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Abstract. This study aims to test the effect of information overload, information 

anxiety, and social media on online purchasing decisions. To achieve this goal, the 

deductive method was used by a means of the quantitative approach, and the data 

were collected using an electronic questionnaire consisting of a set of ready-made 

scales used in previous studies. The number of participants was 326 online shoppers. 

A structural equation modeling was used to test the study hypotheses using Amos 

26 software. The study reached a set of results, the most important of which is that 

the availability of excessive product information negatively affects information 

anxiety, and social media stress effects on online purchasing decisions as well as 

to its impact on the occurrence of information concern. The current study 

contributes to achieve practical implications represented in the need of marketers 

to resort not to exaggerate the presentation of the information displayed in their 

products in order to prevent buyers from getting anxious. To solve this problem, 

the study proposes the establishment of governmental or private regulatory 

agencies via the Internet that work to control and standardize information related 

to products. 
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1. Introduction 

Information technology and e-commerce have changed the way consumers purchase 

products. These technologies have provided shoppers with many benefits such as: 

saving the costs of moving between stores in traditional shopping, and the availability 

of information that helps to choose the most appropriate products (Sarkar 2011). 

Social media is one of the most important contemporary technologies used in 

electronic shopping (Komodromos, Papaioannou, and Adamu 2018; Long et al., 

2022).  

Despite these benefits, the use of information technology led the shopper to 

obtain a very large amount of information. In the era of mobile Internet, users are 

forced to handle too much information (Fu et al. 2020). This is reflected negatively 

on Internet users generally in the so-called the phenomenon of information overload. 

Some studies have indicated that the consumer's behavior may be affected by 

information overload due to the amount of information on the Internet (Chang Lee et 

al. 2013). 

Information overload is a serious problem that affects individuals' perception of 

a topic due to the availability of a large amount of information (Shrivastav and Hiltz 

2013).  

The phenomenon of information overload is one of the main challenges of the 

information age (Roetzel and Fehrenbacher 2020). It has faced all groups of 

individuals in the information society, including consumers who practice online 

shopping so that purchasing decisions have become more difficult due to the 

phenomenon of information overload. Infact, information overload is not new, but 

what is new is the exacerbation of this phenomenon with the existence of the Internet 

and the information technology revolution (Al-Kumaim 2020). The mental abilities 

of individuals such as perception and memory contribute greatly to the occurrence of 

the phenomenon of information overload (Gunaratne et al. 2020). 

The process of online shopping is characterized by the fact that there is less direct 

interaction than it is in the traditional shopping, which is reflected in the difficulties 

that buyers face when the information on products is vague and complex (Li 2017). 

Many studies have addressed the issue of information overload in many areas, 

including decisions in general (Hwang and Lin 1999; Phillips-Wren and Adya 2020), 

but few of them have examined the effect of this phenomenon on online purchasing 

decisions. On the other hand, few studies have examined the characteristics of social 

media network services and their role in information overload (Lee, Son, and Kim 

2016). 

Despite the literature results, the mediating role of information anxiety between 

information overload and purchasing decisions remains unclear. The literature review 

indicated that the mediating role of information anxiety between media fatigue and 

purchasing decisions was not studied by other researchers. 



 

 

 

Al-Youzbaky and Hanna, Journal of System and Management Sciences, Vol. 12 (2022) No. 2, pp. 195-220 

197 

 

The main purpose of this study is to find out the best way for reducing the 

negative effects of information overload. This study aims to determine whether the 

online purchase decision is affected by the amount of information available to the 

shopper; in addition, to identify the role of social media fatigue and technostress on 

product selection. 

The current study assumes that there exist many factors which reduce the ability 

of online shoppers to purchase products such as: information overload, information 

anxiety, and stress resulting from the use of social media and technostress. 

This study contributes to identify the effect of information overload on the 

method used by shoppers when purchasing products over the Internet. 

Research questions:  

• Does increasing information overload reduce consumers' ability to make 

online product purchase decisions? 

• Does the increased information overload lead to information anxiety for 

internet shoppers? 

The current study consists of seven main sections. The first section is the 

introduction, which aims to explain the research problem. The second one is 

concerned with reviewing the literature. The third one includes the development of 

the research model and its hypotheses; the fourth one includes the research 

methodology. The fifth section is for data analysis. The sixth section is devoted to 

discuss the results whereas seventh section is about the future studies. 

2. Related Works 

This section presents the most important theoretical aspects related to the study 

variables and the most important findings of the previous studies. 

2.1. Information overload 

Information overload has been studied in the information systems literature as a 

negative phenomenon (Umeozor 2017). According to it, individuals receive 

information that exceeds their capabilities to deal with (Islam, Whelan, and Brooks 

2018; Mustapar, Abdullah, and Noor 2016). 

The information load is generally divided into two types: overload and underload 

(Hwang and Lin 1999). In the current study, the second type will be dealt with, which 

is the information overload due to the abundance of information available on the 

Internet. There are several terms which are synonymous with information overload 

infobesity (Gouws and Tarp 2017; Renjith 2017). The authors will adopt the term 

information overload as one of the most common terms. 

Indeed, there is no a single universally agreed definition of information overload 

(Bandyopadhyay and Zafar 2017); despite this fact, the literature agrees that overload 

occurs when the information is of an uncertain, complex, or ambiguous nature (Hu 

and Krishen 2019). The term overload is one of the terms that include many fields 
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and which generally represents the increase in a phenomenon that exceeds the ability 

of individuals to deal with it (Zhang et al. 2016). 

From a technological perspective, information overload is one of the dimensions 

of technological overload, system feature overload, and communication overload 

(Karr-Wisniewski and Lu 2010).  

The term information overload was first used by Bertram Gross in his book 

entitled The Managing of Organization which was published in 1964 (Renjith 2017). 

The term was later used by Alvin Toffler in his book (1970) Future Shock (Kliewer, 

Phillips, and Massanelli 2017). The problem of information overload is one of the 

problems individuals  face in contemporary societies (Renjith 2017). 

The decision-making process is influenced by the way individuals perceive the 

environment around them; and perception indeed affects the way individuals deal 

with information (Chen et al. 2018). Processing information from an administrative 

perspective means the amount of information that the decision-maker can use in the 

decision-making process during a specific period. 

In the context of organizations, Hwang and Lin (1999) found that there is a 

relationship between information overload and the ability of managers to process 

information for the decision-making.  it reduces decision makers' ability to make the 

best possible decision (Roetzel and Fehrenbacher 2020), and reducing the quality of 

decisions (Letsholo and Pretorius 2016). Zou and Webster (2014) found that 

information overload has a negative effect on performance. On the other hand, 

information anxiety is considered as the negative consequences of information 

overload   (Eppler and Mengis 2004; Gouws and Tarp 2017). Information overload 

results in many negative states such as: the loss of time, frustration, and stress 

(Umeozor 2017); as well as information loss, forgetting, or distortion (Heylighen 

2002). 

Indeed, information overload in the context of the shopping process means the 

amount of information that a consumer receives before making a purchase decision 

(Huang and Zhou 2019). One of the reasons that encourage Internet shoppers to 

expand their access to product information is the easiness of obtaining information 

and the low costs of obtaining it (Su 2008). Ding, Zhang, and Wang (2017) have 

indicated in their study that the information overload leads to a decreased purchase 

decision-making. 

Although  the Internet provides vast amounts of information, much of it is not 

homogeneous, which causes information overload (Schmitt, Debbelt, and Schneider 

2018). This means that this phenomenon does not occur only because of the large 

number of information but because of the content of the information. 

