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Table 2 Items of Questionnaire and
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Table 3 Experimental Design and Results for Descriptive Statistics
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Table 4 Analysis of Covariance Results
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Figure 1 Interaction Effect of Q&As
Content Type and Content Type Consistency
( Positive Reviews — Negative Q&As Group )
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Figure 2 Interaction Effect of Q&As
Content Type and Content Type Consistency
( Negative Reviews — Positive Q&As Group)
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Table 5 Results for Hypotheses Verification
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Interaction Effects of Customer Q&As and
Online Reviews on Consumer Product Attitudes

YAN Jianyuan',LI Yang' ,FENG Miao® , LI Kai'
1 Business School, Nankai University, Tianjin 300071, China
2 Business School, Shandong Management University, Jinan 250357, China

Abstract ; Customer Q&As technology is a social feature introduced by e-commerce platforms, which has become another impor-
tant eWOM type next to online reviews. Although the coexistence of multiple types of eWOM has greatly improved consumers’ ac-
cess to information, it also makes their purchase decision-making process more complicated. Previous research on eWOM mainly
focuses on single type, and seldom involves the interaction effect of multiple types of eWOM.

First of all, this study obtains secondary data from a e-commerce website, compares the content components of customer
Q&As and online reviews through text analysis, and counts the proportion of different content types ( attribute-based type and ex-
perience-based type) under two types of eWOM. Secondly, based on the two-stage model of consistency theory, designing a 2 re-
view types( attribute-based reviews vs. experience-based reviews) x 2 Q&As types( attribute-based Q&As vs. experience-based
Q&As) x2 valence contradiction( positive reviews and negative Q&As vs. negative reviews and positive Q&As) laboratory exper-
iment, this study compares difference in the interaction effect among different content types of online reviews and customer Q&As
when there is a valence contradiction between the two types of eWOM through covariance analysis.

The results show that: (I) The cognitive component is higher in customer Q&As, while the emotional component is higher in
online reviews, the emotional difference between the two types of eWOM mainly comes from positive emotions rather than negative
emotions. (2) The proportion of attribute-based type is more than experience-based type in customer Q&As, while the proportion
of experience-based type is more than attribute-based type in online reviews. (3) Compared with experience-based reviews, attrib-
ute-based reviews have a stronger impact on consumer attitudes. When positive reviews interact with negative Q&As, attribute-
based Q&As have stronger damage effect than experience-based Q&As. When negative reviews interact with positive Q&As,
there’s no significant difference in the improvement effect between attribute-hased Q&As and experience-based Q&As. @ For ex-
perience-based Q&As, the content type consistency of the two types of eWOM has significantly different impact on consumer atti-
tudes. That is to say, the interaction effect between experience-based Q&As and attribute-based reviews is significantly stronger
than that between experience-based Q&As and experience-based reviews.

In theory, this study extends the two-stage model of consistency theory to the situation of multi-type eWOM, compares the
interaction effect between customer Q&As and online reviews from the perspective of content type. It enriches the research scope
of customer Q&As in the field of e-commerce and provides a theoretical basis for the future research of multi-type eWOM. In
practice, the conclusion from this study can help enterprises deepen their understanding of customer Q&As and develop more
comprehensive eWOM operation strategies.

Keywords : customer Q&As;online reviews; consumer product attitudes;interaction effect ; congruity theory
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