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FoiE7| ¥R £Ho| 2212 4WE XME| WHo ojxXEs P
0|58 (dM8tisty wFth st W)~
SN
B QATE A FET FaUA7IQ vtk Adel FAG S7F Fol W VAL W Y Lo 2B FuE) AR 5
o AFE THlF71e] FAel st P& w|x =7t digt v‘i—da okl EFAR Fi$r] AR =F ke EESIGITE BE A
TRo|27 AHA 7|tEUA l%% 7o R JMdE EEAE, ATATE flste] gz 28l 288 Amazond Ful$7] 9}
ol gn g eolelE Bl Fun eI FuET) Yu FAe P FAskh AFATE Aol Amazon?| 378,4117)
AFS UFeZ AFH 9,092,430702 FulerE gy A4 dAENES T /M ATt 24 A s gt
soldars WA B volxE Zo® vtk H2 7S] At B2 AFY) BRol 2 Aow dehyth AlEe 54 oY
3 J&o] 2HANE HolFQlt) & A Fuldr|gl AdE Ao AlE2e o]&F kS AT Floly, Ae] A FoE 289l
2%BES 53 Wil FYske FaMA7I0] THFY) Jud HHs) Bede] WS Fold S F oItk g Lokl &
BE BYAIE ERAQ FHET) AR e dde] e A5A FREE AT Aol
A FA o BFAAT, FRAAE, A6z VI ELA o, AR A}, GAA, AFA, ofupE Ful$7]
. M2 7F K Gupta, 2014). HAE PRI QIEYL o] Ay
ZUEE o) 28 TPl Al AaE oulske FE oz}
[ Al 31 Hl 5= 1% e} A I : [
Gl AHEY TE AR RGNS D A HVIEIE A4S AFS B Smih ot al, 1999).
AERIROY fFRE 2 vt oE A5 &Eshe v
H {E] J}UH E% —%0301] g—ﬁ_u]%o] %S_?}i — 1= T ET o= = “17 (¢) L
E] Q= =N E] =] T3
_ﬁ_ﬂ‘(ﬂ UH _% % }_Eq Z‘ﬂj _J_]_uHo}_‘:_ 7—]0] ;";]% ij_]o] O]— (] Holﬂa E]X]Eé U}ﬂ] OO]E]'JT— TE7]__]‘ ?&D}(Chaffey &
Ellis-Chadwick, 2019).
YrhKollmann & Hasel, 2008). 71t} H mzusgyos is-Chadwick, 2019) _
i . _ 2Rl e LRSS 2Rl AEAY ] FE5k A}&
gHdES B8 xRl Izt A ErbssiAA; HA7)
o HE foZ 2eIgelA A 52 7)§je] At =
S HES FA7I0ES 2l 28ERS OXY wpls o
- . ‘ w2 A AES al= RS on|sth(Zhou et al., 2007). iﬁ}
T2 AnQdR Fg3st UTHGu et al, 2021; 58,
_ = A2 AFS] vl 9l g Au|AE ﬁﬁ Xﬂ*o}% 2}
2019; A g]’ 2022) RESRL E}O] &) Amazons> o] AME3l t}=s) I AN g =] el 95
) 2= 3] gl el * =L
eRln FAFOE R F Qlrk 2l Y EeAE
i 27} 913U1(eDesk, 2024) o] u&uﬂx}—a— Foﬂ/ﬂ ok 96%7}
M ey 7] wEs FEete] YAsIE eRAIRE

1009) WWH] Za7)do R okela] 9)o] M(Stephanie, 2023),

Sevet S2aMA7|9RE AFHoR S FaMA 7Y
Amazon Y718 HEetal Qs ARoOItHFAMA 7181, 2024).

2ERIE ok HidY A e Ads AA e Solde

AAAH, dAgrH, el | ATHGupta, 2014;
Smith et al., 1999; Zheng et al. 2017). A3 2ll(e-Commerce)
= AAAR] Tles &8st TRl £ 7190l Adste A

.

