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Abstract 

When compared to the traditional word of mouth (WOM), the online word of 

mouth, a new way of share and exchange thoughts about products or companies via 

the Internet, has proved to be a more effective information source for consumers as 

well as a more powerful marketing tool for companies. While previous studies have 

found that online WOM can significantly influence consumers’ behavior, this study 

aims at investigating its effects on consumers’ purchase intentions. Based on the 

results of a self-administered survey, we conclude that both the quality and quantity of 

online WOM have positive influences on purchase intentions. More importantly, this 

study is one of the first to examine this relationship in a cross-cultural context at the 

individual level. By applying the Hofstede’s cultural values, we found that online 

WOM will have different effects on the purchase intentions of consumers who have 

different cultural orientations. This study also provides meaningful managerial 

implications for online retailers and directions for future study of online consumer 

behavior.  
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Introduction 

Among all of the information sources that consumers can use, the word of mouth 

(WOM) is inevitably the most influential one: When a consumer wants to know about 

a particular product, he or she can either look for marketer-generated sources such as 

third-party endorsements or seek advice from their relatives and friends (King et al., 

2014). Since these information sources have used or experienced the products and the 

brands personally, the WOM is powerful and convincing. More importantly, WOM 

has direct effects on the image and reputation of a brand or company, which are 

crucial to their survival. Almost every brand needs to develope good image and 

reputation in order to keep customers loyal as well as to attract potential customers. 

Therefore, it is important for marketers and brand managers to learn about the effect 

of WOM.  

In the fields of marketing and consumer research, researchers have been studying 

the traditional WOM for a relatively long time. Most researchers agreed that the 

WOM communication is commonly regarded as a type of social influence that affects 

consumers’ purchase intentions, attitudes and purchase decisions (Cheung & Thadani, 

2012). With the rapid development of information technology in the past two to three 
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decades, the Internet has become a useful and effective tool for consumers to search 

for information on products. Furthermore, the Internet not only significantly changes 

the way we interact and communicate with each other, but also provides us with 

various ways to purchase products (King et al., 2014). As a result, a substantial 

research stream has emerged to concentrate on the online word of mouth or electronic 

word of mouth. Online WOM is defined as “Any positive or negative statement made 

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

available to a multiple of people and institutions via the Internet.” (Hennig-Thurau, et 

al., 2004). Unlike the traditional WOM communication that is restrained by the 

physical distance, the online WOM greatly facilitates communication that is free from 

the face to face constraint: Online consumers who even do not know each other can 

share and exchange their knowledge on the products through the Internet.  

Many researchers have shed some light on the online reviews that were made by 

customers on websites such as Amazon and eBay, individual blogs and social media 

networks. In a survey conducted by Channel Advisor in 2010, over 91% of consumer 

reported that they tend to look for online reviews before making purchases, and 46% 
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of respondents said that their purchase decisions were influenced by these reviews 

(Cheung & Thadani, 2012). These remarkable statistical results suggest that the online 

WOM can greatly affect consumers’ purchase behavior. As a result, my research 

interest is to examine the effects of online WOM on consumers’ purchase intentions. 

To be specific, the current study is to investigate the online WOM from a cross-

cultural perspective, because only a few studies have focused on how consumers from 

different cultures seek and process online WOM information (Fong & Burton, 2008; 

Park & Lee, 2009). Also, the national level of culture has been studied for a long time. 

However, as countries are more heterogeneous under the era of globalization, it would 

be interesting and necessary to investigate the cultural difference at the individual 

level.  

The rest of this paper will begin with an in-depth literature review that is divided 

into three parts: articles focusing on characteristics of online WOM, the effect of 

online WOM on purchase intentiosn and the relationships of individual cultural values 

and online WOM. The hypotheses will be proposed based on the literature review. 

The methodology will be discussed, followed by the statistical analyses. Lastly, 
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conclusions, managerial implications and directions for future research will be 

presented. 

Literature review 

1. Characteristics of online WOM 

As mentioned, there is a substantial amount of studies on online WOM. The first 

stream of literature can be categorized as the articles focussing on the characteristics 

of online WOM, which also include the studies of the antecedents and consequences 

of online WOM. Since it is a new branch of traditional WOM, it is necessary to 

review the literature of WOM briefly. One of the earliest articles on WOM was 

published by Ernest Dichter. In his article he proposed that there are four key 

motivations that drive individuals to engage in WOM activities: Perceived product 

involvement, self-involvement, other involvement and message involvement (Dichter, 

1966). From then on, many researchers studied the motivations of WOM and its effect 

on consumer behavior. One of the most comprehensive studies was conducted by 

Sundaram, Mitra and Webster in 1998. They examined the underlying motives of 

WOM behavior and concluded that there are two types of motives for WOM: First, 
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positive motives include altruism, product involvement, self-enhancement. Second, 

negative motives include altruistic, anxiety reduction, vengeance and advice seeking 

reasons (Sundaram et al., 1998, King et al., 2014). Since more and more studies 

implied that consumers’ perceived WOM as more persuasive and trustworthy than 

traditional advertising strategies, marketers realized that WOM communication is a 

very powerful marketing communication strategy. As a result, there are thousands of 

articles in the academic and business fields that focus on the effects of WOM on 

constructs such as consumers’ attitudes, consumers’ purchase intentions, consumers’ 

purchase decision making process, etc. 

Moreover, with the development of online WOM in the past decade, many 

researchers propose that online WOM communication has unique characteristics 

when compared to the traditional WOM. First, online WOM is more effective and 

convenient. The Internet provides various ways for consumers to share their thoughts 

and opinions. Major studies focused on the online consumer reviews that are 

generated on e-retailing websites, discussion forums and online rating sites (Cheung 

& Thadani, 2012). With the emergence of social network in recent years, researchers 
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also discuss online WOM communication on blogs and social networking sites. See-

To & Ho (2014) examined the effect of social networking sites by concluding that 

social network websites can moderate the impacts of online WOM on consumers’ 

trust in a product, value co-creation and purchase intention. They also develop a 

model for theory building in online WOM as to better understand how online WOM 

affects purchase intentions. Second, the online WOM communication is more 

measurable and visible than the traditional WOM. As many online retailing websites 

provide rating scales for products, consumers can easily see the popularity of the 

product and decide whether they want to purchase the product or not. Also, the 

presentation styles of online WOM are more observable while the quality and 

quantity are much higher than the traditional WOM (Cheung & Thadani, 2012). 

Third, the information exchange process of online WOM is more widespread and 

effective than traditional WOM. Information from one sender can be transferred and 

read by millions of consumers and it does not need to be exchanged between the 

sender and receiver at the same time (Karakaya & Barnes, 2010). Lastly, online WOM 

has more credibility than traditional WOM since the online consumers do not know 
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each other and they only have mutual interests in a specific product. Because the 

online WOM information given by a sender is persistent and will reach an almost 

infinite number of receivers, reviewers must have a good understanding of the product 

before they make any comment (Godes & Mayzlin, 2004). King et al. (2014) 

summarized the characteristics of online WOM with 6 aspects: Enhanced volume, 

dispersion, persistence and observability, anonymity and deception, salience of 

valence, and community engagement.    

In addition to the characteristics of online WOM, other researchers examined the 

antecedents and consequences of online WOM. Similar to the study of traditional 

WOM, many researchers discussed the motivations or the antecedents of online 

WOM. In a synthesis paper of online WOM, King and his colleagues categorize the 

previous studies into those focusing on the antecedents of senders and those focusing 

on receivers. To be specific, in the category of “what drive consumers to share online 

WOM information”, many researchers found that the psychological factors such as 

self-enhancement, innovativeness, self-efficacy and neuroticism play important roles 

in writing online reviews (King et al., 2014). In another category that “why 
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consumers will seek for information online”, most researchers used survey and 

experiments to measure the attitudinal and motivational constructs. Key factors that 

drive consumer to seek online WOM include: To reduce searching time and effort, to 

avoid uncertain risks, to find social assurances, to enact negativity bias (King et al., 

2014). Based on the result of the literature review, they conclude that the full picture 

of the underlying antecedents of online WOM is yet to be described and requires more 

research in the future. 

