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( Abstract )

An Empirical Study on the Under-reporting Bias
of Online Reviewers
Focusing on Steam Online Game Platform

Juhyeok Jang*, Hyunmi Baek**, Saerom Leem, Sunghun Bae

Online reviews are useful for other consumers to make reasonable purchase decisions by providing previous buyers'
experiences. However, when online reviewers are biased, online reviews do not accurately reflect the true quality of the
product. Therefore, we investigated the characteristics of reviewers with underreporting bias to cope with the problem of
declining reliability of online reviews. In this context, this study attempted to examine the characteristics of reviewers with
underreporting bias using 14,165 reviews of Steam, an online game platform. As a result of the analysis, reviewers with
underreporting bias mainly write reviews positively, write reviews within a short period from the game release date, but tend
to write reviews after playing games for longer time, and write reviews when purchasing high-priced games. Since this study
has explored the characteristics of reviewers showing underreporting bias, it will be meaningful as a basic study to cope with
the problem caused by underreporting bias.

Key Words: Online review, Review bias, Under—reporting bias, Knowledge management
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