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Abstract

The influence of online customer reviews (OCRS), such as first-party reviews, third-
party reviews and customer testimonials, is increasing in the online decision-making process
of consumers. As the number of consumers that buy products online has risen, OCRs are
important for online retailers nowadays. At the moment, there is no unequivocal insight into
the effect of these types of OCRs on the online decision-making process. Because there is
more understanding from previous studies into the type of valence, this research aims to gain
insight into the effect of different sets of OCRs regarding non-perishable experience goods.

Therefore, an online experiment was conducted via a two (Type OCR: First-party vs.
Third-party) by three (Type of valence: positive, negative, and a combination of positive and
negative) between-subjects design, with the additional condition of positive testimonials. All
OCRs were based on the JBL Tune 225 TWS earphones. Before conducting the experiment, a
pre-test was performed. Via convenience sampling and snowball sampling, 222 adult
participants from the Netherlands properly completed the experiment. Participants of the pre-
test were excluded from the experiment. To analyse the data and test the hypotheses, a
MANOVA analysis, multiple regression and Hayes Process Macro were applied.

The results showed that the type of OCR had no effect on the online decision-making
process. However, it was observed that some results regarding valence were in line with the
hypotheses, since it was found that positive reviews had a positive effect on JBL product
attitude and review usefulness and that negative reviews had a positive effect on review
credibility. Also, the interaction between valence and OCR had a positive effect on brand
favourability. The combination of positive reviews with testimonials worked best for this.
Next, it was found that JBL product attitude and review usefulness were important predictors
of purchase intention and that brand favourability and review usefulness mediated the
relationship between valence and purchase intention. Lastly, it was found that review
credibility positively moderates the effect of positive reviews on purchase intention.

Little information is known about the influence of the type of OCR on the online
decision-making process. Therefore, further research with regard to the type of OCR is
advised to gain more insight into different the effect of different sets of OCRs on the online

decision-making process.
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1. Introduction

The number of consumers that read OCRs had increased by 22% (Leeuwen, 2020).
This is a response to the limited opening time of physical shops in 2020 and the first months
of 2021. If these shops were open, it was for a limited number of people or limited opening
hours. Hence, consumers were more dependent on finding information about products online.

Due to this development, it became more difficult for consumers to analyse whether
the preferred product suited their expectations. There is more often an uncertainty of the
consumer towards products when purchasing these online (Hong & Pavlou, 2014). This
applies especially to businesses that sell experience goods online, since their main attributes
cannot be known until the product is in use (Klein in Park & Lee, 2009). This results in an
even greater uncertainty regarding the product fit. Knowing this, it is important for online
retailers to properly set up product information and marketing- and communication
expressions. In this way, a possible gap when purchasing a product can be minimized or even
prevented.

Electronic word-of-mouth (eWOM) is a reliable source of information for consumers
to purchase products and services online (Hung & Li, 2007). Online customer reviews
(OCRs), such as first-party reviews and third-party reviews, and customer testimonials are
considered as a form of eWWOM and can occur in various valences, such as positive, negative
or a combination of these two (Website 360, 2020). When multiple reviews are written under
each other, these reviews can also be perceived by the consumer as a whole set of OCRs.
Examples of these OCRs are a set of only positive reviews, a set of only negative reviews and
a mixed set of negative and positive reviews. OCRs have the potential to play an important
part in the customer's decision-making process since the positive, negative or mixed valence
of positive and negative reviews can influence it (Ho-Dac et al., 2013).

As consumers experienced limited access to visit a store, the connection with products
had faded, which made other people's experiences with this product were perceived as more
valuable. In addition to the potential added value of OCRs, these reviews can gain the trust of
consumers. Lastly, OCRs can provide e-commerce businesses with useful feedback in
optimizing products and services (Fortes, 2019). OCRs can appear on the business owned
media platforms, i.e., the website. This type is considered as a first-party review. Also, OCRs
can appear on unaffiliated and independent review platforms, e.g., Tweakers, Trustpilot and
Kiyoh, which are considered as third-party reviews.

Due to the added value of OCRs, this type of eWOM has the potential to be an

important factor of optimization in the marketing and communication expressions of e-



commerce organisations that sell experience goods online. However, multiple types of OCRs
could be used by e-commerce businesses, which also can occur in different types of valences.
Related to non-perishable experience goods, there is currently no unambiguous insight
into the influence of the different types and sets of OCRs, such as a set of first-party reviews,
set of third-party reviews and a set of testimonials in combination with the type of valence on
the customer's buying process towards experience goods. Therefore, the effects of different
types of OCRs on different behavioural variables in the online decision-making process is
investigated, to provide more insight into this research topic. Hence, the following research

questions are formulated:

1. To what extent do different sets of OCRs have an effect on the decision-making

process of online consumers?

2. To what extent does the interaction between the types of OCRs and the types of

valences influence the online decision-making process?

The distinguishing aspect of this research is that it looks at the effect of a set of
reviews instead of only a single review. As the use of OCRs has increased and there is still no
understanding of the effect of the different types of eWOM as a set, it is relevant to
investigate this in times where online shopping has not been as popular as today. However,
this study is also an addition at an academic level, since no previous studies have been
conducted with regard to investigating different types of review in combination with the fact
that the OCRs consist of sets.

Also, the type of experience good contributes to the uniqueness of the study. This is
because, in the research towards experience goods, slightly more attention is being paid to the
perishable variant instead of the non-perishable variant. An example of this occurs in the
study of (Onur et al. (2020), who found that in online auctioning, much more attention is
focused on perishable experience goods. Since this study is focused on non-perishable goods,
this study contributes to the knowledge of this type of experience goods.

Based on the results of this study, online retailers can optimize their online review
policy and communication expressions on their website pages. For example, online retailers
can determine whether they want to encourage their customers to make more or less use of

first-party reviews, third-party reviews or customer testimonials.



2. Theoretical Framework
In this theoretical framework, concepts and relationships between different variables

that are relevant for this study have been examined and discussed with the aid of literature. To
gain more insight into the core of this research, the concepts of experience goods and the
different types of OCRs are explained first. In order to map well-founded hypotheses of these
elements with regard to the variables of product attitude, brand attitude, review usefulness,
review credibility and purchase intention, this is elaborated after. Lastly, a research sub-
question is developed, multiple substantiated hypotheses are defined and the model of this

study is presented visually.

2.1. Experience goods

Experience goods are products and services of which the attributes of it are hard to
transfer. In the case of this study, this transfer refers from the business towards the online
consumer (Hong & Pavlou, 2014). These attributes require the use of senses before the
product can be inspected properly by a consumer (Weathers et al., 2007). Hence, these
attributes cannot be experienced and known by the online consumer before purchasing them.

Experience goods can be distinguished into a perishable and non-perishable variant
(Onur et al., 2020). The products and services that relate to perishable experience goods, such
as event tickets, airline seats and food products, must be consumed before a deadline date.

From the authors best knowledge, there is slightly more focus on the perishable
variant of experience goods. Onur et al. (2020) found that in online auctioning, a fairly
extensive body of research is focused on various aspects of perishable experience products.
An explanation for this is that the distinction between non-perishable goods and searchable
goods is vague. In certain cases, search goods are considered as non-perishable experience
goods, especially when the maintenance costs of the product are high (Jourdan, 2000).
Moreover, perishable experience goods had been the focus in many studies related to
experience goods. These topics were regularly used in sales related research (Adam et al., &
Miyashita in Onur, 2020). An example of this is the influence of online hotel reviews on
consumers consideration (Vermeulen & Seegers, 2009).

However, since there is a multitude of non-perishable products, information about
non-perishable experience goods is available. Non-perishable experience goods do not have to
be consumed before a deadline date and are therefore more durable (Onur et al., 2020). An
example of this is the impact of multiple eWWOM variables on the sales result of books, found



by Colvin (2013). As a result, a well-founded description can be given about this product
group.

There are eleven categories in the non-perishable variant, also known as the durable
experience goods (Liebermann and Flint-Goor, 1996; Nelson, 1974 in Siegel & Vitaliano,
2007). Examples of these categories are hardware, software and sporting goods. The user
experience of these goods is subjective (Hassenzahl, 2018). Once a product has been
experienced by the consumer regularly basis, it is often not an experience good for the
consumer anymore. This is because the consumer is already aware of the product fit (Hong &
Pavlou, 2014). However, when an element of the product changes, for example, if it comes
from another provider, the attributes are less well known. As a result, it is often no longer
possible for the consumer to estimate whether the product is still a good fit.

This study focused on Bluetooth earphones as a durable experience good. This product
fits in multiple categories of non-perishable experience goods that are defined by Siegel &
Vitaliano (2007). Besides, because each consumer uses this product on its own, it also has a
personal experience for every consumer (Hassenzahl, 2018). Moreover, experiencing
Bluetooth earbuds becomes easier once a consumer has purchased the product. Lastly,
experiencing a non-perishable experience good in means of testing and trying it out before the
purchase, is in fact more complex and expensive for the consumer than experiencing it after
buying it (Klein in Park & Lee, 2009).

With regard to OCRs, online reviews had a significant impact on experience goods
(Chevalier & Mayzlin, 2006; Liebermann and Flint-Goor, 1996; Nelson, 1974 and Zhu and
Zhang, 2006 in Siegel & Vitaliano, 2007). Also, negative reviews had a larger impact on the
sales of video games compared to positive reviews. An explanation for this may lie in the
finding of Weitzl et al. (2016), who argued that in OCRs with a negative valence, only the
content is analysed when forming an attitude towards the product. For OCRs with a positive
valence, in addition to the content, the credibility of the OCRS is also analysed in the
formation of an attitude towards the product. This is because it is assumed that the credibility
of a review functions as a moderator for the influence of OCRs (Weitzl et al., 2016). In
contrast to this, it was found that positive WOM had more impact on purchase intention
among online consumers than negative word-of-mouth (East et al., 2008).

In addition, Colvin (2013) found that the number of OCRs and the number of likes a
seller has on Amazon, had a significant impact on the sales of books. Lastly, Beneke et al.
(2015) observed that for the non-perishable experience good of laptops, negative reviews had

a negative impact on purchase intention.



Literature has shown that there is slightly more focus on the perishable variant of
experience goods instead of the non-perishable variant. Based on this knowledge and to
contribute to the existing literature on non-perishable experience goods, for this study it was
decided to focus on the non-perishable variant. A sufficient amount of literature with regard to
OCRs is available. Despite the fact that, with regard to OCRs, there is scientific knowledge
available of non-perishable experience goods, there is still no unambiguous insight into the
effect of different sets of OCRs on experience goods.

2.2. Online customer reviews (OCRs)

Online customer reviews (OCRs) are peer-generated evaluations of products or
services (Mudambi & Schuff, 2010). Therefore, OCRs are a type of electronic word-of-mouth
(eWOM) communication, which is the evaluative statement made by current or former
customers about a product, service or company and is made available to a multitude of people
and institutions via the internet (Hennig-Thurau et al., 2004). OCRs are therefore an important
means within eWOM in communicating experiences with products and services with other
potential customers.

In addition to Mudambi & Schuff (2010), Cao (2020) stated that there are different
types of OCRs. The first type is a first-party review, which is also known as a review that is
placed on the website of the selling company. The company itself has no influence on the
content that is posted in an OCR. However, sometimes the online seller manages what
appears on the website. Examples are the website of the selling company and business profiles
on retail platforms such as Amazon, Bol.com and CoolBlue. The second type is a third-party
review, which is a review that is posted on an external website, such as Google, Kiyoh,
Tweakers and Trustpilot. Sometimes, these platforms discuss (products of) other companies
and online retailers.

According to Mudambi & Schuff (2010), online retailers had an incentive to offer
online content that reflects the genuine thinking of visitors and is perceived as valuable by the
visitor. This was done so that the reviews become more valuable for the consumer and the
online decision-making process can be positively influenced. In contrast, independent review
websites establish guidelines for writing reviews to minimize the influence of online retailers
(Mudambi & Schuff, 2010). However, this only occurs with independent third-party review
platforms and not with first-party review platforms (Mudambi & Schuff, 2010).

As a result, online retailers have a relative uninhibited role in communicating and

presenting first-party reviews. Because this content is presented in a way the online retailer



intended, this can influence the decision-making process of the online consumer (Mudambi &
Schuff, 2010). These OCRs can be displayed in a remarkable place on the website or the first-
party reviews can be automatically sorted from very positive to very negative when opening a
page. Also, the less limited role of the online retailer makes it possible to remove reviews and
thereby make it look like all the content with regard to the experience good is positive.
However, this depends on the wishes and intentions of the online retailer. In this study, the
different types of OCRs were presented to the participants in a similar manner and with
minimal differences with regard to the review platform. As a result, elements such as
placement were not considered in the current study.

From the authors’ best knowledge, in the literature, the research regarding OCRs is
much more focused on third-party reviews. These results showed that several articles
provided indications that third-party platforms have a significant effect on purchase intention
(Tran, 2020, L. Zhu et al., 2020). Also, Rahayu & Oktafani (2021) found that third-party
OCRs have a significant effect on purchase intention with regard to buying cinema tickets. In
addition to this, Chen et al. (2015) found that compared to first-party reviews, reviews from
third-party websites had a strong impact on overseas online shopping intention of online
customers. An explanation for this could be that credibility depends on the accuracy and
reliability dimensions of information quality, which also occurs in eWOM communication.
The accuracy and reliability can be better guaranteed when the information of an OCR comes
from an independent and respected third-party instead of the website of an online retailer
(Weathers et al., 2007).

With regard to the type of valence, there is a sufficient amount of literature available.
Several studies showed the effect of both positive and negative word-of-mouth on behavioural
attitudes and intentions towards organisations. Since positive word-of-mouth communication
had a positive effect on sales (Beck, 2007), OCRs have the potential to minimize uncertainty
when buying experience goods and to minimize the gap in product fit.

Sweeney et al. (2005) found that compared to positive WOM, negative WOM was
more emotional in nature. Negative WOM was associated with dissatisfaction and was almost
twice as likely to influence the consumer's opinion of the company. In addition, consumers
who had a negative experience with a company were more likely to "express" their emotion
through OCRs compared to those with positive experiences. Also, it was found that positive
WOM is more cognitive, more likely to be deliberate before being published, and more

closely associated with quality of service-related comments (Sweeney et al., 2005).

10



2.3. Customer testimonials

There is a strong interest in investigating the effect of textual testimonials in e-
commerce (Spillinger & Parush, 2012). Customer testimonials are defined as an endorsement
from a satisfied customer, who is presumably representative of the target group (Wentzel et
al., 2007). According to Ruhamak et al. (2018), testimonials are an acknowledgement or
support toward the represented business from satisfied customers.

Although customer testimonials do not fall under the criteria of OCRs since these are
displayed on the company website and are placed by the business owner (Website360, 2020),
applying this type of eWOM resulted in a significantly higher level of trust compared to
websites that do not use testimonials (Spillinger & Parush, 2012). However, from an online
consumer perspective, testimonials can be perceived as reviews. Another distinction of
customer testimonials compared to first-party and third-party reviews is that customer
testimonials do contain quantitative elements, such as ratings (Website360, 2020).

Mayzlin et al. (2014) analysed that biased reviews, such as writing fake negative
reviews affected consumer responses towards experience goods. Wu et al. (2020) observed
that companies have a tendency to produce positive reviews for their own products and
negative reviews for their rivals, to profit from potential financial gains. As testimonials are
used by companies to show approval from third parties, such as former and current customers,
to potential customers, and are controlled by the online retailer, it is unrealistic for these
companies to show a set of negative or mixed sets of negative and positive testimonials.

If e-commerce businesses post these negative types of eWOM, the company will put
itself at a disadvantage compared to competitors. As a result, in this study, only a set of
customer testimonials was used in combination with a positive valence. Lastly, as customer
testimonials are recommendations of former clients, which are posted by the company itself,
no guantitative elements were used in the stimuli of the customer testimonial.

An adequate supply of literature about OCRs is available. There are three different
types of OCRs, which occurs on two types of platforms. With regard to variables from the
online decision-making process, it is found that third-party reviews performed better than
first-party reviews regarding to online shopping (Chen et al., 2015). Based on the literature, it
is observed that although online retailers have fewer restrictions on posting first-party
reviews, compared to third-party reviews, third-party reviews have a stronger impact on the
shopping intention of an online consumer. Because customer testimonials are also placed by

the online retailer as first-party reviews, it is expected that third-party reviews lead to a higher
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level of product attitude, brand attitude, review usefulness and review credibility compared to
first-party reviews and testimonials.

Also, there are three types of valences. A set of only positive or negative reviews, also
known as a one-sided set of reviews, and a mixed set of reviews with a positive and a negative
valence, better known as a two-sided set of reviews. It was found that various types of
valences influenced multiple behavioural attitudes and that these various types of valences
were perceived different by online consumers. The combination of the types of sets of OCRs
and the associated valences has the potential to have a significant impact on the decision-

making process of online consumers with regard to non-perishable experience goods.

