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Abstract

With the full-fledged operations of many online stores and
the conspicuous increase of the number of users who are
well versed in the online culture of exchanging personal
opinions through SNS, the accessibility to diverse product
reviews has been heightened online. Product reviews exert
major effects on purchasing decisions by affording
potential users to have indirect experience before making a
buying commitment. Thus, it is critical for product
manufactures or online sellers to be able to distinguish
helpful reviews. Also, it is necessary to understand how to

write more helpful reviews from the perspective of
reviewers.

To identify those factors that have significant effects on the
helpfulness of online reviews, the present study has
examined key characteristics of 6000 reviews written for
the products offered by Amazon, building upon the recent
theories and empirical findings accumulated across
multiple disciplines (MIS, CS and IR). Further, this study
has examined the moderation effect of whether the product
is subject to digital sampling experience, providing a new
perspective on understanding the relative characteristics of
reviews written for meaningfully different product
categories. Those factors that have been identified by this
research as determinants of the helpfulness of online
reviews are suggested as essential considerations for
establishing effective review utilization and exposure
strategies. Also, the study findings are expected to
contribute to writing helpful reviews as well as identifying
important reviews early when sufficient reactions from the
users are not yet secured.
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Wel, Fwe AFaiel o AR Awo
47 JPedAEA AN, AIARS Fe
(3]
A%

T T, o =
ok J42E T B2 A9 JAAHATY (Pang
and Lee 2002, Turney 2002).

JEYl B Fael dig 2S4S =39S B
ofuet thekgh xwie] woigk Feo] FRE Fo}
itk AF FelE 1EsEke FiiRES SRS
AiE Pl oA Afel wgel H gpd
grol U= ol oHe Ao 28d  gHe
fr&ded #g A oA B2 4o HRE F
AF T ox HAA =] He HFE
A8ty 1 AFRE FIe f8&3% #RE
AAAez Auste PlAEA EEe 7]
A A2 AGARZ, AAE T vk
Tofoll Azl 8 5] o] gl

odFdAE R fF8A FFE HAE
Qe BT wiole] BEL RN, T4,
AFE T A AN AFTsE Alwel g
gAd 448 7t A5 R FeAde IS
T addse Ao S Aem st
Yxg 7 ¢ A (Digital Experience Goods)2} H] TJX|¥
7 &1 2] (Non-Digital Experience Goods)®] A% &7

x4 & I (Moderator Effect)yE =213} T}
Theoretical Background

Helpfulness of Review

Skl gl & dig A 7 "9
B8 (Helpfulness) S 2]'83}7] $Jato] oo IS
A= 89l 9 AYHs £ % tHLiu, 2012). H9

&4 dgt AFeE AF Fuixl YA A=
A dYs Fste] {83 fRE VAAR
groluya, ol& FAAA FulAEANA ATEH F
Atk AellA o]zt lom, gfole] Yol =
&3 ZHE 27 A% Troj=gRlel #H
RomF wg- Fostrh tjFEel ATelA g
FEAS BHsE FEE FHE A= AHEEA
YRzt ogarAAd Ego]l  HAEA O il
AfAoE diES T3 92 dHolgE o]&3rh
=20 FH  olvlE(Amazon.com)?] 7§~ <Figure
>3 Zol, zt gRE ¢ YW vE AEAEC]
T84 A5 g8 FaxEs & & e 7150 U
Fatel fojzl 7 R fFE&Ad disl

o]
FES ¥ FE 7o f8eta $ud FEsh
BE il AFHL J)E ATE F ol
dH 84 ATE olvhEel AFSE el
F8H FE UOEE olgstel WAHA

14 of 443 people found the following review helpful

dofofodode first 1M, September 28, 2011
By MyPenName (Florida) - See all my reviews

This review is from: Kindle, 6" E Ink Display, Wi-Fi - Includes Special Offers (Graphite)
(Electronics)

ok so it was just announced and I obviously don't have it. But this is the first post ever

for this product ... woohoo !l And yes - I want it 1

Report abuse Permalink
Comments (13)

