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Abstract. This paper uses octopus software to capture 31lft@eamview data of popular
clothing products in Jingdong Mall as the datac$ehis research. The comment features
are quantified by text mining method, and the comimeeywords are extracted by
TF-IDF feature extraction algorithm. Based on tkeults of previous studies on the
characteristics and usefulness of reviews, thigpppmposes five hypotheses and makes
an empirical analysis using Poisson regression mdtés concluded that comment
pictures and comment heat significantly positiveifect the usefulness of online
comments on clothing products, while comment tiawefe, additional comment and
comment length do not have significant influencettom usefulness of comments. Then,
according to the results of empirical analysishis paper, suggestions are put forward
for online shopping platforms and merchants tongjtleen platform control, increase
activity and improve product marketing methods.

Keywords. comment feature, useful comment, Poisson regres&irinmining

1. Introduction

In recent years, the development of network teagyhas brought huge changes to the
e-commerce industry, and many well-known shoppilagfgrms have emerged, such as
the three e-commerce giants Taobao, Tmall, JD, atcl now Pinduoduo is also among
the forefront. People have brought great convemienaclife through these emerging
online shopping platforms. At the same time, thpriosrement of the economic level has
caused the income of Chinese residents to contimuncrease, and the upgrading of
consumption level has constructed China's curratihe shopping market with a good
development trend. The sudden new crown epidem2OR0 has brought more attention
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to the originally well-developed online shoppindhelTquarantine of the epidemic has
restricted people's travel, the convenience ohenshopping has attracted a large number
of people, and online shopping has gradually becanpart of many people's lives.
According to data released by iiMedia Consulting 2020, the sudden new crown
epidemic has caused my country's total consumpti@onsumer goods to drop by 3.9%.
However, the online retail sales of physical gomched 9.76 trillion RMB. According
to the information on the characteristics and dgwelent trend of my country's online
retail market in 2021 released by China Researdivdik in May 2021, my country's
online retail sales have reached 3.8 trillion RNi&i January to April.

Although online shopping has brought many bendfitsan save shopping time and
cost, and submit commodity transaction rates, thatdifficult for consumers to judge the
quality of products through the Internet. Buyers ocaly understand the product through
the pictures displayed by the seller in the starehe platform, the parameters set, and
the text description. These data are all set bystiler, and the authenticity cannot be
verified, which is likely to cause inconsistencyttwithe actual product. As a result,
buyers may buy undesirable goods, increasing thle af shopping. Compared with
online shopping, under the traditional offline santion mode, consumers can not only
see the real goods, but also check the fabricsgrialt and workmanship, and even try
them on directly to check the upper body effecthaf clothing. Therefore, in order to
reduce the risk of shopping, consumers can only ather consumers who have
purchased the product in order to reduce the rifkstoopping, in addition to
understanding the product from the appearance ef gloduct according to the
introduction of the text and the picture displayedhe window. Some of the reviews,
such as purchase volume, number of reviews, fal®naie, negative rate and many
other factors to determine whether the product snbet demand and whether it can meet
expectations.

By viewing the online reviews of the product, comgus can understand the product
more intuitively and comprehensively, improve thethenticity of the product, and
reduce the risk of purchase. Therefore, online gprbdeviews have gradually become
more trusted and concerned information by consumidmwvever, the accumulated
amount of online review data is already very lakgkich creates a pain point for buyers
and sellers that the amount of information is e and it is difficult to obtain useful
information. Therefore, how to obtain useful infation from review data and
summarize the characteristics of useful revievaisther topic worthy of research.

2. Literaturereview
With the development of social networks, online ommication has become an
indispensable way for people to conduct socialviies. At the same time, the
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emergence of products such as communities and forhas facilitated people's
communication, triggered online evaluations by tiele people, and attracted many
scholars to start researching online reviews. @nliomments refer to people using
online platforms to subjectively or objectively egps their views and opinions on a
certain thing or event. At present, most socialvoek platforms have added the comment
area module. The platform has the function of eanldtomments. Users can post their
views, view other people's comments, understandrgibople's ideas, discuss and like
them in the comment area. As far as the platforrooiscerned, with social functions,
users can interact, which can enhance the userierpe and increase the activity of the
platform, so that the product can get more attengiod attract more users. Since online
reviews are based on a network platform, the tiws & low, and information can be
exchanged quickly and flexibly, and there is notrietion on quantity and quality.
Therefore, the number of comments will continuacoumulate, forming a huge amount
of data, which will make it difficult to easily okih valuable information from the
comment area. Therefore, many scholars have witiatsearch on the usefulness of
online reviews.

