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Comsumers ere affected by several mformafiomal sources inm today’s globalized
envirsement such as Waerd-of-Mouwth {WOM) commurication. WOM can be defined 25
the ac1 of consumers: providing positive or pegative information to ofher consumers. The
marketing literature abounds with the clzim that WOM communication hes & sulbstantial
influence on consumer parchase imtertion. For thee reason, it should be importam 1o
determine the Factors related to WOM communication pot oaly for rescarchers but zlse
especially for the practitionsrs.

The aim of this study is to determine the influcnce of Word<of-Mowh of Eastern
University ssudent’s laptop parchase intention ard the factors related 1o Werd-of-Maouh.
In this sense it has examined the three factors which zre Inierpersomal faciors, Personal
factors and Situationz| facters to detesmine whether these factors flvenced on WM
reeeiver’s purchase imtemtion. Futhermore, the inflzence of tie serength between sender
and cecziver, similarity between sender and reosiver, sender’s and eceiver’s expertise
about the laptops, opinion leadershin, receiver's perceived risk, receiver’s information
search exterd and messags’s trustworthiness wene considerad.

I the stady, survey method has been employed. A, structured questionnaine hes been
adiéressed fio andergraduzte students at Eastern University, Sri Lenka. Stratified random
sampling was wsed 1o oitain 200 respomses from sizdents: wh'-n;‘iéﬁmt to buy laptops
mear fiture. Relfizbility tess, Descripiive amalysis, ANOVA. Endepmdém sample t-test,
Pezrson correlation amalysis, Partial cerrelation znalysis and! M’n[rpple mrgmﬁm amelysis.
ave been used o analyze data by SPSS 190, The fndings indicatad thet 21l the three
i' imndependant variables beve a positive influencs an dependent v m;n]]:-{emd among those
l variables: Situationall factors: influenoe is higher than other variables. Ui::ier that fzctor,
I -ME S trustworthiness dimension is highly infinenced om WOM pelazed Laptop

- parchesing decisions of the stadents. g ¥

: |

Rey words: Wordef-Mouth Communication, Purchase fniention, Laptop purchasing
bekavior, Personal factors, Interpersonal factors, Situctional Jfoctars
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