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Abstract

Consumer’s preference influenced through social media in choosing services or products as
consumer is able to see others’ feedbacks on different online platform. What is latest and what
trend is going on, can be known with the help of word of mouth (WOM) communication. The
study examined the impact of online word of mouth (E-WOM) on brand image and impact of
brand image on consumer purchase decision of smart phone. Data was collected from 552
respondents through questionnaire from Haryana. Analysis was performed with CFA and SEM
using AMOS. Study found that E-WOM quality, E-WOM quantity, E-WOM and information
consumption significantly influence the brand image but prior purchase satisfaction does not
significantly influence the brand image. Study also found that brand image significantly
influences the smart phone purchase decision of the consumer.

Key words : WOM, E-WOM quality, purchase decision, brand image, E-WOM quantity,
consumption, smart phone.

Introduction

WOM plays a significant role in forming and influencing consumer behavioral intention &
consumer attitude (Xia & Bechwati, 2008; Kiecker & cowls, 2001; Herr et al., 1991; Chatterjee,
2001; Smith & Vogt, 1995; Chevalier & Mayzline, 2006). Bickart and Schindler (2001) found
WOM as the most trustworthy and credible source of information. In comparison of
advertisement and editorial recommendation source, WOM s highly influential (Trusov et al.,
2009; Smith et al., 2005; Bickart & Schindler, 2001). Breazeal (2009) argued that consumer’s
WOM is a trusted source. It is the most important source of information and also very important
for a consumer in decision making (Cheung et al., 2008).
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Sen & Lerman (2007) and Chatterjee (2001) examined that initially WOM referred to the
communication (person to person) about a product among consumers. Internet rise provide the
consumers’ to share their opinions on digital platforms and it increases the possibilities to share
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those reviews or opinions at a global level (Goldsmith & Horowitz, 2006; Dellarocas, 2003;
Hennig-Thurau et al., 2004).

Spread of internet at a global level form a new type of communication, E-WOM (Chatterjee,
2001; Godes & Mayzlin, 2004; Brown et al., 2007; Xia & Bechwati, 2008). For consumers, E-
WOM became an important source to share their views or opinions (Mayzlin, 2006; Bickart &
Schindler, 2001; Henning-Thurau et al., 2004; Godes & Mayzlin, 2004). Kaplan & Haenlein
(2010) revealed that companies are designing various marketing strategies for people as the use
of internet is increasing and also there is growth in people who share their experiences or views
on digital platform. Chatterjee (2001) found that E-WOM is more effective than offline WOM.
Nyer and Gopinath (2005) stated that WOM can be negative, positive or both. Market success,
stock prices, company’s future profits, merger and acquisition, long term cash flow, sustainable
competitive advantage can be influenced by brand image (Yoo & Donthu, 2001).

Purchase Decision

After getting advertising message, Pl (purchase intention) is the chances of consumers in an
attempt to buy a product (Dodds et al., 1991). Kotler and Armstrong (2010) stated that actual
buying decision is not always same as purchase intention and preference for a product; other
factors (unexpected situation, other’s attitude) may come between. Consumers decision making
is influenced by virtual communities and now before purchasing a product, people go through
the experiences and reviews posted on virtual communities (Lu et al.,, 2010). Experience
influenced the preference of customer’s which afterward influences the purchase decision of
customer (Fan & Miao, 2012). Consumers purchase intention is significantly influenced by the
online communication (Chevalier & Mayzlin, 2006).

E-WOM

Consumers consider E-WOM as an important information source as it consist the experiences
and opinion of peer rather than information produced by company (Munnukka et al., 2015).
When there is face to face exchange of spoken words with relatives or friends is known as
typical WOM and in online WOM personal opinion and experiences are shared in written form
(Sun et al., 2006). To get information about quality of service and products, E-WOM became a
good source of information for customers (Chevalier & Mayzlin, 2003). Through E-WOM,
consumers can share their experiences and ideas, which provide many opportunities
(Balakrishnan et al., 2014). Park et al. (2007) revealed that E-WOM can influence recommenders
and informants both, as it gives previous consumer’s recommendation and information about a
product which is user oriented. Chevalier & Mayzlin (2006) discussed that E-WOM became a
platform where consumers share their experiences directly about a product or service, without
engaging in a commercial advertisement. Many researchers (Tsimonis and Dimitriadis, 2014;
Wang et al., 2012; Chatterjee, 2001) revealed that uncertainty and risk can be minimize about a
product through E-WOM messages and this influence the decision making or purchase intention
of the consumer. Therefore, reviews based on E-WOM help to setup following hypothesis:

H1: There is positive relationship between online WOM and brand image.

