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Table 2 Measurement Results
for Different Product Attribute
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Figure 1 Perceived Usefulness for Consumers
under Different Fit of Graph and Text
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Figure 2 User-generated Contents Delivered by
Graph-text Combination with Different Spatial Distance
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Fit of Graph and Text in User-generated Contents
and Its Effect on the Perceived Usefulness for Consumers

WANG Xuhui,CHEN Xin
School of Business Administration, Dongbei University of Finance and Economics, Dalian 116025, China

Abstract ; Recently, the “information explosion” caused by Internet-based information technology has made consumers more fre-
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quently obtain product information and products using experience through user-generated contents. The perceived effectiveness
and persuasive effectiveness of user-generated contents profoundly affect the purchase decision of the consumers. The perceived
effectiveness of user-generated contents boosts consumer's perception of products and services, while the persuasive effectiveness
multiplies the consumer’s willingness of purchase. In the Web 2.0 era, the main form of IWOM includes comments through
graph and text, while user-generated contents expressed by the combination of texts and graphs, as the new form of IWOM, gets
more extensive attention at present.

In this study, from the perspectives of graphic consistency and graphic location, we analyzed the effects of user-generated
contents expressed by text-graph combination on the consumers perceived usability. In order to increase the internal validity of
the research results, we designed and conducted scenario simulation experiments. Four simulation experiments were conducted
and relevant data was collected from local college undergraduate students, and SPSS statistical analysis software was used to
process and analyze the data acquired from samples,

Based on the theory of dual channel coding, study 1 clearly verified the hypothesis that the user-generated contents com-
bined with the graphic is a more effective way to spread word of mouth on the Internet. Study 2 examined the differences in con-
sumer perceived usefulness from image types, and it also verified the role of product categories in regulating “ user-generated con-
tents combined with graphics and text-consumer usefulness perception”. As a result, for hedonism products, social graphic is
more useful than functional text to consumers; whereas for practical products, the functional graphics vs. functional text is more
useful. In other words, functional graphie vs. social text is more useful. The result of study 3 showed that compared with the us-
er-generated contents from the rendered text, perceived usefulness is higher when consumers browse user-generated contents ren-
dered by graphic and text. Building upon study 3, the results from research 4 conclude that if the consumer pays more attention
to the text information, putting the graphic on the left is better for consumers to understand the product information; and on the
contrary, it's more efficient to put the graphic on the top. Provided that the consumers are equally interested in both, a text-on-
the-left, image-on-the-right or text-ahove and image-below layout appears to be more useful.

These findings may deepen and improve theories related to user-generated contents, while it may also assist marketing pro-
fessionals and e-commerce websites to innovate and maximize their effectiveness.

Keywords: online shopping; user-generated contents ; perceived usefulness for consumers; graphic consistency ; graphic location
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