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Abstract

Through the experimental design of 2 (positive word-of-mouth/ negative word-of-mouth) x2 (high word-of-mouth quality / low
word-of-mouth quality), this study discusses the impact of online word-of-mouth valance and quality on consumers’ purchase
intention. The experimental results show that the purchase intention with high word-of-mouth quality is higher than that with low
word-of-mouth quality; the purchase intention of positive word-of-mouth is higher than that of negative word-of-mouth; consumers
with high word-of-mouth quality and positive word-of-mouth value have the highest purchase intention.
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