2.4. Product attitude

Product attitude is defined as an overall evaluation of a product. From the consumer
perspective, this can result in a positive evaluation or a negative evaluation (Hoyer, Maclnnis,
& Pieters in Choi et al., 2019). Eagly and Chaiken (2007) described product attitude as “a
psychological tendency that is expressed by evaluating a particular entity with some degree of
favour or disfavour” (Eagly & Chaiken in Wu et al., 2014).

Various studies found a positive relation between the type of valence and product
attitude. The study of Srarfi Tabbane (2013) confirmed the relationship between a review with
positive valence and the attitude towards the product. Weitzl et al. (2016) argued that when
OCR had a negative valence, the product attitude of consumers was influenced by the content
of the online review. In contrast, it was found that when OCR has a positive valence, the
attitude of consumers was influenced by the content of the OCR as well as by the credibility
of the review (Weitzl et al., 2016). It was found that the difference between these valences
was that when an OCR contains negative content, it was already sufficient in an online
consumer's review process. Unlike OCR with a negative valence, with OCR with a positive
valence, the content itself was not enough to create a judgment. (Chaiken et al. in Weitzl et
al., 2016).

Consumer engagement had a moderating effect between the valence in an OCR and
the development of product attitude (Lee et al., 2008). It was also found that a high degree of
negativity in an OCR developed less favourable attitudes among consumers, compared to a
low degree of negativity (Lee et al., 2008). Positive responses and reactions towards OCRs
had a greater impact on product attitude than negative responses to OCRs. With the
knowledge from previously selected literature about OCRs, it is known that first-party

reviews can be placed on the website of the selling business with more uninhibited, compared

12



to third-party reviews. Based on the information that is obtained with regard to product
attitude, it is found that there is a positive relationship between the type of valence and
product attitude. Therefore, for this study, it is expected that a set of OCRs with a positive

valence will lead to a higher product attitude.

2.5. Brand attitude

Following product attitude, Zhu & Kohsuwan (2016) defined brand attitude as an
overall evaluation of a brand by an individual, in this case an online consumer. It is formed by
a consistent customer preference or dislike of a brand This is based on learning and assessing
different elements of a brand. This process creates an all-encompassing outcome, which can
define a brand as good or bad from the consumer's perspective (Mitchell & Olson in Zhu &
Kohsuwan, 2016). Brand attitude is important in marketing as it is an essential factor for
predicting the attitude towards the experience good (Kudeshia & Kumar, 2017).

The valence of an OCR and the valence in review blogs had a significant impact on
brand attitude (Ballantine & Au Yeung, 2015). Several studies found this effect. Moreover,
the valence of a review moderated the effect of online reviews on the attitude towards the
brand (Lee et al in Ballantine & Au Yeung, 2015). This is due to the proportion of positivity
or negativity in the review. Extremely positive reviews increased brand attitudes. In
contradiction to the big proportion of positivity in a positive OCR, a smaller, moderated, share
of negativity in a negative OCR negated this effect. Forman et al. (2008) found that reviews
with a moderate valence were less impactful compared to reviews with a clear positive or
negative valence. This is because unambiguous reviews, such as positive or negative reviews,
contained clear information and therefore had more immediate implications for consumers'
purchasing decisions compared to moderate, ambiguous reviews (Forman et al., 2008).
Besides, there was a relation found between positive, social eWOM and attitude towards the
brand (Kudeshia & Kumar, 2017).

Due to the amount of and depth of a positive or negative sentiment in an OCR, it was
argued that the valence of an OCR had a significant impact on brand attitude and that the
valence of an OCR mediated between the OCR and brand attitude. Since previous studies
found a positive relationship of valence on brand attitude, it is expected that a set of OCRs

with a positive valence will lead to higher attitude towards the brand.
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2.6. Review usefulness

Review usefulness, also known as perceived usefulness, refers to whether an online
consumer reading someone else’s review of a product finds this review valuable in
determining their interest in the product (Luo, 2020).

It was found that there are several important elements in a review can function as
parameters for predicting the helpfulness of it (Singh et al, (2017), such as the polarity, which
is also known as valence, readability and the average rating. The valence was defined as
whether the text of the review has a negative, positive, or neutral sentiment. This study
focused on three types of valences in an OCR, which were positive, negative and mixed.

Sets of reviews that are in general one-sided, which are a set of reviews that only have
negative or positive reviews, had higher usefulness for consumers compared to sets of reviews
that are two-sided (Purnawirawan et al., 2012). In this study, no distinction was found in
credibility related to valence, as it was emphasized that information retrieved from user-
generated sources, such as OCRs, was generally considered more credible and thus more
useful than information generated by marketers (Bickart and Schindler, 2001; Bronner and de
Hoog, 2010 in Purnawirawan et al., 2012). This is applied especially to experience goods,
because the main attributes are difficult to transfer to the consumer (Bronner and de Hoog,
2010 in Purnawirawan et al., 2012). In addition, Du et al. (2015) and (Jia & Liu, 2018) found
that when the valence of OCRs is negative or positive, this positively influences the perceived
usefulness.

In multiple studies, it was found that one-sided reviews have a positive effect on the
usefulness of a review. Based on this information, it is expected that a set of OCRs will be

perceived as useful, only if the valence of it is positive or negative.

2.7. Review credibility

The credibility of a review is defined as the extent to which a review that is placed in
an online environment, is perceived as believable, true, factual and valid by an online
consumer (Cheung et al., 2009). Liu et al. (2015) defined review credibility as to which extent
a review reflects the true quality of a product. It was found that credibility is an important
variable, as a consumer who perceives an online review as credible, is likely to use this
review to help reduce anticipated risks and in the purchasing process (Wathen and Burkell in
Liu et al., 2015). Weathers et al., (2007) stated that credibility depends on the accuracy and

reliability dimensions of information quality. Furthermore, online consumers who believe that
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the eWOM messages are reliable usually had more certainty when purchasing the product
online (Nabi and Hendriks in Liu et al., 2015).

There were several argument factors, like the accuracy, timeliness and completeness
of the review, that have a significant impact on review credibility (Thomas et al., 2019). Also,
the expertise of the writer was an important element in reaching review credibility (Ballantine
and Au Yeung, 2015). In contrast to these success factors, typing errors negatively affected
the perceived credibility of the review (Boer, 2021).

Ballantine and Au Yeung (2015) found that a set of balanced blog reviews, which is a
set of reviews with a combination of positive and negative reviews, were perceived as more
credible compared to a set of unbalanced blog reviews. This study investigated blog reviews
instead of OCRs. In addition to this, it was found that reviews with a mixed valence are more
trustworthy compared to reviews with a negative or positive valence (K. Wu et al., 2015).

With regard to trust, it was also found that trustworthiness is a success factor of
perceiving review credibility (Ballantine and Au Yeung, 2015). Trust is a complex construct
that is defined from different viewpoints. The construct of trust was defined as the belief,
expectancy, or feeling deeply rooted in the personality of the consumer, that the word or
promise of a party is reliable and that this party will fulfil the obligations in an exchange
relationship (Rotter in Yousafzai et al., 2003). Trust in the selling business was defined as the
belief of a consumer that a party’s word or promise is reliable and that a party will fulfil its
obligations in an exchange relationship with the consumer (Swan et al., 1999). Trust from
online consumers in web-mediated e-commerce businesses was defined as a willingness to
take a risk, a willingness to believe in an online business or a belief regarding some
characteristics of the selling business (Komiak & Benbasat, 2004).

Trust from the online consumer is an important variable in a relationship between the
consumer and the online business, as it is found that trust can influence future interaction
decisions of the customer with the business (Komiak & Benbasat, 2004). Swan et al. (1999)
observed via a meta-analysis that trust had a positive effect on the attitude, intention and
behaviour of the consumer towards the selling company. Due to that in online shopping,
trusting beliefs had an effect on the attitude of the consumer and the perception of risk, trust
towards the organisation positively influenced the credibility of OCRs (Hao Suan Samuel et
al., 2015).

Based on the information, it was found that review credibility has an important role in

the observation of OCRs. Many elements influence this variable, such as expertise and
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trustworthiness. Despite that there is still no unequivocal insight into the effect of valence on
review credibility, it was found that balanced blog reviews were perceived as more credible.
Also, it was found that reviews with a mixed valence were perceived more trustworthy than
positive or negative reviews and that trust is an important factor of review credibility. Based
on this information, it is expected that, compared to OCRs with a positive or negative valence,

OCRs with a mixed valence are perceived as more credible.

2.8. Purchase intention

OCRs have the potential to contribute to the decision-making process of the online
consumer. Partly due to the variable review credibility, this can lead to a higher purchase
intention among online consumers. Purchase intention was defined as the likelihood that a
consumer will buy a particular product or service. It was described as an “intervening
psychological variable between attitude and actual behaviour” (Miniard et al. in Kudeshia &
Kumar, 2017). Purchase intention is also defined as the likelihood that a consumer will buy a
particular product or service. The higher the purchase intention, the greater the probability
that the online consumer will purchase the experience good (Hossain & Yahya, 2017).

Huang & Yao (2017) confirmed that product attitude affects purchase intention
positively. Besides, it was proposed that product attitude is an important factor in developing
purchasing behaviour (Xie et al. in Huang & Yao, 2017). Based on this information, it is
expected that product attitude is an important predictor of purchase intention.

It was found that brand attitude had a significant impact on purchase intention. As it is
found that the attitude of a person has a positive impact on the following behavioural
intention, it has the potential to have a significant impact on purchase intention as well.
(Ajzen & Fishbein in Zhu & Kohsuwan, 2016). In digital communication, such as digital
advertising, brand attitude has a positive impact on purchase intention (Lee, 2014). Moreover,
the same effect was investigated in social eWOM, where it is found that brand attitude has a
significant impact on the buying intention of the online consumer (Kudeshia & Kumar, 2017).
This supports the finding of Dodds et al. (1991), who stated that brand attitude has a positive
effect on purchase intention (E. B. Lee et al., 2017). Based on this information, it is expected
that brand attitude is an important predictor of purchase intention and that the influence of
valence on purchase intention is mediated by brand attitude.

Various studies confirmed that perceived usefulness had a positive impact on purchase
intention, such as Ventre & Kolbe (2020). Lim et al. (2016) found that perceived usefulness

significantly impacts the purchase intention, as this usefulness brings added value in the
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decision-making process of an online consumer. Additionally, review usefulness and trust in
the review positively influences the purchase intention (Boer, 2021).

Also, it was found that a large number of OCRs was considered more credible for
online consumers (Ho-Dac et al., 2013; Hung & Li, 2007). Also, OCRs have the potential to
stimulate purchase intentions if there is a high level of credibility (Cheung et al., 2012). Based
on this information, it is expected that a set of negative or positive reviews is perceived more
useful than mixed reviews. As it was found that review usefulness adds value in the decision-
making process, it is expected that review usefulness mediates the relationship between the
type of valence and purchase intention.

Thomas et al. (2019) found that the credibility of an online review had a significant
impact on purchase intention of the online consumer. Based on results of previous studies
such as Sweeney et al. (2005) and Beck (2007), it is assumed that positive reviews have a
positive effect on purchase intention. As it was found that trust is an important factor of
review credibility and that review credibility plays an important role in evaluating reviews
with a positive valence, it is expected that review credibility is an important predictor of
purchase intention. Therefore, it is that the effect of positive reviews on purchase intention is

stronger if review credibility is high.

2.9. Research sub-question and hypotheses

This study focused on the effect of different types of OCRs and different types of
valences on product attitude, brand attitude, review usefulness, review credibility and
purchase intention. Based on the described expectations, one research sub-question and
various hypotheses have been formulated. Figure 1 visualizes an overview of the research
sub-question and hypotheses in a conceptual model.

H1: Reading third-party reviews lead to higher (A) product attitude, (B) brand favourability,
(C) review usefulness and (D) review credibility compared to reading first-party reviews or

testimonials.

H2: Positive reviews lead to (A) higher product attitude and (B) higher brand attitude
compared to mixed reviews and negative reviews.

H3: A set of positive reviews and a set of negative reviews are perceived as more useful than
a mixed set of positive and negative reviews.

H4: A mixed set of positive and negative reviews are perceived as more credible than a set of
positive reviews and a set of negative reviews.
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RSQ 1: To what extend has the interaction between the type of OCR and the type of valence

an effect on brand attitude?

H5: Purchase intention is positively related by (A) product attitude, (B) brand attitude, (C)

review usefulness and (D) review credibility.

H6: If there is a significant effect of the type of valence on purchase intention, this effect will

be mediated by (A) brand attitude and (B) review usefulness.

H7: The effect of positive reviews on purchase intention will be stronger if the review

credibility is high.
2.10. Research model

Following the information of the theoretical framework and the formulated

hypotheses, a conceptual model of this research was developed. This model is visualized in

figure 1.

Type of OCR

1. First-party review
2. Third-party review

JBL product attitude

3. Consumer testimonials

Brand attitude

‘ Review usefulness

Review valence

‘ Review credibility

1. Negative
2. Positive and negative
3. Positive

Figure 1.

Conceptual model of the research

H3a

Hib
Héa

Hic
Héa

H3d,

H7

Purchase intention

Héa, H6b : Mediation hypothesis

H7: Moderation hypothesis
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3. Methods

3.1. Design

To answer the research sub-questions and to test the hypotheses, an online experiment
was executed. A two (Type of OCR: First-party vs. Third-party) by three (Type of Valence:
positive, negative and mixed (positive and negative)) between-subjects design was developed,
with the additional condition of positive testimonials. To measure the impact of these
variables on the product attitude, brand attitude, review usefulness, review credibility and
purchase intention, seven conditions were developed, which are visible in table 1.

Table 1

Conditions of the research and distribution of the participants across the conditions

Type of OCR First-party  Third-party Testimonial Total
N % N % N % N %
Type of Valence  Negative N 29 131 34 153 63 284
Mixed N 34 153 33 149 67 30.2
Positive N 34 153 31 140 27 121 89 40.0
Total N 97 437 98 441 27 121 222 100

3.2. Participants

The participants of the study were approached via a convenience sampling method and
a snowball sampling method. Through convenience sampling, potential participants were
approached via face-to-face or by (social) media platforms such as Facebook, Instagram,
LinkedIn, Slack and WhatsApp. These participants were prompted to approach other potential
participants. By raffling a voucher from bol.com twice, an attempt was made to recruit
additional respondents for the online experiment. At the time of the execution of the online
experiment, all approved participants were Dutch consumers and above 18 years old. Also,
participants were recruited for a pre-test of the online experiment. The participants of the pre-
test were also Dutch and above 18 years old. These participants were excluded from
participating in the online experiment.

All participants from the online experiment were randomly and equally divided over
the conditions. However, some participants had started over the online experiment as they
wanted to read OCRs again, before answering the questions. In total, 344 participants were
recruited for the online experiment. The goal was to have a minimum of 30 participants for
each condition, making the total to a minimum number for the online experiment to 210

participants. Of the 344 participants, 118 participants did not finish the online experiment, the
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total minimum number of respondents was reached with 226 participants that finished the
online experiment properly. Because two people did not agree with the active consent and
were still registered as they did not finish the online experiment, one participant was actually
a minor and that the age of one participant was unknown, 4 participants were left out of the
study. This makes that the total number of participants that finished the study was reduced to
222.

Of all the participants, 54.7% were male and 42.2% of the participants were female.
Also, 3.1 per cent of the participants had a different gender or did not want to reveal this. The
mean age of the participants was 26 (SD = 7.94). In table 1, an overview of the distribution of

participants over the conditions is visible.

3.3. Stimulus material

Since the online experiment consisted of multiple scenarios, in total, seven stimulus
materials were developed and used for this study. The stimulus materials were based on
online customer reviews of the JBL Tune 225 TWS Bluetooth earphones. This product was
chosen because these Bluetooth earphones were representative of multiple categories of non-
perishable experience goods, which were defined by Siegel & Vitaliano (2007). The
suggested retail price of this product at the time of executing the online experiment was
€79,99. The website of JBL (https://www.jbl.nl/) was used for first-party reviews. For the
third-party reviews, the technological review platform of Tweakers (https://tweakers.net/) was
applied in the stimuli. At the time of the online experiment, this independent review platform
was the largest in the field of consumer technological products in the Netherlands (Tweakers,
2021). Lastly, the website of JBL was also applied for customer testimonials. The number of
reviews and testimonials were six in each condition. This number of reviews was based on
previous studies that had found that consumers read approximately six to eight reviews before
making a purchase online (Hsu et al., 2017; Lee & Shin, 2014).

For the development of a realistic set of OCRs, reviews were taken directly from the
product review webpage of JBL and Tweakers. First of all, the reviews that were already
posted for the JBL Tune 225 TWS Bluetooth, were analysed. This was done both on the JBL
website and on the Tweakers platform. Because there were too few useful reviews here,
reviews of similar models such as the JBL Tune 215 TWS and the JBL Tune 125 TWS were
used as well. Based on all these reviews, three negative reviews and three positive reviews

were selected, based on helpfulness. There was not much difference between the helpfulness
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of the reviews on the product page. Therefore, also reviews that appeared first were
subsequently selected.

