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Summary
Because of the uncertainty about experience goods, like movies, information sources are necessary. This were first the traditional media, like advertisements in papers or magazines and television, posters and expert reviews. But in the new economy a new source has been introduced: the online user reviews.  In an interactive way you are able to get information about different movies in an online social network. The weird thing about online user reviews is that everyone can post their opinion online. There are no boundaries anymore. This means that without a lot of knowledge about movies, people give their opinion and try to convince others to watch a movie or not. This also happens when family and friends tell you whether you should see a movie or not, but at least these are people you know. In the online social networks you trust the opinion of a person you don’t know and is even not an expert. This is a strange development, because what is the basis of this trust? According to some researchers people have trust in a fellow consumer, because they feel connected with them. They have the same thoughts about movies.(Bickart & Schindler, 2001) In contrast to experts, who know more about the movies, but also tell a lot of things people are less interested in. The fact that those online user reviews are interwoven in online social networks, also called word-to-mouth communities, have some consequences. This use of online social networks stimulate people to read online user reviews and with a network your reach is much bigger than one expert review. Although this impact should be enormous, this research will mostly focus on the use of expert reviews and online user reviews. The online social networks are seen as an influence on why people use certain reviews, just like trust. But there are more elements important when we look for reasons of the use of an expert review or online user review. The preference for a certain movie, arthouse or popular, already influences the preference for a certain review. This separation is important, because arthouse movie lovers and popular movie lovers, think very different about what is important for a movie decision. Also the criteria people use for their movie choice gives some more specified information. Do some criteria have a review preference as a consequence? And the last one discussed in this research are the demands people have on information sources. Which review fits best to these demands? These elements will all give us more insight into the use of expert reviews and online user reviews. To see whether the online user reviews have replaced or completed the expert reviews, this research will also look at the consumer behavior after using a certain review. It could influence as well the direct movie choice or stimulate the recommendation to others. I have researched all this with help of a survey and asked people questions about their use and the reasons for this use. It gave some important results. Expert reviews are not yet replaced by online user reviews, because of a higher trust in those experts and because they provide better information. Probably they also won’t ever be replaced by online user reviews, because they will never reach the same level, especially not for arthouse movies. 
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1 Introduction
In this digital age we are living in, we experience a lot of changes. The digitalization has influence on different parts of our world. It influences social life, culture, economics and so on. Most people can’t imagine anymore a world without the Internet. Through this media people have the ability to develop relationships with others who share their interests, exchange information on specific topics, and buy and sell products. (Bickart & Schindler, 2001: 32) Just like in any other field, the art and culture are also influenced by this media. Because of its huge influence on the social world, movies, music, performances etc make extensive use of the Internet. This media is especially  important for this sector, because it could help consumers getting a better idea of what to expect from the experience goods. These are goods, from which we don’t know what to expect beforehand when you pay for the good. These goods are a huge problem for most art and culture.  In comparison to a search good, where you can get beforehand all information, needs an experience good a good preparation. (Nelson, 1970) This could be done by the information people get from different media.   

The preparation, which is needed for an experience good, has become easier with the Internet. I will focus my research on the movies, because this is not a perfect search good. People, and not only the professional peers, give their opinion about movies on the Internet. This offers great opportunities for new and different marketing strategies. When a new movie is released, people can get a lot of information about the movie before they will visit it. They can read forums, but they can also visit the extensive website of this movie and see a short preview of it. This has a strong influence on the choices of the consumers. The most important change with the Internet is the change in influence of the professionals. On the Internet it are not only the critics anymore, but also the consumers who decide the value of the movies. (Dellarocas, Awad & Zhang, 2004) This is partly possible because the Internet works different from other media. Consumers have to find the information by themselves for example and can be interactive. ( Rezabakhsh, Bornemann, Hansen & Schrader, 2006) They want to join social networks and make use of it by getting information and reading the opinions of other people about different products, like movies. People can join a network and when they join a network they probably value this very high, because they look up for the information by themselves. (Rezabakhsh, B et al. 2006) They have to make a little effort and that’s why those networks should influence their decisions in a certain way. They attach value to the use of those networks, otherwise they wouldn’t use it.  Those social networks are an interesting focus point in my thesis. I should look at the social networks which exist around movies and look at its characteristics. This way I will be able to see how the movie decision of people has been changed, since the existence of the online social networks. This also shows us the power of the Internet as a marketing tool in comparison to other media. 
When taking a closer look on the social networks, it is interesting to look at the functions and meanings of those networks and the way they work, the quality of them and the content the users receive, but also the value the network gets from its users. This all should give us an idea about how important those networks are for the film public and see if they are really that important for influencing peoples movie decision. Or are it still the experts where people base their decision on? To get an answer to this we should research what kind of reviews consumers of movies prefer. From the literature we learn that online social networks are of high value for movie decision makers. But are they so important that expert judgment are of no value anymore and isn’t useful anymore as an information source for experience goods, like movies? 
To understand the popularity of the new online reviews, I also want to raise the question why these online user reviews are important for movie decision makers. By making a comparison with expert reviews, I will even be able to see in a better way what online user reviews make an information source for movies of high value. The reason for this comparison with expert reviews is because before the Internet the only reviews which existed were those of the experts. They are just like the online user reviews an independent information source. That is why online user reviews could be able to replace them if the characteristics of online user reviews are strong enough to replace the expertise and reliability of the expert reviews.

This is where I will write my thesis about. In my thesis I want to see what the Internet makes an effective media to influence consumer preferences for movies in comparison to expert judgments. The answers in my research could help marketeers to improve their marketing strategies for movies, when they know what consumers motivate to make use of and why they are influenced by the online user reviews.  

This research will begin with a paragraph about the impact of the Internet. After this I will focus more on the social networks, its characteristics and how they work. Then, the most important element of reviews, trust will be discussed. People need to trust other people who make recommendations. This trust seems to be based mostly on reputation. The forums in online social networks, where people can post online user reviews, is also called word-of-mouth communication. That is why this will be discussed in an extensive way in the next chapter. The following chapter is about the use of expert reviews as an information source and will be compared with reviews of the mass. After this it is important that peoples motivations for the use of information sources will be discussed. What is of influence on the preference of the movie going public for a certain review? Also a focus on the reasons for the use of online user reviews will be discussed in this chapter. In the end of the chapter we can read what consumers influence in their choice for a movie. This could be linked to their preference for the online user review or the expert review. In the last chapter of  my literature review the motivations and consequences of being involved in an online social network will be discussed. But also the motivations of the expert reviewers and online user reviewers come to order. Because this influences the way the reviews are written and are preferred by the movie consumer.
In chapter 5 the methodology will be discussed and I will end with a conclusion and discussion.

2 Objective and research question

Since the Internet came up new marketing strategies have been introduced. Before this era of the new economy, the only information sources available for movie decision making were advertising in papers, magazines on billboards or posters and television, word - to - mouth, expert reviews and previews in the cinema and/or television. With the Internet it is now possible to show previews online, advertise on the Internet, show expert reviews of the movie, but also a new information source developed. These are the online social networks, where people discuss with each other about products, services etc. (De Valck, 2005) Throughout the literature I found out that recommendations of others are very important in the case of experience goods, like movies. That is why especially for movies these online social networks should have an enormous influence. Instead of using the expert review as an information source, which is also a recommendation of an independent person and therefore a good information source for movies, consumers have now the possibility to read a lot more reviews on one place. But of course this has also its disadvantages, which will be pointed out in the literature review.

There has already been done a lot of research towards online social networks, also called online communities. Its impact and use are already briefly discussed in the literature. But the impact of online user reviews, a part of the online communities, on the decision making of movies could have some more attention. One of the exceptions here is the research of Wang (2005). Who found out that consumers are more influenced in their movie decision by positive online user reviews and online users credibility instead of the credibility of experts when they are already interested in the movie. We don’t know if those online user reviews have replaced the expert judgments, because maybe in some cases movie consumers still prefer the latter ones. Or maybe expert reviews have a different task than online user reviews and only add something extra in the decision making process of the consumer. From the literature we also learn that online user reviews do have an awareness effect on consumers and then especially the volume or number of online user reviews have this impact. ( Duan, Gu, Whinston, 2008: 1007) This is an important difference with expert judgments, from which most consumers only read one before making a decision. Another important difference is the credibility of the different reviewers.(Wang, 2005) Expert reviews are more credible than online user reviews, but does this mean that the quality of online user reviews is not good? And can’t help people make the right decision? Another important element is, like said in the introduction, trust. Recommendations on the Internet are made by people you don’t know, while trust is very important when recommendations are being made. (Golbeck, 2006)
There are different elements which have influence on people’s appreciation  of the online user reviews. These are the use of social networks, preferences for a certain movie, demands people have on information sources and the criteria for their movie choice. I will research, by making a comparison with the motivations for using expert reviews, whether or not the online user reviews have replaced the use of traditional expert reviews.   
In this research the main question will be:

Have the online user reviews replaced the use of traditional expert reviews by movie consumers and why do these consumers prefer one above the other? 
Sub questions will be:

1) Do people appreciate expert reviews or online user reviews higher? Which one do they trust more?
2) What is the influence of the expert review or online user review on consumer behavior? Does the review influence the buying behavior or the recommendation to others?
3)  Has the kind of movie, popular or artistic movie, influence on the appreciation of the reviews?
4) To which degree influence the use of social networks the use of online user reviews?
5) To which degree influence the demands people have on information sources the use of online user reviews and expert reviews?
6) To which degree influence the criterion people have for movie selection the appreciation of online user reviews and expert reviews?
I want to test the following hypothesizes:

H1) People have more trust in online user reviews than in expert reviews

H2) Consumers prefer expert reviews as an information source for ‘artistic’ movies 

H3) consumers prefer online user reviews as an information source for ‘popular’ movies. 

H4) People use more often online user reviews than expert reviews

H4) More use of online social networks means more use of online user reviews than expert reviews.

H5) Online user reviews influence more the buying behavior than the recommendation to others

H6) Expert reviews influence more the recommendation to others than the buying behavior 

3 Structure of the thesis

In the first part of this thesis I will explore the field of the reviews with help of the existing literature. I will start broadly with a paragraph about the impact of the Internet on the economy and social life. Once the Internet was there, it brought a lot of changes and possibilities in the world. After this I will concentrate more on the networks, which raised up with the Internet. Internet brings people closer together and creates social communities on the web. Those social communities have some effect on how people behave and this influences the use of reviews you can find online. The next thing important to discuss is trust. Trust is an important element for reviews. The behavior of people after reading a review, depends mostly on trust. How trustful are online user reviews and expert reviews actually?   Online user reviewing is a kind of mouth-to-mouth communication, only written. This gives us also some important aspects to take into account in this research. This is what the next paragraph is about. After this the expert reviews will also be discussed more briefly and compared to the online user reviews. To get a better idea about the differences in use and impact. After this I will spend some time writing about what people find important when they use an information source and the different criteria people have when they have to choose a movie. These are seen as reasons for why people prefer expert reviews or online user reviews.
The theory has been expounded and after this it is time for the methodology. First I will explain which method I will use, supported with some literature about this. Then I will link the survey to my theory. In this part it will become clear, what kind of questions I will ask and how this is connected to my theory and research questions. After this I will tell something about the way I implement my research and then I can start with my analysis with help of spss. I will finish with a conclusion and discussion.
4 Literature review

4.1 Impact of the Internet

The internet has changed a lot in our  world. With the Internet there are no geographical boundaries anymore. People over the whole world can be reached directly with efficiency and flexibility. (Duan et al. 2008:1007) There is no central authority which control for the information flows on the Internet. ‘The internet is made up of decentralized, universal and unspecialized open networks.’ ( Rochelandet, 2003) More than an technological innovation, it more represents a social one. The internet represents a place where organizations and consumers can give their opinions and can exchange information, goods and services. This means that innovations on the Internet take place in the shape of high-speed networks based on new form and applications. But also new business models and electronic intermediaries are possible. ( Rochelandet, 2003)
In this ‘new economy’, where Internet plays an important role, we can see a shift from producer to consumer power. ‘Buyers are portrayed as having unprecedented power to avoid goods and services they do not want, shape those they do want to individual taste, and shop around for the best price-quality combination.’ ( Rezabakhsh, Bornemann, Hansen & Schrader, 2006: 3) Rezabakhsh et al. (2006) did an interesting research in this field, which makes clear that the Internet gives the consumer more power. There are more options for the consumer to get information. This means that proceeded and misleading advertisement has less chance than before the Internet, because people have the chance to be more critical.  Rezabakhsh et al. (2006) used for this research the theoretical framework of French and Raven (1959) to contrast the consumer power in the traditional and Internet economy. In this framework are five different bases of social power introduced. Important for this thesis is how important expert power, one of the five bases for social power, is in as well the traditional economy as the Internet economy. This expert power means that one actor assumes that another actor is better informed, wherefore the less informed actor accepts the expert information as a given fact. (Rezabakhsh et al. 2006: 5) In the old economy the expert power was in hands of the companies, because of the information asymmetries. The same happened in the movie business. People could only read a couple of  expert reviews about movies in papers and magazines. People assumed that their opinion was the right one and they acted according to these opinions.  Consumers did not have the possibility to share their consumption experience in a wide-reaching network. (Rezabakhsh, et al, 2006: 8)

But the Internet has changed all this. In the virtual communities on the Internet people have the ability to develop relationships with others who share their interests, exchange information on specific topics, and buy and sell products. Discussion participation can obtain product information and learn general information about the activity. (Bickart & Schindler, 2001: 32) Consumers are behaving more rational when purchasing, when the level of information of the consumer is higher. (Rezabakhsh, et al, 2006: 8) And this is what happened in the new economy.  A couple Internet characteristics influence the consumer power. Rezabakhsh et al. (2006) mention first of all information ubiquity. This means that the information on the Internet is always and anywhere accessible and every user can send and receive information. A second characteristic is the formation of communication networks which are based on shared interests and not on physical proximity. With this it is possible to form the critical mass of customers. And the last characteristic is Internet’s interactivity. The customers options are not only to accept and decline, but the customer can individually and autonomously control the information flow by his or her input. (Rezabakhsh et al. 2006: 12) With this, the Internet helps to reduce information asymmetries and improves market transparency for consumers. (Reabakhsh et al, 2006: 13) The same happens in the movie industry. We can find a lot more information on the Internet when we want to see a movie, also from other visitors who have already experienced the movie. But we have to be careful, because of the anonymity it is difficult for the costumer to estimate the value of the information, We know that there is a high quantity available on the web, but we don’t know the quality. But Nelson (1970) has another idea about this.
Nelson (1970) notices that the knowledge about quality for especially experience goods has only improved since the Internet. ’Experience goods are goods for which the quality is uncertain prior to consumption.’ ( Reinstein & Snyder, 2005: 27) Nelson (1970) has developed a systematic analysis of consumer quest for information about quality differences.  Information about the quality of a product was expensive to buy in the old Economy. Nelson notices that the most obvious procedure available for the consumer to get information about quality is search.  To get optimal information the consumer should experience each option and this is more difficult for the experience goods than the search goods. As we should really do a purchase for those experience goods, instead of simply trying on a dress. (Nelson, 1970)  But this isn’t necessary anymore in the Internet economy. We can use the information of other consumer experiences and make the experience goods more tangible. (Noordman, 2007) This works even better for those products, because Nelson (1970) argues that ‘the recommendations of others will be used more for purchases of experience goods than search goods.’ (Nelson, 1970: 327) The others are also called the reference groups. ‘This is any person or group of people who significantly influences an individual’s behavior.’  ( DeValck, 2005: 37) With help of the Internet we are not only depended of people’s advice in your own surroundings, but we can receive advise from people over the whole world. This means that the quantity of reviews stands for a high quality of the reviews all together.
4.2 Networks on the Internet
I already noticed in the chapter before, that recommendations of other people about experience goods are very important on the Internet. The Internet opens many ways for the cultural sector. Especially the movie sector, where producers make a lot of use of this new promotional media. Producers promote their movies online, but they are strongly supported by the social networks arising around the movie industry on the Internet. In a article of Farchy , he notices that ‘Internet offers us the choices and the power to decide for ourselves.’ Everyone is free to do and say what he/she wants. There are no limits. And that is what we see back in the social networks on the Internet. Internet is also called the network of networks. It is an important place for valorizing and exchanging information, goods and services. (Rochelandet in a Handbook of cultural Economics by R. Towse, 2003) 
There are four kinds of networks or communities on the Internet according to Armstrong and Hagel(2000). These are:

-communities of transaction, the buying and selling of goods and services

-communities of interest, people coming together to interact about topics of interest
- communities of fantasy, this allows people to create new personalities, stories of fantasy or environment 
-communities of relationship, where people exchange intense personal experiences, mostly anonymous. (Armstrong & Hagel in Knowledge and communities by Lesser, Fontaine and Slusher, 2000: 85)
The community central in this research, is the community of interest. Forums where people interact about movies. This means that people do not involve in such a network only for buying intentions, but they can get information about the movies and can do whatever they want with it. 
The Internet is the ultimate place where network effects originate. A network effect is the effect that the number of users who are in the same network has on the utility of a product. (Kretschmer, Klimis & Choi, 1999) In the virtual world are the forums a good example. The more people post reviews or opinions, the more information people can get about a product, like a movie. The utility of the forum will grow. The Internet has made it easier to join networks. Hutter already said: ‘The local real communities will lose membership and communication intensity to the expanding global virtual communities.’ ( Hutter in A Handbook of Cultural Economics by R. Towse, 2003: 268) When a certain network reaches a growing number of communication partners, the utility of a network will probably grow slightly. This works especially for experience goods, where uncertainty plays a big role. When there is a case of uncertainty about the quality of a product, social contact determines preferences. ( Hutter in A Handbook of Cultural Economics by R. Towse, 2003: 268-269) Further, in this case of uncertainty a possible consequence is the origination of an informational cascade. People follow the behavior of people of those ahead of them, without regard to their own information. But the social contagion effect could change in another direction when an expert, who knows more about a product or experience introduces another opinion. (Bikhchandani, Hirhleifer and Welch, 1992: 992) Because there are a lot of opinions on the Internet, it is likely that an information cascade won’t happen very soon. But on the other hand we see a lot of conformity of behavior in the networks on the Internet. To go back to the example of the forums, this means that because of the network effect, more people like to join the network and get a higher utility from the network. When the people posting their opinions are enthusiastic about a certain movie (which is a case of uncertainty), the other people reading it will take over that opinion and want to watch that specific movie. In this case social networks on the Internet stimulate more people to watch or watch not a certain movie.  But at a certain proportion the social contagion effects will stabilize and more communication partners won’t have any effect anymore. ( Hutter in A Handbook of Cultural Economics by R. Towse, 2003: 268-269)
When you talk about social network effects, its more about the desire to be part of the group and to be able to talk about the same subjects. This means that you want to see a movie other people saw because you want to be in the discourse. (Kretschmer et a. 1999) This stimulates people to join a network on the Internet and talk with other people about certain movies and get more information. Being part of a social network, means being part of the conversation. Interesting in this research is how these characteristics of online social networks influence consumers to use those networks. But these motivations will be discussed more extensively later in this thesis.
4.3 A question of trust and its consequences
A noticeable development we can see when we look at the changes in consumers preferences since the Internet, is that the movies discussed in the forums, are mostly the popular ones. On the Internet it is much easier to see which movies are the popular ones, because you can get information about the amounts of people who have watched the movie. And this stimulates other people to see the same movie. This is called the ‘steep tail’ effect. This only happens when customers infer high quality from high popularity. (Tucker & Zhang, 2007) The more difficult high quality movies won’t be easy discussed on the internet by the mass. The experts are the people who give the public new insides and get to know also the unknown but very good movies. This will become less, when people only base their movie decision on information and opinions they find on the Internet.  An interesting point that Peterson and Merino (2003) make about the difference between experts and the mass is that experts will have the intention to look for more information than the mass, because they are aware of more attributes and they are able to formulate specific questions about the object or experience. But the mass instead will more often seek out the opinions of others. (Peterson & Merino, 2003: 116) What will end up in less attention for movies, which asks for more background knowledge.

