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Abstract 

Social media is a continuously rising phenomena among individual consumers. Consequently, 

companies are to a large extent utilizing social networks in their marketing strategies. The social 

nature of social media enables successfully incorporated marketing messages to reach global 

audiences in a short period of time, normally referred to as viral marketing. There is currently a gap in 

the theoretical understanding regarding why some messages go viral. However, theory indicates that it 

is based on consumers’ interaction, or electronic Word-Of-Mouth behavior, through online social 

platforms.  

The purpose of this research is to enhance the understanding of what motivates individuals’ intention 

to interact through social media platforms. This is done through an exploration of how individuals 

perceived Consumer Self-Confidence, elucidated through six sub dimensions, explains their perceived 

electronic Word-Of-Mouth behavior. The research is of a quantitative explanatory nature and primary 

data was collected through an online questionnaire distributed amongst program students at Luleå 

University of Technology. A total of 292 complete answers were collected and analyzed using 

statistical techniques.  

The results suggest that Consideration-Set formation, Social Outcome and Personal Outcome decision 

making are the most prominent dimensions of Consumer Self-Confidence in regards of explaining 

perceived electronic Word-Of-Mouth behavior in Social Networking Sites.  

 

Keywords: Social Media, Social Networking Sites (SNSs), eWOM, Consumer Self-Confidence 

(CSC)  
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Sammanfattning 

Användandet av sociala medier är ett fortsatt ökande fenomen bland enskilda konsumenter. Till följd 

av detta inkorporerar företag i allt större utsträckning sociala medier i sin marknadsföringsstrategi. 

Den sociala karaktären hos sociala medier tillåter framgångsrikt formulerade marknadsföringsbudskap 

att nå global publik på kort tid, allmänt känt som viral marknadsföring. Det finns för närvarande en 

lucka i den teoretiska förståelsen kring varför vissa meddelanden går viralt. Däremot påtalar teorin att 

grunden för viral marknadsföring är relaterad till konsumenternas interaktion, eller elektronisk Word-

Of-Mouth beteende, genom online sociala media-plattformar.  

Syftet med detta examensarbete är att öka förståelsen för vad som motiverar konsumenten att 

interagera med företagsbudskap över sociala medier. Detta har undersökts i en enkät vilken speglat 

kundens upplevda konsument-självförtroende, beskrivet genom sex under-dimensioner, samt deras 

upplevda elektroniska Word-Of-Mouth beteende. Forskningen är av en kvantitativ förklarande 

karaktär och primärdata har inhämtats genom ett online-frågeformulär som skickats till 

programstudenter inskrivna vid Luleå Tekniska Universitet. Totalt har 292 godkända svar samlats in 

och analyserats med hjälp av statistiska analyser.  

Resultatet tyder på att den upplevda förmågan att bedöma alternativ, det sociala utfallet och det 

personliga utfallet av individers beslutstagande är de mest framträdande dimensionerna inom 

konsument-självförtroende som förklarar upplevt elektroniskt Word-Of-Mouth beteende på sociala 

nätverkssajter. 
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1 Introduction 

This chapter introduces the area of this research. The introduction chapter starts with a wide 

presentation of the area and background, followed by a discussion of the identified problem. The 

chapter ends with the research purpose and the formulated research questions.  

1.1 Background 

Social media is the collective term for communication channels that allows users to communicate 

directly with each other (Nationalencyklopedin, 2016). It is a combination of technology, social 

interaction and user generated content and can be used for socializing, news distribution, marketing, 

organizing, cultural exchange and entertainment. An academic definition of Social Media, stated by 

Kaplan & Haenlein (2010, p.61) reads “Social media is a group of internet-based applications that 

build on the ideological and technological foundations of Web 2.0, and that allow the creation and 

exchange of User Generated Content”. Kaplan & Haenlein (2010) further provided a clarification 

revolving the term of social media. Via two dimensions, social presence/media richness and self-

presentation/self-disclosure, they assigned social media into six different groups, presented in Table 

1.1, with Social Networking Sites (henceforth referred to as SNSs) as the most prominent.  

SNSs are internet applications with high levels of self-disclosure and social presence that enables its 

users to connect and interact with one another by creating personal information profiles, inviting 

associates to access those profiles and facilitate communication tools such as emails or instant 

messaging within and beyond their social circle (Kaplan & Haenlein, 2010; Chen et al., 2014). The 

world’s adaptation of the overall social media concept is further discussed by Agnihotri, Dingus, Hu & 

Krush (2015) where they debate how social media in combination with the arrival of smartphones has 

put information accessibility at an all-time high.  Other authors argue how the dynamics of human 

relationships has taken on a new perspective as the utilization of social media has instigated a change 

in how people communicate as real-world social relationships have been migrated to the virtual world 

(O’brien, 2011; Tiago & Verissimo, 2014).  

Table 1.1 Classification of social media by social presence/media richness and self-presentation/self-disclosure (Kaplan & 

Haenlein, p. 62, 2010) 

   Social Presence/Media Richness  

   Low Medium High  

 

S
el

f-
p

re
se

n
ta

ti
o

n
/ 

S
el

f-

d
is

cl
o

su
re

 

High Blogs & 

Microblogs (e.g., 

Twitter) 

Social Networking 

Sites  

(e.g., Facebook, 

Myspace, LinkedIn) 

Virtual Social 

Worlds  

(e.g., Second Life) 

 

 Low Collaborative 

projects (e.g., 

Wikipedia) 

Content Communities 

 (e.g., YouTube) 

