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ABSTRACT 
The accelerated advancement of digital technology has reshaped consumer behavior, particularly 

in how purchasing decisions are made within e-commerce environments. In this landscape, online 
customer reviews serve as a crucial information source that shapes consumers’ purchase intentions. 
This study seeks to examine the effects of review quality and review quantity on purchase intention, 
moderated by review credibility. A quantitative approach with a causal explanatory design was 
employed, focusing on Indonesian e-commerce users across. Data were obtained through stratified 
random sampling, resulting in 260 qualified respondents who actively engage in online transactions 
and consistently read reviews prior to purchase. The data were analyzed using Structural Equation 
Modeling-Partial Least Squares (SEM-PLS). The findings reveal that review quantity and review 
quality have positive and significant effects on both review credibility and purchase intention. 
However, review helpfulness and review credibility do not show a significant direct influence on 
purchase intention. Furthermore, review credibility significantly moderates the relationships between 
review quantity and purchase intention. The findings are anticipated to broaden the application of 
ELM within Indonesia’s e-commerce setting and offer managerial insights for practitioners seeking 

to strengthen consumer trust and purchase intention through the effective management of credible 
and informative online reviews. 

 

Keywords: E-Commerce, Purchase Intention, Review Credibility, Review Helpfulness, Review 
Quality, Review Quantity. 

 
 

INTRODUCTION 
Advancements in information and communication technology, especially the 

widespread use of the internet, have significantly influenced consumer behavior globally, 
including in Indonesia. This digital shift has reshaped not only how individuals 
communicate and interact, but also how they approach consumption and make 
purchasing decisions. The shift from face-to-face transactions to online purchases has 
driven the rapid growth of the e-commerce sector, which has now become an integral part 

of people’s daily lives, where consumers now rely on e-commerce platforms as the main 
means of searching for information, comparing products, and making purchases 
practically without any space or time constraints (Nuraeni & Irawati, 2021; Kang & 
Ramizo, 2022). This change has intensified since the COVID-19 pandemic, when 
restrictions on physical activities have made consumers increasingly rely on online 
shopping platforms to meet their needs (Utomo et al., 2023). This condition has made e-
commerce not only an alternative to modern transactions but also an integral part of the 
increasingly digitally connected lifestyle of Indonesian society. 

In online shopping, consumers cannot directly evaluate products, making Online 
Customer Reviews (OCR) a crucial source of information in purchase decision-making 
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(Guo et al., 2020; Wang et al., 2022). Reviews provide evaluations and insights that help 
potential buyers assess the credibility and relevance of product information. However, a 
large volume of reviews does not always increase purchase intention, as excessive 
information may lead to confusion or reduce trust. In Indonesia, e-commerce usage has 
grown rapidly alongside a population exceeding 270 million. Data from SimilarWeb 
(2023) show that Shopee leads the market with about 2.3 billion visits, followed by 
Tokopedia with around 1.2 billion visits and Lazada with 762.4 million visits. This intense 
competition and the increasing number of online transactions make Indonesian 
consumers an important context for examining how online reviews are evaluated and 
used in purchase decisions. 

This phenomenon can be understood through the Elaboration Likelihood Model 
(ELM), which explains that consumers process persuasive messages through two main 
routes: the central route and the peripheral route. The central route occurs when 
individuals have adequate motivation and cognitive ability to thoughtfully evaluate 
information, for example, by assessing the strength, clarity, and logic of arguments 

presented in reviews. In contrast, the peripheral route occurs when individuals rely on 
simple cues, such as the volume of reviews or the reputation of the information source, to 
make quick judgments (Chou et al., 2022). Within the e-commerce environment, these 
two processing routes may operate concurrently, leading to conditions in which a high 
number of reviews and strong review quality do not always produce a consistent increase 
in consumers’ purchase intentions. 

Previous studies by Pooja and Upadhyaya (2024) have shown that review quality plays 
an important role in increasing the credibility of reviews and consumers’ desire to 
purchase products. On the other hand, review quantity serves as a social signal that 
indicates the popularity of a product (Parulian & Tannady, 2023). However, when the 
number of reviews is too large and the information is inconsistent, consumers may find it 
difficult to assess the authenticity and relevance of the messages (Iqbal et al., 2023). This 
condition creates a new dilemma, where review credibility and review helpfulness become 
important factors in determining whether the information in reviews is considered 
convincing or not. Credible and helpful reviews help consumers process information more 

efficiently, reduce uncertainty, and strengthen their intention to purchase a product (Perez 
et al., 2022; Qiu & Zhang, 2024).  

