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Purpose: The research focuses on the crucial role of online reviews in shaping
consumer trust in e-commerce platforms, examining the impact of perceived
authentic and fake reviews on purchasing decisions and platform reputation.
It assesses how consumers perceive review authenticity and quality and their
effects on trust levels in reviews, marketplaces, and reputation systems. It also
explores the relationship between trust forms and overall experiences.

Design/methodology: A quantitative approach is employed, utilizing a
questionnaire distributed to recent Mercado Libre buyers. To test hypotheses,
data from 326 valid responses are analyzed using confirmatory factor analysis
and Partial Least Squares Structural Equation Modeling (PLS-SEM).

Findings: Findings reveal that fake review perception negatively affects trust in
rating systems, while high-quality reviews positively influence all trust forms.
Customer experience is directly impacted by trust in marketplaces and rating
systems, indicating a mediation effect of trust in the rating system on the
relationship between fake review perception and customer experience.

Research limitations/implications: Limitations include using a convenience
sample and focusing on trust in the rating system rather than reviews or the
marketplace, suggesting avenues for future research. Practical implications
include recommendations to ensure review quality, enhance rating system
controls, and promote review usage in the purchase process.

Originality: The study addresses a timely and relevant gap in understanding the
impact of reviews on e-commerce trust, particularly within the context of Latin
America and Mercado Libre’'s dominance in the region’s e-commerce landscape.

KEYWORDS
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1 Introduction

Online reviews are a form of digital Word-of-mouth (Senthilkumar and RubanRaja, 2021).
After an online purchase, consumers can evaluate the reliability and quality of a seller who
offers their products through a Marketplace (Curchod et al., 2020). As a result, online reviews
have become an essential part of the consumer purchasing decision process (Schoenmueller
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etal, 2020). A study by Brightlocal showed that an average consumer
could read a maximum of 10 online reviews before making a purchase
decision (Alzate et al., 2021). Therefore, it is not surprising that
reviews can considerably influence the sale of products (Dai
et al., 2020).

Given the positive influence that reviews generate on sales
conversion (Senthilkumar and RubanRaja, 2021) and that the use of
reviews makes companies that include them look much more
trustworthy (Alzate et al., 2021), companies have encouraged their
customers to write more reviews. In this way, some platforms even
recognize users who do the most product reviews. For example, Yelp
has its “Elite” status, Tripadvisor has its “Contributor Level,” Google
has its “Badges” program, and Amazon has its Amazon Vine program.
Consequently, consumers have increased their participation by giving
reviews of the products they buy online (Nguyen et al., 2021).

Its popularity lies in the fact that reviews have become a rich
source of information containing consumer preferences, what matters
to them, and their feelings about products. That is why reviews work
for other consumers who plan to purchase a product (Zhao et al,,
2021) because they work as a trust transfer mechanism (Pavlou and
Gefen, 2004) since it allows buyers to trust sellers based on the
information they receive from other customers. This ultimately builds
trust in the community of sellers who trade in a Marketplace. Also,
based on the overall reputation of a marketplace, consumers should
be able to form their judgments about the nature of the community of
sellers that trade on it. In this way, an effective feedback mechanism
that, for this work, we will call reviews, acts as an informal certifier
that drives the purchase of the products offered on the e-commerce
platform (Pavlou and Gefen, 2004).

Consequently, the consumer’s trust in e-commerce platforms is
decisive in future purchases and the recommendations a buyer can
give to another. For this reason, although reviews can be beneficial
when guiding consumers in their purchasing processes, there are fake
reviews that can confuse potential buyers and undermine the
credibility of e-commerce platforms. In this context, a fraudulent
review can significantly undermine the integrity of the entire online
sales ecosystem. Initially, it may prompt consumers to make
ill-informed purchasing decisions, resulting in the acquisition of
substandard products that fail to meet their expectations. However,
more importantly, such deceptive practices can erode trust in online
reviews (Mayzlin et al., 2014), ultimately precipitating a widespread
loss of credibility. Consequently, users may become overly hesitant to
rely on the online platform again (Dery et al., 2021), potentially
leading to enduring reputational damage.

The adverse effects of creating fake reviews, or the customer
perception of fakeness in reviews, have led to an increasing trend in
research articles published on this topic in recent years (Sahut et al.,
2021). However, most of the different investigations that address the
subject in question are from countries with a high penetration of
electronic commerce, that is, in stable and mature economies, to
which relevant e-commerce platforms such as Amazon and Alibaba
belong, which have already been case studies. However, given that
Latin America’s macroeconomic, geopolitical, and cultural context is
far from the context in which developed countries live, these studies
may not entirely fit our reality.

It is precisely for this reason that this research is timely and
relevant since the analysis of the reviewed phenomenon and its impact
on trust toward e-commerce platforms is still limited for studies
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applied to companies in Latin America. An example is Mercado Libre,
the company with the highest monthly traffic since it receives 667
million visits per month, four times more than Amazon, the second
most consulted marketplace, and reaches 169 million visits per month
in Latin America. Likewise, it has 25.4% of the Growth Merchandise
Volume (GMV) of retail sales through e-commerce in Latin America
(Statista, 2023). Therefore, this study aims to identify how the
perception of whether a review is false or has high information quality
impacts different types of consumer trust in Mercado Libre Colombia
and their customer experience.

Recent research have notably focused on innovative technologies
such as machine learning and neural networks for detecting fake
reviews (Niranjani et al., 2022; Deshai and Rao, 2023), and automating
review evaluation processes (Goyal and Deora, 2022; Dhabliya et al.,
2023). Other studies have explored the impact of fake reviews on
website visibility (Tufail et al., 2022) and companies’ responses to
reviews on their platforms, including review manipulation (Jin Ma
and Lee, 2014). However, to the best of our knowledge, there is a
shortage of research contrasting perceptions of quality and fakeness
across the three types of trust under examination in this paper.

Our study provides valuable insights into how perceptions of
review quality influence trust dynamics within e-commerce platforms.
Specifically, our findings underscore that higher quality information
in reviews significantly enhances trust across multiple dimensions
This relationship is pivotal as it elucidates how consumers’ trust in
e-commerce ecosystems can be bolstered by the quality of information
available through reviews. These findings are crucial for e-commerce
platforms seeking to enhance consumer confidence and foster more
robust interactions between buyers and sellers.

Furthermore, this research contributes significantly to consumer
behavior literature and trust theory by elucidating the mechanism
through which trust is built and sustained in online marketplaces. It
also sheds light on fake reviews, offering valuable insights into their
implications. By examining the perceptions of quality and fakeness
within the context of trust, this study adds a nuanced understanding
to the existing body of literature.

