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Abstract

This study aims at investigating the effect of both positive and negative electronic word of mouth (eWOM) on online consumer buying
behaviour, customer satisfaction, and customer loyalty. A conceptual model is developed and tested with the data collected from 652
respondents from a developing country. After checking the psychometric properties of the survey instrument, hierarchical regression
was performed to test the hypothesized relationships. The results indicate that (a) positive eWWOM has a positive effect and negative
eWOM has a significant negative effect on online consumer buying behaviour, (b) online buying behaviour is positively associated with
customer satisfaction, which, in turn, is related to customer loyalty, and (c) trust in information moderates the relationship between
(a) positive eWOM and online buying behaviour, and (b) negative eWWOM online buying behaviour. The findings also suggest that
trust in the product increases the strength of the positive effect of online buying behaviour and customer satisfaction. The theoretical
contribution of this article stems from highlighting the importance of trust in information and trust in products in strengthening
the relationship between eWWOM and online buying behaviour. The conceptual model developed and tested in this study provides
valuable insights into the effects of both positive and negative eWWOM on customer satisfaction and loyalty. The study recommends
that e-retailers identify the most appropriate platforms where the potential buyers interact with others and exchange reviews and
comments that may profoundly affect online buying behaviour.
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Introduction from other factors such as technological advancements,
improved internet infrastructure, and the growth of

The proliferation of the internet during the last two decades o .
e-commerce platforms (Chamakiotis et al., 2021; Dwivedi

has resulted in the phenomenal growth of e-commerce >
(Akram et al., 2018; Bhaiswar et al., 2021; Ganesh et al., et al., 2020; Rehman et al., 2019; Shirish et al., 2021). Most
2010; Madhu et al., 2023; Parsons, 2002; Patel et al., 2023: importantly, the increase in social media has resulted in the
Venkatakrishnan et al, 2023). The convenience and escalating significance of electronic word of mouth (eWOM)
accessibility offered by online shopping platforms have in influencing consumer behaviour (Abdul et al., 2022; Hao

transformed how people buy goods and services (Goel et al., etal., 2010; Lee et al., 2009; Zarrad & Debabi, 2015).

2022; Wolfinbarger & Gilly, 2001). Though online buying Starting with a seminal article by Katz and Lazarfeld
came into vogue sometime around the early 2000s, there has (1955) on word of mouth (WOM), and subsequent e WOM,

been a paradigmatic shift of consumers to online due to extant research reported the significant influence of both
recently-hit pandemic (Donthu & Gustafsson, 2020), apart WOM and eWOM on consumer behaviour (Dwivedi et al.,
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2020; Ganesh et al., 2010; Venkatakrishnan et al., 2023;
Verma & Singh, 2019). Consumers interact with each other
through a variety of social media networks (such as
Facebook, WhatsApp, and YouTube) and gain information
about the products and services offered by e-retailers (Fang
et al., 2018). The study focuses on online consumer buying
behaviour in India, with its massive population ranking
first in the world, boasting over 690 million internet users
(Petrosyan, 2023).

Initially, social media emerged as a source for sharing
personal content such as photos, videos, and information
among friends and acquaintances. Gradually, social media
has become an essential tool for exchanging ideas,
viewpoints, preferences, and criticisms about products and
services through eWOM. Several researchers empirically
found that eWOM significantly influences consumer
decision-making (Huete-Alcocer, 2017). The information
transmitted through eWOM (both positive and negative)
affects consumer behaviour (Bickart & Schindler, 2001;
Wang & Breda, 2023). eWOM provides a wealth of first-
hand knowledge related to the experiences of product
quality, trust in the e-retailer, after-sales services, etc.,
which helps consumers make purchase decisions. While
positive eWOM creates a positive vibe and encourages
consumers to engage in buying behaviour, negative eWOM
discourages them. The power of personal experiences
shared through eWOM also goes beyond simple reviews
and includes the stories and emotions conveyed through
online narratives, which may influence the consumers to
buy. The user-generated content thus plays a vital role in
consumer decision-making.

Rationale for the Study

The rationale behind this study is grounded in four pivotal
factors. First, the existing literature offers a substantial
wealth of studies that have reported various insights into
eWOM and its impact on online buying intentions (Abdul
etal., 2022; Jha, 2019; Roy et al., 2018; Sardar et al., 2021).
Several meta-analytic studies conducted earlier focused
mainly on the effect of eWOM on sales (e.g., 26 studies by
Floyd etal., 2014; 51 studies by You et al., 2015). However,
there appears to be a shortage of research that delves
explicitly into the influence of eWOM on customer
satisfaction and loyalty. Second, the polarity of eWOM
encompasses both positive and negative aspects. A recently
conducted bibliometric analysis of 746 articles (covering
2000-2020) revealed several significant gaps in the
research (Bhaiswar et al., 2021). One of the gaps was to
explore the combined impact of these two (positive-and-
negative eWOM) valences on online purchasing behaviour.
Third, the available research is fragmented, failing to yield
comprehensive insights into the true essence of eWOM.
This study aims to unravel the intricate mechanisms at play
by examining how positive and negative eWOM shape

consumer perceptions, purchase intentions, and buying
behaviour. Lastly, while studies on eWOM have
predominantly focused on developing nations, research is
scarce concerning eWOM in India. This study aims to
bridge this gap by shedding light on eWOM’s role within
the Indian landscape. Hence, a substantial portion of past
research has been conducted to explore the intricate
connection between eWOM and consumer purchase
intentions. Extensive literature reveals that there has been a
substantial body of research dwelling into how eWOM and
its relationship with social media influence consumer
behaviour. However, an essential aspect left relatively
unexamined is the impact of consumers’ perceptions
regarding the valence of eWOM on both customer
satisfaction and loyalty. This study seeks to address this
gap by investigating the underlying implications of
customers’ sentiments towards the valence of eWOM on
their level of trust in information and products.
Consequently, this study aims to answer the following
research questions (RQs):

RQI: How do positive eWOM and negative eWOM
influence online buying behaviour?

RQ2: How does trust in information moderate the rela-
tionship between positive and negative eWOM
on online buying behaviour?

RQ3: How does trust in the product moderate the
effects of online consumer behaviour and cus-
tomer satisfaction?

This research makes five significant contributions to the
growing literature on online buying by answering the
above questions. First, this study adds to the literature by
investigating positive and negative eWOM effects on
consumer buying behaviour. While previous studies have
primarily focused on the impact of eWOM on consumer
behaviour, this study recognizes the need to understand
how both positive and negative eWOM can influence
online purchasing decisions. Second, this research
corroborates the findings from other studies about the
positive association between online buying behaviour and
customer satisfaction. Third, this study aligns with previous
literature that customer satisfaction precedes customer
loyalty. Fourth, trust in information and trust in products
are moderators in the relationship between positive and
negative eWOM online buying behaviour and customer
satisfaction, respectively. Fifth, the findings from this
comprehensive model developed and tested, the first of its
kind, particularly in India during the post-COVID period,
provide valuable insights to both consumers and e-retailers.
In sum, by investigating the effects of both types of eWOM,
this study seeks to provide a comprehensive understanding
of how eWOM shapes consumer perceptions and
behaviours. The findings of this study will contribute to the
existing body of knowledge on eWOM and online buying.
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Variables in the Study
Positive-and-Negative e WOM

Social media users share information about the ownership
characteristics of products and services with others (Bansal
& Voyer, 2000; Harrison-Walker, 2001). In addition, the
social media behaviour of users depends on psychological
and demographic factors (Bhandari & Bansal, 2018),
Depending on their experiences, the informal communication
about the products and services can be positive or negative.
Positive statements about the brands’ offerings from
e-retailers will likely motivate potential customers to make
purchase decisions. In contrast, the negative eWOM may
demotivate the consumers to buy the products (Abdul et al.,
2022). The e-retailers are cognizant of the informal
communication between individuals through various social
media platforms (blogs, consumer forums). User-generated
content is vital in consumer purchase decisions (Sozer,
2019). Thus, when shared publicly, both positive and
negative eWOM statements about the brands and their
offerings and services influence consumer behaviour in
different ways (Chetioui et al., 2021; Thurau & Walsh, 2003;
Wuetal., 2017).

Trust in Information

While individuals share their experiences through social
media platforms, how others react largely depends on
whether the information is trustworthy (Casais et al., 2020).
When individuals search for information from various
sources, apart from the quantity of data, they consider the
quality of information before making purchase decisions
(Keen et al., 2000; Kim et al., 2008). Several studies
documented that trust in communication on social
networking sites (SNS) plays a vital role in consumer
behaviour (Casais et al., 2020; Chu et al., 2020). The user-
generated information from the referent groups helps
consumers because the personal views, stories, and
experiences expressed in social media platforms factor into
consumer decision-making (Aggarwal & Gour, 2020;
Miltgen et al., 2016). The trustworthiness and credibility of
consumers’ information reduce the scepticism associated
with purchase decisions (Miltgen & Smith, 2015).

Trust in the Product

Consumer trust in the product has been extensively studied in
marketing literature (Buttner & Goritz, 2008; Davis et al.,
2021; Hong & Cho, 2011; Kim et al., 2008). Consumer trust
in the product is built on the expectations of buyers than
sellers will act in a reliable, ethical, and socially appropriate
manner, fulfilling their commitments and not taking advantage
of the buyer’s vulnerability and dependence (Gefen et al.,
2003). Consumers’ perspectives on trustworthiness greatly
influence their final purchasing decisions (Gupta et al., 2009).

