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Abstract. The purpose of the research is to determine the electronic word of
mouth of a company dedicated to the sale of pharmaceutical products and toi-
letries, whose applied model was the one proposed by Matute, Polo & Utrilla
(2015), the sample was 384 people surveyed, by what the approach applied was
the quantitative and descriptive level, obtaining as a result a total score of 5.62
which expresses that the knowledge of the service through the eWOM is influenc-
ing the purchase decision and the amount of feedback of the eWOM applied in the
company, so it is concluded that the eWOM has become a crucial component of
the website, serving as its business card, this is due to the reviews and information
provided by customers who have used the product in the past.
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1 Introduction

Word ofmouth that is carried out over the Internet is also called electronicword ofmouth.
The eWOM are the comments either positive or negative about a product or service
made by a new or old customer. Therefore, there is a difference between traditional and
electronic word of mouth, since the traditional is a comment distributed in a limited
way to a small group of people, while the electronic, the comments are made through a
forumwhere there aremore arguments,which the user can easily access, so they can read,
comment and respond to the opinions of other people, without any limit (Handoko &
Melinda, 2021).
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For this reason, at an international level, electronic commerce (e-Commerce) in 2020
increased its income with 431 billion dollars and by 2025 a reach of 563 billion dollars is
scheduled. In the sameway, the Retail sector in 2020 grew by 27.6 and it is scheduled that
by 2022 it will have generated 5.4 billion dollars (Martínez, 2021), given that the number
of users in social networks increased in 53% of the world population (Álvarez, 2021).
Being young people between the ages of 16 and 24 who spend more time browsing the
internet, where women are the ones who interact the most on social networks, especially
those pages that are based on recommendations and new ideas, unlike men who prefer
only to read. Opinions (Borondo, 2021). With these statistics, online sales have become
an advantage for cosmetics and beauty care companies, showing their wide range of
products to users through their website. The pandemic reinforced the growth in online
sales where it came to play a very important role in the face of reality (González, 2021).

In Peru, the Sales Manager of the pharmaceutical products and toiletries company
commented that they developed the interactions due to the benefit that users between the
ages of 18 and 39 had for buying and selling online, obtaining a business opportunity,
since this could be done from home, for reasons of Covid-19.

Therefore, when an online platform obtains many sales, electronic word of mouth is
given, eithermaking or reading both positive and negative comments by peoplewho have
already had experience with the products (Berné et al., 2017). For this reason, companies
must interact in the online environment, to strategically respond to comments that are in
favor or against their product or service from their customers, with the aim ofmaintaining
loyal customers and attracting new consumers., to prevent moments of dissatisfaction
(Gondim & Araújo, 2020).

In an exploratory interview, an entrepreneurial partner of pharmaceutical products
and toiletries, reveals that negative comments oftenmade by consumers generate distrust
in users, this suggests that the page possibly contains erroneous information about the
products, since the Most of them are not responded to by the company and finally they
are the same partners of the company that sometimes try to appease those comments that
denigrate the brand, but this does not always happen. Therefore, in the company there
is no protocol to deal with those situations created by the eWOM.

With the aforementioned, few investigations have taken a holistic approach corre-
sponding to eWOM and the important role it plays in companies, along with its dimen-
sions such as quality, quantity and credibility. Given this, the following research question
arose: How is the electronic mouth-ear in the pharmaceutical and toiletries company,
Chiclayo 2021?

In order to solve the problem announced, it is pertinent to consider the following
objectives, as a general objective it was established to determine the electronic word
of mouth. In addition, the specific objectives are to determine the quantity, credibility
and quality of the eWOM in the company of pharmaceutical products and toiletries,
Chiclayo 2021.