The question is then, do people see popularity as a measurement for quality or are they still influenced by the judgments of professionals? When people have to make a decision in a situation of uncertainty, like experience goods, they attend to base their decision on people who know about it. These are the experts. (Urrutiaguer, 2002, 186) This is how they think to measure quality. But now it also seems to be the case that people trust other peoples judgment. This trust is strong enough to influence their decisions. 

When people are influenced by others opinion about movies, this means they trust these other people. Golbeck (2006) has done some research in the field of recommender systems, with a focus on the trust relationship in social networks. She uses social trust as the basis for a recommender system. (Golbeck, 2006: 94) This means the more people show correlations between opinions, the more they trust the recommendations and ratings of that person. This shows us that people’s decisions are not necessarily influenced by experts. They value other people’s opinion with the same kind of interest also very high even when they don’t know this person personally. But is this influence higher than the influence expert reviews have on the movie going public? People know that experts have more knowledge about the quality of movies. But it is possible that you trust people, who are on the same level as you, with the same knowledge, even more for movie recommendations, than those expert reviews, because the mass has the same view on movies as you have. Bickart and Schindler (2001) notice that the trust in other people in online communities is very strong. They show how strong the influence of discussions within online communities, such as forums, bulletin boards and listservs are on consumer behavior. Also Chevalier (2006) did research after the effect of reviews on consumer behavior.  The authors examine the effect of consumer reviews on relative sales of books at Amazon.com and Barnesamdoble.com. The results important and useful for my research is that an improvement in book reviews leads to an increase in relative sales at that site. This means that reviews do influence consumer behavior. They also found out that the impact of one-star reviews is greater than the impact of five-stars reviews. And the last one is that customers read the whole review text rather than relying only on summary statistics. ( Chevalier, 2006: 345)

Further, Bickart & Schindler (2001) also point out, just like Golbeck (2006) that Internet forum information is quite trustworthy and this could lead to a greater persuasiveness of that information. The opinions and accounts of personal product experiences found on an Internet forum are likely to be judged to be from trustworthy sources, because their authors are fellow costumers, perceived to have no vested interest in the product and no intentions to manipulate the reader. Information exchanged on the Internet forums may also be more relevant to consumers. The perception that a source is similar to the receiver can also lead to a persuasive influence. This does not only count when consumers share the same lifestyle or have the same demographics. The fact that they are fellow consumers is already enough. Internet has also a greater ability to generate empathy among readers. The stories and recounting of personal experiences could directly generate some similar feelings in the minds of the readers. (Bickart & Schindler, 2001: 32-33) This means that not only recommender systems, which are based on a trust relationship, have influence on people’s opinions or decisions. Also forums, where no further information about the persons who post is available, or without more interest from the reader about the background of the people who post their opinions, are very trustworthy. This is because of the fact that they are both consumers, which is already a basis of trust. 
4.4 Online word- of- mouth communication
Bickart & Schindler (2001) argue that online discussion information is a part of word-of-mouth communication. This communication has long be recognized as very powerful in consumer behavior. ( Bickart & Schindler, 2001: 37) Noordman (2007) also mentions the fact that especially for the experience goods as theatre and movies, word-of-mouth communication is most effective. (Noordman, 2007) Online word-of-mouth communication can be defined as ‘any positive or negative statement made by potential, actual, or former customers about a product or company, which is made available to a multitude of people and institutions via the Internet.’ (Hennig-Thurau et al. 2004: 39) But the written word-of-mouth differs from the spoken one. First it offers the consumer the ability to acquire the information at his/her place. The ability to refer back to online discussions might enable the consumer to absorb a greater amount of personal information and to acquire this information in more detail. And it has the potential to facilitate our attempts to understand how personal information is able to exert its powerful influence. (Bickart & Schindler, 2003: 37) More advantages are that information can be freely and easily accessed by consumers and they can exchange opinions on products, companies and services with people over the whole world in real time. ( Duan, Gu, Whinston, 2008: 1007)

When we look at the producer two more dimensions can be added. It offers unprecedented scalability and speed of diffusion. This means that with one opinion on the Internet you can reach a public of thousands of people. The public opinion is spreading faster, which you can see back in the revenue numbers. The other dimension is persistence and measurability. In the old word-of mouth the subject and opinions can suddenly disappear. While in the online communities the subjects and opinions can be found back, in for example review sites or discussion groups. This makes it measurable for organizations, because you can read it back. (Dellarocas et al. (2004): 3)

But there are not only advantages when speaking about the word-of-mouth communication. It seems not to be the best strategy for community content, what we can read in the text of J.A. Chevalier and D. Mayzlin (2006). First of all we are not sure why people take the time to provide reviews, for which they don’t receive something in return. But Chevalier and Mayzlin are not quite right here, because later in this thesis we can read that we are familiar with some motivations and that those can have positive influences on peoples decisions. Another important disadvantage Chevalier & Mayzin (2006) mention when studying the value of word of mouth communication , is that consumers choose to read a book or watch a movie only when he or she believes that there is a high chance of enjoying the experience. This means that the people who write the online user reviews will have a positive bias in their evaluation, compared with the general public.  ( Chevalier, 2006: 345) This will probably stimulate other consumers more to watch a certain movie. 
Despite the negative notes about word-of-mouth communication of Chevalier and Mayzin (2006)  Dellarocas et al. (2004) did a couple of important findings. Online ratings can be considered as a useful proxy for word-of Mouth about products. They are a good representation of the opinions of the population at large. ( Dellarocas, 2004: 4) It is important to mention here that criteria used by consumers in product decisions or choice drivers are influencers of the impact of word-of-mouth. (Chatterjee, 2001:7) Another interesting finding of Dellarocas et al. (2004) is that movie reviews constitute a measurable proxy for word-of Mouth that can be exploited by studios for revenue forecasting and planning. (Dellarocas, 2004: 4) Does this mean that people make a lot of use of the online communities, if they could be a predictor of movie revenues? It doesn’t have to be, because it just represents how people in general think about the different movies. The other part of the research shows us an even more important inside for this thesis.
They did also research after the correlation between critic scores and word-of-mouth scores from three sources: Yahoo! Movies, IMDB, and offline word of mouth collected from the survey. The scores are relatively low. This means that the information given by the expert movie critic reviews is substantially different from the information provided by word-of- mouth. ( Dellarocas, 2004:15)The weighted averages of user ratings were more informative in predicting future revenues than averages of professional critic reviews. ‘This finding supports the viewpoint that online forums are emerging as a valid alternative source of information to mainstream media, replacing our societies’ traditional reliance on the ‘ wisdom of the specialist’ by the ‘ knowledge of the many’. (Dellarocs, 2004: 30) This shows us that those communities must have a huge impact and that the roles of experts versus mass could be changed.
When we take a look at more researches done in the field of word-of-mouth, we see some confusion. One result is that online user reviews have a significant influence on sales, while others say it hasn’t. The general diagram they use is the one of Chatterjee (2001). Chatterjee (2001) made a diagram in which we see which processes are involved when consumer access word-of-mouth information or online reviews. (Chatterjee, 2001: 8)

Figure 1 Online word-of-mouth information effects
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(Chatterjee, 2001: 8)

But this diagram doesn’t seem to be the right one according to Duan et al. (2008) According to them, the reason that other studies confuse us, has three reasons. The first one is that some studies focus on persuasiveness effect and some on the awareness effect. Persuasiveness effect of a user review is the way it influences a consumer’s assessment of product quality. Awareness effect increases product awareness among consumers. This gives in the end different results. Another reason is that word-of-mouth is besides that it is the driving force of consumer purchase, it is also the outcome of product sale. And the last one is that earlier researches do not control for the intrinsic product heterogeneity. That’s why they can’t tell if the differences in product quality or the effect of word-of-mouth creates the differences in product sales. (Duan et al. 2008: 1008) Duan et al.(2008) control for all these reasons in their research. 

They chose for the movie industry to study online word of mouth for different reasons. The price is not an influencer of consumers’ purchasing decisions, because the prices are determined in the local markets. Further, like earlier said, rely a lot of people on word-of-mouth when purchasing movies.

In the research of Duan et al. (2008) we can read that online user reviews show as well an overall rating and a detailed review. Online user reviews increase mostly the awareness effect in communities that are previously unaware of the product.  Further Duan et al. (2008) expect that the volume of online user reviews in a community are an indicator of the underlying word-of-mouth effect of that movie. (Duan et al. 2008: 1010) This all means that higher ratings do not lead to higher sales, but the volume of online reviews is significantly associated with movie sales. Consumers are not influenced by the persuasiveness effect of word-of-mouth. But they do are affected by the awareness effect, which is generated by the underlying process of word of mouth. The volume of online user reviews shows that more people have become interested in the movie and are aware of it. This stimulates the word-of-mouth and with that the box office revenues. (Duan et al. 2008: 1015) More postings of user reviews on one website could also stimulate peoples interest in a certain movie and make them aware of it, which stimulates word-of-mouth and influences the box office revenues indirectly.   

As a consequence of this research the diagram of Chatterjee (2001) should be changed.
Figure 2 Online word-of-mouth information effects
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(Chatterjee, 2001: 8)

The more access there is to word-of-mouth about a movie, the more people become curious and become aware and talk about a certain movie. It is not surprisingly that the outcome of all researches is that online user reviews do influence consumers behavior. Being a participant in an online social network is a voluntary and conscious decision. And that is why they are more powerful than traditional reference groups, like friends or peers. (De Valck, 2005)

The influence on people’s awareness, evaluation and purchase intention also depends on the time being spend by the decision maker in online social networks. De Valck (2005) found out that when consumers spend a lot of time in the online social network, they are more influenced in their decision making than members who visit the network occasionally. (De Valck, 2005) Some researchers found out that participants in online social networks are more passive than active. But the people who are actively posting their experiences and opinions try to influence strongly other participants knowledge, attitude and behavior. (De Valck, 2005)
4.5 Expert opinions v.s. the mass 

We are already aware of the fact that everyone’s opinion can be read in those networks on the Internet. People used to choose a movie, besides other sources, based on expert judgments. People read critics in papers, magazines, radio and television and based on those judgments people became interested in a certain movie or not. (Bikhchandani, 1992) But on the internet this great position of the experts is reduced. Expert opinions do not seem that important anymore. The critics who are employed by respected institutions were the gatekeepers of culture and judged the quality. (David & Pinch, 2005: 1)But at this moment judgment from the mass seems to take this over on the Internet. Those judgments can  be read in the forums on the Internet where we can find people’s opinion about movies. That is why I will compare in this paragraph expert opinions and mass opinions in a more extended way.

There are three kinds of reviewers. The first ones are the critic reviewers, who are a source of product information. (Reinstein & Snyder, 2005: 28)  Critics are defined by Cones (1992): ‘persons usually employed by newspapers, television stations or other media who screen newly released movies and provide their subjective views and comments on the movie for the public’s information’. (Cones, 1992, in: Eliashberg & Shugan, 120 in Film Critics: Influencers or predictors?, 1997: 70) Especially for experience goods, critic reviews are a good way to make the good more tangible. That’s why it is often used in the cultural sector, like theatre, movies, books, concerts etc. You pay a price for something you don’t know the quality of in advance. After you have seen the movie, you can judge if it was worth the price, but the problem is that you can’t return your money. That’s why people collect as much information as they can, before they decide to visit a museum or see a play. (Noordman, 2007) As said before expert reviews are a good information source. Experts judge independently and tell their opinion to help other people decide whether they should see the movie. Because they are a private party, they are also superior to other information provided by the firm, when people make a decision. (Reinstein & Snyder, 2005: 28) One other huge advantage of expert reviews is that those reviews are most credible, because they are based on knowledge. (Wang,2005:403) 

The second one is the expert-user reviewer, who write online reviews of quality according to the consumers. (David & Pinch, 2005:22) And the last one is the online mass user reviewer. Who doesn’t have any expertise. The last ones are both not certified. But the most important difference between them is the reputation of them. That is why online reviews on the Internet are also called the reputation-economy. The expertise of the online reviewer depends on its participation and on the evaluation of that participation by readers. ( David & Pinch, 2005: 8) Because of the large variance in the quality of the online reviews, these reviews become very untrustworthy. It is difficult to measure the actual quality, because there are still no practices and norms which are stabilized in this field and which controls this reputation-economy. (David & Pinch, 2005: 2-3) As in the world of the traditional expert reviews, authority and expertise is clear, this is in the online review world a problem. The only measurement for expertise and authority is for the latter next to the basic language skills, the participation, which measures on his turn the reputation of the reviewer and which stands for expertise and authority in the online-reviewers world. (David & Pinch, 2005: 7-8) Reputation seems to be the most important element in online social life. (Lim, 2006:1182-1183) People need to trust each other and building a good reputation seems t be the only method to get this trust. 
Although this reputation factor is very important for online reviews, I won’t make any difference between expert-user reviewers and online mass user reviewers in my research. I will only make a difference between the trust in online user reviews (includes as well the expert-user reviewers and online mass user reviewers) and expert reviews. This is because it is very difficult to measure the reputation factor of online reviewers in a survey. My research would become too extensive. Further I am more interested in the difference between the influence of a social network on consumers behavior and the influence of only the expertise of the expert reviews. Also the trust in total strangers without knowledge is what I find very interesting. That is why the division in online user reviewers and expert reviewers should already be enough to get a better understanding of the preferences of consumers for certain reviews and the reasons for this.    
In this thesis we have already noticed that people who have to make a movie decision, do not feel much connected to the expert reviewers. While the online user reviews give people the feeling that they are on the same level and those people think that these online user reviewers share earlier the same opinion. Experts have more knowledge, but maybe this knowledge is not of any relevance for the mass. The mass do not look at film editing techniques or camera views. They probably have a different idea of quality than critics.(Reinstein & Snyder, 2005: 29) Reinstein and Snyder(2005)  did some research in this field and found out what the influence of expert reviews on consumer demand for experience goods is. In this study it is difficult to determine whether the review or the quality of the movie is responsible for high demand. (Reinstein & Snyder, 2005: 28) Though they found out that the positive expert reviews have an influence effect on movies, but differs strongly across different categories of movies. The influence is stronger for movies with a narrower release and for drama’s and less strong for movies with a wider release and for action movies and comedies. The reason that consumers base their decision for ‘ artistic’ movies more on expert reviews than for ‘popular’ movies is according to Reinstein & Snyder (2005) perhaps that people already have enough quality information for the latter from advertising and press reports or like said earlier it is because of the different idea about quality of the consumers for the ‘popular’ movies. It seems reasonable to think that people still make their decision with help of expert reviews when they want to  watch an ‘artistic’ movie. In my research I should take this into account to see whether the role of experts have been changed or if they have still this high influence on this category of movies.  (Reinstein & Snyder, 2005:30)
Expert reviews seem to have a huge impact on people’s decision when they want to see a movie. But we should be careful here. We already found out that online reviews have a strong awareness effect because of the number of online user reviews of a movie on a website. (Duan et al. 2008) The persuasiveness effect was not very strong. Reinstein & snyder (2005) say that expert reviews influence people’s decision, but also here two kinds of effects should be separated. And this is what Eliashberg & Shugan (1997) did in an earlier research. They asked the question what the role of critics is in predicting and influencing the commercial box office revenues of films. You would expect that critics have the greatest influence on those revenues in the beginning of the film release, because they make people aware of the movie. There are few other sources, like advertisements, but independent sources like word-of-mouth is not working yet in this begin stage. This is also what Eliashberg & Shugan (1997) predict in their research. But their results tell something else. 

They identify in their research two possible critics’ effects. The first one are opinion leaders. In this case they influence their uninformed audience in their opinion about a movie and with that the commercial box office revenues of the motion pictures. And secondly they could be predictors. This means they don’t have a significant influence on box office revenues. In this view, critics represent their audiences and predict whether the viewers would like the movie. Other sources have in this case more influence, like word - of- mouth, trailers or advertising ,and so on. The role of the review becomes then providing entertainment or news. (Elashberg & Shugan, 1997: 74-75)

Eliashberg and Shugan (1997) find a significant correlation with late box office revenues and not a significant correlation with early revenues. They suggest that other factors motivate moviegoers more to attend a movie. This means that they don’t have an opinion leader role, but film critics seem to be more a leading indicator for estimating the success of a film. (Eliashberg & Shugan, 1997: 68) From the literature they found about critics’ reviews and their effects, they learned that the reviews could indicate only moviegoer taste. ( Eliahberg & shurgan, 1997: 70) But we need to be aware of the fact that this indication is less effective than that of online user reviews, as Dellarocas (2004) found out in his research.
Whether consumers use expert reviews or online user reviews depends on the criteria consumers use. Movies have a hedonic consumption characteristic. This means audiences of movies may have idiosyncratic tastes and therefore follow the recommendations of other consumers differently. (Wang, 2005: 409) In a  research of Wang (2005)he found out that although expert reviews are more credible, consumers decide which movie to see mostly on positive online user reviews and online users credibility when they are already interested in the movie. (Wang, 2005:409) This could differ for different kind of movies. Some consumers see the opinions of critics as revelation of elitist preferences and they indicate this as a negative value. This means that some prefer the mass opinion. The mass-market products will probably have a higher influence of the online user reviews and the elitist markets will get a higher influence of the specialist critic. (Cameron, Criticism in the arts. In: A Handbook of Cultural economics, by R. Towse, 2003: 164-165) This separation could also be made in the film industry. This means that consumers of some ‘artistic’ movies will use the expert reviews as an information source and the more ‘popular’ movies will use the online networks as the main source.

