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Irvine, CA

B 869 (* 690 &3 1703
PR R, £ o ra s
(W W W 4672022
4 photos @ 1 check-in

H4-3: 2|H0| M2ANS [SMO| 2|5 L8XM0 0|xl= Jst
2 2AStAIZ Zo|ct,

4, ek
4.1, HojE £
AA Aol rE S
£ alardg) tha Ans T4 95 e AL
opol Hlx} avsa} SR
el 4

= Yelp(www.yelp.com)
o

2591 5 2021). & Ao A A
SA517] 918) Yelpoll 4] u]at BIARA
Exfo] gk 22l 48R} 2RE %
%E}Ol g Ho| oA <78 2>9} o gH
©13} Python 7|4l 2}E3} ¢ A28 gz

Fsto] AFEFTE 1 2l glolEolA WA

Food is pretty good but a bit overly salted, hence need to drink a lot of water.
My daughter liked their onion pancake and it's crispy.

We came here for late lunch and we were seated right away.

(ag 2) 22121 2IF7 oAl
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%ol o] ¢lol= AN Rt go] EFEA g

RS AAY theom B Puol ¢ie] Hu

7k EREA G HRE AAYh HEHOZ B o

Tl A= 13,6367H el =gl Tt 109,73871 22hel
HE AMgstel 24 4T
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al, 2014). 7]& AFollA = 2kl
¥ pEvigor gH 5848 ZAFTH(Cao et al.,

2011; Hlee et al., 2019; Lee et al., 2017). Yelp Z=H0Z

=2 AN
o ulAEo] HAF YR} f8UA RS BE

'rroﬂ :‘TB}%% =

(# 2) 2|7 R84 R+ 22

93] LIWC(Linguistic Inquiry and
0 20155 ALgsiol Blsol Zakel 74 ©
]9} 71501E QlA)Ele] EAGITHHIee et al., 2019).
LIWCE olo] 2 @ EES GRHOR HASY]
A8 7= QA ch(Pennebaker et al., 2015). BIAE A
of e A, ANH W FEA T4 ase
LIWCe] 58 APz} u]wsto] 54 temele] o
o] H|&& vlgo g =43 4= 9t Penncbaker et al.,
2015). oof whg} 2 A= LIWCE ARE-sto] 2749
2l ZEl= a9y LM HE 74]*@&3}.
Pennebaker and Francis (1996)= 432 E3] #3292
Z LIWC7F 3784 9 742 89S andor 5
3

A3 4 gk 2L WAYE LIWC AHe] S54

=

)

O

2iF R34 FHEr L= HIS(%)
0 73,448 66.93
1 21,977 20.03
2 7,201 6.56
3 2,930 2.67
4 1,306 1.19
5 774 0.71
6 442 0.4
7 299 0.27
8 204 0.19
9 162 0.15
10~15 479 0.44
16~20 151 0.14
20~25 186 0.17
25~30 119 0.1
> 30 111 0.06
Total 109,789 100
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=2t 2|17

rtu

HIxol 210 AEIUO| 2|7 REFM DlXl= T

o gkl 44 vjrfe] 0 AR Ape)
YAE RAL TP cF ATH Bl
(Cohn et al., 2004; Hlee et al., 2019; Humphreys, 2010;
Topaloglu et al., 2017). LIWC= 155 AFAS 7|HES.
2 AAH g Higt Haeg AR dE 5

Goes et al. (2014)= LIWCE A}—g—?_)‘}fﬂ 2z}e] Ho
A 39 zwu

2 A= Ole Higo g2 2709] 2R Z'lz 2
A=A L 744 2ol et A5 4F=3t
LSM A= o33 -2 2712 gAIE 3l ALt
=3k AA, LIWCE AREslo] 9719] 7]50] 71| aL

2] 7—1*7—?01] gt Mg AL 24, 2 7HEaLe
H A& vlg 9= Ireland and Pennebaker (2010)7}

[ret A1 Fall A LSM H4-5 Alitstaick o
2 Sof, 7]350] 71e1e]2] “H| AHprepositions)’S
chga} 2ol Ak 4= 9l

