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[bookmark: OLE_LINK1]Abstract

Purpose: This paper investigates the hidden influence of fake reviews on consumer verification intentions in tourism live streaming e-commerce. It explores how fake reviews act as external stimuli that affect consumer attitudes, subjective norms, and perceived behavioral control, thereby shaping offline verification behavior. This study addresses a critical research gap by examining the psychological mechanisms underlying consumer decision-making. 

Design/methodology/approach: This conceptual paper develops a theoretical model integrating the Stimulus-Organism-Response (SOR) framework and the Theory of Planned Behavior (TPB). Through an integrative literature review, the study identifies key variables and propositions, highlighting the mediating roles of attitudes, subjective norms, and perceived behavioral control in the relationship between fake reviews and offline verification intentions.

Findings: Fake reviews shape consumers’ post-purchase attitudes, perceived behavioral control, and subjective norms, which in turn enhance their intention to complete offline verification. Positive fake reviews temporarily increase verification willingness, but over-reliance may undermine long-term trust and platform credibility.

Originality: This paper extends research on tourism live-streaming e-commerce by integrating fake reviews into an SOR-TPB framework, offering a novel model to explain post-purchase offline verification intentions. It enriches theoretical understanding of experiential consumption and guides the management of post-purchase information environments.
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The explosive growth of live-streaming e-commerce has brought huge gross merchandise value (Li et al., 2018; Song et al., 2021). The development of live-streaming e-commerce for tourism products is no less impressive (Qiu et al., 2021; Zhu et al., 2019). Especially after the epidemic, the combination of live-streaming and tourism has brought new opportunities to the tourism industry (Souza et al., 2020). Live streaming has become an indispensable channel for marketing tourism products (Xie et al., 2022). However, tourism is an experiential consumption. After consumers place an order through an online platform, they actually receive an electronic voucher that must be verified. For merchants and consumers, the transaction is truly completed only after the consumer arrives at the travel destination and verifies the electronic voucher. Therefore, unlike ordering ordinary products and waiting for delivery at home, consumers purchasing travel products through live-streaming and then verifying them offline are essential to this emerging business model. Abidin et al. (2025) found that current and emerging trends in tourism include mobility, cultural and heritage tourism, digital landscape transformation, and motivation to use virtual reality.



[bookmark: OLE_LINK11]Wang and Guo (2023) noted that verification vouchers typically have a fixed verification period. If they are not verified within the deadline, the system will automatically refund the money. In addition, consumers can process refunds at any time. At this stage, consumers have already committed financially but retain full discretion over whether to complete the consumption experience. This unique decision context challenges traditional assumptions in consumer behavior theories, which often treat purchase completion as the endpoint of decision-making. Therefore, consumers' verification behaviour affects transaction completion, which in turn affects the income and employment of tourist destinations. The verification rate has always been a big headache for merchants. A high verification rate means more tourists and more local tourism-related employment opportunities, such as tour guides, hotel staff, and catering staff. Therefore, it is necessary to research the verification rate of tourism live-streaming e-commerce products. Drawing on information processing theory and prior research on online reviews, post-purchase exposure to review information can be conceptualized as an informational cue that reshapes consumers’ cognitive evaluations and affective responses. For example, consumers often consult product reviews when purchasing hotels (El-Said, 2020; Wen et al., 2021) and travel products (Kim and Kim, 2020). Accordingly, online reviews are likely to influence consumers’ intention to complete offline verification even after an initial purchase decision. From a stimulus-organism-response perspective, online reviews function as external informational stimuli that trigger consumers’ internal cognitive and affective evaluations, which subsequently shape their behavioral responses. However, in the context of tourism live-streaming e-commerce, the post-purchase stage introduces a unique decision point: offline verification, which has not been adequately theorized within existing SOR-based research. This paper draws on the results of these studies and argues that consumers often consult relevant reviews of live-streaming products when making purchase decisions. At the same time, this external stimulus has a positive or negative impact on consumers' verification intentions.

[bookmark: OLE_LINK3]An important issue is that merchants routinely manipulate positive reviews (Ansari et al., 2021; Wu et al., 2020). However, the impact of fake reviews on consumers' purchase decisions of different products varies greatly. In particular, for hedonic products, fake positive reviews may positively affect consumers' decisions (Song et al., 2023). From this perspective, this paper views fake online reviews as a key factor and further explores their impact on consumers' offline verification intentions. Despite the prevalence of fake reviews in e-commerce environments, the theoretical mechanisms through which such deceptive information influences consumers’ post-purchase behavioral intentions, particularly offline verification in experiential consumption contexts, remain insufficiently understood. This paper integrates SOR with TPB to explain how fake reviews shape verification intention. At the same time, consumer attitudes, perceived behavioural control. Subjective norms are used as mediating variables in the influencing mechanism, and a driving relationship between fake reviews and consumers' intentions to verify offline is proposed.

