
  
Abstract—Lately with advent of sophisticated technological 

platforms and increasing usage of internet has changed the global 
scenario of marketing and branding. This is complemented by 
increasing popularity of social media sites, which has provided 
almost every individual with platform to share experiences, exchange 
information with numerous people at a single time. This extensive 
technological transformation has produced a more ubiquitous form 
of word of mouth; known as Electronic word of mouth (eWOM. This 
study investigates entire process eWOM, from adoption of online 
information; to how it impacts purchase intention of recipient of 
information. With the multiple and linear regression the 244 
participants considered that timeliness is the major factor to perceive 
information useful which later results in information adoption. Study 
further found that eWOM has significant and positive impact on 
brand image and purchase intentions of the online information 
seekers.  Recommendations, limitations, and benefits of this study 
are also suggested.  
 

Keywords—Electronic word of mouth (eWOM), Digital Media, 
Online word of mouth, Social Media Marketing.  

I. INTRODUCTION 
ORD of Mouth (WOM) communication is defined as 
non-commercial voluntary form of face to face 
exchange of information, which is usually based on 

consumers’ direct experience with a product/service, opted. 
WOM is considered as potential mean of shaping consumer 
attitudes and perception about a brand and it has greater 
influence on product adoption as compared to any other form 
of traditional marketing, because it comparatively provides 
more accurate and reliable information which is based on 
first-hand experience of product/service. From time to time 
there have been numerous researches on what factors lay 
behind efficacy of WOM marketing. 
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Recent increased usage and popularity of social network 
sites (SNS) like Facebook, Twitter etc. has entirely changed 
the picture of WOM, it is now not necessary for two persons 
to share their experiences face to face, however they can do so 
by sharing on more transparent and ubiquitous platforms of 
social networks. With the advent of information technology, 
the reach and prospectus of WOM has been increased 
exponentially. This form of exchange of knowledge on online 
and public platforms is known as Electronic Word of Mouth 
(eWOM).  

The increasing usage of social networks due to rise in 
sophisticated technologies like 3g and affordable 
smartphones, access to internet and social networks 
particularly has become like one of the necessities for 
consumers now a days and it is now ridiculously common for 
buyers to look for online reviews of a product/service prior to 
purchase and consumption. A recent survey found out that 
most consumers perceive online to be as trustworthy as brand 
websites [1]. McKinsey and Company published a report 
about eWOM and it states that the scope of eWOM in 
developing markets is relatively higher than traditional 
advertising. And the opinion acquired by eWOM plays a 
pivotal role throughout three stages of consumer decision 
making process. 

Considering the scenario in Pakistan, where out of 
approximate population of 196.174 million [2], around 15% 
of people are internet users, which is about 25 million people 
and out of that, percentage of population present on Social 
media is around 4%. The social media statistics of Pakistan 
presents an attractive scenario for brands to leverage on this 
competitive advantage. Around 60% of internet users in 
country interact with brands online and 53% out of total 
population on social media is present on Facebook, the 
number has been growing significantly every quarter and 
every 1 out of 5 Facebook user in country makes decisions 
that are influenced by Facebook  

These statistics portray the fact that the increasing usage of 
social media and consumer awareness of brands has expanded 
the ways in which eWOM can shape the consumer buying 
behavior. This dynamic increase in consumer’s choice for 
online feedback and reviews has alerted brands to focus on 
enhancing their digital presence. There are numerous social 
media groups and communities that provide a centralized 
digital space for specifically sharing and discussing relevant 
experiences by customers. That’s why today eWOM has 
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become a stable element for online marketing mix for several 
brands and companies. 

II. LITERATURE REVIEW 
Advent of communication technologies and increase in 

usage of internet globally has transformed the arena of 
marketing and brand communication; it has also entirely 
changed the metamorphosis of information sharing 
mechanism. Due to increasing ease of internet access 
consumers are now no longer imprisoned by limited 
geographical accessibility or physical space, internet has 
facilitated consumers with ubiquity and global reach. All of 
this dramatic change in horizons of mainstream and electronic 
media has originated over the past decade [3] . 

