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Research questions How do third-party online reviews influence consumer purchase intention for skincare?

Purpose: The purpose of this study is to gain a deeper understanding and knowledge about the

influence in which third-party online reviews have on consumers’ online purchase intention for skincare products

during the implemented restrictions during COVID-19.

Method: The study is conducted using a quantitative research method by distributing an online

questionnaire. A deductive approach was chosen in order to examine the influence of the independent variable on

the dependent variable; third-party online reviews and online purchase intention in the context of skincare

products. Simple linear regression was conducted to test the statistical significant relationship between the

independent variable and the factor variable with the online purchase intention separately.

Conclusion: The results of this study indicate that third-party online reviews have a significant

influence and an impact on the consumers’ online purchase intention for skincare. Also, it was also discovered

that COVID-19 restrictions had a strong effect on the dependent variable, but not necessarily as strong to

influence consumers to use third-party online reviews before making an online purchase.
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Chapter 1 – Introduction

This introduction chapter contains background on several phenomena that were argued to have

a crucial role in examining the impact of third-party online reviews on the consumers’ online

purchase intention during the outbreak of the COVID-19 pandemic. The background will

include information about the main concepts of the research question, followed by the research

problem. Lastly, the research purpose will be presented, ending the chapter with the main

research question for this research paper.

1.1 Background
The rise of the internet has catapulted commerce into an electronic age, altering nearly every

aspect of daily life, from how consumers communicate and learn about product offerings to

how they purchase goods and services (Kim & Lennon, 2008). As expected, Internet

advertising has become an important source of consumer information. According to Kim and

Lennon (2008), the Internet is the fastest-growing retail channel, with global retail e-commerce

sales totalling approximately 4.9 trillion US dollars (Chevalier, 2022). Internet retail sales are

expected to increase by 50% over the next four years, reaching approximately $7.4 trillion by

2025 (Chevalier, 2022). 

During the outbreak of the COVID-19 pandemic, the year 2020 saw an acceleration in the

expansion of e-commerce to new firms, customers, and product types (Tokar et al, 2021). As a

result, the pandemic accelerated the trend toward greater use of social media and increased

sales via e-commerce websites (Nanda & Zhang, 2021). Consumption habits have also shifted

as a result of the need to source essential items. Social media and their own e-commerce stores

were also important sales channels for e-commerce companies (Nanda & Zhang, 2021). As a

result, COVID-19 altered shopping and consumer purchasing habits.

Shopping is not a grab-and-go activity because it requires references to help make a decision.

Buying goods online is not as convenient as buying at physical stores where customers can

check the actual state of goods, obtain recommendations from clerks, or compare them with

other similar goods (Liang and Chang, 2021). They claim that all of these bodily actions are

persuasions (Liang and Chang, 2021). According to Tancer (2014) reviews are the most
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significant factor in making a buying choice. Moreover, with the advancement of digitalization,

customers have grown more empowered and engaged in expressing their personal thoughts

about various items (Maslowska et al., 2017). As a result, online reviews have become a

crucial influence on purchase intentions, playing a vital role in shaping consumers' perception

and knowledge of services and goods (Li et al., 2019). Nothing less can be stated about internet

reviews now that the COVID-19 pandemic has altered consumer attitudes and lifestyles (Li et

al., 2019). Therefore, online purchases have increased during the pandemic, whereas offline

buying has dropped throughout the studied time (Gu et al, 2021). It is also worth mentioning

that with online transactions increasing as a result of COVID-19, there has been a significant

shift in the purchasing of skin care products specifically. In addition to the non-face-to-face

market environment that has developed since COVID-19 (Ma & Kwon, 2021).

According to Lichterfeld et al. (2015), skin care is defined as a routine that tends to be done

daily for the purpose of care or remedying skin issues such as having too dry or too oily skin as

well as to prevent injuries. Skincare is divided into different sections such as face and body

care, cleansers, and sun protection (Lichterfeld et al., 2015). More skincare companies and

stores are adopting solutions such as virtual advisers to talk directly to customers in real-time,

learn about their wants and concerns, propose products, and help them through the sales

process (Lichterfeld et al., 2015). As people become more aware of the different advantages of

utilizing personal care products, their demand has increased in recent years (Kabir, Z, 2013).

Furthermore, data reveals that 91% of individuals read internet evaluations on a regular or

frequent basis, and 84% trust online consumer reviews as much as a personal suggestion

(Racherla & Friske, 2012). As a result of the growing interest in skin care products and the

different ingredients that are included in these products such as vitamin C, vitamin E, collagen,

and other ingredients to delay ageing, an increasing number of consumers seek online

consumer reviews and recommendations from others before purchasing a product (Mukti et al,

2022 ). It is similar to the kind of counselling that customers get in shops, but it is significantly

different in that it is now accessible online.

According to Gerstell et al. (2020), online reviews are often used for beauty products since it

can be tricky to understand how they should be used or applied. As a result, these reviews

function as skincare advice to clients. It is also a low-cost approach to developing client trust

(Bubphapant, & Thammasaro, 2012). Because this is two-way communication, it is possible

that it will reach the appropriate recipient.
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It is worth mentioning that people pay attention to online third-party reviews, whether

favourable or bad, regarding a product (Lee et al., 2008). Consumers post comments on the

internet based on their various opinions of the brands. In addition to recognizing that the skin

care industry is experiencing an increase in demand for anti-ageing products such as

anti-wrinkle cream, face cream, serum, eye cream, and others (Rizzi et al., 2021), it is

worthwhile to investigate how third-party online comments influence the persuasion during

product purchases. Ultimately, consumers are using their spending power to ensure their voice

is heard and to support brands that commit to natural ingredients and transparency

(Shamburger, 2021).

1.2 The research problem
The skin care industry has experienced and continues to experience robust annual growth,

according to Dalziel and De Klerk (2021). Furthermore, COVID-19 increased the importance

of skin care-related activities, which in turn accelerated the growth of beauty in online

channels. A research of 833 participants showed that 454 participants had faced adverse skin

reactions such as acne and rashes on the faces after wearing masks regularly during the

COVID-19 pandemic (Techasatian et al., 2020).

Physical storefronts have long been the most popular way for people to purchase cosmetics

(Wright, 2019). One possible reason is that customers want to be able to try things before

buying them (Kestenbaum, 2019; AlShawabkeh, Nuseir & Aljumah, 2021). When compared to

pre-pandemic levels, review interaction increased by 89 % in the early months of the

COVID-19 pandemic (Muller, 2022). Moreover, one of the most serious issues with online

beauty businesses is the inability to test products before purchasing them (Kestenbaum, 2019).

This is one of the main reasons why social media evaluations are becoming more important in

the skincare industry. Also, third-party internet reviews can make or break a company (Chen et

al., 2012). As a result, using the internet to express product ideas has become a significant

marketing technique for competing in order to attract customer attention, and visits and

determine purchase intentions (Kumar, 2013). For these reasons, it is of interest to study how

much these online reviews, specifically third-party online reviews influence the consumer

purchase intention when shopping for skin care products online. Especially now that many

consumers have shifted their shopping focus online and are expected to be wanting to
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compensate for the lack of information and knowledge that they were otherwise exposed to

when shopping in physical stores.

1.3 Research purpose
The overall purpose of this research is to explain the understanding of the effects of online

third-party opinions on the consumer purchasing decision process on skincare products during

the COVID-19 pandemic. According to the findings from Choi et al. (2021) study, a pandemic

has an influence on consumers' perceptions of attractiveness.

Several studies have been made on the purchase intention related to beauty products such as

consumer purchase intention for organic care (Kim et al., 2011) and the purchase intention of

university students toward skin care products (Lee et al., 2019). A study has also been made on

the effects of consumer online reviews on the purchase intention of premium cosmetics

(Sutanto et al.,2016). Not to forget to mention that many previous research that have been done

on the impact of different types of marketing such as social media influencers on the online

purchase intention during the pandemic (Putri et al, 2021). This paper aims however to further

examine the influence of third-party online reviews specifically on online purchase intention

during COVID-19 as this type of online reviews are arguably less biased than companies’ own

online reviews found on their own web pages. Moreover, COVID-19 is believed to be a factor

impacting the online purchase intention of skincare due to the regulations following the

outbreak which will be mentioned further in the next chapter.

