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ABSTRACT

Onlinevendorsconsiderimageonlinereviewsasanimportantformattoimprovecustomers’buying
decision.Prior researchexamined the influenceof reviewpresentationformat,butdidnot focus
onimageformat.Littleisknownaboutcustomers’perceptiononimageonlinereviews.Thisstudy
developedatheoreticalmodeltoanalyzetheeffectofimagereviewsacrossproducttypeandgender.
The 2×2×2 between-subject experimental design was conducted to test hypotheses. The results
demonstratedthatcomparedtotextreview,theinfluenceofimageformatoncustomers’perception
wasmoresignificant,butinvaryingdegreesacrossproducttypeandgender.Thisstudyfoundthat
imageformathadmorepositiveimpactforexperienceproduct’sunderstandingcomparedtosearch
product. The result also showed that the effect of image format on experience product was not
significantgreaterforfemalesthanmales,buttheperceptionimprovementdegreefromtexttoimage
reviewswassalientlydifferentbetweengenders.Thisstudydiscussedtheoreticalandmanagerial
contributionsoftheseresults.
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INTROdUCTION

Online reviews, one form of e-WOM, are having significant influences on customers’ product
valuation (Mudambi&Schuff, 2010) andvendors’product sales (Duanet al., 2008).As anew
formatofonlinereview,imagereviewsaremakingtheirpresenceonsomeleadingvendorwebsites
aroundglobe. Inpractice, image reviewswereconsideredasan importantmarketing strategy to
attractpotentialcustomersforonlinevendorsandasakeysourceofproductinformationforfuture
customers.BuzzFeedreportedthatonevendorsellingBikiniswimsuitonAmazon.comhadreached
greathighsalesin2015becausethisvendorencourageditscustomerstoposttextreviewandupload
productimagessimultaneously(Probus,2015).InChina,somevendorstrytostimulitheirbuyers
topostcustomers’imagebycashrewardsinordertoattractmorecustomersandreachmoregreat
sales.Mostvendorwebsites,includingAmazon.comandTaobao.com,havelisted“customerimage”
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asasearchkeywordindependently,whichisconvenientforcustomertoidentifyallimagereviews
ofoneproduct.Alikepractitioners,scholarsarealsoconcernedhowimagereviewsareperceived
helpfulandwhatthatdependson.

Reviewhelpfulnesscanbeseenasareflectionofreviewdiagnosticity.Scholarshaveextensively
examinedtheareathatiswhatmakesonlinereviewshelpfultocustomers(Mudambi&Schuff,2010;
Filieri,2014;Huangetal.,2015).However,vastpriorresearcheshaveonlyfocusedonatext-based
review,whichismainpresentationformatonvendorwebsitesinthepastyears.Previousstudies
haveprimarilyidentifiedperceivedhelpfulnessofvarioustext-basedreviewcharacteristicssuchas
reviewextremity,starratingandreviewdepth(Mudambi&Schuff,2010),anddiscreteemotional
contentinasellerreview(Yinetal.,2014).Withthepopularityofanimagereviewgrowingfast,
somescholarsturnedtoputaneyeontheinfluenceofimagereviewsoncustomers(Xuetal.,2015).
Buttheirfindingwasthattheeffectsoftextandimagereviewsoncustomers’perceivedhelpfulness
arenotdistinguished fromeachother significantly.Obviously, thisconclusioncouldnotexplain
whyimagereviewformatisincreasinglypopularonmostvendorwebsites,suchasAmazon.com
andtaobao.com,andespeciallyfortheBikiniswimsuitcasementionedabove.Tonarrowthegap
betweentheoryandpractice,thisareaneedsfurtherresearchtoexaminethisimportantquestionas
towhetheranimagereviewismorehelpfultocustomersthancommonlyusedtextreview.

Theeffectofimagereviewsoncustomerperceptionsisunclearwithoutadequateexaminations.
Thisstudyaddstoagrowingbodyofonlinereviewshighlightingtheeffectofpresentationformat.
Basedondiscussionabove,thisresearchfocusesonthefirstquestion:(1)Whetherimage-basedonline
reviewsprovidehigherperceivedproductunderstandingforcustomersthantext-basedonlinereviews?

Mostresearchofonlinereviewsconsidereddifferenteffectbetweenexperienceproductsand
searchproducts(Mudambi&Schuff,2010;Xuetal.,2015).Fordifferentproducttype,customers
wouldseekdifferentkindofinformationtodiagnosticonlineproducts(Jiang&Benbasat,2007).
Imagereviewspresentvisualinformationdepictingexperienceattributes(e.g.appearance).Sothe
authorsconsider:(2)whetherimage-basedonlinereviewshavegreaterpositiveeffectoncustomers’
perceivedproductunderstandingforexperienceproductscomparedwithsearchproducts?

Actually,pastresearchfoundthatgenderisdifferentinonlineinformationprocessing(Shaouf
etal.,2016).Sotheauthorsalsoareinterestedin:(3)Whetherimage-basedreviewsonexperience
products have greater positive effect on customers’ perceived product understanding for female
customerscomparedtomalecustomers?Thisstudyusescognitivefittheorytoexplainthedifferent
influenceofreviewpresentationformat,andthemoderationeffectofgenderandproducttype.

Finally,thisstudysuggeststhatcustomerswillperceivereviewsmorehelpfulifthereviews
givethemmoreclearproductunderstanding.Thus,thefinalquestiontheauthorswanttoexplore
is: (4) Whether perceived product understanding positively influences customers’ perceived
reviewhelpfulness.

The authors organize this paper as follows. First, the authors present cognitive fit theory
as theoretical background, and develop hypotheses and theoretical model. Then the authors use
experiment method to test those hypotheses. Next, the authors discuss the results and findings.
Finally,thisstudydiscussestheoreticalandmanagerialcontributions,limitationsanddirectionsfor
furtherresearch.

