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Abstract:

This study examines the mediating effect of attitude on the
relationship between satisfaction and word of mouth, and the
moderating effect of area of residence on the proposed relationships
in the study model. Partial least squares structural equation modeling
was employed to evaluate the measurement model and structural
model, and to compare the links between the two groups (urban vs.
rural). The results show that satisfaction has a direct effect on word
of mouth and an indirect effect through attitude. The results of multi-
group analysis show that area of residence moderates the
relationship between attitude and word of mouth.

Keywords: Word of mouth, Attitude, Satisfaction, Area of
residence.
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