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 This paper presents an empirical investigation to examine the effect of electronic word of 
mouth (eWOM) on purchasing intention. The study also considers the effects of quality of 
eWOM, quantity of eWOM as well as reviewers’ expertise on purchasing intention. The study 
has accomplished among 384 people who have some experiences on buying digital devices 
from an Iranian well-known providers of electronic devices in city of Tehran, Iran. Using 
structural equation modeling, the study confirms the effects of eWOM on purchase intention. In 
addition, the study confirms the effects of quality of eWOM as well as reviewer’s expertise on 
purchase intention. Moreover, the study examines the effects of two moderator variables, brand 
image and product complexity, on purchase intention and while the effect of brand image on 
purchase intention is confirmed but the impact of complexity on purchase intention is not 
confirmed.   

          © 2014 Growing Science Ltd.  All rights reserved.
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1. Introduction 
 

Word of mouth (WOM) (Bansal & Voyer, 2000; Godes & Mayzlin, 2004) has been one of the 
extensive methods for product development and there are literally many studies on learning more 
about the effects of various factors on marketing planning (Cakim, 2009). Bone (1995) investigated 
the effect of WOM communications on product judgments. In addition, he studied the moderating 
effect of several situational, personal, and source characteristics in three different experiments. The 
study indicated that WOM impacts on short-term and long-term judgments. This effect stated to be 
bigger when a consumer faces a disconfirmation experience and when an expert monitors the WOM 
communication. Brown et al. (2007) reported the results of a two-stage study aimed at studying 
online WOM where a set of in-depth qualitative interviews followed by a social network analysis of a 
single online community. Combined, the results provided some evidence that individuals may behave 
as if Web sites themselves were primary “actors” in online social networks and that online 
communities could act as a social proxy for individual identification. They offered a 
conceptualization of online social networks, which could take the Web site into account as an actor, 
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an initial exploration of the concept of a consumer–website relationship, and a conceptual framework 
of the online interaction and information evaluation process.  

According to Chatterjee (2001) in a survey reported that the extent of WOM search depends on the 
consumer’s reasons for selecting an online retailer. In addition, the impact of negative WOM 
information on perceived reliability of retailer and purchase intentions was determined largely by 
familiarity with the retailer and differed based on whether the retailer was a pure-Internet or clicks-
and-mortar firm. Chevalier and Mayzlin (2006) examined the effect of consumer reviews on relative 
sales of books at Amazon.com and Barnesandnoble.com. They reported that reviews were 
overwhelmingly positive at both sites, but there were more reviews and longer reviews at the first 
website. In addition, in this survey, an improvement in a book's reviews could lead to an increase in 
relative sales at that site. In addition, the effect of one-star reviews appeared to be bigger than the 
effect of five-star reviews and finally, the evidence from review-length data implied that customers 
could read review text rather than relying only on summary statistics.  

Davis and Khazanchi (2008) investigated the effect of online WOM attributes and other related 
factors on e‐commerce sales on a multi‐product retail e‐commerce firm. They reported that the 
introduction of online WOM on a retail e‐commerce site could positively influence on product sales. 
They proposed and validated a conceptual model of online WOM and its effect on product sales and 
the effect of moderator variables such as promotion, product category and product views. In their 
survey, pure increase in volume or number of reviewer comments had no substantial impact on sales. 
According to Fan and Miao (2012), Electronic word of mouth (eWOM) (Brown & Reingen, 1987; 
Gruen et al., 2006; Lin et al., 2013) is available to customers in various kinds of online consumer 
reviews used to help them make e-commerce purchasing decisions. Customers acknowledge that 
online consumer reviews could help them determine eWOM credibility and making purchasing 
decisions. This study used surveys and multiple regression analysis to generate an extended 
Elaboration Likelihood Model, which describes the relationship between customer expertise and 
involvement to acceptance and use of eWOM in making purchasing decisions. Hennig-Thurau et al. 
(2004) referred to e-WOM as any positive or negative statement (review) made by potential, actual, 
or former customers about a product or company, which is made available to a multitude of people 
and institutions via the internet. Similarly, Godes and Mayzlin (2004) defined eWOM that is 
measurable since comments on a product are written and available in the websites.   

