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Abstract— This study investigates the significant influence of the service marketing mix on word-of-mouth marketing 

within the context of fashion designers in Aizawl. Recognizing the rapidly evolving nature of the fashion industry and the 

local reliance on WOM in Aizawl, the research specifically examines the effect of the 7Ps on WOM. Data were collected 

from 384 customers of three prominent fashion designers in Aizawl using a questionnaire with a Likert scale, and 

analyzed via multiple linear regression. The findings indicate that Product, Price, Promotion, People, Physical Evidence, 

and Process all have a positive and significant effect on WOM. However, contrary to expectations, Place was found not to 

have a significant effect on WOM in this particular context. These results highlight the critical importance of optimizing 

these six marketing mix elements to drive positive consumer discourse and referrals, while suggesting that the role of 

physical location in generating WOM may vary by context. This study contributes valuable insights for service providers 

in Aizawl and similar markets on effective marketing strategies to foster WOM 

IndexTerms—WOM, Fashion, Marketing, Service. 

1.      RESEARCH BACKGROUND: 

Fashion marketing is increasingly recognized as a crucial area, necessitating exploration of how marketing and fashion merge into 

an academic research theme (Hines & Bruce, 2007). Consequently, fashion designers can gain insights for enhanced 

competitiveness by engaging more closely with customers and other relevant parties (Benedetto, 2013). The fashion industry 

stands as a significant global economic force, contributing $1.3 trillion in global trade and employing over 300 million people 

(Hamdan et al., 2021). Indeed, fashion marketing operates at all levels of the fashion system and is very important (Purwar, 

2019). Given the fashion industry's fast-changing trends, manufacturers and retailers must meet strict deadlines, highlighting the 

importance of marketing and promotions (Chavan, 2018). For this reason, digital marketing, including email, websites, social 

networks, and mobile communications, is essential for connecting buyers and sellers in this dynamic industry (Purwar, 2019). The 

main goals of marketing are to spread awareness, impart information, and encourage interaction with the brand, ultimately 

boosting sales (Purwar, 2019).  

So for Aizawl, the capital of Mizoram, recorded a population of 400,309 in the 2011 census. With a predominantly Christian 

population of over 87.16%, church attendance is a regular Sunday activity. Women in Aizawl commonly wear "puan" with formal 

tops, often created by local fashion designers. Moreover, Northeast India is known for its strong fashion sense, with Aizawl 

distinguished by its unique style influenced by its church-going culture(Renthlei, 2019). While flea markets offer a variety of 

fashion items, they lack the personalized service of designers. Considering the rapidly evolving nature of the fashion industry, 

designers require effective marketing strategies to maintain competitiveness and boost sales. (Chavan, 2018)Furthermore, due to 

Aizawl's tendency to form homophilic groups, residents often share their opinions on products or services with close contacts, 

affecting perceived value through word-of-mouth(Doyle, 2007). Consumers depend on WOM to mitigate perceived risk and 

uncertainty in service purchase decisions. Murray's research indicates that service purchasers rely more on personal information 

sources compared to goods purchasers, highlighting the significant influence of these sources(Murray, 1991). Therefore, the 

researchers posit that word-of-mouth marketing offers a solution to the marketing challenges faced by designers. This study 

proposes a significant effect of the service marketing mix—Product, Price, Place, Promotion, People, Physical Evidence, and 

Process—as developed by Philip Kotler, on word-of-mouth marketing(Abdullah et al., 2023). It further examines the viability of 

word-of-mouth as a marketing strategy for fashion designers. 