To ensure the degree of positivity as well as negativity in a set of reviews, all these
reviews were transformed into the opposite. Therefore, several synonyms were used to create
the opposite word. An example of this was a sentence from a negative review "1 have been
using the JBL earbuds for one week now and am very dissatisfied" was expressed in a
positive review as "l have been using the JBL earbuds for one week now and | am very
satisfied” This was also applied to the pluses and minuses of the review. Also, the quantitative
elements were changed into the opposite. In this way, it was ensured that the degree of
positivity and negativity in all the stimuli are equal. This brings the total to six positive
reviews and six negative reviews.

With regard to the manipulation in the stimuli, the texts of the reviews and the
guantitative assessments per review were changed. As a result of the manipulation, the
average assessment of the product had also been adjusted. Based on the information gained
from Wentzel et al. (2007), it was decided to add images of customers that are representative
of the customer testimonials. In other terms, based on the names, photos of a man or woman
were selected for every single testimonial. Quantitative elements that were applied in the first-
party and third-party reviews, such as the star rating, had not been added to these testimonials.

Although two different review platforms were used in this study, the approach in
which the respondent got to the page with OCRs remained the same. This means that all the
participants saw the same page at the start of the procedure, which was the search page on
Google. Both review platforms were ranked below each other on this search on Google, when
typing ‘JBL Tune 225 TWS’. Respondents for the first-party review were referred to the
highest search result, which was the landing page of the JBL Tune 225 TWS. Respondents for
the third-party review were referred to the search result which was below the result of JBL,
which was the landing page of Tweakers about the product JBL Tune 225 TWS. This was
done to keep the difference between the different conditions as small as possible. Finally, all
product-related elements, such as the price and specifications of the product, had also been
remained the same for each stimulus.

The same set of positive reviews, set of negative reviews and mixed set of positive and
negative reviews were used in all the stimuli. For the development of the sets of reviews with
a mixed valence, a combination of three positive and three negative reviews were designed.
To minimize other influences such as spelling errors and ensure the readability in all the

stimuli, the reviews and testimonials were grammatically optimized and major spelling errors
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were removed. Two examples of the stimuli are visible in figure 2. In appendix B, all the

visuals of stimuli materials are available.
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Figure 2.

Stimuli of condition 1 and 6

To properly measure the variables and to ensure the internal validity in the online
experiment, the manipulations and the independent variables are tested by means of a
qualitative pre-test. This was done using semi-structured interviews with open questions.
Seven respondents who met the criteria to participate in the online experiment were
approached for the pre-test through convenience sampling. To avoid potential bias, these
participants did not participate in the main online experiment. In this pre-test, one stimulus
was shown to each respondent of this group from the devices in which it was able to
participate with the online experiment, such as a laptop, tablet and mobile.

In total, seven stimuli were analysed. While the participants were observing the

stimuli, questions were asked about the sentiment in the review, the valence, the readability,
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the recommendations that were made and the grammatical errors. Based on the feedback that
was received during the pre-tests, multiple stimuli were optimized. Optimizations were
applied in minimizing the differences between the stimuli, such as removing the image in the
first-party reviews. The procedure was modified. To ensure the readability of the stimuli, it

was mentioned that participants could zoom in on the review.

3.4. Procedure

The platform Qualtrics was used to properly design and execute the online experiment.
For the analysis of the gathered data and to test the hypotheses, the statistical program SPSS
was used. To transport all the data safely and conform with the informed consent, a file with
all the data were directly converted to SPSS.

All the participants received a link to the online experiment, which could be
completed via desktop, mobile and tablet. Before the participants were able to begin with the
online experiment, they had to read and agree with the informed consent, in which the
relevant information about the research process for the participant, the anonymity of the
participants and contact information was described. The informed consent, which was
translated to English, is visible in appendix D.

After agreeing with the informed consent, the participants had to answer whether they
were familiar with JBL or Tweakers. After answering this, some basic information of the
concerned organisation, which was JBL or Tweakers, was given. This information was related
to the establishment of the organisation, the core activities and the mission of the
organisation. These texts are available in appendix C. With this information, the participant
could better imagine him- or herself in the described scenario. Subsequently, the participants
filled in the scale about trust towards the review platform, which was applied to additional
analysis.

Hereafter, participants read the scenario which was assigned to the stimuli. After
reading the scenario and the reviews or testimonials, questions with regard to the dependent
variables were asked. Next, questions were asked regarding the manipulation check, such as
the valence and the type of OCR. The answers from these questions provided insight into
whether the participants were consciously participating in the online experiment.

To gain more insight into the anonymous data of the participants and to develop
potential follow-up studies from the results, three demographic questions were asked. These
questions were focused on the age, gender and education level of the respondent. Finally, the

participants were referred to the last page, in which they were thanked for their participation.
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Also, on this page, it was emphasized that the scenarios are fictional and that it does not relate
to the mentioned product and organisations in the online experiment. Also, contact
information was given in case a participant had any questions. Since the respondents were
from the Netherlands, the whole experiment was executed in Dutch. However, appendix A
visualizes the measurements of the variables in English.

In order to analyse data, several methods were used. To analyse whether the
independent variables had a significant impact on the combined dependent variables, a Wilks
Lambda test was conducted. To determine the influence of independent variables per
dependent variable, a MANOVA analysis was performed. Next, a multiple regression analysis
was applied to measure the prediction effect of multiple variables in the online decision-
making process on purchase intention. For analysing mediating and moderating relationships,
the Hayes process Macro v4.0 was applied in SPSS. Lastly, a Tukey HSD analysis was
applied to find out if there are significant differences between groups in the independent

variables.

3.5. Measurement

For this study, a seven-point Likert-based answer option scale was used. In this scale,
one stands for strongly disagree and seven for strongly agree. This scale was used to measure
the following constructs: purchase intention, JBL product attitude, review credibility, trust in
the review platform, brand attitude and review usefulness and the type of valence. Also, a
multiple-choice answer scale was used once. This scale was used to measure the manipulation
of the type of OCR. All the questions are visible in appendix A.

To measure product attitude adequately, it was intended to only use a combined 5-item
scale of MacKenzie & Lutz (1989) and Singh & Cole (1993). For brand attitude, it was
intended to apply a five-item scale of Spears & Singh (2004). To measure review usefulness,
it was actually intended to select a four-item scale of Casal6 et al. (2015). For measuring
review credibility, it was intended to use a five-item scale of West in the online experiment.
To measure purchase intention, it was intended to apply the five-item scale of Spears & Singh
(2004). Lastly, for measuring the trustworthiness of the review platform properly, a four-item
scale of Ohanian was selected (Reimer & Benkenstein, 2016).

To ensure the reliability during the online experiment, the consistency method was
used for the questions. In other words, the questions in the online experiment were
operationalized several times in similar means, as they were in the scale (Appendix A). Also,

some questions were asked in reverse. After the execution of the online experiment, the data
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of these questions were recoded before analysis. This method was in line with the scales that
were used in the online experiment. The data of the respondents was generated via Qualtrics
and was further analysed via SPSS. Besides the descriptive statistics, measurements for
reliability, validity and significance, were used to analyse the results of the online experiment
and to test the hypotheses. In order to analyse the coherence of the items with the scales, a
factor analysis had been drawn up. To measure the reliability of the scales, after the data
collection, the Cronbach’s Alpha analysis was applied. By this technique, the internal
consistency between the items in a scale was measured.

A factor analysis was developed to check the validity of the questions in the online
experiment. The Kaiser-Meyer-Olkin (KMO) of this factor analysis gave a result of .861,
which confirmed that the factors were approved for further analysis. As a result of the factor
analysis, the rotated component matrix gave insight into the correlations between the factors
and the measurement items. The results of the factor analysis, the reliability analysis and the

Eigenvalues results are visible in table 2 and 3.
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Table 2

Results of the items in the scales from the rotated component matrix in the factor

analysis

Items

I consider the review platform as honest

I consider the review platform as trustworthy

I consider the review platform as unreliable

I consider the review platform as sincere

I consider the JBL Tune 225 TWS as valuable

I consider the JBL Tune 225 TWS as enojoying

I consider the JBL Tune 225 TWS as bad

I consider the JBL Tune 225 TWS as useful

I consider the JBL Tune 225 TWS as beneficial

I consider the brand JBL as appealing

I consider the brand JBL as good

I consider the brand JBL as unpleasant

I consider the brand JBL as unfavourable

I consider the brand JBL as likeable

I would buy this product

I definitely do not intend to buy this product

I have a very high purchase interest in this product

I would definitely order this product

I would probably never buy this product

Using OCRs is useful for resolving doubts when buying this
product

Using OCRs, | can decide more quickly whether to buy this
product

Using OCRs is useful for buying Bluetooth earphones
Using OCRs have made me only have more doubts about
buying the product

I consider the reviews as trustable

I consider the reviews as accurate

I consider the reviews as fair

The reviews tell not the whole story

The reviews are unbiased

43

43

.84
.76
.84
.86
.82

.65
71

.73
.61
.60
.64

.56

72

.63

.78

73
73

46

.82
81
.69
71

.84
.86

.50

74

.55
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Table 3

Values of the reliability analysis per scale

Purchase JBL Review Trust Brand Review
intention Product  credibility favourability usefulness
Attitude
Number of items 6 7 6 6 2 2
Eigenvalues 8.11 4.09 1.77 1.50 1.41 1.21
Explained Variance 29.0% 14.6% 6.3% 5.4% 65.0% 4.3%
Cronbach’s Alpha 91 .86 .70 8l .85 .67

The factor analysis revealed that different items from the same scale did not respond
well to each other. For example, this was applied to the scales of review usefulness and
review credibility. Therefore, the items that originally belong to the scale of these variables
had been combined. In addition, multiple items from the original belonging scale of product
attitude and brand attitude had also been merged into JBL Product attitude. In both cases,
items were involved that were requested in reverse. The consequences of the items and scales,

as a result of the factor analysis, are mapped in detail below.

3.5.1. Purchase intention

As a result of the factor analysis, it was decided to add a one-item from the scale of
MacKenzie & Lutz (1989) to the scale five-item of Spears & Singh (2004). This item was
actually used to measure product attitude. An example of a statement that was used for this

scale is “I would definitely buy this product”.

3.5.2. JBL product attitude

Based on the results of the factor analysis, it was decided to use a combined four items
from the scale of MacKenzie & Lutz (1989) and Singh & Cole (1993) with three items from
the scale of Spears & Singh (2004). As the item “I consider the JBL Tune 225 TWS as
valuable” resulted in two scales, it was decided to add this item in JBL product attitude, since
the value was the highest in this scale. Because of this combination of the items, the original
variable of product attitude was renamed to JBL product attitude. An example of a statement
of this scale is: “I consider the JBL Tune 225 TWS as beneficial”.
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3.5.3. Review credibility

Based on the results of the factor analysis, it was decided to use four items from the
scale of West (1994), combined with two items from the scale of Casal6 et al. (2015). The
items from the scale of Casalo et al. (2015) were actually intended for measuring review

usefulness. An example of a statement of this scale is “I consider the reviews as trustable”.

3.5.4. Trust in the review platform

To properly measure the trustworthiness of the review platform, a four-item scale of
Ohanian was used (Reimer & Benkenstein, 2016). Based on the results of the factor analysis,
these items remained the same. An example of a statement that was used for this scale is “I

consider the review organisation (JBL/Tweakers) as honest”.

3.5.5. Brand favourability
Based on the results of the factor analysis, it was decided to only use a two-item scale
of Spears & Singh (2004). An example of a statement that was used for this scale is “I

consider the brand JBL as unpleasant.”

3.5.6. Review usefulness

Based on the results of the factor analysis, it was decided to use a two-item scale of
Casalo et al. (2015) was used in the online experiment. Also, a one-item scale of West (1994)
which was originally was designed for review credibility, was used. An example of a
statement that was used for this scale is “Using online customer reviews is useful for
resolving doubts when buying this product”.

After the reliability analysis, it was found that the Cronbach’s Alpha was below the
standard for this analysis was not reached, with a value of .55. Therefore, the option
‘Cronbach’s Alpha if Item Deleted’” was applied. Based on this option, it was decided to delete
the one-item scale of West (1994). The value of the Cronbach’s Alpha for review usefulness,

without the item of West (1995), was sufficient for further analysis.
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4. Results

4.1. Descriptive statistics

The mean and the standard deviation of the dependent variables are visualized in table

4. This table shows that the means of purchase intention, JBL product attitude, brand
favourability and review usefulness are the highest in the conditions with a positive valence
In addition, it can be noted that that the means of these variables were higher in conditions
with a mixed valence compared to conditions with a negative valence. When analysing the
means compared to the type of OCRs, it was observed that the means of the dependent
variables were sometimes higher in third-party reviews and sometimes higher in first-party
reviews.

When analysing standard deviation, it was observed that purchase intention was the
highest in both conditions with a mixed valence and negative valence. In the analysis of the
standard deviation, no direct differences could be identified between the types of OCRs and
types of valences. It can be seen that the standard deviation in conditions with a mixed or
negative valence was higher than conditions with a positive valence.

Table 4

Descriptive statistics of the variables

Type of OCR First-party Third-party Testimonial ~ Total
Type of Valence M SO M SO M SD M SD
Negative valence  Purchase intention 2.93 1.37 274 1.47 N/A N/A 282 1.42
JBL product attitude  3.71 1.20 4.00 0.82 N/A N/A 387 1.01
Review credibility 5.02 0.84 511 0.62 N/A N/A 507 0.73
Brand favourability — 4.48 1.56 5.09 1.32 N/A N/A 481 1.45
Review usefulness 360 167 3.82 1.70 N/A N/A 372 164
Mixed Valence Purchase intention 406 142 394 141 N/A NA 400 141
JBL product attitude 4.92  0.92 5.04 082 N/A N/A 498 0.87
Review credibility 4.73 1.00 4.85 095 N/A NA 479 0.97
Brand favourability  5.32 1.11 494 141 N/A N/A 513 1.27
Review usefulness 415 165 3.80 140 N/A  N/A 398 154
Positive Valence  Purchase intention 4.15 1.18 4.76 0.78 4.41 0.75 443 1.12
JBL product attitude  5.19 0.81 5.38 0.83 5.13 0.63 5.24 0.77
Review credibility 487 091 515 088 452 108 486 0.97
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Brand favourability 571  0.84 5.68 081 543 085 561 0.83
Review usefulness 509 112 547 098 463 097 508 1.07
Total Purchase intention 3.75 142 3.78 156 441 075 385 146
JBL product attitude  4.65 1.15 4.79 1.01 513 0.63 4.77 1.04
Review credibility 4.87 0.92 5.04 083 452 108 4.90 0.91
Brand favourability  5.21 1.27 5.22 1.25 543 085 524 1.22
Review usefulness 431 1.60 4.34 159 463 097 4.36 1.53

4.2. Hypotheses testing

For the analysis of the main effects from the online experiment and to analyse the
effect of each independent variable per dependent variable, a MANOVA (multivariate
analysis of variance) analysis was executed. The effects on the combined dependent variables
are visible in table 5. As the significant effects are mentioned different effects, an overview of
all the results is visible in Appendix E. In this section, the significant effects are discussed in
detail. In table 6, an overview of the outcomes of the hypothesis is visible.

Table 5

Wilks Lambda Multivariate test that visualizes the effects of the independent variables on the
combined dependent variables

Effect Wilks' A F Hypothesis df ~ Errordf p n2
Type of OCR .95 112 10 408 345 .03
Type of valence .70 7.97 10 408 .000 .16
Type of OCR * Type of 90 220 10 408 017 .05
valence

4.2.1. The effect of the type of OCR on the variables in the online decision-making
process

From the MANOVA test, it was noted that the type of OCR did not have a significant
effect on the combined dependent variables. Also, from the results of the MANOVA analysis,
it was observed that the type of OCR did not have a significant effect on the dependent
variables of JBL product attitude, brand favourability, review usefulness and review
credibility. Based on these results, it was observed that the type of OCR did not have a
significant impact on JBL product attitude, brand favourability, review usefulness and review
credibility. Based on this, hypotheses 1A, 1B 1C and 1D are not supported.
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4.2.2. The effect of the type of valence on the variables in the online decision-making
process

A MANOVA test was conducted to adequately measure the effect of the type of
valence on the variables of product attitude brand favourability, review usefulness and review
credibility. With F(10, 408) = 1.12, p <.001, Wilks' A = .95 and partial n2 = .16, it was found
that the type of valence had a significant impact on the combined dependent variables.

From the MANOVA analysis, it was found that the type of valence had a significant
effect on JBL product attitude with F(2,208) = 23.82, p < .001 and partial-n? = .18. Based on
the descriptive statistics, it could be confirmed that with positive reviews (M =5.24, SD =
0.77) and a mixed set or reviews (M= 4.98, SD= 0.87) were significantly higher that of
negative reviews (M = 3.87, SD = 1.01 with p <.001). No significant difference was found
between a set of positive reviews and a mixed set or reviews. Since it was noted that a reviews
with a positive valence had a higher level of JBL product attitude compared to a mixed set of
reviews, it could be concluded that the type of valence had a positive effect on JBL product
attitude. However, no significant effect was found of the type of valence on brand
favourability. Based on these results, hypothesis 2a can be supported and hypothesis 2b
cannot be supported.