This paper matters because existing consumer behavior theories struggle to explain a growing yet theoretically neglected phenomenon: consumers who have already paid for experiential products may still opt out of consumption. By reconceptualizing verification as a post-purchase decision and integrating fake reviews into an SOR-TPB framework, this paper reshapes how post-purchase behavior is theorized. Accordingly, this paper follows a clear logic: a theoretical gap in post-purchase decision-making motivates the research purpose of examining fake reviews; this purpose necessitates an integrative SOR-TPB framework; propositions are developed to derive psychological mechanisms. 


2.	Literature Review

2.1	Fake Reviews

Researchers have different definitions of online reviews for different research objects. Jindal and Liu (2008) first proposed the concept of online spam reviews and noted that their content is not entirely credible. Fake reviews are usually deliberately written by customers or merchants and are deceptive. The purpose of their existence may be positive or negative. In other words, they may exaggerate the product's advantages for promotion or unreasonably criticize it to damage its reputation. Therefore, fake reviews are generally purposeful, manipulative reviews. Consumers typically consult online reviews and evaluate a product's authenticity before purchasing (Zhao et al., 2013). For example, consumers can judge the degree of fakery in a review based on its content, length, and details (Filieri, 2016). They will also combine their own experience and other factors to identify the authenticity of the review (Salminen et al., 2022). These will affect consumers' psychology and behavior; that is, fake reviews increase the uncertainty of consumer decision-making. Most current studies focus on analyzing the intrinsic motivations behind the posting of fake reviews (Gössling et al., 2018; Hlee et al., 2021; Luca and Zervas, 2016), the characteristics of fake reviews (Banerjee, 2022; Petrescu et al., 2023), or identification detection (Wang et al., 2021), etc.

From the perspective of consumer influence, fake reviews may mislead consumers into forming fake beliefs and attitudes in the early stages of purchasing new products (Shih et al., 2022). This misleading behavior can weaken the credibility, usefulness, and value of online reviews (Luca and Zervas, 2016; Munzel, 2016), causing consumers to feel deceived (Riquelme et al., 2016) and distrustful, ultimately affecting their negative online reputation and repurchase intention (Ahmad and Sun, 2018). However, for experiential products (Song et al., 2023), when consumers perceive that online reviews may be fake, their experiential tendencies will be enhanced. This gap is not due to a lack of scholarly attention but to theoretical and methodological constraints. The dominant frameworks, such as SOR and TPB, traditionally conceptualize decision-making as ending at the point of purchase, thereby excluding post-purchase but pre-consumption processes from analytical scope. Moreover, the empirical methods used in existing review studies (e.g., sentiment analysis, pre-purchase intention surveys) are ill-suited to capturing the dynamic reconsideration that occurs after purchase but before consumption. Without addressing this overlooked stage, theoretical models of consumer behavior risk remaining structurally incomplete, misrepresenting the temporal continuity of decision-making. In practice, firms continue to over-invest in promotional reminders and discounts while neglecting the informational cues that quietly shape verification outcomes. To this end, this paper focuses on the impact of fake positive reviews (manipulated by merchants) on hedonic products (tourism products) in the live-streaming e-commerce scenario on consumers.

2.2	Tourism Live-streaming E-commerce (TLsEc) and Consumer Behavior 

Live-streaming commerce has rapidly evolved into a central form of social commerce by integrating real-time interaction, multimedia presentations, and instant purchasing. Recent reviews demonstrate that research in this domain has expanded significantly, with dominant themes centering on impulse buying, trust formation, social interaction, and the extensive application of the stimulus-organism-response (SOR) framework (Herzallah et al., 2025). These studies indicate a clear shift from technology adoption perspectives toward psychological and behavioral explanations of consumer responses in live-streaming environments. Within this broader landscape, tourism live-streaming e-commerce represents a distinct and theoretically challenging context. Unlike physical goods, payment does not signify the completion of consumption; instead, consumers retain discretion over whether to verify electronic vouchers at the destination (Song et al., 2023). This post-purchase, pre-consumption stage introduces decision reversibility, fundamentally challenging the prevailing assumption in consumer behaviour theories that decision-making ends at purchase. 