Virtual Game 

worlds/MMORPGs   

(e.g., World of Warcraft) 
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Consumers are frequently asked to interact with companies through social media platforms. As a 

result, the customers are increasing their connectivity with the companies providing them with 

increased knowledge about product selections and making them more powerful in buyer-seller 

relationships (Agnihotri et al. 2015). Consumer research statistics shows a constant increase of social 

media usage among the global population (Internet World Stats, 2016; Svenskarna och internet, 2015), 

where Facebook is the most popular platform with 1.59 billion monthly active users worldwide as of 

December 31 2015 (Facebook, 2016). This constantly increasing social media usage phenomenon has 

instigated a significant change of the tools and strategies used for communicating with customers 

(Mangold & Faulds, 2009). Ainin, Parveen, Moghavvemi, Jafaar & Mohd Shuib (2015, p. 570) state 

that “using social media or Facebook as a platform for business has become a must nowadays” and 

further discusses how Facebook is increasingly becoming a popular tool in business promotion as it 

gives the opportunity to evolve from the classical one-to-one conversations into many-to-many 

information sharing (Hawn 2009).  

From an organizational standpoint, as stated by Kilgour, Sasser & Larke (2015, p. 327) “…the 

integration of the various components of social media’s different elements provides the ability to 

connect and engage directly with consumers beyond what traditional media can achieve”. The viral 

nature of social media, its high amounts of user interactions in combination with a worldwide spread, 

offers an opportunity for businesses and organizations who wish to gain positive traction through 

word-of-mouth (WOM) (Killian & McManus, 2015). Killian & McManus (2015) further mention that, 

in the user generated content world, the same WOM can prove detrimental to the brand when 

consumers feel mistreated by the company. In previous literature, WOM is considered one of the most 

influential factors impacting consumer decision-making and thus regarded as a critically important 

component of marketing (Brown & Reingen, 1987; Buttle, 1998).  

WOM involvement during recent years, as discussed by Daugherty & Hoffman (2014), implies that 

the social media platform is contributing to a transformation of the consumers from passive observers 

to active participants of brand related WOM (Chu & Kim, 2011; Zhang & Daugherty, 2009). Where 

general active behavior, exemplified by Chen, Lu, Chau & Gupta (2014, p. 214), refer to “...activities 

such as content creation, information sharing, meeting new people online and chatting with them, 

joining groups, talking about hobbies and personal interests, and posting or uploading videos or 

photos” whereas the passive user views the content but seldom contributes themselves (Chen, et al. 

2014). This transformation phenomenon is discussed by Kilgour & Sasser (2015) where they mention 

how the social media platform enables consumers to influence and contribute to the content that 

corporations initiated.  

Kilgur and Sasser (2015) further debates that if well integrated, social media campaigns can provide a 

synergistic form of diffusion and interaction to a large number of consumers. Other mentions are that a 
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well-integrated campaign has the potential to change the user’s perception of the organization’s 

message from a commercial source of information to being perceived as a social source, from 

organizational communication to WOM (Kilgour & Sasser, 2015). WOM in an online context, such as 

the individual’s interaction through social media platforms, is henceforth referred to as electronic 

word-of-mouth (eWOM), defined by Hennig‐Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. 

(2004, p. 39) as “Any positive or negative statement made by potential, actual, or former customers 

about a product or company, which is made available to a multitude of people and institutions via the 

Internet”. 

Wolny & Mueller (2013) conclude that most of the existing studies, related to commercial uses of 

social media networks, have focused on understanding the impact that social media usage has on 

brands and the organizations ability to monetize it. They further discuss future research and state that 

“...it should be of interest to both academics and practitioners to understand better what motivates 

consumers to engage with brand-related stories on social networks in the first place, and thus how 

brands can encourage or discourage these behaviors.” (Wolny & Mueller, 2013, P. 563). An earlier 

study by Chu & Kim (2011, p. 49) also discussed this topic of future research where they mentioned 

“...why and how eWOM takes place in the online social sphere has not yet been examined. An 

understanding of eWOM mechanisms in SNSs can enhance our knowledge of drivers of eWOM and 

provide valuable insights into Internet advertising strategy”. This research aims to bridge some of the 

gaps, and to further explore what Wolny & Mueller (2013) and Chu & Kim (2011) have instigated, in 

creating an understanding of what motivates consumer engagement on social media. 

1.2 Problem Discussion 

As of today, social media platforms are a constantly increasing phenomena. From a strategic point of 

view, the social media phenomenon is thought of as being in its infancy and will continue to evolve, as 

discussed by Killian & McManus (2015) where amongst other things they state “…new sites and 

opportunities for firm collaborations are being developed each year. Thus, the evolving nature of 

social media suggests that the issues raised today may be overcome tomorrow, only to be replaced by 

new issues” (Killian & McManus, 2015 p. 548). However, even if the social media platforms are 

constantly changing, one may conclude that the psychological characteristics of the users who choose 

to engage or interact through these platforms will keep its relevance throughout time. 

In order to better understand what motivates users to actively engage on social media marketers should 

seek to enhance their knowledge concerning both how these users behave and why they behave as they 

do. This research on social media user engagement aims to go beyond demographics and behaviors to 

psychological traits. In the same way that consumers have varying personal traits, one can argue that 

consumers have differing inclination toward social media engagement. Thus, following the arguments 

presented by Wolny & Mueller (2013) it would prove beneficial for researchers and practitioners to 
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further enhance their understanding of the psychological characteristics and motives behind 

consumer’s individual interaction on social media. Through increased knowledge within this field, it 

can be argued that practitioners and researchers could further elaborate on how to influence consumer 

engagement on social media platforms and thus enhance their organization's marketing capabilities. 

