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Abstract

The study aimed to use a combination of Information Adoption Model and Theory of Reasoned Action to
explain the underlying mechanisms by which online comments on marriage topics in Weibo influence
unmarried women's marital intentions. Argument quality and source credibility were identified as content
features of online comments on marriage topics in Weibo. Perceived information usefulness, and marital
attitudes were identified as the internal processes by which content features of online comments influence
marital intention. The study collected data from 422 un-married women through a questionnaire on the
Weibo platform. PLS-SEM with SmartPLS 4.0 was utilized to test the structural model. The results showed
that the content characteristics (argument quality and source credibility) of online comments on marriage
topics had a positive effect on perceived information usefulness and a negative effect on marriage intention.
In addition, the perceived information usefulness of online comments had a negative effect on marital
attitudes. Positive marital attitudes had a positive effect on marital intentions. Perceived information
usefulness and marital attitudes acted as serial mediators between the content characteristics of online
comments on marital topics and marital intentions. This study extends the literature on online commenting
research by examining the effects of content features of online comments on marriage topics on marital
intentions, fills a theoretical gap in the scope of related re-search, and provides valuable theoretical and
practical implications.
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1. INTRODUCTION volume of the emotional field ranks fourth [3].

With the innovation and development of
mobile internet, the decentralized communication
method of social media has become the main
channel for people to obtain information, analyze
information and interact with each other, which has
led to an exponential growth in the time people
spend on social media [1]. As of June 2021, Weibo
had 566 million monthly active users and 246
million average daily active users, making it the
largest social media platform in China [2]. Users
can get the latest news information and social
dynamics from Weibo, and online comments on
Weibo promote the open exchange of information
and become a tool for users to freely express their
opinions. Online comments on the topic of marriage
have always been a hot topic on Weibo.2018 Weibo
User Development Report shows that among the
content verticals of Weibo users, the reading

Weibo user groups are dominated by the post-90s
and post-00s, accounting for 78% of the total, with
female users accounting for 54.6% of the total [4].
Many female users have engaged in heated
discussions in the comments section under the topic
of marriage, expressing their views on marriage,
with most of the comments on marriage showing a
negative trend. In the comments on Weibo and
other social media, late marriage, no marriage and
fear of marriage have become a trend [3]. Previous
research has argued that the exposure of marital
information and views from various sources such as
social media, and individuals' exposure to
descriptions of this marital information can
influence individuals' marital behavior [5,6]. Open-
ended webinars in social media influence young
women's perceptions of marriage [7]. Although
these findings suggest that comments on marital
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topics can shape and change an individual's views
on marriage, the psychological processes by which
this influence occurs remain under-theorized.

Online comments on marriage topics are
essentially a form of user-generated content, which
is information or content that is generated and
posted online by a user [2]. User-generated
comments can change other readers' opinions on
specific issues [9]. According to the Information
Adoption Model (IAM), this alteration of the
process of analyzing and accepting the quality of
arguments and source credibility of the content of
the comments depends on how the individual
perceives the information [10]. Some scholars have
pointed out that the IAM should be combined with
other models to increase its applicability in different
contexts, such as combining the TAM with the
Theory of Reasoned Action (TRA) to study the
characteristics of online information use that
influence consumers' purchase intentions [11,12].
Unmarried women who browse online comments
on marriage in Weibo may be fully critical of these
comment messages, and when they perceive the
messages as useful, it may influence their marriage
intentions. Therefore, this study used the use of an
information adoption model to explain the
characteristics of online comment messages on
marriage topics, combined with some of the
variables of the TRA theory to explain unmarried
women's responses to their marriage intentions
under the processing of marriage comment
information.

The research objective of this study was to
explore the mechanisms by which marital online
comments influence unmarried women's marital
intentions. Specifically, the relationship between
argument quality, source credibility, and perceived
information usefulness of marital comments and
unmarried women's marital attitudes and marital
intentions was tested. The results of the study
provide theoretical insights into online comments
on marital topics and contribute to the literature
through the proposed model. In terms of practical
significance, the China Marriage and Family Report
2022 study shows that China's marriage rate has
been declining year by year, from 9.9% in 2013 to
5.8% in 2020 [13]. Moreover, the number of
unmarried women aged 30 and above in China has
climbed from 1.54 million to 5.9 million, and
women's willingness to get married is lower than
that of men. Therefore, this study can provide
theoretical and empirical support for solving the hot
social issue of unmarried women's willingness to
marry.
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2. THEORETICAL BACKGROUND

Sussman and Siegal [10] proposed an
information adoption model by combining the
Technology Acceptance Model (TAM) [14] with
the Elaboration Likelihood Model (ELM) [15]. The
IAM considers argument quality and source
credibility as two attributes of online information
that can help information receivers identify useful
information, where argument quality is the central
path and source credibility is the peripheral path
[16]. Argument quality indicates the degree to
which information is supported by facts and logic,
while source credibility is the degree to which the
source provider of the perceived information is
reliable [10]. In previous research, the IAM model
has provided strong theoretical support for the
process of online comment adoption and
information decision-making by explaining how
people process persuasive online comment
information [11,12,17]. Although the ITAM model
has not yet been applied to online comments on
marriage topics in any study, online comments on
marriage topics in Weibo are also a persuasive
message, and the quality of arguments and source
credibility of online comments on marriage topics
can allow unmarried women to perceive whether
the comment is useful or not. Therefore, this study
utilized the three main factors of the information
adoption model, argument quality, source
credibility, and perceived usefulness to understand
how unmarried women process information about
marital comments.