The study begins with a comprehensive literature review on
variables selected to explore the customers perceptions of reviews’
fakeness and quality, trust in reviews, reputation system, marketplace
credibility, and customer experience (CX). Subsequently, the research
methodology is presented in materials and methods, a quantitative
cross-sectional investigation is detailed to generating conclusive
results that are rigorously analyzed. Finally, the document discusses
the results obtained, draws conclusions, and outlines research
implications and limitations.

2 Literature review and research
hypotheses

Since this study focuses on the impact of customer perception of
reviews on different types of trust and its influence on the consumer
experience in a marketplace, it is essential to first understand the broader
context of online shopping behavior. Several studies have shown that
consumers attitudes toward online shopping are shaped by a
combination of factors (Wang et al., 2013; Lim et al., 2016; Pefia-Garcia
etal,, 2020). Key drivers include ease of use, usefulness (Davis, 1989),
enjoyment (Cai and Xu, 2006), commitment, perceived risk and trust
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(Gefen et al., 2003), among others, which are often influenced by the
design and functionality of the platform itself, as well as personal traits.

However, these intrinsic factors are complemented by exogenous
variables such as product features, previous online shopping
experience, and trust. Research by Gefen et al. (2003) demonstrates
that trust, particularly in unfamiliar environments, plays a critical role
in shaping consumer behavior. Similarly, Pavlou and Gefen (2004)
found that consumers’ trust in an e-commerce platform significantly
influences their willingness to engage in online transactions. Trust acts
as a mediating factor, reducing perceived risk and increasing the
likelihood of purchase.

Given this context, our study explicitly focuses on trust as a
foundational element among several factors influencing online
shopping behavior. This is particularly relevant in emerging markets
such as Colombia, where online shopping is rapidly developing and
expanding. Colombian consumers, while generally lacking extensive
online shopping experience, represent a significant market due to their
openness to adoption. This is driven by the perception that online
shopping simplifies and enhances their lives, a sentiment that aligns
with the indulgent cultural tendencies prevalent in the region (Pefia-
Garcia et al., 2020).

The literature review begins by exploring the types of trust
selected because it is the cornerstone of consumer decision-making in
online environments. Establishing a clear understanding of the
different types of trust is crucial, as it sets the stage for examining how
perceptions of review fakeness and information quality influence this
trust. This approach follows the recommendations of Bryanov and
Vziatysheva (2021), who emphasize the importance of expanding
studies on susceptibility to information across various digital
platforms. After establishing this foundation, the review then
addresses perceived fakeness and information quality, and finally, it
discusses how these factors interact to shape the customer
experience (CX).

2.1 Trust

Considering the literature, it has been established that the advisor’s
level of trust is vital in reducing consumer uncertainty, especially in
online environments (Sniezek and Van Swol, 2001; Alzate et al., 2021).
Trust is the strength of a persons belief that a statement, opinion, or
decision is the best possible (Alzate et al., 2021). According to the Judge-
Advisor System paradigm (Sniezek and Van Swol, 2001), high levels of
trust in the advisor can signify experience, influencing the judge to accept
the advice. This study will focus on three types of trust: trust in reviews,
the marketplace, and the rating systems. To guide this investigation, the
study will adopt the institutional-based trust model, which posits that
consumers trust the assurances and endorsements provided by third
parties (Zucker, 1986; Shapiro, 1987; Pavlou and Gefen, 2004).

2.1.1 Trust in reviews

Trust is critical in consumer decision-making and loyalty,
influencing how customers form strong relationships with brands
(Cardoso et al.,, 2022). In the context of online reviews, trust represents
consumers confidence in the reliability and integrity of the reviews
posted by other customers. This trust in reviews is essential because it
helps mitigate the risk of purchasing products or services online
without physical inspection.
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According to Pavlou and Dimoka (2006), significant information
asymmetry exists between consumers and online platform vendors.
This asymmetry arises from the inability of consumers to physically
inspect a product or service before purchase, which compels them to
rely on electronic reporting mechanisms to mitigate the associated
risks. Moreover, the information accessible to consumers is often
limited to what the brand is willing to share, so independent reviews
not sponsored or influenced by the brand are essential for informed
decision-making. External opinions provide an unbiased perspective
that is vital for consumers. Additionally, feedback mechanisms, such
as positive or negative ratings, have played a crucial role in inducing
trust in online sellers by mitigating information asymmetry (Zhang
etal., 2014).

2.1.2 Trust in the marketplace

Marketplaces have gained interest from academy and enterprises.
Considerable research has been conducted on electronic marketplaces
over the past years. This topic has been a prominent feature of the
information systems research landscape during this period, reflecting
the rapid growth and subsequent consolidation of electronic
marketplace (e-marketplace) numbers (Shankar et al., 2022). Today,
e-marketplaces play a significant role in business and continue to be a
vibrant research topic. According to Cano et al. (2022), a marketplace
is a physical or digital platform where vendors and customers engage
in buying and selling activities, often serving as social and
economic hubs.

E-Marketplaces have contributed significantly to developing
countries economies by connecting sellers with customers who
otherwise might not have been able to find each other (Viswanathan
etal., 2021). Marketplaces provide sellers with a powerful and secure
platform to offer their products, allowing customers to find, compare
easily, and purchase products from their computers (Standing et al.,
2010). This accessibility and efficiency have fostered economic growth
by expanding market reach and facilitating smoother transactions,
benefiting businesses and consumers.

From the perspective of consumer trust, studies such as those
conducted by Pavlou and Gefen (2004) have determined that
marketplaces play an essential role in mitigating transaction risks,
fostering a trustworthy environment, and encouraging online
transactions. According to these authors, this phenomenon is explained
by the theory of institutional-based trust (Zucker, 1986; Shapiro, 1987),
which is particularly relevant in online markets where buyers often
engage in transactions with new and unfamiliar sellers, relying on
third-party protections that establish an institutional framework.

Hence, this research posits trust in the marketplace as a critical
variable for investigation, designating it as a dependent variable, given
its foundational role in electronic commerce (Keen et al., 1999).
Consequently, it is pertinent for this study to ascertain whether
consumers of Mercado Libre perceive the platform’s review
mechanisms as reliable and beneficial.