From the time consumers place an order for a tourism product through live-streaming to the time they arrive at the offline destination to verify the electronic voucher, they will be affected by a variety of factors, such as the merchant's reminders and urging (Song et al., 2023). Studies have explored the impact of merchants' secondary information reminders on consumers' intentions to verify. Companies usually promote verification of tourism live-streaming products through reminder messages and secondary promotional activities, and consumers experience various psychological factors during the verification process (Wang and Guo, 2024). These studies explored consumers' verification behavior. However, these factors do not represent all the factors that affect consumers' intentions to verify offline. Existing studies largely treat verification behavior as a function of managerial interventions or individual motivation, implicitly assuming that post-purchase evaluations remain stable once the transaction is completed online. This assumption overlooks a critical theoretical issue in experiential consumption contexts: consumers continue to process new information after purchase, which may fundamentally reshape their behavioral intentions. This theoretical ambiguity stems from the fact that existing consumer behavior theories predominantly conceptualize decision-making as a pre-purchase or point-of-purchase process, leaving post-purchase but pre-consumption decisions theoretically underdeveloped. As a result, a framework capable of explaining how external information cues are internalized and translated into behavioral intentions at this stage becomes necessary. From a theoretical perspective, it remains unclear how post-purchase information cues, particularly potentially deceptive signals such as fake reviews, influence consumers’ intention to complete experiential consumption through offline verification. 

At present, live-streaming in the tourism industry mainly includes product live-streaming (Xie et al., 2022), destination live-streaming (Zheng et al., 2023), and sharing live-streaming by travel streamers (Li, Ma, et al., 2024), among others. Tourism product live-streaming e-commerce combines live-streaming technology with e-commerce to display and sell tourism products, services, or destinations in real time (Xie et al., 2022). This emerging sales model will provide consumers with richer and more comprehensive product information (Gao et al., 2021). Consumers can understand product features, prices, discounts, and other information in real time (Vecchio et al., 2018; Xie et al., 2022). Therefore, users can place product orders while watching live streams (Meng et al., 2021), thereby enabling online sales of tourism products. Furthermore, consumers can interact with streamers in real time, share their views, and ask questions, enabling them to make instant consumption decisions (Zhou and Huang, 2023).
Current research mainly focuses on consumer behavior in tourism live-streaming, including consumer interaction with streamers, instant ordering, and the psychological mechanisms underlying consumer behavior (Liu and Sun, 2023). However, tourism products are experiential (Horner and Swarbrooke, 2021). This feature determines that the products ordered by consumers through live-streaming cannot be used directly. In general, the sales of tourism live-streaming products mainly include two stages. The first step is that consumers purchase products online by watching live streams, and the second step is that they verify electronic coupons at the destination and experience tourism products (Song et al., 2023). Only after completing these two steps can a complete tourism live-streaming product sales chain be formed. However, before entering the second stage, consumers can choose to refund at any time, or the system will automatically refund products that have not been verified after the deadline. Therefore, unlike conventional online purchases, tourism live-streaming commerce involves a reversible post-purchase stage, in which consumers may reassess their decision before consumption. This structural feature renders verification not merely an operational step but an independent behavioral decision that existing consumer behavior models have yet to explain adequately. These situations have a significant impact on the verification rate of tourism live-streaming products (Song et al., 2023), and the verification rate directly affects the revenue of tourism live-streaming merchants. 

Implicit in the existing research on verification behavior is the assumption that consumers’ intentions remain stable once a purchase has been completed. Consequently, verification is treated as an operational compliance issue rather than as an ongoing decision that may be reshaped by new post-purchase information. This assumption limits existing models’ ability to account for situations in which consumers actively reconsider their decisions at the post-purchase stage. For example, Zhou and Fang (2025) identified that AIGC-generated content influences post-engagement user behaviour through conflicting trust cues, suggesting that user decisions remain malleable even after initial commitment. Similarly, Yang and Lee (2024) showed that social-oriented live-streaming commerce involves social pressure and delayed evaluations, which can reshape purchase continuation decisions. These findings reinforce the idea that post-purchase intention is neither fixed nor irrelevant, especially in hedonic and trust-sensitive domains such as tourism live commerce. If this post-purchase stage continues to be overlooked, two significant consequences arise. Theoretically, consumer behavior models will remain incomplete, unable to account for intention reversibility, a defining feature of experiential and hedonic consumption. Practically, firms and platforms risk misdiagnosing verification failures. They may incorrectly attribute low verification rates to user negligence or poor logistical follow-up, rather than to informational interference such as fake reviews. This leads to overinvestment in reminders or discounts, while the core psychological disruption caused by deceptive post-purchase information goes unaddressed. 
By introducing fake reviews into this decision window, this paper proposes a new explanatory path to derive how deceptive post-purchase information cues reshape attitudes, norms, and perceived control. This not only extends the predictive scope of existing theories but also provides actionable insights for improving verification outcomes through information governance. 

