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Abstract 

The advances of information technology and the emergence of online social media platforms have changed 
the way information is transmitted and have transcended the traditional limitations of word of mouth (WOM) 
by bringing a new perspective for electronic word of mouth (eWOM). Electronic word of mouth (eWOM) can 
reach a multitude of people at the same time and by that fact it shows its greater potential of becoming viral 
among most global and multicultural Generation Z. Every generation is different in terms of their personality 
traits as well as consumer behaviour. Generation Z is no different and it surpassed the millennials and Baby 
Boomers as the biggest generation, accounting for 32% of the world population. This conceptual paper aims 
to investigate and understand how electronic word of mouth on social media influences Generation Z 
behaviour and purchase intention. To accomplish the objectives of the study a conceptual framework is 
created by using the Information Adoption Model (IAM) and Theory of Reasoned Action (TRA). The main 
variables of this study are eWOM information quality, eWOM information usefulness, eWOM information 
credibility, eWOM attitude towards information and Generation Z’s purchase intention. This study will be 
conducted in Malaysia and the quantitative research methodology will be used, and the data will be collected 
and analysed from Malaysian Generation. The outcome of this study will contribute to understanding 
Generation and how Generation Z consumers process electronic word of mouth information on social and 
how does it affect their purchase intention.  
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quality, information usefulness, information credibility, attitude toward information. 
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Introduction 

Everyday consumers are exposed to a vast amount 
of advertisements through mass media channels. 
Hereby, this has given consumers more options to 
choose from as well as more information about 
products and services. As a result, now consumers 
have a hard time making a purchase decision. 
Therefore, this led consumers to exchange their 
opinion about products and services which is known 
as word of mouth (WOM) (Arndt, 1967). Previous 
studies have discovered that WOM conversation is 
more influential on consumers and more reliable 

than the traditional form of media (Huete-Alcocer, 
2017).   

Word of mouth has been around for a long time, but 
with the advent of the Internet era, it has been 
changed significantly. Before the Internet era has 
stepped, word of mouth took place either in 
conversations in the form of face to face or through 
cell phones (Tavukçuoğlu, 2018). Nowadays, 
consumers got a chance to exchange their opinions 
and experiences with millions of people through the 
internet. These online conversations regarding 
brands, products and services have been called 
electronic word of mouth (eWOM) (Huete-Alcocer, 
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2017). Before the social media era started word of 
mouth conversations were spread through 
discussion forums, consumer review sites,  blogs 
and online shopping websites (Haibin, 2018). 

Kaplan & Heanlein defines social media as "a group 
of Internet-based applications that built on the 
“ideological and technological foundations of Web 
2.0, and that allow the creation and exchange of 
user-generated content” (Gharbi & Al-Tamimi, 
2020). In social media, users can create their 
content and share such as pictures and videos. This 
content can be either personal or about brand-
related products and services (Dessart, et al., 2015). 
Recent studies have discovered that consumers 
tend to use social media to obtain information 
about brands and products and services (Erkan & 
Evans, 2018; Ismail, 2017). Social media platforms 
have brought a new prospect to electronic word of 
mouth (eWOM). Moreover, social media platforms 
enable a user to communicate with their existing 
network of followers and friends about their 
opinions and experiences. According to Digital 2020 
Global Overview, there are 3.8 billion active social 
media users (We Are Social, 2020). 

Consumers are using social media as the source to 
look for product information such as the brand, 
manufacturer background, and retailers when 
deciding to buy it (Chivandi et al., 2020). The 
purchase decisions are highly influenced by 
electronic word of mouth (eWOM) on social media 
sites. The persuasion effect of electronic word of 
mouth is seen as an opportunity for businesses to 
influence consumers by using various methods to 
influence (Khwaja & Zaman, 2020). The dependency 
and usage of social media, as well as reliance on 
eWOM information, has increased as a result of 
COVID-19. (Bashir et al., 2021; Hall et al., 2020). 
Researchers such as Le-Hoang (2020), agrees that 
only a few research that has been done on eWOM. 
Recent eWOM developments have shown that 
social media is the most popular eWOM channel 
among customers (Khwaja & Zaman, 2020).  

As a result of an increasing number of users, many 
brands also have started to engage with consumers 
through social media using their official brand name 
as it has created an opportunity to interact with 
current and potential consumers (Venkatesan, 
2017). As a result of this, consumers and brands are 
using social media platforms and this way of 
advertisement has created a new era in electronic 

word of mouth. Marketers value social media as a 
vital eWOM transmitter with the ability to quickly 
disseminate information to the targeted customers 
(Bashir et al., 2019; Hussain et al., 2018). Regardless 
of what scholars and practitioners have researched 
and learned over the last 15–20 years on this 
subject, the future of social media marketing will 
not be simply a continuation of what has already 
been seen due to the fast-paced and ever-changing 
nature of social media and how users use it (Appel 
et al., 2020). 

