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Abstract'
Consumers)see)online)reviews)as)an)important)instrument)in)their)purchase)process.)

Whereas)earlier)a)consumer’s)trust)was)based)on)advertisements)and)(product))experts’)

opinions,)nowadays)online)reviews)have)taken)over)this)role.)Consumers)can)encourage)or)

discourage)fellow)consumers)from)buying)a)certain)product)by)means)of)an)online)review.)

This)means)that)an)online)review)can)be)deemed)as)either)positive)or)negative.)Past)studies)

argue)that)consumers)look)for)evidence)in)order)to)assess)the)credibility)of)the)sender.)The)

presence)of)reviewers’)personal)information)could)play)a)role)here.)Valence)and)availability)

of)personal)information)are)the)independent)variables)in)this)study.)Former)studies)also)

indicate)that)product)type)is)an)interesting)moderator,)experienceD)and)search)goods)are)

distinguished)in)this)research.)The)used)variables)in)this)study)have)not)been)combined)in)

previous)studies;)explaining)the)uniqueness)of)this)study.)The)research)model)used)in)this)

study)is)a)2x2x2)withinDsubjects)design.)The)data)was)gathered)through)an)online)survey.)A)

total)of)131)participants)participated)in)the)study.)The)outcomes)show)that)positive)online)

reviews)are)seen)as)more)credible)compared)to)negative)online)reviews.)Results)also)show)

that)adding)personal)information)to)an)online)review)positively)influences)the)credibility.)

Personal)information)consisted)of)a)profile)picture,)a)real)person’s)name,)age)of)the)reviewer,)

residence)of)the)reviewer)and)the)number)of)written)reviews.)Finally,)outcomes)indicate)that)

positive)online)reviews)lead)to)a)higher)probability)of)purchase)and)a)more)positive)attitude)

towards)the)product)than)negative)online)reviews)do.)Conclusively,)limitations)and)

suggestions)for)future)research)are)discussed)in)this)thesis.))

!

Keywords:!Online!Review!valence,!Personal!Information,!Credibility,!Purchase!intention!and!

Product!attitude.!
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Dutch'Abstract'
Online)reviews)worden)steeds)belangrijker)in)het)aankoop)proces)van)de)consument.)

Voorheen)lag)het)vertrouwen)van)de)consument)met)name)bij)reclame)uitingen)en)adviezen)

van)product)experts.)Deze)rol)wordt)tegenwoordig)steeds)vaker)overgenomen)door)online)

reviews.)Consumenten)kunnen)elkaar)middels)online)reviews)aanmoedigen)of)ontmoedigen)

om)een)bepaald)product)te)kopen.)Dit)betekent)dat)een)online)review)positief)of)negatief)kan)

zijn.)Reeds)verrichte)onderzoeken)tonen)aan)dat)consumenten)naar)bewijzen)zoeken,)naast)

de)review)zelf,)om)de)geloofwaardigheid)hiervan)te)beoordelen.)Deze)onderzoeken)

suggereren)dat)aanwezigheid)van)persoonlijke)informatie)een)rol)hierin)zou)kunnen)

vervullen.)Valentie)en)aanwezigheid)van)persoonlijke)informatie)zijn)de)twee)onafhankelijke)

variabelen)in)dit)onderzoek.)Andere)reeds)uitgevoerde)onderzoeken)geven)aan)dat)product)

type)een)interessante)moderator)in)een)onderzoek)kan)zijn,)in)dit)onderzoek)is)onderscheidt)

gemaakt)tussen)search)goederen)en)experience)goederen.)Een)interessante)bijkomstigheid)is)

dat)de)gecombineerde)variabelen)niet)eerder)onderzocht)zijn,)om)hiermee)het)unieke)

karakter)van)dit)onderzoek)aan)te)geven.)Middels)een)2x2x2)onderzoeksdesign)is)dit)

vraagstuk)onderzocht,)data)hiervoor)is)verzameld)middels)een)online)vragenlijst.)Aan)deze)

vragenlijst)hebben)131)participanten)deelgenomen.)De)uitkomsten)laten)zien)dat)een)

positieve)online)review)als)geloofwaardiger)wordt)beschouwd)ten)opzichte)van)een)

negatieve)online)review.)De)resultaten)laten)daarnaast)zien)dat)een)online)review)met)de)

aanwezigheid)van)persoonlijke)informatie)als)geloofwaardiger)wordt)beschouwd)ten)

opzichte)van)een)online)review)zonder)persoonlijke)informatie.)De)persoonlijke)informatie)in)

dit)onderzoek)bestond)uit;)een)profiel)foto,)naam)van)de)reviewer,)leeftijd)van)de)reviewer,)

woonplaats)van)de)reviewer)en)het)aantal)geschreven)reviews.)De)bevindingen)gaven)ook)

aan)dat)positieve)online)reviews)leiden)tot)een)hogere)aankoopintentie)een)positievere)

houding)ten)opzicht)van)het)product)dan)dat)negatieve)reviews)doen.)Tot)slot)bevat)dit)

onderzoek)ook)limitaties)en)adviezen)voor)toekomstig)onderzoek.)

)

Steekwoorden:.Online)Review)Valentie,)Persoonlijke)Informatie,)Geloofwaardigheid,)

Aankoopintentie,)Houding)Ten)Opzichte)Van)Het)Product.))

!

!

!
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1.0'Introduction'
Nowadays!brands!and!companies!use!a!variety!of!marketing!channels!to!reach!and!convince!

people!about!their!products!and!services.!In!2013!companies!in!the!Netherlands!spent!more!

than!6!billion!euro!on!advertisements!(Nielsen,!2013).!Companies!invest!a!lot!of!time!and!

effort!in!their!marketing!activities!and!try!to!get!the!most!out!of!it.!They!decide!for!

themselves!what!to!communicate,!where!to!communicate!and!how!to!elicit!a!positive!

attitude!towards!their!brand.!However,!of!all!marketing!channels,!there!is!one!marketing!

medium!that!cannot!be!fully!controlled:!word^of^mouth!(WOM).!Consumers!generally!prefer!

this!kind!of!communication!above!traditional!advertisements.!WOM!communication!often!

takes!place!between!acquaintances!and!is!therefore!perceived!as!comfortable!and!more!

trustworthy.!In!addition,!the!sender!does!not!necessarily!benefit!from!the!subsequent!

actions!of!the!receiver!(Schiffman!et!al.!1997).!

!

The!rise!of!the!Internet!offers!consumers!more!opportunities.!One!of!these!

opportunities!is!engaging!in!electronic!word^of^mouth!(eWOM).!According!to!Hennig^Thurau!

(2004)!electronic!word^of^mouth!can!be!defined!as:!Any)positive)or)negative)statement)

made)by)potential,)actual,)or)former)customers)about)a)product)or)company,)which)is)made)

available)to)a)multitude)of)people)and)institutions)via)the)Internet)(P.)39).!Consumers!

increasingly!read!online!product!reviews,!a!specific!type!of!eWOM,!before!they!decide!to!

purchase.!These!online!reviews!are!often!written!by!an!unknown!person,!which!means!that!

it!is!likely!that!consumers!rely!on!an!unknown!source.!This!is!in!contrast!to!WOM,!where!the!

source!is!often!a!familiar!person.!!

!

Not!knowing!anything!about!the!source!makes!it!hard!for!the!consumer!to!

determine!the!credibility!of!both!the!message!and!the!source;!consumers!see!source!

anonymity!as!a!major!drawback!to!online!reviews!(Moran!&!Muzellec,!2014).!Making!the!

interaction!between!the!sender!and!the!receiver!more!interpersonal!may!therefore!

positively!influence!credibility.!Kusumasondjaja!(2012)!mentioned!that!combining!certain!

attributes!with!an!online!review!like!a!real!person’s!name,!profile!picture!and!a!self^

description!make!a!relationship!more!interpersonal.!An!interesting!question!that!rises:!Is!a!

reviewer!with!available!personal!information!more!credible!than!a!reviewer!without!

available!personal!information?!!

!
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! EWOM!messages!can!either!be!positive!or!negative.!These!communication!

directions!are!defined!as!valence!(Benedicktus!et!al,!2006).!Consumers!can!encourage!their!

peers!to!try!a!certain!product!by!means!of!writing!a!positive!online!review.!On!the!other!

hand!an!online!review!may!be!valenced!negatively.!In!this!case!fellow!consumers!unveil!their!

dissatisfaction!about!a!particular!product!(Hartman!et!al,!2013;!Huefner!et!al,!2002).!

Companies!are!often!not!in!a!position!to!have!any!influence!over!these!online!reviews.!The!

fact!is!that!consumers!decide!for!themselves!what!to!post!(Kusumasondjaja,!2012).!

!

! Thus,!consumers!could!write!positive!online!reviews!or!negative!online!reviews.!

However,!are!consumers!really!sincere!when!they!write!a!positive!eWOM!message!or!a!

negative!eWOM!message?!Cognitive!dissonance!could!for!instance!play!a!role!in!posting!

positive!online!reviews!(Yen!&!Tang,!2015).!A!consumer!may!possibly!reduce!his!feelings!of!

dissonance!by!placing!a!positive!online!review!while!he!or!she!is!not!satisfied!at!all.!More!

precisely,!consumers!wish!to!justify!and!to!promote!a!certain!purchase!positively!by!means!

of!writing!an!online!review!in!order!to!make!themselves!feel!better.!

!

Consumers!could!also!distribute!a!very!negative!online!review!while!the!actual!

product!experience!was!not!that!negative.!It!is!likely!that!it!is!easy!to!talk!badly!about!a!

product!when!consumers!are!not!identifiable.!In!other!words,!it!is!easier!to!say!what!you!

want!when!personal!information!is!not!available!(Guadagno!et!al.!2008).!Current!research!

on!valence!in!combination!with!availability!of!personal!information!is!still!underexplored,!

which!makes!it!an!interesting!topic!to!study.!

!

Online!reviews!exist!for!all!kinds!of!products!and!services.!Nelson!(1970)!mentioned!

that!products!can!be!divided!into!two!categories:!search!goods!and!experience!goods.!This!

author!also!mentioned!that!search!goods!are!products,!with!characteristics!that!are!easy!to!

evaluate!and!easy!to!compare!with!others!products.!Product!characteristics!of!experience!

goods!are!hard!to!observe!prior!to!the!purchase.!These!characteristics!can!be!assessed!after!

consumption.!Therefore!it!is!expected!that!purchase!processes!vary!for!both!search!goods!

and!experience!goods!(Wu!&!Su,!2002).!Several!researchers!confirm!that!Nelson’s!product!

types!are!suitable!to!use!as!a!moderator!(Park!&!Lee,!2009;!Hao!et!al,!2010).!A!lot!of!studies!

focus!on!these!product!types!(search!goods!and!experience!goods).!In!addition,!Lee!and!Shin!

(2014)!advised!for!future!research!to!focus!again!on!these!two!goods!but!to!use!other!

stimuli!than!they!did.!
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Because!of!their!proven!relevance,!regarding!the!eWOM!context,!this!study!will!

focus!on!three!dependent!variables:!(source)!credibility,!purchase!intention!and!product!

attitude!(Moran!&!Muzellec,!2014;!Xia!&!Bechwati,!2008;!Wang!&!Chien,!2012).!Credibility!

plays!an!important!role!since!consumers!need!to!perceive!an!online!review!and!the!reviewer!

as!trustworthy!before!following!a!fellow!consumers!advise!(McKnight!et!al.,!2002).!

Credibility!can!simply!be!defined!as!“the!perceived!degree!to!which!an!eWOM!review!

provides!accurate!and!trustful!information”!(Cheung!and!Thandani,!2012).!The!construct!

consists!of!two!components:!trustworthiness!and!expertise!(Goldberg!and!Hartwick,!1990).!!

!

The!second!dependent!variable,!purchase!intention!can!be!defined,!as!the!

probability!that!a!certain!purchase!behaviour!will!take!place!(Whitlar,!et!al.!1993).!

Consumers!often!consult!online!reviews!when!they!look!for!a!certain!product,!subsequently!

an!online!review!could!influence!consumers’!purchase!intention.!Literature!indicates!that!

positive!eWOM!messages!result!in!a!higher!purchase!intention!but!also!lead!to!a!more!

positive!product!attitude,!which!is!the!third!dependent!variable!(Xia!&!Bechwati,!2008).!!

!

Berwoitz!and!colleagues!(1990)!mentioned!that!attitudes!are!assessments!by!people!

for!other!people,!things!or!events,!which!can!either!be!positive!or!negative!(Wang!&!Chien,!

2012).!These!authors!also!stated!that!a!credible!eWOM!message!will!result!in!a!more!

favourable!attitude!and!a!higher!purchase!intention.!In!essence,!these!three!(dependent)!

variables!are!very!well!connected!and!show!coherence!in!the!eWOM!context.!

!

Most!research!on!online!reviews!focus!on!the!content,!for!instance!the!quality!of!a!

review!message!(Fan!et!al.!2013;!Cheung!&!Thadani,!2012).!This!study!differentiates!from!

other!research!where!other!items!related!to!an!online!review!are!taken!into!account,!like!

the!ones!described!above.!An!interesting!question!that!rises!is!what!effects!do!valence!and!

availability!of!personal!information!have!on!the!assessment!of!an!online!review!for!different!

product!types.!This!lead!to!the!following!main!research!question:!

