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Abstract
This study investigates the relationship between information characteristics and consumers’ behaviours in regards to elec-
tronic word of mouth, such as information quality, information credibility, information task-fit, needs of information, attitude 
towards information and purchase intention of new flavoured bubble tea in an extended Information Acceptance Model. A 
self-administrated questionnaire was used to collect data from 222 respondents. Data analysis has been conducted using 
partial least squares-structural equation modelling. The results reveal that information quality, information credibility, infor-
mation task-fit and attitudes towards information explain the information usefulness. Purchase intention is determined by 
information adoption, in which information usefulness is the predictor for information adoption. This study extends the 
literature of purchase intention by incorporating the role of electronic word of mouth information in an extended Informa-
tion Acceptance Model. Practitioners are encouraged to enrich their marketing effort to boost the online reviews of their 
products by taking into consideration the quality, credibility and relevancy of the online reviews’ perspectives of electronic 
word of mouth information. This study contributes to the empirical research of purchase intention by introducing the role 
of information task-fit in an Information Acceptance Model that combines the characteristics of information and consumer 
behaviour in the investigation.

Keywords  Information quality · Information credibility · Information task-fit · Needs of information · Attitude towards 
information · Purchase intention

Introduction

The searching for online information by consumers has 
become a common trend nowadays. Online communication 
shows rapid growth through the platforms such as social 
media, websites, blogs, and others, which has raised the 
interest in the word of mouth as well as electronic word of 
mouth (Hussain et al. 2017; Yang 2017). One of the long-
standing ways of conveying information is through word of 
mouth (Dellarocas 2003) and it is viewed as one of the most 
influential factors that affect consumer behaviour (Daugherty 

and Hoffman 2014). Due to the advancement of online tech-
nologies, the new form of word of mouth (WOM) is online 
WOM communication and is referred to as electronic word 
of mouth (eWOM) (Yang 2017). The new form of eWOM is 
different from the traditional WOM as eWOM offers a faster 
message conveying speed between the users, in which the 
messages are available online and are retrievable at any time 
(Huete-Alcocer 2017). The companies can take advantage of 
eWOM by identifying the factors that motivate their custom-
ers to post their opinions and by capturing the impact of their 
comments (Cantallops and Salvi 2014). On the other hand, 
eWOM can also be a liability for companies as they are not 
able to control this factor (Yang 2017). In addition, eWOM 
has a negative influence on credibility because information 
communicators and information receivers are kept anony-
mous (Huete-Alcocer 2017).

In an industry such as tourism, the media that is infor-
mation and communication technology (ICT) oriented pos-
sesses an influence on purchasing behaviour (Cham and Eas-
varalingam 2012; Cham et al. 2020; Sotiriadis and Van Zyl 
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2013). Specifically, in the food and beverage industry, Yor-
ganci (2020) found that eWOM has a significant and positive 
effect on purchase intention. Consequently, this study seeks 
to investigate the purchase intention of an innovative bever-
age, bubble tea, which is a modified tea product that has 
gained immense popularity in recent years across the world 
(Aji et al. 2020). E-commerce websites enable companies 
to provide higher efficiency and wider product selection to 
customers in comparison with the physical retail stores. The 
purchase nature of Malaysia considering the bubble tea is 
altering according to the spread of coronavirus during the 
end of 2019 and the entire 2020. However, as per prediction, 
the growth of the new bubble tea market will be induced 
with the revival of the economies across the world. Com-
bined with the rising interest of consumers in this innovative 
beverage and their eagerness to experiment with different 
flavours have a significant impact on the growth of the mar-
ket (Fortune Business Insights 2020). Furthermore, there are 
more than 100 brands of bubble tea in Malaysia (Aji et al. 
2020). Bubble tea market can also be segmented by type of 
tea such as black tea, green tea, oolong tea and white tea, it 
can as well be further differentiated by flavours such as origi-
nal, fruit flavour, chocolate flavour, coffee flavour and oth-
ers (Fortune Business Insights 2020). Thus, the bubble tea 
market is particularly competitive. The analysis of purchase 
intention, especially regarding the newly released flavour 
of bubble tea, will be critical to the practitioners because 
of the market growth opportunity and competitive nature of 
this market. On the other hand, consumers have restricted 
their movement from home to the physical store. They will 
rely more on eWOM. The consumer will likely search for 
information about the new bubble tea through online plat-
forms (Samoggia et al. 2020). The appropriate platform for 
eWOM is the social media websites. It is noticed that eWOM 
information has become more reliable and trustworthy due 
to the reduction in anonymity. The purchase intentions of 
consumers are influenced by conversations in social media 
that refer to brands (Samoggia et al. 2020). However, not 
all eWOM information has the potential in influencing the 
purchase intention of consumers.

