
 
 

 

1 
 

 

 

THE EFFECT OF ELECTRONIC WORD OF MOUTH AND SOCIAL MEDIA 

USAGE ON CONSUMER PURCHASE INTENTION WITH THE MEDIATION 

ROLE OF BRAND IMAGE IN THE MOBILE INDUSTRY OF 

METROPOLITAN CITIES OF PAKISTAN 

 

 

 

By 

AUN HAIDER    

Enrolment No.: 01-229171-002 

 

Supervisor 

DR. SABEEN BHATTI 

 

A research thesis submitted to Bahria University, Islamabad in partial fulfillment 

of the requirement for the degree of MPhil Management Sciences 

Department of Management Sciences 

Bahria University, Islamabad 



 
 

 

2 
 

SUBMISSION FORM OF THESIS FOR HIGHER RESEARCH 
DEGREE BAHRIA UNIVERSITTY, ISLAMABAD 

 

Candidate Name:  Aun Haider 

I submit 02 Copies of thesis for examination for the degree of MPhil Management 
Science, 

 Thesis Titled: The effect of EWOM and Social Media Usage on Consumer Purchase 
Intention with the mediation role of Brand Image in the mobile industry of metropolitan 
cities of Pakistan.                              

Candidate Signature: _____________________________Date: 31-Dec-2019 

Certificate of Principal Supervisor 
I Dr. Sabeen Bhatti being the principal Supervisor for the above student, certify that thesis 
is in a form suitable for examination and that the candidate has pursued his course in 
accordance with the Rules of the University. 

Signature: ________________________________Date: ______________________ 

 
Recommendation for Examination  
I recommend that the thesis be examined. 

Principal Supervisor: ______________  Date: _____________________ 

 
Not Recommended for Examination 
I recommend that the thesis be examined. 

 

Principal Supervisor: ___________________________Date: ___________________ 

Co-Supervisor: ________________________________ Date: __________________ 

 Statement by the Head Faculty/Department  
I support the submission of the thesis of the above-named student for examination under 
the University Rules for higher degrees. 

Signature: ______________________________________ Date: _________________ 

 



 
 

 

3 
 

 

BAHRIA UNIVERSITY, ISLAMABAD 

APPROVAL SHEET 

SUBMISSION OF HIGHER RESEARCH DEGREE THESIS 

 

Candidate’s Name: AUN HAIDER 

Discipline:  MPHIL MANAGEMENT SCIENCE (MARKETING) 
  

Faculty/Department: MANAGEMENT SCIENCES 

 

I hereby certify that the above candidate’s work, including the thesis, has been completed 

to my satisfaction and that the thesis is in a format and of an editorial standard recognized 

by the faculty/department as appropriate for examination. 

Signature(s): _______________________   

Principal Supervisor:  _____________ 

Date:  ________________________ 

         

           

The undersigned certify that: 

1.  The candidate presented at a pre-completion seminar, an overview and synthesis 

of major findings of the thesis, and that the research is of a standard and extent 

appropriate for submission as a thesis. 

2.  I have checked the candidate’s thesis and its scope, format; editorial standards are 

recognized by the faculty/department as appropriate. 

                                      

    Signature(s):  

   Dean/Head of Faculty/Department: ____________________ 

          Date: ____________________ 



 
 

 

4 
 

 

DECLARATION OF AUTHENTICATION 

 

 

I, Aun Haider, M.Phil. Student in the Department of Management Sciences, Bahria 

University, Islamabad, certify that the research work presented in this thesis is to the best 

of my knowledge and my own. All sources used and any help received in the preparation 

of this dissertation have been acknowledged. I hereby declare that I have not submitted 

this material, either of whole or in part, for any other degree at this or any other 

institution. 

Signature: ________________________________ 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 

5 
 

 

ACKNOWLEDGEMENTS 

 

 

In the name of Allah, the most Beneficent, the most Merciful. First and foremost 

my cordial thanks to Allah who blessed me with the potential, courage and ability to 

complete this dissertation, with the grace of Allah Almighty I have been able to 

accomplish this difficult task.  

 This was not possible without the professional supervision and guidance of my 

supervisor Dr. Sabeen Bhatti who constantly monitored and directed me the best ways to 

accomplish my thesis conveniently. 

Apart from my supervisor, I am extremely grateful to my whole faculty members who 

have been teaching me throughout the course work and my fellow students. I feel grateful 

to all my fellows specially Mr. Salman Sarwar and Mr. Muzaffar Abbas for their 

encouragement to me for the final preparation of this thesis.  

  



 
 

 

6 
 

 

DEDICATION 

 

 

I would dedicate this thesis to my beloved mother, father Anis Haider (late) who died 

during my M.Phil. and my wife for their everlasting support in my educational 

endeavors. 

