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INTRODUCTION

Before consumers make their purchase decision, tagyconsult with word-of-mouth
(WOM) from their friends and relatives. Today, doethe advances and popularity of
Internet technology, people now can share theiomgoendation and critique about
product on the Internet. There are abundant cybeesp such as online forum,
discussion board, blog and various virtual commesitvhere people can share their
thoughts to products with others. Among these smeres for eWOMSs, blog is a good
place to share produce reviews to others. WOM eririternet is also known as eWOM.
Compared to traditional WOMs, eWOMs can diffusdabpand deeply. These eWOMs
exist as one kind of product reviews from consunaeg usually contain detailed
product information as well as personal experiearu@ opinions to the product. People
are attracted by these eWOM. They check the eWQOdftsrd® making purchase decision
and write down their judgment and experience gitechasing as eWOMs. Due to the
significant influence of eWOM to consumer purchakeision, marketers now use
eWOM to promote their product. On the world of migt, all people include marketers
are qualified to post their product review. Markstean hire or ask others especially
famous bloggers to write eWOM to promote their prdd. Resulting that some product
reviews in blogs are essential another kind of edement.

Celebrity spokespersons are paid to endorse prodacicontrast, eWOMs from
consumers are their personal experience to thauptedPeople may trust eWOMs more
than advertisements. Calfee & Ringold (1994) regabrthat people will doubt the
credibility of a message if they refer the inforroat source as an advertisement;
Johnson & Kaye (2004) revealed that bloggers cemndidbgs as more credible than
traditional media such as newspaper or cable ®@tavi From the point of credibility,
eWOMs are more persuasive than advertisement. édthandividuals may trust blog
product reviews more than advertisements, an atedcstlog product review may still
provoke consumers’ skepticism. When reading an staxd blog product review,
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people may doubt the motivation of bloggers, arghre the exaggerated blog product
review as the blog advertisement.

The exaggerated marketing messages may cause canssgkepticism (Obermiller &
Spangenberg, 1998). When a blog product revieweésstated that foster consumers’
skepticism, consumers are not inclined to buy ttoelyct and the blog product review
IS not persuasive.

The current research concentrated on the persuespect of blogs. No matter which
vehicle is, consumer skepticism seems like an itapbrfactor for the persuasive
communication of eWOM. When marketers applied biwayketing, they should focus
on it. The study centred on the impact of bloggergdertise, individual's product
involvement and product experience. Consumer skispti may be caused due to
expertise of bloggers. And individuals’ product ahxement and product experience
also may foster their skepticism towards the resiellf people have lots of product
experience or involvement, they can examine thesagss before making decision.
However, if an individual has little product experce or involvement, they judge
reliability of blog message based on peripherakcue

Further, the research emphasized on the effedtegfticism on consumer’s attitude like
credibility, product attitude, purchase intentialdaWVOM communication. If subjects
review content as credible, they are persuadedoBitipe message and have a positive
product attitude by message. Once consumers hagasiave attitude about product,
people’s purchase intention and WOM communicatienevaffected positively.

LITERATURE REVIEW AND HYPOTHESISDEVELOPMENT
Skepticism

When blog emerges, it also gives rise to blog ntar§e Blog marketing has been
utilized as a new marketing tactic for the receavesal years. It increases the
opportunity of product exposure, and it may alsqrove the brand image and
propagate eWOM successfully. Enterprises provided $§ample or free trial sample to
bloggers and ask them to write their using expegenr product introduction as
feedback. However, some companies or advertisens give these bloggers money for
their promotion. When bloggers benefit from freenpies or pay from producers,
consumer may consider the blog posted by bloggeas advertisement.

According to previous research (Nelson, 1974; F8rdith, & Swasy, 1988), consumers

generally trusted the specific information suchpasduct store location, and were

sceptical about personal experience, performangeaity. Therefore, when consumers

read a eWOM blog about product quality or perforoganthey may easily wonder
-2-



whether the blogger take advantage from the complaty makes the merchandise.
Hence, comsumers may have skepticism emergingein thinds and they may don’t

know whether to believe the information or not. Evéhey may consider that a blog
product review may be a blog advertisement. Andabse consumers are generally
sceptical about advertisement (Obermiller & Spabgeg, 2000), they may sceptical of
blog product reviews that are like blog advertiseine

The definition of skepticism is consistent with @eermiller and Spangenberg (1998),
skepticism in this survey regard to the inclinattordisbelieve a statement. According
to Mohr, Eroglu, & Ellen, 1998, skepticism is a &inf cognitive response that varies
based on the communication content and communicabatext. Except much product
information, blogs also has the power of eWOM. Heeve once individuals have
skepticism toward product reviews, the persuasiflaence of blogs may also reduce.

