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AR [r] T3 728 far tE Cronbach’s a HEFE AVE
EYEIL 0.75 21.47

[ 5 [ R Bk EYE2 0.75 21.36 0.812 0.810 0.587
EYE3 0.80 23.38
BEA1 0.74 21.38

Y apkss BEA2 0.74 21.22 0.786 0.788 0.553
BEA3 0.75 21.70
AESI 0.75 21.88

GEEdR APS? 0 2107 0.834 0.834 0.557
AES3 0.72 20.84
AES4 0.77 22.87
BELI 0.77 2236

SR e BEL2 0.76 22.14 0.798 0.801 0.573
BEL3 0.74 21.43
RELI 0.78 2278

&R AH REL2 0.75 21.88 0.808 0.808 0.583
REL3 0.76 22.18

s AUTH on .64 0.705 0.704 0.543
AUT2 0.76 2123
OBJ1 0.77 22.50

Bl U OBJ2 0.76 21.86 0.803 0.805 0.579
OBIJ3 0.75 21.57
EXPI1 0.77 22.50

Rl EXP2 0.77 22.78 0.820 0.82 0.603
EXP3 0.79 23.39
QUALI 0.76 2248

& o QUA2 0.78 22.97 0.812 0.813 0.591
QUA3 0.77 22.50
HELI 0.72 20.73
HEL2 0.76 2241

& A T HEL3 0.76 22.39 0.868 0.869 0.571
HEL4 0.76 22.53
HEL5 0.77 2291
INVI 0.78 23.01

THE BN INV2 0.75 21.71 0.817 0.816 0.597
INV3 0.79 2325

BBE Sy AT A 53 BT I B ABE Y () AL SO RE R R S R BRI, AR T SRR R A . AR
LISREL 8.80 #4743 #7. #i4E Netemeyer Z5!'°L) Jz Fornell 1 Larcker I FE1, A SCiA AiTAt s SRk
FERIARER =4 A P8 #7E 0.5 BA L, 4KT 0.7 BN EdSF: HEEREKT 0.7; AVE KT
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0.5, 2 4R ER, BRI THAE. HEEEM AVE BE Tl 82 H. Hubrlan, Aol &
WSS T o T ASSCI R, Hdf = 5394 ()* =2723.79, df=505), p<<0.001, FRuEfbI77 A%
7Z=0.041, HLEIMETRECH 0.98 (FT 0.90), waEETEECH 0.98 (T 0.90), MEMETEECHN 0.98
(BT 0900, Hitt, ACHESHREEABE, S5, NEFENpS—-NEE AVE M7
MR KT H 5 HAD A & M5 R 3L, XU SO I R R XU R A R,

4.2 {RIZEKIG

B RE I SRR AT S B = ANERE, ARSIV R R e tE (PR R T &M BCRIE TS B =/ 4
FER BB NE R, ASCEE S5 R R 5 T S A TR RORLE . T B GRS ), B RS
MRER. BREEAE A SRR = AR AR 20 5 0337, 0320, 0.425, p<<0.001; XFF K HEHAT{E
e, B RIENE. B AROCE . B BUST AT B B DY AN R P R 43 10 0.299. 0.288. 0.212
0.303, p<<0.001; X R EHRIEKME, BT AERE A RERAES 38 0519, 0.534, p<0.001.
TX ETF 5 2 SR 2 B AR S 5 1) PR R R R AR A b S e PR BRI 5| 7 B T A R AR S K

SKUE RTE B = AN BT B A PR R, MR SR IR AT (S B = AN A S i B e, A A A
AP AR, Wl B R W B  BRER . PR E e A0 P A SE I A T 34 R A ELA A P I
5| 1455 s MEAE R EE. BAAEISME BR BSOS 35 B A B R T A
PEAS 535 A8 B AR L o B 5 P 3 (LA D B i K VR4S 43 o ZRIME RN A0 45 R s (GR
3R 1), B R RN 5] A%t B R YRR AN B 2 (B =0.241, t=5.467, p<0.001), H1 3K1FCFF;
P SRR T A3 s o P A P B AN B3 (B =0.306, 1=6.932, p<<0.001), H3 3K1G30HF, KK
S KA A S RN B (B=0.393, £=9.053, p<<0.001), H5 353+

x3 SEEESH

At FR 1 A 2 Bl 3
P& A kg 5| A 0.241 (5467) ™" 0.197 (4.400) ™" 0.154 (3.437) ™
R e ] g 0.306 (6.932) ™ 0.266 (5.949) ™ 0.257 (5.852) ™
PR A Kk 0.393 (9.053) ™ 0.359 (8.250) " 0.400 (9.181) ™
ke x - AN 0.132 (4.128) ™ 0.136 (4216) ™
& H T