There are various ways through which eWOM informa-
tion can arise in social media. People can be affected by 
the information from the communication platform which is 
computer-mediated through the central route and peripheral 
route (Erkan and Evan 2016). Information Adoption Model 
(Sussman and Siegal 2003) articulates the role of informa-
tion via four components, which comprise argument quality 
(a proxy for the central route), source credibility (a proxy for 
the peripheral route), information usefulness and informa-
tion adoption (Erkan and Evan 2016). The false informa-
tion shared to the consumer who adapts the previous review 
will result in the loss of purchase intention. The informa-
tion in social media is easy to access and the users may 

be anonymous. This causes the quality and credibility of 
the information on social media to be lost. Therefore, these 
two characteristics are critical to explaining the influence of 
eWOM information.

Moreover, the extent to which users believe that the 
information given on an online platform fulfils the require-
ments of their tasks is essential. When the consumers avail 
good information fit their tasks such as the search about the 
product like new bubble tea, it will impact their purchase 
intention. The application of information task-fit enables the 
visitors to lower specific but common task-oriented informa-
tion deficit (Hussain et al. 2018). Therefore, it also resolves 
task-oriented inquiries. For instance, a website that provides 
complete insight about a product, then it is referred to as 
having a good information task-fit (Istanbulluoglu 2017). 
Therefore, the good information task-fit with relation to new 
bubble tea on the online platform will help to influence the 
purchase intention of the consumers. Although several previ-
ous studies have been carried out to understand the impact 
of social media eWOM upon the purchase intention of con-
sumers, an in-depth analysis has not been done (Aji et al. 
2020; Lim et al. 2019). This study includes the importance 
of information task-fit to identify its influence on purchase 
intention of new flavoured bubble tea. Thus, this study fills 
the gap in the past research through the incorporation of 
information task-fit in the Information Acceptance Model 
(IACM).

In addition to the characteristics of eWOM information, 
consumers’ behaviours towards information in terms of the 
degree of favourable and unfavourable behaviour is also 
important to predict the consumers’ decisions. Ajzen (1991) 
defined it as an attitude, in which a positive attitude leads 
to a stronger willingness for an individual to perform the 
behaviour. Besides that, in the process of seeking informa-
tion from social media, people tend to select useful informa-
tion and adopt them. As a result, consumers would perceive 
the information as useful if the information acquired meets 
their needs. Thus, the need for information is another per-
spective of consumers’ behaviours to be considered in this 
study.

Nevertheless, if people perceive information as useful, 
they will tend to engage with the information (Erkan and 
Evan 2016). As a result, it is significant to investigate the 
relationship between information usefulness and the eWOM 
information characteristics, as well as consumers’ behav-
iours towards eWOM information. Information usefulness 
serves as the main predictor for information adoption (Suss-
man and Siegal 2003) and purchase intention (Lee and Koo 
2015). Therefore, this study aims to investigate the purchase 
intention of new flavoured bubble tea by combining the pre-
dictors from characteristics of information and consumers’ 
behaviours towards information through an indirect path 
of information usefulness and information adoption. This 
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study contributes to the literature of purchase intention by 
proposing the role of information task-fit in an Information 
Acceptance Model in the investigation.

Literature review and hypothesis 
development

Electronic word of mouth (eWOM) using social 
media

Drawing from its impact on influencing consumers’ pur-
chase intention, Electronic Word of Mouth (eWOM) on 
social media websites has drawn attention from various 
scholars (Iyengar et al. 2009; See-To and Ho 2014; Wal-
lace et al. 2009; Wang et al. 2012; Erkan and Evans 2018). 
Social media website is widely accepted as an appropri-
ate platform for eWOM by businesses (Canhoto and Clark 
2013; Erkan and Evans 2014, 2018; Kim et al. 2014; Toder-
Alon et al. 2014). Social media platform gains its popular-
ity among consumers for information seeking (Baird and 
Parasnis 2011; Naylor et al. 2012; Goodrich and de Mooij 
2014; Barreda et al. 2015; Schivinski and Dabrowski. 2016; 
Erkan and Evans 2018). Peer opinion and experience on the 
social media website has become one of the most useful 
information sources for the consumers, as compared to com-
pany-generated information (Brown et al. 2007; Mazzarol 
et al. 2007; Munnukka et al. 2015; Erkan and Evans 2018). 
Social media website allows Internet users to communicate 
with their networks, share their thoughts using written text, 
pictures or videos easily through forwarding post or shar-
ing them through other mobile applications (Kozinets et al. 
2010; Chu and Kim 2011; Moran and Muzellec 2017; Erkan 
and Evan 2016). WOM has always been considered as one 
of the most influential factors in affecting consumer deci-
sion-making. Similarly, the increased number of consumers 
sharing their thoughts on social media has made eWOM pos-
sess the ability to influence consumers’ purchase intentions 
(Cham et al. 2021; Daugherty and Hoffman 2014).