At present, the definition of useful comment thsatriost recognized by the majority
of scholars is to start from the perspective ofcemed value and judge whether the
comment is valuable to other comment readers. Thee rhelpful the comment is to
others, the more useful it proves to be. But bezaisefulness is subjective, it cannot be
accurately measured. Therefore, some scholars iperdee usefulness of online
comments by consumers based on the number of ugefes obtained from online
comments on websites in their research. In studyiagisefulness of online comments in
the context of user communities, Li Yumeng usestimaber of comments collected as a
dependent variable to measure the usefulness ofneais [1]. Zhang Yanhui uses
Taobao's online comment data to measure the ussiilof comments by the number of
useful votes obtained by the comments [2]. Highliuaeviews can effectively affect
consumers' desire to buy and shopping decisionghwin turn affect product sales,
platform activity, and user trust.

Most of the previous studies on online reviews hadepted the form of model
verification and questionnaires. On the one hahnely include from the perspectives of
merchants, review readers, review authors, etcfintb out the influencing factors of
purchasing decisions based on reviews. Infer thsswmer needs of buyers, and then
make improvements based on these feedbacks andl&tenrelevant marketing plans.
The other is to find out the comments that are idened useful and to analyze the
characteristics of these useful comments.

According to the research of many scholars, thduussmment characteristics
obtained mainly include the text length of the prcidreview, the favorable rate, the
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negative review rate, the rating level, the poptyasf the review, the number of votes
for the "useful" review, and the sales volume & groduct. The 2015 Phocuswright
survey on Trip Advisor's user evaluation serviceveah that users gradually value the
content of reviews. By combining the text and digfeatures of online reviews, Zhou
Yusheng conducted research and analysis on thertoand title of the review, and
finally concluded that the features that affectikefulness of the review include the title
and content of the review, the text feature of rdndew, and the digital feature. These
features will also Affected by the type of comm[3it In studying the influence of online
reviews on the sales of clothing products, Zhu fahgj analyzed the characteristics of
the number of comments with pictures, the numbeeakws, the number of comments,
and product prices [4]. Dong Shuang and othersebelithat on different shopping
platforms, consumers pay more attention to profeatures and emotional expression
features in reviews, while paying less attentiorseéovice features contained in reviews
[5]. Yu Mingnan, Wu Fang and others believe tha timeliness of online reviews
positively affects consumers' purchase intenti@hsghang Li and others believe that the
quality of online reviews, graphic reviews, and itiddal reviews will have a positive
impact on consumers' purchase intentions [7]. Seagian and others found that the
number of pictures, follow-up reviews, videos, ahd number of comment responses
significantly affect the usefulness of comments RBésearch by Cai Limei et al. found
that comment length has a more obvious impact erugiefulness of experiential product
reviews [9]. Susan M. Mudambi found that the exeetegree of reviews, the depth of
reviews and product types will affect the perceiuedfulness of reviews [10].

Combining previous studies, this article will fooois the timeliness characteristics
of reviews, the length of the text of the revieth® number of pictures in the reviews, the
number of high-frequency words that appear in théews, that is, the popularity of the
reviews, and the number of follow-up reviews. Thekaracteristics are used to explore
the characteristics of the reviews Usefulness.

3. Research model
3.1. Research hypothesis
Online reviews refer to the evaluation informatjrblished on the shopping platform by
buyers who have previously purchased a productritbésg the characteristics of the
product, shopping experience, logistics, and afédes service. Because sellers
deliberately brush good reviews and malicious leadkrvs from bad competitors among
merchants, the accuracy and usefulness of onlinews are reduced.

Based on previous research results, combined Wéhparticularity of the clothing
product (wearable products) that this article fesusn, this article mainly studies the
usefulness of online comments from five aspectsiroent length, comment popularity,
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comment timeliness, additional comments, and conipietures.

