
 
 

WHY CONSUMERS 
ENGAGE IN EWOM  
- MOTIVATION TO CONDUCT 

RESEARCH ONLINE AND POST 
ONLINE REVIEWS 

 
 
 
 
 
 
 

 
 

VT2015KF19 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Bachelor’s thesis 

Business Administration 
 

Alexandra Lulek 
Marcus Wehinger 

 

 



 

I 

Acknowledgements 
 
Firstly, we would like to thank all respondents who participated in our survey, without you 
this study never would have been possible to conduct. Secondly, we would like to thank our 
supervisor Sara Hjelm Lidholm for the help and support throughout the research process. 
Finally, the greatest thanks we would like to give ourselves. To have encouraged each other 
during this period and making the thesis what it is today.  
 
Borås, 5 June 2015 
 
Alexandra Lulek & Marcus Wehinger 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

II 

English title: Why consumers engage in eWOM – Motivation to conduct research online 
and post online reviews 
 
Swedish title: Varför konsumenter engagerar sig i eWOM – Motivation till att nyttja 
information på nätet och skapa onlinerecensioner 
 
Publication year: 2015 
 
Authors: Alexandra Lulek & Marcus Wehinger 
 
Supervisor: Sara Hjelm Lidholm 
 
 
Abstract 
 
The purpose of this study was to provide a better understanding why consumers conduct 
research online and post online reviews. This was achieved by finding relationships between 
the two phenomena presented above. The study used a cross-sectional design since little was 
known about the relationships within the chosen research area. Results were measured by 
quantitative instrument through a self-administered questionnaire divided by each 
phenomenon. The questionnaire was directed towards Swedish consumers in the buying 
decision process.  
 
Consumers conduct research online with the specific goal for gaining information posted by 
other consumers, since it has a higher credibility. Helping other consumers and self-
expression was reasons found in relation to why consumers post online reviews.  
 
Findings strengthen the fact that higher education could be found of relationship to conduct 
research online; however, not to post online reviews. In comparison to previous studies the 
study measured online shopping frequency instead of Internet experience. It was found that 
consumers who conducted online shopping were in relation with previous presented theories.
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Abstract in Swedish 
 
Syftet med denna studie var att skapa en bättre förståelse till varför konsumenter publicerar 
och konsumerar onlinerecensioner. Genom att applicera en tvärsnittsdesign kunde syftet 
uppnås då relationer identifierades. För att möjliggöra mätning av resultatet applicerades ett 
kvantitativt instrument genom en självadministrerad enkät vilken var uppdelad efter 
respektive fenomen.  
 
Onlinerecensioner används för det specifika målet att samla större mängder information innan 
köpbeslut. De onlinerecensioner som används främst är de skapade av andra konsumenter då 
de anses vara av högre trovärdighet än information skapat av företag. Att hjälpa andra 
konsumenter och självförbättring är vad resultatet påvisar vara anledning till att konsumenter 
publicerar onlinerecensioner.  
 
Vidare stärkte resultatet en relation där konsumenter med högre utbildning tenderar att 
konsumera onlinerecensioner men inte till att publicera dessa. Konsumenternas köpfrekvens 
applicerades istället för att mäta graden erfarenhet av Internet, vilket gjorts i tidigare studier.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Keywords in Swedish: eWOM, onlinerecensioner, kommunikation, köpprocessen, 
motivationer, personligheter 



 

IV 

Table of Content 
 
1 Introduction ................................................................................................................................ - 1 - 

 Background ........................................................................................................................ - 1 - 1.1
 Previous research ............................................................................................................... - 1 - 1.2
 Research problem ............................................................................................................... - 3 - 1.3
 Research question .............................................................................................................. - 3 - 1.4
 Purpose ............................................................................................................................... - 4 - 1.5
 Limitations ......................................................................................................................... - 4 - 1.6
 Thesis outline ..................................................................................................................... - 5 - 1.7

2 Theoretical framework ................................................................................................................ - 6 - 
 Online consumer behavior ................................................................................................. - 6 - 2.1
 Buying decision process..................................................................................................... - 7 - 2.2
 Conducting research online ................................................................................................ - 7 - 2.3
2.3.1 Level of credibility ........................................................................................................ - 8 - 
2.3.2 Online reviews in the buying decision process .............................................................. - 9 - 
 Posting online reviews ....................................................................................................... - 9 - 2.4
2.4.1 Personality and motivation for eWOM ........................................................................ - 10 - 
 Theoretical summarization ............................................................................................... - 11 - 2.5

3 Method ...................................................................................................................................... - 12 - 
 Research design ............................................................................................................... - 12 - 3.1
 Data collection ................................................................................................................. - 12 - 3.2
3.2.1 Self-administered questionnaire .................................................................................. - 13 - 
3.2.2 Construction of the questionnaire ................................................................................ - 13 - 
 Data analysis .................................................................................................................... - 14 - 3.3
 Trustworthiness ................................................................................................................ - 14 - 3.4
3.4.1 Method evaluation ....................................................................................................... - 15 - 

4 Results ...................................................................................................................................... - 16 - 
 Online consumer behavior ............................................................................................... - 16 - 4.1
 Conducting research online .............................................................................................. - 17 - 4.2
4.2.1 Level of credibility ...................................................................................................... - 18 - 
4.2.2 Online reviews in the buying decision process ............................................................ - 19 - 
 Posting reviews online ..................................................................................................... - 21 - 4.3

5 Analysis .................................................................................................................................... - 23 - 
 Online consumer behavior ............................................................................................... - 23 - 5.1
 Conducting research online .............................................................................................. - 23 - 5.2
5.2.1 Level of credibility ...................................................................................................... - 24 - 
5.2.2 Online reviews in the buying decision process ............................................................ - 25 - 
 Posting online reviews ..................................................................................................... - 26 - 5.3

6 Discussion and conclusion ........................................................................................................ - 28 - 
 Discussion ........................................................................................................................ - 28 - 6.1
 Conclusion ....................................................................................................................... - 29 - 6.2
 Suggestion for further research ........................................................................................ - 29 - 6.3

References ......................................................................................................................................... - 30 - 
Appendix ........................................................................................................................................... - 35 - 
 
 
 
 
 
 
  
 



 

V 

 
List of tables 
 
Table 4.1: Consumers characteristics by gender, age and main occupation...................................................... - 16 - 
Table 4.2: Online behavior by buying frequency and products ........................................................................ - 17 - 
Table 4.3: If consumers use online reviews, reason for it and preferred eWOM platform ............................... - 17 - 
Table 4.4: If consumers have abandon a planned purchase due to online reviews and reasons for it ............... - 20 - 
Table 4.5: If consumers post online reviews, reason for it and preferred eWOM platform .............................. - 21 - 
 
List of figures 
 
Figure 2.1: A multidirectional communication model (from Thackeray & Neiger 2009) .................................. - 6 - 
Figure 2.2: Five stage buying decision process model (from Kotler, Armstrong, Harris & Piercy 2013) .......... - 7 - 
Figure 4.1: Level of credibility for consumers and enterprises ......................................................................... - 18 - 
Figure 4.2: Impact of different variables on the buying decision process ......................................................... - 19 - 
Figure 4.3: Level of propensity for different variables on the buying decision process ................................... - 19 - 
Figure 4.4: If positive, negative or no reviews affect unplanned buying decisions .......................................... - 21 - 
Figure 4.5: If different variables affect the level of propensity for posting online reviews .............................. - 22 - 
Figure 4.1: Level of credibility for consumers and enterprises ......................................................................... - 35 - 
 
 

 
 
  
 



 

 - 1 - 

1 Introduction 
This chapter introduces readers to why consumers conduct research online and post online 
reviews. Previous studies, purpose, research question and limitations are provided to 
conclude the chapter with a thesis outline to visualize a context for readers. 

 Background 1.1
 
The report from e-barometern (2014) shows how Swedish consumers have become more 
digital in their consumer behavior. Today, 35 percent of the Swedes between ages of 18-79 
buy products at least once a month online. Information from search engines, comparison sites 
and friends and families have surpassed traditional advertising channels prior to a buying 
decision. It is more common for consumers to do research online before visiting a physical 
store. The main reason to visit physical stores is that consumers want to try products before 
purchasing them online (e-barometern 2014). Ho and Chen (2014) argue how consumers that 
is not able to feel or touch products online search for information prior to their buying 
decision.  
 
With the development of Internet, Zhu and Zhang (2010) describe how online consumer 
reviews have become an important resource for consumers prior to a buying decision. The 
interest of online reviews can be explained with the ease of use for online review systems in 
e-commerce (Mudambi, Schuff & Zhang 2014). The development of Internet is according to 
Cheung and Lee (2012) what facilitates consumers to share and exchange online consumer 
reviews. They define it as electronic Word-Of-Mouth (eWOM) communication.  
 
The development of Internet has not only provided opportunities for consumers. Wyrwoll 
(2014) describe that consumers now face three challenges prior to a buying decision. Namely, 
to find, evaluate and classify reviews posted by other consumers, resulting in an information 
overload. According to Smith, Menon and Sivakumar (2005) consumers use online reviews to 
manage this information overload. However, online product reviews can also communicate 
complex messages for consumers to apprehend (Mudambi, Schuff & Zhang 2014). Ability to 
control the information created online depends on consumers’ capability to communicate 
(Mangold & Faulds 2009). Therefore, it could be of essence to understand consumers’ online 
behavior when conducting research online and posting online reviews.  
 

