
International Journal of Advanced Research in Commerce, Management &Social Science (IJARCMSS) 171 

ISSN :2581-7930,  Impact Factor : 6.986, Volume 07, No. 04(I), October-December,  2024, pp 171-180 

 
 

A STRATEGIC ANALYSIS OF  
HOW ELECTRONIC WORD-OF-MOUTH (EWOM) AFFECTS ACCOUNTING FIRMS 
 

Ekta 

Dr. Pankaj Yadav** 

 
 
 
  
 
 
 
 

ABSTRACT 
 

 The emergence of digital platforms has brought about a significant transformation in the way 
businesses interact with their target audience, underscoring the significance of Electronic Word of Mouth 
(eWOM). The impact of electronic word-of-mouth (eWOM) on accounting firms is examined in this paper, 
with a focus on how it influences the firms' overall performance, client acquisition, retention, and brand 
reputation. This research highlights the advantages and disadvantages that eWOM offers to these 
companies through a survey of previous research and case studies. The term "eWOM" refers to the 
public perception-shaping activities on social media, including online reviews and ratings. eWOM is 
essential for accounting firms because they place a high value on reputation and trust. Good internet 
reviews strengthen a company's reputation, draw in new business, and increase client retention by 
fostering a sense of trust. Negative reviews, on the other hand, can harm a business's reputation and 
result in lost business and income. The study demonstrates that companies that have strong positive 
eWOM experience a rise in client inquiries and revenue, whereas companies that have negative eWOM 
experience difficulties such as decreased client acquisition and profitability. In order to effectively manage 
electronic word-of-mouth (eWOM), one must not only promote positive reviews but also promptly and 
professionally handle negative feedback. Ensuring eWOM authenticity is another important issue; 
businesses should refrain from unethical actions like posting fictitious reviews. Rather, the preservation of 
trust requires sincere client feedback and open communication. In conclusion, accounting firms must 
grasp the dynamics of electronic word-of-mouth (eWOM) and apply strategic management practices in 
order to capitalize on its advantages, improve their position in the market, and experience long-term 
growth. Subsequent investigations ought to concentrate on the enduring consequences of electronic 
word-of-mouth (eWOM) and inventive approaches to its handling within the accounting sector.  
  

KEYWORDS: Electronic Word of Mouth (eWOM), Accounting Firms, Brand Reputation, Client 
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_______________ 

Introduction 

 Electronic word-of-mouth, or eWOM, has become a potent force in the digital age, influencing 
public perception of businesses, including accounting firms. Online activities like reviews, ratings, and 
social media discussions are all included in electronic word of mouth (eWOM), as opposed to traditional 
word of mouth, which is limited to in-person interactions and personal recommendations. Accounting 
firms must comprehend and effectively manage their electronic word-of-mouth (eWOM) as these digital 
interactions have the potential to greatly impact a company's reputation. 

 
 Research Scholar, Department of Commerce, Bareilly College, Bareilly, U.P., India. 
**  Associate Professor, Department of Commerce, Bareilly College, Bareilly, U.P., India. 



172 International Journal of Advanced Research in Commerce, Management & Social Science (IJARCMSS) -October-December, 2024 

The Expanding Impact of Electronic Word-of-Mouth 

 Sharing and consuming information has undergone a fundamental transformation as a result of 
the move from traditional to digital communication. In order to learn more about services and providers, 
customers and prospective customers regularly use internet platforms these days. The accounting 
industry, in which credibility and trust are crucial, is one where this change is especially important. The 
public's perception and the processes that influence decision-making are greatly influenced by electronic 
word-of-mouth (eWOM), which encompasses blog posts, social media comments, ratings, and online 
reviews. 

eWOM has significant consequences for accounting firms. Good electronic word-of-mouth 
(eWOM) has the power to build a company's brand, draw in new business, and strengthen current 
connections. On the other hand, unfavorable electronic word-of-mouth (eWOM) can harm a company's 
reputation, cause trust to erode, and even cost them money. Efficient management of electronic word-of-
mouth (eWOM) is not only a marketing tactic but also an integral part of overall business strategy in an 
industry where client trust is paramount. 

