-

View metadata, citation and similar papers at core.ac.uk brought to you byj(: CORE

provided by Brunel University Research Archive

Perceived Derived Attributes of Online Customer Ravs

Abdulaziz Elwalda, Brunel University London, Brunel Business School.

Email: Abdulaziz.Elwalda@brunel.ac.uk
Room: ESGW 001

Brunel University

Uxbridge

uUB8 3PH

United Kingdom

Tel: +44 (0)1895 265040

Kevin Lu*, Brunel University London, Brunel Business School.

Email: Kevin.lu@brunel.ac.uk
Room: ESGW 104c

Brunel University

Uxbridge

UB8 3PH

United Kingdom

Tel: +44 (0)1895 265254

* Corresponding author


https://core.ac.uk/display/362648491?utm_source=pdf&utm_medium=banner&utm_campaign=pdf-decoration-v1

Abstract

The influence of online customer reviews (OCRs)omstomers’ purchase intention has recently
gained considerable attention, in both academic lamsiness communities. Technology allows
customers to freely and easily post their commantsopinions online about any product or service;
this type of customer review can have a signifiegfect on customers’ purchase decisions. Previous
studies, however, have mainly focused on the infteeof the virtual attributes of OCRs such as
volume and valence on consumers’ intentions, whiéed attention has been paid to understanding
the effects of the derived attributes. This stutiys, aims to understand the impact of the perdeive
derived attributes of OCRs on customer trust atehiion. This study develops a - Perceived Derived
Attributes (PDA) - model, based on the inclusionpefceived control from the Theory of Planned
Behaviour (TPB) with the Technology Acceptance Madé\M), in order to investigate the effects
of OCRs on customers’ purchasing intention. A tofad89 responses to a survey were collected from
users of amazon.com. The findings from this stuatygest that customer trust in an e-vendor and
their intention to shop online are significantlyezted by perceived usefulness, perceived easseof u
and perceived enjoyment of OCRs. Furthermore, ¢heesof control derived from OCRs significantly
affects customer intention and significantly affecustomer trust in e-vendors, particularly for
customers who frequently check OCRs before makipgrahase. Clearly, those attributes of OCRs

are linked to the development of the shopping emvitent, which consequently can affect sales.

KeywordsOnline customer reviews (OCRS); electronic wordrmfuth (eWOM); TAM; Theory of
Planned Behaviour (TPB); perceived enjoyment; peeckcontrol.



I ntroduction

Online customer reviews (OCRs) are a form of etgutr word of mouth (eWOM) that refers to the
user-generated contents that are posted on e-vevelugites or third-party websites (Mudambi &
Schuff, 2010). OCRs have become a key source augptanformation (Huang, Chen, Yen, & Tran,
2015). Chen and Xie (2008) suggest that OCRs aewaelement of the marketing communication
mix. Firms have also started using them to undedstastomers’ attitudes (Dellarocas et al., 2007).

OCRs are a rich source of product information. @uetrs tend to engage in reading online
product information, as it assists customers in ingakhe purchase decision (Cheung, Lee, &
Rabjohn, 2008). Given the trustworthiness and bikyi of OCRs (Gruen, Osmonbekov, &
Czaplewski, 2006; Hu, Liu, Bose, & Shen, 2010)uatemer’s adoption of the information provided
by OCRs is likely to be a key factor affecting #hestomer’s decision to purchase online. Previous
studies (e.g. Chevalier & Mayzlin, 2006; Flanaginvitzger, 2013; Huang et al., 2015; Lee & Koo,
2015; Olbrich & Holsing, 2012; Pan & Zhang, 2011rufillai & Tellis, 2012) have mainly focused
on the virtual attributes of OCRs such as volunaence, variance and length (Elwalda and Lu,
2016; Moon et al., 2014). However, there are absivdd attributes resulting from OCRs as a support
tool for customers to make the purchasing decision.

What has not been adequately explained in theatitez is the derived attributes of OCRs,
such as usefulness, understandability, simpli@tyjoyment and sense of control (Liang, Ekinci,
Occhiocupo, & Whyatt, 2013; Yang, 2013). Unlikeditaonal WOM, eWOM is mediated by Internet
technology; suggesting the significance of peragifeetors (Sun, Youn, Wu, & Kuntaraporn, 2006).
Perceived derived attributes from OCRs are sugdestebe a key factor in affecting customers’
intention. Such importance of perceived deriveditattes raises the need for investigating their
effects on customer intention. Limited research een reported on how these factors contribute to
explaining customers’ behavioural intention in doatext of OCRs.

Hence, the present study aims to investigate anpirigally test the effects of OCRs’ derived
attributes on customer trust and intention, asrdeteed by perceived usefulness, perceived ease of
use, perceived enjoyment and perceived control.

The present study contributes to the understarafieyyOM and OCRs’ behaviour in several
ways. Firstly, our study introduces a perceivedveer attributes model (PDA) for understanding
OCR behaviour, based on the inclusion of percecaurol with the Technology Acceptance Model
(TAM) model. The PDA model employtechnology acceptance model (TAMMd heory of planned
behaviour (TPB)n order to investigate the role of the attribrgsulting from OCRs. This is the first
time that such an approach has been applied ifitthature to understand the effects of the derived
attributes of OCRs. The PDA model claims that tfieces of OCRs are not only limited to the virtual
attributes, such as volume and valance, but akHalle perceived derived attributes of OCRs have an

impact on customers’ behaviour. We extend the TAMabguing that the inclusion of perceived



control from the Theory of Planned Behaviour (TRB)the TAM is crucial when analysing the
influence of eWOM.

Secondly, to the best of our knowledge, there istndy examining the impact of perceived
usefulness, perceived ease of use, perceived eajayamd perceived control derived from OCRs on
customer trust and behavioural intention. The priestudy finds that customer trust in an e-vendor
and customer intention to shop online are sigmfigaaffected by these perceived derived factors.
The third contribution is that perceived controlsnemployed in order to understand the effects that
sense of control, derived from OCRs, has on custbmst and intention. The present study indicates
that perceived control has a significant effectcastomer intention to shop online. Additionallyeth
results reveal that for customers who frequentlc&hOCRs before making a purchase, their trust in

the e-vendor is significantly influenced by peregicontrol resulting from OCRs.
Theoretical Background

Online customer reviews (OCRs) have become a pyisaurce of product information. This
has resulted in them having a significant impactconsumer purchase decision making.
However, previous investigations have mainly conedrwith the virtual attributes of OCRs,
such as, valance, volume, and variarf®. example, Moe and Trusov (2011) indicate that t
valence of OCRs has a direct influence on salasil&ly, Floh, Koller, and Zauner (2013) find the
intensity of the valence of OCRs has a significaffect on the sale of both books and hotels.
Furthermore, Liu (2006) reveals that the volum@©QIRs positively affects box office returns. On the
other hand, the influence of OCRs is not only ledito the virtual attributes, but also to the dediv
attributes such as, perceived usefulness, perca&ssd of use, perceived enjoyment, and perceived
control that might significantly affect custometsthavioural intentions (Liang et al., 2013; Yang,
2013).

Perceived derived attributes form OCRs are sugddstbe a main key affecting customers’
intention. For example, perceived usefulness argk e# use were found to be an important
antecedent in adopting eWOM (Hsu, Lin, & Chiang,120Liang et al., 2013; Yang, 2013).
Furthermore, Park, Lee, and Hun (2007) reportttauality of the OCRs positively impact product
sales. Also perceived ease of use was found taeinfle online trust (Aghdaie, Piraman, & Fathi,
2011; Gefen, Karahanna, & Straub, 2003). In addjtjgerceived enjoyment and perceived control
have been established to be significant derivatbates from online discussion that affect intentio
(Van Dolen, Dabholkar, & de Ruyter, 2007), and Ivitharacteristics of Internet usage (Dabholkar,
1996; Davis, Bagozzi, & Warshaw, 1992; KoufarisD20Wolfinbarger & Gilly, 2001).

Drawn from the Technology Acceptance Model (TAMYlahe theory of Planned Behaviour
(TPB), the present study introduces a “PerceivedvBeé Attributes” model (PDA) for investigating

the behaviour of eWOM and OCRs. An integration efcgived usefulness, perceived ease of use,
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perceived enjoyment, and perceived control is agdplio understand the effects of the derived

attributes of OCRs on customer trust and purchasations.

