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 This study aims to examine the effects of electronic word of mouth communication (eWOM) 
among consumers on purchase intention and brand image, specifically, Generation Y and Z groups 
in relation to smartphone brands. The study utilizes an empirical research model using data col-
lected from 402 valid respondents among consumers who use smartphone brands in North Cyprus. 
The study uses structural equation modeling (SEM) to explore and conduct the analysis. The results 
confirm the significant effects of eWOM on purchase intention through brand image and the mod-
erating role of product type among eWOM, purchase intentions and brand image. The study also 
recommends that firms and marketers must concentrate on online communication channels to af-
fect consumers’ intention toward purchasing brands and brand image. Moreover, the current study 
model suggests that future study can be extended in different context, countries (i.e. developed, 
emerging, developing), industries (i.e. banks, e-commerce, tourism) and different social media 
platforms sites (i.e. Facebook, Twitter).  
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1. Introduction 
 
 
Word of Mouth (WOM) has been one of the most important channels of communication in information 
exchange among consumers (Chan & Ngai, 2011; Chu & Kim, 2011; Kim et al., 2014; Kunja & GVRK, 
2018; Richins, 1984). It can significantly affect attitudes and consumer behavior and is also considered 
as one of the key marketing tools (Avery et al., 1999; Chen & Xie, 2008). Indeed, this type of commu-
nication has been more effective in consumers decision making than other traditional marketing tools, 
such as personal selling, or advertising media (Engel et al., 1969; Katz & Lazarfeld, 1955; Lee et al., 
2006), because it is considered more credible and reliable than any resource information generated by 
an institution (Wu & Wang, 2011). More recently, considering the growth in technology, the advent of 
the internet has played a significant role in exchange in information transmission. Recent statistics from 
January 2018 indicate that more than fifty percent or about four billion people in the world are using 
the internet (Internet World Statistics, 2018); with Europe representing about 11.3 percent of the 
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world’s internet usage. As a result, the rapid development of the internet can enable sharing of infor-
mation to a vast amount of people worldwide without limitations (Hennig-Thurau et al., 2004; Reimer 
& Benkenstein, 2016). This facilitates a fertile ground for eWOM communication through various vir-
tual platforms on the internet, which enables consumers to share and recommend their opinions about 
services and products (Cheung & Lee, 2012; Cheung & Thadani, 2012). Given the ease of access to the 
Internet, it provides many opportunities to consumers who rely on eWOM to generate information from 
other consumers to form opinions about goods and services (Sparks & Browning, 2011; Zhao & Xie, 
2011). On the other hand, consumers can willingly share or post experiences and rate firms or brands 
(Yang et al., 2015). Furthermore, eWOM enables consumers to reduce time and effort in order to obtain 
information about specific products or services (Goldsmith & Horowitz, 2006). Brand image is im-
portant for companies if consumers have a favorable image as it can contribute to an increase in market 
share, and market success, thus allowing a firm to have a better position in the market (Sondoh et al., 
2007). Several studies investigated the relationship between eWOM, purchase intention, and brand 
image were limited to specific countries and industries, so the previous scholars confirmed to explore 
this relationship in different context (countries, industries), also the previous studies indicated to study 
the research model with different potential moderator (Al Halbusi & Tehseen, 2018; Alam Hamdani & 
Abdul Fatah Maulani, 2018; Engel et al., 1969; Kazmi & Mehmood, 2016; Torlak et al., 2014). For 
this, few researchers have investigated eWOM communication, while none has looked to examine this 
research model in a Northern Cyprus context (developing countries). We extended to explore the mod-
erator effect of product type, and focus on how eWOM effects consumers’ behavior of Generation Y 
and Z. The aim of this research observes the effects of eWOM communication on consumers' PI through 
brand image. For this purpose, we empirically test our research model on consumers’ use of smartphone 
brands in the Turkish Republic of Northern Cyprus. More specifically, the proposed model tests how 
eWOM affects consumers’ behavior to increase purchase. 

Our research paper is planned to conduct as follows. First, it provides a discussion about the literature 
related to eWOM, WOM, BI, PI, product type and the hypothesis of each variable. Secondly, it intro-
duces the research framework. Third, an explanation of the research methods and a discussion of the 
statistical results are given. Finally, a summary of the findings and a discussion of the research is pre-
sented.  