2.1.3 Trust in rating systems

Rating systems, such as star ratings, thumbs up, or user reviews,
serve as proxies for product reliability and customer satisfaction
(Zhang et al., 2014). Following Beck et al. (2023), consumer trust in
the rating system refers to the belief that the platform will reliably
fulfill its commitments, offer precise information, and act in ways that
cater to the consumer’s needs and long-term benefits.
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Several factors influence trust in rating systems. First, the perceived
credibility of the rating source is crucial. Studies such as Filieri (2015)
have shown that verified purchasers’ ratings are more trusted than
anonymous or unverified sources. Second, the volume and diversity of
ratings contribute to perceived reliability. Products with a higher
number of ratings and a balanced distribution across different rating
levels are typically viewed as more trustworthy (Chevalier and Mayzlin,
2006). Third, the system design, including the algorithms used to
aggregate and display ratings, is vital. Transparency in how ratings are
calculated and presented can significantly affect user confidence. Luca
and Zervas (2016) highlighted that user trust increases when platforms
disclose their rating algorithms and moderation policies. Ensuring that
fraudulent activities or biased algorithms do not influence ratings is
essential for maintaining credibility.

Research by Nguyen et al. (2021) investigates how rating scale
mechanisms should be implemented on online platforms, considering
factors such as the maturity of online shopping habits among buyers,
and whether they are experts or novices. This highlights the
importance of understanding how different consumer experiences
and expertise levels affect the use and perception of rating systems in
online reviews. Furthermore, studies have explored the veracity of
reviews, identifying inconsistencies between a person’s feelings
towards an online purchase and the rating they assign when evaluating
the product (Hazim et al., 2018). One significant finding is that rating
deviations can indicate potential falseness in reviews (Hajek
et al., 2020).

In e-commerce, rating systems classify and present products
under a rating scheme, giving them a particular position following
business rules. Ratings are easily visible and understandable, often
designed with color changes or numerical scales (Anderson and
Magruder, 2012). These systems reduce the cognitive effort required
from consumers, allowing them to quickly assess whether a product
or service is good or bad (Nakayama and Wan, 2017).

Rating systems are essential because they are tied to the trust they
generate in online products. Fogel and Zachariah (2017) found that
trust in products increases with positive ratings, and consumers are
more likely to recommend these products. From a psychological
perspective, ratings grant a reputation, essentially serving as a sign of
social validation and improving trust (Liu and Park, 2015).

This variable directly impacts purchasing decisions. Products with
positive ratings are more likely to be purchased, while those with
negative ratings discourage consumers from buying them. Negative
ratings significantly influence purchase decisions, limiting product
acquisition (Chen et al., 2019). Reviews with higher ratings
demonstrate a correlation between positive ratings and higher sales
conversion, although this can also lead to fake reviews (Curchod
et al., 2020).

2.2 Online reviews

Online reviews are the product of commercial exchanges where
consumers share their experiences with products or services on digital
platforms. These reviews play a crucial role in shaping consumer
perceptions and decision-making processes. To provide a
comprehensive understanding of online reviews, it is essential, to
begin with the definition provided by Cho et al. (2022), who describe

ratings as a form of quantitative review where an “ex-post quality”
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rating is given based on the quality experienced after the use or
consumption of a product. In other words, online reviews are based
on the consumer’s direct experience with the product.

Literature has demonstrated that online reviews can also be fake,
either by individuals who have not used the product or by users
sponsored by the brand to provide positive reviews. Additionally,
some users act on behalf of competitors and post negative comments
to damage the products reputation. This phenomenon raises
significant concerns about the perception of fakeness and the quality
of information provided in online reviews.

2.2.1 Fakeness perception

Fake reviews are used on online platforms to confuse users’
decisions in their purchase process (Hazim et al., 2018). Its importance
is due to the relevance that reviews have been gaining in the purchase
decision process and their high impact on sales conversion. This
power of influence leads to 84% of buyers believing the reviews they
read in online publications (Senthilkumar and RubanRaja, 2021). It
has generated a rapid and unethical push in ill-intentioned groups to
change the ranking of products (Liu et al., 2016) through fake reviews.

Its impact falls on negative aspects for internet sales since there is
a loss of reputation, which can be associated with a loss of income
since users may be too cautious before trusting the platform again
(Dery et al., 2021). Recent studies have found that out of every three
reviews on TripAdvisor, one is false. For this reason, misleading
reviews have become one of the biggest concerns in the industry
(Hajek et al., 2020). Therefore, this research proposes to study
consumers’ perceptions of the veracity of reviews as a critical variable
in building trust in reputation systems and marketplaces. Its study is
critical because detecting fake reviews and understanding their
antecedents and consequences would help penalize their perpetrators
and restrict the prevalence of this type of review (Wu et al., 2020).

For this research, fakeness perception is understood as clients’
perception of inauthentic reviews used on online platforms, written by
consumers or any other type of player, such as customers, online sellers,
and review platforms (Wu et al., 2020; Andrade Cruz et al.,, 2021). In
this way, fake reviews are inconsistent with genuine evaluations of
products or services. Therefore they represent deceptive practices on
the Internet that are used to give the impression to potential consumers
that other ordinary users and customers are recommending a particular
product when in fact, the recommendation is being made by the seller
or by someone on the seller’s behalf (Malbon, 2013), or made by
individuals motivated by some reward derived from three sources:
annoying consumers, self-proclaimed brand managers and social status
(Anderson and Simester, 2014; Thakur, 2018; Wu et al., 2020). Thus, the
perception of false reviews will be understood as those that consumers
recognize as shameless or malicious.

Fakeness perception negatively impacts the three types of trust
being studied. The perception of fakeness directly compromises trust
in reviews. If consumers believe that reviews are inauthentic or
manipulated, they will doubt the validity of the information provided.
This skepticism can also extend to genuine reviews, making it difficult
for consumers to distinguish between honest and deceptive feedback.
The overall credibility of the review platform is thus undermined
(Filieri, 2015).

On the other hand, when consumers detect fake reviews, their
trust in the vendor diminishes. They may perceive the marketplace as
dishonest and manipulative, leading to a loss of confidence in the
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brand’s reliability and integrity. This erosion of trust can result in
decreased customer loyalty and negative word-of-mouth, ultimately
harming the marketplace’s reputation (Cardoso et al., 2022). Finally,
Perceived fakeness in reviews also affects trust in the rating systems
that aggregate these reviews. Consumers rely on these systems to
provide an accurate and unbiased product quality and customer
satisfaction summary. When fake reviews infiltrate these systems,
ratings’ reliability is questioned. This can lead to a general mistrust of
the rating mechanism, reducing its effectiveness as a decision-making
tool (Zhang et al., 2014).
Thus, we present the first hypothesis of this research:

H1a: Fakeness perception about reviews negatively and directly
impacts trust in reviews.

H1b: Fakeness perception about reviews negatively and directly
impacts trust in the marketplace.

