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[Abstract]

This study examines the influence of online review attributes on continuance intention on the Taobao
platform. Online reviews provide critical information that shapes consumers’ product decisions and
long-term usage intentions through perceived usefulness and trust. Using a survey of 224 Taobao users,
structural equation modeling was applied to test the relationships between review attributes, perceived
usefulness, perceived trust, and continuance intention. Findings indicate that review quantity, and
similarity positively affect perceived usefulness and Reliability. Perceived reliability strongly predicts
continuance intention, while perceived usefulness shows limited direct effect. These results highlight the
importance of informative and reliable reviews in sustaining user loyalty. Practical implications include
enhancing review quality, fostering consumer engagement, and employing Al-driven verification systems.
Limitations involve the sample size, regional focus, and reliance on self-reported data, suggesting future

research should explore diverse platforms and incorporate actual purchase behavior.

» Key words: Taobao, Online Review variables, Perceived Usefulness, Perceived Reliability,
Continuous Use Intention
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I. Introduction
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II. Preliminaries

2.1 Online Review
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2.3 Continuous use Intention
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Table 1. Variable Configuration

Type Definition Researcher
Review Quality(Q),
Number of Review(C),
. Review Effect(E),
Online Review Similarity(S)
Review ) . ! [27], [28] [29]
; Review Integrity(I),
Variables . .
Review Processing
Quality(PQ), Negative
Online Review(N)
Perceived | Perceived Usefulness(PU), (291, [30]
Values Perceived Reliability(PR) !
Continued use intention is
Continuous | defined as a consumer’s
use willingness to keep using
intention a product or service that [31], [23] [26]
(CI) they have already used in
the future

IV. Research Result

4.1 Demographic Characteristics of Respondents
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Table 2. Characteristics Statistics

Freq. Ratio
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Genders Male 98 43.8
Female 126 56.3
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20's 92 1.1
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over 50's 13 5.8
Under high school 62 27.7
Education College graduate 76 33.9
Background Bachelor's degree 70 31.3
Ph.D. degree 16 7.1
The North 39 17.4
The Northeast 40 17.9
The East 57 254
Regions The Central 43 19.2
The South 21 9.4
The Southwest 8 3.6
TheNorthwest 16 7.1
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Occu- officers 98 43.8
pa(t:izuns housewives 10 4.5
private business 27 12.1
the others 36 16.1
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Above 8,000RMB 48 214
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Table 3. Confirmatory Factor Analysis
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4.3 Results of Hypothesis
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V. Conclusions
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5.2 Limitations and Future Research Directions

2 it =3 gyl 41 Z2iE glQulQ(Taobao)
olgAIS o2 eafel e dat AlZkE 1AL, A%
olgolzo] njxl TS BAsIACE chorst Wl A
APEOlE 29510 A7 Tol 2 7R g} Wi

o], ol 3 AT W Al FR3t A} e,

2 Ao At ol po] Z9 FAL Al 77 EwoA o]
staat gt

A, B2 AR U EAY S0l £ AP B4

xojo] Aujalg o2 MRAALE AASigon, BR
H59} R|AA-0118kAl CiokAo] A|stAo|ict st o
ok 339 2ol MR2RAE B2 g oo Al

o
ol
—_

J=)7] dizol 859 A tinds 9is] B
7] otk £ AolA dolel WelHu A5 WALE
£5) AEde Fusty welsiglont 3
(Self-report bias) & HE tJEA sHAZ} AHESE 7154
o] Qlck. B3 AToE ERE 2 acolelt A A
22 yagstol dlolel] Ayt elgye Bk AAA
o7 A5 Fert H3I17]26]. =, A YHEA
WH Utk B APt MBEANS FF AbIED
(Self-report) Glo|E|S 7juto 2 BAe Asysigict A

S8R A HH ApP|Ea
(Self-report bias)of] G&S wHS 715/do] EX|SH
2pA 54 Ao AR Lol s AL AYA
27 hojg 24 5 Ogst Als a4 HAS Hagdos
A BT st ARl Aukg =&Y Tt Qlth
}xﬁ o]i;ﬂ EE“ 1:|1 % g @_Ho]q.