A common understanding is that in order to better facilitate an interaction in organizational-consumer 

communication, there is an inherent need of understanding the motivations behind consumer 

engagement. Before the introduction of the World Wide Web, and the interactivity options that came 

with web 2.0, the importance of consumer interactivity in advertising was highlighted in a study by 

Stern (1994). In her study she questions the traditional linear model of communication and addresses 

the need of understanding the communication between advertisers, message and consumers in order to 

facilitate consumer interaction. She further emphasizes the need for further research in better 

understanding the interactive consumer who engages in measurable behavioral responses. More 

recently, Grace, Ross, & Shao (2015), imply that research into the effects of modern media on 

participants and drivers of social media interaction has been scarce. Their study emphasizes the role of 

social media as a stimulus that drives behavioral responses and its importance in marketing 

communication. Ngai, Tao, & Moon (2015) further state that understanding why people engage with 

social media and how socio-psychological factors and perceptions affect their interactions and 

engagement with others is a present issue with researchers.  

“Personality traits are often taken to be one of the fundamental theories explaining the characteristics 

affecting users’ subsequent behavior” (Ngai et al, 2015) 

Following these implications, there is a need for research on social media and more specifically, 

drivers of consumer behavior and interaction. In a study by Bearden, Hardesty, and Rose (2001) the 

authors specifically call for an empirical examination of the anticipated positive relationship between 

consumer self-confidence and action orientation, arguing that “…persons high in consumer self-

confidence should be willing to discuss their marketplace knowledge with others.” (Bearden et al. 

2001, P.131-132). Consumer self-confidence (CSC) is a construct for understanding consumer 

behavior that can be defined as “...the extent to which an individual feels capable and assured with 

respect to his or her marketplace decisions and behaviors” (Bearden et al, 2001, p 122). The construct 

is made more tangible by the authors as they successfully developed an instrument to measure the 

multiple dimensions of CSC. 

Previous studies on the subject suggests that a higher level of confidence increases the probability that 

one individual will influence others (Beatty, Talpade, 1994). Increased CSC increases customers’ 

willingness to discuss market knowledge with others and has positive correlations to action orientation 

(Feick & Price, 1987; Bagozzi, Baumgartner & Yi, 1992). More recent studies have revolved around 

CSC and its relationship to different phenomena such as information search, decision making and 
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market mavenism (e.g. Loibl, Diekmann & Batte, 2009; Chuang, Cheng, Chang & Chiang, 2013; 

Clark, Goldsmith, R. E & Goldsmith, E. B., 2008). However, research involving CSC and social 

media interaction remains scarce field. Based on existing literature one can conclude that a depper 

knowledge of CSC is of great interest for firms since it can help them to better evaluate and 

understand customer behavior and thus, enable their messages to better fit with the targeted audience.  

This study extends the existing literature on CSC by introducing the concept in relation to customer 

interaction on social media, more specifically their communicative behavior (eWOM). This is 

achieved by examining the underlying factors and characteristics of CSC as expressed by Bearden et al 

(2001) that underpins consumers’ intention to interact on social media. A deeper understanding on 

customers’ psychology could prove helpful for marketing researchers and practitioners when making 

decisions on how to communicate with customers on social media. 

1.3 Purpose 

The purpose of this research is to enhance the understanding of what motivates individual’s intention 

to interact through social media platforms. More exactly, to explore the relationship between 

Consumer Self Confidence and electronic Word-of Mouth behavior in SNSs. The aim is to identify 

which of the Six CSC factors by (Bearden et al, 2011) that explains eWOM behavior as 

conceptualized by Chu & Kim, (2011) in: Opinion Seeking, Opinion Giving and Opinion Passing 

behavior. If a successful identification of behavioral factors behind eWOM engagement is made, it 

could prove useful for marketing practitioners as they will gain more knowledge in how to tailor their 

information to encourage or discourage consumer engagement on social media platforms. In the 

theoretical field it will provide a platform for future research on eWOM and consumers’ online 

behavior. In order to fulfill the formulated purpose, the following research questions have been 

formulated: 

RQ1: What factors of Consumer Self-Confidence are considered important for explaining perceived 

Opinion Seeking behavior in SNSs? 

RQ2: What factors of Consumer Self-Confidence are considered important for explaining perceived 

Opinion Giving behavior in SNSs? 

RQ3: What factors of Consumer Self-Confidence are considered important for explaining perceived 

Opinion Passing behavior in SNSs? 
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2 Literature Review 

The following chapter will present the theoretical base of the research area. The chapter covers what 

has been written about the chosen area. This includes theoretical explanations of each major area and 

the defined constructs, within CSC and eWOM, as well as their proposed hypothetical connections 

related to existing literature, visualized in Figure 2.1. The chapter is finalized with a frame of 

reference, referring to the most relevant literature used for building the theoretical case. 

2.1 eWOM in Social Networking Sites 

“Consumers today are overwhelmed by so many brand choices, product offerings, reviews, 

recommendations, comparisons, and evaluations. WOM, blogs, and social networks help them 

navigate through all these.” Plummer (2007, p. 385)  

“It took 38 years for the radio to attract 50 million listeners, and 13 years for television to gain the 

attention of 50 million viewers. The internet took only four years to attract 50 million participants, and 

Facebook reached 50 million participants in only one-and-a-half years.” (Nair, 2011, p. 46).  

As of December 31/2015, eleven years after its initial launch, Facebook had 1.04 billion daily active 

users worldwide (Facebook, 2016). In Sweden, 77 % of all internet-users are active on SNSs spending 

an average of 6.4 hours a week (Svenskarna och internet, 2015). In the web 2.0 era SNSs have become 

the most utilized services, and the influential force of eWOM on social networking sites (SNSs) is said 

to deserve unequivocal attention from researchers and organizations alike (Fang, 2011). Chu & Kim 

(2011) argue that due to the potential SNSs carry for online branding, organizations’ spending on 

advertising on these platforms have achieved a tremendous growth. According to eMarketer (2015) 

social network ad spending across the globe was projected to reach $25.14 billion in 2015, an increase 

from $17.85 billion in 2014. eWOM on SNSs occurs when the individual user either provides 

information or searches for informal product-related advice within the applications of the network 

(Chu & Kim, 2011).  

