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ABSTRACT

Onlinereviewsplayanimportantroleinconsumers’decisionmaking.However,limitedstudieshave
beenconductedtounderstandtheeffectsofonlinereviewsonconsumers’behavior.Drawingupon
theElaborationLikelihoodModelandthevalenceframework,aresearchmodelwasdevelopedto
investigatetheperceivedbenefitsandpotentialrisksbroughtbypositiveonlinereviews.Themoderating
effectofreviewskepticismwasalsoexamined.Datawerecollectedthroughononlinesurveybased
onconsumers’perceptionsofthepositivereviewsfromrestaurantsandfoodbusinessesandanalyzed
withpartialleastsquares.Theresultsindicatedthatargumentqualityandsourcecredibilityinfluence
informationusefulness,whichfurtherinfluencesconsumers’behavioralintentions.Theinfluence
ofpositiveonlinereviewsonperceivedriskdiffersbetweenhighandlowskepticismconsumers.
Thisresearchoffersamorein-depthunderstandingofconsumerinformationprocessinginanonline
contextandbenefitspractitionersbyallowingthemtobetterunderstandconsumers.

KEywORDS
Consumer Decision Making, Elaboration Likelihood Model, Online Reviews, Skepticism, Valence Framework

INTRODUCTION

Thedevelopmentofinformationtechnologyandwideadoptionofsocialmediabyconsumershave
acceleratedthedistributionofonlinereviews.Suchreviews,alsoknownaselectronicword-of-mouth
(eWOM),mainlyreflectconsumers’opinions,evaluations,andfeelingsaboutproductsandservices.
Online reviews are easily accessible through various channels, including e-commerce websites,
onlinereviewsites,anddiscussionforums(Cheung,Lee,&Rabjohn,2008;Lee&Youn,2009).It
hasbeenshownthatonlinereviewsaremoreeffectiveatinfluencingconsumersthanaretraditional
media, because users are more likely to refer to online reviews posted by unknown consumers
(ChannelAdvisor,2011).Forinstance,onereportshowedthat78percentofonlineconsumersare
influencedbyonlinereviewswhentheymakepurchasedecisions(eMarketer,2013).Thus,user-
generatedonlinereviewsareincreasinglyregardedasapowerfulsourceofinformationthatfacilitates
consumerdecisionmaking(Khatwani&Srivastava,2017;Li,Li,Yen,&Zhang,2016).
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Given the importanceofonline reviews in influencingconsumerdecision-makingbehavior,
researchershavebeenattractedtoexplorehowonlinereviewcharacteristicscaninfluenceconsumer
perceptions,attitudes,andbehaviors(Erkan&Evans,2016;Lietal.,2016;Shen,Zhang,&Zhao,
2016).However,tworesearchgapsareevidentintheliterature.First,moststudiesfocusonthebenefits
thatonlinereviewscanbring,suchasperceivedinformationusefulness(Xia&Bechwati,2008).The
potentialrisksposedbyonlinereviewsarelargelyignored.Ithasbeenshownthatmanyorganizations
haveutilizedtheanonymityfeatureofonlinereviewstoadvocatefortheirownproductsorservices
byspreadingbiasedopinions(Magnini,2011;Zhang,Carpenter,&Ko,2013).Thus,thepotential
risksbroughtbyonlinereviews,especiallypositivereviews,shouldalsobeconsideredinresearch
toprovideacomprehensiveunderstandingof thecharacteristicsofonlinereviewsin influencing
consumerdecision-makingbehavior.

Second,basedontheElaborationLikelihoodModel(ELM),researchershavedemonstratedthat
individualsvaryintheirabilityandmotivationwhenevaluatingonlinereviewsandmakingpurchasing
decisions.However,whenexaminingtheeffectsofonlinereviewsonconsumerbehavior,researchers
have mainly focused on the moderating effects of involvement (Lee, Park, & Han, 2008), prior
knowledge(Park&Kim,2008),gender(Zhang,Cheung,&Lee,2014),andproductcharacteristics
(Zhu&Zhang,2010).Studiesexploringthemoderatingroleofconsumerskepticismarelimited
(Reimer&Benkenstein,2016;Sher&Lee,2009).Inarecentsurvey,80percentofconsumersreported
thattheywereconcernedabouttheauthenticityofonlinereviewsandsuspiciousofpositivereviews
(Williams,2012).Thus,consumersmaydevelopsuspiciousattitudestowardpositiveonlinereviews
(Larson&Denton,2014;Tarafdar,Pullins,&Ragu-Nathan,2014;Willemsen,Neijens,&Bronner,
2012),whichmayfurtherinfluencetheirdecision-makingbehavior(Darke&Ritchie,2007).Zhang
etal.(2016)arguedthatsomeunexpectedresultsintheonlinereviewliterature(Dou,Walden,Lee,
&Lee,2012;Qiu,Pang,&Lim,2012)mayhaveresultedfromtheexclusionoftheeffectsofInternet
users’skepticism.Consequently,individuals’skepticismlevelsshouldbeconsideredwhenexamining
theeffectsofpositiveonlinereviewsonconsumerperceptionsandbehaviors(Zhangetal.,2016).

Tofillthesetworesearchgaps,thisstudyattemptstoexaminetheeffectofpositiveonlinereviews
onconsumerbehaviorintentionbyconsideringboththebenefitsandrisksbroughtbyonlinereviews
andthemoderatingroleoftheindividual’sskepticisminthereviewevaluationprocess.Insummary,
thisstudyaddressesthefollowingthreeresearchquestions:

1. Howdopositiveonlinereviewcharacteristicsaffectconsumers’perceivedusefulnessandrisk?
2. Howwouldperceivedusefulnessandperceivedriskaffectconsumerbehaviorintention?
3. How does skepticism moderate the effect of positive online reviews on consumers’

perceivedrisk?

Theremainderofthispaperisorganizedasfollows.First, thetheoreticalbackgroundtothis
researchispresented.Researchhypothesesarethenproposedbasedontheliterature.Theresearch
methodology and results of the data analysis are then presented. Next, the findings, theoretical
implications,andpracticalimplicationsarediscussed.Finally,thestudyisconcludedbydescribing
itslimitationsandpossiblefutureresearchopportunities.

