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Abstract: COVID-19 caused a major shift in consumer behavior online at companies that focused on
offering products to a traditional and more diverse (LGBTTTQI+) market. For this reason, an online
survey was carried out through the digital platforms Facebook and LinkedIn in the last months of
the pandemic (COVID-19) to determine how interpersonal influences and electronic word of mouth
(eWOM) affect the intention to buy back online products and services, even after the pandemic. Data
was collected from 384 consumers and analyzed using Partial Least Squares Structural Equation
Modeling (PLS-SEM), confirming that both interpersonal influences and electronic word of mouth
explain repurchase intention, and that electronic word of mouth had the greatest influence. Theoretical
and practical implications include insights for social media marketers, and evidence of a dramatic
shift in the use of technology by consumers from COVID-19 to new market segments. The findings
showed that the behavior of consumers on these two social platforms was inclined to more diverse
user; 50% of the users who responded to the survey were oriented to a more socio-diverse community.

Keywords: digital platform; Industry 4.0; electronic consumer behavior; youth; COVID-19; LGBTTTQI+

1. Introduction

In recent years, online shopping has grown rapidly in the retail market, causing people
to use different digital platforms to purchase their products [1]. However, in early 2020,
governments around the world ordered citizens to stay home to limit the spread of the deadly
coronavirus (COVID-19). This affected all segments of society, including consumers and
suppliers [2]. On the other hand, other sectors such as e-commerce showed an increase in
sales, even though social restrictions were imposed by governments [3]. The retail industry
is using the latest technologies for growth in an increasingly platform-ized society, such as
robotics and automation for a fast delivery system. In other words, machines and equipment
will operate independently or can cooperate with humans for customized production [4].

The global population purchased preventive inputs associated with hygiene and
care products, such as medical supplies, isopropyl alcohol, antibacterial wipes, first aid
kits, antiseptics, cold and flu remedies, and cough remedies [5]. However, data analyzed
indicate that the highest percentage of digital shoppers are young people (women, men
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and LGBTTTQI+ community) under the age of 35, which can be interpreted as the younger
generation having a greater interest in the online shopping model [6]. Some experts argue
that it is understandable that young people are more likely to shop on digital platforms
due to their familiarity with technology, the Internet, social media, the daily use of mobile
devices, and their lifestyle and consumption habits.

This population has been adapting to the “new normal”, indicating a transition from
face-to-face to e-commerce [5]. These new challenges precipitated by the pandemic have
forced companies to rethink their commercial strategies, evidencing the reasons why young
people prefer to shop more on digital sites than in physical shops, according to data
presented by some experts [7].

This shows that young people find opportunities on digital platforms, such as
(a) online pages with the same offers as in the point of sale; (b) wider product avail-
ability than in a retailer; (c) websites with images and information explaining the specific
characteristics of each product they wish to buy (avoiding gender labels); (d) relationships
and communications with others; and (e) better promotions, with free shipping being the
second most valued by 60% of consumers, among others [8,9]. Indeed, these companies
invest resources in digital platforms for communication aimed at a connected and digi-
tized society, through social networks, email, and advertising that replaces conventional
marketing strategies [10].

In summary, the new consumer is characterized by a digital lifestyle, spending
more time on activities, such as email, social networking, fashion, knowledge and ed-
ucation, personal interest, personal management, planning and organization, news, sports
and weather, search and pre-purchase, multimedia and entertainment, online shopping,
and online games [10,11]. Therefore, consumer media on digital platforms during the
COVID-19 outbreak caused the social tension of information and opinions provided by
other consumers’ reduced or increased purchase intentions [12]. For that reason, this
research aims to determine the effect of interpersonal influences and electronic word of
mouth (eWOM) on repurchase intention of online products and services by highlighting
that more diverse youth markets show higher online consumption compared to other
markets. The structure of this article is organized as follows. First, a literature review of
variables for hypothesis development is compiled. Second, the research methodology is
discussed. Third, the findings of the study are highlighted. Finally, in Section 4, conclusions,
limitations, and future lines of research are presented.

2. Background
2.1. Repurchase Intention on Digital Platforms of a Diverse Population

Repurchase intention is a well-studied element in marketing known as the intention
to repeat purchases of specific products and services, generating loyalty [13,14]. In terms
of digital platform purchases, repurchase intention is the intention to buy again through
a different distribution channel where companies act under a type of leadership style to
position themselves (online) in relation to the traditional one [15,16].

