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I. INTRODUCTION 
 
Word-of-mouth has been acknowledged as one of 
the most prominent means of data transmission 
(feedback regarding products) in this socially well 
connected and advanced Era. 
Arndt (1967) defines word-od-mouth as face-to-face 
communication about product or companies 
between those people who are not commercial 
entities (p.291). 
Later finding has contributed with other definition 
which consider that word-of-mouth is an unbiased 
communication. For example, Litvin (2008, p.460) 
describes WOM as the communication between 
consumer regarding a product, service or company 
in which the sources are considered independent of 
commercial influence. 
 
Word-of-mouth has an ever-increasing role in the 
continually evolving world of marketing. Whether it 
is phone calls, emails, or any other type of 
communication word-of-mouth is the most used 
type of communication leaving behind traditional 
advertisement. An organization faces customers that 
might be widely scattered, possessing varying 
psychologies. 
The main challenge for every organization (whether a 
product selling company or a service provider 
agency) is to satisfy it customer. 

 
 
 
 
 
 
 
 
 
 
 
 
Another variable in this study is consumer buying 
behavior (CBB) which is considered as the dependent 
variable and how much affected by the variable 
word-of-mouth in the recent study 
Sometimes we encounter real-life task and other 
being electronic both leads to the formation of 
opinion regarding anything or situation mainly dealt 
through or psychological behavior which ultimately 
make our decision (either positive or negative) 
regarding any purchase or situation here we will 
focus on mainly purchase decision. Consumer buying 
behavior (CBB) means how people buy things, why, 
where they buy and what they buy these questions 
arises in the mind of buyer before making the final 
decision of purchasing (Auf, Salleh& Yusuf, 2016). 
The development of technology has made it very 
accessible and unchallenging for business or 
organization to gather reviews and feedback from 
potential buyers, with the help of metric. Online 
customer reviews are of major importance; however, 
type of review is more potent than number of 
reviews. Simply put, quality is better than quantity 
when one is dealing with reviews and feedback. One 
more thing that should be mentioned here, is that 
negative reviews either delivered manually or 
through electronic transmission influence buyer’s 
psyche more than positive one. 
People trust the way other people evaluate the 
product more and use that as source of information 
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(Burnkrant& Cousineau, 1975). The buying attitude 
of societies regarding a product develops from WOM 
because it is the most influential tool of marketing. 
The evolution of online communities has empowered 
firms to monitor consumer-generated online word-
of-mouth in real-time by mining publicly accessible 
information from internet and other media networks. 
The result symbolizes that moderate to high service 
recovery efforts significantly increases post-failure 
levels of satisfaction. Word-of-mouth being the most 
important form of informal and physical 
communication in marketing, influences a society 
buying decisions. A reference group affects the 
purchasing decision for brand greatly (Bourne, 1957). 
In brief, products with better overall images created 
through word-of-mouth and electronic word-of-
mouth attract more consumer. The opposite is true 
for negative remarks. 
There have been several researches conducted on 
the comparison of effectiveness of public 
relation(WOM) and advertisement, it is said that 
public relation has multiplier effect on buyer’s than 
advertisement (Weiner& Bartholomew, 2006). 
Because people usually believe and trust on the 
product that have been already tested by their 
colleague, friend, family or other people. 
 
 Invention of internet is also a blessing for the 
field of marketing because it has brought some great 
changes to the way people express their opinion 
about the items or service they have experienced 
(Goldsmith& Horowitz, 2006). They can interface with 
different potential buyers through emails, messages, 
web journals, discussion and other review sites 
(Goldsmith, 2006). 
Online buyer’s opinion directly affects sale as well 
(Chevalier& Mayzlin, 2006; Dellarocas,2007;Duane, 
2008; Liu, 2006). However, couple of scientists has 
examined what makes certain opinion more 
influential than others (Xia& Bechwati, 2008). 
 