1.4 Research Question
How do third-party online reviews influence consumer purchase intention for skincare?
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Chapter 2 - Theoretical Framework

This chapter examines the theoretical framework, relationships between key ideas, and the

impact of consumer use of third-party online reviews in the purchasing decision-making

process. It was argued that a foundation on consumer purchasing intention should contain a

model that describes the consumers’ decision process in five different stages. The concept of

third-party online reviews was presented later on as a part of electronic word of mouth.

Furthermore, concepts about consumer purchasing intention during a crisis i.e COVID-19 are

also introduced in the following sections. Ending the theoretical framework chapter with a

conceptual model that was created to fit into the purpose of the research problem of this thesis.

2.1 Electronic Word of Mouth (e-WoM)
Electronic-Word of Mouth (e-WOM) is the sharing and exchange of information about a

product or company by consumers via the Internet, social media, and mobile communication.

Because it is simple for customers to start dialogues online, e-WOM has been shown to

increase retransmission intentions (Okazaki, 2009). According to Xue and Zhou (2010),

e-WOM refers to online utterances (either good or negative) about a product or company. The

invention of social media networks like Facebook, Instagram, and others, saw an eruption of

social media celebrities who act as influencers to the various consumers of different brands and

products (Shah et al., 2012). Several companies rely on these influencers who employ e-WOM

to air their recommendations about the products they make (Shah et al., 2012). This

phenomenon takes place on all the internet platforms, and the bulk of those involved who

opine there can stay anonymous (Pollach, 2006). With the widespread use of electronic word of

mouth (e-WOM), modern consumers may assess the opinions of others about items and

services independent of their geographical location (Kassam, 2018). Cheung and Thadani

(2012) classified e-WOM into two major categories: market-level analysis and individual-level

analysis. The market-level study considers the organizational outcome, such as product sales,

as a result of e-WOM, whereas the individual-level analysis considers the effect of e-WOM on

various aspects of consumer behavior, such as buying intention (Ciotti et al., 2020).

Before discovering the internet and social media, people had to visit the market places and

bargain with the sellers of the products they wanted face to face (Bhaiswar et al., 2021). In the
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current times, multiple channels are in use where people collaborate to share information about

a product. People who have the same interests or are looking for a similar product, can meet on

online websites and talk to one another without knowing each other, sharing their opinions and

experiences on different brands available (Bhaiswar et al., 2021). Social networks like

Facebook also act as a hub where many people can come together, discuss a particular brand or

product, and spread the information to other members of the same and other groups (Hasan et

al., 2018). Various methods have been used in applying the electronic word of mouth. These

include; hashtag and text analytics, sentiments, machine learning tools, and other virtual ways

(Bhaiswar et al., 2021).

E-WOM has various types, including online reviews. Online reviews act as the best way

people who acquire information about a product online obtain their desired information on a

product (Hasan et al., 2018). The credibility of e-WOM or a review determines the impact that

it would have on a brand’s consumer (Bhaiswar et al., 2021). With one obtains information

from e-WOM that they perceive to be credible, their trust and confidence to purchase the

advertised product increases, and so does the purchasing morale (Hasan et al., 2018). People

may be looking online for a product or brand when they have prior information about it, while

others may not have it. A credible review will have advantages to either of the two, while a

person with prior knowledge will detect incredible information (Bhaiswar et al., 2021). With

the incredible review, the person without prior knowledge will be misled and make a wrong

purchasing decision (Cheung et al., 2012). The main advantage of e-WOM over the traditional

ways of obtaining information is that people acquire online approval, making them more

confident when buying a product (Cheung et al., 2012).

2.1.1 Third-party online reviews

The ability of website visitors to contribute information (user-generated content) is a

distinguishing feature of the participatory web. People's online reviews and information have

been shown to have a large influence on viewers' attitudes and purchasing decisions in a

variety of settings (DeAndrea et al., 2018). Third-party online reviews are thought to be highly

influential because information seekers perceive online reviewers as objective peers with

experience with the entity they want to learn more about (Walther & Jang, 2012). According to

DeAndrea et al. (2018), online reviewers have already seen the film, eaten at a restaurant, or

purchased the product about which the viewer wishes to learn more. In addition, claims have
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frequently been made that the quality of the online purchasing experience—website usability,

product selection, consumer confidence, and the quality of customer relationships—is critical

to the success of e-commerce enterprises.

Furthermore, reviews that include thanking - whether of employees, customers, or frontline

emergency personnel - amplify these impacts (Demsar et al., 2022). According to the

warranting theory, third-party information about a target posted online is thought to influence

viewers' impressions of the target more than information generated by the target because

people have less control over what others post online (DeAndrea 2014, 2018). For example,

claims made by "friends" on social networking sites are argued to have a greater impact on

impressions than self-claims (Walther et al., 2009; DeAndrea, 2014), and online product

reviewers are viewed as more trustworthy when their expertise is established by online peers

rather than self-claims (Willemsen, Neijens & Bronner, 2012). As a result, the impact of

impression information on third-party online reviews is dependent on the identity of their

source (DeAndrea et al., 2018).

2.2 Purchase intention
Purchase intention is a type of decision-making that investigates why a consumer might buy a

specific brand (Shah et al., 2012). The buying choice of a customer is a difficult procedure.

Purchase intent is typically tied to consumer behavior, perceptions, and attitudes (Carrington et

al., 2010). Purchase behavior is an important factor in a consumer's ability to access and

evaluate a given product. According to Mirabi et al. (2015), purchase intention is a useful

instrument for predicting the buying process. Price, as well as perceived quality and value, can

impact purchase intent. According to Hasan et al. (2018), product and shop features have a

beneficial impact on purchase intention. However, Ali and Sudan (2018) asserted that

customers' buying intentions are influenced by a long-term orientation, power distance, and

masculinity. Furthermore, no one can hope to persuade anyone with complete certainty of

success: one can only design for persuasion (Geddes, 2016).

2.2.1 Consumer purchase intention to shop online

In most cases, consumer online purchase intention may be predicted based on their behaviors.

Purchase intent is also related to actual behavior (Guo et al., 2019). The intention of initial

purchase addressed in this study is the possibility that a potential client will make their first
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purchase from an e-commerce website at a certain moment in time (Chiu et al., 2014).

According to Jarvenpaa et al. (2000), Internet purchasing behavior is volitional in the same

way that the theory of reasoned action aims to explain and predict. As a result, this theory is

appropriate for evaluating various Internet buying sites. They presume that the degree to which

consumers declare their intent to buy from one site against another is a reasonable predictor of

actual purchase intention behavior from this site versus others. Subjective norms, which have

two components, are the second-factor determining behavioral purpose. Normative views are

"what I believe others want or expect me to do'' and motivation to comply with "how important

it is to me to do what I believe others expect” (Andrighetto et al., 2015). In practice, if one

wants to persuade consumers to act, the message must be tailored to reinforce consumers'

attitudes toward the desired behavior (Niosi, 2021); one must strengthen consumer's normative

belief that supports the persuasive goal; and one must increase consumers’ motivation to

comply with a norm that supports the persuasive goal (Noisi, 2021; Melnyk et al., 2021).

2.2.1.1 Quality

Perceived quality is a customer's perception of the general quality or superiority of one product

or service in comparison to other options, with emphasis on the purpose of that product or

service (Snoj et al., 2004). Perceived quality is defined as the customer's sense of general

quality or superiority of one product or service in comparison to other alternatives in light of its

projected goal case. Perceived quality is a broad and intangible impression of a brand.

However, perceived quality is typically based on crucial parameters such as product

specifications as reliability, performance, and brand (Yang, 2017). The identification and

assessment of its main dimension will be beneficial, but keep in mind that perceived quality is

a broad perception. In addition, quality can be used to gain a competitive advantage.

2.3 COVID-19
In December 2019, an unknown pneumonia outbreak was reported in Wuhan, Hubei Province,

China (Zhou et al., 2020; Wu et al., 2020). Cases of Pneumoniawere connected to the Huanan

Seafood Wholesale Market using epidemiology (Ciotti et al., 2020). Inoculation of respiratory

samples into human airway epithelial cells, Vero E6 and Huh7 cell lines, resulted in the

isolation of a novel respiratory virus, the genome analysis of which revealed it to be a novel

coronavirus related to SARS-CoV and thus named severe acute respiratory syndrome

coronavirus. SARS-CoV-2 is a betacoronavirus of the Sarbecovirus subgenus. The World
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Health Organization declared the virus a pandemic on March 12, 2020, due to the worldwide

spread of SARS-CoV-2 and thousands of fatalities caused by coronavirus illness (COVID-19).

