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Abstract

Over the years consumers and their psyche had evolved a
great deal and one of the primary reasons 1is the
advancement 1in internet technology and social platforms.
Consumers are paying less attention towards traditional
source of iInformation and are more inclined towards
electronic medium like the internet which has oceans of
knowledge and information for the consumers. This
phenomenon has brought the concept of electronic word of
mouth into the limelight. Numerous research studies have
been conducted on the topic of eWOM throughout the world
but only a few iIn Pakistan. This research endeavour is
aimed to explore the impact of eWOM on consumer purchase
intention in cell phone iIndustry of Pakistan with the help
of key variables and dimensions. Information about the
cellular brands collected via eWOM in the shape of reviews,
experiences, ratings, blogs and expert opinions is
considered as more authentic and reliable than other
marketing tools Dbecause it directly comes from the
consumers and the neutral experts. Therefore, it was
imperative to examine its influence on those consumers who
want to buy a cell phone. This quantitative study was
conducted with the help of questionnaires to gather data
for analysis. The total data observations were 250 and 94%
of the respondents were between the age of 18-32 which
helped to collect accurate data because this age group uses
internet the most for various purposes and one of them is
to share their views about certain cellular brand.
Independent variable was eWOM and 1ts dimensions were:
Source trustworthiness, Source expertise and Social tie.
Whereas, consumer purchase iIntention was the dependent
variable. Regression analysis established that 62.6% of the
variability in dependent variable was explained by the
model and value of R came out to be .791 which proves that

there is a very strong positive relationship between the
6



variables under study. Values generated by regression test
helped to reject all the null hypothesis and supported the
alternate hypothesis because of the significance level of
-.000. Findings of this study can compel marketer’s to pay
more attention to eWOM and will help iIn making a more
effective marketing strategy to connect with iIts target
market which will eventually lead to increase iIn sales
volume, improved brand image and higher profits.

Keywords: Electronic word of mouth, Consumer purchase
intention, Source trustworthiness, Source expertise, Social
tie.

Abbreviation used: eWOM: Electronic Word of Mouth.



Contents

IO T o of o Yo 6 Ty of o] o PSS SSRTSRN 10
1.1.Cellular Industry of PaKistan. ..., 15
1.2  MABJOE TOPECS - ittt ettt neeneens 19

1.2.1.Consumer BehaviOUK . ... 19
L1220 @WOM . it 19
1.2.3.Social Media Marketing. ... 19
1.2.4_Cell phone INAUSEINY . ... 19

2.0, LETErATUIE REVEEW. .ottt nne e ne s 21
2.1_Electronic Word OFf Mouth (eWOM) . ...ccoiiiiiiniiieeeeeeee 21
2.2.Consumer Purchase INntentlion. ..., 33
2.3.Source TruSTWOrthENESS. ..o 38
2.4 _ SOUKCE EXPEITESE . oo 40
2.5 SOCTAL T s 41

3.0. Research MethodoBOgy - ... 43
3.1. Statement of the Problem. ... 45
3.2_ResearCh ODJECTIVES. ... e 46
3.3.Significance of ResearCh. ... 46
3.4.5Scope OF the STUAY . ..o 47
3.5. Purpose of Study/JustifiCation. ..., 47
BB, SAMPEE - s 48
3.7.Respondents, Key Informants. ... 48
3.8. Instruments, Resources and Research tools. ................ 48
3.9.ResearCh ProCedUIe. ... 48

3.10. Ethical ImplIcatioNS. ... 49
B Al ANABYSES . s 49
3.12. Theoretical FramewoOrK. ... 49
.13 VarTables. . 49
3.13.1. Independent Variable. ..., 49
3.13.2. Dependent Variable. ... 50
3.14._ Defining the variables and dimensions. ... 50
G B I S O <11 SRS 50
3.14.2_Source trustworthinNeSS. ... 50
3.14_3. SOUFCE EXPEITESE . oo e 51
B.14.4.S0CHAL THE . oo 52
.15 HYPOTNESES - .. 52
3.16. Limitations of the Study. ... 53

8



4_0. Data AnalySTES. .. 55

4.1 _ RelTabilIty TeST. e 55
4._.2._Descriptive StatiSTICS. ... 57
4 2. 1 FreQUENCEES . ..ottt bttt 57
4.2 2. DESCIIPLIVES . .ot 59
4 3. COrrelatlionN. . 60
A S =T o | @ =2S1S] o] o SRR TR 63
5.0.Conclusion and dISCUSSEON. ....cccociiiiniiiieie e 70
5 L CONCHUSTON . e ettt reeeesne e 70
5.2_DIScuSSION OF resSUlTS. ..o 71
5.3. Managerial ImplICatioNS. ... 74
5.4 _ ReCOMMENAATEONS . ..ottt sre s 75
6.0 . RETEIENCES ... e e 76
A O I Y o] o 1= To W o =1 OSORRSPRURPRRN 80
A RO U T=TS of o] ol TN Il =SSR 80



