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Abstract 

The network has become an inseparable part of people's life in the internet era, and 
comments of internet have gradually made an important external factor influencing 
consumers' decisions, which have become an important factor on consumers' online 
purchase decisions. However, the current research is not mature, and further research 
is needed. In this study, firstly, by referring to domestic and foreign research literature 
on the factors that online comments affect consumer behavior, the current research 
status and results on such issues are found out, and the research hypothesis and model 
of this paper are proposed. Then combined with the relevant literature of previous 
studies, based on the TAM model, an online questionnaire on the influence of comments 
on consumers' purchasing behaviors was designed, and questionnaire was conducted to 
gather data. On the basis of questionnaire collection, SPSS19.0 data analysis software 
was used to conduct descriptive analysis of samples and variables, validity and 
reliability analysis, correlation and regression analysis. The results show that both the 
quantity and quality of online comments have significant impact on purchasing behavior, 
and perceived ease of use and perceived usefulness as mediating variables also have an 
impact on consumer behavior. Finally, the article puts forward relevant suggestions 
from these three aspects to promote merchants to make use of online comments for 
marketing. 
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1. Introduction 

In the past few decades, there has been a surge of Internet users. and In the Covid-19 epidemic 
under the boost, China's single quarter of the speed of Internet is twice as fast as before. 

As people search and exchange information increasingly easily, From the perspective of 
consumers, many consumers share their shopping experience or use feelings. Therefore, the 
review platform provided by the existing shopping websites strengthen the communication. 
There is no doubt that online reviews have become an important factor affecting the 
development of online retail market and consumers' shopping behavior. 

No consensus has been reached on some issues before the research, so specific research needs 
to be continued. Based on the above background, this paper plans to consider online reviews 
and consumers from two perspectives, collect existing scholars' research, online reviews 
comprehensively analyze the impact of consumer behavior intention. 

2. Literature review 

2.1. Review relevant research online 

There are many researches on online reviews at home and abroad, but the research direction 
mainly focuses on the emotion classification, system function, evaluation mechanism, influence, 
communication mechanism, credibility and validity of online reviews. Instead of focusing on 
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the emotion classification, the system function, the evaluation mechanism of online reviews and 
the impact of online reviews on consumer purchases. 

2.2. Research on consumer behavior intention 

Since consumer behavior is a concept connected with individual, market, consumption, 
psychology, etc., scholars have different views on the definition of consumer behavior intention. 
Fishbin (1975) pointed out that consumer behavioral intention is the concept of an individual 
carrying out a certain behavior [1]. Ajzen (2005) believes that consumer behavioral intention 
is a complex psychological activity, which is the pre-process of consumers' purchasing behavior 
[2]. 

2.3. Online reviews and consumer behavior intentions 

At the present stage, domestic and foreign experts and scholars will focus online reviews on 
consumer behavior intention, but the research perspectives are different. Specific research 
results are as follows: 

Xiao (2012) studied the impact of online reviews on consumers' trust and consumer behavior 
intention in the hotel industry from the four aspects of online review publishers' credibility, 
review quality, review community reputation and review consensus, and all the four variables 
have a positive impact on consumer trust. [3]. 

Hong et al. (2019) pointed out that the timeliness, quality, quantity and recognition of online 
reviews all have a positive effect on consumers' consumption behavior intention [4]. 

Liu (2016) proposed a research model the number and polarity of online comments have a 
positive impact on consumers' perceived trust, and consumers' perceived trust is positively 
correlated with consumers' behavioral intention [5]. 

Chevalier and Mayzlin (2006) studied the impact of user reviews on online book sales in the 
environment of online bookstores, and found that online reviews have a positive impact on 
book sales, and negative reviews have a greater impact on sales than positive reviews [6]. 

Zhai (2011) studied the impact of the number, direction and emotional orientation of 
comments on consumer behavioral intention, and proved through empirical evidence that the 
number, direction and emotional orientation of online comments significantly affect consumer 
behavioral intention [7]. 

Through the previous combing and summarizing of online reviews and related researches on 
consumers' online consumption behavior intention, it can be found that the research on the 
influence path of online reviews on consumers' online consumption behavior intention can be 
transformed into the research on the sales volume or sales volume of some basic features of 
online reviews. 

