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Abstract

This research probes into the degree of influence of electronic word of mouth (eWOM)
and online communities on purchase intention and unplanned purchase behavior. Online
communities like Home Buddies Facebook Group provide a community for home enthusiasts
to share ideas, insights, experiences, discoveries as the community's goal are to serve as a
resource and inspiration for achieving people's dream home. Feedback and recommendations
from the Home Buddies community somehow affect its members' purchase behavior. This study
used convenience sampling to select 126 respondents’ members of the Home Buddies Facebook
Group.

Keywords: eWOM, purchase intention, attitude, subjective norm, perceived behavioral
control, TBP

Introduction
Background

In the Philippines, the term "budol” is used when people find themselves taking action
or purchasing anything unplanned because someone else influenced them. In a sense, "Budol"
happens when a person becomes willing to break their intentions, plans, or budget in order to
purchase something. While "budol” is not only applicable to buying behavior, in this study, we
focus on its use in the context of buying intention that leads to unplanned purchases.

It is important to note that unplanned purchases are different from compulsive buying
purchases, where a consumer makes an unplanned purchase due to an uncontrollable urge to
buy to attain feelings of excitement and pleasure (Hudson, 2016). While they share similarities,
unplanned purchases are defined as spontaneously purchasing products outside of shopping
plans (Wang et al., 2019). It is described as an unintended, less deliberate, irresistible, and
arousing form of purchase decision-making where buyers are less likely to be reflective and
more emotionally attracted to items that deliver instant gratification. Thus, many researchers
see unplanned purchases as behavior that strives to attain happiness instead of simply buying
goods (Chien et al., 2018). This effort to attain happiness may be why many people sought out
new forms of hobbies and entertainment while they were required to stay at home.
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Just in time with this search for new activities, online communities like the Facebook
group, Home Buddies, emerged as a platform that provides home improvement enthusiasts to
find and share ideas, inspirations, insights, and experiences (Radovan, 2021).

This research by Nicole Marafion and Monika Ortega will examine how much the
electronic word of mouth (eWOM) and online community found in Home Buddies influence
buying intention for unplanned purchases among its members. Thus, this research will provide
insights into consumers' purchase behavior within online communities and examine a
phenomenon of unplanned purchases (“budol") among Filipino consumers driven by electronic
word of mouth.

Relevance

Because unplanned purchase behavior creates considerable opportunities for businesses
and increases revenue (Lu & Wu, 2019), this study is important for marketers to know if it is
valuable and more effective to invest resources on building electronic word of mouth through
online communities (perhaps compared to other marketing channels) in order to increase
revenue.

The study will also serve as a support and guide for marketing teams from home
improvement, lifestyle, furniture, or retail companies on the value of online communities (such
as Home Buddies) on their customers’ purchasing behavior and how to leverage the channel
based on the results of the survey.

For consumers and members of the Home Buddies Facebook group, this study will
provide insights into the degree of influence that the Facebook group has on their behavior to
see possible vulnerabilities in their buying behavior.

Framework
Theory of Planned Behavior

This research will utilize Icek Ajzen’s Theory of Planned Behavior which states that an
individual's intentions to perform a given behavior are affected by various factors: attitude
toward the behavior, subjective norm, and perceived behavioral control. As visualized in Figure
1, behavioral beliefs generate a favorable or unfavorable attitude toward the conduct which
affects subjective norm; normative beliefs establish perceived social pressure or subjective
norm affects perceived behavioral control, and the perception of behavioral control
significantly influences the impact of attitude toward the behavior and subjective norm on
intention. The intention could refer to a desire to purchase a specific product or service when
it comes to consumer behavior. Attitudes toward buying the product, subjective norms, and
perceptions of behavioral control—all three primary variables of this behavior—are linked to
similar sets of behavior-relevant beliefs. (Haugtvedt, C. P., et al., 2008). Some studies show
that TPB affects purchase intention, specifically in sports team licensed merchandise (Jame &
Kim, n.a.), well-being food (Lim, H., & An, S. (2021).
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Figure 1
The Theory of Planned Behavior
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Attitude

An individual's tendency to respond positively or negatively to an object, person,
institution, or event is referred to as attitude (Ajzen, 1., 1990). Individuals with positive attitudes
can obtain stored judgments from memory based on previous experience with an attitude-object
rather than being pushed to develop quick assessments of an object every time it is experienced
(Haugtvedt, C. P., et al., 2008).