=

(o}

o= P B ide 2kl vt Aelth(HET 4,
2021). AAEA = FHoIAE Fe AdE] drfEvte] of

yzt ol AE, Bkl s 24l 5 w22kl A

o

E=EL 20239 E AT
*% T} ‘Zx—}x]_ L!-/q EEHQJT- Ey_ooltﬂsl— -
Fa1: 2024-05-08 - 12k

* o] = gha ghaddyi] Adel o8 ATHE S
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$7: 2024-07-01 - 22k =AY 2024-08-07

P9} wjE S0 MH|AE 28kl AFEo] Yot}
Amzaon< TIE A 2ERQl L Eo|th(Zheng et al. 2017).
SR S EL AEY FEH uiE o2 A A A

St AE A, A dF 4 AuAas sl AF
fﬂv} oA eEnplolgtas FEvh elay Y

2 2006 Frirhell A A% Shopfy7t tHEH O AES
ﬁuﬁ‘ﬂo}% FHE 9= Amazondt 7S 22kl &Y E
J= 2] Shopfys BiAECA 2E¢lad £FAS AT
ato] S wa oy WiiREe AFS 3o Hop B
oF 9dd-S FddttiAldea et al, 2018).

- 27k 749 2024-08-20 - ARG Y 2024-08-25



°58&

28l 2B ES AF ALY AA Fo] Ele
o]Fo]z] izl mple] HlE] Ao A)RhY A
AeE A 7] Wil =& AAE A F Ae
SlTH(Ratchford et al., 2022). FA|WF 221914 ZRES
glro] upjlj]e% xm Loi EJ_ o ‘ﬂ'xﬂi.ﬂ, LIEZ\H._E_.
ol AFQ 7HAE HHAow votely] 44 drke |
A% th(Levin et al., 2005).

2l & EZoA AFS FEkEE JA THAES
= AFY 7HAE gRetebr] S g E ulReh 9]F-ollA
AlFshs Axel A &l Hed AR Aues &
o|X L} SNS 5% EFd ATEE AE7Fe] AFel gt 7t
oA, A8 dA7E AlFshE AR o] AR A Rk
oA k= AIFL THAE wetd ¢ Qe
EE e 9 94 UthLee & Shin, 2014). wabA A
oz A ARE 7T F v =
& Z g AF8os ggstA "tk 2l
a3 EA 3T 5 Qe Xé£~ A PR} A FehE
7 5.9} B HE 538 5 ol A
RS AF AR S 4 —% Adl AH, 59, 9AE
|38 TH(Yoo et al., 2023).
ERRleg EREAA AFE TS 7] FjRkEe] Ay
BE Fu37](Product rev1ew)ﬂh_ Sh=dl AR 5
s X AR AT FE HAER o]Folx] 9]
ot FulerE WA, AE, B soR FAER st
Tgo] HAEAE FHste] 1 FujEr|e 84S Hrlet
= S AlFEE Frh(Alzate et al., 2022).
T ATl fovet JEE x| = Fow &
M4 ATHCui et al., 2012; Hu et al, 2008; Li et al., 2019). -
| %71E 7] FuiRE A 74 Bkl ERe] HeE AR
£ AlFa] biel, #n AAE Eol7] A A
WE FAAIEE Aol Sl At Ay FHo vE|
#H o7 wolE0ix]7] W%O]"J—(I\/Iaslowska et al,, 2017).
TFuE71E Adete 7] FiAES AFY THHE S
2 Brketa FeldAEA S se7] wEel AFe gt 3
ARl IAE Zhu Qg F vk AlES FAACE A
A5 T AAE A s Aololth. i TE 4
S YA Ho FHIS7] B FHL 53 vl 48S
= 72397} Uk Mudambi & Schuff, 2010). Fvl$7) B3
g ztel] FHA S vAE AOE dElA UTHHu et
al., 2008; Cui et al., 2012; Babi¢ Rosario et al., 2016).
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21. FUFI| =Y Ol7

TFul%r)E A o] AlFshs Rl vl A
Aol Ao Q¥ o] AR 7} =UChatterjee, 2001). =21
a3 Eel FFIIE W S AT xyYo] Eovke
o] WA AR TR

< TiAkEe] A
v JdE FoE AFAHo®m A/JethChatterjee,
TFuiAES @] 22l a8E o] 37 A Tes
AgeA FuiE71E G717 AR, A el
e 744 278& AssiAd, B Ak dist 4%, A
F2 7Rl st A A7) B, AR o]9d] F4E
5EX07 37| 3tth(lee et al., 2008; Ghose & Ipeirotis,
2010; Hu et al. 2008). Al557] 2ol wigh Bidoly t&
AFES 9dt o] HAHA AL% Qlth(Wiedmann et al,
2013).

