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ABSTRACT 
 
Electronic word-of-mouth (e-WOM) is the exchange of experiences and information between 
consumers to help each other make purchasing decisions. Therefore, if consumers are satisfied with 
their experience, they are likely to pass on positive e-Wom. Similarly, businesses place great 
importance on consumer feedback, as negative consumer feedback can generate a negative WOM. 
Studies have shown that social media attributes, such as social presence and interactivity, affect the 
level of consumer e-business behaviour. There are credible reasons to believe that trust is a major 
challenge for organisations wishing to use e-commerce to achieve their objectives.  
This paper focuses on a review of the literature on the influence of electronic word-of-mouth on 
consumer behaviour. We present our analysis in different aspects. First, we develop models of 
purchase behaviour including the theory of planned behaviour and models of consumer decision 
making, and second, the information processing of e-word including the characteristics and 
motivations of the recipient of the e-word message, the information processing models, and the 
evaluation and filtering process of e-word messages. Finally, we discuss the behaviour that follows the 
reading of electronic word-of-mouth messages.  
 

KEY WORDS: electronic word-of-mouth, consumer behaviour, Electronic commerce, social 
media 
 
 
RESUME  
 
Le Bouche-à-oreille électronique (e-BAO) est l'échange d'expériences et d'informations entre 
consommateurs pour s'aider mutuellement à prendre des décisions d'achat. Par conséquent, si les 
consommateurs sont satisfaits de leur expérience, ils sont susceptibles de transmettre un e-BAO 
positif. De même, les entreprises accordent une grande importance aux commentaires des 
consommateurs, car les commentaires négatifs de ces derniers peuvent générer un e-BAO négatif. Des 
études ont montré que les attributs des médias sociaux, tels que la présence sociale et l'interactivité, 
affectent le niveau de comportement du consommateur lié au e-commerce. Il existe une justification 
crédible pour estimer que la confiance représente un défi majeur pour les organisations qui souhaitent 
utiliser l'e-commerce pour atteindre leurs objectifs.  
Le présent article s’intéresse à l’analyse d’une revue de littérature concernant l'influence du bouche-
à-oreille électronique sur le comportement du consommateur. Nous présentons notre analyse selon 
différents aspects. En premier lieu, nous développons les modèles de comportement d'achat incluant 
la théorie du comportement planifié et les modèles de prise de décision des consommateurs, et en 
deuxième lieu, le traitement électronique de l'information de bouche à oreille incluant les 
caractéristiques et motivations du destinataire du message électronique de bouche à oreille, les 
modèles de traitement de l'information et le processus d'évaluation et de filtrage des messages 
électroniques de bouche à oreille. Enfin, nous traitons le comportement suite a la lecture des messages 
électroniques de bouche-à-oreille.  
 

MOTS CLES: Bouche-à-oreille électronique, comportement du consommateur, commerce 
électronique, media social 
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INTRODUCTION  

The way of learning about a product or brand has changed considerably. Traditionally, 

consumers consult professional critics or use their personal knowledge (DHAN and CHANG, 

2009). Today, consumers refer to the comments or opinions of other consumers through 

online platforms.  

The electronic word-of-mouth therefore has a major influence on consumers' choice 

decisions. Indeed, according to a study by (MÉDIAMÉTRIE NETRATINGS, 2012), 77% of internet 

users say they are influenced by online comments or messages before purchasing a product. 

Word-of-mouth is all the more influential for new products. Indeed, for most of these 

products, it is on the web that product awareness and knowledge is developed through online 

information.  

Several studies show that consumers tend to prefer the opinions of other consumers to those 

of professionals (DELLAROCAS, 2007). Behavioural intention is therefore used as a variable to 

be explained in several works on electronic word-of-mouth (PARK and LEE, 2009; ZHANG and 

WATTS, 2008).  

This article attempts to present a literature review on the influence of electronic word-of-

mouth on consumer behaviour.   

