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Abstract

This article examines how individual differences on the need for cognitive closure and demographics in-

fluence consumer perception and the usage of consumer reviews in online shopping. Data were randomly col-

lected from 2,381 U.S. online consumer review users through an online survey. The findings from multiple

regression analyses revealed the different effects of the need for cognitive closure dimensions (i.e., preference

for order and structure, preference for predictability, discomfort with ambiguity, closed-mindedness, and deci-

siveness) and demographic characteristics on consumer attitudes, perceived online review influence, benefits,

persuasiveness, and review usage behavior. Finally, practical implications and prospects for future research are

discussed.

Key words: Need for cognitive closure, Online reviews, Consumer behavior, Individual difference, De-

mographics

I. Introduction

As online shopping becomes increasingly popular,

online consumer reviews have become a new type of

word-of-mouth information channel playing a more

important role than ever in consumers' purchase deci-

sion-making process and product sales. According to

the e-tailing group and PowerReviews (“The 2011 so-

cial shopping”, 2011), approximately 59% of online

shoppers reported that user-generated customer prod-

uct reviews have a significant or strong impact on their

buying behavior (“The 2011 social shopping”, 2011).

In addition, the Nielsen global online survey company

(“Global advertising”, 2009) found that 90% of Inter-

net consumers surveyed trusted recommendations from

people they know and 70% trusted consumer opin-

ions posted online (“Global advertising”, 2009).

As one of the most trusted forms of advertising,

online consumer reviews are a major source of infor-

mation for consumers' decision making (Chatterjee,

2001; Mudambi & Schuff, 2010). The consumer de-

cision-making process includes several stages: need

recognition, information search, evaluation of alter-

natives, purchase decision, purchase, and post-pur-

chase (Kotler & Keller, 2005). After consumers iden-

tify a need, they can use reviews written by other con-

sumers to search for information and evaluate alter-

natives (Mudambi & Schuff, 2010). However, during

this stage, consumers interpret these reviews based

on the type of information they want (Houghton &

Grewal, 2000).

The current research study uses need for cognitive

closure (NFCC) as an individual characteristic for

determining the various ways in which consumer re-

views are perceived. Kruglanski and colleagues con-

ceptualized NFCC as an individual's desire for a de-
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finitive answer to a question (Kruglanski & Webster,

1996; Kruglanski et al., 1997). NFCC influences the

way in which people process information prior to

making decisions and other buying behaviors (Krug-

lanski & Webster, 1996; Lee et al., 2009). Although

previous research has demonstrated that online con-

sumer reviews influence consumers' online shopping

behaviors and their information search process, little

research has focused on individual differences in con-

sumers' perception and usage of consumer reviews in

relation to their cognitive processes, especially among

online apparel shoppers (Bickart & Schindler, 2001;

Schindler & Bickart, 2005; Smith et al., 2005). As

online shopping has become one of the most popular

ways of purchasing apparel products among younger

consumers (Case & King, 2003; Park & Cho, 2012),

it would be beneficial for apparel retailers to under-

stand how online consumers perceive online con-

sumer reviews, particularly those related to apparel

products, as online consumers cannot physically try

on or feel such products. Compared to online review

systems utilized by other general retailers, those used

by apparel retailers are rather limited (Lee, 2012).

Although this study examined general online shop-

pers from various online retailers (i.e., not exclusive

to online apparel shoppers), we hope to shed light on

understanding online apparel shoppers by examining

various other online consumers' cognitive process in

relation to online consumer reviews.

Therefore, the purpose of this research is to exam-

ine the ways in which individual differences in five

dimensions of NFCC and demographics influence con-

sumer perception and usage of consumer reviews in

the course of online shopping. To avoid potential bias

resulting from consumers' previous experience with

online reviews, the differences were explored only

among respondents who had already used online con-

sumer reviews in their purchase decision making.

II. Literature Review

1. Online Consumer Product and Service Re-

views

Online consumer reviews are peer-generated prod-

uct evaluations posted on company or third-party

websites (Mudambi & Schuff, 2010). Prior to mak-

ing a purchase decision, consumers search for infor-

mation to reduce perceived risk (Bettman, 1973). The

importance of word-of-mouth (WOM) as a source of

information that affects consumers' purchase decisions

and choice behavior has already been extensively de-

monstrated in previous studies (e.g., Lau & Ng, 2001).

As more consumers than ever search online for prod-

uct and service information and evaluate the alterna-

tives, online consumer reviews as one type of electro-

nic WOM (e-WOM) have become an important infor-

mation channel for reducing consumers' perceived risk

of online shopping (Chen & Xie, 2008). Research has

demonstrated that e-WOM communication is as ef-

fective as traditional WOM (Goldsmith & Horowitz,

2006; Gruen et al., 2006; Hennig-Thurau et al., 2004).

Online consumer reviews are perceived as more being

valuable than expert reviews (“Online consumer-gen-

erated reviews”, 2007) and having a direct influence on

consumer purchase decision (Prendergast et al., 2010)

as well as an even greater effect on offline purchase be-

havior (“Online consumer-generated reviews”, 2007).

