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Abstract

User-Generated Content (UGC) is an important characteristic of social media, which
advances the development of study of online information processing. Based on Uses and
Gratifications Theory, this study investigates the factors that influence customers’ evaluation
of products on social media. We extracted data from an online e-commerce platform (i.e.,
JD.com). This study found that user’s evaluation of product is determined by their using
experiences of the product, user satisfaction and online social influence (i.e., other users’
comments on the product). In addition, the time period between comment and launch date of
the product, the comment time (i.e., morning, afternoon, and evening), and user’ geographical
location also contribute to their evaluation of the product. Moreover, the relationship between
these factors and the users’ evaluation is conditional to the product type. The relationship
between the factors of the users’ evaluation is significant for the search goods while
insignificant for the experience goods.
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SN ) (Nelson, 1974), HIPELC ORI N A MAEME AN 5T AU 15 B (Weathers et
al., 2007)0 WX R, HL1 R S5 PaE Al T P S S AR R R
AR T ORARGEAT AR R, AR FH P T I S5 RS H A BRI

SR, AEERHLP QIR ™ i AR A S T i tERR . AWFFTEL “HLf
25 PR B, DA TS e P W ERIEAEZE, R0 At e ) 2 2 A
=, BIPAREITR), FoRieE . R, ALK B BPRFIE

Z. APE&EETARR

(—) BT RSFa PSR A S R

WE AR e 0 P 2 e A T RO R AR PERE 7S B, TP A IR
—EMIAEYE . BE—, TP T AA AR E A PFHY (Hu, Pavlou, & Zhang, 2006;
Wu & Huberman, 2010), B BEERES H O TR0 (BIArE S L sERTS
F) S . A1, Hu et al. 2006) &3, 5. VCD. DVDIH P50 &
BIRK s oA, Bl o AR MBI e v, Rl gy, T Rl 2B
%o B, PRI B I ] 5 08 2 (W & Huberman, 2010). R
PPN A 22 A, AR I P ) TR S A BRI R A . 5B
=, MRS EER M TR BRI (BERE, 2010), GRKE
PRI PP A R R BT (RIS 250 ) Wz oe—A4~ “Jk
FRET o APPSR B S G RR ARG . 2 BT A
AR, el 7y 22 Rl AR 2 PR A B m M TR LA M i ) 41 5 (Sun, 2012; Martin,
Barron, and Norton, 2007).

PR I P RS 2 5, ATRAOY S PRI (search goods) Al
“UKISTPA (experience goods ) (Nelson, 1974),  “HHZIp=4L" | BT P22
WA E BRI EARS AR e e RIS ™5 AR5, B
FURHRAESS B R T3 — e 106 2567 68 I TR I S SR =
(Klein, 1998; Nelson, 1974), 41, FHL. &k, KAFEET @RI 5 ikl
JEMER . RIS WE T “IRIEHL ™" (Zeithaml, 1988), AHFFTIEH, /™
FAUZNT (moderate ) =LA 5 FH FIESE PSR 2 (A 9C & (Sundaram & Webster,
1999; Bone, 1995), AT “MZRIA™5" W, AR5 PR
EEICAHL T R RS KA A S L3 (Park & Lee, 2009)
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=. BiCIERSHRRIZ

S HEEC U RAERE TR A, AP B 5
RHECEOR, RG] UL o Katz, BlumlerfliGurevitch (1974: 20 ) %}
F SR I T Tl TR AN D EE K, WOk T
WHIRA AR IR, X — SR T AR, Wik 7Rk
(R DA SR . 7 iRl K BT S iR BRSO —— “fhe
ALDELRIR” Tk o CEEARIEACRIET o IR L BT . U
27 M CHARERT .