Hypothesis 3 expected that a set of positive reviews and a set of negative reviews were
perceived as more useful compared to a mixed set of positive and negative reviews. With
F(2,208) = 10.31, p < .001 and partial-n? = .09, a significant effect from the type of valence
on review usefulness was observed. When the descriptive results were considered with this
result, via the Tukey Post HSD, it could be confirmed that positive reviews (M =5.08, SD =
1.07) were perceived as more useful than mixed reviews (M = 3.90, SD = 1.54), with p <
.001.

Also, it could be concluded that positive reviews were perceived as more useful than
mixed reviews negative reviews (M = 3.72, SD = 1.64), with p <.001. Therefore, it could be
concluded that reviews with a positive valence had a higher level of review usefulness
compared to a mixed set of reviews. However, no significant difference was observed
between these valences was found. Based on these results, hypothesis 3 was partly supported.

Hypothesis 4 expected that a mixed set of positive and negative reviews were
perceived as more credible than a set of positive reviews and a set of negative reviews. With
F(2,208) = 3.18, p = .044 and partial-n? = .03, a significant effect of type of valence on review
credibility was found. From the descriptive analysis, it could be noted that with a mean of

5.07 (SD = 0.73), a set of negative reviews had a higher value of review credibility, than a
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mixed set of reviews, which had a mean of 4.79 (SD = 0.97), and a set of positive reviews,
which had a mean of 4.86 (SD = 0.97). Therefore, it could be concluded that the review
credibility in a set of mixed reviews was also lower than a set of positive reviews. However,
no significant differences were found between the types of valences in the Tukey HSD post-
hoc test. Based on these results, it was found that negative reviews have positive effect on
review credibility. As it was found that the type of valence had a negative effect on review
credibility, hypothesis 4 was undermined supported.

4.2.3. The interaction effect of the type of OCR and the type of valence on brand
favourability

With F(10, 408) = 1.12, p=.017, Wilks' A = .90 and partial n2 = .05, it was found that
the interaction between the type of OCR and the type of valence had a significant impact on
the combined dependent variables. To properly measure the effect of the interaction between
the type of OCR and the type of valence on brand favourability, a MANOVA analysis was
executed. From this analysis, it was observed that the interaction between the type of OCR
and the type of valence had a significant impact on brand favourability, with F(2,208) =
4.27, p = .015 and partial-n2 = .04. Because there was found a significant effect, a Tukey
HSD test was conducted to analyse if there were significant differences between the types of
OCR and types of valences.

From this analysis, it was observed that no significant difference was found between
the groups in the type of OCR. Also, it was found that positive reviews scored significantly
higher compared to negative and mixed reviews. This is visualized via the bar chart in figure
3. Based on these results, it could be noted that the interaction effect of the type of OCR and
the type of valence partly had a positive effect on brand favourability and that for this

interaction effect, positive testimonials have the most impact on brand favourability.

58
5,6
5,4
5,2
5,0
4.8
4,6 l
4,4
Negative Mixed Positive First-party Third-party Testimonial
Figure 3.

The different values of brand favourability with regard to the type of OCR and the type of valence
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4.2.4. The effect of variables in the online decision-making process on purchase
intention

To adequately measure the effect of the variables JBL product attitude, brand
favourability, review usefulness and review credibility on purchase intention, a multiple linear
regression was executed. Therefore, purchase intention was regressed as a dependent variable.
The combined variables of JBL product attitude, brand favourability, review usefulness and
review credibility had a significant effect on purchase intention (F (2,217) = 55.88, R? = .51
and p <.001). Also, it was found that JBL product attitude positively relates to purchase
intention with § = .56, t(4, 217) =9.52 and p < .001. Next, no significant relation between
brand favourability and purchase intention was observed. Further, it was found that review
usefulness had a significant, positive effect on purchase intention, with § = .23, t(4, 217) =
4.24 and p < .001. Lastly, no significant relation between review credibility and purchase
intention was found. Based on these results, hypotheses 5A and 5C could be supported and

hypotheses 5B and 5D could not be supported.

4.2.5. Mediating effects on purchase intention

From the Hayes process v4.0 analysis, it was noted that valence was a significant,
positive predictor on brand favourability with = .28, S.E. = .10, t(1, 220) = 4.27,and p <
.001. Also, it was observed that the type of valence was a significant, positive predictor on
purchase intention, with = .37, S.E. = .11, t(1, 220) = 6.12 and p < .001. Lastly, it was
observed that brand favourability was a positive predictor of purchase intention, with g = .28,
S.E.=.72, t(1, 220) = 4.63 and p < .001. The total effect of this model was p = .45, S.E. =
11, t(1, 220) = 7,37 and p < .001. Based on these results, a partial mediation model was

observed and hypothesis 6a could be supported. In figure 4, this relationship is visualized.

Brand favourability

B =.28* p=.28%

A4

Type of valence Purchase intention

Direct effect f=.37*
Total effect p = .45*

Standardized regression coefficients () are shown *: p < .001

Figure 4.
Mediating effect of brand favourability on purchase intention
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Lastly, the mediation between the type of valence and purchase intention by review
usefulness was investigated. From the first regression it was noted that the type of valence
was a significant, positive predictor on review usefulness with p =.38, S.E. =.12, t(1, 220) =
6.11 and p < .001. Also, it was observed that the type of valence was a significant, positive
predictor of purchase intention, with g = .31, S.E. =.11 t(1, 220) = 5.11 and p < .001. Lastly,
it was observed that review usefulness was a positive predictor of purchase intention, with § =
.35, S.E. =.06, t(1, 220) = 5.71 and p < .001. The total effect of this model was = .45, S.E.
=.11, t(1, 220) = 7,37 and p < .001. Based on these results, a partial mediation model was
observed and hypothesis 6b could be supported. In figure 5, the mediation relationship is

visualized.
Review usefulness
B=.38% p=.35*
Type of valence > Purchase intention
Direct effect p =.31%
Total effect p = .45*
Standardized regression coefficients () are shown *: p < .001
Figure 5.

Mediating effect of review usefulness on purchase intention

4.2.6. Moderating effect on purchase intention

To investigate if the effect of OCRs with positive valence on purchase intention and
the interaction effect of review credibility, a MANOVA test was conducted to analyse if there
was a significant effect of the type of valence on purchase intention. With F(2,208) = 14.47, p
< .001 and partial-n? = .12, a significant effect of type of valence on purchase intention was
observed. Since there was a significant effect, a post-hoc analysis was executed to investigate
if positive OCRs significantly differed from negative and mixed OCRs. From the post-hoc
Tukey HSD analysis, it was found that there was a significant difference between negative
reviews (M = 2.82, SD = 1.42) and positive reviews (M = 4.43, SD = 1.12), with p <.001.

However, no significant difference was noted between mixed reviews and positive reviews.
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Since there was still a significant effect from the type of valence on purchase
intention, a Hayes process v4.0 test was carried out to observe if review credibility had a
significant impact on this relationship. The type of valence and review credibility were used
as nominal variables in this analysis to distinguish between levels of review credibility and
OCRs with a positive valence and a negative or mixed valence. Based on the median of
review credibility, the limit value between a low and high level of this variable was set to 5.0.

From the output of this analysis, it was noted that valence did not have a significant

impact on purchase intention. Also, it was observed that a high level of review credibility did

5,00
4,50
4,00
3,50
3,00
2,50
2,00
1,50
1,00

High review credibility
------ Low review credibility

Purchase intention

Negative and Mixed Positive Valence
Valence

Type of valence

Figure 6.

The moderating effect of review credibility from OCRs with a positive valence on
purchase intention

not have a significant on purchase intention. However, with b = .25, S.E. = .13, {(3, 218) =
2,14 and p = .043, a significant interaction effect between OCRs with a positive valence and
review credibility on purchase intention was observed. This means that review credibility
moderated the positive effect of positive reviews on purchase intention. Therefore, enough
evidence was found to support hypothesis 7. In figure 6, the interaction effect is visualized.
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Table 6

Overview of the results of the tested hypotheses

No Hypothesis Outcome

H1 Reading third-party reviews lead to higher (A) product attitude, (B)
brand favourability, (C) review usefulness and (D) review Not supported
credibility compared to reading first-party reviews or testimonials.

Ho Positive reviews lead to (A) higher product attitude and (B) higher
brand favourability compared to mixed reviews and negative Partly supported
reviews.

H3 A set of positive reviews and a set of negative reviews are
perceived as more useful compared to a mixed set of positive and Partly supported
negative reviews.

Ha A mixed set of positive and negative reviews are perceived as more _
credible than a set of positive reviews and a set of negative reviews. Undermined

supported
H5 Purchase intention is positively related by (A) product attitude, (B)
brand favourability, (C) review usefulness and (D) review Partly supported
credibility.
H6 If there is a significant effect of the type of valence on purchase

intention, this effect will be mediated by (A) brand favourability Supported
and (B) review usefulness.

H7 The effect of positive reviews on purchase intention will be
stronger if the review credibility is high. Supported

4.3. Additional analyses

In addition to the hypotheses testing, additional analyses were conducted. First, trust
was used as a control variable. The limit value that determines whether someone had a low or
high level of trust in the organisation was set at 5.0, as this was the median of the value with
regard to trust. In total, 114 participants were categorized as having a level of low trust
towards the review platform and 108 participants were categorized as having a high trust
towards the review platform. Lastly, the participants' reading time with regard to the stimuli
page was also analysed. This was investigated to find out if participants who read the stimuli
page relatively quick, also had difficulties answering on which platform the OCRs were
presented. For measuring the additional research topics, in both cases, a two-sample t-test

was executed,

4.3.1. Trust as a control variable

In this study, trust was used as a control variable. A two-sample t-test was executed to
find out if trust had a significant impact on review credibility. With t(220) =-5.96, p <.001, a
significant effect of trust on review credibility was observed. To analyse the effect size of

trust on review credibility, a linear regression analysis was executed. With b = .37, t(1, 220) =
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5.96 and p < .001, a positive relation between trust and review credibility was observed.
With the result of these statistics, evidence was found that trust had a significant, positive
impact on review credibility and that trust towards the review platform was important in

developing credibility towards a set of OCRs.

4.3.2. Participants and the reading time of the OCRs

In addition to the analysis of trust as a control variable, there was investigated how
long the participants looked at the stimulus of the OCRs before answering the questions. This
data can be seen in table 6. On average, the participants took 48.55 (SD = 190.23) seconds to
read the OCRs from the stimuli, before answering the questions. From the data in table 7, it
was observed that the third-party reviews were viewed longer on average compared to the
first-party reviews. An important note to this observation is that one respondent, who viewed
a mixed set of OCRs on the Tweakers page, took much longer to analyse the review compared
to other participants. Because this respondent took 2775 seconds (more than 45 minutes), this
stimulus also had the highest SD, which is 478.61.

It was found that 49 participants (22.1%) did not know on which platform the OCRs
were placed. To find out if there was a significant difference in the duration time of reading
the OCRs and knowing on which platform the OCRs were placed, a two-sample t-test was

executed. From this test, no significant difference was observed between these groups.

Table 7

An overview of the length of reading the OCRs per condition
Type of OCR  Type of Valence N Mdn M SD
First-party Negative 29 17.36 31.25 33.71
First-party Mixed 34 23.26 35.21 31.07
First-party Positive 34 18.10 29.53 23.07
Third-party Negative 31 18.27 31.55 26.15
Third-party Mixed 34 17.71 115.07 478.61
Third-party Positive 33 16.16 42.45 50.58
Testimonial Positive 27 24.78 54.98 107.65
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4.4. Empirical model
Based on the results of the online experiment and the outcome of the hypotheses, the
conceptual model is optimized. This empirical model is visible in figure 7.

Type of OCR

1. First-party review 4 tud
2. Third-party review IBL product attitude
3. Consumer testimonials Hsa4 p=36
H5b
Brand favourability Hbad p- 78
Purchase intention
Review usefulness Hsc =26
Hba4p =.78
H5d,
HT +
Review valence Review credibility weeeserannanees ) No significant effect

. ) Significant effect
1. Negative

2. Posttive and negative
3. Positive

Figure 7.

Empirical model
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5. Discussion
This research aimed to measure the effect of different types of OCR and different
types of valences on multiple variables in the online decision-making process, which are JBL
product attitude, brand favourability, review usefulness, review credibility and purchase
intention. Multiple hypotheses are supported. However, several hypotheses are partly,
undermined or even not supported. In this section, the results of this research are reflected in
detail.

5.1. Discussion of the results

As it was expected that reading third-party reviews lead to a higher JBL product
attitude and brand favourability, from the results, it was observed that the type of OCR did not
have a significant effect on JBL product attitude and brand favourability. A possible reason
for this is that with regard to the type of OCR, no account has been taken of the difference in
presentation options of OCRs between first-party reviews and third-party reviews. In the
online experiment, the differences in the visualization of the stimuli between first-party
reviews and third-party reviews were minimized. As a result, the less limited role of the
online retailer of first-party reviews compared to independent third-party reviews that use
writing guidelines has not been taken into account. This could be a reason for similar results
and therefore a non-significant effect of the type of OCR on JBL product attitude and brand
favourability (Mudambi & Schuff, 2010).

Also, from the results, it was noted that the type of OCR did not have a significant
impact on review usefulness. A possible explanation for this could lie in addition to the
findings of Mudambi & Schuff (2010) and the minimal difference in the order of OCRs. This
is because it has been found that the order of reviews has a determining effect on the
information assessment and therefore also on the usefulness of a set of reviews (Coker, 2012).
Therefore, the results in review usefulness are similar and no significant differences were
found.

Another possible explanation why no significant difference between these types of
reviews were found may lie in the finding that, compared to first-party and third-party
reviews, also customer testimonials can be perceived as credible, as the reviews were
perceived as trustworthy, attractive and from people who know what they are talking about.
As a result, the reader could have thought that the content of the customer testimonials is
written by someone who is experienced and can therefore also be seen as an expert with

regard to the reviewed product (Seiler & Kucza, 2017).
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The results of the online experiment showed that the type of valence had an important
impact on JBL product attitude. Therefore, hypothesis 2a was supported. However, the same
results did not support hypothesis 2b, which states that positive reviews lead to a higher brand
favourability. Therefore, this result is not in line with findings from previous studies of
Ballantine & Au Yeung (2015) and Forman et al. (2008).

A possible explanation for this could lie in the order direction of the reviews. Coker
(2012) found that online hotel reviews that are ordered from negative above to positive led to
are less positive evaluated by online consumers compared to reviews that are ordered from
positive to negative. A reason for this is that the negative reviews are read first by the
consumer. Since these were placed on top of the website, the negative reviews had a dominant
position on the website. This led to a less positive evaluation of the brand, compared to
reviews that are ordered from positive above to negative. In the online experiment of this
study, the most positive review was not placed at the top in any of the conditions. As a result,
the participant might have developed a less positive attitude than when the most positive OCR
was at the top of the website page.

Hypothesis 3 was partly supported, as it was found that only a set of OCRs with a
positive valence had a higher level of review usefulness compared to a mixed set of reviews.
A possible reason why negative reviews do not lead to higher review usefulness compared to
OCRs with a mixed valence of positive and negative reviews is that the negative reviews do
not help to achieve the intended goal of the consumer, which is to buy the specific product.
However, it is possible that the online consumer has received more clarity as a result of the
reviews. In this way, the negative reviews could have contributed to the online decision-
making process, albeit that the online consumer does not buy the product because of this. In
addition to this possible explanation, the study of Jia & Liu (2018) suggests that the effect of
review usefulness is largely limited when reviews are negative. However, review usefulness
still does play a determinant role in buying behaviour.

Contrary to the statement of hypothesis 4, the results of the study showed that a set of
positive reviews and a set with negative reviews were perceived as more credible than a
mixed set of positive and negative reviews. A possible explanation may lie in the support of
the reviews that have the same valence, reinforce each other in messaging the type of content
of the experience good. This makes the set of reviews may be perceived as more credible. Qiu
et al. (2012), observed that contradictory assessment of reviews in a concise, quantitative

manner, for example by providing ratings and numbers, significantly reduces the credibility of
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the review. This is because a number of conflicting reviews with quantitative elements
negatively affects the product-related elements of the online review (Qiu et al., 2012).

The findings from the study of Kusumasondjaja et al (2012) show that negative
reviews are perceived as more credible compared to positive reviews. An explanation for this
is that negative information from a review has a stronger effect on consumers perception of
review credibility compared to positive information. In addition, it is also found that the
credibility of OCRs can be damaged if there are only positive reviews visible in a set of OCRs
(Doh & Hwang, 2009).

Based on this discussion, it can be concluded that valence has an impact on the online
decision-making process as it significantly affects JBL product attitude, review usefulness and
review credibility. Although it plays an important role in these different variables, there is a
clear difference in the type of valence and the outcome of one of the variables.

Research sub-question 1, which involved the interaction between the type of OCR and
the type of valence, could be answered. The results of the online experiment showed that an
interaction between type of valence and type of OCR had a significant effect on brand
favourability. This is remarkable since brand favourability is the only variable where a
significant interaction effect was found, whereas brand favourability is also the only variable
on which the type of OCR and type of valence had no significant effect on.