THEORETICAL BACKGROUNd ANd HyPOTHESES

Effects of Online Reviews
Scholars have identified the effects of various online reviews on customers’ perceived review
helpfulness(Mudamb&Schuff,2010;Formanetal.,2008;Yue&Zhang,2011;Yinetal.,2014;
Filieri,2014).Perceivedreviewshelpfulnessisastheextenttowhichproductevaluationsisperceived
bycustomersdependingonrelevantreviewinformationtofacilitatetheirpurchaseintention(Mudamb
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&Schuff,2010,Yinetal.,2014).Mostresearchfocusedontheinfluenceofreviewcontentattributes
onperceivedreviewhelpfulness.Forexample,MudambandSchuff(2010)suggestedthatreview
depthhadagreaterpositiveeffectonperceivedhelpfulnessforsearchproductsthanforexperience
products.However,someresearchesfocusedonthereviewssourceeffectonperceivedhelpfulness,
suchasreviewerdisclosureofidentitydescriptiveinformation(Formanetal.,2008).Lietal.(2013)
alsoexaminedtheinteractioneffectofsourceandcontentfeaturesofonlinereviewsonperceived
reviewhelpfulness.Moreover,DavisandAgrawal(2018)triedtounderstandtheroleofinterpersonal
identificationinonlinereviewevaluation.Inaddition,Chen(2017)are interestedinsomerating
systemstype(i.e.,five-star,binary-visual,andbinary-textual).

Pastresearchesalsohaveexaminedtheroleoflanguagestyleinonlinereviews.Forexample,Yin
etal.(2014)showedthatcustomersperceivedanxiety-embeddedonlinereviewsmorehelpfulness
thananger-embeddedreviews.However,AnticoandCoussement(2018)suggestedthatexpressionsof
positiveandnegativeemotionsinreviewsdidnotsignificantlyaffectmanagers’readingsofnegative
reviews, whereas some judgment information on the cognitive and behavioral components had
significanteffectoncustomers’perception.Allthoseconclusionswerebasedonverbaldescription
oftextreviews.

Inparticular,thosefindingsweretargetedtothedimensions(e.g.contents,emotion,customer
ratings,sourceeffectsandpostingtime)oftext-basedonlinereviews.However,withinformation
technology improved, online reviewshave changed from text-based to image-basedpresentation
format.Atthepresenttime,mostcustomers’onlinereviewsarepostedindifferentformats:textor
image.Past researchhas shown thatproductpresentation format influences customers’ attitudes
towardproductsandperceivedusefulness(Jiang&Benbasat,2007).However,littleresearchfocused
ontheeffectofcustomers’images,anewpresentationformatofonlinereviews.AlthoughXuetal.
(2015)indicatedthatvideo-basedonlinereviewswereperceivedmorehelpfulnessthantext-based
onlinereviews,thisstudydidnotclarifytheinfluenceofimage-basedonlinereviewsoncustomers’
perception.Inpractice,animage-basedonlinereviewhasbeenanimportantandpopularpresentation
formatofreview.Itwillbehottopicinfutureresearch.Thisstudytriestodeepenresearchabout
imagereviews.

Cognitive Fit Theory
Cognitivefittheory(CFT)wasdevelopedtoexaminethemechanismsbywhichproblemsolvingtakes
place,andtoexplaintheeffectofcognitivefitbetweentechnology(e.g.informationpresentation
format) and task type on problem solving performances (Vessey, 1991). Based on information
processingtheory,customerspreferlookingforwaystoreducetheircognitiveloadofproblemsolving
becausehumanonlyhaslimitedinformationprocessors(Newell&Simon,1972).Customercognitive
loadistheamountofmentaleffortthatimposedtoindividualcognitivesystem(Pantojaetal.,2016).
AccordingtoCFT,cognitivefitwilloccurwheninformationtypematchescustomerinformation
processingneeds.Andcognitivefitcandecreasecustomers’cognitiveeffort,andenhancecustomers’
informationprocessingabilityandperformance(Huangetal.,2006).

Intheinformationprocessingliteratures,CFTwasdrawnontoexplaintheeffectsofamap-
based presentation on decision making (Dennis&Carte, 1998), individual visual task taxonomy
performanceofexpertisevisualization(Huanget.al,2006)andmoderationeffectofcognitivefiton
therelationshipofsoftwarecomprehensionandmodification(Shaft&Vessey,2006).CFTisalso
usedtoexamineinformationacquisitionandsimpleevaluation.Forexample,Gillespieetal.(2018)
foundthatcognitivefitisoneofdeterminantsofcustomerevaluationsofplacedbrands.

To date, some scholars shifted their interest to employ CFT to analyze some questions in
e-commerceresearch,suchastheeffectsofinformationformatononlineshoppingperformance(Hong
etal.,2004),customerchannelpreference(Brunelle,2009)andmobileusers’readingbehavior(Tsai
etal.,2013).Inaddition,ParkandKim(2008)hasexplainedhowthelevelofcustomerexpertise,the
reviewtype(attribute-centricversusbenefit-centric)andthereviewnumberinfluencedcustomers’
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purchaseintentionusingCFT.Chen(2017)examinedtheinfluenceofratingsystemtypesonusers’
perceptionbasedonCFT.AccordingtoCFT,theelementaryspatialdecision-makingtasks,including
simpleinformationacquisitionandevaluation(Vessey,1991;Vessey&Galletta,1991),requirea
customer to make cognitive comparisons among perceived product understandings from online
reviews.ThisstudywouldliketoextendCFTtoexplaintheinfluenceofreviewpresentationformat
oncustomers’perception.Thisstudyalsoexpectsthatcognitivefitwillcausedifferentimpactof
producttypeandthemoderationeffectofgender.

Presentation Format
Informationpresentationformatreferstothemethodusedtodisseminatetousers,and“aredesigned
tointroduceproductstocustomers,tohelpcustomerstoformaclearunderstandingofproducts”
(Hoch&Deighton,1989;Jiang&Benbasat,2007).Asanimportantsourceofproductinformation,
onlinereviewsrefer toproductorserviceevaluationsgeneratedbyformercustomersandposted
onvendorwebsites in theformof text, imageorvideopresentationformat (Mudamb&Schuff,
2010;Xuetal.,2015).Forthepurposeofthisresearch,atextonlinereviewreferstopurelytextual
information.Animageonlinereviewismadeupofbothtextandimages,thatis,textualandvisual
informationincludedinoneproductreview.Currently,mostonlinereviewsaretextformat(Xuet
al.,2015).However,manypopularvendorwebsiteshavestarted toencourage theircustomers to
postimagereviews.Soanimage-basedreviewisincreasingrapidlyinthequantity.Thisisbased
ontworeasons.First,customerimagesconveyvisualcuesofaproducttopotentialcustomers,and
moreimportantly,aremorerealisticthanproductimagesprovidedbyonlinevendors.Especially,it
iscalledthat“wherethereisacustomerimage,thereisthetruth”.Inotherwords,notruthstands
withoutcustomerimages.Inaddition,customersoftenrequirecostlesstimeandenergytomakea
betterbuyingdecision(Hennig-Thurau&Wash,2003;Dabholkar,2006).