Literature review and hypotheses development 
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2.      SERVICES MARKETING MIX 

The concept of the marketing mix was coined by Neil Borden in 1953 and then formalised in his article ‘The concept of the 

Marketing mix’ (Borden, 1964). McCarthy (1960) then summed up 12 elements of Borden's marketing mix into ‘4Ps’- product, 

price, place, and promotion. Around the same time, alternative marketing mix models were proposed. However, McCarthy's 4Ps 

model has become dominant, especially in goods marketing (McCarthy, 1960). The traditional marketing mix was deemed 

inadequate for service industries because it was initially designed for manufacturing. Service sector marketers realized that the 

marketing mix did not meet their specific needs, as services possess unique characteristics with marketing implications. For 

instance, standardization issues can hinder quality maintenance, and services cannot be inventoried, patented, or 

transferred(Kushwaha & Agrawal, 2014). Given these fundamental differences between services and physical products, 

marketing models and concepts have evolved to better suit the service sector. Consequently, the marketing mix has expanded 

beyond the 4Ps to include three additional elements—people, physical evidence, and process—to address the unique challenges 

presented by the characteristics of services(Goi, 2009; Kushwaha & Agrawal, 2014). Numerous marketing research studies 

support the relevance of each of the '7Ps' in the services marketing mix. 

2.2.1 PRODUCT 

A product encompasses anything offered to the market for exchange or consumption. Goods marketing integrates tangible 

elements with intangible aspects like style, after-sales service, and credit. In contrast, services possess minimal tangible 

components (Yuniarso et al., 2021). A service comprises a bundle of features and benefits tailored to a specific target 

market(Saha, 2020) . Consequently, developing a service product requires a customer-centric approach to the benefits package. 

Aligning these benefits with customer expectations directly influences their satisfaction and subsequent word-of-mouth advocacy, 

as positive experiences encourage sharing views with others (Yapanto et al., 2021).Hence, in the same direction our first 

hypothesis states that: 

H1. Product has a positive and significant effect on word of mouth 

2.2.2. PRICE 

Price can be considered an attribute that must be sacrificed to obtain certain products or services. In the banking industry, price 

includes fees, bank charges, and interest rates (Rofiq & Suyono, 2019). Unfair or uncompetitive pricing can trigger immediate 

customer switching in banking and other financial services, indicating that price perceptions directly impact customer satisfaction 

and loyalty (Varki & Colgate, 2001). 

Pricing is a crucial variable in the marketing mix. Service pricing should provide value and indicate quality to customers (Putra & 

Mega, 2023). Customers view price as a key part of the costs for obtaining desired benefits (Putra & Mega, 2023). They assess 

not only the monetary cost but also the time and effort involved. With numerous alternatives available, customers can easily 

switch to service providers offering better goods/services at lower prices (Burnham et al., 2003). As customers become more 

price-sensitive and less loyal, customer attrition is a pressing concern. Therefore, service marketers must set prices that target 

customers are willing and able to pay, while also conveying the message that the product or service offers greater value (Luo & 

Paulino, 2023). Research indicates that pricing is a key driver for customer attraction, satisfaction, retention, and loyalty.(Rofiq & 

Suyono, 2019; Satti et al., 2020) Thus, effective pricing strategies can lead to positive word-of-mouth marketing, as satisfied 

customers are more likely to recommend the service to others.Therefore, it is expected that: 

H2. Price has a positive and significant effect on word of mouth 

2.2.3. PLACE 

Research indicates that services differ from products due to characteristics like intangibility, inseparability, perishability, and 

interactivity(Indriana et al., 2021). Consequently, conventional distribution channels used in product marketing are unsuitable for 

services marketing, affecting the potential for positive word-of-mouth referrals often generated through convenient access and 

availability (Renaghan, 1981). Services cannot be separated from their sale, requiring simultaneous creation and delivery(Mill, 
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1987). The field of logistics, encompassing strategic decisions like site selection for establishments such as bank branches, 

educational institutions, and other service business has been underexplored as a critical area of consideration for ensuring the 

effective distribution of services; convenient and accessible service locations can significantly enhance customer satisfaction and, 

consequently, word-of-mouth marketing.(Bellintani et al., 2019; Miliotis et al., 2002). 

