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Online reviews are the most trusted source of information by hotel customers and play a role in reducing
the uncertainty associated with a hotel choice. Recently, the perceived usefulness of review is an
important factor in determining the effectiveness of electronic word-of-mouth communication. The online
review usefulness literature mainly focused on review and reviewer factors, but company factors or
cultural factors were not considered. This study analyzed the factors affecting the usefulness of review in
the hotel industry by dividing them into review, company, and national level. We collected 10,611
Tripadvisor reviews of 225 hotels from 9 countries, and analyzed the effects of review, company, and
country-level factors on review usefulness through multi-level negative binomial regression analysis. As
a result of the analysis, it was found that there is a systematic difference in the usefulness of review
according to culture and company factors.

Key Words: Review usefulness, culture, company, online review, international comparison, hotel

| M2 g A e 89 € (e.g., A, AA) 2 A3
A EA(e.g., AY4 89)ez2 FEAL (Lewis,
1984, McCleary Weaver, and Hutchinson,
=24 WS vid Fksta glom, ¢=9l 1993; Callan, 1994; Saleh and Ryan, 1992;
#FA o] 52 T 109 Bt vl 4%% 7 Chia-Jung and Pei-Chun, 2014). 3FA%F, 2000
& Aoz AgEH(Hotel Investment Outlook, Ao 29 A AA &AL o] 83 £ Sl 2RE

CAYAT] WEH An|zte] sEMEd o g el SAsHEA, <l gqwrt A Al

Submission Date: 10. 19. 2020 Revised Date: (1st: 12. 19. 2020) Accepted Date: 01. 05. 2021

* This work was supported by the Ministry of Education of the Republic of Korea and the National Research
Foundation of Korea(NRF-2020S1A5A2A01044436)

Copyright 2011 THE KOREAN ACADEMIC SOCIETY OF BUSINESS ADMINISTRATION
This is an open access article distributed under the terms of the Creative Commons Attribution License 4.0, which permits
unrestricted, distribution, and reproduction in any medium, provided the original work is properly cited.



Jungwon Lee - Cheol Park

HZe] &
Fodsta itk (Hollenbeck, 2018). &2l 24
ZHAREo] AlF]shE FEAolm (Nielsen, 2015),
Hzke] ) AbAR T #HE ESUAAE 9
dg-S 3} (Kim and Hollingshead, 2015).
g AFAES 2l 2l /7L 2B P o
EH_,_ J}UH /‘01 = ] 4_4- Z%H]—Oﬂ
= A%#E Bualth(Bickart and
Schindler 2001 Ratchford, Lee, and Talukdar
2003). 2y, 543] 7k HEE QI8 aH|A=
AR BEE A BAT A% At (Hong,
Xu, Wang and Fan, 2017: Chen and Tseng,
2011; Lee and Park, 2021a). &H|AF= 1A] 2}
Z0]7] gl theket Als(e.g., BA, BH
Joll whet ej 7S e o HHA st
(Gottschalk and Mafael, 2017), 22}l 24
&S avR AAA O g frt drkhdt ke
n X =4 A%3st7] "ol (Pavliou and Fygenson
2006; Pavlou, Liang, and Xue 2007), <g}<l
TFH FHE ofasted v Fag aglolgn
g 4 Sl

Sl g 8 dEFE mAE A8
2e T2 g #HE adlo] did] b
(Hong et al., 2017). AddF= 2H9 2o
(e.g., Yan, Zhang, and Zhang, 2012; Ahmad
and Laroche, 2015), ¥ (e.g., Wu, 2013)°]
2 &4 PAE e Bausilh. 1 v
T 25 7HEA ] B 844 24 de vl
AgE 237 RaEithe.g., Park and Nicolau,
2015). =3 oot #HdE 8Qloze 24
o] JH =% $F(Guo and Zhou, 2017), AEA
(Yin, 2012; Cheng and Ho, 2015), # &
(Huang, Chen, Yen, and Tran, 2015) %o°| &l

lo

QA Zed 93 AL aglo
o

O s

2
oo oSy Flr
K-S
=
Mool

of

< "A

738
#84)

O
zg}

586

2
o
2
)
o
=
R0
rr
patk
|o
it
[

Ly
shAIRE 22kl B ZYEo] 224 3
o= B35 (Leon, 2019), BH &4

A Estol| e} 01‘[15} 2po] 7} EA] B3
z]:l

]/ﬂ’ Al 001- oﬂ%

o

ol A

-1 1% o2
{n Moo 2

9 2 2 o

I=] "I
Y B %%9] *Zﬂi 7&?45]“1 Tylor 1871)
1242 9 npE AFASERE LR F
] zbo] & AWste aglor A olgith(Kumar,
.= A H2Y
2 #8e Al¥ F4HGatignon, Eliashberg, and
Robertson, 1989: Tellis, Stremersch, and Yin,
2003), AH)AF A4 (Steenkamp, Hofstede, and
Wedel 1999), $AFo]E 7} (Steenkamp and
Geyskens, 2006), B2t x}AHSteenkamp, Batra,
and Alden, 2003), AIAl#F 7l (Nakata and
Sivakumar, 1996), %3 A78] F4} (Deleersnyder,
Dekimpe, Steenkamp, and Leeflang, 2009)
T TS okl A E3te] wet el FEE B
19 F29] el 2pol7t Avte AT2ARE B

