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Abstract 

 
Jihye Park 

College of Business Administration 

The Graduate School 

Seoul National University 

 

The present study aims to examine whether online review 

configuration (defined as the format in which contents of messages 

in review are arranged in view of message valence) influences 

attitude toward online review via review credibility. Further, this 

study tests if source of message is a moderator that influences 

when and why review configuration does or does not lead to a 

significant impact on attitude toward review. The first experiment 

shows that attitude toward review was significantly greater for 

consumers who read the two-sided review (both positive and 

negative) relative to the one-sided review (only positive). In the 

second study, it turns out that differences between the two-sided 

and the one-sided review only held when consumers were exposed 

to the firm-sponsored review rather than the consumer-initiated 

review. These findings contribute to e-WOM effects literature and 

offer insight into online review marketing for managers. 

 

Keyword : e-WOM, one-sided review, two-sided review, review 

credibility, source of review, attitude  
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I. Introduction 

"Instead of tossing away millions of dollars on Superbowl 

advertisements, fledgling dot-com companies are trying to catch 

attention through much cheaper marketing strategies such as 

blogging and [WOM] campaigns" (Whitman 2006, p. B3A). This 

quotation describes the limitations of traditional forms of 

communication such as advertising. The emergence of the Internet 

has incredibly changed the way consumers communicate leading to 

the appearance of new forms of word-of-mouth (Granitz and Ward, 

1996). With the use of the Internet, consumers have easily 

published their opinions, providing their thoughts, feelings, and 

viewpoints on products and services to the public (Schindler & 

Bickart, 2005). Since the online consumer reviews as one type of 

electronic word-of-mouth (e-WOM) play several important roles 

such as delivering product/service information, they are useful for 

decision-making on purchase (Park & Lee, 2007). Even though e-

WOM has been discussed as a crucial communication tool for 

decades, little has still been known about how and why e-WOM 

effects can be increased. This research verifies ways to boost e-

WOM effects—subcategorizing the e-WOMs into the following types 

by each criteria: review configuration (two-sided review vs. one-

sided review), source of review (firm-sponsored review vs. 

consumer-initiated review).  

Previous research has largely investigated e-WOM effects in 

terms of attitudes toward the products/services and purchase 

intentions (Bone, 1992; Harrison-Walker, 2001; Herr et al., 1991). 

Though, scarce research has examined attitude toward online 

consumer review and even if it was the case, the results were 

mixed (Doh & Hwang, 2009; Lu et al., 2014). The present research 
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contributes to e-WOM effects literature by articulating the effects 

on attitudes toward online reviews.  

Prior study on e-WOM has shown the influential factors 

determining the acceptance and effectiveness of e-WOM. The most 

frequently studied factor has been message valence (positive vs. 

negative information). However, these findings from previous 

research have been discordant (Lee & Koo, 2012). On the one hand, 

there has been demonstrated the argument that a negative e-WOM 

has a greater impact on customer’s brand evaluations (Arndt, 

1967; Mizerski, 1982; Richins, 1983) and on the purchase 

intentions (Brown and Reingen, 1987; Weinberger et al., 1981) than 

a positive e-WOM. These are referred as ‘negativity effects’ or 

‘negativity bias’ which is supported by the rationale that people 

put more importance on negative information rather than positive 

information in overall evaluations (Skowronski and Carlston, 1989). 

On the other hand, ‘positivity effects’ have been also found as 

opposed to negativity effects. For example, Gershoff et al. (2003) 

insisted that positive reviews have a stronger effect than negative 

reviews. Even though the studies concerning positivity effects have 

been less frequently conducted than negativity effects, this 

inconsistency in regard to message valence indicates further study 

should be implemented. To fill this gap, the current research 

addresses the effects on attitude toward online review by 

classifying configuration of review into two groups: two-sided 

(both positive and negative) and one-sided (only positive).  

Moreover, as explained above, such conflicting results from 

studies on message valence imply a need for examining the 

powerful effect of a moderating variable. In order to account for the 

incongruous findings from past research, this research builds a 
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moderator onto the effects of review configuration on attitude 

toward online review. In detail, this study proposes source of 

review as a potential moderator for the effect of review 

configuration on attitude toward online review. Source of review 

can be categorized on the basis of their nature: consumer-

generated vs. firm-sponsored. To the best of our knowledge, scant 

research has tested how consumer-generated and firm-sponsored 

reviews are distinct and affect consumers’ attitudes and behaviors. 

The present study, in these senses, aims to theorize links between 

review configuration, source of review and attitude toward review 

by investigating the underlying mechanism of the relationship. 

 

II. Theoretical Background 

 

Online Consumer Review and Advertising 

Practitioners have especially paid attention to better 

understanding of e-WOM since traditional forms of communication 

like advertising appear to be less effective (Nail 2005). For 

instance, one survey reported that consumer attitudes toward 

advertising decreased between September 2002 and June 2004. 

