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Abstract

Powered by internet and social network surging, electronic word-of-mouth
(eWOM) not only turns into a major reference for consumers’ online shopping
behavior, but also becomes a global attention in internet marketing research.
However, the research on electronic word-of-mouth marketing (eWOMM) of
experience goods has still rarely represented a comprehensive set of factors
and valuation. The purpose of this study tries to focus on how to evaluate the
effects of electronic word of mouth marketing, and to explore the value of
electronic word-of-mouth, conversion process and marketing results
through three moderators. This study found that (1) the reputation of the
electronic word-of-mouth will directly affect sharing behavior, reference
behavior and purchase intention; (2) the relevance of the value will directly
affect sharing behavior, reference behavior and purchase intention; (3) the
sharing behavior will directly affect purchase intention; (4) the reference
behavior will directly affect purchase intention; (5) each situation paths are
different manipulated by three factors (type of electronic word-of-mouth
marketing, appeal type, and individual capital). Based on our research results,
further conclusions and implications for theoretical and practical studies are
also provided.
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