)

‘What)effects)do)valence)and)availability)of)a)reviewer’s)personal)information,)moderated)by)

product)type,)have)on)the)credibility)of)an)online)review,)consumer’s)product)attitude,)and)

his)or)her)purchase)intention?’)

!
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2.0'Theoretical'Framework'
The!goal!of!this!theoretical!framework!is!to!provide!background!information!about!the!topic!

of!this!study!and!to!formulate!hypotheses!according!to!this!information.!The!following!topics!

will!be!discussed!in!the!theoretical!framework:!Introduction!to!online!reviews,!valence!of!

online!reviews,!personal!information!of!the!reviewer!and!product!types.!!

2.1'introduction'to'online'reviews'

A!shift!in!consumers’!trust!has!occurred!in!the!last!few!years!from!product!advertisements!

and!expert!opinions!towards!online!peer!reviews!(Lee!et!al,!2008).!Online!reviews!are!often!

written!from!a!user!perspective,!whereas!companies!focus!more!on!product!related!

information,!like!for!instance!specifications!(Lackermair!et!al,!2013).!Consumers!believe!that!

fellow!consumers!describe!the!complete!product!experience,!also!the!bad!ones.!They!are!

convinced!about!the!fact!that!companies!are!unwilling!to!do!this!(Lee!et!al,!2008).!

Companies!want!to!expose!their!activities!in!a!positive!light,!a!negative!online!review!does!

not!contribute!to!this.!

!

Ba!and!Pavlou!(2002)!mentioned!that!online!reviews!become!more!and!more!

important!for!consumers!in!their!decision!making!process.!Besides!that,!online!reviews!are!

generally!easy!to!understand.!EWOM!differs!in!several!ways!from!traditional!WOM.!First!of!

all,!the!sender!of!a!message!is!most!of!the!times!unknown!to!the!receiver.!This!makes!it!

difficult!to!assess!the!credibility!of!an!eWOM!message.!Another!important!difference!is!that!

there!are!no!restrictions!on!engaging!in!online!reviews,!everyone!can!participate.!For!

instance,!when!looking!for!an!online!review!about!a!certain!product,!consumers!can!easily!

visit!a!review!website!and!read!some!reviews!about!this!product.!In!the!offline!world!it!may!

be!hard!to!find!someone!who!has!experience!with!this!particular!product.!Lastly,!online!

reviews!are!always!accessible;!once!a!message!is!placed!it!will!not!disappear!from!the!web!

easily!(Lee,!2009).!Online!product!or!service!reviews!can!be!found!in!several!places!on!the!

web.!They!can!be!posted!on,!Social!Networking!sites!(e.g.!Facebook,!Twitter,!Google+),!e^

commerce!sites!(Bol.com!or!Wehkamp.nl),!discussion!forums!(Tweakers.net),!review!

websites!(Kieskeurig.nl!or!Beslist.nl)!and!weblogs!(Cheung!&!Thadani,!2012).!!!

2.2'Valence'of'Online'Reviews'

Online!reviews!can!either!be!of!a!positive!or!a!negative!nature.!This!is!also!known!as!valence.!

Consumers!can!encourage!other!consumers!to!buy!a!certain!product!by!means!of!writing!a!

positive!online!review.!On!the!other!hand,!an!online!review!may!be!valenced!negatively.!In!
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this!case!consumers!underline!their!dissatisfaction!with!a!particular!product!(Hartman!et!al,!

2013;!Huefner!et!al,!2002).!

!

Skowronski!and!Carlston!(1987)!found!that!people!consider!negative!information!as!

more!important!compared!to!positive!information!when!judging!something.!There!are!also!

some!specific!studies!related!to!information!processing,!which!indicate!that!the!impact!of!

negative!reviews!outweigh!the!impact!of!positive!reviews.!These!studies!also!pointed!out!

that!negative!eWOM!messages!are!more!trustworthy!compared!to!positive!eWOM!

messages.!(Fiske!1980;!Kanouse!and!Hanson!1972;!Skowronski!and!Carlston!1989;!Pan!and!

Chiou,!2011).!!

!

Fiske!(1980)!suggested,!for!instance,!that!negative!information!attracts!more!

attention!than!positive!information!does.!This!author!showed!participants!different!types!of!

content!which!varied!from!very!positive!to!very!negative.!Results!demonstrated!that!

participants!looked!longer!to!the!negative!content!than!to!the!positive!content.!This!finding!

can!be!explained!by!the!fact!that!negative!information!is!generally!more!limited,!as!a!

consequence!it!draws!more!attention!than!positive!information!does!(Lee!&!Koo,!2012).!

!

Pan!and!Chiou!(2011)!mentioned!that!it!is!possible!that!positive!online!reviews!are!

self^serving,!this!is!less!likely!when!it!comes!to!negative!online!reviews.!This!implies!that!

consumers!possibly!write!a!positive!review!about!a!particular!product!in!order!to!reduce!

feelings!of!dissonance!or!to!justify!a!purchase.!Staw!(1975)!described!feelings!of!dissonance!

as!‘’an!individual’s!attempt!to!demonstrate!rationality!to!others!or!to!prove!to!others!that!a!

costly!error!was!really!the!correct!decision!over!a!longer!term!perspective’’.!This!citation!is!

an!exact!description!of!the!role!of!(reducing)!cognitive!dissonance!in!positive!online!reviews.!!

!

Further!prior!research!revealed!that!consumers!consider!negative!information!as!

more!credible!since!it!may!help!to!prevent!losses!(Lee!et!al,!2008).!An!avoided!purchase!is!

nowadays!not!considered!as!a!first!world!problem.!The!Internet!offers!rich!information!for!

all!kinds!of!products,!which!means!that!that!a!replacement!product!can!be!found!soon!

enough!(Highhouse!&!Paese,!1996).!These!findings!lead!to!the!following!hypothesis:!

'

H1a:!Consumers!perceive!negative!online!reviews!as!more!credible!compared!to!positive!

online!reviews.!
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Besides!the!credibility!aspect,!online!reviews!could!also!have!an!influence!on!a!

consumer’s!purchase!intention.!Cheng!and!colleagues!(2009)!found!that!credible!online!

reviews!are!beneficial!for!a!consumer’s!purchase!intention!towards!the!reviewed!product.!

Sparks!and!Browning!(2011)!did!a!study!on!the!effects!of!online!reviews!on!willingness!to!

book!a!hotel!room,!a!typical!experience!good.!Results!of!this!study!show!that!a!consumer’s!

purchase!intention!is!higher!for!positive!online!reviews!than!for!negative!online!reviews.!

East!and!colleagues!(2008)!focused!in!their!research!on!the!offline!environment.!They!did!a!

research!on!the!impact!of!positive!and!negative!word^of^mouth!on!purchase!intention.!They!

used!a!typical!search!good!in!their!study,!namely,!a!cell!phone.!Results!of!this!study!also!

show!that!positive!WOM!has!more!influence!on!a!consumer’s!purchase!intention!than!

negative!WOM.!Positive!online!reviews!probably!call!positive!emotional!feelings,!which!may!

result!in!a!positive!attitude!towards!the!reviewed!product!and!may!have!a!positive!boost!on!

a!consumer’s!purchase!intention!for!the!reviewed!product!(Xia!&!Bechwati,!2008).!

Therefore,!the!following!hypothesis!is!predicted:!

!

H1b:'Positive!online!reviews!have!a!more!positive!influence!on!a!consumer’s!purchase!

intention!compared!to!negative!online!reviews.'''

'

' Product!attitude!is!the!third!dependent!variable!in!this!study,!next!to!credibility!and!

purchase!intention.!Lee!and!colleagues!(2012)!found!that!positive!online!reviews!result!in!a!

more!positive!attitude!towards!the!reviewed!product!and!that!negative!online!reviews!lead!

to!a!more!negative!attitude.!Positive!information!is!related!to!positive!thoughts,!which!result!

in!positive!cognition.!Negative!information!is!related!to!negative!thoughts,!which!result!in!

negative!cognition!(Pan!&!Chiou,!2011).!!

!

It!is!expected!that!consumers!search!goal^oriented!for!online!reviews!that!are!

related!to!the!desired!product!(Lee!et!al,!2008).!When!searched!reviews!contain!mainly!

positive!elements,!a!more!positive!consumer’s!attitude!is!expected.!In!contrast!to!this,!a!

negative!eWOM!message!is!expected!to!lead!to!a!more!negative!product!attitude.!Thus,!a!

positive!online!review!may!confirm!a!consumer’s!feelings!of!a!product!which!was!already!

positive!but!may!also!kickstart!in!a!behavioral!change,!where!initial!negative!or!neutral!

feelings!are!weakened,!resulting!in!a!positive!product!attitude!(Lee!et!al,!2012).!These!

findings!lead!to!the!following!hypothesis:!

!
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H1c:'Positive!online!reviews!have!a!more!positive!influence!on!consumers’!attitude!towards!

the!reviewed!product!compared!to!negative!online!reviews.!!

2.3'Personal'information'of'the'reviewer' '

Traditional!WOM!usually!occurs!between!people!who!have!strong!connections,!for!example!

friends!or!family!(Dichter,!1966).!Consumers!feel!comfortable!with!traditional!WOM!because!

of!the!connection!with!the!sender.!EWOM!messages!can!be!placed!anonymously,!because!of!

this!the!personal!relationship!between!the!sender!and!receiver!has!disappeared!(Chatterjee,!

2011).!Online!review!anonymity!can!be!avoided!by!displaying!personal!information!of!the!

sender!(Xie!et!al,!2011).!Personal!information!of!a!reviewer!may!include!a!real!name,!profile!

picture!or!a!social!network!account.!A!growing!number!of!online!review!platforms!(e.g.!e^

commerce!sites!or!review!websites)!offer!consumers!the!possibility!to!create!an!online!

profile.!!

!

Consumers!could!use!profile!data!of!a!reviewer!to!evaluate!an!eWOM!message!(Xu,!

2014).!Xu!(2014)!also!mentioned!also!that!reputation!of!a!reviewer!and!the!availability!of!a!

profile!picture!are!considered!as!most!important!in!the!assessment!of!a!reviewer’s!

trustworthiness.!Reputation!can!relate!to!the!amount!of!written!reviews!or!the!worthiness!

of!these!messages,!for!instance!when!a!reviewer!gets!graded!for!his!or!hers!written!reviews.!

A!profile!picture!of!the!reviewer!may!ensure!that!reviews!are!being!read!more!attentively!

(Lee!&!Shin,!2014).!

!

Xie!and!colleagues!(2011)!made!use!of!the!prominence^interpretation!theory!of!

Fogg!(2002)!in!their!study.!This!theory!suggests!that!consumers!evaluate!source!credibility!

based!on!prominence!and!interpretation.!In!this!case,!the!prominence!and!interpretation!of!

an!online!review!and!the!related!reviewer.!Prominence!relates!to!the!likelihood!of!an!online!

profile’s!element!to!be!noticed,!for!instance!a!profile!picture.!Consumers!can!identify!such!

an!element!in!order!to!determine!credibility.!Interpretation!is!related!to!the!actual!

understanding!of!a!particular!element.!By!making!use!of!this!theory,!research!showed!that!

an!online!review!paired!with!personal!information!of!the!source!is!beneficial!for!the!source’s!

credibility!(Xie!et!al,!2011).!

!

Xie!and!colleagues!(2011)!only!focused!on!the!hotel!branch.!It!may!be!interesting!to!

apply!this!theory!to!other!product!types!as!well.!The!product!types!this!research!focuses!on!

are!described!in!paragraph!2.5.!Furthermore,!Xie!et!al.!(2011)!advised!for!future!research!to!
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focus!more!on!informative!descriptives!of!the!source!(e.g.!reviewers!profile!pictures!or!the!

number!of!written!reviews),!in!order!to!measure!the!credibility.!In!this!study!the!focus!will!

be!on!the!availability!of!a!reviewer’s!profile!picture,!a!real!name,!the!number!of!reviews!of!

the!reviewer!and!place!of!residence.!

!

Forman!and!colleagues!(2008)!found!in!an!article!by!Jacoby!(1994)!that!consumers!

look!at!attributes!of!an!eWOM!message!in!order!to!reduce!feelings!of!uncertainty.!

Availability!of!personal!information!of!a!reviewer!is!such!an!attribute!and!contributes!to!the!

credibility!of!an!online!review.!Other!studies!confirm!this!point!of!view!(Folkes,!1988;!

Mizerski!et!al,!1979).!

!

To!sum!up,!online!reviews!that!are!paired!with!personal!information!are!generally!

considered!as!more!credible!than!online!reviews!that!are!not!paired!with!personal!

information.!Profile!details!are!used!to!evaluate!a!source,!while!a!profile!picture!is!seen!as!

the!most!important!element.!In!addition!to!this,!revealing!personal!information!leads!to!a!

higher!sense!of!reliability!and!transparency.!Conclusively,!aspects!like!personal!information!

will!help!to!ensure!that!a!consumer’s!feeling!of!uncertainty!decreases.!All!things!taken!into!

account!leads!to!the!formulation!of!the!following!hypothesis:!

!