A possible explanation for this result could be that in combination with the type of
OCR, the type of valence has a reinforcing effect on brand favourability. This is in line with
the finding that positive WOM will strengthen and negative WOM will weaken brand
favourability (Park in Jia, 2016). An explanation why the combination of customer
testimonials and a positive valence works best in reaching brand favourability is that in the
online experiment, no customer testimonials with a mixed or negative valence were used. This
resulted in a higher average for customer testimonials in terms of brand favourability,
compared to first-party reviews and third-party reviews.

From the results of the online experiment, it is noticed that JBL product attitude and
review usefulness have a significant and positive impact on purchase intention. Of these two
variables, JBL product attitude has the strongest impact on purchase intention. Therefore, the
hypotheses related to these variables are in line with prior research. However, no support has
been found to state that brand favourability and review credibility have a significant impact
on purchase intention. A possible argumentation for review credibility could be that this
variable no longer forms an important element in the formation of an attitude or intention,

especially when the valence is negative, as the information from an OCR is already perceived
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as believed by the reader, whether the valence is positive, negative or mixed (Weitzl et al.,
2016). In line with this finding, it is found that review credibility has an important impact in
moderating the effect of only positive OCRs on purchase intention. Therefore, hypothesis 6 is
supported.

Also, based on the results of this study, sufficient evidence was found to support the
mediation hypotheses 6a and 6b, which stated that both brand favourability and review
usefulness mediate the effect of the type of valence on purchase intention. As both variables
are important elements in the online decision-making process and are predictors of purchase
intention, both results are in line with prior research.

Lastly, based on the results from the additional analyses, it was found that trust has a
positive effect on developing review credibility. A possible explanation for this is that the
organisations of the review platforms were already known to the participants, since JBL and
Tweakers also exist in real life. Because participants already had a certain perception of the
company, this can influence the trust and thus the credibility in the organisation. Combined
with the finding that trust is a success factor in perceiving review credibility (Ballantine and
Au Yeung, 2015), this can lead to higher credibility of the reviews. Via hypothesis 7, it was
found that the effect of positive reviews on purchase intention is stronger if the review
credibility is high. This indicates that trust is an important phenomenon in the online decision-
making process.

5.2. Future research directions

When analysing this study, it become clear that the online experiment has faced
multiple limitations to some degree. In this section, these limitations will be appointed and
discussed in detail. Also, partly based on these limitations, multiple recommendations for
future research are appointed. Therefore, this section will also take a closer look at the
solutions that can ensure that comparative studies are able to be performed under optimal
conditions in the future.

First, the generalizability of the result from this online experiment can be questioned.
Although there are several niche categories within non-perishable experience goods, this
research focused on just one type of product. The scale of this study is too small to conclude
the results of this study for other types of non-perishable experience goods categories.
Therefore, it is advised to use larger sample sizes and multiple products from different non-
perishable experience goods categories in future research. A more generalizable study should

also take into account the sampling method, the methodology of the questions and the frames
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in which the reviews are shown. As a result, the number of limitations in future research is
minimized and more insight is gained into the effect of OCRs on the online decision-making
process of non-perishable experience goods.

Another limitation is related to the sampling method of this study. Due to selecting the
convenience sampling method and the snowball sampling method, the participants of the
online experiment may not be representative of the population. A solution for solving this
limitation in future research would be to select a true random sampling method. Based on
demographic variables, it was known that the distribution of age is quite skewed. More than
97% of the participants were under the age of 42. The majority of the participants are
therefore relatively young. The proportion of people older than 34 years is therefore relatively
small. Moreover, this target group has also started buying products online more and more in
recent years (Centraal Bureau voor de Statistiek, 2018). Therefore, as it is interesting how
this target group responds different towards sets of OCRs, it is recommended to apply a true
random sampling method in the future.

The similar designs of the stimuli formed a limitation in measuring the impact of the
type of OCR on the dependent variables The flexibility in which online retailers can present
their OCRs on their media platforms, such as the website, has not been taken into account
during this research. Due to that the designs of the stimuli in first-party reviews were aligned
with those of independent third-party reviews, where there are guidelines regarding the
presentation of reviews, the results of first-party reviews may not reflect a realistic view of
first-party reviews in reality. The influence of online retailers in presenting first-party reviews
on their websites has not been taken into account in the online experiment. Applying this
influence can lead to new, significant results that provide more insight into the effect of the
type of OCR on the online decision-making process. Therefore, a suggestion for future
research is to take into account the less limited presentation possibilities in first-party reviews,
compared to third-party reviews.

Another suggestion regarding the improvement of the presentation of OCRs relates to
the type of device. In this study, the reviews are tailored to desktop devices. However, it was
also possible to participate the study via telephone or tablet. However, the stimuli are turned
into the design of a desktop. A suggestion for research in the future is to tailor the stimuli to
the device in which the respondent is participating, so that 'real-life' experiences while
reading a set of OCRs can be guaranteed.

Next, a limitation that occurred during this study relates to the images that are shown

in the stimuli. During the experiment, all respondents received equal instructions about being
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able to read the OCRs easily. However, due to these extra actions, the reader may have read
over this and have not been able to read the OCRs optimally, which means that the reader has
not been able to get a complete picture of the reviews. Table 7, which describes the average
reading time of the participants per condition, shows that OCRs of first-party reviews are read
shorter on average than third-party reviews. In addition, it can also be noted that testimonials
are on average read longer than third-party reviews. A possible solution to this is to set up
another research platform in the future where it is easy to see the image enlarged or to develop
stimuli that fit in the frame of Qualtrics. Another possibility is to show fewer reviews in a set
in the future, which creates more space to optimally display stimuli to the reader.

Another limitation is that compared to the reviews, measuring the dependent variables
via the testimonial stimuli is less rigid as the testimonials did not include star ratings or
grades. Because no guantitative elements were developed for this stimulus, the reader had to
process relatively more text to focus on the content. This compared to a participant who read a
set of first-party reviews or third-party reviews, where the reader could also rely on
quantitative elements, such as the star ratings and grades. A possible solution to this is to have
both these types investigated in a separate experiment.

The fact that no insight was obtained into how the participants viewed the reviews,
forms a limitation. For example, it may be the case that someone has only looked at the few
positives with a set of positive reviews, or that someone has only looked at a set of negative
reviews. In addition, only stars and ratings may have been looked at instead of the text. More
insight can be obtained by researching this. A suggestion for future research is to implement
eye-tracking in combination with reading the OCRs. This can be applied via the webcam of a
laptop or a selfie camera of a phone or tablet.

Based on the descriptive statistics of the additional analyses, it is known that a lot of
participants relatively quickly read the stimuli, in which it could be hard to know what the
actual content type is. This resulted in 47 participants (22.1%) who did not remember on
which platform the set of OCRs was posted or thought the sets of reviews were posted on the
other review platform that they just saw. That is why it is important to make participants
aware of the instructions to read reviews properly. An important innovation that could be
implemented in this research field is the presentation of the sets of OCRs. In the future, for
example, one could use a short instructional video in which the observation of the reviews and
the process is discussed, to minimize the number of errors.

Another innovation in future research could be to combine the OCRs with interaction

from other customers. This interaction manifests itself in the form of likes and reactions to a
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review. As it has been found that positive reactions to OCRs have a greater impact on the
product attitude, it is interesting how this relates to other variables that are important in the
online consumer decision-making process, such as review credibility and brand favourability.
Because there is no insight into which parts have been viewed the most by the participants
when reading a set of OCRs, an interesting question arises as to which parts of an OCR
influence different behavioural variables. A suggestion for this is the application of
technology such as eye-tracking when reading sets of OCRs.

Lastly, a recommendation for future research is to apply semi-structured interviews
with regard to this research topic. The effect of different types of valences in OCRs towards
behavioural intentions has been confirmed by several studies, such as the study of Doh &
Hwang (2009) and Mafael et al. (2016). However, these types of studies gain often
quantitative data without deep, clarifying explanations. By conducting interviews with the
participants, the route that participants follow during the online decision-making process can
also be mapped. However, when applying qualitative research, it may be hard to measure the
less conscious types of behaviours. Therefore, it will be necessary to take into account how
questions regarding brand favourability, JBL product attitude, review usefulness, etc. are

asked and measured.

5.3. Theoretical implication

The results of this study demonstrate that the type of OCRs does not have a significant
impact on the online decision-making process. The results do not build on the findings of
Mudambi & Schuff (2010). An important caveat here is that OCRs from first-party reviews
and third-party reviews have minimal differences in the way the OCRs in both review
platforms were designed. Therefore, recommendations for future research can be combined
with new research related to this topic. For example, the descriptive statistics and differences
of this research can be compared with studies that apply recommendations for future research.

Based on several articles and studies, it was expected that the type of valence has a
significant impact on multiple behavioural variables, such as JBL product attitude (Weitzl et
al., 2016), brand favourability (Ballantine & Au Yeung, 2015; Kudeshia & Kumar, 2017),
review usefulness (Purnawirawan et al., 2012) and review credibility (Ballantine & Au
Yeung; Qiu et al., 2012). This study shows that the type of valence has a significant impact on
various behavioural variables, although some of the hypotheses are supported partly,
undermined or not. As discussed in the section of future research directions, the way the

reviews are presented to the participant may be a cause for these results and the time in which
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the participants look at the OCRs. Therefore, to substantiate the findings, researchers need to
develop varied sequences of valences in stimuli.

Researchers and academic institutions should use the results and feedback of this
research to investigate how different types of OCRs can distinguish themselves more clearly
with regard to different behavioural variables and experience goods. Investing in this research
topic is of added value since this study showed that multiple behavioural variables, such as
JBL Product attitude, brand favourability and review usefulness, are important indicators of
purchase intention. It is interesting to elaborate on the results of this study and to target a
study using other instruments, such as applying quantitative research eye-tracking and
interviews.

Next to purchase intention, it is also interesting for this research area to examine the
effects of the type of valence and the type of OCR on the long-term intentions of consumers.
This is because it has been shown that some variables from the online decision-making
process, such as brand favourability, have a positive effect on consumer loyalty (CW Lok et
al., 2012).

5.4. Practical implications

In addition to the suggestions for future research purposes, based on the results and
additional information, practical recommendations are developed. These practical
recommendations are related to communication, online review policies and the e-commerce
purposes of online retailers that sell non-perishable experience goods. This section takes a
closer look to the proposed advice.

Although there are no significant differences found between the types of OCR, based
on the descriptive results of this study, it is advised for online retailers to implement third-
party reviews, if the selling company aims to maximize the input of positive reviews and to
stimulate purchase intention. Online retailers can do this by creating profiles on third-party
review platforms and referring to the relevant review platform in customer communications
such as mail or folders. An important caveat is that this is only useful in combination with
positive valence. With regard to this valence, the average descriptive value for purchase
intention in third-party reviews is the highest of all.

This aim of the selling retailer may also be achieved if the online retailer automatically
sorts the first-party reviews from most positive to most negative. This is a bit trickier when
using customer testimonials, as there are no quantitative elements that could easily distinguish

the ratings from each other. This makes that measuring from positive to negative may be a
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little more difficult. However, by applying this advice, online consumers will see directly the
most positive reviews. This has a positive influence on the usefulness of the review, which in
itself is a positive predictor of purchase intention.

In addition to the use of the use of customer testimonials, it was observed that the
interaction effect between the type of valence and the type of OCRs has a significant, positive
effect on brand favourability. The combination of customer testimonials and positive
testimonials works best for achieving brand favourability. Since brand favourability mediates
in the effect of type of valence on purchase intention, it is also advised to use online retailers
to publish positive testimonials.

If the goal of the online retailer is to create, prompt or maintain review credibility
from its website visitors, it is advised to present some negative reviews among the positive
reviews. The implementation of this can be applied to both first-party reviews and third-party
reviews. This is because the analysis of the study showed that negative reviews have a
positive impact on review credibility. In addition, the study by Doh & Hwang (2009). found
that only positive reviews have a negative effect on review credibility.

Since the values for a set of first-party reviews and a set of third-party reviews with a
mixed valence and with a negative valence are both close to each other and no significant
differences were found, no adequate recommendations can be made for this valence.
Additional research with regard to the type of OCRs in combination with a mixed valence

could be of added value to make more concrete recommendations.
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6. Conclusion

The aim of this research was to gain unambiguous insight into the effect of different
sets of OCRs on the online-decision-making process concerning experience goods. Therefore,

the following research questions were formulated:

1. To what extent do different sets of OCRs have an effect on the decision-making

process of online consumers?

2. To what extent does the interaction between the types of OCRs and the types of

valences influence the online decision-making process?

From the gathered results of this study, it can be concluded that the type of OCR does
not have a significant impact on the decision-making process of online consumers. Also, it
can be concluded that the type of valence plays an important role in the decision-making
process of online consumers that purchase experience goods. However, the direction of the
effect of the type of valence on the variables of the online decision-making process, differs
per variable. Also, it can be concluded that the interaction effect between the type of OCR and
the type of valence partly plays an important role in the online decision-making process as it
has a positive effect on brand favourability.

Furthermore, it could be concluded that multiple behavioural variables in the online
decision-making process are important in developing purchase intention, since JBL product
attitude and review usefulness are both important predictors of this variable. Especially since
it was found that brand favourability and review usefulness moderate the effect of valence on
purchase intention and review credibility positively moderates the effect of positive OCRs on
purchase intention.

These effects show that the different sets of OCRs have an important effect on the
online decision-making process to some extent. Also, it can be concluded that the interaction
between the type of OCR and type of valence is to a limited extent. Since the limited
knowledge about the type of OCR regarding the online decision-making process and the
results of this study, no unambiguous insight of the type of OCR is gained. Research into the
effect of the type of OCR on different variables in the online decision-making process is

advised. In the future, this can be expanded via different means.

48



References

Ballantine, P. W., & Au Yeung, C. (2015). The effects of review valence in organic versus
sponsored blog sites on perceived credibility, brand attitude, and behavioural
intentions. Marketing Intelligence & Planning, 33(4), 508-521.
https://doi.org/10.1108/mip-03-2014-0044

Beck, J. (2007). The sales effect of word of mouth: a model for creative goods and estimates
for novels. Journal of Cultural Economics, 31(1), 5-23.
https://doi.org/10.1007/s10824-006-9029-0

Beneke, J., de Sousa, S., Mbuyu, M., & Wickham, B. (2015). The effect of negative online
customer reviews on brand equity and purchase intention of consumer electronics in
South Africa. The International Review of Retail, Distribution and Consumer
Research, 26(2), 171-201. https://doi.org/10.1080/09593969.2015.1068828

Boer, A. N. (2021, July). What you see is what you get: The effect of image style and typing
errors of online hotel reviews on purchase intention, helpfulness and trust. University
of Twente.

