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Factors that affect consumer trust in product
quality: a focus on online reviews and shopping
platforms
Eunsuk Sung1, Won Young Chung 1✉ & Daeho Lee1

The growing popularity of online shopping means that consumers must determine product

quality after they make a purchase decision and receive the product, a situation that is

directly related to the issue of consumers’ trust toward retailers. This study analyzes the

marginal willingness to pay for attributes that influence consumer trust and purchasing

decisions regarding products whose quality can only be determined after they are purchased.

We select six attributes that influence trust in online shopping: (1) price, (2) number of

reviews, (3) “star” rating, (4) review type (i.e., text, picture, and video), (5) length of text

reviews, and (6) shopping platform. We conduct a conjoint survey by categorizing brands as

famous and nonfamous and analyze the survey data using a multinominal logit model. The

results reveal that consumers prefer high star ratings, a large number of reviews, and a

trustworthy shopping platform, even if other similar products are less expensive. Additionally,

feeling confident about a product’s quality is more difficult for consumers in the case of

nonfamous brands, which they have not experienced, compared with famous brands. The

findings indicate that when consumers purchase products from nonfamous brands they are

willing to pay more for all six attributes. These results can help retailers establish pricing

strategies based on the value of trust by considering customer experience.
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Introduction

Online shopping allows consumers to search for and pur-
chase all types of products, regardless of time or place.
This convenience has led to explosive global growth in

online shopping. Moreover, finding product information and
comparing prices is easier online compared with in-person
shopping. These factors make online purchasing more attractive
to consumers. According to UN News (2021), online shopping as
a percentage of all retail sales increased dramatically in 2020,
from 16% to 19%. South Korea is an emerging nation char-
acterized by widespread, high-speed Internet access and smart-
phone use, which has contributed to a surge in online shopping.
In 2022, sales of online shopping malls in Korea were close to 210
trillion Korean won (KRW) (Statista, 2023). Over the past few
years, the volume of online shopping has also grown steadily
(Statista, 2023). This study investigates the key determinants of
online shopping experiences of Korean consumers and their
willingness to pay (WTP) for certain attributes in assessing pro-
duct quality. Despite the advantages and convenience of online
shopping, quality evaluation is difficult because consumers can-
not directly experience the products they are buying. In parti-
cular, purchasing experience goods (e.g., clothes and cosmetics)
online involves certain limitations, including the difficulty of
evaluating the quality of these products until they are experienced
in person. Consumers make purchase decisions on the basis of
information, including photos, provided by sellers. However,
sellers may display an image that is better than the actual product,
or they may be unable to provide accurate product information.
Consequently, in certain cases, consumers deem the quality of a
product when it is received to be different from what they
expected.

For this reason, a consumer’s trust in a product is an important
factor in online shopping. Previous studies mention trust as an
important factor due to its decisive effect on online purchase
decisions. In particular, trust is essential for experience-based
purchases (Grabner-Kraeuter, 2002). Thus, retailers expend much
effort to promote trust; however, consumers still continue to find
it difficult to make confident decisions when purchasing experi-
ence goods online. Online reviews (Fernandes et al. 2021; Tata
et al. 2020) and trustworthy shopping platforms (Hong and Cho,
2011) help provide consumers with confidence and convince
them to make a purchase. Brand value is also an important factor
in trust. According to Lau and Lee (1999), a brand’s reputation
influences trust in that brand. Muslim et al. (2019) propose that
brand image and trust exert a positive causal relationship on the
purchase of products from that brand. Ultimately, brand values
such as image and reputation influence trust in and product
purchases from that brand. However, having trust in experienced
goods, especially when shopping for them online, is difficult. For
this reason, people tend to shop online based on product reviews
posted by others or based on trust of a shopping platform
(Abedin et al. 2019; Lackermair et al. 2013; Wu and Lin, 2017).

Many studies note that online reviews affect decisions to
purchase or trust a product (e.g., Lackermair et al. 2013; Riasanow
et al. 2015), and others find that shopping platforms affect pro-
duct trust, although they only play a mediating role in product
sales. However, few, if any, studies combine these factors to
determine which are most important to and valued by consumers.
Thus, we pose the following question: which attributes of online
reviews and shopping platforms do consumers trust and ascribe
economic value to when purchasing experience goods?

No global, unified guidelines exist for online reviews that the
majority of consumers check before purchasing a product.
According to online shopping malls operated in different coun-
tries, consumers may or may not be compensated for writing
reviews, and guidelines vary widely. For example, in the United

States, Amazon does not compensate reviewers because it deems
that consumers perceive reviews as a monetary reward. However,
in China and Korea, consumers are economically rewarded for
writing reviews. One of China’s online shopping malls, Taobao,
proposed a rule to provide a small monetary compensation only
when a buyer leaves a positive review (Duan et al. 2019). Naver,
one of the largest shopping platforms in South Korea, has pro-
posed that buyers receive a reward when they purchase products
online and write a review, which could be positive or negative.
Thus, while the importance of reviews is increasing, no universal
global guideline exists for such reviews.

