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3.2.4 BHEF
NS A B IE R SRR, 75 5 IR AP R 5 (9 B 10
ARTCEFEBL BT AR (1) PR R R T
(2)RA M ER A AR AR s (3) TN I R D3R AF 2 {H
() REMFEIM; (5)IREM B & XA SO 24 H iz 44
bR R TR SRR, X AR S B R AT T IRCA SR
XPRCME AR S, BEAh, o T AN [ B0 e, 42 LAY BT 22 5
AN PR AR S X PO AR PFIR TR R 22 7 LR B2 WL, AR AR SC
IR T A AU 1] S RN A RN, 8 ik ) R P S T
SRR BIALIE S LR 2,
3.3 RAZE
3.3.1 EREARA
SRS 1 77 MR B STELITIR AL A Y E R A
SCH S AbE AT ROV L)
WOM _valence, = B, +B,PLL, + B,X, + &, (1)
Hrr N2 & WOM_valence, {XFZERL i 7F ¢ B3RS TE
LRPFIRRAN , AL 55 S R AR 23 0] (8l A FE
EFAEE S P B AE A R B PEA 5 A AR B PLL, SR
B i TR AU ¢ PP AR s X, O P AR R A AR A
B AR AR RHIE A B e, WBRZETIL
AU, RAERIR 2 7 SRR SEL TR ZEF X
F L F ROV (2)
WOM _variance, = vy, +v,PLL, +y,X, + &, (2)
Hr, WOM_variance, fREFR i 76 ¢ BHRAS T I0 22
S AR B S R & 25 5 Bk —8,
3.3.2 iAW A AR
N TR 3 Al AR B A A S O
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Table 2 Descriptive analysis
A A E X ¥IH bR o/ ME SCONIE]
EE=
HELIFHBRAN ST I 4.20 0.19 3.62 4.67
LI 2R JRTEN (4 )5 22 0. 66 0.12 0. 20 1.32
BETE
FE R BERERT A R AR H 6.62 4.78 1 32
BEEE
IR ML ERIR A SR A S A (E T IT) 5.80 15. 1 0 189
BHTE
By ES LT R LTI (kW) 106. 45 30. 57 40 190. 63
e ZERIAY AL (L/100 km) 7.07 1. 06 4.8 10. 13
AR HERPER (m?®) 12.31 1.42 8. 68 15.71
ks ERVERN (TTIT) 16. 12 11.03 4.66 61.96
i KRR | RO () 6691 6905. 31 0 72942
WRAN Z A TR, AR SCBI A S A S8 = REK +68,PLL, X In(AD,) +8,X, + &, (4)

JES BRI RS I A T LR AG SRS
WOM _valence, = o, + o, PLL, + a,In(AD,)
+ oyPLL, X In(AD,) + a,X, + ¢, (3)
b, AD, AR 15 AT A G, R ST
2 S W AE IR | AT 0 — ) BOO B 2 kA8 4t it
AMEFERNR R S AL b A= ] T R R
Y Py VARSI | 1S s
FAURY, N TR IR 4 T B SR BE AR i AR K
TELRPFIE 22 57 22 (6] (4 9815 28R, AR SCHE BT SZ E I [ 1
A T RO T
WOM _variance, = 8, +6,PLL, + 8,In(AD,)

3.4 HXMESTER

3 B R A SR A AR BRI L TR
LR ZR T AR, S BRI R Gl FE
AR i 5 GRS [R] I 15 70 25 A 1 e O 2 3 £
FAOE ;IR IR AL 5 77 i K, T A A1 2N
ARG AR R R A 8 B S I AR G s e A, T AR R
RESEBRA MR R F IEAR, T E A SR
oA R B 2300 O B IR AR O . (A RS, T
2R 5 A A AL B B AN T A i A Dy R il A
BRI AR B, S B A M T A 2 i AR S A
it