Consumer purchase intention from a population that is immersed in plurality has
diversified, being used as a key construct in marketing research in a variety of inclusive
contexts, and including variables such as consumer attitudes, perceived value, usefulness,
and ease of use [17]. However, focusing on repurchase intention on digital platforms,
many previous studies have sought to measure the factors that most affect repurchase
intention by considering over 80 variables as antecedents to consumer purchase inten-
tion that have been categorized into perceived website features, product features, and
consumer characteristics [18].

2.2. Online Shopping (E-Commerce) Experience in Post COVID-19 Times in a Diverse Population

Shopping on digital platforms refers to the purchase of products and services over
the Internet, and reflects a company’s ability to use that medium to share information,
facilitate transactions, and improve customer service [19]. Over time, online commerce,
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has allowed companies to identify that not only are price and website design important
for success or failure, but so is the quality of the online service the customer receives.
Indeed, [20] highlight that the sexual and gender diverse community market purchases
expensive products online as a way to self-express or indulge themselves. Therefore,
customer experience on digital platforms is a crucial indicator in determining online
purchase intentions [21].

This led to an increase in e-shopping, with gender being one of the most important
components in consumers’ self-concept, according to [22]. To understand this situation,
it is important to consider that gender roles are changing in many countries, including
conservative ones where men are expected to be guided by goals and values emphasizing
dominance, self-assertiveness, and self-sufficiency; whereas women are guided by commu-
nal goals and values emphasizing affiliation, harmonious relationships, submissiveness,
emotionality, and home orientation.

Regarding the consumers of a socio-diverse and sexually diverse population, classic
authors such as [23,24] state that the majority of this society does not strictly conform to
traditional male and female roles, and flexibility and shift-taking are instead the most
common patterns. Likewise, [25] mention that gender roles are diminished in male, female,
and LGBTQI+ couples due to the tendency to support feminist values, efforts to eradicate
traditional gender roles, and the struggle against society to create new forms of relationships
different from those of traditional couples. This new approach would enable shopping on
digital platforms that target significant advantages for consumers, such as time savings,
home delivery and, in times of COVID-19, social distancing [26].

2.3. Interpersonal Influence on the Repurchase Intention of the LGBTTTQI+ Community

Interpersonal influences refer to the influences that other people exert on an individ-
ual’s decisions by externally pressuring them to perform certain behaviors [27]. In the
use of technology, interpersonal influences in social networks influence the individual
through messages and signals from others about social expectations, and by observing their
behavior in specific activities [11]. According to previous research, personal influence can
improve customer satisfaction and the in-store experience, and can impact attitudes, social
norms, values, aspirations and purchase behavior.

As noted by [28], the attitudes of the LGBTTTQI+ community simultaneously act
to affect behavioral intentions; people are more likely to learn from social interactions
rather than share their intentions, judgements, and attitudes towards life. As a diverse
society, interpersonal influences are an important social pressure for consumer behavior,
which describes the acceptance an individual needs from the people around them who are
important in their lives. At the same time, interpersonal influence relates to an individual’s
self-esteem [29]. In other words, the LGBTTTQI+ community members with high self-
esteem have high interpersonal influence, and vice versa. In addition, such a person places
trust in others because they identify with the products and brands that other individuals
buy and they avoid disapproval from their close personal groups [30].

Similarly, other studies have demonstrated the impact of interpersonal relationships on
the future purchase intentions of this type of consumer [31]. Additionally, many LGBTQIA+
activists, being aware that some brands support social movements such as Pride Month,
purchase such brands and, in turn, expect others to follow suit [32].

Therefore, based on the literature review, the following hypothesis was developed:

Hypothesis 1 (H1). Positive interpersonal influences directly and positively affect the intention to
repurchase products and services online, in people who identify as LGBTTTQI.

2.4. Electronic Word of Mouth (eWOM) in Repurchase Intention

eWOM is well known for the way a recipient perceives non-commercial information
about a brand, product, or service [33]. In terms of online shopping, it refers to any opinion,
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positive or negative, issued by previous or potential customers about a product or service
which can be read by a large number of people and institutions via the Internet. The most
commonly used media to communicate eWOM are personal blogs, discussion forums,
online communities, personal email, chat rooms, instant messaging, social networking sites
(e.g., Twitter, Facebook and Instagram), and online customer reviews [34].