This study focuses on the fact that consumers are highly
dependent on reviews when purchasing experience goods online
(Bei et al. 2004; Huang et al. 2009) and that shopping platforms
want to generate trust among consumers (Sebastianelli and
Tamimi, 2018). We seek to determine which attributes are most
important to consumers in assessing product quality and the
economic value assigned to these attributes. Trust in a brand
varies according to the consumer’s impression of that brand’s
value (Lau and Lee, 1999); thus, we aim to identify which pro-
ducts hold greater economic value among those with and without
brand value. Hereafter, trust, as discussed in this study, is defined
as a factor that influences purchase decisions by boosting con-
sumer confidence in the quality of the product. The trust serves
important functions for consumers by reducing perceived risk in
online transactions and helping them to cope with uncertainty
(Pavlou et al. 2007). Uncertainty in this context refers to the
quality of products offered online, as assessing quality online is
more difficult than with traditional offline (in-person) purchases
(Grabner-Kraeute, 2002). Although online sellers provide infor-
mation about their products to consumers, uncertainty about
product quality remains, particularly with respect to experience
goods for which quality can only be evaluated after the consumer
experiences them first-hand. For example, the true quality of
clothes, a type of experience goods, can only be evaluated through
physical attributes such as fit and texture. Online reviews written
by previous customers provide an indirect experience for new
customers who are considering a purchase, helping them to assess
product quality and reducing product uncertainty (Hu et al.
2008). The existing literature proposes that reviews, star ratings,
and reliable shopping platforms can increase trust regarding
experiential products.

The remainder of this study is structured as follows. First, we
develop six key attributes that influence trust based on actual online
shopping malls and the existing literature. Second, we collect data
through a conjoint survey that presents products and services as a
combination of characteristics using an orthogonal design. Third, we
calculate average relative importance (RI) and marginal willingness
to pay (MWTP) based on the results of a multinomial logit model.
Finally, we suggest strategic implications based on the value of trust
to enhance consumers’ experiential factors.

Related literature
Factors influencing trust—online reviews and shopping
platforms
Online reviews
Number of reviews, star ratings, review types, and text
review length: Consumers rely on the content of reviews, num-
ber of reviews, and ratings to help in making purchase decisions
(Riasanow et al. 2015). Previous studies find that high star ratings
are more trustworthy and more reliable than low ones (Wu and
Lin, 2017; Hong and Pittman, 2020). Online reviews created by
previous consumers who have purchased the products are evol-
ving from text to photo and video formats. Image-based reviews
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improve consumers’ understanding of experience goods more
than search goods (Liu and Du, 2019). Xu et al. (2015) classify
online product reviews as based on text, images, and videos and
provide evidence that video-based reviews are more trustworthy
than text-based reviews, and Agrawal and Mittal (2022) show that
consumers prefer video reviews of products prior to purchasing
online. Shopping platforms in South Korea provide additional
reward points or mileage and encourage previous customers to
post lengthier reviews that include detailed information and use
of the product (Yi and Oh, 2021). Amazon suggests that written
reviews be at least 20 words and no more than 5,000 words. The
ideal length is 75–500 words (Amazon, 2022).

The majority of shopping platforms not only show content
provided by reviewers but also provide the total number of
reviews posted for a product and the average scores reviewers
gave, and text reviews, photos, and videos are categorized
separately. For text reviews, a shopping platform may set a
minimum and maximum for the number of characters a review
can include. In this manner, various attributes are combined in
reviews on shopping platforms to provide information to
potential purchasers and offer consumers confidence in the
product in different ways but it is important to know which
factors consumers consider more important.

Review guidelines of several countries: There are no universal
guidelines or clear standards for writing online reviews; each country
or shopping platform establishes its own standards. Many online
shopping platforms offer reward points or miles to customers who
write reviews, and these rewards can be exchanged for discounts on
future purchases, free products, or other perks. These programs can
help other buyers make purchasing decisions by considering reviews
about the experiences previous consumers had with the products.
For example, in South Korea, the platform Naver provides points
when a consumer writes a review. Additionally, sellers can freely set
and provide additional points for text, photo, or video reviews.
Sellers are paid the sales price, excluding the value of the points paid
to buyers. Sellers of household goods set 50 won for text reviews and
150 won for text and photo or video reviews, respectively. Sellers of
cosmetics pay buyers 150 won for text reviews and 350 won for text
and photo or video reviews (Table 1). Some platforms offer higher
rewards for reviews of specific products or services, while others
award a fixed number of points for all reviews. In other words, no
guidelines exist regarding the number of points sellers pay to buyers,
apart from points the platform provides for writing reviews. 11Street,
a global shopping portal service from South Korea’s leading shop-
ping portal company, offers a fixed number of points. Buyers receive
50 points for providing text and photos of 10 characters or more and
100 points for video reviews. These points can be used to obtain
discounts when purchasing other products in the future. Taobao, the
largest shopping platform in China, lacks a review reward program
that directly pays customers directly for their reviews. However,
Taobao sellers offer incentives to customers who leave positive
reviews, such as offering discounts or coupons on their next pur-
chase (Duan et al. 2019). Previous studies show that positive reviews
increase trust in sellers and allow them to sell the same product as
other sellers at a premium price (Guo et al. 2011). Amazon lacks an
official reward program for customers who write reviews but oper-
ates a program called Amazon Vine through which insightful
reviewers receive free products from vendors. This provides an
opportunity to share product experiences with other Amazon cus-
tomers, helping them make purchasing decisions.1