PR RGN 5| 0 X 3K e s A B

—0.199 (-3.577) ™"

P R R A X T 2R 2 A\ JEE

-0.086 (-1.415)

P BN AR X T T B AL

0.273 (4.633) ™

R’ 0.827 0.831 0.838
A% R 0.826 0.830 0.836

FH 1003.198 775.780 462.811
A B 3/631 4/630 71627

sk R MK 0.001



TELTH BB WAL P IR AR B A S M RO 5 49

B Rt B A A R e, [ A s SRR, PR R B R LR RS B R A R PR
W N AN 4 B o, BRI S] 0 = ANRErE A, B R IR G IR ERO B R A PR 5 i 2R AS 5
% ($=0.020, 1= 0.661, p=0.509), H2a RIR1FSCHF: B Esoxt B A R 48 B2 (B =0.134,
t=4.077, p<0.001), H2b IRTFCFE; K EBNE A RMEREAREE (B=0.116, (=3.055, p<
0.01), H2c FRAGFCRE. B BENmT A5 v (0 DU ARtk v, R w0 ] A P A 2 i 007 AN il 3
(f=0.050, t=1.519, p=0.129), Hda RIRTGFSCRE; BN B A R RE i RN 825 (B = 0.154;
1=4.652; p<0.001), H4b 353 B BN A RS2 A B3 (B=0.001, ¢=0.020,
p=0.984), Hdc ARG CHE: B 20T B A PRSI N 22 (B =0.138, 1= 4.447, p<<0.001),
H4d SR 3CRF . B BN KA AR, B ARl (B=0.162, 1=4.714, p<<0.001) FIEf7 )i
& ($=0.236, 1=6.640, p<<0.001) XfE& FA HYERM XN 52, Hea Fl Hob ¥R ICHF

x4 OEASHER

[HAF 1353 P& R T v RE. o fHRREN ESraans
& B 5 | IR Bk 0.020 (0.661) H2a %A K15 3¢
PR Bk 51 7 P& R 0.134 (4.077) ™ H2b #R18 FF
& R Ik 0.116 (3.055) ™ H2c #4535 #
& R AlE 0.050 (1.519) Hda WA A5 H;
R RS 0.154 (4.652) ™ H4b A5 3
P& T
B et 0.001 (0.020) Hdc WA A5 308+
& F W 0.138 (4.447) ™ H4d 35 3
&l 0.162 (4.714) ™ H6a 14535
PR BB K
P et 0.236 (6.640) ™ H6b 3R153 375

R B E VTN 0.01; wedIR B KT8 0.001

DA O A NFERRTTE R, AEF AT T 2 AT o A5 432 B0 R AR G123 B 5 A
HRAS R CTREE, WE 2™ FAS R0 R AR M N 5855, A SO REma i 2 (A o8 R . Ik
Gb, sy ERENVAE S B AR R, b T RR BRI AR R, AR T 2 SRR AN D[R] )
RICAEBAT /3 Z EER, T = AR (R 3). BEAR RN E A A, B AN T B ERE A
JERENWL 51 7 P B R T {3 s PN P P e KMk PR A PR RS s AR 2 FEASEY | R SEA b
TN AR P BN B 3 fERER 2 (R BRI T = AN AR R S BN (RS IR R
175y E VA HTES, VEE X BT A RS EHAT 7 IE P O, 82 NS R A 2 R, H
BAG T 2 B LR M ) 1)

F 3B B 3 BoR, BARE (BB . BB EEME . B BT KM X
A YRS B SN . R 2 AT 3 R, AR G REBNE) XA AR R &
o BB 3, JHREBNEAR RS DS ARERRTIETEREZE (B=-0.199,
t=-3.577, p<0.001), H7a 33 LHF; EERFEFATEEES B R A AR P IETERARN RS
(B=-0.086, t=-1.415, p=0.158), H7b BAHIRMECHr: EERFBMEKMESE A HMEX R P IETE
HEZE (=0.273, t=4.633, p<<0.001), H7c FHRIFFF. #—LH, X T H7a Al H7c, BRFLAEA T
Bootstrapping 1 — (Model 1) 43 H1iH P& &N L IAT/EH . Bootstrapping 73 B4k R, X FKEAN
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& CME/NT 4.14) 3, BRGNS s B A PRI 80N 0.7043 (95%CT=0.5715, 0.8371);
XA AT 6,407 3, B R IERINR 51 J 70 B A A7 R RO SE I RON A 0.5574(95%CT = 0.4419,
0.6729); AREIRE N &, BRG]t B R A RIESE M RS 84 5525, AL Al (52 w5 T
Ja#, H7a3R133C#F. Bootstrapping 774745 KRR, X TIRENE ENT 4.14) H%E, B
LR B R F VRIS A 0.6537 (95%CT=0.5887, 0.7187); StFms AN (BME/NT 6.40)
T, B RN KA B A VR R RN 0.6657 (95%CI = 0.6020, 0.7293); ARE{KREA
FEH B, AL MER RN A 2, A R RN R T AT, H7e SRAF SRR,

