
Volume 3, Issue 4, 2025

https://theijssb.com | Hassan et al., 2025 | Page 13

MAILBAGS ON CUSTOMER INTENTION TO PURCHASE: EVIDENCE
THROUGH THE CUSTOMERS OF FAST-FOOD RESTAURANTS OF

KARACHI

Ali Hassan1,Muhammad Faisal Sultan*2, Harris Ghani3

1,3Lecturer, Lasbela University of Agriculture, Water & Marine Science (LUAWMS), Uthal
*2Assistant Professor, Khadim Ali Shah Bukhari Institute of Technology (KASBIT)

Corresponding Author: *

DOI: https://doi.org/10.5281/zenodo.15166702
Received Revised Accepted Published

14 February, 2025 14 March, 2025 28 March, 2025 07 April, 2025

ABSTRACT
The purpose of conducting this research is to understand the impact of online customer reviews on
customers’ intention to purchase from fast-food restaurants in Karachi. A review of prior literature
makes evident the lack of research that may reflect upon the importance of online customer
reviews on customer intention to purchase from Asian Developing markets. There is a significant
lack of studies that incorporate the Theory of Planned Behavior to assess the impact. Hence, this
study has been formulated through emphasizing theoretical triangulation for model authenticity
and applicability in local settings. Data has been collected through using convenience sampling
from the customers of local fast food restaurants and the sample size for this study was 275.
Statistical assessment was made through using the third version of SMART-PLS and after
statistical testing it has been revealed that online customer reviews are perceived as an important
tool for affecting customer intention to purchase. However, intensive competition in the fast-food
industry also has the tendency to decrease customer intention to purchase from focused fast-food
restaurants.
Keywords: Online Customer Reviews, Customer’s Attitude, Customer’s Intention to purchase,
Competition, Theory of Planned Behavior, Fast-Food Industry & Local Fast-Food Restaurant.

INTRODUCTION
Advancement in technology leverages individuals
or groups to share their opinions, thoughts, and
feelings across the globe. Hence, it is mandatory
to highlight different vehicles that consumers may
use to make the world notice them and their
feelings (Mauri & Minazzi, 2013). However,
buyers who are purchasing online do not have the
liberty to evaluate the product directly. Hence, the
significance of online reviews has increased
significantly. According to research, most online
buyers wait and observe peers before deciding on
a purchase (Dwidienawati et al., 2020). Research
also highlighted different vehicles that customers
may use to post their reviews, i.e., Mailbags
(reviews on seller websites), Reviews through
emails, Posted Reviews (Reviews on other websites)
and discussion forms, etc (Mauri & Minazzi,

2013). Through these vehicles customers become
able to write and express their opinion about
different products and services. These opinions
will be used by the other customer to have an idea
about the brand, etc that ultimately affects
purchase intention (Suryawan et al., 2022).

STATEMENT OF PROBLEM
Research highlighted that customer reviews play a
very important role in influencing management
practices such as brand image and customer
market capture (Sahoo et al., 2018). With the help
of the internet, consumers can obtain information
regarding products and services easily, and often,
these results will be filtered by recommendations
from users as well as professional reviews from
critics (Re & Solow-Niederman, 2019). For
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example, it is a well-established fact that many
platforms use customer reviews to create a positive
picture of their offerings (Sadowski et al., 2018).
However, some of the previous studies, e.g., Park
et al. (2007), also indicated that online retailers
can approve customer reviews, after which only
favorable comments are available to the viewers.
However, some of the studies, e.g., Wielki (2020),
highlighted the association between online
reviews and sales of the product but these results
are very limited and cannot be generalized (Pei et
al., 2020).
Hence, in the light of these research gaps there is
a significant gap to the impact of positive reviews
from customers on purchase intention. Similar
has been highlighted by the latest studies that the
impact of customer reviews on the purchase
intention is underexplored (Camilleri et al., 2023).
Other studies, e.g., Qiu and Zhang (2024),
highlighted similar points that the impact of
positive customer reviews may vary across
industries, geographical and cultural boundaries.
Similar points are also highlighted by studies
conducted in Indonesia that findings from fast-
food restaurants of one country cannot be
generalized or deployed to other findings (Burkov
et al., 2023 & Tanudjaja et al., 2022). These
points are sufficient to highlight and validate the
points mentioned by Park et al. (2007) and Qiu
and Zhang (2024) to foster a high need for
research to explore the impact in the context of
Pakistan.

THEORETICAL FRAMEWORK
This study has been based upon theoretical
triangulation to develop better impact over readers
and future research work. Hence, the base of this
study has been grounded in The Dissonance
Theory, Social Proof Theory and Theory of
Planned Behavior (TPB).
Xu et al. (2022) propose a cognitive-dissonance
theory that embarks on the dissonance felt by
customers after using the product. This theory is
grounded in the point that customers who were
expecting higher or superior value, but the
product does not match the need. Hence, the
customer will experience discomfort, which is
termed cognitive dissonance. According to Li et al.
(2020) rating given by a customer after
experiencing the product or service is the most
important form of product evaluation.

Social Proof theory is the other theory which
claims that people tend to copy the actions and
behavior of other people to comply with social
requirements. Hence, this theory may also be
related to the customer purchase from the same
store or brand that is found to be approved by the
social group (Bustinza et al., 2019).
Theory of Planned Behavior (TPB) is the third
theory used in this study to formulate the model
and the theory is presented by Ajzen (1991). The
theory postulated that attitude, subjective norms
and perceived behavioral control are the factors
that are used to influence customer’s intention to
purchase. Adding to the impact, Wielki (2020)
added that customer reviews also possess the
tendency to influence the customer's attitude,
which may ultimately cause the customer’s
intention to purchase.

SIGNIFICANCE OF THE STUDY
This study is one of the prime studies that has
been conducted through theoretical triangulation
and focuses upon customer’s Attitude and
Intention to purchase to assess the positive impact
of online customer feedback. The actual purpose
of this study is to assess the reality of online
positive reviews by customers and their translation
on intention to purchase.
Therefore, regardless of the simple research model,
the significance of this study has multiple folds
and it will serve the interest of multiple
stakeholders. Hence, it is also required to clarify
that this study is not only beneficial for academia
but will also assist further research and also assist
businessmen in understanding the extent of
benefits they may earn through positive online
customer reviews.