Throughout the literature I found out that critic reviews have just like online user reviews a predictor role. They tell if the movie will become a success or not. But this doesn’t mean that it has no influence at all on the decision making of the consumer. It is an information source, which makes the movie more tangible. (Noordman, 2007) This is needed for an experience good. It doesn’t matter whether the review is positive or negative, it just gives the audience more information and in that way it helps the moviegoer in their decision. Although we should keep in mind that this influence differ for each movie critic, because critics with a good reputation have more influence than the newcomers. (d’Astous & Touil, 1999: 681) For online reviews this is different. In a research I already discussed, they find evidence that the volume/number of reviews is more important than the reviews themselves. This means that the effect of online reviews should be high when you find a lot of them about a certain movie, regardless of their index. This can also be supported by the theory of informational cascades. Because there are more online review postings than critic reviews, a social network can arise around online user reviews and because a movie is a case of uncertainty, people will take over others people opinion and will watch the same movie. This means that because of the  existing network on the Internet, the effect should be much stronger than that of expert reviews. 
4.6 The choice of the Information source

In the research of Lim (2006) they confirm that that the most important factor when selecting a film is the recommendation of a friend or somebody they know. But also reviews and ratings are helpful for their decisions. (Lim, 2006: 1186)  Ratings have even been shown to be most influential in consumers decision in comparison to online user reviews. (Wang,2005:403) Further do prejudices and past experiences influence this. (Lim, 2006: 1186) You can see that the decision depends on a lot of factors. Consumers do not just choose an information source to inform themselves about a service or product. Different factors influence their decision for this source. According to O’Reilly (1982) six factors influence peoples decision for an information source. These are:

-Quality of information

- accessibility

-trustworthiness of the source

- more uncertainty about the product requires more information use

- the same is true for complexity

-characteristics of the decision maker( O’Reilly, 1982: 758-759)

These are general factors, which are important when people have to decide what kind of information source they need. But we need a better focus on recommendations of others as an information source. These are the expert judgments and the online user reviews for example. The following research is concentrated on these kind of information sources and gives a better understanding of why consumers prefer one information source above the other.

 Duhan et al. (1997) did research after why consumers make use of word-of-mouth recommendation sources.  They separate different decision heuristics. On the one end you have the independent decision processes. Consumers make a decision by themselves by comparing the alternatives and the attributes of the product or service. And on the other end are the dependent decision processes. In this case the decision maker selects someone who serves as a decision ‘surrogate’ for him or her. In between those two end points are recommendation-based heuristics. The decision maker obtains recommendations to reduce the amount of information needed to make a decision, like reducing the number of alternatives that must be considered or to reduce the number of attributes.( Duhan et al. 1997: 283) When we relate this to our research, we can say that the expert judgments will be used in the dependent decision processes and the online user reviews will be used in the recommendation-based heuristics. Those different information sources can be as well weak-tie sources as strong-tie sources. It dependents on how strong the relationship is between the decision maker and the information source. Weak-tie sources are the experts, which are more likely to have more expertise and can give the decision maker good information. The strong-tie sources on the other hand influence the personal aspects of the decision. (Duhan et al. 1997:284) According to Duhan et al. depends the choice of consumers for the kind of source they want to use, first of all on the prior knowledge level, which can be objective, subjective or experience based. Subjective prior knowledge is the consumer self-assessment of product domain knowledge. The influence of the opinion of the rest of the population is then huge. Objective prior information is based on actual content and organization of knowledge held in memory. (duhan et al. 1997: 287) For a movie this could mean that the consumers know how certain actors play or they are familiar with other movies of the director. The experience-based prior knowledge can be defined as how many experiences the decision maker has with movies. Secondly, consumers also depend their choice on task difficulty. This means how ‘overwhelming’ the decision task is for the decision maker. Are there a lot of alternatives from which a choice is to be made and/or are there a lot of attributes on which a choice is based?  (Duhan et al. 1997:287) When you go to the cinema there are always a lot of movies to choose from. Also the attributes, like which genre, which actors or director are enormous. This makes movies a high task difficulty. The last influence on the decision of the consumer are the types of information, which can be instrumental, which is related to the more technical or performance oriented aspects of the product, or affective, which is related more to the aesthetic aspects of the product. (Duhan et al. 1997: 287)

Because of the trust element in the social networks on the Internet, what I discussed earlier in this research, we can say that there is a strong-tie between the decision makers and the online user reviews. According to Duhan et al. (1997) the decision makers will choose for this information source by high task difficulty and by all kinds of prior knowledge. They will choose for the experts when they find instrumental cues important in a movie and when they have subjective prior knowledge. I already mentioned that movies include high task difficulty and for most movies affective cues are likely to be most important for most people. That is why online user reviews, the strong-tie sources, are more likely to be used for movies than expert judgments.
It is also important to see what consumers influence in their choice for a movie, because, according to Wang (2005), whether consumers use expert reviews or online user reviews depends on the criteria consumers use. The different preferences for criteria could be linked to their preference for the online user review or the expert review. Psychological variables, like consumer expectations, latent product interest and post consumption responses, seem to have most influence on the choice decision of experience goods. (Neelamegham & Jain, 1999: 384) This means that consumers base their decision mostly on their personal taste and their previous experiences with the experience good. Prag and Casavant (1994) add some more to this. The quality of the movie (judged by critics and ratings), being a sequel, star power and winning an Academy Award make movies a financial success. Also advertising is very important for this success. In this advertising the type of movie, the genre, and the stars acting in the movie are the most important information. (Prag & Casavant, 1994: 227) This means that stars and genres are also important choice influencers for consumers. One other important influencer is the director of the movie, which is noticed by Ainslie, Drèze and Zufryden (2005). According to them have the actors a direct influence on consumers choice and the director an indirect influence. (Ainslie et al. 2005: 516)  
Whether a movie becomes a financial success depends mostly on quality according to experts, being a sequel, star power, awards and genres. This kind of information can be found as well in online user reviews as expert reviews. But there could be a relation between which criteria people find important and choosing a movie and which review they use. Off course it depends on the kind of movie again what consumers find most important when they choose a movie and this means that we have to separate again between the ‘popular’ movie and the ‘artistic’ movie.

4.7 Motivations and consequences  of the use and creation of online user reviews

The last thing that is interesting is this research, is to see why people like to involve in consumer-opinion platforms. This gives us more insight in this field. We can better understand the differences between expert reviews and online user reviews as information sources because we get an answer to what the reviewers motivate and how they write. This influences the decision of consumers in which review they want to use. In a research of Hennig-Thurau, Gwinner, Wlash and Gremler (2004) they tried to find out what people motivate to articulate themselves on the Internet. It seems to be that consumers’ desire for social interaction, desire for economic incentives, their concern for other consumers, and the potential to enhance their own self-worth are the main factors which motivate people to articulate themselves on the Internet. But the motivation of the expert-user could also be different.  Their motivation could be that they hope, they might break into the off-line world of paid reviewing. (David & Pinch, 2005: 22)
Those motivations are different from critics who write reviews. They like to spread their knowledge about for example movies and have an economical interest, because it is their work. ( Eliahberg & shurgan, 1997) They get paid for it, but what they find most important is that it adds to their identity as authors. (David & Pinch, 2005: 22) For these reasons it guarantees quality. This is also a reason for why people can identify in a better way with people who write online reviews than the critics. The latter write how they experience the experience good, where emotional effects such as fantasies, images and arousal obtained from the product are very important. (Hirschman & Holbrook, 1982 in Film Critics: Predictors or influencers? Eliashberg & Shugan, 1997: 69) While critics’ do not only  use their emotional affects. They are professionals and have next to the emotional feelings a more technical way to look at movies. Expert reviews and online user reviews can both be helpful in the decision making process of the consumer, but both in different situations. Expert reviews are helpful when technical matters are seen as important, because an expert can look deeper and provide a more useful evaluation. But online user reviewers provide their direct experiences and will be easier to find. (Lim, 2006: 1185)

In the text of Hennig-Tureau & Walsh (2004) they take a look at what consumers motivate to involve or make use of consumer-opinion platforms. They use the term opinion platforms for places on the Internet where people can tap articulations of other consumers on services, products and companies. The functions are that consumers can read the experiences and opinions with products or services of other consumers. But besides this verbal account of a consumer’s experience, they also give a rating, which is visible to the other readers. This means that readers can assess the quality and trustworthiness of individual contributions. (Hennig-Tureau & Walsh, 2004: 51-52) 

Hennig-Tureau and Walsh (2004) find out that five motive factors are reasons for customers to read virtual customer articulations. In the next figure the main motives are included. These motivations are an expansion of the diagram of Chatterjee (2001). Because motivations for using online word-of-mouth communities seem also to have some influence on communication behavior, like for example that it stimulates word - of - mouth. But we also see that those motivations can have influence on buying behavior and do not only have an awareness effect. This is because Duan et al. (2008) do not take into account in their research about the awareness effect and  the persuasiveness effect, the influence of the network and its characteristics. We already found out that networks can have certain consequences, like network effects or social contagion.  The motivations for being in such a network are very important for how a network works and how a network develop and what its consequences are. And this is what we see here.
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coefficients of the alternative model. n.a. = not applicable. ((Hennig-Tureau & Walsh, 2004:64)

All motive factors have influence on as well the change in buying behavior as change in communication behavior. But the impact on both differ with every factor. With buying behavior they mean that it has influence on whether a costumer will buy the product or not. Change in communication behavior means that the factor can influence whwther they will tell others, like friends or family about the product or service or not. Obtaining buying related information has, as you can see in the diagram, most influence on change in buying behavior. Social orientation through information means that people like for example to compare their own evaluation with others or like to read that they are not the only one with that problem. This has as well influence on change in buying behavior as change in communication behavior. Further community membership means that you like being part of a community or you like to know what is new, which has most influence on change in communication behavior. Then remuneration means that you get a reward for reading and evaluating contributions, which has most influence on change in buying behavior. And the last motive, to learn how to consume a product, means that the articulations help to find advice and solutions for your problems. This one has most influence on change in communication behavior. (Hennig-Tureau & Walsh, 2004: 59-62)

This model about motives for reading consumers articulations on opinion platforms on the Internet is comparable with the online user reviews about movies. Change in buying behavior, means here whether the motive factor will stimulate people to see a certain movie or not. The change in communication behavior stays the same. Not all the motivations could be used for a model in the movies. But change in buying behavior (does it influence people’s decision on which movie to watch?), social orientation through information, community membership and remuneration are also motives for consumers to use a forum about movies. Looking at the motives for using online user reviews and their consequences is interesting, because we can get more insight in how important this information source and its existence in a online social network is for consumers.
5 Methodology

5.1 Kind of research

To be able to answer my main question, I will make use of quantitative research. ‘Quantitative research is meant to be used for analyzing numerical or numerical information that can be reduced to data, like numbers, measures or appearance of observed symptoms. Important is to trace characteristics where groups differ from each other and of contexts between characteristics and/or symptoms ‘ (t’ Hart, Boeije, Hox, 2005: 113) In my research I want to see first of all if there has been a change in use of reviews. I can research this by asking people what they prefer, the expert review or the online user review and see what impact this use has on their consumer behavior. Further I do not only want to answer if the use of reviews has been changed, but also why people prefer one and not the other. Quantitative research is here very useful, because I want to see how people using different kind of reviews differ from each other and get more insight in their motivations for this use. A big advantage of quantitative research is that I can get information from a huge amount of respondents. It is also very easy, because of the same questions, to statistically compare different groups with each other. Further, the preparation of quantitative research takes a lot of time, but the processing not so much. This in comparison to qualitative research. (Baarda, de goede & Kalmijn, 2000: 6-7) 
Also qualitative research seems to be a good research method for this thesis. The description of people or situations are in this kind of research important. So that the reader can understand what people motivate and that the reader gets a better idea about a specific  situation. (t’ Hart et al. 2005: 113) But in my research I want to reach a huge amount of people, because I want to separate between groups and qualitative research is too time intensive for that. I can’t generalize the results of an interview.
My quantitative research will be a survey. Survey’s are comprehensive descriptive researches. Describing behavior of people in society could be one goal of this kind of research. It is also possible to explain behavior with a survey. (t’ Hart, 2005: 220) And this is what I want to do in my research. Finding an explanation for the change in use of reviews. My research units will be the movie going public. They will all get the same questions, because standardization is a characteristic of the survey. (t’ Hart et al. 2005: 221) Because my research is about the information sources people use before they visit the cinema and to have a higher chance that people make use of online user reviews or expert reviews and get an explanation for this, it is necessary that my target group is the movie going public. 
The advantages of surveys are that you can reach fast, easy and cheap a great amount of people. You can also collect in a very short time information about a lot of subjects. But the survey has also some disadvantages, like unreliability, because the answers people give could depend on coincidence. Answers could also be not valid. That happens when someone just heard for example that he got a new job. Everything looks better in that situations and your mood influences your answers. Another disadvantage is a selective memory. People have knowledge about their behavior that is different than it is in reality. Also social desirability could be a problem. People have the intention to show themselves in the best way and give answers  from which they think it will give a good impression. And the last one is non-response. (Baarda, de Goede & kalmijn, 2000:9-11)In this case, people do not fill in the surveys. 

I will do a written survey, because it is less time intensive and I can reach a lot of people. But also this kind of research has disadvantages:

· A lot of preparation
· Incapable for open questions and complex questions
· Can’t ask too many questions
· No control on the filling in
· A lot of not completed surveys
· A lot of non-response (Baarda et al. 2000: 15-16)

But advantages are:
· Cheap

· Easy to organize

· Anonymous

· Less sensitive for social desirable answers (Baarda et al. 2000: 15-16)
Considered that I have a limited time to do this research, a written survey seems to be the best research method, also despite the disadvantages. 

5.2 Research questions and survey connected
In my survey all research questions are covered and my hypothesizes will be tested. The survey is separated in different parts. It will start with some general questions. To get some more information about the person who fills in the survey and to be able to connect this with my results.
After this I ask some questions about the consumer behavior concerning movies and their involvement with movies. By asking people how often they go to the cinema, what kind of movies they visit, how difficult they find it to choose a movie and if they recommend others to watch a movie yes or no. These questions are important for the rest of the survey, because I can see how important movies are for the people and what they like. In the end these could give interesting results for reasons why people prefer one review above the other.  
After this some questions about how people orientate on the movie supply are being asked. This includes questions about the information sources they mostly use and aspects they find important when choosing a movie. The first question tells me how important expert reviews and online user reviews as an information source are for the people in contrast to other information sources. The other question helps answering the sub question: To which degree influence the criterion people have for movie selection the use of online user reviews and expert reviews?
After this it is time for some questions about the involvement of the people in social movie networks. These are questions about their use of those networks, the reasons for using this, how often they value movies online and how often they write reviews online. This will help me answering the following sub question: To which degree influence the use of social networks the use of online reviews? 
Also the use and demands people have on online user reviews and expert reviews will be questioned in the next couple of questions. These are questions about how often they read the different kind of reviews, whether or not this has influence on their direct movie choice or their recommendation to others, what they find important aspects for both reviews, how they appreciate the reviews and whether and why the kind of movie (arthouse or popular) influences the preference for a certain review. All the other sub questions will be answered here. These are:
- Do people appreciate expert reviews or online user reviews higher? Which one do they trust more?
-  What is the influence of the expert review or online user review on consumer behavior?

- Does the review influence the buying behavior or the recommendation to others?
- Has the kind of movie, popular or artistic movie, influence on the use of the reviews?

- To which degree influence the demands people have on information sources the use of online user reviews and expert reviews?

All my research questions can be answered with the questions in my survey. Some can be linked in the statistic program I will use. It will give in the end interesting insights in the use of the different reviews and the reasons for this use. 

5.3 Implementation of the research
To be sure I will hand out the surveys to my target group, I will ask cinema’s, like Cinerama, Lantaren/Venster, etc…to insert the link to my survey in their digital newsletter, they send out every week.  I have decided that I won’t give the survey directly to the moviegoers, because it takes a lot of time to fill in the survey and people don’t like taking that time when they are a day or evening out. Also the non-response will be higher when they have to send it back to me. That is why a survey on the Internet will be most easy for the people to fill in the survey. It is less time intensive and also easy to process. The non-response will probably be less. Because I need information about two different groups and research the use of those groups I need as well arthouse movie lovers as popular movie lovers in my survey and compare these groups. This separation is important, because being an arthouse movie lover or popular movielover has a strong influence on the use of and motives for using reviews. When I wouldn’t make this separation, I would miss an important influence on the use of reviews. In the end I want 100 arthouse movie lovers and 100 popular movie lovers, who have filled in my survey, to get a valid scientific research. 
5.4 Analysis

The way I wanted to reach my target group turned out to be very successful. In the end 309 respondents had filled in my survey. But some didn’t finish my research and already quite after the first couple of questions. Round 279 have finished the whole research, which is 79 more respondents than I needed. In the following table you can see some personal characterizations of the respondents defined.
Table 1.1

	
	
	Percent

	Gender
	man
	39,7%

	
	vrouw
	60,3%

	Age
	15-25
	35,9%

	
	26-35
	24,6%

	
	36-45
	16,3%

	
	46-55
	13,6%

	
	56-65
	8,0%

	
	66-75
	1,7%

	Most important activity
	Accomplish paid labour
	65,8%

	
	In education
	26,8%

	
	Housekeeping/ raising
	1,0%

	
	unemployed
	1,0%

	
	Longterm illness/disabled for work
	1,3%

	
	retired
	4,0%

	Education
	Primary education
	1,7%

	
	Lower general secondary education
	1,14%

	
	Community college
	11,7%

	
	Higher general secondary education
	9,0%

	
	Pre-university education
	14,7%

	
	college
	29,4%

	
	university
	30,1%

	
	other
	1,0%

	Film preference
	Popular movie
	52,3%

	
	Arthouse movie
	47,7%


Most important is the division in popular movie lovers and arthouse movie lovers. This is more or less even. More women (60,3%) than man (39,7%)participated in the research. Maybe women are more willing to help or fill in such a survey than man. Most respondents have an age between 15 and 35. This could be explained by the reason that younger people use more often the Internet and the research could only be filled in on the Internet. They also probably go more often to the cinema and therefore receive the newsletter more often than older people. Further the respondents are mostly higher educated ( college 29,4% and university 30,1%) and accomplish paid labour (65,8%).
Most questions will be answered with a separation in the groups arthouse movie lovers and popular movie lovers. I will look at the signification to see whether the two groups are statistically dependent of each other or not and whether the results of the tests I use are based on coincidence or not. Further I have chosen to look at the means, to see which answer has been answered most and to compare the two groups easy. Looking at the means has shown to be a better method than looking at the percentages, because the questions have mostly 4 answers. All those percentages are difficult to compare. Means show in which direction the respondents mostly tend to answer. This is important when conclusions about the whole group have to be made. The next question is: differ these groups significant of each other on personal characteristics? This way we can look at the influence of those characteristics on the results. 