Previous studies have suggested that e-WOM influen-

ces consumer online shopping behaviors and has been

used as a heuristic in information searches (Bickart &

Schindler, 2001; Smith et al., 2005). However, only a

few studies have examined how online review per-

ceptions are influenced by individual characteristics

such as cognitive personalization (Xia & Bechwati,

2008), information processing confidence (Lee & Ma,

2012), gender (Bae & Lee, 2011), and Internet expe-

rience (Zhu & Zhang, 2010). Therefore, in the cur-

rent study, NFCC and demographic characteristics

were used to measure the different ways in which

shoppers perceive online consumer reviews and how

different levels of NFCC affect online consumer re-

view usage among online consumer review users.

2. Need for Cognitive Closure

NFCC refers the desire for a clear, definite answer

to a question (Kruglanski et al., 1993). When people

need to make a decision, the process can depend on

their level of NFCC: People with high NFCC repre-
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senting a need to attain cognitive closure will make a

quick, firm, and final decision, unlike those with low

NFCC (Choi et al., 2008). Previous research has indi-

cated that NFCC influences the way people seek out

and elaborate on information prior to forming judg-

ments or making decisions (Kruglanski & Webster,

1996); it also affects their information process style

(Klein & Webster, 2000; Kruglanski & Freund, 1983;

Kruglanski et al., 1993) and consumer behaviors (Hou-

ghton & Grewal, 2000; Lee et al., 2009). For exam-

ple, individuals with high NFCC base their judgment

on preexisting knowledge structures or inconclusive

evidence appearing early in a sequence, making them

more reluctant to absorb new information and less

willing to spend time and energy processing large

amounts of information that could reduce the amount

of pre-decision information processing and searching

(Houghton & Grewal, 2000; Kruglanski & Webster,

1996; Vermeir & Van Kenhove, 2005). Other studies

have shown that individuals with high NFCC are

more likely to use heuristics or display heuristic tho-

ughts as well as engage in theory- or category-driven

(versus data- or attribute-driven) processing. Further-

more, high-NFCC individuals tend to have a bias to-

ward con- sistency, expressed as a preference for gen-

eral knowledge that is applicable across situations,

over situation-specific knowledge (Vermeir & Van Ken-

hove, 2005). Meanwhile, individuals with low NFCC

might value or enjoy uncertainty and be reluctant to

commit to a definite opinion, try to remain immune

to possible criticism of any given closure, and tend to

engage in information processing in order to avoid

any conclusion (Vermeir & Van Kenhove, 2005). Based

on a review of previous literature, NFCC provides a

useful framework for analyzing consumers' information-

gathering process, decision-making process, and pur-

chasing behavior (Houghton & Grewal, 2000). There-

fore, it is imperative to study how an individual perc-

eives and processes online consumer reviews accord-

ing to his or her level of NFCC.

1) Dimensionality of NFCC

NFCC has been conceptualized in previous studies

as (1) a preference for order and structure, (2) a pref-

erence for predictability, (3) a discomfort with ambi-

guity, (4) closed-mindedness, and (5) decisiveness (e.g.,

Kruglanski & Webster, 1996; Mannett et al., 2002; Ro-

ets & Van Hiel, 2007). Although NFCC measures

individual differences in each facet and in the tenden-

cy toward a person's need for closure, several psy-

chometric studies focusing on NFCC have suggested

that the five dimensions do not always relate uni-

formly to each other or to other constructs; some re-

searchers have used only a certain dimension of NFCC

for their studies (e.g., Lee et al., 2009; Neuberg &

Newsom, 1993; Smith & Gordon, 1998; Thórisdóttir

& Jost, 2011).

Determining the preference for order and structure

relies on the need to maintain order and avoid disor-

der. This dimension has been used to examine the

personal need for structure, with the preference for

predictability being used to study a wide range of

behaviors such as attitudes toward lesbians and gays

(Smith & Gordon, 1998), gender stereotyping (Neu-

berg & Newsom, 1993), and spontaneous trait infer-

ences (Moskowitz, 1993). Preference for predictability

refers to the need for consistency across circum-

stances and the aversion to change. Along with pref-

erence for order and structure, preference for pre-

dictability has been used to examine the personal need

for structure by measuring the dislike of uncertainty

and abrupt changes in plans (Moneta & Yip, 2004).

Discomfort with ambiguity is the need to have clarity

in one's life and avoid confusion; this dimension is

associated with ethnocentrism and prejudice (Block

& Block, 1951) and high authoritarianism (Adorno et

al., 1950). Closed-mindedness is the need to secure

knowledge and avoid challenges to knowledge. Thó-

risdóttir and Jost (2011) indicated that the closed-mind-

edness correlates most weakly with the remaining

four dimensions and rarely loads with them as a sec-

ond-order latent factor (Mannetti et al., 2002; Neuberg

et al., 1997). Because closed-mindedness items are

quite general, relatively context free, and focused on

motivation rather than skill per se, Thórisdóttir and

Jost (2011) separated closed-mindedness from the other

NFCC dimensions and demonstrated that it statisti-

cally mediated the relationship between threat and po-

litical conservatism. Decisiveness is the need to deci-

de quickly and avoid indecision. Decisiveness-indica-
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ting an ability instead of the assumed motivational

component, unlike the other facets of NFCC-has cau-

sed ambiguity in terms of the underlying dimension-

ality of NFCC (Roets & Van Hiel, 2007). Leaptrott

and McDonald (2008) used only the decisiveness di-

mension from NFCC and found that small business

owners' decisiveness was positively related to their

business performance.