H2a:'Online!reviews!with!the!presence!of!personal!information!are!perceived!as!more!

credible!than!online!reviews!without!personal!information.!!

!

Other!researchers!found!that!online!reviews!with!the!presence!of!personal!

information!resulted!in!more!valuable!eWOM!messages!and!more!sales!(Forman!et!al.!

2008).!Besides!online!review!content,!consumer!focus!on!related!attributes!like!personal!

information!of!the!reviewer.!These!authors!suggest!that!consumers!scan!multiple!online!

reviews!before!proceeding!to!purchase.!In!this!process!personal!details!of!a!reviewer!are!

more!important!than!the!content!of!an!online!review.!This!could!be!caused!by!the!fact!that!

available!personal!information!catches!the!eye!and!is!therefore!more!crucial!than!the!review!

itself.!This!means!that!personal!information!gives!a!sense!of!reliability,!ultimately!increasing!

the!value!of!a!message.!

!

Pornpitakpan!(2004)!mentioned!that!a!well^displayed!online!product!review!

contributes!to!a!more!positive!product!attitude!and!a!higher!purchase!intention.!A!well^
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displayed!eWOM!message!does!not!only!contain!a!well^written!review!but!possibly!also!

information!about!the!writer.!Kusumasondjaja!(2012)!found!in!an!article!by!Lee!and!

collegues!(2000)!that!an!online!review!containing!both!aspects!is!beneficial!for!a!consumer’s!

purchase!intention!and!product!attitude.!Consumers!always!look!for!ways!to!identify!

themselves!with!someone!(Kusumasondjaja!et!al.!2012).!Adding!personal!information!is!

beneficial!for!this!identification!process!and!therefore!it!is!likely!that!it!is!beneficial!for!a!

consumer’s!purchase!intention.!

!

! It!is!predicted!that!consumers!purchase!a!certain!product!based!on!the!advice!of!a!

credible!reviewer.!Consumers!will!not!buy!a!product!when!they!perceive!a!fellow!

consumer’s!advice!as!unreliable.!Previous!research!by!Xie!et!al.!(2011)!indicates!that!the!

presence!of!personal!information!positively!influences!the!credibility!of!the!online!review!

and!the!reviewer.!This!may!subsequently!lead!to!a!higher!purchase!intention.!!

!

The!outcomes!of!their!study!confirm!this!point!of!view,!although!the!effects!on!

purchase!intention!were!not!very!strong.!The!valence!intensity!in!their!study!was!quite!

neutral.!They!used!moderately!positive!reviews!and!moderately!negative!reviews.!It!is!

expected!by!them!that!more!convincing!(extreme)!online!reviews,!either!being!solely!

positive!or!solely!negative,!result!in!stronger!effects!on!purchase!intention.!Almana!and!

Mirza!(2013)!came!to!the!same!finding.!The!following!hypothesis!is!formulated:!

!

H2b:'Online!reviews!with!the!presence!of!personal!information!lead!to!a!higher!purchase!

intention!compared!to!online!reviews!without!personal!information.!!

!

A!certain!behavioural!intention!like!a!purchase!is!often!the!consequence!of!a!

favourable!product!attitude.!A!positive!product!attitude!leads!to!a!positive!purchase!

intention,!and,!a!negative!product!attitude!leads!to!a!negative!purchase!intention!

(Pornpitakpan,!2002).!Since!prior!studies!suggest!that!availability!of!personal!information!

may!influence!a!source’s!credibility,!it!is!assumed!that!a!credible!source!positively!influence!

a!consumer’s!product!attitude.!Wang!and!Chien!(2012)!confirm!this;!they!imply!that!a!

credible!eWOM!message!will!result!in!a!more!favourable!attitude!and!a!higher!purchase!

intention.!Reviewers!who!show!personal!information!give!a!feeling!of!expertness!of!

themselves!to!other!consumers.!It!is!likely!that!an!expert’s!advice!will!result!in!a!more!

favourable!product!attitude.!These!findings!lead!to!the!following!hypothesis:!
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H2c:'Consumers!have!a!more!positive!product!attitude!towards!online!reviews!with!the!

presence!of!personal!information!than!online!reviews!without!personal!information.''

2.4'Personal'information'and'review'valence'

It!is!logical!to!think!that!consumers!could!write!whatever!they!want!when!doing!so!

anonymously.!So,!the!question!is,!how!sincere!are!negative!and!positive!online!reviews!

without!the!presence!of!personal!information?!Do!consumers!post!the!same!review!when!

they!need!to!reveal!personal!information?!It!is!likely!that!consumers’!become!more!honest!

and!sincere!when!their!personal!information!is!known.!It!is!possible!that!consumers’!do!not!

want!to!embarrass!themselves!online!when!personal!information!is!available.!Present!

research!on!valence!in!combination!with!availability!of!personal!information!has!not!been!

adequately!studied,!only!one!study!in!the!literature!focused!on!this!research!area.!

!
Xu!(2014)!conducted!a!research!regarding!review!valence,!availability!of!a!reviewers!

profile!picture!and!the!number!of!trusted!members.!This!author!mentioned!that!a!

consumer’s!profile!picture!gets!more!attention!when!the!eWOM!message!was!negative.!This!

phenomenon!is!explained!by!the!correspondent!inference!theory!of!Jones!and!Davis!(1965).!

Consumers!believe!that!negative!eWOM!messages!are!non^normative,!therefore,!negative!

eWOM!messages!need!a!more!careful!analysis.!This!analysis!focused!on!a!reviewers!profile!

picture.!This!was!the!only!personal!element!of!a!reviewer!that!was!taken!into!account!in!this!

particular!study.!The!author!of!this!study!expects!that!it!is!not!easy!to!write!something!

negative!online!about!a!certain!product!or!service,!since!this!is!seen!as!non^normative!by!

fellow!people.!Adding!personal!information,!like!a!profile!picture,!may!help!to!make!an!

online!review!normative.!

!

Xu!(2014)!found!this!interaction!effect!between!the!profile!picture!and!review!

valence!only!for!negative!online!reviews.!A!positive!only!review!did!not!necessarily!increase!

in!credibility!when!it!contained!a!picture!of!the!reviewer.!Risk^aversion!was!a!second!

explanation!that!this!author!gave!for!this!phenomenon.!Participants!saw!one!single!negative!

online!review!in!the!authors!experiment.!As!already!mentioned,!consumers!assume!that!

negative!online!reviews!are!non^normative.!Possibly,!consumers!ask!themselves:!Why!is!this!

particular!online!review!negative?!Attributes!related!to!an!online!review!like,!for!instance,!a!

profile!picture!might!help!to!assess!the!credibility!of!the!review.!It!is!likely!that!consumers!

regard!attributes!that!help!to!evaluate!the!credibility!as!desired!cues.!!
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As!already!mentioned!in!the!introduction,!Wang!and!Chien!(2012)!found!that!

credibility,!product!attitude!and!purchase!intention!are!three!variables!that!are!closely!

related!to!each!other!in!the!eWOM!context.!It!suggests!that!a!credible!online!review!leads!to!

a!more!favourable!product!attitude!and!a!higher!purchase!intention.!The!outcomes!of!a!

study!by!Fan!and!Miao!(2012)!demonstrated!that!a!credible!online!review!enhances!a!

consumer’s!purchase!intention.!In!addition,!Purwanto!(2012)!found!in!an!article!from!Jianlin!

and!colleagues!(2010)!a!positive!link!between!product!attitude!and!purchase!intention.!

These!findings!lead!to!the!following!hypothesis:!!

!

H3:!Negative!online!reviews!with!the!presence!of!personal!information!have!a!more!positive!

effect!on!a)!credibility,!b)!purchase!intention!and!c)!product!attitude!compared!to!negative!

online!reviews!without!personal!information,!while!there!is!no!difference!in!a)!credibility,!b)!

purchase!intention!and!c)!product!attitude!in!case!of!positive!online!reviews!with!or!without!

personal!information.!

2.5'Product'types'

Consumers!nowadays!are!active!online;!they!place!and!read!reviews!of!all!kind!of!products!

and!services.!Nelson!(1970)!mentioned!that!products!and!services!can!be!divided!into!two!

categories:!search!goods!and!experience!goods.!Search!goods!are!products,!with!

characteristics!that!are!easy!to!evaluate!and!to!compare!with!others,!while!product!

characteristics!of!experience!goods!are!hard!to!observe!prior!the!purchase.!These!product!

characteristics!can!only!be!assessed!after!consumption.!

!

Sundaram!and!Webster!(1999)!mentioned!that!product!characteristics!have!an!

influence!on!how!consumers!observe!an!eWOM!message.!For!example,!an!online!review!

about!a!holiday!destination!is!perceived!differently!compared!to!an!online!review!about!a!

laptop.!The!quality!of!a!laptop!can!be!assessed!easily,!this!is!not!possible!with!a!holiday!

destination.!Weinberger!and!Dillon!(1980)!found!that!consumers!perceive!a!WOM!message!

about!a!product!different!than!a!WOM!message!about!a!service.!This!study!will!focus!on!the!

aforementioned!product!types,!which!were!distinguished!by!Nelson!(1970)!in!experience!

goods!and!search!goods.!Other!studies!confirm!also!that!Nelson’s!product!types!are!

interesting!to!use!as!moderator!due!to!their!different!characteristics!but!also!because!of!

their!mediating!role!(Park!&!Lee,!2009;!Hao!et!al,!2010;!Cheng!&!Zou,!2010).!!

!
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Huang!and!colleagues!(2009)!mentioned!that!consumers!look!differently!for!search!

goods!in!comparison!with!experience!goods.!These!authors!found!that!consumers!keep!a!

more!active!role!when!they!look!for!experience!goods.!Their!role!is!more!passive!when!they!

look!for!search!goods.!To!be!more!specific,!they!found!that!consumers!spent!more!time!on!

one!page!(i.e.!the!page!of!a!website)!and!scan!fewer!pages,!when!it!comes!to!experience!

goods.!For!search!goods!it!is!the!contrary,!consumers!spent!less!time!on!one!page!and!scan!

multiple!pages.!These!findings!imply!that!product!type!could!play!an!interesting!role!in!this!

research.!

!

Park!and!Lee!(2009)!suggested!that!the!eWOM!effect!is!more!decisive,!in!a!

consumer’s!decision^makings!process,!for!experience!goods!than!for!search!goods.!This!may!

be!because!product!characteristics!can!only!be!evaluated!after!the!purchase.!According!to!

these!authors!consumers!want!to!minimize!their!feelings!of!uncertainty,!especially!for!

experience!goods,!because!consumer!do!not!know!the!specific!product!qualities!yet.!Online!

reviews,!written!for!experience!goods,!can!communicate!certain!aspects!to!the!consumer,!so!

he!or!she!has!a!better!understanding!of!a!particular!product.!Mudambi!(2010)!supports!this!

statement.!This!author!mentioned!that!it!is!challenging!and!costly!to!estimate!the!product!

quality!of!experience!goods!prior!the!purchase.!Product!characteristics!are!subjective!or!

difficult!to!compare.!In!this!case!people!need!to!use!their!senses!in!order!to!evaluate!

product!quality.!It!is!less!challenging!to!acquire!information!about!the!quality!of!a!search!

good.!Product!characteristics!are!objective!and!easy!to!compare.!In!this!case!it!is!not!

necessary!to!use!senses!to!assess!product!quality.!!

!

These!differences!also!show!that!online!reviews,!especially!for!experience!goods,!

can!be!very!important!and!helpful.!Park!and!Lee!(2009)!did!a!study!on!the!moderating!role!of!

product!types!and!confirmed!that!online!reviews!of!experience!goods!are!more!credible!

compared!to!online!reviews!about!search!goods.!These!authors!mentioned!that!users!with!a!

high!level!of!expertise!often!write!eWOM!messages!about!experience!goods.!This!results!

logically!in!a!more!credible!online!review.!It!is!likely!that!people!base!their!product!attitude!

on!these!reviews,!partly!because,!the!online!review!is!one!of!the!few!things!that!give!them!

an!image!of!the!product.!

2.6'Product'types'and'valence'

Most!of!the!consumers!make!use!of!online!reviews!in!their!purchase!process.!This!relates!

both!to!experience!goods!and!search!goods.!However,!consumers!prefer!a!different!kind!of!
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review!for!search!goods!in!comparison!with!experience!goods!(Mudambi,!2010).!According!

to!this!author!consumers!prefer!a!more!extensive!online!review!for!search!goods,!this!will!

contribute!to!the!helpfulness!of!the!review.!Mudambi!(2010)!came!to!another!interesting!

conclusion;!extreme!positive!or!negative!eWOM!messages!for!experience!goods!may!be!

perceived!as!less!credible!compared!to!moderately!positive!or!negative!eWOM!messages.!

This!extremity!was!measured!based!on!star!ratings.!An!extremely!positive!online!review!

contained!five!stars!and!an!extremely!negative!contained!one!star.!An!online!review!with!

five!stars!can!be!seen!as!a!hundred!percent!positive!review.!An!online!review!with!one!star!

can!be!seen!as!a!hundred!percent!negative!review.!

!

In!general,!when!it!is!difficult!to!assess!the!quality!of!a!product,!the!value!of!

available!information!will!increase!(Bone,!1995).!This!may!especially!occur!with!experience!

goods.!An!increase!of!information!value!may!lead!to!a!higher!credibility!of!the!online!review!