H3. Place has a positive and significant effect on word of mouth 

2.2.4. PROMOTION 

Promotion encompasses the various communication methods marketers employ in the marketplace, including advertising, public 

relations, personal selling, and sales promotions(Doyle, 2007). However, certain service industries may find it challenging to 

effectively utilize conventional promotion tools(Yapa et al., 2020). For instance, smaller banks may struggle to allocate 

substantial promotional budgets due to limited operational scale. it is suggested that service businesses should consider alternative 

ways to promote their services, like public relations and publicity(Yi, 2017).Consequently, promotional activities like community 

relations, event management, media engagement, and corporate identity programs become relevant and should be implemented 

creatively and effectively. These strategies enhance customer engagement and foster positive perceptions, driving favorable word-

of-mouth referrals (Harahap et al., 2023). Therefore, it is expected that promotional activities have a positive and significant 

effect on word of mouth (Hochreiter & Waldhauser, 2014).  

H4. Promotion has a positive and significant effect on word of mouth 

2.2.5. PEOPLE 

According to (Judd et al., 1987), another 'P,' People, was introduced, with the recommendation that people power be formalized, 

institutionalized, and managed as a distinct component of the marketing mix, akin to the other 4Ps. Judd posited that an 

organization's employees represent the organization to its customers. Should these employees lack adequate training in face-to-

face customer interaction, the entire marketing endeavor may prove ineffective. (Berry et al., 1988) suggested that a service firm 

is only as effective as its personnel. Given that service constitutes a performance, it is often challenging to distinguish the 

performance from the individuals delivering it. The manner in which service is provided by employees can serve as a significant 

source of differentiation and competitive advantage(Kvasić et al., 2021). Consequently, the 'People' element constitutes a pivotal 

component of the 7Ps of services marketing mix. The marketing mix is thus expanded to include people, thereby acknowledging 

their central role in service delivery and customer interaction(Hosseini et al., 2016). The human element in service encounters 

directly shapes customer perceptions and loyalty (Xia, 2023). Positive interactions and personalized attention from employees can 

significantly enhance customer satisfaction and drive positive word-of-mouth referrals (Xia, 2023)(Chen, 2024).  

H5. People have a positive and significant effect on word of mouth 

2.6. PHYSICAL EVIDENCE 

Given the intangible nature of services, customers often struggle to evaluate their quality directly(Soleimani & Einolahzadeh, 

2018). Consequently, the service environment serves as a crucial indicator of quality(Atef & Al-Balushi, 2024). Service 

environments, also known as servicescapes or physical evidence, encompass the physical surroundings' style and appearance, 

along with other experiential elements encountered by customers at service delivery locations(Agnihotri & Chaturvedi, 2018). 

Service firms must carefully manage physical evidence due to its profound influence on customer impressions (Zahran et al., 

2022). Tangible cues, such as the appearance of buildings, landscaping, interior furnishings, equipment, staff uniforms, signage, 

and communication materials, provide evidence of a firm's service quality (Zahran et al., 2022). The design and layout of the 

service environment, including atmosphere and essential evidence, significantly impact customer perceptions  (Hultén, 2011; 

Zahran et al., 2022). Strategic management of physical evidence enables service providers to shape customer perceptions and 

encourage positive word-of-mouth. 

H6. Physical evidence has a positive and significant effect on word of mouth 
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2.2.7. PROCESS 

Processes constitute the structural framework of services, outlining the methodologies and sequences that deliver the value 

proposition promised to customers(Williams & Buttle, 2011). In service contexts characterized by high customer interaction, 

clients become integral to the operational process, shaping their overall experience. Inefficiently designed processes can frustrate 

customers, leading to slow, cumbersome, and substandard service delivery(Zeng et al., 2023). Conversely, well-designed 

processes ensure service availability, consistent quality, and enhanced convenience for customers. Given the non-inventory nature 

of services, establishing a robust process management system is crucial for effectively balancing service demand with supply 

during peak periods(Pérez et al., 2021). Effective processes are essential for service availability, consistent quality, and customer 

convenience, directly impacting satisfaction and positive word-of-mouth (Aviyanti et al., 2022). By optimizing these processes, 

organizations can ensure customer satisfaction and promote positive referrals (Berry et al., 2006). Service providers often use 

sophisticated service designs to create memorable customer experiences and establish emotional connections that promote loyalty 

(Terres et al., 2020). Service quality perceptions are influenced by the tangible elements that customers encounter, and physical 

evidence plays a crucial role in shaping these perceptions (Agnihotri & Chaturvedi, 2018).  