The text length of online reviews largely represetite amount of information
carried by the product experience. So many schaardy the relevance of comment
length and useful comments. Hao Yuanyuan belidvwatsthe more text in the comments,
the more useful the comments will be. Friske belsethat the longer the text length of
the review, the lower the usefulness of the reviewbuyers and sellers, that is, the
length of the review is negatively correlated witle usefulness of the review [11]. This
article uses the word count of the comment texepsesent the length of the comment.

H1: Comment length positively affects the usefutnesonline product reviews.

The high-frequency words appearing in the contémintine reviews can reflect the
buyer's focus on goods and services, that is, tpailprity of reviews. Generally, the
higher the frequency of the appearance of the wdedsribing the characteristics of the
product or the representative of the service apjpetire buyer’s reviews, the more the
buyer pays attention to the product attributes eswise characteristics of the product.
Dong Shuang believes that the more information ablwal product is expressed in the
review content, the more useful this comment is T3iis article uses the frequency of
high-frequency words that appear in comments tcsomeathe popularity of comments.

H2: The popularity of reviews positively affectsetlusefulness of online product
reviews.

After the buyer receives the goods and publishedymt reviews through the online
platform, the platform will display the time of theview. To a certain extent, the
comment time can show the changes in the userppsiwp experience. There are
contradictory conclusions in the current research tbe correlation between the
timeliness of reviews and the usefulness of revidpesrotis et al. believe that the longer
the comment interval, the higher the usefulnesthefcomment. On the contrary, Yin
Guopeng's research believes that the comment atternegatively correlated with the
usefulness of comments [12]. In order to exploee ¢hrrelation between the two under
clothing products, this article uses the time wdérbetween comment release and
comment collection to measure the timeliness ofroents.

H3: Comment timeliness positively affects the ubefas of online product reviews.

The number of comments with pictures refers tortinmber of physical pictures of
the product released when the product is commeodide after receiving the goods.
Since the physical images released by buyers amceffiect images of the try-on are
closer to reality, they have more reference valng are worthy of the trust of other
buyers. Because the product information contaimedhe picture is more direct, the
buyer's emotions when posting a comment with tbup are more real. So when doing
research, you also need to pay attention to thebeurof pictures uploaded in the
comments. This article uses the number of picturgsided in the comment to represent
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the characteristics of the commented picture.

H4: Comment pictures positively affect the usefaef online product reviews.

The number of additional reviews refers to the neimdf additional reviews left by
consumers after product reviews. Consumers cay tegdrevious reviews in the review
area of the shopping platform to show their suppleis to the reviews and describe the
shopping experience more truthfully. The charasties of additional comments in this
paper are measured by the number of follow-up comsne

H5: Additional reviews positively affect the usefaks of online product reviews.

3.2. Variable measurement
In previous studies, most scholars have modeledustosales or the number of useful
votes for reviews as dependent variables, but mtodales do not directly reflect the
usefulness of a single review, and the number efulisotes for comments on Taobao is
also rarely, thus the research value is not higierdfore, this article uses the number of
likes of comments on Jingdong as a measure ofgbtimess of the dependent variables
of this article, and selects the length of the camnts, the popularity of the comments, the
timeliness of the comments, the additional commeamtsl the comment pictures as the
explanatory variables (that is, the potential cbimméstics of the usefulness of the
comments). Verification to discover the main chegestics of usefulness reviews. The
measurement indicators and methods of variableshemen in Table 1 below.

Table 1. Research variables

Variable . M easur ement
type variable methods |
Comment Heat Number of hig-frequency
words
Comment length Comment text word count
The number of months
Independent Comment between the release time of
variable timeliness the comment and the
collection time
Additional Review number
comment
Comment image Number of comments
Dependen Comment Comment number of votes
variable usefulnes

3.3. Model construction
The measurement characteristics of the dependeiablex will affect the choice of
analysis model. In reality, the value of some \@ga can only be measured by the
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number, such as the number of urban patents arlsipedh papers, the number of births
and deaths in the country, and the number of crimescity. These data have one thing
in common. That is, they cannot be negative numlagid decimals, and they are
countable and finite. The analysis of this typedata is not suitable for the use of
traditional multiple linear regression models (rieiqg the dependent variable to be a
continuous value) or logarithmic model for analy§isquiring only a small number of

discrete values for the dependent variable. Becthisarticle uses the number of likes as
the measurement comment Useful proxy variable. & non-negative, discrete, and
low-incidence count variable. This dependent vaeidb suitable for analysis using a
Poisson regression model. The Poisson regressialelnconstructed in this paper is as
follows:

logu =Py +x181 + x2B2 + X33 + X4 B4 + 55
wherep; is the parameter vector, xi represents the cheniatit variable, and represents

the expected mean value of votes.

