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ABSTRACT

Customerengagementine-commerce(CEE)isparamounttosuccess,andCEEcanbeachievedby
engagingcustomersineWOM.However,everycustomerperceivestheeWOMmessagefromtheir
perspective.ThereisalimitednumberofstudiesconductedonreceivercharacteristicsofeWOM,and
hence,thepurposeofthisresearchistoanalysethedifferentpersonalcharacteristicsofthereceivers
ofeWOMandtheirinfluenceoneWOMcommunication’seffectiveness.Thequantitativeresearchis
carriedoutwiththehelpofexistingscalesitemsfromrelevantliterature.Thefinalanalysisincluded
503responses.Further,EFA,CFA,andstructuralequationmodellingtechniquesareusedtodetermine
theempiricalrelationshipsamongvariables.Fivemajorcharacteristicsofreceiverswereidentified
tounderstandtheirrelationshipwithpurchaseintention,attitudechange,andbrandimage.Thepaper
foundasignificantrelationshipbetweenthehypothesizedvariables.Thisstudywillcontributetothe
likelihoodofprofilingreceiversandsignificantlyimprovetheimpactofeWOMone-engagement.
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1. INTROdUCTION

Thecontinuallyevolvingwebhaschangedthewayhuman-computerinteractionusedtobe(Ismagilova
etal.,2019).Thepervasivenessoftechnologyhasprovidedunprecedentedchoicesonhowweeducate
ourselves,buyandsellproducts,entertainandexpressourselves,communicatewithfriendsandfamily,
spendourtimeonthingsandbecomeinformedabouttheworldaroundus(Lalmas,2014).Inaddition,
thecontinuousconnectivityoftheInternetthroughsmartphonesallowsaplethoraofapplicationsto
choosefromeffortlessly,likemultiplee-commercesites,e-tailingsites,socialnetworkingsites,web
searchenginesandemailtools(Doornetal.,2010).Therefore,theonlineplatformsareanewvenue
ofcustomerengagementandinteractionfornew-agebusinessesandcustomers.
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Customerengagementine-commerce(CEE)isparamounttosuccessandmustbeaconstant
priority for businesses (Bilro, 2019). The traditional indicators of customer engagement are not
sufficientanymoreasbusinessesinnovatetounderstandwheretheycanfindthecustomertodayorin
thepost-pandemicera.Asperstatistics,customerengagementprovidesabettercustomerexperience,
leading86%ofcustomerstospendmoreandcreateabetterbranddifferentiation(SmartInsights,
2018).Thebestwaytoactivatee-engagementistoenablefeedbackandreviewsfromcustomersthat
engagesthesitevisitors.TheotherstatisticsbyVernit,aleadingcustomerengagementfirm,reveals
thatengagedcustomersspreadpositivereviewsoffline&onlineaboutbusinessesandparticipates
inloyaltyschemesmore(buildfire,2019).So,itisevidentthatelectronicwordofmouthintheform
ofonlinereviewshelpsinbetterengagementofcustomersine-commerce(Bilro,2019).

Additionally, consumers turn to eWOM on the Internet website to solve their consumption
problemstohelptheminsearchandexchangeinformation(Eirinakietal.,2012;Roozen&Raedts,
2018).Astheonlinereviewisgainingacceptance(Statista,2016),firmsfrequentlyfacethedare
necessitytostudyalltheimportantperspectivespostedbycustomersabouttheirenterprisestocreate
aholistic interpretation. Indeed,consumer informationcreated throughmultipleplatformsabout
product&service(Ayehetal.,2013;ŠerićandPraničević,2018)referredtoaselectronicwordofmouth
(eWOM).TheeWOMiscriticalsincetheproducthasasignificantimpactonconsumer’sbehaviour,
brandawareness,andconsumerattitudes,whichultimately leads toproduct sales (Vermeulen&
Seegers,2009;LopezandSicilia,2014).TheeWOMcommunicationchangedthepowerdynamics
frommarketerstoactivecustomers,therebyincreasinglycontributingtobuyingdecisions(Chu&
Choi,2011;Cheung&Thadani2012;Rani&Shivaprasad,2018).Researchershaveexaminedthe
impactofeWOMonconsumerbehavioursinanumberofsectorslikefoodservices(Arndt,1967),
theentertainmentsector(Brown&Richingen,1987),bankingactivities(Keaveney,1995),clothing
(Richins,1983),travelandfinancialservicessectors(Litvin,2006),Education&training(Lehmann,
2015)andelectronicproducts(Shivaprasad&Rani,2020).

TherecentyearshavebeenveryworthwhileforeWOMcommunicationliteratureasmanystudies
havebeenpublishedonthistopicusingsystematicandscientificmethodsofresearch((Ismagilova
etal.,2019).Researchershavepresentedlotsofevidenceonsourcecredibility,messagecredibility,
platformofeWOMcommunicationandReceiver’scharacteristics;however,thenumberofstudies
relatedtoeWOMsourceandeWOMmessagehasbeendominantintheliteratureofeWOM.Most
of theexistingliteraturehas takeneWOMReceiver’sdemographic informationtounderstandits
effectoneWOMcommunicationratherthanothersignificantpersonalcharacteristics(BabićRosario,
2016;Ismagilovaetal.,2019;Varma,2021).However,one’sassessmentofeWOMmaydifferfrom
oneindividualtoanotherbasedontheirpsychologicalcharacteristics.Asaresult,consumersmay
interpretthesamemessageindifferentwaysbasedontheirpsychologicalcharacteristics.However,
researchisscarceonthistopic,andthereforethepresentstudywillattempttoknowtherelationof
theReceiver’scharacteristicsineWOMeffectiveness.ManyReceiver’spsychologicalcharacteristics
havebeenignoredinempiricalstudies,whichpreventadeeperunderstandingofreceiver’sofeWOM.
Hence,thisresearchstudyaimstounderstandtheReceiver’spsychologicalcharacteristicsineWOM
communication,whichcanberesponsibleforbettere-engagement.

2. LITERATURE REVIEW ANd HyPOTHESIS dEVELOPMENT

The revolutionary impact of the Internet on communication, particularly the development of
e-commerce,hasinspiredacademiciansandpractisingprofessionalsworldwide,withitspotentialfor
customerengagementandbuildingcustomerrelations(Brodieetal.,2011;EconomistIntelligence
Unit,2007;Harmelingetal.2017;Kumar,2018).TheInternethasrevolutionizedhowpeopleand
organizationscommunicatewitheachotherthroughtheintroductionofnewdigitalcommunication
channels.NewplatformswereintroducedwiththeevolutionofWeb2.0,allowingbusinessfirms
tolinkwithcustomers,buildingnetworksorcommunitieswithoneotherbyenablingbi-direction
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