=)

B EL AR 2% A%
d

ACKNOWLEDGEMENT

"“This work was supported by Dongseo University,

"Dongseo Frontier Project” Research Fund of 2024”.

REFERENCES

[1] https://www.samsungpop.com/mobile/invest/poptv.do?cmd=fileDo
wn&FileNm=uma 200626.html

[2] https://blog.naver.com/noshortcut_life/223626308326

[3] L. Symyee, "The Influence of e-Service Quality of Chinese Mobile
Shopping Application on Perceived Value, Satisfaction, and
Continuous Usage Intention," Dongmyeong University, Master's
thesis, 2023.

[4] P. Y. Chen, S. Y. Wu, and J. Yoon, "The impact of online
recommendations and consumer feedback on sale," Proceedings
of the International Conference on Information Systems, Seattle,
WA, 2004.

[5] W. Duan, B. Gu, and A. B. Whinston, "Do online reviews matter?
An empirical investigation of panel data,” Decision Support
Systems, Vol. 45, No. 4, pp. 1007-1016, 2008.

[6] D. Godes, and D. Mayzlin, "Using Online Conversations to Study
Word of mouth Communication," Marketing Science, Vol. 23, No.
4, pp. 545-560, 2004.

[7] L. Hyunseon, and L. Deryong. "A Study on the effects of online
postscript as Word-of-Mouth," (Journal of Public Relations, Vol.
8, No. 2, pp. 234-268, 2004.

[8] R. E., Petty, and J. T. Cacioppo, "Communication and Persuasion:
Central and Peripheral Routes to Attitude Change," New
York:Springer-Verlag, 1986.

[9] Kim, and K. Yum, "Enhancing Continuous Usage Intention in



The Impact of Online Review Attributes on Continuance Intention focusing on Taobao 371

E-Commerce Marketplace Platforms: The Effects of Service
Quality, Customer Satisfaction, and Trust," Applied Sciences, Vol.
14, No. 17, pp. 7617, 2024.

[10] G. D. Nguyen, and T. T. Dao, "The Moderating Role of Flow
Experience on Mobile Commerce Continuance Intention based
on Expectation-Confirmation and Task-Technology Models,"
SAGE Open, Vol. 14, No. 2, pp. 1-16, 2024.

[11] Q. Gan, B. H., Ferns, Y., Yu, and L., Jin, “A text mining and
multidimensional sentiment analysis of online restaurant
reviews”, Journal of Quality Assurance in Hospitality & Tourism,
Vol. 18, No. 4, pp. 465-492, 2017.

[12] F. D. Davis, "Perceived Usefulness, Perceived Ease of Use, and
User Acceptance of Information Technology," MIS Quarterly,
Vol. 13, No. 3, pp. 319-340, 1989.

[13] S. W. Susssman, and W. S. Siegal, "Informational Influence in
Organizations: An Integrated Approach to Knowledge Adoption,"
Information Systems Research, Vol. 14, No. 1, pp. 47-65, 2003.

[14] V. Viswanath, and D. D. Fred, "A Theoretical Extension of the
Technology Acceptance Model: Four Longitudinal Field Studies,"
Management science, Vol. 46, No. 2, pp. 186-204, 2000.

[15] R. C., Mayer, J. H. Davis, and F. D. Schoormna, "An Integrative
Model of Organizational Trust," Academy of Mangement Review,
Vol. 20, No. 3, pp. 709-734, 1995.

[16] P. A. Pavlou, and D. Gefen, "Building Effective Online
Marketplaces with Institution-Based Trust," Twenty-Third
International Conference on Information Systems, Vol. 15, No.

1, pp. 37-59, 2002.

[17] P. Sangsoo, Y. yeon, and Y. Heayang, "The Effects of Chinese
Live Commerce Characteristics and Perceived Value on
Repurchase Intention: Focusing on Taobao/TikTok Live
Commerce Users," Journal of International Area Studies, Vol
27, No. 2, pp. 255-284, 2022.

