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Abstract The expansion of e-commerce users in Indonesia parallels the growing internet penetration.
However, this does not necessarily positively affect e-commerce service providers, as there
are other obstacles, including a healthy environment. Because the quality of the information
in e-commerce is maintained, a healthy ecosystem develops. Consequently, this study will
delve deeper into the significance of information quality in e-commerce services. Data
gathered from 143 respondents and analyzed using Structural Equation Modeling (SEM)

reveal that the quality of information has a positive and statistically significant effect on

purchase intention via social psychological distance and trust.
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INTRODUCTION

In the fourth quarter of 2018, Tokopedia
booked 168 million visits, but in the fourth
quarter of 2020, the visit dropped to 114.7
million. There was a drastic decrease
because more and more competitors
entered the e-commerce marketplace in
Indonesia, which can threaten Tokopedia's
position and market. Nielsen published the
2015 Global Trust in Advertising Report,
which stated that in the Asia Pacific region,
consumer opinions or reviews published
online achieved a level of trust of 70% and
ranked fourth out of 18 factors that can affect
consumer trust. From Nielsen's findings, it
can be concluded that trust from potential
consumers can grow with information from
other consumers who have purchased an
item, and with 10,482,050 people in Central
Java which is the reason shopping online as
their top five reason when using the internet
obtained from APJIl (Association of
Indonesian Internet Service Providers), it
can be obtained that 7,337,435 people in
Central Java trust consumer reviews
published online.

The quality of information appears crucial
in influencing consumer  purchasing
decisions. Prospective consumers usually
obtain information from reviews from other
consumers; this is called electronic word of
mouth (eWOM). The role of eWOM is
significant because its information can

increase consumer confidence in using
online shopping services. Besides that, it is
quoted from Zhao et al. (2020) that low-
quality information can harm buyers, sellers,
and online shopping service providers. The
buyer will feel that the products they buy do
not match their description in consumer
reviews. Consequently, the seller can lose
his reputation due to unqualified consumer
reviews, that way, because the quality of the
information circulating in the shopping
service is terrible, it will create a lousy
ecosystem, and the shopping service can be
abandoned.

Therefore, it is inevitable that the
information circulating in e-commerce must
be of good quality. Good quality information
is described as information that can meet the
needs of e-commerce users for information
(Eppler, 2003). It becomes a separate
guestion about what kind of information can
be said to be of quality even more deeply.
This question is answered by Park et al.
(2007) through research which states that
information can be qualified if there are the
following indicators, relevance,
understandable, adequacy, and objectivity.
The information is in the form of consumer
reviews on e-commerce platforms.

Information in the form of consumer
reviews on e-commerce is a one-way
communication; other e-commerce users
cannot interact with reviewers on a product
they are reviewing. Although unidirectional,
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the quality of the information can influence
consumer purchasing decisions (Zhao et al.,
2020). According to Zhao et al. (2020), the
quality of information can influence
consumer purchase intentions through two
things: social-psychological distance and
trust. The level of trust here can be directly
affected by the quality of information or
mediated by the distance or proximity of
social psychological distance from e-
commerce users who read consumer
reviews on a product. Social psychological
distance represents the results of a person's
thought process who associates with a
group or not or becomes part of a larger
group (Kruglanski & Higgins, 2007). It can
also be concluded that group associations
can be reduced to interpersonal similarities
(Matthews & Matlock, 2011).