Nail (2005) showed that 40% fewer people agree that 

advertisements are helpful for learning about new products, 59% 

fewer people report that they buy products due to their 

advertisements, and 49% fewer people find that advertisements are 

entertaining. Firms have encountered a variety of strategic 

concerns regarding consumer review information. For example, how 

do consumers evaluate online reviews unlike advertising? How do 

consumer-generated reviews affect consumers’ purchase 
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decisions? Under what circumstances do consumers recognize 

consumer review information to be most helpful and credible? How 

can companies facilitate benefits from online consumer reviews as a 

new medium? Although online consumer review which is the most 

popular e-WOM channel has increasingly become important for 

consumer purchase decisions and product sales, very few research 

on the above issues has studied in comparison with systematical 

research on advertising. To deal with the above questions, this 

research study examines whether the results of online consumer 

reviews show similar or opposite patterns, as studied for 

advertising.  

In the meanwhile, some researchers suggest that sponsored 

recommendation posts should be considered a form of online 

advertisement rather than just a consumer review (Zhu & Tan, 

2007). Because of this reason some consumers tend to distrust 

sponsored recommendation posts. However, the critical difference 

between advertising and firm-sponsored reviews is in that the 

writer of firm-sponsored reviews is not a company but a consumer 

and thus, it is not a one-way communication like advertising but it 

acts as a platform to share opinions and views with other 

consumers in interactive communication. These differences also 

indicates a need of a separate study in online consumer reviews. 

 

Review Configuration (Two-sided vs. One-sided) 

Past research on advertising has applied several theoretical 

approaches in order to address the effects of two-sided messages. 

However, the findings on the effects of two-sided messages in 

studies of advertising revealed ambiguous findings and thus, 

potential mediating and moderating variables for the above effects 
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should have been tested. For instance, Eisend (2006) indicated the 

impact of two-sided messages depends on these variables: amount 

of negative information, attribute quality, placement of negative 

information, correlation between negative and positive attributes 

and marketers' voluntariness. Similarly, some researchers on e-

WOM effects have studied the effect of message valence (positive 

vs. negative information). For instance, previous research showed 

that negative information has a stronger impact than positive 

information (Herr et al., 1991; Lee et al., 2009; Xue & Zhou, 2010; 

Yang & Mai, 2010). These are referred to as ‘negativity effects 

(negativity bias)’. In contrast to these findings, ‘positivity effects’ 

have also been argued in previous research (Clemons, Gao, & Hitt, 

2006; Gershoff, Mukherjee, & Mukhopadhyay, 2003; Lee et al., 

2009; Skowronski & Carlston, 1989). For example, Doh & Hwang 

(2009) revealed that positive sets of reviews have more positive 

effects on attitudes toward products and purchase intention than 

negative sets of reviews. Consequently, it turns out that the results 

of these prior studies are mixed with respect to the effect of 

message valence on e- WOM effects. This makes it necessary to 

study the effect of message valence on e-WOM effects on another 

level. Accordingly, the present research assumed that rather than 

reviews in which either positive or negative comments are 

contained, it might be effective to show readers reviews where both 

positive and negative comments are simultaneously included in 

order to convince them. This is because the positivity/negativity 

effect is directly related with ‘bias’ and thus, it might downgrade 

the reliability of reviews. The current study anticipates that 

reviews addressing both pros and cons about products/services will 

result in higher credibility of review compared to reviews delivering 
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only advantages. Here, review configuration is defined as format of 

review in which contents of messages in review are arranged in 

view of message valence and then, classified into two conditions: 

two-sided and one-sided.  

 

Review Credibility 

Review credibility is defined as the extent to which one 

perceives the recommendation as believable, true, or factual (Park 

et al., 2011). According to Wathen & Burkell (2002), consumers 

are likely to evaluate the credibility of messages when they read 

online reviews. In other words, the readers’ judgment of the 

information credibility is made in a key early stage in the 

information persuasion process, influencing on individuals’ 

subsequent adoption for the information. Further, readers who 

believe the e-WOM messages are reliable tend to have more 

assurance in adopting the e-WOM comments for purchasing 

products (Nabi & Hendrinks, 2003).  

 

Attitude toward Review 

Online consumer review as e-WOM can be categorized into 

various types. The current study focuses on ‘posted reviews’ in 

that the most influential review among e-WOM is considered to be 

posted reviews. Posted reviews are defined as postings by 

consumers who publish their product opinions on their own 

platforms such as independent websites and blogs (Herr et al., 

1991; Lee & Youn, 2009). Also, there have been many studies on 

e-WOMs accompanying attitudes toward the products/services and 

purchase intentions (Bone, 1992; Harrison-Walker, 2001; Herr et 
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al., 1991), whereas the research on attitude toward review has 

been scarce. Attitude toward review is defined as the extent to 

which after one assesses information in the review, he or she not 

only deems it helpful and re-readable but believes that it makes 

him or her convinced and less troubled. Consumers’ attitude toward 

review might change in accordance with the level of credibility of 

the review that consumers recognize. Past research on message 

credibility identified that high message credibility is positively 

related with positive evaluation (Cheung et al., 2009; Nabi & 

Hendriks, 2003; Zhang & Watts, 2008).  