2 Literature Review

Regarding the background regarding the electronic mouth-ear variable, there is Bilal
et al. (2021) who examined the effect on consumer purchase intentions of social media
marketing components, including entertainment, engagement, eWOM, and trend. The
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findings demonstrate that interaction, entertainment, eWOM, and fashion are core factors
that specifically affect customer brand interest and purchase intent. Likewise, Shuaib
et al. (2021) identified the factors that affect the credibility of electronic word-of-mouth
stimulation through social networking sites, where the results show that SNS activities
play an important role in building credibility of eWOM, which leads to shape the brand
image and purchase intentions. As well as Truc et al. (2021) discovered and confirmed
the e-WOM factors that influence the purchase intentions of users on Instagram, as a
result it was shown that the fourth experience factor of the eWOM information provider
positively impacts the purchase intention of users. on Instagram with decreasing levels
such as information provider experience, e-WOMquantity and eWOMsource credibility,
and eWOM quality, respectively.

However, Budi (2019) studied the influence between Internet advertising and the
practice of electronic word of mouth (eWOM) with customer perception and purchase
intention in B2C electronic commerce, the results obtained from this study indicate
that Internet advertising and eWOM have a positive effect on the perceived value of the
customer and the perceived risk of buying onB2Ce-commerce sites. EvenAlabdullatif&
Akram (2018) investigated the role of online customer reviews (eWOM) and review page
key elements, the results show a significant impact of online review factors such as filters,
quality, quantity, actuality, valence together with the characteristics of the property in
the reservation decision of the clients. Something similar occurs with Muhammad et al.
(2021) examined the impact of eWOMbackground on online purchase intention (OPI) of
fashion-related products. Findings from this study found that all five eWOMantecedents,
such as fashion involvement, sense of belonging, trust, bond strength, and informational
influence, positively influence fashion product IPOs in China.

Regarding the theory, according to the Health Science Authority (2017), cosmetic
products can be defined as a composition of natural or synthetic products intended to
be used in various parts of the human body, with the purpose of cleaning, perfuming,
improving or change consumers appearances to keep them in good condition. It is classi-
fied into various categories such as skin care products, hair care products, bath products,
fragrance products, makeup products, personal care products, oral hygiene products, and
manicure and pedicure products. (US Food and Drug Administration, 2017). In such a
way, it was reported that sales of cosmetic products grew positively due to steady con-
sumer demand, which reached USD 532 billion in 2017. Furthermore, the Asia Pacific
region has the largest market share in the cosmetics industry. Worldwide with 3,000
million consumers (Zion Market Research, 2018). Therefore, the cosmetics industry is
one of the prominent industries in the global market..

Likewise, regarding the variable under study, the eWOM is a positive/negative state-
ment or comment made by a previous/current buyer about a product or company that
is available to many people and institutions through the Internet (Henning-Thurau T.,
Gwinner, Walsh, & Gremler, 2004). In the customer’s decision-making process, it is
natural for him to seek the opinions of others first. Digital technology and the Internet
have increased opportunities for consumers to access various types of eWOM provided
by different people (Choi, Seo, & Yoon, 2017). In general, people can spread an eWOM
message through several different social settings. Someone can spread eWOM mes-
sages to other people who have strong relationships with them (eg family, relatives, etc.)
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and also an individual can spread eWOM messages to other people who have weak
relationships with themselves (eg, as acquaintances, distant friends, etc.). According
to Breazele (2009), negative electronic word of mouth is more powerful than positive
word of mouth because perceived consumer dissatisfaction by consumers is easier to
propagate through the Internet than face-to-face word of mouth. That is why the eWOM
has a more important role in providing information on the risks contained in a product.

Therefore, the model adapted to the research belongs to Matute, Polo, and Utrillas
(2015) who study the eWOM that is divided into: quantity, credibility, and quality.

eWOMquality: According to Asshidin (2016), quality can be deduced as knowledge
of a certain service or product, which influences the purchase decision. According to
Lin and Wang (2015), likewise the quality of eWOM is based on the level of interaction
that a customer has had on the website over time, Lin and Wang (2015) therefore, the
higher the level of quality, the lower the perception of risk, increasing the intention to
purchase online. This is also how companies face this challenge of uncertainty in the
web platform, it is for this reason that loyalty between the client and the brand must be
built through trust (Mansour et al., 2014).

Quantity of eWOM: Ismagilova (2019), See-To and Ho (2013) confirm that the
eWOM produced thanks to social networks does manage to influence the repurchase.
On the other hand, according to Erkan & Evans (2016), Internet users are exposed,
directly or indirectly, to a large number of eWOM and their information influences their
decision-making.

