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Abstract. The definition of word of mouth (WOM) has developed from time
to time along with the development of information and technology advances, in
which WOM is currently being carried out more using online media. In addition,
influencer marketing is part of the spread of word of mouth to introduce vari-
ous types of products to consumers. The purpose of this study was to determine
the various variables used in influencer marketing and Word of Mouth (WOM)
research, the definition of WOM and e-WOM, and the media used by WOM. The
method used in this study was a literature review on the Scopus, EBSCO, and
ProQuest websites using advanced search. The analyzed documents were limited
to the types of research articles from 2012 to 2022, English-language articles in the
field of social science, and open access. From the results of the literature review
process, the articles collected from Scopus, EBSCO, and ProQuest were 1,049.
After that, it was specified based on documents, social science, and open access
with a total of 20 articles. The 20 articles were analyzed one by one and the articles
that fit the limits to be analyzed were 11 articles. The 11 articles were analyzed
based on the variables taken in the research; the definition of WOM and e-WOM,
and the communication media used by influencers and companies to spread word
of mouth.

Keywords: e-WOM - Influencer marketing - Literature review - Word of Mouth
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1 Introduction

Currently, influencers are often involved to introduce products to consumers through
various social media [1, 2]. Many companies use the services of influencers to attract
consumers. Usually, the influencers endorsed by companies are artists and YouTubers
who already have a lot of subscribers. Thus, the words of an influencer can affect the
psychology of consumers which will lead to word of mouth (WOM). In the1990s, word
of mouth was mostly done directly without using online media. Nowadays, social media
is considered the most effective tool to support WOM because almost every individual
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has involvement with social media [3] such as WhatsApp, Facebook, Instagram, Face-
book, and Twitter. Thus, word of mouth is done more using social media as a means
of recommending a product. As a result, the definition and the term word of mouth
have also developed and changed, which is better known as electronic word of mouth
(e-WOM) [4].

Literature reviews of several articles have been carried out by previous researchers
[5]; In [6] researchers conducted SLR using the limits set so that the results contributed
to certain fields of science. In previous studies, some researchers carried out literature
using the bibliometric method to parse in terms of researchers as well as themes taken
from several years determined by the researchers [7]. However, previous researchers
also used literature reviews with the help of advanced searches on journal websites such
as Scopus, ProQuest, Ebsco, etc. [8, 9]. This is a novelty in the field of research, where
since the Covid-19 pandemic it is difficult for researchers to conduct direct surveys and
interviews with informants.

This literature review research tried to answer three questions, including: first (RQ1)
What variables are used in influencer marketing research and Word of Mouth (WOM)
and e-WOM? Second Question (RQ2) What is the definition of word of mouth (WOM)
or e-WOM? Third question (RQ3) What communication media is used by influencers
and for word of mouth?

To answer the research question, the systematics of the literature review was limited.
The year factor is one of the considerations for the data analysis needed in this study [9,
10]. The limitations set included the documents used for the last eleven years from 2012
to 2022 with the theme of influencer marketing and word of mouth taken from three data
sources, namely on the Scopus web, EBSCO, and ProQuest on filetype articles in the
field of social science and open access. From the open access articles, the variables were
analyzed, including the definition of word of mouth, e-WOM, and social media used
as a means of word of mouth by influencers, both traditionally and online. A literature
review process like this was also carried out by previous researchers [10, 11, 12].

This study analyzed the variables taken from previous research, provided informa-
tion about the development of the definition of word of mouth and electronic word of
mouth, then provided information about social media which is often used as a means of
communication from influencers to produce WOM. The results of the analysis were sum-
marized using a table so that they can be easily understood. In the final stage, limitations
of the research were also provided which then can be developed for future research.

2 Methods

This literature review research aims to analyze and evaluate the literature related to the
theme that has been determined by utilizing a comprehensive method that can be audited
[13, 14]. This research is a literature review with advanced search on Scopus, Ebsco, and
Proquest webs. On Scopus web searches, it used title-abs-key (influencer OR influence
AND marketing AND WOM OR e-WOM), while on Ebsco it used advanced search
with keywords influencer marketing OR Influence AND the word of mouth OR WOM
AND social science which is limited from 2012 to 2022. The literature review process
can be seen in Fig. 1.
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Fig. 1. Systematic literature review process

3 Results and Discussion

The results of the literature review were taken from using a database with the help of
advanced search Scopus, EBSCO, and ProQuest on articles that have been filtered based
on open access articles from 20 articles, which was then filtered again to avoid double
articles into 11 articles that were ready to be analyzed. Table 1 describes the variables
used for the study E-WOM [15] is an antecedent variable that affects customer purchase
intention through mediating variables perceived usefulness and perceived trust. In line
with research conducted by [16] that CSWOM also affected enjoyment with purchase
mediated by CPB on social media, the impact of purchase on self, the impact of pur-
chase on interpersonal relationships and moderated by materialism variable. Apart from
being an antecedent variable, WOM is also a variable that is influenced by the variables
creativity, info completeness, emotional appeal, and social responsibility mediated by
purchase intention and moderated by perceived value [17].