Expertise

Expertise is an essential element in source ci@glibAs demonstrated by Hovland,
Janis, and Kelley (1953), expertise was the extdnthe communicator that was
considered as effective message source. Ohaing80)klso noted that expertise was
the degree of the endorser’s professional knowleaigeg capability. In the 1980s,
Maddux and Rogers (1980) reported that perceivgebréise of source has a positive
impact on change of attitude. In addition, Belchd aBelch (2004) finds that an
endorsement from an expert source can have ant effeopinion, attitude, and/or
behavior by a process called internalization. We@msumer accepts message posted by
others, the internalization was aroused at the sanee If the blogger was perceived as
an expert by consumers, individuals will trust im@rmation because of their perceived
credibility and trustworthiness toward the souréed according to Woodside and
William (1974), the expert salespeople draws motestamers than non-expert
salespeople in a given product activity. Kiecker Gowles (2001) noted that if
individuals perceived that source of eWOM has etivaness or expertise, the message
will induce more persuasion and credibility.

Perceived blog credibility based on the expertisthe blogger. An expert source was
more convincing and persuasive than a non-expentcsoin the light of persuasion
theory. In addition, once consumer thought the ¢dogs an expert on a product domain,
they considered the posted blog product review emhble information. Hence,
consumers inclined to the product that backed leyptofessional blogger with high
expertise and might move the product into theitkerdoset for buying decisions.

H1: Consumers are more sceptical of blog produdeves posted by ordinary bloggers
than those posted by experts.



Product | nvolvement

As mentioned by Zaichkowsky (1985), the extentmidoict involvement is decided by
the degree about which the product is consideredet@ared individually. Previous
research (Petty, Cacioppo & Schumann, 1983; Rotlisch977) proposed that low
involvement is relevant to less interest about gpecific message or goods, whereas
high involvement is meant as more interest abauspiecific message or goods.

Product involvement with high level is noted thatiadividual is more cared about the
product than anyone else. Previous empirical reee@ardis & Fuyuan, 2008) found
that consumers are more easily prevailed upon lieveegain-framed message when
they are under a condition that was a high protuailvement scenario. Mostly, a lot
of gain-framed messages can compose a blog praduigw with positive eWOM.
Compared with people with low involvement, peopigwihigh involvement are usually
more concerned about blog product reviews. Hericpeaple are concern about the
product, they are also concern a blog product veuvie addition, individuals with high
product involvement may read the product reviewslog cautiously than those with
low product involvement. Further, consumers withlghhiinvolvement prefer to
participate in immersion in blogs product reviewnd® the immersion time is longer
and longer, consumers are more easily persuadexugirblog product review.
Therefore, they are less sceptical of eWOM conthineblog product reviews. For this
reason, this study proposed the following hypothesi

H2: People with a lot of product involvement arsslesceptical about blog product
reviews or advertisement than people with littledurct involvement.

Product Experience

According to Brucks (1985), there are three catggdrproduct knowledge: product
experience, subjective knowledge, and objectivertedge. For marketers or managers,
consumer’s product experience is more easily dvailar measurable than consumer’s
subjective knowledge or objective knowledge. Besjidesearchers want to investigate
whether the common features of different produdt @duse different effect based on
product type. Hence, product experience seems a imgortant and practical indicator
than others. This article employed product expeeeas independent variables here.

Usually, people can learn a lot from previous pridexperience. It means that subjects
accumulate their domain-know-how with purchasingising product again and again.
When consumers with a lot of experience read a agesshey may assess its credibility
based on their previous experience. If the mesgage forth highly positive and
exaggerated words about the product, consumers tiedr skepticism to it on the basis
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of their product experience. Further, consumerf wihigh level of product experience
may doubt the blogger’s motivation. Hence, thisdgtuyroposed the following
hypothesis.

H3: People with a lot of product experience are ensceptical about blog product
reviews or advertisement than people with littledurct experience.