Previous studies on online customer reviews in Indonesia have mainly focused on their 
positive effects on customer satisfaction and purchase decisions, leaving theoretical 
inconsistencies regarding why higher review quantity and better review quality do not 
always lead to stronger purchase intentions. Most research has examined the direct effects 
of review attributes without considering the role of review credibility in shaping these 
relationships. Addressing this gap, the study investigates how review quantity and review 
quality influence purchase intention among Indonesian e-commerce users by positioning 
review credibility as a moderating factor that may strengthen or weaken these effects.  

 

LITERATURE REVIEW & HYPOTHESIS DEVELOPMENT 

The Influence of Review Quantity and Review Quality on Review Credibility 
Review quantity is a peripheral indicator that affects consumers’ views of review 

credibility. According to Thomas et al. (2019a), the more reviews available about a 
product, the easier it is for consumers to verify the reliability of the information, thereby 
increasing the perceived credibility of the reviews. This occurs because the large number 
of reviews reflects consistency in opinion, which strengthens consumers’ confidence in 
the authenticity of the information received. Additionally, Tran and Can (2020) 
discovered that among Vietnamese users of the TIKI e-commerce site, review quantity 
has a favorable and significant impact on review credibility. When evaluating the 
accuracy of information and lowering consumer uncertainty, a high number of reviews is 
a crucial indicator. Similar findings were reported by Utz et al. (2012) and Iqbal et al. 
(2023), showing that the more reviews available, the greater the level of consumer trust 
and legitimacy in review information. 
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The credibility of online reviews is strongly influenced by their quality. Reviews that 
present clear, relevant, and informative content, and that reflect genuine user experiences, 
are generally perceived by consumers as more reliable and trustworthy. Research shows 
that the relationship between review quality and review credibility is crucial in shaping 
the persuasive power of online reviews (Mackiewicz & Yeats, 2014; Iqbal et al., 2023). 
Consumers generally regard reviews that present detailed, authentic, and relevant 
information as more credible than those that are superficial or highly emotional. Earlier 
studies by Dellarocas (2003) and Mudambi and Schuff (2010) also show that 
comprehensive and in-depth reviews strengthen credibility perceptions because they 
signal the reviewer’s knowledge and experience. Consequently, reviews with greater 
quality, characterized by clear, relevant, and complete information, are more likely to be 
perceived as credible by consumers. 

 
H1: Review quantity has a positive effect on review credibility. 
H2: Review quality has a positive effect on review credibility. 

 

The Effect on Purchase Intention 
Review quantity and review quality represent the overall quality of online reviews or 

comments posted by users about a product on digital platforms. A larger number of 
reviews tends to have a stronger influence on consumers’ purchasing decisions, as it 
signals popularity and collective consumer experience (Iqbal et al., 2022; Sembiring & 
Nisa, 2023). High review volume not only reflects shared opinions but can also motivate 
potential buyers to try a product when searching for specific brands or items (Ramadhan 
et al., 2022). Chen et al. (2018) indicate that review quantity works alongside factors such 
as information quality and media richness in shaping purchase intention. Experience 
created through highly qualified online reviews of previous consumers has a significant 
effect on mitigating consumers’ risk perception while increasing their purchase intentions. 
Research by Pham et al. (2024) shows that review quality has a significant effect on 
purchase intention 

Review helpfulness is defined as the extent to which online reviews are considered 
useful by consumers in helping them make purchasing decisions. Furthermore, the results 
of the study by Anggraini and Sobari (2023) show that review helpfulness positively 
influences purchase intention, which means that the effect is positive even though it is not 
yet statistically significant. Helpful reviews create the perception that the information is 
trustworthy, while also shaping the behavioral intention to purchase. Review credibility 
refers to consumers’ perceptions of the reliability, integrity, and authenticity of online 
reviews. It often functions as an intermediary between the quality of review arguments 
and purchase intention, strengthening consumer confidence in product information 
(Thomas et al., 2019b). Previous studies show that credible reviews can significantly 
influence purchase intention (Arora & Mail, 2018). Similarly, Ammad and Siddiqui 
(2024) found that credible reviews enhance consumer trust in the offered product.  
 
