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1. Introduction 

In light of the Covid-19 pandemic that began in 2020, people all over the world have increasingly 

turned to online shopping as an alternative to traditional physical stores. (Young et al., 2022, p. 

162) Over the past 8 years, the percentage of E-commerce sales in the global retail industry has 

consistently risen, as reported by Statista (2022), and this trend is expected to continue in the 

future. This shift in consumer behavior has significant implications for businesses operating in the 

digital world, as well as for consumers themselves. 

As the popularity of online shopping grows, so does the reliance on online consumer reviews 

(OCRs) as a valuable source of information, as pointed out by Malbon (2013, p. 139). OCRs play 

a vital role in shaping consumers' decision-making process and purchasing behavior. One of the 

reasons why OCRs are so important is that they provide social proof. In a situation in which 

consumers cannot physically examine products before making a purchase, they have to rely on the 

experiences and opinions of others to inform their decisions (Paul Arunkumar et al. 2023, p. 31). 

By reading reviews left by previous customers, potential buyers gain insights into the quality, 

features, and overall satisfaction associated with a particular product or service. Positive reviews 

can increase confidence, while negative reviews can serve as red flags, alerting consumers to 

potential issues (Duan et al., 2008a, p. 1007). 

Moreover, OCRs contribute to transparency and accountability in the marketplace. In traditional 

retail settings, consumers have the opportunity to interact directly with salespeople who can 

answer their questions and address their concerns. Online shopping lacks this personal interaction, 

making it crucial for businesses to provide detailed information and respond to customer feedback 

promptly. When businesses actively engage with their customers through review platforms, it 

demonstrates their commitment to customer satisfaction and builds trust (Hu et al. 2008, p. 201). 

The research conducted so far on the impact of OCRs and their influence on customers' decision-

making process and purchasing behavior is crucial for both businesses and academics. The main 

goal of this research is to thoroughly explore the topic by conducting a structured literature review 

(SLR) in order to provide an extensive overview of current research on this subject. Consequently, 

the paper will address the following three research questions:  



5 

 

1. What is the current state of research on the effects of OCRs on customers' decision-making 

process and purchasing behavior?  

2. What are the main areas of focus and critique in the existing literature on the topic? 

3. What are the potential directions for future research on the topic? 

As explained by Massaro et al. (2016a, p. 768; 2016c, p. 67), an SLR establishes a basis of previous 

findings, which then serve as a foundation for identifying possible future research directions by 

finding gaps in the existing knowledge and areas that require further examination. This process 

involves recognizing common topics and trends, as well as differing perspectives or conflicting 

opinions. The general aim of this research is to develop a comprehensive understanding of the 

strengths and weaknesses of current research and to identify areas that require further examination. 

By studying OCRs as a rapidly evolving phenomenon that is transforming the online marketplace, 

the paper provides an opportunity to gain new insights from the existing literature. 
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2. Theoretical Background 

In the digital era, OCRs have emerged as a critical aspect of the consumer decision-making 

process. These reviews represent user-generated feedback, opinions, and evaluations and can take 

various forms, including textual comments, star ratings, and multimedia content. OCRs are found 

on dedicated review websites, e-commerce platforms, and social media, playing a pivotal role in 

shaping the perceptions of potential customers. Consumers use online reviews to gather 

information about the quality, features, and overall satisfaction of products and services offered by 

businesses before making purchasing decisions. 

Numerous scholarly studies have explored the significance of OCRs in influencing consumer 

behavior and impacting businesses' success. Research suggests that OCRs have a significant 

influence on the decision-making process of customers. Zhu and Zhang (2010) have conducted a 

notable meta-study investigating the impact of online reviews on product sales. Their research 

finds that positive reviews have a significant positive effect on product sales, while negative 

reviews have a detrimental impact. According to a study by Chevalier and Mayzlin (2006), positive 

reviews can create a sense of trust and credibility, positively impacting consumers' attitudes 

towards a product or service. In contrast, negative reviews can raise concerns and lead to 

skepticism, influencing consumers to reconsider their initial preferences. Moreover, the volume of 

OCRs of a product or a service contributes to the formation of social proof, a phenomenon 

identified by Cialdini (2015). When individuals are uncertain about a decision, they tend to rely 

on the actions and opinions of others. In the context of OCRs, positive reviews serve as a form of 

social validation, reinforcing the desirability of a product or service. Duan et al. (2008a) find that 

the presence of negative reviews can lead to a decrease in sales, highlighting the importance of 

managing and responding to customer feedback. Addressing negative reviews promptly and 

transparently can mitigate their impact and demonstrate a commitment to customer satisfaction.  

However, not all online consumer reviews carry the same weight in influencing decision-making 

and purchasing behavior. The characteristics of reviews, such as their source, content, and overall 

sentiment, play a crucial role. A study by Lee and Youn (2009) finds that consumers are more 

likely to trust reviews from other consumers rather than those from marketers or anonymous 

sources. Moreover, reviews that provide specific details about the user experience are considered 

more helpful and influential. 
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Another important term in this field of research is electronic Word-of-Mouth (eWOM) which is a 

broader concept that encompasses all forms of word-of-mouth (WOM) communication taking 

place on digital platforms (Cheung and Lee 2012, p. 219). eWOM includes not only written OCRs 

on e-commerce websites but also recommendations, opinions, and experiences shared through 

social media, online forums, blogs, and other websites. Given the digital nature of OCRs and their 

dissemination through electronic channels, they are often referred to as a form of eWOM. The 

terms "OCRs" and "eWOM" are used interchangeably in scholarly research (Cheung and Lee 

2012, p. 218) and will also be used as synonyms in the paper.  

In conclusion, OCRs have become a fundamental aspect of the modern consumer landscape, 

influencing decision-making processes and purchasing behavior. The trust and credibility 

associated with positive reviews, combined with the psychological impact of social proof and the 

detrimental effect of negative reviews, create a dynamic environment in which consumers navigate 

their choices in the digital marketplace. As businesses and consumers continue to engage in the 

online review ecosystem, understanding the mechanisms and effects of this phenomenon is crucial 

for both academic research and practical applications in the business world. 
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3. Methodology 

As mentioned in the introductory chapter, to delve further into the topic of OCRs and their effects 

on consumers’ decision-making process and purchasing behavior, the study uses the method of 

SLR. According to Massaro et al. (2016a, p. 769), an SLR is a well-structured method that follows 

specific rules and can be considered an enhancement of traditional systematic reviews. It is 

particularly suitable for analyzing large amounts of literature and helps identify inconsistencies, 

research gaps, and conflicting results in the field of study. By conducting an SLR, researchers can 

systematically examine the literature and gain insights into areas that require further exploration 

and clarification. 

In the context of OCRs, employing an SLR approach offers several advantages. First, it ensures a 

comprehensive and systematic analysis of the relevant OCR literature (Massaro et al., 2016a, p. 

789). This approach reduces biases and enhances the reliability of the outcomes. Given the vast 

amount of literature available on OCRs, a systematic and well-structured approach is crucial for 

synthesizing and analyzing the findings effectively. Second, the SLR methodology incorporates a 

quality control process to ensure that only high-quality studies are included in the analysis. This is 

particularly important in OCR research, where the quality of studies can vary significantly. By 

applying rigorous inclusion criteria and quality assessment measures, the SLR method helps 

maintain the integrity and validity of the research (Palmatier et al. 2018, p. 4). Furthermore, the 

SLR method allows for the synthesis of findings from multiple studies, facilitating the 

identification of trends and patterns in the OCR literature. Through the systematic coding and 

analysis of selected articles, researchers can gain a comprehensive understanding of the current 

state of knowledge in the field and identify gaps that need further investigation. Another important 

characteristic of the method is that it is highly replicable, enabling other researchers to replicate 

the study and validate the results. This enhances the credibility and robustness of the research 

findings (Palmatier et al., 2018, p. 4). 

The SLR methodology employed in this research is based on previous studies conducted by 

Massaro et al. (2015; 2016a), and Dumay et al. (2016). Following the framework established in 

these studies, the research follows a ten-step process to ensure a rigorous research process: 
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1. Creating a research protocol that outlines the methodology and procedures of the SLR. 

2. Clearly defining the research questions to guide the research process. 

3. Conducting a comprehensive literature search to identify relevant articles for inclusion in 

SLR. 

4. Assessing the impact of the selected articles, considering factors such as overall citations 

and citations per year. 

5. Developing a coding framework to systematically analyze the selected articles and extract 

relevant information. 

6. Ensuring the reliability of the research through an intercoder reliability check. 

7. Testing the validity of the research findings by critically examining the selected articles 

and assessing the robustness of the conclusions. 

8. Coding the articles according to the established framework to enable systematic analysis. 

9. Conducting a critical analysis of the coded data to identify key themes, trends, and patterns 

in the literature. 

10. Identifying research gaps and making recommendations for future research based on the 

findings of the SLR. 

 

By following this ten-step process, the research aims to provide a comprehensive and insightful 

analysis of the OCR literature, contributing to a better understanding of the topic and offering 

valuable insights relevant for future research. 

