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Abstract

Purpose — Over time, the concept of word of mouth (WOM) has spread beyond marketing into other
disciplines. This is because WOM is important in decision-making at both the individual and organisational
levels. Also, people are more likely to trust recommendations from their peers than those from companies.
Therefore, the purpose of this study is to investigate the perceived usefulness of WOM messages for small and
medium-sized enterprise (SME) suppliers in participating in Tanzanian public procurement opportunities.
Design/methodology/approach — The study collected cross-sectional data from 214 SME suppliers who
supply common use items to public procuring organisations in Dodoma City, Tanzania. Structural equation
modelling was used to test the direct relationships between study variables, and Hayes' PROCESS macro was used
to test for the indirect effect of WOM message delivery on WOM attributes and the perceived usefulness of WOM.
Findings - WOM attributes that include expertise differential, perceptual homophily, and trustworthiness are
related to the perceived usefulness of WOM. Also, WOM message delivery mediates the relationship between
the WOM attributes and the perceived usefulness of WOM in enhancing public procurement participation.
Therefore, the study’s findings revealed that WOM is applicable in the public procurement context, under
which public buyers act as senders and suppliers act as receivers. The latter finds out about public
procurement opportunities and responds to them, while the former gives suppliers whatever information they
need to respond to public procurement tenders that have been advertised.

Research limitations/implications — Because the study was cross-sectional, it was difficult to determine
whether the opinions gathered over time remained consistent. Furthermore, only suppliers who are parties to
framework contracts under Government Procurement Services Agency were included in the study. Therefore,
the sample was limited to only suppliers supplying common use items to various public organisations in
Dodoma City, Tanzania.

Originality/value — This paper integrates the concept of WOM from the marketing discipline and public
procurement. As a result, the study adds to the understanding of the use of information transmission in terms
of the contribution of WOM messages from public buyers to suppliers to enhance small and medium
enterprises’ participation in public procurement opportunities.

Keywords Expertise differential, Perceived usefulness, Procurement, Public buyers, Public procurement,
Small and medium enterprises, Suppliers, Trustworthiness, Word of mouth, Word of mouth delivery,
Word of mouth messages, Tanzania
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1. Introduction

The concept of Word of Mouth (WOM) has captured the interest of researchers and practitioners

from different fields (Farzin et al, 2021; Lisjak et al, 2021; Mehrad and Mohammadi, 2017; I‘
Rajendran and Arun, 2021a; Taheri et al, 2021). Past studies have recommended it as an
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incredibly effective strategy for marketing purposes (Amani, 2022a; Rajendran and Arun, 2020;
Trusov et al, 2009). WOM has risen in popularity because individuals have become more reliant
on their friends or companions for information since messages from them are more likely to have
an impact than commercial advertisements. From a business perspective, consumers who seek
purchasing advice believe that advice from friends and family members is useful in purchasing
decisions (Siddiqui et al, 2021). Therefore, consumers are more likely to trust people they know,
especially their friends, when it comes to making purchase decisions (Cooley and Parks-Yancy,
2019). On the other hand, a message delivered involuntarily may be viewed more favourably by
recipients than a mass advertising campaign. Also, WOM can be considered a tremendous
advantage to consumers when making a risky purchasing decision (Murray, 1991). Talwar et al
(2021) confirmed that the higher the risk is perceived by consumers, the more likely for them to
spread negative WOM so as to help others. Our current study centres on the aspect that WOM
can be used to reduce various risk categories, including socio-psychological and financial risks
associated with business decisions. Furthermore, a stream of literature shows that WOM can be
used as a risk reduction tool (Bartschat ef al, 2022; Bastos and Moore, 2021).

Small and medium-sized enterprises (SMESs) participation in public procurement is not a new
thing in the literature (Ancarani et al, 2019; Israel and Kazungu, 2019; Orser et al, 2021;
Saastamoinen et al, 2018). Participation of SMEs in public procurement is related to their
decisions on bidding or involvement in supplying or providing goods and services to
organisations in the public sector. One would be inclined to assume that SMEs participate
effectively in public procurement and meet the objectives of supporting the domestic economy
(Israel and Kazungu, 2019; Di Mauro et al., 2020; Panga and Kazungu, 2015). However, their
participation in public procurement opportunities is considered a risky decision as, sometimes,
the total contract value allocated to SME suppliers falls short of their proportion of economic
turnover. Generally, SMEs are more vulnerable because of the nature of their business and the
environment in which they operate (Caraka et al, 2021; Ismail, 2022a; Loader, 2015; Orser et al,
2021; Ye and Tekka, 2020). Thus, selecting a public procuring organisation to engage with is a
risky decision that SME suppliers must overcome to obtain the perceived benefits. The risks
facing SME suppliers can be examined when they respond to the identified public procurement
tenders and throughout the whole procurement process. For example, some SME suppliers face
publicity limitations, overly limited pre-qualification standards, limitations in access to relevant
information, emphasising previous experience or size of the business, uncompetitive bidding
processes and contract size challenges (Gitari and Kabare, 2014; Israel and Kazungu, 2019,
Loader, 2015; Tesha and Nsimbila, 2021). This may result in unresponsive or uncompetitive
bids, which might cause a failure to secure public tenders, rejected tenders or sometimes a failure
to provide the required level of quality of supplies.

SME suppliers face documentation challenges (Medzhybovska and Lew, 2019; Slijepcevic
et al,, 2015). Some may include excessive documentation requirements and bureaucracy, bid
security deposits, failure to offer adequate time for quotation preparation, unclear selection
criteria, difficulty making a formal bid or proposal and excessive information requirements. On
the other hand, at the post-selection stage, suppliers are involved in negotiations (Mwagike and
Changalima, 2022). At this stage, SME suppliers experience institutionalised discrimination;
a price focus unrelated to product value; unsatisfied rationale for tender awards; lack of feedback
shared for future learning and unsuitable offered payment terms. Most SME suppliers fail to
secure tenders, and those who do complain about the fairness of prices against the value of the
products offered and delays in payments, which accelerate the costs of conducting business.

A stream of empirical studies shows that most SME suppliers do not perform well and are
limited in their access to getting public tenders (Namagembe et al, 2021; Panga and Kazungu,
2015). The latter can be associated with limited access to information related to public
procurement opportunities (Ancarani et al., 2019). Therefore, various efforts must be made for
these SME suppliers to participate in bidding to get new public tenders. WOM is popular in
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regarding the application of WOM to SME suppliers in public procurement is limited. This
may be due to the regulatory framework governing procurement activities and how public
buyers interact with suppliers (Changalima et al, 2021a; McKevitt and Davis, 2014). It is
thought that this will make public buyers less likely to share with suppliers what they need to
know about available public procurement opportunities.

WOM has a number of advantages over traditional forms of marketing communication, such
as traditional promotions. Empirical evidence shows that insights from WOM recommendations
have a significant impact on consumer attitudes and purchase intentions (Rajendran and Arun,
2021a; Yuan and Peluso, 2021). Also, when compared to traditional mass advertising, WOM can
significantly reduce expenditure on traditional mass advertising. Furthermore, it is more
important in various contexts, as a study conducted at a higher learning institution by Amani
(2022a) revealed that WOM is necessary for assisting students in choosing a university to attend
because, this risky decision has long-term implications for students’ self-image and identity, as
well as employment opportunities. A study conducted by Farzin et al (2021) discovered that
mobile banking adoption is linked to user behaviour via WOM. Additionally, another study
confirmed that WOM can be used to supplement tourism marketing efforts by influencing
residents’ attitudes toward the tourist destination (Segota et al, 2021).

It should be noted that WOM relies on the sharing of information (Amani, 2022a; Bastos and
Moore, 2021; Mainolfi and Vergura, 2022). Similar to this, the buyer-supplier relationship entails
the act of exchanging necessary information between suppliers and buyers (Mushi et al, 2021;
Ried et al, 2021). In this regard, there is no doubt about the importance of sharing necessary
information between buyers and suppliers in procurement and supply chain endeavours. Given
that the concept of WOM entails the source of information sharing between people of varying
levels of experience, whether through traditional or electronic communication, buyer-supplier
relationships can benefit from the same. In the existing literature, sharing of information can be
done through social media (Amani, 2022b; Bartschat et al, 2022) which enhances the electronic
WOM (Farzin and Fattahi, 2018; Mukhopadhyay et al, 2022; Park et al, 2021), particularly in
business-to-business contexts (Mai and Liao, 2022; T6th ef al,, 2022). Therefore, benefits revealed
in the existing marketing literature on the perceived usefulness of the concept of WOM
necessitate the development of a more extensive body of literature on the perceived usefulness of
WOM in other disciplines, which will complement the existing ones.