It is not surprising that there are more researchers focusing on the consequence or 

the effects of online WOM, since it is such an influential marketing communication 

strategy. Most of the previous studies agreed that online WOM influences consumers’ 

purchase decisions from two perspectives: one is that the access to more information 

before the purchase can help consumers better determine which product and which 

brand can satisfy their needs (Dellarocas, 2003). Another perspective is that the online 

WOM information can reduce the perceived risk and search time and effort for 

consumers (Quintal et al., 2010). Meanwhile, in a literature analysis paper by Cheung 

and Thadani (2012), they found that the previous studies have shown online WOM 
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can affect consumers’ attitudes, trust and loyalty of consumers toward a company, 

consumers’ perceived usefulness, consumers’ willingness to pay, consumers’ 

perceived quality of products, consumers’ purchase and repurchase intentions 

(Cheung & Thadani, 2012). Among all of the constructs, the most attractive one is 

consumers’ purchase intentions, since learning purchase intentions can directly 

determine whether consumers will choose the product/service or not.       

2. Online WOM and Consumers’ Purchase Intention: 

Almost one third of the articles in the literature of online WOM mentioned the 

impact of online WOM on consumers’ purchase intentions. Due to the limited time 

and space, we will focus on the most comprehensive and typical articles. To begin 

with, most researchers agreed that the online WOM information will have positive 

influence on consumers’ purchase intentions. That is to say, if consumers read 

consumers’ online reviews before the purchase, they can learn about the product and 

are more likely to purchase the product than the one without that information 

(Dellarocas, 2003, Park et al., 2007, Prendergast & Ko, 2010, See-To & Ho, 2013). 

Some discovered that information usefulness of online WOM has a positive effect on 
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the adoption of online WOM (Lin et al., 2012; Fan & Miao, 2012; Cheung & 

Thadani, 2012). It means that if consumers perceived that online WOM is useful, they 

tend to use the information for making a purchase, which leads to the conclusion that 

the adoption of online WOM is positively related to the purchase intentions of 

consumers. Moreover, whether consumers will adopt the online WOM information 

also depends on the extent to which an information source is perceived to be 

believable, competent and trustworthy (Park & Lee, 2007; Cheung & Thadani, 2012).  

While most of the studies have focused on the effect of online reviews on the 

retailing websites, other researchers found that different information sources will also 

moderate the effects of online WOM on consumers’ purchase intentions. Online 

discussion forums and bulletin board systems are widely used by Internet users to 

communicate with each other since the 1990s. With the emergence of e-commerce 

and online shopping, many consumers began to use online forums to share their 

knowledge of the products and brands. These shared experiences are perceived to be 

reliable because the information sources are consumers, who have no interest in 

influencing other readers or marketing the products (Prendergast & Ko, 2010). 
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Moreover, these forum users share similar interests and they will be emotionally 

attached to each other, which makes the reviews or comments on the online forums 

more persuasive (Xia & Bechwati, 2008). As proposed by Prendergast and Ko (2010), 

this kind of similarity between the source and receivers strengthens consumers’ 

purchase intentions with respect to products that are discussed in online forums. More 

recently, the social networks such as Facebook, Twitter and Google+ are so popular 

that many companies and brands open their official accounts to interact with 

consumers. Also the interaction among customers or fans are significantly facilitated 

by the social networks in forming fans groups to communicate. Similar to the role of 

online forums, social networks serve as an online platform for consumers to share 

their expertise and experiences on the products, which become the online WOM 

information on social networks (Yoon, 2009; Pookulangara & Koesler, 2011; See-To 

& Ho, 2014). Since the communicators within social networks are members of focal 

users’ personal networks, online WOM information on social networks is perceived as 

more reliable and trustworthy than the online reviews on retailing websites and 

traditional WOM (Chu and Choi, 2011, Trusov et al., 2009). 
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Many researchers try to examine what are the possible moderating and mediating 

effects in the relationships of online WOM and consumer purchase intentions. Ji & 

Zhang (2009) found that the brand orientation will moderate the effect of online 

WOM information on consumers’ attitudes and purchase behaviors. Park et al., (2007) 

discovered the moderating effect of involvement by concluding that low-involvement 

consumers are influenced by the quantity rather than by the quality of online reviews, 

while high-involvement consumers are influenced by both quantity and quality of the 

online WOM. Lin et al. (2010) postulated that the need for cognition will have 

moderating effects: The purchase intentions of consumers with high need for 

cognition will be influenced more by the quality of online reviews, while low need for 

cognition consumers will be influenced by the quantity rather than the quality of the 

online reviews. Also, gender differences can play a role in the effects of online WOM 

on consumers’ purchase intentions, in that female consumers are more likely to use 

online WOM to make purchase decision than male consumers (Fan & Miao, 2012). 

Furthermore, many researchers found that the quality and quantity of online 

WOM are important elements to the consumers’ purchase intentions. The quality of 
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online WOM is defined as the quality of a review’s contents from the perspective of 

information characteristics, which include relevance, understandability, sufficiency 

and objectivity (Park et al., 2007; Park et Kim, 2007; Fan & Miao, 2012). Also, online 

WOM information that consist of understandable and logical arguments are more 

persuasive than the emotional and subjective ones (Lin et al., 2011). Meanwhile, the 

quantity of online WOM information is also important because it is related to the 

sales volumes and the popularity of the products (Park et al., 2007). The quantity of 

online WOM information can be measured by the number of online reviews on the 

retailing websites, as well as the frequency of the product being mentioned on the 

social networks and forums (See-To & Ho, 2013; Prendergast & Ko, 2010). Also, the 

quantity of online WOM can serve as a function of risk reduction or uncertainty 

avoidance: Consumers will perceive less risk and regard the products as reliable if 

there are many other consumers who purchase and review the products (Money & 

Crotts, 2003; Sabiote, et al., 2012). Therefore, based on the literature review, we 

propose that when consumers are seeking information online, both the quality and the 

quantity will play significant role in the effect of online WOM on consumers’ 
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purchase intentions. Formally: 

Hypothesis 1: When consumers are seeking product information online, the 

quality of online WOM positively influences their purchase intentions toward the 

product.  

 Hypothesis 2: When consumers are seeking product information online, the 

quantity of online WOM positively influences their purchase intentions toward the 

product. 

3. Online WOM and Cultural Differences  

 As mentioned, many researchers focused on the relationships between online 

WOM and consumers’ purchase intentions. As suggested by many studies, there is a 

call for cross-cultural studies in online consumer behavior, since the cultural 

orientation that influence consumers’ purchase behavior may be very different from 

one country to another. Some researchers found that consumers from different 

cultures use different persuasion styles in writing their online reviews. For example, 

American consumers are more likely to express their own opinions on products and to 

include product’s specific traits in their reviews (Lai et al., 2013). Some postulate that 
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there will be different levels of engagement in the information giving and information 

seeking processes online. Fong & Burton, (2008) argued that discussion boards 

participants from collectivist cultures will engage in more information seeking than 

those from individualist cultures, while individualist consumers will engage in higher 

level of information giving than collectivist consumers. Moreover, Chu and Choi 

(2011) found that culture affects the involvement of online WOM in social 

networking sites. They proposed that Chinese social network users engage in a greater 

level of information-giving, information-seeking and pass along behavior than do 

their American counterparts (Chu & Choi, 2011). They believe that this difference is 

caused by social relationship related constructs such as social capital, tie strength, 

trust and interpersonal influences (Chu & Choi, 2011). Fang et al. (2013) found that 

Chinese consumers are less likely to engage in the online review systems when 

compared with their American counterparts, but they tend to have more positive 

attitudes towards products or services, and provide less extremely negative reviews, 

and rely more on the negative reviews provided by other online consumers. All in all, 

it is reasonable to predict that there will be cultural differences in the relationships of 
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searching information online and consumers’ purchase intentions.  