Sunder, and Ramaseshan, 2011)

N

Lotk SRS veke EEe) aBAE
o g HlzY27E FAH7] w2344 Abold
W2 i F849 AolE HWele AL F83 Al
AMEE AT = Atk e.g., Gao, Li, Liu, and
Fang, 2018).

&g].o ?-;q,] 3= 243 _Ejg].xq oo]oﬂ
M= e A7t EaEd ey (e.g., Money,
1998: Park and Lee, 2009: Schumann,
Wangenheim, Stringfellow, Yang, Zazevic, ...
and Jiménez, 2010: Tang, 2017), &2l &+
fr&7d9 HetdlA anate] =7F £3p7F ofw g 9
& A=A AFEA] ZRH(Kim, Jun and Kim,

Korean Management Review Vol.50 Issue.3, June 2021



A Multi-Level Analysis on Factors Influencing the Usefulness of Online Review in the Global Hotel Market

2018). dl9)g o2 Kim et al.(2018)2 #3}4
Aol et 3ol A4 A5 A Pl Ao
7t slehe A wASdT. AR, e Hohe
o R A7 wiel &3 Al 235 Fe
ot Fdrhe Aol k. H&o] APdTe F
57}E HlwdtAv(e.g., Lee and Park, 2020)
shte] 34 Akl dke EAAte e
o] 9t} (e.g., Casalo, Flavian, Guinaliu, and
Ekinci, 2015). Franke and Richey(2010, p.
16)°] =29, A1=4 e T4 &7 gobs 9
A= Aol T 10709 =718 gz &
Aol Fgstr}.

teo], 22l 743 7194783 ko] Al
&S X E 20ozE 7Y B4 gloH (Babi¢
Rosario, Sotgiu, De Valck, and Bijmolt, 2016).
2 8] N dga
7} it} o] & Eo°| Babi¢ Rosario(2016)< &g

?‘24 UﬂF/P:'r“ 04%101]*1 A& fﬂoﬂ et 7l
o, 013151
Aol W}E‘r —9—3}01 ?XH 347} 2ol 7k 9k
et whela], A F Rk ofy gk A

AFeE 7199 SHE IR G890 9B

Aoz ¥HY g

feiec)
(o J[m ‘L
O :
_1
Ho
e
o
Hr
FU
o
ol
2
M
I
ol
—|~

A
fit

=
<

I
s. AHlA), BlE g9l A (vs. 5H 29),
o] £}l FH9 &I WA= G
t9tH(Davis and Khazanchi 2008; Gao,
Li, Liu, and Fang, 2018: Hollenbeck, 2018:
Lee and Shin, 2014). skAI%F o] (g 71 2919
25 874 1t WAE FEsl AFEA &gkt

o]a{a} uﬂﬁoﬂ}q H oirTLoﬂ/qL FEARS g

1 o o
Olt r_\:_\l
o[ﬂ

QR ER=Y o
o oR 84 JFE AT 2AL IR, 7]
9, W pEom Fusl pasnd otk 59
AQe Lol PR AEE S W Bgow

Korean Management Review Vol.50 Issue.3, June 2021

2ol 749 AFeE Agsrkn & + Aot
(Cantallops and Salvi, 2014: Gretzel and
Yoo, 2008). ¥ A& 97 =7le] Efo]=nlo|A
2l 10.61170 =43t v ol (negative
binomial) HALACE 2H, 714, =7t %

SQ150] Pt FEA WA dF B4 o}&’i‘ﬂr
A2 £33t 9 71 ecld wet 2R f84ddl

ri
re
-
rir
F HE o
og%nlo
T =
TxE
L
H2 o o
oZiHn:>~
2 o
[
*r&;‘i
3“-110
ogijﬂx
rllloli
“;
i%_@
:L_‘E
ril
B 2

