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U2t HIE =701 8[AF HIS ol 0jx|= Hek:

H2E00|d 2HE Sal=x

L a3
KAIST Ziirhst S0ickstm Bolysr Boyyesys
(thkang7@business. kaist. eau) (aohyungpark@kookmin, ac. kr)

HT AE7|&Y FER Q3 AHAEL 2ERIGA Be JRE H1 WEA 5T F ) AnA) AF T
Aole AHlzkEeU AR7FEe] A4 AF 37] BEE T2 g 7129 ATFE50] AHAE0] A& AF 3]
FAoE FE = o] §7] W, AE7F AF $719 FFHe daixe FHH R A5 ATER EAEA A
o & AT AP Adste AE 3714 24-& 950, Wi A4 v olE AETte $7)E of9A A
A 2dF ARl APo g U F A YHES ANEH, A ARV AF $UE ARt 9] Q=
oA 7HA] A AE2E MeES S0 1 29 AHAEe] AE7E 37)00A whgEka e dojd B4 AF
of tigh Zo] = AR oy FE3 S YEfUl= M4 Review Depth, 18|31 HE717} 71 &t Walo] A&
of 3t gHalo] gle =3k RS Yehl= M9l Lack of Assurancet™ ZAHIAR] AWHAQ A|FH 7 o 213k AHAA
7} e AR g Atk T, AlFol oig ztoly FAHA He AEsts W4IRI Positive Polarity7} AHIARS] AlF
ol FEFe PIAA] FUAT, AR s AlF ok v3AR] H71Q1 Negative Polarity= ABIAHE<] H719}F
gk Fof AABATY Atk Folth. A7 2EEY H- A AF AME-Sl= Social Orientation 5792 2 ¢
FAE v)AA] Fgo] BT £ ATE AE2EL YHES AAstaL o5 AR 83 A4S RAFET= AYolA

O£z 1 4FA FHS ATk

FAlo] : A7k AF $71, ezEvkold, AF Bk 22kl P, LIWC, AF F7)

RN 2016 28 42 =RSNY 20160 28 192 ARRKENY 20164 28 22

YUNRY ¢ Yk=F WAIRIR} : B
1. N&E Al ARSI e FFolAE 28l AR
B Bhgo] Anizte] Mee mAE TS A
AEYle] BFF ~ntE Z ALgA}o] F4ko 4 o F23A 1 thMudambi and Schuff,
O

2 2RIl gstal &
ATH(Park, 2013). LRt 7)<

A s Aoy AFol A28 FHu

A < Sldl, 2l FfFE 9l

HHE] FHH 2010; Jun and Park, 2013). &2}¢14tol| A Z B4
52 A H AHR= A=A Manufacturer)7F AF2] FaL
OJ A}

o
U z2rA 55 98l A A Fhste
AR, Falgo] e Al 39 7]¥(Third-Party
Organization)©] A|&ol ti3lA H7lgk AR, o
g AR A ES Fulsi A ARESE 3 A4l

o rr =
i)
(5

RO s TN

=0°]
W3] SAH L, HISRE 7552 7H AlFol

)

* o] =E2 04UE A ASH)9 AYoE dmAFAGY s wol AT HUS (NRF-2014S1A5A8016785).
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o] Ao ARE 7153 AHEA 7] Fo] o
FZHo|t}, o]H gt A|F F7](Product Reviews)ﬂ
2R 2L ool w2 = FEkel] A B
T7F =3 =vl(Archak et al, 2007;
Archak et al., 2011), 7]& AFA FEZH o
B AR 2 ARSIl A S48t
= AFol gt A7 HlFo|u drk 4m]
220 7 Sl YR ARE dE F 2
I, o]F 7|Wre 2 uAEL aRZQ FujoAt
AA & b= Zlo|thBerger et al., 2010; Zhu
and Zhang, 2010).