THEORETICAL FOUNDATION AND HyPOTHESIS DEVELOPMENT

Elaboration Likelihood Model
DevelopedbyPettyandCacioppo(1986),theELMisregardedasoneofthemostprominenttheories
ininformationprocessing.AccordingtotheELM,informationcaninfluencepeople’sattitudesand
behaviorsviatworoutes:thecentralandperipheralroutes.Thecentralrouteinvolvesindividuals
investinghighcognitiveeffortinevaluatingthecontentofinformation.Argumentquality,which
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referstotheextenttowhichindividualsperceivereceivedinformationaspersuasiveandinformative,
isthemostimportantfactorinthecentralroute(Sussman&Siegal,2013;Zhang&Watts,2008).In
contrast,theperipheralrouteinvolvesindividualsusingtheenvironmentalcuesinamessagetoassess
information.Heuristicandnon-contentcues,suchassourcecredibilityandnumberofreviews,are
representativesoftheperipheralroutethathavebeenverifiedintheliterature(Sussman&Siegal,
2013;Zhang&Watts,2008).Researchershavesuggestedthatwhenindividualsprocessinformation,
centralandperipheralfactorsareconsideredsimultaneously(Sussman&Siegal,2013).Moreover,the
ELMsuggeststhattheelaborationlikelihood,whichisdeterminedbyanindividual’smotivationand
abilitytoelaborate,moderatestheeffectsofcentralandperipheralcuesonattitudechange(Petty&
Cacioppo,1986).Motivationrefersto“theindividual’spersonalrelevancetothepersuasivemessage,”
whileabilityis“manifestintheindividual’scognitivecompetenceorpriorexpertisewiththeattitude
object.”(Petty&Cacioppo,1986,p.359).TheELMhasbeenusedextensivelyintheonlinereview
contexttoexplorehowindividualsprocessinformation(Li,2015;Shenetal.,2016).Inthisstudy,
weadoptthistheorytounderstandhowargumentquality,sourcecredibility,andquantityofonline
reviewscaninfluencetheconsumerdecision-makingprocess.Themoderatingroleofskepticismis
alsoexaminedbasedontheELM.

The Valence Framework
Inthisstudy,thevalenceframeworkservesasausefultheoreticalbasisforexaminingthebenefitsand
risksbroughtbyonlinereviews.ThevalenceframeworkwasproposedbyPeterandTarpey(1975),
whouseda“cognitive–rational”customerdecision-makingmodel toexplainconsumerdecision-
makingbehavior.Accordingtothisframework,whenconsumersmakepurchasingdecisions,theyare
ofteninpossessionofincompleteinformation,whichleadstosomedegreeofriskanduncertainty.
However,despite thepotential risks involved in relyingononline reviews, theperceivedbenefit
providesconsumerswithanincentiveintheirdecision-makingbehavior.Ononehand,consumers
aremotivatedtominimizethenegativeeffects;ontheother,theyaremotivatedtomaximizethe
expectedpositiveeffects.Thus,thecentralpremiseofthistheoryisthatconsumersmakedecisions
tomaximizethenetvalenceresultingfromnegativeandpositiveeffects(Kim,Ferrin,&Rao,2008).

Studieshaveshownthatthevalenceframeworkispowerfulatexplainingconsumerdecision-
makingbehaviorintheonlineenvironment(Gao&Waechter,2017;Kimetal.,2008;Kim,Ferrin,
&Rao,2009;Li,Wang,Lin,&Hajli,2018;Lin,Wang,Wang,&Lu,2014).Forinstance,Luet
al.(2011)adoptedthevalanceframeworktoexplorethenegativevalencesofperceivedcostand
perceivedrisk,andthepositivevalencesofrelativeadvantage,compatibility,andimage,onconsumers’
intentionstousemobilepaymentservices.GaoandWaechter(2017)appliedthevalenceframework
toexploreconsumers’initialtrustfacilitatorsandinhibitorsofadoptionofmobilepayments.The
positivevalencestheyidentifiedincludeperceivedsystemquality,informationquality,andservice
qualityandthenegativevalencesincludeperceiveduncertainty.Lietal.(2018)developedamodel
basedonthevalenceframeworktoexplainusers’intentionstoseekandsharehealthinformationon
socialmedia.Whenconsumersmakedecisionsbasedononlinereviews,theyareexposedtoboth
perceivedrisk,becauseofuncertaintyaboutonlinereviews,andperceivedusefulnessbroughtabout
bytheinformativenessofthereviews.Thus,itisappropriatetoadoptthisframeworktoexplorethe
effectsofonlinereviewsontheconsumerdecision-makingprocessbyconsideringboththebenefits
andrisksbroughtbyonlinereviews.

Hypothesis Development
Inthisstudy,wefocusonpositiveonlinereviewsfortwomainreasons.First,asshowninKarimi
andWang’s(2017)andParkandLee’s(2008)studies,mostonlinereviewsarepositiveinnature.
Recognizing thebenefitsbroughtbypositiveonline reviews, someorganizationsattempt tohire
individualsorpublicrelationsfirmstopostbiasedorfakepositivereviewstoattractconsumers(Zhang
etal.,2016).Thus,thepotentialrisksbroughtbyonlinereviewsaremainlyfrompositiveones.Second,
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consumersshowskepticismmainlytowardpositivereviewsratherthannegativereviews.Asoneof
ourresearchobjectiveswastoexaminethemoderatingeffectofskepticism,wethereforeexamine
argumentquality,sourcecredibility,andperceivedquantityofpositiveonlinereviewstohighlight
theireffectsonbehavioralintention.Inthefollowingsections,theresearchhypothesesaredeveloped.

The Negative Valence—Perceived Risk
Perceivedriskreferstoaconsumer’sperceptionsoftheunpleasant,uncertain,andpossiblyundesirable
consequencesofadoptingtheinformationonreviewwebsites(Chang&Wu,2012).Consumers’
perceived risk is regarded as an important factor in influencing consumers’ decision making in
theonlinecontext(Antony,Lin,&Xu,2006).TheInternetenvironmentisfullofuncertaintyand
vulnerability(Zhangetal.,2016).Thus,individualscaneasilyperformopportunisticbehaviorsinthis
environmentbyspreadingfakeinformation.Dishonestactivitiesarerelativelyeasytoundertakevia
onlinereviews(Larson&Denton,2014;Tarafdaretal.,2014).Thus,consumerswillbeattentiveto
riskwhenbrowsingonlinereviews,andsuchriskmayinfluencetheirpurchaseintention.Therefore,
wehypothesizethat:

H1a:Perceivedriskisnegativelyrelatedtobehaviorintention.

