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This paper aims to investigate key factors affecting customer adoption of the online review
from the three perspectives such as customer review characteristics, reviewer characteristics, and customer
characteristics. We collected data on customers who have experience in purchasing products in Taobao.
The major findings are as follows. First, the customer review amount and vividness are not directly related
to customer adoption of the online review. Second, the trust of reviewer and perceived similarity have
positive effects on customer adoption of the online review. Third, the prior knowledge and product
involvement increase customer adoption of the online review. Finally, customers’ purchase intention is
greatly determined by customer adoption of the online review. This paper presents the importance of the
management of customer reviews and management method for the stakeholders of shopping mall to
advancing Chinese market.
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[Fig. 1] Research model
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(Table 1) Operational definition

Variables Define Ref.
Review Sufficient quantity of
- : [2]
Sufficiency Review
Review - -

Content Review Information
Characterist| Neutral transmission in [14]
ics Direction |Neutral side of Review

Review For the clarity of
. ; [15]
Clearness Review experience
Review Specialty, Reliability
Review Provider and Similarity of | [16]
Provider Reliability | Information provider
Chargcterist Review Similarity of Review
1cs Provider provider between [17]
Similarity Potential customers
Preliminary Understanding of
Customer customer to product | [18]
1| Knowledge
Characterist before purchase
ics Customer Intervention of [12]
Involvement | Customer to Products
Review Acceptance Degree of a(?ceptance [13]
to Review
Conversion to action
. . through beliefs and
Purchasing Intention attitudes of customers (18]
purchasing
4, Az=BA
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(Table 2) Reliability of research variable
Research variable ltems Cronbach’s
alpha
Review Sufficiency 0.716
Review Clearness 0.711
Review 'Pr(?\.zlder 3 0.733
independent Reliability
variable ; ;
ReVleYY l?roylder 4 0758
Similarity
Preliminary .
Knowledge 3 0.780
Customer 3 0731
Involvement
parameter Review Acceptance 3 0.727
variable
depenfjent Purchasmg 5 0775
variable Intention

AnkA o2 Cronbach’s alphazhs Al 3H& 2HE3)
o] o] SGEER FAE AU A AS FrlEte
), Cronbach'’s alpha Al5=7}F 0.70)1%¢] =™ B3] Al

27} vk 98k Cronbach's alpha A5 3Hs
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(Table 3) Validity of research variable (Table 4) Correlation Analysis
Va It Loadi | Eigen % of Cumu RA | RC |RPR| RPS | PK Cl Pl RS
Lo ems | ng | value | Var. % RA |1
CI3 0.763 RC | .39+ |1
RPR | 408 | 457 |1
CI CI2 0.756 2.08 10.4 10.4 RDS | 42 | A5 | 360 1
Cll ] 0704 PK | 433 3308 | 318w+ 4200 |1
P14 0.796 CI  |.398x | 445k | 276%k | 461 | 3T6%x |1
Pl | P5 | 0732 |[2065 |10327 | 20727 PIL__ | 5890k | 30800k |30k | 3k | A19ce | 363xx |1
I3 0,664 Rb. 302 | 478w | 3T | 4125 | 3200 | 371 | 39k |1
# 1 p <001
RA2 0.770 CI:Customer Involvement, PI:Purchasing Intention
PK:Preliminary Knowledge, RA:Review Acceptance
RA RAL 0.768 1.998 9.989 30.716 RC:Review Clearness, RS:Review Sufficiency
RA3 0.623 RPR:Review Provider Reliability
RPS:Review Provider Similarity
RPR3 | 0.823
RPR 1.739 8.697 39.412
RPR2 | 0.803 4.5 _$_|:IL|_E_)£|| 7=I‘l|-
AC EZ? 82;3 1668 | 8339 | 47751 2 AT] 7MEA AT <Table 5> % <Table 6>
S S ek, oI 54, ) ABA 54, 7o)
RS3 0.807 A EAn} 1457 $45d uisk 7 1A A, )
RS RS2 0.763 1.641 8.204 55.955 — _
T s F7] ABA B4 F Flsr) AFA A6 G o
. ML 7] 850l A(+)e] oJaks vx| a1
. RPS2 0.774 ] ] ] T o ] o(”’] (] o- ]x]jl—(ﬁ 0192 p <05)
PK2 0.803 9] ogfﬂ:% U]ili(ﬁ:0.139, p <05), :ILUHZ]' E}‘é K3 /\};d
T Teks Joen ||| TR A0 dig 2] 8 Aol 93 AnE

CI:Customer Involvement, PI:Purchasing Intention
PK:Preliminary Knowledge, RA:Review Acceptance
RC:Review Clearness, RS:Review Sufficiency
RPR:Review Provider Reliability

RPS:Review Provider Similarity

3 SAH GQRAS WAF A3t <Table 3>3} o]
"

4.4 HEBA BB
HEEA AL QT7M0) AHEEE FaugEel
WA O B AgsEeh gebd ARaZe %

4>°ﬂ ?ﬂ]/\]o )\‘:}

(!
=0.211, p <05), FulA} B4 5 HAojxe] figh 157
FEE A+ dFE WAL
of AAZT] A, Fuler] SR8 T IS
WA ke Ao & UERITHB=0.034, $=0.069

(Table 5) Regression analysis 1

=

_ Stand
Unstandardi| ardiz Multicolline
zed ed _ arit
Model | coefficient |coeffi| ¢ [P~va Y
cient lue
std. Toler
B error Beta ance VIF
Cor?fta 0.723| 0.244 2.967| 0.003

RS 0.075] 0.067| 0.069| 1.132| 0.259| 0.691| 1.446
RC 0.076] 0.059] 0.084] 1.294| 0.197| 0.608| 1.646
RPR | 0.153] 0.047] 0.192] 3.260| 0.001] 0.738] 1.356
RPS | 0.131] 0.059] 0.139] 2.218| 0.027] 0.649| 1.540
PK | 0.187] 0.052| 0.211] 3.610] 0.000| 0.747| 1.339
CI 0.147] 0.065] 0.138] 2.253] 0.025] 0.680| 1.471

* dependent variable : acceptance of customer review
R= 584, R*= .341, adjusted R*= .326

CI:Customer Involvement, PI:Purchasing Intention
PK:Preliminary Knowledge, RA:Review Acceptance
RC:Review Clearness, RS:Review Sufficiency
RPR:Review Provider Reliability

RPS:Review Provider Similarity
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(Table 6) Regression analysis 2

Stand
Unstandar | ardiz Multicolline
dized ed _ arit
Model | coefficient |coeffi t pl v Y
cient alue
P std. Beta Toler VIE
error ance
Coﬁfta 1723| 174 9.902| .000
CI 542 .052| .539]10.363| .000| 1.000| 1.000

* 1 p <005 = p <001, = p < 0.001
R= 539, ?= .291, adjusted R*= .288
CI:Customer Involvement
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