R3 TETRAXKESH
Table 3 Correlation analysis of main variables

Wis2ER s RERERKE TERA R THEE HH kg it
e 25 1. 0000
TR -0. 8297 *** 1. 0000
FEMA R E -0. 0844 *** 0. 1243 ** 1. 0000
JoERA -0.2012 *** 0.2560 *** 0. 1695 ** 1. 0000
YR -0. 4730 *** 0. 6868 " 0. 1069 *** 0.2337 " 1. 0000
e -0. 4043 *** 0.5414 % 0.0813 *** 0.0811** 0. 5427 ** 1. 0000
Favil -0. 4993 *** 0. 6547 *** 0.1761** 0. 1909 *** 0. 6874 0. 6332 1. 0000
i -0. 4148 *** 0.5572** 0. 0826 ** 0.2617 " 0. 8335 0.3514 ™" 0.5010 ™ 1. 0000
sk -0. 3089 “** 0.3877 " 0.3178 ™" 0. 2506 " 0.2807 *** 0. 0240 0. 3008 *** 0.3246 1. 0000

AR p<0.05; 7 3K p<0. 01,

4 LIESER
4.1 ERGER

5N 4 RIBAEL (D) iR, B RI0 R T R0 =
LK PE SIELIFRRM ORI . b FE AR
AR RN V) ) [ ST, 777 KR A5 AR AT L A
(B, =-0.0021,p < 0.05), WixFFAES 2 F= kK BT
SHELATIR 2 AR WA R B3R 5 BRI (1) R,
FE A ] 5 LRI ] %) [ AL B, 7 TR B S AR IR
ZESIEI I (v, = 0.002,p < 0.01), HE—2LH), FEMMAN
AR AR, SR IRA RS B TR RKRES
TELIFRALMN T 17 35 (B, = - 0.0023,p < 0.01), 5TEL
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W2 RIEM B3 (y, = 0.0017,p < 0.05), L EZ5EB
W, P R K SRR N A B ) S, S ek
THEZERAREMIEMEZm, Rz 1 5/ 2 1585281,
DR SRR, S VA2 T A 5, 7B AT 7 i R B D S Y
TERR R IRAR A A RGBT ] AR R B R
AR T, 23 (A5 9% & T e 2 P A 2 e T v, 5 BT
IRAFMES AWM AR ARG, XURS B 5, Al k25 5 0 2
T 2R Z RV E AR 38, TG 7= AR 7R e PR IR BN B AL, 22 57
HIGRAE I B M PR, XSRS iz AL A X
PR IR PR A T H R NG B
4.2 BTN KL

R 4 TR 5 IR (3) F(4) 4 EH T SR AR
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FEER, nZR 4 hRIEL(3) (4) , B e AR IR 5 g
#5200 I, R B () i 25 g T, 7 i 2R BE 5 T B A R E
WAEBCNIERBE (a, = 0.0009,p < 0.001), HAE 1740
SR B, PR AR R B AR PR S 1 T s
Mol (P XTAE) /NN, TRIRE, 74 R 8O0 55 B ]
FERNIG 7= SR A B 5 ) B 1 38 B R R R R 1 )
B3 (e, = 0.0009,p < 0.001) , BB 58 AGREE X7 5
LK SELIFHERUN ¢ R HA W35 1F I/ 1 300 1Y 4518
HARMENE, i, i 315 3R, J50InY BT (4) g
SRR 5 55 3 FUFNEE 4 BUFT/R , 76 A 45 i b e 500
FFITHST (V) i1 5 N BT, 7 2R B 5 B A S B IR
i B8, =~ 0.0011,p < 0.001) , XFHM EHA
B R R BT TR IS 22 5 B IE R R IR AN
T FE 8 1) it T 2007 -5 s ) i 3580 1 I, 3¢ 90 22 B4 TH
PRt ) 35 (8, = - 0.0011,p < 0.001) , FRREGIE T ) 4
PN 2 IS T R K X TR E RIS 22 R IE
a4 5 DL R, SRR, T A AR RS S
Bl Al - 4H 7 b R A Y o Al A LR PR i S B RURE |
R4 FREKENEZIERL MM
Table 4 The results of product line length on word-of-mouth valence

