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Abstract

Consumers’ pre-existing attitudes toward Artificial Intelligence of Things (AloT) smart
healthcare technologies significantly shape the effectiveness of electronic word-of-mouth
(eWOM) and contribute to attitude polarization. This study aims to examine how attitude
consistency influences recipients’ attitude polarization through credibility. Additionally,
it explores the moderating effect of medical brands’ attitude consistency and investigates
potential age differences. Based on the biased assimilation theory, this research conducts
a quasi-experiment involving a 2 (valence of eWOM on AloT smart medical technology:
positive vs. negative) x 2 (valence of eWOM on medical brands: positive vs. negative)
x 2 (2 versions of messages). The results of 1,010 valid data demonstrates that greater
consistency leads to higher credibility; attitude consistency exerts a negative impact on
attitude polarization by enhancing credibility. In contrast, attitude consistency does not
play a significant moderating role. Additionally, the influence of biased assimilation
regarding AloT smart medical technology varies between older and younger groups.
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FRILER R B E S35 (Gonzalez and Patel, 2020) © [FbA - /Ol RS B A ] ST O
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TR E  BIAM R RIA—2 - fEE A E MG FR N E R E O
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SRTM » S ZEAE B B A RE B B A b 2 B O 9 08 o L L B — SRR RS R
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(Z) BaomEr
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KERS - wEwE - BEREBNEHE - AT AloT A EEREH I #EH
BRI LA E - HIHEEHERBENMAERREZIEAR - EtMEE]
EEEANB RV IERE R - e Tz MIEEEHE - R T H R AR ER
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ARG o IR (R REMCE R - EE./ﬁ%ﬁ%ﬁgiﬁgﬁfj’[ﬁ;ﬁé’]ﬁ%ﬁﬁgfﬁmEﬁBﬁ A
I ARG & mE R - Ense AL - SR E R L E 2=
AR EANGHE - AlEE FJ?I)U%H@@HE'F&EEJ\#U%EEAT&T ST
—EERIEAN AT AloT &SR BEHRRE — S LRI E - HHE
FHVEA SR AloT BHERBERHCEFERE - HEEF AR ReE - &
R BN R IR B AR AR D © B B G PR R AloT SRR P RE
B R EFRRE R AN - GELREFELE 2 HEE G AR EFR
muR A IEA AR RERE - RS S AloT BB BB AR E - MRk LR
IRJim 2 flan - 28 BEEEEATA@EEP%D%F;m rn B RAFHIREEE - HIERRE
FlamE R - EEREANEE 7 2R  HEEG RS AloT HEREERTENZ
PEFFREIE - M & A B F@“‘uuﬁﬁﬂﬁﬁ%ﬁﬁbﬁ’? MRS Ry R AR 05 2 Bb s R
Hﬁjﬂlm BRI L © AWt e R T FE R —
HEE‘QBFEF EUEANAT 7 AloT &SRR PR E — S EH R AR TT » AloT
B A LR 2

