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Abstract 

Purpose - the purpose of this paper is to fill the gap in the literature relating to understanding the 
continuance intention to write online reviews regularly based on the eWOM posted by the 
respondents which is in turn derived out of satisfaction, which is decedent of the perceived 
website usefulness, perceived usefulness of product and enjoyment of using the product. 

Design/methodology/approach – for the purpose of the study the primary data was collected by 
a pre-tested research instrument based on ECT model to explore how the influential factors such 
as confirmation based on perceived usefulness of the website, perceived product usefulness, 
satisfaction on eWOM and continuance intention to write online reviews regularly. The 
theoretical model is tested by applying structural equation model. A structured research 
instrument among 536 responses in South India forms the empirical basis for the current study. 

Findings - In the current study the researchers were able to establish the relationship between 
confirmation with sight usefulness, product usefulness and satisfaction, enjoyment to 
satisfaction, satisfaction to eWOM and intention to write reviews regularly. The researchers found 
a mediating effect between satisfaction and continuance intention to write online reviews 
regularly with eWOM. 

Originality and value – the current study strengthens the interpretation power of the expectation 
confirmation theory (ECT). Further, the present study confirms that customers, who have posted 
reviews online (eWOM) about their product usage experience mediates the relationship between 
satisfaction and continuance intention to write online reviews regularly. The findings of the 
current study are expected to make theoretical contribution to eWOM research by applying the 
ECT to understand the continuance intention to write online reviews. 

Key words: Expectations Confirmation Theory, Online Reviews, eWOM, Perceived Product Usefulness, 
Perceived site usefulness 
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 Introduction 

Online reviews posted on the websites form a part of word-of-mouth communication (WOM). 
According to Dichter, (1966) WOM refers to sharing information between a non-commercial 
person about a specific product or services. In general, WOM communication is an unpaid oral 
social communication (Bae & Kim, 2013). According to Allsop et al, (2007) consumers collect 
information about a product or services from others and in turn share the same information 
with others. With the growing IT revolution and the advent of internet has provided a new 
platform to share their opinion digitally in the form of online reviews. These online reviews 
are now referred to as electronic word of mouth (eWOM). Therefore, ewe means, customers 
writing their opinion about their buying and usage experience of a product or services that they 
bought at a specific seller (Cannot & Kietzmann, 2013). eWOM communication now a days play 
a vital role for information gathering about the buying and the usage experience of the existing 
customers during the purchase process (Chatterjee, 2001; Lee, Lee & Shin, (2011); Bambauer-
Sachse & Mangold, 2011; Sparks & Browning, 2011). Now, online reviews are one of the most 
prominent form of eWOM. These online reviews on internet have created an opportunity for 
gathering thoughts, opinions, evaluation and usage experience of buying a product or service. 
Innumerable online platforms have been used to reach the potential readers such as online 
discussion forums, reviews posted by the customers, chat rooms, blogs etc to support the 
consumer decision making process (Fei, 2011). According to Chen & Xie, (2008), online reviews 
are often referred as one of the major elements in the marketing communication mix and can be 
taken as a powerful source of feedback loop in the communication process (Dwyer, 2007). 
Further, with this feedback mechanism, the seller can employ them as very vital tool for 
understanding customers’ attitude towards their products or services (Dellarocas, et al. (2007); 
Zhang et al. (2012). Before buying a product, consumers cannot physically experience it especially 
when he/she is buying online. Therefore, most of these consumers turn to online platform for 
reviews as they provide the required information about the buying and usage experience of the 
product and services and build their reputation as well. Online reviews are perceived to be more 
reliable than seller-created information about the product as they are normally highlight only the 
positive information and hides the inferior features of the products. However, in contrast, the 
customers’ generally write authentic information based on their buying and usage experience 
with the product (Park et al. 2007); (Senecal & Nantel, 2004). Online reviews can be defined as 
the evaluation of a product or service made by a customer who has bought a product on a 
company’s or third-party websites (Mudambi & Schuff, 2010). Few recent empirical evidences 
claim that the impact created by eWOM is not as effective as traditional word of mouth 
communication (for example, Sen & Lerman, 2008; Sen, 2008). However, Steffes & Burgee (2009) 
contradict this view. They found that the information gathered from the e-WOM medium is 
persuasive in decision making than the traditional form of WOM channels. Both positive and 
negative news carry equal weight in the eyes of the consumers, for example, in a study by Power 
of reviews (2016) it was found that 82% of the consumers who read online reviews always look 
out for negative news. Therefore, online reviews posted by the customers have vital link for 
marketing activities such as brand building and customer acquisition (Reichheld, F. (2013)). 
According to Nan Hu, Ling Liu & Jennifer Zhang (2008), the purpose of consumers to read online 
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reviews before buying a product or services is to identify the intrinsic quality of the product based 
on the online review posted by the customers and then to buy the product with the least cost 
and reduced uncertainty about a product. Studies conducted by Nielsen, (2012), Dimensional 
Research, (2013); BrightLocal, 

 

(2014) have confirmed that more than seventy percent of the online shoppers trust online reviews posted 
on various websites. Online reviews are easier to diffuse to a very large set of audience (Radighieri & 
Mulder (2014)). 

In the online review literature, a dominant theme is linking of online reviews posted by the customer with 
sales of the product and they found a positive correlation between the sales of the product with average 
online review scores for example, Chevalier, J & Goolsbee (2003); Chevalier, J & Mayzlin, D (2006); Chen et 
al. (2004); Huang & Chen (2006); Zhang & Dellarocas (2006); Jumin et al. (2008); Wang, Liu & Fang (2015). 
An investigation done by Park et al. (2007) with view to explore the quality and the quantity of online 
reviews and its impact on purchase intention found that the purchase intention increases with increase in 
both quality and quantity of reviews available on online platforms. Yet another stream of researcher 
contradicted this view for example, Chen, Wu & Yoon (2004), Duan, Gu, and Whinston (2008), have 
concluded that reviews posted online can merely serve as predictors of sales rather than influencers of 
sales. 

The bulk of literature claims that negative online reviews are unavoidable and impend the sales of the 
product (L.G. Pee (2016)). Therefore, they carry unfavourable valence and they affect sales of the products 
(Henning-Thurau, et al. (2004), Lee et al. (2008); Duan et al. (2009); Ye et al. (2011)). Researchers have 
dealt with this topic in considerable detail and confirmed that negative reviews carry more value to the 
readers than positive reviews for example, Cho et al. (2002); Sen & Lerman (2007); Zhu & Zhang (2010). 
This tendency is explained by the psychology of negative effect, which advocates that consumers weigh 
negative news more seriously than positive news while evaluating any news as they are likely to increase 
the perceived risk with the purchase (Peeters and Czapinski (1990)). Cho et al. (2002) listed the most 
prominent negative reviews posted by the customers on online platforms, prominent being poor 
performance as against the promised performance, slow payment process, bad quality, delivery 
experience, inaccurate price, delayed after sales services etc. Further, the literature has provided us the 
most valuable insight as for as the effects of negative online reviews (NOR) are concerned for example, 
NOR reduce the buyers’ attitude towards the product or services (Vermeulen & Seegers (2009)), weakens 
the brand equity (Sachse & Mangold (2011)), create negative impressions (Lin et al. (2005)). Apart from 
this Ba & Pavlou (2002) and Hajli et al. (2014) concluded that NOR decrease consumers’ trust especially 
with the sellers. However, in a study by Chatterjee (2001) argued that more familiar the brand fades with 
the impact of online reviews posted by the customers. This study confirms that online reviews are very 
popular among less known to the world of the products (Zhu & Zhang (2010); Berger et al. 2010)). 

However, the main argument against the online reviews is that, only highly satisfied or highly dissatisfied 
customers possibly write online reviews (Anderson, 1998). Li and Hitt (2008) found potential bias in online 
reviews posted by the customers during early product introduction periods. Yet, one more major criticism 
against online reviews are sellers can secretly post online reviews to promote their products or services 
(Dellarocas (2003); Mayzlin (2006)). Similar findings were documented with reference to movie industries. 
Basuroy et al. (2003), found that critics bias can influence and predict weeks box office revenues (Zhang & 
Dellarocas (2006); Boatwright, et al. (2007). 
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The expected research contribution from the current study is to understand the impact of satisfaction on 
eWOM and continuance of writing online review regularly on websites. Further, 

 

the current study is highly relevant for the marketers, because after this empirical study they have 
additional information or content about the vital elements of online reviews to redefine their content 
strategies while managing customer expectations and reactions to products or services. There has been a 
little studies on the above proposed topic especially continuance of writing online review regularly on 
websites after posting one or two online reviews about the product or services. Quite a lot of empirical 
studies have considered the impact of online reviews on consumers purchase intention, antecedents of 
satisfaction of using products or services based on online reviews, continuance of usage of new technology 
etc. None of these studies conducted to date have considered the continuance of writing online review 
regularly on websites. In addition, the current study is expected to address the following important 
questions: 

How do reviews posted on online platforms for the first-time effect consumer’s expectation and further 
review writing behaviour? 

What are the antecedents of satisfaction, review contribution on one’s satisfaction and continuance 
of eWOM in the form of intention to write reviews regularly? 

The reminder of the paper is organised as follows. In section two, the researchers review literature 
available on the proposed topic and present their hypotheses. Section three outlines the research 
methodology adopted for the study. Section four provides the data analysis and the empirical results 
of the hypotheses and in section five, the researchers have made a brief discussion about the major 
findings, managerial implications of the same and concludes the work. 

Literature Review 

In the last two decades the literature has witnessed an increasing body of research studies, which tried to 
explain the concept behind adoption of new technology by consumers, for example, diffusion of 
innovation by Everett Rogers (2003) claims, generally an innovation is communicated through various 
participants in the social system. The technology acceptance model (TAM) is another theory that tries to 
explain how users accept and adopt new technology (Bagozzo, et al. (1992); Bagozzi, R.P. (2007)). TAM has 
been developed based on theory of reasoned action and theory of planned behaviour. The TAM argues 
that when users of technology are offered a new or an innovation in technology, there are two key factors 
that drive the acceptance of new technology, namely (i) perceived usefulness and perceived ease- of-use 
(Fred Davis, (1989); Viswanath Venkatesh (2008)). 

Further, the TAM was extended by Venkatesh & Davis (2000) and Venkatesh (2000) as Extended 
Technology Acceptance Model (TAM2) and unified theory of acceptance and use of technology (UTAUT) 
(Venkatesh et al. (2003). The UTAUT is based on theory of reasoned action and theory of planned 
behaviour. It considered success factors such as performance expectancy, effort expectancy, social 
influence and facilitating conditions. 

Apart from this, Venkatesh and Bala (2008) proposed one more extended theory of a TAM 3 for e-
commerce by inclusion of two more constructs namely the effects of trust and perceived risk of use on 
system use. However, The TAM is not an appropriate model to explain the adoption of any technology 
because of intrinsic and hedonic motives such as addiction to online games, learning for pleasure etc. 
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Therefore, Lowry et al. (2013) developed another substitute model for TAM, called the hedonic-
motivation system adoption model (HMSAM). 