Social media website has successfully transformed 
consumers from passive observers to active participants 
(Riegner 2007; Chu and Kim 2011; Daugherty and Hoff-
man 2014). EWOM can be easily generated unintention-
ally, especially when consumers display their preferences 
to their network interaction with brands that are associ-
ated with posts such as liking, commenting, and post-
ing (Alboqami et al. 2015). Advertising information can 
also be posted and shared on brands official accounts via 
social media websites (Alboqami et al. 2015). In general, 
the content on social media websites can be generated by 
either marketer or consumer, and both can spread rapidly 
among users (Jansen et al. 2009; Wolny and Mueller 2013; 
Alboqami et al. 2015). It is noticeable that some content 

gets spread rapidly and reaches a wider range of consum-
ers, while some received inadequate reactions (Alboqami 
et al. 2015). This showed that the influence of information 
defers from one to another person where the same content 
may evoke different notions among receivers (Chaiken 
and Eagly 1976; Cheung et al. 2008; Erkan and Evans 
2018). Consumers who experience eWOM will compre-
hensively critique the information for adoption (Erkan and 
Evans 2016). Therefore, to better examine the intention 
of consumers’ adoption of information on a social media 
platform for decision-making in the purchase of new bub-
ble milk tea product, this study adopted the Information 
Acceptance Model (IACM) developed by Erkan and Evans 
(2016) with the extension of information task-fit.

Information acceptance model (IACM)

Information Acceptance Model (IACM) by Erkan and Evan 
(2016) is the extension of the Information Adoption Model 
(IAM) with the integration of Theory of Reasoned Action 
(TRA). The Information adoption model (IAM) was devel-
oped by Sussman and Siegal (2003) based on the dual-pro-
cess model of informational influence to understand how 
people internalised the information they received (Erkan 
and Evans 2016). IAM successfully narrowed the scope of 
the research information adoption process by integrating 
Technology Acceptance Model (TAM) with the Elabora-
tion Likelihood Model (ELM) which suggest that people 
can be affected by a message in two routes, namely, central, 
and peripheral (Erkan and Evans 2018). IAM is strongly 
applicable for eWOM studies as it explained the information 
on computer-mediated communication platforms (Cheung 
et al. 2008, 2009; Shu and Scott 2014; Erkan and Evans 
2016). Although IAM is the most commonly adopted model 
in the study, Erkan and Evans (2016) argued that the model 
focuses on the characteristics of information and the influ-
ence of eWOM on consumer purchase intention, depending 
on the consumers’ behaviour towards eWOM information. 
The argument was also in line with the review by Knoll 
(2015) where the review was conducted about advertising 
on social media. The integration of TRA and IAM formed 
IACM, it represents the behaviour of consumers towards 
eWOM information by expanding the notion of information 
adoption and explains the process of influencing behavioural 
intention (Erkan and Evans 2016). TRA assumes behaviour 
intention is decided based on attitude and subjective norm 
and it is frequently used by researchers in the study of the 
relationship between eWOM and purchase intention (Pren-
dergast et al. 2010; Cheung and Thadani 2012; Zhang et al. 
2014; Reichelt et al. 2014; Erkan and Evan 2016). IACM 
assumes that consumers who adopted eWOM information 
are more likely to develop purchase intention.
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Information adoption and information usefulness

Information adoption is shown in the process of individual 
behavioural intention through intentionally adopting infor-
mation (Cheung et al. 2008; Wang 2016). Social media has 
increased consumers’ sharing of information, opinion, and 
experience, which served as a good information source for 
persons who are seeking and adopting information when the 
information is found to satisfy the social media user’s need. 
Cheung and Thadani (2012) found that information adoption 
being one of the determinants affecting consumers’ purchase 
intention. Subsequent research by Torres et al. (2018) fur-
ther identified information adoption on social media tends 
to affect the purchase intention of an individual and there is 
a positive relationship between eWOM information adop-
tion and purchase intention. Therefore, this study anticipates 
a positive relationship between information adoption and 
purchase intention.

H1  EWOM information adoption is positively related to 
consumers’ purchase intention.

Information usefulness refers to new information that is 
informative by providing supporting thoughts to individu-
als’ perceptions in enhancing their performance (Bailey and 
Pearson 1983; Davis 1989; Cheung et al. 2008; Yeap et al. 
2014). Previous research considered information useful-
ness being the main predictor of information adoption and 
purchase intention (Davis 1989; Sussman and Siegal 2003; 
Erkan and Evans 2016). Chu and Kim (2011) highlighted 
that social media users who engage in a great amount of 
eWOM information tend to develop greater intention in 
information adoption when an adequate amount of infor-
mation is perceived to be useful (Arumugam 2016; Erkan 
and Evans 2016). Information adoption based on informa-
tion usefulness is highlighted by Liu and Zhang (2010) in 
the case of eWOM where information is obtained from 
other consumers who have prior experience in purchasing 
similar products. Research also shows a positive relation-
ship between information usefulness and purchase intention 
(Cheung 2014; Dachyar and Banjarnahor 2017). Thus, this 
study hypothesises that information usefulness is related to 
information adoption and purchase intention.

H2  EWOM information usefulness is positively related to 
eWOM information adoption.