In the online context, trust becomes even more crucial as
consumers perceive higher risks in e-commerce due to the
inability to physically examine products (Li et al., 2014;
Shukla & Mishra, 2022). Trust plays a significant role in
shaping online purchasing intentions (Hong & Cho, 2011)
and shopping decisions (Buttner & Goritz, 2008). One recent
study reported that consumers fear tendencies to rely on social
media (Vermaetal., 2023). To overcome the fear, organizations
need to build customer loyalty and establishing strong, long-
lasting relationships between buyers and sellers (Santos &
Fernandes, 2008). Customer loyalty and trust largely depends
on e-service quality of products (Singh et al., 2023).
Conversely, a lack of trust poses a major barrier to online
transactions (Urban et al., 2009). Negative experiences and
deception can lead to negative attitudes, a loss of trust in the
seller, and a shift towards alternative options to fulfil consumer
needs (Lee, 2014). Online buying and repeated purchases
largely depend on the trust that company delivers about the
product purchased by consumers. When companies do not
deliver the product as promised (e.g., low-quality product)
consumers shy away from buying from that e-retailer. In
addition, breach of trust by companies about the product may
prompt the consumers to send messages to others through
social media (negative eWOM). On the contrary, the greater
the trust, the more likely that consumers engage in online
shopping and also recommend to others about the product or
service (Wang & Breda, 2023). For example, if consumers
order goods online, they expect the same quality as advertised
and displayed on e-shopping website and also expect the
product to be delivered on time (Davis et al., 2021).

Customer Satisfaction

Customer satisfaction is defined as ‘a judgment that a
product/service feature or the product or service itself
provided (or is providing) a pleasurable level of
consumption-related fulfilment, including levels of under-
or over-fulfilment’ (Oliver, 2014, p. 8). Post-purchase
evaluation by customers enables them to see whether they
are satisfied with the product or service. Customer
satisfaction is a primary dependent variable in research as
the success of any company depends on how satisfied the
customers are (Ba & Johansson, 2008; Kumar, 2016; Park
& Lee, 2009; Rahman et al., 2018; Suchanek & Kralova,
2019). Customer satisfaction plays a significant role in
competitive e-commerce environments as it influences
customer retention and acquisition of new customers
(Tandon et al.,, 2017). Customer satisfaction level
significantly impacts two specific purchasing behaviours:
repurchase intentions and eWOM recommendations
(Oliver, 1980; Ranaweera & Prabhu, 2003).

Customer Loyalty

Customer satisfaction is a precursor to customer loyalty
(Al-dweerietal., 2019; Jones & Taylor, 2007). In marketing



FIIB Business Review

literature, customer loyalty is measured in terms of the
customers’ repeated repurchase behaviour (Sharma &
Bahl, 2018). Loyalty is also expressed through positive
recommendations of products and services to other potential
customers (Sirdeshmukh et al., 2002; Upamannyu et al.,
2021). Customer loyalty is reflected in repeat purchases of
products and services, and loyal customers bring sustained
competitive advantage to firms (Callarisa et al., 2012; Picon
et al., 2014). Literature review reveals that several studies
support the positive association of customer satisfaction
with customer loyalty (Serra-Cantallops et al., 2018; Tu
et al., 2012; Wilkins et al., 2010). Some researchers found
that customer trust is a key antecedent to customer loyalty
(Martinez & Rodriguez del Bosque, 2015).

Hypotheses Development

Positive-and-Negative eWOM and Online
Buying Behaviour

Most research suggests that social earned media, such as
recommendations and discussions on social media, can
significantly impact consumer actions more than paid and
traditional earned media (Patel et al., 2023). Information
received from social sources, like online communities, can
be more influential in shaping consumer opinions and
triggering purchasing behaviour (Trusov et al., 2009). A
positive relationship exists between social earned media
and online buying behaviour, with significant effects on
sales, primarily through online community activity. Over
time, the cumulative impact of social earned media activity
leads to a substantial long-term effect on sales (Stephen &
Galak, 2002). When consumers are exposed to positive
eWOM messages about a product or service, they are more
likely to have a higher intention to share that positive
message with others compared to when they are exposed
to negative messages (Sozer, 2019). On the other hand,
negative eWOM discourages customers from engaging in
online shopping (Nadarajan et al., 2017). As the online
community represents a credible source of the voice of
consumers, any negative reporting by members through
discussion threads may have a negative impact on consumer
intention to buy products. To sum up, extant research
reported that eWOM is a precursor to purchase intention
(Bigne et al., 2016; Ladhari & Michaud 2015). While
positive online reviews encourage consumers to make use
of service or purchase products (Mauri & Minazzi, 2013),
and negative reviews demotivates them to engage in
purchasing (Abdul et al., 2022). Thus, based on available
empirical evidence and logos, we offer the following
hypotheses:

H,: Positive eWOM is positively related to online
buying.

H,: Negative eWOM is negatively related to online
buying.

Online Consumer Buying Behaviour and
Customer Satisfaction

Extant research reported a positive association between
online buying and customer satisfaction and repurchasing
intention (Goel et al., 2022; Tandon et al., 2017). In a recent
conducted on 625 customers from India, researchers
documented that e-buying has significantly influenced
customer satisfaction (Madhu et al., 2023). Another study
of 556 respondents from three metropolitan cities in India
found that online consumer behaviour positively related to
customer satisfaction (Davis et al., 2021). Several studies
conducted during the pre-pandemic (COVID-19) period
also documented a positive relationship between e-buying
behaviour and customer satisfaction (Kumar, 2016; Park &
Lee, 2009; Rahman et al., 2018). Thus, based on abundant
empirical evidence, we offer the following hypothesis:

H,: Online buying behaviour is positively related to
customer satisfaction.

Customer Satisfaction and Customer Loyalty

Customer loyalty is defined as ‘a deeply held commitment
to rebuild and re-patronize a preferred product or service in
the future despite situational influences and marketing
efforts having the potential to cause switching behaviours’
(Oliver, 1999; p. 33). Satisfaction is a precursor to loyalty
(Park et al., 2017; Su et al., 2017). When satisfied with a
product or service, customers are more likely to become
loyal customers and make repeated purchases. Positive
experiences increase trust and confidence in the brand,
encouraging customers to return for future transactions
(Goel et al., 2022). A recently conducted meta-analytic
study by Mittal et al. (2023) found that customer satisfaction
results in customer retention, positive WOM, and increased
spending. Thus, based on prior research and logos, we offer
the following hypothesis:

H,: Customer satisfaction is positively related to cus-
tomer loyalty.

Trust in Information as a First Moderator

Trust is essential in internet-based consumer behaviour,
particularly in virtual networks where face-to-face
interaction is absent. Building trust is critical as it can
positively impact consumers’ intentions to shop online and
encourage them to engage in more frequent shopping
behaviours (Chen et al., 2015; Schlosser et al., 2006; Zhao
et al., 2019). Prior studies highlight that positive eWOM
can contribute to establishing trust among online shoppers,
which affects their purchase intentions (Wang et al., 2009;
Zhou et al., 2018). A study focusing on consumer attitudes
toward online shopping found that trust acts as a mediator
in the relationship between eWOM and attitudes toward
online shopping (Lebdaoui & Chetioui, 2020). A positive
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Figure |. The Conceptual Model.

relationship exists between trust in information consumers
provide on SNS and online purchases. When consumers
trust the information provided in SNS, they are more likely
to perceive it as reliable and accurate and show increased
engagement in online shopping activities (Ranganathan &
Ganapathy, 2002). Thus, based on available scant research,
we offer the following hypotheses.

H: Trust in information moderates the relationship
between positive eWOM and online buying behav-
iour such that at higher (lower) levels of trust, the
relationship between positive eWOM and online
buying behaviour is stronger (weaker).

Hg: Trust in information moderates the relationship
between the negative eWOM and online buying
behaviour such that at higher (lower) levels of trust,
the relationship between negative eWOM and
online buying behaviour is weaker (stronger).

Trust in the Product as a Second Moderator

Trust has been extensively studied across various fields,
including economics, management, technology, social
contexts, consumer behaviour, and psychology (Kim et al.,
2008; Qalati et al., 2021). It is built on the expectations of
buyers that sellers will act in a reliable, ethical, and socially
appropriate manner, fulfilling their commitments and not
taking advantage of the buyer’s vulnerability and
dependence (Gefen et al., 2003). Consumers’ perspectives
on trustworthiness greatly influence their final purchasing
decisions (Gupta et al., 2009). In the online context, trust
becomes even more crucial as consumers perceive higher
risks in e-commerce due to the inability to examine
products (Li et al., 2014). Trust plays a significant role in
shaping online purchasing intentions (Hong & Cho, 2011)
and shopping decisions (Buttner & Goritz, 2008). It is also
crucial to building customer loyalty and establishing solid
and long-lasting relationships between buyers and sellers
(Santos & Fernandes, 2008). Conversely, a lack of trust

poses a significant barrier to online transactions (Urban
et al., 2009). Negative experiences and deception can lead
to negative attitudes, a loss of trust in the seller, and a shift
towards alternative options to fulfil consumer needs (Lee,
2014). Based on the above arguments we offer the
following hypothesis.