I.  MODELS OF PURCHASING BEHAVIOUR  

1.  THE THEORY OF PLANNED BEHAVIOUR  

According to the theory of planned behaviour (AJZEN, 2005), intentions and behaviour are a 

function of three fundamental factors: personal attribute, social influence and the perception 

of behavioural control. It assumes that individuals behave in a sensitive manner, they consider 

available information, implicitly or explicitly, and consider the consequences of their actions.  

CHEUNG and LEE (2008) also explain that subjective norms such as social influences or 

electronic word-of-mouth recommendations are a way to influence consumer attitudes and 

behaviour.  
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FIGURE 1: THE THEORY OF PLANNED BEHAVIOUR 

Source: AJZEN (2005) 

The theory of planned behaviour (AJZEN, 2005) integrates perceived behavioural control. 

However, this theory does not explain situations where purchases are unplanned or impulsive. 

Therefore, the applicability of this theory is limited in many real-life situations where 

consumers make impulse purchases.  

2. MODELS OF CONSUMER DECISION MAKING  

In the model of ENGEL, KOLLAT and BLACKWELL (1968), consumer decision making is seen as 

a problem-solving task. The model has been improved by ENGEL, BLACKWELL and MINIARD, 

(2001).   

 

FIGURE 2: CONSUMER DECISION-MAKING MODEL 

Source: ENGEL, BLACKWELL and MINIARD (2001) 
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The advantage of the latter model is its generality and applicability in a wide variety of 

situations. In particular, it introduces memory, information processing and the results of 

buying and not buying. 

Once their needs have been identified, research on consumer information begins. The 

consumer uses the information stored in memory and external sources. The consumer 

provides the criteria for evaluating and comparing variants. Finally, he decides to buy among 

the chosen variants. If the consumer has a good experience and is satisfied with the product 

or brand, he reproduces his action with the product and the purchase in the future. On the 

contrary, a bad experience will lead to dissonance after the purchase and will not lead to any 

purchase.  

This model is the subject of several important criticisms that limit its application. Firstly, it 

assumes that consumers will research and evaluate all available options before buying. Due 

to time and convenience constraints, consumers rarely follow the model. Second, it assumes 

rational purchasing in all situations.  

However, consumers often make impulse or irrational purchases. Furthermore, this theory 

does not consider external influences. Nevertheless, the consumer decision model has proven 

to be relevant and useful in explaining the electronic word-of-mouth communications that 

occur on social networking sites (SCHIFFMAN and KANUK, 2007).  

During the purchasing process, online comment and opinion research allows consumers to 

form their own opinion on the product or brand concerned. This perception will ultimately 

lead to purchase or no purchase. In addition, this model may explain the intention to 

recommend. Indeed, if consumers are not satisfied, they will write down their negative 

experiences with the product or brand, in order to warn others of problems that may arise. 

On the other hand, if they are satisfied with their purchases, they may express a 

recommendation about a product or brand (SCHIFFMAN and KANUK, 2007).  

In other words, in an online context, this theory is particularly relevant to show how electronic 

word-of-mouth is used in processing and evaluation. 

SCHIFFMAN and KANUK (2007) explain the different dynamics of electronic word-of-mouth 

communication as well as the behaviours related to this communication. They then suggest 

that the search for information is initiated by consumers after a perceived need that could be 

satisfied by the purchase and consumption of a product. The information search process can 

be divided into internal and external research. Internal research takes place when consumers 

can recall past experiences that provide sufficient information to make a choice. External 

research occurs when consumers seek information in their current environment without prior 

experience. These authors then identify three phases in the decision-making process: input, 
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process and output. In the input phase, the consumer stores the information gathered in his 

or her memory. This information comes from two sources: marketing efforts and the socio-

cultural environment. The marketing mix aims to inform, persuade consumers to buy and 

teach them how to use the product. The socio-cultural sources are non-commercial. 