Learning experiences through existing studies from the marketing discipline provide a way for
WOM to effectively influence the engagement decisions of SME suppliers in public procurement
tenders, as these suppliers can exchange information with public buyers that may enhance their
engagement in public procurement. This is the research gap that we intend to fill, and therefore, the
main purpose of this study is to investigate the following general research question: Can WOM
nfluence SME suppliers’ participation in public procurement opportunities? To address this
question, our study focuses on examining the perceived usefulness of WOM messages from public
buyers as senders to SME suppliers as receivers from the receivers’ perspective. So, the study adds
to the literature on marketing and public procurement by looking at how the WOM concept can
make it easier for SME suppliers to take part in the public procurement opportunities. In addition,
since the nature of transactions between SME suppliers and public organisations falls under the
umbrella of business-to-business marketing, the study contributes to the existing literature on
business-to-business WOM (Mai and Liao, 2022; Molinari ef al, 2008).

2. Review of literature and hypotheses development

2.1 Prospect theory

According to the prospect theory, prospective investors typically place a different value on gains
and losses depending on the type of investment they are considering. They place a greater
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emphasis on perceived gains in comparison to perceived losses (Kahneman and Tversky, 1979).
Prospect is a loss aversion decision-making theory that considers the risk and uncertainty that
investors must contend with Abdellaoui ef al, (2007). Under normal circumstances, making an
investment decision is a high-risk business endeavour; consequently, one needs sufficient
information before making a choice that is rational. Prospect theory is a behavioural economic
theory that describes how individuals choose between risky probabilistic options when the
probabilities of the outcomes are known (Yoon et al, 2017). Therefore, based on the theoretical
perspectives of other previous studies that have applied the prospect theory in researching
WOM in different contexts (Amani, 2022a; Ismail, 2022b; Park and Chang, 2022; Yoon et al,, 2017,
Zhang et al., 2020), the theory is relevant to the current study as the decision to bid on a contract
is hypothesised to be one fraught with risks for SME suppliers.

This is due to the fact that the bidders have to pay a number of costs in order to participate in
the bidding process (Ancarani et al, 2019; Di Mauro et al, 2020). Thus, the submission of bids to
respective public procuring organisations increases the transaction costs for bidders. If SME
suppliers do not win the particular bid, then they may experience problems with their
performance. WOM can be a key marketing initiative for investors to make risky buying decisions
such as bidding, because the majority of high-paying business activities are associated with high
psychological and financial risks. Specifically, WOM allows SMEs to weigh the benefits of
participating in the decision of whether or not to participate in bidding while also comparing other
options. Consequently, it is theoretically expected that prospect theory can provide a theoretical
understanding of how SMEs can choose to participate in bidding while using WOM from public
buyers of different procuring organisations as the primary means of avoiding risk.

2.2 Elaboration likelihood model of persuasion

This model of persuasion provides a somewhat generic framework for organising and
understanding the fundamental processes that drive persuasive communication success, and
it may be applied to a wide range of scenarios. The model suggests that, depending on the
amount of thinking or elaboration, the attitude can change (Rajendran and Arun, 2021b).
Therefore, incorrect attitudes that are acquired by SMEs as a result of inadequate persuasive
messages from procuring organisations have the potential to cause detrimental effects on the
receiver’s behaviour, affect and cognitive processes. It is hypothesised in this study that the
information provided by the procuring organisations may be limited. In this scenario, it’s
possible that SMEs may do not have sufficient information to help them make responsive
bids. However, through WOM, SMEs have the opportunity to have positive experience from
close friends, which can assist them in effectively bidding on contracts. That is to say, when
SMEs believe that certain issues carried by a message from the public procuring
organisations are limited, WOM messages from other different public buyers with more
experience in public procurement opportunities can encourage these SME suppliers to
enhance their participation in the public tendering process. It is assumed that three factors are
responsible for determining the effectiveness of messages (Petty and Cacioppo, 1986): First,
the strength of the message itself; second, the ability to persuade and third, the disposition of
the person receiving the message. This is supported by the strength of WOM messages in
creating the proper quality of message delivered to SMEs, which consequently increases the
ability of evaluation of messages among SME suppliers.

2.3 WOM and SME supplier participation in public procurement

The nature of business transactions between SMEs and public procuring organisations falls
under the category of business-to-business relationships. This is due to the fact that registered
SME suppliers doing business with public procuring organisations provide the goods, services
and works necessary for these public organisations to provide service to the public (Israel and
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of WOM in the context of public procurement is limited. The WOM is an important form of
information sharing not only for business-to-customer but also business-to-business
relationships (Mai and Liao, 2022; Téth et al, 2022). The application of WOM in a business-
to-business context has recently been cited as an important means of boosting suppliers’ sales
performance (Mai and Liao, 2022). In this regard, the current study focuses on the role of WOM
in increasing the participation of SME suppliers in public procurement opportunities.

2.3.1 Expertise differential between public buyers and SME suppliers and WOM message
delivery. WOM effectiveness is assumed to be influenced by both the sender’s and the recipient’s
expertise (Amani, 2022a). The level of knowledge possessed by the receiver can impact the
communication model employed (Sweeney et al,, 2012). It may impact the decision, but it can also
impact the recipient’s perception of risk and how actively the recipient seeks out WOM
information. On the other hand, the sender’s expertise is a major source of message quality and
dependability (Amani, 2022a). In this study, sender expertise refers to the extent to which a
WOM message is perceived to have the ability to provide useful information to the point where
the SME supplier has no cause to cross-check the received messages. Because most people do
not have an incentive to test the veracity of a sender’s assertions by recalling and rehearsing
their ideas, the degree to which the sender is perceived as capable of providing accurate
information is likely to induce persuasion (Amani, 2022a). An individual who has received a
WOM message may have a high level of knowledge from the recipient’s perspective if that
individual is in an advantageous position (Sweeney ef al, 2012). For example, public buyers from
organisations that specialise in public procurement undertaking and have had special training
are more likely to know more about how public procurement works.

This is the case in Tanzania, where procurement practitioners participate in training sessions
led by the professional board and regulatory authority (Israel, 2021; Mahuwi and Panga, 2020).
These training sessions result in procurement practitioners who are capable and knowledgeable
about managing procurement affairs in their respective organisations. Based on the current
study’s focus, it is assumed that these buyers are involved in disseminating information to
potential suppliers because they are aware of procurement undertakings. They are more likely
to have more expertise than SME suppliers because their expertise is centred on acquired
knowledge and skills through education and experience in public procurement matters. As a
result, the degree of difference in public procurement expertise between public buyers and SME
suppliers may improve the transmission of reliable and quality messages to SME suppliers,
increasing their participation in public procurement opportunities.

Therefore, SME suppliers seeking public procurement information will seek out such
knowledge and rely on the recommendations of public buyers who are experts. If potential SME
suppliers choose to seek WOM information from public buyers, they are more likely to assume
that the gain will be significantly greater from public procuring organisations and believe that
buyers are more knowledgeable in the field in which the WOM information is sought. For
example, suppose knowledge of public procurement for public buyers is high. In that case, the
SME supplier will aggressively seek information from advertised public procurement
opportunity while also attempting to gain information through WOM. In contrast, if the level
of expertise of public buyers in other public procuring organisations is perceived to be low, the
WOM message delivery (WMMD) will be poor. Hence, the SME suppliers will be less likely to
request information. As a result, it is conceivable to hypothesise that:

HI. Expertise differential (EXDI) between public buyers and SME suppliers significantly
influences WMMD.

2.3.2 Perceptual homophily between public buyers and SME suppliers and WOM message
delivery. There is widespread agreement that strong connections between the sender and the
recipient effectively deliver WOM messages (Amani, 2022a). Homophily is the most effective
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covariate-based process in network evolution. Many studies have been conducted to confirm
the prevalence of homophily in communication and WOM (Brown and Reingen, 1987; Le et al,
2018; Mladenovic et al, 2021). Homophily has been demonstrated by age, education, gender,
values and general conduct. Based on how close or familiar they are, this study defines
homophily as the strength of the link or bond between a sender (public buyer) of WOM
messages and a receiver (SME supplier).