Culture is a complex concept that could be defined and interpreted in many 

different ways. The most widely recognized and used theory are the cultural values 

proposed by Geert Hofstede. Since the 1960s, he conducted a comprehensive study of 

how values in the workplace are influenced by culture. He analyzed a large database 

of employee value scores collected within IBM, which covered more than 70 

countries, from which Hofstede first used the 40 countries with the largest groups of 

respondents and afterwards extended the analysis to 50 countries and 3 regions 

(Hofstede insights). Initially there were four dimensions included in the proposed 

model: Individual-Collectivism, Uncertainty avoidance, Power distance and 

Masculinity-Femininity. Following further research, Hofstede added the fifth and 

sixth dimensions: Long term orientation and Indulgence-Restraint. 

Among all the dimensions Hofstede proposed, the most popular one is the 

difference between individualism and collectivism. Individualist cultures emphasize 

self-reliance, independence, and freedom. People with individualistic orientation are 

more likely to provide information, opinions and recommendation (Laroche et al., 
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2005). On the other hand, collectivist cultures encourage people to sacrifice their own 

benefits for the greater good of the group or society. People with collectivistic 

orientation are more likely to follow other people’s behavior and advice so as to 

maintain the group harmony (Hofstede, 1984). Based on this difference, previous 

researchers found that there are differences in the information seeking-process before 

making purchase decision between two different cultures (Long-Chuan et al., 1999). 

Generally, collectivist consumers such as Chinese consumers are more likely to 

follow other consumers’ decisions when searching for information, which suggests 

that they will let the group make their choices (Doran, 2002). Also, Chinese 

consumers rely more on information given by the others in the “group”, since using 

this kind of information is regarded as a way of strengthening interpersonal relations 

(Wong and Chan, 1999). They also engage in a higher level of discussion of the 

product on the Chinese discussion boards (Fong & Burton, 2008). On the other hand, 

Individualist consumers such as American consumers are more likely to make 

purchase decisions based on their personal judgments because they think self-reliance 

and independence are very important in the process of searching for information 
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(Ordonez de Pablos, 2005). Based on the literature, we propose that after consumers 

viewed product reviews online, the collectivist consumers are more likely to buy the 

product than the individualist consumers. Formally: 

Hypothesis 3a: The effects of quality or/and quantity of online WOM on purchase 

intentions are greater for collectivist customers than for individualist customers. 

The second dimension we examine is uncertainty avoidance. It is defined as the 

degree to which the members of a society can tolerate the unstructured, ambiguous 

and uncertain future events (Hofstede, 2001). A typical high uncertainty avoidance 

culture exhibits strong rigid codes of belief and behavior, and are intolerant of 

unorthodox behavior and ideas (Hofstede Insights). Members of high uncertainty 

avoidance cultures will expect more threat and difficulty in life and experience higher 

level of anxiety. They are motivated to reduce the perceived ambiguity and 

uncertainty in life to lower this kind of anxiety (Doney et al., 1998). A way to mitigate 

ambiguity and uncertainty is to seek advice from other members (Schumann et al., 

2010). Also researchers found that consumers use WOM information to mitigate the 

risk and uncertainty during the decision making process (Rosen & Olshavsky, 1987). 
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On the contrast, a lower uncertainty avoidance culture maintains a more relaxed 

attitude that practices are more important than principles (Hofstede insights). 

Members of lower level uncertainty avoidance cultures believe that they can control 

and influence their own lives. They are expected to reduce their anxiety through 

passive relaxation and self-control of emotions (Hofstede, 2001; Schumann et al., 

2010).   

Furthermore, many researchers proposed that members of high level of 

uncertainty avoidance cultures will engage in a higher level of information seeking 

and opinion-sharing in the decision making process (Dawar et al., 1996; Lam et al., 

2009; Schumann et al., 2010). People with higher levels of uncertainty avoidance will 

seek more sources of information than lower level of uncertainty avoidance people 

(Vannessa et al., 2010). They also wish to have a large amount of information before 

they make purchase actions (Jordan et al., 2012). While members of lower uncertainty 

avoidance cultures are less involved in the information seeking behavior, and 

eventually they are less influenced by external information on their consumer 

behaviors (Dawar et al., 1996; Money et al., 1998; Schumann et al., 2010). Since 
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online WOM served as a new type of information seeking channel for consumers 

when making purchase decisions, we believe the difference between high and low 

levels of uncertainty avoidance is similar in the case of online WOM. As a result, we 

proposed that:  

Hypothesis 3b: The effects of quality or/and quantity of online WOM on purchase 

intentions are greater for consumers with high levels of uncertainty avoidance than 

for consumers with low levels of uncertainty avoidance. 

According to Hofstede’s theory, power distance, a dimension often applied to 

organizations and institutions, refers to the degree to which the less powerful 

members of a society accept and expect that power is distributed unequally (Hofstede 

insights). A high power distance culture tends to be more hierarchical, members share 

the beliefs that power, wealth, talents and capabilities are unequally distributed 

(Hofstede, 2001). Some studies argue that the information seeking and sharing 

process are unequal as well: People with high power distance are more likely to 

engage in information seeking and rely on the information in decision making process 

than those in low power distance culture because of the higher level of external locus 
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of control (Dawar et al., 1996; Lam et al., 2009). They also rely more on received 

WOM referral from credible people who have experience and knowledge of the 

services and products (Schumann et al., 2010). On the other hand, people with low 

power distance are less likely to express their thoughts and receiving from others, 

because they tend to view everyone as equal and a high level of internal locus of 

control. Hence they are prone to make decisions and evaluations based on their own 

experiences (Lam et al., 2009; Schumann et al., 2010). As a result, we propose that 

people with high levels of power distance are more likely to buy a product than 

people with low levels of power distance, after they viewed the online WOM 

information. Formally: 

Hypothesis 3c: The effects of quality or/and quantity of online WOM on purchase 

intentions are greater for consumers with high levels of power distance than for 

consumers with low levels of power distance. 

The dimension of Masculinity-Femininity indicates how a culture defines the 

gender roles of male and female in a society and the extent to which a society 

emphasize achievement or nurture (Hofstede, 2001). A masculine culture represents a 
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preference in society for achievement, heroism, assertiveness and material rewards for 

success. The role in a masculine culture is distinctive: Men are supposed to be 

assertive, tough, and focused on material rewards, while women are supposed to be 

more modest tender and concerned with the quality of life (Hofstede, 2001). On the 

contrary, a feminine culture stands for a preference for cooperation, modesty and 

stronger relationship orientations (Schumann et al., 2010). It is a culture in which 

social gender roles overlap, men and women are supposed to be modest, tender and 

concerned with the quality of life.  

 In the literature of both traditional and online WOM, only very few studies have 

emphasized the dimension of masculinity-femininity specifically. Most of them 

agreed that because a masculine culture is possession-oriented and materialistic, 

members of masculine cultures are more likely to engage in higher levels of 

information seeking and sharing activities than feminine cultures in the pre-purchase 

stage. (Dwyer et al., 2005; Liu et al., 2001; Schumann et al., 2010). Lam et al. (2009) 

also proposed that a consumer who values masculinity is more likely to engage in 

WOM information seeking and sharing with both social in-groups (friends and 
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families) and social out-groups (Strangers). Based on the characteristics of 

masculinity-femininity and the limited results from previous studies, we propose that 

masculine consumers are more likely to buy a product based on the online WOM 

information than the feminine consumers. Formally:  

Hypothesis 3d: The effects of quality or/and quantity of online WOM on purchase 

intentions are greater for consumers of masculine cultures than for consumers of 

feminine cultures. 