S T S S B W AR OB RN, R AR AR IO S il 2
TP RIMBEERE SR D EERS R (Chua, Goh, & Lee, 2012), FHH SEifEe g &
(Chen, 2011) AMFFTHLEAE F 5 FRICH e 217 RN . 75 LRI AR
EFEH, PR M2 AR I . 5ot P 5 K 2 2A
KPP P T Eaald oM n” , 1z oM B TRk
P Aemy CHARER" o CAMRER, A S5 PRk i e 2 1A
KR (Wiebe, Bruce, & O'Hara, 1999) A5,  “HIPIHN” X—ES I
PO 7S R BE RIS TERE ( generalizability ) o

AW T S R BCAESL, BRI O Rl i %S (using
experience ) QUATSENA [ T 0R0Y. BEAN, PR TP DDREFSRIOME . A2
(B “FExziemn” 2R = S B S e A %, B, AU T =
WA 2R, B AR Rl S 2 RS R EW; (explanatory power ) o HAROR
i, ARFFELARFR S MG, BB T e P I R B R 2, B
FIRFTEL. FPRORE SRaiAe . #hagseim, DARHIDP B SRE (s s) .

(—) Pl R R

A SWEIeIN, AR Ay S — A EELE . AR
I TALE — DB R (Dimmick, 2002: 31). £F [l 2 B/ -e By, P FH 4
WA AT T FZ AR O K AT O (Dimmick, 2002; Lo & Leung, 2009), 3857 |,
P2 IR TE e PR A4 2 . SO B2 L, PO P et il
AR S HAAEHZ =R T e AN, BT A B FH S0 5 A R4 (R ubin,
1984), J P TISRESGEATOIN ADRG, T >J1000E, TPz 28 oAy
HiR o Li5Hiee(2008) & B P FIF= S0 RS, AR o HAR e 61 A
AT, $=RHPMEi:
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ket s BB FHP S OB RLE R0 52m T b4

(=) Tk

WFFER I, PO Pt PR PP B T2 ok T A 35 SR AT e R o i S5
JEEGIY, PN A e BT A H B TR DA SRR KA R AR BE
o PRIt ey, RE St R 2 T e R I, X oAk P A
BINAE R, Rk 1o TP TR ERRE . TP 3 eIN A IE e
M IRFE , ST P I DDRE TS RAT RN TR, TP A sk ] e e ;
i P LGN A T A e MR IE ol B M SRR, SR T P I DRI AR AT
FIE, HEAREARE, TP st aeice . Tk, JEHUCME
K :

2 Ao TP TSRO R AR R e TP

(=) #hz852hm

PP P2 PP I R AR A2 2 L1 7 551 5 R AU T s . it 2252
Wi, AAHFESI NI AR PN =i vrsy, BAb P ve il s, Hth
P PREHO TG R, HAD T O = i R R B Mo

S S PO i ELAE VY . FLF R S50, DURGET . A50F 5 32
KPS ETREE A, HaXECmuhnm ¥ N A S S ™ 5, 645 1 5 m
PP RSO ™ FL SRR S A ARG, PP BRI R, T T e
BAEARLEIE IS . B BB, TR, PR i pP A 52 B 2t A8 X R Ve
mi, BUfEdE “m28E MBI (voters’  paradox ) 7 (Garman & Kamien, 1968), L&
=, e S AR HEEEATRIEAT (Wa & Hubermn, 2010; Godes &
Silva, 2006) o FF TSI ATER, SRR BB A PAN (Dichter, 1966;
Hennig—Thurau, Gwinner, Walsh, & Gremler, 2004; Sundaram & Webster, 1999),
ifi, AERTI P T R mmy, e B AR AT RR A 45 HERAR PP . 2611,
AHFFEARRPA Mk

fBige3: HAB TP =i oy DA s 7 R PO TS = i PR o

Petty 5jCacioppo (1986)f5H, fE—@E &Mk T, AR &SR B RAIH
B E DAL (central route ) o FUAIME, FEICABE AT 1, P HUSE
TR T A BB (Metzger, 2007)o = BRI PES BA BRI B ), oo
i OB . ATRERY . BRI . RS ERARN, iRBTR H ee WAR R
(Lee, Park, & Han, 2008), FJTEMEE(E TR AY— N EHT bRk, 5 3
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AT A BN 25 D3 R (Hu, Bose, Koh & Liu, 2012; Lee et al., 2008), R P3EiE
R N, TR B PR, TR W P s A AR . BT
e, A7 Mk