2.1 Theory of Reasoned Action

Fishbein and Ajzen [18] proposed a TRA
based on previous research in attitude theory. The
theory of rational action separates behavioral
intention from behavior, arguing that intention is
between attitude and actual behavior, and that
behavioral intention is the most important
determinant influencing the behavior of an actor. In
turn, an individual's behavioral intention is
determined by attitudes and subjective norms
towards behavior. Behavioral attitude refers to the
subject's view and evaluation of a particular
behavior. TRA has been extensively validated in
studies of online comments and consumer purchase
attitudes and behaviors [19,20]. Some studies have
also applied TRA to the study of college students'
marital intention and verified the applicability of
the model in the study of marital intention [21,22].
Therefore, this study used TRA to explain the
tendency of unmarried women to have marital
attitudes and marital intentions under the influence
of online comments on marital topics. Only two
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components of the TRA, attitudes and behavioral
intentions, were used in this study.

2.2 Research models and hypotheses

According to the IAM, argument quality and
source credibility are two informational variables of
different nature that can persuade individuals to
adopt information. Bhattacherjee and Sanford [23]
define argument quality as the strength of the
argument and measure it with persuasive items. A
study of online comments on marketing defines
argument quality in terms of relevance,
comprehensibility, adequacy, objectivity, accuracy,
timeliness [24]. Bhattacherjee and Sanford [23]
consider source credibility as the degree to which a
source is perceived as credible, knowledgeable and
trustworthy by the recipient of the information.
Source credibility generally consists of expertise
and credibility [25]. The results of a large number
of empirical studies show that argumentation
quality and source credibility have a positive
impact on the perceived usefulness of information
to the recipients of the information [26,27]. In
addition, the argument quality and source
credibility of online comments have a positive
effect on the intention to buy of information
recipients [28,29].

Therefore, unmarried women will be more
likely to rely on online commentary on the topic of
marriage if it is persuasive and logically structured
[30]. Under the topic of marriage, female users
share not only their views on marriage, but also
their positive and negative feelings about it. This
personal  information  improves  perceived
usefulness because unmarried women may perceive
it as unbiased and independent. In fact, unmarried
women will perceive the information in female
users' comments as more truthful, authentic, and
useful [31]. Online comments on the topic of
marriage have given unmarried women a great
boost in expressing their claims and fighting for
their rights, probably because they perceive the
content of the online comments to be useful [32].
Therefore, if unmarried women perceive online
comments posted on the Weibo platform about
marriage topics as reliable and credible, they will
find these comments useful in their marriage
decision-making process. In addition, online
comments on marriage topics are more likely to be
negative, and due to the negative effect, negative
information has a stronger influence than neutral or
positive information [33]. The content of marriage
comments may have influenced unmarried women's
willingness to marry and created anxiety about
marriage [34]. Therefore, the hypotheses are:

Hi. The argument quality of online comments on
marriage topics has an effect on the perceived
informational usefulness of comments.

H,. Source credibility of online comments on
marriage topics has an effect on the perceived
informational usefulness of comments.

Hs. There is a negative effect of argument quality of
online comments on marriage topics on marital
intention.

Hs. There is a negative effect of source credibility
of online comments on marriage topics on marital
intention.

Perceived information usefulness is, at the
earliest, the extent to which individuals believe that
using information systems will improve their
productivity [35]. In studies of electronic word-of-
mouth, the perceived informational usefulness of
online comments has a direct impact on the
decision of information recipients to accept the
content of the comment [12], as well as on their
attitudes toward consumption [36]. Marriage
information disseminated in social media has an
impact on unmarried women's perception and
evaluation of marriage [5,6]. The sharing of
opinions among group members, in the recognition
of opinions and emotional resonance of the shared
content, unmarried women both realize their self-
identity and unite with other similar individuals to
enhance their attitudes to resist marital pressure
[37]. Comments on Weibo about marriage topics,
such as personal freedom after marriage,
distribution of household chores, cheating after
marriage, and domestic violence, have given young
unmarried women a more concrete understanding
of life after marriage, and they have become
cautious and even fearful of marriage in their
perception and recognition of these comments.
Therefore, the hypothesis is:

Hs. Perceived information usefulness of online
comments on marriage topics has a negative impact
on marriage attitudes.

According to TRA, Fishbein and Ajzen [18]
argue that attitudes have a direct effect on
behavioral intentions. People with positive attitudes
toward marriage have higher willingness to marry,
and positive thinking about marriage reduces
conflict about whether to get married or not [39].
People with positive attitudes toward marriage are
more likely to enter into a romantic marriage
relationship [40]. One study investigated the
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relationship between college students' attitudes
toward marriage and marital intentions and found
that college students' attitudes toward marriage
significantly and positively predicted marital
intentions [41,42]. Therefore, the hypothesis is:

Hg. Marital attitudes have an effect on marital
intentions.

Previous research has found that perceived
usefulness mediates the relationship between
Internet word of mouth content characteristics
(argument quality and source credibility) and users'
willingness to revisit the site to spend money [43].
The stronger the perception of perceived usefulness
of user-generated product comment features, the
greater the willingness of individuals to share user-
generated comment information with others [44].
Attitudes can mediate the relationship between
perceived usefulness and level of social media use
[45,46]. Therefore, the stronger the perception of
the perceived usefulness of the content features of
the comments on the topic of marriage by
unmarried women, the more it will make them re-
examine the inherent concept of marriage. In the
face of marital problems, unmarried women do not
want to be bound by the traditional marriage system
in their personal life and career development, which
in turn affects their marital intention. Therefore, the
hypotheses are:

Hj. Perceived information usefulness and marital

attitudes serially mediate the negative relationship
between argument quality of online comments on
marriage topics and marital intention.

Hsg. Perceived information usefulness and marital
attitudes serially mediate the negative relationship
between source credibility of online comments on
marriage topics and marital intention. The research
model is shown in Figure 1.