H: Trust in product moderate the relationship between
the online buying behaviour and customer satisfaction.

The conceptual model is presented in Figure 1.

Method
Sample

In this study, a survey instrument was developed based on
the established measures, and the data were collected from
the consumers in two prominent regions in southern India:
Kanyakumari and Coimbatore. Since there is no fixed list
of online buyers, we used snowball non-probability
sampling and sought the help of the respondents to identify
some of their known people who are chronic users of online
buyers. A qualifying question was asked in the survey if
they engage in online buying. If the answer is ‘No’, they
are not asked to continue the study. Though according
to Krejcie and Morgan (1970), the minimum required
sample size is 384, and the total number of respondents
in this study (652 > 384) met the criteria. We tested the
non-response bias by comparing the first one hundred
respondents with the last one hundred and found that there
are no significant differences between these two groups
about the study variables.

Demographic Profile of the Respondents

The sample consists 0f 268 (41.1%) males and 384 (58.9%)
female respondents. The demographic profile consisting of
age, educational qualification, occupation, frequency of
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use of social media, frequency of buying, and experience
of buying online was mentioned in Table 1.

Measures

Independent and dependent variables were measured using
Likert-five-point scale (1’ representing ‘strongly disagree’;
and ‘5’ representing ‘strongly agree’). The measurement
of these variables was derived from existing literature.

eWOM has two valences: positive and negative. The
positive eWOM was measured with six items adapted from
Goyette et al. (2010) and the sample items are read as
‘Many online reviews recommended to use this company
website’. The reliability coefficient for positive eWOM
was 0.91. Negative eWOM was measured using three
items adapted from Goyette et al. (2010). The sample item
reads as ‘Most reviews say mostly negative things about
this product to others’. The reliability coefficient of
negative eWOM was 0.94.

Online buying behaviour was measured using five items
adapted from Rahi and Ghani (2019). The sample items
read ‘I frequently buy products online’. The reliability
coefficient Cronbach alpha for online buying behaviour
was 0.92.

Table I. Demographic Profile.

Customer satisfaction was measured using five items
adapted from (Devaraj et al., 2002; Hernandez et al., 2009;
Maditinos & Theodoridis, 2010). The sample items read
‘I’'m satisfied with the product selection provide by online
sellers’. The reliability coefficient Cronbach alpha for
customer satisfaction was 0.91.

Customer Loyalty was measured using five items adapted
from (Chang & Chen, 2009; Eid, 2011). The sample items
read ‘I will continuously purchase from the retailer in the
nearest future’. The reliability coefficient Cronbach alpha
for customer loyalty was 0.93.

Trust in information was measured using seven items
adapted from (McKnight et al., 2002; Mohd Suki & Mohd
Suki, 2020). The sample items read ‘The social networking
sites provide correct information about the item that I want
to purchase’. The reliability coefficient Cronbach alpha for
trust in information was 0.97.

Trust in the product was measured using four items adapted
from Rahi and Ghani (2019). The sample items read ‘The
product I purchased is trustworthy’. The reliability
coefficient Cronbach alpha for trust in the product was
0.96.

Category Profile Total Number Percentage
Gender Male 268 41.1
Female 384 58.9
Age Less than 18 88 13.5
18-25 186 28.5
26-30 183 28.1
31-35 115 17.6
Over 35 80 12.3
Educational qualification Basic/secondary 89 13.7
Undergraduate bachelors 241 37.0
Graduate/masters’ degree 198 304
Others 124 19.0
Occupation Student 236 36.2
Employee 250 383
Other 166 25.5
Frequency of buying (per month) None or one time 72 1.0
2-3 times 261 40.0
4-5 times 195 29.9
Over 5 times 124 19.0
Experience of buying (number of years) Less than | 8l 12.4
1-2 196 30.1
34 114 17.5
Over 5 261 40.0
Social media frequently used Facebook 170 26.1
WhatsApp 146 224
Twitter 50 7.7
Instagram 240 36.8
Other 46 7.1
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Analysis
Confirmatory Factor Analysis (CFA)

Following the recommendation of Anderson and Gerbing
(1988), we first tested the measurement model by
performing CFA, and presented the results in Table 2.

As can be seen from the Table 2, the factor loadings of
all the indicators exceeded the acceptable levels (Hair
et al.,, 2018). The reliability coefficients (Cronbach’s
alphas) were over 0.70, the composite reliability (CR)
values were within the threshold levels, and the average
variance extracted (AVE) estimates exceeded the minimum
acceptable levels of 0.50 (Montgomery et al., 2021;
Nunnally, 1994). These values vouch for construct validity.

Descriptive Statistics: Correlation, Reliability
and Validity Discriminant Validity

The descriptive statistics (mean, standard deviation
and Zero-order correlations) are mentioned in Table 3.
Our analysis of descriptive statistics suggests that the
correlations between the variables were less than 0.8, and
hence multicollinearity is not a problem (Tsui et al., 1995).
We also performed additional tests of multicollinearity by
observing the variance inflation factor (VIF) for each of
the variables and found that these values were less than 5,
indicating that multicollinearity is not a problem with the
data (Hair et al., 2018). The results of VIF values were
mentioned in Table 4.

Table 2. Results of Confirmatory Factor Analysis and Measurement Properties.

Average
Variance
Extracted
Estimate
Standardized (A2 i)/
Composite Loadings Reliability Variance [(A2 yi) +
Variable Alpha Reliability (Ayi) (A% yi) (Var(ei)) (Var(ei))]
Positive eWOM 0.84 0.90 0.60
Many online reviews recommended to use 0.81 0.66 0.34
this company website
Most of the time people speak about the 0.79 0.62 0.38
positive side of the company
Many reviews say that they are regular 0.80 0.64 0.36
customers of this company
Most reviews strongly recommend people to 0.79 0.62 0.38
buy products from online
Most reviews mostly say positive things to 0.76 0.58 0.42
others about the products of this company
Most reviews say favourable things about this 0.71 0.50 0.50
company to others
Negative eWOM 0.81 0.87 0.69
Most reviews say mostly negative things about 0.85 0.72 0.28
this product to others
Many people have spoken unflatteringly of this 0.86 0.74 0.26
company to others
Some customers posted negative comments 0.78 0.6l 0.39
about the products and services of this
company websites
Online buying behaviour 0.82 0.90 0.59
| frequently buy products online 0.71 0.50 0.50
| buy products online because of flexibility and 0.81 0.66 0.34
convenience
| prefer online buying because of convenience 0.79 0.62 0.38
in buying sensitive products
Online buying enables me to choose a wide 0.78 0.61 0.39
variety of Products that may not be available
in store
| prefer buying online instead of instore 0.82 0.67 0.33
| am a habitual buyer of online products 0.71 0.50 0.50
Customer satisfaction 0.83 0.89 0.61

(Table 2 continued)
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(Table 2 continued)

Average
Variance
Extracted
Estimate
Standardized (Aryi)/
Composite Loadings Reliability Variance [(A2yi) +
Variable Alpha Reliability (Ayi) (A?yi) (Var(ei)) (Var(ei))]
| am satisfied with the product selection 0.85 0.72 0.28
provided by online sellers
| am satisfied with the quality of the products 0.8l1 0.66 0.34
available on the internet
| had keep buying things from the internet 0.79 0.62 0.38
| tell other folks about internet purchasing 0.72 0.52 0.48
websites
Online purchasing is a pleasurable experience 0.73 0.53 0.47
because it allows me to get a personalized
product at my leisure
Customer loyalty 0.78 0.85 0.59
| will continuously purchase from the retailer 0.72 0.52 0.48
in the near future
| do recommend that others use the products 0.8l 0.66 0.34
and services from the retailer
My preference for the retailer would not 0.74 0.55 0.45
willingly change
Changing my preference from the retailer 0.8l 0.66 0.34
requires major rethinking
Trust in information 0.87 091 0.59
The social networking sites (SNS) provide 0.84 0.71 0.29
correct information about the item that |
want to purchase
I think the SNS provide useful information 0.81 0.66 0.34
This SNS provide timely information on the 0.74 0.55 0.45
item
This SNS provide reliable information 0.73 0.53 0.47
This SNS provide sufficient information when 0.72 0.52 0.48
| try to make a transaction
| am satisfied with the information that SNS 0.71 0.50 0.50
provides
Overall, the information the SNS provide is of 0.83 0.69 0.31
high quality
Trust in the product 0.79 0.87 0.64
The product | purchased is trustworthy 0.76 0.58 0.42
The product | purchased is reliable 0.75 0.56 0.44
The product | purchased fills me with 0.78 0.6l 0.39
confidence
The product | purchased gives me the 0.89 0.79 0.21

impression that it is of good quality

Table 3. Descriptive Statistics: Means, Standard Deviations, and Zero-Order Correlations (Fornell-Larcker Criterion: Discriminant
Validity).

