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Abstract

Post-purchase exposure to electronic word-of-mouth (eWOM) remains an underexplored domain in
consumer research, where motivations for review selection shift from decision-making to self-validation.
Grounded in selective exposure and motivated reasoning theory, this study examines how consumers visually
process post-purchase eWOM. Using eye-tracking and facial emotion data, we test how satisfaction shapes
attention to confirming or disconfirming reviews. Results show a confirmation bias in service context and a
negativity bias in product context. Self-confidence modulates this effect, amplifying congruent attention for
service but promoting openness to disconfirmation for product. In contrast, product involvement consistently
reinforces confirmation bias across both brand types. Emotional variability rises when attention contradicts
prior satisfaction, revealing an affective route to dissonance regulation. These findings deepen understanding
of post-purchase eWOM processing and its emotional underpinnings.
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