E-WOM quantity and quality
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Total number of comments posted is known as E-WOM quantity (Cheung & Thadani, 2010).
Quantity of comments could determine the product’s popularity and product’s market
performance (Lin et al., 2013). Jeong and Koo (2015) examined that to reduce the risk and
uncertainties, consumer collect more information when there are less knowledge about a product.
Risk and uncertainty can be minimized through E-WOM messages related to a product
(Chatterjee, 2001) and from these messages information about a products quality can be obtained
(Chevalier and Mayzlin, 2006). Buying decisions can be determined by the information quality
that is perceived by the consumers (Cheung et al., 2008). Number of reviews represent a
product’s popularity and when consumer search for the reviews, quantity of reviews makes them
observable (Cheung & Thadani, 2010). Purchase decision of the consumer can be influenced by
quality and useful information which can be gathered from online sources. Purchase decision of
the consumer about a product or service is affected by E-WOM quantity, as there are lots of
online source where people search for information about a product or service (Lee et al., 2008).
Quality of the information creates positive attitude which shows that information quality is
influential determinant (Filieri, 2015). Following hypothesizes have been setup based on reviews
of E-WOM quality and Quantity:

Ha: There is positive relationship between E-WOM quality and brand image.
Has: There is positive relationship between E-WOM quantity and brand image.
Brand Image

For future profit, stock prices, competitive advantage and for long term cash flow etc., brand
image is an important part for companies (Torlak et al., 2014). Howell and Rogers (1981) argued
that consumer is influenced by brand image rather than the shopping mall size and it is very
difficult to create a good image of the brand in the mind of consumers. There is positive link
between brand image, E-WOM and purchase intention (Torlak et al., 2014). Also it was seen that
consumer’s attitude is influenced by brand image (Elseidi and EL-Baz, 2016). Consumer
purchase behavior is determined by key factor i.e., brand image (Burmann et al., 2008) and it is
associated with particular product’s features and category (Bearden & Etzel, 1982; Park &
Arinivasan, 1994). From the above reviews following hypothesis setup:

Ha: There is positive relationship between brand image and purchase decision.
Information consumption and prior purchase satisfaction

Through E-WOM, consumers get reviews about a product and consumers collect pre-purchase
information about a product that leads to form purchase intention (Zhu and Zhang, 2010; Sen and
Lerman, 2007; Schindler and Bickart, 2005; Adjei et al., 2009). Shim et al. (2001) revealed that
if a consumer satisfied from his last online purchase experience then he leads to repurchase.
People get confident if they have experience about online purchase.

Tran et al. (2018) stated that social networking sites provide experiences and information about a
product to consumer and it motivate consumer to interact with the firm. People do not have time
to check all the advertisements and information because there is huge information available, so
they ask for filtered information or a summary from their relatives and friends (Silverman, 2001).
Hence, following hypothesizes are framed:

Hs: There is positive relationship between information consumption and brand image.
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He: There is positive relationship between prior purchase satisfaction and brand image.

Research Gap

Before taking decision about a product or service, people used to check reviews and comments
online. Also they ask from their family, friends and peers. This will help them in taking better
decision regarding a service or a product. Positive and negative comments influence the buying
decision. Few researchers (Elfitra et al., 2019; Torlak et al., 2014; Shah et al., 2012) revealed that
there is significant impact of brand image on purchase decision/intention. Lin et al. (2013) found
positive influence of E-WOM quality and quantity on brand image; on the contrary Prastiwi and
Aminah (2021) found positive impact of E-WOM quantity but no impact of E-WOM quality on
company image. Yusof and Rosnan (2020) revealed that people use E-WOM to share their
reviews and experiences. Therefore, in this paper the impact of E-WOM on brand image and
later impact on consumer purchase decision has been studied.