H3: Review quantity has a positive effect on purchase intention. 
H4: Review quality has a positive effect on purchase intention. 

H5: Review helpfulness has a positive effect on purchase intention. 
H6: Review credibility has a positive effect on purchase intention. 
 

The Effect of Review Credibility as a Moderator Variable  
Review credibility functions as a moderating factor in the link between review quantity 

and purchase intention. Ammad and Siddiqui (2024) found that review credibility 
significantly strengthens the influence of review quantity on consumers’ purchase 
intentions. Credibility functions as an information filter that helps consumers distinguish 
between trustworthy and unreliable reviews when faced with a large volume of online 
reviews. Credibility becomes increasingly important in environments with abundant 
online reviews, as consumers rely on trusted and unbiased sources when evaluating 
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products (Lo & Yao, 2019). Accordingly, the influence of review quantity on purchase 
intention becomes more pronounced when the reviews are considered trustworthy. In 
contrast, a high volume of reviews may have little impact if their credibility is doubted. 

Review credibility serves as a key moderating factor in the relationship between review 
quality and purchase intention. Even though high-quality reviews offer accurate, 
informative, and relevant content, their impact on consumers’ purchasing decisions 
largely depends on the extent to which they are perceived as trustworthy. Empirical 
evidence shows that review credibility strengthens the effect of review quality on purchase 
intention, meaning that high-quality reviews are more persuasive when consumers trust 
the authenticity of the information (Ammad & Siddiqui, 2024). Credible reviews are more 
likely to be viewed as honest and reliable, helping consumers better understand product 
attributes and reducing uncertainty in decision-making. This finding is consistent with 
Thomas et al. (2019a), who identified review credibility as a key factor that reinforces the 
influence of review quality on purchase intention. Iqbal et al. (2023) highlight credibility 
as an essential indicator of information quality in online reviews that contributes to 

stronger consumer purchase intentions. Therefore, high-quality reviews are more effective 
in shaping purchase intentions when they are perceived as trustworthy and authentic. 

 
H7: Review credibility moderates the relationship between review quantity and purchase 
intention. 
H8: Review credibility moderates the relationship between review quality and purchase 
intention. 
 
 
 
 
 
 
 
 

 
 
 
 

 
 

 Figure 1. Conceptual Framework 
 

Figure 1 examines how review characteristics influence purchase intention, with 
review credibility playing both a mediating and moderating role. Review quantity and 
review quality are hypothesized to positively affect review credibility, which in turn 
enhances purchase intention. In addition to this indirect effect, review quantity, review 
quality, and review helpfulness are also expected to directly increase purchase intention. 
Furthermore, review credibility is proposed to strengthen the relationships between 
review quantity and purchase intention as well as between review quality and purchase 

intention, indicating its role as a moderator that amplifies the impact of review 
information on consumer decision-making. 
 

RESEARCH METHODS 

This research employs a quantitative method with a causal explanatory design. The 
chosen approach is intended to clarify cause-and-effect relationships among latent 
variables, including both direct influences and indirect effects through moderation. A 
quantitative framework is appropriate for hypothesis testing based on numerical evidence, 
allowing findings to be presented in an objective, structured, and generalizable manner 
(Hair et al., 2019; Bougie & Sekaran, 2019). The explanatory causal design facilitates 
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examination of the influence mechanisms linking review quality, review quantity, review 
credibility, review helpfulness, and purchase intention, while incorporating gender as a 
control variable. Through this design, the study is able to comprehensively assess direct 
effects, indirect relationships, and moderating roles in shaping consumer behavior within 
the Indonesian e-commerce setting (Indrawati, 2015). 

The target population consists of e-commerce users in Indonesia who engage with the 
Shopee, Tokopedia, and Lazada platforms. A stratified random sampling technique was 
applied, with respondents required to meet the following criteria: having completed a 
transaction on one of the platforms within the past six months, having read online reviews 
prior to making a purchase, and being at least 17 years of age. Following SEM-PLS 
guidelines, the minimum sample size was determined by multiplying the number of 
indicators by five to ten, resulting in a required minimum of 220 participants. The final 
dataset includes 260 respondents, thereby exceeding the recommended threshold and 
strengthening the statistical power of the analysis. 