Currently, literature has associated homophily with the effectiveness of WOM (Amani,
2022a). This link suggests that a strong connection between sender and recipient may have a
beneficial effect on WMMD (Amani, 2022a; Chawdhary and Weber, 2021). Depending on the
specified link, proximity or intimacy between a sender and a receiver, the recipient can rely on
the recommendations made by WOM sources regarding specific services. This is supported
by Chawdhary and Weber (2021) who revealed that recommendations from WOM sources
with similar values to the WOM receiver are more effective in influencing the WOM receiver’s
decision-making process than recommendations from sources with dissimilar values. This
perceived similarity between homophily and dissimilar individuals stems from the logic of
homophily, or the love of people who are identical in some ways. While more research into the
relationship between WOM sources and message delivery is needed, it is known that the
WOM source’s degree of homophily can influence message quality judgements (Amani,
2022a; Dalla-Pria and Rodriguez-de-Dios, 2022).

In the context of public procurement, the homophily between public buyers and SME
suppliers indicates the prospect of getting up-to-date tender information whenever the
general procurement notice is announced. Because individuals in their respective
organisations pull their friends from foci, and foci bring homogeneous groups of people
together, homophily between them is a likely outcome of the tender process, despite legal
regulations governing it. From this vantage point, the dynamics of preference and
opportunity are coupled, allowing WOM messages to be successfully delivered to their
intended audiences. Given these arguments, the current study hypothesises that:

H?2. Perceptual homophily (PERH) between public buyers and SME suppliers
significantly influences WMMD.

2.3.3 Trustworthiness between the public buyers and SME suppliers and WOM message
delivery. The literature has demonstrated that the extent to which recipients trust the sender
of WOM messages impacts message delivery significantly (Amani, 2022a). A sender’s
trustworthiness (TRUS), as among a sender’s characteristics, has been connected to various
factors to assess the credibility of communication between a sender and a receiver (Asada and
Ko, 2016). As a general rule, for the receivers to trust information from the sender, the
information must be consistent, honest, compassionate, kind, resourceful and humble in its
presentation (Ohanian, 1990). People will also trust information if it has the potential to give
them high-quality service, a high level of satisfaction, a sense of value, a good relationship
and the ability to make them want to decide on something.

WOM'’s strength stems from the fact that consumers trust communications from peers
more than those from advertisers; thus, recommendations made by close friends are more
trustworthy (ShabbirHusain and Varshney, 2022). The foundation of the concept of TRUS as
a factor influencing message delivery is founded on source credibility. WOM essentially
measures the degree to which the sources of WOM messages are regarded as credible and
trustworthy by the message recipients, given that WOM sources have nothing to lose in
comparison to direct advertisements from a company. Furthermore, Kim et al (2018)
proposed that, similar to advertisers who promote their products “which are not always as
superior as they are promoted,” electronic WOM entails text-based recommendations from
unknown individuals. As a result, customers frequently have difficulty determining the
credibility of sources and, place a higher value on trusting offline WOM messages from
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decision to buy or buy again because it comes from close friends and associates in social
communities (Park et al., 2021).

Trust between public buyers and SME suppliers appears to be the greatest answer to
accurate tender information, especially given the growing concern about private sector
participation in public procurement (Harland ef al, 2013). SME suppliers benefit from trusts
banding together to participate in procurement activities that improve prospects for SME
suppliers with public-sector organisations. TRUS can be the essential public procurement
characteristic, impacting both the social and practical procurement functions of a WOM
message’s utility. Therefore, it is hypothesised that TRUS has consequences for WMMD.

H3. TRUS between public buyers and SME supplier significantly influences WMMD.

2.3.4 Message delivery and perceived usefulness of WOM. Generally, the receiver’s response is
intimately associated with the quality of the message, and as a result, it is an important factor
in determining the way he or she will respond. Therefore, it is critical to understand the
process of developing appropriate, effective and relevant messages in WOM (Makvandi and
Farzin, 2022). Also, it is necessary to consider the message delivery and the influence or effect
of WOM. Perceived usefulness of WOM is associated with the influence or effect of WOM on
the receiver’s perspective. The extent to which the message that is delivered to the receiver is
considered useful, as the focus of WOM is to influence the decision-making for choices
surrounding the receiver. The way a message is delivered relates to the manner in which it is
delivered. The message delivery can be done in a reliable, friendly or relaxed manner
(Sweeney ef al,, 2012). Also, this is quite related to the message quality, as if the message is
informative, clear, specific and reliable (Le et al., 2020).

The quality of messages has an influence on WOM on the perspective of the receiver. Also,
the quality of messages plays a role in the relationship between source characteristics and
WOM influence (Le et al, 2018). Empirical evidence from different contexts revealed that the
WMMD was considered to be related to the perceived usefulness of university selection
among undergraduate students in Tanzania (Amani, 2022a). Also, WOM messages that are
considered to be positive and more effective significantly affect the willingness of people to
use the service (Sweeney et al., 2014). In this aspect, our study assumes that the message
delivery from the public buyer as a sender to the SME supplier as a receiver may be
considered useful for making decisions in relation to participation in public procurement
opportunities. To reflect this relationship, our study hypothesises the following:

H4. WMMD between public buyers and SME suppliers significantly influences the
perceived usefulness of WOM.

2.3.5 Mediating role of WOM wmessage delivery on the attributes of WOM and perceived
usefulness of WOM. As noted in the elaboration likelihood model of persuasion, the
effectiveness of the message is predetermined by the persuasive nature of the message from
the sender and the quality of the message (Petty and Cacioppo, 1986). Therefore, message
delivery can explain the relationship between message attributes and the perceived
usefulness of a WOM message. A WOM message that is not communicated and delivered
correctly may negatively influence the recipient’s decisions (Amani, 2022a). So, the attributes
of WOM messages, like expertise, homophily and TRUS can be important for the right
transmission of WOM messages and, hence, the positively perceived usefulness of WOM.
It has been documented in the literature that there is a relationship between WOM factors
and WMMD and between WMMD and the perceived usefulness of WOM (Amani, 2022a).
In another way, attributes of WOM messages such as EXDI, PERH and TRUS have been
shown to affect the receiver’s decision-making process. Similarly, it is argued that the
outcome of WMMD on the perceived usefulness of WOM impacts various behaviours,
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particularly on the decisions of organisations such as SME suppliers in public procurement.
In this regard, the current study proposes the following hypothesis:

Hb5. WMMD significantly mediates the relationship between WOM attributes and the
perceived usefulness of WOM.

3. Methodology

3.1 Study area, research design and sample size

The study employed a cross sectional research design to collect data from SMEs’ managers in
Dodoma City, Tanzania. The cross sectional research designs are considered cheap as data
are only collected once (Saunders et al,, 2019). The focus of choosing cross sectional design
relies on the aspect that we wanted to include variation of opinions from different people and
organisations. As opined by Bryman and Bell (2011), variation can be established only when
more than one case is being examined, and this is the case for cross sectional studies. Dodoma,
the capital city, was deliberately selected as the area of study. In recent years, the government
has relocated its main offices from Dar es Salaam to Dodoma city. Since then, Dodoma city
has emerged as the new city of the country with an adequate number of public procuring
organisations and SME suppliers (Changalima ef al, 2021b).

The population of the current study was SME suppliers. This population was obtained
from Government Procurement Service Agency (GPSA) as the agency is responsible for
maintaining the list of suppliers for each financial year under framework agreements
(Siwandeti et al, 2021). The study inquiry was with managers of SME suppliers. Managers of
SME suppliers are involved in bidding decisions for most public procurement opportunities.
Slovin’s formula was used to calculate the sample size (see equation (1)). This formula’s
strength is that it allows for sampling with a degree of accuracy, i.e. confidence levels and
margins of error (Yamane, 1967).

The formula is given by:

N

"STEN@) ®

Whereby:
n = number of surveyed SME suppliers;
N = total population size (in this case, N = 459); and

e = margin error (e = 0.05)

Therefore:
. 459 2
1+ 459(0.05?)
459
"= o147 ®
n = 213.737 @)

3.2 Sampling design and data collection

Therefore, the total number of 214 SME suppliers (from approximated value of equation (4))
was included in our study. Also, the simple random sampling technique selected 214
respondents from 459 SME suppliers through a lottery technique. It should be noted that each
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sampling (Bryman and Bell, 2011). Thus, the techniques ensured that no biases in the
selection of units of inquiry. We collected cross sectional data between early October 2021 and
mid-December 2021 from managers of surveyed SMEs. Therefore, each manager at the
selected SME was asked to fill out the structured questionnaire. The self-administered
questionnaires were employed as it is relative cheap and do not include the interviewer effects
when respondents are filling them (Bryman and Bell, 2011).

