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A UckNyer 1997). & A& A& 7] &HA =
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Bt 279 798 v ol etel 2o
ot 583} EY T (forwarding) & 27141771} L

ol g 284S SHAIZ 4= A th(Septianto and
Chiew 2018). Durkaya(2020)= A3} 7}s4 =d
(Elaboration Likelihood Model : ELM)¥} &2 AE-A|
Al 2l (Heuristic-Systematic Model)& 7]¥to.2 25
T80 S PAE 2dS EAseH A
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o2 Uehdth Hebee oAl o
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1. lojg &

Yelp.com= 3% 9 S Eof sk AR
Asl 71 Wol A EE 2gtel ZHE 718 skt

HE R

WA AR B T e e ol
= <3# 3>} Zt) Yelp.com® Z5
B3} o] Y 28 S o) e 542

o], ATE 9Jaf tEE 28kl i FEE A=y
oo 983t ZepZolc) 2 ATLoA Yelp.com?] 2 84S BA8he AtollAle kR e
oafel 2 AlAEA 9] op 10 AlAEFS gy = A8 & A7e AdRdTE 7o 23
0 3o} BlEE2 23t glEi 20184 8| 39 E4(Tobit regression analysis)S ARE-3}o] d|o]
SRS A 28 dolei 2018 TR g = SHAHIEL S5 WS glo] R0 An
(& 3 A2 2I% clolE
ZA| BIAERO| 2l &=
New York 10 10 " 600
Los Angeles 10 10 * 600
g 12,000
Dav K.

254 XAEY

San Francisco, CA

@23 ®20 @55

| H 7 (Rating)
I Bnunn : 8 M=(Rating?)

1 grill marks on the outside gives a nice sweet caramelized char flavor. While the inside remained
: moist and tender with just the right amount of pinkness (See pic). Every bite of salmon is topped
1 with a coarsely chopped basil parsley pesto sauce. wWhich allows you to taste each flavor of the

I ingredient while creating a nice harmonic balance.
1
1

: Tip: Must order extra chickpea tomato herbed rice and pickled onion! Yes, it was that good. The rice
1 is infused with a delightful tomato flavor like a heirloom tomato picked at it's peak season.

1
: P.S. Za'atar has a big parking lot allowing fsuper easy pickups!

® Useful 8 :

L___;___l

F&d(Usefulness)

@ Funny 1

(a8 3) 22t 27

G M22d mM1=

=2

{Readability)
zd

!

1

1

1

i (Sentiemnt)
' &g
1

1

1

1

1

1

(Emotion)
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o2 AGE7] T wglol] Fof ik 123 R
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olo] 27} AT B Qo] B4 F¥o

S
rir Jot E )
ol

A o] 7b A3 W (Kennedy 2008)2)-2 3]
81 o] 7|ulo.E BAS AASH) <E 4k E
B89 BAL olg3to] Bl £-84S AT A
A7E Helg olnl, F2 Lokl UE $849] o
o 201 AP S8 24 8] B4l Hol Ag

Ol

S8,
=

15 Filieri et al. 2018; Huang et al. 2015; Mudambi
Schuff 2010; Ren and Hong 2018; Yin et al. 2014).
£ Apolq damae] de Letel fael ¢

4 FF= Al 89de FHsH] sl okl

=
a.