2.4. Literature review 

The current situation of research of scholars can be found that, different scholars have different 
conclusions, which mainly concentrated in two aspects: on the one hand is the study of 
evaluation of online reviews and sharing process, research the motivation of consumers online 
comment and the factor that influences the spread of online reviews; On the other hand, it 
studies the process of consumers' searching and reading online reviews, and the influence path 
of consumers intention. However, most of the existing start from the evaluation and 
communication process of online reviews, and lack of research on the psychological activities 
of consumers. The existing literature needs to be further studied. 
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3. Methodology 

3.1. Theoretical perspective and research model 

This study on the basis of the Technology Acceptance Model (TAM) consider the online 
shopping online reviews and unique attributes, and use online comments as an external 
variable, function and design in the online review acceptance model, online reviews on 
perceived usefulness has effect on consumer behavior intention, its model is shown in figure 1. 

 

 
Figure 1. Online review acceptance model 

 

3.2. Variable definitions 

In this paper, according to the real shopping situation and research needs, online reviews are 
defined as the product and service opinions provided by consumers around each link of product 
purchase and based on subjective consumption experience, including positive views and 
negative views. Through the analysis and summary of theories and many literatures, this paper 
takes online reviews and their characteristics as the explanatory variables of consumers' 
purchasing behavior intention.  

3.3. Research hypothesis 

(1) The relationship between online reviews and purchase intention 

Online comments of a certain magnitude can express to consumers that others are also buying 
the same products and subconsciously guide consumers' judgment. Therefore, this paper 
divides online comments into online comment quality and online comment quantity in the 
analysis and research. Based on this, this paper puts forward the following hypotheses: 

H1a: Online review quality has an impact on purchase intention 

(2) The moderating effect of perceived usefulness and perceived ease of use 

In the technology acceptance model, perceived usefulness is the key factor to evaluate users' 
technology acceptance. Online reviews are an information technology that provides users with 
information content, so users will only accept online reviews if they agree that they provide 
them with the content they need. Many studies have shown that perceived usefulness has a 
significant direct impact on consumers' behavioral intentions. Therefore, the following 
hypothesis is proposed: 

H2: The perceived usefulness of online review users has a positive influence on their behavioral 
intentions 
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(3) Perceived ease of use refers to the degree to which an individual believes that using a 
particular product or service will result in physical and mental savings. Shi (2010) pointed out 
in his research on mobile payment that on the basis of a large amount of online comment 
information, the simple operation of the mobile payment system can enhance users' intention 
to use mobile payment.  

H3: The perceived ease of use of online review users has a positive influence on their behavioral 
intentions 

3.4. The questionnaire design 

According to the research content and model, the scale design refers to relevant literatures. The 
scale is divided into two parts. The first part surveys the basic information of consumers, 
including gender, educational background, age, income level, etc. The second part mainly 
includes online review quality and quantity, The options were assigned 5-1 points on a five-
point Likert scale ranging from "strongly agree", "agree", "generally" to "disagree" and "strongly 
disagree". 

3.5. Survey implementation 

Online consumers who have used online reviews are selected as the survey subjects. The survey 
method is to send questionnaires to consumers through online, and ask respondents to answer 
the questions. A total of 250 questionnaires were sent out, 240 were collected, and 235 were 
effective, with effective recovery of 94.0%. The data were analyzed using Excel and SPSS19.0 
software. 

4. Data analysis 

4.1. Scale reliability and validity analysis 

4.1.1. Validity analysis 

Reliability analysis is mainly to verify whether the meter is consistent with the stability when 
measuring related variables. In this study, R.T. Cronbach (1951) coefficient was used to verify 
the reliability of the questionnaire. Generally, Cronbach uses α greater than 0.7 for high 
reliability, less than 0.35 for low reliability, and 0.5 for the lowest acceptable reliability level. 

