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A Focus on the Online Gaming Platform Steam

HAZ(Fxx1) - OJ S (mAIMR)) - BHSO](Zxx})
Sung Hun Bae(First Author) * Saerom Lee(Corresponding Author) * Hyunmi Baek(Co-Author)

ZEoistn AYstE Kyungpook National University, College of Business Administration(chopchop0411@knu.ac.kr)
ZEchstn Z4HEnt Kyungpook National University, College of Business Administration(saeromlee @knu.ac.kr)
Jchstn o|cjofsts Korea University, School of Media and Communication(lotus 1225@korea. ac.kr)

+ A7dNE R A E o] F5 v R 2E Algehe 4l Blrole Aol Bl F8Al vl 9FE
gtz ok pAH R, 2ligole] BEE A7HA A - AlE e A9, el A4 AR, 22l Al AR A -
o2 AEgtate] 2] F84l nAE °§§}§ AT 20 A ZRE 2=-A 50070 Al 9] 443,43274 )
‘Tdri TRk B4R S ol A A3, 2ol AF ol B el A AR AR F84 gAY
FEFS AT YebTh 2y AlF AR Aol SAY B2 A5 2l fr8de] =2 W AlF AR Aol F=4
BT fréol YotAl e UAZ e #A7F 24T ol EHFAM T FH 9 elfrole] 48 & FAAR AFE
A5, ol8AEel v Al F8&3 s AT A Ha FHF] 7 $71E ¢ dee Ak
FAO: R 84, ARAH AR, 29 A S9E, ol A, AIA

In this study, we aim to explore the impact of the experiences of review providers, referred to as reviewers,
on the usefulness of reviews based on the theory of source credibility. Specifically, we examine three
dimensions of reviewer experience - product purchasing experience, review writing experience, and product
usage experience - to validate their influence on the usefulness of reviews. We collected 443,432 reviews
for 500 games from the online gaming platform, Steam, and analyzed the data using hierarchical regression
analysis. The results revealed that reviewer’s product purchasing experience and review writing experience
positively affect the usefulness of reviews. However, in the case of product usage experience, reviews received
high usefulness ratings when the experience was either low or high, whereas the usefulness rating decreased
when the product usage experience was moderate, showing a U-shaped relationship. This suggests that
by providing specific information about reviewer experiences from various aspects on the platform, users
can more easily identify useful reviews, leading to an increase in the platform’s value.

Keyword: review helpfulness, source credibility, online game platform, reviewer experience, experience goods
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