Several views on NFCC dimensions have been put

forth (Kruglanski & Webster, 1996; Neuberg et al.,

1997). Neuberg et al. (1997) indicated that inter-item

homogeneity for the NFCC is weak; based on their

confirmatory factor analysis, the NFCC is not a one-

dimensional instrument. They recommended using the

NFCC as a two-factor instrument; such an approach

is consistent with Kruglanski and Webster's (1996)

two stage seizing-freezing process of cognitive clo-

sure. Furthermore, Lee et al. (2009) recently exam-

ined the relationship of each NFCC dimension and

impulsive buying behavior. They did not include the

preference for order and structure due to a measure-

ment problem encountered in their pilot study. The

results indicated that only three of the four NFCC

components (i.e., decisiveness, discomfort with ambi-

guity, and closed-mindedness) influenced impulsive

purchasing behavior. In light if the ongoing debate

over the use of NFCC and previous studies using

separate dimensions of NFCC, the current study uses

all five dimensions of NFCC separately to investi-

gate their effects on the perception of online reviews

and behavior.

3. Consumer Perception of Online Consumer

Reviews

1) Attitudes

Attitude is a person's general evaluation of other

people, objects, and issues (Petty & Cacioppo, 1984).

Thus, one's attitude refers to how favorably or unfa-

vorably one views some object of judgment or infor-

mation. Attitude has been used as an important indi-

cator of online consumer behavior. Several research-

ers have explored consumer attitudes toward online

advertisements and found them to be effective in

consumer responses such as attitudes toward product

and websites (e.g., Korgaonkar & Wolin, 2002; Wang

et al., 2009). However, only a few researchers have

studied consumer attitudes toward online consumer

reviews (Doh & Hwang, 2009; Lee & Youn, 2009;

Park & Lee, 2008). Doh and Hwang (2009) explored

consumers' evaluation of e-WOM and found that a

few negative online reviews expressed positive atti-

tudes toward both products and websites as the per-

fect sets with all positive messages can make con-

sumers suspicious of e-WOM. Park and Lee (2008)

studied general attitudes toward online reviews and

found that, depending on the type of reviews and

consumers' involvement, attitudes varied consider-

ably.

With the exception of Park and Lee's (2008) study,

previous studies have used online consumer reviews

as an independent variable to measure attitudes toward

product and websites. In Park and Lee's (2008) study,

attitudes toward consumer reviews were used as a

control variable to examine the effectiveness of con-

sumer reviews. Thus, it would be worthwhile to exa-

mine attitudes toward consumer online reviews as a

dependent variable to explore the effects of individ-

ual differences in consumer perceptions of online re-

views.

2) Influence of Online Reviews

The information available for online shoppers is far

more voluminous than the information available in

stores (Bailey, 2005). According to Smith et al. (2005),

many online consumers seek and accept recommen-

dations from online consumer reviews to manage the

amount of search information available. In contrast

to traditional WOM, the impact of online consumer

reviews can reach far beyond the local community as

consumers all over the world can read an online re-

view (Chen & Xie, 2008). The spread of e-WOM com-

munications and consumers' broad acceptance of it in-

dicate that e-WOM can have a powerful effect on con-

sumers' buying, information-gathering, and decision-

making processes, ultimately increasing sales (Park &

Lee, 2009). As a result, online consumer reviews have

become an important means of marketing communi-

cation and information source for consumers (Park &

Lee, 2009). Two roles that online consumer reviews
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play are as informants and recommenders (Park et al.,

2007). As informants, online consumer reviews pro-

vide additional user-oriented product information; as

recommenders, they either endorse a product or tell

other consumers to avoid it (Park et al., 2007). Fur-

thermore, previous studies have shown that the impact

of online consumer reviews is dependent on product

and consumer characteristics. Zhu and Zhang (2010)

revealed that online reviews were more influential

for less popular games and for games whose players

have more Internet experience.

The influence of traditional WOM on consumer

decision making has been tested empirically by mea-

suring information seekers' perception of interper-

sonal communication (Gilly et al., 1998). Gilly et al.

(1998) used a dyadic approach to design an active

interpersonal information search model exploring the

relationship between information seeker and source

perceptions to measure WOM influence. Choi et al.

(2008) examined whether different levels of NFCC

affected the consumers' information search strategies

(attribute-based search vs. alternative-based search),

revealing that higher NFCC resulted in a greater pre-

ference for the attribute-based search than for the

alternative-based search as well as the consideration

of a smaller amount of information when making a

final choice.