3.3 Measurement of study variables

Measurement items adapted from previous studies were employed in this study. The variable
EXDI between public buyers from public procuring organisations and SME suppliers was
measured in only three items from Le et al. (2018) and Sweeney ef al (2014). PERH was measured
in four items from Asada and Ko (2016) and Sweeney et al. (2014), and TRUS was measured in
four items adapted from Asada and Ko (2016), Le et al (2018) and Ohanian (1990). Also, the
measurement items for WMMD were adapted from Sweeney et al (2012), and the perceived
usefulness of WOM messages (PUWM) was regarded as the influence of the WOM message or
WOM effect, and three items were adapted from Asada and Ko (2016), Hao ef al (2010) and Le
et al. (2020). On the other hand, these measurement items were modified to account for the general
purpose of the study, the specific nature of SME suppliers and the public procurement context in
Tanzania. Finally, survey data was collected for all main variables in a 5-point Likert scale.

3.4 Data analysis

The analysis of the data was conducted through SEM. It is a multivariate technique that
integrates the observed variables (measuring) and unobserved variables (latent) (Ryan, 2020,
Smeda et al, 2018). It combines the simultaneous performance of diverse multivariate methods,
for instance, factor analysis and regression analysis. In addition, SEM accommodates
quantitative measures and behavioural measures such as perceptions, opinions and feelings
(Babin and Svensson, 2012). SEM included two components in this study, namely the
measurement and structural models. First, the measurement model was done by confirmatory
factor analysis (CFA). The pattern of observed variables for the latent construct hypothesised
models of EXDI, TRUS, PERH and WMMD between public procuring organisations and SME
suppliers was portrayed. Through CFA, reliability and validity were determined by using factor
loadings and average variance extracted (AVE). Secondly, SEM employed regression analysis
to test the developed hypotheses and determine the influence of WOM attributes on the message
delivery and perceived usefulness of WOM. Furthermore, the PROCESS macro as
recommended by Hayes (2018) was used to test the mediating effect of WMMD on the
relationship between the attributes of WOM and PUWM.

4. Results

4.1 General characteristics of respondents

As shown in Table 1, there are 31 (14.5%) SME supplier managers who are between the ages
of 25 and 36 years, 125 (58.4%) who are between the ages of 37 and 48 years, and 58 (27.1%)
who are beyond the age of 48 years. Furthermore, according to the statistics, 50 (23.4%) and
164 (76.6%) of those who answered the survey had completed their secondary and college
level of education, respectively. Thus, they can effectively process information from public
procurement tendering processes and WOM messages. Meanwhile, the study revealed that
most surveyed SME suppliers provide furniture, consumables and office equipment,
accounting for 184 (86%) SME suppliers. These items are mostly considered important
common use items (CUIS) in the public procurement environment of Tanzania.
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Table 1.
Respondents’ general
characteristics

Items Frequency Percentage (%)

Age of manager of SME supplier

25-36 years 31 145
37-48 years 125 584
49+ years 58 27.1
Total 214 100
Level of education

Secondary level 50 234
College level 164 76.6
Total 214 100
Type of SME suppliers

Furniture suppliers 91 425
Motor vehicle and spare parts suppliers 12 56
Consumable and office equipment 93 435
Food and refreshments 12 5.6
Kitchen appliances 6 28
Total 214 100

Source(s): Survey data (2021)

4.2 Preliminary analysis

To examine the internal consistency reliability, Cronbach’s alpha coefficients were used,
under which values of 0.7 and above were considered to be reliable (Tavakol and Dennick,
2011). Table 2 shows that all the constructs have values above the threshold, and hence
internal consistency was considered to be achieved. Construct reliability that assumes values
of 0.7 and above was achieved as all values of the study constructs were above 0.7 (Hair et al,
2011). Also, convergent and discriminant validity were achieved after running the CFA,
under which the values of AVE were considered within the range. Convergent validity is
achieved when the value of AVE is greater than 0.5. Results in Table 2 show that all AVE
values are within an acceptable range (furthermore, factor loadings from all measured items
are above 0.5; see Figure 1 and Table 2). On the other hand, discriminant validity was
achieved as the square roots of AVE of all variables in the diagonal element (italicised values
in Table 3) were greater than the correlation between variables (Fornell and Larcker, 1981).
Moreover, the value of maximum shared variance (MSV) for each construct was less than the
value of its respective AVE, indicating that discriminant validity was achieved (see Table 3)
(Fornell and Larcker, 1981). Results on the CFA show that CMIN/DF (chi-square fit statistics/
degree of freedom) = 1.332, CFI (comparative-of-fit index) = 0.980, TLI (Tucker-Lewis
index) = 0.975, IFI (incremental fix index) = 0.980, RFI (relative fit index) = 0.908, NFI
(normed fix index) = 0.925, GFI (goodness-of-fit index) = 0.925, and RMSEA (root mean
square error of approximation) = 0.039. These model fit indices from the CFA are within an
acceptable range (Fabrigar et al, 1999; Hooper ef al., 2008).

4.3 Structural model and testing of hypotheses

Path analysis was used in this study to evaluate and validate the proposed structural model, as
well as to evaluate the relationship between the variables of the study (see Figure 2). The model fit
indices are CMIN/DF = 1.441, CFI = 0972, TLI = 0.967, IFI = 0.972, RFI = 0.900, NFI = 0915,
GFI = 0914, RMSEA = 0.046, which indicate the adequacy of the structural model goodness of
fit (Hooper et al, 2008). Therefore, the results support the proposed structural model, and as a
result, the model has been accepted. Using path analysis, we established the structural
relationship and tested the first four study hypotheses we had developed.



Cronbach  Construct

Constructs/Indicators Loadings AVE alpha reliability
Expertise differential (EXDI) 0.654 0.842 0.849
. I describe the person who provided me this 0.745

information as an expert (EXDI1)
. I describe the person who provided me the 0914

information as experienced (EXDI2)
. I describe the person who gave me information 0.756

as knowledgeable (EXDI1)
Perceptual homophily (PERH) 0.558 0.832 0.834
. We share a similar outlook on life, both me and 0.665

the person who gave me the message (PERH1)
. We have similar likes and dislikes, both me and 0.729

the person who gave me the message (PERH2)
. We share common interests, both me and the 0.856

person who gave me the message (PERH3)
. We share a similar experience, both me and the 0.726

person who gave me the message (PERH4)
Trustworthiness (TRUS) 0.541 0.824 0.825
. The person who provided me the message was 0.718

honest (TRUSI)
. The person who provided the message was 0.688

reliable (TRUS2)
. The person who provided the message was 0.789

sincere (TRUS3)
. The person who provided the message was 0.746

trustworthy (TRUS4)
WOM message delivery (WMMD) 0.765 0927 0.929
. The received message was delivered in a reliable 0.820

manner (WMMD1)
. The received message was delivered in a 0.861

friendly manner (WMMD2)
° The received message was informatively 0.937

(WMMD3)
. The received message was delivered in a 0.877

descriptive way (WMMD4)
Perceived usefulness of WOM (PUWM) 0.709 0.876 0.879
. My decision to participate in public procurement 0.819

opportunities was influenced by the provided

recommendation (PUWM]I)
. The message mentioned useful things that [ had 0.901

not thought of when participating in public

procurement opportunities (PUWM2)
° I was able to participate in public procurement 0.803

opportunities thanks to the recommendation I
received (PUWMB3)

Source(s): SPSS output
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Table 2.
Measurements of
constructs, factor

loadings, AVE,
reliability and validity

4.3.1 Expertise differential and WOM message delivery. The study hypothesised that HI:
EXDI between public buyers and SME suppliers significantly influences WMMD. Results
presented in Table 4 show that the EXDI between public buyers (senders) and SME suppliers
(receivers) is statistically significant and positively related to WMMD (g = 0.198, p = 0.020).
A unit increase in EXDI between the parties (public buyers and suppliers) increases WMMD

by 19.8%.
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Figure 1.
The CFA for study
constructs

Table 3.
Discriminant validity
(Fornell-Larcker
criterion)
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Relationships between study variables Estimate SE. CR. P
WMMD - EXDI 0.198 0.085 2.322 0.020
WMMD - PERH 0.209 0.088 2.380 0.017
WMMD - TRUS 0.665 0.123 5.391 s
PUWM - WMMD 0455 0.065 6948 sl

Note(s): *** denotes p < 0.001
Source(s): SPSS output
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Figure 2.
Structural model for
study variables

Table 4.

Regression weights for
relationships between
study variables

4.3.2 Perceptual homophily and WOM message delivery. Also, “H2: PERH between public
buyers and SME suppliers significantly influences WMMD” is accepted as results in Table 4
show that the relationship between PERH and WMMD is positive and significant (3 = 0.209,
p = 0.017). WMMD goes up by 20.9% for every unit of increased PERH between public
buyers and SME suppliers.

