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ABSTRACT 

Online consumer reviews are advantageous tools to manage the decision-making process. Nevertheless, knowledge 

about how consumers evaluate online consumer review sites is still sparse. This study will examine the effect of 

informational and normative influences on hotel visitors’ behavioural intentions, specifically in Jordan. A 

quantitative approach was used to test the model on a purposive sample of Jordanian students. The questionnaire 

was distributed to 500 full-time students at the University of Jordan by e-mail and by hand and the response rate 

was 72.6%. Overall, the results indicate that normative and informative factors are interdependent and their 

combined impact is much more effective on behavioural intentions than taking each group separately. The findings 

also demonstrate that the impact of informational factors is much more than that of normative cues. In other words, 

consumers do not follow ratings or rankings spontaneously. Even with the availability of others’ ratings, they still 

rely more on strong valid written comments and recommendations to formulate their purchase intentions. The 

research implications for the hospitality sector and its practices are presented and discussed in the last section. 
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Normative influences, Dual-process theory. 
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  أثʙ الʓʸثʙات الʸعلʦماتॻة والॻɹʸارȂة الʸقʗمة عʙʮ الʦʸاقع الإلʙʯؒونॻة في

  نॻّة الʚوّار لارتॻاد الفʹادق في الأردن
 

"ʥʻأم ʗʸأح" ʙʻʵǺ الʗʯالي، 1اعʱʸال ʗʸʲم ʣر2مالʦʸʷهاني ال ʗ3، ورن  
  

  ʝـلʳم
  

ॽʽقʱالǼ ʧائȃʜال ʧʽعʱʶǽ.ةॽائʛʷال ʦاراتهʛاذ قʵات ʙʻع ʧȄʛاص آخʵأش ʧم ʗنʛʱالإن ʛʰمة عʙمات الʺقʨات والʺعلॽصʨʱلا ʺات وال ،ʥومع ذل 
العʺلॽة  د نȄʛʤةتʜال الʺعʛفة مʙʴودة حʨل ॽɿॽؗة تقʦॽʽ الȃʜائʧ للʺʨاقع الإلʛʱؔونॽة والʺʸʱفʴات الʵاصة بʱقʦॽʽ الʺʳʱʻات. لقʙ تʦ اعʱʺا

ॽʰراسة لʙه الʚدوجة في هʜʺوارالʜة الॽة في نॽونʛʱؔاقع الإلʨʺال ʛʰمة عʙة الʺقȄارॽɻʺة والॽماتʨات الʺعلʛثʕʺال ʛا ان أثॽادق فيلارتʻد الف 
لى ʡلॼة عاسॼʱانة  500الأردن. تʦ اعʱʺاد الأسلʨب الؔʺي في تʴلʽل الॽʰانات مʧ عʻʽة مقʨʸدة مʧ الʢلॼة الأردنʧʽʽ، وقʙ تʦ تʨزȄع 

 ʙȄʛʰال ȘȄʛʡ ʧة عॽامعة الأردنʳد إلى الʛة الॼʶن ʗة ووصلॼلʢع الʺʳت ʧات وأماكʛاضʴʺفي ال ʙʽالȃوني وʛʱؔ72.6الإل.% 

 ʧʽعʺʱʳهʺا مʛʽا أن تأثʺؗ ،ʛهʺا على الآخʻؗل م ʙʺʱعȄة وʢǼاʛʱة مȄارॽɻʺة والॽماتʨامل الʺعلʨائج أن العʱʻت الʛهʣأ ʙةفلقॽʻاء  ي الʛʷلل
الʲانॽة  لʺʨʺʳعةاأثʛ العʨامل الʺعلʨماتॽة في الॽʻة للʛʷاء أكǼ ʛʰالʺقارنة مع  أعلى مʧ تأثʛʽ ؗل مʻهʺا على حʙة، ؗʺا أʣهʛت الʱʻائج أن

ʛʲأك ʙʺʱعǽ ʛائʜم، فإن الʨʳʻعلى الأرقام وال ʙʺʱعǽ ادقʻإجʺالي للف ʅॽʻʸد تʨوج ʧم ʦغʛعلى ال ،Ȑʛغة أخॽʸǼ .املʨالع ʧعلى  م
ع ادة قʢااǽة، تʦ تقʦǽʙ مʨʺʳعة مʧ الʨʱصॽات والʺقʛʱحات لإفالʱقॽʽʺات والʨʱصॽات الʺȃʨʱȞة مʧ مʸادر مʨثʨقة ȞʷǼل أكʛʰ. وفي الʻه

  الʙʵمات ȞʷǼل عام وقʢاع الॽʶاحة ȞʷǼل خاص.

ॽة، الʙول الʻامॽة، الʺʕثʛات ا: الʗالةالؒلʸات  ʨؗلʶة الॽʻات، الʳʱʻʺلل ʧائȃʜات الʺॽʽقʱاصة بʵة الॽونʛʱؔاقع الإلʨʺةالॽماتʨات لʺعلʛثʕʺال ،
  .ʺʜدوجةالʺॽɻارȄة، نȄʛʤة العʺلॽة ال
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1. INTRODUCTION 

 

These days, people live in highly diversified societies, 

where technological improvements have led to different 

patterns of behaviour for both individuals and 

organizations. The Internet and other technological devices 

are among some very prominent inventions which have 

generated other essential tools, such as: blogs, e-mail, 

online videos, online reviews and social networks, as well 

as many other ideas which facilitate the distribution of 

information more than before. This conclusion implies that 

a variety of online, interactive marketing communication 

techniques are available to marketers for use in brand 

equity-building and consumers’ reasoning processes 

(Keller, 2009). One of these technological communication 

networks is online reviews. Online reviews, which are a 

technological version of word of mouth, have a profound 

effect on consumers in their online product choices made 

according to online recommendations which are reviewed 

before making purchase decisions (Senecal & Nantel, 

2004). A survey by ComScore (2007) found that about a 

quarter (24%) of Internet users check online reviews before 

paying for products offered offline (Zhu & Zhang, 2010). 

Online reviews are increasingly consulted as a source of 

significant guidance to both consumers and organizations to 

make their decisions effectively. Several researchers have 

investigated the notable effect of those reviews on users’ 

purchase decisions (Filieri, 2015; Filieri & Mcleay, 2014; 

Jimenez & Mendoza, 2013; Senecal & Nantel, 2004) and 

on the sales of books, games, movies and hotel rooms 

(Dellarocas et al., 2007; Godes & Mayzlin, 2004; Liu, 

2006; Duan et al., 2005; Chevalier & Mayzlin, 2006; Zhu 

& Zhang, 2010; Ye et al., 2009; Vermeulen & Seegers, 

2009; Ye et al., 2011). In the context of online reviews, 

consumers engage in information diagnosis using pieces of 

information that are beneficial to comprehend and assess 

the performance and outcomes of products which are 

commercialized online (Filieri & Mcleay, 2014). 

Several consumer review platforms list and discuss 

normative evaluations to assist consumers in 

evaluating product quality. Until now, limited 

knowledge has been available about the combined 

effect of normative evaluations and informational 

influences on consumers’ perceptions, attitudes, 

motives, behavioural intentions and finally overt 

behaviours (Vermeulen & Seegers, 2009; Filieri, 

2015). This research is a further attempt to fill that 

gap and concentrates on the dual effect of normative 

evaluations and informational influences on 

consumers’ purchase intentions using dual-process 

theory regarding hotels in Jordan, since travellers’ use 

of consumer online review sites, predominantly 

comments, recommendations, ratings and feedback 

posted online by hotel visitors, has resulted in a 

greater impact on the response of large groups of 

prospective tourists (Xie et al., 2015). 