So far, the globe has paid a heavy price in terms of human lives lost, economic ramifications,

and increasing global problems as a result of this pandemic (Ciotti et al., 2020).

While attempting to slow the spread of the pandemic, WHO (World Health Organization)

provided guidelines that had to be followed concerning personal hygiene. Governments all

over the world had to make sure that their people strictly followed those guidelines all over the

globe (WHO, 2020). The WHO rules to reduce the pandemic spread include; social distancing,

where one had to maintain a distance of one and a half meters from the other adjacent person

while in crowded places, regular hand washing, and mandatory mask-wearing (WHO, 2020).

With the continued spread of the coronavirus, regardless of the containment measures, the

strict rules could not be loosened, and the social distancing and wearing masks or PPE

(Personal Protective Equipment) period was seen to prolong (WHO, 2020). The wearing of

masks negatively affected those who frequently wore them. Researchers have deduced that

wearing a mask has led so many people to suffer from acne and related skin defects (Choi et

al., 2022). Some may be due to allergies. These health problems thus have made many people

turn to skincare products to return their skin to its healthy and glowing condition. That is one

of the advantages of many adverse effects of COVID-19 on the cosmetic industry. After a year

of the spread of the coronavirus, vaccines were manufactured by the leading pharmaceutical

companies like Johnson. Regulations to contain the virus spread were loosened, with the last

being mask-wearing. It is worth mentioning that the virus outbreak caused a global economic

recession which caused the unemployment rate to go up rapidly (Antipova, A, 2021). During

the pandemic, which still strikes the world with so many adverse effects on the global

economy, there have been so many fluctuations in the purchasing intention of consumers of

skincare products and among others. With the economic deterioration witnessed, buying

intention are likely to continue improving as the world recovers from the effects of the

pandemic (Choi et al., 2022).

2.4 Price and quality sensitivity in a crisis
According to a study, the price has a big influence on changed purchasing intention during a

recession due to job instability and an unstable economic environment (Hampson &

McGoldrick, 2013). Price was discovered to have a substantial impact on modified buying
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intention during the Asian financial crisis because customers concentrated on lower prices and

were more concerned with receiving value for money (Ang et al., 2000). According to

Hampson and McGoldrick (2013), during a recession, consumers become more price and

sales-sensitive. The altered purchasing intention demonstrates a stronger price awareness, with

buyers focusing only on reduced pricing. In most recessions, as discretionary income falls, the

price rises and becomes more concerning. Recessions also have social elements, thus even

consumers who were not harmed by the recession became more price-conscious (Hampson &

McGoldrick, 2013). Furthermore, lower disposable income reduced the number of impulse

purchases, and customers were more inclined to use shopping lists and organize their purchases

ahead of time (Hampson & McGoldrick, 2013). In previous financial crisis situations,

Chamorro, Miranda, Rubio, and Valero (2012) argue that price could play a larger role in the

consumer decision process than perceived quality, which is supported by Grunert (2006);

however, little information is provided about skin care products in financial crisis situations.

Subsequently, skin care products have varied between age and gender groups in previous

financial crisis situations.

Depending on the type and degree of the crisis, perceived quality can have a varying

magnitude of impact on modified purchasing intention. As previously stated, the price can be a

major deciding factor in altering purchasing intention behavior during a financial crisis.

However, during a health crisis, people can favour quality over money (Pärson & Vancic,

2020). For example, during the BSE crisis, customers avoided purchasing some products

perceived to be hazardous to their health, such as fresh beef, yet overall meat consumption

remained high (Sans et al, 2008; Arnade et al., 2009). Consumers emphasized perceived

quality over all other factors, including price, and refused to purchase fresh beef until more

stringent controls were implemented (Pärson & Vincic, 2020). Little research has been

conducted on skin care products in previous crisis situations; however, Arnade et al. (2009)

discovered that similar to other crises, consumers may avoid certain products in a skin

care-related crisis.

The examples given show how price sensitivity and perceived quality can change in various

crisis situations; however, it is important to note that those findings are specific to their settings

and conditions, whereas the COVID-19 pandemic is distinct from previous crisis situations, as

explained in the first Chapter. As a result, prior crises' findings can be used to get a knowledge

of how price sensitivity and perceived quality can influence changed purchasing behavior;
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however, these findings are not directly applicable to the current circumstance and must be

adapted to the study’s hypotheses.

2.5 The model of consumers’ decision-making process (EKB model)

The Engel, Kollat, and Blackwell Model (1968) is a comprehensive model that shows

consumer purchase intention behavior as a five-stage decision process: problem recognition,

information search, alternative evaluation, making a choice, then purchase. In the first stage,

the consumer obtains information from various non-marketing and marketing sources. The

information obtained can affect the problem recognition and how the decision will be arrived

at. If the information obtained is not sufficient to confer the desired decision arrival, the

consumer then activates the external information search to enable a conclusive choice. External

data can also be searched if one experiences dissonance due to a less satisfactory alternative

selection than one expected. In the second stage, the information obtained is subjected to the

relevant evaluation regarding the consumer's attention, exposure, perception, retention of

information, and acceptance (Engel et al., 1968). This second stage involves the consumer

getting total exposure to the product or brand message, giving space to the information, getting

a proper interpretation, and later retaining the information in their memory (EliAika, 2014). If

the information obtained does not lead to the required level for a sensible decision, more

information may be sought from an alternative source. The stage that follows is deciding what

to do with the information at hand. All the variables are considered, and the best decision or

conclusion is made. Some consumers, however, may fail to follow the above steps, which

depends on whether one has a routine or extended behavior of problem-solving (Engel et al.,

1968). Lastly, an action is taken depending on the decision arrived at in the above steps. The

variables that influence the decision made include characteristics like lifestyle, values,

personality, motives and social influences (EliAika, 2014). In addition, the decision values can

also be influenced by external factors such as cultural norms, social class, reference group,

family influence, and unexpected circumstances. The model is presented below.
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Model 1:  Consumers’ decision-making process (EKB model)

2.6 Conceptual model
The first hypothesis is formulated after the five stages discussing how the consumer starts to

search and evaluate the alternatives after recognizing that there is a problem that needs to be

remedied. The search and evaluation help the consumer make a choice and then decide to

purchase. The problem recognition, the search, and alternative evaluation are represented by

the usage of the third-party online reviews while reaching the choice of purchasing is the

online purchase intention. While going through the online purchase intention decision process,

external factors may influence the decision making. In this case, the Covid-19 pandemic

outbreak is the factor variable that is affecting the dependent variable. Thus, the following

hypotheses were proposed:

H¹: Third-party online reviews have an impact on online consumers’ purchasing intention.

Thus the following hypotheses are formulated:

H²: COVID-19 restrictions have an effect on online purchase intention for skincare.

For the reasons mentioned above, the following conceptual model below is adapted from the

original EKB model to better suit the study variables and objectives. The conceptual model

whose constituents include the variables; third-party online reviews, online purchase

intentions, and the effect of the crisis of the COVID-19 outbreak on the intention of purchasing

skincare products online. The three researched variables exhibit a close relation as follows.

First, third-party online review constitutes internet-based feedback based on purchases of

items, usually issued on third-party review platforms or social media platforms. Secondly,
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online purchase intentions constitute a purposive actual behavioral purchase. The definition

implies that purchase intention behavior is a two-way approach noted by consumers’ actual or

rejected purchases. The researchers assume that online purchase intentions are influenced by

third-party online reviews. The study is aimed to affirm at the same time that during

COVID-19, most people opted to shop for their skincare products online, which affected the

rate of purchase intention.

Model 2: Conceptual model
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Chapter 3 – Method

The following chapter is presenting different sections to clarify the empirical methods used in

the process of answering the research question chosen for this thesis. The information in this

chapter is crucial for deciding the scientific methodologies and the tools that were used to

conduct the research. Several sections were presented in this chapter including the research

design and strategy, the data collection methods, the validity and reliability, delimitations,

ethical considerations and last but not least, finishing the chapter with a presentation of the

analysis method.