One of the reasons that leads to the phenomenon of information overload is that 

the time available for the decision-maker to deal with the information is less than the 

time required to process this information (Letsholo and Pretorius 2016). From a 
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cognitive perspective, an overload occurs when the information received by an 

individual exceeds the cognitive limits (Zhang, Ding, and Ma 2020). 

Based on previous studies, the causes leading to the information overload can be 

classified into: personal (Sasaki, Kawai, and Kitamura 2015), informational (Eppler 

and Mengis 2004), functional (Roetzel and Fehrenbacher 2020) and technical factors. 

The present study relies on the subjective perspective of being more compatible with 

the consumer behavior. 

As for personal factors they are, in fact, associated with the abilities of individuals 

to assimilate and process information and to depend greatly on mental abilities, as 

well as the psychological state. 

As for informational factors, they are related to the information itself and depend 

on two elements: the amount of information and the degree of clarity. 

Concerning technological factors, most researchers agree that information 

technology plays two roles at the same time, as it contributed to increase the 

information overload and at the same time to reduce it (Bock et al. 2008). For example, 

using search engines retrieves far more information than any person can handle with 

the returned results. On the other hand, functional factors are those factors that are 

associated with work characteristics such as job stress (Roetzel and Fehrenbacher 

2020). 

The traditional way to address information overload is to filter the information 

by excluding information of little importance (Mahdi et al. 2020). In the context of 

dealing with internet shoppers, the information overload is countered by identifying 

the products by reading a few reviews that suit their needs (Kwon et al. 2015). 

Depending on the previous ideas, (most)researchers believe that information 

overload is of several inputs that become much greater than the ability to process, 

which makes decision-makers have a limited ability to know the cognitive processing 

and therefore when an overload of information occurs, it is possible that a decrease 

in the quality of the decision. 

In fact, the quality of information contributes clearly to positive decision-making 

(Hu and Krishen 2019). Eppler & Mengis (2003) and Roetzel and Fehrenbacher 

(2020) found that the quality of decisions increases when the amount of information 

available to the decision-maker increases to a certain level, and then after increasing 

information about that level information overload. 

2.2. Information anxiety  

Information anxiety is the tension that occurs due to the inability of individuals to 

access the necessary information, or the inability to understand it; and this is a 

consequence of information overload (Shrivastav and Hiltz 2013). It is a state of 

tension that results in individuals' inability to access the required information, or the 

inability to understand it (Bawden and Robinson 2009). 
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The online shopping environment is a fertile area for the phenomenon of anxiety 

among shoppers due to the risks that they are likely to face, which may be a breach 

of privacy or a credit card fraud (Celik 2016). One of the reasons that lead to a state 

of information anxiety is information overload (Bawden and Robinson 2009). As a 

result, the increased use of technology leads to increased informational anxiety (Eklof 

2013).  

2.3. Social media fatigue 

Social media is an online service that aims to establish social relationships 

between individuals who have common interests (Luqman et al. 2017). Social media 

shopping has become more important than ever, as a must (Kim 2021). 

In fact, there are two types of fatigue that individuals can experience: 

psychological and physiological (Ravindran, Yeow Kuan, and Hoe Lian 2014). The 

Yao, Phang, & Ling (2015) study found that psychological fatigue negatively affects 

the individuals' behavior. On the other hand, social media fatigue is the negative 

emotional impact of social media use (Zhang et al. 2016). Sometimes, it is called 

"social media burnout" (Han 2018). This phenomenon is characterized by a lack of 

desire to use these platforms (Liu and Ma 2018). 

As a result, marketers realized that the use of social media has become an 

important part of their marketing strategies to reach the largest possible number of 

buyers (Akar and Topçu 2011). Social media marketing is defined as the use of social 

media platforms to promote the company's products (Akar and Topçu 2011). There 

are many symptoms related to technical fatigue, the most prominent of which is the 

individual's inability to focus attention, irritability, and a feeling of losing control over 

work (Ibrahim, Bakar, and Nor 2007). Some studies have found that media fatigue 

occurs for a variety of reasons, including information overload (Luqman et al. 2017). 

Consumers obtain information about products from various sources, including 

the interaction between them through social media (Clemons 2009). 

2.4. Technostress 

The term technostress was first used by the psychologist Craig Brod in 1984, 

describing it as a disease that occurs due to the inability of individuals to deal with 

information and communication technologies (Ayyagari et al. 2011). Stress is 

commonly known as the perceptual state that individuals face when the demands on 

their environment exceed the limits of their ability to satisfy them (Tarafdar, Tu, and 

Ragu-Nathan 2010). Liu & Ma (2018) argue that social media addiction is a source 

of overload. 

There are many types of stress that individuals can be exposed to; and one of 

these types is ICT stress, which is called technostress (Qi 2019). Stress is generally 

defined as a condition that individuals face when the volume of requests is greater 

than the number of available resources (Phillips-Wren and Adya 2020). Maier et al.'s 

study (2015) showed that social media use contributes to stress. Technostress is 
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defined as the psychological state related to the fear or unwillingness to use 

information technologies (Hartog 2017). It is a stress caused by the use of information 

technologies (Tarafdar, Cooper, and Stich 2017). It is the pressure resulting from the 

inability of individuals to deal with the changes taking place in information 

technology due to negative attitudes (Zainun, Johari, and Adnan 2019). 

2.5. Purchase decision 

From an administrative point of view, the decision is intended to select an alternative 

from a group of alternatives. Clients make purchasing decisions in order to satisfy 

their needs (Shah, Zahoor, and Qureshi 2019). In fact, the quality of information 

influences decisions to purchase products online (Lin et al. 2019).  

3. Research Model and Hypothesis Development 

The research model shown in Figure 1 was developed by depending on a number of 

previous literature to study the effect of a group of factors on the decisions to purchase 

products over the Internet, as a dependent variable. The information overload has 

been chosen because it is one of the factors that most Internet users are exposed to, 

which is expected to lead to a state of information anxiety. Since electronic shopping 

operations occur through information technology and social media, the variables 

related to their negative states have been chosen, namely technostress and social 

media fatigue as two independent variables that influence purchasing decisions. 

3.1. Information overload and purchase decision 

The stress caused by information overload negatively affects the quality of 

decisions (Marsden, Pakath, and Wibowo 2006). Because the information overload 

exceeds the capacity of decision-makers, some information is selected and processed 

at the expense of other information that may be more important (Phillips-Wren and 

Adya 2020). The results of the previos studies have shown an inverse relationship 

between information overload and purchasing decisions, so the more information is 

loaded will lead to a decrease in the quality of decisions to buy products from online 

stores (Chen, Shang, and Kao 2009). The study of Huang & Zhou (2019) concluded 

that perceptual information overload is negatively related to the quality of consumers' 

decisions. Depending on the mentioned above, the following hypothesis can be 

formulated: 

 

H1: Information Overload (IO) positively related to Purchase Decision (PD) 

3.2. Information overload and information anxiety 

Although some researchers regard information anxiety as a synonym for information 

overload (Vinet and Zhedanov 2011), the findings of Girard (2005) indicate that they 

are two different things, and this is what the current study adopts. One of the previous 
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studies showed that individuals who suffer from social anxiety related to internet use 

ignore information when exposed to information overload (Hwang et al. 2020). Eklof 

(2013) mentioned that information anxiety arises from multiple factors, including 

information overload. Swar, Hameed, & Reychav (2017) have found an association 

between information overload and the occurrence of negative psychological states 

such as: stress and anxiety. By depending on the above, the following hypothesis can 

be formulated: 

 

H2: Information overload (IO) positively related to information anxiety (IA) 

3.3. Technostress and information anxiety 

The use of information technology sometimes leads to problems for users, which are 

technostress (Ayyagari et al. 2011). Technostress causes anxiety for users of 

information technology (Yang and Lin 2018). Technostress causes two types of 

physical problems, such as: eye strain and back pain; psychological problems are like: 

depression and anxiety (Tagurum YO, Okonoda KM, Miner CA 2017). Some studies, 

including the study (Gudur et al. 2013), indicated that technical complexity 

contributes to the occurrence of anxiety in individuals. From this discussion, the study 

proposes the following hypothesis: 

 

H3: Technostress (TS) effect positively on information anxiety (IA) 

3.4. Social media fatigue and information anxiety 

The results of Dhir et al.'s (2018)  study showed that fatigue caused by the use of social 

media leads to a higher level of anxiety among users of these applications. The results 

of Dhir et al.'s (2018)  study  were conducted on a group of social media users in India  

and indicated that the compulsive use of these technologies leads to increased anxiety. 

