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Abstract

[Purpose/Significance] Online reviews serve as an important carrier of knowledge
exchange among users in reading communities. To assist reading communities
in refining their review systems and enhancing book review usefulness, inves-
tigating the mediating role of online interaction in book review usefulness can
further tap into the value of online reviews. [Method/Process] Grounded in
the IAM model, this study develops the IAM-I model for factors influencing re-
view usefulness in online reading communities. Employing OLS regression and
Bootstrap mediation testing, it examines the mechanisms through which review
information characteristics and reviewer characteristics affect review usefulness,
along with the mediating effect of online interaction. [Results/Conclusion] The
findings indicate that both review information characteristics and reviewer char-
acteristics can influence online interaction. Online interaction exerts a complete
mediating effect on the relationship between text length characteristics and re-
view usefulness, and a partial mediating effect on the relationship between re-
viewer characteristics and review usefulness. Thus, online reading communities
can enhance review usefulness by fostering online interaction.
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Abstract

[Purpose/Significance] Online reviews serve as a crucial medium for knowl-
edge exchange among users in reading communities. To help these communities
improve their review systems and enhance the usefulness of book reviews, ex-
ploring the mediating role of online interaction in review usefulness can further
unlock the value of online reviews. [Method/Process| Building upon the In-
formation Adoption Model (TAM), this study constructs an TAM-I (Information
Adoption Model-Interaction) model for factors influencing review usefulness in
online reading communities. Using OLS regression and Bootstrap mediation
testing, we examine the mechanisms through which comment information char-
acteristics and reviewer characteristics affect review usefulness, as well as the
mediating effect of online interaction. [Result/Conclusion] The findings re-
veal that both comment information characteristics and reviewer characteristics
significantly influence online interaction. Online interaction plays a complete
mediating role in the relationship between text length characteristics and re-
view usefulness, and a partial mediating role in the relationship between re-
viewer characteristics and review usefulness. This suggests that online reading
communities can enhance review usefulness by encouraging online interaction.

Keywords: review usefulness; influencing factors; online interaction; media-
tion; online reading community

Introduction

Online reading communities represent a typical form of interest-based virtual
communities that gather users with shared reading interests to facilitate knowl-
edge exchange and innovation, forming a “reading culture identity” -centered
virtual collective [1]. During knowledge interaction processes in these commu-
nities, numerous book reviews are generated, reflecting which books users care
about, what topics they discuss, and expressing their insights and perspectives
on book content. The usefulness of online book reviews refers to the degree
to which such reviews help users improve their knowledge level and cognitive
abilities [2-3]. Higher usefulness of online book reviews leads to better user ex-
periences in reading communities and greater vitality of the “reading culture
community.” Research on review usefulness can help users quickly identify valu-
able review information and reduce search costs, thereby promoting knowledge
exchange.

Current research primarily focuses on review usefulness in commercial commu-
nities [4-12], with limited exploration of review usefulness in online reading
communities and a lack of investigation into mediating variables. Identifying
mediating variables such as online interaction can deepen our understanding of
users’ information processing of reviews, expand the existing theoretical frame-
work for review usefulness in reading communities, and provide guidance for fu-
ture development directions and improvement dimensions for reading-oriented
platforms.
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The Information Adoption Model (IAM) posits that information quality and in-
formation source credibility directly influence perceived usefulness, which in turn
affects information adoption [14]. The model identifies two pathways: perceived
usefulness is influenced by both information quality and information source cred-
ibility. However, ITAM-based research has only considered review information
and reviewer characteristics, neglecting the role of online interaction factors.
In reading comment communities, online interaction serves as a medium for
knowledge flow, not only bridging the distance between users and reviewers but
also facilitating knowledge sharing through the platform, effectively addressing
user questions during review reading and accelerating information acquisition,
thereby enhancing review usefulness.

This study focuses on the reading community context, constructing an TAM-I
model to examine the impact of online interaction on review usefulness. Specif-
ically, we address: (1) the direct effects of comment information characteristics
and reviewer characteristics on online interaction; and (2) the internal mecha-
nisms through which these characteristics indirectly affect online review useful-
ness via online interaction.

Literature Review and Theoretical Foundation
2.1 Research on Factors Influencing Online Review Usefulness

Existing research on online reviews spans both commercial and non-commercial
contexts (e.g., Q&A communities), primarily exploring four aspects: comment
information characteristics, reviewer characteristics, product attributes, and
platform manipulation.

