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Abstract: The present study aimed to clarify the relationship between brand awareness and word-of-mouth 
communication in the fast-food sector, Lambayeque Region, 2023. By adopting a quantitative approach, 
statistical tools were utilized to measure variables and address hypotheses and objectives. The study was 
correlational in nature, as it demonstrated the relationship between brand awareness and word-of-mouth 
communication. It was also applied in scope, disseminating learning based on the research that will assist the 
studied area. Furthermore, this study employed a nonexperimental, cross-sectional design because the 
variables were only analyzed in the workplace environment at a single point in time and were not manipulated. 
According to the results, it is evident that consumers will easily recall their favorite brands, provided these 
brands meet their expectations are deemed significant, and the information on social networks is updated, 
detailed, useful, and valuable. Moreover, they are likely to recommend them if they recognize and have a 
positive valuation of the brand, sharing favorable information about it on their social networks and with their 
peers. The study concludes that virtual interactivity and the quality of information are linked to the generation 
of brand awareness, which in turn was shown to be a predictor of eWOM. 

Keywords: brand awareness; word of mouth; social networks; e-commerce; fast food 
 

1. Introduction 

Currently, technology is a fundamental part of society because it provides highly useful means, 
primarily for communication. Most people have access to various devices that allow them to engage 
in the digital world, where they are active users of social networks. Consequently, organizations see 
this as an opportunity to promote their products, services, or brand through various marketing 
strategies. These strategies facilitate interaction between the client and the company and enable a 
more precise understanding of consumer behavior [1]. 

It is important to highlight that consumers play a significant role in measuring the 
competitiveness of organizations. As consumers become increasingly demanding regarding products 
and services, they consider various factors before choosing a brand or purchasing a product. Based 
on their experiences, brand awareness is formed, representing how the brand is identified or 
remembered by its users and thus shapes its reputation through word-of-mouth communication, 
which can positively influence corporate development. This becomes a crucial element in business 
management, as it is employed to attract potential customers [2]. 

Disclaimer/Publisher’s Note: The statements, opinions, and data contained in all publications are solely those of the individual author(s) and 
contributor(s) and not of MDPI and/or the editor(s). MDPI and/or the editor(s) disclaim responsibility for any injury to people or property resulting 
from any ideas, methods, instructions, or products referred to in the content.
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In 2017, 46% of Spanish companies used social networks as a functional tool to sell their products 
and establish themselves as a viable brand alternative among consumers, while 34% used them to 
understand customer opinions and address their concerns [3]. Today, social networks are highly 
useful for both organizations and their users, as they allow companies to position themselves in 
consumers' minds and consumers to share their experiences with goods or services. Thus, word-of-
mouth (WOM) is beneficial because it is capable of persuading consumers, creating purchase 
intentions, and earning brand loyalty [4]. 

According to a survey by the Global Web Index, various Asian countries are active on social 
networks and the web. Statistics show that 79.7% of Indonesia's population is actively user of these 
communication tools, followed by the Philippines, Malaysia, and China, with 78%, 72%, and 67%, 
respectively. This finding suggests that digital platforms enhance brand awareness among users and 
bolster commercial growth, as these technological media influence people's emotions and can lead to 
consumer preference for a particular brand, strengthening word-of-mouth [5]. 

In recent years, e-commerce in Peru has steadily but slowly increased. However, during the 
COVID-19 pandemic, consumers relied more on online shopping to meet various needs, positively 
impacting businesses and encouraging new online business ventures in the country [6]. During the 
lockdown, 30% of the online shoppers were new, and 60% of Peruvian companies successfully 
adapted to this strategy, always aiming to meet customer expectations to gain recognition and 
recommendations [6]. 

This study primarily seeks to gather significant information to measure brand awareness and 
word-of-mouth communication in the fast-food sector in the Lambayeque region, which can aid 
future research. In countries such as the United States and Germany, the instrument proposed by [8] 
was used for research, proving highly useful in demonstrating what was happening in the Peruvian 
context. This highlights the importance of investigating the topic, considering that much information 
about a brand, good, or service can be conveyed through social networks, with users always attentive 
to these networks. 