Dual-process theory is adopted because it is 

helpful in demonstrating the impact of social and 

informational factors on individuals’ psychological 

processes. Normative social influences are defined as 

the social pressure surrounding individuals to fit the 

expectations and attitudes of others in order to have 

feelings of self-approval or self-esteem, whereas 

informational influences depend on consumers’ 

perceptions of the relevant content of a message and 

how they obtain information and evidence about truth 

(Deutsch and Gerard, 1955). Consistent with this 

research’s purposes, normative influences are defined 

as crowd opinion information, such as customer 

rating as well as overall product rankings. Customer 

ratings give insight into reviewers’ judgements of 

certain characteristics of a product, whereas overall 

product rankings are mostly shown by the number of 

stars or aggregate consumer evaluations of products 
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available in a certain category (Filieri, 2015). This study 

will examine the impact of online review sites in the 

context of hotels in Jordan, noting that Molinillo et al. 

(2016) found that the numbers of online customer reviews 

differ substantially for different hotels and hotel visitors 

give different ratings depending on the tourist areas in 

which hotels are situated. We strive to expand the 

knowledge about how online review sites may affect the 

responses of prospective tourists.   

 

2. Research Problem 

This study adopts dual-process theory (Deutsch and 

Gerard, 1955), after expanding its implementation to the 

online context in Jordan, to answer the following primary 

questions:  

1. What is the impact of online hotel consumer review 

sites on hotel visitors’ behavioural intentions?  

2. What is the impact of informative influences 

(information quality, information quantity and source 

credibility), separately and combined, on hotel visitors’ 

behavioural intentions?   

3. What is the impact of normative influences (overall 

product rankings and customer ratings), separately and 

combined, on hotel visitors’ behavioural intentions?   

4. What is the impact of informative influences and 

normative influences (combined) on hotel visitors’ 

behavioural intentions?   

 

3. Research Importance 

This study adds further insight to comprehend the link 

between online reviews and behavioural intentions. 

Moreover, this study has the following important aspects: 

1- Given the scarcity of studies about the relationship 

between online reviews (more specifically, online 

consumer review sites) and consumers’ purchase 

intentions in developing countries, particularly in 

Jordan, this study will help Jordanian managers start 

thinking about their current and potential 

customers and organizing their online consumer 

review sites to enhance their positions, as well as 

to modify their strategies in order to manage their 

presence online. 

2- Based on recently published figures and indicators 

on the usage of a multitude of social media 

platforms (Facebook, Twitter, Instagram, 

Snapchat, LinkedIn, among others), concluded in 

global research performed by the “Pew Research 

Center” in Jordan, Jordan came first globally in 

terms of social media users relative to Internet 

users, at 90 per cent (Jordan comes first in social 

media usage index) (www.alghad.com). Recent 

studies (Stringam & Gerdes, 2010; Leung et al., 

2013; Xie et al., 2015) have found that when 

tourists rely on social media, essentially the views, 

likes, comments, ratings and feedback posted 

online by hotel visitors, that results in more 

positive consequences for other prospective 

visitors. Interestingly, research has revealed that 

potential visitors consider information posted 

online by other previous visitors to be more 

reliable and credible than pieces of information 

provided by authoritative destination-marketing or 

restaurant or hotel websites (Sparks et al., 2013). 

As a result, this study seeks to gain better 

knowledge of consumer behaviour, particularly 

their behavioural intentions on online customer 

review sites and the strategies that organizations 

should apply to strengthen their presence online.  

3- Hospitality service providers, particularly 

restaurants and hotels, are amongst the fastest 

growing companies in the service sector in Jordan. 

This rapid expansion has been accompanied by 

other substantial changes that have begun to exert 

considerable pressure on restaurant and hotel 
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managers to improve their presence and sales, as well as 

provide better services than other rivals in the 

marketplace offer. Accordingly, the results of this 

empirical study will be very important for each 

restaurant or hotel that intends to enhance or maintain 

its competitive advantage in the marketplace.  

4- This study adopts relatively well-structured modern 

scales for both overall product rankings and customer 

ratings to assess their effect on consumers’ purchase 

intentions. 

5- Previous literature has investigated online consumer 

review factors influencing decision-making processes 

and business performance, but usually in a singular and 

fragmented style with no concern for many aspects of 

online consumer reviews. For instance, Molinillo (2016) 

focuses mainly on overall customer ratings to assess the 

level of customer satisfaction, while Sun (2012) 

discusses review consistency and its impact on the 

degree of disagreement in consumer opinions. 

Accordingly, studies which investigate a holistic view 

of the impact of online consumer review factors are 

limited. This study is one of a few pieces of research 

seeking to reveal the combined effect of informational 

and normative determinants on consumers’ purchase 

intentions. Moreover, it will discuss the impact of each 

single variable within each group of independent 

variables on the dependent variable in the context of 

hotels in Jordan.  

 

4. Theoretical Background and Literature Review 

E-wom (electronic word of mouth) has become a 

tremendous marketing force. It is a form of communication 

which transmits positive or negative information, 

knowledge, experiences or anything else through actual, 

potential and former customers about any type of product 

via the Internet. There are different types of e-wom (online 

discussion forums, online consumer review sites, blogs, 

social networking sites and online brand/ shopping 

sites). Most e-wom studies have concentrated on 

online consumer reviews on e-commerce websites, in 

discussion forums or on rating sites (Cheung & 

Thadani, 2012). Sharing information through online 

consumers’ reviews has become a prevalent research 

domain in recent years. Sharing information 

successfully includes both contributing and receiving 

information (Zhang & Watts, 2003). Several studies 

on e-wom have primarily concentrated on users’ 

contribution behaviours, while the receiving part has 

attracted comparatively little interest. Indeed, online 

consumer reviews are designed to be a place for 

sharing each piece of information, as well as having 

considerable potential to materially affect reviewers 

who intend to use online comments and 

recommendations to influence buying behaviours. To 

be more specific, online reviews can formulate 

reviewers’ attitudes towards a product, which may 

result in simplifying their purchase intentions and 

overt behaviour, finally leading to better levels of 

overall sales. Accordingly, e-wom is important not 

only as a virtual meeting place, but also to decide 

several subsequent consumer activities. For example, 

Hennig-Thurau and Walsh (2004) found that people 

mostly read online reviews to quicken their decisions 

and have better choices at minimal cost, although 

their study (like many other studies) did not explore 

how reviewers interpret information (online reviews) 

to eventually affect their buying behaviours. This 

research attempts to fill that gap by adopting Deutsch 

and Gerrard’s dual-process theory. 

Early research on online reviews investigated the 

effect of consumer ratings on behavioural intentions 

(Godes & Mayzlin, 2004; Chevalier & Mayzlin, 

2006), while modern research concludes that 

consumers are more concerned about written 



Jordan Journal of Business Administration, Volume 16, No. 2, 2020 
 

 - 390 -

comments and recommendations in online reviews. 