The widespread research on the quality
of information with trust lacked a deeper look
at increasing consumer trust in these
studies. It turns out that when reading other
consumer reviews, readers of these reviews
will indirectly form a psychological distance
in their thinking. This stage is a process in
which users of e-commerce interpret what
they see in their environment with the help of
explanations from the constructive level
(Bar-Anan, Liberman, & Trope, 2006). The
constructal level represents the abstract or
concrete form of someone's thought. The
more abstract a person's thinking is, the
higher the level of construction, and the
more concrete the opposite will happen.
Based on a study by Kruglanski & Higgins
(2007), consumers with a low construal will
focus on specific details when viewing other
consumer reviews. Regarding an item,
because the social-psychological distance
also decreases due to the decreasing level
of construction, from the process, it will form
thoughts from consumers, such as;
consumers will perceive the communicator
or individual who did the review to have the
same taste as them when buying a product
or could also have the same value that is
sought in a product. These things decrease
social-psychological distance and affect the
level of trust in other consumer reviews on
online shopping services (Hernandez-
Ortega, 2018).

By referring to research done by Zhao et
al. (2020), trust can be influenced through
social-psychological distance by the quality
of information. The complex process through
which good information quality can increase
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purchase intention becomes important. The
factors that are significant to purchase
intention, such as social-psychological
distance and trust, are analyzed more
deeply to determine how mechanisms of
information quality can affect purchase
intention comprehensively. Zhao et al.
(2020) reveal the possible influence of a
person's online shopping experience, seeing
the information quality mechanism that can
influence purchase intention from a different
perspective. Therefore, considering that this
study is a follow-up study of Zhao et al.
(2020), this study will analyze the
mechanisms of information quality through
social-psychological distance and trust in
purchase intention. The relationship of
information quality is directly related to trust,
which will later be influenced by consumers'
online shopping experience, and an indirect
relationship mediated by social-
psychological distance to trust.

With the description above, studying the
mechanism of information quality on
purchase intention becomes essential if the
factors that can influence it are explored
more deeply, from mediating factors such as
social-psychological distance and consumer
trust. This study will provide a more
comprehensive picture of the mechanism
affecting the quality of information available
at Tokopedia, Indonesia's largest online
shopping service provider, more specifically
as depicted in Figure 1.

LITERATURE REVIEW AND
HYPOTHESES DEVELOPMENT

Theory of planned behavior

The theory of planned behavior (TPB)
(Ajzen, 1991) started in 1980 as the Theory
of Reasoned Action to predict an individual's
intention to engage in a behavior at a
specific time and place. The theory was
intended to explain all behaviors over which
people can exert self-control. The key
component of this model is behavioral intent;
behavioral intentions are influenced by the
attitude about the likelihood that the
behavior will have the expected outcome
and the subjective evaluation of the risks and
benefits of that outcome.

The TPB states that behavioral
achievement depends on motivation
(intention) and ability (behavioral control). It
distinguishes between three types of beliefs
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Figure 1.
The conceptual research framework

- behavioral, normative, and control. The
TPB is comprised of six constructs that
collectively represent a person's actual
control over the behavior.

Construal level theory

Construal level theory is a theory that is
within the scope of social psychology, this
theory will explain the psychological
distance and thinking of an individual in an
abstract or clear form, and generally, it is
explained that the farther an object is from a
person, the more abstract they think.
However, the closer the object is to a person,
the more concrete they think (Kruglanski &
Higgins, 2007).

Therefore, in their research, Trope &
Liberman (2010) argue that the constructal
level theory looks at the psychological
representation of the distance and proximity
of an object, event, or other individual
formed by differences in their thoughts. The
psychological representation is a form of the
construal level, and according to Lange et al.
(2012), there are at least two construal
levels, namely the low construal and high
construal levels. A low constructal level sees
something in more detail that only focuses
on an object, be it events, items, individuals,
or other things.

Therefore, in their research, Trope &
Liberman (2010) argue that the constructal
level theory looks at the psychological
representation of the distance and proximity
of an object, event, or other individual
formed by differences in their thoughts. The
psychological representation is a form of the
construal level, and according to Lange et al.
(2012), there are at least two construal
levels, namely the low construal and high
construal levels. A low constructal level sees
something in more detail that only focuses
on an object, be it events, items, individuals,
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Purchase
Intention (Y;)

or other things. On the other hand, a high
constructal level is indicated by thinking big
picture and not focusing on details.

