
SOCIAL MEDIA

Stop Censoring 
Fake Reviews 
Review platforms are e! ective only if 
a consumer can trust the content. To 
that end, they deploy sophisticated 
algorithms that can accurately detect 
fraudulent reviews. The question then 
becomes: What to do with the results? 

Some sites, including Amazon, 
censor fake reviews and publicize that 
fact—indeed, they sometimes sue the 
suspected perpetrators. Others, such 

GENDER

Women Self-Promote 
Far Less Than Men 
We’re often asked to evaluate our own 
abilities—for example, when interview-
ing for jobs or participating in perfor-
mance reviews. A new study " nds that 
this is yet another area where gender 
plays a role: Across several experiments, 

CROSS!BORDER OFFENDERS
Across fi ve countries studied—the United States, Mexico, the UK, France, and 
Germany—80% more media outlets reported on unethical or socially irresponsible 
company behavior when the infraction involved a foreign brand. 
“When Does Corporate Social Irresponsibility Become News? Evidence from More Than 1,000 Brand 
Transgressions Across Five Countries,” by Samuel Stäbler and Marc Fischer

only after analyzing the CEO’s personal-
ity,” the researchers write.

ABOUT THE RESEARCH “CEO Equity 
Risk Bearing and Strategic Risk Taking: 

The Moderating Effect of CEO Personality,” 
by Mirko H. Benischke, Geoffrey P. Martin, 
and Lotte Glaser (Strategic Management 
Journal, 2019)

as Google Local and Flipkart, quietly 
delete them. Still others—most notably 
Yelp—leave them up while # agging them 
as potentially fraudulent. A research 
team devised a series of experiments to 
determine which tactic works best. 

In the " rst experiment, the research-
ers created two versions of a review site 
and asked participants to log on and 
choose the restaurant they thought was 
best. Half saw fraudulent reviews, tagged 
as such, along with legitimate ones; the 
other half saw only legitimate reviews. 
Members of the " rst group clicked on 
more restaurants than did members of 
the second and spent more time making 
a selection, suggesting a higher degree of 
engagement. A subsequent experiment 
explored a broader range of scenarios. 
It showed that consumers exhibited the 
most con" dence in a platform when 
questionable reviews were not only 
displayed but accompanied by a “trust 
score” that made it easier for people 
to assess them. The scenario in which 
fake reviews were deleted without any 

mention of their existence—the most 
common approach in practice—per-
formed the worst of all. A supplemental 
survey showed that the inclusion of 
clearly identi" ed fraudulent reviews 
increased trust in the platform because 
users believed that fear of exposure 
would curtail dishonest posts. And a 
third experiment showed that transpar-
ency about fake reviews had the greatest 
impact when participants were uncer-
tain about the quality of the o! ering—
when legitimate reviews were mixed.

Platforms can increase trust by leav-
ing potentially fraudulent reviews on 
their sites  along with a decision heuristic 
to aid consumers, the researchers say. 
“Any decrease in trust…from admitting 
to naive users that there is fraud on their 
site is dominated by the increase in trust 
from consumers who already believed 
that there was fraud and now know that 
something is being done to alleviate it.”

ABOUT THE RESEARCH “A Tangled 
Web: Should Online Review Portals 

Display Fraudulent Reviews?” by Uttara M. 
Ananthakrishnan, Beibei Li, and Michael D. 
Smith (Information Systems Research, 
forthcoming)
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