How consumers interact with organizations and among themselves is dependent on each SNSs 

application feature, although the principles of connectivity and sharing of information is however the 

same, as stated by Agnihotri et al. (2015, p. 1): “Customers are frequently asked to ‘like’ companies 

on Facebook, to ‘follow’ companies on Twitter, or to ‘connect’ via LinkedIn. As a result, customers 

are becoming better connected to companies, more knowledgeable about product selections, and more 

powerful in buyer-seller relationships”. Chu & Kim (2011) further elaborate on this subject with a 

discussion on how consumers’ voluntary exposure to brand information in SNSs is important, as it 

increases the interactivity between individual consumers, their social networks and organizations, 

which serves as a key factor in interactive eWOM. Another important characteristic that increases the 

uniqueness of SNSs in relation to other eWOM media is that each users’ social network generally 
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contains members of the focal users’ personal network and may thus be perceived, by the user, as 

more trustworthy and credible. Thus, SNSs have the ability to act as an effective vehicle for eWOM 

and as an important source of product information among consumers (Chu & Kim, 2011; Chu & Choi 

2011).   

Shan & King (2015) describe eWOM as a prominent way of driving sales where the indirect support 

from different consumers carries a powerful credibility factor that organizations will have a hard time 

to achieve through traditional advertising campaigns. Thus, as eWOM can be used as a measure of 

advertising effectiveness or as a highly credible source of information pertaining to a brand. It is an 

important aspect for advertisers and organizations to consider for their business (Plummer, 2007). As 

consumers are overwhelmed by product offerings and choices of brands, eWOM assists navigation, as 

it reduces the cost of acquiring relevant information about products or services (Shan & King, 2015; 

Plummer, 2007).  

Chu & Kim (2011, p. 50) conclude that “Conceptually, eWOM in SNSs can be explored through three 

different aspects: opinion seeking, opinion giving and opinion passing”. Earlier studies discuss the 

concept of the opinion leader as a central figure in consumer to consumer communication, or offline 

WOM (Flynn et al. 1996; Feick & Price, 1987). Opinion leaders are believed to be individuals with a 

high level of Opinion Giving behavior, and are thus in a position to influence the attitudes of others, as 

well as their behaviors (Feick & Price, 1987). However, opinion leaders can only succeed in giving 

away their opinion, if their opinion is sought by others. Flynn et al. (1996) elaborate on this topic and 

claim that the notion of the opinion leader is based on the idea that other people actively seek and 

follow the opinion leader’s advice. This is further emphasized by Engel, Blackwell & Miniard (1990, 

P.42) in their statement: “When we actively seek advice from another that person becomes an opinion 

leader“. One may thus conclude that opinion leaders possess both Opinion Giving and seeking 

behavior, as they actively have to seek opinions in order to become more knowledgeable. However, a 

person with a high Opinion Seeking behavior does not necessarily have to possess a high Opinion 

Giving behavior (Flynn et al. 1996). The online environment provides tools both for the opinion-giver, 

as they are provided with efficient ways to disseminate information, and the opinion-seeker, as it 

greatly facilitates the search of information (Sun, Youn, Wu & Kuntaraporn, 2006).  

Within the online context, the same person can adopt multiple roles of giver, seeker and transmitter. 

Chu & Kim (2011) argue that online consumers’ search for brand information, creation of content and 

willingness to share content with others is very useful for organizations, as it increases brand 

engagement and relevance. The authors further elaborate that in SNSs, an opinion seeker may view 

recommendations from people within their social circle, as more credible or reliable, and may thus 

utilize SNSs as a platform for obtaining information prior to their actual purchases. SNSs also provide 

a socially extensive network that enable opinion givers to share their thoughts with other users. The 
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third aspect, Opinion Passing behavior, is described as a consequence of eWOM that enables the flow 

of information and commonly occurs in an online social context, as the internet has the means to 

facilitate multidirectional communication (Norman & Russel, 2006). Thus, Opinion Giving, Opinion 

Seeking and Opinion Passing behavior are three important aspects of the information exchange that 

when combined create eWOM behavior in SNSs (Chu & Choi 2011; Chu & Kim 2011). Chu & Choi 

(2011, p. 263) further highlight the importance of the construct when stating: “Understanding 

electronic word-of-mouth (eWOM) in social networking sites (SNSs) is crucial as consumers have 

potential to reach global audiences quickly and easily”. 

2.2 Consumer Self-Confidence and eWOM in SNSs 

Although studies pertaining to any possible direct links between the concept of consumer self-

confidence and areas directly related to the eWOM construct seem to be scarce, some do exist. Loibl et 

al, (2009) studied the correlation between CSC and information search and showed that “high-CSC 

consumers are engaged in more search activity” (Loibl et al, 2009, p. 48). Paridon (2006) 

acknowledged a positive relationship between the social constructs of CSC and the consumers’ 

willingness to engage in word of mouth communication, with information sharing behavior. Clark et 

al. (2008) found a positive correlation between market mavenism, a construct they verify is positively 

correlated with opinion leadership, and CSC. All of these studies can be argued to reflect correlation 

between CSC and one or more of the three aspects that facilitate eWOM, Opinion Giving, Seeking and 

Passing behavior, thus warranting the investigation of whether such correlations exist. 