Then in subsequent studies, this
constructal level theory is used to determine
the appropriate psychological distance.
Suitability is divided into several dimensions
time, room, social, and hypothetical (Bar-
Anan et al., 2006; Trope & Liberman, 2010;
Trope, Liberman, & Wakslak, 2007).

Social-psychological distance

The statement about social distance is
another form of interpersonal similarity that
has been studied by Liviatan et al. (2008) by
doing four experiments studying
interpersonal similarity, and one of these
experiments about interpersonal similarity
will affect a much higher level (abstract ) or
much lower (concrete).

Information quality

The quality of the information described from
the beginning is also when information in
online shopping or e-commerce services is
in the form of consumer reviews or can be
classified in eWOM Zhao et al. (2020).
Several previous researchers argued that in
their studies, eWOM (electronic word of
mouth) is a positive or negative statement
made by potential customers (Dinh & Mai,
2016; Hennig-Thurau, Gwinner, Walsh, &
Gremler, 2004), actual customers, or former
customers about a product or service
company via the internet, from this it is
possible that eWOM can be accessed by
various people and institutions (Chen,
Nguyen, Klaus, & Wu, 2015). According to
Park et al. (2007), their research states that
the following indicators can qualify
information quality; relevance;
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understandability; and

objectivity.

sufficiency;

Purchase intention

Bosnjak et al. (2006), in their study, stated
that purchase intention would encourage
consumers to purchase an item. That
confirms previous research, which states
that purchase intention predicts consumer
buying behaviour. Then the definition of
purchase intention continues to grow, one of
which comes from Lu et al. (2014), who
argue that purchase intention is "the
willingness of consumers to buy certain
products at certain times or in certain
situations".

Information quality and trust

A previous study found that the quality of
information is an essential factor in
influencing the perception of online platform
users' perception of credibility of an eWOM
(Cheung et al.,, 2012). In a subsequent
study, it was found that the quality of
information that has value and substance is
then submitted on the online platform, which
can positively affect consumer confidence
(Zhang, Cheung, & Lee, 2014). That is also
supported by other findings that prove that
the quality of information that reflects
credibility can positively impact users' trustin
the information available on the platform
(Khwaja, Jusoh, & Nor, 2019).

In subsequent studies, it was proven that
quality information, especially what service
users can understand, can have positive
implications for trust (Khwaja et al., 2020;
Yang Zhao et al., 2020).

Hla: The quality of information has a
positive effect on trust.

Information quality and social-
psychological distance

A study by Hernandez-Ortega, (2018) states
that when eWOM contains relevant
information for consumers, it will ultimately
look far or near the social-psychological
distance between consumers and the
eWOM they receive. Furthermore, this
perception will affect how consumers
evaluate and respond to the information
from the sender, which in this context is a
Tokopedia user who reads other consumer
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reviews. Furthermore, this study also proves
that the information contained in eWOM will
positively affect social-psychological
distance from consumers. That is because
social distance reveals how much a person
distinguishes himself from others, or similar
people from different people, or people who
are part of a group or outside a particular
group (Trope et al., 2007).

Subsequent research also confirmed that
quality information positively affects social-
psychological distance; this study examines
the relationship between information quality
with social-psychological distance (Yang
Zhao et al., 2020).

H1lb: Information quality has a positive
effect on social psychological distance.

Information quality, social-
psychological distance, and trust

In their research, Trope & Liberman (2010)
argue that different forms of psychological
representation formed by individuals on the
same object, event, or other person are
referred to from the constructal level theory.
The representation is a function of the
perceived  psychological distance of
individuals, who regard them as the centre
of reference, and objects that are further
away from their perception. As perceived
psychological distance increases, all
individuals use a higher level of
interpretation to characterize something
more abstract, simple, and non-contextual.
When the psychological distance is reduced,
individuals will use a lower level of
interpretation to characterize something
more complex and have detailed information
(Liberman & Trope, 2008).