FERI(1) R (2) R (3) R (4)
TR -0.0021*  -0.0023 ™" -0.0132*** -0.0133 ™"
(0.0009)  (0.0009) (0.0024)  (0.0024)
I HEHRA 0.0012%  —0.0043 ™" -0.0044 "
(0.0007) (0.0014)  (0.0014)
FERRER K EEX) 0.0009 ™ 0.0009 “**
HA (0.0002)  (0.0002)
e 0.0473™"  0.0472*  0.0523™"  0.0532 "
(0.0046)  (0.0046) (0.0047)  (0.0047)
PR 0.0012**  0.0011**  0.0012™*  0.0012"*
(0.0002)  (0.0002) (0.0002)  (0.0002)
ol 0.0198**  0.0197**  0.0189™  0.0180 """
(0.0037)  (0.0037) (0.0037)  (0.0037)
kg 0.0628**  0.0619**  0.0558™"  0.0559 "
(0.0103)  (0.0103) (0.0103)  (0.0103)
HYhE 0.0290 ™ 0.0273**  0.0301*  0.0309 ***
(0.0022)  (0.0025) (0.0025)  (0.0026)
it L ] 25 NE i % % =
Fisf ) 1 52 S50 17 E i 7w 2=
R? 0. 6033 0. 6041 0.6109 0.6132
FEAR S 2 1350 1350 1350 1350

. T RF p<0. 1; AR p<0.05;
4.3 REERE
4.3.1 ZESEEKEH N AR
FEMERK MBI TE SR, —E BB REE S
b B PSR RE T AE AN BT WLIU R 3, DT T R ) 422 Fr) 5 Ml 7 45
RN STELITIB 25 5, HUAL, X5 T 7™ il 4 A B Bk
B PR AR R B RS AR L PPN o S A X B A (R
W, 25T/, mIAT I 7= K 5P M s
2SI BEAEAE N AR s ), A SCHE— 25 R T L AR
T A P P A ) RO X 2 SR AR A AT AR 0, X F T
BAF R BEEART F , WK TR S Mk 7oy 25 B
W R G NI R R G AL e R
JNELSUV BRI SUV B SUV MPV 138, #lal—28 5

% p<0.01, T,

5 FREKENELXTRERORM
Table 5 The results of product line length on word-of-mouth variance

FERI(1) FEAI(2) PRI (3) TR (4)
FEER K 0. 0020 *** 0.0017 ** 0.0157*  0.0153***
(0. 0008) (0.0008)  (0.0021)  (0.0021)
oA 0.0021 ™ 0.0092™"  0.0092 ***
(0.0007)  (0.0012)  (0.0012)
T AN 29 -0.0011™ -0.0011""
HERA (0.0002)  (0.0002)
mFE -0.0291 % =0.0291™" -0.0356™" -0.0368 ***
(0.0041) (0.0041)  (0.0041)  (0.0041)
R 0. 0006 *** 0. 0005 ** 0. 0004 * 0. 0004 *
(0.0002) (0.0002)  (0.0002)  (0.0002)
A -0.0138**  -0.0141™"  -0.0130™" -0.0104***
(0.0033) (0.0033)  (0.0032)  (0.0033)
frig -0.0751**  -0.0766™" -0.0687 " -0.0697 ***
(0.0092) (0.0092)  (0.0091)  (0.0091)
iy -0.0203 " -0.0232"* -0.0267 " -0.0283 "
(0. 0020) (0.0022)  (0.0022)  (0.0022)
i R T R S & i =
I Je [ 5 5 75 & & =
R? 0. 3640 0. 3688 0.3910 0. 3989
FEAIL I B 1350 1350 1350 1350