2. Literature review 

2.1. From Traditional to Electronic WOM 

There are various definitions of traditional WOM which have been defined as “oral, person to person 
communication between a receiver and a communicator whom the receiver perceives as non-commer-
cial, concerning a brand, a product or a service.” (Arndt, 1967). Harrison and Walker (2001) defined it 
as an “informal person-to-person communication between a perceived non-commercial communicator 
and a receiver regarding a brand, a product, an organization, or a service.” Further, they described 
WOM as  “informal communications directed at other consumers about the ownership, usage, or char-
acteristics of particular goods and services and/or their sellers.” (Krishnamurthy & Kumar, 2018; Litvin 
et al., 2008; Sirakaya-Turk, Ekinci, & Martin, 2015; Westbrook, 1987). Additionally, previous research 
studies have shown that consumers perceive offline WOM as more trustworthy and persuasive than 
other forms of mass media such as editorial recommendations, newspaper, television or radio adver-
tisements (Steffes & Burgee, 2009). However, consumers that use WOM communication rely more on 
this type of communication, due to the reduced perceived risk and uncertainty (Murray, 1991). Thus, 
offline WOM is more influence than sources of media in playing important roles to motivate consumers 
to purchase products and services (Herr et al., 1991). Furthermore, the advent of technological devel-
opment especially the internet has dramatically changed the way consumers communicate thereby 
transforming traditional WOM into the online WOM (Cheung & Thadani, 2012). Consequently, the 
internet has provided several platforms for new types of communication to take place through a variety 
of forms such as blogs, discussion forums, etc. (Li & Du, 2011; Weinberg & Davis, 2005). eWOM has 
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obtained more attention from researchers in recent decades (Gruen et al., 2006). Thus, online WOM is 
deemed more effective than offline WOM due to easily accessible and highly accessible information 
(Chatterjee, 2001). According to Hennig and Thurau et al. (2004), eWOM can be defined as ‘‘any 
positive or negative statement made by potential, actual or former customers about a product or com-
pany that is made available to a multitude of people and institutions via the Internet.”  eWOM is also 
facilitated within various types of platforms communicating opinions and exchanging product infor-
mation which is available to a majority of people and marketers in organizations (Hennig-Thurau et al., 
2004). Some researchers are more intention in exploring the motives of consumers for seeking postings 
through online word of mouth (Goldsmith, 2006; Goldsmith & Horowitz, 2006; Hennig-Thurau, 
Walsh, & Walsh, 2003; Lee et al., 2006).  Subramani and Rajagopalan (2003) discussed how electronic 
word of mouth platforms such as online discussion forums and online communities play a significant 
role in facilitating influence of products and brands. Furthermore,  many empirical studies have exam-
ined the impact of eWOM on product purchase (Chevalier & Mayzlin, 2006; Goldsmith & Horowitz, 
2006) and consumer decisions to purchase (De Bruyn & Lilien, 2008). An investigation conducted on 
users of online recommendation indicated online WOM influences product choice (Senecal & Nantel, 
2004). However, eWOM has two kinds of messages for specific groups of people, those who have 
strong ties such as family and friends or those who have weak ties such as acquaintances leading con-
sumers to post and share product messages. It should be noted that both types of messages provide 
product, service and experience information and can affect consumers’ purchasing intentions and be-
haviors (Brown & Reingen, 1987; J.Wang, & Wang, 2018; Zhao & Xie, 2011). Furthermore, positive 
eWOM communications can enhance consumers’ attitudes towards a product, service and increase 
purchase. In contrast,  negative eWOM can do serious and sometimes even immutable damage to the 
firm (Cheung & Thadani, 2012). 

2.2 EWOM and PI 

eWOM communication messages can reduce the chance of uncertainty for consumers when purchasing 
brands and products, thus their PI can be more effective (Chatterjee, 2001; Kala & Chaubey, 2018; 
Tsimonis & Dimitriadis, 2014; Wang et al., 2012). At the same time, eWOM messages are deemed a 
very essential reference as it assists consumers to determine their purchasing decision-making pro-
cesses (Chan & Ngai, 2011; Park et al., 2007; Sohaib et al., 2018). Previous studies found a significant 
positive influence between eWOM and consumers PI (Kunja & GVRK, 2018) which indicated the 
effect of eWOM on value co-creation and purchase intention, in that, positive comments, posts, and 
shares through consumers on social media improve purchase decision making and purchase intention. 
Reza Jalilvand and Samiei (2012)   also studied the significant impact of eWOM communication on 
purchase intention and brand image. Furthermore, many related studies have examined the influence 
of eWOM on PI (Evans & Erkan, 2014; Gabler & Reynolds, 2013; Kala & Chaubey, 2018; Torlak et 
al., 2014; Zhang & Tran, 2009). Hence, the proposed hypotheses are: 

H1: EWOM communication has a significant influence on purchase intention. 

