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ABSTRACT
This article addresses the issue of predicting and stimulating con-
sumers’ word of mouth communication (WOM). It contributes to
the WOM literature by examining and comparing the magnitude
of effects of a set of antecedents and consequences of WOM
information spread and WOM information seek in one model. The
data collected from consumer survey in Croatia were analysed
using structural equation modelling (SEM). The results reveal that
consumer innovativeness, followed by price sensitivity and atti-
tudes towards advertising are the most important drivers of both
WOM variables, whereas the effects are stronger for WOM infor-
mation seek than WOM information spread. The results also indi-
cate that WOM information seek has a four times stronger effect
on buying intention than WOM information spread, which can be
utilised by retailers. Accordingly, retailers should focus on WOM
information seek and try to stimulate it by introducing new prod-
ucts in the first place, but also with frequent sales, and appealing
advertising messages.
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1. Introduction

As competition in the retail market is fierce, the growth limited and expenses high,
firms seek more effective ways of generating demand. In this sense, word of mouth
(WOM) communication was suggested to be a more efficient communication chan-
nel, as it requires less investments than traditional advertising (Ansary & Hashim,
2018; Nielsen, 2012; Warren, 2018). WOM refers to consumer-to-consumer commu-
nication in which individuals share opinions, news, and market information with
others in the forms of forwarding information (WOM information spread) and
searching for information (WOM information seek) (Alsulaiman et al., 2015; Sweeney
et al., 2008). The quest for more efficient types of promotion is evident nowadays, as
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traditional advertising is expensive and consumers tend to trust recommendations
from friends and families rather than advertising.

WOM has been investigated for a long time in marketing and diffusion of innov-
ation literature, either as a consequence of consumer behaviour or in a form of a
stand-alone construct. WOM has been recognised as a communication source and a
process of personal influence that impacts consumers’ attitudes, decision-making
and purchases (e.g., Ansary & Hashim, 2018; Mazzarol et al., 2007; Sweeney, 2018;
Sweeney et al., 2008). The main challenge is, however, the difficulty of predicting
WOM and there is no consensus on drivers and outcomes of WOM. The knowledge
is fragmented and sometimes inconsistent, whereas some researchers argue that
WOM literature lacks sound theoretical framework too (Alsulaiman et al., 2015).

Our study addresses the issue of predicting and stimulating consumers’ WOM and
examines the antecedents and consequences of WOM in Croatia. As antecedents we
examine several individual variables (i.e., consumer innovativeness, attitudes towards
advertising, price sensitivity and shopping enjoyment), and relevant demographic var-
iables, while buying intention was taken as the outcome variable. The article contrib-
utes to WOM theory by examining and comparing the magnitude of effects of
antecedents of WOM that can be influenced by retailers to some extent by employing
the retail mix (e.g., new products, pricing, advertising and store atmosphere). There
is no study that explored these variables in one model.

The comparison of drivers and consequences from the perspective of WOM infor-
mation spread and WOM information seek in one model is a further contribution of
our article. Most of WOM research focused either on a sender or a receiver of infor-
mation, while very few studies have examined both perspectives in one model (e.g.,
Alsulaiman et al., 2015; Mowen et al., 2007; Sweeney et al., 2008). These studies were
carried out in developed countries (e.g., the U.S., Korea and New Zealand), and sug-
gest that there are differences in the drivers and effects of WOM.

A further contribution of our article is the Croatian setting and the sample of gen-
eral population. Although Mowen et al. (2007) found that the drivers of WOM
between the U.S. and Korean samples were quite similar, this study contained the stu-
dent population only, and thus this framework needs to be further tested in cross-cul-
tural contexts and on the sample of the adult population. As people vary in their
reactions and WOM is not homogenous in its impacts (Sweeney et al., 2008), we
might get some differences in WOM drivers and the effects in Croatia.

Our study contributes to the field of economics in the area of stimulating purchas-
ing decisions and creating demand for goods and services by using WOM. It aims to
provide marketing professionals with a better understanding of factors likely to influ-
ence senders and receivers of WOM messages, and WOM effects. As WOM is a part
of communication mix and a complement to advertising efforts (Feng & Papatla,
2011), the results of our study might provide some recommendations on how to
make marketing communication more effective by using WOM.

