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Abstract  

Electronic word of mouth (EWom) has become a crucial communication tool in the digital age. The importance of online 

reviews and ratings on consumers has increased recently. The study's primary goal is to determine how certain eWom 

characteristics, such as eWom message consistency, eWom content platform, and eWom valency, affect the popularity of a 

product and the level of customer participation that influences consumers' intentions to make a purchase. The study is 

intended to know the impact of factors of eWom on the purchase intention of online buyers in Bhubaneswar. The study 

was tested on 201 respondents through a cluster sampling method with a structured questionnaire. The regression analysis 

approach was utilized to analyze the objective and obtain the findings. It revealed that the EWom content platform and 

Information credibility strongly impact buyers' purchase intention. Information credibility plays a vital role in the purchase 

decisions of buyers.  

Keywords:   EWom Message Consistency, EWom Valency, EWom Content Platform, Information Credibility, Product 

Popularity.  

1. Introduction  

A review of a movie, book, product, university, professor, or even an employer may be simply and swiftly uploaded online 

nowadays, reaching thousands of people. In the last several decades, any consumption-related information conveyed by a 

consumer reached very few individuals. The use of the internet to compile, post, and get attention by sharing one's 

experiences with others orally and graphically is referred to as "eWom.". It occurs through online platforms such as social 

media, Brand communities, blogs, and consumer message boards. The term "Electronic Word of Mouth" (eWom) 

communication refers to the dissemination of knowledge, viewpoints, and advice among customers via online forums, 

social media, and other digital platforms. In the digital era, it significantly shapes customer impressions and influences 

buying behavior. eWom may spread quickly to a large audience and have an adverse effect on sales and brand reputation 

(Rani, A., & Shivaprasad, H.N. 2019). Today's marketplace is highly influenced by the internet, which has changed the 

consumer's purchase decision. Consumers are not confined only to marketers-generated information through 

advertisements or sales professionals. Instead, they look upon the reviews on sites such as Amazon, Trip Advisor, or flip 

kart, find more information, and check customer feedback and reviews. They view other people's recommendations and 

ratings about a particular product or service. The car company Mercedes utilized Instagram to launch its "Take the Wheel" 

campaign, letting buyers choose a new automobile's look. The campaign received 87 million Instagram impressions and 

significantly boosted visitors to the brand's website. A product launch "can be made or broken by EWom." The attitude, 

not the quantity or the content, is what counts, according to Oakland, California-based writer Matt Palmquist.  

According to a survey by Amazon, it was found that the impact of online customer reviews in word-of-mouth 

communication through modern media known as eWom is immensely powerful. It was shown that 79% of customers trust 

online reviews more than personal recommendations, 85% indicate they check online reviews for local businesses, and 

73% claimed that online reviews with good customer feedback increase their confidence (World stream .com, Nov 22, 

2021).  Marketers are now able to communicate directly through quality content that meets a consumer's expectations when 

they come across the company or product online by following others on the site and reading the reviews and ratings posted 
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there before. Nowadays people's attention has shortened due to technology saturation and consumers want genuine 

recommendations from friends and relatives who can give them honest opinions about products instead of fancy paid 

advertisements with flashy images from brands that they don’t care about. EWom is an inexpensive and effective strategy 

that has helped marketers reach customers throughout the globe online.  

1.1. EWom Message Consistency  

WOM (Electronic Word of Mouth) message consistency refers to the degree to which the messages about a particular 

product, service, or brand are consistent across various online platforms where consumers express their opinions and 

experiences. In other words, when consumers share their opinions about a product or service on different online platforms 

such as social media, blogs, review sites, etc., the consistency of the message they convey is important. If the messages are 

consistent across different platforms Consumers are more likely to trust consistent messages from credible sources (Cheung 

& Thadani, 2012). Electronic Word of Mouth (eWom) refers to the exchange of consumer opinions, recommendations, and 

experiences through digital platforms like social media, online reviews, blogs, and forums. eWom message consistency is 

the extent to which the information conveyed through eWom remains uniform and coherent across different sources and 

interactions. Consistency in eWom messages is crucial as it influences consumers' trust, credibility, and purchase decisions 

(Liu & Park, 2015). 

