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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 technolog:
Positive vs negative) x 2 (Valence of eWOM on medical brands: Positive vs negative)
x2 (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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B - f&m

RAIAER SRR A — IR BT - I H R » McCarthy 1F 1956 4
BHEREMRHT BB AN T2E (Artificial Intelligence; Al) (Childs, 2011) ° AloT /%%
BHRE G T AL VIR (1oT) £iflr - i ARGt ~ BOllgs s fERmE @ &
LRl o] DUEBEI A E i B R E R - A TEBAIE TR Mo a s - ik
H A A A BE T - HERER BIEE TR  BIEGE - 28 7 - B
AEZH (Pise, Almuzaini, Ahanger, Farouk, Pant, Pareek, and Nuagah, 2022) °

B M B A 2 2 N R Y JE FH AE 2026 A A] G F] 452 {5 36 70 (Markets and
Markets, 2020) - 2050 4 » 2 EGRE A S #ent g - CHEHFEEE LS PR RS
AR B AR AER R » TE RS TS HUR R 2030 F252 %] 3,852 (36T - H
v TERRSRESS fRER SR THETRCRMSE (| 0 2023) o AR 0 IZS5EFER
HEEE AloT HERFIVREK N E T - [HEE M A iEE 20 H B R IRG IR &
BB MY AloT HEBRRRIRWREE S B LRI A2 E - thik
JE T HCTHEH IR DN o AR R BN A EEREYEE (LUTRE AloT HE
BE) -

B A~ BIRZE L G - SEYIN ST SRR B Y ORE AL B Ry
T (Markets and Markets, 2020)  Fif ARF9E 2681 H il 5lE AR RO B 2R B S 2 1%
HIEREE - iF9E ERE A S BB P (pattern recognition) RYMES < 400 -
IBM Watson RES0HE (I 52 (5 HE sk BL B R A2 | (Hutson, 2017) ~ BIRHE SR A2 (L BE M
# (Frangoudes, Hadjiaros, Schiza, Matsangidou, Tsivitanidou, and Neokleous, 2021) »
SkinVision fg I 7 & J& (Haenssle , Fink, Schneiderbauer, Toberer, Buhl, Blum, Kalloo,
Ben Hadj Hassen, Thomas, Enk, and Uhlmann, 2018) ~ 3% 751 AR i 5t 1Y) B A B %
BE A A E 7Kk #& (Abramoff, Lavin, Birch, Shah, and Folk, 2018) - /NEE3E & Al
T i a0 {n] B2 - i 68 FEE 96 5 B <SR Y R [ B 9 T RS P TSR o 18 38 SR B AR 17 R
(Rudie, Rauschecker, Bryan, Davatzikos, and Mohan, 2019) - AloT %&£ B 1)+ 25 H
TEEF A RE R T OKTHMIERRE ~ BlER AR - EF ANFEEEEFRE - 8
8t H B e EPE R R E R - BEEIR S N B VAR - HUIRIE BRI
(Huang and Lee, 2023; Longoni, Bonezzi, and Morewedge, 2019) » AloT £ fily fy BE &
A - FEA VU AR 2 FEFA (Markets and Markets, 2020) - 55— - FA[f
TR - FTEHI BB - R TEE o AloT %58 1] 27 8% i A1 HE A R H 25
TTRIFFRERR B - WSRO R ~ IMEE ~ AR AEB IR - ACFIF ALET 947 - £2R1
THEVEAE R Al (Greco, Percannella, Ritrovato, Tortorella, and Vento, 2020) © 55— »
PR ¢ EE AL GRS G i - BURRZ B EREDE - IR
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BB M ECr i B B8 A EATR2ENRSR - A RRE2 BB (Longoni, Bonezzi, and More-
wedge, 2019) ° 5= JRHEEHE) © AloT SCHEFEEENT » 7R HEa% 1 i B8 A 8 I 5 I
FEEIRD - RAHE A biaE A % (Markets and Markets, 2020) © AloT 7R 1% B EHIIE
(R - PROLRIRESEE - 2500 - (8B (WIRERMEERHE DR ER) © AloT
RS M e T R E EE R 12057 08 2 R IS B I A 0 B R PR s AR I
EE AL - kS S Al FEILER B B E S 5% (Gonzalez and Patel, 2020) » [t4h - /LA
B A AT O - SERTHEE L IMERNE - EEaSrE K -

FEZ AloT BTt » HATBEREMAVERGEIEA « ZaiE AR e
ZETSR IR EE MRS - AloT B R 2 ERE e AT 2K B = AU R 5
%o Hpl - FEEEERNT LAY AloT HEBFMHBEENSEN - T EZHZE
Rzl R - B BT T8k (Ko, 2023) - HE{ETEE £ 2029 FF£ 015 391.9
BT HENREEZEY 7.7% (The Business Research Company, 2025) - KR A] LA
EEYIE R L ERE T RES EHFE IR SRR B - EaX R RN S R -
BN LEERGHESTEE - R EE LRI B 5 Bia B TR - fla0 - Apple
Watch #£H1. O EE[@ ZhRE " Kardia Band ; (7SR » 2017) ~ HRou REEIZ LR LR
Bt EF R (22 REMERER - 2018) {EHIEE LELF
BHE) Em A\ TS E R R AR - 52 S Y B (e s 22 B e -
5k 5 T 8 A o SO A e A BB AR Y R - PRS2 I - AT RTAHRBAR R 2 B
RS AloT FEUEEFIEEIE (Greco et al., 2020) @) (Alanazi and Soh,
2019) » fZ R AGHE BEEZENER AloT ZFEUEEE ZIHE HTRTR o AWFeR %
A RS Al B G B MBS & 2 2 B R 8 M 0 O R e I T RE B 2 8%
It AToT 5 2R HAAE BRI 25 22 it - DA — i B A S LA A (i BR B2 B AloT &
AL YRR o