Help other customars find the most helpful reviews
was this review helpful to you? ( Yes | [ No |
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AFol AA A AFe did HRE
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Ao AEe sk ARE S5 B F
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21t (Perceived Diagnosticity)S  =ol&d =&
FomM AF dig EFALS Fo]FrhKolter
and Keller, 2005). 3, A %7} =& gH/o7t &
g ARAA  AlFA(Perceived Credibility) S
o] FUH(Li and Hitt, 1998). ©]&]3F ZAS Hlgo g,
71E9 R FE84 dFA F2 AEE i
8488 AAse 80 A R 54
giel 5dom uHnh #iod SAHowE
giole Ha, R =&

rolu Fol] ol R 5L AA FxA
54, ond 54 o8 ol
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Categorization of Goods

Fa, vlAE ROkl A& Nelson(1970)2] -0l A

T AF Tl A AFe] digk AP AH oJF
T Aol w73 Al(Experience  Goods)$}
g2 A (Search  Goods)' 9] Al wF  UES

HHAZAHozZ ALE3tt) Nelson?] #|F &7 7|+
AE R/ ol e Fu E uAY Wk g
A Soll #Agk AFo HIVAE Fo] AlEEo
9} tH(Weathers 2006, Huang 2009).
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gt FAgth olet o]l AR A9
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Digital Experience Goods
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Hypothesis and Research Model
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<Table 1> & & Fo| A AF&3 Q91
TE | EF 2
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w9 | BA (Rating)
H E z]
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Ex
-1 0 ‘?‘__,Z_Z(j'
= Z o] (Word Count)
=74

oJn) & | A1 (Descriptiveness)

o 7 (Affectivity)

2l 7019 3 I (Reputation), ‘=& (Exposure) ->2}<l
25 84 gk AFET ofyE Al wok
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AFe]l UAYE MEH] TJbe oo wE §)
3ol A Aol 7hsdk AlsE(Digital Experience
Goods)@} 7}53hA| @2 A% (Physical Experience
Goods)o. = & & Stk AF Fujel  $A
AAdo] Jhser AFe AS AAHol 7He3HA
B> AFH Gy AHAA BES T ¢ o=
ZEkel FReA daxt sk R 5Ao] §
oA AAHe] reEA e AFHR HE
Zlo|th.
A BAAA MABFe] TMsskA g AF B,
AFol ZEAlE AAHA THhEFE AFel g
A4 Aol ojg-2nzE i dgk vt o
=S Aoty ey AA P Jhee Ao AT
AF  EFAFE B Ad@el Jhestrl Wl
AA el gt Halol gi7t o /8% Foth
H5-a: #] B3]~ dFF 0] 7fsdlx &2 A#9/
e FYE dHEFE 28EH g YTE
788 F ot

H5-b: ] G HGFo] Tl A fHt=

Fy5  gREHEE  oqHy  ge  Hdd
2 YTF 88 Aol

9 874 Aol A e AFS A
AFel B Aol g MBSl Al o BE
AHA AR AT Aotk uwebd, AFe
g 540 dete e A&e @ JRArs
8% Aot

Hs-c: ] 15004 4580 J5aid ge AFE

2l 7874 = B Exposure + B,Reputation + B ;Rating +
Bslongevity + PsWordCount + Pe¢Descriptiveness -+
B-,Affectivity + PgLongevity <X ProductType +
BoDescriptiveness <X ProductType + €

Reviewer Characteristics

Exposure
Reputation

Review Characteristics

Product Rating
[ Ateciy ]
Longevity

Helpfulness ofthe
customer review

Product Type

Digital Experience
Goods vs. non-Digital
Experience Goods

<Figure 2> A5+ =4
Method

Data

AR F8Ae dFe v

skl 2010 o] % EA

ool #Heot 7 ERHE AT ol g
AEE FHsn g9 A 7

FAANA APl Thed AFEL
A, APl 7bestA &S Al =
pcet FHlEtE  AAstel 7 kA AlER
3TFO AFES AT olutEdA = A
AR Ak W ®B7|7F Jhset,  Sotdd
RE  fupolxzeA  stelEtelE - wlE  E7|7F
7bseteh. webA, Aol A9 HAAAE Fui
aMe] 2Age gRwe S8k FHE velE
= 4 AE EAYRYE 20129 108 169744
2ol gHE Z 6301700tk AFETE dHolEl 9
71e} A FHE = <Table2> 9F 2t}

