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Abstract. This article discusses various interdisciplinary communication theo-

ries and their application in understanding complex social phenomena. The Dif-

fusion of Innovations theory is discussed in detail, including its model, factors 

that influence innovation diffusion, and the role of communication theory in its 

application. Additionally, the Brand Trust-building Model is explored from the 

perspective of Social Information Processing Theory, discussing the concepts of 

trust and online brand trust, as well as factors that influence them. The article also 

discusses the relationship between capabilities, aspirations, and digital literacy, 

examining their respective characteristics and how they are interrelated. Further-

more, the role of social cues in written communication is explored, along with 

factors that influence their use. The article concludes by discussing the applica-

tion of previous research on diffusion of innovation in understanding complex 

social phenomena and the use of capabilities and aspirations as analytical tools, 

including their strengths and limitations. Overall, this article provides valuable 

insights into interdisciplinary communication theories and their practical appli-

cations in understanding social phenomena. 

Keywords: diffusion of innovations, brand trust-building, social cues, capabil-

ity and aspiration 

1 Introduction 

In the rapidly developing era of globalization and advancing technology, the diffusion 

of innovation is crucial to ensure successful adoption of technology in society and the 

market [1]. However, this process is not easy and is influenced by various factors such 

as innovation characteristics, user characteristics, and communication between the par-

ties introducing the innovation and those who will adopt it [2], [3]. 

To explain how an innovation spreads and is accepted by society, the Diffusion of 

Innovations (DOI) theory has been developed. This theory consists of various fields of 

science such as communication, sociology, and psychology, and the Diffusion of Inno-

vations model is used to describe the stages in the innovation diffusion process [4]. In 

the field of wireless communication and signal processing, innovation diffusion is cru-

cial to ensure successful technology [3]. Therefore, many studies have been conducted 

to understand the factors that influence the innovation diffusion process in this field.  
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However, to fully understand the innovation diffusion process, other interdisciplinary 
communication theories besides DOI are needed.  

This paper discusses the role of interdisciplinary communication theories in the in-
novation diffusion process, especially in the context of wireless communication and 
signal processing. Some important concepts that will be discussed include the Brand 
Trust-building Model, trust and online brand trust, capabilities, aspirations and digital 
literacy, social cues in written communication, as well as the application of capabilities 
and aspirations as an analytical tool. This paper aims to provide useful insights for re-
searchers and practitioners interested in the innovation diffusion process and the use of 
communication theories in the context of wireless communication and signal pro-
cessing. 

2 Ease of Use  

2.1 Diffusion of Innovations: An Interdisciplinary Communication Theory 

Diffusion of Innovations (DOI) is a theory that encompasses the fields of communica-
tion, sociology, and psychology, used to explain how an innovation spreads and is 
adopted by society [4], [5]. In DOI, the adoption of an innovation is defined as an indi-
vidual's decision to use a particular innovation and involves five stages: knowledge, 
persuasion, decision, implementation, and confirmation. There are four main elements 
in the Diffusion of Innovations Model: the innovation, the communicator, the commu-
nication channel, and the adopter [6]. Positive innovation characteristics and individual 
characteristics such as attitudes, perceptions, values, and technology skill levels affect 
the adoption of innovation. Effective communication is also crucial in the process of 
diffusion of innovation [7]. DOI places communication as a key element in the process 
of diffusion of innovation [8]. Therefore, communication theories have an important 
role in understanding and managing the process of diffusion of innovation. In addition 
to DOI, interdisciplinary communication theories such as persuasion theory, social net-
work theory, and technology acceptance theory can also be used in understanding and 
managing the process of diffusion of innovation [4], [9], [10]. Researchers can integrate 
various relevant communication theories in understanding and managing the process of 
diffusion of innovation to strengthen the use of communication theories in the diffusion 
of innovation [11]. 

2.2 Brand Trust-building Model – From Social Information Processing 
Theory Perspectives 

In a study entitled "Brand Trust Development Model - From the Perspective of Social 
Information Processing Theory," Social Information Processing Theory (SIPT) was 
used to build brand trust [12], [13].  