fcided s FA ] PE R AT S E s 7P Os PR A

PG TR 5B — A TS A, B SCRZRIL S AR (Hu et al., 2012
Lee et al, 2008), AR, AMEMSE SIS HER A 2210
KN FA (Wiebe, 2000; Wiebe, Bruce, & O'Hara, 1999), [Afii, TSGR S 17
P T SR EE A 5 1A AL B P S e B R TP T 5 5 R TP
e, IIMZ T P Ol REAN P72 AR 500 (Chevalier & Mayzlin, 2006; Dichter, 1966;
Hennig Thurau et al., 2004), Wu and Huberman (2010)lIF&H! P i kS
Z TP ARASCOS,  S i H  % gt 22 R T, = S0 P TR A T A
FOUMTANT . T, SR MRk

g5 : A P PRer B A D s2ii 1 F =i AT

TESCARSI AT, HA T PP AT S 2 i R et 2 5200 24 BT F P = i PP
—NEERAN R (Hu & Liu, 2004; Shi & Chang, 2006), Hu and Liu (2004)fgH, HI/
AR RREA IR, — R MW EYERE (Bl TR ) 5 —&2
(AR MBSPERAIE (a0 “E SRttt ZEAERGE, [HABEER) .

P e SO —FHE, WIHZEHES TR N TIRAIEIS, TIP3 &)
FROERE PTRE 2 5 PO — B0 4 N S RHIE, th rTRRZ MM A TR (AN
B WRHIE, XEEHIP OB, XA e, 8 T7aE R, W
o T T A DhRE TR e R B, HURT USRI 01T PR 7t B 2% (Hu &
Liu, 2004), QIRMPIFARIERAFIE, IE20% 0 et il g2 e P4
SN

N, PR R AR R A A T e CiE/ ), AHAR O R E: “H]

&

ORI CEPAR) SRR E” fED S H =i Akt 2 —, X EERALT
LA PR o —2 A I FORPRHE ROl 2 rh e, B RS B, IS

BRI ESCAK ;. e RS R P IE S BURE AT 1, AT R 45 i i
fik, AFRMA IS TR R e anaiHI A Ra TR RSN, 13
PR ZET , XFERY R A D00, EE R P A X R R AaE, T
VAT, B, AT s Zhago samitiak , RHEI P 52 B mi . 25 BT
A, AT PR SRIE” , AR SRR M RIE” (5
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A1 EibhEE

=. HR7HESNE

(—) H

T 28 =5 i it A 7 3 & W EdE . SURFE (JD.com ) SR K
MEE LA 201045, FURERT R B SONB5E 1 AR 45 45 1
Mo T, SR IRARE AT — B A B b S PR 7 55 P R A . AT 5T
KRB 2010451 H MFUZRRIE (JD.com ) _EAMELiPhoned FAL ( LAF ik
“iPhone4” ) Fl “IEELI (NOKIA ) BL — 5CEERHL FALRM” (UL NRER “F
LA™ ) PP EdRE . iPhone4 ¥ P ELH 445245, FHLFRIBAIITIEEL
Hohs4245%, BdRtus % (BESIRA, S TrRAE) |« TP
AL TP RTET . PP vro (543 495, 345, 243, 143 ) A2 s
ASERIPAT . SEHLOS . e H AL H 9,

