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Abstract
Purpose – This study aims to examine and validate the role of electronic word of mouth (eWOM), a
mediating factor between the marketing mix elements (product, price, place and promotion) and
women’s purchasing intention of children’s dietary supplements in the Jordanian environment culture
context.

Design/methodology/approach – The data of the research was collected through online and offline
questionnaires using a connivance sample of 370 women who have children and live in Amman, the largest
city in Jordan.
Findings – The findings showed a partial effect of the eWOM as mediating factor on the relationship
between marketing mix elements and women’s purchasing intention of children’s dietary supplements. The
findings also revealed significant positive effects of price and place as marketing mix elements on women’s
purchasing intention of children’s dietary supplements, while the product and promotion elements were
found insignificant.
Originality/value – This paper contributed to consumer buying behaviour theories by filling a gap in the
literature regarding the role of eWOM as a mediating factor on the relationship between marketing mix
elements and women’s purchasing intention of children’s dietary supplements in a developing country like
Jordan for the first time.

Keywords Marketing mix, Electronic word of mouth, Purchase intention, Jordan, Pharmaceutics,
E.WOM

Paper type Research paper

Introduction
Nowadays, the increase in competition and growing customers’ demand level bring
more opportunities and challenges to pharmaceutical companies. Pharmaceutical
companies aim to provide their customers with high value dietary products to
improve their health and gain more profit. To achieve that and respond to current
circumstances, they aim to introduce products with more competitive benefits to have
the highest chance to be chosen upon all other competitors. Marketing experts have
been researching and examining for many years how to affect consumers’ purchase
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decisions and how to gain an edge on other competitors to better tailor company
experiences for customers and, of course, increase sales. One of the areas that have
recently received attention is the impact of marketing mix on consumers’ purchase
decisions. A marketing mix strategy is created using the 4 Ps of marketing (product,
price, place and promotion) (Al Badi, 2018). Previous studies have considered price as
an essential variable, but other variables, such as product characteristics and quality,
are crucial in customer purchasing decisions (Giovanis et al., 2013). Also, location
factors as channels of purchase distribution play a part in influencing consumer
purchasing (Al-Dmour, 2008; Sulaiman and Masri, 2017; Elvinda et al., 2019).

Moreover, in combination with sales’ promotion strategies and other marketing mix
tools, advertising can have a synergistic effect on attracting customers to purchase
products. As many managers believe, promotion plays a significant role in increasing
the awareness of a brand (Latif et al., 2014). Rapid technological changes in this era
allow targeting mass media to influence consumers’ thinking through electronic word
of mouth. eWOM can be found in virtual communities, such as forums, consumer
reviews, blogs and social networks (Farzin and Fattahi, 2018), where cultural factors,
such as gender, affect acceptance of the eWOM factor and using it (Nayab et al., 2017).
Pharmaceutical companies are concerned about children’s health conditions, because
they are the future leaders and their health is a worthy asset for human capital, so that
nutrition is very important in maintaining their health and preventing serious diseases.
According to the State of Food and Agriculture (SOFA) statistics, around 868 million
(12.5%) people face malnutrition problems and children represent most of them. Here,
the role of dietary supplements is vital. Dietary supplements are defined as products
that contain dietary ingredients intended to supplement the diet. These dietary
ingredients include vitamins, minerals, amino-acids, herbs or other botanical
substances, such as enzymes, organ tissues, glandular materials, metabolites extracts
or concentrates (FDA, 2006). The use of children’s dietary supplements has expanded
explosively during the past decades. Parents who use dietary supplements are more
likely to have children who use them. Approximately one-third of infants, children and
adolescents in the USA are reported to use dietary supplements (Bailey et al., 2013).
They use children’s dietary supplements to improve overall health, prevent health
problems and boost immunity.