S
34 Aol g el

EEL o} gl 9/l %7?4}1 fo g §314 A}

= jEAer BEAXgto 24 2l 484
RSk HlaL A 7]efets

)
Y
oot
o
hy
X

o
=7
o

o o
o
11 o

M
=
o~
4>
1o,
H
N
i
=
o2,
FU
Mo e
SO e

Il. OIEH HE & JHd

221}l e SAd ek dPdTe &
Agn 289 74 B EA8AtH(Babic
Rosario et al. 2016). <2}l FHF "2
A AeAge] F%F (Liu, 2006, p. 75) 2.2 F 25
o, AE U AR EE zolv, B THAA
Az 2N A& S7HA7Itke.g., Chintagunta,
Gopinath, and Venkataraman, 2010). &2}l
TH AYE PR B FHeR Al P
AR, 544, e 94 H7F (Liu, 2006, p. 75)
Z e, JgE e AEFY F4ov HiE 9

587



Jungwon Lee - Cheol Park

| gk (Liu, 2006). B3, <2l 2Fe] g3k o
ook?‘sl— }\O—loﬂ/\i xﬂ JJ/}oﬂ :L7gxqo] 0:]5]:—4 ] ]_

Aoz HuE 9t (e.g., Chevalier and Mayzlin,
2006: Liu, 2006). 4 #8482 2liHE & A
o] g7t &t =gl "Hrha A4 s
oJn|st (Mudambi and Schuff, 2010), &H]#}
© Al ol JALEA o A= o] EF5F
g7t o frésttta 914 gt (Chevalier and
Mayzlin, 2006).

AFAEL 22l Fi A 4FE nAE
Sl F2 2 2203 o] 89& Hastn
A Hong et al., 2017). g L91° T
Zol(e.g., Yan, Zhang, and Zhang, 2012:
Ahmad and Laroche, 2015), #H(e.g., Kwok
and Xie, 2016; Pan and Zhang, 2011; Wu,
2013) 5ol F& AF=HAct. 1 W= g/ 7=
gol B F8&Ad 284 dFe vt 29
7} Ba¥ Rtk (Park and Nicolau, 2015). ZL&jv}+
BHE AF4A b+ 24 G (e.g., Pan and
Zhang, 2011)9} ¥4 2 &3 (e.g., Kwok and
Xie, 2016)7} €§=o] BHusx glom 2 2

ol gl FuAS 7l utet 8 nA=
F3of Apol7t e AR AAZITHHong et al.,
2017). ®3}, Li and Huang (2020)°] <lstd =
T Zole MR FEAe S wet 1 53
of zke]7} Sle A& Ueyt & dFe
T F23 aQlo|wA, d#EA] ¢ A3t B
1 2 Zeolg i FHd 23S w5 A @
(e.g., Siering and Muntermann, 2013: Wu,
2013; Kang and Zhou, 2016; Qiang and Yue,
2013). t¥g w319 =7kE e R 2 24
I YH FEA Y] HAE EATeEN, 34
SHoA FiA R dutgl Thedt A EEs)

588

Chen, Yen, and Tran, 2015),
I & o] E(logogram) &4 0401‘? /\} ‘8}
Fle 24 7& FYste WS At &
AH(Workman, 2007). T3t tAE 2]

, HE U vlo]E 71 358 SWHOR

AtH(Weaver and Shannon, 1963).
T dole i 84 38
Z oA 4 Stk A, JE o] &
Hela Awd F itk gAlo]ES
o7t A5 2 FHl 27} 2]
AAH (Wu, 2017), o= <& g+
AA An|zt A A FEE F7HET
Wu et al.(2005)& 2 Ate]z<] Fart
gL Gesitt= 4L s
A]

P

5’—7]—0]

q (TS A
nm
lm 2, ;:1
o
m{n
o 2

o —r i

S
oy oy & oo oq

o M © 2 gd o
&

E o

ACH

:111 r\r

v 3

bl
0. Q

¥ A4 (diagnosticity) =
L8 /Kgoﬂ ;g o] Oﬂtﬂ:o w2
t}. o & E°] Mudambi and Schuff(2010)
ol S5 o] F275 HRE He AFEE
A date JEE AT
7kt etk e, 24y et S
=, O Aol B gfelrt A AAA =
FI7F Yt (Wu et al., 2005). ©]9} 2 =9&
HiEo 2 ofef 7Hd 15 AA 8.

FAL W 7heAgol

<

M1 R dolk g
% 12 Rl

=

84900 T4 9

11w O

>

24 A 2T 784 e BAe £9d 49
7} BaE 3 90tk (e.g., Pan and Zhang, 2011;

Pavlou and Dimoka, 2006: Sen and Lerman,

Korean Management Review Vol.50 Issue.3, June 2021



A Multi-Level Analysis on Factors Influencing the Usefulness of Online Review in the Global Hotel Market