As the fifth dimension in Hofstede’s cultural values theory, long term orientation 

was proposed by Hofstede and Bond in 1998. It is also known as the Confucian 

Dynamism, since it is a work based on the characteristics of Chinese values. A long 

term orientation culture is defined as a culture that emphasize the future, thrift and 

persistence, which also include values such as ordering relationships by status and 

having a sense of shame (Hofstede et Bond, 1998). It also takes a more pragmatic 

approach by encouraging innovation and adaptation, and efforts in education as a way 

to prepare for the future (Hofstede insights). A short term orientation refers to a 

culture that values the personal steadiness and stability, short feedback cycles, respect 
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for tradition and reciprocation of greetings, favours and gifts. Based on the data from 

Hofstede and Bond, (1998), most would agree that collectivist cultures in Asia such as 

China, Japan and Korea are defined as long term orientation cultures; while most of 

the European and North American countries, who are identified as individualist 

cultures, score low in this index. Therefore, it is reasonable to predict that consumers 

of long term orientation cultures will have some similar purchase behaviors as 

collectivist consumers, while consumers of short term orientation are similar to 

individualist consumers. 

As a relatively new dimension in Hofstede’s model, not many researchers have 

applied this dimension particularly in their studies. Nevertheless, some researchers 

have proposed and found evidence to support that long term orientation makes a 

difference in terms of consumers’ behaviors. Some argue that the long/short term 

orientation influence the ways of information seeking and decision making processes: 

People with long term orientation tend to trust the typical literate Internet-facilitating 

features such as information from search engines and product reviews, while people 

with short term orientation trust more their in-group circles such as family and friends 
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(Mooji, 2014). Some proposed that trust in online product reviews for making 

purchase intentions will be positively correlated with long term orientation, because 

the relationships among long term orientation, literacy and newspaper circulation may 

point at a higher degree of non-personal information seeking in long term oriented 

cultures (Kimmel & Kitchen, 2016). A study also found that consumers from long 

term oriented culture have a higher intention to engage in the WOM seeking and 

giving process after they experience positive service (Liu et al., 2001). As a result, we 

propose that the purchase intentions of consumers from long term oriented culture are 

more likely to be influenced by online WOM information than the purchase intentions 

of consumers from short term orientation. Formally: 

Hypothesis 3e: The effects of quality or/and quantity of online WOM on purchase 

intentions are greater for consumers with long term orientation than for consumers 

with short term orientation. 

The last and latest dimension in Hofstede’s model is Indulgence-Restraint. It was 

proposed by Michael Minkov after he conducted a worldwide survey on 93 societies 

with the World Values Survey during 1995-2004. The indulgence-restraint dimension 
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was introduced into Hofstede’s model in 2010, with the aim of covering the aspects 

that are not explained by the other five dimensions. An indulgent culture refers to a 

society which allows relatively free gratification of basic and natural human desires, 

which lead to enjoy life and having fun (Hofstede & Minkov, 2010). The 

characteristics of an indulgentculture includes: Members tend to believe that they 

have greater control of personal life and participation in life activities, and that the 

leisure time is very important; They tend to have more extraverted personalities; 

Freedom of speech is regarded as very important. In contrast, a restraint culture stands 

for a society that control gratification of needs and regulates it by means of strict 

social norms (Hofstede & Minkov, 2010). The characteristics of a restraint culture 

includes: A perception of helplessness, freedom of speech is not a primary concern; 

positive emotions are less freely expressed and happiness. Members of a restraint 

culture perceive that their actions are restrained by social norms and feel that 

indulging themselves is wrong. 

Since the indulgence-restraint is a new dimension in Hofstede’s model, there is a 

lack of empirical studies in the fields of online consumer behavior. Nevertheless, 
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studies have found that members of an indulgent culture are more likely to express 

their positive feelings, they are more likely to display behavior and be influenced by 

others (Korsakiene & Curina, 2012). Consumers in an indulgent culture may feel 

happier after their shopping experiences and spending (Yaseen & Omoush, 2012; 

Yildirim & Barutcu, 2016). Moreover, since the optimism of indulgent consumers 

increases their trust in online environments, their online behavior such as searching 

for information on products, online purchase and payment are handled more easily 

than consumers from restraint cultures (Schaupp et Carter, 2010). Because the social 

networking sites provide platforms for consumers to share and exchange information 

on the product, indulgent consumers are more likely to engage in social commerce at 

a higher level, which implies that indulgence has positive effect on social commerce 

expenditure (Yildirim & Barutcu, 2016). Therefore, we proposed that the indulgent 

consumers are more likely to purchase products than restraint consumers after they 

viewed online WOM information. Formally: 

Hypothesis 3f: The effects of quality or/and quantity of online WOM on purchase 

intentions are greater for indulgent consumers than for restrained consumers. 
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Hypotheses statements 

 Based on the literature reviews, we postulated the below hypotheses: 

Hypothesis 1: When consumers are seeking product information online, the quality of 

online WOM positively influences their purchase intentions toward the product.  

Hypothesis 2: When consumers are seeking product information online, the quantity 

of online WOM positively influences their purchase intentions toward the product. 

Hypothesis 3a: The effects of quality or/and quantity of online WOM on purchase 

intentions are greater for collectivist customers than for individualist customers. 

Hypothesis 3b: The effects of online WOM (quality or/and quantity) on purchase 

intentions are greater for consumers with high levels of uncertainty avoidance than 

for consumers with low levels of uncertainty avoidance. 

Hypothesis 3c: The effects of quality or/and quantity of online WOM on purchase 

intentions are greater for consumers with high levels of power distance than for 

consumers with low levels of power distance. 

Hypothesis 3d: The effects of quality or/and quantity of online WOM on purchase 

intentions are greater for consumers of masculine cultures than for consumers of 
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feminine cultures. 

Hypothesis 3e: The effects of quality or/and quantity of online WOM on purchase 

intentions are greater for consumers with long term orientation than for consumers 

with short term orientation. 

Hypothesis 3f: The effects of quality or/and quantity of online WOM on purchase 

intentions are greater for indulgent consumers than for restrained consumers. 

 

Methodology 

1. Survey construction 

In order to test the hypotheses, we conducted a 2 (high quality vs low quality) x 2 

(large quantity vs small quantity) between subject factorial design with a self-

administered structured online survey. The survey was generated on the platform of 

Qualtrics and the total expected time for participants to finish it is 10 minutes, and 

they are not allowed to take it again once finished. The survey consists of three parts: 

1. Demographical questions. 2. A manipulated scenario with questions to measure the 

effects of online WOM on purchase intentions. 3. The questions to measure individual 
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cultural values. 

When participants began the survey, they first were asked to provide their age, 

gender, usage and experience of online shopping and social media. Second, 

participants were given a scenario in which they are going to buy a new phone that 

they have never used before, they want to know more about it and start to look at the 

website of this phone on Amazon.com. Based on the differences of the quality and 

quantity of the online reviews posted by former customers, participants were 

randomly assigned to one of the four groups: 1, high quality x high quantity. 2, high 

quality x small quantity. 3, low quality x large quantity. 4, low quality x small 

quantity.  

In previous studies, the review quality was measured by the objectivity, 

credibility, understandability, sufficiency of the content (Park et al., 2007). As a result, 

in this study, five emotional, insufficient and ambiguous reviews were selected as the 

manipulation for low quality, while three detailed, objective and organized reviews 

were selected as the manipulation for high quality (See appendix 1). We used uneven 

numbers of reviews for the manipulation of high quality and low quality because they 
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appeared to have similar length in the survey. As for the quantity of the review, we 

chose the stimulus based on the results of previous studies (Park et al., 2007, Lin et 

al., 2011): Large quantity was manipulated by showing customers that there are 1830 

customer reviews and 768 answered questions, while in the condition of small 

quantity the numbers are 5 customer reviews and 3 answered questions (See appendix 

1).  

After viewing the scenario, participants were asked 5 questions that served as the 

manipulation check for the reviews’ quantity and quality: questions whether they 

agree that the number of the reviews is large and whether they agree that the reviews 

are useful, objective, and understandable. Then the purchase intentions of the 

participants is measured by three questions that are frequently used in previous 

studies: 1. Whether they desire to purchase this phone after reading the reviews; 2. 

Whether they are likely to buy this phone in the near future; 3. Whether they 

recommend this phone to friends. All questions in this part were measured based on a 

5 point likert scale that ranges from 1=“strongly disagree” to 5=“strongly agree”. 

