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Abstract  

 

This research investigates the perceived value of advertising message towards Gen Y with regards to 

the extent of perceived informativeness, perceived credibility and perceived entertainment of 
advertising message in indicating their behavioral intention. 300 Gen Y in Malaysia (respondents who 

are in the ages between 15 and 34 in 2020) were conveniently recruited to involve in the data collection 

of this research. They were recruited because they are the largest age group that largely exposed to the 
advertising in Malaysia and they are also potential customers in the future. All collected data were 

scientifically analyzed using SPSS particularly using the Multiple Linear Regression Analysis to test 

the relationship between variables and to find out the strengths of every connection of variables. On top 
of that, the objective of this research is aimed to identify the most significant factor that influences 

consumers' purchase intention. Interestingly, the results show evidence on the positive relationship 

between the perceived value of advertising message and consumers' purchase intention which as 

predicted and supported by various studies. In summary, all the findings in this research can be 
summarized as, all the three variables that include perceived informativeness, perceived credibility and 

perceived entertainment of advertisement messages are positively associated with Gen Y's purchase 

intention in Malaysia. Among the three factors, the perceived entertainment of advertising messages is 
the most significant driver that influenced Gen Y's behavioral intention. In conclusion, all research 

objectives and research questions were achieved and answered throughout this study. 

 

Keywords: advertising messages, Gen Y, perceived informativeness, perceived credibility, perceived 
entertainment, purchase intention 

 

 

1. INTRODUCTION  

 

In the modern society of today, people are bombarded with advertisements in their daily life through 

direct and indirect advertising. Kotler and Armstrong (2005) describes that advertising is a means of 
informing, delivering and communicating essential information by a non-personal form of promotion 

through two major channels which is traditional media and digital media. In order to compete to get 

audiences’ attention, many companies and brands spent heavily on advertising to promote their products 

and reach specific target segments through various medium, since advertising is an important way for 
the organizations to create awareness, boost sales and increase profits (Fennis & Stroebe, 2010). 

According to Zenith’s Advertising Expenditure Forecasts by MCMC in 2018, Malaysia’s advertising 

expenditures is estimated with a 3 percent growth compared to the previous year and predicted to reach 
RM7.37 billion in 2017. This statistical result reflects that the importance of advertising towards the 

consumer market and business units, however, some of the companies are not efficient in their 

advertising process even though they invest heavily in advertising and in return, the results did not meet 
their expectations. Ducoffe (1995) stated that the value of advertising serves as a key determinant of 

consumer response. The objective of advertising is a specific communication task as the messages can 

be informative, persuasive, comparative and reminder towards the audiences. Even though there have 

numerous researchers have already studied and examined the effectiveness of advertising and how they 
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attract consumers by influencing their awareness, attitudes and shaping their buying behaviour (Arshad 

& Aslam, 2015; Bruce, Foutz, & Kolsarici, 2012), but the problem is those existing studies did not 

investigate more on how consumers assess the value of advertising, how they inspired by the 
advertisement and intend to purchase the product immediately or in the nearer future as in the market 

trend today are forwarded into consumers orientation as well as customers satisfaction. 

 

Gen Y is the future customers and also, they are more value-oriented as they are willing to put more 
efforts in searching information and evaluating alternatives for the products or services that they want 

with the overall best value in the market (Noble & Noble, 2000). Thus, it is important to understand 

their perceptions and how they assess the value of advertising, in order to give marketers an insight to 
create superior advertisement by taking the consideration of Gen Y’ knowledges and perceptions are 

vary from one to one as every individual is grown and came from different society. According to a 

report of Pew Research Center (2010), the attention span of Gen Y is low compared to other age groups 
since they are more likely to switch attention. Therefore, understanding the way Gen Y’ assess the value 

of advertisement is imperative to benefit in further implementation of precise advertising strategy, in 

turn, to capture their attention. Moreover, Dyer (2008) asserted that the advertisement as 

communication exchange, which is passing the value between parties, thence, those researches should 
not only look from the perspective of marketers but also the value of communications transactions in 

consumers’ point of view. In a result, this research is to carry out the significance of the knowledge of 

marketers in order to have a throughout understanding on consumers’ perceived value of advertisement 
and gain insight among Gen Y in Malaysia as they are largely exposed to the advertising compared to 

other age groups 

 
1.1 Research objectives 

 
Parallel to the mobile phone industry, the practice of marketing also continues to evolve with time hence 
traditional marketing strategies might not be effective as it used to be. This study instead suggests to 

adoption of word of mouth (WOM) as a suitable alternative strategy to market mobile phones. In a 

survey on WOM, Marketing Association and American Marketing Association reported that 64% of 
marketers found WOM marketing more effective than traditional marketing (Asada & Yong, 2016). 

Nevertheless, studies that are dedicated to examine how WOM impact consumer’s purchasing intention 

are lacking even though there are studies on the relationship of WOM and consumer behaviour (e.g. 
Lovett, Peres, & Shachar, 2013; Maxham, 2001; Van Vaerenbergh, Lariviere, & Vermeir, 2012). Such 

impact is more obscure towards the elderly’s intent to purchase. Furthermore, Fung & Carstensen 

(2003), Tongren (1988) and Wolfe (2005) concluded that preferential difference towards advertising 

strategies between the older and younger population exists. It is thus imperative to study emerging 
marketing strategy such as WOM in order to cater the purchase intention of older population. Asada & 

Yong (2016) recommended that such study should emphasis on factors that determine the impact of 

WOM. In particular, the tie strength between sender and recipient should be included as a moderating 
variable as its inclusion would further shed light on the relationship of WOM and consumer behaviour 

(Baker, Donthu, & Kumar, 2016; Wang, Yu, & Wei, 2012). In this study, the impact of WOM towards 

the intention to purchase mobile phones among older consumers is examined. The study will also 
examine the role of tie strength in moderating the relationship between WOM and purchasing intention 

of the elderly. 

 

2. LITERATURE REVIEW AND HYPOTHESES 

 
This study adopts theory of reasoned action and complements it with Aristotle’s rhetoric theory. 