Subjective Norms

The perceived social expectations to engage or not to engage in behavior are the
subjective norm (Ajzen, I. 1990). Consumer behavior is influenced by social elements such as
small groups, social networks, family, and social roles and status. The effectiveness of group
influence varies depending on the product or brand. (Kotler et al., 2018). Subjective norm was
revealed to be a significant predictor of purchase intention in the study of James & Kim on
TPB's effect on Sports Team Licensed Merchandise.

Perceived Behavioral Control

Perceived behavioral control is a person's perception of how easy or difficult it is to
perform a specific behavior (Ajzen, 1. 1990). In the context of our study, perceived behavioral
control may be related to capabilities, willingness, and resources to purchase items. The
capabilities and resources in terms of their financial situation have a significant impact on their
purchase behavior and product or service choices. (Kotler et al., 2018). The study on well-
being food (Lim, H., & An, S., 2021) also found that perceived behavioral control significantly
predicts purchasing intention.

Buying Intention

One of the immediate determinants of actual purchase behavior is intention. Its success
will be influenced by the intentions to purchase and non-motivating variables such as resource
availability (Ajzen, 1. 1990). As stated by Kaotler et al. (2018), a consumer's purchase intention
may be influenced by factors such as projected income, pricing, and product attributes.
Unexpected circumstances, on the other hand, may disrupt the buying intention.

3|Page



JOURNAL OF GLOBAL BUSINESS VOLUME 10 ISSUE 2
eWOM

According to Hennig-Thurau et al. (2004), the Internet has transformed customers'
opportunities to acquire adequate product information from other consumers and contribute
their consumption-related recommendations by joining online discussions. Any statement
made over the Internet by future, actual, or past customers about a business or service made
available to a significant number of people and institutions is referred to as electronic word of
mouth (eWOM).

Figure 2
Conceptual Framework adopted from Ajzen’s Theory of Planned Behavior
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Guided by the Theory of Planned Behavior and theoretical concepts from relevant
research, the theoretical model we developed analyzes posits consumers' online unplanned
purchase intention. The Theory of Planned Behavior supports many studies. The same findings
were found in a comparable study done by Maichum et al. (2016) on factors influencing
consumer purchasing intentions of green products among Thai Consumers.

The conceptual Framework (Figure 2) considers that electronic word of mouth
(eWOM) is a moderating variable on attitude and subjective norm, which directly affects
buying intention along with perceived behavioral control. Hence, we have arrived at the
following hypotheses:

HO01: Home Buddies members’ attitude affects their buying intention

HO02: eWOM moderates the member's attitude towards buying Intention

HO03: eWOM moderates subjective norms

HO4: Perceived behavioral control affects buying Intention

HO05: The perception of Home Buddies members to subjective norms affects their buying
intention

Methodology
The study uses both qualitative and quantitative approaches to analyze the survey

results to understand the degree of influence that electronic word of mouth and online
communities have on unplanned purchase behavior.
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The researchers wanted to examine the general population of the group. Thus, they
targeted members of Home Buddies without limitation to activity level, age, location, income,
educational attainment, or gender. The results showed that the respondents range from 22 to
40 years of age, male or female, with different educational attainments ranging from High
School Diplomas, Undergraduate Degrees, postgraduate degrees, and Doctoral Degrees.
Additionally, the respondents' monthly income ranges from PHP 7,000 to above PHP 60,000.
The respondents also vary in their intention to join and stay in the group stating reasons that
range from getting tips on how to make their home better, enjoying reading about tips and tricks
found in the group, enjoying the conversations and insights that arise from the group, and even
discovering discounts and promos given exclusively to members. While young professionals
would seem to be the best profile of the study as they would be technology-savvy and have
enough purchasing power to afford the recommendations in the group, it seems that even
individuals with less than PHP 10,000 monthly income also like to purchase items based on
recommendations from Home Buddies.