2.3 EWOM and Brand Image 

A brand has long been deemed a significant concept in marketing activity, thus playing a remarkable 
role in enabling consumers to identify institutes or industries products and services that lead to differ-
entiating them from other competitors (Keller, 1993, 2009). According to Kotler (1997) “a brand con-
sists of a name, term, sign, or symbol, or any combination of them, that attempts to represent the unique 
benefits a company can provide to consumers through a particular product or service, in terms of at-
tributes,  value, and culture”. Consequently, based on brand equity (CBBE) there are two types of 
brand; awareness, image (Aaker, 1991; Keller, 1993). Thus, brand image is “how a brand is perceived 
by consumers” (Aaker, 1996). In addition, brand image has been defined “as perceptions about a brand 
as reflected by the brand associations held in consumer memory”(Keller, 1993). Brand associations 
reflect the benefit of brands to consumers through linking product and service information to the exist-
ing brand in consumers’ memories, therefore indicating the product benefits of brands (Keller, 2009). 
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Similarly, a brand image plays an important role in contributing to the consumers’ decision about a 
certain brand, thus influencing consumers buying behavior (Johnson & Puto, 1987). 

Bambauer and  Mangold (2011) conducted an empirical study on online product reviews in relation to 
consumer online platforms by examining the effects of eWOM communication on brand equity and 
purchase intention. Torlak et al. (2014) investigated the effect of word of mouth on purchase intentions 
and brand image in relation to Turkish cell phone brands. However,   Jalilvand and Samiei (2012)  also 
highlighted the influence of eWOM on brand image and PI and found online WOM communication 
promoted customers purchase intentions in the Iranian automobile industry. Kala and Chaubey (2018) 
examined the effect of eWOM communication on brand image and purchase intentions, subsequently 
finding that online WOM enhance consumers’ willingness to purchase Indian lifestyle products. Ac-
cording to  Sandes and Urdan (2013) experimental study on domestic brands in the Brazilian market, 
both, either positive or negative online reviews influence the brand image. Furthermore, Farzin and 
Fattahi (2018) investigated the impact eWOM social network sites had on brand image and purchase 
intentions; the results indicated that eWOM played a remarkable role in forming a brand image in the 
minds and memories of consumers; leading to further purchase intention in the context of Iran. Thus, 
the following hypothesis proposes that: 

H2: EWOM communication has a significant influence on the brand image. 
 

2.4. Brand Image and Purchase Intention 
 

Purchase intention has been deemed one of the essential components in consumer buying behavior, as 
it influences the consumer in making a choice regarding a certain brand among several brands in the 
market (Spears & Singh, 2004). Moreover, purchase intention provides the possibility of how deter-
mined the consumer is willing to purchase the commodity,  the higher possibility purchase suggests a 
strong purchase intention (Wu, Yeh, & Hsiao, 2011), also an individual’s purchase decision in relation 
to a certain brand occurs after deep evaluation, thus there are variables that can measure purchase 
intention to the expectation of the brand to purchase (Moslehpour et al., 2017). Moreover, the study of 
Kazmi and Mehmood, (2016)  examined the effect of electronic word of mouth communication and 
brand image on purchase in electronic industry related with consumers in Pakistan and the results 
showed the significant effect for moderator on purchase intention.  
 
According to Jalilvand and Samiei (2012) the effect of eWOM on brand image and PI, indicates that  
eWOM in online context may improve consumer intention to purchase which promote the association 
to consumers that desire to purchase for the car industry in Iran. However, Shukla (2010) investigated 
the influence of interpersonal and brand image and found these can motivate consumers PI, the result 
indicated the brand image was a significant moderator on luxury purchase intention. Lien et al. (2015) 
examined the impact of the brand image, direct effect (mediating effect) of online hoteling booking on 
consumer purchase intention. Similarly, Al Halbusi and Tehseen (2018) investigated the effect of 
eWOM on brand image and PI on the automobile industry in Malaysia. Hence, the proposed hypothesis 
is: 
 

H3: Brand image has a significant influence on purchase intention. 
 