PEIEA ZRE . —REdER R, FEEE, WO RGT R B
TR BTG B IIAIESE B, s TP SERRReA TR e
WS A" o T R CRERLOET =B, WA BRI X N A AT
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SCARTE SCE RIS S 4T o
iPhonedfE M4 b A5 BF/R, P {5 B8 & ] DU H BT A G 580 G
T, Wi, AFUKiPhonedE X oh “HEA™ " o FHHMFMEZAE, TS
ZEARSFE, FP U T M RS BARMER A= Lo, I sipst, o
T AR5 2 )5 REFIRT I —Rh TR e . Hifn, ABF5TR T
BURLME SCA RIS
(=) W&
“HLP 2o R b oy Rl b o AR A 7 a5 1
&% YRS, SIS, 1 ARy . HH, 1, 2 @ T PR A &
PP A 3 R PN i g her” B R
K%% PP i s 40 5 RIS 2 es 7“4, BIUHPH
PP B o
“H P S IR R BdES R I SRR A SRR R TR 2
DSl
“PHEHIEE” 12 1] B AATE S AU SO S IR B, e it
T W FIAMEARE, YA TAIER TR, AN ZA TP IRHIE(Hu & Liu,
2004) o ABFFTHIENS005&0EE, St A T4k, &I T EHLSCAR IS 1 1 E AR A1
65% /A7 o
PR TR R AR R TR S A S RIET 5 PHE
TR ARBURIE . 5 T IS S s aE, W) F PR A5 ™ i R
" R AT PRHeASE =R iE, e SR Mo R IE” (B0, 4
T BOIE, BRI A EHES BON, IBEERE A -1, SR,
PR MRS IR AT, F5 R RIE D, B 2 P A5 sk AR
FEfcEr s M AR MR TR, TR 0, B R R
RMEEEEE; YR PR AR 4 R v, Fookitie -1, Bl e A5
*H@ﬁ&?ﬂﬂﬁ&o
SRR SRRSO T PRI B A EIR A AL (Hu et al,, 2012) %3
TV PE R B TR S R, AT R TR B R
“Hsh i 4EbR" (Smith & Senter, 1967)ACMIE A[BEME, SR, B
Z ARk, ARSI T, . WIS E s it s, B NS
BT, PIEES BARINE, PRARE, MELUHRE . W E . Wi, ATTEE
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WHRE (EIFH80 fEN ATt s,

“IH YIRS R SCARTIB A . Hu et al. (2012)DATE R BONEE . Abf
FUF IR OSTH M B T A — S IUIB I 2. ROSTHA-BEE AL T4
TR, R SRR ISR E, ARER IS A, FIRX B E T |
ST K RS FR R, THEHIHCIIE R 8. A BOE, R I i)
AT B, MR RS IR A 0 . S B4R, RBIT
SRR A ZEAE E TR EEER I 70000k, 1002 Bl FZ A 2E TR AR
(Shen et al., 2009a; Shen et al., 2009b; Z£L, 2010; FHFHE, 2010), ABFFEEIEPIAL A
/NG, B 005 8 2 DI T N To0AT . K5 R SROS T 45
FAACESS, KRR OSTHRAMI EMZ V- A7E70%0A L,

AN, AR P E B 2250 . P FrE X . P G A PR O R
(R PEAGEE B TR AR AR & < L ERYG” I 2s DAl
By TR, ARFSE “FSRERIX” 355 X s X R s
O ) At 11373 7 e N N 1/ 107 < =SB 72 EF2 Al ol
IR S PPeIn TR 5 it A I TR 2 28, AR B

. ARER

(—) BURHR

KU PR . FrE X Fe AT R o WHRATRLE R, K
LR PN ik E o fEiPhone4f42315 Fl i, WM s b BAFe 5n
97.8%, M EEFIRARAOTEIC B0 5 0.9%A111.4% 5 AEFHLHE BAI534145 ] ok
B, R IR EE AR 98.6%,  “HIRET A1 “ZEIET (IR EUY Bl 1.2%
F10.2% X S IEHTHFFCH A IARRF——F P i) T ARt IE T PP (Godes &
Silva, 2006; Wu & Huberman, 2010).