Source Credibility

In this research, source credibility was categarias two parts, credibility toward
bloggers and credibility toward the message contienthis part, the survey would
focus on the credibility toward message contentsofding to source credibility theory,
when the source exhibits itself as credible, pecgie more probably persuaded
(Hovland, Janis, and Kelley 1953; Ohanian 1991tyPatd Cacioppo 1986; Sternthal,
Phillips and Dholakia 1978). Past research alsegmts that credibility is one of most
important elements of persuasive message and pitagakroles in influencing their
attitude (Perloff, 1993; Choi & Rifon, 2002).

Many studies inspect the effect of source credybdn the receiver's attitude, indicating
that highly credible sources yielded a more positattitude than sources with less
credible (Hovland and Weiss 1951; Ohanian 1991tyP€&acioppo, and Schumann
1983). When consumers read a positive messagéeif consider this source
credibility is high, they will be easily persuadeyg statement and they will have a good
attitude toward the product. Thus, the survey psepdhe following hypothesis.

H4: When people think the content was credibley thave more positive product
attitude.

Attitude

The definition of attitude was first proposed bylpdirt (1935), attitude is a kind of
preparedness through learning that let people hageod response or a bad response
with consistency towards particular object. Kotkd997) defined attitudes as an
individual enduringly like or dislike subjects oortcepts with assessment, emotional
feeling and behavior tendency.

Most scholars (Fishbein & Ajzen, 1981; Assael, 199@posed attitude included three
components: cognition, emotion and conation. Cagnitomponent is a belief of
individuals toward subject matter. Emotional comgun presents individuals’
evaluations regarding subject. Conation means p&rspurchase intention or
behavioral tendency for target object. This studguaes hierarchies of effects
according to learning hierarchy. Because consuh@nd know who the blogger really
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is and never hear the information about the prodhasted on experimental scenario.
Thus, the proper sequence among attitudes wasalaition will influence affect and
affect will influence behavior positively. Percetv®logger credibility and skepticism
are cognitive component of attitudes. Productuatétcan be seemed as an emotional
part of attitude. Behavioral intention is regardpaschase intention and intention of
WOM communication.

The definition of product attitude is the estimatimf product, consumers judge whether
value of product is benefit to them, further, indivals will produce their product
attitude (Ying and Chung’s, 2007). Purchase intenis the extent to consumers wants
to buy (Inman, Peter, & Raghubir, 1997; Weinbeigddillon, 1980). Based on Babin,
Lee, Kim, & Griffin (2005), WOM communication istention that WOM receivers will
propagate some descriptions about product or re@rdpeople to buy it again.

Free market implicitly encourages marketers to eygd exaggerated words in
persuasive messages, but the messages will easilgecconsumers’ skepticism
(Obermiller & Spangenberg, 1998). Once persuasiwessage let individuals' are
sceptical of message credibility, the persuasionroanication will decrease relatively.

For this reason, the current study proposed thewolg hypothesis.

H5: Skepticism has an influence on persuasive concation.

H5a: People with skepticism about blog’s content anlvertisement will reduce
perceived credibility relatively.

H5b: People have more negative product attitudenvthey are sceptical of content.

H5c: People with more positive product attitude |walffect purchase intention
positively.

H5d: People with more positive product attitude |waffect intention of WOM
communication positively.

EMPIRICAL STUDIES
Sudy 1
Experimental Product: BB cream

Due to popularity of Blemish Balm Cream (BB creaatfracts the attention of many
young women, it was chosen as the experimentalugto@®B cream is an innovative
cosmetic product immerging in recent years. Theegfco single brand has a
substantial market share. Many blogs include agiceferring BB cream, though some
of them are apparently blog advertisements. BBrorsausually showed as a make-up
base and a better alternative including some chtyabiich as moisturizer, sunscreen,
base, and foundation, and is generally connected thie function to whiten skin,
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lighten blemish scars, and reduce wrinkles. Prodexiews of make-up product were
generally associated with the usage experienceuality of a cosmetic; both of them
are claim types that consumers may be sceptic§dNefson, 1974; Ford, Smith, &
Swasy, 1988).

Participants

The research announced a call-for-volunteers irnétion on a discussion board in a
biggest online community in Taiwan. The study dgdféffifteen whitening masks and a
lottery of fifteen convenience store gift coupon®rihn US$10 as stimulus for
encouraging participation.

Four hundred thirty-three individuals took partwatarily in the research. Among them,
334 (77.14%) were female. Male answers were exdigdee the experimental product
was a make-up product. Because of duplication digpaation, manipulation checks,

and missing data, 139 responses were deleted.ebidual 195 (45.03%) were took in
data analysis. Among them, the average age wad 23&ars old with a standard

deviation of 6.05 years. Most (76.41%) subjectsenamllege students. About make-up
use frequency, 122 (62.56%) participants repottatithey always or often make-up.

