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Abstract:  This paper explores how consumers detect real and fake reviews in online word-of-mouth. Drawing on 
the truth-default theory that emerged from the lie detection literature in the recent decade, we propose that consum-
ers have a general tendency to believe a review to be true more than fake (i.e., the truth bias), and that this tendency 
is greater for negative reviews than positive reviews. In addition, we propose a veracity effect—consumers are more 
accurate in detecting real reviews than detecting fake reviews—and that this effect is also greater for negative re-
views than positive reviews. To test these hypotheses, we conducted three controlled experiments where participants 
were informed about the number of true and fake reviews, and then asked to classify each review as real or fake. 
These studies provided converging evidence for the aforementioned effects and demonstrated the importance of re-
view valence in consumers’ judgment of review veracity. Among the first to explore fake review detection from con-
sumers’ perspective, this paper investigates the overall ability of consumers to detect real and fake reviews, docu-
ments the pervasiveness of truth bias and veracity effect, and uncovers the unique role of valence in consumers’ ve-
racity judgments. Our findings also offer important practical implications for consumers and review platforms. 
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