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ABSTRACT 
 

Word-of-mouth (WOM) in marketing-focused literature, provides informal positive or negative communication 

between customers about brands, products, or services. In the digital era, WOM has evolved into electronic word-

of-mouth (eWOM), enabling customers to access information faster and easier. However, there is limited research 

looking at the eWOM as a moderating variable toward purchase intention in the Theory of Planned Behavior 

(TPB) model. This research aims to determine whether there is an effect of eWOM as moderating role on customer 

intentions in the TPB model, to purchase lubricant products at Shell petrol station. There are 226 data as basic 

materials for research, obtained from primary data or quantitative data, using purposive or non-probability 

sampling techniques, and processed using PLS-SEM version 3.0. The finding shows there are several positive 

significant results such as the Perceived Behavioral Control variable on Purchase Intention, Subjective Norm on 

Purchase Intention, and eWOM moderation on Subjective Norm towards Purchase Intention. This research has 

added knowledge to the marketing literature. It also gives a strong insight to petrol station owners about customer 

behavior. Therefore, the owners could make decisions to increase sales and profitability. For future research, there 

should be more than one Shell petrol station, carried out at the level of a wider area (e.g., city or region), or 

conducting comparative research between different brands. 

 

Keywords: Electronic Word-of-Mouth, Purchase Intention, Theory of Planned Behavior, Lubricant, Petrol 

Station. 
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1. INTRODUCTION 

Indicative of Indonesia's high fuel usage is a large number of automotive. According to data 

given by the National Police Traffic Corps, there are 150,786,775 registered vehicles in 

Indonesia (Janlika Putri Indah Sari, 2022). This scenario demonstrates that the exceptional 

gasoline market in Indonesia attracts multinational enterprises. Pertamina, the sole gasoline 

retailer, has several direct competitors now, such as Total, which has 16 stations (Fatonny & 

Aprianingsih, 2014), and there is also Shell, which will have 167 petrol stations by December 

2021 (Almawadi, 2022). 

Shell petrol stations are currently located throughout Jakarta, Banten, West Java, East Java, and 

North Sumatra (Dapurpacu, 2021). The majority of Shell petrol stations in Indonesia are 

Company Owned Dealer Operated (CODO) stations. Partners just need to supply initial funding 

and do not need to offer land, buildings, or equipment. Shell will lend to its partners' petrol 

stations that have been constructed and are ready to be managed. This infrastructure is complete 

with the addition of partner-operated businesses at petrol stations, such as convenience stores, 

coffee shops, and auto repair shops. This partnership program has been operating in Indonesia 

for 15 years (Kurniawan, 2021). 

The conflict in Ukraine has exacerbated market uncertainty and raised the price of crude oil 

(Ng, 2022). This uncommon occurrence directly affects many Shell petrol stations in Indonesia. 

According to the official Shell website, this petrol station with the shell emblem sells Shell 

Super (RON 92) for IDR 18,500 per liter in Jakarta, Banten, and West Java. In addition, the 

price of Shell V Power (RON 95) gasoline in Jakarta, Banten, and West Java was recorded at 

Rp 19,990 per liter. The price of a liter of Shell V Power Diesel (Biodiesel 0) in Jakarta, Banten, 

and West Java remains unchanged at Rp. 19,460. (News, 2022). 

However, since February 2022, most Shell petrol stations have struggled to sell fuels. Due to 

the enormous price gap with Shell fuel, most customers prefer to purchase cheaper fuel from 

the Pertamina petrol station. The price of Pertamax (RON 92) is recorded at IDR 12,500 per 

liter; meanwhile, the price of Pertalite (RON 89) is stable at IDR 7,650 per liter. The Pertamina 

Dex (Biodiesel 0) is recorded at IDR 13,700 (News, 2022). In most of the Shell petrol stations, 

fuel sales are decreasing, and some pushed the lubricant sales as a quick win to survive in 

monthly operational expenses.  

As observed at the Husein Sastranegara Tangerang Shell petrol station, the lubricant has the 

potential to be a significant contributor to the petrol station's monthly operating expenses. 