 Previous research 1.2
 
Online reviews and ratings are considered a growing type of interpersonal communication. 
Enterprises have less control and consumers get influenced at a high level in their buying 
decision process (Sridhar & Srinivasan 2012). Emphasized by Sigala (2008) who argue that 
consumer-to-consumer conversations online are increasing as a service and should therefore 
be managed. Cheung and Lee (2012) explain that eWOM has become an important factor that 
shapes the buying behavior of consumers. Consumers are influenced by online 
recommendations prior to their buying decision (Senecal & Nantel 2004) and they seek 
eWOM outside the decision making process (King, Racherla & Bush 2014). 
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Cheema and Papatla (2010) found that the importance of online information can decrease if 
consumers show high levels of Internet experience in their online behavior. It also showed 
that increased Internet experience could be found of relation to the importance of offline 
information. In comparison, Zhu and Zhang (2010) discovered that online consumer reviews 
of computer games had greater influence on experienced consumers with high levels of 
Internet experience in relation to sales. They also found that the number of reviews had effect 
on the buying decision process for less popular games. This could be explained that the 
number of reviews can signal popularity of a product and have effect on consumers buying 
decision process (Zhu & Zhang 2010).  
  
Lee and Youn (2009) researched on how eWOM platforms could influence consumers’ 
product judgement. Findings indicated that consumers tend to be less likely to recommend a 
product to friends if exposed to reviews on a personal blog. In comparison to if reviews was 
posted on an independent review website or enterprises websites. However, likelihood of 
recommending a product to friends could only be found of relationship if it had positive 
characteristics. A negative review had detrimental effects on the willingness of consumers to 
recommend a product irrespective of eWOM platform (Lee & Youn 2009).  
  
Consumers could be more intend to post online reviews if they show indifference to other 
existing reviews. If consumers had a promotion focus to spread eWOM they tend to do so 
through their own blog if the service experience had been positive. In comparison, consumers 
with negative service experience and a prevention focus tend to post reviews on social 
community sites. Therefore, an indication can be found that focus in the buying decision 
process of consumers have effect on the creation of eWOM (Shin, Song & Biswas 2013). 
Moreover, consumers tend to not give equal weight to positive and negative product reviews 
since bias affection is given to consumers’ own consumption goals. Positive reviews are 
found more persuasive than negative ones if the consumption goal is promotion. In 
comparison, consumers showed a negative bias for products associated with prevention 
consumption goals (Zhang, Craciun & Shin 2010). 
 
Dellarocas and Narayan (2006) discussed how online product reviews forums have been 
applied as power influence in consumers buying decision process. They found that the self-
expression motive is the leading force for posting online reviews. As very good and very bad 
movies increased consumers’ intention to review. In addition, large number of reviews could 
increase consumers’ propensity to post online reviews.  
 
Punj (2012) researched if consumers who conduct online product search also are more likely 
to post online reviews. It could be found that there is substantial difference in characteristics 
of consumers conducting research online and posting online reviews. Difference was 
especially found in the characteristics income and education of consumers. Consumers with 
higher income and higher education are those who only tend to conduct research online 
without posting online reviews, with a frequent use of Internet. Consumers with lower income 
and lower education are those who tend to post online reviews (Punj 2012). 
 
King, Racherla and Bush (2014) describe that eWOM nowadays take place in a more complex 
environment. Due to the online-nature of communication, it is interesting to know how 
eWOM is generated and consumed. They argue that the ways reviews are conveyed and 
consumed have a significant effect on the impact of eWOM. 
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A literature analysis on eWOM communication was conducted by Cheung and Lee (2012) 
which showed that most studies focus on attitude, purchase intention, purchase and eWOM 
adoption by consumers. Less emphasis had been made to interrelationships between these 
variables or only on a few of them. The analysis indicates that scarce knowledge exists about 
the two phenomena of conducting research online and posting online reviews.  
 

 Research problem 1.3
 
Swedish consumers is becoming more digital in their consumer behavior (e-barometern 2014) 
and enterprises have less control as eWOM affect consumers to a high level in the buying 
decision process (Sridhar & Srinivasan 2012; Cheung & Lee 2012). As the ability to control 
information created depends on consumers’ capability to communicate (Mangold & Faulds 
2009) it could be important to understand why consumers interact online in context to online 
reviews. The importance and usage of online reviews have been emphasized; however, not 
explaining why consumers conduct research online. It was found that the self-expression 
motive could explain why consumers post online reviews (Dellarocas & Narayan 2006). The 
research for why consumers conduct research and post online reviews is outdated and 
inconclusive.  
 
Through reviewing previous studies the problem of absent knowledge concerning relationship 
of conducting research online and posting online review is clear. There is no research besides 
Punj (2012) that have researched relationships of the two phenomena or conducted research 
with both. However, his research only focused on consumers’ characteristics and not the 
reasons for why consumers conduct research online and post online reviews. King, Racherla 
and Bush (2014) explained that the way eWOM is generated and consumed is of interest as it 
takes place in a more complex environment.  
 
In accordance with researchers above this study highlight that research is needed between the 
relationship of conducting research online and posting online reviews. Consequently, 
emphasis has been made to consumers’ characteristics and how variables affect online 
reviews. Therefore, research is needed to investigate why consumers conduct research online 
and post online reviews. Scarce and inconclusive knowledge exists about the relationship 
between the two phenomena presented above.  
 

 Research question 1.4
 
The consumer behavior in online environments needs to be entailed, as the two phenomena 
occur in different stages of the buying decision process. In order to provide a better 
understanding for why consumers conduct research online and post online reviews, the study 
poses following research question:  
 
RQ: Why do consumers conduct research online and post online reviews? 
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 Purpose 1.5
 
The purpose of this study is to provide a better understanding for why consumers today 
conduct research online and post online reviews. Achieved through investigating relationships 
of the two phenomena (i.e. conduct research online and post online reviews), in context to the 
buying decision process.  
 

 Limitations 1.6
 
The study has in comparison to previous research both included why consumers conduct 
research online and post online reviews. Due to the focus of two phenomena the study had to 
be very general in the collection of empirical data not to miss any valuable variable found in 
the theoretical framework. Findings were at some points inconclusive with previous studies as 
methodological choices and approaches were of difference. There was geographical limitation 
in context to that empirical collection only was conducted in Sweden. The sample of 
respondents was only directed towards consumers and therefore thoughts of enterprises were 
missing. The study has limitations in due of not investigate factors for consumers not wanting 
to conduct research online or post online reviews.   
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 Thesis outline 1.7
 
Chapter 1 - Introduction 
This chapter introduces readers to why consumers conduct research online and post online 
reviews. Furthermore, previous studies, problem area, purpose, research question and 
limitations are provided to conclude the chapter.  
 
Chapter 2 - Theoretical framework 
This chapter presents theories and concepts that are in close or direct relation to chosen area 
of research. The chapter describes how different theories have evolved and changed the way 
consumers conduct research and post online reviews. A theoretical summary is presented to 
entail readers with forthcoming empirical results. 
 
Chapter 3 - Method 
This chapter includes methodological choices made during the study and describes different 
considerations taken. First, research design of the study is presented and argued for. Second, 
collection and analysis of data is entailed for introduction, theory and empirical gathering. 
Third, validity and reliability of the study is discussed and argued for.  
 
Chapter 4 - Result 
This chapter presents results from the self-administered questionnaire answered by the 
respondents. The chapter entails results in context to the theoretical framework that has been 
presented.  
 
Chapter 5 - Analysis 
This chapter presents an analysis between presented empirical result and theoretical findings 
made during the study. The chapter entails the relationship between conducting research 
online and posting online reviews. Characteristics of online reviews are also analyzed in 
accordance with theoretical framework.   
 
Chapter 6 - Discussion and Conclusion 
This chapter concludes analytical presentations and discussion of results. Contribution of the 
study is followed in context to the field of business administration with specialization towards 
marketing. Last, the chapter submits suggestions for further research within the research area.  
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2 Theoretical framework 
This chapter presents theories and concepts in relation to chosen research area. The chapter 
describes how different theories have evolved and changed the way consumers conduct 
research online and post online reviews. A theoretical summary is presented to entail readers 
with forthcoming empirical results. 

 Online consumer behavior 2.1
 
Consumers’ search and share information on their own through different channels. The 
traditional communication model looks quite different as a result of that consumers have 
become more active participants. The traditional communication process often referred to as 
vertical communication have gone from being one-directional to multidirectional (Thackray 
& Neiger 2009).   

 
Figure 2.1: A multidirectional communication model (from Thackeray & Neiger 2009) 

In the multidirectional communication model enterprises still provide information to 
consumers vertically (see figure 2.1). Difference between the models is that communication 
also goes horizontally. This occurs when information or experiences are shared between 
consumers without influence by enterprises, and also when consumers search for information 
(Thackeray & Neiger 2009). Traditional marketing with one-way communication, business-
to-consumer (B2C), has changed to consumer-to-business (C2B) interactions. The reason is 
founded for enterprises to show their existence to consumers online. However, it is still up to 
consumers to initiate contact with enterprises (Carlsson 2010).  
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 Buying decision process 2.2
 
The buying decision process model consists of five stages in relation to consumers, presented 
below by Kotler, Armstrong, Harris and Piercy (2013) (see figure 2.2). Researchers need to 
understand the whole decision process and not only the purchase decision. Information search 
is the phase where consumers search for information in order to find best solution to satisfy 
the needs, which occurred in the first phase (Park & Cho 2012; Kotler et al. 2013). 
Information search are divided into two phases, one where consumers attention is wakened 
and the second phase where consumers gets involved and actively starts to search for 
information about products (Park & Cho 2012; Comegys, Hannula & Väisänen 2006).  