SIPT is a communication theory that explains how individuals process social infor-
mation to form their perceptions and behaviors. In the context of brands, SIPT can be 
used to understand how individuals process brand information and build trust in the 
brand [14]. The Brand Trust-building Model (BTBM) was developed based on SIPT 
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and used to understand the factors that influence the formation of brand trust. This 
model consists of five main factors: brand communication clarity, brand consistency, 
brand reliability, brand expertise, and brand congruity [14]–[16]. This study also iden-
tifies three stages in building brand trust and explains how the components of the Com-
munication Model of Credibility, Social Influence, Perceived Risk, and Trust (CMC-
SIPT) can affect these stages in online brand communication [17]. Therefore this are 
three stages that occurred for the brand trust model as following figure 1; 
 

 
Fig. 1. Stages in Brand Trust Building 

This study suggests that companies should consider these factors in their brand com-
munication strategies to build trust in their brands on social media. Additionally, this 
study shows that trust involves an individual's evaluation of communication [18], [19]. 
Therefore, companies should consider credibility, social influence, and perceived risk 
when communicating with customers on social media to build trust in their brands [20]. 
In conclusion, this study concludes that the use of SIPT in BTBM can help companies 
understand how consumers process brand information and build effective communica-
tion strategies to build trust in their brands on social media. 

2.3 Concept of Trust and Online Brand Trust 

Trust is a complex concept that has been extensively studied in various disciplines such 
as psychology, sociology, and management [21], [22]. Trust refers to an individual's 
belief in the honesty, integrity, and ability of another person or organization to fulfill 
their promises or obligations. In the context of business, online brand trust is important 
for building long-term relationships between companies and customers [21]. Factors 
such as website quality, product quality, brand reputation, and customer interactions 
influence online brand trust. Strategies that focus on meeting these factors can help 
companies build strong and sustainable online brand trust [23]. Data security and pri-
vacy issues also need to be considered in building online brand trust.  

Various disciplines such as management, sociology, and psychology have developed 
relevant trust theories for understanding the concept of online brand trust. The transac-
tional trust theory in management assumes that trust is built through repeated interac-
tions between parties involved in a transaction [24]. Institutional trust theory in sociol-
ogy is also relevant because trust can be influenced by social norms and culture in so-
ciety. In addition, psychological theories such as attachment theory assume that trust is 
built through safe and stable relationships [24], [25]. To build online brand trust, com-
panies can use strategies that focus on meeting the factors that influence it. In the digital 
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and online era, companies can also use social media and other online platforms to in-
teract with customers and strengthen online brand trust [25]. However, companies must 
also consider data security and privacy issues as these can affect consumer trust [26]. 
The concept of trust plays an important role in interpersonal relationships, group be-
havior, management effectiveness, and business interactions, and can form mutually 
beneficial and long-term relationships. 

2.4 Capabilities, Aspirations, and Digital Literacy 

Digital skills, aspirations, and literacy are interconnected concepts that discuss the 
skills, goals, and use of digital technology [27]. Skills refer to an individual's ability to 
carry out specific tasks, while aspirations refer to an individual's ambitions or goals in 
achieving success. Digital literacy refers to an individual's ability to use digital tech-
nology effectively to access, evaluate, and create information. In the context of digital 
literacy, proficiency in using digital technology is necessary to enhance digital literacy. 
Aspirations can motivate individuals to improve their skills and digital literacy [27], 
[28]. Various factors such as age, education, gender, and cultural background can affect 
an individual's level of digital literacy. Efforts need to be made to improve digital skills, 
aspirations, and literacy to reduce the digital divide and promote digital inclusion [28].  

The capabilities approach is often used in ICT4D research to develop new frame-
works. Education plays a crucial role in the capabilities approach as it can enhance an 
individual's ability to develop in society and can also be a predictor of internet 
knowledge and digital skills, which can ultimately be economically beneficial [27], 
[29].  

The aspiration-based approach focuses on how an individual wants to become in the 
future and the skills needed to achieve it. This is different from the needs-based ap-
proach that is often used to enhance the skills of individuals or communities through 
ICT4D. However, basic needs and short-term goals must also be met before aspirations 
can be achieved [30]. Digital literacy is essential in achieving an individual's aspirations 
because it refers to an individual's ability to effectively use digital information to 
achieve desired goals. Adequate education and computer access are crucial in improv-
ing digital literacy, especially for those who aspire to higher goals such as becoming a 
university student [29], [30]. 

