
�������� ��	
���
��

Do Customer Reviews Drive Purchase Decisions? The Moderating Roles of
Review Exposure and Price

Ewa Maslowska, Edward C. Malthouse, Vijay Viswanathan

PII: S0167-9236(17)30059-3
DOI: doi: 10.1016/j.dss.2017.03.010
Reference: DECSUP 12824

To appear in: Decision Support Systems

Received date: 12 May 2016
Revised date: 20 March 2017
Accepted date: 20 March 2017

Please cite this article as: Ewa Maslowska, Edward C. Malthouse, Vijay Viswanathan, Do
Customer Reviews Drive Purchase Decisions? The Moderating Roles of Review Exposure
and Price, Decision Support Systems (2017), doi: 10.1016/j.dss.2017.03.010

This is a PDF file of an unedited manuscript that has been accepted for publication.
As a service to our customers we are providing this early version of the manuscript.
The manuscript will undergo copyediting, typesetting, and review of the resulting proof
before it is published in its final form. Please note that during the production process
errors may be discovered which could affect the content, and all legal disclaimers that
apply to the journal pertain.

http://dx.doi.org/10.1016/j.dss.2017.03.010
http://dx.doi.org/10.1016/j.dss.2017.03.010


AC
C

EP
TE

D
 M

AN
U

SC
R

IP
T

ACCEPTED MANUSCRIPT

Do Customer Reviews Drive Purchase Decisions? The
Moderating Roles of Review Exposure and Price

Ewa Maslowskaa, Edward C. Malthouseb, Vijay Viswanathanb

aUniversity of Amsterdam, Netherlands
bNorthwestern University, 1845 Sheridan Road, Evanston, IL and 60208, USA

Abstract

Customers read reviews to reduce the risk associated with a purchase deci-

sion. While prior studies have focused on the valence and volume of reviews,

this study provides a more comprehensive understanding of how reviews

influence customers by considering two additional factors—exposure to re-

views and price relative to other products in the category. Data provided

by two online retailers are used for the analysis. The results reveal a four-

way interaction with the effect of valence on purchase probability strongest

when (1) there are many reviews, (2) the customer reads reviews, and (3)

the product is higher priced. The effects of valence are smaller, but still pos-

itive, in the other conditions. We develop theoretical explanations for the

effects based on dual processing models and prospect theory, and provide a

sensitivity analysis. We discuss implications for academics, manufacturers

and online retailers.
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1. Introduction

With the introduction of modern technologies such as the Internet, cus-

tomers have become more active and empowered. Customers can now share
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