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Table 2 Results for Interviewees Descriptive Statistics
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Table 3 Regression Results for Attitudes and
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Table 4 Correlation Analysis Results

for Propagation Intention and Far-end
Clue of Online Word - of -mouth Senders
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Table 5 Correlation Analysis Results for Content Clues of Online Word -of -mouth Senders and Receiviers
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Table 6 Correlation Analysis Results for Verbal Clues of Online Word - of -mouth Senders and Receivers
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Perceived Propagation Intention and Near-end
Clues of Online Word-of-mouth Receivers

BE BREE O EREE

EHABFLRER

= 0.871**  0.893"*  0.783"

k45 0.907°*  0.868*  0.787°

781 0.942°*  0.855°"  0.744°

i 0.896**  0.913*"  0.798"
P H SRR

P 4 in) 0.858" 0.890"" 0.823"

TR 4R 0.859"" 0.844"" 0.807"

hnsg KR 0.806°  0.878°"  0.859"

Hl 55 iR 0.862°° 0.857""  0.901°

[T 0.826°*  0.811°*  0.851"

MIEMARSGER O MERE RN GEE®
B3 RIREATEE . SRR, ERAER LU
R R D 2 B R R ) PR T R JRR R Y O R
&5 89 07 22 41 3 4 0. 940,0. 956 #10. 964, H, 18 B B IiE .
H F1H, 15 2 5 iiF 5 B 76 22 1 58 5 3 R R Pl il 3 &2

4.23 BRESEMAEMEEERERR
ARBRMASE BARRESs BRaEREEEN
AR, DOBERESE BRELE HERESEHN
HAR R, HEATEIE . SRR, B BB
RIS REMRRE0.671 L F S BE RS 4, (B R A
BREEN THRBEEEARENBENE, LR
BO.281 ., B, H 5B #4103, % FHilk
ERAMBREEABARELNA SN BERE
& TRMNERR, ERENTIFRPHBREE T
R EEEE, - T EE N MEKE” (R F
TEI) SE N DMK ER, B —EmTEZERE
FRAWENBES I FELR EASEFR, B
REB LM EMmER OB,
MELDBZRENESE BREETHERE
o SHARRMEEEHITEIE, R TH,E
ROMBREFNSE FRESANEREET LR
BHAFERNELERERMO 7200 £, KA AEBRKERE
AR OB E B L B T 4 R T R A
B A RMWEERE BN EREEF  SEMH
BEESERMEBEEEHXXR, ZE 3N
0.600 10.271,#£0.001 K F | B3 & 5Kk
BEFEREEAMERER, FHCH -0.387,70. 001 K
FERE HERBERBANELRBRELEN K,
LA AT EMIE R R —2, A, H,E885%
ik,
4.2.4 IREREMEIERLK
MEXOBEXFENEFEENBNINEHRME
W R Y % 3 B 09 89 3 98 4R 3 4T Pearson ] 3¢ 43
o oaRNES, HEAOMAERESEREZANS
JE B AT 4 0 4RI 45 A0 A 1R SR B0 AR SE |, 48 X (E



4 6

FLFE 356 B T8 FR A A 7E R N AR A BB 85

R AEOBARESEEENNEREEACEEN ZEANEXMEINESR
Table 8 Correlation Analysis Results for Propagation Intention of Online Word - of - mouth Senders
and Perceived Propagation Intention of Receivers
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Table 9 Correlation Analysis Results for Linguistic Index with Propagation Clue, Emotions,
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Research on the Effectiveness of Online Word-of-mouth
Propagation Based on Lens Model

DU Xuemei,XUE Ping,SONG Shuxiu
School of Economics and Management, Tongji University, Shanghai 200092, China

Abstract : The majority of the current domestic and international research explored the motivation, effect and influence factors of
online word-of-mouth( oWOM ) based on the assumption that the oWOM of senders can be efficiently received, but if the assump-
tion is not true, the research on the receiver is unlikely to be established. Therefore, the research on effectiveness of oWOM is
Very necessary.

The effectiveness of oWOM propagation depends on a number of uncertainties, whether from the spread purpose of the
oWOM sender or the perceived ability of the oWOM receiver. So the oWOM propagation process model was established hased on
the theory of BRUNSWIK lens model to discuss, in the coding, transmission, decoding process of oWOM propagation, how the
receiver can effectively perceive the emotion and attitude from the sender. At the same time, the langnage index produced by au-
tomatic text analysis ( ATA) method was proposed to simplify the identification of proximal and distal cues. Assumptions were
presented centering on the proposed oWOM propagation model and its simplified model by adopting ATA. Through conducting
questionnaire survey to obtain experimental data of oWOM sender and receiver and generating language indexes of senders’ com-
ments by ATA, we use SPSS and LISREL to do both statistical analysis and model modification.

The results show that propagation purpose of the oWOM sender can effectively be perceived by the receiver and significantly
affect the attitude, emotion and purchase intention of the receiver, but the receiver is cautious about the positive emotions from
sender. 9 reliable clues are identified in the oWOM propagation relating to catering and proved to play an important role in propa-
gation. The language index can better explain the attitude and emotional state of oWOM participants than star ratings. It's the
preliminary certification that language indicators can replace remote cues and proximal cues, thus simplifying the judgment of two
kinds of cues by using ATA.

Enterprises can make full use of the propagation clues to improve the produect or service quality, while the enterprise should
pay more attention to the important influence of text comments than the star ratings. According to the preliminary study, enterpri-
ses can use ATA to predict the state of online word-of-mouth participants in order to understand the quality level of their produets
or service.

Keywords ; online word-of-mouth;lens model ; propagation model ; effectiveness ; automatic text analysis
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