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Abstract

Within the vast body of eWoM research, we find little focus on the relative value
contribution of online ratings to users, especially in comparison to traditional
word-of-mouth recommendations (Porter 2017). Our research tries to fill this void by
comparing utility values for eWoM ratings with those for WoM recommendations in
an industry where professional eWoM management and research is less established, 1.e.
the event industry. Based on a conjoint analysis with 382 respondents, we calculate the
relative value of personal recommendations and online review ratings. Our results
indicate that the WoM part-worth is higher than eWoM part-worths for medium
star-ratings, nearly equal for high (4.5-star ratings), and significantly lower for top
(5.0-star) ratings. We further find that social motivation to participate interacts with
prior event experience and gender in the effect on WoM and eWoM ratings. We derive
implications for theory and practice that focus on combining WoM and eWoM.
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