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Tab.1 Variables used in the analysis

AR

AR Variables iR Description

)5 b~ A 48T 19 LA 30

Page views The page views of a restaurant webpage in the previous month
US| TH D W T B R T8 1 BUATE

Taste The overall consumer rating of food quality

E78:7 ER €2 PIK IR 7R AN SENAR

Environment The overall consumer rating of environment

55 TH D W4T IR 55 B4 AT 43

Service The overall consumer rating of service

ATEUE

Review Number

TH D X T VA B

The number of consumer text of comments on a restaurant

VE R IT 048 BEFR B, T i 25 1 I 2R B R B S R
Rank The star rating given by Dianping. com, as a popularity index
Pl B TH 5 B B AT I BB

Picture Number The number of consumer uploading picture of a restaurant
Clxi U AP0 A%
Price The average cost of each dinner

*2 BEEMRTENHERBRESH

Tab.2 Descriptive statistics of the dependent and explanatory variables

= faray
LER Y

At TR BRME fe/ME ¥fH bRt 22
Variables Number Max Min Mean Std deviation

WY Page views 396 4993 10 614. 65 770. 728
LRI Taste 396 40 0 15.95 6.515
5% Environment 396 40 0 19.77 5.930
fIR45 Service 396 40 0 19. 14 6. 405
PHEHL Review number 396 75 0 8.73 9.79
E A Picture 396 1270 0 76. 87 118. 382
i Price 396 584 1 48.9 54. 66
L5555 9% Rank 396 5.0 2.0 3.80 0. 625

3.2 BRRABaR

I BB P DA S 1 G i 4 F90 T 2560550 DR, AR SO0 ARG 7 2
JT VU IR AT R TR RN 8 ) A BB A5 (2 T 7 Al O 4 5 5 12
PyuRiE PRI S5 2 0 B A TR B 9 3 N JEAR I 3R X 2 48 O KA 42

@ http://www. dianping. com/aboutus.
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Tab.3 Regression results

- Frif B LG i i
= Standardized ~ Collinearity statistics ! IKE
Variables coelieient rolermee vip ¢ veue Sie
11 Taste 0.304 0. 464 2,157 7.464 0.000 "
FhEE Environment 0.058 0.296 3.384  1.148 0.252
fle4% Service 0.102 0.291 3.442 1.976 0.049 **
PHEEL Review num 0.381 0.595 1.681 10.625 0.000 **
[} Picture 0.182 0. 603 1.659  5.091 0.000 ***
ABJM Expense 0.194 0. 842 1.187  6.418 0.000 **
A Y Rank 0.175 0.529 1.890  4.603 0.000 ***
R?; 0.703 PR R?. 0.697 F{&: 130.961 *
R-squared Adjusted R-squared F-value
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The Impact of Electronic Word-of-mouth on the Online Page View of Restaurants

PANG Lu, LI Junyi
(College of Tourism & Environment, Shaanxi Normal University, Xi’ an 710062, China )

Abstract; The development of web 2.0 and use-generated content have changed the way of people
seeking, reading and sharing information. Online information is an important source for consumers.
Electronic word-of-mouth, as a result of traditional word-of-mouth development in the Internet era, has
gradually become the main way of seeking information, reviewing products or service and decision-making
for consumers. At present, the third-party of consumer advice websites are increasing rapidly, which
have collected a huge number of information about various products or service and cause the effect of
electronic word-of-mouth. The wealth of information available has created a poverty of attention and a
need to allocate that attention efficiently across the abundance of information sources. However, there is
little research on evaluating and measuring the effect of electronic word-of-mouth in China. Therefore,
this study aims to find out what the impact of online consumer reviews and editor reviews on the online
page views of restaurants is and what elements should be used to construct the websites to attract online
consumers to visit the webpage of restaurant are. Meanwhile, the data used in this paper were retrieved
from Dianping. com, which is one of the leading consumer advices website in China, and a linear
regression analysis was used to investigate the relationship between independent variables and a dependent
variable. The conclusion shows that; firstly, both online consumer reviews and editor reviews have a
significantly impact on increasing online page views to restaurants. Compared to the editor reviews, the
effect of online consumer reviews is more powerful in improving the volume of restaurant webpage. On the
other hand, the editor reviews are increasingly important which means that the consumer advices website
is inclined to be more and more objective and are perceived to be more credible than before. Secondly,
there are three factors of online reviews created by consumers to have vital influence on attracting
consumer to visit the webpage of restaurants. The number of online consumer reviews is put in the first
place by consumer in search of a restaurant webpage, in other words, the more online consumer reviews
are created by consumers on a restaurant, the more consumers are attracted to visit the webpage of this
restaurant. And the other two factors are expense and pictures of restaurant produced by consumer. The
pictures taken by consumer should not be ignored by restaurants’ managers any more because pictures not
only transform intangible meal experience to “tangible” experience, but also save consumers’ time of
seeking information online and enhance consuments’ trust of the products of restaurants. In addition, on
the three basic factors of restaurant experience, the taste of food was identified as being of great
importance in attracting the attention of online restaurant hunters, but the environment was less effective
for drawing consumers’ attention or increasing consumers’ visitation to the webpage of restaurants. At
the end of this study, the author provides some useful advices for the consumer advices websites and
hospitality and tourism companies, and concludes the limitation of this research.

Keywords : electronic word-of-mouth; consumer reviews; page views
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