Kennedy (2006) explained that theory of reasoned action concerns the impact of subjective norm 
towards purchasing intention. Hence, consumer’s intent to purchase can be impacted by WOM though 

the degree of impact is dependent on others’ opinion that the consumer value. Meanwhile, Aristotle’s 

rhetoric theory already concerns the impact of WOM on consumer’s purchase intention. Sweeney, 
Soutar & Mozzarol (2012) however emphasised that Aristotle’s rhetoric theory is more focus on the 

quality of message delivered through WOM. Besides that, another theory is integrated into the study’s 
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theoretical framework since this study involves the purchasing intention of older consumers. The 

theory; selective optimisation with compensation (SOC) was developed by Paul B. Baltes and Margret 

M. Baltes. Johnson & Mutchler (2013) explained that SOC concerns life choices made by strategizing 
to select available outcome according to their chronological age and in return optimising personal 

enjoyment while compensating circumstances caused by old age. 

 
2.1 Older Consumers’ Purchase Intention 

 

Chang & Wildt (1994) and Spears & Singh (2004) defined purchase intention as the tendency of 
personal action towards a certain brand. The intent to purchase however can be influenced by others. 

Tsai, Chin & Chen (2010) clarified that others’ influence whether intentional or not, affect consumer 

behaviour as consumers are inclined to trust those important to them. Today’s older population act upon 

their purchasing intent when there are possible beneficial gained from the purchase (Szimigin & 
Carrigan, 2001). Most elderly nonetheless have difficulties to fully comprehend technological products 

such as mobile phones due to their decreased cognitive abilities. They are often labelled as ‘late comers’ 

in adopting new technologies compared to the younger population though recent studies suggest that 
the label might not reflect reality. The elderly is prone to adopt technological innovation that ease daily 

life transaction such as electronic fund transfer. The elderly also is more persuaded by advertising 

messages that provokes their emotions rather than informative and rational ones (Williams & Drolet, 

2005). Older consumers therefore act upon their purchasing intention once they have considered their 
ulterior objectives, cognitive abilities and the personal gain from such purchase.          

 

2.2 Source Credibility: Expertise and Trustworthiness 
 

The content of WOM messages are more credible if the delivery is made by an expert. Yoon, Kim & 

Kim (1998) regard someone as an expert when they can make correct assertions. Determining whether 

someone possess the expertise required nevertheless remain subjective. Gotlieb & Sarel (1991) and 
Sweeney, Soutar & Mazzarol (2014) determine someone possessing a high degree of expertise based 

on their knowledge and competency. Meanwhile, Schiffman, O’Cass, Paladino & Carlson (2013) 

considers their occupation and social training in regarding someone as an expert. Experts thus are 
deemed to know about a product better than others and their WOM messages are perceived useful in 

consumers’ purchasing deliberation. Such expertise holds more weight in product adoption as the 

purchase intention involved risks that are unfamiliar to the consumer (Lim & Chung, 2014). Hence, the 

possibility that consumers regard WOM messages come from a credible source is likely. Ohanian 
(1990a) though emphasized that acceptance of the message content is reliant on how much trust the 

recipient has towards the sender. Trustworthiness implies the confidence level of the consumer that the 

information delivered are honest, sincere, fair and honourable (Chu & Kamal, 2008; Ohanian, 1990b 
and Priester & Petty, 2003). Any instances that might jeopardize consumer’s confidence should be 

avoided. Expertise and trustworthiness therefore could sway consumer’s perception on the credibility 

of WOM messages and subsequently influence the impact towards consumers’ purchase intention. The 
following are the hypothesized relationships between source credibility and purchase intention.  

 

H1a: The expertise of word of mouth source is positively related to older consumers’ purchase 

intention toward mobile phone.  
 

H1b: The trustworthiness of word of mouth source is positively related to the older consumers’ 

purchase intention toward mobile phone. 
. 

2.3 Word of Mouth (WOM) Message: Richness and Advocacy 

 

Valence in relation to the influence of WOM message according to Anderson (1998) vary as positive 
WOM are related to pleasant experiences while negative WOM are related to unpleasant experiences. 

Such influence is affected by content richness and advocacy strength of the message delivered by 

WOM. Sweeney et al. (2012) described the richness of message content as the depth which the message 
is considered as informative to the recipient while the strength of advocacy is how strong of an impact 
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is perceived when the message is delivered. The delivery of WOM message can be through several 

mean of communication in writing and verbally. The richest mean however is face to face 

communication as it enables direct message delivery through two-way communication (Daft, Lengel & 
Trevino, 1987). In terms of advertising, narrative message regarding product information is considered 

to be the best option by Adaval & Wyerjr (1998), Padgett & Allen (1997) and Phillips & McQuarrie 

(2010). The message delivered through this sort of WOM communication are more persuasive as it is 

based on actual fact instead of fabricated by the sender. WOM persuasiveness are influence by how the 
message is delivered to recipients. Sweeney, Soutar & Mazzarol (2008) asserted that WOM message 

that are delivered with strength and enthusiasm are more significantly perceived by both the sender and 

recipient. The delivery of WOM messages nonetheless mostly involves non-verbal communication such 
as body language and vocal tone (Gabbott & Hogg, 2000; Sweeney et al., 2008 and Fromkin, Rodman 

& Hyams, 2013). The non-verbal communication further influences the elderly’s purchase intention as 

they prioritize fulfilling emotional social goals due to their perceived limited time. The following are 
the hypothesized relationships between WOM message and purchase intention.  

  

H2a: The richness of WOM message content is positively related to older consumers’ purchase 

intention toward mobile phone. 
 

H2b: The strength of advocacy of WOM is positively related to older consumers’ purchase intention 

on mobile phone. 
 

2.4 Tie Strength as Moderator  

 

Brown & Reingen (1987) revealed that messages delivered through WOM communication all involved 
social relationships. Specifically, the relationship is between the message sender and information 

recipient. In this study, the tie strength of such relationship is looked at according to Baker et al. (2016)’s 

classification of strong ties and weak ties. Strong ties imply that the relationship is significant whereby 
it involves frequent interaction with those close to the message recipient such as friends and family. 