 Expectation Confirmation theory popularly known as ECT was proposed by Oliver, R. L. (1977, 1980). 
However, it has been modified by Bhattacherjee, (2001) by integrating both TAM (Davis, 1989) and the 
ECT (Oliver, 1980). The ECT states that consumer’s intention to repurchase a product or service is induced 
by their previous usage experience of the product or service (Spreng et al., 1996)). The ECT is extensively 
applied in the field of consumer behaviour to understand product or service repurchase intention of the 
product or continuance usage of new information system or writing reviews on websites (Dabholkar et al. 
2000; Bhattacherjee, 2001). The predictive ability of the ECT theory has been tested over a wide range of 
products and services across the world by building different research models based on ECT. For example, 
e-health services (Sciamanna et al., (2002); Bliemel M & Hassanein K (2006); Altinkemer et al., (2006); 
Varshney, 2009), Cho, Quinlan, Park, & Noh, 2014; Lee & Chen, 2014) Cho, 2016), online book reviews 
(Chevalier and Mayzlin (2006), hotel booking (Ye et al. (2001); (Jeong & Jang, (2011); Xie et al., (2016); 
(Sotiriadis & Van Zyl, (2013)), new product sales (Cui et al., (2012)), online movie reviews on weekly box 
office revenues (Liu (2006); Boatwright, Kamakura, & Basuroy (2007); Duan et al. (2008), Helpfulness of 
reviews posted online (Baek et al., (2012)), beauty products (Moe & Trusov (2011)), online video games 
(Zhu & Zhang, 2010); Feng Zhu & Xiaoquan Zhang (2010), television show viewership (Godes & Mayzlin 
(2004)), mobile apps (Hsu, C.L & Lin J.C.C (2015), Information adoption (Cheung et al., (2008), purchase 
intention (Park, Lee & Han (2007); Reimer & Benkenstein (2016), credibility of reviews posted online 
(Cheung et al., (2012), genuineness of reviews posted online (Banerjee & Chau (2014), online learning 
platforms (Lee 

M. C, (2010); Lin W.S, (2012); Chow, W. S & Shi S, (2014) and on cashflows, volatility in 

stock prices (Luo (2009)). Therefore, it is very vital to understand the ECT theory to know the repurchase 
behaviour of the customers, (Dabholkar et al. 2000), to handle their complaints, intention to write reviews 
(both positive and negative). ECT theory contains four principal constructs. They are (i) expectations 
(anticipated behaviour) (Bhattacherjee, (2001)), (ii) perceived performance of the product or services, (iii) 
disconfirmation of beliefs and their impact on (iv) consumer satisfaction (Premkumar & Bhattacherjee 
(2008)). Understanding of these constructs is very critical to understand the consumer psychology. ECT 
theory argues that expectations along with perceived performance, lead to consumer satisfaction (Aslina 
Baharum & Azizah Jaafar (2015)). Therefore, ECT is expected to compare the consumer expectation before 
buying a product or service. These pre-purchase expectations are purely based on the product descriptions 
posted on the website by the marketers or the opinions posted on the website by the customers. In the 
next step, he is expected to purchase the product and gain experience from using the product and builds 
perceptions about its performance. Later, the customer is expected to measure the perceived 
performance of the product or services with the pre-purchase expectations. If a product or service beats 
the expectations of the customer, it is said to be a positive confirmation and follows customer satisfaction. 
If it fails, that would lead to negative confirmation, then customer is expected to be dissatisfied Oliver, R. 
L. (1980). Further, confirmation is stated as the realisation of expected benefit of usage of product or 
service (Oghuma et al., (2016). Therefore, ECT theory claims that customers’ post purchase behaviour is 
basically determined through their satisfaction or dissatisfaction level with the prior usage knowledge of 
the product or service (Anderson & Sullivan, 1993) and the consumers’ intention to continue using 
information system. Further, it is well documented that the post-adoption beliefs such as perceived 
usefulness of the product, perceived enjoyment of using the product, perceived ease of use play a very 
crucial role in customer satisfaction and 
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technology continuance (Bhattacherjee, 2001; Thong et al., (2006)). The ECT has been widely applied in 
the field of marketing to understand the customer loyalty (Lin et al., 2009), satisfaction of products and 
services (Selnes, 1998; Caruana, 2002). The same model has been applied to understand the IT enabled 
settings such as online services, e-learning, mobile services, online banking etc. Therefore, ECT has served 
as a base for quite a few models of success to describe customers satisfaction (Mo A. Mahmood et al., 
(2000) and continuance intention Bhattacherjee, (2001). If a product outperforms expectations (positive 
confirmation), then satisfaction will be seen. If a product falls short of expectations (negative 
confirmation), then the consumer is likely to be dissatisfied (Thong et al., (2006); Oliver, 1980; Churchill & 
Surprenant, 1982; Spreng et al., 1996). Previous empirical studies have supported confirmation impacts 
satisfaction (Limayem et al., 2007); Lin et al, (2005); Chen C.F (2008); Stone, R.W & Eveleth-Baker (2013). 
Apart from that, two more constructions such as perceived site usefulness and perceived product 
usefulness were introduced to the model, which is in turn expected to influence customer satisfaction. 
Further, it is argued that the confirmation degree can in turn influence the perceived site usefulness and 
perceived product usefulness and satisfaction. Moreover, the higher the expectation confirmation degree 
is, the more useful the product or service is perceived by the customer (Zhao, Y & Fan J.Y (2016). Previous 
empirical studies have confirmed the influence of confirmation on perceived site usefulness and product 
usefulness (Bhattacharjee, (2001); Davis, 1989; Venkatesh & Davis, 2000; Chea & Luo, 2008; Recker, 2010)). 
Confirmation will increase perception of product usefulness and website usefulness, that is, whether the 
website can improve their knowledge or not. (Bhattacherjee, (2001)). Further, perceived product 
usefulness is a very crucial determinant of a customer’s attitude toward product or technology addition 
(Hung et al., 2015). If the customers perceive that product usefulness and site usefulness is beneficial, an 
increased level of satisfaction is anticipated. 

Therefore, the following two hypotheses are stated: 

H1: Confirmation has a positive effect on the perceived usefulness of the site H2: Confirmation has a 
positive effect on the perceived usefulness of the product H3: Confirmation has a positive effect on the 
Satisfaction 

The ECT proposed by Bhattacherjee, (2001) is built on integration of both TAM (Davis, 1989) with the ECT 
(Oliver, 1980). Therefore, ECT theory claims that customers’ post purchase behaviour is basically 
determined through their satisfaction or dissatisfaction level with the prior usage knowledge of the 
product or service (Anderson & Sullivan, 1993) and the consumers’ intention to continue using information 
system. Further, it is well documented that the post-adoption beliefs such as perceived usefulness of the 
product, perceived enjoyment of using the product, perceived ease of use play a very crucial role in 
customer satisfaction and technology continuance (Bhattacherjee, 2001; Thong et al., (2006)). The ECT 
has been widely applied in the field of marketing to understand the customer loyalty (Lin et al., 2009), 
satisfaction of products and services (Selnes, 1998; Caruana, 2002). The same model has been applied to 
understand the IT enabled settings such as online services, e-learning, mobile services, online banking etc. 
therefore, ECT has served as a base for quite a few models of success to describe customers satisfaction 
(Mo A. Mahmood et al., (2000) and continuance intention Bhattacherjee, (2001). If a product outperforms 
expectations (positive confirmation), then satisfaction will result. If a product falls short of expectations 
(negative confirmation), 
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 then the consumer is likely to be dissatisfied (Thong et al., (2006); Oliver, 1980; Churchill & Surprenant, 
1982; Spreng et al., 1996). Previous empirical studies have supported confirmation impacts satisfaction 
(Limayem et al., 2007); Lin et al, (2005); Chen C.F (2008); Stone, R.W & Eveleth-Baker (2013). Apart from 
that, two more constructions, such as perceived site usefulness and perceived product usefulness, were 
introduced to the model, which in turn expected to influence customer satisfaction. Further, it is argued 
that the confirmation degree can in turn influence the perceived site usefulness and perceived product 
usefulness and satisfaction. Moreover, the higher the expectation confirmation degree is, the more useful 
the product or service is perceived by the customer (Zhao, Y & Fan J.Y (2016). 

Therefore, the following two hypotheses are stated: 

H4: Perceived site usefulness has a positive effect on the satisfaction 

H5: Perceived product usefulness has a positive effect on satisfaction. 

Enjoyment 

If the customers perceive a higher degree of agreement with their post-adoption expectations, they will 
be inclined to have a higher level of satisfaction and continuance intention (Bhattacherjee, (2001)). 
According to Moon & Kim, (2001), enjoyment is a belief formed by a customer based on his usage 
experience of the product or service. According to Shiau & Lou (2013), the customers who are satisfied 
with their usage experience of the product or services are more likely to enjoy using products and services. 
In addition, a study conducted by Mantymaki & Salo (2011), to examine the role of the construct 
enjoyment with continuance of usage intention towards online shopping found a strong positive 
relationship between the two constructs. Even Van der Heijden, (2004), documented that perceived 
enjoyment acts as an antecedent to understand the behavioural intention of the consumers for example, 
usage satisfaction or dissatisfaction, continuance intention, spreading a word of good mouth etc. (Davis, 
1989)). Zhou & Lu (2011), in their empirical study concluded that the construct enjoyment is significantly 
influencing the satisfaction of instant messaging application on mobile phones and in case of using 
mobile apps in learning language (Pindeh et al., (2016)). Therefore, the following hypothesis has been 
constructed: 

H6: Perceived Enjoyment of usage of product or service has a positive effect on satisfaction 

The term satisfaction was defined by Locke (1976) (cited in Bhattacherjee, (2001)), from the perspective 
of job performance as “positive emotional state consequential from the evaluation of one’s job. From the 
current study perspective, satisfaction means “users re-purchase intention of the product or service or 
spreading a word of good mouth or intention to write positive reviews about the product or services. In 
literature, a stream of authors viewed the term satisfaction as an attitude (for example, LaTour S & Peat 
N (1979), while others differentiate satisfaction from attitude (for example, Hunt H (1977)). According to 
Bhattacherjee, (2001), if a customer has a lower expectation before buying a product or services and 
enjoys higher perceived performance from its usage lead to greater confirmation, which in turn leads to 
higher satisfaction. According to ECT confirmation refers to the degree to which customer perceives that 
the initial expectations (pre-purchase expectations) are being confirmed during actual use. On the other 
hand, disconfirmation refers to perceived performance of the product lagging the expectations or failure 
to realise the initial expectations (Bhattacherjee, (2001); (Oghuma et al (2016)). Consequently, 
satisfaction is a factor that has a 



 
 

ISBN code 978-93-83302-81-9  P a g e  | 8 
 

    
Shri Dharmasthala Manjunatheshwara Institute for Management Development, Mysuru, India  

7th International Conference on “Technology and Transformation in Marketing:  
Advancing Purpose, Performance, and Personalisation for Impact“, on 23rd January 2026. 

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
-------------- 

 
link between confirmation, perceived product usefulness and perceived site usefulness. Further, 
confirmation positively influences satisfaction and the reverse causes dissatisfaction. The results of this 
comparison tend to affect satisfaction with consumers, thus, have an impact on increasing the use of 
consumer intentions (Bhattacherjee, 2001; Hariguna and Berlilana, 2017; Berlilana et al., 2018). 

Word of mouth intention 

According to Hennig et al., (2004), Word-of-mouth (WOM) is a way of sharing information, ideas, beliefs, 
positive or negative statements about their usage experience about a brand, product or service, even a 
company between the consumers or which is made available to the public for non-commercial purpose 
(Balter, 2004). Tylor et al., (2012), defined it as “a method of communication between two non-commercial 
people and without any benefit to the business they are taking about. According to Katz & Lazarsfeld 
(1966), WOM plays a very vital role in influencing the behaviour or attitude of the consumers toward 
products or services. Therefore, WOM communication can significantly influence consumer’s purchase 
intention and far more effective than the conventional tools of marketing (Engel James et al., (1969)), for 
example, switching of service (Wangenheim & Tomas (2004)), perception about a product or service 
(Sweeney J et al., (2014)), choice of a product or service (Richins Marsha (1983)), brand attitude (Pongjit 
& Beise-Zee (2015)), purchase intention (Christodoulides et al., (2012), O’Reilly K and Marx S (2011)) etc. 
The internet revolution, has led to the rise of an innovative form of WOM called electronic word-of-mouth 
(eWOM). With the high involvement of today’s consumer over the internet, eWOM is considered to be 
one of the most powerful informal channels of communication which in turn affects the consumer 
behaviour. eWOM is particularly very vital with intangible products that are very difficult evaluate before 
the consumption, such as booking a hotel, healthcare, e-learning etc. Consequently, eWOM is considered 
as the most vital source of information for the consumers before buying a product or service. Further, 
eWOM is gradually becoming a need for the marketers to promote their products or services. Therefore, 
online reviews posted on various webpages about the products and services can serve as a pillar to overall 
word-of-mouth communication (Gupta & Harris, 2010). In other words, a satisfied customer is likely to 
post positive reviews about his usage experience of the product or services, this in turn lends credibility 
to the consumers (Sotiriadis & Van Zyl, 2013). Previous empirical studies have indicated that consumers 
trust eWOM as a more credible instrument than the sellers claim (Lee & Youn, 2012; Nieto et al., (2014); 
Lau & Ng, 2001); (Cheung & Thadani, (2012). Therefore, the following hypothesis has been constructed: 

H7: Satisfaction derived from the usage of the product or service shares positive relationship between 
eWOM mouth intent 

Continuance of Intention to write online reviews 

According Park et al., (2011), writing online reviews consume lot of time and effort without any financial 
incentives or personal benefit to the customer, yet ego involvement has been reported to be the 
fundamental motive behind writing online reviews. Leary, Mark et al., (2009), defined ego as a conscious 
thinking or the conscious part of the mind that controls thought and behaviour of an individual. Further, 
Eagly & Chaiken, (1993) opined that ego involvement is a significant part of self-identification of an 
individual. According to Perloff, (1989) ego is considered as a significant component of self-image. In an 
empirical study Park 
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 et al., (2015), concluded that ego involvement was an important predictor of intention to upload content 
on Wikipedia. 