Technology Acceptance Model (TAM

The growth in virtual communities has empoweredrimsses to widen their interaction space with
Internet users (Lin, 2007). As much as this intéoacis social, it is mediated and supported by
technology factors (Sun et al. 2006; Wang, Yu, &dfenaier, 2002). Recently, the TAM has been
employed in explaining the effect of informationoation in the context of eWOM (Ayeh, 2015;
Casalg, Flavian, & Guinaliu, 2010; Hsu et al., 201iang et al., 2013; Yang, 2013). TAM has been
accepted as a model to explain online customenf@iva(Gefen et al., 2003), and is broadly used for
examining information technology adoption (Venkat{e2000). Additionally, previous studies have
also indicated that eWOM has a significant inflleemn customers’ intentions (Chen & Xie, 2008;
Clemons, Gao, & Hitt, 2006; Godes & Mayzlin, 2004).

TAM is a model developed to study the acceptancéheftechnology by individuals that
explains how individuals come to accept and usechnology, originating from the theory of
reasoned action. It is widely used to explain tdeption of new technology, underpinned by two
constructs: “perceived usefulness” and “perceivaseeof use”. Davis et al. (1992) in an attempt to
address TAM limitations in regard to its explangtgower (Bagozzi, 2007; Bhattacherjee &
Premkumar, 2004). Davis et al. (1992) report thatg@ived enjoyment has a significant impact on
behavioural intention.

A theoretical backgroundon the concepts of the three constructs of TAMrd@iged

Usefulness, Perceived ease of Use and Perceivegnesnt is provided next.

Perceived usefulness and perceived ease of use

TAM suggests that perceived usefulness and perterase of use are the main determinants of
system use and information adoption. Perceivedulrsess is defined as “the degree to which a
person believes that using a particular system dvealhance his or her job performance” (Davis,
1989, p. 320). Perceived ease of use is definéthaslegree to which a person believes that using a
particularly system would be free of effort” (Davi989, p. 320). Employing these two definitions,
this study refers to the perceived usefulness esdégree to which a customer believes that using
OCRs enhances their online shopping experienceeRed ease of use refers to the degree to which
a customer believes that using OCRs is simple stmaifhtforward.

Drawing on TAM, Liang et al. (2013) studied intetipaal travellers’ eWOM
communication. Their study reveals that both perxtiusefulness and perceived ease of use have a
direct significant impact on overall attitude tooating eWOM communication, while an indirect
effect was observed for behavioural intention te @&/OM. Their findings also indicate that overall

attitude towards eWOM communication partially meéelathe relationship between the adoption of



eWOM and the behavioural intention to use it. Tat@gether, these results suggest that customers
are likely to use eWOM if the online informatiorepented is useful and easy. Similarly, Casalé. et al
(2010) indicate that participating in online tragemmunities is positively affected by their pevesi
usefulness. They also find that perceived ease®influences both perceived usefulness and adtitud
towards participation in online travel communiti€sirthermore, Lin (2007) surveyed the largest
online communities in Taiwan and found that botbhtelogy acceptance factors have a positive
significant influence on the sense of belongingh® virtual communities, leading to the purchase
intention.

Using the review site Openrice.com, Yang (2013pdirthat eWOM intention is mainly
affected by the perceived usefulness of the webSiteprisingly, perceived ease of use, satisfaction
and egoistic needs were found to have no impadherdispersion of eWOM. However, the results
indicate that perceived usefulness greatly modethae relationship between satisfaction and egoisti
needs, and engagement with eWOM communication. Y2a#3), on the other hand, attributes the
non-significant effect of perceived ease of usee@OM intention to the less complicated task that
customers experience on the website Openrice.casto@ers can conventionally evaluate and rate
their experience on Openrice.com. Moreover, theelbggment of technology has eased the complex
tasks of technology, weakening the effects of peeckease of use. This is in line with the findirds
Van Dolen et al. (2007), who establish that chaisfation in advisory group chats is not
significantly influenced by ease of use. This wase do the experience and familiarity that
respondents possess in online chat (Van Dolen,2G7).

In a different but related context, Hsu et al. @0&xamine the perceived usefulness of blogs
for 327 blog readers. Perceived usefulness waperakently constructed, with results indicating that
the perceived usefulness of blogger recommendatiagsa great impact on both customer attitude
and purchase intention. Interestingly, a recommeomisi perceived usefulness is found to be
influenced by trust in blogger recommendations;gesting that the customer must first trust the

recommendations in order for them to be perceigeasaful.

Perceived enjoyment

Another major driver of new technology use and #&dopis enjoyment (Davis et al. 1992; Lee,
Cheung, & Chen, 2005; Venkatesh, 2000). Perceingmyment is defined as “the extent to which the
activity of using a specific system is perceivedb® enjoyable in its own right, aside from any
performance consequences resulting from system (Mssikatesh, 2000, p. 351). This has led to the
notion that enjoyment is an intrinsic driver (Lgeak 2005). Previous studies on information system
have embraced perceived enjoyment as an intrinsintive to explain information technology (IT)
system usage and adoption. In this regard, Dawis. ¢1992) extend the original TAM by including
perceived enjoyment as one of the main driveraéoeptance. Building on Davis et al. (1992), other

researches have reported that a relationship eletiseen perceived enjoyment and behavioural



intention; this relationship is a key aspect ofirmmkshopping. Indeed Ha and Stoel (2009) indidzdé t
the likelihood of customers engaging in online gdiong is greatly influenced by their enjoyment of
the shopping process. Also, Li, Chua, and Lu (20d&) that the intention of using instant messaging
is directly affected by the perceived enjoymenkelvise, Koufaris (2002) reveals that perceived
enjoyment has an impact on online customers’ ifdartb return to the online shopping store.
Drawing on OCRs, perceived enjoyment refers toekient to which a customer feels that
OCRs are fun and entertaining. Researchers havdidhiged the importance of enjoyment in the
context of OCRs and eWOM. A study by Schindler &nckart (2005) indicates that enjoyment is
one of the top five reasons why individuals seelknermessages. Similarly, Dholakia, Bagozzi, and
Pearo (2004) note that individuals participate iual communities for three main reasons, one of
which is enjoyment. Enjoyment is also found to lpeimportant stimulus for engaging in eWOM
(Cheung & Lee, 2012; Okazaki, 2009). Phelps (208d)ploying both a qualitative and quantitative
approach, reveals that enjoyment is an essentiardior forwarding emails. Taking into account the
significance of the perceived enjoyment of the mnlshopping experience and online reviews, the
present study attempts to explain the effect teatgived enjoyment of OCRs has on customer trust

and customer intention to use online shopping.

Theory of Planned Behaviour (TPB)

Theory of planned behaviour TPB was developed kae#j(1988). TPB relates beliefs to behaviour
to enhance the predictive power of the theory afo@ed action by the inclusion of perceived control
TPB as constructed by attitude, subjective nornmg] perceived behavioural control, predicts
deliberate behaviour, since behaviour can be delilve and planned (Ajzen, 1991). According to the
TPB, intentions can be only conveyed to the achaddaviour if that behaviour is only under an
individual's perceived control (Ajzen, 1985; Maddenal., 1992). This study, thus, introduces the
perceived derived attributes of OCRs by incorpataiperceived control from TPB to the TAM to

address the TAM limitations regarding the gap betwatention and actual behaviour.

Perceived control

Perceived control refers to the level of controlimgividual has over their environment and actions
(Hui & Bateson, 1991; Koufaris, 2002). Perceiveditoal has been examined in many different
theoretical frameworks, for instance, in the TheofyPlanned Behaviour (TPB) by Ajzen (1985,
1991), and Bandura’s theory of self-efficacy (198Bhe rationale behind the effect of perceived
control on behaviour is that perceived control dasotivational influence over behavioural intention
When the level of control over accomplishing a #ipedehaviour is low, people’s intention to

accomplish that behaviour is likely to be low, evEl positive attitude is gained (Madden et al.,
1992).