Baker et al. (2016) deemed that WOM message from strong ties possesses higher degree of trust as the 

message source is more credible. Strong ties also have greater influence on recipient behaviour as the 
frequency and perceived importance of social interaction subsequently impact consumer’s purchase 

intention (Bansal & Voyer, 2000 and Chu & Kim, 2011). Meanwhile, weak ties imply that the 

relationship is non-significant whereby it involves less frequent interaction with acquaintances or 

strangers. Weak ties nevertheless have a role in information dissemination as any delivered information 
is considered novel despite its infrequent interaction and untrusted sources. The following are the 

hypothesized relationships between tie strength and purchase intention.    

        
H3a: Tie strength is positively moderate the relationship between expertise of WOM source and older 

consumers’ purchase intention. 

 
H3b: Tie strength is positively moderate the relationship between trustworthiness of WOM source and 

older consumers’ purchase intention. 

 

H3c: Tie strength is positively moderate the relationship between richness of message content of WOM 
and older consumers’ purchase intention. 

 

H3d: Tie strength is positively moderate the relationship between strength of advocacy of WOM and 
older consumers’ purchase intention. 

 

3. METHODOLOGY  

 
Since this study is quantitative in nature, empirical data is collected from a questionnaire survey 

involving 180 respondents. All the questions posed were pilot tested and structured under 6 different 

categories: purchase intention, sender’s expertise, sender’s trustworthiness, richness of message, 
strength of advocacy and tie strength. The questionnaire uses a 7-point Likert scale to quantify feedback 
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given by respondents. The targeted respondents consist of the older population who have or intent to 

purchase mobile phones. They were approached through simple random sampling. This type of 

sampling according to Kumar, Talib & Ramayah (2013) enable potential respondents to be drawn from 
the targeted population on an equal basis of opportunity. The study defines the older population as those 

aged 50 years old and above (Yoon, Laurent, Fung, Gonzalez, Gutchess, Hedden, Lambert-Pandraud, 

Mather, Park, Peters & Skurnik, 2005). The study scope was limited to Klang Valley. Sumarjan, Mohd, 

Mohd, Zurinawati, Mohd, Saiful, Artinah, Bakhtiar, Hafiz & Hanafiah (2013) reckoned the area is 
among the rapid growing metropolitan cities in Malaysia with approximately 7.2 Million residents. The 

demographic layout was an ideal area of study considering the time and financial constraints. Once data 

collection is completed, feedback from the questionnaire survey is compiled and analyzed using IBM 
Statistical Package for the Social Science (SPSS) software version 21.0. SPSS in this study ensures 

reliability and validity of the collected data. The overall process of data analysis involves descriptive 

statistics, reliability analysis, bivariate correlation analysis, multiple regression analysis and moderation 
test.  

 

3.1 Theoretical Framework 
 

Based on the previous literatures’ discussion, the following theoretical framework is developed against 
the hypotheses which assumed the potential effect and influence of the four direct variables which are 

sender’s expertise, sender’s trustworthiness, richness of message, strength of advocacy and one 

moderating variable which is tie strength on the older consumers’ intention to purchase mobile phone. 

 

 
Figure 1 Theoretical Framework 

3.2 Measurements and Reliability Analysis 
 

The reliability analysis was carried out to assess the reliability of data collected in this study. Results from the 

analysis indicate that all the study’s variables can be accepted as a Cronbach’s Alpha of a minimum 0.7 is 

considered reliable by Meyers, Gamst & Guarino (2013). As shown in Table 1, the range for Cronbach’s Alpha 

of each variable is between 0.841 to 0.929.  Purchase intention has a reliability amount 0.929, source of expertise 
of word of mouth valued 0.841 and word of mouth source trustworthiness Cronbach’s Alpha value is 0.891. As 

for the richness of message sent and received from word of mouth message has a high reliability value which is 

0.923 while the strengths of the message content sent and received from the word of mouth is 0.911. Lastly, the 

moderator for this study which is the tie strength has a reliability value of 0.915. All variables have a high 

reliability value which considered good and reliable to be scientifically tested in detail using scientific research 

tool as mentioned before. 

 



 

 
 

“Excavate” The Impact of Word of Mouth Towards the Intention to Purchase Mobile 

Phone Among Older Consumers 
 

Retrieval Number: XXXXXXX 

 
6 

The questionnaire designed for this study consist of series of questions which were developed from the credible 
past researchers. There are five items were adopted from the past researchers to measure purchase intention 

(dependent variable), four items were adopted to measure the linkage between source’s expertise and older 

consumers’ purchase intention. The source’s trustworthiness was measured using five items adopted from the 

existing researchers while three items consecutively were adopted to measure richness of message content and the 

strength of message delivery. Finally, the moderator variable which is tie strength was measured using five items 

which also adopted from the past studies. Table 1 summarize the reliability values of each and every variable as 

well as the number of items used for this study. 

 

Table 1 Results for Reliability Analysis 

Variables 
Cronbach’s 

Alpha 

Number of 

Items 

Purchase intention 0.929 5 

Source’s expertise 0.841 4 

Source’s trustworthiness 0.891 5 

Richness of message 

content 

0.923 3 

Strength of message 

delivery 

0.911 3 

Tie Strength 0.915 5 

4. RESULTS 

 
4.1 Bivariate Correlation Analysis 

 

Table 2: Results for Bivariate Correlation Analysis 

 
Pearson correlation is used to assess the correlation of relationship between the study’s variables. Taylor 

(1990) considers the correlation efficiency of r ≤ 0.35 as weak or low correlation, 0.36 to 0.67 as 

moderate or modest correlation and 0.68 to 1.0 as high or strong correlation. Results from the analysis 
as shown in Table 2 implies that the relationship between source’s expertise and purchase intention, 

source’s trustworthiness and purchase intention and richness of message content and purchase intention 

is moderate positive while the relationship between strength of message delivery and purchase intention 

is weak positive. Despite the difference in Pearson correlation, the value of Sig. (2 tailed) for all 
variables is 0.000 which imply that there is a statistically significant correlation between variables at p-

value of less than 0.01 

 
4.2 Multiple Regression Analysis 

 

Table 3: Results for Results for Multi Linear Regression Analysis 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients t Sig. 