II. PROBLEM STATEMENT 
 

The purpose of this study to investigate the 
relationship between word of mouth and consumers 
buying decision towards any product or service in 
the context of Quetta city. How remarks about 
anything can influence the choice of purchasers in 
the purchasing behavior. 
 Furthermore, it is to analyze the impact of 
independent variable (WOM) on dependent variable 

(consumers buying behavior) in the context of 
Quetta city. 
1. Research Objective: 
To determine the effect of the words of mouth on 
consumer Purchasing behavior.  
2. Research question: 
To what extent words-of-mouth effect consumers 
buying behavior? 
3. The Significance of study: 
different marketing program such as TV advertising, 
promotions, words-of-mouth, ethical policies 
towards its society and employees collectively build 
consumer mindset towards a brand or purchasing 
decision. These all the variables that affects and 
contribute in building the viewpoint of a consumer. 
Word-of-mouth, being one of the most important 
tool in marketing also impacts the industries and 
economy in broader prospective. So, it is essential for 
organization/companies to understand and evaluate 
the reaction of word-of-mouth which will enhance 
their sales and they can estimate a good return on 
their investment. 
There are many methods through which companies 
can be benefited from word-of-mouth. For-example 
E-WOM has made it easier for companies to keep a 
check on performance and market demand. 
Consumer behavior is desirable and undesirable, 
mostly dependent on the effective utilization of the 
above circumstances by the organization. 
Consumer attitude determines the market 
performance of a firm and spread of information 
through oral communication (WOM) can create 
constructive or destructive opinions regarding a 
product. This opinion can be built by the above all 
variables like advertisement, promotion and word-of-
mouth but the recent study has focused on only one 
independent variable among the above and i.e. 
WOM. The finding of this study will show the 
relationship of this variable with dependent variable 
i.e. consumer purchasing attitude and how 
defectively companies can utilize it to enhance their 
performance. 
Moreover, this study signifies how word-of-mouth in 
comparison to other marketing tools has had an 
impression consumer, marketer and companies and 
overall market. This study also intends to develop the 
marketing implications for marketers that how WOM 
is best used to manipulate the consumer attitude 
and build it positively. 
This study will help people to create a social network. 
When satisfied consumers in written or orally 
recommend forthcoming customers in his or her 
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network about a product or service this will not only 
built consumer attitude but also company image. 
 

III. LITERATURE REVIEW 
 

Consumers buying behavior refers to the activities 
that a client shows throughout the process of buying, 
seeking and analyzing a product or service. 
Consumer activities embody each physical activity 
and mental decision. Beginning a physical activity is 
just like a making a purchase decision and both are 
influenced by many factors that make a consumer/ 
individual’s decision-making behavior (Luo& James 
2013; Bloch et al, 1986). 
Consumer behavior is associate degree abstract plan 
which supplies the solution to what, why, how, when, 
and where a buyer makes a purchase. An answer to 
the above question leads to buying decision. This 
method of buying includes giving inspiration on 
what ought to be purchased, that whole is best, from 
wherever ought to be bought, once to get, and why 
a lot of time and cash to be spent. Ultimately, the 
results of judgment relating to the consumer choice 
(Khaniwale, 2015). 
 
The thought of getting information regarding 
consumer behavior is a serial methodology and this 
technique is obvious in business. It helps the 
organization to urge enough data of a few 
customer’s preferences as result of which choice and 
decision measures are sometimes mirrored in 
behaviors (Engel,1993; Wilkie, 1994; King, 1993; 
Assail, 1992; Loudon& Bitta,1993; Kotler, 1997). 
Researches show that company’s image is suffering 
from the judgments and feedback of consumer’s 
relating a product and influence consumer responses 
will change them from negative to positive (Blech, 
1987; Curlson, 1963; Writer& Aker, 1992). 
Consumer behavior in on-line searching is 
additionally core element of decision making 
attitude. On-line searching has earned a vital place 
within the twenty first century as variety of 
individuals are busy, loaded with hectic schedule. In 
such a condition on-line searching become the 
approachable and extremely appropriate method for 
his or her searching. However, the question arises 
how to trust on on-line and internet-based 
purchasing and how to create an efficient decision 
while buying a product or service in such a scenario 
client attitude relating to the purchase will be 
developed by expertise, word-of-mouth, opinion 
leader and advertisement. The current article 