RESEARCHMODEL
This study uses The Dissonance Theory, The
Social Proof Theory, and The Theory of Planned
Behavior. The research Model has been
formulated in which the main predicting variable
is Online Customer Reviews, Customer Attitude
is serving as the mediating variable, and Intention
to purchase is the outcome variable. The
association used for the quantitative assessment
has also been reflected through the study of Tran
(2020) that online reviews influence
consumption-related behaviors that ultimately
cause customer intention to purchase. However,
competition always has an impact over customer
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intention to purchase (Chang & Yu, 2023).
Intensive competition also has a significant impact
on customers’ intention to purchase in the fast-
food industry (Tat et al., 2011), and according to
Xu et al (2024), attention towards online customer

reviews of competing brands may diminish
customers’ intention to purchase from the focal
restaurant. Hence, in the light of these parameters,
the research model for this study is as under:

Figure 1: Research Model

MAJOR RESEARCH QUESTIONS
RQ1: What are Online Customer Reviews?
RQ2: How do Online Customer Reviews Affect
Related Behavior?
RQ3: How Theory of Planned Behavior is
associated with the use of Online Customer
Reviews?
RQ4: What is the impact of competition in the
market on validity of online customer’s reviews?

LITERATURE REVIEW
Online Customer Reviews and Customer
Attitude:
In today's digital economy, customer reviews are
crucial, as they have a substantial impact on both
product sales and company reputation. Reviews
are an essential source of information and
validation in a time when consumers mostly rely
on the internet to study products and make
purchases (Wielki, 2020). Their influence is felt in
several different facets of the customer journey,
influencing decisions, forming opinions, and
eventually increasing revenue. Positive product
reviews can set a product apart from the
competition and give it a competitive advantage.
Customers are more inclined to select products
with adequate ratings and reviews when presented
with a choice. Customers who are satisfied with
their purchases frequently tell others about them
online or via word-of-mouth. Moreover, positive
customer reviews lessen the perceived risk
included in buying a novel or untested product.

Similarly, positive ratings on a product usually
result in increased conversion rates (Yang et al.,

2019). Similar sorts of points are reflected by
research conducted concerning fast-food
restaurants that online customer reviews are the
indications of customer perception related to food,
ambiance, pricing and services, etc (Gan et al.,
2017 & Yalçinkaya & Just, 2023). However, local
fast food restaurants are a better source to study
the impact of online customer reviews as they
receive less polarized customer comments in
comparison to the well-known fast food chains
(Yalçinkaya & Just, 2023).
According to research, with the advent of
technology, it’s become quite easy to assess
customer sentiments with the help of
sophisticated tools like Natural Language
Processing (NLP), etc (Niu & Xing, 2024 &
Pareek et al., 2023).
H1A: There is a significant association between
online customer reviews and Customer Attitude
towards local fast food restaurants from Karachi

Online Customer Reviews and Customer’s
Intention to Purchase:
Studies define customer’s purchase intention as
the subjective assessment of a product that has
been given by customers after the generic
evaluation of the product. The purpose of this
type of evaluation is to highlight the customer’s
willingness to purchase the product. According to
studies, multiple outcomes can be related to
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willingness to purchase, e.g., High Probability to
consider the product for purchase, Future
inclination toward the product, and Purchase
Decision (Blaakrishnan et al., 2014). However,
according to some of the studies online, reviews
that are supplemented with textual comments,
ratings, or imagery would be very beneficial for
creating a positive impact on a customer’s
intention to purchase. Hence, online customer
reviews are termed as highly influential tactics
that may positively affect customer intention to
purchase (Tran, 2020). According to Mujahid et al
(2023) a significant number of customers are
using online reviews as the base to evaluate the
restaurant and its quality. Hence, it is optimal to
believe that online reviews are one of the
legitimate sources behind the customer’s
willingness to visit the restaurant.However, there
are studies that mention about the lacking of
effective parameters that may resulted in
formulation of adequate parameters for
measurement of online reviews. Thus, little
understanding available about the way through
which online customer review may affect
customer’s intention to purchase (Tran, 2020).

H2A: There is a direct and significant association
between Customer’s Attitude and Intention to
purchase from local fast food restaurants from
Karachi

Customer’s Attitude and Customer’s Intention
to Purchase:
There is a direct impact of customer’s attitude and
customer intention to purchase (Ramadhan et al.,
2024). However, the magnitude of customer’s
attitude on intention to purchase may vary across
culture and geographical boundaries. Similar can
be evident through the impact of brand image
with respect to the studies conducted with
reference to India and Malaysia etc (Lahap et al.,
2024 & Shanbhogue & Ranjith, 2024). Similar
has also been indicated by one of the latest study
that has been conducted with reference to the
online customer reviews from Saudi Arabia
(Alghamdi et al., 2024). Studies e.g., Batool et al
(2023) and Zahid et al (2022) also highlighted that
the association is also found true for the
consumer from Pakistan. According to these
studies attitude shaped-up either by hedonic or
utilitarian purposes resulted in the increase of
impact produced by customer’s attitude and

intention to purchase. A similar has been valid for
fast food restaurants, as positive customer
perception is found to be reflected adequately
towards customer willingness to intention to
purchase (Ribeiro et al., 2023)

Online Customer Reviews, Customer Attitude
and Customer’s Intention to Purchase:
Positive Reviews resulted in increase of customer
trust and intention to purchase. Research also
mentioned online customer reviews as the major
sources of customer belief regarding the product
quality (Udayana & Indarya, 2024). Latest studies
e.g., Laksana et al (2025) and Rosyada and
Saktiana (2024) indicated about the mediating
role of customer’s attitude between online
customer reviews and intention to purchase.
However, some of the studies also mentioned
about the difference in the direct and indirect
association of customer’s attitude towards
purchase intention. According to literature under
difference cultural settings promotions and brand
image are treated as variables that may diminish
or extend the direct and indirect associations
(Graciafernandy & Almayani, 2023). Something
similar is found true for the fast food industry,
where customer attitude is found to be an
effective mediator between online reviews and
customers’ intention to purchase (Rosyada &
Saktiana, 2024).
Therefore, it is optimal to believe in the point
mentioned by Luo and LI (2013) that online
customer reviews push the customer’s trust, which
ultimately causes an increase in intention to
purchase.