HHT > AloT FHEBFEAIMHBIHE BRI SCAHERD - NEBEEmEEn
HEEBERASEON — RS E RS - W R  sHEEE BT
i B B 74 ST (5 5 B (Huang and Lee, 2023; Lee, 2014; Steffel, Williams, and Carney,
2022) o FFE AR - IR DIERAR ~ S22 E A5 (Langaro de Fatima Salgueiro,
Rita, and Del Chiappa, 2019) » JHE E ¥ )X AloT & B R HIEN S BdiH B2 2K B i
B AR SR B - FEBER LR E » B B EA B2 O HAIEE - LHER BB
IFRAIHERE (Huang and Lee, 2023) o it FEELHE SOE LRI A PSS - HRFFZLAFEER
Ry A7 AR T B ~ s | AFIRA T L IR S B B EAE JE (OpView, 2019) <
A& R (Rivera, Moran, Thrul, Joshu, and Smith, 2022) ZE7x > 81% HY Facebook Fi &
G a0 Z B8R AR E PSR - WAKEEE & i R E B B (R AH B 22 i Al
FEIWEEE o ARFFRAIMELF R Facebook 1Y) AloT FHERBEREIRE - 3 DL LM A EITH
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RERETFRRILEA AloT BB IRERYE MtE T A -

BRI - 25 FEEMEHRE - KFRSE—fE - £ UMEHE
R ERTERESUES RRT R ERIZE - EAifsets DRt e - HFE
FHE A R RE EE AT 52 28 1 18 v (5 B RE AR AL » (378 T AR <2 B R B AT 81
FHHVEE - TR S W BE A7 RE E P i R R & s B A (e R M PG ~ R
HEE o CHEEMFFEASU Facebook HYEEE » HIE I PRI E B B B el /1T
HINE - BEE P ANEEFEEE MR E — ek - RREH KAk (Over-
gaard, 2024) - BE{FREE (Prior attitude) FEHYE KR A FE M - ML EGRER FEER
{4 (pre-existing belief) (Edwards and Smith, 1996) - ZF & WF5eHEH, » B M {HE A EE
L B LA REEAHRFRVERE - I 20 B S N — Y& (Yin, Mitra, and Zhang,
2016) © AN - R H 5 REE BEL S HERE B A HEAY Al {5 (Kobayashi,
2010) &AM - JHE BN —AEY BRI ERRYRF] - HE B EEE - BR2E -
ZETHYIEWEN: » AR E ST B H BN TR (Huang and Lee, 2023) < 2R -
AR D REEE B E B 2 2 gt ilam n] DASE 2t E IR B R SR IB RIS 2 0
H AT FEDZ - HEE LS - HAI SRR ERES - RIHLEHSERS
M E RS R 2 A seiE R R - RBEMLAYIRTE - BN E AR R At
HG RS s BT -

5 EmEAE R R RGBSR LA T SR E A G RE (R R
BB R o IRIBALERIMTSE R - RO MR REE Rl RERZZ —3 & i (Najmi,
Atefi, and Mirbagheri, 2012) BXZE{HZ iy (Vahdat, Hafezniya, Jabarzadeh, and Thaichon,
2020) HIET) o AMFEE F B R AL R RE I R iH B B B R R nUEHE - RGRHE
MEHEAERIRSS - W EE TR (Gorska-Warsewicz, 2022) » {EERHE
B ZREUEE Y - 2 (Leung, Case, Jung, and Yun, 2021) » ARFFEa85 - CIF%
w7 B 2 AloT HERFRHL AN REE B R il /7 B RE B AL R §EAZ 2 [
WP E R R 2 MR — B T8 - @A BRI AR A T
R AL RE - S 2 - BRRIE 2 MR A A B E R R R R
g WEIHE BN BRI (Huang and Lee, 2023) » [l AloT %5 B R BHICE Feff
AU RR BB T an MRV B S B g 2 - 2 DI E THAT AR (3 2 B L R 5
AT RE S 6 R AR S S RF B SCE AloT B BRI » (R EERIHT N E LM - 17
PHUFIESE T - HE S H T EER R e A5 RS TRy (Mafael, Gottschalk, and Kreis,
2016) - (EEH L - REHBEEN NS L 2RUlERSEE - IASBERLEZ
HEEY o AWFFCIRILAR A G B e e REFE — EU MRy TSR -

Ktk - PSR INE SN TR G BRI - REEHE R AR
FZE R NRISE - BRI R ERITE K - AR Z RIS » NFEAF
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EHIEHRE T REE B ARV - M EIRRE - —EifiseigH » FRAEE S
WE G EREETRIEEREE, - R R AR Sl B BRI AIER A
R LA EE S (Mohamad, Musa, Razak, Ganapathy, and Mansor, 2021; Venkatesh
and Davis, 1996; VenkateshMorris, Davis, and Davis, 2003) - 3737 & B loT ZF 8 4L H
FIFZE (Rupp, Michaelis, McConnell, and Smither, 2018) #& 55 H! » AHER AR A
FH#E - FAREEHRIRIE AR SEENERE - BEHEEESE S - HE0
FLREE  BEHEEEG-REEHR - e RN E - B2E AR (Kim and
Choudhury, 2020; Venkatesh and Davis, 1996; Venkatesh et al., 2003) 5 2E4Jf5¢ (Tsourela
and Nerantzaki, 2020) &R 55 - FRIAKE ToT FIRBERILF ~ B2 RIE « AR
REE 36 R DL IR E A GE R R B 22 - FLANER » Kim and Choudhury (2020)
#HH - B REESTERENEESS 0T LUK e B DR AT K e AR i iy - &R
BE A RRER - (HEREMERE R T R R - AiF7eal -
FALI RE R SR O REE TR - K - 3 AloT AERFERIET KEE
RN~ BEFRERATE AloT HEBEFERIFRHImE) o AR REE ML HBH T2 20
TR E  BIAM R RIA—2 - fEE A E MG FR N E R E O
R —EE A —2Hy AloT BRI M - Bk AR LR -
I A FEAK A (e < R R R L 2 2 5 IARIEIF e RS SRR B
B -

&L~ SRS

— ~ Rk
(—) kA RLER

k& AR - ARy AN B SR & <2 28 K17 AL (Cognitive Bias) HY5
2 . 74 R RLELSURE (Biased Assimilation Effect) o 753 7 BRI & s A (8 B 7 2T
G RGBS R S S SR - A REE A pe B 5 5 oh - EEH
LiEEREEE MRl (Attitude Polarization) (Lord, Ross, and Lepper, 1979) ° Lord, Ross, and
Lepper (1979) BB EaEEHH T REFEE MR 52 - 05 SR S BRI <2 1 3 Bl R g
R S« —REREIEMATHIEIETE - SRR MR - A5 RER - SRk
HHEEMEABESER R HE - [ H AL FREERE — SIS - BRI
BEBE i o 58 S TR REMERUE - 2 S A 2 B H CREE — SV &R - &
MRS BB CRE AR S HIEE 18 - s LR R, -