H1c: Fakeness perception about reviews negatively and directly

impacts trust in the rating system.

2.2.2 High-quality information perception

The quality of the information is a subjective construct and
difficult to define. High-quality information can be defined as
accurate, reliable, current, concise, easy to understand, and organized
(Alkhattabi et al., 2011; Arazy and Kopak, 2011; Yaari et al., 2011).
Since the general purpose is to inform, the information quality goal is
defined as “appropriately informative” (Huang et al., 2015). That being
said, information quality refers to how valuable, relevant, precise,
helpful, credible, understandable, and timely the information provided
to the consumer is (Berry and Parasuraman, 1997).

This variable has been present in different investigations as a
determining variable when positively persuading or convincing
consumers in their purchase intention (Zhang et al., 2014). Aligned
with this position, Chen et al. (2019) and Aditya and Alversia (2019)
found that the quality of the review positively influenced consumer
decision-making (Aditya and Alversia, 2019).

Through the Information Adoption Model, it was verified that the
information quality variable works as a useful predictor in different
contexts, such as the adoption of social media (Chuang et al., 2015),
eWOM (Filieri, 2015; Hussain et al., 2017) and even in online reviews
(Filieri et al., 2018). It has also been determined that the stronger the
relationship between consumers and electronic platforms, the higher
the credibility and quality perception of reviews (He and Zhu, 2020).
Furthermore, the quality of the information depends on the utility it
generates for consumers (Yeap et al., 2014). Therefore, this variable
plays a key role and helps them evaluate the quality of a product or
service (Lata and Rana, 2021).

Among the factors determining the quality of the information in
reviews, Cheung et al. (2008) identified four dimensions: relevance,
accuracy, timeliness, and comprehensiveness. Furthermore, some
studies have shown that when reviews are of quality, they are
linguistically constructed differently than when they are true or false.
Furthermore, in terms of quality, they are expected to be written
understandably. Finally, it is said that the reviews with more quality in
the specificity of what is said tend to be truthful (Banerjee et al., 2017).

With the increasing adoption of online shopping, believing in the
information provided plays a significant role due to the uncertainty
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that online shopping can have. Information quality helps buyers to

resolve  these

Magruder, 2012).
Online platforms are prone to abuse and manipulation by certain

information = asymmetries (Anderson and

actors related to the purchase process. For example, websites are
manipulated in their reviews by posting sentiments in fake reviews.
The consequences of such manipulations are the deterioration of the
quality of the information and the loss of consumer welfare (Lee et al.,
2018). However, the quality of the information is essential to
understanding the implications of reviews on consumers’ purchasing
behavior, mainly because online shoppers tend to believe more and
pay more attention to negative reviews (Short, 2012).

In considering the quality of information, two fundamental
perspectives emerged: truth and trust. Truth refers to the belief that
online content has to be authentic, while trust is the condition of being
considered honest. These two definitions are crucial in the context of
this variable because they are closely linked to the consumer’s
purchasing choice (Gossling et al, 2018). Likewise, quality is
determined by a series of dimensions, such as the degree of elaboration
(duration) and the preference of the review judged by the number of
readers (number of “Like” votes that the review receives) (Nguyen
etal., 2021).

In exploring the intricacies of online reviews, it becomes evident
that trust, as a facet of consumer decision-making, can also
be understood as a reflection of perceived truth. This concept is
supported by empirical findings in the literature, which highlight the
intertwined nature of trust and truth in consumer behavior (Mayer et al.,
1995; Doney and Cannon, 1997). Trust, akin to truth, represents the
conviction in the authenticity and reliability of information presented.
Scholars have emphasized the significance of trust in reducing consumer
uncertainty, particularly within the context of online environments (Cui
et al., 2020; Alam et al,, 2021; Goyal and Deora, 2022). Hence, the
alignment between trust and truth underscores their pivotal roles in
shaping consumers’ perceptions and choices.

According to the characteristics of high-quality perception given
by Alkhattabi et al. (2011), Arazy and Kopak (2011), and Yaari et al.
(2011), the concept is directly related to enhancing the three types of
trust under study. Firstly, regarding trust in reviews, high-quality
information ensures that consumer reviews are perceived as genuine,
unbiased, and helpful. When reviews provide accurate and valuable
insights, consumers are more likely to trust in reviews (Hussain et al.,
2017). Secondly, high-quality information enhances trust in
marketplaces by ensuring that consumers’ information about a brand’s
product or services is accurate, reliable, and credible (Berry and
Parasuraman, 1997). Lastly, high-quality information also supports
trust in rating systems by contributing to aggregated ratings’ perceived
fairness and reliability. Transparent and accurate rating mechanisms
based on high-quality information reduce skepticism about the rating
system’s credibility and encourage trust overall in the marketplace’s
products or services (Zhang et al., 2014).

In light of the
research hypothesis.

literature, we propose the second

H2a: High-quality perception about reviews positively and
directly impacts trust in reviews.

H2b: A high-quality perception of reviews positively and directly
impacts trust in the marketplace.
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H2c: A high-quality perception of reviews positively and directly
impacts trust in the rating system.

2.3 The customer experience

Customer experience (CX) is a dynamic process involving
continuous evaluation of consumer perceptions across interactions
before, during, and after purchases (Siqueira et al., 2019). It
encompasses a consumer’s journey with a brand or product, including
product information, payment methods, delivery experiences, service
quality, perceived risk, privacy concerns, security, and overall
satisfaction (Ariyono et al., 2022).

In academic and business contexts, CX is increasingly recognized
as a critical determinant of consumer behavior and organizational
success (Becker and Jaakkola, 2020). Positive CX fosters customer
loyalty, enhances brand reputation, and increases the likelihood of
repeat purchases and positive word-of-mouth referrals (Barari et al.,
2020). Research underscores the multidimensional nature of CX,
emphasizing its role in shaping consumer perceptions and behaviors
beyond individual transactions (Senthilkumar and RubanRaja, 2021).
Effective management of CX involves understanding and meeting
consumer expectations across various touchpoints, thereby
influencing overall satisfaction and loyalty (Berry et al., 2002).

From a theoretical standpoint, CX integrates psychology,
sociology, and marketing insights to explain how consumers perceive
and evaluate their interactions with brands (Berry et al., 2002). It is
influenced by factors such as service quality, emotional engagement,
ease of interaction, and the perceived value derived from the overall
experience (Ariyono et al., 2022). In practical terms, organizations
prioritize CX by improving service delivery, personalizing interactions,
and leveraging digital technologies to enhance consumer engagement
and satisfaction (Becker and Jaakkola, 2020).