K POy R TR R AR . FTTERIX . PPEIN (A
iPhone4 FHLHL
N % N %
FH Py
=4 37 0.9% 66 1.2%
s 58 1.4% 11 0.2%
] 4136 97.8% 5264 98.6%
F BN TS SR R
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A 37 0.9% 157 2.9%
s 3708 87.6% 3976 74.4%
& 486 11.5% 1208 22.6%
PR IX
IR 3704 87.5% 4626 86.6%
RS 210 5.0% 415 7.8%
(LR 238 5.6% 300 5.6%
TRIAE 79 1.9%
PRV A]
W= 119 2.8% 139 2.6%
FF 1334 31.5% 1519 28.4%
BGE 1548 36.6% 1931 36.2%
i 1230 29.1% 1752 32.8%
JENE 4231 100.0% 5341 100.0%

2 yiPhone4 ) I 1o BHE A RIS 2R, WA RTRAE H, 725 B Tig
W, HPeE e 50y, Wk, MERIEE475/04, B/NE B,
R, AR R R o B3N HLH I TPy 43 B R (A1 Ak
2, HiPhoned NN, TALHRMAIE BHERIIIE SR A, 75 L PRE T4.555)
e, BT, NETEE, Radarn . MR LUEH, BIZERSIPEY
PR = K . HK, MG TiPhoned i, TALHL AT SR I 5
K, B2V BN S Bk ORI, &5 PP Aiiis o, FHLL
MR PN B U —— “4p” . “EZ9T BE T i Ll

&2 iPhonediEES
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El3 FNBhiTSIHES
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S RRERRE BT LBy B NS8T.6% F174.4%, e AR R T f
PHEEL, BT A4 TN 5 PR DhRe I 2B DU AAERE, T P4 Hm s A
Tz R TR R PR o R oR, TP B
TR, RS 2R T P EE R85 % A | o ARISHBIX IR A /KP4
wr, PR s, EIARE MR, HLRRim s, eIy (RIS
PSP T PPREeI A AL, R, B MR RS E
T, Hh=mA

(=) TPV R s2mm bRl 2

AHF5E K TE AR (Logistic Regression Model ) #5571 S LA
AR (OATas RN &R2) o RN (BliPhoned ) M “fREGI ™ 5"
CENFHLR M ) PIANEERLIA 2% ( —2LLiPhone4 = 981.918, p < .01; —2LL AL =
729.026, p < .001) , AIPAAKAEX A, AR RAT30iR T IR “FH

mPET

2 NP Z e 45 R

iPhone4 FAHLHL IS
B (SE) Wald | OR B (SE) Wald OR
FH PP e eIk
B —7.159 0.847
CHED (11529) 0.386 (5.29%) 026
FH ki
i FIERF ] z(;’(gzgf) 0799 | 0.992 7(388%* 4735 0.993
R e R
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e
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e 0 0
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H SERIVAN
HAB 15 (2.293) 0.001 1.075 (0.024) 753 0.979
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H NAYNGIE S
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H AN
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x| 2410
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A AREBT L 0.012% 0.000
TECIE R TR (0.005) 4.905 1.012 (0.002) 001 1.000
T AEHIX
. 0.580 0.287
IR (1.022) 0.323 1.787 (0.600) 228 1.332
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ek (1.089) 3305 | 7.244 (0.700) 481 1.625
[l 0 0
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0.212 0.336
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—0.083 0.289
T4 0.432) 0.037 | 0.920 0.317) 832 1.336
[/ 0 0
2 P2 oeZ m A g5 5 (42)
iPhone4 FHLHE
B (SE) Wald OR B (SE) Wald OR
RN s WL
e 5.239 —99.473%Kk*
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. —-1.839 0.472
el (0.896) 4218 | 6.293 (0.000) . 1.603
rhzs (g'ggé) 1058 | 1.717 (107'0??05) 64675292.009
at 0 0
tR2 5
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HAth F o i = T RFE (2.490) 0279 | 0.269 (0.103) 1.566 0.877
i —-0.007 , , 0.009 ,
HoA PP 15 It ) 0.054) 0.016 | 0.993 (0.008) 1.374 1.009
H A —0.084 , —0.007
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| 24T
P HECM 5 (0.024) 0.002 | 0.999 0.273) 2.372 0.657
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Ve FTIORTR] (0.005) 2.087 | 0.993 (0.010) 15.059 1.041
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73 ((f)é}?s? 0.041 | 0.885 1%3‘9‘?2) 316.734 | 22942815.791
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4 5
b (0.690) 2.652 | 3.074 (0.000) . 91680524.270
(ERY 0 . . 0
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. —0.805 oo 1.537 _
wiR (1.027) 0.615 | 0.447 (1.376) 1.248 4.650
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M 0.321) 5301 | 0.477 0,974 005 1.071
fitf 0 : . 0
L2 P Z e A 45 5 (82)
iPhone4 FHLHLM
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—-2LL 978.918 729.026
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B, PR “PREET AHEST ‘I PR AEERS R FR20509%H152% (Wald = 4.246, p
<.05; Wald = 5.301, p <.05) o JJE b MR R F PP, 725 F
WS, “PEEEER ™ BT R]” — SRR, RO “RAR AT
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(RS TR B L sEma P or e ERE, TP T-iPhone4 iXAE1) “ I 22 7™
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al.,, 2004), AT, HMT PR LR sem, REGMAEE, —2 R T
SR AR, ARERI TR, B, P R s A
BT Ty, HEIReE . S— MR R T, “HAH ATy X
— AR EEXE R, BElEEAN, NRIATAERE, ZHI A5
FOER, AR TN 2 AT S Ut