Schlosser (2011) notes that ratings and written comments 

are interdependent and customer ratings are more 

convincing when they are congruous with written 

recommendations. In addition, Forman et al. (2008) found 

that when consumers perceive that a reviewer belongs to an 

online community, that reviewer is more likely to change 

consumers’ decisions. Research on e-wom highlights the 

impact of the quality of information on behavioural 

intentions in high-involvement situations (Park et al., 2007; 

Lee et al., 2007). Jointly, recent research has found that the 

written parts of reviews affect (positively or negatively) 

consumers’ perceptions of the level of credibility of 

information presented in online reviews. Previous studies 

have found that detailed wom recommendations about 

product characteristics or recommenders’ belongness and 

knowledge of objects are more convincing than generic 

reviews, as recommendations become more helpful and 

advantageous in purchase-decision processes at all stages 

(Dholakia & Sternthal, 1977; Herr et al., 1991). Moreover, 

Filieri & McLeay’s (2014) findings are consistent with 

previous results in that information quality has more impact 

than information quantity in high-elaboration conditions 

(Park et al., 2007; Gupta & Harris, 2010). Additionally, 

Barreda et al. (2015) demonstrate the powerful impact of 

information content quality, as this can enhance brand 

awareness, which results in prompting WOM. 

According to Jimenez & Mendoza (2013), knowledge 

about the influence of the level of detail in a review and the 

level of a reviewer’s agreement with it on purchase 

intentions is limited. They found that there is a positive 

relationship between the credibility of online reviews and 

purchase intentions. Moreover, research findings point out 

that review credibility is determined differently for search 

and experience products. The level of detail in a review 

determines the credibility of an online review of a search 

product, while the degree of reviewer agreement decides 

the credibility of online review of an experience 

product. Filieri & McLeay (2014) found that 

information accuracy is the strongest predictor 

(among information quality dimensions) of travellers’ 

reliance on information from online reviews in their 

decision-making processes. The researchers attributed 

this finding to the idea that travellers are influenced 

by information as they think information comes from 

actual users who share others’ accurate assessment of 

actual experiences. Moreover, they stress the 

importance of information relevance to relying on 

information from online reviews. 

All the aforementioned findings are consistent 

with rational action theory (Becker, 1976), which 

states that consumers are rational and try hard to 

avoid risk. When consumers make purchases, they 

refuse items of dubious quality rather than other items 

with more certain quality (Zhu& Zhang, 2010). Ghose 

et al. (2012) showed that lower levels of variability in 

review quality may decrease the risk and suspicion 

associated with hotel quality perceived by visitors and 

thus result in better outcomes.  

According to previous literature, scholars have 

found that “experts’ statements can be trusted” and 

“experts know best” are generally reasonable 

heuristic cues for individuals (Chen & Chaiken, 1999; 

Chaiken & Ledgerwood, 2012). Moreover, online 

review sites commonly permit enrolled users to 

originate their own pages to describe the quality of 

their experiences. A comprehensive ranking system 

generally depends on users’ review quality and 

contribution frequency to identify users with different 

levels of “reputation” or numbers of “stars”. Based on 

such ranking information and personal pages, 

consumers become more able to deduce the extent to 

which sources of online reviews are credible. Online 

reviews provided by credible others are expected to 



Influence of Online Hotel…                           Eatedal Bsheer “Ahmad Amin”, Malek Mohammad Al-Majali and Rand Hani Al-Dmour 

 

  - 391 -

present reliable information, which helps users know more 

and eventually improve their buying behaviour (Zhang et 

al., 2014). Zhang et al. (2014) found that when consumers 

perceive the credibility of review sources (the second factor 

of heuristic cues), their behavioural intentions can be 

enhanced. 

Recent studies have found that source credibility has a 

substantial influence on consumers’ online information 

adoption behaviours (Zhang & Watts, 2008). Consumers 

who read comments and take advice from credible sources 

are more likely to choose suitable items (Senecal & Nantel, 

2004). On the other hand, several studies on the impact of 

source credibility on information usefulness and adoption 

have presented conflicting results. In such a study in Hong 

Kong on an online food community, Cheung et al. (2008) 

show that source knowledge, expertise and trustworthiness 

do not affect perceived information usefulness. In contrast, 

Zhang & Watts (2008) found that source credibility has a 

positive and considerable impact on information adoption 

from online travel websites, though its impact was less 

important in a community of computational fluid dynamics 

professionals in China. Moreover, Ayeh et al. (2013) found 

a weak or insignificant relationship between source 

trustworthiness and users’ intention to use user-generated 

content for travel planning, suggesting that attitudes play a 

mediating role. 

Scholars have concluded that information quantity is a 

strong predictor of product sales (Duan et al., 2005; 

Chevalier & Mayzlin, 2006; Liu, 2006; Dellarocas et al., 

2007). Also, it exerts influence on consumers’ purchase 

intentions in low- and high-involvement situations (Park & 

Lee, 2008; Park et al., 2007). On the other hand, Filieri & 

Mcleay (2014) found that information quantity does not 

significantly affect travellers’ adoption of information from 

online reviews for decision-making. Zhang et al. (2014) 

found that information quantity is one of two heuristic 

factors that can be classified as essential determinants of 

behavioural intention. Xie et al. (2015) found that 

quality and quantity of information are the primary 

determinants among all other discussed factors for 

hotel occupancy rate. In addition, the impact of 

information quality on offline hotel popularity lasts 

for at least six months. On the other hand, the 

influence of information quantity decreases quickly in 

the following three months.   

In the e-wom area, the concept of product-ranking 

or product-rating has received more attention than 

before. Cheung et al. (2009) validated the positive 

relationship between ratings given to a review and the 

credibility of information. Moreover, Benedicktus 

(2011) highlights the significance of rankings in how 

users perceive retailers’ trustworthiness. Filieri & 

Mcleay (2014) found that product-ranking is the first 

and foremost predictor of how travellers perceive 

information in online reviews when making decisions 

and it is of utmost importance compared with other 

dimensions of information quality. This conclusion 

conflicts with Petty & Cacioppo (1986), who state 

that consumers are concerned about the quality of 

arguments in advertisements when making their 

decisions in high-involvement situations. Also, 

Chevalier & Mayzlin (2006) reveal that customers are 

more concerned with review text, rather than 

depending only or more on summary statistics to 

make purchasing decisions. The study by Filieri 

(2015) improved the constructs of overall product 

rankings and the researcher also revealed that overall 

product-ranking is a significant determinant of 

information diagnoses and then consumers’ 

purchasing decisions.   

Research on the impact of customer ratings on 

consumer behaviour is scant in the literature (Filieri, 

2015). The study by Filieri (2015) established the 

construct of consumer ratings and the researcher 
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revealed the strong positive impact of customer ratings, 

which is an important determinant of information diagnoses 

and users’ buying behaviours.  Chevalier & Mayzlin (2006) 

revealed the positive role of average star-ranking summary 

statistics given by websites in consumers’ purchase 

intentions. Additionally, Molinillo et al. (2016) found that 

when users visit hotels, their satisfaction levels tend to 

increase consistently according to overall customer ratings 

for those hotels. These findings are consistent with the 

theory of social contagion (Sutherland, 1995), which states 

that peer consumers are influenced by the judgements of 

previous users in order to align with a peer group (Zhang et 

al.,2009). When consumers share their experiences and 

recommendations on social networking sites, they are 

trying to convince their peer consumers to adopt their 

opinions and then affect their behaviour (Chu & Kim, 

2011). Preceding research supports the existence of social 

contagion in online consumer reviews. For example, Moe 

& Trusov (2011) show that reviews from previous 

consumers have a positive and significant impact on 

consumer behaviour. Additionally, Schlosser (2005) 

concludes that users who decide to share their 

recommendations tend to negatively modify their 

assessments after reviewing negative reviews from 

previous customers.  