Variables Mean SD | 2 3 4 5 6 7
Positive eWOM 3.6l 0.87 |

Negative eWOM 2.62 1.07 —. 39k I

Online buying behaviour 3.19 0.90 S5 087 |

Customer satisfaction 3.36 0.866 S5k —. | gk 66Tk |

Customer loyalty 3.15 1.08 B9FHE  F ek 55k S5

Trust in information 3.46 1.01 Lok D el A4 |k 47 7 3%k I

Trust in the product 3.16 1.07 AQFRE | Bk 73wk 577k 53k A4k |

Note: *p < 001; *p < 0I.
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Descriptive Statistics: Correlation, Reliability,
and Validity Discriminant Validity

The descriptive statistics (mean, standard deviation, and
Zero-order correlations) are mentioned in Table 3. Our
analysis of descriptive statistics suggests that the correlations
between the variables were less than 0.8, and hence

Table 4. Inner VIF Values.

| 2 3 4 5 6 7

|. Positive eWOM 2.18

2. Negative eWWOM 1.6l

3 Online buying 1.57
behaviour

4. Customer 1.00
satisfaction

5. Customer loyalty

. Trust in information 2.22

7. Trust in the product 1.50

o

multicollinearity is not a problem (Tsui et al., 1995). We
also performed additional tests of multicollinearity by
observing the VIF for each of the variables and found that
these values were less than 5, indicating that multicollinearity
is not a problem with the data (Hair et al., 2018). The results
of VIF values were mentioned in Table 4.

Hypothesis Testing

We performed hierarchical regression to test the
hypothesized relationships.

Table 5 shows the testing the H,, H,, Hs and H,.

As shown in model 1 of Table 5, the control variables
were entered into the equation. The results show that
control variables gender, position, and frequency of buying
were significant whereas age, education, and experience of
buying were not significant. We entered the control
variables so that the regression coefficients for the main
variables will not be inflated.

Table 5. Hierarchical Regression Results of Testing H,, H,, Hg and H,.

Column | Column 2 Column 3
Variables Online Buying Behaviour Online Buying Behaviour Online Buying Behaviour
Dependent Variable Step | Step 2 Step 3
Control Variables
Gender 24wk — | 4rE —. | gwE
(—4.14; 0.000) (-5.69; 0.000)
(5.80; 0.000)
Age 0.064 -0.017 0.050
(1.16; 0.247) (—.43; 0.667) (1.28; 0.202)
Education -0.03 0.075 0.019
(—0.49; 0.627) (1.81; 0.071) (0.47; 0.637)
Position Ak .080* 1407
(2.51;0.012) (2.38;0.017) (4.310; 0.000)
Frequency of buying (per month) 2% —.0263%FF —.323%kk
(2.41; 0.016) (—6.08; 0.000) (=7.796; 0.000)
Experience of buying (years) -0.09 —.098** —. 1 86%+*
(—1.88; 0.061) (-2.91; 0.004) (-5.509; 0.000)
Main Variables
Positive eWOM (H,) 439k |63
(10.02; 0.000) (10.032; 0.000)
Negative eWOM (H,) —.091+* 0.0l
(-2.77; 0.006) (-0.07; 0.947)
Trust in information S50k | 43k
(13.38; 0.000) (7.74; 0.000)
Moderated Variables
Positive eWWOM x Trust in information (Hs) —079%*
(-=2.37; 0.005)
Negative eWOM x Trust in information .047*
(He) (2.218; 0.027)
R2 0.088 0.554 0.604
Adijusted R? 0.079 0.548 0.597
AR? 0.88 0.466 0.500
F 10.365%%* 88.585%+* 88.597+%F
AF 223.567 40.096
df 6,645 9,642 11,640
Notes: Standardized regression coefficients are reported. ‘t’ values and ‘p’ values are in parenthesis. **p < .001; *p < .01; *p < .05.
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To test H, and H,, we entered main variables into the
equation (column 2, Table 5). The beta coefficients of
positive eWOM (f = 0.439, p < .000), and negative eWOM
(#=-0.09, p <.01) were significant, thus supporting A, and
H,. The main effects model was significant and explained
55.4% variance in the online buying behaviour because of
positive and negative eWOM [R? = 0.554; adjusted R*> =
0.548; F(9,642) = 88.58; p < .001; AF = 223.56].

To test moderation hypotheses Hs and H,, we entered
moderating variables, that is, trust in information in step 3
(column 3; Table 5). The regression coefficient of
interaction term was significant (8 josive ewoM « Trust in
information — —0-079; p <.001), thus supporting H; that trust
in information acts as a moderator in the relationship
between positive eWOM and online buying behaviour.
The regression coefficient of interaction (S negative
eWOM , trust in information = 0.047; p < .05, thus
supporting H; that trust in information acts as a moderator
in the relationship between negative eWOM and online

buying behaviour. The model was significant and explained
60.4% variance in online buying behaviour because of
main and interaction variables [R? = 0.604; adjusted
R*=0.597; F (11,640) = 88.597, p < .001; A R?>= 0.50;
AF =40.096, p <.001].

Hierarchical regression results of customer satisfaction
as dependent variable are presented in Table 6.

After entering the control variables in the first step, we
entered the main variables in the second step (Column 2,
Table 6). The regression coefficient of online buying
behaviour on customer satisfaction was significant
(f = 0.349, p < .001), thus supporting H;. As shown in
column 5 (Table 6), the regression coefficient of customer
satisfaction on customer loyalty was significant (f = 0.781,
p <.001), thus supporting H,.

The results of moderation hypothesis (H,), as shown in
Column 3 (Table 6) show that the regression coefficient of
interaction term was Signiﬁcant (ﬂ online buying behaviour x Trust in
=0.457; p = .002), thus supporting H, that trust in the

product
Table 6. Hierarchical Regression Results of Testing H;, H; and H,.
Column | Column 2 Column 3
Customer Customer Customer
Variables Satisfaction Satisfaction Satisfaction Column 4 Column 5
Dependent Variables Step | Step 2 Step 3 Customer Loyalty =~ Customer Loyalty
Control Variables
Gender 41200 265%k .283%** A 1o%E —2| |FE
(11.765;0.000) (9.015; 0.000) (9.521; 0.000) (2.939; 0.003) (-7.470; 0.001)
Age 21 6% 166+ .| 54 —. 146+ —.3 | 5%k
(4.699; 0.000)  (4.472; 0.000) (4.160; 0.000) (-2.953; 0.003) (-9.159; 0.001)
Education 0.038 0.008 0.018 245k 215
(0.783; 0.434) (0.194; 0.846) (456; 0.649) (4.680; 0.001) (5.996; 0.001)
Position —.222%F% —.282%FF —.287%#FF —.185%FF —0.011
(—6.043; 0.000) (-9.4610; 0.000) (—9.682; 0.000) (—4.698; 0.001) (-0.415; 0.679)
Frequency of buying 4245 .358#k* .385%¥* .378#k* 0.047
(per month) (9.999; 0.000) (10.419; 0.000) (10.954; 0.000) (8.331;0.001) (1.413; 0.158)
Experience of buying —.22 5%k —. | 577#FF — | [ 75 0.030 206+
(years) (-5.726; 0.000) (—4.913; 0.000) (—3.403; 0.001) (0.707; 0.480) (6.953; 0.001)
Social media platforms 224k | 75%k L 75%¥ L 34k —0.041
used (7.038; 0.000) (6.810; 0.000) (6.824; 0.000) (3.940; 0.001) (=1.616; 0.094)
Main Variables
Online buying .0349x¢ 0.137
behaviour H, (11.281; 0.000) (1.877; 0.061)
Trust in the product .228%** —-0.071
(6.902; 0.000) (—710; 0.478)
H, 78w
(27.015; 0.000)
Moderator Variables
Online buying A5T7HE
behaviour x Trust in (3.185; 0.002)
the product H,
R? 0.371 0.593 0.600 0.278 0.662
Adi R? 0.364 0.587 0.593 0.270 0.658
AR? 0.371 0.222 0.006 0.384
F 54.249 104.004* 95.95 [+ 35.48% | 57.40%%*
AF 175.339 10.144 729.78
df 7,644 9,642 10,641 7,644 8,643

Notes: Standardized regression coefficients are reported. ‘t’ values and ‘p’ values are in parenthesis.

Rk < .001; #Fp < .01; *p < .05.
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product acts as a moderator in the relationship between
online buying behaviour and customer satisfaction.

The moderation effects are presented in Figures 2—4.

Figure 2 shows the moderation effect of trust in
information in the relationship between positive WOM
and online buying behaviour. As can be seen in Figure 2,
at higher levels of trust in information are associated with
stronger relationship between positive eWOM and online
buying behaviour. When online buying behaviour
increases from ‘low’ to ‘high’, then positive WOM is
higher at high level of trust in information than at low
levels of trust in information. These curves render support
to Hs.

Figure 3 shows the moderation effect of trust in
information in the relationship between negative eWOM
mouth and online buying behaviour. As can be seen in
Figure 3, at low levels of trust in information are associated
with weaker relationship between eWOM and online
buying behaviour. When online buying behaviour decreases
from ‘low’ to ‘high’, then negative eWOM is higher at high
level of trust in information than at low levels of trust in
information. These curves render support to H.

Figure 4 shows the moderation effect of trust in the
product in the relationship between online buying
behaviour and customer satisfaction. As can be seen in
Figure 3, at higher levels of trust in the product are

3.25

3.00

2.75

Online buying behavior

Trust in
mformation

—Low
—Medium

—High

Mean-1sd

Mean
Positive eWOM

Mean+1sd

Figure 2. Trust in Information Moderates Between Positive eVWWOM and Online Buying Behaviour.