3.1 Research Design and Strategy

3.1.1 Scientific Approach

The research approach plays a significant role in determining the activities taken to conduct the

research study at various stages of the investigation. Deductive reasoning was utilized in this

study since it defines the steps taken throughout the research process, from reviewing the

literature to formulating, testing, and confirming hypotheses (Saunders et al., 2016). Starting

off with considering a theory which was previously developed by Engel, Kollat, and Blackwell

(1968). Thereafter, developing the hypotheses were chosen to be tested by collecting data using

a questionnaire, which was later used to determine whether the formulated hypotheses were

accepted or not.

Several reasons justify the reasons for using a deductive scientific approach. The deductive

scientific approach calls for an analytical technique that determines whether the connection or

link holds in more general circumstances (Saunders et al., 2016). The hypotheses derived from

the theory claim to describe the deductive approach linkages of third-party reviews and

purchase intentions of skincare products. Lastly, the deduction process was ideal because it

begins with an expected pattern, while induction starts with observations and tries to discover a

pattern.

Several advantages of deductive approaches benefit this study. For instance, in addition to

providing the most appropriate research technique, deductive reasoning also provides the

hypotheses’ most relevant testing strategy. The approach assists in data gathering and analysis,
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which is used to establish whether a topic is suitable for this study; this is done in the last stage

using the empirical discussion to verify the research hypotheses.

3.1.2 Research Design purpose

Saunders et al. (2016) mention that there are three types of research design purposes,

exploratory, descriptive and evaluative. In order to choose a research design, it is crucial to

take into account how the research question is formulated and how it should be answered. The

research question includes a relationship between two variables that need to be explained.

Thus, the explanatory design approach is seen to be the most suitable for this research paper.

According to Saunders et al. (2016, p.134) “Studies that establish causal relationships between

variables may be termed explanatory studies”. Moreover, Saunders et al. (2016) explain that

this type of research design purpose can be used for both qualitative and quantitative research.

This is another reason why this design purpose is chosen to be suitable for this paper.

3.2 Data Collection

3.2.1 Data collection method

For the purpose of conducting this research, literature reviews, primary and secondary data,

were used. The primary data has been used to collect the required data to measure the

relationship between the main research variables; the independent, dependent and the factor

variable, especially when the effect is applied. The primary data was an essential tool for

providing the data needed to answer the actual research question.

Whereas, secondary data and literature reviews were used to gain an understanding of the

research area containing the main variables and relevant concepts as well as for the purpose of

collecting the relevant items for the survey. The latter sources were collected through

reviewing relevant textbooks, scientific articles and journals, dissertations and theses that have

previously examined similar variables. These secondary sources were used in other words to

form a literature background to the research problem. Whereas, primary data was an essential

tool for providing the data needed to answer the actual research question.
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3.2.2 Quantitative research method

Quantitative methods were used to achieve the study’s objectives and conduct the research for

this paper. This implies that the chosen research method will provide statistical evidence that

demonstrates the correlation, modulus, and effect of variables (Saunders et al., 2016). This

method has been chosen for the purpose of testing the statistical relationship between the

variables; third-party online reviews and consumer purchase intention for skincare, in regards

to the effects of COVID-19 restrictions when applied.

The quantitative approach was essential to meet the study’s goals since this study has research

objectives, and both need statistical evidence to quantify the results. A correlation between

variables; third-party reviews and purchase intentions must be established to understand this

concept fully. The study used a survey to collect quantitative data from the ideal population

and evaluate it to understand the previously mentioned relationship better (Fryer et al., 2018).

3.2.3 Operationalization

Operationalization is the process of adjusting and modifying concepts in order to make the

chosen variables measurable, according to Bryman & Bell (2019). This process helps with

obtaining data to answer the research problem. In order to conduct reliable research, it was

argued that the collection of survey question items for each variable mentioned, to be

preferably derived from the same literature as they were based on previous reliable research.

The items chosen from the different literature reviews were altered and adjusted in order to fit

the purpose of this research paper. The first customized item was allowing participants to

answer a multiple-choice to how often they buy skincare online including the answer “Never”

for an unbiased perception, and also, to prepare and condition the respondents regarding the

context of the survey. The rest of the adapted items that were decided to be implemented in the

distributed survey were answered in a 1-7 Likert scale where 1 was referring to “Strongly

disagree”, whereas, 7 is “Strongly agree”. This scale was chosen to also allow neutrality to be

an option for respondents for unbiased and truthful responses.
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Variable Items Operationalization Questions’

Scale

Adapted from Cronbach

's Alpha

Online

purchase

intention

1. How often do you

search for online product

information before

purchasing it?

2. When you search for

information about

clothes, how likely these

online information

sources would affect your

intention to purchase?

3. When booking a

budget hotel, how much

does online reviews

impact your purchase

decision?

1. I often search for

skincare information

before purchasing it.

2. When I search for

information about

skincare, third-party

online reviews affect my

intention to purchase it.

3. When I want to buy

skincare, third-party

online reviews impact

my purchase intention.

1-7 Likert

scale.

“Strongly

disagree -

Strongly

agree”, with

a neutral

option

Karlsson, O., & Ström, M. (2021,

June 3). Online reviews’ influence

on purchase decisions within the

Hotel Industry. Diva Portal.

https://www.diva-portal.org/smash/g

et/diva2:1561454/FULLTEXT01.pd

f

Fanoberova, A., & Kuczkowska, H.

(2016). Effects of source credibility

and information quality on attitudes

and purchase intentions of apparel

products: A quantitative study of

online shopping among consumers in

Sweden.

0.956

Third-party

online

reviews

1. Online customer

review helps customers to

choose right products or

services for them.

2. I think that online

customer review is one

of the deciding factors

the customers look for

while purchasing a

product or service.

3. I always see the

average online review

score before buying a

product or service.

4. The information

provided in online

1. Third-party  online

reviews help me to

choose the right

skincare products for

me.

2. I think that third-party

online reviews are one

of the deciding factors to 

purchasing skincare

products.

3. I always see the

average third-party

online reviews before

buying a skincare

product.

4. The information

provided about skincare

1-7 Likert

scale.

“Strongly

disagree -

Strongly

agree”, with

a neutral

option

Chatterjee, S., Chaudhuri, R., Vrontis,

D., & Thrassou, A. (2021). The

influence of online customer reviews

on customers’ purchase intentions:

a cross-cultural study from India and

the UK. International Journal of

Organizational Analysis.

https://doi.org/10.1108/IJOA-02-2021

-2627

0.962
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reviews was helpful for

me to understand the

performance of the

product.

products in third-party

online reviews was

helpful for me to

understand the

performance of the

product.

COVID-

19

1. To what extent do

COVID-19 restrictions

and information regarding

COVID-19 affect your

purchase intention?

2. To what extent are you

aware and informed of

restrictions concerning

COVID-19 on rating

websites?

1. COVID-19

restrictions influenced

my online purchase

intention for skincare.

2. COVID-19

influenced my usage of

third-party online

reviews.

1-7 Likert

scale.

“Strongly

disagree -

Strongly

agree”, with

a neutral

option

Karlsson, O., & Ström, M. (2021,

June 3). Online reviews’ influence

on purchase decisions within the

Hotel Industry. Diva Portal.

https://www.diva-portal.org/smash/g

et/diva2:1561454/FULLTEXT01.pd

f

0.898

Table 1: Operationalization

3.2.4 Questionnaire design

Data collection is an essential phase in the research process since it aids in the collecting of the

needed data for analysis using SPSS. In this scenario, a survey was used as the data gathering

instrument. The surveys were sent to individuals using social media platforms such as

Facebook and Messenger, Instagram and Whatsapp, etc. Furthermore, the research involved

people globally, although just above half of the respondents are based in Sweden.

The survey is divided into several sections; demographics, online purchase intention,

third-party online reviews and the effect of COVID-19 on both variables. The survey starts off

with the demographic where the respondents are asked to specify their gender, age group and

what country they live in, along with a question to condition the respondents. Following that, 3

questions are asked relating to online purchase intention, and 4 other questions relating to

third-party online reviews, which it was defined in the title description beforehand. and 2 final

questions are asked regarding the respondents’ perspective on how COVID-19 has affected

both the variables mentioned.

