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How Product Quality of Experiential Products on E-commerce
Platforms Influence Online Sales

— The Evidence from Outbound Packaged Tour Products in Ctrip. com
ZHU Zhen, FAN Wen-qing., LI Jiang-min

Abstract: So far few studies have examined and empirically tested the effect of product quality on online
sales of experiential products, primarily because of the difficulty of measuring for quality from the at-
tributes of products. Following Mitra and Golder’s product quality classification, this study examines
the effect of product quality on the online sales of experiential products. Two dimensions of product qual-
ity are identified, of which the objective quality is measured by the grade of product certification by e-

commerce platform while the perceived quality is showed by review valence and review volume. Drawing
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from sales data of 154 million sales for outbound packaged tour products collected from the largest
tourism e-commerce platform in China, Ctrip. com, we examine the impact of the objective quality and
the perceived quality on online sales of tour products. Our empirical results suggest that both the objec
tive quality and the perceived quality positively influence the online sales of these experiential prod-
ucts. The objective quality positively moderates the impact of the perceived quality, that is, the higher
the grade of product certification, the greater the impact of its perceived quality on online sales. The im-
pact of review volume on sales will increase by an additional 28 8% and 30. 8% when the grade of prod-
uct certification is raised from 3 to 4 and 5. In summary, the effect of quality presentation on online sales
can be as the Matthew effect of the quality of tour routes. The results provide important theoretical con-
tributions and implications for the governance of digital platforms and sales of experiential products.

Key words: experiential product; perceived quality; objective quality; online sale; travel e-commerce
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