The term Generation Z applies to individuals born 
after the generation of the millennials. They are 
born between 1995 to 2010 (Mohr & Mohr, 2017). 
According to an article published by Bloomberg  (L. 
J. Miller & Lu, 2018), Generation Z surpassed the 
millennials and Baby Boomers as the biggest 
generation, accounting for 32% of the world 
population or 2.47 billion of the 7.7 billion 
inhabitants on the planet (Spitznagel, 2020). 

One of the most distinguishing features of 
Generation Z is that they were born digital natives. 
It implies that they have been immersed in the 
world of technology since their very first day (Dingli 
& Seychell, 2015). Furthermore, Generation Z is the 
most global and multicultural generation because 
they are born in an era where internationalism, 
gender equality, and climate change awareness are 
taken seriously. Therefore, caring for the greater 
good, social responsibility and social advocacy play 
a very important role in the behaviour of 
Generation Z (Uche, 2018). They are also more 
aware of global issues than all previous 
Generations. Hence, the way they live, socialize, 
process information and make decisions are 
completely different from any other generation 
(Miller, 2018). 

Researchers are just starting to analyse the 
youngest generation of consumers. Understanding 
Generation Z is crucial as they are different from 
other generations in terms of personality traits as 
well as their consumer behaviour (Francis & Hoefel, 
2018).  

Problem Statement  

Consumers are exposed to a vast amount of 
information on social media as well as online. 
Hence, the created situation makes it difficult to 
anticipate that electronic word of mouth 
information being influential to consumers. 
Determinates of eWOM between social media and 
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consumer purchase intentions have not been yet 
explained even though some previous studies have 
discovered the impact of word of mouth on social 
media (Erkan & Evans, 2018). Furthermore, the 
linkage between customer adoption of eWOM in 
social media and purchase intentions remain 
unclear as there are limited empirical finding (Tien 
et al., 2019). Previous eWOM studies have been 
conducted on general consumers, but not on a 
specific age group or generation  (Erkan & Evans, 
2018; Ismail, 2017; Tien et al., 2019). Every 
generation is portrayed by certain characteristics, 
have their ways of making buying decisions and 
were influenced by different factors (Slootweg & 
Rowson, 2018). The inevitable growth of 
Generation Z represents a new challenge for 
marketers, they need to revise communication 
strategies to meet the constantly changing 
purchase behaviours of this cohort (Ismail et al., 
2020).  

Even though separate studies have been conducted 
to find out the impact of electronic word of mouth 
in social media, eWOM influence on an online 
platform such as review sites and shopping 
websites compared to social media has been 
studied previously in terms of eWOM between 
familiar people such as friends family and 
acquittances on social media or eWOM between 
anonymous people on other online platforms more 
influential on consumers' purchase intentions 
(Erkan & Evans, 2018). Furthermore, most studies 
focused on social media as a whole (Tien, et al., 
2018). This means that the influence of individual or 
different social media platforms on eWOM was not 
tested. Besides, studies were conducted on the 
general consumer, not on context with a particular 
generation such as Generation Z.  

 

 Objectives  

RO1. To analyse the effect of electronic word of 
mouth (eWOM) information quality on Generation 
Z’ online purchase intention in social media. 

RO2. To examine the impact of electronic word of 
mouth (eWOM) information usefulness on 
Generation Z’ online purchase intention in social 
media. 

RO3. To identify the influence of electronic word of 
mouth (eWOM) information credibility on 

Generation Z’ online purchase intention in social 
media. 

RO4. To evaluate the level of electronic word of 
mouth (eWOM) attitude towards information on 
Generation Z’ online purchase intention in social 
media. 

Literature Review 

Generation Z’s Purchase Intention  

Purchase intention has been studied for decades by 
a number of scholars in a variety of contexts. 
Alalwan (2018) for starters, investigated the impact 
of social media advertising features on consumer 
purchasing intention. While Cheah et al., (2020) 
looked into the influence of price picture and the 
sugrophobia effect on luxury retail purchase intent. 