Comment information characteristics include textual external features and
content features. External features encompass text length and review readabil-
ity, while content features mainly involve textual sentiment orientation and
review richness. K. K. Y. Kuan et al. found that review length and readability
positively affect review usefulness [4]. Peng Lihui et al. argued that within a
certain threshold, more images increase usefulness [5]. Hao Yuanyuan et al. con-
firmed that greater positive sentiment orientation in online reviews enhances
usefulness [2]. Chen Zaifei et al. discovered that more informative reviews re-
ceive more helpful votes [6].

Reviewer characteristics primarily include reviewer reputation and expertise.
K. K. Y. Kuan et al. found that review information including reviewer credibility
positively influences usefulness [4]. S. Karimia et al. confirmed that reviewer
profile images significantly impact review usefulness [7]. C. Forman found that
reviewer personal information disclosure significantly affects review usefulness
[8]. Qin Liang discovered that reviewers’ out-degree network centrality and in-
degree network quality positively affect review usefulness [9]. Z. W. Liu and
S. Park demonstrated that more professional reviewers produce more useful
information [10].

chinarxiv.org/items/chinaxiv-202310.00692 Machine Translation


https://chinarxiv.org/items/chinaxiv-202310.00692

ChinaRxiv [$X]

Regarding product attribute characteristics, research has primarily considered
experience and search products. Zhang Yanhui et al. found that for experience
products, follow-up comments and seller responses have a more pronounced ef-
fect on review usefulness, while for search products, uploaded images play a
more significant role [11]. Wang Zhisheng et al. found that product type mod-
erates the effect of review polarity on helpful votes [12]. Other studies have
examined brand reputation perceptions, with Peng Lihui et al. finding that
for high-reputation brands, positive evaluations are more useful than negative
ones [5]. Platform manipulation—both direct (e-commerce platform recommen-
dations) and indirect (system-altered display order)—also affects review useful-
ness, with research showing that direct manipulation positively impacts single
review usefulness, while indirect manipulation makes earlier-displayed reviews
more useful than later ones [9].

In summary, existing literature has investigated review usefulness factors using
survey and secondary data. However, three gaps remain: (1) While online in-
teraction’ s direct effect on review usefulness has been examined, its important
influence mechanism and mediating role remain underexplored; (2) No theo-
retical framework has integrated online interaction to examine how comment
information characteristics and reviewer characteristics affect review usefulness;
(3) Most studies focus on commercial community book reviews, neglecting read-
ing communities where reviews target book content quality rather than product
external quality. Research on reading community review usefulness can inspire
system managers to mine tacit knowledge, improve community quality, and
promote knowledge exchange.

2.2 TAM Model and Review Usefulness Research

The Information Adoption Model (IAM), proposed by S. W. Sussman and W. S.
Siegal in 2003, posits that information quality and information source credibility
directly influence information usefulness [14]. The model identifies two pathways
for persuading attitude formation and change: information quality involves deep
logical reasoning based on causal logic, while information source credibility fo-
cuses on environmental factors and representational cues [15]. Upon receiving
information, individuals may adopt either pathway or combine both to judge
information usefulness.

Most TAM-based research examines review usefulness from information quality
and source reliability perspectives. S. Karimi et al. found that reviewer profile
images positively affect review usefulness under comment feature moderation [7].
S. S. Zhou et al. studied the moderating effect of review sequence on information
and reviewer characteristics [16]. M. Siering et al. explored review usefulness
from content-related and reviewer-related signals [17]. Huang Weilai et al. in-
corporated application context factors into an extended IAM to examine review
usefulness [18]. Yin Guopeng et al. investigated how comment features and re-
viewer factors affect usefulness from a social network perspective [19]. Zhang
Yanhui et al. used IAM to explore how information quality affects Taobao review
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usefulness [20].

In online reading communities, many users participate in book review voting, a
typical information processing process consistent with IAM’ s application sce-
nario. Users can reference both book review content and reviewer information
to complete usefulness voting. However, with improved review systems and
emerging online interaction forms, few studies have considered how online inter-
action factors affect review usefulness. As an important information component
in reading communities, online interaction contains substantial valuable knowl-
edge that significantly impacts review usefulness. This study explores how on-
line interaction mediates the effects of comment information characteristics and
reviewer characteristics on review usefulness.

IAM-I Model Construction for Online Reading Community
Review Usefulness

Social Interaction Theory, originating from social learning theory in psychology,
conceptualizes social interaction as a social action where people influence each
other through information exchange. In online platforms, interaction refers to
the process where parties exchange information and communicate [21].