In the same sense, the work of Pappas (2015) maintains that the quantity and quality
of the information provided through eWOM has positive effects when buying.

eWOM credibility: The credibility of the information determines how much the
receiver learns and adopts this information: if the information received is perceived
as credible, the receiver will have more confidence to use it in the purchase decision
(Sussman and Siegal 2003). Given that online information exchanges occur between
peoplewhomay not have a prior relationship, it is essential to consider how the perceived
credibility of information influences consumer behavior. Some studies have examined
the relationship between eWOM credibility and purchase intention (Teng et al. 2017).
For example, Koo (2016) surveyed 302 South Korean students and found that eWOM
credibility has a significant positive effect on purchase intention for airline tickets, meals
at a family restaurant, and skin care service.

3 Materials Y Methods

The present study has a quantitative approach, descriptive level. Therefore, the survey
technique was used and the questionnaire as an instrument, with a non-probabilistic
sampling procedure for convenience, composed of a 3-dimensional model that makes
up a total of 18 indicators of electronic mouth-ear, evaluated on a Likert-type scale. of
7 points. The total sample was 384 male and female clients, between 18 and 45 years
old, obtaining a reliability level of 0.95 according to Cron Bach’s Alpha and KMO or
Bartlett’s sphericity test (<0.05) and the variance explained is 77.861%. Access to the
questionnaire was provided through a link, sent through social networks, encouraging
participants to pass this survey with their friends who present the same profile.



El Boca Electronic Ear in a Company Dedicated 279

Regarding the data processing and analysis plan, obtained the information from the
surveys applied throughGoogleDrive, the datawas entered into the Excel 2010 program,
then the information was transferred to the statistical program SPSS v.25. The SPSS was
also used for its statistical analysis and the cross tables to find the sociodemographic data,
then a table was developed in Excel to find the average and group the items according
to the dimensions and variable according to the objectives set (Table 1).

4 Results Y Discussion

Table 1. Demographic and behavioral data

He commented on the website after his
experience with pharmaceuticals and
toiletries

Si No Total

Sex Male 16% 12% 28%

Female 38% 34% 72%

Age 18 to 25 years 30% 25% 55%

26 to 33 years 15% 14% 29%

34 to 45 years 9% 7% 16%

Shopping
in the Web page

Two 9% 17% 26%

Three 12% 6% 18%

More than three 42% 14% 56%

Note. According to data obtained from surveys

It was found that, in terms of age, sex and purchases, it is young women who make
more than three purchases on the website, and together with their experience, express
their opinions, whether good or bad about the product (Annex 4). Given that women
spend more time on social networks, they comment more than men, who only enter to
read arguments from other clients (Borondo, 2021). Therefore, when an online platform
obtains many sales, word of mouth is heard. Electronically, either by making or reading
both positive and negative comments by peoplewhohave already had experiencewith the
products (Berné et al., 2017). Therefore, it is inferred that men are the ones with the least
interaction on the website of the company under study, while women, according to the
number of purchases theymake, providemore information according to their experience.
Since, in the client’s decision-making process, it is natural that they first seek information
from other clients more than women. Digital technology and the Internet have increased
opportunities for consumers to access various types of eWOM provided by different
people (Choi, Seo, & Yoon, 2017) (Table 2).

According to the results presented, in terms of the quantity of eWOM with a higher
average than the other dimensions, it can be explained why customers felt that they
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Table 2. Result of the Electronic Ear Mouth and its dimensions

Variable Dimension Average Sub dimension Average Indicators

eWOM
Average: 5,62

Quantity 5,74 CT1

CT2

CT3

Credibility 5,49 CD1

CD2

CD3

Quality 5,62 Present 5,64 CA1

CA2

CA3

Comprehension 5,52 CC1

CC2

CC3

Relevance 5,72 CR1

CR2

CR3

Precision 5,58 CP1

CP2

CP3

Note. According to the proposed model

needed information before making a purchase, but that it did not meet their expectations
when they could not find it. Details about the article, which underlines the fact that his
subsequent comments were aimed at inquiring about such aspects (information, details,
mode of use). Alabdullatif & Akram (2018) show a significant impact of online review
factors, as the quantity together with the characteristics of the property in the reservation
decision of the clients. While Truc et al. (2021) showed that there is a decreasing level
as the amount of e-WOM in relation to the provider’s experience in terms of eWOM
information. With these findings, it can be concluded that information is required so that
the user has expectations before reserving their product based on justifications provided
by the clients so that there is a high level in the amount of eWOM.