Several factors, such as information quality 
influential on consumer purchase intention (Erkan 
& Evans, 2016; McClure & Seock, 2020; Zhao et al., 
2020; Zhu et al., 2020), information credibility 
(Erkan & Evans, 2016; Tien et al., 2019; Yusuf et al., 
2018), information usefulness (Erkan & Evans, 2016; 
Tien et al., 2019; Zhou et al., 2017). To be more 
precise, McClure & Seock (2020), examined the 
impact of brand familiarity and the information 
quality of social media content on a consumer's 
engagement with a brand on the brand's social 
media pages. Both brand recognition and 
information quality had major effects on a 
consumer's engagement with a brand on its social 
media page, which in turn had an impact on 
purchasing intention, according to the findings.  
Tien et al., (2019), looked at how customer-to-
customer electronic word-of-mouth affects buying 
intention on social networking platforms. Since 
eWOM recipients are highly motivated to evaluate 
the message's credibility, this study discovered that 
they depend mostly on the intensity of the 
argument contained in the message to minimise 
ambiguity and prevent information asymmetry. The 
influence of eWOM in social media on consumers’ 
purchase intentions was investigated by Erkan & 
Evans (2016), conducted a study to examine the 
influence of eWOM in social media on consumers’ 
purchase intentions. The findings show that quality, 
credibility, usefulness, adoption of information, 
needs of information and attitude towards 
information are the key factors of eWOM in social 
media that influence consumers’ purchase 
intentions. Therefore, in this research, these factors 
which were mentioned above have been employed 
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in the aim to understand the influence of eWOM in 
social media on Generation Z’s purchase intentions 
in Malaysia.  

Previous research on the impact of eWOM has 
reportedly concentrated on either the features of 
eWOM information or the behaviour of customers 
in response to eWOM information. However, 
according to a recent analysis of the literature on 
eWOM, the impact of eWOM is dependent on both 
information characteristics and consumer 
behaviour (Erkan & Evans, 2016; Knoll, 2016; Yusuf 
et al., 2018). The present study agrees with (Knoll, 
2016), that eWOM information characteristics and 
customer behaviour toward eWOM information are 
needed to improve our understanding of eWOM 
engagement.  

Moreover, this study tested “attitude” as another 
determinant of purchase intention. The relationship 
between the attitude and behavioural intention 
was previously proposed by several theories such as 
the theory of reasoned action (TRA) (Ajzen & 
Fishbein, 1975), the theory of planned behaviour 
(TPB) (Ajzen, 1985), and the technology acceptance 
model (TAM) (Davis, 1989).  

 

eWOM Information Quality  

 

Argument quality is described by Eagly & Chaiken 
(1993), as the persuasiveness or strength of a 
compelling argument. Information quality is similar 
to argument quality, but it is analysed from a 
broader viewpoint. In the literature, information 
quality is characterised as “the degree to which 
customers consider that the information content 
posted by a business on its brand page is of high 
quality” (Zhang et al., 2016), or “the quality of a 
review's content in terms of information 
characteristics (relevance, understandability, 
sufficiency, and objectivity)" (Park et al., 2007). As a 
result, information quality on social media can be 
described as the impressions formed as a result of 
an evaluation of any content created by any 
individual (a customer or an organisation) on social 
media based on metrics such as accuracy, 
consistency, and sufficiency. Nonetheless, since the 
terms are used interchangeably, measurement 
objects for information accuracy are often applied 
within the framework of argument quality (Sussman 
& Siegal, 2003). Hence, a study in various contexts 

has identified information accuracy as a significant 
factor (McClure & Seock, 2020; Zhu et al., 2020). It 
has also been studied in the context of eWOM 
(Erkan & Evans, 2016, 2018; Yusuf et al., 2018; Zhao 
et al., 2020); previously, researchers discovered 
that the quality of online feedback has a favourable 
effect on consumers purchase intention (Erkan & 
Evans, 2018; Park et al., 2007). Moreover, through 
eWOM, information quality has shown a favourable 
relationship with information usefulness, which has 
indirectly influenced purchase intention (Xue et al., 
2018). Therefore, this study predicts eWOM 
information quality as one of the determinants of 
eWOM information on social media that 
determines Generation Z purchasing intentions; 
and it has an effect on the usefulness and credibility 
of eWOM information. 

 

H1: Quality of electronic word of mouth (eWOM) 
information has a positive effect on Generation Z’s 
online purchase intention on social media. 

