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ABSTRACT

Consumers of modern ages are now becoming less attentive towards traditional
promotion techniques and their focus is now more towards electronic medium. Word of
mouth is known as one to one verbal contact which contains a source of information
about a product or service. Such communication when turns on electronic media
become electronic word of mouth communication. The role of word of mouth
communication in marketing is widely accepted, however, the factors responsible for its
positive effects such as source credibility, message appeal and brand equity have been
neglected in the advertising literature. This study investigated the direct effects of
source credibility, message appeal and brand equity, and the indirect effects of
electronic word of mouth (EWOM) on message receiver purchase intent for the
respective brand. Results of the study reveal that message source credibility, message
appeal and brand equity have significant positive effects on consumers' purchase
intention where as the mediating variable EWOM has also significant positive indirect
effect on consumers' purchase intention. Thus, all the hypothesized relationships of the
study are substantiated. The study provides useful managerial and practical
implications with possible future directions.
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INTRODUCTION
Consumers of modern ages are now becoming less attentive and less aware about
traditional advertising as many companies have focused to decline spending toward
commercial advertising and diverted toward the word of mouth campaigns (Kilby,
2007). Word of mouth is known as one to one verbal contact which contain a source of
information about a product or service such communications when the information
turns on electronic media it become electronic word of mouth communication, it may be
social media or websites or other electronic media (Park, Lee & Han, 2007).Electronic
word of mouth (eWOM) is known as the exchange of knowledge and information by
various consumers who use the same range of products. In eWOM noncommercial
advertising conducted by consumers who have direct experience of the specific product
and its impact on the purchasing decisions of other consumers (Park, Lee & Han, 2007).
Communication by word of mouth plays an important rolein affecting and making
customer manners and behavioral intentions (Xia & Bechwati 2008). Current study uses
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the cell phone industry to generalize the results as the most of ads and conversation on
social mediaabout cell phone brands like Nokia, Samsung, HTC, I phone and
Blackberry are becoming popular. Mostly people use to share their experience in form
of messages on social media about the cell phone in positive or negative way. While
WOM statement to begin with related to the concept of the discussion among consumers
regarding to different products, the global spread of internet marketing is making this a
universal communication by word of mouth less personal form for the both sender and
receiver, so that this is known as eWOM communication (Xia et Bechwati 2008).

Customer with high degree of product involvement are more conscious about the
information about that brand or product and it also calculate all the relative alternatives,
while customers those have the low amount of product involvement don't evaluate
different types of alternatives. So, when the level of product or brand involvement
changes than the perceived risk related with that product purchasing also changes
accordingly discussed by the (Zaichkowsky, 1985). Social judgment theory is another
aspect that has been related with the involvement the results of previous studies shows
that involvement restrained the outcome on consumer approach. Expansion possibility
model (EPM) indicates that the level of participation of consumer information
processing route is associated with a high level of commitment to consumers. a
peripheral route processing of information to consumers by a low level of participation,
with a middle way to process information during the middle way rational thought and
the consumer. Social networking settings like social media and other known websites
offer a chance for organizations and as well as for thecustomer that they have to place the
loaded effectivepoints aboutthatproduct or any brand that may be easily accessible
(Edelman, 2007) and for investigator to comparativelymodestly mark out such WOM
activity and contents (Trusov et al., 2009). The information and the data of this type are
converted into evenmore authoritative when this matches with profit-making online
action of consumers. (Wu & Wang, 2011).

Consumers consider word of mouth communication as more is more effective than
profit-making advertising. For this reason, the influence of WOM is assumed to be
greater than commercial advertisement. The credibility of message source have a high
impact on believability of consumer in the message, it thus implies that consumer give it
much importance where from the information about the product is coming. In other
words it means the credibility of the message source that will further enhance their
purchase intention of that product. More favorable brand attitude and greater purchase
intention has been associated with customer brand equity (Yoo&Donthu, 2001),
however previous studies have not addressed the issue of how eWOM shape the brand
equity as well as purchase intention of such online messages as also suggested by recent
researchers (e.g., Wu & Wang, 2011; Sweeny, Soutar & Mazzarol,2012).