2HAEEC] AF FAl AF 75 FaT
ARE 83ty e, e 2L ol fE W
= T AT AR AFY ddd JEE 5
Hote=dl Zagh AR, 544 W, =9 5
g 8(Search Cost) & Y 4 Atk Hol
(Chen and Xie, 2008). =R =+ E}QIY| AdH=S
Sl wel we] ARGl gk oSl Thsel A AL
AFolu An| 28] FFo] o= AEUA] The
< o] oo wE} eRkE = B S 7
2AZ 4 k= HeltiLi and Hitt, 2010). Al
A RS &RAES BRlo] A=
715 AWl Fav & AF dd AR
S vl BE g o FAlo] AE 4 U
= Fo]tkSher and Lee, 2009). 3], A|F F7]
2 A7E AARE o) o] FETE
H|ZL $7]0 gk AlEe o% StE 2
(Xia and Bechwat, 2008)

AFE 7= IA AL7PF BAdske AF 2
7](Expert-created Rev1ews)ﬂ- A8 A E=
A& F7](User-generated Reviews)Z T2
Utk AE7F AF e iAol AHHRA
A& HoF+= Aol o, /& Y
Alstal 71ed o8 wdEo de A97t
28|27} olsfiskE Holl ol gol USs

]

I~
T
2~
T

ox 2 4> rr 4cﬂ £b

30 yo d

(O
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WA, AH|AF AlE $7)= GRE AvjARbEe] AlF
oju} AlB| 2o thdtk AL E] Aoy AlE
2:RAE] o2 olsfslr] Al Zestal e
w, Aoy =2 2]l ) SHolA 25E
o] ojd 4 ot E=3H AEA A9 AFo]
U iAol Ze AFT, A A4F Bivt &
o] WAEkA] Ghe FFS A, A¥AE AH
2% ARA 7= A4S 7HE B
SHA &5 4 A, Ak diFEe] Aol
Hol A &S s E EAET. A=,
7} Xﬂ% 719 A5, AF A Al oY
]°ﬂ 2R Ao JAbAA o] Fa7 TS
Ao g AAEEH, ol

z719] ¥4 ZKInnovator)
29 FH FHo o o] B
ZH(Imitator) E°] AlFS T83h= FAFES BAF
= 841 &4+ FX(Innovation Diffusion Curve)ol]
ME FAE L JTh(Park et al., 2014).

AE7t AF 3719 F848d% EFata, 7]
=9 AF 719 q] ATES TE &HA A
I ATk LA AlE S
Zlo] gk AF= HE SHolA, AA &Anlx
AF 7] HolHE 7ute g AlF $71¢] B
I AF F719 HA 22} To A Wt
AFo] ol AW FFE F=AE Héle
T-(Chevalier and Mayzlin, 2006)2} A€ 2
Sl A AlF F719] Folvt F4 Y AF
7] AA 2] EA(Park et al., 2007), &2} 4o
Y AF 3717 AFEHE Aol Ed tiE &
(Lee et al., 2008), A|F<2] E4d(Archak et al.,
2011), AH8AF $71E ¢le AHIAFe] 54 (Park
et al., 2007; Park and Kim, 2009; Park and Lee,
2008) 5ol AFY =9t Frjoe] o' J
&g A=A FRlste AFE ol & F

Atk

o 2 rPN

m[o

st
821 )

]

T Y I-N'
SIS

ru}n dob ot 2

o



27t ME 27101 28|x ME gotol o= dek HAEnlold 242 Sae=R

F7150] ool WA= Efol el
S AL AT YA, B o]
HEol} ARAAE BAA 24d @
1=}

HapA, A dolEE Bgaiie

=, AlE %719 HX(Star ratings), AE 7]
o] EAKDistribution), A& F7]o] s

(Volume) 5 AFH o2 B2l 7lsd WFST

B(Unstructured Data)°]”] j<&o]al, =4, A&
mho} iR ko] 7171 A8k wZol, i
B =& glo] FAYo 2+ Aol 7153t
7] W&olth. H 7l& % tloly &4 W&
o o2 o3k Wik Ao HAFHA Hlo

o 7129 ¢ J
o @ YTEF AR BE PR AFH 9lo
U, A2 ElsErlelde B8 SNSA] 4

2]
02 £&H dFARMYE ME7F A A
7} 37)o) 24S @3o] "l AEunlo]y 7]
o= HA AF F7EY doH

ata1, ol#d EAo] AH|AEY A
_Zr

(SAMSUNG, LG, SONY, NOKIA, HTC, Apple)
o] & FulEel e, I=9 tEAHQ] A&
7} AE vlal 7} ALo] E(www.expertreviews.co.
wk)®] HE7F AF 715 FHSHA, ol 92

