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Abstract

As a digital version of word-of-mouth, Word-of-Mouth(oWOM) has become a
major information source for consumers and has very important implications for a
wide range of management activities, whereas, the former researchers have found out
that online product review cannot reveal a product’s true quality and the general
attitude of consumers. In that way, what is the true consumer attitude of each ratings
in oWOM? To solve the question, this paper use content analysis method, empirically
tests the true consumer attitude(negative, positive or neutral)in each online reviews
with data from Amazon(China)(N=1000). The results show that:

1-score, 2-score and 3-score are negative WOM, 4-score and 5-score are positive
Each valence of 1-5 score are -1.25. -1.08. -0.42. 1.16 and1.92. 1-scorestand for very
negative consumer attitude and the complaint focus is the retailer; 2-score stand for
very negative consumer attitude and is product, especially the product quality; 3-score
stand for consumer’s dissatisfaction with the product which also include a certain
percentage of positive reviews; 4-score stand for consumer’s satisfaction with the
product which also include a certain percentage of negative reviews; 5-score stand for
very positive consumer attitude and include less negative attitude and 5-score
reviewers are completely satisfied with the whole process of online shopping, include

the products and retailer.

Keyword: Online Word-of-mouth, Consumer Attitude
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2.1 M OMEEX

R — AN AL R IS T, A% 58 AR T 9 35 T S 5 114 3ok 2 v 97y
HHEEN A (Richins & Root-Shaffer, 1988). EE LIME 4 (American
Word of Mouth Marketing Association, f&#K WOMMA) #4118 (Word of Mouth,
WOMD 5& SRR e %t oy — T8 2 3 QI3 /4% 3% 5 B AR OUAE B IAT A

W25 % (Online Word of Mouth, oWOM) X FRHL-FII#% (Electronic Word
of Mouth, eWOM) HEELA% (Word of Mouse), ‘B E¥EfERI. BUSZM 51K 2%
E S LI AT HAT AR B R AR B2 BT 1) 56 T 7= it e 2w B sl i 1
P (Hennig-Thurau 2%, 2004).

e O “ Ok, —X 7 RFSAHE (Arndt,  1967), BT HEBCNE
AR 2 TR B 1A e VR R e e N B IE] 1 AR RO BRI, AR 9 e 17 A
L REAIEIAYE . K 2 B0 78 & AT 73X —si, W1 Awad, Dellarocas &
Zhang (2004) SRIFPRIER MR E . MR, 170 R 5E BHARNK
KI KT ZAME G423 5 (R0 o AT 38 WA P 22t 5 il 14 R A 4540
J&, I EEC, TR LS At AR A TR . Dellarocas (2003) A7y
B O P L o) P AN ASE Ao R S B AR (1 SR TE )2 Bk 1) 52 Ak, T FLax o A
K BRI ATREQI AL B AR AT T IR AEVE R s i 45 A BRI Y B o L
& Hitt (2007) FRIMZEFTHTARA B9K T HMERE ST B .

A, T AR A AT T AT S B, IR KR E T TR
HEM IR K R T 9 & M WL AIAE 3% (Hennig-Thurau %5, 2004).

2.2 Mgz OmayEEai

2.2.1 fREOBAEBEI

5458 VRIS O AT 28 1 45 2R 5 TR A REIN, A e kAT DAL 4% (an,
Anderson, 1998). [AIIf, IETHHAAL R ZALS S H H AL FE K S HLA BT A [F
(Sundaram, Mitra, & Webster, 1998). Sundaram 5§ (1998) Zi& [ Hi A (d,
Dichter, 1966 fl Engel, Blackwell & Miniard, 1995) Xf FIALAESIHLIITE T

3
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R, LI UEAR T — AN A T R B A DU IE T DAL R LS DUt
AL SR BN DAL SR E L2 2. Horh, IETH AL BREHLA . Flh 3 X
(Altruism), F8 )2 A K B B o fi N34 a5 B AT A 728 A (Product
involvement), X Y& H T-1H 9% & M= it s 1A 153 28 LA KA FH = Sl 2006 A gk
21 (Self-enhancement), ¥H 9% & @ik n HARTH S e DU E, RAFAC
RIS % 6 — Nt 2 B4l (Helping the company). P04~
AL RSN HLALS . A L (Altruism), ST B RSB BRI L] B /e
& (Anxiety reduction); & (Vengeance) LA TF3RE (Advice seeking).