Hence, the purpose of this study is to investigate positive eWOM situation to inspect the
authority of source credibility, message appeal and as well as the brand equity on
purchase intention in the cell phone industry to evaluate how customers response
toward the cell phones when they are bombarded with the online information so called
as eWOM (Sweeny, Soutar & Mazzarol,2012) and to investigate the impact of
electronic word of mouth as a mediator between message source credibility, message
appeal, brand equity and purchase intention. Current paper also explains the elaboration
likelihood model to inspect the moderating impact of product involvement between the
relationship of eWOM and purchase intention.(Wu & Wang, 2011).
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LITERATURE REVIEW

Consumer Purchase Intention:

Consumers' willingness, the probability and possibility to purchase a product is said to
be purchase intention of that consumer (Dodds et al., 1991). The assessments of
products that people place on the internet known as the most significant type of online
word of mouth communication (WOM) and for customers it is progressively frequent to
give the impression of being for online brand or product appraisal when collecting pre-
purchase product, services or brand information and shaping purchase intentions
(Zhang & Tran, 2009). As a result online WOM communications that are placed in such
a gleaming and interactive medium, that is internet may have great impact on brand
image as well as the consumers' purchase intention toward that specific product or brand
been created. It has been suggested that short and efficient information to make a
distinction among the products raises the chances of purchasing that product or brand.
Thus an e-WOM communication must be extremely useful for customers to set up or
build up their buying decision regarding a particular product or brand (Gilly et al. 1998).
The behavioral intention of any individual is formed by the attitudes towards that
behavior. Increase in favorable behavior is due to increase in the favorable attitude and
vice versa. Intention is the indicator of an individual's willingness to accomplish certain
behavior and it is believed to be high priority predecessor of behavior. The more an
individual has favorable attitude towards a product, the more will be the intention to
purchase (Nia & Zaichkowsky, 2000).

Message Source Credibility and Consumers' Purchase Intention:

The word “credibility” simply means believability and the credible source as
“trustworthy” that have “expertise” in their message or whatever they are conveying
(Self, 1996). Source credibility can be assessed by knowing whether the source where
from the message is coming is informational, expert and believable or not (Self, 1996).
Researchers suggest that different types of consumers' attributions have different
impact on persuasion (Laczniak etal. 2001). Specifically, attribution theory states that if
the communicators' attributes are related with the product features, it would may have
more impact on consumers' behavior regarding that product or brand; however if its
review is not matching with the attributes of the receiver, than the purpose of the
message sender fails. Due to this, it is necessary for communicator to send the review of
the product according to the receivers attribute so that the consumer must be influenced
by that review about the product or brand (Sen &Lerman 2007). It is important to note
that the online customer review on the internet can influence the reader mind and it can
change the mind to purchase that specific product or brand and ultimately can increase
the sale of that product service or brand.(Cheung, Luo, Sia& Chen, 2009). As
mentioned by the larger number of researches on the credibility aspects in general, the
most important focal point in the persuasion process is based on the source who
communicates with consumers. His expertise, trustworthiness and credibility have been
found to have strng relationship with consumers purchase behavior (Self, 1996). Hence,
in the online community, it is hypothesized that word of mouth communication by a
credible source through an online medium will positively affect consumers' purchase
inetent for the respective brand.

H1: Message Source credibility significantly impacts the consumer purchase intention.
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Message Appeal:

Numerous researchers have argued that messages regarding to advertising are
categorized in transformational or informational (Wells, 1980; Golan &Zaidner, 2008).
The earlier studies argue that the ads of any product or brand may have concern with the
judgment for that product or reason to purchase to make them aware about that product
or brand. Some later studies argue that the ads are some sort of appeal that has been
produced to play with the emotions or senses of the consumer discussed in the study
(Puto& Wells, 1984). Kotler and Keller (2008) affirmed that the sender of the message
should take into account the types of appeal or messages that they would like to send to
their receivers to acquire the possible response and that advertisement label or message
appeal must have carry some sort of support, agreement, benefits and also a reason due
to that customer must have to sell out concentration toward that call or have to show
some encouragement by purchasing that product or service. They have categorized
these appeals in two forms as stated below.

Review of the internet shows different attributes concerns with the value assessment. It
is important to make a difference among these ads that make it easy for experts and
scholars to review it critically and can gather their responses (Rodgers & Thorson,
2000). Additionally the contents that click the emotions of the customers may have less
effect on the consumer and ultimately the consumer may not spread word of mouth too
much but a supplementary rational appeal that shows the basic needs of the consumer
for a more utilitarian based on these technical and functional aspects of the products and
brands as cell phone (Vaughan, 1980). As such, the following hypothesis is formed.