AR
HMoeiat - (ERE S KRR AR E R A N R ~ FUA1 ~ BLRSETT
Ry o BYFEHERR A RAUMIZEIE - EEPIHEF F R ER =R S (LA R
(Perkins, 1985) » {HpVAE N B8R EIEEHE T R 2 (Klaczynski and Robinson, 2000) °
LR - HERAFER - RAGREE TR R - & s B (@ e FE =& A0y
W - BB RES G ER B S EEEE TEAREER - fla0 - £ AR
ﬁ%*”ﬂ%ﬂ@:ﬂi}“a; AHEERARTT - FEICIRER(E S (Belief Exploration) » [H=E4 A
& ELSF(E % (Waterman, 1982) « MHEZRZE AN » FEANKIEHHCCHES » Bk
ﬁﬂﬂﬁ{ SREEM N EEH - KSR - BFEANGERNIPFEEES T - BY
TEGRHIAE(E H QYR ERY - R E A 5 &4 R 2. (Hasher and Zacks, 1988) - fifi
R ERR A _EEINfRsF » EnlpefE A g - EECERDPIEFREULE
BT DA 58 S5 452 4 1t 5 FH A (MR #EEEBE /) (Bargh and Chartrand, 1999) - 55—f@a]GE M4
FEFAC KA RS RE R - EEEDHNIH MR - R e SIS+ - &
T il = R RS & B (Higher Order Information Processing) FYRE JJ » [l LL AR ER
N BE A R AR &E R « TR ARSI R A rF e - B DI B0 2 (Plude,
Schwartz, and Murphy, 1996) - fFEACER & HI(E S At A9 B st &b - &
I BEMfRESZEEE - e TEREES  BITCE - FIEERMERH
CHIAET SR - B RRAMZIRENS » Mg GFER B mEE S
(Hasher and Zacks, 1988)
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APl B HINEE S E R OB B~ W2 23R Ik ) R R L
MR EE S LHAMTE LW K AIFT R o BHE 28 (Technology Acceptance
Model; TAM) HHEAW 925 HY » MBI FEE A - J1EH FEE A4S 5 R M & 2 B4
e w2 B B N AT AT B0 Ry Bl e i A HL#5(F - 58 2L Pk k{4 (Lee and Coughlin,
2015) o Z4FE A SEH B # £ il U3 i 12 (Rogers, Mitzner, Boot, Charness, Czaja,
and Sharit, 2017) ;& A A REERIRITRE ~ HERIE A EIE - DU ELZ{LAH
R B BB EUHIRE ST T % (Choudhary, Shaik, Yadav, and Rashid, 2024) - L4} » Z4
NAEH B it AR BR R B AR R i R M & ml gE e ) - SE— D [HBE T B R ilr Ao ER
F (Venkatesh et al., 2003) - ZF N\ H il BH R EEDIEE » 16 KUK H BRAAEEF LR
Ji% » EEER = FEE K (Chong, Liu, Luo, and Keng-Boon, 2015; Mohamad et al., 2021;
Rupp et al., 2018; Venkatesh and Davis, 1996; Venkatesh et al., 2003) » 2R > BH L HY
B MEAE T E BhE & v ik SefEE - $Em B2 B (Kim and Choudhury, 2020;
Safi, Thiessen, and Schmailzl, 2018) BN REH IR FHEIIRERL - (8 FHT R
SEFNE 2248 PR B SR (Yueh, Yang, Chen, Lee, Chou, Lu, and Shu, 2010)
HEERER NS E ARSI AEESE - (FHEEE AloT HEBERER
% (Kim and Choudhury, 2020) °

ZIEMFFEHEH » RS BT FF (eHealth) B AYER FHAIHERS A AT (S B
(Verma and Dewani, 2021) » {H K Z{E G F R R HISIENE TR EFEA » thZH
8 LA/ 3 (Cimperman, Brenci¢, and Trkman, 2016; Sivathanu, 2018) - ffFZeE 511
FEZES - Arfi, Nasr, Khvatova, and Zaied (2021) K7 20 5% &7 IoT 807 7+
RZ A 20 5% DL F B R8 IR 5 - 388 Z AR LB R S BRI R
Kim and Choudhury (2020) HIZEH » F8C A0 R Z B RERZR AT » 25 AH
HIFA R T2 SR AR (B F] » Tsourela and Nerantzaki (2020) 2237 - S5 [oT BHY %
ZERIEFARGR > LHAE 18-35 BRAYEIEHREFE 36 5k DL EAVREE. 2 - Verma and
Dewani (2021) HIf§H » Fig it EE T (eWOM) HIEEE SR HAFEEAE R -
ELFARHRASTEL - AHFZ222% Tsourela and Nerantzaki (2020) » #5201 % 73 By 18-35 3%
HOAEES TG REAN 36 B DL RV RIERE » 1T AloT HEBE BRI HIVEEET

HR - G5 SO R AR T R ARYRTRE - E 0k FACER RS (36 kLA EIRRE

(&) ) BEIFRAFEARGEE AloT HERERFEARA - A E @i fm =
{LRFE 2 FACER R B REAE T NPT RESE IR E » EEDA 8 - B ELRF B IR REFE
PRFEE A S uE i - B AloT HEEEEHTEE - i T ae e i H el
DAEFGERIBESHET T LR - WG R Ry 118 AloT HEBR BRI TR~ EME
AR TEE R o B (R R A S SR B TR R R — B BB EE A (E
RN —Z T am A 2 B8 b 2 B2 R ALK R B 18 En AloT HEERRHL
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B FERE R 2 pE - DA B T B Bt A fm R — B EER - A S E A TR (R R
—EHHVE R > A — B &R E A S AR L 2 H2R - B W R 2 AR RE
FE—EE S Ly R R ? Fillk s g L ER N E S S ERR SR