(Bone,!1995;!Park!&!Lee,!2009).!Scarcity!contributes!to!the!effect!that!consumers!probably!

rely!on!available!information!because!this!is!the!only!piece!of!information!that!is!available.!In!

short,!it!can!be!said!that!when!it!is!hard!to!obtain!product!information!or!when!information!

is!scarce,!available!information!will!increase!in!value!and!is!perceived!as!credible.!!

!

Online!reviews!for!experience!goods!are!seen!as!more!essential!in!comparison!with!

online!reviews!for!search!goods,!product!information!for!these!experience!goods!is!harder!

to!evaluate!than!product!information!of!search!goods.!In!addition,!people!consider!negative!

information!as!more!important!compared!to!positive!information!when!they!judge!

something!(Skowronski!&!Carlston,!1987).!It!is!likely!that!positive!online!reviews!of!search!

goods!contain!a!higher!level!of!credibility.!Experience!goods!contain!a!certain!degree!of!

subjectivity,!everyone!can!think!differently!about!such!a!good.!This!is!less!the!case!for!search!

goods;!product!characteristics!of!these!goods!are!often!fixed.!Take,!for!instance,!a!digital!

camera,!the!number!of!megapixels!of!this!camera!can!be!found!in!the!technical!

specifications.!It!is!expected!that!a!positive!online!review!will!reinforce!a!consumer’s!opinion!

towards!a!certain!product!when!the!characteristics!are!already!perceived!as!positive.!

Besides!that,!online!reviews!about!search!goods!are!also!controllable.!Imagine!that!a!certain!

person!posts!positive!comments!about!a!camera’s!megapixels.!Consumer!could!

subsequently!control!these!comments,!given!the!fact!that!product!characteristics!are!

already!known.!If!a!written!review!correspondent!with!already!known!product!



!
!

Viva Voce: Online Reviews, valence, availability of personal information and the moderating role of product type 21 

characteristics,!the!review!would!become!more!credible.!The!following!hypothesis!is!

formulated:!

'

H4a:'Negative!online!reviews!of!experience!goods!have!a!more!positive!effect!on!a)!

credibility,!b)!purchase!intention!and!c)!product!attitude!compared!to!negative!online!

reviews!of!search!goods!while!positive!online!reviews!of!search!goods!have!a!more!positive!

effect!on!a)!credibility,!b)!purchase!intention!and!c)!product!attitude!than!positive!online!

reviews!of!experience!goods.!

2.7'Product'type'and'personal'information'

The!credibility!of!reviews!plays!an!important!role!in!a!consumer’s!buying!process.!Wether!

the!search!is!aimed!at!a!search!good!or!an!experience!good!does!not!matter.!Information!

about!experience!goods!is!often!scarcer!compared!to!information!about!search!goods,!

which!is!generally!in!abundance.!Therefore!it!is!more!important!that!available!information!of!

an!experience!good,!which!could!be!an!online!review,!contains!a!high!level!of!credibility.!

Because!information!of!search!goods!is!sufficiently!available!it!is!more!likely!that!this!

includes!also!sufficient!credible!information.!Credibility!of!an!online!review!about!an!

experience!good!may!increase!by!placing!personal!information!alongside!an!online!review.!

Xie!and!colleagues!(2011)!confirmed!this!in!their!research.!These!authors!focused!their!study!

on!the!hotel!industry,!a!typical!experience!good,!and!came!to!the!conclusion!that!availability!

of!personal!information!contributes!positively!to!the!level!of!credibility!of!the!eWOM!

message.!This!leads!to!the!formulation!of!the!last!hypothesis:!

'

H4b:'Online!reviews!with!the!presence!of!personal!information!have!a!more!positive!effect!

on!a)!credibility,!b)!purchase!intention!and!c)!product!attitude!for!experience!goods!

compared!to!a)!credibility,!b)!purchase!intention!and!c)!product!attitude!for!search!goods,!

while!there!is!no!difference!in!a)!credibility,!b)!purchase!intention!and!c)!product!attitude!in!

case!of!no!personal!information!for!search!goods!and!for!experience!goods.!

!

!

!
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2.8'Conceptual'model'and'research'question'

Figure!1.!shows!the!conceptual!model.!This!model!consists!of!two!independent!variables,!

one!moderator!and!one!dependent!variable.!This!2x2x2!design!will!be!used!to!answer!the!

main!research!question.!

!

‘What)effects)do)valence)and)availability)of)a)reviewer’s)personal)information,)moderated)by)

product)type,)have)on)the)credibility)of)an)online)review,)consumer’s)product)attitude,)and)

his)or)her)purchase)intention?’)

)

)
)
)
)
)
)
Figure)1.)Conceptual)model!
)

)

)

)

)

Variable!1!
!

Valence!
(Positive!reviews!vs.!
Negative!reviews)!

Variable!2!
!

Personal!Information!
(Known!vs.!Unknown)!

Variable!3!
!

Credibility!(expertise!&!
trustworthiness)!

!
Product!Attitude!

!
!

Purchase!Intention!
 
 
 

Moderator 
 

Product!Type!
(Search!vs.!Experience!

goods)!

Independent'variables' Dependent'variable'
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3.0'Method'
The!method!and!measures!are!described!in!this!chapter.!Paragraph!3.1!contains!the!design!

and!the!procedure!is!explained!in!section!3.2.!The!materials!are!described!in!paragraph!3.3!

and!the!participants!are!described!in!the!fourth!section.!

3.1'Design'

The!research!question,!conceptual!model!and!related!hypotheses!were!tested!by!means!of!a!

2!(valence:!positive!vs.!negative)!x!2!(personal!information:!known!vs.!unknown)!x!2!(product!

type:!search!vs.!experience!goods)!design.!The!study!focused!on!the!effects!of!the!previously!

mentioned!independent!variables!on!the!dependent!variables:!credibility,!product!attitude!

and!purchase!intention.!

3.2'Procedure'

This!research!was!conducted!by!means!of!an!online!survey.!A!within^subjects!design!was!

chosen!for!this!experiment,!meaning!that!each!respondent!was!shown!2!conditions.!One!of!

the!advantages!of!such!a!design!is!that!it!does!not!require!many!respondents.!It!was!

foreseen!that!collecting!data!could!be!difficult.!The!choice!of!this!research!design!was!

therefore!a!strategic!one.!In!making!this!decision!however,!the!disadvantages,!like!the!

carryover!effects,!were!taken!into!consideration.!Table!1.!gives!an!overview!of!the!

conditions!presented!to!the!participants.!Everyone!who!participated!in!this!study!was!

randomly!assigned!to!one!of!these!four!conditions.!All!conditions!were!exactly!the!opposite!

of!each!other,!which!is!also!visible!in!table!1.!!

!

Condition! N! ! N! !

1! 34! Positive!online!review!/!experience!good!/!with!

personal!information!!

33! Negative!online!review!/!search!good!/!

without!personal!information!!

2! 31! Positive!online!review!/!experience!good!/!

without!personal!information!!

32! Negative!online!review!/!search!good!/!

with!personal!information!!

3! 35! Negative!online!review!/!experience!good!/!with!

personal!information!!

34! Positive!online!review!/!search!good/!

without!personal!information!!

4! 36! Negative!online!review!/!experience!good!/!

without!personal!information!!

35! Positive!online!review!/!search!good!/!

with!personal!information!!

Table)1.)Research)conditions)

!

The!positive!online!review!contained!a!positive!statement!about!a!particular!

product;!the!negative!online!review!contained!a!negative!statement!about!a!certain!product.!
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Another!difference!was!the!visibility!of!personal!information!of!the!reviewer.!Personal!

information!consisted!of!a!real!name,!profile!picture,!city,!age!of!the!reviewer!and!the!

number!of!written!reviews.!Xie!and!colleagues!(2011)!advised!for!future!research!to!focus!on!

these!elements.!When!there!was!no!personal!information!available!respondents!only!saw!a!

nickname!and!an!avatar.!Two!different!products!were!used!for!the!online!reviews,!namely!

an!anti^virus!program!and!a!perfume.!A!pre^test!showed!these!two!products!to!be!most!

suitable!for!this!study.!Insights!in!the!pre^test!follow!in!the!next!paragraph.!!!

3.3'Pre[test'product'types'

A!pre^test!for!the!product!types,!experience^!and!search!goods,!was!executed!in!order!to!

ensure!that!participants!perceive!the!products!as!different!in!nature!(Bae!and!Lee,!2011).!For!

this!study!it!was!important!that!participants!perceive!a!product!as!search!good!or!as!an!

experience!good.!To!identify!this!the!following!questions!were!asked!to!the!participants!

(Weathers,!Sharma,!and!Wood!2007).!Three!questions!focused!on!experience!qualities!and!

two!questions!concentrated!on!search!qualities.!The!pre^test!questions!were!formulated!in!

Dutch.!

!

Experience!Qualities!!

1. It!is!important!for!me!to!see!this!product!to!evaluate!how!well!it!will!perform.!

2. It!is!important!for!me!to!touch!this!product!to!evaluate!how!well!it!will!perform.!!

3. It!is!important!for!me!to!test!this!product!to!evaluate!how!well!it!will!perform.!!

!

Search!Qualities!!

4. I!can!adequately!evaluate!this!product!using!only!information!about!the!product’s!

attributes!and!features!provided!by!the!retailer!or!the!manufacturer.!!

5. I!can!evaluate!the!quality!of!this!product!simply!by!reading!information!about!the!

product.!!

!

Participants!could!response!based!on!a!7^point!Likert!scale,!with!answer!possibilities!

ranging!from!‘Totally!disagree’!to!‘Totally!agree’.!These!questions!were!asked!for!twelve!

products!shown!in!table!2.!Price!level!and!involvement!is!taken!as!a!starting!point!for!the!

selection!of!these!goods.!Not!all!goods!are!comparable!in!price!and!involvement,!but!when!

matching!different!goods!separately!it!will!be.!For!instance,!a!bicycle!and!a!cell!phone!could!

contain!an!equal!price^!and!involvement!level,!the!same!is!true!for!perfume!and!shoes.!!

!



!
!

Viva Voce: Online Reviews, valence, availability of personal information and the moderating role of product type 25 

The!selected!products!were!shown!randomly,!in!order!to!avoid!order!bias.!The!author!of!

the!present!study!proposed!the!following!results.!

Experience'goods' Search'goods'

Mattress! Refrigerator!

Perfume! Shoes!

Computer!Game! Anti^virus!Program!

Sunglasses! Digital!Camera!

Bicycle! Cell!Phone!

Book!(study)! Coffee!Machine!

Table)2.)Product)types)preDtest)

!

A!total!of!24!respondents!participated!in!the!pre^test.!Twenty^one!of!these!were!male!and!

three!were!female.!Participants!were!between!the!ages!of!twenty^two!and!sixty^one.!The!

mean!age!was!M=27.71.!!

!

! Search!mean! Experience!mean! Mean!difference!
Perfume! 2.60! 5.28! ^2.68!
Sunglasses! 3.31! 5.86! ^2.55!
Shoes! 3.52! 5.81! ^2.29!
Mattress! 4.19! 5.96! ^1.77!
Bicycle! 4.54! 5.94! ^1.40!
Cell!Phone! 6.00! 5.94! 0.06!
Digital!Camera! 5.46! 5.19! 0.27!
Studybook! 4.54! 4.00! 0.54!
Coffee!Machine! 5.25! 4.26! 0.99!
Refrigerator! 5.54! 4.42! 1.12!
Computer!game! 4.88! 3.69! 1.19!
Antivirus!program! 5.42! 3.88! 1.54!
Table)3.)Results)preDtest)

Results!of!this!pre^test!indicated!that!the!antivirus!program!is!most!suitable!as!search!good!

and!perfume!as!experience!good.!!

3.4'Participants'

Participants!for!this!study!were!mainly!recruited!through!a!Facebook!group,!called!

‘Respondenten!gezocht’,!which!consisted!largely!of!students!from!universities!or!colleges!in!

the!Netherlands.!Other!respondents!were!recruited!at!the!internship!of!the!author.!Family!

and!friends!completed!the!online!questionnaire!as!well.!This!resulted!in!a!total!of!131!

participants!of!which!67!were!male!and!64!female.!The!age!of!the!participants!varied!from!

18!to!68,!with!a!mean!age!of!33.4!and!a!standard!deviation!of!14.24.!
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!

Gender! N! %! Level!of!education! N! %!
Male! 67! 51.1%! No!education! 2! 1.5%!
Female! 64! 48.9%! Lagere!school/basisonderwijs! 1! 0.8%!
! ! ! LBO,!VBO,!LTS,!LHNO,!VMBO! 1! 0.8%!
Age! Mean! ! MBO,!MTS,!MEAO! 15! 11.5%!
Male! 33.63! ! HAVO,!VWO,!Gymnasium! 5! 3.8%!
Female! 33.17! ! HBO,!HEAO,!PABO,!HTS! 53! 40.5%!
! ! ! University! 54! 41.2%!
Table)4.)Demographics)

3.5'Scales'

The!dependent!variables,!credibility,!purchase!intention!and!product!attitude!were!

measured!by!means!of!existing!scales.!