 

Table 1. Reliability Analysis of Questionnaire 

Dimension Cronbach's Alpha 
Based on the standardized 

items Cronbachs Alpha 
Number of 

terms 
The quantity of online review .879 .880 2 
The quality of online review .853 .856 4 

Perceived usefulness .857 .868 4 
Perceived ease of use .868 .875 2 
Behavioral intention .816 .825 3 

 

The reliability analysis results of each dimension of the questionnaire showed that the 
Cronbachs Alpha of the standardized items of variables of all dimensions in this study were all 
greater than 0.8, indicating a high reliability range, which means that the questionnaire in this 
study had good internal consistency. 

4.1.2. Scale analysis 

As shown in Table 2, the following results can be obtained: all the KMO measures are greater 
than 0.5, so it is suitable for factor analysis, while the significance probabilities of Bartlett 
sphere test statistics are all 0.000 < 0.01, indicating that the correlation coefficient of data is not 
an identity matrix, so it is also suitable for factor analysis. 
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Table 2. Analysis of Validity 
Dimension KMO Bartlett’s sphericity test Number of items 

The quantity of online review .696 .000 2 
The quality of online review .712 .000 4 

Perceived usefulness .684 .000 4 
Perceived ease of use .711 .000 2 
Behavioral intention .570 .000 3 

 

4.2. Descriptive statistical analysis 

Descriptive statistical analysis refers to the analysis of various characteristics of a set of data in 
order to describe the various characteristics of the measured samples and the characteristics 
of the population they represent. 

 

Table 3. Basic information of respondents 
Basic information Quantity of sample percentage Cumulative percentage 

Gender 
Female 101 43.0% 43.0% 

Male 134 57.0% 100.0% 

Age 

Below 20 29 12.3% 12.3% 
21-30 73 31.1% 43.4% 
31-40 76 32.3% 75.7% 
41-50 42 17.9% 93.6% 

Under 51 15 6.4% 100.0% 

Education background 

Junior college or below 74 31.5% 31.5% 
Bachelor 106 45.1% 76.6% 
Master 40 17.0% 93.6% 

Doctor and above 15 6.4% 100.0% 

Monthly income 

No income 12 5.1% 5.1% 
$308.6563 or below 59 25.1% 30.2% 

$308.8106-$617.3125 82 34.9% 65.1% 
$617.4669-$925.9668 63 26.8% 91.9% 
$925.9688 and above 19 8.1% 100.0% 

 

4.2.1. Gender 

As can be seen from Table 3, female respondents in this survey are significantly more than male 
respondents, with a large gap, which is consistent with the reality, indicating that female online 
consumers are more numerous than male groups. 

4.2.2. Age 

It can be seen from the survey that the audience is mainly under the age of 40, accounting for 
75.7%, indicating that the main audience group is mostly young people. 

4.2.3. The degree of education 

The survey shows that the education level of the respondents is low. mainly below the junior 
college level and bachelor's degree, with bachelor's degree accounting for 45.0%, indicating 
that the education level of the vast majority of online consumers is relatively high. 

4.2.4. The level of income 

From the data, we can see that among all the frequencies, people with monthly income of 
$308.6563-$925.9688 have the highest frequency of online consumers, indicating that they are 
more likely to be attracted by online shopping, which belongs to the low and middle income 
level. 
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4.3. Factor analysis 

Factor analysis was carried out on the basis of passing the above validity test, so that a few 
factors can be used to replace the original variables for regression analysis, variance analysis, 
correlation analysis, etc. 

 

Table 4. Total Variance of the Interpretation 

Dimension 
Initial eigenvalue Extract the sum of squares and load 

Sum Variance % Sum % Total Variance % Sum % 
Quantity of online review 2.421 80.699 80.699 2.421 80.699 80.699 
Quality of online review 2.355 76.223 76.223 2.355 76.223 76.223 

Perceived usefulness 2.377 79.229 79.229 2.377 79.229 79.229 
Perceived ease of use 2.403 80.113 80.113 2.403 80.113 80.113 
Behavioral intention 2.233 74.441 74.441 2.233 74.441 74.441 

 

As can be seen from the total variance table explained in Table 4, the variance contribution rates 
of the independent variables extracted in this paper all meet this standard, so the four 
dimensions of online review quantity, online review can all be represented by a factor variable. 