Social media provides an access to large amounts of information, which can lead 

to the information overload phenomenon (Islam et al. 2018). Social media is often 

characterized by people communicating asynchronously, and this method has led to 

the accumulation of conversations. Consequently, it leads to an information overload 

(Gunaratne et al. 2020). The results introduced by Yu, et al's. (2018) conducted on a 

group of workers in some Chinese organizations showed that individuals are subject 

to fatigue caused by the excessive use of social media because of their exposure to an 

information overload. In fact, social media has caused negative emotions for many 

users of these technologies due to the boredom and exhaustion of dealing with large 

amounts of useless information (Guo et al. 2020). Social media provides online 

shoppers with various information about products (Gaol et al 2019). Because of the 

limited cognitive capabilities of individuals, it is expected that shoppers will suffer 

from technical stress due to the abundance of information; some studies have 

confirmed a relationship between information overload and technical stress 

(Ayyagari 2012). Results conducted by (Shi et al. 2020) on a group of Chinese 
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students who use social media showed that information overload can lead to a state 

of technical stress. 

Based on the results of the studies referred to, it can be said that excessive use 

leads to an increase in information in a way that exceeds the ability of social media 

users to deal with it, which consequently leads to a state of information anxiety, so 

the following hypothesis can be presented: 

 

H4: Social media fatigue (SMF) associated positively with information anxiety 

(IA) 

3.5. Social media fatigue and purchase decision 

The study conducted by Munir et al (2018) showed that the use of social media has 

an impact on participation in making a purchase decision. Jha's study (2019) showed 

that the communication between individuals through social media has an important 

role in forming a positive perception towards online purchases. 

The decisions to buy online (to online buying) are affected by multiple factors, 

including promoting it via the Internet using viral marketing (Artanti, Hari Prasetyo, 

and Sulistyowati 2019; park et al., 2021). The findings of a study by Chou, Picazo-

Vela, & Pearson (2013) revealed that the buying decisions of online buyers are 

affected by the number of reviews written on social media and others by buyers of 

high-priced products. Consumer buying behavior is influenced by social media 

availability (Shah et al. 2019). Based on the previous arguments, the following 

hypothesis can be proposed: 

 

H5: Social Media Fatigue (SMF) related positively with purchase decisions (PD) 

3.6. Information anxiety and purchase decision 

Researchers have found that the overload online shoppers are subject  to is stress 

and anxiety, which negatively affects the purchasing decision (Ding et al. 2017). 

Some studies have found that shoppers with technical anxiety are less likely to use 

self-service technology when making purchases (Meuter et al. 2003). Some studies, 

including the study (Soto-Acosta, Molina-Castillo, et al. 2014), found that 

information overload affects customers' intentions to buy online, so the following 

hypothesis is suggested: 

 

H6: Information anxiety (IA) related positively with purchase decision (PD) 

H7: Information Anxiety (IA) mediates the effect of Information Overload on 

Purchase Decision. 

H8: Information Anxiety (IA) mediates the effect of Social Media Fatigue on 

Purchase Decision 
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Fig. 1: Research model 

4. Research methodology 

4.1. Measurement development 

The study adopted a set of ready-made measures included in the previous studies, as 

shown in Table 1. Since the scales are prepared in the English language, and the 

respondents are Arabic speakers, the scale has been translated into Arabic. The total 

number of indicators for the scale reached 25 indicators distributed on five factors. 

All the survey questions were measured using a 5-point Likert scale (1 = strongly 

disagree, 2 = disagree, 3 = neutral, 4 = agree, 5 = strongly agree) 

Table 1: Measurement of variables 

 

4.2. Sample and data collection 

The electronic questionnaire was used as the main tool in collecting data for the 

current study; and the simple random sample was adopted by distributing the 

Variables Items Sources 

Information overload 

(IO) 
5 

(Zhang et al. 2016) (Karr-Wisniewski and 

Lu 2010) (Ayyagari 2012) 

Technostress (TS) 5 (Mette et al. 2014) (Ayyagari et al. 2011) 

Social Media Fatigue 

(SMF) 
5 

(Zhu and Bao 2018) (Bright, Bardi, and 

Landreth 2015) 

Information Anxiety (IA) 5 (Girard and Allison 2008) 

Purchase Decisions (PD) 5 (Gazzola et al. 2017) (Altarifi et al. 2015) 

Total 25  

Information 

Overload 

(IO) 

Technostress 

(TS) 

Social Media 

Fatigue 

(SMF) 

Information 

Anxiety 

(IA) 

Purchase 

Decisions 

(PD) 

H1 

H2 

H3 

H4 

H5 

H

6 
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questionnaire on social media sites specialized in online shopping in the Iraqi 

environment. 

4.3. Participant demographics 

Depending on the results of the survey that was conducted in this study, the results of 

the demographic characteristics of the research sample, which consisted of 326 

participants, indicated that most of the individuals surveyed were females (68.4%), 

while the males form (31.6%). As for age groups, it is evident from Table 2 that the 

age group 15-25 obtained the highest percentage among the age groups of the research 

sample, which is (42.9%). The results also showed that the unmarried group had the 

highest percentage among other social cases (51.5%). As for the educational level, 

more than half of the research sample have a bachelor’s degree (56.1%). 

Among the respondents, (52.5%) used the Internet daily for a period ranging 

between one and five hours. 

Table 2: Demographics of the research sample 

Category Item Frequency Percentage(%) 

Gender 
Male 103 31.6 

Female 223 68.4 

Age 

15-25 140 42.9 

26-35 105 32.2 

36-45 56 17.5 

46-55 16 4.6 

56-65 7 2.1 

66-75 2 0.6 

Marital Status 

Single 168 51.5 

Married 150 46.0 

Widower 5 1.5 

Divorced 3 0.9 

Educational Level 

Reads and writes 5 1.5 

High school 59 18.1 

Bachelor 183 56.1 

Diploma 19 5.8 

Master 43 13.2 

PhD 17 5.2 

Type of Work 

Student 131 40.2 

Free work 34 10.4 

Employee 115 35.3 

Out of work 46 14.1 

Average Daily of 

Internet Usage 

1-5 171 52.5 

6-10 118 36.2 

11-15 37 11.3 
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5. Data analysis and results 

To test the hypotheses of the study, Structural Equation Modeling (SEM) was used 

by AMOS 26 software. To achieve this, the statistical treatments were performed in 

two stages. The first stage was represented by the measurement model using 

confirmatory factor analysis (CFA) to verify the quality of the model and its 

conformity with the data, while the second one was represented by the integrated 

structural model to test the hypotheses (Anderson and Gerbing 1988). 

5.1. Measurement model assessment 

The Confirmatory Factor Analysis (CFA) was used in the pooled measurement model 

by linking all the constructs together in one model. The quality of the model was 

checked using reliability and validity. The measurement model consists of five latent 

variables, each of which is measured by five indicators. 