2007; Schindler and Bickart, 2012). A3+
& 344 A% (e.g., Pan and Zhang, 2011)
o} 7424 B (e.g., Kwok and Xie, 2016)&
3l9ith. & 9] Pan and Zhang(2011)2 él
Al &2kl anjie] dolHE FRiste] 2 B33
Jﬁ.& ] }a]ﬂ_ &/&oﬂ :L7§;<40 oﬂab U]?hﬂ———
ﬂ% Husgth, ¥, Kwok and Xie(2016)
A a7t &HApE 7R 9383 i
U%, A4 2 Bo o 95 E7] Wi
449 3849 = A 4 83
Aol Z(Kahneman and Tversky, 1979)9]
SR A A o] SHT S RIzkeh

fd

oN ey
4>4 R4

e &

:|o

uﬁﬁ;
mﬁrﬂ-u

At 7é°ﬂ P o, FHA4 2 2HIt
A i vl o Avjate] Fo2 Tr oA}
2R 28 B2 Agoan FLa Bt

g 7hsAol —};‘ﬂr(e g., Homer and Yoon, 1992).
& A28 A5 P399 5717t
7&?7‘4 ZH7F 8 fr&stA A
= AEEY AR A A 4EE
A7) Uﬂfoﬂ Bansal and Voyer, 2000),
*F'ra 3 AR AdS st F
g Zo|th(Xie and Lee, 2015). o]} 2
go = ol 7Hd 25 AA .

Korean Management Review Vol.50 Issue.3, June 2021

Fang, 2006: Davis and Khazanchi, 2008:
Gao et al., 2018 Lee and Shin, 2014: Swani,
Brown, and Milne, 2017). A<l 2Jshd
Sl Aol 2ulAL fFel viAlE SHH a2
FAAET F@A N F3tE ™ (Park and Lee,
2009), HFA G| wet Adnitlo] Hale Fd=
o] SAo] 2Ha wkgo mAE f3fe] Apo]7} 9l
202 BuEtH(Swani et al., 2017). °]H
AP dite 719 54 2i a8 3%
U #HAd S ANSt vt 58] B
A gl 2l elie 4 did shue] A
52 2g35t7] w ol (Goldsmith and Horowitz,
2006), ©E F4 2352 AAA= HE(e.g.,
Jarvenpaa, Tractinsky, and Vitale, 2000),
B = 2HH(Augusto and Torres, 2018) & 71

o, r9: rr

e

QB AR F88d KT 9L A A5
o] 2t o] Sof, 2u|A4t S 72 et
234499 A% BelE9 Huo Aol7t BT
#glom, old wet el 84S el A%
g 7P54o] =tk o|eg el B A7k IR
#8431 DPF Beo] P& g sdoR 39 7
29 59 140 24 B3 54 4L A
F mE Az £29 990 Y & 9ot
%2 ) 14 Aoluet 39 9] 1] Aol7} 2
7 sgiet

2
N
Ir s
fo
rO
o
> U
e,
o,
¢}

fol
i)
=1
o

g rlo

o *JFHZ oF
2 YelstH(Lewicki, McAlhster, and Bies,
1998; Doney and Cannon, 1997). wabr AH]
Ae tR7F 2 'l tisf el & A i B
S AZE fddo] Aad Tkl A o

589



Jungwon Lee - Cheol Park

219 o B84 ok Avae L9 gy
o JELZ AAaAT|H, AFA R P A
] 03l g5 A4 8% 5 .
0] Hollenbeck(2018)2] ¢1tol <Jshd 2}
e YA fvhe 2
oA o 2% Ao YeRt F, £l
2z gAY O BEEE S AN ATE
Fujo] gt BT} o] e e
=dzdd o 7eA e Aol o
9% Hpgoz o 7Hd 38 AT,

A
\=]
T/

fob T i rE m\
r°l Hﬂ £ I

(e3

]_
1o
1 =

for
i)
N
R
g
flo

2 A A avet 34
7Fe/dol Atk WA, 7H4-E AlF
A A (Peterson and Wilson, 1985),
AV 38 A6 gigr BEAAS
A TH o] Z71ERE Aua)
7}§_E}(Sh1mp and Bearden,
FATAN A3 A7 A9
ol #AES Eug vk lvk(Kaplan,
Szybillo, and Jacoby 1974 White and Truly,
1989), wetd, S8l 7140 HoAle 74 &HA}
T =S AFAEY EG44S A7) Hs &
el FRe] f84E =4 AAE 7hsdel A
(e.g., Maslowska, Malthouse, and Viswanathan,
2017). o]A ¥ 712 At g3ir} ZA) b,
M| 29| 735 A8 3)9e] F717F AskE7] uiEel
(Bansal and Voyer, 2000), 2&<1 g#E &3l
AAAQ @2 g9ate = LHA Psol o % 5}
Al veld Aelth(Xie and Lee, 2015). o2
oS nEo g o 7Hd 45 AT

k)
o H
—n
B

S
n,

U Ao
e
o
ol
B

4N

=y
fd
4 e

D)
ZOL_,(

[e)

