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The Forming Mechanism of Customer Referral Value from the

Perspective of Social Impact Theory
ZHANG De-peng CHEN Shaoxia PENG Jia-min
( School of Management Guangdong University of Technology Guangzhou 510520 China)
Abstract: Word-of-mouth( WOM) plays an important role in enterprise marketing activities. This paper aims to explore the
components of consumer referral value( CRV) and to analyze its driving factors and forming mechanism from the perspec—
tive of social impact theory. Results indicate that premium ability growth of the purchases reduction of customer acquisi—
tion costs and reduction of customer retention costs are the main constituent elements of CRV. The process in which
customer referral behavior turns into CRV through WOM affecting other consumers is modulated by the interactive effect of
the customer social influence and the customer social relationship breadth. The process in which customer referral
behavior turns into CRV through WOM affecting the customer himself is mediated by his own attitude certainty.
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