20000t FSFE ] Gl Bigel] wE 2Rl ﬁ%%ﬂ
o &of| FjRbEe] Flr] ARE FjeAbd el =54
o7 gt ol &#A WA (Hu et al, 2006; Huang et

JK‘L"
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al, 2009) THFO T ek AL FAHY 27
o) Qe Hgel Wl Aol mAy A o
(Chevalier & Mayzlin, 2006; Chintagunta et al., 2010), 7-0)|$7
24 E71(Yoo & Gretzel, 2008), W& S7}7} TFul$7] 24
S 5 (Duan et al., 2008), HH EFHAI} FujT7] HI}o
v X)E 384 dFMudambi & Schuff, 2010), THHF7] A4
7F wigel w A= 344 G(Hu et al, 2014) 5 A7)
o] Fol Rt
AEAQ A HAA o] =(Stigler, 1961; Nelson, 1970)S H}EO.
2 St AAA s AEY 540l Fi$TI7E By
el wAs Gl dig A E ATHUTBei et. al,
2004; Bhattacharjee et. al., 2006, Weathers et. al., 2007; Huang
et. al., 2009; Mudambi & Schuff, 2010).
Lkl &g Eso] NE FejFrlel st Bt 7 s(r84
FRE EYeEA 784 H7pE de Aate] viA= oA
2 9 Benlian et al, 2012), HAL IS o] Ful$r]
F24d H7te v F82 98 (Mudambi & Schuff, 2010;
Schindler & Bickart, 2012) 5ol T3t AFE o] FAFL].
2010t ©]F- HEolElE #E Ay A
Amazon TVI7] HHOlE 9 PRAS Tl Tvl$T]e]
w9t A mRlo] wiEel vk dFde mA|
A& FQEANH et al, 2014), EF FAE &3
Amazon THF7]olA vERd Al S F2 FAHA 5
go] miZel frewst JES vAE As gelasich
I 9ol rufer] sl BAol wiEel wA s 53
AYPATE 7o R FRISHA W (Floyd et al, 2014),
% dolel= &2 Ex21, 22
skl wiEe] A= o
., 2015).

o

O_u

—‘_l

% F = AW B 3
15 BHow AAEE 7}’5‘} u] 7] (Fake Review)] A&
3 #EE Ygolrh mAYdE 3 b FulsrE HE

b A& AZS A U (Mukherjee, 2013), 7}
A e HE: et w2 ZEdde AdsAu
(Barbado, 2019), Amazon®] 7}# Gl 377} shujAd e A

A S A= AE FAskE AT (He et al, 2022)7}
8145]041:].

B A7 Fo FAA F$r1e A9 Y3 (Zhang et
al., 2010; Ludwig et al., 2013; Wang et al., 2015)3} & T
F717F 4 9 wopd e Fell vlAE Y Hu et al, 2014)0
gt A= FuEr] A7 oE ool HIEA Ao

E HE3 Btk o]o] & AT FFY] Horelx] ATt

23 HolE= FH$r| w3 HTE )7 BH 4

g el ux]= kel djaix ATE MR Y.

HAZRHAT M192 F42 (FA42)

2.2, ASFH=

221. HRET

BFAASNA HAgadd Aol Histl v =
a4 o Al HlEA 9 A 7S Bk Ae
5K Bolton et al., 2000; Sweeney & Soutar, 2001; Kahneman
et al, 1991). ol st 7kA] H7h= AlES Tlshr] A3t
Fol debd 5 gl wfads Addohd 2SS e
of Bdt JullAbEo]l A TSl Al AlEel 7HA
Bt} o] A AAS 9a 3& 7FeAol UTh(Floyd et
al., 2014; Pan & Zhang, 2011; Khalifa & Liu, 2007).

(o)

Y

¢
=1

Ags FolA Q1zre] A4
(Mullainathan & Thaler, 2000)°.% thx4 9l
&4 3971 gtk &4 F9 gApEA o R ]lE)
"FTLZ”?J ojojoju} A4S P Aol ANELHE &4
ZFS Wol =AAN Iutele P5e Hole 4
SHCHCamerer et al., 2004). TPl $712] 42 AW =
Ho7g oAy HAZA HHE v FAFoR <Ay

S} (Simpson & Ostrom, 1976), 5741 B g} K42l
HI7F vt R EAEH dva sl FgE Jre
o] of AA YERE F UTh(Vaish et al., 2008; Lazarus,
2021; Wu et al., 2011; Coovert & Reeder, 1990).

