Accepted Manuscript @

Electronic Commerce

DOES ONLINE MEDIA SEQUENCE MATTER IN PRODUCT MARKET- Researchiand Applications
ING?
Xuebing Dong, Hongbo Li LY & o oa

o a¥ 7 N
\\ ///

PII: S1567-4223(18)30013-9

DOI: https://doi.org/10.1016/j.elerap.2018.01.010
Reference: ELERAP 764

To appear in: Electronic Commerce Research and Applications
Received Date: 19 January 2018

Revised Date: 19 January 2018

Accepted Date: 19 January 2018

Please cite this article as: X. Dong, H. Li, DOES ONLINE MEDIA SEQUENCE MATTER IN PRODUCT
MARKETING?, Electronic Commerce Research and Applications (2018), doi: https://doi.org/10.1016/j.elerap.
2018.01.010

This is a PDF file of an unedited manuscript that has been accepted for publication. As a service to our customers
we are providing this early version of the manuscript. The manuscript will undergo copyediting, typesetting, and
review of the resulting proof before it is published in its final form. Please note that during the production process
errors may be discovered which could affect the content, and all legal disclaimers that apply to the journal pertain.


https://doi.org/10.1016/j.elerap.2018.01.010
https://doi.org/10.1016/j.elerap.2018.01.010
https://doi.org/10.1016/j.elerap.2018.01.010

DOES ONLINE MEDIASEQUENCE MATTER
IN PRODUCT MARKETING?

Xuebing Dong and Hongbo Li (corresponding author)
School of Management, Shanghai University
99 Shangda Road, Baoshan District, Shanghai, P.R. China
dongxuebingl16@sina.com, hongbo_li@t.shu.edu.cn

Last revised: January 20, 2018

ABSTRACT

Recently, integrating multiple online media to achieve synergistic effects has become more and more
popular, and this is primarily driven by emerging online interactive media. Scholars and practitioners
are interested in the relationship between online media sequence and consumer persuasion. However,
how online media sequence influences consumer persuasion is not fully understood. Previous studies
have had inconsistent conclusions about media sequence on this relationship. Using the media con-
gruence hypothesis and primacy effects as our theoretical foundation, we investigate how consumer
persuasion, mainly reflected as message acceptance and message responses, is influenced by different
types of online media sequence and product types. The results show that the interaction between them
type affects consumer persuasion. For search products, the sequence of first online broadcast media
and then online interactive media makes consumers be higher in message acceptance and message
responses. For experience products though, online interactive media then online broadcast media
make consumers prone to higher message acceptance and message responses. Message acceptance
mediates the effect of online media sequence on message responses also. This study contributes to the
empirical research on online media synergy and integrated marketing communications, and has prac-
tical implications that we discuss also.
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