Information quality

As information can be easily accessed by social media users, 
information quality and credibility have become more criti-
cal for consumers (Reichelt et al. 2014; Yoo et al. 2015; 
Erkan and Evans 2016). Information quality is defined as the 

strength of a persuading message in influencing consumers’ 
purchase intention (Park et al. 2007; Yeap et al. 2014). The 
concept of information quality is elemental with the dimen-
sion of accuracy, completeness, and timeliness in supply-
ing information that meets the expectations of information 
users (Kahn et al. 2002; Wicklund 2010). Park et al. (2007) 
discovered a strong positive relationship between informa-
tion quality and purchase intention; Erkan and Evans (2018) 
also found a similar relationship. Information quality being 
influential through eWOM have shown positive relation 
towards information usefulness, which indirectly impacted 
the purchase intention (Xue et al. 2018). Therefore, based on 
IACM, this research predicts the eWOM information quality 
is positively related to eWOM information usefulness.

H3  EWOM information quality is positively related to 
eWOM information usefulness.

Information credibility

Information credibility is the initial factor in the persuasion 
process of an individual and it is defined as a trustworthy 
source (Wathen and Burkell 2002). Information provided by 
highly credible sources are seen as valuable and they pro-
mote the transfer of knowledge, it is also the initial factor in 
the individual persuasion process (Erkan and Evans 2016). 
The credibility of information acts as the main determinant 
in consumers’ decision-making, and earlier researches have 
found a positive relationship between information credibility 
and consumer purchase intention, especially when the infor-
mation is found to be useful and adaptable (Park et al. 2007; 
Prendergast et al. 2010; Hui 2017; Torres et al. 2018). There-
fore, this research predicts that the credibility of information 
on eWOM is positively related to information usefulness.

H4  EWOM information credibility is positively related to 
eWOM information usefulness.

Information task‑fit

To achieve a positive impact on consumers’ experience, 
the information provided by marketers should meet the 
need of consumers’ needs (Tarkang et al. 2020). Dedeke 
(2016) highlighted information task-fit being the standard 
of consumers’ assessing the appropriateness of product 
information on a website. Later research also found a posi-
tive relationship between information task-fit and eWOM 
impact on purchase intention (Tarkang et al. 2020). When 
information on social media satisfied the need of the social 
media users, it is considered as information task-fit, in other 
words, the degree of informativeness, resourcefulness, and 
helpfulness of information influence consumers’ assessment 
of the usefulness of the information and their adoption of 
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the information (Loiacono et al. 2002; Pavlou et al. 2007). 
Therefore, this study projects information task-fit on eWOM 
is positively related to information usefulness and indirectly 
affected the information adoption that influence purchase 
intention.

H5  EWOM information task-fit is positively related to 
eWOM information usefulness.

Needs of information

A human being is known to process information and use 
them systematically on forming behaviour. This theory is 
proven by Fishbein and Ajzen (1975) in the development 
of the Theory of Reasoned Action (TRA). Studies have 
also shown that consumers behaviour in advice seeking and 
opinion seeking are the motivators for WOM engagement 
(Sundaram et al. 1998; Hennig-Thurau et al. 2004; Chu and 
Kim 2011; Wolny and Mueller 2013). Hoffman and Novak 
(1996) also pointed out that consumers engaged in website 
interactivity to obtain relevant information tend to decide on 
online purchases. It is predicted that there is a high likeli-
hood that consumers found information on social media to 
be useful and further adopting it, thus, this study anticipates 
the need for information on eWOM is positively related to 
information usefulness that indirectly stimulates purchase 
intention.

H6  Needs of eWOM information is positively related to 
eWOM information usefulness.

Attitude towards information

Consumer attitude is one of the determinants that many 
researchers had examined with regards to consumers pur-
chase intention and eWOM (Park et al. 2007; Prendergast 
et al. 2010). The Theory of Reasoned Action (TRA) (Fish-
bein and Ajzen 1975) reflects the relationship between atti-
tudes and behavioural intention, which later extended to the 
Theory of Planned Behaviour (TPB) by Ajzen (1991). Atti-
tude is formed through a person’s evaluation of his or her 
performing behaviour (Sheeran et al. 2002), while evalua-
tion is the cognitive assessment of information. Erkan and 
Evans (2016) verified the importance of consumer behaviour 
in determining the influence of eWOM information. There-
fore, this study hypothesises that attitude towards eWOM 
information is related to the usefulness of the information in 
evaluation, which also influences the consumers’ purchase 
intention.

H7  Attitude towards eWOM information is positively 
related to eWOM information usefulness.

Based on all the proposed hypotheses, the following 
research framework has been derived as shown in Fig. 1.

Methodology

Purposive sampling technique is used to select the respond-
ents of this study. The respondents of this study are the pur-
chasers of bubble tea drinks and who are also social media 
users. The minimum sample size of this study is 92. The 
sample size is calculated using G*Power statistical software, 
by applying 0.15 medium effect size of f2 and power of 0.80 
at 0.05 significance level. A self-administrated online ques-
tionnaire was distributed to the respondents in May 2020 for 
2 weeks, which was during the lockdown period of Malay-
sia. 222 sets of questionnaires had been used for data analy-
sis after screening for the questionnaires with straight-lining 
patterns. Partial least squares-structural equation modelling 
(PLS-SEM) was performed to analyse data collected using 
SmartPLS software. The assessments comprise assessment 
of measurement model and assessment of structural model. 
Harman single-factor test, which is a statistical remedy, was 
performed to identify potential common method bias. The 
total variance explained was 44.36% for a single-factor. The 
value is lower than the threshold value of 50%, which indi-
cated the absence of common method bias.