AN B3 JE TR 5L [RGB G F 22 1 [R) 3% 8 - 200 [A] 1% % (Boysen and Vogel,
2007) ~ ¥4 & & f (Dursun and Kabadayi, 2013) 1 Fi4 # H (Kim and Hwang, 2019;
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Muddiman and Stroud, 2017; Thorson, Vraga, and Ekdale, 2010) - 38 6 fff 72 &5 3R -
B M E A R — SRR - &nEEREEE « BEGRE - A
a0 Ry H O EA e — VNS B BR A Em s MR - RIS E
HI5 % - B8 A M i 5 R REE A — BV - gdhfg %’\H% Bl 157 %
AR RO ERY 5585 M 2 Ns HAE S S RRE (LAY S (Kim and Hwang,
2019; Lord, Ross, and Lepper 1979; Mafael, Gottschalk, and Kreis, 2016; Muddiman and
Stroud, 2017) » FHREEAN—HEHAAIEE (R R - 1#H 2 FEEHUE (Muddiman and
Stroud, 2017) -

fm S bR AMRYER A B S AN A RE R ALZ « ARIRFE AN TR (Cognitive
Dissonance Theory; Festinger, 1957) » & AR B FEE NI FRERN IR - &
JEAZEN R o Fy T IR E S /\ﬁ@@}]%@ﬁ&%ﬂ PRARE R AN — 0 Gt i
% BRI B EREELE - S hiZmiitERmAE - AEEDIRA R
‘[ﬁﬁ‘[ﬁ%jz%aﬂﬂ/]ﬂjﬁf /\fFﬁﬁHm_@ﬁfﬁEmI? %@Zﬁﬁ CHIE S - REE R AL
(van Strien Kammerer, Brand-Gruwel, and Boshuizen, 2016) - 8¢5 - & 3& %] & £ H
HEBEEMEREE R - IRIZE T E E MG (self-affirmation theory) (Steele, 1988) » A
[ R RS B B e Bk - B S & 5 8UR REML - XuiE - IRIBAHEE
f&#U (disconfirmation theory) (Lord, Ross, and Lepper, 1979) MM ) = B e R
JE—HHIEH - AT T R Z GBS R EBE AR - HEEE &R
(Heuristic information processing) /5= :% N8R AEIREZ 7 W&F"—?ua[ﬁtpﬁggfﬂﬂﬁ
Hoe

NIREEE JE AT Ry TR SR B L5 BRI 32 2 — (Holland, Verplanken, and Knippen-

berg, 2002; Hussain, Song, and Niu, 2019; Langaro et al., 2019) = A /11 F% 7 & & &%
szl mrfEE B2 E EH A REE —EHYEHE (van Strien, Brand-Gruwel, and Boshuizen,
2014) @ LHZBHERFREAN S By IRE R BN SRR & 2 LU E) (van
Strien et al., 2016) » Taber and Lodge (2006) 8 » 1355& 5 IR BE) <2 111 & 5 fm i1 B HLRE
& —FHJEEN  van Strien, Brand-Gruwel, and Boshuizen (2014) #53 » FE{FREE 50
R4 BE AT RERS ISR H SO DGR SCE » WA R HBLAIERH © Sung and Lee (2015)
L SRR G IR GIAHGRE - RREMLFEBREE § M - RBER G EE S
X JEAVERZ 2 - van Strien et al. (2016) tHFEH - REERFIE TR R G AR
& - ReE s HITEHE S REEMAR E R - #8G « MFRE 2SR EE -
ARG EARAL -
(=) & ARMLs AloT B %

SR @G B RE 7 RE B R (L 52 B RO I 958 e o B — SR RVEHE R

BRI FERT R B R B R IR < REFRE R ~ R LRI B b RETRYBAGR - Bl

=
=

ﬁ\lll
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{5 AI B AloT fFEEHE 91 J1 A~ %5/ [N - Hosseini, Hosseini, Qayumi, Hosseinzadeh,
and Tabar (2023) 5 + o &S 88 7] DUE *0G2 B &5 FE R e IR 9w - Bl
SO ~ SEEERE - B ZE 2 COVID-19 B R HABi 52 o Krishnaveni, Pandey, and
Modh (2023) FZEEIEEHE AloT &M RSN EE ~ MRFER N - 4 AL
J A I R B AR R i e 122 o FH S S A\ R 1S B IR (R i T I &
PR+ AToT 52 (B Ba I app $F (585 BB 1E H ARG &L - tha] DURF T B R L
BRI IRACAE B A - TR AIERET < B AR R FIZ2 e ARSI &8 -
R A E G015 B R OR A A 2 SE ETEI MR AIRER - GRS TR B G SR Y 43 fTRE
J1 - SR EE ERIRE - EHERMTEAKAL N EREE L TIEEE
B - IRk E T AL MBS HERSE - S28 M AL K ln &R B TEE] -
Bl N T A LEEEZESE (Lin, Tu, Hwang, & Huang, 2021) °
ANLEZMF 3 T AV FE - ffE Al 2S5 REiREE E EEEEE - M
B AL U A ERY 2L (Kummer, Recker, and Bick, 2017) » Al fif 5 [ #1958 05
T AIOT B Ffr 2 A= R B (E B » 7 2K T Ha s 2 2 b - 2l I B Ry [l
Bl BRI R E R - EINEHE & AL RIUFERLRY 8 (Masoumian Hosseini
et al., 2023) » A TR R RO B 11 &0 58 B R M B T B2 22 FR R (Keating, 2019) » [t
Hh - NTEEREENRE NS - WA RERR MV IER - Higg T ABEAZH - I0&l Tt
& fI{17. (Barrientos and Malerba, 2020) - Al 1>t AT EE & INEN(E EBEET ~ QB 1P
FEM BB &t (Korinek and Stiglitz, 2021) » Al 55 9MEFAEZ L R ALE RN - f
AH By BRI E B RS N FE R ELRE - gt &P E (Directorate-
General for Research and Innovation and European Group on Ethics in Science and New
Technologies, 2018) ° i& SE LB S HE & NEEIA R Z AT TR LAYEM] -
Kummer, Recker, and Bick (2017) #FZRRAEE TR Z A ERYRIEE S [HEEA SN T
TR K BATREERE - R B O LIFE # B B L ZFBIEE ATAUL - Longoni, Bonez-
zi, and Morewedge (2019) $5H1 » HEEHIIE N TE SRR RELRHCRES B (6
HERFE - RIIE - BIEE N TR SRR B e L ER AR = - HEE R
i B2 E 805 - Gao, He, Chen, Li, and Lai (2020) #£30#f A\ T E B K
FrIEHRBE M N B e E R # R - VU AER T » A TR SRR A ERE
EHARELME - BERIARRS] - Bl R H E SR E G R H R - W AT
FHERBE SRR = N AR IR E 2L - Park, Werder, Cao, and Ramesh (2022) &5 %55
IR RER R B IS H B ETEAE AL B R {2 - Gaczek, Pozharliev, Leszczynski, and
Zielinski, (2023) th#IRHE & N RBEEE Al BB IREEE - MRt g8
B (B0 - WERFIOEHEERE ) I DUGINEE S HEFEZEEE - ES
HAME G Al BEHR 5 A EFE - Masoumian Hosseini et al. (2023) 53 » [REHETF
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FREERRIZE B - HEEDRHERREIHHEZFHRZE A ZE -
B R RS - o BRI -