PSRRI TR L, A SRR A, R FORs IR R S AT R SRR AT (S A AT 1 A
B KAEAEIRIE X 73 R EARA R KT, 52850728 &= SR AY AT XU R 3R 77 2 041 (analysis of variance,
ANOVA). BFFLEE SRR, 7 b S R BN 51 o B R A PE S BN 2 (F (1, 631) =7.277,
p<<0.01), X THEEK M, BRG]y A 52 w1 B 51 J R A HIE (M, = 5.863,
My, =4575, F (1,631) =222.18, p<<0.001); XJ &5, KRG miEsma e s TE
FRs| TR AN A Y (M, =6.024, My, =4.406, F (1,631) =359.40, p<<0.001). #t—HHh,
ASCHCAL TR RR 2 A ARG i 1R SRR S| AN TR PR AT PP 22 57 BC X PR A A B
X T ARG it B R 51 0] B P A R R S 22 S S 2 e T R R P SRR S| o IR A AR
FMZE S (AM = 1.618, AM,,, =1.288, ¢ (167) =2.208, p<<0.05), H8a J{fH3HF. 7= MAKH 5K
PRI S RS AR R (F (1,631) =8.987, p<<0.01), XfFHZM, KA nl{EHE g
FHPE 2235 v T B R Wl A R R A I (M, = 5.878, M. = 4.548, F(1, 631)=254.48, p<<0.001);
XA, R R R e A I B T R AR R A I (M, = 6.042,
M. =4.359, F (1,631) =418.44, p<<0.001). #E—PHX LB AT AL, X T MRS i, B vl {5
P P AT P AR 52 i 22 5 8 2 v R ot PP RIS X B A7 PR RS 2257 C AM = 1,683,
AM,, = 1330, ¢ (164) =2.470, p<<0.05), H8b FRAFZHE. 7 I 5 B IR0 L A A 2 B 200 S
# (F (1,631) =87.063, p<<0.01), XJTHZ M, B ERAL M m 0GP B2 T B J8n
LR EEIH M (M, =5897, M, ,=4570, F (1,631) =247.04, p<<0.001): XT3,
B A 88 R0 B A e RO A TR 3 e R O R KPR oA e (M, =6.028,
M, =4383, F (1, 631) =387.55, p<<0.001). &t —FHECXT LB HTRIL, X TR% M, B ERm%
KR B A R R w22 R 3 e T R A B O L KM R A R e % R
(AM = 1.645, AM,.=1.327, t (165) =2.246, p<<0.05), H8c 3K{FLH¥.

5 HR5ivie

51 Zig

Tt T IE L R BTSN 1 635 4% R X PP e B A AT PR RGN . R af R EoR (R 5D, A4
BB A PAF SRR 0T H2a, PRI R R ARSI IRBR B R A VR R RN AN 2%, R AT g
2T, ERIWVES b B R A FITER, 33 B B A e R 2 Wi (i, IR i SE I D5 T 2% 8,
HH B PR A 0 B P A IR S AR BRIX — ) AN AR5 FE IR 3R o TR mI A Pxt P A7 F A R S e 8 A
% (Hda) X—Z504 NESL, HWTTIRIGHRE. DY B 7 a5 M 2 BHR B R RIE A 3 (5 B2 5l
FHEL PR, IRZ MDY T R R K [ TRAT PP AR, s B
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SEPP IR 2 AR LS B L, AR A AMERE . ATTEE, AMUSVOIREESCFR A M, ™
BEIE XA U EN G o X Hae, B HSLPERT B R A7 RIVE RS2 N AN R 25 o X — S5 R Ji
DRI RT RE-5 B mI A Xt T P A P i 25 A 2 1) S DRI DAL, AR 2 ¥ B3 T B B A5 IO A 1 ) A I
ANFSE, T AR, T S G 1 R AU I, B B R S T R B A ARl e
K. LR S5 EEBAG, RHEATHRIF BN K. T HTb, W3 6 N FEAE B RN (5 it 5
B A RSG5 AN 35 o AR 00 L BT — 2 SR D BRI TR T {3 ek o 1 A5 P PR AR 52
maff F NIRRT, ANBETE S8 S AR AR AL, BV 2 2 Sl AR v s N ERUIG, PR I R BT {5
SR TS AR 2 FLA T I P AT PR R S R TR R