Most of the time customers who are dissatisfied with the product or service tend to write online reviews 
and warn others of their unpleasant usage experience and advise them not to buy the product or 
service (Leonard-Barton, (1985)). Pennebaker, (1999) observed that internet has provided customers 
with venting their feelings by writing reviews on online platforms (Bougie et al., (2003); Gregoire & Fisher, 
(2008)). They try to mitigate their bad experience by posting on websites which in turn help in reducing 
their emotional anxiety (Gregorie & Fisher (2008). This kind of eWOM is often termed as Negative Word-
of-Mouth (NWOM) communication (luliana-Raluca Gheorghe, Mei-Na Liao (2012)). Further, it is well 
documented in the literature that by using NWOM the customers tried to get support-seeing coping 
behaviour (Stephens & Gwinner, 1998). Through this process, consumers are trying to seek empathy and 
understanding from the like-minded consumers about the product failure on online platform (Yi & 
Baumgartner, (2004). On the other hand, some customers have a tendency to support the product or 
service or company for the satisfaction derived from it. Therefore, they have a tendency to favour the 
company by posting positive reviews and eventually contribute to the success of a company in the market. 
Hence it is termed as kindness motive on behalf of the customers (Sundaram et al., (1998)). Most of the 
empirical studies such as Hennig-Thurau et al., (2004) found that majority of the customers agreed to help 
the company voluntarily by writing online reviews in favour of the company based on their positive 
purchase experience. Therefore, the following hypothesis has been proposed by the researchers for the 
current study: 

H8: After writing online reviews once or twice the customers have continuance intention of writing online 
reviews regularly. 

H9: Satisfaction derived from after the usage of the product or service shares positive relationship with 
continuance intention to write online review regularly. 

Research Design Objectives of the Study 

The current study has been undertaken to uncover the continuous intention to write online reviews by the 
respondents based on expectation confirmation theory. Further, the researchers have the following main 
objectives: 

To know the word-of-mouth intention of the respondents based on the level of satisfaction and 

To understand the continuance intention to write online reviews based on the satisfaction of the perceived 
website usefulness, usefulness of product or service and enjoyment. 

Research Instrument and Plan of Analysis 

To the study both online survey and field investigation were employed. The target sample for the study 
was individuals in South India who have bought products and services online at least for the past five years 
and wrote online reviews on them. For the study, snowball sampling technique was incorporated. Under 
this method, the existing respondents referred to the other respondents from among their 
acquaintances (Goodman, L.A. (1961). To the study the researchers have collected primary 
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 data by administering a pre-tested, structured research instrument on 815 respondents. However, only 
536 responses were retained for the purpose of the study due to various reasons resulting in 65.77 percent 
acceptance rate. The sample size of 536 satisfies the rule-of-thumb suggested by Kline (2011), a minimum 
of around 300 (Comrey & Lee (2013)) or five or ten per estimated parameter as suggested by Bollen, 
(1989). Nunnally, (1967) cited a minimum of ten per variables to run structural equation model. However, 
the sample taken up for the current study satisfies the subject-to-item ratio as suggested by Hair et al., 
(2016). The questionnaire has been framed by identifying the following constructs: (i) confirmation (four 
items were adopted from Pare, et al., (2014) ; (ii) perceived site usefulness (items were adopted from Wang 
& Liao (2007);(iii) perceived product usefulness (four items were adopted from Bhattcherjee, 2001; Chang 
et al., (2015)); (iv) enjoyment (four items were adopted from Ya-Ming Shiue (2019) and Moon & Kim 
(2001)); (v) satisfaction (four items were adopted from Bhattacherjee, (2001); Ya-Ming Shiue (2019)); (vi) 
e-WOM, (indicators were adopted from Bruggen et al., (2011)) to measure the customer’s engagement of 
writing online reviews and (vii) continuance of intention to write online review (three items were adopted 
from Cen et al., (2013); Pare, et al., (2014) with little modification). The indicators to measure the 
constructs have been taken from the available literature to confirm the content validity of the research 
instrument. To the study the indicators have developed by using Likert five-point scale, ranging from one 
being the strongly disagree to five being strongly agree. The instrument’s validity was adjusted by using 
reliability statistics (Cronbach’s Alpha). Only those constructs whose Cronbach’s Alpha >0.7 were retained 
for the analysis. Finally, the collected data was collated by using MS Excel, SPSS and AMOS software by 
investigating for normality, identification of outliers, VIF etc. later, frequency distribution, crosstabulation, 
EFA and SEM were employed to analyse the data. 

Data Analysis 

TABLE 1: Demographic Factors of the Respondents 
Demographics  Frequency Percent 
Gender Male 240 44.8 

 Female 296 55.2 
Age (in years) <25 180 33.6 

 26-40 240 44.8 

 41-50 96 17.9 

 >50 20 3.7 
Professes ion Salaried 308 57.5 

 Self-Employed 56 10.4 

 Professional 84 15.7 

 Home Maker 72 13.4 

 Others 16 3 
Education Intermediate or less 16 3 

 College but not Graduate 20 3.7 

 Graduate 324 60.4 

 Post Graduate 176 32.8 

MHI <Rs. 50,000 136 25.4 
 Rs. 50,001-Rs.1,00,000 316 59 

 >Rs.1,00,001 84 15.7 

Source: Field Survey, MHI: Monthly Household Income 
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 Analysis: It is evident from the above table No. 1 that 44.8 percent of the respondents were male and 
balance 55.2 percent were female. Whereas, 44.8 percent of the respondents were aged between the age 
group 26-40, followed by 33.6 percent of the respondents who were above the age of 25 years, 17.9 
percent of the respondents were between the age group of 41- 50 years, and the balance 3.7 percent 
had belonged to the age group greater than 50 years. 

57.5 percent of the respondents were salaried, followed by 15.7 percent of the respondents who were 
professionals, 13.4 percent were homemakers, 10.4 percent were self- employed, and the balance 
belonged to other occupations. Out of 536 respondents interviewed 60.4 percent of the respondents were 
graduates, followed by 32.8 percent of the respondents who were postgraduates. 3.7 percent were college 
but not graduates and the balance 3 percent were PUC qualified. However, 59 percent of the 
respondents claimed that they had a monthly household income between ₹ 50,001- ₹1,00,000 followed 
by 25.4 percent of the respondents have MHI of more ₹ 50,000 and balance 15.7 percent respondents 
whose MHI was greater than ₹ 1,00,000. 

Testing For Common Method Bias 

The research instrument was statistically investigated for common method bias (CMB). CMB creates a 
systematic covariation above the true relationship between the scale items, and it may create a serious 
threat on the validity of the research findings (Krishna, Martin, & Noorderhayen, (2006); N. K. Malhotra et 
al. (2017), P. E. Spector et al. (2019). Therefore, the researchers have employed Harman’s one-factor test 
to investigate the CMB in the instrument as suggested by Podsakoff, et al (2003); Chang, SJ et al. (2010); 
C. M. Fuller (2016). Thus, the researchers have run Exploratory Factor Analysis (EFA) where all the 
indicators were loaded onto a single factor without rotation to obtain the number of components with 
eigenvalues greater than 1. As per the Podsakoff, et al (2003) if the single latent factor explains more than 
50% of the variance between the indicators or items and the single factor, then CMB may be present. In 
the current study, the test results revealed that the single factor explained only twenty nine percent of the 
total variance, which is less than the threshold value set by Podsakoff, et al (2003); Podsakoff, et al (2012). 
The test results confirmed the CMB is not an issue for the current study. 

Measurement Model 

In the next phase, the researchers ran Confirmatory Factor Analysis (CFA) of the measurement model to 
explore the convergent and the discriminant validity. To assess the convergent validity of the measurement 
model, the researchers have analysed the factor loadings, composite reliability (CR) and Average Variance 
Extracted (AVE). Convergent validity is a test designed to measure a specific construct is essentially 
measuring that construct. 

Table 2: Convergent Validity Statistics 

 

 
Item 

Cronbach's 
Alpha 

 
Loadings 

 
AVE 

 
CR 

 

SU3  0.832   0.832*** 
SU2  0.785   0.785*** 
SU1 0.875 0.897 0.704 0.886 0.897*** 
PU4  0.839   0.839*** 
PU3  0.720   0.720*** 
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 PU2  0.767   0.767*** 
PU1 0.871 0.846 0.632 0.886 0.846*** 
C4  0.895   0.895*** 
C3  0.860   0.860*** 
C2  0.828   0.828*** 
C1 0.919 0.863 0.743 0.918 0.863*** 
E4  0.813   0.813*** 
E3  0.891   0.891*** 
E2  0.924   0.924*** 
E1 0.923 0.840 0.754 0.929 0.840*** 
S4  0.875   0.875*** 
S3  0.820   0.820*** 
S2  0.846   0.846*** 
S1 0.898 0.778 0.690 0.903 0.778*** 
WOMI3  0.751   0.751*** 
WOMI2  0.913   0.913*** 
WOMI1 0.858 0.808 0.683 0.860 0.808*** 
ITW3  0.502   0.502*** 
ITW2  0.796   0.796*** 
ITW1 0.741 0.866 0.545 0.657 0.866*** 

Note: SU= Perceived Site Usefulness, PU= Perceived Product Usefulness, C= 
Confirmation, E = Enjoyment, S=Satisfaction, WOMI = e Word of Mouth Intent and ITW 
= Intention to Write reviews regularly. 

Note: Fit measures: z2 = 1528.95, z2 /df = 6.02, NFI=0.911, GFI =0.911, AGFI =0.902, 

TLI=0.905, CFI=0.942 and RMSEA =0.047. 

Table 3: Discriminant Validity Statistics 

 SUT PUT CT ET ST WOMIT ITW Mean SD 

SUT 0.839*       3.98 1.01 
PUT 0.332 0.795*      4.13 0.98 
CT 0.291 0.143 0.862*     4.02 0.87 
ET 0.278 0.279 0.488 0.868*    3.91 0.75 
ST 0.406 0.368 0.302 0.364 0.831*   4.05 1.12 
WOMI 0.356 0.292 0.132 0.378 0.208 0.831*  3.86 1.06 
ITWT 0.237 0.377 0.272 0.283 0.359 0.345 0.738* 4.12 0.96 

Note: *The diagonal values (in bold) are square root of AVE and off-diagonal values 
are Pearson’s correlation coefficient among the constructs. 
 

SU= Perceived Site Usefulness, PU= Perceived Product Usefulness, C= Confirmation, E = Enjoyment, 
S=Satisfaction, WOMI = Word of Mouth Intent and ITW = Intention to Write reviews regularly. 
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Analysis: The reliability of the instrument was tested by using Cronbach's Alpha (Cronbach, 1951) 
;(Cortina, 1993, p.98). The threshold for this purpose was set at 0.7 (Griethuijsen et al., 2014); (Taber, K.S. 
(2018)). As shown in Table No. 2 all items were having Cronbach’s Alpha value above 0.7. However, to 
measure the convergent validity the researchers have analysed the factor loadings (Bryant, F. B., & 
Yarnold, P.R (1995)), Average Variance Extracted (AVE) and Composite Reliability (Hair et al. (1995), 
Hatcher, (1994), (Urbach & Ahlemann, (2010)). All the item loadings were above 0.7 except first item of 
intention to write review (ITW3) although it is below the prescribed level, it was retained because their 
presence was very vital for the construct intention to write the review. Later, AVE was found to be above 
the prescribed values of 0.5 (Fornell & Larcker (1981)), CR values were found to be above the threshold 
values suggested by Chin, (2010). In the current study the lowest AVE was 0.545 reported for Intention to 
write reviews and the highest AVE was 0.754 reported to the construct enjoyment. Further, the lowest CR 
value was 0.657 for Intention to write reviews and the highest reported was 0.929 for the construct 
enjoyment. Therefore, the current measurement model fulfils the criteria for acceptance. However, the 
second concept the discriminant validity is expected to differentiate the construct of interest and other 
constructs. For this purpose, the researchers have employed the Fornell & Larcker (1981) criteria. As per 
the Fornell & Larcker (1981) criteria, the square root of the AVE from each construct (the diagonal values 
in table 3) and compared it with the correlation between the constructs (off-diagonal value in table 3). It 
was found that the square of AVEs are higher than the correlations coefficients of the constructs ((Byrne 
2001); (Hair et al., 2010) Chin 2010)). All the factors loaded above the prescribed level and the values of 
Cronbach’s alpha, Composite Reliability (CR) and Average Variance Extracted (AVE) are also within the 
recommended level. Based on the above findings, it was concluded that the measurement model has met 
both convergent and discriminant validity. 