IE LU T4 E EUAH B BEL G PR G T B B R R B AL SR RS SR - A0 B
G H AR SN AR E )T (Huang and Lee, 2023) - B {15 1A% Y 572 22 8 D45
gt o WhsEE L DUR B IRE S s & B AR BRI R BRI B T - DU R e Al
(Health Belief Model) HR %12 f 55 T4 (Perceived susceptibility) EE%1E B B 14 (Perceived
severity) (Rosenstock, 1990) FfTif i {iil 5 5 [ i B & H BRI iy 2 0 i b - E 0
BRI R EURF BT /A AT RE MR & BGS » R 2 B B M A RO & AH S H EEER AL
Fi TRt EE B B R s T AR mT RE MR B ) e EE A - B B S BRI ZR A T S
PEERTTE) (207 5 amfe M2 Uw 7ENT1T R ) (van der Meer, Helms, Baron, Crutzen,
Timen, Kretzschmar, Stein, and Hamdiui, 2023) &Y 5 A {& FF 55 & #H B8 £l £ (Sabbir,
Taufique, and Nomi, 2021) - HIE R R 2 S 5 A B R B R AR R o
BB R EGE  (E RS PR TE D AR BT R Y AT REME S - B0 - & (EHE H 58k
Bl Re R L - L TEDT R A B2 S & #05 (Conley, Agnese, Vadaparampi,
and Andersen, 2019) © 155 &% 55 MEF5 A 2 A8 HE 51 £i% PR F8 R0 Ad g miG H B A iR 30 ]
REFE I HYIBFFZE (Rosenstock, 1990) o BIAIT » I 5 58 Ry A1 SR A 2 a8 il %8 v Y &8
G ELRBEIAARA (van der Meer et al., 2023) 35 2842 A5 A BLIR UL O#E A%
BT ERINEE - EEUETEOR AR E ~ 1T &5 (social consequence) ¥ %A
SR T AR T E R ELASEIRDL (van der Meer et al., 2023) o EURE R
B AN R B EE 1 / JaR B S O 9 R DA [ Y R LB SRS ~ 8 B TR SR
(Sabbir, Taufique, and Nomi, 2021; Conley et al., 2019) - FHRMHBAISE E B E HP &
77 0 RIFFEA L HERR T B E AR 2 - R RIERET L R
I BB o AR IE R R EA L o PR Rt BE RS B0 SR ¥ AloT
SRFRRCE R AFERRZ OME - Rl A REE — BRI EERR I
B REFE N — R S o UFF AloT BB R 2 FREE EEREsE g
CHEFREE — 8z OERER » el I ARRR ) SmiEmmiE O BE A -
PRI b e AR s D RE A - ' A(MIFE B B H C B FREE AN —F s TR - &58
FoaZ VS BIRIE » SURRZEE AN IERE - BORELam iRk B AR Pk - IEHIRZ
W 2RSS - I SE s A REE RYILY - IR RREERAL » I - AWF9Eigt
E— :
HI @ Eil AloT BRI A REE — &2 &R R ST, - &R BB

1t -

2 - AloT BRI AR E — BRIk ) ZME ERRER - 1 H
CIRERER iR T BRE EEf L FETE B mIBAfR - BRIRTAUE (5 - REEMLAE (K) -
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(=) BRoemER

B L RE Rl RE R IR R R L RE - S B HE H IR TR T R (Kotler,
Kartajaya, and Setiawan, 2010) - J}5 2 3 gk 58 50 {5 A B8 o A 15 th B il B8 R 2 (it
HY &5 B (Gorska-Warsewicz, 2022; Huang and Lee, 2023; Leung et al., 2021) - Mafael,
Gottschalk, and Kreis (2016) DU R [F b Gmai & B EHE S E B > 2 OB 21T
F R TRAIRZEE o M 28 E %5 K2 Abercrombie & Fitch (A&F) /i ihhEElE fm RLIE{ b
WE - HRH M F AR EEE L A L R e E A iR T - &
nn R I A RE B R E B B 3 R EE B A LSRR IE I am L & s < #R ik
JISEE » WhE TR ENERRER o HEE S EEIIE S - EEHE A RE R
HEARR S H MBI ERRE - BT RER - (B & bl & 55
an R B LR R R 22 2+ (R R R LAY FE 026 s s USRS e — 3/ A~ —
BRI