Trusting reviews, marketplaces, and rating systems significantly
alleviate pressure across the customer journey. CX becomes pivotal as
it vividly showcases the specific attributes of products and services
purchased online, often articulated through detailed reviews (Lata and
Rana, 2021). As online reviews continue to gain prominence,
businesses increasingly prioritize CX enhancements to meet consumer
expectations effectively.

Studies highlight that a substantial majority, around 80%, of
consumers trust recommendations from fellow buyers with prior
product experience (Hajek et al, 2020). This trust influences
purchasing decisions and diminishes uncertainty for new buyers by
providing valuable insights into product performance and quality (Liu
and Park, 2015). Furthermore, peer experiences shared through
reviews often hold more sway than traditional advertising efforts by
sellers (Short, 2012). Consumers perceive reviews from fellow users
as more authentic and relatable, enhancing the trustworthiness and
credibility of the information conveyed.

In sectors like hospitality, online ratings prove to be more reliable
predictors of a positive CX compared to conventional satisfaction
metrics (Kim and Park, 2017). This reliability stems from the collective
wisdom embedded in numerous consumer reviews, offering a more
precise depiction of what to expect and easing purchasing decisions’
uncertainties. When consumers trust reviews, marketplaces, and
rating systems, they approach the customer journey with
reduced apprehension.
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Therefore, this study posits consumer experience as a dependent
variable and aims to elucidate its relationship with trust in reviews,
marketplaces, and reputation systems. Thus, it introduces the
final hypotheses.

H3a: Trust in reviews has a positive and direct impact on CX.

H3b: Trust in the marketplace has a positive and direct
impact on CX.

H3c: Trust in the reputation system has a positive and direct
impact on CX.

Based on the literature review, the research model that summarizes
all the proposed hypotheses is proposed, as detailed in the
following figure:

3 Materials and methods
3.1 Sample and procedure

The sample comprises online buyers who have purchased on the
Mercado Libre website or app in the last 6 months. Data was collected
through an online self-administered survey using a structured
questionnaire. A pre-test was conducted with 20 Mercado Libre
customers to assess the items’ clarity and understanding. Based on the
feedback, adjustments were made to improve the readability of the
survey questions. Additionally, we included product categories that
had not been initially considered for descriptive study. No substantial
changes were made to the measurement instrument.

The survey link was distributed via emails, social networks, and
WhatsApp groups to a convenience sample. Participants were also
encouraged to share the survey with family and friends to broaden the
reach and allow for a more varied sample, which would better reflect
consumer behavior. As a result, 1,173 questionnaires were delivered
during November 2022, of which 528 were answered. After purifying
the database, 326 complete and valid questionnaires were obtained.

The sample is mainly composed of men (65.44%). Most of the
participants are employed (67.28%), are married or in a free union
(58.72%) and are between the ages of 25 and 34 (42.51%). Regarding
the graphic web features, 98.78% of people have been using the
Internet for over 6 years, and most spend more than 15 h a week
browsing it (43.73%). Finally, the majority of those surveyed bought
through Mercado Libre since before 2019 (65.75%), they have a
purchase frequency of once every 3 months (42.51%), with an average
ticket between 70,000 and 140,000 pesos (55.96%) and the most
demanded category through this platform corresponds to electronic
products (22.63%). Table 1 presents categories of products bought in
Mercado Libre, seniority, purchase frequency, and average ticket.

3.2 Measurements

Scales previously validated in the literature were used to construct
the information collection instrument. Thus, it is proposed to measure
the perception of the falsity of the reviews from the work of Wu et al.
(2019). The research by Oliveira et al. (2020) was used to measure the
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TABLE 1 Shopping behavior in Mercado Libre.

10.3389/fcomm.2024.1460321

Item % Item %
Electronics 22.63 More than once a month 17.43
Home 15.89 Once a month 27.52
Purchase frequency
Sports 9.62 Once every 3 months 42.51
Entertainment 9.00 Once a year 12.54
Toys 7.46 3 or more years 65.75
Product category Clothes and fashion 5.73 2 years 23.85
Seniority
Car accessories 5.62 1 year 6.12
Office supplies 5.19 <1 year 4.28
Beauty 4.54 <COP 70.000* 10.09
Health 4.43 Average ticket $70.000-COP 140.000* 55.96
Others 4.77 More than COP 140.000* 33.94

* COP, Colombian pesos. In January 2023, 1 USD=4.703 COP.

high-quality perception variable. The scale to measure trust in reviews

was adapted from the study by Zhang et al. (2014), while the scales to

measure trust in the Marketplaces and rating systems were based on

the study by Pavlou and Gefen (2004). Finally, the studies by Kim and

Choi (2013) and Siqueira et al. (2019) were adapted to measure CX.
The adapted scales are presented in the Table 2.

4 Results

4.1 Reliability and validity of the
measurement instrument

A confirmatory factor analysis CFA was performed in the
SmartPLS 3.0 software through a PLS algorithm analysis to analyze
the reliability and validity of the measurement instrument (Table 3).

To improve the goodness of fit, the items FKRV1, FKRV2, FKRV 3,
and TRSREV2, whose beta was <0.708, were eliminated, following
Hair et al. (2019). The information obtained by the PLS algorithm
indicates that the information collection instrument is reliable and
valid since Cronbach’s alpha of all its factors is above 0.5 and below
0.9. Furthermore, composite reliability obtained values above 0.6, and
the AVE of all factors was above 0.5, following the recommended values.

The discriminant validity is determined by the Fornell-Larcker
criterion and the Heterotrait-Monotrait Ratio (HTMT). The Fornell-
Larcker criterion compares the shared variance between pairs of
constructs with the variance extracted for each construct. At the same
time, the HTMT assesses the correlation between constructs to ensure
they are sufficiently distinct from one another (Ab Hamid et al., 2017)
(Table 4).

Discriminant validity is confirmed, as the correlation within the
factors is less than the square root of the AVE for each factor (as per
the Fornell-Larcker criterion), and all HTMT values are below the
commonly accepted threshold, further supporting the distinctiveness
of the constructs (Risher and Hair, 2017).

To assess potential multicollinearity issues, we calculated the
Variance Inflation Factor (VIF) for each construct coefficient’s increase
due to collinearity. According to Hair (2011), VIF values below 5
indicate that multicollinearity is not a significant concern, ensuring
the independence of the constructs in the model.
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As shown in Table 5, all VIF values are below the threshold of 5,
ranging from 1.463 to 2.937. These results indicate that
multicollinearity is not a concern in our model, confirming that the
constructs are sufficiently independent.