As of date (September 2, 2021), Home Buddies has a total of 2,775,707 members. From
this number, the researchers were able to get 126 respondents, where it was agreed that for this
academic exercise, the minimum number of respondents would be a minimum of 100. The
researchers recognize that there may be improvements in this aspect of the study.

The sampling technique that the researchers used was convenience sampling, as the
respondents come from different backgrounds.

The study involved asking the respondents questions about what influences their
purchasing behavior. Using a 7-point Likert scale about the Conceptual Framework's variables
which include: Electronic Word of Mouth, Attitudes, Subjective Norms, Perceived Behavioral
Control, and Buying intention.

The questionnaire was encoded into a Google form which also collected the responses
and create visualizations from the data. The collection of the respondents' consent to have their
data collected and analyzed for the study was ensured before proceeding to the actual
questionnaire.

For the distribution of the questionnaire, the researchers tried reaching out to the
administrators and moderators of the Facebook Group "Home Buddies" via email, private
messages, and referrals to reach more members of the group through a post blasted in the
group’s feed that invited and enticed participants to the study. Unfortunately, the researchers
were not able to receive a response. Since most posts in the group - especially those soliciting
engagements are filtered or generated by the administrators, the researchers opted to distribute
the questionnaire by directly messaging members of the Home Buddies group who are in their
immediate network and asking them to share the questionnaire with their friends who are also
part of the group.

The data collected was then analyzed through SmartPLS3.0. This tool was used to
calculate the effects of the variables and hypotheses from the conceptual Framework.

Upon completing the data collection, the researchers tested the conceptual Framework's
applicability to understanding which factors affected consumers' purchase intentions. The
Partial Least Squares Algorithm (PLS Algorithm) was used to calculate the Construct
Reliability and Validity and the Discriminant Validity. Afterward, Bootstrapping was done to
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test the PLS-SEM results' statistical significance, including the path coefficients and
Cronbach's alpha.

Discussion of Results

The study gathered 126 respondents. As seen in Table 1, 62% of the respondents are
female, while 38% are male. Most respondents belong to the age group 31-25 years old. Figure
3 illustrates that from the total number of respondents, the majority at 56% discovered Home
Buddies through referrals from friends, family members, and others.

Table 1
Summary of Respondents

Age Groups Female Male Total
20 below 1 0 1
20-25 11 12 23
26-30 21 13 34
31-35 36 21 57
35 and up 9 2 11
Total 78 48 126
Figure 3

How did members discover Home Buddies

Hear from friends, family, etc
m Suggested by facebook
m Articles on Social Media
m Referral from friends, family, etc.

mMix of different ways

The composite reliability, Cronbach's alpha, and average variance extracted are used to
assess the measurement model's reliability and validity. Cronbach's alphas that are greater than
0.70 are considered satisfactory. All of the variables have a Cronbach'’s alpha of at least 0.70,

indicating that the variables are closely related. The model's reliability and validity assessment
results are illustrated in Table 2.
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Table 2
Construct Validity and Reliability Analysis

Cronbach's o A Composite  Average Variance

Alpha - Reliability  Extracted (AVE)
Attitude 0.74 1.221 0.772 0.472
Buying Intention 0.933 0.934 0.947 0.751
e-WOM 0.726 0.817 0.802 0.436
Perceived Behavioral Control 0.862 0.868 0.916 0.785
Subjective Norm 0.931 0.936 0.943 0.65

Table 3 illustrates the path model coefficients used to evaluate the model's hypothesized
direct relationships. This shows that buying intention, attitude, eWOM, and subjective norms
affect the unplanned purchase behavior of the members of Home Buddies.

The analysis discovered that attitude and subjective norm have substantial impacts on
buying intention and subjective norm on eWOM, with a p-value less than 0.01. Meanwhile,
eWOM has no significant effects on attitude and perceived behavioral control or substantial
effect on buying intention, with p-values greater than 0.1.