LSMpypp =

2

1—[(Iprep, — prepgl)

+ (prep, + prepg + 0.0001)]

1714 prepiiz B4 2k 2liol A HAIA]
&2 UEH L, prepe= AA|AL 7He|aLe] W L A
e3olA HAAe) WSS Lehich ooz,
7} 2lHo] AA| LSM A4t 9719] 7])%50] 7e)aLe]
7_1 1—oﬂ I:H‘G}— 7Hlﬂﬂ LSM XJ/’\_,] .ﬁlﬁl—v__ E.OH Z]]A}QO—]
CHGonzales et al., 2010; Ireland & Pennebaker, 2010).
W Zhe|ate]of digt Ha=et ZA)| LSM H4=2] ¢
£ W= 004 140]2] g UEhdItk ol7]4] LsM
47} Sohe AS o] Akl fAbo] Arke A
< YERHATHGonzales et al., 2010).

71& Atoll wh=w, 2l dol7t 2l -84 &
n) 2= Aow el thBack et al,
2014; Hlee et al., 2019; Lee et al., 2017). T3} A=
t BAL YR 84800 9 vAE Aoz YE
Wh(Lee et al., 2017). E3L B Ato) k=2 g
o7} Zdgt glHe] £ 4o g/ F s g
8840 QS ulAE ACE ehgrhLee et al,
2017). Wb 2 Aol iS4 Uehps

WA el Zol, elf A7 WA 2liold) f84

Aol e

B30} By 48 BANSE ALH LuAS
(& 3) g7Hpo| ZA Ho|
W 28 ixa 2y gl Fuas
_ - Lee et al. (2017);
RII=] og_M JHeH g|E0| _Q_A-I E A2 ;X-I
DV 7 84 I 2ipel 784 &7 +2 53 Zhu et al. (2014)
SxiR TEx LWC AIME 7|Btez FA| Hojoll theh S8A Hoiel HIE=Z | Tausczk and Pennebaker
ST To= =X (2010); Yang et al. (2021)
N S LWC AFME 7|tz FA| Hojoll thsh 28X Holel Higz Pennebaker (2010);
Tom To= ES S| Yang et al. (2021)
Artg 7o o Ftlmalel 750 Fe B
MV 2|70 2N 2lF0{9| AZ|E H{X| Enc-’r £E Oo| H2E BN Hong et al. (2017)
2|5 Zo| JHE 2R Z3E T 2 SF Baek et al. (2014)
2|8 mg oA e YAERIO| MY HMoz =X Hiee et al. (2019)
cv 250 EF 2507 ZHSH 2|H0lIM B2 B 2 57 Lee et al. (2017)
B0t 2lps ROt XAE Bl 42 53 flong &1 el 20r7)
Lee et al. (2017)
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elholrt A4 o)

Wb H f8stehn Beksh) g 2 et
A

B QAT AHEIHE SR S84 7t
AHA}E(Count Data) FEE R ojsEal Q17] wjof 3o}
4 3] X (Poisson Estimation) -2 2-0]3H(Negative

Binomial Estimation) 5= ¥ o] & ¥t} <17 3>0] A

ghelet 5= 5ol Hiee] 229l 2R 7k W)
3 5 R HIEO] w2 IEAE FAIB G 0.741, &
Ab5527)7F EARE o ¢ Stk mhEA & A
71 B 8 R A AlRRE Aarste] Sold

2017; Yang et al., 2021; Zhu et
g AT o] e}l i -840 FFE vA=

201 2] 91 obd) meat go| BAMSE
Mgska S

Positive content=[5 + 1 Positive content; + [5, Negative
content; + 33LSM; + B4 Review length; + §s Average star
rating, + BeReviewer helpful;+ 3:Reviewer review count;
+ BsReviewer expertise;+ [So(Reviewer expertise; % Positive
content;) + Bio(Reviewer expertise; X Negative content;)