 
Figure 2.2: Five stage buying decision process model (from Kotler, Armstrong, Harris & Piercy 2013) 

The evaluation phase presented above concerns evaluation of alternatives where the starting 
point lays in lowest acceptable characteristics to fulfill the needs. Also for products to be 
considered in the purchase phase (Comegys, Hannula & Väisänen 2006). Here consumers can 
turn to online reviews for buying advice. As consumers find information there is an evaluation 
of existing alternatives and through this reaching a purchase decision, which is the fourth 
phase in the process model shown above (Kotler et al. 2013).  
 
The postpurchase behavior phase presented above is where consumers evaluate purchases 
from prior expectations (Park & Cho 2012). The phase is divided into two parts, satisfaction 
and action (Comegys, Hannula & Väisänen 2006). In relation to Kotler et al. (2013) who 
argue that in this phase consumers is to be satisfied or dissatisfied. For a consumer to be 
satisfied, products should fulfill needs that were of purpose for purchases. These needs are 
founding for if and how consumers choses to review their experience (Chae, Black & 
Heitmeyer 2006).  
 

 Conducting research online 2.3
 
Consumers seek help in evaluating numerous amounts of products available online. Consumer 
recommendation is one of the foremost tools to use in the buying decision process, where 
consumers reviews could lead to impulsive decisions (Fagerstrøm & Ghinea 2011). Word-of-
Mouth (WOM) plays an important part in consumers buying decision process and has strong 
impact on consumers’ decision to purchase (Needham 2008). The concept WOM could be 
defined as it consists of verbal communication related to a certain brand, product or service 
between individuals. It is communication between those who receive information and those 
who spread information by which there is no commercial intentions. There is no necessity that 
WOM is communicated “face-to-face”, it can also be created through use of Internet, known 
as eWOM (Long-Yi & Ching-Yuh 2010). Consumers are reviewing products, services, brands 
and experiences for others to read online (Kim, Naylor, Sivadas & Sugumaran 2015). 
 

Need 
Recognition 

Information 
Search Evaluation Purchase 

Decision 
Postpurchase 

Behavior 
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A wide range of products, higher levels of reliability and facilitated systems for conducting 
research online and comparing products decreases efforts for consumers to reach a buying 
decision (Park & Kim 2003). Consumers perceive high product risks, as they in the e-
commerce environment do not have the possibility to see or feel the product in advance. 
Therefore, it could result in a higher risk as products may not fulfill previous expectations 
(Hsieh & Tsao 2013). The risk decreases the more information consumers gathers about 
available options (Bhatnagar & Ghose 2004). 
 
Online Customer Feedback (OCF) is a comment service that e-commerce sites use to interact 
with consumers. Consumers write comments and reviews about products they have bought, 
which other consumers can access. The function is developed and driven by consumers, not 
enterprises. OCF is considered an important source for information about products and one of 
the most reliable. Consequently, it can influence consumers buying decision, as experiences 
are shared from previous purchases (Liu & Zhang 2010). Emphasized by Katawetawaraks and 
Cheng (2011) that access of information on the Internet is easier and consumers can reach it 
on enterprises websites provided by other consumers prior to a buying decision. 

2.3.1 Level of credibility 
 
Through increased number of eWOM platforms (i.e. independent review sites, enterprises 
websites, blogs) consumers can more easily connect with others for product related 
information (Lee & Youn 2009; Lis & Nebler 2014). Reviews posted on independent review 
sites could be found to be more persuasive than reviews posted on enterprises websites. Bias 
affection may be considered lower by consumers, as review sites are seen independent of 
additions and deletions (Lee & Youn 2009). Possibility to affect consumers has not gone 
unnoticed by enterprises. Consumers may influence other through incentives, as incentives 
could change consumers’ attitude toward products (Kim et al. 2015).  
 
Consumers could face inability to directly measure credibility of eWOM due to anonymity 
online (Huang, Hsiao & Chen 2012). Consumers tend to trust more on online reviews posted 
by other consumers than reviews provided by enterprises (Cheong & Morrison 2011).  
Reviews posted by other consumers are also considered a trustworthy source of information 
(Benwell & Stokoe 2007). It could be argued that use of online information is in relation to 
age. Younger consumers tend to greater extent gain information online rather than 
information from enterprises prior to a buying decision. The information provided by 
enterprises or manufacturers could be trusted more by older consumers (Bei, Chen & 
Widdows 2004).  
 
Augmented quality has large significance for the trust variable in online reviews. Quality 
derives from reviews valence (i.e. positive or negative) or length of the review. Consumers 
tend to conduct research online with the specific goal of gaining information. The social 
component of online reviews could be equally important to build trust as interaction occurs 
between two consumers. Therefore, it can be important to both take social and economic 
variables into account (Racherla, Mandiwalla & Connolly 2012).  
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2.3.2 Online reviews in the buying decision process 
 
Intention to purchase could increase in relation to the number of reviews (Park, Lee & Han 
2007). There could be implications with the number of reviews, since only a few products 
tend to get most reviews and majority of products only attract a few. That create problems for 
both marketers and reviewers as an imbalance between product evaluations occur (Hu & Li 
2011). Consumers might consider other elements than review scores, exemplified as exposure 
of reviewers and product coverage. Arguing how the market more reacts to the reputation of 
reviewers, having less emphasis on the number of reviews (Cho 2004). Reviewers, described 
as opinion leaders, might be influenced by ratings of other opinion leaders (Sridhar & 
Srinivasan 2012).  
 
Providing online recommendations could change consumers’ attitudes. If provided with 
biased recommendation consumers may believe it and most likely remember it and thereby 
change their attitude (Kim et al. 2015). Positive consumer reviews from satisfied consumers is 
appreciated by brands. However, it is not possible to avoid negative reviews from consumers, 
which can result in reducing other consumers purchase intentions (Lee & Youn 2009). 
Moreover, emphasized of consumers growing awareness about affecting online reviews, 
absence of negative reviews could have influence on the buying decision. Consumers may 
suspect manipulation if only positive reviews are to be found (Schindler & Bickart 2005). 
Credibility could also be lowered if consumers find conflicting characteristics with reviews 
(Qiu, Pang & Lim 2012).  
 

 Posting online reviews 2.4
 
Nielsen (2006) explains a rule concerning online reviews named 90-9-1. A large amount of 
websites is built so consumers can interact and contribute with information about experiences. 
However, only a minor amount of consumers tends to post online reviews. In the rule it is 
explained that 90 percent of all visitors on a webpage are defined as lurkers. It is consumers 
who reads and observe reviews without contributing with new information. Only 9 percent of 
consumers visiting websites contribute through posting reviews occasionally. Moreover, 1 
percent of consumers are those who constantly tend to contribute through posting online 
reviews about experiences (Nielsen 2006).   
 
Bartikowski and Walsh (2014) argue that consumers participating in online reviews can be 
divided into as mentioned by Nielsen (2006) posters and lurkers. Posters are defined as 
consumers who post and read reviews regularly and lurkers defined as consumers who only 
read reviews without posting (Hsu & Lin 2008). Lurking and posting can be defined as 
passive and active participating behaviors. Therefore, posters and lurkers differ in their 
motivation to participate in eWOM. Motives for posters are self-presentation while for lurkers 
motives can be seen as information gathering (Bartikowski & Walsh 2014). 
 
Harbaugh (1998) asked the question why some consumers invest so much effort and time to 
post online reviews when others do it rarely or not at all. Status seeking was suggested as 
foremost motivation. Lampel and Bhalla (2007) discuss motivation of contributing with 
online content as a result of wanting to build an online identity. In addition they also discuss 
status seeking online as a motive.  
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Additional motive argued for is helping other consumers to reach a healthy purchase decision, 
mentioned earlier as social concern (Hennig-Thurau, Gwinner, Walsh & Gremlet 2004). 
Wojnicki and Godes (2008) argue that consumers may share information online to help others 
or for self-enhancement.  
 
It is argued for more product related motives such as that consumers tend to have altruistic, 
vengeance and economic motivations to post a review after a negative service experience. 
High levels of altruistic and self-enhancement drivers could be found of relationship to a 
positive attitude towards enterprises. However, attitude may be negative if consumers are 
fueled with vengeance (Presi, Saridakis & Hartmans 2014). 

2.4.1 Personality and motivation for eWOM  
 
Hennig-Thurau et al. (2004) argue that there are different personalities of consumers in 
eWOM communication. They divided consumers into four segments as motivation can derive 
by multiple factors. Segment one is self-interested helpers and economic incentives are what 
strongly appear to drive them. Segment two is multiple-motive consumers driven by a larger 
number of motives mentioned above, the segment have high ratings of motivation in all 
motives. Segment three is consumer advocates and in difference to other segments their 
motivation is to post eWOM reviews for the motive of concern for other consumers. The 
segment is argued to be one of highest educational level. Segment four is referred to as true 
altruists and helping both other consumers and enterprises are their motivation. They are also 
interested in receiving economic rewards for their actions (Hennig-Thurau et al. 2004). 
 
There are eight different general motivations that could be found for consumers to participate 
in eWOM communication (Hennig-Thurau et al. 2004; Balasubramanian & Mahajan 2001). 
Motives are: social concern, social benefit, quality assurance, entertainment, personal, 
functional, economic rewarding and helping enterprises (Hennig-Thurau et al. 2004; Bronner 
& De Hoog 2011). The study only discusses those who will be of interest toward chosen 
research area and posed question to respondents.  
 