In the present study, perceived control refershitoamount of control that a customer feels
that OCRs provide during the process of online pimap For online shopping, perceived control is
not only considered as an interaction with the pobdtself, but rather as a consequence of the
interaction behaviour with the website and its degd (Koufaris, 2002). Unlike physical shopping,
online shopping provides more information, leadtnga higher efficiency and less effort; which
ultimately results in demanding more control bytoofers (Jarvenpaa & Todd, 1996). Using a
gualitative approach, Wolfinbarger and Gilly (200d that obtaining buying information directly
from a website, instead of having to go througlalasperson, increases customer’s sense of control.
The level of control obtained in the online shoppiexperience is derived from the lack of
commitment that raises customers’ efficiency, amshinishes the effort required for making a
purchase (Wolfinbarger & Gilly, 2001).

Previous studies have established the importangeefeived control for online shopping
(Karjaluoto, Lehto, Leppaniemi, & Jayewardene, 2008ufaris, 2002; Wang, 2014; Wolfinbarger &
Gilly, 2001). Wolfinbarger and Gilly (2001) highhgj that finding the desired information on a
website and following a system that allows inforimatto be personalised, are likely to increase the
level of perceived control. Similarly, Koufaris (@8 reports that a website’'s features, such as a
recommendation system, help to increase the sehsmrdrol. Wolfinbarger and Gilly (2001),
however, point out the difficulty of locating sugtformation; hence, OCRs might be very helpful in
this regard, as they are easily found and also igeoeredible information based on previous
customers’ evaluations and experiences. In tumviging such a facility may increase the sense of
control experienced by customers. Van Dolen ef28l07) employ a structuration theory perspective
to study online group chat. Their study reveald thestomer satisfaction of group chat that leads to
buying intention is significantly influenced by tperceived control acquired by customers in a group

chat.
Research Model (PDA)

In this study we develop a new way of understantlimgeffects of OCRs on customers’ behavioural
intentions. Drawn from the technology of the acaape model (TAM) and the Theory of Planned
Behaviour (TPB), the present study introduces agieed derived attributes model (PDA) for
explaining eWOM and OCRs’ behaviour. The PDA modebased on the inclusion of perceived
control from TPB with TAM to understand the effeofsOCRs’ derived attributes on customer trust
and intention
Although the TAM is a powerful model, it has beeniticised for its limited explanatory

power (Bagozzi, 2007; Bhattacherjee & Premkumaf420Particularly in the context of eWOM,
where OCRs have a discrete nature, the TAM mayalbter satisfactory understanding of customer

intentions (Ayeh, 2015). Moreover, previous reskedras highlighted a difference in the effects of



perceived usefulness and ease of use between ekienplantation stage and the post-implantation
stage (Bhattacherjee & Premkumar, 2004).

Addressing these limitations, Davis et al. (1992)erd the TAM model by introducing
perceived enjoyment as an intrinsic motivation. iBast al. (1992) find that perceived enjoyment has
a significant impact on behavioural intention. leéred enjoyment has been employed in different
contexts: with the theory of reasoned action (WuLi&, 2007); in an online shopping context
(Wolfinbarger & Gilly, 2001); and in eWOM researftian Dolen et al., 2007). The present study
overcomes the aforementioned limitations as itgrates perceived enjoyment as a predictor of
intention with the original TAM. Secondly, the pees study is only concerned with the perceived
factors derived from OCRs. Furthermore, it studieseffect of OCRs on customer trust and intention
in the pre-purchase stage. In other words, it exashow likely customers are to make a purchase
after reading the reviews.

Nonetheless, the original TAM and its extensionkttadeal with the gap between intention
and actual behaviour, as TAM particularly focusedlee usage, while neglecting the actual actions.
Due to intentions being made prior to the actuslavur, and as the time gap between the intention
and behaviour potentially can be large, while @ésolving many required actions and decisions, and
as intentions are often adjusted over a periodnoé,tit is vital to consider the psychological and
instrumental procedures between the intention aedattual behaviour (Bagozzi, 2007; Bagozzi &
Edwards, 1998).

According to the Theory of Planned Behaviour (TRB)entions can be only transmitted to
the actual behaviour if that behaviour is solelgeman individual's perceived control (Ajzen, 1985;
Madden, Ellen, & Ajzen, 1992). An individual maysite to accomplish certain behaviour; however,
they might not have the knowledge, opportunityhar mecessary resources to actually perform it. TPB
argues that perceived control is an exogenous hlarthat has a direct effect on behaviour and an
indirect effect through behavioural intentions. Timglirect influence is assumed to reflect the
motivational implications that perceived controktan intentions, while the direct effect is basad o
the assumption that the individual has an actuatrobover the behaviour (Ajzen, 1991; Madden et
al., 1992). In other words, perceived control aleboth intentions and behaviour (Ajzen, 1991;
Madden et al., 1992). Our study, hence, introdtiseserceived Derived Attributes (PDA) model by
incorporating perceived control from TPB to the TAdladdresses the TAM limitations regarding the
gap between intention and actual behaviour.

The PDA model is the first to explain the perceivdatived attributes of OCRs, and to
investigate the role of perceived control in eWOBhenunication. The PDA model shows that
OCRs’ influence is not only limited to the virtuattributes such as, volume and valence, but also to
the derived attributes that may significantly affeastomer behavioural intention. The PDA model
delivers an understanding of the perceived deriatilibutes of OCRSs; including perceived

usefulness, preserved ease of use, perceived esbdyand perceived control.
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Hypotheses development

According to TAM, customer behaviour in an onlinentext is determined by two main drivers
involving perceived usefulness, and perceived ezsese (Davis, 1989; Vijayasarathy, 2004).
Customers’ intention of using a particular systesnessentially caused by perceived usefulness and
perceived ease of use. When customers identifyatsgecific system can improve their performance,
they are more likely to adopt that system (Davi@39). In other words, if the system is useful,
customers will have a positive attitude towardsint ultimately, will intend to use it. Perceived
usefulness, thus, is related to the individualtermtion. Consistence with this notion, findingsnfra
Web survey of 932 Internet users indicates thatethe a direct, positive relationship between
perceived usefulness and behavioural intention (Ryu, & Han, 2004). This positive association
has been confirmed by many other studies (Chelrer@ibn, & Sherrell, 2002; Limayem, Khalifa, &
Frini, 2000; Trivedi & Kumar, 2014).

The generalisability of much of the published stgdbn the effects of OCRs, have reported
the significant impact of OCRs on customers’ pusehiatentions and sales (Clemons et al., 2006; Lu,
Chang, & Chang, 2014; Ye, Law, Gu & Chen, 2011Yyc®Peed usefulness in virtual communities
comes from the belief that obtaining and sharirfgrination with other customers enhances one’s
performance of using the system (Lin, 2007). Addilly, previous studies have highlighted the
significant role of perceived usefulness in adagp@WOM and OCRs (Casal6 et al., 2010; Liang et
al., 2013). Moreover, Chen, Dhanasobhon, and S{BiQ7) state that a relationship exists between
helpful reviews on amazon.com and sales growth.igRequality was found to be an important
dimension of the review usefulness (Cheung ef80D8). In this regard, Park et al. (2007) reveat th
sales of portable multimedia players are positivefijuenced by the quality of reviews. Furthermore,
Hsu et al. (2013) highlight that the online shogpintentions of customers who read blogs are
influenced by the perceived usefulness of the logjgrecommendations. Mudambi and Schuff
(2012) indicate that OCRs provide analytic valuermation throughout the various stages involved
in the purchase decision. Building on these, thegiged usefulness of OCRs is likely to influence

customers’ intention to shop online. This studgréfore, proposes the following hypothesis:

Hypothesis 1: Perceived usefulness of OCRs hasitiy@gimpact on customers’ intention to

shop online.