4.00 Trust in
product

3.80 —Low
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g 3.60 —High
& 340
)
5 320
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2.80

Mean-1sd Mean Mean+1sd
Online buying behavior

Figure 3. Trust in Information Moderates Between Negative eVWWOM and Online Buying Behaviour.
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Figure 4. Trust in Product Moderates Between Online Buying Behaviour and Customer Satisfaction.

associated with stronger relationship online buying
behaviour and customer satisfaction. When customer
satisfaction increases from ‘low’ to ‘high’, then online
buying behaviour is higher at high level of trust in the
product than at low levels of trust in information. These
curves render support to H,.

R? and Adjusted R%; Q? and Effect Size

Q? the lesser is the deviation in estimated and original
values. Hair et al. (2018) recommended Q? predictive
indices of 0.02 (small), 0.15 (Medium) and 0.35 (large).
The Q? values for Need for Achievement showed that
medium Effect. The Q? value for online buying behaviour
(0.032), customer satisfaction (0.43) and customer loyalty
(0.50) showing the larger effect size. The R* and Adjusted
R?, and Q? and effect size were mentioned in Table 7.

The summary of results of hypotheses testing is
presented in Table 8.

The empirical model was presented in Figure 5.

Discussion

In this research, a modest attempt is made to explore the
influence of positive and negative eWOM on consumer
buying behaviour. A conceptual model was developed, and
the hypothesized relationship was tested after verifying the
psychometric properties using the Smart PLS of structured
equation modelling. Data was collected from 652
respondents from a developing country (India), and the
hypotheses were tested by hierarchical regression.

First, the results indicate that positive eWOM is
positively and significantly related to consumer buying

behaviour (H,), which is consistent with the findings from
the literature (Patel et al., 2023; Sozer, 2019; Stephen &
Galak, 2002). Second, we found that negative eWOM has
a significantly negative association with consumer buying
behaviour (H,), corroborating a limited number of previous
studies (Kang et al., 2016; Nadarajan et al., 2017). Since
online communities provide credible information (both
positive and negative), the effect of the eWOM on
consumer buying behaviour is self-explanatory. However,
our findings provide empirical evidence of the positive and
negative influence of eWOM on consumer buying
behaviour. Third, the results supported the moderating
effect of trust in information in the relationship between
positive eWOM and online buying behaviour (Hs). At
higher levels of trust in information, positive eWOM
resulted in higher consumer buying behaviour and vice
versa. These results are consistent with the intuitive logic
and available scant research (Lebdaoui & Chetioui, 2020;
Wangetal.,2009; Zhao etal., 2019). Fourth, the moderating
effect of trust in information in the relationship between
negative eWOM and consumer buying behaviour () has
been supported in this study. Though few studies were
available to vouch for this relationship, some evidence can
be found in limited studies (Ranganathan & Ganapathy,
2002). It is expected that at higher levels of trust in
information, the relationship between negative eWOM and
consumer buying behaviour is harmful and more visible
than when the trust in information is low.

The fifth key finding in this study is the positive
association of online buying behaviour with customer
satisfaction (H;), which aligns with the extant research
reported in the literature (Goel et al., 2022; Madhu et al.,
2023; Tandon et al., 2017). It is logically intuitive that
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Table 7. R? and Adjusted R? Q? and Effect Size.

Variables R* Adjusted R* F Square Effect Size
Online buying behaviour 0.516 0.512 0.263 Large
Customer satisfaction 0.385 0.382 0.426 Large
Customer loyalty 0.531 0.530 0.504 Large
Table 8. Summary of the Results of Hypotheses Testing.
Hypotheses Result
H,: Positive eWOM is positively related to online buying Supported
H,: Negative eWOM is negatively related to online buying Supported
H;: Online buying behaviour is positively related to customer satisfaction Supported
H,: Customer satisfaction is positively related to customer loyalty Supported
Hs: Trust in information moderates the relationship between positive word of mouth and online buying Supported
behaviour such that at higher (lower) levels of trust in information the relationship between positive
word of mouth and online buying behaviour is stronger (weaker)
Hg: Trust in information moderates the relationship between negative word of mouth and online buying Supported
behaviour such that at higher (lower) levels of trust in information the relationship between negative
word of mouth and online buying behaviour is stronger (weaker)
H;: Trust in the product moderates the relationship between online buying behaviour and customer Supported

satisfaction such that at higher (lower) levels of trust in the product the relationship between online
buying behaviour and customer satisfaction is stronger (weaker)

Trust in
information

Positive EWOM

behavior

Online buying

Trust
in product
0.457**
e Customer loyalty
0.349%** satisfaction 0.789%*% Y

Negative EWOM

-0.091%**

Figure 5. The Empirical Model.
Note: **p < .001; *p < .01; *p < .05.

consumer buying behaviour is a precursor to customer
satisfaction. Sixth, trust in product strengths the positive
relationship between consumer online buying behaviour
and customer satisfaction (H,) found support in this
research. As previous studies found trust as an essential
variable that influences customer buying behaviour and
satisfaction (Gefen et al., 2003; Kim et al., 2008; Qalati
etal., 2021), the results from this study can be understandable.

Seventh, customer’s repurchase intention and loyalty
are primarily influenced by the level of customer
satisfaction (H,) found support in this study. Several studies

in the past vouch for this positive relationship between
customer satisfaction and loyalty (Mittal et al., 2023; Park
et al., 2017; Su et al., 2017). All the hypothesized
relationships were supported, and the conceptual model
was validated.

Theoretical Implications

These results significantly affect theory and practice about
online buying and eWOM. First, the conceptual model
extends the literature on online buying behaviour.
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As consumer behaviour has undergone phenomenal
metamorphosis during and post-pandemic, the increase in
online buying has been substantial worldwide. In this
process, the voice generated by online communities plays a
vital role in influencing consumer buying behaviour. As
the online market becomes increasingly competitive,
present-day consumers rely on the opinions of peers,
family, friends, and other online communities before
making purchase decisions. Though traditional advertising
by companies has its role to play, the user-generated
information  through eWOM provides first-hand
information about the products and services rendered by
e-retailers. Some of the significant contributions of this
study include: (a) positive-and-negative eWOM have
significant roles to play in online consumer behaviour, (b)
trust in information strengthens the positive effect of
eWOM on online buying behaviour and deepens the
negative effect of eWOM on online buying behaviour, (c)
online consumer buying behaviour is significantly
associated with customer satisfaction, (d) trust in product
strengths the positive relationship between online buying
behaviour and customer satisfaction, and (e) customer
loyalty largely depends on customer satisfaction. This
study adds to the existing theory on eWOM and online
buying behaviour by unfolding the two sides of eWOM in
a single study. Prior researchers have studied the effects of
eWOM independently (some studies focused on positive
impact and some reflections on negative implications), and
rarely do we find a study that takes both positive and
negative eWOM in explaining online buying behaviour.
Therefore, this study unites the scattered research on
eWOM, which contributes significantly to the theory,
particularly related to online buying behaviour.

Practical Implications

The findings from this research have several implications
for e-retailing companies and practicing managers. As
present-day consumers rely on the voice of consumers
transmitted through eWOM before making purchase
decisions, e-retailers need to be cognizant of their social
media postings regarding their products and services.
Further, e-retailers do not have any control over the
information spread through social media; they must offer a
quality product and service so that consumers write positive
reports. Since negative eWOM shies away the customers,
the e-retailers need to focus on negative feedback from the
customers and address their concerns. Second, the findings
from this study recommend that e-retailers understand
consumer behaviour while advertising products and
services through websites. Third, as trust in information
plays a vital role in influencing consumer behaviour,
providing accurate information about the products and
services they offer is essential. Any breach of trust results
in customer loss and decreased sales. In the competitive
landscape, e-retailers must devise effective strategies to

attract and retain customers. To address this challenge,
retailers must focus on enhancing their brand’s visibility
and popularity. Brand recognition plays a pivotal role in
encouraging repeat purchases. Prompting customers to
discuss a brand, regardless of whether their comments are
positive or negative, is a crucial driver of a brand’s success.
Furthermore, retailers must invest significantly in
providing accurate and helpful information and maintaining
high product quality. These factors foster trust, another
essential aspect of customer engagement. Quality products
and transparent information lead to positive reviews,
comments, likes, and posts, generating substantial traffic
and sales. Ultimately, the study emphasizes that the
pathway to success for retailers lies in aligning with the
modern consumer’s preference for electronic word-of-
mouth communication. By nurturing positive interactions
and experiences, online retailers can generate a solid
customer base and ensure a sustainable income stream.

Limitations and Suggestions for
Future Research

The study findings should be interpreted in light of some
limitations. First, as with any survey-based study, common
method variance is an inherent problem in this study.
However, as explained in the results section, we have taken
adequate care to minimize the common method variance.
Second, in this cross-sectional study, we did not classify
customers (e.g., baby boomers and millennials). We
included heterogeneous groups, which may be a limitation
because customer behaviour may differ depending on
demographics. However, we have used these as control
variables to tease out the effect of demographic variables.
Third, though over 600 respondents are a perfect sample
size, it is always better to have much larger samples from
various parts of the country instead of focusing only on
southern India. Fourth, our study did not consider other
important variables, such as risk-taking behaviour,
personality characteristics, and promotions offered by
e-retailers, which may profoundly affect consumer buying
behaviour. Fifth, our study focused only on developing
countries, and hence, the results may be generalizable
across other developing nations.