1.2. EWom Content Platform  

An "EWom content platform" is a platform that facilitates the creation, sharing, and distribution of user-generated content 

that promotes products or services through electronic word-of-mouth. Such a platform could include social media platforms 

like Instagram or YouTube, where users create and share content promoting products or services to their followers. It could 

also include review sites like Yelp or Trip Advisor, where users write and share reviews of products or services, influencing 

potential customers' decisions. Other examples of EWom content platforms could include influencer marketing platforms 

that connect brands with influencers who promote their products or services to their followers, or online communities like 

Reddit or Quora where users share recommendations and advice on products or services. The increasing research interest 

in mixed eWom and rich eWom content and market-level source credibility factors is a pioneering attempt in eWom 

research (Gobinda Roy, B. Datta, S. Mukherjee, A. Shrivastava,2022). Online reviews from tourism-specific websites and 

other electronic channels do influence tourists' decisions in all aspects (Raksmey Sann, Pei-Chun Lai, Chi-Ting 

Chen,2020). 

1.3. EWom Valency  

"EWom valency" refers to the emotional tone or sentiment expressed in electronic word-of-mouth (eWom) messages. It is 

an important factor that influences how eWom is received by its audience and how effective it is in driving consumer 

behavior. The valency of EWom can be positive, negative, or neutral, depending on the content and the emotions expressed 

in the message. Positive valency eWom refers to messages that express satisfaction, excitement, or enthusiasm about a 

product or service, while negative valency eWom expresses dissatisfaction, disappointment, or frustration. Neutral valency 

EWom, on the other hand, refers to messages that are objective and do not express a strong emotional tone. The price 

perception of an item was found to be less acceptable when eWom was inconsistent compared to when eWom was absent 

or was positive (Liang, W.K., & Corkindale, D. 2018). The increasing research interest in mixed eWom and rich eWom 

content and market-level source credibility factors is a pioneering attempt in eWom research (Roy, G., Datta, B.K., 

Mukherjee, S., & Shrivastava, A.K. 2022).  

1.4. Product Popularity  

Product popularity refers to the level of demand and interest that consumers have in a particular product. A popular product 

is widely known, well-liked, and frequently purchased by consumers. Popularity can be measured in several ways, 

including sales volume, customer reviews, social media mentions, and search engine traffic. High popularity can indicate 

that a product meets the needs and desires of a large segment of consumers, is perceived as valuable or desirable, and has 

a strong brand image. Understanding product popularity is important for businesses because it can inform product 
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development, marketing strategies, and pricing decisions. Online consumer reviews have a causal impact on the consumer 

purchasing behavior of electronic products (Yayli, A., & Bayram, M.,2010). Review consensus has a positive impact on e-

WOM and e-purchase satisfaction for consumer goods Cuong, P.H. 2020). 

1.5. Information Credibility  

Information credibility refers to the degree to which information is trustworthy, accurate, and reliable. It is important to 

evaluate the credibility of information before using it to make decisions or draw conclusions. The recommendations for 

future online credibility education and practice are provided to assist users in locating reliable information online (Metzger, 

M.J. 2007). Different types of credibility assessment are taken into account by online readers as a process to decide whether 

a trust relationship would concur between them and the source of the information based on the quality of the information 

and the reputation or quality of the source (Shariff, S.M. 2020). The persuasive role of information/content credibility on 

the information adoption behavior of social media users was reviewed (Khan, A.M., Soroya, S.H., & Mahmood, K. 2022). 

1.6 Conceptual Framework of Study 

For the research, we have narrowed down six important factors that influence the Purchase intention of buyers online. 

eWom factors comprise message consistency, Content Platform, and valency which affect the two other factors they are 

Product popularity and information credibility which puts an impact on the Purchase intention of buyers. Against the above 

backdrop, it is observed that eWom not only spreads information faster but also creates a positive impact on sales and 

purchase intention of buyers. Most of the research has been done in the Western context and very few in the Indian context 

related to eWom. Therefore, the study aims to provide a comprehensive road map that identifies and explains the various 

factors and mechanisms through which eWom influences consumers' purchase intentions. By establishing this conceptual 

model, the research seeks to enhance the understanding of the complex relationship between eWom and purchase intention, 

shedding light on the underlying processes and offering valuable insights for businesses and marketers to effectively 

harness the power of eWom in influencing consumer behavior and decision-making. The whole concept under the study is 

depicted in the diagram shown below. 