In Jordan, the country’s market growth is expanding with the rapid population
growth, and the dietary supplements market now accounts for about 5% of the total
pharmaceutical market sales. However, given the wide selection of nutritional
supplements for children, many women in developing countries do not want to spend
sufficient time and effort evaluating product information and comparing products before
deciding which product to buy. They report wanting more guidance in their decision-
making process when choosing a supplement and are often uncomfortable with their
choices (Thomas, 2014). Studies that discussed these issues in the pharmaceutical
marketing context are scarce and did not empirically deal with these issues in developing
countries, such as Jordan. Therefore, this study intends to investigate the impact of
marketing mix elements (product, price, place and promotion) upon women’s purchase
intention of children’s dietary supplements through the mediating effect of eWOM in
the pharmaceutical market. Furthermore, studies in developing countries showed that the
improvement in women’s power relative to men’s were found strongly influence
children’s nutritional status (Smith et al., 2003).

For many years, companies have debated the efficiency of marketing mix elements that
have increased nowadays to become a small digital village due to social media. Social media
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sites have become a marketing area that plays a significant role in marketing mix
application, where companies can expand their marketing efforts to a broader range of
customers (Shoenberger, 2018; Habash and Al-Dmour, 2020), and each customer affects
others by electronic word of mouth. This study is seeking to answer the following questions:

Q1. Do the marketing mix strategies of pharmaceutical companies (product, price,
place and promotion) have any significant influence on women’s buying
intention of children’s dietary supplements in the Jordanian business context?
Which one of these marketing strategies (explained by; product, price, place
and promotion) has a higher effect on women’s buying intention of children’s
dietary supplements?

Q2. Does eWOM play any significant role in the relationship between the marketing
mix strategies (explained by product, price, place and promotion) and women’s
purchase intention of children’s dietary supplements?

This study’s findings are expected to be helpful and vital for pharmaceutical companies to
understand how the use of a marketing mix influence women’s purchase intention of
children’s dietary supplements via using positive eWOM in the Jordanian business context.
The marketing mix is viewed as the key tool to help understand what the product or service
can offer and how to plan for a successful product or service offering. The marketing mix is
most commonly conducted through the 4 Ps of marketing: price, product, promotion and
place. Companies need to consider all marketing mix dimensions and know how to adapt the
product, price, place and promotion (Thabit and Raewf, 2018). By the compound, mix or
combination, it is meant that the 4 Ps should have an adjusted and coordinated systematic
approach to have an effective impact on convincing customers. So, all of them are connected
and any defect in one element will reflect on the other elements. In other words, the right
product should be provided at an affordable price accompanied by better distribution and
promoted by appropriate communication techniques. All of the aforementioned elements act
together in costumers’ view (Rad andAkbari, 2014).

Theoretical background and literature review
Marketing mix: concepts and key elements
Scholars identify the marketing mix as controllable parameters that firms use to influence
the consumer purchase process (Kotler and Keller, 2016). The concept of marketing mix is
related to companies’ activities that can be done to influence the supply and demand for a
product or service. Broadly, the marketing mix is defined by Kotler and Keller (2016) as a
model of marketing tools that are essential to the marketing industry that the company uses
to achieve its objectives in the target market. Thus, McCarthy has condensed the marketing
mix concept to the known 4 Ps of the product, price, promotion and place. In this research,
the marketing mix can be defined as a model of 4 Ps: product, price, place and promotion.
Product refers to the service or physical goods that the consumer is purchasing, including
specifics of its kind, design, variety, packaging, features and quality. Price refers to
monetary sum or the cost that any consumer could suppose that a product is worth and how
much he/she is willing to pay. Place refers to an avenue that customers reach to buy goods
or services either from stores or e-commerce platforms. The last P refers to the promotion,
marketing or advertising of the product or service. The purpose of marketing mix is to
continue updating companies’ actions to affect consumer purchase decisions (Thabit and
Raewf, 2018).
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Literature review and hypotheses development
According to Schiffman and Joseph (2020), customers’ purchase intention is the result of a
customer subjective judgement after evaluating a service or a product. Also, it is argued that
purchase intention is the customers’ willingness to think of or consider a product or a
service. Lim et al. (2016) explained that in the theory of reasoned action and planned
behaviour theory. Beck and Ajzen (1991) suggested that intentions are presumed to be an
indicator of the extent to which people are willing to approach a specific behaviour and how
many attempts they are trying to perform a specific behaviour, future intention or a decision
to repurchase (Bashir et al., 2019). Gautam and Sharma (2017) explained that purchase
intention refers to the likelihood of purchasing by customers. Thus, it can be concluded that
customers’ purchase intention is a customers’ subjective judgement of a service or a product
that would affect their purchasing behaviour (Asshidin et al., 2016). Researchers have
developed different frameworks of store marketing mix. For example, Phan, T. T. H., and
Vu, P. A. (2015) suggest that key marketing elements in retailing include product, price,
promotion and customer services, while Kotler and Keller (2016) argue for an integrative
approach, indicating that store retailers’marketing decisions involve target market, product
assortment, services provided by personnel, store atmosphere, price, promotion and place.
This study particularly focuses on the most common marketing mix elements, namely,
product, price, place (convenience) and promotion and their effect on buying intention via
eWOM.