This research provides various avenues for future
research. First, large samples may be involved in testing
hypothesized relationships as conceptualized in this study.
Second, a cross-country comparison may be made by
future researchers to investigate any differences in
consumer behaviour based on different regions. Third,
studies may consider comparing various developing
countries about the variables in this research. Fourth, future
researchers may add variables such as risk-taking, Big-
Five personality, and customer co-creation in their studies.
Fourth, to increase generalizability, future researchers may
compare consumers’ online behaviour in developed versus
developing countries.
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Conclusion

The conceptual model constructed on the notion that most
customers use SNS for online purchasing provides
valuable insights to both e-retailers and potential customers.
Though online buying has been in vogue for the last
two decades, the recently hit global pandemic has
significantly transformed consumer behaviour, compelling
a large portion of the population to shift towards online
platforms. The proliferation of technology, particularly the
widespread use of mobile phones, has created a scenario
where individuals are increasingly engrossed in digital
interactions, often using these while making online buying.
Social media provides opportunities for e-retailers to gain
unprecedented insights into consumer behaviour through
comments and interactions on social platforms. Marketers
can now tap into a wealth of information about buying
patterns and preferences shared publicly by consumers. By
strategically harnessing this data, marketers can formulate
highly targeted strategies that resonate with consumers’
evolving purchasing habits. Since eWOM plays a vital role
in consumer behaviour, e-retailers need to identify the
social networking platforms where the consumers exchange
their views and experiences and strategize to market their
products.

Declaration of Conflicting Interests

The authors declared no potential conflicts of interest with respect
to the research, authorship and/or publication of this article.

Funding

The authors received no financial support for the research,
authorship and/or publication of this article.

ORCID iD

Satyanarayana
5565-4413

Parayitam https://orcid.org/0000-0001-

References

Abdul, S. B., Soundararajan, V., & Parayitam, S. (2022). The
relationship between social media influence, eWOM, and
e-satisfaction of consumers in India: A moderated moderated-
mediation conditional model. Global Business Review.
https://doi.org/10.1177/09721509221130153

Aggarwal, S., & Gour, A. (2020). Peeking inside the minds of
tourists using a novel web analytics approach. Journal of
Hospitality and Tourism Management, 45, 580-591. https://
doi.org/10.1016/j.jhtm.2020.10.009

Al-dweeri, R. M., Ruiz Moreno, A., Montes, F. J. L., Obeidat, Z.
M., & Al-dwairi, K. M. (2019). The effect of e-service quality
on Jordanian student’s e-loyalty: An empirical study in online
retailing. Industrial Management & Data Systems, 119(4),
902-923. https://doi.org/10.1108/IMDS-12-2017-059

Akram, U., Hui, P., Khan, M. K., Yan, C., & Akram, Z. (2018).
Factors affecting online impulse buying: Evidence from
Chinese social commerce environment. Sustainability, 10,
352. https://doi.org/10.3390/su10020352

Anderson, J. C., & Gerbing, D. W. (1988). Structural equation
modelling in practice: A review and recommended two-step
approach. Psychological Bulletin, 103(3), 411-423. https://
doi.org/10.1037/0033-2909.103.3.411

Ba, S., & Johansson, W. (2008). An exploratory study of the
impact of e-service process on online customer satisfaction.
Production and Operations Management, 17(1), 107-117.

Bansal, H. S., & Voyer, P. A. (2000). Word-of-mouth processes
within a services purchase decision context. Journal of
Service Research, 3(2), 166-1717.

Bhaiswar, R., Meenakshi, N., & Chawla, D. (2021). Evolution
of electronic word of mouth: A systematic literature
review using bibliometric analysis of 20 years (2000—
2020). FIIB Business Review, 10(3), 215-231. https://doi.
org/10.1177/23197145211032408

Bhandari, R. S., & Bansal, A. (2018). A comparison of
psychological and socio-economic factors affecting individual
user’s social media behaviour. FIIB Business Review, 7(2),
126—-134. https://doi.org/10.1177/2319714518789759

Bigne, E., Caplliure, E. M., & Miquel, M. J. (2016). eWOM
on travel agency selection: Specialized versus private label.
Psychology & Marketing, 33(12), 1046—-1053.

Buttner, O. B., & Goritz, A. S. (2008). Perceived trustworthiness
of online shops. Journal of Consumer Behaviour, 7(1), 35-50.

Callarisa, L., Garcia, J. S., Cardiff, J., & Roshchina, A. (2012).
Harnessing social media platforms to measure customer
based hotel brand equity. Tourism Management Perspectives,
4(1), 73-79.

Casais, B.,Fernandes, J., & Sarmento, M. (2020). Tourisminnovation
through relationship marketing and value co-creation: A study
on peer-to-peer online platforms for sharing accommodation.
Journal of Hospitality and Tourism Management, 42, 51-57.
https://doi.org/10.1016/j.jhtm.2019.11.010

Chamakiotis, P., Panteli, N., & Davison, R. M. (2021).
Reimagining e-leadership for reconfigured virtual teams
due to COVID-19. International Journal of Information
Management, 60, Article 102381.

Chang, H., & Chen, S. (2009). Consumer perception of interface
quality, security, and loyalty in electronic commerce.
Information & Management, 46(7), 411-417.

Chen, Y., Yan, X., Fan, W., & Gordon, M. (2015). The joint
moderating role of trust propensity and gender on consumers’
online shopping behavior. Computers in Human Behavior,
43,272-283.

Chetioui, Y., Lebdaoui, H., & Chetioui, H. (2021). Factors
influencing consumer attitudes toward online shopping: The
mediating effect of trust. EuroMed Journal of Business, 16(4),
544-563. https://doi.org/10.1108/EMJIB-05-2020-0046

Chu, S. C., Deng, T., & Cheng, H. (2020). The role of social
media advertising in hospitality, tourism and travel: A
literature review and research agenda. International Journal
of Contemporary Hospitality Management, 32, 3419-3438.
https://doi.org/10.1108/IICHM-05-2020-0480

Davis, F., Gnanasekar, M. B. F, & Parayitam, S. (2021)
Antecedents and consequences of online shopping user
behavior: Moderating role of trust and product factors:



FIIB Business Review

Evidence from India. South Asian Journal of Marketing, 2(1),
28-50. https://doi.org/10.1108/SAIM-02-2021-0017

Devaraj, S., Fan, M., & Kohli, R. (2002). Antecedents of B2C
channel satisfaction and preference: Validating e-commerce
metrics. Information Systems Research, 13(3), 16-33.

Donthu, N., & Gustafsson, A. (2020). Effects of COVID-19 on
business and research. Journal of Business Research, 117,
284-289. https://doi.org/10.1016/j

Dwivedi, Y. K., Hughes, D. L., Coombs, C., Constantiou, I., Duan,
Y., Edwards, J. S., Gupta, B., Lal, B., Misra, S., Prashant, P.,
Raman, R., Rana, N. P., Sharma, S.J., & Upadhyay, N. (2020).
Impact of COVID-19 pandemic on information management
research and practice: Transforming education, work and
life. International Journal of Information Management, 55,
Article 102211.

Eid, M. (2011). Determinants of e-commerce customer
satisfaction, trust, and loyalty in Saudi Arabia. Journal of
Electronic Commerce Research, 12(1), 78-93.

Floyd, K., Freling, R., Alhoqail, S., Cho, H. Y., & Freling, T.
(2014). How online product reviews affect retail sales: A
meta-analysis. Journal of Retailing, 90(2), 217-232.

Fang, Y.H., Tang, K., Li,C. Y., & Wu, C. C. (2018). On electronic
word-of mouth diffusion in social networks: Curiosity and
influence. International Journal of Advertising, 37(3), 360—
384. https://doi.org/10.1080/02650487.2016.1256014

Ganesh, J., Reynolds, K. E., Luckett, M., & Pomirleanu, N.
(2010). Online shopper motivation and e-store attributes:
An examination of online patronage behavior and shopper
typology. Journal of Relating, 86(1), 106—-115.

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trustand TAM
in online shopping: An integrated model. MIS Quarterly, 27,
51-90.

Goel, P., Parayitam, S., Sharma, A., Rana, N. P., & Dwivedi,
Y. K. (2022). A moderated mediation model for e-impulse
buying tendency, customer satisfaction and intention to
continue e-shopping, Journal of Business Research, 142,
1-16. https://doi.org/10.1016/j.jbusres.2021.12.041

Goyette, 1., Ricard, L., Bergeron, J., & Marticotte, F. (2010).
e-WOM scale: Word-of-mouth measurement scale for
e-services context. Canadian Journal of Administrative
Sciences, 27(1), 5-23.

Gupta, P., Yadav, M. S., & Varadarajan, R. (2009). How task-
facilitative interactive tools foster buyers’ trust in online
retailers: A process view of trust development in the electronic
marketplace. Journal of Retailing, 85(2), 159-176.

Hair, J. F. Jr., Anderson, R. E., Tatham, R. L. & Black, W. C.
(2018). Multivariate data analysis (8" ed.). Prentice-Hall.
Hao,Y., Ye, Q. Li, Y., & Cheng, Z. (2010). How does the valence
of online consumer reviews matter in consumer decision
making? Differences between search goods and experience
goods. Hawaii International Conference on System Sciences,

1(10).