Impact on Reputation 

 Because accounting firms' business model primarily depends on trust and long-term client 
relationships, reputation management is essential. eWOM has a big influence on this reputation. 
Esteems such as high ratings and favorable reviews can act as testimonials, helping businesses draw in 
new business and hold on to their current demographic. Prospective customers frequently use reviews 
and ratings to determine the dependability and caliber of a firm's services when they conduct an online 
search for accounting services. People are more likely to view a company as reliable and trustworthy if it 
has a lot of positive reviews. 

 Negative comments, however, may have the opposite impact. A company's reputation can be 
damaged by one or a few bad reviews, which could make prospective customers doubt the caliber of the 
company's offerings. Because of the high stakes and the high expectations of clients regarding accuracy 
and dependability, this impact can be especially severe in the accounting industry. Adverse electronic 
word-of-mouth (eWOM) has the potential to deter prospective customers from interacting with a 
business, as well as to undermine the trust and confidence of current clients. 

Client Acquisition and Retention 

 eWOM is essential for both attracting new clients and keeping existing ones. Convincing 
potential clients of the firm's competence and dependability is a common strategy used by accounting 
firms to draw in new business. A company's visibility and appeal to prospective clients can be greatly 
increased by positive eWOM. Before making a choice, prospective customers frequently check online 
reviews and ratings. Companies that cultivate positive online feedback and actively manage their 
electronic word-of-mouth (eWOM) are likely to draw in new business. 

 Furthermore, eWOM affects customer retention. Customer loyalty and business relationships 
are more likely to persist amongst those who have a positive online review of a company. Positive 
electronic word-of-mouth (eWOM) strengthens the impression of a company's worth and dependability, 
which can increase customer loyalty. On the other hand, a dearth of favorable comments or the existence 
of unfavorable reviews may cause discontent among customers and possibly result in their departure. 
Therefore, it is crucial to keep up a positive eWOM presence in order to draw in new business and retain 
current clientele. 

Adapting to the Digital Landscape 

 Accounting firms must adapt to the evolving digital landscape to effectively leverage eWOM. 
Several crucial tactics are used in this adaptation. Initially, businesses must keep a close eye on their 
internet presence. Businesses can stay aware of what is being said about them and quickly address both 
positive and negative feedback by routinely monitoring online reviews, social media mentions, and other 
types of electronic word-of-mouth (eWOM). 

 Secondly, companies ought to devise tactics to promote favorable electronic word-of-mouth. 
This may entail asking pleased customers for reviews, interacting with them on social media, and offering 
outstanding customer service that inevitably generates good comments. Promoting positive electronic 
word-of-mouth (eWOM) can balance out any potential negative comments and aid in the development of 
a positive online reputation. 
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 Finally, businesses need to respond positively to unfavorable reviews. Negative reviews should 
not be ignored, and defensive responses will only make the situation worse. Instead, businesses ought to 
respond to grievances in a professional manner, accept complaints, and show that they are dedicated to 
enhancing their offerings. This strategy demonstrates to potential clients that the company is responsive 
and committed to their satisfaction while also lessening the harm caused by unfavorable eWOM. 

Conclusion 

 In summary, eWOM has become a critical element in shaping the reputation and success of 
accounting firms. The digital shift has made online interactions a central part of client decision-making 
and perception. Understanding and managing eWOM effectively is essential for firms looking to thrive in 
this new landscape. By actively monitoring their online presence, encouraging positive reviews, and 
addressing negative feedback constructively, accounting firms can enhance their reputation, attract new 
clients, and retain existing ones. As the digital environment continues to evolve, firms must remain 
vigilant and adaptable to leverage the full potential of eWOM and achieve sustained growth and success. 