Model 1

Usefulness

= f3; * Sentiment + [, * Positive_Emotion

+ 3 * Negative_Emotion + f, * Rating

+ Bs * Rating2 + Pg *Fle

Model 2

Usefulness

sch + 8, *FOG + €

= p1 * Sentiment + B, * Joy + 3 * Surprise

+ By * Anger + Ps x Fear + g * Rating +
B * Rating2 + g +Flesch + g+ FOG + &

=AM i & HiolE 2 Ay
Ratio of helpfulness: helpful votes/ total votes Amazon.com Mudambi and Schuff(2010)
Numbers of Usefulness votes Yelp.com Liu and Park(2015)
Tobit regression | Ratio of helpfulness: helpful votes/ total votes Amazon.com Ren and Hong(2018)
Ratio of helpfulness: helpful votes/ total votes Amazon.com Siering et al.(2018)
Numbers of Usefulness votes TripAdvisor.com Filieri et al.(2018)
(H# 5) H49| R2X FHo
B4 Efe) s EE Ho|
DV 2% 284 224 =8 4
s 2E 4y Tl Z=E Cfet /4 Hol Jlie
33 Y FRR! 4 Hof JY/BE 2 Bl e
24 4 S A Hol M/2E 4E HOl e
\Y EX= 7130t st 24 Hoj e
=22 o2t 2HEc 24 Hol T
B2 Sheet pEst 247 Hol i
) S5 2eEtet Z- Hoj e
H&(Rating) 157 €2 HAIE =t EHe
ov IH MS(Rating?) B ME
7=M(Flesch) Flesch's Reading Ease Score (Flesch 1948).
7t=M(Fog) Gunning's Fog Index (Gunning 1952).
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<E S GTA ALGR 2 Wl diE 24
Aol ekl Flolek. & A7t 2okl Blf 564
& FHOR B AT BYS AF) S8 712
TolA AHGE BAZIHE TNOR AT WAE &
Aokl B3 AT BY SRS Sush] 99
2ol S0 g B HEA WS FAUS

(Control Variable)= -+ M of ZFHA|FI Tt

= Mudambi and Schuff{2010)¢f] w2} o]2} A
St= WA WA AlFS =745FL Liu and Park(2015)
of whe} 25-2] ¢7] o2 A E=(Flesch)o} B AE Q]

BYE YRS Wk AEYS S

rh
e
-

i
=
of,

2 AT 705 EEL Yelpoomo] 23 A2
olA] B3k dloe|E LA, R ERIHE A
A S < 62 2} vl o)

A
A BA A Hostol AT Holtk

(E 6) #=0i| tiet 7Is SAF

A 7HAE AFs) Hg BEX 39 249 A
L <; 7>0 A8t Model 19] B8l 3] 54
AE AuEE 2R o] Aol vehd

ac
=
(o4
O
ox
2

| ()2 daF= A= A= vEk
CH7Hd H2-a, H2-b7} A &H). Model 22] EH 3] &
A AE AHEH 75, stk w7t 8T
ol 2 -84l AMe Y= vAl= Jez y
BT oA 28l gl 23 EA%, sk,
7t goldaes 2R f-8490] word A& 9
vt} kAR S5 B 844 1HY] Bl A
2oz [FOfstA] A YEFHTH7HEH3-a, H3-b, Hd-a
e, 7Hd He-b 712).

2 QA7 7P et BR800 nlA o
H|n3}7] ¢|3}o] F-StatisticE ©]-&3F Joint
hypothesis testi?} Wald testE AM8-5}% thHanck et al.
2019; Yin et al. 2014). o] & 7}&] WS 7|Hto 2 B

S sto] A ARt W Al gt A

T
SEO
¥

Variable Mean SD Min Max
Usefulness 2.07 5.21 0.00 122
Sentiment 0.073 0.09 —0.56 0.73
Positive Emotion 0.80 0.19 0.00 1.00
Negative Emotion 0.19 0.18 0.00 1.00
Joy 5.60 457 0.00 51.00
Surprise 2.11 2.25 0.00 25.00
Anger 117 1.64 0.00 22.00
Sadness 1.20 1.59 0.00 16.00
Rating 419 1.00 1.00 5.00
Rating® 1858 7.14 1.00 25.00
Readability Flesch 72.06 13.94 —475.96 116.14
Readability FOG 9.67 4.43 —0.56 22272

N=11999
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HAEZIO| 230 =

£ Sall Zdnt 4Y0| 2] /&840 nlxl= Sghof et 37

E7) EY 317 24 Ant
Model 1 Model 2
Variable
Coef sl tvalue Sig. Coef sl tvalue Sig.
Error Error
Sentiment ~7.881 1.064 —7.403 | 0000 | -7.071 0.991 -7.173 | 0000"
Positive Emotion 6.695 1.161 5.767 0,000
Negative Emotion 8.871 1.229 7.214 0.000”
Joy 0.443 0.026 16642 | 0.000"
Surprise 0.201 0.054 3729 0.000”
Anger 0.631 0.065 9.693 0.000”
Sadness 0.099 0.070 1.425 0.154
Rating 1.166 0.488 2.390 0017 -0.037 0.458 -0.080 0.936
Rating? -0.182 0.068 —2.681 0007 | —0004 0.064 -0.070 0.944
Readability Flesch -0.036 0.015 —-2.326 0.020° -0.047 0.015 -3198 | 0.001"
Readability FOG 0.060 0.047 1.282 0.200 -0.057 0.045 -1.290 0.200
Constant —-7.770 2.061 -3770 | 0000 | -0847 1.665 -0.509 0.611
Pseudo R—square 0.005 0.035
N=11999, 7 p ( 0.1%; T p{ 1% p { 5%
(H 8) H40| Hek2 H|wst= 24M Znt
‘ 7k Ha Joint hypothesis test Wald test
N . . . F(2, 11990)=54.77 F(1, 11990)=16.22
H2— Positive emotion vs. Negative emotion (P(0.001) (P(0.001)
. F(2, 11988)=658.61 F(1, 11988)=10.71
H3— Joy vs. Surprise (P(0.001) (P(0.01)
F(2, 11988)=157.65 F(1, 11988)=20.19
H4— Anger vs. Sadness (P(0.001) (P(0.001)