B Std. Error Beta 

(Constant) -.226 .401  -.563 .574 

Expertise .483 .121 .368 3.996 .000 

Trustworthiness .308 .156 .236 1.975 .050 

Richness of message content .307 .137 .249 2.240 .026 

 Source’s 

Expertise 

Source’s 

Trustworthiness 

Richness of 

Message 

Content 

Strength Of 

Message 

Delivery 

Pearson Correlation 

Purchase Intention Sig. (2-tailed) 

N 

.639** 

.000 

180 

.643** 

.000 

180 

.582 

.000 

180 

.314 

.000 

180 
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Strength of advocacy -.195 .084 -.173 -2.313 .022 

 

Results from the analysis is summarized in Table 3. The value of Beta (β) for expertise, trustworthiness, 

richness of message content and strength of advocacy implies that the source’s expertise has the most 
impact on the purchasing intention among older consumers. Meanwhile, the t-statistics indicate that the 

relationship between variables are supported at a confidence interval of t > 1.960 (2-tailed). The results 

also indicated the significant level of p-value of less than 1% for expertise (0.000) or 5% for 
trustworthiness (0.050), richness of message content (0.026) and strength of advocacy (0.022). These 

imply that the proposed hypotheses; the expertise of WOM source is positively related to consumers’ 

purchase intention (H1a), the trustworthiness of WOM source is positively related to consumers’ 

purchase intention (H1b), the richness of WOM message content is positively related to consumers’ 
purchase intention (H2a) and the strength of advocacy of WOM message is positively related to 

consumers’ purchase intention (H2b), are supported. 

 
4.3 Moderation Test Analysis 
 

Table 4a: Results for Moderation Analysis (H3a) 

R R-sq MSE F df1 df2 p 

.6429 .4133 1.1701 41.3321 3.0000 176.0000 .0000 

 

 

Table 4b: Results for Moderation Analysis (H3a) 

Model Coefficient SE t p 

Constant .6371 .7333 .8688 .3861 

Tie Strength -.2156 .2173 -.9924 .3224 

Expertise .8128 .1724 4.7147 .0000 

int_1 .0273 .0420 .6512 .5158 
 

 

Table 4c: Results for Moderation Analysis (H3a) 

 R2-chng F df1 df2 p 

int_1 .0014 .4240 1.0000 176.0000 .5158 

 

Results from the analysis shown in Table 4a indicate that it is a significant model between H3a variables. 
The results also indicated that 41.33% of the variables are being explained. Results from the analysis 

shown in Table 4b give indication of tie strength as moderating factor between source’s expertise and 

purchase intention. The results imply that there is a modest relationship between the variables. The p-

value was not statistically significant for tie strength at significant level of 5% and the interaction 
between tie strength and source’s expertise at significant level of 5% whilst the p-value was statistically 

significant for source’s expertise at significant level of 1%. Results from the analysis shown in Table 

4c indicate that there is no significant change when the moderation variable; tie strength is added into 
the regression analysis. The results also indicate that the p-value of the interaction between moderator 

or tie strength and predictor variable or source’s expertise is not statistically significant as p > 0.05. 

This imply that the proposed hypothesis; tie strength positively moderates the relationship between 
expertise of WOM source and older consumers’ purchase intention is not supported.   

 
Table 5a: Results for Moderation Analysis (H3b) 

R R-sq MSE F df1 df2 p 

.6503 .4229 1.1511 42.9857 3.0000 176.0000 .0000 

 

Table 5b: Results for Moderation Analysis (H3b) 

Model Coefficient SE t p 

Constant .2236 .7178 .3115 .7558 
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Tie Strength -.1079 .2218 -.4867 .6271 

Expertise .9830 .1691 5.8115 .0000 

int_1 -.0078 .0419 -.1870 .8519 

 

Table 5c: Results for Moderation Analysis (H3b) 

 R2-chng F df1 df2 p 

int_1 .0001 .0350 1.0000 176.0000 .8519 

   
Results from the analysis shown in Table 5a indicate that it is a significant model between H3b variables. 

The results also indicated that 42.29% of the variables are being explained. Results from the analysis 

shown in Table 5b give indication of tie strength as moderating factor between source’s trustworthiness 

and purchase intention. The results imply that there is a modest relationship between the variables. The 
p-value was not statistically significant for tie strength at significant level of 5% and the interaction 

between tie strength and source’s trustworthiness at significant level of 5% whilst the p-value was 

statistically significant for source’s trustworthiness at significant level of 1%. Results from the analysis 
shown in Table 5c indicate that there is no significant change when the moderation variable; tie strength 

is added into the regression analysis. The results also indicate that the p-value of the interaction between 

moderator or tie strength and predictor variable or source’s trustworthiness is not statistically significant 
as p > 0.05. This imply that the proposed hypothesis; tie strength positively moderates the relationship 

between trustworthiness of WOM source and older consumers’ purchase intention is not supported.     

 

Table 6a: Results for Moderation Analysis (H3c) 

R R-sq MSE F df1 df2 p 

.5900 .3481 1.3002 31.3281 3.0000 176.0000 .0000 
 

Table 6b: Results for Moderation Analysis (H3c) 

Model Coefficient SE t p 

Constant .0819 .7618 .1075 .9145 

Tie Strength .1941 .2117 .9169 .3604 

Expertise 1.0130 .2009 5.0431 .0000 

int_1 -.0624 .0446 -1.3984 .1637 
 

Table 6c: Results for Moderation Analysis (H3c) 

 R2-chng F df1 df2 p 

int_1 .0072 1.9557 1.0000 176.0000 .1637 
 

Results from the analysis shown in Table 6a indicate that it is a significant model between H3c variables. 

The results also indicated that 34.81% of the variables are being explained. Results from the analysis 

shown in Table 6b give indication of tie strength as moderating factor between richness of message 
content and purchase intention. The results imply that there is a modest relationship between the 

variables. The p-value was not statistically significant for tie strength at significant level of 5% and the 

interaction between tie strength and richness of message content at significant level of 5% whilst the p-
value was statistically significant for richness of message content at significant level of 1%. Results 

from the analysis shown in Table 6c indicate that there is no significant change when the moderation 

variable; tie strength is added into the regression analysis. The results also indicate that the p-value of 

the interaction between moderator or tie strength and predictor variable or richness of message content 
is not statistically significant as p > 0.05. This imply that the proposed hypothesis; tie strength positively 

moderates the relationship between richness of message content of WOM and older consumers’ 

purchase intention is not supported.     
 