CHAN and NGAI (2011) adapt the model of SCHIFFMAN and KANUK (2007) to the context of 

electronic word of mouth. In their contributions, they bring together the motivations for 

producing electronic word-of-mouth messages (social factors, opinion leaders, expertise, 

knowledge, involvement and credibility) and the motivations for reading electronic word-of-

mouth. 

In the second stage of the "process", the main characteristics of the electronic word-of-mouth 

messages are concerned: valency, quantity (volume), content/quality, usefulness, credibility. 

In the last "production" stage, the responses to the electronic word-of-mouth messages are 

grouped together. 

II- ELECTRONIC WORD-OF-MOUTH INFORMATION PROCESSING   

1. CHARACTERISTICS AND MOTIVATIONS OF THE RECIPIENT OF THE ELECTRONIC WORD-OF-

MOUTH MESSAGE   

1.1. INVOLVEMENT OF THE RECIPIENT  

Involvement covers the subjective meaning of the individual, encompassing concerns, 

personal relevance and the importance attached to an attitude (THOMSEN, BORGIDA and 

LAVINE, 1995). For some authors (MITTAL and LEE, 1989), it refers to a person's motivation 

towards an object or activity.  

KAPFERER and LAURENT (1986) point out that "involvement is a hypothetical variable. It 

cannot therefore be measured directly, but must be understood through its causes. It affects 

both the constituent elements of the purchasing decision process and more sustainable 

behavioural orientations". This is why many behaviours are associated with it, such as the 

choice process, openness to information and interest in product information (KAPFERER and 

LAURENT, 1983).  

Involvement has an influence on the motivation to seek and process information. OLSEN 

(2007) defines involvement as an unobservable state of motivation, excitement or interest in 

consuming (the activity) of a product category (the object). Implication is also related to the 

type of product. PARK and LEE (2009) examine the impact (positive and negative) of electronic 

word-of-mouth information according to the type of product, i.e. The research product or the 

experience product. 
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Perceived risk is a component of engagement (RATCHFORD, 1987; KAPFERER and LAURENT, 

1986). In a word-of-mouth context, information can reduce the perceived risk associated with 

the purchase. Information is a means of reducing uncertainty and risk (COX, 1967; PERRY and 

HAMM, 1969). MAYER, (1995) argues that "potential gains and potential losses will be 

influenced by the interpretation of the risk involved". The perceived risk, resulting from the 

evaluation of gains and losses, would influence adoption behaviour. When the outcome of the 

choice of a product is only known in the future, the consumer is confronted with a degree of 

uncertainty and risk that can cause anxiety (VOLLE, 1995). According to uncertainty theory 

(BERGER, 1979), an individual who cannot control his or her relationships with certainty will 

seek to reduce the anxiety associated with this uncertainty through active and interactive 

strategies. Thus, searching for information on online platforms and the interactivity associated 

with these sites contribute to reducing this uncertainty. Indeed, reading the experiences of 

others, asking questions about products or the brand can mitigate perceived risks.  

1.2.  SUSCEPTIBILITY TO INTERPERSONAL INFLUENCES OF THE RECIPIENT  

Two types of influences have been identified, normative and informational influences 

(BEARDEN, NETEMEYER, and TEEL, 1989). Normative influences refer to the tendency to 

conform to the expectations of others (BURNKRANT and COUSINEAU, 1975). Informational 

influences refer to the tendency to accept information from other consumers and to be guided 

in seeking information and thus in making choices (BEARDEN, 1989). Individuals who are 

sensitive to informational influences take the information that is conveyed into consideration 

and give it a value for decision making. Individuals who are more sensitive to normative 

influences focus on the information transmission process (LAROCHE, 2005). Thus, consumers 

who are more sensitive to interpersonal influences tend to adhere to the expectations of 

others in order to obtain social approval through the acquisition and use of the products and 

brands purchased. Consequently, they will tend to actively seek the opinion of other 

consumers. The electronic word-of-mouth messages are then perceived as an important 

source of information for their purchasing decision. From this perspective, sensitivity to 

interpersonal influences, both normative and informational, will affect the engagement and 

adoption of electronic word-of-mouth information (CHU and KIM, 2011).  