!

The!two!elements!of!source!credibility,!trustworthiness!and!expertise!were!

measured!by!means!of!a!5^point!bipolar!scale,!developed!by!Ohanian!(1990).!The!

trustworthiness!construct!contained!the!following!items,!do!you!think!this!online!review!is!

dependable/undependable,!honest/dishonest,!reliable/unreliable,!sincere/insincere!and!

trustworthy/untrustworthy.!The!expertise!scale!consisted!of!the!subsequent!items,!do!you!

think!the!reviewer!is!expert/not!an!expert,!experienced/inexperienced,!

knowledgeable/unknowledgeable,!qualified/unqualified!and!skilled/unskilled.!!

! !

Purchase!intention!was!measured!using!a!7^point!Likert!scale!ranging!from!1!=!

totally!disagree!to!7!=!totally!agree!(Baker!et!al,!1977).!The!construct!was!measured!using!

five!statements:!‘After!reading!the!online!review,!it!makes!me!desire!to!buy!the!product,!‘I!

will!consider!buying!the!product!after!I!read!the!online!review,!‘!I!intend!to!try!the!product!

discussed!in!the!online!review’,!‘In!the!future,!I!intend!to!seek!out!the!product!discussed!in!

the!online!review’!and!In!the!future,!I!intend!to!buy!the!product!discussed!in!the!online!

review’.!

! !

Product!attitude!was!measured!by!means!of!a!5^point!bipolar!scale,!developed!by!

Matthes,!Schemer!and!Wirth!(2007).!The!construct!was!measured!with!five!items:!

friendly/unfriendly,!positive/negative,!appealing/not!appealing,!interesting/uninteresting!

and!attractive/unattractive.!!

!
!
!
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Construct' Items'(N)' α' M' SD'
Credibility! ' ' ' '
' Trustworthiness! 5! 0.910! 1.69! 0.53!
' Expertise! 5! 0.899! 1.97! 0.50!
Purchase!intention! 5! 0.939! 2.07! 0.89!
Product!attitude! 5! 0.944! 1.85! 0.61!
Table)5.)Cronbach)alpha’s)dependent)variables!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
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4.0'Results'
The!results!of!this!study!are!described!in!this!chapter.!The!first!section!contains!an!overview!

of!the!eight!conditions!used!in!this!study.!The!second!Paragraph!contains!an!univariate!

analysis!of!variance!of!the!independent!variables!in!combination!with!the!dependent!

variables.!

4.1'Descriptive'

Experience'Goods' Search'Goods'

! Positive!online!review! Negative!online!review! Positive!online!review! Negative!online!review!

! With!

personal!

information!

Without!

personal!

information!

With!

personal!

information!

Without!

personal!

information!

With!

personal!

information!

Without!

personal!

information!

With!

personal!

information!

Without!

personal!

information!

. M! SD! M! SD! M! SD! M! SD! M! SD! M! SD! M! SD! M! SD!

Credibility' ! ! ! ! ! ! ! ! ! ! ! ! ! ! ! !

Trustworthiness! 3.20! 0.72! 3.32! 0.81! 3.61! 0.64! 3.34! 0.77! 3.43! 0.87! 3.08! 0.93! 3.42! 0.94! 2.88! 0.89!

Expertise! 2.97! 0.76! 3.08! 0.77! 2.92! 0.67! 2.42! 0.92! 3.22! 0.68! 2.64! 0.77! 3.01! 0.83! 2.52! 0.67!

! ! ! ! ! ! ! ! !

Product!

attitude!

3.49! 0.77! 3.92! 0.64! 2.58! 0.63! 2.84! 0.99! 3.39! 0.92! 3.44! 0.83! 2.30! 0.76! 2.28! 0.75!

Purchase!

intention!

3.84! 1.55! 3.52! 1.39! 3.06! 1.21! 3.04! 1.06! 3.97! 1.53! 3.97! 1.32! 2.41! 1.38! 2.63! 1.12!

Table)6.)Means)and)standard)deviations)

!

!

!

!

!

!

!

!

!



4.2$Univariate$analysis$of$variance$

The$Univariate$analysis$of$variance$was$conducted$for$the$four$dependent$variables:$trustworthiness,$expertise,$purchase$intention$and$product$attitude.$

The$results$for$each$dependent$variable$can$be$found$in$the$table$listed$below.$The$significant$effects$are$made$bold$and$the$marginally$significant$effects$

are$in$Italic.$$

Table&7.&Univariate&analysis&of&variance&

$

$ $ $ Trustworthiness$ Expertise$ Purchase$intention$ Product$attitude$

Independent$variable$ Sum$of$

squares$

F$ Sig.$ Sum$of$

squares$

F$ Sig.$ Sum$of$

squares$

F$ Sig.$ Sum$of$

squares$

F$ Sig.$

Product$type$ 1.80$ 2.626$ 0.11$ 9.02$ 0.00$ 0.99$ 0.90$ 0.515$ 0.47$ 8.15$ 12.839$ 0.000$

Valence$ 0.21$ 0.307$ 0.58$ 4.48$ 7.696$ 0.006*$ 71.18$ 40.335$ 0.000*$ 73.47$ 115.733$ 0.000*$

Information$ 4.36$ 6.371$ 0.012*$ 8.59$ 14.754$ 0.000*$ 0.06$ 0.035$ 0.85$ 2.12& 3.348& 0.068&

Product$type$*$valence$ 1.70$ 2.487$ 0.12$ 0.56$ 0.965$ 0.33$ 10.74$ 6.087$ 0.014*$ 0.27$ 0.426$ 0.52$

Product$type$*$

information$

2.29& 3.349& 0.068& 1.90& 3.269& 0.072& 1.26$ 0.714$ 0.40$ 1.79& 2.822& 0.094&

Valence$*$information$ 1.42$ 2.081$ 0.15$ 0.99$ 1.700$ 0.19$ 1.09$ 0.621$ 0.43$ 0.28$ 0.449$ 0.50$

Product$type$*$valence$*$

information$

0.18$ 0.262$ 0.61$ 2.04& 3.515& 0.062& 0.02$ 0.016$ 0.90$ 0.04$ 0.072$ 0.79$



4.2.1.%Main%effects%

4.2.1.1%Valence%

Trustworthiness,!"No"significance"was"found"for"valence"on"trustworthiness"(F(1,"254)"=".307,"

P"="0.580)."Positive!"(M"="3.26,"SD"=".84)"and"negative"(M"="3.32,"SD"=".85)"online"reviews"did"

not"have"an"influence"on"trustworthiness.""

"

Expertise"!"The"table"shows"a"significant"main"effect"for"valence"on"expertise"

(F(1,254)"="7.696,"P"=".006)."Participants"who"saw"a"positive"online"review"believe"that"the"

reviewer"has"more"expertise"(M"="2.98,"SD"=".77)"compared"to"a"reviewer"who"wrote"a"

negative"online"review"(M"="2.71,"SD"=".81)."This"indicates"that"Hypotheses"1a"can"be"

rejected."This"hypothesis"was"formulated"as"follow:"Consumers"perceive"negative"online"

reviews"as"more"credible"compared"to"positive"online"reviews."There"is"no"statistical"

evidence"that"consumers"perceive"negative"reviews"as"more"credible"compared"to"positive"

online"reviews."Trustworthiness"and"expertise"are"two"elements,"which"measure"together"

credibility."Trustworthiness"was"found"non!significant"and"expertise"was"the"other"way"

around,"positive"online"reviews"contained"a"higher"level"of"expertise"compared"to"negative"

online"reviews."

"

Purchase,intention"!"The"results"show"that"a"significant"main"effect"is"visible"for"

valence"on"purchase"intention"(F(1,"254)"="40.335,"P"=".000)."Positive"online"reviews"result"in"

a"higher"purchase"intention"(M"="3.84,"SD"="1.45)"compared"to"negative"online"reviews"(M"="

2.80,"SD"="1.21)."This"confirms"hypothesis"1b,"positive"online"reviews"have"a"more"positive"

influence"on"a"consumer’s"purchase"intention"compared"to"negative"online"reviews."

"

Product,attitude"!"The"last"dependent"variable"relates"to"product"attitude."The"

outcomes"show"a"significant"main"effect"between"valence"and"product"attitude"(F(1,"254)"="

115.733,"P"=".000)."A"positive"online"review"leads"to"a"positive"product"attitude"(M"="3.56,"SD"

=".82),"whereas"a"negative"online"review"results"more"in"a"negative"product"attitude"(M"="

2.51,"SD"=".82)."These"findings"support"hypotheses"1c,"positive"online"reviews"lead"to"a"more"

positive"attitude"towards"the"reviewed"product"whereas"a"negative"online"review"leads"to"a"

more"negative"attitude."

"

"

"
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4.2.1.2%Personal%information%
!
Trustworthiness"!"The"results"present"a"significant"main"effect"for"availability"of"personal"

information"on"trustworthiness"(F(1,"254)"="6.371,"P"=".012)."This"means"that"online"reviews"

with"the"presence"of"personal"information"are"more"trustworthy"(M"="3.42,"SD"=".81)"than"

online"reviews"without"personal"information"(M"="3.16,"SD"=".87)."

"

Expertise"!"The"results"also"show"a"significant"main"effect"for"availability"of"personal"

information"on"expertise"(F(1,"254)"="14.754,"P"=".000)."This"means"that"participants"also"

believe"that"when"personal"information"is"visible"a"reviewer"has"more"expertise"(M"="3.04,"

SD"=".74)."A"reviewer"has"less"expertise"when"personal"information"is"not"visible"(M"="2.66,"

SD"=".82)."The"results"of"expertise"and"trustworthiness"demonstrate"both"that"availability"of"

personal"information"has"a"positive"influence"on"the"credibility"of"a"source."Hypotheses"2a,"

online"reviews"with"the"presence"of"personal"information"are"perceived"as"more"credible"

compared"to"online"reviews"without"personal"information,"is"supported."

!
Purchase,intention"!"The"main"effect"of"the"availability"of"personal"information"on"

purchase"intention"was"found"to"be"non!significant"(F(1,"254)"=".035,"P"=".852)."Online"

reviews"with"personal"information"(M"="3.35,"SD"="1.54)"have"a"somewhat"higher"purchase"

intention"compared"to"online"reviews"without"personal"information"(M"="3.29,"SD"="1.31)."

However,"there"is"no"statistical"evidence"that"supports"hypotheses"2b,"online"reviews"with"

the"presence"of"personal"information"lead"to"a"higher"purchase"intention"compared"to"

online"reviews"without"personal"information.""

"

Product,attitude"!"There"is"a"marginally"significant"effect"for"availability"of"personal"

information"on"product"attitude"(F(1,"254)"="3.348,"P"=".068)."Participants"had"a"more"

positive"product"attitude"towards"online"reviews"without"personal"information"(M"="3.11,"SD"

="1.01)"than"online"reviews"with"personal"information"(M"="2.96,"SD"=".92)."Hypotheses"2c,"

Consumers"have"a"more"positive"product"attitude"towards"an"online"product"review"with"the"

presence"of"personal"information"than"an"online"product"review"without"personal"

information,"is"thus"not"supported."

!
!
!
!
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4.2.1.3%Product%type%

Trustworthiness"!"No"significance"was"found"for"product"type"on"trustworthiness"(F(1,"254)"="

2.626,"P"=".106)."Both"products,"the"search"good"(M"="3.21,"SD"=".93)"and"experience"good"

(M"="3.37,"SD"=".75)"did"not"have"a"significant"influence"on"trustworthiness."

"

Expertise"!"The"main"effect"for"product"type"on"expertise"was"also"non!significant"

(F(1,"254)"="0.00,"P"=".990)."This"means"that"the"level"of"expertise"is"not"affected"by"either"a"

search"good"(M"="2.85,"SD"=".78)"or"an"experience"good"(M"="2.85,"SD"=".82).""

"

Purchase,intention"!"The"third"main"effect"for"product"type"on"purchase"intention"

was"also"non!significant"(F(1,"254)"=".515,"P"=".474)."For"both"search"goods"(M"="3.27,"SD"="

1,52)"and"experience"good"(M"="3.36,"SD"="1.34)"is"the"purchase"intention"almost"equal."

"

Product,attitude"!"In"contrast"to"the"other"variables"is"for"product"type"on"product"

attitude"a"significant"main"effect"visible"(F(1,"254)"="12.839,"P"=".000)."Participants"have"a"

more"positive"attitude"towards"the"experience"good"(M"="3.20,"SD"=".93)"than"to"the"search"

good"(M"="2.87,"SD"=".99)."

"

4.2.2%Interaction%effects%

4.2.2.1%Valence%and%personal%information%

Trustworthiness"!"The"interaction"effect"of"valence"and"personal"information"on"

trustworthiness"(F(1,"254)"="2.081,"P"=".150)"was"found"non!significant.""

"

Expertise"!"The"same"was"true"for"valence"and"availability"of"personal"information"on"

expertise"(F(1,"254)"="1.700,"P"=".194)."This"implies"that"hypotheses"3"will"be"rejected,"since"

valence"and"availability"of"personal"information"are"non!significant"for"both"trustworthiness"

and"expertise,"which"are"two"elements"of"credibility."This"hypothesis"was"described"as"

follow:"Negative"online"reviews"with"the"presence"of"personal"information"have"a"more"

positive"effect"on"a)"credibility,"b)"purchase"intention"and"c)"product"attitude"compared"to"

negative"online"reviews"without"personal"information"while"there"is"no"difference"in"a)"

credibility,"b)"purchase"intention"and"c)"product"attitude"in"case"of"positive"online"reviews"

with"or"without"personal"information."