3) Benefit of Online Reviews

Online consumer reviews offer considerable bene-

fits for consumers, including a large amount of avail-

able information, freedom from sales pressure, and

24-hour access to information sources beyond the

local community (Prendergast et al., 2010). Compared

to seller-generated product information, online con-

sumer review is more likely to be relevant to consu-

mers as it describes product attributes based on usage

situations and product performance from a user's per-

spective (Chen & Xie, 2008). Although more sophis-

ticated consumers might find seller-generated product

information more useful, novices can benefit from

online consumer reviews that help them find prod-

ucts that they want. In addition, consumers can learn

from product reviews written by others who have

actually tried the product. Furthermore, online con-

sumers can provide diagnostic value across multiple

stages of the purchase decision process (Mudambi &

Schuff, 2010). Consumers can use online reviews not

only to search for and assess alternatives, but also to

post comments in the post-purchase evaluation stage

to share opinions about their purchases (Mudambi &

Schuff, 2010).

4) Persuasiveness of Online Review

A major factor that influences consumers' percep-

tion of information's trustworthiness is the source's

reason for providing the information (Prendergast et

al., 2010; Romani, 2006). Product information posted

by experienced users is likely to be trusted because

the information providers are fellow consumers who

likely have no interest in marketing the product (Pren-

dergast et al., 2010). In addition, online consumer re-

views have been proven to improve social presence

of the websites and generate empathy (Galinsky et

al., 2008; Kumar & Benbasat, 2006). Furthermore, on-

line consumer reviews help consumers decide whether

to buy from or avoid an unfamiliar retailer (Chatter-

jee, 2001), especially when such reviews are con-

firmed by other consumers (Clare, 2010; Creamer,

2007; Goldsmith & Horowitz, 2006). Therefore, sha-

ring personal experiences online can cause the reader

to empathize with the feelings of the writer, thereby

enhancing persuasiveness (Deighton et al., 1989).

However, unlike traditional offline WOM, online

reviews might not be fully informative if readers and

reviewers have different preferences (Li et al., 2011).

Previous studies on e-WOM have suggested that the

persuasiveness of a message depends on the similar-

ity between the source of the message and the recipi-

ents (Garbarino & Strahilevitz, 2004; Kempf & Palan,

2006). Li and Hitt's (2008) study demonstrated that

unobservable preference differences between online

reviewers and consumers using online reviews adver-

sely affect consumers. They suggested that, because

early buyers hold different preferences than later con-

sumers do, online consumer reviews can be affected

by purchase behaviors between early and later buy-

ers. Chakravarty et al. (2010) studied the effects of

online consumer and professional reviews on con-

sumer product evaluations, finding that infrequent
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consumers are more influenced by online consumer

reviews than frequent consumers are whereas fre-

quent consumers are more influenced by professional

reviews.

Klein and Webster (2000) examined whether indi-

viduals perceive persuasive messages according to

their level of NFCC; they determined that low NFCC

individuals are persuaded by strong arguments rather

than by heuristic cues while high NFCC individuals

are just the opposite. As indicated by previous stud-

ies, depending on their characteristics, consumers co-

uld be influenced in different ways by online consu-

mer reviews.

4. Age and Gender

Age and gender are variables that capture many so-

cioeconomic as well as various individual characteris-

tics when studying online consumer behaviors (e.g.,

Bae & Lee, 2011; Djamasbi et al., 2011; Ono & Zavo-

dny, 2003; Sun & Wang, 2010). Earlier studies identi-

fied a significant gender gap in consumers' use of the

Internet and online shopping. Females tend to invest less

effort and time on the Internet, perceive online shop-

ping as riskier, and be influenced by online consumer

reviews (Bae & Lee, 2011; Ono & Zavodny, 2003).

Other studies have found that male and female custo-

mers process online information differently: Females

are relational processors who focus on all available

information, are sensitive to the details of messages,

and process information in a comprehensive and effort-

ful way (Meyers-Levy, 1989; Putrevu, 2001) while male

consumers tend to focus on only the information that

they think is useful and that fits into a preexisting

schema (Meyers-Levy, 1989; Putrevu, 2001).

Although few studies have explored age differ-

ences in online consumer reviews, social value stud-

ies have shown that different age groups might have

different value systems. Each generation ascribes cer-

tain values to the societal, political, and historical ev-

ents of their formative years (Sun & Wang, 2010). As

such, according to Djamasbi et al. (2011), generations

such as generation Y have a different sense of imme-

diacy, a shorter attention span, and less patience than

older generations, resulting in different web page vie-

wing behavior and online information processing. In

addition, older generations are more willing to expend

their cognitive effort than younger generations when

viewing web pages. Previous studies have also shown

that younger generations seem to have more web ex-

perience and tend to be more web-literate than older

generations (Dennis et al., 2002), which instills posi-

tive attitudes toward online shopping (Dillon & Reif,

2004). Cole et al. (2008) found that age-associated ch-

anges in consumer cognition, affect, and goals cause

older adults' decision-making process, brand choices,

and habits to differ from those of younger adults. The-

refore, in this study, we looked at both gender and age

as independent variables to examine how individual

differences in NFCC influenced consumer perception

and usage of consumer reviews during online shop-

ping.