The fast-food sector in the Lambayeque region is becoming increasingly competitive, referring 
to commercial establishments where food is prepared quickly for consumption on-site or to-go. 
According to a study by Arellano Marketing called "Marca 2.0", Euromonitor International [9] reports 
that this sector in Peru manages just over US$ 2,130 million, with KFC and Bembos being the most 
recognized brands. In 2018, the preferred brands for residents of Lima were KFC, Bembos, and Pizza 
Hut. A survey in the Lambayeque Region showed that the preferred fast-food brands were KFC, 
Bembos, and Pizza Hut. We also considered customers who use social media platforms such as 
YouTube, Facebook, and Instagram. Currently, there is no knowledge about the importance of brand 
recognition for Chiclayo consumers, about their ability to recall a brand, or about whether this 
recognition can positively affect the brand through opinions and recommendations on their web 
pages. 

Researchers [10] have conducted studies to identify how users shape their behaviors and 
attitudes toward a specific brand, as well as their appreciation for the quality of the brand 
relationship, the frequency of Instagram use, and the number of brands followed. The results 
revealed that information exchange, brand attitude, quality of the relationship with the brand, and 
use of this social network significantly influence word-of-mouth on this platform. Similarly, [11] 
asserted in their research that online user opinions are a decisive factor for others' references about a 
specific brand, influencing whether other users decide to purchase or use any good or service. 
Consequently, [8] specified the determinants of brand awareness and how these factors intervene in 
eWOM, as well as their participation in it; the results will allow organizations to identify essential 
elements that will help them attract new customers and build loyalty. Likewise, [5] found a 
moderating effect of brand awareness between emotional attachment and word-of-mouth; their 
research also highlights the importance of digital platforms in creating brand awareness, emotional 
attachment, and other elements that impact positive word-of-mouth. Similarly, [1] infer that social 
network marketing and effective advertising generate satisfactory effects on brand awareness and 
purchasing decisions. [12] argues that brand associations are relevant to customers, as they believe 
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that, with a significant number of products on the market, each brand represents a superior or similar 
quality among them, so the association allows the buyer to more easily recognize the good or service 
that meets their expectations. 

Regarding theoretical foundations, it is important to define how brand awareness differs from 
brand experience and brand value to better understand the former. Brand awareness represents how 
customers can remember a brand, feel a connection with it, and choose it over others, thereby also 
increasing confidence in products or services and minimizing consumer vulnerability to competition, 
as the characteristics of goods are stored in buyers' memories and guide their behavior [13]. Brand 
experience is briefly defined by [14] as any feeling that a person or individual has from the moment 
of contact or approach with the brand, adding that this can be stimulated through packaging design, 
product quality, or even personal or online service. Brand value can be measured through brand 
awareness, brand attributes, and the reasons that drive brand acquisition. 

The brand awareness variable refers to how a customer identifies a specific brand and the ability 
to differentiate it in the diverse market in which it is presented, which can affect the profitability of 
the organization. If customers do not have a good memory of the brand, they are unlikely to buy it 
again and may also share their dissatisfaction with other buyers both on social networks and 
physically [13]. Moreover, it is important that recommendations be positive, especially those given 
online, as these recommendations have gained strength in recent years with increased technology 
use. For many people, it is easier to learn about a brand through social media [15]. Additionally, [16] 
refer to this concept as the way buyers determine a brand through various alternatives and how 
memory is able to recognize it, despite several decision-making options, as they can associate it with 
its packaging, colors, logo, or some significant characteristic without the inconvenience of 
determining a particular brand in their mind. 

Advertising plays an important role in the process of brand awareness, as it helps customers 
take the first step toward purchasing a product through effective strategies [17]. This process 
represents an essential element for every brand, considering that initially, the buyer is "risking" in 
acquiring a new product, and the brand faces the challenge of finally making them feel so secure and 
confident about the item that they end up becoming loyal, allowing the good position achieved in 
their mind to be observed. 

Once this is achieved, they are unlikely to be attracted by the competition, thus demonstrating 
the importance of brand awareness and making it necessary to create strategies that improve this 
aspect [18]. 