2. INFORMATION PROCESSING MODELS  

    2.1. THE PROBABILITY OF DEVELOPMENT MODEL  

PETTY and CACIOPPO (1981) elaboration likelihood model (ELM). The ELM assumes 

(FESTINGER, 1954) that people are motivated to have correct attitudes, measured as a set of 

cognitive, affective and behavioural responses to an object (e.g. A product or a brand).  
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The process of persuasion in the elm model revolves around two information processing 

pathways: the central pathway and the peripheral pathway (PETTY and CACIOPPO, 1981). In 

the central pathway, attitudes are formed and modified through careful consideration and 

integration of information relevant to the object. In the peripheral pathway, attitudes are 

formed and modified without active reflection on the object and its attributes, but rather by 

associating the object with positive or negative clues or by using cognitive shortcuts.  

The ELM is defined on a continuum of cognitive development that individuals undergo when 

confronted with persuasive information. This continuum ranges from the full elaboration of 

information content to the total absence of elaboration of cognitive responses, which 

correspond respectively to the central processing pathway and the peripheral pathway. 

Cognitive elaboration (or cognitive processing) of the message (or arguments) is "the careful 

examination of arguments related to the subject matter contained in the persuasive 

communication" (PETTY and CACIOPPO, 1986).  

The consequences are different depending on whether the central or peripheral channel is 

used. Persuasion through the central channel is both more durable and more predictive of 

subsequent behaviour than persuasion through the peripheral channel (PETTY and CACIOPPO, 

1981).  

The use of two different channels (CENTRAL and PERIPHERAL) depends on the motivation and 

ability of the receiver to process the message (PETTY and CACIOPPO, 1986).  

2.2. THE HEURISTIC-SYSTEMATIC MODEL 

The heuristic-systematic model (HSM) examines both the content of the message and the 

contextual aspects surrounding it. It focuses on two types of processing, heuristic and 

systematic, which represent the two modes of processing involved simultaneously in the 

acquisition and evaluation of the information received (CHAIKEN, 1980).  

The systematic pathway, which is equivalent to the central pathway of ELM, evokes an 

analytical and attentive treatment of the message when motivation and capacity are strong. 

This mode of processing involves a 'global' and analytical orientation of processing available 

information according to its relevance and importance, so that the individual integrates all 

information to form judgements (CHAIKEN, 1989). This type of processing focuses on the 

semantic content of the message (e.g. The strength of the argument). Thus, the impact of the 

quality of arguments on attitude change is an operational index of more systematic 

processing. During systematic processing, the recipient carefully examines the new content 

and tries to integrate it with the information already acquired (CHAIKEN, 1989). Systematic 

processing requires the receiver to understand the arguments in the message while assessing 

the validity of the message (CHAIKEN, 1980).  
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The heuristic path is taken by unmotivated individuals who use simple decision rules. The 

heuristic processing mode is based on a limited number of mental or heuristic operations, i.e. 

Simplified ways of processing information. The notion of heuristics corresponds to judgements 

and decisions that are based on a limited number of mental operations, which are inexpensive 

and considered to be simplified ways of processing information. In the context of persuasion 

of a message, heuristic clues concern the distinct elements of the semantic content of the 

message. In the literature, the most studied clues (MEYER, 2000) are mainly the source of the 

message (identity, credibility, physical attractiveness), the behaviour and opinions of others, 

and non-semantic properties (the number of arguments, for example). Systematic processing 

often uses the quality of arguments to measure the strength or plausibility of arguments 

(EAGLY and CHAIKEN 1993; SUSSMAN and SIEGAL, 2003; ZHANG and WATTS, 2008). Quality 

of arguments may also include checking the completeness, consistency or accuracy of 

information (SUSSMAN and SIEGAL, 2003).  