Consumer  perceptions of social-
psychological distance will impact the level
of construal on the information in eWOM.
This can be seen through the relationship
between social-psychological distance and
construal level. Social psychological
distance allows individuals to feel that others
are in the same group, just like them
(Charness & Gneezy, 2008). Therefore, in
their study, Li et al. (2016) stated that
consumers would make more
straightforward buying decisions if they
received information related to their
emotions and sensitivities. If social-
psychological distance increases,
consumers will require complex decision-
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making and use the broadest range of
information about anything related to their
decision.

That way, it can be said that when the
social-psychological  distance  between
consumers and eWOM makers is minimal,
consumers will feel closer individually to
eWOM makers and will increase their
likelihood of feeling part of a group of eWOM
makers. In this case, consumers will believe
in information based on emotional
attachment. From this, it can be concluded
that social psychological distance will
positively affect consumer confidence in
eWOM (Hernandez-Ortega, 2018; Li et al.,
2016; Yang Zhao et al., 2020).

H2: Social psychological distance has a
positive effect on trust.

H3: The quality of information positively
affects trust mediated by social-
psychological distance.

Trust and purchase intention

Trust has two variants, cognitive-based
trust; several dimensions must be met in this
case. In contrast, emotion-based trust, this
emotion is based on the feelings felt by
agents toward other agents, both of which
form the basis and motivation of a person to
have purchase intentions (Kahneman &
Tversky, 2000; Kim, Ferrin, & Rao, 2008;
Ling, Chai, & Piew, 2010).

Moreover, it has also been confirmed that
trust is an important part of online
transactions, where transactions are carried
out indirectly (Hong & Cha, 2013; Yang
Zhao et al., 2020).

H4: Trust has a positive effect on
purchase intention.

METHODS

This study is quantitative research;
according to Cooper & Schindler (2014),
guantitative research aims to quantify
something precisely. Quantitative
methodologies are frequently used in
business research to assess consumer
behaviour, knowledge, opinions, and
attitudes. These methodologies answer
questions about how much, how frequently,
how many, when, and who.
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For quantifying, this study uses an
electronic questionnaire. The definition a
guestionnaire Sekaran and Bougie, (2016) is
a written question that has been compiled
and formulated in advance, and the
respondents themselves will record the
answers. Furthermore, what is meant by
electronic questionnaires are questionnaires
that have been transferred to electronic
media and can be distributed via the internet
with various platforms in it such as links,
websites, personal blogs, or using social
media. Because this electronic
guestionnaire is a structured question
because the author has compiled it, the
questions in this questionnaire are included
in the type of closed question (Cooper &
Schindler, 2014).

Moreover, in this study using non-
probability sampling, individuals in the
population have no probability associated
with their selection as sample subjects in this
sampling design. Then used for the
sampling technique in this study is purposive
sampling. This sampling technique is limited
to certain types of people who can provide
the desired information, either only those
who have it or several criteria set by the
researcher (Sekaran & Bougie, 2016).

Atotal of 143 respondents were surveyed
for this study. The data type is primary data,
and the samples were gathered via an online
guestionnaire. The respondents in this study
were women and men between < 25 and 2
46 who resided in Semarang, Indonesia, and
had made at least one purchase on
Tokopedia in the preceding six months. The
six-month time limit was imposed to ensure
that respondents’ responses were presented
appropriately and under current conditions.

The questionnaire used for this study
consisted of three parts. The first part
contained a brief introduction and a profile of
the researchers, which explained the
research aims and objectives. The second
part was about the respondent's identity,
including gender, age, occupation, domicile,
monthly expenses, and the average nominal
expenditure per transaction. The third part
was about the items to measure information
quality (IQ), Trust (T), Social-psychological
Distance (SPD), and purchase intention (PI)
as shown in Appendix.