4.3.3 Trustworthiness and WOM message delivery. The hypothesis that states that “H3:
TRUS between public buyers and SME suppliers significantly influences WMMD” is accepted
(B = 0.665, p < 0.001). This means that if SME suppliers on the WOM make public buyers
more trustworthy by one unit, the WMMD goes up by about 66.5%.

4.3.4 WOM message delivery and the perceived usefulness of WOM. Table 4 shows that
WMMD is significantly and positively related to PUWM (8 = 0.455, p < 0.001). This result
implies that the hypothesis “H4: WMMD between public buyers and SME suppliers
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Table 5.

Direct and indirect
effects of study
variables

2

significantly influences the perceived usefulness of WOM” is accepted. As a result, a unit
increase in WMMD increases PUWM by 45.5%.

4.3.5 Testing of mediation effect. A simple mediation was conducted to test H5: WOM
significantly mediates the relationship between WMMD and the perceived usefulness of
WOM, whereby EXDI, PERH and TRUS were aggregated to formulate a new score for WOM
attributes regressed to WMMD and PUWM. Results presented in Table 5 show the direct and
indirect effects of the variables under study. So, to determine the indirect effects through the
mediator variable of the study (WMMD), bootstrap confidence intervals were estimated
based on 5,000 bootstrap samples.

In the first regression, WOM attributes as a variable are statistically significant and have
a positive relationship with WMMD (8 = 0.7598, p < 0.001). So, the value of # = 0.7598 shows
that WOM attributes have a direct effect on WMMD in the path model. Both WOM attributes
(B = 0.3042, p = 0.0083) and WMMD (B = 0.4046, p < 0.001) are statistically significant and
positive predictors of PUWM in the second regression. Therefore, the values of 4 from both
variables present direct effect on PUWM within the path model.

Furthermore, bootstrap and confidence intervals were used to ascertain the indirect effect. As
a result, the unstandardized indirect effect (0.3074) of WMMD is obtained (the product of 0.7598
and 0.4046) from the previous two models. Furthermore, with the bootstrapping confidence
intervals ranging from BootL.LCI = 0.1796 to BootULCI = 0.4516. Since the produced bootstrap
confidence intervals are entirely above zero, it indicates a statistically significant and positive
indirect effect (0.3074, BootCI 0.1796 to 0.4516) of WMMD to support the mediation of WMMD
on the relationship between WOM attributes and PUWM.

5. Discussion and conclusion

The primary purpose of this study was to examine how the concept of WOM is useful in the
context of SME suppliers’ participation in public procurement. The purpose of the study was
to contribute to the growing body of empirical research on the concept of WOM in marketing
and usefully in other fields (Amani, 2022a; Lisjak et al,, 2021; Zhang et al., 2022) and adding to
the nature of market interactions between public buyers and suppliers (Holma et al,, 2022).
This was accomplished by including SME suppliers in the context of public procurement in
Tanzania. The current study produces interesting conclusions regarding the concept of
WOM. EXDI, PERH and TRUS as important attributes of WOM relate to WMMD and later to
PUWM. Getting SME suppliers involved in public procurement could help public
procurement practitioners and researchers who want to learn more about how information
is shared and how SME suppliers are involved in public procurement.

Structural path Unstandardized coefficients  Standardised coefficients P 95% CI

Direct effects

WOMA ttr—WMMD 0.7598 0.4067 wkk - ().5287-0.9909

WOMAttr—PUWM 0.3042 0.1714 0.0083  0.0790-0.5294

WMMD—-PUWM 0.4046 0.4260 wekE().2841-0.5252
Effect BootSE BootLLCI BootULCI

Indirect effects

WMMD 0.3074 0.0699 0.1796 04516

Note(s): **** denotes p < 0.001
Source(s): SPSS output
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in the level of communication in the form of information sharing among customers in relation
to their personal experiences after using the product or service, the findings from this study
focus on SMES’ role in public procurement. As a result, the findings of this study can have a
variety of benefits, one of which is that they can provide an avenue for procurement
practitioners to facilitate the sharing of necessary information through the provision of
positive WOM, thereby enabling suppliers to participate in public procurement
opportunities. Second, because studies on WOM in public procurement are scarce, this
study can provide empirical evidence for theoretical development, particularly by extending
the applicability of prospect theory in public procurement in the Tanzanian context, and in
precise by demonstrating that it can be applied to WOM concerning SME suppliers in public
procurement. Considering that individuals in SME suppliers in public procurement react
differently depending on how valuable they believe WOM is, the theory contributes to
empirical evidence in understanding why perceived advantages are favoured over losses.
According to the study’s findings, the EXDI, PERH and TRUS between public buyers and
SME suppliers improve the perceived gains for high-quality message delivery and, as a
result, the perceived usefulness of WOM from the receiver’s point of view.

The study conducted by Amani (2022a) revealed that WOM determinants significantly
determine the WMMDfor the choice of pursued university degree among undergraduate
students. Also, the message delivery determines the perceived usefulness of WOM among the
surveyed students. Though the results from this study align with our findings, this study was
conducted in a different context (higher learning institutions in Tanzania). The context is
different because we conducted the study on the influence of WOM attributes on the WMNMD
and also the influence of WMMD on the perceived usefulness of WOM. The study was
conducted in the context of public procurement in Tanzania, where there is scant evidence for
the application of WOM due to regulatory constraints. Through the use of WOM, the study
contributes to the on-going debate in Tanzania about the participation of SMEs in public
procurement (Israel and Kazungu, 2019; Panga and Kazungu, 2015).

Therefore, the uniqueness of our study is in the context under which it was conducted. The
study cemented the application of WOM in the context of public procurement to SME suppliers.
Since WOM is considered a form of referral communication among members, this study
suggests that suppliers can receive information that makes them refer to a certain public
procurement opportunity that is advertised. The use of reference information is important in
business and specifically in marketing, as reference information has been associated with the
decision-making process (Salminen and Moller, 2004). Hence, our findings pave the way for the
applicability of WOM to the involvement of SME suppliers in public procurement.

This study emphasises that SME suppliers are more likely to participate in public
procurement tenders when they perceive that information from public buyers is positive
towards their quest. Information sharing between public buyers and suppliers is paramount
(Callens et al,, 2022; Changalima ef al., 2021a). These studies support the findings of our study as
they highlight the importance of information sharing between public buyers and SME suppliers.
In a similar context, WOM communication is considered a form of information sharing between
people (Lee et al, 2013; Sweeney et al, 2008), sometimes excluding formal communications
(Mehrad and Mohammadi, 2017). The results of the current study give people who work in
public procurement a way to make it easier for SMEs to get the information they need through
positive WOM so that they can take part in public procurement opportunities.

6. Theoretical implications
We investigated the perceived usefulness of WOM in increasing the participation of SMEs in
Tanzanian public procurement opportunities. Therefore, this study contributes to the existing
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literature on the participation of SMEs in public procurement opportunities (Akenroye et al,
2022; Liu et al.,, 2020; Di Mauro et al, 2020; Orser et al, 2021; Soong et al., 2020) and how suppliers
and buyers interact in public procurement (Changalima et al, 2021a; Holma et al, 2022; McKevitt
and Davis, 2014). Furthermore, our findings contribute to the growing body of literature on the
application of the WOM concept from marketing to other disciplines.

This study was done in Tanzania to find out how important WOM is to SME suppliers
when it comes to making decisions related to public procurement participation. This adds to
the already existing body of knowledge about WOM (Amani, 2022a; Farzin and Fattahi, 2018;
Le et al, 2018, 2020; Makvandi and Farzin, 2022; Segota et al., 2021; Siddiqui et al., 2021).
Prospect theory emphasises the decision-making process, which is based on choosing
between options and can be influenced by biases. Our findings contribute to the theory by
demonstrating how WOM can help SMEs decide whether or not to participate in public
procurement opportunities. When competing for public procurement opportunities, SMEs
can make better decisions if public buyers share information with them effectively.

7. Managerial implications

In general, the current study has important managerial implications in the context of public
procurement for both suppliers and buyers. Managers of SMEs who participate in public
procurement opportunities should consider the information obtained from public buyers
during the procurement process, both formal and informal. Our findings suggest that using
WOM marketing in the context of public procurement can help achieve this. Public buyers
from public procuring organisations should also make sure that they are sharing the
necessary information with willing suppliers. Similarly, information about available public
procurement opportunities can be disseminated at official and unofficial gatherings where
such information is made available.