PG T ARG P AS BABUR) (Hu et al., 2012), ABF7RAE, HMH S
) T B AT RBP4 i P s H AR T
W PEe it X 5RAMTTh “F e BEiAa 71, TIPSR T4
A" (Metzger, 2007) R BIAIE , 70 L+ R S5 Mkt iEs &, HAb P avie ot
OO AT A sk Se R 52 PR

S ENAE, AL, HA T PR iR Mo R IE s T
Mo WAL, LA S5 PAm HTPAES0H P S o P IN A EAE A 52 . Web2 0l
FHPH A 22 RSS2 AR A . “4h38” FFEF TR 55 B R 2IhRE,
EAE FH AR [F)— P2 i SCH PP, b, = A= R I S AR . T
PRI e e CEIanmr B P s T R B MR S ), I
{5 BACPRATR S A2 52, FoPAN XAl Redt— 2052 F S HERA T o 120
WU AT i S5 e < S RO IfRiAE . TP T S ey
FEE Al UM S ez S BT . SRR, TR S B 2 H A T P R A R
IR o X MR ST A M S I O P AR



EfRETER 2015.06 AT R/ R SR T 2 R AR

() WS e B e RS

A2 B AR TS . fH S e P e e 4
HPRE, T NIRRT MESREAINEH, e E BRI
JEZ3 Ao AT SR BT HL AR 55 M X — R Rt S AT 5, ASEUOGE
WA RAN, AL TR AT G RN . AR, TP T S vy
AR T 2™ il JE T P R R IR, ST HA AR R T P, 5452
XS i B TRR N RS, 5 16T S5 e BN I A S

AN, ARRFIEIE TS T S R B O B R E B S Ve o ASHT ST 4 SR
B, il P S B A TR AN A R EE 2 (LaR ose, Mastro, & Eastin,
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B [Notes]
TIRB E R 12k & 7 T http://www,jd.com/intro/about.aspx.
221 [ FLZR (57 Thttp://tech.cnr.cn/techzt/jdipo/jj/201404/t20140418_515322146.shtml.
ROST#EL - HBIE http://hi.baidu.com/ietynxalzidjoye/item/77fa3d392e5f8b6f7c034bae.
ROSTCMG6hR A1 BB http://hi.baidu.com/ietynxalzidjoye/item/77fa3d392e5f8b6f7c034bae.
HERE REHNE hitp://help.jd.com/help/question-57.html.
TUHMIBR A P 23 ¥http://tech.sina.com.cn/i/2010-06-28/11244358537 shtml.
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