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Abstract With the rapid development of network technology, online shopping has been constantly growing, and how to make better use of the

dissemination effect of online comment has become an imperative and practical issue. Based on review of the existing literature, this paper es-

tablished the theoretical research model and used the literature research and empirical research combined method to analyze the impact of online

comment on purchase intention of college student consumers under online shopping. The research results indicate that the quantity, quality, va-

lence and timeliness of online comments exert a significant impact on the purchase intention of college student consumers.
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1 Introduction

Domestic and foreign scholars have carried out extensive resear-
ches about online comments. Chrysanthos pointed out that the on-
line feedback mechanism can effectively disseminate enterprise in-
formation and play an important role in management activities such
as developing potential users, retaining frequent users, and build-
ing brand""'; Duan et al. that the comment content is not impor-
tant, what counts is the comment quantity’”’. From four dimen-
sions of comments, namely, the quality of comment content, the
credibility of commentators, the timeliness of the comments, and
the quantity of comments, Zheng Xiaoping studied the impact of
online comments and concluded that: the quality of the comment
content, credibility of commentator, the quantity of comments
have a great impact on purchase decision of consumers, while the
timeliness of the comment exerts little influence on purchase deci-
sion of consumers”'. According to research results of Qin Wu,
the positive, quantity, form, and time of online comment are di-
rectly proportional to impulsive purchase intention of online shop-
pers'*.

Previous researches focused on three main factors, namely,
characteristics of commentators, characteristics of online com-
ments, and characteristics of receivers. However, there are few
researches about the characteristics of the online comments, and
less about the impact of online comments on the purchase intention
of college student consumers. In this situation, we explored the
impact of the quality, quantity, valence, and timeliness of online
comments on the purchase intention of college students, so that the
online shopping platform and companies will attach great impor-
tance to the characteristics of online comments and strengthen the
management of online comment communities and the establishment

of comment mechanism, so as to enrich the decision-making stand-
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ards of online shopping. This study will enrich and deepen the
theory of online comments, and test the applicability of online
comment related theory in college students, and will have strong
theoretical significance. Based on the discussion of the impact of
online comments on the purchase intention of college students, we
analyzed the characteristics of online comments and came up with
improvement recommendations, which are favorable for consumers
making shopping decisions and shopkeepers improving their prod-
ucts or services, thus it will have strong practical significance for

consumers and shopkeepers.

2 Literature review

The rapid development of technology allows consumers to commu-
nicate with each other in a diversified way. Then, with the emer-
gence of information technology, the online comment appeared
with the Internet as communication media. Since Chatterjee pro-
posed the concept of online comment, more and more scholars
started to study online comments"’. Brickart and Schindier stated
that comments can be made in the form of online comment, mail
package, and distributed e-mail system, one-to-one mail, instant
messaging, and chat room, in which the online comment is the
most important one'®’. Bickart et al. held that online comment is
a platform for consumers to express their opinionsm. Park and
Zhai Likong further pointed out that there are positive and negative

. [8,9]
online comments

In the opinion of Liu Shunli, online com-
ment is based on online shopping experience of consumers for
goods and services they purchased™’.

The purchase intention of consumers is generally closely re-
lated to the final purchase decision, and the purchase intention
can well predict subsequent purchase behavior. Domestic and for-
eign scholars defined the purchase intention from different per-
spectives. Dodds, Grewaletal, Schiffilla and Kanuk and Han Rui
and Tian Zhilong contended that purchase intention is the subjec-

tive probability or probability of buying a product or brand'" "'
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Fishbein, Engel et al. and Mullet stated that purchasing intention
is the subjective purchase tendency of consumers and it can pre-

(-5 In this study, we defined

dict their consumption behavior
the purchase intention as the inclination degree of consumers to
purchase a product or service.