This electronic revolution has provided businesses with one 
more competitive edge to leverage upon, because digital 
media provides brands with a centralized e-space to interact 
with their target customers and market their respective 
offering along with creating brand awareness at a very 
minimal cost. Such interaction has been deemed as 
substantially potential contributor towards financial health of 
brands and businesses. 

Prior to this technological development, brands relied more 
on traditional form of communication mediums for marketing 
and branding activities, besides Word of mouth 
communication was regarded as more potential driver behind 
consumer’s attitudes and purchase intentions towards any 
brand and this stance has been validated by numerous studies 
and researches.  

With the progress of internet network which gives choices 
of information regarding a product allowing a form of word-
of-mouth communication that not only become a person-to-
person form of communication about a product or service [4], 
but also capable to turn into many forms of word-of-mouth 
communication that spread globally. This form of 
communication is generally called Electronic Word of Mouth. 
The purpose of this literature review is to focus on the e-
WOM, its impact and the potential benefits it has for 
businesses. This review will contain information gathered and 
analyzed from different peer reviewed articles and studies to 
support the credibility of this paper.  

A. Research Framework and Hypothesis 
This study has been divided into two stages, which are 

described along with involved variables below: 
Stage 1-The figure below represents the information adoption 
model suggested by [5]. It contains the two main areas one is 
the argument quality and the other one is source credibility. 
Argument quality refers to the quality of information being 
shared; source credibility is linked reliability and 
authentication of information source. This stage will 
investigate the process of adoption of online opinion by the 
opinion seekers.  

 
Following variables are part of stage 1 

1) Argument quality/information quality 
It is the convincing force of opinions shared which are 

entrenched in an informational communication [6]. It is the 
assessment of results which is systematically shaped 
according to the user perception [7]. 

2) Relevance 
Consumers most of the time prefer information that is of 

their specific purpose, if the information doesn’t fulfill their 
need or purpose they generally go through the information 
without going into details or reading whole pages. Users want 
to find the information that they want quickly and with little 
effort [8]. 

Therefore we suggest that: 
H1: Message will be more useful if the information 

perceived is more relevant  

3) Timeliness 
It is when the online reviews are up to date and provide 

most recent information about any product/service. If the 
Information available online is current and up to date, it will 
be more useful [9]. 

H2: Higher the perceived timeliness of message, the more 
useful message perceived will be. 

4) Accuracy 
It defines that how reliable a certain message is. Accuracy 

also denotes the thinking of opinion seekers that the 
information shared is true [10].  

H3: higher the perceived accuracy of the message, more 
useful the message will be perceived to be 

5) Comprehensiveness 
It refers to the extent to which certain information shared is 

complete as per the requirement of the opinion seekers [11]. 
H4: the higher the perceived comprehensiveness of the 
message more will useful it will be perceived.  

6) Source Credibility  
It denotes to the message credibility perceived by the 

recipient about the person or source from which information 
is coming, it has no relation with the message information 
itself [12]. It is the degree to which an opinion seeker 
considers the information encoder as reliable, trustworthy, 
authentic and knowledgeable [13]. Source credibility contains 
source expertise and source trustworthiness. 

H5: The message is perceived more useful, if the perceived 
expertise is high. 

H6: If the trustworthiness of message source is higher, the 
message usefulness will be perceived higher.  
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7) Adoption and usefulness of information 
Adoption of information is the practice in which people 

intentionally with a certain motive get engaged in utilizing 
that information existing online. This is one of the behaviors 
which are practiced by the online consumers existing in the 
online forums [14]. Whereas Information usefulness is the 
perception of and individuals seeking information online that 
with the use of new source or technology will add up in the 
better performance. This is the key factor that results in the 
information adoption with both present and future self-
reported utilization of the framework [15], [16]. 

H7: Information adoption is more in case of high perceived 
information usefulness than that of low perceived information 
usefulness 

Stage 2-In the second stage as shown in figure 2.0, this 
study aims to find that once the information is adopted in the 
first stage, how will it impact the brand image and purchase 
intention of the online opinion seekers. This model is adopted 
from [17].  
 

