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When seeking online advice, people sometimes need to choose between following the 

"wisdom of the crowd" vs. seeking a subset group of people that are more "like them". Both 

the volume of reviews (i.e., "wisdom of the crowd") and similarity between consumers and 

reviewers (i.e., "people like me") have been found to be critical for consumer choices1. 

However, the two cannot be mutually maximized and people must tradeoff one to gain the 

other. As decision makers, we often consider following the "wisdom of the crowd" as very 

efficient2. On the other hand, we face a growing need for personalization, meaning tailored 

marketing proposals that fit individual needs, tastes, or preferences3. Therefore, the 

question is whether people are willing to sacrifice the amount of reviews in order to gain 

advice that is more relevant to them and if so, under which conditions?   

The aim of this research is to understand how consumers tradeoff volume vs. similarity in 

online reviews and whether consumers' preferences will differ where different conditions, 

such as the levels of volume, are concerned.  

In the first study, we asked participants (N=300, Mage = 33.4, SD=12.3) to choose between 

two masked products. Participants were told that one of the products was rated higher by 

100 reviewers and that the second product was rated higher by a subset of those reviewers 

that are most similar to them, based on the demographic attributes participants entered at 

the onset of the study. The ratio of similar reviewers was manipulated randomly within-

subjects, ranging from 10% to 50% of the overall 100 reviewers. We found that people 

preferred the product that was rated higher by a subset of similar reviewers more as the 

ratio of similar reviewers increased (M10%  = 2.24,SD10% = 0.994;M20% = 2.63, SD20% = 0.946; 

M25%  = 2.74,SD25% = 0.958; M33%  = 2.83,SD33% = 0.948; M50%  = 3.13,SD50% = 0.927; F =  

54.5, p < 0.01).  

  

                                                           
1
 Filieri, 2015; Reichelt, Sievert & Jacob, 2014 

2
 Müller-Trede, Choshen-Hillel, Barneron & Yaniv, 2017 

3
 Cheung, Kwok, Law, & Tsui, 2003; Xia & Bechwati, 2008 



  

The aim of the second study was to examine whether peoples' preferences between volume 

and similarity are affected by the ratio between volume and similarity or by the actual 

number of similar others. In other words, whether peoples' preferences are consistent or 

may be affected by choice architecture. Participants (N=200, Mage = 35.0, SD = 11.86) were 

randomly assigned to one of three conditions: 100, 500 and 1000 previous reviewers. All 

other conditions remained the same as in the first study.  The repeated measure test results 

show a main effect for the ratio between volume and similarity (M10% = 1.8,SD10% = 

0.848;M20% = 1.96, SD20% = 0.864; M25%  = 2.08,SD25% = 0.89; M33%  = 2.26,SD33% = 0.916; M50%  

= 2.8,SD50% = 0.93; F = 57.88, p < 0.01) as in the first study. However, there was no effect for 

the different levels of volume on the preference towards similarity (F = 0.824, p = 0.585).  

This study reveals that people do tradeoff volume vs. similarity and are willing to sacrifice 

volume of reviews in order to gain relevancy (reviews from people like them) when they feel 

that the proportion of those similar others is significant enough. Furthermore, people are 

more affected by the ratio between volume and similarity than by the amount of similar 

others. For example, people are willing to sacrifice more volume in order to gain similarity 

when the percent of similar others is 50% out of 500 participants in comparison to a 

situation when the percent of similar others is 25% out of 1000 participants, even though 

the actual number of similar others remains the same (N=250). 

  

Consumers preferred the product that was rated higher by a subset of similar reviewers 

more as the ratio of similar reviewers increased 
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 The aim of the third experiment was to explore whether following the advice of all 

reviewers vs. similar others may affect consumers' satisfaction from the chosen product. In 

this experiment, we asked participants to choose between two different short movies. The 

results show a main effect for the preference between volume and similarity on the level of 

consumers' satisfaction from the movie (F = 5.187, p < 0.05). However, this effect is 

moderated by the perception of closeness between the consumers and the chosen group 

(e.g., all previous participants vs. similar others) (F = 11.19, p < 0.01). It seems that choosing 

between following the "wisdom of the crowd" vs. "similar others" affected participants' 

satisfaction from their chosen product. Following the advice of similar others increased 

satisfaction from the chosen product of those who perceived these similar others as close to 

them, but decreased satisfaction of those who perceived them as distant from them.  

  
Following the advice of similar others increased satisfaction from the chosen product of 

others as close to themthose who perceived these similar  
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This research sheds light on the tradeoff between volume and similarity in decision making 

process and reveals that people are more sensitive to the percent of similar others than to 

the actual number of this group. Moreover, this research emphasizes that peoples' 

preferences are inconsistent and may be affected by choice architecture. Changes in the 

amount of similar others' format could lead to substantial differences in whether people will 

follow the advice of the "wisdom of the crowd" vs. those who are more similar to them that 

may, eventually, affects their  level of satisfaction from their actual decision.  

Some online vendors have recently begun offering consumers the possibility to filter reviews 

by reviewers’ attributes. In most of the cases when filtering the reviews (e.g., reviewers with 

families) the volume of reviews is presented by absolute numbers and not as the percent 

from all reviewers. Based on our results, marketers could better manage their word-of-

mouth strategy in ways that would appeal to the consumers' preferences and by that to 

achieve more effective business results. These insights would become more and more 

relevant while online reviews websites will provide the option to filter the reviews by 

different attributes in the future.  
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