2.5 Social Cues over Written Communication 

Social cues are information that provides insight into the feelings, thoughts, or desires 
of others in social interactions [31], [32]. Social cues are primarily visible in face-to-
face communication, but in written communication such as emails or text messages, 
social cues are less visible. Nevertheless, the use of written social cues such as emojis 
or certain punctuation marks can help in understanding messages and avoiding misun-
derstandings [33]. The use of written social cues is also influenced by cultural factors, 
context, and personal preferences. In conclusion, social cues play a crucial role in hu-
man communication, including in written communication. However, online social cues 
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should be viewed critically and not overly relied upon for the information they provide 
[34], [35]. 

3 Research Method  

3.1 Capability and Aspirations as an Analytical Tool 

The concepts of capability and aspirations have become increasingly popular as analyt-
ical tools in many fields, including research. Capability pertains to the skills, 
knowledge, and resources possessed by individuals or groups to achieve their goals, 
while aspirations relate to long-term hopes, dreams, and objectives. This approach can 
help identify factors that influence goal attainment and desired aspirations [27]. How-
ever, the application of capability and aspirations concepts also has its advantages and 
disadvantages. One advantage is that it helps understand social and economic condi-
tions more comprehensively and identifies gaps between capability and aspirations 
[36]. However, the limitation lies in the difficulty of objectively measuring capability 
and aspirations, as well as structural and social contextual factors that can influence the 
ability of individuals or groups. The following Figure 2 is an adaptation of the Adaption 
of "The Role Knowledge in the Information Value Chain" Model. 

 

 
Fig. 2. Adaption of "The Role Knowledge in the Information Value Chain" Model 

Knowledge
(e.g. literacy, typing, 
digital literacy, and 
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Data
User must have the knowledge
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- To assess digital data accesses (e.g. understand text-based output)
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Data
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The capability and aspirations approach is an important analytical tool in research. 
This approach can be modified and combined with other theories and phenomena for 
use in ICT4D research. The capability approach considers an individual's ability to 
achieve their goals and aspirations, while the aspirations approach allows us to under-
stand what individuals want to achieve and the factors that influence their aspirations. 
The combination of these two approaches can help understand how the use of ICT 
affects the capability and aspirations of individuals and communities. Although the 
approach model in the picture is based on a case study in Basti, this approach can be 
applied to contexts and communities worldwide. However, the application of capabil-
ity and aspirations concepts must be tailored to relevant conditions and contexts. This 
involves collaboration among various stakeholders.   

4 Design Analysis  

4.1 Interdisciplinary of Relationship of Diffusion Research 

The field of interdisciplinary studies has become increasingly vital in addressing com-
plex issues that require a comprehensive approach, between diffusion theory, the Brand 
Trust-building Model, the Concept of Trust and Online Brand Trust, Capabilities, As-
pirations, and Digital Literacy, and Social Cues over Written Communication. The Dif-
fusion of Innovation theory explains the process of innovation diffusion throughout a 
community, while the Brand Trust-building Model employs Social Information Pro-
cessing Theory to comprehend how trust is established in online branding. Furthermore, 
trust plays a significant role in online branding, and the development of digital capabil-
ities, aspirations, and literacy are critical factors for individuals to achieve their goals. 
In written communication, social cues can impact the message's perceived meaning by 
the recipient. The Fig 3 bellow show how relationship happened, 

 
Fig. 3. “Interdisciplinary of Relationship of Diffusion Research” Model 
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4.2 Making Greater Use of Prior Diffusion Research 

The diffusion of innovation has been a continuously studied topic in the field of inno-
vation for several decades. Conducting a literature review of previous studies on the 
diffusion of innovation can help researchers identify trends and patterns in previous 
research [37], [38]. From here, researchers can develop ideas for their own research and 
strengthen previous findings with better data and methods. After collecting all the in-
formation from previous studies, analyzing and synthesizing these findings becomes 
very important in extracting useful insights and discoveries [39]. By critically analyzing 
previous studies, researchers can find differences, similarities, and gaps in research. 
Then, by synthesizing these findings, researchers can develop new ideas or stronger 
models in understanding the diffusion of innovation [40], [41]. Implications of previous 
study findings can also enrich the understanding of the complexity of the phenomenon 
of innovation diffusion [42]. By understanding the implications of previous study find-
ings, researchers can develop new concepts that are more advanced and useful for prac-
titioners and academics in the future. Like many previous studies, Banerjee et al.'s study 
(2019) confirmed the principle of homophily in the diffusion process (Rogers & 
Bhowmik, 1970). Instead of people with higher status in the social system, such as 
parents in the village who rarely interact with those who have lower status, informal 
opinion leaders (some of whom may also have high status) are trusted, easily accessible, 
and expert people who can help spread information and innovation effectively [43], 
[44].   