It is suggested that procurement practitioners interact with suppliers in a way that does
not detract from the overall goal of public procurement in this context. Therefore, extreme
caution should be exercised to ensure that these interactions and gatherings do not have a
negative impact on the legal framework in question. Furthermore, as revealed in previous
studies, WOM is also advantageous and is considered a new form of advertising. Therefore,
using WOM can help to resolve the problem of a lack of competitive bids and a smaller
number of participants, particularly for SMEs in public procurement opportunities. Public
organisations can make sure that SMEs are well represented in the bidding process by
spreading information and encouraging them to bid by spreading positive WOM to them.

8. Limitations and future research suggestions
Even though we successfully achieved the overall goal of our study, it has some limitations
that need to be addressed. The use of cross-sectional research design limited our study in
terms of its impossibility of determining whether collected opinions persist over time as we
collected cross-sectional survey data. Additionally, we investigated the receiver perspective
of WOV, in which SME suppliers who only supply CUIS (furniture, motor vehicle and spare
parts, consumables and office equipment, food and refreshments, and kitchen appliances)
were contacted to obtain information about their opinions on the subject. Although we
attempted to reach as wide a range of representatives as possible in the survey areas, we
could not do so due to a lack of reliable data, limiting the number of participants in our sample.
In this regard, future research should emphasise the application of longitudinal studies to
establish the consistency of estimations taken over a given period, as previously stated. This
may provide important findings to supplement the current study’s findings in areas where
the current study’s findings are limited. Furthermore, as our study centres on the receiver’s



perspective, future research can be done by considering opinions from the sender’s Unravelling the

perspective (public buyers). This may provide an avenue for obtaining opinions from the
sender on the applicability of WOM in public procurement. Future studies could focus on
involving tenderers for the procurement of works, primarily large construction firms that
participate in procurement for works by public procuring organisations in the context of
construction projects, to broaden the range of bidders in the field. Furthermore, other studies
may look at suppliers of different lines of products than those we contacted during the data
collection period.

References

Abdellaoui, M., Bleichrodt, H. and Paraschiv, C. (2007), “Loss aversion under prospect theory:
a parameter-free measurement”, Management Science, Vol. 53 No. 10, pp. 1659-1674.

Akenroye, T. Owens, JD. Oyegoke, AS., Elbaz, ], Belal, HM. and Jebli, F. (2022), “SME’s
disinclination towards subcontracting in the public sector markets: an attributional
perspective”, Journal of Public Procurement, Vol. 22 No. 2, pp. 109-127.

Amani, D. (2022a), “I have to choose this university: understanding perceived usefulness of word of
mouth (WOM) in choosing universities among students of higher education”, Services
Marketing Quarterly, Vol. 43 No. 1, pp. 1-16.

Amani, D. (2022b), “It's mine, that’s why I speak: destination brand psychological ownership as a
mediator of the link between social media brand engagement and local residents’ voice
behavior”, Cogent Business and Management, Vol. 9 No. 1, pp. 1-23.

Ancarani, A., Di Mauro, C., Hartley, T. and T4trai, T. (2019), “A comparative analysis of SME friendly
public procurement: results from Canada, Hungary and Italy”, International Journal of Public
Administration, Vol. 42 No. 13, pp. 1106-1121.

Asada, A. and Ko, Y J. (2016), “Determinants of word-of-mouth influence in sport viewership”, Journal
of Sport Management, Vol. 30 No. 2, pp. 192-206.

Babin, B]J. and Svensson, G. (2012), “Structural equation modeling in social science research: issues of
validity and reliability in the research process”, European Business Review, Vol. 24 No. 4,
pp. 320-330.

Bartschat, M., Cziehso, G. and Hennig-Thurau, T. (2022), “Searching for word of mouth in the digital
age: determinants of consumers’ uses of face-to-face information, internet opinion sites, and
social media”, Journal of Business Research, Vol. 141, pp. 393-409.

Bastos, W. and Moore, S.G. (2021), “Making word-of-mouth impactful: why consumers react more to
WOM about experiential than material purchases”, Journal of Business Research, Vol. 130,
pp. 110-123.

Brown, J.J. and Reingen, P.H. (1987), “Social ties and word-of-mouth referral behavior”, Journal of
Consumer Research, Vol. 14 No. 3, pp. 350-362.

Bryman, A. and Bell, E. (2011), Business Research Methods, 3rd ed., Oxford University Press,
New York.

Callens, C., Verhoest, K. and Boon, J. (2022), “Combined effects of procurement and collaboration on
innovation in public-private-partnerships: a qualitative comparative analysis of 24
infrastructure projects”, Public Management Review, Vol. 24 No. 6, pp. 860-881.

Caraka, R.E., Kurniawan, R., Nasution, B.I,, Jamilatuzzahro, ]., Gio, P.U., Basyuni, M. and Pardamean,
B. (2021), “Micro, small, and medium enterprises’ business vulnerability cluster in Indonesia: an
analysis using optimized fuzzy geodemographic clustering”, Sustainability (Switzerland), Vol. 13
No. 14, pp. 1-17.

Changalima, LA, Ismail, IJ. and Mchopa, A.D. (2021a), “A review of the forms, rationale, and
challenges of supplier development in public procurement: lessons for public buyers in
Tanzania”, Future Business Journal, Vol. 7 No. 1, pp. 1-10.

perceived
usefulness of
WOM

203




19,2

204

Changalima, I.A., Mushi, G.O. and Mwaiseje, S.S. (2021b), “Procurement planning as a strategic tool
for public procurement effectiveness: experience from selected public procuring entities in
Dodoma city, Tanzania”, Journal of Public Procurement, Vol. 21 No. 1, pp. 37-52.

Changalima, L.A., Mchopa, A.D. and Ismail, 1]. (2022), “Supplier development and public procurement
performance: does contract management difficulty matter?”, Cogent Business and Management,
Vol. 9 No. 1, p. 2108224.

Chawdhary, R. and Weber, L. (2021), “Investigating the effectiveness of received offline word of
mouth: role of acquired and ascribed homophily”, FIIB Business Review, ahead-of-print, pp. 1-13,
doi: 10.1177/23197145211059268.

Cooley, D. and Parks-Yancy, R. (2019), “The effect of social media on perceived information credibility
and decision making”, Journal of Internet Commerce, Vol. 18 No. 3, pp. 249-269.

Dalla-Pria, L. and Rodriguez-de-Dios, 1. (2022), “CSR communication on social media: the impact of
source and framing on message credibility, corporate reputation and WOM”, Corporate
Communications: An International Journal, Vol. 27 No. 3, pp. 543-557.

Di Mauro, C., Ancarani, A. and Hartley, T. (2020), “Unravelling SMES’ participation and success in
public procurement”, Journal of Public Procurement, Vol. 20 No. 4, pp. 377-401.

Fabrigar, LR., Wegener, D.T., MacCallum, R.C. and Strahan, EJ. (1999), “Evaluating the use of exploratory
factor analysis in psychological research”, Psychological Methods, Vol. 4 No. 3, pp. 272-299.

Farzin, M. and Fattahi, M. (2018), “¢eWOM through social networking sites and impact on purchase
intention and brand image in Iran”, Journal of Advances in Management Research, Vol. 15 No. 2,
pp. 161-183.

Farzin, M., Sadeghi, M., Kharkeshi, Y., Ruholahpur, H. and Fattahi, M. (2021), “Extending UTAUTZ2 in
M-banking adoption and actual use behavior: does WOM communication matter?”, Asian
Journal of Economics and Banking, Emerald Publishing, Vol. 5 No. 2, pp. 136-157.

Fornell, C. and Larcker, D.F. (1981), “Evaluating structural equation models with unobservable
variables and measurement error”, Journal of Marketing Research, Vol. 18 No. 1, pp. 39-50.

Gitari, M.W. and Kabare, K. (2014), “Factors affecting access to procurement opportunities in public
secondary schools by small and medium enterprises in Kenya: a survey of Limuru Sub-county”,
International Journal of Current Business and Social Sciences, Vol. 1 No. 2, pp. 220-250.

Hair, J.F., Ringle, CM. and Sarstedt, M. (2011), “PLS-SEM: indeed a silver bullet”, Journal of Marketing
Theory and Practice, Vol. 19 No. 2, pp. 139-151.

Hao, Y.Y,, Ye, Q, Li, YJ. and Cheng, Z. (2010), “How does the valence of online consumer reviews
matter in consumer decision making? Differences between search goods and experience goods”,
Proceedings of the Annual Hawaii International Conference on System Sciences, pp. 1-10.

Harland, C,, Telgen, ]J. and Callender, G. (2013), “International research study of public procurement”,
in The SAGE Handbook of Strategic Supply Management, pp. 374-401.