This article is organised as follows. In the second section, the theoretical back-
ground is presented, followed by the development of our hypotheses. The research
method is described in section three. Research results are given in section four, fol-
lowed by the discussion in section five. Section six concludes.
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2. Theoretical background and hypotheses development

Several factors were shown to affect WOM, including demographics (Kundu & Rajan,
2017), individual features, perception and motivations, involvement and mood.
Satisfaction, perceived value, trust, commitment, consumers’ knowledge and experien-
ces with a product, service or firm were also shown to predict WOM (Kundu &
Rajan, 2017; Le et al., 2018; Konuk, 2019). Perceived risk has often been cited as the
factor driving consumers’ desire to seek information before purchase (Alsulaiman
et al., 2015), especially when products are difficult to evaluate and uncertainty is high
(Mazzarol et al., 2007; Thorbjørnsen et al., 2015). Several studies indicate that WOM
might drive consumer purchases (Park et al., 2007; Sweeney et al., 2008). One stream
of literature examines the role of WOM in the process of the adoption of new prod-
ucts and technologies in which early adopters have an important opinion leadership
role by providing WOM in their networks (Sweeney et al., 2008).

WOM has been analysed mostly either from the perspective of information
sender or receiver, while very few studies have examined both perspectives in one
model, indicating some differences in the effects, depending on setting, the sam-
ple and a set of variables. Alsulaiman et al. (2015) showed that in New Zealand,
utilitarian value significantly and positively drives WOM seek, but not WOM
send information, whereas hedonic value had twice the effect on WOM send than
on WOM seek information. Perceived risk has a stronger effect on WOM seek
information, while the correlation between both WOM variables was moderately
strong and positive. The study of Mowen et al. (2007) conducted on the student
sample in the U.S. and Korea shows that among situational variables fashion
innovativeness, shopping enjoyment and value consciousness all positively
affected both WOM variables, while with respect to elemental and compound
traits there are significant differences in their effects on WOM variables. These
results can be interpreted, however, only from young consumers’ perspective. The
study of Sweeney et al. (2008) based on focus group further indicates that WOM
drivers and effects depend on the nature of the sender and receiver relationship,
the strength of the message and its delivery, and various personal and situ-
ational factors.

Our article fills the gap in the literature by examining the impact of relevant indi-
vidual and demographic variables on WOM from the perspective of receiver and
sender of information. The model also explores the impact of WOM on buying inten-
tion (see Figure 1). We assume that in the process of the exchange of the value
between the seller and buyer, the buyer has control over WOM activities, whereas the
seller might try to influence WOM by, e.g., introducing new products, changes in pri-
ces, advertising messages and store atmosphere. The more sellers understand the
interaction between WOM behaviour and retail mix, the more they can influence this
type of behaviour.

2.1. Demographic factors

Although some authors suggest that there are no gender differences in WOM (e.g.,
Sweeney et al., 2014), other researchers suggest that women are more willing to say

ECONOMIC RESEARCH-EKONOMSKA ISTRAŽIVANJA 1669



positive words to others and recommend products and services to their friends then
men (Loureiro & Ribeiro, 2014). They communicate more often (Kempf & Palan,
2006), and are more likely to express concern for others and exchange market infor-
mation (Shen et al., 2014). On the other hand, men are more likely to dominate pub-
lic discussions to build positive social image and present themselves as the experts
and discuss the conflicts with a company through WOM communication in order to
boost their status (Shen et al., 2014). As the receivers of information, women tend to
be more receptive to WOM and more often seek advice from others (Kempf & Palan,
2006). Women have also higher risk perceptions and are more risk-averse than men
(Abubakar et al., 2017). Thus:

H1a: Women are more likely to engage in WOM information spread than men.

H1b: Women are more likely to engage in WOM information seek than men.

Several studies show that age has significant impact on WOM (Balaji et al., 2017),
although some studies suggest the opposite (Martin & Lueg, 2013; Sweeney et al.,
2014). Consumer needs, attitudes and patterns of behaviour vary with age, which
impacts WOM activity differently. As shown in East et al. (2014), older consumers
(aged 65 and more) experience social isolation, have fewer social interactions, concen-
trate on people they know well and process information at a slower speed which affects
their decision-making process and has negative impacts both on spreading and seeking
information. Younger consumers are, however, more likely to engage in WOM as opin-
ion leaders and WOM information senders (e.g., Schiffman et al., 2012). According to

Figure 1. Conceptual model. Source: Consumer survey developed by authors.
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Wallace et al. (2009), 15- to 24-year-olds expect more personal and interactive experi-
ences and tend to communicate more frequently on the Internet. Hence:

H2a: Younger consumers are more likely to engage in WOM information spread than
older consumers.

H2b: Younger consumers are more likely to engage in WOM information seek than
older consumers.

