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Impact of online reviews on the sales of rice under the
influence of brand effect: An empirical study

WANG Ying, YANG Dan, WANG Le, ZHANG Zhuo, XIE Hepeng, Hao Huicheng
(College of engineering, Northeast Agricultural University, Harbin 150030, China)

Abstract This study is aimed to explore the relationship among brand and online reviews with the sales of agricultural
products,and to understand how the two factors impact the sales of agricultural products. Based on the perspective of
brand effect and expanding information model, web crawler technology and statistical methods are used to analyze
mechanisms of sales of the agricultural product from two aspects of online reviews. And the influencing factors model of
rice sales are constructed which are validated by the actual data. The results show that: The number of reviews is
significantly correlated with rice sales. The brand strength, valence, and review temporality have a positive impact on

rice sales. Furthermore, the review valence and temporality play a quite significant role on the sales of weak brands,and
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can weaken the impact of brand strength on rice sales.
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Table 1 Explanations ofmodel variable

EE Y AR Vi B
Factor Variables Illustration
K 75 H In(Rank) B 1 R 1 HE 45 OV 0

Dependent variable

sty WL B JEE ot A 4% R TEE T3 TN 8 HP B2 56 0 A AT XS LU SR CNPP i it B 4

e BraStr TR 5% 58 4 A3 19 T 05 A8 K R AT DA 24 T R 508 2 5 8 400 & 1 LA 3
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Table 2 Descriptive statistics

LD ¥{H s /IMA PN PR 2 b % S
Index Mean Min Max Std. Dev. Var Total
a4 105.917 8 1.000 0 288. 000 0 75.445 5 5 692. 000 7 732.000 0

Rank

i LR 0.064 2 0.029 1 0.372 6 0.0710 0. 005 4.690 2
BraStr

k% 92.628 7 46.000 0 299. 000 0 45.242 9 2 046.916 6 761.900 0
Pri

L7818 824.3425  11.000 0 7 694.000 0 1520.729 5 2312 618.173 60 177.000 0
Num

TR 4.923 4 4.555 6 5.000 0 0.086 6 0. 007 359,410 1
Val

Wik 2 0.413 5 0.003 7 2.727 3 0.588 9 0. 347 30.188 6
Var

P I 34 % 15.416 6 1.376 8 33.686 1 6.698 7 44,872 1125.414 2
Tim

HEWiE 793.328 8 11.000 0 7 427.000 0 1462.730 2 2 139 579. 585 57 913.000 0
Five

M2 18.219 2 0.000 0 163.000 0 35.602 8 1 267.562 1 330.000 0
Four

= &g 6.274 0 0.000 0 59. 000 0 12.454 7 155.118 458. 000 0
Three

Z R 1.849 3 0.000 0 23.000 0 4.047 2 16. 380 135.000 0
Two

— 2 4.671 2 0.000 0 50. 000 0 9.403 1 88.418 341. 000 0
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Table 4 Regression analysis

i 1 Model 1

% 2 Model 2

v
Ifji T 1Ak 2R 5L B HgMgit trEL R W LR 4 it
Beat Sig VIF Beat Sig VIF
Ji B3R BE Brand strength(BraStr) —0.382 0. 000 2.078
7= S #E Price(Pri) 0.018 0. 657 1.076 0.027 0.617 1. 075
T8 % Number(Num) —0.144 0.010 1. 862 —0.175 0.014 1.848
PR Valence(VaD —0.276 0. 000 1.513 —0.270 0. 000 1.512
P82 5% Variant(Var) —0.029 0.483 1.043 —0.035 0.499 1.042
PEIE I 8% Time-validity (Tim) —0. 342 0. 000 2.821 —0.596 0. 000 1.902
TSR X R BE Val X BraSt —0. 486 0. 140 66. 634 —0.670 0.142 51.297
P I RRE X L e B Tim X BraStr 0.106 0.748 67.711 0.479 0.313 54.227
F {ff F-Measure 95. 294 0.000 b 63.778 0.000 b
R? 0. 897 0. 826
P 5 1) R* Adjusted R? 0. 887 0.813
3.2 GHRAM 0.0 AN EFE 4 RIE H2, EISEE . TFIE I

A5 i SPSS23 48 k4 . AR 5 43 bt
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Table 5

Regression analysis of different brand strength on rice sales

o 5 i Strong brand

845 Index

585 Weak brand

FrifE AL R4 Beta i FH M Sig FrifE AL 2R EL Beta . F M Sig

&b BB BF BraStr —0.534 0. 000 —0. 360 0. 000
FE S S Pri 0.017 0. 845 —0.001 0.957
Wie % s Num —0.120 0.282 —0.008 0.759
PEB M Val —0.263 0. 044 —0.289 0. 000
iR Var —0.012 0. 886 —0.016 0.535
WS B A% Tim —0.166 0. 220 —0.399 0. 000

F {§ F-measure 23.139 0.000b 285.276 0.000b
R 0. 824 0.983
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