H2: Message appeal significantly impacts the consumer purchase intention.

Brand Equity:

Throughout all the advertising programs it has been seen that the brand equity related
with the customers may not be affected by the given information by the company rather
than affected by the available information on the internet which is known as eWOM.
Although prior knowledge may be the non-attendance input for calculation of a well
developed brand throughout the word, It has also been seen that external factors may
affect the valuation of the customer toward that specific brand.

Brand equity has been dived into two categorize, that is financial based equity and
customer based equity (Keller, 1993; Chaudhuri, 1995). When we see the financial
prospect, it has also been divided into more factors such that it can be viewed as the
monitory assets and values that has been created by brands since its time of origin
(Bailey & Ball, 2006). It is also been known as the cash flows created by that brand.
Customer based brand equity mainly focuses on the evaluation of consumers' response
to a brand name, how consumers perceive the brand and the perception of the customer
toward that brand. Brand equity is the value auditioned to a specific service or product
by ameticulous brand name (Chaudhuri, 1995).

Customer reaction toward a brand becomes very important when brand equity enhances
the marketing efforts of that brand and ultimately increases the efficiency of the brand
(Keller, 1993). Consumer behavior also produces the brand equity when he shows his
behavior toward that brand positively or negatively. Customer based brand equity is also
explained from the concept of the value added or bestowed by that brand to that
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commodity or product as consumer perceived it for their purchasing. The present
definition of a brand has been conferred by the features or operations that have been
related with that brand; these central features enhance the attractiveness of the simple
product and convert it into a brand (Park & Srinivasan, 1994).

The impact of marketing historically has become more important as a key to understand
the impact of the wider understanding of marketing (Reynolds & Phillips 2005). This is
the reason which has led to making measures capturing parts of brand equity as central
indicators measuring marketing performance (Ambler, 2003). Brand equity has been
consistently found to have positive effects of consumers' brand image and brand recall
(Reynolds & Phillips 2005). Further, these dimensions have also been found to have
significant positive relationship with consumers purchase intent (Yoo & Donthu, 2001).
Thus, based on the available literature arguing in the positive influence of customer
based brand equity as a measure of marketing performance of a company, it is
hypothesized that:

H3: Brand equity has a significant positive impact on consumers' purchase intention.

Electronic Word-of-Mouth:

Word of mouth is known as sharing of message that contain a receiver and sender that
must revolve around some sort of products, service or a brand. The receiver who is
getting this message or word about the brand may not have profitable purpose stated by
many authors (Harrison-Walker, 2001). One of the reasons is because consumers have
strong faith in the non commercial intent of advertising and they believe that the
credibility of WOM is superior than profit-making advertisements (Herr et al., 1991).
The form of interpersonal communication and sharing of information about a brand or
product online have a great impact on the marketers decisions (Hennig-Thurau et al.,
2004). The positive and negative announcement about any product or brand
successfully develop the respective brand image among people and institutions and also
develop their interest in that product through the source of internet and this online
process of marketing influence is known as the electronic word of mouth (Hennig-
Thurau et al., 2004). Due to this reason the intent or message of WOM is considered a
very important reference for consumers to influence their purchase intentions and
ultimately possible purchase behavior (Chevalier & Mayzlin, 2006).

Some past studies have examined the effects of the WOM communication on the
purchase behavior of the consumer. For instance, Chevalier and Mayzlin (2006) found
that online communications significantly influence the behavior of other consumers to
purchase that product from their respective point of sale. However, what factors
accelerates or influences the effects of eWOM. For instance, literature on marketing has
consistently advocated the influence the celebrities, the message appeal, message
sender credibility etc (Hennig-Thurau et al., 2004; Chevalier & Mayzlin, 2006; Severi,
Choon & Nasermoadeli, 2014). The type of appeal and the credibility of the message
sender in advertising have been found to influence consumers brand likeability, their ad-
attitude and purchase intent for the advertised brand (Park & Kim, 2008). Further, as
more favorable brand attitude, greater recall etc forms a positive brand equity, , it is
argued that consumers more favorable brand attitude and greater purchase intent for the
eWOM can be the result of greater credibility of the message sender as well as the
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likeability of the message appeal in the electronic message and this will ultimately form
a more favorable brand equity for the respective brand. Based on this, the following
hypotheses are derived:

H4: Electronic word of mouth mediates the relationship between message source
credibility and consumer purchase intention.

