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How do we harness others’ opinions?: An investigation on product types
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With the rising of information technology, we can conveniently harness many others' opinions. However, it remains unclear

how we utilize them. Online review sites, such as Amazon.com, display a lot of products. Especially, it is well-known that

products could have two types of consumption mode: hedonic or utilitarian. In this paper, we examined how these product

types affected people's behavior on others' opinions. Concerning others' opinions, we focused on a rating distribution. In our

experiment, participants conducted a binary product choice task. The task composed of single product name and two rating

distributions which had similar average of ratings but different variance of ratings (high / low). The results showed that product

types affected people's choices on rating distributions. For hedonic products, participants tended to prefer high-variance rating

distribution more often than for utilitarian products. We discussed how the results emerged and illustrated how our findings

could 'nudge' people.

1. AobaE o ay

WA, T WREIRORIAICLY, R GIEh AOE LA K&,
INOTFIRICATCTEDINNI -T2, UL, ENLTIEADR, £
D NDOE RAEEDIHNNTIEHL THBIT OV TEBALMNC
T2 o TRV RN, T CIZHEATAFSE [ Fujisaki et al., 2018] T
1%, Amazon IZREINDLAT 4L 7 AR, Bt
DI=DIZIEAT 20 (B 47 /M) 12 Eo T, BROIEHOH:
ST HZEEHBENZL TS, LLEFDFEERTIL, 74
T E— D (Fa—b— A= —) IZRESNTEY, LML
RS FF ORI BIL T BEE N T veh o T,

ZOR, HEELEFEOS I T, BEMOMEIZE > T&
TR —2AOVHEE (B 2 AT o — W], DUT, IS RED), &
RO (Bl R A2 —BedE], DIT, ERHMEERTD)
WV, 2RO EETZREO DT I DMESNIDIEN LI
TV %[e.g., Hirschman and Holbrook, 1982]. HFIZ5G1THFZE[Sen
and Lerman, 2007]ClE, BEnlCx 55 €L E 2—I2o0
T, BRI CIILE 2V — 2 O JRR 2 e | S, ERMETE
P BARIZRK 2GR D HNAZEEZBH LML TS, Ll
[Sen and Lerman, 2007] Ci¥, L E 22— 372721 DIZRESILT
Wz

T TABE T, ZEOFHIIZOWT, P OMEE R %
DX TG 2 D BEFT 5. BARMIZIE, Amazon &
NREZETH BRI TWD, #Efi531i ([e.g., Fujisaki et al.,
2018]) Zxt G & Uiz, B/ A0 ICIE, T2& 2 B O B 7350
<&, FHMALEE LT B/ S (BLF, IR 8 R b
HHIUL, FEMB NGB KEN(LLT, @80 bob
HYHI5 (X)) . 2T, ZOEGTEAFF DI ORFHmIC L
C, [Sen and Lerman, 2007]%0 7% 5612 LN ORER % 32 T

. BB T, B S B DIEEHE DR R AL 2T —IZ
BEhbd. ZOER, TOEITHMESBHEINDBIH LY, E
BOBREPEILD. LU ERETE, ZOREE
i EEICROOND. ZORER, ZOESHEZBHR &S, &
S EROBIREIMEL 2B,

UGS L TERIRT RS, R PR B A SUEAFZE R, D H
HX B 3-8-1, E-mail: bpmx3ngj@gmail.com

ITEVFERRCIE, i 2 2L LT, SR RRL250
AL 53 AT DD H— 5 2 JRINSE 2 08 i B PGRE A FE ML, Z o
R RRELTZ.

2. ITBHXRER
21 BmE

43 4 DR KRB AE DN IR SN LT (Fefin : M =19.79,
Sd =1.88; PEBl: etk =194, Btk =244).

2.2 Rl

97, F-M A & JC TR 48 [Fujisaki et al., 2018](ZH#EHLL T
VERCLUT-. & 243 AT 1%, Amazon OH D & [RIFRIZEEME A HE
THRIN, FHEOEII AN —DORESTRENS. S 10 BB
WCRRE LT (IR, 10 28 i) 2L T, — @ik, H—
DRSS BB DR 0 AT DT % 20 {EIERKL7=. REAMD
SEYETE, Amazon DIEAZZEIZ, Wb 10 BePErh 7L AL |2
WELT. 728, ZORMIIO SR, & 53 #LDIED DMK HE
FOHEIZ 0.5 @, EOBORIREL TUE, 1250 &7,
DEEDARFEAM, (FEA L7 OFEAM ) HDAERLSND, 52

Fol@RIv AILEFIFEGEC, E550RERELDEVELDEELTIE2L,
L 2= 1 AR~ 1 OV BT Y,
BEOARCHIHTE. LEL—BEHSHULTVFEY,

By L HEREOT7TY

EmA EmB
S S p— 10 0
+0 [0 4 s ] o
8 0 8 10
7| 0 + ] 12
6 | 0 6 ]
5 | 0 5 0
4 0 4 [
3 o 3 [
2 [ 4 2 [
1 8 1 [

X 1. EEAEE. pEs T v o VORI ERME. BE A T
G S B, L E = —H0T 40 O b O & fR
LCTW5s.



1G3-0S-13a-03

The 33rd Annual Conference of the Japanese Society for Artificial Intelligence, 2019

BEDOLAT 4 TP ARTHLL A BD J-shaped[e.g., Hu et al.,
20091 EIEN DL DOERA L. £, FHl A OfLE 2 —
L TlE4, 20, 40, 100 DAREMEAZEREL, ~THOMRLE 2—
BITFTELT.