The questionnaire comprised three sections. Section A 
was the questions regarding the respondents’ profile such as 
gender, age and others. Section B was the questions related 
to Information Quality, Information Credibility, Needs of 
Information, Information Task-Fit, Attitude towards Infor-
mation, Information Usefulness and Information Adoption. 
The questions of Section C focussed on Purchase Intention. 
Reliable resources were used to design the measurements 

Attitude 
towards 

Information

Information 
Quality

Information 
Credibility

Needs of 
Information

Information 
Task-Fit

Information 
Usefulness

Information 
Adoption

Purchase 
Intention

H3

H4

H5

H6

H7

H2 H1

Fig. 1   Research framework
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of the variables: 4 items from Park et al (2007); and Erkan 
and Evans (2018) for information quality; 4 items from 
Prendergast et al (2010); and Erkan and Evans (2016) for 
information credibility; 4 items from Chu and Kim (2011); 
Gökerik et al. (2018); and Erkan and Evans (2016) for needs 
of information; 3 items from Dedeke (2016) for information 
task-fit; 3 items from Bailey and Pearson (1983); Cheung 
et al (2008); Erkan and Evans (2018); and Gökerik et al 
(2018) for information usefulness; 4 items from Cheung et al 
(2009); and Erkan and Evans (2018) for information adop-
tion; 3 items from Park et al (2007); and Erkan and Evans 
(2016) for attitude towards information; and 4 items from 
Coyle and Thorson (2001); and Erkan and Evans (2016) for 
purchasing intention. Each of the items was measured using 
a five-point Likert scale, where (1) indicated strongly disa-
gree, while (5) indicated strongly agree.

Results and findings

Based on Table 1, there was 40.5% of male respondents, 
while 59.5% was female respondents. The majority of the 
respondents were aged between 20 to 24 years (32.9%). Most 
of the respondents (35.6%) purchased three to four cups of 
bubble tea in a month. Most of the respondents spend more 
than 4 h on social media (43.2%).

The assessment of the measurement model includes the 
checking of convergent validity and discriminant valid-
ity. Based on Table 2, the results of the Average Variance 
Extracted (AVE) showed that all values for the variables are 
more than 0.5 and thus convergent reliability is achieved. 
The loadings for all indicators are more than 0.708, except 
PI4 with loading of 0.698. One item from information task-
fit (ITF3) and two items from information adoption (IA3 and 

IA4) are eliminated from the analysis due to the low loading 
values. Loading value of 0.5 is acceptable if the value of 
AVE exceeds 0.5 (Byrne 2016). As a result, indicator reli-
ability is achieved.

Table 3 presents the results of the Heterotrait-Monotrait 
(HTMT) Ratio of Correlations. All values are more than the 
threshold value of 0.85 (Kline 2015) and value one does not 
fall within the range of all the HTMT’s confidence intervals. 
Thus, discriminant validity is achieved.

The assessment of structural model includes the analysis 
for path coefficients and the results are presented in Table 4. 
Information adoption (β = 0.453, p < 0.01) is positively 
related to purchase intention, while information usefulness 
(β = 0.731, p < 0.01) has significant positive relationship 
with information adoption. Thus, H1 and H2 are supported. 
Information quality (β = 0.119, p < 0.05) and information 
credibility (β = 0.201, p < 0.01) are positively related to 
information usefulness. Therefore, H3 and H4 are supported. 
Information task-fit (β = 0.313, p < 0.01) show positive and 
significant relationship with information usefulness. As a 
result, H5 is supported. Needs of Information (β = − 0.079, 
p > 0.05) is not significantly related to information useful-
ness and the relationship is negative. Thus, H6 is not sup-
ported. Attitude towards information (β = 0.324, p < 0.01) 
show positive and significant relationship with information 
usefulness. Consequently, H7 is supported.

Table 5 summarises the effect size, coefficient of deter-
mination and predictive relevance of the model. Effect size 
(f2) is used to assess the impact of predictors on endoge-
nous variables. Information quality, information credibility, 
information task-fit and attitude possess a medium effect on 
information usefulness as the values are between 0.02 to 
0.15, while the effect of needs of information on informa-
tion usefulness is small as the value is less than 0.02. The 

Table 1   Demographics of the 
respondents

Demographic variables Category Frequency Percentage

Gender Male 90 40.5
Female 132 59.5

Age Below 20 years old 15 6.8
20–24 years old 73 32.9
25–29 years old 66 29.7
30–34 years old 36 16.2
35–39 years old 11 5.0
40 and above 21 9.5