In an online context, consumers can judge the validity of the information by checking whether 

the arguments make sense against common sense. If they are perceived to be of good quality, 

the recipient of the message will have confidence in the information and will therefore adopt 

the message or information (ZHANG and WATTS, 2008). In the context of word-of-mouth e-

mail messages, previous research assesses the impact of non-contextual cues such as 

communicator credibility (miller, 1976). Systematic processing requires resources such as 

motivation and the ability to decode messages (ZHANG and WATTS, 2008). If the recipient of 

the message does not have cognitive resources (e.g. Lack of time to evaluate messages), 

systematic processing will not be possible. Furthermore, it is not possible to process heuristic 

information if the clues are not easily accessible by the recipient (CHAIKEN, 1989). For 

CHAIKEN (1980), heuristic processing is more economical than systematic processing because 

it does not require cognitive effort.  

In the systematic approach, the receiver focuses on the content of the message (CHAIKEN, 

1980). Some non-contextual aspects can help in decision making. Therefore, when treating a 

message from a systematic perspective, contextual aspects such as the quality, readability or 

argumentation of the information have an impact on persuasion (CHAIKEN, 1980; EAGLY and 

CHAIKEN, 1993).  

When the recipient assesses the validity of the message, he or she engages in systematic 

exploitation. The most honest message will be considered the most useful and relevant for 

the adoption of the information (EAGLY and CHAIKEN, 1993). Thus, high quality arguments are 

associated with a positive evaluation of the information and thus its adoption.  

During heuristic processing, the recipient then uses heuristics and simple decision rules to 

assess the validity of the message (CHAIKEN, 1980). Instead of judging the merits of the 
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arguments, the recipient is more likely to evaluate the information, which is available with less 

effort.  

When individuals lack motivation, involvement or capacity to engage in the evaluation of 

information, they rely on non-contextual clues such as the credibility of the source (CHAIKEN, 

1980). This notion is very important for information processing in the context of electronic 

word-of-mouth.  

The credibility of the source has been extensively researched in the offline context (HOVLAND, 

1951; HOVLAND, 1953; PETTY, 1981) and increasingly in the online context (SUSSMAN and 

SIEGAL, 2003; CHEUNG, 2009; ZHANG and WATTS, 2008). It has been defined as the 

perception of recommendations and opinions by individuals as credible, true and based on 

experience or facts (NABI and HENDRIKS, 2003; TSENG and FOGG, 1999). Thus, if the source is 

perceived as credible, the recipient believes the messages provided by the source (GREWAL, 

1994). Indeed, the work of WATHEN and BURKELL (2002) indicates that recipients of online 

information consider the credibility of the source as a very important factor. The recipient of 

the message is more likely to change their mind and adopt the message when it comes from 

a source perceived as highly credible (HOVLAND, 1951; SUSSMAN and SIEGAL, 2003). most 

online communities have heuristic signals. This makes it easier to judge the quality of online 

comments.  

3. THE PROCESS OF EVALUATING AND FILTERING ELECTRONIC WORD-OF-MOUTH 

MESSAGES   

New means of communication increase the amount of information significantly (ALBA, 1997). 

It is therefore essential for the recipient to select the information that will enable him or her 

to decide. Thus, information filtering is a process by which the individual selects quality and 

relevant information (OARD, 1995). Information evaluation is the stage in the decision-making 

process where the consumer filters out the most relevant information (KOTLER and 

ARMSTRONG, 2006). With the very large amount of information that has become available on 

the internet. It has become essential today to devote a considerable amount of our time to 

extracting the appropriate information.  

Filtering is a process of extracting relevant and quality information from an enormous mass of 

information. The most honest, useful and relevant message will be considered for the 

adoption of the information (XU and CHEN, 2006). 

Engel (2001) explains the mechanisms for filtering stimuli in 5 steps:  

1) Exposure: this is the sensory reception of stimuli,  
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2) Attention: selective, it determines the quantity and quality of the information 

retained.  

3) Comprehension: it is carried out at the level of the temporary memory. There is a 

transfer of information in the temporary memory, a clarification of the meaning of the 

information and a selection of the information.  

