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ABSTRACT

However, with the popularization of Internet. And Internet users are growing, In-
ternet has become the primary channel for a large number of consumers before pur-
chasing product. It’s an important. Nowadays, many people are willing to believe that
online consumer reviews before purchasing product.

This study’s object is the common consumer.and used paper and electronic ques-
tionnaire are the same time jissuing a questionnaire survey total 320 questionnaires are
collected, among which 315:guestionnaires were ‘valid. Finally, this research uses the
gauging device after the questionnaires recycling, the material analysis and the hypoth-
esis examination is done by SPSS12.0.

The results of this study and the findings were as follow: online consumer reviews
positive impact on purchase intention, online consumer reviews positive impact on
brand equity, the mediating effect of brand equity on online consumer reviews and con-
sumer purchase intention is significantly, the moderating effect of consumer involve-
ment on brand equity and consumer purchase intention.

Finally, according to this study, for business and management practices, as well as

follow-up to the relevant aspects of academic and research recommendations.

Key Words: consumer evaluation, brand equity, consumer purchase intention, consumer

involvement.
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