determines the buyer this behavior in creating an 
internet-based or manual purchase decision. As on-
line purchase decision is taken into account foremost 
sensitive decision that’s why it desires a thorough 
understanding of the product or service. Internet 
purchases are thought to be the blind purchase 
(Kumar, Singh& Malsawmisailo, 2014). 
The effects of word-of-mouth on receiver’s attitude 
and intention are studied at length, however, it 
ought to be understood under which conditions 
WOM results in a behavioral outcome (such as sale 
or shift decision) has received less attention. This 
paper studies the results of WOM within the context 
service switching. An empirical study is present 
within researches whether perceived influence of a 
switching referral is related to subsequent shifting 
behavior, and whether the variables that effects 
perceived influences of the switching referral 
conjointly predicate shifting. Results show that 
strength of WOM influence is determined by 
perceived human characteristics and perceived risk 
dimension (Wangenheim& Bayon, 2002). 
A research was conducted was conducted for the 
exploration national culture and word-of-mouth 
referral behavior within the purchase of business 
services in US and Japan, during this study, the 
researchers examined national culture affects referral 
behavior for industrial services like advertisement, 
banking, and accounting related services. The author 
collected data from the manager through interview 
using small and medium sized firm within US and 
Japan. The results explored that national culture 
features have strong impact on the amount of 
referral sources consulted which Japanese firms use 
quite comparable to American firms do (Cash, Gilly& 
Graham, 1998) 
Marketers have continuously been attentive to the 
impact of word-of-mouth, associate degreed there’s 
clearly an art to effective spoken campaign. However, 
the science behind equity helps to reveal the way to 
hone and deploy that art: it shows that messages/ 
feedback of the experience consumer helps to 
enhance the thinking ability of the buyer in his or her 
decision-making process and this impact of WOM 
also helps marketers to estimate the tangible effect 
on the equity, sales and overall performance of the 
firm. These measures are essential for firms that need 
to harness the potential of WOM and appreciate 
higher returns on their promoting investments. 
(Bughin, Doogan& Vetvik, 2010). 
The existing study accomplishes this analysis gap and 
determines however, word-of-mouth mediates the 



Muhammad Farooq et al. International Journal of Science, Engineering and Technology, 2020, 8:1 

Page 4 of 8 
 

link amongst the 4Ps and buyers reply exploitation. 
On survey knowledge with four hundred broadband 
customers, results have shown that the 4Ps influence 
client reply directly and this influence is leveraged 
once WOM mediates the link. The 4Ps mobilizes 
particularly the positive word-of-mouth and creating 
it more powerful intermediator. This has application 
for promoting and communication plans, because 
4Ps should mobilizes WOM and influence the 
consumer purchasing response directly. This 
challenge the composition of the 4Ps and the way to 
structure promotional messages therefore, it desires 
for customers to bring into their social context so 
WOM can take place. And WOM can serve like a fifth 
P for consumers and marketers (Martension& 
Mouritsen, 2016). 
Social factors also have vital contribution in users’ 
decision-making. However, the WOM is considered 
as large contributor particularly within the 
economical decision-making supported by the social 
context of the buyers (Khalid, Ahmed& Ahmed, 
2013). 
The relationship between word-of-mouth and client 
purchase for behavior to advance promoting that is 
basically associated with the matter of scientific 
discipline and social science. The principle objective 
of the current analysis is to see the market and 
therefore the client perspective. 
Word-of-mouth is outlined here because the positive 
or negative feedback are linked to the purchase of a 
particular product or service. These comments have 
an excellent influence on the consumer shopping 
decision. For instance, a negative comment can 
create negative perspective towards the product or 
service and a positive comment/feedback can make 
positive attitude toward the product or service (Auf, 
Salleh& Yusuf, 2016) 
When buyer learn about a brand-new product, they 
don’t have info relating to its options and functions. 
Here a company’s name will influence the buyer’s 
decision for a purchase (Dick, Chakravarti& Biehal, 
1990; Kill, Marmorstein& Weigold, 1998; Simmons& 
Kill, 1991). 
Online discussion by customers over a product has 
allowed businesses to gather valuable on-line 
comments/feedback relating to their product. Before 
the introduction of technology, it had been terribly 
expensive for businesses to gather such views 
concerning their offerings, however, on-line reviews 
of the offerings have created it potential to urge 
them promptly and nearly cost-free. To achieve the 
result, manager’s need to style word-of-mouth in 