 

2. Literature Review 

It has been evident from the previous works of literature that if the product meets the expectations of the consumers it leads 

to positive disconfirmation and if the product doesn’t meet the expectations it leads to negative disconfirmation which 

generates consumer dissatisfaction (Oliver 1977). Consumers' attachment to their online community encourages them to 

share their experiences on online consumer opinion platforms through online reviews and feedback (Cheung & Lee, 2012). 

Online reviews and website reviews have helped retain consumers by giving positive and negative eWom content (Nam et 

al., 2020). Potential customers' buying decisions are influenced by user-generated material because they prefer traditional 

advertising to it since they believe it to be more honest and transparent. Negative eWom can force companies to enhance 

their product offers and customer support, while positive eWom can considerably increase sales and brand reputation. 

Online merchants may create brand loyalty, strengthen consumer connections, and gain a competitive edge in the digital 

          Figure1. Conceptual Framework of the study     
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market by utilizing eWom successfully (Khwaja, M.G., & Zaman, U. 2020). However, it is unavoidable that customers 

evaluate the value of information quality and credibility of the person who is sharing it. As per the Elaboration likelihood 

model, there are two types of routes to influence a person, the Central route and the peripheral route (Petty &Cacioppo, 

1986). In the context of EWom the consumers who are involved in the low involvement process with low-priced affordable 

products are said to be engaged in the peripheral route, and they focus on non-content cues such as an indication of product 

popularity. Whereas in the case of a high-involvement process with luxurious products, the consumers adopt the central 

route because the review and comments are of significant importance to them (Park & Lee,2008). First, senders and 

receivers may be distinguished among the participants in this process. Senders are the people who create eWom, while 

receivers are the intended audience who receive and process the messages. Participants' motivation to engage in eWom 

creation is key. Their openness to sharing ideas and knowledge is influenced by things including personal experiences, 

product participation, and rewards they perceive. Its impact on recipients becomes clear as eWom spreads through 

numerous internet channels and social networks. Because they view eWom as more genuine and reliable than conventional 

advertising, prospective customers frequently depend on it to make educated selections. While bad eWom can have 

detrimental repercussions, positive eWom can boost brand reputation and increase sales (Yaseen, S., Mazahir, I., Veeriah, 

J., & Iqbal, I.2021). Hence, in the decision-making process, consumers are more influenced by arguments as they scrutinize 

the positive reviews and ratings of the product (P. Wang, 2014). An extension to the ELM model was subsequently 

introduced which projects that information usefulness and the source of information from the website affect online 

consumers while adopting information online (Cheung & Lee, 2007). People derive intentions towards adopting technology 

and people with similar intentions develop in adopting a particular idea or behavior as reflected in the Information Adoption 

Model. A ground-breaking initiative in eWom research is the growing emphasis on mixed eWom and rich eWom content, 

together with market-level source trust considerations. This innovative strategy intends to investigate how various online 

consumer opinions and top-notch multimedia material affect how consumers make decisions. And how the reliability and 

authority of eWom sources affect the dynamics of the market as a whole and customer behavior. This innovative effort 

promises to reveal fresh information on the difficulties of electronic word-of-mouth and its effects on the online market 

(Roy, G., Datta, B.K., Mukherjee, S., & Shrivastava, A.K. 2022). Consumers with similar intentions have been observed 

to adopt knowledge from online review communities, as they are significantly influenced by herd behavior when they 

follow each other (X. L. Shen et al., 2014). The quality of the information provided in content and the source of information 

helps the consumers to get useful information which leads to information adoption when the consumers are involved online. 