Among several identified e-wom papers, numerous 

theories have been utilized to explore the way(s) in which 

individuals are affected by information received, including 

the elaboration likelihood model (ELM), the heuristic 

systematic model (HSM), Yale’s model and Deutsch and 

Gerrard’s dual-process theory of information and normative 

influences. The first two theories mentioned (ELM & 

HSM) represent the most generally applied theoretical 

foundation to study the influence of e-wom contact. 

Furthermore, a considerable part of this research uses 

literature about source credibility to demonstrate the 

properties of e-wom. Other researchers have examined the 

influence of e-wom on consumers’ buying behaviours 

by employing the perspective of interpersonal 

influence (Cheung & Thadani, 2012). Yale’s model 

suggests that source, message and audience are the 

primary factors which determine the levels of 

individuals’ comprehension, attention and agreement 

with information that might eventually affect their 

preferences, attitudes and behaviours (Janis & 

Hovland, 1959, pp. 1-26). 

ELM presents central and peripheral routes which 

individuals use to explain the persuasive power of e-

wom communication, relying on their motivation and 

cognitive capabilities. The theory states that 

individuals use a central route if they are closely 

involved with a product, focusing on the quality of 

comments / recommendations. On the other hand, 

people rely heavily on a peripheral route for 

information-processing if they are less capable of 

thinking about a message, less motivated or intend to 

buy low-involvement products. As a result, peripheral 

routes are soft rules or information shortcuts, such as 

source attractiveness and brand image, which 

customers use to evaluate received information (Petty 

et al., 1983). Similarly, HSM mentions other 

information processing routes, the first systematic and 

the second heuristic, to determine the degree of 

information persuasiveness. Systematic information 

processing implies that individuals investigate all 

related pieces of information to interpret their validity 

with maximum cognitive effort. However, the 

heuristic route indicates that individuals examine a 

few informational cues as simple rules to form their 

judgements. The choice of which route an individual 

pursues relys on its sufficiency and efficiency to 

assess information validity (Chaiken, 1980; Cheung et 

al., 2009). Generally, these two theories are based on 

how different levels/ depths/ scales of information 
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processing affect convincing communication (Cheung et 

al., 2009). However, Deutch & Gerrard’s dual-process 

theory demonstrates how different types of influence affect 

the persuasiveness of online consumer reviews (Deutch & 

Gerrard, 1955).  

 

5. The Study’s Conceptual Framework 

This study will apply dual-process theory as the 

theoretical grounding to understand how and to what extent 

these two forms of determinants of online consumer 

reviews affect consumers’ purchase intentions. 

Informational influence highlights the importance of 

message content (is the information obtained viewed as 

evidence about the reality by a user or not?), while 

normative influence explores the effect of social 

aggregation techniques, which are defined as 

influence to go along with others’ positive 

expectations. This theory concentrates on a model of 

communication influence depending on the normative 

power of other social surroundings and the receiver’s 

self-judgement of the message. It is helpful in 

clarifying communication effectiveness with the 

presence of discussion or group opinions (Briggs et 

al., 2002; Sia et al., 2002). Online consumer reviews 

are open discussions which encompass many 

participants. The proposed research model is depicted 

in Figure 1 below. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure (1): The study’s conceptual framework 

 

The study’s conceptual framework consists of 

independent and dependent variables as follows: 

 

5.1 Independent Variables 

Informational Influences: Certainly, the message 

itself is crucial to assess information credibility. 

Normative Influences  
a. Overall product 

ranking  
b. Customer rating  

Informative Influences  
a. Information quality  
b. Source credibility  
c. Information 

quantity  

Behavioural Intention 

Ho1 

Ho3 
Ho2 
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Ideally, pieces of information should be harmonic, coherent 

and clearly discussed. In addition, audience characteristics 

are vital in determining the level of information credibility. 

Turning to source influences, individuals respond clearly to 

the merits of information; they see knowledge, expertise 

and trustworthiness as major qualities that may mark 

credible sources of information (Wathen & Burkell, 2002). 

To sum up, three information-based determinants that have 

been widely discussed in previous informational influence 

research-information quality, source credibility and 

information quantity – are explored in this research. 

1) Information quality is the quality of a review’s content 

from the perspective of information characteristics. 

Plenty of research on this dimension in the marketing 

context focuses primarily on message content (Park et 

al., 2007). Researchers conclude that reviews which 

include objective and understandable comments with 

adequate reasons for recommendations are much more 

persuasive than those which explore emotions and 

experience but with no reasons. Generally speaking, 

people will not readily approve reviews posted on web 

sites unless they contain enough information, as many 

buyers on the Internet are unknown or nameless 

(Ratchford et al., 2001). Message evaluation and source 

impressions are clearly affected by the argument 

quality used by individuals needing cognition and 

individuals needing cognition exert more cognitive 

efforts and recollect more message arguments, 

regardless of argument quality (Cacioppo et al., 1983). 

Nevertheless, information quality in e-wom has been 

defined differently by diverse researchers; for example, 

Park et al. (2007) assessed the quality of reviews in 

terms of relevance, objectiveness, understandability 

and sufficiency, whereas Churchill (1979) measured 

reviewed quality in terms of information depth, 

breadth, relevance, factuality and credibility. We define 

each of these measures below. 

Information depth and breadth is the extent to 

which information is perfectly adequate and detailed 

for a specific duty or function (Wang & Strong, 

1996). Information factuality is determined by the 

level to which a recommendation or a comment in a 

review is logical, depends on particular facts about a 

product and is free from emotional, subjective and 

idle comments (Filieri, 2015). Information relevance 

refers to the extent to which a review is applicable 

and helpful for a specific task and relies on different 

customer needs in particular conditions (Wang & 

Strong, 1996). Lastly, information credibility or 

accuracy is determined by the extent to which a 

consumer perceives a review as accurate, correct or 

believable (Cheung et al., 2009). Moreover, Cheung 

et al. (2008) selected different criteria to assess 

review quality (completeness, timeliness, accuracy 

and relevance).  

2) Source credibility: Simply put, credible sources 

are defined as “trustworthy” and demonstrating 

“expertise”. According to traditional WOM 

literature, credible sources are essential predictors 

of consumers’ acceptance of information 

(McGinnies & Ward,1980). Sources are viewed 

as credible depending on perceived composure, 

competence, character, sociability and dynamism 

(Burgoon et al., 2000). Actually, online reviews 

are presented by unknown sources with no 

previous relationship with the audience (Sen & 

Lerman, 2007). Thus, assessing source credibility 

is challenging. Individuals interact directly with 

particular qualities of information sources; they 

consider reputation, labels (such as professor or 

doctor) and assumptions (such as halo effects and 

stereotypes about group members) as prime 

criteria to evaluate credibility. Another important 

issue is the consistency or matching between 
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source and receivers (Wathen & Burkell, 2002; 

Campbell et al., 1999). 

3) Information quantity is defined as the number of online 

consumer reviews about a product. It is a strong 

indicator about a product’s popularity, which may 

directly affect the product’s sales volume (Chatterjee, 

2001). The more online reviews there are, the more 

popular and essential the product is, as more 

argumentation about a product serves to enhance 

awareness of that product and thus increase its sales 

volume (Liu, 2006). Furthermore, the volume of 

reviews will probably motivate consumers to 

rationalize their purchase decisions by telling 

themselves: “Many other people also bought that 

product.” Relying on other individuals’ comments 

(experiences) is a perceived risk-reduction approach 

(Buttle, 1998; Park et al., 2007). 