2.2.2 MO Z BB

Hennig-Thurau % (2004) 7K, L HANMTFEE. LFHRHI. S0H
fib 7 2% 5 DL AT AE 1K B FRAR T2 e B R R T IR W B AL .
Hennig-Thurau %% (2004) 45i& &4 IR ATHL, Frdar 7 — M adE 8 MM
2 TR RATEIHLLL Bz 27 AN [ R X 2% VRS AL B B 3 . AR AR 06 S 96AIE
PEDR 7ot 8 S, UE B B 3R A5 B2 L AR 1t 5 I 8 ) ik B T LB = iR 7K
X NP ORI R AL : OF &) (Platformassistance): fHH]57
JE I P AEMR LR AT HILAB I B B YUE R R (Harrison-Walker, 2001), [fi P4
BWFEAMEFERMLET - MURA. ERMELTFE:; QWK AHIELS
(Venting negative feelings): fEM %% b5 PPl il DARAR AN TRIG V3t B I 67t
&%, @0 HANIE P #E (Concern for other consumers): JH#3#& L RIFR ML
77 Ve DL B At 2R AT I SR SR @41 1t/ R R B R R T
(Extraversion/positive self-enhancement): 8 %%# 76/ _E & RITFILSIEE
ERSIEIERW BRI, AEERW B FRTHZ T AR TANAE, B E
AT R A T MK BEIF SRS RS, UHR#H RAEE WP,
I HEAZ RIS Fophitlir; ©#&F3 (Social benefits): MR AR LRI 45 4L
SIIRL, [FIRE TR BT RN R AL 2 BLE), 8 PR e R A PRI DR
WAL G, JEAR RIS F 5. ©@Z U (Economic incentives):
2NV BB R RATTEIR T P 3R it — E A D25, 2 5F 2 N 24T i
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AR M EKENE T @#FBIL (Helping the company) : 4% % 7= it 456
B, kiRt E SRV AR v @M T B (Advice seeking) :
TH B8 TE ) 28 VT8 A At (R 4 28 175 DL DA AL i 28 3 10 s s R[] 52 45 2
figf-Re ) L 77 o

Hennig-Thurau 5§ (2004) B FEIE41X )\ BB 5 8 283 Ui a2 0F & 1
WA R R GR PP BOE AT 1 A0 SR B, WIEE DL S5 5 U
SR AR R EWERCR. K, B AHERE. AEs. 0 H b
e R U IR AR AT BRI SR, W R AR S T B R P B X AN S AL
TH T BV AR A T o 2% TR R AT S-S R R 18 B i (813 40 4
BoR, ROHARFERE . AR R LU S BTG X AL
2R E LR 2% R R B AR R X )\ MBI, Henni g-Thurau £(2004)
W W 26 VBRI AT 38 o0 9 DU F . B 38U R C & (self-interested
helpers). G & LML ESIHLH 2# (multiple-motive consumers). 58
AT 0 HARYE 98 H T 9 & 457 (consumer advocates) 5 0H 3%
HAARN 58 2 AMBE (true altruists).

2.2.3 ML OMIRIERI

Hennig-Thurau & Walsh (2004) @i i) 452, ik BH 2% Y [ 1 5))
L N1 OFBME(EE (obtaining buying-relevant information): 4
P BT R TR, DU B A] 5 AR AR SR AT 7 15 R R R SR
Kr: @tteSm{EE (social orientation through information): JH#H#EE
AR M4 R I & LS A & P AR, AR A P2 i L 2 P SR A
X A Sy (community membership): YEAMLZEZE I G —071, H%
LI I R DR TR (R ELES) , 1G5 A R A X R U R U @5 S 3R AR (To
learn to consumer a product): JBIZ7EN LR M H LN R, SAERILFE L
2O WA R INE: O (Remuneration): 1R % WF & R4 I /-
Dl S ) 2 /b, HEAT — L B R B A, TV 2 2 R D IRl B A Y
R B A
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2.3 Mg OMaYRI

