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Abstract

Today, online consumers play an important role in the field of marketing. The 
word of mouth spread by them through online mode helps the marketers in 
understanding the consumer behaviour. Marketers rely on the information 
provided by the consumers in the form of online reviews or comments. The 
purpose of this article is to analyse the online reviews using Nvivo and to validate 
the scale used for measuring electronic word of mouth. The data were collected 
from 420 online consumers from Jammu city, who consider online reviews 
before purchasing. Both qualitative and quantitative techniques, such as NVivo 
and Exploratory Factor Analysis (EFA), were used. The research showed that 
the secondary data collected from Amazon India website in the form of online 
reviews matched the scale that was considered by the researchers from extant 
literature. The study thus helped in validating the scale for measuring electronic 
word of mouth communication. This research is of its kind that has been done 
in India. The present study may be used by the marketers for measuring the 
electronic word of mouth communication that would further help them in 
understanding consumer behaviour and, ultimately, knowing about the present 
and future needs of online consumers.
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Introduction

According to the United Nations Data, the total population of India accounts for 
1.41 billion (as on 19 December 2022) that amounts to 17.7% of total world 
population. In the beginning of year 2022, the rate of internet penetration in India 
stood at 47%, that is, almost 658 million of Indian population uses internet, as per 
Digital India Report 2022. Therefore, with the passage of time, use of internet has 
increased manifold.

In the last few decades, a great percentage of population of India has started 
using internet for almost every use. This population includes urban as well as rural 
areas. According to a report published in Business Standard in the year 2022, the 
internet usage in rural sector is increasing day-by-day in comparison to urban 
areas in the last two years. The report clearly shows that due to the outbreak of 
COVID, the rural population started using internet for several uses. Even during 
the period of COVID, the use of eWOM can be seen in every sector. Nilashi et al. 
(2022) studied the impact of COVID-19 on travelling decisions using eWOM. 
The researchers proposed that with the use of internet, travellers have started 
sharing their travel experiences via eWOM communication on various social 
media sites, which has reduced the ambiguousness to a great extent. Even during 
the period of COVID outbreak, eWOM communication has played an important 
role by influencing traveller’s travel decisions.

It can, thus, be clearly mentioned that internet has become an important and 
integral part of everyone’s life. Today, most of the population uses internet for 
online shopping. The history of online shopping dates back to 1995, when Amazon 
started the first online shopping site in United States for selling the products 
online. With the due course of time, almost all the business houses have started 
using this platform for selling their goods. It is fair to mention that internet has 
integrated the entire world into a marketplace, where all the buyers and sellers 
unite to please their demands. This selling of goods by the retailers online is 
termed as online retailing.

Online Retailing is basically a form of electronic commerce in which sellers 
sell their products and services with the help of internet. It is also known as 
e-Retailing or e-Tailing. e-Tailing also includes the business to business (B2B) 
and business to consumer (B2C) sales of goods and services. In India, the concept 
of online retailing started in the year 1995 with the introduction of internet, but it 
established when Amazon started its first website in India in 2012. From then, an 
implausible growth has been observed in the online retailing sector in India. 
According to India Brand Equity Foundation (IBEF), online retail is expected to 
reach 10.7% by 2024, in comparison with 4.7% in 2019. Also, the rate of online 
shoppers is likely to reach 220 million by 2025. As per United Nations Conference 
on Trade and Development Business-to-Consumer(B2C) E-commerce Index 
2020, India has been ranked 73rd out of 152 countries. This growth is due to the 
rapid technology adoption led by the increasing use of electronic devices and 
access to fast internet connection through broadband and 4G, which in turn has 
increased the online consumer base in India. This change can be seen in marketing 
communication as well.
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In the field of marketing, consumer has always been considered as the king and 
his reviews and feedback are of prime importance. Since time immemorial, the 
consumers have been sharing their views and opinions regarding the products and 
services with each other, which is valuable for the marketers. Such reviews which 
are shared by the consumers with one another can be termed as Word of Mouth in 
Marketing. Thus, Word of Mouth (WOM) is the face-to-face communication that 
takes place between the consumers, through which they express their opinions 
about the company and its products. Various researchers have explained word of 
mouth in their own ways. According to Haywood (1989), word of mouth is a 
continuous communication between the groups of individuals. Also, it is an 
important form of communication that has an interpersonal impact on consumers. 
Word of mouth can either be positive or negative. Wee et al. (1995) investigated 
that negative WOM has a greater impact on consumers, which ultimately leads to 
negative intentions in them and proposed that marketers should try to boost 
positive WOM, by providing customer satisfaction.

Now-a-days, the source of communication has changed from traditional 
advertising of print media to electronic media. In today’s scenario, marketing 
communication not only involves retailers but includes customers as well in order 
to position a brand (Hoffman & Novak, 1996). Such non-marketer information 
provided by the consumers is increasingly gaining importance, as this information 
is considered more reliable than the information provided by marketers. All the 
information which is shared by the consumers by the way of digital platform can 
be termed as Electronic Word of mouth (eWOM).

eWOM can be explained as the word of mouth, which is shared through 
internet to different number of consumers, by the way of online reviews or 
comments and such reviews can be positive or negative. It targets a large set of 
consumer base, thereby influencing their opinions. According to Litvin et al. 
(2008), eWOM includes all the informal communication that takes place between 
the consumers through internet. Such word of mouth can be shared between the 
producers and consumers and within the consumers as well.