2.5 Product type  
 

Nelson (1970) categorized products and services as search products and experience products. Search 
products are products that possess attributes that can be evaluated using external information prior to 
the purchase or consumption of any kind of product or service. Hence, consumers’ abilities rely on 
previous consumers who used many products before including search goods such as clothing, or house 
furnishings. In contrast, experience products are products that can be accurately evaluated after the 
purchased product or product trial. Most personal services include categories such as restaurants food, 
holidays, travel and hairdressers. Peterson et al. (1997) search product has features that can be measured 
using available information about a particular product, the internet enables the communication function 
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and transactions among consumers generating a more effective communication channel involving the 
product ensuring that the products are comparable. On the other hand, according to Peterson et al. 
(1997) experienced product information regarding product attributes and features are not sufficient for 
consumers to utilize the internet based on communication or transaction. As a result, the consumer who 
would like to experience the goods prior to purchase or consumption, perceive the internet lacking as 
a substitute for traditional transaction channels.  
 
Therefore, since consumers’ ability uses external information to evaluate search products, information 
gained from online WOM tends to be more credible for consumers to buy search products. However, 
before purchasing search products consumers are using online WOM and treat it seriously due to re-
duced uncertainty, thus online WOM is predictable to be more significant for search products than for 
experience products. Moreover, consumers need more exterior information on this type of product than 
for experience products. Consequently, when consumers use eWOM via search products, the results 
indicate higher perceived usefulness in assisting consumers to understand the features and attributes of 
a product. Hence, the proposed hypotheses are: 
 
H4:  Product type has a significant moderating influence on the relationship between eWOM and pur-
chase intention. 
 
H5:  Product type has a significant moderating influence on the relationship between eWOM and brand 
image. 
 
Fig. 1 shows the structure of the proposed model.  
 

Product type   Brand image   
     
    Purchase Intention  
EWOM     

 
Fig. 1. The structure of the proposed model  

3. Methodology  

3.1. Population and sampling  

A field study was conducted in the Turkish Republic of Northern Cyprus on all consumers’ use of 
smartphones. The population of this study consisted of all consumers who use smartphones brands, the 
respondents were chased from Generation Y and Z. For the differentiation between Y and Z we depend 
on Demographers difference (birth years), so the generation Y (millennial) ranging From 1980 to the 
end of 1994 and the generation Z (iGen) ranging from 1995 (24 years) to 2001 (18 years). The responses 
were gathered from customers in the Turkish Republic of Northern Cyprus through a self-administered 
questionnaire, therefore the questionnaires were distributed based on the non-probability sample tech-
nique and purposive sample method was used in order to collect the data. 

3.2. Measurement  

We developed a survey questionnaire using measures based on using a scale adapted from the previous 
literature reviews. Thus, we modified them slightly to suit our research context. The questionnaire con-
sisted of four parts: eWOM, brand image, PI, and demographical information. The eWOM communi-
cation section was measured utilizing six items which were adapted from the study of (Farzin & Fattahi, 
2018). The brand image section was assessed by adopting six items used by Martínez Salinas and Pina 
Pérez (2009). The six-item scales were used in order to measure purchase intention, which was adapted 
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by Farzin and Fattahi (2018) and Reza Jalilvand and Samiei (2012). Finally, the section of the ques-
tionnaire collected demographic information from the respondents, such as age, gender, education, and 
monthly income. All variables of “Electronic word of mouth”, “Brand image” and “Purchase intention” 
were carried out using a five-point Likert-scale, ranging from “strongly disagree” (1) to “strongly 
agree” (5). Table (1) below presents the research constructs and items used for this study. 

Table 1   
The Measurement of Research Constructs  

 

3.3 Data Collection and Analysis 

Data were collected during the month of August 2018 from consumers who used smartphones in the 
Turkish Republic of Northern Cyprus. Seven hundred and fifty questionnaires were distributed among 
the respondents and 402 valid responses were obtained after excluding incomplete questionnaires, the 
questionnaires rate of response was 56% from respondents who agreed to participate. In order to ana-
lyze the data, we used IBM SPSS version 22.0 for Cronbach’s in assessing the scale reliability and 
descriptive statistics, AMOS version 22.0 for structural equation modeling (SEM) techniques were 
employed to analyze structural relationships between the variables, latent constructs and test the hy-
potheses of the research model. 