Social concern with the sub-motive of concern for other consumers is mentioned as 
motivation when helping other consumers with their buying decision or protects them from 
possible negative experiences (Hennig-Thurau et al. 2004). Social benefit as motivation is 
identification consumers have with the community online. Reason for meeting friends and 
make contact through participating in chat groups works as motivation when using eWOM 
(Sangwan 2005).   
 
Quality assurance is a general motivation for consumers to participate in eWOM, consisting 
of three sub-motives: influence on enterprises, enforcing service excellence and consumer 
empowerment. When consumers post negative review it may shift enterprises conceived 
image. The motivation of functional is where consumers only read comments and reviews 
posted from other consumers’ experiences on eWOM platforms. It may result in consumers 
reading reviews gets motivated to start posting comments (Hennig-Thurau et al. 2004). 
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 Theoretical summarization 2.5
 
Theoretical framework have been elaborated and entailed from different concepts, starting 
with explaining communication online. Thereafter, presenting the buying decision process 
model and how eWOM have developed. Significant factors in relation to the purpose of this 
study is identified concerning the influence eWOM have on the buying decision process. The 
study argue that information search, evaluation of alternatives and post purchase behavior are 
phases most relevant in relation to why consumers engage in eWOM. It is argued that online 
reviews have strong impact on early stages in the buying decision process while posting 
online reviews is mainly a part of post purchase behavior. Studies show that consumers are 
more likely to trust other consumers’ experiences. Different personalities have different 
motivations of participating in eWOM and could entail why consumers conduct research 
online and post online reviews.  
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3 Method 
This chapter describes methodological choices and different considerations taken. Firstly, 
research design of the study is presented and then chosen method. Secondly, collection and 
analysis of data is entailed for introduction, theory and empirical gathering. Thirdly, validity 
and reliability of the study is discussed and argued for. 

 Research design 3.1
 
To conduct this study it was needed to provide a framework for collection and analysis of 
data. A research design can provide support by facilitating reflection between variables. 
Moreover, enabling generalization and comprehension of behavior in social context and 
explain chosen phenomena (Bryman & Bell 2011). According to Oppenheim (1992) the 
design makes it possible to draw valid inferences from collected data by generalization, 
association and causality. 
 
The design can be described in accordance with Bryman and Bell (2011) to be cross-
sectional, as the study gathered data at one single point through a self-administered 
questionnaire. Derived from the purpose, it can be concluded in accordance with Oppenheim 
(1992) that cross-sectional design is most appropriate. Little was known about chosen 
research area why consumers conduct research online and post online reviews. Therefore, the 
cross-sectional design was well suited to answer posed research question.  
 
The data were acquired through use of different variables, which in turn generated favorable 
situation to detect patterns of association. The study can be defined by Backman (2008) to use 
a quantitative method, as a questionnaire with numerical observations was applied. In order to 
find an explanation for behaviors one must also find relationships between variables. Bryman 
and Bell (2011) supports cross-sectional design as it can be used to collected data with 
quantitative measurement when researchers want to study different relationships. Findings can 
later be put in context with theories to provide explanations why consumers interact with the 
two phenomena (Russell & Purcell 2009). Methodological choices were based on information 
provided by Backman (2008) arguing that chosen method must correspond to the addressed 
research question. Therefore, a careful balance was carried out to perform this study with 
suited research method. The research design also allowed this study to find conclusions on 
posed research question.  
 

 Data collection 3.2
 
The study collected two various types of data; namely, primary and secondary data.  
Secondary data controls gathering of primary data by determining the research problem and 
question. Prior to gathering of empirical material the study reviewed already existing 
literature within the research area. Thereafter, to gain knowledge in which a problem 
statement could be formulated. Consideration was made due to its importance as foundation 
to the entire study. Review of literature included various information instruments and was the 
base of this study. Backman (2008) describe it as finding the essence of a meaningful 
researchable scientifically problem. The study mostly used literature and scientific articles 
due to its relevance and when it was published.  
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3.2.1 Self-administered questionnaire 
 
To investigate why consumers conduct research online and post online reviews this study 
used a self-administered questionnaire. The instrument offered possibility to extract online 
behavior from respondents by self-completion. Bryman and Bell (2011) supports the choice in 
comparison to a structured interview. The questionnaire gives advantage of having no 
variability by researchers and through that absence of bias affection. Thereby, the 
questionnaire corresponded to chosen research design as data was collected at one single 
point.  
 
Data was collected by variables through a cross-sectional design. Therefore, the study 
thorough balanced that parameter before constructing the questionnaire. Russell and Purcell 
(2009) argue that variables should be operationalized before conducting the study in order to 
enable a situation where they can be measured. A number of questions used a Likert scale (see 
appendix) as Patel and Davidson (2011) argue that the only accurate measurement for 
reliability is when alternatives in the questionnaire can be measured. The questions formed 
with Likert scale was operationalized before distributing the questionnaire. This was applied 
for all questions so that standardization could be achieved in analysis, entailed later.   
 
The questionnaire was tested towards a group of respondents to ensure that level of confusion 
would be low. The study applied convenience sampling in context to environments where the 
questionnaire was distributed. The approach could be described by Bryman and Bell (2011) as 
the study samples by characteristics of accessibility for researchers, explained below (see 
3.2.2).  In accordance with Oppenheim (1992) the study has tried to lay much emphasis in the 
construction of the questionnaire. Consequently, as the design of the questionnaire is 
prolonged throughout the study by analysis, discussion and conclusion.  

3.2.2 Construction of the questionnaire 
 
In order to answer generated research question, the questionnaire consisted of several sections 
(see appendix). Firstly, information section about consumers’ demographics. Consisting of 
questions regarding gender, age category, main occupation, buying frequency and most 
bought products online. Secondly, why respondents conduct research online and how it 
affects the buying decision process. If respondents use online reviews posted by others, reason 
for it and preferred platform. In addition, perceived level of credibility for consumers versus 
enterprises and also how different variables affect the buying decision. Thirdly, why 
respondents post online reviews and how propensity amongst different variables could be 
explained to have effect on the phenomena. Where questions if respondents post online 
reviews, reason for it and preferred platform was asked. Finally in the third section 
respondents answered if the level of propensity could be increased by different variables. 
Only first four questions were mandatory, since the study did not want respondents feel forced 
to answer if not possible.  
 
The self-administered questionnaire was constructed and distributed online through help of an 
external provider (i.e. www.webbenkater.com). It provided a platform for easy and secure 
access of information. Alternatives could be randomized, thereby not putting any alternative 
above another. Prior to responding to the questionnaire respondents were informed about the 
purpose of the study and background to generate a favorable situation. In addition, 
information was presented to inform respondents that their participation was anonymous.  
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The questionnaire was designed in Swedish to suit respondents. The questions and 
alternatives were translated to English before presenting the results. The questionnaire 
generated response from 167 respondents. Distribution was made on Social Media and two 
departments from University of Borås; namely, School of Textile and School of Economics & 
IT. A higher amount of respondents were of essence for the study so less emphasis had to be 
made on level of anonymity for participants. However, it only occurred when distributing the 
questionnaire amongst respondents from University of Borås. The distribution was made 
manually through collected email addresses from the external provider mentioned earlier 
above. Identification could be made through email address of respondents. Nevertheless, it 
should be noted that the questionnaire then transformed in becoming confidential for 
respondents, explained by Patel and Davidson (2011). This was entailed to respondents when 
collection of data occurred on the additional platform. Population of the sample and response 
rate could not be calculated as the questionnaire was distributed on different platforms.  
 

 Data analysis 3.3
 
Bryman and Bell (2011) argue that empirical information in a quantitative study must be 
transformed into data once collected. Researchers prepared the collected information so it 
could be quantified into numbers. Therefore, the study applied textual consensus as 
parameters in the self-administered questionnaire had to be transformed into numbers to code 
data for analysis. This enabled a situation where relationship between the two phenomena 
could be possible and provided standardization to structure data in order to avoid any error 
handling.   
 
Thereafter, analysis of data begun and in accordance with Bryman and Bell (2011) 
relationship between different variables was tested. They further point out that it is after 
analysis between empirical findings and theory that relationships can emerge. The study 
connected previous findings with presented empirical material in order to generate 
conclusions from posed research question. Findings were presented in tables and figures by 
separate questions or set of questions. Percentages for figures in results were presented in the 
appendix to not distract presentation.  
 

 Trustworthiness 3.4
 
According to Bryman and Bell (2011) the study has to consider the parameters of reliability 
and validity, as results was based on quantitative measurement. Reliability could be argued to 
be of foremost importance as it is more connected to quantitative research. In addition, used to 
measure whether the results are repeatable. Validity is still important; however, in this study it 
has less importance by applied method. Patel and Davidson (2011) argue that generalizability 
is important when conducting empirical gathering with questionnaire characteristics. It 
enables results to be generalized to other individuals outside given population. The material 
could be seen of less generalizability as respondents were approached and data gathered from 
different platforms.  
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This study had knowledge of possible generalization of young respondents. However, it was 
decided that this should not be seen as a limitation as Bei, Chen and Widdows (2004) argue 
that younger consumers tend to interact more online. Moreover, emphasized that this study 
wanted to entail why consumers conduct research online and post online reviews. 
 