In fact, reliability means the consistency between indicators that measure the 

same construct (Guo et al. 2020). To assess the reliability of the measurement model, 

Cronbach's Alpha and Composite Reliability (CR) were used to measure the internal 

consistency between the indicators and each construct of the measurement model. 

Some studies indicated that the Cronbach α value and the composite reliability are 

acceptable if it exceeds )0.60( (Awang 2014). Table 3 shows that all indicators' values 

are greater than )0.60(, which means that internal consistency is achieved in the 

model. 

On the other hand, the converging validity was used to validate the scaling model, 

which means the degree of affinity between indices that measure specific constructs. 

This has been verified in two ways. The first way is represented by standard factor 

loads, which are considered acceptable when the index load on the factor exceeds a 

threshold of 0.60 (Awang 2012);  the second one is represented by the average 

variance extracted (AVE), which must exceed a value of (0.50) (Fornell and Larcker 

1981). Table 3 shows that all the values met the required loading criteria except for 

the SMF4 indicator, and all the factors met (AVE) except for the information overload. 

The items that did not meet the required loading were removed, so three elements 

of information overload, two items of purchasing decisions, one item each from 

technostress.  

Table 3: Reliability and convergent validity 

Construct Item Mean SD Loading 
Cronbach 

α 
CR AVE 

Information 

Overload (IO) 

IO2 3.75 0.97 0.686 
0.615 0.617 0.446 

IO3 3.43 1.07 0.650 

Technostress 

(TS) 

TS2 3.34 1.05 0.660 

0.833 0.837 0.564 
TS3 3.32 1.06 0.781 

TS4 3.27 1.10 0.803 

TS5 3.56 1.16 0.751 
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Social Media 

Fatigue (SMF) 

SMF1 3.59 1.06 0773 

0.829 0.835 0.561 
SMF2 3.52 1.04 0.822 

SMF3 3.27 1.09 0.774 

SMF4 3.27 1.10 0.575 

Information 

Anxiety (IA) 

IA1 3.29 1.02 0.668 

0.835 0.817 0.528 
IA3 3.22 1.06 0.774 

IA4 3.39 1.08 0.726 

IA5 3.37 1.09 0.736 

Purchase 

Decisions 

(PD) 

PD1 3.44 1.03 0.680 

0.786 0.788 0.554 PD4 3.39 1.12 0.740 

PD5 3.01 1.15 0.807 

 

Discriminant validity refers to how much the constructs differ from one another 

(Chen et al. 2018). This is achieved when the square root of the average variance 

extracted (AVE) for each factor is greater than the correlation values between any 

two factors as illustrated in Table 4. 

Table 4: Construct correlation matrix and the square roots of AVE 

Construc

t 
MSV 

MaxR(H

) 
IO TS SMF AI PD 

IO 0.324 0.618 0.668     

TS 0.511 0.845 0.570*** 0.751    

SMF 0.511 0.848 0.428*** 0.715*** 0.749   

IA 0.280 0.821 0.504*** 0.529*** 0.502*** 0.727  

PD 0.062 0.798 0.132 0.212** 0.249*** 0.130 0.744 

 

As for the conformity indicators, it is evident from Fig. 2 of the total measurement 

model that all the indicators of conformity quality achieved the thresholds specified 

in the references, indicating that the measurement model is compatible with the field 

data to an acceptable degree (chi-square / df = 1.77; RMSEA = 0.049; NFI = 0.921; 

CFI = 0.963; GFI = 0.933; AGFI = 0.904) 

5.2. Structural model 

Structural Equations Modeling (SEM) was used by Amos 26 software to test the 

causal relationships in the structural model for the study, and the quality of the 

structural model was verified by using match quality indicators through using the 

maximum likelihood method. Figure 3 shows that the match quality indicators are 

achieved according to Chi-square value / degrees of freedom = 1.76, CFI = 0.964, 

GFI = 0.933, AGFI = 0.904, NFI = 0.920, RMSEA = 0.048 and all indicators have 

exceeded their thresholds. 

The relationships were tested in the structural model by using the coefficient of 

determination (R2), which shows the amount of the contribution of the independent 

variables (Exogenous) in explaining the proportion of variance in the dependent 
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variables (Endogenous). Also the standard path factors were used, which are called 

beta values, which indicate the level of strength of the relationship between the 

independent and dependent variables; and their significance was checked by the 

critical value represented by the value of the t-test. 

 

 
Fig. 2: Measurement model 

The structural model shows that the contribution of information overload, 

technical stress, and social media fatigue in explaining the variance in information 

anxiety was (36%) only. 

As for the contribution of information overload, social media fatigue, and 

information anxiety in explaining the variance in purchasing decisions for the study 

sample, was (6%) only. 

Direct hypotheses were verified, and Table 5 of the structural model shows that 

the information overload (β = 0.29, t = 2.94) and the social media fatigue (β = 0.22, t 

= 2.17) have a positive and significant effect on information anxiety, which support 

the hypothesis of H2 and H4. 

The study also found that social media fatigue (β = 0.23, t = 2.72) has a positive 

and significant effect on purchasing decisions, which supports hypothesis H5. 

However, the findings showed that technostress (β = 20, t = 1.71) does not affect 

information anxiety, and information anxiety (β = -0.005, t = -0.05) and information 

overload (β = 0.044, t = 0.44). They do not influence purchasing decisions, so the 

hypotheses of H3, H1, and H6 are fully rejected. 
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Fig. 3: Structural model 

Table 5: Hypothesis testing results 

Hypothesis 
Β t-value P-Value Result 

Direct effect 

H1: IO  PD 0.04 0.44 0.660 Unsupported 

H2: IO  IA 0.29 2.94 0.003 Supported 

H3: TS  IA 0.20 1.71 0.086 Unsupported 

H4: SMF  IA 0.22 2.17 0.029 Supported 

H5: SMF   PD 0.23 2.71 0.007 Supported 

H6: IA  PD -0.005 -0.056 0.955 Unsupported 

 

Table 6 shows the insignificance of the mediating role of information anxiety 

between information overload and purchase decisions of buyers, and the 

insignificance of its mediating role between information anxiety and social media 

fatigue, thus rejecting hypotheses H7 and H8. 

Table 6: Indirect effects 

Path 

(Hypothesis

) 

(Relationshi

p) 

Standardiz

ed Indirect 

Effect 

Standardiz

ed 

Direct 

Effect 

Bootstrappin

g Bias-

corrected 95 
p-

valu

e 

Mediati

on Type 
Results 

Low

er 

Uppe

r 
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H7: IO  

IA   PD 
-0.002 0.044 

-

0.059 

0.05

5 

0.99

3 

No 

mediatio

n 

Unsupport

ed 

H8: SMF 

 IA   

PD 

-0.001 0.236 
-

0.049 

0.04

2 

0.94

5 

No 

mediatio

n 

Unsupport

ed 

6. Discussion 

Social media has become an integral part of the daily life of most societies around the 

world; and the phenomenon of electronic shopping is one of the contemporary 

phenomena that accompanied technological developments, and it has been widely 

used in social media. 

Many previous studies have dealt with issues related to information overload in 

various fields (Alheneidi 2019; Ledzińska and Postek 2017). However, the review 

that was performed showed that previous studies did not examine the effect of 

information overload resulting from the use of social media on online purchasing 

decisions in the Arab environment in general and in Iraq specifically. 

Indeed, the results support three out of eight hypotheses. The current study found 

many results. Firstly, the effect of information overload clearly on the occurrence of 

information anxiety H2 in the studied individuals, and this can be justified by the fact 

that the information that exceeds the carrying capacity of shoppers increases the 

resulting stress. Because some individuals believe that there is important information 

that they cannot absorb, and this result is consistent with a study (Gouws and Tarp 

2017; Umeozor 2017) in which he indicated that information overload causes an 

information anxiety state. 