The demographic section is crucial as it offers an understanding of the different characteristics

of the respondents (Saunders et al, 2016). The demographic questions were first to be answered

21



by the respondents, whose purpose was to identify firstly, the respondents’ age group which

started from 18 years old as the survey was argued not to be conducted by minors for ethical

considerations. Secondly, the respondents’ gender was required to be identified giving them the

option of also answering “prefer not to say” or “other” in order to not exclude any respondents

in the case of preferring not to identify themselves with either “female” or “male”. Thirdly, the

employment status was asked to be answered, in addition to that, an option for students and

lastly, the country of residency was required to be answered in order to see whether COVID-19

has had different effects on consumers’ online purchase intention for skincare products based

on the restrictions that were applied in the respondents’ country of residency.

Moreover, the examined variables including online purchase intention and third-party online

reviews in addition to the effect of COVID-19 on both variables were presented in titles before

the questionnaire starts. Third-party online reviews were defined and examples of them were

given in the description in order to avoid misinterpretations by the respondents. Nevertheless,

the respondents were asked to answer the survey based on their individual experiences. The

online purchase intention category started with a question about whether the respondents buy

skincare online and how often with the possibility to answer “never”. The rest of the

questionnaire allows the participants to answer using a 1-7 Likert scale, where 1=“strongly

disagree” and 7= ”strongly agree”, it was also added in the description that 4= ”neutral”.

3.2.5 The questionnaire distribution

The respondents were reached in varied ways by the researchers. Sending surveys to the target

audience and collecting their responses is called questionnaire distribution (Kazi & Khalid,

2012). The survey was distributed online through a shortened URL link through different

social media platforms including Facebook, Instagram, and messaging applications such as

Whatsapp and Messenger. Although some respondents have been approached physically to

inform them and ask them if they have the possibility to participate in answering the survey.

Time and labour are significant factors in choosing a study population representative for

effective distribution, which the researchers facilitated. The advantage of online distribution is

to allow the researchers to reach a global audience as well as to protect the participants'

anonymity.
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The study targeted exclusively online skincare shoppers aged 18 years old and above around

the world. The reason behind excluding minors in the conducted research was argued that

different countries may have different regulations and rules regarding the participation of

individuals who are below the age of 18. Also, allowing minors to participate in the research

study implies that the researchers will need to ask for consent from the parents, which may be

very time-consuming. Therefore, the respondents were required to be 18 years old and above in

order for them to be validated participants in the research.

The larger the sample size, the smaller the generalization error (Sharma, 2017). This implies

that a large sample size allows for low error rates. Therefore, it was argued that getting around

200 respondents was crucial for the reliability of the study. After reaching 208 respondents, it

was decided that the number of the participants was appropriate enough in order to start

conducting the SPSS analysis. Considering that the answers were relatively close enough, it

was possible to make a conclusion that although there was a possibility to get a higher number

of respondents, the results showing the relationship or the correlation between the variables

will probably not vary or change.

3.2.6 Population/Sampling method

Non-random selection criteria were used in this study as the sampling technique. Several

reasons justify selecting the population using the non-probability sampling technique. For

instance, non-probability sampling is necessary for thorough research because they cannot

obtain a random probability-based population sample due to time or cost limitations (Vehovar

et al., 2016). Besides, researchers must choose sample members based on the accessibility of

participants in these situations.

Non-probability sampling’s sample size issue is complex and relies on several

research-specific factors. Non-probability convenience sampling is also very effective in

helping a researcher obtain a large amount of data quickly and affordably (Vehovar et al.,

2016). However, as Sharma (2017) argues, this sampling design does not represent the

population because it is not random. It was also used in this study, following the extensive

advantage of the research. For instance, the study benefited greatly from the sampling strategy

since it allowed the most qualified respondents to be included. All participants, for example,

had to be shoppers who are prone to use third-party reviews before making purchases online.
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According to the second criteria, participants had to be 18 years of age or older in order to be

qualified respondents for this research for ethical considerations.

3.3 Validity and Reliability

3.3.1 Validity

Validity helps answer whether the research conduction is able to scientifically answer the

research question of the research itself. According to Bryman and Bell (2019), there are three

types of validity in quantitative research: content validity, construct validity and criterion

validity. Construct validity is the validity measure that will be applied for this paper in the

findings chapter. This type of validity is defined in quantitative research as the measure of how

well an operational definition is able to measure a concept (Bryman & Bell, 2019). Construct

validity is achieved by the assessment of Pearson’s Correlation (Bryman & Bell, 2019). If the

results’ value is greater than 0.8, which implies a very strong correlation between the two

measured variables (Bryman & Bell, 2019). Moreover, a possibility of an increased validity of

the content of the research paper may occur if a pilot study was conducted. However, due to

the limited time and resources, the pilot survey testing was not conducted. Nonetheless, future

researchers with similar research areas may benefit from the collected data with enhancements

for further accuracy and validity.

3.3.2 Reliability

Bryman and Bell (2019) explain that reliability tests the consistency of a concept measure. To

measure the relevant concepts for this research, items have been formulated to be computed

before conducting any further analysis using SPSS to measure an overall score. Furthermore,

internal reliability which refers to the consistency between two indicators according to Bryman

and Bell (2019), will also be measured using Cronbach’s alpha. According to Saunders et al.

(2019), if the resulting value is larger than or equals 0.7, the results show an acceptable level of

internal consistency. In other words, the greater the value of internal reliability, the better the

consistency of the question was formulated (Saunders et al., 2016).

Based on the SPSS analysis that was conducted in order to analyze the collected data

through a distributed questionnaire, the internal reliability of the constructs used is
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consistent. Originally, the online purchase intention variable consisted of 4 different items, 3

items of which could be answered using a 1-7 Likert scale, where one of them had 6 different

alternatives in order to fulfil the requirement of the question. Therefore, for more reliable

results, the question was excluded from the online purchase intention variable computation. As

a result, the dependent variable has a reliability measure of 0.956. Whereas the independent

variable has a reliability measure of 0.96, and the control variable has a reliability measure

of 0.898. This implies that there are slightly few variations in the way and the manner in

which the control variable has an effect on the independent variable. The third-party online

review has a reliability measure of 0.962; this implies that the third-party online review has

a great impact on the revenue that can be generated from the sale of skincare products.

3.4 Delimitations
To ensure that the study’s aims and objectives are not impossible to attain, researchers used

delimitations to define the work bounds; in this sense, the researcher can control delimitations.

As a result, the study delimitations included a sample of 208 respondents. The sample selection

was driven by resource availability, accessibility, legal, ethical, and time constraints. Another

delimitation that the researchers have chosen to limit the research study with is the respondents'

age being of 18 years or older.

3.5 Time Horizons
It is important to understand how long of a period research covers when conducting this

research. The main research question covers a phenomenon that occurs at a particular time

which Saunders et al., (2016) refer to as a snapshot. For this paper, the research aims to collect

information about the relationship between online purchase intention and third-party online

reviews at a certain point in time, which is during the outbreak of the COVID-19 pandemic.

For this reason, the cross-sectional time horizontal was chosen in the process of conducting

this research.

3.6 Ethical Considerations
Bryman and Bell (2019) have addressed the importance of ethical considerations. They

touched upon some ethical considerations such as anonymity and informed consent. The

researchers have made sure that the survey is conducted anonymously and distributed to
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potential respondents who were 18 years of age and above. The survey was distributed through

different social media channels which would increase the chance of it reaching actual

anonymous participants rather than friends and family members. Moreover, the survey form

includes general answers such as choosing an age group rather than specifying the age.

Although the form includes a mandatory question about specifying the country of residency,

due to the wide distribution on social media channels, it is believed that answering this

question would not go against protecting the anonymity of the participants. Another aspect that

the researchers have made sure to include was informing the participants of this anonymity as

well as describing what the survey would be used for in the attached survey description. This

provided information is believed to help the researchers be transparent with the survey

participants as well as it is used as a way to confirm their consent to participation. It is also

worth mentioning that the topic of the research as well as the questions asked in the survey are

arguably believed to be far from sensitive or traumatic to its participants. The research data that

were collected are also seen to be unrelated to sensitive data about the university, where the

research paper is written, and where the anonymity of the participants is risked to be

questioned. A further area of ethical consideration is also the possibility of harm to the

researchers which includes both physical and emotional harm (Bryman & Bell, 2019).