Althoughtextreviewsalsocanhelpcustomersevaluatealternativesandreduceuncertaintyof
buyingdecisions,itisdifficultforcustomerstodealwithtoomuchverbalinformationinashort
time.Thatisbecausehundredsoftext-basedreviewswerepresentedforoneproductandcreated
informationoverload(Parketal.,2006;Park&Lee,2008;Furner&Zinko,2016).However,image-
basedonlinereviewsprovidemorevisualproductinformationtocustomers.Sotheycouldcapture
customers’attentioninreviewoverloadcontexttohelpcustomersmakeaquickjudgment.Obviously,
image-basedonlinereviewsarebecomingakeysourceofproductinformationandalsoanimportant
supporttoolforfuturecustomerstounderstandproductandfurthermakesmartpurchasedecisions.
Avideo-basedreviewisnotpopularandacustomerisnotfamiliarwiththisformat.Therefore,the
studyfocusesononlinereviewsintextandimagepresentationformats(seeFigure1).

ResearchesinISfieldhaverecognizedsignificantinfluencesofproductpresentationformats
onconsumers’attitudesandpurchasedecision-making.SzymansikandHise (2000)showed that
presentationformatofane-retailerproductinformationisoneofdominantfactorstoimprovecustomer
satisfaction.Likewise,JiangandBenbasat(2007)alsofoundthatonlinevendors’fourdifferentproduct
presentationformatshaddifferentinfluencesoncustomers’productunderstanding.Therefore,this
studyholdsthatdifferentpresentationformatofonlinereviewsprovidescustomerswithperceived
productunderstandingatdifferentlevels.

AccordingtoCFT,twodifferentformatsofinformationpresentation,visualinformationand
textualinformation,bothbenefitcustomers’mentalrepresentation(Chen,2017;Paivio,1971).Past
researchhasexplainedwhycognitivefitexistsatbiologicallevel.ChildersandJiang(2008)revealed
thatverbalinformation(words)activateleftfrontalcortexofbrain,whereasnon-verbal(face)generate
moreactivationin therightfrontalcortex.Buckneretal. (1999)alsosuggestedthat information
(includingbothpicturesandwords)“activatebothrightandleftfrontalcortex”.Thus,theauthors
thinkthatimagereviewwouldgeneratemoreactivationinbrainregionthantextreviews.Atcognitive
level,cognitiveeffortwouldbelowerforcustomertounderstandproductsbasedonimagereviews.
Thatisbecauseimagereviewshaveextravisualinformationcomparedtotextreviews.Individuals
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havelimitedcognitiveprocessingcapacity.Withoutvisualinformationofproducts,customershave
tomakeextracognitiveefforttoperceiveproducts’appearanceorstyle.Sothestudysuggeststhat
cognitivefitwasmoreeasilygeneratedwhencustomersreceiveimageonlinereviews.

Moreover,mediarichnesstheoryalsopositsthatmultiplicityofinformationcues,suchasthe
combinationofverbalandnon-verbalcues,maymakemessagesmoreaccurate, fastandeasy to
understandthanonlyverbalformat(Dennis&Kinney,1998).Andmessagesinmultiplecues,which
aremadeupofwordsandpictures,cancatchmorecustomers’attentionandfacilitatetheirbetter
understanding(Sadoski&Paivio,2002).Thestudyalsoarguesthatmultiplicityofinformationcues
(imagereviews)canbestrongerassinglecue(textreviews).

Asdefinitionof reviewpresentation formatabove, this studyholds that image-basedonline
reviewsaremoreinformativeanddiagnostictocustomerscomparedtotext-basedonlinereviews
becauseimagereviewformatincludestwoinformationcues,thatis,wordsandpictures.Therefore,this
studyarguesthatimagecuescanprovidemoreeffectiveperceptionaboutproductstotheircustomers.
AsanoldChineseproverbgoes,apictureisworthathousandwords.Thestudydefinesperceived
productunderstandingascustomers’understandingonproductattributes(e.g.performance,quality,
appearanceandstyle)basedononlinereviewsbeforepurchasing.Hence,thisstudyhypothesizes:

H1:Image-basedonlinereviewsprovidehigherperceivedproductunderstandingforconsumersthan
text-basedonlinereviews.

Impact of Product Type
ISresearchersoftendividedproductsintotwotypes:searchgoodsandexperiencegoodsonthebasis
ofinformationasymmetrylevel(Nelson,1970;1974).Producttypeiswidelynotedasacontingent
variablefromeasytodifficulttoevaluatebeforepurchase(Mudambi&Schuff,2010).Mostproducts

Figure 1. Review presentation format
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areatthedifferentlocationofthelinebetweenpuresearchandpureexperienceattributes,including
bothsearchattributesandexperienceattributessimultaneously(Huangetal.,2009).Thedominant
attributesofsearchproductsareeasilydescribedbyproductfeatures,suchassize,weight,andwarranty,
andcanbeobjectivelyevaluatedbycustomersbeforeactualpurchase,whilethedominantattributes
ofexperienceproductsareintangible,suchasfeel,andmoredifficultlyobtainedandevaluatedbefore
interactionwithaproduct(Nelson,1974;Mudambi&Schuff,2010).

Fordifferentproducttype,diagnosticinformationthatacustomerneedsissignificantlydifferent
(Hassanein&Head,2005).Textinformationisexactlyusedtodescribeaproduct’ssearchattribute
(Nelson,1974).Someverbalcues(e.g.productsize,weight)ismoreeasilyexpressedandunderstood
byusingtext-basedinformation(Jiang&Benbasat,2007);whileimageinformationisnormallyused
todepictaproduct’sexperienceattributes,whichisvisualperceptionofproductsandusuallymore
difficulttodescribebyverbalcuesalone(Baggett,1989;Jiang&Benbasat,2007),suchasstyle
andappearance.Thus,customershavedifferentinformationrequirementfordifferentproducttype
(Mudambi&Schuff,2010;Xuetal.,2015)becausecustomerspreferappropriatediagnosticproduct
informationtoreduceuncertaintybeforemakingfinalpurchasedecision.Forexperienceproduct,
suchasclothing,acustomerprefersimageinformationaboutappearance.Forsearchproduct,such
ascellphone,acustomercaresabouttextinformationonperformance.