Source Credibility
™

Figure 1: Conceptual Model.
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3. MATERIALS AND METHODS

3.1 Sampling and data collection

The population of this study is unmarried
women in China, i.e., women who have never been
married before and who have reached the legal
marriage age of 20 years or older. The inclusion
criteria for the sample were based on unmarried
female users who had viewed online comment
content on marriage topics on Weibo.

The sampling strategy employed in this study is
a non-probability, self-selected online sampling
approach. Therefore, the sample may be subject to
potential selection bias, as individuals who are
more active on Weibo or more interested in
marriage-related topics may be more likely to
participate. In addition, because data were collected
through online recruitment on specific discussion
boards, the sample may overrepresent digitally
engaged, urban, and relatively educated unmarried
women in China. Consequently, the findings should
be interpreted  with  caution  regarding
generalizability to the broader population of
unmarried women, particularly those who are less
active on social media or from rural or less digitally
connected regions.

To recruit participants, we posted recruitment
advertisements on three popular Weibo discussion
boards focused on marriage, relationships, and
women's life choices. These advertisements
included a brief description of the study, the
eligibility criteria, and a link to the survey hosted
on Wenjuanxing (Questionstar), a Chinese online
survey system similar to Qualtrics [47]. Participants
were provided with a link to the survey through
Wenjuanxing, which they could then answer
directly and anonymously, and participants were
asked to complete the online survey after reading
and agreeing to the informed consent statement.

To verify that participants met the inclusion
criteria, the survey began with two screening
questions: (1) “What is your current marital
status?” (Response options: unmarried/never
married, married, divorced, widowed) — only those
selecting “unmarried/never married” proceeded;
and (2) “Have you ever viewed or read online
comments about marriage topics on Weibo?”
(Response options: yes, no, not sure) — only those
selecting “yes” proceeded. Participants who failed
either screening question were redirected to the end
of the survey and were not compensated.

Upon completion of the survey, each participant
was rewarded witha nominal cash prize
(approximately 5 RMB, equivalent to 0.70 USD)
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drawn from a random lottery system. This nominal
amount was chosen to provide a token of
appreciation without unduly incentivizing hasty or
inattentive responses [52]. To further mitigate
potential bias, we included two attention-check
items (e.g., ‘“Please select ‘Agree’ for this
question™) in the questionnaire; participants who
failed either attention check was excluded from the
final analysis (n = 18 excluded). In the current
study, there were a total of 422 unmarried women
who passed all screening and attention checks. Of
these, 51.7% were 20-24 years old, 28.0% were 25-
29 years old, 18.0% were 30-34 years old, and
2.4% were 35 years old or older.

3.2 Measures

The questionnaire was divided into two parts.
The first part showed the respondents a specific,
representative topic of marriage on the Weibo
platform and the corresponding comments about
that marriage topic. Specifically, participants were
shown the following topic: ‘Should women
postpone marriage to focus on their career?’ along
with three actual anonymized comments from
Weibo users: (1) ‘Marriage is not a must; financial
independence comes first,” (2) ‘There is no perfect
age for marriage; it depends on the right person,’
and (3) ‘Getting married before 30 gives you more
family support.” The examples in the questionnaire
helped respondents to understand the context of the
study, refresh their memory of this type of
information, and improve the accuracy of their
responses [48,49]. The complete list of all
questionnaire items for each of the five constructs
(argument quality, source credibility, information
usefulness, marital attitudes, and marital
intentions), including the 7-point Likert scale
anchors (1 = Strongly disagree to 7 = Strongly
agree), is provided in Supplementary Appendix A.
The appendix also includes reverse-coded items
where applicable.

The second section measured five constructs:
argument quality, source credibility, information
usefulness, marital attitudes, and marital intentions.
A 7-point Likert scale between "strongly disagree"
and "strongly agree" was used for all scale items.
Measures of argument quality and source
credibility were developed based on the
Bhattacherjee and Sanford [23] study and consisted
of 6 items for argument quality and 5 items for
source credibility (adapted to the context of online
comments). Perceived information usefulness
consisted of4 items, adapted from the scale
developed by Song et al. [12]. The Marital
Attitudes and Marital Intentions scales were

developed according to Ajzen’s [50] guidelines for
questionnaire structure development and consisted
of 7 items for marital attitudes and 5 items for
marital intentions. All items are presented in
Supplementary Appendix A.

In addition, the questionnaire was edited and
pre-tested to  improve its  clarity  and
comprehensibility. Thirty unmarried women were
invited to participate in testing the content validity
of the questionnaire to confirm the reliability of the
items. No changes were made to the content of the
survey during these processes. This study used
Harman's one-factor test to overcome the
possibility of common method bias. The results
showed that the initial eigenvalue of the first factor
was 36.97%, which means that there is no common
method bias in this study because Harman's one-
factor value is less than 50% [51].

3.3 Data analysis

To test the research hypotheses, structural
equation modeling SEM combined with partial
least squares (PLS) was applied for estimation,
which is less restrictive on data distribution than
covariance-based SEM methods [52]. The method
was implemented in two steps, with the first step
consisting of assessing the reliability and validity of
the measurement model, while the second step
assessed the fit of the structural model [53,54]).
Data were analyzed using SmartPLS 4.0 software.

4 RESULTS
4.1 Measurement model

The model in this study is the reflective
measurement model, and the validation of the
reflective measurement model is done by testing its
indicator reliability, internal consistency reliability,
convergent validity and discriminant validity [55].
As shown in Table 1, the indicator loading levels
were acceptable in this study as all items had
loading values above 0.708 [56]. The composite
reliability and Cronbach's alpha values were above
0.70 and below 0.95, indicating good reliability
[56]. This study examined the average variance
extracted (AVE) values and found that the AVE
scores of the potential constructs were above 0.50,
which shows sufficient convergent validity [52].
Finally, we tested the discriminant validity by
evaluating the square root of AVE. The results in
the table 1 indicate that the square root of AVE is
higher than its highest correlation with any
construct. Thus, the findings ensure the
discriminant validity of the scale [57].
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Table 1. Construct Validity and Reliability.