Trust is a fundamental driver in participating hopping in general, and particularly so in the mali
context (Gefen et al., 2003). McKnight and Chervé202) point out that trust in online shopping, is
not just between customers and a website, butb@seeen the system and customers. In other words,
institutional trust is as important as interperdotrast in the online setting, highlighting the
importance of perceived usefulness and ease dhumeh contexts. Even though some TAM studies

have suggested that trust is affected by percedss® of use, and is an antecedent of perceived
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usefulness (Gefen et al., 2003), others have cdadithat both perceived usefulness and ease of use
are antecedents of ecommerce trust ( Koufaris & ptamSosa, 2004). Awad and Ragowsky (2008),
for instance, find that both the technology atttr@suof perceived usefulness and those of perceived
ease of use have an impact on ecommerce trust.abhence of physical interaction in online
shopping requires the e-vendor to provide the reduéues to enhance customer trust (Ling, Daud,
Piew, Keoy, & Hassan, 2011). Useful, clear andlpasiderstood information on websites are likely
to decrease the confusion caused by asymmetrioatton and increase the trust in e-vendors (Lan
& Chen, 2014). Also, Gefen et al. (2003) state fieateived ease of use may increase customer trust,
with the perception that an e-vendor is exploitmgy the buyer—seller relationship; indicating a

relationship assurance.

Perceived Usefulness [f——

Perceived Ease of Uss  [me—)

HE

e | Trust , | Purchase

Intention

Perceived Enjoyment |y

Perceived control [T

l Hi+H4 + HE

Figure 1: Perceived Derived Attributes model (PDA)

In relation to OCRs, prior researches have sugddbtd online review systems are generally
employed to improve customer trust in e-vendors déw. Ragowsky, 2008). Similarly, Chen, Wu,
and Yoon (2004) argue that an increase in infomnatsources may improve customer trust.
According to an eMarketer report (2007), custontaust e-vendors that provide OCRs more than
they trust other online sources. Firstly, OCRs aften provided voluntarily by customers; hence,
creating a high level of trustworthiness and criditib(Hu et al., 2010). Moreover, Sen and Lerman
(2007) demonstrate that customers have a tendenoyst OCRs, irrespective of their nature of being

negative or positive. As reported by Zhao and L&2012), trust is facilitated by knowledge transfer
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OCRs as trusted sources of online information ikedyl to enhance customer trust in an e-vendor, by
transferring customer knowledge and experienceewige, Hajli and Khani (2013) find that online
communication through sharing experience and kndgdecan build online trust. Secondly, review
helpfulness was found to be related to productss@@en, Chang, and Yung 2007; Sen & Lerman,
2007). It has been also reported that 97% of custs found online reviews to be accurate (Nunn,
2010). Jarvenpaa, Tractinsky, and Saarine (199f¢ate that the higher customer trust is, the more
customers perceive the e-vendor's website to b&ilude this regard, Kumar and Benbasat (2006)
established that the perceived usefulness of amender increases when OCRs are available.
Xiaorong, Bin, Qinghong, Liuli and Yu (2011) alsmd that eWOM information has significant
influence on customer trust. Given that the reveystem is deemed to be a useful and valuable part
of a website and has an impact on customer intenté&view usefulness may also influence customer
trust. Finally, perceived ease of use of OCRs,asrthined by their understandability and clearness
is suggested to impact customer trust in the e-we(@efen et al., 2003; Koufaris & Hampton-Sosa,

2004). On the basis of these previous studiessthdy proposes the following hypotheses:

Hypothesis 2: Perceived usefulness of OCRs hasitiygoeffect on customer trust in e-

vendors.

Hypothesis 3: Perceived ease of use of OCRs hasitive effect on customer trustin e-

vendors.

Davis et al. (1992) extend the original TAM modelinclude perceived enjoyment. They argue that
the acceptance of a system increases with enhamjegment of using the system. In other words,
the more enjoyable a system is, the higher thegtitity of accepting it will be. Their results irudite

a significant impact of perceived enjoyment on h@haal intention. Interestingly, they observe a
positive interaction between usefulness and enjoynseiggesting that when a system is perceived to
be more useful, perceived enjoyment has a greatpadt on behavioural intention. The same
outcome has also been reported by the studieddtaved Davis et al. (1992). For instance, Teo,
Lim, and Lai (1999) using data from 1,370 Internsers, find that perceived enjoyment strongly
influences Internet usage. Perceived enjoymenisis faund to be a strong motivation in the use of
mobile services (Nysveen, Pedersen, & Thorbjgrn2005), to have a significant influence on
intention to play online games (Wu & Liu, 2007)dato greatly influence customers’ engagement
with online shopping (Ha & Stoel, 2009). The enj@nh of blog usage, likewise, is found to

positively affect tourists’ behavioural intentiamisit a destination (Chen, Shang, & Li, 2014).

Furthermore, Reynolds and Maya (2013) state thetepsed enjoyment has an impact on
customers’ revisit intention to the e-vendor’s wieshdMoreover, in another examination by Koufaris
(2002), enjoyment was found to significantly andedily affect repurchase intentions. The same

findings were also obtained by another study (Ba&atk, & Hammerschmidt, 2006) in which
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customers’ intention to return is reported to b#uanced by their perception of enjoyment. In
addition, Van Dolen et al. (2007) conclude thatcpared enjoyment of an online chat group affects
users’ satisfaction with the chat. Furthermorepgmient is reported to be one of the main key dsiver
for customers’ participation in virtual communitiaad eWOM (Cheung & Lee, 2012; Schindler &
Bickart, 2005). Accordingly, it can be argued ttiz¢ enjoyable experience provided by OCRs will

affect customers’ intentions to shop online. Thiglg, thus, proposes the following:

Hypothesis 4: Perceived enjoyment resulting frorRO@as a positive effect on customers’

intentions to shop online.

Furthermore, enjoyment is considered to be a miinahat affects customers’ online transactions
(Chen & Barnes, 2007). The cognitive perceptioimtégrity that leads to trust is associated with th
initial reaction of customers (Mattila & Wirtz, 200 Furthermore, flow theory proposes that a
positive reaction such as enjoyment might boostemesources to deal with the concerned task
(Agarwal & Karahanna, 2000), suggesting that en@ytrmay be connected to the ability aspect of
ecommerce trust (Hwang & Kim, 2007). Koufaris andnipton-Sosa (2002) conducted an
experimental study that demonstrated that a peséijjoyable experience with an e-vendor website
enhances customer trust in the e-vendor throughpéneeived usefulness and ease of use of the
website. Likewise, perceived enjoyment is foundirttuence website appeal, which significantly
affects customer trust (Hampton-Sosa & Koufari€)3)0Moreover, Chen and Barnes (2007), using
data from four online bookstores, reveal that ement of technology is positively associated with
customers’ initial trust. The three attributes obmmerce trust of integrity, benevolence and ahilit
have shown a tendency to be influenced by custdrperseption of enjoyment (Chen & Barnes,
2007). It is expected, therefore, that perceivebyenent of OCRs impacts on customer trust.

Accordingly, the following hypothesis is proposed:

Hypothesis 5: Perceived enjoyment resulting fromRS@as a positive effect on customers’

trust in e-vendors.

According to the Theory of Planned Behaviour (TPB&rceived control refers to the necessary
resources and opportunities for accomplishing & (A§zen, 1991). The greater the resources and
support customers believe they possess, the githateontrol they have over their behaviour. When
customers believe that they possess a high defmmtvol over accomplishing a behaviour, because
of the available resources, their ability to pemidhat behaviour increases (Madden et al., 1992). |
this sense, OCRs as an additional resource obtelinformation will increase a customer’s sense of
control over the online shopping process. Koufg?802), additionally, claims that the complex
environment of online shopping has resulted in detaafor more control by customers. Website
features that would ease the customers’ job ofrimevhat they need, however, could overcome such

issues. OCRs work in a way that helps customerfinth what they are seeking by providing

13



trustworthy information based on other customergegiences (Gruen et al., 2006). Based on
Koufaris’'s (2002) suggestions, OCRs could playgaificant role in increasing the sense of customer
control. Customers’ ability to accomplish a taskgieatly associated with their confidence in
performing the task (Bandura, Adams, Hardy, & Hdsyel980).