BORIE M E MR RBEEERELE » B EEENERILE (Huang and
Lee, 2023) o AT E g PRI B 0 £2 (1 1Y S R 1 58 R B R 42 (4 8 P 8 FH B HE B Y 7
mm B AR Bt B G HE R B R E G - f20 - LB MEREREEE T %4F
DI 2T REA B » (Va8 RIERE 4 (BRERE - 2023) » HHK
{LHVEEES CGEIT0E - 2024) - HE ST L EMHE AloT A EBE R BB H IR EE
M (EIEE R L ERS H WA 1R o IHE R G RS A A TED R E E e
BT PR oK~ R - BREAE SRR » FHE e ERE
BRI oL G o~ P E IR ST S Bt - A 5 1 1P S B R R e oy oK
PG OEFEAERNBR RS - Eh - IR EGEH /7% (Huang and Lee,
2023) - (AlL - HEEHERREMLEE LEOBFLERRERA g Z AMEHE
PRI AT REE » A O EHR AloT HEEERHT RIS - CHEHRB AN
FEEE - RREBE BRI RN A L MUl B RStk - B R8s -
HEMRAEIHEHNREFRLEBOE - gH A CHEBERLEEFEREE - 1]
ERRAL N AR (Festinger, 1957) » it 82l 2 B3R A BB A —BUEHUERT - (]
EmA LA FEHER R R A E A R AN ERRRE - IRIZH I EHEs (Steele, 1988) » fi{f
EMA AR B R BBt - R OB FBERFEREE - HEEGHG THE
IIEHEAIFHE @ A8 AloT B EEFERH O EH R R AL E - 2
BTG A RBERE LR E R - AP R s L 200 2N HEh B - A
WhZmei B BEEE - B o A - EBEIA e HAERER
B R am B o Ay 2o L ER e, - IR RS S o A\Mg izt e B
KEHIRST - BE®RE - BERAENEHE - B8 AloT HEBEFREH R
BRI LA E - HIHEEHEREERNMAERE IR - EMMIEZ
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AESE R KBS BRI R IR AR - &G TR I IERRVRHE » WL 7 B IR A RIER
AufERRERE - RIE (R R E{L ’EE”%%%%ﬁfjééj(gﬁﬁi@ﬁéqﬁ%%gﬁ R IEHEAY - EAE
FIHEARBRELR AR - g R Rl - R E AL EZE
BARAEANGHE - AIEE ﬂﬁﬁﬁiﬁ&ﬁﬁﬁkﬂﬁﬁﬁﬁ%ﬁuﬁ%ﬁ
—EUERIEAN (A5 AloT BB B RHL L — RS R IR I - EHHE
FHRAE ST AloT HERFER B FREE - HHFARERLEREEE - &
AR B AN R TR AR AR T 2 FHHE B A ROA AloT B ERFEMEZEFRE
B EHRERLE R R IR - G AL R R FELWE 2 HEE G AR R
AR IE AR - RBHESCE AloT BEBF P Z BB - Ml h i E
AR 2 gl - 2 XBEEERAOCHPHAES  dWERIFIER - AERRE
FlEma o hEEREARE 782 HEEG RIS AloT HERERTLZ
FEAFRERE - RS & MR BR SRE IR - R AR TT & 2 M s
ARFITAAT R B RE A L 2 AT AL PR i FE el R —

Anhf R — B R AN 8 AloT BB RRI UG —E RS AR YT » AloT

SRR AR 2

]
FseiEH - (RS RRERA R A N EIRIRRE « 3841 » BRETT
R o BYRHEER R RIS EHE E;EEF‘Eﬂﬁ%iﬁ#ﬁﬁ%@ﬂé%E’J%f@ﬁfbjﬁ
(Perkins, 1985) » {HEE A B maEFEHER {7 7= (Klaczynski and Robinson, 2000) °
HEt R @ [EEENER - R R GIEEFERVIYE RN - & ] gE B E R FEZ F ALy
W HHEREG G ERNEBCEESEEREE T EGKSEGR - fla - Fig A
EREIAE R - SHEERARTT - #EHPRER(E 2 (belief exploration) » [ H=EH A
B ELSF(E 5 (Waterman, 1982) < FHERAZFEA - FEEANKEHECHEZ - Bk
HMESEERM N EER - G  BEEANGERAPERTESNT - B
TESEHIAHE B CRIHERZ E Y - M E A S 4w =L (Hasher and Zacks, 1988) - il
TRIMAEZSF] B ANfRST » 3% n]petl B ficH T - FECE R ETRHRE
Pt DAy SRR M s o A MR HEEE RETT (Bargh and Chartrand, 1999) < 55—fE A HEME:
AL RRE RS B REBAL - SEE DI ERE A~ REEEA 585 I HIH 48 -
FEAR T M = P EHUE B BE (higher order information processing) HYEE ST » AT FLAFR K
N AT E AR ERER - [EE DRI B LUR B E (Plude,
Schwartz, and Murphy, 1996) « fFEALEL R H HI(E &R AP A MR H st - &l
It - EMHESZ RS - Mgk TREES - BTG - FIGERIMER H
CHIAIET 2 EHY - EEhER AL S - 1N & G a8 ISR MO 5iha B (3 &
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(Hasher and Zacks, 1988) °

AR B N EBE BB OB R a2 ZER Ak 7 S RE ML
iRy BB - L HAHSE W S BT R o B2 #2481 (Technology Acceptance
Model; TAM) FHEAW 525 HY » MBI EFEEA - JIEH R AE 5 1 & 2 24
e s B B N AT AR RE Ry B il e i A HL#5(F B 58 B Pk k{4 (Lee and Coughlin,
2015) o FZ 4 A SEH B # £ il U3 FE 9 12 (Rogers, Mitzner, Boot, Charness, Czaja,
and Sharit, 2017) - ;& A] B A RERAYR TR ~ HERIEISIEE » UKL
FAR) B RS ELSE46E 7 N (Choudhary, Shaik, Yadav, and Rashid, 2024) - [t4h - E4E
NAE B R it A2 BR B R 2 Al Bl O A% & R e A - SE— 2D R B T T Bl Y ER
F (Venkatesh et al., 2003) - Z4 N\ F LA EHLEEDIEEE - 17 AK B IRAEER R
J&k - B ERE# AL (Chong, Liu, Luo, and Keng-Boon, 2015; Mohamad et al., 2021;
Rupp et al., 2018; Venkatesh and Davis, 1996; Venkatesh et al., 2003) - 2K > BHEZ Y
B ARSI E BEE B v s LR - fEm B2 = (Kim and Choudhury, 2020,
Safi, Thiessen, and Schmailzl, 2018) - BESAFEREHR SRETNEER(L - (FR#T R R
SBERE LA BB & SR (Yueh, Yang, Chen, Lee, Chou, Lu, and Shu, 2010) °
EEEZRER R EE A S MM A - (FEERE AloT ZHEREER
% (Kim and Choudhury, 2020) -