The first characteristic is gender.
Table 1.2 gender divided by arthouse movie lovers and popular movie lovers 
	
	Gender 

	Cramer’s V
	0,063

	Signification
	0,280


With a signification of 0,280 these variables are statistic independent of each other. This means that those groups are even. Our two groups of arthouse movie lovers and popular movie lovers do not differ as regards the variable gender.  
The second charcateristic is age.
Table 1.3 age divided by arthouse movie lovers and popular movie lovers 

	
	Age 

	Cramer’s V
	0,424

	Signification
	0,000


With a signification of 0,000 these variables are statistic dependent of each other. The Cramer’s V is 0,424. With 100% we can say that our two groups of arthouse movie lovers and popular movie lovers differ from each other as regards age. This could influence other results.

When we calculate the means for each group of popular movie lovers and arthouse movie lovers, we can see clearly that popular movie lovers are younger with mostly an age between 26-35 than arthouse movie lovers with mostly an age between 36-45. 

Table 1.4 Means for age

	Movie preference
	mean

	Popular movie
	0,85

	Arthouse movie
	1,97


The third charcateristic is most important activity.
Table 1.4 most important activity divided by arthouse movie lovers and popular movie lovers 

	
	Most important activity

	Cramer’s V
	0,285

	Signification
	0,000


With a signification of 0,000 these variables are statistic dependent of each other. The Cramer’s V is 0,285. With 100% we can say that our two groups of arthouse movie lovers and popular movie lovers differ from each other as regards most important activity. This could influence other results.

Because the groups differ from each other, it is interesting to see where they differ. Popular movie lovers are mostly paid workers and arthouse movie lovers are mostly in education. 
Table 1.5 Means for most important activity
	Movie preference
	mean

	Popular movie
	0,42

	Arthouse movie
	0,72


The fourth characteristic is education.
Table 1.6 education divided by arthouse movie lovers and popular movie lovers 

	
	Education

	Cramer’s V
	0,257

	Signification
	0,011


 With a signification of 0,011 also these variables are statistic dependent of each other. The Cramer’s V is 0,257. With 99,99% we can say that our two groups of arthouse movie lovers and popular movie lovers differ from each other as regards education. This could influence other results.

Because also education differs between the groups popular movie lovers and arthouse movie lovers, I will also take a closer look where these variables differ. The highest completed education of popular movie lovers is mostly pre-university education and from arthouse movie lovers mostly college. Both groups are high educated. This means that it won’t have a huge impact on my research.

Table 1.7 Means for education
	Movie preference
	mean

	Popular movie
	5,26

	Arthouse movie
	5,68


The fifth one is how often the respondents visit the cinema. 
When we look at the means we can see that arthouse movie lovers go more often, 6 to 10 times a year, to the cinema than popular movie lovers, who go 3 to 5 times a year. This could influence how often the respondents read online user reviews and/or expert reviews.
Table 1.8  Means for visits to the cinema
	Movie preference
	mean

	Popular movie
	2,48

	Arthouse movie
	3,25


And the last one is how often people use online user reviews and expert reviews compared to other information sources for movies.

Graph 1.1
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In the graph you can see that most people base their decision on recommendations of friends, family and/or acquaintance when they choose a movie. Advertisement in magazines and papers and posters are also popular and further advertisement on television is a good information source for popular movie lovers. Expert reviews and online user reviews seem to be less used than others. And expert reviews even less than online user reviews, while testing the first hypothesis we make other conclusions. Further we see that expert reviews are used more often by arthouse movie lovers than popular movie lovers. Advertisement on television and radio are the only sources less used by arthouse movie lovers than expert reviews. 
The next step in my research is testing each hypothesis.
H1) People have more trust in online user reviews than in expert reviews
In the following graphs you can see that the respondents have more trust in experts (54,9%) than in other consumers (21,5%). 
Graph 1.2
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We can also split this into arthouse movie lovers and popular movie lovers. When we do this we still see that both groups have more trust in expert reviews. But especially the trust from arthouse movie lovers in expert reviews is very strong. 60, 4% trust the judgment of experts and only 17,9% of this group trust the judgment of other consumers. 49,7% of the popular movie lovers trust expert reviews and 24,8% of this groups trust the online user reviews . 
We can also look at the means and confirm this earlier conclusion. In the following graph you can see the means for as well the trust of arthouse movie lovers in expert reviews and online user reviews as the trust of popular movie lovers in those reviews.

Graph 1.4
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Table 1.10 Means for trust in expert reviews and online user reviews
	Movie preference
	Mean: trust in online user reviews
	Mean: trust in expert reviews

	Popular movie
	2,24
	1,64

	Arthouse movie
	2,51
	1,49


Popular movie lovers have more trust in expert reviews than online user reviews. 0 means that they have trust in the reviews and 4 means that they don’t have any trust. 1,64 comes closer to 0 than 2,24. The same conclusion is right for arthouse movie lovers. 1,49 comes closer to 0 than 2,51. Important is to look at the signification to see how useful those results are. Therefore I use the T-test. The statement ‘I have trust in the judgment of the online review’ is significant with 0,033. This means that both groups of arthouse movie lovers and popular movie lovers differ from each other as regards trust in online user reviews. The results give us extra information. But the statement ‘I have trust in the judgment of the expert review’ is not significant with 0,132. This means that arthouse movie lovers and popular movie lovers do not differ from each other as regards trust in expert reviews. But still we can say when looking at the frequencies of all respondents that people have more trust in expert reviews. With this hypothesis 1 is disapproved.
Now we know that the people have more trust in expert reviews, does this also mean that they find them most useful and read them the most? The following frequency table of how useful the respondents find the online user reviews and the expert reviews could give us some more insight.  

Table 1.11 How useful are online user reviews and expert reviews?
	
	How useful are online user reviews according to you on a scale of 1 to 10? (1 is very useful, 10 is not useful)
	How useful are expert reviews according to you on a scale of 1 to 10? (1 is very useful, 10 is not useful)

	N
	283
	279

	missing
	26
	30

	mean
	6
	6

	median
	6
	7

	mode
	5
	8

	Percentiles     25

                        50

                        75
	5

6

8
	4

7

8

	Std. Deviator
	2,386
	2,148


The means are for both even. Also the dispersal isn’t that much different from each other, when we look at the percentiles. The prefixes do not give us useful information. When we look at the frequency of the usefulness for as well popular movie lovers as arthouse movie lovers, we also see that the variables are not significant with 0,693 for the usefulness of online user reviews and 0,845 for the usefulness of expert reviews. Above all this, people could also have interpreted the way they should answer in a wrong way. Because it is not very obviously to think 1 as very useful and 10 as not useful. This is a mistake I made when making the survey. But for all those reasons I won’t use this question anymore.
I will now look at how often the respondents read online user reviews and expert reviews. I will do this with help of the frequency table. More people read sometimes (46,5%) or often (27,8%) expert reviews than online user reviews (38,9% and 10,8%). Also this could be split up in arthouse movie lovers and popular movie lovers. 

First we take a look at how often popular movie lovers and arthouse movie lovers read expert reviews.

Table 1.12 How often do you read expert reviews about movies?

	
	never
	sometimes
	often 
	very often

	Arthouse movie lover
	4,4%
	34,4%
	35,8%
	25,5%

	Popular movie lover
	17,0%
	57,8%
	20,4%
	4,8%


When we look at arthouse movie lovers and their use of expert reviews we can see that 61,3% read often or very often expert reviews. And only 25,2% of the popular movie lovers read often or very often expert reviews. 
We will do the same for online user reviews.

Table 1.13 How often do you read online user reviews about movies?
	
	never
	sometimes
	often 
	very often

	Popular movie lover
	49,3%
	35,3%
	11,3%
	4,0%

	arthouse movie lover
	40,6%
	42,8%
	10,1%
	6,5%


There is not much difference between the number of popular movie lovers reading online user reviews and the number of arthouse movie lovers reading online user reviews.  When we compare the percentages of this table with table 1.2, we can also conclude that more popular movie lovers prefer expert reviews than online user reviews. 
This could all be confirmed by comparing the means of the different groups. 
Table 1.14 reading online user reviews and expert reviews

	
	Mean of how many times do you read online user reviews?
	Mean of how many times do you read expert reviews?

	Popular movie lovers
	0,70
	1,13

	Arthouse movie lovers
	0,83
	1,82


Closer to 0 means less use of the reviews. This means that popular movie lovers do read more often expert reviews and the same applies to the arthouse movie lovers. This difference is even stronger. Popular movie lovers read mostly sometimes expert reviews, while arthouse movie lovers read mostly often expert reviews. But we also have to look at the signification to see how useful those results are. And then we see that reading online user reviews is not significant with 0,206 and reading expert reviews is significant with 0,000. This means that reading online user reviews does not much differ between the groups arthouse movie lovers and popular movie lovers and is not statistic dependent. 
Though we could take these results into account and look more at the frequency results of all respondents. Then people still prefer reading expert reviews above online user reviews. A reason for this could be a higher trust. To look for more reasons and see how some elements have influence on this result, I will do some more tests. 
Hypothesis 2 and 3: Consumers prefer expert reviews as an information source for ‘artistic’ movies and consumers prefer online user reviews as an information source for ‘popular’ movies, will now be tested.  

I asked the questions which review the respondents prefer for an arthouse movie and a popular movie in my survey. These are the results:

Table 1.15 Which review do you prefer for an arthouse movie?
	
	%

	Online user reviews
	32,6

	Expert reviews
	67,4


It is clear that the respondents prefer with huge difference expert reviews above online user reviews. This means that hypothesis 2 can be confirmed.
I also asked for reasons why the respondents prefer expert or online user reviews for arthouse movies. Most people prefer expert reviews, because of the expertise, experience and objective view they have. They also give more interesting information about the movie, like background information and see it in the right context. While online user reviewers often don’t know enough about arthouse movies and only write from what they feel when they watched the movie. They are very personal. Experts know what they talk about and base their opinion on a better ground than online user reviews and are with that more reliable. They also write from a bigger perspective.  

When people prefer online user reviews, this is mostly because they can better identify with those people. They look the same at the movie as you as a consumer, without much technical stories. Also that there are more online user reviews available close together gives you more opinions from different personalities and with that a better idée whether you would like the movie yes or no.  Also the reason that they are not commercial and therefore more reliable comes along now and then. Online user reviewers speak the same language as other consumers and are therefore important as a review. (see attachment 1)
Table 1.16 Which review do you prefer for a popular movie?
	
	%

	Online user reviews
	41,6

	Expert reviews
	58,4


This difference isn’t as clear as for arthouse movies, but still the expert reviews are in gross. This means that the hypothesis is disapproved. Also for popular movies people do still prefer the expert reviews. This means that hypothesis 3 is disapproved.  

Also here I asked the reason for why people prefer an expert review or online user review for popular movies. Most reasons were the same as for arthouse movies.  Expert reviews are more objective, give more information of higher quality etc… But reasons to use online user reviews are different. Popular movies don’t necessary have to be good. That’s why it is more interesting to know if the movie is nice to watch and online user reviewers are better in that than expert reviewers. There is also a bigger group watching popular movies than arthouse movies. Therefore you can read more and a variety of reviews. The respondents don’t find it necessary to get a profound review, also other consumers are able to judge about action and sensation. (see attachment)
Influence of criteria
I will now look at the influence of criteria people have on movies and see whether some criteria show more correlation with how often people read expert reviews or online user reviews. Because then we can see whether a preference for a criteria means also a preference for a certain review. Therefore I will use the spearman correlation coefficient, because the answers are on interval level, without a same amount of space between the answers. Before I will use this correlation I will first make a table with the means for each criteria. In this table we can see how important the respondents find each criteria.
Table 1.17 Means for criteria people find important when choosing a movie divided by arthouse and popular movie lovers
	
	Mean: Popular movie lovers
	Mean: arthouse movie lovers

	Actors
	2,34
	1,65

	Genre
	3,07
	2,96

	Director
	1,62
	2,19

	Emotional depth
	2,32
	2,85

	Special effects
	1,67
	1,04

	Montage and camera competence
	2,23
	2,58

	Awards
	1,62
	1,65

	High quality judgment of expert
	2,20
	2,49

	Foreknowledge
	2,20
	2,21

	Popular under a big public
	1,89
	0,90


Popular movie lovers find in general actors, genre, emotional depth, montage and camera competence, high quality judgment of the expert  and foreknowledge most important. While arthouse movie lovers score high on also genre and even higher than the popular movie lovers on emotional depth, montage an camera competence, high quality judgement of the expert and foreknowledge. They also find director obviously more important than the popular movie lovers, but they score very low for ‘ the movie is popular under a big public’ in comparison to popular movie lovers, what makes all sense.
I will now use the spearman correlation coefficient to see whether or not people read more often expert reviews or online user reviews when they find certain criteria very important. 

Table 1.18 correlation between criteria for a movie and reading online user reviews
	
	Spearman
	signification

	actors
	0,012
	0,837

	genre
	-0,123
	0,038

	director
	0,180
	0,002

	Emotional depth
	0,044
	0,455

	Special effects
	0,021
	0,728

	Montage and camera competence
	0,030
	0,608

	Awards
	0,045
	0,450

	High quality judgment of the experts
	0,075
	0,207

	foreknowledge
	0,000
	0,998

	Popular under a big public
	-0,077
	0,197


When we look at the table we see only two criteria which people find important when watching a movie and which are significant when we look at the correlation with how often the respondents read online user reviews. These are genre and director. 
For genre there is a negative correlation. This means that in general the more people find genre important when choosing a movie, the less they read online user reviews. But the correlation is not very strong with  -0,123.

For director the correlation is positive. In general, the more people find the director important when choosing a movie, the more they use online user reviews. Also this correlation is not very strong with 0,180. 
Both correlations are not very strong, but there is correlation. People read more often online user reviews when they don’t find genre very important and when they find the director very important.

I will now do the same for the correlation between reading expert reviews and criteria when choosing a movie.

Table 1.19 correlation between criteria for a movie and reading expert reviews
	
	Spearman
	signification

	actors
	-0,187
	0,002

	genre
	-0,146
	0,014

	director
	0,331
	0,000

	Emotional depth
	0,260
	0,000

	Special effects
	-0,181
	0,002

	Montage and camera competence
	0,105
	0,076

	Awards
	0,093
	0,117

	High quality judgment of the experts
	0,361
	0,000

	foreknowledge
	0,064
	0,287

	Popular under a big public
	-0,313
	0,000


In this table we see more significations between criteria people have when choosing a movie and reading expert reviews. These are: actors, genre, director, emotional depth, special effects, high quality judgment of the experts and popular under a big public.

Actors and reading expert reviews show a correlations of -0,187. This is not very strong, but means that in general the more people find actors important, the less they read expert reviews.

Genre and reading expert reviews show a correlation of -0,146. Also not very strong, but it means that in general the more people find genre important, the less they read expert reviews.

Director and reading expert reviews show a correlation of 0,331. And is with this quite strong. It means that in general the more people find the director important when choosing a movie, the more they read expert reviews.

Emotional depth and reading expert reviews show a correlation of 0,260. Also quite strong. It means that in general the more people find emotional depth important when choosing a movie, the more they read expert reviews.

Special effects and reading expert reviews show a correlation of -0,181 and is with this not very strong. Though, it means that in general the more people find special effects important, the less they read expert reviews.
High quality judgment of the experts and reading expert reviews show a correlation of 0,361. This is quite strong. This means that in general the more people find high quality judgment important when choosing a movie, the more they read expert reviews. 

Popular under a big public and reading expert reviews show a correlation of -0,313. Which means that in general the more people find it important that the movie is popular under a big public, the less they read expert reviews.

Actors, genre, special effects and popular under an big public show negative correlations. This could be explained by the fact that most arthouse movie lovers, who are not much interested in those aspects,  prefer reading expert reviews. They are more interested in emotional depth, high quality judgment of the experts and the director. You can see this in table 1.15, where means are being compared. You can see also a positive correlation for those last aspects. The negative correlations are not very strong, only popular under a big public is quite strong. But the positive correlations are strong. The correlations mean that people read more often expert reviews when people don’t find actors, genre, special effects and popular under an big public important and when they find emotional depth, high quality judgment of the experts and the director important when choosing a movie. We also saw a positive and negative correlation between director and genre correlated with reading online user reviews, but this correlation was slightly less strong. 
We have seen that some criteria show correlation with reading reviews. This could be explained by the fact that the criteria are strongly related to what kind of movies the respondents prefer. Therefore it is also and maybe more interesting to see for each group, as well arthouse movie lovers as popular movie lovers, the correlation between the criteria and reading reviews. This way you can make better conclusions.

Table 1.20 correlation between criteria for a movie and reading online user reviews 
	
	Popular movie lovers
	Arthouse movie lovers

	
	Spearman
	signification
	Spearman
	signification

	actors
	-0,067
	0,414
	0,169
	0,049

	genre
	-0,169
	0,039
	-0,057
	0,507

	director
	0,107
	0,195
	0,240
	0,005

	Emotional depth
	0,144
	0,079
	-0,076
	0,382

	Special effects
	0,056
	0,494
	0,145
	0,090

	Montage and camera competence
	0,028
	0,733
	-0,012
	0,892

	Awards
	0,113
	0,170
	-0,29
	0,740

	High quality judgment of the experts
	0,098
	0,234
	0,003
	0,976

	foreknowledge
	-0,28
	0,783
	0,023
	0,734

	Popular under a big public
	-0,086
	0,301
	-0,022
	0,803


In the group of popular movie lovers only the connection between genre and reading online user reviews is significant. And in the group of arthouse movie lovers only the connection between actors and online user reviews and director and online user reviews are significant.

