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Review of Ressarch Progress on Internet Word of Mouth Mar keting

Shao Bingjia, Shi Lei , Wang Yatao
(School of Economics and Business Administration ,Chongging University ,Chongaing 400030 ,China)

Absdtract : Based on CNKI and the 1SI Web database, 167 literature have been analyzed by research topic and research method The results
show that the research content and theoretical depth in domestic are much dower in comparison with that of foreign countries The research
topics of foreign literature focuson the relationship between eWOM and consumer behavior , the effect of eWOM , and the reliability of eWOM.
Research method used in foreign literature are investigation and experimental , but descriptive method use in most domestic literature Future
research can be focus on the role of neutral eWOM and effect mechanism of eWOM investigation or experimental method
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