The final part of the survey was designed to measure the cultural orientations of 
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the participants. As mentioned before, we applied Hofstede’s individual cultural 

values in this study. In total there are 34 items were included in this part, which cover 

the six dimensions: Power Distance, Collectivism-Individualism, Uncertainty 

Avoidance, Long Term Orientation, Masculinity-Femininity, and Indulgence-

Restraint. The items of first five dimensions were adopted from the CVSCALE, 

which was generated by Boonghee Yoo and his co-worker in 2011. Their goal is to 

develop a psychometrically sound measure of Hofstede’s cultural value at the 

individual level. Furthermore, in their research, the CVSCALE shows adequate 

reliability, validity, cross-sample and national generalizability (Yoo et al., 2011). In 

addition, the items of indulgence-restraint were adopted from Heydari, Laroche, 

Habibi, and Richard (2017). Based on a 5-point likert scale that range from 1= 

“strongly disagree” to 5= “strongly agree” (For the items of long term orientation, 1= 

“not at all important” to 5= “extremely important”). Participants were asked to choose 

the answers they relate most for each question.  

2. Sampling and Statistical analysis 

Unlike the previous cross-cultural studies that focused on the group or country 
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level, this study aims at exploring the cultural differences at the individual level. As a 

result, there were no specific conditions in terms of the nationality and ethnicity of 

participants. The only prerequisite is participants must have a certain knowledge of 

online shopping or social media, we used the questions of “Do you have experience in 

social media?” and “Do you have experience in online shopping” to satisfy this 

prerequisite.  

The survey was finished in August 2017 on the online survey platform Qualtrics 

and was published and distributed for two months for collecting responses. The 

distribution channels include social media, personal invitations and the website of 

Crowdflower. In total 496 responses were received, in which there were 38 responses 

that were not finished or failed to satisfy the prerequisite. Therefore, 458 responses 

were analyzed through SPSS. The coding of variables and the analysis of variance 

(ANOVA) were employed to test the hypotheses.  

First, we analyzed the demographic responses of the respondents. Out of 458 

responses, 1 (0.02%) participant is under age of 18; 221 (48.3%) participants are 

between the age of 18 to 30; 172 (37.3%) participants are between the age of 31 to 45 
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and 64 (14.1%) participants are above the age of 45. In terms of gender, there are 303 

(66.2%) male participants and 155 (33.8) female participants. All participants have 

experience in social media and online shopping. In addition, in the question “In 

average how many hours per day have you spent on online shopping/social media?” 

48 (10.5%) participants spend less than 1 hour; 194 (42.3%) participants spend 1 to 3 

hours per day; 125 (27.3%) participants spend 3 to 5 hours per day and 91 (19.9%) 

participants spend more than 5 hours per day. This result shows that the majority of 

participants have heavy usage in social media and online shopping every day, which 

proves that the sample is adequate for this study. 

Second, since a between subject factorial design requires randomly assigning the 

participants to one of the cells, we used Qualtrics to fulfill this requirement with the 

condition of assigning the participants to each cell as evenly as possible. As a result, 

117 (25.6%) participants were assigned to the cell high quality x large quantity; 115 

(25.4%) were assigned to the cell high quality x small quantity; 115 (24.9%) were 

assigned to the cell low quality x large quantity and 111 (24.1%) participants were 

assigned to the cell low quality x small quantity. Based on which cells they were 
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randomly assigned, we coded participants into two level for quality and quantity 

respectively: small quantity as 1, large quantity as 2, low quality as 1 and high quality 

as 2.  

Furthermore, we coded the six dimensions of cultural values respectively. 

For each dimension, we calculated the means of participants’ answers for related 

questions. Then based on the group mean we dichotomized the participants for each 

dimension: Participants were coded as 1 if they scored lower than group mean; those 

who scored higher than group mean coded as 2. Although many studies suggest using 

the method of median split, in this study we found that too many participants score 

the same as median in some dimensions, which will not give us two equal size of 

sample. By using the group means, we have two almost equal sized samples for each 

dimension: Long term orientation: group mean = 4.064, percentages of two sample 

size are 49.3% vs 50.7%; Uncertainty avoidance: group mean = 4.231, percentages of 

two sample size are 48.3% vs 51.7%; Individualism-collectivism: group mean = 

3.715, percentages of two sample size are 47.4% vs 52.6%; power distance: group 

mean = 2.595, percentages of two sample size are 53.3% vs 46.7%; masculinity-



 36 

femininity: group mean = 3.097, percentages of two sample size are 48% vs 52%; 

Indulgence-restraint: group mean = 3.861, percentages of two sample size are 42.1% 

vs 57.9%. 

 The meaning of scoring high or low in each dimension is different. Specifically, 

in dimension of individualism and collectivism, high score means the participant is 

more a collectivist and low score imply he or she is more an individualist. For power 

distance and uncertainty avoidance, high score means the participant is high power 

distance or high uncertainty avoidance, low score refers to low power distance or low 

uncertainty avoidance. For long term orientation, high score means the participant 

regards long term orientation as an important value; low score means the participant 

has a short term orientation. In dimension of masculinity and femininity, if participant 

score high, he or she is associated to masculinity, and participant with low score is 

tied to femininity. For indulgence and restraint, high score means participant is an 

indulgent person; low score means he or she is a restrained person. All in all, the 

quality of online reviews, the quantity of online reviews and the individual cultural 

values are three independent variables in this study. 
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 Lastly, the dependent variable of this study were the means of the three questions 

that measure the purchase intentions of participants, which were analyzed through 

ANOVA. In addition, the five questions served as the manipulation check for the 

quality and quantity of online reviews were analyzed as well. By using ANOVA in the 

statistical software SPSS, statistical significance and p-value, main effect, interaction 

effect, and group means were analyzed for manipulation check and hypotheses 

testing.      

3. Manipulation checks 

As mentioned, we used two questions as the manipulation check for the quantity of 

online WOM and three questions as the manipulation check for the quality of online 

WOM. We used the average score of these questions as the dependent variable and the 

categories of large vs small quality and high vs low quality as the independent variables. 

Then we ran two one-way ANOVA to test the manipulation checks through SPSS. The 

results are presented in appendix 2. For quality, the result shows that there is a 

statistically significance, F (1, 456) = 348.359, p < 0.0005. The mean of small quantity 

groups is 2.75; the mean of large quantity group is 4.308. Hence the quantity of online 
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WOM was successfully manipulated. As for quality, there is a statistically significance, 

F (1, 456) = 19.927, p < 0.0005. The mean of low quality is 3.947, the mean of high 

quality is 4.207. Therefore, the quality of online WOM was successfully manipulated. 

4. Reliability testing 

We used Cronbach’s α to test the reliability of each measured constructs through 

SPSS. The following table show the results: (See appendix 3 for SPSS output)  

Table 1: Reliability test 

Constructs Adopted from Used 

items 

Cronbach’s α 

Quantity Park et al., (2007) 2 0.728 

Quality Park et al., (2007) 4 0.690 

Purchase intention Lin et al., (2011) 3 0.885 

Individualism-

Collectivism 

Yoo et al., 2011 6 0.865 

Uncertainty Avoidance Yoo et al., (2011) 5 0.787 

Power Distance Yoo et al., (2011) 5 0.893 

Masculinity-Femininity Yoo et al., (2011) 4 0.827 

Long term orientation Yoo et al., (2011) 6 0.697 

Indulgence-Restraint Laroche et al., (2017)  8 0.846 
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As we can see, the Cronbach’s α of all constructs except “Quality” and “Long 

term orientation” are > 0.7, which indicate the constructs reach a satisfied level of 

internal consistency. Although the Cronbach’s α of “quality” (0.690) and “long term 

orientation” (0.697) are slightly lower than 0.7, we decided to keep them because 

previous studies have shown they are reliable constructs. (Park et al., 2007; Yoo et al, 

2010) 

5. Hypotheses testing 

 After coding our variables, we used two-way ANOVAs through SPSS to test 

hypotheses 1 and 2. First, we examined the three assumptions of ANOVA: Outliers, 

normality and homogeneity (Results in appendix 4). By inspecting the results of 

boxplots, there are no significant outliers in the four cells of independent variables. The 

normal Q-Q plots of residuals show that the data is normally distributed. As for the 

homogeneity of variance, we used Levene’s test of equality of error variance. We 

rejected the null hypothesis that the error variance of the dependent variable is equal 

since the statistical significance level is < 0.05. But some researchers argue that when 

the group sample sizes are large and equal or almost equal, and there is normality and 
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the ratio of the largest group to the smallest group variance is less than 3, the two-way 

ANOVA can be conducted, because to some extent it is robust to the heterogeneity of 

variance in this kind of situation (Jaccard, 1998). 