ZIAWTSETEH - FHR B ER (eHealth) BIECHYER FIFIMG RS CHRHY A (5 &
(Verma and Dewani, 2021) » {H K ZAERHFE I R B GEEE T NEBFEA - thZ H
H8 LI A4 3% (Cimperman, Brenci¢, and Trkman, 2016; Sivathanu, 2018) » ffFFEf5 5t
FAE A5 - Arfi, Nasr, Khvatova, and Zaied (2021) R 20 3% &R B ToT A7 R+
RZ AR 20550 RS RE » #30 z LB & FREER AR -
Kim and Choudhury (2020) HIZEH » FE A R 2 B R PEEREIHT - 24 A
HIFA R FESK IR (#F1] » Tsourela and Nerantzaki (2020) 2535 - FE5HL 1oT RHL 2
ZEEIEMABGR - UHEAE 18-35 BRAVFE R 36 B EAYEFHE Z [ - Verma and
Dewani (2021) HIfEH] » Tig it EE T (eWOM) HIE(EE SR HAFE AR -
EEHAFERISTER » ANHFE22% Tsourela and Nerantzaki (2020) @ 5711543 By 18-35 %
HIAERS IR EEA 36 BRLA ERVERIGERT » 1T AloT FE B BRHEERHAVEEET -

HIR - BB B E R T AR B IRE - B0 RIS (36 UL LERE

(&) BERIERAEEAGEE AloT HERFREHRA - A EmiI R = FE/b
SUFE ? Al R R EAE T AT RE R IR E - EED O R H O A REE -
PRFEE A 2w 5l o B AloT HEBEEREHTEE - M T se e i H el
DI CERIBE ST LU » AGEA R R Ry (1T AloT HE BRI R RIRE N ERE
IR TEE R o B R R A E SRR BT R R — S BB EE A (E
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Al —E AR am B A B 8L 2 B R R FECERE R AloT BERERIHY
B FRE A spE - A B T B B At A fm R — B & - A SR EE A TR R R
—HHVE > A — 2 &R A S AR L 2 2K SR R GREE Z AhhRE
- S by HER R R 7 Fiik G L ER A E R S ERRLEE
FEE R R RECE - THEE AloT HERER PR EENM(L ? SR & el
RIS N TEELRY H OO B R R R RB 2 & AP 2 B R R - e N E

PR IREs & LLIE B CImAr RO B R S S Ay - R Rt T3 9E B C Rir B9 B G2

AloT BFIRFBAOR I HERF A EREE G - BENZ0 AloT B S BRI EE, - B7

fE AN —EHERE g SRS (JUBERA) EREERIENEARI(E - hikE

T RRFERR LIS ? ARFFEIARL R H DA R ER SRR E

R2 : FACER B AT AloT BERFM M AR A A28 7 S/ G
Zm RIFHERER AN E 2

R3 : GE Wl RE ARG — B S L B B EE

AW FE R L PR SR A T

TR R

- f’%’}i \
ALoT A& F % 44t AToT A & ¥ 5 44 4
TR - RIE iR

1 AloT EE2EEM KRR FLRE

— iRt

AT 2 CRFMIMIEST) <2 (AloT SEEARHETHERR) <2
(KA : FRIEEE vs MAIETE ) RS - ST RRAIREL AloT 28
SR LR - etk ETOUE SR S5 BUR S AloT s F
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BHZ RO -« AloT HEBERBHRE ML R KB E - AloT HEBFERIBEFHCEE
onfREIAE ~ NG BRI HI e - AT AMITEEH - BRI ARE g EHE
HERHEHIEF (Alraja, Farooque, and Khashab., 2019) o Sl f#H44 5 & 52 24 2 4 RE
FEHIRTE (Mafael, Gottschalk, and Kreis, 2016) = A LISt 8 (a0 - 45 ~ i
B ASEE WA ) AT aER 2R #52  (Chandrasekaran, Katthula,V., and Moustak-
as, 2020; Gupta, Sinha, Singh, and Chuah, 2020) * #i5i8 Lo A R e hi 2 8y -

= EEORB
(—) ShpiiF

AT H Bk e 45200 B BB S o AR TS Mafael, Gottschalk, and Kreis
(2016) HUREHE - SEEE T SRS  SAIRE - BIELLEFE R BRI -
AR RS (2017) HUFAE - BE R RITRE R ENTT A RERE (G5
WEA AIREMT S » 04T AloT BERUMENE ) + E2REEE « hOREE » 54044
BB ZE RN - SR AR BEEMETH - B AR EE R - ELE
BHEEAE Google FFamHHYFHE ML - RS - LAl 2 RBEEEAE MR (TR
A EPR (BB - ESHS » LR - ARHD - @20 ) EEINAEE
ISE BT IRAVERER T B2 08 - R 20l - 1B AT - FHlsR 25 F HE R ~ &
BRI DR AR Y 5 =X - DURR HH S A7 R i e s AT B -+ e
=Hetam (T B4AEFR 0 —HRIZERET - NEWAEERIEEE o Y A
HIRES AR - HHRNIREZ » —HRINE ME R R - E R R AR
HEHETS 2 2 2 BAMR/ N EIEMERGE MR R AL - HE R EEREEE S
— {8 B AR e B L IS R AL MR T BT SR o -+ /N 2 B AN R - - - B ]
IERRIEHE - o (FERBINLZE R R 3 Bt Google 3F&m ) ANHTHI DR &
PEEREEENER L - B NEREEA WA E - SRR I - M
R c 2021 3 H 1S HZE3 A 16 H - 148 94 (2% (B 1 31.9% 5 2o
68.1% ) Mt » AWFFCEREH " 2K ) & T 568 ) RIENE B 2 B M -
(=) vt

ASHIATE B R e HH AN R RE R S am o R E B 320 25T B A B Bl ik A 2
B A R SR O AR I T BE A B T 6k AloT B E R ERIN N E T W - DS
BAMIETRE o« AR B RE  m E A A A R SRS AloT
ERERH A R YA - fEIORHT - AR ETRIGHE - B2 HEEE A
R AT ama VS S E - BE PR S B R E R IE BB IEH ~ &
HEFFamaE AR - DR S ERASREAE AN - bamil SR : 2021 3 A
15HZE3 16 H - 1R1% 74 (3321 (B 39.2% ; 2k 1 6.8%) #iatiss - B

& H i

13



The Bias Assimilation Effect and Attitude Polarization in AIoT Smart Healthcare Word-of-Mouth
Communication