"
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Purchase,intention,4,Valence"and"availability"of"personal"information"on"purchase"

intention"was"found"non!significant"(F(1,"254)"=".621,"P"=".431)."This"means"that"the"

hypothesis"is"also"not"supported"for"purchase"intention."

"

Product,attitude"!"Valence"and"availability"of"personal"information"on"product"

attitude"(F(1,"254)"=".449,"P"=".503)"was"also"found"as"non!significant."This"means"that"the"

hypothesis"is"also"not"supported"for"product"attitude."

"

4.2.2.2%Product%type%and%valence%

Trustworthiness,!"The"interaction"effect"of"product"type"and"valence"on"trustworthiness"(F(1,"

254)"="2.487,"P"=".116)"was"found"non!significant."

"

" Expertise"–"The"same"applies"to"the"interaction"effect"of"product"type"and"valence"

on"expertise"which"was"also"found"non!significant"(F(1,"254)"=".956,"P"=".327)."This"indicates"

that"hypotheses"4a;%Negative"online"reviews"of"experience"goods"have"a"more"positive"effect"

on"a)"credibility,"b)"purchase"intention"and"c)"product"attitude"compared"to"negative"online"

reviews"of"search"goods"while"positive"online"reviews"of"search"goods"have"a"more"positive"

effect"on"a)"credibility,"b)"purchase"intention"and"c)"product"attitude"than"positive"online"

reviews"of"experience"goods,"will"be"rejected."Taking"into"account"that"product"type"and"

valence"were"also"non!significant"for"both"trustworthiness"and"expertise.""

"

Purchase,intention"!"There"is"a"clear"interaction"effect"visible"for"product"type"and"

valence"on"purchase"intention"(F(1,"254)"="6.087,"P"=".014)."Figure"1"shows"this"interaction"

effect"in"a"plot."The"plot"indicates"that"for"both"experience"goods"and"search"goods"a"

positive"online"review"results"in"a"higher"purchase"intention."A"negative"online"review"leads"

to"a"lower"purchase"intention."However,"search"goods"have"a"higher"purchase"intention"(M"="

3.98,"SD"="1.32)"compared"to"experience"goods"(M"="3.69,"SD"="1.47),"when"the"review"is"

positive."The"opposite"occurs"when"the"review"is"negative."In"this"case"the"experience"good"

(M"="3.05,"SD"="1.13)"has"a"higher"purchase"intention"compared"to"the"search"good"(M"="

2.53,"SD"="1.25)."This"indicates"that"hypotheses"4a"is"accepted"for"the"purchase"intention"

variable.""

"
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Figure,2.,Product,type,and,valence,on,purchase,intention,

"

Product,attitude"!"The"other"displayed"interaction"effect,"product"type"and"valence"

on"product"attitude"(F(1,"254)"=".426,"P"=".515),!was"non!significant."This"means"that"the"

hypothesis"is"not"supported"for"product"attitude."

!
4.2.2.3%Personal%information%and%product%type%

Trustworthiness,!"The"results"show"a"marginally"significant"interaction"effect"of"

product"type"and"availability"of"personal"information"on"trustworthiness"(F(1,"254)"="3.349,"P"

=".068)."Participants"who"saw"an"online"review"of"a"search"good"(antivirus"program)"with"

personal"information"(M"="3.43,"SD"=".90)"perceived"the"review"as"more"trustworthy"

compared"to"participants"who"saw"the"same"review"without"personal"information"(M"="2.98,"

SD"=".91)."Participants"who"saw"an"online"review"of"an"experience"good"(perfume)"perceived"

the"review"in"both"situations,"with"personal"information"(M"="3.41,"SD"=".71)"and"without"

personal"information"(M"="3.34,"SD"=".78)"as"trustworthy.""
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"

Figure,3.,Product,type,and,personal,information,on,trustworthiness,

%

Expertise"!"There"is"a"marginally"significant"effect"for"product"type"and"availability"of"

personal"information"on"expertise"(F(1,"254)"="3.269,"P"=".072)."Availability"of"personal"

information"has"a"more"positive"impact"on"a"reviewer’s"expertise"by"search"goods"(M"="3.12,"

SD"=".75)"than"by"experience"goods"(M"="2.94,"SD"=".71)."The"level"of"expertise"decreases"

considerably"for"search"goods"when"personal"information"of"the"reviewer"is"not"presented"

(M"="2.58,"SD"=".72)."For"experience"goods"is"this"less"the"case"(M"="2.74,"SD"=".91)."Result"of"

this"effect"is"that"hypotheses"4b;"Online"reviews"with"the"presence"of"personal"information"

have"a"more"positive"effect"on"a)"credibility,"b)"purchase"intention"and"c)"product"attitude"

for"experience"goods"compared"to"a)"credibility,"b)"purchase"intention"and"c)"product"

attitude"for"search"goods"while"there"is"no"difference"in"a)"credibility,"b)"purchase"intention"

and"c)"product"attitude"in"case"of"no"personal"information"for"search"goods"and"for"

experience"goods,"will"be"rejected,"since"product"type"and"availability"of"personal"
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information"are"non!significant"for"both"trustworthiness"and"expertise,"which"are"the"two"

elements"of"credibility."

"
Figure,4.,Product,type,and,personal,information,on,expertise,

%

Purchase,intention"!"The"other"interaction"effect"for"product"type"and"availability"of"

personal"information"on"purchase"intention"was"found"non!significant"(F(1,"254)"=".714,"P"="

.399)."This"means"that"the"hypothesis"is"also"not"supported"for"purchase"intention.""

"

Product,attitude"!"A"marginally"significant"interaction"was"found"for"product"type"

and"availability"of"personal"information"on"product"attitude"(F(1,"254)"="2.822,"P"=".094)."

Participants"had"the"most"positive"product"attitude"towards"the"experience"good"without"

personal"information"(M"="3.36,"SD"=".99)."The"product"attitude"for"an"experience"good"with"

personal"information"(M"="3.04,"SD"=".84)"was"higher"than"the"product"attitude"for"a"search"

good"both"with!"(M"="2.87,"SD"="1.00)"or"without"personal"information"(M"="2.87,"SD"=".97)."

This"means"that"the"hypothesis"is"also"not"supported"for"product"attitude."
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Figure,5.,Product,type,and,personal,information,on,product,attitude,

"

4.2.2.4%Personal%information,%product%type%and%valence%

Trustworthiness,!"The"interaction"effect"of!product"type,"valence"and"information"on"

trustworthiness""(F(1,"254)"=".262,"P"=".609)"was"found"non!significant.!!
!
! Expertise""!There"is"a"marginally"significant"interaction"effect"for"product"type,"

valence"and"availability"of"personal"information"on"expertise"(F(1,"254)"="3.515,"P"=".062)."

Participants"believed"that"a"writer"of"a"positive"review"about"a"search"good"and"who"also"

reveals"personal"information"of"himself"has"the"highest"level"of"expertise"(M"="3.23,"SD"="

.68)."The"level"of"expertise"is"also"high"by"a"negative"review"about"a"search"good"with"the"

presence"of"personal"information"(M"="3.01,"SD"=".83)."The"level"of"expertise"for"search"good"

decreases"when"personal"information"is"not"available."The"decrease"for"a"negative"review"(M"

="2.53,"SD"=".67)"is"stronger"than"for"a"positive"review"(M"="2.64,"SD"=".77)."Participants"
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admitted"that"the"level"of"expertise"for"a"positive"review"about"an"experience"good"is"lower"

when"personal"information"is"visible"(M"="2.98,"SD"=".77)."The"level"of"expertise"for"the"same"

review"is"higher"when"personal"information"is"not"divulged"(M"="3.08,"SD"=".77)."The"

opposite"is"the"case"for"negative"reviews"about"experience"goods."The"level"of"expertise"is"

higher"when"personal"information"is"available"(M"="2.92,"SD"=".67)"and"lower"when"personal"

information"is"not"available"(M"=2.43,"SD"=".92).!
!

"Figure,6."Product,type,,valence,and,personal,information,on,expertise,(credibility)"
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"

Figure,7.,Product,type,,valence,and,personal,information,on,expertise,(credibility),

,

Purchase,intention,!"The"interaction"effect"for"product"type,"valence"and"availability"

of"personal"information"on"purchase"intention"(F(1,"254)"=".016,"P"=".900)"was"found"non!

significant."

"

Product,attitude"!"The"interaction"effect"for"product"type,"valence"and"availability"of"

personal"information"on"product"attitude"(F(1,"254)"=".072,"P"=".789)"was"also"found"non!

significant.""

"

!
!
"

"

"

"
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4.3%Overview%of%un/supported%hypothesis%

This"paragraph"contains"an"overview"of"the"accepted"and"unaccepted"hypothesis.""

Hypothesis% " Supported%
H1a" Consumers,perceive,negative,online,reviews,as,more,credible,

compared,to,positive,online,reviews.,

,

No"

H1b" Positive,online,reviews,have,a,more,positive,influence,on,a,

consumer’s,purchase,intention,compared,to,negative,online,reviews.,

!!,

Yes"

H1c" Positive,online,reviews,lead,to,a,more,positive,attitude,toward,the,

reviewed,product,whereas,a,negative,online,review,leads,to,a,more,

negative,attitude.,

,

Yes"

H2a" Online,reviews,with,the,presence,of,personal,information,are,

perceived,as,more,credible,than,online,reviews,without,personal,

information.,

,

Yes"

H2b" Online,reviews,with,the,presence,of,personal,information,lead,to,a,

higher,purchase,intention,compared,to,online,reviews,without,

personal,information.,

,

No"

H2c" Consumers’,have,a,more,positive,product,attitude,towards,an,online,

product,review,with,the,presence,of,personal,information,than,an,

online,product,review,without,personal,information.,

,

No"

H3" Negative,online,reviews,with,the,presence,of,personal,information,

have,a,more,positive,effect,on,a),credibility,,b),purchase,intention,

and,c),product,attitude,compared,to,negative,online,reviews,

without,personal,information,,while,there,is,no,difference,in,a),

credibility,,b),purchase,intention,and,c),product,attitude,in,case,of,

positive,online,reviews,with,or,without,personal,information.,

,

No*"

H4a" Negative,online,reviews,of,experience,goods,have,a,more,positive,

effect,on,a),credibility,,b),purchase,intention,and,c),product,attitude,

compared,to,negative,online,reviews,of,search,goods,while,positive,

online,reviews,of,search,goods,have,a,more,positive,effect,on,a),

credibility,,b),purchase,intention,and,c),product,attitude,than,

positive,online,reviews,of,experience,goods.,

,

No*"

H4b" Online,reviews,with,the,presence,of,personal,information,have,a,

more,positive,effect,on,a),credibility,,b),purchase,intention,and,c),

product,attitude,for,experience,goods,compared,to,a),credibility,,b),

purchase,intention,and,c),product,attitude,for,search,goods,,while,

there,is,no,difference,in,a),credibility,,b),purchase,intention,and,c),

product,attitude,in,case,of,no,personal,information,for,search,goods,

and,for,experience,goods.,

No*"

Table,11.,Accepted,and,unaccepted,hypothesis,,

*Some,hypothesis,are,partly,supported,,this,is,explained,in,greater,detail,in,the,discussion,section.,

!
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5.0%Discussion%&%Conclusions%
The"aim"of"this"study"was"to"test,"by"means"of"an"experimental"research,"the"formulated"

hypotheses"and"to"find"an"answer"on"the"main"research"question:""

"

‘What,effects,do,valence,and,availability,of,a,reviewer’s,personal,information,,moderated,by,

product,type,,have,on,the,credibility,of,an,online,review,,consumer’s,product,attitude,,and,

his,or,her,purchase,intention?’,,

,

The"effects"were"tested"by"means"of"a"2"(valence:"positive"vs."negative)"x"2"(personal"

information:"known"vs."unknown)"x"2"(product"type:"search"vs."experience"goods)"design."

Research"has"been"done"on"the"influence"of"these"independent"variables"on"the"dependent"

variables;"credibility,"product"attitude"and"purchase"intention."This"chapter"provides"a"

discussion"of"the"results,"limitations"and"recommendations"for"future"research.,

5.1%Main%effects%

5.1.1."Valence%%

Valence"relates"to"the"communication"direction,"in"this"study"being"either"negative"online"

reviews"or"positive"online"reviews."A"positive"online"review"illustrates"someone’s"satisfaction"

with"a"particular"product"or"service"and"a"negative"online"review"may"declare"someone’s"

dissatisfaction."From"previous"studies"was"derived"that"negative"online"reviews"are"seen"as"

more"trustworthy"compared"to"positive"online"reviews."Negative"information"is"considered"

as"more"influential"compared"to"positive"information"besides"that"negative"information"

attracts"also"more"attention"(Fiske,"1980;"Skowronski"&"Carlston,"1987)."