The influence of marketing mix on purchase intention. Customers’ purchase intention is
one of the major concerns for marketing managers’ where its evaluation can serve as an
indicator of customer satisfaction with a certain product or service which will lead to its
sale (Pandey and Srivastava, 2017). Shabbir et al. (2010) defined buying intention as
customers’ awareness to propose buying a service or a product. In addition, Wang and
Yang (2008) described it as the decision to take action related to show customers’
behavior toward a service or a product. Marketing mix dimensions have been addressed
in studies of several authors and settings. In the context of food retailing, a growing
volume of studies revealed that conventional marketing mix elements, such as product’s
quality and packaging, price, store location and promotional tools, shape consumer
buying behaviour (Phan and Vu, 2015). Such elements influence customer perceived
value and purchasing decisions towards food products (Thabit and Raewf, 2018).
According to Al-Dmour (2008), the impact of marketing mix dimensions was applied to
residential flats’ purchasing decisions. Also, Mwagawe (2014) applied the influence of
marketing mix on insecticides’ consumer buying behaviour. Studies by Nayab et al.
(2017), Mwagawe (2014) and Kusumawati et al. (2014) found significant positive effects of
marketing mix elements on purchase intention.

Most studies support marketing mix elements’ effectiveness in consumers’ purchase
intentions (Mwagawe, 2014), especially the price element (Kusumawati et al., 2014). For
instance, a study conducted by Nayab et al. (2017) provided a significant positive effect of
marketing mix elements on customers’ purchase intention toward using cosmetic products.
According to Nugroho and Irena (2017), the marketing mix strategy can provide marketers
with a specific action plan to target a specific market and win the target customers. In addition,
a previous study about facial make-up confirmed a significant positive influence of marketing
mix on consumer decision (Manafzadeh et al., 2012; Azizpour et al., 2016). Despite extensive
research efforts, there is a paucity of knowledge relating to the impact of marketing mix
elements on women’s purchase intention of children’s dietary supplements in emerging
markets, especially in Jordan. Therefore, the following hypothesis was developed:
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H01. The marketing mix elements (product, price, place and promotion) will have a
significant effect on women’s purchase intention of children’s dietary
supplements.

The role of electronic word of mouth on purchase intention. Researchers have investigated
the effect of eWOM on purchase intention (Vahdati and Mousavi Nejad, 2016; Bebber et al.,
2017; Sohaib et al., 2018; Ismagilova et al., 2019). Berger (2014) argued that eWOM is a
significant predictor of purchase intention. In a recent study, Saleem and Ellahi (2017)
confirmed eWOM to have a positive and significant effect on fashion products’ purchase
intention on social networking websites. eWOM is viewed as all informal types of
communications linked to properties and usage of specific goods and services oriented to
consumers through internet-based technology (Ismagilova et al., 2019). In this research,
eWOM can be defined as any positive or negative statement regarding a product, a service
or a company shared via the internet by potential, actual or former customers, which became
available to many people and institutions (Ahmad et al., 2020).

