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Dynamic Modeling of Consumer Purchase Behavior: Based on Web Crawling Data
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There is much evidence that customer reviews are important to merchants”
sales. However, little is deeply discussed about how much the online reviews affect sales, and the
validity of the influence also lacks supports of empirical studies. This study posits that sales
effects of customer reviews are different by market structure.

We propose a Bayesian statistical model to study how customer reviews affect sales and the
difference in its influence between two types of merchants, market-place and self-conducted stores.
The data in this study are retrieved by using Web Crawling technology. The findings suggest that (1)
sales effects of review volume will be attenuates by the information of sales outcomes in previous
period, (2) compared with self-conducted stores, the volume of customer reviews seem more effective
on sales for merchants in market-place, and (3) the effects of review valence on sales are also
somewhat stronger for market-place stores than it for self-conducted stores.
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