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"Literal" or "Figurative'': The Effect of Online Review Language

Style on Consumer Purchase Intention

Zhu Zhenzhong Shan Minghui Fang Xiaoyun

Abstract: Online reviews have become one of the important information sources for consumers to make pur-
chase decisions. In recent years, scholars have paid more and more attention to the impact of language style of online
reviews on consumers” purchase behavior, but they have reached contradictory conclusions. Based on the Language
Expectation Theory, this paper explores the mechanism by which language style of online reviews affects consumers”
purchase intention. Through two experiments, it is found that consumer shopping motivational orientation has a moder-
ating effect, while factuality perception and interestingness perception have a mediating role in the above mecha-
nisms. Specifically, for consumers with task motivation orientation, online reviews with literal language style make
them generate stronger purchase intention, and factuality perception plays a mediating role in this process; for consum-
ers with recreational motivation orientation, online reviews with figurative language make them produce stronger pur-
chase intention, and interestingness perception plays a mediating role in this process.

Key words : language style of online reviews; shopping motivational orientation; factuality perception; interest-

ingness perception; purchase intention
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