The Positive Valence—Information Usefulness
Informationusefulnessisthedirectbenefitbroughtbyonlinereviews(Shenetal.,2016).Itreferstoan
individual’sperceptionthatusingtheinformationwillenhancetheirperformance(Bailey&Pearson,
1983;Cheungetal.,2008).Aspeoplearemorelikelytoprocessinformationwhentheythinkitis
useful,informationusefulnessisregardedasoneofthemainfactorsinfluencingconsumers’purchase
intentions(Lee&Koo,2015).Ononlinereviewwebsites,ifconsumersfindthattherecommended
informationisuseful,theyaremorelikelytogeneratepurchaseintentionstowardmerchantssuggested
byothersinthereviews.Therefore,itisproposedthat:

H1b:Informationusefulnessispositivelyrelatedtobehavioralintention.

Argument Quality
Argumentqualityreferstoanindividual’sperceptionoftheinformativenessandpersuasivenessof
onlinereviews(Chu&Kamal,2008).Parketal.(2007)arguedthatonlinereviewsfunctionasboth
informantandrecommenderforconsumerstomakedecisions.Researchhasindicatedthatinformative
andpersuasiveargumentscancontributetofavorabledecisionoutcomes(Angst&Agarwal,2009).In
onlinereviewcommunities,ahighqualityofargumentisbeneficialtoconsumersbecauseitprovides
informativeproductevaluations(Cheungetal.,2008;Yuan,Chu,&Cai,2018).Thus,high-quality
onlinereviewswillbeusefulforconsumerstoevaluateproductsandservices,andwillbeemployed
byconsumerstoreducetheuncertaintyandrisksassociatedwiththeirpurchasingdecisions.Based
ontheabovediscussion,itishypothesizedthat:

H2a:Argumentqualityisnegativelyrelatedtoperceivedrisk.
H2b:Argumentqualityispositivelyrelatedtoinformationusefulness.

Source Credibility
Sourcecredibilityreferstoanindividual’sperceptionofthereliabilityandtrustworthinessofareview
source(Chaiken,1980).Morespecifically,itisdefinedastheextenttowhichthereviewsourceis
perceivedbyinformationrecipientstobeexpertandtrustworthy(Petty&Cacioppo,1986).Inthe
Internetenvironment,individualsarefreetopostreviewsregardingtheirevaluations,opinions,and
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feelingstowardcertainproductsorservices,withoutdisclosingtheirrealidentity.Becauseofthe
easeofpostingandtheanonymityofonlinereviews,unethicalbehaviorsuchaspostingfakereviews
onlinehasbeenfoundtobecommonbymerchantsinrecentyears(Zhangetal.,2016).Anumber
ofstudieshavereportedmanipulationofonlinereviewsbymerchants(Hu,Bose,Koh,&Liu,2012;
Mayzlin,Dover,&Chevalier,2014).Thus,itisimportantforinformationrecipientstojudgethe
expertiseandtrustworthinessofcontributors,althoughthisisquitedifficult.

Manyonline reviewsiteshavedevelopedmultiplemethods tomanagecontributors, aswell
as facilitating information recipients’ judgmentsabout thesourcecredibilityofcontributors.For
instance,registereduserscancreatepersonalpagestodescribethemselves.Usersarealsoassigned
different“levels”or“stars”basedontheirpastcontributionsandpostingrecords.Byreferringtothese
personalpagesandrankinginformation,informationrecipientsareabletoperceivehowcrediblethe
contributoris.Ifinformationrecipientsfeelthatcommentsarepostedbycontributorswithahigher
levelofsourcecredibility,theywillhaveahigherperceptionoftheusefulnessofthosecomments.
Thishighsourcecredibilitycanalsodecreaseconsumers’perceivedriskassociatedwithdecision
making.Thus,thefollowinghypothesesareproposed:

H3a:Sourcecredibilityisnegativelyrelatedtoperceivedrisk.
H3b:Sourcecredibilityispositivelyrelatedtoinformationusefulness.

Perceived Quantity of Reviews
Perceivedquantityofreviewsreferstothevolumeofonlinereviewsasshownonanonlinereview
website(Parketal.,2007).It indicatesthepopularityofproductsandservices.Thisindicatorof
reviewquantitydistinguisheseWOMfromtraditionalWOMinofflineenvironments(Chatterjee,
2001;Dellarocas,2003).Onmostonlinereviewsitesande-commercewebsites,thenumberofreviews
foreachproductorserviceisvisibletoconsumers.Thisinformationactsasaheuristiccueintheir
informationprocessing(Zhang,Zhao,Cheung,&Lee,2014).Ifconsumersfindthataparticular
producthasalargenumberofreviewsgeneratedbyotherconsumers,theywillbeconfidentabout
thequalityoftheproduct,whichhelpsdecreasetheirperceivedrisk.Inaddition,researchhasshown
thatthequantityofreviewsisaneffectivetoolfacilitatingconsumers’rapiddecisionmakinginan
onlinecontext(Zhangetal.,2014).Basedontheabovediscussion,itisproposedthat:

H4a:Perceivedquantityofreviewsisnegativelyrelatedtoperceivedrisk.
H4b:Perceivedquantityofreviewsispositivelyrelatedtoinformationusefulness.

Review Skepticism
AccordingtoObermillerandSpangenberg(1998),skepticismisatendencytowarddisbelief.Sherand
Lee(2009)foundthatconsumers’beliefordisbelieftowardmarketingmessagesaregeneratedthrough
socializationandpurchasingexperiences.Thus,consumerskepticismisstableandgeneralizablein
thatitreflectsaconsumer’simplicitviewsofhowthemarketplaceworks.Intheonlinereviewcontext,
thereisinformationasymmetrybetweenthereviewcontributorandreviewrecipientintermsofthe
intentionsandcharacteristicsofreviewcontributors(Akerlof,1970).Specifically,informationabout
reviewercontributorsisnormallynotavailablebecauseoftheanonymousnatureofonlinereviews
(Kleinaltenkamp&Jacob,2002).Thus,thereviewrecipientisataninformationaldisadvantageand
willfinditdifficulttojudgethereliabilityofonlinereviews.Ithasbeensuggestedthateveryconsumer
hasacertainbasiclevelofskepticismtowardonlinereviewsdependingontheirpriorexperienceof
processinginformation(Friestad&Wright,1994).Ithasalsobeendemonstratedthatconsumersdiffer
intheirskepticismlevelsevenwhentheyreceivethesamesignals(Reimer&Benkenstein,2016).If
consumersinterpretarecommendationasdrivenbyhiddenvestedmotives,attemptsatpersuasion
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willreducethetrustworthinessofthemessageandimposehigher-levelrisks(Verlegh,Ryu,Tuk,&
Feick,2013).Basedontheabovediscussion,thefollowinghypothesisisproposed:

H5:Reviewskepticismisnegativelyrelatedtoperceivedrisk.