In this study, the data analysis was
conducted  with  Structural  Equation
Modeling (SEM), and the analysis was
carried out in the AMOS program.
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Table 2. o RESULTS
Respondent characteristics

According to the demographic
Category Freg:incy Percentage characteristics results, the number of female
respondents (55.24%) was more than male
Male 64 44.76 % respondents  (44.7%) in  Semarang,
Female 9 95.24 % Indonesia. Most of the respondents were
Age dominated by college students (69.23%),
<25 124 86.71 % and the rest varied from civil servants,
26-35 8 5.59 % entrepreneurs, and employees for further

36-45 8 5.59 % details stated in Table 2.
Job The data from 143 respondents have
Student 99 69.23 % validity and reliability. It can be seen that 16
Civil servants 7 4.90 % items of questions contained five variables,
Employees 19 13.29% namely information quality (IQ), Trust (T),
Entrepreneur 8 5.59 % social-psychological distance (SPD), and
Etc 10 6.99 % purchase intention (PI). The data considered
Education meet the construct validity criteria, shown in
Highschool 63 22.06 % Table 3. Besides th_at, the reliability test h_as
Diploma 9 6.29 % _aIreHady d9n1e_ fglr tfé]lls research model, which

Undergraduate 69 48.25 % IS shown in Tabie 4.

To ensure the SEM model's fitness,
Postgraduate 2 1.40 % authors tested using Chi-square, CFI, TLI,
CMIN/DF and RMSEA, which were within
the expected range of values, even though

Table 3. GFI and AGFI were marginally accepted, as
Validity test result described in table 5.

With  Structural Equation Modelling

Indicator Cut off Result (SEM) shows thgt a significance value

value smaller than 0.05 indicates hypotheses 1a,

Barlett's Test <0.05 0.00 1b, 2, and 4. Thus the results of this

of Sphercity statistical test succeeded in accepting the
KMO >0.5 0.861

hypothesis that hypotheses 1a, 1b, 2, and 4,
as described in table 6. As Well as with
hypothesis 3 through bootstrapping, as

Table 4. shown in table 7, the result is significant.
Reliability testing

DISCUSSIONS

Variable  Construct Result

!rQ g g'ggg This study‘s first finding is t_ha.t th.e q_uaﬂity_ of

SPD 3 0877 m_formatlon_ affects trust. This finding is in line

P| 3 0.857 with Khwaja_ et _al. (2020) and Zhao_ et al.

(2020), indicating that the quality of

information favours trust. This means that

Table 5. the quality of information affects consumer

Goodness of fit index test trust in electronic commerce, and this

__conclusion may be valuable for enhancing

gof?tﬂggi}i (i/l;tl-l?éf Result EV?)'#a“ electronic commerce in terms of their

Chi-Square < 124,342 114.428 Fit plat:_?]rén sseclzrgr?g?:gglrt].shows that the quality
Probability >0.05 0.154 Fit . . -

RMSEA <0.08 0.032 Fit of mformatlon also af.fec.ts _ s_oc_lal—

Chi- <1.20 1.144 Fit pgychologlcal d|stance._ Th_e finding is in I|r_1e

square/df with Zhao et al. (2020) finding that the quality

GFI > 0.90 0.911 Fit of information influences social-

AGFI >0.90 0.878 Marginal ~ psychological distance positively. The

TLI >0.95 0.988 Fit findings indicate that information quality may

CFI >0.95 0.986 Fit influence the social-psychological distance
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Table 6.
Hypothesis 1a, 1b, 2, and 4 testing results

Relation Estimate  S.E. C.R. P
SPD <-- 1Q 0.472 0.112 4.210 ***
T <-- SPD 0.234 0.076 3.072 0.002
T <-- 1Q 0.449 0.095 4.743 ***
Pl <-- T 0.298 0.105 2.834 0.005
between users of electronic commerce. It
may be crucial for the platform to improve its Table 7.
recommendation system in light of this Hypothesis testing
finding.
The study's third finding is that social IQ SPD T P!
psychological distance affects trust. These SPD
results confirmed the finding of Hernandez-
Ortega, (2018), Li et al. (2016) and Zhao et T 0,006
al. (2020), who showed that psychological PI 0,009 0,012

distance has a positive effect on trust.