Harrison-Walker, L. J. (2001). The measurement of word-
of-mouth communication and an investigation of service
quality and customer commitment as potential antecedents.
Journal of Service Research, 4(1), 60-75. https:/doi.
org/10.1177/109467050141006

Hernandez, B., Jimenez, J., & Martin, J. M. (2009). The impact
of self-efficacy, ease of use and usefulness on e-purchasing:
An analysis of experienced e-shoppers. Interacting with
Computers, 21(1-2), 146—156.

Hong, 1. B., & Cho, H. (2011). The impact of consumer
trust on attitudinal loyalty and purchase intentions in
B2C e-marketplaces: Intermediary trust vs seller trust.
International Journal of Information Management, 31(5),
469-479. https://doi.org/10.1177/09721509221130153

Huete-Alcocer, N. (2017). A literature review of word of mouth
and electronic word of mouth: Implications for consumer
behaviour. Frontiers in Psychology, 8, 1-3. https://dx.doi.
org/10.3389/fpsyg.2017.01256

Jones, T., & Taylor, S. F. (2007). The conceptual domain
of service loyalty: How many dimensions? Journal of
Services Marketing, 21(1), 36-51. https://doi.org/10.1108/
08876040710726284

Kang, M., Shin, D. H., & Gong, T. (2016). The role of
personalization, engagement, and trust in online communities.
Information Technology & People, 29(3), 580-596.

Katz, E., & Lazarfeld, P. F. (1955). Personal influence. Free
Press.

Kim, D. J., Donald, L. F., & Rao, H. R. (2008). A trust-based
consumer decision-making model in electronic commerce:
The role of trust, perceived risk and their antecedents.
Decision Support System, 44(2), 544-564.

Krejcie, R. V., Morgan. D. W. (1970). Determining sample
size for research activities. Educational and Psychological
Measurement, 30(3), 607-610. https://doi.org/10.1177/00131
6447003000308

Ladhari, R., & Michaud, M. (2015). eWOM effects on hotel
booking intentions, attitudes, trust, and website perceptions.
International Journal of Hospitality Management, 46, 36—45.

Lee, M., Rodgers, S., & Kim, M. (2009). Effects of valence and
extremity of eWOM on attitude toward the brand and website.
Journal of Current Issues & Research in Advertising, 31(2),
1-11.

Lee, Y. (2014). Impacts of decision-making biases on eWOM
retrust and risk-reducing strategies. Computers in Human
Behavior, 40, 101-110.

Li, H., Jiang, J., & Wu, M. (2014). The effects of trust assurances
on consumers’ initial online trust: A two-stage decision-
making process perspective. International Journal of
Information Management, 34(3), 395-405.

Maditinos, I. D., & Theodoridis, K. (2010). Satisfaction
determinants in Greek online shopping context. Information
Technology & People, 23(4), 312-329.

Madhu, S., Soundararajan, V., & Parayitam, S. (2023). Online
promotions and hedonic motives as moderators in the
relationship between e-impulsive buying tendency and
customer satisfaction: Evidence from India. [Internet
Commerce, 22(3), 395-431. https://doi.org/10.1080/153328
61.2022.2088035

Martinez, P., & Rodriguez del Bosque, 1. (2015). Exploring
the antecedents of hotel customer loyalty: A
identity perspective. Journal of Hospitality Marketing and
Management, 24(1), 1-23.

Mauri, A. G., & Minazzi, R. (2013). Web reviews influence on
expectations and purchasing intentions of hotel potential
customers. International Journal of Hospitality Management,
34,99-107.

social



Velnadar et al.

17

McKnight, D. H., Choudhury, V., & Kacmar, C. (2002).
Developing and validating trust measures for e-commerce:
An integrative typology. Information Systems Research, 13,
334-359.

Miltgen, C. L., Henseler, J., Gelhard, C., & Popovi¢, A. (2016).
Introducing new products that affect consumer privacy: A
mediation model. Journal of Business Research, 69, 4659—
4666. https://doi.org/10.1016/j.jbusres.2016.04.015

Miltgen, C. L., & Smith, H. J. (2015). Exploring information
privacy regulation, risks, trust, and behavior. Information
& Management, 52, 741-759. https://doi.org/10.1016/].
im.2015.06.006

Mittal, V., Han, K., Frennea, C., Blut, M., Shaik, M., Bosukonda,
N., & Sridhar, S. (2023). Customer satisfaction, loyalty
behaviors, and firm financial performance: What 40 years of
research tells us. Marketing Letters, 34, 171-187, https://doi.
org/10.1007/s11002-023-09671-w

Mohd Suki, N., & Mohd Suki, N. (2020). Acquiring travel-
related information from mobile social networking services:
What factors predict social networking services users
perceived value and trust in Malaysia? Journal of Marketing
Communications, 26, 742-760. https://doi.org/10.1080/1352
7266.2019.1569088

Nadarajan, G., Bojeia, J., & Khalid, H. (2017). The study on
negative eWOM and its relationship to consumer’s intention
to switch Mobile Service Provider. Procedia Computer
Science, 124, 388-396.

Oliver, R. L. (1980). A cognitive model of the antecedents and
consequences of satisfaction decisions. Journal of Marketing
Research, 17(4), 460—469.

Oliver, R. L. (1999). Whence consumer loyalty. Journal of
Marketing, 63(1), 33-44.

Oliver, R. L. (2014). Satisfaction: A behavioral perspective on
the consumer. Routledge.

Park, C., & Lee, T.M. (2009). Information direction, website
reputation and eWOM effect: A moderating role of product
type. Journal of Business Research, 62, 61-67.

Park, E., Kim, K. J., & Kwon, S. J. (2017). Corporate social
responsibility as a determinant of consumer loyalty: An
examination of ethical standard, satisfaction, and trust.
Journal of Business Research, 76, 8—13.

Parsons, A. G. (2002). Non-functional motives for online
shoppers: Why we click. Journal of Consumer Marketing,
19(5), 380-392.

Patel, A. K., Singh, A., Rana, N. P., Parayitam, S., Dwivedi,
Y. K., & Dutot, V. (2023). Assessing customers’ attitude
towards online apparel shopping: A three-way interaction
model, Journal of Business Research, 164, 113917. https:/
doi.org/10.1016/j.jbusres.2023.113917

Petrosyan, A. (2023). Countries with the highest number of internet
users 2023,  https://www.statista.com/statistics/262966/
number-of-internet-users-in-selected-countries/; Accessed on
September 3, 2023.

Picon, A., Castro, 1., & Roldan, J. L. (2014). The relationship
between satisfaction and loyalty: A mediator analysis,
Journal of Business Research, 67(5), 746—751.

Qalati, S. A., Vela, F. G., Li, W., Dakhan, S. A., Thuy T. H. T.,
& Merani, S. H. (2021) Effects of perceived service quality,
website quality, and reputation on purchase intention: The
mediating and moderating roles of trust and perceived risk
in online shopping. Cogent Business & Management, 8(1),
1869363. https://doi.org/10.1080/23311975.2020.1869363

Rahi, S., & Ghani, M.A. (2019). Integration of De Lone and
McLean and self-determination theory in internet banking
continuance intention context. International Journal of
Accounting and Information Management, 27(3), 512-528.

Ranaweera, C., & Prabhu, J. (2003). On the relative importance
of customer satisfaction and trust as determinants of customer
retention and positive word of mouth. Journal of Targeting,
Measurement and Analysis of Marketing, 12(1), 82-90.

Rehman, S. U., Bhatti, A., Mohamed, R., & Ayoup, H. (2019).
The moderating role of trust and commitment between
consumer purchase intention and online shopping behavior in
the context of Pakistan. Journal of Global Entrepreneurship
Research, 9(43). https://doi.org/10.1186/s40497-019-0166-2

Roy, G., Datta, B., & Mukherjee, S. (2018). Role of electronic
word-of-mouth content and valence in influencing online
purchase behavior. Journal of Marketing Communications,
25(6), 661-684.

Santos, C. P., & Fernandes, D. V. H. (2008). Antecedents and
consequences of consumer trust in the context of service
recovery. Brazilian Administration Review, 5(3), 225-244.

Schlosser, A. E., White, T. B., & Lloyd, S. M. (2006). Converting
web site visitors into buyers: How web site investment
increases consumer trusting beliefs and online purchase
intentions. Journal of Marketing, 70, 133—148.

Serra-Cantallops, A., Ramon-Cardona, J., & Salvi, F. (2018).
The impact of positive emotional experiences on eWOM
generation and loyalty. Spanish Journal of Marketing - ESIC,
22(2), 142-162. https://doi.org/10.1108/SIME-03-2018-0009

Sharma, A., & Bahl, S. (2018). Influence of service quality of
e-commerce websites on customers’ trust, committment and
loyalty: A case of Indian customers. International Journal of
Research in Engineering, IT and Social Sciences, 8(9), 75-84.

Shirish, A., Chandra, S., & Srivastava, S. C. (2021). Switching to
online learning during COVID-19: Theorizing the role of IT
mindfulness and techno eustress for facilitating productivity
and creativity in student learning. International Journal of
Information Management, 61, Article 102394.