Table 7a: Results for Moderation Analysis (H3d) 

R R-sq MSE F df1 df2 p 

.4378 .1916 1.6122 13.9086 3.0000 176.0000 .0000 
 

Table 7b: Results for Moderation Analysis (H3d) 
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Model Coefficient SE t p 

Constant -.0038 .8230 -.0046 .9963 

Tie Strength .9040 .2074 4.3583 .0000 

Expertise .8307 .2429 3.4197 .0008 

int_1 -.1596 .0496 -3.2168 .0015 
 

Table 7c: Results for Moderation Analysis (H3d) 

 R2-chng F df1 df2 p 

int_1 .0475 10.3480 1.0000 176.0000 .0015 
 

Results from the analysis shown in Table 7a indicate that it is a significant model between H3d variables. 

The results also indicated that 19.16% of the variables are being explained. Results from the analysis 

shown in Table 7b give indication of tie strength as moderating factor between strength of advocacy 
and purchase intention. The results imply that there is a modest relationship between the variables. The 

p-value of; tie strength, strength of advocacy and the interaction between tie strength and strength of 

advocacy, at significant level of 1% was statistically significant. Results from the analysis shown in 
Table 7c indicate that there is a significant change when the moderation variable; tie strength is added 

into the regression analysis. The results also indicate that the p-value of the interaction between 

moderator or tie strength and predictor variable or richness of message content is statistically significant 

as p > 0.05. This imply that the proposed hypothesis; tie strength positively moderates the relationship 
between strength of advocacy of WOM and older consumers’ purchase intention is supported.     

 

5. DISCUSSION 

 

5.1 Discussion on source credibility (expertise and trustworthiness of WOM source). 
 

Findings indicate that the expertise and trustworthiness of WOM source does impact the intention of 
purchasing mobile phone among the older population. Gilly, Graham, Wolfinbarger & Yale (1998), 

Jun, Cha & Aggarwal (2011) and Martin & Lueg (2013) reasoned that the information provided by 

experts are persuasive enough as their knowledge and experience are of higher value. The elderly thus 

is likely to be persuaded to act upon their purchase intention based on any information from messages 
delivered by those perceived as experts. This is because the delivered message would be more effective 

in tempting the intention of older consumers towards purchasing as the possibility of them to accept 

instead of debating any expert’s information is higher. A trustworthy source may also affect consumer’s 
purchase intention. Older consumers in particular put emphasis on trustworthiness when it comes to 

communication and the perceived honesty of the message source might prompt the elderly to make the 

purchase. Findings also indicate that tie strength does not moderate the relationships between source’s 
expertise and older consumers’ purchase intention and source’s trustworthiness and older consumers’ 

purchase intention. The elderly value their bound with others even though the depth of such bond might 

lessen the impact of source’s expertise towards older consumers’ purchase intention. Trocchia & Janda 

(2000) clarified that the elderly is more inclined to change their decision to align themselves with 
opinions of others whom they perceived as important. The elderly nevertheless is expose to risk 

whenever they put their trust on others as it would mean becoming vulnerable to the actions of others. 

 
5.2 Discussion on Word of Mouth (WOM) message (richness and strength of advocacy).  
 

Findings indicate that WOM message in terms of richness and strength of advocacy does impact the 

intention of purchasing mobile phone among the older population. Sweeney et al. (2008) considers the 
content of WOM message to be rich when it provides informative product details. The provided details 

in turn might be perceived credible and persuasive and subsequently affect consumer’s behavioral 

intention. Sweeney et al. (2008) also considers the strength of advocacy of WOM message to be 

significant for the recipient and sender. Strength of advocacy is apparent through the manner of message 
delivery. WOM message that is positively delivered affect the consumer’s perception and as a result, 

affect their behavioral intention as well. The elderly in particular tend to be more convinced by 

emotional messages (Fung & Carstensen, 2003). Tie strength for WOM message indicate opposing 
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findings as tie strength does not moderate the relationship between richness of message content and 

older consumers’ purchase intention while tie strength does moderate the relationship between strength 

of advocacy and older consumers’ purchase intention. The elderly tend to rely upon their personal 
bounds with others (Jun et al., 2011) whenever information is needed to clarify any uncertainties that 

arises. Such tendency however might affect consumers’ thought process depending on the closeness of 

the consumer with the information provider.  

  

6. CONCLUSION, IMPLICATION AND RECOMMENDATION 

 

The population for older consumers is growing in numbers however the efforts in marketing mobile 
phones to them remain lacking. Such efforts are emphasized in this study as the outcomes would be 

beneficial to both sides, marketers and consumers. Hence, outcomes of this study aid marketers with 

their mobile phone campaigns by providing better understanding of how WOM could impact 
consumers’ purchasing intention particularly among the older population. The outcomes would help 

enhance the current practice whilst developing marketing strategies that takes advantage of their new 

understanding. Moreover, companies’ awareness regarding their adopted marketing plan can further be 

improved by incorporating WOM communication so that their competitive advantage could be sustain 
in the long run.  This study is aimed at understanding the impact of WOM towards the intent to purchase 

mobile phone among older consumers. The impact is examined through hypothesized relationship and 

tie strength as moderator between variables. The study’s variables were all related to WOM and consist 
of source’s expertise, source’s trustworthiness, richness of message content, strength of advocacy, tie 

strength and older consumer’s purchase intention. Data analysis based on empirical collection indicated 

that all the hypotheses proposed were supported. The support implied that WOM source and message 

content do have their own role to play in influencing the elderly purchasing intent. In terms of tie 
strength as moderator, data analyzed supported only one hypothesis which were strong tie does 

moderate the impact of strength of advocacy of WOM and the purchase intention of older consumers. 