Further, Various fit measures were used to adjudge the measurement model. First such discrepancy 
function used was chi-square goodness of the fit for the model (z2 = 1528.95). However, the goodness of 
fit indicates that if, the chi-square is not significant, the model is viewed as acceptable. In the current study 
it was statistically significant (p<0.01). The measurement model could be judged as providing an 
acceptable fit even though the chi-square value is statistically significant, especially with a large sample 
(Anderson and Gerbing, (1988), Bagozzi and Yi, (1988)). However, the relative chi-square (z2 /df) 
1528.95/254= 6.02, this index is less sensitive to sample size (Anderson and Gerbing, (1988), Bagozzi and 
Yi, (1988)). However, the threshold value of acceptance varies across researchers, for example, < 2 (Ullman, 
2001), < 3 (Byrne, 1994) to <5 (Schumacker & Lomax, 2004). The other goodness of fit index used to 
adjudge by using comparative fit indices that compare the target and the null model. The model is 
regarded as acceptable if NFI exceeds 0.9 (Byrne, 2001) (NFI=0.911), GFI =0.911 (Byrne, 2001) , AGFI 
=0.902, TLI=0.905 (Marsh, Balla & McDonald, (1988) (Hu 

& Bentler, 1999), CFI=0.942 (Byrne, 2001) threshold value is recommended at 0.93), (Fan et al., (1999). As 
suggested by Hu & Bentler (1999) values over 0.9 or 0.95 are considered acceptable. Further, root mean 
square error of approximation (RMSEA) =0.047 found within the recommended value of 0.05 (Stieger, 
1990) however, as recommended by Bagozzi and Yi, 

(1988), Browne & Cudeck, (1993) it should be ideally less than 0.08. These values suggest an adequate fit 
to the model, even though the chi-square was statistically significant. 
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 GRAPH STRUCTURAL 

MODEL 

 

Note: SU= Perceived Site Usefulness, PU= Perceived Product Usefulness, C= Confirmation, E = 
Enjoyment, S=Satisfaction, WOMI = Word of Mouth Intent and ITW = Intention to Write reviews regularly. 

Table 4: Structural Model Results 

 

 Estimate Standardised S.E. C.R. P Label 
SightU <--- Confir 0.559 0.586 0.042 13.444 *** Supported 
ProdU <--- Confir 0.817 0.868 0.039 20.812 *** Supported 
Satisf <--- Confir 0.293 0.371 0.056 5.237 *** Supported 
Satisf <--- SigUse 0.289 0.35 0.049 5.957 *** Supported 
Satisf <--- Enjoy 0.15 0.167 0.048 3.099 0.002 Supported 
Satisf <--- ProdU 0.137 0.163 0.055 2.472 0.013 Supported 
ewoM <--- Satisf 0.92 0.814 0.057 16.218 *** Supported 
IntRevi <--- Satisf 0.21 0.15 0.105 2.002 0.045 Supported 
IntRevi <--- ewoM 0.692 0.561 0.095 7.263 *** Supported 

Note*p<0.05, ***p<0.01(based on one-tailed test with 5000 bootstrapping) 

Note: SU= Perceived Site Usefulness, PU= Perceived Product Usefulness, C= Confirmation, E = 
Enjoyment, S=Satisfaction, WOMI = Word of Mouth Intent and ITW = Intention to Write reviews regularly. 

Not 

e: Fit measures: z2 = 1729.09, z2 /df = 6.55, NFI=0.941, GFI =0.923, AGFI =0.819, TLI=0.885, CFI=0.902 and 
RMSEA =0.051. 
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 Structural model: to assess the hypothetical relationship among the chosen variables, the researchers 
have developed a structural model. The regression coefficients (β) for every 

hypothesis are presented in table 4. Current study findings strongly support all proposed hypotheses. As 
shown in table 4, the first independent variable Confirmation is statistically significant with sight 
usefulness with a standardised coefficient of β= 0.583, C.R. =13.346, p<0.01, with product usefulness β= 
0.869, C.R. =20.825, p<0.01, with satisfaction β= 0.355, CR= 5.138, p<0.01 were statistically significant. 
However, sight usefulness was statistically significant with β= 0.364, CR= 6.131, p<0.01 on Satisfaction, 
product usefulness was statistically significant with β= 0.17, CR= 2.649, p<0.05 on Satisfaction. The 
independent variable enjoyment was statistically significant with β= 0.172, CR= 3.174, p<0.05 on 
Satisfaction. Further, Satisfaction was statistically significant with β= 0.833, CR= 16.547, p<0.01 on Word 
of Mouth Intent and intention to write reviews was also statistically significant with β= 0.645, CR= 13.609, 
p<0.01. Finally, continuance of intention to write online reviews regularly was statistically significant with 
β= 0.561, CR= 7.263, p<0.01. 

The R2 for the endogenous construct “perceived product usage” was 0.75 meaning that 75 

percent of the variance is explained by the exogenous construct. Similarly, for the construct perceived 

website usefulness the R2 value was 0.34 indicating 34 percent variance was explained by the IVs, for the 
construct satisfaction, R2 value was 0.82 indicating 82 percent variance was explained by the independent 

variables, foe eWOM R2 was 0.66 indicating 66.3 percent variance and for continuance of intention to 
write reviews it was 0.547 indicating a variance of 54.7 percent captured by exogenous variables. 

However, chi-square goodness of the fit for the model z2 = 1729.097 and was significant (p<0.01). The 
relative chi-square (z2 /df) 1729.097/264= 6.55. The other goodness of fit index used to adjudge by using 
comparative fit indices that compare the target and the null model. The NFI=0.941, GFI =0.923, AGFI 
=0.913, TLI=0.885, CFI=0.902 and AGFI=0.819. These 

values suggest an adequate fit to the model. 

MEDIATION EFFECT OF E - WORD OF MOUTH ON THE IMPACT OF SATISFACTION DERIVED OUT 

OF PRODUCT AND WEBSITE USEFULNESS ON CONTINUANCE OF eWORD OF MOUTH 

REGULARLY 
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 TABLE 5: MEDIATION TEST RESULTS 

 

 Estimate Standardised S.E. C.R. P Label 

eWOM <--- Satisfaction 0.726 0.786 0.042 17.19 *** Supported 
CIWOM <--- eWOM 0.752 0.624 0.093 8.07 *** Supported 
CIWOM <--- Satisfaction 0.16 0.143 0.081 1.962 0.05  

Note: S=Satisfaction, eWOM = e Word of Mouth and CIWOM = Intention to Write 
reviews regularly. 

Note: Fit measures: z2 = 182.094, z2 /df = 5.69, NFI=0.911, GFI =0.903, AGFI =0.901, TLI=0.891, CFI=0.889 

and RMSEA =0.047. 

Analysis: According to Baron & Kenny (1986). The mediator role of a third variable (eWOM), which denotes 
the generative mechanism through which the pivotal independent variable (Satisfaction) is able to affect 
the dependent variable (Continuance of writing online reviews regularly). In the first phase, the research 
found a positive significant relationship between satisfaction  eWOM, Satisfaction  continuance 
intention to write online reviews regularly and eWOM  continuance intention to write online reviews 
regularly. In the second phase in order to explore is there any mediation effect between satisfaction 
continuance intention to write online reviews regularly through eWOM, the researcher have conducted 
mediation analysis by using AMOS, the bootstrap procedure was employed by running 5000 bootstrap 
runs. For this purpose, they have developed the following hypothesis: 

H: eWOM mediates the relationship between satisfaction and continuance of writing online reviews 
regular basis. 

It is evident from the above table 5, that the direct path between satisfaction and continuance of 
intention of writing online reviews regular basis was not statistically significant with a standardised 
coefficient β =0.081(t=1.962) with a p value of 0.05 (=0.05). However, the direct path between satisfaction 
to eWOM was statistically significant with a standardised coefficient β =0.786 (t=17.19) with a p value of 
0.000 (<0.01) followed by between eWOM to continuance of intention of writing online reviews regular 
basis was statistically significant with a standardised coefficient β =0.624 (t=8.07) with a p value of 0.000 
(<0.01). The indirect path satisfaction  eWOM  continuance of intention of writing online reviews 
regular basis has a positive coefficient β =0.546, with p value of 0.000 (<0.01) with an upper bound and 
lower bound confidence interval 1.009 – 0.692 which was statistically significant. This indicates that there 
is a mediation effect between satisfaction and continuance of intention of writing online reviews regular 
basis when eWOM was introduced as mediating variable. 

Discussion and Conclusion 

According to McKinsey (2021), eWOM is perceived as one of the major drivers of a product or service 

success in the 21st century. Therefore, to guarantee brand success, especially in this digital era, marketers 

need to be very careful about the impact of customer reviews on the brand as reviews posted on online 

platforms have a key role in consumer purchase decisions. According to Spiegel Research Centre (2017) 

reviews are termed as a powerful form of consumer engagement. They provide a very valuable 

information about the end-to-end usage of goods and services by the customers to prospective buyers. 

According to Lovett et al., (2013), online reviews spread because of social, emotional and functional 
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 influences without any economic incentives. Therefore, the current study has been taken up to explore 

the antecedents of eWOM and intention to write online reviews regularly by the customers. To realise 

the stated aims the researchers have prepared a structured research instrument, pre-tested and 

administered on 536 respondents. The data collected has been tested for internal consistency by 

running reliability analysis. In the next phase the proposed model was tested by running structural 

equation model to test the hypothesis. In the 

current study the researchers were able to establish the relationship between confirmation with sight 
usefulness, product usefulness and satisfaction, enjoyment to satisfaction, satisfaction to eWOM and 
intention to write reviews regularly. 

Now, internet is embryonic to be a medium where consumers evaluate the reviews written by like-minded 
consumers. Therefore, it is very vital for the marketers to understand the importance of customers review 
posted on internet and how they impact their business as well. Further, it is worthy to note that, by 
understanding the antecedents of intention to write reviews would help them to develop plans to improve 
the business. 

Generally, marketers provide product discerption and other relevant information to the consumers to 
promote their product and services. Just providing discerption and information is no longer enough to 
attract customers, because consumers are skeptical about purchasing a product or services only on the 
discerption and information provided by the seller. They generally need more information about the usage 
experience of the existing customers. Therefore, online customer reviews are often as important as photos 
and product descriptions provided by the sellers. According to Fan and Fuel (2016), 92% of the consumers 
hesitate to make a purchase, if there is no reviews posted, 95% of the customers bought the products 
based on the customer’s review (Spiegel Research Centre (2017)), 73% of them trusted the written reviews 
than the star ratings. Further, 35% of the consumers claimed that one negative review can force them not 
to buy the product. 

Therefore, the markers should ask the best customers to write reviews on their product or services usage 
experience on internet by encouraging them to provide required information. It is also suggested to 
handle the negative reviews written by the unhappy customer by responding instantly and convey your 
willingness to assist the dissatisfied customer because latest studies evidenced that 53.3% of the 
customers expects marketers to react to negative reviews within a week’s time. At the same time the same 
study confirmed that 44.6% of the consumers claimed they are more likely to buy from a business that 
responds to negative news immediately. The question before the marketers is, what kind of response is 
more effective to address the negative reviews? Is it an instant response or delayed response? What 
should be the tone of the response? An emotional response or professional response, how it should be 
addressed? Would it be active response or defensive response? To confirm this, a study conducted by 
Gang Liu (2020), concluded that sellers’ reply to reviews at a higher rate can improve sales performance 
significantly. Because, this behaviour of sellers demonstrates their determination and capability to take 
appropriate actions to solve the problems faced by the customers. In turn it helps the sellers to win the 
trust of consumers in seller’s products (ibid). Therefore, it is advisable for the sellers to pay extra attention 
to negative reviews posted on online platform to regain the buyer’s trust. 

The very important question that arises out of this discussion is, how these reviews influence the purchase 
decisions of the prospective customers? However, the degree of this influence depends on many factors 
such as number of reviews written on website, product rating, price of the product, number of negative 
reviews, usage of words in the negative reviews etc. A study by Spiegel Research Centre (2017), revealed 
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 that the purchase likelihood of a products being displayed with reviews are 270% greater than the 

products with no reviews. The same study confirmed that the reviews have a greater impact on 
probability of purchase for higher- priced products than the lower-priced one. 

Further, it is worth to note that in a study conducted by Power Reviews (2014), negative reviews posted 
by the customers establish trust with the prospective customers. Accordingly, North Western Research 
team (cited in Power Reviews (2014)) believes that the consumers think that any rating which is almost 
equal to 5.0 rating as “too good to be true”. Negative reviews help the consumers to establish trust and 
genuineness. Apart from this, online reviews provide valuable information before making purchase 
decision because the seller provides information only about the product characteristics, technical details 
and performance in relation to technical standards in the form of product marketing efforts. However, the 
consumers gather certain unique information over and above the information provided by the seller such 
as buying, delivery and usage experience of the product (Lee et al (2008)). 

Product reputation is not just formed by what the marketers claim and publicise but also what customers 
are posting on various websites as online reviews. Online reviews not only have the significant power to 
influence the consumer decisions but could improves a product’s credibility. However, recently a survey 
conducted by Appetitive Marketing Research (2014) concluded that 55% of the reviews available on the 
App Store are fake and even 45% of the reviews posted on the Google Play Store platform are fake as 
well. It is due to the anonymity of the online environment. As most of the customers do not know anything 
about sellers and reviewers, thus it is hard for them to trust the online community. Consequently, the 
perception of review posted online and its utility for consumers decays significantly. Therefore, the 
betrayed customers no longer know whom to trust. As a result, the question before the marketers who 
never generate fake reviews is that, how do they win customer’s trust in an atmosphere where most 
consumers are doubting of online reviews. Therefore, it is advisable to build an effective and stable 
online platform among consumers and marketers to gain the customer’s confidence. 