Consumers have more benefitted from electronic word of mouth compared to traditional
word of mouth. Electronic word of mouth has many benefits, such as accessibility to
information, being easy and friendly to access, its controllable obtainability duration
without the need to be in a physical place, spreading the information communication and its
swiftness (Luo and Zhong, 2015; Serra Cantallops and Salvi, 2014; Mauri and Minazzi, 2013;
Abuhashesh et al., 2019). eWOM is the most powerful communication way to reach
customers. The marketing mix elements (price, place, promotion and product) affect eWOM
via enhancing customer expectations, customer satisfaction, customer loyalty, perceived
quality and perceived value via providing them with available high-quality products and
services and full information needed to enhance their awareness of the use of the product or
service for a reasonable price (Cengiz and Yayla, 2007). Cengiz and Yayla (2007) found a
significant positive effect of marketing mix elements on eWOM. Assessment and
information that have been spread through eWOM allow consumers to help others decide to
choose goods or services (Litvin et al., 2008). Buyers significantly depend on consumers’
views that are online before buying to reduce possible risks (Liu and Park, 2015). Luo and
Zhong (2015) found eWOM to be unprejudiced and dependable on obtaining evidence.
Moreover, after friends’ recommendations, eWOM is the second most remarkable and
dependable source of evidence that influences the buyers’ decision-making process of
various types of product and service sales (Filieri and McLeay, 2014). Although positive
eWOM increases the probability of product and service purchasing, at the same time,
negative eWOMdecreases the probability of product purchasing (Luo and Zhong, 2015).

Moreover, previous studies conducted by Luo and Zhong (2015) and Litvin et al. (2008)
discussed consumers’ expectations, tendencies’ formation and behaviour formed through
eWOM, impacting their selections as feedback after use. According to Park et al. (2007),
customers are profoundly affected by the high amount of recommendations and consumer
assessments, explaining the number of consumers who have purchased the product or
service, which accordingly excuses their conduct of getting the product or service. Fan and
Miao (2012) mentioned that women are more concerned about eWOM credibility, which
influences their acceptance and use of it in their purchase decisions, especially in high-
involvement products. Studies by Fan and Miao (2012) and Nayab et al. (2017) found a
significant positive effect of eWOM on purchase intension. In this research, eWOM has been
examined as the mediating factor between marketing mix strategies and women’s
purchasing intention of children’s dietary supplements. Therefore, the following hypotheses
were developed:
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H02. eWOM will have a significant effect on women’s purchase intention of children’s
dietary supplements.

H03. eWOM, as a mediating factor, will have a significant effect on the relationship
between marketing mix elements and women’s purchase intention of children’s
dietary supplements.

Study methodology
Quantitative descriptive approach was used to collect and analyse the data to examine the
impact of marketing mix strategies (product, price, place and promotion) on women’s
purchase intention of children’s dietary supplements in the Jordanian market. Data was
obtained using offline and online questionnaire from the key respondents. The target
population of the study consists of all Jordanian women who have children and use social
media. (Facebook, Twitter, . . .) The convenience sampling method was used to collect the
required data from women who live in Amman, the largest city in Jordan, as this type of
sampling was recommended by most previous studies on customers’ buying behaviour
(Abraham et al., 2015; Alabbadi and Ashour, 2016; Carvalho et al., 2016; Kevrekidis et al.,
2018 and Sardar, et al., 2021). Thus, the use of convenience sampling in the current study
agrees with the previous literature on customers’ buying behaviour. A total of 370 women
who have children and use social media were reached. Of the sample respondents, 50%were
aged between 18 and 40 years old. 58.4% hold a bachelor’s degree and 62% were
unemployed. The study survey instrument was developed based on the adaptation of
existing instruments, which were validated based on previous literature related to
marketing mix strategies and consumers’ purchase intention.