Shopping platform. To maximize product sales, retailers use mul-
tiple channels, not only building their own shopping malls but also
using shopping platforms provided by third parties. In South Korea,
there are different types of online retailers, characterized by Rha et

al. (2021) as online open markets (e.g., Gmarket) and online plat-
forms (e.g., Naver shopping). Currently, Korean open market
companies mainly consist of large open markets such as Coupang,
Gmarket, Auction, and 11Street. Online platforms (e.g., Naver
shopping) are bigger and more expansive than open markets. As an
example, Naver began as a search platform for comparing product
prices and connecting online shopping malls. It has expanded its
influence in the online market by providing a shopping platform
similar to an open market.

Previous research notes that well-known shopping platforms
can promote trust to help consumers make purchase decisions.
Sebastianelli and Tamimi (2018) organize virtual web pages for
Amazon (as an example of a famous shopping platform) and Nile
(a nonfamous shopping platform) to determine the impact of an
online shopping platform’s reputation on consumer trust. In this
study, we classify shopping platforms into three levels, namely
personal shopping malls independently operated by individuals
or companies, open markets that connect consumers and sellers,
and online platforms, which are more expensive than open
markets, such as information brokerage services.

Relationship between brand value and trust. Consumers with
high levels of trust in retail brands offline perceive those brands’
websites more favorably and are more likely to purchase from
them compared with other consumers (Zhang and Wang, 2021).
A trusted and universally recognized retail brand can take the
lead over a relatively small or new company in adopting a new
business format (Kim and Jones, 2009). As mentioned above,
evaluating the quality of experience goods is difficult before
purchasing and using them. However, once they experience the
quality of these goods, when consumers repurchase the same
brand, they already know the quality (Alba et al. 1997).

Consumers want to purchase products whose quality can be
understood through experience, and brand names reduce uncer-
tainty (Grabner-Kraeuter, 2002). Park and Lennon (2009) find that
well-known brands influence purchase intentions and an online
store’s image. Reputation is important in online shopping (Qalati
et al. 2021), and reputation-building is an important factor for
lesser-known vendors by informing them of return and refund
policies (Jarvenpaa et al. 2000). Positive online customer reviews
increase the value of unknown products and help weak brands to
create trust that is difficult to establish on their own (Ho-Dac et al.
2013). According to Liu (2023), famous brands reduce uncertainty
for consumers purchasing goods whose quality is difficult to
evaluate without first-hand experience. However, consumers face
difficulties making purchase decisions involving nonfamous brands
due to uncertainty. Thus, we examine the attributes that consumers
view as important for building trust in nonfamous brands.

Relationship between experience goods and online review. A
marketing viewpoint allows us to classify goods as either
experience goods or search goods based on the attributes of
product-related information. Search goods are products whose
characteristics consumers can clearly determine prior to purchase
(e.g., books). In contrast, experience goods refer to products
whose characteristics consumers can only know after purchase
(e.g., clothing) (Sebastianelli and Tamimi, 2018). Nelson (1970)
states that experience goods are those that consumers must
directly purchase and consume to evaluate quality. Experience can
also refer to creating a preferred brand through multiple pur-
chases. This study defines experience goods as products for which
consumers lack complete certainty regarding quality and char-
acteristics prior to consuming or using them.

The impact of online reviews may differ according to product
type. In this study, we focus on experience goods, as evaluating
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quality prior to purchase is difficult due to the nature of experience
goods, and thus consumers evaluate these products based on
information provided by the retailer and reviews written by other
consumers. An online shopping review is defined as a peer-
generated direct evaluation of the product (Mudambi and Schuff,
2010). Attribute-based reviews provide a robust informational
description of the product, while experience-based reviews provide
subjective and emotional content (Luan et al. 2016). Consumers of
experience goods tend to prefer experience-based reviews over those
that are attribute-based because the characteristics of the product
cannot be readily known before purchasing. Huang et al. (2009) find
that consumers spend more time looking at reviews when
purchasing experience goods than search goods, and Bei et al.
(2004) find that consumers seeking to purchase experience goods
frequently use online information provided by other consumers
because they value the source of online information and tend to use
online information more. As such, online shopping reviews provide
important information and help potential consumers make decisions
to purchase experience goods. As online shopping grows, consumers
can access more useful and valuable online product reviews, which
are a major factor in product evaluation (Luan et al. 2016).