 

3.1. Literature Review Protocol 

The start of every SLR project involves developing a literature review protocol. This crucial 

process involves the creation of a detailed plan that provides clear guidelines for the creation of 

the SLR. As highlighted by Massaro et al. (2016a, p. 772), by following such a protocol, it can be 

ensured that the study is replicable and transparent, which adds credibility to its findings. The 

protocol serves as a blueprint for the entire research process, outlining the specific steps and 

procedures that need to be followed.  
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1. Protocol 

 

2. Questions 

 

3. Search 

 

 

4. Impact 

 

5. Framework 

 

 

 

 

6. Reliability 

 

7. Validity 

 

8. Code 

 

9. Insights and critique 

10. Future research 

      and questions 

                                                      

Figure 1: Literature review protocol (Massaro et al., 2016a, p.773) 
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In the context of the current research project, a literature review protocol has been developed, 

replicating the methodology proposed by Massaro et al. (2016a, p. 773). This protocol acts as a 

roadmap for the SLR, providing a systematic approach to identify, select, and evaluate relevant 

literature. It outlines the search strategy, inclusion and exclusion criteria, data extraction process, 

and quality assessment methods. The literature review protocol in the paper ensures consistency 

and comparability with existing studies. This approach strengthens the validity and reliability of 

the research findings, as it aligns with established best practices in conducting SLRs.  

Figure 1 above illustrates the literature review protocol adopted for this research project. It 

highlights the various steps involved in the SLR, providing a visual representation of the 

methodology. This visual aid enhances the understanding and communication of the review 

process, making it easier for other researchers to follow and replicate.  

In summary, the creation of a literature review protocol is a crucial step in conducting a structured 

literature review. It ensures the replicability of the study and provides clear guidelines for the 

review process. By adhering to a well-defined protocol, researchers can enhance the credibility 

and transparency of their research findings. 

 

3.2. Research Questions 

Analyzing OCRs using the method of SLR is a process that involves a deep dive into the existing 

literature in order to understand and evaluate the current state of knowledge on the topic. To get a 

better understanding and insights and to propose future research directions on OCRs, the following 

three research questions are formulated:  

 

1. What is the current state of research on the effects of OCRs on customers' decision-making 

process and purchasing behavior?  

2. What are the main areas of focus and critique in the existing literature on the topic? 

3. What are the potential directions for future research on the topic? 
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By asking the first research question, the study aims to understand the existing body of research 

on OCRs and how they influence customers' decision-making process and purchasing behavior. 

This question is important because it provides a foundation for the research and allows to examine 

the current knowledge and understanding in this area. When reviewing existing scholarly literature 

on the topic, knowledge gaps or inconsistencies can be identified, which can inform future studies 

and contribute to the advancement of knowledge. 

The second research question addresses the primary areas of focus and critique within the existing 

literature on OCRs. By identifying the specific aspects that have received the most attention, 

insights into the key factors influencing customers' decision-making and purchasing behavior can 

be gained. Additionally, examining critique and limitations can help identify gaps in the literature 

that require further investigation or potential refinements to existing theories and methodologies. 

The third research question explores potential directions for future research on the topic. By 

considering the gaps and limitations in the existing literature, new exploration directions can be 

proposed. This question is important because it encourages identification of unexplored areas, the 

proposal of alternative perspectives, and the advancement of theories and methodologies related 

to OCRs. 

By addressing these research questions, the study aims to assess the current state of research, 

critique the existing literature, and propose potential future directions. Through this comprehensive 

approach, the paper contributes to the knowledge base in the field of OCRs and their impact on 

customers' decision-making process and purchasing behavior, ultimately advancing the 

understanding and further development of this important research area. 

 

3.3. Literature Search 

To identify relevant literature for the research, a systematic search strategy and selection criteria 

are implemented. The search strategy involves the use of specific keywords and the application of 

inclusion criteria. The search is conducted across three databases: Google Scholar, Science Direct, 

and ProQuest. The selected articles meet certain criteria to ensure their suitability for the study. 
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The searched keywords and key phrases are "online consumer reviews" AND "effect" AND 

"decision-making process" AND "purchasing behavior" in the title, abstract and the body text of 

the papers. These keywords are selected to target studies specifically related to the impact of OCRs 

on decision-making and purchasing behavior. To enhance the precision of the search, the key 

phrases are enclosed in brackets in order to search for the exact phrases "online consumer 

reviews","decision-making process" and "purchasing behavior" rather than the individual words. 

This ensures that the search software focuses on finding articles where the specified phrases appear 

in the title, abstract, or body text, thus refining the search results. 

Several inclusion criteria are established to filter the articles and ensure their relevance and quality: 

1. The articles have to be written in English, as it is a dominant language in academic research 

and provides access to a wide range of studies on the topic. 

2. Only articles published in Marketing journals listed in the Academic Journal Guide (AJG) 

2021 of the Chartered Association of Business Schools (ABS) are considered. This 

criterion ensures the inclusion of reliable and reputable sources. 

3. The articles are published between 2010 and 2021, allowing for an examination of the 

development of the topic over the past decade and consideration of the most recent 

research. 

Selecting English as the publication language helps ensure that influential and highly cited papers 

on OCRs are included in the search results, while limiting the search to journals listed in the AJG 

2021 adds another layer of quality assurance. 

The first step of the search involves compiling a list of all Marketing journals included in the AJG 

2021, resulting in a total of 76 journals. In the second step, the keyword search is performed using 

"Harzing's Publish or Perish" software, specifically targeting the three selected databases. The 

search results are filtered to include only articles from Marketing journals listed in the AJG 2021 

and published between 2010 and 2021. 

Table 1 displays the relevant journals, their AJG 2021 ratings, the number of articles per journal, 

and the percentage of articles in each journal as a proportion of the entire dataset. The overview 

offers insights into the concentration of research in specific journals. 
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Table 1: Articles per journal 

 

 

Out of the 76 Marketing journals listed in the AJG 2021, 42 journals contain articles that meet the 

specified criteria to be included in the research. The top five journals with the most relevant articles 
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are the International Journal of Internet Marketing and Advertising (14 articles), Journal of 

Retailing and Consumer Services (12 articles), International Journal of Advertising (10 articles), 

Journal of Interactive Marketing (10 articles), and Electronic Markets (9 articles). 

The search results are exported from the databases and imported into Microsoft Excel, where they 

were merged into a standardized table. Initially, 432 articles are identified, but after removing 

duplicates, 322 articles remain. Given the substantial number of articles, a two-phase screening 

process based on titles and abstracts is conducted to identify the most relevant articles. This results 

in the selection of 159 articles for inclusion in the SLR. 

 

3.4. Article Impact 

In this step of the SLR, the impact of the identified 159 articles published in the period between 

2010 and 2021 is evaluated based on two rankings: overall number of citations and number of 

citations per year (CPY). Evaluating the impact of articles is essential in determining their 

significance and influence within the academic community.  

To gather citation data, the software "Harzing's Publish or Perish", which retrieves information 

from Google Scholar, is used. Massaro et al. (2016a, p. 781) confirm that Google Scholar is a 

reliable source for citation data. The articles are categorized into two separate tables: the top ten 

articles based on overall citations and the top ten articles based on CPY. This categorization allows 

for a comprehensive understanding of the articles that have received significant attention and 

citations over time, as well as those that have garnered increasing interest in recent years. The data 

retrieval process was conducted on 5 April 2023. 
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Table 2: Top 10 articles by overall citations 

  

 

 

Table 3: Top 10 articles by CPY 
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Table 2 presents the top ten articles based on overall citations, while Table 3 displays the top ten 

articles based on CPY. The number of total citations refers to all citations an article has been cited 

since its publication, while CPY reflects how often other scholars and researchers reference a 

particular study on average per year, indicating its relevance and value within the academic 

community.  

When assessing the articles’ impact based on the total number of citations, it is crucial to consider 

that older articles generally accumulate more citations over time, as emphasized by Massaro et al. 

(2016a, p. 782). An increasing number of citations per year suggests growing research interest and 

recognition. When more researchers reference a study over time, it signifies that the study holds 

significance and contributes to the advancement of the field. This growing interest and recognition 

within the academic community can be an indication of the research's impact. Dumay et al. (2019, 

p. 170) support this notion and emphasize the value of tracking the number of citations per year. 

Table 2 and Table 3 reveal that approximately one third of the articles appear in both rankings. 

Table 2 predominantly consists of articles published in 2015 or earlier, highlighting the significant 

influence of these studies based on their accumulated total number of citations. In contrast, Table 

3, which represents CPY, includes newer articles, indicating a growing interest in the latest 

research OCRs. Notably, the articles by Tata et al. (2020), Babić Rosario et al. (2020), Srivastava 

and Kalro (2019), and Ahani et al. (2019), published relatively recently, in 2019 and 2020, are part 

of the top ten most-cited articles based on CPY. This suggests a surge in academic interest in OCRs 

as a field of marketing research. 

In summary, evaluating the impact of articles through rankings based on overall citations and CPY 

is a vital step in the SLR process. The rankings provide insights into the significance, influence, 

and evolving research interest in the field of OCRs, ultimately contributing to a comprehensive 

understanding of the research landscape. 