[Table 1 about here]

Note. Argument quality = AQ, Source credibility = SC,
perceived information usefulness = IU, Marriage attitude = AT,
Marriage intention = IN, a = Cronbach's alpha, CR = composite
reliability, AVE = average variance extracted. Bold diagonal
elements are square root AVE. Elements below diagonal
elements are the correlations among constructs.

4.2 Structural model

After recognizing the validity and reliability of
the research model, the structure of the research
model was measured. Based on the direct effects in
Table 2, it is known that argument quality
($=0.262, p=0.000) and source credibility ($=0.327,
p=0.000) have a positive effect on perceived
information usefulness, supporting H; and Ho,
respectively. Similarly, the path values of argument
quality (B=-0.144, p=0.004) and source credibility
(B=-0.121, p=0.015) path values on marital
intention show asignificant negative effect of
argument quality and source credibility on marital
intention, confirming H; and Ha, respectively.
Similarly, the path coefficient of perceived
information usefulness on marital attitudes (f=-
0.326, p=0.000) shows a significant and negative
effect of perceived information usefulness on
marital attitudes, supporting Hs. In addition, the
effect of marital attitudes on marital intention
(=0.363, p=0.000) showed a positive and
significant effect of marital attitudes on marital
intentions, supporting H.

Indirect effects showed that perceived
information usefulness and marital attitudes serially
mediated the relationship between argument quality
and marital intentions. The indirect path (argument
quality — perceived information usefulness —
marital attitude — marital intention) was
significantly = negative  ($=-0.031, p=0.001),
confirming the role of perceived information
usefulness and marital attitude as serial mediators,
supporting H7. Similarly, the indirect effect of
source credibility through the serial mediation
path(source credibility — perceived information
usefulness — marital attitude — marital intention)
on marital intention was significantly negative (f =
-0.038, p = 0.000), indicating that perceived
information usefulness and marital attitudes serially
mediate the relationship between source credibility
and marital intention, supporting H8. The structural
model path coefficient results are shown in Figure
2.

Perceived information wusefulness, marital
attitudes, and marital intention R’ values were
0.257, 0.106, and 0.242, respectively, indicating

that the model has moderate predictive accuracy
[58]. Regarding the predictive relevance of the
model, @’ values were calculated using the
blindfold method [59]. The results indicated that
the predictability of perceived information
usefulness (Q° = 0.18), marital attitudes (O’ =
0.08), and marital intentions (Q° = 0.18) was at an
acceptable level [60,61].

Table 2. Results of the structural model.
[Table 2 about here]

Note. Argument quality = AQ, Source credibility = SC, perceived
information usefulness = IU, Marriage attitude = AT, Marriage
intention = IN. S = Supported, Note: *p < 0.05, **p < 0.01, ***p
<0.001.

I
Argument quaN

0.261 ED.W“) -0.144 (0.004)

e 0.325 (0.000) Kty
B e ®

Perceived information usefulness

Marriage attitude Marriage intention

0.327 (0.000) 0.120 (0.015)

Source credibility

Figure 2. Results of Path Analysis.

5. DISCUSSION

This study tested a theoretical model
combining the IAM and the TRA that explains how
content features of online comments on marriage
topics affect the psychological steps of unmarried
women's willingness to marry. Critically, the online
comments on Weibo used in this study were
predominantly negative in sentiment (e.g.,
expressing fear of marriage, concerns about loss of
personal freedom, and challenges in marital life).
Therefore, when we refer to "argument quality" and
"source credibility" in this context, we are referring
to the perceived strength, logic, and trustworthiness
of these negative comments, not neutral or positive
ones. The results show that the higher the perceived
argument quality and source credibility of these
negative online comments, the more useful such
comments are perceived by unmarried women. At
the same time, consistent with H3 and H4,
unmarried women's willingness to marry is lower
when argument quality and source credibility are
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higher. The stronger the perception of the
usefulness of online comments on marriage topics,
the more unmarried women's attitudes toward
marriage are negatively affected by the content of
the comments (supporting HS). However, as shown
in H6, positive marital attitudes significantly and
positively predict marital intentions, suggesting that
positive attitudes can partially counteract the
negative effects of online comments.

The findings are similar to those of previous
studies on negative online comments and
behavioral intentions [62,63]. Previous research has
concluded that if negative online comments are
informative (i.e., arguments are of high quality) and
come from trusted users (sources are credible), then
consumers tend to be persuaded and refuse to make
a purchase [20]. In parallel, our findings show that
when unmarried women encounter negative
marriage-related comments on Weibo that are
perceived as high in argument quality and source
credibility, they are similarly persuaded—but in
this case, the behavioral outcome is reduced marital
intention and more negative marital attitudes. This
study illustrates that online comments on marriage
topics on Weibo play a negative role in shaping
marriage intention. Thus, the negativity of the
comment content (e.g., fears about marriage,
reports of marital conflict) interacts with
information features: high argument quality and
source credibility amplify the persuasive impact of
negative sentiment. It has been pointed out that
fragmented online information has greatly impacted
youth's marriage concepts and behaviors, and
negative opinions about marriage in online
communities negatively affect youth's attitudes
toward marriage. Most people believe that
statements and reports by netizens in social media
have an impact on their marriage choices [64].