<Table 2> A|ETE do]E

T A FT A& N
A78F ol | sotdRl |Adele, 217, 1652
753k Lady Gaga, ‘Born This
) E Way’,
F Jay-Z, ‘The Black
Album’
E ‘Steve Jobs’, 1316
‘Gone Girl’,
‘Unbroken’
A7 el | HERPC [iPad2, 2401
BI}53 Asus Transformer,
A 3= HP TouchPad
7} g} |Canon EOS T3i, 1021
Nikon D3100,
Panasonic DMC-FH25K

Measurement

goje] acle] digh 574 &5 <Table 3>¢}
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AREAF S Al drl A5 Hol= Ao uig
4ol B=E ofnfE o] A AlFe diste] 2lHo7t
Z AA Ry JFE AER ST gRedy
e Ryt & G/HEA  dstd gE
APEAFEREE WSOl HAEo o] Fojt.
mEkx g Ro7E obrlE Yo A AlFES dldo=
Z HE giel g o2 AMEAREY & e84
FEF v f&siva SHe Fuae HES
HolHE A&3F3iT
<Table 3> {2 8o st A &

XY =3 9=
- Hol7l & A=z Ho
=% A% (BExposure) Eh,_\roi f A B
N
e . eitolst & QA et
B3 (Reputation) ek eax Eg g

g gl st 54 FE-2 <Table 4>9}
ofutEe A o] uAMEe] P AFol tiste
e E@ds ARggt 71k gRvt
GREZEE dolHE £ 7Y @A
Tskol  ARtEon el deolg  dddhs
A2 gl 28 "o &5 A& A=
£49& #8l TE-IDFE  o]&ste] AlE AR
g 7ke] FAR A (Cosine Similarity) S 731
ez ARgsgih. AF Ao fAETE
Feas AFY diEAd SAHdd diste] ®ol
Me=d Aoz O AsAd gRd slelgs

4y xR
(O o

o
)
o
,
i
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ofo
_>‘i
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Descriptive Statistics

Az dely 2R 6301700l whE MukAEel s
BAIES <Table 5>9F Zth §] FAHA HH ol
7beet AFEH AB Pl 7hsstA @2 AE zHztel
g3 7% EASE <Table 6>3¥  #Zon,
ANOVAREA A3} 7+ g9 sty F AF TFH
Zke] Apol 7t frejgh s

<Table 5> =4 dolE 3l 7% =7

29 B | FFHUA| N
Exposure 33.85 224.53] 6301
Reputation 0.62 0.31| 6301
Rating 4.02 1.35| 6301
Longevity 11242 20026, 6301

(Day)

Word Count 159.92 221.39] 6301
Descriptiveness 0.04 0.037| 6301
Affectivity 0.16 0.056] 6301

