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Table 5 Results for Discrepancy Test on Online Reviews’ Perceived Helpfulness

PHE N A RAA At
ey A Wilcoxon W Fi L
o iz $t HIfH Ptz
z {8 pfA
MFP 45 5 4.777 1.363
MSN 45 5 4.911 1.202
MFN 45 5 4. 844 1.445
MSP 45 5 4. 800 1. 140
NFP 41 5 4.756 0.915
NSN 41 5 5. 146 0.937
NFN 41 5 5.219 0.791
NSP 41 5 4.707 1.123
MFP-MSP 45 x 45 -0.030 0.976
MSN-MFN 45 x 45 -0.321 0.748
NFP-NSP 4] x41 -0.471 0. 637
NSN-NFN 41 x41 -0.370 0.711
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Figure 1 Simulative Experimental Environment
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Table 6 Descriptive Statistics of Demographic
Characteristics of the Subjects

Ar gt N7 HiFE B/ %
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P
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18 % ~22 % 229 94.239
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K% 1 0.412
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WA KLl b 14 5.761
WA WK 19 7.819
1k ~2 % 77 31687
x4 IW~SK 95  39.095
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11 % ~15 % 8 3.292
16 WL E 11 4,527
AF 1 /e 14 5.761
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Table 7 Results for Difference Test on Perceived Helpfulness
of Online Review with Additional Review in Total Samples
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Table 8 Results for Difference Test on Perceived Helpfulness of Online Review
with Additional Review in High Product Involvement ( Sports Shoes)
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Table 9 Results for Difference Test on Perceived Helpfulness of Online Review
with Additional Review in Low Product Involvement ( Nuts)
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Table 10 Summary of Hypothesis Testing Results
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Research on How Conflictive Additional Reviews Affect
Perceived Helpfulness

LI Qi,REN Xiaojing
School of Economics and Finance, Xi’an Jiaotong University, Xi'an 710061, China

Abstract: With the improvement of the mechanism of online reviews, many online shopping platforms have the function of addi-
tional online review added. Consumers can re-comment the same product in a certain period of time after the first-time review.
Additional online review have gradually aroused extensive attention of researchers at present. The previous researches on addi-
tional online reviews focus on the discrepancy effects between the online reviews with additional one and one — time reviews, and
the discrepancy effects between conflictive reviews ( additional review for the same product written by the same person is contra-
dictory) and consistent reviews ( additional review for the same product written by the same person is fit) on perceived helpful-
ness. Few studies have attempted to analyze the diserepancy effects on perceived helpfulness within conflictive reviews,

In this study, we divided conflictive reviews into two types: positive-negative reviews ( the initial review is positive and addi-
tional one is negative) and negative-positive reviews ( the initial reviews is negative and additional one is positive). From the
perspective of the attribution theory and the elaboration likelihood model, we explored the discrepancy effects between two types
of conflictive reviews, the moderating discrepancy effects between the high degree and the low degree of product involvement on
the perceived helpfulness. We have all invited undergraduates participating in our studies. The reviews we adopted come from the
real online review environment such as Tmall. com as the experimental data. By using nonparametric test ( Mann-Whitney U test
and Wilcoxon signed ranks test) , we analyzed the data from the experiments in this study.

Experimental results show that consumers will perceive reviews to be more helpful when the initial review is positive and ad-
ditional one is negative rather than that the initial reviews is negative and additional one is positive. The product involvement
plays a moderating role in the discrepancy effects between conflictive reviews on perceived helpfulness. For high involvement
product, the discrepancy effects between positive-negative reviews and negative-positive reviews is especially significant. Howev-
er, for low involvement product, the difference is not significant.

Theoretically, this study enriches the research framework of the review with additional reviews and introduces the moderating
variable of product involvement to explain how conflictive reviews affect perceived helpfulness. On the other hand, the results al-
so have a certain practical significance. As consumers pay more attention to the positive-negative reviews, enterprises should take
measures to reduce the effects of a negatively additional effect on the product.

Keywords ; online reviews;additional reviews;conflictive additional reviews; product involvement ; perceived helpfulness
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