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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. 

; ; ;
Review Helpfulness; Digital Experience; Information 
Quality; Web Mining 
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Theoretical Background 

Helpfulness of Review 

(Helpfulness)
(Liu, 2012). 

,
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.

.
(Amazon.com)  <Figure 

1> ,
.

.

.

<Figure 1> 

Nelson(1970)

.

.

.

(Perceived Diagnosticity)
(Kolter 

and Keller, 2005). ,
(Perceived Credibility)

(Li and Hitt, 1998). ,

.
,

, . (Jahna 
2009, Ghose 2010) 

Categorization of Goods  

,  Nelson(1970)

(Experience Goods)
(Search Goods)

. Nelson

(Weathers 2006, Huang 2009).  

Mudambi(2010)

,
(Moderator Effect)

.  Klein(1998)

(Virtual Experience)
(Klein, 

1998). , Nakayama(2010)  Klein

.
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Hypothesis and Research Model 

.
<Table 1> 

 (Exposure) 
 (Reputation) 

 (Rating) 

 (Longevity) 

 (Word Count) 

 (Descriptiveness) 

 (Affectivity) 

(Reputation), (Exposure)

 (Bonner and Hugon, 
2005, Li, Tan, and Wei 2011). 

. ,

.

H1-a: 
.

H1-b: 
.

.

.

H2-a: 
.

,

.

,

.

H2-b: 
.

.
.

.

H3: .

.

.

H4-a: 

�-� �2�0�7� �-

한국과학기술원 | IP: 143.248.91.164 | Accessed 2016/01/07 14:46(KST)



.

,
.

H4-b: 
.

(Digital Experience 
Goods) (Physical Experience 
Goods) .

.

,

.

.

H5-a: 

.
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 =  1Exposure +  2Reputation +  3Rating + 
4Longevity + 5WordCount + 6Descriptiveness + 
7Affectivity + 8Longevity  ProductType + 
9Descriptiveness  ProductType + 

<Figure 2> 

Method

Data 

 2010  12

.

,
PC  4
3 .

,

. ,
.

 2012  10  16
 6301 .

 <Table 2> .

<Table 2> 

N

Adele, ‘21’, 
Lady Gaga, ‘Born This 
Way’, 
Jay-Z, ‘The Black 
Album’ 

1652

‘Steve Jobs’, 
‘Gone Girl’, 
‘Unbroken’ 

1316

PC iPad2, 
Asus Transformer, 
HP TouchPad 

2401

Canon EOS T3i, 
Nikon D3100, 
Panasonic DMC-FH25K

1021

Measurement

 <Table 3>
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<Table 3> 

 (Exposure) 

 (Reputation) 

 <Table 4> .
 5 

.

.
 TF-IDF

(Cosine Similarity)
.

.
(Adjective) (Adverb) .

,

. ,

.
<Table 4> 

 (Rating) 

 (Longevity) (2012.10.16) 

 (Descriptiveness) 

 (Affectivity) (Adjective)
(Adverb)

 (Word Count) 

,
.

Results

Descriptive Statistics 

 6301
 <Table 5> .

 <Table 6> ,
ANOVA

.
<Table 5> 

N
Exposure 33.85 224.53 6301

Reputation 0.62 0.31 6301
Rating 4.02 1.35 6301

Longevity 
(Day) 

11242 20026 6301

Word Count 159.92 221.39 6301
Descriptiveness 0.04 0.037 6301

Affectivity 0.16 0.056 6301

<Table 6> 

(N=3400) 
( )

(N=2902)
( )

p-value

Helpfulness % 0.682(0.36) 0.472(0.38) 0.002
Exposure 23.07(125.83) 46.48(301.06) 0.002

Reputation 0.68(0.30) 0.47(0.31) 0.000
Rating 4.13(1.31) 3.89(1.38) 0.000

Longevity 
(Day) 

7630(4697) 17640(28126) 0.000

Word Count 191.38(257.95) 123.03(161.14) 0.000
Descriptiveness 0.055(0.04) 0.021(0.03) 0.000

Affectivity 0.029(0.04) 0.034(0.04) 0.000

Regression 

(Multiple 
Linear Regression) .  <Table 
7> .

<Table 7> 
Coeff. Std.Err. t-value Sig.
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Reviewer Exposure 0.000 0.000 -0.010 0.992
Reputation 0.669 0.011 74.928 0.000

Review Rating 0.143 0.002 16.732 0.000
Longevity
(Day) 

0.445 0.000 6.326 0.000

Word Count 0.018 0.000 1.888 0.059
Descriptivene
ss 

0.074 0.163 4.498 0.000

Affectivity -0.028 0.082 -3.249 0.001
Moderator Longevity

ProductType 
-0.518 0.000 -7.292 0.000

Descriptivene
ss ProductT
ype 

-0.040 0.118 -2.898 0.004

R2 = 0.605 

, R2  0.605
.

,
.

. , ,
,

.

, ,
.

,
0.009 ,  0.033

,

.
,

 0.000,  0.210
.

,
. <Table 

8>  <Table 9>
.

<Table 8> 

 Coeff. Standard 
Error t-value Sig. 

Reviewer Exposure -0.001 0.000 -0.120 0.905
Reputation 0.745 0.014 62.776 0.000

Review Rating 0.163 0.003 14.690 0.000
Longevity
(Day) 

0.005 0.000 0.452 0.652

Word Count 0.016 0.000 1.242 0.214
Descriptive 0.046 0.118 3.618 0.000

ness 
Affectivity -0.027 0.099 -2.393 0.017

R2 = 0.643 

<Table 9> 

 Coeff. Standard 
Error t-value Sig. 

Reviewer Exposure 0.004 0.000 0.004 0.765
Reputation 0.641 0.018 44.489 0.000

Review Rating 0.133 0.004 9.544 0.000
Longevity
(Day) 

-0.084 0.000 -0.084 0.000

Word
Count 

0.034 0.000 0.000 0.028

Descriptiven
ess 

-0.028 0.220 -0.028 0.055

Affectivity -0.033 0.136 -0.033 0.017
R2 = 0.510 

.
,

 0.000,  0.078

.

.

.

.
<Table 10> 

H1-a
.

H1-b
.

H2-a
.

H2-b
.

H3 
.

H4-a
.

H4-b
.
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