Data collection was conducted through an online questionnaire employing a five-point 

Likert scale, where responses ranged from strongly disagree (1) to strongly agree (5). The 
measurement indicators were adapted from earlier studies that had established 
satisfactory levels of validity and reliability. The data were analyzed using Partial Least 
Squares Structural Equation Modeling (SEM-PLS) with SmartPLS software. The analysis 
involved two main steps: first, assessing the measurement model to verify construct 
validity and reliability, and second, evaluating the structural model to test the proposed 
hypotheses using path coefficients, t-statistics, p-values, and R² values. Moderation effects 
were examined through interaction terms, while gender was incorporated into the 
structural model as a control variable. 
 

RESULTS 
This section reports the findings of the empirical analysis using SEM-PLS to assess 

both the measurement and structural models. The analysis begins with testing validity and 
reliability to confirm that the constructs applied in this study satisfy the required 
measurement criteria. As shown in Table 1, all constructs meet the recommended 
standards for validity and reliability. The factor loading values indicate that all 
measurement indicators demonstrate strong convergent validity, as they exceed the 
recommended threshold of 0.70.  

 
Table 1. Validity and Reliability Test Results 

Variable Factor Loading Cronbach’s Alpha Composite Reliability AVE 

Purchase Intention 0.88 – 0.95 0.945 0.960 0.858 

Review Credibility 0.85 – 0.93 0.934 0.953 0.835 

Review Helpfulness 0.80 – 0.90 0.931 0.946 0.779 

Review Quality 0.70 – 0.82 0.837 0.885 0.605 

Review Quantity 0.82 – 0.92 0.916 0.941 0.799 

 
The Cronbach’s alpha values for each variable exceed the minimum threshold of 0.70, 

indicating adequate internal consistency. Among the variables, purchase intention 
exhibits the highest reliability with a coefficient of 0.945, while review quality records the 

lowest value at 0.837, which still falls within the acceptable reliability level. Furthermore, 
the composite reliability values for all constructs surpass the recommended threshold of 
0.70, indicating that each construct consistently represents its corresponding latent 
variable. The Average Variance Extracted (AVE) values for all variables are also greater 
than 0.50, demonstrating sufficient convergent validity since each construct accounts for 
more than half of the variance in its indicators. Based on these results, the measurement 
model (outer model) is considered both valid and reliable, allowing the study to proceed 
with the assessment of the structural model. 
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Table 2. R-Square Values 

Variable R-Square Adjusted R-Square 

Purchase Intention 0.215 0.193 

Review Credibility 0.312 0.304 

 
As presented in Table 2, the purchase intention construct shows an R-square value of 

0.215 and an adjusted R-square of 0.193. This indicates that the exogenous variables 
included in the model account for 21.5% of the variance in consumers’ purchase intention, 
while the remaining variance is explained by other factors beyond the scope of this study. 
Similarly, the review credibility construct records an R-square value of 0.312 with an 
adjusted R-square of 0.304, suggesting that the variables in the research model explain 
31.2% of the variation in review credibility. These R-square results indicate that the 
structural model possesses a reasonable level of predictive capability in explaining the 
relationships among the studied variables, allowing the analysis to proceed with 
hypothesis testing and examination of the causal links within the model. 

 
Table 3. Direct Effect Test Results 

Path Coefficient Original Sample t-statistics  p-values Hypothesis 

Review Quantity -> Review Credibility 0.323 6.383 0.000 Accepted 

Review Quality -> Review Credibility 0.351 6.987 0.000 Accepted 

Review Quantity -> Purchasing Intention 0.160 2.852 0.005 Accepted 

Review Quality -> Purchasing Intention 0.190 3.20 0.002 Accepted 

Review Helpfulness -> Purchase Intention -0.055 0.952 0.341 Rejected 

Review Credibility -> Purchase Intention -0.085 1.060 0.289 Rejected 

 
As presented in Table 3, the results show that review quantity has a positive and 

statistically significant impact on review credibility (β = 0.323; t = 6.383; p < 0.05). This 
finding indicates that a higher number of reviews enhances consumers’ perceptions of 
credibility, reinforcing the idea that review volume functions as a form of social proof in 
e-commerce environments. Likewise, review quality also exerts a significant positive 

effect on review credibility (β = 0.351; t = 6.987; p < 0.05). Reviews that are clear, 

informative, and detailed tend to strengthen consumer trust, highlighting the importance 
of high-quality information in electronic word-of-mouth communication. 