T, bk A BIMNTA ER AP B (IR EA R K
RINGEAIAE) B EIE R = R KM T R R A&
SCERUX =AM Ry T HRAS S AW s 5 %%, 7E Al —
ARG B A BAMNIA R A I K LS AR
BIEARE AT A SAMA , 1 55 Al 35 T 00 7 i 2R A B v
AHE s HR B H B AT A 22 AL RRAE AR i Y (A W8 40
A ANl T 1R 2 T A LRI (1 PR 2 6 5 i 12 4 Y
FIPHERN SITE 25 5, AT ilE— 25 ARAEA M M ) ST

SIATHARFEREIASER AT WK 6 FZ 7 1955 1 51,
ALUEI, I SRR S REKER BTG, )
BN A 5 IR R 32 8500 R S5 2 1 IF [ 9
ER oy = 0.0016,p < 0.001) ;%7 & K S5iFig %S
X Z B TUa AR (8, = - 0.0017,p < 0.001) , iX
WEHIE T A SCHF ST S5 18 AR (g
4.3.2 FHFR&KEGMNEF %

SRyl S 7 A A R Y 25 5 M SRS
T ARSI« R —ZE 20 (BN B3 A4) 7= ER N, B i S B
AN F R IAR Z 257 it - AR . B ZE 2y fe i 1A
SRRl 200K 77 A R T N e = 0 S iR
S W =3 VN3 S o Y N S ¢ L = I K )
AT P ENRETT AR U E R 250, LU= & K
ok Sl F 2R, FRE SR K E BRI E T %S
FREE NS A LA SERE R 3O 5 2 B AHiE D T
A AR AR TR RS R L3 6 MK 7 55 2 51, WL
KB K E SRS A T B3 (o, = - 0.0139,
p < 0.01), 5t ERZEAIE M B E (S, = 0.0152,p <
0.01) , FRR IR TR 1 5IRE 2, [FBS, TS ASREE B 3
BOIE TR T T 7= b 2R K BE 5 P8 8 p TR0 B9 RV (o =
0.0007,p < 0.001) , BEM G AT (K TromE&kKES
PEIR 22 R TN (8, = - 0.0010,p < 0.001) , TG T
W 3 SR 4, TR T A SRR 25 R i
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Table 6 Robustness tests
A HEE S PR
LRER  RKEWN Y S FEAR KT
A Wy BN 2R
TR A -0. 0037 -0.0128**  0.0006
(0. 0069) (0.0026) (0.0014)
fc = SRR -0.0139 ***
2 (0.0024)
JTERA -0.0107 ™ -0.0023™  -0.0038 "  0.0043 "
(0.0036)  (0.0009) (0.0014) (0.0012)
PR X 0.0016*** 0.0007 ™ 0.0009**  0.0005*
ERA (0.0005)  (0.0001) (0.0002) (0.0002)
HFE 0.0482"  0.0498 ™ 0.0554™  -0.0041*
(0.0060)  (0.0046) (0.0048) (0.0019)
fryNUIES 0. 0003 0.0014**  0.0013™"  0.2223*"
(0.0003)  (0.0003) (0.0002) (0.0107)
HM 0.0073 0.0163™*  0.0166™"  0.4950 ***
(0.0044)  (0.0038) (0.0038) (0.0223)
ik 0.1287 " 0.0925™  0.0534™  0.0369 "
(0.0155)  (0.0125) (0.0104) (0. 0040)
it 0.0139™"  0.0296™  0.0301***  0.0060 "
(0.0034)  (0.0025) (0.0026) (0. 0006)
i L T RO, b3 b3 = b
Fisf ] 31 5 2507 b3 = 2 b
R? 0. 4208 0.6142 0. 6270 0. 6851
FEA T 1323 1350 1250 5250
R7 BEERE
Table 7 Robustness tests
FZESR O EiREE FIRSTE PRER
LREN  RKEWN B S FEAR KT
A NURRoIR7S BN EE2:0cs
FERER K 0.0107"* 0.0170 ™ 0.0074 ™
(0.0058) (0.0023)  (0.0012)
i i 5 AR 0.0152*"
B2z (0.0021)
IR 0.0141™  0.0063**  0.0096*  0.0039 ***
(0.0030)  (0.0008) (0.0012)  (0.0010)
TE R A X -0.0017 ***  =0.0010***  -0.0012™" -0.0012*"*
JUERA (0.0005) (0.0001) (0.0002)  (0.0002)
HFE —0.0347 " -0.0344 ™ -0.0395™"  0.0070 """
(0.0050)  (0.0041) (0.0042)  (0.0017)
ECUNIE 0.0009 " 0.0005 ** 0.0004*  —0.0019
(0.0003)  (0.0002) (0.0002)  (0.0094)
Eags -0. 0040 -0.0108***  -0.0096 ™" -0.4077 **
(0.0037)  (0.0033) (0.0033)  (0.0197)
i -0.1117™*  =0.0902 ™"  -0.0680 ™" -0.0554 "
(0.0130)  (0.0109) (0.0091)  (0.0035)
kiR -0.0185™" -0.0251"" -0.0285"" -0.0038 "
(0.0028)  (0.0022) (0.0023)  (0.0005)
st R T 5N, = = 2 =
o [0 [ 2 0 = = = =
R’ 0.2572 0. 4043 0. 4207 0. 4292
FEA TN 1323 1350 1250 5250