Sardar et al. (2021) studied the impact of information provided by eWOM in 
online shopping sites on consumer purchase intention. The researchers found that 
the information provided by the customers in the form of online comments 
impacts the customers’ purchase intention, which is influenced by various factors. 
The factors are consumer attitude, the quality of eWOM, usefulness and so on. 
Also, Mahmud et al. (2020) in a study found that online reviews may be positive 
or negative, depending on one’s experience. Negative comments demotivate a 
consumer from making online purchase of the particular product, affecting the 
sales of the same. Thus, it can be said that eWOM has a deep effect on the purchase 
intention of consumers, as positive word of mouth may motivate them to purchase 
a product and negative ones may discourage them from doing so. To sum up, 
eWOM can be regarded as an important and upgrowing concept in the field of 
marketing, which is rapidly gaining the attention of marketers. In this context, the 
present study aims at studying the impact of eWOM on the consumers and their 
buying behaviour.
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In order to test the research question, the data were collected from the 
consumers of Jammu city, who consider online reviews before making a purchase.

Review of Literature

Word of Mouth (WOM)

The reviews which are shared by consumers with one another can be termed as 
Word of Mouth in Marketing. WOM is an oral communication between the 
consumers, expressing their interest and opinions about company’s products and 
services. WOM is actually the face-to-face communication between the consumers 
regarding their experiences, post purchase or after availing a service. Consumers 
usually share their experiences with each other, may be their family, friends, 
relatives or social groups. They communicate their peer groups regarding the 
products they use or the services they acquire. Such experiences can be positive 
or negative, depending on one’s perception and personal thinking. According to 
Gauri et al. (2008), WOM is the information that a person obtains after having 
face-to-face communication between the friends and family. It does not involve 
the information which is shared in an online environment. It is actually the 
informal and interpersonal communication that takes place between the groups of 
individuals.

Previous researches have proved WOM to be one of the most effective and 
more commonly accepted ways of communication than TV and radio. Individuals 
prefer to rely on the information, which they get from their family or friends. 
Mostly people believe that the views shared by the consumers through television 
or radio are not reliable and consider them as fake. According to Engel et al. 
(1969), WOM communication has been receiving a great amount of attention 
from academics and practitioners and studied that WOM has greater influence 
than print advertisements, personal selling and radio advertisements. In an early 
research, Day (1971) proposed that WOM is almost three times more useful than 
free-sample promotion technique and nine times than any other advertisement for 
appealing and attracting customer’s attention. The WOM shared by the consumers 
through face-to-face communication is considered more dependable and 
trustworthy by the peer consumers. Thus, a marketer prefers to give more 
importance to WOM communication for promoting their products rather than 
making use of any advertisement technique for attracting the consumers’ attention 
towards the products they offer.

Different researchers have studied the importance of WOM. Haywood (1989) 
defined word of mouth as a way of continuous communication between the groups 
of individuals. Consumers tend to spread their views and ideas through WOM. It 
can be said that WOM is a constant communication between the individuals and 
can happen at any point of time. Every time an individual purchases a product or 
avails any service, he prefers to share about it with his/her social groups. The 
consumers tend to aware the people known to them about the experience they 
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gained after purchasing a product from a particular seller. Further, Buttle (1998) 
identified that WOM may be shared by the consumers before or after a purchase, 
which may act as an important source of pre-purchase information or consumption 
experience, respectively. In simple words, one can say that the opinions of the 
consumers are of vital importance for influencing the purchase behaviour of other 
peer consumers.

Word of mouth may be positive or negative, depending on the choice, 
experience and perception of consumers. Satisfied consumers spread positive 
reviews and unhappy ones talk about the negative aspects of products or services. 
Anderson (1998) studied that unhappy consumers spread more WOM in 
comparison to those consumers who are happy and satisfied. Thus, efforts should 
be made to reduce such WOM. In this regard, Wee et al. (1995) suggested that 
marketers should continuously assess consumer opinions and try to eradicate 
negative WOM, as it has an important effect on consumers’ choices.

According to Ajina (2019), WOM is the most common form of marketing that 
has been used since the time immemorial by the marketers. With the change in 
time and technology, the WOM has transformed into online WOM in the global 
era. Now, WOM has gained attention of various marketers as well as consumers 
(Kimmel & Kitchen, 2013). Today, WOM has entered the online environment, 
where consumers can gather information about different products and services 
from various other online consumers. With the onset of digital era, the way of 
sharing views and opinions has changed. Now, consumers share their experiences 
after purchasing that may be good or bad, and for this purpose, they use online 
stage to share their views, that is, eWOM, which is more efficacious, according to 
Aydogan and Aktan (2019).