Erfold 7go g BAs, AF F7]9|

Ql EA(Linguistic Factors)2.2 ZZ&}s}al, o]
=9 Aol &HA AF H7KProduct
Evaluation)ol] " X+&= 98-S
otk B3 O Yoyt 24 & 27] wjEel A&
7t AF F717F o' FFE PAEAE AF

Aoz BAsmA Fuh.

2. 2 oy

2.1. M2} HE F7|(Expert Product

rat

gl

Reviews)

A7 AlF 371 gibkygoz FAE Qe
j Aol A T 2|2 HEAS A w2 Al
=0| 54 AFoly Aul2E HIE WEo=
Aojd = da1, JAEYl AH| 27t DA sk w
2} &R0l &4 AR HEvt oHde

gRl3] & 4 UA = ATHChen and Xie, 2005).
ZBAkel 71 218 AR vA S A F 3
= T8% 9FS 39 e 718 dETE
ol #dsll & 7 A7] wWEol, AEvt =
A oprt obd thekek Eofoll A AHARe] )
AAA e B2 TS F UK Cameron,
1995). A7t AlF F719 LHA AlF 7]+
Adste A= th2ANE ARRRe] A Fu)
L AfH]|2=29] Anlof] AR Q] A4S Sk A
7 o] & Tl 719 Aol AR dFE S
]

[\

L 1
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SHAIRE, @A 7EA| 9] 2l AlF $7] Al A
= TR A AFE F7E SHRE A7
P o= Mart F7] HolE 3o 3
7b A3, wlole7) | A9-E ARl A
FEETHE. AE7E B3-S EAshs A5 o

sgolth AE F719 U84l

= ATES anlAL A2 E A
I Q=T (Park et al., 2007), °]H AFELS 2|
AgEolE 7L obd AFEAE T3l 54 W

S| EATe AFsHEE KT

£ A7 ugY HolEel
57] dolelol] haiA, A7 ZH
Zof grEntolyd 7Y

E BEEEREE P

2

B

N o
> o

2 g

=

¢

tlo o

N,
o
o
o
2
%
o
N
ﬂllﬂ
©
re
2
J}i
"
o
il
N 9 N oy o

e o
Lo o Mo

=2
2

22 Q1045 SA0| Chet Ll0fx, Alaj

ZZ=MNA

AA7MA A7E AF 7] #dEE dTFES
AF $71¢] B7F dad 3719 F 59 AFA
A EAE FHE BFo] APHY Fot
(Chevalier and Mayzlin, 2006). #|3& 37]2] )&
=288 183 AFES Jded, grEe o
TEL TS HAE 48 B, AF 7]
o] 3A/ FA A=wke A8t B8t Qv

71&2] ATolA
]
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(Linguistic ~Process)?} A1E]8H8Ql  ZEA| 2~
(Psychological Process)® W0 A& 4= o
(Pennebaker et al., 2003). 1018tz @A~
(Linguistic Process)© 7oyt &A1 AHA|7F 7}
e T2 AFEEN F2 85 HF
S8 tho] =3 (Word Level), ¥4 9=F(Sentence
Level), ¥4 <=(Document Level) 2.2 U= &
Aot ©o] FEAAME Zoll A ARSE Tofrt o
A 24 o]’Fo]H, Complex WordZ 7 2] 3=,
Folo] -5 oo 544 HFAL HRlAF 5o
Tojol] B4 == A A ot gojut
HE 8olet Zo] HEgdojo] F-¢, Complex
WordZ T-857] €t} Complex Worde= 71<19]
== olsletr] o @A vt B9= AR =
T2 0% Kol sk a3t% Ao 7HA|
a1, o]¥ &350l ths A= Linguistic #°F
e HEE AFEHo 23 U Negation
Al Tol oA BAS WAL e A3,
Ae st dAEE FAH Ue 23
o]t} Negation©] @o| AHEH 42 Q1A
IES Bol] TR ZAFE] 9lon,
< 2oE EiAl @a UiAdE<l