4. Collection of comment data

4.1. Data selection

Currently, the main domestic online shopping pletf® are Taobao and JD. For
Taobao.com, its daily website visits have reachedenthan 60 million, and an average
of at least 48,000 products can be sold per mirthe. accumulation of online review

data for these products is also extremely largevéder, because the number of useful
votes on Taobao is very small, using them as reptatve data of the usefulness of
comments will lead to lower research effects, drdrtumber of useful votes on Taobao
cannot be crawled by tools now, which is not coigiito the research of this article.

As a self-operated e-commerce platform in my countb.com adopts a typical
B2C model to directly communicate with buyers fa@dace through platform merchants.
Jingdong Mall ranks first in the number of visitdoselectronic products, and is currently
the mainstream online shopping platform in Chika [Taobao. According to JD’s latest
performance report for the first quarter of 2022,cdm currently has nearly 500 million
active purchasers each year. Its net income ifitbiequarter of this year has reached
203.2 billion yuan, and its market share has re@®6. The quality and reputation of
JD.com products are recognized by consumers. Ipritduct evaluation on JD.com, the
number of people who like the evaluation is gemgtdbher than that on Taobao, and the
number of likes and the number of follow-up comrsezdn be collected through crawler
tools. After comparison, it is found that the dafalingdong Mall meets the research
needs. The hot-selling products will be more valbga wide range of consumers, since
a large amount of evaluation information will bengeated, and women will pay more
attention to evaluation information than men. Thane this paper selects the comment
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data of dresses and T-sleeves, which are poputdhit) products on JD.com, for
research.

4.2. Data crawling

The research data in this article comes from Jingddall, so it is necessary to crawl the
product evaluation information of the webpage tdlecd the data. Since the main
research variables are comment popularity, commgotures, comment length,

additional comments and comment timeliness, thase domment characteristics and
comment usefulness. And it is measured by the numibkigh-frequency words in the

comment content, the number of pictures in the centpthe number of text words in the
comment, the number of follow-up comments, the mdydtween comment release and
collection, and the number of comment likes. Thi®imation can be collected by the
crawler tool Octopus, No need to write code.

Because the octopus can set the data collectiacepscand create collection tasks
according to its own needs. After entering Octoplisk on the custom task and enter the
URL that needs to collect comment information. Aaving the settings, Octopus will
open the URL. Since the webpage of Jingdong Malkislynamic webpage, it is
associated with a database, and the content gfahe can be changed according to the
parameter changes in the link address. And theuptaslaluation information needs to
log on to the website, enter the account numbeipasdword to view it. Therefore, when
using octopus to collect data, you need to setagkies to maintain the login status and
avoid repeated input of account and password tinlaigring the crawling process.

Since the product review data is displayed by @@n, it is necessary to crawl the
data of each page in a loop, and then select thesponding field of each required
review data in each page and put it into the dist set the list loop. The comment data in
each page can be extracted cyclically. When the aiatthis page is crawled, click to turn
the page, you can also crawl the data on the remg.pEmbed the cycle list and page
turning settings into the outer cycle page turniagd then click the save process to
automatically perform local collection.

Buyers can evaluate the order in the order infaienapost comments, and express
their views on the purchase after purchasing goexjsess delivery, and confirmation of
receipt in Jingdong Mall. After the text informaticentered by the buyer on the
evaluation page is published, it will be displayedhe product review as the text part of
the review. After text processing, the text contibwait will be crawled in this article can
be used as a feature of comment popularity. Ifettere uploaded videos and pictures,
they will be displayed below the text comment. Wittopus collects is the link
corresponding to each picture in the comment, sodtiicle uses the number of picture
links in each comment as the comment picture featihe platform will display the
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specific release time of the comment below theupéctThe timeliness of the comment is
reflected by the month difference between the comimelease and the collection date,
so this article intercepts the date part of théectdéd specific release time. Remove the
specific time point, and then calculate the monégtwieen the date and the date of
collecting comments in this study as the quantigatialue of the comment timeliness
characteristics.