Electronic Word of Mouth (eWOM)

With the rise in social media and technology, the scope of traditional WOM has 
broadened to eWOM. Today, online reviews have emerged as a new field in 
marketing, thereby eliminating the drawbacks of traditional WOM. The name 
given to the reviews which are shared via online means are termed as eWOM. 
eWOM is basically an electronic form of feedback that is shared by the customers 
to a large extent. In eWOM, online consumers use the technology for sharing their 
opinions regarding the products they use or the services they acquire. Now-a-
days, online shopping is done by all the age groups of the Indian society and most 
of them constitutes the young generation. Bhattacharya and Anand (2021) studied 
the attraction of Indian youth towards the online brands. The researchers found 
that online shopping has brought a huge shift in the choices and preferences of the 
youth, and thus, marketers should integrate different linkages as social, emotional 
and economic value in order to boost up the online retail sales.

According to Mishra and Satish (2016), with the wide use of internet, consumers 
have directly or indirectly started using eWOM for the purchase purpose. The 
immense usage of internet has transformed the traditional WOM into eWOM. 
According to Litvin et al. (2008), eWOM is an informal communication, which is 
shared by the consumers by using the digital platform for sharing their views 
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regarding the products used; service acquired or may be about the seller. Such 
communication may take place between the online consumers or between the 
consumers and the producers.

Online product reviews of the customers affect the psychology and mindset of 
other peer consumers and sellers as well. In this context, Cheung and Lee (2012) 
suggested that consumers share their experiences, namely eWOM in the form of 
online reviews in order to modify company’s prestige. The reviews shared by the 
consumers deeply affect the reputation of a company, as positive reviews prompt 
the other customers to purchase more, thereby increasing the sales and ultimately 
resulting in up gradation of goodwill of the company and vice-versa. Furthermore, 
Farzin and Fattahi (2018) proposed that electronic word affects the brand image 
of a company in the eyes of consumers. eWOM has a great impact on the 
consumers who consider the reviews before making a purchase. Most of the 
online consumers prefer to consider online reviews before making any purchase, 
because they believe that consulting reviews before making a purchase would 
protect them from any financial loss.

With the advancement of technology, the pace of online shopping has increased 
manifold. In order to overcome or avoid any loss or fraud, consumers prefer to 
consider online reviews before making a purchase, which may or may not affect 
the reputation of the company in one way or other. In this regard, Amblee and Bui 
(2014) studied the effect of eWOM or online reviews on a set of e-book readers. 
The researchers found that the eWOM is a mark of reputation and ultimately acts 
a driver that boosts up the demand in the consumers, leaving behind the criteria of 
price consideration. Under the influence of online reviews, consumers do not 
even consider the prices of online products, thereby increasing the sales. Thus, 
eWOM acts as a source for building the reputation of the product, the brand and 
also the complementary products.

Online reviews can be either positive or negative. Some consumers prefer to 
consider favourable comments, while others prefer the negative ones, which 
affect the sale of the company also. Recently, Ngarmwongnoi et al. (2020) studied 
that consumer attitude is affected by eWOM in the entire purchasing process, 
which may or may not prompt them to purchase or repurchase a product. 
Favourable WOM may attract a customer to purchase a product or avail a service, 
which in turn leads to the repurchase of the same. Whereas the negative reviews 
may discourage a customer on the very beginning of purchasing process, which 
leads them to make a purchase from other company. Zhang et al. (2009) researched 
about the convincing power of the online reviews on the consumers. The 
researchers studied that the consumers do not give same importance to both types 
of reviews. The consumers have positive valence towards a product,which is 
associated with promotion consumption goals, whereas they show a negative 
attitude towards the products which has prevention consumption goals.

Now-a-days, consumers prefer to consider the experience of others before 
availing any service, as it is associated with a great amount of risk and uncertainty. 
In a very recent study, Verma and Yadav (2021) identified that consumers also 
prefer to read online reviews before availing any service, as may be in the case of 
hotels or aviation, etc. As service has intangible attributes, so the consumers 
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prefer to rely on eWOM, in order to reduce the risk associated with it. Thus, 
consumers are risk averse and always prefer to look into all the pros and cons 
associated with the products or services they wish to acquire. Alhidari et al. (2015) 
studied the concept of social networking sites in context with eWOM and purchase 
intentions. The researchers found that social networking sites is the most important 
tool for the spread of eWOM and increases the purchase intentions of consumers 
in near future. This study also established that the consumers’ characteristics have 
a great influence on eWOM and its effectiveness. Thus, considering the need to 
study eWOM, following objectives have been framed to study the effect of 
dimensions of eWOM on consumer behaviour and to analyse the online reviews 
using NVivo in e-Tailing sector.

