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Effects of direction and evaluative contents of online reviews on
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Abstract

Because of the e-shopping market consumers now have diverse options to choose when placing their orders, and
find it easy to obtain the required information through the Internet. Especially, for consumers, product reviews
posted on an e-tailer's website have become more important criteria than such information available elsewhere.
Hence, this study investigated the influence of the direction and evaluative contents of online reviews on consumer
attitudes toward clothing products. Four types of online reviews based on direction (positive/negative) and evaluative
content in review information (objective/subjective) were used in the experimental design. Further, stimulus reviews
were developed. Credibility, usefulness of reviews, product preference, and purchase intention were the measured
dependent variables in each of the four situations of online review presentations. The results indicated that, overall,
positive and objective online reviews resulted in a higher level of consumer attitude. The content in these reviews
had a relatively stronger influence than the direction on attitudes toward online reviews. Overall, objective reviews
generated a higher level of credibility and usefulness of information than subjective reviews. Regarding subjective
reviews, negative information was more related to credibility, whereas positive information was more related to
usefulness. Further, positive information had a higher influence than negative information on consumer attitudes.
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1. Online word-of mouth communications
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2. Characteristics of online review information
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1) Contents of online reviews
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2) Direction of online reviews
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Ill. Research Method

1. Research questions
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{Table 1> The type of online product review
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1. Effect of evaluate contents and direction on
attitudes toward online reviews

1) Effect of evaluate contents and direction on
credibility of online reviews
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{Table 2> Effect of evaluate contents and direction on credibility of online reviews
Sum of squares df Mean squares F
Model 328.02 3 72.73 218.20%**
o Evaluative contents 21828 1 145.20 145.20%**
Credibility —

Direction 19.20 1 12.77 12.77%%*

Evaluative contents X direction 90.90 1 60.45 60.45%**
#ED< 001
{Table 3> Credibility of online reviews: Mean differences Credibility of e WOM Information
according to evaluative contents and direction o

| 3.74.
Credibility N P i
386" 316 by —e—Subjective
. kksk
Evaluative contents (Objective) | (Subjective) 11.80
1
Positiv Negative
Direction 340 3'61. —3.35%*
(Positive) | (Negative) <Fig. 1> Difference of credibility of online reviews

*¥p<01, **¥p<001.
* Mean of a 5-point Likert-type scale.
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according to evaluative contents and direction interaction.
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2) Effect of evaluate contents and direction on
usefulness of online reviews
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{Table 4> Credibility of online reviews: Mean differences according to interaction of contents and direction

Objective | Positive | Objective | Negative | Subjective | Positive | Subjective | Negative F
3.98 3.74 2.83 3.49
Credibility Ab B D C 72.73
< 001,

 Mean of a 5-point Likert-type scale, °

Duncan test: A>B>C.
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{Table 6> Usefulness of online reviews: Mean differences
according to evaluative contents and direction

Usefulness t
426" 3.65
1 skesksk
Evaluative contents (Objective) | (Subjective) 9.79
3.76 4.15
. . —_ seskesk
Direction (Positive) | (Negative) 609
*Ep<.001.

* Mean of a 5-point Likert-type scale.

Usefulness of eWOM Information

- - ~8=Objective

—e—Subjective

Positive Negative

<Fig. 2> Difference of usefulness of online reviews
according to evaluative contents and direction interaction.

el Ar vk ah ARao)
{Table 5> Effect of evaluate contents and direction on usefulness of online reviews
Sum of squares df Mean squares F

Model 258.09 3 86.03 50.88%***

Evaluative contents 167.10 1 167.10 08.82%#*
Usefulness

Direction 66.85 1 66.85 39,53 %%k

Evaluative contents % direction 24.58 1 24.58 14.54%%%

#ED< 001

{Table 7> Usefulness of online reviews: Mean differences according to interaction of contents and direction

Evaluati tent .. .. .. . .. .- L .
Vaualye ({onens Objective | Positive | Objective | Negative | Subjective | Positive |Subjective | Negative F
x_direction
4.19* 434 3.34 3.96
skkk
Usefulness AD A C B 50.88
*Ep<.001.