H3A: Customer’s Attitude will mediate between
Online Customer Reviews and Customer
Intention to Purchase from local fast food
restaurants from Karachi

Market Competition and Customer Intention to
Purchase in the Fast-Food Industry:
According to research, competition always has an
impact on the intention to purchase from a focal
firm (Chang & Yu, 2023). A similar is also valid
for the fast-food industry, where intensive
competition resulted in a decrease of customers'
intention to purchase from focused restaurants
(Tat et al., 2011). Latest study, Wulandari and
Istikomah (2024) assessed the impact of online
customer referrals and highlighted that online
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customer referral for competing brands tends to
reduce customer willingness to purchase towards
the focused brand. This statement is extensively
applicable in the fast-food sector, where customers
prefer to use the internet and food ordering
applications to purchase food.

H4A: Market Competition moderates the
relationship between customer’s Attitude and
Intention to Purchase in Fast-Food Industry

RESEARCHMETHODOLOGY
Research Methodology is the research section that
is purposely used to highlight the parameters used
in the compilation of the research with the reason
to prefer these parameters over the others (Kothari,
2004). However, it is better to divide the research
methodology into parts to clarify to readers the
reason behind the selection of different
parameters and also to create a better impact on
the reader’s understanding. There are two major
divisions of Research Methodology, i.e., Research
Design and Sampling Design (Sekaran & Bougie,
2016)

Research Design:
The purpose of this study is correlational, as
indicated by Sekaran and Bougie (2016), and also
follows the contextual gaps reflected by Camilleri
et al. (2023) and Qiu and Zhang (2024). Hence, it
is valid to check the authenticity and impact of
positive e-WoM promotions by customers from
Pakistan. Hence, through applying the concept of
“Research Onion,” the philosophy used in this
study is epistemology, philosophical stance is post-
positivism, research method is mono-method
(quantitative), and research strategy is survey
(Saunders et al., 2015).

Sampling Design:
The sampling design of this study is based on the
study of Regina et al. (2021), which follows the
theory proposed by Malhotra (2006) that the
sample size must be four to five times higher than
the number of items used in the questionnaire.
Moreover, this study is based upon non-
probability sampling that has also been used by
Regina et al. (2021) and Suryawan et al. (2022),
etc. However, for data collection, this study prefers
Regina et al. (2021) to provide evidence through
more respondents, as indicated by Malhotra (2006)
and Suryawan et al. (2022).

Therefore, this study includes all the customers
who prefer to purchase online through websites or
social media pages of local fast food restaurants.
To compile the list, researchers have conducted a
screening of social media pages and websites of
local fast food restaurants operating in Karachi.
After tight scrutiny and analysis, questionnaires
were sent to the list of scrutinized customers via
electronic medium. However, collecting responses
from unknown respondents was quite difficult,
which allowed us to compile this study with a
modest sample of 275. However, the total number
of circulated questionnaires was 500, which
yielded a response rate of 55%

Research Instrument:
Research Instrument for this study has been
developed following the research work of previous
studies i.e., Regina et al (2021) and Suryawan et al.
(2022) etc that uses closed-ended questionnaires
based upon five points Likert Scale.
However, indicators for most of the variables like
Customer Reviews and Customer’s Intention to
Purchase are adapted from Dwidienawati et al
(2020). However, the study of Dwidienawati et al.
(2020) is not associated with the customer’s
attitude. Therefore, the indicators for customer
attitude are adapted from Gilbert et al (2004) and
Ghoochani et al (2019) Similarly use of
competition has been used for the first time in the
studies related with online customer reviews and
customer’s intention to purchase. Hence, in order
to incorporate elements of market competition
effectively researchers used Ahmed et al (2022)
Dwidienawati et al (2020) and Gilbert et al (2004).

STATISTICAL TESTING & ANALYSIS
SMART-PLS is the sophisticated advanced
statistical software developed by Ringle et al.
(2005) to perform statistical analysis more
effectively through applying Structural Equation
Modeling (SEM), which is the second-generation
multivariate data analysis tool used for the
assessment of complex research models
(Chidambaram et al., 2021). Gunzeler (2013) also
highlighted the importance of SEM and
mentioned that the tool is one of the finest tools
to assess causal and temporal effects.
Other studies also added to the significance of
SEM and marked the tool as a more efficient tool
than regression. However, its impact became
substantial through the use of SMART-PLS.
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SMART-PLS is the latest edition to the category of
software that is preferred and used by researchers
for assessment based on primary data. To be
effective in assessment SMART-PLS uses two
different models termed the inner (measurement)
model and outer (structural) model (Wong, 2013).
Analysis through SMART-PLS begins with an
outer model, which is based upon the association

between construct and observed indicators (Ab
Hamid et al., 2017). Similarly, the inner model is
based on the association between latent variables
(Wong, 2013). Hence, legitimate to believe that
SMART-PLS is one of the best software that can
highlight all the necessary paths and relationships
in the research model (Vijaybanu & Arunkumar,
2018)

Figure 2: Outer Loading

Variable Outer
Loading

Cronabach’s
Alpha

Goldstein rho Composite
Reliability

AVE

Online Customer
Reviews

0.798 0.797 0.801 0.881 0.712
0.814

0.797

Customer’s
Attitude

0.857 0.725 0.727 0.845 0.644

0.880
0.793

Customer’s
Intention to
Purchase

0.776 0.702 0.710 0.811 0.589
0.738
0.788

Market
Competition

0.808 0.7555 0.754 0.860 0.672
0.804
0.846

Table 1:Model Reliability and Validity
Table 1 is spotted to indicate some of the
descriptive statistical measures highlighted by Ab
Hamid et al. (2017).