In the group of popular movie lovers, genre and reading online user reviews show a correlation of -0,169. This is not very strong. In the group of arthouse movie lovers the correlation between actors and reading online user reviews is 0,169, which is not very strong. And the correlation between director and reading online user reviews is 0,240, which is slightly stronger. Popular movie lovers read in general more often online user reviews when they do not find genre very important. Arthouse movie lovers read in general more online user reviews when they find actors and directors very important. For the other criteria a separation between arthouse movie lovers and popular movie lovers don´t give us extra information, they are statistic independent.
Table 1.21 correlation between criteria for a movie and reading expert reviews
	
	Popular movie lovers
	Arthouse movie lovers

	
	Spearman
	signification
	Spearman
	signification

	actors
	-0,096
	0,249
	-0,004
	0,962

	genre
	-0,133
	0,109
	-0,103
	0,233

	director
	0,238
	0,004
	0,248
	0,004

	Emotional depth
	0,199
	0,016
	0,053
	0,540

	Special effects
	-0,086
	0,301
	-0,043
	0,622

	Montage and camera competence
	0,059
	0,478
	0,017
	0,842

	Awards
	0,086
	0,300
	0,097
	0,262

	High quality judgment of the experts
	0,219
	0,008
	0,364
	0,000

	foreknowledge
	0,001
	0,988
	0,096
	0,266

	Popular under a big public
	-0,218
	0,009
	-0,092
	0,288


In the group of popular movie lovers we see that the connection between reading expert reviews and director, emotional depth, high quality judgment of the experts and popular under a big public are significant.
In the group of popular movie lovers director and reading expert reviews show a correlation of 0,238. Emotional depth and reading expert reviews show a correlation of 0,199, which is not very strong. High quality judgment of the experts show a correlation of 0,219. And popular under a big public show a correlation of -0,218.
In the group of arthouse movie lovers we see that the connection between reading expert reviews and director and high quality judgment of the expert are significant.

Director and reading expert reviews show a correlation of 0,248, which is quite strong. And high quality judgment of the expert and reading expert reviews show a correlation of 0,364, which is very strong. 

Popular movie lovers read in general more often expert reviews when they find the director, emotional depth and high quality judgment very important and when they find popular under a big public not very important when choosing a movie. Arthouse movie lovers read in general more often expert reviews when they find the director and high quality judgment of the expert important. For the other criteria a separation between arthouse movie lovers and popular movie lovers don´t give us extra information, they are statistic independent.

Influence of demands people have on the reviews as an information source
I will now take a look at the demands people have on the reviews as an information source as a possible explanation for why people have more trust in and use more often expert reviews. I asked the question in how far people find some elements applicable to online user reviews and expert reviews in my survey. I will first compare the means of this question for all respondents, the arthouse movie lovers and popular movie lovers. And see whether people read more often expert reviews, because the demands people have on the reviews as an information source are most in common with the expert reviews. I will also look at the correlation of this question with how often they read online user reviews and expert reviews.

Table 1.22 Means for elements people find important for online user reviews divided by arthouse and popular movie lovers
	
	Mean: Popular movie lovers
	Mean: arthouse movie lovers
	Mean: total

	Trust in judgment of other consumer
	2,24
	2,51
	2,37

	The quality of online user reviews is high
	2,52
	2,79
	2,65

	Accessibly of online user reviews is high 
	1,68
	2,04
	1,85

	I find one online user review not enough, but need more to judge if the movie is bad or good
	1,64
	1,98
	1,80

	The review fits to the information I need for a movie
	2,20
	2,41
	2,30

	I find the reputation of a reviewer important
	2,53
	2,37
	2,45


The means for ´the reviews fits to the information I need for a movie´ and ´I find the reputation of a reviewer very important´ are not useful, because they are not significant. But I can still tell that the mean of all respondents is 2,30 for ‘the reviews fit to the information I need for a movie’ and is for reputation 2,45. This means that the respondents don’t find these elements very applicable to online user reviews. Both groups find the element ‘I find one online user review not enough, but need more to judge if the movie is bad or good’ most applicable.  Obvious is that popular movie lovers find the accessibility of online user reviews much more applicable than the arthouse movie lovers.

Table 1.23 Means for criteria people find important for expert reviews divided by arthouse and popular movie lovers
	
	Mean: Popular movie lovers
	Mean: arthouse movie lovers
	Mean: total

	Trust in judgment of experts
	1,64
	1,49
	1,57

	The quality of expert reviews is high
	1,76
	1,60
	1,68

	Accessibly of expert reviews is high 
	1,73
	1,46
	1,60

	I find one expert review not enough, but need more to judge if the movie is bad or good
	1,82
	1,81
	1,81

	The review fits to the information I need for a movie
	1,77
	1,50
	1,64

	I find the reputation of a reviewer important
	2,10
	1, 84
	1,97


When we look at this table only  the means for the accessibly, the reviews fits to the information I need for a movie and I find the reputation of a reviewer important, are useful, because these results are significant. 

We can see in the table that especially popular movie lovers find the expert reviews accessible. And that the review fits to the information you need for a movie find popular movie lovers more applicable than arthouse movie lovers.  The same is true for the reputation, but those differences are not very strong.

When we compare the tables of reading online user reviews and expert reviews, we see some differences. The trust in the judgment of online user reviewers is less than in expert reviews. The same is true for the quality, people find the quality of online reviews less than that of expert reviews. They find also the accessibility slightly better for expert reviews. Further popular movie lovers find the element ‘I find one online user review not enough, but need more to judge if the movie is bad or good’ more applicable than ‘I find one expert review not enough, but need more to judge if the movie is bad or good’. But arthouse movie lovers find the element ‘I find one online user review not enough, but need more to judge if the movie is bad or good’ less applicable than ‘I find one expert review not enough, but need more to judge if the movie is bad or good’. The respondents also find that expert reviews fit more to the information you need for a movie than online user reviews. And they find the reputation of an expert reviewer more important than the reputation of an online user reviewer. The reputation could give people more trust in an review and make it therefore a better review.  People find the reputation of expert reviews more important, this makes expert reviews a better review and with that a reason for people to use expert reviews more often than online user reviews. Expert reviews seem to fit better to the elements important for an review as an information source than online user reviews. And could therefore be a reason for why people read more often expert reviews.
I will now look at whether people reading often expert reviews do correlate strong with the elements people find important for an expert review to see if expert reviews seem to fit better to the elements important for an review as an information source than online user reviews, could be seen as a reason for why people read more often expert reviews.
Table 1.24  correlation between elements important for an expert review  and reading expert reviews
	
	Popular movie lovers
	Arthouse movie lovers

	
	Spearman
	signification
	Spearman
	signification

	Trust in judgment of experts
	-0,437
	0,000
	-0,436
	0,000

	The quality of expert reviews is high
	-0,344
	0,000
	-0,333
	0,000

	Accessibly of expert reviews is high 
	-0,331
	0,000
	-0,388
	0,000

	I find one expert review not enough, but need more to judge if the movie is bad or good
	-0,257
	,002
	-0,048
	0,586

	The review fits to the information I need for a movie
	-0,488
	0,000
	-0,412
	0,000

	I find the reputation of a reviewer important
	-0,289
	0,001
	-0,280
	0,001


All results are significant. Because the scale  from 0 = very applicable to 4 = not applicable, you have to interpret the results like this:

The less trust arthouse movie lovers have in expert reviews, the less people read online user reviews.  Or the more trust arthouse movie lovers have in expert reviews, the more people read expert reviews. Only in the group arthouse movie lovers the element ‘I find one expert review not enough, but need more to judge if the movie is bad or good’ is not significant.  There are not extreme differences between the group of popular movie lovers and arthouse movie lovers. The correlations between trust and whether or not the expert reviews fit to the information they need for a movie and reading expert reviews is the strongest. This means that when the respondents find ‘the trust in judgment of experts’ and/or ‘the review fits to the information I need for a movie’ much applicable, they read more expert reviews. 

When we compare the correlations between those last elements and how often people read online user reviews and the correlations we saw in the last table, we can see whether the correlations between those groups differ. And when they do and correlations are stronger between reading expert reviews and elements important for an expert review, we can conclude that a reason for people reading more expert reviews is that expert reviews  fit better to the elements important for a review as an information source than online user reviews. Because then, people reading often expert reviews, find that the elements adjust better to expert reviews than people reading often online user reviews.
Table 1.25  correlation between elements important for an online user review  and reading online user reviews
	
	Popular movie lovers
	Arthouse movie lovers

	
	Spearman
	signification
	Spearman
	signification

	Trust in judgment of experts
	-0,142
	0,090
	0,014
	0,868

	The quality of expert reviews is high
	-0,258
	0,002
	-0,103
	0,235

	Accessibly of expert reviews is high 
	-0,204
	0,015
	-0,110
	0,209

	I find one expert review not enough, but need more to judge if the movie is bad or good
	-0,331
	0,000
	-0,290
	0,001

	The review fits to the information I need for a movie
	-0,274
	0,001
	0,084
	0,336

	I find the reputation of a reviewer important
	-0,158
	0,061
	0,031
	0,721


In table you can see that most correlations are not significant. And when they are significant the correlations are less strong than the correlations between elements important for an expert review  and reading expert reviews. This means that I can conclude that a reason for people reading more expert reviews is that expert reviews  fit better to the elements important for an review as an information source than online user reviews.

At least I will take a look at whether task difficulty to choose a movie, influences the reading of online social networks or not.  
The mean for popular movie lovers is 7/8 for high task difficulty for choosing a movie. The mean for arthouse movie lovers is a little bit higher with a 8. This means that arthouse movie lovers find it less hard to choose a movie. Is there also correlation between people finding it very hard to choose a movie and reading online user reviews, like said in the literature review?
For this I use the pearson correlation coefficient. When we correlate high task difficulty and reading online user reviews, there is no signification and with that no correlation. But when we correlate high task difficulty and reading expert reviews, the result is significant with 0,001 and the correlation is 0,192. This means that when people find it less difficult to choose a movie, they read more often expert reviews. This is not in line with what we concluded in the literature review. 
H4) More use of online social networks means more use of online user reviews than expert reviews.
To see whether this hypothesis is right or not, I will use the spearman correlation coefficient and find out if there is correlation between people using more online social networks and reading online user reviews.
Table 1.26 correlation between using online social networks and reading online user reviews

	
	Popular movie lovers 
	Arthouse movie lovers

	
	Reading online user reviews
	Reading online user reviews

	Using online social networks
	0,548
	0,665


Both correlations are significant with 0,000 and very strong. It is obvious that when people make more use of online social networks, they will also read more online user reviews. Does this differ from the correlation between people using online social networks and reading expert reviews?
Table 1.27 correlation between using online social networks and reading expert reviews

	
	Popular movie lovers 
	Arthouse movie lovers

	
	Reading expert reviews
	Reading expert reviews

	Using online social networks
	0,181
	-0,068


Both results are not significant and the correlations are not very strong. This means that the hypothesis can be confirmed. 

It is now interesting to see how much people are involved in those online social networks and whether this influences how often they read online social networks. Therefore I will first show the results from the survey, how often people write online user reviews, the reasons for using online social networks and how often they give their appreciation for a movie online.
In the following graph you can see that most popular movie lovers don’t make use of online social networks. 13,9% use sometimes, 10,6% often and 2,5% very often online social networks.
Graph 1.5 popular movie lovers making use of online social networks.
[image: image5.emf]4 3 2 1 0 -1 120 100 80 60 40 20 0 Frequency Mean = 0,43 Std. Dev. = 0,787 N = 151 Do you make use of online social networks on the Internet?


For the arthouse movie lovers this is not much different. Most of them don’t use online social networks. 19,6 % use sometimes online social networks, 9,1% often and 5,6% very often online social networks. 
When we look at the reasons, we see that most people use online social networks to get information about whether or not they should watch a movie. More arthouse movie lovers than popular movie lovers see this as a reason.
Graph 1.6  reason for using online social networks  

Also some respondents see ‘to get information to be able to talk about it with others’ as a reason for using online social networks. Also here more arthouse movie lovers see this as a reason.

Graph 1.7 Reason for using online social networks


The difference between arthouse movie lovers and popular movie lovers isn’t very big for the reason ‘to be able to contribute to a community and know what is going on in the world, but slightly more popular movie lovers see this as a reason for using online social networks. 
Graph 1.8 Reason for using online social networks

The minor sees ‘it gives you satisfaction to contribute to this network’ as a reason for joining an online social network. And also here, more popular movie lovers than arthouse movie lovers see this as a reason. 

Graph 1.9 Reason for using online social networks



By far, most people join a network, because they want to get information about whether they should watch a movie or not. Also a lot respondents want to get information to be able to talk with other people about it. To be part of a community and know what is going on in the world is less important, just like it gives you satisfaction to contribute to this network. This means that online social networks are mostly important as  information sources and gives people the opportunity to be up to date and to be able to talk about the subject, for example movies. Later I will see whether people giving those reasons also read more often online user reviews.   
I will now look at how often people give their appreciation online. Most people don’t give their appreciation online. And after this the respondents mostly only give sometimes their appreciation online. Important is to notice that more arthouse movie lovers do this. 
Table 1.28 How many times do you give your appreciation online after you have seen a movie?
	
	Popular movie lovers
	Arthouse movie lovers

	never
	86,8%
	80,3%

	sometimes
	6,6%
	10,9%

	Often 
	3,9%
	3,6%

	Very often
	2,6%
	5,1%


Then it is interesting to see whether or not the respondents write online user reviews themselves. I won’t use percentages, because they are misleading when only a couple of people give answer. From the popular movie lovers only 10 respondents do this. And from the arthouse movie lovers only 14 respondents do write online user reviews. In the following table you see that most popular movie lovers do this only 1 or 2 times a year or very frequently with more than 2 times a month. And from the arthouse movie lovers more people do write online user reviews more often than the popular movie lovers. 
Table 1.29 How many times do you write an online review yourself?
	
	Popular movie lovers
	Arthouse movie lovers

	1 a 2 keer per jaar
	3
	

	3 tot 5 keer per jaar
	1
	3

	6 tot 10 keer per jaar
	1
	2

	1 a 2 keer per maand
	2
	3

	Meer dan 2 keer per maand
	3
	6


I will now research whether more intensive use of online social networks means that people also read more online user reviews with the spearman correlation coefficient. 

Table 1.30 correlation between appreciation for a movie online and reading online user reviews

	
	Popular movie lovers 
	Arthouse movie lovers

	
	Reading online user reviews
	Reading online user reviews

	Giving appreciation online
	0,497
	0,534


The results are significant. The more people give their appreciation online, the more the respondents read online user reviews. In a crosstable we will be able to see whether most respondents read often or very often online user reviews, when they also give their appreciation online. This could best be compared with the crosstable of using online social networks and reading online user reviews. This way we can see whether more intensive use also means that people read more online user reviews.
Table 1.31 crosstable popular movie lovers reading online user reviews and using online social networks
	Reading online user reviews:
	never
	sometimes
	Often 
	Very often

	
	
	
	
	

	Using online social networks:
	
	
	
	

	never
	67
	38
	2
	1

	sometimes
	6
	9
	6
	0

	often
	1
	5
	7
	3

	Very often
	0
	0
	2
	2


Table 1.32 crosstable arthouse movie lovers reading online user reviews and using online social networks

	Reading online user reviews:
	never
	sometimes
	Often 
	Very often

	
	
	
	
	

	Using online social networks:
	
	
	
	

	never
	54
	32
	2
	1

	sometimes
	2
	22
	4
	0

	often
	0
	4
	7
	2

	Very often
	0
	1
	1
	6


When we compare those two crosstabs, we see that more arthouse movie lovers (22) than popular movie lovers (9) use sometimes online social networks and read sometimes online user reviews. Another difference is that 6 arthouse movie lovers use very often online social networks and read very often online user reviews. For popular reviews these are only 2 respondents. Most important is that we see that when the respondents use often online social networks, they also use relative more often online user reviews than when they never use online social networks, like we concluded earlier (see spearman correlation).
Table 1.33  crosstable popular movie lovers reading online user reviews and giving their appreciation online
	Reading online user reviews:
	never
	sometimes
	Often 
	Very often

	
	
	
	
	

	Giving appreciation online:
	
	
	
	

	never
	73
	48
	8
	1

	sometimes
	1
	3
	4
	2

	often
	0
	2
	2
	2

	Very often
	0
	0
	3
	1


Table 1.34 crosstable arthouse movie lovers reading online user reviews and giving their appreciation online
	Reading online user reviews:
	never
	sometimes
	Often 
	Very often

	
	
	
	
	

	Giving appreciation online:
	
	
	
	

	never
	55
	48
	5
	2

	sometimes
	1
	7
	5
	2

	often
	0
	2
	1
	2

	Very often
	0
	1
	3
	3


In those two tables we can see that the correlation is less strong, also like we concluded earlier. When popular movie lovers give never their appreciation online, a lot (8) read often online user reviews.  But we also see that when the respondents give often or very often their appreciation online, they also read relative more often online user reviews, then the people who give never their appreciation online. Though, those numbers are not strong enough to confirm the hypothesis.
When we compare the tables of using online social networks and giving appreciation online, we see that when people use online social networks and give their appreciation online, this does not necessary lead to even more reading of online user reviews. 

I will now look at the correlation between how often people write online user reviews and read online user reviews.