Home Buddies members' attitude has a positive effect on their buying intention.
Members purchase as a result of their thoughts and attitudes. They join the group to acquire
insights, learn about others' experiences, and read reviews. According to the survey results,
27% of respondents frequently try to find a more exciting version of commonly offered or
ordinary products. According to a prior study on well-being food (Lim, H., & An, S., 2021),
attitude is positively connected to behavioral intention, suggesting that consumers who have a
more positive attitude toward the habit are more likely to purchase.

Meanwhile, eWOM does not significantly impact members' attitudes towards buying
intention. The opinions and recommendations of Home Buddies members about a product do
not affect the members' attitudes. This means that group members can still find a unique version
of the highly recommended things to develop their style and demonstrate their uniqueness.

Results show that eWOM is positively influential on subjective norms. The experience
and engagement of members online are influenced by the reviews and recommendations of
Home Buddies members about a product. The members influence other members regarding
item recommendations and positive or negative feedback for home/lifestyle products.

In the case of our study, perceived behavioral control also does not have a significant
relationship with buying intention. This could imply that Home Buddies members' purchasing
abilities, willingness, and resources have no impact on their purchasing intentions. This
highlights Ajzen's (1990) claim that purchase behavior will be influenced by the intentions to
purchase and by non-motivating variables such as the availability of resources.

Home Buddies members' subjective norms positively affect their buying intention. This
could imply that members of Home Buddies consider other members' remarks, referrals, and
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suggestions before making a purchase. Members' purchases are likely to be influenced by
positive and negative online statements; hence, consumers may utilize the Facebook Group
more frequently to seek recommendations and feedback before making purchases. According
to a study conducted by Rahmani, S. et al. (2021), the intention to purchase poorly reviewed
things was impacted by the negative electronic word of mouth. In the context of our study, a
mean of 5.6 concludes that respondents will not buy products with negative feedback and
recommendations about an item.

Table 3
Path Model Coefficients

T Statistics P Values Results
HO1: Attitude -> Buying Intention 2.122 0.034 Supported
HO02: eWOM -> Attitude 1.384 0.166 Not Supported
HO03: eWOM -> Subjective Norm 21.487 0.000 Supported
H04_: Percei\_/ed Behavioral Control -> 1134 0.257 Not Supported
Buying Intention
HO5: Subjective Norm -> Buying Intention 8.565 0.000 Supported

**p < 01
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Figure 4
Path Model
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Conclusions

The study provides insights into how online communities' electronic word of mouth
affects the members' buying behavior. The results show that electronic word of mouth (eWOM)
does not affect members' attitudes towards buying intention, but it does affect the subjective
norms that influence members' attitudes towards a buying intention. Therefore, the researchers
believe that the "budol” found in home buddies is more of a cultural influence than being
compelled to purchase. In a study by Ha (2018), online communities provide members with "a
feeling of belonging. A belief that members matter to one another and be the overall group.
Moreover, a shared faith that members' needs will be met through their commitment to being
together.” Thus, members loyal to their community are led to organizational citizenship
behaviors.

In this regard, eWOM does not necessarily trigger the immediate intent to purchase
because members join the group to gain insights, recommendations and see reviews from other
people. Thus, eWOM intends to push a consumer towards an immediate purchase (see Figure
5: Example of a sponsored post in Home Buddies) directly may not be very effective in
developing purchase intention unless they are reviewed and discussed positively by other
members of the group.

9|Page



JOURNAL OF GLOBAL BUSINESS VOLUME 10 ISSUE 2

Figure 5
Example of a sponsored post in Home Buddies

’f‘ Admin May 28 - &

Edit:

I'm not an expert in A/Cs but according to our discussion
during the Aircon 101 webinar, portable aircons are best
for spot cooling. Meaning nun hindi siya efficient in
cooling an entire room pero mapapalamig niya kung saan
ito nakatutok. At hindi comparable ang 1HP ng window or
split sa THP ng portable aircon. Kailangan mo ng mas
mataas na HP for portable (experts you can correct me if
im wrong!) Now, anong kagandahan ng portable aircon?
By the term portable it means pwede mo siya ilipat kung
saan mo gusto magpalamig. Kunwari nasa sala ka
nagwowork sa umaga tapos pag matutulog ka na, ililipat
mo siya sa kuwarto sa gabi. Pero, kahit na portable,
kailangan meron pa rin siyang vent o paglulusutan ng
exhaust hose. Knowing these considerations, hope I'm
able to help you make an informed decision :)