Research Methodology

To achieve the research objectives, a questionnaire was framed. After all the corrections the
questionnaire was distributed for the responses. 600 questionnaires were distributed in Haryana
state (India) which was universe of this study. In the questionnaire, first part includes the
demographics of the respondents like; occupation, age, gender, income, educational qualification
and marital status. In 2" part of questionnaire to collect the views of respondents about influence
of WOM to purchase smart phone, seven point likert scales was used. To collect the data,
multistage sampling method was used. Only 552 responses were valid out of 600 responses for
further analysis. CFA and SEM using AMOS were used in the study as statistical techniques.

Results
Confirmatory Factor Analysis (CFA)

To check the analysis reliability, composite reliability (CR) and cronbach’s alpha has been used
(table 2). In the measurement model, CFA was performed to assess the validity of constructs.
Table 2 revealed that the AVE is more than 0.5 for all the constructs, value of CR were higher
than 0.7, which was above the threshold value Cronbach’s alpha values were also more than 0.7
(Bagozzi and Yi, 1988) which shows that reliability and internal consistency was very good. On
the other hand, figure 1 exploring the diagram and tablel indicating the model fit values CMIN
(1.928), RMR (0.032), RMSEA (0.041), TLI (0.964), CFI (0.971), AGFI (0.925) and GFI
(0.944) and all the values are fit for CFA measurement model.

Table 1: Fit indices of CFA measurement model

Fit index CMIN/DFE GFI  AGFI CFI TLI RMSEA RMR
Acceptable value <5 >0.9 >0.9 >09 >0.9 <0.08 <0.08
Model fit score 1.928 0.944 0925 0971 0.964 0.041 0.032

Table 2: Analysis of reliabilities and validities
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Variables/Factors Constructs FL CA AVE SQRT(AVE)/DV

Bl1l 0.873
Brand Image

BI2 0.761 0.822 0.632 0.795
(BI)

BI3 0.746

PDEC1 0.839
Purchase Decision

PDEC?2 0.832 0.885 0.728 0.853
(PDEC)

PDEC3 0.888

EQUA2 0.784
E-WOM Quality EQUA3 0.826

0.859 0.610 0.781

(EQUA) EQUA4 0.789

EQUAS 0.722
Information INFOCONS2  0.662
Consumption INFOCONS3 0.772 0772 0532  0.730
(INFOCONS) INFOCONS4  0.750
Prior Purchase PPSAT2 0.700
Satisfaction PPSAT3 0718 0813 0611  0.782
(PPSAT) PPSAT4 0.910

EQUANTITY1 0.805
E-WOM Quantity

EQUANTITY2 0.743 0.791 0.567 0.753
(EQUANTITY)

EQUANTITY3 0.709

EWOM3 0.806
Online Word of Mouth

EWOM4 0.874 0.865 0.682 0.826
(EWOM)

EWOM5 0.797

Figure 1: CFA measurement model
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Table 3: Hypothesized Structural Model Constructs - Conceptual Model

Exogenous Construct Endogenous Variable
E-WOM Quality(EQUA) Brand Image (BI)
Information Consumption (INFOCON) Purchase Decision(PDEC)

Prior Purchase Satisfaction (PPSAT)
E-WOM Quantity (EQUANTITY)
Online Word of Mouth (EWOM)

Table 4: Fit indices of SEM path model

4225



INFLUENCE OF E-WOM ON BRAND IMAGE AND BRAND IMAGE IMPACT ON CONSUMER
PURCHASE DECISION

Fit index CMIN/DF GFI  AGFI CFI  TLI RMSEA RMR
Acceptable value <5 >09 >09 >09 >09 <0.08 <0.08
Model fit score 2.743 0.922 0.898 0.944 0.933 0.056 0.072

Table 3 highlights the endogenous (purchase decision and brand image) and exogenous
constructs (online word of mouth, information consumption, EWOM quality, E-WOM quantity
and prior purchase satisfaction) used in this study. Table 4 indicated that the goodness of fit
indices and the model were at the level of acceptable (CMIN/DF= 2.743, CFl= 0.944, RMSEA=
0.056).