Concerning this specific research paper, no harm of such has been done to the researchers

throughout the conduction of this research.

3.7 Analysis method
All data was collected through a google survey that was distributed to potential respondents

through different social media platforms. Thereafter, the collected data was transferred into an

excel sheet in order to be able to use it for SPSS analysis. In order to use the collected data in

the analysis, the responses were changed in value into numbers for further analysis. Cronbach’s

alpha test was first conducted for the different variables discussed in this paper. That is done to

examine the reliability of the items chosen for the survey and to test how related the adapted

items are to each other (Bryman & Bell, 19).

Furthermore, descriptive statistics were found, which play a role in examining the level of

skewness and kurtosis of the items chosen for the questionnaire. In addition to that, it was also

conducted to test the mean of the customized items that were used in the questionnaire.

Thereafter, it was argued that computing the strongest items based on the correlation and the
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reliability tests into new variables was beneficial for the study before conducting simple linear

regression. Moreover, a Pearson correlation was conducted before testing the simple linear

regression. That was in order to examine the correlation between the different items used for

each variable; the dependent, independent and the factor variable. Simple linear regression

analysis was conducted to examine the association that the dependent variable has with both

the independent and the factor variables on separate occasions.

As the hypotheses presented were argued to be examining the influence of third-party online

reviews on online purchase intention for skincare, also, two different assumptions that were

believed to have an essential role in answering the introduced research question in regards to

the COVID-19 restrictions. Thus, the conducted simple linear regression were argued to be

relevant in order to test the hypotheses and either accept or reject them.

27



Chapter 4 - Empirical Data

The collected responses from the administered questionnaire were analyzed by the statistical

package for social sciences. The responses were mainly analyzed by considering the

percentages. The relationship that exists between the studied variables is analyzed through an

analysis of the data through linear regression and the correlation analysis of the provided data.

4.1 Presentation of the respondents
The table below shows the demographics of the respondents who fully completed the

distributed questionnaire. The demographics firstly imply that the majority of the respondents

have identified themselves as females (69.2%), whereas males only represented (20.2%) of the

total number of respondents. (6.7%) of the participants have identified themselves as “other”

and (3.8%) preferred not to state their gender. Secondly, regarding the age group presentation,

the age group “18-29” was the highest composition of the total number of respondents where it

was (66.3%). Age group “30-39” consisted of (16.8%) of the total number of respondents

received from the survey. From the total studied sample, (3.8%) was the lowest number of

respondents who belonged to the age group “50-59”, where (5.3%) of the respondents were

“60+” years old. Thirdly, the survey has asked the respondents to specify their employment

status; whether they were “employed”, “unemployed” or “students”. Of the studied sample,

(44.7%) of the respondents were employed. Whereas, (40.4%) of the sample were students. At

the same time, (14.9%) are individuals who were unemployed.

Moving on to the geographical location of the respondents, (51%) of the sample have specified

that they live in Sweden, whereas (10,1%) of the respondents are located in France, following

(8.2%) live in Jordan. Respondents who were residents in the UK were (5%), whereas (4.51%)

were located in Italy, (4.3%) were located in the U.S and (4%) in Turkey. The lower number of

respondents, there were (3.4%) in Morocco, (2.9%) in Bahrain and both Spain and Bahrain had

each (2.4%). The least respondents were located in Easter Island (0.5%), Nepal (0.51%) and

The Netherlands (0.51%).

Moreover, the participants were asked to answer how often they purchased skincare products

online. The majority of the respondents (30.3%) have answered that they buy skincare online
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“several times a year”, whereas the next high number of respondents was (26%) have answered

“several times a month”, and (15.9%) tend to buy skincare online once a month. “More than

once a week” was the answer of (8.7%) of the respondents and (9.8%) do that “once a week”.

(10.1%) of the whole sample have answered that they “never” buy skincare online, which can

be for many reasons.

Variable Answer option Frequency Percentage

My age group is 18-29 138 66.30%

30-39 35 16.80%

40-49 16 7.70%

50-59 8 3.80%

60+ 11 5.30%

I am ... Female 144 69.20%

Male 42 20.20%

Other 14 6.70%

Prefer not to say 8 3.80%

Employment status Employed 93 44.70%

Unemployed 31 14.90%

Student 84 40.40%

I live in ... Sweden 106 51%

France 21 10.10%

Jordan 17 8.20%

Italy 9 4.51%

USA 9 4.30%

Turkey 8 4%

Morocco 7 3.40%

Bahrain 6 2.90%

Spain 5 2.40%

Kuwait 5 2.40%

UK 12 5%

Easter Island 1 0.50%

Nepal 1 0.51%
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The Netherlands 1 0.51%

I buy skincare online More than once a week 18 8.70%

Once a week 19 9.80%

Once a month 33 15.90%

Several times a month 54 26%

Several times a year 63 30.30%

Never 21 10.10%

Table 2: Presentation of the respondents

4.2 Descriptive statistics

4.2.1 Mean

Items 1-3 in the distributed survey were related to the dependent variable “online purchase

intention”l. The mean for item 1 is 5.52, which shows that the respondents were above the

median range of 4. This indicates that most of the respondents agreed with the statement. Both

Item 2 and Item 3 had a mean of 5.17 which also indicate an agreement toward the items by

most of the respondents.

Items 4-7 are related to the independent variable “Third-party online reviews”. The items have

the following means respectively, 5.21, 5.13, 5.22 and 5.13, which are values ranging above the

median of 4 meaning also that the higher percentage of the answers show an agreement toward

the statements. When it comes to the factor variable “COVID-19”, it was represented by the

items 8-9. Item 8 has the mean of 8 while Item 9 has the mean of 4.92, both items also show an

agreement with the statements of these items among the majority of the respondents.

Table 3: Presentation of the means
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4.2.2 Kurtosis and skewness

The mean value for the items is between 4.92 and 5.52. The skewness which measures the

symmetry of the distribution should be within -3 to +3 to have an acceptable value. As table 4

shows below, the skewness for all three variables is within the acceptable range. As for the

kurtosis, it should be within the range of -10 to +10 to have a reasonable level. As shown in

Table 4 below, all three kurtosis levels are within the accepted level as well.

Table 4: Presentation of the skewness and kurtosis

4.3 Correlation
Regarding the items of the dependent variable, online purchase intention, items 1-3 were the

items that were computed into this dependent variable. Item 1 and Item 2 have a strong positive

correlation with a significance of 0.844. Item 1 and Item 3 had also a strong positive correlation

with a significance of 0.841. Item 2 and Item 3 had a very strong positive correlation at the

significance of 0.951.

Concerning the items that were computed to the independent variable; third-party online

reviews, the items that were computed in this independent variable were items 4-7. Item 4 and

Item 1 had a strong correlation with a significance of 0.847. Whereas, Item 4 and Item 2 have a

very strong positive correlation with significance at the level of 0.910. Item 4 and Item 3 have a

very strong positive correlation with a significance of 0.916.

Meanwhile, Item 5 and Item 1 have a strong correlation with significance at the level of 0.822.

Item 5 and Item 2 also have a strong positive correlation of 0.869 as a significance level. Item 5

and Item 3 have a strong positive correlation at the significance level of 0.888. Item 5 and Item

4 have a significance level of 0.917, which implies that the two variables have a very strong

positive correlation.
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Moreover, Item 6 and Item 1 have a moderately positive correlation with a significance level of

0.778. Item 6 and Item 2 have a strong positive correlation at the significance level of 0.865.

Where the significance level of items 6 and 3 was at 0.867, which implies that the two items

have a strong positive correlation. Whereas, Item 6 and Item 4 have also a strong positive

correlation with a significance level of 0.897. Item 6 and Item 5 have their significance level at

0.904. Therefore, those items have a very strong positive correlation.

Item 7 and Item 1 have a strong positive correlation with a significance level of 0.801. Item 7

and Item 2 have also a strong positive correlation with a significance level of 0.816. Whereas,

Item 7 and Item 3 have a moderate positive correlation at the significance level of 0.797. There

is a strong positive correlation between Item 7 and Item 4 where the significance level is at

0.817. Item 7 and Item 5 have also a strong positive correlation with a significance level of

0.822. Where Item 7 and Item 6 have a significance level of 0.831, which implies that those

items have a strong positive correlation.