Building on these results, the present study expects that 

consumers' attitudes toward review will differ when consumers 

read one-sided review and when they read two-sided review 

respectively. Specifically, consumers (readers) will show more 

positive attitudes toward the review when the reviews contain two-

sided messages compared to when they involve one-sided 

messages. This is because as viewers evaluate one-sided review, 

they are more likely to doubt on the credibility which is one of most 

influential factors that determine attitude toward the review. 

 

H1: Consumers (readers) will have more positive attitude toward 

review when the reviews are two-sided (both positive and 

negative), compared to when they are one-sided (only positive).  

 

H2: Review credibility will mediate the relationship between review 

configuration and attitude toward review. 
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Moderating Role of Source of Review (Firm-

sponsored vs. Consumer-initiated)  

Previous research suggested that source of review is also the 

important element as consumers appraise message (Schindler & 

Bickart, 2005). Source of information that is perceived by readers 

can have an influence on credibility and persuasiveness of that 

information (Hovland and Weiss, 1951; Wilson and Sherrell, 1993) 

and thus, this can lead to the greater impact on attitude toward 

review. As to source of review, the current study made a distinction 

between firm-sponsored reviews that have received material 

benefits from the company and consumer-initiated reviews written 

voluntarily without material compensation. Sponsored posts by 

consumers are also a form of online consumer review (Forrest & 

Cao, 2010). Lu et al. (2014) indicated that sponsored 

recommendations in the blog posts are written by a writer who is 

sponsored by a marketing agency that promotes products or 

services on their personal blog. On the contrary, consumers’ 

FIGURE 1: CONCEPTUAL RESEARCH MODEL (H1 & H2) 
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voluntary reviews are created with a psychological engagement that 

is not subject to the material benefits of the firm. One vital feature 

of firm-sponsored reviews in comparison to consumer-initiated 

reviews is in that it is possible for consumers to suspect sponsored 

reviews as untrustworthy and biased. Lee and Koo (2012) reported 

that consumers trust peer consumers more than they trust 

corporations, and are likely to use information provided by fellow 

consumers to evaluate products and services before they make a 

purchase decision. In addition, the sponsored reviews typically tend 

to have positive attitudes toward the product or service because 

they originated in the compensation the writer received from the 

marketer (Schindler & Bickart, 2005). For this reason, consumers 

are likely to recognize firm-sponsored reviews as corporate 

marketing activities and distrust them as unethical.  

    In sum, the present research proposes the moderating role of 

source of review on the effect of review configuration on attitude 

toward review. It is predicted that the impact of review 

configuration on attitude toward review will be greater when 

consumers read firm-sponsored reviews compared to they read 

consumer-initiated reviews. As mentioned above, consumers may 

conceive firm-sponsored reviews as unreliable and dishonest due 

to overly positive contents. If the firm-sponsored reviews include 

both positive and negative messages in comparison with only 

positive messages, though, the review credibility which readers 

perceive is likely to be improved. So, for firm-sponsored reviews, 

consumers will have more positive attitude toward review when the 

reviews are two-sided (vs. one-sided). For consumer-initiated 

reviews, however, consumers already have higher credibility and 

thus, this brings about positive attitude toward review. Therefore, 
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consumer attitude of consumer-initiated reviews will not vary with 

review configuration (two-sided vs. one-sided).  

 

H3: The interactive effect of source of review and review 

configuration will influence attitude toward review through review 

credibility. 

H3a: For firm-sponsored reviews, when the reviews are two-sided 

compared to one-sided, review credibility will be increased, 

resulting in more positive attitude toward review. 

H3b: For consumer-initiated reviews, regardless of review 

configuration, review credibility will not be varied, resulting in no 

difference in attitude toward review. 

 

 

 

 

 

The current research tests the above hypotheses in two studies. 

In the first study, a preliminary test of hypothesis 1 was provided 

FIGURE 2: CONCEPTUAL RESEARCH MODEL (H3) 
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across a series of product (a body scrub cosmetics) decision 

making contexts such that consumers (readers) have more positive 

attitude toward the review when reviews are two-sided, compared 

to when they are one-sided. Support for hypothesis 2 and 3 was 

shown in the second study which replicates the above effect and 

proposes an additional evidence that review credibility underlies 

this effect. Also, study 2 examines source of review as an additional 

moderator of the above effects. These studies are described next. 

 

III. Study 1 

 

Method 

Pretest. In order to develop two-sided vs. one-sided reviews 

as stimuli, a pretest was conducted with a sample of 32 respondents. 