(Inhibited Expression)= 3t Hol%= Ab5=
HAKCreswell et al., 2007). &4 FFAE=
2 B8] 2 /e dojr FA4E] A=AE
ofste] fo|m| gt A4S st U=dl, £
of & 29 {54 "ol wEbA, i &
o] ¢J7] oH A E= HAAFE o] A A
AREAE Adsle 7|FoE F8HI A,
2 Verbal FluencyZ 3|4 = 21 Q) Th(Hancock et
al., 2007). Computational Linguistic -OFol| A=
Complex Word®] ¢} &4 Tolo] 5 =&
3lo], 7}=A(Readability) S H7bsk= A E<Q
Fog Indext} Kincaid Index'sS A3/d s Al Aol

g8t Jok AR 4 FEAAME F

=
A
A

A

—

L S Y
e o o o

ol L& N oo



27t HE

27|17t 2H|RF ME Eotof| 0jxE ge HAEDold 2AE SHe=

o] 5(Word Count)E A4S & Zol& 7}
Sh= A ZEA 8313 Tk Word Count= A
F 37 AFdAME EE&HAS, AF 717
e A3 A JEAE A HTFE
A, B FHEA(Information Sufficiency) o =
3145 12 JTHMudambi and Schuff, 2010).
Algg- Q1 3 2 A 2~(Psychological Process)®l]
A A 2= AFEELS Social Process,
Positive/ Negative Emotion, Certainty, Causation,
Perceptual Process 5°] UTh
Social Process ¥ 1ojd EAL ‘Share’t
‘Talk 3 & AHEE3HY HAE Uede
ol S e JAAUEA ‘We' T 59 Tl
o] 3o g FE FAFHM, Social Process o]
TE TXE olE AW, 74
ko] YAelA oJHde A= R Ase &
o] WA= 1 I TthPennebaker and King, 1999).
Positive/ Negative Emotion> 2 AFEo|U A4
o] that ZAoL} 2ol 7o S B
3= ©o]EZ o] Fo]XH(Cohen et al., 2008),
S22 AlF 3719 ATolA Bol F8EHa
+ Wgro|th(Park and Park, 2013). Certainty<
ZH1e] ool tisiA Fals 7HA o FREE
TolS2 FAH dem, o]2g vt A+
%101-‘5‘]-_‘5 t‘ Xqﬁ_ X]—/\‘] X]-j]- X]-/\]_/] 3l E_oﬂ E'H
7¥3k A8 7 ]_;q_,_ M_‘ﬂ_ AR O Z 9
% N3 < HoFEgal
$FCH(Hancock et al., 2007). 7]—11° 45985
ol 3} Verbal Skill2% s|4E 4= itk
(Hencock et al., 2007). Causation> AA1Q] oA
of ZAE E0] AHEshE TolER FAE
o, oo HA5HE wolv WIFOE F=E AL
251 1th(Pennebaker et al., 1997). Achievement
= Ale] 7hA1 a1 Q= Al dislA sl A
HoAFE= dolE82 FAE o, 7iQlAel

Achievement,

So] ol 29

iﬁ 1

Hir

PANA AHEN S AAH o= FAst] A
59% wole HFOE AMEEHIL Y tHGuastella
and Dadds, 2006). P}A| 2t S 2 Perceptual Process
= /\]'%Le | 248 FoiA Bl 3 v
C 5} e B TR, A8l
Ao R FHss H Bdoln, F
LAES AASH=E &34 o|thBond and
Lee, 2005).