5!
e

AIE <& 8&of AASHATE WA 4
A 2Hlstr] sl oA
AF7h B0 (B 2gxa
AF7Hol sl FE F-
R

AT} HA A0l AAo| AEoZ O 0]3t 7

f
o
NI}
o
o

ro

Il
= N
o

f
ox,
i)
4z

::
04_,
ox
2
)
oy
oZi

ox
mlo o
o
2 oo
ot

_ti )
rlr
ol
o
ro

Joint hypothesis testing-S

lo
fru
v

ERFO TR (F (2, 11990) = 54.77, p <0.001) 3-%
Tk F4 21 77 o] Model 19f Z5HE]ofo

iy
2~
-0,

O
¢

&

t}.
Soko

TEXE 21015t7] 98l Wald testS Al&3lo] F 7

o2 ™

gom R WY LH g3

[ E

—

O

A7t 3440 AR AeEth Fo5HA =
o2 BERTKE (1, 11990) = 1622, p <0.001). m}aw
71 H2-coll A oS53t mie}
Bu= i 2d2s S840
oll n|Al= Gl § Arke
TR 2 S Sk Al B0 (8 24e
=B mee = 0)0lh= AF7HEol tisl FE A=
TR A= AR
I FEkgo] EoE FOgt Aor Yeong (F
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(’é.*ﬂ-.-_—.';") Word—of—mouth as a new element of marketing
communication mix, Management science, 543), 477—491,
[ELH ‘E‘._] 12. Chen, Y., Deng, S., Kwak, D, H., Elnoshokaty, A,, and
Wu, J, (2019). A multi—appeal model of persuasion for
1 7len) (2020), Lafol gro] FENCS Sheat 75 ghA online petition success: A linguistic cue—based
I o) =ma QIE{LIFXIMABIHT. 20(4), 99-111. approach, Journal of the Association for Information
~ o Systems, 20(2), 105—131
2. o9lE, |34] (2020). HAlHYS E85 7R €A
AT ARG} HE HALS ZA 0T KAZEHT 21(3), 13, Clark, M, S,, Milberg, S., and Erber, R, (1984), Effects
177-195 of arousal on judgments of others' emotions, Journal
. B . of Personality and Social Psychology, 46(3), 551,
3. °]%= (2019). QIFAE &40l gt 1A ei W3} Al
w7 17 BlE BAL Eat Bl ol KIAZESEST 14, Crapinski, J, (1985), Negativity bias in psychology: An
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( Abstract )

A Study on the Influence of Sentiment and
Emotion on Review Helpfulness through Online
Reviews of Restaurants

Ziyan Yao*, Jiyoung Park**, Taeho Hongm

Sentiment represents one's own state through the process of change to stimulus, and emotion represents a simple
psychological state felt for a certain phenomenon. These two terms tend to be used interchangeably, but their meaning and
usage are different. In this study, we try to find out how it affects the helpfulness of reviews by classifying sentiment and
emotion through online reviews written by online consumers after purchasing and using various products and services.
Recently, online reviews have become a very important factor for businesses and consumers. Helpful reviews play a key role
in the decision-making process of potential customers and can be assessed through review helpfulness. The helpfulness of
reviews is becoming increasingly important in practice as it is utilized in marketing strategies in business as well as in
purchasing decision-making issues of consumers. And academically, the importance of research to find the factors influencing
the helpfulness of reviews is growing. In this study, Yelp.com secured reviews on restaurants and conducted a study on how
the sentiment and emotion of online reviews affect the helpfulness of reviews. Based on the prior research, a research model
including sentiment and emotions for online reviews was built, and text mining analyzes how the sentiment and emotion of
online reviews affect the helpfulness of online reviews, and the difference in the effects on emotions It was verified. The
results showed that negative sentiment and emotion had a greater effect on review helpfulness, which was consistent with
the negative bias theory.

Key Words: Online review, Online review helpfulness, Sentiment, Emotion, Negative bias
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