The table of tests of between-subject effects (Appendixs 5) shows that there is a 

statistically significant interaction between the quality and the quantity of reviews on 

purchase intention, F (1, 454) = 5.151, p = 0.024, at the significance level of 0.05. Since 

the plot shows that we have an ordinal interaction, it is meaningful to investigate the 

results of main effects: There is a statistically significant main effect of quality on 

purchase intentions, F (1, 454) = 12.822, p < 0.0005; there is also a statistically 

significant main effect of quantity on purchase intention, F (1, 454) = 21.339, p < 

0.0005. 

Furthermore, the table below shows the weighted marginal means of each cell:  

Table 2: Group Means of two-way ANOVA 

 

By inspecting the differences in means, we can see that respondents who viewed 

high quality online WOM have higher purchase intentions than those who viewed low 
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quality online WOM for both small quantity and large quantity. Respondents who 

viewed large quantity have higher purchase intentions than those who viewed small 

quantity for both low quality and high quality. Furthermore, as the ANOVA presents a 

statistically significant interaction effect, we found that the difference between low 

quality and high quality in the large quantity condition (0.1098) is smaller than that in 

the small quantity condition (0.4892), which suggests that when the online WOM has 

a smaller quantity, the quality has more influence on the purchase intentions. Also, the 

difference between small quantity and large quantity in the high quality condition 

(0.1967) is smaller than that in the low quality condition (0.5767), which suggests that 

when the online WOM has a low quality, the quantity has more influence on purchase 

intention. From the results above, we conclude that both quality and quantity 

positively influence the purchase intentions of respondents, hence hypothesis 1 and 2 

are supported. 

We tested hypothesis 3a, 3b, 3c, 3d, 3e, 3f individually through three-way 

ANOVA. For hypothesis 3a, the table (Appendix 6) shows that there is no statistically 

significance for the three-way interaction, p = 0.074 > 0.05. Among the two-way 



 42 

interactions, only the interaction between quality and quantity has a statistically 

significance, F (1, 450) = 6.598, p = 0.011 < 0.05. All three main effects have 

statistical significance. Individualism - Collectivism: F (1,450) = 32.321, p < 0.0005; 

quality: F (1,450) = 10.6, p = 0.001; quantity: F (1,450) = 22.22, p < 0.0005. Table 

below shows the means of each cell: 

Table 3: Group Means of three –way ANOVA (Individualism-collectivism) 

 

The results show that for collectivism, the purchase intentions of small quantity 

and large quantity do not differ when they viewed high quality reviews (3.9492 vs 

3.9289). The purchase intentions of low quality and high quality only have a small 

difference in the condition of large quantity (4.0818 vs 3.9289). By comparing the 

means and inspecting the plots of quantity and quality (Appendix 6), we can see that 

the purchase intentions of collectivist respondents are higher than those of 

individualist respondents in each condition. However, the interaction effect between 

individualism-collectivism and quality (p = 0.445) and the interaction effect between 
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individualism-collecitivism and quantity (p = 0.549) are both not statistically 

significant. We cannot conclude that individualism-collectivism moderates the effect 

of online WOM on consumer purchase intentions. Hence, hypothesis 3a is not 

supported. 

 For hypothesis 3b, the table (Appendix 7) shows that there is no statistically 

significance for the three-way interaction, p = 0.379 > 0.05. Among the two-way 

interactions, only the interaction between quality and quantity has a statistically 

significance, F (1, 450) = 5.442, p = 0.02 < 0.05. All three main effects have statistical 

significance. Uncertainty avoidance: F (1,450) = 11.019, p = 0.001 < 0.05; quality: F 

(1,450) = 12.797, p < 0.0005; quantity: F (1,450) = 22.104, p < 0.0005. Table below 

shows the mean of each cell:  

Table 4: Group Means of three –way ANOVA (Uncertianty avoidance) 

 

By comparing the means and inspecting the plots of quantity and quality 

(Appendix 7), we can see that the purchase intentions of high uncertainty avoidance 

respondents are higher than those of low uncertainty avoidance respondents after they 
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viewed online WOM. The result also implies that for high uncertainty avoidance 

respondents, there is no difference in terms of quality when they are exposed to large 

quantity of online WOM information (3.9006 vs 3.9153). But a large difference 

between low quality and high quality in the small quantity condition (3.2989 vs 

3.8475). However, both the interaction effect between uncertainty avoidance and 

quality (p = 0.853) and the interaction effect between uncertainty avoidance and 

quantity (p = 0.503) are not statistically significant. We cannot establish that 

uncertainty avoidance will moderate the effect of WOM on consumer purchase 

intention. Hence, hypothesis 3b is not supported. 

For hypothesis 3c, the table (Appendix 8) shows that there is no statistical 

significance for the three-way interaction, p = 0.982 > 0.05. Among the two-way 

interactions, the interaction between quality and quantity has a statistically 

significance, F (1, 450) = 5.788, p = 0.017 < 0.05. All three main effects have 

statistically significance. Power distance: F (1,450) = 8.725, p = 0.003 < 0.05; quality: 

F (1,450) = 13.562, p < 0.0005; quantity: F (1,450) = 21.212, p < 0.0005. The table 

below shows the means of each cell:  
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Table 5: Group Means of three –way ANOVA (Power distance) 

 

By comparing the means and inspecting the plots of quantity and quality 

(Appendix 8), we can see that the purchase intentions of high power distance 

respondents are higher than those of low power distance respondents after they 

viewed online WOM. The table also show that for high power distance respondents, 

the effects of quality does not differ when they were exposed to large quantity of 

online WOM (3.8788 vs 3.8805). Since the interaction effect between power distance 

and quantity (p = 0.258), and the interaction effect between power distance and 

quality (p = 0.218) do not have statistical significance, there is no evidence to support 

the moderation effect of power distance. Hence, hypothesis 3c is not supported. 

For hypothesis 3d, the table (Appendix 9) shows that there is no statistical 

significance for the three-way interaction, p = 0.746 > 0.05. Among the two-way 

interactions, the interaction between quality and quantity has a statistically 

significance, F (1, 450) = 4.652, p = 0.032. The interaction between Masculinity-
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Femininity and quantity also has a statistically significance, F (1, 450) = 6.057, p = 

0.014. All three main effects have statistical significance. Masculinity-Femininity: F 

(1,450) = 23.320, p < 0.0005; quality: F (1,450) = 12.405, p < 0.0005; quantity: F 

(1,450) = 17.953, p < 0.0005. The table below shows the mean of each cell: 

Table 6: Group Means of three –way ANOVA (Masculinity-Femininity) 

 

By comparing the means and inspecting the plots of quantity and quality 

(Appendix 9), we can see that the purchase intentions of masculinity respondents are 

higher than those of femininity respondents after they viewed online WOM. It also 

indicates that for masculinity respondents, the purchase intentions of small quantity 

and large quantity do not differ when they are exposed to high quality online WOM 

(3.9636 vs 3.959). For femininity respondents, the difference between small quantity 

and large quantity in low quality condition (0.7544) is higher than those in high 

quality (0.3466). Since the interaction between masculinity-femninity and quantity 

has a statistical significance, we can conclude that masculinity-femininity moderates 

the effect of online WOM on purchase intentions: Respondents with mascuninity 
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orietantion will be influenced more by quantity of online WOM than the respondents 

with femininity orientation. Therefore, hypothesis 3d is supported. 