Table 1 describes how the hypotheses were operationalized and the corresponding
references. Regarding the scales used in the current study, some variables are factual, such
as respondents’ demographic information such as education, employment and age, whereas
other variables are perceptual (marketing mix strategies). The study dependent variable (i.e.
the intention of buying children’s dietary supplements) was measured using a five-point
Likert scale adopted from Smaoui et al. (2016) and Hsu et al. (2017). The independent
variables (marketing mix strategies) were also measured by using a five-point Likert scale
adapted from Mwagawe (2014). Moreover, the mediating variable was measured using the
five-point Likert scale adopted from Siwalankerto (2017). To eliminate a potential problem
associated with the questions, a pre-test questionnaire was conducted. The researchers in
this study used the cognitive interviewing method. Furthermore, the researchers conducted
interviews with academic professors and professional in marketing. This validity approach
helped the researchers clarify the survey’s face validity. Modifications were necessary to
make sure that the items were appropriate for all participants. The final survey instrument
included a screening question plus three main sections, which include questions measuring
marketing mix strategies, eWOM and purchase intention of children’s dietary supplements
(Saunders et al., 2009).

Descriptive analysis
The mean, standard deviation, normality and reliability were used to measure the degree of
approval of sample responses on all the study-model dimensions. The descriptive statistics
offered in Table 2 point to a positive disposition towards the items measured. It is also noted
that there is a high degree of approval for the marketing mix in general, as the general mean
average is 3.7361 and the standard deviation is 0.7855. Furthermore, after careful
assessment using skewness and kurtosis, the data was found normally distributed. Indeed,
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skewness and kurtosis were normally distributed, as most of the values were inside the
acceptable ranges for normality (i.e.�1.0 toþ1.0) for skewness and less than 10 for kurtosis
(Hair et al., 2010). Finally, Cronbach’s alpha reliability was examined for each construct.
Each coefficient greater than 0.60 for adapted and 0.70 for existing scales was considered a
reliable study indicator (Hair et al., 2010). Reliability analysis was carried out for each

Table 1.
Study variables and
related
measurements

Constructs Variables and measures

Independent variables
Product T1. Attractive appearance, brilliant colours and proper packing enhance one’s

intention to buy children’s dietary supplements
T2. Product quality, concentration and origin are the best factors of concern in
purchasing children’s dietary supplements
T3. The brand name of children’s dietary supplements is very important in choosing
the product
T4. The taste of children’s dietary supplements is very important in purchasing
decisions

Price C1. Evaluation of quality and value concerning prices is considered an important step
before purchasing children’s dietary supplements
C2. The availability of discounts and offers makes me more intend to purchase
children’s dietary supplements
C3. Prices of children’s dietary supplements play the most significant role in my
purchasing decision
C4. Believing that a higher price of children’s dietary supplements means higher
quality
C5. Comparing prices between competitor products is a critical step before choosing
children’s dietary supplements

Place E1. Readily available children’s dietary supplements have a higher influence on the
intention of purchasing them
E2. Widely distributed children’s dietary supplements all over the county have more
preference to purchase
E3. Well displaying and quickly accessing children’s dietary supplements enhance
their preference to purchase

Promotion O1. The displaying methods of children’s dietary supplements have the greatest
influence on what to purchase from among them
O2. Advertising of children’s dietary supplements is playing a role in my intention of
buying them
O3. Sale promotional offers (discounts, gifts and samples) are playing the biggest role
in children’s dietary supplements purchasing

Mediating variable (eWOM)
eWOM W1. I frequently search for information on children’s dietary supplement products and

brands from social media followers
W2. The quality of information posted on social media affects my purchasing
intention of children’s dietary supplements
W3. I follow my friends’ feedback and experience on the content of children’s dietary
supplements
W4. High ratings for children’s dietary supplement products by people on social
media affect my purchasing decision

Dependent variable
Purchase intention B1. I have the intention to buy children’s dietary supplements

B2. I always recommend my friends to buy children’s dietary supplements for their
kids
B3. I am often buying children’s dietary supplements for my kids
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construct (marketing mix elements, eWOM and purchase intention). The resulting score
ranged from 0.83 to 0.94.