7] iRzl AlFel uid HAE AR Frlste]
WA S WHE Aol7] witel] F$7]= o 344d
4 QA ekPark et al,, 2007), TUiF7]e] FEH AR}
A vk SAAQ ARe| v ¥ & ¥ A v
(Chen et al., 2022; Folse et al., 2016).
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< "A= AL oplt) 7 Fuler]E AE 7hA el ol
g BAA AL Aol gl Tle] BAA gk 73
A K Ho-Dac et al., 2013), F82 AX= ZAZ oz}

oA A 7wk Algete] AEL] 7S v & et
A st 1 HI(Diagnosticity)s Aled FE Y thHerr et al,
1991; Skowronski & Carlston, 1987).

o2 Fol WA AFel i T4 Jush A 3
BE BN AFT AT 2UAES AF M B Aw
AJo] A THEisend, 2006)= F43} LWAEsts Hol gk

2.3. &H|X} JICHE L X012

Az sl Ael 2ol FultEe] AFE Sol ohat
xw 7o) Fulde] AR AFel et ez o)
A AES washs el dyRcks ool

(Oliver, 1980). ﬂlﬁcﬁ] st 71digeS weate] Fad 3%
A ] 58 Bd 4 4 dthMaui & Minazzi,
2013). Z71°] ﬂl%@ﬂ% sk PR oln| AFE 7t
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Ag TRAORE o] FulgAEAE S Aol T
o] o= X 3@ 7Bolton et al, 2000; Sweeney & Soutar,
2001; Kahneman et al., 199)% AAA g oz FAZQl
TEE sl E ol TAAJ] FHSTIE g
FA FAEE 7IHrES FokAA & o)t

olel W& T3l A A=Y TteFo] FokAH A
A AFES s o]F wEEE Yol FHjaES )

Hog BAA THBsZ ZAE 4 9l o]2 A )

THAEE] TIrEES T ‘S%O]'X] T em(Yi, 1990; Xia
et al, 2021; Hu et al, 2008), =4S 3|9jsle= 4oz 2
afo] HA4# FujE7F o 2 033“’ nE Zlojtt, oA et
A BAEdE ste] FAA o] FujFTle o
=Ago] s n)H Zr 9x|u
zate] 7l = olske AFE TS W vEht
A 3ol v B 9FE = 7 AS AloE Ryth
= =

o9 e HPATE 27
M HE: FE) A B2S B BES 2E Aol

2.4. BEAHNO|E

241, Hm £3e| HIg MY =

7J B3 A o] Z(Information Economics Theory)> A& X9
Axu]go] FuAAA ] nXE JETFS FA G o]EFoR
(Stigler, 1961; Nelson, 1970) gH.2] 12 HtA o< &
Hel sl F2 A8l ch(Davern & Kauffman, 2000; Hult,
2011). Stigler(1961)= TollA-E0] B AR AMS F3 A
9 7HE 48] Brksk sHARt 71 HlEE 5ol o
guglE ARE & 7ol #A dvta ddEd AS 1
W7 FHE JEE vl o R FjeAbaA S sl frkal
FAstoled ole GAl TR Aol FHYY 4d FR
sl @IAAREG A Gobd wde] =T
(Mirowski, 2006). ©]21st Stigler(1961)8] HAn]go 3t A
Fr FOlGAR Y Bl S A1EE Azas
(Stigler, 1962; McCall, 1970). ©o]% AL AG= 714 vk
del ¥Ql(Carlson & McAfee, 1983; Rob, 1985)2} HA A
oM FrRAe] 54 weto®  o]o| i (Benabou, 1993;
Hortagsu & Syverson, 2004), 2000t ©]3-of &= Ax}AZ o
Al s Aol TUA ¥ TS e djlE AR
o]oi=] 7% FTHBrown & Goolsbee, 2002; Baye et al., 2004;
Puller & Taylor, 2012; Sengupta & Wiggins, 2014).

Be ARE sAUv AF ANE 0% ks et

F AR ARE FHske d B3 AR 5 Ade] A
Qap7] miEel Agd £ ARk vES FAst] AR
& TR ArkStgliz, 2002). 22 2BES AF R
T 9 AAamgers &9 ZE ¢ AR AR 24
ARPE vl Adud ARV R BE A B 4
HE Ik & 7 YTHCai et al, 2023).

2.4.2. 852 3iCie} olAlAH

AE YT} =t WESFS] gz Puo AYito] 5o
I 2EelE Fe Aol FEsiAEA A v Al
RAACIR] T Aol ws) A ow Tl
GolX I (Rust et al, 2002). 23|38 7K ITHInformation
Overload)’} 4|7} =1l QUth(Hu & Krishen, 2019; Fumer &
Zinko, 2017; Park et al., 2006). =2t &89 A Tv)z&
& 238 U e ARE FAsteg TeaE Aol
o} & 9lolA 7HXQ= ARE AEshed =8E 7]&]
Al = S BH(Vogrincic-Haselbacher et al., 2021).