2.3	SOR Theory Model

SOR theory can determine how environmental stimuli affect the formation of individual internal evaluations (consumers) and ultimately lead to behaviour (responses) (Mehrabian and Russell, 1974). Liang et al. (2024) used SOR theory to verify the driving factors of consumers' impulsive travel intentions in tourism live-streaming, which confirmed the practicality of this theory in the field of tourism live-streaming. Kumar et al. (2024) showed that fake reviews can serve as an external stimulus in the SOR framework. Recent research emphasizes the emotional and evaluative disruptions caused by deceptive content. For example, Dong et al. (2025) demonstrated that visual review formatting affects trust heuristics, while Li, Huang, et al. (2024) revealed that fake reviews elicit anxiety and reduce anticipated satisfaction, which in turn modulates behavioral intention even after purchase. However, existing applications of the SOR framework in tourism live-streaming primarily focus on impulsive purchase intentions or immediate consumption responses, offering limited insight into post-purchase but pre-consumption decision-making, such as offline verification. Although the SOR framework has been widely adopted to explain impulsive purchase intentions and immediate consumption responses in tourism live-streaming contexts, its application has largely overlooked post-purchase but pre-consumption decision-making. As a result, existing SOR-based studies remain insufficient to explain why consumers who have already committed financially may still withdraw from consumption. This limitation indicates that while SOR effectively captures stimulus-driven reactions, it remains insufficient for explaining reflective, planned behaviors that unfold after financial commitment. To address this gap, this study extends the SOR framework by conceptualizing post-purchase psychological states as dynamic evaluative processes shaped by subsequent informational stimuli.

2.4	TPB Theory 

The Theory of Planned Behavior (TPB) has been extensively validated for predicting deliberate and planned behaviors, particularly in tourism contexts that involve time investment, resource planning, and social considerations (Ajzen, 2020; Rozenkowska, 2023). Its core constructs, attitude, subjective norm, and perceived behavioral control, are especially suited to explaining decisions that require reflective evaluation rather than impulsive reactions. In addition, studies such as Khan et al. (2023); Liu et al. (2023) often combine the theory of planned behavior with other theories to improve the accuracy and comprehensiveness of predictions further.
Despite its strength in predicting planned behaviors, TPB alone does not explicitly account for how external informational stimuli, such as fake reviews, dynamically reshape attitudes, norms, and perceptions of control after purchase. As Tam et al. (2024) argued, TPB underperforms when applied to spontaneous or emotionally charged post-decision behaviours. The interaction of information overload and delayed gratification, typical in tourism live-streaming, requires frameworks that allow for cognitive reevaluation beyond initial intention. Hence, this paper expands TPB by introducing dynamic feedback loops informed by deceptive environmental cues. Therefore, this paper uses the three antecedent variables (attitude, perceived behavioural control, and subjective norm) from the TPB as the consumer's internal psychological state (O). Combined with the fake positive reviews (S) and the consumer's offline verification intention (R) from the previous section, the conceptual framework for this paper is constructed. 

Integrating TPB with SOR under the context of deceptive post-purchase cues enables a new explanatory mechanism: attitudes, subjective norms, and perceived behavioral control are no longer static predictors but dynamic mediators responsive to informational manipulation. This integration extends the temporal scope of behavioural prediction and enhances TPB's practical utility by enabling managers to anticipate verification behaviour by managing post-purchase information environments. Furthermore, by incorporating TPB into the SOR framework, this study moves beyond affective explanations. It captures the planned, reflective nature of verification decisions, which involve deliberate assessments of feasibility, social expectations, and personal commitment. 

2.5	Integrative Insight and Research Gap
[bookmark: OLE_LINK6]
Existing studies are limited in three key respects. First, they predominantly examine verification behavior through managerial interventions (e.g., reminders), overlooking informational stimuli that operate independently of firm control. Second, prior research rarely theorizes verification as a post-purchase decision, implicitly assuming that consumer intentions remain stable once payment is completed. Third, the role of deceptive information, such as fake reviews, has been largely ignored in this context, despite its prevalence in live-streaming commerce. If these barriers persist, the boundary condition for how deceptive post-purchase cues reshape verification intention will remain theoretically unspecified, leaving platforms locked into costly blanket-reminder strategies. While existing research, such as Xia et al. (2024), has confirmed that emotional cues in live-streaming alter impulse behavior, it does not examine whether these shifts persist or revert after the transaction. Pei et al. (2025) highlighted dual-loop decision journeys but still limited theoretical modeling to the point of purchase. This leaves a temporal blind spot unaddressed in both the SOR and TPB frameworks. These approaches lack specificity when applied to irreversible experiential consumption decisions triggered by external misinformation. This paper addresses this by refocusing theoretical modeling on post-purchase informational volatility, a perspective absent in current frameworks. 