4.3.3 FpE)E0 e s

HEAh, o T Al ) 5 AR R K i i, T REAE
TEHT SR I T AR AN 5 R 22 S AU 24 0
— 176 —

BRSSP RER 32 20 BT X 0
A AR IR VR DTS T 2 A AR LR PR, O R B — i
(IS & - s FN SR I = SR O IS RN =
PRAT WSS A SR 1 i SRICEE S o 00,0 — 1300, e — 2 30
[ Y T NN N5 S VA i [ S |
6] B (RS, VA 0 T 5 i 25 3 DR R IR ., AR ST A 4
B AR AR ] LA SR AERT R e - k(K = 0,1,
2) MHTEEC R e, I BUTE ¢ A4 s A E i B

2
JIRMERN Y, e FAD, . F 6 AT (0955 3 PSR WK, 3E
k=0

WHE SRR, SRS A SR8 P RERE
MG RSN (o, = - 0.0128,p < 0.001) , &
B IE M52 PEE Y 22 5 (6, = 0.0170,p < 0.001), HEEE
JUAER AN, S A R SR 2K B TR R PRI s 1 B
]S (F4aXHE) B/ (o = 0.0009,p < 0.001) ;T2 i
PR 2 I 1 S AE 2T 38 25 53 09 OE ) 5 W ek b (8, =
- 0.0012,p < 0.001), MiE—SUEH T 258 M Fa
4.3.4 FERT REBHARAR GG EER

AN, Bl B AR 1 2 J A0 A 11 1 32 i 2, Sk
G PRI RE AR 6 BT B4 AR . A SCHEEREZ K HF
BHYAET 2015—2021 4 AH By 25 T A B0 AT R i Mk
IR, 25 R BT A s AR 1Y) & T 5 0BT 0 BIF 5 1% B3 AS W97 97
A SCAEZIR A e O BE AR RUVE R ) A # A AR &
B 5O R T RN, R BUR T e s AN G ]
TEH FE R R ORI, — B ] P 0 ik i 25 45 DA R A 56
FBT B AR B RSN P S A G TR IR =R
TR 5 $ I SR AL, (A A B R BB %
G SRR R SR A MRS R EE TS
VrRY R ARG B SR A S R AR BOHT 1 B
BRI I EEOR IR BRI R B R R 5 5 TR
G107, B iz F E B RO AR X AR T 5 1 34
BRAEBIFHI S S5 X, %5, Kim Fl Hanssens' ! B 5% &
PUXS TR M S, I TR T E R (NP ) Bt
HARGE ) S XHE A TR R AR, &5 LTk, AR S0
iz HE R BRI B B i ARt U AR SO E
FEFEECEAT T 0 — J5 B SR B0 2 M AR 4, — Ty THT T LA 2%
il S 20, 5 — s T SRR E
BT 2012 4 10 A F 2021 4 6 A 1Y 50 307780 7T DL &
WK IR 25 RN 6 FR 75 4 Ffw  BEE T S
ARG, 255 7= 2K B S PR TR A i F2 3087 77 A= IF
M BN ( oy = 0.0005,p < 0.05) ;M2 fdifs = ik K
FEXFFELR PEIE 25 5 19 IE 7] 52 Wk /1N (8, = - 0.0012,p <
0.01) , A SCAESHER > 451815 LA TE

