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1947 (67.857% ) Z Ui EFE TR FRE T {5 B HEW
BRBRTFRFFESHTBREFEHN—IER. 4]
HEANBETFREFFERFREMEN, BE X
Wi R BT SRR s T AL R R EF G IFIRKEHA
BRENERAE, AEEWNBARETEN AL,
HEUAZRTERS E-SHZEEE BRRAHR
BARTP & LR BB AR 2B 5, P et L
B, FUMHZEEFE ENIPRE - EBEL
WM . B, R UTE TR, PFIE B E W, BP A E
B PR A HERE. B, S56KRA . BT
HHEFER L ERERS THIHEKTG, B
B PR R R T B X R A R
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FREEENFEENL2EHES X M EEAT
HEEREE . 2EHIFHERTREN T EHNRE
BES AR BTSSR XA TR A iR
AeEmEMELAREHEN . FEAEL
EAETEWE 2 U5 F NN BT i %5 F 6 8 PEIR X
b e, B R Bt — R A R AT 2 O 0 B9 PR, B
it ) B 325 R I 5k P R B0 4F & 5 AR B 7E 0T
WA, EIPRAFFHREERE D, ZEARN
BR 2 AR5 b — S0 K O Rl IR B B — SR R IR
Sh R TFRSFE LRI E MR, BARHA ™ &
BIERT, TR SR BRI — R AR, AL
RRRSHFEN. Bk, B FRFFEFLNERSR
ERERTHXBEERFE, BHBEXNFCHBRAA
AR THZREES,

7 B R AR 0 BB EUE T ROk
EFEREERSERHREFRPEINGEEZME
RPCEBE , R, BUFANBR T M —
SR WIEE A B EMBE SRS P SCES, A
ZHEAEFEMITFR BRI ATERFL. BTHF
& B PRSI 250 A 7 & B O i R R B, T 3T R
RFEFHFLEEZRTHMEAF, FALYP R
FRAEEEART. B, B TFRSEEFRNE
BHXHER THEETE G 8L, HiF%EXF
WHBRNAAER THZEERFE.

Q) FERMAMN 2w

{5 B2t 2 T A B 5 B B XA 1, 48 IF IR
# [ B 72 AR AR A0 TH R P O R — R
S DR — R E R T R BN 2
RETHFTESHLERTGIFRMER, XU
FEXANE T ST & 80P A IE A R E AP
tr, M ZEEFERITFREN RREFHRERN
AREMHE—T. B, B FHFFESHEKF
ALk, B FRESFEFLRNELE, FEBAE
PSR o

(4) BLIEE

B HLE SRR T AA1AT B A B LA T fRe i X 4
FHREQDIERILHS . HHEECHETA
franer FILF B x5 A DA SR SR A e, N
AR EE BN AR E R B 1T 8 S I R A R
MEESHMAT N . Bit, a4 BEMAR
i, AMREFRERAFLCHIIPAE N
et A 2

MEHESIHE TANFREE LM IR REET
HREASMER, A AAMAEF=EHEXN AT
R B — R T o TR S HLE B R AR R
FERAWRRETFHEE, AVERNEAERAD
R 7 il B VR B8 R LAY - b A G I O SR
THEE RA—-TSERERL. EXNZHEHXGTU
WA R, Ko ZNEERTHFTELMITFR
MEHEATHHMERERE-DASEEL,HFH
IR ZA R X 2 00 T 205 & N SRR ik
FEE(RANRRAES) R FLHE —EEE

s, BATBRBCARKSE, RERERAgK
REACEME IR P RBERNEFHROTE, HFER
EREHTDENLBHBEBLH TN, %
WEAN, BTHAANRMEEURE LI AREY
W RER MIFRTHTFSHHNMEKR, FRR
ARRAA M. B, 875 F 680 FieER
1] i At 3 AL I3 A, 432 AR & PP S 5 i [
THOESNPER, & TR FFEIFRNERNSE R
HRETHEERTEE
34 RS RENMAIMS ORI EI T
FIGHBELEROI T REE &6 L&
5L B R SR o i E Al - AR R &
R, i X H g R AT O SR RS B A PR A
FEERMMBAAEAGEOERZANEARER,
HSXMAHEBHRRRERREE B, BAT HIE
FE R TIN 2 B A RSB, Wik T AW R T
AR BB

4 G

(DBREGR

AW 5T T ELMAE B, M i 4% B 42 I o0 B A2 P
MHEATF G GH AEEE, KW B8R
Wk, @dN T REMIEHDB  MEFRHFFEE
SHTBEFENERRELETNHFENE FH
BEBMA R ERRETREEN R, B
T4it.