These informal conversations (gossip) also reinforce the importance of proximity: 
the closer people are, the faster and wider the diffusion will occur in the social system. 
Although this study follows the core idea of leader-based diffusion strategies, this study 
shows some limitations that need to be seriously considered in future diffusion studies 
[45]. The diffusion theory shows other concepts that influence the adoption, implemen-
tation, and sustained use of innovation, such as complexity, relative advantage, com-
patibility, trialability, and observability (Rogers, 2003). In addition, previous studies 
have also emphasized the importance of social and cultural context in the diffusion 
process, such as institutional, political, and economic factors that can influence the 
adoption and diffusion of innovation (Dutta & Roy, 2017). In looking at the limitations 
of Banerjee et al.'s (2019) study, there are several things to consider. First, this study 
was only conducted in one village, so generalizing the findings to the entire population 
needs to be questioned. Second, this study only considers informal opinion leaders in 
the diffusion process and does not consider the role of formal or institutional leaders in 
the diffusion of innovation. Third, this study does not consider the influence of new 
technology and media in the diffusion process, such as the use of social media and 
digital technology that can accelerate and expand the diffusion of innovation [46]. 
Therefore, recommendations from a communication perspective for future diffusion 
studies are to expand the scope of research to various social and cultural contexts, con-
sider the role of formal and institutional leaders in the diffusion process, and consider 
the influence of new technology and media in the diffusion of innovation [47], [48]. In 
addition, future diffusion studies can integrate qualitative and quantitative approaches 
in research to produce more comprehensive understanding. 
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4.3 Knowledge and Capabilities towards Aspirations 

Knowledge and skills are important factors in achieving one's goals [49]. Knowledge 
refers to a person's understanding of a specific topic or concept, while skills refer to 
practical skills required to perform a certain action or activity. When discussing an in-
dividual's development in career or education, it is important to consider the relation-
ship between knowledge, skills, and goals. Individuals who have relevant knowledge 
and skills to their career or educational goals tend to be more successful in achieving 
them. Factors that influence knowledge and skills are highly varied depending on the 
individual's context and environment. Some factors that may influence both are educa-
tion, work experience, and opportunities to practice or develop skills [49], [50]. There-
fore, it is essential for individuals to recognize these factors and strive to acquire the 
necessary knowledge and skills to achieve their goals.A theoretical model was created 
based on the goals of three participants in a sample group who had goals in the local 
tourism sector. This model shows the necessary path to achieve the digital literacy re-
quired to meet their goals [51]. Their goals consist of various professions observed in 
this study and have been adapted into an optimized Infoplaza scenario.  

This model uses a multi-theory approach to consider the available skill landscape in 
more practical development strategies.In this model, prerequisite access to ICT and 
knowledge about ICT are necessary to acquire the required level of digital literacy to 
achieve their goals. However, digital literacy does not only include technical skills in 
using ICT, but also involves the ability to make decisions based on information and 
acquired skills. Therefore, digital literacy must be understood as broader skills and 
knowledge than just technical skills.This theoretical model emphasizes the importance 
of considering the available skill landscape in development strategies to achieve goals. 
Goals, in and of themselves, do not provide a complete view of the challenges and 
opportunities in the environment where they are met. Therefore, a multi-theory ap-
proach that considers the available skill landscape can help develop more practical de-
velopment strategies to achieve these goals.   

5 Acknowledgement 

In conclusion, interdisciplinary communication is a valuable approach to understanding 
complex problems by combining knowledge from various fields. The diffusion of in-
novations theory and social information processing theory are two communication the-
ories that can be combined to understand how innovation spreads and trust is built in 
online brands. Trust is an important factor in building brand reputation, and it can be 
built through factors such as customer interactions and the visual impression of the 
brand's website. The interrelated concepts of digital ability, aspiration, and literacy can 
be used to analyze how individuals can use their knowledge and skills to achieve their 
goals and aspirations. However, the implementation of these concepts also has limita-
tions. Through a review of previous studies, researchers can analyze and conclude find-
ings to gain a deeper understanding of the diffusion of innovations and its critical rules 
in the digital age. 

