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Abstract 
As social media continues to gain popularity, people are increasingly turning to various social 
media websites to engage with one another and exchange information. Consequently, the 
flow of information has shifted from a one-direction communication process to interactive 
communication in which people exchange and obtain information from various online 
platforms. The primary purpose of this study is to examine the mediating effect of information 
adoption on the relationship between information credibility and purchase intention. An 
online questionnaire was used to collect data. The questionnaire was made available to 
respondents by sharing a link to a Google Form across several social media sites, including 
Facebook, Telegram, and WhatsApp. Responses from 384 respondents were used for further 
analysis. The results revealed that information credibility significantly influenced information 
adoption, and information adoption significantly influenced purchase intention. Further, 
information adoption partially mediated the relationship between information credibility and 
purchase intention. Results of the study imply that social media influencers must provide 
credible information to convince customers to adopt the information, thus influencing their 
purchase intention. 
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Introduction 

As a direct result of the increase in internet usage and development of new 
technologies, consumers are being flooded with an overwhelming amount of information 
regarding the goods and services available in the marketplace. Due to the proliferation of 
online discussions that have been made possible by the internet, consumers can now share 
information with a vast number of people within a short amount of time. Consumers’ 
feedback is considered to be a part of user-generated content. Consumers publish their 
experiences on the internet so that others, including prospective purchasers, can read about 
and gain knowledge from those encounters (Bahtar & Muda, 2016). With the growth of social 
media, consumers are increasingly turning to social media websites to communicate with one 

 