The content of the comments on the topic of
marriage on Weibo presents the commenters'
negative views on marriage, as well as the
difficulties and challenges in marriage. Crucially, a
comment can be both negative in sentiment and
high in argument quality (e.g., a logically
structured, evidence-based argument about why
marriage may lead to loss of personal freedom). In
this study, we observed exactly such a pattern:
comments that were more persuasive and credible
(high argument quality and source credibility) also
carried negative sentiment, and together these
features produced stronger negative effects on
marital attitudes and intentions. These findings
suggest that the persuasive influence of online
comments is not solely driven by negativity, but by
the interaction between negative content and high

informational quality. In this sense, argument
quality and source credibility function as amplifiers
of message persuasiveness, strengthening the
impact of the underlying negative valence rather
than independently determining outcome direction.
This information may trigger unmarried women's
own concerns or reflections about marriage, making
them more cautious. Prospect theory states that
people are sensitive to losses and gains differently,
with the pain of a loss far outweighing the pleasure
of a gain [65]. Therefore, when unmarried women
perceive the quality of marriage comments to be
accurate and objective, and the source to be
credible, and when those comments emphasize
potential losses (e.g., loss of freedom, career
setbacks, or emotional strain), they may perceive
greater risks associated with marriage, thereby
increasing uncertainty. Thus, the negative paths
observed (Hs, Hs, Hs) should be interpreted as
reflecting the joint influence of message valence
and perceived information quality.

The serial mediation results (H7 and Hsg) suggest

that positive marital attitudes help reduce the
negative effects of negative marital comments on
marital intentions. Argument quality and source
credibility  influence  perceived information
usefulness, which in turn affects marital attitudes
and subsequently marital intentions. Thus, even
when negative comments are of high quality and
from credible sources, their impact operates
through sequential cognitive and attitudinal
processes rather than directly. This highlights that
the influence of online comments is indirect and
cognitively mediated rather than immediate or
driven solely by emotional responses.
Previous research has suggested that individuals
process  persuasive  information  differently
depending on their prior attitudes and belief
strength [66]. Constructs such as self-serving bias
and defensive motivation have been proposed in the
literature as potential mechanisms underlying
resistance to attitude change [29,67,68]. However,
it is important to emphasize that these constructs
were not directly measured in the present study.
Therefore, their role in explaining the observed
relationships cannot be empirically confirmed
within the current dataset.

Instead, the present findings may be interpreted
as being consistent with these theoretical
perspectives. For example, unmarried women with
stronger positive marital attitudes may be less
influenced by negative online comments, whereas
those with weaker or less stable attitudes may be
more susceptible to persuasive information
characterized by high argument quality and source
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credibility. Nevertheless, these interpretations
remain speculative and should be treated as

theoretical  extensions  rather than  direct
conclusions.
Future research should directly measure

variables such as self-serving bias, defensive
motivation, and attitude strength to more rigorously
examine their potential mediating or moderating
roles. Experimental or longitudinal designs would
also help clarify the causal mechanisms underlying
resistance or susceptibility to online persuasion.

7. CONCLUSIONS, IMPLICATIONS AND
LIMITATIONS

Overall, the current study contributes to
understanding how unmarried women are
influenced by online comments on marriage topics
on Weibo. The process of persuasive influence
highlights the interaction between perceived
information usefulness and positive marital
attitudes in shaping marital intentions. Although
prior research has extensively examined the
influence of online comments on consumer
purchase behavior [67], limited attention has been
given to their impact on life decisions such as
marriage. By integrating IAM and TRA, the present
study extends existing literature by demonstrating
how informational and attitudinal processes jointly
influence marital intention in the context of
negative online discourse. Importantly, these
findings are situated within the specific socio-
cultural and digital context of China, where
marriage norms, family expectations, and social
media discourse may differ substantially from other
cultural settings.

The findings also have practical implications.
The results suggest that the management of online
public opinion is important, particularly in relation
to sensitive social issues such as marriage. Online
comments on marriage topics often reflect
dissatisfaction and concerns among unmarried
women. Therefore, policymakers and platform
managers should consider monitoring and
contextualizing highly negative yet persuasive
content to avoid disproportionate influence on
users’ perceptions. Additionally, addressing the
structural and social concerns reflected in online
discourse—such as gender inequality and work—
family balance—may help reduce negative
perceptions of marriage. Promoting balanced
narratives about marriage, rather than solely
emphasizing positive attitudes, may provide a more
realistic and constructive approach. However, such
implications should be interpreted cautiously, as

their effectiveness may vary across different
cultural and digital environments.
Finally, several limitations should be

acknowledged. First, this study relied on self-
reported questionnaire data, which may be subject
to response bias and common method variance.
Future research should incorporate multi-method
approaches, such as experimental or behavioral
data, to enhance validity. Second, the -cross-
sectional design limits the ability to draw causal
inferences. Longitudinal or experimental studies are
needed to establish causal relationships among the
variables. Third, this study focused exclusively on
negative online comments on Weibo, which may
limit  generalizability to other platforms,
populations, or comment valences. In particular, the
findings are embedded within the Chinese socio-
cultural context and the specific communicative
environment of Weibo, where marriage-related
discourse is shaped by collectivist values, family
expectations, and socially salient norms regarding
marriage timing and gender roles. Therefore,
caution is needed when generalizing these results to
individualistic societies or to platforms with
different user demographics, communication
norms, and regulatory environments.

Fourth, although this study examined argument
quality and source credibility, it did not directly
measure emotional tone or psychological
processing mechanisms. Prior research suggests
that emotional content (e.g., negative emotions)
may also influence perceived usefulness and
persuasion  [69,70]. Future studies should
simultaneously examine cognitive (argument
quality), source-related (credibility), and emotional
(sentiment) dimensions of online comments.

Fifth, and importantly , the discussion
introduced theoretical constructs such as self-
serving bias and defensive motivation without
direct empirical measurement. While these
constructs provide useful interpretive lenses, their
explanatory role remains hypothetical in this study.
Future research should explicitly operationalize and
test these variables to strengthen the empirical
grounding of theoretical explanations.

Despite these limitations, this study provides a
novel contribution by highlighting how high-quality
negative online information can shape marital
attitudes and intentions, emphasizing the need for
more nuanced research on digital influence in
personal life decision-making.