Table 1 is composed of major elements indicated
for the analysis based on SMART-PLS. However
the table is not the full reflection of descriptive
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statistical measures. According to Afthanorhan
(2013) posited the values of the outer loading
range from 0 to 1, and the purpose of using this
measure is to indicate the authenticity of every
indicator used in the process of research. However,
if the values of indicators lie between 0.60 and
0.70, then the researcher may delete the indicators
if the deletion of these variables adds significantly
to the convergent validity. Relating the table with
the measures of internal consistency, it is better to
indicate that the range of measures used in table 1
is from 0 to 1 for Cronbach’s Alpha, Goldstein
rho, and Composite reliability. However, any value
that is greater than 0.90 will not be preferred (Ab
Hamid et al., 2017). Table 1 also includes
elements of convergent validity, i.e., outer loading,
composite reliability, and AVE (Adeleke et al.,

2015). However, if the value of AVE exceeds 0.50,
then the use of AVE is sufficient to highlight
convergent validity without relying on outer
loading and composite reliability (Ab Hamid et al.,
2017).
Hence, through considering Table 1, it is optimal
to declare that the model developed for this study
is efficient as it fulfills all the criteria required for
construct reliability, composite reliability, and
convergent validity. The claim is valid: the values
for reliability indicators like Cronbach’s alpha,
Goldstein rho and Composite reliability all are
with values of 0.70 or above. Similarly, Table 1
also reflects convergent validity due to sufficient
outcome values of outer loading, composite
reliability, and AVE.

Customer
Attitude

Customer
Reviews

Customer’s
Intention to
Purchase online

Market
Competition

Moderating
Effect 1

Customer Attitude
Customer Reviews 0.795
Customer’s Intention
to Purchase online

0.770 0.632

Market Competition 0.834 0.686 0.687
Moderating Effect 1 0.089 0.036 0.097 0.021
Table 2: Discriminant Validity through Heterotrait-Monotrait Ratio

Table 2 reflects discriminant validity through the
Heterotrait-Monotrait ratio. Malik et al. (2021)
indicated that the Heterotrai-Monotrait ratio is
the correlation to show that variables used in the
study are mutually exclusive from each other in
quantitative as well as qualitative measures. This is
the best measure of correlation that is used to
indicate discriminant validity, but to reflect
discriminant validity through the Heterotrait-
Monotrait ratio there is a need to follow specific

criteria. Therefore, values achieved at the junction
of two variables must be lower than or equal to
0.85. Otherwise, discriminant validity cannot be
assured through the use of the Heterotrait-
Monotrait ratio (Hair et al., 2019). However, Table
2 does not have any value that is equal to or
greater than 0.85. Hence, in the light of the above-
mentioned parameters it is optimal to reflect that
the model developed for this study also
accompanied with discriminant validity and all
the variables used are distinctive from each other.

R Square

Table 3: Quality Criteria (Coefficient of Determination)

Table 3 is a reflection of quality criteria for the
research model used in this study. This tool is also
termed as Predictive Accuracy. Use of this tool is
to validate structural and measurement models
used in the study (Purwanto et al., 2020).

According to Wong (2013) use of this tool is used
to assess the percentage change that is sustained
in the dependent variable through one percent
change in the independent variable. However,
there is a certain extent of the change that is

R Square R Square Adjusted
Customer Attitude 0.668 0.632
Customer’s Intention to Purchase online 0.516 0.502
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deemed necessary for considering the validity of
the path-coefficient. The lowest acceptable change
is 25% in the values of the dependent variable;
however, if the change results in 50%, then it
would be termed as moderate change and 75% or

above termed as substantial change. Therefore, it
is optimal to declare that the model of this study
is fit for further assessment and change in 1% on
independent variable also bringing significant
change in both of the dependent variables.

Figure 3: Path Coefficient

Original Sample
(O)

Sample
Mean (M)

Standard
Deviation
(STDEV)

T Statistics
(|O/STDEV|)

P Values

Customer Attitude ->
Customer’s Intention to
Purchase online

0.433 0.434 0.013 32.814 0.000

Customer Reviews ->
Customer Attitude

0.607 0.607 0.009 64.781 0.000

Market Competition ->
Customer’s Intention to
Purchase online

-0.198 0.198 0.014 14.309 0.000

Moderating Effect 1 ->
Customer’s Intention to
Purchase online

0.109 0.109 0.011 9.589 0.000

Table 4: Path Coefficient

Table 4 is the path coefficient, and the tool is used
to determine the relationship between the
variables of interest. This analysis is associated
with inferential statistical analysis related to the
measurement model of SMART-PLS (Silaparasetti
et al., 2017). However, for determining the
association there is a need to use some

appropriate measures that are provided to
researchers as p-values and t-statistical values.
The p-value must be less than or equal to 0.05,
while the t-statistical value must be greater than or
equal to 1.97 (Hair et al., 2017 & Hair et al., 2019).
Hence, in the light of the criteria mentioned by
Hair et al (2017); Hair et al (2019) and
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Silaparasetti et al. (2017), it is worthwhile to
mention that all the relationships that are tested
through SEM are found to be true. Therefore, it is
optimal to declare the acceptance of H1A, & H2A.
Moreover, findings of the study also confirm the
acceptance of H4A as market competition

significantly reduces the intensity of linkage
between customer’s attitude and intention to
purchase in the fast-food industry. Hence, the
moderating impact of market competition is
proved.

Original
Sample (O)

Sample
Mean (M)

Standard
Deviation
(STDEV)

T Statistics
(|O/STDEV|)

P Values

Customer Reviews ->
Customer Attitude ->
Customer’s Intention to
Purchase online

0.263 0.263 0.009 28.637 0.000

Table 5: Specific Indirect Effect

Table 5 is used to reflect the mediation analysis of
customer’s attitude in between the relationship of
online customer reviews and customer’s intention
to purchase. However, the criteria are the same
that are used to validate the relationship in the
case of the path-coefficient (Table 4). Hence, it is
optimal to declare that by the points mentioned
by Hair et al. (2017) and Hair et al (2019), it is
optimal to declare the presence of mediation of
customer’s attitude between online customer
reviews and customer’s intention to purchase
online. Hence, it is optimal to reject H3O

CONCLUSION, DISCUSSION, & POLICY
IMPLICATIONS
Conclusion:
This study has been supplemented with thorough
statistical analysis through SMART-PLS that
highlighted explicitly the descriptive parameters
and inferential statistical analytics of data. Hence,
after thorough analysis, researchers can indicate
that the development of the research model
through theoretical triangulation was an effective
element.
The developed model is not unique but has also
been developed on realistic research gaps that are
required to be tested concerning the developing
Asian Markets and Pakistan. Hence, the
significance of the model and research has been
justified concerning the pragmatic and academic
perspectives. This academic and pragmatic
significance has also been proved through the
outcomes of the study that indicated the definite
impact of online customer reviews over the
customer attitude towards the local fast food
restaurants of Karachi, and positive attitude has
also been translated positively towards intention

to purchase from local fast food restaurants.
However, competition in the category of local fast-
food restaurants is significantly high, and the
severity of competition has a high tendency to
reduce customers’ willingness to purchase from
focal restaurants.