  



 
 

 

7 
 

TABLE OF CONTENT 

 

 

ABSTRACT: ................................................................................................................... 12 

CHAPTER 1: .................................................................................................................. 13 

INTRODUCTION: ........................................................................................................... 13 

1.1Problem Statement: ............................................................................................. 17 

1.2 Research objective: ............................................................................................. 17 

1.3 Research Questions: ........................................................................................... 18 

1.4 Significance of the study: ................................................................................... 18 

CHAPTER 2: .................................................................................................................. 20 

LITERATURE REVIEW: .................................................................................................. 20 

2.1.1 Electronic Word of Mouth ............................................................................... 21 

2.1.2 Social Media Usage ......................................................................................... 22 

2.1.3.Brand Image ..................................................................................................... 24 

2.1.4 Consumer Purchase Intention .......................................................................... 27 

 2.2 Hypotheis Development .................................................................................... 29 

2.2.1 Electronic Word of Mouth and Consumer Purchase Intention ........................ 31 

2.2.2 Social Media Usage and Consumer Purchase Intention .................................. 33 

2.2.3 Electronic Word of Mouth, Brand Image and Consumer Purchase Intention . 37 

2.2.4 Social Media Usage,Brand Image and Consumer Purchase Intention............. 39 

2.3 Research Model .................................................................................................. 45 

2.4 Hypothesis .......................................................................................................... 45 

CHAPTER 3: .................................................................................................................. 46 

RESEARCH METHODOLOGY: ........................................................................................ 46 



 
 

 

8 
 

3.1 Research Design: ................................................................................................ 46 

3.2 Research Purpose: .............................................................................................. 47 

3.3 Research Approach: ............................................................................................ 47 

3.4 Target Population and Sample Size: ................................................................... 47 

3.5 Instrument: .......................................................................................................... 48 

3.6 Unit of Analysis: ................................................................................................. 48 

3.7 Measurement: ..................................................................................................... 48 

CHAPTER 4: .................................................................................................................. 50 

RESULTS AND DISCUSSIONS:......................................................................................... 50 

4.1 Frequency Distribution: ...................................................................................... 50 

4.2 Descriptive: ......................................................................................................... 55 

4.3 Cronbach’s Alpha Coefficient: ........................................................................... 56 

4.3.1 Reliability ......................................................................................................... 56 

4.4 Correlation and Regression Analysis: ................................................................ 57 

CHAPTER 5: .................................................................................................................. 63 

CONCLUSION: ............................................................................................................... 63 

5.1 Limitation and Future Recommendations: ......................................................... 64 

REFERENCES: ............................................................................................................... 65 

APPENDIX I QUESTIONNAIRE: ........................................................................................ 70 

ANNEXTURE I FIGURES: ................................................................................................ 74 

 

 

 

 



 
 

 

9 
 

LIST OF TABLES 

 

Table 4.1 Frequency Distribution of Gender 

Table 4.2 Frequency Distribution of Age Group 

Table 4.3 Frequency Distribution of Education 

Table 4.4 Frequency Distribution of Facebook Usage  

Table 4.5 Frequency Distribution of Area 

Table 4.6 Frequency Distribution of Occupation 

Table 4.7 Frequency Distribution of Income 

Table 4.8 Descriptive Table 

Table 4.9Reliability Analysis 

Table 4.10 Correlations Matrix 

Table 4.11 Bias-Corrected Bootstrap 

 

 

 

 

  



 
 

 

10 
 

LIST OF FIGURES 

 

 

4.1  Genders of Respondents 

4.2  Age of Respondents 

4.3 Education of Respondents 

4.4 Facebook Usage of Respondents 

4.5 Area of Respondents 

4.6  Occupation of Respondents 

4.7  Income of Respondents 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 

11 
 

 

ABBREVIATIONS 

 

 

EWOM   Electronic Word of Mouth 

BI   Brand Image 

CPI    Consumer Purchase Intention 

 SMU    Social Media Usage 

SMEs   Small Medium Enterprise 

Ecommerce  Electronic Commerce 

NPOs   Non-Profit Organizations 

 

 

  



 
 

 

12 
 

ABSTRACT 

Word-of-mouth (WOM) has been known as one of the main and important sources 

of information sharing among users. Rapidly changes in IT industry and highly increase 

in practice of connected users of societal media changed the method of information 

sharing. This experience has changed the impact on user intentions as this effortlessly 

available data and information could significantly have emotional impact on consumer 

buying intention.  Purpose of research study is to investigate and analyze the scope in 

which electronic word of mouth and social media usage amongst customers can impact 

brand image and consumer purchase intention in the mobile business of metropolitan 

cities of Pakistan. 

Measurement items are modified from prevailing measures set up in the previous 

literature of marketing management. The sample 406 has been taken from the age group 

from 15 to 30& above years living in the Islamabad and Rawalpindi, who are involved 

within their online social communities and stated to Pakistan Mobile phone organizations 

for the duration of research. 

This study will summaries methods to encourage a brand image efficiently 

through available social media societies, whereas useful guidance and assistance 

available for website possessors and social media platform act as mediators for assisting 

and presenting that information in a useful way for their users. This research study will 

provide valued perception into the dimension of eWOM, trust; social media usage, brand 

image, and consumer purchase intention in the mobile business, and offer a valuable 

ground for upcoming product with research of brand. 

Keywords Customer behavior, Electronic Word of Mouth, Trust, Social media usage, 

Brand Image, Consumer Purchase Intention, Internet, Pakistan 