Regarding the determinants of the brand, [19] state that for any organization, it is important to 
consider how to generate brand awareness and the factors to consider to achieve it, as there is a need 
to create bidirectional communication, which can be carried out through social networks and the 
media associated with them, thus allowing valuable information exchange between them [20]. In 
other words, these users join together to make changes they like, which helps create a bond between 
the consumer and the brand [2]. In this sense, it is deduced that elements such as the bond between 
the brand and the customer, the agility with which their problems are solved, timely information, 
and the rapid exchange of this information influence this determinant [21]. Indeed, [22] summarize 
that brand awareness largely depends on the approach that it manages to have through the web with 
its users, which also brings multiple benefits, as it allows improving its competitiveness in the market 
and demonstrating the value given to its customers. Therefore, social networks can increase 
knowledge about a specific brand, as well as active participation between the company and the 
consumer through virtual environments that encourage users' purchasing decisions [23]. Therefore, 
the following was proposed: 

H1: The virtual interactivity of social network pages positively and significantly affects brand awareness. 

It should be noted that the quality of the content published is another important element, as it 
influences users' perceptions and can manifest differently in them, allowing customers to easily 
obtain and share information and intervening in the behavior they may have with the brand [19]. 
This makes the buyer a significant factor for the brand to be successful and recognized and prepared 
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to survive in the broad and fierce business market [24]. The information used in published content 
must be as accurate as possible so that it can be useful to the consumer; this will also help create a 
brand image, aiming to improve the interaction between both and focus on the public's needs [25]. 
[26] argued that content should be easy to understand, with the aim of making the customer 
experience pleasant, as this strengthens their familiarity with the brand. Therefore, it is important to 
highlight that the quality of the information provided is essential, as its interpretation will achieve an 
optimization in brand awareness [27]. This leads to the following proposal: 

H2: The quality of the information on the social network pages of brands followed by users positively and 

significantly affects brand awareness. 

On the other hand, the word-of-mouth communication (WOM) variable represents two different 
scenarios: one before the purchase and another after the purchase; both scenarios share the experience 
they can provide to customers (Lim, et al. 2022). This can be defined as an important factor for 
information about the brand to be disseminated, which affects the reputation it may have in the 
market [28]. Indeed, [29] maintains that word-of-mouth is composed of people who are looking for 
information and those who transmit it, which can determine the failure or success of a brand in the 
market. 

It should be mentioned that this type of communication can also occur virtually (eWOM), where 
the appreciation or valuation of a particular brand by consumers can be disseminated through virtual 
environments, which plays an important role in purchase intentions; depending on users' opinions, 
others determine whether to buy the product [30]. In this sense, [31] argues that the increase in 
technology has significantly influenced marketing, as digital platforms allow for a closer approach to 
consumers, and they can express their point of view on a product or service, which is part of electronic 
word-of-mouth (eWOM). This can be reflected in social networks through interactions such as 
positive or negative comments, ratings, likes, and reviews, among others. 

In relation to the above, the importance of social networks and customers is evident, as they are 
a fundamental part of the growth of brands and their positioning in the market since the comments 
or ratings given by users on social media influence the purchasing decisions of others. The need for 
organizations to be competitive increases with the expansion of the market, as new brands are 
introduced every day to be willing to win customers, which is the main reason why the opinions or 
valuations they may receive are relevant, in addition to maintaining a solid image that allows a bond 
that is definitive from the moment of the first purchase or first contact [32]. Currently, more brands 
are joining the domain of social networks, considering that the virtual community allows them to 
connect with potential customers and disseminate information about their products and services, 
adding that user participation promotes brand awareness and loyalty to them [33]. From this, the 
following was proposed: 

H3: Brand awareness positively and significantly affects eWOM about fast food consumption brands present 

on social networks. 

On the other hand, [34] affirms that eWOM is joined by the new trend of social network 
influencers, considering that these people have many followers on digital platforms and can 
considerably intervene in consumer behavior, which will depend on the positive or negative opinions 
they may disseminate. Indeed, it is necessary that better customer outreach strategies are applied, 
specifically on social networks and other media, as with the emergence of these platforms people can 
communicate more quickly, which facilitates online interaction with the different brands existing in 
the market, as well as using these sites to share their experiences [35]. Additionally, it is worth noting 
that this variable is unidimensional for [8] and is measured through the following indicators: having 
conversations with other people about the consumption brand, issuing positive judgments about it, 
and recommending its pages. 
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Figure 2. Conceptual Model. 