By integrating fake reviews into a dual-path TPB-SOR model, it theorizes that post-purchase informational stimuli dynamically reshape intention, even after a transaction is complete. Theoretically, this provides a temporal extension of intention modeling and introduces the notion of “intention destabilization” under informational threat. In practice, this reconceptualisation shifts managerial focus from reactive reminders to proactive post-purchase information governance. In summary, the lack of research on fake reviews at the post-purchase, but pre-consumption, stage stems from a structural limitation in existing behavioural models and methodological tools. This limitation is not a matter of scholarly neglect but stems from foundational constraints in how consumer decision-making is theorized. The dominant models, such as TPB and SOR, conceptualize the decision process as terminating at the point of purchase, implicitly assuming intention stability thereafter. They lack the temporal flexibility and information sensitivity required to model behavior that unfolds across a delayed consumption window. Moreover, mainstream empirical tools such as pre-purchase surveys or text-mining of review sentiment cannot effectively capture post-purchase intention reversals driven by new information cues. By bridging SOR and TPB in this context, this paper develops a framework that explains and predicts how deceptive information shapes verification intentions. This framework not only fills a theoretical void by extending behavioural theories into a neglected decision stage but also establishes new predictive and practical value by guiding tourism practitioners to realign verification strategies from persuasion to information governance. 

[bookmark: OLE_LINK15][bookmark: OLE_LINK16][bookmark: OLE_LINK8]3.	Propositions Development

Rather than triggering immediate behavioral responses, fake reviews influence offline verification intention by reshaping consumers’ post-purchase psychological states, thereby necessitating a mediating structure. Based on the combination of SOR theory (Mehrabian and Russell, 1974) and TPB theory, this research proposes that fake reviews affect consumers' offline verification intentions through three mediating variables: attitudes, subjective norms, and perceived behavioral control. The proposed relationships are visually summarized in Figure 1 and theoretically justified in Section 3.4.

3.1 Attitude towards Verification 

Unlike pre-purchase evaluations, the post-purchase but pre-consumption stage represents a psychologically unstable decision window in tourism live-streaming e-commerce, where consumers may actively reconsider whether completing offline verification remains worthwhile, despite having already paid. 
Fake positive reviews often construct an idealized product image by exaggerating advantages and downplaying shortcomings (Sahut et al., 2024). Even when consumers are aware of potential manipulation, such reviews may still shape favorable evaluations in hedonic contexts such as tourism (Song et al., 2023). In this paper, attitude primarily reflects consumers’ evaluative reassessment of whether offline verification is desirable after the purchase decision has already been made. Attitude toward verification primarily reflects an evaluative judgment of desirability, whether completing offline verification is perceived as worthwhile, rather than assessments of feasibility or social pressure. Accordingly, consumer attitude serves as a mediating variable linking fake positive reviews to consumers' intention to engage in offline verification behaviour. 

By exaggerating product advantages or deliberately ignoring disadvantages, fake reviews can mislead consumers and interfere with their offline verification behavior (Paul and Nikolaev, 2021). If consumers purchase tourism products through live-streaming, their expectations may be inflated before the actual offline experience, influenced by fake positive reviews. Fake reviews are encountered after purchase but before offline verification. They temporally precede the formation of verification-related attitudes, norms, and control perceptions. In a post-purchase context, evaluative attitudes toward verification are not fixed at the point of payment but remain susceptible to subsequent informational cues. Accordingly, fake reviews influence offline verification intention through post-purchase psychological reevaluation, rather than exerting a direct behavioral effect. Therefore, this paper proposes the following propositions:

Proposition 1 (P1): Fake reviews positively influence consumers’ post-purchase attitudes toward offline verification in tourism live-streaming e-commerce.

Proposition 2 (P2)：Consumers’ attitudes positively mediate the relationship between fake reviews and offline verification intention.

3.2	Perceived Behavioral Control 

At the post-purchase stage, consumers not only reassess whether verification is desirable but also evaluate their ability to complete it. TPB theory points out that another antecedent variable affecting consumer behavioural intention is perceived behavioural control (Ajzen, 1991). Perceived behavioral control reflects consumers’ perceived ability and resource availability to complete offline verification (Ajzen, 1991; Bandura, 2001; Reza Jalilvand and Samiei, 2012; Trafimow et al., 2002). In the context of fake reviews, a large number of positive reviews can enhance consumers' trust in products (Song et al., 2023). When consumers believe that products and services are reliable, they perceive greater control over their purchase decisions, thereby enhancing perceived behavioural control. Here, confidence does not reflect affective or evaluative approval of the purchase but rather consumers’ perceived ability to manage uncertainty and execute verification-related actions. Especially in the online shopping model of tourism live-streaming e-commerce, consumers cannot experience the product in person and are more dependent on online reviews (Yadav et al., 2024). 