4.2 Model results

To contrast the hypotheses proposed by this investigation, a
PLS-SEM analysis was carried out through a Bootstrapping analysis
in Smart PLS 3.0, where the model was tested (Table 6).

According to the PLS-SEM analysis, hypotheses Hla and H3a are
rejected, while the other hypotheses are significantly contrasted with
p<0.005, indicating a high relationship between the variables. The
results are discussed in the next section.

5 Discussion

The analysis suggests that while a trend indicates that higher
perceptions of fakeness in reviews might reduce trust in those reviews,
this effect is not statistically significant (f=-0.081, t=1.729,
p=0.084). This finding aligns with some literature, which suggests that
consumers may not significantly alter their trust based solely on the
perceived authenticity of individual reviews. For instance, studies have
shown that even when reviews are perceived as exaggerated or
potentially fake, this does not always lead to a substantial decrease in
trust. Banerjee (2022) notes that exaggeration in fake reviews is not
always distinguishable from authentic reviews, particularly in specific
contexts, such as luxury vs. budget hotels, which could explain the
minimal impact on trust. Similarly, research by Sebastianelli and
Tamimi (2018) supports the idea that other factors, such as the volume
of reviews and the overall star rating, may play a more significant role
in shaping trust, overshadowing concerns about the authenticity of
individual reviews. These findings suggest that while consumers may
be somewhat skeptical about the authenticity of individual reviews,
they rely on additional cues, such as the number of reviews or verified
purchases, to maintain their overall trust in the review content.

Hypotheses H1b and H1c results indicate that the perception of
fakeness in reviews significantly undermines trust in the marketplace
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TABLE 2 Measurements.

Construct

Shameless promotion

Fake reviews

10.3389/fcomm.2024.1460321

Items

I think the reviews are exaggerated

I think the reviews have intentionally advocated the product

I think the purpose of the reviews is strongly urging me to buy

I think the reviews are false

Malicious slander

I think the reviews have intentionally advocated the competition

I think the reviews are from a seller of the store’s competitors

Adapted from

Wu et al. (2019)

High-quality perception

I think the Mercado Libre reviews are well-founded

I think the Mercado Libre reviews are factual

I think the Mercado Libre reviews are understandable

I think the Mercado Libre reviews are clear

In general, I think the quality of Mercado Libre reviews is high

Oliveira et al. (2020)

Trust in reviews

People who left the reviews were knowledgeable

People who left the reviews were experts

People who left the reviews were trustworthy

People who left the reviews were reliable

Zhang et al. (2014)

Trust in marketplace

Trust

As a marketplace, Mercado Libre can be trusted at all times

As a marketplace, Mercado Libre can be counted on to do what is right

As a marketplace, Mercado Libre has high integrity

Mercado Libre is a competent and knowledgeable marketplace

Pavlou and Gefen (2004)

Trust in the rating

system

I feel that Mercado Libre’s rating system gives accurate information about the sellers’ reputation

A considerable amount of useful feedback information about the transaction history of sellers is

available through Mercado Libre’s rating and feedback system

I believe that the ratings and feedback system in Mercado Libre is effective

I believe that the ratings and feedback system in Mercado Libre is reliable and dependable

Pavlou and Gefen (2004)

I would say that the experience with Mercado Libre is excellent

CX I believe that we get a superior experience at Mercado Libre

Kim and Choi (2013)
Siqueira et al. (2019)

I think that the total experience procedure at Mercado Libre is excellent

and the rating system. This suggests that when consumers perceive
a high level of fakeness in reviews, their trust in the entire
marketplace and its rating system is compromised. This could
be because consumers view the marketplace as responsible for
ensuring the integrity of the reviews. If they believe the marketplace
allows fake reviews to persist, it erodes their confidence in the
platform and the systems that aggregate these reviews. This
underscores the importance of marketplaces actively managing and
ensuring the authenticity of reviews to maintain trust across
all levels.

Within the analysis of H2a, H2b, and H2c, we tried to verify the
positive influence that the quality of the information has on the trust
in the reviews, the marketplace, and the reputation systems. We found
that, for every point in the quality of information, there was a 0.586-
point increase in trust in reviews, 0.385 in trust in marketplaces, and
0.679 in trust in reputation systems. It was also found that the quality
of the information explains the increase in trust in reviews by 0.353,
trust in the marketplace by 0.174, and trust in reputation systems by
0.461. This shows that trust in reviews, trust in Marketplaces, and trust
in reputation systems increases to the extent that the quality of the
information in the reviews also increases.

Frontiers in Communication

The most significant finding of our study is that the relationship
between information quality and trust in reviews, marketplaces, and
ratings is linear and positive. Previous studies have shown that the
quality of the information is an essential predictor of the intention to
book a hotel online; high-quality reviews make the consumers trust
and, therefore, see them as a helpful resource, which helps them plan
their trips (El-Said, 2020). Information quality is crucial in online
reviews as it builds trust (Arazy and Kopak, 2011; Yaari et al., 2011;
Huang et al., 2015).

Likewise, it complements the study by Pavlou and Gefen (2004),
which shows that the perceived effectiveness of review mechanisms
increases buyers’ confidence in the marketplace. One dimension that
makes a review effective is its quality (Nguyen et al., 2021), which, as
demonstrated in this study, also positively and directly affects trust in
the marketplace. These studies, however, could explain, in a limited
way, why this is the case (the relationship between these variables) in
Latin American countries, so the present study manages to
complement the existing literature on this subject, replicating previous
research but applying it to a case of a Colombian Marketplace.

Hypothesis H3a shows a non-significant negative relationship
between trust in reviews and CX. This is an unexpected finding,
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particularly given the established role of trust in shaping consumer
behavior. One possible explanation is that while trust in reviews is
essential, it may not directly impact the overall CX. Instead, other
factors, such as product quality or platform usability, might play a
more prominent role in determining CX. This aligns with findings
from Filieri (2015), who suggests that while trust in online reviews
can influence purchase intentions, it does not always directly
translate into overall satisfaction or a positive customer experience.
Additionally, McKnight et al. (2002) argue that in highly trusted
platforms, consumers may take the credibility of reviews for
granted, thus diminishing the direct influence of review trust on

TABLE 3 CFA.
Construct Item p Cra CR AVE
FKRV4 0.885
Fakeness
FKRV5 0.810 0.808 0.835 0.719
perception
FKRV6 0.847
RVQLT1 0.817
RVQLT2 0.784
High-quality
RVQLT3 0.820 0.879 0.912 0.674
perception
RVQLT4 0.833
RVQLT5 0.852
TRSREV1 0.779
Trust in reviews TRSREV3 0.877 0.801 0.870 0.627
TRSREV4 0.879
Trust in the TRSMP1 0.792
marketplace TRSMP2 0.856
0.858 0.904 0.702
TRSMP3 0.875
TRSMP4 0.826
TRSRAT1 0.835
Trust in the rating =~ TRSRAT2 0.809
0.884 0.920 0.743
system TRSRAT3 0.904
TRSRAT4 0.897
CX1 0.862
CX CX2 0.876 0.851 0.909 0.770
CX3 0.894

NFI=0.836; SRMR=0.054. B, Beta; a de Cr, Cronbach’ alpha; CR, compost reliability; AVE,
Average variance extracted.

