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Abstract

Based on benefits of WOM marketing, this research emphasizes on discussing how to “establish WOM
Hotpot in store” so as to attract consumers’ attention and thus increase the chance of product selling.
During research process, different roles of WOM spokesperson and different ways of merchandise
display are used as manipulated variables to conduct experiments and observe degree of consumer
involvement. Field experiment design of the store is used; “2 WOM communication model: typical
consumer, expert ) x 2 (display structure: single brand display, Mix brand display ) is adopted for
two-factor between-subject experimental situation design so as to investigate causal relation between
each variable.

Research results show that interaction of WOM spokesperson’s role and merchandise display mode has
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significant influence on consumer’s involvement with product; however, its effect on involvement with
purchase is not significant. With regard to interaction between the two factors, the degree of consumer
involvement with product is significantly higher in case of expert spokesperson and Mix brand display.
For merchandise with typical consumer as spokesperson, single brand display shows a better
performance.
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involvement
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