Many domestic and foreign scholars have studied the impact of on-
line comments on the purchase intention of consumers from differ-
ent perspectives. Chatterjee argued that online comments have a
positive effect on sales activity of enterprises’”. Duan et al. be-
lieved that the content of customer comment is not important and
what counts is the quantity of comments made by customers”’.
Chrysanthos pointed out that the online feedback mechanism can
effectively disseminate enterprise information, and is conducive to
management activities such as developing potential users, retai-
ning frequent users, developing products, building brand build-
ing'"". According to Nan et al. , consumers have different inten-
tion and ideas, so their comments are different and subjective,

1) Domestic scholars Feng Jiany-

which may mislead consumers
ing et al. believed that the individual characteristics of consum-
ers, external and internal clues of the product, and socio-econom-
ic factors will affect purchase intention of consumers'"”’. Pan Yong
and Kong Dong stated that the comment of the credibility of the
e-commerce website will affect the choice of consumers'™ ; Liu
Yueyi said that the quantity of online comments, the quality of the
first comment content, and the credibility of consumers exert a sig-
nificant positive effect on purchase decision of consumers'™’,
while the impact of the timeliness of their comments is not high'*’.
Zhou Jingjing further pointed out that the quality of the comments
and the quantity will significantly influence consumer brand aware-
ness and brand comment, and credibility of commentators will
bring about the bandwagon effect’™” ; the order of impact on brand
decision-making is the credibility of commentators, the quantity of
comments, the quality of comments, and the valence of com-
ments, while the credibility of commentators has the greatest im-
pact on cutting down the decision-making time. According to re-
search results of Qin Wu'*! | the positive, quantity, form, and
time of online comment are directly proportional to impulsive pur-
chase intention of online shoppers. According to existing resear-
ches, the purchase intention of consumers is mainly influenced
from four main factors, namely, source of online comments, char-
acteristics of commentators, characteristics of online comments,
and characteristics of receivers. However, the above researches
are mainly qualitative analysis, they lack quantitative analysis of
college students, and the relevant literature also cares little about
characteristics of online comments. Thus, we took online com-
ments as a starting point to study the impact of online comments on

purchase intention of consumers from four dimensions.

3 Research design and hypotheses
3.1 Building of the research model Taking online college
student consumers as study objects, we studied the impact of on-

line comments on the online purchase intention of college students

from four aspects; the quality of online comments, the quantity of
online comments, the valence of online comments, and the timeli-
ness of online comments. We took these four factors as independ-
ent variables, and took the purchase intention of college student
consumers as dependent variables. We built following theoretical

model.

Quality of online comments

Purchase intention
»| of college student
consumers

Quantity of online comments

Valence of online comments

Timeliness of online comments

Fig. 1 Research model

3.2 Research hypotheses Based on the above analysis, we
put forward the following hypotheses from the purpose of research
and related theories:

The relation between the quality of online comments and the
purchase intention; The quality of online comments refers to
whether the comment content is real and reliable, whether they
can provide other online shopping users with a lot of useful infor-
mation, and the correlation between content and product of com-
ment. The form of online comments refers to the detail, accuracy,
relevance, completeness of comments, and appropriateness of the
manner in which the information is provided. Since there are many
similarities between the quality and the form of online comments,
we combined them together and called them as the quality of on-
line comments. Zheng Xiaoping pointed out higher quality com-
ments will have higher impact on purchase decision of consum-
ers”’, and Zhou Jingjing also stated that the quality of online
comments positively affects brand cognition™’. This indicates that
the quality of online comments will have certain impact on the pur-
chase intention. Therefore, we put forward following hypothesis ;

H, The quality of online comments significantly affects pur-
chase intention of college consumers.

The relation between the quantity of online comments and the
purchase intention: Generally, the quantity of online comments is
a signal of product popularity. Usually, consumers often consult
the comments of others to reduce or even eliminate the risk when
they do not fully know the product information. If there are more
online comments, consumers will get more information, then they
can understand the products to be purchased better, they will have
higher purchase intention. Zheng Xiaoping"' pointed out that the
more online comments, the higher impact there will be on pur-
chase decision of consumers. Therefore, we put forward following
hypothesis ;

H, The quantity of online comments significantly affects pur-
chase intention of college consumers.

The relation between the valence of online comments and the
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purchase intention: The valence of online comments refers to
whether the information delivered by online comments is positive
or negative. The valence can be positive, negative or neutral.
Both the positive and negative comments may affect the purchase
intention of the consumers. Positive online comments will increase
confidence of consumers in the product and enhance their purchase
intention, while negative online comments can undermine confi-
dence of consumer and lower their purchase intention. Zhou
Jingjing held that the valence of online comments positively affects

[20]

brand cognition'™" , while Zhai Likong pointed out that negative

online comments have a greater impact on purchase intention of

h .. li 9]
consumers than pOSlthe online comments .