Amazon?} o] 9 He| gste A5 HAsh S22
Sl &9 RU7IUE AFS TS f 27 } -,—2171101]

FFL

O

Ar

¢lojRAl E Folth(Hu & Krishen, 2019).

—Z—* Tu|S7]et FAA Fuer]e] o] AL FA
W H FuST)elE AF RE ARFor gotdt 4 9l
v A =2 ARJl Wo] XHo|(Zhang et al, 2010;
Ludwig et al., 2013; Wang et al., 2015) #|&9] 7IX& ¢ %
oret 4= QA & Aotk ARIE-3; Aol ATt

58 RE THFIE et H2 Fus] Sl
FEIA ks A4S wP o, H2 e A4 T
7he ZldiEEs A fAEA ARl HERE Eo

o= lr:yﬂ U]—

7
Fol FF/] B9 o
Bl vg gl e AR

ols} g HYATE

2.4.3. FOiE7| ’g’é*. 1 gZof =

7199 d¥= mE el
T OSs AEE OBH H7re 4 IAI9HKapfer, 2008;
Murphy et al, 1996) 13 FHE2 Ju]dolzt F71sHA
%= 97} WUH(Easterbrook, 1981; Glaeser, 2018). Ti3ZZ <l
22 2Rl &gEel ok 7 gt e A =9
E st 71959 el Oist FEES xﬂ*s}ﬂ St
opulEo] dvf =9 LuEEL A WEY 4 WE BT
of oFEsh= Ao® delA SlojA(Sharma & Jhamb, 2020) ¥
AE AT ENAE Amazon®] /N8 B 98 =93k A}
A %7 Zgat3 YriMudamb & Schuff, 2010; Amblee & Bui,
2011). o]9} 2 APATE AR vk o] 7HEE A4
Eix=g

=9, HiE A

7V H3: 73] B B oo SAFHY dFE v
3 Zoln.
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2.4.4. HE2| EMa 4EH XUy EH
ARAA IR E OE Fo =
Nelson(1970)& FHCoE AJ&Ho AAE FAHZ 7HXE
o= A% meotd 4 Qli= B (Search Goods)et A= 7
g3t Hollof AE NS AR ot = e AIA
(Experience Goods)Z -3t} Darby & Kami(1973)% W
g, ogAnjag) o] HAe B2 AFoly MuAE )
sto] A= JHAE AR Fofabr] ol AlFA
(Credence Goods)E #l¥ &Fel F7F6H71% Tk

TPAAE Y e Sl JRPAas B AE HAE
dAuEos GA B7FE 5 QlolA A nlgo] AFoR
s AR EAY SN 2 ARAlE 28A dobA
A2 H]go] —5—01% oAtk FareA = %“EZH% <4 5
ARAQ & A Agste] AFES THE A AEE
T AL %'f‘axﬁ% T18%] #3thFord et., al, 1990). -
TN T BAE AdF oz AR ARE AT
A ZolANt AdAE a¥A o AolthMudambi &
Schuff, 2010). olz]gt #AF<e] B4 HA Fu$righ HE
Tl 7F B mAE JF 2EaAE 7ML Flo|th
ojg} Z-& AAATE TAZ thaF go] /M-S At

3
2,
o
Jo
oft:
-
Siid
re
-

Ir

. E R >

7V H4-1: A3 & Ful$r] A BAE el vA

£ 9T 2HaINE BE Aotk

7V H4-2: AFY 5L S 149z s et %
Aol A Gl 2HANE HAE

> o

3.1. Mol He| U X

B QT AFEMe 2 2o £9E Amwond
=

AE AR 2 FoEY) YeoleE /o stk W]
J

HE &8t AdAe w4 A
&9 FHogE A Tt Fo] ApEA R HolHE

dEspy] wiEel dExAl 5 Ax FHIFAA o] A
I AA AL dE AT F ook Aotk 3 dlolH
o] TR} AL A ol FAe] Lol SHE &
Al K (Mayer-Schonberger & Cukier, 2013).

o]l e @S Foixl HlolEE ARE-alok stk Ao
ok @3] dlolE g WA ofEt 2 AlAlel g ol =
Fofof Az A 4 qlrk 8l &aFES =27 ol
BAR ME g8 2Rl &S TP vaRAshs
AL o oHue X wiolojd & Art 3 si9
2okl g Ee A= A9 Brke AR sAE Qo
(Tufekei, 2014).