Terry and O’Leary (1995) pointed out the impact of perceived behavioral control and self-efficacy on behavioral intentions and behaviors. Consumer perceived behavioral control in this paper refers to consumers' perception and control over completing offline verification and successfully participating in the travel experience after purchasing products through live-streaming. Here, perceived behavioral control captures consumers’ assessment of the feasibility and controllability of completing offline verification under perceived resource and situational constraints. Perceived behavioral control reflects consumers' perception of the capabilities, resources, and opportunities required in the verification process (Trafimow et al., 2002). These perceptions will directly affect their intention to verify offline and ultimately affect whether consumers will conduct verification. This also shows that when consumers plan to conduct offline verification, their perception of whether they can complete it will directly affect their willingness to do so. Fake reviews are encountered after purchase but before offline verification. They temporally precede the formation of verification-related attitudes, norms, and control perceptions. Fake reviews do not directly compel verification behavior; instead, they alter consumers’ perceived feasibility of completing verification, which subsequently shapes intention. Therefore, this paper proposes the following propositions:

Proposition 3 (P3): Fake reviews positively influence consumers’ perceived behavioral control toward offline verification in tourism live-streaming e-commerce.

Proposition 4 (P4)： Perceived behavioral control positively mediates the relationship between fake reviews and offline verification intention.

3.3	Subjective Norm 

At the post-purchase stage, consumers’ verification decisions are further shaped by perceived social expectations regarding whether verification is appropriate or socially endorsed. Subjective norm is a key concept in the theory of planned behaviour, referring to the perceived expectations of important others, such as family members and friends, regarding an individual's performance of a specific behaviour (Ajzen, 1991). Within the post-purchase context, subjective norms reflect perceived social expectations regarding whether verification is socially endorsed. The theory of planned behaviour holds that an individual's social circle influences his or her behaviour, especially the opinions and attitudes of those important to the individual. For example, the opinions of parents, spouses, friends, or colleagues will affect an individual's behavioral decisions (Sun et al., 2020). In addition, online word of mouth significantly influences consumers' subjective norms (Halim et al., 2022). A large number of continuous positive reviews can lead consumers to believe that these reviews reflect the true opinions of the majority, thereby affecting their subjective norms. 

Fake positive reviews can still effectively increase consumers' purchase intention when targeting hedonic products (such as tourism products) (Song et al., 2023). In particular, in the field of tourism, a large number of positive reviews can influence subjective norms, ultimately increasing consumers' willingness to travel (Iriobe and Abiola-Oke, 2019). The influence of fake reviews on subjective norms depends on the individual’s perception of important others’ expectations. In this context, reviews from other consumers act as a proxy for such social expectations (Cheung and Thadani, 2012). In the context of tourism live-streaming e-commerce, consumers face offline verification decisions involving uncertain future experiences and are more dependent on others' opinions. Fake positive reviews will exaggerate the product's advantages, leading consumers to believe that using the product can enhance their social image, thereby increasing their intention to verify offline. Furthermore, (Joo et al., 2020) found that subjective norms significantly impact consumers' willingness to travel to rural tourism destinations. Moreover, Subjective norms also play a significant positive role in tourists' intention to visit green hotels (Fauzi et al., 2024). Fake reviews are encountered after purchase but before offline verification. They temporally precede the formation of verification-related attitudes, norms, and control perceptions. Social influence operates through perceived norms rather than direct behavioral pressure, especially when verification occurs after purchase but before consumption. Within the post-purchase context, subjective norms reflect perceived social expectations regarding whether verification is socially endorsed. Such norms do not imply coercive pressure but rather informational and normative cues derived from others’ perceived approval. Therefore, this paper proposes the following propositions: 

Proposition 5 (P5): Fake reviews positively influence consumers’ subjective norms toward offline verification in tourism live-streaming e-commerce.

Proposition 6 (P6)： Subjective norms positively mediate the relationship between fake reviews and offline verification intention.

3.4	Conceptual Framework and Model Justification

The TPB theory is a powerful framework for understanding consumer behaviour, focusing on planned, conscious responses to environmental stimuli. Therefore, this paper creatively combines the TPB and SOR theories to explain consumer verification behaviour intention, thereby expanding the scope of application for both theories. This paper focuses on live-streaming e-commerce products for tourism. In the SOR framework, fake reviews serve as external stimuli (S), attitudes, subjective norms, and perceived behavioral control as organismic mediators (O), and verification intention as the response (R). The SOR and TPB theories provide a preliminary theoretical basis for the framework construction of this conceptual paper. Based on this, this paper further combined theoretical frameworks. Finally, a research framework (see Figure 1) was developed, adapted to the research background of this paper. Unlike prior SOR-TPB applications, which primarily model pre-purchase intentions, the present framework reconceptualizes verification as a post-purchase reevaluation process, highlighting how fake reviews reshape attitudes, norms, and control perceptions before consumption.