Moving to the items of the factor variable; COVID-19, the items are 8 and 9. Item 8 has a

moderately positive correlation with Items 1-7. Item 8 and Item 1 are moderately positively

correlated to each other as the significance level is 0.662. Item 8 and Item 2 have a significance

level of 0.666, whereas Item 8 and Item 3 have a significance level of 0.662. Nonetheless, Item

8 and Item 4 have a significance level of 0.737, and Item 8 and Item 5 have a significance level

of 0.711. 0.706 is the significance level of items 8 and 6. Whereas, Item 8 and Item 7 are

moderately positively correlated with the significance level at 0.732.

Moreover, seven items have moderate positive correlations with Item 9 except with Item 8

where it has a strong positive correlation with the significance level at 0.816. Item 9 and Item 1

have a significance level of 0.669. Item 9 and Item 2 have a significance level of 0.707, and it

has a significant level of 0.718 with Item 3. Where Item 9 and Item 4 have a significance level

of 0.756, and 0.759 with Item 5. The significance level is 0.739 between items 9 and 6. Lastly,

Item 9 and Item 7 have a moderate positive correlation with the significance level at 0.678.
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Table 5: Correlation table

4.4 Simple linear regression
Two different simple linear regressions were conducted in order to examine whether there is an

association between the dependent variable, the independent variable and the factor variable;

online purchase intention, third-party online reviews and COVID-19. Firstly, a simple linear

regression was carried out with the dependent variable and the independent variable. The

second simple linear regression was carried out in order to examine the association of the

factor variable with the dependent variable.

The first model below represents the first simple linear regression that was conducted,

including both the dependent variable; online purchase intention and the independent variable;

third-party online reviews. The R-value represents the simple correlation which is 0.933, this

implies that there is a high degree of correlation between the dependent variable and the

independent variable. The R2 value amounted to approximately 0.870, which indicates that 87%

of the online purchase intention is associated with third-party online reviews. Moreover, the

statistical significance of the regression model is α= 0.01, which is less than 0.05. This implies

that third-party online reviews have a strong statistically significant relationship with online

purchase intention.

Model 1

95.0% Confidence Interval for B

R R² Standardized
Coefficients

Beta

t Sig. Lower
Bound

Upper
Bound

Third-party
online

reviews

0.933 0.870 0.933 37.201 <0.01 0.676 0.751

Table 6: Simple linear regression 1
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The second model below describes the second simple linear regression that was conducted

which includes both the dependent variable; online purchase intention and the factor variable;

COVID-19. The R-value is represented at 0.746, this implies that there is a moderate degree of

correlation between the dependent variable and the factor variable. The R2 value is at 0.556,

which implies that 55.6% of the dependent variable is associated with the factor variable. In

addition to that, the statistical significance of the regression model α= 0.01, which is less than

0.05. This implies that the factor variable, COVID-19 restrictions has a strong statistically

significant relationship with online purchase intention.

Model 2

95.0% Confidence Interval for B

R R² Standardized
Coefficients

Beta

t Sig. Lower
Bound

Upper
Bound

COVID-19 0.746 0.556 0.746 16.061 <0.01 0.947 1.212

Table 7: Simple linear regression 2
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Chapter 5 - Discussion

The discussion chapter discusses the empirical data that was presented in the previous chapter

by dividing the chapter into two different sections. The first section is the empirical discussion

where the results from the SPSS are interpreted and discussed. Whereas, the second section

discusses the theoretical contribution by connecting the empirical results together with the

relevant theories presented in the theoretical framework chapter.

5.1 Empirical discussion

The results of this study indicates that there is a positive significant relationship between the

usage of third-party online reviews on skincare towards purchasing skin care products online.

This implies that the more the consumer is exposed to third-party online reviews, the more their

online purchase intention for skincare increases and vice versa. Regarding the independent

variable, third-party online reviews, the means of the responses of the used items were all above

5, which implies that most respondents have agreed to the statements. Moreover, the correlation

of the items that were computed into the independent variable had a positive relationship with a

high significance level in general. However, Item 6 and 1, and Item 7 and 3 had a moderate

positive relationship with a moderate significance level.

The first simple linear regression that has been conducted has indicated that the independent

variable was a statistically significant predictor for the dependent variable. The R² was at 0.87,

which implies that the prediction of the model is strong and indicates that third-party online

reviews explain the variation in online purchase intention. Also that the dependent variable,

online purchase intention was 87% associated with the usage of third-party online reviews. This

indicates that the independent variable has a strong positive effect on the dependent variable.

Whereas, the p-value was found to be <0.01. This implies that there is a high degree of the

significant linear relationship between the independent variable and the dependent variable.

On the other hand, the results also have shown that there is a positive significant relationship

between the factor variable, COVID-19 restrictions on the consumers’ online purchase

intention for skincare products. This indicates that the stricter the COVID-19 restrictions

implemented were, the more the consumers may consider purchasing their desired skincare
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products online. Concerning the factor variable, the means of the responses of the items were

above 4. This indicates that most respondents have either shown agreement or neutrality to the

statements. Nonetheless, the correlation of the factor variable’s adapted items showed a positive

relationship with a moderate significance level considering that items 8 and 9 had a strong

positive relationship. Although, both the items 8 and 9 have shown a moderate positive

relationship with all the other items 1-7 items 8 and 1, and items 8 and 3 had the lowest

significance level at 0.662. Where Item 9 had the least significance level with Item 1 at 0.669,

which is still considered as the items mentioned above have a moderate positive relationship.

According to the second simple linear regression that has been conducted, the results have

shown that the factor variable was also a statistically significant predictor for the dependent

variable. The R² was presented at 0.556, and this indicates that the online purchase intention of

skincare was associated with the COVID-19 restrictions with 55.6%. This also means that

COVID-19 has a moderately positive effect on the potential of purchasing skincare products

online. Due to the results that have been found about the p-value of the factor variable which

was <0.01, an indication of a high degree of the significant linear relationship between

COVID-19 restrictions and the consumers’ online purchase intention.

Based on the collected data, the majority of the respondents were keen to develop a convenient

background on the desired skincare products including finding the right skincare products for

oneself, which may be a deciding factor to consider before making a purchase online. In

addition to that, the performance of the skincare products was shown to be a factor to consider

before purchasing skincare products online. Therefore, the third-party online reviews have been

shown to be helpful in order to make an evaluation between different alternatives especially

when the consumers are keen on trying out new skincare products. Also, the average rating

scores that are provided by the third-party online reviews are considered to be another indicator

that was found in the results to be a relevant indicator for the consumers before making an

online purchase. This indicates that the consumers use third-party online reviews to help them

understand the skincare products’ characteristics that are suitable for their skin types and needs.

The study also proves that a crisis such as the COVID-19 pandemic outbreak can pose a need

for the consumers to be purchasing the desired skincare products online considering the

restrictions that were implemented globally for one’s and others’ safety. Due to the fact that

49% of the respondents were from different countries that have employed full lock-down and

asked the citizens to quarantine during several phases of the pandemic in order to control the
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spread of the virus. This means that the stricter the implemented restrictions were during the

pandemic of COVID-19, the more the consumers may depend on online purchases to fulfil their

needs.

Moving on, according to the R² of both the simple linear regression models that were

conducted, it was determined that both the independent variable and the factor variable had a

positive association with the online purchase intention for skincare. However, the R² of the first

model was equivalent to 87%, whereas the second model’s R² was 55.6%. This implies that the

first model was stronger in predicting the dependent variable; third-party online reviews had the

strongest association with the online purchase intention.

On the other hand, it should be taken into consideration that 51% of the questionnaire

respondents have identified that Sweden was their country of residence. Given that the

respondents from Sweden were not exposed to the same measures of the restrictions compared

to other countries (Nygren & Olofsson, 2020). It is argued that this is a factor which played a

role when Swedish respondents provided answers regarding the COVID-19 restrictions and

their association with third-party online reviews which also resulted in the moderate effect

between these variables.