 

3.5. Analytical Framework  

The use of an analytical framework is of utmost importance in SLRs as it offers researchers a 

systematic and transparent methodology for analyzing research literature (Massaro et al., 2015, p. 

783). It typically includes a set of categories and variables that are relevant to the research topic 
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and questions, and is used as a guideline for the process data extraction, categorisation and 

analysis. By implementing such a framework, researchers are able to discern patterns, 

relationships, and gaps within the existing body of knowledge. The framework's ability to establish 

a clear structure ensures consistency and objectivity throughout the review process. Furthermore, 

it empowers researchers to draw substantial conclusions, generate insights, and make significant 

contributions to the advancement of knowledge within their respective fields. 

The analytical framework used in the study, displayed on Table 4, is based on similar ones 

developed by Massaro et al. (2015, p. 535; 2016b, p.262). The goal is to adopt a systematic 

approach to extract relevant information from previous studies. To better understand key topics, 

trends, and research gaps within the area of study, the analytical framework used in the study is 

created after coding five random articles of the 159 articles that are selected to be included in the 

dataset. The result is an analytical framework consisting of five categories depicted on Table 4.  

 

Table 4: Analytical framework 
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1. Research method 

The first category refers to the implemented research method. A list of 3 different research methods 

is used to classify the articles, addressing the challenge of studies using different research methods 

and the generalizability and validity of their findings. 

2. Location 

The second category is focused on location, where articles are categorized based on the research 

location. This aspect of the coding framework seeks to facilitate the comprehension of how 

literature contributes to knowledge advancement in different continents and regions. It sheds light 

on the geographical distribution of research, highlighting regions with significant research activity 

and those with comparatively less. 

3. Research focus 

The third category is the focus of the research, which enables the identification of specific areas 

of interest for scholars, discovering new research opportunities, and understanding scientific 

dialogue. 

4. Publication Time Period 

The fourth category pertains to the year of publication. Categorizing the articles into one of four 

3-year time periods based on their publication year enables the identification of distinct time 

periods characterized by varying levels of research activity 

5. Industry 

In this category, the researched industries are grouped into 6 attributes. This analysis helps identify 

underinvestigated areas and differences with respect to specific industries. 

 

In summary, the coding framework utilized in the study draws on previous research frameworks 

and encompasses five categories, allowing for a comprehensive analysis of the characteristics of 

the articles. Each of the five categories is analyzed separately in detail in Chapter 3.9.  
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3.6. Reliability  

According to Massaro et al. (2016a, p. 785), establishing reliability measures is crucial to ensure 

the trustworthiness and accuracy of the coding process in an SLR. Such measures help identify 

and minimize any potential distortion or bias in the selected data. In content analysis, 

Krippendorff's alpha is considered the most reliable method for assessing reliability (Massaro et 

al., 2016a, p. 785). Krippendorff's alpha is a statistical measure that can be applied irrespective of 

the number of observers, levels of measurement, sample sizes, or missing data (Krippendorff, 

2013, p. 325). It provides a comprehensive assessment of intercoder agreement, allowing 

researchers to evaluate the consistency and reliability of the coding process. Massaro et al. (2016a, 

p. 785) suggest that variables with reliabilities exceeding 0.800 should be considered highly 

reliable, while variables with reliabilities ranging from 0.667 to 0.800 can be conditionally used to 

draw conclusions. 

By employing reliability measures such as Krippendorff's alpha and utilizing software like NVivo, 

a software commonly used for qualitative data analysis, the rigor and credibility of the SLR can 

be enhanced. According to Massaro et al. (2016a, p. 785) and Krippendorff (2013, p. 325), these 

measures provide a systematic and standardized approach to the coding and analysis of the selected 

articles, minimizing the potential for errors, biases, and inconsistencies. The reliability assessment 

helps establish confidence in the findings and strengthens the overall quality of the research 

process. 

The coding process in the study is conducted as follows:  

The selected 159 articles are downloaded in Portable Document Format (PDF) and imported into 

the software NVivo. The latest version of NVivo available at the time of conducting the study is 

utilized to code the papers in accordance with the established analytical framework. Subsequently, 

the articles in PDF format and the NVivo file with the predefined categories are shared with a 

second researcher who codes them again independently. By doing this, the consistency and 

agreement between the coders can be assessed using a reliability measure (Massaro et al., 2016a, 

p. 785).  

In order to prepare the data for the calculation of Krippendorff’s alpha, the results of the two 

codings are exported from NVivo into a Microsoft Excel worksheet and the document is formatted 

according to the requirements of the the tool ReCal2 - an online tool designed to assess intercoder 
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reliability for nominal data that has been coded by two researchers. The worksheet is formatted so 

that each attribute in each category is represented by a numeric value, each row represents an 

article and the two coders’ results are in a different column for each category. The file is saved in 

Comma-separated values (CSV) format. The CSV file is then imported into ReCal 2 and the 

calculation of Krippendorff's alpha is carried out. The results of the calculation are depicted in 

Table 5. 

 

Table 5: Krippendorff’s alpha 

 

 

For the first category, Research method, a Krippendorff's alpha value of 0,947 is obtained, 

indicating a sufficient level of agreement. This suggests some variations in interpretation when 

identifying and categorizing the research methods used in the articles, but the overall reliability 

remains high. 

The second category, Location, achieves a perfect agreement with a Krippendorff's alpha value of 

1. This indicates a consensus among the coders regarding how the articles’ geographical 

information is categorized, ensuring high reliability in this aspect. 

The third category, Research focus, obtaines a Krippendorff's alpha value of 0,965, indicating a 

good but slightly lower agreement. This suggests some minor differences in interpreting the focus 

areas of the literature. However, the reliability is high enough to be able to draw conclusions based 

on the information in this category. 

In the fourth category, Publication time period, a Krippendorff's alpha value of 1 is achieved, 

indicating the highest possible level of agreement in identifying the publication year and 

categorizing it into one of the four 3-year time periods in the analytical framework.  



22 

 

In the sixth category, Industry, the Krippendorff's alpha score of 0,983 indicates a high level of 

agreement with minor differences. The value suggests that there might be some small differences 

in how the different industries have been interpreted.  

In summary, all the categories achieve results higher than the threshold of 0.8, ensuring the 

credibility and trustworthiness of the coding process. Each category exhibits high reliability, as 

indicated by the Krippendorff's alpha values very close to 1 or 1. Even in the categories that do not 

demonstrate a perfect agreement between the coders, there are only minor differences in 

interpretation, maintaining a very high overall reliability.  

 

3.7. Validity 

To ensure the precision and accuracy of the study's findings, validity tests are conducted to verify 

the robustness of the results. Massaro et al. (2016a, p. 785) identify three types of validity 

commonly recognized within academic literature: internal validity, external validity, and construct 

validity. In this study, tests are conducted to assess all three types of validity. 

External validity refers to the generalizability of the study's results to a broader population or 

context (White and McBurney, 2012, p. 145). However, it is crucial to avoid drawing premature 

conclusions based on initial evidence that may appear interesting (Silverman, 2021, p. 440). To 

ensure external validity, a rigorous selection process is employed. As mentioned in the Chapter 

3.3., only journals listed in the AJG 2021 ranking, which represents internationally recognized 

source quality, are included in the study.  

In order to enhance the internal validity of the study, the appropriate starting and ending points for 

the research are considered (Yin, 2014, p. 145). It is crucial to recognize that the available data 

points may only represent a segment of a broader trend. In the case of SLRs, it is essential to define 

a clear timeframe for the analysis, including the rationale for selecting the start and end points. As 

discussed in Chapter 3.3., the selected timeframe for this study spans from 2010 to 2021. This 

deliberate selection enables an exploration of the topic's evolution over the past decade and allows 

for an examination of the most up-to-date research in this rapidly evolving field. 

An evaluation of construct validity is performed by assessing the impact and significance of the 

159 articles in the dataset in Chapter 3.4. In accordance with Massaro et al. (2016a, p. 786), an 
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examination of total citations and CPY is undertaken. By conducting this step, the reliability and 

importance of the sources used in the research are ensured.  

By conducting assessments of external, internal and construct validity, this study ensures the rigor 

and reliability of its findings. The careful selection of journals, consideration of impact measures, 

defining a specific timeframe and analyzing the articles’ citation numbers contribute to the 

generalizability and accuracy of the study's results. 

 

3.8. Article Coding 

According to Massaro et al. (2016a, p. 787), researchers have the option to use either computer-

aided or manual coding when conducting an SLR. They highlight that manual coding allows for a 

deeper understanding of the data, but it is not as efficient as computer-aided coding in terms of 

time and effort. Hayes and Krippendorff (2007, p. 77) emphasize that SLRs involve subjective 

coding, as they rely on human judgment during the analysis of selected articles. Due to the inherent 

subjectivity, it is crucial to have clearly defined categories for content analysis (Lakshman, 2012, 

p. 482). This ensures consistency and reliability in the coding process. 