Although there are studies suggesting that income is not related to WOM (Martin
& Lueg, 2013; Sweeney et al., 2014), some empirical evidence shows that higher-
income persons are more likely to engage in WOM as opinion leaders who spread
information (e.g., Schiffman et al., 2012). They are also more likely to use the
Internet, adopt new technologies earlier than the others, and get emotional enjoyment
from novelty (Chen & Law, 2016; Kang et al., 2014). Enjoyment can stimulate them
to spread information to others. From a receiver point of view, people with lower
incomes tend to use WOM more often to reduce the risk before the purchase
(Engelbertink & van Hullebusch, 2013). Hence:

H3a: Higher-income consumers are more likely to engage in WOM information spread
than lower-income consumers.

H3b: Higher-income consumers are less likely to engage in WOM information seek than
lower-income consumers.

The relationship between education and WOM has also been less investigated.
There is the evidence that people with higher education are more likely to browse the
Internet and share their experiences (Chen & Law, 2016). They have more knowledge,
are early adopters of new technology (Engelbertink & van Hullebusch, 2013), and are
more likely to positively value usefulness, enjoyment and social influence (Kang et al.,
2014). Kang et al. (2014) confirmed empirically that the link between perceived enjoy-
ment and WOM was stronger for consumers with high school education and higher,
who are more likely to spread positive WOM (Balaji et al., 2017). On the other hand,
less-educated consumers do not show the proneness to process complex information
(Kang et al., 2014) and exhibit a higher level of anxiety when purchasing new products.
Therefore, they might be more interested to seek information in WOM communication
before the purchase in order to reduce the risk of purchase. Hence:

H4a: Higher educated consumers are more likely to engage in WOM information spread
than less educated individuals.

H4b: Higher educated consumers are less likely to engage in WOM information seek
than less educated individuals.

2.2. Consumer innovativeness

Consumer innovators are the first buyers of new products in the market; who tend to
share information with others (Jordaan & Simpson, 2006). Previous studies suggest
that consumer innovativeness drives both WOM spread and seek information in fash-
ion retailing context (Mowen et al., 2007). This is because consumer innovators are
opinion leaders and risk takers, and as such they can have an important role in
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spreading information (Jordaan & Simpson, 2006). They are also more likely to
obtain information, are open to new ideas and have higher incomes (Dobre et al.,
2009). Innovativeness is also related with the need for knowledge (Wood & Swait,
2002), which drives WOM seek. Thus:

H5a. Consumer innovativeness is positively related to WOM spread information.

H5b. Consumer innovativeness is positively related to WOM seek information.

2.3. Shopping enjoyment

Shopping enjoyment refers to fun and joy consumers obtain from visiting stores.
Excitement and shopping enjoyment were shown to positively influence both types of
WOM (Mihi�c & Kursan Milakovi�c, 2017; Mowen et al., 2007), and emotional pleas-
ure and arousal are strongly linked to willingness to share knowledge and engage in
WOM spread (Alsulaiman et al., 2015; Loureiro & Ribeiro, 2014). People like to talk
about their emotions, which triggers WOM spread. On the other hand, consumers
oriented towards utilitarian values, who do not derive enjoyment from shopping, are
more careful, objective, rational and more precise in processing information
(Alsulaiman et al., 2015). These consumers might want to reduce the risk by seeking
information. Thus:

H6a. Shopping enjoyment is positively related to WOM information spread.

H6b. Shopping enjoyment is negatively related to WOM information seek.

2.4. Price sensitivity

Price sensitivity describes how consumers react to price levels (Irani & Hanzaee,
2011). Price sensitive consumers seek to obtain the best value for money and search
for lower prices (Sprotles & Kendall, 1986). Low prices and bargains they found
stimulate them to inform other people about this (Irani & Hanzaee, 2011; You et al.,
2015). Price sensitive consumers might also seek information from the others, espe-
cially in situations where prices are higher, several alternatives exist and they do not
have enough knowledge about the product and enough time to do a proper market
research. There is empirical evidence that price sensitive consumers are more prone
to engage in WOM activity (Kursan Milakovi�c & Mihi�c, 2016). Hence:

H7a. Price sensitivity positively influences WOM information spread.

H7b. Price sensitivity positively influences WOM information seek.

2.5. Attitudes towards advertising

People can learn about new products through advertising and WOM communication
(Lamey et al., 2018). Peluso et al. (2016) argue that advertising messages can be per-
ceived as barriers to consumers’ sense of control, and can increase the likelihood of
WOM information spread. The relationship between advertising and WOM is, how-
ever, not so straightforward. As some authors suggest, advertising may not increase
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WOM, but can even decrease it, which depends on product type and advertising fre-
quency (Feng & Papatla, 2011). Despite this, some authors found positive relationship
between advertising and WOM (Keller & Fay, 2009). Advertising reminds people of
why they like the product, and can encourage them to learn more about the brand,
which triggers seeking information (Tho et al., 2016). Thus:

H8a. Attitudes towards advertising positively influence WOM information spread.