Although the Husein Sastranegara Tangerang Shell petrol station already has regular lubricant 

customers, it needs to grow the number of consumers, then it is necessary to identify the 

elements that influence customer behavior and buy intent. Several perspectives explore the 

significance of customer behavior. The Theory of Planned Behavior (TPB) can forecast which 

variables will have the greatest influence on a customer's purchasing intent (Ajzen, 2020). Most 

journals employ the Theory of Planned Behavior to investigate and appreciate the key aspects 

influencing client purchasing intent, such as Attitude, Subjective Norms, and Perceived 

Behavioral Control. Several participants discussed the influence or effect of electronic Word-

of-Mouth (eWOM), but not as a moderating variable. 

According to the identified problem, this research will answer the following 6 (six) research 

questions: 

1. What impact does customer attitude (ATT) have on customer purchase intention (PI)? 

2. What impact does customer subjective norm (SN) have on customer purchase intention 

(PI)? 

3. What impact does customer perceived behavioral control (PBC) have on customer 

purchase intention (PI)? 
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4. How does electronic Word-of-Mouth (eWOM) moderate the impact between customer 

attitude (ATT) and customer purchase intention (PI)? 

5. How does electronic Word-of-Mouth (eWOM) moderate the impact between customer 

subjective norm (SN) and customer purchase intention (PI)? 

6. How does electronic Word-of-Mouth (eWOM) moderate the impact between customer 

perceived behavioral control (PBC) and customer purchase intention (PI)? 

2. THEORETICAL FRAMEWORK 

TPB has become one of the most popular ways to explain and predict how people will act. Since 

Icek Ajzen wrote about it in a book and an essay in 1988 and 1991, the TPB has been talked 

about more than 5,000 times, according to the Web of Science. The TPB's main claims are that 

actions come before intentions to act and a sense of control over the activity (Ajzen, 1991). 

People's intentions are also affected by how they feel about the activity, what they think is 

normal, and whether they think they have control over the behavior. The TPB has been used to 

explain and predict intentions and behaviors in the health sciences (Godin & Kok, 1996), leisure 

studies (Hagger et al., 2003), psychology (Austin & Vancouver, 1996), and marketing (Hagger 

et al., 2003). (Pavlou & Fygenson, 2006). 

The TPB has been used to explain and predict what customers plan to do and what products 

they plan to buy. Recent research (Belanche et al., 2020; Chen et al., 2020; Chen & Deng, 2016; 

Kamalanon et al., 2022; Ramrez-Castillo et al., 2021) used TPB to show that customer purchase 

intent (for a variety of products) is a form of planned behavior. According to Azjen (Ajzen, 

2020), behavior intentions are based on three things in the TPB theory: attitude toward the 

behavior, the subjective norm for the behavior, and the way the behavior is seen to be controlled. 

The TPB uses an expectation-value formulation to describe how attitudes about behavior are 

formed. It is thought that a person's attitude toward a behavior will depend on how easily they 

can access beliefs about the expected effects of the behavior. A behavioral belief is a person's 

idea of how likely it is that they will do something that interests them. It will lead to a certain 

result or give a certain experience, such as the belief that wearing a heart monitor can detect 

heart arrhythmia or is annoying (Ajzen, 2020). Many researchers found that attitudes had a big 

effect on people's plans to buy green products (Chen & Deng, 2016). The way you feel about 

luxury brands affects whether you plan to buy them (Mishra et al., 2020). 

There are both telling and showing normative beliefs. A normative injunctive belief is an 

expectation or subjective likelihood that a certain referent person or group (like friends, family, 

spouse, coworkers, one's doctor, or supervisor) approves or disapproves of the behavior in 

question. On the other hand, descriptive normative beliefs focus on whether or not important 

others do the same thing. Both points of view add to the feeling that there is social pressure to 

do the activity or that it is a subjective norm (Ajzen, 2020). Subjective norms are the social 

pressures that a person thinks he or she is under to do or not do a certain thing (Chen & Deng, 

2016). Several other studies have also shown that subjective norms have a positive effect on 

consumers' behavior intentions (Mishra et al., 2020). 

A person's control belief is how likely they think it is that a certain factor that helps or hurts the 

situation of interest will be present. Each control belief adds to the idea that a person can control 

his or her behavior, along with the idea that a certain factor can help or hurt the behavior (Ajzen, 

2020). Perceived behavior control is related to getting opportunities and resources, like skills 

and social cooperation. (Chen & Deng, 2016). Based on past behavior and what's expected to 

happen, perceived behavioral control is "how easy or hard the behavior seems to be" (Lee et 

al., 2021). 