Further, the behavioral factors that lead the consumer to use the technology and their acceptance of the technology were 

developed by the TAM model (Fred Davis,1989, Bagozzi, Davis, and Warsaw 1992). The use of keyword co-occurrence 

has helped researchers in the field of electronic word-of-mouth (eWom) to identify key themes. It offers insights into the 

evolving patterns and focus points of eWom research through time by tracking thematic progression.  

This method gives a thorough knowledge of how various themes and ideas have acquired popularity, assisting academics 

and industry professionals in their investigation of eWom-related occurrences. By highlighting important areas of interest 

and potential gaps in the current body of knowledge, co-occurrence pattern analysis supports ongoing development in this 

dynamic subject (Bhaiswar, R., Meenakshi, N., & Chawla, D. 2021). When the consumer is involved in making a purchase 

online on social media, they emphasize WOM information quality, credibility, and usefulness. Therefore, the content about 

the product and services on social media websites helps the consumer to buy the product which leads to customer 

satisfaction and loyalty. This in turn affects the eWom during purchase (Rouibah et al., 2021). Social media, online reviews, 

and user-generated content all have the potential to greatly improve an organization's capacity for consumer interaction in 

the travel sector. Businesses can communicate with their target audience more effectively, forge deeper connections, and 

cultivate a feeling of authenticity and trust that promotes favorable brand perceptions and consumer loyalty by utilizing 

these digital channels. Additionally, the viral nature of electronic word-of-mouth may help tourist organizations reach a 

bigger audience and be more visible, which will eventually enhance consumer engagement and satisfaction levels (Wang, 

P. 2017). 

In the above context, it may be noted that online reviews and ratings play a vital role in guiding customers in their buying 

choices. Buyers usually go through online reviews and ratings when they are involved online before deciding on a purchase 

(Khalid et al., 2020). This study would help to attain a greater knowledge about customer involvement in online purchase 
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which is affected by product expectations that leads them to give positive or negative feedback through an online form 

known as eWom.  

3. Research Objectives and Methodology 

Based on the factors identified above as well as the gaps from the above pieces of literature review, the objective of the 

study are stated below: 

• To find the impact of eWom on consumers' intention to make a purchase. 

• To identify the major factors influencing the online purchase intention of buyers.  

 Research Methodology  

This section highlights the data collection method and questionnaire development to collect the responses followed by the 

hypothesis testing proposed in the model. Data was collected online using a structured questionnaire. The research 

population is defined as all online customers in Bhubaneswar. Customers who are familiar with online shopping sites and 

social networking sites. Descriptive analysis has been used in data collection. The sample size was 201. The questionnaire 

was distributed through a Google form. The questionnaire used a five-rating scale of Likert.  It had five rating scales from 

Strongly Agree to Strongly Disagree where the customers have given their rating as per their choice the items were 

measured using a 5-point Likert scale with (1) Indicating ‘Strongly agree’ to (5) ‘Strongly disagree’.  

4. Research Hypothesis 

As a result, the study suggests the following: hypothesis:  

H1: There is a significant impact of EWom message consistency on Product Popularity.  

H2: There is a significant impact of EWom message consistency on Information Credibility.  

H3: There is a significant impact of the EWom content platform on Product Popularity.  

H4: There is a significant impact of the EWom content platform on information credibility.  

H5: There is a significant impact of EWom valency on Product Popularity.  

H6: There is a significant impact of EWom valency on Information Credibility  

H7: There is a significant impact of Product Popularity on Purchase Intention.  

H8: There is a significant impact of Information credibility on Purchase Intention.  

5. Analysis and Discussion 

To test this theoretical model, regression analysis is used for both analyzing the data and hypothesis testing.  

The results of the linear regression model are shown in Table 1, where R square=0.088 and 0.000 indicates significance. 

The outcome of the scrutiny shows that eWom message consistency has a considerable and advantageous effect on Product 

popularity. As a result, the overall conclusions and outcomes accept adopting H1. It demonstrates that the independent 

variable accounts for 8.8% of the variation in product popularity. Findings related to eWom message consistency show that 

the perceived EWom messages are consistent (beta = 0.296, significant at 0.000).  
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Table 1: Regression model summary of H1 

 

Note:(p<0.05, EMC=EWom message consistency=Product Popularity)  

The outcomes of the linear regression model are presented in Table 2 (R square=0.046), which is significant at 0.000. The 

results of the regression analysis show that eWom message consistency has a substantial and advantageous effect on 

Information Credibility. As a result, the overall conclusions and outcomes support the acceptance of H2. It demonstrates 

that the independent variable eWom message consistency, which has a beta value of 0.224 and is significant at 0.000, 

explains 4.6% of the variation in Information Credibility.  