4) Rejection or acceptance: this occurs at the level of the long-term memory. Whether or 

not the information is transferred from the temporary memory to the long-term 

memory conditions the decision-making process. There is an evaluation based on 

criteria and the bringing into play of beliefs.  

5) Storage: this is carried out at the level of long-term memory. It is the effective 

acceptance of the perceived message. There are 2 risks: distortion and partial 

memorisation of the message (phenomenon of cognitive dissonance).  

Trust in online platforms and their messages positively influences the adoption of information 

and therefore the behaviour of the receiver (MATHWICK, WIERTZ and de RUYTER, 2008). the 

adoption of a message is strongly linked to the perceived usefulness of the information it 

contains (CHEUNG, SHIFFMAN and KANUK, 2007). The adoption of a message is therefore a 

measure of individuals' recognition of the usefulness of the information (ZHANG and WATTS, 

2008). The ELM model thus explains the notion of the quality of the argument or the validity 

of the message (SUSSMAN and SIEGAL, 2003). In this context, argument quality predicts the 

perceived usefulness of the information, which in turn influences the adoption of the message 

(ZHANG and WATTS, 2008). The following figure summarises the different ways in which 

electronic word-of-mouth messages are processed and evaluated.  
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FIGURE 3: PROCESSING, EVALUATION AND ADOPTION OF AN ELECTRONIC WORD-OF-

MOUTH MESSAGE 

 

Source: By the author 

III- BEHAVIOUR FOLLOWING THE READING OF ELECTRONIC WORD-OF-MOUTH MESSAGES   

1. THE INTRINSIC VARIABLES OF THE BRAND: NOTORIETY, IMAGE, PERCEIVED QUALITY AND 

BRAND CAPITAL  

Word of mouth affects the company's activity in terms of notoriety and image (DELLAROCAS, 

2003). Brand awareness refers, in the context of online information, to knowledge of the 

existence of the product (DAVIS and KHAZANCH, 2008). As far as brand image is concerned, 

the impact of word-of-mouth is at two levels: negative word-of-mouth and positive word-of-

mouth. Negative word-of-mouth can considerably weaken a brand's image, unlike positive 

word-of-mouth, which can strengthen its image (DELLAROCAS, 2003).  

Word-of-mouth is seen as a signal of the quality of a good; it then affects the perceived quality 

of a product or brand. The latter is defined as an overall judgement, an attitude, linked to the 

superiority of the service (PARASURAMAN, ZEITHAML and BERRY, 1988; CARMAN, 1990) or to 

the performance of the product. Brand value (AAKER, 1991; KELLER, 1993) is determined by 
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several dimensions: notoriety, brand image, perceived quality, brand loyalty and other assets. 

Brand equity is the added value of the product, through associations with the brand name, 

design and symbols that reinforce the value of the product (KELLER, 1993; FARQUHAR, 1989). 

A negative (positive) electronic word-of-mouth negatively (positively) affects brand capital 

(BAMBAUER-SACHSE and MANGOLD, 2010).  

2. PURCHASING BEHAVIOUR AND THE CHOICE PROCESS  

2.1. ATTITUDE TOWARDS THE BRAND  

Attitude is a key element in the study of consumer behaviour. KOTLER and DUBOIS (2001), an 

attitude: "summarises evaluations (positive or negative), emotional reactions and 

predispositions to act towards an object or idea". This allows us to put forward the idea that 

attitudes enable the individual to adopt a certain behaviour towards a product or brand.  

Attitude is a multidimensional variable with a cognitive, affective and conative dimension. The 

cognitive component refers to the set of beliefs about the brand, product or service. The 

affective component encompasses all positive or negative feelings. Finally, the conative 

component defines consumer behaviour; it is the consumer's reaction to the product, brand 

or service (BAGOZZI and BURNKRANT, 1979; KATZ and STOTLAND, 1959).  