Secondly, the current study reached an important conclusion, which is that social 

media fatigue leads to the occurrence of information anxiety in individuals H4, and 

the reason for this can be attributed to the excessive use of social media, which 

exposes individuals to obtain different information that they cannot obtain to 

distinguish between right and wrong. This result is consistent with a study by Dhir et 

al. (2018) in which they indicated that the stress of social media led to a state of 

anxiety and fatigue among a sample of adolescents in India. 

Thirdly, the results of the current study showed that social media fatigue affects 

online purchasing decisions H5, and this can be explained by the fact that the pressure 

from social media use affects consumers’ decisions to purchase products. 

Contrary to expected, information overload does not affect purchasing decisions 

H1. This result converges with what Muller (2014) who found that information 

overload does not affect shoppers' buying behavior. The reason behind this may be 

related to the ability of shoppers to avoid this situation because they have some 

experience and knowledge of electronic stores that provide the products they need. 

In contrary to our expectations, technostress does not affect the occurrence of 

information anxiety among the respondents H3, and it is expected that the reason 
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behind this is that technostress has more to do with the physical aspect than it is 

related to the psychological aspect. 

In contrary to what was expected, the results showed that anxiety about 

information does not affect purchasing decisions on the Internet, which led to the 

rejection of hypothesis H6, and the reason behind this may be that the shoppers can 

deal with trusted sellers, and therefore the information they obtain is reliable and they 

do not have a state of anxiety. In fact, one of the possible reasons behind this is that 

shoppers have a high level of awareness, and what confirms this is that most of the 

research sample have a bachelor's degree or (higher), and this result is consistent with 

the findings by the study of Bjelland et al. (2008) which showed that low educational 

levels are associated with a high degree of anxiety. Indeed,  the other reason is that 

the respondents' experience in online shopping led to this result, and this is consistent 

with what some studies have found that anxiety occurs when dealing with new 

systems (Donmez-Turan 2019). 

The results also showed that there is no mediating role for information anxiety 

between information overload and online purchase decisions, and perhaps the reason 

behind this is the absence of anxiety when purchasing products over the Internet, for 

shoppers to know the types of products that suit their needs and that they obtain from 

reliable sources. 

Despite the impact of social media fatigue on the occurrence of information 

anxiety, the latter did not mediate the relationship between media fatigue and 

purchasing decisions. 

7. Conclusion, Implications, Limitations and Future 
Research 

The development in mobile phone technology and the Internet has led to the 

expansion of online shopping so that it is no longer limited to local markets (Jin and 

Lim 2021). 

Based on the results of the current study, it can be concluded that the information 

anxiety of online shoppers is caused by information overload. This means that the 

large number of information available on the Internet regarding the products offered 

in electronic stores constitutes concern among shoppers due to their low ability to 

process and perceive the large amount of information, in addition to the conflict of 

some information and its contradictions. In addition to what mentioned above, the 

state of information anxiety occurs due to the tiredness of using social media, and all 

of the above affect the decision of shoppers to purchase products. 

We believe that the beneficiaries of the results of this research are of two 

categories: the first being the internet shoppers, by not searching for information 

about products more than they should  do, to prevent the occurrence of information 

anxiety, because the excess information may confuse the shoppers.  The second 

category is for marketers, by dividing the market into market segments, then working 
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on designing a promotional program that suits the target group so that this category 

receives the appropriate information about the product. 

The results of the current study have theoretical and practical implications. On 

the theoretical level, this study examined the influence of a group of factors related 

to making an online purchase decision that previous studies did not fully address. 

On the practical level, the results of the current study can give a benefit to two 

categories of beneficiaries: the first being the internet shoppers, by not searching for 

more information about products than they should, to prevent the occurrence of 

information anxiety, because the excess information may confuse the minds of 

individuals. The second category is for marketers, by dividing the market into market 

segments, then working on designing a promotional program that suits the target 

group so that this category receives the appropriate information about the product. 

References 

Akar, Erkan, & Birol Topçu. (2011). An examination of the factors influencing consumers’ 

attitudes toward social media marketing. Journal of Internet Commerce, 10(1),:35-67. 

doi:10.1080/15332861.2011.558456. 

Al-Kumaim, Nabil Hasan. (2020). Exploring the determinants that control information 

overload and postgraduate research performance: Conceptual model and implications for 

future research. International Journal of Psychosocial Rehabilitation, 24(1), 918-43. 

doi:10.37200/IJPR/V24I1/PR200198. 

Alheneidi & Hasah H. (2019). The influence of information overload and problematic internet 

use on adults wellbeing. 

Altarifi, S., Al-hawary, S. I. S., Emad, M. & Al, E. (2015). Determinants of e-shopping and 

its effect on consumer purchasing decision in department of marketing department of business 

administration. International Journal of Business and Social Science. 6(1), 81-92. 

Anderson, J. C. & Gerbing, D. W. (1988). Structural equation modeling in practice : A review 

and recommended two-step approach. 103(3):411–23. 

Artanti, Y., Prasetyo, F. H. & Sulistyowati, R. (2019). How social media marketing influences 

online purchasing decision: Study of the viral marketing and perceived ease of use. KnE Social 

Sciences, 3(11), 988. doi:10.18502/kss.v3i11.4066. 

Awang, Z. (2012). Structual equation modeling using AMOS graphic. Penerbit Universiti 

Teknologi MARA. 

Awang, Z. (2014). Structural equation modeling using AMOS. Shah Alam. Malaysia: 

University Teknologi MARA Publication Center. 

Ayyagari, R. (2012) Impact of information overlaod and task-technology fit. Technostress, 

Information Overload and TTF, 18-22. 



 

 

 

Al-Youzbaky and Hanna, Journal of System and Management Sciences, Vol. 12 (2022) No. 2, pp. 195-220 

213 

 

Ayyagari, R., Grover, V., Purvis, R. & Purvis, R. (2011). Technostress: technological 

antecedents and implications. edited by Intergovernmental Panel on Climate Change. MIS 

Quarterly: Management Information Systems, 35(4), 831-58. doi:10.2307/41409963. 

Bandyopadhyay, T. & Zafar, H. (2017). Influence of information overload on IT security 

behavior: A theoretical framework. AMCIS 2017 - America’s Conference on Information 

Systems: A Tradition of Innovation, 1-10. 

Bawden, D. & Robinson, L. (2009). The dark side of information: Overload, anxiety and other 

paradoxes and pathologies. Journal of Information Science, 35(2), 180-91. 

doi:10.1177/0165551508095781. 

Bjelland, I., Krokstad, S., Mykletun, A,. Dahl, A. A., Tell, G. S. & Tambs, K. (2008). Does a 

higher educational level protect against anxiety and depression? The HUNT study. Social 

Science and Medicine, 66(6), 1334-1345. doi:10.1016/j.socscimed.2007.12.019. 

Bock, G. W., Mahmood, M., Sharma, S. & Kang, Y. J. (2008). The type of information 

overload affects electronic knowledge repository continuance. PACIS 2008 - 12th Pacific 

Asia Conference on Information Systems: Leveraging ICT for Resilient Organizations and 

Sustainable Growth in the Asia Pacific Region. 

Bright, L. F., Bardi, S. & Landreth, S. (2015). Computers in human behavior too much 

facebook ? An exploratory examination of social media fatigue. Computers in Human 

Behavior, 44, 148-155. doi:10.1016/j.chb.2014.11.048. 