Hayes, AF. (2018), Introduction to Mediation, Moderation, and Conditional Process Analysis:
A Regression-Based Approach, 2nd ed., The Guilford Press, New York.

Holma, A.-M., @stensen, M.W., Holmen, E. and de Boer, L. (2022), “Market dialogue in public
procurement: buyer-supplier interfaces and relational abilities”, Industrial Marketing
Management, Elsevier, Vol. 104, pp. 51-67.

Hooper, D., Coughlan, J. and Mullen, M.R. (2008), “Structural equation modelling: guidelines for
determining model fit”, Electronic Journal of Business Research Methods, Vol. 6 No. 1, pp. 53-60.

Ismail, 1.]. (2022a), “Entrepreneurial start-up motivations and growth of small and medium enterprises
in Tanzania: the role of entrepreneur’s personality traits”, FIIB Business Review, Vol. 11 No. 1,
pp. 79-93.

Ismail, 1. (2022b), “Imported or locally made products? Building customers’ resilience to negative
word of mouth (NWOM) about locally made products: mediation of message quality in
Tanzania”, Cogent Business and Management, Vol. 9 No. 1, doi: 10.1080/23311975.2022.2079168.


https://doi.org/10.1177/23197145211059268
https://doi.org/10.1080/23311975.2022.2079168

Israel, B. (2021), “Unlocking public procurement from corruption: examining the role of ethical training
and education in selected LGAs, Tanzania”, European Journal of Education Studies, Vol. 8
No. 1, pp. 51-63.

Israel, B. and Kazungu, L. (2019), “The role of public procurement in enhancing growth of small and
medium sized- enterprises: experience from mbeya Tanzania”, Journal of Business Management
and Economic Research, Vol. 3 No. 1, pp. 17-27.

Kahneman, D. and Tversky, A. (1979), “Prospect theory: an analysis of decision under risk”,
Econometrica, Vol. 47 No. 2, pp. 263-292.

Kim, S., Kandampully, J. and Bilgihan, A. (2018), “The influence of eWOM communications: an application
of online social network framework”, Computers in Human Behavior, Vol. 80, pp. 243-254.

Le, T.D., Dobele, A.R. and Robinson, L.J. (2018), “WOM source characteristics and message quality: the
receiver perspective”, Marketing Intelligence and Planning, Vol. 36 No. 4, pp. 440-454.

Le, T.D., Robinson, L.J. and Dobele, A.R. (2020), “Word-of-mouth information processing routes: the
mediating role of message and source characteristics”, Journal of Consumer Behaviour, Vol. 19
No. 2, pp. 171-181.

Lee, SH., Noh, SE. and Kim, HW. (2013), “A mixed methods approach to electronic word-of-mouth in
the open-market context”, International Journal of Information Management, Vol. 33 No. 4, pp.
687-696.

Lisjak, M., Bonezzi, A. and Rucker, D.D. (2021), “How marketing perks influence word of mouth”,
Journal of Marketing, Vol. 85 No. 5, pp. 128-144.

Liy, ], Liu, Y, Ma, Y. and Xie, G. (2020), “Promoting SMEs friendly public procurement (SFPP)
practice in developing country: the regulation and policy motivator and beyond”, The Social
Science Journal, pp. 1-20, doi: 10.1080/03623319.2020.1799180.

Loader, K. (2015), “SME suppliers and the challenge of public procurement: evidence revealed by a UK
government online feedback facility”, Journal of Purchasing and Supply Management, Vol. 21
No. 2, pp. 103-112.

Mahuwi, L.T. and Panga, F.P. (2020), “Procurement best practices and performance of public
institutions in Tanzania: experience from higher learning institutions”, East African Journal of
Social and Applied Sciences, Vol. 2 No. 2, pp. 197-207.

Mai, E.(Shirley) and Liao, Y. (2022), “The interplay of word-of-mouth and customer value on B2B sales
performance in a digital platform: an expectancy value theory perspective”, Journal of Business
and Industrial Marketing, Vol. 37 No. 7, pp. 1389-1401.

Mainolfi, G. and Vergura, D.T. (2022), “The influence of fashion blogger credibility, engagement and
homophily on intentions to buy and e-WOM. Results of a binational study”, Journal of Fashion
Marketing and Management, Vol. 26 No. 3, pp. 473-494.

Makvandi, R. and Farzin, M. (2022), “Applying qualitative approach to identify the characteristics of
effective messages in eWOM communications”, Management Matters, Vol. 19 No. 1, pp. 1-12.

McKevitt, D.M. and Davis, P. (2014), “Supplier development and public procurement: allies, coaches
and bedfellows”, International Journal of Public Sector Management, Vol. 27 No. 7, pp. 550-563.

Medzhybovska, N. and Lew, A. (2019), “Micro businesses participation in public procurement:
evidence from Ukraine”, Economics and Sociology, Vol. 12 No. 3, pp. 98-113.

Mehrad, D. and Mohammadi, S. (2017), “Word of Mouth impact on the adoption of mobile banking in
Iran”, Telematics and Informatics, Vol. 34 No. 7, pp. 1351-1363.

Miladenovi¢, D., Bruni, R. and Kalia, P. (2021), “Social and demographic predictors of consumers’ word
of mouth engagement in Czechia”, Journal of International Consumer Marketing, Vol. 33 No. 4,
pp. 418-433.

Molinari, LK., Abratt, R. and Dion, P. (2008), “Satisfaction, quality and value and effects on
repurchase and positive word-of-mouth behavioral intentions in a B2B services context”,
Journal of Services Marketing, Vol. 22 No. 5, pp. 363-373.

Unravelling the
perceived
usefulness of
WOM

205



https://doi.org/10.1080/03623319.2020.1799180

19,2

206

Mukhopadhyay, S., Pandey, R. and Rishi, B. (2022), “Electronic word of mouth (¢WOM) research — a
comparative bibliometric analysis and future research insight”, Journal of Hospitality and
Tourism Insights, Vol. ahead-of-print, doi: 10.1108/JHTI-07-2021-0174.

Murray, KB. (1991), “A test of services marketing theory: consumer information acquisition
activities”, Journal of Marketing, Vol. 55 No. 1, pp. 10-25.

Mushi, G.O., Mwaiseje, S.S. and Changalima, I.A. (2021), “Impact of buyer-supplier relationships
on organisational performance: experience from grapes processing industries in
dodoma region, Tanzania”, Journal of Co-operative and Business Studies, Vol. 6 No. 1,
pp. 177-187.

Mwagike, LR. and Changalima, LA. (2022), “Procurement professionals’ perceptions of skills and
attributes of procurement negotiators: a cross-sectional survey in Tanzania”, Infernational
Journal of Public Sector Management, Vol. 35 No. 1, pp. 94-109.

Namagembe, S., Mpeera, J.N. and Kalid, A. (2021), “An examination of SME involvement in
public procurement under bid lot sizing”, Journal of Public Procurement, Vol. 21 No. 4,
pp. 370-398.

Ohanian, R. (1990), “Construction and validation of a scale to measure celebrity endorsers’ perceived
expertise, trustworthiness, and attractiveness”, Journal of Advertising, Vol. 19 No. 3, pp. 39-52.

Orser, B., Liao, X,, Diane), Riding, A.L., Duong, Q. and Catimel, J. (2021), “Gender-responsive public
procurement: strategies to support women-owned enterprises”, Journal of Public Procurement,
Vol. 21 No. 3, pp. 260-284.

Panga, F.P. and Kazungu, L. (2015), “Empowering small and medium enterprises (SMEs) to harness
public procurement opportunities: experience from mwanza Tanzania”, International Journal of
Economics, Commerce and Management, Vol. 3 No. 3, pp. 1-14.

Park, H.Y. and Chang, SR. (2022), “When and how brands affect importance of product attributes in
consumer decision process”, European Journal of Marketing, Vol. 56 No. 13, pp. 1-25.

Park, ], Hyun, H. and Thavisay, T. (2021), “A study of antecedents and outcomes of social media
WOM towards luxury brand purchase intention”, Journal of Retailing and Consumer Services,
Vol. 58, 102272.

Petty, RE. and Cacioppo, J.T. (1986), “The elaboration likelihood model of persuasion”, Advances in
Experimental Social Psychology, Vol. 19, pp. 123-205, doi: 10.1016/S0065-2601(08)60214-2.

Rajendran, R.P. and Arun, CJ. (2020), “A conceptual framework on the influence of authenticity in
advertising and positive electronic word of mouth on customer satisfaction”, Academy of
Marketing Studies Journal, Vol. 24 No. 3, pp. 1-10.

