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Abstract. Electronic word of mouth (eWOM) plays an important part in our
everyday life. eWOM communications have been shown to affect the adoption
of information, thus affecting the information seeker’s decision-making. ldenti-
fying and studying how motivations to seek eWOM affect information adoption
can prove beneficial in aiding new product, services and, in general, technology
strategy development and adoption. This research aims at developing a model
to investigate how certain specific motivations may affect the adoption of in-
formation sought through eWOM. This paper develops a set of hypotheses to
help evaluate how motivations affect the information seeker’s adoption of the
information sought, based on the moderating effect of gender. The paper im-
proves on the knowledge of factors affecting information adoption and the im-
pact of gender, and thus help advance our understanding of consumer behaviour
online and information processing. Future empirical research will test the pro-
posed hypotheses to advance our understanding of the role of motivations when
seeking eWOM information.
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1 Introduction

Consumers face difficulties when making online purchase decision due to limited
information about the products/services provided by sellers [1]. Thus, more consum-
ers use electronic word of mouth communications in their decision making process.
eWOM is defined by Ismagilova, Dwivedi, Slade and Williams [2] as “the dynam-
ic and ongoing information exchange process between potential, actual or former
consumers regarding a product, service, brand or company, which is available to a
multitude of people and institutions via the Internet” (p.18). eWOM communications
have significant impact on consumers and their behavior and it has received much
attention from researchers. It was found that eWOM can affect individuals’ infor-
mation adoption [3, 4] which could influence attitude towards product or services [5,
6], intention to purchase [7, 8] and result in sales [9, 10]. It is therefore important to



investigate consequences and factors affecting information adoption, as it will ad-
vance understanding of consumer behaviour.

The majority of studies investigated factors affecting consumers’ information
adoption, such as source credibility [3] and quality [11] of the message, to name but a
few. However, there is a lack of research and evidence of how motivations to receive
eWOM communications can influence information adoption. Previous research found
that motivations to receive eWOM can influence intention to buy, intention to engage
in eWOM and frequency to platform visits [12]. Nevertheless, the influence of con-
sumers’ motivations - to receive eWOM - on information adoption has not been stud-
ies by previous research. It is important to know the factors affecting information
adoption, as it will help advance the understanding of consumer behavior and serve
marketers in their endeavors to develop strategies to influence consumers’ purchase
decision in turn influencing the level of sales. Thus, the aim of this research is to
investigate how motivations to receive eWOM will influence information adoption by
developing a conceptual model to advance the understanding of information pro-
cessing.

The rest of the paper is structured as follows. Next section explores the key litera-
ture on information adoption and motivations to receive eWOM communication. The
subsequent section introduces the conceptual model and presents the related hypothe-
ses. Finally, the paper is concluded and directions for future research are outlined.

2 Literature Review

Information adoption is the extent to which people accept and use eWOM communi-
cation in making purchase decisions [3, 13]. Studies on eWOM communications in-
vestigated that eWOM communications can influence information adoption [14-16].
Scholars identified different factors which can affect information adoption, such as
source credibility, argument strength, information comprehensiveness, information
consistency, quality, source attractiveness, homophily and valence [11, 15-18]. How-
ever, none of the studies investigated how motivations to seek eWOM communication
can affect information adoption.

Researchers identified several main motivations for consumers to seek eWOM
communications, such as risk reduction, social approval, reduction of search time and
effort, getting product (usage) information and social interaction benefits [6, 19-21]. It
was found by previous studies that motivations to receive eWOM communications
affect consumer behaviour [12, 20], for example, consumers’ intention to buy and
communication behaviour resulting in frequency of platforms visits and number of
comments.

Studies on eWOM communication call for further examination of the impact of
motivations to receive eWOM communications on consumer’s behaviour [20]. As a
result, this paper focuses on the effect of specific motivations to receive eWOM
communications on information adoption. This has not been researched before; shed-
ding some light on the relationships investigated will help to enhance the theory of
information processing.