H7. Process has a positive and significant effect on word of mouth 

3. MEASURES: 

A total of  to 384 respondents were randomly selected and from  the customers 3 famous designers in Aizawl. 

Primary data was collected from them through questionnaire and For each of the 7 P’s a question based on (Srrenivas et al., 2013) 

suggestions was used and measured in Likerts scale with a range of strongly disagree – strongly agree. For word of mouth a 

question was asked using single item (i.e yes or no). 

Multiple linear regression is used to analyse the data collected, Altogether three assumptions are tested for hypotheses 1 to 7 

(Osborne and Waters, 2002). It was found that normality test using Kolmogorov-Smirnov test shows significance value is >0.05 

which indicates that the variable is normally distributed. Further a Q-Q scatterplot is plotted to analyse the existence of a linear 

relationship between the independent variables and dependent variables. Reliability tests of each variable using Cronbach’s Alpha 

also shows that scores of each variable is > 0.700.  Model summary shows  a value of 0.946 for R indicates a good value for 

prediction of satisfaction by the independent variables, Furthermore, 88.9 percent of the variability is explained by the 

independent variables, ANOVA test shows shows the independent variables significantly predict the dependent variables [F 

(5,166) =286.754, P<0.05], thus proving that the model is good fit of data.  

Table 1 Hypothesis testing 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B 
Std. 

Error 
Beta 

 

Hypothesis (Constant) -0.243 0.15   -1.613 0.109 

H1 Price 0.183 0.046 0.186 3.987 0.00 

H2 Product 0.262 0.06 0.255 4.384 0.00 

H3 Place 0.029 0.049 0.029 0.599 0.55 

H4 Promotion 0.202 0.046 0.198 4.44 0.00 

H5 People 0.375 0.06 0.362 6.241 0.00 

 

H6 Physical evidence  0.245 0.06 0.238 4.275 0.00 

 

H7 Process 0.364 0.06 0.354 6.041 0.00 
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Dependent Variable: WOM 

 (Source: Author’s calculation) 

From the results of hypothesis tests in Table 1, it can be concluded that hypotheses H1, H2, H4, H5, H6, and H7 can be 

accepted, while H3 has to be rejected. This indicates that Price, Product, Promotion, People, Physical Evidence, and Process have 

a significant effect on Word Of Mouth, while Place does not have a significant effect on word of mouth. 

From the results of hypothesis tests in Table 1, it can be concluded that hypotheses H1, H2, H4, H5, H6, and H7 can be accepted, 

while H3 has to be rejected. This indicates that Price, Product, Promotion, People, Physical Evidence, and Process have a 

significant effect on Word Of Mouth, while Place does not have a significant effect on word of mouth. 

4. FINDINGS & CONCLUSION 

This study provides valuable insights into the drivers of word-of-mouth in the context of Fashion designers in Aizawl. The 

research confirms that Price, Product, Promotion, People, Physical Evidence, and Process significantly influence WOM, 

highlighting their importance in shaping customer perceptions and encouraging positive referrals. However, the study also reveals 

that Place does not have a significant effect on WOM in this particular context  

These findings suggest that service providers in Fashion industry should prioritize strategies that enhance customer value through 

competitive pricing, well-designed products, effective promotion, skilled personnel, appealing physical environments, and 

streamlined processes. While location and distribution channels remain important for accessibility, they may not be as critical in 

driving customer conversations and recommendations in this setting. 

