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Abstract

E-reviews, electronic reviews, are generally perceived as trustworthy and credible by the consumers, because it is
based on the experiences of other consumers who are independent of the marketers. Therefore, consumers may rely
more on the review information as an important cue than direct experience or advertising. This paper explored the
structural equation model to investigate the relationships among search motives of e-reviews, attributes of e-review,
trust, and purchase intention for cosmetics. A self-questionnaire was developed based on previous researches. Data
were collected from 300 female university students experienced purchasing cosmetics at the Internet and were analyzed
by AMOS 20.0. Results showed that e-review attributes consisted of three factors: expertise/visuality, quality/functionality
and advertising/design. Utilitarian and hedonic search motives were significantly related to expertise/ visuality attributes
of e-review and then influenced the purchase intention for cosmetics, mediated by the trust of e-review. However,
quality/functionality attributes related by utilitarian motive did not have a significant effect to trust of e-review and
purchase intention for cosmetics. Regardless of search motives and trust of e-review, advertising/design attributes of
e-review directly related to purchase intention of cosmetics. As predicted, the trust of e-review was an important mediated
variable to stimulate the purchase intention of cosmetics at internet. The implications of findings for research and
practice are discussed.
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(Table 1) Results of confirmatory factor analysis

ElTrOW 1] Zrehs 542

AwLh elRolrh Al 4

Factors and items A B C D
Utilitarian motives (%) )
The e-review seems to be productive. .86 16.72
The e-review searching seems to be a reasonable method. .85 1638 .70 91
The information of e-review is useful to me. .84 1619
The information searching of e-reviews is very practical. .80 )
Hedonic motives (%2) 89 )
The e-review is truly enjoyable. '35 18.99
The information searching of e-reviews is very happy. 81 17.47 .64 .92
The searching of e-review is interesting to me. 61 1135
The e-review searching is very wonderful. : ’
Expertise/visuality Attributes (1,1) )
Reviewers' expertise .84
Use of various media (e.g., photo, video). .76 %8% 58 79
Reviewers' skin condition .67 )
Quality/functionality Attributes (12) _
Quality .89 3 .67 71
Functionality 74 5.
Advertisement/design Attributes (13) )
Advertisement 73 343 46 .62
Design .62 ’
Trust of review (n.4) )
I could trust the products of e-review. .88 15.58 55 81
I depend on the product information offered from e-review. .88 1074 ) ’
The information of e-review is honesty. .61 )
Purchase intention (ns) )
I am sure the products well valued at e-review is good. 75 11.14
I want to buy a product positively noted at e-reviews. 73 1099 51 .81
I would purchase the good reviewed product at Internet. 72 1048
I will recommend the others the product said yes at e-reviews. .69 )

A: Standardized regression weights

B: T-values are significant at p< .001.
C: Average variance extracted (AVEs)
D: Cronbach’s a values
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r_{

(Table 2) Correlation matrix of constructs

2 2AISF AF= [Figure 119} 2l A9 Fxmd
o]  HFT(x’=310.34, df=191, p<.001; GFI=91;
AGFI=.89, CFI=.96; NFI=.91; RMR=.04)= wIZ3qtst

FEolAnt

1) 2l

= oy

BB S} kel EREAe u]x)

A A o8t An|ap) sPdE e 28] 2
g 284 F7|2 @ ue gliele] dEA/AIAE
S48 AEe FEUISAHS S8 sty
1=32, (=374, p<.001; y=.19, £=2.32, p<.05). =, 3¢
Foll &gt 221l 27t F-83kar agZolgtal ofAA]
e SRS glole] sl tigh A2
T agla glRshde] AR, T €89 22 Al
S0 sPdEe] #2371 Toll At ARE 8
sHAl aelshsict. gk ekl BlRE ol8ste] HRE
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oLt 2lF st At EA4E 283 402 AAE)
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A= Fad sPgsEe] 871 YAl ol tiEiae &
Q3 oA7|A] EEvhe AE G 5 ATk olEfg AT
A3l Gilly ef al (1998)9F Gus} Jang(2005)e] HT7-2

e A7 AT

Constructs UM HM EVA QFA ADA TR PI
Utilitarian Motives (UM) 1.00

Hedonic Motives (HM) 57 1.00

i)t(gf:tr)gtsgs/vzlsgll\a}kt)y 347 34 1.00

gt‘tar‘ilétgt/ﬁf‘sm(cggxﬁty 247 04 17" 1.00

‘gg‘r’gﬁitsezm&lgck)sign 09 17" 22 06 1.00

Trust of Review (TR) 39" 33" 17" -07 .08 1.00

Purchase Intention (PI) S0 49" 28" 22 217 437 1.00

*

" p<01, ™ p<.001
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[Figure 2] Structural

model for e-reviews

Goodness of fits: )(2:310.34, df=191, p<.001; GFI=91; AGFI=.89, CFI=.96; NFI=91; RMR=.04

" p<05, ™" p<.001
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