>

r& ttlo rl

2o

3. A+ 2

3.1. o7 ZENA

22kl AE 7)1 1 oo] Wrjskn S3) vl

48 Holeel duz =St A o
CIEl RHYAOLE Holele] 22fo) o5
ot} EiEviolde Tk An dHow

B AsHos HJHE FEFOEHA o &

¥ HARE HAS= AHE 7]
7= A THFan et al., 2006). Bl
tolefnteld 3 B3k Ad o] AW,
tlojefntel o] AAF o] o] 21 XML
2 7238 volHERe Ay e W
A, g A~ Enjo]d-& E]]/\E.‘_:,’_}ﬂ euﬂol HTML
A3} g vlgxd} Ee BbrxstE ol
£ AYE o Utk wEbA ASE ] A
Holuk 71&9] Hloly Z4RES 22l Al
71| Folut B7F A 53 2o] AFH ]
3 Tx3E e HolEE E4srlde A
FapA T, 2l AlF ?71«1 ez o] Adoj

i)

o o

2 Aelsha B4 ol ulTxsE HiE do|
HE 24870 a%} 1 etk ol7l A% 2
o Adz BHels gaertoldo] st

(Fan et al., 20006).
B AT M E g iERo] YL o] g3te] AT

== LN
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Apple iPhane 5 review

Our Rating Y

werma R

IO Pags Page Pags Page Video &
t:muj 2 3 4 5 0| | prgap | Prices
-y

Updaied on 3105 3 with more sample shois from the camerna

7, Bightar and & bt

o e

i, Ao ALSR 2533 A °f
o SRo® Aot & S AFHE
ol A= Yge Flstarst Ak oS 9%
AR AT ZEA LS AWEY, (1) BT

AE7rel A2 AR EASE 4

$4 e ARA BiERA 0] 59

AR AAE #HS AR HolEES e
2 3} X FZ(Information extraction), 'H53}
(Categorization), =41 2%F(Content Summary)2]
=3 AES T, o e SAETES F
Al Fk & 50, AlF 3719 Fol= 220 <l
Aol o gkx], BN e FA2 Al ¢
e Tolef 71 4 7HIA

A AR 8RIEE OFsksHE o] oo
T, ole HITRASE B g WEES

Ao w A= Aol & F U
(Stavrianou et al., 2007). A= A J= 547
2] A 7} aQlEo] Hell=9] Y &-& tixst

iz
£ dojq BHo2 REEE Aol F, &)

Aok v o2 3)1F3E 8AE AF F
719 AoJAQ0 E-d(Lexical Features)©] AH|X
o AF H7F & AF wEl ov] A= I

FEAE AT 5 Aok

o]

32. 87 HIOIE

AE7Y AF 718 A5 243871 218k, 2006
|
To] TE FUE AEFELG, SAMSUNG,
Apple, NOKIA, HTC, SONY Ericsson2] % 9771
Family 2@)S EA G2 Aokth FoiE Al
F& PGSR e ofE FUEL A
7V A & HRE AFola, AFE F717t
Frol |28 AlFE0] WIW3] SAH L, &¥At
0] AF F7NE FoAISHE AlF 7 a0l
7] WEolth B A7t d=s o R ste
olfr= 2EH dojdl FoE &4 dolE 1
shal 7] wiEolH, F=o] HmHus= & o
522 2 (Homogeneous) Heto]™, AFzle] <l
o] W29, AlzASe] FES SAY o
AN@Aow 7P $AANSE 71E dTo=R
s8] wEolth,

AFE F71= =Y 83 AIERD ‘www.
expertreviews.co.uk’ oAl AE7F 71 F3 s}
Atk AF AC|EE AE7E] AF 7R A



27t HE

2717} 2% HIE Bolo| 0jRlE sk HASDll BMS SAo=

F5l= APO)Eo|HAE, ‘reevoo.com’®|TfE 1L

A Aw 7 *MEQ} AEHIL 7] wiEel,

= l:]
=3 =S|

qeln wASe] AE
2o BHL AF
a1 g 2ulA AE BlEE

reevoo.com’