Consumer self-confidence (CSC) is defined by Bearden et al. (2001, p. 122) as “...the extent to which 

an individual feels capable and assured with respect to his or her marketplace decisions and 

behaviors”. The consumer part in this construct implies that CSC may be related to more consumer 

phenomena than just general self-confidence. Bearden et al. (2001) isolated key areas within the 

existing self-esteem research and proposed a CSC measure that consisted of two higher level 

dimensions. One of these dimensions addresses the consumer's perceived ability to make effective 

decisions within the marketplace, which includes the search of information (Information Acquisition, 

IA), identification of acceptable choice alternatives (Consideration Set- Formation, CSF), and making 

decisions that satisfy the consumer on a personal and a social level (Personal Outcomes, PO, and 

Social Outcomes, SO). The other dimension addresses consumers’ perceived ability to protect 

themselves, which includes their comprehension of marketers’ persuasion tactics (Persuasion 

Knowledge, PK) and expressing their rights as consumers in the marketplace (Marketplace Interfaces, 

MI). Figure 2.1 presents the proposed research and hypotheses, connecting the dimensions of CSC and 

eWOM.  
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2.2.1 Information Acquisition  

Information Acquisition (IA) reflects the “consumer’s confidence in his or her ability to obtain needed 

marketplace information and to process and understand that information” (Bearden et al 2001, p. 123). 

Consumers’ ability to obtain and process the right information before a purchase is believed to be an 

important aspect of effective decision making (Alba & Hutchinson, 1987). Simultaneously, the more 

information consumers collect, the more likely it is that they feel confident in the marketplace 

(Bearden et al, 2001). High IA indicates consumers’ ability to gather and deal with information online 

which in turn increases CSC and consumers’ willingness to exert their influence on others (ibid). 

Concurrently, higher CSC increases consumers’ activities in information search activities (Loibl et al, 

2009). Consumers who are active on SNSs are exposed to increased amounts of brand information 

(Plummer 2007), in a setting that facilitates eWOM behavior (Chu & Kim, 2011).  

Building on the implications that eWOM engagement is driven by online information search and 

information sharing (Loibl et al, 2009; Chu & Kim, 2011) and that high IA reflects the consumer's 

ability to obtain and process marketplace information, there should be a positive correlation between 

IA and eWOM behavior. Hence, individuals’ perceived knowledge of how to obtain information over 

Figure 2.1 - Visualization of the proposed research and detailed view of the different correlation dimensions with 

hypotheses from left to right. 
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a SNS, should influence their eWOM engagement, as they would be more confident in obtaining and 

searching for information. Accordingly, it can be hypothesized:  

H1 SNS users’ perceived Information Acquisition ability is positively related to their engagement 

in… 

 a ...Opinion Seeking behavior in SNSs 

 b ...Opinion Giving behavior in SNSs 

 c ...Opinion Passing behavior in SNSs 

2.2.2 Consideration-Set Formation 

Consideration-Set Formation (CSF) reflects “…confidence in one’s ability to identify acceptable 

choice alternatives, including products, brands, and shopping venues” (Bearden et al, 2001, p. 123). 

CSF is grounded in theory that individuals form and construct consideration sets as part of their 

everyday decision-making processes (Ratneshwar, Pechmann and Shocker, 1996) which enables 

individuals to simplify their decisions in reducing choice alternatives (Loibl et al, 2009). High CSF 

reflect the consumer's ability to recognize brands worth considering, to sort out brands that do not 

meet their expectations and to trust one's own judgement in knowing and deciding on different 

alternatives, before making a decision (Bearden et al, 2001).  

With the increased availability of information that continuously target consumers online, it can be 

argued that consumers experience difficulties in formulating their consideration-set as they sometimes 

tend to be overwhelmed with information (Punj & Moore, 2009). With the emergence of internet and 

web 2.0 platform, consumers no longer search for producer generated information but also for user 

generated eWOM (Utz, Kerkhof & van den Bos, 2012), which may help users to maneuver through 

the information (Plummer, 2007, Shan & King, 2015). Information received online is likely to affect 

consumer behavior and their decision making, even negative eWOM may affect decisions as reviewed 

products are more likely to end up in the consumers’ consideration sets (Utz et al., 2012).  

High CSF relates to confidence in identifying and evaluating alternatives in a marketplace (Bearden et 

al, 2001; Loibl et al, 2009) and eWOM is driven by online information searching and sharing of 

information (Chu & Kim, 2011). Therefore, it can be assumed that consumers’ ability to interpret and 

evaluate the available information, will affect their eWOM behavior. Hence it can be proposed that 

consumers high in CSF are efficient in evaluating choice alternatives and therefore more likely to 

actively participate in eWOM as they feel more confident in the marketplace. This builds the 

foundation of the second hypothesis:  

H2 SNS users’ perceived Consideration-set formation is positively related to their engagement in… 

 a ...Opinion Seeking behavior in SNSs 

 b ...Opinion Giving behavior in SNSs 
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 c ...Opinion Passing behavior in SNSs 

2.2.3 Personal and Social Outcomes 

Personal and Social outcomes (PO and SO) imply that consumers make a multitude of decisions 

routinely regarding the choice, purchase and use of products and services, and that “decisions are not 

made in a social vacuum; rather, many social factors can influence decision making.” (Bettman, 

Johnson & Payne, 1991, p. 63). Bearden et al. (2001, p. 123) further elaborate on the social context 

when they state that “These decisions result in outcomes that elicit personal feelings of satisfaction 

and, in many situations, reactions from others”. In other words, the PO and SO dimensions of CSC are 

defined as the consumers’ confidence in their capability to accommodate purchase objectives, such 

that the choices are satisfactory on an individual level and generate positive outcomes, measured 

relative to the reactions of others. These sub dimensions of CSC mirror the consumers’ faith in 

relation to their ability to generate sound judgements and to effectively utilize previous experiences 

and knowledge, in order to enable them to make more satisfactory decisions (Bearden et al. 2001). 