The subjects were shown the posted reviews (two-sided vs. one-

sided) adapted from the real e-WOM and were asked to rate the 

extent to which they felt that the assigned reviews described the 

negative/positive aspects of the discussed object (the real brand 

“Plu Body Scrub”) on a 7-point scale (Park & Lee, 2007). The 

result suggested that there was no significant difference between 

the two-sided and one-sided conditions for the item ‘I think the 

review reveals the positive aspects of the Plu Body Scrub’ 

(Mtwo-sided = 4.79, Mone-sided =5.54 , F(1,30) = 1.62, p 

= .213), whereas the two-sided condition rated higher than the 

one-sided condition for the item ‘I think the review that I read 

reveals the negative aspects of the Plu Body Scrub’ (Mtwo-sided 

= 4.80, Mone-sided = 3.00, F(1,30) = 9.61, p < .05).  
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Subjects, Design, and Procedure. A scenario-based experiment 

was designed and 115 respondents from undergraduate and 

graduate students in South Korea were recruited in return for a 

small amount of incentives. They were assigned to one of two 

conditions (review configuration: two-sided vs. one-sided) 

between-subjects design.  

Respondents read a fictional scenario where they assumed that 

they are going to buy a body scrub and read one of several relevant 

reviews on the Internet. Then, they took a look at a review 

depending on randomly assigned conditions. The stimuli was used 

as created in pretest. Afterward, they were required to answer a 

series of questions about attitude toward review and social 

demographics.  

 

Scales. Attitude toward review was measured as an average of 

four 7-point items adapted from Lu et al. (2014). The items were 

“Do you really think you can get information about the Plu Body 

Scrub product in the above review?”, “Do you think the above 

review is reliable?”, “Do you think that the above review was 

written accurately?”, “Do you think the above review is telling the 

truth?” Reliability analysis confirmed to have reliabilities with 

Cronbach’s alpha of .86.  

Review configuration was also measured for manipulation 

checks. Participants were asked to assess the extent to which they 

felt that the reviews described the negative/positive aspects of the 

product on a 7-point scale (Park & Lee, 2007).  

 

Results 

Manipulation Checks. The manipulation checks with the 
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difference between two-sided review and one-sided review were 

successful. There was no significant difference in the question of 

positivity for these two groups (Mtwo-sided = 4.74, Mone-sided 

= 4.69, F (1,113) = .29, p = .865). However, for the question of 

negativity, the two-sided review was evaluated higher than the 

one-sided one (Mtwo-sided = 4.68, Mone-sided = 2.06, F 

(1,113) = 145.913, p = .000). This indicates that the two-sided 

review was recognized as both positive and negative compared to 

the one-sided one, and that the one-sided review was perceived 

more biased toward positive than the two-sided one. 

 

TABLE1: Manipulation checks according to review configuration through 

‘positivity’ item (ANOVA) 

Review 

configuration  

Number 

of 

Sample 

Mean Standard 

Deviation 

Degree 

of 

freedom 

F-

value 

P-

value 

Two-sided 53 4.74 1.30 Between 

1 

Within 

113 

.29 .865 

One-sided 62 4.69 1.35 

 

TABLE2: Manipulation checks according to review configuration through 

‘negativity’ item (ANOVA) 

Review 

configuratio

n 

Numbe

r of 

Sample 

Mea

n 

Standard 

Deviatio

n 

Degree 

of 

freedom 

F-

value 

P-

valu

e 

Two-sided 53 4.68 1.34 Betwee

n 1 

Within 

145.91

3 

.000 

One-sided 62 2.06 .97 
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113 

 

Attitude toward Review. Results of one-way ANOVA showed 

that participants reported higher positive attitude toward the review 

when the review was two-sided (vs. one-sided) (F (1,113) = 

22.90, p < .05), supporting H1. Specifically, participants felt greater 

attitude toward the review when two-sided reviews were 

presented (𝑀two-sided = 4.57) than when they read one-sided 

reviews (𝑀one-sided = 3.67; see fig. 3). 

 

 

 

 

 

Discussion 

Study 1 offered preliminary support for the hypothesis 1 that 

attitude toward review will be positively affected by review 

FIGURE 3: THE EFFECT OF REVIEW CONFIGURATION ON ATTITUDE 

TOWARD REVIEW 
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configuration. Specifically, consumers who read two-sided 

messages showed more positive attitude toward the review in 

comparison with those who read one-sided messages. 

Nevertheless, as a limitation of study 1, first, there was a need to 

make a more effective and convincing stimuli. For example, attitude 

toward review could be influenced by length of the message, the 

quality of photo and words, and so on. To avoid these possible error 

sources, the next study omitted the middle part of the reviews and 

eliminated photos for making participants focus on the essential part 

of review. In addition, study 2 created a fictitious brand.name 

(“Pills” as a body scrub cosmetics) to control brand familiarity. 

Further, study 2 was designed to verify the mediator that explains 

the underlying mechanism behind the effects presented in the above 

hypothesis. Lastly, the moderating role of source of review was 

confirmed as a boundary condition on the relationship between 

review configuration and attitude toward review in the next study. 