Additionally, review quantity is found to have a positive and significant influence on 

purchase intention (β = 0.160; t = 2.852; p < 0.05). This suggests that a larger number of 
reviews can increase consumers’ willingness to purchase, as extensive feedback provides 
reassurance and reduces uncertainty during online shopping. Similarly, review quality 

also positively and significantly affects purchase intention (β = 0.190; t = 3.20; p < 0.05). 
Reviews that deliver relevant, comprehensive, and well-structured information enable 
consumers to evaluate products more confidently, thereby strengthening their intention 
to buy. 

In contrast, review helpfulness does not exhibit a significant relationship with purchase 

intention (β = −0.055; t = 0.952; p > 0.05), indicating that although consumers may 
perceive reviews as useful, such perceptions do not necessarily translate into immediate 
buying intentions. Likewise, review credibility does not significantly affect purchase 

intention (β = −0.085; t = 1.060; p > 0.05), suggesting that credibility alone is insufficient 
to directly encourage purchasing decisions and may instead exert its influence indirectly 
through other variables within the model. 
 

Table 4. Moderating Effect 

Path Coefficient Original Sample t-statistics  p-values Hypothesis 

Review Credibility x Review Quantity -> 

Purchase Intention 
0.215 2.680 0.007 Accepted 

Review Credibility x Review Quality -> 
Purchase Intention 

0.197 3.436 0.001 Accepted 
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As shown in Table 4, the interaction between review credibility and review quantity 
demonstrates a statistically significant influence on purchase intention, with a path 
coefficient of 0.215, a t-statistic of 2.680, and a p-value of 0.007. Because these values 
meet the required significance criteria, the moderation hypothesis is supported. This result 
indicates that review credibility strengthens the effect of review quantity on purchase 
intention. In practical terms, the presence of numerous reviews becomes more convincing 
in encouraging consumers to purchase when those reviews are regarded as trustworthy. 
Therefore, consumers tend to consider not only the number of reviews available but also 
their reliability before using them as a basis for purchasing decisions. 

A comparable pattern emerges in the interaction between review credibility and review 
quality. The analysis produces a coefficient of 0.197 with a t-statistic of 3.436 and a p-
value of 0.001, indicating a statistically significant moderating effect. These results suggest 
that review credibility strengthens the relationship between review quality and purchase 
intention. In other words, reviews that are informative, relevant, and well-organized are 
more persuasive in encouraging purchase intention when consumers consider them 

trustworthy. This finding underscores the role of credibility as an important contextual 
factor that amplifies the effect of review quality in influencing consumer decision-making. 

 
Table 5. Control Variable Test 

Path Coefficient Original Sample  t-statistics  p-values 

Gender -> Purchase Intention 0.174 1.296 0.098 

Gender -> Review Credibility -0.047 0.351 0.363 

 
Referring to Table 5, the analysis of the control variable indicates that gender does not 

exert a significant influence on either purchase intention or review credibility. The 
association between gender and purchase intention yields a path coefficient of 0.174, with 
a t-statistic of 1.296 and a p-value of 0.098, which fails to satisfy the 5% significance 
threshold (p > 0.05). Likewise, the impact of gender on review credibility produces a 
coefficient of -0.047, accompanied by a t-statistic of 0.351 and a p-value of 0.363, also 
indicating a non-significant effect. These results suggest that gender differences do not 

directly shape purchase intention or perceptions of review credibility within the scope of 
this research, implying that the relationships among the primary variables remain stable 
and are not substantially influenced by gender. 

 

DISCUSSION 
The results indicate that both review quantity and review quality have positive and 

statistically significant effects on review credibility. A higher number of reviews increases 
consumers’ perceptions of credibility, as abundant feedback signals product popularity 
and strengthens perceptions of information reliability (Pooja & Upadhyaya, 2024). This 
finding is consistent with the concept of social proof, where individuals tend to trust 
information supported by many others. In e-commerce contexts, a large volume of 
reviews also serves as a heuristic cue that helps consumers quickly evaluate the credibility 
of online information when facing uncertainty about product quality (Tran & Can, 2020; 
Hong & Pitman, 2020). In addition, review quality significantly enhances credibility, as 
the clarity, completeness, objectivity, and relevance of review content influence how 

consumers assess the trustworthiness of online feedback. Similar findings were reported 
by Shan (2016) and Parulian and Tannady (2023), who found that higher-quality review 
content leads to stronger perceptions of credibility.  

