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Consequence Exemplary research on associated review properties 

Review helpfulness • Review length is related to review helpfulness (Mudambi and Schuff 2010; Pan and Zhang 2011; Schindler and Bickart 2012) 
• Argument density and diversity are related to review helpfulness (Willemsen et al. 2011) 
• Non-evaluative statements are related to review helpfulness (Schindler and Bickart 2012) 
• The mix of objective product information and subjective evaluative statements is related to review helpfulness (Ghose and Ipeirotis 2006, 2011)  
• Review negativity is related to review helpfulness (Cao et al. 2011; Sen and Lerman 2007; Willemsen et al. 2011) 
• Review negativity is not related to review helpfulness (Wu 2013) 
• Review positivity is related to review helpfulness (Pan and Zhang 2011; Schindler and Bickart 2012) 
• Anxiety and anger are related to review helpfulness (Yin et al. 2014) 
• Review quality (accuracy and currency) is related to review helpfulness (Coursaris et al. 2018) 
• Review age is related to review helpfulness (Cao et al. 2011; Liu et al. 2008) 
• Review extremity is related to review helpfulness (Cao et al. 2011; Forman et al. 2008; Ghose and Ipeirotis 2011; Mudambi and Schuff 2010) 
• Linguistic style is related to review helpfulness (Cao et al. 2011; Li et al. 2019; Liu et al. 2008; Zhang and Varadarajan 2006) 
• Expressive slang and humor are related to review helpfulness (Schindler and Bickart 2012) 
• Readability is related to review helpfulness (Ghose and Ipeirotis 2011; Liu et al. 2008) 
• Spelling errors are related to review helpfulness (Ghose and Ipeirotis 2011; Schindler and Bickart 2012) 
• Availability of information on the reviewer is related to review helpfulness (Forman et al. 2008; Schindler and Bickart 2012) 
• Reviewer expertise (claims) and credibility are related to review helpfulness (Coursaris et al. 2018; Liu et al. 2008; Willemsen et al. 2011; Smith 

et al. 2005) 
• Expressed reviewer innovativeness is related to review helpfulness (Pan and Zhang 2011) 

Purchase intention • Review helpfulness is related to purchase intention (Coursaris et al. 2018) 
• Review quality (soundness, credibility, and fact-basedness of arguments) is linked to purchase intention (Lin et al. 2011) 

Sales • Mix of objective product information and subjective evaluative statements is related to sales (Ghose and Ipeirotis 2011)  
• Availability of information on the reviewer is related to sales (Forman et al. 2008) 
• Textual content of reviews is related to sales (Archak et al. 2011) 

Other 
 

• Presence of sentiment scores in reviews is linked to speed of consumers’ decision-making (Lak and Turetken 2017) 
• Content of reviews is linked to consumers’ trust in sellers’ benevolence and credibility (Pavlou and Dimoka 2006) 

Table A1.  Exemplary research on consequences of review properties (excluding research on consequences of review ratings)  



Domain Conser-
vative 
Share 

Domain Conser-
vative 
Share 

Domain Conser-
vative 
Share 

Domain Conser-
vative 
Share 

timesofindia.indiatimes.com 0.04 news.com.au 0.39 csmonitor.com 0.47 jsonline.com 0.61 
economist.com 0.12 dailykos.com 0.39 realclearpolitics.com 0.47 newsmax.com 0.61 
northjersey.com 0.14 bloomberg.com 0.39 usatoday.com 0.47 factcheck.org 0.62 
ocregister.com 0.15 dailyfinance.com 0.39 cnbc.com 0.47 reason.com 0.63 
mercurynews.com 0.17 syracuse.com 0.39 dailymail.co.uk 0.47 washingtonexaminer.com 0.63 
nj.com 0.17 usnews.com 0.39 mirror.co.uk 0.47 ecanadanow.com 0.63 
sfgate.com 0.19 timesunion.com 0.40 news.yahoo.com 0.47 americanthinker.com 0.65 
baltimoresun.com 0.19 time.com 0.40 abcnews.go.com 0.48 twincities.com 0.67 
courant.com 0.22 reuters.com 0.41 upi.com 0.48 jacksonville.com 0.67 
jpost.com 0.25 telegraph.co.uk 0.41 chicagotribune.com 0.49 opposingviews.com 0.67 
prnewswire.com 0.27 businessweek.com 0.42 ap.org 0.50 chron.com 0.67 
sun-sentimel.com 0.27 cnn.com 0.42 nbcnews.com 0.50 startribune.com 0.68 
nationalpost.com 0.28 politico.com 0.42 suntimes.com 0.51 breitbart.com 0.70 
thestar.com 0.28 theatlantic.com 0.42 freep.com 0.52 star-telegram.com 0.74 
bbc.co.uk 0.30 nationaljournal.com 0.43 azcentral.com 0.53 stltoday.com 0.75 
wickedlocal.com 0.30 alternet.org 0.43 tampabay.com 0.54 mysanantonio.com 0.77 
nytimes.com 0.31 ajc.com 0.44 orlandosentinel.com 0.54 denverpost.com 0.80 
independent.co.uk 0.32 forbes.com 0.44 thehill.com 0.57 triblive.com 0.85 
philly.com 0.32 seattletimes.com 0.44 nationalreview.com 0.57 sltrib.com 0.85 
hollywoodreporter.com 0.33 rawstory.com 0.44 news.sky.com 0.58 dallasnews.com 0.86 
miamiherald.com 0.35 newsday.com 0.44 detroitnews.com 0.59 kansascity.com 0.93 
huffingtonpost.com 0.35 cbsnews.com 0.45 express.co.uk 0.59 deseretnews.com 0.94 
guardian.co.uk 0.37 rt.com 0.45 weeklystandard.com 0.59 topix.com 0.96 
washingtonpost.com 0.37 theepochtimes.com 0.46 foxnews.com 0.59 knoxnews.com 0.96 
online.wsj.com 0.39 latimes.com 0.47 washingtontimes.com 0.59 al.com 1.00 

Table A2. List of news websites and conservative share (according to Flaxman et al. 2016) 
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