T AT AT BAddAME olfdt dAE

:

BA= LS

HAZRHAT M192 F42 (FA42)

Amazon % o] A FQo MYAF AFRE iR
4813} thSharma & Jhamb, 2020; Mudamb & Schuff, 2010;
Amblee & Bui, 2011; Bei et. Al, 2004; Kaushik et al., 2018).

= i | Ay sl
:FLSFHIf U xime op9) 74 | Mo et al, 2015
%
N 22 Hlojef 2 7|1=
T2 ZZ2 147F MZ2 | Anderson & Simester, 2014
Pl ToiE7| Hs

i Bei et al., 2004;
e | HME SN | MRy 0, ZEX| 1 | Mudambi & Schuff, 2010;
Nelson, 1974

HMZE2o0 | Eojxiel ME 2742 | Mudamb & Schuff, 2010;
S 2R Kaushik et al., 2018

Sd | 784 Tt | HEY R84 EJt | Mudamb & Schuff, 2010;
= g0 i Kaushik et al., 2018

frops| MEY F20i27| @A | Mudamb & Schuff, 2010;
EZHX} Kaushik et al., 2018

TEZHA}

F

Hong & Pittman, 2020;
Sridhar & Srinivasan, 2012;

] bS]
M T BE | pivagunta et al, 2010;

)

X
0&!
ET]

S| ey
Chevalier & Mayzlin, 2006;
Hu et al., 2014
ol Kapfer, 2008;
iy Murphy et al., 1996;
Easterbrook, 1981;
HA| EhojloliA y 50
ol =2 :ll_;olHo ,\lO”L 1 Glaeser, 2018;

e Sharma & Jhamb, 2020;
Mudamb & Schuff, 2010;
Amblee & Bui, 2011

, AES AE 5 vFst 220(Sridhar
& Srinivasan, 2012)S 7|¥o 2 ZHJEw Fujojal AA Ul
g ste] SnjolE dFE A= AoE U QlojA
(Chintagunta et al., 2010; Chevalier & Mayzlin, 2006; Hu et al.,
2014) & ATe] FEHASFE A3l

ok 7|EAT oA gol FAHAY BHP T e o
o FAE Elsl] st WledE FEUTE TP
A& Gkt 71?39] Qe wWiEY, Fold, AE wWE
A BAE AT T st ARE Fa HUHE AR
(Kapfer, 2008; Murphy et al,, 1996) 18 FREL ©
gt INEHA 2= A7t wti(Easterbrook, 1981; Glaeser,
2018). tiEAQ ==Y 2ol &S oputES 7} FhEH|
2] I £HE It 79SS el U RS
Alwata ek

olpfEe] ] &9 duEe A WEY ¥ wE 2
o o]&Est= Ao k|4 9lo]Al(Sharma & Jhamb, 2020)
HE AFENME Amazono] T B £S5 FF
3 xR 4 JthMudamb & Schuff, 2010; Amblee
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The Effect of Accumulation of Product Review Information
on the Rating of Online Shopping Mall Products®

Lee, Sueng-yong™

Abstract

This study derived an effective way to expose information on product reviews by analyzing how the accumulation of information on
reviews of online shopping malls, which are receiving a lot of attention amid the rapid increase in non-face-to-face transactions with
small and medium-sized venture companies with insufficient resources, affects product review ratings. Hypotheses were derived based on
the main theory of behavioral economics and the theory of consumer expectation inconsistency, and for empirical research, the effect of
the accumulation of information on product reviews were analyzed from a short and long-term perspective using Amazon's product
reviews and seller information big data. For the empirical study, 9,092,480 reviews written for 378,411 products of Amazon were used,
and the hypotheses were verified through hierarchical regression analysis. As a result of the analysis, it was found that the average rating
decreased as the number of reviews increased. It was found that the product with a large number of recent reviews had a high rating.
The characteristics of the product showed a moderating effect on these effects. This study will provide a new theoretical basis for
research related to product review, and will help small and medium-sized venture companies that focus on sales through online shopping
malls due to lack of resources to increase sales performance by appropriately utilizing review information. It will also provide empirical

insights into effective product review information exposure measures for online shopping mall managers.

KeyWords: Behavioral Economics, Information Economics, Consumer Expectation-Disconfirmation Theory, Information Overload, Search

Goods, Experience Goods, Amazon Product Review.
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