Factor analysis results. To provide evidence that the scale in question is
unidimensional, additional analysis can be performed, which is exploratory factor
analysis. Exploratory factor analysis (EFA) is a technique used to reduce a large number
of variables into fewer factors. It is also considered an appropriate method to overcome
the potential problems of multicollinearity among the variables. A pre-analysis was
performed to examine the suitability of the data for factor analysis and the results of
factor analysis were examined by using multiple criteria, which include subjective
values, internal consistency and interpretability as recommended by Yu and Richardson
(2015). Items determined to have eigenvalues with more significance than one and factor
loadings less than 0.4 are considered to have little or no relationship with one another.
Hence, they were discarded (Hair et al., 2010). The findings of factor analysis, as shown in
Table 3, indicate that four factors could be extracted from the 15 independent variables
(marketing mix strategies). These four factors, according to their eigenvalues, are
product, price, place and promotion. Based on the preliminary analysis, the evaluation of
the data by factor analysis and reliability estimates indicated that all scale items were
appropriate and valid for further statistical analysis.

Table 4 illustrates the collinearity statistics test results, showing that the VIF value for
each independent variable factor is less than 10, with 0.795 – 0.934 tolerance. This means
that there is no appearance of any multicollinearity problem among the independent
variables’ dimensions (Nawata, 1993).

Hypotheses testing results
Multiple regression analysis and ANOVA were used to test the study hypotheses (H01 and
H02). The summary of results of H01 in Table 5 shows that the R-value (Beta = 0.471)
indicates that there is a positive correlation between marketing mix strategies and women’s
purchase intention of children’s dietary supplements at the significance level (a # 0. 05).
The value of R-square (0.229) indicates that about 23% of the variance in women’s purchase

Table 3.
Factors underlying
the marketing mix

elements

Factors No. of items Eigenvalue % of variance Cumulative %

Product 4 5.432 4.693 24.693
Price 5 3.322 39.791 15.098
Place 3 2.684 51.989 12.198
Promotion 3 2.264 62.281 10.293

Table 2.
Mean, standard

deviation, normality
test and reliability

test

Independent variables (Marketing mix) Mean SD Skewness Kurtosis Cronbach’s alpha

Place 3.1959 0.8760 0.058 �0.988 0.79
Promotion 3.6346 0.9014 �0.380 0.086 0.94
Price 4.2645 0.8090 �1.094 1.101 0.87
Product 3.8495 0.8483 �0.663 �0.102 0.87
Average 3.7361 0.7865 �0.1450 1.2110 0.89
Mediating variable (eWOM) 3.8423 0.8460 �0.173 �0.630 0.85
Dependent variable purchase intention 4.1945 0.8023 �1.014 1.207 0.83
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intention of children’s dietary supplements could be explained by the effect of the four
strategies of the marketing mix (product, price, place and promotion). Besides, the results
illustrate that the most significant variables that explain the variance in women’s purchase
intention of children’s dietary supplements were price and place. Simultaneously, product
and promotion were found to be insignificantly influential on women’s purchase intention of
children’s dietary supplements.

The summary of results for H02 in the Table 6 shows that the multiple correlation
coefficient (R) value is 0.622, indicating that there is a positive correlation between
marketing mix strategies and eWOM. The value of the coefficient of determination (R-
square) is 0.386. This means that 38.6% of the variance in eWOM is explained by

Table 4.
VIF and tolerance
calculations

Model(a)
Collinearity statistics

Tolerance VIF

Product 0.934 1.070
Price 0.795 1.257
Place 0.873 1.145
Promotion 0.840 1.190

Note: a. Dependent variable: Women’s purchase intention

Table 5.
A summary
regression result for
the first hypothesis

Model (b)

Model summary ANOVA Coefficients(a)
R R-square Adjusted R-square F-value Sig.

0.471a 0.229 0. 220 6.922 0.000 Beta T Sig. (p-value)

Constant 4.585 0.000
Product 0.016 0.784 0.434
Price 0.213 3.159 0.002
Place 0.091 2.624 0.009
Promotion 0.033 0.890 0.374

Notes: a. Predictors: (Constant), Marketing mix elements. b. Dependent variable: Women’s purchase
intention of children’s dietary supplements

Table 6.
A summary of
regression result for
H02

Model (b)

Model summary ANOVA Coefficients(a)
R R-square Adjusted R-square F-value Sig.