5. Consumer Review Usage Behavior

The importance of studying online consumer re-

views is evidenced by the way in which consumers

use them. According to a recent survey by Brand Re-

putation, 84% of consumers said they were more

likely to check online for a review prior to making a

purchase (The Retail Bulletin, 2009). A survey con-

ducted by 2010 Consumer Shopping Habits indica-

ted that 92% of those surveyed said they read product

reviews when considering purchasing a product; of

these, 46% have been influenced by online consumer

reviews when thinking about purchasing a product

and 43% have not made a purchase after reading ne-

gative reviews. Another 57% returned the favor by

leaving reviews on websites after their purchase for

future buyers (“Through the eyes”, 2010).

Consumers' use of online reviews can reveal their

purchase intention. Previous studies have shown close

relationships between frequent Internet shopping and

perceived usefulness of online reviews as well as fre-

quency of online consumer review usage and posi-

tive online shopping behavior. Park and Lee (2009)

found that Internet shopping has a significant effect

on the perceived usefulness of online reviews and that

positive attitudes toward online reviews lead to more

frequent use of online reviews. Senecal and Nantel
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(2004) demonstrated that their study participants who

consulted product recommendations selected recom-

mended products twice as often as consumers who

did not, with some inconsistencies across recommen-

dation source and product category. Therefore, it is

imperative to examine how different levels of NFCC

can affect the use of online consumer reviews.

Given the previous NFCC-related literature, consu-

mers' perception of online reviews and usage behav-

iors as well as age- and gender-related effects on on-

line consumer reviews, the following research ques-

tions were developed for the current study:

How does each dimension of NFCC affect con-

sumers' perception of online reviews (i.e., attitudes,

online review influence, benefits, and persuasiveness

from online reviews)?

How does each dimension of NFCC affect online

review usage behaviors?

How do individual demographic variables (i.e.,

gender, age) affect consumers' perception of online

reviews (i.e., attitudes, online review influence, ben-

efits, and persuasiveness from online reviews)?

How do individual demographic variables (i.e.,

gender, age) impact consumers' online review usage

behaviors?

III. Methods

1. Sampling and Procedure

A marketing research company was used to iden-

tify nationwide American online shoppers who are

18 years old or older. Using random sampling, partic-

ipants were recruited nationally. Only consumers who

had already shopped from various online retailers such

as Amazon.com, Apple.com, BestBuy.com, CDW.com,

Dell.com, eBay.com, HP.com, JCPenney.com, New-

Egg.com, OfficeDepot.com, Overstock.com, Sears.com,

Staples.com, Target.com, ToysRUS.com, Walmart.com,

and Yahoo.com and had consulted online reviews for

their purchase decision-making process were included

in the study. Screening questions were used to iden-

tify participants who met these criteria. Data were

collected through an online survey. Dillman's (2000)

online survey procedures, including initial invitation

e-mail with two reminder e-mails, were used.

2. Instrument

NFCC was assessed through 24 multi-item scales

developed by Kruglanski and Webster (1996). Attitu-

des toward online consumer reviews were assessed on

a seven-point bipolar scale, using four items from Huff

and Alden (1998). In addition, four items were adopted

from Gilly et al. (1998) to capture the influence of con-

sumer reviews. To measure the perceived benefit of con-

sumers' reviews, four items from Gwinner et al. (1998)

were used. Persuasiveness of consumer reviews was as-

sessed using four items from Reichert et al.'s (2001)

study. Three items from Park and Lee's (2009) study

were used to assess frequent usage behavior of con-

sumer reviews. The items used in the current study

were modified for the context of consumer reviews

from the original scales. All items except attitudes to-

ward online consumer reviews were measured on a se-

ven-point Likert scale (1 = strongly disagree, 7 = stro-

ngly agree). Participants were also asked to respond to

demographics questions. A descriptive analysis, t-test,

exploratory factor analysis, and regressions analysis

were conducted to analyze the data using SPSS 19.0.

IV. Results and Discussion

1. Non-response Bias

Based on the assumption that participants who res-

ponded late are often assumed to be similar to non-

respondents (Armstrong & Overton, 1977), 10% of

the early and late responses were compared for the

research variables and demographics used in the

study. The insignificant results of the t-tests between

the two group (p>.1) indicated no suspicion of non-

response bias.

2. Sample Characteristics

A total of 2,664 survey responses were collected,

yielding a response rate of 13.3%, of which 2,381 com-

plete responses were deemed usable for data analy-

sis. Approximately 53.0% of the respondents were
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female, and the majority of the respondents were Euro-

pean American (83.0%), followed by African Ameri-

can (7.5%), Hispanic American (6.6%), Asian Amer-

ican (3.9%), and Native Hawaiian or Pacific Islander

(2.2%). More than three quarters of the participants

had at least some college education (77.1%). Almost

half of the respondents (48.0%) were married and

employed (54.1%). Respondents represented all in-

come categories: less than $24,999 (25.3%), $25,000

to 49,999 (51.3%), $50,000 to $74,999 (11.3%), and

$75,000 or more (12%).