HS5: Electronic word of mouth mediates the relationship between message appeal and
consumer purchase intention.

Hé6: Electronic word of mouth mediates the relationship between Brand equity and
consumer purchase intention.

Product Involvement:

Consumer involvement with product is defined as consumer preferences for a product
or brand based on the different aspects of consumer perception that he wants from that
product (Zaichkowsky, 1985; Mittal, 1995). These aspects may be values, utility or
inheriting needs. The aspect of product involvement has been used as explanatory
variable in the consumer behavior studies extensively (Dholakia, 1998). The level of
involvement determines the in-depth process of consumer behavior by processing
complex cognitive and extensive behavior of the consumer (Chakravarti&Janiszewski,
2003). Product involvement is the level of importance a person has towards a product
and service and it depends upon the persons different interest and values such as point of
concern that customer has for a brand and product or the stage of motivation and also
attractiveness of the product that change the mind of customer (Zaichkowsky, 1985;
Batra& Ray, 1985; Goldsmith & Emmert, 1991).

The concept of product involvement is based on the individual attitude that serve as the
current level of information that consumer have to know about that product to take a
decision either to purchase the product or not (Sherif&Hovland, 1961). The attitude of
the individual pretends that either he has to accept the product or not. Moreover the
consumer degree of involvement has a significant impact on the attitude of the customer
toward that product or brand (Wang & Lee, 2005). Consequently the factor of
involvement has a moderating influence on the customer purchase intentions.
Customers who have a high level of involvement most likely to adopt the middle route
information processing to make an explanation on eWOM aspects to closely attain the
information or extra data for that product.These customers are also keen to take into
account the information about that product or brand that they have reviewed on the
internet. It been noted that the content relevant with the high level of involvement has
more motivation and attention for the review of the product than the low level of
involvement because of the high cost involved with the purchase of the respective
product (Chien et al., 2007). Hence it implies that product involvement level moderates
the effect of eWom on consumers' purchase intention.

H7: Product involvement moderates the relationship between electronic word of mouth
and purchase intention.
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THEORETICAL FRAMEWORK

Product
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H1
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Message Appeal

v

Brand Equity

METHODOLOGY

As electronic word of mouth is the subject of investigation of this study which is mostly
prevalent among the general consumers who cannot be randomized due to their large
size across the whole country. Hence, this study adopted convenient sampling technique
as the most appropriate and feasible sampling technique. Data was collected from
students' respondents in Islamabad and Rawalpindi regarding their experience of
receiving messages or some sort of ads about different mobile brands on their mobile
phones and how the message credibility, message appeal or the equity of brand
influence their purchase intention for the respective brand. Hence, the unit of analysis is
Individual who experienced the information that they have received from message
sender whatever website about the cell phones because target populations of this study
are the cell phone users. A questionnaire survey method was used to collect information
about the measures of the study including message appeal, source credibility and brand
equity. The instrument used was adopted from Wu and Wang (2011) with convenient
sampling technique as the most appropriate and feasible sampling technique as the
general consumers were not able to be randomized due to their large size across the
whole country. Data was analyzed using regression analysis, moderation and mediation
analysis techniques.

RESULTS
Reliability test:

Reliability test are used to check the internal consistency of multiple item that is also
known as Cronbach alpha (Sekaran, 2003). In this study reliability was tested through
Cronbach alpha and reliability of all the measures of the study were much above the
minimum threshold level of 0.6 (Nunnaly, 1978).
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Descriptive Statistics:

Descriptive results show the values of normality of the data by showing standard
deviation, skewness and kurtosis. Mean analysis of each construct of the study is also
shown. The skewness figures for all constructs show that the data is well within the
normal range of normality which is -1to 1. The mean analysis of all variables including
message source credibility, message appeal, brand equity, electronic word of mouth and
purchase intention shows that all have means above the minimum threshold value of 3
which gives a general indication that consumers are affected by electronic word of
mouth promotion.