Literature revealed that the tendency to be persuaded by advertising appeal that are infused with 
emotions is higher with older consumers due to their perceived limited time and declining cognitive 

abilities. Findings suggested that older consumers are more likely to act upon their purchase intention 

when they received credible recommendations from others whom they trust. The elderly also is inclined 
to make the purchase when the recommendations are rich in informative content. Such 

recommendations have a strong emotional appeal that attracts the older population’s attention. 

Limitations faced in this study is mainly rooted from the study scope as time and financial constraints 

affected the data collection process. Hence, future studies should include different age groups and areas 
to provide a more comprehensive understanding.  

 

Acknowledgements 

 

This research was supported by Centre for Research & Innovation, Universiti Kuala Lumpur and 

Universiti Kuala Lumpur Business School. We would also like to show our gratitude to the Management 
of Universiti Kuala Lumpur, the Dean of Universiti Kuala Lumpur Business School, the Management 

of Sunway University, the Management of Universitas Indonesia, the Management of Asia e University 

as well as all citizen of Universiti Kuala Lumpur, Sunway University, Universitas Indonesia and Asia 

e University for their endless support and assistance towards the completion of this research. Our special 
thanks also go to the organizer of World Marketing Conference (WMC 2020), publication editors and 

also to everyone in the impact hub. Thanks for all your support and encouragement! Finally, to Mak 

(Hjh. Normah Hj. Hashim) and Bak (Hj. Ahmad Hj. Akib), may Allah grant both of you with His 
Jannah. Aamiin Ya Rabb. 
 

REFERENCES 

 

Adaval, R., & Wyerjr, R. S. (1998). The role of narratives in consumer information processing. Journal 

of Consumer Psychology, 7(3), 207–245. http://doi.org/10.1207/s15327663jcp0703_01.  

All about the cell phone industry. (2016). Retrieved June 11, 2016, from 
http://www.worldatlas.com/articles/all-about-the-cell-phone-industry.html 

http://doi.org/10.1207/s15327663jcp0703_01
http://www.worldatlas.com/articles/all-about-the-cell-phone-industry.html


 

 
 

“Excavate” The Impact of Word of Mouth Towards the Intention to Purchase Mobile 

Phone Among Older Consumers 
 

Retrieval Number: XXXXXXX 

 
11 

Anderson, E. W. (1998). Customer Satisfaction and Word of Mouth. Journal of Service Research, 1(1), 

5–17. http://doi.org/10.1177/07399863870092005. 

Asada, A., & Yong, J. K. (2016). Determinants of word-of-mouth influence in sport viewership, 30(2), 
192–207. 

Baker, A. M., Donthu, N., & Kumar, V. (2016). Investigating how word of mouth conversations about 

brands influence purchase and retransmission intentions. Journal of Marketing Research, 53(2), 

225–239. http://doi.org/http://dx.doi.org/10.1509/jmr.14.0099 
Baltes, P. B., & Baltes, M. M. (1990). Successful aging: Perspectives from the behavioral sciences (1st 

ed.). Canada: The European Science Foundation. Retrieved from 

https://books.google.com.my/books?hl=en&lr=&id=0oEJaiK30wUC&oi=fnd&pg=PA1&dq= 
selective+optimization+with+compensation+theory&ots=IIHS7__8uV&sig=mkerixj0qllhXPgVK

x_rX3kJDN4&redir_esc=y#v=onepage&q&f=false 

Bansal, H. S., & Voyer, P. A. (2000). Word-of-mouth processes within a services purchase decision 
context. Journal of Service Research, 3(2), 166–177. http://doi.org/10.1177/109467050032005 

Brown, J. J., & Reingen, P. H. (1987). Social ties and word-of-mouth referral behavior. Journal of 

Consumer Research, 14(3), 350–362. http://doi.org/10.1086/209118 

Bughin, J., Doogan, J., & Vetvik, O. J. (2010). A new way to measure word-of-mouth marketing. 
Retrieved June 9, 2015, from http://www.mckinsey.com/business-functions/marketing-and-

sales/our-insights/a-new-way-to-measure-word-of-mouth-marketing 

Chang, T.-Z., & Wildt, A. R. (1994). Price, product Information, and purchase intention: An empirical 
study. Journal of the Academy of Marketing Science, 22(1), 16–27. 

http://doi.org/10.1177/0092070394221002 

Chu, S., & Kamal, S. (2008). The effect of perceived blogger credibility and argument quality on 

message elaboration and brand attitudes: An exploratory study. Journal of Interactive Advertising, 
8(2), 26–37. http://doi.org/10.1080/15252019.2008.10722140 

Chu, S.C., & Kim, Y. (2011). Determinants of consumer engagement in electronic Word-Of-Mouth 

(eWOM) in social networking sites. International Journal of Advertising, 30(1), 37–41. 
http://doi.org/10.2501/IJA-30-1-047-075 

Daft, R. L., Lengel, R. H., & Trevino, L. K. (1987). Message equivocality, media selection, and manager 

performance: Implications for information systems. MIS Quarterly, 11(3), 355–366. 
http://doi.org/10.2307/248682 

Epstein, Z. (2016). Whatever you do, don’t buy these smartphones. Retrieved June 11, 2016, from 

http://bgr.com/2016/05/23/smartphone-market-share-q1-2016/ 

Fromkin, V., Rodman, R., & Hyams, N. (2013). An introduction to language. (J. M. Flaherty, Ed.) (10th 
ed.). Boston: Cengage Learning. Retrieved from 

https://books.google.com.my/books?hl=en&lr=&id=rM_ntI7923AC&oi=fnd&pg=PR5&dq=An+ 

Introduction+to+Language&ots=qLRFdW_LIt&sig=Xn4G98Ol4_iH2rVSHhVf3FI0Nyw&redir_
esc=y#v=onepage&q&f=false 

Fung, H. H., & Carstensen, L. L. (2003). Sending memorable messages to the old: Age differences in 

preferences and memory for advertisements. Journal of Personality and Social Psychology, 85(1), 
163–178. http://doi.org/10.1037/0022-3514.85.1.163 

Gabbott, M., & Hogg, G. (2000). An empirical investigation of the impact of non-verbal communication 

on service evaluation. European Journal of Marketing, 34(3/4), 384–398. 

