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Table 1 Regression Analysis Results for Consistency Perception and
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Table 2 Regression Analysis Results for Consistency Perception and
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Figure 3 Moderating Effect of Consumers’ Trait of Reactance
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Research on Consumers’ Subsequent Behavior Intentions
under the Situation of Forced Positive Evaluation

LI Yan' ,HUANG Suping' ,LI Dongjin’
1 College of Business Administration, Capital University of Economics and Business, Beijing 100070, China

2 Business School, Nankai University, Tianjin 300071, China

Abstract ; Firm stimulated word-of-mouth activity is defined as a firm’s proactive management of consumer-to-consumer communi-

cation. With the rising development of social network, a growing number of firms urge consumers to post positive evaluation by

material rewards as an exchange in order to realize word-of-mouth marketing. The methods of material rewards include gift, cash,

price discount, and so on. Firm stimulated word-of-mouth are widely applied by many kinds of firms which are consumer-orien-

ted. However, the word-of-mouth incentive mode by “post positive evaluation for material rewards as an exchange” is framed in



555 Z B g R PR E RS NEENR 27

an avoidance frame unavoidably. Sometimes, consumers have to post positive evaluation online in order to avoid loss.

Most of the existing researches about forced word-of-mouth have focused on how material rewards promote consumers’ word-
of-mouth communication from the positive aspect, while this paper adds the negative aspect of the material rewards’ influence on
consumers’ word-of-mouth to the existing literature. Based on the theory of psychological reactance and principle of cognitive con-
sistency, this paper explores consumers’ subsequent behavior intentions after forced positive word-of-mouth and its underlying
mechanism. Two behavioral experiments have selected the pari-time students and general consumers as samples separately.
ANOVA, regression analysis and Bootstrap mediator analysis in SPSS are used to test hypotheses.

It is found that reactance has negative impact on consumers’ subsequent behavior intentions ( such as reducing recommenda-
tion intention in future, increasing deleting intention of forced positive evaluation). Perceived consistency of product’s actual ex-
perience and word-of-mouth content has positive impact on subsequent behavior intentions. And this process is mediated by react-
ance. In addition, compared to weakly reactants, highly reactants are inclined to have more negative subsequent behavior inten-
tion. Consumers’ trait reactance moderates the relationship between perceived consistency and subsequent behavior intention. As
for highly reactants, the influence of perceived consistency on subsequent behavior intention is much weaker.

The results of this paper provide theoretical guidance of firm stimulated word-of-mouth marketing to firms, and enrich the
theory of word-of-mouth marketing and psychological reactance theory. The conclusions enlighten firms to frame this marketing
tactic in “positive post, then gain” pattern rather than “no positive post, then loss” pattern. If the selling of products or services
in a firm is heavily dependent on consumers’ replicate purchase behavior, forced positive evaluation would have considerably neg-
ative influence on consumers’ overall satisfaction and restrain their subsequent purchase behavior to a great extent. For this rea-
son, firms and retailers should realize the negative aspects of forced positive evaluation. Although positive actual experience of
product or service may restrain consumers’ negative behavioral responses effectively, this method cannot be effective towards all
consumers, for example, for highly reactants.

Keywords :forced positive evaluation ; word-of-mouth ; feeling of reactance;trait of reactance;consistency perception
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