The fourth finding shows the information
effect of social-psychological distance on
trust. These results also confirmed
Hernadndez-Ortega, (2018), Li et al. (2016)
and Zhao et al. (2020) finding, which shows
that social-psychological distance has a
positive influence on trust mediated by
social-psychological distance.

The fifth finding shows that trust affects
purchase intention. This finding validates
Hong and Cha (2013); Zhao et al. (2020)
finding, indicating that trust significantly
impacts purchase intention. From this result,
trust is essential for consumers' purchase
intention in electronic commerce.

The study result also validates previous
studies (Hong & Cha, 2013; Yang Zhao et
al.,, 2020), indicating that trust significantly
impacts purchase intention. From this result,
trust is essential for consumers' purchase
intention in electronic commerce.

CONCLUSION

Information quality has an important role in
electronic commerce platforms. It affects the
purchase intention of the platform's user to
make a purchase. This research supports
Khwaja et al. (2020) and Zhao et al. (2020),
indicating that the quality of information has
a favorable effect on trust.

In the mechanism of affecting purchase
intention, information quality could affect
through social-psychology distance and
trust. This study reveals that social-
psychology distance is important for the
electronic commerce platform to enhance
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the suggestion to stimulate users to trust the
information.

Therefore, the quality of information that
circulates in the platform has to be monitored
by the providers to maintain the growth of the
users. To conclude, this study's findings are
crucial for electronic commerce nowadays to
keep their users' right information for their
needs. The results of the research are
expected to be utilized by Tokopedia as an
e-commerce service provider in order to be
able to monitor the quality of information
circulating in their services in order to create
a good ecosystem for sellers and buyers.

Apart from this study's contribution, our
research also has limitations, since it was
conducted only for Tokopedia user
respondents in Semarang. The second
limitation was that the information quality
variable is only based on reviews from other
consumers and not on information shared by
sellers on Tokopedia.

The other limitation was that this
research did not specify which media the
respondent used to access Tokopedia,
either from the website or an application on
a smartphone. The last is no specific
secondary data regarding the number of
Tokopedia users in the city of Semarang, so
this study only uses data on how many
individuals shop online in big cities in Central
Java such as Semarang, Brebes, Cilacap,
Banyumas, Tegal and other cities or
counties. Future research suggested being
done in other e-commerce platforms with
specific media platforms and conducted with
other area respondents.



Diponegoro International Journal of Business, Vol. 5, No. 2, 2022, pp. 109-118

REFERENCES

Ajzen, I. (1991). The Theory of Planned
Behavior. Organizational Behavior and
Human Decision Processes, 50, 179-211.
https://doi.org/10.1080/10410236.2018.14
93416

Bar-Anan, Y., Liberman, N., & Trope, Y. (2006).
The association between psychological
distance and construal level: Evidence
from an implicit association test. Journal of
Experimental Psychology: General,
135(4), 609-622.
https://doi.org/10.1037/0096-
3445.135.4.609

Bosnjak, M., Obermeier, D., & Tuten, T. L.
(2006). Predicting and explaining the
propensity to bid in online auctions : a
comparison of two action-theoretical
models. 116(April), 102-116.
https://doi.org/10.1002/cb.38

Charness, G., & Gneezy, U. (2008). What's in a
name? Anonymity and social distance in
dictator and ultimatum games. Journal of
Economic Behavior and Organization,
68(1), 29-35.
https://doi.org/10.1016/j.jebo.2008.03.001

Chen, C. H., Nguyen, B., Klaus, P. "Phil," & Wu,
M. S. (2015). Exploring Electronic Word-
of-Mouth (eWOM) in The Consumer
Purchase Decision-Making Process: The
Case of Online Holidays — Evidence from
United Kingdom (UK) Consumers. Journal
of Travel and Tourism Marketing, 32(8),
953-970.
https://doi.org/10.1080/10548408.2014.95
6165