Online interaction in reading communities serves as a medium for knowledge
flow. Platform features can bridge users and reviewers, enabling knowledge
sharing that effectively addresses questions during review reading, accelerates
information acquisition, and enhances review usefulness. F. R. Lin et al. found
that knowledge in communities forms not spontaneously but gradually through
active member communication [22]. Research confirms that when users process
reviews from content and reviewer perspectives, online interaction information
directly influences them, increasing perceived usefulness [23].

Online interaction information constitutes an important component of reading
community review usefulness, including detailed book review supplements and
inter-reviewer discussions. Existing research shows that in commercial communi-
ties, online interaction enhances consumer trust and information processing be-
haviors, strengthening review persuasiveness and affecting perceived usefulness
[24]. Studies indicate that more review feedback helps readers better understand
businesses and products, suggesting greater usefulness [25], while emotional va-
lence and media richness in online reviews significantly affect online interaction

[26].

Based on TAM, information quality and source credibility directly affect per-
ceived usefulness. We argue TAM similarly applies to examining how comment
information characteristics and reviewer characteristics affect reading commu-
nity review usefulness. Therefore, our model adopts IAM’ s basic framework,
adds online interaction as a third dimension, and proposes the IAM-I (Informa-
tion Adoption Model-Interaction) model. We select text length characteristics
[27] and emotional characteristics [28] from comment information features, and
reviewer social network characteristics [29-30] and reviewer activity [31] from
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reviewer characteristics as independent variables, with online interaction as the
mediator and online review usefulness as the dependent variable. The concep-
tual model proposes nine research hypotheses.

3.1 Main Effect Analysis

3.1.1 Comment Information Characteristics Text length character-
istics refer to review length, an external feature of comment information [27].
When reading community users process a book review, they must carefully an-
alyze it to find needed information, with complexity increasing as text volume
grows, requiring more time and effort. Research shows longer reviews provide
sufficient information for decision-making, strengthening consumers’ perceived
usefulness [32]. Therefore:

H1: Text length characteristics positively affect online review usefulness.

Comment emotional characteristics refer to sentiment orientation in re-
view content, representing a comment information feature [28]. When reading
reviews, users must integrate emotional expressions and conduct systematic
analysis. According to emotional consistency theory [33], users preferentially se-
lect reviews with consistent sentiment for usefulness voting. Negative sentiment
reviews have ambiguous evaluation standards, reducing their reference value for
perceived usefulness. Therefore:

H2: Comment emotional characteristics positively affect users’ perceived use-
fulness of online reviews, with positive sentiment having stronger effects than
negative sentiment.

3.1.2 Reviewer Characteristics Reviewer social network character-
istics reflect structural social network features like node position and connec-
tion relationships, measured by follower count and following count. Follower
quantity reflects a user’ s node position in the social network—users with more
followers possess more social capital and receive higher likes and reads [29,34].
Following others also generates social capital, positively affecting information
resource accumulation and strengthening interactive relationships in network
structure [30]. For example, Douban’ s reading platform has social network
features where users can follow others to access interesting reviews and share
their own reviews through followers, forming social network connections that
determine node position and influence. Therefore:

H3: Reviewer follower count positively affects online review usefulness.
H4: Reviewer following count positively affects online review usefulness.

Reviewer activity, a reviewer characteristic, is measured by historical com-
ment count—more published comments indicate more frequent platform use and
higher activity [31]. Research proves increased comment quantity affects con-
sumers’ perceived usefulness of review information [31]. Users typically believe
highly active reviewers have stronger functional cognition and treat reviewing
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as a committed activity, making their information more reliable and influential
in usefulness evaluation. Therefore:

H5: Reviewer activity positively affects online review usefulness.

3.2 Mediating Effect Analysis of Online Interaction

Users’information acquisition process in uncertain situations involves six cyclical
stages: initiation, browsing, searching, evaluation, integration, and termination,
gradually reducing information uncertainty [38]. Initially, individuals quickly
read large amounts of rough information to supplement basic knowledge; after
forming basic concepts, they explore specific questions, evaluate and analyze
obtained content, determine whether further search is needed, and finally in-
tegrate information systematically. Reading community users follow a similar
process when searching and reading reviews: browsing online reviews — search-
ing for relevant information — evaluating review usefulness [26], where they
still face uncertainty in target domains, search strategies, and goals, needing to
supplement information gaps according to their objectives. Online interaction
information can fill these gaps and quickly provide valuable information.