(Insert Figure 1 here)


[bookmark: OLE_LINK7]4.	Conclusion 

This paper explicitly builds on two theories introduced in the Introduction: the SOR framework and the Theory of Planned Behavior (TPB). In prior applications, SOR implicitly assumes that environmental stimuli primarily trigger immediate affective or cognitive reactions leading to purchase or consumption responses. Similarly, TPB assumes that behavioral intentions are largely formed before action and remain relatively stable once a purchase decision is made. However, the post-purchase but pre-consumption structure of tourism live-streaming e-commerce violates these assumptions, as consumers retain full discretion to reconsider their decisions after payment but before consumption. At the conceptual level, this study advances TPB by redefining offline verification not as a procedural continuation of purchase, but as an independent post-purchase behavioral decision. Unlike conventional consumption contexts, verification represents a distinct intention formed after financial commitment but before actual consumption. At the relational level, this study extends both SOR and TPB by repositioning attitudes, subjective norms, and perceived behavioral control as dynamic mediators rather than static antecedents. Post-purchase fake reviews function as external stimuli that reshape these psychological states, thereby altering verification intention after purchase. At the boundary-condition level, this theoretical advancement applies specifically to experiential products characterized by delayed consumption, decision reversibility, and informational opacity. Under such conditions, the assumption of intention stability embedded in traditional SOR and TPB models no longer holds.

4.1	Theoretical Significance 
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Theoretically, this paper advances consumer behavior theory by redefining verification as a post-purchase but pre-consumption decision rather than a mere continuation of the purchase process. By integrating fake reviews into the SOR-TPB framework, this research challenges the implicit assumption of intention stability in experiential consumption. It demonstrates how deceptive post-purchase information can reshape behavioral intentions through cognitive and normative mechanisms.
This paper expands our understanding of the relationship between fake reviews and consumers' behavioral intentions by discussing the psychological processes behind consumers' offline verification intentions, namely the expansion and construction processes. Although previous studies have explored the psychological mechanism of consumers' offline verification intention through "reminder information" (Song et al., 2023; Wang and Guo, 2024). Therefore, this paper constructed a research framework on the impact of fake reviews on consumers' intention to verify, providing a new perspective for researchers in tourism live-streaming e-commerce. Previous studies have focused more on the impact of consumer perspective (Xie et al., 2022) or streamer behavior perspective (Zheng and Fu, 2023) on sales during live-streaming. By directing people's attention to the external stimulus factor of fake reviews, explore the impact mechanism of this key information on consumers' offline verification intentions. This framework repositions post-purchase information as a central theoretical variable rather than a peripheral contextual factor. Although this study focuses on fake positive reviews as a theoretically tractable starting point, the underlying logic is not valence-specific. From a theoretical perspective, fake negative reviews may similarly destabilize post-purchase intentions by amplifying risk perceptions, social pressure, or perceived behavioral constraints. More broadly, mixed review environments, where exaggerated praise and strategic criticism coexist, may intensify cognitive conflict and further extend the post-purchase decision process. 

This contribution does not merely apply existing theories to a new context. Instead, it exposes a structural limitation in SOR and TPB by demonstrating that intention formation continues beyond the point of purchase under conditions of delayed consumption and informational manipulation. Taken together, this discussion forms a theoretical loop. First, SOR and TPB are used to explain how post-purchase fake reviews influence verification intention. Second, the findings revise these theories by challenging the assumption of intention stability and introducing post-purchase informational volatility as a boundary condition. Third, the revised theoretical logic informs managerial practice by emphasizing information governance over post-purchase persuasion.

4.2	Practical Significance 

Relaxing the assumption of post-purchase intention stability reframes verification as a cognitive and informational decision rather than a purely operational issue. According to TPB, once consumers form favorable attitudes and intentions at the purchase stage, verification behavior is expected to follow unless objective constraints intervene. Based on this assumption, managers typically treat verification failures as operational issues and invest heavily in reminders, discounts, and deadline nudges. Our framework suggests that unmanaged fake reviews may temporarily boost verification rates but undermine long-term trust and destination credibility. By contrast, incorporating verification-stage information governance into managerial decision-making can shift strategies from short-term conversion maximization to sustainable demand realization. 