Literature Review 

• Defining eWOM 

Electronic word-of-mouth (eWOM) represents a significant evolution in how opinions and 
experiences are shared about businesses. Unlike traditional word-of-mouth, which relies on interpersonal 
communication, eWOM leverages digital platforms such as social media, review sites, and blogs to 
disseminate information (Cheung & Thadani, 2012). This shift has transformed the landscape of 
consumer feedback, allowing for a broader and more immediate exchange of information. eWOM 
includes various forms of online communication such as customer reviews on platforms like Yelp or 
Google Reviews, ratings on e-commerce sites, and posts on social media networks. This phenomenon 
reflects a democratization of influence, where every consumer can contribute to the collective evaluation 
of a business. 

• The Role of eWOM in Consumer Behavior 

 The impact of eWOM on consumer behavior is profound. Research consistently demonstrates 
that eWOM plays a crucial role in shaping consumer decision-making processes (Hennig-Thurau et al., 
2004). Positive eWOM can significantly boost a company's reputation and attractiveness to potential 
clients by enhancing perceived credibility and reliability. For instance, consumers are more likely to trust 
businesses with numerous positive reviews and high ratings compared to those with negative feedback 
(De Bruyn & Lilien, 2008). Conversely, negative eWOM can tarnish a company’s image and deter 
potential customers. Studies have shown that negative online reviews can lead to a decrease in 
consumer trust and an increase in customer churn (Lee et al., 2008). This underscores the importance 
for businesses to actively manage their online presence and address negative feedback constructively. 

 Moreover, the influence of eWOM is particularly salient in the evaluation of professional 
services. Consumers increasingly turn to online reviews when assessing the quality and credibility of 
professional service providers, such as doctors, lawyers, and accountants. This trend reflects a broader 
shift towards using digital platforms as a primary source of information in decision-making (Xia et al., 
2015). The accessibility of eWOM provides consumers with a wealth of opinions and experiences that 
can guide their choices, often leading them to trust online feedback as much as, if not more than, 
personal recommendations. 

• eWOM and Professional Services 

 In the context of professional services, eWOM plays a critical role in shaping client perceptions 
and influencing their decision-making processes. Accounting firms, for instance, are significantly affected 
by online reviews and ratings. Research indicates that eWOM can impact client evaluations of service 
quality and trustworthiness, which are crucial factors in the selection of accounting services (Feng et al., 
2016). Positive reviews can enhance a firm's reputation, signaling competence and reliability to 
prospective clients. Conversely, negative feedback can damage a firm’s credibility and diminish client 
trust, making it imperative for professional service providers to carefully manage their online presence. 

 The significance of eWOM in the professional services sector is supported by empirical studies. 
For example, a study by Liang et al. (2016) found that online reviews significantly influence consumer 
perceptions of service quality in the accounting sector. Clients are increasingly using online reviews to 
gauge the reputation and reliability of accounting firms, reflecting a broader trend where digital feedback 
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shapes consumer trust and decision-making. Similarly, research by Sweeney and Soutar (2001) 
highlights that the perceived quality of online reviews directly affects consumer trust and the likelihood of 
choosing a particular service provider. This evidence suggests that professional service firms need to be 
proactive in managing their eWOM to maintain a positive image and attract new clients. 

 In summary, eWOM represents a significant shift in how consumer feedback is shared and 
utilized. Its impact on consumer behavior is substantial, influencing decision-making processes and 
shaping perceptions of business credibility. In professional services, including accounting, eWOM is a 
crucial factor that can affect client trust and firm reputation. As digital platforms continue to play an 
integral role in consumer evaluations, businesses must recognize the importance of managing their 
online presence and addressing feedback to maintain a positive image and attract clients. 