 

eWOM Information Usefulness  

 

The belief of persons that using new information 
can increase their performance is referred to as 
information usefulness (Bailey & Pearson, 1983; 
Cheung et al., 2008). Since consumers associate 
with information when it is useful, information 
usability is regarded as the primary indicator of 
information adoption (Davis, 1989; Sussman & 
Siegal, 2003) and purchase intention (Lee & Koo, 
2015); because customers tend to engage with the 
information when they find it useful.  Luo et al., 
(2018), discovered a substantial link between 
information usefulness and eWOM. The study 
reveals scientifically that both consumer and expert 
eWOM information may play an essential role in 
deciding the usefulness of information consumers' 
views. Another research by Tien et al., (2019) 
discovered that information usefulness had a 
favourable impact on eWOM adoption in the 
context of skincare product purchases by Taiwanese 
customers. The research confirmed that eWOM 
adoption has a significant role in influencing eWOM 
reputation and usefulness for customers purchasing 
items on social networking (SNS) sites to boost the 
likelihood of adopting an eWOM message with 
information utility. Furthermore, research 
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conducted in the context of an online travel 
community by Hajli (2018), demonstrated that 
social media has an influence on information 
usefulness and, as a result, social word-of-mouth, 
which were produced based on an understanding of 
eWOM in the context of travel (Lunyai et al., 2021). 
As a result of the above, the following hypothesis 
between information usefulness and Generation Z 
purchase intention is proposed. 

 

H2: Usefulness of electronic word of mouth 
(eWOM) information has a positive effect on 
Generation Z’s online purchase intention on social 
media. 

 

eWOM Information Credibility   

 

Ohanian (1990), defines source credibility as "a 
term widely used to mean a communicator's 
positive characteristics that influence the receiver's 
acceptance of a message." Given this concept, users 
are required to pay attention to posted content on 
social media whether they find the material to be of 
good quality or the sources to be trustworthy. This 
expectation is that people would find useful content 
that they believe to be of good quality or whose 
origins they perceive to be trustworthy (Sussman & 
Siegal, 2003). Many who believe the content is 
useful to pay greater attention to it (Lee & Koo, 
2015). More specifically, if a person trusts the 
information source because of its competence or 
honesty, this trust can lead him or her to view the 
information as useful (Cheung et al., 2008). In brief, 
as people trust the source, their perception of risk 
for the information decreases, and they may learn 
more from the information (Hussain et al., 2018). 
This would allow customers to place value on 
content. A study by Zha et al., (2018), which uses 
ELM as the referent theory, confirms that 
individuals who authored online posts (source 
credibility) in the context of social media and see it 
as credible will have an impact on eWOM in which 
they will use social media to obtain information 
about topics related to work or studies. Cheung et 
al., (2009), discovered a high link between 
believability and eWOM. According to this research, 
a high degree of trustworthiness will increase the 
user's willingness to communicate about online 
recommendations and will also encourage return 

visits to additional consumer suggestions (Lunyai et 
al., 2021). Moreover, other studies showed in their 
findings that source credibility has an effect on 
eWOM (Hussain et al., 2018; J. K. Lee et al., 2017; 
Muda & Khan, 2020; Wu & Lin, 2017). 

People are less inclined to embrace eWOM 
communications if the source is not viewed as 
reliable. As a result, Yusuf et al., (2018), shown that 
information credibility had a beneficial effect on 
eWOM. Kim et al., (2018), discovered a positive and 
substantial relationship between source credibility 
and electronic word-of-mouth (eWOM) 
information. As a result, this study predicts eWOM 
information credibility as one of the determinants 
of eWOM information on social media that affects 
Generation Z purchase intentions. 

 

H3: Credibility of electronic word of mouth (eWOM) 
information has a positive effect on Generation Z’s 
online purchase intention on social media. 

 

eWOM Attitude Towards Information  

 

Another aspect evaluated in this research as a 
predictor of eWOM information on social media 
that effects Generation Z’s buying intentions is 
attitude towards information. Consumers with 
positive attitudes about eWOM information on 
social media are more likely to have higher 
purchase intention. Several theories have 
emphasised and firmly supported the impact of 
customer attitudes on behavioural intentions. In 
addition to the TRA (Ajzen & Fishbein, 1975), TPB 
(Ajzen, 1985) and TAM (Bagozzi et al., 1992; Davis, 
1989) reveal a connection between attitude and 
behavioural intention. According to TRA, one of the 
most important predictors of behavioural intention 
is attitude towards information. As a result, this 
research hypothesises, utilising the TRA, that social 
media users' attitude toward eWOM information 
may have a positive effect on Generation Z 
purchasing intentions. 

 

H4: Attitude toward of electronic word of mouth 
(eWOM) information has a positive effect on 
Generation Z’s online purchase intention on social 
media. 
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Figure 1. The Conceptual Framework 

 

Conclusion 

 This research provides a significant 
contribution to the body of knowledge by 
examining the Influence of Electronic Word of 
Mouth in Social Media on Generation Z’s Purchase 
Intentions. 