Rajendran, R.P. and Arun, CJ. (2021a), “The effect of sport nostalgia on discrete positive emotions,
positive eWOM, and revisit intention of sport tourists: a conceptual framework”, International
Journal of Business and Economics, Vol. 6 No. 2, pp. 232-248.

Rajendran, R.P. and Arun, CJ. (2021b), “The effect of consumer confusion proneness on intention to
recommend the role of discrete emotions”, Academy of Marketing Studies Journal, Vol. 25
No. 3, pp. 1-6.

Ried, L., Eckerd, S., Kaufmann, L. and Carter, C. (2021), “Spillover effects of information leakages in
buyer—supplier-supplier triads”, Journal of Operations Management, Vol. 67 No. 3, pp. 280-306.

Ryan, C. (2020), “Refereeing articles including SEM — what should referees look for?”, Tourism
Critiques: Practice and Theory, Vol. 1 No. 1, pp. 47-61.

Saastamoinen, J., Rejjonen, H. and Tammi, T. (2018), “Should SMEs pursue public procurement to
improve innovative performance?”, Technovation, Vol. 69, pp. 2-14.

Salminen, R.T. and Moller, K.E. (2004), “Use of references in industrial bidding — a decision process
analysis”, Journal of Marketing Management, Vol. 20 Nos 1-2, pp. 133-156.

Saunders, M., Lewis, P. and Thornhill, A. (2019), Research Methods for Business Students, 8th ed.,
Pearson Education, Harlow.


https://doi.org/10.1108/JHTI-07-2021-0174
https://doi.org/10.1016/S0065-2601(08)60214-2

Segota, T., Chen, N. and Golja, T. (2021), “The impact of self-congruity and evaluation of the place on
WOM: perspectives of tourism destination residents”, Journal of Travel Research, Vol. 61 No. 4,
pp. 800-817.

ShabbirHusain, R.V. and Varshney, S. (2022), “Investigating combined effect of WOM and eWOM.: role
of message valence”, Journal of Consumer Marketing, Vol. 39 No. 2, pp. 180-190.

Siddiqui, M.S,, Siddiqui, U.A., Khan, M.A., Alkandi, 1.G., Saxena, AK. and Siddiqui, J.H. (2021),
“Creating electronic word of mouth credibility through social networking sites and determining
its impact on brand image and online purchase intentions in India”, Journal of Theoretical and
Applied Electronic Commerce Research, Vol. 16 No. 4, pp. 1008-1024.

Siwandeti, M., Sanga, C., Mfanga, A. and Panga, F. (2021), “Vendors’ willingness drivers for
participation in public electronic procurement system, Ilala District, Tanzania”, in Mojekwu,
JN, Thwala, W., Aigbavboa, C., Atepor, L. and Sackey, S. (Eds), Sustainable Education and
Development, Springer, Cham, pp. 445-454, doi: 10.1007/978-3-030-68836-3_38.

Slijepcevic, S., Budak, J. and Rajh, E. (2015), “Challenging competition at public procurement markets:
are SMEs too big to fail? The case of BiH and Croatia”, No. 1504, EIZ Working Papers, Zagreb,
Croatia.

Smeda, A., Shiratuddin, M.F. and Wong, K.W. (2018), “A structural equation modelling approach for
adoption of e-book amongst mathematics and statistics (MAS) students at higher education
institutions in Libya”, The International Journal of Information and Learning Technology,
Vol. 35 No. 4, pp. 240-254.

Soong, KK., Ahmed, EM. and Tan, K.S. (2020), “Factors influencing Malaysian small and medium
enterprises adoption of electronic government procurement”, Journal of Public Procurement,
Vol. 20 No. 1, pp. 38-61.

Sweeney, J.C., Soutar, G.N. and Mazzarol, T. (2008), “Factors influencing word of mouth effectiveness:
receiver perspectives”, European Journal of Marketing, Vol. 42 Nos 3-4, pp. 344-364.

Sweeney, J.C., Soutar, GN. and Mazzarol, T. (2012), “Word of mouth: measuring the power of
individual messages”, European Journal of Marketing, Vol. 46 Nos 1/2, pp. 237-257.

Sweeney, J., Soutar, G. and Mazzarol, T. (2014), “Factors enhancing word-of-mouth influence: positive
and negative service-related messages”, European Journal of Marketing, Vol. 48 Nos 1/2,
pp. 336-359.

Taheri, B, Chalmers, D.,, Wilson, J. and Arshed, N. (2021), “Would you really recommend it?
Antecedents of word-of-mouth in medical tourism”, Tourism Management, Vol. 83, 104209.

Talwar, M., Talwar, S, Kaur, P., Islam, A KM.N. and Dhir, A. (2021), “Positive and negative word of
mouth (WOM) are not necessarily opposites: a reappraisal using the dual factor theory”, Journal
of Retailing and Consumer Services, Vol. 63, 102396.

Tavakol, M. and Dennick, R. (2011), “Making sense of Cronbach’s alpha”, International Journal of
Medical Education, Vol. 2, pp. 53-55.

Tesha, A. and Nsimbila, P.M. (2021), “Determining the participation of the special groups in public
procurement opportunities in Tanzania”, African Journal of Applied Research, Vol. 7
No. 1, pp. 1-16.

Téth, Z., Mrad, M., Itani, O.S., Luo, ]J. and Liu, MJ. (2022), “B2B eWOM on Alibaba: signaling through
online reviews in platform-based social exchange”, Industrial Marketing Management, Elsevier,
Vol. 104, pp. 226-240.

Trusov, M., Bucklin, RE. and Pauwels, K. (2009), “Effects of word-of-mouth versus traditional
marketing: findings from an internet social networking site”, Journal of Marketing, Vol. 73
No. 5, pp. 90-102.

Yamane, T. (1967), Statistics: An Introductory Analysis, 2nd ed., Harper & Row, New York.

Ye, K. and Tekka, R.S. (2020), “A prioritization model of strategies for small and medium firms in less-
developed countries: a Tanzania case”, Advances in Civil Engineering, Vol. 2020, pp. 1-23.

Unravelling the
perceived
usefulness of
WOM

207



https://doi.org/10.1007/978-3-030-68836-3_38

19,2

208

Yoon, Y., Polpanumas, C. and Park, Y.J. (2017), “The impact of word of mouth via twitter on
moviegoers” decisions and film revenues: revisiting prospect theory: how WOM about movies
drives loss-aversion and reference-dependence behaviors”, Journal of Advertising Research,
Vol. 57 No. 2, pp. 144-158.

Yuan, B. and Peluso, AM. (2021), “The influence of word-of-mouth referral on consumers’ purchase
intention: experimental evidence from wechat”, Sustainability, Vol. 13 No. 2, pp. 1-18.

Zhang, C., Tian, Y.X,, Fan, ZP, Liu, Y. and Fan, L.W. (2020), “Product sales forecasting using
macroeconomic indicators and online reviews: a method combining prospect theory and
sentiment analysis”, Soft Computing, Vol. 24 No. 9, pp. 6213-6226.

Zhang, Y., Zhang, ]. and Liu, C. (2022), “Motives for employees communicate positive electronic word
of mouth (eWOM) on social network sites: exploring moderating mechanisms”, Australasian
Marketing Journal, Vol. 30 No. 1, pp. 60-73.

Corresponding author
Ismail Abdi Changalima can be contacted at: changalima@gmail.com

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com


mailto:changalima@gmail.com

	Thank you for sharing! Unravelling the perceived usefulness of word of mouth in public procurement for small and medium ent ...
	Introduction
	Review of literature and hypotheses development
	Prospect theory
	Elaboration likelihood model of persuasion
	WOM and SME supplier participation in public procurement
	Expertise differential between public buyers and SME suppliers and WOM message delivery
	Perceptual homophily between public buyers and SME suppliers and WOM message delivery
	Trustworthiness between the public buyers and SME suppliers and WOM message delivery
	Message delivery and perceived usefulness of WOM
	Mediating role of WOM message delivery on the attributes of WOM and perceived usefulness of WOM


	Methodology
	Study area, research design and sample size
	Sampling design and data collection
	Measurement of study variables
	Data analysis

	Results
	General characteristics of respondents
	Preliminary analysis
	Structural model and testing of hypotheses
	Expertise differential and WOM message delivery
	Perceptual homophily and WOM message delivery
	Trustworthiness and WOM message delivery
	WOM message delivery and the perceived usefulness of WOM
	Testing of mediation effect


	Discussion and conclusion
	Theoretical implications
	Managerial implications
	Limitations and future research suggestions
	References