This study extends CFT to explain moderation effect of product type on perceived product
understandings. Different presentation format of online review provides distinctive information
cuesaboutproductattributestocustomers(Jiang&Benbasat,2007;Baggett,1989).Image-based
onlinereviewsprovideproductimages,whereastext-basedonlinereviewsdonot.Whenacustomer
processes textcontentofonline reviewforbuyingsearchproducts, cognitive fitwill takeplace,
which decreases cognitive effort and subsequently leads to more quick and informed purchase
decision-making(Hongetal.,2004).However,imageformatonlycanhelpacustomerknowabout
afewnon-dominantexperienceattributesofasearchproduct,suchasappearance.Similarly,when
acustomerprocessesimagecontentofonlinereviewforbuyingexperienceproducts,cognitivefit
willmatchbetweeninformationformatandtaskneeds,whichwillnotrequireacustomertoexpend
morecognitiveefforttotransforminformationofsomementalrepresentationfromverbaltovisual.

The best cognitive fit depends on the match of product types and information types which
customersarelookingfor(Brunelle,2009).Customersprefertoadoptdifferentinformationsearch
processingfordifferentproducttypes(Hassanein&Head,2005).Therefore,customerstendtofavor
textinformationforsearchproductsbasedonCFT.Productimagesarenotmostimportantinformation
forcustomerstojudgesearchproducts,justicingonthecake(makinggoodthingbetter).Incontrast,
customersdependonimageinformationtoperceivequalityforexperienceproductsaccordingto
CFT,justlike“helpalamedogoverstile”.AccordingtoH1,image-basedonlinereviewsimprove
perceptionforallproductunderstandingcomparedtotext-basedonlinereviews.However,thestudy
alsoexpectsthat:

H2: Image-based online reviews have greater positive effect on customers’ perceived product
understandingforexperienceproductscomparedtosearchproducts.

The Role of Gender
Inthisresearch,theauthorsalsoconsidergenderroleofareviewreadertofurtherstudytherelationship
betweenreviewpresentationformatandproductunderstanding.Genderdifferencesareoneimportant
factor of human beings’ overall sociocultural differences and have a significant impact on their
perceptionsandbehaviorsinashoppingprocess(Eisendetal.,2014).Genderiscommonlyusedas
animportantsegmentationvariablethatdividescustomersintotwosubgroupsinmarketingresearch.

Previousresearchesexplainedgenderdifferencesatbiologicallevel(Shaywitzetal.,1995;Lewis,
2013)andcognitivelevel(Zhangetal.,2014;Richardetal.,2010).Atbiologicallevel,Lewis(2013)
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foundthatmaleshave“strongerconnectionswithincerebralhemisphere”,butfemaleshave“stronger
connectionbetweenhemisphere”.Inaddition,thatresearchalsosuggestedthatfemalesmaybebetter
atintegratinganalysisandintuitivethinkingthanmales(Lewis,2013).Femalesmorelikelyvalue
information-richsourcesthanmales(Richardetal.,2010).Thus,biologysuggestedthatbrainsof
femalesandmalesprocessinformationdifferently(Lewis,2013;Richardetal.,2010).

Thosebiologicalfindingsarebiologicalbasisofcognitiveexplanation,whichisgenerallythefocus
andusedtoaccountforgenderdifferencesinISresearch.Basedonthebiologicalfindingsabove,past
researchhasshownthatfemalesmorelikelyassimilatedallavailablecues,valuedinformation-rich
sourcesthanmales(Richardetal.,2010;Zhangetal.,2014),andprocessedinformationmoredeeply
comparedtomales(Larocheetal.,2003).Thisiscalled“selectivityhypothesis”inISliteratures.
BasedonCFT,thestudyfurtherarguesthatcomparedtomales,femalesmayneedlesscognitive
efforttoprocessverbalandvisualinformationofimagereviews.Thencognitivefitoccursforfemale
customerswhentheyprocessimagereviews.Imagepresentationformatofreviewsshouldfacilitate
informationprocessingforfemalestoachievebettercognitivefit.Therefore,femalecustomersmay
perceivebetterproductunderstandingafterprocessingimagereviewsthanmales.

Actually,genderdifferenceshaveoccurred ine-commercecontext (Shaoufetal.,2016);
Richard et al., 2010), and generated significant influences on the use of message cues and
judgments (Barkley&Gabriel,2007), suchasonline informationprocessing (Meyers-levy&
Stemthal,1991)andproductsevaluation(Larocheetal.,2003).Forexample,Garbarionoand
Strahilevita(2004)concludedthatfemalesmightbemoreheavilyinfluencedbyonlinereviews
thanmalesare.Furthermore,femalesandmalesdifferinreactiontononverbalstimuli(Sarloet
al.,2005),perceptionofimages(Sabatinellietal.,2004),andhowtheyprocessvisuo-spatial
information(Noseworthyetal.,2011).Femalesusuallyarebetteratabsorbingdetailsofvisual
objects(Wesman,1949),haveasuperiorabilitytojudgevisualcharacteristics(McKelvie,1987)
andmakeheightenedproductevaluations(Noseworthy,2011).

Those findings motivate us to consider whether females have better product understanding
fromimages-basedonlinereviewsthanmalesdo.Moreover,basedonmoderationeffectofproduct
type(H2),thestudysuggeststhatalthoughimageformathasgreaterpositiveeffectforexperience
products,theeffectdegreeisdifferentbetweengenders.Femalecustomershavebetterunderstanding
aboutexperienceproductsbasedonimageformatreviewsthanmalesdobecausedominantattributes
ofexperienceproductsareappropriatetobepresentedwithimageformatandfurthermore,female
customersarebetteratdealingwithimageformatinformationcuesthanmalesbe.Therefore,the
studysuggeststhat:

H3:Image-basedonlinereviewsonexperienceproducthavegreaterpositiveeffectoncustomers’
perceivedproductunderstandingforfemalecustomerscomparedtomalecustomers.