Purchase of bubble tea in a month 1–2 cups 78 35.1
3–4 cups 79 35.6
5–6 cups 45 20.3
More than 6 cups 20 9.0

Social media daily use Less than one hour 31 14.0
1 to 4 h 95 42.8
More than 4 h 96 43.2
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Table 2   Convergent validity 
and reliability

Variables Items Loadings Composite reli-
ability

Average variance 
extracted (AVE)

Information quality (IQ) IQ1 0.813 0.894 0.678
IQ2 0.813
IQ3 0.843
IQ4 0.823

Information credibility (IC) IC1 0.736 0.882 0.653
IC2 0.823
IC3 0.830
IC4 0.839

Information task-fit (ITF) ITF1 0.877 0.888 0.798
ITF2 0.910

Needs of information (NI) NI1 0.850 0.903 0.699
NI2 0.836
NI3 0.832
NI4 0.825

Attitude towards information (ATT) ATT1 0.862 0.894 0.739
ATT2 0.887
ATT3 0.828

Information usefulness (IU) IU1 0.879 0.902 0.754
IU2 0.867
IU3 0.861

Information adoption (IA) IA1 0.919 0.910 0.835
IA2 0.908

Purchase intention (PI) PI1 0.880 0.905 0.707
PI2 0.893
PI3 0.876
PI4 0.698

Table 3   Heterotrait-Monotrait (HTMT) ratio of correlations

Values in brackets are the lower and upper limit for 95% confidence interval

ATT​ IA IC IQ ITF IU NI PI

ATT​
IA 0.856

(0.738, 0.957)
IC 0.810

(0.687, 0.912)
0.788 (0.675, 

0.884)
IQ 0.740

(0.601, 0.858)
0.762 (0.638, 

0.865)
0.855 (0.774, 

0.924)
ITF 0.848 (0.752, 

0.949)
0.805 (0.667, 

0.929)
0.874 (0.755, 

0.985)
0.850 (0.743, 

0.957)
IU 0.821 (0.696, 

0.918)
0.890 (0.812, 

0.967)
0.781 (0.670, 

0.872)
0.741 (0.640, 

0.829)
0.866 (0.767, 

0.962)
NI 0.832 (0.734, 

0.917)
0.764 0.624, 

0.878)
0.791 (0.647, 

0.900)
0.681 (0.522, 

0.813)
0.884 (0.805, 

0.963)
0.669 (0.528, 

0.794)
PI 0.628 (0.452, 

0.776)
0.543 (0.351, 

0.698)
0.625 (0.471, 

0.752)
0.548 (0.392, 

0.678)
0.700 (0.548, 

0.824)
0.513 (0.322, 

0.685)
0.613 

(0.436, 
0.759)
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impact of information usefulness on information adoption 
is substantial as the value is greater than 0.35. Information 
adoption shows a medium effect on purchase intention as the 
value is 0.259. The issues of collinearity were cross-checked 
via Variance Inflator Factor (VIF). The VIF values for all 
constructs were less than 5.0 and thus indicated that there 
were no collinearity issues (Hair et al. 2017). In terms of 
R2, 60.0% of the variations in information usefulness were 
explained by the explanatory variables. 53.4% of the vari-
ations in information adoption were explained by informa-
tion usefulness. 20.6% of the variations in purchase intention 
(such as in Wang and Yang 2008) were explained by infor-
mation adoption. All predictors exhibit predictive relevance 
for endogenous as all Q2 values are greater than zero.

The PLSpredict was performed to identify the predictive 
analysis of the model. The degree of predicting error of the 
information usefulness, information adoption and purchase 
intention is presented in Table 6. As all values of Q2

predict
 

were greater than zero, then a comparison between the PLS-
SEM model and the naïve linear regression (LM) model can 
be conducted. The root mean square error (RMSE) was used 
for the comparison. Medium predictive power can be found 
in the PLS-SEM model as the majority of the RMSE values 
of the PLS-SEM model were lower than the RMSE values 
of the LM model.

Discussion

This study reveals that information adoption is positively 
related to purchase intention, which is in line with the find-
ing of Erkan and Evans (2016). Therefore, the users who 
adopt the information in eWOM via social media are likely 
to form a purchase intention, in which the information has 
been exchanged among friends (Erkan and Evans 2018). The 
finding of the positive significant relationship between infor-
mation usefulness and information adoption is also consist-
ent with the finding of Erkan and Evans (2016). When the 

Table 4   Path coefficient and 
hypothesis testing

LL lower limit, UL upper limit at 95 and 99% confidence interval

Hypothesis Relationship Coefficient Standard 
deviation

t-value p values Interval estimate Supported

LL UL

H1 IA → PI 0.453 0.077 5.896 0.000 0.276 0.583 Yes
H2 IU → IA 0.731 0.040 18.134 0.000 0.639 0.798 Yes
H3 IQ → IU 0.119 0.058 2.048 0.041 0.004 0.228 Yes
H4 IC → IU 0.201 0.074 2.740 0.006 0.067 0.353 Yes
H5 ITF → IU 0.313 0.087 3.596 0.000 0.140 0.478 Yes
H6 NI → IU -0.079 0.094 0.841 0.400 -0.264 0.103 No
H7 ATT → IU 0.324 0.090 3.586 0.000 0.157 0.501 Yes