Cao, H. (2020). Online review manipulation by asymmetrical firms: Is a firm’s manipulation
of online reviews always detrimental to its competitor? Information & Management,
57(6), 103244. https://doi.org/10.1016/].im.2019.103244

Casalo, L. V., Flavian, C., Guinaliu, M., & Ekinci, Y. (2015). Avoiding the dark side of
positive online consumer reviews: Enhancing reviews’ usefulness for high risk-averse
travelers. Journal of Business Research, 68(9), 1829-1835.
https://doi.org/10.1016/j.jbusres.2015.01.010

Centraal Bureau voor de Statistiek. (2021, January 20). Ondanks corona 68 duizend bedrijven
erbij in 2020. https://www.cbs.nl/nl-nl/nieuws/2021/03/ondanks-corona-68-duizend-

bedrijven-erbij-in-2020

49



Centraal Bureau voor de Statistiek. (2018, December 20). Ouderen kopen vaker online.
Retrieved 24 October 2021, from https://www.cbs.nl/nl-nl/nieuws/2018/51/ouderen-
kopen-vaker-online

Chen, L., Shen, B., & Li, Q. (2015). Reviews on third-party website and e-Commerce
overseas expansion strategy. 2015 IEEE International Conference on Industrial
Engineering and Engineering Management (IEEM), 1835-1839.
https://doi.org/10.1109/ieem.2015.7385965

Cheung, C. M. Y., Sia, C. L., & Kuan, K. K. Y. (2012). Is this review believable? A study of
factors affecting the credibility of online consumer reviews from an ELM Perspective.
Journal of the Association for Information Systems, 13(8), 618-335.
https://doi.org/10.17705/1JA1S.00305

Cheung, M. Y., Luo, C., Sia, C. L., & Chen, H. (2009). Credibility of electronic Word-of-
Mouth: Informational and normative determinants of on-line consumer
recommendations. International Journal of Electronic Commerce, 13(4), 9-38.
https://doi.org/10.2753/jec1086-4415130402

Chevalier, J. A., & Mayzlin, D. (2006). The effect of word of mouth on sales: Online book
reviews. Journal of Marketing Research, 43(3), 345-354.
https://doi.org/10.1509/jmkr.43.3.345

Choi, N., Vu, T., & Nguyen, Q. (2019). Effects of green Self-Expressive motive and fit on
intent to purchase bundle product with green premium. Journal of Distribution
Science, 17(9), 57-66. https://doi.org/10.15722/jds.17.09.201909.57

Coker, B. L. (2012). Seeking the opinions of others online: Evidence of evaluation overshoot.
Journal of Economic Psychology, 33(6), 1033-1042.

https://doi.org/10.1016/j.joep.2012.06.005

50



Colvin, D. A. (2013). Effect of social media as measured by the dispersion of electronic word-
of-mouth on the sales success of experience goods: An empirical study of Kindle book
sales. Anderson University. ProQuest Dissertations Publishing, 1-24.
https://www.proquest.com/openview/bb56e118d3c4f8d48ab6e31a6c60c5ea/1?pg-
origsite=gscholar&cbl=18750

CW Lok, P., TP Cheng, V., Rhode, J. H., & Asano, G. (2012). The relationship between
brand trust, online customer reviews and willingness to purchase. Journal of
Consumption Culture, 1-21.
https://ses.library.usyd.edu.au/bitstream/handle/2123/19296/ITLS-WP-12-
08.pdf?sequence=1&isAllowed=y

Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of Price, Brand, and Store
Information on Buyers’ Product Evaluations. Journal of Marketing Research, 28(3),
307. https://doi.org/10.2307/3172866

Doh, S. J., & Hwang, J. S. (2009). How Consumers Evaluate eWOM (Electronic Word-of-
Mouth) Messages. CyberPsychology & Behavior, 12(2), 193-197.
https://doi.org/10.1089/cpb.2008.0109

Du, X., Zhao, Z., & Cui, X. (2015). The effect of review valence, new product types and
regulatory focus on new product online review usefulness. Acta Psychologica Sinica,
47(4), 555-568. https://doi.org/10.3724/sp.j.1041.2015.00555

East, R., Hammond, K., & Lomax, W. (2008). Measuring the impact of positive and negative
word of mouth on brand purchase probability. International Journal of Research in
Marketing, 25(3), 215-224. https://doi.org/10.1016/j.ijresmar.2008.04.001

Forman, C., Ghose, A., & Wiesenfeld, B. (2008). Examining the relationship between reviews
and sales: The role of reviewer identity disclosure in electronic markets. SSRN

Electronic Journal, 19(3), 291-313. https://doi.org/10.2139/ssrn.1026893

51



Fortes, J. (2019, July 10). Waarom zijn reviews zo belangrijk? Feedback Company.
https://www.feedbackcompany.com/nl-nl/blog/waarom-zijn-reviews-zo-belangrijk/

Hao Suan Samuel, L., Balaji, M. S., & Kok Wei, K. (2015). An Investigation of Online
Shopping Experience on Trust and Behavioral Intentions. Journal of Internet
Commerce, 14(2), 233-254. https://doi.org/10.1080/15332861.2015.1028250

Hassenzahl, M. (2018). The thing and I: Understanding the relationship between user and
product. Human—-Computer Interaction Series, 301-313. https://doi.org/10.1007/978-
3-319-68213-6_19

Ho-Dac, N. N., Carson, S. J., & Moore, W. L. (2013). The effects of positive and negative
online customer reviews: Do brand strength and category maturity matter? Journal of
Marketing, 77(6), 37-53. https://doi.org/10.1509/jm.11.0011

Hong, S., & Park, H. S. (2012). Computer-mediated persuasion in online reviews: Statistical
versus narrative evidence. Computers in Human Behavior, 28(3), 906-919.
https://doi.org/10.1016/j.chb.2011.12.011

Hong, Y. K., & Pavlou, P. A. (2014). Product fit uncertainty in online markets: Nature,
effects, and antecedents. Information Systems Research, 25(2), 328-344.
https://doi.org/10.1287/isre.2014.0520

Hossain, S., & Yahya, S. B. (2017). The analysis of islamic banks websites and reports
regarding the effectiveness of their corporate citizenship and community development.
Global Business and Management Research: An International Journal, 9(4), 1-474.
https://www.researchgate.net/profile/Shehnaz-
Tehseen/publication/321705872_Determinants_of Future Entrepreneurship_and_Entr
epreneurial _Intention/links/5a2bef

Hsu, C. L., Yu, L. C., & Chang, K. C. (2017). Exploring the effects of online customer

reviews, regulatory focus, and product type on purchase intention: Perceived justice as

52



a moderator. Computers in Human Behavior, 69, 335-346.
https://doi.org/10.1016/j.chb.2016.12.056

Huang, P., & Yao, C. (2017). Effects of Placement Marketing on Product Attitude and
Purchase Intention in Traditional Industry. EURASIA Journal of Mathematics, Science
and Technology Education, 13(12). https://doi.org/10.12973/ejmste/78701

Hung, K. H., & Li, S. Y. (2007). The influence of eWOM on virtual consumer communities:
Social capital, consumer learning, and behavioral outcomes. Journal of Advertising
Research, 47(4), 485-495. https://doi.org/10.2501/s002184990707050x

Jia, X. (2016, August). How e-wom influences consumer behavior in an omni-channel retailer
environment: A brand attitude moderated model. University of Kent
https://etd.ohiolink.edu/apexprod/rws_etd/send_file/send?accession=kent1469278764
&disposition=inline

Jia, Y., & Liu, I. L. (2018). Do consumers always follow “useful” reviews? The interaction
effect of review valence and review usefulness on consumers’ purchase decisions.
Journal of the Association for Information Science and Technology, 69(11), 1304—
1317. https://doi.org/10.1002/asi.24050

Jourdan, P. (2000). Search or experience products: An empirical investigation of services,
durable and Non-Durable goods. Asia Pacific Advances in Consumer Research, Sous
La Direction de P.Tidwell, 167-162. https://hal.archives-ouvertes.fr/hal-
01134383/document

Klein, L. R. (1998). Evaluating the potential of interactive media through a new lens: Search
versus experience goods. Journal of Business Research, 41(3), 195-203.
https://doi.org/10.1016/50148-2963(97)00062-3

Komiak, S. X., & Benbasat, I. (2004). Understanding customer trust in Agent-Mediated

electronic commerce, Web-Mediated electronic commerce, and traditional commerce.

53



Information Technology and Management, 5(1/2), 181-207.
https://doi.org/10.1023/b:item.0000008081.55563.d4

Kudeshia, C., & Kumar, A. (2017). Social eWOM: Does it affect the brand attitude and
purchase intention of brands? Management Research Review, 40(3), 310-330.
https://doi.org/10.1108/mrr-07-2015-0161

Kusumasondjaja, S., Shanka, T., & Marchegiani, C. (2012). Credibility of online reviews and
initial trust. Journal of Vacation Marketing, 18(3), 185-195.
https://doi.org/10.1177/1356766712449365

Lee, E. B, Lege, S. G., & Yang, C. G. (2017). The influences of advertisement attitude and
brand attitude on purchase intention of smartphone advertising. Industrial
Management & Data Systems, 117(6), 1011-1036. https://doi.org/10.1108/imds-06-
2016-0229

Lee, E. J., & Shin, S. Y. (2014). When do consumers buy online product reviews? Effects of
review quality, product type, and reviewer’s photo. Computers in Human Behavior,
31, 356-366. https://doi.org/10.1016/j.chb.2013.10.050

Lee, J., Park, D. H., & Han, I. (2008). The effect of negative online consumer reviews on
product attitude: An information processing view. Electronic Commerce Research and
Applications, 7(3), 341-352. https://doi.org/10.1016/j.elerap.2007.05.004

Leeuwen, Q. S. (2020, November 5). Consumenten op hun hoede, 87% reviewlezers probeert
nep van echt te onderscheiden. Capterra.
https://www.capterra.nl/blog/1789/consumenten-proberen-echte-online-reviews-van-
nepreviews-onderscheiden

Lim, Y. J., Osman, A., Salahuddin, S. N., Romle, A. R., & Abdullah, S. (2016). Factors

Influencing Online Shopping Behavior: The Mediating Role of Purchase Intention.

54



Procedia Economics and Finance, 35, 401-410. https://doi.org/10.1016/s2212-
5671(16)00050-2

Liu, F., Xiao, B., & Cheung, C. M. K. (2015). Realizing your wishes: Alleviating online
shopping hesitation via peer consumer review in social shopping context.
International Conference on Information Systems, 36, 1-11.
https://core.ac.uk/download/pdf/301367391.pdf

Luo, H. (2020). A review of research on identification of false reviews in E-Commerce. J.
Management and Humanity Research, 3, 9-15.
https://doi.org/10.22457/jmhr.v03a02102

MacKenzie, S. B., & Lutz, R. J. (1989). An Empirical Examination of the Structural
Antecedents of Attitude toward the Ad in an Advertising Pretesting Context. Journal
of Marketing, 53(2), 48-65. https://doi.org/10.1177/002224298905300204

Mafael, A., Gottschalk, S. A., & Kreis, H. (2016). Examining biased assimilation of brand-
related online reviews. Journal of Interactive Marketing, 36, 91-106.
https://doi.org/10.1016/j.intmar.2016.06.002

Mayzlin, D., Dover, Y., & Chevalier, J. (2014). Promotional reviews: An empirical
investigation of online review manipulation. American Economic Review, 104(8),
2421-2455. https://doi.org/10.1257/aer.104.8.2421

Mudambi, S. M., & Schuff, D. (2010). Research note: What makes a helpful online review? A
study of customer reviews on Amazon.com. MIS Quarterly, 34(1), 185.
https://doi.org/10.2307/20721420

Oraedu, C., 1zogo, E. E., Nnabuko, J., & Ogba, I. E. (2020). Understanding electronic and
face-to-face word-of-mouth influencers: an emerging market perspective.
Management Research Review, 44(1), 112-132. https://doi.org/10.1108/mrr-02-2020-

0066

55



Park, C., & Lee, T. M. (2009). Information direction, website reputation and eWOM effect: A
moderating role of product type. Journal of Business Research, 62(1), 61-67.
https://doi.org/10.1016/j.jbusres.2007.11.017

Purnawirawan, N., de Pelsmacker, P., & Dens, N. (2012). Balance and sequence in online
reviews: How perceived usefulness affects attitudes and intentions. Journal of
Interactive Marketing, 26(4), 244-255. https://doi.org/10.1016/j.intmar.2012.04.002

Qiu, L., Pang, J., & Lim, K. H. (2012). Effects of conflicting aggregated rating on eWOM
review credibility and diagnosticity: The moderating role of review valence. Decision
Support Systems, 54(1), 631-643. https://doi.org/10.1016/j.dss.2012.08.020

Rahayu, D., & Oktafani, F. (2021). The effect of online customer review on trust and its
impact on purchase intention in cinema films on subscribers of YouTube channel
review film cine crib. Proceedings of the 5th International Conference on Indonesian
Social and Political Enquiries, ICISPE 2020, 9-10 October 2020, Semarang,
Indonesia, 1-8. https://doi.org/10.4108/eai.9-10-2020.2304779

Reimer, T., & Benkenstein, M. (2016). When good WOM hurts and bad WOM gains: The
effect of untrustworthy online reviews. Journal of Business Research, 69(12), 5993
6001. https://doi.org/10.1016/j.jbusres.2016.05.014

Ruhamak, M. D., Vitasmoro, P., & Rahmadi, A. N. (2018). The influence of testimonial,
social media-based promotions and electronic word of mouth toward purchase
intention. Proceedings of the Annual Conference on Social Sciences and Humanities,
78-81. https://doi.org/10.5220/0007415600780081

Seiler, R., & Kucza, G. (2017). Source credibility model, source attractiveness model and
matchup-hypothesis — an integrated model. Journal of International Scientific

Publications, 11, 1-15.

56



https://digitalcollection.zhaw.ch/bitstream/11475/11165/2/SOURCE%20CREDIBILIT
Y%20MODEL_2017_SC1.1.pdf

Siegel, D. S., & Vitaliano, D. F. (2007). An empirical analysis of the strategic use of
corporate social responsibility. Journal of Economics & Management Strategy, 16(3),
773-792. https://doi.org/10.1111/j.1530-9134.2007.00157.x

Singh, J. P., Irani, S., Rana, N. P., Dwivedi, Y. K., Saumya, S., & Kumar Roy, P. (2017).
Predicting the “helpfulness” of online consumer reviews. Journal of Business
Research, 70, 346-355. https://doi.org/10.1016/j.jbusres.2016.08.008

Singh, S. N., & Cole, C. A. (1993). The Effects of Length, Content, and Repetition on
Television Commercial Effectiveness. Journal of Marketing Research, 30(1), 91-104.
https://doi.org/10.1177/002224379303000108

Spears, N., & Singh, S. N. (2004). Measuring attitude toward the brand and purchase
intentions. Journal of Current Issues & Research in Advertising, 26(2), 53-66.
https://doi.org/10.1080/10641734.2004.10505164

Spillinger, A., & Parush, A. (2012). The impact of testimonials on purchase intentions in a
mock e-commerce web site. Journal of Theoretical and Applied Electronic Commerce
Research, 7(1), 51-63. https://doi.org/10.4067/s0718-18762012000100005

Srarfi Tabbane, R. (2013). Impact of eWOM on the Tunisian consumer ’ s attitude towards
the product. Advances in Business-Related Scientific Research Conference 2013 in
Venice, 24, 1-12. https://d1wqtxtsixzle7.cloudfront.net/31101242/Impact_of eWOM-
with-cover-page-
v2.pdf?Expires=1638747589& Signature=QDkzXpJrTQcPKwdfyJJJZ1VFSSXXGRfuj
SQsBOSETaj9EAKVMab9rSil7sx8efP8lw7g8wqdT4tilu~VrxWyg-
QC5z9~GUdcaHI9GfItyLx1ZB5Ubqdtrkr XKWpaDocW9Pnch5~PB6CTelsGA0XRra

C8INE8SKLOL9zruZCuyfSt82ALdnaiBdfvT8KmoswS6X26jglViiUYyRiGicCM12TB

57



MCPBDiPym6l-70K~1DI6SmmSZPQcc2EZKhmCi-obUOn-
yzINztKGRBcr80d~c2GJKFUOCBEei83zxJyfrv5uCR1JVh4D2xmJAAEY sEkz9dSh8
0ZEhGhRQYHv6rOaPpPg__ &Key-Pair-1d=APKAJLOHF5GGSLRBV4ZA
Swan, J. E., Bowers, M. R., & Richardson, L. D. (1999). Customer Trust in the Salesperson.
Journal of Business Research, 44(2), 93-107. https://doi.org/10.1016/s0148-
2963(97)00244-0
Sweeney, J. C., Soutar, G. N., & Mazzarol, T. (2005). The differences between positive and
negative Word-of-Mouth: Emotion as a differentiator? ANZMAC 2005 Conference,
331-337. https://d1wqtxtslxzle7.cloudfront.net/30700548/3-Sweeney-with-cover-
page-v2.pdf?Expires=1628623910&Signature=YLSmMIOXONYE4-MYgWG-
TNg2CiHVfLSQz7jG48~AY zxHmM8wpiO9EZSFG5SM7hK2Zr70aa~0vB0soR6NfqOo0
SHO4ISHOISOPNEIWDjlleMtH~2K3WVCY AJuaXUUegXdjB~pYvnnSRICPKNJvq
Zh0jz9Cj2GrZSjNXiGzLgQ9VzeCIlgfIFEm9eZIw2WQ8QgNTg~RrYISfEbmDyvjMS
zy0D1tlgyE6Zs6cVOxeOUkXo02lk~mfvQc9th7elstNUhsSqlZjh7Epw8ZIGIEhAQIG
FRF7360cwDD~VESdAAM6PMPAMUTZUj-FrPg4dPEXLU-JIMT7HEPY09jYrZKT-6-
mAan8sg__ &Key-Pair-ld=APKAJLOHF5GGSLRBV4ZA
Thomas, M. J., Wirtz, B. D., & Weyerer, J. (2019). Determinants of online review credibility
and its impact on consumers’ purchase intention. Journal of Electronic Commerce
Research, 20(1), 1-20.
http://www.jecr.org/sites/default/files/2019vol20nol_Paperl.pdf
Tran, L. T. T. (2020). Online reviews and purchase intention: A cosmopolitanism perspective.
Tourism Management Perspectives, 35, 1-13.
https://doi.org/10.1016/j.tmp.2020.100722

Tweakers. (2021). Over Tweakers - Home. https://tweakers.net/info/over-tweakers/

58



Ventre, I., & Kolbe, D. (2020). The Impact of Perceived Usefulness of Online Reviews, Trust
and Perceived Risk on Online Purchase Intention in Emerging Markets: A Mexican
Perspective. Journal of International Consumer Marketing, 32(4), 287—-299.
https://doi.org/10.1080/08961530.2020.1712293

Vermeulen, I. E., & Seegers, D. (2009). Tried and tested: The impact of online hotel reviews
on consumer consideration. Tourism Management, 30(1), 123-127.
https://doi.org/10.1016/j.tourman.2008.04.008

Weathers, D., Sharma, S., & Wood, S. L. (2007). Effects of online communication practices
on consumer perceptions of performance uncertainty for search and experience goods.
Journal of Retailing, 83(4), 393-401. https://doi.org/10.1016/j.jretai.2007.03.009

Website360. (2020, October 23). What are First-Party reviews and why are they important?
https://www.websites360.com/blog/what-are-first-party-reviews-and-why-are-they-
important#:%7E:text=First%2Dparty%20reviews%20%2D%20User%20reviews,are%
20independent%200f%20the%20business.