Experiment Design

Before researchers started to design the experjrt@mblogs regarding BB cream with
eWOM were gathered. These blogs were full of judgenabout BB cream and advices
to other people. After thirteen voluntary particiggread these blogs, they were asked
to select the one that can exert her highest skepii Hence, the survey created an
experimental scenario according to the selectegl blo

The current research developed two pseudo-blodgetse experiment for examining

the blogger’s expertise on credibility. The firsteowas a professional cosmetologist
with a lot of make-up experience and relevant eixgpowledge. Comparatively, the

other one was an ordinary blogger who posted hegeusxperience about BB Cream on
blog. The personal profiles of these two bloggeesenincluded in the experimental

blogs. A pseudo-brand was made for experimentalsgoa the sake of avoiding the

interventions of a brand name. Besides, the stuldp a&reated the factitious

advertisement to examine the difference of perseasifect between eWOM and

advertisement..

Based on previous research (Lee, Youn, & Lee, 20007)epresented people were
inclined to share positive eWOM articles. Hencgyoaitive eWOM was employed in
the experiment. Further, the survey utilized pesHramed advertisement either.
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Figure 1 Experimental Group

M easurement

Firstly, subjects responded to two items that eataldi the individuals’ degree of product
experience. The items were “how many times did yse BB Cream?” and “how many
times did you purchase BB Cream?” The second paasored the degree of
respondents’ involvement. The current researchzetll the 10-item RPII (revised

personal involvement inventory) scale from Zaichkky(1994) to assess involvement.

Further, participants were designated randomlyesmiran advertisement or one of blog
product reviews. After subjects read the contdrd,ihdividuals were asked about one
specifics referred in the content to ascertain thed cautiously read it. The
manipulation check was used to examine the extepositive eWOM by two items in
the fourth part of questionnaire. And the fifth tpaf the questionnaire measured the
extent to which the subjects think the degree ofdees expertise. The scale for
expertise adopted from Ohanian (1990) was five-semantic scale.

After that, the research estimated the skeptici$rsubjects about the message. Six
items was employed from Tan (2002) who proposectimsumer skepticism construct
indicators scale. Due to the consideration of skisph definition in the research, two
construct of the scale was adopted: disbelief amtruost. Furthermore, only factor
loading larger than 0.65 was adopted. The seveathwas utilized to assess the extent
of perceived credibility of message. Subjects vestamated by four items bipolar scale
adopted from Johnson and Kaye (2004). Finally, shely measured indicators of
eWOM’s effect. product attitude, purchase intentoxd WOM communication. Ying
and Chung’s (2007) scale was used for measurenigmtoduct Attitude. This study
used two items to assess purchase intention basprewvious research (Inman, Peter, &
Raghubir, 1997; Weinberger & Dillon, 1980). WOM cmmnication was estimated
with three items developed by Babin, Lee, Kim, &ffdr (2005). And a seven-point
Likert scale was used in the survey, with ‘1’ désag ‘strongly disagree’, ‘3’
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describing ‘neutral’, and ‘7’ describing ‘stronghgree’.
Reiability and Validity

The study employed cronbach’s alpha analysis tduate the reliability of the
measurement. All measurement scales displayed afli@wreliability coefficients.
Composite reliability (CR) values were all highkam 0.7 within the permissible range
(Fornell & Larcker, 1981). Average variance exteac(AVE) was adopted to estimate
the validity of the measurement. In this study, Avdtues of scales were all above 0.5.
Overall, the reliability and validity of the ressilvas good.

DataAnalysis

There were 66 subjects in expert group that pegald blog product review written by
expert bloggers, while, there were 75 subjectsaviae group that read blog product
review written by ordinary bloggers, and 54 papigits were in advertisement group
that people read the advertisement about BB cream.

Manipulation Check

The valence of eWOM in the blog could be seem p@siM positive-expet>.61; M
positive-novice=2-49).Besides, expertise of expert and noh@e significant differenceM
expertise-expert — 4.95 vsM expertise-novice = 4.23,F1, 130= 1.09,p < 0.001).

PL SAnalysis of Involvement, Experience and Skepticism

This study employed Partial Least Squares (PLSxamine the relationships among
variables. PLS is a non-parametaigalytical option to Structural Equation Modelling
(SEM) methods. PLS is a very effective data analgsethod that is widely used.