FOMIEmFRAE « " BRSO ER T T, —a (M =582, 5D
=.85) , » NLOEBEFHREERY  ERIEFFFREEE OEWRE (M =575,
SD=.92) ; - &HEE : TOEEBEFENVEBRERAE  EFEAELIRE
£ (M=2558D=1.13) , » "OEEFHRFEE AVEMAPRHFZE (M =2.63,
SD=1.04) , - BEABOMERTGRNE : " XX BlREE-FRECESH
Bt (M=593,SD=291) , ~ "xx BPeieftrys EiRS EnyEE (M =5.70,SD =
J8) 4 o EHEENE ¢ Txx HEFMEVERE | (M=1.85SD=120) , + "xx BFE
SRR THEEME (M=2.10,SD=1.14) , -

= WS

AWEFELL 18 5% (&) PLE ~ BERBEEE RS /0 ME K .2 Facebook
Flubtoeti s - AtseiEE:amsmE - ftmHE Y - R ENRESFHEER
CEIEERpEE

P9~ WEERER

ARFFELL ORI D RE R R TR M0 AloT B BEIR ZHE - AIFEFIH
dropbox F%ET Bk E M » WA RIEAEN SurveyCake M TG - 2ELE EHE
AZRWEFEA] A dropbox s T HYBkEZ H I » 5 HI-E BASHFE H 1Y R il & R AloT
BERFMBOMES > BEEER T/ FEIBRER B0 IE KR 22 8
H2IASE - B2 EREEANERES - BFREZIN - alhE -« FE 7 EAAR
FEMIE AN A ARIEZIN - alEhE « A FEE 7 LFERREER N - WEH 28
FH A2 N 3,000 TT— 44 ~ 500 TTAKHHHEEEE) - AR 2 1 E FE R IR E]
JUH O EER H—#H - 285 A SurveyCake RSB FEH 2% » ERBEEAR
AREBAHE « HERSE AloT HEREFPHOMAVE S - BEGHANIEZE
B RF B SR Z2 BRI TR 5k AT Z A B email ~ 5 T 12
2 I E R AR R - BRI 3,000 To—% ~ 500 TGS EREER - 26
FHE NACGHE T —H - EARMEHER 0 Bt MIERMEAER - S fEER
Fle -~ A F0F > BEE S ARG HEOIERRT - AT EBHE %
K2 HLE R AT O HThEEE ST HRILE AloT HE BRI FRERE DL
KBS R R B B © AT ST AR 2 B R B S T A Rt 2
[FIERRE O HTHEE R STk AloT HEERERRAGEE - BRGBASE -

BN ARSI 2 S LIV EHB R EE R T 2 FE DGR B AR
SERZE - (LY EE+ASEAE =4 - BFE(LA@ESS - X X BhEHEHAS AT
BREYIE A O e I ThRE R STk - Rl DU SR 2 B SRR ERAHRE R (PIAn
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Ok > MBE ~ #0E) - EERIBER TG - DOANTEZIMLA T - 2B 2 B ER R
RO » EHHIREENLEAEE - Be Tl L PHRAE R R - AT 8RAE S8 =18 H I
REALIE - HEIR R - ZEEARES T

Kk ZEERGE TN —H, %l - EAB=ED - BE-RRERNLZ O
TR HILIRE R T8k AloT B2 B BB B R0 i IR S - BITE & - SR EA RN
HEAT—H o [IE=fEEE BN (attention track) RHIE : FFamalVE RS HEHE—(H 5
PR - B AVE ATEE R BVEMLE NI —IH ~ SR ) 2 - S E A
AT ERME - ZHH B TG AloT FEEBERHLAREE — 4 - MERERE
—EUE -~ ®iikTT - B AloT HEBF R B ER(LZBHERFRIEREE - BT —
H - ARWIFEESE 255 T H AL R R Em S~ IR R SR / R 2 T8k AloT
SRR RAILGMHGL . FIERE - &k - AERHZ MRS N E 5
(PSR S - WA 2 2 BN 2 EA - WSR2 EE DL O B
& - RWhse R R - PREERLEARI -

h. > B E

BRI S B - fREE RN ORI R S TR
[HIThRE / T IEHE - AR ORI Thre =S TR am e - B EE TN L ER
HIThRE = F R A HIIRE / THRAEHE - BEIEE N HE =S - R (2011) » F[H
2 R s IR am B N DR I D R Y R 8RRV HE R L IR Al E 7. IFF
IEHERY 5 EHIE RS N O R NThRe B T80 1 FRREFERILISE 7 FE R
IFIEHEIALY o BRERLBIERE s - R EE RN BRI Em EFEEHE -
RA B L B AR A - FERY S BN B A AR B 0VETHE - EEE M E RS
R (2011) - FHRTZ IS E HIEam B A xx BEEHIREHERE L IFFAamEmZE 7: JFE
IEHEAY  EHIFF AR xx BieH 1 IFERFEENISE 7 JFF [RiFEE LS -

mnR R A RE S E R E s (Fg0 BT - B FERE - EESH
H Mafael, Gottschalk, and Kreis (2016) » 552 HIE R a2 b U2 IR ~ IEAK ~ &
B - AloT B EBERRHREE —EUEIEr0E 2= 5 O @l D rE A B 8 A B 7
REE BT 5 —BHIIZE - U REE — B FER 2 202 B B R oL I L A RE
B[R 35— 2 HITR B o Rt By RETE 227 H van Strien, Brand-Gruwel, and Boshui-
zen (2014) » FHREIS2EI A R a%aam B S BEME b / RIRCREREAERT ~ Bh—H% ~ 0L
H—EHRFEEREE - LB EHEREE - B 1 IFEITAER T JFEFRE -
AloT HEBRERIMGFRE R BEE MG () 7 - SEREEL 2R
FREJE - JEIHZ2Z H Lord A (1979) - SWHIZHEIHE 1 - RIS AER £ 7
SRR RISy BRI B DR HI D e B S T8k -
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AR SIFEHY B H LR A S 2 NEIREIFEE » {K{E Mafael, Gottschalk, and Kreis
(2016) HIE (R RFEMEHIMEE - EZHEE T AR R - 2 R Rz s
SRR TIIEE 8~ FRE 2 AMEIRIFEIERE - AloT 2 EB R R R (L5 (s
o BRI O AR S TR O G ZATEE - F 7RO R R R
R B R BB — 2 - 1 HLi s - S HRETH (204 Lord, Ross, and Lepper (1979)
HIPEE - e HIE BT RO R R - SR A R A - f5H T SdBERENE
HIFFERAESCZRTAE L - GRS L A I DD RE B THRAVRRREE ) 1 ¢ JER AU
HOPBRZET : JFERISR BRI ORI E ST 4 B IENIE - £
A #EARRE L - RIERREE MR (2018) BRHETTE - AERR FEFRP 1%
[ g o B RERE SRRz B R s I bRET R G 200y BN o B (E e
4 5 PP RBIE SCARZ B R R R B LRYRT R A 20 © 4 s BONREE G B - K
SR DARS (B A R & S EE TR AT -