Reviews written by consumers are an important factor in
decision-making for various product purchases, but the attributes
of reviews that are important for search versus experience goods
may differ. In this study, we recognize that making a purchase
decision involving experienced goods is risky due to the difficulty
of evaluating quality and obtaining information before purchas-
ing these products. We focus on the important attributes of
reviews and shopping platforms for experience goods that can
reduce uncertainty and influence customer trust.

Methodology
Conjoint analysis. We use conjoint analysis to analyze consumer
preferences and the economic value of online shopping attributes that
influence trust. Conjoint analysis refers to the product or service to be
analyzed as a combination of several attributes and attribute levels.
Underlying this notion is the theory of value proposed by Lancaster

(1966), which emphasizes that people decide whether or not to buy a
particular product based on a combination of product attributes.
Here, a hypothetical alternative card that represents goods or services
is presented to a survey respondent. In this manner, we create a
virtual environment similar to the experience of purchasing products
that consumers face. Respondents collect data via a choice, ranking,
or rating written on each card according to their preference, and a
researcher analyzes the respondents’ preference systems. Addition-
ally, this approach estimates consumers’ WTP based on a composi-
tion of attributes by understanding the degree to which the combined
attributes of the product influence consumers’ evaluations (Green
and Srinivasan, 1978).

To use a conjoint analysis, we must first determine the attributes
and attribute levels for alternative cards. The levels are determined
by referring to the existing literature and actual online shopping
malls for attributes that influence trust. We use six attributes (price,
number of reviews, star rating, type of review, length of text review,
and shopping platform) and corresponding attribute levels that
influence trust in online shopping, as shown in Table 2.

Multinomial logit model. We use a multinomial logit model, a
type of discrete choice model, as shown in Eq. (1):

Unj ¼ Vnj þ ϵnj ¼ ∑β0xnj þ ϵnj; ð1Þ

where Unj denotes the utility of consumer n when selecting
alternative j, β′ represents a vector that consists of estimates of
each attribute, xnj is the vector of attribute x, Vnj pertains to
observable attributes (i.e., number of reviews, star ranking, types
of review, the length of text reviews, and shopping platform), and
∈ refers to unobservable attributes.

Suppose a consumer, who possesses the same utility shown in
Eq. (1), selects alternative j between two alternatives (i or j)
because alternative j provides more utility than alternative i. In
this case, the multinomial choice model can be expressed as
shown in Eq. (2). The equation shows only two alternatives;

Table 1 Screenshots of reward points for writing reviews on online platforms and open markets in South Korea.

Shopping platform Online platform (Naver shopping) Open market (11Street)

Point system for
posting reviews
(text, photo, and
video)

Sellers are authorized to set the points rewarded for writing
reviews.

The shopping platform sets the points rewarded by sellers for
reviews
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however, in reality, more than two alternatives exist.

Pnj ¼ Prob Vni þ ϵni < Vnj þ ϵnj; 8 i≠ j
� �

¼ Probðϵni < ϵnj þ Vnj � Vni; 8 i≠ jÞ:
ð2Þ

The logit model assumes type-1 error (Gumbel distribution);
thus, the choice possibility can be expressed as shown in Eq. (3).

Pnj ¼
eVnj

∑i eVni
¼ eβ0xnj

∑i eβ0xni
: ð3Þ

Choice possibility indicates that when consumer n chooses
alternative j, this formula is called multinomial logit.

We calculate the relative importance (RI) and MWTP based on
the results of the multinomial logit model. Relative importance is
the influence of a given attribute, expressed as a percentage, when
selecting one of various alternatives and can be calculated using
part-worths. This study calculates the RI of each consumer, which
is divided by the number of consumers N. Finally, we calculate
the RI. In Eq. (4), the part-worth of attribute k refers to the value
obtained by multiplying the interval of the level of attribute k by
the estimated coefficient. RI is obtained by calculating the ratio of
attribute k to the sum of the partial values of all attributes.

RIk ¼
1
N

∑
N

n¼1

part� worthnk
∑k part� worthnk

´ 100: ð4Þ

MWTP is mainly used in economics and is referred to as the
monetary value of a consumer’s WTP in order to preserve one’s
utility per unit of specific attribute changes. In this study, we

calculate MWTP, as expressed in Eq. (5).

MWTPk ¼ � ∂Ui=∂xi
∂Ui=∂pi

� �
¼ � βik

βi priceð Þ

" #
: ð5Þ

Survey and data
Survey design. We selected six attributes, with 3, 4, 3, 3, 2, and 3
attribute levels, so combining them produces a total of 648
alternatives (3 × 4 × 3 × 3 × 2 × 3). However, selecting enough
respondents would be difficult if we used all 648 alternatives.
Therefore, we apply the fractional factorial design using the
orthogonal design embedded in SPSS Statistics 25 (IBM, Armonk,
NY), which produces 25 final alternatives. Among the variants of
conjoint analysis, we employ the choice-based one to identify
consumer preferences in online shopping.

