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Abstract

An objective of this research is to determine tlwrdvof mouth effects on consumers buying decisiegative
or positive. The collected data is primary andg itdllected from different areas of Karachi cityRatkistan from
students of colleges, universities and househ@dsnple size is one hundred. The collected infooné&ind
data is evaluated with the help Frequency Distidvuiand ranking (Statics Technique). In conclusibis
revealed that for purchasing mostly consumer toumstvord of mouth. The respondents seem like to lzave
impact on consumers’ decision and close familyselfsiend, and other associates. More result stwashings
can be the reason to create difficulties for thepany such as a bitter experience of any produreié¢seand any
comments (word of mouth especially negative) beeaagative word of mouth or any negative commentsita
anything influence strongly than positive. Viral Mating is getting very common in e-business esigcfor
consumers and buyers.

Keywords. Consumer buying decision, products/services, Pakidtiral Marketing

1. INTRODUCTION
1.1 Background of the Study

In 1960’s many books were written however; iteliectual forefathers are much older. Consumer
Behavior is a discipline. Understanding of conswgnprovides a number of benefits it is the consuompti
process. Benefits are included follow the managerdécision making and giving the marketing redeavith
base of theoretical by which to analyses consurtemiake better decision. Psychological, economitd a
sociological are the factors that influence humahavior or decision and could be understood byystgdof
consumer behavior. Consumer behavior general kmigeldad personal value. It could help people tmivec
better consumer after informing. Additionally itwdd help consumer for buying process after infoigninem
regarding some of the strategies, which are usecbipanies for their products market. (Foxall & @whith,
1994).

Word of mouth is one of the fundamental means sfrithution. Word of mouth can influence others’
views, thoughts and their decision. If word of ntoupower utilized correctly, it could market any
product/services for the long time. It has the poteecreate strong image in the individual mind.d/of mouth
could be beneficial as well as harsh. Local mamk#étiencers, Trendsetters and Tastemakers are gappby
word of mouth marketing process also by which atisiag messaging campaign releases. The word othmou
marketing campaigns are connected with influenaatstrendsetters who help to begin consumer treands as
consumer products trends, automobile purchase drematertainment trend, Fashion trends, and beserag
consumption trends. Word of mouth values twice bBkkvertisings values for consumer. By advertisirggall
are captured in the world all day and night.
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To find the impact of word of mouth on consumer ibgydecision in Pakistan, analysis are carried out
by using primary data of one hundred householdsstundkents of universities of Karachi including @hsumer
buying decision factors but limited to the follogikey terms:

1.1.1 Consumer Buying Decision

The decision process and psychosocial activity lirevovhile evaluating, acquiring, consuming or
ordering of goods and services. The increasing musnbf consumers facing the issue of ‘confusiorotgr-
choice’ and disbelieving the claims of the prodwetiting through advertising “clutter” with the nsage has
never been more important.(Loudon & Della Bitta94p

1.1.2 Word of Mouth

Word of mouth is not Shill marketing, where actars hired in companies for creating a conversation

process with consumers, without informing them thay’re staged (recognized as “reaching markejingord

of mouth could not considered as forged online retémnk, where individuals forward e-mails to persais
don’t want them, or where any companies post fdkas on social media, or review sites like AmaX@ard of
mouth has strong perception in human mind, whictdasie by all every time — By which a powerful
communication can be done. It is also a part ofas@ommunication. Word of mouth is the way of shgr
ideas, believes and experiences among each otheay# share truthful idea, and also create wordnofith
(Balter, 2004).

1.1.3Viral Marketing

Viral Marketing is very powerful way of promotingny complex, premium, unusual, and breezy
products. It is the most effective when promotingexiential, complex, premium, unusual and breenylpcts.
These criteria does not met with the given moskaged goods on products, benefit will be given laykeaters.
Marketing by word of mouth could have effect consusnand their buying decisions. The study examihes
impact. Further, examine to know that how word ofutih can manipulate with consumers decision.