Further research could explore the reasons why Place did not have a significant effect in this particular context, or examine the 

relative importance of each of the significant factors. There could be several reasons why "Place" (distribution channels, location) 

did not significantly affect word-of-mouth in such as  (Alexander, 2009). If the customers you surveyed generally experience the 

service in similar locations or through the same distribution channels, "Place" may not be a differentiating factor (Wambua & 

Mwanzia, 2020). If everyone has the same level of convenience or inconvenience, it won't stand out in their conversations such as 

These findings highlight the multifaceted nature of word-of-mouth, influenced by individual perceptions, contextual factors, and 

the intricate interplay of marketing elements (Türk, 2021; Zhu et al., 2011). Word-of-mouth marketing is undeniably influenced 

by several factors (Aqmala & Putra, 2021). 

References 

Abdullah, M. A. F., Febrian, W. D., Perkasa, D. H., Wuryandari, N. E. R., Pangaribuan, Y. H., & Fathihani, F. (2023). The Effect 

of Brand Awareness, Price Perception and Electronic Word of Mouth (E-WOM) Toward Purchase Intention on 

Instagram. KnE Social Sciences. https://doi.org/10.18502/kss.v8i12.13716  

Agnihotri, D., & Chaturvedi, P. (2018). A Study on Impact of Servicescape Dimensions on Perceived Quality of Customer with 

Special Reference to Restaurant Services in Kanpur. International Journal of Management Studies, 115. 

https://doi.org/10.18843/ijms/v5i3(7)/14  

Alexander, N. (2009). Brand authentication: creating and maintaining brand auras. European Journal of Marketing, 43, 551. 

https://doi.org/10.1108/03090560910935578  

Aqmala, D., & Putra, ⁠Febrianur Ibnu Fitroh Sukono. (2021). The Factors Affecting Purchasing Decision through Pegipegi 

Application by Customers of Dian Nuswantoro University. Journal of Management and Entrepreneurship Research, 1(2). 

https://doi.org/10.34001/jmer.2020.12.01.2-12  

http://www.ijrti.org/


© 2025 IJRTI | Volume 10, Issue 9 September 2025 | ISSN: 2456-3315 

IJRTI2509026 International Journal for Research Trends and Innovation (www.ijrti.org) a217 
 

Atef, T., & Al-Balushi, M. (2024). A Dining Experience Case Study for Hospitality Management Teaching and Learning. Journal 

of Hospitality & Tourism Cases, 12(2), 48. https://doi.org/10.1177/21649987241241927  

Aviyanti, C., Ishaq, R. M., & Hadi, P. (2022). Company Loyalty Analysis at PT Legalitas Mudah Indonesia. Journal of Social 

Science, 3(2), 293. https://doi.org/10.46799/jss.v3i2.314  

Bellintani, S., Celani, A., & Ciaramella, G. (2019). Methods and models for building bank branches. A Multicriteria approach for a 

decision-making tool. Journal of Physics Conference Series, 1425(1), 12141. https://doi.org/10.1088/1742-

6596/1425/1/012141  

Benedetto, C. A. D. (2013). Open innovation and the value of crowds: implications for the fashion industry. Journal of Global 

Fashion Marketing, 5(1), 26. https://doi.org/10.1080/20932685.2013.859876  

Berry, L. L., Parasuraman, A., & Zeithaml, V. A. (1988). The service-quality puzzle. Business Horizons, 31(5), 35. 

https://doi.org/10.1016/0007-6813(88)90053-5  

Berry, L. L., Wall, E. A., & Carbone, L. P. (2006). Service Clues and Customer Assessment of the Service Experience: Lessons 

from Marketing. Academy of Management Perspectives, 20(2), 43. https://doi.org/10.5465/amp.2006.20591004  

Burnham, T. A., Frels, J., & Mahajan, V. (2003). Consumer Switching Costs: A Typology, Antecedents, and Consequences. 