Impacts of Perceived Product Understandings
Themotivationcustomersreadonlinereviewsistounderstandmoreinformationaboutproductsand
tofacilitatetheirownbuyingdecisionprocess(Kimetal.,2011;Hennig-Thurauetal.,2004;Hennig-
Thurau&Wash,2003).Providingmoreproductinformation,onlinereviewswereperceivedmore
significant informationdiagnosticity forcustomers (Filieri,2014). Informationdiagnosticitywas
describedastheabilitytoconveyrelevantproductinformationsoastohelpcustomersinunderstanding
andevaluating thequalityandperformanceofproductssoldonline (Mudambi&Schuff,2010).
Perceiveddiagnosticitywasconsistentwithperceivedhelpfulness(Mudambi&Schuff,2010;Jiang
&Benbasat,2007).Pastresearchalsohasshownthatcustomers’productunderstandingpositively
influenceperceivedusefulnessofwebsites(Jiang&Benbasat,2007).Thus,thestudyconsidersthat
customers’perceptionlevelofproductunderstandingwillhaveapositiveimpactonperceivedreview
helpfulness.Therefore,thestudysuggests:
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H4:Perceivedproductunderstandingpositivelyinfluencesperceivedreviewhelpfulness.

Figure2depictsproposedtheoreticalmodelinthisresearch.

METHOdS

Inthisstudy,theauthorsconductedanexperimenttomanipulatedifferentpresentationformatof
onlinereviewsinordertotestthehypothesesinthisresearch.Thestudyadoptedabetween-subject
experimentaldesignthatis2(text-basedvs.image-basedonlinereview)×2(searchvs.experience
product)×2(malevs.female).

Selection of Products
Referencetopreviousresearch,theauthorsselectedtwoproductstoconductexperimentsasshown
inTable1.Clothingwas identifiedasexperiencegood in thestudybasedon tworeasons.First,
evaluatingkeyclothingattributesneedtouseacustomer’sownsenses,anddependsonsubjective
taste (Mudambi & Schuff, 2010). A customer cannot know about clothing’s full information of
dominantattributes(i.e.warmth, thickness,andsoftness)withoutdirectexperienceintheonline
shoppingcontext(Klein,1998).Forexample,clothing’stactilesensation(e.g.warmth,thickness,
andsoftness)issalientexperienceattributesforproductunderstanding(Overmars&Poels,2015).
Itisdifficulttojudgethoseattributes’performanceofclothingwithoutpersonaltrying.Second,it
isalsorepresentativeofexperiencegoodinpriorstudies(Overmars&Poels,2015).Inaddition,
cellphonewasselectedassearchproductinthisresearch.First,keycellphoneattributes,suchas
productdimensionsandchargetime,wasobjective(Overmars&Poels,2015).Evaluatingthosekey
attributesdidnotneedtouseacustomer’sownsenses.Theproductqualityinformationcanbeeasily
obtainedpriortoactualuse.Moreover,itisalsotypicalofsearchproductusedinpastresearch(Bei
etal.,2004;Mudambi&Schuff,2010).

Stimulus Materials
ThisstudytargetedonlinereviewspostedbyactualcustomersatTaobaoshoppingwebsite.Thatis
becauseTaobaoaccumulatedthousandsofimage-basedreviewsforalmosteveryproduct.Tomake
treatmentreviewssimilarwithactualconsumerreviews,theauthorsselectedthreehistoricalimage-

Figure 2. Theoretical framework

Table 1. Products used in the study

Product Description Type Sources

Clothing
Women’sLongBoiled
WoolCoatbyGlobal
Discovery

Experience Overmars&Poels,2015

CellPhone iPhone6sbyApple Search Mudambi&Schuff,2010
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basedreviewsforeachproducttypefromatleastonethousandreviewspostedbypriorcustomers
onTaobao.com.Thereviewsinthisdatasethadaclearproductpicturefrompriorcustomerinimage
part,andhadnottoolongorshortliteraldescriptionintextpart.Theauthorspretestedtoverifythat
participantshadclearandcorrectcomprehensions to thoseselected reviews.Elevenparticipants
wererequiredtoreadthosethreereviewsandthenanswerquestions.Basedonthisresult,theauthors
selectedoneimagereviewforeachproductastreatmentreviewandrevisedsomewordstomake
sentencesunderstoodeasierandclearly.Eachreviewhadabout300words.Thetext-basedonline
reviewwassimplytextualcontent.Theimage-basedonlinereviewhadthesametextualcontentwith
thetext-basedreviewsforeachoneproducttype,butfollowedbythreeproductimagesinaddition.
Sothisstudyusedtotalfouronlinereviewsintheexperiment.Foreachproducttype,oneisatext-
basedonlinereview,andanotherisanimage-basedonlinereview.

Experimental Procedures
Participants were undergraduate students from Economic and Management School at Xidian
University.Participantsgotsomebonusasarewardvia“redenvelopeluckydraw”,amobileapplication
offeredbyWeChat.ThisAppallowsresearcherstoassignalumpsumtoredenvelopespostedinthe
participantsgroupchatandthenrandomlyassignstheamountineachsmallerredenvelopestoeach
participants.Noparticipantsfailedtofollowthisexperiment.Theaverageageofparticipantswas
21.140werefemales,and140weremales.Participantshad4yearsofonlineshoppingexperience
atleast.Participantspreferredtoreadonlinereviewwhentheyshoppedonline.

Theexperimentwasconductedonline.First,theauthorsinstructedparticipantsseatrandomly
andensuredthattheywouldnothaveabilitytoseeother’sscreenordiscusswitheachother.Next,the
authorsintroducedparticipantstoapopularonlinesurveywebsite(www.sojump.com)inChina,via
whichtheauthorsprovidedproductdescriptionscitedfromanonlinevendor,thenfollowedbythose
treatedonlinereviewabove.And,sojump.comcanrandomizetheappearanceofdifferentformatof
onlinereviews(textvs.image)foreachproducttype.Ifeachparticipantreadsonlinereviewintwo
presentationformatsforoneproduct,learningeffectmightbecreated(Xuetal.,2015).Moreover,in
theconditionthataparticipantviewsanimage-basedonlinereviewfirstly,andthenreadsatext-based
onlinereviewaboutsameproduct,productimagesemerginginthebefore-measurementmighthave
aninfluenceonparticipants’productperceptionintheafter-measurement.Eachparticipantrandomly
receivedeachpresentationformatsofonlinereviewforeachproducttype.

Afterreadingatreatmentonlinereview,participantswererequiredtoanswermainquestionnaire
about their perceptions on product understandings and on review helpfulness via the Sojump
website,andthensubsequentlyabouttheirbackgrounddemographicinformation.Perceivedproduct
understandingwasmeasuredbythethreeitemsfromJiang&Benbasat(2005)andKempf&Smith
(1998).Perceivedreviewhelpfulnessmeasures,usingthreeitems,wereadoptedfromYinetal.(2014).
Allresponsesweremeasuredonaseven-pointLikertscalerangingfrom1(extremelydisagree)to7
(extremelyagree).MeasurementusedinthisstudywasshowninTable2.