There are many literatures discussing word of maunth respondent interest in products is the mopbitant
influencing factor. Main three concerns of researstwho investigate the phenomenon are exposehy of
mouth communication: i) The kind and frequency afrévof mouth behavior, ii) Impact of word of mouth
product evaluation and iii) The effect of word obuth on social relationship. All articles have bestudied.
The thought of understanding consumers buying hehas mutual in marketing (Solomon., 1993; Wilkie,
1994;Engel, Blackwell, & Miniard, 1995; Assael, 299 oudon & Della Bitta, 1993; Kotler, 1997). Teleme
interviews were conducted with one hundred fiftypjple of Metropolitan County in the northeast aréahe
United States. Result showed that retailers hadesqomlities that were more likely to be circulateyg
consumers. More they also found that the customeless describes Market Mavens (person who have
information about much products and location retailthan do other customers). They created metfurds
retailers to propagate information to “market masieflike sending free samples of products). Spahgem &
Giese (1997) were less involved in the frequenay Bypes of word of mouth communication and, instead
concentrated on the effects of word of mouth bedraeh product evaluation. At a large Midwestern ugnsity

an experiment was conducted using undergraduadersisiattending and introductory marketing course.

1.2 Word of Mouth Model

A method was created by them for retailers to pgapainformation to “market mavens” (like product
free sample). Spangenberg & Giese (1997) wereifesdves in the frequency and types of word of nmout
communication and, instead, distillate on the affexf the word of mouth behavior on product analydany
attempts have been there to create models of carsdetision-making like those proposed by Howard &
Sheath (1969), Nicosia (1966) and Engel et al. §.96he review of this model would be beyond thepscof
this study however a basic approach is adopteditteghe decision. The approach is here in belguwé 1.
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Figure. 1: Framework of consumer decision-making [from: (Pradel., 1997]

With the reference of figure 1 it is shown thasthas been made of three main sections: (i) Theepso
of customers’ decision making, (ii) Individual bef@ determinants, and (i) Environmental influémg
behavior. Herr et al (1991) search the same redliddd to word of mouth information and product kysés.
They found that familiarity with the product is deased because of negative word of mouth informafibiey
disclose three hypotheses that spread over tworiexpets. 84 college students determined in thet firs
experiment, whether word of mouth approach is gfeorthan pallid printed information. Information ggecific
items was presented to the undergraduates by wartoth and print. The conclusion shows that instomer
products finding word of mouth plays very effectpart than bright printed information. CBC (2010datel is
depended on four word of mouth basic layers thiea tadividual from being unaware about bran engaggm
and transfers:

Buzz Campaign-To create knowledge among individual who were wvikm about the products/services.

Customer WOM - Turn active customers/members into referral sources
WOM Programs-Transition knowledge into interest and considerati

WOM Initiatives- By creating sincere brand engagement convertdsted individual into customers/members.
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Figure. 2: Ward-gf-Manuth Markefipa . Strateqv LCRG-2010)

Brown & Reingen (1987) consider that old research on word of mouth communication had not
efficiently look at the impact on groups. Old research was failed to conclude how word of mouth begin with the
individual. and_ends. un.aeorggatine. ta,lacee oxaug. The rale of word_of mouth.communication. in. infernersanal.
process and determine how this is being interviewethe macro and micro word of mouth process. NVira
Marketing Strategy (2009) discusses on interneethemutomatic marketing campaigns, including the afse
blogs, seemingly unprofessional sites, and designaneate huge word of mouth for a new items ovises.
The purpose of viral marketing campaigns is to tereaedia coverage via “offbeat” stories values nibes the
advertising budget of campaigning company.
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Figure. 3: Viral Marketing StrategyViral Marketing Strategy, 2009)

Glenn & Fudenber (1995) Studied for individual heverd of mouth communication summarizes
information. Two researches were emphasized onwwovd of mouth creates “conformity and diversity’brF
that Consumers were divided into two groups-“comiity” and “diversity”. They identified that whethevord
of mouth communication support their positioning #e conclusion consumers acquire more detailed wb
mouth information they shows more diversity thanewthat was received limited and/or general infdioma
The researchers used the textual analysis to sufiyjr hypotheses. As the result, word of mouthypla vital
role in the evaluation of products.

1.3 Problem Statement

This research purpose is to study that commentstabything or word of mouth influence decision of
the consumers mostly in buying process especialBakistan with some more objectives:

1.4 Resear ch Objectives
The specific objectives are:
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. To examine word of mouth marketing impact on indld&ls buying decision.

. To get the first-hand knowledge about other’s idaasl opinions have power to change anyone

perception about using products.
. To check whether consumers are supposed to give imgortance to negative word of mouth rather
than positive.

