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ABSTRACT: This study proposes to investigate the factors affecting consumers’ intention to purchase
group-buying products. From the literature review, we found that perceived usefulness of online customer
reviews (OCRs) and social psychosocial distance have impact to purchasing behaviors. Previous studies suggest
that electronic word-of-mouth (eWOM) plays a key role in purchase decision.Especially OCRs, a type of
eWOM, have become an important factor in influencing consumers’ shopping behavior.It was found that
consumers tend to refer to other people’s opinions to make shopping decisions. Due to the popularity of group
buying, this study aim to study how OCRs influence consumers’ decision.Group buying is one of the choices for
consumers.We postulate that those who feel closer to key opinion leaders (KOLS) will shorten their perception
of social psychosocial distance, which in turn will increase their willingness to join KOL-led group purchase
activities.
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l. INTRODUCTION

Social marketing is one of the important marketing strategies.With social marketing, consumers generate
electronic word-of-mouth (eWOM), which is the process by which potential or actual consumers share
information about products, services, and brands with others through the Internet, it refers to the process of
people exchanging information on an ongoing basis (Ismagilova et al., 2017). eWOM is broader in scope, and
online customer reviews (OCRs) are one form of eWOM(Tran & Strutton, 2020). Consumers often tend to
check reviews provided by customers who have already consumed the product before purchasing it (Manganari
& Dimara, 2017), thus online customer reviews become a reference point for consumers before making
purchase.

OCRs refer to consumers who leave comments on the platform to express their experiences and opinions
on products or services. For enterprises, OCRs enable them to grasp market information and gain insights into
consumers’ thoughts and opinions, and this exchange process provides them with valuable references that can
help them formulate more effective strategies in the future (Sun et al., 2019; Yang et al., 2019). For consumers,
OCRs can enable them to obtain product information and related experiences more quickly, and obtain more
comprehensive product information through sharing among different consumers (Kostyra et al., 2016).

Given the sheer volume of information, the credibility of online reviews is crucial to consumers as they
have to sift through and evaluate a large amount of information. The number of reviews has a direct impact on
the trustworthiness of reviews, with consumers often believe that the more reviews there are, the more reliable
the information is. In addition, the heterogeneity of online reviews reflects the diversity of opinions about a
product, allowing consumers to obtain more comprehensive information about the product (Kim et al., 2021).
Useful OCRs can assist other users in gaining a deeper understanding of products and services while providing
them with useful guidance when making shopping decisions (Moloi et al., 2022)

Key opinion leaders (KOL) are considered to have higher credibility in social media (Akdim, 2021).
Promoting products through KOLs can make their followers know more about the products and services (Liu et
al., 2018) and increase the purchase rate (Zou & Peng, 2019). Enterprises’ sales strategy is gradually not only
focusing on advertising and marketing, but also including group purchasing as one of the sales strategies. The
influence of KOLs is integrated into group purchasing as a new marketing strategy to deeply influence potential
consumers, increase brand awareness and promote sales.

AJHSSR Journal Page |89


http://www.ajhssr.com/

American Journal of Humanities and Social Sciences Research (AJHSSR) 2023

In the context of group purchasing, online customer reviews are regarded as a reference for consumers'
purchasing behavior, especially when consumers find OCRs useful, which enhances their trust in group
purchasing vendors and increases their purchase intention (Shi & Liao, 2017). The information quality of
e-OCRs has a positive effect on consumers' psychosocial distance and trust, and when the information quality is
higher, consumers' purchase intention will also increase (Zhao et al., 2020). This study aims to understand the
factors affecting consumers’ purchase intention when KOL set up group purchases based on psychosocial
distance and perceived usefulness of online customer reviews, using Instagram as an example.

1. LITERATURE REVIEW

2.1 Key Opinion Leader and Online Group Buying

Key Opinion Leader(KOL) is considered as thought leaders in a particular field who are more than just
providers of information but shape people’s perspectives (Zou & Peng, 2019). According to Litterio et al. (2017),
engaging influential people and things in branding campaigns can bring more benefits and have an impact on the
decision making of potential consumers. KOL can disseminate information to their followers, especially when
they post their opinions and suggestions about products, which may have an impact on product sales
(Goldenberg et al., 2009). Influence, credibility of information provided, and expertise of KOLs are positively
associated with consumer trust or purchase intention (He & Jin, 2022).

Online group buying refer to the activities initiated by companies to promote their products or services by
offering discounts on products to attract consumers to purchase them (Erdogmus & Cicek, 2011). Online group
buying not only allows consumers to enjoy lower prices for their products, but also provides a new way for
businesses to sell their products, which can help increase sales and introduce a new mode of operation for both
businesses and consumers (Garcia et al., 2020).

2.2Information Acceptance Model (IACM)

The Information Acceptance Model (IACM) is an extension of the Information Adoption Model (IAM)
and Rational Behavior Theory (RBT), which is used to understand how people process the information they
receive and how it affects them.