http://doi.org/10.1108/03090560010311911 
Gilly, M. C., Graham, J. L., Wolfinbarger, M. F., & Yale, L. J. (1998). A dyadic study of interpersonal 

information search. Journal of the Academy of Marketing Science, 26(2), 83–100. 

http://doi.org/10.1177/0092070398262001 
Gotlieb, J. B., & Sarel, D. (1991). Comparative advertising effectiveness: The role of involvement and 

source credibility. Journal of Advertising, 20(1), 38–45. 

http://doi.org/10.1080/00913367.1991.10673205 

Johnson, K. J., & Mutchler, J. E. (2013). The Emergence of a positive gerontology: From 
disengagement to social involvement. Gerontologist, 54(1), 93–100. 

http://doi.org/10.1093/geront/gnt099 

http://doi.org/10.1177/07399863870092005
http://doi.org/http:/dx.doi.org/10.1509/jmr.14.0099
http://doi.org/10.1177/109467050032005
http://doi.org/10.1086/209118
http://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/a-new-way-to-measure-word-of-mouth-marketing
http://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/a-new-way-to-measure-word-of-mouth-marketing
http://doi.org/10.1177/0092070394221002
http://doi.org/10.1080/15252019.2008.10722140
http://doi.org/10.2501/IJA-30-1-047-075
http://doi.org/10.2307/248682
http://bgr.com/2016/05/23/smartphone-market-share-q1-2016/
http://doi.org/10.1037/0022-3514.85.1.163
http://doi.org/10.1108/03090560010311911
http://doi.org/10.1177/0092070398262001
http://doi.org/10.1080/00913367.1991.10673205
http://doi.org/10.1093/geront/gnt099


 

 
 

“Excavate” The Impact of Word of Mouth Towards the Intention to Purchase Mobile 

Phone Among Older Consumers 
 

Retrieval Number: XXXXXXX 

 
12 

Jun, S.-Y., Cha, T., & Aggarwal, P. (2011). How much better? The effect of tensile information on 

word-of-mouth effectiveness. The Journal of Marketing Theory and Practice, 19(3), 263–276. 

http://doi.org/10.2753/MTP1069-6679190301 
Kennedy, G. A. (2006). On rhetoric: A theory of civic discourse. JOUR. 

Kumar, M., Talib, S. A., & Ramayah, T. (2013). Business research methods. BOOK, Oxford 

Fajar/Oxford University Press. 

Lim, B. C., & Chung, C. M. Y. (2014). Word-of-mouth: The use of source expertise in the evaluation 
of familiar and unfamiliar brands. Asia Pacific Journal of Marketing and Logistics, 26(1), 39–53. 

http://doi.org/10.1108/APJML-02-2013-0027 

Lovett, M. J., Peres, R., & Shachar, R. (2013). On brands and word of mouth. Journal of Marketing 
Research, 50(4), 427–444. http://doi.org/10.1509/jmr.11.0458 

Martin, W. C., & Lueg, J. E. (2013). Modeling word-of-mouth usage. Journal of Business Research, 

66(7), 801–808. http://doi.org/10.1016/j.jbusres.2011.06.004 
Maxham, J. G. (2001). Service recovery’s influence on consumer satisfaction, positive word-of-mouth, 

and purchase intentions. Journal of Business Research, 54(1), 11–24. http://doi.org/10.1016/S0148-

2963(00)00114-4 

Meyers, L. S., Gamst, G. C., & Guarino, A. J. (2013). Performing data analysis using IBM SPSS. 
BOOK, John Wiley & Sons. 

Ohanian, R. (1990a). Construction and validation of a scale to measure celebrity. Journal of Advertising, 

19(3), 39–52. http://doi.org/10.2307/4188769 
Ohanian, R. (1990b). Construction and validation of a scale to measure celebrity endorsers’ perceived 

expertise, trustworthiness, and attractiveness. Journal of Advertising, 19(3), 39–52. 

http://doi.org/10.2307/4188769 

Padgett, D., & Allen, D. (1997). Communicating experiences: A narrative approach to creating service 
brand image. Journal of Advertising, 26(4), 49–62. 

http://doi.org/10.1080/00913367.1997.10673535 

Phillips, B. J., & McQuarrie, E. F. (2010). Narrative and persuasion in fashion advertising. Journal of 
Consumer Research, 37(3), 368–392. http://doi.org/10.1086/653087 

Priester, J. R., & Petty, R. E. (2003). The influence of spokesperson trustworthiness on message 

elaboration, attitude strength, and advertising effectiveness. Journal of Consumer Psychology, 
13(4), 408–421. http://doi.org/10.1207/S15327663JCP1304_08 

Schiffman, L., O’Cass, A., Paladino, A., & Carlson, J. (2013). Consumer behaviour. BOOK, Pearson 

Higher Education AU. 

Smith, A. (2014). Older Adults and Technology Use. Washington. Retrieved from 
http://www.pewinternet.org/2014/04/03/older-adults-and-technology-use/ 

Spears, N., & Singh, S. N. (2004). Measuring attitude toward the brand and purchase intentions. Journal 

of Current Issues & Research in Advertising, 26(2), 53–66. 
http://doi.org/10.1080/10641734.2004.10505164 

Sumarjan, N., Mohd, Z. M. S., Mohd, R. S., Zurinawati, M., Mohd, H. M. H., Saiful, B. M. F., Artinah, 

Z., Bakhtiar, S., Hafiz, M. & Hanafiah, M. (2013). Hospitality and tourism: Synergizing creativity 
and innovation in research. BOOK, CRC Press. 