10.3389/fcomm.2024.1460321

their overall experience. These considerations suggest that in a
particular context, the impact of trust in reviews on CX may
be mediated or overshadowed by other elements of the
consumer journey.

Finally, the fact that the H3c has been supported differs from the
results found in the studies conducted by Munzel (2015) in his
research. They did not confirm that the rating system influenced the
buyers’ confidence. However, this study had age and gender as
moderating variables. Additionally, it was proposed within the
findings that these results should be looked at considering the product
categories. In the case of H3b and H3c, it was possible to show the
positive influence of trust in the marketplace and trust in reputation
systems on the consumer experience. We observed that each point in
trust in the marketplace and the reputation systems improved the
consumer experience by 0.480 and 0.337, respectively. Likewise, 51.5%
of the variability of the consumer experience is explained by trust in
the marketplace and trust in reputation systems. The consumer
experience improves as trust in the marketplace and reputation
systems grow.

This finding is similar to previous postulates in which it has been
determined that a positive CX is influenced by customer trust.
Likewise, this is a central element in forming long-term relationships
(Muharam et al., 2021). Similarly, customer trust can increase
significantly when the marketplace is perceived to have a good
reputation (Kim and Ahn, 2007) and is aligned with the studies by
Pavlou and Gefen (2004) that are based on the theory based on
institutions (Zucker, 1986; Shapiro, 1987) to demonstrate the
importance of trust towards the marketplace seen as a community
since it acts as a guarantor of positive experiences and influences the
perceived effectiveness of the transactional behavior of buyers.

In turn, this study could support the hypothesis that confidence
in ratings positively influences the experience of the Mercado Libre
Colombia buyer (H3c). This reinforces previous findings showing that
buyers use ratings as the basis for their trust in a Marketplace. It means
that buyers give trust by judging their reputation. Therefore, the
buyer’s experience is enhanced by these ratings because the future
behavior of a seller can be predicted in a certain way (Kim and
Ahn, 2007).

5.1 Mediating role of trust

To further understand the relationship between online review
perceptions and customer experience (CX), we examined the

TABLE 4 Discriminant validity—Fornell-Larcker criteria and Heterotrait-Monotrait ratio (HTMT).

CX FKRV RVQLT TRSMP TRSREP TRSREV
X 0.877 0.208 0.566 0.770 0.687 0.383
FKRV -0.183 0.848 0.273 0.241 0.279 0257
RVQLT 0.491 —0.242 0.821 0.464 0.762 0.700
TRSMP 0.664 —0.202 0.407 0.838 0.645 0.404
TRSREP 0.598 —0.247 0.679 0.564 0.862 0.642
TRSREV 0315 -0.219 0.591 0.336 0.542 0.846

The diagonal values in bold indicate the square root of the AVE for each construct, following the Fornell-Larcker criterion. The values in the upper right portion of the table are the
Heterotrait-Monotrait ratio (HTMT), which assesses discriminant validity by measuring the correlation between constructs. The values in the lower left portion of the table correspond to the

correlation between the factors, as indicated by the Fornell-Larcker criterion.
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mediating role of trust. Using SmartPLS, we conducted a mediation
analysis that included both direct and indirect paths from the
perceptions of fakeness and high quality on reviews to CX, with trust
as the mediator. Results are presented in Table 7.

The mediation analysis revealed several interesting findings
regarding the role of trust in the relationship between online review
perceptions and customer experience (CX). Notably, the mediation
effect of trust in the rating system was significant in the relationship
between the perception of fake reviews and CX and between perceived
review quality and CX. This suggests that when consumers perceive
reviews as fake, their trust in the rating system diminishes, negatively

TABLE 5 Variance inflation factor (VIF) values for model constructs.

CX1 1.813
CX2 2.249
CX3 2.467
FKREV4 2.000
FKREV5 1.854
FKREV6 1.581
RVQLT1 2.074
RVQLT2 1.910
RVQLT3 2.344
RVQLT4 2.583
RVQLT5 2.377
TRS_MP1 1.803
TRS_MP2 2.408
TRS_MP3 2.476
TRS_MP4 1.869
TRS_RAT1 2.112
TRS_RAT2 1.907
TRS_RAT3 2.937
TRS_RAT4 2.805
TRS_REV1 1.463
TRS_REV3 2.007
TRS_REV4 2.012

TABLE 6 Bootstrapping results.

10.3389/fcomm.2024.1460321

impacting their overall experience on the platform. Conversely, high-
quality reviews enhance trust in the rating system, leading to a more
positive customer experience. These results are consistent with the
findings of Filieri (2015), who noted that trust in the system that
aggregates reviews plays a critical role in shaping customer satisfaction
and subsequent behaviors.

Additionally, trust in the marketplace significantly mediated
the relationship between the perception of fake reviews and CX
and perceived review quality and CX. This implies that consumer
trust in the overall platform, influenced by their perceptions of
review authenticity and quality, is crucial for enhancing or
undermining their experience. The significant mediation effect in
these cases aligns with the argument by McKnight et al. (2002) that
trust in the platform is a crucial determinant of user satisfaction
and loyalty.

Interestingly, trust in reviews did not significantly mediate the
relationship between the perception of fake reviews and CX or
between perceived review quality and CX. These non-significant
results suggest that while trust in individual reviews is essential, it may
not be as influential in directly shaping the overall customer
experience as trust in the broader systems of the marketplace or the
rating system. This could indicate that consumers are more concerned
with the integrity of the platform and its review aggregation systems
rather than individual reviews themselves when considering their
overall experience.

These findings highlight trust's complex role in mediating the
effects of online review perceptions on customer experience. For
e-commerce platforms, this underscores the importance of ensuring
the authenticity and quality of reviews and maintaining strong trust
in the overall marketplace and rating systems to foster a positive
customer experience (Shaheen et al., 2019).