Discussion:
After detailed statistical testing, it has been
confirmed that all the claims related to this study
are true. This statement has been made due to the
acceptance of alternative hypotheses for every
proposition. Therefore, initially, this study affirms
the theoretical triangulation used for the
development of the research model, research
questions, and research hypotheses. Hence, the
use of Dissonance Theory (Li et al., 2000 & Xu et
al 2022), Social Proof Theory (Bustinza et al.,
2019), and TPB (Ajzen, 1991 & Wielki, 2020)
were all found to be justified with the topic
formulation, statement of problem, research
questions, and research hypotheses all seems to be
valid. Moving towards the major claims of this
study to discuss each one of these claims
effectively, it has been noticed that initially, the
findings of this study are consistent with Wielki
(2020) and Yang et al. (2019), who advocate the
impact of online positive customer review over
customer attitude. A similar is also valid for the
association of customer’s attitude with customer’s
intention to purchase as findings of this study
confirm the association. Hence, findings are
positively associated with the generic associations
e.g., Alghamdi et al. (2024); Ramadhan et al.,
(2024); Lahap et al. (2024) Shanbhogue and
Ranjith (2024) & also for Pakistan and Fast Food
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Business e.g., Batool et al (2023) and Zahid et al
(2022) etc.
At last, it is also legitimate to declare that the
findings of the study are also found to be
consistent with the indirect association of online
customer reviews on customers’ intention to
purchase through the mediation of customer’s
attitude. Thus, found to be associated with
Udayana and Indarya (2024) generically while
with Laksana et al. (2025) and Rosyada and
Saktiana (2024), etc, in terms of fast-food
restaurants. Lastly, it is also required to validate
the use of competition as the moderating variable.
The results of the study justify the use as the
moderator as used by Ahmed et al. (2022), which
makes this study also consistent with Chang & Yu
(2023), Tat et al. (2011), and Wulandari and
Istikomah (2024)

Policy Implications:
This study is one of the prime studies that
signifies the importance of positive online
customer reviews on customers’ attitudes and
intentions to purchase from local fast food
restaurants in Karachi. Therefore, the findings of
this study may also be used for effective policy-
making related to the posting of online comments.
Hence, in line with the problem statement of this
study, use of rating or any sort of numeric data
must become essential for online reviews. By
incorporating this point, online reviews will never
create ambiguity or misleading impact on the
purchase intention of other customers Similar
point has also been highlighted by the study of
Kim et al. (2016) and Mudambi and Schuff (2010).
Hence, it will be much easier for customers to
interpret the quality of food and related aspects
like services, etc. These types of ratings and
comments may also serve as the policy benchmark
and may inform food control authorities about
the quality assurance and protocols for initiating
required actions against low-quality food providers.
Similar points were also highlighted by the study
of Boehnke and Graham (2000), which means the
use of numeric rating in online reviews is not only
beneficial for customers but also for the control
mechanism of foods. Thus, it may lead to holistic
improvement and optimization of quality related
aspects of the restaurant.

FUTURE NEEDS OF RESEARCH
This study is one of the prime studies that have
been conducted on the importance of online
customer reviews and their impact on customer
intention to purchase from local fast food
restaurants in Karachi. However, further studies
may also be conducted to understand customer
intention towards local generic restaurants or
local Chinese restaurants, etc. Similarly, further
studies may be conducted through incorporating
effective mediators, serial mediators e.g.,
customer’s trust and customer’s satisfaction etc or
parallel mediators like hedonic attitude and
utilitarian attitude etc. Moreover, research work
may also be conducted through incorporating
effective moderators, e.g. price.

BACKGROUND
Word of Mouth Communications have significant
ability to influence thoughts and thinking
processes but this form of communication can
also significantly influence consumer buying
behavior (Blaakrishnan et al., 2014).
Businesses frequently attempt to use the power of
word-of-mouth (WOM) by launching viral
marketing initiatives that entice customers to tell
their networks about goods and services. This
uses the idea of social proof, which holds that
individuals should base their behavior on the
views and behaviors of others (Reyes-Menendez et
al., 2019). Similar points are made for Electronic
Word of Mouth (e-WoM) that is gaining mass
popularity with the increase in use of the internet.
Especially through the increase in the use of Web
2.0 tools, including social networking sites,
consumer network sites and blogs, etc.
(Blaakrishnan et al., 2014).
Comparison of product information provided by
sellers and e-WoM by customers is one of the most
prominent reasons for the increase in the
importance of e-WoM because of the difference in
objective of using Web 2.0 tools. Similar studies
have been validated by studies that sellers tend to
provide more objective product-focused with a
standard format while e-WoM are the source of
consumer-centric information that is written to
provide product evaluation. Hence, the e-WoM
can create a much better impact on customer
attention, knowledge, and interest and may also
reach across geographical boundaries. However,
with the advent of technology, online retailers can
now control the reviews from customers. The
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most common example includes licensing of
online comments by online retailers through
using Epionion.com, etc. Hence, e-retailers can
control the publication of comments over the
website to influence customer minds (Park et al.,
2007)

REFERENCES:
Ab Hamid, M. R., Sami, W., & Sidek, M. M.