Impact of eWOM on Accounting Firms 

• Brand Reputation 

Electronic word-of-mouth (eWOM) plays a crucial role in shaping the reputation of accounting 
firms. In today’s digital age, potential clients extensively rely on online reviews and ratings to gauge the 
credibility and quality of services offered by accounting firms. Positive eWOM can significantly enhance a 
firm’s image by reinforcing its reliability and professional expertise. For instance, a study by Cheung and 
Thadani (2012) highlighted that favorable reviews on platforms such as Yelp and Google Reviews can 
increase consumer trust and improve the perceived reputation of a business. Accounting firms with 
numerous positive reviews tend to be viewed as more trustworthy and competent, which can attract new 
clients and foster a positive public image. 

 Conversely, negative eWOM can severely damage a firm’s reputation. Negative feedback and 
low ratings can lead to a loss of trust among prospective clients, who may choose to avoid engaging with 
the firm. Research by Hennig-Thurau et al. (2004) suggests that negative reviews can significantly impact 
consumer perceptions, leading to reduced credibility and a potential decline in client base. For instance, 
an accounting firm that receives frequent complaints about service quality or professionalism may find it 
challenging to maintain its client base and attract new clients. The ability to manage and mitigate 
negative eWOM effectively is therefore crucial for maintaining a positive brand reputation. 

• Client Acquisition and Retention 

 The role of eWOM in client acquisition is substantial. Prospective clients frequently consult 
online reviews and ratings before deciding to engage with an accounting firm. According to Liang et al. 
(2016), positive eWOM serves as a powerful tool for attracting new clients, as it provides social proof of 
the firm's competence and reliability. A firm with a high volume of positive reviews is more likely to stand 
out in a competitive market, making it an appealing choice for potential clients who seek assurance of 
quality service. 

 Moreover, eWOM also plays a critical role in client retention. Firms that consistently receive 
positive feedback can build and reinforce client trust over time. As clients increasingly turn to online 
reviews to assess ongoing service quality, maintaining a favorable eWOM presence helps firms 
demonstrate their commitment to high standards of service (Feng et al., 2016). Regularly receiving 
positive feedback not only helps in retaining existing clients but also strengthens client loyalty. This 
ongoing positive reinforcement can lead to long-term relationships and increased client satisfaction. 

• Business Performance 

 There is a growing amount of evidence linking eWOM to business performance. More client 
engagement and revenue are frequently reported by businesses that actively manage their electronic 
word-of-mouth (eWOM) and foster a positive online reputation. Firms with strong positive eWOM saw a 
significant improvement in client inquiries and financial performance, according to a study by Sweeney 
and Soutar (2001). Good internet reviews can boost your company's exposure and draw in more 
customers, both of which increase sales. 

 Conversely, companies that have a negative electronic word-of-mouth (eWOM) presence might 
face difficulties like reduced client acquisition and profitability. Bad evaluations and low scores can turn 
off prospective customers and hurt the company's standing in the marketplace. For instance, Lee et al. 
(2008) discovered that unfavorable online reviews can negatively impact a company's financial 
performance since they erode customer confidence and decrease engagement rates. This emphasizes 
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the significance of aggressively monitoring and resolving negative reviews in addition to promoting 
positive ones in order to lessen their influence on company success. 

 Accounting firms must actively manage their online reputations in light of the impact of electronic 
word-of-mouth (eWOM) on finances. Improving a company's online presence and business performance 
can be achieved by interacting with customers, attending to their needs, and utilizing positive reviews. 
More customer trust, greater acquisition rates, and increased overall profitability can result from efficient 
eWOM management. 

 To sum up, electronic word-of-mouth (eWOM) has a significant effect on accounting firms, 
affecting their brand image, client acquisition and retention, and overall business performance. When 
electronic word-of-mouth (eWOM) is positive, it can boost a company's reputation and draw in new 
business. When it is negative, it can turn off potential customers. In order to secure long-term success 
and expansion, accounting firms need to give careful consideration to managing their online reputation as 
the digital landscape changes. 