To strive for reliability and validity this study have tried to describe methodological choices 
in vast. Especially when presenting different section and questions in the self-administered 
questionnaire. Moreover, to such extent that both conclusions made from various chapters and 
the study itself could be repeatable. However, reliability should be considered in relation to 
derived sample. The validity could be considered low to assumed sample as it was collected 
from two different platforms. Therefore, trustworthiness of the study could be assumed low 
when conducting generalization outside the study. As mentioned above, reliability should be 
considered higher than the validity as quantitative measurement was applied. Trough entailed 
methodological choices and construction of the questionnaire the study should be considered 
with a relative high reliability. Testing the questionnaire and entailed data analysis is 
indication that conclusions can be derived by readers and raise the level of validity.  

3.4.1 Method evaluation 
 
After the study had been completed researchers found it important to reflect on 
methodological choices taken. Rieckner and Jörgensen (2008) argue that also empirical 
consideration can be brought up for reflection. It can be decided whether selection and 
empirical gathering have been in connection to presented theory. The study had prior 
knowledge of that chosen alternative of self-administered questionnaire would give a limited 
depth of information. Consequently, lack of depth in responses could be seen as a limitation to 
conclusions drawn and follow-up interviews might have been needed. However, 
methodological choices taken are to be preferred as the study had the purpose to entail why 
consumers conduct research online and post online reviews. It can be discussed that 
construction of the self-administered questionnaire did not define higher education. Therefore, 
only a low level of relationship could be made between the result and education.  
 
The study claims to hold a cohesive structure between theory, method and empirical 
information. Enabled through use of the two phenomena why consumers conduct research 
online and post online reviews. Therefore, concluding that chapters of the study are of 
consistence throughout in order to derive from logical conclusions.  
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4 Results  
This chapter present results from the self-administered questionnaire answered by 
respondents. The chapter entails results in context to theoretical framework that has been 
presented. Three different sections are provided as previous mentioned to entail online 
behavior in general and in context to the buying decision process.  

 Online consumer behavior 4.1
 
The result will present online consumer behavior respondents entailed in the self-administered 
questionnaire. A total of 167 respondents participated in the questionnaire, were almost two 
thirds were women and around one third men (see table 4.1). The majority of respondents 
could be derived from the age category of 21-25 with almost two thirds of the total 
respondents. Next were the category of 26-30 and then the category of -20. There were one 
category that represented almost all respondents regarding of main occupation; namely, 
students. Followed by the category of working and then a small minority represented 
jobseekers, presented below.  
 
Table 4.1: Consumers characteristics by gender, age and main occupation 

Question Frequency Percentage (%) 
Gender 
Man 
Woman 

 
57 
110 

 
34,1 
65,9 

Age 
-20 
21-25 
26-30 
31-35 
36-40 
41-45 
46-50 
50+ 

 
12 
108 
24 
9 
2 
4 
4 
4 

 
7,2 
64,7 
14,4 
5,4 
1,2 
2,4 
2,4 
2,4 

Main occupation 
Working 
Student 
Retired 
Job seeking 
Other 

 
34 
130 
0 
2 
1 

 
20,4 
77,8 
0 
1,2 
0,6 

 
A more widespread response image was provided by how frequent respondents shop online 
(see table 4.2). Categories of highest buying frequency represented as followed: one to two 
times a month, once every other month, once every six month and then three to four times 
every month. It should be of consideration that almost all respondents had a shopping 
frequency of once every six months showing indication of interaction online.  
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Table 4.2: Online behavior by buying frequency and products 

Question Frequency Percentage (%) 
Shopping frequency 
Several times a week 
3-4 times a month 
1-2 times a month 
1 time every other month 
1 time in half year 
1 time per year 
Less often than once a year 
Never 
Do not know 

 
4 
17 
64 
41 
24 
6 
7 
3 
1 

 
2,4 
10,2 
38,3 
24,6 
14,4 
3,6 
4,2 
1,8 
0,6 

Frequency of products 
Consumer Electronics 
Clothes/Shoes 
Books/Media 
Building materials 
Home decor/furniture 
Sports/recreation 
Baby products/Toys 
Other 

 
40 
134 
59 
5 
29 
49 
9 
32 

 
24,8 
83,2 
36,6 
3,1 
18 
30,4 
5,6 
19,9 

 
To entail what respondents buy online the questionnaire provided participants with multiple 
choice options in order to generate a truthful response basis. Most popular products was as 
followed; clothes/shoes, books/media, sports/recreation, consumer electronics, home 
decor/furniture, baby products/toys and building material. The category of other also received 
a numerous of responses besides presented alternatives, the three major categories were 
games, cosmetics and travels. First section of the questionnaire was to establish characteristics 
of respondents and frequency of online purchases. Since theory indicated that Swedish 
consumers have become more digital in their consumer behavior. Numbers will be measured 
with presented report (see 1.1) and not with previous studies.  
 

 Conducting research online 4.2
 
The first phenomena investigated are in correspondence to conducting research online were 
respondents answered nine questions. All in context to presented theoretical framework about 
conducting research online. Three questions were posed to respondents if they use online 
reviews posted by other consumers, reason for it and preferred eWOM platform.  
 
Table 4.3: If consumers use online reviews, reason for it and preferred eWOM platform 

Question Frequency Percentage (%) 
Use online reviews  posted by others 
Yes 
No 
Do not know 

 
116 
29 
5 

 
77,3 
19,3 
3,3 

Reason to use online reviews 
Insufficient product information 
Trust more on consumers experiences  
Use it as a social tool  
Do not know 
Other 

 
40 
88 
5 
4 
14 

 
33,6 
73,9 
4,2 
3,4 
11,8 

Preferred eWOM platform 
Social media 
Review site 
Enterprises website 
Do not know 
Other 

 
44 
89 
114 
3 
12 

 
29,3 
59,3 
76 
2 
8 
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From the result presented above (see table 4.3) it can be entailed that a majority of 
respondents use online reviews posted by other consumers at almost eight out of ten 
frequency rate. However, there are still two out of ten respondents that do not use reviews in 
the buying decision process. From presented results it can be interesting to also entail reasons 
for using online reviews posted by other consumers. It can be found that respondents in 
majority relies more on consumers experience, with a difference in almost four out of ten 
respondents. In the option of other, respondents think that consideration and review of other 
consumers is essential before making a buying decision. It should be noted that the question 
was posed with option of multiple choice. The alternative of relying more on other consumers 
experiences could be used for further analyze. Theory explained that risk decreases with 
number of options used prior to a buying decision (see 2.3). Alternatives presented could be 
used to analyze consistence of argued viewpoints. 

4.2.1 Level of credibility 
 
The study found that it would be interesting to pose the question on at what level respondents 
consider credibility of online reviews posted by consumers and enterprises (see figure 4.1). 
Respondents think that online reviews posted by other consumers could be agreed to a high 
and partial level of credibility.  There is a divided opinion if it could be considered to a higher 
credibility in comparison to reviews posted by enterprises. However, a small majority could 
be found that respondents think that credibility is found more towards other consumers than 
enterprises. 

 
Figure 4.1: Level of credibility for consumers and enterprises 

The findings presented above and earlier (see table 4.3) indicate that trust and credibility 
could relate to consumers rather than enterprises. Similar fact was presented in the theoretical 
framework were it was argued that online reviews posted by other consumers to be 
trustworthy. Online reviews were found less trustworthy if posted by enterprises (see 2.3.1). 
Therefore, this relationship could be of essence to analyze to see differences and 
indifferences. 
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4.2.2 Online reviews in the buying decision process 
 
The following section posed two questions on how impact and propensity could be affected 
by a set of variables. The variables were: amount of reviews, creator, chosen platform, if 
reviews existed, if it existed positive or negative reviews. This was asked to enable an 
analysis in context to the buying decision process on how consumers get affected. It was 
separated in impact and propensity as the study thought it at different stages in the process. 

 
Figure 4.2: Impact of different variables on the buying decision process 

For impact of reviews it can clearly be argued that respondents show a clear unity in answers 
regarding the variables. Respondents fully agree that if positive reviews exist it would have 
impact on the buying decision process. Followed by negative reviews and information from 
others exists. Same order goes for the category of agreeing to a high level. In comparison it 
can be found that creators of reviews and amount of reviews have least amount of impact. The 
structure is similar to findings mentioned above and in both categories of agreeing to a low 
level and not agreeing at all.  

 
Figure 4.3: Level of propensity for different variables on the buying decision process 

Same situation is given by respondents above regarding level of propensity where previous 
mentioned alternative affect consumers. In the category of fully agreeing respondents indicate 
same response in ordering alternatives. Namely, that positive review is present, negative 
reviews present and that information from other consumers exists. However, only the 
alternative of positive reviews should be seen as a foremost reason for consumers to get a 
higher level of propensity. In the category of agreeing to a high level, also the alternative of 
where reviews are written is indicated from respondents.  
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The same alternatives of the amount of reviews and the creator are given as answer in the 
categories of agreeing to a low degree and not agreeing at all. It is also worth mention that the 
alternative if negative reviews exist gives a wide response field. A significant amount of 
respondents felt that negative reviews would raise the level of propensity to purchase a 
product. Findings presented above (see figure 4.2-3) indicate that different weight should be 
considered for chosen online review variables. Theory presents that reviews valence, creator, 
amount (see 2.3.2) and eWOM platform (see 2.3) could influence the buying decision process 
differently. It is therefore of interest to further analyze theoretical occurrences with found 
empirical findings. 
 