"

Hypothesized"was"that"it"is"likely"that"negative"online"reviews"are"more"credible"

than"positive"online"reviews."Negative"online"reviews"are"often"not"self!serving"and"besides"

that,"negative"online"reviews"may"help"to"prevent"losses,"like,"preventing"consumers"from"a"

bad"purchase."The"formulated"hypothesis"is"not"supported"in"this"study."Trustworthiness"and"

expertise"were"used"to"measure"the"credibility"of"an"eWOM"message."Valence"on"

trustworthiness"showed"no"significance"and"valence"on"expertise"showed"opposite"results."

More"specific,"participants"believed"that"positive"online"reviews"contain"more"expertise"than"

negative"online"reviews."These"results"are"inconsistent"with"outcomes"of"previous"studies"

(Fiske"1980;"Kanouse"and"Hanson"1972;"Skowronski"and"Carlston"1989;"Pan"and"Chiou,"

2011).""
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"

A"plausible"explanation"for"this"inconsistency"is"that"the"positive"review"is"perceived"

as"extremely"positive"and"the"negative"review"as"extremely"negative."An"extremely"positive"

online"review"can"be"described"as"a"hundred"percent"positive"review."An"extremely"negative"

online"review"can"be"described"as"a"hundred"percent"negative"review."The"online"reviews"in"

this"study"were"hundred"percent"negative"and"hundred"percent"positive."Lee"and"colleagues"

(2009)"confirmed"that"extremity"has"an"influence"on"the"credibility"of"an"online"review."

Consumers"may"have"their"doubts"about"an"eWOM"message"when"this"message"focus"is"

solely"on"the"positive"aspects"or"the"negative"aspects"of"a"product."Consumers"will"

understand"that"it"is"likely"that"a"certain"product"always"has"pros"and"cons."So,"a"solely"

positive!"or"negative"eWOM"message"is"perceived"as"incredible"(Hartman"et"al,"2013)."In"this"

case,"the"negative"online"review"was"possibly"too"negative."People"could"think"that"the"only"

purpose"of"the"reviewer"was"to"damage"the"product"or"brand."It"is"likely"that"extremely"

negative"online"reviews"are"not"beneficial"for"a"source’s"and"review’s"credibility.""

"

It"was"found"in"the"theory"that"valence"of"online"reviews"could"also"have"an"

influence"on"a"consumer’s"purchase"intention"and"product"attitude"(Xia"&"Bechwati,"2008)."

For"both"cases"it"was"hypothesized"that"positive"eWOM"messages"have"a"positive"influence"

on"either"purchase"intention"and"product"attitude."Results"of"this"study"support"this"

proposition."Consumers"keep"a"positive"flow,"which"subsequently"positively"influences"a"

consumers"purchase"intention"and"product"attitude."It"is"supposed,"that"consumers"search"

goal!oriented"for"eWOM"messages"that"are"related"to"a"desired"product"(Lee"et"al,"2008)."So,"

it"is"expected"that"consumers"already"have"a"preference"for"a"particular"product."Reading"a"

positive"online"review"could"confirm"a"consumers"positive"feelings"regarding"the"product."

This"results"in"a"positive"product"attitude"and"may"have"a"positive"influence"on"a"consumer’s"

purchase"intention"(Xia"&"Bechwati,"2008)."

"

5.1.2.%Personal%information%

In"contrast"to"WOM,"where"consumers"(personally)"know"the"sender"of"a"message,"eWOM"

often"does"not"provide"personal"information"of"the"sender."This"study"focused"on"the"

availability"of"a"reviewers"profile"picture,"a"real"name,"the"number"of"reviews"of"the"

reviewer"and"place"of"residence,"which"was"advised"by"Xie"and"colleagues"(2011)."These"

authors"suggested"that"presence"of"personal"information"provided"next"to"an"online"review"

is"beneficial"to"the"sources"credibility."From"other"studies"was"derived"that"the"same"goes"
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for"purchase"intention"and"product"attitude"(Kusumasondjaja"et"al.,"2012;"Pornpitakpan,"

2004)."

"

" Results"of"this"study"show"that"the"formed"expectations"are"not"completely"met."

More"precisely,"online"reviews"with"the"presence"of"personal"information"have"a"higher"level"

of"credibility"compared"to"online"reviews"without"personal"information,"but"do"not"

automatically"have"a"more"positive"influence"on"purchase"intention"and"product"attitude."

This"illustrates"that"a"credible"online"review"does"not"naturally"result"in"a"higher"purchase"

intention"or"a"positive"product"attitude.""

"

" As"mentioned"before,"consumers"always"look"for"ways"to"identify"themselves"with"

someone"(Kusumasondjaja"et"al."2012)."This"identification"process"was"possibly"sufficient"

enough"for"the"credibility"aspect,"but"does"not"influence"purchase"intention"and"product"

attitude."A"certain"behavioural"intention"like"a"purchase"is"often"the"consequence"of"a"

favourable"product"attitude."It"is"understandable"that"a"negative"product"attitude"negatively"

influences"purchase"intention."

"

" The"Self"Categorization"Theory"or"the"Social"Identity"Theory"(SIT)"could"possibly"

affect"the"negative"outcomes"regarding"purchase"intention"and"product"attitude."According"

to"the"Self"Categorization"Theory,"people"categorize"themselves"to"several"social"identities,"

they"represent"a"particular"social"group"(Turner"et"al."1987)."The"Social"Identity"Theory"

claims"that"people"categorize"other"people"in"one"or"more"social"groups"(Hogg"&"Abrams,"

1993)."People"compare"themselves"with"other"people"in"order"to"find"out"if"they"belong"to"

the"same"social"group."The"SIT"claims"that"people"have"multiple"‘personal"selves’,"therefore"

it"is"possible"that"people"associate"themselves"with"more"than"one"social"group."A"group"

association"is"also"called"an"in!group"effect"(Turner"and"Tajfel,"1986)."

"

Personal"information"that"is"enclosed"by"an"online"review"can"be"used"in"an"

identification"process."According"to"this"information,"people"can"determine"if"they"feel"

connected"with"the"reviewer."So,"a"social"connection"between"the"reader"of"an"online"

review"and"the"reviewer"self"is"considered"as"important"(Verbrugge,"2012)."It"is"likely"that"in"

this"study"the"connection"was"insufficient"for"a"higher"purchase"intention"and"a"more"

favourable"product"attitude."The"reviewer"in"this"study"was"twenty!seven"years"old."Possibly"

there"were"participants"who"did"not"feel"a"connection"with"this"age"group."It"is"also"possible"
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that"participants"did"not"feel"connected"with"the"reviewer"since"this"person"came"from"

another"region"or"had"another"gender."

!
5.1.3.%Product%types%

Two"product"types"were"distinguished"in"this"study,"experience"goods"and"search"goods."

Search"goods"are"products"with"characteristics"that"are"easy"to"evaluate"and"to"compare"

with"other"products."Product"characteristics"of"experience"goods"are"difficult"to"observe"

prior"the"purchase."These"product"characteristics"can"be"assessed"after"consumption"

(Nelson,"1970)."According"to"the"theory"it"was"expected"that"eWOM"messages"of"experience"

goods"have"more"credibility"compared"to"eWOM"messages"of"search"goods."Information"of"

experience"goods"is"often"more"scarce"compared"to"information"of"search"goods;"therefore"

the"value"of"product"information"about"experience"goods"may"increase"and"is"considered"as"

more"credible"(Park"&"Lee,"2009)."These"authors"suggested"also"that"users"with"a"high"level"

of"expertise"often"write"eWOM"messages"about"experience"goods."This"leads"possibly"to"a"

more"credible"online"review."

"

" Experience"goods"are"often"holistically"and"characterized"with"subjectivity,"

aesthetics"and"emotions"(Frost"et"al,"2008)."Subjectivity"is"related"to"someone’s"personal"

opinion"about"a"product"or"a"person."The"experience"good"in"this"study,"a"perfume,"is"a"

product"that"ideally"lends"itself"to"subjectivity."This"means"that"it"is"likely"that"consumers"

have"a"certain"attitude"towards"the"reviewed"product"prior"reading"the"review."The"level"of"

credibility"will"decrease"when"review"information"is"somewhat"contradictory"in"relation"to"

someone’s"attitude."This"effect"may"have"occurred"in"this"research."Results"indicate"that"an"

eWOM"message"of"an"experience"good"is"not"necessarily"more"credible.""

"

In"addition,"reading"the"online"review,"which"was"presented"in"this"study,"was"not"a"

result"of"goal!oriented"searching,"which"is"usually"the"case."Therefore"it"is"expected"that"

consumers"are"less"motivated"to"perceive"the"online"review"and"the"reviewer"as"credible,"

which"applies"also"for"the"product"types."The"outcomes"of"the"study"also"showed"that"

participants"had"a"more"positive"product"attitude"towards"the"experience"good"(perfume)"

than"to"the"search"good"(antivirus"program).""

"

"
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5.2%Moderating%effects%

5.2.1%Valence%and%personal%information%

In"this"research"it"was"assumed"that"negative"online"reviews"with"the"presence"of"personal"

information"have"a"more"positive"effect"on"a)"credibility,"b)"purchase"intention"and"c)"

product"attitude"compared"to"negative"online"reviews"without"personal"information"while"

there"is"no"difference"in"a)"credibility,"b)"purchase"intention"and"c)"product"attitude"in"case"

of"positive"online"reviews"with"or"without"personal"information."This"hypothesis"was"derived"

from"a"study"by"Xu"(2014)."This"author"focused"on"online"review"valence"and"the"availability"

of"a"profile"picture"alongside"online"reviews."According"to"Xu"(2014),"consumers"believe"that"

negative"online"reviews"are"non!normative,"therefore,"negative"online"reviews"need"a"more"

careful"analysis."Positive"online"reviews"are"seen"as"normative."The"outcomes"demonstrate"

that"this"hypothesis"is"partly"supported."Both"components"of"credibility,"trustworthiness"and"

expertise,"were"found"non!significant."Thus"negative"online"reviews"with"the"presence"of"

personal"information"are"not"necessarily"perceived"as"more"credible"compared"to"negative"

online"reviews"without"personal"information."The"same"is"true"for"product"attitude"and"

purchase"intention."The"hypothesis"is"partly"supported"since"there"was"no"difference"in"

credibility,"product"attitude"and"purchase"intention"by"positive"online"reviews"either"with"or"

without"personal"information."

"

" It"is"difficult"to"declare"these"results"since"other"results"were"expected."A"possible"

explanation"is"that"participants"did"not"believe"that"the"reviews"were"written"out"of"

resentment."Expected"is"that"reviews"posted"out"of"resentment"are"not"completely"

trustworthy."These"reviews"are"perhaps"more"non!normative"than"the"review"which"was"

shown"in"this"research."This"could"mean"that"it"is"possible"that"the"shown"negative"review"

was"not"negative"enough"to"be"considered"as"non!normative."

5.2.2%Valence%and%product%type%

It"was"stated"that"when"it"is"difficult"to"assess"the"quality"of"a"product,"value"of"available"

information"would"increase."A"statement"that"is"typically"applicable"for"experience"goods."It"

was"also"stated"that"consumers"perceive"negative"information"as"more"important"compared"

to"positive"information,"since"it"may"help"in"avoiding"losses."The"following"hypothesis"was"

formulated,"negative"online"reviews"of"experience"goods"have"a"more"positive"effect"on"a)"

credibility,"b)"purchase"intention"and"c)"product"attitude"compared"to"negative"online"

reviews"of"search"goods"while"positive"online"reviews"of"search"goods"have"a"more"positive"

effect"on"a)"credibility,"b)"purchase"intention"and"c)"product"attitude"than"positive"online"
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reviews"of"experience"goods."This"hypothesis"is"solely"supported"for"the"purchase"intention"

variable,"this"hypothesis"can"not"be"applied"for"credibility"and"product"attitude.""

"

" Subjectivity"may"have"influenced"the"outcomes."The"presented"products"should"be"

familiar"to"the"participants;"people"could"use"these"products"on"a"daily"basis."Therefore"

participants"also"could"have"a"biased"opinion"towards"the"presented"products."Doh"and"

Hwang"(2009)"confirmed"this"point"of"view."They"mentioned"that"prior"knowledge"and"

product"involvement"have"an"impact"on"the"credibility"of"an"online"review,"for"both"positive"

and"negative"reviews."

!
Results"do"indicate"that"for"both"experience"goods"and"search"goods"a"positive"

online"review"results"in"a"higher"purchase"intention."A"negative"online"review"leads"to"a"

lower"purchase"intention."However,"search"goods"have"a"higher"purchase"intention"

compared"to"experience"goods,"when"the"review"is"positive."The"opposite"occurs"when"the"

review"is"negative."In"this"case"the"experience"good"has"a"higher"purchase"intention"

compared"to"a"search"good."As"mentioned"above,"search"goods"are"often"characterized"by"

objectivity."Hence,"they"are"positive"or"negative."Experience"goods"often"elicit"a"sensation"

and"are"characterized"by"subjectivity."Thus,"especially"for"search"goods"an"online"review"may"

figuratively"make"or"break"a"product."A"negative"online"review"ensures"a"significant"decrease"

in"purchase"intention."A"positive"online"review"ensures"an"increase"in"purchase"intention."