+ Bu(Reviewer expertise; X LSM; ) + €,

o714 Positive content=

content= R FE = [SML o|Aeld mjA

S ZEl =, Negative

Review length~= B 70|, Average star rating> 2|5

Hat BA, Reviewer helpful= B)H-0] B34, Reviewer

review count= ©]HF-0] 2|5 4=, Reviewer expertise=
2ol dede veEhdth i g 2 44 2R 54,
elfiole] B4 AR BYS el ek ©
Aare Upehic,

44

Distribution

1] T T

(ag 3) 2
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=20l 2|7 ZHI=9t Ao AEt0| 2|7 FEH0 0Xl= Y
(B 4 7|=8A 2M 2t
Ha o HEZWR} Z|AZ Z|CHZk
27 R4 0.741 2.351 0 116
2|8 Zo| 97.710 93535 0 1033
28 T Iy 3.047 0.838 1 5
2|50 EX4 265,741 3798577 0 182,600
2|F0f 27 75.621 346.921 1 14691
25 2HX 6.321 4745 0 89.110
LebSESRERES 1192 1845 0 52.940
LSM 0.725 0.142 0.002 0.962
2|70 2N 0.192 0.394 0 1
(B 5) A#aA 24 Znt
EH 1 2 3 4 6 7 8 9
1 2R 24 1
2 2|8 Zo| 0.169" 1
3 2l B = | -00227 | —0.1027 1
4 2|50 EE4 03517 | 0056 | -0.002 1
5 2l50] 2[5 0286 | 00817 | 00107 | 0864 1
6 I ZEx | 00737 | —03287 | 02537 | —0017" | -0.020" 1
7 B FEHIX -0005 | 00377 | —0.2227 | 00107 | —0.027" | -0.268"
8 LSM 01187 | 05427 | —00727 | 00397 | 0070 | -0450" | 0234
9 2|50| M2y 02717 | 0149 | 0064 | 01337 | 03217 | —0.0227 | 0018 1
Notes: “o{0.1, “X0.05, ~X0.001.
(H 6) CIE3MN A At
H VIF 1/VIF
28 28N 476 0.21
2|8 Zo| 4.35 0.23
215 gd 8- 1.65 0.61
2|50 EHS 1.45 0.69
2|50{ 2|84 143 0.70
25 2HIx 1.28 0.78
B FHX 1.12 0.89
LSM 1.11 0.90
= VIF 214
5. EM zin| gt AT S SR Aol A AREEE 22k}l
- dlolEle 7| Z2EALL At A 24 A= 24
51. 712&3 <I 4>9} <E 5>of AAFTE EF, W5 7F] B2
FERHAE gRls] flal theaAA AHE AR