At FAE RS £ A [SRees] ety A 8

P RIS 97 (H1) R HF PR B (HS) SRS EEY

g5 1Mk ER (H2a) ESIXESER FRLltE (Héa) AT SFF

I st (H2b) LRGN Pl frBi e (Héb) RSN

P A SRk (H2¢ ) PAFAE P B 51 ) X 3B B AL (HTa) RAFIAE

A R PR R AT (e (H3) LRGN PR A FITE | IR Rt X BB B AE (HTb) | RIS
FA Al 51 (Hda) RIRAG S P IR KM X B B AL (HTce) RAFIAE

P Fr kS (Hab) LRGN PR R 51 3 X 77 262 (H8a) RSN

PR S (Hae) RIRAG S PR RS A {58 > ™ i 60 (H8b ) RAFIAE

P & Wit (Had) LRGN PR BRI M X7 268 (H8e ) RSN

BRVUAME B A RS SR AL, HAR IR . PSR I B 5] 1 (HD . B BN {5
e (H3) ME AT (HS X E A A 2. o, PRg e B A B mr {5 st xs
B R S M R 3, 5 SOk b S R TR B R R s sk — 220, A RS (H2b).
BRI (H20). BAMSSME (H4b). B RN (HAd) . B A£E (Hea) FIEF S (H6b) Xf
B A F IR RS e AN R 2 oV B S N BN 51 70 (H72) AE R &Kt (H7e) 5
BIR A RMERRPREER RS PR R A EE =/ NEE (H8a. H8b. H8c) 5K HHHME
KA PHEHRE .

5.2 EigENX

ARSI TARYFIAF R, BRIF T2 B S PRI RS D, SRR B =N ERE, JURR I A x
P P A R IS RN o B 7 22 R B DR AR BLAE LR LA T

— W FUIRIE T SCHR A SRR AT AR AR 77, DLRCRIRAT S L =N CRRIIR S 0 JGaTAT
(ERAE  BORIFAE ) 0 VH B DA R A S B RONE o SR A SR AT 5 AR Y 3 N FH 3 i SRR
BRI S A 2 B Bt 5 ), R SCIESE T iX — SRR LR PR S b AR 77 o I
W 51 30k Bl DRI B W SSEAE ) 45 4T VR IR 95 U 40 Vg K BRI, AR SO e 45 SR W I
TR 51 F3 0 B A IR VAN AT E LM o BRI R A A Xt A PR A2 R ) T SO ML A S 7 PP 1 4
S 20, RSO IR T A 2 S 3 R Bk B A VAR . R K A
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R 28 N AE SCER T AN —F R B, B, 7E Filieri Z80F 78, ABATT R B0 16 % S BR AR (K A st 47 T
PEEHOA AN E A FIB2. Racherla A1 Friske 3B it 23 H7 Yelp.com P rh PURARE 528 (K AJE. BT, 5
KT VPSR KL, PFEE LK S5IEeH FATE R A", Cheung 24 H, #£ openrice.com iX
NS EAWRVET S , PR L Kot s B A ks B smal' ™), Liu A1 Park 353 43 #7 Yelp.com
W3k IR T VPR EE R B, PRI KPS FvE B E e ml )l A SCt g R, T irie T
A3 I IS E O NV E DA RE - A LE S g VATE

TR FANFE T SCHER A R R B s B S A A o SR R TR R P iR A
(RIS, B aR i B (15 A E R, B4 SRR A ALSE SEUAE Y, A SCAE SR P A B ot
AV sz RO, B AR B AR B S RS A .

SRMAFEE THRGEELILN R, DETF AL U IR L, IiFe K EN 20 %
L0010 0T 108 AT B Sk B PRI AT ORI, (B FAI N TR, BBV E R R
PR R A B A B B N, A SO PR R R R EN TR, B TR A AR,
SE PHE AR N A DU AN [ B R 1 558 1T A P A P S i 285

5.3 ZEKREX

ARSI T8 285 RO FL B O I R 2 an e BV T I B A B TR S L.