B2~ ERDT

— ~ Bk TR

AR RS G T MEEIEEE4H 14 H25 H 14 H - H&E
W 1,194 > IR ARSEEE R B HE B RTE  EE IPALoT ~ KEH LI BRI 5
REBERHY - BRI ARSI EER 4 AR - GTILE 1,010 (3F
BURA (£ 1) « ZMHEZ W 64.6% » BIEZ T 5 35.4% - TEISIARRE ST H » DA
HRIEHE (76.9%) (5KFE - MBRELIKE (FHRD) (62.3%) it - B Bisern
(&) DLk (29.2%) -

o B E

NE BRI ER TR T B LR R B 2 IR - R BB b S S (M
>4.50) * My 500 =4.68,SD = 1.46 vs. M sy , s = 4.58, SD = 1.42, p > .05 » HIEZH
EER (=110 p>.05) » FERMIETEK o BB EE IR R S
REUR » 1=35.85 p < .01 FHEE/KLE - FoRIEEAIE RS CEEHE Z M
FEEBAFAE - B ORI EEE SR E R D BEEIE (M g e = 5.60, SD
= 1.28 v§. M 5 o5, = 2.50, SD = 1.41)  HILIGH] > SO EERF S A EE RS
HIERTE o AloT B ER B R AL (E R 15 77 M fe A4S S8 » 1= 39.82, p <.001
EFEKE R IEEMERRH OEEE 2 MEEE EREE - ERIOBIE
YR E A A RSB (M s egr0 = 5.90, SD =98 vs. M 4 _50, = 2.46, SD
=1.56) ° FHILEH] » AloT HERE BRI O BSUER G AL E B ERTE - MiE
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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
(n=1,010)
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AR Y Ak R R S M A B s SRR W R IR W R B R (M g amsno
=581,8D = 1.07 v$. M ;175,20 = 5.69, SD = 1.42, t = .98, p > .05 ) ; W HIl E /& [TF%
CRANEEBESER (M iy s =2.54, SD = 1.40 vs. M 15,5, = 2.46, SD = 1.42,
t=.69,p>.05)  FFEAMFEERAIETE - BIE AT AloT 22 B R I
Fe kb s RN - WATEH O B EEEER (M -0, = 599, SD = 97
VS. M 750200 = 5.80, SD =99, t = 1.90, p > .05) ; WHHIEmE 8.2 /MG A B =
T (M iy prgs = 246, SD = 1.59 V8. M 115, 29, = 2.46, SD =154, =01, p > .05) -
(SEEENGIAHE=Y 1Dk B

= (AR ST

%2 BT+ 45 (B % B9 Cronbach o {35 308 .8 + 58 72 W9 Py 1 — B M e 4
(DeVellis, 1991) < [LAh - #HE{E R (CR) i 7 - I R EUE (AVE) 2 0.5 -
SERWEI TR BE RIFHISEE (convergent validity) o BT Lo HIThREE £
FEEAY CR iy .85 » RUARZHE T BARFHE LB I B S E I 5ElE - hR 2 /IR -
Rk - BAEEIEY KMO (B RNREER 8 FFEiRTE » SR (E R Y
RR AR EHERRN 8 - 3 AEFIE bR - ArE B IHAY AVE P 5 IRER
FRIRE AR b At 8 I o RETRY AR BRI PR B - BB I 2 T L i R A Ay & Rl (5REH
B > 2013) - 3% 4 HIZIRSERIAMHERBAY: - D5t T AMIFE B BE0UE - &
ROESERERE - AR TR SHENENE (M A) - BEREHEED
Cronbach o {HAIFH &S AR 7 » S EEIE (AVE) & 0.5 » ERMHE
TR RIFRIE R « FhAh - RIARIZEERA T B e & 14 - nl eSSt [/ /7R
7= o BB L FIIRAGR o Felth » B T Harman’s RIZR 547 - # R ERS
BB IE R EUE (eigenvalue) IRFA 1 B fHRATREL (.80) (KR EERRAVER S E .90
(Bagozzi, Yi, and Phillips 1991) - AfERER » ERNEEILFE G ERZE -

Y ~ s G S P A

H1 $£HERIR 12 FR /3R - AWFZE 5% Hayes (2017) PROCESS £ Model 8
ST FER (3R 5) BURMBRUELEEEE /K (B = -.05, boot SE = .03, 95% boot CI =
[-.11, -.01]) » F*RERIERF /T AloT BRI REE — B B LRI RIRE R -
—EMEHRBEM LR BB N EE - B A EE AloT HERRERELERRE
—HFOE - HlkOBERR RS gEEBR/NRBERL - K2 &K RE
FEE R —HW O HEEERIRN®E - gEEARAKNEBERL - RHYEE -2t
HER IR BV IE M 2802 (8 = .14, boot SE = .06, p<.05) * R JTEH (LAY & s 2
B (B =-.24, boot SE = .10, p<.05) » FRREE —E LRI - IR AR J1Rss - B
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&2 (EXEDN

] =218 fzE2 ¥af8 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
Gpracee 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
x4 = (1.44)
SR HEEE 91
RIR HhAB Z 4 90
AILIFRH .81
H—EAEEE .87
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=3 EAIXEREER
. =] 3] _ =] %;tr N N %:;ﬂ- AloT B& 3 =]

mm em e Too To0 man TRE UF s new am
WHEEETFREE 553 95 .89

BPEFEEE 597 92 40 .95

AR 418 137 14~ 08 .95

mERREE—BE 388 171 .05 .05 59* 95

BHIREE 510 1.11 26% 307 12%* 31 96

BIRBEE—BE 388 172  .06* .06 56" .80* .33* 95
AloT BEEAEE 396 148  16* 4™  19%  27* 42 35 93
AR 463 144 357 447 A1 e 320 3% A8 87
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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, & 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 & 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; Vahda, 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,
edler 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

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.

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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