After the comment is published, other buyers obfaformation by reading the
comment, and can reply to the comment, which wdheyate a follow-up comment.
Jingdong Mall will count the number of follow-up roments for each comment and
display it below the comment. Therefore, the adddl comment feature can be obtained
directly by crawling the number of follow-up comntebelow each comment.

After other buyers read the review, they will sutijeely perceive whether the
review contains useful information. If the readads it useful, they will like the review
information, and for a single review, each readdy ¢ can like it once. In other words,
how many likes are, how many people think the comtnige useful. Therefore, the
number of likes for each comment displayed in th@ment area can be used to quantify
the usefulness of the comment. The comment lenegifufe needs to be obtained by
calculating the text length of the comment conté&aicording to the research needs, the
useful fields captured by the octopus collectothis article include the text content of
the comment, the link of each picture containeéanh comment, the number of likes,
the number of follow-up comments, and the specdificnment release time. After
selecting the content that needs to be capturedifynthe field name and save the
settings to start automatic data collection.

By removing the remaining 3170 comments automdayida}l the system, deleting
the default value and the data whose comment &ngth is less than 10, and then
selecting the comment data whose number of likesotsO as useful comment data,
totaling 2,234.

4.3. Data mining

The research object of this paper is online comnuath, which belongs to text
information, which needs to be processed by texiingito quantify its characteristics.
Since the data is crawled directly through the teawool, the types and formats of the
fields need to be unified. We unify the commentteah into text type in Excel, and
comment pictures, additional comments, and commsefulness are obtained directly
through crawling in the data set studied in thigcke, so there is no need to calculate
them, just unify them Processed as numerical ddte.length of the comment can be
calculated by using the len() function in Excet#dculate the length of the comment text,
and the result is also numeric data. The commdease time is cut out by the column
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function, and then the comment release date andatimenent collection time are unified

into a short date type, and then the interval mdogttween the two dates is calculated
through the datedif() function, and the value aldiis used as Comment timeliness.
Comment popularity is measured by the number di-figquency words in the comment
content, so the next step is to conduct text minimghe text content.

Words in English documents are separated by wavbde Chinese characters do
not have obvious separators to divide words. Afterd segmentation, the computer can
recognize the meaning of the sentence more efédgtiiherefore, when doing text
mining, the Chinese text data must be segmentedordgéent, the mainstream word
segmentation algorithms are completed on the bakisvord frequency statistics,
knowledge understanding, and dictionary and thesaaratching. There are also many
common word segmentation tools. Since the usesbijiword segmentation is relatively
simple and widely used, this article uses jiebadasmgmentation for processing. Python
can directly import the jieba package and call th#() method in the package to
automatically segment the text. Therefore, thiglardirectly calls the jieba package for
word segmentation. The word segmentation mode easebwhen calling the package.
The first input parameter of the cut() method i® ttext data that needs word
segmentation, and the second parameter cut_a#ipesify the word segmentation mode.
Since the full mode cannot handle the problem oih&€e ambiguity, and the search
engine mode is mainly for search engines, thiglartises precision mode. That is, the
value of cut_all is False.

The next step is to remove the stop words in tke Because there will be many
words with no practical meaning in Chinese, sucthasonjunctions "and" and "or", the
modal particles "ah" and "oh", and the prepositidrtse proportion of these words in the
text is very high, which will affect the results tife text analysis, so they need to be
removed. As clothing product reviews often appeaingerpersonal appellations such as
"pro" or "girlfriend", these words have no meanifing research, so they also need to be
added to the stop word file for processing. Thitcker implements the removal of stop
words by writing Python code.

Among them, jieba word is the text data that ndedemove the stop words, and
stopword is the stop word list. After reading teattdata in a loop and comparing the
stop words list, the data after removing the stapds is stored in the clean words file.
The purer comment data obtained after word segrientand removal of stop words.