Cheung, C. M. Y., Sia, C. L., & Kuan, K. K. Y.
(2012). Is this review believable? A study
of factors affecting the credibility of online
consumer reviews from an ELM
perspective. Journal of the Association for
Information Systems, 13(8), 618—635.
https://doi.org/10.17705/1jais.00305

Cooper, D. R., & Schindler, P. S. (2014).
Business Research Methods (12th ed.).
New York: McGraw-Hill Irwin.

Dinh, T. D., & Mai, K. N. (2016). Guerrila
marketing's effects on Gen Y's word-of-
mouth intention- a mediation of credibility.
Asia Pacific Journal of Marketing and
Logistics, 28(1), 4-22.

Eppler, M. J. (2003). Managing Information
Quality. In Managing Information Quality.
https://doi.org/10.1007/978-3-540-24782-1

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., &
Gremler, D. D. (2004). Electronic word-of-
mouth via consumer-opinion platforms:
What motivates consumers to articulate
themselves on the internet? Journal of
Interactive Marketing, 18(1), 38-52.
https://doi.org/10.1002/dir.10073

Hernandez-Ortega, B. (2018). Don't believe

116

strangers: Online consumer reviews and
the role of social psychological distance.
Information and Management, 55(1), 31—
50.
https://doi.org/10.1016/j.im.2017.03.007

Hong, I. B., & Cha, H. S. (2013). The mediating
role of consumer trust in an online
merchant in predicting purchase intention.
International Journal of Information
Management, 33(6), 927-939.
https://doi.org/10.1016/].ijinfomgt.2013.08.
007

Kahneman, D., & Tversky, A. (2000). Choices ,
Values , and Frames (10th ed.). New York:
Cambridge University Press.
https://doi.org/https://doi.org/10.1017/CBO
9780511803475

Khwaja, M. G., Jusoh, A., & Nor, K. (2019).
Does Electronic word-of-mouth (eWOM)
on Social Media leads to Information
Adoption? Empirical Evidence from the
Emerging Markets! International Journal of
Recent Technology and Engineering, 8(4),
3281-3288.
https://doi.org/10.35940/ijrte.d8064.11841
9

Khwaja, M. G., Mahmood, S., & Zaman, U.
(2020). Examining the effects of ewom,
trust inclination, and information adoption
on purchase intentions in an accelerated
digital marketing context. Information
(Switzerland), 11(10), 1-12.
https://doi.org/10.3390/info11100478

Kim, D. J., Ferrin, D. L., & Rao, H. R. (2008). A
trust-based consumer decision-making
model in electronic commerce : The role of
trust , perceived risk , and their
antecedents. Decision Support Systems,
44, 544-564.
https://doi.org/10.1016/j.dss.2007.07.001

Kruglanski, A. W., & Higgins, E. T. (2007). Social
Psychology: Handbook Of Basic
Principles. In Journal of Object
Technology (Vol. 6).
https://doi.org/10.5381/j0t.2007.6.10.c1

Lange, P. A. M. Van, Kruglanski, A. W., &
Higgins, E. T. (2012). Handbook of
Theories of Social Psychology Volume 1.
In Psikodimensia (2nd ed., Vol. 18).
London: Sage.

Li, T, Li, Y., & Liu, R. (2016). The Influence of
Psychological Distance Situation on Initial
Trust in Farmers'Agricultural Purchase
Decision-Intermediary Mechanism of
Information Processing. Chinese Journal
of Management, 13 (11), 1690-1701.