Purchase intention is a consumer's desire to buy a certain product. When looking at a consumer's 

buying behavior, purchase intention can be seen as the consumer's preference for a product or 

brand (Chen & Lin, 2019). Wu, Yeh, and Hsiao thought that a consumer's purchase intention 
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showed how likely it was that they would buy a product or service (Wu et al., 2011). Previous 

studies have found that practicality, functionality, and good looks make people more likely to 

want to buy a smartwatch (Dehghani & Kim, 2019) (Chuah et al., 2016). 

The marketing literature has looked at word-of-mouth, which is informal communication 

between customers about how they see products, brands, and services from an objective or 

subjective point of view (Yu et al., 2021). Yadav and Pathak say that word-of-mouth is based 

on trust and that people who give and get recommendations come from the same social circle 

(Yadav & Pathak, 2017). Electronic word-of-mouth, or eWOM, is when potential, current, or 

former customers say something good or bad about a product or company over the Internet. It 

was made available to many people and organizations on the internet in different ways, such as 

through email, social networks like Facebook, and newsgroups (Chen & Lin, 2018). 

3. METHOD 

3.1  Sample and data collection 

Data collection means getting information from all relevant sources to answer the research 

question, test the hypothesis, and evaluate the results. There are two types of methods for 

gathering data: secondary and primary. Books, newspapers, magazines, journals, websites, and 

other places have already put out secondary information. Secondary data collection methods 

have many benefits, such as saving time and money. Still, they have a big problem (Dudovskiy, 

2011). Primary data are things that have never been known before. Primary data are the results 

of your investigation that are unique to you. It takes a lot more time and work to collect and 

analyze primary data than to study secondary data. You can get primary data in both quantitative 

and qualitative ways (Dudovskiy, 2011). 

This study will use a non-probability sampling method called "purposeful sampling." 

Participants are chosen not by chance, but because they are easy to reach. This sampling method 

is thought to be cheaper, simpler, and easier to use than the other one (Showkat & Parveen, 

2017). There are many ways to avoid probability. With stratified sampling, certain types or 

groups of people are chosen to be in the final sample. The sample is then divided into groups 

based on how they are similar or different, and a certain number is given to each group. The 

number given to each category is also important, especially when the number of people given 

to each group is different (Prior et al., 2020). Here are the specific groups of people who took 

part in this study: (1) Respondents are at least 20 years old, (2) have at least a high school 

education, and (3) own their own car (able to decide independently). 
Figure 2.1 Research Framework 

(Source: Author, 2022) 

The population size is small (600 walk-in customers of Shell gas stations buy lubricant every 

month), and based on the advice above, six arrows in our research point to construction. To get 

80% statistical power for finding R2 values of at least 0.25 with 1% error probability, the author 

decides to collect 103 samples for this research.  

3.2 Measures 
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The Likert scale is one of the most often used response scales in survey design. In the 1930s, 

American social scientist Rensis Likert made a five-point psychometric scale to test ideas about 

attitudes (Chyung et al., 2017). People have talked about how adding a middle point to the 

Likert scale affects the survey's validity and reliability. It lets people say what they really think, 

even if they are neutral or don't care. People don't have to agree or disagree. Over the past few 

decades, researchers have looked at what happens when response scales have or don't have a 

midpoint. They looked at the pros and cons and suggested ways to stop first responders from 

misusing a midway (Chyung et al., 2017). In this research, the Author chooses to omit the 

midpoint, using a 4-point Likert scale by using the following scale: 1= strongly disagree, 2= 

disagree, 3= agree, 4 = strongly agree. 

 

 
Table 3.1 Operationalization of Variables 

Variable Measuring Item Source 

Attitude (ATT) 7. If it is necessary to choose between non-Shell and Shell lubricants, Shell ones should be 

preferred. 

8. It is important to me that lubricant products should be genuine and high quality. 

9. It is important to me to change the lubricant nearby the home. 

10. It is important to me to change the lubricant in a workshop that is open daily. 

11. Mechanic capability is a fundamental issue. 

12. When purchasing lubricants, it is necessary to consider how their use will affect the 

environment. 