Weitzl, W., Wolfsteiner, E., Einwiller, S., & Wagner, U. (2016). When credibility truly
matters online: Investigating the role of source credibility for the impact of customer
reviews. Advances in Consumer Research, 44, 353-358.
https://www.acrwebsite.org/volumes/v44/acr_vol44 1021518.pdf

Wentzel, D., Martin, B., Tomczak, T., & Henkel, S. (2007). The impact of susceptibility to
informational influence on the effectiveness of customer testimonials. European
Marketing Academy Conference, 36, 1-12.
https://eprints.qut.edu.au/28283/1/c28283.pdf

West, M. D. (1994). Validating a scale for the measurement of credibility: A covariance
structure modeling approach. Journalism Quarterly, 71(1), 159-168.

https://doi.org/10.1177/107769909407100115

59



Wu, K., Noorian, Z., Vassileva, J., & Adaji, I. (2015). How buyers perceive the credibility of
advisors in online marketplace: review balance, review count and misattribution.
Journal of Trust Management, 2(1). https://doi.org/10.1186/s40493-015-0013-5

Wu, L., Wang, Y., & Hsu, A. (2014). EWOM effects on Facebook. Pacific Asia Conference
on Information Systems (PACIS), 2014, 1-16.
https://core.ac.uk/download/pdf/301362717.pdf

Wu, Y., Ngai, E. W., Wu, P., & Wu, C. (2020). Fake online reviews: Literature review,
synthesis, and directions for future research. Decision Support Systems, 132, 1-15.
https://doi.org/10.1016/j.dss.2020.113280

Yousafzai, S. Y., Pallister, J. G., & Foxall, G. R. (2003). A proposed model of e-trust for
electronic banking. Technovation, 23(11), 847-860. https://doi.org/10.1016/s0166-
4972(03)00130-5

Zhu, F., & Zhang, X. (2006). The influence of online consumer reviews on the demand for
experience goods: The case of video games. ICIS, 2006(25).
https://aisel.aisnet.org/icis2006/25/

Zhu, L., Li, H., Wang, F. K., He, W., & Tian, Z. (2020). How online reviews affect purchase
intention: a new model based on the stimulus-organism-response (S-O-R) framework.
Aslib Journal of Information Management, 72(4), 463-488.
https://doi.org/10.1108/ajim-11-2019-0308

Zhu, X., & Kohsuwan, P. (2016). Factors influencing purchase intention toward Low-Cost
carriers: The case of chinese in-bound passengers to Thailand. Catalyst, 13(2), 67-79.

https://so01.tci-thaijo.org/index.php/hbds/article/view/179114

60



Appendices

Appendix A: Scales for the online experiment

Construct
Trust in the
review

platform

Brand
attitude

Purchase

intention

Review

usefulness

Review

credibility

Product
Attitude

Questions

I consider the review platform as.....
honest

trustworthy

unreliable

sincere

| consider the brand JBL as .....
appealing

Good

Unpleasant

Unfavourable

Likable

Based on the reviews I've read...

I would buy this product

I definitely do not intend to buy this product
| have a very high purchase interest in this product

I would definitely order this product
I would probably never buy this product

Using online customer reviews .....

is useful for resolving doubts when buying this product
I can decide more quickly whether to buy this product

is useful for buying Bluetooth earphones

have made me only have more doubts about buying the

product

I consider the reviews as trustable

| consider the reviews as accurate

| consider the reviews as fair

The reviews tell not the whole story
The reviews are unbiased

| consider the JBL Tune 225 TWS as:

valuable

Source
Reimer &
Benkenstein,
(2016)

Spears &

Singh (2004)

Spears &
Singh (2004)

Casalo et al.,
(2010)

West (1994)

MacKenzie &
Lutz (1989)
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Type of OCR

Valence

Gender

Age

Education

enjoyable and Singh &
bad Cole (1993)
useful

beneficial

The reviews | just read were posted on:

the website of JBL

the website of Tweakers

I don’t know

The writers of the reviews Reimer &
rated the Bluetooth earphone as positive Benkenstein
rated the Bluetooth earphone as good (2016)

describe the product as unfavourable

recommend this product

have the same view of the product

agree with each other about the product

Man

Woman

Different

| prefer not to say

What is your age?

What is the highest level of education you have
completed?

Elementary school

VMBO (kader- of beroepsgericht) / MBO 1/VBO /LBO
VMBO (theoretisch of gemengd) / MAVO

MBO 2, 3,4

HAVO of VWO

Propedeuse (HBO of universitair niveau)

Bachelor (HBO of universitair niveau)
Master/doctoraal/postdoctoraal (HBO of universitair
niveau)

Otherwise



Appendix B: Stimuli

Reviews en Q&A

SCHRIJF REVIEW
beoordelingen

Reviews

Overzicht van scores

1.5 | 6 beoordelingen

5+ IS |
4 IS
3 NN
2% I
1% I

Michael De Boer

0.3.2.0. 3

Nu een weekje in gebruik en eerlijk ze zien er niet meer smooth uit in het zwart. Ik ben iemand die
niet alles gaat doorlezen maar meteen gaat uitproberen. Het connecten met m'n telefoon ging best
traag. Wat ook niet echt fijn is dat je de.oortjes ook los kan gebruiken, je hoeft ze dus niet allebei te
dragen, maar dat gaat niet echt lekker tot nu toe. Met een klein rood en blauw detail heb je snel
gezien waar ze terug moeten in de case

ok k

Ik gebruik de |BL earbuds nu een kleine week en ben zeer ontevreden! In de eerste plaats het niet

Saskia Jansen

echt heel gebruiksvriendelijk. Het is best ingewikkeld om het te koppelen met je smartphone. Ock valt

het geluid en de bass me tegen omdat het geluid niet echt helder is. Vervelend dus! Muziek klinkt
daardoor niet vol en mooi ondanks dat de oortjes wel relatief klein zijn. Niet compact ingericht.
mooie vormgeving. Het handsfree bellen heeft nog veel ruimte voor verbetering. Het moet veilig

gebruikt kunnen worden tijdens het autorijden. Kortom een product van JBL is slecht en daarom ook

niet aan te raden!
Joshua De Groot

*kk

Ik heb vorige maand deze oortjes aangeschaft en heb er spijt van! Het is een grote uitgave
vergeleken met wat je ervoor terug krijgt! Ben er niet blij mee! De earbuds zitten en klinken niet fijn
Ook niet licht van gewicht, en zitten ook niet vast in het oor. Zeer ongemakkelijk in gebruik, case
ook niet van ideaal formaat. Batterijduur is kort en het opladen gaat ook traag.

Umberto Jones 2. 0.8 1

Voor het eerst dat ik sinds lange tijd weer wireless cordopjes gebruik. Deze zitten in tegenstelling tot

vele andere modellen gewoon erg slecht. Kwaliteit van het geluid ook niet goed. Zeer
ongebruiksvriendelijk en daardoor erg lastig om te gebruiken. Opladen kan ook terwijl je 1 oortje in

gebruik hebt, maar daardoor kan soms de ene al uitgaan terwijl je er twee in hebt. Op zoek naar paar

goede oordopjes? Dan zou deze niet aanraden.
Kk k

Vergeleken met goedkope bedrade oordopjes is het geluid een niet beter. Ook lijken ze slechter
te passen, ze vullen mijn oren minder goed. Hierdoor ben je niet echt van de buitenwereld
afgesloten, laat staan bij in-ears die echt in je oorbuis gaan. Ze zitten niet comfortabel bij mij
(volwassene).

Carlo Geuskens

280,81

Ik heb de oordopjes nu een week in gebruik en vindt ze erg onprettig.. Het geluid is niet om naar
huis te schrijven, de verbinding duur lang en telefoongesprekken zijn ook niet goed te voeren met
deze oordopjes. Het enige ‘voordeel vind ik dat de oordopjes relatief groot zijn. Hierdoor zitten ze
lekker in m'n oren. Desondanks niet echt een aanrader!

Jeroen Dekker

Stimuli 1

UBL

HARMAN

Gemiddelde scores van klanten

Algemeen

Geluidskwaliteit

Waarde van product

Geluidskwaliteit

Waarde van product

Geluidskwaliteit

Waarde van product

Geluidskwaliteit

Waarde van product

Geluidskwaliteit

Waarde van product

Geluidskwaliteit

Waarde van product

Geluidskwaliteit

Waarde van product

20

20

20

20

20

20
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Reviews en Q&A
6

beoordelingen

SCHRIJF REVIEW

Reviews
Overzicht van scores

3.1 | 6 beoordelingen

w
*
[=]

Michael De Boer *

Nu een weekje in gebruik en eerlijk ze zien er smooth uit in het zwart. Ik ben iemand die niet alles
gaat doorlezen maar meteen gaat uitproberen. Het connecten met m'n telefoon was zo gebeurd. Wat
ook echt fijn is dat je de.coryjes ook los kan gebruiken, je hoeft ze dus niet allebei te dragen. Met een
klein rood en blauw detail heb je snel gezien waar ze terug moeten in de case.

Saskia Jansen
Ik gebruik de JBL earbuds nu een kleine week en ben zeer tevreden! In de eerste plaats het gemak
waarmee je ze kan gebruiken. Niks ingewikkeld, maar snel en makkelijk gekoppeld aan je smartfoon.
Dan het uitstekende en heldere geluid en de bass. Prachtig! Muziek klinkt vol en mooi ondanks "kleine"
oortjes. Dan de case. Handig klein compact, mooie vormgeving. Je kan 1 oortje opladen en met 1

UBL

HARMAN

Gemiddelde scores van klanten

Algemeen

Geluidskwaliteit

Waarde van product

Geluidskwaliteit

Waarde van product

Geluidskwaliteit

Waarde van product

luisteren, dus ideaal! Bellen handsfree is ook een openbaring. Duidelijk stemgeluid en ook nog eens veilig

tijdens autorijden bijvoorbeeld. Kortom een uitstekend product van JBL en zeer aan te raden!
Joshua De Groot 2,88

Ik heb vorige maand deze oortjes aangeschaft en heb er spijt van! Het is een grote uitgave
vergeleken met wat je ervoor terug krijgt! Ben er niet blij mee! De earbuds zitten en klinken niet
fijn. Ook niet licht van gewicht, en zitten ook niet vast in het oor. Zeer ongemakkelijk in gebruik,
case ook niet van ideaal prima formaat. Batterijduur is kort en het opladen gaat ook traag

Umberto Jones 1. 8.8. 0.4

Voor het eerst dat ik sinds lange tijd weer wireless cordopjes gebruik. Deze zitten in tegenstelling tot
vele andere modellen gewoon erg slecht. Kwaliteit van het geluid ook niet goed. Zeer
ongebruiksvriendelijk en daardoor erg lastig om te gebruiken. Opladen kan ook terwijl je 1 oortje in
gebruik hebt, maar daardoor kan soms de ene al uitgaan terwijl je er twee in hebt. Op zoek naar paar
goede oordopjes? Dan zou deze niet aanraden.

Carlo Geuksens
Vergeleken met goedkope bedrade oordopjes is het geluid een stuk beter. Ook lijken ze beter te
passen, ze vullen mijn oren beter. Hierdoor ben je meer van de buitenwereld afgesloten, maar
natuurlijk veel minder dan bij in-ears die echt in je oorbuis gaan. Ze zitten echt comfortabel bij
mij (volwassene).

Jeroen Dekker 20081
Ik heb de oordopjes nu een week in gebruik en vindt ze erg onprettig.. Het geluid is niet om naar
huis te schrijven, de verbinding duur lang en telefoongesprekken zijn ook niet goed te voeren met
deze oordopjes. Het enige ‘voordeel vind ik dat de oordopjes relatief groot zijn. Hierdoor zitten ze
lekker in m'n oren. Desondanks niet echt een aanrader!

Stimuli 2

Geluidskwaliteit

Waarde van product

Geluidskwaliteit

Waarde van product

Geluidskwaliteit

Waarde van product

Geluidskwaliteit

Waarde van product

3.1

28

33

4.0

50

50

50

20

20

1.0
2.0

40

50

1.0
10
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Reviews en Q&A
6

beoordelingen

SCHRIJF REVIEW

Reviews
Overzicht van scores

4,5 | 6 becordelingen

w
*
o o w w

Michael De Boer *

Nu een weekje in gebruik en eerlijk ze zien er smooth uit in het zwart. Ik ben iemand die niet alles
gaat doorlezen maar meteen gaat uitproberen. Het connecten met m'n telefoon was zo gebeurd.
Wat ook echt fijn is dat je de oortjes ook los kan gebruiken, je hoeft ze dus niet allebei te dragen.
Met een klein rood en blauw detail heb je snel gezien waar ze terug moeten in de case.

Saskia Jansen
Ik gebruik de JBL earbuds nu een kleine week en ben zeer tevreden! In de eerste plaats het gemak
waarmee je ze kan gebruiken. Niks ingewikkeld, maar snel en makkelijk gekoppeld aan je smartphone.
Dan het uitstekende en heldere geluid en de bass. Prachtig! Muziek klinkt vol en mooi ondanks "kleine"
oortjes. Dan de case. Handig klein compact, mooie vormgeving. Je kan 1 oortje opladen en met 1

luisteren, dus ideaal! Bellen handsfree is ook een openbaring. Duidelijk stemgeluid en ook nog eens veilig

tijdens autorijden bijvoorbeeld. Kortom een uitstekend product van JBL en zeer aan te raden!

Joshua De Groot

Ik heb vorige maand deze oortjes aangeschaft en heb er geen spijt van! Het is even een uitgave,
maar dan heb je zeker ook wat! Ben er super blij mee! Zeer fijn zittende, fijn klinkende earbuds.
Licht van gewicht, en vast in het oor. Zeer gemakkelijk in gebruik, case van prima formaat.
Batterijduur goed, opladen gaat rap.

Umberto Jones *
Voor het eerst dat ik sinds lange tijd weer wireless cordopjes gebruik. Deze zitten in tegenstelling tot
vele andere modellen gewoon erg goed. Kwaliteit van het geluid is prima. Zeer gebruiksvriendelijk en
daardoor erg makkelijk om te gebruiken. Opladen kan ook terwijl je 1 cortje in gebruik hebt. Op zoek
naar paar goede oordopjes? Ditis een aanrader!!

Carlo Geuksens
Vergeleken met goedkope bedrade oordopjes is het geluid een stuk beter. Ook lijken ze beter te
passen, ze vullen mijn oren beter. Hierdoor ben je meer van de buitenwereld afgesloten, maar
natuurlijk veel minder dan bij in-ears die echt in je oorbuis gaan. Ze zitten echt comfortabel bij
mij (volwassene).

Jeroen Dekker *
Ik heb de oordopjes nu een week in gebruik en vindt ze erg fijn. Het geluid is goed, de verbinding
snel gemaakt en telefoongesprekken zijn ook goed te voeren met deze oordopjes. Het enige
‘nadeel vind ik dat de oordopjes relatief groot zijn. Hierdoor vallen ze op en komen ze bijvoorbeeld
tegen de rand van m'n jas aan. Wel echt een aanrader!

Stimuli 3

Gemiddelde scores van klanten

Algemeen

Geluidskwaliteit

Waarde van product

Geluidskwaliteit

Waarde van product

Geluidskwaliteit

Waarde van product

Geluidskwaliteit

Waarde van product

Geluidskwaliteit

Waarde van product

Geluidskwaliteit

Waarde van product

Geluidskwaliteit

Waarde van product

UBL

HARMAN

45
42

48

4.0

50

50

5.0

40

5.0

4.0
5.0

40

5.0

4.0
4.0
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Otweakers Nieuws Reviews Pricewatch Vraag&Aanbod Forum Carriére  Meer v 2. B Inloggen Registreren

Prijzen Kenmerken Reviews  Altematieven

Reviews door gebruikers Schrif review

Scoreverdeling Heb jij ook een JBL TUNE 225TWS
(Zwart)?
e et e 0
Deel je ervaringen en help andere tweakers!