Aol Eo A AlFEE BrhE 2N BHS 5

Ao,
stk

7] tlolH

A 712

A=} [e)
_"/EJE

< A WeE Y

18 LIWC (Linguistic

Inquiry and Word Count) ZZ2 135 &-83}314}
S} LIWC #4 2738 Ah3] s 0*012?%01]
A olm] go] &85 11, SSCI 59 +=
A SEH
TH(Pennebaker et al., 2003; Bednar, 2012; Berger
and Milkman, 2012; Brett et al., 2007). LIWC =~
2ag0] & Aot 7P ddE] AHEH A=
Nowson and Oberlander (2006)2] -T2 A] 8HAY
=9 cAlelE Hrkst] flef S 2=
£ BA3E gl Liwcrt 49 nk ok

B AT EAddAE LIWC £ AHE-3tHe]

=228 £ Ade 6071 W

A= Yo e Z2IH0]

Religion, Body, Death®} Z-o] A&
= 7Hll e =

3 BAYNE

ZolA Sex
$719] 54
ASI8haL, 242t 7he

2] o] o] 1% IRkl W FAl Al 9] skait.

4. H2I} 3710 TS H0IH SM =

My

B AT Z2A|2d mEH, LIWCE =

d 24%e o gaE QRN 5

1= E48 SEStelof Bk AR/ AF
s

WslA B aQl Bale] A thew

JEN

Social Orientation

A WA 2l Word 2}
Personal Pronoun®] 7] 7445 8.<lo]t}. Social
Process Wordi= ‘Share’, Talk’ 53 70| A}3S|A
< WS D EE A 1, TS &
SA7lE $4& 7HXITh(Pennebaker and King,
1999). E3}, Personal Pronoun HA| T2 F4]Z]

ol ZFHT}E= HFA 2 ¢(Informal) SollA] ol
WHEE SR, 7HE A 93-S TS

Social Process

(Table 1) Research Data

Brand vodos | monie ater g | v Mejor Mo
SAMSUNG 16 169,339 309 Galaxy
NOKIA 19 150,281 292 N Series
LG 10 77,298 327 OPTIMUS, G Series
Apple 4 1,471,221 566 iPhone
SONY Ericsson 18 215,933 240 Walkman

HTC 30 84,722 318 Desire

Total 97
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she BRI FollA FHAR =4S £ u, tﬂ
S AT B ¢ AFFO R stolg Y3
S 7A 3KGuastella and Dadds, 2006;

1997). &, A27te] 3717k A
gk o] 2= Social WordE Bol] 2211 githe A
2B A ol = e Tl A E
ogAS FHTT & & Utk B AFollA
0] 29%1-& Social Orientation®. = ™3} t}.
Social Orientation 22 7} 18]+ F2, Al3|st
T 4T RokidlA FaskA oA

I AF 7] d-EeA e 2A F5S A
33 2] HEEA, AE 7] Az F49
Z2HE 2E B AFA AEA EdaE o
=

Pennebaker et al.,

fr Heore

| Hm
0>_4, _LI.4 [1

Positive Polarity

F WA Q8% Positive Emotion Words,

Q2lo|t} Positive Emotion Word <= “Nice’,
‘Great’, ‘Love’ 53 £-2 thojo] A9 W24,
AFel gk A Qs vrggrh =3
‘Earn’, ‘Win’ 5% 28 Achievement HSE A=
o] 1S HHE MEAIATE AFHS dA A
THGuastella and Dadds, 2006; Lieberman, 2008).
Impersonal Pronoun< Personal Pronoun®] o]
21 FART A 37ke] YAA O F24 A<
o)AE MRZ Ao g d|AE F UTHVrij et al,
2007). 5, A AA Q12 HEF &7 191 A&l
i3 FAAQ .Tlﬂ7]-
Al A=l

‘—_‘u =
Positive PolarityE]-I’_ ahes!