An important feature of this study is that we distinguish between
famous and nonfamous brands, which are classified into two
categories. Therefore, a total of 50 choice cards are composed of five
choice situations, which are shown on five choice cards for each set.
The respondents decide on 10 choice cards (five cards each for
famous and nonfamous brands; see the sample alternatives in Fig.
1). For example, in a scenario in which long-sleeve T-shirts are to be
purchased, the respondents would select only one out of the five
alternative cards. Specifically, the respondents are instructed as
follows: considering price, number of reviews, star ranking, type of
reviews, length of text reviews, and shopping platform, choose the
preferred online shopping service. Five surveys each were
conducted for the purchase of famous (Nike brand) and nonfamous
(no brand name) products. The respondents answered a total of 10
questionnaires and examined 50 alternative cards. Figure 1 presents
a sample used in the conjoint survey.

Table 2 Attributes and attribute levels of online shopping.

Attributes Explanation and attribute levels

Pricea Explanation Price of the product in the online store (retailers sell products that are nearly the same but have slight differences)
Levels ① Price: 50,000 KRW

② Price: 52,000 KRW
③ Price: 54,000 KRW

Number of reviews Explanation Total number of reviews left by customers who have previously purchased the product
Levels ① 1

② 10
③ 100
④ 1000

Star ratings Explanation Average star rating of purchase reviews left by customers who have previously purchased the product (based on a
five-star rating)

Levels ① ★ (one-star rating)
② ★★★ (three-star rating)
③ ★★★★★ (five-star rating)

Review type Explanation Format of reviews from customers who have previously purchased the product
Levels ① Text reviews

② Text + picture reviews
③ Text + video reviews

Text review lengthb Explanation If the number of words in a text review is <20, it is classified as a general review; if the review has >300 words, it is
classified as a premium review

Levels ① General Reviews (<20 words)
② Premium Reviews (>300 words)

Shopping platform Explanation A shopping mall is divided into a personal shopping mall, open markets, and a personal shopping mall located on an
online platform provided by Naver shopping.
Hiphoper, Hyber, Stylec, and TheXshop are names of shopping malls

Levels ① Personal shopping mall (Hiphoper, Hyber)
② Open market (Gmarket)
③ Online platform (Stylec, TheXshop)

aKRW (Korean won) is the currency of Korea. As of April 3, 2023, 1 USD is equal to 1,315.00 KRW.
bWe excluded reviews that range from 20 to 300 words because too many examples would be included when making the choice cards. For example, not only 100-word reviews but also 300-word
reviews could be included in medium reviews; however, we cannot show all of these cases due to the limited number of choices established for the survey.
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Data collection. A total of 528 consumers participated in the
experiment over the period from April 28, 2021 to May 4, 2021.
The survey was conducted by a survey company in South Korea.
The online panel, created by the company, consisted of consumers
with experience in online shopping nationwide, covering various
age groups from 20 to 50 years, which includes millennials and
Generation Z. The questionnaire was intended for respondents who
have used online shopping (i.e., online, mobile, or both) services
within the last three months. Table 3 shows that the respondents
included 50.19% of men and 49.81% of women and was nearly
evenly distributed by age group (22.73%, 21.21%, 27.84%, and
28.22% for the 20–29, 30–39, 40–49, and 50–59 age groups,
respectively). In terms of occupation, office workers or technicians
(46.21%) account for the greatest proportion of the respondents.

Results
We seek to identify which attributes are relatively more important
in online shopping and the price consumers are willing to pay for
each attribute. The analysis is divided into two parts to determine
the importance and economic value from the consumers’ per-
spective. In the first part, we analyze consumer preferences and
MWTP for each attribute of online shopping, assuming that
consumers intend to purchase long-sleeved T-shirts, which are
experience goods. In the second part, products are classified as
either a famous manufacturer brand (Nike) or a lesser-known
manufacturer’s brand (no brand name). We analyze the impor-
tance and MWTP of each attribute in formulating strategies for
selling experience goods offered by famous and nonfamous brands.

Initial analysis. Table 4 shows that among the attributes of online
shopping services, the star rating is the most important factor for
consumers (RI= 28.75%). The star rating has a greater effect than
the number of reviews in evaluating product quality and increasing
purchase intention, a finding that is consistent with Flanagin et al.
(2014). The order of the relative importance of the other attributes

is as follows: number of reviews (RI= 17.38%), online platform
(RI= 12.03%), price (RI= 10.83%), premium reviews
(RI= 10.26%), open market (RI= 8.27%), picture reviews
(RI= 7.39%), and video reviews (RI= 5.10%). Interestingly, these
results indicate that consumers considered star rating, number of
reviews, online shopping platform, and premium reviews to be
more important than price when making an online shopping
decision. Lastly, we find that consumers prefer to shop on trusted
shopping platforms and prefer reviews written by other consumers.

Fig. 1 A sample alternative card in famous long-sleeve T-shirt brand survey questionnaire.