Figure 2: Research model path diagram

Specified relationships between constructs of the model and paths using structural equation
modeling are shown in figure 2. As revealed in table 5, the entire hypothesis found supported
except Hs. It was seen that E-WOM significantly influence the brand image with B = 0.210,
t=4.022, and P =0.000. E-WOM quality (8 = 0.321, t=6.421, and P =0.000), E-WOM quantity (3
= 0.172, t=4.115, and P =0.000) and information consumption (8 = 0.517, t=9.963, and P
=0.000) positively influence the brand image of smart phone. Furthermore, purchase decision of
the consumer is influenced by brand image (B = 0.629, t=12.932, and P =0.000). However, brand
image of the smart phone is not significantly influenced by the prior purchase satisfaction (B = -
0.002, t=-0.056, and P = -0.002). Therefore, Hi, Hz, Hs, Hs and Hs were accepted but He was
found not supported.
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Table 5: SEM - Structural Relationships — Conceptual Model
. : Standardized .
Hypothesis Hypothesized Reg_ressmn SE CR 0 Regression Hypothesis
Path Weights . Results
Weights

Ha EWOM->BI 0.280 0.07 [4.022 |*** 10.210 Supported

H2 EQUA->BI 0.270 0.042 | 6421 |*** ]0.321 Supported

Hs EQUAN->BI 0.197 0.048 | 4.115 *xk 10,172 Supported

Ha4 BI=>PDEC 0.707 0.055 ]12.932 | *** |0.629 Supported

Hs INFO->BI 0.351 0.035 |9.963 |*** |0.517 Supported

Hs PPSAT->BI -0.002 0.041 | -0.056 |0.95 |-0.002 Not Supported
*** p<.001

Discussion

The main aim of the study was to investigate the impact of E-WOM on brand image and brand
image impact on consumer purchase intention. Literature review proved that E-WOM
significantly influence the brand image. With advancement of technology, people use internet
more. Total 6 hypothesizes were framed for the study. With SEM using AMOS, it is found that
only Hi, Ho, H3 Hs and Hs are supported. Findings revealed that E-WOM (Elseidi & El-Baz,
2016; Torlak et al., 2014; Alrwashdeh et al., 2019; Jalilvand and Samiei, 2012; Kala & Chaubey,
2018), information consumption, E-WOM quantity and E-WOM quality (Lin et al., 2013)
significantly influence smart phone’s brand image. Impact of prior purchase satisfaction (Hs) on
brand image was not found significant. The study observed that purchase decision/intention
(Shah et al., 2012; Chao & Liao, 2016; Torlak et al., 2014) of the consumer is influenced by
brand image (Ha).

Conclusion

In decision making process, WOM plays an important role. To reduce the risk related to
purchase of service or product, consumers collect reviews from friends, family, expert person
etc. The main objectives of this research were to examine the influence of E-WOM on brand
image and brand image on purchase decision of consumer. 6 hypothesizes were set up, out of
which 5 were found supported. Torlak et al., (2014) and Jalilvand & Samiei (2012) supported
the result of this study that brand image significantly influenced by E-WOM (H;). Chao and Liao
(2016), Lien et al. (2015) and Torlak et al. (2014) supported that purchase decision of the
consumer significantly influenced by brand image (Hs4). Study found that E-WOM quality (H2),
E-WOM quantity (Hs3) and information consumption (Hs) significantly influence the brand image
but prior purchase satisfaction (He) not significantly influence the brand image. Therefore, it is
suggested that marketers should focus on the website community and SNS (social networking
sites) to encourage the consumers for expressing their good reviews. Future study can be
conducted about negative WOM and its impact on consumer purchase decision.

4227




INFLUENCE OF E-WOM ON BRAND IMAGE AND BRAND IMAGE IMPACT ON CONSUMER

PURCHASE DECISION

References

Adjei, M. T., Noble, S. M., & Noble, C. H. (2010). The influence of C2C
communications in online brand communities on customer purchase behavior. Journal of
the Academy of Marketing Science, 38(5), 634-653.

Alrwashdeh, M., Emeagwali, O., & Aljuhmani, H. (2019). The effect of electronic word
of mouth communication on purchase intention and brand image: An applicant
smartphone brands in North Cyprus. Management Science Letters, 9(4), 505-518.

