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Effect of Picture Commentson Consumers' Perception of Product Quality
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(Human Factors and Management Ergonomics Research Center, Xi'an University of
Science and Technology, Xi‘an 710600, China)

ABSTRACT: The work aims to explore the impact of picture comments on consumers' perception of product quality and
optimize the construction of e-commerce platform comment area. Based on the theory of stimulus organism response and
the possibility model of fine processing, the hypothesis model was constructed, and related questionnaires were designed
to analyze the questionnaire data. The results showed that there was a significant difference between the impact of sellers'
picture comments and buyers' picture comments on consumers' perception of product quality. Consumers' perception of
product quality under buyers' picture comments was higher than that of sellers' picture comments. Under the control of
product type, consumers' perception of the quality of buyers picture comments on hedonic products was significantly
higher than that of sellers' picture comments. While for practical products, consumers' perception of the quality of sellers'
picture comments was significantly higher than that of buyers' picture comments. The conclusion and optimization sug-
gestions are as follows: the operators of e-commerce platforms should build the picture comments in the comment area
according to the product types. The merchants selling hedonic products should guide consumers to upload buyers' picture
comments that can meet consumers' information and emotional needs. For practical products, the seller should provide
more comprehensive pictures with product attribute information.
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Fig.3 Picture comment materials
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Tab.2 Difference analysis of scores of representative product quality perception dimensions
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Tab.4 Difference analysis of product quality perception of sellers and buyers' picture comments
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