Longer, more detailed reviews more easily generate user trust and interest,
prompting interaction behavior. Compared to positive sentiment reviews, neg-
ative sentiment reviews have ambiguous evaluation standards, reducing users’
interest in continued reading. Conversely, positive sentiment reviews can trig-
ger emotional resonance between reviewers and users, increasing communication
desire. Therefore:

H6: Text length characteristics positively affect online interaction.
H7: Comment emotional characteristics positively affect online interaction.

Reviewer social network characteristics and activity are widely recognized as
reliability indicators [35-37]. For knowledge-lacking consumers, reviewers with
many followers, high following counts, and extensive comment histories produce
more attractive, valuable reviews [35]. According to source credibility theory,
reviewers with extensive follower and following networks have established strong
relational networks that broaden information access channels and increase expo-
sure, with followers receiving immediate notifications when they publish reviews.
This social capital acquisition positively influences perceived trustworthiness [36-
37], making their reviews more attractive and generating more online interaction.
Therefore:

HS8: Reviewer follower count positively affects online interaction.
H9: Reviewer following count positively affects online interaction.
H10: Reviewer activity positively affects online interaction.

Comment information characteristics and reviewer characteristics help users
make decisions, but these cues alone are insufficient for judging book review
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usefulness. After processing this information, users seeking more relevant in-
formation can use online interaction as a supplementary clue to quickly under-
stand important information and judge review usefulness. Online interaction,
typically highly purposeful, can effectively enhance users’ perceived review use-
fulness. Therefore:

H11: Online interaction mediates the relationship between text length charac-
teristics and online review usefulness.

H12: Online interaction mediates the relationship between comment emotional
characteristics and online review usefulness.

H13: Ounline interaction mediates the relationship between reviewer follower
count and online review usefulness.

H14: Online interaction mediates the relationship between reviewer following
count and online review usefulness.

H15: Online interaction mediates the relationship between reviewer activity
and online review usefulness.

The research model for online reading community review usefulness is shown in
Figure 1 [Figure 1: see original paper].

Empirical Study of Reading Community Review Usefulness
4.1 Data Collection and Descriptive Statistics

Douban Reading, a comprehensive knowledge exchange platform, provides rich
reference information through online book reviews with abundant user and com-
ment data. This study uses objective book reviews from Douban as research
subjects to test the proposed model and hypotheses. The TOP250 is a book re-
view ranking list on Douban Reading. We collected book reviews from Douban
Reading TOP250 via web crawler, cleaned the data by removing blank and
invalid entries, and obtained 10,073 valid book review records. Each record in-
cludes: review content, reply count, reviewer follower count, reviewer following
count, reviewer historical comment count, and helpful votes received.

We used Python 3 to crawl data containing seven variables: five independent
variables, one dependent variable, and one mediating variable. Variable mea-
surements are shown in Table 1 . Descriptive statistics include mean, standard
deviation, and variance, with descriptive statistics and correlation analysis pre-
sented in Table 2 and Table 3 .

Correlation analysis shows that review usefulness significantly correlates with
text length characteristics (r=0.062, p<0.01), comment emotional characteris-
tics (r=0.019, p<0.05), reviewer follower count (r=0.058, p<0.01), reviewer fol-
lowing count (r=0.124, p<0.01), and online interaction (r=0.904, p<0.01). On-
line interaction significantly correlates with text length characteristics (r=0.066,
p<0.01), reviewer follower count (r=0.073, p<0.01), and reviewer following
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count (r=0.125, p<0.01). These results generally support our hypotheses. Ad-
ditionally, all correlation coefficients are below 0.75, indicating no serious mul-
ticollinearity issues.

4.2 Hypothesis Testing

4.2.1 Main Effect Testing We used OLS (Ordinary Least Squares) regres-
sion to test hypotheses. Table 4 shows that comment emotional characteristics
(8=0.011, p<0.01), reviewer follower count ($=-0.012, p<0.01), and reviewer fol-
lowing count ($=0.014, p<0.01) significantly correlate with review usefulness,
while text length characteristics and reviewer historical comment count show no
significant effect. H2 and H4 are supported: positive emotional comments are
perceived as more useful, and reviewer following count positively affects review
usefulness. H3 receives partial support: reviewer follower count significantly
affects review usefulness but in a negative direction.