5 #—HHNH S

7 A R Al A PSR R R TR T
G, 7= a2 s A B Al Bl 5e 4 A9 2T B, AT AE
R BERIAS Y FE S e B BRAIE 17 i A BE A A 2y 3 B
I B 2 WAL CE LR BR80T, TN A8 385 1 18] B 52 R 7 e 1Y
25t FOILATEMRERLE]  BEH ™ A 2K BE R3S R, — D7 T
T B 2 23 Th I L 3 5 B0 fs R 4, ol e 7 R AR S 2 1
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AU YE TS [] A FH 7= i 5 B A B I 5 B 9
THH MRS A O EL R 5 SO 2 A IR 5
FEAE G | IR T2 AR 0T W g e 506 3 2 A I AR DA 20,
— 7T, 27 A B CR B A SRR R R, AR R
B 22 ST A /N T B T e 22 ol T AR Sk 0 ) e B
B, A8 2 A LA 28 3 B0 19 ) & 205 B A = x)
w5 B AEAT W AL R, BV 9% % e B4 v ™ i ) D 4 T B
SEER (FIMPEALRER S M 5T A Wk
) ) X BRI R T T RO 7 A A B T
BEPE, FEOH 2 X 5B R ST R

JRRTES W N QTR ek T 1T W N = o A T R R
RE T KA T A U VC RS B W &, B i Tk A = 5
Yyt R ARDE RS 7= A 097 i R AT AR SR 4 e A
AHE = i B K 5 S A X 76 2 TR R M AN AE 26 T8 25 S A
HAETE B P A RN, R 2 A S A T R R
X5 FEBC A K X 7E A W58 T IR 45 DL iE : Moreno 1
Terwiesch'” LI G 3 Sk 81 2% BIL 7™ il 2 (4 2iE A 2 8 25 (14 188
FANY A BT SAS 25 BUAY , Tan 50 LA FHL S T 35 0 0T
FENTGE, RN R AR B R T 3 3 A 75 R R T 43 T N4
o IXE—E TR B R 2 R N ) 7 A R
Be, A8 SCHE—2 IR, 20 2 G Al HE 45 5 1 B R R
FOET, B 5, B o TR I B B O A VG Y 7= & B
T 5 RE R T 22 (TG IR AN (] AR | 2 T B A 45 BB 5
Ao 2 | ARG e SR AT 2t AR O PRAR 2 5 e Ah B9 R B
TH P s B A AT EBERIAL B O X7 il O R E I BN
)R AT | B 2 PR 7= i Bl B L7 B, M 4ll
HELS S5 SR B TR R AR T B 2 S E RS A B 5 R
PETR SRS 58 4 VL A9 7= &, TT RE S A3 7E 2R PR 18 T in £ oo
A TG RIE LA 1) 22 57, &8 BRI, 7 il 4 B2 A fip
AT RE ST 4540l 5 18 9% AL T 005 [a] 7= A RS TRC A, T 4 e
AR (18 1 TR e 28 2 SR B0 9 3 W T AT, B T B IR AR 60T
WM B RAELITE 255