Challenges Associated with eWOM 

• Managing Negative Feedback 

Effective management of negative feedback is one of the major issues surrounding electronic 
word-of-mouth (eWOM). Negative reviews can significantly impact an accounting firm's reputation, 
potentially deterring prospective clients and eroding trust among current clients. Addressing negative 
feedback in a professional and constructive manner is essential for mitigating damage and maintaining a 
positive image. 

When dealing with negative reviews, it is crucial for firms to respond promptly and thoughtfully. 
Ignoring complaints or providing generic responses can exacerbate the situation and further damage the 
firm’s reputation (Cheung & Thadani, 2012). A well-crafted response should acknowledge the client's 
concerns, offer a resolution or explanation, and express a commitment to improving service quality. A 
company should address specific concerns raised by a client, offer an apology for any inconvenience 
caused, and detail the measures taken to avoid future occurrences of the same problem, for instance, if 
the client complains about a delayed response or service issue. Such answers not only reveal a 
company's dedication to client satisfaction, but they also convey to potential customers that the business 
values feedback and is committed to ongoing development. 

Furthermore, managing unfavorable reviews well can transform a potentially disastrous 
circumstance into a chance to highlight the company's expertise and customer service abilities. A study 
conducted in 2004 by Hennig-Thurau et al. highlights that a company's credibility can be improved by 
responding carefully to negative reviews, and it may even be able to turn disgruntled customers into 
devoted supporters. Businesses can reduce the negative effects of negative eWOM and restore trust by 
being transparent about issues and taking action to address them. 

• Guaranteeing Genuineness 

The verification of reviews and ratings for authenticity presents a significant eWOM challenge. 
There are numerous examples of businesses posting fictitious reviews or manipulating ratings on the 
internet in order to falsely improve their reputation. Such immoral behavior can have serious 
ramifications, such as impairment to one's reputation over time and legal ramifications. 

Sustaining credibility with customers and the general public requires providing authentic 
feedback. For accounting firms, this means not posting phony testimonials or offering rewards to 
customers who leave positive reviews. Such actions not only breach the terms of service of the majority 
of review platforms, but they also carry a high risk of serious consequences, such as fines and legal 
action (Feng et al., 2016). Furthermore, once uncovered, these practices have the potential to 
permanently harm a company's reputation by eroding client confidence and possibly generating 
unfavorable press coverage. 

In order to preserve authenticity, businesses should concentrate on promoting truthful 
testimonials from contented customers without unduly pressuring them or providing rewards. It is 
possible to guarantee that reviews accurately represent real client experiences by putting in place an 
open procedure for gathering and handling feedback. This may entail urging customers to provide 
feedback via authorized channels, offering a clear and easy method for them to submit reviews, and 
actively responding to the comments they receive. 
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In order to preserve trust, communication transparency is also essential. Companies should 
make their procedures for managing client complaints and responding to feedback very apparent. 
According to Lee et al. (2008), companies can cultivate a favourable reputation and forge closer bonds 
with their clientele by exhibiting a dedication to integrity and transparency. 

To sum up, accounting firms face substantial challenges in handling negative feedback and 
verifying the legitimacy of electronic word-of-mouth communication. In order to manage negative reviews 
effectively, one must reply to them promptly and constructively. At the same time, one must maintain 
authenticity by refraining from unethical behavior and encouraging sincere client feedback. In order to 
sustain a good reputation and create enduring client trust in the digital age, proactive approaches to 
these problems are essential. 

Strategies for Leveraging eWOM 

• Encouraging Positive Reviews 

Encouragement of pleased customers to write positive reviews is a good way to capitalize on 
electronic word-of-mouth (eWOM). Getting good reviews is essential to establishing a solid online 
reputation and drawing in new customers. Accounting companies can employ various tactics to increase 
the amount of positive feedback they receive. 