6 Conclusions and implications

Given the growing trend of the exponential increase in online
purchases, the research team of this work set itself the objective of
studying the confidence that the Mercado Libre buyer has about the
reviews and about the marketplace in Colombia and its rating systems,
as well as how this affected in the consumer experience. Therefore, the
first step was to understand if it was a tool used and a relevant factor
in their CX. For this study, the trust variable was used because the

H Description p T-value p-value
Hla Fakeness perception — Trust in reviews —0.081 1.729 0.084
Hib Fakeness perception — Trust in the marketplace —0.110* 2.136 0.033
Hle Fakeness perception — Trust in the rating system —0.088%* 2.131 0.033
H2a High-quality perception — Trust in reviews 0.572% 12.266 0.000
H2b High-quality perception — Trust in the marketplace 0.380* 6.551 0.000
H2c High-quality perception — Trust in the rating system 0.658* 18.367 0.000
H3a Trust in reviews — CX —0.034 0.849 0.396
H3b Trust in the marketplace - CX 0.481%* 10.321 0.000
H3c Trust in the rating system — CX 0.345% 6.255 0.000

CX: R*=0.515, Q*=0.229; TRS MP: R*=0.177, Q*=0.152; TRS RS: R*=0.469, Q*=0.459; TRS REV: R*=0.356, Q*=0.344.%p < 0.05.

Frontiers in Communication

frontiersin.org



https://doi.org/10.3389/fcomm.2024.1460321
https://www.frontiersin.org/journals/Communication
https://www.frontiersin.org

Pefia-Garcia et al.

TABLE 7 Indirect effects.

p T-value p-value

Fake perc — Tr review — CX 0.003 0.668 0.504
Fake perc — Tr rating sys - CX —0.030* 1.988 0.047
Quality — Tr review — CX —0.019 0.845 0.398
Fake perc — Tr mp — CX —0.053* 2.128 0.033
Quality — Tr rating sys — CX 0.227% 5.713 0.000
Quality - Tr mp — CX 0.183* 5.431 0.000

literature indicates that high levels of trust in the assessor can act as a
sign of experience and influence the judge to accept the advice as an
ideal variable (Alzate et al., 2021).

Empirical research shows that the hypotheses where we tried to
relate the variable of false reviews with trust in the reviews and the
marketplace were rejected because their significance level was higher
than 5%, so there was no statistical evidence to support that it was
statistically verifiable. For the same reason, we had to reject the
hypothesis that related consumer experience with trust in reviews.
Likewise, it was possible to show a high and positive relationship
between trust in the reviews, the marketplace, and the reputation
systems vs. the quality of the information in the reviews. Therefore, it
can be concluded that the quality of information obtained in the
reviews is relevant to the trust generated in the consumer.

Lastly, the CX increases to the extent that trust in the marketplaces
and their reputation systems also increases. This result shows that the
quality of the information in the reviews is a determining factor in
using these. Additionally, to promote the consumer experience, it is a
priority that marketplaces strengthen the measures taken on their
rating systems.

Suppose marketplaces want to increase the experience of buyers
and increase their sales. In that case, they must work on improving
trust since, according to what was demonstrated in this study,
individuals use reviews as a reference during their purchase process
and establish a direct relationship with the trust generated in their
platforms and their rating systems. Therefore, marketplace managers
must emphasize strengthening their reputation systems and creating
measures that foster consumer confidence before purchasing. Based
on the entire investigative process of this text, we suggest the following
three recommendations:

1 Ensure that the information other buyers provide through
reviews is high-quality. This means that they must be reliable
and valuable.

2 Ensure rating systems have control systems that minimize
information asymmetry between the product and reality.

3 Encourage using reviews within the purchase process of articles
published on the online sales platform.

This recommendation is also supported by the authors Kim and
Ahn (2007), who, finding similar results to ours, consider it essential
that marketplaces manage customer perceptions about rating systems,
the usefulness, and security of the website, over time through clever
advertisements and advertising. They further suggest that
marketplaces constantly develop, maintain, and update their website
to make it a safe and reliable transaction place.
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This work supports previous research on the use and trust in
online product reviews. More specifically, it strengthens the literature
at the regional level since very few academic papers have previously
studied the phenomenon of online reviews in the Latin
American context.

The research previously consulted in this paper responds to
economies with advanced development and greater adoption of online
sales. For this reason, this work contributes to understanding
consumer behavior in emerging economies. Additionally, the research
team, when carrying out the information gathering with Mercado
Libre, showed that there were no robust mechanisms for detecting
false reviews and no programs that ensured the quality of
the information.

6.1 Limitations and future research

This study used a convenience sample of buyers from Mercado
Libre Colombia. While this provided valuable insights into the
behaviors of Colombian consumers, a more extensive and more
diverse sample across different Latin American countries could
offer a broader understanding of the regional market. Future
research should consider scaling this study to include countries like
Mexico, Chile, Brazil, and Argentina, where e-commerce has grown
significantly in recent years. Such expansion would allow for a more
comprehensive analysis of the Latin American market and could
uncover regional differences in consumer behavior and
trust dynamics.

In the current analysis, the perception of fake reviews impacted
trust primarily in the rating system, with no significant effects on
trust in individual reviews or the marketplace. This finding suggests
that future research should investigate the factors influencing trust
in these other dimensions. Specifically, investigating whether there
is manipulation of reviews by sellers on platforms like Mercado
Libre could be a valuable area of study. Understanding whether
such practices are used strategically to sway purchase intentions
could provide insights into consumer trust and decision-
making mechanisms.

The paper touches on the challenges associated with detecting
fake reviews and suggests room for further exploration in this area.
Future research could benefit from developing and proposing methods
for identifying and filtering out fake comments. These methods could
then be validated in real-world scenarios to enhance the practical
relevance of the findings. Advancing these detection techniques would
be important for improving the reliability of online reviews and,
consequently, consumer trust.

Lastly, while this study touched on the importance of information
quality, it did not delve into the specific dimensions of this construct.
Future research should define and measure the various dimensions of
information quality—such as relevance, accuracy, timeliness, and
comprehensiveness—in detail. By clarifying how each dimension
affects trust and consumer behavior, researchers can provide more
targeted recommendations for improving the quality of information
presented on e-commerce platforms. This, in turn, could lead to more
effective strategies for enhancing customer experience and satisfaction.
Finally, this study used cross-sectional data, analyzed by regression,
which means these results could be based on spurious correlations.
For example, the flow of causality in Figure 1 may in fact be in the
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FIGURE 1
Model research.

reverse direction (a positive customer experience bolsters trust and
perceptions of online reviews).
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