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Abstract

This paper explores the influence of media coverage on new product
performance by using regression analysis in order to explore the impact of
abnormal stock returns on new products declared by listed companies in 2010
to 2015. To add brand equity and the corporate reputation is the disturbance
variable, and further examines the effect of the disturbance variable on the
abnormal payoff between the media exposure and the new product
performance.

The empirical results show that the new product announcement will create
a positive market value for the company, the degree of corporate media
exposure to the new product performance is a positive impact, followed by
brand equity and corporate reputation for media exposure and new product

performance interference effect all positive enhancement.
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