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The Impact of Brand's Backstage Information Disclosure via Social Media
Contents on Consumer Responses: Adoption of Dramaturgical Theory
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Abstract

One of the most latest trends in today’s marketing practice is to create branded contents for
interacting with online consumers. Marketers are increasingly adopting behind-the—scene
contents which disclose a brand’s backstage information in their contents marketing efforts. The
current study conceptualizes this behind-the-scene storytelling based on dramaturgical theory
and investigates its impacts on consumer responses. The study also examines how consumers
advertising skepticism level would influence on the evaluation of branded contents. In addition,
the moderating role of advertising skepticism in evaluating brand’s backstage information is
investigated. The findings suggests that consumers who are exposed to brand’s backstage
indicate greater information attitude, brand attitude, and purchase intention than those who are
not exposed to brand’s backstage. Also consumers who have lower advertising skepticism
evaluated branded contents more positively than high ad skepticism consumers. Lastly, the
moderating role of advertising skepticism on the impact of brand’s backstage disclosure is
reported.
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1. We can depend on getting the truth in
most advertisement.
2. Advertisingl s aim is to inform the
consumer
. | believe advertising is informative,
. Advertising is generally truthful
. Advertising is a reliable source of
information about the quality and
performance of products.
. Advertising is truth well told.
. In general, advertising presents a true
picture of the product being advertised.
8. | feel I' ve been accurately informed
after viewing most advertisements.
9. Most advertising provides consumers
with essential information.

. Bad - Good
. Likeable — Not Likeable
. Unpleasant — pleasant

. Bad - Good

. Likeable — Not Likeable

. Unfavorable — Favorable

. Unsatisfactory — Satisfactory
. Positive - Negative (r)

. Unpleasant — Pleasant

. Unlikely — Likely
. Improbable — Probable
. Impossible — Possible
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