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Online Influencer and the Power of Word-of-Mouth
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Abstract

To create a trend in order to convince consumers, the ordinary way of advertisement may not be
enough in the present day to respond to their need of and accessibility to information all the time. Online
media becomes an effective and convenient channel to reach them. Even though the trust of consumers
in “mass media” may decrease, most of the consumers tend to pay their attention to the information
received from a trustworthy person online world before making a purchasing decision of products and
services.

An influencer in online world becomes a marketing tool for a company to use as a media channel to
communicate to consumers. However, selecting the influencer should base on proper time, brand image,
and communication strategy, since nowadays, what the consumers want the most is credibility and trust
which is not easily to find in the advertisement in its original form.
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