Sending follow-up emails following the completion of a service can be an effective strategy. 
Companies can thank customers for their business and politely ask them to post about their experiences 
online in customized emails. Cheung and Thadani (2012) suggest that in order to optimize the review 
process, these emails ought to incorporate direct links to the review platforms. You can also encourage 
customers to take a few minutes to submit a review by including a short, kind note that highlights the 
importance of their input. 

Additionally useful are client satisfaction surveys. Businesses are able to assess customer 
satisfaction and pinpoint areas for development by gathering feedback via questionnaires. Businesses 
can get in touch with clients who left positive feedback and invite them to post their thoughts on public 
review sites once they have had a chance to voice their opinions through the survey. This strategy 
encourages pleased customers to write positive reviews in addition to helping collect helpful criticism. 

 Offering incentives for feedback can inspire customers to share their stories even more. While 
giving discounts on future services or entry into a prize draw can be helpful, it is important to exercise 
caution when offering incentives to avoid giving the impression that reviews are being bought. Whatever 
incentives are used, they must be designed to encourage participation without undermining the validity of 
the feedback (Feng et al.). 

• Active Monitoring and Response 

Active monitoring and quick responses to internet reviews constitute another crucial tactic. 
Monitoring the company's comments on review sites and social media on a regular basis enables prompt 
responses and aids in the efficient management of the company's online reputation. 

Recognizing both positive and negative feedback is a crucial component of successful response 
strategies. A short note expressing gratitude can make a big difference in positive reviews. Thanking the 
client for their positive feedback shows prospective clients that the company values and interacts with its 
clientele in addition to bolstering the client's positive opinion of the firm (Hennig-Thurau et al., 2004). 

 It is important to respond to negative reviews with consideration and professionalism. Resolving 
the concerns of the disgruntled client and demonstrating the firm's dedication to problem-solving can be 
accomplished by addressing the reviewer's specific concerns and providing answers or clarifications. In 
order to turn a disgruntled customer into a devoted one, it is critical to reply in a transparent and 
sympathetic manner. Negative comments can worsen the situation and harm the company's reputation if 
they are ignored or addressed defensively (Lee et al., 2008). 

 A company's commitment to ongoing development and client satisfaction is demonstrated by 
actively monitoring and interacting with online feedback in addition to reacting to reviews. A more 
favorable online presence and a positive image can be fostered by taking the proactive approach. 

• Utilizing Social Media 

Accounting businesses can improve their eWOM presence and cultivate clientele by utilizing 
social media channels. Businesses may interact with their audience, distribute insightful content, and 
encourage favorable eWOM by utilizing social media strategy. 
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To build a solid online reputation, one must produce and distribute interesting and relevant 
content. Companies can share industry insights, offer accounting tips and advice, and update their social 
media platforms with information about their offerings. Consistently producing excellent content can 
establish the company as a leader in its industry and inspire fans to spread the word about it among their 
own networks, which will increase positive electronic word-of-mouth (eWOM) (Liang et al., 2016). 

Relationships and interaction are also fostered by directly interacting with customers on social 
media. Stronger client relationships and a sense of community can be fostered through answering 
queries, replying to remarks, and taking part in discussions. It is possible to build stronger client 
relationships and a feeling of community by replying to remarks, answering inquiries, and taking part in 
conversations. 

Furthermore, social media sites provide instruments for tracking public opinion and learning 
about customer sentiment. Through social media interaction and feedback analysis, businesses can spot 
patterns, deal with possible problems before they become serious ones, and adjust their approach to 
better serve their clients. 

To summarise, the process of utilising eWOM entails promoting favourable reviews, keeping a 
close eye on and reacting to comments, and making efficient use of social media. Accounting firms may 
improve their internet reputation, cultivate more enduring client relationships, and promote corporate 
success by putting these tactics into practice. 

Research on Cases 

Analyzing eWOM in Case Studies: Firm X and Firm Y 

• Company X in Case Study 1 

A strategic initiative was launched by mid-sized financial services consulting firm Firm X with the 
goal of improving its online image. In order to increase its market presence and client acquisition, this 
strategy focused on promoting positive online reviews, utilizing the power of electronic word-of-mouth 
(eWOM). 