Text length characteristics (=0.058, p<0.01), reviewer follower count ($=0.114,
p<0.01), reviewer following count (8=-0.023, p<0.05), and reviewer historical
comment count ($=0.058, p<0.01) significantly correlate with online interaction.
H6, H8, and H10 are supported: longer reviews generate more online interaction,
and reviewer follower count and activity positively affect online interaction. H9
receives partial support: reviewer following count significantly affects online
interaction but in a negative direction.

4.2.2 Bootstrap Mediation Effect Testing We employed bias-corrected
percentile Bootstrap methods, generating 5,000 Bootstrap samples through re-
peated random sampling from the original data. This produced 5,000 mediation
effect estimates forming an approximate sampling distribution. Sorting these
values, we used the 2.5th and 97.5th percentiles to estimate 95% confidence in-
tervals for mediation effects. If the interval excludes 0, the mediation effect is
significant [39]. Results are shown in Table 5 .

Bootstrap analysis shows online interaction mediation effect confidence intervals
as: [0.0055, 0.0221] (text length characteristics), [0.0772, 0.1964] (reviewer fol-
lower count), [0.0024, 0.0133] (reviewer following count), and [-0.00246, -0.0001]
(reviewer historical comment count). No intervals include 0, indicating signifi-
cant mediation effects.

For text length characteristics, the total effect is significant (¢=0.0128, P>0.01)
while the direct effect is not, indicating online interaction’ s complete media-
tion between text length and review usefulness, supporting H11. For reviewer
follower count, the total effect is significant (c=0.51134, P>0.01) and the di-
rect effect is significant (¢ =-0.0172, P>0.05), showing partial mediation, sup-
porting H13. Similarly, reviewer following count shows a significant total ef-
fect (¢=0.0064, P>0.01) and direct effect (¢’ =0.0006, P>0.01) with direct ef-
fect smaller than total effect, indicating partial mediation and supporting H14.
For reviewer historical comment count, both total and direct effects are non-
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significant, but the mediation effect confidence interval excludes 0, indicating
partial mediation and supporting H15.

Conclusions and Implications

Based on Social Interaction Theory, this study constructs the TAM-I model in-
corporating the mediating variable of online interaction to examine its effect and
mechanism on review usefulness. Integrating theoretical hypothesis verification,
we extract direct and indirect paths affecting user-perceived usefulness:

o Direct path (main effects): Comment information characteristics and
reviewer characteristics — online review usefulness

o Indirect path (mediating effects): Comment information character-
istics and reviewer characteristics — online interaction — online review
usefulness

Empirical results from 10,073 valid Douban Reading records show: (1) Both
comment information characteristics and reviewer characteristics significantly
affect online book review usefulness; (2) Both significantly affect online inter-
action; (3) Online interaction mediates the relationships between text length
characteristics, reviewer social network characteristics, reviewer activity char-
acteristics and review usefulness, with complete mediation for text length and
partial mediation for other relationships. This study further explains the trans-
mission mechanism of online interaction’ s effect on review usefulness, verify-
ing its mediating role and demonstrating its importance in users’ information
processing, providing practical guidance for reading communities to promote
knowledge exchange.

Implications for Reading Community Users and Management

For Users: When reading book reviews, users should consider not only com-
ment and reviewer information but also online interaction information. They
should focus on factors strongly affecting usefulness such as reply count, emo-
tional polarity, reviewer follower count, and following count to quickly obtain
valuable information. Users should actively write reviews to increase online
interaction, participate in discussions, ask questions, and provide answers to
enhance review usefulness.

For Platform Managers: Since users judge review usefulness based on re-
viewer and comment information, platforms should display reviewer informa-
tion prominently and enrich it with authoritative details or ranking systems.
When filtering and sorting reviews, systems should incorporate online interac-
tion quantity, emotional orientation, and reviewer information to facilitate quick
user screening. Given that text length, reviewer follower/following counts, and
historical comment counts all affect online interaction, platforms should encour-
age users to publish more and longer reviews. Since online interaction shows
mediating effects, particularly complete mediation for text length, platforms
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should provide incentives for online interaction to enhance user engagement
and enrich interaction forms, thereby improving review usefulness.

Limitations and Future Research

This study has two limitations: (1) It only examines online interaction’ s mediat-
ing role from a social interaction perspective, while other potential mediators in
reading communities may exist; (2) It does not consider the impact of emoticons
in reviews, which contain rich information warranting future analysis.
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