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R ER%  RHE %

[lak:]l
A B i 263 4.132 4.132
EHEBH 6102 95.868 100
i
& [573 3111 48.877 48.877
i 3254 51.123 100
SEER
R 425 6.677 6.677
BIER 148 2.325 9.002
ZRE 3 228 3.582 12.584
h 3 1714 26.929 39.513
IR 830 13.040 52.553
H A3 1087 17.078 69. 631
P 876 13.763 83.394
P& 1057 16.606 100
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Table 2 Results for Descriptive Statistics

HER P (B4R 263) E R (AR 6 102)

#{H PRifEE  BUME BORfE #{E thifEE  BUME BORfE
P HE 2 606 4075 18 35 175 1598 2 586 15 38 136
TR AT 4.399 0.319 3 5 4.309 0.407 2 5
WitER 0.727 0.315 0 1.765  0.559 0.258 0 2
B4 8.108 0.630 6.300 9.100  8.356 0.529 5.800 9.400
WIS 8.319 0.617 6.300 9.400  8.393 0. 605 4.800 9.500
iR %P5 8.023 0.630 6.200 9.400  8.318 0. 605 5.500 9.400
2 mtE)/ A 46.122  41.713 1 176 50.589  40.314 9 177
A5 B4/ TC 139.449  114.066 21 1396 133.302  149.519 10 2 069
REZ5HN 0.471 0.500 0 1 0.481 0. 500 0 1
RERMIE 0.475 0.500 0 1 0.483 0.500 0 1
BEERERE 0.190 0.393 0 1 0.128 0.334 0 1
RES5RH 0.053 0.225 0 1 0.091 0.288 0 1
RESSHM 0. 008 0. 087 0 1 0.091 0.298 0 1
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[£5] Bs Vs &3

Vol,
[ Val,
Var,

Hep i@ re,i=1, N X8 —RI S5/ H
3B 45 ) A B R i, EL & N Age, \Pri, Gro, \Tak, Res,
Pro, .Cam, Cit, }1 Typ, v A EFFE R E;a HTE
R REET ;B N TEM MR e ARED,

A B 5T R ¥ 8 R D ek # A7 BB 447, R3
Gl (DRXWEBRSER, (DF ., G)FMG)I{UEE
MRMEOBRYETRES AT RHATEE, (2) 5], (4)
FIFI(6) B A & FB 4 H 2 i, B 3 AT AL, EEMA
BFl RS, SR A HLA (R B B a0 TR
BRI &5 R\ AR

F3M ) FEREW, Stall RE HN0.622,p<
0.010, KHIFHIES 5L ENR A AHBE TS
BIEBEERTEWHER,  EREFALE/ P LIEH
B PR sE E E H62.2% . H, 18 3| 3 3iF , Bp B
BRI MEOBESRAEBENERZW,

RIVGEPNEUHNBSO RN M
Table 3 Effects of Celebrity Endorsement on Online WOM

Vol Val Var
(1) (2) (4) (5) (6)
G 0.575***  0.622°"" 0.018""* - 0.001 0.100***  0.133°"
a
(0.091) (0.078) (0.005) (0.004) (0.010) (0.009)
0.954 """ -0.018*"" 0.060°"*
Age
(0.021) (0.001) (0.003)
Pri 0.137°* 0.022* -0.012"*"*
(0.026) (0.001) (0.003)
0.110°** 0.003** - 0.010***
Gro
(0.031) (0.002) (0.004)
0.419°** 0.014*** -0.012**
Tak
(0.033) (0.002) (0. 004)
. 0.072 0. 002 -0.012**
£5
(0.046) (0.002) (0. 005)
p 0.767 " 0. 009 -0.034
" (0.284) (0.015) (0.033)
_ - 0.106 0. 005 0.019
Cam
(0.287) (0.015) (0.034)
N—— 6.454%  2.302°** 1.666°* 1.570*** 0.431°**  0.367°*
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Table 4 Average Treatment Effects of Celebrity Endorsement on Online WOM

Vol Val Var

ygﬁﬂ R ol qlzﬁg R o qlgﬁﬂ WER
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A Loud But Harsh Voice:

The Impact of Celebrity Endorsement on Online WOM
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Abstract ; In the internet plus era, celebrity endorsement and online word-of-mouth( WOM ) are both key elements in modem

marketing communications. On intemet platforms such as e-commerce websites and social media, it's a common practice for
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companies to use celebrity endorsement to improve online WOM when carrying out interactive marketing activities. However, ex-
tant research has mainly focused on the underlying mechanism of celebrity endorsement and its impact on product sales and corpo-
rate value, instead of focusing on the role that celebrity endorsement plays in online interactive marketing.

Our research investigates the impact of celebrity endorsement on online WOM. Specifically, we explored how celebrity en-
dorsement would affect the three dimensions of online WOM including volume, valence and variance. Firstly, we used our self-
developed web crawler program to collect objective data of more than 6 000 restaurants in Beijing and Shanghai during January,
2018 on Dianping. com. Then, to solve the potential endogenous problem, we adopted the method of propensity score matching to
effectively match samples of restaurants with and without celebrity endorsement. Last, we built regression models to systematical-
ly study the empirical relationships between celebrity endorsement and online WOM.

The results show that celebrity endorsement has significant impacts on online WOM from three dimensions (including vol-
ume, valence and variance) : (DWOM volume ; Celebrity endorsement has a positive impact on WOM volume, and can signifi-
cantly increase the number of consumers’ online reviews. (Z2)WOM valence: Celebrity endorsement has no significant impact on
the overall WOM valence, but it has a negative impact on specific types of WOM valence, such as taste, environment and serv-
ice. (3WOM variance; Celebrity endorsement has a positive impact on WOM variance, and can significantly enlarge the discrep-
ancies among consumers’ online reviews.

In summary, our study about the impact of celebrity endorsement on online WOM has proved the phenomenon of “a loud but
harsh voice”. These findings may help people better understand the important role of celebrity endorsement in online interactive
marketing activities, and also provide managerial guidance for companies’ online interactive marketing management practices. On
the one hand, celebrity endorsement can increase the volume of online WOM, and may thus increase consumers’ awareness of the
product. On the other hand, celebrity endorsement may reduce WOM valence and increase WOM variance, which may damage
the product’s reputation. Therefore, when using celebrity endorsement to trigger online WOM, companies should meditate the
trade-off between WOM volume and WOM valence. Companies should fully consider the interactive marketing goals of their prod-
ucts, so as to maximize the effect of celebrity endorsement.

Keywords ; celebrity endorsement ; online WOM ; WOM volume ; WOM valence ; WOM variance
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