 
 

Electronic word of mouth on social media networks has 
strong impact on brand image and which ultimately affects 
the purchase intention of consumers [17]. According to a 
study conducted in past “brand image can influence the profits 
earned by any company, by impacting its cash flows; an 
impressive brand image can also make consumer pay 
premium price.” [18]. The importance of this study in 
purchase of services is derived by fact that brand image is 
formed on basis of consumption of any that service or past 
experiences of such consumption and intangible factors as 
after sales service can’t be availed before any consumption, 
thus this whole process involves risk of purchasing service 
and experiencing it. That’s why consumers now a days are 
more leaned towards influences from e-WOM, to gain an 
insight of experience shared by other consumers of same 
service on social media groups. [19], [20]. It has been 
interpreted from studies in past that this form of marketing 
communication impact consumers impressively and serve as a 
hard axis for making purchase decision. As one of study 
believes that eWOM has the direct impact on a company’s 
sales [21]. Research studies also suggest that eWOM has 
widely hit the purchasing behaviors of consumers and online 
opinion seekers via internet. [22], [23]. The written 
communication such as online posts, recommendations, 
reviews, texts, instant messages etc. has more impact than the 
oral communication which result coming up new and 
interesting information about the products and brands to 
discuss about in particular [24]. 

Therefore we suggest that:  
H1. Brand image is significantly impacted by the eWOM  

H2. Purchase intention of the consumers is significantly 
impacted by the eWOM.  
H3. Purchase intention of the consumers are significantly 
impacted by the brand image of a product or service 

III. METHOD 

A. Sampling design, Study Sample and Procedures 
The study population includes all members on Facebook 

group of “Karachi Food Diary”; which is around 12,238 
members. A convenience sampling method was used to select 
the sample for this study. An online survey questionnaire was 
used to conduct this study and the questionnaire was posted 
on Facebook group of Karachi Food Diary and it was also 
messaged to profiles of the group members. Total 383 
questionnaires were filled and after filtering out only 244 
responses were usable for further analysis, representing a 
response rate of 64%.    

B. Measures 
This study incorporates two models that have been adopted 

from 2 different past studies. In first model adopted from this 
study uses following two measures to understand the process 
of adoption of online reviews by consumers on Facebook 

Information usefulness- It is the degree to which an online 
review/information about any product/service is perceived as 
useful by the individual seeking such information. This is the 
key factor that results in the information adoption. As 
provided by [5]. This study also analyzes six variables that 
determine information usefulness on social media. These six 
constructs were Relevance, Timeliness, Accuracy, 
Comprehensiveness, Source Expertise and Source 
Trustworthiness. Each of the adapted variable derived 
responses on based on questions that asked how strongly 
respondents agreed or disagreed with the impact of that 
variable on information usefulness, on 5 point Likert scale 
whereby, 1 = strongly disagree and 5 = strongly agree.  

Information adoption – It is a tendency of people to 
intentionally get engaged in utilizing the information existing 
online. This is one of behavior which is practiced by the 
online consumers existing in the online forum [14]. As 
described in model the information adoption is dependent on 
information usefulness. Thus this study investigates 
relationship between them. 
In second model, which has been adopted from [17], analyzes 
that once an online review is adopted by consumer; what is its 
impact on purchase intention and brand image in mind of the 
recipient of information. 

C. Method of Analysis 
In this study hypotheses were tested using Cross tab 

Analysis, Linear and multiple regression. Prior to testing for 
regression, data and survey tool were tested for reliability, 
validity and correlation. 

IV. RESULTS 

A. Profile of Respondents 
Out of 244 respondents, 63% were males. 69% lied in age 
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bracket of 18 to 24 and 55% were enrolled in undergraduate 
education. 66% of respondents were students by profession 
followed by 20% in their professional career, 7% were self-
employed and 3% worked in service sector. Additionally 
overall 47% of respondents visited Facebook page of Karachi 
Food Diary occasionally, followed by 30% respondents who 
visited it frequently. 