Celik, H. (2016). Customer online shopping anxiety within the unified theory of acceptance 

and use technology (UTAUT) framework. Asia Pacific Journal of Marketing and Logistics, 

28(2), 278-307. doi:10.1108/APJML-05-2015-0077. 

Chang L., Kun, R. G., Orús, C. & Flavián, C. (2013). The role of symbols signalling the 

product status on online users’ information processing. Online Information Review, 37(1), 8-

27. doi:10.1108/14684521311311603. 

Chen, L. Y., Zhang, M. & Yang, J. (2018). Central or peripheral? Cognition elaboration cues’ 

effect on users’ continuance intention of mobile health applications in the developing markets. 

International Journal of Medical Informatics, 116, 33-45. 

doi:10.1016/j.ijmedinf.2018.04.008. 

Chen, Y. -C., Shang, R. A. & Kao, C. -Y. (2009). The effects of information overload on 

consumers’ subjective state towards buying decision in the internet shopping environment. 

Electronic Commerce Research and Applications, 8(1), 48-58. 

doi:10.1016/j.elerap.2008.09.001. 

Chou, S. Y., Picazo-Vela, S. & Pearson, J. M. (2013). The effect of online review 

configurations, prices, and personality on online purchase decisions: A study of online review 

profiles on eBay. Journal of Internet Commerce, 12(2), 131-153. 

doi:10.1080/15332861.2013.817862. 

Clemons, E. K. (2009). The complex problem of monetizing virtual electronic social networks. 

Decision Support Systems, 48(1), 46-56. doi: 10.1016/j.dss.2009.05.003. 



 

 

 

Al-Youzbaky and Hanna, Journal of System and Management Sciences, Vol. 12 (2022) No. 2, pp. 195-220 

214 

 

Dhir, A., Yossatorn, Y., Kaur, P. & Chen, S. (2018). Online social media fatigue and 

psychological wellbeing - A study of compulsive use, fear of missing out, fatigue, anxiety and 

depression. International Journal of Information Management, 40, 141152. 

doi:10.1016/j.ijinfomgt.2018.01.012. 

Ding, X., Zhang, X. & Wang, Q. (2017). Do you get tired of shopping online? Exploring the 

influence of information overload on subjective states towards purchase decision. Sixteenth 

Wuhan International Conference on E-Business, 560-569. 

Donmez-Turan, A. (2019). Does unified theory of acceptance and use of technology (UTAUT) 

reduce resistance and anxiety of individuals towards a new system? Kybernetes, 49(5), 1381-

1405. doi:10.1108/K-08-2018-0450. 

Eklof, A. (2013). Understanding information anxiety and how academic librarians can 

minimize its effects. Public Services Quarterly, 9(3), 246-258. 

doi:10.1080/15228959.2013.815529. 

Eppler, M. J. & Mengis, J. (2003). A framework for information overload research in 

organizations. Insights from organization science, accounting, marketing, MIS, and related 

disciplines. The Information Society, 20(5), 325-344. 

Eppler, M. J. & Mengis, J. (2004). The concept of information overload: A review of literature 

from organization science, accounting, marketing, MIS, and related disciplines. Information 

Society, 20(5), 325-344. doi:10.1080/01972240490507974. 

Fornell, C. & Larcker, D. F. (1981). Evaluating structural equation models with unobservable 

variables and measurement error. Journal of Marketing Research, 18(1), 39-50. 

doi:10.2307/3151312. 

Fu, S., Li, H., Liu, Y., Pirkkalainen, H. & Salo, M. (2020). Social media overload, exhaustion, 

and use discontinuance: Examining the effects of information overload, system feature 

overload, and social overload. Information Processing and Management, 57(6), 102307. 

doi:10.1016/j.ipm.2020.102307. 

Gaol, F. L. and Chen, E. (2019). The Influence of Security, Trust, Service Quality and Risk 

Perception in B2C E-Commerce againts People’s Online Purchasing Decisions (Survey on 

Customers of Tokopedia). International Journal of Advanced Science and Technology, 

NADIA, 124: 103-110, http://dx.doi.org/10.33832/ijast.2019.124.09. 

Gazzola, P., Colombo, G., Pezzetti, R. and Nicolescu, L. (2017). Consumer empowerment in 

the digital economy: Availing sustainable purchasing decisions. Sustainability (Switzerland), 

9(5), 1-19. doi:10.3390/su9050693. 

Girard, John P. 2005. “Combating Information Anxiety: A Management Responsibility.” 

Organizacijų Vadyba: Sisteminiai Tyrimai (35):65–80. 

Girard, John P., and M. Allison. 2008. “Information Anxiety : Fact , Fable or Fallacy 

Information Anxiety : Fact , Fable or Fallacy.” Electronic Journal of Knowledge Management 

6(2):111–24. 



 

 

 

Al-Youzbaky and Hanna, Journal of System and Management Sciences, Vol. 12 (2022) No. 2, pp. 195-220 

215 

 

Gouws, Rufus H., and Sven Tarp. 2017. “Information Overload and Data Overload in 

Lexicography.” International Journal of Lexicography 30(4):389–415. doi: 

10.1093/ijl/ecw030. 

Gudur, Raghavendra Reddy, Alethea Blackler, Vesna Popovic, and Doug Mahar. 2013. 

“Ageing, Technology Anxiety and Intuitive Use of Complex Interfaces.” Lecture Notes in 

Computer Science (Including Subseries Lecture Notes in Artificial Intelligence and Lecture 

Notes in Bioinformatics) 8119 LNCS(PART 3):564–81. doi: 10.1007/978-3-642-40477-1_36. 

Gunaratne, Chathika, Nisha Baral, William Rand, Ivan Garibay, Chathura Jayalath, and 

Chathurani Senevirathna. 2020. “The Effects of Information Overload on Online 

Conversation Dynamics.” Computational and Mathematical Organization Theory 26(2):255–

76. doi: 10.1007/s10588-020-09314-9. 

Guo, Yuanyuan, Zhenzhen Lu, Haibo Kuang, and Chaoyou Wang. 2020. “Information 

Avoidance Behavior on Social Network Sites: Information Irrelevance, Overload, and the 

Moderating Role of Time Pressure.” International Journal of Information Management 

52(January):102067. doi: 10.1016/j.ijinfomgt.2020.102067. 

Han, Bo. 2018. “Social Media Burnout: Definition, Measurement Instrument, and Why We 

Care.” Journal of Computer Information Systems 58(2):122–30. doi: 

10.1080/08874417.2016.1208064. 

Hartog, Paul. 2017. “A Generation of Information Anxiety : Refinements and 

Recommendations A Generation of Information Anxiety : Refinements and 

Recommendations.” The Christian Librarian : Journal of the Association of Chiristian 

Librarians 60(1). 

Heylighen, Francis. 2002. “Complexity and Information Overload in Society: Why Increasing 

Efficiency Leads to Decreasing Control.” Technological Forecasting and Social Change 1–19. 

doi: 10.1.1.91.6233. 

Hu, Han-fen, and Anjala S. Krishen. 2019. “When Is Enough, Enough? Investigating Product 

Reviews and Information Overload from a Consumer Empowerment Perspective.” Journal of 

Business Research 100(October 2018):27–37. doi: 10.1016/j.jbusres.2019.03.011. 

Huang, Jialiang, and Liyun Zhou. 2019. “The Dual Roles of Web Personalization on 

Consumer Decision Quality in Online Shopping: The Perspective of Information Load.” 

Internet Research 29(6):1280–1300. doi: 10.1108/INTR-11-2017-0421. 

Hwang, J. C. Hong, K. H. Tai, J. T. Chen, and T. Gouldthorp. 2020. “The Relationship 

between the Online Social Anxiety, Perceived Information Overload and Fatigue, and Job 

Engagement of Civil Servant LINE Users.” Government Information Quarterly 37(1):101423. 

doi: 10.1016/j.giq.2019.101423. 