o 0 Jo
o

|

p
01)1

o

T )
2
o

512%
B2
"/—{EI

27

N

N
=2
o
ox

iy

LY

590

M 4 B AL Bl
9 12 Rl

2.3 =7t Qolnt 2|7 73d 2ol 2

wite A, AlY, d=, B9, HE, #5 F <
Zto] Abz) o] U BN 9

A2 ZoddHTylor, 1871). E3}= AH|A}F 5
o 9% vA= T2 4 220 (De Mooij
and Hofstede, 2010; Keh and Sun, 2008), ©]
2 Gk 2Rl WA e deEs BaEg)
H(Buzova, Sanz-Blas, and Cervera-Taulet,
2019; Lee and Park, 2021b). 22kl 74 wigt

A &3} Hlu AF+E T3 HPAd+= dFE
Hofstede(1980)¢] d+& Edl= Y= At (Park
and Lee, 2009: Lam, Lee, and Mizerski, 2009;
2010; Tang, 2017; Winterich,
Gangwar, and Grewal, 2018). Hofstede(1980)
o] &3} A& =7 A3 A AN BE A
#d Aoz BuydtH(Blodgett, Bakir, and
Rose, 2008).

Sl A 239 #3814 Aol & EA e APd
TE AuEE(Tang, 2017), ¥ (Nath, Devlin,
and Reid, 2018), HAdAH Ale]E(Lin and
Kalwani, 2018) & th3t /}}‘ﬁ oA Hofstede
(1980)¢] &3} AHdle] A84 + k= 2AE B
131}, o & E°] Money, GlHy, and Graham
(1998)& &3} W= AH| 2 271 A E
o R AEXALE st JEFoAel 47 &3
oA AR o 2Rl FHo] mA= &7
stdtte 235 Hustlth. E3gk Park and Lee
(2009) = =¥} w9 ’\H]X}'* Ao 2 At
5S4, 289 A dig BE, i o= 5o #

Schumann et al.,

Korean Management Review Vol.50 Issue.3, June 2021



A Multi-Level Analysis on Factors Influencing the Usefulness of Online Review in the Global Hotel Market

AA &544 ztolo] 24 FAE A s, =
o Mzt B} gho] MR Fel A kel
Aol ol oo o et ¥ % UW‘?}—L‘ ZERUS=
B3ttt Tang(2017)&
tEE A A g nAE °§ th)r Tl E‘ﬂ "] NAF
= A EAS I7ke] 2291 7ol 8 A =
7t A Bl ojm ek FaFE wAH, o]H g

FI7} Esho] met 2HEYE A%E Husioit
B d3E o7 21E gten ofstede(1980)
o &3 A F QTR d8 A, =

G4 39 Apdel 23s 2 g/ 84 1
T Q%S BA6 o] 7] &3 Ad 2 &
2l A PEd kel A Zded AA A
Aol & 7H ow ANAY 34 Ao He A
7] W&ol (e.g., Gao et al., 2018; Lam et al.,
2009; Dawar, Parker, and Price, 1996), 2+
&8 #AE & A7 F7H 23 A e ®
REGEES

HRAF] Adgo] At Akslel A= 7HR1A B ¢
Mol Ael g Azt (Hofstede, 1980). AHE

ol A7) AAl3 A7 AA 7

B0

}}_.9‘ et zﬂo]z]

(Hofstede, 1980). &2}l 74 AgdA+= diF
T Jere Z3hol HEF ok gao] &) o
FolAthe A= Rkt Dwyer, Mesak, and
Hsu, 2005: Fong and Burton, 2008: Money,
Gilly, and Graham, 1998). o]& 7§e1F9] 3}
o F7bE T JeFe] w5 w7kl A AR froi 7t

o sl $hEel Q7] Rl oled Sy
A% 84 s 468 + Uk 2, e
2a9le aulAE e suAde fos 419

Korean Management Review Vol.50 Issue.3, June 2021

Mo e B et dRY F84
kel

o
=

= A ARG 7hergdol At o3 =9 s uig
o J J

7b G2 w3 E kel o 1913 A 718t
HJZJ. o|thH(Hofstede,
Hol| A= A7 A
o2 AAA M (Gudykunst,
Matsumoto, Ting-Toomey, Nishida, Kim, and
Heyman, 1996), &H|AE2 A9l tial HE3]
i, 25 AT BRE F8ote Aol dottt
(Zandpour, Campos, Catalano, Chang, Cho,
Jiang, ... and Hoobyar, 1994). fﬂra}’ﬂ A= A
27t & =71 AvAd s A8 /i HJEE
83 A24e Aot fAkeA AT B9
A2l & B39 LML s, A3 v s

o H19E 7 AR ﬂia 835t 7]
A &= 7Ago] ettt S A Winterich

et al., 2018). webr, F& X]-‘HE eI PAS
7} A Bl e feAE dudez WA A4S
3, AHAET =2 Ao AErt oAl diaA
< 49 A7t 22545 & A4 Aol
(Tang, 2017). o]¢} 2 =