4. Data Analysis and Results 

4.1 Confirmatory Factor Analysis: The Measurement Model 

A (CFA) was carried out. The research model measurement for this study meets the required cut-offs 
of a good model fit: chi-square (χ2/df) = 3.768, CFI = .976, GFI = .938, AGFI = .919, RMSEA = .083, 
SRMR = .040. PCLOSE = 0.143, all cut-off values meet  recommendations commonly used in literature 

 Measurement 
Item eWOM 

e-wom1 “To make sure that I buy the right products or brands, I often read online reviews of 
products and brands written by other fellow members in social networks.” 

e-wom2 “To choose the right products or brands, I often consult online reviews of products 
and brands provided by other fellow members in social networks.” 

e-wom3 “The information that I spread in social networks regarding the products and brands 
usually influences the opinion of other members.”

e-wom4 “I always publish my experiences with products and brands on social networks on re-
quest of other members.” 

e-wom5 “I am willing to share my experiences with products and brands with other fellow 
members on social networks.” 

e-wom6 “I try to more effectively share my experiences with products and brands with other 
fellow members on social networks.” 

 Brand image 
BI1 “This brand has a high quality. 
BI2 This brand has better characteristics than its competitors.” 
BI3 “This brand has a personality that distinguishes itself from competitors.” 
BI4 “This brand is a brand that does not disappoint its customers.” 
BI5 “This brand is one of the best brands in the sector.” 
BI6 “This brand is stable in the market.” 

 PI 
PI1 “I would buy this product/brand rather than any other brands available.” 
PI2 “I am willing to recommend others to buy this product/brand.” 
PI3 “I intend to purchase this product/brand in the future.” 
PI4 “I would rather buy the products or brands introduced by my friends on social net-

works than the other existing (competing) products and brands.” 
PI5 “I would like to recommend the products or brands introduced by my friends on so-

cial networks to other people.” 
PI6 “I would like to buy the products or brands following their introduction by my friends 

on social networks.” 
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(Gaskin & Lim, 2016; Hu & Bentler, 1999). In order to sum up a goodness-of-fit model exists for the 
overall model measurement (Hair Jr et al., 2010). This accepted benchmark used by recent  research 
(Alzghoul et al., 2018; Elrehail, 2018; Ibrahim & Aljarah, 2018). 

4.2 Structural Equation Modeling: Hypotheses Testing 

Following a confirmatory factor analysis, the valuation of the structural model through testing of the 
hypotheses underlying our research model was conducted. The SEM technique was chosen because of 
the nature of the research model and test hypotheses, and due to the mediating and moderating effects. 
One of the main reasons SEM was chosen is because of its stringent nature when compared with tradi-
tional hierarchical regression analysis (Hair et al., 2010).To adequately test the moderation effect, a 
bias-corrected bootstrapping (2000 samples) method was chosen, as researchers such as (Preacher & 
Hayes, 2004) advocates that the bootstrapping method is a powerful tool for testing indirect effects; 
due to its ability to resample the dataset in order to create a confidence interval (CI) for moderators 
(MacKinnon et al., 2002). The relationships between the latent variables indicate that the significance 
and strength of each of the hypothesized effects developed for this research model accurately, capturing 
a well model fit for the model. Overall the fitness of a model measurement exceeded the common 
acceptable level (Bagozzi & Yi, 1988; Hair et al., 2010). All the research hypotheses with their results 
illustrated in Table 2, are statistically significant at P<0.05 including direct and interaction effects. 

Table 2  
Results of the structural model for the direct relationships among constructs 

Hypothesized relationships Estimate CR P Result 

H1. eWOM Purchase intention 0.728 0.057 ***  Supported
H2. eWOM Brand image 0.290 0.051 *** Supported 
H3. Brand image Purchase intention 0.007 0.054 0.895 Not Supported
Age Purchase intention -0.090 0.039 0.020 Control
Gander Purchase intention 0.035 0.521 0.602 Control

Interaction effect 
H4. eWOM_X_Proudct type Purhces intention 0.095 1.890 0.059 Supported 
H5. eWOM_X_Proudct type Brand image 0.051 1.124 0.895 Not Supported
Note: eWOM: electronic word of mouth; *** statistically significant at p _ 0.001 

4.2.1 Direct effects  

Table 2 and Fig. 2 present the results; the individual tests of significance of the relationship between 
the variables. It reveals that, as expected eWOM has a significant influence on purchase intention (β = 
0.728, p < 0.001). Therefore, (H1) is supported. This finding is consistent with the result of Jalilvand 
& Samiei (2012), conducted in Iran in relation to the automobile industry which indicated that eWOM 
had a significant effect on PI.  

