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Abstract
[bookmark: _GoBack]Abundant empirical evidence suggests that online word-of-mouth (WOM) significantly influences the sale of products and services. However, little is known about the mechanisms of this influence. We investigate the effects of online WOM on the decision making process that precedes consumers’ final purchase choice. Using a natural experiment on a major doctor booking platform, we analyze detailed clickstream data before and after the WOM is revealed to patients. Our empirical set-up addresses the limitations of prior work related to the endogeneity of WOM and supports causal inference. We find that online WOM leads to a reduction in consumer search costs, which manifests as a reduced consideration set. In addition, patients pay less attention to price when WOM information is present. Results further indicate that WOM increases the demand for doctors, but this increase is limited to doctors with relatively high WOM. Our study is among the first to explicate the pathways through which WOM influences consumer decision making.
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