2. Materials and Methods 

The study was conducted with a quantitative approach, as statistical tools were utilized to 
measure variables and address the hypotheses and objectives proposed [36]. Similarly, the level was 
correlational, as it demonstrated the relationship between brand awareness and word-of-mouth [37]. 
It was also applied in nature, as learning was disseminated based on the inquiries, which will aid the 
studied area [38]. Furthermore, this study utilized a cross-sectional, nonexperimental design because 
the variables were only analyzed in their work environment at a single point in time and were not 
manipulated [39]. 

2.1. Participants 

The studied population consisted of 384 users of the social networks Facebook, Instagram, and 
YouTube from the Lambayeque region; these data were obtained using the formula for an infinite 
population. The information was collected during the first quarter of 2023. In this case, Chiclayo 
residents who met the following criteria were chosen: were individuals who frequented or used social 
networks; who were from brands in the fast-food sector, such as KFC, Bembos, Pizza Hut, Popeye’s, 
or China WOK; and who were 18 years of age or older. A nonprobabilistic, purposive sampling 
method was used for measurement. 

2.2. Instruments 

Accordingly, the survey technique was applied using the questionnaire from [8] as a data 
collection instrument, which consisted of 13 questions. Of these, 7 pertained to the determinants of 
brand awareness, 3 to the brand awareness variable, and 3 to the word-of-mouth communication 
variable on a Likert scale where 1 represented "strongly disagree" and 5 "strongly agree". A pilot test 
was applied to quantify the degree of reliability, yielding results for the determinants of brand 
awareness and the brand awareness variable at 0.84 and for the word-of-mouth communication 
variable at 0.82. 

2.3. Procedures 

The data were collected virtually and in person (invitations were sent via email and social 
networks such as WhatsApp and Facebook), explaining the purpose of the study and the 
methodology to be used, as well as the fact that their information would only be used for academic 
purposes. 

2.4. Statistical analysis 

For data processing, the statistical program SPSS version 25 and the Excel tool version 2016 were 
used, which yielded reliability values of 0.76 for brand determinants, 0.84 for brand awareness, and 
0.85 for WOM. Subsequently, descriptive results were presented, and the relationships between 
variables were tested using Spearman's rho test. 

2.5. Ethical considerations 

Virtual 

interactivity Brand 

awareness 

Electronic Word 

of Mouth 

Communication 

(EWOM) Information 

Quality 

H1 

H2 

H3 
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All participants who voluntarily agreed to participate in the study were informed about the 
study's objective and the use of the information provided. 

3. Results 

3.1. Descriptive analysis 

The sample was composed of men (48%) and women (52%), with the majority being teenagers 
and young adults (54%) and holding university degrees (59%). Furthermore, they reported using 
Facebook as their most common social network (79%) and spending 2 to 4 hours on it (40%), as shown 
in Table 1. 

Additionally, in the descriptive analysis (Table 2), it was determined that, regarding brand 
awareness as a variable, an average medium level was identified. This finding indicates that 
consumers are capable of recalling a particular brand without any difficulty, thus facilitating their 
purchasing decisions. These findings suggest that these individuals can recognize their preferred 
brand under various conditions, even when presented with other choices. 

Table 1. Sample distribution. 