Author Contributions
Conceptualization, Y.C. and A.A.M.; methodology,
Y.C.; software, Z.Z.; validation, H.A., HH.H. and

157



Journal of Theoretical and Applied Information Technology ~
31% May 2026. Vol.104. No.10 N

© Little Lion Scientific

SATIT

ISSN: 1992-8645

www.jatit.org

E-ISSN: 1817-3195

Z.Z.; formal analysis, Y.C.; investigation, A.A.M;
resources, Z.Z.; data curation, H.A.; writing—
original draft preparation, A.A.M.; writing—review
and editing, A.A.M.; visualization, H.A.;
supervision, Z.Z. All authors have read and agreed
to the published version of the manuscript.

Funding
This study was funding by Geran Putra IPS,
Universiti Putra Malaysia (GP-1PS/2022/9738600).

Institutional Review Board Statement
Not applicable.

Informed Consent Statement

This study was approved by the Ethics Committee
of Universiti Putra Malaysia. Informed consent was
obtained from all individual participants included in
the study.

Data Availability Statement

The data that support the findings of this study are
available on reasonable request from the
corresponding author. The data are not publicly
available due to privacy or ethical restrictions.

Conflicts of Interest
The authors declare no conflicts of interest.

REFERENCES:

[1] Amedie J. The impact of social media on
society 2015.

[2] Wang Z, Xu J. Research on Unfriendly
Comments Against Women on China’s
Microblog—Taking Tangshan Hitting Event as
An Example. Journal of Education, Humanities
and Social Sciences 2023;10:1-6.

[3] Chang HQ, Liu X. Gender Consciousness in
Microblog  Emotional  Discussions:  An
Analysis of the Concepts of Love, Marriage
and Family. Chinese Women’s Culture
2021;1:122-42.

[4] Hou Y. A look at the “one-sided” phenomenon
of gender issues on microblogging platforms.
Young Reporter 2022;22:71-2.

[5] Wei X, Guo L. On the Reconstruction of
Traditional Marriage Concepts in the Process
of New Media Communication. News
Knowledge 2017;5:47-9.

[6] Lai X. The negative impact of new media on
contemporary marriage and family relations.
Shanxi Youth 2016;12:223-44.

e
158

[7] Roberson A. Understanding the Current
Availability of Marriage Education in the
Church and the Perceived Need for Earlier
Education. PhD Thesis. Amridge University,
2024.

[8] Wang Z, Huang W-J, Liu-Lastres B. Impact of
user-generated travel posts on travel decisions:
A comparative study on Weibo and
Xiaohongshu. Annals of Tourism Research
Empirical Insights 2022;3:100064.

[9] Lee E-J, Yoon Jae Jang. What Do Others’
Reactions to News on Internet Portal Sites Tell
Us? Effects of Presentation Format and
Readers” Need for Cognition on Reality
Perception. Communication Research
2010;37:825-46.
https://doi.org/10.1177/0093650210376189.

[10]Sussman SW, Siegal WS. Informational
Influence in Organizations: An Integrated
Approach to Knowledge Adoption.
Information Systems Research 2003;14:47—-65.
https://doi.org/10.1287/isre.14.1.47.14767.

[11]Hussain S, Song X, Niu B. Consumers’
motivational involvement in eWOM for
information adoption: The mediating role of
organizational motives. Frontiers in
Psychology 2020;10:3055.

[12]Song BL, Liew CY, Sia JY, Gopal K.
Electronic word-of-mouth in travel social
networking sites and young consumers’
purchase intentions: an extended information
adoption model. Young Consumers
2021;22:521-38.

[13]Gao Y, Zhou J, Mao Z. The Influence of Birth
Years on Tendency to Marry: The Moderating
Role of Negative Media Information Exposure.
Proceedings of the 2023 6th International
Conference on Computers in Management and
Business, 2023, p. 156-63.

[14] Davis FD. Perceived usefulness, perceived ease
of use, and user acceptance of information
technology. MIS Quarterly 1989:319—40.

[15]Petty RE, Cacioppo JT. Source factors and the
elaboration likelihood model of persuasion.
ACR North American Advances 1984.

[16]Zhu DH, Chang YP, Luo JJ. Understanding the
influence of C2C communication on purchase
decision in online communities from a
perspective of information adoption model.
Telematics and Informatics 2016;33:8-16.

[17]Erkan I, Evans C. The influence of eWOM in
social media on consumers’ purchase
intentions: An extended approach to




Journal of Theoretical and Applied Information Technology ~
31% May 2026. Vol.104. No.10 N

© Little Lion Scientific

SATIT

ISSN: 1992-8645

www.jatit.org

E-ISSN: 1817-3195

information adoption. Computers in Human
Behavior 2016;61:47-55.

[18]Fishbein M, Ajzen 1. Predicting and changing
behavior: The reasoned action approach. Hove:
Psychology press; 2011.

[19]Mendes Filho LAM, Tan FB, Mills A. User-
generated content and travel planning: An
application of the theory of planned behavior.
Revista Brasileira de Pesquisa Em Turismo
2012;6:280-9.

[20]Zhang KZ, Cheung CM, Lee MK. Examining
the moderating effect of inconsistent reviews
and its gender differences on consumers’
online shopping decision. International Journal
of Information Management 2014;34:89-98.

[21]Shahrabadi R, Karimi-Shahanjarini A, Dashti
S, Soltanian A, Garmaroudi G. Predictors of
intention to marriage based on theory of
planned behavior among university students in
Iran. Electronic Physician 2017;9:4090.

[22]Xie J, Hong X. Research on Factors Affecting
Chinese College Students’ Marriage Intention:
Applying the Theory of Planned Behaviour.
Frontiers in Psychology 2022;13.