3. Preliminary Data Analysis

To test construct validity, a principal component ana-

lysis using varimax rotation was conducted for the

multi-item research variables (Table 1). Factor load-

ings above .55 (Nunnally & Bernstein, 1994) and not

higher than .30 on other factors (Kline, 2007) are con-

sidered evidence of construct validity. Internal consis-

tency was examined next using the Cronbach's alpha

value, with an acceptable level of at least .70 (Peter-

son, 1994). However, an alpha above .60 can be sat-

isfactory evidence in multi-item measure (Bagozzie

& Yi, 1988; Hair et al., 1998). All the research vari-

ables with the exception of NFCC had a single dimen-

sion with factor loadings from .83 to .95; alpha val-

ues were acceptable, ranging from .89 to .93. As sho-

wn in Table 1, the results revealed the five dimensi-

ons of NFCC, consistent with previous studies (Kru-

glanski & Webster, 1996; Mannetti et al., 2002; Roets

& Van Hiel, 2007). Factor loadings ranged from .65

Table 1. Results of EFA and reliability for NFCC

Dimensions / Items
Factor

loading
Eigenvalues

% of variance

explained
alpha

Preference for order and structure

I find that a well ordered life with a regular house suits my temperament.

I believe that orderliness and organization are among the most important charac-

teristic of a good student.

I find that establishing a consistent routine enables me to enjoy life more.

I enjoy having a clear and structured mode of life.

.74

.77

.85

.84

4.88 28.68% .85

Preference for predictability

I enjoy the uncertainty of going into a new situation without knowing what might

happen (R). 

I dislike unpredictable situations.

I don't like to go into a situation without knowing what I can expect from it.

.72

.77

.76

2.54 14.93% .68

Discomfort with ambiguity

I dislike it when personal statements could mean many different things.

It is annoying to listen to someone who cannot make up their mind.

I feel uncomfortable when someone's meaning or intention is unclear.

.78

.80

.78

2.07 12.18% .88

Closed-mindedness

Even after I have made up my mind about something I am always eager to consi-

der a different opinion (R).

When considering most conflict situation, I can usually see how both sides could

be right (R).

When thinking about a problem, I consider as many different opinions on the issue

as possible (R). 

I always see many different solutions to problems I face (R).

.65

.80

.82

.78

1.49 8.74% .77

Decisiveness

I would describe myself as indecisive (R).

I tend to struggle with most decisions (R).

When trying to solve a problem I often see so many possible options that it is con-

fusing (R).

.90

.92

.84
1.12 6.57% .79

Total variance explained 71.10%

Items with (R) were reversely coded
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to .92, and alpha values from .68 to .88. Overall, 17

of the 24 original items remained, explaining 71.1%

of the total variance. Thus, the research construct in

the present study met all the criteria for showing

good validity and reliability.

4. Effects of NFCC, Gender, and Age on Con-

sumers' Perceptions and Review Usage Be-

haviors

A series of multiple regression analyses were per-

formed using consumers' perception variables, such as

attitudes, online review influence, benefit, and persu-

asiveness, as well as consumers' reviews usage be-

haviors as dependent variables and the five NFCC

dimensions as independent variables. To explore the

influence of respondents' gender and age, these two

variables were also analyzed as independent vari-

ables. For gender, a dummy code (male = 0, female

= 1) was created and added to the regression analyses.

There was no evidence of multicollinearity among the

independent variables in the regression models.

The results <Table 2> indicate that preference for

order and structure (β = .15, p<.001), discomfort with

ambiguity (β = .09, p<.001), closed-mindedness (β =

−.23, p<.001), decisiveness (β = .10, p<.001), and gen-

der (β = .09, p<.001) significantly influence attitudes

toward online consumer reviews, with R
2 

being .14,

whereas preference for predictability and age did not

show such an influence at the level of p<.05. In terms

of consumers' perceived influence of online consu-

mer reviews, preference for order and structure (β =

.16, p<.001), discomfort with ambiguity (β = .16, p<

.001), closed-mindedness (β = −.33, p<.001), and gen-

der (β = .09, p<.001) showed a significant effect, with

R
2 

being .26, whereas preference for predictability,

decisiveness, and age did not at the p<.05 level. Sim-

ilarly, preference for order and structure (β = .15, p<

.001), discomfort with ambiguity (β = .13, p<.001), clo-

sed-mindedness (β = −.27, p<.001), age (β = −.01, p<

.001), and gender (β = .06, p<.01) had a significant ef-

fect on perceived benefits, with R
2
 being .14; prefer-

ence for predictability and decisiveness did not show

such an influence at the p<.05 level. A similar pattern

was found for persuasiveness of online consumer re-

views; preference for order and structure (β = .14, p<

.001), discomfort with ambiguity (β = .13, p<.001), clo-

sed-mindedness (β = −.29, p<.001), age (β = −.06, p<

.01), and gender (β = .04, p<.05) showed significant

influence, with R
2
 being .20, whereas preference for

predictability and decisiveness did not demonstrate such

an influence at the p<.05 level. Finally, consumers'

usage behavior with online consumer reviews was

predicted by preference for order and structure (β =

.11, p<.001), discomfort with ambiguity (β = .08, p<

.001), closed-mindedness (β = −.25, p<.001), decisive-

ness (β = .05, p<.05), and age (β =  −.14, p<.001), with

R
2
 being .12.