In an online context, it is the recipient's evaluation of the message. Online feedback provides 

information and recommendations about products and brands (lee, 2008) that lead to a 

change in the attitude of the recipient of the message (DOH and HWANG, 2009; LEE, 2008).  

2.2. THE PURCHASE DECISION  

The power of the word-of-mouth to influence decision-making processes has long been known 

and recognised by researchers and practitioners, and recently the power of the word-of-

mouth has become even more important with the advent of the internet (DELLAROCAS 2003; 

HENNIG-THURAU, 2004; SUN, 2006; BANSAL and VOYER, 2000).  

Indeed, a study by MCKINSEY and company found that 67 per cent of product sales are based 

on personal information sources (TAYLOR, 2003). In another study, 60 % of respondents cited 

word-of-mouth as the main source of influence in their choice of products or brands (ENGEL, 

1969).  

2.3. BRAND LOYALTY  

In the literature, fidelity is seen as a multidimensional concept: an attitudinal dimension (the 

cognitive and affective components) and a conative dimension (purchase intention, purchase 

behaviour and commitment, 1999; JACOBY and CHESNUT, 1978; DICK and BASU, 1994).  
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The link between electronic word-of-mouth and loyalty is twofold. On the one hand, electronic 

word-of-mouth affects consumer loyalty (LIBAI, 2010; GARNEFELD, 2010). A negative 

electronic word-of-mouth leads, for a regularly purchased brand, to a change in behaviour 

(brand change). On the contrary, a positive electronic word-of-mouth reinforces loyalty 

behaviour. Loyalty is then strongly influenced by positive word-of-mouth. A positive electronic 

word-of-mouth does not only influence the acquisition of new customers, but also the loyalty 

of existing customers.  

2.4. THE ADOPTION OF THE MESSAGE  

Adoption of the electronic word-of-mouth message is the process that individuals engage in 

when they use online information or comments about products, brands or services (CHEUNG, 

2008; LEE and YOUN, 2009). It is then an indicator of content acceptance (ZHANG and WATTS, 

2008). Subsequently, the adoption of a message may lead to a decision to purchase the 

product in question (PARK, 2007).  

2.5. ADOPTION OF A NEW PRODUCT  

The literature on the adoption of new products offers several theories:  

• ROGERS' theory (1962), which is the foundation of the theory of diffusion of innovations. 

This behavioural approach, refers to innovators: "individuals who actually adopt 

innovations". 

• BASS' theory (1969) describes how new products are adopted through the interaction of 

early adapters and potential adapters.  

• ROGERS (1962) develops the first model of innovation diffusion which involves a five-step 

process: awareness, interest, evaluation, testing and adoption (ROGERS, 2003). Diffusion 

occurs through a series of communication channels, over a period of time, between 

members of a similar social system. The process of adoption and communication takes 

place through early adopters who successively contaminate other targets through the 

social system and/or word-of-mouth.  

• BASS (1969) describes how new products are adopted through the interaction of early 

adopters and potential adapters. BASS' (1969) diffusion model predicts the number of 

users who will adopt the new products. The model includes three parameters: the 

potential market, the effect of advertising and the effect of word of mouth. It distinguishes 

two behaviours in the adoption of a new product: "innovative" behaviour and "imitative" 

behaviour. In the first case, no influence of previous adopters is involved, adoption is due 

to the influence of actions outside the social system. Imitators, on the other hand, adopt 

innovation because they are influenced by those who have already adopted the 

innovation. Both types of consumers will adopt innovation. They are driven by two forces 



 
 
 

          ISSN : 2665-7414, e-ISSN : 2665-7341 

INFLUENCE OF ELECTRONIC WORD-OF-MOUTH ON CONSUMER BEHAVIOUR 

 

Revue Internationale du Marketing et Management Stratégique, Volume 3, N°2, Avril-Juin 2021 Page 15 

 

equivalent to the factors proposed by rogers: the tendency to innovate "p" and the 

tendency to imitate "q". The latter is also traditionally referred to as the interpersonal 

communication coefficient. It also reflects the phenomenon of word-of-mouth, "p" is 

called the external communication coefficient or the innovation coefficient, and reflects 

the influence of any exogenous source of information. One of the limitations of this model 

is that it assumes that the p and q coefficients are constant throughout dissemination 

(EASINGWOOD, 1983).  