Table 2: Regression model summary of H2  

 

Note:(p<0.05, EMC=EWom message consistency, IC=Information Credibility)  

The outcomes of the linear regression model are presented in Table 3 (R square=0.391), which is significant at 0.000. The 

results of the regression analysis show that the EWom content platform significantly and favorably affects Product 

popularity. As a result, the overall conclusions and outcomes justify the acceptance of H3. It demonstrates self-determining 

variable says 39.1% of the variation in Product Popularity. Findings from the eWom Content platform show that this 

platform is evaluated positively (beta = 0.625, significant at 0.000).  

Table 3: Regression model summary of H3  

 

Note:(p<0.05, ECP=EWom content Platform=Product Popularity)  

The outcomes of the linear regression model are presented in Table 4 (R square=0.087), which is significant at 0.000. 

According to the regression results, the EWom content platform significantly and favorably affects Information Credibility. 

As a result, the overall conclusions and outcomes support the acceptance of H4. It reveals that the independent variable 

accounts for 8.7% of the variation in information credibility. Findings from the EWom content platform show that it is seen 

to be thus (beta = 0.294, significant at 0.000).  
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Table 4: Regression model summary of H4  

 

Note:(p<0.05, ECP=EWom content IC=Information credibility)  

The outcomes of the linear regression model are presented in Table 5 (R square=0.226), which is significant at 0.000. The 

results of the regression show that EWom valency significantly and favorably affects Product Popularity. As a result, the 

overall conclusions and outcomes justify the acceptance of H5. It demonstrates that the independent variable explains 

22.6% of the variation in Product Popularity. The perceived EWom valency is shown by the EWom valency findings (beta 

is 0.476, significant at 0.000).  

Table 5: Regression model summary of H5  

 

Note: (p<0.05, EWV=EWom Valency, PP=Product Popularity)  

The outcomes of the linear regression model are presented in Table 6 (R square=0.172), which is significant at 0.000. The 

results of the regression show that EWom valency significantly and favorably affects the trustworthiness of information. 

Therefore, the overall conclusions and findings offer evidence in Favor of adopting H6. It demonstrates that the independent 

variable accounts for 17.2% of the variation in the believability of the information. The perceived EWom valency is shown 

by the EWom valency findings (beta is 0.414, significant at 0.000).  

Table 6: Regression model summary of H6  

 

Note: n(p<0.05, EWV=EWom Valency, IC=Information credibility)  

The outcomes of the linear regression model are presented in Table 7 (R square=0.247), which is significant at 0.000. The 

results of the regression show that Product Popularity significantly and favorably influences Purchase Intention. As a 

consequence, the overall conclusions and findings offer evidence in Favor of adopting H7. It demonstrates that the 

independent variable product popularity explains 24.7% of the variation in purchase intention. The results show that the 

product's perceived popularity is high (beta is 0.497, significant at 0.000).  
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Table 7: Regression model summary of H7 

 

Note: (p<0.05, PP=Product Popularity, PI=Purchase Intention)  

The outcomes of the linear regression model are presented in Table 8 (R square=0.434), which is significant at 0.000. The 

regression results show that information Credibility significantly and favorably affects purchase intention. As a result, the 

overall conclusions and findings offer evidence in Favor of adopting H8. It demonstrates that the independent variable 

information credibility accounts for 43.4% of the variation in purchase intention. The results show that the perceived 

believability of the information is high (beta is 0.659, significant at 0.000).  

