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The Effects of Electronic Word-of-Mouth on Consumer’s Purchase Intention

- An Example of the Cosmetics

Student : Ching-Min Lin Advisors : Dr. Jung-Fang Chen
Department of Business Administration

National Kaohsiung University of Science and Technology
ABSTRACT

As the internet is getting more prevalent, Taiwanese customers’ demand of makeup
products is increasing. The consumers usually would search for products with positive
electronic word-of-month (e-WOM) to reduce the uncertainty and perceived risks induced
before purchasing new makeup products. Since the internet has the characteristics that it is
not limited to time and space and it is instant, e-WOM communication and its influence
online have exceeded the reputation of the traditional products. Today the consumers of
makeup products can publicize on the network platforms their comments on the makeup
products they have tried and share their opinions with other consumers. In the past the
studies about e-WOM communication mostly took online shopping as the background, and
explored whether consumers would carry out impulsive shopping behavior online after
receiving positive e-WOM messages on certain products. Besides, most of these studies
focusing on makeup products took brand image and perceived quality as the research
variables. Therefore, this paper attempts to add the e-WOM related factors to the
background of makeup products, and then proposes a complete research framework.
Focusing on the e-WOM on makeup products, the paper explores the effects of source
credibility, relationship strength, information quantity and persuasion effect on consumers’
willingness to purchase. Furthermore, the paper can understand the effects between
persuasion effect and consumers’ willingness to purchase when e-WOM recipients have
different extents of involvement in different products.

Taking the users of the online makeup product platform as the research targets, the
paper finally collected a total of 410 effective questionnaires, and then employed the
software of SPSS statistic 24.0 to carry out data analysis and hypothesis verification.

As found in the research results: 1. The source credibility of e-WOM messages would
increase the e-WOM message recipients’ willingness to purchase. 2. Intensifying the
relationship strength between e-WOM message broadcasters and recipients can increase
the e-WOM message recipients’ willingness to purchase. 3. Increase in the number of
e-WOM messages can facilitate the e-WOM message recipients’ willingness to purchase. 4.
Persuasion effect plays a mediating role in source credibility, relationship strength,
information quantity, and consumers’ willingness to purchase. 5. The extent of e-WOM
message recipients’ involvement in makeup products plays a role of positive interference
in the influence of persuasion effects on consumers’ willingness to purchase.
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