X X 2 RS i ORI 0, T BAFAE P RIAS R AL A . — b & DU B 22 AL
1, B REERA—ABAE, RS DS EZRRR. 55— %
HOOLBL ST ML, BTN 4E AR F ) o SRR TR AR S

2.3.1 MKO#SHEE

P £ EIRAORT B B RIS M ORI 9, LT U0 RO 2 LR AT P48, Bl 22k
UE T T Wk A0 1R AT W28 PP IRk, 41 Amazon. com. Yahoo! Movies 5
Box-0ffice Movies 5. JLISH T HE M A HL 25 203X 1 /1 448 B2 SRl 2 DX
2% IR B B2 . I RRECE: (Volume) FEIEMZ% E Xt 37~ iR AITEIR I
HoE . DR (Valence) FREZ HERHIASEE, B FIRLR IS B AIE AR o

R RO A S 5 T, Liu (2006) MEEL T 20 #FHEEFAME N4,
SrHT T Yahoo! Movies EMTTFIREE SAHMN B p Z I SC &R . AFFURIN, M
2R SR E BB REMG, TSN R EI, tHemsE, d
S I N E . Duan 25 (2005) BFFT T B £ Mk B HEETIS (LI
Variety. com. Yahoo!Movies 55 Box-Office Movies), [FIFER I HLES ML
HESZERIWAEEIEM I, Chen (2004) L Amazon. com _F485E5 (1158 A7
S5, WM THMME R DREE S8R R E EAE. FRMU, ez,
FAFHRLF o

VRN XS B 52 5 T, IR =T T8 —B0A , JEIR M4 LAy
AR IR S TE I, #RT B B R o SRTMT, 53 A R S0 T P ) sl v
FRTE AR PESr (Rating) VR ah IO IR 26 RN (948 p1-43 1) Bl — O
L& 555, Hh 1 i ABESER AR, 5 /0 N sl =), IXEem 7t R I
28 VR R A 25 B 35 RS P O A & . HLrbr, Dellarocas, Awad & Zhang
(2004) FRIAIEFE R I, IR 2% 1R A 0F P 5 5 o5 A X 2 RIS Clemonss 45 (2006)
BEFL T 2001 & 2003 4E[R], 3 [EASERAP K8 5 5 NS PPB 2 G R, 4558
B, WEVES SN A EIEARDS, M H, TR S m AT m R
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Chevalier & Mayzlin (2006) %% T Amazon. com F1 BN. com /8485 i 45 K F.«
FEERAR P 4rER s, HAY RO, Hu %% (2008) HAFST T Amazon. com b4
BEIP7 b, SRR, S DR X DVD 555 1A B B 3 s, (EiX
Foft R0 2 i 5 7 b T PR R ) 7 32 955

2 R4 B S B U6 3R, FRER 2-1 T 0L, ORI 9035 # i
WA DR M A B, (H B R 2 i TR, &t A4 R
TR K I 22 5o

®2-1 MK OEIEERWEHT RS RILE

TR

A e WEFER 5
(WP gy IR AfY

2004 Dellarocas %5 HL 5 =
2004 Chen % F54% & &
2005 Duan HL5 & @
2006 Chevalier & Mayzlin s & &
2006 Liu HL5Y & &
2006 Clemons ML &
2008 Hu %% DVD 53 & 7 P

2.3.2 MEOMSEBEITH

2.3.2. 1 P& ORR5  SE sk

TH o VR AR AR H Al R S8 I S w09 B VR AR SR 45
b, PRI 2R AT I 00 S EARILTE T 9 2008 72 i VP DA R S s |
WEFCIER, S5 L — R, W4 R ARTEE S Il Sk s FE R 5
ERMIER, T2 Em ek fi M4 D2 (Senecal & Nantel, 2004; Lee
2, 2008). IEM %71, Senecal & Nantel (2004) HISZIG &I, LKL
XV B R S B B FG S 3 ORI, Bl T X 4P 5 4k 1T g ST A5 7 PR A8
PR B DA R 5 . SO RS T, Lee 25 (2008) MAE BN T
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