Baber, A., Thurasamy, R., Malik, M. I., Sadiq, B., Islam, S., & Sajjad, M. (2016). Online
word-of-mouth antecedents, attitude and intention-to-purchase electronic products in
Pakistan. Telematics and Informatics, 33(2), 388-400.

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models. Journal
of the academy of marketing science, 16(1), 74-94.

Balakrishnan K.P.D.B., Mohd, I. D. & Wong, J. Y. (2014). The Impact of Social Media
Marketing Medium toward Purchase Intention and Brand Loyalty among Generation Y,
Procedia, Social and Behavioral Sciences, 148, 177-185.

Bearden, W. O., & Etzel, M. J. (1982). Reference group influence on product and brand
purchase decisions. Journal of Consumer Research, 9, 183-194.

Bickart, B., & Schindler, R.M. (2001). Internet forums as influential sources of consumer
information. Journal of Interactive Marketing, 15 (3), 31-40.

Breazeal, M. (2009). An Assessment of Electronic Word-of-Mouth Research”.
International Journal of Market Research, 51(3), 297- 318.

Brown, J., Broderick, A. J., & Lee, N. (2007). Word of mouth communication within
online communities: Conceptualizing the online social network. Journal of interactive
marketing, 21(3), 2-20.

Burmann, C., Schaefer, K., & Maloney, P. (2008). Industry image: Its impact on the
brand image of potential employees. Journal of Brand Management, 16(3), 159-176.
Chao and PC Liao (2016). The impact of brand image and discounted price on purchase
intention in outlet mall: Consumer attitude as mediator. The Journal of Global Business
Management, 12(2), 119-128.

Chatterjee, P., (2001), “Online reviews: do consumers use them?”, Advances in
Consumer Research, VVol. 28 No.1, pp. 129-133.

Cheung, C. M., & Thadani, D. R. (2010). The Effectiveness of Electronic Word-of-
Mouth Communication: A Literature Analysis. Proceedings of the 23rd Bled
eConference eTrust: Implications for The Individual, Enterprises and Society, 329-345.
Cheung, C., Lee, M., & Rabjohn, N. (2008). The Impact of Electronic Word of Mouth:
the Adoption of Online Opinions in Online Customer Communities. Internet Research:
Electronic Application and Policy, 3, 229-247.

Chevalier, J. A.&Mayzlin, D., (2003). The Effect Of Word Of Mouth On Sales: Online
Book Reviews (No. ysm413). Yale School of Management.

Chevalier, J. A., & Mayzlin, D. (2006). The Effect of Word Of Mouth on Sales: Online
Book Reviews. Journal of Marketing Research, 43(3), 345-354.

Dellarocas, C. (2003). The digitization of word of mouth: Promise and challenges of
online feedback mechanisms. Management Science, 49 (10), 1407- 1424.

4228



/7
A X4

X/
°e

MUKESH!?, PROF. MAHABIR NARWAL?

Dodds, W. B., Monroe, K. B. & Grewal, D. (1991). Effects of Price, Brand, and Store
Information on Buyers' Product Evaluations. Journal of Marketing Research, 28(3), 307-
319.

Elfitra, S. D., Saragih, M. G., & Khoerunisa, A. W. (2019, March). Analysis of The
Effect of Electronic Word of Mouth, Tourism Products And Destination Images on
Decision Visiting Tourists To Toba Lake Tourism (Survey of Nusantara and Foreign
Tourists Using Instagram Social Media). In Multi-Disciplinary International Conference
University of Asahan (No.1).

Elseidi, R. I., & EI-Baz, D. (2016). Electronic word of mouth effects on consumers' brand
attitudes, brand image and purchase intention: an empirical study in Egypt. The Business
& Management Review, 7(5), 268.

Fan, Y. W., & Miao, Y. F. (2012). Effect of Electronic Word-of-Mouth On Consumer
Purchase Intention: The Perspective of Gender Differences. International Journal of
Electronic Business Management, 10(3), 175.

Filieri, R. (2015), What Makes Online Reviews Helpful? A Diagnosticity-Adoption
Framework to Explain Informational and Normative Influences in E-WOM, Journal of
Business Research, 68(1), 1261-1270.

Godes, D., & Mayzlin, D. (2004). Using Online Conversations to Study Word-Of-Mouth
Communication. Marketing science, 23(4), 545-560.