5. Data analysis of online comments

5.1. Descriptive statistical analysis

This article uses Python to quantify the commeta déthe hot-selling clothing products
on JD.com, and then analyzes the comment data'sneoinlength, comment timeliness,
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comment usefulness, additional comments, commegntilpaty, and comment pictures.
Descriptive statistics, the descriptive statistieslults of each variable are shown in Table
2 below.

Table 2: Descriptive analysis results

Variable name Sample Minimum Max average Sta.ndardl\/lediar
size value |deviation
Comment | 553, | 1000 [12.000 5.000 | 3.366 | 4.000
usefulness
Comment Hegq 2234 1.000 |17.000 6.500 4,994 | 4.500
Commentimag 2234 | 0.000 | 5.000| 1.600 1.350 | 2.500
Additional 15,5, | 5000 | 5.000] 1.000 | 0.494 |0.000
comments
Clomme”t 2234 | 28.000[238.00{ 76.800 | 64.677 |49.500
ength
Comment | 5,3, | 5000 |60.000 25.200 | 17.169 |20.000
timeliness

5.2. Regression results
According to the following verification results ifable 3, it can be seen that P<0.05
indicates the original hypothesis: whether there &ve independent variables of
comment pictures, comment length, comment timedineslditional comments, and
comment popularity has no effect on the usefulmégshe model Not true, which means
that when constructing the analysis model in thikla, putting these five independent
variables will have an impact on the quality of tAeisson regression model, which
means that the Poisson regression model constrinctbi$ article is effective.

Table 3: Verification of regression analysis

-2 times lo Chi-square
model . I. g -squ df| P |AIC valugBIC value
likelihood value
Intercept onl 451.895
Final model 213.913 237.982 | 5 |0.021 225.913| 237.264

According to the results of Poisson model regressamalysis, the following
conclusions can be drawn. Poisson regression tdleesomment pictures, comment

popularity, comment timeliness,

additional

commengd comment length as

independent variables, and the usefulness of onmkwéews of clothing products as
dependent variables analysis. The regression anagsults are shown in Table 4.
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Table 4: Regression results

Independent - Standard OR value 95%
. coefficient z value | p valu©R value
variable error Cl
Comment 1.306 ~
Hoat 2.965 | 1.377 | 2.154 | 0.031| 19.402| o070 o
Comment | 550 | 0118 | 2.113 | 0.035| 1.284 | 1.018 ~ 1.619
image
Additional |~ 5 559 | 0,080 | -0.322 | 0.747| 0.972 | 0.817 ~ 1.157
comments
comment | 5413 | 0016 | -0.797 | 0.425| 0.987 | 0.957 ~ 1.019
length
comment | 5500 | 0.043 | -0.007 | 0.994| 1.000 |0.918 ~ 1.088
timeliness
intercept 1.358 | 1.837 | 0.739 | 0.460| 3.886 | ;106
P - ' ' ' ' 142.214
R square 0.527

Dependent variable: Comment usefulness (humbeoteky

Based on the regression results in Table 4, wedraw the following research
conclusions.

First, for the factor of comment popularity, thgnession coefficient is 2.965 and it
is statistically significant (p=0.031<0.05), whittdicates that comment popularity has a
significant positive impact on the usefulness dfr@nclothing reviews. In other words,
comments Popularity is one of the obvious charisties of usefulness reviews.
Therefore, Hypothesis 2 holds.

Second, for the factor of comment pictures, theaggjon coefficient is 0.250, and it
is statistically significant (p=0.035<0.05), whidhdicates that comment pictures will
have a significant positive impact on the usefudnet clothing online reviews, which
means Commenting pictures are one of the obvioasirfes of useful comments on
clothing products. Therefore, Hypothesis 4 is true.

Third, for the element of additional reviews, thegnmession coefficient value is
-0.029 but it is not statistically significant (p7@7>0.05), which means that additional
reviews will not have a significant impact on treefulness of clothing online reviews, so
suppose 5 is not true.

Fourth, for the factor of comment length, the regien coefficient value is -0.013,
but it does not show significance (p=0.425>0.09)iclv shows that the comment length
does not have a significant impact on the usefslngfs online comments, namely
Comment length cannot be an obvious feature oulrsefs comments, which means that
Hypothesis 1 is not true.