Dimensions of eWOM

eWOM has been studied by various researchers, but only a few has focused on its 
constructs. Main research work in this area has been done by Harrison-Walker 
(2001), who gave two scales of measurement, that is, word of mouth (praise) and 
word of mouth activity. Godes and Mazylin (2004) also considered two constructs, 
WOM dispersion and volume. The most important eWOM scale is given by 
Goyette et al. (2010). The researchers introduced a new concept of online WOM 
by putting forth its various dimensions, WOM intensity, WOM content, positive 
valence and negative valence. Many researchers have used the dimensions given 
by Goyette et al. (2010) in their research work in one way or another. Gradually, 
these dimensions have become popular and are the most used ones for performing 
research work in the said field of online reviews. These four dimensions study the 
entire concept of WOM, by including its positive and negative dimensions as 
well.

WOM Intensity

According to Goyette et al. (2010), WOM intensity is the scope of what is being 
said about the organisation. The researchers suggested three items to be included 
in WOM intensity, that is, activity, volume and dispersion.

Research work has been done in this field to understand the concept of WOM 
intensity. According to Anastasiei and Dospinescu (2019), volume means the rate 
of spreading WOM by consumers. The researchers used two dimensions, that is, 
volume and valence to study the impact of affective commitment, high-sacrifice 
commitment and satisfaction on the customers’ WOM.

Andreawan (2015) studied effect of dimensions of eWOM, namely intensity, 
valence and content in social media Kaskus on purchasing intention and proposed 
that intensity negatively affects the purchase intention.

Word of mouth depends on the experience of customers that may be good or 
bad. As per the experience, consumers spread their reviews. Anderson (1998) 
studied that dissatisfied consumers spread larger amount of WOM. However, 
WOM intensity of satisfied consumers may also be high. Therefore, customers 
with bad experience usually spread greater amount of WOM. Harris et al. (2016) 
studied the scope of exaggerated and non-exaggerated word of mouth. For this 
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purpose, the researchers collected the sample from almost 1,000 hospitality 
consumers. The researchers included WOM activity to measure the WOM 
intensity.

WOM Content

WOM content means what people say about the organisation. It reflects the views 
and opinions of customers towards a company, according to Goyette et al. (2010). 
Any content about an organisation is important, in order to shape its image in the 
eyes of customers. Marketers should always focus on creating a favourable 
content type, which would add to company’s goodwill.

For studying the impact of dimensions of eWOM in social media Kaskus on 
purchasing intention, Andreawan (2015) considered content as a construct and 
proposed that content positively affects the purchase intention. According to Chun 
and Lee (2016), content is an important element for social networking sites 
companies, as content type helps people to identify something worth about a 
social networking site and, thus, subscribe it. Thus, an attempt should be made to 
create a positive WOM content.

Roy et al. (2018) studied the impact of eWOM content on online purchase 
intention. The researchers also used content analysis to study the relevance of 
various factors that affects the online behaviour. The outcome of the research 
established that content positively affects the online purchase of consumers.

In order to improvise the quality of WOM content, Bu et al. (2020) in a recent 
study suggested that marketers should focus on quality of content produced about 
the food tourism products or destination with the help of eWOM, as it would 
attract the tourists to try such products or visit target places.

Positive Valence

Positive valence highlights the positive attitude of online consumers towards the 
organisation, according to Goyette et al. (2010). Positive valence includes the 
praise items and is always beneficial for the company.

Hartman et al. (2019) investigated the impact of eWOM valence using 
framework of professor and course evaluations that are available online. The 
findings indicated that positive valence/WOM has a positive effect on the attitude 
and intentions of consumers towards online course and vice-versa.

Talwar et al. (2020) studied that if consumers believe that m-wallets provide 
them adequate information (as per their needs), then they consider it as high-
quality information. This will create positive feelings among them, and they will 
be stimulated to spread positive valence or WOM.

Positive valence also affects the brand purchase by the customers. More the 
positive reviews, more the brand purchase. Positive WOM builds the goodwill of 
the company that ultimately adds to its reputation. In this context, Casielles et al. 
(2013) studied that positive WOM positively affects the brand purchase probability 
and has a stronger effect on the latter, in comparison to negative WOM.

Negative Valence

According to Goyette et al. (2010), negative valence reflects the negative attitude 
of online consumers towards the organisation that is negative WOM. Anastasiei 
and Dospinescu (2019) studied the impact of eWOM valence on satisfaction, 
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affective commitment, and high sacrifice commitment and proposed that all the 
factors affect the valence. The research indicated that unsatisfied customers share 
more views and opinions, which generally highlights the negative comments and 
are considered unfavourable. Andreawan (2015) studied the impact of eWOM 
dimensions on purchase intentions of customers. The research established the 
valence has a positive effect on purchase intention.

Negative valence can tarnish the image of the company. In case of m-wallets, 
Talwar et al. (2020) studied that some users condemn m-wallets and advise their 
friends and peers not to use said services, thereby spreading negative valence or 
WOM. In such case, service provider should try to demotivate negative WOM, by 
maintaining a control over m-wallet cost.

Therefore, steps should be taken to reduce negative WOM. In this regard, 
Cheng et al. (2006) suggested that in order to reduce the negative WOM 
communication in restaurants, the owners and trade associations should update 
people about their culture, so that outlook of restaurant gets updated in the eyes of 
Chinese diners’ and this would ultimately discourage negative WOM.