Further, it is advisable for the marketers to develop strategies for gathering online reviews available on 
online platforms, reacting and monitoring various reviews posted by the customers on their or third-party 
websites and take suitable remedial steps. Apart from this the reviews which are credible can be a 
prominent competitive advantage over their rival firms. In addition to the above, it is advisable for the 
marketers to exhibit reviews and ratings given by the customers on their product websites. Accept negative 
reviews posted by the customers as they are likely to establish credibility and genuineness. In addition, 
the marketers have little control over the negative reviews posted by the customers. However, it is 
suggested to the marketers to take very active part in improving the online reviews by responding to the 
reviews. By doing so one can make a significant positive impact on the product reputation. It is not 
necessary that all online review websites are extremely pertinent to the business. Therefore, they need to 
understand which websites are highly relevant for the marketer’s industry that would add value to the 
business. 

Managerial Implications 

The current study has tried to uncover the online reviewer’s intention of continuing writing reviews about 
their experience of online product purchasing and its perceived usefulness by using ECM. The current 
study contributes towards literature by adding an additional dimension such as continuous intention of 
writing online reviews after writing online reviews once or twice on various websites. Apart from these, 
the current study findings have 
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 few key practical implications. Th e findings of the study help the marketers to understand 
the various antecedents of satisfaction such as (i) perceived confirmation of product with the 
expected quality; (ii) is website appealing to the consumers by providing adequate information 
without any bias such as over information or inadequate information and finally (iii) enjoyment 
that refers to internal stimulus of ordering the product or services online, getting it delivered and 
enjoying the usage experience of the product or services would it be pleasurable in its own right. 
Therefore, it is very essential for the marketers to confirm customers expectation before 
delivering the product or services. If, the delivered product or services do not match the 
expectations of the customers, they tend to write negative online reviews which in turn affect 
the reputation of the marketers. Therefore, it is very important that the negative online reviews 
should be viewed as a vital source of information for the online buyers as it allows them to set a 
quality expectation of the product or services that they are intendent to buy. Further, the online 
reviews are expected to reduce the risk and uncertainty of buying the product online (Ye & Zhou, 
2014). 

Limitations Of the Study and Directions for Future Research 

The current empirical study has been undertaken with an intention to understand the writing eWOM once 
or twice and continuance intention to write eWOM by the customers by applying ECM. Regardless of 
expected outcome that was obtained, the study has few limitations. First, the study is conducted in 
Southern India on a sample size of 536 respondents where female respondents were higher than male 
respondents, consequently, the findings may not be pertinent to other countries. Therefore, it is 
suggested to conduct an extended study of this kind by incorporating equal ratio of male and female 
respondents, covering more countries to capture various geographical variation in regions and influence 
of culture may be investigated to add depth to the research. In addition, the current study chooses the 
ECT to understand the customers continuance intention to write online reviews regularly. However, while 
linking the eWOM with continuance intention to write online reviews there may be certain interfering 
factors such as age, gender and income level that may affect the intention to write online reviews. 
Therefore, future studies of this kind encompassing interfering factors to understand the intention to write 
online reviews and continuance of writing online reviews maybe undertaken. Further, it is also noticed 
that there is dearth of research especially in the following areas. Why did customer post a review? What 
are the motives (intrinsic or extrinsic) behind posting reviews online? What is prompting them to post 
reviews online about their online shopping experience? These thought-provoking questions are worthy of 
further examination. Further, how online reviews might affect the diffusion and adoption of less known 
products compared to well-known products can be empirically tested. In addition, an extended study of 
the same genre encompassing both experience goods and search goods to explore the possible differences 
in terms of eWOM and continuance of intention to write reviews can be undertaken. 

References 

 , Available at https://www.reviewtrackers.com/guides/examples-responding- reviews/ 

Alex Walz, Apptentive Marketing Research (2014). The importance of Mobile Feedback. Available at 
https://www.apptentive.com/blog/2014/12/10/importance-of-mobile-feedback/ 

Allsop, D.T., Bassett, B.R., and Hoskins, J.A. (2007), “Word of mouth: Principles and applications”, 
Journal of Advertising Research, Vol. 47, No. 2, pp. 398-411. 

http://www.reviewtrackers.com/guides/examples-responding-
http://www.apptentive.com/blog/2014/12/10/importance-of-mobile-feedback/


 
 

ISBN code 978-93-83302-81-9  P a g e  | 20 
 

    
Shri Dharmasthala Manjunatheshwara Institute for Management Development, Mysuru, India  

7th International Conference on “Technology and Transformation in Marketing:  
Advancing Purpose, Performance, and Personalisation for Impact“, on 23rd January 2026. 

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
-------------- 

 Altinkemer K, Prabuddha D, Zafer O (2006). Information system and health care XII: toward a 
customer-to-healthcare provider (C2H) electronic marketplace. Communications of the Association 
for Information Systems 2006;18(1):413-430. 

Anderson, E. W., and Sullivan, M. W. (1993). “The antecedents and consequences of customer 
satisfaction for firms,” Marketing science, 12(2), pp.125-143. 

Anderson, Eugene W. (1998), “Customer Satisfaction and Word of Mouth,” Journal of Service Research, 
1 (1), 5–17. 

Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modeling 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 

Aslina Baharum and Azizah Jaafar (2015). User Interface Design: A Study of Expectation confirmation 
Theory. Proceedings of the 5 th International Conference on Computing and Informatics, ICOCI 2015 
11-13 August, 2015 Istanbul, Turkey. Universiti Utara Malaysia. Paper No. 064, 17–24. 

Ba, S. and Pavlou, P.A. 2002. "Evidence of the Effect of Trust Building Technology in Electronic Markets: 
Price Premiums and Buyer Behavior," MIS Quarterly (26:3), pp. 243- 268. 

Bae, J., & Kim, B. (2013). Is the electronic word of mouth effect always positive on the movie? Academy 
of Marketing Studies Journal, 17(1). Retrieved from http://http://www.alliedacademies.org 

Baek, H., Ahn, J., and Choi, Y. (2012). “Helpfulness of online consumer reviews: Readers' objectives 
and review cues,” International Journal of Electronic Commerce, 17(2), pp.99- 126. 

Bagozzi, R. P.; Davis, F. D.; Warshaw, P. R. (1992), "Development and test of a theory of technological 
learning and usage.", Human Relations, 45 (7): 660–686, doi:10.1177/001872679204500702, 
hdl:2027.42/67175, S2CID 145638641 

Bagozzi, R.P. (2007), "The legacy of the technology acceptance model and a proposal for a paradigm 
shift.", Journal of the Association for Information Systems, 8 (4): 244–254, doi:10.17705/1jais.00122 

Bagozzi, R.P., Yi, Y. On the evaluation of structural equation models. JAMS 16, 74–94 (1988). 
https://doi.org/10.1007/BF02723327 

Balter, D. (2004). Introduction to BzzAent: Word of Mouth. Available at 
http://IntrotoBzzAgentWordOfMouth.html. 

Bambauer-Sachse, S. and Mangold, S. 2011. "Brand Equity Dilution through Negative Online Word-of-
Mouth Communication," Journal of Retailing and Consumer Services (18:1), pp. 38- 45. 

Banerjee, S., and Chua, A. Y. K. (2014). “A theoretical framework to identify authentic online reviews,” 
Online Information Review, 38(5), pp.634-649. 

Baron, Reuben & Kenny, David. (1986). The moderator-mediator variable distinction in social 
psychological research: Conceptual, strategic, and statistical considerations. Journal of Personality 
and Social Psychology. 51. 1173-1182. 10.1037//0022-3514.51.6.1173. 

Basuroy, Suman, Subimal Chatterjee, and S. Abraham Ravid (2003), “How Critical Are Critical Reviews? 
The Box Office Effects of Film Critics, Star Power, and Budgets,” Journal of Marketing, 67 (October), 
103–117 

http://http/www.alliedacademies.org
http://introtobzzagentwordofmouth.html/


 
 

ISBN code 978-93-83302-81-9  P a g e  | 21 
 

    
Shri Dharmasthala Manjunatheshwara Institute for Management Development, Mysuru, India  

7th International Conference on “Technology and Transformation in Marketing:  
Advancing Purpose, Performance, and Personalisation for Impact“, on 23rd January 2026. 

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
-------------- 

 Berger, J., Sorensen, A.T., and Rasmussen, S.J. 2010. "Positive Effects of Negative Publicity: When 
Negative Reviews Increase Sales," Marketing Science (29:5), pp. 815-827. 

Bhattacherjee, A. (2001). Understanding Information Systems Continuance: An Expectation 
Confirmation Model. MIS Quarterly, 25(3), 351-370. 

Bliemel M, Hassanein K. (2006). Consumer Satisfaction with Online Health Information Retrieval: A 
Model and Empirical Study. e-Service Journal 2006;5(2):53-83. 

Boatwright, Peter H., Wagner Kamakura, and Suman Basuroy (2007), “Reviewing the Reviewers: The 
Impact of Individual Film Critics on Box Office Performance,” Quantitative Marketing and Economics, 
5 (4), 401–425. 

Bollen, KA. Structural equations with latent variables. New York, NY: John Wiley; 1989. 

Bougie, R., Pieters, R., & Zeelenberg, M, (2003). Angry customers don’t come back, they get back: The 
experience and behavioural implications of anger and dissatisfaction in services. Journal of the 
Academy of Marketing Science, 31, 4, 377-393 

BrightLocal. 2014. "Local Consumer Review Survey 2014." Available at, 
http://www.brightlocal.com/2014/07/01/local-consumer-review-survey-2014 

Browne, M. W., & Cudeck, R. (1993). Alternative ways of assessing model fit. In K. A. Bollen & J. S. Long 
(Eds.), Testing structural equation models (pp. 136-162). Newsbury Park, CA: Sage. 

Brüggen, E. C., Foubert, B., and Gremler, D. D. (2011). “Extreme makeover: Short and long- term effects 
of a re-modelled service scape,” Journal of Marketing, 75(5), pp.71-87. 

Bryant, F. B., & Yarnold, P. R. (1995). Principal components analysis and exploratory and confirmatory 
factor analysis. In L. G. Grimm & P. R. Yarnold (Eds.), Reading and understanding multivariate analysis. 
Washington, DC: American Psychological Association. 

Byrne, B. M. (1994). Structural equation modeling with EQS and EQS/Windows. Thousand Oaks, CA: 
Sage Publications. 

Byrne, Barbara M. (2001). Structural Equation Modeling with AMOS: Basic Concepts, Applications, 
and Programming (1st Ed.). 10.4324/9780203726532. 

C. M. Fuller, M. J. Simmering, G. Atinc, Y. Atinc, and B. J. Babin, Common methods variance detection in 
business research, Journal of Business Research, vol. 69, no. 8, pp. 3192-3198, 2016. 

Canhoto, Ana & Kietzmann, Jan. (2013). Bitter-Sweet! Understanding and Managing Electronic Word 
of Mouth. Journal of Public Affairs. 13. 146–159. 10.1002/pa.1470. 

Capretz and Raza (2015) - perceived productivity was the primary factor to successfully apply mobile 
learning. 

Caruana, A. (2002). “Service loyalty: The effects of service quality and the mediating role of customer 
satisfaction,” European journal of marketing, 36(7/8), pp.811-828. 

Chang, M. Y., Pang, C., Tarn, J. M., Liu, T. S., & Yen, D. C. (2015). Exploring user acceptance of an e-hospital 
service: An empirical study in Taiwan. Computer Standards and Interfaces, 38, 35-43. 

Chang, SJ., van Witteloostuijn, A. & Eden, L. From the Editors: Common method variance in 
international business research. J Int Bus Stud 41, 178–184 (2010). 

http://www.brightlocal.com/2014/07/01/local-consumer-review-survey-2014


 
 

ISBN code 978-93-83302-81-9  P a g e  | 22 
 

    
Shri Dharmasthala Manjunatheshwara Institute for Management Development, Mysuru, India  

7th International Conference on “Technology and Transformation in Marketing:  
Advancing Purpose, Performance, and Personalisation for Impact“, on 23rd January 2026. 

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
-------------- 

 Chea, S., and Luo, M. M. (2008). “Postadoption behaviors of e-service customers: The interplay of 
cognition and emotion,” International Journal of Electronic Commerce, 12(3), pp.29-56. 

Chen, C.F. Investigating structural relationships between service quality, perceived value, satisfaction, 
and behavioral intentions for air passengers: Evidence from Taiwan. Transp. Res. Part A. 2008, 42, 709–
717. 

Chen, P., Dhanasobhon, S., and Smith, M. 2008. “All Reviews Are Not Created Equal: The Disaggregate 
Impact of Reviews on Sales on Amazon.com,” working paper, Carnegie Mellon University (available at 
SSRN: http://ssrn.com/abstract=918083). 

Chen, Pei-Yu, Shin-Yi Wu, and Jungsun Yoon (2004), “The Impact of Online Recommendations and 
Consumer Feedback on Sales,” in Proceedings of the International 

Conference on Information Systems, ICIS 2004. Seattle: Association for Information Systems, 711–24. 