[18] G. H. McDougall, and T. Levesque, "Customer satisfaction with
services: putting perceived value into the equation," Journal of
Services Marketing, Vol. 14, No .5, pp. 392-410, 2000.

[19] M. 1. Fishbein, and Ajzen, "Belief, Attitude Intention and
Behavior: An Introduction to Theory and Research[J]. MA,"
Addison-Wesley Publishing Company. 1975.

[20] S. H. Kim, and S. H. Oh, "The Determinants of Repurchase
Intentions in the Service Industry: Customer Value, Customer
Satisfaction, Switching Costs, and Attractiveness of
Alternatives," Korean Marketing Review, Vol. 17, No. 2, pp.
25-55, 2002.

[21] J. F. Engel, and R. D. Blackwell, "Consumer Behavior," Dryden
Press, 1982.

[22] R. L. Oliver, "Whence Consumer Loyalty," Journal of Marketing,
Vol. 63, No. 4, pp. 33-44, 1999.

[23] S. E. Park, "A Study of Factors Affecting Intention to Continuous
Use on 020 Service : Focused on Ticketing Systems for Cinema,"

Soongsil University, Ph.D., 2017.

[24] H. G. Lee, and H. Kwak, "Investigation of Factors Affecting
the Effects of Online Consumer Reviews," Information Policy,
Vol. 20, No. 3, pp. 3-17, 2013.

[25] Smart Tourism Education Platform, "2025 Global Convergence
Research Seminar," Kyung Hee University, 2025.

[26] Y. J. Dong, "The Effects of Online Review Characteristics on
Consumers' Continuous Use Intention," Honam University,
Master Thesis, 2022.

[27] J. A. Chevalier, and D. Mayzlin, "The effect of word of mouth
on sales: Online book reviews," Journal of Marketing Research,
Vol. 43, No. 3, pp. 345-354, 2006.

[28] H. Baek, J. Ahn, and Y. Choi, "Helpfulness of online consumer
re views: Readers' objectives and review cues," International
Journal of Electronic Commerce, Vol. 17, No. 2, pp. 99-126,
2012.

[29] D. H. Park, J. Lee, and 1. Han, "The effect of online consumer
re views on consumer purchasing intention: The moderating role
of involvement," International Journal of Electronic Commerce,
Vol. 11, No. 4, pp. 125-148, 2007.

[30] X. Yan, J. Wang, and M. Chau, “Customer revisit intention to
restaurants: Evidence from online reviews,” Information Systems
Frontiers, Vol. 17, No. 3, pp. 645-657, 2015.

[31] H. S. Bansal, and A. V. Peter, "Word-of-Mouth Processes within
a Services Purchase Decision Context," Journal of Service
Research, Vol. 20, No. 3, pp. 166-177, 2000.

[32] G. K. Shin, "SmartPLS 3.0 Structural Equation Model,"
Publishing Cheongram, 2018.

[33] R. P. Bagozzi, Y. Yi, and L. W. Phillipps, "Assenssing Construct
Validity in Organization Research,” Administrative Science
Quarterly, Vol. 36, pp. 421-458, 1991.

[34] J. F. Hair, R. E. Anderson, R. L. Tatham, and C. Black,
"Multivariate data analysis," Prentice-Hall, 1995.

[35] J. E. M. Steenkamp, C. M. Hans, and V. Trijp, "The use of
Lisrel in validating marketing constructs," International Journal
of Research in Marketing, Vol 8, No. 4, pp. 283-299, 1991.

Authors

Jae-Young Moon received the B.S degrees in
Department of Management Information, from
Dongseo  University, in 2000. He
M.S.

Business Administration from Kyunghee

Korea,

received the and Ph.D. degrees in

]
J

n.

University, Korea, in 2003 and 2007, respectively Dr. Moon
of Global

Business, Dongseo University. He is interested in parallel

is currently a Professor in the Department

e-business, global business and corporate strategy.