For"an"experience"good"is"it"more"or"less"always"necessary"to"experience"the"product,"which"

means"that"online"reviews"for"experience"goods"are"less"decisive.""

5.2.3%Product%type%and%personal%information%

From"the"theory"was"derived"that"online"reviews"with"the"presence"of"personal"information"

have"a"more"positive"effect"on"a)"credibility,"b)"purchase"intention"and"c)"product"attitude"

for"experience"goods"compared"to"a)"credibility,"b)"purchase"intention"and"c)"product"

attitude"for"search"goods"while"there"is"no"difference"in"a)"credibility,"b)"purchase"intention"

and"c)"product"attitude"in"case"of"no"personal"information"for"search"goods"and"for"

experience"goods."The"results"showed"a"marginally"significant"interaction"effect"for"personal"

information"and"product"type"on"both"trustworthiness"and"expertise."Surprisingly,"the"

results"show"exactly"the"contrary"of"what"was"stated."This"means"that"participants"perceived"

an"eWOM"message"of"a"search"good"with"the"presence"of"a"reviewer’s"personal"information"

as"more"credible"in"comparison"with"an"eWOM"message"of"an"experience"good"with"the"

presence"of"personal"information."The"hypothesis"is"partly"supported"since"there"was"no"
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difference"in"credibility,"purchase"intention"and"product"attitude"in"case"of"no"personal"

information"for"search"goods"and"experience"goods.""

"

The"search"good"in"this"study,"an"antivirus"program,"connects"with"a"broader"

situation."The"program"will"contribute"to"the"safety"of"someone’s"computer"or"laptop."These"

electronic"products"normally"are"more"expensive"than"the"anti!virus"program."It"can"be"

assumed"that"consumers"use"their"personal"computers"for"a"lot"of"privacy"related"activities,"

online"banking"for"instance."Protection"of"their"data"is"therefore"of"great"importance."This"

puts"a"different"perspective"on"the"used"search"good"in"this"research."Since"such"a"good"may"

contribute"to"the"protection"of"someone’s"online"privacy."It"is"likely"that"consumer"will"seek"

for"a"credible"online"review"regarding"an"anti!virus"program."Since"it"was"expected"that"

personal"information"would"contribute"to"a"reviewer’s"credibility"is"it"also"likely"that"the"

search"good"with"presence"of"personal"information"is"deemed,"in"this"regard,"as"more"

credible."Dommeyer"and"Gross"(2003)"confirmed"that"consumer"are"generally"motivated"to"

protect"their"online"privacy,"which"may"support"this"explanation.""

5.3%Practical%implications%

The"results"of"this"study"provide"a"few"recommendations"that"can"be"used"in"practice,"these"

recommendations"are"described"in"this"paragraph."Prior"literature"indicated"that"online"

reviews"become"increasingly"important"in"a"consumer’s"purchase"process."More"specifically,"

a"shift"in"consumers’"trust"has"occurred"in"the"last"few"years"from"product"advertisements"

and"expert"opinions"towards"online"reviews."It"is"essentially"for"e!commerce"organisations"to"

be"aware"of"this."In"addition,"e!commerce"organisations"could"anticipate"to"this"shift."This"

research"could"provide"a"guidance"for"e!commerce"organisations."

"

" First"of"all,"offering"consumers"the"possibility"to"reveal"personal"information"could"

positively"affect"the"credibility"of"an"online"review."E!commerce"organisations"could"offer"

consumers"the"possibility"to"upload"their"profile"picture."But"also"the"visibility"of"the"age"of"

the"reviewer,"place"of"residence"and"the"number"of"written"reviews"contributes"to"a"credible"

online"review."E!commerce"organisations"like"for"instance"Wehkamp.nl"could"make"a"change"

in"the"structure"of"their"online"reviews"in"order"to"increase"the"perceived"credibility."The"

online"reviews"of"this"organisation"look"currently"like"this"(figure"8)."The"author"of"this"study"

expects"that"the"modified"online"review,"which"is"shown"in"figure"9,"is"perceived"as"more"

credible"than"the"current"online"review.""

"
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"

"
Figure,8.,Current,online,review,structure,(Wehkamp.nl),

"

"

Figure,9.,Modified,online,review,structure,(Wehkamp.nl),

"

Secondly,"it"is"interesting"to"know"that"positive"online"reviews"result"in"a"more"

favourable"product"attitude"and"a"higher"purchase"intention."While"on"the"other"hand,"

negative"online"reviews"result"in"a"less"favourable"product"attitude"and"a"lower"purchase"

intention."Therefore,"it"is"recommended"for"e!commerce"organisations"to"show"the"positive"

online"reviews"first,"these"reviews"are"beneficial"for"a"consumer’s"purchase"intention"and"

finally"also"for"a"organisations"turn!over."

"

Outcomes"also"demonstrated"that"different"product"types,"experience"goods"and"

search"goods,"have"a"moderating"effect."More"specifically,"valence"and"the"type"of"product"

have"an"influence"on"a"consumer’s"purchase"intention,"something"that"is"also"interesting"to"

know"for"e!commerce"companies."Positive"online"reviews"of"search"goods"result"in"a"higher"

purchase"intention"compared"to"positive"online"reviews"of"experience"goods."On"the"other"

hand,"a"negative"online"review"of"an"experience"good"result"in"a"higher"purchase"intention"

compared"to"a"negative"online"review"of"a"search"good."

5.4%Theoretical%contribution%

The"theoretical"contribution"is"described"in"this"section."Aim"of"this"study"was"to"give"more"

insights"to"existing"literature"regarding"online"reviews,"valence,"availability"of"personal"
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information"and"the"moderating"role"of"product"type."There"are"numerous"studies"that"focus"

on"online"reviews"and"valence."However,"there"are"not"that"many"studies"that"focus"on"the"

availability"of"personal"information"part."This"research"can"be"used"as"a"basis,"especially"for"

this"part.""

"

This"study"also"demonstrates"that"product"type"is"an"interesting"moderator,"

something"that"was"claimed"by"several"researchers"(Park"&"Lee,"2009;"Hao"et"al,"2010;"

Cheng"&"Zou,"2010)."In"addition,"this"research"shows"that"it"is"not"always"a"well!established"

fact"that"a"credible"online"review"leads"to"a"more"favourable"product"attitude"and"a"more"

positive"purchase"intention."

5.5%Limitations%and%future%research%directions%

The"last"paragraph"explained"how"outcomes"of"this"study"contribute"to"existing"literature."

However,"there"are"some"limitations"that"have"to"be"taken"into"account"for"future"research.""

First"of"all,"a"manipulation"check"on"valence"was"not"performed."It"is"not"statistically"proven"

that"participants"perceived"the"positive"online"review"as"positive"and"the"negative"one"as"

negative."The"manipulation"check"was"deemed"superfluous,"according"to"the"author"it"is"

perfectly"clear"that"the"positive"eWOM"message"contains"solely"positive"statements"and"the"

negative"eWOM"message"solely"negative"statements."Anyway,"it"needs"to"be"considered"as"a"

weakness"of"this"research."

"

A"within!subjects"design"was"chosen"for"this"research,"which"means"that"each"

participant"was"confronted"with"two"conditions."It"may"be"the"case"that"the"first"condition"

had"an"influence"on"the"answers"of"the"second"condition."It"is"hard"to"say"if"this"is"also"

directly"a"weakness"of"this"study,"nonetheless,"it"needs"to"be"taken"into"account"for"future"

research.""

"

Two"different"product"types"are"recognized"in"this"study;"experience"goods"and"

search"goods,"more"specific"a"perfume"and"an"antivirus"program."Therefore"it"is"hard"to"

generalize"the"findings,"since"every"product"has"its"own"unique"features."Using"other"product"

types"may"reveal"other"results."Result"may"also"differ"when"using"products"or"services"or"

possibly"credence"goods."For"future"research"it"is"advised"to"use"other"product"types"and"to"

find"out"if"generalizability"is"possible."Useful"experience"products"according"to"the"pre!test"of"

this"study"are"for"instance,"sunglasses,"shoes"or"a"mattress."Useful"search"products"are"for"

instance,"a"coffee"machine,"a"refrigerator"or"a"computer"game.""
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"

The"personal"information"part"of"the"online"reviews"contained"only"a"male"picture"or"

just"an"avatar."For"future"research"it"will"be"interesting"to"look"at"gender"effects"by"using"a"

female"picture."This"is"also"advised"by"Xu"(2014)"for"future"research."In"addition,"participants"

encountered"only"positive"eWOM"messages"or"only"negative"eWOM"messages."It"could"be"

interesting"to"use"instead"of"a"certain"message"direction"(valence),"eWOM"messages"with"for"

instance"pros"and"cons"about"a"certain"product."To"conclude,"several"variables"are"

disregarded"in"this"research,"however"they"could"influence"the"outcomes."To"be"more"

specific,"consumer"characteristics"like"involvement"and"commitment"could"play"a"role"too."

Park"and"Lee"(2009)"suggested"also"taking"these"variables"into"consideration"for"future"

research."

"
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Appendix%B.%Questionnaire%

!
Welkom,"
"
Alvast"bedankt"dat"u"even"de"tijd"wil"nemen"om"deze"vragenlijst"in"te"vullen."Deze"
vragenlijst"is"onderdeel"van"mijn"afstudeeronderzoek"van"de"opleiding"
Communicatie"Wetenschappen"aan"de"Universiteit"Twente."Het"invullen"van"deze"
vragenlijst"zal"ongeveer"5"minuten"in"beslag"nemen."De"vragen"hebben"betrekking"
op"(bestaande)"online"reviews"en"de"betrouwbaarheid"van"deze"berichten."""
"
"
Met"vriendelijke"groet,"
"
Maarten"Koenders"
"
"
Q1.%Wat%is%uw%geslacht?%
! Man"
! Vrouw"
"
Q2.%Wat%is%uw%leeftijd?%
"
Q3.%Welke%opleiding%volgt%u%momenteel%of%heeft%u%afgerond?%
! Geen"opleiding"
! Lagere"school"/"basisonderwijs"
! LBO,"VBO,"LTS,"LHNO,"VMBO"
! MAVO,"VMBO!t,"MBO!kort"
! MBO,"MTS,"MEAO"
! HAVO,"VWO,"Gymnasium"
! HBO,"HEAO,"PABO,"HTS"
! Universiteit"
! Anders,"namelijk"......."____________________"
"
Q4.%Vond%u%deze%online%review:%

" 1" 2" 3" 4" 5"

Betrouwbaar:Onbetrouwbaar" ! " ! " ! " ! " ! "
Eerlijk:Oneerlijk" ! " ! " ! " ! " ! "

Te"vertrouwen:Niet"te"
vertrouwen" ! " ! " ! " ! " ! "

Oprecht:Onoprecht" ! " ! " ! " ! " ! "
Integer:Niet"integer" ! " ! " ! " ! " ! "

"
"
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Q5.%In%hoeverre%vond%u%de%reviewer.%
" 1" 2" 3" 4" 5"

Expert:Geen"expert" ! " ! " ! " ! " ! "
Deskundig:Ondeskundig" ! " ! " ! " ! " ! "

Goed"geïnformeerd:Niet"goed"
geïnformeerd" ! " ! " ! " ! " ! "

Gekwalificeerd:Ongekwalificeerd" ! " ! " ! " ! " ! "
Geschoold:Ongeschoold" ! " ! " ! " ! " ! "

"
"
Q6.%Bepaal%uw%houding%t.o.v.%het%product%dat%te%zien%is%in%de%online%review.%

" 1" 2" 3" 4" 5"

Vriendelijk:Onvriendelijk" ! " ! " ! " ! " ! "
Positief:Negatief" ! " ! " ! " ! " ! "
Aanlokkelijk:Niet"

aanlokkelijk" ! " ! " ! " ! " ! "

Interessant:Niet"
interessant" ! " ! " ! " ! " ! "

Aantrekkelijk:Niet"
aantrekkelijk" ! " ! " ! " ! " ! "

"
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Q7.%Omschrijf%in%hoeverre%u%het%eens%bent%met%de%volgende%stellingen,%van%
helemaal%mee%oneens%tot%helemaal%mee%eens.%%

" Helemaal"
mee"

oneens"

Mee"
oneens"

Een"
beetje"
mee"

oneens"

Niet"
mee"

oneens"/"
Niet"
mee"
eens"

Een"
beetje"
mee"
eens"

Mee"
eens"

Helemaal"
mee"eens"

Na"het"
lezen"van"
de"online"
review"

wens"ik"dit"
product"te"
kopen"

! " ! " ! " ! " ! " ! " ! "

Ik"
overweeg"

dit"
product"te"
kopen"na"
het"lezen"
van"de"
online"
review."

! " ! " ! " ! " ! " ! " ! "

Ik"heb"de"
intentie"
het"

product"
uit"de"
online"

review"te"
proberen."

! " ! " ! " ! " ! " ! " ! "

Ik"ben"van"
plan"om"in"

de"
toekomst"
op"zoek"te"
gaan"naar"
het"in"de"
online"
review"

benoemde"
product."

! " ! " ! " ! " ! " ! " ! "

Ik"ben"van"
plan"om"in"

de"
toekomst"

het"
benoemde"

! " ! " ! " ! " ! " ! " ! "
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product"te"
kopen."
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