Table 8: Regression model summary of H8 

 

Note: (p<0.05, IC=Information Credibility, PI=Purchase Intention) 

The results of the current study, which looked at the effect of eWom message consistency on product popularity, showed a 

substantial and favorable correlation between the two variables. Consequently, spreading consistent EWom messaging 

across many platforms and channels can increase product popularity. It also highlights the importance of monitoring and 

managing eWom messages to ensure they are consistent with the brand's image and values.  It emphasizes the need for 

businesses to actively engage with customers and respond to their feedback and comments to promote positive eWom. The 

impact of eWom message consistency on information credibility, and this outcome shows a certain and positive association 

among these two variables. Therefore, it suggests that eWom message consistency can enhance the perceived credibility of 

information among consumers.   

When EWom messages are consistent, they provide a coherent and cohesive message about the product or brand, which 

can increase the credibility of the information being shared. This is particularly important in the context of online reviews 

and recommendations, where consumers rely heavily on the credibility of the information provided by other consumers.  It 

suggests that consumers perceive the EWom content platform as a credible source of information. This is consistent with 

the idea that online platforms have become increasingly important in shaping consumers' perceptions and attitudes toward 

products and services. The results of this study imply that companies can leverage EWom content platforms to improve 

their credibility and reputation in the eyes of consumers.  

Overall, the findings suggest that businesses ought to compensate concentration for electronic word-of-mouth (EWom) 

valence when considering ways to promote their products. Positive EWom valence can significantly influence a product's 

popularity, leading to increased sales and revenue. Additionally, the study highlights the importance of identifying, the role 

of social media and online platforms in shaping consumer manners and perceptions. The study aimed to test the hypothesis 

that there is a significant impact of electronic word-of-mouth. The results of the investigation have important implications 

for businesses that rely on online platforms to market their products or services. Information credibility is crucial in 

influencing consumers' purchase decisions, and businesses need to focus on providing accurate and reliable information to 

their customers. By doing so, they can increase their customers' trust and confidence in their brand and products.  
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6. Conclusion  

The findings of study provide the support for the idea that the EWom content platform can have a significant impact on 

information credibility.  Overall, these findings suggest that businesses and organizations should be aware of the impact of 

EWom valency on information credibility, and should aim to encourage positive word-of-mouth communication about their 

products or services. Additionally, the study highlights the importance of monitoring and managing online reviews and 

comments, as they can significantly impact the perceived credibility of information about a brand or product.  

Overall, the findings suggest that marketers should consider emphasizing the popularity of their products to increase 

consumers' purchase intention. However, it is important to note that other factors, such as product quality, price, and brand 

reputation, can also influence consumers' purchase decisions. In conclusion, the results of this study suggest that 

Information credibility is a key determinant of Purchase intention. Consumers are more likely to purchase products or 

services from businesses that provide credible information. Therefore, businesses should focus on building their credibility 

and providing accurate and reliable information to their customers to increase their chances of success.  

7. Implication and Further Scope 

These findings have important implications for business organizations that rely on digital marketing strategies to promote 

their products and it will be helpful to increase product popularity and sales.  Investigating platform-specific strategies can 

help businesses optimize their efforts on different eWom platforms. 

As online reviews and ratings have no geographical boundaries, the study has been limited to Odisha, India, but there is a 

scope for expanding the research across different states of India. Further research is needed to fully understand the complex 

relationship between online platforms and consumer perceptions of credibility and time to investigate the interplay between 

eWom message consistency and other factors to gain a more comprehensive understanding of the factors influencing 

product popularity.  

References  

[1] Arumugam, V., & Omar, A. (2016). Electronic Word-of-Mouth Information Adoption by Online Consumers. 

International Journal of Science and Research (IJSR) ISSN, 5(12), 1865-1869.  

https://doi.org/10.21275/ART20163762  

[2] Cheung, C. M. K., & Lee, M. K. O. (2007). Information adoption in an online discussion forum. ICE-B 2007 - 

Proceedings of the 2nd International Conference on e-Business, 322-328. 

https://doi.org/10.5220/0002110703220328  

[3] Cheung, C. M. K., & Lee, M. K. O. (2012). What drives consumers to spread the electronic word of mouth in online 

consumer-opinion platforms? Decision Support Systems, 53(1), 218-225. https://doi.org/10.1016/j.dss.2012.01.015  

