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An Examination of the Data 
Quality of Online Reviews:
Who Do Consumers Trust?
Donna Weaver McCloskey, Widener University, USA

ABSTRACT

This research synthesizes the information systems and marketing research by considering the
usefulnessofonlineproductreviewsinthecontextofWangandStrong’sDataQualityFramework.
Itexaminestheextenttowhichareview’sintrinsic(reviewanonymityanduseofpersonalpronouns),
contextual(reviewlength,verifiedpurchase,rating,andratingextremity),andrepresentationalquality
(spellingerrors,grammarerrors,readability)impacttheperceivedusefulnessofaproductreview.The
examinationofAmazonreviewsforaninexpensiveexperienceproductrevealednumberofwords,
verifiedpurchase,andgrammarerrorshaveasignificantpositiveimpactonreviewusefulness.Rating
andnumberofspellingerrorshaveanegativeeffect,suggestingconsumersusesomediscernmentin
assessingthebelievablyofareview.Surprisingly,theoppositeeffectwasfoundforgrammarerrors,
withmoregrammarerrorsbeingassociatedwithamoreusefulreview.

KEyWORDS
Data Quality, Online Customer Reviews, Review Helpfulness, Text Analytics, Text Mining, Trust

INTRODUCTION

E-commerceandWeb2.0hadaradicalimpactonthewayconsumersinteractwithretailers.Through
reviewmechanisms,consumersarenowabletotellretailers–andeveryoneelse–exactlywhatthey
thinkaboutanofferedproductorservice.Onlineproductreviewsprovideanewlevelofinsightand
havebeenusedinnewproductdevelopment(Lee&Yang,2015)andmarketinginitiatives(Lee&
Bradlow,2011).Theyalsoplayakeyroleinthepurchasedecisionofotherconsumers.Researchers
havereportedthatmorethan90%ofonlineshoppersreadreviewsbeforemakingapurchaseand83%
reportthattheirpurchasedecisionisbasedonreviews(Zhang,Cheung&Lee,2014).Reviewshave
beenfoundtoinfluencepurchasedecision(Lee&Ma,2012)andhaveapositiveimpactonsales
(Floyd,Freling,Alhoqail,Cho&Freling,2014;Hu,Liu&Zhang,2008;Yao,Fang,Dineen&Yao,
2009).Theassumptionisthatthereviewsarewrittenbyotherconsumersandareunbiased,which
leadsindividualstotrustthecomments(Cheung,Sia&Kuan,2012;Huang,Tan,Ke&Wei,2018;
Robinson,Goh&Zhang,2012).Infact,theopinionsofpeersaredeemedtobemoretrustworthythan
companysponsoredadvertising(Dellarocas,2003;Sher&Lee,2009).Trustinonlinetransactions
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anddataqualitymeasureshavebeenstudiedextensivelyintheinformationsystemsliterature.This
researchsynthesizesthesestreamsofresearchtobetterunderstandhowonlinereviewsareperceived
asusefultotheconsumer.

Giventhebreadthanddepthofthisnewconsumercommunicationchannel,itisnotsurprising
thatonlinereviewshavegeneratedasubstantialamountofmarketingresearch.Whetherexaminedas
ElectronicWordofMouth(eWOM),onlineproductreviews(OPR)orvoiceofthecustomer(VOC),
researchershavesoughttounderstandwhatmakesareviewusefultoanotherconsumer.Recentmeta-
analyticstudieshavefoundthereisgeneralagreementthatreviewhelpfulnessisimpactedpositively
byreviewlength,age,reviewerinformationdisclosureandindicatorsofreviewerexpertise(Hong,
Xu,Wang&Fan,2017;Wang,Wang&Yao,2018).Theresearchismixedontheimpactofrating
(linearandquadratic)and readabilityon theusefulnessof reviews.Moderators, suchasproduct
type(Mudambi&Schuff,2010)andreviewlength(Chua&Banerjee,2015b)havebeenfoundto
impactreviewusefulness.Wangetal.(2018)callforamoretheoreticallygroundedexplanationof
whatconstitutesahelpfulreview.Theinformationsystemsresearch,intheareasoftrustinonline
transactionsanddataqualityisapotentialsourceoftheoreticalunderpinning.Thisresearchconsiders
theusefulnessofonlineproductreviewsinthecontextofWang&Strong’s(1996)DataQuality
Framework. Incorporating both heuristic and systematic elements, the proposed model seeks to
understandhowconsumersjudgetheusefulnessofanonlinereview.

LITERATURE REVIEW

Avarietyofmarketingresearchhasexaminedindividualfactorsthatcontributetoreviewusefulness,
butthereisnotacoherenttheoreticalframework(Wang,etal.,2018).ISresearchmaybeableto
provideaunifyingstructure.Informationqualityisoneofthemostimportantcharacteristicsthat
determinesinformationusage(O’Reilly,1982).Fitnessforuseisthegeneraldefinitionofdataquality
asitidentifiestheextenttowhichdatasuccessfullyservestheneedsoftheuser(Tayi&Ballou,1998;
Cappiello,Francalanci&Pernici,2003).Wang&Strong(1996)identifiedandrankedtheattributes
ofdataqualityandultimatelyproposedfourdimensions.Intrinsicqualityreflectstheobjectivity,
reputation,credibilityandaccuracyofdata.Thisdimensionwillincludetrustindicators,discussed
inthenextsection.Conceptualqualityreferstotheusefulnessofthedataforthetaskathandand
addressesthetimeliness,quantity,completenessandrelevancyofdata.Representationalqualityrelates
tothepresentationofthedataandincludesinterpretability,easeofunderstanding,consistencyand
conciseness.Accessibilityisthefourthandfinaldimensionofdataqualityandreferstotheabilityto
obtainthedata.Thisframeworkhasguideddataqualityresearchinavarietyofapplicationsincluding
ERP systems (Glowalla andSunyaev,2014), supply chains (Fuchs,Beck,LienlandandKellner,
2018)ande-health(Allam,Sak,DivianiandSchulz,2017).Researchonconsumerreviewusefulness
hasneverbeenframedinthiscontext.Dataqualityresearchprovidesatheoreticalframeworkfor
identifyingcharacteristicsofonlinereviewsthatcontributetotheusefulnesstotheconsumers.

Trust in Online Transactions
Inseekingtounderstandhowconsumersdeterminewhetheranonlinereviewisuseful,itisnecessary
toconsidertheconceptofonlinetrust.Trustinonlinetransactionshasbeenanareaofinquiryinthe
informationsystemsdiscipline.Researchershaveexploredtheroleoftrustintheadoptionofelectronic
commerce (Gefen, 2000; Tan & Sutherland, 2004; McCloskey, 2006) and specific applications
suchasERP(Gefen,2004)andhealthinformationsystems(Schlichter&Rose,2013).Manyofthe
examinedvariablesrelatetotrustoftheprivacyandprotectionofpersonalandfinancialinformation
(Hoffman,Novak&Peralta,1999;Liu,Marchewka,Lu&Yu,2005;Tan&Sutherland,2004)andare
thereforenotrelevanttoestablishingtrustinaproductreview.Thereare,however,dimensionsthatdo
translate.Structuralassurances(McKnight,Cummings&Chervany,1998;Patton&Josang,2004),
indicatorsofguaranteesorrecourse,andsituationalnormality(Gefen,2000),whetheraninteraction
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