Chen, Teng, Yu & Yu (2016, p. 468) concluded that “A large and growing body of research has 

shown that consumers are likely to follow others when making purchase decisions” and that online, 

consumers are increasingly driven by a need for social interaction (Childers, Carr, Peck & Carson, 

2002).  

Chen et al. (2016) further discuss how consumers in the process of online decision-making, may 

utilize other consumers’ opinions, in service ratings and brand-evaluation, through an online eWOM 

source, such as an SNSs, and that eWOM sources may aid consumers attain a degree of insurance 

when making a purchase decision. Flynn et al (1996) confirmed the social nature of opinion leadership 

behavior, as its occurs when individuals attempt to influence the purchasing behavior of other 

consumers, while Phelps, Lewis, Mobilio, Perry & Raman (2004) confirmed that online forwarding 

(passing) is a natural behavioral consequence of opinion leaders. In combination with the nature of 

SNSs, as a medium of high self-presentation where every individual acts from a personal information 

profile (Kaplan & Haenlein, 2010), it follows that individuals who actively engage in eWOM behavior 

in SNSs are confident in their ability to achieve the desirable personal and social outcomes from their 

marketplace decisions. Thus, the following two hypotheses have been formulated: 

H3 SNS users’ susceptibility to Personal Outcomes decision making is positively related to their 

engagement in… 

 a …Opinion Seeking behavior in SNSs 

 b …Opinion Giving behavior in SNSs 

 c …Opinion Passing behavior in SNSs 

H4 SNS users’ susceptibility to Social Outcomes decision making is positively related to their 

engagement in... 
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 a ...Opinion Seeking behavior in SNSs 

 b …Opinion Giving behavior in SNSs 

 c …Opinion Passing behavior in SNSs 

2.2.4 Persuasion Knowledge   

Persuasion knowledge (PK) address the “…individual’s confidence in his or her knowledge regarding 

the tactics used by marketers in efforts to persuade consumers” (Bearden et al, 2001 p. 123). PK 

describes consumers’ perceived abilities to protect themselves on the marketplace through their ability 

of interpreting and apprehending persuasion tactics (Loibl et al, 2009). The PK measure was originally 

developed and refined by Friestad and Wright (1991) where it was identified as a way of further 

understanding consumer behavior, especially in a setting where consumers are prone to marketers’ 

influence attempts. SNSs can be argued to constitute this setting as they provide a platform where 

consumers are exposed to product and brand-related information, easily accessible for users (Reichelt, 

Sievert & Jacob, 2014). In turn, these networks facilitate eWOM behavior as they allow users to 

search for as well as exchange information (Loibl et al, 2009; Plummer, 2007; Chu & Kim, 2011). 

It can be argued that the vast amount of information available online (Shan, King 2015) along with 

persuasion attempts from marketers (Tsao & Hsieh, 2015) exerts pressure on consumers and their 

ability to cope with these influence efforts. Further, consumers’ knowledge of these persuasion 

attempts is likely to affect their behavior and influence their impression of the marketplace. Bearden et 

al. (2001) propose that higher marketplace knowledge and proficiency should reduce persuasive ability 

from marketplace influences while simultaneously increasing consumers’ exertion of influence on 

others.     

Building on these implications one may conclude that consumers’ awareness of marketers’ attempts to 

influence, plays an important role in their eWOM behavior on SNSs. Weisfeld-Spolter, Sussan & Gold 

(2014) emphasize this suggestion by stating that credibility, as well as persuasiveness of eWOM vary, 

depending on how the individuals process the information. The interpretation of the information they 

receive is likely to affect consumers’ online activity, as information deemed to be credible encourages 

eWOM behavior (Chu & Kim, 2011; Reichelt et al, 2014). Following these propositions, there should 

be a positive correlation between consumers’ confidence and knowledge of marketplace tactics and 

their eWOM engagement. Accordingly, the following hypothesis has been formulated: 

H5 SNS users’ perceived Persuasion Knowledge is positively related to their engagement in… 

 a …Opinion Seeking behavior in SNSs 

 b …Opinion Giving behavior in SNSs 

 c …Opinion Passing behavior in SNSs 
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2.2.5 Marketplace Interfaces  

Marketplace interfaces (MI) as stated by Bearden et al. (2001, p. 123) “reflect confidence in the ability 

to stand up for one’s rights and to express one’s opinion when dealing with others in the 

marketplace”. The authors further argue that individuals who rank high in CSC are more likely to 

engage organizational spokespersons and express their position, than individuals who rank low on 

CSC. With businesses and organizations having a high presence on SNSs (Ainin et al, 2015), 

interaction barriers that existed in the past, such as location, time and access, are effectively removed 

(O’Brien, 2011). Consumers who are active on SNSs thus have the ability to express their opinion, 

directly or indirectly to the organization, anytime. This is exemplified in Killian and McManus (2015) 

case study,” United Breaks Guitars”. Thus, this leads us to posit that consumer’ behavioral traits 

specifically those who actively engage in eWOM behavior in SNSs, should be positively correlated to 

the MI dimension of CSC, which provides the basis for our sixth hypothesis: 

H6 SNS users’ perceived strength in Marketplace Interfaces is positively related to their engagement 

in… 

 a …Opinion Seeking behavior in SNSs 

 b …Opinion Giving behavior in SNSs 

 c …Opinion Passing behavior in SNSs 

2.3 Frame of reference 

To visualize the linkage between relevant literature and the proposed research purpose for this study, a 

theoretical compilation of relevant linkages has been compiled. The most relevant peer-reviewed 

articles used for the literature review revolving eWOM behavior and CSC along with their theoretical 

challenges and connections to social media, are presented in Table 2.1. 