2 Aol A= STATA 2235 AREShe] At
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o712, =&
(B 7) 808 3|12 ZAnt
B 2 oy 2 EEE =g 4
2|2 Zo| 0.004™ 0.003™ 0.002™ 0.002”
28 7 X -0.100™ -0075" -0.112™ -0.109™
2l50| EE4 0.000™ 0.000" 0.000™ 0.000™
2|50 2|54 00017 0.001™ 0.000™ 0.000™
FHx FeIx 00177 -0.023" —0.024™
B FEIx 0.003 0.023™ 0.030"
LSM 1.085 0.554" 0.653"
ER0 HMEA 11027 1.497"
N Fex X 250 M2y 0.005
BN FHIX X 2|H0 2N —0050"
LSM X 2|50{ H2A 04617
Log Likelihood —114402.08 —114062.80 —-111407.15 -111378.53
Pseudo R?2 0.068 0.070 0.092 0.092
P-value x? 0.000 0.000 0.000 0.000
Notes: 0.1, " {0.05, ™ £X0.001.
th <& 6> ZF W9 EAPYAA S(VIF, Variance e Aol A=A K2 p =0.017
Inflation Factor)2 X.o]Z2w 1.117} 4.76 Ato|] ZHS p<0.001; 8 =0.023, p<0.001; 8 =0.024, p<0.001)
Uetfal glen=g taAad A7 §las g2l a1, 22kl 2] g4 Fel== 2R 5840
3} 2= gl AR FRHZZ p =0.003, p>0.01; § =0.023, p<
2 Ao A ARFeE ATt 7Hd o] tfst A Aul= 0.001; 5 = 0.03, p<0.001)Z "]zt H|E HE2ofA 2
<3 71} At} 2Y 12 SAERT Z3s 7|2 1 g2l 2l Fe] B Fdlz= 2R 58400 vx=
dS el glon, wd 2= 22kl 2l FEl= S FYu|t AaE YERRR] o), Wk
(A Zel=e} A% Zd=)9} LSMo| 2|5 48 < 29 3, 49} AA|3 AiE UERY = I3
Ao v|x]= FFE B4 Aotk mE 32 g|{o] = A | A AAIRE 7 13 7HE 2=
AEAol glH f-840l vx= JFS st =it 7Hd Aol AeFA(LSM)o] 2F -840
), Bl 4= glfo] AEAFe 2dans glgick FAA Q] FFE vt 7Y ch v R R, 2
5, glfole] AEAo] gl SHl= ¢ Adof A gl 2-49] B Ao A= LSM g -840l 54
25 -84 7H] JFTAE 2-sk=A] ARE = ARl G722t p =1.085, p<0.001; 5 =0.554, p<0.001;
Ak B Aol A Aokst 7M1 229l 2 H-9 B =0.653, p<0.001)= VERJIL Qlou 2 7} 3= A
A4 Fel== gH -840 B FFE v A= Ak 4= o] AEAAL g 849
A3, 7Hd 2= HAA Zelz2E 25 840 34 o3k 25 =7 4-13F 74 4-2)9F LSM(71HA
Al FFe n|Hkar 7P FTE < 7>9] A Aut 4-3)9] 3 Al Aoletal 7HYskict HE 4
E SRl 2-4), 242 gHo] FA4% 2l o] B Av} glfo] AR 22l gHe #44
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a0l alg

rtu

HIxol 210 AEIUO| 2|7 REFM DlXl= T

ez} LSMo| 2|l -840l n|A]= F3F o5t UEAY WA - o] A8 HeFo] EAfjst=
Sh= ASR YERTE o] whef, 2lfo] MRS 7d-oll= 2| 2455 (Method of Least Squares) 2.t} T
22k}l 2ol A ez} g -84 7o ¢ A o8 oefA Qoo =4l 5, 2021). <3F
FHA A 2RI = FAHLE F-25HA] Gtk 8> 7Hgo] ohE thefst B4 7S H-8519S
=4 232 yERfar Qi Zobgal EYl 3R Y
52. 27114 A oA gHol AEAd 22k 2lHe 44 Se=
o] A52RE G FAHAS FEFE vH = AoR
2 Aol A AQkRE ZHA "41?'{ A7 A A e o2 Aoldt BE AlLo] ulakAL <F 7>
BE AT Sl 7ol BE 24 VIS A0t o rojz 3qEA Anel Bt AL Bole
4 o 24 b} QA ek Bl G ik w2 AN Aloket Ay e] By
olF #f3l 7MAR diolE E4& Hell AREE £ neo) pasice A2e Y & 9ot
o}<4(Poisson), %H1}9) 3Eo}E(Zero-inflate Poisson), %
1}6) 2-0]3HZero-inflate Negative Binomial) 3|54
7S Agsto] AuE vt F7HHoR 7| 6. Z=
AtollA de] ARgE EB|(Tobit) 2]H&4] 7|H=
Hgoto] wEel AFiAds ATk Yang et al, 6.1 oz Eo|
2021). F&5H g 5 o3k grol 0o] yr}shA| w2
7L 97}o) Tol(EL LolshmE S ARREE 4= Q) 2 At 22l g 2Rzt LSMo] gl /-8
th BHl 3)EA L 2o 7ho] 2 Aoty ke ol v 2= FaFol thste] Attt E3E 2]Ho]
(B 8) ZUY #5 Zut
Ha o] = o oS 20/ o So[gt EHl
2= Zo| 0.002™ 0.002™ 0.002™ 0.002™ 0.007™
25 T A -0.089™ -0.105" -0.109" -0.109™ -0.141™
2|50 £ 0.000™ 0.000™" 0.000™ 0.000™ 0.000™
2|50 2lg4 —-0.001™ -0001™" 0.000™ 0.000™ -0.001™
SHX MMM ZEIx —-0.028" -0.031™ 0024 -0.024" -0.033"
B MMM eI 0.029™ 0.028" 0.030" 0.030" 0.066
LSM 0.786 0735 0.653" 0.648" 1267
2|50 M2 2058 1725 1.474" 1396 4534"
Y™ ZHIx x 2|50 HEN -0.012" -0.002 0.005 0.005 -0.072"
BEM FEHX X 2H0 HEA 0079 -0.069" -0.050" -0.050" -0.178"
LSM X 2|50 2N -0508™ -0626" -0.461" —-0.455" -0.319
Log Likelihood —140796.05 -129106.10 11137853 —-111350.50 —135861.77
Pseudo R? 0.200 - 0.092 - 0.062
P—value x? 0.000 0.000 0.000 0.000 0.000
Notes: 0.1, " 1X0.05, = £X0.001.
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(Gundecha & Liu, 2012; Ludwig et al., 2013). w}2}A =
Aol A s 221 2 Wt A Anjxie] Fuj o
o] AR @3 2o LSMo] €3 484
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2fol 2| ZHI=Q} 210 AEIYUO| 2|7 REEM OlXl= S