oﬁg

Review Depth

Al A 8202 Word per Review} Word per
Sentence”} 3H4Z —?—HH 2 le]th Word Count

! = 89 ARt $719 & dol 48 UyehE
Achievement, Impersonal Pronouns®| 7] T4 %
(Table 2) Factorization on Linguistic Characteristics of Expert Product Reviews
Variable Factorl Factor2 Factor3 Factor4 Factor5
Eigenvalue 1.89 1.57 1.53 1.32 1.29
ppron 0.88 -0.06 -0.04 -0.08 -0.14
social 0.84 0.04 0.06 0.07 0.03
posemo 0.12 0.59 -0.34 -0.15 -0.08
achieve -0.01 0.81 -0.05 0.04 -0.04
ipron -0.30 0.53 0.07 0.20 -0.02
WwC 0.07 0.04 0.80 -0.15 0.01
WPS -0.07 -0.18 0.79 0.04 -0.03
certain -0.11 0.31 0.19 -0.67 0.11
negate -0.08 0.21 0.00 0.76 0.11
negemo -0.06 -0.28 -0.13 -0.15 0.73
sixltr -0.20 0.16 0.07 0.36 0.70
cause -0.21 -0.08 -0.30 0.24 -0.47
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27t HE

27|17t 2H|RF ME Eotof| 0jxE ge HAEDold 2AE SHe=

W2, Verbal Fluency T AlF 719 R
Al FEASE FME 4 rh(Beaudreau,
2006; Mudambi and Schuff, 2010). Word per
Sentence®] 7%= TFRF7FA]Z Verbal Fluency =

ol3l & 4 9O = Z(Hancock et al., 2007), A&
of thet Awo] AoAAFE Ln[ALEolAl A4A
stal FA AR BRE AFste A= EA4S
g3 Aotk B AFoA= o] &
Depthehal HHE = Q& Zo=
E9] AlF 7] AFAAE Bol AL 5]% Eﬂzv:
O|Th(Park et al., 2007).

Lack of Assurance

H HA 8212 NegationZ} Certainty 7} HEH =
#<! 8.2lo]t} Negation Word= ‘No’,‘Not’ 3 2
o] RAES TIEE Wol2 A S Hog B
H3tA =#UA] %+ Inhibited Expressions ol

A A A EY BT o)A izl AREE
THCreswell, 2007). Certainty Worde “Sure’,
‘Confident’ 59| €413} #&AFE WA, o] W

47} Negation®} W2 HQchs He 2o o
gow B4 AEE Q10 HHT
Atk B AFddAE= o] 821S Lack of

SN

Qe $A B 9T

Negative Polarity

upx|ek g9ole Emotion Word,
Complex Word$} Causation Word7} HF 2 143
H  8clolth.  Negative Worde=
‘Ugly’,‘Nasty’,'Bad’ 3 22 FAHQ dol&
o] A HFEA, o' Aot EA gk
FAAR AsfE AL wo 2ol ©olE9
Z3to]th(Handelman and Lester, 2007). Complex
Worde 62 AKCharacter)’} @& Tl & 2ju|s}
o, Jdolo] EXA} EAZA Q] Aldke] Tho] 59
Al o] Holx Aol Qi o3k TolE9
HNe7b 5555 B 9o 234 7t
573 0] ATH(Pennebaker et al., 2003). T}X| 2O 2

Causation Word®] 7-$-°ll= ‘Because’} ‘Hence’
S o] FE ojd A=2 t] AHs] 9%

Negative

Emotion

(Table 3) Five Linguistic Factors for Expert Product Reviews

Factors Definition

Supporting Studies

Social The degree of how many social-related words [Pennebaker et al.,

Orientation are contained in a review

1997; Pennebaker and King,
1999; Guastella and Dadds, 2006

Positive
Polarity

The degree of how many words related to
positive outcomes are contained in a review

Guastella and Dadds, 2006; Lieberman, 2008

Review Depth .
review sentence

The degree of how many words are used in a |Beaudreau, 2006; Hancock et al., 2007;

Mudambi and Schuff, 2010

Lack of The d f h ol lated t
ack o e degree of how many words related to Creswell, 2007
Assurance uncertainty are contained in a review
Negative The degree of how many words related to [Pennebaker et al., 2003;
Polarity negative feedback are contained in a review Handelman and Lester, 2007
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(Table 4) The Effect of Expert Product Reviews on Consumer Product Evaluation

