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At the same time, Chapter 1 provides research purposes and outline of this thesis,

behavior and the outcomes of word~of-mouth communication through online platforms.

The purpose of Chapter 3 is to examine how the effect of electronic word-of-mouth on consumer decisions can be

factors on the persuasive impact of eWOM for two message valences: positive and negative eWOM. Through an experimental

study, we test some hypotheses concerning the moderating effects in the context of consumers’ brand choice decisions.
The Chapter 4 examines the aggregate effect of electronic word-of-mouth communications containing muitiple
messages of different types of brand attitude, Chapter 4 also focuses on the moderating rote of individuals™ regulatery focus and
message proportion in influencing the extent to which consumers respond to gain- and loss-related messages. In Chapter 4, we
develop some hypotheses regarding the interplay between the constructs and test them through twe web-based experimental
studies on online product reviews. In study I of Chapter 4, we examine the persuasiveness of four different reviews composed of

several combinations of gain- and loss-related messages. In study 2, we modify the proportion of positive and negative messages
to examine how the impact of eWOM is affected by dispropertionate message structure.

Finally, in Chapter 5, we provide a summary of key theoretical and managerial implications and conclude with some
limitations and directions for future research.

Chapter 1 briefly reviews the theoretical background on electronic word-of-mouth in the context of consumer behavior,

Chapter 2 provides the overall literature review on eWOM studies and mainly discusses the key antecedents of sending

moderated by the factors of prior attitude and message acceptance. Chapter 3 investigates different potential effects of the two
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FIRFRISEAOEEPTFIIINT AT o —%w OO I3 (eW0M: electronic word of mouth) MEHELHE A
BEEBIVRAEBEEICL > TEOL S THEBEEINLINEREBU THONLT-F EHWTEELEMETH S,
eROMDIERIZ T 2R EREWHTHHEIEE, WM BEE2E L A TEEP L FONABEHTIICE = S T35
BT AWRAVARREEEL -8, aNODRICBITSERIBIEE A vt — PSR E OB ESN L8,
HHREOBEERMZER L IME2 B A v E—20F 1 TOMBEST L B4E. WMXOEL 2HEBESHOFgERE
ERREEIENSBRINTH S,

i H AHEIHEEIBEOESIEDTOR/D Th o,

EIR T, 72 FRBIRITINIET 5eWNOBERT S5 > R T2 HaHEE LA vt — PO ZRHEIZ L -
TEDIINCEETHNEREZBUTHSMI L. —BWIZ, 752 REETHIRIT 2 TreWMEEHE 75 1
OERIERE L, Kz HF o« FRliEiSE 7 S o RoRREREZ TFTTa &8 o Tnas, Lnl, B
T TIeWNDEBE, TOEOFRMTFELNWBEEF> THWAHAAFYREARAZEMRENE., FhICHL T,
FHF A TizelUOBRE. TOROYENPINEEICKELIRWI MBS, £, Ay T—UZREOEA
B, BEWAEERTRAF TN AOHBERLE<AB T EMMEINE, LML, 2HF 0 FelOdicBL T
AvE—JZHREOBMOAELELAOB THEZBRWEMERS Nh o -,

AR T, REAHHEOA vy -l L o TR S Nze VMR EBREOEBEIZ SO L DITHEBe 51504 T
A EREBCTRIAELE. ZITHEALD Ay OB HEE SR D WS OEE « F7F (gain
non-gain} SIRLOTFELL - FE{loss, non-loss) TR A v E—TTHB. AvbE—I8 4 FIMAT, HhED2
SRS, EE&ES bromotion focus) & PEHES (prevention focus) DBELAFLE, SHEENS, AvEk
—THATIL > THBREOREBRERD I EE, Avt—UF A4 TEHBFTOHEEADS 1 7OMELHEN TR
Xhiz.

(FERROEE)
A EEEAZINTHS Ry FOIZOBRIZBTLHSPAERBIUREERAORBZHEMILAETHRTSH
Bo RMFENSESNAMERERMNZC > TV r—2a VIZRSTY— T4 27 EBII L THEELREE S
ATWD, LEH-T, AMXERE (BES CHETLHLOLHIHT 5.




