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Hypotheses 
H1: Negative reviews cause higher risk concerns than positive 
reviews; particularly, as the number of positive reviews goes 
up, the magnitude of perceived risk goes down. 
H2: Risk perception goes down as the number of reviews goes 
up. 
H3: Negative reviews cause less subjective norm than positive 
reviews; particularly, as the number of positive reviews goes 
up, the magnitude of perceived risk goes up. 
H4: Subjective norm goes up as the number of reviews goes 
up. 
H5: Negative reviews cause less favorable attitudes toward 
purchasing than do positive reviews; particularly, as the 
number of positive reviews goes up, the magnitude of the 
attitude toward purchasing goes up. 

Experimental Design 

 

Perceived Uncertainty and Risk 
•Online transactions are characterized by their 
temporal and spatial separation from their 
customers.  
•Uncertainty has been viewed as a barrier to e-
commerce adoption (Pavlou & Fygenson, 2006). 
•The uncertainty is associated with a series of 
potential risks, such as financial risk, time risk, 
performance risk, and social risks (Laroche et al., 
2005). 
•Therefore, we study perceived risk. 

H6: The attitude toward purchasing becomes more favorable 
as the number of reviews goes up. 
H7: Perceived risk has a negative impact on the attitude 
toward purchasing.  
H8: Negative reviews cause less intention to purchase than do 
positive reviews; particularly, as the number of positive 
reviews goes up, the magnitude of the intention to purchase 
goes up. 
H9: The intention to purchase gets higher as the number of 
reviews goes up. 
H10: Customers’ attitude toward purchasing has a positive 
effect on their purchase intention. 
H11: The subjective norm has a positive effect on purchase 
intention. 

Data Collection 
•Student Subjects 
 Six online surveys created on Qualtrics.com were emailed to 

around 550 undergraduate students in the business school of a 
mid-western university in US.  

 All the instruments used in the survey were assessed on a seven-
point scale anchored at 1=strongly disagree, 4=neutral, and 
7=strongly agree.  

•Non-student Subjects 
 The surveys were also posted on Amazon Mechanical Turk.  
 Amazon Mechanical Turk provides access to a global marketplace 

of workers.  
 Access more than 500,000 Workers from 190 countries 
 Connect with Workers who have a variety of skill sets and capabilities 
 Scale up and down in minutes 

Statistical Evidence VS. Narrative 
Evidence 
•Statistical evidence refers to numerical description 
in the format of proportion, rate, frequency etc. 
(Allen & Preiss, 1997; Kopfman et al., 1998).  
•Narrative evidence refers to testimonial assertion 
and pertains to the anecdotal vividness of the 
arguments in the format of stories, examples etc. 
(Allen & Preiss, 1997; Kopfman et al., 1998). 
•The efficacy of these two types of evidences has 
been found to vary in different circumstances. 

 

Research Model 
 

Testing the Structural Model 
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