The results indicated that consumers who prefer

order and structure, clarity, and challenges to knowl-

edge, but avoid indecision are likely to have favor-

able attitudes toward online consumer reviews and

tend to use them regularly. Furthermore, consumers

who prefer order and structure, clarity, and chal-

lenges to knowledge are likely to perceive positive or

greater online review influence, benefits, and persua-

siveness from online consumer reviews. Those who

are younger tend to feel more benefits and persua-

siveness, and use online consumer reviews more fre-

quently. Female consumers are more likely to have a

positive perception of online reviews (i.e., in terms of

attitudes, online review influence, benefits, and per-

suasiveness from online reviews). However, no signi-

ficant gender difference emerged in the review usage

behavior. Interestingly, consumers' preference for pre-

dictability did not influence any attitudes, online re-

view influence, benefits, persuasiveness, or usage be-

haviors.

V. Discussion and Conclusions

Online consumer reviews have become one of the

most trusted forms of advertising and a major infor-

mational source for consumers' decision making (Chat-

terjee, 2001; Mudambi & Schuff, 2010); as such, it is

critical to understand consumers' different perceptions

based on individual characteristics of the online con-

sumer reviews (Lee & Ma, 2012). This study empiri-

cally investigated the effects of NFCC and demo-

graphic characteristics as an individual difference on
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consumer perception and usage behavior with regard

to online consumer reviews. NFCC appears to have

value for analyzing consumers' decision processing,

such as consumer choice process and buying behav-

ior (Houghton & Grewal, 2000; Lee et al., 2009). The

need exists to clarify NFCC dimensions in consumer

behavior research as previous studies have addressed

different views on NFCC dimensions (Kruglanski &

Webster, 1996; Neuberg et al., 1997) and issues with

certain elements of NFCC (Leaptrott & McDonald,

2008; Mannetti et al., 2002; Neuberg et al., 1997; Ro-

ets & Van Hiel, 2007; Thórisdóttir & Jost, 2011). Thus,

the present study examined the specific effect of indi-

vidual dimensions of NFCC on online consumer re-

views and demonstrated the different influence of those

dimensions on online review perceptions as well as fre-

quent usage behaviors. This study contributes to the

body of literature on NFCC by confirming that five

dimensions of NFCC can be examined separately, as

each component can have a different effect on consu-

mers' responses.

The findings of this study revealed that preference

for order and structure and discomfort with ambigu-

ity had positive influences on all consumers' percep-

tion and behavior variables. As online reviews can be

used to reduce consumers' uncertainty by confirming

their purchase decisions with peer-generated com-

ments about product or services (Berger & Calabrese,

Table 2. Results of multiple regression analysis

Dependent variables Independent variables β (Standardized Beta) Adj. R
2

F

Attitudes

 Preference for order and structure

Preference for predictability

Discomfort with ambiguity

Closed-mindedness

Decisiveness

Age

 Male(=0)/Female(=1)

 .15***

 .00***

 .09***

−.23***

 .10***

−.01***

 .09***

.14 54.15***

Online Review

Influence

 Preference for order and structure

Preference for predictability

Discomfort with ambiguity

Closed-mindedness

Decisiveness

Age

 Male(=0)/Female(=1)

 .16***

 .03***

 .16***

−.33***

 .03***

−.02***

 .09***

.26 119.08***

Benefit

 Preference for order and structure

Preference for predictability

Discomfort with ambiguity

Closed-mindedness

Decisiveness

Age

 Male(=0)/Female(=1)

 .15***

 .03***

 .13***

−.27***

 .04***

−.07***

 .06***

.19 78.32***

Persuasiveness

 Preference for order and structure

Preference for predictability

Discomfort with ambiguity

Closed-mindedness

Decisiveness

Age

 Male(=0)/Female(=1)

 .14***

 .02***

 .13***

−.29***

−.02***

−.06***

 .04***

.20 83.86***

Consumer Reviews

Usage Behavior

 Preference for order and structure

Preference for predictability

Discomfort with ambiguity

Closed-mindedness

Decisiveness

Age

 Male(=0)/Female(=1)

 .11***

−.02***

 .08***

−.25***

 .05***

−.11***

 .00***

.12 46.70***

*p<.05, **p<.01, ***p<.001
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1975; Bradac, 2001; Brumfield, 2008; Hogg, 2000;

Hu et al., 2008), consumers who try to have clarity and

avoid uncertainty (Vermeir & Van Kenhove, 2005;

Webster & Kruglanski, 1994) were likely to perceive

positive perceptions toward online reviews as well as

show frequent use of online reviews. In addition, this

study identified the negative effects of closed-mind-

edness on consumers' perceptions and usage behav-

ior related to online reviews as opposed to other di-

mensions. Sometimes online consumer reviews pro-

vide dense information that could cause information

overload (Park & Lee, 2008); consumers with a high

tendency of closed-mindedness would prefer to avoid

challenges to their knowledge stemming from such

overwhelming information. Furthermore, this result

was consistent with other studies indicating that clo-

sed-mindedness behaves differently from other NFCC

dimensions (Mannetti et al., 2002; Neuberg et al.,

1997; Thórisdóttir & Jost, 2011). 