H8b. Attitudes towards advertising positively influence WOM information seek.

2.6. Buying intention

Several articles suggest that WOM influences consumers’ purchasing decision, feelings
and attitudes before and after the purchase (Thorbjørnsen et al., 2015). When con-
sumers are loyal to the store and are satisfied with shopping experience, they are
more likely to revisit the store and purchase again (Liu & Lee, 2016), and engage in
WOM spread. Listeners’ desires to act on received WOM depend on their attitudes
towards recommended product, service and retailer (Martin & Lueg, 2013), and those
attitudes will be stronger in the case of positive WOM. If consumers are not familiar
with the product, as opposed to the situation when a listener is familiar with the
product, purchase intention decreases. WOM seeking reduces uncertainty and risk,
while positive messages lead to enthusiasm, confidence and optimism (Sweeney et al.,
2008). WOM also influences trust, which is positively related to buying intention
(Mikalef et al., 2017). Thus:

H9a. WOM information spread positively influences buying intention.

H9b. WOM information seek positively influences buying intention.

3. Research methodology

Empirical research was conducted on the representative sample of 1,000 respondents.
Croatian Census of population was used as the basis for assessing the representative-
ness of the sample (Croatian Bureau of Statistics, 2011). The survey was carried out
by market research agency using the computer-aided personal telephone interviewing
(C.A.T.I.) technique. Sample representativeness was ensured by probability sampling
applying the random stratified sample. For this purpose, two-stage proportional strati-
fication according to the size of the county and estates within the particular county
was used. The stratification was conducted in two stages due to the size of counties
and settlements. Proportional stratified sample requires the estimation of groups
(according to the selected population characteristics), whereby all units within each
group are selected randomly. All groups retained the proportions that they hold
within the population that is being researched. Random selection of the respondents
was achieved using the ‘last birthday’ method within each household (focusing on the
adult individuals/consumers). If the person was not available, the household was
called later until the respondent was reached. Household telephone numbers were
selected randomly.
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Previous studies on both WOM perspectives were done in developed countries and
have some limitations (such as student sample and focus groups), and thus more
research is needed to examine WOM framework across countries. People vary in their
reactions, WOM is not homogenous in its impacts (Sweeney et al., 2008) and some
variations in WOM effects might be found in Croatia. Our survey addresses general
offline retailing, which is still valid for WOM research. Although the majority of
WOM is nowadays conducted via electronic channels (Abubakar et al., 2016), offline
environment is still very important. Keller and Fay (2012) argue that 90% of WOM is
done in an offline environment and offline channels dominate in volume and impact
of conversations, thus stressing the importance for marketers in terms of acknowledg-
ing the necessity of stimulating WOM in the offline world (Keller & Fay, 2016).
Authors also argue that offline conversations are more credible and more likely to
lead to purchase intentions than online conversations, which justifies revisiting offline
setting for WOM research.

The measurement instrument was a highly-structured questionnaire containing 36
statements measured by using Likert scale ranging from 1 (strongly disagree) to 5
(strongly agree). The items taken from literature were translated from English to
Croatian, and then back to English. All items used in this research are presented in
Table 1.

4. Research results

Data was analysed using the variety of the statistical methods and tests. Data was
checked for multivariate and univariate outliers, for missing values and was assessed
for the univariate and multivariate normality of distribution, bivariate and multivariate
collinearity, heteroscedascity, as necessary preconditions for later structural equation
modelling (SEM) conduction, as suggested by Kline (2011). These tests led to the final
sample of N¼ 960, while other necessary values were adequate. Reliability, validity and
unidimensionality of the used measurement scales were checked through exploratory
and confirmatory factor analyses, as explained in the later corresponding parts.

In general, almost 57% of the sample are WOM information senders (Mean ¼ 3.2;
Std.Dev ¼ 0.9), while 50% of the sample are also WOM information seekers (Mean
¼ 3.1; Std. Dev ¼ 0.9). Around 34% of the respondents are characterised by a specific
innovativeness (Mean ¼ 2.8; Std. Dev ¼ 0.9), while 42.2% of the respondents hold
positive attitudes towards advertising (Mean ¼ 2.9; Std. Dev ¼ 0.9). A great propor-
tion of the sample, 64.1%, are price sensitive (Mean ¼ 3.4; Std. Dev¼ 0.9), while
almost 45% of the consumers enjoy shopping (Mean ¼ 2.9; Std. Dev¼ 1.1). Finally,
39% of respondents show the intention to buy products based on the information
exchange with others (Mean ¼ 2.9; Std. Dev ¼ 0.8).