Fifth, for the factor of comment timeliness, itgmession coefficient value is -0.000
and does not show statistical significance (p=0289@5), which shows that comment
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timeliness does not have a significant impact enusefulness of product online reviews ,
Nor can it become the main feature of usefulnegswes. Therefore, Hypothesis 3 is not
true.

Based on the above regression analysis resultscamegenerate the following
conclusions. Review popularity and review pictunase a significant positive influence
on the usefulness of online reviews of clothingdoiets, and are important features of
useful reviews. However, comment timeliness, addél comments, and comment length
have not become obvious features of the usefulsfesgsparel product reviews.

6. Conclusion and enlightenment

6.1. Conclusion

This paper uses Octopus software to capture theeoobmment data of popular clothing
products on JD.com, such as hot-selling dressehir, etc., as the text data needed for
this research. Using the literature summary methgain, based on previous research
results on the characteristics and usefulnessviéws, five research hypotheses were
proposed, and a research model was designed foiriemhpanalysis. The research
conclusions obtained are as follows:

First, the popularity of reviews significantly ptigely affects the usefulness of
online product reviews, which is one of the mairareleteristics of clothing product
usefulness reviews. This shows that the more festsuch as product quality, service,
and logistics are described in reviews, the mogets attention will be attracted.

Second, review pictures significantly positivelyfeat the usefulness of online
product reviews, and are one of the main featufetothing product usefulness reviews.
This shows that the comments with pictures canebetflect the authenticity of the
comments, and at the same time, the comment ratip@n estimate the gap between
the physical product and the physical image diguapy the merchant through the
pictures uploaded by the buyer. Therefore, therinfdion contained in the comments
with pictures is more attractive to buyers.

Third, comment timeliness, additional comments, emiiment length do not have a
significant impact on the usefulness of online picideviews, and have not become the
main features of the usefulness reviews of clotlproducts. This may be because the
data selects reviews of popular clothing produats] the continuous accumulation of
review data has resulted in a large amount of vedata for such products, and the
review information displayed on the platform ispdés/ed according to the latest release
time. With limited time and energy, consumers assllikely to pay attention to whether
there are follow-up and comment release time axtdeagth.
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6.2. Enlightenment

Through empirical analysis, this paper finds frortheoretical perspective that the two
characteristics of review popularity (the numbehigh-frequency words in the content)
and the number of pictures in the review have nifsigint positive correlation with the
usefulness of online reviews. The research findinghis article provide the following
suggestions for online shopping platforms, merchard commodity manufacturers:

Merchants can encourage consumers to simultanequelyide physical pictures
when they post reviews, so as to enhance the uss&ilof online reviews to other
consumers, and provide more useful informationdmnsumers' product selection and
decision-making. Through the comments with pictubesyers can clearly know whether
the product is in line with the actual product, ani$ convenient for buyers to consider
buying, in case there are quality problems in thine shopping process. At the same
time, it can also let sellers know how much buyés the items they are shopping,
which will help the communication between sellensl &uyers. Evaluation with pictures
can also allow sellers to improve their goods arwlige buyers with better services. In
addition, comments with pictures can more trulyeetfthe buyer's shopping experience,
and it is more conducive to the platform to judbe tuthenticity of the comments,
strengthen the management and control of the phatfand thereby increase the trust of
buyers and sellers on the platform. Therefore, harts can encourage buyers to make
comments with pictures by means of rebate on cortsnwith pictures, upgrade the level
through comments with pictures on the platformsend gold coins (deductible when
shopping again).

Merchants/commodity manufacturers should pay ftiérdgion to online reviews
deemed useful by consumers, especially the highuénecy words involved in the
content of useful reviews. These high-frequencydsaeflect consumers' concerns and
needs for products, and can become manufacturedgeuelop products. The starting
point and important reference for innovation orviaer innovation, and then provide
consumers with products with higher satisfactiord anaintain their brand loyalty.
However, due to the limited time and professiomalisf buyers, the content of the
comments may not be able to describe the shoppipgrience and product information
more effectively. Therefore, the platform can recmend keyword tags, such as product
features, service features, logistics, etc., whegels make comments. Buyers can
choose the corresponding label to describe. Thisonty facilitates buyers to write
reviews, saves review time, but also improves tlgh-frequency word information
described in the reviews, increases the populafitthe reviews, and thereby improves
the usefulness of the review information.
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