 

IV. Study 2 

 

Method 

Subjects, Design and Procedure. A sample of 134 participants 

were recruited from undergraduate and graduate students in South 

Korea in exchange for a small amount of incentives. They 

participated in a scenario-based experiment. They were assigned 

to conditions in a 2 (review configuration: two-sided vs. one-

sided) × 2 (source of review: consumer-initiated vs. firm-

sponsored) between-subjects design. With exception of some 

modifications below, the experimental procedure was the same as in 
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study 1. 

For review configuration, the comments of the review were the 

same as study 1 except for that photos and intermediate parts of 

the review were eliminated. Also, a fictitious brand name (“Pills” 

as a body scrub cosmetics) was used. 

When it comes to source of review, in the consumer-initiated 

condition, the following sentence was written at the bottom of the 

review: "This review is written by a writer who purchased the 

product directly or acquired it from the acquaintance, and as an 

honest review, there is no commercial transaction with the 

company". On the other hand, there was the following statement in 

firm-sponsored condition: "This review was made by receiving the 

product and fee from the company". The phrase which displays the 

source of review was exposed in bold letters at the top of the 

review.  

 

Scales. Measurement scale for attitude toward review used in 

study 2 was measured using an average of four 7-point items (Park 

& Lee, 2008). The items were “When I make a decision about 

purchasing a body scrub product, the above review will be helpful”, 

“When I make a decision about purchasing a body scrub product, I 

will read the above review”, “When I make a decision about 

purchasing a body scrub product, the above review will make me 

feel confident”, “When I make a decision about purchasing a body 

scrub product, the above review will make me less troubled”. 

Reliability analysis of measured scales demonstrated Cronbach’s 

alpha of .81.①   

                                            
① Unlike study 1, the measurement scale used by Park & Lee (2008) is 

more appropriate to measure general attitude toward review and 
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Review credibility was measured using three 7-point items 

(Appelman & Sundar, 2015). Respondents were asked to rate the 

extent to which they considered that the review is authentic, 

accurate, and reliable.  

For manipulation checks, review configuration was also 

measured in the same way as study 1 and as to source of review, 

participants rated the degree to which they felt that the review is 

firm-sponsored/consumer-initiated on a 7-point scale.  

 

Results 

Manipulation Checks. As a result of investigating the difference 

between two-sided reviews and one-sided reviews, there was no 

significant difference in the question of positivity for these two 

groups (Mtwo-sided = 5.01, Mone-sided = 5.03, F (1,132) = .006, 

p = .936). However, for the question of negativity, the two-sided 

review was evaluated higher than the one-sided one (Mtwo-sided 

= 4.59, Mone-sided = 2.08, F (1,132) = 111.032, p = .000). Also 

as expected, participants who read consumer-generated reviews 

perceived the reviews as more consumer-initiated than those who 

read firm-sponsored reviews (Mconsumer-initiated = 4.52, 

Mfirm-sponsored = 2.85, F (1,132) = 31.67, p = .000). For the 

participants who read firm-sponsored reviews, they recognized the 

reviews as more firm-sponsored than those who read consumer-

initiated ones (Mconsumer-initiated = 3.36, Mfirm-sponsored = 

5.11, F (1,132) = 37.58, p = .000). 

 

 

                                                                                                               

necessary to avoid overlapping with the measured items of the credibility 

as mediator to be verified in study 2. 
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TABLE3: Manipulation checks for review configuration through ‘positivity’ 

item (ANOVA) 

Review 

configuration 

Number 

of 

Sample 

Mean Standard 

Deviation 

Degree 

of 

freedom 

F-

value 

P-

value 

Two-sided 74 5.01 1.36 Between 

1 

Within 

132 

.006 .936 

One-sided 60 5.03 1.50 

 

 

TABLE4: Manipulation checks for review configuration through ‘negativity’ 

item (ANOVA) 

Review 

configuratio

n 

Numbe

r of 

Sample 

Mea

n 

Standard 

Deviatio

n 

Degree 

of 

freedom 

F-

value 

P-

valu

e 

Two-sided 74 4.59 1.44 Betwee

n 1 

Within 

132 

111.03

2 

.000 

One-sided 60 2.08 1.28 

 

 

TABLE5: Manipulation checks for source of review through ‘consumer-

initiated’ item (ANOVA) 

Source of 

Review 

Number 

of 

Sample 

Mean Standard 

Deviation 

Degree 

of 

freedom 

F-

value 

P-

value 

Consumer-

initiated 

69 4.52 1.57 Between 

1 

31.67 .000 
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Firm-

sponsored 

65 2.85 1.87 Within 

132 

 

TABLE6: Manipulation checks for source of review through ‘firm-sponsored’ 

item (ANOVA) 

Source of 

Review 

Number 

of 

Sample 

Mean Standard 

Deviation 

Degree 

of 

freedom 

F-

value 

P-

value 

Consumer-

initiated 

69 3.35 1.80 Between 

1 

Within 

132 

37.58 .000 

Firm-

sponsored 

65 5.11 1.49 

 

Main Effect. A one-way ANOVA with attitude toward review as 

the dependent variable was significant. In other words, it was 

denoted that participants had more positive attitudes toward the 

review when the reviews were two-sided rather than one-sided (F 

(1,132) = 8.18, p < .05). Specifically, this result replicates the 

findings of study 1 that participants have more positive attitude 

toward the review when the reviews are two-sided (Mtwo-sided = 

5.19) than when the reviews are one-sided (Mone-sided =4.59). 