 To develop a comprehensive conceptual 
framework based on a theoretical model of IAM 
(information adoption model) and TRA (theory of 
reasoned action). Both theories examine the 
determinants of eWOM information on social 
media influencing Generation Z’s purchase 
intentions. The information adoption model 
explains the characteristics of the eWOM 
information (Ngarmwongnoi, et al., 2020). The 
theory of reasoned action expresses the behaviour 
of consumers towards eWOM information (Ajzen & 
Fishbein, 1975). 

Most eWOM research was conducted on general 
consumers. This research is focused on testing out 
this component of Generation Z.  

Ultimately, this research contributes to the related 
literature as limited studies are focusing on eWOM 
on social media (Seo et al., 2020). Furthermore, to 
industry leaders and practitioners, this research 
provides marketers with a frame of reference to 
understand the influence of eWOM in social media 
on Generation Z’s purchase intentions. This study 
provides useful information for marketers because 
the determinants presented by this study enable 
marketers to consider the nature of eWOM on 
social media, allowing marketers to create a 
stronger marketing strategy. Furthermore, this 
study focuses on the aspects of eWOM information 
that Generation Z consumers value; marketers who 
understand Generation Z consumers' preferences 

can develop better eWOM marketing strategies for 
Generation Z. 

 

References  

 

Ajzen, I. (1985). From intentions to actions: A theory 
of planned behavior. In Action control (pp. 11–39). 

Ajzen, I., & Fishbein, M. (1975). A Bayesian analysis 
of attribution processes. Psychological Bulletin, 
82(2), 261–277. https://doi.org/10.1037/h0076477 

Alalwan, A. A. (2018). Investigating the impact of 
social media advertising features on customer 
purchase intention. International Journal of 
Information Management, 42(April), 65–77. 
https://doi.org/10.1016/j.ijinfomgt.2018.06.001 

Appel, G., Grewal, L., Hadi, R., & Stephen, A. T. 
(2020). The future of social media in marketing. 
Journal of the Academy of Marketing Science, 48(1), 
79–95. https://doi.org/10.1007/s11747-019-
00695-1 

Arndt, J. (1967). Role of Product-Related 
Conversations in the. Journal of Marketing 
Research, 4(3), 291–295. 

Bagozzi, R. P., Davis, F. D., & Warshaw, P. R. (1992). 
Development and Test of a Theory of Technological 
Learning and Usage. 
https://doi.org/https://doi.org/10.1177/00187267
9204500702 

Bailey, J. E., & Pearson, S. W. (1983). Development 
of a Tool for Measuring and Analyzing Computer 
User Satisfaction. Management Science, 29(5), 530–
545. https://doi.org/10.1287/mnsc.29.5.530 

Bashir, S., Khwaja, M. G., Mahmood, A., Turi, J. A., & 
Latif, K. F. (2021). Refining e-shoppers’ perceived 
risks: Development and validation of new 
measurement scale. Journal of Retailing and 
Consumer Services, 58(July 2020), 102285. 
https://doi.org/10.1016/j.jretconser.2020.102285 

Bashir, S., Khwaja, M. G., Turi, J. A., & Toheed, H. 
(2019). Extension of planned behavioral theory to 
consumer behaviors in green hotel. Heliyon, 5(12), 
e02974. 
https://doi.org/10.1016/j.heliyon.2019.e02974 

Cheah, J. H., Waller, D., Thaichon, P., Ting, H., & Lim, 
X. J. (2020). Price image and the sugrophobia effect 
on luxury retail purchase intention. Journal of 
Retailing and Consumer Services, 57(April), 102188. 

http://www.neuroquantology.com/


NeuroQuantology | June 2022 | Volume 20 | Issue 6 | Page 3233-3241 | doi: 10.14704/nq.2022.20.6.NQ22327 
Abdulla Saleem Haroon/ Electronic Word of Mouth Factors in Social Media influencing Generation Z's Purchase Intention: Towards a Conceptual 
Framework  

 

eISSN 1303-5150 www.neuroquantology.com 

 

3239 

https://doi.org/10.1016/j.jretconser.2020.102188 

Cheung, C. M. K., Lee, M. K. O., & Rabjohn, N. 
(2008). The impact of electronic word-of-mouth: 
The adoption of online opinions in online customer 
communities. Internet Research, 18(3), 229–247. 
https://doi.org/10.1108/10662240810883290 

Cheung, M., Luo, C., Sia, C., & Chen, H. (2009). 
Credibility of electronic word-of-mouth: 
Informational and normative determinants of on-
line consumer recommendations. International 
Journal of Electronic Commerce, 13(4), 9–38. 
https://doi.org/10.2753/JEC1086-4415130402 