EAEA R R ELUE - TEH AloT HEBEFBEREERM(L ? FilBRE f el

IR BT H O %m%%%ﬁ%§7$@ﬁﬁﬁ SR GnfERRE o A

[ o L B R AR IS 1T T dLRER B SR Y B R S AT (R Y AloT &

PRREs & LR E C R Ay %m#ﬁﬁ DRI B T3 9 F E O i B B R L2

AloT B IR FBAHRH R A RS E A EM@@AET%%%Fﬂ&%ﬁ% B

AR — RS g S A B RE (TLEERA) EREERIEREAR(E - Ik

T RRREMR LIS 2 AW FEAI T DL R (E B TR

R2 : FilBRHHEEEE S AloT HERFR I ERE A 25 7 S/ E R

R F{ESER AN E 2

=

R3 @ GEW MR Z ARG — B S b R B R BT

AW FE R L PR SR A T

S b 1 AR RE R
— B SRR 1

AloT % & B Atk AloT % & B Atk
oA R — Bt & EARAL

_\:q

1 AloT EE2EEM KRR FLRE

U

2 MRDA

st

ATRRIRIT 2 (AloT WREHRHLTRIERE) x 2 (EREMIPERE)
2 (PRI : R ERAE vs. FRIAFRE ) MR BRAT - B AR M AloT
BB AR R SR IETH SR ECRIA I T« S RFSURCE AloT 204
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FRHYHY IR - AloT ERBRRI B M L R A 8 - AloT HERRRIEGERE -
onfREIAE ~ NG BRI HI e - AT AMITEEH - BRI ARE g EHE
HHRHEPIEE (Alraja, Farooque, and Khashab, 2019) o SR E & E2HE & RE
JEELR TR (Mafael et al., 2016) o AIRETE 8 (FIA0 - R ~ 88 ~ B ASEE H A
Al REF R #5252 & (Chandrasekaran, Katthula, and Moustakas, 2020; Gupta, Sinha,
Singh, and Chuah, 2020) » #URHE SEAR AR 12 Hi 228 -

o BRI
(—) nhiBig

ASHTHNE B R B E A B R AR o ARFFEIRTE Mafael et al. (2016) HIFRYE -
T RS SHEE - RSB EEFCAFER S - AERER
FfmEEES (2017) HYERE - EERRATFRE RENTTAAE RS CEthExn]
RERFE BT AloT BIRAUMENS ) 2 RE « iR - 54L& - PEEZER
EIEE -« SR AR EE AT - 8 A E N R F B [E —{E A o 08 LA
Google FFamHHIFHE ML - FoRFE - (bl - 2 REVCEMRITF G « T RHES
EF (EEEET - RS  (EEEEAT ~ IR S22 ) BB B
LRAETHRHVIR I | 722150 I & B2h ~ RIBHN » [Pl EH-F HECR ~ ZEE)HY
AL BN THGIERT 72C + LAFE AT IR I ide R 2B e -+, » iz
Hetam @ " EBEEZ  —HRIEZERELF  ERWTEEA RGN » EL)f R
AR EIE + HIFRIRIEZ + — B R HE R - JEA BB B4
JEZSNETE 2 7 7 BRI T Z Feim M2 BB - # 5 d E B 555
— B T T E AT DRI S N f i 2R T R
B gm0 (GERBIN.ZE R B Google 5Fam )« ANHTHIL
MG A E R E R BR L SN EEE RS AE - SRR I -
MG © 2021 £ 3 H 15 HE 3 H 16 H - 1748 94 ozl (5B 0 31.9% ;
I 68.1%) #ETHESR - AWMEEREL ' 2K ) K "T&ME BEXEBHZER
PR LR -
(=) a3tk

ASHIAT E B R e (AN [FIRE R e am o TR E B 320 2005 B A B B it e 2t
B A R SRR O AR I T BE A 2 T 68 AloT B E R ERIN N E T W - DI
BRI o« AUFFCE LR R E T A 1 A B B i 25 U~ S FFEE S AloT &
DR R R O A - fEEA-7SHI - AR ETRETE » FEXEEE TR
R T ame VS SUE - BRI = B R E R E={E R IR ~ &
HFFama 2SR A] - DS EBERE AN o LTRSS R © 2021 4£3 A
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ISHZE3 A 16 H - R 74 (32 HE (B 39.2% 5 22l : 6.8%) ffatsE - £
FOMIEmE R RNG « [ FHIEALE R0 BEF## T #—i7 (M =5.82, SD
= 85) | ~ T AEBETHAETETT - B IE A BT HEE R OEREE (M =575,
SD=.92) , - AHNE : T OBEFHITEIERET T AIE » 5 FHTENLRE
# 1 (M=255SD=1.13) | ~ " OBEFLHEIERE Al T H1/Z (M =2.63,
SD=1.04) , - BEEEBOBIERGRNE @ T XX BUEEE KL Z EANTE
bE (M=593,8D=091) | ~ " XX BEEFEIRREHIRFELTREE (M=5.70,SD =
78) 4 o AHEENE 1 T XX BEEFEIEE ! (M=185SD=120) ; » "XX
Bt R T EREIE (M=2.10,SD=1.14) ;| -