Liberman, N., & Trope, Y. (2008). The
Psychology of Transcending the Here and
Now. Science, 322(5905), 1201-1205.
https://doi.org/10.1126/science.1161958

Ling, K. C., Chai, L. T., & Piew, T. H. (2010).
The Effects of Shopping Orientations ,
Online Trust and Prior Online Purchase
Experience toward Customers' Online



Diponegoro International Journal of Business, Vol. 5, No. 2, 2022, pp. 109-118

Purchase Intention. International Business
Research, 3(3), 63-76.

Liviatan, I., Trope, Y., & Liberman, N. (2008).
Interpersonal similarity as a social
distance dimension: Implications for
perception of others' actions. Journal of
Experimental Social Psychology, 44(5),
1256-1269.
https://doi.org/10.1016/j.jesp.2008.04.007

Lu, L. C., Chang, W. P., & Chang, H. H. (2014).
Consumer attitudes toward blogger's
sponsored recommendations and
purchase intention: The effect of
sponsorship type, product type, and brand
awareness. Computers in Human
Behavior, 34, 258—-266.
https://doi.org/10.1016/j.chb.2014.02.007

Matthews, J. L., & Matlock, T. (2011).
Understanding the link between spatial
distance and social distance. Social
Psychology, 42(3), 185-192.
https://doi.org/10.1027/1864-
9335/a000062

Park, D. H., Lee, J., & Han, I. (2007). The effect
of online consumer reviews on consumer
purchasing intention: The moderating role
of involvement. International Journal of
Electronic Commerce, 11(4), 125-148.
https://doi.org/10.2753/JEC1086-
4415110405

Sekaran, U., & Bougie, R. (2016). Research
methods for business : a skill-building
approach (7th ed.). Chichester: John Wiley
& Sons, Ltd.

Trope, Y., & Liberman, N. (2010). Construal-
Level Theory of Psychological Distance.
Psychological Review, 117(2), 440-463.
https://doi.org/10.1037/a0018963.Constru
al-Level

Trope, Y., Liberman, N., & Wakslak, C. (2007).
Construal Levels and Psychological
Distance: Effects on Representation,
Prediction, Evaluation, and Behavior.pdf.
Journal of Consumer Psychology, 17(2),
83-95.

Zhang, K. Z. K., Cheung, C. M. K., & Lee, M. K.
O. (2014). Examining the moderating
effect of inconsistent reviews and its
gender differences on consumers' online
shopping decision. International Journal of
Information Management, 34(2), 89-98.
https://doi.org/10.1016/].ijinfomgt.2013.12.
001

Zhao, Yang, Wang, L., Tang, H., & Zhang, Y.
(2020). Electronic Commerce Research
and Applications Electronic word-of-mouth
and consumer purchase intentions in
social e- commerce. Electronic Commerce
Research and Applications, 41(February),
100980.
https://doi.org/10.1016/j.elerap.2020.1009
80

Zhao, Yi, Yang, S., Narayan, V., & Zhao, Y.
(2013). Modeling consumer learning from

117

online product reviews. Marketing
Science, 32(1), 153-169.
https://doi.org/10.1287/mksc.1120.0755



Diponegoro International Journal of Business, Vol. 5, No. 2, 2022, pp. 109-118

APPENDIX
Table 1A.
Measurements
Variables Indicators Reference

Information Quality

IQ1: Every review is objective.

1Q2: Every review is understandable.

IQ3: Every review can be credible.

IQ4: Every review is clear.

1Q5: In general, the quality of each review is high.

Park et al. (2007)

Trust

T1: Other consumer reviews are trustworthy,
T2: Other consumer reviews are true

T3: Other consumer reviews are reliable,
T4: Trustworthy reviewers,

T5: Reviewers share actual experiences.

Zhao et al., (2020)

Social-psychological
Distance

SPD1: Other people have the same taste as me,
SPD2: Other people have the same values as me,
SPD3: | am the same as everyone else.

Hernandez-Ortega,
(2018)

Purchase Intention

PI1: Reference from consumer reviews,
PI2: Changes in consumer attitudes,
PI13: Influence on consumer decision making.

Zhao et al., (2020)
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