Sociodemographic n % 

Gender   

Males 184 48 

Women 200 52 

Age range   

18 – 30 205 54 

31 – 50 149 38 

50 and over 30 8 

Level of education   

Secondary 35 9 

Higher technical 42 11 

Higher university 225 59 

Postgraduate 82 21 

Most used social network   

Facebook 302 79 

Instagram 58 15 

Twitter 24 6 

Average time per day of use of the most frequent 

social network 

  

0 - 1 hours 67 18 

2 - 4 hours 155 40 

5 - 6 hours 78 20 

More than 6 hours 84 22 

Total 384 100 

However, it is worth mentioning that it is crucial for organizations to improve their marketing 
strategies to achieve a higher average concerning this variable. Regarding virtual interactivity, a 
lower average rating was observed, highlighting as a main feature of the brands that they value their 
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customers. It is also demonstrated that virtual interaction is of quality, considering that users have 
significant experience with the brand when interacting with its page, thus creating a closer connection 
with it. On the other hand, the quality of the information received scores that rank this aspect highly, 
indicating its significant importance to the customer. This allows them to know more about the 
brands they follow in greater detail. Consequently, it is inferred that the buyer trusts the information 
provided by the brands on their networks to be credible, current, and relevant. Therefore, it is 
essential that the content published is useful for users, which in turn will allow the company to gain 
a competitive advantage. 

Table 2. Descriptive statistics. 

Item 𝑋ത DE α CR AVE 

Electronic Word of Mouth Communication (EWOM)   0.851 0.834 0.895 

I talk to my friends about the consumer brands I follow on social media. 2.466 1.054    

I like to give positive feedback about my experience with the consumer 

brands I follow on social media. 
2.172 0.769    

I recommend the pages of the consumer brands I follow on social 

networks to other people. 
2.227 0.718    

Information Quality   0.764 0.729 0.752 

The information provided by the consumer pages of the brands I follow 

on social networks is up-to-date. 
2.981 0.958    

The information provided by the consumer pages of the brands I follow 

on social networks is useful. 
3.827 1.133    

The information provided by the consumer pages of the brands I follow 

on social networks is detailed. 
3.877 0.861    

The information provided by the consumer pages of the brands I follow 

on social networks is valuable to me. 
2.944 0.560    

Virtual interactivity   0.781 0.715 0.741 

The consumer brands I follow on social media value me as an important 

customer. 
2.889 1.041    

The consumer brands I follow on social media respond in a timely 

manner. 
2.323 0.967    

The consumer brands I follow on social media are interested in meeting 

my needs as a customer. 
2.185 0.855    

Brand awareness   0.863 0.829 0.873 

The consumer brands I follow on social media are important to me. 2.240 0.900    

It is easy for me to remember the consumer brands I follow on social 

media compared to other brands that do not use social media. 
2.789 0.861    

I keep in mind those consumer brands that use social media. 2.875 1.032    

* Tables may have a footer. 

Finally, regarding electronic word-of-mouth (eWOM), the average values generally indicate that 
people talk with their friends about their experiences with the brands they consume and about which 
they have access through their social networks; additionally, people express the pleasant experiences 
they obtained or whether these experiences met their expectations. Therefore, it is essential for 
organizations to strive to optimize their market participation and deliver products in a timely manner 
without losing quality, as word-of-mouth communication greatly influences consumers. 
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Subsequently, the validation and reliability analysis of the scale used were conducted. The 
reliability of the model was assessed using Cronbach's alpha coefficient (AC), which was found to be 
greater than 0.7 [40]. Composite reliability (CR) was also used, with values greater than 0.7 (Werts et 
al., 1974), and the average variance extracted (AVE) values were above 0.5 (Bagozzi and Yi, 1988), as 
shown in Table 2. 

Furthermore, discriminant validity was verified, as the constructs considered in the study do 
not measure equivalent factors but are independent of each other. To verify this validity, the square 
root of the AVE was used, ensuring that it is higher than the correlation between this construct and 
others [41]. As shown in Table 3, which shows the correlation coefficients between constructs, the 
diagonal displays the values of the square root of the AVE instead of the usual "1" values. According 
to [42], the correlations between the different constructs of the model should be less than 0.8, which 
is the case here, as shown in Table 3. 

Table 3. Discriminant validity. 

  

Quality of 

information 

Brand 

awareness 

Virtual 

interactivity 
EWOM 

Quality of information 0.752    

Brand awareness 0.428 0.873   

Virtual interactivity 0.626 0.407 0.741  

EWOM 0.344 0.338 0.369 0.895 

3.2. Regression analysis of the model 

The multiple regression model was tested with SPSS software version 27 to determine the 
relationships between the constructs and test the hypotheses raised; the results are shown in Table 4. 