(Ayar & 

Gürbüz, 2021) 

Subjective Norm 

(SN) 

5. Many people around me think of purchasing lubricant at Shell petrol station. 

6. I feel social pressure to purchase lubricant at Shell petrol station. 

7. Most of my significant others believe I should acquire lubricant at Shell petrol station. 

8. The people I listen to could influence me to purchase lubricant at Shell petrol station. 

(Mishra et al., 

2020) 

Perceived 

Behavioral Control 

(PBC) 

6. It is easy to purchase lubricant at Shell petrol station. 

7. It is very likely; I will choose to purchase lubricant at Shell petrol station. 

8. Buying habits will have a substantial impact on decision-making. 

9. Past purchase experience will have a substantial impact on decision-making. 

10. I cannot decide whether to purchase lubricant at Shell petrol station. (inverted)(deleted) 

(Chen & Deng, 

2016) 

Purchase Intention 

(PI) 

5. I will purchase lubricant at Shell petrol station frequently. 

6. I will encourage my relatives and friends to purchase lubricant at Shell petrol station. 

7. I will purchase lubricant at Shell petrol station soon. 

8. It is difficult for me to acquire lubricant at Shell petrol station. (inverted)(deleted) 

(Wang et al., 

2013) 

Electronic Word-

of-Mouth (eWOM) 

6. I often read other people’s online reviews to know what kind of lubricants are a good decision. 

7. I often read other online reviews to make sure I choose the suitable lubricant. 

8. I often consult others’ online reviews to help choose my lubricant. 

9. I frequently gather information from people’s online reviews before I buy lubricant. 

10. I worry about my decision if I do not read people’s online reviews when I buy lubricant. 

11. When I buy lubricant, online reviews make me confident in my decision. 

(Zayed et al., 

2022) 

(Source: Author, 2022) 

4 FINDINGS AND DISCUSSION 

4.1 Measurement model testing 

This study focuses on 1) customers of Shell Husein Sastranegara Tangerang, 2) customers who 

purchase fuel & lubricant, and 3) customers with their vehicles. Two hundred twenty-six 

respondents (226 respondents) have completed and submitted the questionnaire. The sample 

found that male respondents comprised most of the whole sample compared to female 

respondents (77 percent). Most respondents (68 percent) mentioned that Shell Husein 

Sastranegara Tangerang is near their home and only 32 percent near their working place. The 

majority are 20-25 years old, with 39 percent, and most of the respondents are High School 

graduates (67 percent). One hundred percent of respondents own a vehicle, and their status is 

actively working. 

Pilot testing refers to a trial run of an instrument on a small scale to ensure the instruments are 

good and the respondents understand the items. First, to check the internal consistency 

(reliability), Cronbach’s alpha reliability coefficients were used (William G. Zikmund, 2009). 

As a result, the questionnaires were reliable, resulting in Cronbach’s alpha values of 0.70 as a 

minimum reliability point (Taber, 2018). Second, Pearson's Correlation is utilized to distinguish 

the validity of the questionnaires. Based on the Table of Critical Values: Pearson Correlation, 
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where the Author uses 100 data (N=100) as pilot testing data and a confidence level of 0.05, 

items with results more than 0.195 will be considered valid. 
Table 4.1 Construct Validity and Reliability 

 
Source: PLS-SEM Report, 2022 

The internal reliability values (Cronbach’s alpha) for the variables: ATT (0.843), SN (0.909), 

PBC (0.850), and eWOM (0.946) are acceptable, with all values being significantly more than 

0.7. On the other side, one of the items, PI4’s Pearson correlation, is below 0.195 as a minimum 

point of validity, and the p-value is below 0.05 as the significant level. By knowing this, the 

Author deletes the items from the questionnaire list. 

High outer loadings on a construct indicate the associated indicators have much in common, 

which is captured by the construct. It is generally accepted that the standard outer loadings 

should be at least 0.708% (Josep F. Hair, 2017). Almost all variables have significant results, 

except one of the Attitude variables, ATT3 (0.493). Based on (Josep F. Hair, 2017) ATT3 (CR 

0.860 and AVE 0.511) is retained, because of the composite reliability above the suggested 

threshold value (0.7) and content validity (0.5). Indicators with very low outer loadings (below 

0.40) should, however, always be eliminated from the construct (Josep F. Hair, 2017). 