1.5 Scope of the Study

For this study the respondents had been randondgechwithin the area of Karachi. Questionnaires
had been circulated at many households and unilesr$d comprehend the youth and the old pointi@ivs. In
this study sample of the students had been intatedgwith regard to its external validity

1.6 Significance of the Resear ch

The major consumer trends to rely on word of mdothbuying daily and long term consumption
goods. The most family, close friend and acquac#armore influence on the decision of the consunteis
revealed by the result that bad experience of aogyrct, place and environment could be the readomany
problems for the organization in this all the mé&ator is word of mouth. One thing is getting quéaiceptance
among consumers as it is proved from the resugtithViral Marketing. At last negative word of moig moved
faster than positive.

2. MATERIALSAND METHOD

For this study the respondents were randomly sedesfthin the area of Karachi. To collect the data
and to know about the views of young and old qoestiires were divided at household and universiih.
Students are attractive and market innovators fmynproducts.

As the sample size 100 respondents were selecteddfial survey was administered to household aitlirw
the area of Karachi students were chosen randoroly funiversities and others institutions duringriéag
hours. As being secondary and primary data sowscesclassified. By giving out first hand questiones
primary data was collected and the secondary dalaction resource were Internet, past trends, pestarches
and journals, etc. For this study information otadaas collected from both primary and secondaspueces.
Primary based information is gathered solve théblpra by taking first-hand information while Infortian
secondary based is collected to find the answetiseofaising questions to solve the problems.

2.1 Measurement and I nstruments

In this study personally administered questionsaliave been used as the research instruments. The

core advantage of this is that within a short ped time the all completed response have beeraell. A
guestionnaire to which respondents recode theiwarssis a pre-formulated set of question. For teiearch
data is collected by using mechanism tool callegstiannaires to find accurately what the requirengeand on
interest how to quantity the variables. Questioree an appropriate way to collect the data spmedi§. Finally
the questionnaire was the combination of close-@rated open-ended questions for this purpose inaisd
were requested to answer the selected questioatedelith word of mouth marketing and its influerme
buyers’ decisions. Name, age, gender and mariglistwere inquired to the respondent fin data ctide
process.

2.2. The Procedur e of Sampling

Random sampling technique is used in this studyahmom sampling process every element from
population has equal chance to be selected agectubven the sampling process could sometimerbhedauge
and costly. The questionnaires’ formation was s$tmecl. For collecting reliable data for reliablealysis, every
individual was requested to respond to the opemelée and closed-ended questions.

3. RESULT AND DISCUSSION

The questionnaires were distributed among samplE06frespondents. The results of collected data
with discussion are following:

3.1 Reaults

The results of the frequency distributions are giae follows:
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Table 1.Results of Frequency Distribution with respect &n@er (N=100)

Gender Frequency Per centage Rank
Female 45 45% 2
Male 55 55% 1
Total 100 100%

With respect to gender (N=100) as per frequenctyildigion result, female respondents percentage is
45% whereas, male respondents number were 55%.
Both genders were selected to know their viewsroigg subject.

Table 2.Results of Frequency Distribution with respect geAN=100)

Age Frequency Per centage Rank
15—25 60 60% 1
26—35 21 21% 2
36—50 7 7% 4
Above 12 12% 3
Total 100 100%

About 65% of the respondents were belonged to 15Ag8d between “16-35", 21% were aged of “26-
35". “Above 50" 12% were selected and about 7%esfondents are “36-50".This result is collectedgabthe
view from multiple ages of respondents.

Table 3.Results of Frequency Distribution with respect tarial Status (N=100)

Marital Status Frequency Per centage Rank
Unmarried 65 65% 1
Married 35 35% 2
Total 100 100%

For certain household stuff word of mouth is a kegource of information and many people believe
that family and friend or sometime associate playgtal role while taking important decisions ab@aime
specific brands, so the respondents were prefdreéahg to all walk of life and multiple age groupsany of
students were relatively more even though they weth married and unmarried. Therefore the Pergentd
“unmarried” was 65% and 35% was “married”.