M 65 AR s

M 6 A Adsl 2 Bahe olf f84d
A4 JFL ¥ Rl

591



Jungwon Lee - Cheol Park

Ba A9 F, 2294 A9%e vde A
& d338] AP A} P2l

39E AdE HE 49T & Ark(Hofstede,
2001). #3444 APl B& Fahe 49T F

A g1 RS

%, BN 39l 2255 YR 3

et FEA 5717t S7betA "ok AP
T W2H 24 oA de] & 3k ZE
T &% (Lam, Lee, and Mizerski 2009; Liu,
Furrer, and Sudharshan 2001)%%+ olu2t %
B A 25 (Dawar, Parker, and Price, 1996;
Money et al., 1998)#tx F3Z o AARAE 7}
A3 Gk mEkA, 22l 2] f8AE =4 A
7ke Zlojt}, o]¢} & =9 & ulgoz ol 714
T& A%,

W T E8AA B9 el w2 23k dlF
fr8/dl =% o

ATRY S FASIAT. =3 2l H 84l J
= 1A e i A7171(PC vs. 2o, o
P 22 (A vs. H|ZY2), A Zlo], Y A
Hd, Ad T2 SA MR FUkeIAY o 2
S AFRYL 99 Figure 13 2t}

IIl. oi5rEHY

3.1 BE U paEH

E 7ot qEAd 22 fF F9Ed =

o= nlo] & (www.tripadvisor.com) A 970 =F

| Aeze
%-;\;eli \ AzAz)
T =
‘ sz 31 R
‘ R
Level 2
1Y == ‘ s 71 }\
Level 1 ‘ 2l 2ol
g2lg ==
‘ e Ey | Y 2z 88y

(Figure 1) A7z

592

Korean Management Review Vol.50 Issue.3, June 2021



A Multi-Level Analysis on Factors Influencing the Usefulness of Online Review in the Global Hotel Market

7kel 2257 zEE ez 10,6117 ERE
Q3T ke 32, GAo}, olgelol, B, B
871, 299, 2, A% Solol, a9l ol
o 9E A28 Ak AA TEol (e,
AN E B BEAR AEA P T
Sttt Efolmntol A & vheket =7k
A7} e Tt o]&sh] W, Al
T8 (e.g., doh) = A4E PHe AT 77}
LA} opd T Flel AN A $4
& Wl hegol 2] AEeln. T3,
24 w5 ADE BRAN AL, F
b #EE g2 A9 BARG g B0 9
3 g slesl, oY lel FUE o vz
9] BAoz WE) dEd AEAHR T,
42 o 2=, 43 D) L34 o

A}

ox,

0

N oox 1o X o pu @ ¥ e

N
N

A5t gt ‘Ol 27 }Oﬂu} o 5

o] A}

2& EoiAlogogram) & AHgsle AS 24
F2 Zshe WS AFEeta 9o (Workman,
2007), "dAd @2 74 HolE 7 FEE &

Ao g &85 it (Weaver and Shannon,
3 YR HHe P e59 A

.g., Chua and Banerjee 2015).

2 39 2 39 7HAE &4

E%‘ﬂt‘ﬂ}ow o A Xﬂ%ﬁ}
el

o i i fo

Zhou, 2005: Park and Nicolau, 2015). &2

Korean Management Review Vol.50 Issue.3, June 2021
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’4” 7P E g FAPEE ot AlFst
1 ok dE 50 59 A5, Statistadl FA
HEE J&sta vt sadg2 AL ZI T &4
at7] Wi, Ads vn] "ER AT 24

71712 PCoF Rz FE¥H, Efjoj=niolA

FYFAE Bod 55 2ol B0g AFsn
90w, oleld ghug Faf vl sz 23349
o oy 249 meE DRl o] gulEd ol

N

bS5 ek mebd vz s BA3 oy 24
S Fea B, ik 14 A4
1 el w28 hsAe] Pad
RN A
&, AHEANSE £h0l§ Felsh 9 ol g
$5%E

1..