The dissemination of innovations can also be seen as a social process that involves 

interpersonal communication. ROGERS (1995) shows that there is a positive relationship 

between innovation and information seeking. As mentioned earlier, innovativeness is a 

characteristic of the recipient of the message that strongly influences the perception of e-

word-of-mouth messages and their adoption.  

The diffusion of innovations is the social process by which an innovation reacts in a social 

system through different channels over time (rogers, 2003). This is how BARROT and ALBERS 

(2008) present the social process of contagion as word-of-mouth in the diffusion of 

innovations. There are two types of influence: external (innovation coefficient p) and internal 

(imitation coefficient q). VAN DEN BULTLE and LILIEN (2003) conceptualise internal influence 

as a social contagion process consisting of information transfer (word-of-mouth). They set up 

an evaluation in relation to four stages: communication activity (the basis of any word-of-

mouth is the exchange of information in networks where there are potential adopters), 

communication research (according to the bass model where each adopter has an influence 

on the new adopters), communication speed (the speed of information flow in the network) 

and the epidemic (the analysis of the degree of diffusion process).  

Indeed, for some researchers, word-of-mouth communication has more influence in the 

decision to adopt innovations, whereas mass communication rather increases awareness of 

the innovation (KATZ and LAZERSFELD, 1955; ROGERS, 1995). The major influence of 

electronic word-of-mouth remains in the initial phase of adoption (RIEGNER, 2007). Thus, 

negative word-of-mouth can have a detrimental effect on the adoption and diffusion of new 

products (MOLDOVAN and GOLDENBERG, 2004; GOLDENBERG, 2007; HILL, 2006).  

 

 

 

 

 



 
 
 

          ISSN : 2665-7414, e-ISSN : 2665-7341 

INFLUENCE OF ELECTRONIC WORD-OF-MOUTH ON CONSUMER BEHAVIOUR 

 

Revue Internationale du Marketing et Management Stratégique, Volume 3, N°2, Avril-Juin 2021 Page 16 

 

CONCLUSION 

In order to understand electronic word-of-mouth communication, the processing mode and 

the behaviour of the receiver following the reading of an electronic word-of-mouth message, 

we have mobilised two information processing models (the ELM model, the HSM model). 

These models allowed us to understand that information processing is done through two 

channels: the central (or systematic) channel and the peripheral (or heuristic) channel. These 

channels mobilise different variables or indices. For the first, the receiver takes into account 

the content of the electronic word-of-mouth text message, such as arguments or validity. For 

the other processing channel, he focuses on the elements surrounding the electronic word-

of-mouth message, such as the credibility of the source or the number of messages.  

Electronic word-of-mouth represents a new form of communication between sender and 

recipient. We then consider stimuli as the characteristics of electronic word-of-mouth 

messages and the variables related to the sender of electronic word-of-mouth messages. The 

organism represents all the characteristics and motivations of the receiver, as well as the 

processing and evaluation of electronic word-of-mouth messages.  

Our literature review shows that, in a new brand or product context, all electronic word-of-

mouth messages are perceived as credible. The more credible the information is perceived to 

be on online platforms, the more likely the Internet user is to trust word-of-mouth messages 

and consider them useful for decision making. Thus, it is imperative to respect certain rules to 

ensure the credibility of the information in order to stand out from the competition.   

Also, shows that electronic word of mouth has a significant direct and indirect influence on 

the consumer. Companies are therefore called upon to integrate electronic word of mouth 

into their communication strategy. They should set up an online monitoring system on social 

networks, discussion forums and blogs to follow comments and in particular negative 

messages that can negatively influence the intention to buy and recommend the brand. 
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