MNNGHRER BTHFTFESHZRETFE
EVFRHE FRRBIRE.FEHMEIIITEA
5, HXEERBEWHBENETOMRORNA
FtE. BTRFSFEURSRS REHBERNE N
THBRERELZLEES, FLEEESL, AXH A
ERRE BFRSFFENETFHOMBNAMERE
o HERZHEEFGHRAANRERBRANRMIE
W, AEHRE EARF AL, R — A ERS
A B O PRSI B9 L U S AE R R FIR, T T
AEPrEEENERWE. Fl, HEXEKFEFEL
WIEMEARESHREZ MM XA REER, HIF
BRAEENEM A LARRTETHFFANES
R, Bk, #ZEEFEFRMKRBRTEEE
LT O R AEER,

MNP LHER BTHFTFESHXBREFE
FEFER IR PR KK IR B L E B A e
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AW, HRERFERIFEE N EZEIE, W
TS FERFRSARLEFL SRRV
MAS BHETRPEAZHEARBHWATE
VIR 28 B 5 T i) 2% 5 2 8w X R A A A A
Wio ZUTERR, BTHFFERITFIRB NI, T
AR 5 B P8 A i 3 b0 A0 3%, B T A 52 4R 1A
FEWTFERNARAEER. RUTERR, HYT
HRBEFEE LR, B TFRSFE LFRHNE
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Table 3 Comparison between the Conclusions of Interview and Literature Analysis
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ROGERS'™ A 38 36 7 7T LA W33 56 28 A B B B
SR AT % BERI AT AR AR I RS 1 PP I8 2R
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SR PG LR PRE , e fT EA AT AR A X B — R
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CHEUNG 4 415 B HEW M 7 , Al P x5 B RO
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(5 B A 5k 15 B R Ak

R FAELE I B T30, WL HE o A R
PRER AR L B B VT AR LY W,
PETTRGEIA PR R

&M R 2 B O XS R, AT L& I
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WHBRAA AR TR &

3

BERRE OB MR HEER. Ht, 8 F5F
GFEMFEERS THIEKFEMERRE, H?
EMBEFEHFFENE FORRNEAEER, o
RERFTW, BT 85 FEHIFIRE N WAL,
REERFEHPEIEZ BN PFiIE. Bk, A5
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HILIE B S ) F D A 4 SF 98, T AL ZE R AR OF & 13T
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(2) BFFE TR
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g, AT LA B 4 32 2 PR AE B9 5 ma , M T 3
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The Influence of the eWOM Platforms’
Differences on Consumers’ Perceived Usefulness

YAN Qiang,MA Luyao, WU Shuang
School of Economics and Management , Beijing University of Posts and Telecommunications , Beijing 100876 , China

Abstract : With the continuous development and popularization of the Internet, online shopping has become a normal way of shop-
ping, and electronic word-of-mouth has become an important reference for modern consumers before they are to make the pur-
chase decisions. Yet, most of the researches on electronic word-of-mouth focus on e-commerce sites ,and few on the social media
platform. The rise of WeChat-business has promoted the development of online shopping in social media. Word of mouth in social
media is also increasingly becoming an important reference for consumers when making purchasing decisions. However, few re-
searchers have studied the differences of the impact of eWOM from different platforms on consumers’ perceptions.

Given this context, it is necessary to conduct a comparative study of electronic word of mouth on the e-commerce platform
and social media platform. Based on the ELM model and combined with the theory of usefulness, this study starts from the edge
path and the central path. By using the case study method, the study makes a semi-structured in-depth interview with 28 re-

"ow

spondents. Analyzing, extracting and condensing the interview data through three steps of “open coding” “ axial coding” “selec-
tive coding” , and then exploring the differences between the e-commerce platform and social media platform, and whether these
differences have an impact on the consumers’ perceived electronic word-of-mouth (eWOM) usefulness.

The results show that there are differences in the number of reviews, the source credibility of reviews, the platform function,
reviews' quality, and platform reviews’ openness etc. between the e-commerce platform and social media platform. Social media
plat form's reviews source credibility is higher than that of the e-commerce platform’s reviews source eredibility, and reviews lan-
guage is more vivid and meticulous than that of the e-commerce platform’s, but other aspects, such as number of reviews,
reviews' quality, reviews' openness, etc., are weaker than that of the e-commerce platform's. The type of reviews don't affect
consumers' perceived electronic word-of-mouth (eWOM) usefulness; and the number of reviews, the source credibility of reviews
and platform function affect consumers’ perceived electronic word-of-mouth ( eWOM) usefulness by the edge of the path; reviews
language style, reviews’ quality, reviews two-sidedness, reviews motivation attribution affect consumers’ perceived electronic
word-of-mouth (eWOM) usefulness by the central path.

This study enriches the literature on the field of electronic word-of-mouth and perceived usefulness in the e-commerce plat-
form and social media platform, and provides a new argument for the comparative study of electronic word-of-mouth between the
e-commerce platform and social media platform. In addition, this study also provides some references for social e-commerce prac-
titioners, which has guiding significance to practice and theory.

Keywords : e-commerce platform; social media platform; electronic word-of-mouth (eWOM ) ; perceived usefulness; case

study

Received Date: July 7%, 2017 Accepted Date; January 25" , 2018
Funded Project:Supported by the Humanities and Social Sciences of Ministry of Education Planning Fund( 16 YJA630063 )
Biography : YAN Qiang ,doctor in science, is a professor in the School of Economics and Manag at Beijing University of Posts and Telecom-

munications, His research interests cover network behavior analysis, telecom operation management and e-commerce security management. His rep-
resentative paper titled “E-WOM from e-commerce websites and social media:which will consumers adopt?” was published in the Electronic Com-
merce Research and Applications( Volume 17, 2016 ). E-mail;yan@ bupt. edu. en

MA Luyao is a master degree candidate in the School of Economics and Management at Beijing University of Posts and Telecommunications. Her re-
search interest focuses on consumer behavior analysis. E-mail;15501007291@ 163. com

WU Shuang is a Ph. D candidate in the School of Economics and Management at Beijing University of Posts and Telecommunications. His research

interests include network behavior analysis and telecom operation management. E-mail ; ws@ bupt. edu. cn O



	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12