Table 4.Results of Frequency Distribution with respect tméumers Buying Behavior

Answers Frequency Per centage Rank
Advertising 49 49% 1
Word of mouth 29 29% 2
Leaders Opinions 22 22% 3
Total 100 100%

What affect the buying decision the most when thestjon was asked to the respondents 49%
preferred “Advertising”, 29% chosen “word of moutaiid 22% selected “opinion leaders”. This is profredh
the result that maximum people goes with advedisivhich is the most high-ranking factors whicheaft their
buying decision, so word of mouth has become muopoitant tool for the firms as compare to advergsi
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Table 5.Results of Frequency Distribution with respect tevibus Bad Experience-

Answers Frequency Per centage Rank
Yes 41 41% 2
No 59 59% 1
Total 100 100%

When the question was asked to the people if tleaychnegative about any product would they try or
not, then above analysis displays that 59% Pedplsafreed” and 41% people “agreed”. Actually, waoid
mouth has more reliability, therefore has more iabghan other communication channels. Althoughhim first
question it was determined that advertising infeenmore than word of mouth, but in this condithat many
people motivate to tryout any product/servicesrdfearing any negative comments about it

Table 5.1.Results of Frequency Distribution with respect tevibus Bad Experience

Answers Frequency Per centage Rank
Always 26 26% 2
Most of the time 49 49% 1
Sometime 22 22%

Rarely 3 3% 3
Total 100 100%

When respondents were asked, that would they infattrars whenever they had any bad experience?
49% replied “Most of the times”, 26% answered “Alg8 22% said “Sometimes” and 3% replied “Rarely”.

Simple word of mouth has extra credibility. Bad esipnce of any products/services/places usuallpines
very common.

Table 6.Results of Frequency Distribution with respect tara@vof mouth by marketers

Answers Frequency Per centage Rank
Always 20 20% 3
Most of the times 42 42% 1
Sometimes 34 34% 2
Rarely 4 4% 4
Total 100 100%

Marketers start planned word of mouth campaigng pramote any products or services, 42%
respondents accepted this view. Most of the firalsetadvantage by creating “buzz”. Separately market
create a strong hype, through which products/sesyicomote in the market.

Table 7.Results of Frequency Distribution with respect wrdvof mouth by relatives

Answers Freguency Per centage Rank
Yes 86 86% 1
No 14 14% 2
Total 100 100%

It is shown by the above result that people buyrgision are strongly taken when they talk to their
family, friends and associates regarding purchaiérms. 86% respondents strongly said “Yes” ang ddl%

said “No”. When any closed associates remarks gdmlit a particular products/services, it is serag@ fact
testimonial, which consider more reliable than ather source of information.
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Table 8. Results of Frequency Distribution with respecivtrd of mouth by everyday items

Answers Frequency Per centage Rank
Always 15 15% 4
Most of the time 41 41% 2
Sometimes 25 25% 1
Rarely 19 19% 3
Total 100 100%

While people were asked that for buying daily usens they would trust on word of mouth or not, 25%
replied “sometime”, 41% replied “most of the timel'9% answered “Rarely” and 15% respond “always”.
Nowadays consumption of daily items is increasey loka day so people depend on word of mouth during
making purchasing decision.

Table 9.Results of Frequency Distribution with respect xpé&nsive items

Answers Freguency Per centage Rank
Yes 45 45% 2
No 55 55% 1
Total 100 100%

The respondents were questioned that they depemébahof mouth during purchasing any expensive
item or not. 45% of them said “Yes” whereas 55%lieeld'No”. Result shown that word of mouth hasiitgppact
but when they have to spend a huge amount of mitnegydo not reply on it.

3.2 Discussion

Respondents provided many reasons of preferringl wbrmouth while buying any expensive items.