4.1. Exploratory and confirmatory factor analyses

For the purpose of sample adequacy Kaiser-Meyer Olkin and Bartlett’s test of spher-
icity was analysed. The results show that the sample is adequate for exploratory factor
analysis (EFA) conduction (Table 2).
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Table 1. Measurement.
Definitions Items Authors

WOM information spread
(Consumers’ desire to send
market information) to others.

My friends think of me as a good
source of information when it
comes to new products or
sales. (WOMS01)

Mowen et al. (2007)

People ask me for information
about products, places to shop,
or sales. (WOMS02)

Mowen et al. (2007)

I frequently tell others about new
products and brands. (WOMS03)

Mowen et al. (2007)

I like helping people by providing
them with information about
many kinds of
products. (WOMS04)

Mowen et al. (2007)

WOM information seek
(Consumer’s’ tendency to seek
market information from others.)

I frequently ask others about new
products and brands. (WOMR01)

Mowen et al. (2007)

I ask other people for information
about products, places to shop,
sales. (WOMR02)

Mowen et al. (2007)

I like to find friends who are good
sources of information when it
comes to new products or
sales. (WOMR03)

Mowen et al. (2007)

I like to get others to provide me
with information about many
kinds of products. (WOMR04)

Mowen et al. (2007)

Consumer innovativeness If I heard that new and different
products were available in the
store, I would be interested
enough to learn about
them. (COIN01)

Adapted/reworded from Goldsmith
and Hofacker (1991)

I like to visit stores where I can
learn about new products and
brands. (COIN02)

Adapted/reworded from Goldsmith
& Hofacker, 1991

In general, I am among the first in
my circle of friends to buy a new
product when it
appears. (COIN03)

Adapted/reworded from Goldsmith
and Hofacker (1991)

I usually change brands in order to
try new and better
alternatives. (COIN04)

Adapted/reworded from Goldsmith
and Hofacker (1991)

Shopping enjoyment Shopping is a relaxation for
me. (SHEN01)

Developed by authors

Shopping is generally a lot of fun
for me. (SHEN02)

Dawson et al. (1990)

I enjoy visiting shopping
malls. (SHEN03)

Developed by authors

I enjoy browsing for things even if I
cannot afford them yet. (SHEN04)

Dawson et al. (1990)

Price sensitivity I will grocery shop at more than
one store to take advantage of
low prices. (PRSE01)

Lichtenstein et al. (1993)

I always check prices at the grocery
store to be sure I get the best
value for the money I
spend. (PRSE02)

Lichtenstein et al. (1993)

I buy as much as possible at sale
prices. (PRSE03)

Sprotles and Kendall, (1986)

The lower price products are usually
my choice. (PRSE04)

Sprotles and Kendall, (1986)

Attitudes towards advertising Sometimes I take pleasure in
thinking about what I saw or

Pollay & Mittal, 1993

(continued)
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EFA was performed on 28 items, whereby all items loaded on the corresponding
factors with factor loadings higher than 0.4. The principal component analysis and
Varimax rotation were used, while the Eigenvalue used was higher than 1. Varimax
method was used due its characteristics of maximising variance of factor loadings by
making high loadings higher and low loadings lower for each factor (Tabachnik &
Fidell, 2007). In addition, using the Varimax rotation, for treating the factors inde-
pendently, it is possible to load the smaller number of variables highly on each factor,
which can provide a better interpretation of factors (Field, 2009). The factor structure
resulted in seven factors explaining 66.3% of variance. The measurement scales were
tested for reliability (using Cronbach alpha coefficients) and convergent and discrim-
inant validity, both in EFA and confirmatory factor analysis (CFA) Namely, EFA
showed that all measurement scales have high and adequate Cronbach alpha coeffi-
cients. Furthermore, it showed that items had high factor loadings on the correspond-
ing factors and low for other factors. Moreover, correlations among the factors were
lower than 0.85 (Kline, 2011). These measurement scale characteristics were addition-
ally tested in CFA For this purpose, the measurement model was created based on
the principles of Kline (2011), whereby all items (manifest variables) measuring one/
corresponding latent variable were loaded on that common factor, factor loadings
were high, measurement errors independent and latent factors were correlated but

Table 1. Continued.
Definitions Items Authors

heard or read in
advertisements. (ATAD01)

Advertising is a valuable source of
information about local
sales. (ATAD02)

Pollay and Mittal (1993)

I like to look at ads/
advertising. (ATAD03)

Mehta and Purvis (1995)

In general, advertisements present a
true picture of the product
advertised. (ATAD04)

Pollay and Mittal (1993)

Buying intention Information exchange with others
will motivate me to buy another
brand that I usually do not
buy. (BUIN01)

Developed by authors

Information exchange with others
will motivate me to buy a
product that I have not tried
yet. (BUIN02)

