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Abstract

Online reviews have become a primary reference for consumers when selecting products or ser-
vices. It is worth exploring of the impact mechanisms of format diversity and sociability in the
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presentation features of online reviews on consumer purchase intentions. Based on relevant con-
cepts of online reviews, the study introduces the variables of perceived usefulness and perceived
entertainment from individual cognitive and emotional perspectives, the SOR-based research model
was established. Taking into account cultural differences between China and the United States,
this paper conducts empirical research on the impact of format diversity and sociability of online
reviews on consumer purchase intentions using subjective survey data from Chinese and Ameri-
can consumers. The study reveals that both the format diversity and sociability of online reviews
positively influence consumers’ perceived usefulness and perceived entertainment, thereby posi-
tively affecting purchase intentions. This research contributes to the construction of a rational on-
line review system for e-commerce platforms and businesses, the formulation of effective mar-
keting strategies, and the further improvement of management mechanisms.
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Table 2. The scale of the formal questionnaire
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Table 3. Demographic information for Chinese and US data
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Figure 1. Results of model checking based on Chinese data
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Figure 2. Results of model checking based on US data
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