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Impact of Interpersonal Relationship on the Effectiveness of

Friends’ Reviews in WeChat Moments

Zhang Hao Zhang Lan

Abstract: The Internet era provides a convenient platform for consumers to communicate with each other. On-
line reviews have increasingly become an important factor influencing consumers’ purchase intention. As a popular in-
formation channel, environmental characteristics of the social media often affect the effectiveness of information dis-
semination. Therefore, the WeChat Moments, which is dominated by strong relationships, the interpersonal relation-
ship between the sender and the receiver plays a vital role in effectiveness of online reviews.

From the perspective of interpersonal relationship, the research explored the influence of closeness and social
status on the effectiveness of friends’ reviews based on the signal theory, with two moderators including review va-
lence and Chinese and Western culture. The first—hand data were collected through five experiments by scene simu-
lation experiment with Chinese college students as the main samples and processed data through Spss software.

Study 1 and study 2 respectively verified the influence of interpersonal relationship with two dimensions (close-
ness and social status) on the effectiveness of friends’ reviews in the context of information and consumpti