Firstly, researchers wanted to explore which factoitl affect the consumer skepticism
and to investigate whether different effects wdppen in different situations.

Advertisement Group

Skepticism was explained 28.9% here. There was gative relationship between
involvement and skepticism (-.63p,< 0.001). It showed when people read cosmetic
advertisement; those with high involvement haves leskepticism toward the
advertisement. These finding supported H2. Thera positive relationship between
experience and skepticism (.39 0.05). This finding indicated consumers with high
experience generate more skepticism toward adeeréat. Thus, H3 was supported.

Expert Group



There was a negative relationship between involveraed skepticism (-.40p,< 0.05).
When consumers read cosmetic blog produce reviettewiby expert, individuals with
high involvement have little skepticism toward thevertisement. H2 also supported.
And there was no a significant relationship betwegperience and scepticism (0.082,
= 0.508). The results represented that consumeishigh experience may not provoke
more skepticism toward cosmetic blog produce rewigitten by expert. For this reason,
H3 was not supported. Overall, skepticism had 13ptamation power.

Novice Group

There were no significant relationships among Ve Mentioned to blog product
reviews written by ordinary bloggers, consumershigh involvement might not have
doubt toward the content (-0.1387 0.671). And consumer with high experience might
be not sceptical of the content provided by nowilmggers (-0.127p = 0.469). Thus,
H2 and H3 were not supported both. But the expiangtower of scepticism was 5.8%
slightly lower than previous groups.

All Groups

There was a necessary to survey these relationghigeneral data. And the result
revealed there was a negative relationship betveegrertise and skepticism (-.433,
p<0.001). The finding represented consumers thoaghtent created with expertise
was more credible than those written by ordinanggers. This finding supported H1.
The result also showed there was a negative rektip between involvement and
skepticism (-.234p<0.05). It indicates the fact that subjects withigh level of product
involvement were less sceptical about product wewien blogs or advertisement
message, and those with less involvement were sueptical about such reviews or
advertisement message. This finding was consistétht H2. However, there is no
significant evidence to show that people with adbproduct experience of BB Cream
will directly induce their skepticism. Therefore3hs not supported in most situations.
Besides, the explanation power of skepticism wd&/®.and it can explain how
skepticism generated in some extent.

PL SAnalysis of Skepticism and Persuasive Effect

To go further, the researchers wanted to find aw ftonsumer skepticism affected
other factors. For this reason, the study execlR&® analysis to explore the
relationship among these variables: skepticismdibilgy, product attitude, purchase
intention and WOM communication.
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Table 1 Measuring the Influence of Skepticism orsBasive effect

Group
Advertisement  Expert Novice All

o _ *kx _— i -

Credibility > Product Attitude 0(.2.1826) O('$.97959) 0(.4(15.65396) 0(2.2(3770)
Skepticism™> Credibility 07377 07867 063w 12T
(11.432) (13.526) (7.322) (13.859)

Skepticism> Product Attitude -0.203 -0.072 -0.011 -0.106

(1.307) (0.470) (0.076) (0.919)

: : 0.743*** 0.748**  0.785***  0.760***

Product Attitude> Purchase Intention (12.560) 8.656 (18.308)  (14.136)
Product Attitude>WOM 0.653*** 0.764*%*  (0.729%*  (.723%**

communication (8.772) (8.859) (13.257) 12.542
R°of Credibility 0.543 0.618 0.405 0.523
R°of Product Attitude 0.501 0.573 0.448 0.500
Rof Purchase Intention 0.577 0.559 0.616 0.577
R°of WOM communication 0.522 0.584 0.532 0.522

Note:p *<0.05; p **<0.01; p **<0.001

Generally, there was a significant positive relagioip between credibility and product
attitude. This revealed that when people thoughttintent was credible, they will have
more positive product attitude, no matter blog piideview or advertisement is. This
finding supported H4. There existed a significarggative relationship between
skepticism and credibility in most cases. It meaasmatter which content consumer
read perceived skepticism will reduce perceivedlibikty. H5a was supported. And
there is a negative relationship between skepti@aoh product attitude, however, it is
not significant. It indicated that people that 4t of message what they read may not
produce significant negative product attitude. Ef@e, H5b is not supported.
Nevertheless, the result indicated credibility \@asediator, and it causes that there was
a significant mediation effect between skepticisid product attitude.