Exploring the Role of Interdisciplinary Communication Theories …             161



 

References 

1. T. Greenhalgh, G. Robert, F. Macfarlane, P. Bate, and O. Kyriakidou, “Diffusion of Inno-
vations in Service Organizations: Systematic Review and Recommendations,” 2004.  

2. D. K. Kim, L. Dinu, and C. G. Kim, Adoptability of E-Textbooks Featuring Educational 
Online Games. 2018.  

3. J. W. Dearing, “Applying diffusion of innovation theory to intervention development,” Res 
Soc Work Pract, vol. 19, no. 5, pp. 503–518, Sep. 2009, doi: 10.1177/1049731509335569.  

4. E. M. Rogers, Diffusion of innovations (1st ed.). Free Press. 1962.  
5. K. F. Kee, L. Sparks, D. C. Struppa, M. A. Mannucci, and A. Damiano, “Information diffu-

sion, Facebook clusters, and the simplicial model of social aggregation: a computational 
simulation of simplicial diffusers for community health interventions,” Health Commun, 
vol. 31, no. 4, pp. 385–399, Apr. 2016, doi: 10.1080/10410236.2014.960061.  

6. J. W. Dearing and A. Singhal, Communication of innovations: A journey with Ev Rogers. 
Sage. 2006.  

7. J. W. Dearing and J. G. Cox, “Diffusion of innovations theory, principles, and practice,” 
Health Aff, vol. 37, no. 2, pp. 183–190, Feb. 2018, doi: 10.1377/hlthaff.2017.1104.  

8. M. C. Nisbet and J. E. Kotcher, “A two-step flow of influence?: Opinion-leader campaigns 
on climate change,” Sci Commun, vol. 30, no. 3, pp. 328–354, Mar. 2009, doi: 
10.1177/1075547008328797.  

9. E. M. Rogers, Diffusion of innovations (5th ed.). Free Press. 2003.  
10. D. K. Kim, M. Chikombero, and T. Modie-Moroka, “Innate health threat among a visibly 

hidden immigrant group: A formative field data analysis for HIV/AIDS prevention among 
Zimbabwean workers in Botswana,” J Health Commun, vol. 18, no. 2, pp. 146–159, Feb. 
2013, doi: 10.1080/10810730.2012.688252  

11. R. Iyengar, C. van den Bulte, and T. W. Valente, “Opinion leadership and social contagion 
in new product diffusion,” Marketing Science, vol. 30, no. 2, pp. 195–212, Mar. 2011, doi: 
10.1287/mksc.1100.0566.  

12. S. Majid, C. Lopez, P. Megicks, and W. M. Lim, “Developing effective social media mes-
sages: Insights from an exploratory study of industry experts,” Psychol Mark, vol. 36, no. 6, 
pp. 551–564, Jun. 2019, doi: 10.1002/mar.21196.  

13. A. S. Ananda, Á. Hernández-García, E. Acquila-Natale, and L. Lamberti, “What makes 
fashion consumers ‘click’? Generation of eWoM engagement in social media,” Asia Pacific 
Journal of Marketing and Logistics, vol. 31, no. 2, pp. 398–418, Mar. 2019, doi: 
10.1108/APJML03-2018-0115.  

14. T. Althoff, P. Jindal, and J. Leskovec, “Online actions with offline impact: How online social 
networks influence online and offline user behavior,” in WSDM 2017 - Proceedings of the 
10th ACM International Conference on Web Search and Data Mining, Association for Com-
puting Machinery, Inc, Feb. 2017, pp. 537–546. doi: 10.1145/3018661.3018672.  

15. R. B. Cialdini and N. J. Goldstein, “Social influence: Compliance and conformity,” Annu 
Rev Psychol, vol. 55, pp. 591–621, 2004, doi: 10.1146/annurev.psych.55.090902.142015.  

16. J. Aronson and K. Smith, “Identity work and critical social service management: Balancing 
on a tightrope?,” Br J Soc Work, vol. 41, no. 3, pp. 432–448, Apr. 2011, doi: 
10.1093/bjsw/bcq102.  

