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Not all digital word of mouth is created equal:  

Understanding the respective impact of consumer reviews and microblogs on new product 

success 

 

 

André Marchand 

Marketing Center Muenster, University of Muenster 

Am Stadtgraben 13-15, 48143 Muenster, Germany 

Phone (+49) 251 83 22884, Fax (+49) 251 83 22032 

Email: mail@andre-marchand.de 

 

 

Thorsten Hennig-Thurau 

Marketing Center Muenster, University of Muenster 

Am Stadtgraben 13-15, 48143 Muenster, Germany 

Phone (+49) 251 83 29954, Fax (+49) 251 83 22032 

Email: thorsten@hennig-thurau.de 

 

 

Caroline Wiertz 

Cass Business School, City University London 

London EC1Y 8TZ, UK 

Phone (+44) 20 7040 5183, Fax: (+44) 20 7040 8262 

Email: c.wiertz@city.ac.uk 

 

 

Acknowledgment: We thank Sonja Gensler for her constructive input and feedback. Moreover, 

we thank Bruce Daisley from Twitter UK for facilitating access to the Twitter data and Jacek 

Brozda and Michael Topp for their help with collecting other data. 

 

September, 2016 

 

 

Forthcoming in 

International Journal of Research in Marketing 

 

  



Download English Version:

https://daneshyari.com/en/article/5033737

Download Persian Version:

https://daneshyari.com/article/5033737

Daneshyari.com

https://daneshyari.com/en/article/5033737
https://daneshyari.com/article/5033737
https://daneshyari.com