 

Mediation Effect. In order to clarify whether review credibility 

mediate the effect of review configuration on attitude toward review 

(H2), bootstrapping analysis was conducted using PROCESS, model 

4 (Hayes, 2013). A result of using 5,000 bootstrapping samples 

reported that significant indirect effect of review configuration on 

attitude toward review through review credibility (b = .51, 95% CI 

= [.27, .83]; See fig. 4). 
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Note.━Significance levels are denoted by ** at p < .01; *** at p < .001 

 

 

Interaction Effect. The ratings for the items were averaged to 

create perceived attitude toward review index. The ANOVA 

analysis on attitude toward review with the review configuration, 

source of review, and their interaction revealed significant 

interaction effect of the review configuration x source of review 

(F(1,130) = 5.32,  p < .05). To delve more deeply into this results, 

spotlight analysis using PROCESS model 1 was conducted to 

examine the effect of the review configuration on attitude toward 

the posted review depending on source of review. Using 5,000 

bootstrapping samples, the procedure revealed a significant 

interaction effect of the review configuration x source of review on 

attitude toward the review (b = - .89, se = .39, t = -2.25, p < .05, 

95% CI = [-1.68, - .11]; see fig. 5). In detail, when the review is 

firm-sponsored, review configuration significantly affected attitude 

toward review (b = 1.07, se = .28, t = 3.84, p < .05, 95% CI = [.45, 

1.69]). On the contrary, while the review is consumer-initiated, the 

effect of review configuration on attitude toward review was not 

significant (b = .49, se = .25, t = .72, p = .48, 95% CI = [-

.31, .66]). 

FIGURE 4: MEDIATION EFFECT 
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FIGURE 5: MODERATION EFFECT 

 

 

Moderated Mediated Effect. A moderated mediation analysis 

was performed to test whether review credibility mediated the 

interactive effect of review configuration and source of review on 

attitude toward review, using PROCESS model 8. Using 5,000 

bootstrap samples, the results affirmed a significant indirect path 

that was mediated by review credibility (b = -1.05, se = .41, 95% 

CI = [-1.88, -.23]) while the direct path turned out to be 

insignificant (95% CI = [-.99, .32]), suggesting that review 

credibility fully mediated review configuration x source of review 

on attitude toward review. Specifically, spotlight analysis showed 

that review credibility significantly mediated the relationship 

between review configuration and attitude toward review among 

participants who read firm-sponsored reviews (b = .74, se = .17, 

95% CI = [.44, 1.13]), while the mediation effect of review 
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credibility was not significant among those who read consumer-

initiated reviews (b = .18, se =.14, 95% CI = [-.08, .47]; See fig. 

6). These findings supports H3. 

 

FIGURE 6: MODERATED MEDIATION EFFECT 

 

 

 

 

Note.━Significance levels are denoted by * at p < .05; *** at p < .001 

 

Discussion 

    Study 2 highlighted the findings from study 1 and validated the 

mediation effect of review credibility as underlying mechanism 

behind the relationship between review configuration and attitude 

toward review. By manipulating source of review, study 2 further 

cast light on the boundary condition of the above effects. To be 

specific, review configuration significantly had an impact on attitude 

toward review only when firm-sponsored reviews were exposed to 

respondents, whereas there was no significant difference in attitude 

toward review between two-sided and one-sided reviews for 

those who read consumer-initiated reviews. The results supported 

hypothesis 3. In addition, study 2 provided additional evidence 

regarding the role of review credibility as a mediator. That is, study 

2 illuminated the processes underlying the above effects by figuring 

Review Credibility 

Attitude 

toward Review 

.53*** 

.33[N.S.] 

Review Configuration 

1.40**

* 

h 

Source of Review 

-1.05* 

h 
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out mediation showing that two-sided (vs. one-sided) messages 

increased a positive attitude toward review via review credibility. 

Further, review credibility fully mediated the interacting effect of 

review configuration x source of review on attitude toward review. 

 

General Discussion 

 

Implications 

The results from the current study imply several theoretical 

and practical contributions. First, the present study extends e-

WOM effects literature by manifesting the effects on online 

consumer review as examined for advertising. Although the 

characteristics and potential impacts between advertising and online 

consumer review are different, little research has demonstrated the 

effects on online consumer review apart from advertising and 

therefore, this study validated the e-WOM effects on consumers’ 

attitude toward online review. The current study also enriches e-

WOM effects literature by measuring and certifying attitude toward 

online review as a dependent variable. As prior research testing 

effects of e-WOM on attitude toward review has been limited, this 

study performed an experimental research to figure out the 

influence of e-WOM on consumers’ attitude toward review.  