o B YRS BYT efot i S840 9F

o 2R AR ghethn SR AEAE 7}

2 AT o2 AN A5A AL The

T80 A= GRS AT eEN 7|E B &
A sgeteloh kel 2ul=et LSM #e 7|& A
AL 2 A= wufj(Topaloglu & Dass, 2021), Tt
3} H|L8(Conversation rate) ((Ludwig et al., 2013))= %
SHO den 2 -84 et FFe AR A
T= BT AR B4, & dte dAET
ko] Yelp dloJElE ARSRe] 2Ehdl FHl=e}

LSMo| 2§ -84l mlx gae 2Ashect E
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AAZo R BeFoRn FFHO
£ % Ik 22l 28 A2
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[ZU 28]

. okezdl X, FHE (020, HAERe] Lekl BlRE
S 745} 7740] 2l G890] vk el Tt o,
XAMAHAT 22, 243-267,

o, e

QU Sy |

. o1I9, B (021). == SHRAA 22l 2R84
of Y= vRk= 8] TRt v 24, BERI, 5009),

B, olol, AetE, THE (019, £ 2210l 2ol
A ofi= Fo] B Fa31 Frelse-AE 2 2, KR
ST, 19(4), 3-19.
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( Abstract )

The Impact of Online Review Content and
Linguistic Style on Review Helpfulness*

Jiaen Li**, Jinzhe Yan

Online reviews attract much attention because they play an essential role in consumer decision-making. Therefore, it is
necessary to investigate the review attributes that affect the perceived helpfulness of consumers. However, most previous
studies on the helpfulness of online reviews mainly focus on quantitative factors such as review volume and reviewer
attributes. Recently, some studies have investigated the impact of review content and linguistic style matching on consumers'
purchase decision-making. Those studies show that consumers consider additional review attributes when evaluating reviews
in decision-making. To fill the research gap with existing literature, we investigated the impact of review content and
linguistic style matching on review helpfulness. Moreover, this study investigated how the reviewers’ expertise moderates the
effect of the review content and linguistic style matching on the review helpfulness. The empirical results show that positive
affective content has a negative effect on the review helpfulness. The negative affective content and linguistic style matching
positively affect review helpfulness. Review expertise relieved the impact of negative affective content and linguistic style
matching on review helpfulness. According to the mechanism confirmed in this study, online e-commerce companies can
achieve corporate sales growth by identifying factors affecting review helpfulness and reflecting them in their marketing
strategies.

Key Words: Online Review Content, Linguistic Style, Reviewer Expertise, Review Helpfulness
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