FET I AR SCRRIRIE “ R TIC BUAR A5 7 7 b 2 B2 A i
ML SHEL T ie 2 TR P E B E N H A
FER . X1 A8 & A5 0 B A 19 8, A SC A 4 Dasgupta
ST Moreno I Terwiesch' ™ it 77 2%, I 4780 & 76 b1l
—AE 5 TR B T A . BRI R A SCNREZ KT
HREC 2012 4F 10 H & 2021 4 6 A WA, 50 F 4 b —
A5 PTIE 2 5250 SR B0HE , VR D A B0 AR ) AR B AR
SR YT A I AR B AT AT AR L O, DA R A
JEISAE 7= §h B9 37 0 5 AL T 22 ] 48 e AR B B A OC
PET PR S BT IO 4 ) B — R AR R AT R K
PR A A RR O HK, VR ZE T b, YR i s R
WAET T T R Z B T A, R LA O A AT B8 e
55 LA 46 SR 310 Gn BT, 2 % figé (0 75 S DG 2 7= A 1) 4 TS
AR BIZERY AT AN A, DR R 7 A A AN e
AHI, TR 77 A R E A IR

Sy R A T 4R T R AT BEAE T A2, SR Sobel
151 Bootstrap ¥R B A5 L A AS 76 77 i & KB S5 R TR 8L
MAFEL T ZE T PR, KIEs R B s, BB A
IBLAFAE T 7= i 8 B 10 52 i 78 2R PRI 3N R R,

Bootstrap 56 ) B A5 X 8] Ky (0.0002,0.0010) , A= 0, P
B PP A ROV 35 S BLIY , B T AR Hh A O WA AE T
KRN MAE LTS 22 55 &, Bootstrap K6 56 19 {5
[X_[8] 24 (0. 00001, 0.0007) , ANELE 0, i B ARy i 35 1
b, 2 8 bt — AR T Sobel KB I4E R, Sobel Z {11 1.3
NIE  EWIER A3 T A 0N 85 ST, BV R A B Y S i s
3 3 5 A A TC A T — 25 5% T E T8 B DL R AE 2T
WES,
8 SHEAL AR A HEL
Table 8 The mediation effect of mismatch cost

TEL TR LI ES
Sobel Z 2.996 ™" 2.787"
Sobel Z-p {& (0.003) (0.005)
Goodman-1 7 2.980 """ 2.771°
Goodman-1 Z-p {# (0.003) (0.006)
Goodman-2 Z 3.012 7" 2.803 ™
Goodman-2 Z-p {H (0.003) (0.005)

Bootstrap &1 X [f] (0.0002 0. 0010) (0.00001 0. 0007)
TRV A % 16. 64 19. 48

6 ZRIF
6.1 ARG

AR SCHE T T AR P18 IV BE A6 15 7 i 2 1 A
ISP A 32 P94 2 T 3 09 2090800, 35 10 OF 30 T 7%
SR o0t B T SR T 2 3 IR 77 2k K 1
BIN2x S 016 SRR TR B 5 A TF 16 S 7
LATIR ISR, Al i 45 45 A3 3 36F b 3 32 40087 249 41
— R R VR A, ELOR T 3, Al 4545 A B 5, 7 i 4k
KBS TR ALY ) 000 5 5 W (B2 R ) /D (RS , X
IR R 258N, T R B, R T A 1E
SN AR R B AP B AT LS k3R i
FIEA 77 it 2 4K B SR U BT R AR | LA G T e 2T AR UMy
IARAE LIS B 22 5. AN BFSE S5 R, ol 7 ik
KBS 4 B AR BE 2 (A7 7 R T
6.2 it TMkS SOk STk

SRR L, AR BFSE 5 LA F ok .