The Cronbach's alpha value for all five variables (Attitude (ATT), Subjective Norm (SN), 

Perceived Behavioral Control (PBC), Purchase Intention (PI), and Electronic Word-of-Mouth 

(eWOM) are greater than 0.70. It indicates that the model is internally consistent. All five 

constructs, ATT, SN, PBC, PI, and eWOM, have Composite Reliability (CR) values greater 

than 0.7. This finding demonstrates that the measuring model is highly reliable. 

4.2 Structural model testing 

The R-square (R2) coefficient of determination assesses the dependent variable's variance 

concerning the change in the independent variable. The R2 score ranges from 0 to 1, with a 

higher number suggesting greater precision. R2 values of 0.25, 0.5, or 0.75 for an endogenous 

variable can be viewed as weak, moderate, or significant (Josep F. Hair, 2017). As seen in 

Figure 4.1, the R-square (R2) of Purchase Intention has a moderate precision level (0.664). It is 

a significant level and close to 1 as an indication of excellent prediction accuracy to evaluate 

structurally. 

The hypothesis was tested using the bootstrapping test, which calculates empirical t values more 

significant than the critical value to determine the importance of path coefficients (t distribution 

Variabel Items
Outer 

Loading

Cronbach's 

Alpha

Composite 

Reliability

Average 

Variance 

Extracted 

(AVE)

ATT1 0,699

ATT2 0,736

ATT3 0,493

ATT4 0,772

ATT5 0,756

ATT6 0,792

SN1 0,827

SN2 0,868

SN3 0,908

SN4 0,878

PBC1 0,754

PBC2 0,832

PBC3 0,810

PBC4 0,742

PI1 0,903

PI2 0,894

PI3 0,847

eWOM1 0,822

eWOM2 0,893

eWOM3 0,901

eWOM4 0,881

eWOM5 0,820

eWOM6 0,887

0,5110,8600,808

Electronic Word-

of-Mouth 

(eWOM)

Purchase 

Intention (PI)

Perceived 

Behavioral 

Control (PBC)

Subjective Norm 

(SN)

Attitude (ATT)

0,7580,9260,893

0,6170,8650,794

0,7780,9130,857

0,7530,9480,934
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values). At a given likelihood of error, the coefficient is considered significant. The bootstrap 

samples should be 5000 (Josep F. Hair, 2017). The bootstrapping approach in SmartPLS 3.0 

was used to test hypotheses to examine the relevance of path coefficients and t values. The t-

value with two-tailed is 1.65, and the p-value is 0.05 (at 5%) (Josep F. Hair, 2017).  

Evaluating the structural model consists of assessing for collinearity issues (VIF), path 

coefficient (β), coefficient of determination (R²), and the effect sizes (f²) (Josep F. Hair, 2017). 

The R Squared (R2) coefficient of determination assesses the dependent variable's variance 

concerning the change in the independent variable. The R2 score ranges from 0 to 1, with a 

higher number suggesting greater precision. R2 values of 0.25, 0.5, or 0.75 for an endogenous 

variable can be viewed as weak, moderate, or significant (Josep F. Hair, 2017). 

The fourth criterion in structural model evaluation is the f2 values, which look at a predictor 

variable's relative effect on an independent variable. These f2 values translate to effect sizes of 

0.02, 0.15, and 0.35 for modest, medium, and large impacts (Josep F. Hair, 2017). Table 4.2 

summarizes the findings. 

 
Figure 4.1 Research Model 

Source: PLS-SEM Report, 2022 
5 CONCLUSIONS AND RECOMMENDATION 

5.1 Research Conclusion 

Influence of Attitude on Purchase Intention (PI). With t-values less than 1.65 (0.827) and p-

values greater than 0.05 (0.408), it can be concluded that Attitude (ATT) has no significant 

influence on Purchase Intention. With the route coefficient closer to zero (0.073) and the f2 

value distant from 1 (0.005), hypothesis H1 is not supported by the poor connection and impact 

on Purchase Intention. 

Effects of Subjective Norm (SN) on Purchase Intention (PI). T-values more than 1.65 (4.967) 

and p-values less than 0.05 (0.000) indicated that the Subjective Norm (SN) has a substantial 

impact on Purchase Intention (PI). With a route coefficient closer to 1 (0.446) and an f2 value 

closer to 1 (0.334), the H2 is supported by a significant correlation and a substantial influence 

on Purchase Intention. 