[23]Bhattacherjee A, Sanford C. Influence
processes  for  information  technology
acceptance: An elaboration likelihood model.
MIS Quarterly 2006;30:805-25.

[24]Li R, Suh A. Factors influencing information
credibility on social media platforms: Evidence
from Facebook pages. Procedia Computer
Science 2015;72:314-28.

[25]Ma TJ, Atkin D. User generated content and
credibility evaluation of online health
information: A meta analytic study. Telematics
and Informatics 2017;34:472-86.

[26]Nadlifatin R, Persada SF, Munthe JH,
Ardiansyahmiraja B, Redi AANP, Prasetyo
YT, et al. Understanding factors influencing
traveler’s adoption of travel influencer
advertising: an Information Adoption Model
approach. Business: Theory and Practice
2022;23:131-40.

[27]Tseng S-Y, Wang C-N. Perceived risk
influence on dual-route information adoption
processes on travel websites. Journal of
Business Research 2016;69:2289-96.

[28] Shin SY, Van Der Heide B, Beyea D, Dai YN,
Prchal B. Investigating moderating roles of
goals, reviewer similarity, and self-disclosure
on the effect of argument quality of online
consumer reviews on attitude formation.

e
159

Computers in Human Behavior 2017;76:218—
26.

[29] Cheng X, Gu Y, Hua Y, Luo XR. The paradox
of word-of-mouth in social commerce:
exploring the juxtaposed impacts of source
credibility and information quality on SWOM
spreading.  Information &  Management
2021;58:103505.

[30]Zhang M, He F. Realistic dilemmas and logical
progression of cyberfeminism in the context of
mediatized society: An examination of the
“anti-surplus women” discourse in the Internet
arena. Southeast Communication 2019;8:1-3.

[31]Dai Yingjie, Lii Zijian. The late marriage trend
among urban young women: The marriage of
feminism and mass media. China Youth
Studies 2021.

[32]Liu J, Song T. “Rendered Anxiety”: Social
Media Use and Women’s Perceived Fertility
Risk. Media Watch 2022;6:8-19.

[33]Yang J, Mai ES. Experiential goods with
network externalities effects: An empirical
study of online rating system. Journal of
Business Research 2010;63:1050-7.

[34]Carter JJ. Why Marry? Young women talk
about relationships, marriage and love. PhD
Thesis. University of York, 2010.

[35] Davis FD. Perceived usefulness, perceived ease
of use, and user acceptance of information
technology. MIS Quarterly 1989;13:319-40.
http://dx.doi.org/10.2307/249008.

[36]Chi T. Understanding Chinese consumer
adoption of apparel mobile commerce: An
extended TAM approach. Journal of Retailing
and Consumer Services 2018;44:274-84.

[37]Jia P, Geng S. Factors Influencing RED App
on Young Women’s self-Construction of Body
Image. Proceedings of the 2023 4th
International Conference on Big Data and
Social Sciences (ICBDSS 2023), vol. 12,
Springer Nature; 2023, p. 317.

[38]Luo Wen. A study of two generations' views
on marriage from the perspective of
intergenerational communication: A
communication perspective on the phenomena
of "urging marriage" and "fear of marriage."
Journalism and Communication n.d..

[39]Fam JY, Yaacob SN, Juhari R, Arshat Z,
Mukhtar F. General Attitudes Towards
Marriage Scale: Psychometric Properties in
Malaysian Adolescents of Divorced Families. J
Child Fam Stud 2017;26:3351-9.
https://doi.org/10.1007/s10826-017-0849-7.




Journal of Theoretical and Applied Information Technology ~
31% May 2026. Vol.104. No.10 N

© Little Lion Scientific

SATIT

ISSN: 1992-8645

www.jatit.org

E-ISSN: 1817-3195

[40] Nejatian M, Alami A, Tehrani H, Jahantigh H,
Jafari A. Attitude, Intent and Different Aspects
of Marriage in University Students: A Path
Analysis. Journal of Divorce & Remarriage
2022;63:184-99.

[41]Shahrabadi R, Karimi-Shahanjarini A, Dashti
S, Soltanian A, Garmaroudi G. Predictors of
intention to marriage based on theory of
planned behavior among university students in
Iran. Electronic Physician 2017;9:4090.

[42]Xie J, Hong X. Research on Factors Affecting
Chinese College Students’ Marriage Intention:
Applying the Theory of Planned Behaviour.
Frontiers in Psychology 2022;13:868275.

[43]Matute J, Polo-Redondo Y, Utrillas A. The
influence of EWOM characteristics on online
repurchase intention: Mediating roles of trust
and perceived usefulness. Online Information
Review 2016;40:1090-110.

[44]Kim K, Cheong Y, Kim H. User-generated
product reviews on the internet: the drivers and
outcomes of the perceived usefulness of
product reviews. International Journal of
Advertising 2017;36:227-45.
https://doi.org/10.1080/02650487.2015.109610
0.

[45] Prastiawan DI, Aisjah S, Rofiaty R. The effect
of perceived usefulness, perceived ease of use,
and social influence on the use of mobile
banking through the mediation of attitude
toward use. APMBA (Asia  Pacific
Management and Business Application)
2021;9:243-60.

[46]Hussein RS, Mohamed H, Kais A. Antecedents
of level of social media use: exploring the
mediating effect of usefulness, attitude and
satisfaction. Journal of Marketing
Communications 2022;28:703-24.
https://doi.org/10.1080/13527266.2021.193612
5.

[47]1Mei B, Brown GT. Conducting online surveys
in China. Social Science Computer Review
2018;36:721-34.

[48]Zhang W, Watts S. Knowledge adoption in
online communities of practice. Systémes
d’information et Management 2016;21:67-88.

[49]Babbie ER. The practice of social research.
15th ed. Boston, MA: Cengage Learning;
2020.