 

5.2 Normative Influences 

According to Deutsch and Gerrard’s dual-process 

theory, normative-based determinants may exert a salient 

and massive influence in assessing e-wom communication. 

Two normatively-based determinants (overall product 

rankings and customer ratings) are examined in this 

research. 

1) Overall product rankings: Overall product ranking is 

one of the most common and important indicators 

frequently used to assess the persuasive power of e-

wom communication (Cheung et al., 2009; Filieri, 

2015; Filieri and Mcleay, 2014; Park et al., 2007). 

Overall product ranking is conceptualized as a 

reviewer’s overall rating of a product in a certain 

category and is commonly presented as an average/ 

mean star rating next to a product. It is not an indicator 

of the quality of comments/ experience. Indeed, it 

points to an information cue with respect to how all 

reviews have assessed one product and other products 

in a particular product category (Filieri, 2015). 

When most reviewers give a high score to an 

argument, it presupposes that most reviewers 

approve the content of the argument. In contrast, 

if most reviewers give a low score to the 

message, this implies that most users disagree 

with it. This may increase the suspicions of the 

user, which could consequently decrease the 

probability of a purchase (Cheung et al., 2009). 

2) Customer ratings: Customer rating is another 

measure of categorical crowd opinion. It is 

known as the average evaluation that reviewers 

assign to each characteristic of a product. Similar 

to overall product ranking, customer rating is a 

unique trait of e- wom communication. 

Conversely, through face-to-face wom 

communication, it is not feasible to sort through 

all users’ evaluations and gain a brief evaluation 

of a product’s characteristics. Because customer 

ratings summarize users’ assessments of the 

major qualities of a product, they help users learn 

about the quality of products, which in turn will 

affect their behaviour (Filieri, 2015). 

 

5.3 Dependent Variable 

Purchase intention (behavioural intention): One of 

our research objectives is to investigate which 

informative and normative determinants can 

determine behavioural intention, which is the 

willingness of consumers to purchase products 

resulting from processing issues related to online 

reviews (Zhang et al., 2014). This research is similar 

to previous research, as it will largely restrict the 

analysis to positive online consumer reviews.  

 

6. Research Hypotheses 

Based upon theoretical background and literature 
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review, the following hypotheses are examined in this 

study: 

Ho.1: There is no significant relationship between 

normative factors (overall product ranking and 

customer rating) and purchasing behavioral 

intention, taken together. 

Ho.2: There is no significant relationship between 

informative factors (information quality, source 

credibility and information quantity) and 

purchasing behavioral intention, taken together. 

Ho.3: There is no significant relationship between 

normative and informative factors as a combined 

and purchasing behavioral intention, taken together. 

 

7. Research Methodology 

This research encompasses empirical testing of three 

substantial hypotheses. We utilize online review sites as the 

research context to explore the effect of online reviews.  

 

7.1 Sampling and Data Collection  

The data for this research was collected through a self-

administered questionnaire. To better capture the effect of 

online reviews, we focused on review site users who had 

recently and repeatedly read online reviews in the last six 

months and considered visiting real hotels listed on 

TripAdvisor, Yelp, Booking.com… and so on. The 

questionnaire was distributed to 500 full-time students by 

e-mail and by hand and the response rate was 72.6 per cent 

(in total, 363 usable questionnaires were collected for this 

study). Sample-size decisions were primarily based on cost 

considerations and in line with studies on consumers’ 

adoption of online buying behaviour, where the sample 

sizes used were between 114 and 1,167 respondents. In this 

survey, some variables are factual (for example, 

individuals' demographic characteristics, such as sex, age, 

income and education), whereas others are perceptual (i.e., 

normative, informative and buying intention). The 

questionnaire's contents (constructs and measures) 

were mainly selected from previous studies. 

Information quality was measured by a scale 

developed and used by Filieri (2015). Information 

quantity was measured by two items derived from 

Park et al. (2007) and recently used by Zhang et al. 

(2014) and Filieri (2015). Source credibility/ 

trustworthiness was measured on a scale developed 

by Ohanian (1990) and then used by Senecal & 

Nantel (2004), Zhang et al. (2014) and Filieri (2015). 

Furthermore, the scales for measuring overall product 

ranking and customer rating were developed and used 

recently by Filieri (2015). Finally, behavioural 

intention was measured by two items improved and 

used by Pavlou & Fygenson (2006) and then used by 

Zhang et al. (2014). All items use a 5-point Likert 

scale. We slightly modified the wording of these 

items to fit the present research context. To 

administer the survey in Jordan, the original English 

questionnaire was translated into Arabic (i.e., from 

English to Arabic) and then back again (i.e., from 

Arabic to English) with the aid of three English 

language doctoral students. Those students are 

proficient in both Arabic and English and familiar 

with most popular online review sites, like 

TripAdvisor and Yelp. Any inconsistencies in the 

translation process were resolved to make sure that 

the final Arabic version had sufficient quality. 

Moreover, we conducted a pilot study on five 

professional academic staff in this field. We 

distributed the questionnaire to a convenient sample 

of 20 users of TripAdvisor. The resulting feedback 

included modifying the wording of certain questions 

to fit the Jordanian environment context. 

Accordingly, the final questionnaire was improved 

based on those comments.  
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7.2 Respondents’ Demographic Profile 

In this study, the respondents comprised 45.2% males 

and 54.8% females.  The majority of the respondents in this 

study; that is, 64.2%, were in the age group between 19 and 

26 years. In terms of their monthly income, about 

72.5% of the respondents have a monthly income of 

more than 250 JD. Table (1) summarizes the 

demographic characteristics of the respondents. 

 

 

Table 1. The Demographic Characteristics of the Respondents 

Characteristics Categories Number Percentage 

Gender 

 

Male  164 45.2 

Female 199 54.8 

Age 

   

18 years 55 15.2 

19-26 233 64.2 

27-34 45 12.4 

35-42 23 6.3 

Above 42 years 7 1.9 

Monthly Income  

150 JD 52 14.3 

151-249 JD 48 13.2 

250-349 JD 59 16.3 

350-499 JD 74 20.4 

500 and above 130 35.8 

 

7.3 Descriptive Statistics: All the item scales (normative, 

informative and buying intention) included in the study 

were tested for their means, standard deviations, skewness 

and kurtosis. According to descriptive statistics presented 

in Table (2), a positive disposition towards the items is 

indicated. The standard deviation (S.D.) values ranged from 

0. 740 to 0.950, indicating a narrow spread around the 

mean. Also, the mean values of all items were greater than 

the midpoint (3) and ranged from 3.270 to 4.170. 

However, after careful assessment by using skewness 

and kurtosis, the data was found to be normally 

distributed. Indeed, skewness and kurtosis were 

normally distributed, since most of the values were 

inside the adequate ranges for normality (i.e., -1.0 to 

+1.0) for skewness and less than 10 for kurtosis (Hair 

et al., 2017). 
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Table 2. Means, Standard Deviations and Normality of Scale Items 

Construct /Items Mean S.D. Skewness Kurtosis 
1. Normative Influences 

 1.a Overall Product Ranking      
a1 Overall hotel ranking has reduced the number of 

alternative hotels that I was considering visiting.  
4.2259 0.74220 -1.467 4.512 

a2 Overall hotel ranking has helped me rapidly identify the 
best and the worst hotels.  

