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Abstract

Al auto-translation technology has been widely used for a long time, especially in many
restaurants and on hotel review platforms, where auto-translation is a default option. When
browsing restaurant reviews, tourists may see reviews written by both locals and foreigners,
especially when traveling abroad. In this study, two experiments were conducted to
demonstrate how people use Al-translated reviews, based on personal characteristics and
situational factors respectively. Experiment 1 revealed that when traveling abroad,
travelers with promotion-focus orientation preferred Al-translated reviews because they
were more willing to try out adventures and experience foreign cultures, while travelers with
prevention-focus orientation preferred native reviews because they had similar tastes to
each other. Experiment 2 adopted the construal level theory and found that when planning
a trip in the distant future (one year from now), travelers preferred Al-translated reviews that
were more socially distant, while travelers preferred native reviews if the time of the trip was
closer. By demonstrating early findings of Al-translated reviews, this study has important
implications for academic theory and practice.

Keywords: regulatory focus theory, construal level theory, online reviews, restaurant reviews,
Al translated reviews
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Figure 2 experimental stimulus (1)
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Figure 4 Regulatory focus and restaurant choice
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Table 1 Model
95% (SR E[A
REE REE t 950/0 nfid nE
coeff SE p o.CO ence
interval

—)
= 6.348 1.301 4.878 0.000 [3.78; 8.92]
constant
TR ERE(X
i ,EE%( ) -1.959 0.687 -2.854 0.005 [-3.32; -0.60]
Social distance (X)
F3REEERE(M)
Temporal -2.061 0.741 -2.781 0.006 [-3.53; -0.60]
distance(M)
Xx M 1.354 0.465 2.914 0.004 [0.44; 2.27]
SRS

0.273 0.124 2.198 0.030 [0.03; 0.52]
Review Involume
el

-0.020 0.230 -0.087 0.931 [-0.47; 0.43]
Gender
fm 0010 0012  -0.878 0382  [-0.03:0.01]

ge

FENRIBTELR 2 FIT £ 95%BVEFE/KET - NemplFREELRI - HIEBEBLISE
EEABZE - H2a B H2b fYRER EEEXIT - B 6 ERZIRFAEUR & fEITAEREBsaY
RiE - ZRBWRARESEARB CERE4.68) BB ARBZERG. QD) EESMIHER
FR - BEREEE(t=2.06) ; B2FEEHTE—F2  AIZHERERRBBBAZSETCE
FE(4.64 > 4.03,t=2.06) o

& 2 SERMRIERSR

Table 2 Result of moderation effects

95%(EE = A
WEE REE / b 95%
Effect SE confidence
interval
[SREERER (—F®) -0.60 0.29 -2.07 0.04 [-1.18;-0.03]
Distant future (one year later)
ISREERERE (3RTE) 0.75 0.36 2.06 0.04 [0.03; 1.47]

Near future (right now)
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Figure 6 The moderation effect of temporal distance on social distance
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