<Table 6> A& Tl whe 3 dvlolgol et

Adolth. A £ BAL S8 B o 1% €A
oAk Adjective) 2} F-AH(Adverb)e] HIE&S LEFSATH a9l A7 §°ln7}%1& y ﬁzgjg o] _ p-value
3 wgol Fgabsh Babe] vl go] ow F4of7) Af | EZAe T AF
U}E]r‘:‘ o ;}D% BN 01 7} B‘L‘ﬂr‘:‘ Ao (N=3400) (N=2902)
e o o T e o BAEFAD | BFEZBRD
A ETHE S UEide 289 3ol 5
e . A oo Helpfulness % 0.682(0.36) 0.472(0.38)| 0.002
Pdetalnl. mekA, 2 vl ggaeh FAbe] E 23.07(125.83)]  46.48(301.06)| 0.002
Mol wgFE o AgHd AR Aow Xpostre T e
W gk} . B Reputation 0.68(0.30) 0.47(0.31)| 0.000
Sig=3 e I Rating 4.13(1.31) 3.89(1.38)] 0.000)
= 3.
<Table 4> e} Fte] a<lcl "41? ¢ ¢ Longevity 7630(4697)|  17640(28126) 0.000
89 53 35 (Day)
7 (Rating) AEo] sk HA Word Count | 191.38(257.95) 123.03(161.14)] 0.000]
Descriptiveness 0.055(0.04) 0.021(0.03)[ 0.000
ZH7E 229 G2 EYH Affectivity 0.029(0.04) 0.034(0.04)| 0.000]
712F (Longevity) o8 4% 9(2012.10.16)
z] o] U 2=
e A Regression
< (Descriptiveness) | A% 283 242 FAH=

A (Affectivity) &AM Adjective) 2}

601]
F-Al(Adverb)9] H| &

Z o] (Word Count) o]

Z} glo] g4te &4l vAE dFS £ 6]
Aete] I AFelAE  ted 3] A (Multiple
Linear Regression)S A]3d3FAth &A1 2 3= <Table
7>3} 2

<Table 7> Z1 A dlolg ol W&t 37 &4 23}
I T ‘ a9 ‘ Coeff. ‘ Std.Err. ‘t—value‘ Sig. I
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Reviewer |Exposure 0.000 | 0.000 |-0.010 |0.992

Reputation 0.669 | 0.011 |74.928 |0.000

ness

Affectivity -0.027 0.099| -2.393| 0.017

Review |Rating 0.143 | 0.002 |16.732|0.000
Longevity 0.445 | 0.000 | 6.326 |0.000
(Day)

'Word Count 0.018 0.000 1.888 [0.059

Descriptivene | 0.074 | 0.163 | 4.498 |0.000

SS

R*=0.643

<Table 9> YRAANA HFE 7Fsd AF e
84 B4 A3

Affectivity -0.028 | 0.082 | -3.249 |0.001

Standard
9l
T 29l Coeff. Error

e

t-value | Sig.

Moderator |Longevity X | -0.518 | 0.000 | -7.292 |0.000
ProductType

Descriptivene | -0.040 | 0.118 | -2.898 | 0.004
ss X ProductT

Reviewer |[Exposure 0.004 0.000| 0.004| 0.765

Reputation 0.641 0.018 44.489| 0.000

ype

R*=0.605
BA Aw, B mde] g i 06052 WS HAHol
T2 Ao FZ YERTL

girels] BWare] TL4E elfel F84ol B2

=

Aolehs Aol feldgion, A 2 9IS
MAE aolel Ao el el ol
¥ Pfe H84el L golg: spHe
gHel EHE F aie #8400 b 2 9%
MAE Aem et £, HAe HRA5E,
= JRAFE, @4 Aush Re

Sl E A

g, FRoe 7 oA 54 F =22 B
mdo A foatx @& Aow YyEWd. Iy
FaBA B4 AZY, 2R FE8A4TY foEE
0.009°]aL, AAAF7E 00332 %o AETAQl
RAoZ Yed Aoz Hol E HUAE ¢
Fagk Qacle] W FYAE FAT, =F
Az}t gHo &40l o= AL AuHAT A=
AL Az "o R dol HiA] B
do| M= FskA kAT FHEA A
021002 ko]

of

w3k 9o BFRA Ay B mdeA o AE
FHe 2" anE o8 Ao YT <Table
8>3} <Table 9>+ AF FTHA wE 39 4
ZAd}oltt.

<Table 8> UeHF oA HFH 7HodhA] &2 Aol

Review [Rating 0.133 0.004| 9.544| 0.000

Longevity -0.084 0.000{ -0.084, 0.000
(Day)

‘Word 0.034 0.000 0.000[ 0.028]
Count

Descriptiven | -0.028 0.220| -0.028| 0.055

€SS

Affectivity | -0.033 0.136| -0.033] 0.017

R*=0.510
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