0.622a 0.386 0.379 23.602 0.00b Beta T Sig. (p-value)

Constant 4.321 0.000
Product 0.313 2.07 0.000
Price 0.101 7.545 0.039
Place 0.009 1.594 0.112
Promotion 0.019 1.808 0.071

Notes: a. Predictors: (Constant), Marketing mix elements, b. Dependent variable: eWOM
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marketing mix strategies. [R-square (0.386) � Adjusted R-square (0.379) = 0.007],
indicating that the results of the research sample might diverge from the results of the
research population by 0.007; so, we can consider the sample representative of the study
population. Table 6 shows that ANOVA will be used in the main hypothesis testing. The
F-value is 23.602, which is significant (Sig.F = 0.000) at a # 0.05; so, there is a
statistically significant influence of marketing mix strategies on eWOM. To test the sub-
hypotheses, the coefficients are used. The results also show that only two marketing mix
strategies (product and price) have significant effects on eWOM, while place and
promotions are not significant.

To testH03, the role of eWOM as a mediating variable in the influence of marketing mix
strategies on women’s purchase intention of children’s dietary supplements, path analysis
by AMOS. Table 7 shows the results of Step 1. It indicates that there is a significant
influence of marketing mix strategies on women’s purchase intention of children’s dietary
supplements at a significance level (a # 0.05), where the value of this influence is (0.462),
and the value of R2 is (0.213).

The results of Step 2 (Table 8) denote that there is a significant influence of marketing
mix strategies on women’s purchase intention of children’s dietary supplements (Sig. =
0.000) at the level of significance (a # 0.05) and the value of this influence decreased to
0.229, while the value of R2 increased to 0.544. Furthermore, the influence betweenMME and
eWOM and the influence between eWOM and women’s R2 intention of children’s dietary
supplements are significant (Sig = 0.000) at the significance level (a # 0.05). This result
indicates that eWOM plays a partial mediating role in the influence of marketing mix
strategies on women’s purchase intention of children’s dietary supplements. The findings
also show that when marketing mix strategies merged, the level of women’s buying
intention of children’s dietary supplements will increase in the presence of digital financial
innovation (R2 = 0.544, p= 0.000).

Discussion and conclusion
Overall, this study handles the gap in the purchase behaviour literature by presenting a
holistic framework that measures how marketing mix strategies influence the women’s
purchase intention of children’s dietary supplements via eWOM in Jordan’s
pharmaceutical sector. Multiple regression analysis confirms a significant positive

Table 8.
Step 2

H04 Hypothetical path* Sig. Estimate C.R. S.E. R2

PI/MME 0.000 0.472 5.683 0.037 0.544
eWOM/MME 0.000 0.521 6.573 0.031
PI/ eWOM 0.000 0.451 4.655 0.056

Notes: *PI (purchase intention); MME (marketing mix strategies); eWOM (electronic word of mouth)

Table 7.
Step1

Variable Sig. Estimate C.R. S.E. R2

MME/ PI 0.000 0.471 6.547 0.016 0.229

Notes: *MME (marketing mix elements); PI (purchase intention)
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relationship between marketing mix variables and women’s purchase intention of
children’s dietary supplements. Specifically, the results show that price and place are
the most significant factors that affect women’s purchase intention of children’s
dietary supplements, while product and promotion were found not significant. The
possible explanation of this result includes that Jordanian women increasingly prefer to
buy low price dietary supplements for their kids from connivance places, as most
respondents are unemployed or working for a low salary. This result is supported by
previous studies, such as Kusumawati et al. (2014), Mwagawe (2014) and Nayab et al.
(2017),

The research findings provide supportive evidence for the influence of price and product
as marketing mix strategies on eWOM, while place and promotion strategies have been of
an insignificant effect on eWOM. The possible explanation of this result is that women in
Jordan are increasingly searching for product quality information at a reasonable price
about children’s dietary supplements for their kids through eWOM on social media
networks. These findings were supported by previous studies, such as Cengiz and Yayla
(2007). Also, the research finding supplies additional supports for the influence of eWOM on
women’s buying intention of children’s dietary supplements. These findings confirm and
support the findings of previous studies on the relationship between eWOM and buying
intention by Fan and Miao (2012), Nayab et al. (2017), Kala and Chaubey (2018), Alhassen
(2018) and Sardar et al. (2021).