Chen, S. C., Liu, M. L., & Lin, C. P. (2013). Integrating technology readiness into the expectation– 
confirmation model: An empirical study of mobile services. Cyberpsychology, Behavior, and Social 
Networking, 16(8), 604- 612. 

Chen, Y., & Xie, J. (2008). Online consumer review: Word-of-mouth as a new element of marketing 
communication mix. Management Science, 54(3), 477-491. doi:10.1287/mnsc.1070.0810 

Cheung, C. M. Y., Sia, C. L., and Kuan, K. K. (2012). “Is this review believable? A study of factors affecting 
the credibility of online consumer reviews from an ELM perspective,” Journal of the Association for 
Information Systems, 13(8), pp.618-635. 

Cheung, C. M., Lee, M. K., and Rabjohn, N. (2008). “The impact of electronic word-of-mouth: The 
adoption of online opinions in online customer communities,” Internet research, 18(3), pp.229-247. 

Chevalier, J., and Goolsbee, A. Measuring prices and price competition online: Amazon and Barnes 
and Noble. Quantitative Marketing and Economics, 1, 2 (2003), 203-222. 

Chevalier, J.A. and Mayzlin, D. 2006. "The Effect of Word of Mouth on Sales: Online Book Reviews," 
Journal of Marketing Research (43:3), pp. 345-354. 

Chin, W. W. (2010) How to write up and report PLS analyses. In V. Esposito Vinzi, W. W. Chin, J. 
Henseler, & H. Wang (Eds.) Handbook of partial least squares: Concepts, methods and applications (pp. 
655-690). Berlin: Springer-Verlag 

Chin, W., Thatcher, J., & Wright, R. (2012). Assessing common method bias: Problems with the ULMC 
technique. MIS Quarterly, 36(3), 1003--1019 

Cho, J. (2016). The impact of postadoption beliefs on the continued use of health apps. International 
Journal of Medical Informatics, 87, 75-83. https://doi.org/10.1016/j. ijmedinf.2015.12.016 

Cho, J., Quinlan, M., Park, D., & Noh, G. (2014). Determinants of adoption of smartphone health apps 
among college students. American Journal of Health Behavior, 38(6), 360-370. https:// 
doi.org/10.5993/AJHB.38.6.8 

Cho, Y., Im, I., Hiltz, R., and Fjermestad, J. 2002. "An Analysis of Online Customer Complaints: 
Implications for Web Complaint Management," Proceedings of the 35th Annual Hawaii International 
Conference on System Sciences, pp. 2308-2317. 

http://ssrn.com/abstract%3D918083)


 
 

ISBN code 978-93-83302-81-9  P a g e  | 23 
 

    
Shri Dharmasthala Manjunatheshwara Institute for Management Development, Mysuru, India  

7th International Conference on “Technology and Transformation in Marketing:  
Advancing Purpose, Performance, and Personalisation for Impact“, on 23rd January 2026. 

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
-------------- 

 Chow, W.S.; Shi, S. Investigating students’ satisfaction and continuance intention toward e- Learning: 
An Extension of the expectation–Confirmation model. Proc. Soc. Behav. Sci. 2014, 141, 1145–1149. 

Christodoulides G, Michaelidou N, Argyriou E (2012) Cross-national differences in e-WOM influence. 
European Journal of Marketing 46: 1689-1707. 

Churchill Jr, G. A., and Surprenant, C. (1982). “An investigation into the determinants of customer 
satisfaction,” Journal of marketing research, 19(4), pp.491-504. 

Comrey, A. L., & Lee, H. B. (2013). A first course in factor analysis. Psychology Press. 

Cortina, J. M. (1993). What is coefficient alpha? An examination of theory and applications. Journal 
of Applied Psychology, 78(1), 98–104. doi:10.1037/0021-9010.78.1.98. 

Coulter K, Roggeveen A (2012) Like it or not: Consumer responses to word-of-mouth communication 
in on-line social networks. Management Research Review 35: 878-899. 

Cronbach, L. J. (1951). Coefficient alpha and the internal structure of tests. Psychometrika, 16(3), 
297–334. doi:10.1007/bf02310555. 

Cui, G., Lui, H. K., and Guo, X. (2012). “The effect of online consumer reviews on new product sales,” 
International Journal of Electronic Commerce, 17(1), pp.39-58. 

Dabholkar, P. A.; Shepard, C. D.; and Thorpe, D. I. (2000)” A Comprehensive Framework for Service 
Quality: an investigation of critical conceptual and measurement issues through a longitudinal study”, 
Journal of Retailing, Vol. 76, No. 2, pp. 139-173. 

Davis, F. D. (1989) “Perceived Usefulness, Perceived Ease of Use, and User Acceptance of Information 
Technology,” MIS Quarterly (13) 3, pp. 319-340 

Dellarocas, C., Zhang, X. M., & Awad, N. F. (2007). Exploring the value of online product reviews in 
forecasting sales: The case of motion pictures. Journal of Interactive Marketing, 21(4), 23-45. 
doi:10.1002/dir.20087 

Dellarocas, Chrysanthos (2003), “The Digitization of Word of Mouth: Promise and Challenges of Online 
Feedback Mechanisms,” Management Science, 49 (10), 1401–1424. 

Dichter, E. (1966), "How Word-of-Mouth Advertising Works," Harvard Business Review, (November-
December), 147-166. 

Dimensional Research. 2013. "Customer Service and Business Results: A Survey of Customer Service
 from Mid-Size Companies." Available at, 
https://www.zendesk.com/resources/customer-service-and-lifetime-customer-value 

Duan, W., Gu, B., and Whinston, A. 2009. "Informational Cascades and Software Adoption on the 
Internet: An Empirical Investigation," MIS Quarterly (33:1), pp. 23-48. 

Duan, W., Gu, B., and Whinston, A.B. 2008. "The Dynamics of Online Word-of-Mouth and Product 
Sales: An Empirical Investigation of the Movie Industry," Journal of Retailing (84:2), 

pp. 233-242. 

Duan, Wenjing, Bin Gu, and Andrew B. Whinston (2008), “Do Online Reviews Matter? An Empirical 
Investigation of Panel Data,” Decision Support Systems, 45 (4), 1007–1016. 

http://www.zendesk.com/resources/customer-service-and-lifetime-customer-value


 
 

ISBN code 978-93-83302-81-9  P a g e  | 24 
 

    
Shri Dharmasthala Manjunatheshwara Institute for Management Development, Mysuru, India  

7th International Conference on “Technology and Transformation in Marketing:  
Advancing Purpose, Performance, and Personalisation for Impact“, on 23rd January 2026. 

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
-------------- 

 Dwyer, P. (2007). Measuring the value of electronic word of mouth and its impact in consumer 
communities. Journal of Interactive Marketing, 21(2), 63-79. doi:10.1002/dir.20078 

Eagly, A.H., Chaiken, S., 1993. The Psychology of Attitudes. Harcourt Brace Jovanovich College 
Publishers. 

Engel James E, Blackwell Roger D, Kegerreis Robert J (1969) How information is used to adopt an 
innovation. The Journal of Advertising Research 9: 3-8. 

Fan & Fuel (2016), No online customer reviews means BIG problems in 2017. Available at 
https://fanandfuel.com/no-online-customer-reviews-means-big-problems-2017/ 

Fan, X., B. Thompson, and L. Wang (1999). Effects of sample size, estimation method, and model 
specification on structural equation modeling fit indexes. Structural Equation Modeling, 6, 56-83. 

Fei, Z. (2011). A study on relationship between online trust and E-WOM communication in B2C 
environment. Proceeding of the E-Business and E-Government (ICEE), 2011 International Conference on, 
Shanghai, (1-4). doi:10.1109/ICEBEG.2011.5881684 

Feng Zhu & Xiaoquan (Michael) Zhang (2010). Impact of Online Consumer Reviews on Sales: The 
Moderating Role of Product and Consumer Characteristics. Journal of Marketing Vol. 74 (March 2010), 
133–148 

Fogel, J., Zachariah, S., 2017. Intentions to Use the Yelp Review Website and Purchase Behavior after 
Reading Reviews. J. Theor. Appl. Electron. Commerce Res. 12 (1), 53–67. 

Fornell, C. and D.F. Larcker, "Evaluating structural equation models with unobservable variables and 
measurement error," Journal of Marketing Research, 1981, 18, pp. 39–50. 

Gensler, Sonja & Völckner, Franziska & Liu-Thompkins, Yuping & Wiertz, Caroline. (2013). Managing 
Brands in the Social Media Environment. Journal of Interactive Marketing. 27. 242– 

256. 10.1016/j.intmar.2013.09.004. 

Godes, David and Dina Mayzlin (2004), “Using Online Conversations to Study Word-of-Mouth 
Communication,” Marketing Science, 23 (4), 545–60 

Goodman, L.A. (1961). "Snowball sampling". Annals of Mathematical Statistics. 32 (1): 148– 

170. doi:10.1214/aoms/1177705148. 

Grégoire, Y., Fisher, R.J., 2008. Customer betrayal and retaliation: when your best customers become 
your worst enemies. J. Acad. Market. Sci. 36 (2), 247–261. 



 
 

ISBN code 978-93-83302-81-9  P a g e  | 25 
 

    
Shri Dharmasthala Manjunatheshwara Institute for Management Development, Mysuru, India  

7th International Conference on “Technology and Transformation in Marketing:  
Advancing Purpose, Performance, and Personalisation for Impact“, on 23rd January 2026. 

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
-------------- 

 Griethuijsen, R. A. L. F., Eijck, M. W., Haste, H., Brok, P. J., Skinner, N. C., Mansour, N., et al. (2014). 
Global patterns in students’ views of science and interest in science. Research in Science Education, 
45(4), 581–603. doi:10.1007/s11165-014-9438-6. 

Gruen TW, Osmonbekov T, Czaplewski AJ (2006) eWOM: The impact of customer-to- customer online 
know-how exchange on customer value and loyalty. Journal of Business Research 59: 449-456 

Gupta, Pranjal & Harris, Judy. (2010). How E-WOM recommendations influence product 
consideration and quality of choice: A motivation to process information perspective. Journal of 
Business Research. 63. 1041-1049. 10.1016/j.jbusres.2009.01.015. 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data analysis (7 ed.). Upper 
Saddle River, NJ, USA: Prentice-Hall, Inc. 

Hair, J. F., Jr., Anderson, R. E., Tatham, R. L., & Black, W. C. (1995). Multivariate data analysis with 
readings (4th ed.). Upper Saddle River, NJ: Prentice-Hall. 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2013). Editorial – Partial Least Squares Structural Equation 
Modeling: Rigorous Applications, Better Results and Higher Acceptance. Long Range Planning, 46(1-
2), 1-12 

Hajli, N., Xiaolin, L., Featherman, M., and Yichuan, W. 2014. "Social Word of Mouth," International 
Journal of Market Research (56:5), pp. 673-689. 

Hatcher, L. (1994). A step-by-step approach to using the SAS system for factor analysis and structural 
equation modeling. Cary, NC: SAS Institute. 

Hennig-, T., Malthouse, E. C., Friege, C., Gensler, S., Lobschat, L., Rangaswamy, A., &Skiera, 

B. (2010). The impact of new media on customer relationships. Journal of Service Research, 13(3), 
311-330. 

Hennig-Thurau, T., Gwinner, K.P., Walsh, G., and Gremler, D.D. 2004. "Electronic Word- ofMouth Via 
Consumer-Opinion Platforms: What Motivates Consumers to Articulate Themselves on the Internet?" 
Journal of Interactive Marketing (18:1), pp. 38-52. 

Hsu, C.L.; Lin, J.C.C. What drives purchase intention for paid mobile apps?–An expectation 
confirmation model with perceived value. Electron. Commer. Res. Appl. 2015, 14, 46–57 

Hu, L. T., & Bentler, P. M. (1995). Evaluating model fit. In R. H. Hoyle (Ed.), Structural equation 
modeling: Concepts, issues, and applications (pp. 76-99). Thousand Oaks, CA: Sage. 

HU, Nan; LIU, Ling; and ZHANG, Jennifer. Do Online Reviews Affect Product Sales? The Role of 
Reviewer Characteristics and Temporal Effects. (2008). Information Technology and Management. 9, 
(3), 201-214. 

Huang, J. and Chen, Y. (2006), “Herding in online product choice”, Psychology and Marketing, Vol. 23 No. 
5, pp. 413-28. 

Hung, S. Y., Hung, H. M., Chang, C. M. & Tsai, J. C. A. (2015). Cognitive and affective factors influencing 
customer adoption of social commerce: An empirical study. International Journal of Business and 
Systems Research, 9(2): 154-178. 



 
 

ISBN code 978-93-83302-81-9  P a g e  | 26 
 

    
Shri Dharmasthala Manjunatheshwara Institute for Management Development, Mysuru, India  

7th International Conference on “Technology and Transformation in Marketing:  
Advancing Purpose, Performance, and Personalisation for Impact“, on 23rd January 2026. 