The empirical discussion has in other words shown that both the research hypotheses were

accepted. The study has shown that the third-party online reviews on skincare have a strong

positive influence on the online purchase intention, and therefore, the first hypothesis, H¹ is

accepted. Last but not least, the empirical discussion also indicates that COVID-19 restrictions

have a positive significant effect on the online purchase intention for skincare. This implies that

the third hypothesis, H² is accepted.

5.2 Theoretical discussion
The results provided in the empirical data section are also in line with the relevant steps in the

EKB model which the conceptual model was adapted from. Using the EKB model to analyze

these results, the model divides the decision process into five stages. After the consumer

recognizes a skin problem, they start making a search and evaluating the different options in

order to make a choice. That’s when third-party online reviews play a role in compensating for

the lack of information and input which the consumer faces when making a purchase online.
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The search and evaluation are otherwise expected to be provided when visiting a physical store

and having the possibility to see and try the actual product as well as having the chance to

consult a salesman or saleswoman. The choice made after reading the third-party online

reviews is shown according to the empirical discussion to likely influence the consumer

purchase decision when buying skincare online. Not to forget to mention the Covid-19

pandemic which represents the external factor affecting the purchase process presented in the

EKB model.

5.2.1 Theoretical contribution
This study contributes to previous studies by showing the influence of third-party online

reviews on online purchase intention as there is little research that has been conducted on this

specific type of online reviews. This study is in line with and contributes to the previous

studies that were conducted regarding the purchase intention related to organic skincare

products (Kim et al., 2011). This study also is in line with the study on the purchase intention

of university students toward skin care products (Lee et al., 2019) as well as the research on the

effects of consumer online reviews on the purchase intention of premium cosmetics (Sutanto et

al., 2016). This paper contributes in general to the studies that concluded that online reviews

have an impact on purchase intention. It is also with mentioning that this research shows that

the consumers are willing to find alternative ways to satisfy their buying needs despite the

economic recession and the implemented restriction caused by the virus outbreak.
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Chapter 6 - Conclusion

This chapter’s aim is to conclude the research paper. This is done by reminding the reader of

the research question of this paper and concluding the research with empirical data and

discussion. This chapter also represents a section on the limitations of the research. As such, it

was followed by a section of recommendations. The recommendation section is divided into

two parts; recommendations for future researchers and recommendations for managerial

implications.

The research question “How do third-party online reviews influence consumers’ online

purchase intention for skincare?” in regard to the effects of the restrictions that were imposed

during the COVID-19 outbreak. Based on the study’s empirical data and discussion, it was

revealed that third-party online reviews have a positive significant impact on the consumers’

online purchase intention for skincare products.

It was observed that consumers tend to search for information online about a skincare product

before purchasing it online. Moreover, it is also concluded that consumers believe that

third-party online reviews help them choose the right skincare products which suit their skin.

This also means that this type of online reviews can compensate to a certain degree for the lack

of information about the product in the sense of seeing and trying, which the consumer would

otherwise get from visiting a physical store. This is concluded mainly after observing that the

majority of the survey respondents believed that third-party online reviews provided

information that was helpful to understand the performance of the product that they were

interested in purchasing. Regarding the effect of the factor variable, the COVID-19 outbreak. It

is concluded that the COVID-19 restrictions influenced the online purchase intention of

consumers. The collected data indicated a positive relationship and association between the two

variables.

6.1 Limitations
Although it was planned to have the respondents’ geographical residency to be based in

Sweden in order to see whether third-party online reviews may have an influence on

consumers’ online purchase intention for skincare products considering COVID-19 restrictions,
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there are a few limitations that have to be taken in consideration. Firstly, (51%) of the

respondents live in Sweden, while the other half are a combination of different countries. This

makes it difficult to indicate whether the effect of COVID-19 restrictions on the usage of

third-party online reviews and its influence on purchasing skincare online in Sweden and other

countries. This is due to the limited numbers of respondents who do not live in Sweden in the

conducted study. Secondly, there was a high presentation of females in the study where

(69.20%) of the respondents identified themselves as females in the survey. In comparison to

males where only (20.20%) and the rest were either identified as “other” or “prefer not to say”.

These different factors may affect the generalization process over one specific population.

6.2 Recommendations

6.2.1 Future research recommendations

In order to get more enhanced research on similar studied problems in quantitative research

methods in the future, some aspects of the paper could be improved for better results. It was

argued if this research is to be replicated, distributing the questionnaire to a wider audience in

several countries to get enough data on how COVID-19 may have had an influence on the

consumers’ purchasing intention according to the restrictions that were implemented in

different geographical areas. In addition to that, based on the findings, the majority of the

respondents who have shown a positive reaction towards online purchase intention for skincare

while also depending on third-party online reviews were in the age group of (18-29). Hence, it

may be interesting to conduct research on the generational difference concerning the usage of

third-party online reviews and their online purchase intention.

Furthermore, the majority of the respondents were identified as females, which has had

consequences in making an assumption that females tend to be more interested in the usage of

skincare, and due to the different restrictions that were implemented COVID-19 in different

parts of the world, purchasing skincare products online was necessary for those who use it.

Therefore, a more diversified and wider sample is recommended to make a general assumption

for future research. To conclude, new factor variables may be found if a wider sample was

presented in order to make a comparison between for example two different age groups.
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6.2.2 Management implication

The conclusion of the study is believed to be of use for business and management purposes.

First and foremost, this paper encourages businesses to have an online presence, if they have

the possibility to. This is advised especially after observing how the pandemic outbreak caused

all these consumer behavior changes and tendency to rely more on online sources to satisfy the

consumers’ buying needs. Regarding skincare products, it is advised for e-commerce stores to

pay extra attention to the customer service in general and to their online reviews and rating

section in specific. Although this paper studies third-party online reviews, it also indicates that

consumers have a tendency to pay attention to online reviews and ratings in general. It is

recommended to management for instance to encourage their consumers to leave reviews and

ratings after making their purchase. In addition, it is advised to even ask the customers

questions about the purchased product to encourage the customers to write as detailed reviews

as possible to provide other consumers with as much information in order to reach the stage of

purchase.
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Chapter 7 - Appendix

Appendix 1: The questionnaire
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Appendix 2:

Presentation of the respondents

I often search for skincare information before purchasing it 1 17 8.20%

2 3 1.40%

3 13 6.30%

4 12 5.80%

5 31 14.90%

6 40 19.20%

7 92 44.20%

When I search for information about skincare, third-party online

reviews affect my intention to purchase it

1 17 8.20%

2 8 3.80%

3 13 6.30%

4 30 14.40%

5 28 13.50%

6 41 19.70%

7 71 34.10%

When I want to buy skincare, third-party online reviews impact

my purchase intention

1 15 7.20%

2 9 4.30%

3 11 5.30%

4 29 13.90%

5 37 17.80%

6 41 19.70%

7 66 31.70%

Third-party online reviews help me to choose the right skincare

products for me

1 18 8.70%

2 5 2.40%

55



3 10 4.80%

4 24 11.50%

5 39 18.80%

6 49 23.60%

7 63 30.30%

I think that third-party online reviews are one of the deciding

factors to look for while purchasing skincare products

1 18 8.70%

2 5 2.40%

3 13 6.30%

4 27 13%

5 34 16.30%

6 54 26%

7 57 27.40%

The information provided about skincare products in third-party

online reviews is helpful for me to understand the performance of

the product

1 17 8.20%

2 5 2.40%

3 12 5.80%

4 23 11.10%

5 40 19.20%

6 47 22.60%

7 64 30.80%

I always see the average third-party online reviews score before

buying a skincare product

1 19 9.10%

2 8 3.80%

3 14 6.70%

4 21 10.10%

5 40 19.20%

6 35 16.80%
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7 71 34.10%

COVID-19 restrictions influenced my online purchase intention

for skincare

1 18 8.70%

2 5 2.40%

3 13 6.30%

4 33 15.90%

5 32 15.40%

6 33 15.90%

7 74 35.60%

COVID-19 influenced my usage of third-party online reviews 1 24 11.50%

2 10 4.80%

3 7 3.40%

4 37 17.80%

5 30 14.40%

6 40 19.20%

7 60 28.80%

Reliability of the variables

Reliability of the independent variable; third-party online reviews
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Reliability of the dependent variable; online purchase intention

Reliability of factor variable; COVID-19
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