Hence, the hypothesis is proposed as under:
H1: There is no significant difference between the factors of eWOM.

For the purpose of study, various articles have been studied by the researchers. 
A summary Table 1 shows the best articles reviewed by the researchers.

Research Methodology

Further, this research has considered both the quantitative and qualitative methods, 
in order to determine the reasons as to why the consumers consider the online 
reviews before purchasing a product.

Analysis

NVIVO Software was used for qualitative-based research. The data collected 
through questionnaire were analysed using the Statistical Package for Social 
Sciences (SPSS). In order to check the reliability of the data, Cronbach’s Alpha 

Table 1. Summary Table.

S. 
No. Variables of the Study Articles Referred

1. Electronic Word of 
Mouth (eWOM)

Day (1971); Haywood (1989); Litvin (2008); Amblee 
& Bui (2014); Hoffman & Novak (1996); Mahmud 
et al. (2020); Gauri et al. (2008); Engel et al. (1969); 
Bhattacharya & Anand (2021); Cheung & Lee (2012); 
Farzin & Fattahi (2018).

2. Intensity
Content
Positive valence
Negative valence

Harrison-Walker (2001); Godes and Mazylin (2004); 
Goyette et al. (2010); Anastasiei & Dospinescu (2019); 
Andreawan (2015); Hartman et al (2019); Cheng et al. 
(2006); Harris et al. (2016) Andreawan (2015); Chun 
& lee (2016); Roy et al. (2018); Casielles et al. (2013).
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coefficient technique was used. Further, Exploratory Factor Analysis (EFA) was 
applied to authenticate the results.

Sampling Method

A customer-based study was designed to answer the research questions. The data 
were collected using judgmental sampling techniques from the customers who 
make purchases after considering online reviews from India’s two biggest online 
shopping sites, that is, Amazon and Flipkart India. A total of 425 questionnaires 
were given to the respondents in Jammu city. After removing the outliers, 420 
questionnaires were considered for the purpose of study. Table 2 shows the 
individual/demographic characteristics of respondents.

The demographic presentation of the respondents is shown in Table 2.
Further, SPSS software was used to compute the mean values of different 

factors of eWOM. Initially, the mean value of intensity was computed by applying 
the desired formula. Likewise, the mean values were calculated for the other three 
factors, that is, content, positive and negative WOM. Finally, by using the compare 
means option under Analyse option, the mean comparable means values were 
obtained.

Table 3 clearly shows the average values of the different factors of eWOM. 
It depicts that the mean value of intensity factor is the highest, that is 3.6000, 
followed by content, then by negative valence and finally by positive WOM. 

Table 2. Individual Characteristics.

Characteristics Category Frequency %

Gender Male 195 46.40

Female 225 53.60

Age Up to 20 years 71 16.90

20–40 years 314 74.80

40–60 years 33 7.90

Above 60 years 2 0.50

Occupation Student 300 71.40

Retired 2 0.50

Businessman 10 2.40

Housewife 21 5.00

Government employee 46 11.00

Self-employed 27 6.40

Private employee 14 3.30

Personal annual 
income

Nil 272 64.80

Up to 2,00,000 88 21.00

2,00,000–5,00,000 37 8.80

5,00,000–10,00,000 20 4.80

10,00,000 and above 3 0.70
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Thus, the marketers should focus on all the items that fall under intensity factor, 
as, whether the reviews are reliable, honest, genuine or exceptional, etc. This 
would ultimately help the marketing managers in understanding the consumer 
behaviour and can learn about their likes or dislikes.

NVivo

NVivo11 was used for used analysing all the extracted data. It is a computer-based 
qualitative software that helps in both qualitative and mixed methods research. 
This software is designed by QSR International. For the purpose of analysis, the 
secondary data were collected by considering the online reviews of the customers 
who makes online purchase from the world’s biggest online shopping site, 
Amazon. This website is famous for two largest product lines, Electronics and 
Home and Kitchen. According to The State of the Amazon Seller Survey (2023), 
there are top 10 category products of Amazon of which Home and Kitchen section 
constitutes 35% of sales and Electronics constitutes 16%. Thus, the best seller 
products were chosen from these two product lines, namely, Smart watches with 
Bluetooth calling feature and water bottles, which included the positive as well as 
negative reviews. A total of 400 reviews each were considered for the purpose of 
the study of which only 300 comments each were taken into consideration. Thus, 
a total of 600 online comments were used for the research purpose.

Word Cloud.