4.4. Correlation analysis 

Correlation analysis is a statistical method to study the close relationship between two 
variables. If the value is < 0.05, it is statistically significant. If the value is > 0.05, it is not 
statistically significant.  

 

Table 5. Analysis of relevancy 

 
Quantity of 

online review 
Quality of 

online review 
Perceived 
usefulness 

Perceived 
ease of use 

Behavioral 
intention 

Quantity of online 
review 

correlation 1 .017 .366 .550 .769 
significance  .817 .000 .000 .000 

N 235 235 235 235 235 

Quality of online 
review 

correlation .017 1 -.038 .064 .439 
significance .817  .607 .384 .000 

N 235 235 235 235 235 

Perceived usefulness 
correlation .366 -.038 1 .394 .597 
significance .000 .607  .000 .000 

N 235 235 235 235 235 

Perceived ease of use 
correlation .550 .064 .394 1 .716 
significance .000 .384 .000  .000 

N 235 235 235 235 235 

Behavioral intention 
correlation .769 .439 .597 .716 1 
significance .000 .000 .000 .000  

N 235 235 235 235 235 

 

From the above results, it can be seen that the number of online comments is highly significant 
with behavioral intention, and the observation correlation value is 0.769, indicating a 
significant positive correlation between the two. Online review quality and behavioral intention 
are highly significant, and the correlation value of observation is 0.439, indicating a significant 
positive correlation between the two. Perceived usefulness and behavioral intention are highly 
significant, and the observed correlation value is 0.597, indicating a significant positive 
correlation between them. Perceived ease of use and behavioral intention are highly significant, 
and the observed correlation value is 0.716, indicating a significant positive correlation 
between them. 
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4.5. Regression analysis 

Regression analysis is mainly to analyze whether there is a certain relationship between the 
data through the statistical analysis of the data. This paper uses multiple regression model to 
analyze the quantity and quality of online comments Consumers' behavioral intention is based 
on the independent variables, perceived usefulness and cognitive convenience. 

4.5.1. Regression analysis of online reviews and behavioral intentions 

In order to further verify the hypotheses proposed in Chapter 3, the quantity and quality of 
online reviews are taken as independent variables and consumer behavioral intention is taken 
as dependent variable to conduct a regression analysis. The regression models are summarized 
in Table 4-6 below: 

 

Table 6. Model Summary 
Model R R^2 adjust R^2 Standard estimated error Durbin-Watson  

1 .848 .719 .708 .0445 1.825  

 

It can be seen that if R squared of the model is greater than 0.7, the model fitting effect is good, 
and DW value is close to 2, it is considered that there is no multicollinearity problem among 
independent variables, which can be selected into the model together. 

 

Table 7. Variance Table 
Model Sum of squares Df Mean square F Sig. 

1 
Regression 220.544 2 45.136 1113.833 .000 

Residual error 14.456 233 .041   
Total 235.000 235    

 

Table 7 is the overall significance test result of the model, which is the analysis of variance. The 
observed F value is 1113.833, and the significance SIG value is 0.000, indicating the overall 
significance of the model. 

Finally, the parameter estimation results of each independent variable in the model are as 
follows: 

 

Table 8. Table of model coefficients 
Model  Nonstandardized coefficients Standardized coefficients T Sig. 

  B Standaredized error Trial version   

1 
(Constant quantity) 0.002 0.005  0.123 0.974 

Quantity of online review 0.439 0.018 0.412 7.867 0.000 
Quality of online review 0.359 0.069 0.304 6.006 0.000 

 

It can be concluded from Table 4-8 that the regression model equation is as follows: 

Purchase intention =0.412* number of online reviews +0.304* quality of online reviews 

Therefore, it can be concluded that the number and quality of online reviews have a significant 
direct impact on consumers' purchase intention, that is, H1a and H1b are established. 