In the IACM framework, the key factors affecting information usefulness and information adoption
include: information quality, information trustworthiness, information needs, and information attitudes (Erkan &
Evans, 2016). A Thailand study, whichutilized the IACM framework, suggests that the factors in the information
acceptance model affect consumer loyalty (Park, 2020). Research on social media review platforms suggests
that the more consumers feel that the information is credible, the more likely they will use the review and
incorporate the advice into their decision making (Jiang et al., 2021). While another study investigated the role
of information quality on the relationship between Internet word-of-mouth (IWOM) and travel intention, the
findings indicated that there is a positive relationship between information quality and IWOM, and that travelers’
travel intention will change due to information quality (Garg & Pandey, 2020). Therefore, we postulate that
information trustworthiness and information quality influence consumers’ judgment of perceived usefulness of
OCRs.

2.3 Social Influence andSocial psychological distance

Social influence refers to an individual’s behavioral decisions that are influenced by the advice of others
when he or she feels uncertain about a situation or thing (Filieri et al., 2018). Businesses can provide a review
section for consumers to leave a post-shopping experience, and through social influence potential consumers can
become interested in the product and increase purchase intention (Kim & Srivastava, 2007). The concept of
psychological distance can be explained by applying explanatory hierarchy theory.When an individual perceives
a greater psychological distance to an object or event, it means that his/her information about it is insufficient
and more information is needed to express it (Trope & Liberman, 2010); therefore, the credibility and usefulness
of information decreases with an increase in psychological distance (Nguyen et al., 2019). Social distance is
categorized into self and others, in-group and out-group individuals, and refers to the differences in how people
feel intrinsic emotions and cognitions when making choices (Trope et al., 2007).Socialpsychosocial distance
refers to the distance that individuals feel between their psychological feelings and others. Trust between
consumers and firms can be understood through psychosocial distance, which can be assessed through different
dimensions, which in turn provides firms with the information they need to make decisions (Chung & Park,
2017; Wang et al., 2019).
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2.4 Perceived usefulness of OCRs and Purchase Intention

Perceived usefulness of OCRs refers to consumers’ perception of the reliability and authenticity of
reviews provided by consumers who have purchased a product in the past. When potential consumers perceive
reviews to be useful, it increases their purchase intention (Li et al., 2013).Take a study in the fashion industry,
potential consumers increase their purchase intention when they perceive product OCRs to be reliable (Bilal et
al., 2021). Consumers’ acceptance of OCRs depends on their perceived usefulness of these reviews (Tran &
Strutton, 2020). A study shows that Chinese consumers are more likely to rely on shopping experiences shared
by previous buyers and online reviews when making cross-border online purchases(Xiao et al., 2019),.

11 RESEARCH QUESTIONS AND METHOD

The importance of OCRs to consumers is evident from past research.It was found that information quality
of eWOM has a positive effect on consumers’ social psychosocial distance and trust (Zhao et al., 2020).
Similarly, KOL influence the thoughts of their followers, and when they share their experiences of using a
product, it enhances their knowledge of the product and their purchase intention. Therefore, this study focuses
on the effect of perceived usefulness of online customer reviews on psychosocial distance in the context of KOL
setting up group-buying activities. Through the previous studies, we propose that information credibility and
information quality are the key factors of perceived usefulness of OCRs, and that social influence and
information quality affect social psychosocial distance.

Through an extensive literature search, we found the following research questions to be important for the
study of OCRs and social psychosocial distance in the group buying context:
Q1: Whether perceived usefulness of OCRs enhances consumers’ purchase decisions in group buying?
Q2: To what extend information trustworthiness, social influence, and information quality influence
purchase intention?
Q3: To what extend the effects of social influence and information quality influence social
psychosocial distance.

Iv. METHOD

To explore the areas related to the research questions, this study started with a literature search. The
keyword “OCRs” (Online Consumer Reviews) was used to find relevant literature. It was found that the
perceived usefulness of OCRs is very important to consumers, so we further understood the key factors affecting
the perceived usefulness of OCRs.

When we delved into the OCRs literature, we found that scholars often use different theories to explain
the impact of OCRs on consumers’ purchase intention. Therefore, this study aims to investigate the impact of
OCRs on consumers' psychology by using psychological theories and setting the context of group purchasing. In
this study, the keywords “online consumer review of perceived usefulness”, “social psychosocial distance”, and
“group buying” were also used as keyword searches in order to better understand the factors of consumers’
purchase intention.

Surreys will be conducted to collect empirical data. We will develop questionnaire over SurveyCake.
The link of the questionnaire will be placed in several social media platform such as Facebook, Dcard (A
Taiwan Website), Instagram. These are the social media currently widely used by a variety of users. By doing so,
we will be able to collect samples that have different user experience. Incentives will be provided. Gift
certificate of convenient store will be given to encourage participation. A lottery will be used to select the
winners.
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