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The Effect of Online Consumer Ratings and
Quantity of Reviews on Visiting Intention:

Focusing on the Types of Restaurant

*Hyung-Hak Jung*, Ja Young Choi**, Ju-Young Park***

ABSTRACT

Consumers who want to buy products or services tend to rely on online reviews during the decision-making
process, such as convincing purchases based on online reviews posted by customers who have already
experienced them. It also plays a role in reducing risk. Prior to the development of the Internet, it was common to
hear about the experiences or feelings of users who first used products and services by face-to-face WOM.
Recently, 92% of online consumers accept the content of a review and make purchase decisions based on it. In
terms of purchasing behavior of restaurant consumers, more than 60% of restaurant consumers decide to eat their
own meals by recommending and recommending others. In recent years, with the increasing popularity of the
Internet and the rapid development of mobile, online consumers have been using online reviews before
purchasing. Online reviews have the advantage of being able to obtain a wide variety of new information easily,
quickly and almost free of charge from the consumer’s point of view, and from an enterprise's point of view, they
can take advantage of new online marketing tools. In response to this social trend, this study attempted to analyze
the effect of review rating and review number as a factor influencing review users’ intention to visit restaurants.

ANCOVA analysis was conducted to test the hypotheses. Covariates were controlled because age, income, and
education were demographic variables that could affect high and low-priced restaurant visits. First, the hypothesis
1 was found to be statistically significant both in the high-priced restaurant (F value = 8.448, p = .004) and
low-priced restaurant (F value = 6.100, p = .015) where “review rate affects the intention to visit”. Hypothesis 1
was therefore adopted (see Table 3).

On the other hand, the positive relationship between the volume of reviews and the intention to visit in
hypothesis 2 was not statistically significant in the expensive restaurant (F value =.253, p = .616). On the other
hand, in the low-priced restaurant, the volume of reviews influenced the visit intention (F value = 8.01, p =.005).

In other words, in the high-priced restaurant, only the review rate had an effect on the visit intention, while in the
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low-priced restaurant, both the rate and the volume of the review had the main effect.

As aresult of the interaction term effect of hypothesis 3, in the case of the high-priced restaurant, the interaction
term of the rating of the review and the volume of the review was not statistically significant (F value = .465, p
<.05). On the other hand, in the low-priced restaurant, the interaction term between the rating and the volume of
reviews was statistically significant (F value = 5.88, p <.05) (see <Figure 1>). Therefore, hypothesis 3 was

adopted.

<Table 3> ANCOVA on the Restaurant Visit Intention
Dependent variable: Visit Intention(High-priced Restaurant)

Source Type Il Square df Average F Significance
Sum Square level
Review Rate 6.955 1 6.955 8.448 .004
Review Volume 208 1 208 253 616
Rate * Volume 383 1 383 465 496
Gender 6.138 1 6.138 7.456 .007
Income 2437 1 2.437 2.961 .087
Education .540 1 .540 .656 419
Error 125.132 152 .823
Total 1836.500 159
Dependent variable: Visit Intention(Low-priced Restaurant)
Source Type III Square df Average F Significance
Sum Square level
Review Rate 3.707 1 3.707 6.100 .015
Review Volume 4.922 1 4.922 8.099 .005
Rate * Volume 3.579 1 3.579 5.889 .016
Gender .834 1 .834 1.372 .243
Income 907 1 .907 1.492 224
Education 4.877 1 4.877 8.024 .005
Error 92.388 152 .608
Total 2025.250 159
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<Figure 1> The Interaction Effect of Review Rate and Review Volume of the Low-priced Restaurant

The results of this study are summarized as follows. First, as a result of examining the relationship between
review score and visit intention, the result of this study showed that the higher the review score, the higher the
visit intention. This indicates that most restaurant visitors check and review the review score before visiting,
thereby emphasizing the importance of the review score.

Second, as a result of examining the relationship between the number of reviews and the intention to visit, the
research results showed that the higher the number of reviews, the higher the intention of visits in low-priced
restaurants. In the case of low-priced restaurants, the popularity factor can be considered to be a big factor, and the
result shows that the number of reviews is important as well as the review rating.

Third, according to the price level of the restaurant, there was a difference in the effect of the review rating and
the amount of reviews on the visit intention. In low-priced restaurants, visit intentions were particularly high
when the volume of reviews and high ratings were high. These results show that in the case of low-priced
restaurants, it is very important not only to manage the rating of the reviews but also to increase the volume of the
reviews.

Regarding the academic implications, the empirical analysis confirms that ratings and reviews of online
reviews have a direct impact on consumers' intention to visit restaurants. In particular, until now, online
review-related studies have been conducted separately by ratings and number of reviews, and have never been
measured by simultaneously reviewing ratings and reviews. Second, the effect of the interaction between review
score and review number according to the level of restaurant was verified. If the price level of a restaurant is high,

it can be significant that the review rating plays a more important role than the number of reviews.



Practical implications are as follows: First, companies need continuous monitoring based on the results of the
ratings and volume of online reviews. In other words, companies need to conduct strategic marketing activities to
keep potential ratings and the number of reviews appropriate for potential consumers. Regardless of the
restaurant's price level, the rating of the review is very important, and the activity to increase the rating should be
continued. For example, whether a negative review has increased due to a problem with the service or food, or
whether the quality of the product is not a problem. Second, based on the fact that the response of consumers to
online reviews varies depending on the level of the restaurant, it is necessary to clearly identify the consumer's
perception of whether the restaurant has a high price level or a low price level and establish a strategy
accordingly. For example, if you are an expensive restaurant, you will need to pay more attention to the rating of
the review, and you will need to pay particular attention to the quality of the review and the management of the
rating rather than the volume of the review. If you are a low-priced restaurant, you should pay more attention to
the volume of reviews. Consumers looking for a low-priced restaurant usually make the decision with more
emphasis on the large and small number of reviews. Therefore, inexpensive restaurants should continue to be

incentives or promotions for many users to leave reviews.
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