(2017, September). Discriminant validity
assessment: Use of Fornell & Larcker
criterion versus HTMT criterion.
In Journal of physics: Conference series (Vol.
890, No. 1, p. 012163). IOP Publishing

Ab Hamid, M. R., Sami, W., & Sidek, M. M.
(2017, September). Discriminant validity
assessment: Use of Fornell & Larcker
criterion versus HTMT criterion.
In Journal of physics: Conference series (Vol.
890, No. 1, p. 012163). IOP Publishing

Adeleke, I. T., Salami, A. A., Achinbee, M.,
Anamah, T. C., Zakari, I. B., & Wasagi,
M. H. (2015). ICT knowledge, utilization
and perception among healthcare
providers at National Hospital Abuja,
Nigeria. American Journal of Health
Research, 3(1-1), 47-53.

Afthanorhan, W. M. A. B. W. (2013). A
comparison of partial least square
structural equation modeling (PLS-SEM)
and covariance based structural equation
modeling (CB-SEM) for confirmatory
factor analysis. International Journal of
Engineering Science and Innovative
Technology, 2(5), 198-205

Ahmed, B., Zada, S., Zhang, L., Sidiki, S. N.,
Contreras-Barraza, N., Vega-Muñoz, A., &
Salazar-Sepúlveda, G. (2022). The impact
of customer experience and customer
engagement on behavioral intentions:
does competitive choices
matters?. Frontiers in psychology, 13, 864841

Aisha, F. M., Salem, A. E., Almakhayitah, M. Y.,
Ghazy, K., Al-Smadi, H. M., Gozner, M.,
& Elsayed, M. A. (2024). Understanding
the influence of Food Value on Fast-Food
Customer Behavior: A Study on the
Mediating Role of blogger reviews and
moderating effect of content
credibility. GeoJournal of Tourism &
Geosites, 52(1),9-15

Ajzen, I. (1991). The theory of planned
behavior. Organizational behavior and
human decision processes, 50(2), 179-211

Alghamdi, A., Beloff, N., & White, M. (2024,
September). Mixed-Methods Study of
Arabic Online Review Influence on
Purchase Intention (AOCR-PI). In 2024
19th Conference on Computer Science and
Intelligence Systems (FedCSIS) (pp. 63-73).
IEEE

Balakrishnan, B. K., Dahnil, M. I., & Yi, W. J.
(2014). The impact of social media
marketing medium toward purchase
intention and brand loyalty among
generation Y. Procedia-Social and Behavioral
Sciences, 148, 177-185

Batool, S., Arshad, M. R., Gul, R., & Shahid, M.
(2023). ’Role of Green Customer Value,
Awareness of Environmental
Consequences, Green Brand positioning
and Attitude Toward Green Brand in
Influencing Green Purchase
Intention.’. International Journal of Social
Science & Entrepreneurship, 3(1), 605-621

Boehnke, R. H., & Graham, C. (2000).
International survey on public posting of
restaurant inspection reports, and/or
grade card posting schemes based upon
health inspections. Region of Ottawa-
Carleton Health Department ed., Ottawa,
Canada

Burkov, I., Gorgadze, A., & Trabskaia, I. (2023).
Satisfaction dimensions influencing
consumers’ behavioral intentions through
structural topic modeling analysis of
restaurant reviews. Consumer Behavior in
Tourism and Hospitality, 18(2), 200-214

Bustinza, O. F., Gomes, E., Vendrell‐Herrero, F.,
& Baines, T. (2019). Product–service
innovation and performance: the role of
collaborative partnerships and R&D
intensity. R&d Management, 49(1), 33-4

Camilleri, M. A., & Filieri, R. (2023). Customer
satisfaction and loyalty with online
consumer reviews: Factors affecting revisit
intentions. International Journal of
Hospitality Management, 114, 103575.

Chang, S. E., & Yu, C. (2023). Exploring
gamification for live-streaming shopping—
influence of reward, competition,
presence and immersion on purchase
intention. IEEE Access, 11, 57503-57513



Volume 3, Issue 4, 2025

https://theijssb.com | Hassan et al., 2025 | Page 24

Chidambaram, V., Shanmugam, K., &amp;
Sivamani, B. (2021). Effect of project
team integration on the performance of
Indian construction project: SMART PLS
Structural Equation
Approach. International Journal of
Construction Supply Chain
Management, 11(1), 1-20

Dwidienawati, D., Tjahjana, D., Abdinagoro, S. B.,
& Gandasari, D. (2020). Customer review
or influencer endorsement: which one
influences purchase intention
more?. Heliyon, 6(11), 1-11

Gan, Q., Ferns, B. H., Yu, Y., & Jin, L. (2017). A
text mining and multidimensional
sentiment analysis of online restaurant
reviews. Journal of Quality Assurance in
Hospitality & Tourism, 18(4), 465-492

Gan, Q., Ferns, B. H., Yu, Y., & Jin, L. (2017). A
text mining and multidimensional
sentiment analysis of online restaurant
reviews. Journal of Quality Assurance in
Hospitality & Tourism, 18(4), 465-492

Ghoochani, O. M., Torabi, R., Hojjati, M.,
Ghanian, M., & Kitterlin, M. (2018).
Factors influencing Iranian consumers’
attitudes toward fast-food
consumption. British food journal, 120(2),
409-423

Gilbert, G. R., Veloutsou, C., Goode, M. M., &
Moutinho, L. (2004). Measuring
customer satisfaction in the fast food
industry: a cross‐national
approach. Journal of services
Marketing, 18(5), 371-383

Graciafernandy, M. A., & Almayani, R. N. (2023).
Pengaruh Online Customer Review,
Online Customer Rating dan Online
Promotion Terhadap Keputusan
Pembelian Online Di Shopee. POINT:
Jurnal Ekonomi dan Manajemen, 5(1), 97-
106

Gunzler, D., Chen, T., Wu, P., & Zhang, H.
(2013). Introduction to mediation
analysis with structural equation
modeling. Shanghai archives of
psychiatry, 25(6), 390

Gunzler, D., Chen, T., Wu, P., & Zhang, H.
(2013). Introduction to mediation
analysis with structural equation
modeling. Shanghai archives of
psychiatry, 25(6), 390

Hair, J. F., Black, W. C., Babin, B. J., & Anderson,
R. E. (2010). Multivariate data analysis (7th
ed.). Englewood Cliffs: Prentice Hall.