ObermillerandSpangenberg(1998)proposedthatconsumerswithhighskepticismlevelsperceive
smallerdifferencesinsituationalfactors(suchasqualityandquantityofmessages)comparedwith
consumerswithlowskepticismlevels.Thus,highlyskepticalconsumersaremorelikelytodisbelieve
online reviews for particular products or services without considering the characteristics of the
onlinereviews.Inotherwords,consumerswithhigherskepticismtendtorelyontheirownbeliefs
toevaluateinformationinsteadofusingextrinsicsituationalfactors,suchasargumentquality(Angst
&Agarwal,2009).Conversely,consumerswithlowskepticismaredeemedasnaïveandlessmature,
withalessdevelopedcognitiveability(Friestad&Wright,1994).BasedontheELM,lessskeptical
consumersdonotenjoycognitiveeffortandprefertorelyontheopinionsofotherswhendealingwith
uncertainissues.Thus,itisproposedthatskepticismcanmoderatetheinfluenceofonlinereviews
onconsumers’perceivedrisk:

H6a:Reviewskepticismhasamoderatingeffectontherelationshipbetweenargumentqualityand
perceivedrisk.

H6b:Reviewskepticismhasamoderatingeffectontherelationshipbetweensourcecredibilityand
perceivedrisk.

H6c:Reviewskepticismhasamoderatingeffectonperceivedquantityofreviewsandperceivedrisk.

TheresearchmodelispresentedinFigure1,whichsummarizesallthehypotheses.

Figure 1. The research model
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METHODOLOGy

Research Setting
Dianping.com,apopularonlinereviewsite(www.dianping.com)launchedin2003inChina,was
selectedastheresearchsiteforseveralreasons.First,itisoneofthelargestandmostpopularonline
reviewsitesinChina.Bythefirstquarterof2015,thenumberofactiveusersofdianping.comhad
exceeded200million(Xiao,Mi,Zhang,&Ma,2017),andapproximately100millionreviewsfor20
millionmembermerchantsinmorethan2,500citieswereposted.Second,themerchantsondianping.
comcoverawiderangeofservicesincludingrestaurants,hotels,andspas,ofwhichrestaurantsare
themostpopular.Eachmerchanthasauniquepageonthereviewsite,withbasicinformationand
reviewspostedbycontributors.Thenumberofreviewsforeachmerchant isshownonthepage.
Third,eachcontributormustcreateapersonalaccounttopostreviews.Readerscaninspectthename,
level,andallreviewspostedbyacontributor.Finally,thesitefacilitatestwo-way,member-to-member
interactionswherereaderscanprovidefeedbacktoreviewersonwhattheyhavewritten.Dianping.
comisconsideredanidealwebsiteforourdatacollectionbecauseitenablessubjectstoevaluate
reviewquality,sourcecredibility,andquantityofreviews.

web Survey Method
Thisstudyemployedawebsurveymethodtotestthehypotheses,forthreereasons.First,websurveys
targetrespondentswhoareInternetusers(Wellman&Haythornthwaite,2008).Fromtheperspective
ofconsumers,onlinereviewerseffectivelyexistonlyincyberspace,thismethodisparticularlyuseful
andfitswellwiththecurrentresearchcontext.Second,thewebsurveymethodallowsforcollection
ofdatafromalargepopulationwithdiversebackgrounds,whichcanimprovethegeneralizationof
researchfindings(FowlerJr,2013).Finally,arigoroussurveydesignbasedonestablishedscales
iseffectiveforachievinghighvalidityandreliabilityofresearchfindings(Rattray&Jones,2007).
Overall,thewebsurveyapproachcanimprovethegeneralizability,externalvalidity,andqualityof
researchandthuswasemployedinthecurrentstudy.

Measures
Toensurethevalidityofall theinstrumentsused,eachconstructwasmeasuredwithestablished
scalesfrompreviousstudies,withminorchangesinthewordingtofitthecurrentresearchcontext.
Intheresearchmodel,allvariablesweremodeledasreflectiveindicatorsbecausetheywereviewed
aseffectsoflatentvariables(Sohaib&Kang,2015).Allitemsweremeasuredonafive-pointLikert
scale.ThefinalitemsusedineachscalearelistedinTable5intheAppendix.

TheoriginalquestionnairewasinEnglish.AsthedatawerecollectedinMainlandChina,the
questionnairewas first translated intoChineseby twobilingual expertswhohave experience in
usingdianping.com.TheChineseversionquestionnairewasthenindependentlytranslatedbackinto
Englishbytwootherbilingualexperts.Thetranslationwascomparedwiththeoriginalversionof
thequestionnairetoensureconsistencyandaccuracy.

Sample and Data Collection Procedure
Apilottestwasconductedusingaconveniencesampleof15respondentswhohadpreviouslyused
dianping.com.The respondentswereasked to refine thewordingof thequestionnaire,assess its
logicalconsistency,judgeeaseofunderstanding,andidentifyareasforimprovement.

Anonlinesurveywasdevelopedonsojump.com,whichisaprofessionalonlinesurveywebsitein
China.Theannouncementswerepostedonthepublicforumofdianping.comtorecruitparticipants.
Respondentswereaskedtorecallpositiverestaurantreviewstheyhadreadondianping.cominthe
previousthreedaysandtoconsidervisitingtherestaurantafterreadingthereviews.Restaurantand
foodreviewswereselectedbecausetheyconstitutethemostcommononlinereviewsondianping.com.
Thismaybecausefoodismorefrequentlypurchasedthanotherproductsindailylife.Toimprovethe

http://www.dianping.com
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responserate,eachrespondentwasprovidedanincentiveof10RMB(around1.5USD).Theonline
surveywasdesignedtoallowonlyonesubmissionpercomputer,mobilephone,andIPaddress.This
restrictionaimedtominimizethepossibilityforbiasedresponsesdrivenbythemonetaryincentive.
Thesurveyranfortwomonthsandtheresearchersscrutinizedallresponses,omittingthosewiththe
sameanswerforallquestionstoensurevalidityandreliabilityofthesurveyresults.Finally,399valid
responseswerecollected.Toestimatethenon-responsebias,thefirstandlast25percentresponses
werecomparedintermsofdemographicinformationusingachi-squaretest.Therewerenosignificant
differencesindemographiccharacteristicsofearlyandlateresponders.