4.5.2. Regression analysis of intermediate variables and consumer behavioral 
intention 

Based on the conclusion that perceived usefulness, perceived ease of use and behavioral 
intention are positively correlated, two factors are taken as independent variables and 
behavioral intention as dependent variables to make linear regression. The output results of 
SPSS19.0 are summarized in Table 4-9 below: 
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Table 9. Sum of Model 
Model R R^2 adjusted R^2 Standard estimated error 

1 .848a .719 .708 .0445 

 

It can be seen from Table 9 that the goodness of fit of the model is 0.708, indicating that the 
model has a good fitting effect. 

 

Table 10. Test of model variance 
Model Sum of squares df Mean squares F Sig. 

1 
Regression 16.244 2 8.122 9.105 .000a 

Residual error 218.756 233 .892   
Total 235.000 235    

 

The figure 10 indicates that the P value of the model variance is test is 0, less than 0.05, 
indicating that the model can be recognized. 

 

Table 11. Table of model coefficients 

Model 
Nonstandardized coefficients Standardized coefficients 

t Sig. 
B standard error Trial version 

1 
(constant quantity) -6.320E-17 .081  .000 1.000 

Perceived usefulness .301 .082 .301 3.012 .001 
Perceived ease of use .348 .082 .348 4.260 .000 

 

It can be concluded from Table 11 that the regression model equation is as follows: 

Intention to buy = perceived usefulness *0.301+ perceived ease of use *0.348 

Therefore, cognitive usefulness and cognitive ease will have a significant direct impact on 
consumers' behavioral intention. That is, assume that H2 and H3 are valid. 

5. Research conclusion and countermeasure suggestion 

5.1. Research conclusion 

In this paper, starting from the purpose of acceptance of consumers to online reviews, paper 
summarizes the existing related literature first, then draw lessons from the TAM model 
constructed for the acceptance of the online reviews of consumer research model, has carried 
on the empirical analysis through the questionnaire data, the results of the analysis found that 
and the perceived usefulness and perceived ease of use of these two factors can have positive 
influence on consumer behavior consciousness. Only by understanding the real needs and 
behavioral intentions of consumers in the process of using online reviews can online reviews 
play a greater role and achieve a real marketing reform. 

5.2. Countermeasure suggestion 

5.2.1. Businesses should pay attention to the quality and quantity of online reviews 

Enterprises should pay attention to the quality and quantity of network evaluation, encourage 
consumers to publish high-quality network evaluation in a positive and reasonable way, and 
actively encourage consumers' attitude to negative comments and negative comments on the 
network with higher quality and comprehensive online comments. Enterprises should 
understand consumers' views on products or services through negative comments, and 
constantly improve Negative comments and negative comments on products or services, 
especially on the Internet. Don't hide negative comments. It's very important to communicate 
with consumers. For example, enterprises can take the initiative to restore solutions and 
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provide after-sales services after consumers make negative comments.so as to build up 
consumers' trust in their products. 

5.2.2. Merchants should establish an emergency response plan for negative reviews 

Businesses should establish emergency response plans, and take effective remedial measures 
for the behaviors of publishing false information and deliberately writing negative comments 
in the network market. Businesses should establish a corresponding supervision mechanism to 
grasp the trend and content of comments in time. For large enterprises, the post of online 
review manager should be established. Administrators should timely pay attention to online 
comments, collect users' opinions on goods and services, especially some issues about the 
quality of goods themselves, the price of competitive products, after-sales links, merchants 
should timely update the latest news, convenient to timely find and improve the problem, 
improve the quality of service, improve the competitiveness of enterprises. 

5.2.3. Businesses should improve the display and classification mechanism of online 
reviews 

Firstly, through keyword recognition, the classification of online messages can help consumers 
quickly grasp the content they want. Secondly, the most valuable online messages can appear 
in different order, choose the time order, etc They are divided into different orders. Search 
information and reasonable, valuable website structure, so in the early stage of product sales 
an enterprise can attract more consumers by encouraging the earliest consumers to publish 
high-quality reviews. If appropriate, it can recruit trial users to write early reviews. 

In addition, large enterprises should attach importance to online reviews data value, for JD, 
amazon and other large enterprises, the vast amounts of user reviews data contain the user's 
consumption preference, price sensitivity, buying habits, how to reasonably use the resources 
to maximize the benefit of the enterprise, is the enterprise need to think about important issues. 
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