Next, the study found it important to investigate if respondents had ever aborted a planned 
purchase due to online reviews posted by other consumers (see table 4.4). Seven out of ten 
answered that online reviews had affected them to a high level the buying decision process. It 
would be important to retrieve information on what variable had caused respondents to 
abandon the planned purchase. Two alternatives out of three could be entailed to have 
importance, and one more than others. The alternatives were insufficient information about 
products, positive reviews and negative reviews. It could be described that negative reviews 
with the option of multiple choice was the distinct alternative respondents felt most strongly 
for. Also the alternative of insufficient information about products could be seen as have a 
low level of causal relationship to an aborted purchase in the buying decision process.  
 
Table 4.4: If consumers have abandon a planned purchase due to online reviews and reasons for it 

Question Frequency Percentage (%) 
Abandoned a planned purchase due to eWOM 
Yes 
No 
Do not know 

 
105 
22 
23 

 
70 
14,7 
15,3 

Reason to abandon planned purchase 
Insufficient information about the product 
Positive review/-s 
Negative review/-s 
Do not know 
Other 

 
18 
2 
102 
6 
5 

 
16,4 
1,8 
92,7 
5,5 
4,5 

 
In the buying decision process it could also be interesting to entail how positive, negative and 
no existing reviews affects unplanned buying decisions. It was found that negative and no 
reviews existing are something that has affected respondents to go through with an unplanned 
purchase. Only positive reviews could be found to have had an effect on respondents in 
context to the buying decision process. Alternatives of partially agree to fully agree could be 
seen as the options that entail respondents true response image. Exact percentage of each 
alternative is presented in the end (see appendix).  
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Figure 4.4: If positive, negative or no reviews affect unplanned buying decisions 

Theory presented how valence affects consumers in the buying decision process (see 2.4). In 
addition, findings indicate that negative reviews have a large impact on respondents buying 
decision (see table 4.4). Therefore, the valence effect of both positive and negative reviews 
should be analyzed to withhold a deeper understanding about respondents’ behavior. 
 

 Posting reviews online 4.3
 
Second phenomenon investigated why respondents post online reviews. Respondents 
answered three questions on why they post online reviews, purpose of it and preferred 
platform. Almost eight out of ten respondents do not post online reviews. Alternatives of 
showing discontent to dissuade other to buy or encourage others to buy gave a clear picture 
that both alternatives could be of value. Depending on the outcome from the buying process 
in the postpurchase behavior (see table 4.5). Same behavior for preferred eWOM platform can 
be found in relation towards the phenomena of conducting research online with reviews prior 
to a buying decision. Respondents in majority entail how enterprises websites is the preferred 
alternative. Followed by same order with review sites and then with social media, as before 
(see table 4.3). The alternatives of do not know and other could be seen as inconclusive as 
respondents in the alternative of other expressed that they do engage with online reviews. 
Theory presented that there is different personalities in eWOM environment (see 2.4.1). 
Therefore, it could be interesting to analyze findings in context to what have been presented 
earlier. 
 
Table 4.5: If consumers post online reviews, reason for it and preferred eWOM platform 

Question Frequency Percentage (%) 
Post online reviews 
Yes 
No 
Do not know 

 
27 
119 
1 

 
18,4 
81 
0,7 

Reason to post online reviews 
Show discontent to dissuade others to buy 
Encourage others to buy 
Do not know 
Other 

 
23 
19 
4 
5 

 
71,9 
59,4 
12,5 
15,6 

Preferred eWOM platform 
Social media 
Review sites 
The enterprises website 
Do not know 
Other 

 
19 
26 
55 
36 
7 

 
16,7 
22,8 
48,2 
31,6 
6,1 
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Next the study posed the question whether following variables had any affection on level of 
propensity to post online reviews. Variables were as followed: not exist any reviews, there is 
reviews existing, majority is positive, majority is negative, respondents is satisfied with 
purchase or dissatisfied (see figure 4.5). From respondents level of propensity the study could 
entail that the wish of expression could be singled out as foremost alternative. The alternatives 
of satisfied and dissatisfied with the purchase ranked highest in categories of agreeing at full 
and agreeing to a high level. Respondents ranked dissatisfied as foremost alternative and 
satisfied thereafter. However, alternatives do not show prominent majority until the 
alternative at agreeing at a high level. In comparison, respondents did not agree at all that the 
alternatives of existing, not existing reviews and that majority of reviews either were positive 
or negative could give a higher level of propensity to post online reviews.  

 
Figure 4.5: If different variables affect the level of propensity for posting online reviews 

Theory argued that there is a certain behavior in the postpurchase phase (see 2.3). Findings 
presented above indicate that satisfied and dissatisfied is to be considered the foremost reason 
to a higher level of propensity for posting online reviews (see figure 4.5). Forthcoming it 
could be interesting to analyze difference and indifference in respondents’ postpurchase 
behavior in accordance with theory. Empirical findings above have been presented and 
summarized in order to generate a better understanding in what could be found important to 
analyze. Respondents did not in full answer all questions; however, margin of errors should 
be considered small and not affect findings from empirical collection (see appendix).  
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5 Analysis 
This chapter presents analysis between empirical results and theoretical findings. The study 
entails analysis about the online consumer behavior of respondents. Thereafter, analysis 
between the two phenomena investigated in the questionnaire.  

 Online consumer behavior 5.1
 
Zhu and Zhang (2010) explained that with the rise of Internet, consumers have turned to 
online reviews prior to a buying decision, as it is considered an important resource. Mudambi, 
Schuss and Zhang (2014) explained the interest with increased interaction of e-commerce, 
where consumers buy products online. From presented use of online reviews (see table 4.3) 
the study is not able to draw relation that Internet or e-commerce could explain the wide use 
of online reviews. However, it could be argued that the buying frequency has a connection 
towards the use of online reviews as almost all respondents have purchased products through 
e-commerce (see appendix). Also more than eighty percent of respondents bought clothes or 
shoes despite multiple choice options. However, no relationship could be found whether or 
not choice of product could be affecting use of online reviews prior to a buying decision.   
 
It could be argued that respondents in the study are more active online in comparison to 
results presented by e-barometern (2014). Thirty-five percent of consumers bought products 
at least once a month. In this study more than half bought products at least once every month 
online (see table 4.2). Full relationship between the two studies could not be made as the age 
category of 21-25 was overrepresented in this study and distribution was never fixed in the 
report. In addition, no analysis could be made with the discussion that eWOM have surpassed 
traditional advertising channels. However, as a large majority conducts research online 
through reviews it could be considered the foremost tool of use. Consequently, in the buying 
decision process as Fagerstrøm and Ghinea (2011) argue for. Importance can be emphasized 
by that seven out of ten respondents abandoned a planned purchase due to eWOM. It could be 
concluded that there is a connection towards age since younger consumers tend to use more 
information gained online (see table 4.3). As Bei, Chen and Widdows (2004) argues that 
information provided by enterprises or manufacturer is relied upon older consumers.  
 
In theory it was explained that the multidirectional communication model was founded in the 
importance that enterprises show their existence to consumers today (Carlsson 2010). Results 
indicate that this have been adopted since the foremost eWOM platform used in both 
phenomenon is enterprises websites (see table 4.3 & 4.5). Information and experiences are in 
fact spread by consumers (Thackeray & Neiger 2009). This strengthens that communication 
goes horizontally between enterprises and consumers (see figure 2.1); however, to a low level. 
Therefore, it could be concluded that there is a difference in the level of participation of 
consumers for the two phenomena.  
 

 Conducting research online 5.2
 
First section of the questionnaire showed a clear relationship between online reviews in early 
stages of the buying decision process. Findings presented that a majority used online reviews 
posted by other consumers prior to a buying decision (see table 4.3). The study found 
contradictory evidence in comparison to theory, enterprises website was found to be more 
persuasive as an online review platform than independent review sites.  
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Nevertheless, the study did not investigate a possible relationship towards possible bias 
affection experienced by consumers, as Lee and Youn (2009) did. Therefore, anonymity 
variable effect on level of credibility presented by Huang, Hsiao and Chen (2012) could not 
be investigated.  
 
A risk that occurs in online environments is where consumers are not able to see or feel 
products in advance and experiences a higher risk (Hsieh & Tsao 2013). However, Bhatnagar 
and Ghose (2004) argue that risk decreases with more options prior to a buying decision. 
Level of risk could not be analyzed since it was not included in empirical collection. 
However, result indicated that respondents use online reviews to evaluate the product from 
several options. Almost three out of ten use online review as additional information and 
expressed several external views as reason for using online reviews (see table 4.3). 
Emphasizing that WOM plays an important part in consumers buying decision process and is 
of strong impact (Needham 2008). Therefore, it could be found of relation that Racherla, 
Mandiwalla and Connolly (2012) argue how consumers use online reviews with the specific 
goal of gaining information.  

5.2.1 Level of credibility 
 
The foremost reason using reviews about products posted by other consumers were that 
respondents trust more upon their experience (see table 4.3). It was also seen that respondents 
agreed to a high level that this information should be seen with high credibility. A lower level 
of credibility was shown when put in comparison to enterprises, still it surpassed that 
alternative (see figure 4.1). So in accordance with theory the study could confirm that results 
indicate how a higher credibility is given to online reviews posted by other consumers. 
Therefore, findings go in line with Benwell and Stokoe (2007) who argues that consumers 
consider online review from other consumers to be a trustworthy source of information. Then 
later in context to theory presenting that consumers tend to trust more on online reviews 
posted by consumers than enterprises (Cheong & Morrison 2011). However, consumers do 
not seem to have motivation of functional when conducting research online (Henning-Thurau 
et al. 2004). Relationship between conducting research online and posting online reviews was 
weak. Motivation relies more in connection to consumers’ own experience from the buying 
decision process.    