! DISCOUNT ALERT !
Midea is having their End of Season Sale this weekend!
Up to 35% discount will be given away 3,'@

Midea Portable Aircon
1HP disc. price: P16146
1.5HP disc. price: P18536

Midea Robot Vacuum
Disc. price: P7147 (35% off from P10995)

Promo period is from May 28-31, 2021 only! Check out
https://www.mideaph.com

In the group, “budol" through electronic word of mouth seems more evident for high
involvement purchases such as appliances, gadgets, and electronics. However, this is also seen
for typically low involvement products if they must adhere to a member's particular preference
or style. Many of these can be found under the #budolisreal topic category.

Additionally, there are also instances when members report unplanned purchases for
low involvement products when they encounter the items in a store. Sometimes the stores are
also recommended in the group. The group is categorized under the topic #budolfinds (see
figure 6).

Figure 6
Example of a sponsored post in Home Buddies

» Home Buddies
10 June - @

NOT a seller/reseller. Just simply sharing some budol finds.

True nga mga KAPPYtbahay! Daming sulit budols finds sa Kappy!
Parang warehouse sya sa laki ng place at lawak ng parking area! @ @

Location: Binakayan Kawit Cavite

May shopee store din sila pero hindi lahat ng items posted sa account.
https://shopee.ph/kappy_trading112719?smtt=0.0.9

#budolisreal
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While it is not always the case, the researchers believe that many members who
developed buying intentions based on the subjective norms were in some way already and
aware of their problem, need, or opportunity. Despite members calling the behavior "budol" or
unplanned purchase (see Figure 7: Example of a Home Buddies member who was already
aware of her problem or need). Many of the members who participate in the budol culture
exhibit happiness and are often proud of their participation. So much so that they post their
experience in the group thereby adding more electronic word of mouth influence towards a
brand or product in the community.

Figure 7
Example of a Home Buddies member who was already aware of her problem or need

£31 » Home Buddies
¥ 2 August - @

Hil Hb! #budolisreal po! So happy with our fully automatic washing
machine. Super stress na ko sa mga labahin ng mga anak ko dahil
tambak na tambak na! Hindi ako makapaglaba dahil tag ulan isabay
pa ang pag aalaga ng mga anak ko. Ito kahit gabi G! Lang. Kahit pa
malakas ulan sa labas..pwedeng pwede ako maglaba. &

1st time to use AWM .kaya medyo nangangapa pa ko.gs (Penge
naman po ng tips and advice how to proper use itgs)

The researchers believe that marketers can maximize communities like Home Buddies
for top to bottom-funnel marketing.

Brand value creation practices such as building a brand community, developing brand
loyalty, improving the brand experience, or providing members with social identity (Ha, 2018)
seem to be excellent potential in a community where subjective norms influence an individual's
purchase intentions. Brands can execute activities or discussions that provide members a sense
of influence over their brands. For example, collecting ideas and suggestions from the
community and implementing them in the product design allows community members to feel
that they matter. Additionally, providing members timely feedback about their suggestions
allows them to realize the impact of their suggestions. The engagement would make the
community member more loyal to the group and its direction (thereby increasing the influence
of subjective norms) while the brand gains research and development to improve its products
and services.

Since 59.9% of the respondents mentioned that they research the product, its benefits,
and specifications before purchasing, the electronic word of mouth found in home buddies is
perfect for nurturing potential buyers in the active research stage (mid-funnel) their journey.

According to Ha (2018), online communities participating in brand building should not
reward their members with financial incentives. However, several respondents (15.2%) also
mentioned that they joined and stayed in the group to receive coupons and discounts exclusive
to Home Buddies. While these types of promotions may not effectively trigger an immediate
unplanned purchase, the researchers recommend that the promotions and discounts be used for
repeat purchases rather than enticing members to try a product for the first time.

Moreover, the researchers recommended that companies encourage members to find
new ways of using their products to encourage purchase.

