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Abstract

In the context of food safety incidents, the perceived loss caused by product injury crisis was used
as an independent variable, from two aspects of negative word-of-mouth on the Internet and con-
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sumer forgiveness, an experiment was designed and a questionnaire was designed to explore the
mechanism of the impact of product injury crisis on consumer purchase. The results show that the
perceived loss of product harm crisis has a negative impact on both brand trust and purchase in-
tention, and it increases with the increase of negative online word-of-mouth. Consumer forgive-
ness mediates the effect of perceived loss of product harm crisis on Brand Trust and purchase in-
tention, which decreases with the increase of negative online word-of-mouth. It enriches the re-
lated literature of product injury crisis under the background of social media, and provides refer-
ence for its actual response.
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Figure 1. Research model
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Table 1. Variable measure items
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R E SR JE, Tl B
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3.2. ARGR

K FH SPSS22.0 %o vl 45 B4 45 AT (5 BUE AL SG . & HF AL H ) Cronbach’s Alpha &%l /&: SE:
0.843; NE:0.837; FV:0.938; TR:0.856; INT:0.851, ¥J KT 0.7, Ui &4 8RN E—3bE, it
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Table 2. Summary of the results of mediation test

=2 PAMERREERLE

. I a b a*b a*b ¢ e AT
~ BN AR (95% BootCl) BN L
SE =>FV =>TR -0.220"  -0.407"  0.480" -0.195 -0.295~-0.031 -0.025 ey
SE=>FV=>INT -0.177" -0407" 0.331" -0.135 -0.291~-0.031 -0.042 ey

“p <0.05, “p <0.01.

3.2.2. KIS ML S E O #AY BT MR

M 3 AR, DA RS AT, 77 0 T S AL R 2 5 D 28 7 T 1 8L 2 LT S 0 I
(t=4.337,p =0.000 < 0.05), &M BRI 2T T i FEA AT 52 M ], 10 755 728 B8 DX 4 47 T AR PE AN [RI K P
MEE R REES . R, RARE O SRR, AN 5 X4 ST R A LI R B
PE(t=4.508, p = 0.000 < 0.05), F A = i 45 T S AL BN 0] T S 2 S MR N, 3 5 A8 AR A [l K F
W, sEmiE R A REMEZE R, IR H3a. H3b 15 23K,

Table 3. The moderating effect of network negative word-of-mouth on the impact of Product Harm Crisis on Brand Trust
and purchase intention (n = 201)

3. ML A O R7E = M i B X MR E R TR B RN EETER (n = 201)

mEEAE TR WS INT
B PR iR t B PR iR t
SE —0.049 0.097 -0.506 -0.025 0.066 -0.38
NE 0.006 0.103 0.057 -0.041 0.071 -0.583
SE * NE 0.075™ 0.017 4.337 0.053" 0.012 4.508
R? 0.153 0.19
% R? 0.14 0.178
F1H F(3, 197) = 11.826, p = 0.000 F(3, 197) = 15.402, p = 0.000
AR? 0.081 0.084
AF 18 F(1, 197) = 18.808, p = 0.000 F(1, 197) = 20.320, p = 0.000
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Table 4. The moderating effect of online negative word-of-mouth on the impact of product injury crisis on consumer for-
giveness (n = 201)

4. MBHAE OBE~RAERVIIERER

=24
AR

e = A5 1E A (n = 201)

B PrifEiR t p B
SE —0.146 0.164 -0.892 0.374 -0.074
NE —0.067 0.175 -0.385 0.7 —0.039
SE * NE 0.092 0.029 3.159 0.002™ 0.28
R? 0.119
% R? 0.106
F {8 F(3, 197) = 8.869, p = 0.000
AR? 0.045
AF 18 F(1,197) = 9.977, p = 0.002

3.2.3. WS HE OMXEHE EAR AN ESER

W 5 fs, DUBGNAR SE N EAS R, THIH A FVAE TSR, MEYEIE TR KA RN,
BI& SE- > FV- > TR iX 4442, {EMZ T H % NE BCF217KF-(NE = 15.97), Bootstrap 95% & 15 [X [d]
N—0.217~0.066, 4% 0, EPiiHH NE 7E-F35/KFiF, SE X TR Ml FV A& A 1ER; 78 NE U
/K F(NE = 12.833)f, Bootstrap 95% & {5 [X [A] y—0.353~-0.053, ANLH5 0, tHHEIEH] NE ZEMK/K P}, SE
% TR Sl FV B & R A1EA; 76 NE BUS /K7 (NE = 19.107) 1, Bootstrap 95% & {5 [X [7]24-0.116~0.23,
45 0, WRIULEA NE 7E = /KPR, SE XF TR SR FV AefGHAERM . L5681 HL, 75 NE HCF5/KF

BEACER FV AL AP AER, NE BURKFER, FV SN EH . =FKFER FV 25F M EH
MG HA—E, Hik SE- > FV-> TR i, ¥ R VERAEAE
Table 5. Results of conditional indirect effects
F 5. FHFEENMER
[AAZ K IKP1H Effect BootSE BootLLCl BootULCI
{7k F-(—1SD) 12.833 -0.199 0.076 -0.353 -0.053
B AT P 11H 15.97 -0.067 0.072 -0.217 0.066
7K F-(+1SD) 19.107 0.066 0.087 -0.116 0.23
fiX/KF(-1SD) 12.833 -0.135 0.052 —0.242 -0.036
) S 75 FEIE 15.97 -0.045 0.049 -0.148 0.046
w1 7K F-(+1SD) 19.107 0.045 0.06 -0.078 0.155

7£: BootLLCI #& Bootstrap i 95%I[X ] T, BootULCI $& Bootstrap ¥ 95% (X [&] [ .

[F) R BT 240 SR INT A N RAS BB, 78 NE BUF /KT alm KPR FV WAL ST ER, NE
ZRKEE PV 2 SA R AER A —EL Kk SE-> FV-> INT

HURACPEE, FV e .
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FE, MIETHRR AR ZR T 2 56 A0LE 7= i A 55 Sa LT Vi 9% 2 T S i e Ry e 0 20082, B AR I SR 53— A
DUHke MEAN, ARFFFARE T LMEZ M & R ARG R R, MR, KPR 00
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Bl o
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7 55— I [ S RO 2, 9 AnSE R WD BTANRCEEAT g, IR LeAT AT DU Y 2 v A RO VE AT, ERTIR
S RA M RGN ER . 74, TS RIS, R0 Y S 5T o
B U o R R i O RAEAE BEAE 48 ST RS R S ATL A b SR BRI 9 B A IR SR
T B AR A b 4 97 THT S

G, RFRAFE—ERRMREE. B, AT LR a2 A BRI = ah s e, &
AW BB HADAIR, o HAT 2R IR A . K, AT T s X — A,
AR BRI 78 AT LAAEE 4 T AR A AR S AR B i AR B, Lyl 2R it s [23], 9 2 v A s S AT
A HA RS T 7 1
EEMA

EFM R RS —BIE KB SR TSR 5 8 2R BN JOs /T s ” (AR TiH
5. 21BGL243); B AL bR — I« R A (i B A5 B AL B R AE e 2 E AR 1R
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HAEAMEIH B (FEN TH%5: 18692107200).
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