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Table 1 Reliability and Convergent Validity
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New Product Features, Product Knowledge Acquisition,
and Electronic Word of Mouth
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Abstract ; With the rapid development of information technology and widespread adoption of internet, customers are able to obtain
and spread information more effectively. In such circumstances, electronic word of mouth(eWOM ) , which has become an impor-
tant form in word of mouth marketing, attracted the attention from the increasing number of researchers and practitioners. Wheth-
er a firm can successfully diffuse its new products through internet is critical to its survival and the acquirement of the competitive

advantages. Therefore, effective management of eWOM contributes to the success of new products in market. And how to take
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advantages of eWOM in marketing new products is becoming a pressing concern for a firm.

Based on cognitive dissonance theory, this study divides new product characteristic into two dimensions, including product
innovativeness-eWOM and product differentiation-eWOM. Specifically speaking, we try to explore the salient mediating roles of
product knowledge acquisition in product innovativeness-eWOM and product differentiation-eWOM relationships. We also explore
the relationship between product knowledge acquisition and eWOM, and consider how interpersonal trust moderates the relation-
ship between product knowledge acquisition and eWOM of a new product. A scenario-based survey is conducted to validate the
hypotheses, with analyzing the data of 278 samples by using hierarchical regression and Bootstrap.

The results show that product knowledge acquisition mediates the product innovativeness-eWOM relationship and the produet
differentiation-eWOM relationship in such a way that product innovativeness and product differentiation have positive impacts on
product knowledge acquisition which further affects eWOM of a new product. Product knowledge acquisition has a positive effect
on eWOM. Interpersonal trust moderates the relationship between produet knowledge acquisition and eWOM of a new product.

Results of our empirical tests make three contributions. First, our research is conducive to understanding cognitive disso-
nance theory. We extend the using boundary of cognitive dissonance theory by exploring its applicability in the eWOM of a new
product. Second, our study is one of the first attempts to use a network approach investigating how product knowledge acquisition
functions as a mediating role in the process of consumers’ eWOM of a new product. Tt extends prior research that emphasizes ei-
ther direct antecedents or consequences of eWOM without considering the internal mechanism of it. Third, our study makes clear
progress upon network view about the mediating role of product knowledge acquisition and the moderating effect of interpersonal
trust. The research has practical implications for marketing new products. Meanwhile it provides the firms with theoretical guid-
ance for spreading knowledge of a new product and promoting eWOM.

Keywords : product innovativeness ; product differentiation; product knowledge acquisition; electronic word of mouth; interpersonal
trust
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