= WHRER

AWEFELL 18 5% (&) PLE -~ BERREEE RS /0 ME7RK.Z Facebook
FRATFEHER - ABTEREEaMEmE - {tHE R - R R E ST ER
e A

M~ DR

AT LA R I T RE R T80k AloT I EBERI L A - AWFEFIA
Dropbox 5% ZT Bk E A » MR E R SurveyCake RS F-1 o 2201 H i
AR FER ] Dropbox 5% atHYBEEZ H I - & KA RAWSE H AR & R A AloT
BEREP RO E S - BEEER T/ Uk - BEIBRER O EHR 22 8l
H2IIAWTE - FE2EEREENERES - ARE2 > mTHE T FE ) AR
FERIE ARG » B AEE20 > AIRGE T AR ) WHERGEERE - A2 0
FH A2 N 3,000 TT—4 ~ 500 TTAKHHHEETEE) - AU SER 2 0 E FE R IR E]
JUHH OB R —4H - 282 A SurveyCake BB FH 2% » EBEEAR
AREBIHE « HERAE AloT HEBFHHOMAE R - BEARAMIZE
R B R AR i © SBHZ2BUANIIEZ 5k » ATHE 2 A B email ~ K 712
S I EEE R R - KRR 3,000 7T—F ~ 500 TGS E AR - 26
FHiE NAGHE N —H - EARMEMESR 0 st MIEEEAER - S EER
Fie o A #F - BE - BAARSH LIVERRSE - AR EERESE ZHo3=
k2B E MM O R RTHEEE E TR E AloT BRI FRERLL
KB AL R W B RE I © AT Sl AR 2 B R B A I A Rt 2
[FIERRE ORI T8 AloT BEBRRHAEE - BRGEASE -

BN ARSI 2 S IV E B EE R 2 FE DGR 2 AR
SERZE - (LA EE+ASEAE =4 - AFRE(LR@ESS - X X Bl S AT
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YR AR HIThRE B Tk - v DURSE2 T SRR EFRAHRAE R (f1a0
Lok~ ITLER ~ #80E ) - [ENEEIEEEAFLL - DAL ML - 282 B/ L
IR o BB L L AR B T I R B e I - AT SRAE T Eh = (1 H HAR
R LRE - TREIR AR - 2EEARER T -

Rtk ZEIREGE T T—H | %t - #EAE=H  FHE—ERERLZLE
Tl RE RIS T8k AloT B2 B R R B B8R R ARG SC - BB » 22 B s
HEAT—H @ BE=EFE B (Attention Track) EHIE : FFamalUE 2 ST SWH—(E
B BramatUE AT AV E G2 NI —IE ~ S5 I A 2 - ZEEEHE
AR E RS - ZHERE NI AloT FEE BRI IRERE — 81k - GLERE
— 3%~ FARTT - BLE AloT SRR B AVREEM(L BORAIFIERRE - N —
H - RteiE = e E e R e am sUE - DI ETam S Fy  SOA R = 8% AloT
HERFEREWLSEGE C [FERRE - &% - AERE2 IS T E B2
(R AR IS - IS W E 2 AT 2 E i - WSR2 EE DL E M B E
% RWFFERERRET - NEEE R A BRI -

h > SRR

AR O Em RS TR EE R - fHeE TR LR EE TRk
HIRE /THREIRHE - AR OB HITIEEE ST HREE W - fEE EEN LR
HIThRE BT ERE I II6E /DI HIRHE - RETEE I E 2 HEIRE L e (2011) » 3R]
SZRERE Ry AR EmET Y D e I RE B S THRATRHER T 1 JER ARmERy, £ 77
FEFIEERY,  ERRERE N O EmAIRE RS TE T 1 IR RIF&EILES
£ 17 JFERFIEENLY , - BRBFEME TR G - B2 RN BRMEIE
HIFFERIRHE - AR AR N - fAE RN R EEERHE -
IR E P HETSEL R [ (2011) - BARZMIE5E IR ER B X X BFeRIRHEE
"L JERARmE ) 217 IER LR ERERERARN XX BEEE 11 JEE R
IFRENLY ) 2 17 R RIFIEEIS

