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Table 3 Regression Analysis Results
P R
A 1 B 2 R 3 iR 4 A5 BiAL 6
5 y -0.311**" -0.082 0.023 -0.409 """ 0.071
RIS PR (0.037) (0.067) (0.087) (0.047) (0.102)
: : & -0.222""" -0.158""
BRI VEECR: x P a2 A (0.054) (0.056)
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it ] B A AR B F il 2 il il il il Fifl
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Impact of Default Good Reviews on Consumer Purchase Behavior

ZHAO Yingnan' ,WANG Xin' ,WANG Quansheng' ,MIN Chao®,CHEN Xiaowei’
1 School of Business, Nanjing University, Nanjing 210093, China
2 School of Information Management, Nanjing University, Nanjing 210093 , China

Abstract ; In online shopping scenarios, online review manipulation has increasingly become a prevalent phenomenon. Due to the
lack of online reviews, many e-commerce platforms adopt default good review to manipulate online review. Unlike traditional on-
line review manipulations, default good review has such characteristics as being uncontrollable by sellers and easily identifiable
by consumers. Extant research on online review manipulation has not yet paid attention to the impact and mechanism of this spe-
cial review manipulation.

The study uses the real data of online product reviews and sales from one domestic e-commerce platform. Based on this pan-
el data, we build a two-way fixed effect model, and explore the impact of the number of default good reviews on consumers’ pur-
chase behavior. Furthermore, this study discusses potential boundary conditions from the perspectives of both products (i. e. ,
product type, product popularity) and sellers (business model). In addition, this study also combines experimental method to
examine the mediation role of product diagnosticity with one-factor between-group design. We set four conditions by manipulating
the number of default good reviews displayed on product information page. Two hundred and thirty-four students participate in the
study. The above-mentioned research design could make use of high external validity of second-hand data analysis and causal in-
ference advantage of experiment method.

The results show that, first, the number of default good reviews is negatively related to product sales. And when the number
of default good reviews reaches a certain value, consumers’ product purchases significantly decline. Second, product type, prod-
uct popularity and business model significantly moderate the impact of the number of default good reviews on sales. Specifically,
with regard to search products ( vs. experiential products ) , less popular products ( vs. more popular products) and products sold
by distributors ( vs. suppliers ), the number of default good reviews has greater negative impact on product sales. Third,
consumers’ perceived product diagnosticity fully mediates the effect of the number of default good reviews on consumers’ purchase
intention. The increase in the number of default good reviews will decrease consumers’ perceived product diagnosticity, which
further diminishes purchase intention.

This study has made the following contributions. This study expands online review manipulation research. First, the current
study incorporates default good review into the field of review manipulation research, and it distinguishes default good review from
other forms of online review manipulation hased on its characteristics, i. e. , the uncontrollability and identifiability. Based on
these unique characteristics, we explore the influence of review manipulation on consumer purchase. Second, this study uses
product diagnosticity as the mechanism in the explanation of its effect based on the uniqueness of default good review, which pro-
vides theoretical foundations for follow-up researches on online review manipulation. Finally, in practice, our findings provide
meaningful instructions for e-commerce platforms to design and manage online review system.

Keywords: online review manipulation;default good review ; product diagnosticity ; purchase behavior
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