RESULTS

Manipulation Check
Theauthorsconductedapilotstudytoensuretheefficacyofmanipulationonproducttypeevaluation.
35participantswererequiredtoratetheiragreementonthefollowingquestions:“howlikelycould
youassessproductperformance(quality,styleandappearance)beforeyouinteractwiththeproduct”
formobileandclothingproduct separately.These four itemswereused toevaluateparticipants’
perceptionsonproductattributes.TheywereadoptedfromXuetal.(2015)andmeasuredonaseven-
pointLikertscale.Theauthorscalculatedtheaverageofthefouritemsaboutproductattributes.If
participantsperceiveclothingasexperienceproduct,thescorewouldbebelow4.Atthesametime,
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ifparticipantsperceivecellphoneassearchproduct,thescorewouldbeover4.Theresultshowed
thatacellphonewasperceivedassearchproductsforthescoreof5.46,andclothingasexperience
product for thescoreof3.71(Table3).Participants’perceptiononproductattributeswasas the
authorsexpected.So in this research, themanipulationonproduct type issuccessful.Moreover,
thisproductclassificationkeptinlinewithpriorresearch(Xuetal.,2015;Overmars&Poels,2015;
Mudambi&Schuff,2010).

The Constructs Reliability and Validity
Perceivedproductunderstandingandperceivedreviewhelpfulnesswerefirst-orderconstructswith
reflectiveindicators.ThisresearchexaminedCronbach’salphasandcompositereliability(CR)to
testreliabilityoftwoconstructs,asshowninTable4.First,alltheCronbach’salphas(CA)fortwo
factors were 0.870 and 0.903, respectively, demonstrating adequate reliability (Nunnally, 1967).
TheCRwere0.784and0.878,respectively,higherthanabove0.7(Hairetal.,2009)Next,thestudy
conductedaconfirmatoryfactoranalysis(CFA),performingprincipal-axismethodwithVarimax
rotationprocedure,toexamineconvergentanddiscriminantvalidityseparatelyforconstructvalidity
oftheseconstructs.Thefactorloadingswerehigherthan0.7andsignificantatp<0.05(Straub,1989).
The average variance extracted (AVEs) for product understanding and review helpfulness were
0.645and0.708,respectively,higherthanabove0.5(Fornell&Larcker,1981).Thus,convergent

Table 2. Measurement used in the study

Perceivedproductunderstanding

Thisreviewishelpfulformetoevaluate
theproduct

Jiang&Benbasat(2005)
Kempf&Smith(1998)

Thisreviewishelpfulinfamiliarizingme
withtheproduct

Thisreviewishelpfulformetounderstand
theperformanceoftheproduct

Perceivedreviewhelpfulness

Thisreviewishelpful

Yin,etal.(2014)Thisreviewisuseful

Thisreviewisinformative

Table 3. Manipulation check

Product Performance Quality Style Appearance Overall

Cellphone 5.03 5.21 5.71 5.88 5.46

Clothing 3.68 3.79 3.74 3.62 3.71

Table 4. Constructs of reliability and validity

Constructs CA CR AVE
Correlation Matrix

PPU PRH

PPU 0.870 0.784 0.645 0.803

PRH 0.903 0.878 0.708 0.281 0.841

Note: The diagonal elements on correlation matrix were the square root of AVE.
CA: Cronbach’s alphas; CR: composite reliability; AVE: the average variance extracted
PPU: perceived Product Understanding; PRH: perceived Review Helpfulness
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validitywasdemonstrated.Furthermore,thesquarerootofAVEforeachconstructwashigherthan
thecorrelationsbetweentwofactors,demonstratingdiscriminantvalidity(Jap&Ganesan,2000).

Test of Hypotheses
ThestudyappliedANOVA(AnalysisofVariance)totestthefirstthreehypotheses.Theresultsoffix
effectwereshowninTable5.Thenthestudyfurtherusedsimpleeffecttesttoidentifyaninteraction
effectbetweenreviewpresentationformatandproducttype.Inthisresearch,reviewpresentation
format,genderandproducttypearecategoricalvariables.Therefore,anANOVAismoreappropriate
methodtotestthefirstthreehypotheses.Additionally,usingAMOS,thestudydevelopedastructural
equationmodel(SEM)totesthypothesis4.

The first important question in this study focused on the difference in perceived product
understandingacrossdifferentpresentationformatofonlinereviews.ANOVAwasappliedtotest
hypothesesforexaminingthisquestion.Theresultsshowedthatmaineffectofreviewpresentation
formatwassignificantonperceivedproductunderstanding(F(1,272)=138.15,p<0.001),indicating
thatparticipantsviewingtreatmentimagereviewperceivedahigherproductunderstanding(Mimage=
5.11versusMtext =4.33,t(278)=10.337,p<0.001)thandidthoseviewingtextreview.Thisresult
stronglysupportedH1,asillustratedinFigure3.

Next,thestudyconductedanotheranalysesatproducttype(search/experience)leveltotestH2.
Theinteractionresultssupportedforthemoderationeffectofproducttype.Theinteractionbetween
product typeandproductunderstandingwasstronglysignificant (F(1,272)=44.01,p<0.001).
This result stronglysupportedH2.Whenproduct type isexperience, image reviewshavegreater
positiveeffectonperceivedproductunderstanding,comparedtosearchproduct(Mexperience=5.24
versusMsearch =4.98,t(138)=2.73,p=0.007).Incontrast,thestudyalsofoundthattextreviews
havegreaterpositive influenceonperceivedproductunderstandingforsearchproductcompared
toexperienceproduct(Msearch=4.64versusMexperience =4.02,t(114)=6.05,p<0.001).ForH2,the
authorsalsocomparedtheimprovementdegreeonperceivedproductunderstandingbetweensearch
andexperienceproductwhenanonlinereviewwaspresentedfromtexttoimageformat.Customers
hadgreaterperceptionimprovementforexperienceproduct(30.35%)whentheyreadonlinereview
fromtexttoimageformat,comparedtosearchproduct(7.33%).Thisresultsuggestedthatimage-
basedonlinereviewimprovedcustomers’perceptionfortwoproducttypes,buttheimprovementfor

Table 5. Type III test of fixed effects

Variable
Type III 
Sum of 
Squares

Df* Mean 
Square F Sig

Intercept PPU 6235.435 1 6235.435 19679.150 0.000

ReviewPresentationformat PPU 42.173 1 42.173 138.147 0.000

Producttype PPU 2.173 1 2.173 7.118 0.008

Gender PPU 1.073 1 1.073 3.515 0.062

ReviewPresentation
formatxProductType PPU 13.435 1 13.435 44.009 0.000

ReviewPresentation
formatxGender PPU 0.840 1 0.840 2.751 0.098

ReviewPresentation
formatxGenderxproduct
type

PPU 6.502 1 6.502 21.927 0.000

*Degree of freedom for errors was 272 PPU: perceived product understandings
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experienceproductwasgreatlyhighersearchproduct.Thisresultalsoshowedthatproducttypewas
akeyfactortoinfluencecustomers’perception,illustratedinFigure4.