R R B E R B R am CRIEO B - B2 EERRE - BIEZ S
H Mafael et al. (2016) > S[R3 HIE 38R A0PURAF B ~ IEARY » ZEHY » AloT &
SRR — B RN 2 A B L e I e S T SR A R R B [ 0T
55— IR © SRR — B TR R R 2 R R L A I A R B R T8 —
HAIFENE - R BIYRETEZ 5 H van Strien et al. (2014) > 3 52 HI w58 Fyadatam il
HEBHRA BIBOGETT - BiE 5 LS SWIRERRE - DLEEH DR
ERMEE B 1 IEEAREE, £ 7 EEEE ) - AloT HEREEREMEFRE
FEE R EE I (RO 87 HRZBEFEPRZIEFRRE - BIHZ25H Lord et
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al. (1979) - ARG HIFE T1 : JEFRFURE &R, 2 77 IFFE IR EF
A O RIS RE R 2 T 8 -

AR TR 2 HER A S AMEIRAVIERE - {K7E Mafael et al. (2016) &R .
LRI 2 E T — ROt - s B RS GRAR IR 5
JEE L NMEIRMIFEEIZE - AloT HEEFRH B E (L R H - E 2 BRI
DEERHIThRE B TR R e Z BT » B T R am ik ARG E A B —
o M HEE T - S8 EUEIEE M Lord et al. (1979) FYERE » fEZMIE B —HI
O R am e » s NI R RO » f5HT T B RREE AR am i SCZ BIFELL - 23R
FEEOEBHITHREE S THAREER ) 1 JFERIINETEE, £ 77 IFE
PSR R ODERIHIEE R ET 4 B RN E - BRI E S REEL -
IRATEPRERE B iR (2018) RUGTE = » NEERH R IESEE - BFREE S
R BT E M LRYETE =0 ¢ RN RBE O B E R 4 M REE R LB
BRHCE 2RI E 20 © 4 B RN RE U B o AR TG DARR ([ e 4 %8
BB 2 S EETE R T -

B2~ Enloif

— ~ Bk

AR R G A MEHRIEHE 4 5 14 HES5 B 14 H » 4£EH
W 1,194 - fHBRAEEEE BN « SR - HE IPALOT » AE A LIE BERKH
9 HERER - BRI MEFRBE S IIESEN 4 AR - 5HEE 1,010
BESEEAR (F1)  HEZEE G 64.6% » BMEZHIE 5 35.4% - (FEISTRIRAE JT1H -
DIRAEE (76.9%) (5K - MERELKE (FRD) (62.3%) ditfm @ & R
Fr (&) PAE (29.2%) -

= B ERE

AN BRI R TR T B e SR R R IR - R BRI SR AL S (M
>4.50) " My 50 =468, SD =146 vS. M 50 , 5,5 = 4.58, SD =142, p> .05 » HIEHH
FEFE (=110 p>.05) ' FFEARMICTR K o B RESE AR i E A
SREUR » 1=35.85 p < .01 HEEE/KUEE - RoRIERAE A SECOFEHEZMEE
FEERFAE  IEHE O BEEIEEE SR EE LRSI (M 4,00 = 5.60, SD
= 1.28 v8. M 5 o55;= 2.50, SD = 1.41) = HILEH] » SLE O ESUERF S A CE S
HIHRTE o AloT B B R R RUE B9 77 M i E AG SRR » ¢ = 39.82, p < .001
SERAEKE » RN IEEME AR OEHE 2 A B EREE - EROEE
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&1 AOMETEHIH

AOE g 7818 KE Btk
TR 3 358 35.4
24 652 64.6
e 18-20 5% 169 16.7
21-25 5% 402 39.8
26-30 % 142 14.1
31-35 % 68 6.7
36-40 5% 63 6.2
41-45 5% 53 5.2
46-50 % 37 3.7
51-55 %% 34 3.4
56-60 % 27 2.7
61-65 5% 5 0.5
66-70 % 1 0.1
HEHRARRE & 777 76.9
S 208 20.6
BEOE 21 2.1
HRE 4 0.4
HERE B (&) T 8 0.8
a4 () 78 7.7
K2 (EH) 629 62.3
R (&) LIk 295 29.2
BAFEHBUA 10,000 5t (&) LU'F 368 36.4
10,001-20,000 7T 137 13.6
20,001-30,000 7T 120 11.9
30,001-40,000 T 149 14.8
40,001-50,000 7T 98 9.7
50,001-60,000 7T 49 4.9
60,001-70,000 T 33 3.3
70,001-80,000 7T 16 1.6
80,001-90,000 7T 13 1.3
90,001-100,000 7T 7 0.7
100,001 Tl E 20 2.0
i :n=1,010
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YIRS S N S A8 (M o = 5.90, SD =98 vs. M 1, 50, = 2.46, SD
=1.56) ° FHILMAEE] > AloT HERERH OHEAER &AM CE BT - W
AR R TR R TR I A B s SR AR » R RITE TR TR R R 25 (M 100
=581, 8D =1.07 v$. M ;5,229 = 5.69, SD = 1.42, t = 98, p > .05) ; [ HI|E &[54
CRNBEBEEESR (M, 0= 2.54,SD =140 vs. M ;55,5 = 2.46, SD = 1.42,
1=.69,p>.05)  FFERMEEEBIVERTE - WERART AloT FEREE R LI79#
FelEtaBets AN - WRIIER OB Z RS EEEEE (M 251007 = 5.99, SD = .97
VS. M 20202 = 5.80, SD = .99, t = 1.90, p > .05 ) ; 5 HIl i 2 FEIRI% A Bl 2=
(M i) porgs = 246, SD = 1.59 V8. M 115,29, = 2.46, SD = 1.54,¢t= .01, p > .05) °
(SREENIEAL 0l

