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Abstract The Purpose of This Study is to Investigate Consumers’ Negative WOMs due to the
Crisis Response Strategy that Companies Perform in Crisis Situations due to the Failure of New
Products. To do This, the Crisis Scenarios and Response Strategies were Manipulated Using a
Virtual Laptop Company, and then an Experiment was Performed.

The Results of This Experimental Design are as Follows. First, According to The Response

* Corresponding Author : bswb231@pknu.ac.kr

+ 9 =EL #3749 AT =i 74 B dsyTh
Manuscript received April 6, 2018 / revised April 17, 2018
/accepted April 22, 2018

) R A s A144

2) Solvjstn YRS, A2A %

RRTIA
3) FAWG T Gt w4

_93_



The Effects of a Company’s Response Type Strategy due to New Product Failure on Consumers Negative WOMSs
. The Moderating Roles of both Cause-related Marketing Activity and Message Strategy

Type Strategies, It is Found that Apologizing rather than Denying for the Crisis Response
Mitigates the Negative WOMs more. Second, It is Found that the Companies that have Engaged
in Cause-Related Marketing Activities before the Crisis Caused by New Product Failure Mitigate
Consumers’ Negative WOMs more than those which have not. Third, It is Shown that the
Message Strategy of the Firm does not Affect Consumers’ Negative WOMs. Fourth, the
Interaction between the Response Type Strategy and the Cause-Related Marketing Activities are
Found to Exist, but the Interaction Between The Response Type Strategy and the Message
Strategy does not Appear.

Key Words : New Product Failure Crisis, Response Type Strategy, Message Type Strategy,
Cause-Related Marketing Activity, Negative WOMs
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Fig. 1 Research Model
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Table 1 Validity and Reliability of Items

Factor Cronbach’s

alpha

Before | I will tell don't buy it. | 0.173 | 0.890

Negative | T will not recommend it. | 0.115 | 0.869 | 0.822
WOM [T will say badly. | 0.137 | 0.800

After | I will tell don't buy it. | 0.923 | 0.155

Negative | [ will not recommend it. | 0904 | 0.159 | 0.893
WOM [ T will sav_badly. | 0379 | 0.133

44 71dHZ

BoATdAE MEEES S8 BarAe
AAsgon, BARNE 7 mywe) il

Table 2 The Result of Anova

Dependent Variable: Negative WOM(After—Before)

Source TypeS LI Sum of df Mean Square F Sig.
quares
A. Response Type 291.376 1 291.376 278.287 0.000
B. Cause Related
Marketing 8.394 1 8.394 8.107 0.005
C. Message Type 1.979 1 1.979 1.89 0.17
Ax*B 4.694 1 4.694 4.483 0.035
BxC 0.692 1 0.692 0.661 0.417
error 368.555 352 1.047
Total 687.778 360
Corrected Total 680.073 359
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Table 3 Test for Equality of Variances

Dependent Variable: Negative WOM(After-Before)

F dfl df2 Sig.

1.618 7 352 0.129
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