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Abstract

In the era of Web2.0, customer reviews have become more and more important. Many researchers
have done a large number of researches. But they have just focused on the quantitative proxy such
as volume and ratings. But the customers care more about the text. By text analysis, we can find
more detail from the texts. From the empirical study, we find that volume and the valence of the
customer reviews both positively influence sales and they have a positive interaction. We also find
that the variance of the customer reviews has a positive influence on the sales. Our findings can
expand the understanding of customer reviews and help marketers utilize online word-of-mouth.
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TH B P AT AT 9 A s A S EORIE T . ARG T, AR S
SRR, BN s s B RSk, AR FRZ N FGC (firm generated content). fi 7 Web2.0
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fifto AT IGERBF LM ST, ASCEREM R — NG, ARTUATFCRAER, PENEdE, &
EFER T, G TR MFEEE, ERNFEEE.

IS EATIETT, BATRIE B VR P =X = S B A RARIE R W 238 PR A 0= S P
MR IE T, X SR R TR A R B 9 YRS I BRI 2 YR R I 2 TR A7 AE 35 25 11 1E 1) 38
FAER, W SR VR AR AN [ I VPN ZE RO, X R SR B



T SOA T T B L 9 YRR R LR BT 7T
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Figure 1. Consumer reviews variance
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Table 1. Product attributes descriptive statistic

L ramBER Gt

R REH FifE HE B/ME BOE
FE 647 4.22 1.94 -2 7
ok 103 2.12 3.17 -6 8
BAE 330 4.94 2.28 -2 10
% 506 4.03 2.47 -2.48 7.33
YR 471 3.79 2.59 -4.5 8
i 98 2.21 3.89 -6 10

Table 2. Processing data presentation

2 2. AIBEIER R

Vg R ks RAE -84 /B8 2
1 (Bu1, Dua) (B2, D12) (B3, Dis) (B4, D1a) (B1s, Dis) (B1s, Dis)
2 (Ba1, D2y) (B2, D2) (Bzs, D) (Bas, Das) (Bzs, Dzs) (Bzs, Dis)
3 (Bsy, Day) (B2, D32) (Bss, Dss) (Bas, Dy (Bss, Ds) (Bss, Dss)

Table 3. Descriptive statistic and analysis of explanatory variable

33 MRTENmA MR

B Hfr{E >INz} B/ME InE it £ 3; 3
HREITRE 23.233 23.000 43.000 6.000 7.382 0.198 3.005
HRE TR 4.298 4.390 7.630 0.000 1.348 -0.522 4.293
HREITRZERME 1.690 1.640 3.990 0.120 0.841 0.563 3.169
FEREE 468.822 450.000 713.000 335.000 87.473 0.962 3.527
Table 4. Model estimation result
2 4. HEEMEITER
RRA 1 A 2
RE(BEM) (ARG RE(EAEM) iR
B4
WL R 45.435™" 14.454 70.896™" 16.402
W EH I B 7.953™ 1.480 17.033™ 2.923
e e anarie i dia 45,560 6.975 66.140™" 12.373
TR
HRE LR 3.097 1.331
H B PRE R

EE: Tp<0.01, "p<0.05 p<0.10.

FRIERFM(H2) . [FRIR, W25 PES & IE i T 7= PP S0 P S R (H3) . 1 ¥ 2 PR
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TEAE () 22 PR 72 i B4 B B35 M IE A1 S (HA) o PPE B X 8 B 10 1E 19 52 5 AT RO 70 45 B 2 — 3
f*J(Chevalier & Mayzlin, 2006), ¥ % 2 PR AR PE X 4 B 2 2 3 I IR A1 520, 5 (Chintagunta et al., 2010)
S5 AH—3. Sun (2010) K& IV B 4T o 1) 22 S VEAE R T — 8 BUE R 2% P2 S S B AR IE M e . 5
Sun (45 FEARAL, (A SR B IE 9077 72358 REVR N (0 F2 00 7 5 VP HR X 77 ol A [ Jag 1 VP A 11 B S 22 SR

5. ZE5ip TR X
5.1. &5ig

PAERISCER . DX 3B VRS RR Z 5T AT 1 —MEBIE, (HARBRZ X 98 PRg— AR Y
WHFE. T SCOAR DT R GE, BATZIR T B E TR o A F S PR PE O, RS & DUERIBT T,
SRS 1 P PR A A R AL 25RO IUE R TR B A R N R I IR AR
F s i ELH 28 X 7 bR PR PP RO T, X e A ARYE MOA Eiig, T 938 VR IReRs b B vl
K, HEHEA RIS SRR MEIL. PREEBORIR LIS SRR, AR B
TR, A L% 15 SACEERE 7. T A VPR RO M, RIVE 9 PR IE T, RIS
R B R, AT B A N T R T R A S [, BRATREL, S YRR L R
72 PR R 7 A A R AR o 6 PO, 1% 2 R SR 9 N S REAT PR, T 2 PR R
Ko W7 e SRR, TH, R R AT DL ORI PR I

RIS, BATRIUE R e T A — S A S E IR R, — 5T, 5 R R
B S A FEVE AR RO, S INPPR R R AR A, BETTHE N S TR s L S —
JrH, A S VSN B X T ARRESE, IR DL R O 7 i R B AR ST AR, BTN T
HIE TR mIae T A 75 T s BIILIRE T, A2 98 BEAT I SE S 2 % Fv H B
O H R E AL, TR % R LS

52. BX

AW I B T — BRI RGN TR S P IR AR . DU AT IT SRR
WEVFRIERAEZ 0T, (HRVMRRBEM 23 VP& b (K MLV At 50 2 2 VPR iR i i —
MRS BA TR LR LR

HE, AN GRS RTEAR, T B A SO R R I R S o I R
B GBS % NS B UE-/6 /2 ]V N b N 2 701 T RCT NI e N S 15832 | B X TS R s R 02 N E I Nl
AR GUR] VTR AN FZA0 I 2 5 PP R o Brid S 0 (077 it s 1, B (230 1 2% 3 X 12 b J 1R AR 2 S
S AWTTERGERT LURIRO P it A7 B MR, SO FROL I 2 o0d T i K O VP, 1S E 4 T
VRS BA SRR SR .

Hk, ASCE NN P E AR f R EAFKPEY, 37 7B B e T, B
AT VPR BB RF LR 7T TR, 20 1 V8 2 5 AT REXS 7 i (AN R @ VEAT AR B PP4 . AL
I SCADH RGN E T VFE PO A RS LT 7, JFIER S 7B AR, B S e R
7 i BOAS [ J R TP A 22 S PO, S 7 il B R
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