According to the credibility dimension, it has been the dimension that has obtained
the lowest score in the results, where it is determined that despite the fact that they have
accurate information, the respondents still harbor these reservations because the com-
ments are undoubtedly anonymous and the experiences of clients vary greatly. Shuaib
et al. (2021) show that notification activities on social media play an important role in
building eWOM credibility. Instead, Truc et al. (2021) showed that there is a decreasing
level of e-WOM credibility in relation to the provider’s experience in terms of eWOM
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information. With these results it can be inferred that credibility is based on trust in
customer experiences, having reliable information is still crucial for many people.

Moving on to the quality dimension, which obtained an average score between the
quantity and credibility dimensions, this is based on the fact that because there is not all
the necessary information to make a decision, the respondents believe that the comments
do not have enough depth. Budi (2019) indicate that Internet advertising and eWOM
have a positive effect on the perceived value of the customer (quality) and the perceived
risk of buying onB2C e-commerce sites. A significant relationship also emerges between
Internet advertising and eWOM. Instead,Alabdullatif&Akram (2018) showa significant
impact of online review factors such as quality along with property characteristics on
customers’ booking decision.With these findings, it can be deduced that customers must
perceive the value of the comments as genuine and lasting because they do not find the
information, they need to make a purchase in the aforementioned comments.

Finally, it is detailed that the eWOM in the pharmaceutical products and toiletries
company, obtaining a total score of (5.62), results in that the knowledge of the service
through the eWOMis influencing the purchase decision and the amount of feedback from
eWOM applied in the company. Billal et al. (2021) demonstrates that interaction-based
eWOM, entertainment, and fashion are core factors that specifically affect customer
brand interest and purchase intention. Muhammad et al. (2021) details that the eWOM
significantly mediates the relationship between participation in fashion, sense of belong-
ing, trust, informational influence, and online purchase intention. Sheikh et al. (2021)
state that brand equity is not an integral part of eWOM, but it is still an important feature
of the online shopping process. With these findings, it can be concluded that eWOM has
a significant impact on consumer decisions, since consumers currently make purchases
based on the experiences of other users instead of the brand, which is the most relevant
aspect of eWOM, rather than the brand itself, consumers may infer that eWOM plays
an important role in consumer decisions.

5 Conclusions

According to the quantity, it was possible to verify the high volume of recommendations
and evaluations on the website due to the fact that many people comment on their appre-
ciations, accumulating or overwhelming the recipient with the amount of information,
both necessary and unnecessary, and causing them to become confused. Before making
a purchase decision.

When it comes to credibility, the comments and opinions posted on this website are
not reliable enough because customers share their experiences with the items, good or
bad, while using them. Since this is where most users look for accurate information and
do not find a satisfactory answer, they start to have doubts because the information has
a significant impact on their purchase decision, regardless of the caliber of the products.

Regarding the quality of the comments on theweb page, by not delving into a detailed
explanation confusion is created for the user, when the company verifies the comment,
it tries to provide an answer explaining the mode of use, how you can obtain more
information or find solutions that do not harm the value of the brand.

Last but not least, eWOM has become a crucial component of the website, serving
as its calling card. This is because, thanks to the reviews and information provided by
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customers who have used the product in the past, new or old users who are interested in
the mentioned item are informed before making their purchase, since they are not only
seduced by the brand but also by the results obtained by other clients.

Current research is important in exploring the value of electronic mouth and ear in
the pharmaceutical and toiletries business, and in determining whether comments made
on awebsite actually have an effect on user purchasing behavior. Since it shows customer
feedback, this will help businesses to give more importance to their website. They will
also be able to differentiate themselves from the competition and be professional towards
the competition by knowing the caliber, reliability and number of comments they make
on their website, eWOM being a specific example.
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