Goldsmith, R.E. and Horowitz, D. (2006). Measuring motivations for online opinion
seeking. Journal of Interactive Advertising, 6 (2), 2-14.

Hennig-Thurau, T., Gwinner, K.P., Walsh, G. &Gremler, D.D. (2004). Electronic word-
of-mouth via consumer opinion platforms: What motivates consumers to articulate
themselves on the Internet?, Journal of Interactive Marketing, 18 (1).

Herr, P.M., Kardes, F.R. and Kim, J. (1991), “Effects of word-of-mouth and product-
attribute information on persuasion: an accessibility-diagnosticity perspective”, Journal
of Consumer Research, VVol. 17 No. 4, pp. 454-462.

Howell, R. D., & Rogers, J. D. (1981). Research into shopping mall choice
behavior. ACR North American Advances.

Jalilvand, M. and Samiei, N. (2012). The effect of electronic word of mouth on brand
image and purchase intention. An empirical study in the automobile industry in Iran,
Marketing Intelligence & Planning, 30(4), pp.460-476.

Jeong, H. J. & Koo, D. M. (2015). Combined Effects of Valence and Attributes of E-
WOM on Consumer Judgement for Message and Product: The Moderating Effect of
Brand Community Type. Internet Research, 25(1), 2-29.

Kala, D., & Chaubey, D. S. (2018). The effect of eWOM communication on brand image
and purchase intention towards lifestyle products in India. International Journal of
Services, Economics and Management, 9(2), 143-157.

Kaplan, A. M., &Haenlein, M. (2010). Users of the world, unite! The challenges and
opportunities of social media. Business Horizons, 53 (1), 59-68.

Kiecker, P. and Cowles, D.L. (2001), “Interpersonal communication and personal
influence on the Internet: a framework for examining online word-of-mouth”, Journal of
Euro marketing, Vol. 11 No. 2, pp. 71-88.

Kotler, P. & Armstrong, G.(2010). Principles of Marketing. New Jersey: Pearson
Education, Inc..

4229



INFLUENCE OF E-WOM ON BRAND IMAGE AND BRAND IMAGE IMPACT ON CONSUMER

7
L X4

X/
°e

/7
A X4

X/
°e

PURCHASE DECISION

Lee, Ju-Min, Do-Hyung Park and In-Goo Han (2008), “The Effect of Negative Online
Consumer Reviews on Product Attitude: An Information Processing View”, Electronic
Commerce Research and Applications, 7(3), 341-352.

Lien, C. H., Wen, M. J.,, Huang, L. C., & Wu, K. L. (2015). Online hotel booking: The
effects of brand image, price, trust and value on purchase intentions. Asia Pacific
Management Review, 20(4), 210-218.

Lin, C., Wu, Y., & Chen, J. (2013). Electronic Word-Of-Mouth: The Moderating Roles
of Product Involvement and Brand Image. Proceedings of 2013 International Conference
on Technology Innovation and Industrial Management, Phuket, Thailand.

Lu, Y., Zhao, L. & Wang, B. (2010), From Virtual Community Members To C2C E-
Commerce Buyers: Trust in Virtual Communities and Its Effect On Consumers’ Purchase
Intention. Electronic Commerce Research and Applications, 9 (4),346- 360

Mayzlin, D., (2006), “Promotional chat on the Internet”, Marketing Science, Vol. 25 No.
2, pp. 155-163. 11

Munnukka, J., Karjaluoto, H., and Tikkanen, A. (2015). “Are Facebook Brand
Community Members Truly Loyal to the Brand?” Computers in Human Behavior 51.
Elsevier Ltd: 429-39.

Nyer, P., & Gopinath, M. (2005). Effects of Complaining versus Negative Word of
Mouth on Subsequent Changes in Satisfaction: The Role of Public Commitment.
Psychology & Marketing, 22(12), 937-953.

Park, C. W., & Arinivasan, V. (1994). A survey-based method for measuring and
understanding brand equity and its extendibility. Journal of Marketing Research, (31),
271-288.

Park, D.H., Lee, J, & Han, I. (2007). The effect of on-line consumer reviews on
consumer purchasing intention: The moderating role of involvement. International
Journal of Electronic Commerce, 11 (4), 125-148.

