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Abstract:

The aim of the present study is to evaluate the role of electronic word-of-mouth (eWOM) marketing in the development of insurance services
using a structural equation modeling approach. Data collection in this study was conducted using both library research and field methods.
The data collection tool in the quantitative section was a researcher-made questionnaire, which was developed based on the results of the
qualitative section and distributed among 210 participants using non-probability random sampling. Qualitative data analysis was performed
using inductive qualitative content analysis, while quantitative data analysis involved descriptive statistics. To examine the research
questions, inferential statistics and the partial least squares (PLS) method were employed using SPSS and SMARTPLS software. The results
of the study indicate that eWOM marketing, customer loyalty, and customer engagement are key factors in improving business performance.
On the other hand, ease of use and infrastructure did not have a significant impact on the outcomes. These findings can assist companies in
designing effective strategies for attracting and retaining customers and enhancing profitability. Additionally, the results of this study help
insurance companies leverage eWOM as a powerful tool for customer acquisition and retention. By strengthening trust, transparency, and

positive interactions with customers, insurance companies can improve their market position and achieve long-term success.
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Extended Summary

Introduction

Electronic word-of-mouth (eWOM) marketing has emerged as a powerful tool for businesses, particularly in the insurance
sector, where trust and credibility play a crucial role in customer decision-making. The rapid digitalization of communication
channels has facilitated an environment where consumers can share their experiences, reviews, and recommendations with a
broader audience in real time (Guzman et al., 2024). This transformation has led businesses to integrate eWOM into their
marketing strategies to leverage customer interactions and improve brand perception. Previous studies suggest that positive
eWOM significantly impacts brand credibility, customer loyalty, and purchasing intentions, making it an essential component
of digital marketing strategies (Frederik.J, 2018).

Despite its numerous advantages, the effectiveness of eWOM depends on various factors, such as content quality, credibility,
and the frequency of interactions. Studies indicate that consumers tend to trust user-generated content more than traditional
advertisements, particularly in industries where service quality is difficult to evaluate before purchase (Alizadeh et al., 2024).
This is particularly relevant in the insurance sector, where customers often rely on the experiences of others before making
purchasing decisions (Mehrani et al., 2022). Furthermore, studies have highlighted that while eWOM marketing reduces
advertising costs and enhances brand reputation, it can also have negative effects if dissatisfied customers share their
unfavorable experiences at a higher rate than positive ones (Parnell, 2024).

Given the significant role of eWOM in shaping customer perceptions, this study aims to assess its effectiveness in the
development of insurance services. By utilizing structural equation modeling (SEM), this research investigates the relationship
between eWOM, customer engagement, and business performance in the insurance industry. The findings are expected to
provide valuable insights for insurance companies seeking to enhance their digital marketing strategies and customer
engagement approaches.

Methods and Materials

This study employed a mixed-methods approach, combining qualitative and quantitative research techniques. In the
qualitative phase, semi-structured interviews were conducted with industry experts to identify the key factors influencing
eWOM marketing effectiveness in the insurance sector. The insights gathered from these interviews were used to design a
structured questionnaire for the quantitative phase.

The quantitative study utilized a cross-sectional survey methodology. Data were collected from 213 respondents who had
experience using insurance services. The sampling method was non-probability random sampling, and the questionnaire was
distributed electronically. The survey measured multiple variables, including eWOM effectiveness, customer engagement, and

the impact of digital marketing strategies on consumer behavior.
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Data analysis was conducted using descriptive statistics, exploratory factor analysis (EFA), and confirmatory factor analysis
(CFA). Structural equation modeling (SEM) was applied to examine the relationships between variables. The model fit was
assessed using goodness-of-fit indices, and hypothesis testing was performed using the Partial Least Squares (PLS) approach
via SmartPLS software.

Findings

The results of the analysis revealed that eWOM significantly influences customer engagement and brand credibility in the
insurance sector. Respondents who were exposed to positive eWOM demonstrated a higher level of trust in insurance providers
and were more likely to recommend the services to others. The findings indicated that content credibility and relevance were
the most influential factors in determining the impact of eWOM on customer decision-making.

Moreover, the study found that while eWOM marketing effectively enhances brand awareness and reduces marketing costs,
its effectiveness depends on the level of customer interaction with the content. Customers who actively engaged in online
discussions about insurance services exhibited higher levels of loyalty and were more likely to make repeat purchases.
However, it was also observed that negative eWOM spreads faster than positive feedback, potentially harming brand reputation
if not managed effectively.

The results further indicated that factors such as ease of use of digital platforms and existing national infrastructure did not
have a statistically significant effect on eWOM effectiveness. This suggests that while digital accessibility is essential, other
variables such as content quality and trustworthiness play a more critical role in shaping consumer behavior.

Discussion and Conclusion

The findings of this study reinforce the argument that eWOM is a vital marketing tool in the insurance industry, as it fosters
customer trust, enhances brand credibility, and contributes to cost-effective customer acquisition. The positive correlation
between eWOM and customer engagement highlights the necessity for insurance companies to actively monitor and manage
their online presence. Companies that invest in high-quality customer interactions and transparent communication strategies
are more likely to benefit from organic customer advocacy.

One of the key implications of this research is the need for insurance providers to establish mechanisms that encourage
satisfied customers to share their experiences. Since negative feedback tends to spread more rapidly than positive reviews,
companies must develop proactive strategies to mitigate reputational risks. This includes implementing customer service
interventions that address complaints in real-time and leveraging artificial intelligence tools to monitor online discussions.

Another important takeaway from the study is that digital infrastructure and ease of access to online platforms alone do not
determine the success of eWOM marketing. Instead, the credibility and authenticity of shared content play a more decisive role
in influencing consumer perceptions. This finding suggests that insurance companies should prioritize the creation of
transparent and informative content that accurately represents their services.

In conclusion, this study emphasizes the strategic importance of eWOM marketing in the insurance industry. By leveraging
customer testimonials, interactive online platforms, and trust-building initiatives, insurance companies can improve their
market positioning and customer retention rates. Future research should explore the long-term effects of eWWOM marketing on
customer lifetime value and investigate how emerging technologies, such as artificial intelligence and machine learning, can

enhance eWOM strategies in digital marketing.
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