In the study, the software NVivo is utilized to code the selected 159 papers, as mentioned in 

previous chapters. The software provides researchers with a systematic and organized approach to 

coding and analyzing qualitative data. By using NVivo, researchers can manage large amounts of 

textual data and easily identify patterns and themes within the literature 

To ensure the reliability of the coding process, the selected articles are coded by two coders. This 

approach aligns with the recommendation of conducting double coding to enhance the accuracy 

and consistency of the analysis (Massaro et al., 2016a, p. 787). By conducting a second 

independent coding, any discrepancies or inconsistencies in the initial coding can be identified and 

resolved, resulting in more reliable and trustworthy findings. 

Overall, the combination of using NVivo for coding and conducting two independent codings by 

two researchers enhances the rigor and reliability of the content analysis in this SLR. It allows for 

a comprehensive examination of the selected articles while minimizing biases and ensuring 

consistency in the interpretation and categorization of the data. 
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3.9. Insights and Critique 

To gain deeper insights and provide a comprehensive critique of the selected literature, the results 

of the study are tabulated and subjected to statistical descriptions. This approach facilitates a 

systematic examination of the primary topics, emerging trends, and research gaps within the OCR 

literature. By employing statistical techniques, the study aims to uncover underlying patterns, 

variations, and associations, enabling a deeper understanding of the research landscape.  

As suggested by Massaro et al. (2016a, p. 788), the development of insightful and innovative 

analyses relies on posing specific questions that probe the structure of knowledge and the historical 

development of the topic. By doing so, the study seeks to go beyond a surface-level exploration of 

the literature and instead aims to identify gaps in existing research and propose directions for future 

investigation. This approach aligns with the goal of the SLR methodology, which is not merely to 

provide a comprehensive summary of all knowledge on a subject, but to address specific research 

questions (Petticrew and Roberts, 2008, p. 354). 

In this section, the primary objective is to answer the first and second research questions posed in 

the study:  

 

1. What is the current state of research on the effects of OCRs on customers' decision-making 

process and purchasing behavior?  

2. What are the main areas of focus and critique in the existing literature on the topic? 

 

By carefully examining the literature, the focus is on determining the key areas of emphasis in 

previous research regarding the effects of OCRs on customers' decision-making process and 

purchasing behavior. Additionally, critical areas of focus and critique within the existing literature 

are identified, shedding light on potential limitations and areas for improvement. Lastly, by 

synthesizing the findings and analyzing the identified gaps and limitations, the study aims to 

propose potential directions for future research on the topic, thereby contributing to the 

advancement of knowledge in the field. 

Through the systematic organization and methodical approach employed in this literature review, 

a comprehensive understanding of the existing research landscape is achieved. By answering the 
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research questions and highlighting the primary areas of focus, critique, and potential directions 

for future research, the paper aims to make a meaningful contribution to the field of OCR research. 

 

3.9.1. Research Method 

In this chapter, an in-depth exploration is undertaken to analyze the research methods utilized in 

the selected 159 studies. The category focuses on the implemented research method, employing a 

list of three distinct research methods to which the articles are classified. This categorization is 

essential in addressing the challenge posed by studies employing different research methods and 

assessing the generalizability and validity of their findings. Through this examination, the chapter 

aims to offer an understanding of the diverse research methods employed, revealing insights into 

their strengths, limitations, and implications for the overall quality of the evidence presented. 

Figure 2 provides a visual representation of the research methods employed in the 159 articles. 

 

 

Figure 2: Articles by research method 

 

 

Quantitative approaches emerge as the most commonly employed research method, with 125 

articles (Zhu and Zhang, 2010; Tata et al., 2020; Babić Rosario et al., 2020; You et al., 2015; Reza 
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Jalilvand and Samiei; 2012), constituting approximately 79% of the total sample. This finding 

underscores the widespread utilization of quantitative methodologies in OCR research. These 

methods are valued for their ability to generate numerical data, allowing researchers to apply 

statistical analyses and draw objective conclusions. The prevalence of quantitative approaches in 

the selected literature suggests a strong emphasis on empirically examining the effects of OCRs 

on customers' decision-making process and purchasing behavior. 

Following quantitative methods, qualitative methods are the second most prevalent research 

approach, accounting for 24 papers (Pan and Zhang, 2011; Moore, 2015; Ngarmwongnoi et al., 

2020; Kim et al., 2018; Nunan et al., 2019) or 15% of the sample. According to Aspers and Corte 

(2019, p. 151), qualitative approaches are highly valued in research as they allow for controlled 

manipulation of variables and provide insights into cause-and-effect relationships. The significant 

presence of experimental studies in the literature reflects researchers' interest in investigating the 

causal effects of OCRs on customers' behavior and perceptions. By designing and implementing 

controlled qualitative research methods, researchers can draw valid conclusons about the impact 

of OCRs on consumers and assess the effectiveness of different interventions or strategies. 

In addition to quantitative and qualitative methods, 10 papers (Wu and Wang, 2011; Leong et al., 

2021; O’Reilly and Marx, 2011; O’Cass and Carlson, 2012; Eslami and Ghasemaghaei, 2018) or 

6% of the dataset employ mixed-method approaches, combining both qualitative and quantitative 

elements and offering a comprehensive understanding of the phenomenon under investigation. 

The utilization of different research methods reflects the diverse approaches employed by scholars 

in exploring the effects of OCRs on customers' decision-making process and purchasing behavior. 

This methodological diversity contributes to a comprehensive understanding of the phenomenon 

from various angles, allowing for a more nuanced interpretation of the findings.  

By presenting an overview of the primary research methods employed in the selected literature, 

Figure 2 provides valuable insights into the methodological landscape of OCR research. The 

prevalence of quantitative methods signifies the empirical nature of the field, while the occasinal 

inclusion of qualitative and mixed methods approaches highlights the importance of capturing the 

richness and complexity of customers' experiences and behaviors in relation to OCRs. However, 

it is also important to mention that the utilized research method have changed across the four 3-

year periods defined in the research. This reveals different patterns and trends, which are depicted 
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on Figure 3.  

 

 

Figure 3: Research methods per time period 

 

Over the years, OCR research has predominantly relied on quantitative methods across all four 

time periods. However, there has been a noticeable increase in the use of qualitative methods in 

the most recent period (2019-2021). Mixed methods have generally remained consistent. This 

historical evolution in terms of research methods indicates a growing interest in understanding 

qualitative aspects of OCRs such as consumer opinions, perceptions and motivations. 

 

3.9.2. Location  

This chapter analyzes in detail the second category in the analytical framework, which focuses on 

the countries of research in the 159 articles. This categorization serves to enhance the 

understanding of the literature's contributions to knowledge advancement in various regions. The 

analysis of continents and countries of research sheds light on the geographical distribution of 

research activities in the area of OCRs, revealing regions characterized by significant engagement 

and those with comparatively less. The chapter aims to unravel the diverse landscape of research 

locations, contributing to a comprehensive exploration of global dynamics influencing knowledge 

dissemination and development in the field. 
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The analysis of geographical location within the selected literature shown on Figure 4 provides 

valuable insights into the distribution of research on OCRs across different regions. It reveals that 

North America has been the most studied region, with 52 papers (Zhu and Zhang, 2010; Babić 

Rosario et al., 2020; You et al., 2015; Langan et al., 2017; Pan and Zhang, 2011) accounting for 

approximately 33% of the total number of papers examined in the study.  

 

 

Figure 4: Articles per continent 

 

Further examination of individual countries within North America highlights the dominance of the 

United States of America (USA) as the most analyzed country, with 50 papers representing 

approximately 31% of the dataset. This finding can be attributed to the significant role the USA 

play in the global economy (Statista, 2022), as well as the presence of renowned academic 

institutions and research centers in the country (Statista, 2023). This emphasis on North America 

can also be attributed to the USA’s status as a leading market for various industries and its 

significant influence on consumer behavior. On the other hand, Canada accounts for only 2 articles 

(Eslami and Ghasemaghaei, 2018; Kim et al., 2021), constituting approximately 1% of the entire 

dataset. This disparity in research representation between the two countries may be not only a 

result of the USA’s economy and the country’s academic research intensity, but also due to 

variations in the availability of data, research funding, or specific industry dynamics. 
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Europe emerges as the second most studied region, with 40 articles (Duarte et al., 2018; 

Purnawirawan et al., 2012; Schindler and Bickart, 2012; Marchand et al., 2017; Wu, 2013) 

accounting for around 25% of all papers. Within Europe, several countries stand out as the primary 

with a higher number of published articles. The United Kingdom leads with 14 articles (Schindler 

and Bickart, 2012; Marchand et al., 2017; Wu, 2013; Ngarmwongnoi et al., 2020; Dai et al., 2020), 

followed by Germany with 8 articles (Furner and Zinko, 2017; Mafael, 2019; Lis and Fischer, 

2020; Buttle and Groeger, 2017; Cox and Kaimann, 2015), the Netherlands with 4 articles 

(Maslowska et al., 2017; Park and Jeon, 2018; Risselada et al., 2018; Situmeang et al., 2020), and 

both Portugal and Switzerland with 4 (Duarte et al., 2018; Barreto, 2014; Babić Rosario et al., 

2021) and 3 articles (Bae and Lee, 2011; Wan, 2015; Bambauer-Sachse and Mangold, 2011), 

respectively. These countries likely garner attention due to their strong economic presence, diverse 

consumer markets, and established research communities. 