Table 3 Descriptive statistics.

Item Frequency Percentage

Gender Male 265 50.19%
Female 263 49.81%

Age 20–29 120 22.73%
30–39 112 21.21%
40–49 147 27.84%
50–59 149 28.22%

Education level High school or below 83 15.72%
University 49 9.28%
Bachelor 348 65.91%
Higher education (Masters
and PhD)

48 9.09%

Occupation Household 58 10.98%
Student 55 10.42%
Professional/free
vocational

57 10.80%

Office worker/technician 244 46.21%
Self-employed 35 6.63%
Service worker 24 4.55%
Elementary worker 25 4.73%
Unemployed 7 1.33%
Others 23 4.36%
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We calculate MWTP to determine the economic value of each
attribute, as shown in Table 3. When making online purchases,
consumers face uncertainty in evaluating product quality,
especially in terms of experience products. Consumers frequently
use reviews to address product quality uncertainty (Wu et al. 2013).
The MWTP for reviews is 6.428 KRW, increasing to 642.80 KRW
and 6428 KRW when the number of reviews reaches 100 and 1000,
respectively. In the case of a star rating, the MWTP per star is
2655.95 KRW. Based on this, products with average reviews of four
stars are expected to sell at a price that is 7967.85 KRW higher than
a similar product with one-star reviews. The respondents disclosed
that they would pay 2,730.21 KRW more for text+ picture reviews
and 1885.00 KRW more for text+ video reviews. Reviews with
pictures and/or videos can increase customer trust by providing
more intuitive information than text reviews alone. We define
reviews with over 300 words as premium reviews and find that the
MWTP for such reviews is 3790.43 KRW, which is higher than for
general reviews containing fewer than 20 words. Premium reviews
include more information about the consumer’s experience with
the product, which can increase consumer confidence and promote
purchase decisions (Mudambi and Schuff, 2010). This finding is
consistent with Cao et al. (2011), who find that longer reviews are
more helpful. To encourage customers to write premium reviews
after purchase, online shopping companies in South Korea offer
more rewards to consumers.

Sellers often sell the same products simultaneously through
shopping malls and platforms. Our results show that when
purchasing from a trustworthy shopping platform compared with
a personal shopping mall, the study participants were willing to
pay 4446.08 KRW and 3055.25 KRW on online platforms and
open markets, respectively. We found that even when a product
of similar quality is available, the amount that consumers will pay
varies according to the shopping platform. For example, a
product that can be purchased for 50,000 KRW at a personal
shopping mall can be priced as high as 54,446.08 KRW on an
online platform. Given this, we conclude that retailers will sell
more on trusted shopping platforms, such as online platforms or
open markets, than on personal shopping malls with 400 reviews.
Hence, using a trusted shopping platform to sell experience goods
is helpful in the early stages of a product’s life when no reviews
are posted. Consumers’ MWTP can be used as a reference for
online retailers in establishing pricing policies for their products.

Additional analysis (famous versus nonfamous brands). We
expect to see a difference in the importance of these attributes for
experience goods offered by famous versus nonfamous brands for
online shoppers, which we analyze separately here. Table 5 pre-
sents the results.

When purchasing a famous brand, the relative importance of
the attributes is as follows: star rating (RI= 28.75%), number of
reviews (RI= 17.38%), online platforms (RI= 12.03%), price

(RI= 10.83%), premium reviews (RI= 10.26%), open markets
(RI= 8.27%), picture reviews (RI= 7.39%), and video reviews
(RI= 5.10%). However, when purchasing a nonfamous brand the
relative importance for the attributes is somewhat different, as
follows: star rating (RI= 29.18%), number of reviews
(RI= 18.39%), online platforms (RI= 11.69%), premium reviews
(RI= 10.36%), price (RI= 9.49%), open markets (RI= 7.86%),
picture reviews (RI= 7.09%), and video reviews (RI= 5.95%).
For nonfamous brands, premium reviews were considered to be
more important than price, but not for famous brands.

Analyzing the respondents’ MWTP, we find they would pay
642.80 KRW to purchase a product from a famous brand when the
number of reviews is 100. However, respondents answered that they
would pay 776.30 KRW to purchase nonfamous products with the
same number of reviews. This suggests that when consumers
purchase products from nonfamous brands, they prefer one with
reviews to reduce quality risks, even when the product is more
expensive than a similar product that has fewer reviews. In the case
of star rating, the respondents would pay 2655.95 KRW more and
3076.04 KRW more to purchase a product from famous and
nonfamous brands, respectively. For reviews with a picture and text,
the respondents would pay 2730.21 KRW and 2988.61 KRW to
purchase products from famous and nonfamous brands, respec-
tively. In the case of video reviews with text, they would pay 1885.00
KRWmore for famous brands compared to 2509.49 KRWmore for
nonfamous brands, and for premium reviews, they would pay
3790.43 KRM more and 4368.33 KRW more for famous and
nonfamous brands, respectively, compared with general reviews. In
the case of open markets, they would pay 3055.26 KRW and
3313.40 KRW more for famous and nonfamous brands, respec-
tively. Moreover, the respondents stated that they would pay
4446.08 KRW and 4931.55 KRW for famous and nonfamous
brands, respectively, on online platforms. These results suggest that
brands that are relatively unknown can sell products at a higher
price using shopping platforms. We also find that products sold on
shopping platforms can receive many choices from consumers.
Another interesting result is that MWTP is higher when consumers
are purchasing nonfamous brands across all attributes. The same
result is seen in Zhu and Zhang (2010), who find that when
consumers purchase a game that is also an experience good,
consumer reviews are more influential for less popular games
compared with those for popular games. Our results show that
nonfamous brands command a relatively high MWTP because
consumers trust online platforms and open markets more than they
do famous brands. This finding is consistent with previous studies
that show the reputation of shopping platforms influences initial
trust formation (Sebastianelli and Tamimi, 2018).