It is important to note that online references from other shoppers are an impor-
tant source of information about products and services for consumers when making
their final purchase decision; thus, they have a significant impact on customer purchase
intention [33]. In addition, reviews from other customers reduce search time and un-
certainty about product quality, which positively affects purchase intention, sales, and
customer satisfaction [35]. Furthermore, [36] analyzed the responses of several consumers
in China who voluntarily participated in the circle of friends and WeChat mobile platforms,
confirming that online reviews have a direct effect on internet purchase and repurchase
intention. Similarly, [36] showed that a recommendation made on digital platforms by an
LGBTTTQI+ identified influencer gained greater credibility among LGBTTTQI+ youth,
increasing the intention to purchase the recommended brands.

Similarly, [20] mention that if a consumer believes the comments posted on a retailer’s
website, they will be motivated to buy and revisit that shop for future purchases. Further-
more, [20] showed that the quality of eWOM has a positive and direct effect on the intention
to repurchase products online. Similarly, [37] found that the quality and quantity of eWOM
has positive results on online repurchase intention, leading to higher consumer trust.
Finally, [38] confirmed that eWOM affects brand loyalty and perceived risk by triggering
online repurchase intention. Based on the above, the following hypothesis was developed:

Hypothesis 2 (H2). A positive eWOM directly and positively affects online repurchase intention
for products and services, in people who identify as LGBTTTQI+.

Finally, in the context of online shopping, [29] mention that eWOM and online reviews
have an effect on interpersonal influences. At the same manner, [39] show that active mem-
bers, by reading online reviews from other consumers, create their own opinions which they
share with others. Similarly, [40] argue that the eWOM in tourism encourages consumers
to obtain and generate their own information to later share with others. Therefore, the
following hypothesis arises:

Hypothesis 3 (H3). A positive eWOM positively affects interpersonal influences.

3. Materials and Methods

For data collection, an online survey was conducted through Google Forms, with the
prior permission of the respondents. The advantage of conducting online surveys is the
lower cost, faster feedback, better coverage, shorter time, and that it allows the researcher to
contact the sample group quickly [39]. The survey was sent via Facebook and LinkedIn, as
users of Facebook and LinkedIn are more likely to disclose data and share information [40].
The first part of the questionnaire asked respondents whether COVID-19 had changed
their purchasing habits since its onset. Subsequently, frequency of purchase before and
during the pandemic was measured using a seven-point Likert scale where “1 = never
and 7 = every day” [41]. Section 2 measured the respondents’ frequency of purchase of
various products and services in the past two months, during the pandemic, based on [42],
where “1 = never and 7 = ten times or more” [43,44]. In the third part, interpersonal
influence items were measured based on Bhattacharya et al. [45]; eWOM was measured
based on [46]; and online repurchase intention was measured based on [46–48], using the
5-point Likert-type scale where “1 = Strongly disagree and 5 = Strongly agree”. Table 1
presents the operationalization of the variables used in the survey. Finally, the demographic
data of the participants was collected, including age, educational level and sex, where
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they had to indicate whether they were male, female, lesbian, gay, bisexual, transgender,
transsexual, transvestite, queer or intersex (See Table 2).

Table 1. Operationalization of variables.

Constructions Variables Items References

Interpersonal influences

REL 1 My friends/colleagues recommend the products I
buy online.

REL 2 My family recommends the products I buy online. Bhattacharya and Srivastava (2020) [45]

REL 3 My online purchases are made on the recommendation of
government authorities.

eWOM

eWOM 1 I often consult other consumer reviews of products online
to help me choose the right product or brand.

eWOM 2
eWOM 3
eWOM 4

If I don’t read other consumers’ reviews when I buy a
product/brand online, I worry about my decision.

To make sure of my purchase, I check reviews from
other shoppers.

I often read other consumers’ product reviews to get
good impressions.

Bhattacharya and Srivastava (2020) [45]

Online repurchase intention

IR 1 I am likely to shop on Internet websites in the near future.

IR 2 I plan to return to shopping through Internet websites in
the near future. Huang y Ge (2019) [48]

IR 3 I am willing to continue shopping online even
after the pandemic.