Table 2.1 - Table of references used for this research 

Reference Year Theoretical area Theoretical challenge 

Bearden et al. 2001 CSC Conceptualization of CSC and its measurement 

Clark et al.  2008 CSC 
Associations between CSC and Market 

Mavenism 

Loible et al. 2009 CSC 
Associations between CSC and information 

acquisition 

McClung et al. 2015 CSC Aspects of CSC in relation to wine purchasing 

Paridon 2006 CSC 
Investigating relationship between information 

sharing and CSC 

Agnihotri et al. 2015 eWOM Social media influencing customer satisfaction 

Chen et al. 2016 eWOM 
Effects of online information sources on purchase 

intentions 

Chu & Kim 2011 eWOM How does social relationship factors relate to 
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eWOM 

Phelps et al. 2004 eWOM Motivations behind opinion passing over e-mail 

Reicheld et al.  2014 eWOM eWOM in relation to credibility 

Shan & King 2015 eWOM Brand relationship and eWOM effectiveness 

Sun et al. 2006 eWOM Exploratory study of eWOM 

Flynn et al.  1996 WOM 
Measurement of opinion leaders and opinion 

seekers  

Mangold & Faulds 2009 Social Media Exploratory of SM in the promotion mix  

Ngai et al. 2015 Social Media Literature review of SM research 

O’Brien 2011 Social Media The emergence of the SM empowered customer 

Tiago et al. 2014 Social Media 
Relationship-based interactions improve digital 

marketing engagement 
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3 Methodology 

In this chapter, the methodology and research design are presented. The appropriate methodology 

should be chosen so that it enables the collection and evaluation of relevant data in order to answer 

the proposed hypotheses (Hair, Joseph, Money, Samouel & Page, 2007). The formation of this chapter 

is summarized in Table 3.1 and begins with an introduction of the research purpose, approach and 

strategy, followed by choice of data collection method, sample selection and data-analysis. The latter 

also describes measures taken to ensure reliability and validity of this study.  

Table 3.1 - Overview of methodology chapters 

Methodology Disposition 

3.1 

 

Research purpose Explanatory 

3.2 Research approach Deductive, Quantitative 

3.3 Research Strategy Survey 

3.4 Data Collection Methods Primary data through an online questionnaire 

3.5 Sample Selection Non-probability sampling: Convenience 

3.6 Analysis method Statistical analytics - SPSS - regression analysis 

3.1 Research purpose 

The classification of a research purpose can be divided into descriptive, explanatory or exploratory and 

can be used separately or combined depending on the choice. Descriptive studies are used to provide 

characteristics of a population or some phenomenon and, as the name implies, the approach is focused 

on describing existing data. Exploratory studies enable researchers to explore a phenomenon or 

situation through searching of literature, interviewing experts or conducting focus groups. Lastly, 

explanatory studies can be used to analyze relationships between variables when studying a situation 

or a problem. It can be utilized to further analyze relationship found in descriptive studies through 

statistical tests (Saunders, Lewis & Thornhill, 2009).  

The overall purpose of this research is to describe the six factors of CSC and investigate their 

influence on SNSs user’s engagement in eWOM behavior. Due to the purpose of the research, in 

which the aim is to establish and explain proposed relationships between different constructs through 

analysis of quantitative data, an explanatory approach will be utilized. The purpose is addressed 

through three research questions, explored by six hypotheses, with the aim of explaining the causal 

relationship between the variables.  

The research purpose of the hypotheses is mostly of an explanatory character as it aims to explain 

which CSC factors affect consumers’ eWOM behavior and the relationship between them. However, 

descriptive statistics will be used to portray the population and outline the constructs. This will provide 

further insight into the collected data preceding the explanatory analysis. Hence, this study combines 

descriptive and explanatory research purposes.  
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3.2 Research Approach 

Depending on the classification of research purpose, the research approach can be either inductive or 

deductive. New topics with little existing literature are more appropriate to address inductively, by 

reflecting upon the theoretical themes the data suggests. An inductive approach enables data 

exploration and from that, new theories and constructs can be developed. With an inductive approach, 

the research has its starting point in the data and not in predetermined theories or conceptual 

frameworks. On the other hand, a topic that contains relevant literature, from which one can define 

hypotheses from existing theoretical frameworks is more closely related to a deductive approach. It is 

building on scientific principles, moving theory to data and requires the explanation of causal 

relationships between variables. (Saunders et al., 2009) 

The data collected will be used to analyze the causal relationship between CSC and eWOM behavior. 

Data collection can be either quantitative, qualitative or a combination of the two. Saunders et al., 

(2009, p. 482) present three different distinctions between qualitative and quantitative data, stating that 

quantitative data are “based on meanings derived from numbers, “collection of results in numerical 

and standardized data” and “analysis are conducted through the use of diagrams or statistics”. 

Qualitative data are “based on meanings expressed through words”, “collection of results in non-

standardized data requiring classification into categories” and “analysis conducted through the use of 

conceptualization” (Ibid). Quantitative data collection is useful when conducting deductive research, 

analyzing existing theories and constructs (Saunders et al., 2009).  

Building on these implications and the research purpose of this study, a deductive approach is most 

suitable. This research is built upon the conceptual frameworks of CSC and eWOM behavior with the 

purpose of describing and explaining the relationships between the two and thus, a deductive research 

approach provides the best fit to answer the proposed hypotheses. Following the choice of a deductive 

research approach and explanatory study to analyze the data, a quantitative data collection can be 

considered as being the most appropriate. Furthermore, collecting the data in a quantitative way 

enables the collection of large amounts of data which facilitates statistical analysis (Saunders et al, 

2009). .   