Sweeney, J. C., Soutar, G. N., & Mazzarol, T. (2008). Factors influencing word of mouth effectiveness: 

Receiver perspectives. European Journal of Marketing, 42(3/4), 344–364. 

http://doi.org/10.1108/03090560810852977 
Sweeney, J. C., Soutar, G. N., & Mazzarol, T. (2012). Word of mouth: measuring the power of 

individual messages. European Journal of Marketing, 46(1), 237–257. 

http://doi.org/10.1108/03090561211189310 
Sweeney, J., Soutar, G., & Mazzarol, T. (2014). Factors enhancing word-of-mouth influence: positive 

and negative service-related messages. European Journal of Marketing, 48(1/2), 336–359. 

http://doi.org/10.1108/EJM-06-2012-0336 

Szmigin, I., & Carrigan, M. (2001). Learning to love the older consumer. Journal of Consumer 
Behaviour, 1(1), 22–34. http://doi.org/10.1002/cb.51 

Taylor, R. (1990). Interpretation of the correlation coefficient: A basic review. Journal of Diagnostic 

Medical Sonography, 6(1), 35–39. http://doi.org/10.1177/875647939000600106 

http://doi.org/10.2753/MTP1069-6679190301
http://doi.org/10.1108/APJML-02-2013-0027
http://doi.org/10.1509/jmr.11.0458
http://doi.org/10.1016/j.jbusres.2011.06.004
http://doi.org/10.1016/S0148-2963(00)00114-4
http://doi.org/10.1016/S0148-2963(00)00114-4
http://doi.org/10.2307/4188769
http://doi.org/10.2307/4188769
http://doi.org/10.1080/00913367.1997.10673535
http://doi.org/10.1086/653087
http://doi.org/10.1207/S15327663JCP1304_08
http://www.pewinternet.org/2014/04/03/older-adults-and-technology-use/
http://doi.org/10.1080/10641734.2004.10505164
http://doi.org/10.1108/03090560810852977
http://doi.org/10.1108/03090561211189310
http://doi.org/10.1108/EJM-06-2012-0336
http://doi.org/10.1002/cb.51
http://doi.org/10.1177/875647939000600106


 

 
 

“Excavate” The Impact of Word of Mouth Towards the Intention to Purchase Mobile 

Phone Among Older Consumers 
 

Retrieval Number: XXXXXXX 

 
13 

Thomes, A. (2015). Mobile phone and smartphone market - Global industry analysis and forecast 2015-

2021. Retrieved June 9, 2016, from https://www.linux.com/blog/mobile-phone-and-smart-phone-

market-global-industry-analysis-and-forecast-2015-2021 
Tongren, H. N. (1988). Determinant Behavior Characteristics of Older Consumers. Journal of 

Consumer Affairs, 22(1), 136–157. http://doi.org/10.1111/j.1745-6606.1988.tb00217.x 

Trocchia, P. J., & Janda, S. (2000). A phenomenological investigation of internet usage among older 

individuals. Journal of Consumer Marketing, 17(7), 605–616. 
http://doi.org/10.1108/07363760010357804 

Tsai, M.-T., Chin, C.-W., & Chen, C.-C. (2010a). The effect of trust belief and salesperson’s expertise 

on consumer’s intention to purchase nutraceuticals: Applying the theory of reasoned action. Social 
Behavior and Personality: An International Journal, 38(2), 273–288. 

http://doi.org/10.2224/sbp.2010.38.2.273 

Van Vaerenbergh, Y., Lariviere, B., & Vermeir, I. (2012). The impact of process recovery 
communication on customer satisfaction, repurchase intentions, and word-of-mouth intentions. 

Journal of Service Research, 15(3), 262–279. http://doi.org/10.1177/1094670512442786 

Wang, X., Yu, C., & Wei, Y. (2012). Social media peer communication and impacts on purchase 

intentions: A consumer socialization framework. Journal of Interactive Marketing, 26(4), 198–208. 
http://doi.org/10.1016/j.intmar.2011.11.004 

Williams, P., & Drolet, A. (2005). Age-related differences in responses to emotional advertisements. 

Journal of Consumer Research, 32(3), 343–354. http://doi.org/10.1086/497545 
Wolfe, D. B. (2005). The changing psychology of the older consumer: The myth of aging boomers’ 

differences from their parents. Generations, 28(4), 15–19. 

Yoon, C., Laurent, G., Fung, H. H., Gonzalez, R., Gutchess, A. H., Hedden, T., Lambert-Pandraud, R., 

Mather, M., Park, D. C., Peters, E. & Skurnik, I. (2005). Persuasion, Cognition and Decision 
Making in Older Consumers. Marketing Letters, 16(3), 429–441. http://doi.org/10.1007/s11002-

005-5903-3. 

Yoon, K., Kim, C. H., & Kim, M.-S. (1998). A Cross-cultural comparison of the effects of source 
credibility on attitudes and behavioral intentions. Mass Communication and Society, 1(3–4), 153–

173. http://doi.org/10.1080/15205436.1998.9677854 

 

View publication statsView publication stats

https://www.linux.com/blog/mobile-phone-and-smart-phone-market-global-industry-analysis-and-forecast-2015-2021
https://www.linux.com/blog/mobile-phone-and-smart-phone-market-global-industry-analysis-and-forecast-2015-2021
http://doi.org/10.1111/j.1745-6606.1988.tb00217.x
http://doi.org/10.1108/07363760010357804
http://doi.org/10.2224/sbp.2010.38.2.273
http://doi.org/10.1177/1094670512442786
http://doi.org/10.1016/j.intmar.2011.11.004
http://doi.org/10.1086/497545
http://doi.org/10.1007/s11002-005-5903-3
http://doi.org/10.1007/s11002-005-5903-3
http://doi.org/10.1080/15205436.1998.9677854
https://www.researchgate.net/publication/340084821

	Abstract
	Keywords: advertising messages, Gen Y, perceived informativeness, perceived credibility, perceived entertainment, purchase intention
	1. INTRODUCTION
	1.1 Research objectives

	2. LITERATURE REVIEW AND HYPOTHESES
	2.1 Older Consumers’ Purchase Intention
	2.2 Source Credibility: Expertise and Trustworthiness
	2.3 Word of Mouth (WOM) Message: Richness and Advocacy
	2.4 Tie Strength as Moderator

	3. METHODOLOGY
	3.1 Theoretical Framework
	3.2 Measurements and Reliability Analysis

	4. RESULTS
	4.1 Bivariate Correlation Analysis
	4.2 Multiple Regression Analysis
	4.3 Moderation Test Analysis

	5. DISCUSSION
	5.1 Discussion on source credibility (expertise and trustworthiness of WOM source).
	5.2 Discussion on Word of Mouth (WOM) message (richness and strength of advocacy).

	6. CONCLUSION, IMPLICATION AND RECOMMENDATION
	Acknowledgements

	References