Table 3: Descriptive Statistics of the Study Constructs

Mean Std. Deviation Skewness Kurtosis
MSC 3.4888 74410 .100 .163 -1.020 324
MAP 3.2054 .81447 -425 .163 -.249 324
BEQ 3.5692 .60935 -.558 .163 S17 324
EWOM 3.4766 49635 -268 .163 -415 324
PIN 4.1339 72118 .063 .163 1.018 324
PINT 3.0357 37712 -.042 .163 1.041 324
Regression analysis:

Regressions analysis used to test the hypothesis of the study. In this study linear
regression analysis is used to test our hypothesis all values are shown in the table.

Table S: Regression Analysis of the Study

UnStd Std
Model B Std. Er . T Sig.
(Constant) 1.19 167 7.114 .000**
MSC 142 .027 281 5.246 .000**
MAP 162 .025 350 6.500 .000%*
BEQ 232 .033 375 6.966 .000**

Note.R?=.368; AR?=.360; F (3,224)=42.734, ** p<0.01 *p<0.05

Regression analysis shows the beta values for each variables of the study, that is,
message source credibility, message appeal and brand equity for their effects on
consumers' purchase intention. As shown in the above table, message source credibility
has a significant impact on consumers' purchase intention (B=0.28, t=15.246, p <0.05).
Hence the hypothesis that message source credibility has a significant influence on
consumers purchase intention is supported. Beta value for message appeal is 0.162 with
asignificance p-value showing that message appeal also significantly affect consumers'
purchase intention (B=0.35,t=6.5,p <0.05). The relationship between greater positive
brand equity and consumers' greater purchase intention was also significant (B=0.37,t
= 6.96, p < 0.05) and hence H3 was also substantiated. The findings of this study
substantiated previous literature in general marketing which states that credibility of the
source, message appeal and customer based brand equity significantly exert positive
effects on consumers purchase intention (Park, Lee & Han, 2007; Wu & Wang, 2011;
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Yoo & Donthu, 2001)

Mediation Hypotheses Result:

The electronic word of mouth (eWOM) was taken as mediating variable between three
independent variables including message source credibility, message appeal and brand
equity as with dependent variable of purchase intention. The Baron and Kenny (1986)
test was run to test the mediation effect as shown in table 6 below. The mediating results
are given below.

Table 6: Mediation Effect of EWOM

Steps v DV R® F Stat B Beta T

1% MSC PINT .368 42.734%* .142 281 5.246
MAP 162 350 6.500
BEQ 232 375 6.966

2 MSC EWOM 280 28.520%* .191 284 4971
MAP .198 322 5.600
BEQ 228 278 4.832

3" EWOM PINT 542 62.499** 544 736 16.200

4™ MSC PINT .610 85.661* .059 116 2.613
MAP .076 .163 3.606
BEQ 132 214 4.802
EWOM 436 .580 11.656

% p< 0,01 *p < 0.05

The above table shows the results of mediation impact of electronic word of mouth
between all independent variables and dependent variable. Baron and Kenny (1986) test
found that consumer purchase intention across all the four paths for the three
independent variables on the purchase intention are highly significant (p<0.05).
Comparing the values of beta (B) and R square of first and fourth path we can see that R2
in first path that is 0.368 have increased in the fourth path that is 0.610 and B value of
independent variables in path forth decreasing down from the 1st steps respectively
from 0.281, 0.350, 0.375 respectively and in 4th step these values are decreasing down
which signifies that eWOM has a significant mediation between all the independent
variables and dependent variables. Thus our hypothesis H4, H5, H6 has been accepted.

Moderation Results:

Product involvement was taken as moderator in this study that moderates the
relationship between electronic word of mouth and consumers' purchase intention in the
cell phone industry context. The testing of H7 was based on the study of (Wu & Zumbo,
2008), that tells the procedure of running moderation analysis while using regression.
The results of moderation are given in the table below.
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Table 7: Moderating Effects of Product Involvement

Steps | IV DV R’ FStat | B Beta |t

1™ EWOM PINT | .542 | 62.499 .544 | 736 16.200

2 EWOM PIN .063 15.032 363 | 252 3.877

31 PIN PINT | .081 19.487 .149 | 284 4414

4" EWOM PINT | .556 | 92.006 502 | 667 12.947
PIN .149 | 284 4414
EWOM*PIN 016 | .139 2.694

The above table shows the moderation effects of product involvement and other
variables of the study including eWOM and purchase intention. All the relationships as
required for checking moderation effects were found significant as can be observed
from the t-values of each step. The R2 value in the first step when electronic word of
mouth is regressed on the purchase intentions is 0.542 that has been increased in the
fourth step when moderator, electronic word of mouth and their interaction term was
regressed on consumer purchase intention that is 0.556 which signifies a significant
moderation effect of product involvement. Hence, the hypothesis that product
involvement significantly moderates the relationship between electronic word of mouth
and purchase intention was supported.