3.8981 0.71580 -1.090 2.498 

a3 Overall hotel ranking has guided my purchase decision 
to a specific hotel.  

4.0441 0.78878 -0.599 0.398 

a4 Overall hotel ranking has facilitated my purchase 
decision.  

4.1708 0.79239 -1.318 3.237 

a5 Overall hotel ranking has enabled me to identify the 
hotel that could satisfy my needs.  

4.1708 0.74591 -0.930 1.615 

 1.b  Customer Ratings     
a6 Customer ratings have helped me learn about the hotels. 4.1928 0.81169 -0.928 1.013 
a7 Customer ratings have improved my understanding of 

the quality of the hotels’ features.  
4.0937 0.82572 -0.886 1.133 

a8 Customer ratings were useful in order to evaluate the 
quality of hotel specifications/features.  

3.9917 0.85556 -0.703 0.412 

2. Informational Influences 
 2.a  Information Quality     
a9 The information from online review sites is credible.  3.2066 0.89118 -0.041 0.062 
a10 The information from online review sites is relevant to 

my needs.  
3.3702 0.94209 -0.200 -0.719 

a11 The information from online review sites is based on 
facts.  

3.3774 0.97382 -0.328 -0.604 

a12 The information from online review sites is of sufficient 
depth (degree of detail).  

3.2204 0.95820 -0.131 -0.663 

a13 The information from online review sites is of sufficient 
breadth (spanning different subject areas). 

3.2893 0.91734 -0.281 -0.765 

 2.b  Source Credibility      
a14 The reviewers are credible. 3.2700 0.85000 -0.276 0.061 
a15 The reviewers are experienced. 3.3223 0.87836 -0.284 -0.363 
a16 The reviewers are trustworthy. 3.2700 0.88502 -0.147 -0.078 
a17 The reviewers are reliable.  3.2479 0.85992 -0.186 -0.230 
 2.c Information Quantity     
a18 The quantity of review  information is sufficient to 

satisfy my needs. 
3.5262 0.80828 -0.353 0.040 

a19 The quantity of review information is large.  3.4050 0.79618 -0.363 -0.312 
3. Behavioral Intention 

a20 I intend to visit the hotels listed on online review sites. 3.7190 0.83325 -0.701 0.718 
a21 I planned to stay at the hotels listed on online review 

sites.  
3.7906 0.84109 -0.681 0.465 
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7.4 Data Analysis Techniques 

For the analysis, the collected data was coded into 

SPSS, Version 24. The analysis part consists of several 

different statistical analyses and tests, including factor 

analysis and multiple regression analysis. The main 

purpose behind the use of factor analysis techniques is to 

reduce the large number of variables that underlie each 

construct of both major constructs (i.e., normative 

influences, informational influences and behavioral 

intention) into orthogonal indices for further analysis by 

regression analysis. Furthermore, by employing the 

principal component analysis techniques, it may be possible 

to explore the patterns of factors that underlie each major 

construct. It was considered an appropriate method to 

overcome the potential problems of multicollinearity 

among the variables that pertain to each construct.  

A pre-analysis was conducted to examine the 

appropriateness of the data for factor analysis. Then, the 

results of factor analysis were examined using multiple 

criteria, including eigenvalues, interpretability and internal 

consistency, as recommended by Hair et al. (2017). 

Therefore, items determined to have eigenvalues 

greater than one and factor loadings less than 0.40 

had little or no relationship with one another; hence, 

they were discarded (Hair et al., 2017). The results of 

principal components analysis indicate that 2 factors 

can be extracted from the normative influence, 4 

factors form the informative influence and 1 factor 

from the behavioral intention. In summary, based on 

the preliminary analysis, the evaluation of the data by 

factor analysis and reliability estimates indicated that 

all scale items were appropriate and valid for further 

statistical analysis. Finally, Cronbach’s alpha 

reliabilities were examined for each variable. Each 

coefficient greater than 0.60 for adapted and 0.70 for 

existing scales was considered a reliable indicator of 

the constructs under study (Hair et al., 2017). 

Reliability analysis was carried out for each construct 

(normative influences, informational influences 

and behavioral intention). The scores obtained 

ranged from 0.88 to 0.90. 

 

Table 3. Factors Underlying the Constructs of the Study’s Model 

Factors No. of items Eigenvalue % of Variance Cumulative % 

(1) Normative Influences 

Overall Product Ranking   5 3.566 35.537 35.537 

Customer Ratings 3 1.529 28.153 63.690 

(2) Informative Influences 

Information Quality 5 5.079 25.909 25.909 

Source Credibility 4 1.247 24.371 50.280 

Information Quantity 2 1.163 17.797 68.077 

(3)Behavioral Intention 

Behavioral Intention     2 1.653 82.645 82.645 

 

7.5 Testing the Study’s Hypotheses 

Multiple regression analysis is used to examine the 

study hypotheses. Table (4) summarizes the results of 

multiple regression analysis, with the F-ratio test, for 
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the study hypotheses (Ho.1, Ho.2 and Ho.3). The results 

indicate that each of these hypotheses (Ho.1, Ho.2 and 

Ho.3) is significantly correlated with the behavioral 

intention at 0.000 level of significance. Accordingly, it 

may be concluded that there is a significant 

relationship between each dimension (i.e., normative 

influences, informative influences and combined) and 

behavioral intention. 

 

Table 4. A Summary of Multiple Regression Results Taken Together 

Hypotheses Dimensions Multiple R R-square 
Adjusted 

R-square 
F F-Sig. 

Ho.1 Normative 0.401 0.16 0.156 34.405 0.000 

Ho.2 Informative  0.508a 0.258 0.252 41.703 0.000 

Ho.3 Together  0.555a 0.308 0.298 31.734 0.000 

 

Interpretation of Multiple Regression Findings 

According to the stepwise multiple regression method, the 

factors which are highly correlated with the dependent 

variable (i.e., behavioral intention) are expected to enter 

into the regression equation. The F-value at 0.00 level of 

significance is used to determine the “goodness of fit” for 

the regression equation. The F-value is the ratio of 

explained to unexplained variance accounted for by the 

regression equation, when the total variance is low, the 

interpretation of the individual beta coefficient has little 

meaning.  

Therefore, when the adjusted R-square is around 0.10 or 

above and the F-value of the regression equation reaches 

0.05 level of significance, the individual beta weight is 

explained. Prior to interpreting the results of multiple 

regression analysis, the severity or degree of 

multicollinearity is tested by examining the relative size of 

the pairwise correlation coefficient between the explanatory 

independent factors. An examination of the correlation 

matrix indicates that the correlation for each coefficient is 

less than (0.50). Therefore, it is possible to interpret the 

findings, since multicollinearity is not severe (Hair et al., 

2017). 

Hair et al. (2017) recommended assessing the tolerance 

and variance inflation factor (VIF). Tolerance refers 

to the assumption of the variability in one 

independent variable that does not explain the other 

independent variables. VIF reveals much of the same 

information as the tolerance factor. The common 

cuts-off threshold is a tolerance value of 0.10, which 

corresponds to a VIF- value above 10. 

Multicollinearity was indicated in a tolerance level of 

less than 0.10 or a VIF value above 10. The tolerance 

value for each independent variable above the ceiling 

tolerance value of 0.10 is consistent with the absence 

of serious level of multicollinearity. This judgment 

was further supported by a VIF-value for each 

independent variable above the threshold value of 1.0. 