B. Cross tab analyses 
Cross tab analyses were conducted in Stage 2 of this study 

to comparatively determine the impact of eWOM on Brand 
Image and Impact of Brand Image on Purchase Intention. 
Initially one cross tab was conducted between Impact of 
eWOM on Brand Image and Level of that Impact. Table I 
shows the results of this analysis. It is noted that out of 244 
respondents, 93% believe that eWOM has impact on Brand 
Image of any product/service and 47.5% respondents said that 
level of such impact is Moderate, followed by 23% of 
respondents who said that impact level was Major; this 
supports H1 of Stage 2. Another cross tab analysis was 
conducted between impact of Brand Image on Purchase 
Intention and level of impact Brand Image has over Purchase 
Intention of recipient. Table II show the results of this 
analysis. It is noted that 93% of respondents believe that 
Brand Image has impact on Purchase Intention and 47.5% of 
these respondents believe that level of such Impact of Brand 
Image on Purchase Intention is moderate, followed by 20.5% 
respondents who believe that level of impact is Major. This 
supports H3 of stage 2. 

TABLE I 
CROSS TAB ANALYSIS 

 Impact of eWOM on Brand Image 
 Yes 

Level of 
impact of 

Brand 
Image on 
Purchase 
Intention 

No Impact 4% 
Minor Impact 10.2% 

Neutral 14.8% 
Moderate Impact 47.1% 

Major Impact 20.5% 

 
TABLE II 

CROSS TAB ANALYSIS 
 Impact of Brand Image on Purchase 

Intention 
 Yes 

Level of 
impact of 
eWOM 

on Brand 
Image 

No Impact 8% 
Minor Impact 11.1% 

Neutral 10.7% 
Moderate Impact 47.5% 

Major Impact 23.0% 

C. REGRESSION ANALYSES                                                                                                                                                        
Linear and multiple regressions were conducted to test 

hypotheses of model I (Figure 1.) and model II (Figure 2.). 
Specifically for model I. Initially for Stage 1, Information 
usefulness was regressed to six independent predictors 
namely Relevance, Timeliness, Accuracy, 
Comprehensiveness, Source Expertise and Source Credibility 
using multiple regression in SPSS. Afterwards Information 
Adoption was regressed against Information Usefulness as 
independent predictor using linear regression tool. Table I and 
II present the results of this analysis respectively. It is noted 
that 14.7% of variance in Information Usefulness has been 

significantly explained by all of the six predictors however 
out of all these six predictors only Timeliness was found to 
have statistically significant impact on Information 
Usefulness (β= .172, p<.05); thus H2 of stage 1 was 
supported; whereas in other part of same stage 15.1% of 
variance in Information Adoption is significantly explained 
by Information usefulness. Information Usefulness was found 
to have statistically significant impact of Information 
Adoption (β=.393, p<.01), thus H7 was supported.  

In stage 2, linear regression was conducted to find the 
direct impact of eWOM on Purchase Intention of recipient of 
such eWOM. Table III presents the results of this analysis. It 
is noted that 30.5% of variance in Purchase intention has been 
significantly explained by eWOM. In the model, eWOM was 
found to have statistically significant impact on Purchase 
Intentions (β=.522, p<.01). H2 was supported 

TABLE I 
REGRESSION RESULTS 

Independent Variables Dependent Variables (Information 
Usefulness) 

Relevance .084 
Timeliness .172* 
Accuracy .170 

Comprehensiveness -.017 
Source Expertise .096 

Source Trustworthiness -.061 
R2  

Adj. R2 

F. Value 

.142 

.120 
6.544 

 
Note: * p<.05 

TABLE II 
REGRESSION ANALYSIS 

Independent Variable Dependent Variable (Information 
Adoption ) 

