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Fig. 1 A review utility evaluation on Joyo Amazon. cn
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Utility analysis for online product review

YANG Ming QI Wei YAN Xiang-bin LI Yijun
School of Management Harbin Institute of Technology Harbin 150001 China

Abstract: Most e-commerce websites provide platforms for consumers to express their opinions on a specific
product by writing online reviews. Due to the huge volumes of online product reviews available in e-commerce
websites it is a mentally exhausting if not infeasible process for potential consumers to go through all the re—
views to make purchasing decisions. Hence it is necessary to find a solution capable of presenting helpful re—
views to consumers automatically. This paper describes various limitations of current utility analysis of online prod—
uct review and discusses possible extensions that can improve utility evaluation capabilities based on consumer be—
havior theories innovative data mining approaches and applications to decision-making in network marketing.

Key words: electronic commerce; online product review; information overload; utility evaluation