This study provides a significant result of the indirect effect of the eWOM factor on
the relationship between marketing mix strategies and women’s purchase intention of
children’s dietary supplements in Jordan. The results show that pharmaceutical
companies must perceive the important effect of eWOM, which is associated with more
influence of marketing mix strategies on others’ perceptions, and translated into a
greater buying intention and finally a higher chance of actual purchase. This result
represents the major contribution of this research to filling the gap in the literature
pertinent to the research topic.

Theoretical implications
The current study concentrates on the influence of marketing mix strategies on women’s
purchase intention of children’s dietary supplements through the mediating effect of the
eWOM factor. Different significant theoretical implications resulted from the research
findings. First, there are significant influences of price and place of marketing mix elements
on women’s purchase intention of children’s dietary supplements, while product and
promotion dimensions do not significantly affect women’s purchase intention. On the other
hand, this study’s findings found that price and product elements impact the eWOM factor,
while place and promotion dimensions do not significantly influence the eWOM factor.
However, there is a significant influence of eWOM on women’s purchasing intention of
children’s dietary supplements.

Second, this research added to the limited amount of quantitative research from the
pharmaceutical sectors’ perspective, as it is the first of its kind in the field of
the pharmaceutical industry that examined the correlations between the four elements of
the marketing mix and women’s purchase intention of children’s dietary supplements
through the mediating effect of electronic word of mouth factor in the Jordanian culture
context. This research could provide some new insights into the context, since most of
the previous studies were concerned with non-pharmaceutical sectors and other
countries.
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Practical contributions and recommendations
This study could benefit brand manager, marketing managers and product managers in
pharmaceutical industry to be better concerned with the marketing mix elements that affect
purchase intention of pharmaceutical products in general and children’s dietary
supplements in particular, focusing on the important role of the eWOM factor for better
prediction of the purchase intention. The results of this study may help marketing managers
prepare a focused marketing strategy to consider the main determinants of purchase
intention of children’s dietary supplements to give the best products that cover customers’
needs, meet the company’s goals and differentiate themselves from these of competitors.
Moreover, they should be fully aware of the importance on purchase intention by focusing
on enhancing positive eWOM and limiting negative eWOM, which would lead to achieving
the desired success and increasing their market share and profit. Finally, according to the
research results, the outcomes provide a managerial implication for pharmaceutical retailing
companies to focus on the most important dimension: the price, with consideration of other
dimensions that affect eWOM and women’s purchase intention of children’s dietary
supplements

Limitations and future researches
This study focused on the key elements of marketing mix (product, price, place and
promotion) that were suggested based on previous research to influence women’s purchase
intention of children’s dietary supplements through the mediating role of eWOM. However,
this does not mean that there would not be any other factors that may influence women’s
purchase intention of children’s dietary supplements. For instance, other marketing mix
elements could have influence, such as people who make contact with customers, systems
and processes of the company and the physical environment that the customer experiences,
all of which were not considered in this study. Moreover, this research’s primary limitation
is that it explores only one sector (pharmaceutical companies), potentially limiting
generalizability to other sectors. Finally, most of the respondents in our study are not
working; so, they have limited purchase potential than others who are working. Therefore,
bias exists due to the different purchase behaviours between people in different working
positions. Future studies might focus on other models, such as the impact of all marketing
mix elements (7Ps: product, price, place, promotion, people, process and physical
environment) on purchase intention in general through the mediating role of social media
tools. Additionally, another exciting area of future research is to study the impact of
customers’ behaviour on response to purchase in the context of social media in the
pharmaceutical sector.
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