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C.
M. (2019). When to use and how to
report the results of PLS-SEM. European
business review, 31(1), 2-24

Hair, J., Hollingsworth, C. L., Randolph, A. B., &
Chong, A. Y. L. (2017). An updated and
expanded assessment of PLS-SEM in
information systems research. Industrial
management & data systems, 117(3), 442-
458

Kim, W. G., Li, J. J., & Brymer, R. A. (2016). The
impact of social media reviews on
restaurant performance: The moderating
role of excellence certificate. International
Journal of Hospitality Management, 55, 41-
51

Kothari, C. R. (2004). Research methodology:
Methods and techniques. New Age
International

Lahap, J., Saudi, N. S., Said, N. M., Zaeimoedin,
T. Z., Mashuri, M. A., & Mahat, F.
Customer Attitude, Subjective Norms,
And Perceived Behavioral Control
Towards Customer Purchase Intention: A
Case Study of Fast-Food Restaurant in
Penang Malaysia. International Journal of
Academic Research in Business and
Social Sciences, 14(11), 28-39

Laksana, A., Hendrika, I., & Gosal, G. G. (2025).
The Influence of Celebrity Influencers
Credibility and Online Customer Reviews
on Purchase Intention: The Mediating
Role of Consumer Attitudes. Jurnal
Manajemen dan Ekonomi Kreatif, 3(1),
82-92

Li, H., Liu, Y., Tan, C. W., & Hu, F. (2020).
Comprehending customer satisfaction
with hotels: Data analysis of consumer-
generated reviews. International Journal of
Contemporary Hospitality
Management, 32(5), 1713-1735

Luo, H., & Li, Z. (2013, July). Empirical Research
on the Effect of Online Review on
Customers' Purchasing Intention. In 2013
10th International Conference on Service
Systems and Service Management (pp. 214-
219). IEEE



Volume 3, Issue 4, 2025

https://theijssb.com | Hassan et al., 2025 | Page 25

Malhotra, N. K. (2006). Questionnaire design. The
handbook of marketing research: Uses, misuses,
and future advances, 83

Malik, P., Gautam, S., & Tripathi, S. (2022).
Consumer Behavior and Online
Payments with Reference to Trust and
Mobility: A PLS-SEM Analysis. IUP
Journal of Marketing Management, 21(3), 47-
59

Mauri, A. G., & Minazzi, R. (2013). Web reviews
influence on expectations and purchasing
intentions of hotel potential
customers. International journal of
hospitality management, 34, 99-107

Mauri, A. G., & Minazzi, R. (2013). Web reviews
influence on expectations and purchasing
intentions of hotel potential customers.
International Journal of Hospitality
Management, 34, 99–107.

Mudambi, S. M., & Schuff, D. (2010). Research
note: What makes a helpful online review?
A study of customer reviews on Amazon.
com.MIS quarterly, 185-200

Mujahid, M., Rustam, F., Alasim, F., Siddique, M.,
& Ashraf, I. (2023). What people think
about fast food: opinions analysis and
LDA modeling on fast food restaurants
using unstructured tweets. PeerJ
Computer Science, 9, e1193

Niu, K., & Xing, Y. (2024, April). Opinion
distribution: spatial sentiment analysis of
online restaurant reviews through BERT
model and GIS. In Fourth International
Conference on Signal Processing and Machine
Learning (CONF-SPML 2024) (Vol. 13077,
pp. 208-218). SPIE

Ogwiji, J., & Lasisi, I. O. (2022). Internal control
system and fraud prevention of quoted
financial services firms in Nigeria: A
Smart PLS-SEM approach. European
Journal of Accounting, Auditing and Finance
Research, 10(4), 1-13

Pareek, A., Saini, K., Kumari, A., & Nikita, K.
(2023). Restaurant Review Sentiment
Analysis: An Automated Approach to
Customer Feedback Analysis. Journal of
Propulsion Technology, 44(1), 107-111

Park, D. H., Lee, J., & Han, I. (2007). The effect
of on-line consumer reviews on consumer
purchasing intention: The moderating
role of involvement. International journal
of electronic commerce, 11(4), 125-148

Pei, X. L., Guo, J. N., Wu, T. J., Zhou, W. X., &
Yeh, S. P. (2020). Does the effect of
customer experience on customer
satisfaction create a sustainable
competitive advantage? A comparative
study of different shopping situations.
Sustainability, 12(18), 74364

Purwanto, A., & Sudargini, Y. (2021). Partial least
squares structural squation modeling
(PLS-SEM) analysis for social and
management research: a literature
review. Journal of Industrial Engineering &
Management Research, 2(4), 114-123

Qiu, K., & Zhang, L. (2024). How online reviews
affect purchase intention: A meta-analysis
across contextual and cultural
factors. Data and Information
Management, 8(2), 100058

Ramadhan, N. R., Juniarto, D. D., & Danendra,
R. (2024). The Impact of Online
Advertising and Attitude on Consumer
Purchase Intentions in the Food and
Beverage Industry. Jurnal Manajemen
Bisnis, 11(1), 547-556

Re, R. M., & Solow-Niederman, A. (2019).
Developing artificially intelligent
justice. Stan. Tech. L. Rev., 22, 242

Regina, R., Rini, E. S., & Sembiring, B. K. F.
(2021). The effect of online customer
review and promotion through e-trust on
the purchase decision of Bukalapakin
Medan City. International Journal of
Research and Review, 8(8), 236-243

Ribeiro, F., Araujo, E. B., & Godinho, C. C.
(2023). The Mediation Effect of
Customers’ Satisfaction and Trust among
Food Quality and Intentions Product
Purchasing Fast Food via Online in
Osteria Restaurant and Burger
King. Timor Leste Journal of Business and
Management, 5, 58-67

Ringle, C.M./Wende, S./Will, A. (2005):
SmartPLS 2.0 (beta), www.smartpls.de,
Hamburg.

