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Abstract 

Online reviews have become one of the important factors that can affect 

customers’ purchase decision. Despite the fact that this research is 

mature and many studies related to this issue have been done, none of the 

studies choose lesbian, gay, bisexual and transgender (LGBT) in 

Malaysia as the sample of research.  Hence, the aim of this paper is to 

discuss the effects of online reviews, characteristic of online reviews, and 

characteristic of online reviewers on purchase decision among LGBT. 

This study applied a survey research method using a 5-point Likert scale 

questionnaire which is distributed to respondents who are selected using 

snowball sampling method. In snowball sampling method, a few subjects 

are identified and, these subjects then nominate another person with the 

same trait as them. The researcher then observed the nominated subjects 

and it this process continued until the sufficient numbers of subjects are 

obtained. Findings of this study showed that existence of online reviews 

and characteristic of online reviews can affect purchase decision among 

LGBT. However, characteristic of online reviewers did not affect the 

purchase decision among LGBT. Even though homosexual has not been 

legalized in Malaysia, this research bring values to those company who 

have selected LGBT as their target market, as they can encourage 

customers to give review after purchase since the importance of online 

reviews and its characteristic towards purchase decision have been 

confirmed. 

 

Keywords: Employee readiness, organization, belief, awareness. Online 

review, LGBT, purchasing decision, Malaysia 
 

 

1. Introduction 

Electronic word of mouth is the new form of online word 

of mouth communication [1], this new means of 

communication have to change the way consumer behave 

[2], and has become one of the most influential 

information sources on the web with the emergence of 

online platform [3]. Along with the emergence of 

electronic word of mouth, people are now able to receive 

opinions from strangers with search engines. This would 

not have happened in the traditional word of mouth as it 

requires face-to-face communication. Electronic word of 

mouth removes this barrier since today, the 

communication of opinions no longer done 

interpersonally (person-to-person, face-to-face) [4] 

Online review is one type of electronic word of mouth. It 

provides product information and recommendations from  

 

the customer perspective [5]. Today, more than 50 

percent of consumers are willing to perform research 

online before buying a product and barely make an in-

store purchase on the spot. The reviewers produce 

technically accurate text as they seek to help those who 

do not own the product that they are reviewing, they will 

not hesitate to share negative review, criticism or 

suggestion if anything happened during the purchasing 

process or while using the product. They believe by doing 

things in this way can encourage their friends or 

followers in their social media profile to try out better 

stuff, and to avoid purchasing things that have been 

overrated by the vendor. According to Laudon and Traver 

[6], with the ability of customers to read reviews of the 

desired product on the internet, the power balance has 

switched from the vendor to the consumer. 
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Many researchers have proven that the online 

reviews does impact purchasing decision, according to 

the study done by Holleschovsky [7], 98 % of the sample 

population check reviews before they make a purchase 

decision, this showed that it is popular among consumers 

who are considering a purchase to read reviews before 

they make a purchase. A study from Saudi Arabia found 

out that reviews are important factor that helps Saudi 

consumer in making purchasing decision [8]. Similarly, a 

study in China indicated that online consumer-generated 

reviews can affect online sales of hotel rooms at the firm 

level [9] and in other industries such as online retailing 

[10] and movie industry [11]. 

However, most of the previous research studied 

discussed how online reviews affect online purchase 

decisions among heterosexual male and female. There are 

some researchers in other countries choose LGBT group 

as their respondent. This included Chen, [12] who 

investigate gay professional consumer buying behaviour 

in the fashion industry. Likewise, Dodd, Linaker, and 

Grigg [13] discovered that homosexual males are 

significantly showing high levels of clothes shopping 

dependence than heterosexual males. Other than that, 

DeLozier and Rodrigue[14] identified that as much as 

16% of the US population is thought to be gay, this 

population has an average income of $55,000 annually, as 

well as  this market segment has fewer fixed 

commitments such as raising children, leading them to 

have more disposable income compared to others. This 

makes gay market significant to marketers due to its size 

and purchasing power. This statement has also been 

supported by Um [15], who disclosed that gay market has 

become an important market segment yet under-studied 

and underreported in academics, even though this market 

hold strong spending power and strong loyalty toward the 

brands that target them specifically. These factors 

uncovered that gay market can no longer be neglected by 

marketers. 

Currently, there is no research has been done in 

Malaysia which used LGBT as respondent. Due to the 

culture, gender, and sexual orientation differences, 

Malaysia’s LGBT group may react differently compared 

to LGBT from other countries which would be interesting 

to study how online reviews affect the purchase decision 

of the LGBT group. Hence, this study is to determine 

whether the existence of online reviews, characteristic of 

online reviews, and characteristic of reviewers can affect 

the decision to purchase among LGBT. 

 

2. Methodology 

2.1 Research Design 

In this research, there are four independent variables 

investigated to find out whether it will affect purchase 

decision of LGBT. This research is a quantitative 

research to measure the relationship between independent 

variables and dependent variable. Hypothesis testing is 

used in the study to measure and explain the relationship 

between factors of interest in a study [16]. 