= BRE S

722 BRI Cronbach o {E¥ 88 8 - SE RN — B &S
(DeVellis, 1991) < tbAh - #HE (S (CR) HiE:E 7 - SPPBERAHIE (AVE) 1858 0.5 -
B RHF I EA RIFHIREIUE (Convergent Validity) © A0 /L EARAITHRER
FHRHY CR Fy .85 » REAFZHIE T B/ SHE SL B IS B G S E A5l - AR 2 AR
WERET - REEA KMO EERKREER 8 » fFoiEtE » R E R
RE&FAmEHIGAR 8 - £ 3 WEIEREEUR - AT BIAN AVE SEJTIRIIK
TRIEE Fa kR b HAMAR IR R RUAHRE (R 8 - BV Ll R a @ pl3E (5Bl
P > 2013) - 2 4 HI 2BV ERIRIHBANE - E— Pk T AR BRI ERE - &
NEEEERERE R - AR T HEER S HIESE (FHEA) - BHSREER
Cronbach o {EFIFHGE IR 7 P RHELE (AVE) Hi#EiE 0.5 » BURRAH
ERL R RIFRVERE « Ah - RAMZEERH T B RS 1% - nlReE 83t [ 7%
Rz - M B MG o Rt - 8/ 7 Harman’s BRI 25047 » 45 SRR
AR TER R EE (Eigenvalue) KA 1 HimmHRATREL (.80) (A R AVER L E
.90 (Bagozzi, Yi, and Phillips, 1991) » AFEREER - ERLT A E Rz -

VY ~ a5 L S P RE A

HI $2HER AR T Z R T 8UR « A 528k 1 Hayes (2017) PROCESS E £ Model 8
ST AER (R 5) BURHBESNEREZE /K (B = -.05, boot SE = .03, 95% boot CI =
[-.11, -.01]) » ARSI E M F T AloT B R RHE REE — B B L R AR £7 -
—E R E ML BRI N o B AR AloT HEEFR M ARRE
—ER O HE B OEERIR S - AR/ NIRBERL - K2 & KREE
RBERN—ER O HR BRI DEBE - EABKWEBEML - RHIEE 2%
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&2 (EXEDN

] =218 EE ¥3(8 CR AVE Cronbach's a #i\gﬁ
(SD) g
g 3 553 92 .79 .87
BIfFREE (.95)
IFAY 91
EERY 91
BE# .86
% 2 597 95 .90 .90
BIfFREE (.92)
ZHF .95
R 95
i} 2 418 95 .90 .89
AR (1.37)
AR EIFE S ASHRAY .95
Bt | S .95
CmhEREE 3 388 .96 .90 94
—H% (1.71)
REEHETF .94
FEe—EHN .95
Ui .95
Giracee AR HIFTEREEZET 2 510 .96 .92 92
PR MLt EERE (1.11)
IEEEIZ FHEARY .96
IEERZVEREA .96
BRREE 3 399 97 .91 .95
— % (1.72)
REEMETT 94
=P 2410 .96
e .96
AloT B&5& 2 397 93 .86 .85
HEE (1.48)
THR 93
&S .93
g 4 463 93 .76 .89
HBE (1.44)
SR HEEE 91
RIR HhAB Z 4 .90
AILIFRH .81
H—EAEEE .87
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&3 EHXERER

g e BHEE ORE oo BEEE HE GHEE AcTER A
BE  POBOBRE sep mem ) e gE - BEE AR

RIEEIFEEE 553 95 .89
FIRPEIZREE 597 92 40 .95
AR 418 137  14* 08 95
IRREE—RE 388 171 .05 .05 59* 95
MEREE 510 1.1 26% 307 12 31 96
MEEE—HE 388 172 .06 .06 56* 80" 33" 95
AloT BEEAEE 396 148  16™ 4™  19=  27** 42 35 93
REHBE 463 144 357 4= A= A1 32 3% 48 87
5F % <.05,** < .01

x4 EHEAERIL

SHEE BREE . RIEE ... FREE AoTEE &N
B e g P _mp  PEER gt Taxe  gE

SRHRERTFREE 1
PRFEE 40% 1

RN A4 08 1
mhEREE I .05 .05 59
MERREE 267 30 12% 31 1
BREE—IM .06* .06 56** .80** 33%* 1
AloT BEHERE 6% 14 q9™ 27** 42+ 35+ 1
AR E 354 14 A1 32%* A3+ 48+ 1