Conclusion and study limitations
Discussion and implications. We examine six attributes related to
online reviews and shopping platforms that influence consumer

Table 4 Results for online sales of long-sleeved T-shirts (famous brand: Nike).

Attribute Attribute scale Coefficient (std. err) Relative importance (%) MWTP (KRW)

Price KRW (\) −0.0002*** (0.0000) 10.83 –
Number of reviews Number 0.0011*** (0.0000) 17.38 642.80/100 reviews
Star rating Number 0.4446*** (0.0156) 28.75 2655.95
Picture review Yes/no 0.4570*** (0.0673) 7.39 2730.21
Video review Yes/no 0.3155*** (0.0704) 5.10 1885.00
Premium review Yes/no 0.6345*** (0.0511) 10.26 3790.43
Open markets Yes/no 0.5114*** (0.0583) 8.27 3055.26
Online platforms Yes/no 0.7442*** (0.0746) 12.03 4446.08

*std.err means standard error.
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trust. When consumers buy experience goods online, they parti-
cularly value reviews and the type of shopping platform. Kim et al.
(2012) find that trust is the most important factor in purchase
decisions, which is consistent with the findings in this study; that is,
reviews and shopping platforms are the most important attributes
in online purchase decisions. Specifically, the most important
attribute for consumers in selecting an online shopping service is
star rating (RI= 28.75%; MWTP= 2655.95 KRW per star).

Premium reviews (those with more than 300 words) have a
higher MWTP than of general reviews because premium reviews
increase the quality of information. The lengthier the review, the
more information; therefore, consumers are more interested in
longer reviews and evaluate them as useful (Salehan and Kim,
2016).

The trust provided by the platform in online shopping reduces
the risk created by the uncertainty consumers face regarding
products and purchase decisions. E-retailer reputations exert the
greatest influence on building initial trust (Sebastianelli and
Tamimi, 2018). The respondents reported that when using a
trustworthy shopping platform, they would be willing to pay
4446.08 KRW and 3055.26 KRW for online platforms and open
markets, respectively, instead of personal shopping malls. Thus,
the preference for online platforms and MWTP were significantly
different versus open markets.

The majority of shopping platforms impose referral fees on
sellers, with online platform fees (e.g., Naver) of approximately
5% and open market fees (e.g., Gmarket) of approximately 13%.
Online platforms have the advantage of strong consumer
preference and MWTP but produce lower sales commissions
than open markets do. This difference has implications for
building trust with consumers and increasing sales in the early
stages of a product’s life. If no reviews or star ratings are posted
for experience goods, it is difficult for consumers to make
purchase decisions. Online shopping vendors that use a trusted
shopping platform improve their chances of being selected by
consumers.

Our study shows that when purchasing a nonfamous brand,
consumers assign high levels of importance to star ratings, the
number of reviews, premium reviews, and the type of online
platform rather than the price. Interestingly, MWTP is higher
when consumers are making a decision to purchase nonfamous
brands than when buying famous brands across all attributes
studied. In other words, consumers rely more on reviews when
purchasing nonfamous brands. For example, when deciding
where to buy a similar product from a nonfamous brand,
consumers show a willingness to buy from a large shopping
platform even if they have to pay more than they would pay for
a famous brand (4931.55 KRW more versus 4446.08 KRW
more). Using conjoint analysis, we identify the attributes that
consumers consider to be influential in purchasing products.
Keen et al. (2004) noted that the retail format (Internet, catalog,

and retail) is more important than the price for a CD, which is a
low-cost, low-risk product; however, price is more important
for a computer, which is a high-cost, high-risk product. For
low-cost, low-risk products, consumers show higher levels of
MWTP at higher prices to obtain the product quickly. This
result is consistent with previous findings that consumers are
more willing to pay for nonfamous brands than for famous
brands when purchasing products because predicting quality is
difficult. Without brand awareness, it takes more effort for
consumers to evaluate attributes and make decisions. Thus,
reviews exert a greater impact on sales for weak brands than for
strong brands.