Table 1. 35 correlation between how often people write online user reviews and read online user reviews

	
	Popular movie lovers 
	Arthouse movie lovers

	
	Reading online user reviews
	Reading online user reviews

	How often people write online user reviews
	-0,123
	0,324


Those results are not significant, which means that I can’t say that how often people write online user reviews and how often they read online user reviews correlate with each other. 
At least I will look at the reasons for joining an online social network and how many people of each reason read online user reviews. I will do this with a crosstable, because it are not many people who give reasons for using an online social network and therefore gives a clear overview. 
Table 1.36

	
	Never
	Sometimes
	Often
	Very often

	To get information about whether I should watch a movie or not
	6
	30
	24
	13

	To get information to be able to talk about it
	1
	10
	9
	5

	To be part of a community and know what is going on in the world
	1
	7
	6
	5

	To get satisfaction, when contributing to this network
	1
	4
	4
	5


You see that most people joining an online social network to get information about whether they should watch a movie or not, read mostly sometimes or often online user reviews. A practical reason seem to lead mostly to reading online user reviews. 
In  the literature review I wrote that De Valck (2005) found that when consumers spend a lot of time in the online social network, they are more influenced in their decision making than members who visit the network occasionally. I will test this for the movies, by looking at the correlation between how often people make use of social networks and the consumer behavior after reading an online user review. I will use again the spearman correlation coefficient.
Table 1.37 

	
	Popular movie lovers 
	Arthouse movie lovers

	
	Using online social networks
	Using online social networks

	Does the online user review influence your choice directly?
	0,435
	0,536

	Does the online user review stimulate the recommendation to others?
	0,333
	0,403


All correlations are significant with 0,000. There are strong positive correlations between the use of social networks and the direct influence of online user reviews on the choice of as well popular movie lovers as arthouse movie lovers. The more they make use of those networks, the more they are influenced directly in their choice for a movie. This correlation is stronger for arthouse movie lovers. Also the correlation with the stimulations of the recommendation to other is positive, but less strong. In a crosstable this will become more clear. I won’t use percentages, because they are misleading when only a few people give answer. 
Table 1.38 crosstable using online social networks and influence choice directly.
	Using online social networks
	never
	sometimes
	Often 
	Very often

	
	
	
	
	

	Influence choice directly:
	
	
	
	

	never
	132
	15
	3
	0

	sometimes
	49
	22
	16
	5

	often
	15
	12
	9
	5

	Very often
	
	
	1
	2


You see that when people use more often online social networks, they are also more often influenced in their choice directly.
Table 1.39 crosstable using online social networks and recommendation to others to watch a movie
	Using online social networks
	never
	sometimes
	Often 
	Very often

	
	
	
	
	

	Recommendation to others:
	
	
	
	

	never
	136
	17
	8
	1

	sometimes
	38
	24
	13
	8

	often
	19
	7
	8
	2

	Very often
	3
	1
	0
	1


We see that the same is true for recommendation to others. But as we already concluded earlier, this correlation is slightly less strong. We can conclude that when people use more often online social networks they are more often directly influenced in their movie choice, but they also recommend others more often about the movie.
H5) Online user reviews influence more the buying behavior than the recommendation to others
To answer this question I made frequency tables to see the differences.

Table 1.37
	
	Never
	sometimes
	often
	Very often

	Influence choice directly
	52,3%
	32,4%
	14,3%
	1,0%

	Stimulates recommendation to others
	56,4%
	28,9%
	12,9%
	1,7%


There are no huge differences. More respondents answer that online user reviews sometimes or often influence their choice directly than that it sometimes or often stimulates the recommendation to others. This means that the hypothesis can be confirmed, but we need to be aware of the fact that this confirmation is not very strong. You can also see this in the next two graphs:
Graph 1.10
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Graph 1.11
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H6) Expert reviews influence more the recommendation to others than the buying behavior 
For this hypothesis I will create the same table as the last time.
Table 1.38
	
	Never
	sometimes
	often
	Very often

	Influence choice directly
	17,0%
	47,7%
	31,4%
	3,9%

	Stimulates recommendation to others
	24,3%
	48,2%
	23,9%
	3,5%


From the table we learn that more respondents answer that expert reviews often influence their choice directly than that it sometimes or often stimulates the recommendation to others. This means that this hypothesis is disapproved. This will be confirmed in the following graphs, although the differences are not very strong.
Graph 1.12
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Graph 1.13
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6 Conclusion and future research
With this thesis I tried to get a better understanding of the use of expert reviews and online user reviews. I didn’t only look for an answer on whether or not the expert reviews have been replaced,  but I also looked for reasons why people use a certain review. Throughout the literature I found four elements, which could be of influence: the use of social networks, preferences for a certain movie, demands people have on information sources and the criteria for their movie choice (which is strongly related with the preference for a certain movie). The use of reviews has influence on the consumer behavior. It could influence the choice directly or it could influence the recommendation to others. This is important, because then we know whether both reviews have different effects on consumer behavior and complete or replace the other review.
From my literature review we learned that the increase in use of online user reviews was a fact. Dellarocas (2004) already suggested that the experts have been replaced by the mass.  But in my research still the expert reviews turned out to be most used. The literature only showed the impact of online user reviews and not the use of it. It could for example predict movie sales in a better way than expert reviews, but this is not because so many people use the online user review, but because it represents the opinion of the mass. Important in my research is the use of online user reviews and the use of expert reviews. Expert reviews are still more used by arthouse movie lovers and popular movie lovers, because of different reasons. 
First of all, as well arthouse movie lovers as popular movie lovers, have more trust in experts than in the mass. That mostly higher educated people participated in the survey could influence this result a little bit. Probably they prefer earlier more credible sources. But still we learn from this result, that the trust in the fellow consumer is still less than in the experts. 
Further it does not seem to differ a lot for the use of reviews, whether people read reviews for a popular movie or an arthouse movie. For both genres most people prefer expert reviews. Although the difference between use of expert and online user reviews for popular movies is not as big as for arthouse movies. Reasons given for this preference by the respondents are very much in common with the advantages of the reviews given in the literature review. For as well arthouse movies as popular movies, people prefer expert reviews, because they are more reliable, place the movie in the right context and have some background knowledge. When they prefer online user reviews, they find it most important that they can identify with the reviewer. For popular movies more online user reviews are used than for arthouse movies, because people do not always need a profound review for this kind of movie, also other people are able to judge about action and sensation.
The influence of criteria is closely linked to genre. Though it gives some more specified results. Some criteria do have as a consequence that people read more often or less often online user reviews or expert reviews. We see most correlations between some criteria and expert reviews, probably because they are most used. Some correlations are obvious, because some criteria are closer linked to arthouse or popular, like the importance of the quality judgment of the expert. Also the higher correlation between director and expert reviews than director and online user reviews makes sense, because people watching arthouse movies, who read more expert reviews, are probably much more interested in the director than people watching popular movies. But some correlations are not obvious, like the positive correlation between emotional depth and expert reviews. We earlier noticed that online user reviews contain more feelings and could therefore be a better information source for those people. 

Another reason for people reading more expert reviews than online user reviews is that expert reviews fit better to the elements important for a review as an information source than online user reviews. These elements are for reviews: trust, quality of judgment, accessibility, the text in the reviews fits to the information someone needs for a movie, number of reviews needed and the reputation of the reviewer. Only number of reviews needed has a stronger correlation with online user reviews. This makes sense when we go back to the literature, where I noticed that volume is more important than the text of online user reviews to make people aware of a movie. (Duan et al. 2008) The literature also noticed that high task difficulty influences the use of reviews. But out of my research came a different result. According to my research people finding it less difficult to choose a movie, read more often expert reviews. Probably expert reviews are not only used for making decisions, but they do also provide some interesting and useful information about the movie, before watching it.
The last important element is the influence of an online social network on the use of reviews. A rational conclusion of my research is that people making more use of online social networks, also read more often online user reviews.  This is because most movie lovers use online social networks as a tool to get information whether they should watch a movie or not. More intensive use of online social networks, by for example giving appreciation for a movie online or writing online reviews do not automatically lead to more reading of online user reviews. Also interesting is to look at the consumer behavior as a consequence of using social networks. De valck (2005) said that when consumers spend a lot of time in the online social network, they are more influenced in their decision making than members who visit the network occasionally. This is also true for movies. When people use more often online social networks, they are more often directly influenced in their movie choice. But also the recommendation to others is just as positively influenced.
The importance of the number of online reviews to judge whether a movie is good or not, the fact that using online social networks influence direct movie choice and recommendation to others positive and the fact that the main motivation for using online social networks is mostly getting information about a movie, shows that networks do have an important task in the use and impact of online user reviews.
All elements do seem to have some kind of influence on the use of reviews. Now we know the reasons, it is important to see what the impact of online user reviews and expert reviews is on consumer behavior. More people are directly influenced in their movie choice by online user reviews than that it stimulates the recommendation to others. But the same is true for expert reviews. This means that both reviews have the same behavior as a result. They have the same function and therefore they will earlier replace each other than that the online user reviews will complete the expert reviews. 
Most important is that expert reviews are more used than online user reviews, because of an higher trust in the review and because it settles to the demands people have on information sources for movies. Also some criteria for movie choices are strongly related with expert reviews. Online user reviews do still not replace the expert reviews. They are not trustful enough. They lack in information and will never come to the same level as the expert reviews. Although more use of online social networks could increase the use of online user reviews a little bit. And then mostly the ones about popular movies. Interesting for future research is to focus more on those online social networks and look at the impact of these networks on the use of online user reviews. By for example testing what the effect is of 1 online user review or more on consumer behavior and the amount of people influenced by these reviews. The impact is probably much bigger than that of expert reviews, because of a higher reach and the influence of network effects. This is also a disadvantage of my research. I couldn’t answer the question how strong the influence of an online social network on online user reviews is, while this was an important point in my literature review.
Another limitation of my research is that I only separated online user reviews and expert reviews, because of limited time. Future research should separate between three groups: online expert-user reviewer, online user reviewer and expert reviewer. In my survey I got some reactions about this black and white view, what made answering the questions more difficult. Adding the online expert-user reviewer to this and with that the reputation-economy, could give some more interesting and specified results. 
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Attachement 1

Survey

Onderzoek naar het gebruik van recensies

Op dit moment ben ik bezig met de Master Cultural Economics and Entrepreneurship aan de Erasmus universiteit in Rotterdam.Voor mijn Master scriptie ben ik bezig met een onderzoek naar het gebruik van online recensies van mede consumenten en recensies van professionele journalisten. Ik onderzoek hoe filmliefhebbers deze twee typen recensies gebruiken en waarderen. Daarom wil ik u vragen of u mij zou willen helpen door deze enquÃªte zo volledig mogelijk in te vullen. Ik zou daar erg mee geholpen zijn. De enquÃªte wordt geheel anoniem verwerkt. 
Als dank verloot ik 3 CD-bonnen onder de mensen die mijn enquÃªte hebben ingevuld. Alvast vriendelijk bedankt!

Voordat u aan deze enquête begint wil ik graag duidelijk maken wat ik precies bedoel met online recensies van medeconsumenten en recensies van experts. Ik zal van beide begrippen zowel een definitie als een voorbeeld geven. Het voorbeeld gaat over de film Avatar.

Online recensies van medeconsumenten: zowel korte commentaren als uitgebreidere recensies van medeconsumenten geplaatst op filmsites o.a. op forums, voor niet-commerciële doeleinden.

Reacties van medeconsumenten op de site http://www.watch-movies.net:

Awesome!

This was such a good movie, very inspirational but very sad... made me realize that humanity does not always do the right thing. But I give it a 10/10

Predictable and cliched

I didn't like this movie. Its cookie-cutter story is uninspired and forgettable. The visuals are the meat of the attraction, but without some substance here this movie is little more than a technological showcase. 5/10

Awesome

I just watched the movie today in the movie house, and it is AWESOME!!!I have never experienced a movie to this extreme in my life before. It is absolutely amazing and trying to watch it on your pc can and will be the biggest mistake of your life PLEASE I ADD PLEASE, go and watch this at the movies.

Reactie van een medeconsument op de site http://www.imdb.com:

Technically outstanding. Originality: oh well...., 11 December 2009

Author: elchocobollo from Spain

Well, I just saw Avatar this morning, one of the press premieres which are running on these days. My opinion: you've seen this story a hundred times, but never like this. Finally 3D is what it's supposed to be, an instrument at the service of the movie. You'll enjoy the visual experience, no doubt.

As for the story, some of the "inspirations" are so huge and so obvious that mentioning two or three of them would REALLY ruin the movie for you, and I'm not willing to do that. Lots of mysticism and ecology, if you like that stuff. If you're 15 or so, you'll have a great time thinking that it's the first time somebody makes something like this. If you're an experienced movie watcher, better leave your skepticism at the door, bring lots of pop corn and enjoy with the usual action-flick-with-moral-and-loads-of-clichés. I liked it, however: "the movie that re-invents movies"??? No way

Recensie van experts: recensies van professionals die schrijven voor commerciële doeleinden voor de krant of magazines 

De Volkskrant:

Triomf voor de techniek

Avatar van James Cameron

Filmrecensie / Kevin Toma

De misschien wel meest revolutionaire film van het jaar vertelt een klassiek verhaal. Al speelt Avatar zich af op een andere planeet, je weet direct waar het op uit zal draaien wanneer militair Jake Sully tijdens een verkenningsmissie in handen valt van Na'vi-inboorlingen. Avatar Misschien komt het doordat die blauwe reuzenmensen op Indianen lijken, dat Avatar meteen aan Dances with Wolves of Pocahontas herinnert; associaties die sterker worden als Sully zich bij de stam aansluit en verliefd

wordt op koningsdochter Neytiri.

Althans, dat doet hij in geest. De tot aan zijn middel verlamde Sully is virtueel verbonden met een door mensen gekweekt Na'vi-lichaam, dat hij op afstand door de jungle stuurt. En zo geeft regisseur James Cameron (Titanic,The Abyss) verdieping aan zijn uitgebreide gebruik van de performance capture-techniek, waarmee de fysieke vertolking van een acteur tot in de kleinste details in animatie wordt omgezet. Het moet een vreemde gewaarwording zijn geweest voor acteur Sam Worthington, om in een kale studio iemand te spelen die in een ander lichaam zit, en daarbij te doen alsof hij ruimtewolven van zich afslaat.Maar het werkt uitstekend. Hadden de overgetekende acteurs uit eerdere performance capture-films nog iets kunstmatigs, in Avatar oogt elke huidplooi, oogopslag of armbeweging even fotorealistisch. Het is bovendien een triomf voor de techniek dat de charmantste en spannendste vertolking van Avatar geleverd wordt door Zoe Saldana: als Neytiri valt ze geen seconde 'in het echt' te zien, terwijl ze als soepel getekend karakter volop aanwezig is.
De film, zo subtiel gedraaid in 3D dat je het vaak niet eens merkt, schiet in toon alle kanten op: het ene moment aartspessimistisch - mensen zijn parasieten die alles vernietigen wat ze in hun handen krijgen - het volgende overlopend van kinderlijke onschuld. Terwijl de aarde naar de klote is, geeft het gras van Pandora licht als je erop stapt, praten de Na'vi met bomen en kunnen ze sowieso met elk organisme een gelijkwaardige relatie aangaan: je paardestaart inpluggen bij een draak, en vliegen maar. Het is gemakkelijk om zulke fantasieën met wat sarcastische woorden af te schrijven, maar daarvoor is Avatar te oprecht spiritueel.Een sprookje eigenlijk, vol vreemde beesten, fluorescerende planten en heilige boomzaadjes, dat zich duidelijk niet schaamt om de grens tussen goed en kwaad ferm te trekken. Geen voer dus voor cynici of liefhebbers van grijstinten.De rest krijgt een avontuur geserveerd dat in technisch én creatief opzicht zijn weerga niet kent, en dat door

Camerons scherpe timing ook nog eens ontroert.Aan explosies, langs je hoofd suizende pijlen, massascènes en duikvluchten heeft het bijna drie uur durende epos geen gebrek; maar uiteindelijk werkt het allemaal toe naar die ene, magistrale scène waarin Neytiri als grote, blauwe vrouw haar veel kleinere menssoldaat tegen de borst drukt. Een waar droombeeld - 3D of niet

De eerste vragen zijn algemeen

1. Wat is uw geslacht?

Man

Vrouw

2. Wat is uw leeftijd?

3. Verricht u betaalde arbeid, bent u in opleiding, of wat is anders uw belangrijkste bezigheid?

Verricht betaalde arbeid

In opleiding

Huishouden en/of opvoeden

Werkloos

Langdurig ziek of arbeidsongeschikt

Gepensioneerd of met de VUT

4. Wat is uw hoogst voltooide opleiding?

Basisonderwijs

Lager / voorbereidend beroepsonderwijs (lbo / vmbo)

Middelbaar algemeen voortgezet onderwijs (mavo)

Middelbaar beroepsonderwijs (mbo)

Hoger algemeen voortgezet onderwijs (havo)

Voorbereidend wetenschappelijk onderwijs (vwo)

Hoger beroepsonderwijs (hbo)

Wetenschappelijk onderwijs (wo)

Anders

De volgende vragen gaan over uw consumentengedrag en houding t.a.v. films

5. Hoe vaak gaat u gemiddeld naar de bioscoop of het filmhuis?

0 keer per jaar

1 à 2 keer per jaar

3 tot 5 keer per jaar

6 tot 10 keer per jaar

1 tot 2 keer per maand

Meer dan 2 keer per maand

6. Wat voor films bezoekt u vooral?

Populaire films (commerciële blockbuster films, bekend onder het grote publiek, zoals “The Lord of the

Rings”) (Ga verder met vraag 8)

Arthouse films (niet commerciÃ«le films, gedraaid in kleinere filmhuizen) (Ga verder met vraag 8)

Zowel populaire films als arthouse films

7. Naar welke film gaat over het algemeen toch uw voorkeur?

Populaire films

Arthouse films

8. Hoe moeilijk vindt u het over het algemeen om een film uit te zoeken op een schaal van 1 tot 10? (1 is heel moeilijk, 10 is heel makkelijk)

9. Hoe vaak raadt u anderen wel eens mondeling aan om een film wel of niet te kijken, na het zien van een film?

Nooit

Soms

Best vaak

Heel vaak

De volgende vragen gaan over hoe u zich oriënteert op het filmaanbod en over uw betrokkenheid met online

sociale filmnetwerken op het Internet.

10. Hoe belangrijk vindt u de volgende aspecten wanneer u een film uitzoekt om te bezoeken?

Bekende acteurs

O Zeer onbelangrijk O Onbelangrijk O Neutraal O Belangrijk O Zeer belangrijk

Soort genre

O Zeer onbelangrijk O Onbelangrijk O Neutraal O Belangrijk O Zeer belangrijk

Bekende regisseur

O Zeer onbelangrijk O Onbelangrijk O Neutraal O Belangrijk O Zeer belangrijk

Film bevat emotionele diepgang

O Zeer onbelangrijk O Onbelangrijk O Neutraal O Belangrijk O Zeer belangrijk

Film bevat special effects

O Zeer onbelangrijk O Onbelangrijk O Neutraal O Belangrijk O Zeer belangrijk

Film heeft een goede montage- en cameratechniek

O Zeer onbelangrijk O Onbelangrijk O Neutraal O Belangrijk O Zeer belangrijk

Gewonnen Awards

O Zeer onbelangrijk O Onbelangrijk O Neutraal O Belangrijk O Zeer belangrijk

Film is volgens de experts van hoge kwaliteit

O Zeer onbelangrijk O Onbelangrijk O Neutraal O Belangrijk O Zeer belangrijk

Het bezitten van voorkennis over het verhaal

O Zeer onbelangrijk O Onbelangrijk O Neutraal O Belangrijk O Zeer belangrijk

Film is populair onder groot publiek

O Zeer onbelangrijk O Onbelangrijk O Neutraal O Belangrijk O Zeer belangrijk

11. Hoe vaak wordt over het algemeen uw uiteindelijke keuze voor een film gemaakt op basis van:

Recensies van experts

O Nooit O Soms O Best vaak O Heel vaak

Online recensies van onbekenden

O Nooit O Soms O Best vaak O Heel vaak

Reclame op televisie

O Nooit O Soms O Best vaak O Heel vaak

Reclame op de radio

O Nooit O Soms O Best vaak O Heel vaak

Reclame in kranten, magazines...