A word cloud is used for better visualisation of results. It makes our data looks 
sizzle and provides significant information at a glance. It shows the important 
keywords according to their frequencies (Sinclair & Cardew Hall, 2008).
Word cloud or tag clouds are basically the cluster of words shown in different 
sizes. The bigger and bolder the word, the more frequency it has. Sinclair and 
Cardew Hall (2008) identified in their research that tag clouds are valuable, as it 
has some keywords pertaining to the research question. Figure 1 reflects the key 
pointers from 300 online comments that customers gave after purchasing the 
smart watches with Bluetooth calling feature of various brands such as boat, Fire-
Boltt, Noise Pulse, Zebronics and Fastrack. Figure 2 represents the word cloud 
from 300 online comments that consumers gave after purchasing the water bottles 
of different brands as Milton, Cello, Boldfit, Speedex, Prestige, Pigeon, 
Tupperware, Treo, Oliveware, Borosil and Amazon Solimo from Amazon.

Figure 1 indicates all the important keywords related to eWOM. In Figure 1, 
the boldest and highlighted word is ‘watch’, which is related to the content 

Table 3. Mean Values of Dimensions of eWOM.

Avg_Intensity Avg_content Avg_pwom Avg_nwom

Mean 3.6000 3.5864 3.3148 3.4489

N 420 420 420 420

Std deviation 0.69276 0.60289 0.75359 0.82621

Source: SPSS Software.
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dimension of eWOM. Thus, the word watch is located at the centre and is 
surrounded by all the other words related to it. Second term with the greatest 
frequency is ‘good’, which is related to either content or positive valence. 
Likewise, all the surrounding words are related to the four dimesions of eWOM, 
that is, intensity, content, positive and negative valence.

Figure 2 indicates all the important keywords related to eWOM. In Figure 2, 
the boldest and highlighted word is ‘good’, which is related to the content or 
positive dimension of eWOM. Thus, the word ‘good’ is located at the centre and 

Figure 1. Word Cloud (Smart Watches With Bluetooth Calling Feature).

Figure 2. Word Cloud (Water Bottles).
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is surrounded by all the other words related to it. Second term with the greatest 
frequency is ‘product’, which comes under the intensity or content dimension of 
eWOM. Similarly, all the surrounding words are related to the four dimesions of 
eWOM, that is, intensity, content, positive and negative valence.

Tree Map

A tree map is a disgram that shows the graphical representaion of data in form of 
rectangles of different sizes. It shows the various nodes that help in comparison of 
different attributes. For the purpose of study, the researchers attempt to use tree 
map for showing the visual representation of data. Figure 3 represents the tree 
map of different online comments given by the online consumers on smartwatches 
with bluetooth calling feature.

And, Figure 4 shows the visualised data in form of tree map depicting the key 
words from online reviews given on water bottles purchased from Amazon.

The above figure clearly depicts that the most used word by online consumers 
in their comments is ‘watch’, followed by the word ‘good’, as shown earlier in the 
word cloud (Figure 1).

The tree map shown in Figure 4 shows the word frequency of the online 
comments given by the online consumers on water bottles purcahsed by them. 
Here, the most frequent used word is ‘good’, followed by ‘product’. It is similar 
to as shown in Figure 2. It is thus clear from the word clouds and the tree maps 
shown above that all the dimensions identified in the study are also reflecting in 
the reviews collected from the Amazon website that further validates the scale 
used by the researchers.

Bar Chart

The chart wizard option of NVivo11 helps in graphical representaion of data. With 
the help of chart option, one can automatically chart the selected sources or nodes 
by coding or attributes values.

Figure 5 clearly shows the percentage of different dimensions of eWOM 
(intensity, content, positive and negative valence). The reviews collected from the 
Amazon website of smart watches with Bluetooth calling feature are distributed 
under four different heads. The chart is obtained by applying the method of coding 
by nodes.

Figure 3. Tree Map (Smart Watches With Bluetooth Calling Feature).
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The percentage of different nodes are clearly visible in Figure 6, which shows 
that the comments or reviews are largely distributed over the positive WOM, 
dimension of eWOM (40.49%), then in negative word of mouth and likewise in 
content and intensity factor.

Figure 7 shows that the bar chart represents different online reviews collected 
from the water bootles purchased by the consumers from Amazon. The reviews 
are distributed unedr different heads. Also, the percentage of the reviews falling 
under different heads is shown in Figure 8, which represents that maximum 
number of reviews fall under positive WOM, followed by content, negative WOM 
and then by intensity. It is thus clear from the diagrams shown above that all the 
dimensions identified in the study are also reflecting in the reviews collected from 
the Amazon website that further validates the scale used by the researchers.

Questionnaire Design and Development

On the basis of the keywords and factors identified, a questionnaire was framed. 
Extant literature was reviewed for the purpose of developing an appropriate scale 
for the study.

Figure 4. Tree Map (Water Bottles).

Figure 5. Bar Chart Diagram Showing the Percentage of Dimensions (Smart Watches 
with Bluetooth Calling Feature).
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Figure 6. Percentage of Different Nodes (Smart Watches With Bluetooth Calling 
Feature).

Figure 7. Bar Chart Diagram Showing the Percentage of Dimensions (Water Bottles).

Figure 8. Percentage of Different Nodes (Water Bottles).

Five-point Likert scale has been used in the questionnaire, in order to fit into 
the context. Initially, the questionnaire contained 30 items to measure the 
variables.

