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1

Fig. 1 Theoretical model of the effects of review rewards on online reviews
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Table 1 Distribution of sample data
50 335 775 64 553
CD/DVD 30 23 184 6723
Heyman 30 254 959 16 287
Ariely 7 46 1027 574 38 227
31 87 973 3 862
30 197 199 8 436
10 9 663 1174
13 100 793 1 567
240 2037 120 140 829
. 2.2
. 24 ) 2.2.1
( reward)
1
0; (
) rating) ( depth)
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(1) :
( helpfulness)
( 30 2



11

2
Table 2 Measurement of variables
reward 1 0 01 7 18
rating 1 5 1~5 8 21
depth 8 23
helpfulness 8 37
2.2.2
3)
N B2C
( . )
38
1)
( index. baidu. com)
( 2)
( price) ;
( blprice) 4)
blprice 1 0;
2)
60

2

Fig. 2 Demographic comparisons between amazon. cn and jd. com
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20%
5.09% 11.07% .
206 24 720
(206 x 2 x 60 )
3
Table 3 Filter keywords of online reviews and statistics
% %
85 567 4.20 11 828 8.40
18 224 0.89 3767 2.67
103 791 5.09 15 595 11.07
2.2.3 ;
0
4 ;
4
Table 4 Descriptive statistics of sample data
( reward =1) ( reward =0)
rating 4.685 0. 638 1 5 4.336 1.002 1 5
depth 59. 490 63.730 5 1240 |131.329 | 213.763 9 6 570
helpfulness 0.034 0.339 0 17 0.621 4.970 0 168
price 597.748 |1 426,925 9 8199 [577.775 |1 402.686 9 7 850
blprice 0. 549 0. 498 0 1 0. 083 0.275 0 1
5
Table 5 Pearson correlations of variables
reward rating depth helpfulness price blprice
reward 1
rating 0.203 *** 1
depth -0.222 %% -0.109 *** 1
helpfulness -0.083 *** -0.087 *** 0.293 *** 1
price 0.007 0.035*** 0. 101 *** 0. 046 *** 1
blprice 0.501 *** 0.081*** —0. 120 *** -0.034*** 0. 117 *** 1
DR 0. 001 ( )
3.1
N ( 6) .
( 3
).
p 0.001
3
( ANOVA

ANOVA)
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R 7 JE—
6 ANOVA
Table 6 ANOVA results grouped by reward
F p
rating 749.718 1 749.718 1 062.13 0. 000
depth 31 894 000. 200 1 31 894 000 | 1 282.010 0. 000
helpfulness 2 133.359 1 2 133.359 171.94 0. 000
Bartlett Prob > chi” = 0.000.
3 ANOVA
Fig. 3 Compared means plot of ANOVA
3.2 B blprice + B,,In price x
reward + Bysblprice x
reward + &, (2)
R* 0.037 p 0.001;
R*  0.179 p
0.001.
( In price<In depth  In rating)
3.2.1 :
( “X ”» )
7
In rating = B,y + Byreward + By,In price + R*  0.037 0.038
Bisblprice + B ,1n price x R®  0.179 0.201.
reward + B,sblprice x
reward + g, (1
In depth = B,y + B, reward + By,1n price + H1 H2
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7 ( n = 24 720)
Table 7 Regression results of review rating and review depth (obs. n = 24 720)
1 2
l | —
. In rating R* = 0.037 R* = 0.038
reward 0. 107 *** 0.003 30. 620 0. 129 *** 0. 009 13.74
In price 0. 002 0.001 1.28
blprice —0.046*** 0. 009 -5.11
In price X reward - 0.006** 0. 002 -2.85
blprice x reward 0. 046 *** 0.010 4.42
constant 1. 4247 0. 002 576.700 1. 4207 0. 007 216.75
. In depth R* = 0.179 R* = 0.201
reward —0.6937** 0.009 —-73.410 | —0.346*** 0.025 -13.85
In price 0. 089 *** 0. 004 24.18
blprice -0.034 0. 024 -1.43
In price X reward —0.062*** 0. 005 - 11.58
blprice x reward -0.107*** 0. 028 -3.84
constant 4.486 %% 0. 007 671.750 4.096*** 0.017 234.27
poR 0.001 0.01 ( ) ; Breusch-Pagan Ramsey
p 0.001 VIF 10 N
3.2.2
0
( 1. Sobel ¥ *
helpfulness = By, + By reward + &, (3)
helpfulness =B, +B, reward +B,In rating +&,
(4)
helpfulness = Bs, +Bs reward +Bs,1n depth +&;
(5)
8 ( n = 24 720)
Table 8 Regression results of review helpfulness( obs. n = 24 720)
T
: R* = 0.007
reward - 0.588*** 0. 045 -13.11 0. 000
constant 0. 621 *** 0.032 19. 61 0. 000
R’ = 0.014
reward —0.473%%F 0. 045 -10.41 0. 000
In rating —1.068 *** 0. 081 -13.13 0. 000
constant 2. 14277 0. 120 17.85 0. 000
R* =0.026
reward - 0.132** 0. 049 -2.7 0. 007
In depth 0. 657 *** 0. 030 21.99 0. 000
constant —2.326%*F 0.138 - 16. 89 0. 000
R 0.001 0.01 ( ) ; Breusch-Pagan Ramsey

P 0. 001 VIF 10 N
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Table 9 Results of Sobel test
Sobel 12.367 -21.322
p 0.000 0.000
( 8) 26
H3
Sobel “ . Heyman Ariely ’
p 9) P
0.05 9 Sobel Fiske °
p 0.05
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Effects of economic rewards on online product reviews: A perspective of so—
cial relations

FU Dongpu' WANG Kan-iang®
1. Information School Capital University of Economics and Business Beijing 100070 China;
2. School of Business Renmin University of China Beijing 100872 China

Abstract: To support online customers to make better purchase decisions and promote sales online shopping
websites often encourage customers to post product reviews by providing different incentives (e. g. small eco—
nomic rewards) . But how economic rewards affect online product reviews is still an unanswered question.

Based on theories of social relations this empirical study investigates the effects of economic rewards on online
reviews by using data from two popular B2C websites in China ( jd. com and amazon. cn) . The results show
that compared with social rewards economic rewards may lead consumers to post online reviews with higher
review rating but lower review depth and less review helpfulness.

Key words: online reviews; economic rewards; social rewards; social relations; motivation