such way that comments of potential consumer 
reflects in their sales, return and overall performance. 
This paper has provided the historical proof of link 
between options of a product and consumer’s 
inclination to have interaction in of-line word-of-
mouth (manual WOM) concerning the product. The 
entire article review links the word-of-mouth with 
buying decision of a client. WOM refers to the 
interaction between individuals within which they 
remark the negative and positive sides of a product 
or service (Chatterjee, 2001; Lerman, 2007). 
WOM will be positive or negative (Buttle, 1997), and 
is the informal method of communication between 
the buyer (Filser, 1996). The foremost reliable supply 
of data that spreads among individual is electronic 
word-of-mouth which is also a type of such 
communication between consumer, is real when the 
individual is not promoting the product or service 
and has real knowledge and expertise regarding the 
product. Electronic WOM affects Individual purchase 
intention and influence whole image considerably 
within the industry (Jalilv&Samiei, 2011). 
Many researches signify that services recovery 
completely affects the quantity of satisfaction client 
has with the product; tendency to unfold spoken and 
extremely frequent selection for buying product. 
Similarly, the weaker recovery services lead to the 
alternative result (Maxnam III, 1999). Social influence 
works through a minimum of one in every of three 
totally different procedures. Internalization is alleged 
to happen once the individual acknowledges impact 
since it’s seen as “inherently tributary to the 
maximization of his values” that’s, the content and 
seen as being inherently instrumental to the action 
of his objectives (Kelman, 1961 p.65). 
Identification is alleged to happen once a private 
embraces a conduct or conclusion got from another 
on the grounds that the “behavior is related to a 
satisfying self-defining relationship to the other”; 
that’s the role relationship between the individual 
and therefore the alternative is useful to some 
section of the person’s self-concept (Kelman, 1961 
p.63) 
There some factors that influence client perspective 
like intrinsic and unessential cues. Intrinsic cues 
square measure the physical options of a product 
like size, color, and flavor that influence client 
perception concerning the merchandise whereas 
unessential cues are connected perception to the 
product whole perceived value, advertising and 
WOM (Dodd& Lindley, 2003; Siti& Pan, Richardson, 
P.S, Jain, A.K& Dick, 1996). 
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Moreover, a vital impact that produces individuals 
behave during specific manner because of the fact 
that individual behavior is social in nature (Jerram, 
2003). Variety of studies have mentioned that word-
of-mouth greatly influence the perspective of buyer 
relating to product in industries like innovation and 
vehicle (Shavitt, Swan, Lowery& Wanke, 1994). 
Business use relationship promoting activities to stay 
customer loyal to their product or services. The 
standard of those activities varies customers to 
customers. This inquiry is tried to spot that however, 
these relationship promoting activities verify the 
standard of relationship between building and its 
guests. Moreover, it tries to search out whether this 
quality in relationship will create a client loyal; 
committed with the services as such that they 
purchase repeatedly. 
 
This paper conjointly comes up with implication to 
supply building managers with insight to style 
effective relationship promoting activities. 
Knowledge was collected from twenty-seven luxury 
hotels within the capital town of south Korea: 
national capital. Structural equation model was 
utilized to calculate the results of analysis (Kim, 
Han& Lee, 2001). This analysis signifies the 
imperative role electronic word-of-mouth plays 
within the method of purchase higher cognitive 
process. Conversation is split into two forms i.e. 
ancient and electronic spoken. Ancient kind takes 
place once quite two people meet and describes the 
aspects of a product negatively or positively that 
affects consumer purchasing behavior. Whereas, 
electronic word-of-mouth is that the kind that occur 
in online interface wherever people comment on 
features and uses of a product. 
 
The most focus of this paper is to explain the 
importance of word-of-mouth in purchase of higher 
cognitive process. The results of the analysis showed 
that these relationship promoting activities lead to 
customer’s high commitment with business and that 
they repeatedly opt for buying the services (Jalilvand, 
Shekarchizadeh& Samiei, 2011). 
 