Jalilvand and Samiei (2012) investigated the effect of electronic word of mouth on brand image and 
purchase intention in in the automobile industry in Iran. Kalwani and Silk (1982) reported some 
further analyses and applications of Morrison's model of the predictive relationship between measures 
of intentions and subsequent purchasing behavior. Wang  and Yang (2010) studied the effect of brand 
credibility, composed of trustworthiness, expertise, and attractiveness, on consumers’ brand purchase 
intention in emerging economies, concentrating on China's automobile industry. They proposed that 
brand awareness and brand image played a moderating role in this relationship. Their results also 
disclosed that brand credibility exerts a positive effect on consumers’ brand purchase intention. Brand 
image and brand awareness in this study were detected to positively moderate the relationship 
between brand credibility and consumers’ brand purchase intention. In  their  study,  eWOM  is  
viewed  from  three  dimensions,  including  eWOM  quality,  eWOM quantity, as well as reviewers' 
expertise. Quality of eWOM refers to the persuasive strength of comments embedded in an 
informational message (Bhattacherjee, 2006). Consumer buying decision can be based on some 
criteria or requirement that meet their needs and to determined their  willingness  to  buy  it  will  be  
based  on  their  perceived  of  quality  of  information  they received  (Cheung  2008).   

2. The proposed study  

This paper presents an empirical investigation to examine the effect of electronic word of mouth 
(eWOM) on purchasing intention. The study also considers the effects of quality of eWOM, quantity 
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of eWOM as well as reviewers’ expertise on purchasing intention. Fig. 1 demonstrates the proposed 
study, which has been adapted from an earlier study by Lin et al. (2013) by replacing product 
involvement with product complexity.  

 eWOM      

       

       

 Quality of EWOM  H2 Brand image    

    H6   

 Quantity of EWOM   H1  Purchase intention 

   H3 H5   

 Reviewers’ expertise  H4 Product complexity   

       

Fig. 1. The proposed study 

According to Fig. 1, the following six hypotheses are proposed. 

1. eWOM influences on purchase intention, positively.  
2. Quality of eWOM influences on purchase intention, positively. 
3. Quantity of eWOM influences on purchase intention, positively.  
4. Reviewers’ expertise influences on purchase intention, positively. 
5. Product complexity is a moderator for the relationship between eWOM and purchase intention. 
6. Brand image is a moderator for the relationship between eWOM and purchase intention. 

 

This paper examines the hypotheses of this survey based on a survey accomplished among people 
who purchase different digital products from a supplier named digikala.com. The sample size is 
selected from the people, who live in city of Tehran, Iran as follows, 

2
2
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where N is the sample size, qp 1 represents the probability, 2/z is CDF of normal distribution and 
finally  is the error term. For our study we assume 96.1,5.0 2/  zp and e=0.05, the number of 
sample size is calculated as N=384. The study distributes 400 questionnaire and manages to collect 
382 questionnaires filled, properly. There are three main variables on the proposed study including 
Quality f EWOM, Quantity of EWOM and Expert of a revewier. We first distribute the questionnaire 
designed in Likert among 30 professionals in order to vaidate the overal questionnaire. Cronbach 
alpha has been calculated as 0.917, which is well above the minimum acceptable level. The study 
uses structural equation modeling to verify the components of the survey. Table 1 summarizes some 
basic statistics associated with all components of the survey and the results indicate that all 
components are within acceptance level.  

Table 1 
The summary of some basic statistics 
Variable  Extracted variance VIF Cronbach alpha 
Reviewers’ expertise 0.6058 0.8843 0.8358 
Brand image 0.7207 0.9117 0.8709 
Purchase intention 0.4639 0.8572 0.8057 
Product complexity 0.5473 0.8787 0.835 
Quality of EWOM  0.5977 0.8166 0.7027 
Quantity of EWOM  0.5883 0.8935 0.8537 
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Fig. 1 also summarizes personal characteristics of the participants. As we can observe from the results 
of Fig. 1, most participants were young single people with some university educations who work for 
some governmental as well as private organizations. In our survey, 44.5% of the participants prefer 
purchasing electronic devices because the process was simplified while 25.9% believed the site was 
reliable, 10% stated that the site offers reasonable prices and the 19.1% of the participants stated 
other reasons for purchasing electronic devices. Fig. 2 shows other related statistics on our survey. 
According to Fig. 2, most people purchase economic goods. 

