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Abstract

In recent years, social media has gradually become an important channel for
enterprises to conduct marketing activities because of its unique advantages of
large-scale users and rapid information transmission. In social media, the
relationship between consumers and businesses has become very close. Consumers
not only receive information from others, but also spontaneously disseminate
information on the internet. The dissemination of information in social media
mainly depends on the information sharing behavior of users. Learn the sharing
behavior of consumers in social media is a common concern of both scholars and
marketers. At the same time, word of mouth marketing is crucial to the milk powder
industry. According to a survey, when consumers buy infant milk powder, brand
reputation has the biggest influence on their purchasing decision, and more than
40% of consumers get product information through Internet.

The current research introduces the regulatory fit effect into the field of
consumer word-of-mouth communication, and tests whether the regulatory focus
of consumers and goal frames of marketing information will generate regulatory fit
effect, thereby increasing consumers' willingness to share? What is the mechanism
of the regulatory fit effect? What factors restrict or influence the effect on
consumers’ willingness to share word-of-mouth?

By analyzing relevant theories and literature, the author deduced the overall
research framework and hypothesis, and then empirically tested the hypothesis
through secondary data, questionnaire survey and experimental method. From the
perspectives of regulatory focus, information frame and regulatory fit effect, this
research confirmed that in the field of milk powder consumption, for individuals
with different regulatory focus, marketers can promote the effectiveness of word-
of-mouth marketing and consumers' willingness to share by spreading different

information frames.



The first study is preliminarily found that milk powder consumers have two
different regulatory focus: promotion focus and prevention focus, through the
analysis and statistics of the actual comments of milk powder consumers from an
e-commerce platform. The second study revised the “Regulatory Focus Scale”
through questionnaire survey, including the reliability and wvalidity of the
“Regulatory Focus Scale” and the correlation validity with the “Achievement
Motivation Scale”. Study 3 explored the impact of the regulatory fit effect of
chronic regulatory focus and information frame on consumers' willingness to share
word of mouth. Study 4 manipulated the subjects' regulatory focus through
situational simulation experiments, verifying the effectiveness of the gain or loss
framework for individuals with different regulatory focus, and the mediating role
of information processing fluency. Study 5 manipulated word-of-mouth
information content into user-generated content (UGC) and marketer-generated
content (MGC) respectively, and then analyzed the relative effectiveness of these
two kinds of online word-of-mouth in regulatory fit effect.

The results show that when the information frame (gain frame vs. loss frame)
is fit the consumer's regulatory focus (promotion focus vs. prevention focus),
consumers will more likely to share the word-of-mouth information. Specifically,
individuals with promotion focus are more willing to share information in the gain
frame, while individuals with prevention focus are more willing to share
information in the loss frame. In addition, situational regulatory focus primed by
information stimulate can also generate the fit effect with information frame,
thereby increasing consumers’ willingness to share. For example, when the
message emphasizes the promotional effect of milk powder on babies (“Infanthood
is the golden period of baby’s brain development, do you want to make your baby
smarter?”’), the use of the gain frame can make consumers have a higher willingness
to share; And when the message emphasizes the preventive role of milk powder (“0

-6 months is the period when the baby’s immune system is weakest, do you worry



about the baby’s cold, vomiting, diarrhea and other conditions?”), the use of the
loss frame can make consumers have a higher willingness to share. Through
empirical method, this paper also finds that information processing fluency is the
mediating mechanism of the regulatory fit effect on consumers' willingness to share:
Individuals with promotion focus will have fit effect with gain frames information,
which will result in higher processing fluency and ultimately improve consumers'
willingness to share; Individuals with prevention focus will have fit effect with loss
frames information, which will result in higher processing fluency and ultimately
improve consumers' willingness to share. This paper also verifies the boundary
conditions of the regulatory fit effect, and tests whether the information source is
UGC or MGC may affect consumers' elaboration likelihood of information, thereby
affecting the influence of the fit effect on consumers' willingness to share word-of-
mouth information. For marketer-generated content (MGC), there is a significant
interaction between regulatory focus and information frame on sharing intention,
while for user generated content (UGC), the regulatory fit effect is weakened or
even disappear.

The theoretical contribution of this article is to provide new ideas for the
research on the influence factors of word-of-mouth from the perspective of
regulatory focus, and explores whether the effect of regulatory fit based on chronic
regulatory focus and situational regulatory focus is consistent, at the same time
verifying the mediation mechanism and boundary conditions of the regulatory fit
effect on consumers’ willingness to share word-of-mouth. In terms of practice, this
article can provide some reference for marketers in the milk powder industry. This
article proposes that for consumers with different regulatory focus, different
information frame need to be used to create social media marketing content to
promote consumers’ sharing. When the information emphasizes the promotion

effect of milk powder on babies, content presented in gain frames are more likely
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to be share, whereas loss-framed information will get more sharing when the
message is emphasizes the preventive role of milk powder.
Keywords: Regulatory Focus; Information Frame; Regulatory Fit Effect;

Word-of-Mouth
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