* Mean of a 5-point Likert-type scale,

® Duncan test: A>B>C.
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o] AW}AY A g-8alctar A7, A} {Table 9> Product preference: Mean differences according
7F A oA AE 2 2R AR Lojo] & to evaluative contents and direction of online reviews
e E 5 gong g dyshsd o) 2 preference ,
F43H4 ke ANE Lk Aoz Az, ,d

Evaluative contents 3:06 280 3.82%%*

(Objective) (Subjective ’
2. Effect of evaluate contents and direction on

Directi 3.90 1.96 36,974

attitudes toward product rection (Positive) | (Negative)| ~
*HEp<.001.

1) Effect of evaluate contents and direction on
product preference

el Fej57]e] BrhRgTt ol
S0 mA Geke gobuy] 93 o]
Hg AN BIST gy mE
Z B3} Uehgon], Aol 44 3
= 24 H7F Y8(F=26.05, p<.001)}: c}
(F=1411.09, p<.001)0] A& o3t AT =
o & JFE = AR YEwt Fuer)vt
W8 ke ek g fot Aes U
SCHF=33.68, p<.001)(Table ).
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* Mean of a 5-point Likert-type scale.

Product Preference

Positive Negative

<Fig. 3> Difference of product preference according to

evaluative contents and direction interaction.

o FEol gt Ae= Pl v S vlA
20 2 YETtHTable 9).

AE] digt A= FAgdol qlo] 22l
oj710] HAAE T el Ul A Tk %
Foll o] 23t AT Ut th(F=490.23, p<.001).

rlr

{Table 8> Effect of evaluate contents and direction on product preference

Sum of squares df Mean squares F
Model 1742.04 3 580.68 490.23***
Evaluative contents 30.85 1 30.86 26.05%**
Preference
Direction 1671.43 1 1671.44 1411.09%**
Evaluative contents % direction 39.89 1 39.90 33.68%**

#ED< 001

{Table 10> Product preference: Mean differences according to interaction of contents and direction preference toward

online reviews

Evaluati tents .. .- L. . Lo . L. .
vaualye c.on e Objective | Positive | Objective | Negative | Subjective | Positive |Subjective | Negative F
x direction
418 1.94 3.62 1.98
skskesk
Preference AP C B C 490.23
*Ep<.001.

 Mean of a 5-point Likert-type scale, ® Duncan test: A>B>C.
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AH|AEE AFE Ygt ARV ATAo|l A {Table 12> Purchase intention: Mean differences according
Aol AR w 74 1 Ao e 22 AFEo] to evaluative contents and direction of online reviews
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qao] Aol gl A0R Uehdth ASEE 1 w0,

Ao 3t 3 oA ¢l 7FAo]7] wjEo FHo] H * Mean of a 5-point Likert-type scale.

W40) gl av I4Y 49 AnA 4R

7b 9o e A Auh AR BAH e Purchase Intention

A9 ARG Auglol 4B B HEw § | o

ol BAH o g Aow Vet S e

2) Effect of evaluate contents and direction on

purchase intention

229l Fokg71el Brh gt eyl 7ol

]3| o] Yk evaluative contents and direction interaction.

p<.001)(Table 11).

Axshget ekl T
oy wy Tﬁ& AV} vhehom,
o
o
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|
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o
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—e—Subjective

1

Positive
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<Fig. 4> Difference of purchase intention according to

L Aoz YePtHF=19.89, p<.001). 22}ol

WErle] BAGEI Wl e sHaxE

i3t g =l FujoE o] Xo| & rtestE F5to] A

2 rlo

FF= 1

{Table 11> Effect of evaluate contents and direction on purchase intention

2 H(Table 12), B7} W-8(=3.68, p<.001)3} 3F
(t=37.96, p<.00)ol A {-9J3t 2po]7t Lrebstth

Sum of squares df Mean squares F
Model 1879.80 3 626.60 506.42%+*
Purchase | Evaluative contents 30.00 1 30.00 24.25%%%
intention | Direction 1824.65 1 1824.65 1474.68%**
Evaluative contents x direction 24.62 1 24.62 19.89%**

#ED< 001

{Table 13> Purchase intention: Mean differences according to interaction of contents and direction preference toward

online reviews

Evaluative contents

% direction Objective | Positive | Objective | Negative | Subjective | Positive [Subjective | Negative| F
421° 1.95 372 1.93
i 1 sk
Purchase intention b C B C 506.42

#ED< 001

* Mean of a 5-point Likert-type scale,

® Duncan test: A>B>C.
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