& 1 *<.05,*<.01

HERAR TR IE S 2 EEE (B = .14, boot SE = .06, p < .05) » AR STEIGR(LAT & A B2
HHZ (B =-.24, boot SE = .10, p <.05) » F/RREE —EEATS - CIHERAR JIRns - REFE
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The Bias Assimilation Effect and Attitude Polarization in AloT
Smart Healthcare Word-of-Mouth Communication

Ya-Ching Lee, Institute of Marketing Communication, National Sun Yat-sen University

Chia-Hsin Liu, Institute of Marketing Communication, National Sun Yat-sen University

1. Purpose

Consumer attitudes toward AloT smart healthcare technologies significantly shape the
effectiveness of electronic word-of-mouth (eWOM) and contribute to attitude polarization.
Extant studies have examined how online review valence affects behavioral intention while
few studies have considered how consumer attitudes toward controversial technologies—
especially on social media—shape review credibility and attitude polarization. In
particular, eWOM on social media platforms deepens polarization by exposing users to
content that is consistent with their attitudes (Overgaard, 2024). In this study, the term
“attitude consistency” refers to the consistency between a consumer’s attitude toward an
object and a reviewer’s attitude toward that same object. Consumers increasingly trust
WOM messaging. Nevertheless, consumers selectively attend to messages that confirm
their beliefs (Yin, Mitra, and Zhang, 2016; Kobayashi, 2010). Whether traditional findings
on attitudes in WOM can be generalized to the context of AloT health technologies, where
consumers tend to hold entrenched beliefs about the reliability and diagnostic accuracy of
the devices being promoted, is still unclear (Huang and Lee, 2023).

Assimilation research has largely focused on the news rather than on brands or
healthcare. Nevertheless, consumer attitudes toward a medical provider’s brand influence
how much they accept new products or iterations on existing products (Najmi, Atefi, and
Mirbagheri, 2012; Vahdat, Hafezniya, Jabarzadeh, and Thaichon, 2020). Research into
smart technologies has often overlooked brand effects, even though brands influence trust
and decision making (Huang and Lee, 2023). This study proposes that the consistency
between attitudes toward a brand and attitudes expressed in reviews, and the consistency
between attitudes toward AloT and attitudes toward AloT expressed in reviews may
interact to affect attitude polarization toward AloT health technologies. Moreover,

reviews with a valence that aligns with the brand and the technology itself tend to reduce
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polarization, whereas misalignment may intensify it.

Research shows that younger consumers are more open to new technologies and
that elder adults are more hesitant (Venkatesh and Davis, 1996; Mohamad, Musa, Razak,
Ganapathy, and Mansor, 2021; Rupp, Michaelis, McConnell, and Smither, 2018); however,
elder adults may adopt a new technology if they perceive it to be useful (Kim and
Choudhury, 2020; Venkatesh, Morris, Davis, and Davis, 2003). Few assimilation studies
have compared age groups; thus, whether the effect of WOM regarding AloT brands and
health technologies differ between age groups remains unclear.

This study focuses on examining how attitude consistency influences the attitude
polarization of recipients through credibility. Furthermore, it explores the moderating
effect of attitude consistency regarding medical brands and investigates age differences
in the hypothesized effects. The study fills a gap in the literature by investigating

intergenerational differences in assimilation effects and offering targeted recommendations.

2. Methodology

Using biased assimilation theory, this study conducts a quasiexperiment with a 2
(valence of eWOM on AloT smart medical technology: positive vs. negative) x 2 (valence
of eWOM on medical brands: positive vs. negative) x 2 (two versions of the same

message) design.

3. Findings

Results from a sample of 1,010 respondents demonstrate that greater consistency
leads to higher credibility. Consumers rely on online reviews to decide whether to adopt
an AloT health device, such as a smartwatch with heart-rate monitoring. Reviews differ
in their effects depending on the recipient’s existing attitudes—a phenomenon known
as assimilation bias. This study examines how attitude consistency toward AloT health
technology and the review’s stance affect persuasiveness and attitude polarization, whether
consistency with the medical provider’s brand moderates this process, and how these
dynamics differ by age.

