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Abstract: Pictures and words are main presentation formats of online reviews. In the current study two experiments were conducted to

test the hypothesis that temporal and social distances changed the impact of pictorial and verbal hotel online reviews on consumer prod—

uct attitude. Results of Experiment 1 demonstrated that when booking a hotel for the distance future participants were more persuaded

by the verbal reviews; when booking a hotel for the near future in contrast participants were more persuaded by the pictorial reviews.

Results of Experiment 2 demonstrated that participants who in the far social distance condition were more persuaded by the verbal re—

views; participants who in the close social distance condition were more persuaded by pictorial reviews. The findings are the basis of fur—

ther research into online reviews and can serve as an inspiration for marketing practices.

Key words: construal level theory; online reviews; pictorial reviews; verbal reviews