WIZ, BRd D04 % S T8 Lu etal., 2016IZYEHLL T
PERR LTz, 92D A7V — (i : B (2 C, A 1o
Bl : a3 A7 =), ERMEEL1S (B FFa A2 —), At 18
DR L4 EF) T Tz

2.3 FE

ABINE B TR R IGREE T O (M 1) . PC LIz
Shh EREM Ay A DT B R L, B e W A RS B
JEIEA 90 A T25720, 18 (H DG a4 35[0 3D BoRrES Tz,
2B, KT CRRINDFHM AT DT, BE 4 O oA,
BERIEDERIFIBIMEZ LT~ A LT,

Fiz, EANZ 200 pF STl 7= 07 E A 5D, RIS
WO THD | ERET DI HR LT,

3. HER

ﬂs;'ﬁ%:l WORULTZ. ) 210, S OAME (RIS 525
HZB T AE SR ORIEL, ZMEZ L7 ayhLizb0
THD. %ﬁ@ﬁ*% IAEY, B CEMAMELLE &R
BPCRPERBICE NI ENHLINI e o7 (¢ = 3.80, df = 42, p
<.001). F7z, hFEFEEL T itlﬁzf“@%@ﬁiﬁ%; iz
(Cohen's d = 0.58[Cohen, 1988]). 7233, /0 HLDIEIE D -
¥fEig, @‘%{ﬂﬁ'%ﬁﬁ’lﬁ&’&L:?L'\’/XI//\}I/%?J:IEIO“CPL
(&I = 0.60; FEAME = 0.51). Ziu, @O D7)
%, RSl mi<E befj_&bf%é&%x%ﬂé.

Fio, LB a— 8O, JATHFE[Fujisaki et al., 2018]&
FERICBIE SN e o Te. BRI, Ve 2 — B BE SR,
BINEZETH LERELTZ GLMM (378 R O Ime4 &4
ﬂ%) XD ERMREEIT 12825, BiE - EREOWTH

IZBWTHERIRO TR T dES Ve~ 7 GG v 2(df =
3)=3.44, p=033; FAME: 2 2(df=3)=3.12,p=0.37).

4. le.\I:l n_j.

AT O BIEEBEC, FA-DId M A OE B2 K&,
MOTFHRIZATTEAHINT o2, AFETIE, L AT 47
T ANMCIT B A7 & A, R OMEE R EI LT A
DERDOIEROUNNZE 2 DB MG LTz, EDORER, 7

D EORHE A2 OW T, BIE N —ADOTHE 2SR T,

FEHAR—2ZDHEHE AR T M IS BTN T <DL
BINTAeoTz. ZHU, R O R 53 AT 23R D B DAREF A

1.00

o
~
o

o
w
o

SHRRE

=3

o
)
o

0.00 EARIE =R

X 2. EBALR

WZBEILC, LR ORI AT =X LM\ T2 ThHEE %
HD. ET, JEN AN —ZADH B ARG T, AKFHT O R
RNV E 2V —ZmESniz. ORGSR, ZOMKGH EHES
NDIELFET2D, R B OBHREEN EL< o7, ZAUTKI LI
PETIE, ZORE D BIRISRO b, fER, £ OEFHEN
G CE T, S0 OIEIEI R AR e o7,

SEATAIFSE[ Analytis et al., 2018]23 i L CUWLDEIT, AL
NDOBERAEDIDNTIEHT 20543228 7T, %@Eﬁ%&
IR T RENITDOVWTRIBE G2 DT LN TED. AWFEDH
ROBHEALEH LT, LAT A2 7 HAMIBNT, EE
(FEH) RN—=2ADWHE ARG TIE, & (K 53 BoOFHL 53 76
ZRFOLDEESLINTHERE T RETHD, LWV ZENFTH
Z"Lé @ij /\z))ﬂﬁ}\@‘aﬁ%tj*ﬁsz‘é@ﬁ %, iy
%D»uiﬁ'é%@%ﬂ,ﬁﬁ SIRFTTHILEEL T, Ax 2LV HE
IHB LT | CEDLAREME DS,

SE Xk

[Analytis et al., 2018] Analytis, P. P., Barkoczi, D., & Herzog, S.
M.: Social learning strategies for matters of taste. Nature
Human Behaviour, 2, 415-424, 2018.

[Cohen, 1988] Cohen, J. Statistical Power Analysis for the
Behavioral Sciences, 2nd Edn. Mahwah, NJ: Lawrence
Erlbaum Associate, 1988.

[Fujisaki et al., 2018] RIS « AT 54— - fill FH— 18 T/ HdR) o
i‘ﬁﬂb? KUTTR DI ﬁ&%%ﬁ@ﬂ%?ﬁﬁﬂﬂﬂ"?ﬁ“\@ﬂﬁ

\ZH-2 058, AAMS DR 59 BIRSF K in UE,
89, 2018.

[Hirschman and Holbrook, 1982] Hirschman, E. C., & Holbrook,
M. B.: Hedonic

Consumption: Emerging Concepts, Methods, and

Propositions. Journal of Marketing, 46, 92—101, 1982.

[Hu et al., 2009] Hu, N., Zhang, J., & Pavlou, P. A.: Overcoming
the J-shaped distribution of product reviews. Communications
of the ACM, 52, 144-147, 2009.

[Lu et al., 2016] Lu, J., Liu, Z., & Fang, Z.: Hedonic products for
you, utilitarian products for me. Judgment & Decision Making,
11, 2016.

[Sen and Lerman, 2007] Sen, S., & Lerman, D.: Why are you
telling me this? An examination into negative consumer
reviews on the web. Journal of interactive marketing, 21, 76-
94,2007.