Table 4. Discriminant validity. 

Model R R2 R2 adjusted SE F Sig. 

1 0.423 0.179 0.172 8.021 14.052 0.000b 

a. Predictor variables: Brand awareness 
b. Dependent variable: EWOM 

Both M1 and M2 were found to be significant in explaining the relationships among the 
constructs. The ANOVA for M1 showed an F-statistic of 14.052 with a p value of 0.000, and M2 had 
an F-statistic of F=17.677 with a p value=0.000. This finding establishes that the relationship between 
the constructs of the model is appropriate. Additionally, the residuals were examined to verify 
compliance with the assumptions of the regression model. The assumption of normality was met, as 
evidenced by the Kolmogorov‒Smirnov test (p=0.015), the assumption of (r1=0.423 and r2=0.327), 
and the degree of explanation in the model (𝑟ଵଶ=0.179 and 𝑟ଶଶ=0.107). 

Furthermore, the data from Table 5 establish a significant relationship between the quality of 
information and brand awareness (β=0.576), between brand awareness and eWOM (β=0.734), and 
between interactivity and brand awareness (β=0.609). This provided evidence to support hypotheses 
H1, H2, and H3. 

Table 5. Relationships between model constructs. 

Relations 
Standardized 

Beta 

Standar

d error 

p-valor Decision 

Interactivity ----> Brand Awareness 0.609 0.116 0.001 Accept H1 

Information Quality ----> Brand Awareness 0.576 0.125 0.006 Accept H2 
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Brand awareness----> EWOM 0.734 0.107 0.000 Accept H3 

4. Discussion 

The study tested the existence of a relationship between the determinants (virtual interactivity 
and quality of information) and brand awareness, which implies that consumers will easily 
remember their favorite brands, provided that these brands meet their expectations [12], are given 
importance, and the information on social networks is updated, detailed, useful, and valuable. This 
finding is consistent with the results of [11], who indicate that consumer testimonials about specific 
brands can either encourage or limit their purchase. Moreover, this study relates to the findings of 
[1], who determined the significance of digital platforms and social media marketing in generating 
substantial effects on brand awareness. 

A significant relationship was also found between brand awareness and word-of-mouth 
communication, suggesting that customers recommend their favorite brands as long as they 
recognize them [12] and have a positive valuation of them, sharing positive information about them 
on their social networks and with others in their environment [8]. 

Similarly, this study expands the understanding of how digital marketing components directly 
influence consumer perception and decisions. This finding corroborates the thesis that increased 
brand awareness, fostered through virtual interactivity and quality of information, drives word-of-
mouth communication. In other words, when consumers are well informed and feel a connection 
with the brand, they are more likely to actively recommend it. 

Furthermore, the study emphasizes the importance of consumer experiences with brands in the 
digital realm. In a context where digital platforms have become primary channels of communication 
and marketing, the ability of a fast-food brand to maintain an updated, interactive, and valuable 
online presence is crucial for its success. This focus on the quality of information not only enhances 
brand awareness but also serves as a catalyst for remote communication. 

5. Conclusions 

Based on the data obtained from the research, consumers exhibit moderate recognition of 
brands, engage in valuable virtual interactions with them, and trust the information provided by 
these brands. They share their experiences with the brands, influencing others' decisions. The 
correlation between brand recognition and valuation is significant and positive, indicating that 
consumers tend to recommend brands that they recognize and value. To improve, brands should 
intensify their marketing strategies, maintain the quality of their virtual interactions, continue 
providing useful information, and create positive consumer experiences. 

Consequently, the research contributes to precisely demonstrating the relationship between 
brand awareness on social networks and word-of-mouth communication in the fast-food sector of 
the Lambayeque region. Considering that there are no previous studies in this locality, it is estimated 
that the present research could represent a starting point for future investigations. It provides timely 
knowledge to researchers, organizations, and the general public, significantly promoting decision-
making at the business level across various sectors and assigning important value to customers for 
the growth of any company. It should be noted that, through the results of this study, entrepreneurs 
will be able to devise strategies to build customer loyalty and encourage recommendations, in 
addition to increasing their competitiveness and improving their market position. 
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