17. J. Tanghe, B. Wisse, and H. van der Flier, “The formation of group affect and team effec-
tiveness: The moderating role of identification,” British Journal of Management, vol. 21, no. 
2, pp. 340–358, Jun. 2010, doi: 10.1111/j.1467-8551.2009.00656.x.  

162             Y. Z. Ramadhan et al.



 

18. P. E. Murphy, G. R. Laczniak, and G. Wood, “An ethical basis for relationship marketing: 
A virtue ethics perspective,” European Journal of Marketing, vol. 41, no. 1–2. pp. 37–57, 
2007. doi: 10.1108/03090560710718102.  

19. K. Crawford, “Following you: Disciplines of listening in social media,” Continuum, vol. 23, 
no. 4. pp. 525–535, Aug. 2009. doi: 10.1080/10304310903003270.  

20. H. Weger, G. Castle Bell, E. M. Minei, and M. C. Robinson, “The Relative Effectiveness of 
Active Listening in Initial Interactions,” International Journal of Listening, vol. 28, no. 1, 
pp. 13–31, 2014, doi: 10.1080/10904018.2013.813234.  

21. T. Michel, “Time to get emotional: Phronetic reflections on the concept of trust in Interna-
tional Relations,” Eur J Int Relat, vol. 19, no. 4, pp. 869–890, Dec. 2013, doi: 
10.1177/1354066111428972.  

22. W. B. Pearce, “Trust in interpersonal communication,” Speech Monographs, vol. 41, no. 3, 
pp. 236–244, Aug. 1974, doi: 10.1080/03637757409375842.  

23. R. M. Morgan and S. D. Hunt, “The Commitment-Trust Theory of Relationship Marketing,” 
1994.  

24. P. Gurviez, “Test of a Consumer-Brand Relationship Model Including Trust and Three Con-
sequences,” 2003. [Online]. Available: http://www.watoowatoo.net/mkgr/  

25. D. L. Roberts, M. Candi, and M. Hughes, “Leveraging social network sites for new product 
launch,” Industrial Management and Data Systems, vol. 117, no. 10, pp. 2400–2416, 2017, 
doi: 10.1108/IMDS-11-2016-0472.  

26. X. Liu, “A big data approach to examining social bots on Twitter,” Journal of Services Mar-
keting, vol. 33, no. 4, pp. 369–379, Sep. 2019, doi: 10.1108/JSM-02-2018-0049.  

27. Richard Heeks, Information and Communication Technology for Development (ICT4D). 
2017.  

28. E. J. Helsper and A. J. A. M. van Deursen, “Do the rich get digitally richer? Quantity and 
quality of support for digital engagement,” Inf Commun Soc, vol. 20, no. 5, pp. 700–714, 
May 2017, doi: 10.1080/1369118X.2016.1203454.  

29. K. Toyama, “From needs to aspirations in information technology for development,” Inf 
Technol Dev, vol. 24, no. 1, pp. 15–36, Jan. 2018, doi: 10.1080/02681102.2017.1310713.  

30. I. Robeyns, “Three models of education,” 2006, doi: 10.1177/1477878506.  
31. A. M. Casado-Molina, M. M. Rojas-de Gracia, P. Alarcón-Urbistondo, and M. Romero-

Charneco, “Exploring the Opportunities of the Emojis in Brand Communication: The Case 
of the Beer Industry,” International Journal of Business Communication, vol. 59, no. 3, pp. 
315– 333, Jul. 2022, doi: 10.1177/2329488419832964.  

32. M. Brengman and F. P. Karimov, “The effect of web communities on consumers’ initial 
trust in B2C e-commerce websites,” Management Research Review, vol. 35, no. 9, pp. 791–
817, Aug. 2012, doi: 10.1108/01409171211256569.  

33. M. Heston and J. Birnholtz, “Worth the Wait?: The Effect of Responsiveness on Interper-
sonal Attraction Among Known Acquaintances.”  

34. M. H. Abuljadail and L. Ha, “What do marketers post on brands’ Facebook pages in Islamic 
countries?: An exploratory study of local and global brands in Saudi Arabia,” Journal of 
Islamic Marketing, vol. 10, no. 4, pp. 1272–1287, Oct. 2019, doi: 10.1108/JIMA-11-2017-
0131.  