ThedemographicinformationoftherespondentsissummarizedinTable1.Oftherespondents,
59.9percentweremaleand40.1percentwere female.Theywere relativelyyoung, themajority
(71.7 percent) being aged 18–25 years. More than half of the participants (52.1 percent) had a
collegedegree.Thisdistribution issimilar tosampledistributions inpreviousstudiesexamining
onlinereviewsinChina.Forinstance,67.9percentofparticipantsinCheungetal.’s(2009)studyof
credibilityofeWOMwereyoungerthan25.InCheungetal.’s(2008)studyofconsumers’adoption
ofonlinereviews,73percentofparticipantswereagedbelow25.InLuoetal.’s(2013)studyof
consumeronlinerecommendationcredibility,83percentoftheparticipantswereagedbelow24and

Table 1. Respondents’ demographic profiles (N = 399)

Measure Items Frequency Percent

Gender
Male 239 59.9

Female 160 40.1

Age

18–25 82 20.6

26–35 286 71.7

36–45 29 7.3

Above45 2 0.5

Highesteducationlevel

Highschoolorbelow 27 6.8

Somecollege 208 52.1

Bachelor’sdegree 124 31.1

Master’sdegreeorabove 40 10

Frequencyofusingdianping.
comtobrowseonlinereviews
permonth

Lessthan3times 72 18

4–8times 206 51.6

9–15times 84 21.1

Morethan15times 37 9.3

Frequencyofgoingto
restaurantafterbrowsing
reviewsondianping.com

Lessthan3times 77 19.3

4-8times 229 57.4

9-15times 86 21.6

Morethan15times 7 1.8

Averagemonthlyincome
(CNY)

Lessthan1,000 8 2

1,000–3,000 70 17.5

3,001–5,000 225 56.4

5,001–8,000 78 19.5

Morethan8,000 18 4.5
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55percenthadabachelordegree.Withrespecttotheirfrequencyofuseofdianping.comtobrowse
reviews,57.4percentoftherespondentsindicatedthattheybrowse4–8timespermonth.Regarding
thefrequencyofeatingatarestaurantafterbrowsingreviews,57.4percentofrespondentsindicated
thattheyateatrestaurants4–8times,and21.6percentvisitedrestaurants9–15timespermonth.

Common Method Bias
Twostatisticalanalyseswereperformedtoassesspotentialcommonmethodbias.First,assuggested
byPodsakoffandOrgan(1986),Harman’ssinglefactortestwasconductedonthesevenconstructsin
theresearchmodel.Theresultsrevealedthatthemostsignificantfactorexplainedonly30.05percent
ofthevariance,indicatingthatnosinglefactorexplainedmostofthevariance.Second,theprocedures
proposedbyLiangetal.(2007)wereusedtodetectpossiblecommonmethodbias.Specifically,we
includedinthepartialleastsquares(PLS)modelacommonmethodfactorwhoseindicatorsincluded
all the principal constructs’ indicators, and calculated each individual construct’s variances that
weresubstantivelyexplainedbytheprincipalconstructandbythemethod(seeTable2).Theresults

Table 2. Common method bias analysis

Construct Indicator Substantive Factor 
Loading (R1) R12 Method Factor Loading 

(R2) R22

Argumentquality

AQ1 0.814** 0.663 -0.015 0.000

AQ2 0.896** 0.803 -0.045 0.002

AQ3 0.762** 0.581 0.088* 0.008

AQ4 0.843** 0.711 -0.028 0.001

Sourcecredibility

SC1 0.815** 0.664 -0.019 0.000

SC2 0.846** 0.716 -0.033 0.001

SC3 0.807** 0.651 -0.007 0.000

SC4 0.804** 0.646 0.056 0.003

Perceivedquantityof
reviews

PQR1 0.870** 0.757 -0.015 0.000

PQR2 0.844** 0.712 0.058* 0.003

PQR3 0.882** 0.778 -0.044 0.002

Perceivedrisk

PR1 0.860** 0.740 -0.023 0.001

PR2 0.880** 0.774 0.019 0.000

PR3 0.887** 0.787 0.004 0.000

Informationusefulness

IU1 0.813** 0.661 0.049 0.002

IU2 0.868** 0.753 0.018 0.000

IU3 0.902** 0.814 -0.069 0.005

Reviewskepticism

RS1 0.842** 0.709 -0.042 0.002

RS2 0.867** 0.752 0.003 0.000

RS3 0.882** 0.778 -0.008 0.000

RS4 0.883** 0.780 0.047 0.002

Behavorialintention

BI1 0.813** 0.661 -0.023 0.001

BI2 0.822** 0.676 0.016 0.000

BI3 0.834** 0.696 0.064 0.004

BI4 0.861** 0.741 -0.064 0.004

Average 0.848 0.720 -0.001 0.002
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demonstratedthattheaveragesubstantivelyexplainedvariancefortheindicatorswas0.720,while
theaveragemethod-basedvariancewas0.002.Theratioofsubstantivevariancetomethodvariance
was439:1.Inaddition,mostmethodfactorloadingswerenotsignificant.Basedontheseresults,we
contendthatcommonmethodbiasisunlikelytobeaseriousconcernforthisstudy.

Data Analysis Technique
ThedatawereanalyzedusingSmartPLS2.0forthreereasons.First,comparedwithcovariance-
basedstructuralequationmodeling(CBSEM)techniquessuchasAMOS,whichrequiresasound
theorybase,PLSsupportsexploratoryresearchandaimstoenabletheorybuilding(Chin,1998;
Hair Jr,Sarstedt,Hopkins,&Kuppelwieser,2014). Inotherwords,PLS ismoreappropriate
fortheearlystagesoftheoreticaldevelopmentasisthecaseinourstudybecausetheeffectsof
characteristicsofpositiveonlinereviewsonconsumers’perceivedriskandthemoderatingroles
ofreviewskepticismremainunder-exploredinresearch.Second,PLSrequiresnorestrictionon
datadistribution,unlikeCBSEMtechniques(Hair,Ringle,&Sarstedt,2011).Asdatacollected
in this studyusingonlinesurveys failed to followamultivariatenormaldistribution,PLS is
moresuitable.Finally,theproductindicatormethoddevelopedbyKennyandJudd(1984)for
amoderationeffect test is implemented inPLSbyChinetal. (2003).PLS thusallowsus to
estimatethemoderationeffect,measurementmodel,andstructuralmodelsimultaneouslyinone
operation.Therefore,PLSissuitableforthecurrentstudy.