Moreover, prior research has revealed that perdedamtrol has a significant influence on
customer behaviour. For example, Wang, Chen ef28D7), using data from both online and off
online shoppers, find that the greater the cust@perception of control, the stronger the intemti®
to shop online will be. Their findings, interestipgalso show that the effect of perceived conisol
stronger than the effect of attitude on customartention to shop online. Similarly Nysveen et al.
(2005), find that behavioural control has a stramgact on the intention to use mobile services.
Wang (2010) also establishes that perceived contrahe E-tail context, positively affects online
customers’ intentions. Additionally, the intentioio participate in permission-based mobile
communications with a company appears to be inflednby individuals’ perception of control
(Karjaluoto et al., 2008). Furthermore, Chang (90@&eals that satisfaction is related to perceived
control, indicating that the higher the sense ofite® that customers possess, the greater their
satisfaction will be. Besides, Wang (2014) findsitttplaying online games is positively and
significantly influenced by the level of perceiveohtrol. Overall, these results suggest that peecei
control is associated with customers’ behaviouraérition. In this study, thus, we propose the

following hypothesis:

Hypothesis 6: Perceived control resulting from O®Rs a positive influence on customers’

intention to shop online.

As previously mentioned, OCRs facility could possibcrease the sense of customer control as often
they are easily found, are additional resources @ffer trustworthy evaluation information (Van
Dolen et al., 2007; Koufaris, 2002). Such a serfseoatrol resulting from OCRs, may lead to an
increase in customer trust in online shopping; eegved control is considered to be an influential
factor in the online trust setting (Eastlick, Lo& Warrington, 2006). When the individuals have a
high level of control over their actions, the lewdl insecurity and risk is likely to be reduced
(Hampton-Sosa & Koufaris, 2005). Bart et al. (20@B)ing data from 25 different websites, point out
that website characteristics that are concernel patrceived control affect customer online trust.
Hoffman, Novak, and Peralta (1999) highlight thaistomers’ perception of control directly
influences their online shopping security. Thisgegjs that a high level of control over the online
shopping process is likely to generate online tr@sinsistent with this, Collier and Sherrell (2010)
reveal that perceived control positively influenoestomer trust in service providers. Suh and Han
(2003), collecting data from Internet banking usaiso establish that the level of perceived cadntro

has a positive impact on ecommerce trust. Takertheg, these results suggest that there is an
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association between the sense of control resuiitorg OCRs and customer trust in online shopping.

Therefore, this study proposes the following:

Hypothesis 7: Perceived control resulting from GQ@Rsitively impacts customer trust in the

e-vendors.

Trust is generally defined as a belief (HamptonaS@oufaris, 2005). Trust plays an important role
in influencing customers’ actions towards e-vend@bsites (Hampton-Sosa & Koufaris, 2005).
Failing to provide a certain level of trustworthésas likely to prevent customers from participgdtin
online shopping, since customers are often anadesvendor opportunistic behaviour (Hoffman et
al., 1999). Once trust in an e-vendor is built,tomers will form a positive belief towards online
shopping, resulting in a purchase intention (Gefeaml., 2003). According to the TPB, customers’
beliefs are important drivers for intentions to ghase (Ajzen, 1991). Thus, when customers believe
that the e-vendor is trustworthy, they are likadyuse an e-vendor’'s website to perform an online
purchase (Hampton-Sosa & Koufaris, 2005).

Previous investigations have exposed that truatsgnificant antecedent of participating in
online shopping (Gefen et al., 2003; Gefen & Stra204; Paviou, 2003). Kim, Ferrin, and Rao
(2008) reveal that customers’ behavioural intergticggarding online shopping are strongly affected
by Internet trust. Likewise, in Taiwan, trust isufa to positively affect nurses’ intentions to ase
electronic logistics information system (Tung, Cipaf Chou, 2008). Xiaorong et al. (2011) find that
trust originating from eWOM information, has a sfgrant positive effect on customers’ intentions.
Ling et al. (2011) establish that customer trugnigicantly and positively affects customers’
engagement in online activities in Singapore. Iditgah, Shukla (2014) using a self-administered
structured questionnaire, finds that online trustifively influences customer purchase intentions.
another examination by Hsu et al. (2013), trustl$® found to have a positive significant impact on
blog readers to shop online. It is therefore suggethat customers who trust e-vendors that provide

OCRs are more likely to make a purchase. Conselguénis study, proposes the following:

Hypothesis 8: Trust in e-vendors who provide OC&s d positive impact on customers’

intentions to shop online.

M ethodology

Research design

In order to understand the effects of OCRs’ derifadors on customer trust and intention, a focus
group and a paper-based survey were conducted.rdingoto Remenyi, Williams, and Money
(1998), using mixed methods is a suitable methothamagement and business studies. Similarly,

Bryman (2003) argues that using both qualitativel goantitative techniques enhances research
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reliability. Additionally, because of the compalityi between qualitative and quantitative approache
employing tools from both approaches is considédme appropriate (Howe, 1988).

A focus group was first formed to examine the raidy and suitability of the research
model. The research model was discussed in grdatl,dehich resulted in a better and deeper
understanding of the individuals’ views of OCRstided attributes. The feedback and suggestions
from the focus group were merged into the propasedel and were used to form the design of the
survey.

Secondly, the initial questionnaire was construcbeed on the research model with
consideration of the related literature. The qoestaire asked participants to answer sets of auresti
based on a five-point Likert scale (strongly digsgto strongly agree). The questionnaire consfsts o
six variables: perceived usefulness, perceived easese, perceived enjoyment, perceived control,
customer trust, and purchase intention. In additifmur demographic questions (age, gender,
education, and profession) and three questionsibimecbehaviour (Internet use, online shopping use,
and posting behaviour) were asked.

To fulfil the study’s aim, a measurement scale adaspted and modified to the context of this
study. Measurements for perceived usefulness argtiped ease of use were adopted from Gefen et
al. (2003) and Koufaris (2002). Perceived enjoynaamt perceived control were assessed by adopting
the scale used by Van Dolen et al. (2007). Measeinésrfor trust were adopted from Lee and Turban
(2001). Finally, purchase intention was measureddnppting measurements from Gefen et al. (2003)

and Hsu et al. (2013). Summary of measurementsf@esented in table 1.

Pre-test and pilot test

Both a pre-test and a pilot test were employeas$b whether the items of the questionnaire actually
measure the study’ constructs. The pre-test indbbight participants, who frequently post and read
online reviews and shop online at least four timewonth, being asked to provide feedback on the
guestionnaire. The following areas of the questanenwere evaluated: content, format, wording and
length.

A pilot test was then conducted in order to chdok suitability of the questionnaire on a
small sample, representing the main study populatf® total of 49 responses were collected.
Coefficient alpha (Cronbach’s alpha) and item-tiztcorrelations were applied to test the reli&ili
of the instrument (Churchill, 1979). Nunnally (19f8oposes that a score of 0.5 to 0.6 is acceptable
to ensure the item’s reliability. All the constrsichowever, achieved a Cronbach’s alpha score of
greater than 0.7. In addition, item-to-total caatielns were used to test the relationship between
particular items in the same set.

Based on the participants’ feedback from the pse#d@d pilot test, several questions were
modified. The final questionnaire consisted of 2#sfions, representing demographic information

and the six variables previously mentioned.
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Construct ltem Source

Per ceived Onlin'e customer reviews enhance my online shopping Gefen et al. (2003)
usefulness effectiveness — : : and Koufaris (2002)
Online customer reviews increase my effectiveness when shopping
online
| find using online customer reviews useful
Perceived ease of Onlinecustomer reviewsservicesare not confusing Gefen et al. (2003)
use Onsltinecustomer reviews services do not take a lot of timeasa and Koufaris (2002)
customer

My interaction with online customer reviews is manageable and
under standable

Per ceived | find the experience of reading online customer reviewsis Van Dolen et al.
; enjoyable
enjoyment | find the experience of reading online customer reviewsis (2007)
pleasant
Online customer reviews areinteresting
Per ceived control | feel morein control of online shopping when using online Van Dolen et al.
customer reviews (2007)

Through online customer reviews, | have a direct influence on
finding the information | need
Online customer reviews enable meto obtain on the necessary
information
Trust Shopping from e-vendor sthat provide online customer reviewsis Lee & Turban (2001)
unreliable
Shopping from e-vendor s that provide online customer reviews
cannot betrusted; thereare just too many uncertainties
In general, | cannot rely on an Internet vendor that provides
online customer reviews to keep the promises they make
Purchaseintention ! strongly recommend others should shop from e-vendor s that Gefen et al. (2003)
provide online customer reviews and Hsu et al. (2013
| would be willing to provide my credit card detailswhen
purchasing from an onlineretailer that provides online customer
reviews
I would be willing to provide information to an online retailer
that provides online customer reviews

Table 1. Summary of measurement scales

Sample

Date was collected from users of amazon.com in bandmazon was chosen as it is a leading and
successful online retailer, in which, arguably, @€Rs facility are regarded as its most powerful

features (Chen & Xie 2008). The data collectioncpss took eight weeks, in which 515 responses
were received, creating a response rate of 41.288, ¢f which were deemed to be useable.