 
Previously it have been established that enterprises websites were preferred eWOM platform 
to both conduct research and post online reviews (see table 4.3 & 4.5). Reason for 
respondents to choose enterprises websites could be found in the concept of OCF. Described 
by Liu and Zhang (2010) that it could be seen as one of the most reliable sources for 
information about products. The concept might be the answer to why respondents preferred 
enterprises websites as platform when conducting research online and posting online reviews. 
Katawetawaraks and Cheng (2011) argued that consumers get information from enterprises 
websites prior to a buying decision. Therefore, the choice of enterprises websites as foremost 
tool to conduct research and post online reviews could be further explained. 
 
Findings indicate that the social component could be seen as less important in building trust, 
as Racherla, Mandiwalla and Connolly (2012) argued. Enterprises websites was the preferred 
option over social media and online reviews were not used as a social tool.  
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It could be argued that reason for enterprises websites to be preferred option derives from 
possible incentives towards consumers. As Kim et al. (2015) argues that it could change 
consumers’ attitude toward products and enhance possibility of posting online reviews. 
However, this notion was not gathered through the empirical material and could not be 
analyzed. 

5.2.2 Online reviews in the buying decision process 
 
A common wonder would have been to investigate whether or not online consumer reviews 
affect respondents buying decision process. Theory discusses that consumers will most likely 
change their attitude if provided with a biased online recommendation (Kim et al. 2015). 
Confirmed by results (see figure 4.2-3) from both impact and propensity online reviews have 
on the buying decision process. In comparison, two major findings could be found. Firstly, 
online reviews from other consumers need to be present. Secondly, reviews have to be of 
valence characteristics.  
 
Zhang, Craciun and Shin (2010) argued from their findings that consumers do not give equal 
weight to if characteristics of reviews are negative or positive. This could be emphasized with 
findings presented in context to the impact (see figure 4.2) and propensity (see figure 4.3) 
different variables of online reviews have on the buying decision process. However, 
indifference in level of weight consumers have is in comparison to consumption goal of 
reviewers (Zhang, Craciun & Shin 2010). Therefore, it can only be found that valence of 
reviews with positive characteristic is of more essence for impact and propensity for 
consumers buying decision process.  
 
Empirical collection only investigates existence of negative reviews in relation to positive 
reviews (see figure 4.2-3). Therefore, it could not be established that absence of negative 
reviews had effect on the buying decision process (Schindler & Bickart 2005). However, 
result indicated that negative reviews, if existing, had effect on the buying decision process. 
Results need further investigation to enable a relationship that absence of negative reviews 
has effect in the buying decision process. It should be seen that in comparison to the absence 
of negative reviews (Schindler & Bickart 2005), the presences have significant influence for 
almost all respondents to abandon a planned purchase (see table 4.4). It was not found if 
credibility could be lowered if conflicting characteristics exists, as discussed by Qiu, Pang and 
Lim (2012). 
 
In theory, distribution of online reviews was found to be of implication by Hu and Li (2011) 
as only a few products tend to get attention. Empirical findings from respondents find little 
evidence that this fact should be supported. Respondents agreed to a high level that existence 
of reviews had both impact and a higher level of propensity to the buying decision process 
(see figure 4.2-3). Less emphasis was made from respondents to the amount of reviews. 
Therefore, it could be found that it is important as previous mentioned above. Consumers give 
more consideration to the number of options provided early in the buying decision process 
(see table 4.3).  
 
Park, Lee and Han (2007) argue that intention to purchase for consumers increases in context 
to high levels of online reviews. However, the quantity parameter of online reviews was only 
found to be of partial relationship of impact and propensity to consumers buying decision 
process. 
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Findings could then be somewhat in accordance with Cho (2004) who argues that less 
emphasis should be made on quantity of reviews, more on reputation of reviewers. However, 
results indicate that reputation of reviewers also has a low impact and propensity for the 
buying decision process of consumers and should be neglected.  Therefore, it can be discarded 
that respondents are not to a high level influenced by other reviewers as Sridhar and 
Srinivasan (2012) suggests.   
 

 Posting online reviews 5.3
 
Results showed that a majority of respondents use online reviews prior to a buying decision 
(see table 4.3); however, a minority posted online reviews in the postpurchase phase (see table 
4.5). Almost eight out of ten used online reviews and two out of ten posted online reviews. 
Behavior could be seen as an indication that the theory of 90-9-1 in relation to posting online 
reviews presented by Nielsen (2006) would be of somewhat accurate measurement. It could 
also be a problematic situation in which a small minority represents experiences of a large set 
of consumers. Where it could create an illusion of that a product possesses a set of 
characteristics not representable for the larger part of the consumers. These findings make it 
interesting to further on in analysis entail what variables could increase the propensity for 
posting online reviews.  
 
Further, relationship could be partially argued from theory where Punj (2012) found that 
consumers with higher income and higher education are those who only tend to conduct 
research online without posting online reviews. First, the variable of higher education could 
be found as a majority was students. Higher income could be replaced by the fact that 
respondents had a high online shopping frequency. Higher education was not defined in the 
questionnaire; therefore, a relationship should only be found with relative measurement. 
However, sample derived mostly from the University of Borås and the category of working 
respondents could have possibility of a higher education.  
 
According to Hennig-Thurau et al. (2004) there are four different segments of personalities in 
eWOM environment. In the findings with given circumstances of alternatives for respondents 
there could be result of strong relation to segment of concern for other consumers. Even if a 
limited amount of alternatives were provided. Theoretical finding support that this segment 
has relationship to higher education. The sample represented of mostly students and could 
therefore be found to show some level of true correspondence (see table 4.3). It can also be 
found that respondents to be in accordance with self-interested relation. A minority in the 
alternative of others explicitly formed answers of giving their own apprehension of products. 
These findings also correspond to what can be explained by Wojnicki and Godes (2008) that 
consumers have interest to post online reviews in order to help others. However, not found 
with the motive of self-enhancement. To give an own apprehension of the product could be 
seen as Bartikowski and Walsh (2014) a self-presentation motive by consumers and for 
lurkers the motive is information gathering. Previous explained (see table 4.3) to be one of 
reasons why consumers conduct research online. Therefore, respondents can be defined as 
passive participants.  
 
However, it was found of little relation to what Harbaugh (1998) described as status seeking 
motivation for posting online reviews. This can be discarded as Lampel and Bhalla (2007) 
also suggested that status seeking could be a motive as consumers post reviews in order to 
build an online identity. 
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Findings found that social media was least preferred platform to post online reviews and 
respondents did not use reviews as a social tool (see table 4.3). Therefore, social benefit as a 
motivation should be discarded in accordance with Sangwan (2005) as participating with 
other consumers is not of interest. Instead social concern should be regarded as foremost 
reason why consumers post online reviews. Hennig-Thurau et al. (2004) explains it with 
wanting to protect other consumers form a possible negative experience. This could be found 
as social concern is the sub-motive of concern for others.  
 
A majority of respondents has reason to either show discontent to dissuade others to buy or 
encourage others to make a purchase in the buying decision process. Consequently, there is a 
relationship between these two variables of satisfied and dissatisfied with their purchase. 
However, a distinction could be made as respondents quite clear intend to post online reviews 
to dissuade others from buying and when they were dissatisfied with their purchase in the 
postpurchase stage. Chae, Black and Heitmeyer (2006) argued that it is consumers’ needs 
prior to the buying decision that has to be satisfied, as it affect if and how experience is 
reviewed. A relationship to theory presented by Presi, Saridakis and Hartmans (2014) could 
not be found, as the study was not designed by those implications. Nevertheless, it can be 
found that respondents to the highest degree amongst given alternatives possess higher 
propensity to post an online review if they are satisfied or dissatisfied with a purchase. The 
findings analyzed above indicate that respondents have self-expression motives for posting 
online reviews. This in accordance with Dellarocas and Narayan (2006) who argued that 
consumers intention to post online reviews increase when have experienced either a very good 
or very bad movie. It could be found in comparison to how respondents’ propensity is most 
affected when satisfied or dissatisfied.  
 
It can be found that there is a clear difference in how valence in relation to products affects 
consumers in the buying decision process. Valence of online reviews in relation to products 
has largest effect on consumers of alternatives prior to a buying decision (Lee & Youn 2009). 
However, amongst least chosen alternatives in measuring what motivates consumers into 
getting a higher level of motivation for posting online reviews. The valence alternative if 
majority of reviews would be positive or negative had low impact on level of propensity to 
post online reviews. Result showed a favorable distinction for two alternatives when posing 
the question on what variables could affect consumers. Namely, to be satisfied or dissatisfied 
with the buying decision (see figure 4.5), which goes in line with theory in postpurchase 
behavior. Kotler et al. (2013) argued that in that final phase of the buying decision process, 
consumers are to be satisfied or dissatisfied with the completed purchase. Therefore, findings 
indicate a concurrent conclusion with theory above. A pattern could be detected for the 
reasons why respondents post online reviews, even with providing a limited amount of 
alternatives. Respondents’ reflections show a relationship with variables that could increase 
level of propensity for consumers to post online reviews. Large number of reviews affection 
on propensity to post online reviews argued by Dellarocas and Narayan (2006) could not be 
found. The question only defined existing reviews, not the number of reviews.  