DISCUSSION
A number of studies have been conducted to explore the word of mouth settings in
different contexts which show that how consumers perceive information that they
receive from friends or family members and make their purchase decisions (Anderson,
1998; Harrison-Walker, 2001; Hennig-Thurau et al., 2004). Current study examines the
electronic word of mouth settings in the context of cell phone sector by taking the
recently emerging area of SMS and online context. This study uses the positive setting
of eWOM to check the impact of message source credibility, message appeal and brand
equity on consumer purchase intention whereas product involvement was used as the
moderator in this study.
Message source credibility was found to have significant and positive impact on the
consumer purchase intention so H1 is accepted and this also supports the study of Sen
and Lerman (2007). This means if the source where from receiver is getting the
information is believable and credible according to the perception of the consumer, then
the word of mouth will influence the consumer to purchase that cell phone in the future.
The source has its worth to compel or to change the mind of the receiver for the further
purchasing of the product (Chen etal, 2010).
Message appeal also has positive and significant impact on consumer purchase
intention and so the H2 is also accepted. This also supports the study of Kotler and
Keller (2008), the appeal that is some sort of ad may be emotional or rational, this also
has significant impact while sending a message toward the receiver it click the mind of
reader who want to purchase a cell phone,
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Brand equity is the third independent variable that was found to have significant and
positive impact on the consumer purchase intention in this context. This finding is in
line with Bailey and Ball (2006) who found that when consumer receive a word of
mouth online regarding to cell phone brand they keep in mind the equity of that brand
the worth of that brand whatever they perceive about that message or source but they
also take into account the equity of the respective brand (Keller & Lehman 2006).
H4, HS5, H6 were stating that the electronic word of mouth influence is mediating the
relationship of message source credibility, message appeal, brand equity and consumer
purchase intention. All the hypothesis are accepted. The finding that eWOM is
mediating the relationship of all these independent variables and the purchase intention
supports the study of Sweeny.et al (2012). This implies that while purchasing a cell
phone, the source, the message and brand equity form the electronic word of mouth
which further influence the consumer purchase intention (Wu & Wang, 2011).
Finally, the product involvement was also found a significant moderator in the
relationship of relationship between electronic word of mouth and purchase intention.
This finding is related with the social judgment theory (Sherif & Hovland, 1961).
The study has much valuabe practical marketing implications. According to the finding
of this study the marketing practitioner of fast moving consumer goods or electronic
products such as cell phones can make a website in the host country for their target
market where they can share their experience with their family, friends and relatives to
influence their purchase behavior through word of mouth (WOM). The degree of
involvement can also be used for marketers to make their product according to the
minds of their customers so that they can purchase the product while involving in the
advertising or product of that company. Electronic word of mouth (eWOM) about a
specific brand can be used in the advertising appeal to make them believe that the brand
they are purchasing is worthwhile and the equity of that brand is considerable.

CONCLUSION

This study investigated the direct effects of message appeal, source credibility, and
brand equity, and the mediating effects of electronic word of mouth (EWOM) on
message receiver purchase intent for the respective brand. Results of the study
evidences that message source credibility, message appeal and brand equity have
significant positive effects on consumers' purchase intention where as the mediating
variable EWOM has also significant positive indirect effect on consumers' purchase
intention. Thus, all the hypothesized relationships of the study are substantiated. The
study provides useful managerial and practical implications with possible future
directions.

LIMITATIONS AND FUTURE RECOMMENDATIONS

Future research may be conducted to check the behavior of the respondents in other
sectors such as banking sector, tourism, some stores, services and brands that individual
use in daily routine life. Future researchers may also employee other methodological
perspectives such as mixed method approach so that this issue could be further
understood in more detail. Further, this study based its findings on data collected from
only two cities of Pakistan i.e. Islamabad and Rawalpindi. Future study can extend the
scope by collecting data from other areas of the country.
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