IR 4 I will recommend others to shop online.

Table 2. Demographic data.

Concept Frequency Percentages (%)

Gender 106 27.60%
Women 88 22.90%

Men 190 50%
LGBTTTQI+

Years
278
106

72.40%
27.60%

15 to 20 years
21 to 30 years

Educational level 252 66.60%
Bachelor’s degree 82 21.40%

Master 38 9.80%
Postgraduate

12 3.10%High school

The type of sampling used was non-probabilistic, applying the technique out of
convenience and to ensure a greater representation of the data; it also allowed for easy
access, geographic proximity, time availability, and willingness to participate [17]. A
sampling by quotas was made by characterizing the population according to gender
(LGTBTTTQI+, female and male) [48,49]. In addition to reducing costs and time, inviting
users to participate voluntarily and share the survey with their Facebook and LinkedIn
contacts [50]. Data collection was conducted between 28 July and 13 August 2021 in the
state of Tamaulipas, Mexico.

The sample consisted of 384 participants [41] 27.6% female, 22.9% male, and 50% from
the LGBTTTQI+ community, all over the age of 15. Table 2 shows the demographics of
the respondents. In terms of educational level, 65.6% had bachelor’s degrees, 21.4% had
master’s degrees, 9.8% had doctorates, and the remaining 3.1% had high school degrees.
In terms of age, 72.4% were between 15 and 20 years old, and 27.6% were between 21 and
30 years old (See Table 2).

PLS-SEM Model

To identify the magnitude of the impact of interpersonal influences and eWOM on
the intention to repurchase products and services online, and the effect of eWOM on inter-
personal influences (see Figure 1), we used the Partial Least Squares Structural Equation
Model (PLS-SEM), as it allows us to test the hypotheses when the sample is small [49,50].
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The evaluation of the PLS-SEM was conducted in two stages: the evaluation of the measure-
ment instrument, i.e., the evaluation of each construct, and the evaluation of the structural
model.
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Figure 1. Conceptual model.

In the evaluation of the measurement instrument, three indicators were examined.
Firstly, internal consistency and reliability, where Cronbach’s alpha and composite reliability
(CR) indices were sought to be above 0.70. Secondly, convergent validity, which occurs
when all the items of the construct have loadings greater than 0.70, and item communality
and the average variance extracted from the construct are greater than 0.50. Finally, the
discriminant validity of the construct is determined by identifying that the Heterotrait-
Monotrait confidence interval (HTMT) does not contain the value of one.

The structural model was tested by first examining whether the relationships estab-
lished in the model were significant [51,52]. This was done by bootstrapping and verifying
that the confidence interval did not contain zero or that the p-value was less than 0.05.
Subsequently, the predictive power of the model was tested by examining two indicators,
R2 and f2. According to [53], adjusted R2 values of 0.25, 0.50 and 0.75 are considered weak,
moderate, and significant, respectively. Similarly, f2 values of 0.02, 0.15, and 0.35 indicate
small, moderate, and large effects. Finally, we test predictive relevance through q2 (which
must be positive). In addition, we examined the q2 effect of each construct. Values 0.02,
0.15 and 0.35 show low, medium, or high predictive relevance, respectively [54]. SmartPLS3
software was used to perform the above estimations.

4. Results

Figure 2 shows that before COVID-19 the frequency of online shopping was rare
(44.80%) or once a month (34.50%). However, after the start of the pandemic, it in-
creased to once every two weeks (31.00%) and once a week (12.80%). The results showed
the COVID-19 pandemic impacted the frequency of online shopping. This was for se-
curity reasons and due to restrictions on leaving home only in case of emergency or
essential activities [43].
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4.1. Evaluation of the Measurement Model

Regarding the convergent assessment, Table 3 shows that item three of the inter-
personal influences construct does not meet this validation, as the factor loadings and
community were lower than required. Therefore, item three of the interpersonal influences
construct was removed from the model and the measurement model was re-evaluated
without considering it. The new estimate meets the established criteria, the constructs have
internal consistency reliability, and meet convergent and discriminant validity (See Table 3).

Table 3. Model Evaluation Fit.