Then,thestudyconductedanalysestoexplorethemoderationeffectofgender.Whenthestudy
justconsideredeffectofone-sidedimageformatonperceivedunderstandingforexperienceproduct,an
image-basedonlinereviewhadnotsignificantlydifferentimpactonperceivedproductunderstanding
betweengendersforexperienceproduct(F(1,279) = 0.31, p = 0.578).Femalecustomerswereweakly
higherthanmales,butnotsignificantly(Mfemale=5.29versusMmale=5.19,t(68)=0.669,p=0.506).
However,whentheauthorsdeliberatedrelativeeffectofimageformatcomparedtotextformat,further
analysisfoundthattheeffectofimagereviewforfemaleswasmoresignificantthanmaleswhena
productisexperience.Theperceptionimprovementratioforfemaleswas44%,butthatformaleswas
18%.Theinteractionbetweenperceptionimprovementandgenderwasstronglysignificant(F(1,68)
=17.936,p<0.001).Theperceptionimprovementforfemalesweregreatlyhigherthanthatofmales
(Mfemale=1.63versusMmale=0.80,t(68)=4.235,p<0.001).Thus,thestudysuggestedthatH3was
partiallysupported.AsillustratedinFigure5.

Finally,thestudydevelopedaSEMtotestlasthypothesis.Theindicatorsofmodelfitindicated
anacceptablelevelofgoodnessoffit.(Chi-square=84.993,df=25,P<0.001,RMSEA=0.093,
GFI=0.939,NFI=0.903,IFI=0.930,TLI=0.897,CFI=0.929).Thecoefficientbetweenperceived

Figure 3. Perceived influence of review presentation format

Figure 4. Interaction effect between review presentation format and product type
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productunderstandingandperceivedreviewhelpfulnesswas0.409(P<0.001),as illustrated in
Figure6.Additionally,amulti-groupSEMwasconductedtotestdifferenteffectofproducttypeand
gender.Alltheregressioncoefficientsinmulti-groupSEMwereshowedinTable6,andtheresults
supportedH4foreachproduct.ThesummarizedresultsofhypothesestestswereinTable7.

CONCLUSION ANd dISCUSSION

Alongstreamofresearchononlinereviewhasdemonstratedthatthecharacteristicsofconsumer
reviewshaveasignificantimpactonconsumers’perceptiononreviewhelpfulness,suchasreview
volume,valence,postingdate,etc.However,pastresearchesalmostfocusedontext-basedonline
reviews.Andotherpresentation formatofonline review, image-based reviews,hasnotbeen
sufficientlyinvestigated.Inthispaper,theauthorskeptaneyeonimage-basedonlinereviewsand
examinedhowimagepresentationformatinfluencedoncustomerperceptionsandmoderation
effectofgenderandproducttype.Throughexperimentaldesign,thestudyfoundthatcompared

Figure 5. Interaction effect of gender for clothing

Figure 6. Coefficients of structural equation model

Table 6. Four coefficients of multi-group SEM

Factor Chi-Square Df Sig Variables Coefficient Sig.

Mobile 66.386 25 *** PPU 0.516 ***

Clothing 70.077 25 *** PPU 0.570 ***

Summary 84.993 25 *** PPU 0.409 ***

*** P < 0.001
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totextformat,imageformataffectedcustomers’perceptionsmoresignificantly(H1).Theresult
wasinconsistentwithpriorresearch(Xuetal.,2015).Priorresearchfoundthattheeffectofimage
andtextformatoncustomers’perceptionhadnotdistinguisheddifference.Thestudyarguedthat
mainreasonofinconsistentresultswasdifferentproductselection.Priorresearchselecteddigital
cameraassearchproductandvideogameasexperienceproducttoexaminemoderationeffect
ofproducttype.However,videogamesbelongedtovirtualproductsanddigitalcameraswere
physicalproducts.Asavirtualproduct,avideogamewasnotappropriatetopresentitsfunctions
orsoundattributesnomatterthroughtextorimageformat.Sothisgeneratednodifferenteffectof
tworeviewformatsoncustomer’sperception.Inaddition,acamerawassimilarwithcellphone
thestudyselectedassearchproduct.Astheresearchresultsabove,imageonlinereviewshad
lessinfluentialoncustomers’perceptionforcellphone.Inotherwords,theratioofperception
improvementfromtexttoimageformatwasnotgreatforsearchproduct.Thus,takentogether,
thetworeasonsprobablygeneratedpreviousresearchconclusionsthattheeffectofimageand
textformathadnotdifferentinfluenceoncustomers’perception.However,thestudyholdsthat
clothingwasmoretypicalandpopularexperienceproductsoldonline.Andintheotherhand,
clothingandcellphonebothbelongtophysicalproduct.Soitwasnecessarytore-examinethe
distinguishedeffectofimageandtextformatbasedonclothingandcellphone,andthestudy
gotadifferentinterestingconclusion.

The perceived inf luence also depended on product type and gender. Image-based
onlinereviewspresentedmoreproductunderstandingtocustomersforexperienceproducts
compared to search products (H2). It was strongly supported. This result confirmed that
producttypeasakeyfactormoderatedtherelationshipbetweenreviewformatandcustomers’
perception. Luan et al. (2016) conducted an empirical experiment to draw a conclusion
thatcustomerspreferred toseekexperience-basedreviewtoevaluateproductswhen they
wantedtopurchaseexperienceproducts.Theimageformatcouldprovidemoreexperience
informationtopotentialcustomersandthereforehadmoresalientinfluencesonexperience
product.SoH2isconsistentwithpriorresearch.Thestudyalsoassumedthatimagereviews
onexperienceproducthadgreaterinfluenceforfemalecustomersthanmales(H3).Butitwas
partiallysupported.Luanetal.(2016)alsousedeye-trackingassecondmethodtodofurther
research.Theresultsshowedthatcustomers’fixationsonexperience-basedreviewhadnot
significantdifferencewithattribute-basedreviewwhentheypurchasedexperienceproducts.
Luanowedtheunexpectedresulttothenaturesofexperienceproductsanddidnotfurther
analyzefixationsdifferencesbetweengenders.However,inthisresearch,femalecustomers
probably perceived more product understanding from product images (experience-based
information),butthatmalecustomers’productperceptionwasmainlyfromtextdescription
(attribute-basedinformation).Thelevelofproductunderstandingbetweendifferentgenders
justmatched.ThatprobablycausedH3waspartiallysupported.Sothisresultalsoneeded
furtherinvestigationusingothermethods.