Developed by authors

Information exchange with others
will motivate me to buy a
product earlier than I
planned. (BUIN03)

Developed by authors

Information that I hear about
particular product will influence
me to change my buying
decision. (BUIN04)

Developed by authors

Demographic variablesGender ¼ 1 (females) and 2 (males)
Age ¼ (1) 18–19, (2) 20–29, (3) 30–39, (4) 40–49, (5) 50–59, (6) 60þ
Education ¼ (1) unqualified elementary school; (2) elementary school; (3)
qualified worker; (4) high school; (5) highly qualified worker; (6) college; (7)
university; (8) specialist, master and doctorate.
Household income included amounts from 1000 to 20,000 kn that were
coded as 1–11 given the number of income categories.

Source: Consumer survey developed by authors.
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not exhibiting too high absolute correlation values. The CFA indicates a good fit of
model (Table 3), which also confirms that the measurement scales are unidimen-
sional. The model is free of common method bias.

CFA showed that specified measurement model fits the data well, while factor
loadings are significant and high. In addition, composite reliability (CR) and average
variance extracted (AVE) values (Table 4) suggest the presence of reliability and con-
vergent validity.

Not too high correlations among the latent factors (i.e., lower than 0.85) along
with the roots of AVEs values (Table 5) suggest the presence of discriminant validity
of used measurement scales.

EFA and CFA analyses suggest that all measurement scales exhibit the characteris-
tics of reliability, internal consistency and validity, confirming that the data is reliable
and usable.

4.2. Structural equation modelling

SEM was covariance based and applied according to Kline’s (2011), whereby it was
made sure that the sample size corresponds to the ratio of sample units’ number and
number of the parameters in the model, and that the structural model is identified.
For the latter assumption, each latent variable had its own scale/metric, each latent
variable had minimally two manifest variables and the number of parameters was less
than a number of covariance matrix units. The results show that the model fits the
theory very well (Table 6).

The parameters in the model were estimated using the maximum likelihood
method (ML). If the standardised structural coefficients are significant and have cor-
responding direction the hypotheses are accepted. Standardised structural coefficients
along with the status of hypotheses are visible in Table 7.

The results show that gender significantly effects both types of WOM, which sup-
ports hypotheses H1a and H1b. Age is significant only for WOM information seek,
unlike WOM information spread, which supports hypothesis H2b and rejects H2a.

Table 2. Sample adequacy – KMO and Bartlett’s Test.
Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.919

Bartlett’s Test of Sphericity; approx. Chi-Square 12666.007
df 378
Sig. 0.000

Source: Consumer survey developed by authors.

Table 3. Measurement model (CFA) fit.
Index Values

Goodness of Fit Index (GFI) 0.95
Adjusted Goodness of Fit Index (AGFI) 0.93
Normed Fit Index (NFI) 0.94
Comparative Fit Index (CFI) 0.97
Root Mean Square Error of Approximation (RMSEA) 0.03
p-value 0.00
CMIN/DF 2.09

Source: Consumer survey developed by authors.
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Income and education do not influence WOM spread and seek, which rejects hypoth-
eses H3a, H3b, H4a and H4b.

Consumer innovativeness positively impacts both types of WOM, exhibiting a
stronger influence on WOM information seek, which supports the hypotheses H5a
and H5b. Shopping enjoyment positively effects WOM spread, which is not the case
with WOM seek. Therefore, hypothesis H6a is supported and H6b is rejected. Our

Table 4. CFA results.
Factors Factor loadings CR AVE Cronbach alpha

WOM information spread 0.90 0.62 0.90
WOMS01 0.85
WOMS02 0.83
WOMS03 0.83
WOMS04 0.61

WOM information seek 0.82 0.54 0.81
WOMR01 0.82
WOMR02 0.82
WOMR03 0.70
WOMR04 0.62

Consumer innovativeness 0.80 0.50 0.80
COIN01 0.83
COIN02 0.81
COIN03 0.60
COIN04 0.50

Shopping enjoyment 0.90 0.61 0.90
SHEN01 0.90
SHEN02 0.80
SHEN03 0.75
SHEN04 0.72

Price sensitivity 0.80 0.50 0.80
PRSE01 0.80
PRSE02 0.80
PRSE03 0.70
PRSE04 0.61

Attitudes towards advertising 0.83 0.60 0.80
ATAD01 0.90
ATAD02 0.71
ATAD03 0.70
ATAD04 0.70

Buying intention 0.81 0.51 0.80
BUIN01 0.75
BUIN02 0.74
BUIN03 0.70
BUIN04 0.70

Source: Consumer survey developed by authors.