Descriptive statistics show that 52.8% of the resients were male and 47.2% were female, and they
were aged 19-46 years. More than 83% of the ppatits have a university degree or higher. The

majority of the respondents (i.e. 82.8%) have ntbam six years’ experience with using the Internet

and possess an acceptable familiarity with postmijreading OCRs.

Data analysis and results

Descriptive statistics
The descriptive statistics show generally positegponses by the participants to the construdtseof
framework, as all means were greater than 3.0. ddwmeriptive statistics also illustrate that all

constructs have a small standard deviation scoiggesting that the data are clustered around the
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mean, signifying that the data is reliable. Meansl atandard deviations of the constructs are

illustrated in Table 2.

Construct i Skewness Kurtosis
Per ceived usefulness 489 3.68 3.67 0.71 0.752 -0.404 0.94¢
Per ceived ease of 489 3.44 3.33 0.71 0.789 -0.315 0.00¢
use

Per ceived 489 3.30 3.33 0.80 0.846 -0.476 0.33
enjoyment

Per ceived control 489 3.45 3.33 0.71 0.799 -0.068 -0.029
Trust in e-vendor 489 3.42 3.67 0.76 0.730 -0.223 0.011
Purchase intention 489 3.29 3.33 0.70 0.822 -0.616 0.65¢

Table 2. Descriptive statistics

Normality, reliability and validity
First, the data was checked for normality. Skewraesk kurtosis tests were employed. Results show
that the data is in the acceptable range for skesvaad kurtosis (i.es 2.58) (Hair, Black, Babin, &
Anderson, 2010). Moreover, the graphical analylsess similar scores among the mean and median,
suggesting that the data is normally distributed.

Following the normality check, the Kaiser—-Meyer—0IKKMO) and principal component
factor analysis were employed to assess samplaiadg@nd scale validity. A KMO value of 0.787
was obtained, indicating that the sample is aptgprfor conducting principal component factor
analysis. The principal component factor analysas applied to all six constructs, using the rotatio
method of Varimax with Kaiser Normalization. Conyent validity reflecting the items’ association
with the variables was first assessed. The intreetations among theoretically comparable items
were strong. Discriminant validity, on the othentliashowed each variable’s items to be unique and
that they do not interfere with other variables.ritaver, taking into account the large sample ard th
low correlation between different variables, mutimearity issues are removed (Field, 2005). Six
components were extracted, each with an absolltie greater than 0.4. All items were loaded onto
each specific variable, explaining 71.9% of thalteariance. In addition, as can be seen from Table
3, all items showed high factor loadings betwee30 &and 8.70, and each item presented a higher
loading on its equivalent variable than other Jaga, suggesting that satisfactory validity of
convergent and discriminant validity were met.

Cronbach's alpha was used to assess the scalabilitgl All of the scales achieved a score
of greater than 0.7, which meets Nunnally’s (1988pgestions for acceptable reliability. The
reliability scores are shown in Table 2.
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Components

Online customer reviews enhance my online (.831
shopping effectiveness

Online customer reviews increase my effectiveness (0.777
when shopping online

| find using online customer reviews useful 0.729

Online customer reviews services are not confusing 0.792

Online customer reviews services do not take a lot of 0.827

time as a customer

My interaction with online customer reviews is 0.789
manageable and under standable

| find the experience of reading online customer 0.870
reviewsisenjoyable

| find the experience of reading online customer 0.864
reviewsis pleasant

Online customer reviewsareinteresting 0.797

| feel morein control of online shopping when using 0.784
online customer reviews

Through online customer reviews, | have a direct 0.791
influence on finding the infor mation | need

Online customer reviews enable meto obtain the 0.720
necessary information

Shopping from e-vendor sthat provide online 0.877
customer reviewsisunreliable

Shopping from e-vendor s that provide online 0.842

customer reviews cannot betrusted; therearejust

too many uncertainties

In general, | cannot rely on an Internet vendor that 0.787

provides online customer reviewsto keep the

promisesthey make

| strongly recommend other s should shop from e- 0.745
vendor sthat provide online customer reviews

| would bewilling to provide my credit card details 0.818
when purchasing from an onlineretailer that

provides online customer reviews

I would be willing to provide information to an 0.731
online retailer that provides online customer

reviews

Table 3: Rotated component matrix

Measurement model

Confirmatory factor analysis (CFA) was used to ssseneasurement properties of scales. A
standardised loading of at least 0.62 was recofdedll items, with a significant loading on their
particular variable (Hair et al., 2010). Composgigtiability (CR) was employed to measure the
internal consistency reliability of the survey. Gmmtent with Hair et al. (2010) and Nunnally (1994)
all variable scored a composite reliability of gegahan 0.7. Average variance expected (AVE), that
is the explained average variance of an item’sif@p(Hair et al., 2010), results showed that the si
variables were> 0.5 (Fornell & Larcker, 1981). Item loading, Corsjie reliability (CR) and Average

variance expected (AVE) are shown in table 4.
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Construct Item Loadings CR AVE

Perceived usefulness PU1 0.84 0.754 0.510
PU2 0.64
PU3 0.65

Perceived easeof use PEOU1 0.69 0.803 0.578
PEOU2 0.73
PEOU3 0.84

Perceived enjoyment PE1 0.79 0.788 0.553
PE2 0.73
PE3 0.79

Perceived control PC1 0.74 0.814 0.594
PC2 0.75
PC3 0.74

Trust T1 0.95 0.867 0.687
T2 0.75
T3 0.73

Purchaseintention P11 0.74 0.730 0.500
P12 0.62
PI3 0.70

Table 4. Item loading, composite reliability (CR)deaverage variance expected (AVE)

Table 5 shows that the square root of the AVE matpr than any other correlations among the
variables, suggesting that the variables are diffeand discriminant validity is met. Such results

reconfirm the convergent and discriminant validifythe measurement scales.

PU PEOU PE PC T Pl
PU 0.714
PEOU 0.211 0.760
PE 0.344 0.304 0.771
PC 0.558 0.460 0.485 0.744
T 0.271 0.406 0.280 0.284 0.829
P 0.537 0.275 0.466 0.444  0.305 0.690

Table 5. A factor correlation matrix with the sqaaoot of the AVE

Model fit and hypothesis testing

Structural equation modelling (SEM) using AMOS 20.Was employed to assess the hypothesised
theoretical model. Firstly, the structural mod¢lvias evaluated. Chi-square resuks$ (144 df) =
381.789) (p < 0.0001) suggest that the model fit is uséatitory. Chi-square statistics, however, are
very sensitive to the sample size (Hair et al. @Qtherefore, it is an inadequate index in thiglgtto
reject the model. Thus, the following statistiosrevselected to determine the structural modal's fi
Goodness-of-Fit Index (GFI), Adjusted Goodness-ibflrdex (AGFI), Normed Fit Index (NFI),
Tucker-Lewis Index (TLI), Comparative Fit Index (IFRoot Mean Square Error of Approximation
(RMSEA), and Root Means Square Residual (RMR) (lgaial., 2010). GFI, CFI, NFI, AGFI and
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TLI values of between 0.8 and 0.89 are considesdoeta reasonable fit, while values between 0.9
and 1.0 are considered to be a good fit. RMSEAeslass than 0.05 are considered to be a good fit,
and values between 0.06 and 0.08 are considerad asceptable fit. RMR values of less than 0.08
are preferred (Hair et al., 2010; MacCallum, BrowfieSugawara, 1996). Indices results show that
GFI= 0.922, AGFI= 0.884, CFI= 0.924, NFI= 0.90, ¥L0.90, RMSEA= 0.069, and RM = 0.032,
which suggests that the model fit is acceptablar(etaal., 2010). Model fit indices are presented i
table 6.