The results of this study also hold implications to the current situation of global
businesses in customer experience, customer service, and increased customer retention.
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As businesses were forced to transition to online channels, more brands have decided
to increase their digital touchpoints. A study by Felix (2021), mentions that due to the Covid-
19 pandemic in 2020, numerous businesses had to close physical stores, which led to a
noticeable increase in online businesses. Additionally, more than 51% of the businesses that
had to stop in March 2020 also increased their online interactions with customers, specifically
through e-commerce, to keep their businesses alive.

However, the emergence of new customer touchpoints naturally demanded increased
online support. In terms of customer service, global or local businesses can benefit from
working with existing online consumer communities like Home Buddies to provide high-
quality digital services and after-sales support despite limited resources. In terms of online
communities and conversations, according to Tran (2020), online reviews signify perceptual
fluency and confidence in brand products, especially in today's online-driven purchase market.
Online reviews are essential since they validate the consumers' initial expectations, increasing
their trust. As a result of online-posted material, brand trust is extended to online trust in the
brand.

In a study by Li-chun (2017) on online community members' purchase intention, it was
found that digital communities provided a means for brand vendors to establish and maintain
relationships with members in their brand fan communities. In line with this, members are also
willing to provide voluntary services and support to other members, especially for low-level
concerns (see Figure 8: Example of a Home Buddies member asking for help and hundreds of
other members providing their assistance). Those with expert knowledge of the brands'
products are effective community leaders who provide reliable information to other members.
This, in turn, allows members to collaborate and help brands resolve problems through
community platforms and ensures consumer confidence.

Figure 8
Example of a Home Buddies member asking for help and hundreds of other members providing
their assistance

& 18 October - & Ve 231 394 comments
Hey guys! Need your help. We recently purchased this LG FV128554W Y Like (D Comment

front load washing machine kase hindi namin pa magamit. We tried 1o
use it once pero super galaw niya. As in nag sha-shake siya and
lumalakad mag isa. @@ | just want to know, sa mga meron din ng

ganito. Anong ginawa niyo para di siya magalaw? Ni mount niyo ba
siya wall? Also, hindi ba talaga na a-adjust yung time ng wash niya?
Lagi kasing over 1hr ang timer per load. ==

Thank you sa sasagot. @ ¢\

View previous answers All comments «

Like - Reply - 5w

Dapat po nasa patag ang kinalalagyan nya ung d

{OME > LG FV128554W gumagalaw para pag ginamit nyo d sya magshake.

®Lc G
T “ Adjust the floor mount. Need to “fine tune it" there
tmit N = should be a tool that came with the machine. When in

doubt its in the manual.

- 1o Like - Reply - 5w

The consumer confidence brought about by online communities is critical for brands
that want to retain customers. This is in line with a study conducted by Wang et al. (2017),
which showed that reduced uncertainty and high involvement (in this case, community
involvement) for customers also increase purchase intentions. Additionally, a robust online
support community can also be a factor in a customer's consideration for products or services
prior to purchase because of the reduced risk of uncertainty.

Like - Reply - 5w
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Rahmani et al. (2021) found that negative electronic word of mouth makes subjective
norms less influential in mitigating the significant influence of subjective norms in the group.
This is in line with the 34.9% of the respondents saying that negative feedback and
recommendations about an item will make them not buy the product.

Limitations and Recommendations for Future Research

One of the limitations of this research is the lack of studies regarding online
communities such as Home Buddies and their effect on purchase intention. Another is the
current pandemic. Due to the present situation, researchers have only conducted the survey
using an online tool. Moreover, respondents are purely members of the Home Buddies
community. The surveys are also limited to the researchers' networks; hence, we may not have
targeted more active members who frequently purchase and seek recommendations from Home
Buddies.

Future research and studies may open the survey to non-members and conduct a
comparative examination of buying behavior of members in contrast to non-members. Our
study did not investigate whether purchases are made online through e-commerce platforms or
offline through traditional physical stores. As a result, future research and studies may delve
deeper into and investigate where consumers purchase.

We propose that future research include more diverse individuals because the
participants limit our study. Aside from Home Buddies in general, there are additional areas to
examine, such as specific products and categories purchased by members. Future research
might look into brand loyalty and discounts to see if those impact purchase intent.
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