This study provides insights into the online shopping industry and
other business practitioners. Many existing studies related to trust in
online shopping focus on determining the factors that influence trust,
but few studies categorize and analyze the characteristics of consumer
goods in detail. The results here indicate that experience goods,
reviews, star ratings, and shopping platforms can increase product
trust and that consumers may be willing to pay more for products of
the same perceived quality. Online shopping companies in South
Korea offer points/mileage to buyers who write reviews based on
their experience with a given product. Online shopping sellers offer
cashback, mileage, and rewards for consumers who write positive
reviews, which can influence consumer purchase decisions (Duan
et al. 2022). However, to the best of our knowledge, there is no data
regarding the degree of importance of these reviews; thus, rewards are
set based on a company’s discretion. Our results provide guidelines
on the value of consumer reviews to online shopping companies
across different types of shopping platforms. In the case of
nonfamous brands, assessing product quality is difficult. Our results
confirm that the price that consumers are willing to pay differs
according to reviews and type of shopping platform for the difference
between brands. A seller pays a referral fee to sell in a store on a
shopping platform (e.g., Amazon or eBay). When a product of
similar quality is sold on trusted shopping platforms, consumers are
willing to purchase it even if the price is higher. Based on these
results, online shopping companies can consider whether or not
selling in a store on a shopping platform can result in higher sales,
even if they have to pay a sales commission. In the case of experience
goods and nonfamous brand products, we find that reviews, star
ratings, and types of shopping platforms can increase product trust
and serve as a basis for gaining the trust of consumers.

Limitations and suggestions for future studies. Our study has
certain limitations. First, our analysis is limited to experience
goods, so the generalizability of the results may be limited. Future
research could be extended to other product groups, such as
search goods, building on these results.

Second, due to the use of conjoint analysis, we could not
apply all combinations of attributes and attribute levels. Thus,

Table 5 Estimation results for a nonfamous long-sleeved T-shirt brand (no brand name).

Attributes Attribute scale Coefficient (std. err) Relative importance (%) MWTP (KRW)

Price KRW (\) −0.0002*** (0.0000) 9.49 –
Number of reviews Number 0.0012*** (0.0001) 18.39 776.30/100 reviews
Star rating Number 0.4620*** (0.0158) 29.18 3076.04
Picture review Yes/no 0.4489*** (0.0689) 7.09 2988.61
Video review Yes/no 0.3769*** (0.0706) 5.95 2509.49
Premium review Yes/no 0.6561*** (0.0513) 10.36 4368.33
Open markets Yes/no 0.4976*** (0.0585) 7.86 3313.40
Online platforms Yes/no 0.7407*** (0.0756) 11.69 4931.55

*std.err means standard error.
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the study considered several sub-attributes based on an analysis
of the existing literature and the judgment of the researchers.
Moreover, conjoint analysis poses unavoidable limitations.
Therefore, the attribute levels that influence trust that the
study did not consider should be expanded and analyzed.

Third, to determine the MWTP, we chose clothing as our
experience good, calculated the representative price by referring
to actual online shopping, and conducted a survey. We verified
prices through three pilot surveys and literature studies; however,
the price range used and the difference between the lower and
higher price ranges could be expanded. Additional research using
other product groups and price ranges would provide useful
information for retailers.

Fourth, despite the rapid development of online shopping, risks
remain when making purchase decisions. We analyze the RI of
shopping platforms, MWTP, and reviews as factors of trust that
can compensate for difficulties in purchasing goods online. Naver,
which was classified as a search engine in South Korea until
recently, is expanding its influence on online shopping by
combining search services with fees that are lower than those of
other open markets. Meanwhile, Google, the leading global search
engine, intends to move into the online shopping market by
strengthening its shopping search function. Therefore, future
studies should conduct additional research to expand the types of
platforms to include global search engines and open markets.

Fifth, in the case of a discrete choice experiment, there is a
possibility of attribute non-attendance or deliberate randomiza-
tion. In this study, either or both may have occurred due to the
cognitive effort of having to make 10 choices. However, people
have substantial experience reviewing choices in the digital world,
and this is a familiar subject. In addition, the deliberate subjects
may not occur because we ensured that the number of attributes
did not exceed seven, which is the maximum number that can be
memorized; thus, excessive cognitive efforts would not be
required. Further studies could aim to address this by dividing
subjects into famous and nonfamous goods.

Lastly, this study presents research that can be analyzed with
a mixed logit model, which is similar to existing studies.
However, we used the multinomial logit model to compensate
for the less favorable heterogeneity of the consumers who write
the reviews. The attributes valued by consumers who write
reviews differ according to the brand (or lack thereof) of
experience goods sold in online shopping platforms. Therefore,
considering the differences in the amount the consumers are
willing to pay for each attribute is noteworthy. Researchers
could re-analyze this aspect using a mixed logit model in a
future study.

Data availability
The datasets generated during and/or analyzed during the current
study are available from the corresponding author on reasonable
request.
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