Journal of the Academy of Marketing Science, 31(2), 109. https://doi.org/10.1177/0092070302250897  

Chavan, R. (2018). Analysis of Fashion Industry Business Environment. Latest Trends in Textile and Fashion Designing, 2(4). 

https://doi.org/10.32474/lttfd.2018.02.000144  

Chen, T. (2024). A study on Nike’s digital marketing strategy based on the 4Ps theory and analysis of competitiveness 

maintenance methods. SHS Web of Conferences, 207, 1007. https://doi.org/10.1051/shsconf/202420701007  

Cooke, E. F. (2015). An Update on the Concept of the Marketing Mix. In Developments in marketing science: proceedings of the 

Academy of Marketing Science (p. 266). Springer International Publishing. https://doi.org/10.1007/978-3-319-16937-

8_63  

Doyle, S. (2007). The role of social networks in marketing. Journal of Database Marketing & Customer Strategy Management, 

15(1), 60. https://doi.org/10.1057/palgrave.dbm.3250070  

Goi, C. L. (2009). A Review of Marketing Mix: 4Ps or More? [Review of A Review of Marketing Mix: 4Ps or More?]. 

International Journal of Marketing Studies, 1(1). Canadian Center of Science and Education. 

https://doi.org/10.5539/ijms.v1n1p2  

Hamdan, H., Abdullah, Z., Razak, W. M. W. A., Aziz, N. U. A., & Sudarti, K. (2021). The Relationship between Marketing 

Management Capabilities and SMEs Business Performance during COVID-19 Pandemic. International Journal of 

Academic Research in Business and Social Sciences, 11(18). https://doi.org/10.6007/ijarbss/v11-i18/11434  

Harahap, A. R., Zebua, Y., & Ihsan, M. A. A. (2023). The Effect of Service Quality, Product Quality, Promotion and Price on the 

Purchase Decision of Motorcycles in the Indah Sakti Showroom. Quantitative Economics and Management Studies, 4(3). 

https://doi.org/10.35877/454ri.qems1638  

Hines, T., & Bruce, M. (2007). Fashion Marketing. In Routledge eBooks. Informa. https://doi.org/10.4324/9780080468174  

Hochreiter, R., & Waldhauser, C. (2014). The Role of Emotions in Propagating Brands in Social Networks. arXiv (Cornell 

University). https://doi.org/10.48550/arxiv.1409.4617  

Hosseini, S. M. H., Etesaminia, S., & Jafari, P. (2016). Identifying Eleven Factors of Service Marketing Mix (4Ps) Effective on 

Tendency of Patients toward Private Hospital. Materia Socio Medica, 28(5), 366. 

https://doi.org/10.5455/msm.2016.28.366-369  

http://www.ijrti.org/


© 2025 IJRTI | Volume 10, Issue 9 September 2025 | ISSN: 2456-3315 

IJRTI2509026 International Journal for Research Trends and Innovation (www.ijrti.org) a218 
 

Hultén, B. (2011). Sensory marketing: the multi‐sensory brand‐experience concept. European Business Review, 23(3), 256. 

https://doi.org/10.1108/09555341111130245  

Indriana, F., Syah, T. Y. R., & Wekadigunawan, C. (2021). A SERVICE QUALITY, PRICE, CUSTOMER SATISFACTION 

AND WORD OF MOUTH IN HOSPITAL X OUTPATIENT SERVICES. Jurnal Ekonomi Dan Manajemen, 15(1), 14. 

https://doi.org/10.30650/jem.v15i1.2101  

Judd, D., Abbemuseum, S. V., Düsseldorf, S. K., Miró, F. J., & Crone, R. (1987). Donald Judd : 1987 1988, Stedelijk 

Abbemuseum, Eindhoven, Städtische Kunsthalle, Düsseldorf, ARC/Musée d’art moderne de la Ville de Paris, Fundacio 