A, RVE LT RS RS B S L RIS R T B SR AR s, Wnde g, B
SR WEERE S, ASCE SR AN IX S B SRR A TR, TESE T S IX — kI L
DRI, T R0 5 A S B T R 820 P 8 - B W S AR B e, HLIESE i A SR . AR
B L AR v o B ) P R 2 A 9 RO VR R, BT S 1R B R K2 W B, LTS
R ik AT AR RV AR P A B I R AT X SR ) PR TR VIR 1 2 B, (SR 28 2 AT 1 R AL
A R A SRR

TR, WRAUAREEW], EE ARG ) S A IR B RS IR S B A R AU
ML KIS BRI A RMERRS, PR EHEE . TSNS, B =X E A H
VE RSN I I G o 3K G5 RO PR it FEL T X IS A O B S A R38R R 5 =
R R E R PR, KISttt EAeEDR, B AR A L, BRI E AR

54 WMREREMEKEARAILE

AT EARAE SRR SAIE 1 2 H B, R0 T B R R RO SE ma 1 L, (BT ST A7 AE — SRR ER 1
AR TERTAEA ST TR _F 3t — DR .

ARSI TR ATE FERETY, REINR 51 7 RN AR A E AR B A ME =N R, B R 3E 1
JUANERRE, BRIF T USRI R A FIE RS2 RN o BAREE JRER BT IX LA E oy = AR ) 1 4R
HBUEA G ZVER A, REARGF AR LA FE A S B GRS 7 o ARSRAT T A SR M At A P B T oAt
PR R R e AR AT e, IR HAth TR 4.

2RI FCAEAS I B R R R R ORI, BRI fr s BOA B RE SO IR RN, IXAER] T AL
X RBEAR R AR, (HS B SEAE Tl 2 E B TR RN o RSRAIE 78 i SR BEHS B SCPR IR S [R5 78
HARRIRE, SR PR TR s m /R = A B L

ASCAEARTT PR B P B A PR RIS RN, 3 B SGE B A B, noxd T ] {5 46t
VX —4EfE, 1R EEFIEEI A ARG EME. MRSV SR L, R RIS T M A e 4
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AN TR RACHE, ASCEIN T B R TR Fr PR RN, PRI IR N
JEo ARARWEFCAT AEA ST FUdEfti B, MW IR DNEEEANT, IRANBEEPHRERE. B FErE. W
PERAE, PRI PHE A YRR R E A .

W FEAE B P RT3 B =ANERE S B A ISR &R, 3R 1B NFER SRR R TR, ARk
W FERIRE— DA S S R R BT AR R, W P X PR AR . X I B S . A, 6
TR, AR SCIRET T, A TAURRIE R &, AR ARG i o FE70 BT 7 i R R
YRR, ASCFZAE A FIE B ALBETT IS0k A AT TN R X R LA —E 25, XA
EFNEMHEREBNEANR, SHERGENE G, SRS NI, 5757 5B 15 1F 5oy &
Fo HIURAE R S S B AR, ARG a0 AR B B LI, 7 R R R T A T e ANIRL, RIER
KM FEAE T it TR, T DLAEA A% 7 T 5™ 6 PR BR A o

FEALERBARI, AW E B B2V E R B WAL, EANOSGHRE T, ASCHIes 7 H
PHER, Zug 7 HAN DG IHRAEE R . SR, HRAV Bl SRS 7T e 2 R B e ol i A PR B2
Wi, KRR FERTRE— 0 2 U5 FA N DGR IE S B, IR Ha o
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Effects of Image Characteristics on Image Helpfulness in Online Consumer Reviews

WU Ruijuan, ZHANG Zhishuai
(School of Management, Tianjin University of Technology, Tianjin 300384, China)

Abstract Based on the source credibility model, this paper mainly examines the effects of image
characteristics on image helpfulness in online consumer reviews. Through the survey of 635 consumers with
online shopping experience , results showed that image perceived attractiveness, image perceived
trustworthiness and image perceived expertise have significant positive influences on image helpfulness.
Involvement negatively moderates the effect of perceived attractiveness on image helpfulness, and positively
moderates the effect of perceived expertise on image helpfulness. In the relationship between perceived
attractiveness, perceived trustworthiness and perceived expertise and image helpfulness, product type plays a
moderating role. Further, this paper develops subdimensions of three variables in source credibility model.

Key words Online consumer reviews, Source credibility model, Image characteristics, Image

helpfulness
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