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[bookmark: _Toc2]Article summary:
1. Online shopping has become increasingly popular, and consumer product reviews (eWOM) have been found to be influential sources of information when making purchase decisions.
2. This study proposed a conceptual model in which product evaluation serves as a mediator between review quality and purchase intention, and investigated how two context-related factors (product type and reviewer’s photo) moderate the effects of review quality.
3. Results showed that high-quality reviews significantly enhanced the participants’ intention to purchase the product compared to low-quality ones through more favorable product evaluations, with the effects being more pronounced for experience goods than search goods.
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Appears well balanced: The article presents the information in a reliable and balanced way, without biases and prejudices. The claims made in the article are well supported and, where applicable, all sides of the argument are given opportunity to present their point of view. The article appears trustworthy and reliable.
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This article is generally reliable and trustworthy in its reporting of research findings on the effects of online product reviews on consumers’ purchase intentions. The authors provide a clear overview of previous research on eWOM, as well as an explanation of their proposed conceptual model and hypotheses. The study was conducted using a rigorous experimental design, with pilot tests conducted prior to the main experiment to ensure that all materials were appropriate for use in the study. Furthermore, manipulation checks were used to confirm that the manipulation of review quality was successful.
The article does not appear to contain any major biases or one-sided reporting; it presents both sides equally by providing an overview of previous research on eWOM as well as discussing potential moderating factors such as product type and reviewer’s photo. Additionally, all claims made are supported by evidence from previous studies or from results obtained in this study.
The only potential issue with this article is that it does not explore any counterarguments or alternative explanations for its findings; however, this is understandable given that it is primarily focused on presenting empirical evidence for its hypotheses rather than engaging in theoretical debates about them. In conclusion, this article can be considered reliable and trustworthy overall.
[bookmark: _Toc5]Topics for further research:
· Moderating factors of eWOM
· Impact of product type on purchase intentions
· Influence of reviewer's photo on consumer behaviour
· Experimental design for eWOM research
· Manipulation checks in eWOM studies
· Counterarguments to eWOM effects
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