However, the proposed theoretical framework suggests that this logic is incomplete. The presence of post-purchase fake reviews actively reshapes attitudes, subjective norms, and perceived behavioral control, even after payment has been made. Therefore, managerial decision-making should shift from treating verification as an execution problem to governing the post-purchase information environment that shapes consumer reconsideration. Post-purchase information governance demands coordinated moves. The platforms pivot from volume-centric to authenticity-centric review design, credibility-weighted ranking, delayed aggregation, and staged, updateable feedback. At the same time, merchants swap inflated positivity for expectation-calibrating content such as realistic itineraries, usage tips, and transparent constraints. These aligned interventions stabilize consumer expectations, narrow the expectation-reality gap, and convert static persuasion tools into dynamic trust signals, ultimately safeguarding long-term platform and merchant credibility without stifling genuine user expression. In practice, such post-purchase information environments are highly visible on major tourism live-streaming and booking platforms. For example, platforms that integrate live-streaming sales with voucher-based tourism products often display large volumes of emotionally charged reviews immediately after purchase. At the same time, verified consumption feedback becomes available only much later. This temporal asymmetry amplifies the influence of post-purchase reviews during the verification stage, making consumers particularly susceptible to exaggerated or strategically manipulated content. 

Industry practice also suggests that review manipulation in tourism e-commerce often extends beyond simple fabrication. Common tactics include incentivized early reviews, exaggerated experiential narratives written before actual consumption, and selective amplification of positive post-purchase feedback. While these practices may not involve outright falsification, they can nonetheless distort consumer expectations and interfere with post-purchase decision-making, as this study theories. Although positive reviews help enhance consumers' intention to purchase hedonic products (Song et al., 2023), this paper integrates and derives that while fake positive reviews may temporarily elevate consumers’ willingness to verify offline by inflating affective expectations, overreliance on such practices can distort managerial performance evaluations and erode consumer trust once discrepancies are revealed. In the long run, this may undermine destination credibility and weaken sustainable demand realization in tourism live-streaming e-commerce. This paper shifts managerial decision-making from maximizing immediate verification rates toward governing the post-purchase information environment that shapes consumer reconsideration and trust formation.



4.3	Proposed Empirical Research Design

To enhance the testability and practical relevance of the proposed conceptual model, this section outlines a feasible empirical research design that future studies may adopt to validate the proposed mechanisms. First, the empirical context should focus on tourism live-streaming e-commerce platforms where consumers purchase experiential products through electronic vouchers with delayed consumption. A suitable sample would consist of consumers who have completed a live-streaming purchase but have not yet verified their vouchers, as this group directly reflects the post-purchase but pre-consumption decision stage theorized in this study. Second, key constructs can be operationalized using established measurement scales. Fake reviews may be manipulated or measured through perceived review authenticity, exaggeration, or inconsistency. Attitudes toward verification, subjective norms, and perceived behavioral control can be adapted from validated TPB scales. In contrast, offline verification intention can be captured as consumers’ stated likelihood of completing voucher verification within the valid period. Third, survey-based structural equation modeling could test the mediating roles of attitudes, subjective norms, and perceived behavioral control. Experimental designs may manipulate exposure to fake versus authentic reviews to establish causal effects on post-purchase intention revision. Longitudinal or behavioral tracking data could further examine how verification intentions evolve under changing informational conditions. The proposed framework of this paper is not only theoretically grounded but also empirically tractable, offering a clear agenda for future validation and refinement.

4.4	Limitations and Future Research 

Despite its theoretical contributions, this study has several limitations that also suggest directions for future research. First, this framework examines a simplified review environment by focusing on fake positive reviews as a post-purchase informational stimulus. In real-world settings, consumers are often exposed to a combination of fake positive, fake negative, and authentic reviews. Future research could extend the proposed framework by examining how conflicting review valence shapes post-purchase cognitive dissonance, trust calibration, and verification intentions. Such extensions would allow scholars to model post-purchase decision-making in more complex, ecologically valid information environments. In practice, consumers encounter a mix of authentic and deceptive reviews, and their ability to assess credibility varies across individuals and contexts. Future research could examine how credibility judgments moderate the destabilisation of post-purchase intention. Second, although this study conceptualizes attitudes, subjective norms, and perceived behavioral control as dynamic mediators, it does not model their temporal evolution. Longitudinal or process-oriented designs could clarify when and how post-purchase information most strongly reshapes intentions. Third, while this paper relaxes the assumption of intention stability in SOR and TPB, empirical validation is still needed. Experiments, panel surveys, or behavioral tracking could test the proposed mechanisms and boundary conditions across diverse experiential consumption settings beyond tourism, including live-streaming and e-commerce.
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