Therefore, we put
forward following hypothesis

H, The valence of online comments significantly affects pur-
chase intention of college consumers.

The relation between the timeliness of online comments and
the purchase intention; The timeliness of online comments refers
to whether the information of online comments is new and whether
the information update is timely. If the timeliness of online com-
ments is different, the impact on purchase intention of consumers
will be different. According to research of Zheng Xiaoping, the
higher the timeliness of online comments, the greater impact they
will exert on purchase decision of consumers"™ . Xiao Ling pointed
out that the higher the timeliness of online comments, the lower

the risk perceived by consumers"™'’.

Therefore, we put forward
following hypothesis ;

H, The timeliness of online comments significantly affects
purchase intention of college consumers.
3.3 Research design
3.3.1 Collection of samples. In this study, we are intended to
explore the inherent mechanism of the impact of online comments
on purchase intention of college student consumers under online
shopping, so we took students of colleges in Wuhan as objects of
questionnaire. Copies of questionnaire were distributed and col-
lected in colleges and www. sojump. com. In total, 600 copies of
questionnaire were sent out, 550 copies were collected, and 530
copies were valid, the effective response rate was 88% .
3.3.2 Description of variables. In this study, we mainly consid-
ered two variables: the online comments ( the quality, quantity,
valence, and timeliness) and the purchase intention. For the
quality dimension, quantity dimension, valence dimension, and
timeliness dimension, we mainly referred to Zheng Xiaoping"'
Zhou Jingjing™ | Wang Xiaoxu'”’ and Qin Wu'*' | respectively.
On the basis of their researches, we made appropriate expansion
and modification of specific indicators. For the measurement of
purchase intention, domestic and foreign scholars set different
measurement items. Berkowitz and Walton measured the purchase
intention of consumers through directly asking whether they would
buy the product'™’ | while Jiang Xiaodong measured the purchase
intention of consumers according to the possibility of consumers
. With reference to 5
items ( high possibility of purchase, worth purchasing, plan to

buying fake products in the coming year

purchase, recommend to others, and intended to purchase) pro-
posed by Dodds, Monroe and Grewal, and Grewal and Krishman
and 4 items (high possibility of purchase, keen to purchase, rec-

ommend to others, and as preferred choice) put forward by Yan

0] , we made appropriate alteration as necessary.

Meng
4 Empirical results and analyses
4.1 Basic characteristics of samples
Table 1 indicate that women accounted for the majority (51.9% of

The statistical results in

the total) and men were a few (48.1% ), reflecting that women
were slightly more than men in the online shopping community of
college students. As to the monthly disposable income, 42. 5%
spent 800 — 1000 yuan, 30.2% spent 1000 — 1500 yuan, 17.9%
spent less than 800 yuan, and 9. 4% spent higher than 1500
yuan, reflecting that college students had relatively low disposable
income due to no income source. As to the online shopping experi-
ence, 46.2% had 1 -3 years and 33.0% had more than 3 years.
For the times of monthly online shopping, 66. 0% had 1 -3
times, indicating that college students were relatively restrained in
the online shopping. For the average monthly consumption of on-
line shopping, 25.5% spent less than 100 yuan, 39. 6% spent
100 - 200 yuan, and 24. 5% spent 200 — 300 yuan, and most
students spent below 300 yuan, which is consistent with the facts.
As to the reference to the online comments, 77. 9% students re-
ferred to online comments.

