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CHAPTER 12 

 

NETWORKED  
CONSUMER  
BEHAVIOR: 
WORD-OF-MOUTH, SOCIAL MEDIA, 
& FASHION



1. Word-of-Mouth Communication 

2. Opinion Leadership 

3. The Social Media Revolution 

4. The Diffusion of Innovations 

 

NETWORKED CONSUMER BEHAVIOR: 
WORD-OF-MOUTH, SOCIAL MEDIA, & 
FASHION



WHAT OTHER 
CONSUMERS TELL US 
ABOUT PRODUCTS IS 
MORE INFLUENTIAL 

THAN FORMAL 
ADVERTISING?



WORD OF MOUTH 
COMMUNICATION



A product information that individuals transmit to other individuals.  

o  WOM tends to be more reliable and trustworthy than massages from more formal marketing channels because we 
get the word from people we know. 

o  WOM often comes with social pressure to conform to these recommendations.

WORD-OF-MOUTH (WOM)



WORD-OF-MOUTH (WOM)
“ Advertising is more effective to reinforce our existing product preference than to create new ones”. 

 

Although information from impersonal sources is important to create brand awareness, 
consumer rely on WOM in the later stages of evaluation and adoption.  

 

The influence of others’ opinion is at times even more powerful than our own 
perceptions. 

 

WOM is especially powerful when the consumer is relatively unfamiliar with the product 
category. 

 



WORD-OF-MOUTH (WOM): 
BUZZ BUILDING

Guerrilla Marketing 
Ø  Promotional strategies that use unconventional means and 

venue to encourage WOM about products. 

Ø  The terms implies that marketing ambushes the unsuspecting 
recipient because the message pops up in a place where he or 
she wasn’t expecting to see an advertisement. 



WORD-OF-MOUTH (WOM)  
NEGATIVE WOM: THE POWER OF RUMORS

v  Although WOM often is helpful to make consumers aware of 
products, it can also hurt companies when damaging product rumors 
or negative WOM occur. 

v  Consumers weigh Negative WOM heavily than they do positive 
comments. 

v  Negative WOM reduces the credibility of a firm’s advertising and 
influences consumers’ attitudes towards a product as well as their 
intention to buy it (Smith and Vogt,1995). 

 

v  Very easy to spread Negative WOM online



OPINION 
LEADERSHIP 



OPINION 
LEADERSHIP 

WHY ARE CERTAIN PEOPLE 
PARTICULARLY LIKELY TO INFLUENCE 

OTHERS’ PRODUCT CHOICES? 



Opinion Leader: is a person who is frequently 
able to influence others’ attitudes or behaviors 

OPINION LEADERSHIP 



Ø They are technically competent so they posses expert power. 

Ø They prescreen, evaluate, and synthesize product information in an 
unbiased way, so they possess knowledge power 

Ø  They are socially active and highly interconnected in their communities 

Ø They are likely to hold offices in community groups and club and to be 
active outside of the home, so they possess legitimate power by virtue of 
their social standing. 

Ø  They tend to be similar to the consumer in terms of their values and 
beliefs, so they possess referent power 

Ø They are often among the first to buy new products, so they absorb 
much of the risk 

OPINION LEADERSHIP: 
COMMON CHARACTERISTICS OF OPINION LEADER 



v  Opinion leaders may or may not be purchasers of the products they recommend. 

 

v  Early purchasers also tend to be innovators they like to take risks and try new things. 

 

v  Opinion leaders who also are early purchasers INNOVATIVE COMMUNICATORS. 

v  Opinion leaders also are likely to be opinion seeker. They are generally more involved 
in a product category and so they actively search for information. Hence, they are 
more likely to talk about products with others and to solicit others’ opinion as well.  

TYPE OF OPINION LEADERS 



The Market Maven 
• A person who likes to transmit marketplace information of all types 
•   They are not necessarily  

•  interested in certain products 
•  to be early purchasers 

 
•  They are simply into staying on top of what is happening in the marketplace 
•  They tend to have a solid overall knowledge of how and where to procure 

products. EX: Fashion Guru 
 

TYPE OF OPINION LEADERS 



The Surrogate Consumer 
• A third party whom we retain to provide input into our purchase decisions. 

• Unlike the opinion leader or market maven, we compensate the surrogate for 
his or her advice (We need to pay for advise). 

•   Ex. Interior decorators, stockbrokers, professional shoppers, personal stylist, 
beauty advisor, wedding planner 

TYPE OF OPINION LEADERS 



THE SOCIAL MEDIA 
REVOLUTION



Hotel Review on Agoda Restaurant Review on Wongnai



SOCIAL MEDIA
o  Sometimes people define social media in 

terms of hardware (like Android 
smartphones) or software (like Wikipedia). 

o  But SOCIAL MEDIA is about COMMUNITY; 
the collective participation of members 
who together build and maintain a site. 

 

o  Consumers’ great enthusiasm in sharing 
and collecting feedback from others 
before they purchase underscores the key 
role social media plays in fueling the basic 
WOM process. 

o  We call the people who supply reviews 
BRAND ADOCATES.  



SOCIAL MEDIA AND COMMUNITY
o  Online communities are not much different from those we find in our physical 

environment. 
o  Community is “a unified body of individuals, unified by interests, location, 

occupation, common history, or political and economic concerns.” (Merriam-
Webster Dictionary). 

o  Online community is called CYBERSPACE where people 
connect online with kindred spirit, engage in supportive 
and sociable relationships with them, and imbue their 
activity online with meaning, belonging, and identity.  



ONLINE OPINION LEADERS
o  Opinion Leaders are al known POWER USERS. 
o  The Internet makes opinion leaders even more powerful, an influential person 

can influence the opinions of many people around the world. 
o  Opinion leaders have a strong communication network that gives them the 

ability to affect purchase decisions for a number of other consumers, directly 
and indirectly. 

o  Credible sources of information 

o  Impression refers to a view or an exposure to an advertising message. 
 

o  Usually post brand-related content: Influence Impressions à MASS 
CONNECTORS 

o  Mass connectors spread influence impressions, the impact of message grows 
due to Momentum Effect. 



THE DIFFUSION OF 
INNOVATIONS



THE DIFFUSION OF INNOVATIONS
o  Refers to the process whereby a new product, service, or idea spreads 

through a population 
o  An INNOVATION is any product or service that consumers perceive to be new. 

o  Innovation may take the form pf an activity, a clothing style, a new 
manufacturing techniques, a new variation on an existing product, a new way 
to deliver product, etc. 
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