Second, the present study plays an important role of 

investigating the e-WOM effects regarding message valence for 

which the obvious results have scarcely been demonstrated. A 

majority of previous research on e-WOM effects in terms of 

message valence produced discordant findings. These inconsistent 

results propose that further studies should be conducted. 
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Accordingly, this study proved the distinct effects produced by 

two-sided and one-sided review in order to reduce such gap. 

According to study 1 and 2, it was successfully confirmed that 

attitude toward review is positively affected by review 

configuration. That is, consumers who read two-sided messages 

indicated more positive attitude toward the review compared to 

those who read one-sided messages because two-sided review is 

perceived as more credible than one-sided review. Eventually, 

such findings put emphasis on the significance of including negative 

comments with positive comments in online consumer review. 

However, it does not provide great implications for managers only 

with the above results. This is because given the feature of the 

consumer-generated review that it is written purely by consumers, 

a review configuration variable cannot be easily controlled by 

managers. From a marketing viewpoint, nevertheless, it has been a 

rapidly increasing phenomenon to sponsor the online consumer 

review in the field of e-WOM. Thus, such companies which offer 

online-reviewers material benefits might have great opportunities 

to manage contents toward the favorable side. Marketing 

sponsorship promoted researchers and practitioners to identify a 

key factor that influences the e-WOM effects within the framework 

of improving the effectiveness of online communication. This study 

provided guidance to marketing managers with the following 

contributions.  

Third, the current study confirms that source of message 

moderates the effect of review configuration on attitude toward 

review. Specifically, review configuration had a significant impact 

on attitude toward review only when firm-sponsored reviews were 

given to participants, while there was no significant difference in 
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attitude toward review for those who were provided consumer-

initiated reviews. This result suggests a practical implication for 

marketers. Managers need to strategically operate comments in the 

review. They should prevent their online consumer reviews from 

including only favorable comments. It is recommended to contain 

some negative comments in addition to positive comments in the 

review because two-sided reviews (vs. one-sided reviews) are 

recognized to be more credible and thus, more favorable when 

readers view firm-sponsored reviews compared to consumer-

initiated reviews.   

 

Limitations and Future Research 

Further studies need to be implemented because of several 

limitations. First, the e-WOM reviews were investigated at a 5:5 

ratio of positive and negative comments in the review. However, 

there might be differences in the magnitude of the effect of review 

configuration according to the ratio of positive and negative 

comments in the review (e.g., 9:1, 8:2, 7:3). Accordingly, future 

research should test the magnitude of effect of review configuration 

at more stratified levels.  

Second, the present study measured attitude toward review as 

a dependent variable. Even if the implications of the measured 

dependent variable are evident, purchase intention and attitude 

toward product are also needed to be measured. Future studies 

should take these variables into consideration when measuring 

dependent variable factors in the experiment.  

Third, the current study considered the discrete effects 

provided by only the features of online review, not by other factors 

such as reviewer characteristics and product category. However, 
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there might be other critical moderators which produce differential 

effects on the above relationship. For example, viewers who read 

reviews related to products with high involvement (vs. low 

involvement) are likely to evaluate the review favorably when two-

sided review is presented in comparison with one-sided review. In 

the opposite pattern, it is possible that the reviews regarding high 

involvement products (vs. low involvement products) receive an 

unfavorable evaluation for attitude toward product and purchase 

intention when there is two-sided review (vs. one-sided review). 

This might be because high involvement products make consumers 

focus on more negative information in the review, compared to low 

involvement products, leading to an unfavorable assessment for 

attitude toward product and purchase intention. Future research 

should extend the model of this study to demonstrate a vital factor 

that might have a significant difference in the above effects. 
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Appendix 

 

A: Stimuli in two-sided & consumer-initiated review 

 
[바디 스크럽/각질제거] 필스 (PILLS) 바디 스크럽 사용후기입니다! 

 

- 본 포스팅은 글쓴이가 직접 구입하거나 지인에게 얻어서 쓴 솔직한 

후기로써 업체와의 상업적인 거래가 없음을 알려드립니다  - 

 

 

---중략--- 

 

 

<총평> 

 

장점 

부드럽고 쉽게 각질 제거 가능 - 때밀이 사용 하지 않고 편하게 매일 

맨들맨들 피부로 가꿀 수 있음. 

민감성 피부에도 문제없음 - 예민한 피부인데도 트러블이나 피부 자극 

유발하지 않았음. 저자극이고, 매우 순한 듯함. 

스크럽 할 때 거품이 같이 나서 바디워시 제품 따로 쓸 필요 없음.  

굉장히 촉촉함 - 바디로션 특별히 안 발라도 될 정도로 건조함이 없었음. 