For hypothesis 3e, the table (Appendix 10) shows that there is no statistical 

significance for the three-way interaction, p = 0.212 > 0.05. Among the two-way 

interactions, the interaction between quality and quantity has a statistically 

significance, F (1, 450) = 4.563, p = 0.033 < 0.05; the interaction between long term 

orientation and quality also has a statistically significance, F (1, 450) = 6.267, p = 

0.013 < 0.05. All three main effects have statistically significance. Long term 

orientation: F (1,450) = 35.895, p < 0.0005; quality: F (1,450) = 13.919, p < 0.0005; 

quantity: F (1,450) = 20.366, p < 0.0005. The table below shows the means of each 

cell: 

Table 7: Group Means of three –way ANOVA (Long term orientation) 

 

By comparing the means and inspecting the plots of quantity and quality 

(Appendix 10), we can see that the purchase intentions of long term orientation 
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respondents are higher than those of short term orientation respondents after they 

viewed online WOM, which indicate that hypothesis 3e is supported. The result also 

implies that for short term orientation respondents, there is a large difference in terms 

of low quality and high quality (3.11405 vs 3.6152), as well as small quantity and 

large quantity (3.1538 vs 3.5749). For long term oriented respondents, the difference 

between small quantity and large quantity is small when the reviews have high quality 

(3.8772 vs 3.914). While there is a large quantity review, the effects of low quality 

and high quality do not differ (4.0874 vs 3.914). With the difference of mean and the 

statistically significant interaction effect between long term orientation and quality, 

hypothesis 3e is supported. Respondent with long term orientation will have stronger 

purchase intentions than those with shor term orientation when they are exposed to 

the online WOM.  

For hypothesis 3f, the table (Appendix 11) shows that there is no statistical 

significance for the three-way interaction, p = 0.518 > 0.05. Among the two-way 

interactions, only the interaction between quality and quantity has a statistically 

significance, F (1, 450) = 5.841, p = 0.016 < 0.05. All three main effects have 
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statistically significance. Indulgence-Restraint: F (1,450) = 28.864, p < 0.0005; 

quality: F (1,450) = 15.163, p < 0.0005; quantity: F (1,450) = 23.688, p < 0.0005. 

Same as appendix, the table below shows the means of each cell: 

Table 8: Group Means of three –way ANOVA (Indulgence-restraint) 

 

By comparing the means and inspecting the plots of quantity and quality 

(Appendix 11), we can see that the purchase intentions of indulgent respondents are 

higher than those of restraint respondents after they viewed online WOM. The table 

also shows that for indulgence respondents, the quality does not influence differently 

when they are exposed to high quantity online WOM (3.9692 vs 3.9657). Also, in 

high quality condition, the purchase intentions of small quantity and large quantity do 

not differ (3.8698 vs 3.965). However, the interaction effect between indulgence-

restraint and quantity (p = 0.522), and the interaction effect between power distance 

and quality (p = 0.383) do not have statistical significance, there is no evidence to 

support the moderation effect of indulgence-restraint. Hence, hypothesis 3f is not 
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supported.  

As shown below, 4 out of 8 of our hypotheses were supported by the interpreting 

results of ANOVA. In addition, we ran multiple linear regression to see whether we 

will reach different conclusion. The major difference in the model of linear regression 

is that we kept the original score of the individual cultural values of respondents, 

instead of dichotomizing them like we did in the ANOVA test. But the results were 

similar to those from ANOVA: Hypotheses 1, 2, 3d and 3f were supported. As a 

result, we decided to report the result of ANOVA because we believe it is more 

suitable for the design of this study. 

Table 9: Summary of Results 

Hypothesis Three-way 

interaction 

Two-way 

interactions 

Main effects  

1 N/A p = 0.024 Quality: p < 0.0005 Supported 

2 N/A p = 0.024 Quantity: p < 0.0005 Supported 

3a: 

Individualism

- 

Collectivism 

p = 0.074 Quality*quantity: 

p = 0.011 

Quality*IC: p = 

0.445 

Quality: p = 0.001 

Quantity: p < 0.0005 

IC: p < 0.0005 

Not 

supported 
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Quantity*IC: p = 

0.549 

3b:      

Uncertainty 

avoidance 

p = 0.611 Quality*quantity: 

p = 0.020 

Quality*UA: p = 

0.853 

Quantity* UA: p 

=0.503 

Quality: p < 0.0005 

Quantity: p < 0.0005 

UA: p = 0.001 

Not 

supported 

3c:       

Power 

distance 

p = 0.982 Quality*quantity: 

p = 0.017 

Quality*PD: p = 

0.218 

Quantity*PD: p = 

0.258 

Quality: p < 0.0005 

Quantity: p < 0.0005 

PD: p =0.003 

Not 

supported 

3d:  

Masculinity- 

Femininity 

p = 0.746 Quality*quantity: 

p = 0.032 

Quantity*MF: p = 

0.014 

Quality*MF: p = 

Quality: p < 0.0005 

Quantity: p < 0.0005 

MF: p < 0.0005 

Supported 



 52 

0.871 

3e: Long 

term 

orientation 

p = 0.212 Quality*quantity: 

p = 0.033 

Quality*LTO: p = 

0.013 

Quantity*LTO: p 

= 0.503 

Quality: p < 0.0005 

Quantity: p < 0.0005 

LTO: p < 0.0005 

Supported 

3f:  

Indulgence-

Restraint 

p = 0.518 Quality*quantity: 

p = 0.016 

Quality*IR: p = 

0.383 

Quantity*IR: p = 

0.522 

Quality: p < 0.0005 

Quantity: p < 0.0005 

IR: p < 0.0005 

Not 

supported 

 

Discussions 

As online shopping and online communication become the daily routine for 

consumers, previous studies have called for further studies of online consumer 

behavior. This study tries to answer the call and contributes to the literature of online 

consumer behavior. Based on the supported hypotheses 1 and 2, we conclude that 

online WOM, a new and more effective way for consumers to share and exchange 
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their opinions on the product, can significantly influence consumers’ purchase 

intentions based on the quantity and quality of the online WOM. Our results show that 

after the consumers viewed the online reviews that are objective, understandable and 

credible rather than ambiguous and emotional, they are more likely to buy the 

product. Also, after consumers viewed the product that has a large amount of reviews, 

their purchase intentions increased as well. The interaction effect between the quality 

and quantity of online WOM indicates new findings as well. Former studies suggest 

that a large quantity of low quality reviews on products will decrease consumers’ 

purchase intentions (Petty et al., 1983). But our results show that when consumers are 

exposed to a large quantity of low quality online reviews, their purchase intentions are 

higher than a small quantity of low quality. Meanwhile, the difference between small 

quantity and large quantity is smaller in the condition of high quality reviews. It 

indicates that when a product does not have high quality reviews, retailers should 

emphasize the quantity of reviews so as to increase viewers’ purchase intentions. 

Furthermore, we discovered that when a product has a small quantity of reviews, the 

high quality reviews can have greater positive influence on the purchase intentions 
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compared to the low quality reviews. In contrast, when the product has a large 

quantity of reviews, both the low quality and high quality reviews conditions score 

high in terms of purchase intentions.  

More importantly, we found that cultural differences play an important role in the 

effects of online WOM on consumers’ purchase intentions. The six dimensions of 

Hofstede’s cultural values have been widely used and examined at the national level: 

For example, all Chinese consumers are categorized as collectivist and high 

uncertainty avoidance while American consumers are defined as individualist and 

indulgent. However, recent studies have shown that the national cultural values may 

fail to apply to all individuals and misleading the business strategy in these regions. 

Therefore, the cultural values at the individual level is more useful in segmenting the 

global market and understanding more precisely why individuals from different 

regions respond differently to marketing strategies (Yoo et al., 2011). This study is 

one of the first to apply the six dimensions of Hofstede’s cultural values at individual 

level in the online environment. By collecting responses online, we tested and found 

evidence to support two of our hypotheses related to the cultural values: When 
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consumers are exposed to the online WOM, the masculinity consumers are more 

likely to make purchases than the femininity consumers when they are exposed to a 

large quantity of online WOM. Moreover, consumers with long term orientation are 

more likely to make a purchase than those with short term orientation, especially 

when they are presented by the high quality of online WOM. On the other hand, in 

each dimenstion of individual cultural values, the difference of group mean indicates 

that consumers with different cultural values responds to the online WOM 

information differently, which lead to the difference in purchase intentions. Although 

we did not find statistical significance of the p-value to support the rest of our 

hypotheses, this study provides a solid first step for future studies to investigate the 

moderation effects of individual cultural values. 