35. C. M. K. Cheung, B. S. Xiao, and I. L. B. Liu, “Do actions speak louder than voices? the 
signaling role of social information cues in influencing consumer purchase decisions,” Decis 
Support Syst, vol. 65, no. C, pp. 50–58, Sep. 2014, doi: 10.1016/j.dss.2014.05.002.  

36. M. Dodel and G. Mesch, “Inequality in digital skills and the adoption of online safety be-
haviors,” Inf Commun Soc, vol. 21, no. 5, pp. 712– 728, May 2018, doi: 
10.1080/1369118X.2018.1428652.  

Exploring the Role of Interdisciplinary Communication Theories …             163



 

37. A. Banerjee et al., “Using Gossips To Spread In formation: Theory And Evidence From 
Two Randomized Controlled Trials,” 2019, doi: 10.1093/restud/rdz008/5345571.  

38. D. W. Straub, “The effect of culture on IT diffusion: E-mail and FAX in Japan and the U.S.,” 
Information Systems Research, vol. 5, no. 1, pp. 23–47, 1994, doi: 10.1287/isre.5.1.23.  

39. B. Wejnert, “Integrating models of diffusion of innovations: A conceptual framework,” An-
nual Review of Sociology, vol. 28. pp. 297–326, 2002. doi: 10.1146/an-
nurev.soc.28.110601.141051.  

40. I. S. Yaveroglu and N. Donthu, “Cultural influences on the diffusion of new products,” J Int 
Consum Mark, vol. 14, no. 4, pp. 49–63, May 2002, doi: 10.1300/J046v14n04_04.  

41. C. Gallois, “Communication in Intercultural Encounters Reconciliation Through Communi-
cation in Intercultural Encounters: Potential or Peril?,” 2003.  

42. H. Rojas, D. V. Shah, and L. A. Friedland, “A communicative approach to social capital,” 
Journal of Communication, vol. 61, no. 4, pp. 689–712, Aug. 2011, doi: 10.1111/j.1460-
2466.2011.01571.x.  

43. Y. Atouba and M. Shumate, “Interorganizational networking patterns among development 
organizations,” Journal of Communication, vol. 60, no. 2, pp. 293–317, Jun. 2010, doi: 
10.1111/j.1460-2466.2010.01483.x.  

44. C. Theory, by A. Mark Hamilton, J. E. Hunter, and F. J. Boster, “Forum Specifying the ELM 
Editor’s Note The Elaboration Likelihood Model as a Theory of Attitude Formation: A Mat 
hematical Analysis,” 1993.  

45. W. G. S, “Communication And Centralization Of Organization?,” 1963.  
46. J. G. Webster and T. B. Ksiazek, “The Dynamics of Audience Fragmentation: Public Atten-

tion in an Age of Digital Media,” Journal of Communication, vol. 62, no. 1, pp. 39–56, Feb. 
2012, doi: 10.1111/j.1460-2466.2011.01616.x.  

47. A. Singhal, “Communicating what works! Applying the positive deviance approach in 
health communication,” Health Commun, vol. 25, no. 6, pp. 605–606, 2010, doi: 
10.1080/10410236.2010.496835.  

48. Y. (Jake) Liang, K. F. Kee, and L. K. Henderson, “Towards an integrated model of strategic 
environmental communication: advancing theories of reactance and planned behavior in a 
water conservation context,” Journal of Applied Communication Research, vol. 46, no. 2, 
pp. 135–154, Mar. 2018, doi: 10.1080/00909882.2018.1437924.  

49. Z. Ramadan, “Examining the dilution of the consumer-brand relationship on Facebook: the 
saturation issue,” Qualitative Market Research, vol. 20, no. 3, pp. 335–353, 2017, doi: 
10.1108/QMR-07-2016-0064.  

50. C. Menidjel, A. Benhabib, and A. Bilgihan, “Examining the moderating role of personality 
traits in the relationship between brand trust and brand loyalty,” Journal of Product and 
Brand Management, vol. 26, no. 6, pp. 631–649, 2017, doi: 10.1108/JPBM-05-2016-1163.  

51. B. E. Ashforth, “Vcd. 14. Ho. 1,” 1989.   
 

164             Y. Z. Ramadhan et al.



Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.

Exploring the Role of Interdisciplinary Communication Theories …             165

http://creativecommons.org/licenses/by-nc/4.0/

	Exploring the Role of Interdisciplinary Communication Theories in Diffusion of Innovations: A Review