Hwang, Mark., and Jerry W. Lin. 1999. “Information Dimension, Information Overload and 

Decision Quality.” Journal of Information Science 25(3):213–18. doi: 

10.1177/016555159902500305. 



 

 

 

Al-Youzbaky and Hanna, Journal of System and Management Sciences, Vol. 12 (2022) No. 2, pp. 195-220 

216 

 

Ibrahim, Raja Zirwatul Aida Raja, Azlina Abu Bakar, and Siti Balqis Md Nor. 2007. “Techno 

Stress: A Study among Academic and Non Academic Staff.” Lecture Notes in Computer 

Science (Including Subseries Lecture Notes in Artificial Intelligence and Lecture Notes in 

Bioinformatics) 4566 LNCS:118–24. 

Islam, A. K. M. Najmu., Eoin Whelan, and Stoney Brooks. 2018. “Social Media Overload 

and Fatigue: The Moderating Role of Multitasking Computer Self-Efficacy.” Pp. 1–10 in 

Americas Conference on Information Systems 2018: Digital Disruption, AMCIS 2018. 

Jha, Bidyanand. 2019. “The Role of Social Media Communication: Empirical Study of Online 

Purchase Intention of Financial Products.” Global Business Review 20(6):1445–61. doi: 

10.1177/0972150919848912. 

Jin, Zihao, and Chae-Kwan Lim. 2021. “Structural Relationships among Service Quality, 

Systemic Characteristics, Customer Trust, Perceived Risk, Customer Satisfaction and 

Intention of Continuous Use in Mobile Payment Service.” Journal of System and Management 

Sciences 11(1):48–64. doi: 10.33168/JSMS.2021.0204. 

Karr-Wisniewski, Pamela, and Ying Lu. 2010. “When More Is Too Much: Operationalizing 

Technology Overload and Exploring Its Impact on Knowledge Worker Productivity.” 

Computers in Human Behavior 26(5):1061–72. doi: 10.1016/j.chb.2010.03.008. 

Kim, Eun Hee. 2021. “A Systematic Data Analysis for Attractiveness of Social Media 

Influencers on Information Reliability and Product Attitude.” Journal of System and 

Management Sciences 12(1):85–102. 

Kliewer, Christie, Gesina A. Phillips, and Megan Massanelli. 2017. “Information & Anxiety: 

The Impossibility of ‘literacy’ and the Necessity of Agency.” Conferência What Is Life? 

Portland 1–7. 

Komodromos, Marcos, Tap Papaioannou, and Mohammed Alhaji Adamu. 2018. “Influence 

of Online Retailers’ Social Media Marketing Strategies on Students’ Perceptions towards e-

Shopping: A Qualitative Study.” International Journal of Technology Enhanced Learning 

10(3):218–34. doi: 10.1504/IJTEL.2018.092705. 

Kwon, Bum Chul, Sung-Hee Kim, Timothy Duket, Adrián Catalán, and Ji Soo Yi. 2015. “Do 

People Really Experience Information Overload While Reading Online Reviews?” 

International Journal of Human-Computer Interaction 31(12):959–73. doi: 

10.1080/10447318.2015.1072785. 

Ledzińska, Maria, and Sławomir Postek. 2017. “From Metaphorical Information Overflow 

and Overload to Real Stress: Theoretical Background, Empirical Findings, and Applications.” 

European Management Journal 35(6):785–93. doi: 10.1016/j.emj.2017.07.002. 

Lee, Ae Ri, Soo-Min Son, and Kyung Kyu Kim. 2016. “Information and Communication 

Technology Overload and Social Networking Service Fatigue: A Stress Perspective.” 

Computers in Human Behavior 55:51–61. doi: 10.1016/j.chb.2015.08.011. 



 

 

 

Al-Youzbaky and Hanna, Journal of System and Management Sciences, Vol. 12 (2022) No. 2, pp. 195-220 

217 

 

Letsholo, R., and Marius Pretorius. 2016. “Investigating Managerial Practices for Data and 

Information Overload in Decision Making.” Journal of Contemporary Management 

13(1):767–92. 

Li, C. Y. (2017). Why do online consumers experience information overload? An extension 

of communication theory. Journal of Information Science, 43(6), 835-51. 

doi:10.1177/0165551516670096. 

Lin, X., Featherman, M., Brooks, S. L. & Hajli, N. (2019). Exploring gender differences in 

online consumer purchase decision making: An online product presentation perspective. 

Information Systems Frontiers, 21(5), 1187-1201. doi:10.1007/s10796-018-9831-1. 

Liu, C. & Ma, J. (2018). Social media addiction and burnout: The mediating roles of envy and 

social media use anxiety. Current Psychology (Han). doi:10.1007/s12144-018-9998-0. 

Long, H. C., Do, U. N. H., Lan, P. D. T., Ha, P. N., Truc, N. N. H., & Thanh, T. L. T. (2022). 

The impact of tiktok advertising on young people's online shopping behavior during the covid-

19 pandemic. International Journal of Smart Business and Technology, 10(1), 145-162, 

doi:10.21742/IJSBT.2022.10.1.10. 

Luqman, A., Cao, X., Ali, A., Masood, A. & Yu, L. (2017). Empirical investigation of 

facebook discontinues usage intentions based on SOR paradigm. Computers in Human 

Behavior. 70, 544-55. doi:10.1016/j.chb.2017.01.020. 

Mahdi, M. N., Ahmad, A. R., Ismail, R., Natiq, H. & Mohammed, M. A. (2020). Solution for 

information overload using faceted search-A review. IEEE Access, 8, 119554-119585. 

doi:10.1109/ACCESS.2020.3005536. 

Maier, C., Laumer, S., Weinert, C. & Weitzel, T. (2015). The effects of technostress and 

switching stress on discontinued use of social networking services: A study of facebook use. 

Information Systems Journal, 25(3), 275-308. doi:10.1111/isj.12068. 

Marsden, J. R., Pakath, R. & Wibowo, K. (2006). Decision making under time pressure with 

different information sources and performance-based financial incentives: Part 3. Decision 

Support Systems, 42(1), 186-203. doi:10.1016/j.dss.2004.09.013. 

Mette, A., Sørebø, Ø, Fuglseth, A. M. & Sørebø, Ø. (2014). The effects of technostress within 

the context of employee use of ICT. Computers in Human Behavior, 40, 161-70. 

doi:10.1016/j.chb.2014.07.040. 

Meuter, M. L., Ostrom, A. L., Bitner, M. J. & Roundtree, R. (2003). The influence of 

technology anxiety on consumer use and experiences with self-service technologies. Journal 

of Business Research, 56(11), 899-906. doi:10.1016/S0148-2963(01)00276-4. 

Munir, J., Shafi, K., Khan, F. A. & Ahmed, U. S. (2018). Elucidating the relationship of social 

media usage and e-WOM with brand related purchase decision involvement: An integrated 

meta-framework approach. WALIA Journal, 34(1), 59-64. 



 

 

 

Al-Youzbaky and Hanna, Journal of System and Management Sciences, Vol. 12 (2022) No. 2, pp. 195-220 

218 

 

Mustapar, N. A., Abdullah, N. & Md Noor, N. L. (2016). A review towards developing a 

moment of information overload model. in 2016 4th International Conference on User Science 

and Engineering (i-USEr), IEEE, 222-226. 

Park, W. Y., Lee, S. J., Park, C., Jung, S., & Kim, H. K. (2021). The effect of service quality 

of internet insurance on intention to purchase online. International Journal of Smart Business 

and Technology, Global Vision Press, 9(1), 63-70, doi:10.21742/IJSBT.2021.9.1.06. 