A

o 9FE A F dE= GDPY UEH ] 8
AstAtt. GDPE World bank®] dle|HE &%}
o 9HY o|&EL gokdt Zylo] FRE 3
AT £ sle A7eldA ekt (Kiibler
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¥ 05 = 73 24
A% 2o A7 29% 489l byte 72 24
% 94 Sl ANE AR AR 24
ap +z |_aa A4 ¥, o, /1%, A%S QUUFE 24
vy [ PG O ool
457171 wulel, PO ol W E 24
i 84 g itel 558 =& #'(helpfulness) & N+ 54
ez | 59 29 A4 78 24
w2 [ 417 SAGEE 3F 838 24
A AA79 99| ARE 24
BG4 99 | w9445 Lot 0@ 494 A9Ee] 458 24 | Hofstede’s DB
TS AaAd [ Ade #4950 e 2 e e AuE 24
GDP =¥ 1919 GDPE 3% World bank
el ol & WA 2 o) e AHELT AIE Wikipedia
(Table 2) &8 =71¢ 7|Z&4|
Ws 71 s | an% IRES EEEIEEEEEE
1 = 39 1,426 20 80 30
2 g Ao} 20 1,384 39 93 95
3 olgrg]o} 20 1,306 76 50 75
4 Eish 29 1,288 18 60 85
5 =9 29 1,268 67 35 65
6 E]7] 18 1,218 37 66 85
7 EI] 20 1,187 71 31 29
8 U 19 1,120 46 54 92
9 Ab-g-T]olzpa] o} 31 414 25 95 80
B 25 1,179 44.3 62.6 70.6
A 225 10,611
of 22 Blhdd #712 lEoR AEP . o 3.2 B
A Aol g Az or ek H4E AR o
Bolth, 29 kel WF AR 2L 443, EATE dB F84d IS v 2 7]
A2 A7 627, B4 9 707 5e2 Yy ¢, vbadlel adE 2] 9% Aoz 0E
g, B9, 2P 49 HolH Sk WE 1,179 xS PAGEY 439 U4 2L 2499
= e o} |2 B 2% £840 ML 74 8919 5%
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(Table 3)
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§ 4w | 2 3 4 5 6 7 8 9 0 | 1 12
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g 2. A% ol 026" | 1
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» 3. 28 20 120 | 33| 1
§ 4By |05t | o018t | -041 | 1
& 5. 23717 -.030%* | -104* | -.050" | 006 1
i 6. 54 714 068" | 089" | -.057* | .116* | -.019* 1
. 759 7% | -0597 | -066% | 099" | 049 | -009 | 123 | 1
8. A9z 031" | 072 | 1507 | -.084* | 088" | 038" |-208" | 1
9. 22 A3 035" | 073 | 067 | 084 | 055" | -135% | 056" | -469% | 1
10, 2894 85 | 206 | 010 | 024 | 034% | 022° | -072 | -089% | -142¢ | 423 | 1
1198 olg | 012 | 120 | 0767 | 088" | -.044™ | 0397 | 166" | -.047 | 0457 | 1997 | 1
12. GDP ~059* | 076" | 053" | —018* | -109% | 035" | 010 | 345% | -387 | -138™ | 398 | 1
57 6 | 240 | 4138 | 43 | 2 |oms4s2| 2701 | 453 | 620 | 706 | 781 |28.916.1
EERE] 21 | 176 | 5172 | 09 | 04 |2515676| 1853 | 213 | 208 | 245 | 128 |12.806.3
227 0 1 50 | 0 | 47968 | 10 8 | 31 | 29 | 60 | 6967
Aozt 7% | 214 | 10182 5 1 1908730 1002 | 76 | 95 | 95 | 9% | 55767

*p(0.05: "p<0.01.
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(Table 5) S0/& Ci+E 217124 21t

Variables -
Estimate Std. Error z value
37t FE
AT (vs. HEF9]) -.0164* .0096 -1.7000
A A -.0159* .0096 -1.6630
=944 39 0209 .0062 3.4000
Ny FE
39 7R -.2070"** .0763 -2.7130
4 714 0977 .0758 1.2890
A/ FF
25 Zol 4797 .0286 16.7910
BRI -1.6016""* .0682 -23.4890
A W
237171 (2ukd) -.0875* .0489 -1.7890
olg) EA(H]2Y2x) -.1256*** 0411 -3.0540
A& 2ol .0567 .0345 1.6450
A =AY 31577 .0437 7.2170
ol AH () Referenced
ofg) AL (AF) -.0961" .0510 -1.8820
o3 A7) -.2876""* .0510 -5.6440
o AL (AL) -.0170 .0504 -.3380
GDP -.0101 .0110 -.9180
Yl o] & .0945 1025 9210
Constant -1.6899 1.6746 -1.0090
Random Variance Std. Dev.
Effect =7} 1349 .3672
(Intercept) 5q 5731 6108
AIC 18,360.8
BIC 18,506.2
logLik -9,160.4
=7} 9
g & 225
T 10,611
Max. VIF 2.32
*p{0.1: **p<0.05; **p<0.01
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AR FAHT.96)°] Bt (. 59)—% B
A Fejolth, AR AS dvrA o
(Poisson) 2do] & =A|vF FHff 43
739 mdlo] g84o] 748 E (Cox 1983: Gurmu
1991) &°l&(Negative binomial) ¥ Zd<& A
73} (Slymen et al 2006). Egtk, 0°] 70.5%
zZ 9 o] Jq.q_zﬂ- ] 15]. E_/ﬂ_o_ Huﬂg]_ﬂ %5}]
J7e old(Zero- mﬂated negative binomial)
o] AFHG(Greene, 2003). F=Y ol
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e
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(Table 6) Z1M HZ