Prastiwi, S. K., & Aminah, A. S. (2021). The Effect of Credibility, Electronic Word of
Mouth Communication on Purchase Intentions. Journal of Business and Management
Review, 2(1), 038-056.

Schindler, R. M., &Bickart, B. (2005). Published word of mouth: Referable, consumer
generated information on the Internet. In C. P. Haugtvedt, K. A. Machleit& R. F. Yalch
(Eds.), Online Consumer Psychology: Understanding and Influencing Consumer
Behavior in the Virtual World (35-61).

Sen, S. and Lerman, D. (2007), “Why are you telling me this? An examination into
negative consumer reviews on the web”, Journal of Interactive Marketing Vol. 21 No. 4,
pp. 76-94.

Setiawan, P. (2014). The Effect of e-WOM on Destination Image, Satisfaction and
Loyalty. International Journal of Business and Management Invention, 3(1), pp.22-29.
Shah, S. S. H., Aziz, J., Jaffari, A. R., Waris, S., Ejaz, W., Fatima, M., & Sherazi, S. K.
(2012). The impact of brands on consumer purchase intentions. Asian Journal of Business
Management, 4(2), 105-110.

Shim, S., Gehrt, K., Lotz, S., 2001. Export implications for the Japanese fruit market:
fruit-specifific lifestyle segments. Int. J. Retail Distrib. Manag. 29 (6), 298-314.
Silverman, G. (2001). The secret of word-of-mouth marketing.

4230



/7
A X4

X/
°e

/7
A X4

MUKESH!?, PROF. MAHABIR NARWAL?

Smith, D., Menon, S. and Sivakumar, K. (2005), “Online peer and -editorial
recommendations, trust, and choice in virtual markets” Journal of Interactive Marketing,
Vol. 19 No. 3, pp. 15-37.

Smith, R.E. and Vogt, C.A. (1995), “The effect of integrating advertising and negative
word-of-mouth communications on message processing and response”, Journal of
Consumer Psychology, Vol. 4 No. 2, pp. 133-151.

Sun, T., Youn, S., Wu, G. and Kuntaraporn, M. (2006). Online Word-of-Mouth (Or
Mouse): An Exploration of Its Antecedents and Consequences”, Journal of Computer-
Mediated Communication, 11(4),1104-1127.

Torlak, O., Ozkara, B. Y., Tiltay, M. A., Cengiz, H., & Dulger, M. F. (2014). The effect
of electronic word of mouth on brand image and purchase intention: An application
concerning cell phone brands for youth consumers in Turkey. Journal of Marketing
Development and Competitiveness, 8(2), 61.

Tran, L. T. T., Pham, L. M. T., & Le, L. T. (2018). E-satisfaction and continuance
intention: The moderator role of online ratings. International Journal of Hospitality
Management, 77, 311-322.

Trusov, M., Bucklin, R. E., & Pauwels, K. (2009). Effects of word-of-mouth versus
traditional marketing: findings from an internet social networking site. Journal of
marketing, 73(5), 90-102.

Tsimonis, G., &Dimitriadis, S. (2014). Brand strategies in social media. Marketing
Intelligence & Planning, 32 (3), 328-344.

Wang, X., Yu, C., & Wei, Y. 2012. Social Media Peer Communication and Impacts on
Purchase Intentions: A Consumer Socialization Framework. Journal of Interactive
Marketing, 26 (4), 198-208.

Xia, L. and Bechwati, N.N. (2008), “Word of mouth: the role of cognitive personalization
in online consumer reviews”, Journal of Interactive Advertising, Vol. 9 No. 1, pp. 108—
128.

Yoo, B. and Donthu, N. (2001), “Developing and validating a multidimensional
consumer-based brand equity scale”, Journal of Business Research, Vol. 52 No. 1, pp. 1-
14.

Yusof, N., & Rosnan, H. (2020). The Effectiveness of word-of-mouth as a Marketing
Tool in the Medical Tourism Industry in Malaysia: Challenges and the Way
Forward. The Malaysian Journal of Qualitative Research, 1(1), 55-67.

Zhu, F. & Zhang, X. (2010). Impact of online consumer reviews on sales: the moderating
role of product and consumer characteristics. Journal of Marketing, 74 (2), 133-148.

4231