For more details, see Table (5). 

 

Table 5. Collinearity Diagnostics 

Independent Factors Tolerance VIF 

(1) Normative 

Overall Product Ranking 0.845 1.184 

Customer Ratings 0.953 1.049 

(2) Informative 

Information Quality 0.898 1.113 

Source Credibility 0.973 1.028 

Information Quantity 0.916 1.091 
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The findings of stepwise regression analysis are 

presented and discussed here under the following 

subsections: 

1. Stepwise Multiple Regression (Normative 

Dimension): The results of stepwise regression analysis 

indicate that the Normative Dimension (i.e., the two 

factors: overall product rating and customer ratings, 

taken together) is significantly related to behavioral 

intention. The direction of this relationship is positive. 

The results support the findings of previous studies 

(e.g., Filieri & Mcleay, 2014; Filieri, 2015). The 

findings also indicate that these two explanatory 

independent factors of normative dimension 

explanatory independent factors are included in 

the regression equation. These two factors in 

terms of their order of importance are: customer 

ratings and overall product ranking. The adjusted 

R-square for these two factors is 0.16, as shown in 

Table (4). This indicates that about 16% of the 

variation of behavioral intention can be explained 

by the normative dimension. 

 

Table 6. Stepwise Regression Analysis: Normative Dimension 

Factors Step R R-square Adjusted R Beta Sig. 

Overall Product Ranking   1 0.332a 0.110 0.108 0.332 0.000 

Customer Ratings 2 0.401b 0.160 0.156 0.224 0.000 

 

2. Stepwise Multiple Regression (Informative 

Dimension): The results of stepwise multiple regression 

analysis indicate that the informative dimension (i.e., 

the three factors which were extracted from the 

Informative Dimension taken together) is importantly 

related to behavioral intention. The findings indicate 

that all these explanatory independent factors 

(information quality, source credibility and information 

quality) are included in the regression equation. The 

adjusted R-square of these factors is 0.25, as shown in 

Table (4).   

Comparing the results shown in Table (6) with 

those of the normative dimension, it may be 

concluded that the informative factors (0.25) produce 

a much higher explanation of the variance of the 

behavioral intention than the normative dimension 

factors (0.16). This might indicate that factors of 

informative dimension are much more critical to 

behavioral intention than those related to the 

normative dimension.  

 

Table 7. Stepwise Regression Analysis: Informative Dimension 

Factors Step R R-square Adjusted R Beta Sig. 

Information Quality 1 0.422a 0.178 0.176 0.422 0.000 

Source Credibility 2 0.477b 0.228 0.223 0.222 0.000 

Information Quantity 3 0.510c 0.260 0.254 0.181 0.000 

 

As shown in Table (7), these three important factors 

included in the regression equation are discussed according 

to their order of importance as follows: information 

quantity, source credibility and information quality, 
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respectively. In other words, the higher the importance 

attached to these factors, the higher the behavioral intention 

will be.  

3. Stepwise Multiple Regression (Combined Findings): 

This approach is expected to provide evidence of the 

determinants of behavioural intention when compared 

with the solution for each dimension (i.e., each one 

acting alone). More of the predicting factors are 

expected to enter in the regression equation. The 

findings of multiple regression indicate that the 

combination of the two dimensions (i.e., all five 

factors, acting together) is associated with the 

behavioural intention. The findings also indicate 

that all of the five factors are included in the 

regression equation. The most important factors 

included in the regression equation in terms of 

their order of importance are: information quality, 

information quantity, source credibility, overall 

product ranking and customer ratings, 

respectively. 

 

Table 8. Stepwise Regression Analysis: Combined Dimensions 

Factors Step R R-square Adjusted R Beta Sig. 

Customer Ratings 1 0.422a 0.178 0.176 0.354 0.000 

Overall Product Ranking 2 0.477b 0.228 0.223 0.178 0.000 

Source Credibility 3 0.513c 0.263 0.257 0.194 0.000 

Information Quantity 4 0.545d 0.297 0.289 0.165 0.000 

Information Quality 5 0.556e 0.309 0.300 0.115 0.000 

 

Comparing this solution with the other two solutions 

previously presented (i.e., the results of each dimension 

acting alone), it may be concluded that combining the two 

dimensions together (normative and informative 

dimensions) would give a slightly better explanation 

(predictive power) of the variation of the behavioural 

intention than in case each dimension acting alone. The rate 

of explanation which they account for is increased from 

16% (normative dimension) and 25% (Informative 

dimension) to about 30%, as presented in Table (4). 

This conclusion implies that a better understanding of 

the determinants of behavioral intention requires that the 

two dimensions (normative and informative dimensions) 

should be viewed together rather than viewing each 

dimension alone. Furthermore, viewing the informative 

dimension alone would give a stronger explanation than 

viewing the normative dimension alone. 

8. Results and Discussion 

The prevalence and adoption of product reviews 

has become more popular among consumers. As 

mentioned in the introduction, poor knowledge is 

available about the combined effect of normative 

evaluations and informational influences on 

consumers’ perceived diagnosis of information from 

online reviews and their impact on decision-making. 

This research adopts dual-process theory (Deutsch & 

Gerard,1955) by expanding its implementation to the 

online context and exploring the impact of normative 

influences and informational influences (separately 

and combined) on hotel visitors’ behavioural 

intentions in the context of Jordanian culture. From a 

theoretical perspective, the tested model proves that 

dual-process theory can be used to explain the 

relationship between online customer-review websites 
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and behavioural intention. Factor analysis findings indicate 

that customer ratings and overall product ranking are true 

measures of normative factors. In addition, information 

quantity, source credibility and information quality are true 

measures of informative measures. This result is 

supported by previous studies (e.g. Zhang et al., 2014; 

Filieri, 2015). 

 

Table 9. Ranking of Independent Variables in Terms of Their Importance, Taken Separately and Together 

Independent variable Taken separately Taken together 

Normative influences Informative influences  

1. Overall product ranking 2 - 4 

2. Customer ratings  1 - 5 

3. Informative quality - 3 1 

4. Source credibility  - 2 3 

5. Information quantity  - 1 2 

Adjusted R-square 0.16 0.25 0.30 

 

Regression and correlation analyses were conducted to 

determine the nature and magnitude of the relationship 

between normative and informative factors and buying 

behavioural intention regarding hotels in Jordan. The 

results show that there is a direct and moderate relationship 

between buying behavioural intention and normative or 

informative influences, or in combination. Furthermore, as 

presented in Table 9, the findings provide empirical 

evidence that the approach of integrating normative and 

informative factors can produce a better explanation of 

variation in the combination of buying behavioural 

intention dimensions, rather than taking each dimension 

separately.  In other words, normative and informative 

factors together can influence buying behavioural intention 

more positively. This finding is consistent with recent 

studies which have concluded that normative and 

informative factors are interdependent and their combined 

impact is much more effective than taking each group 

separately (Schlosser, 2011; Filieri & Mcleay, 2014; Filieri, 

2015). Another valuable finding is that the impact of 

informative factors is much more than that of normative 

cues (either separately or combined) and that result is 

consistent with some studies which have revealed that 

consumers are more concerned about 

recommendations and written comments than average 

star-ranking summary statistics given by websites 

(Chevalier & Mayzlin, 2006; Schlosser, 2011), while 

it contradicts with other studies which have assumed 

the opposite (Benedicktus, 2011; Filieri & Mcleay, 

2014). This result may have appeared, because 

consumers’ purchasing intentions, especially in 

developing countries such as Jordan, are more 

influenced by the quality of information in online 

reviews in high-involvement conditions, like 

choosing hotels (Park et al., 2007). Additionally, the 

findings show that information quality is the most 

important item among all other informative and 

normative factors in determining a hotel visitor’s 

behavioural intention (Table 9, column 3), an 

outcome supported by several studies (Park et al., 

2007; Cheung et al., 2008; Gupta & Harris, 2010; Zhu 

& Zhang, 2010; Ghose et al., 2012; Filieri, 2015). 
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This finding is also consistent with rational action theory 