Exploratory Factor Analysis (EFA)

All the primary data numbering to 103 were collected by the way of survey, which 
was further analysed, using the quantitative technique EFA. EFA method was 
used to simplify and lessen the data. This method was used along with the varimax 
rotation procedure for simplifying the original data. The statements with factor 
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loading less than 0.4 and Eigen value less than 1.0 were ignored for the data 
analysis purpose. Cronbach’s alpha test was also applied to test the reliability of 
the scale.

Kaiser–Meyer–Olkin (KMO) and Barlett’s test of sphericity were performed. 
Barlett’s test of sphericity showed a Chi-square value of 1,702.491 with 435 
degrees of freedom at a significance level of 0.000, which confirms that the 
population correlation matrix is not an identity matrix (see Table 4). Furthermore, 
KMO is 0.785, whereas the acceptable value for the same is 0.7. Thus, the value is 
acceptable for the study. The Barlett’s test was also conducted further, which shows 
the value of 0.000, which is also acceptable to perform the analysis. Table 4 shows 
the detailed results of KMO and Barlett’s tests.

After performing the analysis, it was found that a total of 30 items were 
grouped into 08 factors. Of these 30 items, 1 factor has loading in more than two 
items and both had value less than 0.5 and in one factor only one item is there. 
Thus, the said item was deleted, and remaining items are 28, under 6 factors. The 
detailed rotated component matrix is shown in Table 5.

Furthermore, in order to validate our scale, different conditions were applied 
under EFA, namely, Correlation Matrix, Convergent Validity and Discriminant 
Validity, which are shown in Tables 6–8, respectively.

Results and Discussion

The present study attempts to add to the research knowledge of eWOM by taking 
into consideration the different factors of it. On the basis of the extant literature, 

Table 4. Kaiser–Meyer–Olkin Measure of Sampling Adequacy.

KMO and Bartlett’s Test

Kaiser–Meyer–Olkin measure of sampling 
adequacy

0.785

Bartlett’s test of sphericity

Approx. Chi-square 1,702.491

df 435

Sig. 0.000

Table 5. Rotated Component Matrix.a

Component

1 2 3 4 5 6 7 8

Intensity 6 0.817

Intensity 4 0.815

Intensity 8 0.799

Intensity 5 0.793

Intensity 3 0.706
(Table 5 Continued)
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Component

1 2 3 4 5 6 7 8

Intensity 2 0.661

Intensity 1 0.648

Negative WOM 3 0.838

Negative WOM 5 0.779

Negative WOM 4 0.769

Negative WOM 1 0.768

Negative WOM 2 0.611 0.494

Content 8 0.787

Content 9 0.775

Content 7 0.688

Content 6 0.631

Content 2 0.624

Content 10 0.584

Content 12 0.721

Positive WOM 5 0.658

Positive WOM 3 0.628 0.545

Content11 0.614 0.560

Positive WOM 1 0.799

Positive WOM 2 0.748

Positive WOM 4 0.721

Content 5 0.823

Content 3 0.700

Content 1 0.588

Intensity 7 0.420 0.476

Content 4 0.839

Notes: Extraction method: Principal component analysis.

Rotation method: Varimax with Kaiser normalisation.

aRotation converged in 16 iterations.

(Table 5 Continued)

it was found that eWOM can be measured by four different factors. The various 
factors identified through this are intensity, content, positive and negative valence. 
The following studies were considered for framing a suitable scale for different 
constructs: WOM Intensity: Goyette et al. (2010), Anastasiei and Dospinescu 
(2019), Andreawan (2015), Anderson (1998), Harris et al. (2016); WOM Content: 
Goyette et al. (2010), Andreawan (2015), Chun and Lee (2016), Roy et al. (2018), 
Bu et al. (2020); Positive valence: Goyette et al. (2010), Hartman et al. (2019), 
Talwar et al. (2020), Casielles et al. (2013); Negative valence: Goyette et al. 
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Table 6. Correlation Matrix.

Avg_Intensity Avg_Content Avg_PWOM Avg_NWOM

Avg_Intensity Pearson correlation 1 0.389** 0.530** 0.367**

Sig. (two-tailed) 0.000 0.000 0.000

N 103 103 103 103

Avg_Content Pearson correlation 0.389** 1 0.442** 0.368**

Sig. (two-tailed) 0.000 0.000 0.000

N 103 103 103 103

Avg_PWOM Pearson correlation 0.530** 0.442** 1 0.370**

Sig. (two-tailed) 0.000 0.000 0.000

N 103 103 103 103

Avg_NWOM Pearson correlation 0.367** 0.368** 0.370** 1

Sig. (two-tailed) 0.000 0.000 0.000

N 103 103 103 103

Source: SPSS Software.

Notes: NWOM: Negative Word of Mouth; PWOM: Positive Word of Mouth.

**Correlation is significant at the 0.01 level (two-tailed).

Table 7. Convergent Validity of Different Factors.