Chivandi, A., Olorunjuwon Samuel, M., & Muchie, 
M. (2020). Social Media, Consumer Behavior, and 
Service Marketing. In Consumer Behavior and 
Marketing (pp. 1–13). 
https://doi.org/10.5772/intechopen.85406 

Davis, F. D. (1989). Perceived Usefulness, Perceived 
Ease of Use, and User Acceptance of Information 
Technology. MIS Quarterly, 13(3), 319. 
https://doi.org/10.2307/249008 

Dingli, A., & Seychell, D. (2015). The new digital 
natives: Cutting the chord. In The New Digital 
Natives: Cutting the Chord. 
https://doi.org/10.1007/978-3-662-46590-5 

Eagly, A. H., & Chaiken, S. (1993). The psychology of 
attitudes. Harcourt Brace Jovanovich College 
Publishers. 

Erkan, I., & Evans, C. (2016). The influence of eWOM 
in social media on consumers’ purchase intentions: 
An extended approach to information adoption. 
Computers in Human Behavior, 61, 47–55. 
https://doi.org/10.1016/j.chb.2016.03.003 

Erkan, I., & Evans, C. (2018). Social media or 
shopping websites? The influence of eWOM on 
consumers’ online purchase intentions. Journal of 
Marketing Communications, 24(6), 617–632. 
https://doi.org/10.1080/13527266.2016.1184706 

Francis, T., & Hoefel, F. (2018). ‘True Gen’: 
Generation Z and its implications for companies. In 
McKinsey & Company. 
https://www.mckinsey.com/~/media/McKinsey/In
dustries/Consumer Packaged Goods/Our 
Insights/True Gen Generation Z and its implications 
for companies/Generation-Z-and-its-implication-
for-companies.ashx 

Gharbi, K., & Al-Tamimi, A. (2020). Using Social 
Media in Building and Managing Corporate Identity: 

Study on Real Estate Companies in the Kingdom of 
Bahrain. Journal of Business & Retail Management 
Research, 14(02), 15–22. 
https://doi.org/10.24052/JBRMR/V14IS02/ART-02 

Haibin, Z. (2018). The influence mechanism of 
internet Word-of-Mouth on Consumer Behavior; A 
contrastive study between Japan and China on 
tablet marketing. Scientific Research Publishing. 
https://books.google.com.my/books/about/The_In
fluence_Mechanism_of_Internet_Word.html?id=S
uR1DwAAQBAJ&printsec=frontcover&source=kp_r
ead_button&redir_esc=y#v=onepage&q&f=false 

Hajli, N. (2018). Ethical Environment in the Online 
Communities by Information Credibility: A Social 
Media Perspective. Journal of Business Ethics, 
149(4), 799–810. https://doi.org/10.1007/s10551-
016-3036-7 

Hall, M. C., Prayag, G., Fieger, P., & Dyason, D. 
(2020). Beyond panic buying: consumption 
displacement and COVID-19. Journal of Service 
Management. https://doi.org/10.1108/JOSM-05-
2020-0151 

Huete-Alcocer, N. (2017). A literature review of 
word of mouth and electronic word of mouth: 
Implications for consumer behavior. Frontiers in 
Physiology, 8(JUL), 1–4. 
https://doi.org/10.3389/fpsyg.2017.01256 

Hussain, S., Guangju, W., Jafar, R. M. S., Ilyas, Z., 
Mustafa, G., & Jianzhou, Y. (2018). Consumers’ 
online information adoption behavior: Motives and 
antecedents of electronic word of mouth 
communications. Computers in Human Behavior, 
80, 22–32. 
https://doi.org/10.1016/j.chb.2017.09.019 

Ismail, A. R. (2017). The influence of perceived 
social media marketing activities on brand loyalty: 
The mediation effect of brand and value 
consciousness. Asia Pacific Journal of Marketing 
and Logistics, 29(1), 129–144. 
https://doi.org/10.1108/APJML-10-2015-0154 

Ismail, A. R., Nguyen, B., Chen, J., Melewar, T. C., & 
Mohamad, B. (2020). Brand engagement in self-
concept (BESC), value consciousness and brand 
loyalty: a study of generation Z consumers in 
Malaysia. Young Consumers, July. 
https://doi.org/10.1108/YC-07-2019-1017 

J Xue, YC Lee, & HL Mu. (2018). Influencing Factors 
of Advertising Information Adoption on User’s 

http://www.neuroquantology.com/


NeuroQuantology | June 2022 | Volume 20 | Issue 6 | Page 3233-3241 | doi: 10.14704/nq.2022.20.6.NQ22327 
Abdulla Saleem Haroon/ Electronic Word of Mouth Factors in Social Media influencing Generation Z's Purchase Intention: Towards a Conceptual 
Framework  

 

eISSN 1303-5150 www.neuroquantology.com 

 

3240 

Purchase Intention: Evidence from China’s Social 
Media. International Journal of Pure and Applied 
Mathematics, 120(6), 5809–5821. 