Information Usefulness .393** 
R 2 

Adj. R 2 

F. Value 

.154 

.151 
44.111 

Note: ** p<.01 
TABLE III 

REGRESSION ANALYSIS 
Independent Variable Dependent Variable (Purchase 

Intention ) 
eWOM .522** 

R 2 

Adj. R 2 

F. Value 

.305 

.302 
106.198  

Note: ** p<.01 

V. DISCUSSION 
The aim of this study was to examine the entire process of 

electronic word of mouth on Facebook; starting from 
identifying variables that motivate a consumer to adopt an 
online review then to determine the impact of these online 
reviews on Brand Image and Purchase Intention of consumer 
after adoption of such reviews. In this study we found out that 
Timeliness of Online reviews is an important predictor of 
Information Usefulness and Information Adoption. One 
possible explanation for this result can be that since majority 
of our respondents were undergraduate students with age 
brackets of 18 to 24; which can be called as Youth in one 
word and over here in Karachi, Pakistan, Youth is more 
influenced by timeliness of an online review, for instance 
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reviews which may include up to date information on offers 
and deals being offered by product/service. Youth is often less 
bothered about other variables like Relevance and 
comprehensiveness on Facebook and other variables of 
Accuracy, Source Expertise and Source Trustworthiness can’t 
be verified on an online social network, where anybody can 
make an account and post about any product/service, which 
can’t be cross checked for verification. Thus these variables 
don’t impact the consumers to perceive an online review 
useful; which in turn has significant and potential impact on 
adoption of that online review.  

The study also found out that electronic word of mouth has 
significant, potential and both direct and indirect impact on 
purchase intentions of recipient of such electronic word of 
mouth. And the impact is of eWOM on Brand Image is also 
potential and can influence the recipients’ perception about 
that product/service. Additionally the Brand Image was found 
to have significant relationship with purchase intentions as 
well.   

A. Research Implication: 
The findings from this study have numerous implications 

for theory as well as practice. From a theoretical perspective, 
this research has added value to past researches on same topic 
of electronic word of mouth as in past no such empirical study 
has been conducted that investigates the entire process of 
electronic word on mouth of Facebook. In terms of practical 
implications, the findings of this study hold significant 
importance for Brand managers and e-marketers of companies 
involved in business of food. As the research demonstrated 
that online reviews that are more up to date, have higher 
influence on information adoption, thus brand managers of 
different eateries in Karachi can join such customer 
communities and create the buzz about their product/service 
by providing most up to details on latest offerings, deals and 
discounts. In this way potential target audience of that brand 
will adopt the provided information and that in turn will 
increase the recipient’s purchase intention and generate 
positive brand image for that brand. Secondly this philosophy 
can also be incorporated in Social Media Marketing strategy 
of e-Marketers to engage with potential consumers by keeping 
the discussion on brand alive and up to date.  

B. Limitations and directions for future research 
There are few limitations in this study which must be 

considered before extrapolating the findings of this study to 
establish a generalized output. Firstly, since the research has 
been conducted online on Facebook and respondents were 
completely strangers, thus the quality of responses can’t be 
maintained and is subject to possible bias or dishonest 
responses. Second the data was collected from one particular 
type of eWOM dedicated consumer community on Facebook, 
thus findings can’t be generalized to other eWOM platforms 
like websites, blogs etc. Also the study is limited with number 
of variables tested. Thus there is need to extend future 
research on topic by adopting more comprehensive research 
framework, that should include other significant variables and 
the research can also be conducted on other online platforms 
of eWOM like Websites, blogs etc. in order to understand the 

impact of eWOM on other digital platforms. Finally this study 
is conducted on a relatively smaller sample size, which can 
introduce asymmetry and wide differences in responses, thus 
for future research, a larger sample size should be studied to 
find more solid and meaningful output.  

VI. CONCLUSION 
The aim of this study was to investigate factors that may 

influence and determine the adoption of online reviews on 
Facebook groups related to Food discussion and after that 
impact of this adopted information on Brand Image and 
Purchase Intention was also analyzed. The findings of this 
research demonstrate that timeliness of online reviews has 
potential and significant role in adoption of that review and 
the impact of electronic word of mouth on brand image and 
purchase intention is also significant. 
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