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Abstract

With the booming e-commerce industry, the quality of information from online reviews has be-
come an important factor influencing consumers' purchasing decisions. Based on the theory of in-
formation adoption and the theory of mental image, a research framework on the influence of re-
view information quality on product sales was constructed, and the moderating effect of text-type
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mental arousal was considered, and SPSS was used for statistical analysis by crawling data. The
results show that there is a significant positive relationship between the number of reviews, the
emotional tendency of comments and the sales volume of products, and the emotional tendency of
comments has a greater impact on product sales than the number of reviews. Text-type mental
arousal has a significant moderating effect on the relationship between the emotional tendency of
reviews and product sales.
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HEAMPRE R fE, SFEOEYEE KA T E RIS, N RETRIRZ R HibTE SN EE
AKIFR, AR G T A, 3 —B ok 7V 23 W B IO gRSRMERE o T IX — ] R, AR 2 5 i
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TENMYIY- & b, W 2 T 0 B A v D R R O i ELE AR B vEe, USRS BB O
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Figure 1. Research model
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Table 1. Variable descriptions
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N FE R SRR TR 5 B E M B AR, DI R EINEAE, ELITRE B
HOANHEAE, FIA SPSS26.0 #fF, KM ERVAM NERATS 08T, & 3 Mg RaT LA, B
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AR = ASVPRRHIERT P S SR BB . WAL KRR, TFREE(S = 0.447, p < 0.01)FIVFiRTE
AR (B = 0.672, p < 0.01)33%) 7= S A 03 FIIE Mgz, B HL A0 H3 #BRar. o, T 0.447
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Table 2. Descriptive statistics of variables
2. TENMEIRMSIT

B L IE bk Tl S INI| e/ ME

7 A 5269.83 8649.53 1560.00 33236.00 43.00
WitsE 467.26 305.97 399.00 968.00 27.00
PHEK 57.57 26.63 45.00 101.00 27.00
PR B ) 491 211 5.00 8.00 2.00
SCAR T 0 B 1 i 0.25 0.15 0.22 0.48 0.08
JEE 450 0.50 4.50 5.00 3.50

I AN A% 235.43 42.32 249.00 299.00 150.00

Table 3. Regression results

F# 3. EVFLER
7 i
Bl

P 1 PR 2 PR 3 i 4

PR AN -0.012 -0.095 -0.098 -0.076

JEG A 0.766™" 0.023 0.010 -0.029

Pt HE 0.447" 0.414" 0.436"

B K -0.065 -0.143 -0.607

PR TE B ) 0.672" 0.660" 1.297™

SCAR T 0 B2 e i 0.112 -0.109
TFIRECE x SCARRLG R —0.096
PR x SUARBLL R R -0.493
PER TSR x SCARTLL R EE 0.690™"
R? 0.590 0.829 0.830 0.903

AR? 0.829 0.001 0.074
F 14.4177 30.613"" 21.909™ 20.023"

AF 8.659™ 0.108 3.813"

W: "p<0.05; "p<0.01; "p<0.001L.
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AT GBS = —0.096, p > 0.05)FIVFILKE x SUARLL MR (S = —0.493, p > 0.05) 5/ M &L
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Figure 2. Moderating effect of text-type mental arousal
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