Variable: Results
Coef. Std. Err. Std. Beta t-value P > |t
constant 7.955 0.134 59.273 .001
Positivity -.052 .053 -.094 -974 333
Negativity -0.092 0.053 -0.166 -1.74 .085
Review Depth 0.1 0.058 0.18 1.737 .086
Uncertainty -0.136 0.053 -0.245 -2.556 012
Social Orientation .073 .053 131 1.371 174
Product Price 0.001 0 0.135 1.281 203

#obs. 97

Model Fit: F(6, 90) = 3.317, p <01, r = 0.181

<Table 4> 3] B4 AHE HAFE
A7t AFe 7] E4 F AF g 348
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Abstract

The Effect of Expert Reviews on Consumer
Product Evaluations: A Text Mining Approach

Taeyoung Kang* - Do-Hyung Park**

Individuals gather information online to resolve problems in their daily lives and make various
decisions about the purchase of products or services. With the revolutionary development of information
technology, Web 2.0 has allowed more people to easily generate and use online reviews such that the
volume of information is rapidly increasing, and the usefulness and significance of analyzing the
unstructured data have also increased. This paper presents an analysis on the lexical features of expert
product reviews to determine their influence on consumers’ purchasing decisions. The focus was on how
unstructured data can be organized and used in diverse contexts through text mining. In addition, diverse
lexical features of expert reviews of contents provided by a third-party review site were extracted and
defined. Expert reviews are defined as evaluations by people who have expert knowledge about specific
products or services in newspapers or magazines; this type of review is also called a critic review.
Consumers who purchased products before the widespread use of the Internet were able to access expert
reviews through newspapers or magazines; thus, they were not able to access many of them. Recently,
however, major media also now provide online services so that people can more easily and affordably
access expert reviews compared to the past. The reason why diverse reviews from experts in several fields
are important is that there is an information asymmetry where some information is not shared among
consumers and sellers. The information asymmetry can be resolved with information provided by third
parties with expertise to consumers. Then, consumers can read expert reviews and make purchasing
decisions by considering the abundant information on products or services. Therefore, expert reviews play
an important role in consumers’ purchasing decisions and the performance of companies across diverse
industries. If the influence of qualitative data such as reviews or assessment after the purchase of products
can be separately identified from the quantitative data resources, such as the actual quality of products or
price, it is possible to identify which aspects of product reviews hamper or promote product sales. Previous

studies have focused on the characteristics of the experts themselves, such as the expertise and credibility
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of sources regarding expert reviews; however, these studies did not suggest the influence of the linguistic
features of experts’ product reviews on consumers’ overall evaluation. However, this study focused on
experts’ recommendations and evaluations to reveal the lexical features of expert reviews and whether such
features influence consumers’ overall evaluations and purchasing decisions. Real expert product reviews
were analyzed based on the suggested methodology, and five lexical features of expert reviews were
ultimately determined. Specifically, the “review depth” (i.e., degree of detail of the expert’s product
analysis), and “lack of assurance” (i.e., degree of confidence that the expert has in the evaluation) have
statistically significant effects on consumers’ product evaluations. In contrast, the “positive polarity” (i.e.,
the degree of positivity of an expert’s evaluations) has an insignificant effect, while the “negative polarity”
(i.e., the degree of negativity of an expert’s evaluations) has a significant negative effect on consumers’
product evaluations. Finally, the “social orientation” (i.e., the degree of how many social expressions
experts include in their reviews) does not have a significant effect on consumers’ product evaluations. In
summary, the lexical properties of the product reviews were defined according to each relevant factor.
Then, the influence of each linguistic factor of expert reviews on the consumers’ final evaluations was
tested. In addition, a test was performed on whether each linguistic factor influencing consumers’ product
evaluations differs depending on the lexical features. The results of these analyses should provide guidelines
on how individuals process massive volumes of unstructured data depending on lexical features in various
contexts and how companies can use this mechanism from their perspective. This paper provides several
theoretical and practical contributions, such as the proposal of a new methodology and its application to
real data.
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