 

2.2 Population and Sample 

In this research, the target population is LGBT in Kuala 

Lumpur. Snowball sampling method is selected due to the 

reason that the individual sample (LGBT group) is 

difficult to identify [17]. In snowball sampling, the 

respondents identify potential respondents who are 

similar to themselves. This ensured the respondents are 

the targeted population to answer the questionnaire. The 

entire sampling process is being carried out in internet. A 

link to the questionnaire is sent to a sample and the 

sample forwarded it to his or her social group. This is to 

target population to test the hypotheses. Due to limited 

time and cost, this study was unable to absorb all the 

LGBT in Malaysia as the respondents.  

 

2.3 Data Collection 

Online questionnaire survey is used to collect necessary 

data for hypothesis testing due to the survey enable the 

researcher to gain quantitative opinion and attitude of 

respondents in form of sample to represent the 

population. Furthermore, online survey makes it easier to 

be distributed and shared among respondents. 5-point 

Likert scale is used in the questionnaire to ask the 

respondents to rate their answer, enabling researchers to 

assess the degree of respondents agree or disagree with 

statement based on 5-point Likert scale ranging from the 

lowest (1) “strongly disagree” to the highest (5) “strongly 

agree” [18-22]. The questions for the questionnaire are 

obtained from the sources as listed in Table 1. 

 

Table 1: Sources of questions for questionnaire 

Article Author Variables Numbers of questions 

Toward a Theory of Online Buyer Behavior 

Using Structural Equation Modeling 
Lim [23] Purchase Decision 3 

Antecedents of Online Reviews’ Usage and 

Purchase Influence: An Empirical 

Comparison of U.S. ad Korean Consumers 

Park and Lee[24] 
Existence of online 

review 
3 

The impact of Electronic Word of Mouth on 

Consumers’ Purchasing Decision? 

Al Mana and Mirza [25] 

 

Existence of online 

review 
2 

Characteristic of 

review 
8 

Characteristic of 

reviewers 
3 
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Pilot test is done before the actual study and this is 

able to assist in fine tuning usability studies or correcting 

it in order to lead to more reliable and accurate results 

[26]. It also provided a chance to correct the wording or 

grammar of the questionnaire and understand the time 

needed for each questionnaire to be answered [27]. In this 

pilot testing, 3 respondents were given questionnaires and 

required to give feedback regarding the design of the 

paper questionnaire. 

 

2.4 Data Analysis 

Data analysis conducted via IBM SPSS version 25 in this 

study. In order to safeguard valid results in this study, 

reliability of the instruments are tested [28,29]. For the 

hypotheses testing, Pearson correlation analysis is 

selected to determine the relationship between 

independent variables (existence of online reviews, 

characteristic of online reviews, and characteristic of 

reviewers) and dependent variable (decision to purchase 

among LGBT group). The level of significance is 

selected at P < 0.05. 

 

3. Results and Discussion 

3.1 Relationship between existence of online reviews 

and decision to purchase among LGBT group 

H1: There is a relationship between the existence of 

online reviews and the decision to purchase among LGBT 

group. 

H0: There is no relationship between the existence of 

online reviews and the decision to purchase among LGBT 

group. 

Table 2 showed that both variables are interval, 

(r=0.671, r>0.6). This indicates that 0.61< r< 0.80, hence 

there was a significant relationship between the existence 

of online reviews and decision to purchase, and the 

relationship is positive relationship. Besides that, the p-

value is smaller than 0.01 (p<0.01) which stated that the 

correlation is significant at 0.01 level. Thus, H1 is 

accepted and H0 is rejected. This result proved that 

existence of online review is positively related to decision 

to purchase. In other words, LGBT group have a high 

tendency to purchase if there is an existence of online 

review. 

 

Table 2: Pearson Correlation Coefficient for existence of 

online review 

 
Existence of 

online review 

Purchase 

intention  

Existence of 

online review  

Pearson 

Correlation 

Sig. (2-tailed) 

N 

 

1 

 

105 

 

-0.042 

0.671 

105 

Purchase 

intention 

Pearson 

 

-0.042 

0.671 

 

1 

 

Correlation 

Sig. (2-tailed) 

N 

105 105 

 

3.2 Relationship between characteristics of online 

reviews and decision to purchase among LGBT group 

H2: There is a relationship between the characteristic of 

online reviews (such as consistency, frequency, and 

recency) and the decision to purchase among LGBT 

group. 

H0: There is no relationship between the characteristic of 

online reviews (such as consistency, frequency, and 

recency) and the decision to purchase among LGBT 

group. 

Table 3 showed that both variables are interval, 

0.61< r< 0.80, hence there was a significant relationship 

between characteristic of online reviews and decision to 

purchase, and the relationship is positive relationship. In 

addition, the p-value is smaller than 0.01 (p<0.01). Due to 

that, the correlation is significant at 0.01 level. Thus, H2 

is accepted and H0 is rejected. Also, this statistic can be 

an evidence to suggest that characteristic of online 

reviews can strongly affect the decision to purchase 

among LGBT group. In the case of positive relationship 

can be stated that better characteristic of online reviews, 

can help consumers to make their purchase decision. 