Constructs Items Convergent Validity Reliability Validity
Discriminant

Interpersonal influences REL 1
Loads
>0.70
0.917

AVE
0.842

CR
0.914

CA
0.913 Yes

REL 2 0.919

eWOM

eWOM 1 0.884
eWOM 2
eWOM 3
eWOM 4

0.846
0.933
0.917

0.803 0.942 0.918 Yes

Online repurchase intention

IR 1 0.955
IR 2 0.969 0.911 0.976 0.967 Yes
IR 3 0.966
IR 4 0.927

Note: Own elaboration based on Smart PLS3 analysis. AVE: Average variance extracted; CR: Composite reliability;
CA: Cronbach’s alpha.

4.2. Evaluation of the Structural Model

In Figure 3, the structural model presents significant relationships, so it was possible
to verify the three established hypotheses; i.e., eWOM and interpersonal influences directly
and positively affect the intention to repurchase products and services online, and eWOM
positively affects interpersonal influences on online repurchase intention (See Figure 3).
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Figure 3. Results of the structural assessment.

Finally, eWOM was found to have a greater influence on online repurchase intention
(0.581) compared to interpersonal influences (0.144) (See Table 4).

Table 4. Results of hypothesis testing.

Hypothesis Relationship Path Coefficient Standard Error p-Values Results

H1 REL → IR 0.144 0.03 0.000 It is supported
H2 EWOM → IR 0.581 0.06 0.000 It is supported
H3 EWOM → REL 0.369 0.05 0.000 It is supported

We examined the predictive power of eWOM and interpersonal influences on online
repurchase intention, then examined the predictive power of eWOM on interpersonal influ-
ences. First, the predictive power of online repurchase intention was moderate (adjusted
R2 of 0.420), the construct size effect of interpersonal influences was moderate, and eWOM
was high (f2 of 0.03 and 0.53, respectively). The model exhibits predictive relevance as the
Q2 is greater than zero (0.378). Furthermore, the eWOM construct has a high predictive
significance (q2 is 0.69), and the interpersonal influences construct has a medium signif-
icance (q2 of 0.17). The above results confirm that eWOM is the variable that has a high
influence on online repurchase intention. The predictive power on interpersonal influences
is weak (adjusted R2 is 0.136), and the model exhibits predictive significance. The Q2 is
greater than zero (0.110), which confirms that interpersonal influences are influenced by
eWOM; however, this influence is weak.

5. Discussion

The findings in this research show that although the new generations are more tolerant
of sexually diverse people, there is still hate speech in our society that perpetuates phobic
attitudes towards a group that sometimes clouds even the most tolerant people, and which
is promoted by some political parties, religious institutions, and associations of various
kinds, who shamelessly attack a group that has had to face a multitude of situations. It is
of interest for this research team to be able to discuss these findings with other research
sources at a global level, which will make it possible to significantly advance the market
segments and the behavior of consumers, not only from a gender perspective but also
with other tolerant societies. The effect of interpersonal influences on repurchase intention
was significant, so H1 was not rejected. Similarly, [55] showed that interpersonal influ-
ences significantly influenced repurchase intention in the organic category. Similarly, [2]
identified that in Chinese society, other people’s opinions directly influence repurchase
intention for electronic products, even as younger generations use other consumers’ online
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reviews to make purchasing decisions. However, [56,57] found that interpersonal influ-
ences have a negative effect on the repurchase intention of mall products offered online, in
Chinese youth.

Similarly, repurchase intention is positively affected by eWOM, so H2 was not rejected.
These results are consistent with previous research [56,58]. Researchers have emphasized that
the above phenomenon occurs because consumers spend more time on social networks [56,58].

As for the relationship between eWOM and interpersonal influences (H3), this re-
lationship was confirmed to be positive. This finding is similar to the results of [59].
Likewise, [60] commented that communication between family and friends through social
networks generates a normative influence that indirectly affects members by modifying
attitudes and behaviors. However, [61] did not find a direct link between interpersonal in-
fluences and eWOM, as they found that people with little or no information about products
and brands consult friends and family to decide to make a purchase.

Furthermore, [62,63] mention that eWOM is an important factor for retailers, as it al-
lows them to recommend brands through the development of social network communities,
which encourages others to share their experiences on social networks. The results revealed
significant differences in the relationship between repurchase intention and interpersonal
influences and eWOM. This is consistent with [58], who confirmed that online comments
are more influential than recommendations made by friends, family, or co-workers. Al-
though eWOM has a greater influence on repurchase intention, interpersonal influences are
still important when deciding to buy products or new brands on different digital platforms.