Items
Factor Load-

ings Square of Factor Loadings

Sum of Square 
of Factor Load-

ings

Con-
vergent 
Validity 
or AVE

Intensity 0.817 0.667

0.815 0.664

0.799 0.638

0.793 0.628 3.95 0.564

0.706 0.498

NWOM 0.838 0.702

0.799 0.638

0.769 0.591 2.893 0.579

0.768 0.589

0.611 0.373

Content 1 0.787 0.619

0.775 0.601

0.688 0.473

0.631 0.398 2.822 0.470

0.624 0.389

(Table 7 Continued)
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(2010), Anastasiei and Dospinescu (2019), Andreawan (2015), Talwar et al. 
(2020), Cheng et al. (2006).

Further, NVivo11 software was used for identifying whether the scale identified 
in the extant literature stands true for our study or not. For this purpose, a total of 
600 online reviews were considered from Amazon website. After the application 
of NVivo11 software, it was found that the reviews given by the online consumers 
too fall under the four different dimensions of eWOM, that is, intensity, content, 
positive and negative valence.

Thus, it was clear from the application of this qualitative method that the 
factors identified earlier in the study stand true and the same are corroborated.

Table 8. Discriminant Validity.

Correlation Factors
AVE(Average Value Ex-
tracted)

Square Root of AVE or 
Discriminant Validity

Intensity 0.564 0.751

NWOM 0.579 0.761

Content 1 0.470 0.686

User experience 0.431 0.657

PWOM 0.573 0.757

Content 2 0.504 0.701

Items
Factor Load-

ings Square of Factor Loadings

Sum of Square 
of Factor Load-

ings

Con-
vergent 
Validity 
or AVE

0.584 0.341

User ex-
perience

0.721 0.520

0.658 0.433 1.724 0.431

0.628 0.394

0.614 0.377

PWOM 0.799 0.638

0.748 0.560 1.718 0.573

0.721 0.520

Content 2 0.823 0.677

0.700 0.490 1.513 0.504

0.588 0.346

Note: AVE: Average value extracted.

(Table 7 Continued)
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Conclusion and Implications

Conclusion

The present research has contributed by validation of the scale required for the 
purpose of study. It has thus helped in validating the scale identified in the previous 
research work. In addition, the research work contributes the existing field of 
e-Tailing sector by providing the marketers with the strategies for understanding 
the consumer behaviour and their purchase intentions.

Theoretical Contributions

This study attempts to find out the relationship between the hypothesised 
dimensions of eWOM that affect our e-Tailing sector. The study has focused on 
analysing the impact of four main factors of eWOM (intensity, content, positive 
and negative word of mouth) on consumer behaviour. All the dimensions were 
studied in Indian context.

A scale was identified on the basis of the previous studies. It was further 
validated by collecting the secondary data from Amazon website in the form of 
online reviews of the customers who have purchased smart watch online and 
water bottles from Amazon. All the reviews were analysed with the help of Nvivo 
software. This helped in validating the scale by clarifying that the data collected 
from Amazon also fall under the four dimensions of eWOM, as identified by the 
researchers. The results suggest that the online consumers are mostly affected by 
the quality of products that are offered by the sellers, which means that the online 
consumers are deeply affected by the content factor of eWOM. Similarly, the 
factor that affects the consumers is the number of online reviews about the 
products, as it would help them to categorise the respective reviews into positive 
or negative ones.

After the application of EFA, it was clear that the factors affect the purchase 
intention of consumers, but at varying degrees. Different pre-conditions of EFA 
were applied that further helped in quantitative validation of scale. Thus, it can be 
said that the results derived also support the extant literature quoted in the present 
study quantitatively as well as qualitatively.

Practical Implications

This article provides an insight for the marketers by providing a scale on the basis 
of which they can measure the eWOM communication. The use of mixed methods 
approach that is qualitative and quantitative methods has helped in enhancing the 
importance of eWOM. On the one hand, NVivo software validated the scale used 
by the researchers that helped in analysing the online reviews in e-Tailing sector, 
while on the other hand, EFA method helped in simplifying the primary data. With 
the use of Nvivo, the researchers were also able to identify the keywords for the 
study-intensity, content, positive and negative valence. By EFA method, certain 
items were deleted and finally the same from the questionnaire.
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The marketers can use this scale to study consumer behaviour and understand 
the present and future needs of consumers. Our study, thus, validates the findings 
from the previous research done by the authors. It can be, therefore, said that the 
current research helped in systematically validating the scale to measure eWOM 
communication.

Limitations and Future Research

Although the present study adds to the knowledge of study of literature, still it is 
not free from limitations. First, the focus is on the consumers from Jammu city 
only. First, the study is confined to the online consumers of Jammu city only. 
However, there are numerous online consumers situated outside Jammu city, as 
well. Thus, the future study should be based on the larger consumer base, thereby 
including the consumers from different parts of our country. Also, a sample size 
of 420 is used, due to the reason the research is still at its infant stage and the 
researchers are still in the process of collecting data. The future research should 
include a larger sample size. Future researches shall therefore help in improving 
the quality of results derived and in testing the relationship between different 
items of questionnaire.
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