L & 8 8 0 Gemiddelde

. 0 gebruikers score

- — 3 b

* [ 3

sorteer op.  Reviewkwaliteit v 1 review - Pagina 1 van 1
Michael De Boer Pluspunten Minpunten Eindoordeel

® Leuke features, ® Siechte koppeling met telefoon
Nu een weekje in gebruik en eerlijk ze zien er niet meer smooth uit in maar deze moeten ® Kwaliteit van het doosje val tegen
het zwart. Ik ben lemand die niet alles gaat doorlezen maar meteen gaat nog wel uitgewerkt ®  Onevenredig opladen van cortjes
uitproberen. Het connecten met m'n telefoon ging best traag. Wat ook worden
niet echt fijn is dat je de.cortjes ook los kan gebruiken, je hoeft ze dus
niet allebei te dragen, maar dat gaat niet echt lekker tot nu toe. Met een
klein rood en blauw detail heb je snel gezien waar ze terug moeten in de
case.
Saskia Jansen . ’
J Pluspunten Minpunten Eindoordeel

Ik gebruik de JBL earbuds nu een kleine week en ben zeer ontevreden! ® Strak design ® Siechte geluidskwaliteit *
In de eerste plaats het niet echt heel gebruiksvriendelijk. Het is best ® Geluid tidens het bellen

ingewikkeld om het te koppelen met je smartphone, Ook val het geluid ® Niet handig met autorijden

en de bass me tegen omdat het geluid niet echt helder is. Vervelend
dus! Muziek klinkt daardoor niet vol en mooi ondanks dat de oortjes wel
relatief klein zijn. Niet compact ingericht. Wel een mooie vormgeving.
Het handsfree bellen heeft nog veel ruimte voor verbetering. Het moet
veilig gebruikt kunnen worden tijdens het autorijden. Kortom een
product van JBL niet goed is en daarom ook niet aan te raden!

Joshua De Groot Pluspunten Minpunten Eindoordeel
® Opladen van de oortjes * W

® gluetooth koppeliling

® Algemene kwaliteit

Ik heb vorige maand deze oortjes aangeschaft en heb er spijt van! Het is @ Garantie aanwezig
een grote uitgave vergeleken met wat je ervoor terug krijgt! Ben er niet

blij mee! De earbuds zitten en klinken niet fijn. Ook niet licht van gewicht,

en zitten ook niet vast in het oor. Zeer ongemakkelijk in gebruik, case

ook niet van ideaal formaat. Batterijduur is kort en het opladen gaat ook

traag.

Umberto Jones

Voor het eerst dat ik sinds lange tijd weer wireless oordopjes gebruik. Pluspunten Minpunten Eindoordeel
Deze zitten in tegenstelling tot vele andere modellen gewoon erg slecht. ® Geen ® Geluidskwaliteit *

® Niet gebruiksvriendelijk

Kwaliteit van het geluid ook niet goed. Zeer ongebruiksvriendelijk en
® prijs/kwaliteit

daardoor erg lastig om te gebruiken. Opladen kan ook terwijl je 1 cortje in
gebruik hebt, maar daardoor kan soms de ene al uitgaan terwijl je er twee
in hebt. Op zoek naar paar goede oordopjes? Dan zou deze niet

aanraden.

Carlo Geuskens Pluspunten Minpunten Eindoordeel
Vergeleken met goedkope bedrade oordopjes is het geluid een niet ® Geen @ Oortes zitten niet goed i

beter. Qok lijken ze slechter te passen, ze vullen mijn oren minder goed. pluspunten @ Veel ruis van buiten

Hierdoor ben je niet echt van de buitenwereld afgesloten, laat staan bij @ Geluidskwaliteit

in-ears die echt in je oorbuis gaan. Ze zitten niet comfortabel bij mij

(volwassene).

Jeroen Dekker

_ ‘ ) ) Pluspunten Minpunten Eindoordeel

Ik heb de o_ordop]es nu een week in ggbru\k en vmcﬁ zg erg onprettig. ® pasiormaat @ Slechte geluidskwaliteit *

Het geluid is niet om naar huis te schrijven, de verbinding duur lang en ® Siechte verbinding met telefoon
telefoongesprekken zijn ook niet goed te voeren met deze oordopjes. ® . hte kwaliteit tijdens bellen

Het enige ‘voordeel' vind ik dat de oordopjes relatief groot zijn. Hierdoor
zitten ze lekker in m'n oren. Desondanks niet echt een aanrader!

Stimuli 4
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@tweakers Nieuws Reviews Pricewatch Vraag&Aanbod Forum Carriére  Meer v 2. B Inloggen Registreren

Prijzen Kenmerken Reviews  Altematieven

Reviews door gebruikers

Hebh jij ook een JBL TUNE 225TWS

Scoreverdeling (Zwart)?
AR [ 2 Deel je ervaringen en help andere tweakers!
) 8 8 & — 1 Gemiddelde
e 0 gebruikers score
ek - 1 ot
* | 2
sorteer op:  Reviewkwaliteit v 1 review - Pagina 1 van 1
Michael De Boer Pluspunten Minpunten Eindoordeel
. ) . : " @ Sirat design ® Tot nu toe niet gevonden i fr fr
Nu een weekje in gebruik en eerlijk ze zien er smooth uitin het zwart. ® Verbinding
Ik ben iemand die niet alles gaat doorlezen maar meteen gaat met telefoon
uitproberen. Het connecten met m'n telefoon was zo gebeurd. Wat ® Handig doosje

ook echt fijn is dat je de.ooryjes ook los kan gebruiken, je hoeft ze dus
niet allebei te dragen. Met een klein rood en blauw detail heb je snel
gezien waar ze terug moeten in de case.

Saskia Jansen

i i Pl e en Eindoordeel
Ik gebruik de |BL earbuds nu een kleine week en ben zeer tevreden! In n .

r L L
® Gemakkelijk in

de eerste plaats het gemak waarmee je ze kan gebruiken. Niks gebruik ® Geen minpunten ' 8. 8. 8 &
ingewikkeld, maar snel en makkelijk gekoppeld aan je smartfoon. Dan ® Helder geluid

het uitstekende en heldere geluid en de bass. Prachtig! Muziek klinkt vol

en mooi ondanks "kleine" oortjes. Dan de case. Handig klein compact, ® Efficient design

mooie vormgeving. Je kan 1 oortje opladen en met 1 luisteren, dus @ [deaal voor bellen

ideaal! Bellen handsfree is ook een openbaring. Duidelijk stemgeluid en

ook nog eens veilig tijdens autorijden bijvoorbeeld. Kortom een

uitstekend product van JBL en zeer aan te raden!

Joshua De Groot Plusp inpunten Eindoordeel
Ik heb vorige maand deze oortjes aangeschaft en heb er spijt van! Het is ® Garantie aanwezig ® Opladen van de oortjes i

een grote uitgave vergeleken met wat je ervoor terug krijgt! Ben er niet ® Bluetooth koppeliling

blij mee! De earbuds zitten en klinken niet fijn. Ook niet licht van gewicht, ® Algemene kwaliteit

en zitten ook niet vast in het oor. Zeer ongemakkelijk in gebruik, case
ook niet van ideaal prima formaat. Batterijduur is kort en het opladen
gaat ook traag.

Umberto Jones Pl en Mi Eindoordeel
Voor het eerst dat ik sinds lange tijd weer wireless oordopjes gebruik. ° Green [ ] Greluidskwa\i[eit
Deze zitten in tegenstelling tot vele andere modellen gewoon erg ® Niet gebruiksvriendelijk
slecht. Kwaliteit van het geluid ook niet goed. Zeer ® prijs/kwaliteit
ongebruiksvriendelijk en daardoor erg lastig om te gebruiken.
Opladen kan ook terwijl je 1 cortje in gebruik hebt, maar daardoor
kan soms de ene al uitgaan terwijl je er twee in hebt. Op zoek naar
paar goede oordopjes? Dan zou deze niet aanraden.
Carlo Geuskens Pluspunten Minpunten Eindoordeel
Vergeleken met goedkope bedrade oordopjes is het geluid een stuk ® Oortjes zittten @ Geen ' 2 8 &
beter. Ook lijken ze beter te passen, ze vullen mijn oren beter. Hierdoor strakin m'n
ben je meer van de buitenwereld afgesloten, maar natuurlijk veel minder oren
dan bij in-ears die echt in je oorbuis gaan. Ze zitten echt comfortabel bij ® Goed geluid
mij (volwassene).
Jeroen Dekker
Pluspunten Minpunten Eindoordeel
Ik heb de oordopjes nu een week in gebruik en vindt ze erg onprettig. ® pasformaat @ Slechte geluidskwaliteit -
Het geluid is niet om naar huis te schrijven, de verbinding duur lang ® Sjechte verbinding met telefoon
en telefoongesprekken zijn ook niet goed te voeren met deze ® sjechte kwaliteit tijdens bellen

oordopjes. Het enige ‘voordeel vind ik dat de oordopjes relatief groot
zijn. Hierdoor zitten ze lekker in m'n oren. Desondanks niet echt een
aanrader!

Stimuli 5
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Michael De Boer

Nu een weekje in gebruik en eerlijk ze zien er smooth uit in het zwart. Ik
ben iemand die niet alles gaat doorlezen maar meteen gaat
uitproberen. Het connecten met m'n telefoon was zo gebeurd. Wat ook
echt fijn is dat je de oortjes ook los kan gebruiken, je hoeft ze dus niet
allebei te dragen. Met een klein rood en blauw detail heb je snel gezien
waar ze terug moeten in de case.

Saskia Jansen

Ik gebruik de JBL earbuds nu een kleine week en ben zeer tevreden! In de
eerste plaats het gemak waarmee je ze kan gebruiken. Niks ingewikkeld,
maar snel en makkelijk gekoppeld aan je smartphone. Dan het
uitstekende en heldere geluid en de bass. Prachtig! Muziek klinkt vol en
mooi ondanks "kleine" oortjes. Dan de case. Handig klein compact, mooie
vormgeving. Je kan 1 oortje opladen en met 1 luisteren, dus ideaal! Bellen
handsfree is ook een openbaring. Duidelijk stemgeluid en ook nog eens
veilig tijdens autorijden bijvoorbeeld. Kortom een uitstekend product van
JBL en zeer aan te raden!

Joshua De Groot

Ik heb vorige maand deze oortjes aangeschaft en heb er geen spijt van!
Het is even een uitgave, maar dan heb je zeker ook wat! Ben er super bljj
mee! Zeer fijn zittende, fijn klinkende earbuds. Licht van gewicht, en vast
in het oor. Zeer gemakkelijk in gebruik, case van prima formaat.
Batterijduur goed, opladen gaat rap.

Umberto Jones

Voor het eerst dat ik sinds lange tijd weer wireless oordopjes gebruik.
Deze zitten in tegenstelling tot vele andere modellen gewoon erg
goed. Kwaliteit van het geluid is prima. Zeer gebruiksvriendelijk en
daardoor erg makkelijk om te gebruiken. Opladen kan ook terwijl je 1
oortje in gebruik hebt. Op zoek naar paar goede oordopjes? Dit is een
aanrader!!

Carlo Geuskens

Vergeleken met goedkope bedrade oordopjes is het geluid een stuk
beter. Ook lijken ze beter te passen, ze vullen mijn oren beter. Hierdoor
ben je meer van de buitenwereld afgesloten, maar natuurlijk veel
minder dan bij in-ears die echt in je oorbuis gaan. Ze zitten echt
comfortabel bij mij (volwassene).

Jeroen Dekker

Ik heb de oordopjes nu een week in gebruik en vindt ze erg fijn. Het
geluid is goed, de verbinding snel gemaakt en telefoongesprekken zijn
ook goed te voeren met deze oordopjes. Het enige ‘nadeel’ vind ik dat
de oordopjes relatief groot zijn. Hierdoor vallen ze op en komen ze
bijvoorbeeld tegen de rand van m'n jas aan. Wel echt een aanrader!
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beoordelingen

HARMAN

Michael De Boer

Nu een weekje in gebruik en eerlijk ze zien er smooth uit in het zwart. |k ben iemand die niet alles gaat doorlezen maar meteen
gaat uitproberen. Het connecten met m'n telefoon was zo gebeurd. Wat ook echt fijn is dat je de oortjes ook los kan gebruiken, je
hoeft ze dus niet allebei te dragen. Met een klein rood en blauw detail heb je snel gezien waar ze terug moeten in de case.

Saskia Jansen

Ik gebruik de JBL earbuds nu een kleine week en ben zeer tevreden! In de eerste plaats het gemak waarmee je ze kan gebruiken.
Niks ingewikkeld, maar snel en makkelijk gekoppeld aan je smartphone. Dan het uitstekende en heldere geluid en de bass.
Prachtigl Muziek klinkt vol en mooi ondanks "kleine" oortjes. Dan de case. Handig klein compact, mooie vormgeving. Je kan 1
oortje opladen en met 1 luisteren, dus ideaal! Bellen handsfree is ook een openbaring. Duidelijk stemgeluid en ook nog eens
veilig tijdens autorijden bijvoorbeeld. Kortom een uitstekend product van JBL en zeer aan te raden!

Joshua De Groot

Ik heb vorige maand deze oortjes aangeschaft en heb er geen spijt van! Het is even een uitgave, maar dan heb je zeker ook wat!
Ben er super blij mee! Zeer fijn zittende, fijn klinkende earbuds. Licht van gewicht, en vast in het oor. Zeer gemakkelijk in gebruik,
case van prima formaat. Batterijduur goed, opladen gaat rap.

Umberto Jones VYoor het eerst dat ik sinds lange tijd weer wireless oordopjes gebruik. Deze zitten in tegenstelling tot vele andere modellen

gewoon erg goed. Kwaliteit van het geluid is prima. Zeer gebruiksvriendelijk en daardoor erg makkelijk om te gebruiken. Opladen
kan ook terwijl je 1 oortje in gebruik hebt. Op zoek naar paar goede oordopjes? Dit is een aanrader!!

Jeroen Dekker Vergeleken met goedkope bedrade cordopjes is het geluid een stuk beter. Ook lijken ze beter te passen, ze vullen mijn oren
beter. Hierdoor ben je meer van de buitenwereld afgesloten, maar natuurlijk veel minder dan bij in-ears die echt in je corbuis
gaan. Ze zitten echt comfortabel bij mij (volwassene)

Carlo Geuskens

Ik heb de ocordopjes nu een week in gebruik en vindt ze erg fijn. Het geluid is goed, de verbinding snel gemaakt en
telefoongesprekken zijn ook goed te voeren met deze cordopjes. Het enige ‘nadeel vind ik dat de oordopjes relatief groot
zijn. Hierdoor vallen ze op en komen ze bijvoorbeeld tegen de rand van m'n jas aan. Wel echt een aanrader!

Stimuli 7
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Appendix C: Information of the concerned organisations

JBL

JBL (in full James Bullough Lansing) is an American company that produces
headphones and speakers. The company consists of 2 independent divisions. The first division
is JBL Professional, which focuses on audio equipment for professionals such as companies,
artists, DJs and cinema. The second division is JBL Consumers, which focuses on the
production and sale of headphones and loudspeakers for individuals, such as the JBL Tune
225 TWS. JBL also sells this product through their own website, where customers can also

express their experiences with this product via reviews.

Following is a scenario related to the JBL website and the JBL Tune 225 TWS. Look

at the following pages for as long as you like before continuing to answer the questions.

Tweakers

Tweakers is an independent website with news and information about technological
products such as hardware, software, games and the Internet. Tweakers (members of the site)
can comment on messages on the site and give value ratings to these types of products,
including the JBL Tune 225 TWS. This can provide more insight into user experiences, which
can be of added value for people who want more information about a certain (technological)
product. Tweakers has now become an authority in the field of electronics and technology

with about 4 million visitors per month.

Following is a scenario regarding the Tweakers website and the JBL Tune 225 TWS.

Look at the following pages for as long as you like before continuing to answer the questions.
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Appendix D: Informed and active consent

Dear participant,

The choice to voluntarily participate in this study is greatly appreciated. In this
research you will see a number of internet pages with information and experiences of others
about a set of earplugs. Based on the information on these pages, you will be presented with a

number of questions and statements.

There are no right or wrong answers for the questions and statements in this survey. In
total, the participation takes about 5 to 7 minutes. By participating in this survey, you consent
to the use of your answers. Your entered data will be treated confidentially and anonymously.
Your data from this research into the guidelines of the GDPR will be anonymized for any

publications.

You must be at least 18 years old to participate in this study. You can withdraw from
the study at any time without any consequences. You also have the right to submit a request to
the research leader to change, delete or adjust your data. Please contact
a.ghebremariam@student.utwente.nl for this. The instructions for a (2x) chance to win a €20
Bol.com gift card is on the last page!

Thank you in advance.

| agree to voluntarily participate in this survey and to the above conditions.

71



Appendix E Results of the MANOVA analysis per independent variable
Results of the MANOVA analysis that visualizes the effects of the independent

variables per dependent variable

Effect Dependent variable dfl1 df2 F p n2
Type of OCR Purchase intention 2 208 0.08 .921 .00
JBL product attitude 2 208 033 .720 .00
Review credibility 2 208 268 .071 .03
Brand attitude 2 208 127 284 .01
Review usefulness 2 208 193 148 .02
Type of valence Purchase intention 2 208 14.47 .000 12
JBL product attitude 2 208 23.82 .000 18
Review credibility 2 208 3.18 .044 .03
Brand attitude 2 208 231 102 .02
Review usefulness 2 208 10.31 .000 .09
Type of OCR * Type of valence  Purchase intention 2 208 1.30 .275 .01
JBL product attitude 2 208 158 .208 .02
Review credibility 2 208 0.10 .370 .01
Brand attitude 2 208 427 .015 .04
Review usefulness 2 208 118 311 .01
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