O Nooit O Soms O Best vaak O Heel vaak

Reclame op het Internet

O Nooit O Soms O Best vaak O Heel vaak

Aanbevelingen van vrienden, kennissen of familie

O Nooit O Soms O Best vaak O Heel vaak

Online ratings (o.a. Yahoo! Movies, Internet Movie Database, etc.)

O Nooit O Soms O Best vaak O Heel vaak

Online trailers

O Nooit O Soms O Best vaak O Heel vaak

Posters

O Nooit O Soms O Best vaak O Heel vaak

Sociale filmnetwerken zijn gemeenschappen op het Internet, waar mensen samen komen om ervaringen en informatie uit te wisselen over films

12. Maakt u gebruik van sociale filmnetwerken op het Internet?

Nooit (Ga verder met vraag 14)

Soms

Best vaak

Heel vaak

13. Waarom maakt u hier gebruik van? (meerdere antwoorden mogelijk)

Om informatie te krijgen met betrekking tot het wel of niet kijken van een film

Om via deze netwerken informatie te verkrijgen over films om zo mee te kunnen praten

Om deel uit te maken van een gemeenschap en te weten wat er speelt

Omdat het je voldoening geeft om bij te dragen aan dit netwerk

14. Hoe vaak geeft u na het zien van een film wel eens uw waardering online in dit filmnetwerk?

Nooit

Soms

Best vaak

Heel vaak

15. Schrijft u zelf weleens online recensies voor dit filmnetwerk?

Ja

Nee (Ga verder met vraag 17)

16. Hoe vaak schrijft u een online recensie?

1 Ã 2 keer per jaar

3 tot 5 keer per jaar

6 tot 10 keer per jaar

1 Ã 2 keer per maand

Meer dan 2 keer per maand

De volgende vragen gaan over het gebruik en de eisen die u stelt aan online recensies van medeconsumenten en recensies van experts. 

Online recensies van medeconsumenten zijn zowel uitgebreidere recensies van medeconsumenten als commentaren geplaatst op filmsites o.a. op forums, voor niet-commerciële doeleinden 

17. Hoe vaak leest u online recensies over films van medeconsumenten?

Nooit (Ga verder met vraag 19)

Soms

Best vaak

Heel vaak

18. Hoe vaak beïnvloedt dit uw filmkeuze direct en hoe vaak bevordert dit het aanraden van de film aan

vrienden, familie en/of kennissen?

Directe beïnvloeding van filmkeuze

O Nooit O Soms O Best vaak O Heel vaak

Aanraden aan familie, vrienden en/of kennissen

O Nooit O Soms O Best vaak O Heel vaak

19. In welke mate vindt u de volgende uitspraken van toepassing op online recensies van mede consumenten?

Ik heb vertrouwen in het oordeel van medeconsument

O Zeer van toepassing O Van toepassing O Neutraal O Minder van toepassing O Niet van toepassing

Ik vind de kwaliteit van online recensies hoog

O Zeer van toepassing O Van toepassing O Neutraal O Minder van toepassing O Niet van toepassing

Ik vind de toegankelijkheid van online recensies hoog

O Zeer van toepassing O Van toepassing O Neutraal O Minder van toepassing O Niet van toepassing

Ik vind één online recensie niet genoeg, maar heb er meerdere nodig om te bepalen of de film goed of slecht is

O Zeer van toepassing O Van toepassing O Neutraal O Minder van toepassing O Niet van toepassing

De recensie sluit aan bij de informatie die ik nodig heb voor een film

O Zeer van toepassing O Van toepassing O Neutraal O Minder van toepassing O Niet van toepassing

Ik vind de reputatie van de recensent belangrijk

O Zeer van toepassing O Van toepassing O Neutraal O Minder van toepassing O Niet van toepassing

20. Hoe nuttig zijn volgens u online recensies van medeconsumenten op een schaal van 1 tot 10?(1 is heel nuttig, 10 is niet nuttig)

Recensie van experts zijn recensies van professionals die schrijven voor commerciële doeleinden voor de krant of magazines

21. Hoe vaak leest u recensies van experts over films?

Nooit (Ga verder met vraag 23)

Soms

Best vaak

Heel vaak

22. Hoe vaak beïnvloedt dit uw filmkeuze direct en hoe vaak bevordert dit het aanraden van de film aan

vrienden, familie en/of kennissen?

Directe beïnvloeding van filmkeuze

O Nooit O Soms O Best vaak O Heel vaak

Aanraden aan familie, vrienden en/of kennissen

O Nooit O Soms O Best vaak O Heel vaak

23. In welke mate vindt u de volgende uitspraken van toepassing op recensies van experts?

Ik heb vertrouwen in het oordeel van experts

O zeer van toepassing O Van toepassing O Neutraal O Minder van toepassing O Niet van toepassing

Ik vind de toegankelijkheid van recensies van experts hoog

O zeer van toepassing O Van toepassing O Neutraal O Minder van toepassing O Niet van toepassing

Ik vind de kwaliteit van recensies van experts hoog

O zeer van toepassing O Van toepassing O Neutraal O Minder van toepassing O Niet van toepassing

De recensie sluit aan bij de informatie die ik nodig heb voor een film

O zeer van toepassing O Van toepassing O Neutraal O Minder van toepassing O Niet van toepassing

Ik vind één recensie van een experts niet genoeg, maar heb er meerdere nodig om te bepalen of de film goed of

slecht is

O zeer van toepassing O Van toepassing O Neutraal O Minder van toepassing O Niet van toepassing

Ik vind de reputatie van de recensent belangrijk

O zeer van toepassing O Van toepassing O Neutraal O Minder van toepassing O Niet van toepassing

24. Hoe nuttig zijn volgens u expert recensies op een schaal van 1 tot 10?(1 is heel nuttig, 10 is niet nuttig)

25. Aan welke recensie zou u over het algemeen de voorkeur geven bij arthouse films?

Online recensies van medeconsumenten

Recensies van experts

26. Waarom geeft u hier de voorkeur aan?

27. Aan welke recensie zou u over het algemeen de voorkeur geven bij populaire films?

Online recensies van medeconsumenten

Recensies van experts

28. Waarom geeft u hier de voorkeur aan?

29. Heeft u nog vragen of opmerkingen?

30. Eventuele naam en adresgegevens voor het opsturen van de CD-bon:

Hartelijk dank voor uw medewerking!

Attachement 2

Answers question 26 and 28

Arthouse movies 
Experts:

· snappen dat soort films beter                                                                                                                                                                           

· Experts baseren hun oordeel op de plaats van de film binnen het gehele oeuvre van een regisseur, filmgenre of tijdsbeeld.                                                                               

· De mening van een select groepje medeconsumenten waardeer ik zeer. De meningen van experts sla ik echter hoger aan dan het overgrote deel van de consumentenmeningen.      

· ik ga nooit naar dat soort films maar een expert wordt nooit zomaar een expert genoemd.                                                                                                                 

· Arthouse films worden vaak niet goed begrepen door het normale filmpubliek. Experts heten niet voor niets experts, ze weten veel over de achtergronden. Daarom geef ik hieraan voorkeur.                

· meestal meer achtergrond informatie mbt regisseur, acteurs, verhaal etc.           

· Blijkbaar zijn ze goed in het beoordelen van films aangezien ze daar geld mee verdienen.                                                                                                                

· "In een tijd waarin veel films gedownload worden en een breed publiek toegang heeft tot films die slechts een beperkt publiek aanspreken, vertrouw ik expert, kan beste oordeel vellen       

· Grotere kennis van culturele, historische en productionele context van het werk. Analytisch scherper en betere schrijfvaardigheid. Online recensies van medeconsumenten ontstijgen vaak het niveau  van deze experts

· snappen die films beter                                                                                                                                                                                 

· Die experts laten zich niet snel afschrikken door niet-populaire films. Kijken de film uit en schrijven er een mooi stuk over. En kunnen goed aangeven wat bijvoorbeeld zo roerend is aan de arthouse film.

· met meer kennis en ervaring geschreven. meer relevante informatie                                                                                                                                       

· Meer verstand van zaken en ervaring                                                                                                                                                                     

· professioneel geschreven, toegankelijker                                                                                                                                                                

· omdat er vaak veel ongefundeerde bla bla bij de consumenten zit (alleen maar afkraken, alleen maar ophemelen)                                                                                           

· Experts hebben nou eenmaal oog voor detail, en halen soms meer uit een film dan ik zelf zou (kunnen) doen.                                                                                              

· Kennis van zaken                                                                                                                                                                                        

· Worden niet geleid door pure emotie                                                                                                                                                                     

· Meer inzicht                                                                                                                                                                                            

· weet waar men over praat       

· Die hebben een professionelere kijk op de film                                                                                                                                                          

· Omdat ik deze mensen meer vertrouw         

· Deze hebben meer kennis en bekijken het vanuit een groter aspect.                                                                                                                                       

· Ik denk dat experts naar meerdere factoren kijken. relevantie is hoger. Medeconsumenten zullen meer subjectief zijn, waardoor er een vertekend beeld kan ontstaan.    

· experts kijken anders naar een film dan medeconsumenten                    

· Zij weten waar ze het over hebben, qua techniek en verhaal. Ik laat me sowieso niet leiden door recensies, maar als dan liever van een expert, zodat het een heldere analyse is van de film.            

· Omdat deze vaak een onderbouwd verhaal kunnen afleveren en niet een paar loze kreten schrijven.                                                                                                         

· Betrouwbaar                                                                                                                                                                                             

· bij minder populaire films zou ik toch graag een stukje willen lezen van gevestigde experts.                                                                                                            

· Omdat de reguliere consument het artistieke karakter van arthouse films minder goed kan beoordelen.                                                                                                     

· Arthouse is toch meer voor de consument met een uitgesproken mening. Die kan erg gekleurd zijn naar de voorkeuren van de liefhebbers van arthouse films.                                                

· Arthouse films zijn toch van een ander kaliber dan populaire films, en met name experts kunnen daar een goed oordeel over geven.                                                                        

· meer vertrouwen in dan oordeel van consument die erg af laat hangen van persoonlijke voorkeur en smaak                                                                                                  

· Films hebben vaak onderwerpen waar medeconsumenten minder 'kennis' van hebben dan experts                                                                                                               

· Arthous films hebben over het algemeen een hoog niveau, dat niet alle mensen hebben. Er zijn dus medeconsumenten die de film niet begrijpen en er een negatief oordeel over vellen. Van experts verwacht men dat ze dat wel kunnen.

· hun oordeel is niet alleen gebaseerd op hun eigen mening maar ook op kennis                                                                                                                             

· Die bekijken zo'n film met dezelfde ogen als ik                                                                                                                                                         

· betere kijk op kwaliteit films                                                                                                                                                                          

· Experts letten op andere dingen dan waar ik een film op bekritiseer.                                                                                                                                    

· Betrouwbaarheid                                                                                                                                                                                         

· Hun know how en expertiese!!                                                                                                                                                                            

· Omdat dit een onbekender type/scala films is en wellicht te weinig recensies van mede-consumenten (andere doelgroep)                                

· Experts hebben weten waar zij het over hebben, hebben meer ervaringen met films en vergelijkingsmateriaal, zijn objectiever dan medeconsumenten.                                                        

· een expert waardeert de film emotieloos. Puur op kwaliteit!                                                                                                                                             

· Lijkt me objectiever. Maar 1 recensie is sowieso nooit voldoende om op af te gaan, want het is maar 1 persoon die een oordeel geeft.                                                                    

· Omdat experts met een ander oog naar de film kijken.                                                                                                                                                    

· Die kijken ze vaker.                                                                                                                                                                                    

· experts gaan niet alleen af op 'gevoel' maar zouden een 'neutraler' oordeel moeten geven.                                                                                                               

· Zonder poespas over zaken die ik niet belangrijk vind.                                                                                                                                                  

· omdat zij verstand van zaken hebben                                                                                                                                                                     

· objectiever dan medeconsumenten.                                                                                                                                                                        

· Als iemand arthouse recencies mag schrijven betekend dat hij/zij hierin ook flink wat filmhistorie kent. (Hoewel de mensen online ook veel kennis hebben)                                               

· die weten er het meeste van                                                                                                                                                                             

· Meer kennis van zaken                                                                                                                                                                                   

· Zij hebben er verstand van!                                                                                                                                                                             

· Omdat medeconsumenten naar mijn idee soms maar gewoon wat schrijven. Bijvoorbeeld over één bepaald detail uit de film die ze wel/niet leuk vonden. En een expert bekijkt beter de film in totaal

· beoordeling op meerdere aspecten van film, laten zich - als het goed is - niet van de wijs brengen ven een mooie acteur/actrice                                                                         

· Ik acht hun kijk op de film groter vanuit het professioneel oogpunt                                                                                                                                     

· Zij hebben `verstand`. Tussen aanhalingstekens, want het blijft toch dubieus, verstand van films.                                                                                                       

· Zij weten er meer van af.                                                                                                                                                                               

· hebben er verstand van                                                                                                                                                                                  

· Omdat dit naar mijn idee toch wat objectiever is en wat meer diepgang heeft dan het commentaar van een medeconsument                                                                                    

· vindt het belangrijk                                                                                                                                                                                    

· ik ben niet altijd in de gelegenheid internet te gebruiken                                                                                                                                              

· Experts kijken door een andere bril naar een film als de kijker die voor ontspanning gezellig een film uitzoekt                                                                                         

· Recensenten geven vaak een objectievere mening dan medeconsumenten. Door het gekleurde beeld van medeconsumenten geeft de recensie vaak minder informatie voor mij dan ik zou willen hebben.            

· Van een expert wordt verwacht dat hij een mooi verhaaltje schrijft of heel kritisch is, van een particulier niet.                                                                                       

· Ik vind het fijn als iemand die er wat van af weet een recensie geef.                                                                                                                                   

· ik heb niet heel veel verstand van films, en als een expert dan zegt dat het een goede film is wil ik dat graag geloven.. ze zijn nogal negatief over het algemeen dus.                                 

· Omdat ik sowieso bijna nooit dit soort films zie, dus als ik al een recensie zou raadplegen, dan zou ik zoeken naar iets waarvan geacht wordt dat hij/zij er verstand van heeft.      

· Omdat ik toch snel het gevoel krijg, dat de experts er te technisch naar kijken. Waardoor soms goede films, slecht worden bekritiseert.                              

· Bij medeconsumneten kan ik mij geen oordeel over de betrouwbaarheid vormen.                                                                                                                             

· Of je een film mooi vindt is vaak een kwestie van smaak. Ik denk dat experts objectiever iets over de film kunnen zeggen en beter vergelijkingsmateriaal hebben.                                        

· hier heb ik meer vertrouwen in                                                                                                                                                                          

· "kennis van zaken over o.a.de technische kant van het filmmaken en tevens de tijdsduidingen van het verhaal etc                                                                                         

· Omdat deze recensies een beter beeld geven van de kwaliteit van de film.                                                                                                                                

· ik vind het prettig om van papier te lezen                                                                                                                                                              

· Zijn gewend hun eigen smaak uit te schakelen, of zouden dat althans moeten zijn.                                                                                                                        

· Informatie is uitgebreider,                                                                                                                                                                             

· Deze recensies worden geschreven vanuit een bepaalde invalshoek ingegeven meer kennis van zaken en triggert daarom om juist wel of juist niet te gaan. Deze recensies hebben m.i. meer diepgang         

· Ben hieraan gewend                                                                                                                                                                                      

· omdat die op een andere manier naar film kijken dan de medeconsument                                                                                                                                  

· Profesionele recensies zijn vaak uitgebreider. Ze gaan over alle opvallende aspecten van de film (van camerawerk en scenario tot acteerprestaties). Recensies van medeconsumenten gaan vaak over slecht 

· Beter toegankelijk en objectiever.                                                                                                                                                                      

· vakkennis en kijkervaring                                                                                                                                                                               

· Ik wilde eigenlijk beide aankruisen, maar als ik moet kiezen, kies ik experts. Ik verwacht  van een expert meer kennis en hoop dat een expert een objectievere mening heeft.                            

· Ik geef de voorkeur aan een persoon met een bovengemiddeld repertoire kennis                                                                                                                            

· online recensies zijn zeer wisselend van kwaliteit en vaak erg summier, experts onderbouwen hun verhaal veel beter en uitvoeriger                                                                       

· geen idee wie die medeconsumenten zijn, de experts zijn in elk geval te plaatsen door de krant waarvoor zij werken. het oordeel van vrienden en bekenden vertrouw ik wel, omdat ik weet wie zij zijn en 

· arthouse films behoeven vaak wel een professionele blik. Ze zijn vaak wat objectiever. Mede consumenten begrijpen het misschien verkeerd, of hebben een uitzonderlijk subjectieve mening waarj e niks aa

· verstand van zaken, mits de juiste recensent - vrijwel nooit Nederlandse overigens.                                                                                                                     

· Iets minder subjectief                                                                                                                                                                                  

· Er wordt vaak wat dieper in gegaan op het verhaal en de zaken erom heen. Emotie speelt een minder grote rol. Het is zakelijker en professioneler.                                                       

· Hebben meer ervaring met dit soort films                                                                                                                                                                

· Ik heb meer vertrouwen in recensies van experts.                                                                                                                                                        

· geef in het hele leven voorkeur aan informatie door experts boven die door betrekkelijk onbekenden                                                                                                      

· Ik ga er van uit dat een expert beter kan vergelijken en er meer kijk op heeft.                                                                                                                         

· Sowiezo voorkeur voor mening expert, ook al niet altijd mee eens.                  

· omdat zij het goed onder woorden kunnen brengen en meestal deskundig zijn op filmgebied                                                                                                                 

· IN recensies van experts niet alleen de waarde die ze aan de film geven maar ook de reden(en) waarom ze dat vinden. Ze praten ook over goede en slechte punten zodat jij een completere beeld krijg. 