RESULTS

Measurement Model
Toevaluatethemeasurementmodel,weexaminedthemeasurementitemsusingconvergentvalidity
anddiscriminantvalidity.Convergentvaliditywasassessedby(1)thereliabilityoftheitems,(2)
the composite reliability (CR) of the constructs, and (3) the average variance extracted (AVE)
(Chin,1998).Table3summarizes the itemloadings,CR,andAVE,showingthatall itemshave
loadingsgreaterthan0.707ontheirrespectiveconstructs,whichisabovetheminimalrequirement
suggestedbyChin(1998),indicatingreliabilityofallindicators.TheCRforallconstructsranged
from0.890to0.924.Consideringanacceptancelevelof0.7(Chin,1998),thesevaluesweremore
thansatisfactory.TheAVEindicatesthereliabilityoftheconstruct.ItissuggestedthattheAVEsfor
reflectiveconstructshouldbeabove0.5(Chin,1998),whichmeansthatatleast50percentofthe
varianceshouldbeaccountedfor.ResultsinTable3showthattheAVEscoreforallconstructsmet
thisminimumrequirement.

Discriminantvaliditywasassessedbyexaminingtherelationshipsbetweenthecorrelationsamong
constructsandthesquarerootsoftheAVEs(Chin,1998).FornellandLarcker(1981)suggested
thatthesquarerootsoftheAVEsofconstructsshouldbegreaterthanthecorrelationsamongthe
constructs.Table4summarizesthecorrelationsamongconstructs,whichindicatethatthesquare
rootofeachAVEvaluewasgreaterthantheoff-diagonalelement,whichconfirmsthediscriminant
validityofthevariables.

Structural Model
Figure2showsthestructuralmodelresults,withtheiroverallexplanatorypowerandsignificantpath
coefficients.Thesignificanceofthepathcoefficientwasestimatedusingabootstrappingprocedure
withreplacementusing1,000subsamples.Theresultsindicatedthat39.4percentofthevariancein
behavioralintentionwasexplained.Inaddition,49.5percentofthevarianceinperceivedriskand
37.5percentofthevarianceininformationusefulnesswasexplained.

Theresultsdemonstratedthatperceivedriskhadasignificantnegativeeffectonbehaviorintention
(β=−0.401,p<0.01),andinformationusefulnesshadasignificantpositiveeffectonbehavioral
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Table 3. Construct reliability and validity

Constructs Items Loadings CR AVE

Argumentquality

AQ1 0.800

0.898 0.687
AQ2 0.857

AQ3 0.834

AQ4 0.823

Sourcecredibility

SC1 0.803

0.890 0.668
SC2 0.816

SC3 0.798

SC4 0.852

Perceivedquantityof
reviews

PQR1 0.843

0.899 0.747PQR2 0.863

PQR3 0.887

Perceivedrisk

PR1 0.877

0.908 0.766PR2 0.865

PR3 0.884

Informationusefulness

IU1 0.854

0.895 0.740IU2 0.882

IU3 0.885

Reviewscepticism

RS1 0.878

0.924 0.754
RS2 0.860

RS3 0.886

RS4 0.849

Behavioralintention

BI1 0.792

0.900 0.692
BI2 0.835

BI3 0.886

BI4 0.812

Table 4. Correlations between constructs

Mean S.D. AQ SC PQR PR IU RS BI

AQ 3.844 0.655 0.829

SC 3.652 0.726 0.284 0.817

PQR 4.007 0.656 0.217 0.122 0.864

PR 2.956 0.935 -0.405 -0.375 -0.390 0.875

IU 3.978 0.679 0.517 0.457 0.194 -0.306 0.860

RS 2.818 0.942 -0.271 -0.287 -0.112 0.350 -0.189 0.868

BI 3.964 0.596 0.312 0.344 0.217 -0.515 0.496 -0.218 0.832

Note1: S.D.=Standard deviation; AQ=Argument quality; SC=Source credibility; PQR=Perceived quantity of reviews; PR=Perceived risk; IU=Information 
usefulness; RS=Review skepticism; BI=Behavioral intention

Note 2: the bold numbers in the diagonal row are the square roots of the AVE
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intention(β=0.373,p<0.01),supportingH1aandH1b,respectively.Thefindingsfurtherindicated
thatargumentquality(β=−0.225,p<0.01),sourcecredibility(β=−0.258,p<0.01),andperceived
quantityofreviews(β=−0.253,p<0.01)allhadsignificantnegativeeffectsonperceivedrisk.Thus,
H2a,H3a,andH4aweresupported.Argumentquality(β=0.409,p<0.01)andsourcecredibility(β
=0.334,p<0.01)weredemonstratedtohaveasignificantpositiveeffectoninformationusefulness,
whereasperceivedquantityofreviewshadnosignificanteffectoninformationusefulness.Thus,
H2bandH3bweresupported,andH4bwasrejected.Skepticismwasalsofoundtohaveasignificant
positiveeffectonperceivedrisk(β=0.218,p<0.01),supportingH5.

Moderation Analysis
UsingthePLS-productindicatorapproachproposedbyChinetal.(2003),themoderatingeffectof
reviewskepticismwastested.Theoutcomesrevealedthatreviewskepticismsignificantlymoderated
thenegativeeffectsofperceivedriskofargumentquality(β=0.218,p<0.01),sourcecredibility(β
=0.187,p<0.01),andperceivedquantityofreviews(β=0.159,p<0.01),supportingH6a−H6c.
Figures3−5showtheinteractionpatternusingAikenandWest’s(1991)procedureforcomputing
slopesonestandarddeviationaboveandbelowthemeanofreviewskepticism.Theseresultsindicate
therelationshipsbetweenargumentquality,sourcecredibility,perceivedquantityofreviews,and
perceivedriskunderhighandlowlevelsofreviewskepticism.Itisevidentthatargumentquality,
sourcecredibility,andperceivedquantityofreviewscannegativelyaffectperceivedriskonlyunder
theconditionoflowreviewskepticism.