GFI AGFI CFlI NFI TLI RMSEA RMR

Score 381.789 144 0.922 0.884 0.924 0.90 0.90 0.069 0.032

" Table 6. Model fit indices

As expected in H1, the perceived usefulness of O@Rsa positive significant effect on customers’
intention to shop online. The results support H1=(0.35, p < 0.001) suggesting that customer
intention to shop with e-vendors is affected by tisefulness of customer reviews provided. The
findings also support H2B(= 0.17, p < 0.009) indicating that perceived ubefss of OCRs
significantly impacts customers’ trust in the e-den Moreover, perceived ease of use of OCRs has a
significant influence on customers’ trust in theesdor § = 0.35, p < 0.001); hence, supporting H3.
H4 regards that the enjoyment resulting from OCRBs & positive significant impact on
customers’ intentions to shop online. The resulispsrt H4 f = 0.22, p < 0.001), suggesting that
enjoyment plays an important role in affecting oustrs’ decision to shop online. Likewise, the
effects of perceived enjoyment of OCRs on custonterst in the e-vendor was significarft € 0.14,
p < 0.020); therefore, H5 is supported.
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Figure 2: PDA model: results of structural modwgjlanalysis. * Significant.

Furthermore, perceived control derived from OCRs &ssignificant impact on customers’
intention to shop online, supporting HG £ 0.14, p < 0.05). Perceived control resultingrfrOCRs
had a positive effect on customer trust in the rdee. Unexpectedly, this effect was insignificant;
however, when the sample was further categorisedrding to the participants’ review reading
behaviour, it was found that customers’ trust feced by the perceived control of OCRs for those
customers who frequently read OCRs before makipgreahasef{ = 0.352, p < 0.001). On the other
hand, perceived control had no significant impactostomer trust for customers who “sometimes or
never’ check the OCRs before making a purchasallinsupporting H8, trust in the e-vendor,
unsurprisingly was found to have a significantuefice on customers’ intention to shop onlifie=(
0.11, p < 0.009). Table 7 shows a summary of hygsithassessment.

No. Research hypothesis S. P value Results Effect

Estimate significance
H1 Perceived usefulness of OCRs has &0.35 0..001 Supported Significant

significant impact on customers’

intention to shop online

H2 Perceived usefulness of OCRs has &0.17 0.009 Supported Significant
significant impact on customer trust

in e-vendors

H3 Perceived ease of use of OCRshasa 0.35 0.001 ofBegp  Significant
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significant impact on customer trust

in e-vendors

H4 Perceived enjoyment, resulting from 0.22 0.001 Supported Significant
OCRs, has a significant impact on

customers’ intentions to shop online

H5 Perceived enjoyment, resulting from 0.14 0.020 Supported Significant
OCRs, has a significant impact on

customers’ trust in an e-vendor

H6 Perceived control, resulting from 0.14 0.050 Supported Significant
OCRs, has a significant impact on

customers’ intention to shop online

H7 Perceived control, resulting from .049 0.070 Rejected Insignificant
OCRs, has a significant impact on

customer trust in the e-vendor.

....... people who always read the review0.35 0.001 Supported Significant
before making a purchase

....... people who “sometimes, never”  0.05 .060 Rejected Insignificant

read the review before making a purchase

H8 Trustin e-vendors who provide 0.11 0.009 Supported Significant
OCRs has a significant impact on

customers’ intentions to shop online

Table 7. Hypothesis assessment

Discussion

This study investigates the influence of the usefs$, ease of use, enjoyment and control factors of
OCRs on customer trust and purchasing intentiordetBianding the effects of such influencing
factors is of importance for both theoretical depehent and business practices. The present study
introduces the perceived derived attributes moBE&lA) in order to provide greater insight on the
impact of OCRs on customer behaviour. This studgreds the TAM by the inclusion of perceived
control from the Theory of Planned Behaviour (TP&)d applies the research of TAM to the OCRs
context. In addition, the findings show that thecpésed derived attributes of OCRs significantly
influence customers’ trust in the e-vendor andrtiméntions to shop online.

The study indicates that the perceived usefuln€€3CGRs has a significant direct influence
on customer purchase intention. Previous work sischavid (1989), Gefen et al. (2003), Limayem et
al. (2000), and Pavlou (2003), reports that peskiwsefulness strongly affects customers’ intention

to shop online. The present study expands thesksworestablish that customers’ purchase intention
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is significantly affected by the perceived usefghéerived from OCRs. Furthermore, while Liang et
al. (2013) demonstrate that the adoption of eWOdetermined by its usefulness, positively affects
customer behavioural intention, our study demotesdrthat perceived usefulness derived from OCRs
is a main vital element that directly affects castos’ intentions to shop online. Similar to OCRs, a
study of recommendations provided by blogs, shdvet their perceived usefulness significantly
affects customers’ intention to purchase (Hsu.e2813). The results of our study, therefore, conf
previous studies and highlight the potential impoce of the perceived usefulness of OCRs in
affecting customers’ intentions to purchase onlsignifying that e-vendors should allow customers
to post reviews on their websites.

The findings also show that the perceived usefsliaesl perceived ease of use of OCRs are
important antecedents of trust in the online cantéhereas Awad and Ragowsky (2008) find that
perceived usefulness and ease of use of an oeliaiker's website have a positive influence onraali
trust in general, our findings establish that pee usefulness and ease of use derived from OCRs
significantly affect trust in the e-vender itséhe usefulness of OCRs as determined by enhancing a
customer’s online shopping effectiveness and irsingatheir shopping efficiency, boosts the level of
trust in the e-vendor. Interestingly, this suggdbist e-vendors who provide OCRs seem to be
trustworthy, regardless of whether the reviewsmositive or negative. In contrast to some eWOM
research that has argued that some positive otimegaviews might be harmful for sales (Schindler
& Bickart, 2005; Standifird, 2001), our study relgethat OCRs, irrespective of their content, could
still be useful and may possibly increase customaust in an e-vendor. Moreover, the significant
effect of the perceived ease of use of OCRs oromest trust proposes that any easily understandable
interaction between a customer and an e-vendotsitgecreated by OCRs could build trust in the e-
vendor. Additionally, the findings support prevéostudies in the online shopping context, where
Gefen et al. (2003) and Tung et al. (2008) findt tteommerce trust is affected by perceived
usefulness and ease of use.

This study also indicates that perceived enjoymesuilting from OCRs significantly affects
customers’ intention to shop online. Enjoyment ii@snd to be a key driver impacting customer
purchase intentions (Davis et al., 1992; Ha & St@809; Koufaris, 2002; Teo et al., 1999). Our
findings, however, expands the existing work (Daatial., 1992; Ha & Stoel, 2009; Koufaris, 2002;
Teo et al.,, 1999) to suggest that the element @yarent in OCRs is an important motive for
customers to shop online. The more enjoyable thR<&e, the more likely the customer will engage
in online shopping. Interestingly, this study aldwows that perceived enjoyment resulting from
OCRs boosts customers’ trust in an e-vendor. Tlagioaship between enjoyment and customer trust
is significant. Customers seem to trust e-vendon® wrovide OCRs that have the element of
enjoyment. This result matches those observed iraaler study by Koufaris and Hampton-Sosa

(2002), who notice that an enjoyable experiencé tie e-vendor improves customer trust. Such an
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enjoyable experience could be derived by readiniR®(/an Dolen et al., 2007), which is likely to
result in increasing trust in the e-vendor.