Table 1 Statistics of descriptive variables of samples

Indicator Indicator  Quantity of Percentage
value samples %
Sex Male 255 48.1
Female 275 51.9
Monthly disposable income // yuan = 800 95 17.9
800 — 1000 225 42.5
1000 - 1500 160 30.2
= 1500 50 9.4
Online shopping experience // years 0 10 1.9
0-1 100 18.9
1-3 245 46.2
=3 175 33.0
Average monthly online times 1-3 350 66.0
3-5 105 19.8
5-7 55 10.4
=7 20 3.8
Average monthly online consumption//yuan = 100 135 25.5
100 -200 210 39.6
200 -300 130 24.5
= 300 55 10.4
Reference to comments Yes 405 77.9
No 115 22.1

4.2 Reliability and validity analysis of the scale

find out the consistency and reliability of the questionnaire, we

In order to

tested the reliability test for 4 dimensions of online comments.
Test results (listed in Table 2) indicated that Cronbach’s o values
of the quality of the online comments, the quantity of online com-
ments, the valence of online comments, and the timeliness of on-
line comments were 0.899, 0.849, 0.707, and 0. 924 respective-

ly. The Cronbach’s a in the model was greater than 0.7, indica-
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ting that the consistency of the model is high and the measurement
results are reliable and stable. The cumulative explanation rate of
factor analysis is up to 75.758% . From the rotated factor load and
group, it can be seen that the factor load of each indicator is high-

Table 2 Reliability and validity test of variables

er than 0.7 and the KMO value is 0. 881. The Sig value of Bartlett
sphericity test is 0. 000 <0. 01, very significant, reflecting that
the goodness of fit is excellent and the validity of scale is high.

Indicator Ttem

Rotated factor load Cronbac’s

Quality of online comments Question 1
Question 2
Question 3
Question 4
Question 5
Quantity of online comments Question 6
Valence of online comments Question 1
Question 2
Question 3
Timeliness of online comments Question 1
Question 2
Question 3
Purchase intention Question 1
Question 2
Question 3

Question 4

884 0.899

710

839

787

874

797
0.847
0.910
0.875

0.849

0.816
0.745
0.821

0.707

0.915
0.927
0.872
0.900

0.924

0.904

4.3 Correlation analysis The correlation analysis is to study
the closeness of different variables and reveal the strength of statis-
tical relationship between things. It is generally believed that when
the absolute value of the Pearson coefficient is greater than 0.3 and
the probability P of the test statistics is less than a given signifi-

cance level o (0.05), there is a significant correlation between

Table 3 Correlation between influencing factors and purchase decision

the two variables. In this study, we used the common Pearson cor-
relation analysis to test the relationship between 4 independent var-
iables (the quality of online comments, the quantity of online com-
ments, the valence of online comments, and the timeliness of on-
line comments) and the dependent variable (purchase intention).

Influencing factors Quality Quantity Valence Timeliness Purchase intention
Purchase intention Pearson correlation 0.894** 0.808 " * 0.824" 0.737"* 1

Quality Pearson correlation 1 0.770 " * 0.782* " 0.729* * 0.894* "
Quantity Pearson correlation 1 0.767" " 0.619" " 0.808 " "
Valence Pearson correlation 1 0.665" " 0.824"
Timeliness Pearson correlation 1 0.737" "

Note: ™ denotes significance level of 0.01 (two-tailed), and * denotes significance level of 0.05 (two-tailed).

According to Table 3, the coefficient of correlation between
the quality of online comments, the quantity of online comments,
the valence of online comments, and the timeliness of online com-
ments and the purchase intention is 0. 894, 0. 808, 0. 824, and
0.737 respectively, indicating that the quality of online com-
ments, the quantity of online comments, the valence of online
comments , and the timeliness of online comments have high corre-
lation with the purchase intention.

4.4 Regression analysis The correlation analysis can indicate
if there exists correlation between factors, while the regression
analysis can further analyze whether there is causal relationship
between factors. Here, we applied the stepwise regression analysis
method to study the causal relation between influencing factors and

purchase intention.

Table 4 Goodness of fit test for the regression model
Model R R? Adjusted R*>  Estimated standard error
1 0.927a 0.859 0.853 0.28398

a. Predictive variable: (constant), timeliness, quantity, valence, and quality

Table 5 Residual error of the regression model

Model Square sum Mean square F Sig.
Regression 49.449 12.320 153.288  0.000
1 Residual error 8.145 0.081
Total 57.59%4

From Table 4 and Table 5, the adjusted coefficient of deter-
mination R* is 0. 853, indicating that the regression equation is
representative to a certain extent. The significance probability of
the coefficient of determination F being 153.288 is 0. 000, reac-
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hing the significance level.