The structuralmodel results for thehighand low reviewskepticismgroupswerecompared
(Figures6and7).Forthelowskepticismgroupofconsumers,argumentquality(β=−0.317,p<
0.01),sourcecredibility(β=−0.320,p<0.01),andquantityofonlinereviews(β=−0.408,p<
0.01)negativelyinfluencedperceivedrisk.Forthehighskepticismgroupofconsumers,argument

Figure 2. Structural model results
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quality(β=0.396,p<0.01)andquantityofonlinereviews(β=0.333,p<0.01)positivelyinfluenced
perceivedrisk,whereassourcecredibilityhadnoeffectonperceivedrisk.

DISCUSSION AND IMPLICATIONS

Discussion of Key Findings
Threemajorfindingsemergedfromtheresults.First,informationusefulnessandperceivedrisk
cansignificantlyinfluenceconsumerbehaviorintention.Ononehand,thisfindingsupported
the valence framework in which both the benefits and potential risks play critical roles in
consumer decision-making behavior; on the other, it confirmed results from prior studies
demonstratingtheinformationusefulnessandbehaviorintentionrelationship(Shen,Cheung,
&Lee,2013;Shenetal.,2016).

Figure 3. The moderating effect of review skepticism on the relationship between argument quality and perceived risk

Figure 4. The moderating effect of review skepticism on the relationship between source credibility and perceived risk
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Second,thisstudyfoundthatargumentqualityandsourcecredibilitycansignificantlyaffect
perceived usefulness, which confirms the important role of these two informational factors in
predicting informationusefulness,assuggested inpriorstudies (Bhattacherjee&Sanford,2006;
Shenetal.,2013;Shenetal.,2016).However,itwasfoundthatperceivedquantityofonlinereviews
didnotinfluenceperceivedusefulness.Theseresultsindicatethatconsumersgivemoreimportance
tothecontentandsourcecredibilityofonlinereviewswhenjudgingtheirusefulness.Havingalarge
numberofonlinereviewsmaynotnecessarilybeusefulforconsumerswhenevaluatingtheusefulness
ofonlinereviews.Despitethenonsignificanteffectofperceivedquantityofreviewsoninformation
usefulness,itwasfoundthatperceivedquantityofreviewscouldstillinfluenceconsumerbehavior
intentionviaperceivedrisk,supportingtheresultfromZhangetal.’s(2014)studythatquantityof
onlinereviewscanaffectconsumers’behavioralintention.

Figure 5. The moderating effect of review skepticism on the relationship between perceived quantity of reviews and perceived risk

Figure 6. Structural model results for low review skepticism group (mean - ISD)
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Finally,thisstudyfoundthatreviewskepticismcanmoderatetheeffectsonperceivedrisk,of
argumentquality,sourcecredibility,andperceivedquantityofonlinereviews.Forconsumerswith
lowreviewskepticism,argumentquality,sourcecredibility,andperceivedquantityofreviewscan
decreasetheirperceivedrisk,whereasforconsumerswithhighreviewskepticism,argumentquality
andperceivedquantityofreviewsincrease,ratherthandecreasetheirperceivedrisk.Thismaybe
becauseoftheonlineastroturfingthathasoccurredcommonlyinrecentyears(Larson&Denton,
2014;Willemsenetal.,2012).Whenwechecknegativeonlinereviews, it isapparent thatmany
consumerscomplainaboutbeingmisguidedbyfakereviewsthatresultinfinancialandpsychological
loss.Thus,whenconsumerswithhighreviewskepticismseereviewswithalargequantityandhigh
quality, theymayworryabouttheauthenticityof thesereviews.Fortheseconsumers, thenature
ofeffectiveonlinereviewsthatcanhelpreducetheirperceivedriskdeservesfurtherinvestigation.

Implications for Research
Thisstudyhasseveralimportanttheoreticalimplications.First,itisthefirsttoapplythevalence
framework to investigate consumerdecisionmaking in theonline reviewcontext. It extends the
applicationscopeofthevalenceframework.Thevalenceframeworkexplainstheconsumerdecision-
makingprocess.OurgloballiteraturereviewintheInformationSystemsfieldshowedthatthevalence
frameworkhasbeenemployedintheonlineshopping(Kimetal.,2008),mobilepayments(Gao&
Waechter,2017),andhealthinformationsharingonsocialmedia(Lietal.,2018)contexts.However,it
hasseldombeenusedtoexplainconsumerdecision-making‘behaviorintheonlinereviewcontext.By
applyingthevalenceframeworkintheonlinereviewcontext,wefoundthatconsumersevaluateboth
theperceivedbenefitsandpotentialriskswhenmakingdecisionsbasedononlinereviewinformation.
Futureresearchinvestigatingconsumerbehaviorintheonlinereviewcontextmightemploythistheory
toexploreotheraspectsthatconsumersemphasizeintheirdecision-makingprocesses.

Second,bycombiningtheELMandthevalenceframework,thisresearchaugmentsboththeories,
bycreatinglinksbetweenthem.Specifically,althoughtheELMhasbeenextensivelyemployedinthe
onlinereviewcontexttounderstandhowconsumersprocessinformationviathecentralandperipheral

Figure 7. Structural model results for the high review skepticism group (mean + ISD)
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routes,themajorityofthesestudiesconsideredonlytheone-sidedperspectiveofbeneficialaspects
ofonlinereviews.Thisstudyisamongthefirsttotakeintoaccountpotentialrisksinadditionto
theperceivedbenefitsbroughtbyonlinereviews.Thisintegrationexplorationcanprovideamore
comprehensiveunderstandingoftheeffectsofonlinereviewcharacteristicsonconsumers’decision-
makingbehaviors.

Finally,thisstudycontributestotheonlinereviewliteraturebyconsideringapotentiallyimportant
personalityfactor inmoderating theeffectsofonlinereviewsonconsumers’perceivedrisk.The
ELMhas suggested that some individual characteristicsmightbepotentialmoderators affecting
therelationshipbetweenonlinereviewcharacteristicsandconsumers’perceptions.Factorssuchas
motivation,involvement,andability(priorknowledge)havebeenfrequentlyexaminedinpriorstudies
(Parketal.,2007;Zhu&Zhang,2010).CheungandThadani(2012)conductedaliteraturereview
analysisoftheeffectofeWOMcommunicationandcalledforresearchtofurtherinvestigatehow
otherfactorsrelatedtoconsumers’characteristics,suchasconsumerskepticism,affectconsumers’
purchasedecisions.ThisstudyisamongthefirsttorespondtoCheungandThadani’s(2012)callfor
examiningmoremoderatorsinconsumers’informationprocessing,andfillsthisgapintheliterature.