 

Fig. 2. Structural Model 
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The result shows that H2 (β = 0.290, p < 0.001) is supported, as it predicts that eWOM has a positive 
direct effect on brand image. That result is inconsistent with Kazmi and Mehmood (2016) who stated 
that eWOM has a significant effect on brand image. The researchers conducted their study in the region 
of Haripur and found that eWOM has a significant effect on BI. Moreover, pertaining to H3; it was 
found not to be supported, as it indicated a negative impact of the brand image on PI (β = 0.007, p < 
0.895). However, the brand image does not considerably influence the smartphone user’s intention to 
purchase. Hence, for the moderation effect of H4, the result showed that product type strengthens the 
positive relationship between eWOM and purchase intention (β = 0.095, p < 0.059). Therefore, H4 is 
supported.  The result of H5 show that there is no moderating effect of product type in the relationship 
between eWOM and brand image (β = 0.051, p < 0.895). Therefore, H5 is not supported. Table 2 ex-
plains the interaction effect of product type on the linkage between eWOM and BI, illustrated that 
reduced product types of mobile smartphones available on the market enhance customer purchase in-
tention. Therefore, these variables play a significant role on the development and enhancement of elec-
tronic purchase intention. Furthermore, Table 2 show that the control variable (Age) has a significant 
impact on PI. In constrict, (Gender) has an insignificant impact on PI. 

 
Note: PI Purchase intention; EWOM: electronic word of mouth; PT: product type 

Fig. 3. Moderating impact of product type between EWOM and purchase intention 

4.3 Further analysis: mediating effect 

In order to test the mediating effects, this study employed the bootstrapping procedure and identified 
whether the direct relationship of eWOM and purchase intention through brand image is statistically 
significant. The direct effect results (Table 2) confirm that the direct effect between eWOM and pur-
chase intention is statistically significant. In other words, when the researchers want to test the media-
tion effect, they should first test the main effect between the independent variable and dependent vari-
able (Awang, 2015; Baron & Kenny, 1986). When the mediator impact of the brand image is included 
in the research model, the direct effect between eWOM and purchase intention would change. If the 
direct impact diminishes but remains statistically significant, the mediation effects in this situation are 
called “partial mediation”. However, if the direct effect diminishes but becomes statistically insignifi-
cant, then the mediation effect in this situation is known as “full mediation” (Awang, 2015). Table 3 
reveals a statistically insignificant indirect impact of eWOM on PI via BI. However, eWOM has a 
negative direct effect on PI when BI was entered as a mediator effect. 

Table 3  
Results of the structural model for the indirect relationships among constructs 

Hypothesized path Estimate Lower Upper P Result 
eWOM     →      BI    →      PI 0.002 -0.023 0.026 0.892 Not Supported 
Note: EWOM: electronic word of mouth; BI: brand image; PI: purchase intention 
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The results of the mediation effect indicate that there is no mediation effect of the brand image be-
tween the relationship of eWOM and PI. 

Table 4  
Results of the structural model for the correlations between eWOM, BI and PI 

 Mean Std. Deviation EWOM BI PI 
eWOM 2.013 0.577 1   

BI 3.557 0.610 0.274** 1  
PI 2.744 0.760 0.546** 0.158** 1 

Note: eWOM: electronic word of mouth; BI: brand image; PI: purchase intention; ** statistically significant at p _ 0.01. 

 

Table 4 presented the findings of individual tests of significance of the relationship between the varia-
bles. At a significant level of 0.01, person correlation for all relationships was found significant. Person 
correlation for eWOM and PI is 0.546** found significant relationships, the correlation for BI and PI 
is 0.158** and correlation for Ewom and BI is 0.274**. 