Table 6 Regression coefficient and significance test

Non-standardized coefficient

Standardized coefficient

Model - — t Sig.
B Standard error Trial edition

1 ( Constant ) -0.046 0.154 - -2.96 0.768
Quality 0.496 0.073 0.493 6.819 0.000
Quantity 0.191 0.064 0.193 2.988 0.004
Valence 0.234 0.074 0.213 3.173 0.002
Timeliness 0.098 0.047 0.117 2.084 0.040
Sex 0.063 0.056 0.043 1.120 0.265

a. Dependent variable: purchase intention

From Table 6, the regression analysis of the quality, quanti-
ty, valence and timeliness of online comments to the dependent
variable purchase intention is significant, and the significance
probability of B coefficient of 4 variables is below 0.05. The 8 co-
efficient of the control variable sex is 0. 265 > 0. 05, which
means no impact, so it should be excluded.

We obtained following regression equation

The degree of purchase intention = — 0.046 + 0.496 quali-
ty + 0.191 quantity + 0.234 valence + 0.098 timeliness. Ac-
cording to data analysis results, we tested hypotheses and the test
results are as follows:

H, (The quality of online comments significantly affects pur-

chase intention of college consumers) holds true.

Table 7 Results of hypothesis test

H, (The quantity of online comments significantly affects pur-
chase intention of college consumers) holds true.

H, (The valence of online comments significantly affects pur-
chase intention of college consumers) holds true.

H, (The timeliness of online comments significantly affects
purchase intention of college consumers) holds true.
4.5 Results

the basic characteristics of samples, the results show that the sam-

Through the analysis on descriptive statistics of

ple data achieved the purpose of the study. Test results of reliabil-
ity and validity indicate that they meet the study requirement. In
this process, we tested the hypotheses with the aid of SPSS17.0
statistical software.

Table 7.

The hypothesis test results are listed in

Hypothesis Conclusion
The quality of online comments significantly affects purchase intention of college consumers True
The quantity of online comments significantly affects purchase intention of college consumers True
The valence of online comments significantly affects purchase intention of college consumers True
The timeliness of online comments significantly affects purchase intention of college consumers True

5 Conclusions and recommendations
5.1 Conclusions

study objects, we studied the impact of online comments on the on-

Taking online college student consumers as

line purchase intention of college students from four factors; the
quality of online comments, the quantity of online comments, the
valence of online comments, and the timeliness of online com-
ments. Taking the purchase intention of college students as de-
pendent variables, we carried out regression analysis. We conclu-
ded that the quantity, quality, valence and timeliness of online
comments exert a significant impact on the purchase intention of
college student consumers.
5.2 Recommendations (i) Online shopping platforms should
fully improve their online comment mechanism. With the advent of
the information era, the volume of information that people are ex-
posed to becomes larger, and people will always face problems dif-
ficult to make decisions. In addition to the information asymmetry
between shops and consumers in online shopping, the mechanism
that can help consumers making decision becomes particularly im-
portant. Although the current online shopping platforms have es-
tablished the online comment mechanism, it still needs to be fur-

ther improved. Take the largest online shopping platform C2C -

Taobao as an example, consumers may comment on product quali-
ty, service, and can make additional comment, but other consum-
ers can not comment on those comments, shops may forge com-
ments. Therefore, online shopping platform should continue to im-
prove the online comment mechanism, to promote consumers to
make scientific decision-making of purchase, so as to bring large
volume of sales to the online shopping platform. (ii) Shops should
strengthen the management of the community of online comments.
They should seriously and actively respond to consumer comments,
take incentive measures to improve the quality of online comments,
encourage consumers to update comments and make positive com-
ments, such as offer a certain amount of discounts, shop coupons,
points for products, and gifts, in order to serve customers better
and also help shops to improve customer satisfaction and loyalty,
and stimulate the purchase intention of college students. (iii) Col-
lege students should reasonably and effectively use online com-
ments during online shopping. As college student consumers, they
have high ability of expressing their ideas, so they should make
high-quality, clear-cut, timely and effective comments as much as
possible, to help other consumers make correct decisions. This
study is expected to provide certain guidance for college student
consumers. During online shopping, they may take online com-
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ments as reference, and pay attention to the quality, quantity, va-
lence and timeliness of online comments, to help themselves make
correct shopping decision.
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