Khwaja, M. G., & Zaman, U. (2020). Configuring the 
evolving role of ewom on the consumers 
information adoption. Journal of Open Innovation: 
Technology, Market, and Complexity, 6(4), 1–13. 
https://doi.org/10.3390/joitmc6040125 

Kim, S., Kandampully, J., & Bilgihan, A. (2018). The 
influence of eWOM communications: An 
application of online social network framework. 
Computers in Human Behavior, 80, 243–254. 
https://doi.org/10.1016/j.chb.2017.11.015 

Knoll, J. (2016). Advertising in social media: a review 
of empirical evidence. International Journal of 
Advertising, 35(2), 266–300. 
https://doi.org/10.1080/02650487.2015.1021898 

Le-Hoang, P. V. (2020). The effects of Electronic 
Word of Mouth (eWOM) on the adoption of 
consumer eWOM information. Independent Journal 
of Management & Production, 11(6), 1760. 
https://doi.org/10.14807/ijmp.v11i6.1152 

Lee, J. K., Lee, S. Y., & Hansen, S. S. (2017). Source 
Credibility in Consumer-Generated Advertising in 
Youtube: The Moderating Role of Personality. 
Current Psychology, 36(4), 849–860. 
https://doi.org/10.1007/s12144-016-9474-7 

Lee, K. T., & Koo, D. M. (2015). Evaluating right 
versus just evaluating online consumer reviews. 
Computers in Human Behavior, 45, 316–327. 
https://doi.org/10.1016/j.chb.2014.12.036 

Lunyai, J., Yen-Nee, G., Mohaidin, Z., & Mohd Razali, 
M. W. (2021). Malaysian Facebook Users Online 
Airline Tickets Purchase Intention: Antecedents and 
Outcome of eWOM. International Journal of 
Academic Research in Business and Social Sciences, 
11(3). https://doi.org/10.6007/ijarbss/v11-i3/8837 

Luo, C., Luo, X. R., & Bose, R. (2018). Information 
usefulness in online third party forums. Computers 
in Human Behavior, 85, 61–73. 
https://doi.org/10.1016/j.chb.2018.02.041 

McClure, C., & Seock, Y. K. (2020). The role of 
involvement: Investigating the effect of brand’s 
social media pages on consumer purchase 
intention. Journal of Retailing and Consumer 
Services, 53(November 2019), 101975. 
https://doi.org/10.1016/j.jretconser.2019.101975 

Miller, J. (2018). A 16-Year-Old Explains 10 Things 

You Need to Know About Generation Z. HR 
Magazine. https://www.shrm.org/hr-
today/news/hr-magazine/1118/pages/a-16-year-
old-explains-10-things-you-need-to-know-about-
generation-z.aspx 

Miller, L. J., & Lu, W. (2018). Gen Z to Outnumber 
Millennials Within a Year. Bloomberg. 
https://www.bloomberg.com/news/articles/2018-
08-20/gen-z-to-outnumber-millennials-within-a-
year-demographic-trends 

Mohr, K. A. J., & Mohr, E. S. (2017). Understanding 
Generation Z Students to Promote a Contemporary 
Learning Environment. Journal on Empowering 
Teaching Excellence, 1(1), 84–94. 

Muda, M., & Khan, N. R. M. (2020). Electronic word-
of-mouth (Ewom) and user-generated content 
(UGC) on beauty products on youtube: Factors 
affecting consumer attitudes and purchase 
intention. Malaysian Journal of Consumer and 
Family Economics, 24(S1), 1–22. 

Ohanian, R. (1990). Construction and Validation of 
a Scale to Measure Celebrity Endorsers’ Perceived 
Expertise, Trustworthiness, and Attractiveness. 
Journal of Advertising, 19(3), 39–52. 
https://doi.org/10.1080/00913367.1990.10673191 

Park, D.-H., Lee, J., & Han, I. (2007). The Effect of On-
Line Consumer Reviews on Consumer Purchasing 
Intention: The Moderating Role of Involvement. 
International Journal of Electronic Commerce, 11(4), 
125–148. https://doi.org/10.2753/JEC1086-
4415110405 