Table 7. Results of hypotheses tests

H1:Image-basedonlinereviewsprovidehigherperceivedproductunderstandingfor
consumersthantext-basedonlinereviews Supported

H2:Image-basedonlinereviewshavegreaterpositiveeffectoncustomers’perceivedproduct
understandingforexperienceproductscomparedtosearchproducts Supported

H3:Forexperienceproduct,image-basedonlinereviewshavegreaterpositiveeffecton
customers’perceivedproductunderstandingforfemalecustomerscomparedtomalecustomers Partiallysupported

H4:Perceivedproductunderstandingpositivelyinfluencesperceivedreviewhelpfulness. Supported
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THEORETICAL ANd MANAGERIAL CONTRIBUTIONS

Withthedevelopmentofinformationtechnology,onlinereviewformathaschangedfromtexttoimage.
Image-basedreviewsaremostpopularonmajoronlineshoppingwebsites,especiallyontaobao.com
inChina.However,previousstudiesprimarilytargettotextreviews,andlittleresearchhasfocusedon
thisnewpresentationformatofimage-basedonlinereview.Theresearchisamongthefirsttoexamine
customers’perceptionofimageformatreviewonperceivedproductunderstandingandperceived
reviewhelpfulness.Further,byintroducingproducttypeandgenderasmoderatefactorintotheeffect
ofreviewformatoncustomers’perception,theconclusionsdrewintheresearchcontributedtoa
betterunderstandingonimagereviews’perceivedhelpfulness.Moreover,theresearchalsoenriches
antecedentvariablesandmechanismonreviewhelpfulness.

Thefindingsofthisresearchhavesomemanagerialimplicationsasfollowing.First,thefindings
further confirm online vendors’ practices that encourage actual customers to post image review
becausethepositiveperceptioneffectofimageformatwasmoresignificantthantextformat.For
example,somevendorstrytostimulitheirbuyerstopostcustomers’imagebycashrewards,coupons
orgiftsinChina.Second,onlinevendorsalsoshouldconsiderproducttypetheysoldandthenmake
a flexible strategy to stimulate customers’ behavior onposting review. If anonlinevendor sells
experienceproduct,suchasclothing,winterscarves,productimageshouldbestimulatedtopost
moreasanimportantpartsoastosignificantlyimproveproductunderstandingsofpotentialbuyers.
In contrast, if an online vendor sells search products, such as some electronic products-mobile,
computerormodem,detailedtextcontentalsoshouldbestimulatedtopostbesidesproductimages.
That isbecause text-basedcontenthasamoresignificanteffectonsearchproductscompared to
experienceproducts.Third,basedonthefindings,genderofcustomerstargetedbyonlinevendors
shouldbeconsideredtoimprovetheeffectivenessoftheirreviewmarketingstrategy.Forinstance,a
vendorsellingclothingforfemalesshouldtakemoreeffortstoattractbuyerstopostclothingimage
thanasitexpectedbefore.Toimproveproductsales,vendorsprobablywouldholdthemostbeautiful
customerimagestostimulitheirfemalecustomerstopostimagereviews.Thatisbecausefemalesare
significantlyinfluencedbyimageformat,andtheeffectdegreeismorethanmales.

LIMITATIONS ANd dIRECTIONS FOR FURTHER RESEARCH

Thecurrent studyalsohas some limitations. In this research,a text-basedwasseparate froman
image-basedreviewindifferentexperimentalcontext.Moreover,thisstudyconductedexperiment
onlybasedononesingleimage-based(ortext-based)onlinereviewforeachexperimentalcontext.
However,itisalmostimpossibletobeonlyonetextorimagereviewinanonlinevendor’sreview
system.Inpracticalcontextofonlineshopping,textandimageformatreviewsaremixedtogether
topresentforpotentialcustomerssimultaneously.Theresultsofthisresearchindicatedcustomers’
perceivedproductunderstandingofimageformatissignificantlyhigherthantextformat.Thus,that
probablyisaninterestingquestionthathowcustomersdealwithtextandimageformatinpractical
context.Customersreadbothtextandimagerevieworjustreadimageformat.Futureresearchcould
consideranotherfactorinfluencingcustomers’informationprocessingmotivation.Forexample,the
levelofcustomers’expertiseinproductsmight influencetheirmotivationtoreadonlinereviews
(Kimetal.,2011).Customerswithhighlevelofexpertiserequirelessinformationfromexternal
sources(Park&Kim2008;Raghunathan&Pham,1999;Kimetal.,2011).Furtherresearchprobably
couldexploretheinteractioneffectbetweencustomers’expertiseandreviewpresentationformats.

Second,textandimageformatreviewsinthisstudyarepositive.Negativeimage-basedonline
reviewsincludebothnegativeliteralcontentandimage.Thepersuasiveeffectivenessofnegative
imagereviewsonpotentialcustomerswouldprobablybemoresignificantthanpositiveimageformat.
Thestudysuggeststhatthesealsoareinterestingissues.Therefore,furtherexaminationisneeded
toextendthisresearchtoexploretheperceptioneffectofnegativecontentintextandimageformat.
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Third,theresearchexaminedcustomers’differentperceptionofreviewformatamongproduct
typeandgender,whichbotharevariablesfrequentlyusedtotestmoderationeffect.Otherfactors
maybeinducedtotestmoderationeffectofreviewformatoncustomer’sperception,suchasproduct
involvement.Future research focusingon this questionwill enrich current understandingon the
effectofreviewformat.

Finally,thisresearchusedundergraduatestudentsasparticipantsintheexperiment.Iffuture
researchselectsotheractualcustomersasparticipantsinexperiments,itsconclusionwouldprobably
bestrongerthanwhatthisstudydrew.
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