Moreover, purchase intention and WOM communicati®re positively affected by
product attitude significant. These finding indexdtthat once people have a positive
product attitude, they will probably want to buyetproduct and propagate WOM to
other peoples. Therefore, these finding also supddi5¢c and H5d.

Discussion

The result indicated consumers generate more skaptiwhen reading advertisement
than blog product views. This finding was consisteith previous research (Calfee &
Ringold, 1994; Obermiller & Spangenberg, 2000; @GulZaltman, & Coulter, 2001).
It indicated advertisement induce more consumeptgiism than eWOM, it was a
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result that marketers had to face it.

Firstly, when consumer read cosmetic advertisenmante involvement they had will
induce less skepticism toward it and more expedetiey had will cause more
skepticism toward it. The finding indicated thahsamer with more involvement were
more easily persuaded by advertisement, because rtfzge concerned about the
product. However, the individuals with more prodéctperience were more easily
generate their skepticism because they know thetibmality and possible performance
that BB Cream may have. Further, they could detdett statement is exaggerated than
those with lees experience. But when consumers bz product review written by
expert, only individuals’ involvement affected thsonsumer skepticism. When
consumers wanted to buy cosmetic product, they sWOM to do their purchase
decision. At the same time, it might mean that aoms with no experience to specific
product. Hence, their experience couldn’t influeskepticism.

The research also displayed a negative relationséipgreen expertise and skepticism
for general participants. Based on previous rebeg@hanian, 1990; Alba &
Hutchinson, 1987), consumers think that expert cesirare more persuasive and
convincing than novice sources. Therefore, if indlials considered that a blogger was
an expert, they might tend to believe what bloggéates.

And no matter consumers read advertisement or froduct review written by whom,
consumer skepticism will affect negatively percédiveredibility toward blog product
reviews. Besides, the finding revealed that if coners were sceptical of blog cosmetic
review, they might reduce their blog perceived ity but not directly affect product
attitude. Further, their product attitude had pwsitinfluences on their intentions of
purchase the cosmetic product and sharing theiy®&WOM to other people.

Sudy 2
Experimental Product: Restaurant

Study 2 chose restaurant as the experimental pratlgcto its universality in our life.
As study 1, the blog article using in the studyn2luded experience of dining out.
Product reviews of restaurant usually have relationth the eating experience or
feeling of dishes, both of them are claim types$ domsumers may be sceptical.

Participants

Study 2 posted a call-for-volunteers message asaskion board in the largest online
community in Taiwan. This survey used a lottery\dtgt to stimulate people partaking
in this survey. The study utilized fifteen US$1eenience store gift coupons and five
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reusable chopsticks as incentives.

There was 132 subjects partook in the survey valhignt Approximately 45.54% (51)

of the participants were male. There were 20 resgomexcluded owing to duplication
of participation, missing data, and manipulatioeats. The remaining 112 (84.85%)
were included in data analysis. The subjects & shrvey showed that average age was
25.12 years old with a standard deviation of 5.&@ry. Among them, most (67.86%)
participants were college students. Referring emdency of dining in restaurant per
month, 87 (77.68%) participants reported that teyed in restaurant more than five
times per month.

Experiment Design

As study 1 mentioned, the current study also cte#&eo pseudo-bloggers for the

experiment. The one was an experienced gourmet,tlamdther was an ordinary

consumer who wrote a blog to share her dining egpee and what she eats in
restaurant. The experimental blogs included thegrel profiles of these two bloggers.
A pseudo-brand was created for experimental pugydse to avoid the interference of
a brand name. For exploring whether the differeezésts between eWOM and

advertisement. The survey created a pseudo-resta@dvertisement. Restaurant
advertisement showed a delicious picture contaiaipygetizer, steak, dessert and drink.
In addition, it still include exaggerate words taluce individuals’ dining-out intention.

And as same as study 1, a positive eWOM was addptede study 2.

(a) Expert Group (b) Novice Group (c) Advertisement
Figure 2 Experiment Group

M easurement

The first part utilized two items that measuredshbjects’ level of product experience.
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Two items were “how many times did you go out fal@p-up meal?” and “how many
times did you go to restaurant every month?” Exc¢eetfirst part, the all measurement
items was used the same scale mentioned in stulliydla seven-point Likert scale was
also employed in the investigation, with ‘1’ reprating ‘strongly disagree’, ‘3’
representing ‘neutral’, and ‘7’ representing ‘sfgbnagree’.