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
-------------- 

 Hunt H. (1977). CS/D-overview and future research directions. In: Hunt H, editor. Conceptualization 
and Measurement of Consumer Satisfaction and Dissatisfaction. Cambridge, MA: Marketing Science 
Institute:455-488. 

Iuliana-Raluca Gheorghe and Mei-Na Liao (2012). Investigating Romanian healthcare consumer 
behaviour in online communities: Qualitative research on negative eWOM. Procedia 

- Social and Behavioral Sciences 62, 268 – 274 

Jalilvand, M.R., Samiei, N., 2012. The impact of electronic word of mouth on a tourism destination 
choice: testing the theory of planned behavior ((TPB)). Int. Res.: Electron. Netw. Appl. Policy 22 (5), 
591–612. 

Jeong, E., & Jang, S. S. (2011). Restaurant experiences triggering positive electronic word-of- mouth 
(eWOM) motivations. International Journal of Hospitality Management, 30(2), 356-366. 
doi:10.1016/j.ijhm.2010.08.005 

Jumin, L., Park, D. and Han, I. (2008), “The effect of negative online consumer reviews on product 
attitude: an information processing view”, Electronic Commerce Research and Applications, Vol. 7 
No. 3, pp. 341-52 

Karakaya, Fahri & Barnes, Nora. (2010). Impact of online reviews of customer care experience on brand 
or company selection. Journal of Consumer Marketing. 27. 447-457. 10.1108/07363761011063349. 

Katz, E., and Lazarsfeld, P. F. (1966). Personal Influence: The Part Played by People in the Flow of Mass 
Communications. Piscataway, NJ: Transaction Publishers 

Kline, R. B. (2011). Convergence of structural equation modelling and multilevel modelling. The SAGE 
Handbook of Innovation in Social Research Methods. 

Krishnan, R., Martin, X., & Noorderhaven, N.G. (2006). When does trust matter to alliance 
performance? Academy of Management Journal, 49 (5), 894-917. 

L. G. Pee (2016) Negative Online Consumer Reviews: Can the Impact be Mitigated? International 
Journal of Market Research, 58 (4), pp. 545-568 

LaTour S, Peat N. (1979). Conceptual and methodological issues in consumer satisfaction research. 
Advances in Consumer Research; 6:431-437. 

Leary, Mark & Terry, Meredith & Allen, Ashley & Shonkoff, Eleanor. (2009). The Concept of Ego Threat 
in Social and Personality Psychology: Is Ego Threat a Viable Scientific Construct? Personality and social 
psychology review: an official journal of the Society for Personality and Social Psychology, Inc. 13. 151-
64. 10.1177/1088868309342595. 

Lee, H. M., & Chen, T. (2014). Perceived quality as a key antecedent in continuance intention on mobile 
commerce. International Journal of Electronic Commerce Studies, 5(2), 123- 142. 
http://dx.doi.org/10.7903/ ijecs.1150 

Lee, J., Lee, J., & Shin, H. (2011). The long tail or the short tail: The category-specific impact of eWOM 
on sales distribution. Decision Support Systems, 51(3), 466-479. doi:10.1016/j.dss.2011.02.011 

Lee, J., Park, D.-H., and Han, I. 2008. "The Effect of Negative Online Consumer Reviews on Product 
Attitude: An Information Processing View," Electronic Commerce Research and Applications (7:3), pp. 
341-352. 

http://dx.doi.org/10.7903/


 
 

ISBN code 978-93-83302-81-9  P a g e  | 27 
 

    
Shri Dharmasthala Manjunatheshwara Institute for Management Development, Mysuru, India  

7th International Conference on “Technology and Transformation in Marketing:  
Advancing Purpose, Performance, and Personalisation for Impact“, on 23rd January 2026. 

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
-------------- 

 Lee, M.C. Explaining and predicting users’ continuance intention toward e-Learning: An extension of 
the expectation–Confirmation model. Comput. Educ. 2010, 54, 506–516. 

Leonard-Barton, D. (1985). Experts as negative opinion leaders in the diffusion of a technological 
innovation. Journal of Consumer Research, 11, 914-926. 

Li, Xinxin and Lorin M. Hitt (2008), “Self-Selection and Information Role of Online Product Reviews,” 
Information Systems Research, 19 (4), 456–74 

Lin, C. P., Tsai, Y. H., and Chiu, C. K. (2009). “Modeling customer loyalty from an integrative perspective 
of selfdetermination theory and expectation– confirmation theory,” Journal of Business and 
Psychology, 24(3), pp.315-326. 

Lin, C.S.; Wu, S.; Tsai, R.J. Integrating perceived playfulness into expectation–Confirmation model for 
web portal context. Inf. Management. 2005, 42, 683–693. 

Lin, T.M.Y., Luarn, P., and Huang, Y.K. 2005. "Effect of Internet Book Reviews on Purchase Intention: A 
Focus Group Study," The Journal of Academic Librarianship (31:5), pp. 461-468. 

Lin, W.S. Perceived fit and satisfaction on web learning performance: IS continuance intention and task-
Technology fit perspectives. Int. J. Hum.-Comput. Stud. 2012, 70, 498–507. 

Liu, Gang & Fei, Shaoqing & Yan, Zichun & Wu, Chia-Huei & Tsai, Sang-Bing & Zhang, Jinglan. (2020). 
An Empirical Study on Response to Online Customer Reviews and E- Commerce Sales: From the 
Mobile Information System Perspective. Mobile Information Systems. 2020. 1-12. 
10.1155/2020/8864764. 

Liu, Y. (2006). Word of mouth for movies: Its dynamics and impact on box office revenue. Journal of 
Marketing, 70(3), 74-89. 

Locke, E. A. ìThe Nature and Causes of Job Satisfaction,î in Handbook of Industrial and Organizational 
Psychology, M. D. Dunnette (ed.), Holt, Reinhart & Winston, New York, 1976, 

pp. 1297-1349 (cross reference) 

Lovett, M. J., Peres, R., & Shachar, R. (2013). On brands and word of mouth. Journal of Marketing 
Research, 50(4), 427-444. 

Luo, X. 2009. "Quantifying the Long-Term Impact of Negative Word of Mouth on Cash Flows and Stock 
Prices," Marketing Science (28:1), pp. 148-165. 

Mäntymäki, M. & Salo, J. (2011). Teenagers in social virtual worlds: Continuous use and purchasing 
behavior in Habbo Hotel. Computers in Human Behavior, 27(6): 2088-2097. 

Marsh, H. W., Balla, J. R., & Hau, K. T. (1996). An evaluation of incremental fit indexes: A clarification 
of mathematical and empirical properties. In G. A. Marcoulides & R. E. Schumacker (Eds.), Advanced 
structural equation modeling techniques(pp.315-353 .Mahwah, NJ : Lawrence Erlbaum. 

Mayzlin, Dina (2006), “Promotional Chat on the Internet,” Marketing Science, 25 (2), 155–63. 

McKinsey & Company (2012), McKinsey Global Institute. “The social economy: Unlocking value and 
productivity through social technologies”. Whitepaper, July 2012. Date of retrieval, January 14,
 2021 from http://www.mckinsey.com/client_service/marketing_and_sales/latest_thinking 

http://www.mckinsey.com/client_service/marketing_and_sales/latest_thinking


 
 

ISBN code 978-93-83302-81-9  P a g e  | 28 
 

    
Shri Dharmasthala Manjunatheshwara Institute for Management Development, Mysuru, India  

7th International Conference on “Technology and Transformation in Marketing:  
Advancing Purpose, Performance, and Personalisation for Impact“, on 23rd January 2026. 

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
-------------- 

 Mo A. Mahmood, Janice M. Burn, Leopoldo A. Gemoets and Carmen Jacquez (2000). "Variables 
affecting information technology end-user satisfaction: a meta-analysis of the empirical literature", 
International J. Human-Computer Studies,52, pp 751-771. 

Moe, W. W., & Trusov, M. (2011). The value of social dynamics in online product ratings forums. 
Journal of Marketing Research, 48(3), 444-456. doi:10.1509/jmkr.48.3.444 

Moon, J.W. & Kim, Y.G. (2001). Extending the TAM for a World-Wide-Web context. Information and 
Management, 38(4): 217- 230. 

Mudambi, Susan & Schuff, David. (2010). What Makes a Helpful Online Review? A Study of Customer 
Reviews on Amazon.com. MIS Quarterly. 34. 185-200. 10.2307/20721420. 

N. K. Malhotra, T. K. Schaller, and A. Patil (2017)., Common method variance in advertising research: 
When to be concerned and how to control for it, Journal of Advertising, vol. 46, no. 1, pp. 193-212. 

Nielsen. 2012. "Global Trust in Advertising and Brand Messages." Available at 
http://www.nielsen.com/us/en/insights/reports-downloads/2012/global-trust-inadvertising- and-
brand-messages.html 

Nunnally, JC. Psychometric theory. New York, NY: McGraw-Hill; 1967. 

Oghuma, A. P., Libaque-Saenz, C. F., Wong, S. F. & Chang, Y. (2016). An expectation- confirmation 
model of continuance intention to use mobile instant messaging. Telematics and Informatics, 33, 34-
47. 

Oliver, R. L. (1977). Effect of expectation and disconfirmation on postexposure product evaluations: 
An alternative interpretation. Journal of Applied Psychology, 62(4), 480–486. 
https://doi.org/10.1037/0021-9010.62.4.480 

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

Oliver, R. L. (1993). Cognitive, affective, and attribute bases of the satisfaction response. Journal of 
Consumer Research, 20(3), 418-430. https://doi.org/10.1086/209358 

Oliver, Richard L. (1980). "A Cognitive Model of the Antecedents and Consequences of Satisfaction 
Decisions". Journal of Marketing Research. 17 (4): 460–469. doi:10.1177/002224378001700405 

O'Reilly K, Marx S (2011) How young, technical consumers assess online WOM credibility. Qualitative 
Market Research: An International Journal 14: 330-359. 

P. E. Spector, C. C. Rosen, H. A. Richardson, L. J. Williams, and R. E. Johnson, (2019). A new perspective 
on method variance: A measure-centric approach, Journal of Management, vol. 45, no. 3, pp. 855-880. 

P. M. Podsakoff, S. B. MacKenzie and N. P. Podsakoff, Sources of method bias in social science research and 
recommendations on how to control it, Annual Review of Psychology, vol. 63, no. 1, pp. 539-569, 2012. 

Paré, G., Trudel, M. C., & Forget, P. (2014). Adoption, use, and impact of e-booking in private medical 
practices: mixed-methods evaluation of a two-year showcase project in Canada. JMIR Medical 
Informatics, 2(2), e24 

Park, D. H., Lee, J., and Han, I. (2007). “The effect of on-line consumer reviews on consumer purchasing 
intention: The moderating role of involvement,” International Journal of Electronic Commerce, 11(4), 
pp.125- 148. 

http://www.nielsen.com/us/en/insights/reports-downloads/2012/global-trust-inadvertising-


 
 

ISBN code 978-93-83302-81-9  P a g e  | 29 
 

    
Shri Dharmasthala Manjunatheshwara Institute for Management Development, Mysuru, India  

7th International Conference on “Technology and Transformation in Marketing:  
Advancing Purpose, Performance, and Personalisation for Impact“, on 23rd January 2026. 

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
-------------- 

 Park, N., Jung, Y., Lee, K.M., 2011. Intention to upload video content on the internet: the role of social 
norms and ego-involvement. Comput. Hum. Behav. 27 (5), 1996–2004. 

Park, N., Oh, H.S., Kang, N., 2015. Effects of ego involvement and social norms on individuals' uploading 
intention on Wikipedia: a comparative study between the United States and South Korea. J. Assoc. 
Inf. Sci. Technol. 66 (7), 1494–1506 

Patrali Chatterjee (2001) ,"Online Reviews: Do Consumers Use Them?", in NA - Advances in Consumer 
Research Volume 28, eds. Mary C. Gilly and Joan Meyers-Levy, Valdosta, GA : Association for 
Consumer Research, Pages: 129-133. 

Peeters, G. and Czapinski, J. 1990. "Positive-Negative Asymmetry in Evaluations: The Distinction 
between Affective and In 

Pennebaker, J.W., 1999. The effects of traumatic disclosure on physical and mental health: the values 
of writing and talking about upsetting events. Int. J. Emerg. Ment. Health 1 (1), 9–18. 

Perloff, R.M., 1989. Ego-involvement and the third person effect of televised news coverage. Commun. 
Res. 16 (2), 236–262. 

Pindeh, N., Suki, N. M. & Suki, N. M. (2016). User acceptance on mobile apps as an effective medium 
to learn Kadazandusun language. Procedia Economics and Finance, 37, 372-378. 

Podsakoff, P., Mackenzie, S., Lee, J.-Y., & Podsakoff, N. (2003). Common method biases in behavioral 
research: A critical review of the literature and recommended remedies. Journal of Applied 
Psychology, 88(5), 879-903 

Pongjit C, Beise-Zee R (2015) The effects of word-of-mouth incentivization on consumer brand attitude. 
Journal of Product & Brand Management 24: 720- 735 

Power Reviews (2014), “From reviews to revenue”, Volume 1, How star ratings and review content 
influence purchase decisions. Available at http://www.powerreviews.com/wp- 
content/uploads/2016/04/Northwestern-Vol1.pdf 

Premkumar, G., and Bhattacherjee, A. (2008), “Explaining information technology usage: A test of 
competing models”, Omega, Vol. 36, pp. 64-75. 