Moving beyond North America and Europe, Asia emerges as the third most studied continent with 

30 articles (Tata et al., 2020; Jalilvand and Samiei, 2012; Wu and Wang, 2011; Kim et al., 2021; 

Kronrod and Danziger, 2013) reflecting the growing interest in understanding the dynamics of 

OCRs in this diverse and economically significant region. However, it should be noted that the 

number of papers related to Asia is comparatively lower than North America and Europe.  

Australia shows a relatively low number of research articles on OCR, with only 8 papers 

investigating the topic (Ahani et al., 2019; O’Cass and Carlsom, 2012; Zinko et al., 2020; Lee et 

al., 2020; Yu et al., 2019). Lastly, Africa and South America have the lowest number of papers, 

with only 1 paper each (Duh, 2021; López and Sicilia, 2014), indicating a very limited research 

focus on these regions within the context of OCRs. 

It is important to mention that the location was not specified in 27 articles (Ho-Dac et al., 2013; 

Liu et al., 2019; Moore, 2015; Rocklage and Fazio, 2020; He and Bond, 2015), accounting for 

approximately 17% of all papers. This lack of specificity may be due to various factors such as the 

nature of the research or limitations in data reporting. It highlights the importance of ensuring 

accurate and complete reporting of location information in future research studies to facilitate a 

more comprehensive understanding of the global landscape of OCR research. 

By analyzing the distribution of research across different geographical regions, the study provides 

valuable insights into the regional focus of OCR literature. Understanding these patterns can 
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contribute to a more comprehensive understanding of the global context and help identify potential 

gaps or areas for further investigation. Geographically, OCR research has been conducted on a 

global scale, with contributions from various regions. In conclusion, North America has 

consistently been the most significant contributor, with a total of 52 articles across all time periods. 

Europe also plays a substantial role, especially during the 2016-2018 period. Asia has recently 

emerged as a prominent player, with 16 articles in the most recent time period (2019-2021). This 

global distribution underscores the worldwide relevance of OCR research and its implications for 

businesses engaged in e-commerce across the globe. 

  

3.9.3. Research Focus 

By systematically examining and categorizing the research topics present in the dataset, the study 

provides an overview of the prevailing areas of investigation within the field of OCRs. The diverse 

range of topics explored underscores the multidimensional nature of OCRs and highlights the 

diversity of research paths available for further exploration. Furthermore, this category helps 

explore the focus of the articles published in the most recent time period (2019-2021) and thus 

provide an answer to the study’s first research question, which refers to the current stage of 

knowlende on OCRs. 

 

 

Figure 5: Articles by research focus 
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Figure 5 presents a comprehensive overview of the distribution of topics explored in the selected 

literature. It is evident that the papers cover a wide range of topics, indicating a diverse research 

landscape in the field of OCRs  

The most prominent topic that emerges from the analysis is the examination of customers' 

perception of OCRs and their helpfulness, specifically investigating how different OCR 

characteristics and environments impact their evaluation and interpretation. This topic is 

investigated in 68 articles (You et al., 2015; Langan et al., 2017; Ho-Dac et al., 2013; Pan and 

Zhang, 2013; Purnawirawan, 2012), accounting for around 43% of the sample. By examining the 

factors that influence customers' review perception, researchers aim to shed light on the cognitive 

and psychological processes involved in the consumption of online reviews. This knowledge can 

assist businesses in understanding how to effectively manage and leverage OCRs to enhance their 

brand reputation and attract customers. The fact that such a notable proportion of papers addresses 

review helpfulness indicates its relevance in the context of OCRs. This reflects the research 

community's recognition of the importance of understanding the factors that contribute to the 

perceived helpfulness and usefulness of online reviews. 

The second most explored topic is customers' purchasing behavior as an effect of OCRs. A total of 

25 papers (Tata et al., 2020; Reza Jalilvand and Samiei, 2012; Liu et al., 2019; Grewal and Stephen, 

2019; Ngarmwongnoi et al., 2020), constituting approximately 16% of the dataset, delve into this 

topic. This focus on customers' purchasing behavior highlights the significance of OCRs in 

influencing customers’ actions in the online marketplace. Researches in this area aim to uncover 

the underlying factors and mechanisms through which OCRs shape customers' behaviors, 

providing valuable insights for businesses and marketers seeking to optimize their strategies. 

Source credibility is another notable aspect of the analysis, with 8 articles (Wu and Wang, 2011; 

Carr and Hayes, 2014; O’Reilly and Marx, 2011; Hong and Pittman, 2020; Pihlaja eet al., 2017) 

dedicated to this topic, making up about 5% of the dataset. These studies delve into the 

trustworthiness and reliability of the sources providing online reviews. Examining the credibility 

of sources is crucial for both consumers and businesses because consumers often rely on reviews 

to make informed decisions (Paul Arunkumar et al. 2023, p. 31). Researches in this area investigate 

factors such as reviewer expertise, reviewer and platform reputation, review content and the overall 

quality of reviews.  
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Decision-making, a topic explored in 7 articles (Ahani et al., 2019; Duarte et al., 2018; Kuo and 

Nakhata, 2019; Situmeang et al., 2020; Luong et al., 2021), comprising approximately 4% of the 

dataset, is another essential area of research in the field of OCRs. These studies aim to uncover 

how OCRs, and more specifically how the volume, tone, and content of reviews influence impact 

consumers' decision-making process and choices. Such insights can be valuable for businesses 

looking to optimize their product or service offerings, as well as their marketing strategies, to align 

with consumers' preferences and decision-making patterns. 

Consumer satisfaction is another significant topic within the dataset, addressed in 7 articles (López 

and Sicilia, 2014; Jin et al., 2014; Lee et al., 2020; O’Reilly et al., 2018; Ahmad and Guzmán,, 

2021a), accounting for around 4% of the sample. These studies delve into the post-purchase 

experience and examine how online reviews affect consumer satisfaction levels. The papers 

concentrated on this topic explore factors such as the role of reviews in setting customer 

expectations, how reviews impact post-purchase evaluations, and the relationship between online 

reviews and consumer satisfcaction in general. Understanding these relationships in the context of 

OCRs is crucial for businesses aiming to enhance customer loyalty and retention. 

Lastly, the category Other, represented by 44 articles (Zhu and Zhang, 2010; Babić Rosario et al., 

2020; Marchand et al., 2017; Moon et al., 2021; Hajli et al., 2014), comprises a substantial portion 

of the dataset, making up about 28% of the sample. This category encompasses a wide range of 

research topics that do not fit into the previously mentioned categories. These studies explore 

issues such as the ethical implications of online reviews, the role of emotions in reviewing 

behavior, the effects of negative reviews, fake reviews, comparissons between online and offline 

WOM and more. The diversity within this category highlights the multidimensional nature of OCR 

research and showcases the diversity of interests within the field. It reflects the dynamics of the 

digital age and the evolving landscape of online consumer interactions. 

The diversity of research topics observed in the dataset is noteworthy, as it signifies a broad range 

of interests within the field of OCRs. From source credibility to decision-making, consumer 

satisfaction, and the variety of other subjects explored, it is evident that OCR research has far-

reaching implications for businesses, consumers, and the digital ecosystem as a whole. The 

evolution of research focus within OCR studies reveals interesting patterns. Review perception 

and helpfulness have consistently been a primary area of interest across all time periods. This focus 
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suggests a lasting interest in understanding how consumers perceive and utilize online reviews. 

Purchasing behavior has also gained significant attention, with 25 articles across the four time 

periods, reflecting the importance of OCRs in shaping consumer choices. Additionally, consumer 

satisfaction, decision-making, and source credibility have been explored over the years, indicating 

a broadening scope of research. Decision-making, in particular, gained prominence in the 2016-

2018 and 2019-2021 periods, suggesting a growing interest in deciphering the role of OCRs in 

consumer choices. 

Narrowing the analysis to the articles from the most recent time period (2019-2021) that 

specifically focus on purchasing behavior and the decision-making process, deeper insights into 

the current state of research regarding how OCRs influence customers' decision-making process 

and purchasing behavior can be gained and thus the first research question referring to the current 

state of knowledge on OCRs can be answered.  

Kaur and Singh (2020) and Grewal and Stephen (2019) shed light on the motivations of consumers 

in respect of writing and utilizing online reviews. Leymre and Kim identify seven key drivers of 

online review writing, while Grewal and Stephen emphasize that the perceived effort required to 

write online reviews can enhance their credibility. These motivations, in turn, indirectly affect the 

influence of reviews on consumers’ purchasing behavior. 

Expanding on this, Tata et al. (2020) examine how the valence and source of reviews affect 

customer attitudes and purchase decisions. Their research highlights the critical role that review 

content and context play in shaping consumer choices. Similarly, Dai et al. (2019) underline that 

consumers rely less on reviews for experimential purchases, indicating that purchasing behavior 

varies based on context. These findings collectively underscore the pivotal role of review content 

and context in influencing purchasing decisions. 