Reliability and validity

Cronbach’s alpha analysis was used to assess libbilty of the scales. All the
reliability exceeded 0.7 in the acceptable rangefé®, Sturb, & Boundreau, 2000).
Based on Fornell and Larcker (1981), one item obeeence and two items of
skepticism were discarded because of the factadingaunder 0.5 improperly. All
composite reliability (CR) values were above 0.7the allowable range (Fornell &
Larcker, 1981). Referring to validity of scale, AWE values of scales were above 0.5.
Generally, the reliability and the validity of thesults was acceptable.

Results

There were 35 subjects in expert group, and there B2 subjects in novice group, and
other 45 participants were in advertisement group.

Manipulation Check

The valence of blog in study 2 could be regard asitipe M positive-expee2.91; M
positive-novice=D-48). Besides, expertise between expert and eayioup had significant
dlffel’ence M expertise.expertz 5.05 VS.M expertise.no\/ice = 4.48,F]_’ 139=1.02,p < 0.05).

PL SAnalysis of Involvement, Experience and Skepticism

As studyl did, the research utilized PLS to ingzg# the relationship among variables
here. This article wanted to understand how indéeenvariables influenced consumer
skepticism and how consumer skepticism affectedvieidals’ behavior. Consequently,
the study explored the previous part in the follogvsection.

Table 2 The Effect of Involvement and ExperienceS&epticism

Group
Advertisement Expert Novice
- -0.226*** -0.243*** -0.314**=*
Involvement> Skepticism
VO puet (3.949) (5.285) (9.220)
; . 0.232%** 0.298*** 0.087*
Expertise> Skepticism
Xpert puct (4.188) (6.756) (2.247)
Rof Skepticism 0.107 0.143 0.115

Note:p *<0.05; p **<0.01; p ***<0.001
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There was a significant negative relationship betwmvolvement and skepticism no
matter advertisement group or eWOM group. It regmessd when people read cosmetic
message, they with high involvement has less stispti toward the advertisement.
These finding supported H2. It existed that a $icgmt positive relationship between
experience and skepticism. The results indicatatl tbnsumers with high experience
may produce more skepticism toward message cofteetefore, H3 was supported.

All Groups

After finding out the relationship within groupedatd, the study subsequently
investigates its relationship for overall data. Tineing showed that there was a
negative relationship between expertise and sksptic(-.393, p<0.001). Once
consumers considered that the message sender thasiarne expertise, the content will
caused less consumer skepticism. Hence, H1 walytstgported here. Besides, it
exist a negative relationship between involvememti akepticism (-.089p<0.05).
Although its path coefficient was slightly low, still revealed the most people might
cause their doubts toward message according toitivelvement degree. If individuals
has involved deeply in restaurant or food, theyhtige induced less doubts toward
contents. The finding was supported H2. There wagyaificant positive relationship
between experience and skepticism (.26€0.05). The result indicated that general
experienced people were more sceptical of conteayt tead. Non-experienced people
were less induced their doubts toward article nedgt For this reason, H3 was
supported. Moreover, the explanation power of skigph was 0.248 and it can explain
how skepticism was exerted in some level.

PL SAnalysis of Skepticism and Persuasive Effect

The study wanted to discover that how skepticisthuémced other elements exactly. As
study 1 did, PLS analysis was also performed t@stigate the relationship between
skepticism, credibility, product attitude, purchasention and WOM communication.
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Table 3 Measuring the Influence of Skepticism otitéde

Group
Advertisement Expert Novice All
oo : 0.57 7%+ 0.708*** 0.401%** 0.593***
Credibility > Product Attitude
S Het AT (16.424) (28.754)  (7.581) (15.251)
. S -0.636*** -0.526*** -0.526*** -0.568***
Skepticism> Credibilit
puet DIy (28.745) (15.989)  (15.112)  (16.593)
. . -0.233*** -0.127*** -0.346*** -0.232***
Skepticism> Product Attitude
puet Het At (6.684) (3.615) (8.415) (6.184)
. . 0.855*** 0.720%** 0.680*** 0.787***
Product Attitude> Purchase Intention
vetAtiude> Fu ' (68.860) (34.674)  (23.674)  (40.739)
. P 0.842*** 0.652*** 0.491%** 0.726***
Product Attitude> WOM communication
Het AT Hnicat (62.979) (24.890)  (10.532)  (21.481)
R°of Credibility 0.405 0.277 0.277 0.322
R°of Product Attitude 0.559 0.605 0.427 0.562
R’of Purchase Intention 0.730 0.518 0.463 0.619
R°of WOM communication 0.710 0.425 0.241 0.526

Note:p ***<0.001

It appeared a significant positive relationshipnsesn credibility and skepticism no
matter what content people read. Generally, whe&swmers perceived the content was
credible, they had more positive attitude towasdghoduct. Hence, H4 was supported.