Joan Miro, Barcelona. http://ci.nii.ac.jp/ncid/BA27189364  

Kushwaha, G. S., & Agrawal, S. R. (2014). An Indian customer surrounding 7P׳s of service marketing. Journal of Retailing and 

Consumer Services, 22, 85. https://doi.org/10.1016/j.jretconser.2014.10.006  

Kvasić, S. G., Nikolić, G., & Milojica, V. (2021). The impact of authentic leadership on employee psychological capital in the 

hospitality industry. Poslovna Izvrsnost - Business Excellence, 15(1), 9. https://doi.org/10.22598/pi-be/2021.15.1.9  

Luo, Z., & Paulino, A. G. (2023). Correlation of Customer Satisfaction and Loyalty: The Heritage Tourism Site of Dongguan 

Street in Yangzhou, Jiangsu Province, China. Journal of Service Science and Management, 16(3), 161. 

https://doi.org/10.4236/jssm.2023.163011  

Miliotis, P., Dimopoulou, M., & Giannikos, I. (2002). A Hierarchical Location Model for Locating Bank Branches in a 

Competitive Environment. International Transactions in Operational Research, 9(5), 549. https://doi.org/10.1111/1475-

3995.00373  

Mill, R. C. (1987). The Marketing of Services--Implications for Leisure. Visions of Leisure and Business, 5(4), 3. 

https://scholarworks.bgsu.edu/cgi/viewcontent.cgi?article=1249&context=visions  

Murray, K. B. (1991). A Test of Services Marketing Theory: Consumer Information Acquisition Activities. Journal of Marketing,  

55(1), 10. https://doi.org/10.1177/002224299105500102  

Pérez, H. D., Hubbs, C. D., Li, C., & Grossmann, I. E. (2021). Algorithmic Approaches to Inventory Management Optimization. 

Processes, 9(1), 102. https://doi.org/10.3390/pr9010102  

Purwar, S. (2019). Digital Marketing: An Effective Tool of Fashion Marketing. SSRN Electronic Journal. 

https://doi.org/10.2139/ssrn.3318992  

Putra, C. A., & Mega, S. A. (2023). Effect Of Price, Product Quality and Service On Vario 150 Motorcycle Sales at Tunas Honda 

Pramuka Dealer Bandar Lampung. BIMA Journal (Business Management & Accounting Journal), 4(1), 67. 

https://doi.org/10.37638/bima.4.1.67-78  

Renaghan, L. M. (1981). A New Marketing Mix for the Hospitality Industry. Cornell Hotel and Restaurant Administration 

Quarterly, 22(2), 31. https://doi.org/10.1177/001088048102200208  

Renthlei, L. (2019). Socio-Economic Conditions of Handloom Weavers: A Case Study of Weavers in Zuangtui Cluster, Aizawl, 

Mizoram. Senhri Journal of Multidisciplinary Studies, 4(1), 54. https://doi.org/10.36110/sjms.2019.04.01.007  

Rofiq, A., & Suyono, J. (2019). The effect of price, product quality, and electronic word of mouth (ewom) on the intention to buy 

sunrizq batik in malaka malaysia. Journal of World Conference (JWC), 1(2), 203. https://doi.org/10.29138/prd.v1i2.141  

Saha, M. (2020). Customer Engagement with 7 Ps of Marketing. SSRN Electronic Journal. https://doi.org/10.2139/ssrn.3540310  

Satti, Z. W., Babar, S. F., Parveen, S., Abrar, K., & Shabbir, A. (2020). Innovations for potential entrepreneurs in service quality 

and customer loyalty in the hospitality industry. Asia Pacific Journal of Innovation and Entrepreneurship, 14(3), 317. 

https://doi.org/10.1108/apjie-08-2019-0063  

http://www.ijrti.org/


© 2025 IJRTI | Volume 10, Issue 9 September 2025 | ISSN: 2456-3315 

IJRTI2509026 International Journal for Research Trends and Innovation (www.ijrti.org) a219 
 