Impact of Perceived Behavioral Control (PBC) on Purchase Intention (PI). T-values more than 

1.65 (3.803) and p-values less than 0.05 (0.000) indicated that the Perceived Behavioral Control 

(PBC) has a substantial effect on Purchase Intention (PI). With the route coefficient closer to 1 

(0.367) and the f2 value closer to 1 (0.118), the H3 is supported by a moderate correlation and 

moderate influence on Purchase Intention. 

0,664

0,195
-0,013

eWOM1

eWOM2

eWOM3

eWOM4

eWOM5

eWOM6
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Effect of Electronic Word-of-Mouth (eWOM) on the relationship between Attitude (ATT) and 

Purchase Intention (PI). With t-values, less than 1.65 (0.556) and p-values greater than 0.05 

(0.578), the moderating effect of Electronic Word-of-Mouth (eWOM) had no significant 

influence on the relationship between Attitude (ATT) and Purchase Intention (PI). With the 

route coefficient closer to zero (-0.046) and the f2 value distant from 1 (0.002), the H4 cannot 

be sustained due to a negative weak correlation and a weak impact on Purchase Intention. 
Table 4.2 Hypothesis Testing Result 

 
Source: PLS-SEM Report, 2022 

The moderating effects of Electronic Word of Mouth (eWOM) on the relationship with 

Subjective norm (SN) and Purchase Intention (PI). With t-values, more than 1.65 (2.085) and 

p-values less than 0.05 (0.037), the moderating effect of Electronic Word-of-Mouth (eWOM) 

had a substantial impact on the relationship between Subjective Norm (SN) and Purchase 

Intention (PI). With the route coefficient closer to 1 (0.195) and the f2 value closer to 1 (0.048), 

the H5 is supported by a moderate correlation and a little impact on Purchase Intention. 

The moderating effects of Electronic Word of Mouth (eWOM) on the relationship between 

Perceived Behavioral Control (PBC) and Purchase Intention (PI). With t-values, less than 1.65 

(0.159) and p-values greater than 0.05 (0.873), the moderating effect of Electronic Word-of-

Mouth (eWOM) had no significant influence on the relationship between Perceived Behavioral 

Control (PBC) and Purchase Intention (PI). With the route coefficient closer to zero (-0.013) 

and the f2 value distant from 1 (0.000), the H6 cannot be supported due to a negative weak 

correlation and a weak effect on Purchase Intention. 

 

5.2 The implication of The Study 

In this study, the impact of Subjective Norm (SN) on Purchase Intention (PI) is substantiated 

by a significant impact on Purchase Intention (hypothesis H2). The Author suggests to the 

business owner approach the loyal customers and provide a loyalty and referral program where 

they would be rewarded for referring and promoting the product. 

Purchase Intention is significantly influenced by Perceived Behavioral Control (PBC) 

(hypothesis H3). This second result is still related to the activities outlined in the first result, in 

which the author recommends that business owners focus on achieving the standards by 

implementing a standard operating procedure to assure work quality, which will guarantee 

customer satisfaction. 

Hypho

thesis
Variabel

Path 

Coefficient
T-Value f

2 P Values Result

H1
Attitude (ATT)  →  Purchase 

Intention (PI)
0.073 0.827 0.005 0.408 H1 Not Supported

H2
Subjective Norm (SN)  →  

Purchase Intention (PI)
0.446 4.967 0.334 0.000 H2 Supported

H3
Perceived Behavioral Control 

(PBC)  →  Purchase Intention (PI)
0.367 3.803 0.118 0.000 H3 Supported

H4
M-Attitude (ATT)  →  Purchase 

Intention (PI)
-0.046 0.556 0.002 0.578 H4 Not Supported

H5
M-Subjective Norm (SN)  →  

Purchase Intention (PI)
0.195 2.085 0.048 0.037 H5 Supported

H6
M-Perceived Behavioral Control 

(PBC)  →  Purchase Intention (PI)
-0.013 0.159 0.000 0.873 H6 Not Supported

Moderating - Electronic Word-of-Mouth (eWOM)

Direct
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Hypothesis H5 is supported by the finding that electronic word-of-mouth (eWOM) had a 

moderate impact as a moderating. The Author recommends that business owners focus on their 

customer's satisfaction while simultaneously soliciting testimonials by requesting positive 

feedback via social media. According to the findings of the study, taking this step will result in 

a substantial increase in the number of new customers or clients. 
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