단점 

가격 부담 - 하나만 사기에는 좀 비쌈 (한 개 당 180g 으로 일반 

폼클렌저랑 비슷하거나 좀 더 많은 용량. 개 당 2 만원). 대신 

홈쇼핑이나 인터넷은 많이 저렴해지긴 하는데 대량으로 구매해야 하는 

부담감이 있음.  

스크럽 할 때 힘 조절 필수 – 입자가 굵고 거친 편이라서 처음부터 너무 

세게 문지르면 피부 자극되긴 함. 극 민감성은 주의해야 할 듯.   

한 개 당 용량(180g)이 너무 적음 - 바디 제품이라 1 회 사용량이 많다 

보니, 4~5 번 정도 사용하고 나면 다 씀. 더 큰 용량으로 나왔으면 

좋겠음. 

샤워 후 바닥 정리 – 호두알갱이가 바닥에 너무 묻어있어서 씻고 

욕실 빨리 치워줘야 함. 
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B: Stimuli in two-sided & firm-sponsored review 

 

[바디 스크럽/각질제거] 필스 (PILLS) 바디 스크럽 사용후기입니다! 
  

- 본 포스팅은 해당 업체로부터 제품과 소정의 원고료를 제공받아 

작성되었습니다.  - 

 

 

---중략--- 

 

 

<총평> 

 

장점 

부드럽고 쉽게 각질 제거 가능 – 때밀이 사용 하지 않고 편하게 매일 

맨들맨들 피부로 가꿀 수 있음. 

민감성 피부에도 문제없음 - 예민한 피부인데도 트러블이나 피부 자극 

유발하지 않았음. 저자극이고, 매우 순한 듯함. 

스크럽 할 때 거품이 같이 나서 바디워시 제품 따로 쓸 필요 없음.  

굉장히 촉촉함 - 바디로션 특별히 안 발라도 될 정도로 건조함이 없었음. 

단점 

가격 부담 - 하나만 사기에는 좀 비쌈 (한 개 당 180g 으로 일반 

폼클렌저랑 비슷하거나 좀 더 많은 용량. 개 당 2 만원). 대신 홈쇼핑이나 

인터넷은 많이 저렴해지긴 하는데 대량으로 구매해야 하는 부담감이 있음.  

스크럽 할 때 힘 조절 필수 – 입자가 굵고 거친 편이라서 처음부터 너무 

세게 문지르면 피부 자극되긴 함. 극 민감성은 주의해야 할 듯.   

한 개 당 용량(180g)이 너무 적음 - 바디 제품이라 1 회 사용량이 많다 

보니, 4~5 번 정도 사용하고 나면 다 씀. 더 큰 용량으로 나왔으면 좋겠음. 

샤워 후 바닥 정리 - 호두알갱이가 바닥에 너무 묻어있어서 씻고 욕실 빨리 

치워줘야 함. 
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국문 초록 

 

온라인 구전 상에서 리뷰구성형태가 리뷰에 대한 

소비자 태도에 미치는 영향: 리뷰출처의 조절 및 

리뷰신뢰의 매개효과 

박지혜 (Jihye Park) 

경영학과 마케팅전공 (Business Administration, Marketing) 

서울대학교 대학원 

 

본 연구에서는 온라인 구전 상에서 리뷰구성형태(긍정 혹은 부정의 

일방적인 방향성을 지닌 일면리뷰/긍정과 부정이 함께 포함된 양면리뷰)

가 리뷰신뢰를 통해 리뷰에 대한 소비자 태도에 영향을 미치는지의 여부

를 조사하고자 한다. 나아가, 리뷰출처(소비자 자발적인 리뷰/기업의 후

원을 받은 리뷰)에 따라 리뷰구성형태가 리뷰에 대한 소비자 태도에 미

치는 영향이 달라지는지를 살펴보고자 한다. 연구 결과, 소비자들은 일

면리뷰가 제시될 때보다 양면리뷰가 제시된 경우, 리뷰에 대해 더 긍정

적인 평가를 나타냈다. 이러한 차이에 대하여 리뷰신뢰가 위 효과를 매

개함을 보여주었다. 또한, 소비자 자발적인 리뷰가 제시된 경우에는 리

뷰구성형태에 따라 리뷰에 대한 소비자 태도에 미치는 영향에 차이가 없

었으나, 기업의 후원을 받은 리뷰가 제시된 경우에는 일면리뷰보다 양면

리뷰에 대해 더 긍정적인 태도가 나타나는 것으로 밝혀졌다. 이러한 결

과들은 온라인 구전 효과 측면에서 양면 구전에 관한 이론적 확장에 기

여함과 동시에 양면리뷰에 대한 마케팅 관리자들의 전략적 대응방안을 

제시할 것으로 기대된다. 

 

주요어: 온라인 구전, 일면리뷰, 양면리뷰, 리뷰신뢰, 리뷰 출처, 태도 
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