Table 5   Summary of effect size, coefficient of determination and pre-
dictive relevance

Assessments IU IA PI

Effect size (f2)
 ATT​ 0.107
 IA 0.259
 IC 0.036
 IQ 0.015
 ITF 0.090
 IU 1.146
 NI 0.006
 PI

Variance inflator factor (VIF)
 ATT​ 2.454
 IA 1.000
 IC 2.799
 IQ 2.384
 ITF 2.730
 IU 1.000
 NI 2.649
 PI

Coefficient of determination (R2) 0.600 0.534 0.206
Predictive relevance (Q2) 0.420 0.424 0.134

Table 6   PLSpredict assessment of variables

Items PLS-SEM LM PLS-SEM-LM

RMSE Q2
predict

RMSE RMSE

IA2 0.642 0.431 0.647 − 0.005
IA1 0.688 0.411 0.700 − 0.012
IU2 0.671 0.391 0.666 0.005
IU1 0.656 0.484 0.657 − 0.001
IU3 0.679 0.399 0.678 0.001
PI2 1.042 0.190 1.013 0.029
PI3 0.961 0.182 0.956 0.005
PI1 1.023 0.171 1.041 − 0.018
PI4 1.042 0.119 1.083 − 0.041
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users perceived that the eWOM information is useful, they 
will tend to engage in the eWOM information.

Information quality has a positive relationship with 
information usefulness, which is consistent with the find-
ings of Xue et al (2018). As the information via eWOM 
is achievable by the users, the quality of the information 
is the concern. Consumers find the information is useful 
if the information quality satisfies their demands. Informa-
tion creditability is also positively related to information 
usefulness. The finding is supported by the study of Park 
et al (2007). Therefore, the persuasion of consumers relies 
on credible information provided via eWOM. Transfer of 
knowledge is enabled if the information is achieved from a 
credible source and it turns into an initial factor in the indi-
vidual persuasion process (Erkan and Evans 2016).

Information task-fit is found to have a significant posi-
tive relationship with information usefulness. This finding 
is tallied with the result of Larsen et al (2009) that task-
technology fit affects the perceived usefulness of a system. 
If the eWOM information meets the tasks need of the users, 
the users will perceive the eWOM information as useful.

However, needs of information show an insignificant rela-
tionship with information usefulness. The result is incon-
sistent with the finding of Erkan and Evans (2016). This 
is because not all eWOM information is useful as the con-
sumers might only search for the relevant information about 
the new flavoured bubble tea that determines their purchase 
intention. Attitude towards information is also positively 
related to information usefulness. This is consistent with 
the finding of Wan and Shen (2015) that the relationship 
between attitude and perceived usefulness is significant. 
Therefore, the extent to which the users perceived the benefit 
in using the eWOM information contributes to the perceived 
usefulness of eWOM information.

Theoretical implications

Theoretically, this study contributes to the literature of 
purchase intention in the context of an innovative bever-
age, bubble tea, by incorporating the role of eWOM. The 
acceleration of online platforms leads to the significant role 
of eWOM in consumer decision-making behaviour (Cheng 
et al. 2019; Daowd et al. 2020). Therefore, this study uses 
Information Acceptance Model to identify the adoption of 
eWOM information in developing purchasing intention. 
Information usefulness, which is determined by information 
quality, information credibility, information task-fit, needs 
of information, and attitude towards information, is used to 
predict eWOM information adoption. Information task-fit, 
which measures the extent to which information on social 
media satisfied the need of the consumers, is introduced as 
one of the predictors of information usefulness.

Practical implications

The market of versatile teas with innovative bold flavours 
offers a wide range of products, which can be differentiated 
by the types of tea and flavours (Fortune Business Insights 
2020). Therefore, planning and strategize based on the devel-
opment of this market is critical for the practitioners due to 
the competitive nature of this market. EWOM has become 
meaningful due to the establishment of cyber technologies, 
in which the Integrated Marketing Communication (IMC) 
designed by the marketers rely on the online information adop-
tion behaviour (Hussain et al. 2018). This study reveals that the 
decision-making process of the purchase of the new flavoured 
product of the trendy beverage is connected to eWOM infor-
mation adoption. To enhance the purchase intention of the 
newly launched flavour of bubble tea, eWOM information is 
the key consideration for practitioners to enhance sales. The 
practitioners should enrich their marketing effort to boost the 
online reviews of their products as the adoption of eWOM 
information is relied on how consumers perceive the infor-
mation as useful. As the perspectives of eWOM information 
such as information quality, information credibility, informa-
tion task-fit and attitude towards information are the predictors 
of information usefulness, the practitioners should focus to 
improve the quality, credibility and relevancy of the online 
reviews for their new products. Regular monitoring of the 
online reviews can be used to achieve this objective. Alterna-
tively, businesses or practitioners can create virtual spaces on 
their websites enabling the consumers to leave comments and 
share opinions regarding the products and services (Vallejo 
et al. 2015). The information about the products that can form 
a positive attitude should also be taken into consideration by 
the practitioners. As a result, practitioners will gain greater 
control over their online reviews.