Visual content also plays a significant role in shaping customers’ purchasing behavior. Zinko et al. 

(2019) stand out for their exploration of how images enhance trust and purchase intent in online 

reviews. They suggest that visual content, particularly in cases where textual information is lacking 

or overwhelming, can directly impact purchasing behavior. 

Additionally, Rosário and Loureiro (2021) draw attention to platform-specific strategies for 

eWOM. Their research compares the effectiveness of eWOM across various social media 
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platforms, revealing variations in efficacy. This highlights that the choice of platform can 

significantly impact the effectiveness of eWOM in influencing consumer purchasing decisions. 

Different platforms may elicit varying responses from consumers, thereby affecting purchasing 

behavior. 

Information characteristics are another critical aspect to consider. Roy et al. (2021) investigate how 

online review valence and the nature of the reviewed product interact to affect purchase intentions. 

This aligns with Leong et al. (2021), who emphasize the importance of information quality, 

credibility, and relevance in shaping purchase intentions. These information characteristics have a 

direct impact on how eWOM influences purchasing behavior. 

Lastly, Kuo and Nakhata (2019) examine the impact of eWOM on the consumer-retailer 

relationship through the lens of consumer satisfaction. Their study reveals that exposure to positive 

or negative eWOM directly influences the decision-making process, as consumers often anchor 

their choices based on eWOM, simplifying the decision-making process. 

In summary, these articles represent the state of OCR research in the most recent time period 2019-

2021 and collectively provide insights into the interconnected aspects of consumer behavior in the 

context of online reviews, particularly their effects on purchasing behavior and decision-making 

process. They reveal the significance of motivations, review content and context, visual content, 

platform choices and information characteristics in shaping how eWOM influences consumer 

purchasing decisions.  

 

3.9.4. Publication Time Period 

This chapter focuses on the analysis of the fourth category related to the year of publication of the 

articles included in the study. Articles are sorted into one of four 3-year time periods based on their 

publication year, allowing to identify distinct time frames characterized by different levels of 

research activity. 

This chapter is particularly important as it enables a deeper exploration of the characteristics of 

articles across different time periods. Categorizing the papers by their publication years helps 

reveal insights into how the research landscape has changed over time, allowing the identification 

of trends and patterns associated with each period.This temporal analysis goes beyond a simple 
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chronological sequence and is crucial for understanding the broader research context, laying the 

groundwork for future investigations and contributing to a more informed discussion on the scope 

of research on OCRs.  

As mentioned in previous chapters, the literature research identified 159 relevant articles, with 109 

or 69% of them published after 2015. Figure 5 shows an increasing trend in the number of 

publications per year from 2010 to 2021 in four 3-year time periods: 2010-2012, 2013-2015, 2016-

2018 and 2019-2021. The data are presented in a line chart format, where each point on the line 

represents a specific time period and its corresponding number of publications and the dotted line 

shows the trend.  

 

 

 

Figure 6: Publications per time period 

 

The chart starts with the time period 2010-2012 with 22 publications (Zhu and Zhang, 2010; Reza 

Jalilvand and Samiei, 2012; Pan and Zhang, 2011; Purnawirawan et al., 2012; Wu and Wang, 

2011). Moving to the next period, 2013-2015, the line is higher, indicating an increase in the 

number of publications to 28 (You et al, 2015; Ho-Dac et al., 2013; Hajli et al., 2014; Moore, 2015; 
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consistent and sharp upward trend rising to 45 articles (Langan et al., 2017; Duarte et al., 2018; 

Marchang et at., 2017; Chu and Kim, 2018; Pentina et al., 2018). The most recent time period 

represented in the graphic is 2019-2021, which shows another increase to 64 publications (Tata et 

al., 2020; Babić Rosario et al., 2020; Ahani et al., 2019; Moon et al., 2021; Liu et al., 2019). 

Overall, the graph demonstrates an increasing trend in the number of OCR publications per year, 

whereas the increase from the first to the second time period is moderate, and the increases in the 

next two time periods are comparatevely larger.   

 

3.9.5. Industry 

Figure 6 illustrates a breakdown of the various industries that have been examined the dataset. This 

categorization of research papers into different industries serves as one of the key apects for the 

paper's analysis and discussion. Understanding the distribution of research across these industries 

is crucial for contextualizing the research landscape and identifying trends or gaps in knowledge. 

 

 

Figure 7: Articles by industry 
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as a dominant focal point of scholarly investigation. The articles in this category predominantly 

revolve around general research within the area of online retail. These studies typically do not 

specify particular types of online stores or platforms as their primary focus. In essence, these 

articles are more concerned with capturing the overarching trends and phenomena that characterize 

the online retail landscape as a whole, rather than individual e-commerce platforms or stores. This 

category serves as a comprehensive exploration of the broader online retail environment, shedding 

light on the industry's general dynamics. The large number of articles in this category highlights 

the significance of the e-commerce sector. 

“Tourism & Hospitality”, with 13 research papers (Ahani et al., 2019; Moon et al., 2021; Kim et 

al., 2021; Grewal and Stephen, 2019; Filieri and Mariani, 2021), accounting for 8% of all articles, 

represents another important sector of study. The tourism and hospitality industry has long been a 

subject of research due to its economic importance and vulnerability to external factors such as 

natural disasters and global events. The relatively smaller number of research papers in this 

category may indicate a need for further exploration of specific issues within this industry. 

Entertainment, Beauty & Fashion, and Electronics represent industries with 5 (Marchand et al., 

2017; Zhu and Zhang, 2010; Cox and Kaimann., 2015), 4 (Reich and Maglio, 2020; 

Labsomboonsiri et al., 2017) and 3 (Ho-Dac et al., 2013) research papers, respectively. These 

industries are characterized by their unique dynamics and consumer preferences. The relatively 

fewer research papers in these categories suggest that there is room for further exploration and 

scholarly inquiry into these domains, potentially uncovering opportunities for innovation and 

growth. 

The "Other" category, encompassing 10 research papers (Reza Jalilvand and Samiei, 2012; Yin et 

al., 2017; Leong et al., 2021; Hu and Li, 2011; Robson et al., 2013), consists studies that do not fit 

into the predefined industry categories. These papers pertain to industries that are not well 

represented in OCR research, such as healthcare services, education or the automobile industry. 

Investigating the content of these research papers can reveal novel insights or innovative areas of 

study. 

In summary, the results in this category reveal a broad spectrum of industries, some of which have 

been extensively researched, and other belonging to the less-explored category “Other” with 

limited research. The general online retail sector, has consistently been the dominant industry of 
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interest, with 124 articles across all time periods. This reflects the widespread impact of OCRs on 

e-commerce and retail businesses. Entertainment and electronics industries have also received 

significant attention, in the most recent period (2019-2021). Beauty & fashion, tourism & 

hospitality, and other industries have seen varying levels of research interest, with a noticeable 

increase in tourism & hospitality research during the most recent 2019-2021 period, possibly 

reflecting the growing importance of online reviews in the travel and hospitality sectors. 

 

3.10. Future Research Directions 

In this chapter, the objective is to address Research Question 3 by exploring potential directions 

for future research within the scope of the study.  

2. What are the potential directions for future research on the topic? 

The intention is to provide a comprehensive understanding of the existing landscape and offer 

insights that may guide future research efforts. The future research paths and recommendations 

presented in this chapter are not intended as conclusive endpoints but rather as starting points for 

future investigations. By identifying potential directions for further research, the aim is to 

contribute to the ongoing academic discourse and inspire continued exploration in the field of 

OCRs. 

 

3.10.1. Underinvestigated industries  

The field of OCR research has evolved significantly over the years, yet there remain 

underinvestigated industries that can be subject to deeper research in future studies. These 

industries offer opportunities for scholars and researchers to expand their understanding of how 

online reviews impact consumer behavior, decision-making processes, and industry dynamics. 

One notable underexplored area within OCR research is the beauty and fashion industry. While 

there have been sporadic studies (Reich and Maglio, 2020; Labsomboonsiri et al., 2017; Duh, 

2021; Lee, 2012), the comprehensive examination of how online reviews influence consumer 

choices in the realm of beauty and fashion remains limited. Researchers could investigate the 

impact of user-generated content on beauty trends, brand loyalty, and sales performance in the 
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fashion sector. Exploring how online reviews shape consumers' perceptions of beauty and fashion 

brands can shed light on this industry's underinvestigated dynamics. 

The electronics sector, although not entirely overlooked (Ho-Dac et al., 2013; Beneke et al., 2016; 

Rosário and Loureiro, 2016), offers opportunities for more in-depth OCR research. Future studies 

might delve into the ways in which online reviews impact low- and high-involvement consumer 

decisions related to different types of electronics. Examining the role of online reviews in 

technology adoption, brand perception, and product sales within the electronics industry could be 

an intresting direction for future research. 

Beyond the industries listed above, there are emerging sectors that have so far gained a very small 

portion of OCR research attention. These include the healthcare and wellness industry (Lantzy et 

al., 2021; Lockie et al., 2015), where understanding how online reviews influence patient 

decisions, healthcare provider choices, and wellness product and service adoption can be highly 

beneficial. Additionally, the sustainability and eco-friendly product sector presents an opportunity 

to explore how eco-conscious consumers rely on online reviews to make environmentally 

responsible choices. 