Seo, E. J., Park, J. W., & Choi, Y. J. (2020). The effect 
of social media usage characteristics on e-WOM, 
trust, and brand equity: Focusing on users of airline 
social media. Sustainability (Switzerland), 12(4), 1–
18. https://doi.org/10.3390/su12041691 

Slootweg, E., & Rowson, B. (2018). My generation: 
A review of marketing strategies on different age 
groups. Research in Hospitality Management, 8(2), 
85–92. 
https://doi.org/10.1080/22243534.2018.1553369 

Spitznagel, E. (2020). Generation z is bigger than 
millennials and they’re out to change the world. 
New York Post. 
https://nypost.com/2020/01/25/generation-z-is-
bigger-than-millennials-and-theyre-out-to-change-
the-world/amp/ 

Sussman, S. W., & Siegal, W. S. (2003). 

http://www.neuroquantology.com/


NeuroQuantology | June 2022 | Volume 20 | Issue 6 | Page 3233-3241 | doi: 10.14704/nq.2022.20.6.NQ22327 
Abdulla Saleem Haroon/ Electronic Word of Mouth Factors in Social Media influencing Generation Z's Purchase Intention: Towards a Conceptual 
Framework  

 

eISSN 1303-5150 www.neuroquantology.com 

 

3241 

Informational Influence in Organizations: An 
Integrated Approach to Knowledge Adoption. 
Information Systems Research, 14(1), 47–65. 
https://doi.org/10.1287/isre.14.1.47.14767 

Tavukçuoğlu, R. T. (2018). Marketing Management 
in Turkey. In S. Ozturkcan & E. Y. Okan (Eds.), 
Marketing Management in Turkey. Emerald 
Publishing Limited. 
https://doi.org/10.1108/9781787145573 

Tien, D. H., Amaya Rivas, A. A., & Liao, Y. (2019). 
Examining the influence of customer-to-customer 
electronic word-of-mouth on purchase intention in 
social networking sites. Asia Pacific Management 
Review, 24(3), 238–249. 
https://doi.org/10.1016/j.apmrv.2018.06.003 

Uche, S. C. (2018). Generation Z and Corporate 
Social Responsibility. The British Journal of 
Psychiatry, 111(479), 1009–1010. 

Venkatesan, R. (2017). Executing on a customer 
engagement strategy. Journal of the Academy of 
Marketing Science, 45(3), 289–293. 
https://doi.org/10.1007/s11747-016-0513-6 

We Are Social. (2020). Digital in 2020. 
https://wearesocial.com/digital-2020 

Wu, T. Y., & Lin, C. A. (2017). Predicting the effects 
of eWOM and online brand messaging: Source 
trust, bandwagon effect and innovation adoption 
factors. Telematics and Informatics, 34(2), 470–480. 
https://doi.org/10.1016/j.tele.2016.08.001 

Yusuf, A. S., Che Hussin, A. R., & Busalim, A. H. 
(2018). Influence of e-WOM engagement on 
consumer purchase intention in social commerce. 
Journal of Services Marketing, 32(4), 493–504. 
https://doi.org/10.1108/JSM-01-2017-0031 

Zha, X., Yang, H., Yan, Y., Liu, K., & Huang, C. (2018). 
Exploring the effect of social media information 
quality, source credibility and reputation on 
informational fit-to-task: Moderating role of 
focused immersion. Computers in Human Behavior, 
79, 227–237. 
https://doi.org/10.1016/j.chb.2017.10.038 

Zhang, K. Z. K., Benyoucef, M., & Zhao, S. J. (2016). 
Building brand loyalty in social commerce: The case 
of brand microblogs. Electronic Commerce Research 
and Applications, 15, 14–25. 
https://doi.org/10.1016/j.elerap.2015.12.001 

Zhao, Y., Wang, L., Tang, H., & Zhang, Y. (2020). 
Electronic word-of-mouth and consumer purchase 

intentions in social e-commerce. Electronic 
Commerce Research and Applications, 41(April), 
100980. 
https://doi.org/10.1016/j.elerap.2020.100980 

Zhou, X., Song, Q., Li, Y., Tan, H., & Zhou, H. (2017). 
Examining the influence of online retailers’ micro-
blogs on consumers’ purchase intention. Internet 
Research, 27(4), 819–838. 
https://doi.org/10.1108/IntR-09-2016-0258 

Zhu, L., Li, H., Wang, F. K., He, W., & Tian, Z. (2020). 
How online reviews affect purchase intention: a 
new model based on the stimulus-organism-
response (S-O-R) framework. Aslib Journal of 
Information Management, 72(4), 463–488. 
https://doi.org/10.1108/AJIM-11-2019-0308 

 

http://www.neuroquantology.com/