Soleimani, A., & Einolahzadeh, H. (2018). The influence of service quality on revisit intention: The mediating role of WOM and 

satisfaction (Case study: Guilan travel agencies). Cogent Social Sciences, 4(1), 1560651. 

https://doi.org/10.1080/23311886.2018.1560651  

Terres, M. da S., Herter, M. M., Pinto, D. C., & Mazzon, J. A. (2020). The power of sophistication: How service design cues help 

in service failures. Journal of Consumer Behaviour, 19(3), 277. https://doi.org/10.1002/cb.1816  

Türk, Z. (2021). Tüketicilerin Ağızdan Ağıza Pazarlama Faaliyetlerinde Marka Sadakati ve Markaya Yönelik Algılanan Kalitenin 

Etkisi Üzerine Bir Araştırma. Cankiri Karatekin Universitesi Iktisadi ve Idari Bilimler Fakultesi Dergisi. 

https://doi.org/10.18074/ckuiibfd.642610  

Varki, S., & Colgate, M. (2001). The Role of Price Perceptions in an Integrated Model of Behavioral Intentions. Journal of Service 

Research, 3(3), 232. https://doi.org/10.1177/109467050133004  

Wambua, R., & Mwanzia, M. (2020). Influence of Distribution on Sales Performance of Vehicle Entertainment Distributors in 

Nairobi-Kenya. European Journal of Business and Management. https://doi.org/10.7176/ejbm/12-26-04  

Williams, M., & Buttle, F. (2011). The Eight Pillars of WOM Management: Lessons from a Multiple Case Study. Australasian 

Marketing Journal (AMJ), 19(2), 85. https://doi.org/10.1016/j.ausmj.2011.01.001  

Xia, Y. (2023). The 4Ps of Marketing and Applications in Various Brands. Journal of Education Humanities and Social Sciences, 

16, 165. https://doi.org/10.54097/ehss.v16i.9601  

Yapa, S. R., Senathiraja, R., Poesche, J., & Kauranen, I. (2020). Sequential Coherence as a Success Factor in Personal Selling. 

International Journal of Marketing Studies, 12(2), 13. https://doi.org/10.5539/ijms.v12n2p13  

Yapanto, L. M., Diah, A. M., Kankaew, K., Dewi, A. K., Dextre-Martínez, W., Kurniullah, A. Z., & Benites, L. A. V. (2021). The 

effect of CRM on employee performance in banking industry. Uncertain Supply Chain Management, 9(2), 295. 

https://doi.org/10.5267/j.uscm.2021.3.003  

Yi, Z. (2017). Techniques for Promoting Services and Resources. In Elsevier eBooks (p. 77). Elsevier BV. 

https://doi.org/10.1016/b978-0-08-100798-3.00008-8  

Yuniarso, A., Setyorini, A. D., & Anggiani, S. (2021). Service Quality to Customer Satisfaction with Situational Leadership as 

Moderation (Case Study on Travel Agent). E-Journal of Tourism, 140. https://doi.org/10.24922/eot.v8i2.72592  

Zahran, R., Hurriyati, R., & Hendrayati, H. (2022). Crafting the Service Environment at McDonald’s Restaurant. Advances in 

Economics, Business and Management Research/Advances in Economics, Business and Management Research. 

https://doi.org/10.2991/aebmr.k.220701.066  

Zeng, F., He, Y., Yang, C. H., Hu, X., & Yuan, Y. (2023). Mobile Customer Satisfaction Scoring Research Based on Quadratic 

Dimension Reduction and Machine Learning Integration. Applied Sciences, 13(17), 9681. 

https://doi.org/10.3390/app13179681  

Zhu, H., Huberman, B. A., & Luon, Y. (2011). To Switch or Not To Switch: Understanding Social Influence in Recommender 

Systems. arXiv (Cornell University). https://doi.org/10.48550/arxiv.1108.5147  

 

http://www.ijrti.org/