Radighieri JP, Mulder M. The impact of source effects and message valence on word of mouth 
retransmission. International Journal of Market Research. 2014;56(2):249-263. doi:10.2501/IJMR-
2013-029 

Recker, J. (2010). “Explaining usage of process modeling grammars: Comparing three theoretical 
models in the study of two grammars,” Information and management, 47(5), pp.316- 324. 

Reichheld, F.F. The one number you need to grow. Harvard Business Review, 81, 12 (2003), 46-54. 

Reimer, T., and Benkenstein, M. (2016). “When good WOM hurts and bad WOM gains: The effect of 
untrustworthy online reviews,” Journal of Business Research, 69(12), pp.5993-6001. 

Richins Marsha L (1983) Negative word-of-mouth by dissatisfied consumers: a pilot study. Journal of 
Marketing 47: 68-78. 

 

http://www.powerreviews.com/wp-


 
 

ISBN code 978-93-83302-81-9  P a g e  | 30 
 

    
Shri Dharmasthala Manjunatheshwara Institute for Management Development, Mysuru, India  

7th International Conference on “Technology and Transformation in Marketing:  
Advancing Purpose, Performance, and Personalisation for Impact“, on 23rd January 2026. 

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
-------------- 

 Rogers, Everett (2003). Diffusion of Innovations, 5th Edition. Simon and Schuster. ISBN 978- 0-7432-
5823-4. 

Schumacker, R. E., & Lomax, R. G. (2004). A beginner's guide to structural equation modeling, Second 
edition. Mahwah, NJ: Lawrence Erlbaum Associates. 

Sciamanna CN, Clark MA, Houston TK, Diaz JA (2002). Unmet needs of primary care patients in using the 
Internet for health-related activities. J Med Internet Res. ;4(3): [doi: 10.2196/jmir.4.3. e19] 

Selnes, F. (1998). “Antecedents and consequences of trust and satisfaction in buyer-seller 
relationships,” European journal of marketing, 32(3/4), pp.305-322. 

Sen, S. (2008), “Determinants of consumer trust of virtual word-of-mouth: an observation study from a 
retail web site”, Journal of American Academy of Business, Vol. 14 No. 1, Cambridge, 

pp. 30-5. 

Sen, S. and Lerman, D. (2007), “Why are you telling me this? An examination of negative consumer 
reviews on the web”, Journal of Interactive Marketing, Vol. 21 No. 4, pp. 51-69. 

Sen, S. and Lerman, D. 2007. "Why Are You Telling Me This? An Examination into Negative Consumer 
Reviews on the Web," Journal of Interactive Marketing (21:4), pp. 76-94. 

Senecal, S., & Nantel, J. (2004). The influence of online product recommendations on consumers’ 
online choices. Journal of Retailing, 80(2), 159-169. doi:10.1016/j.jretai.2004.04.001 

Shiau, W. L. & Lou, M. M. (2013). Continuance intention of blog users: the impact of perceived enjoyment, 
habit, user involvement and blogging time. Behavior and Information Technology, 32(6): 570-583. 

Sotiriadis, M. D., and Van Zyl, C. (2013). Electronic word-of-mouth and online reviews in tourism 
services: the use of twitter by tourists. Electron. Commer. Res. 13, 103–124. doi: 10.1007/s10660-
013-9108-1 

Sparks, Beverley & Browning, Victoria. (2011). The impact of online reviews on hotel booking intentions 
and perception of trust. Tourism Management - TOURISM MANAGE. 32. 1310- 1323. 
10.1016/j.tourman.2010.12.011. 

Spiegel Research Centre (2017), “How online reviews influence sales”. Available at 
https://spiegel.medill.northwestern.edu/_pdf/Spiegel_Online%20Review_eBook_Jun2017_FI  NAL.pdf 

Spreng, Richard & MacKenzie, Scott & Olshavsky, Richard. (1996). A Reexamination of the 
Determinants of Consumer Satisfaction. Journal of Marketing. 60. 15-32. 10.2307/1251839. 

Steffes, E.M. and Burgee, L. (2009), “Social ties and online word of mouth”, Internet Research, Vol. 19 No. 
1, pp. 42-59. 

Steiger, J. H. (1990). Structural model evaluation and modification: An interval estimation approach. 
Multivariate Behavioural Research, 25, 173-180. 

Stephens, N., & Gwinner, K.P. (1998). Why don’t some people complain? A cognitive-emotive process 
model of consumer complaint behavior. Journal of the Academy of Marketing Science, 26, 172-189 

Stone, R.W.; Eveleth-Baker, L. Students’ expectation, confirmation, and continuance intention to use 
electronic textbooks. Computer. Hum. Behaviour. 2013, 29, 984–990. 



 
 

ISBN code 978-93-83302-81-9  P a g e  | 31 
 

    
Shri Dharmasthala Manjunatheshwara Institute for Management Development, Mysuru, India  

7th International Conference on “Technology and Transformation in Marketing:  
Advancing Purpose, Performance, and Personalisation for Impact“, on 23rd January 2026. 

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
-------------- 

 Sundaram, D.S., Kaushik, M., & Webster, S. (1998). Word of mouth communication: A motivational 
analysis. Advances in Consumer Research, 25, 527-531. 

Sweeney J, Soutar G, Mazzarol T (2014) Factors enhancing word-of-mouth influence: positive and 
negative service-related messages. European Journal of Marketing 48: 336-359. 

Taber, K.S. The Use of Cronbach’s Alpha When Developing and Reporting Research Instruments in 
Science Education. Res Sci Educ 48, 1273–1296 (2018). https://doi.org/10.1007/s11165-016-9602-2 

Taylor, D. G., Strutton, D., & Thompson, K. (2012). Self-Enhancement as a Motivation for Sharing 
Online Advertising. Journal of interactive marketing, 12(2), 28 



 

ISBN code 978-93-83302-81-9  P a g e  | 32 

    
Shri Dharmasthala Manjunatheshwara Institute for Management Development, Mysuru, India  

7th International Conference on “Technology and Transformation in Marketing:  
Advancing Purpose, Performance, and Personalisation for Impact“, on 23rd January 2026 . 

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
-------------- 

 The power of reviews (2016). How ratings and reviews influence the buying behaviour of the 

modern consumer. Available at https://www.powerreviews.com/wp- 

content/uploads/2016/04/PowerofReviews_2016.pdf 

Thong, James Y.L. and Hong, SeJoon and Tam, Kar Yan (2006), The Effects of Post-Adoption Beliefs 

on the Expectation-Confirmation Model for Information Technology Continuance (December 26, 

2011). International Journal of Human-Computer Studies, Vol. 64, No. 9, pp. 

799-810. 

Ullman, J. B. (2001). Structural equation modeling. In B. G. Tabachnick & L. S. Fidell (2001). Using 

Multivariate Statistics (4th ed& pp 653- 771). Needham Heights, MA: Allyn & Bacon. 

Urbach, N., & Ahlemann, F. (2010). Structural Equation Modeling In Information Systems Research 

Using Partial Least Squares. Journal of Information Technology Theory And Application, 11(2), 5 –

40. Https://Doi.Org/10.1037/0021-9010.90.4.710 

Van der Heijden, H. (2004). User acceptance of hedonic information systems. MIS Quarterly, 28, 

695-704. 

Varshney, U. (2009). Pervasive healthcare computing: EMR/EHR, wireless and health monitoring. 

Springer Science & Business Media. 

Venkatesh, V. (2000), "Determinants of perceived ease of use: Integrating control, intrinsic 

motivation, and emotion into the technology acceptance model", Information Systems Research, 

11, pp. 342–365 

Venkatesh, V. and F. D. Davis (2000) “A Theoretical Extension of the Technology Acceptance Model: 

Four Longitudinal Field Studies,” Management Science (46) 2, pp. 186-204 

Venkatesh, V., & Davis, F. D. (1996). A model of the antecedents of perceived ease of use: 

Development and test. Decision Sciences, 27(3), 451-481. doi:10.1111/j.1540- 

5915.1996.tb00860.x 

Venkatesh, V.; Bala, H. (2008), "Technology Acceptance Model 3 and a Research Agenda on 

Interventions", Decision Sciences, 39 (2): 273–315, doi:10.1111/j.1540-5915.2008.00192.x 

Venkatesh, V.; Davis, F. D. (2000), "A theoretical extension of the technology acceptance model: 

Four longitudinal field studies", Management Science, 46 (2): 186–204, 

doi:10.1287/mnsc.46.2.186.11926 

Venkatesh, V.; Morris, M. G.; Davis, G. B.; Davis, F. D. (2003), "User acceptance of information 

technology: Toward a unified view" (PDF), MIS Quarterly, 27 (3): 425–478, doi:10.2307/30036540, 

JSTOR 30036540 

Vermeulen, I.E. and Seegers, D. 2009. "Tried and Tested: The Impact of Online Hotel Reviews on 

Consumer Consideration," Tourism Management (30:1), pp. 123-127. 

Viswanath Venkatesh (2008). “Technology Acceptance Model 3”, Journal compilation, vol.39, No.2, 
pp. 275-315,2008. 

Wang, F., Liu, X., and Fang, E. E. (2015). “User reviews variance, critic reviews variance, and product 

sales: An exploration of customer breadth and depth effects,” Journal of Retailing, 91(3), pp.372 -

389. 

http://www.powerreviews.com/wp-


 

ISBN code 978-93-83302-81-9  P a g e  | 33 

    
Shri Dharmasthala Manjunatheshwara Institute for Management Development, Mysuru, India  

7th International Conference on “Technology and Transformation in Marketing:  
Advancing Purpose, Performance, and Personalisation for Impact“, on 23rd January 2026 . 

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
-------------- 

 Wang, P., 2014, November. Understanding the influence of electronic word-of-mouth on 

outbound tourists' visit intention. In Conference on e-Business, e-Services and eSociety . Springer 

Berlin Heidelberg. pp. 33–45. 

Wang, Y. S., and Liao, Y. W. (2007). “The conceptualization and measurement of m-commerce user 

satisfaction,” Computers in human behavior, 23(1), pp.381-398 

Wangenheim Florian V, Tomás B (2004) The effect of word of mouth on services switching: 
Measurement and moderating variables. European Journal of Marketing 38: 1173-1185. 

Xie, K. L., Chen, C., and Wu, S. (2016). “Online consumer review factors affecting offline hotel  

popularity: evidence from tripadvisor,” Journal of Travel and Tourism Marketing, 33(2), pp.211-223. 

 

Ya-Ming Shiue, Yu-Chiung Hsu, Meng-Huei Sheng, Cheng-Hsuan Lan (2019). Evaluation of A Mobile 

Learning System to Support Correct Medication Use for Health Promotion. International Journal of 

Management, Economics and Social Sciences. Vol. 8(3), pp. 242 – 252. 

Ye, Q., Law, R., Gu, B., and Chen, W. 2011. "The Influence of User-Generated Content on Traveler 

Behavior: An Empirical Investigation on the Effects of E-Word-of-Mouth to Hotel Online 

Bookings," Computers in Human Behavior (27:2), pp. 634-639. 

Yi, S., & Baumgartner, H. (2004). Coping with negative emotions in purchase-related situations. 

Journal of Consumer Psychology, 14, 303-317. 

Zhang, Xiaoquan M. and Chris Dellarocas (2006), “The Lord of the Ratings: How a Movie’s Fate Is 

Influenced by Reviews,” in Proceedings of the 27th International Conference on Information 

Systems (ICIS). Milwaukee: Association for Information Systems.  

Zhang, Z., Li, X., & Chen, Y. (2012). Deciphering word-of-mouth in social media: Text-based metrics 

of consumer reviews. ACM Transactions on Management Information Systems (TMIS), 3(1), 5. 

doi:10.1145/2151163.2151168 

Zhao, Y.; Fan, J.Y. Influencing Factors of the Continued Use of Social Media among College Students: 

A Comparative Study via WeChat, Weibo and Renren Network Cases. J. Intell. 2016, 35, 188–195. 

Zhou, L., Ye, S., Pearce, P. L., & Wu, M. Y. (2014). Refreshing hotel satisfaction studies by 

reconfiguring customer review data. International journal of hospitality management, 38, 1-10. 

Zhou, T. & Lu, Y. (2011). Examining mobile instant message user loyalty from the perspective  of 

network externalities and flow experience. Computers in Human Behavior, 27(2): 883-889. 

Zhu, F. and Zhang, X. (2010). “Impact of Online Consumer Reviews on Sales: The Moderating Role of 

Product and Consumer Characteristics,” Journal of Marketing (74:2), pp. 133-148. 

 

 

 

 

 

 