In order to retrieve findings to respond upon given research question the study has entailed 
interesting results analyzed on above. Findings, both of difference and indifference with 
theory was of essence when presenting the discussion in forthcoming chapter before 
conclusions could be argued for. Discussion was derived from given sample by empirical 
collection and presented with that relationship. To enable readers to understand conclusions 
this structure follows as before, with why consumers conduct research online and finally why 
online reviews are posted online. 
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6 Discussion and conclusion 
This chapter discusses and concludes analytical presentation of results. Contribution of the 
study follows in context to the field of business administration with specialization towards 
marketing. Finally, the chapter submits suggestions for further research on approaches 
identified from the study.  

 Discussion  6.1
 
It was found that a majority of respondents used online reviews prior to a buying decision. No 
indication could be made through use of online reviews in comparison to traditional 
advertising channels. Therefore, buying frequency should be considered an indicator for 
consumers conducting research online. A higher buying frequency in comparison to e-
barometern (2014) and a high level of consumption of online reviews from respondents 
support the fact that digital environments is a large part of the Swedish consumers buying 
decision process.  
 
Empirical findings and theoretical framework supported the fact that additional information 
from other consumers is the foremost reason to engage with eWOM. Online reviews in 
eWOM posted by other consumers were to be considered a trustworthy source, also more 
credible in comparison to enterprises reviews. The higher level of credibility for other 
consumers and preferred option of enterprises websites to both consume and post online 
reviews could be explained by the concept of OCF. The concept was described to be a reliable 
source of eWOM information for consumers. It can be argued that consumers conduct 
research online in order to gain additional information and foremost from other consumers 
since the level of credibility is considered higher. 
 
Even if respondents posting online reviews were of minority, reasons for it showed 
concurrence with the theoretical framework. Concern for other consumers was in relation to 
higher education in theory. It can be discussed to be of importance as respondents mostly 
consisted of students from University of Borås. It was also found that respondents posted 
online reviews for self-expression reasons. Analyzed findings indicated that consumers do not 
post online reviews for status seeking motives or to interact for social reasons, as presented in 
theory. All reasons could be found of relationship to level of propensity to post online 
reviews. Both satisfied and dissatisfied consumers in the postpurchase phase had relation on 
reasons to post online reviews. This in accordance with presented theory for the last stage in 
the buying decision process. Therefore, it can also be concluded that consumers’ post online 
reviews if satisfied or dissatisfied with the purchase.  
 
Moreover, it is believed that the low involvement for posting online reviews could be caused 
by given sample in this study. Punj (2012) conducted the only study on relationships between 
why consumers conduct online research and post online reviews. In this study frequency of 
purchasing experience is investigated instead of Internet experience. Income is excluded as it 
would be considered an obstacle for respondents. A majority of respondents possesses 
characteristics with being a student as main occupation. Therefore, it could be argued that the 
findings is of concurrence with Punj (2012) regarding that higher education is in relationship 
to conducting research online; however, not with posting online reviews.  
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 Conclusion 6.2
 
With indicators of an increasing level of online behavior for Swedish consumers it is 
becoming important for enterprises to understand it. In correspondence to theory it was found 
that consumers are in the same level of relationship between conducting research online and 
posting online reviews. A low level of adoption was shown towards posting online reviews in 
the postpurchase phase of the buying decision process. Behavior in the online environment 
needed to be entailed in order to provide a better understanding for why consumers conduct 
research online and post online reviews.  
 
Consumers conduct research with online reviews from other consumers as additional 
information besides the one provided by enterprises. Therefore, it can be concluded that it 
derives from the specific goal of gaining information as online reviews posted by other 
consumers is considered of higher credibility. It was found that consumers post online 
reviews to help other consumers and also for self-expression reasons. Discarded from theory 
that status seeking motives or to interact with other consumers could be of reason.  
 
This study contributed to the scarce existing knowledge about the relationship of why 
consumers conduct research online and post online reviews. Findings confirm previous 
theoretical findings and provide new ones. This study found evidence that entailed what 
motives consumers have to conduct research online and post online reviews. A relationship of 
high involvement for conducting research and low involvement for posting online reviews 
could be found. Explained with theory, by respondents assumed higher education. Variable of 
frequency in online purchases was used instead of Internet experience. Providing a dimension 
on importance of experience in relationship to consumption and posting online reviews.  
 

 Suggestion for further research 6.3
 
Results of the study give opportunity to suggestions for further research within the area 
investigated. Firstly, a larger study would be favorable to verify concluded results and with a 
more representative sample. Secondly, result shows that a deeper and broader understanding 
could be achieved by using a qualitative instrument, to entail how consumers conduct 
research online and post online reviews. Thirdly, the study gives notice to the lack of 
knowledge for consumers that do not conduct research online or participate in posting online 
reviews. Last, it is considered that an understanding of what enterprises think is needed to get 
a more fully apprehended picture of consumers’ online behavior. 
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Appendix 
 
Questionnaire 
 

 
 
Percentage for figures 
 
Figure 4.1: Level of credibility for consumers and enterprises 

Category Alternative (%) 
 Consumer Enterprise 
Fully agree 3,42 10,81 
Agree to a high level 34,25 21,62 
Partially agree 51,37 42,57 
Agree to a low level 6,85 16,89 
Not agree at all 3,42 7,43 
Do not know 0,68 0,68 
 
 
 

Question Alternative Number of 
respondents 

Valid 
percent 

1. Gender Single choice 167 100 
2. Age Single choice 167 100 
3. What is your main occupation? Single choice 167 100 
4. How often do you shop online? Single choice 167 100 
5. What kind of products do you buy online? Multiple 

choice 
161 96,4 

6. Do you use online reviews posted by other consumers 
before a purchase? 

Single choice 150 89,8 

7. If yes, then why? Multiple 
choice 

119 97,5 

8. On which / what websites do you prefer to search for 
information about products? (Multiple choice) 

Single choice 150 89,8 

9. Do you consider following factors to be relevant to your 
buying decision? 

Likert scale 150 89,8 

10. Do you think that information created by other 
consumers have 

Likert scale 149 89,2 

11. Do you think that the following factors make you more 
inclined to make a purchase? 

Likert scale 147 88 

12. Have you ever abandoned a planned purchase because of 
a product review created by another consumer? 

Single choice 150 89,8 

13. If yes, what was the reason? Multiple 
choice 

110 95,5 

14. Have you ever performed an unplanned purchase 
because it existed 

Likert scale 149 89,2 

15. Do you usually leave reviews on websites about your 
purchased products? 

Single choice 147 88 

16. If yes, then why? Multiple 
choice 

32 84,4 

17. Through which media do you prefer to review your 
purchases? 

Multiple 
choice 

114 68,3 

18. Do you consider yourself to be more inclined to review a 
product if? 

Likert scale 136 81,5 
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Figure 4.2: Impact of different variables on buying decision 
 

Category Alternative (%) 
 Amount of 

reviews 
Creator Platform Reviews 

exists 
Exists 

positive 
reviews 

Exists 
negative 
reviews 

Fully agree 5,37 5,37 9,46 17,45 30,20 26,17 
Agree to a high level 16,78 16,11 31,08 36,24 45,64 44,30 
Partially agree 34,90 24,16 38,51 24,16 14,09 20,81 
Agree to a low level 20,13 22,82 8,78 8,72 4,70 2,68 
Not agree at all 17,45 23,49 7,43 8,05 3,36 4,03 
Do not know 5,37 8,05 4,73 5,37 2,01 2,01 
 
Figure 4.3: Level of propensity for different variables in the buying decision process 
 

Category Alternative (%) 
 Amount of 

reviews 
Creator Platform Reviews 

exists 
Exists 

positive 
reviews 

Exists 
negative 
reviews 

Fully agree 4,14 6,99 6,90 11,11 23,81 14,48 
Agree to a high level 13,79 9,79 24,14 31,25 38,10 27,59 
Partially agree 35,17 28,67 31,72 30,56 25,85 28,28 
Agree to a low level 20,69 23,08 17,93 10,42 3,40 6,90 
Not agree at all 22,76 26,57 15,86 13,89 6,80 20,00 
Do not know 3,45 4,90 3,45 2,78 2,04 2,76 
 
Figure 4.4: If positive, negative or no reviews affect unplanned buying decision 
 

Category Alternative (%) 
 Positive reviews Negative reviews No reviews 
Fully agree 15,44 1,40 2,82 
Agree to a high level 14,77 2,10 7,04 
Partially agree 18,12 7,69 12,68 
Agree to a low level 7,38 9,79 11,27 
Not agree at all 33,56 60,84 42,96 
Do not know 10,74 18,18 23,24 
 
Figure 4.5: If different variables affect the level of propensity for posting online reviews 
 

Category Alternative (%) 
 No reviews Exist 

reviews 
Majority 
positive 

Majority 
negative 

Satisfied 
with 
purchase 

Dissatisfied 
with 
purchase 

Fully agree 4,44 4,48 3,76 2,24 10,53 26,67 
Agree to a high level 8,89 10,45 6,77 7,46 23,31 26,12 
Partially agree 9,63 19,40 13,53 17,91 21,05 31,58 
Agree to a low level 19,26 14,18 14,29 11,94 12,03 31,34 
Not agree at all 31,11 25,37 30,08 29,10 13,53 19,55 
Do not know 26,67 26,12 31,58 31,34 19,55 17,04 
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