Table 5. Discriminant validity.
WOM
spread

WOM
seek

Consumer
innovativeness

Attitudes towards
advertising

Price
sensitivity

Shopping
enjoyment

Buying
intention

WOM spread 0.78
WOM seek 0.57 0.73
Consumer

innovativeness
0.55 0.53 0.71

Attitudes towards
advertising

0.42 0.42 0.42 0.77

Price sensitivity 0.35 0.37 0.26 0.32 0.71
Shopping

enjoyment
0.47 0.43 0.51 0.46 0.35 0.77

Buying intention 0.40 0.47 0.44 0.31 0.24 0.35 0.71

Source: Consumer survey developed by authors.
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analysis further shows that price sensitivity and attitudes towards advertising have a
stronger effect on WOM seek than WOM spread. Thus, hypotheses H7a, H7b, H8a
and H8b are supported. Finally, both WOM information spread and seek positively
effect buying intention, whereby a greater influence can be seen in terms of WOM
seek. Hence, hypotheses H9a and H9b are accepted.

5. Discussion

Our findings confirm the importance of consumer innovativeness, price sensitivity,
attitudes towards advertising and shopping enjoyment for the WOM generation,
while the effects of demographic variables appeared to be insignificant (income and
education) or less important (e.g., gender and age). Overall, WOM information seek
and spread have more or less similar antecedents, but the magnitude of the effect is
different, which is in line with some past research (Mowen et al., 2007).

In line with the study of Mowen et al. (2007), consumer innovativeness is the
most important driver and has positive effect on both types of WOM, indicating that
a higher level of consumer innovativeness leads to a higher tendency to engage in
WOM activity. Our results show that consumer innovativeness has a bit stronger
effect on WOM information seek than WOM information spread, while the study of
Mowen et al. (2007) showed the opposite. This can be explained by the fact that con-
sumer innovators are open to new ideas, experiences and new knowledge (Jordaan &

Table 6. Structural model fit.
Index Value

Goodness of Fit Index (GFI) 0.94
Adjusted Goodness of Fit Index (AGFI) 0.93
Normed Fit Index (NFI) 0.93
Comparative Fit Index (CFI) 0.96
Root Mean Square Error of Approximation (RMSEA) 0.03
p-value 0.000
CMIN/DF 2.08

Source: Consumer survey developed by authors.

Table 7. Standardised structural coefficients.
Hypotheses Standardised structural coefficients Status

H1a: Gender ! WOM information spread �0.089 Supported
H1b: Gender ! WOM information seek �0.074 Supported
H2a: Age ! WOM information spread – Rejected
H2b: Age ! WOM information seek �0.137 Supported
H3a: Income ! WOM information spread – Rejected
H3b: Income ! WOM information seek – Rejected
H4a: Education ! WOM information spread – Rejected
H4b: Education ! WOM information seek – Rejected
H5a: Consumer innovativeness ! WOM information spread 0.471 Supported
H5b: Consumer innovativeness ! WOM information seek 0.514 Supported
H6a: Shopping enjoyment ! WOM information spread 0.118 Supported
H6b: Shopping enjoyment ! WOM information seek – Rejected
H7a: Price sensitivity ! WOM information spread 0.121 Supported
H7b: Price sensitivity ! WOM information seek 0.173 Supported
H8a: Attitudes towards advertising ! WOM information spread 0.118 Supported
H8b: Attitudes towards advertising ! WOM information seek 0.145 Supported
H9a: WOM information spread ! Buying intention 0.163 Supported
H9b: WOM information seek ! Buying intention 0.472 Supported

Notes: The hypotheses were accepted if p< 0.05.
Source: Consumer survey developed by authors.
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Simpson, 2006; Wood & Swait, 2002), and as such tend to seek additional informa-
tion before the purchase, especially in situations when there is a higher risk related to
new products. Croatian consumers have lower income than American or Korean
ones and as such they will try to offset the risk more than consumers in developed
countries. As expected, there is a positive effect of consumer innovativeness on
WOM spread, because consumer innovators are more likely to spread information
due to their enthusiasm in sharing their experiences with the others.

Price sensitivity is the second most important driver that is positively related to
both types of WOM, indicating that price sensitive shoppers have a stronger tendency
to engage in WOM. This effect is a bit stronger for WOM seek than WOM spread,
which can be explained by the fact that price sensitive consumers want to reduce the
risk by acquiring additional information about the product before the purchase.
When these consumers find good sales and bargains, they tend to share this informa-
tion with the others, which triggers WOM information spread. This is in line with
past research (e.g., Irani & Hanzaee, 2011; You et al., 2015). In Croatia, middle
income country, price sensitivity plays an important role in generating WOM, as
compared to developed countries.