Age Years of education Marital states 

Gender Employment status 
Fig. 1. Personal characteristics of the participants 

 Motivation for purchase  

Type of products purchased Reason for purchase Frequency of purchases 
Fig. 2. The reason for surfing/purchasing the website 

33

47

17

20‐‐25 26‐‐30 >30

3.4

48.7

47.9

12 16 18

70.7

29.3

Single Marrid

40.3

59.7

Femal Male

52.629.6

13.6 4.2

Regular employee University student

Businessperson Unemployed

45.5

40.1

12 2.4

No purchase but used as an information resource With some purchase motivation

Giving gift Agent for firms

74.1

16

8.9

Economic Luxery

Cheap

48.2

31

28.3

User friendly Internet advertisement Others

45.5

37.4

12.8
4.2

0 1‐‐2 2‐‐5 >5



S. Khosravani Zangeneh et al. / Management Science Letters 4 (2014) 
 

2437

3. The results 

In this section, we present details of our findings on testing various hypotheses of the survey.  

3.1. Examining the main hypothesis without the presence of moderator variables 

We first examine the main hypothesis of the survey without presence of moderator variables. Fig. 3 
demonstrates the results of our survey. 

The results of standard coefficients The results of t-student values 
 

Fig. 3. The results of testing the main hypothesis without presence of moderator variables 

The results of t-student values are all statistically meaningful when the level of significant is five 
percent. The positive coefficient between eWOM and purchase intention is equal to 0.839, which 
means there is a positive and meaningful relationship between these two variables. This confirms the 
main hypothesis of the survey. Next, we look at the sub-hypotheses of the survey using the moderator 
variable. 

3.2. Examining the sub-hypotheses without the presence of moderator variables 

We now examine all other sub-hypotheses of the survey without presence of moderator variables. 
Fig. 4 demonstrates the results of our survey. 

The results of standard coefficients The results of t-student values 
 

Fig. 4. The results of testing different hypotheses without presence of moderator variables 

According to the results of Fig. 4, there is a meaningful and positive relationship between the quality 
of eWOM and purchasing intention (β = 0.269, t-value = 3.239, Sig. =0.001). In addition, there is a 
meaningful and positive relationship between reviewers’ expertise and eWOM (β = 0.716, t-value = 
0.397, Sig. =0.123). However, there is not any meaningful relationship between quantity of EWOM 
and purchasing intention (β = 0.023, t-value = 8.287, Sig. =0.001).  
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3.3. Examining the hypotheses with the presence of moderator variables 

Finally, we examine all other sub-hypotheses of the survey with the presence of moderator variables. 
Fig. 5 demonstrates the results of our survey. 

Brand image   

Quality of 
eWOM  

 

Quantity of 
eWOM 

Purchase 
intention 

 

reviewers’ 
expertise 

Product 

complexity

The results of standard coefficients 

 

Brand image 

 

 

 

Quality of 
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Quantity of 
eWOM 

Purchase 
intention 

 

reviewers’ 
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Product 

complexity

The results of t-value 

Fig. 5. The result of structural equation modeling after adding the moderator variables 

According to Fig. 5, brand image, as a moderator variable, influences positively on purchase intention 
(β = 0.366, t-value = 2.602, Sig. =0.001) but product complexity does not have meaningful impact on 
purchase intention.  

4. Conclusion 

In this paper, we have presented an empirical investigation to examine the effect of electronic word of 
mouth on purchasing intention. Using structural equation modeling, the study confirmed the effects of 
eWOM on purchase intention. In addition, the study confirmed the effects of quality of eWOM as 
well as reviewer’s expertise on purchase intention. Moreover, the study examined the effects of two 
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moderator variables, brand image and product complexity, on purchase intention and while the effect 
of brand image on purchase intention was confirmed but the impact of complexity on purchase 
intention was not confirmed. The results of this study are somewhat consistent with findings stated by 
Lin et al. (2013). Table 2 summarizes the results of testing various hypotheses of the survey. 

Table 2 
The summary of testing six hypothesis of the survey 
Hypothesis Relationship β Result 
1 eWOM → purchase intention 0.839 Confirmed 
2 Quality of eWOM → purchase intention 0.269 Confirmed 
3 Quantity of eWOM → purchase intention - Not confirmed 
4 Reviewers’ expertise → purchase intention 0.716 Confirmed 
5 Product complexity → purchase intention  - Not confirmed 
6 Brand image → purchase intention 0.366 Confirmed 
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