In conclusion, OCR research continues to evolve, and there are both established industries and 

emerging sectors that remain underinvestigated. By exploring these areas, researchers can 

contribute to a deeper understanding of the influence of online reviews on consumer behavior and 

industry dynamics, providing valuable insights for businesses. 

 

3.10.2. Underinvestigated topics  

OCRs have become a focal point of research over the years, shedding light on various aspects of 

consumer behavior and decision-making. However, there are certain underinvestigated topics 

within the OCR field that offer promising paths for future studies. These topics, which have not 

received as much attention as others, present opportunities for researchers to deepen the 

understanding of how online reviews influence consumers' choices and perceptions. 

While there has been notable research on the role of online reviews in consumer decision-making 

(Ahani et al., 2019; Duarte et al., 2018; Kuo and Nakhata, 2019; Situmeang et al., 2020; Luong et 

al., 2021), there are facets of this topic that remain underexplored. Future studies could focus on 
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the cognitive processes underlying decision-making when consumers encounter online reviews. 

This may involve investigating how the content and sentiment of reviews influence choices and 

the strategies consumers employ in navigating and interpreting vast amounts of review 

information. 

The impact of online versus offline WOM on consumer decisions remains a compelling and 

underinvestigated area (Huang et al., 2014). While OCRs are widely recognized as influential, 

there's much more to uncover about how they compare to the traditional offline WOM. Researchers 

can look into whether eWOM has special benefits in terms of reach, speed, or credibility, or offline 

WOM still has a strong influence in specific situations and decisions. 

Negative reviews and their influence on customers’ decision-making and purchasing behavior, 

which often a cause of concern for businesses (Ahmad and Guzmán, 2021b; Ullrich and Brunner, 

2015; Lis and Fischer, 2020; He et al., 2020; Nejad et al., 2016), offer a large territory for deeper 

exploration. Researchers can delve into the types of negative reviews that wield the most impact 

by affecting strongly customers’ decisions and examine effective strategies for businesses to 

respond to such feedback. Another interesting topic that could be further investigated is whether 

negative reviews consistently have a negative impact or if they might have a different effect under 

certain circumstances. 

The spread of fake reviews presents a pressing issue within the area of online reviews (Munzel, 

2015; Moon et al., 2021). Future research can focus on uncovering the influence of deceptive 

evaluations on consumer choices. Strategies to detect and combat fake reviews, the ways in which 

consumers distinguish between authentic and fake reviews, as well as the legal and ethical 

implications of fake reviews, are possible areas that can be further explored.  

Beyond the rational assessment of product or service quality, the emotional responses evoked by 

online reviews remain an intriguing but underexplored dimension. Investigating the emotions (e.g., 

trust, anger, satisfaction) that reviews trigger and how these emotions shape purchasing decisions 

is an interesting future research direction. Furthermore, consumers are a diverse group, and their 

unique characteristics (e.g., personality, culture, age, gender) can significantly influence their 

interactions with OCRs. Future research can explore how personalized marketing strategies can be 

crafted based on these individual characteristics to enhance the efficacy of online reviews in 

influencing consumer decisions. 
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While OCR research predominantly centers on consumer-oriented reviews, the Business-to-

Business (B2B) domain remains relatively uncharted. There is a pressing need to comprehend how 

businesses engage with OCRs in supplier selection. Investigating the distinctive features of B2B 

OCR interactions and the influence of industry-specific factors is a promising path to untangle. 

In conclusion, OCR research is a dynamic field that continues to evolve. While certain topics have 

received substantial attention, there are still underinvestigated areas that could be promising 

subjects of future research. By delving into these topics, researchers can contribute to a deeper 

understanding of how online reviews shape consumers’ behavior and decision-making process. 

 

3.10.3. Underinvestigated countries and regions 

OCR research has covered a wide range of geographical regions to understand the impact of online 

reviews on consumer behavior and decision-making. However, there are certain locations that have 

been underrepresented in the literature, presenting opportunities for future research to broaden the 

global perspective on OCRs. 

Africa has shown just one OCR research article (Duh, 2021) in the most recent time period (2019-

2021), and even no research in the earlier time periods. This underrepresentation in the research 

landscape calls for more attention to understand how online reviews influence consumer behavior 

in African markets. Researchers can explore the unique characteristics of e-commerce in Africa, 

as well as cultural and economic factors that may affect consumers' interactions with online 

reviews. 

Similarly, South America has a limited presence in OCR research (López and Sicilia, 2014). 

Investigating how online reviews are utilized by consumers in South American countries can 

provide valuable insights into the continent's e-commerce landscape. Factors such as language 

preferences, cultural influences, and economic dynamics may play a significant role in shaping 

consumers' interactions with online reviews in South America. 

While Australia is included in the data (Ahani et al., 2019; O’Cass and Carlsom, 2012; Zinko et 

al., 2020; Lee et al., 2020; Yu et al., 2019), it has received relatively less attention in OCR research 

compared to other regions. Further exploration of the Australian market can help uncover unique 

consumer behaviors and preferences regarding online reviews.  
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In conclusion, while OCR research has made significant steps in understanding the impact of 

online reviews on consumer behavior across the globe, there are still underrepresented locations 

in need of further investigation. Expanding research efforts into these regions can provide a more 

comprehensive view of how online reviews shape consumer choices on a global scale. 

Furthermore, considering the unique characteristics and cultural contexts of these locations can 

contribute to more tailored strategies for businesses operating in those markets. 

 

3.10.4. Utilization of different research methods 

OCR research employs various research methods to investigate the impact of online reviews on 

consumer behavior and decision-making. While there has been extensive research in this field, the 

distribution of research methods across different time periods highlights different paths for further 

exploration. 

Mixed methods research (Wu and Wang, 2011; Leong et al., 2021; O’Reilly and Marx, 2011; 

O’Cass and Carlson, 2012; Eslami and Ghasemaghaei, 2018), which combines qualitative and 

quantitative approaches, has been used in OCR research but to a relatively limited extent. 

Researchers have the opportunity to employ mixed methods to gain a more comprehensive 

understanding of how online reviews influence consumer behavior. Combining qualitative insights 

into consumer perceptions and motivations with quantitative data on review volume and ratings 

can provide a holistic view of the online review ecosystem. 

Qualitative research methods, such as content analysis and in-depth interviews, have been 

underutilized in OCR research, particularly in the earlier time periods (Pan and Zhang, 2011; Chan 

and Ngai, 2011; King et al., 2014; Robson et al., 2013; Whitehead, 2011). Qualitative methods can 

delve into the dimensions of consumer interactions with online reviews, uncovering important 

insights into the decision-making process. Future research could utilize qualitative methods more 

frequently to provide a deeper understanding of consumer perspectives 

Quantitative methods have been the dominant approach in OCR research (Zhu and Zhang, 2010; 

Tata et al., 2020; Babić Rosario et al., 2020; You et al., 2015; Reza Jalilvand and Samiei; 2012), 

but there is an opportunity to further diversify quantitative research by exploring advanced 

statistical analyses, machine learning techniques, and big data analytics, which have so far been 
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utilized only ocasionally in the OCR field, to uncover hidden patterns and trends in online review 

data. Furthermore, given the interdisciplinary nature of OCR research, there is an opportunity to 

integrate research methods from other fields such as psychology, sociology, and data science. 

Collaborative efforts that bring together diverse expertise can lead to innovative research designs 

and a deeper understanding of the multifaceted aspects of online consumer reviews. 

In conclusion, while quantitative methods have dominated OCR research and provided valuable 

insights, there are underutilized research methods that offer untapped potential for gaining a more 

comprehensive understanding of online reviews' influence on consumer behavior. Researchers can 

explore mixed methods, qualitative approaches, and emerging techniques to uncover new 

dimensions of consumer interactions with online reviews and contribute to the body of knowledge 

on OCRs.  
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4. Limitations and Recommendations 

An SLR is a valuable research method for synthesizing existing knowledge and working with large 

amounts of literature However, like any research approach, it has its limitations. In the case of an 

SLR conducted with 159 articles, several notable constraints should be considered. 

One of the most significant limitations of SLRs is the potential for publication bias, which can 

occur if the literature emphasizes only the positive effects of OCRs due to their relevance in 

marketing research. Negative or neutral effects may be underrepresented, leading to an incomplete 

picture of their impact and thus a biased conclusion of the SLR. 

Additionally, while publication bias is a significant concern, it is crucial to recognize that the 

geographical diversity of the studies included in the SLR may also influence the 

comprehensiveness of the findings. A more extensive exploration of studies from various regions 

could potentially mitigate the impact of publication bias, providing a better understanding of the 

effects of online consumer reviews 

Moreover, the quality of the studies included in the review is crucial. Not all 159 articles may be 

of equal quality, and some may suffer from methodological flaws, which can undermine the 

credibility and reliability of the study’s findings. Recognizing this, future research endeavors 

should prioritize the assessment of study quality and consider implementing more strict inclusion 

criteria to ensure the robustness of the SLR's outcomes. 