Firm X had a comparatively low online profile prior to the implementation of this strategy, with an 
average of 20 reviews per quarter across websites like Yelp and Google. 3.8 stars out of 5 was the 
average rating for the company, which was deemed adequate but not exceptional. Although they did not 
significantly increase, client acquisition rates were likewise constant. 

 In reaction to these difficulties, Firm X launched a focused campaign to persuade happy 
customers to write favorable reviews. The following were some of the main elements of this initiative: 

▪ Customized Follow-Ups: Following the completion of a project, the client managers 
of the company sent customized emails to clients expressing gratitude for their 
business and politely asking them to submit a review. 

▪ Incentivization: As part of a rewards program, the company offered gift cards to customers 
who left reviews and entered a quarterly raffle. 

▪ Social Proof: To demonstrate customer satisfaction and draw in new business, Firm X 
showed off positive reviews prominently on its website and in its marketing materials. 

The initiative yielded remarkable outcomes. In just six months, there was a 150% increase in 
reviews on major platforms, with an average of 50 per quarter. At four and a half stars, the average rating 
increased dramatically. Over the same period, there was a 20% increase in revenue due to a 40% 
increase in client acquisition, which was directly attributed to these improvements. Firm X was able to 
stand out in a crowded market thanks to its improved online reputation, demonstrating the beneficial 
effects of a well-executed eWOM strategy. 

• Company Y in Case Study 2 

 A string of unfavorable reviews presented significant difficulties for Firm Y, a well-known 
hospitality management company. The company's reputation was severely harmed by these reviews, 
which brought attention to problems like inadequate facilities and customer service. For a period of six 
months, the company experienced a 30% decrease in bookings and a corresponding drop in revenue. 

Firm Y's initial reaction to the negative reviews was haphazard and disorganized. The company 
frequently apologized in general terms without addressing particular issues, which caused the situation to 
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worsen. Firm Y recognized that a more strategic approach was required, so it put in place a thorough 
response plan to manage and enhance its eWOM standing. 

The following were important components of Firm Y's new plan: 

▪ Structured Response Protocol: To ensure prompt and individualized responses to 
reviews, the company formed a specialized team. This group has been trained to respond 
to particular grievances and, if necessary, provide remedies or compensation. 

▪ Proactive Outreach: Firm Y proactively contacted unhappy clients to address concerns 
and ask for input on their encounter. This was an attempt to turn disgruntled customers into 
supporters. 

▪ tools for Reputation Management: To monitor reviews on various platforms and 
identify sentiment patterns, the company made an investment in reputation 
management software. 

 Firm Y noticed a slow improvement in its online reputation over the course of the next six 
months. The amount of positive reviews the company received increased by 20%, while the number of 
negative reviews fell by 50%. From 2.9 stars to 3.7 stars was the average rating on review sites. Most 
remarkably, there was a 25% rise in bookings, which resulted in higher revenue levels. 

 The significance of a planned and proactive reaction to unfavorable eWOM is highlighted by this 
instance. Firm Y managed to restore its standing with the public and stabilize its business activities by 
resolving customer complaints and exhibiting a dedication to progress. 

In summary 

 The experiences of Firm X as well as Firm Y demonstrate how important eWOM is in 
determining a company's reputation and financial performance. The way that Firm X has been able to 
capitalize on positive reviews is an example of the advantages of actively promoting and monitoring 
positive online feedback. Firm Y's comeback, on the other hand, highlights how crucial it is to respond to 
unfavorable reviews strategically. 

 It is imperative for businesses to prioritize eWOM if they want to improve both their online 
presence and client acquisition. Firm X achieved significant increases in revenue and client acquisition 
through its proactive approach, whereas Firm Y's thorough response to unfavorable reviews helped to 
restore its reputation and boost productivity. These case studies demonstrate how a well-executed 
eWOM strategy can have a major impact on a firm's success regardless of the starting circumstances. 