1. The Purpose of Study and Research Hypotheses 
The paper is proposed to determine and measure 
the impact of words of mouth on the consumer 
buying decision.  
A hypothesis is being developed that cover the 
subsequent aspects of quantitative study. These talks 
of product reviews can be of 2 kinds: quantitative 

and qualitative. A quantitative talk consists of 
numerical evaluations of a product or service. WOM 
consists of verbal statements or reviews of the 
respondent. 
 
2. Hypothesis: there is a significant impact of words 

of mouth on consumer buying behavior. 
The hypothesis is concentrating on how purchasing 
behavior of an individual is influenced by various 
talks and feedback of people. Research has shown 
that this variable (wom) has highly influential in 
purchases of different product and services. 
 
3. Methodology and data source: 
The data was collected from the respondents 
residing in the territory of Quetta on a random basis. 
Primary data was gathered by questionnaires. 
Secondary data was collected from internet, journals, 
already done researches, etc. 
 
4. Instruments 
The instruments for research applied in this study are 
questionnaires. The advantage of the questionnaire 
is that the researcher can gathered all answers within 
few minutes and secondly if respondent has any 
doubt regarding any question could be removed on 
the spot. A questionnaire are structured questions to 
be answered be respondent about their point of 
view. Questionnaires are viable and effective data 
collection procedure. In simple words a 
questionnaire is a suitable view for collecting reliable 
data this research questionnaire all the questions 
were close-ended because close-ended questions 
are usually answered by the respondents attractively. 
Questionnaires were distributed in universities to 
know and get knowledge about the point of view of 
specially youth and senior-aged people. Most of 
them were, however, students because a student 
sample may be suitable if the context is taken into 
Students are a captivating and feasible market and 
are market pioneers for many products. 
 
5. Sampling Procedures 
The procedure applied in this study is simple random 
sampling. Respondents were usually selected 
randomly at Universities and other institutions. As we 
know that in simple random sampling every 
item/member in the population has equal chance of 
selection as a subject. Factor of biasness is very low 
in Simple random sampling and provide high level of 
generalizability. However, this procedure can 
sometimes be troublesome costly. Sample size was 
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159 and 10 questionnaires were excluded as they 
were not answered appropriately.  
6. Data Analysis 
 Descriptive 
The demographics profile shows that the 
respondents ranked 1 (male) has recorded 69.2 % 
while female respondents were 30.8 % of the total 
which is shown in table 1.1. 
 

Table -1: Respondent profile 

Demographics Frequency Percentage 

Male 110 69.2% 

Female 49 30.8% 

 
7. Reliability 
Reliability is a statistical tool used for the purpose of 
data reliability means to check the consistence of the 
data. If the data gives same result if repeated or not. 
Reliability, correlation and regression were applied to 
check the hypothesis. To test the reliability Cronbach 
alpha were used and for finding the relationship 
between the independent variable words of mouth 
and dependent variable buying behavior descriptive 
statistics and demographics were calculated. The 
benchmark value for Cronbach alpha is <0.7 a value 
greater than 0.7 is understood that data is reliable in 
this research the value is below the benchmark i.e. 
0.212 which shows that data is not reliable (Hinton, 
Brownlow, McMerray&cozens, 2004) 
Cronbach’s alpha is a coefficient of reliability that 
shows how consistent the data is. The value above 
.70 indicates greater internal consistency and the 
above result has a value for Cronbach alpha is .753 
which shows a good internal consistency. 

 
8. Exploratory Factor Analysis 
It is a statistical model that is applied to reduce data 
to a smaller set of summary variables. 
For factor analysis, KMO test measures that how 
adequate the data is for factor analysis and Bartlett’s 
test measures the strength between the variables 
used in the data. The benchmark for KMO is 7 and 
the above matrix shows that the value of KMO is 
above .753 and significant, which states that data is 
good enough for factor analysis (Cerny, C.A& Kaiser, 
1977) 
The table given below depicts the commonalities of 
each item, which is above 0.3 and the loadings of 
each factor. 

