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Hitt, 2010; Mitra and Fay, 2010). W}x] & Q32
A= Bl AR 7 2S5 M S
ska} g
AR, B e A2 ZPE AFolA &3]
ATl Utk oS £, Li et al(2019)2 Fajj#}
o] ZNF 75 B8] FYl v A 4
e Hytol| mt Apol7} lvke Z2HE Bl
PSRk o2 #A Hujate] 57 o]
o M v FF Aoz FgT 4 Yok
(Bockstedet and Goh, 2011, p. 237). AAMFAH H
ol #S A+ T2 ZH HFS 7Niez A
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3.1 HIO|E]

2 droAe g 229 e 72 2%
Q1 olrtES IO E HolHE FHsHAUTE
o7 34719 AE FHel ] oA 26,24670 &
719 E HolHE T3stAHe.g., Li et al, 2019).
TA A o7 nlo]d e 2 (Viral Launch)DEHE 7] Y
T BA MuAE &ttt vlold# A= 29
2,500%F 7)) o]/de] AFS FA[H, ofulE AlF

first aid kit

FIRST AID KIT

(a3 2) Hlo|ZHX| &5 3t

9 ABDG, T, AN B4 AL A5
se A9E BAETE A 03 o

1,0007] 719= 2 #d JRE AF3
qXe 7ML EE R 719 =8 g0 +
= r)se :gulo}oq #d ARE =259} o)
A3 RS S oprtE9] 347) tiE JHela
oA duts} & = e FES FASAT
A3 HolHEE 719 ¥ ujz} £ mruﬂx}
o], Wit BA, YiF F, 7HAHT oF, 9
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(E 1) OlOtE MIZF Fte|u2|d ElE Ho|Eel
7Fell ae] B R B (B L 74 S| Hd HAG) | J19E AF
CDs and Vinyl 4.63 0.82 25.57 1,000
Arts, Crafts and Sewing 4.55 5.69 49.94 1,000
Grocery and Gourmet Food 4.49 6.88 28.76 1,000
Sports and Outdoors 4.50 8.14 100.39 1,000
Baby 4.60 5.23 58.61 1,000
Pet Supplies 4.42 4.71 46.34 1,000
Patio, Lawn and Garden 4.44 7.74 154.84 1,000
Computers and Accessories 4.39 3.34 491.65 999
Clothing, Shoes and Jewelry 4.43 6.36 64.03 999
1) viral-launch.com
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ZlEl dllofe{e] (A=)

7He 2L Bt H P B 2780 FA HE| 37 7HE$) | 719E AF
Books 4.59 5.49 31.82 999
Office Products 4.59 6.68 46.25 999
Home and Kitchen 4.48 7.45 99.48 999
Musical Instruments 4.47 3.13 159.85 999
Health and Household 4.50 7.02 36.66 998
Beauty and Personal Care 4.44 6.51 33.76 998
Automotive 4.44 6.71 111.66 998
Kitchen and Dining 4.57 6.34 51.86 998
Movies and TV 4.49 4.64 21.42 997
Kindle Store 4.46 1.64 24.34 997
Industrial and Scientific 4.52 10.94 73.94 995
Digital Music 4.59 1.06 33.05 993
Cell Phones and Accessories 4.44 9.02 29.11 992
Electronics 4.43 3.59 211.83 909
Toys and Games 4.55 12.78 47.30 700
Tools and Home Improvement 4.50 5.90 93.59 600
Camera and Photo 4.12 12.59 156.77 458
Apps and Games 391 120.22 24.30 448
Video Games 4.46 4.37 93.54 300
Appliances 4.17 10.44 551.61 287
Gift Cards 4.65 2.86 60.68 217
Handmade Products 4.49 2.45 45.58 187
Software 4.13 7.33 107.17 122
Collectibles and Fine Art 4.51 3.70 40.81 48
Magazine Subscriptions 4.52 3.85 30.54 10
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A4, 719 FAAL 719271 Grky 4] “olo] Hl &R Qs on, #4FE HES
28] &£ HRE REYGsta FAH oz Ayt 71 EE TS B T 2FF5Y HER
=415 9Ju|dthLu and Zhao, 2014; Narayanan =335 9) o]8)d 7)Y s WEE B Ao
and Kalyanam, 2015). 7] 9 & A4S 8}k 9 Z23E BFA &2 oldAA FAE Al FU1s
2E B Q) (Humphreys and Wang, 2018) Ak A& S0 AHIATL ofutEg A &Y =
LIWC 2015 A ZE o] & &85 S7g33th A 2E “MDR-ASTO0BT S AA e 4%, o
719 FAARL 719 =9 o] 71 =0 £ HEAQl 71 =9 A7t Y& Atk ol
H dolo & Fo2 AT F Qlrheg, Li e 295 FAEH] Y8l AR T Ble B3R
al, 2021). LIWC 2015 AZEgolE do] & T HE&S FASATE rpA o2 714 gl 4]
(word count) AEE A3, o] AxE A W57 Q7] AAo] ofF 52 AR E-EY

71 Ee E3E ©@ofo] FE Wit et 71291 9 ®iEe] ARE FAY F 3

AR, FEATEE TS SH8A + A 8tH, o]elge AFY EFAS FAY F
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Abstract

One of the valid perspectives in the e-commerce platform literature is the seller signaling strategy
in the information asymmetry situation. In this study, a research model was constructed based on signaling
theory and shopping goal theory to systematically explore the effects of a seller’s signaling strategy
on consumer decision-making. Specifically, the study examined whether the signaling effects (i.e., reputation,
electronic word-of-mouth, price) provided by the seller differed based on consumers’ shopping goals.
For the empirical analysis, the Gaussian Copula method was employed, utilizing 26,246 data collected
from Amazon, a leading e-commerce platform. The analysis revealed that the signals provided by the
seller positively impacted sales, and this effect was moderated by consumers’ shopping goals. Drawing
on shopping goal theory, this study contributes to signaling theory and e-commerce literature by discovering
differences in the effectiveness of a seller’s signaling strategy based on the keywords input by consumers.
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