Besides, there was a significant negative relakignmsetween skepticism and credibility.
It meant most people if doubted the message comibat they read, their skepticism
induce less positive product attitude. Thus, H5a wapported. Skepticism had a
notable negative influence on product attitude gahe Once after reading the message,
individuals had doubts toward it, they might nové&aositive attitude relatively. The
finding supported H5b. Further, the result dispthygedibility was partial mediator
between skepticism and product attitude. It shothednfluence of skepticism was not
only from skepticism also from skepticism througedibility.

For most people, their attitude toward produce bhagositive effect on purchase
intention and WOM communication significantly. Teegesults revealed that when
consumers with more positive product attitude hamtemntention to purchase product
and spread eWOM. Therefore, H5¢c and H5d were stgxghor

Discussion

The result indicated advertisement cause more iskaptthan eWOM. Moreover, no

matter which content was, restaurant advertisemmntblog restaurant review,

consumers with more involvement was more easilgyssive through the content. It
indicated that once consumers were more concergledodis food or quality of eating,

they might more care about what other people recemd@d or advertisement looked
good. Therefore, they were more convinced by cdribext they read.
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Besides, this study also found out a negative icgighip between expertise and
consumer skepticism. Once consumers thought thggbfowas an ordinary blogger,
they might more easily generate consumer skeptithemn blog product reviews. This
finding was consistent with previous studies (ObhaniL990; Alba & Hutchinson, 1987)
that stated an expert source was more persuasiaeathovice source.

Consumer skepticism negatively affected perceivestlibility toward blog product
reviews no matter what content consumers read. rébelts also showed that once
consumers had doubts toward message, they wilttthireeduce their attitude toward
the restaurant. In addition, consumer skepticisuiuced perceived credibility and
credibility had a positive influence on attitudeveord product further. There was a
mediate effect between skepticism and productudtit The attitude toward restaurant
also had positive effects on their consume intengind desire of sharing the WOM.

DISCUSSIONSAND CONCLUSIONS

Because blogs rise fast, a lot of firms have sfiaeutilize blog as a marketing strategy
to boost their product. In some markets, marketard practitioners have invited
bloggers to try their products and ask them toendibwn product reviews in their blogs
as response or feedback. This research used twetaas our target market: cosmetic
and restaurant because most girls and women madadipeople dined out frequently.
But no matter what markets is, once individualstsia consider these blog product
reviews as advertisements, they will begin to scisplee quality of blog product
reviews and may generate hostility toward it (CewlZaltman, & Coulter, 2001).

No matter cosmetic or restaurant market, consumihsmore involvement were more
easily persuasive by blog. Thus, marketing exeestighould take advantage of
consumers that more concerned the product. Besidésyring to restaurant, people
with more dining-out experience was more doubt &béng product reviews. But most
people were diners with some degree of experieHeace, the restaurant marketing
have to focus on reducing scepticism of consum@nsl based on research findings,
Consumers consider expert source more convinciag tmovice source. Marketers
should adopted blog product reviews written by gpeet than an ordinary blogger.

Consumer scepticism relatively reduced blog peszkieredibility of consumers no
matter what market was. Moreover, in cosmetic bpygduct reviews, consumer
scepticism didn’'t affect the attitude toward progluBB cream. However, once
consumers were sceptical of blog product revievaaiikestaurant or dining experience,
they had a negative attitude toward the restauFamther, consumers had a bad product
attitude that caused they don’t want to purchasetbduct or dine in the restaurant, not
to mention propagate the positive WOM to theirrfds, family, facebook, or twitter.
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The present research provides a complete view pboex that how the expertise of
message sender (blogger) and the involvement apdrience of message receiver
(consumer) influence consumer scepticism and howwoer scepticism influences the
persuasive effects. The present research is hefpfulthose want to comprehend
consumer scepticism toward blog product reviewsthen Research can focus on the
influence of valence, response number, or chaiatiteof individuals further.
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