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Study on the impact of online comments on cooked food sales:
Taking waterfowl cooked food as an example

LIU Lingzhi, HU Tianjiao, XIAO Bangming
(College of Economics & Management/Hubei Rural Development Research Center,
Huazhong Agricultural University, Wuhan 430070, China)

Abstract In order to explore the customer’s most concerned product attributes and the differences in the preferences
of online comments on cooked food sales, waterfow! cooked food was selected as research object by collecting one
month of consumer reviews on 14 kinds of waterfow! cooked food brand. And the attributes of all the comments are
classified,and the influence mechanism of the online sales of waterfow! food products is tested on their quantitative
attribute score. The results show that: 1) Consumers are most concerned about the quality and safety attributes of
cooked food products,and the preference differences in waterfowl reviews have a negative effect on sales.2) Word of
mouth polarity and reputation weakens the impact of differences in preferences to some extent, thereby increase sales of
products. On this basis, suggestions are proposed that the waterfowl cooked food manufacturers need to take into
account of product quality, product safety and other aspects to enhance the overall quality of product, improve the
product’s reputation and word of mouth polarity and thereby enhance product sales.

Keywords online reviews; preference variability; consumers; waterfow! cooked food; sales
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Table 1 Waterfowl cooked food brand data collection

7 i b Wit/ & A/
Product brand Number of comments Sales

JH B Zhouheiya 57 183 102 956
2 4 Huangshanghuang 12 161 40 078
£ Quanjude 8 102 16 892
FEAERS Guihuaya 10 320 30 950
{f‘H 3 Bianyifang 3 957 7 280
{f-#% 3 Haobangmei 787 2128
RIS — % Jingwuludiyijia 1921 4 833
A Jiujiuya 21 164 58 104
YR TG Juewei 974 2 441
1] 1] B Kekege 894 2 280
& 4E Shunhua 7 228 15 890
J7 % Wanlong 6 781 10 698
/NI Xiaohuya 14 024 43 292
K[ 7 Zhangyazi 4771 8 334
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Table 2 Evaluate the word of waterfowl cooked food
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Table 3 Attribute interpretation
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Table 4 Model estimation results

=N
AR

Z B Coefficient

Variable

R — Model 1

7 — Model 2

i i 22 S 1

Preference difference

—0.919™

&
Word of mouth

1 R 1
Word of mouth polarity

fii 4 28 5 1+ O AL EE

Preference difference

% Word of mouth

P 22 50« O R M
Preference difference

* Word of mouth polarity

HWRIEHK 0.067"

Search index

R? 0.934 0.709

F 57.879

0.575™

0.436™

10. 741

—0.993™ —0.563"

0.279™ —0.380"

1.985"

0.491"

0.902™ —0.003 0.135

0.622 1. 000 0.996

10. 025 168. 076 92.579

T RECNARHEAL G BIAE . %< 2 P<C0. 050, %=x i P<C0.010,
Note: The coefficient is the normalized value. ** is P<C0. 050, #%x is P<C0,010.
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Table 5 Waterfowl cooked food brand data collection

7 il b s /5 /A
Product brand Number of comments Sales

JE B Zhouheiya 68 347 95 736
2 4 Huangshanghuang 34 161 52 071
4% Quanjude 10 216 21 055
FEAETS Guihuaya 29 917 42 108
{257 Bianyifang 6 795 8193
4% & Haobangmei 942 1985
B RIE S — K Jingwulu 2 788 3 956
AR Y Jivjiuya 35 140 49 521
ARG 2 Juewel 1974 3872
] ] & Kekege 945 1977
ZEAE Shunhua 10 281 22 091
J7 % Wanlong 9 184 16 997
JNEARE Xiaohuya 29 144 45 902
K [ 7 Zhangyazi 4911 7 742
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