(Becker,1976). Information quantity is the second most 

important item in determining the intensity of behavioural 

intention, followed by source credibility. Source credibility 

is the least important item among informative factors; a 

conclusion which may result from debatable perspectives 

regarding the credibility of reviewers, since offline and 

online communication is used to transmit reports about 

hotel managers who post negative reviews about their rivals 

or offer incentives to reviewers in exchange for favourable 

reviews on their review sites. As a result, reviewers have no 

guarantee of credible or reliable content (Lim et al., 2010; 

Tuttle, 2012). The least important items are overall product 

ranking and customer ratings, respectively. 

Accordingly, we can conclude that consumers prefer to 

rely on high-quality reviews together with reliable crowd 

opinions on a hotel’s performance rather than depending on 

a great number of online review sites as credible indices of 

the quality of a hotel in order to determine the intensity of 

behavioural intention. Referring back to the impact of 

normative and informative factors (separately) on a hotel 

visitor’s behavioural intention, Table 9, column 2 indicates 

that bsed on the data analysis results, it was found that 

informationally based determinants; namely, information 

quality, source credibility and information quantity; 

positively and significantly influenced behavioural 

intention. Information quantity is the most important 

determinant of behavioural intention among all other 

informational factors. This finding is congruous with the 

findings of previous researches, like Park & Lee (2008), 

Park et al. (2007) and Zhang et al. (2014), while it is 

inconsistent with Filieri & Mcleay (2014), who found that 

information quantity does not significantly affect a 

traveller’s adoption of information from online reviews for 

decision-making.  

Source credibility is the second most important 

determinant of behavioural intention. This result is in 

agreement with several previous studies, such as Zhang 

& Watts (2008), Senecal & Nantel (2004) and Zhang et 

al. (2014), whereas Ayeh et al. (2013) revealed an 

significant relationship between source credibility and a 

user’s intention to rely on user-generated content for 

travel planning. Surprisingly, information quality is the 

least important factor, though it still affects behavioural 

intention. This result is consistent with previous studies, 

as almost all agree that there is a positive relationship 

between these two factors, but with differing opinions on 

the degree of correlation; other studies, such as Xie et al. 

(2015), Barreda et al. (2015), Filieri & Mcleay (2014), 

Dholakia & Sternthal (1977) and Herr et al. (1991), have 

stressed the greater importance of information quality 

compared with other informational factors.  

Regarding normative factors, both customer rating 

and overall product rankings have been found to be 

essential determinants of behavioural intention. This 

result enriches researchers’ knowledge about the 

importance of crowd opinions and their influence on e-

wom communication. Customer rating is the most 

important factor and this result is consistent with recent 

studies (Filieri, 2015; Molinillo et al., 2016) which 

have restructured the concept and manifested its 

superior importance. Overall product ranking is the 

second most important normative factor. This result is 

consistent with previous studies which have 

concentrated on the importance of product rating (e.g. 

Schlosser, 2005; Benedicktus, 2011; Filieri & Mcleay, 

2014; Filieri, 2015). The results for normative factors 

are at odds with social-cognition theory, which 

assumes that while consumers are making judgements, 

they underestimate basic rating information, like the 

average/ mean star ratings next to each product, in 

favour of more detailed and reliable written 

information (Bar-Hillel, 1980; Borgida & Nisbett, 

1977). In addition, the findings contrast with several 
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recent studies which assume that consumers pay more 

attention to a single negative review and may therefore 

neglect the aggregate rating/ ranking (Qiu et al., 2012). This 

study concludes that consumers use aggregate ratings to 

know more about hotels and their performance.  On the other 

hand, the results are in agreement with the theory of social 

contagion (Sutherland, 1995), as peer consumers are prone to 

rely on the judgements of previous reviewers in order to 

align with a peer group (Zhang et al., 2009). 

 

9. Research Implications 

This study has important implications for studies aiming 

to understand the relationship between normative and 

informative influences and buying behavioural intention in 

developing countries. Hotels in such areas can take 

advantage of the increasingly widespread use of iPad, 

tablets, smartphones and many other mobile Internet 

devices and offer their customers effective free Wi-Fi 

access to share their experiences immediately with others 

during their stay as travellers, thus becoming co-marketers 

(Sigala et al., 2012). Actually, travellers might perceive 

other travellers’ ratings and rankings more favourably than 

the overall rating reported by tourism experts or business-

oriented firms. Another advantage is that hotels can 

motivate customers to classify their reviews by service or 

any other criterion, which will result in richer and more 

concentrated evaluations of several aspects of their visit. 

Moreover, hotels should motivate their customers to share 

their feedback online within a given period of time after 

check-out, as their emotional engagement with their visit is 

still fresh and very memorable and their social 

surroundings are waiting for their response. In addition, 

hotels should be aware of that they ought to use different 

types of incentives to encourage their customers to access 

the Internet through a certain online customer review 

website where the hotel intends to strengthen its presence.   

Hoteliers must ensure that the quality of reviews hosted 

on their websites is high. Moreover, hotel managers 

can adopt reviews with high information quality 

published on independent review websites to promote 

their brands and services; thus, they might identify the 

best reviews (based on information quality) published 

on independent consumer review websites and 

display them on their own websites as another form of 

information for their current and potential customers. 

Finding that customer ratings and overall product 

rankings are strong determinants of hotel visitors’ 

behavioural intentions may encourage hotel managers 

to make ratings and rankings more visible and 

accessible to enhance consumers’ experiences and 

hotels’ brand images. Also, more and more 

information shortcuts will help consumers make their 

decisions quickly and smoothly. 

Hotel managers in Jordan should recognize that 

online hotel customer-review websites are beneficial 

for several strategic and operational reasons. First, in 

a more reflective strategic view, comparisons with 

other equivalent hotels in the same region will aid 

hospitality business people to position themselves 

more effectively in the marketplace. Second, it is 

helpful for hotel managers to detect and resolve 

operational and technical issues quickly, when 

customer review sites are administered effectively, 

utilizing a real-time approach (Molinillo et al., 2016). 

This study, like many other related studies, approves 

the notion that online hotel review sites can support 

hoteliers. For instance, it is suggested that exploring 

product quality information online decreases 

consumers’ sensitivity level to price information 

(Lynch & Ariely, 2000). This implies lower levels of 

price competition among hotels, especially in 

developing countries such as Jordan and thus higher 

profit margins. Moreover, Vermeulen & Seegers 

(2009) concluded that positive reviews have a 
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positive influence on consumer behaviour, while negative 

ones have little influence. Also, they believe that changes in 

hotel considerations are indeed attributable to exposure to 

online reviews. In response, hotels should motivate their 

customers to post comments on customer review websites 

so as to balance out any negative feedback. To 

conclude, hotel marketers should realize the 

technological dynamics of greater reach-out and 

promote their destinations and services to online 

clients. 
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