Rosyada, M. A., & Saktiana, G. M. (2024).
Membangun Purchase Intention dengan
Faktor Safety Ingredients, Online
Customer Review, dan Brand Awareness
pada Produk N’pure di Wilayah
JABODETABEK. Jurnal Manajerial Dan
Kewirausahaan, 6(3), 828–838



Volume 3, Issue 4, 2025

https://theijssb.com | Hassan et al., 2025 | Page 26

Rosyada, M. A., & Saktiana, G. M. (2024).
Membangun Purchase Intention dengan
Faktor Safety Ingredients, Online
Customer Review, dan Brand Awareness
pada Produk N’pure di Wilayah
JABODETABEK. Jurnal Manajerial Dan
Kewirausahaan, 6(3), 828–838

Sadowski, C., Söderberg, E., Church, L., Sipko,
M., & Bacchelli, A. (2018, May). Modern
code review: a case study at google.
In Proceedings of the 40th international
conference on software engineering: Software
engineering in practice (pp. 181-190)

Sahoo, N., Dellarocas, C., & Srinivasan, S. (2018).
The impact of online product reviews on
product returns. Information Systems
Research, 29(3), 723-738.

Saunders, M. N. K., Lewis, P., Thornhill, A., &
Bristow, A. (2015). Understanding
research philosophies and approaches:
Research methods for business
students. Pearson

Saunders, M., Lewis, P., & Thornhill, A. (2007).
Research methods. Business Students 4th
edition Pearson Education Limited, England

Sekaran, U., & Bougie, R. (2016). Research methods
for business: A skill building approach. John
Wiley & sons

Shanbhogue, A. V., & Ranjith, V. K. (2024).
Effects of Consumer Dispositional
Attitude on Purchase Intention in an
Emerging Market. F1000Research, 12,
384

Silaparasetti, V., Rao, G. V. R., & Khan, F. R.
(2017). Structural equation modeling
analysis using smart pls to assess the
occupational health and safety (OHS)
factors on workers’ behavior. Structural
Equation Modeling Analysis Using Smart PLS
to Assess the Occupational Health and Safety
(OHS) Factors on Workers’ Behavior (July 17,
2017). Humanities & Social Science Reviews,
eISSN, 2395-7654

Silaparasetti, V., Rao, G. V. R., & Khan, F. R.
(2017). Structural equation modeling
analysis using smart pls to assess the
occupational health and safety (OHS)
factors on workers’ behavior. Structural
Equation Modeling Analysis Using Smart PLS
to Assess the Occupational Health and Safety
(OHS) Factors on Workers’ Behavior (July 17,

2017). Humanities & Social Science Reviews,
eISSN, 2395-7654

Suryawan, T. G. A. W. K., Sumerta, I. K., Vatara,
I. G. A., & Abdullah, S. (2022). The
Impact of Online Reviews and Ratings
toward Shopee’s Customer Purchase
Intention in Gianyar Regency. JBTI:
Jurnal Bisnis: Teori dan Implementasi, 13(3),
176-192

Tanudjaja, A. E., Siady, V. H., Meidianto, V.,
Sukmaningsih, D. W., & Halim, E. (2022,
August). The Impact of Online Review on
Customers Patronage Intention on
Restaurant or Eating Places. In 2022
International Conference on Information
Management and Technology (ICIMTech) (pp.
511-516). IEEE

Tat, H. H., Sook-Min, S., Ai-Chin, T., Rasli, A.,
& Hamid, A. B. A. (2011). Consumers’
purchase intentions in fast food
restaurants: An empirical study on
undergraduate students. International
Journal of Business and Social
Science, 2(5), 214-221

Tran, L. T. T. (2020). Online reviews and purchase
intention: A cosmopolitanism
perspective. Tourism Management
Perspectives, 35, 100722

Udayana, P. S. N., & Indrya, D. A. G. (2025).
Tinjauan literatur tentang ulasan online
dan dampaknya terhadap keputusan
pembelian di era digital. Majalah Ilmiah
Widyacakra, 7(2), 82–94

Vijayabanu, C., & Arunkumar, S. (2018).
Strengthening the team performance
through personality and emotional
intelligence: Smart PLS
approach. Scientific Annals of Economics
and Business, 65(3), 303-316

Wielki, J. (2020). Analysis of the role of digital
influencers and their impact on the
functioning of the contemporary on-line
promotional system and its sustainable
development. Sustainability, 12(17), 7138

Wielki, J. (2020). Analysis of the role of digital
influencers and their impact on the
functioning of the contemporary on-line
promotional system and its sustainable
development. Sustainability, 12(17), 7138.

Wong, K. K. K. (2013). Partial least squares
structural equation modeling (PLS-SEM)



Volume 3, Issue 4, 2025

https://theijssb.com | Hassan et al., 2025 | Page 27

techniques using Smart-PLS. Marketing
bulletin, 24(1), 1-32

Wong, K. K. K. (2013). Partial least squares
structural equation modeling (PLS-SEM)
techniques using Smart-PLS. Marketing
bulletin, 24(1), 1-32

Wulandari, W., & Istikomah, K. (2024). Pengaruh
word of mouth, harga dan kualitas
produk terhadap
keputusanpembelian. Jurnal Ilmiah
Manajemen Dan Akuntansi, 1(5), 44–52

Xu, X. A., Liu, J., & Cai, R. (2022). How do
customers navigate perceived
inappropriateness of collective emotion in
group service recovery? An application of
cognitive dissonance theory. Tourism
Management, 93, 10461

Xu, Y., Liu, X., Mao, Z., & Zhou, J. (2024).
Mobile food ordering apps, restaurant
performance, and customer
satisfaction. Cornell Hospitality
Quarterly, 65(4), 497-508

Yalcinkaya, B., & Just, D. R. (2023). Comparison
of customer reviews for local and chain
restaurants: multilevel approach to
Google reviews data. Cornell Hospitality
Quarterly, 64(1), 63-73

Yalcinkaya, B., & Just, D. R. (2023). Comparison
of customer reviews for local and chain
restaurants: multilevel approach to
Google reviews data. Cornell Hospitality
Quarterly, 64(1), 63-73

Yang, M., Ren, Y., & Adomavicius, G. (2019).
Understanding user-generated content
and customer engagement on Facebook
business pages. Information Systems
Research, 30(3), 839-855.

Zahid, H., Ali, S., Danish, M., & Sulaiman, M. A.
B. A. (2024). Factors affecting consumers
intentions to purchase dairy products in
Pakistan: A cognitive affective-attitude
approach. Journal of International Food &
Agribusiness Marketing, 36(3), 347-372.


	INTRODUCTION