[4] Khalid, J., Abbas, A., Mahmood, M. Q., Tariq, A., Khatoon, M., Azhar, S., Akbar, R., Rafia, Akbar, A., Meer, A., & 

Ud Din, M. J. (2020). Significance of electronic word of mouth (eWOM) in opinion formation. International 

Journal of Advanced Computer Science and Applications, 11(2), 537–544. 

https://doi.org/10.14569/ijacsa.2020.0110268  

[5] Majali, T. A., & Bohari, A. M. (2016). A conceptual model of electronic word of mouth communication through 

social network sites: The moderating effect of personality traits. International Review of Management and 

Marketing, 6(7Special Issue), 265-269  

[6] Moradi, M., & Zihagh, F. (2022). A meta-analysis of the elaboration likelihood model in the electronic word of 

mouth literature. International Journal of Consumer Studies, August 2021, 1900–1918. 

https://doi.org/10.1111/ijcs.12814  

[7] Bhaiswar, R., Meenakshi, N., & Chawla, D. (2021). Evolution of Electronic Word of Mouth: A Systematic Literature 

Review Using Bibliometric Analysis of 20 Years (2000–2020). FIIB Business Review, 10, 215 - 231. 

[8] Roy, G., Datta, B.K., Mukherjee, S., & Shrivastava, A.K. (2022). Systematic review of eWOM literature in emerging 

economy using ACI framework. International Journal of Emerging Markets. 



European Economic Letters 

ISSN 2323-5233 

Vol 13, Issue 5 (2023) 

http://eelet.org.uk 

 

1771 

 

[9] Nam, K., Baker, J., Ahmad, N., & Goo, J. (2020). Determinants of writing positive and negative electronic word-

of-mouth: Empirical evidence for two types of expectation confirmation. Decision Support Systems, 129, 113168. 

https://doi.org/10.1016/j.dss.2019.113168  

[10] Rahaman, M. A., Hassan, H. M. K., Asheq, A. Al, & Islam, K. M. A. (2022). The interplay between eWOM 

information and purchase intention on social media: Through the lens of  

[11] IAM  and  TAM  theory.  PloS  One,  17(9),  e0272926. 

https://doi.org/10.1371/journal.pone.0272926  

[12] Rouibah, K., Al-Qirim, N., Hwang, Y., & Pouri, S. G. (2021). The determinants of ewom in social commerce: The 

role of perceived value, perceived enjoyment, trust, risks, and satisfaction. Journal of Global Information 

Management, 29(3), 75-102. https://doi.org/10.4018/JGIM.2021050104  

[13] Sánchez Torres, J. A., Cañada, F. J. A., Moro, M. L. S., & Irurita, A. A. (2018). Impact of gender on the acceptance 

of electronic word-of-mouth (eWOM) information in Spain. Contaduria y Administracion, 63(4). 

https://doi.org/10.22201/fca.24488410e.2018.1428  

[14] Shaker, A. K., Mostafa, R. H. A., & Elseidi, R. I. (2021). Predicting intention to follow online restaurant community 

advice: a trust-integrated technology acceptance model. European Journal of Management and Business 

Economics. https://doi.org/10.1108/EJMBE-01-20210036  

[15] Shen, X. L., Zhang, K. Z. K., & Zhao, S. J. (2014). Understanding information adoption in online review 

communities: The role of herd factors. Proceedings of the Annual Hawaii  

[16] International  Conference on  System  Sciences,  604–613. https://doi.org/10.1109/HICSS.2014.81  

[17] Shen, Z. (2021). A persuasive eWOM model for increasing consumer engagement on social media: evidence from 

Irish fashion micro-influencers. Journal of Research in Interactive Marketing, 15(2), 181–199. 

https://doi.org/10.1108/JRIM-10-2019-0161  

[18] Wang, P. (2014). Understanding the influence of electronic word-of-mouth on outbound tourists’ visit intention. 

IFIP Advances in Information and Communication Technology, 445, 33–45.  