 

Table 3: Pearson Correlation Coefficient for 

characteristics of online reviews 

 
Characteristics of 

online reviews 

Purchase 

intention  

Characteristics 

of online 

reviews 

Pearson 

Correlation 

Sig. (2-tailed) 

N 

 

1 

 

105 

 

-0.038 

0.703 

105 

Purchase 

intention 

Pearson 

Correlation 

Sig. (2-tailed) 

N 

 

-0.038 

0.703 

105 

 

1 

 

105 

 

3.3 Relationship between characteristics of reviewers 

and decision to purchase among LGBT group 

H3: There is a relationship between the characteristic of 

reviewers (such as identity, age, frequency of 

participation) and the decision to purchase among LGBT 

group. 

H0: There is no relationship between the characteristic of 

reviewers (such as identity, age, frequency of 

participation) and the decision to purchase among LGBT 

group. 

Table 4 presented the relationship between 

characteristics of reviewers and decision to purchase 
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among LGBT group. It is found that r=0.243. Since r is in 

the interval between 0.21 and 0.40, there is a weak 

relationship between characteristics of reviewers and 

decision to purchase among LGBT group. As for the p-

value, it is smaller than 0.01 (p<0.01), which implied that 

the correlation is significant at 0.01 level. Thus, H3 is 

accepted and H0 is rejected. This finding provided 

assistance in determining that characteristic of reviewers 

did not play a major role in motivating consumer to make 

purchase decision. Indeed customers do not need put that 

much on focus on reviewers while making purchase 

decision. 

 

Table 4: Pearson Correlation Coefficient for 

characteristics of reviewers 

 
Characteristics of 

reviewers 

Purchase 

intention  

Characteristics 

of reviewers  

Pearson 

Correlation 

Sig. (2-tailed) 

N 

 

1 

 

105 

 

-0.115 

0.243 

105 

Purchase 

intention 

Pearson 

Correlation 

Sig. (2-tailed) 

N 

 

-0.115 

0.243 

105 

 

1 

 

105 

 

3.4 Overall Discussion 

Table 5 tabulated the comparison of the Pearson 

Correlation Coefficient for all the three independent 

variables. It is clearly evident that characteristic of online 

reviews (such as consistency, recency, frequency) have 

strongest relationship with the decision to purchase 

among LGBT group, characteristic of reviewers is the 

lowest and the existence of online reviews is in the 

middle. 

 

Table 5: Comparison between independent variables 

(existence of online reviews, characteristic of online 

reviews, characteristic of reviewers) 

Variables Pearson Correlation 

Existence of online reviews 0.671 

Characteristic of online 

reviews 

0.703 

Characteristic of reviewers 0.243 

 

From the data and information that have been 

collected by the online questionnaire, it is obvious that 

the characteristic of online reviews has the strongest 

impact on purchase decision among LGBT group. this 

statement can be proved by the Pearson Correlation result 

of 0.703. It showed that LGBT does check out reviews 

characteristic before they decided to purchase. In 

particular, consistency, number of online reviews, and, 

recency of reviews are important factors on purchasing 

decisions. This result is corresponding to the study done 

by Yaylc and Bayram [30]. Hence, consistency and 

recency of reviews should be taken into consideration to 

encourage the LGBT group to make their purchase. 

According to the Pearson Correlation test, the 

existence of online review also strongly affects the 

decision to purchase among LGBT group. This indicated 

that the LGBT group rely on online reviews before 

making their purchase. The data collected from the LGBT 

group witnessed that online reviews are considered 

having high influence power while LGBT is making their 

purchase decision. They are concerned if there are no 

reviews presented on the website when they intend buy a 

product online. This showed a similar result to Park and 

Lee [31] and Ye et al.[32]. 

Lastly, the Pearson Correlation test discovered that 

characteristic of reviewers is having a weak relationship 

with the purchase decision. This ascertained that 

reviewers’ age, reviewers’ frequency of submitting 

reviews, reviewers’ nickname gives the least effect on 

purchase decision. LGBT does not really care about the 

characteristic of reviewers while reading review. This 

result is analogous to the studies by Yaylc[30] which also 

shown that demographic profile of reviewers gave the 

least significance impact on the online Saudi consumer's 

purchase decision process. However, this result is 

inconsistent with the Sussman and Siegal [34] findings 

which concluded that personal identifying information 

can increase the credibility of that information source, 

leading it to be a useful factor in making purchase 

decision.  

 

4. Conclusion 

To summarize, the existence of online reviews and 

characteristic of online reviews have a strong relationship 

with purchase decision among LGBT group. However, 

characteristic of reviewers did not affect purchase 

decision of LGBT that much compared to the other 

variables. These results also illustrated that LGBT group 

react similarly to other customers on online reviews. 
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