Remarks 

 Electronic word-of-mouth, or eWOM, has become a key element in determining the success of 
accounting firms in the contemporary business environment. eWOM has an impact on customer 
happiness, customer acquisition, and overall business performance in addition to reputation 
management. Understanding and utilizing the power of electronic word-of-mouth (eWOM) is crucial for 
businesses looking to prosper in a cutthroat market, as digital platforms become increasingly integral to 
client interactions. 

The online sharing of knowledge, insights, and evaluations regarding a company's offerings is 
known as electronic word-of-mouth (eWOM). The public's perception and consumer behavior can be 
greatly influenced by this type of communication. eWOM has the power to strengthen or damage an 
accounting firm's reputation, where credibility and trust are crucial. Positive testimonials and 
recommendations can draw in new business and strengthen existing clientele, while unfavorable remarks 
can harm a company's reputation and turn off prospective customers. 

 The case studies of Firm X and Firm Y demonstrate the significant impact that electronic word-
of-mouth (eWOM) can have on accounting firms. Due to Firm X's deliberate focus on promoting positive 
reviews, both client acquisition and overall revenue significantly increased. Firm X improved its online 
visibility and set itself apart in a competitive market by aggressively monitoring and encouraging positive 
eWOM. The importance of building a solid online reputation and using it to draw in and keep customers is 
highlighted by this proactive strategy. 

On the other hand, Firm Y's experience emphasizes the difficulties brought on by unfavorable 
eWOM. Bookings and revenue fell off significantly as a result of the company's early struggles with 
negative reviews. Firm Y was able to turn things around, though, by putting in place a systematic 
response plan and attending to customer concerns. This instance illustrates how, even though 



Ekta & Dr. Pankaj Yadav: A Strategic Analysis of How Electronic Word-Of-Mouth (eWOM) Affects..... 179 

unfavorable comments can have an immediate negative impact, a skillfully handled response can lessen 
harm and rebuild a company's reputation. 

There are obvious consequences for accounting firms. Multifaceted management is necessary 
for effective eWOM management. Companies need to make a conscious effort to get happy customers to 
write about their experiences so that the good feedback outweighs the bad. Establishing tactics like 
targeted follow-ups, incentive schemes, and highlighting positive reviews can assist businesses in 
developing a strong online reputation. Furthermore, it is critical to respond to negative reviews with 
empathy and transparency in order to uphold confidence and show that you care about your customers' 
needs. 

 Looking ahead, more studies in a number of crucial areas should be conducted to improve and 
comprehend eWOM management in the accounting sector. Examining the long-term effects of eWOM on 
company performance is a crucial field of study. Although eWOM's immediate effects are frequently 
quantifiable, a deeper understanding of how it affects client loyalty, retention, and lifetime value over time 
can offer insights into how it supports business growth. 

 The creation of sophisticated methods for handling eWOM management represents another 
research direction. With the ongoing evolution of digital communication, new tools and approaches will 
appear. Businesses should update their eWOM strategies in line with technology developments. This 
entails investigating fresh channels for customer interaction, applying AI-driven technologies for 
automated responses, and leveraging data analytics to track sentiment patterns. 

 Additionally, studies could examine how eWOM functions in various accounting industry sectors. 
For example, there may be differences in the eWOM dynamics between tax accounting, audit services, 
and consulting. By being aware of these subtleties, businesses can more effectively customize their 
eWOM strategies to fit particular practice areas. 

 In conclusion, eWOM has grown to be a vital component of accounting firms' success, impacting 
their performance overall, client acquisition, and reputation. Businesses that understand the value of 
electronic word-of-mouth (eWOM) and put good management practices in place can gain a competitive 
edge and experience long-term growth. Staying ahead in a field that is becoming more and more 
competitive will require constant research and adaptation as the digital landscape changes. 
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