The results indicate that review quantity and review quality have a positive and 
statistically significant effect on purchase intention. Moreover, review quantity functions 
as an important peripheral cue in evaluating online information, alongside aspects such 
as reviewer reputation, expertise, product ratings, and website credibility (Thomas et al., 
2019b). When consumers encounter a large volume of reviews, they are more likely to 
perceive the product as widely used and evaluated by other buyers, which helps reduce 
uncertainty in online purchasing decisions (Osman & Ying, 2022; Anubha, 2023). This 
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finding is consistent with previous studies indicating that review quantity influences 
consumer behavior by providing social signals related to product acceptance and 
reliability (Septia & Surianto, 2024). In addition to review quantity, review quality also 
plays a significant role in shaping purchase intention, as detailed, relevant, and 
informative reviews enable consumers to understand product attributes better and 
evaluate alternatives more effectively (Arora & Mail, 2018). High-quality reviews support 
more rational decision-making by offering credible and comprehensive information, 
thereby increasing consumers’ confidence in their purchase decisions.  

The results show that review helpfulness does not have a statistically significant effect 
on purchase intention, indicating that although consumers may perceive reviews as useful 
or informative, this perception does not necessarily lead to stronger buying intentions. 
This finding is consistent with Santos (2021), who found that review helpfulness does not 
always directly influence purchase intention but often functions as an intermediary factor. 
Review credibility does not significantly affect purchase intention. This outcome aligns 
with Li and Liang (2022), who reported that higher perceived credibility does not always 

translate into stronger purchase intention, especially when consumers encounter negative 
reviews and focus more on the content and tone of the information rather than credibility 
alone. 

The moderation analysis demonstrates that review credibility significantly strengthens 
the review credibility moderates the influence of both review quantity and review quality 
on purchase intention, acting as a contextual factor that determines how strongly review 
attributes affect consumer decisions (Santos, 2021). A larger number of reviews has a 
stronger impact on purchase intention when those reviews are perceived as trustworthy, 
as the persuasive effect of review volume increases when consumers believe the 
information is credible (Su et al., 2022; Wang et al., 2022; Pooja & Upadhyaya, 2024). 
Similarly, credibility strengthens the influence of review quality, meaning that well-
written and informative reviews are more effective in encouraging purchase intentions 
when consumers trust the source and content. 

The results of this study indicate that gender does not have a significant effect on 
purchase intention or review credibility, so that gender differences are not a determining 

factor in explaining consumer behavior in this research model. These findings indicate 
that male and female respondents have relatively similar patterns in processing online 
review information and forming purchase intentions. These results are in line with 
previous studies that empirically show that gender as a control variable does not have a 
significant effect on purchase intention, as found by Samuel and Widjaja, (2025), who 
states that gender differences do not have a significant effect in explaining consumer 
purchase intention.  

 

CONCLUSION 
The findings show that both the quantity and quality of online reviews positively 

influence review credibility and purchase intention, suggesting that consumers depend on 
these attributes when determining whether review information is reliable. The analysis 
also reveals that review credibility plays a significant moderating role in the relationships 
between review quantity and purchase intention, as well as between review quality and 

purchase intention. From a theoretical perspective, this study extends the application of 
the Elaboration Likelihood Model in the Indonesian e-commerce context by emphasizing 
the role of review credibility as a mechanism that strengthens the impact of review 
attributes on consumers’ purchase intentions. The results suggest that e-commerce 
platforms should not only promote a higher number of reviews but also ensure that review 
content remains credible, objective, and informative to enhance consumer trust. While 
the research model demonstrates moderate explanatory capability, purchase intention 
may also be shaped by additional factors not included in this study, such as platform trust, 
price considerations, and brand reputation. 

This study also has several limitations. The use of cross-sectional survey data from 
Indonesian e-commerce users may restrict the generalizability of the results to other 
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countries or digital commerce environments. Moreover, the reliance on self-reported 
questionnaire responses may introduce potential bias in capturing consumers’ perceptions 
and intentions. Therefore, future studies are encouraged to incorporate additional 
variables and broaden the scope of respondents and geographical coverage in order to 
provide a more comprehensive understanding of digital consumer behavior in Indonesia. 
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