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Table 7 Regression Results of the Effects of Product Price on
the Quantity of First-time Online Reviews and Appended Online Reviews Based on Different Product Types
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Table 10 Regression Results of the Effects of Product Price on the Length of

First-time Online Reviews and Appended Online Reviews Based on Different Product Types
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Table 12 Regression Results of the Effects of Produce Price on the Reviews’ Time Interval
Based on Different Product Types
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Table 13 Statistics Results of Emotional Tendency of
First-time Online Reviews and Appended
Online Reviews on all the Data
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Table 16 Summary of Empirical Results
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A Comparative Study on the First-time Online Reviews
and Appended Online Reviews

SHI Wenhua, GONG Xue,ZHANG Qi, WANG Lu
School of Economics and Management, Beijing University of Posts and Telecommunications, , Beijing 100876, China

Abstract ; Online reviews have heen hot issues of researches in recent years. The researches on online reviews at present focus on
the comments posted immediately after consumers receive their products. With the improvement of the mechanism of online shop-
ping, several online shopping platforms have provided consumers with the chance of Appended Online Review, which means con-
sumers can re-comment after using the product for a period of time. In this paper, we divided online reviews into First-time On-
line Reviews and Appended Online Reviews. Based on different product types ( Search products and Experience products) and
price levels, we explored the reviews' differences in quantity, length, time interval and emotional intensity.

The review data was obtained from online retail sites Tmall, and the data was analyzed by regression analysis, multi-factor analy-
sis of variance, independent-samples T test and pared-samples T test through SPSS Statistics 20. The conclusions are as follows;
Firstly,, reviews’ quantity is influenced by reviews’ type and price, yet reviews' type has the greatest impact on reviews' quantity.
The quantity imapet of First-time Online Reviews is larger than the quantity of Appended Online Reviews, and the price level has
a negative impact on the quantity of reviews. However, product type has no significant effect on the quantity of reviews. Second-
ly, the reviews’ length and time interval of Experience Products are greater than that of Search Products, and the price has a pos-
itive effect on the reviews’ length and time interval. Thirdly, the emotional intensity of the First-time Online Reviews and Appen-
ded Online Reviews is influenced by the emotional tendencies. If the emotional intensity of both First-time Online Reviews and
Appended Online Reviews are negative, then the emotional intensity of Appended Online Reviews is greater than that of First-
time Online Reviews. However, if the emotional intensity of both First-time Online Reviews and Appended Online Reviews are
positive, then the emotional intensity of First-time Online Reviews is greater than that of Appended Online Reviews.

This research shows that First-time Online Reviews and Appended Online Reviews are different in terms of some basic features.
On the one hand, it enriches the research content on Appended Online Reviews, providing a theoretical basis for studying the
effects of the First-time Online Reviews and Appended Online Reviews on consumers’ behavior. On the other hand, enterprises
can take different measures on products of different types and price levels, making the length, time interval and emotional inten-
sity of reviews is maintained at excellent level. Therefore, enterprises are able to take advantage of the influence of online reviews
on consumer purchasing decisions,
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