

Type of products
Type of reviews
Ratio of e-WOM
Level of expertise
X,*X, Type of products
P yRatio gf e-WOM

X, *X3*X, _Type of reviews
x Ratio of e-WOM
x Level of expertise

1.07
2.52

29.012

0.29
0.79

2.05

Credibility of the messages

a: p<0.01

Type of products F= 2.12
Type of reviews F= 8.182
Ratio of e-WOM F= 60.492
Level of expertise F= 0.04
X.*X5 Type of products —
P yRatio gf e-WOM F= 1.01

X, *X3*X, _Type of reviews
x Ratio of e-WOM F= 2.66
x Level of expertise
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Purchase intention

X; Ratio of e-WOM

Mean S.D.

a: p<0.01

X; Type of products 0.86
X, Type of reviews 2.26

X; Ratio of e-WOM 135.342

X, Level of expertise 0.07

X;*X, Type of products
SRR yRatio gf e-WOM 112

X, *X3*X, _Type of reviews
x Ratio of e-WOM 2.66
x Level of expertise

a: p<0.01

10:0
8:2
6:4

0.31 0.71
0.26 0.84
0.58 1.16

X; Ratio of e-WOM Mean S.D.

X; Ratio of e-WOM Mean S.D.

F=26.39 p<0.01

10:0 0.41 0.68
8:2 0.29 0.80

6:4 0.76 1.04

10:0 0.55 0.77
8:2 0.37 0.79
6:4 0.95 0.68

F=48.38 p<0.01 HSD 10:0-8:2

X, Type of reviews Mean S.D.

Attribute-centric 0.13 1.00
Benefit-centric 0.14 0.98

F=5.12 p<0.01

F=107.78 p<0.01

*Shading sections do not show significant difference.

Attitude toward the Website, Credibility of the messages and Purchase intension.

10:0

8:2 > 64




3.Results

Attitude toward the product

X, Type of products

X, Type of reviews

X; Ratio of e-WOM

X, Level of expertise

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

X,*X3*X, Type of reviewsx Ratio of e-WOM
X Level of expertise

1.24
0.81

F=_234.522

0.17
F 6.402

F 4.24b
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X; Ratio of e-WOM

F value (p<F)
Fo( )

10:0

8:2

6:4

a: p<0.01

b: p<0.05

0.55 0.65

0.49 0.62

1.07 0.72

172.91(<0.01)

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

44.37 (<0.01)
39.23 (<0.01)
65.28 (<0.01)
60.52 (<0.01)

X, Type of reviews

X, Level of expertise

10:0

8:2

6:4

Attribute-centric

Experts
Attribute-centric Novices
Benefit-centric Experts

Benefit-centric Novices

0.46 0.54
0.33 0.68
0.55 0.66
0.87 0.60

0.91 0.45

1.35 0.74

0.39 0.52 1.05 0.79

0.24 0.66 0.90 0.72

0.40 0.62 0.99 0.59

02.88 (<0.01)
31.82 (<0.01)
29.45(<0.01)
55.31(<0.01)

* Shading sections do not show significant difference.
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3 n Re S u I tS The Positive Effects of Negative e-WOM

Attitude toward the product
(F=4.24, p<0.05

1

The Interaction of Type of products x Ratio of e-WOM,;

In the case of e-WOM on hedonic products
82 > 100 > 64

In the case of e-WOM on utilitarian products
1000 > 82 > 64

--<®-- Digital camera

The Interaction of Level of expertise x Type of reviewsx Ratio of e-WOM,;

(F=6.40, p<0.01

In the case of experts reading attribute-centric reviews

p] 82 > 1000 > 64

In the case of novices reading attribute-centric reviews

[—0— ACx

-+-.-@-+- ACx Novice

In the case of experts reading benefit-centric reviews

10:0 82 > 064

In the case of novices reading benefit-centric reviews

x Novice

&2 64 1000 > 82 > 064

All hypotheses are supported.
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4 ] D i S C u SS i O n The Positive Effects of Negative e-WOM
Academic implication W
Oo,

This research finds that negative e-WOM has positive effects on
consumer attitude;

e

e

In the case of e-WOM on hedonic products
e

Firms providing hedonic products need not to fear negative e-WOM excessively.
In contrast, firms providing utilitarian products must pay attention to negative e-WOM.
e

e

In the case of experts reading attribute-centric reviews g
e

Firms getting many attribute-centric reviews need not to fear negative e-WOM excessively.
In contrast, firms getting many benefit-centric reviews must pay attention to negative e-WOM.

e
e