Furthermore, SLRs primarily rely on quantitative data and may not capture the qualitative insights 

that can provide a deeper understanding of the mechanisms at play in consumers' decision-making 

processes. This limitation can restrict the study's ability to explore the reasons and relationships 

behind the observed effects. As a recommendation for future research, a complementary qualitative 

analysis could be integrated into SLRs, offering a more comprehensive view of the multifaceted 

factors influencing consumers' decision-making in the context of online reviews 

Furthermore, gaining insights into trends and patterns within the dynamic realm of OCRs cannot 

be fully achieved through a singular focus on marketing perspectives. This presents an opportunity 

for future research to embrace cross-disciplinary analyses, delving into the intersections of 

marketing, psychology, and other disciplines. Such an approach promises a more holistic and 

comprehensive perspective on the subject.  
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In summary, notable challenges in the study include the risk of publication bias, the influence of 

geographical diversity on findings, and variations in the quality of included studies. Future 

research is encouraged to address these limitations by prioritizing assessments of study quality, 

implementing strict inclusion criteria, and incorporating qualitative analyses to enrich the depth of 

research outcomes. Additionally, the call for a cross-disciplinary perspective, exploring 

intersections with psychology and other relevant fields, emerges as an essential consideration for 

a more comprehensive understanding of the multifaceted dynamics within the realm of OCRs and 

their effects on customers’ decision-making progress and purchasing behavior. This holistic 

viewpoint underscores the ongoing necessity for flexible and adaptive methodologies in navigating 

the fast-evolving landscape of OCRs. 
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5. Conclusion 

The analysis of OCR research trends underscores the dynamic nature of this field. Over time, 

research has primarily favored quantitative methods, although recently, there has been a surge in 

the use of qualitative approaches. Geographically, OCR research has taken place worldwide, with 

North America consistently serving as a major contributor. Following North America, Europe has 

also played a significant role, and Asia has emerged as a prominent region for research. The 

primary research focus has traditionally revolved around review perception and helpfulness, but 

its scope has expanded to include purchasing behavior and decision-making as prominent topics 

as well. While the general online retail industry has consistently received the most attention, other 

sectors, like entertainment and electronics, have also become subject to growing academic interest.  

The most recent articles from the 2019-2021 time period have shed light the current state of 

knowledge regarding various aspects of OCRs, particularly regarding their impact on consumer 

behavior. They have shown that review content and the source of reviews significantly shape 

customer attitudes and influence purchase decisions. Moreover, it has been revealed that the 

context of a purchase can influence the extent to which customers rely on reviews. Additionally, 

these recent studies have emphasized the importance of visual content, such as images, in 

enhancing trust and purchase intent. They have also underscored how specific information 

characteristics, including the sentiment of the review and the nature of the product being reviewed, 

can impact purchase intentions.  

Future research directions include exploring underinvestigated industries such as beauty & 

fashion, healthcare, electronics and entertainment. Furthermore, there is also potential for 

exploring emerging sectors eco-friendly products and services. Additionally, the influence of fake 

reviews, as well as the impact of consumers’ individual characteristics on their interactions with 

OCRs, present valuable research opportunities. The B2B domain is another underexplored area, 

which could offer insights into supplier selection and business relationships. Finally, 

underrepresented regions, such as Africa, South America, and Australia, offer opportunities for 

global OCR research expansion. 

In conclusion, the world of OCRs is a dynamic and evolving field that continues to shape consumer 

behavior and influence the strategies of businesses operating in the digital marketplace. By 
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examining past and current research, as well as outlining potential future directions, this paper 

seeks to inspire scholars and businesses as they navigate the rapidly changing digital landscape. 

As online shopping and consumer reliance on OCRs continue to grow, understanding the power 

of this phenomenon becomes ever more critical for both academics and businesses.   
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7. Appendix 
 

Abstract in English 

Purpose: This research paper investigates the impact of online consumer reviews on customers’ 

decision-making process and purchasing behavior. The paper aims to provide an in-depth analysis 

of the past and current state of OCR research, identifying trends and outlining areas of focus and 

critique within the existing literature. Moreover, this study explores potential future research 

directions.  

Design/Methodology/Approach: A structured literature review approach is employed to 

systematically analyze existing scholarly literature, offering insights into the dynamic nature of 

OCR research, its evolution across the years, geographic distribution, primary research industries 

and focus areas, and methodological preferences. It also highlights emerging trends, common 

topics, and areas requiring further exploration. 

Findings: The paper uncovers that OCRs play an important role in shaping customers’ decision-

making process and purchasing behavior. The analysis of research trends shows a growing number 

of research articles across the years, a historical reliance on quantitative methods, with an emerging 

interest in qualitative approaches. Geographic representation encompasses a global scale, with 

growing contributions from Asia in the most recent time periods. Research focuses primarily on 

review perception and helpfulness, and the broad online retail industry. 

Research Limitations/Implications: The research paper is based on 159 scholarly articles, which 

may not fully represent the entirety of the field.  

Practical Implications: The paper provides insights into regions, topics and industries with 

untapped potential for OCR research, offering opportunities for scholars to contribute further to 

the academic OCR knowledge by exploring these future research paths.  

Originality/Value: The research paper contributes to the ongoing discourse on OCRs by 

presenting a comprehensive overview of the current state of OCR research and charting future 

research directions. It offers valuable insights for both scholars and businesses seeking to 

understand the influence of online consumer reviews in the digital age. 

Keywords: Online consumer reviews, OCRs, electronic word of mouth, eWOM, customers, 

purchasing behavior, decision-making, structured literature review, digital marketplace, research 
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Papertype: Master’s thesis. 
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Abstract in German  

Zweck: Diese Studie untersucht die Auswirkungen von Online-Kundenbewertungen auf den 

Entscheidungsprozess der Kund*innen und das Kaufverhalten. Das Papier zielt darauf ab, eine 

eingehende Analyse des bisherigen und aktuellen Standes der Forschung zu Online-

Kundenbewertungen vorzulegen, Trends zu identifizieren und Schwerpunkte und Kritikpunkte in 

der bestehenden Literatur herauszuarbeiten. Darüber hinaus erforscht diese Studie potenzielle 

zukünftige Forschungsrichtungen. 

Design/Methodik/Ansatz: Es wird eine strukturierte Literaturrecherche verwendet, um 

systematisch die vorhandene wissenschaftliche Literatur zu analysieren und Einblicke in die 

dynamische Natur der Forschung zu Online-Kundenbewertungen, deren Entwicklung im Laufe 

der Jahre, geografische Verteilung, Hauptforschungsbranchen und Schwerpunktbereiche sowie 

angewendete Forschunsmethoden zu bieten. Es hebt auch aufkommende Trends, übliche Themen 

und Bereiche hervor, die weitere Erkundungen erfordern. 

Ergebnisse: Die Studie enthüllt, dass Online-Kundenbewertungen eine wichtige Rolle bei der 

Gestaltung des Entscheidungsprozesses der Kund*innen und ihres Kaufverhaltens spielen. Die 

Analyse der Forschungstrends zeigt eine steigende Anzahl von Forschungsartikeln im Laufe der 

Jahre, eine historische Dominanz quantitativer Methoden, mit einem aufkommenden Interesse an 

qualitativen Ansätzen. Die geografische Vertretung erstreckt sich weltweit, mit wachsenden 

Beiträgen aus Asien in den jüngsten Zeiträumen. Die Forschung konzentriert sich hauptsächlich 

auf die Wahrnehmung und Nützlichkeit von Bewertungen sowie auf die breite Online-

Einzelhandelsbranche. 

Forschungsbeschränkungen/Auswirkungen: Diese Forschungsarbeit stützt sich auf 159 

wissenschaftliche Artikel, die möglicherweise nicht das gesamte Spektrum des Fachgebiets 

vollständig repräsentieren. 

Praktische Implikationen: Die Studie bietet Einblicke in Regionen, Themen und Branchen mit 

ungenutztem Potenzial für Forschung zu Online-Kundenbewertungen und bietet Forscher die 

Möglichkeit, durch die Erforschung dieser zukünftigen Forschungswege weiter zum 

akademischen Wissen über Online-Kundenbewertungen beizutragen. 

Originalität/Wert: Diese Forschungsarbeit trägt zur laufenden Diskussion über Online-

Kundenbewertungen bei, indem sie einen umfassenden Überblick über den aktuellen Stand der 

Forschung zu Online-Kundenbewertungen bietet und zukünftige Forschungsrichtungen aufzeigt. 
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Sie bietet wertvolle Erkenntnisse sowohl für Forscher als auch für Unternehmen, die das Einfluss 

von Online-Kundenbewertungen im digitalen Zeitalter verstehen möchten. 

Stichwörter: Online-Kundenbewertungen, OCRs, elektronische Mundpropaganda, eWOM, 

Kunden, Kaufverhalten, Entscheidungsfindung, strukturiertes Literaturrecherche, digitaler 

Marktplatz, Forschungstrends. 

Papierart: Masterarbeit. 

 