This study finds that attitude consistency toward AloT health technology is positively
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associated with review persuasiveness; this in turn leads to lower attitude polarization.
Attitude consistency hasno significant moderating effect. Elder and younger consumers
exhibit different assimilation biases toward AloT health technology reviews. For younger
consumers, persuasiveness significantly mediates the relationship between attitude
consistency toward AloT health technology and attitude polarization. The direct effect of
attitude consistency toward AloTs on polarization is not significant; attitude consistency
is significantly and positively associated with persuasiveness, and persuasiveness is
significantly and negatively associated with polarization. Thus, young consumers have less
polarized attitudes and are more persuaded if the reviewer expresses attitudes that align
with their own. For consumers aged 36 years or older, persuasiveness does not significantly
mediate the relationship between attitude consistency and polarization. Neither the effect
of consistency on persuasiveness nor that of persuasiveness on polarization are significant
in this elder group. Interestingly, attitude consistency toward a brand differs by age.
Among younger consumers, persuasiveness remains significant regardless of whether
attitude consistency toward the brand is high or low, indicating that attitude consistency
toward AloT health technology influences polarization through persuasiveness regardless
of attitude consistency toward the brand. For elder consumers, persuasiveness does not

significantly mediate under either high or low brand-attitude consistency.

4. Research Limitations

This study has several limitations. First, we only test two well-known medical
brands. Future work should include more obscure brands to see if attitudes toward
the brand function as a moderator. Second, our use of convenience sampling limits
generalizability. Subsequent studies should recruit a more representative, cross-cultural
sample—and ensure elder adult representation especially—to account for cultural factors
such as uncertainty avoidance and individualism. Third, we do not assess participants’
health status, perceived vulnerability, or related emotions, all of which can shape health
decisions and WOM persuasiveness; future research should include these variables.
Moreover, our focus is on the wearable heart-rate monitor, and the findings may not extend
to other AloT applications (e.g., medical robots or drug discovery); future studies should

test their hypotheses on a diverse range of AloT technologies. Finally, we do not explore
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whether expletive-laden or emotionally charged online reviews erode their own credibility
or intensify polarization. Investigating such instances of uncivil WOM may deepen our

understanding of persuasive dynamics.

5. Contributions

5.1 Theoretical Contributions

First, we extend the literature on assimilation bias to AloT healthcare reviews.
Research on attitude consistency and assimilation bias has focused primarily on politics
and the news, with little attention to controversial AloT smart-health technologies (Boysen
and Vogel, 2007; Thorson, Vraga, and Ekdale, 2010). We show that consumers find user
reviews that are more consistent with their own attitudes toward AloT health devices more
persuasive and that these reviews give rise to less polarization. In other words, attitude
consistency makes individuals more entrenched in their beliefs. Second, echoing Gaczek,
Pozharliev, Leszczynski, and Zielinski (2023), our findings reveal that the persuasiveness
of reviews depend not only on the content on the review but by the congruence it has with
the user’s beliefs.

Third, traditional assimilation models have exclusively focused on attitude
consistency regarding a single object. Our framework focuses on attitude consistency
toward the technology and the brand; we demonstrate that both differ in their effects on
polarization regarding AloT health technologies. This richer model clarifies how multiple
beliefs interact to shape reactions to emerging, controversial innovations. We measure
assimilation bias outside the laboratory and in actual social-media discussions of AloT
smart-health devices. Finally, we observe that assimilation effects are stronger among

younger consumers.

5.2 Practical Implications

This study has several practical implications. First, marketing practitioners should
segment audiences on the basis of their attitudes toward AloT health technologies to
leverage the effects of attitude consistency. They can conduct market research (surveys,
focus groups, or analytics) to discover these segments and formulate targeted messaging.

To change the minds of skeptics, practitioners should use strong, clear arguments
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emphasizing concrete benefits (e.g., efficiency and diagnostic accuracy) supported by
scientific data, expert endorsements, and customer case studies. Campaigns delivering
strong arguments through online platforms, social media, and professional seminars can be
used to clarify misconceptions and increase confidence.

Because attitude consistency is stronger when it is toward the technology rather
than the brand, firms should focus on the technology rather than the brand. Last, because
younger consumers are more susceptible to assimilation bias, practitioners can focus less
on brand messaging for this cohort and instead emphasize user reviews that align with
their attitudes toward the given technology. For older segments, messaging that leverages

the effects of attitude consistency toward the brand and technology are recommended.
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