Implications for Practice
Fromapracticalperspective,thisstudyprovidesseveralvaluableguidelinesforonlinereviewwebsite
administrators.Theresultsshowthatreviewqualityandsourcecredibilitycansignificantlyinfluence
theperceivedusefulnessofonlinereviewsandultimatelyinfluenceconsumers’purchaseintentions;
thusonlinereviewwebsitesshouldfocuson improvingreviewqualityandsourcecredibility.To
improvereviewquality,reviewwebsiteadministratorscouldprovideguidelinestousersonhowto
contributegoodproductevaluations;thismayincludetemplatesidentifyingaspectsofproductsthat
couldbeconsideredandincludedintheirmessages.Toimprovesourcecredibility,thereviewwebsite
administratorcouldinitiaterewardschemestorecognizereputablecontributorswhoconsistentlypost
high-qualityreviews.Havinganeffectiveratingsystemtorewardandimprovesourcecredibilitywould
bebeneficialtoconsumersinhelpingthemformtheirjudgmentsofreviewcredibility.

Inaddition,asconsumerswithhighreviewskepticismandlowreviewskepticisminterpretonline
reviews indifferentways, anonline reviewwebsite coulddevelop separate strategies tailored to
thesetwogroupsofconsumers.Forlowskepticismconsumers,high-qualityonlinereviews,credible
sourcesofonlinereviews,andalargequantityofonlinereviewsareusefultohelpthemminimize
theperceivedrisks.Thus,merchantscanencourageconsumerstogeneratealargequantityofonline
reviewstoattractmoreconsumersandincreasetheirpurchaseintention.However,forhighskepticism
consumers,thismayresultinnegativeoutcomes(i.e.,consumers’highlevelofperceivedrisk).Thus,
anonlinereviewwebsitecouldtrytomanageconsumerreviewsmoreeffectively.Forinstance,it
mightretainonlythemostrecentsixmonthsofonlinereviewsgeneratedbyconsumers.Thismay
helpdecreaseconsumers’perceptionofrisk,whichmaybetriggeredbyalargequantityofonline
reviews.Inaddition,whenconsumerspostonlinereviews,especiallypositiveones,merchantsand
onlinereviewwebsitescanencouragethemtoaddtheirphotograph,whichwillimprovethecredibility
ofthesourcesofonlinereviews.

LIMITATIONS AND FUTURE RESEARCH DIRECTIONS

Thisstudyisnotwithoutlimitations.First,priorstudieshavedemonstratedthattheinfluenceofonline
reviewsmaydifferbetweenplatforms(Cheung&Thadani,2012;Lee&Youn,2009)andcultures
(Hong,Thong,&Tam,2004).Thus,futureresearchcouldreplicatethisresearchmodelusingdifferent
onlineplatforms(e.g.,e-commercewebsites,onlinediscussionforums)orotherculturalcontexts,to
comparetheresultsandgeneratemoregeneralizablefindings.

Second,thisstudyfocusedontheeffectofpositiveonlinereviewsonconsumers’purchasing
behavior;theeffectofnegativeonlinereviewswasexcludedtofacilitateasimpleresearchdesign.
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Althoughitisbelievedthatthissurvey-basedapproachisviableasmostofthereviewsonlineare
positive,futurestudiescouldextendourunderstandingbyincludingnegativereviewstoinvestigate
whethertheinfluencemaydifferbetweenpositiveandnegativereviews.

Finally,therespondentswereaskedtorecalltheirrecentexperienceaboutprocessingreviews
ondianping.com,whichmayinducememoryrecallbiasasindicatedinpriorresearch(Zhangetal.,
2014).Thus,infuturestudies,experimentscouldbeutilizedtoexaminetheeffectofonlinereviews
onconsumerbehaviororperceptions,whichmayhelpavoidthisproblem.
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APPENDIX

Table 5. Instrument items

Constructs Measurement Items

Argumentquality
(Bhattacherjee&
Sanford,2006;Li,2015)

AQ1 Thesereviewsprovidedrelevantinformationabouttherestaurant

AQ2 Thesereviewsprovidedcompleteinformationabouttherestaurant

AQ3 Theargumentsofthesereviewswerepersuasive

AQ4 Theargumentsofthesereviewswereconvincing

Sourcecredibility
(Bhattacherjee&
Sanford,2006;Shenet
al.,2016)

SC1 Peoplewholeftthesereviewswereknowledgeableinevaluatingqualityofthe
foodandrestaurant

SC2 Peoplewholeftthesereviewsareexpertsinevaluatingqualityoffoodand
restaurant

SC3 PeoplewholeftthesereviewsinDianping.comweretrustworthy

SC4 PeoplewholeftthesereviewsinDianping.comarereliable

Perceivedquantityof
onlinereviews(Zhanget
al.,2014)

PQR1 Manypeoplehadpostedonlinereviewsabouttherestaurant

PQR2 TherestaurantwasverypopularonDianping.com

PQR3 Therestauranthadalargenumberofonlinereviews

Perceivedrisk(Glover
&Benbasat,2010)

PR1 Therestaurantmaynotmatchthedescriptioninthereviews

PR2 Therestaurantrecommendedbyreviewsonthiswebsitewillnotmeetmyneeds

PR3 Findingandchoosingarestaurantfromthiswebsitewillbetoodifficultandtime
consuming

PR4 Imaydisclosemypersonalinformationwhenbrowsingreviewsonthewebsite,
whichwillbemisused.

Informationusefulness
(Bailey&Pearson,
1983)

IU1 ThereviewsonDianping.comarevaluable.

IU2 ThereviewsonDianping.comareinformative

IU3 ThereviewsonDianping.comarehelpful

Behavioralintention
(Reimer&Benkenstein,
2016)

Afterreadingtheonlinereviews…

BI1 Iintendedtovisittherestaurant

BI2 Iplannedtoeatattherestaurant

BI3 Iwouldconsidervisitingthisrestaurant

BI4 Iwouldgivethisrestaurantatry

Reviewskepticism
(Skarmeas&Leonidou,
2013)

RS1 Iambasicallydoubtfulaboutonlinereviews.

RS2 Onlinereviewsareoftenquestionable

RS3 Iamgenerallyuncertainaboutonlinereviews

RS4 Iamgenerallyskepticalaboutonlinereviews.
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