[19] https://doi.org/10.1007/978-3-662-45526-5_4  

[20] Xia, Y. X., & Chae, S. W. (2021). Sustainable Development of Online Group-Buying Websites : An Integrated 

Perspective of ECM and Relationship Marketing  

[21] Ying, Z., Jianqiu, Z., Akram, U., & Rasool, H. (2021). TAM model evidence for online social commerce purchase 

intention. Information Resources Management Journal, 34(1), 86-108. https://doi.org/10.4018/IRMJ.2021010105  

[22] Liu, Y., & Park, J. (2015). Electronic Word of Mouth (eWom) in the Marketing Context: A State-of-the-Art Analysis 

and Future Directions. Journal of Interactive Marketing, 32, 197-214 

[23] Cheung, C. M., & Thadani, D. R. (2012). The Impact of Electronic Word-of-Mouth Communication: A Literature 

Analysis and Integrative Model. Decision Support Systems, 54(1), 461-470. 

[24] Roy, Gobinda; Datta, Biplab; Mukherjee, Sravanti; Shrivastava, Avinash K. Systematic review of eWom literature 

in emerging economy using ACI framework. International journal of emerging markets, 04 Mar 2022, Vol. ahead-

of-print, Issue ahead-of-print, ISSN: 17468809 DOI: 10.1108/IJOEM-08-2021-1313 

[25] Raksmey Sann and Pei-Chun Lai and Chi-Ting Chen (2020), Review papers on eWom: prospects for the hospitality 

industry,32(177-206), https://api.semanticscholar.org/CorpusID:225229634 

[26] Roy, G., Datta, B.K., Mukherjee, S., & Shrivastava, A.K. (2022). A systematic review of eWom literature in the 

emerging economy using ACI framework. International Journal of Emerging Markets. 

[27] Liang, W.K., & Corkindale, D. (2018). How eWord of Mouth valences affect price perceptions. International 

Journal of Market Research, 61, 50 - 63. 

[28] Yayli, A., & Bayram, M. (2010). eWOM: the effects of online consumer reviews on purchasing decision of 

electronic goods. 

[29] Cuong, P.H. (2020). Review Consensus Effects on e-Wom and Consumer Goods e-Purchase Satisfaction: Evidence 

from Vietnam. Journal of Advanced Research in Law and Economics. 

https://marketplace.copyright.com/rs-ui-web/mp/search/author/Roy%2C%20Gobinda
https://marketplace.copyright.com/rs-ui-web/mp/search/author/Datta%2C%20Biplab
https://marketplace.copyright.com/rs-ui-web/mp/search/author/Mukherjee%2C%20Srabanti
https://marketplace.copyright.com/rs-ui-web/mp/search/author/Shrivastava%2C%20Avinash%20K.
https://doi.org/10.1108/IJOEM-08-2021-1313


European Economic Letters 

ISSN 2323-5233 

Vol 13, Issue 5 (2023) 

http://eelet.org.uk 

 

1772 

 

[30] Shariff, S.M. (2020). A Review on Credibility Perception of Online Information. 2020 14th International 

Conference on Ubiquitous Information Management and Communication (IMCOM), 1-7. 

[31] Metzger, M.J. (2007). Making sense of credibility on the Web: Models for evaluating online information and 

recommendations for future research. J. Assoc. Inf. Sci. Technol., 58, 2078-2091. 

[32] Khan, A.M., Soroya, S.H., & Mahmood, K. (2022). Impact of information credibility on social media information 

adoption behavior: a systematic literature review. Library Hi Tech. 

[33] Khwaja, M.G., & Zaman, U. (2020). Configuring the Evolving Role of eWOM on the Consumers Information 

Adoption. Journal of Open Innovation: Technology, Market, and Complexity. 

[34] Yaseen, S., Mazahir, I., Veeriah, J., & Iqbal, I. (2021). Towards an Integrated Model of Electronic Word of Mouth 

Communication. International Journal of Media and Information Literacy. 

[35] Wang, P. (2017). The Role of Ewom In Customer Engagement In Travel Service Organizations: An Affordance 

Perspective. Wuhan International Conference on E-Business. 

[36] Rani, A., & Shivaprasad, H.N. (2019). Electronic Word of Mouth (eWOM) Strategies to Manage Innovation and 

Digital Business Model. Advances in Human Resources Management and Organizational Development. 