The first reason that might affect most of the peapas that, they would like to gain much inforratias
possible about products/services before makingdaysion of purchasing. The respondents alwayselihat
close relations like relatives, family, friends aambociates always support to make the decisioarezspecially
during purchasing something. Other reason that @ffact most of the people was that, others’ elgmee can
support while making decision because alreadystrielied on it that is why it can be reliable egsither like
second opinion because it support them, Word oftménom reliable source provide satisfaction to maky
decision. Second reason which was collected otlesqgerience could be so helpful because it hagsneathich
could be easy to rely, some people consider secoadpinion to make any decisions because wordaaftim
from trustworthy sources makes them satisfied. bastnot the least another cause to rely on womhaith is
that people want to be careful in order for betésults. Respondents also shared the reason o$iclgoword of
mouth while buying luxurious items, that time peopivest a huge amount of money which going tofent
lamp sum from their pocket, in this situation thagstly rely on the information coming from authergources.
Since it is involved a lot of assets which requitere consideration so people usually certain oftwha
they are going to buy. Next the main cause whiafpehoumber of suspects discussed was that theydhare
dislikes and likes that's why they personally wemuisit to the markets rather than relying on athehile a
limited respondent replied that not any single wofdnouth effect on their mind decision becausg ithe not
rely on others information. They believe that lugus products are durable and long term so thegalmeed
more information from word from word of mouth. Fuet many people said that they prefer proper rebesnd
survey to be confident before purchasing any experiems. Some people also claim that they likéryoany
purchase items themselves because they trustxpatience teach a lot, people are satisfied byirrglgn their
own.

Table 10. Results of Frequency Distribution with respecVil Marketing

Answers Freguency Per centage Rank
Yes 70 70% 1
No 30 30% 2
Total 100 100%
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As per above result 70% respondents said “Yes” amgg 30% replied “No” while people were
inquired whether Viral Marketing help marketersteate hype for promotion, buzz spread very fass. begun
among different people having different interesffedent views, through online conversations, whishthe
easiest and most cost effective way to measure wfombuth, called ‘Viral Marketing’ in the onlin@fm.

There are several ways, which facilitate commuiocato be ‘Viral. The most common way of
communication is e-mail. E-mail is fast and quickywespecially when it involves transmitting “word o
mouth”, positive or negative, about any organizatjoroduct or services. Internet or computer isngng up for
getting information. Word of mouth has much impoda in e-business world. It plays very importané footh
off-line and online.

Table 11.Resultsof Frequency Distribution with respect tqaléve & Positive word of mouth

Answers Freguency Per centage Rank
Yes 95 95% 1
No 5 5% 2
Total 100 100%

With the reference of above result 95% people afjtbat a bad experience of any products/services
and word of mouth (especially negative comments) @aate the bad image in consumers’ mind because
negative word of mouth about anything influencersgty than positive.

4, CONCLUSION AND RECOMMENDATION
4.1 Conclusion

Main objective of this study is to found effects @nsumer buying decision positive or negative. The
final result shows that people of different agesyrital status and to buy any item genders rely trers’
comments, opinions and others’ word of mouth teetaky decision. With the help of first questiontoé
guestionnaire it has been found that people predeertising rather than word of mouth but on thatary
when the detail question have been asked it has meticed individual's decision could be effectgdviord of
mouth. This is real fact that bad impression of prgduct/service can be created by once bad exmerievhich
proved that negative word of mouth could have umdbke effects, but positive word of mouth couléate a
magical impression or image of products/services.

In the situations where a small amount of monepusived people mostly don't have to wish to carry
out a survey before spending. On the other handhewer the stakes are high it's just about the ofpgos
However, the basic demand to have first-hand kndgdeor experience must influence other responaems,
want to learn from others’ experience. More infotiora that the results have shown is that word ofithaan
be incredible helpful for marketers to create thguired hype for their items/services, so thatgessare very
much aware of its existence. Viral Marketing is afi¢he topic from which some people are still uokm with.
Internet and e-mail has taken a magical place aimbmedia. Good Viral marketing makes every cusipm
salesperson. As it is found from the results thaan be more influential than many other marketaahniques
because it is accurate, fast, and cheap which alletailed information. It is not only valuable fodividuals
who can access the net, but also others becagseaédtates online and off-line discussions. Anothetrthat has
come up by the conclusion is that word of mouth thaspower of wiping off any business especiallgateve.
About effective use there is unanimity if word obuth being a contributing factor in sale/promotadproducts
and services. It is accepted through the survey thard of mouth’ is a persuasive means to promate
product/service also formulating favorable decisiegarding purchase of personal items.

5.2 Recommendations

There are numbers of suggestions mention below:
1. Marketers should not trust word of mouth campaigdewspapers, magazines, television and Internet

should be used for communication.
2. Before purchasing any expensive or luxury item comsrs must carry out survey from word of mouth.
3. People have good or bad experiences by which otlagrget benefits from them.

4. Consumers should share their opinion about anyyatsdr services.
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5. The use of Viral Marketing should not be negative.
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