Shukla, A., & Mishra, A. (2022). Role of review length, review
valence and review credibility on consumer’s online hotel
booking intention. FI/IB Business Review, 0(0). https://doi.
org/10.1177/23197145221099683

Singh, S., Jasial, S. S., Misra, R., & Bansal, A. (2023). Online
retail service quality: What matters most for customer
satisfaction? FIIB Business Review, 0(0). https://doi.
org/10.1177/23197145231151736

Sirdeshmukh, D., Singh, J., & Sabol, B. (2002). Consumer
trust, value, and loyalty in relational exchanges. Journal of
Marketing, 66(1), 15-37.

Sozer, E. G. (2019). The effect of message valence on e-WOM
spread: A moderated mediation analysis. Business and
Economics Research Journal, 10(2), 541-555.

Suchének, P, & Kralova, M. (2019). Customer satisfaction,
loyalty, knowledge and competitiveness in the food industry.
Economic Research, 32(1), 1237-1255. https://doi.org/10.10
80/1331677x.2019.1627893



18

FIIB Business Review

Su, L., Pan, Y., & Chen, X. (2017). Corporate social responsibility:
Findings from the Chinese hospitality industry. Journal of
Retailing and Consumer Services, 34, 240-247. https://doi.
org/10.1016/j. jretconser.2016.10.013

Tandon, U., Kiran, R., Sah, A., Chen, X., & Li, Y. (2017).
Analysing customer satisfaction: Users’ perspective towards
online shopping. Nankai Business Review International, 8(3),
266-288. https://doi.org/10.1108/NBRI-04-2016-0012

Thurau, T. H., & Walsh, G. (2003). Electronic word-of-
mouth: Motives for and consequences of reading customer
articulations on the internet. International Journal of
Electronic Commerce, 8(2), 51-74.

Tsui, A. S., Pearce, J. L., Porter, L. W., & Hite, J. P. (1995).
Choice of employee organization relationship: Influence
of external and internal organizational factors. In G. R.
Ferris (Ed.), Research in personnel and human resource
management (pp.117-151). JAI Pres.

Tu, Y. T., Wang, C. M., & Chang, H. C. (2012). Corporate brand
image and customer satisfaction on loyalty: An empirical
study of Starbucks coffee in Taiwan. Journal of Social and
Development Sciences, 3(1), 24-32.

Upamannyu, N. K., Rajput, S., & Bhakar, S. S. (2021).
Antecedents of customer loyalty and word of mouth: A study
on consumer durables in emerging economies. F/IB Business
Review, 0(0). https://doi.org/10.1177/23197145211053398

Urban, G. L., Amyx, C., & Lorenzon, A. (2009). Online trust:
State of the art, new frontiers, and research potential. Journal
of Interactive Marketing, 23(2), 179.

Venkatakrishnan, J., Alagiriswamy, A., & Parayitam, S. (2023).
Disentangling the relationship between trust, online buying,
and customer satisfaction: A three-way interaction model,
Journal of Marketing Analytics. https://doi.org/10.1057/
s41270-023-00228-4

Verma, A., Joshi, G., Shri, C., Chaturvedi, A., & Gupta, S. (2023).
Role of fear on consumers’ buying tendencies: Mediating role
of social media usage. FIIB Business Review, 0(0). https://
doi.org/10.1177/23197145231186281

About the Authors

reached at reginarun180@gmail.com

Verma, H., & Singh, S. (2019). An exploration of e-impulse
buying. International Journal of Electronic Marketing and
Retailing, 10(1), 45-59.

Wang, P., & Breda, M. (2023) Beyond positive and negative
eWOM: The role of trust propensity and individuation in
shaping consumers’ perception of brand image. International
Journal of Hospitality & Administration, 24(3), 387-414.

Wang, M. C. -H., Wang, E. S. -T., Cheng, J. M. -S., & Chen, A. F.
-L. (2009). Information quality, online community and trust: A
study of antecedents to shoppers’ website loyalty. International
Journal of Electronic Marketing and Retailing, 2(3), 203-219.

Wilkins, H., Merrilees, B., & Herington, C. (2010). The
determinants of loyalty in hotels. Journal of Hospitality
Marketing & Management, 19(1), 1-21.

Wolfinbarger, M., & Gilly, M. (2001). Shopping online for
freedom, control, and fun. California Management Review,
43(2), 34-55.

Wu, W. Y., Quyen, P. T. P., & Rivas, A. A. A. (2017). How
e-service affect customer online shopping intention: The
moderating effects of gender and online purchasing experience.
Information Systems and E-Business Management, 15(3),
689-715. https://doi.org/10.1007/s10257-016-0323-x

You, Y., Vadakkepatt, G. G., & Joshi, A. M. (2015). A meta-
analysis of electronic word-of-mouth elasticity. Journal of
Marketing, 79(2), 19-39.

Zarrad, H., & Debabi, M. (2015). Analysing the effect of electronic
word of mouth on tourists’ attitude toward destination and
travel intention. International Research Journal of Social
Sciences, 4(4), 53—60.

Zhao, J. D., Huang, J. S., & Su, S. (2019). The effects of trust
on consumers’ continuous purchase intentions in C2C social
commerce: A trust transfer perspective. Journal of Retailing
and Consumer Services, 50, 42—49.

Zhou, W., Tsiga, Z., Li, B., Zheng, S., & Jiang, S. (2018).
What influence users’ e-finance continuance intention? The
moderating role of trust. Industrial Management & Data
Systems, 118(8), 1647-1670.

Regina Velnadar is a PhD candidate from the Department of Commerce, Holy Cross College, Nagercoil
(Affiliated to Manonmaniyam Sundaranar University, Tirunelveli, India). Her areas of research include
social media marketing, stress management, cognitive entrepreneurship, and finance. Her research is
published in Crossian Resonance, a renowned multidisciplinary research journal. The published work
delves into the, showcasing her expertise in diverse fields at the intersection of commerce and social
sciences. She has presented several papers at both national and international conferences. She can be

Sunitha Chelliah Kumaravel is an Assistant Professor in the Department of Commerce, Holy Cross
College, Nagercoil (Affiliated to Manonmaniam Sundaranar University, Tirunelveli), India. Her areas of
interest include marketing and finance. During the last twelve years, she held various positions such as
Head of the Department and Dean of Arts, Science and Humanities. She has presented over 100 papers at
national and international conferences and has published over thirty research papers in double-blind peer
Scopus indexed and UGC care list journals. She is presently guiding four doctoral students in the areas of
marketing and financial management. She can be reached at sunithaabel@gmail.com



Velnadar et al.

19

Jaheera Thasleema Abdul Lathief is a doctoral candidate from the Department of Commerce, Holy
Cross College, Nagercoil (Affiliated to Manonmaniyam Sundaranar University in Tirunelveli), India. Her
research focuses on social media marketing, finance, investment behavior, and personality factors. She
has been recognized for her academic achievements and has presented her work at various national and
international conferences. Her research papers have appeared in double-blind peer reviewed UGC care
list journals. She presented papers at several national and international conferences. She can be reached
at jaheera9095@gmail.com

Christina Maria Jayacyril is a dedicated doctoral candidate in the Department of Management Studies
at Manonmaniam Sundaranar University, Tirunelveli, India. Her research is focused on cognitive
psychology, entrepreneurship, human resource management, and online buying behavior of consumers.
Christina has showcased her expertise through notable publications on differences in cognitive style
among management and commerce students, and entrepreneurs. She presented several papers in national
and international conferences. She can be reached at chrristinamj@gmail.com

Rohit is a PhD candidate from the Institute of Management Studies, Kurukshetra University, Kurukshetra,
India. He has published research papers in international journals and participated in various international
conferences, workshops, and seminars. He worked as a management trainee and intern in the Thumbay
Hospital, United Arab Emirates (UAE); Decathlon, Zirakpur, India; and Bajaj Allianz General Insurance,
India. He completed various MOOCs from Copenhagen Business School, University of New Mexico,
University of California, Irvine, University of London, and many other. His areas of interest are consumer

behavior, marketing strategies and strategic management. He is inspired with thought leadership and a regular contributor
to educational magazines, debates, and cultural activities. He can be reached at rohit27.sr@gmail.com

Bradley J. Olson is an Associate Professor in the Dhillon School of Business at the University of
Lethbridge. He earned his PhD in strategic management at Oklahoma State University. His current
research interests include strategic decision making, entrepreneurship, and organizational learning. His
publications include Journal of Management, Journal of World Business, IEEE Transactions on
Engineering Management, Management Decision, and Journal of Business Ethics. He can be reached at
bradley.olson@uleth.ca

Satyanarayana Parayitam is a Professor of Strategic Management in Charlton College of Business,
University of Massachusetts Dartmouth. His research focuses on cognitive, affective conflict and
interpersonal trust in strategic decision-making processes. His research has been published in the Journal
of Management, International Journal of Conflict Management, Management Research Review, Journal
of Business Research, Journal of World Business, Journal of Strategic Marketing, Personnel Review, FIIB
Business Review, Journal of Marketing Theory and Practice, Journal of Strategy and Management,

Journal of Transport Geography, Journal of Advances in Management Research, Chinese Management Studies, Computers
in Human Behavior, Behaviour & Information Technology, Journal of Consumer Behavior, and Journal of Knowledge
Management. He can be reached at sparayitam@umassd.edu