From the 11 articles that have been analyzed, the definitions of WOM and e-WOM
are found which are presented in Table 2. In 1987, the definition of WOM did not
involve electronics but more traditionally, in which people met at a place to carry out
recommendation activities about products, services, or organizations [18]. In 2004, the
definition of e-WOM was already defined by [4] as positive and negative comments
recommended by consumers about brands and products through social media. From the
article, it was found that the latest definition of e-WOM in 2018, which is explained by
[19] as the transfer of information from the sender of information to the recipient of the
information.

Table 3 shows WOM communication media and influencer marketing where influ-
encers use social media more to recommend products from a company. Of the 11 articles,
word of mouth currently is spread through Facebook for as many as 8 articles, Instagram
for as many as 5 articles, Twitter for 4 articles, and LinkedIn for 2. Influencers and
companies work together to create e-WOM to attract consumer interest in the products
offered.
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Table 1. Influencer marketing and Word of Mouth (WOM) research variables
No Authors Input Process Output
1 [20-22], marketing activities, perceived usefulness, Customer Purchase intention
[23] e-WOM, WOM, perceived trust Likeability
advertising,
celebrity effect
Social Interaction
Number of followers
2 [16] Intrinsic motivation CPB on social media, Theory of planned behavior
[22] (TPB), Enjoyment with
purchase
6 [1] Influencer marketing communication, purchase Innovation launch
[24] intention Purchase behavior
7 [25] Facebook trust, self-disclosure, Intention Share and comment
source credibility information value
8 [26] self-efficacy, Generation (X, Y, Z) customer engagement
satisfaction behaviors
9 [27, 28] Creativity, purchase intention WOM
info completeness, perceived value
emotional appeal, Social Media
social responsibility
Brand
Table 2. Definition of WOM/e-WOM
Year | Definition Authors
1987 | WOM is defined as verbal, informal communication from one individual to another 18
regarding the perceptions obtained about a brand, product, organization, or service.
2004 | e-WOM can be interpreted as a positive or negative comment made by customers about | 4
products or brands that are recommended to others through social media.
2006 | WOM is a commentary, individual opinion ideas, and transformation between two 29
people and does not intend to market the product and get no reward.
2008 | Word of mouth is a term that is well known in marketing and is considered to have a 30
strong influence on purchasing decisions by consumers.
2011 | The definition of e-WOM on the conceptual particular social networking site (SNS) can | 31
be done through 3 aspects, namely the process of seeking an opinion, the process of
giving an opinion, and finally the submission of an opinion.
2013 | WOM can be interpreted as an intention to communicate positively about products or 32
services to others.
2015 | e-WOM is defined as a statement made online to provide information to other 23
consumers.
2018 | e-WOM is the transfer of information from the sender of information to the recipient of | 19

information.
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Table 3. Word of mouth communication media and influencer marketing

No | Authors | Media communication

1 20 Facebook, WhatsApp, Instagram, and WeChat

2 21 Instagram

3 22 Traditional WOM

4 16 Facebook, Twitter, and Instagram

5 23 Twitter

6 1 content analysis of blog; posts and Instagram posts

7 25 Facebook

8 26 websites

9 27 Facebook and Linked

10 |24 Social group

11 28 Online: Twitter, Facebook, YouTube, Instagram
Offline: television and radio commercials, print advertisements, displays at
retail, outdoor advertisements

4 Conclusion

The definition of WOM was taken from 1987 to 2018. From this definition, it developed
from WOM to e-WOM. Online communication media mostly used Facebook. In 2015 e-
WOM was carried out using Twitter because in 2015 social media such as Instagram had
not yet become a trend. Instagram began to be used as an e-WOM medium since 2017.
Every study has limitations, and so does this literature review research. The limitations
of the research include limited articles for the last ten years from 2012 to 2022. The
documents taken were limited to the fields of social science and open access. Meanwhile,
articles with open access were limited. For further research, it is recommended to develop
research questions and combine the SLR method with bibliometrics.
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