5.1. Theoretical and Practical Implications

The findings of this study provide theoretical and practical implications. Firstly, it
contributes to the literature in the field of e-commerce by indicating how consumers’
repurchase intention can be influenced in the digital environment, with an emphasis on
gender-diverse youth. It also demonstrates the power of social networks to influence people
to positively reinforce their behavioral outcomes, which is supported in the literature
review, for example, [64] study that stated that information from social networks can
generate positive attitudes and increased purchase intention. Moreover, eWOM is rapidly
supplanting interpersonal influences as a driver of customer behavior. Likewise, marketers
should take advantage of the fact that the LGBTQI+ market is more likely to purchase
online, as they are exposed to campaigns that support their beliefs and are more willing to
buy not only digitally, but to purchase products from recognized brands. It is also notable
that the majority of the sample in this study identified with this group [58,62,63,65].

Companies can reward customers for creating content, such as an online review
or a live stream, which increases the potential impact of digital messages and creates a
dynamic online community for companies, fostering positive interpersonal influence online.
Secondly, the research suggests that social media marketers develop a better understanding
of the effect of eWOM on customer repurchase intent on social media. It also highlights the
importance of comments from friends, co-workers, and family in their purchasing decisions,
when they have little or no information about the product and brand However, companies
should consider that young consumers use social networks frequently for consumption and,
for that reason, they could create an integrated digital strategy that spans multiple social
networks and facilitates online dialogue among young consumers, including about gender
diversity characteristics; and above all, enable customers themselves to create content
specific to the new diverse markets that companies are willing to serve.

5.2. Implications for Management

Consumer behavior at this time goes beyond interpersonal influences, the eWOM,
and online repurchase intention. Although this contribution is known in theory, this study
has shown through statistical evidence that the creation of content by consumers can
have various managerial implications with respect to consumer diversity. It is essential
that companies know and understand the needs and preferences of the consumers of
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various demographic groups, with a diversity of perspectives and genders [5,17,24]. It
also involves conducting research and market studies to identify the characteristics and
behaviors of different consumer groups. Therefore, products and services must also
be tailored; companies must adapt their products and services to meet the needs and
preferences of consumers from different demographic groups. This involves customizing
products and services, offering a wide range of options, and removing barriers that may
limit some consumers’ access to products and services.

6. Conclusions

Consumer demand for goods and services from businesses is an ongoing phenomenon.
This fact remains unchanged even after the onset of COVID-19, as people have developed
new ways of consuming. The results support the idea that comments made in social
media communities, influences management reflecting diverse markets, and feedback
from family and friends encourages other consumers to repurchase products and services
online. However, the study showed that eWOM had the greatest influence on online
repurchase intention. Furthermore, the study specifically focused on online shopping
behavior due to the restriction of human-human interaction and the closure of offline
stores during the spread of COVID-19. However, the results also showed something very
interesting: they point to the fundamental role of digital technologies in strengthening
purchase intention through socio-diverse communities, as well as in the development of
business resilience in the post-COVID economy. They also provide a new managerial
perspective on how eWOM and interpersonal influence could help business performance
on a digital platform, respecting preferences, tastes, cultures, and even sexual diversity.
Above all, if you want to reach new market niches from these perspectives, such as those
with respect to the LGBTTTQI+ community, strategies should be focused to cover more
diverse market segments.

Limitations and Future Research Directions

This study has some limitations. First, the focus was only limited to eWOM and
interpersonal influences. Therefore, other elements can be included in future studies, such
as information credibility, customer rating, recommended product or service category,
positive and negative reviews, price, promotions, specific product category, and specific
digital platforms. Second, qualitative research can be conducted based on interviews with
the LGBTTTQI+ community and heterosexuals. In addition, future studies can study
demographic differences, such as age and occupation groups, within the same research
design, in which the effects of age and gender could also be analyzed. In addition, the
study was conducted in a city in northern Mexico, so comparison with other cities or
countries could further refine the influence of other variables, such as culture or attitudes
on repurchase intentions. Finally, the data collection tool was the Facebook and LinkedIn
platforms, so a future study may benefit from using a more traditional data method.
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