Limitations and future direction

This study focuses on the perception of consumers on the 
predictors that explain the information usefulness of eWOM. 
Quantitative variable such as the quantity of information is not 
included in the investigation of this study. Future research can 
include the influence of quantitative variables by using differ-
ent analysis methods such as regression analysis. In addition, 
cross country analysis also can be conducted to compare the 
perceptions of consumers in terms of eWOM information for 
different countries.
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Conclusion

This study investigates the influence of various eWOM 
information characteristics and consumers’ behaviours 
towards eWOM information on purchase intention via infor-
mation usefulness and information adoption. Different from 
the study of Erkan and Evans (2016), this study incorporates 
information task-fit in the Information Acceptance Model 
and it is found significant in determining the information 
usefulness. The role of information task-fit becomes momen-
tous during the period of pandemic as opposed to the finding 
of Dedeke (2016) who found that information task-fit was 
not relevant in explaining the purchase intention. The con-
sumers expect the eWOM information to meets their tasks 
need and, therefore, will perceive the eWOM information 
as useful. In addition, this study reveals that needs of infor-
mation do not relate to information usefulness during the 
period of pandemic, which is inconsistent with the finding 
of Erkan and Evans (2016) before the period of pandemic 
when needs of information are still relevant to determine 
purchase intention. Consumers can easily access bundles 
of eWOM information, but not all eWOM information is 
useful as the consumers might only search for the relevant 
information that shapes their purchase intention. Also, shop-
ping websites are more superior to social media before the 
pandemic, in which shopping websites are boosted by infor-
mation quantity, information readiness, detailed information 
and dedicated information (Erkan and Evans. 2018). The 
finding of this study discloses the importance of eWOM dur-
ing the pandemic and its role in predicting purchase inten-
tion. With the growing importance of eWOM in a business, 
understanding the characteristics of eWOM information and 
the way that consumers’ behaviours contribute to purchase 
intention is significant to the practitioners from the competi-
tive industry such as the food and beverage industry. This 
study contributes to the determination of critical predictors 
of eWOM information in determining the purchase intention 
during the pandemic.

Appendix

Variables Items Sources

Information qual-
ity (IQ)

IQ1 I think they have 
sufficient rea-
sons supporting 
the opinions

Park et al (2007) 
and Erkan and 
Evans (2018)

IQ2 I think they are 
objective

IQ3 I think they are 
understandable

IQ4 I think they are 
clear

Information cred-
ibility (IC)

IC1 I think they are 
convincing

Prendergast et al 
(2010) and Erkan 
and Evans (2016)IC2 I think they are 

strong
IC3 I think they are 

credible
IC4 I think they are 

accurate
Information task-

fit (ITF)
ITF1 I believe they are 

pretty much 
what I need to 
buy the bubble 
milk tea

Dedeke (2016)

ITF2 In my opin-
ion, they are 
adequately meet 
my information 
needs

Needs of informa-
tion (NI)

NI1 I like to apply 
them when I 
consider to

consume a new 
bubble milk tea 
flavour

Chu and Kim 
(2011), Gökerik 
et al. (2018) and 
Erkan and Evans 
(2016)

NI2 If I have little 
experience with 
a particular

bubble milk tea, I 
often use them

NI3 I usually refer 
them to choose 
best alternative 
for me

NI4 I frequently 
gather them 
before making a 
purchase
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Variables Items Sources

Attitude towards 
Information 
(ATT)

ATT1 I always read 
them when I 
buy a bubble 
milk tea

Park et al (2007) 
and Erkan and 
Evans (2016)

ATT2 They are helpful 
for my decision-
making

when I buy a bub-
ble milk tea

ATT3 They make me 
confident in 
purchasing a

bubble milk tea
Information use-

fulness (IU)
IU1 I think they are 

generally help-
ful

Bailey and Pearson 
(1983), Cheung 
et al. (2008), 
Erkan and Evans 
(2018) and Gök-
erik et al. (2018)

IU2 I think they are 
generally useful

IU3 I think they 
are generally 
informative

Information adop-
tion (IA)

IA1 They make easier 
for me to make 
consumption

decision

Cheung et al (2009) 
and Erkan and 
Evans (2018)

IA2 They enhance my 
effectiveness in 
making

consumption deci-
sion

Purchase intention 
(PI)

PI1 It is very likely 
that I will buy 
the new bubble 
milk tea flavour

Coyle and Thorson 
(2001) and Erkan 
and Evans (2016)

PI2 I will purchase 
the new bubble 
milk tea flavour 
next time when 
I want to con-
sume it

PI3 I will definitely 
try the new 
bubble milk tea 
flavour

PI4 I will recommend 
the new bubble 
milk tea flavour 
to my friends
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