| Market

DV: g 184
ey Yol ol G 2olg | Hold trw | 43 2oF G Lol
(1) 2) (3) (4) teE L(5) tE Q(6)
7t £ F
e ~0047 ~0066° ~.0063 ~0153 ~0138 ~.0166°
T (-.0012) (-.0017) (.0017) (.0114) (.0106) (.0097)
E— 00647 ~0078° ~0081° -0158 -0138 ~0161°
o5 (-.0011) (-.0015) (.0015) (.0114) (.0106) (.0097)
Py 02117 02207 0207 02007 01897 0217
Te’d (-.0009) (-.0011) (.0011) (.0073) (.0068) (.0062)
19 FF
[ ~ 17487 —1134° —0951° 1857 —0047 — 2166
= M (-.0178) (-.0269) (.0264) (.0806) (.074) (.0768)
JE— 5855°% 47667 488977 -0271 10833 0933
< 714 (-.0171) (-.0276) (.0266) (.0667) (10732) (.0764)
g7 =
3 200] 1307 5202 51857 36507 36447 8T
e (-.018) (-.0285) (.0281) (.0192) (.0255) (.0287)
e 18735 | -1.5655°" 15327 1.8652°° 1.7602°° 1.6376
T ew (-.036) (-.0707) (.0662) (.0392) (.0584) (.07)
A HE
7] ~ 12937 ~0910° ~.0893° —1307°° ~0697 ~.0858°
Rl (-.0347) (-.049) (.0491) (.0359) (.0442) (10491)
PR ~70767" ~ 14427 = 1527 ~1065 =124 ~ 1237
=4 (=.0296) (-.0419) (0412) (.0304) (.0384) (.0413)
A% 2] 05857 06227 06927 08717 0423 0553
o= (=.0227) (-.0335) (.0338) (.0243) (10307) (10346)
. 53527 4957 55787 33857 2317 30187
cr= (~.0266) (-.038) (.0398) (.032) (.0418) (.0447)
A () Referenced
A (2) ~0607°" ~.0923° ~0854 -.0633° ~0521 ~.098%°
- (-.0353) (£.0525) (.0523) (0357) (,0453) (10512)
A1) - 28427 - 2786 —oT61 —o1267 ~03447 ~.9895°7
= (-.0366) (-.0526) (.0524) (.0369) (.0464) (.0511)
A1) ~0547 ~0351 0336 0203 ~.041 -0185
=As (-.035) (=.052) (052) (.0355) (.0452) (.0506)
aDp ~ 73397 ~ 7568 ~7963° —A615° 17617 101
(-.0429) (-.0626) (.0638) (1.7004) (.0884) (.1033)
Qe ol% 0119 0085 0088 ~0119 -0112 —01
° s (-.0016) (-.0023) (.0023) (.0128) (012) (.0111)
Constont 1.8479° ~.9906 -9655 2186 11217 ~1.5645
(-.4938) (-.7108) (7126) (0677) (1.7182) (1.7092)
Zero-inflation model
N oo 7.39947 =2.499T° ~2.0999°
Ak n/a n/a (2.0429) n/a (0.713) (1.9521)
sd 7o 1.1497° ~64697° —1.3938"
=4 Tt n/a n/a (0.3901) n/a (.2409) (0.7948)
o] 9.7784°" 104167 ~23.3994
Gk n/a n/a (1.5992) n/a (4248) (1751.7013)
41,2263 17T 8.937°
Constant n/a n/a (7.4798) n/a (1.5283) (4.3619)
7985 1702 1373
Random | /" n/a n/a n/a (4455) (4125) (3705)
Effect | =g 4922 3420 3767
=5 n/a n/a n/a (7016) (1702) (6137)
AIC 21.561.06 18.859.27 18.818.34 20.066.99 18.741.38 18.363.62
BIC 21.684.64 18.990.12 18.978.27 20.205.11 18.915.85 18.538.09
TogLik 10,763.53 | -9.411.63 -0.387.17_| -10,014.49 ~9.346.68 ~9.157.80

Note. Random Effect 9] ()SF < E=AAY
G2 Fold o L2 5old £XE Linear parameterizations 9ulste], 47 §o1d thE Q& 209 3 quadratic parameterization

£ oolgh

*p<0.1: *p<0.05: **p(0.01
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FATE F /e vl 0P71‘/}(Ayeh et al.,
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