[50]Ajzen 1. The theory of planned behavior:
Frequently asked questions. Human Behav and
Emerg Tech 2020;2:314-24.
https://doi.org/10.1002/hbe2.195.

e
160

[51]Podsakoff PM, Podsakoff NP, Williams LJ,
Huang C, Yang J. Common Method Bias: It’s
Bad, It’s Complex, It’s Widespread, and It’s
Not Easy to Fix. Annu Rev Organ Psychol
Organ Behav 2024;11:17-61.
https://doi.org/10.1146/annurev-orgpsych-
110721-040030.

[52]Hair JF, Risher JJ, Sarstedt M, Ringle CM.
When to use and how to report the results of
PLS-SEM. European Business Review
2019;31:2-24.

[53]Hair Jr JF, Hult GTM, Ringle CM, Sarstedt M.
A primer on partial least squares structural
equation  modeling  (PLS-SEM).  Sage
publications; 2021.

[54]Ramayah T, Cheah J, Chuah F, Ting H,
Memon MA. Partial least squares structural
equation  modeling  (PLS-SEM)  using
smartPLS 3.0. An Updated Guide and Practical
Guide to Statistical Analysis 2018.

[55]Hair Jr JF, Hult GTM, Ringle CM, Sarstedt M,
Danks NP, Ray S, et al. Evaluation of
reflective measurement models. Partial Least
Squares Structural Equation Modeling (PLS-
SEM) Using R: A Workbook 2021:75-90.

[56]Hair JF, Risher JJ, Sarstedt M, Ringle CM.
When to use and how to report the results of
PLS-SEM. European Business Review
2019;31:2-24.

[57]Fornell C, Larcker DF. Evaluating structural
equation models with unobservable variables
and measurement error. Journal of Marketing
Research 1981;18:39-50.

[58]Cohen J. Statistical power analysis for the
behavioral sciences. 2nd ed. New York, NY:
Routledge; 2013.

[59]Stone M. Cross-validatory choice and
assessment of statistical predictions. Journal of
the Royal Statistical Society: Series B
(Methodological) 1974;36:111-33.

[60]Chin WW. The partial least squares approach
to structural equation modeling. Modern
Methods for Business Research 1998;295:295—
336.

[61]Henseler J, Ringle CM, Sarstedt M. A new
criterion for assessing discriminant validity in
variance-based structural equation modeling. J
of the Acad Mark Sci 2015;43:115-35.
https://doi.org/10.1007/s11747-014-0403-8.

[62]Cheng VT, Loi MK. Handling negative online
customer reviews: the effects of elaboration
likelihood model and distributive justice.




Journal of Theoretical and Applied Information Technology ~
31% May 2026. Vol.104. No.10 ~J
© Little Lion Scientific

SATIT

ISSN: 1992-8645 Www.jatit.org E-ISSN: 1817-3195 |

Journal of Travel & Tourism Marketing
2014;31:1-15.

[63]Lee J, Park D-H, Han 1. The effect of negative
online consumer reviews on product attitude:
An information processing view. Electronic
Commerce Research and  Applications
2008;7:341-52.

[64]Zhang J, Zhu X. A study of college students’
attitudes toward pluralistic marriage from the
perspective  of individualization.  Youth
Exploration 2022;3:91-100.

[65]Tversky A, Kahneman D. Advances in
prospect theory: Cumulative representation of
uncertainty. Journal of Risk and Uncertainty
1992;5:297-323.

[66] Tormala ZL, Petty RE. Source credibility and
attitude certainty: A metacognitive analysis of
resistance to persuasion. Journal of Consumer
Psychology 2004;14:427-42.

[67]Wu PC, Wang Y-C. The influences of
electronic word-of-mouth message appeal and
message source credibility on brand attitude.
Asia Pacific Journal of Marketing and
Logistics 2011.

[68] Petty RE, Cacioppo JT. Issue involvement can
increase or decrease persuasion by enhancing
message-relevant cognitive responses. Journal
of Personality and Social Psychology
1979;37:1915.

[69] Craciun G, Zhou W, Shan Z. Discrete emotions
effects on  electronic = word-of-mouth
helpfulness: The moderating role of reviewer
gender and contextual emotional tone.
Decision Support Systems 2020;130:113226.

[70]Xu C, Zheng X, Yang F. Examining the effects
of negative emotions on review helpfulness:
The moderating role of product price.
Computers in Human Behavior
2023;139:107501.

161



Journal of Theoretical and Applied Information Technology

31% May 2026. Vol.104. No.10

© Little Lion Scientific

S

R

SATIT

ISSN: 1992-8645

www.jatit.org

E-ISSN: 1817-3195 |

TABLE 1

Latent Loadings o

CR

AVE

Discriminant validity (Fornell-Larcker)

1

2

3

4 5

AQ

AQ: .81
AQx. .83
AQs: .88
AQu: .86

.87

.87

72

.84

SC

SCi: .81
SCs: .83
SCs: .89
SCq: .85

.872

.87

72

47

.85

g

IU]I .86
1U,: .86 815
IU3I &3

.81

72

41

45

.85

AT

AT;:.90
AT,. .83
AT;: .85 925
ATy .90
ATs: .90

.92

77

=31

-.30

-32

.88

IN

IN;:.90 .89
IN»: .85
IN3Z.89
IN4Z .83

.90

74

-.30

-.36

44

.87 .86

TABLE 2

Paths

B

P

Conclusion

Direct effects

AQ —1U

0.26

5.29

.000™

SC - 1IU

0.32

7.16

.000™"

AQ — IN

-0.14

2.87

.004™

SC —- IN

-0.12

242

015

IU — AT

-0.32

7.23

.000™

AT —- IN

0.36

7.23

.000™

nNnnnn nln

Indirect effects

AQ - IU - AT —» IN

-0.03

3.46

001"

SC - 1IU - AT — IN

-0.03

3.68

.000™

162