Our findings also show that the more consumers are involved with advertising, the
more it is likely that they will engage in WOM activity. This is in line with past research
(Keller & Fay, 2009). The effect is stronger for WOM seek than WOM information
spread, as advertising tends to encourage consumers to learn more about the brand, which
might stimulate them to seek for additional information before purchase. When campaign
triggers an emotion, consumers are likely to share their experiences with the others.

In our study, shopping enjoyment is positively related only to WOM information
spread, as compared to Mowen et al. (2007) whereby this variable had the same
impact on both types of WOM. Our study is in line with the study of Alsulaiman
et al. (2015), indicating that hedonism drives WOM information spread two times as
much as WOM information seek. If consumers like to shop, it is also more likely
that they will share their excitement with others.

Among demographic variables the drivers of WOM were only gender and age
(only for WOM information seek). As compared to men, females are more involved
in WOM than men, and their engagement is stronger for WOM information spread
than seek. Females are more emotional and like to help the others with sharing infor-
mation (Shen et al., 2014). They are also more risk-averse and like to seek advice
from others (Abubakar et al., 2017).

Furthermore, our results show that younger consumers are more likely to engage
in WOM information seek. Descriptive analysis shows that younger and older con-
sumers are innovative and price sensitive to almost the same extent, which can be
seen as a potential explanation for non-significant influence of age on WOM spread.

Our results also show that income and education are not predictors of WOM.
When it comes to income, descriptive insights show that consumers are price sensi-
tive and enjoy shopping to the same extent, i.e., regardless of the income range. In
addition, both less- and more-educated consumers are equally innovative and hold
positive attitudes towards advertising, which might explain the non-significant effects
of income and education on WOM information spread and seek.
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As for the outcomes, the results of our study show that both types of WOM
influence buying intention significantly and positively. The effect of WOM informa-
tion seek on buying intention is four times stronger than the impact of WOM infor-
mation spread. This is because consumers tend to ask the others for additional
information about the products, brands, and sales before the purchase to reduce the
risk of purchase and to find a better bargain. The more consumers are engaged in
WOM information seek, the more likely they will be motivated to buy the product
they do not have. When WOM spread is concerned, it is possible that consumer
already possesses this product which decreases buying intention. It is also possible
that a consumer does not have this product, but he or she is very knowledgeable and
might plan to buy the product, which also increases buying intention.

6. Conclusions

Our article proposes a model that examines antecedents and consequences of WOM
information spread and seek. Although Mowen et al. (2007) indicate that both WOM
variables might have similar antecedents, our findings indicate that some drivers are
indeed the same, such as gender, consumer innovativeness, price sensitivity and atti-
tudes towards advertising. However, the magnitude of effects is different for all driv-
ers when we compare these two WOM variables. The impact of WOM information
seek on buying intention is four time larger than WOM information spread, suggest-
ing the importance of WOM information seek in Croatia. Our results also show that
retail-based factors have stronger effect on WOM than demographic variables, among
which only gender and age generate effects.

Our findings have several managerial implications. Namely, marketers need to
look for smarter ways to engage customers in WOM communication. The most
important thing is to be unique in terms of product offerings and advertising appeals.
Taking into consideration high impact of consumer innovativeness on both types of
WOM, marketers should attempt to influence and create awareness among innovators
who might act as opinion leaders and send information to others through the variety
of activities, such as an introduction of new and unique customised offerings com-
bined with creative advertising and direct communication in stores. Here some bene-
fits that would signal the exclusivity might be offered, e.g., something only for the
first 30 customers or limited editions. Marketers can also provide better information
to their shoppers about new products and brands through interesting, unusual adver-
tising appeals and presentations in stores using, e.g., storefronts, window and in-store
displays that will arouse additional interest among information seekers and informa-
tion senders. This can be combined with appealing store atmosphere relying on col-
ours, music, lightning, designs, staff, and layout to influence shoppers’ feelings and
create shopping enjoyment, which additionally contributes to WOM spread. Taking
into consideration the impact of price sensitivity, it might be beneficial for marketers
to additionally emphasise in advertising appeals and store promotions the rational
arguments and savings, along with the frequently offering discounts and sales.
Finally, marketers can organise different events designed to surprise the audience and
create buzz.
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This study has several limitations. As the outcome of WOM we only examined
buying intention, which might not necessarily lead to actual purchases. Furthermore,
this research was conducted at one point of time, whereas the longitudinal approach
might provide different insights due to potential consumer preference shifts.

Future research might replicate our study in online environment, which could pro-
vide additional insights into the differences between offline and online WOM com-
munication. In addition, future research might explore cross-cultural differences in
the context of WOM information spread and seek. The existing model could be also
tied to specific product or service categories, while the comparison across various
industries might shed some additional light on WOM generation.
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