In addition, perceived control resulting from OCR#s conceptualised as affecting
customer’s behavioural intention and trust. A maj@oretical result of this study relates to peredi
control, as it was proposed that perceived comted part of a TAM model. The findings reveal that
the sense of control resulting from OCRs can imfagecustomers’ intention to shop online. In other
words, the higher the sense of control providetheyOCRs, the more likely a customer is to make an
online purchase. The results particularly highligfiet importance of the control perception in the
context of eWOM. Studies by Wang et al. (2007) hiydveen et al. (2005) show that the perception
of control has a strong effect on customer intentibhe results of our study, however, strongly
suggest that the presence of perceived control imAM model helps to provide a better
understanding of customer behavioural intentiomenl

Contrary to expectations, this study did not fingignificant effect of perceived control
derived from OCRs on customer trust in the e-venBogevious studies have reported that perceived
control has an impact on trust (Collier & Sherr@010). A possible explanation for the lack of
support for this hypothesised relationship betwammntrol and trust may be due to the level of cdntro
provided by OCRs being insufficient to influencesttumers’ trust in the e-vendor. As trust leads to
intention (Gefen et al., 2003; Pavlou, 2003), #ree possible that the level of perception of cdntro
required to influence trust is greater than theslleequired to influence intention to purchase.sThi
might explain why perceived control resulting frddCRs influences customers’ intentions but not
their trust. However, categorising the sample ifuher groups according to their behaviour in
relation to reading reviews surprisingly generatatéresting results. The findings reveal that
perceived control derived from OCRs, for customgh® frequently read OCRs before making an
online purchase, has a significant effect on theist in the online vendors. On the other hand, for
customers who do not often read OCRs before makimgrchase, their trust is not influenced by their
perception of control. One possible explanatiorthef observed associations might be related to the
possession of information. The more informationt@oers have the more control they possess over
their online shopping process (Madden et al., 1992nce, this could lead to greater trust for those
who always read OCRs as they have more informa#dso, as OCRs are usually perceived to
provide trustworthy information (Wolfinbarger & @il 2001) customers who always read OCRs
should have more trust in an e-vendors that all@R®on their website.

Finally, the study found that trust significantippacts customers’ intention to shop online.
This finding mirrors those of previous studies tletamined the effect of trust on behavioural
intention (Gefen et al., 2003; Lan & Chen, 2014d-et al., 2011; Pavlou, 2003; Pavlou & Gefen,
2004; Zhou, 2012). Our outcomes clearly confirmt thast is a key antecedent of customer intention
in online shopping. When the e-vendor is perceitete trustworthy, customers are more likely to

perform an online purchase.
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Conclusions

This study proposed a research model called Pextdderived Attributes (PDA), which addresses
the issues of the perceived derived attributes ©R8 The focus of the PDA model was to address
the research question, which is ‘What are the &ffet the perceived derived attributes of OCRs on
customer trust and purchase intention?’” The PDAehadyues that the perceived derived attributes
of OCRs have an impact on customer trust and iioesit Principally, the PDA model claims that the
perceived usefulness, perceived ease of use, pedcenjoyment, and perceived control positively
affect customer trust in the e-vendor and customtentions to shop online. The PDA model was
validated through a survey of 489 users of amapom.c

The results revealed that perceived derived atggodrom OCRs play an important role in
affecting customer behaviour. This study establisttbat customer purchase intentions are
significantly affected by the perceived usefulnasd the perceived ease of use derived from OCRs.
Additionally, the perceived usefulness and the gigar] ease of use derived from OCRs are important
antecedents of trust in an online context. The ysudesults also revealed that the perceived
enjoyment resulting from OCRs significantly affectsstomer trust and customer intentions to shop
online. Interestingly, the results also show thattemers seem to trust e-vendors who provide OCRs
that have the element of enjoyment, suggestingyergat as a key factor affecting customer trust.

The perceived control resulting from OCRs was hlgpsised to influence customers’ behavioural
intentions and customer trust. The results inditdtat the sense of control resulting from OCRs
affects customers’ intentions to shop online. Sampgly, the results showed no significant effett o
perceived control derived from OCRs on customesttnu the e-vendor. However, when the sample
was further grouped according to customers’ behavio relation to reading reviews surprisingly
generated interesting results. The results showad gerceived control derived from OCRs, for
customers who frequently read OCRs before makingrdime purchase, has a significant effect on
their trust in the online vendors. On the otherdhdar customers who do not often read OCRSs before
making a purchase, their trust is not affectedheyrtperception of control resulting from OCRs.
The results of this study offer several theoreticaplications that add to the literature in many
influential ways. First, this study introduces tRerceived Derived Attributes (PDA) model, which
integrates perceived control from TPB with TAM fanderstanding the effects of OCRs. To the best
of our knowledge, this is the first attempt to aatuce and investigate the effects of the attributes
resulting from OCRs. It extends the TAM by arguthgt the inclusion of perceived control from the
TPB in the TAM is vital when analysing the effeofs®OCRs and eWOM. The PDA model claims that
the effects of OCRs are not only limited to theual attributes, such as volume and valance, lsat al
that the perceived derived attributes of OCRs l@aviEmpact on customers’ behaviour.

Moreover, to the extent of our knowledge, therends study investigating the influence of

perceived usefulness, perceived ease of use, pedcenjoyment and perceived control derived from
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OCRs on customer trust and behavioural intentidmis Btudy found that these four functional
attributes resulting from OCRs have an impact @taer trust and intentions to shop online.

Additionally, the findings from this study suggestveral meaningful implications for managers
that could possibly enhance the relationship amdneonication between e-vendors and customers,
build trust and ultimately boost sales for e-vesdor

Firstly, with regard to the general implicationsiststudy shows that OCRs play an important
role, affecting customer trust and intention, ssgigg that e-vendors need to allow customers td pos
reviews on their websites. Additionally, the peveei usefulness, ease of use, enjoyment, and control
of OCRs have been empirically shown to have a fagmt effect on customers’ intention to shop
online. OCRs, hence, appear to provide a usefilitfator e-vendors for increasing sales. Thus, e-
vendors may encourage customers to post reviewgh@n websites and to participate more in
eWOM. E-vendors, through OCRs, can influence custtamecisions and intentions.

Furthermore, trust in e-vendors can be built byjoliag OCRs. The attributes of OCRs as
being useful, clear, understandable, pleasant ajuyable, are key drivers for developing customer
trust. Therefore, posting reviews that hold suttibattes should be encouraged. Even though some of
these reviews might be negative, the results shatvregardless of the nature of the reviews, OCRs
can still be beneficial for e-vendors. For instanpeevious research on eWOM proposes that e-
vendors should embrace online reviews rather tlean them (Burton & Khammash, 2010). The
experience of reading the reviews on an e-vendeedsite seems to have a great impact on
customers; hence, this could be considered by dererin their marketing strategies. To stimulate
such attributes in OCRs, certain tools may be llestavithin the review system.

Moreover, results indicate that the element of ymjent in OCRs is very important in
building trust and influencing customers’ intentiimnshop online. It appears that online shoppers ar
interested in enjoyment factors while online shagpiAs OCRs might provide an enjoyable
experience (Van Dolen et al., 2007), e-vendors Ishatork in a way that improves the online
shopping experience. In the context of OCRs, tlais be achieved, for example, by creating an
enjoyable atmosphere for the OCR service or byactasng more often with customer’s reviews.

The results of this study also highlight the rolgerceived control in influencing customers’
trust in e-vendors. OCRs provide a sense of corilral results in increased trust in e-vendors,
especially for customers who frequently read OCR$orle purchasing. Thus, e-vendors might
develop a tool to stimulate customers to frequergigd the online reviews on their websites. E-
vendors also could hire communication advisors wiay improve customers’ interaction with the
reviews.

Finally, the findings reveal that online shoppeasd to trust e-vendors who provide OCRs,
which in turn affects customers’ decision to pusghadlt is vital, therefore, for e-vendors to benefi
from the communication provided by OCRs and enhdrioea way that ensures the above-mentioned

attributes are included.
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Limitations and futureresearch

The study offers an understanding of the effect®GRs on customer trust and intention; however,
the generalisability of the study’s results is sabjto certain limitations. Firstly, the sample vea#-

selected from users of amazon.com. In additior8%2of the sample were aged 18 to 25 years and
83% were well educated. Hence, future study cosklailarger data set with different demographic
groups. Secondly, the framework was tested on tleastomers who shop online at amazon.com,
therefore, applying this framework to other e-vasdwho specialise in similar products such as
clothes and electronics, is recommended. Furtherntbe study was conducted in the UK. Shopping
lifestyle and culture might vary among countrieende, it is suggested to test the framework in
different countries. Moreover, a questionnaire rdtlwas deemed to be suitable for this study. A
controlled experiment might further be used inftitere research to test the proposed model. Finally
the inclusion of other variables, for instance, @C&edibility, similarity and social support intbe

study framework might verify the model’s validity.
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