· "Zeker als je de recensent kent, ken je ook de kleuring die daar altijd in zit.Vaste bezoekers van forum zullen dit ook hebben met medeconsument, maar ik heb dat niet zo.                              

· gemiddelde medeconsument waardeert arthouse films niet, zijn special-effects fans.                                                                                                                      

· inhoudelijke kwaliteit                                                                                                                                                                                  

· omdat veel medeconsumenten arthouse films niet kunnen waarderen, waardoor ze een negatief stukje schrijven. de mening van de medeconsumenten zijn namelijk niet neutraal.

· Omdat experts op een andere manier naar een film kijken en arthouse films nu eenmaal niet voor iedereen geschikt zijn                                                                                   

· ze worden geacht ingevoerd te zijn in de materie, beroepshalve.                                                                                                                                         

· vaak wordt de verhaallijn meer duidelijk in de recensie van een expert, op basis waarvan ik beter mijn eigen keuze kan maken.                                                                           

· Wat ik aan commentaar zie op nieuwssites stemt me zéér somber over de kennis en de inzichten van reageerders in het algemeen. Ik heb veel meer aan de oordelen van mensen die er echt verstand van hebbe

· objectiever en veelomvattender, duiden symboliek beter, plaatsen film in context                                                                                                                        

· "Die zijn er in gespecialiseerd. Bovendien kun je kiezen aan welke krant de recensent verbonden is.                                                                                                     

· Omdat hier net iets meer wordt uitgelegd over een eventuele diepere betekenis of over een speciale manier van filmmaken                                                                                 

· zijn vaak wat lastigere films en experts hebben daar vaak zinnigere dingen over te zeggen.    

· Ik heb de indruk dat zij - net zoals ik - de filmkunst toegenegen zijn, zodat wat hen raakt mij vermoedelijk ook zal raken.                                                                             

· zij zien meer films en daardoor meer kennis van zaken                                                                                                                                                   

· Ik weet van de verschillende experts hoe zij beoordelen en met wie ik het over het algemeen eens ben. Dus in die zin kan daar op vertrouwen.                                                            

· "Omdat zij meer kennis van zaken hebben over films         

· Staan in de krant en kan ik lekker bij ontbijt lezen                                                                                                                                                    

· Een objectievere kijk door vakkennis                                                                                                                                                                    

· lees ik meestal in de krant, andere moet je opzoeken op internet                                                                                                                                        

· Beide in gelijke mate. De pré van een expert is dat de gehele film wordt besproken met daarin alle aspecten. Dit is zeer bruikbaar nadat je de film hebt gezien (bv. voor aanbevelen bij anderen).

· "Over smaak valt niet te twisten,maar een bepaalde expert kun je vertrouwen                                                                                                                             

· online recensies lees ik niet                                                                                                                                                                           

· Heeft de ervaring geleerd                                                                                                                                                                               

· beroepshalve en de kennis                                                                                                                                                                               

· Ik heb meer aan een objectieve mening van iemand die er verstand van heeft dan aan een subjectieve mening van een leek, het blijft toch een kwestie van smaak.                                          

· Hier heb ik de voorkeur voor, omdat recensenten vaak zeer goed op de hoogte van hetgeen waarover ze schrijven en zijn getraind in het onder woorden brengen van een waardeoordeel. Dit maakt de recensie

· Omdat ik verwacht dat een specialist een betere analyse van een film maakt en er met meer diepgang over kan vertellen.                                                                                  

· Omdat ik weet wie het schrijft.       

· Omdat ik er vanuit ga dat zij in staat zijn de film zowel inhoudelijk als technisch te beschouwen en tevens in een filmhistorisch perpectief kunnen plaatsen.                                           

· omdat zij geacht worden om neutraal te kunnen oordelen over een film                                                                                                                                    

· Omdat ik bij het lezen van recencies van bepaalde journalisten in kan schatten of de film mij aan zal spreken of niet. Je weet op een gegeven moment hoe een recensent over films oordeelt 

· Waardering van consumenten is heel persoonlijk en gebaseerd op eigen inzicht en gevoelens.    

· Door te kunnen toetsen of ik het met de recensent regelmatig eens ben; door de diepte of de stijl van een recensie maak ik een inschatting van de betrouwbaarheid. 

· Hebben veel kennis van zaken, veel films gezien                                                                                                                                                         

· goede balans tussen objectiviteit, eigen mening, goed analytisch weergegeven, zonder de plot natuurlijk te verklappen!!                                                                                 

· Experts hebben een afgewogener mening en kijken met een professioneel oog. Daar zij goed op de hoogte dienen te zijn van de ontwikkelingen van o.a. regisseurs kunnen zij een film in een bepaald tijdsb

· ik denk omdat je bij een expert ervan uitgaat dat die verstand van films heeft, terwijl een medeconsument te veel vanuit zijn eigen mening redeneert. 

· "inhoudelijke kwaliteit, duiding van film en regisseur, diepgang                                                                                                                                        

· neutrale zakelijke kijk                                                                                                                                                                                 

· Ik kom nooit in aanraking met recensies van medeconsumenten.                                                                                                                                            

· omdat ik van de recensent van de krant weet wat hij/zij over andere films (die ik heb gezien) heeft geschreven, zodat ik het oordeel aan mijn eigen oordeel heb kunnen meten. 

· geeft meer deskundige mening                                                                                                                                                                            

· gevoelsmatig beter                                                                                                                                                                                      

· Ik behoor tot dezelfde doelgroep                                                                                                                                                                        

· ik volg recensenten die in het verleden mijn smaak bevestigd hebben                                                                                                                                     

· Omdat sommige medeconsumenten niet door hebben dat het om arthouse gaat!                                                                                                                                

· zij hebben beter zicht op de kwaliteit van de films.                                                                                                                                                    

· experts kijken vaak met hele andere ogen naar een film dan de consument, zeker bij arthouse films                                                                                                       

· vaak objectiever. Medeconsumenten van arthouse films zijn dit niet altijd! Vaal liefhebbers van een bepaald genre.                                                                                      

· Omdat experts vaak toch vanuit een ander oogpunt een film bekijken en beoordelen. Zij kijken bijvoorbeeld ook naar regie, script en regie. Medeconsumenten kunnen beinvloed worden door media

· zij hebben betere kennis van zaken.                                                                                                                                                                     

· The recensies van experts, omdat je toch bepaalde experts volgt. En omdat je ze volgt, weet je een beetje waar zij staan! En kan je daarop zelf beoordelen!       

· Ik heb meer vertrouwen in de mening van een kenner.                                                                                                                                                     

· Zij hebben vaak meer kijk op arthouse films. De 'gewone man' weet niet veel van arthouse films en snappen het vaak ook niet.                                                                            

· Kennis van zaken en een breder perspectief en referentieveld                                                                                                                                            

· "Recensies van medeconsumenten blijven toch een kwestie van persoonlijke voorkeur en smaak.                                                                                                             

· Ik heb geen behoefte aan een subjectief oordeel. Van experts zou verwacht mogen worden dat er meer objectiviteit is, hoewel dat zeker niet altijd het geval is. 

· er wordt een beter beeld over de inhoud van de film gegeven en in mindere mate de mening van de kijker/recensent                                                                                        

· Experts kijken naar het geheel. Medeconsumenten kijken meer vanuit de situatie in een land waar ze geweest zijn (bv. Indonesische film), naar cultuur en naar de gevoellens/emoties die ze  erbij hebben

· Een arthouse film zal minder snel geliefd zijn bij het "grote publiek". Zo zal men eerder, wellicht onterechte, negatieve/ongenuanceerde kritieken te lezen krijgen.                                    

· Experts letten op andere zaken dan alleen het verhaal en effecten. Daardoor krijg je extra info die je op een andere manier naar een film laten kijken.                                                 

· Omdat uit ervaring is gebleken dat de recensies van experts van de volkskrant altijd overeen komen met mijn mening over een dergelijke film.                                                            

· "-persoonlijk, kwaliteit                                                                                                                                                                                

· "professionele recensie, niet door eigen smaak gekleurd                                                                                                                                                 

· ze weten er meer van denk ik             

· de achtergronden van medeconsumenten ken ik niet, de professionele recensenten kan ik beter plaatsen.                                                                                                   

· Experts onderbouwen hun recensies aan de hand van juiste criteria en maatstaven, terwijl medeconsumenten over het algemeen alleen meegeven wat een film emotioneel bij ze teweeg heeft gebracht, wat geh

Online user reviews:
· Bij creatief en of artistiek taalgebruik in recensies van experts gaat de inhoud van filmbeschrijvingen vaak verloren.                                                                                  

· meer info over de kijkbaarheid ipv elitaire beoordelingscriteria                                                                                                                                        

· "Omdat dat mensen zijn zoals ik (hoop ik dan) en recenten zijn vaak wat kunstzinnige types naar mijn mening                                                                                             

· Omdat het een beter gemiddelde geeft van de waardering voor een film. Ik baseer mijn keuze liever op de reactie van het publiek en niet op een persoon alleen met een bepaalde voorkeur.                

· Omdat zij o.h.a. vanuit hetzelfde blikveld kijken naar de film als ik zelf zou doen. Bovendien zijn er veel meer recensies van medeconsumenten dan van experts. Er staat natuurlijk ook een hoop onzin t

· Die kun je vaak veel bij elkaar vinden en makkelijk met elkaar vergelijken.                                                                                                                             

· recensies zijn eerlijker , prettig te lezen ,deelt vaak mijn mening kwa film niet dus ieder film blijft dan een verassing.                                                                              

· Experts van arthouse films zijn vaak echte liefhebbers. Bij (zeker zware) arthouse is het vaak fijn om ook een frisse, nieuwe kijk op de film te krijgen van een consument in plaats van een doorgewinte

· Ga af op medeconsumenten waarvan ik weet hoe ze tegenover film staan - niet van onbekenden. Recensies van experten kunnen te zeer gekleurd zijn door de industrie.                                      

· het gebeurt vaak dat medeconsumenten anders naar de film kijken en niet zozeer op de inhoud en de betekenis van de film kritiek geven, maar meer of het leuk is om naar te kijken                       

· smaak van mensen op fora is gericht op populaire films                                                                                                                                                  

· minder beïnvloeding, eerlijkere meningen zonder sociale druk van de sector                                                                                                                              

· Omdat ik zelf ook geen expert ben, en liever mening hoor van een hobby film kijker, zoals ikzelf.                                                                                                       

· Medeconsument schrijven vanuit emotie. Veel reëler beeld.                                                                                                                                          

· zij  bekijken de films vanuit het perspectief van een consument en minder vanuit de technieken ect.                                                                                                     

· Omdat ik me meer kan identificeren met medeconsumenten als met professionele filmkijkers die andere (achterliggende) waarden laten meetellen in hun oordeel.                                            

· Arthouse films gaan dieper en zetten je meer aan het denken, dan dat het alleen vermaak is. Dan vind ik het interessanter om van meerdere mensen te lezen wat zij ervan vonden. En niet van experts.    

· Experst kunnen negatiever schrijven als het onderwerp hen niet persoonlijk aantrekt                                                                                                                     

· heb je meerdere mening en experts zijn m.i. niet neutraal                                                                                                                                               

· Arthouse films worden volgens mij gemaakt voor een specifieke doelgroep, een expert behoort niet per se tot deze doelgroep en kan nutteloze aspecten van de film gaan afkraken. De medeconsument behoort hier wel toe

· "Dit is denk ik een laagdrempeliger mening. een medeconsument geeft vaker een mening die aansluit bij onze mening.                                                                                               

· deze mensen geven volgens mij hun recensie vaak op andere punten dan die van experts. En ik denk dat ik meer interesse heb in die punten die hun benoemen                                               

· Als je verschillende recensies van medeconsumenten ziet, heb je een veelzijdigere mening. Experts zijn vaak erg gericht op hun vakgebied en kijken anders tegen een film aan dan de "gewone" medeconsument

· omdat zij er net zo naar kijken als ik                                                                                                                                                                  

· zij zijn mijn inziens onafhankelijker dan experts                                                                                                                                                       

· kijken met dezelfde ogen, meer gebaseerd op vermaak dan op de technische uitvoering e.d.                                                                                                                

· Daar gaat vaak een specifieke doelgroep heen, gevarieerdere recensies?                                                                                                                                  

· Zijn meestal echt liefhebbers.                                                                                                                                                                          

· zelf niet zo'n expert                                                                                                                                                                                   

· Recensies van experts zijn vaak heel specifiek. Zij letten op details zoals belichting, special effects etc... Terwijl de consument gewoon wil weten of het verhaal goed is.                            

· ik ben zelf geen expert dus sluit voor mijn gevoel de mening van medeconsumenten beter aan op die van mij                                                                                               

· Omdat deze vaak meer aansluiten bij mijn eigen beleving.                                                                                                                                                

· Zelf kijk ik vaker populaire films dan arthouse films. Ik hoor liever van 'gewone' mensen wat zij er van vinden, om mede te bepalen of het een geschikte film voor mij is.                              

· Zij zitten op 1 lijn met mij als normale bezoekers. Minder kritisch.                                                                                                                                    

· Dit zijn mensen die zich onder het volk bevinden. Deze recencenten kunnen een buurman zijn en staan dus dichter bij mij.                                                                                

· Ik heb altijd het gevoel dat een 'expert' een soort statement moet maken met zijn/haar recensie. Het kan nooit 'gewoon een leuke film' zijn, maar of het moet altijd een uiterste zijn.

· Omdat vooral voor de medeconsument de film is geproduceerd.                                                                                                                                             

· Omdat dit soort films vaak niet door experts als de moeite waard wordt gezien om te beoordelen.                                                                                                         

· Medeconsument recensies komen uitsluitend uit reel interest                                                                                                                                             

· ik kijk geen arthouse films.                                                                                                                                                                            

· omdat zij kijken of ze het leuk vinden of niet, niet of er aan bepaalde eisen is voldaan.                                                                                                               

· Ik kan mijzelf als medeconsument hier gemakkelijker mee vergelijken                                                                                                                                     

· In een oogopslag een scala aan recensies van medeconsumenten, je kunt zelf oordelen met welke je het eens bent en met welke niet. Een expert kijkt er soms te technisch tegen aan of vindt het schrijven

· betrouwbaarder, komt vaker overeen met mijn mening over films dan die van niet-filmkenners                                                                                                              

· medeconsumenten bedoel ik mee dat ik die mensen ken van filmforums en ik weet wat hun smaak is, experts zeggen me niet zoveel...je kan zo'n vette expert zijn en toch een hele andere smaak hebben.     

· ..omdat ze zeer verrassend kunnen zijn in orthodoxe visie etc.Die experts daar tegenover zijn altijd zo verspeelbaar                                                                                    

· Ik geef hieraan alleen de voorkeur als het geschreven is door een medeconsument die ik persoonlijk ken en/of wiens/wier smaak overeenkomt met de mijne.                                                 

· Op sites als moviemeter.nl leer je mensen kennen met een soortgelijke smaak. Durf eerder op hun oordeel te vertrouwen dan op een recensie van een bekende maar voor mij anonieme recensent van NRC of Vo

· ik denk dat ik met deze mensen meer op 1 lijn zit                                                                                                                                                       

· Omdat er per definitie geen commercieel uitgangspunt aan ten grondslag ligt.                                                                                                                            

· Omdat ik zeer selectief ben in het lezen van online recensies. Ik lees dus enkel die van users wier oordelingsvermogen ik goed kan inschatten en waardeer; als zij iets over een film hebben geschreven 

· Experts hebben vooral de neiging hoog van de toren te blazen waarom iets wel of niet goed is (komt door hun breede kennis van films) en is gericht op een groot publiek 

· duidelijkere taal                                                                                                                                                                                       

· "- 'eerlijker' mening, divers, minpuntje is dat er soms wordt afgedwaald van de topic                                                                                                                   

· Ik heb geen voorkeur, heb beide nodig, maar dat kan ik niet kiezen                                                                                                                                      

· Grotere diversiteit van personen door hoger aantal recensenten. Naar mijn idee vaak een meer objectieve mening.                                                                                         

· experts moeten namelijk wel ee

· eerlijker en '' down to earth''                                                                                                                                                                         

· Film gaat over de persoonlijke emotie van de kijker, dat kan een recensent nooit vatten voor de kijker. De recensent kan wel aangeven waarom het hem raakt. Experts kunnen het over het algemeen net iet

· Sluit over het algemeen meer an bij mijn filmkeuze                                                                                                                                                      

· Iedereen heeft een mening gebaseerd op het eigen denken                                                                                                                                                 

· kijken misschien wat onbevangender naar films;                                                                                                                                                          

· "Ik heb gemerkt dat je meer hebt aan de mening van medefilm bezoekers, dan van experts.Expert hebben vaak toch bepaalde mening over filmmakers en denken alles te weten. 

· "Het is een lichte voorkeur en gooi het nu erg op een grote hoop: Ik heb de voorkeur aan medeconsumenten doordat er een grotere verscheidenheid is aan  persoonlijkheden en (filmkennis)achtergronden.  

· Omdat medekijkers gevarieerder zijn in samenstelling                                                                                                                                                    

· Die zitten meer op een lijn.                                                                                                                                                                            

· Experts grijpen recensies soms aan om zich te profileren. Zeker bij arthouse films is het al gauw chic om de film juist niet goed te vinden.                                                                                                                                                                                                                                                                                                                                                                                                                                                     

· Bekend zijn, of worden met de smaak en manier van resenceren.                                                                                                                                           

· Bij medeconsumenten is dat                                                                                                                                                                                                     

· "eigenlijk geen van beiden, maar datis geen optie in vraag 25, ik vind voor mijzelf recensies helemaal niet belangrijk, maar ik weet dat voor andere mensen wel zo is                                   

· Geen gebruik van inside-information. Globale look vind ik belangrijker.                                                                                                                                 

· of andere 

· gedetailleerde informatie van veel meer mensen                                                                                                                                                          

· Bij online recensies zijn de meningen altijd erg verdeeld en zo maak je kennis met alle kanten van de film (zowel positief als negatief).                                                               

· Gelijkgestemde consumenten zullen qua mening meer met mijn mening overeen komen en daar zal ik dus meer aan hebben                                                                                      

· Ik het geval van een film is de voorkeur

· zijn misschien minder gericht op de commercie.                                                                                                                                                          

· Heb het idee dat zij meer op dezelfde manier kijken dan experts welke er toch een mooi stuk over moeten schrijven.                                                                             
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Why do people prefer one above the other?





A comparable study after the use of expert reviews and online user reviews