3 Development of the Conceptual model

This section introduces and discusses each of the constructs of the proposed research
model. The proposed conceptual model is based on Hennig-Thurau, Walsh and Walsh
[20] framework of motivations to receive eWOM and proposes that motivations influ-
ence information adoption and are moderated by gender.
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Figure 1 Proposed Research Model

3.1  Getting product (usage) information

According to Hennig-Thurau, Walsh and Walsh [20] people seek eWOM information
in order to get product-related information. Due to the fact that eWOM is provided by
people who bought and used the product, receivers of information find it more rele-
vant in comparison with information provided by companies. Individuals can obtain
information about new products and services, solve problems associated with using
products/services and learn how to consume the products [23]. Since it was found by
previous studies that motivations to seek eWOM can results on consumer’s behavior,
the following is proposed:

H1: Getting product (usage) information has a positive effect on consumer’s in-
formation adoption.



3.2 Reduction of search time and effort

Nowadays consumers are faced with a high volume of available information online
and a wide range of available products and services. Consumers might, as such, expe-
rience difficulties in knowing all the alternatives available to them [24]. eWOM
communications can help consumers get the needed buying-related information with a
reduction of time on search activities. Researchers investigated that reduction of
search time and effort motivates people to receive information using eWOM commu-
nications and can influence their behaviour online [6, 20, 25]. As a result, it is pro-
posed that:

H2: Reduction of search time and effort has a positive effect on consumer’s infor-
mation adoption.

3.3 Risk reduction

Consumers rely on eWOM communications to minimise the perceived risk associated
to making buying decisions [19]. eWOM communications provide individuals with
clarification and feedback opportunities and minimise uncertainty before buying and
using particular products or services [26]. Researchers found that risk reduction is one
of the main motivations for people to receive eWOM communications and that risk
reduction also influences consumers’ online behaviour [6, 20, 27, 28]. Thus, the fol-
lowing hypothesis is proposed:
H3: Risk reduction has a positive effect on consumer’s information adoption.

3.4  Social interaction benefits

Previous studies found that social interaction benefit motivates people to seek eWOM
communications, as individuals can participate in other consumers’ shopping experi-
ence and derive a sense of belonging to an online community [20, 21, 28]. Further-
more, it was found that social interaction benefits influence online behaviour [20].
Thus, the following it proposed:

H4: Social interaction benefit has a positive effect on consumer’s information
adoption.

3.5  Social approval

Consumers have a motivation to seek information through eWOM communications to
buy products or services accepted by other individuals. Additionally, by using eWOM
communications consumers can become aware of a social image of a product or a
service, as well as compare their thoughts and opinions about them with other indi-
viduals [20, 24]. Researchers on eWOM communications found that social approval
plays an important role for people’s motivation to look for eWOM of others on Inter-
net [6, 20, 29]. Studies found that social approval can influence consumers’ behaviour
on Internet [6, 20]. As a result, it is proposed that:
H5: Social approval has a positive effect on consumer’s information adoption.



3.6 Gender

Number of studies found that there are gender differences in internet use [30] and
information processing [6, 31, 32]. For example, Bem [31] investigated that men and
women use different cognitive attributes for information encoding and problem-
solving. Another study conducted by Meyers-Levy [32] found that men focus on con-
crete, objective cues such as form and physical attributes, while women pay more
attention to the message content and react to more subtle cues in messages. Kim,
Mattila and Baloglu [6] found that men and women have different motivations to seek
eWOM communications. So, based on the previous studies the following hypothesis
is proposed:

H6: Gender has a moderating effect on the impact of motivations to seek eWOM
on information adoption

4 Conclusion

This study aims to develop a conceptual research model in order to examine how
motivations to receive eWOM communication affect information adoption based on
moderating effect of gender. Through the application of the framework proposed by
Hennig-Thurau, Walsh and Walsh [20] this study developed a set of hypotheses
which aim to examine how consumer’s motivation to receive eWOM influence their
information adoption as well as the role gender plays in it. Studying the influence of
motivations on information adoption has important implications for both theory and
practice. It will improve current state of knowledge of factors affecting information
adoption and the impact of gender, which will advance theory of information pro-
cessing. Thus, it will help researchers to advance the knowledge and understanding of
consumer behaviour online. Marketers can use this study to develop better marketing
strategies to influence information adoption, which will influence consumers purchase
decisions, ultimately resulting in increased sales [33].

The next steps to be undertaken in order to validate the proposed hypotheses will
be to collect information online using questionnaires and to apply structural equation
modelling to analyse the collected data using the IBM® SPSS® Amos software.
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