Table -2: Exploratory Factor Analysis 

  Commonalities Factor Loadings 

   
Words of 
Mouth 

Consumers 
Buying 
Behavior 

q7 0.489 0.667 
 

q8 0.331 
 

0.53 

q9 0.359 
 

0.531 

q10 0.635 0.774 

q11 0.251 0.426 

q12 0.605 0.774 

q13 0.541 0.712 
 

q14 0.473 0.648 

q15 0.65 0.788 
 
9. Regression 
Regression is statistical tool usually used to find the 
relationship between two variables. 
 

Table -3: regression analysis  

va
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intercept 2.456 0.183   
WOM 0.340 0.60 0.414  

 
R*2= 0.172 the table above shows that there is a 
significant impact of WOM on consumer buying 
behavior. The result in the above table shows that 
WOM causes 17.2% change on consumer buying 
behavior. 
Assumptions: 

 The variables should be measured at the continuous 
level. 

 There must be a linear relationship between the 
variables (dependent and independent). 

 All the observation must be independent. 
 The data should be normally distributed around line. 

The VIF shows there is no multicollinearity issue as 
the value is below 3 and it is nice and low. 
Correlation coefficient is used to find the strong 
relationship between variables. It is between the 1 to 
-. Positive 1 show strong positive correlation, -1 show 
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negative strong correlation and 0 show no relation. 
As the result indicates that independent variable has 
positive correlation with dependent variable. 
Variables show positive relation with correlation 
matrix, which elaborates that these are related to 
each other because value of R is less than 0.9 that 
indicates no existence of multi co-linearity between 
variables and are ready for future analysis. 
 
Error terms auto correlation identified by Durbin 
Watson test which elaborates 1.57 is error term that 
indicates no autocorrelation among variables. 
R is a multiple correlation coefficient indicator 
between the prediction and satisfaction. (Value of R 
lie in between 0 and 1. The above matrix shows the 
relation exist between the variables by value of R 
(0.414) which shows a good relation between 
variables. 
R square called a coefficient of determination which 
shows how much variation is produce by 
independent variable on the dependent variable as 
the above table shows 17.2 % variation is due to 
independent variable.  
Generalization of any result is identified by the 
adjusted R square. The difference of .9% in the value 
of R square and R adjusted elaborates that result has 
.9% less variation if taken from population rather 
than sample size. 
 

 
Fig. 1 Word of moth ad consumer buying behavior.  
 
ANOVA is defined as “Analysis of variance is the 
collection of statistical models and their associated 
estimation procedures (variation among and 
between groups) used to analyze the differences 
among group means in a sample”. The result is clear 
the p-value or significance is less than 1% so that the 
null hypothesis is rejected, and we accept the 
alternative hypothesis. F shows the significance of 
the model, in this model value is 32.548, P<.001 
shows that model is significant and has an impact on 
customers buying behavior. The results for ANOVA 
are given in the appendix.  
According to the results of the Regression, the 
following relation could be derived among 

dependent variable (Consumer buying behavior) and 
independent variable (Words of Mouth).  
 

Y=a+bX 
The above equation is shown below with the value of 
beta. 

Y=0.34+2.456 X 
The equation shows a significant relationship 
between the dependent variable (consumer buying 
behavior and independent variable (words-of-
mouth). 
 

IV. CONCLUSION 
 

The purpose of this study is to look at the effect of 
word of mouth has on the consumers purchasing 
behavior. The results reveal that there is significant 
impact of word of mouth that is overcoming the 
consumer purchasing behavior. 
The result reveals that WOM has a positive influence 
on purchasing intentions. This is often being the fact 
that just once a good experience can produce a 
permanent impression of the product/service and 
therefore ends up in positive word of mouth. As it 
was also resulted in the researches done before.  
(Auf, Salleh &Yusuf, 2016). 
 
This clearly proves that word of mouth will have 
extraordinarily undesirable results however at an 
equivalent time positive word of mouth will have 
magical effect on the sales of products/service. As 
positive WOM seems the fifth numerous promoting 
activities by firms. (Martensen & Mouritsen, 2016). 
The recent study has tried to develop awareness 
among people to use the dimension of word of 
mouth in purchasing decision because this 
dimension has greater influence than other like 
marketing, advertising etc. 
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