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Research on the impact of external online word-of-mouth on consumer purchase behavior for

Baijiu products

TONG Jun', ZHOU Li', WANG Kai**

(1.Department of Business Administration, Moutai Institute, Zunyi 564500, China;
2.College of Economic and Management, Hubei Engineering University, Xiaogan 432100, China)

Abstract: In the digital era, external online word-of-mouth (¢eWOM) has become a crucial factor influencing consumer purchase behavior. As a tradi-

tional consumer product in China, the Baijiu market is increasingly competitive, with consumers paying greater attention to product quality and brand

trust. Based on the Stimulus-Organism-Response (S-O-R) theory, an "eWOM-Perceived Value-Consumer Purchase Behavior" model was constructed

to explore the impact mechanism of eWOM on consumer purchase behavior of Baijiu and examine the mediating role of perceived value. Data were

collected through a questionnaire survey and analyzed using Structural Equation Modeling (SEM). The results indicated that the source, volume, quality,

and valence of eWOM had varying degrees of influence on consumer purchase behavior, with eWOM source and valence playing the most significant

roles. Additionally, perceived value served as a crucial mediating factor between eWOM and consumer purchase behavior. Based on these findings,

the strategies for optimizing Baijiu brand reputation management, enhancing consumer perceived value, and improving market competitiveness were

proposed, aiming to provide theoretical support for Baijiu enterprises to formulate marketing strategies.
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Fig. 1 Theoretical model of the influence of external online word—of—
mouth on consumer purchase behavior for Baijiu products
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Table 1 Results of descriptive statistical analysis
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Table 2 Results of reliability test
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Fig. 2 Structural equation model
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Table 4 Results of model fitting degree test
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Table 5 Parameters of path coefficients
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