This study also provides practical managerial implications for online retailers. 

Based on our findings, we suggest that retailers encourage former customers to share 

their opinions of their products, which can be done by offering rewards and 

incentives. Since the online reviews function both as informants and recommenders, 

customers will have more confidence on the product and obtain the information they 
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want easily from customers who actually purchased it (Park et al., 2007). Moreover, 

website design is an important element in online shopping. Retailers should have 

different priority in showing the online reviews based on the quantity and quality: We 

conclude that when a product has a large quantity of high quality online reviews, the 

purchase intentions can be significantly increased. However, if a product has a large 

amount of low quality reviews, the numbers should be highlighted on the webpage. If 

a product does not have a large quantity of reviews, high quality reviews should be 

prioritized on the webpage. By reviewing the online reviews, potential customer can 

have a better knowledge of the product and hence the perceived quality of product 

will be increased, and eventually increase the likelihood of purchasing these products. 

Moreover, consumer segmentation is always an important topic in the field of 

international marketing. The national cultural values have been proved to be a useful 

segmentation tool when a company want to enter a new market. However, with the 

rapid growth of the Internet, it would be more effective for online retailer to target and 

segment consumers based on their individual cultural values instead of the 

stereotypical national cultural values. With the application of individual cultural 
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values, companies are able to identify a consumer segment across countries and apply 

a similar business program worldwide (Yoo et al., 2011). Since we found that 

masculine-oriented consumers and long term oriented ones will be significantly 

influenced by the online WOM in terms of the quality and quantity before they make 

their purchase decisions. When companies want to launch products that are targeted to 

consumers with the above orientations, they should spend more efforts on the online 

WOM communication strategy with these potential consumers.  

Limitations and Future Directions 

The results of this study provide meaningful insights for the research of online 

consumer behavior, but based on the aspects that are not covered in this study, there 

are several directions for future research. First, when discussing the quality of online 

WOM information, this study did not separate the positive and negative reviews. We 

used them both to mitigate the effect of positive/negative review: Two positive and 

one negative in the high quality condition and three positive and two negative in low 

quality condition. In general, positive reviews will increase the perceived quality of 

the product and then increase consumers’ purchase intentions. Negative reviews will 

decrease purchase intentions, as some studies have shown that most of the negative 
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comments are emotional and irrational, so that consumers may not adopt them as 

useful information. However, some studies show that when a product has a small 

amount of reviews but with a high quality, consumers may perceive either these 

reviews are selected or the negative reviews are deleted by retailers. Hence the 

purchase intentions may decrease (Park et Lee, 2007). Therefore, it will be 

meaningful to further investigate the effects of positive and negative reviews 

separately as well as their interaction, to examine whether consumers who have 

different cultural values will perceive the two types of reviews differently.  

Second, when examining the effect of online WOM on purchase intentions, the 

self-administered survey we created only focused on the information-seeking process 

of consumers: We asked participants to imagine they are looking for the WOM 

information of a mobile phone. In fact, the information-giving process of real world 

environment WOM was investigated in many studies (Laroche et al., 2005; Fong & 

Burton, 2008). As a result, it will be fruitful to examine how the information-giving 

process is different in an online environment. The psychometric mechanisms, the 

precedents and the consequences in the online information-giving process are also 
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interesting topics to be investigated. 

Third, in this study, we use the information of an unnamed mobile phone on 

Amazon.com as the stimulus. But as there are increasing number of online shopping 

websites and a variety of products to be sold online, it is possible to conducts a cross 

product category study to see whether the effects of online WOM on purchase 

intentions are the same in different categories. For example, an online retailer of 

grocery products may be completely different from an online retailer for cars in terms 

of consumer segmentation, which will require different measurement of quantity and 

quality of online WOM, and eventually lead to the differences in purchase intentions.  

Fourth, in this study we only concentrate on the online reviews from former 

customers on an online shopping website. Future research can also shed light on the 

comparisons of information sources of online WOM to examine which way is the 

most effective channel for marketers to communicate with consumers. As social 

media websites and applications became the daily communication tools for 

consumers, it will be interesting to investigate how the online WOM information 

generated by companies and shared by customers on social media have impact on 
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consumers’ purchase intentions. The advantages and disadvantages of different social 

media platforms (Twitter, Facebook, Instagram, etc.) can be examined as well. On the 

other hand, online reservations and online ratings are widely used in service industries 

such as hotel, restaurant, entertainment industries. Customer rating mobile 

applications such as Trip advisor and Yelp also provide substantial information as well 

as users-generating reviews for consumers. Therefore, the online WOM information 

on these websites are worth to be further studied, since the customer-retailer relation 

is very important to the service industries.  

Fifth, as many previous studies have investigated the moderating effects (the need 

for cognition, the role of involvement, the role of gender, etc) in the relations of 

online WOM and purchase intentions. Future studies can also include other potential 

moderators to improve the not supported hypotheses in this model. For example, it 

will be meaningful to examine whether male consumers and female consumers with 

different cultural orientations will react to the online reviews differently. The 

credibility and trustworthy of online WOM will be another interesting topic to 

examine, especially for the dimension of uncertainty avoidance.  
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There are several limitations of the measurement we used for the individual 

cultural values. Due to the limited time and resources, we collected 496 responses, 

which is not a very large amount when compared to former cross-cultural studies. 

Another concern with the sample is that we did not ask the ethnicity of the 

respondents. Therefore, we did not know if the sample was multicultural for the 

variation of cultural dimesnions, which could lead to a high level of homogeneous 

sample and accounted for why some hypotheses were not supported. In terms of 

statisticall method, we used the group means of each dimension to code participants 

into the lower level or the upper level. However, a problem with this method is that a 

participant who scores lower than the group mean may not truly mean he or she 

belongs to that category. For example, in the dimension of individualist-collectivism, 

if a participant scores 3.56, he or she belongs to the level of individualism in our 

study. But according to previous study, a respondent with this number may be 

identified as a collectivist rather than an individualist. Therefore, the generalizability 

should be examined in future study based on a larger sample and different statistical 

methods.  
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Furthermore, we focused on the individual level of cultural values in this study; in the 

future, researchers can replicate the model on the national level of cultural values. 

Although we did not differentiate the effects of quantity and quality in the hypothesis 

of each cultural dimension due to the lack of support from the literature, the results 

show that the different effects of quality and quantity are worthy of being further studied. 

For example, will the quantity have a larger influence on the collectivist consumers 

than the quality of online reviews? Will that be the same case for individualist 

consumers? These potential question can be applied to other dimensions and should be 

answered by future studies, so as to further develope the literature of online WOM. 

Meanwhile, the interaction effects between cultural dimensions would be meaningful 

to investigate in the future. The literature of the online WOM and online consumer 

behavior are far from mature, there are still many gaps to be discovered and filled by 

future researchers.   



 63 

Appendices 

Appendix 1: Stimulus 

High quality reviews: 

 
Low quality reviews: 

 
Large quantity: 

 

Small quantity: 
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Appendix 2: 

Quality: 

 

 

Quantity: 
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Appendix 3: 

Quantity:  Quality:  

Purchase intention:  

Individualism-collectivism:  

Uncertainty avoidance:  

Power distance:  

Masculinity-femininity:  

Long term orientation:  

Indulgence-restraint:  
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Appendix 4: 

Outliers: 

 

 
Q-Q Plots： 

  

  
Levene’s test : 
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Appendix 5: 
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Appendix 6: 
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Appendix 7:  
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Appendix 8: 
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Appendix 9: 
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 73 

Appendix 11: 
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