The results of the study did not show significant

effects of preference for predictability on any of per-

ceptions and behavior variables. Insignificant effects

of preference for predictability on all the variables in

the present study can be explained by the characteris-

tic of its dimension and online review context. Con-

sumers with a high preference for predictability pre-

fer consistency across circumstances. However, some-

times consumers face conflicting information about a

product, service, or company, which can hinder their

information processing and increase difficulty in their

decision making (Ghose & Ipeirotis, 2007; Yao et al.,

2009).

The dimension of decisiveness had a positive effect

on attitudes and usage behaviors associated with on-

line consumer reviews, whereas it did not indicate an

impact on online review influence, perceived bene-

fits, and persuasiveness. Those who have a high ten-

dency of avoiding indecision seem to be more likely

to take advantage of online consumer reviews. How-

ever, reviewing numerous consumer posts online takes

time; moreover, mixed opinions on reviews might

delay a decision. In this sense, consumers who resist

indecision might not perceive enough influence on

their decision, benefits, or persuasiveness from online

consumer reviews. Previous studies have also argued

that decisiveness constitutes an independent and dis-

tinctive dimension, but its construct validity can be

questionable in terms of being a part of NFCC (Man-

netti et al., 2002; Neuberg et al., 1997). Most items in

the NFCC scale refer to motivation and preferences

of closure, but decisiveness scale measures the per-

ceived ability rather than a motivational component

(Roets & Van Hiel, 2007). Therefore, the unclear na-

ture of the decisiveness scale might explain the re-

sults of our study.

Age and gender were also examined to determine

whether they had a significant impact on consumers'

perceptions and behavior variables. Young consum-

ers were found to be more likely to perceive positive

or greater benefits and persuasiveness of online re-

views and demonstrate more frequent usage behaviors,

confirming the previous literature (Cole et al., 2008;

Dillon & Reif, 2004; Putrevu, 2001) and emphasiz-

ing that younger consumers have positive attitudes

toward online experience and are more likely to shop

online. Females had more positive perceptions of on-

line reviews with the exception of behavior; such re-

sults support the findings from Bae and Lee's (2011)

study. Therefore, the present study has important im-

plications for future research on the age and gender

gaps in online shopping, especially different consum-

ers' perceptions toward online consumer reviews and

usage behavior due to individual age and gender dif-

ferences.

Our research offers some practical implications for

online retailers to consider in terms of individual dif-

ferences. For example, to appeal to a variety of consu-

mers with different levels of NFCC, online retailers

can offer guidelines or hints to online reviewers about

how to write a review, which would promote more

persuasive and efficient reviews for certain types of

products or target markets. For apparel retailers in

particular, it would be helpful to establish a more sys-

tematic online review process so that consumers can

read detailed information about apparel products from

other peer shoppers, including information related to

size, color, and material. For online retailers who tar-

get younger consumer cohorts, it would be beneficial

to provide favorable opportunities for them to post

and read consumers' comments. For instance, using
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social media such as Twitter, Facebook, blogs, and

YouTube might appeal to younger consumers. In

addition, the positive perception of female and younger

consumers' online reviews could be especially be

helpful for fashion or apparel online retailers in terms

of product promotion, as both female and college-

aged consumers are highly involved in online com-

munities and apparel is one of the most popular

online shopping categories for them (Case & King,

2003; Park & Cho, 2012). To our knowledge, no pre-

vious studies have examined apparel online shoppers

in relation to their cognitive information process of

online reviews. Although this study did not focus ex-

clusively on online apparel consumers, by exploring

other various online consumers' online review infor-

mation process, the findings of this study provide

important insights for online apparel retailers utiliz-

ing online consumer reviews. For example, our re-

sults indicated that one component of NFCC, closed-

mindedness, had significant negative effects on all

three online perceptions (i.e., attitudes, benefits, and

persuasiveness). Unlike offline settings, where consu-

mers can interact with salespersons or peers and ask

opinions about their apparel choice, online apparel

shoppers who are low in closed-mindedness can ben-

efit from online consumer reviews during their deci-

sion-making process. Therefore, apparel retailers need

to consider promoting online reviews and setting up

more organized online review tools for apparel con-

sumers so they can access different opinions from

others about various aspects of the product during

their online apparel shopping.

Consumers' cognitive process in the information-

gathering and decision-making stages can also be in-

fluenced by other situational variables, such as time

constraints, as indicated by previous NFCC studies

(Kruglanski & Freund, 1983; Shah et al., 1998). How-

ever, the present study did not examine other vari-

ables that might influence NFCC in the online review

context. Thus, it would be meaningful to examine the

effect of NFCC in the online review context while

considering situational variables that might impact

consumers' decision-making process. In addition, con-

sumers' cognitive process might vary by product cat-

egories in online review usage; this study was con-

ducted with a variety of product categories, not with

any particular product categories. Thus, future stud-

ies should investigate the influence of NFCC on

online consumers' reviews for specific product cate-

gories, such as fashion or apparel, to identify differ-

ences. Because of the ongoing debate on the dimen-

sionality of NFCC, further research is needed to re-

evaluate the structure of NFCC and explore other

ways of constructing NFCC scales for a better under-

standing of cognitive process of consumer behavior.
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