5. Discussion  

The internet has opened a new arena for eWOM especially, regarding the ability it has to spread infor-
mation related to products among consumers within the network thus reaching a wide variety of poten-
tial consumers. Therefore, the internet can facilitate eWOM among consumers. With the global growth 
of eWOM especially in Northern Cyprus, researchers and marketers are trying to better understand how 
eWOM can influence consumer behavior and consumer’s willingness to purchase. The purpose of this 
study was to explore the possible influence of eWOM on purchase intention through brand image in 
the smartphone industry. It has been remarked that consumers who feel uncertainty towards a certain 
brand tend to search for online reviews and recommendations for that brand. Searching for online in-
formation and reviews are useful for the consumer in making an informed and confident purchase de-
cision. Therefore, persuasive and prior consumer recommendations and reviews have a strong positive 
influence on intention to purchase. The findings have revealed the significant impact of eWOM on 
purchase intention, including the obtain information and reviews /recommendations regarding brands 
from eWOM channels and, use of information to purchase certain products or brands. Thus, our results 
are in line with prior studies which found eWOM communication to be a significant factor affecting 
consumer intention to purchase (Kazmi & Mehmood, 2016; Reza Jalilvand & Samiei, 2012; Torlak et 
al., 2014). The findings indicate that eWOM communication is formed through appropriate re-
views/recommendations from those who had previous experience concerning the product or brand lead-
ing to consumer intention to purchase. On another hand, our results show from this study that brand 
image does not have a significant effect on consumer intention to purchase. This result is contrary to 
the results of other studies (e.g. Kazmi & Mehmood, 2016; Jalilvand & Samiei, 2012) from research 
conducted in Iran and Pakistan, respectively. Thus, the effect of eWOM communication is more sig-
nificant in terms of consumer intention to purchase compared with the brand image. Additionally, 
eWOM communication highlighted the role of eWOM in persuading consumers to purchase certain 
products or brands. From the results, we can observe that the influence of eWOM on PI cannot mediate 
the brand image, in the context smartphone brand in Northern Cyprus. Therefore, the result of the study 
also illustrates the effect of product type among eWOM on PI, indicating the significant effect of prod-
uct type between eWOM on consumer PI. The finding indicates that eWOM on purchase intention can 
moderate product type. In contrast, our results show the effect of product type between eWOM and the 
brand image does not significantly affect eWOM and brand image. Thus, indicating eWOM and brand 
image do not moderate product type. Ultimately, the link among brand image and purchase intention 
indicate that usage of community tools is growing among Cypriot consumers, however, these are not 
enough to influence consumer purchase decisions. This indicates that online information and reviews 
do not motivate consumers in relation to brands or products. This finding can assist marketers in build-
ing an appropriate image of the brand which leads to a positive image from a consumer perspective. 
Consequently, consumers are receiving positive reviews from previous consumers toward the brand. 
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6. Conclusion  

WOM is deemed one of the most important channels of communication to exchange information be-
tween consumers which affects consumer’s behavior. With the advent of the internet and increasing 
usage of internet technologies, consumers have dramatically moved towards online commutation chan-
nels to obtain information related to products and services to finalize purchase decisions. eWOM plays 
a significant role in creating a positive image of the firms and brands and can also impact consumers’ 
intention to purchase. On the other hand, it allows for a reduction in expenditure for firms such as 
promotion in the traditional media. Moreover, the internet has facilitated the use of eWOM in generat-
ing both recommenders and reviewers who have previous experience in relation to the brand and this 
can be employed as a strategic communication network. Consumers’ opinions and reviews can influ-
ence other consumers purchase decisions.  Marketers should attempt to be attentive to the potential of 
this method, as they can influence this form of computation tool. Therefore, marketers can create plat-
form applications to interact with customers and potential consumers and enhance the image of the 
brand from the perspective of customers. Ultimately, firms and marketers must concentrate on online 
communication channels to affect consumers’ intention toward purchasing brands and brand image.     

7. Future research  

There are some limitations for this study, for instance, the population sample just focused on the user 
of smartphone and did not include the other context. In addition, the sample of research examined in 
northern Cyprus context and the majority of respondents were from younger groups. Our study context 
may limit the generalizability of our findings. The type of sampling was a non –probability sample 
because the sample chosen depended on the objective of study and the population of study had specific 
characteristics and limited to smartphone brand users. Thus, we chose purposive sample and this may 
limit the generalizability of our findings. Future study for the current study model can be extended in a 
different context, countries (i.e. developed, emerging, developing, industries (i.e. e-commerce, tourism)  
and explore the current model in social media platforms sites (i.e. Facebook, Twitter), and de-
mographics, international, culture (i.e. collectivism versus individualism). Future study can also be 
extended in a new comparative study between countries, industries, social media sites eWOM provider 
and can focus on the relationship between eWOM and different variables such as brand personality, 
dimensions of the brand image (functional, experiential, attitudinal).   
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