AT AR T AR5 7 S B A B R
KLY 2 % 3 BRI ELAT M, P2 R K R
VAR R A P R R WS S i R8T
B Tl T R TAL AT A5 R 0 20 B i 0 5 )
LR SR 567 e K BE I RTSE K 2 6 1R T 7= il 4k K
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The impact of product line length on online review .
Evidence from China’s automobile market

GONG Shuying, LI Chengxi, SUN Qi”

(College of Business, Shanghai University of Finance and Economics, Shanghai 200433, China)

Abstract: Product line length is one of the most important marketing decisions for firms. It enables firms to address heterogeneity in
consume demand. An appropriate product line length will enable firms to improve product quality and achieve better market
performance. However, most of the current research mainly focuses on the direct impact of the product line design on firm's traditional
performance measures (such as sales, cost, and profit) , and few studies consider the relationship between product line length and
consumer behavior.

With the development of the digital age and the platform economy, the factors that affect the efficient and sustainable development
of firms are no longer limited to traditional performance. Firms increasingly recognize the importance of effective marketing
communication with consumers, and actively take measures to promote digital marketing strategies, such as managing and promoting
consumer online reviews through implementing relevant strategies to achieve a good online reputation; establishing user communities to
achieve higher level of consumers activity and maintaining good online reviews. In particular, online reviews are consumers’ evaluations
of product use and service experience. It is one of the most commonly used marketing tools for firms in the digital age. It is also an
important information source for consumers in making purchase decisions.

However, few research has explicitly focused on the potential impacts of firm's product line strategies on the consumer online
reviews. Therefore, our paper mostly focuses on the following three questions: first, how does the product line length affect platform
online reviews? Specifically, how does the product line length affect the valence of online reviews and the variance of online reviews?
Second, given the length of the product line, how does the effectiveness of firm’s advertising spending moderate the main effects?
Third, what is the potential mechanism of product line length on platform online reviews (including the valence of online reviews and
the variance of online reviews) ?

In the first part of the paper, we review the previous literature on product line length, online reviews and advertising. Based on
the accessibility-diagnosticity theory and mismatch theory, we propose the logical deduction and the theoretical hypothesis: first, with
the increasing of product line length, the valence of online review decreases and the variance of online review increases. Moreover, the
intensity of advertising expenditure moderates the impacts of product line length on the effectiveness of online review. Specifically, with
the increases of advertising expenditure, the (absolute value) of the negative impact of product line length on the valence of online
reviews will be smaller, and the positive impact of product line length on the variance of online reviews will also be smaller.

In the second part, we construct the empirical specification, and use the automobile industry data of 50 vehicle models from
October 2012 to June 2021 in China to empirically test the hypotheses in the first part. Specifically, our research mostly relies on four
types of data: vehicle monthly sales and characteristic data, a measure of product line length at the vehicle model level, consumer
online reviews data, as well as monthly firm advertising expenditure data at the vehicle model level. In total, the dataset includes 5250
observations. And our empirical results support all of our hypotheses.

In the third part, we verify the findings through a series of robustness tests, including solving the endogeneity of the product line
length, changing the measurement of the product line length, considering the long-term effects of advertising, and expanding the model
sample and diversifying advertising types ( traditional advertising and social media advertising). These findings are robust to a series of
alternative specifications, such as alternative measure of product line length, excluding “niche-market” products, and long-term effects
of advertising.
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In the fourth part, we analyze the underlying mediation effect of mismatch cost. We find that the mismatch cost partially mediates
the impacts of product line length on the effectiveness of consumer online reviews. This result indicates that vehicle models with longer
product line length will increase the mismatch cost, and induce the decrease of the valence of online reviews and the increase of the
variance of online reviews.

To sum up, this study extends the research on product line length, consumer online rating reviews, and advertising effectiveness.
And provides a new perspective for firms to design optimal product line length and manage online review. In particular, the results
provide firms and managers with not only insights about the role of product line length on the consumer online reviews, but also
actionable strategies about how to optimize the advertising strategies. In addition, it has practical implications for effectively promoting
firm's marketing communication.

Key words: Product line length; Valence of online reviews; Variance of online reviews; Advertising investment; Mismatch cost
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