Phillips-Wren, G. & Adya, M. (2020). Decision making under stress: The role of information 

overload, time pressure, complexity, and uncertainty. Journal of Decision Systems, 00(00), 1-

13. doi:10.1080/12460125.2020.1768680. 

Qi, C. (2019). A double-edged sword? Exploring the impact of students’ academic usage of 

mobile devices on technostress and academic performance. Behaviour and Information 

Technology, 38(12), 1337-1354. doi:10.1080/0144929X.2019.1585476. 

Ravindran, T., Kuan, A. C. Y. & Lian, D. G. H. (2014). Antecedents and effects of social 

network fatigue. Journal of the Association for Information Science and Technology, 65(11), 

2306-2320. doi:10.1002/asi.23122. 

Renjith, R. (2017). The effect of information overload in digital media news content. 

Communication and Media Studies. 6(1), 73-85. 

Roetzel, P. G. & Fehrenbacher, D. D. (2020). On the role of information overload in 

information systems (IS) success: Empirical evidence from decision support systems. 40th 

International Conference on Information Systems, ICIS, 1-17. 

Sarkar, A. (2011). “Impact of Utilitarian and Hedonic Shopping Values on Individual’s 

Perceived Benefits and Risks in Online Shopping.” International Management Review 7(1):58. 

Sasaki, Yuichi, Daisuke Kawai, and Satoshi Kitamura. 2015. “The Anatomy of Tweet 

Overload: How Number of Tweets Received, Number of Friends, and Egocentric Network 

Density Affect Perceived Information Overload.” Telematics and Informatics 32(4):853–61. 

doi: 10.1016/j.tele.2015.04.008. 

Schmitt, Josephine B., Christina A. Debbelt, and Frank M. Schneider. 2018. “Too Much 

Information? Predictors of Information Overload in the Context of Online News Exposure.” 

Information Communication and Society 21(8):1151–67. doi: 

10.1080/1369118X.2017.1305427. 

Shah, Ali M., Syed Zeeshan Zahoor, and Ishtiaq Hussain Qureshi. 2019. “Social Media and 

Purchasing Behavior: A Study of the Mediating Effect of Customer Relationships.” Journal 

of Global Marketing 32(2):93–115. doi: 10.1080/08911762.2018.1497243. 

Shi, Chenling, Lingling Yu, Nan Wang, Bayi Cheng, and Xiongfei Cao. 2020. “Effects of 

Social Media Overload on Academic Performance: A Stressor–Strain–Outcome Perspective.” 

Asian Journal of Communication 30(2):179–97. doi: 10.1080/01292986.2020.1748073. 



 

 

 

Al-Youzbaky and Hanna, Journal of System and Management Sciences, Vol. 12 (2022) No. 2, pp. 195-220 

219 

 

Shrivastav, Harshada, and Starr Roxanne Hiltz. 2013. “Information Overload in Technology-

Based Education: A Meta-Analysis.” 19th Americas Conference on Information Systems, 

AMCIS 2013 - Hyperconnected World: Anything, Anywhere, Anytime 3:1994–2003. 

Soto-Acosta, Pedro, Francisco Jose Molina-Castillo, Carolina Lopez-Nicolas, and Ricardo 

Colomo-Palacios. 2014. “The Effect of Information Overload and Disorganisation on 

Intention to Purchase Online” edited by D. Eunice Taylor. Online Information Review 

38(4):543–61. doi: 10.1108/OIR-01-2014-0008. 

Soto-Acosta, Pedro, Francisco Jose Molina-Castillo, Carolina Lopez-Nicolas, and Ricardo 

Colomo-Palacios. 2014. “The Effect of Information Overload and Disorganisation on 

Intention to Purchase Online: The Role of Perceived Risk and Internet Experience.” Online 

Information Review 38(4):543–61. doi: 10.1108/OIR-01-2014-0008. 

Su, Bo Chiuan. 2008. “Characteristics of Consumer Search On-Line: How Much Do We 

Search?” International Journal of Electronic Commerce 13(1):109–29. doi: 

10.2753/JEC1086-4415130104. 

Swar, Bobby, Tahir Hameed, and Iris Reychav. 2017. “Information Overload, Psychological 

Ill-Being, and Behavioral Intention to Continue Online Healthcare Information Search.” 

Computers in Human Behavior 70:416–25. doi: 10.1016/j.chb.2016.12.068. 

Tagurum YO, Okonoda KM, Miner CA, Bello DA and Tagurum DJ. 2017. “International 

Journal of Biomedical Research Effect of Technostress on Job Performance and Coping 

Strategies among Academic Staff of a Tertiary Institution in North-Central Nigeria.” 

International Journal of Biomedical Research 8(06):8. doi: 10.7439/ijbr. 

Tarafdar, Monideepa, Cary L. Cooper, and Jean‐François François Stich. 2017. “The 

Technostress Trifecta ‐ Techno Eustress, Techno Distress and Design: Theoretical Directions 

and an Agenda for Research.” Information Systems Journal 29(1):6–42. doi: 

10.1111/isj.12169. 

Tarafdar, Monideepa, Qiang Tu, and T. S. Ragu-Nathan. 2010. “Impact of Technostress on 

End-User Satisfaction and Performance.” Journal of Management Information Systems 

27(3):303–34. doi: 10.2753/MIS0742-1222270311. 

Umeozor, S. 2017. “Information Overload: A Case for the Developing Countries.” 

Information and Knowledge Management 7(12):35–39. 

Vinet, Luc, and Alexei Zhedanov. 2011. “A ‘missing’ Family of Classical Orthogonal 

Polynomials.” 

Yang, Heng Li, & Lin, R. X. (2018). The impacts of SoLoMo services technostress on anxiety. 

Journal of Electronic Commerce Research, 19(2), 186-200. 

Yao, X., Phang, C. W. & Ling, H. (2015). Understanding the influences of trend and fatigue 

in individuals’ SNS switching intention. Proceedings of the Annual Hawaii International 

Conference on System Sciences, 324-34. doi:10.1109/HICSS.2015.46. 



 

 

 

Al-Youzbaky and Hanna, Journal of System and Management Sciences, Vol. 12 (2022) No. 2, pp. 195-220 

220 

 

Yu, L., Cao, X., Liu, Z. & Wang, J. (2018). Excessive social media use at work: Exploring 

the effects of social media overload on job performance. Information Technology and People, 

31(6), 1091-1112. doi:10.1108/ITP-10-2016-0237. 

Zainun, N. F. H., Johari, J. & Adnan, Z. (2019). Technostress and commitment to change: The 

moderating role of internal communication. International Journal of Public Administration, 

00(00), 1-13. doi:10.1080/01900692.2019.1672180. 

Zhang, S., Zhao, L., Lu, Y. & Yang, J. (2016). Do you get tired of socializing? An empirical 

explanation of discontinuous usage behaviour in social network services. Information & 

Management, 53(7), 904-914. doi:10.1016/j.im.2016.03.006. 

Zhang, X., Ding, X. & Ma, L. (2020). The influences of information overload and social 

overload on intention to switch in social media. Behaviour & Information Technology, 1-14. 

doi:10.1080/0144929X.2020.1800820. 

Zhu, X. & Bao, Z. (2018). Why people use social networking sites passively: An empirical 

study integrating impression management concern, privacy concern, and SNS fatigue. Aslib 

Journal of Information Management, 70(2), 158-175. doi:10.1108/AJIM-12-2017-0270. 

Zou, Y. & Webster, J. (2014). Information overload in using content management systems: 

Causes and consequences. in Proceedings - Pacific Asia Conference on Information Systems, 

PACIS. 

 