3.3 Research Strategy  

When choosing research strategy, it is important to consider whether it will enable data collection 

needed to answer the proposed research questions or hypotheses (Saunders et al., 2009). Existing 

knowledge, time and available resources are important factors to consider when deciding on research 

design. There are a number of different strategies to collect data such as experiment, survey, case 

study, action research, grounded theory, ethnography and archival research as different research 

strategies. For some cases it may be appropriate to choose more than one strategy in order to collect 

the required data. (Saunders et al, 2009) 
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The choice of data collection strategy for this research is survey which is suitable when there is a need 

to collect large amounts of data in an economical way (Saunders et al., 2009). A survey enables the 

collection of quantitative data which can be used to suggest particular relationships and possible 

reasons behind them. For this research, a large number of respondents are required in order to test the 

proposed hypotheses in a statistical way which is facilitated through a quantitative data collection. A 

large sample size also supports generalization to some extent in regards to the student population. 

Furthermore, quantitative research allows the extraction, analysis and testing of collected data through 

different computing software to perform statistical analyses. (Saunders et al., 2009) 

3.4 Data Collection Method  

Building on a survey strategy, data can be collected through observations, interviews, and/or 

questionnaires. The choice of data collection method depends on the amount, - and kind of data as 

well as the nature of the study. A deductive and quantitative data collection can be sorted into three 

categories; observation, interviewer-completion or self-completion. The latter indicates that the 

respondents fill out their answers without the presence of an instructor or interviewer which can be 

facilitated through drop-off/pick up of physical questionnaires or e-mail and online surveys. (Hair et 

al., 2007) 

The questionnaire can be either self-administered or interviewer-administered. The latter is recorded 

by the interviewer based on the interviewees’ answers while self-administered questionnaires usually 

are completed by respondents alone. The choice of questionnaire is influenced by a variety of factors 

such as characteristics of respondents, size of the required sample as well as type and number of 

questions needed (Saunders et al., 2009). The research purpose and research approach of this study 

requires quantitative data and a large number of respondents to provide sufficient data input. The 

choice of data collection for this survey is an online self-completion questionnaire which collects data 

through a structured questionnaire with a predetermined set of questions (Saunders et al., 2009). Hair 

et al., (2007) list some activities that should be taken into account before the completion of a 

questionnaire such as; pre-testing the questionnaire for validation, creation of a general design and 

choice of method for questionnaire administration.  

Following the recommendations by Hair et al. (2007), the survey was put together and pretested in a 

pilot study (see section 3.4.2). As for the administration and distribution, EvaSys was chosen as the 

software used to send out an online self-completion questionnaire to respondents via e-mail. As the 

sample population were university students, aged between 19 - 30 years old, and were used to online 

communication, the most appropriate way to reach them would be through email distribution. For 

more information of the sample selection, see section 3.5. The distribution method was quick, cost-

efficient and allowed the researchers to have a large geographically dispersed sample and enabled a 
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high confidence that every respondent was the intended recipient of the questionnaire. (Hair et al., 

2007; Saunders et al., 2009). 

3.4.1 Questionnaire development 

When designing and developing a questionnaire, a number of important steps need to be considered to 

create a questionnaire that is well formulated and constructed. To ensure that the questionnaire is 

properly designed and evaluated, the steps by Hair et al., (2007) pictured in Table 3.2 constitute a 

guideline when designing the questionnaire.  

Table 3.2 - Questionnaire development (Hair et al., 2007, p.258) 

Five Steps of Questionnaire Development  

Step 1: Initial Considerations 

 Clarify the nature of the research problem and objectives 

 Develop Research questions to meet research objectives  

 Define target population and sampling frame (Identify potential respondents) 

 Determine sampling approach, sample size and expected response rate 

 Make a preliminary decision about the method of data collection 

Step 2: Clarification of Concepts  

 Ensure the concept(s) cab be clearly defined  

 Select the variables/indicators to represent the concepts  

 Determine the level of measurements  

Step 3: Determine Question Types, Format and Sequence  

 Determine the types of questions to include and their order 

 Check the validity wording and coding of questions 

 Decide on the grouping of the questions and the overall length of the questionnaire  

 Determine the structure and layout of the questionnaire  

Step 4: Pretest the Questionnaire 

 Determine the nature of the pretest for the preliminary questionnaire  

 Analyze initial data to identify limitations of the preliminary questionnaire 

 Refine the questionnaire as needed  

 Revisit some or all of the steps above, if necessary 

Step 5: Administer the Questionnaire  

 Identify the “best practice” for administrating the questionnaire  

 Train and audit field workers, if required  

 Ensure a process is in place to handle completed questionnaires 

 Determine the deadline and follow-up methods 

 

Following the steps presented in Table 3.2, questions are adapted from previous research (See 

Appendix I – Original Constructs) and have been formulated to answer the proposed hypotheses. The 

chosen constructs and scales have been tested in previous research with satisfying results. Wording 

and formulation of questions and avoidance of ambiguity have also been considered to ensure ease of 



 

20 

 

filling out the questionnaire (Hair et al. 2007). The survey has been pretested in a pilot questionnaire, 

revised and then distributed and administered through a process that handles completed questionnaires 

in an efficient and effective process. 

Due to the chosen population’s nationality and language preferences, the scale items of the 

questionnaire have been translated from English to Swedish. The translation method used followed 

Saunders et al. (2009) technique of parallel translation, in which the questionnaire was translated by 

two independent translators and a comparison of the two outputs were used in creation of the final 

version. Saunders et al. (2009, p. 385) describe the advantages of the chosen method to be that it 

“leads to good wording of the target questionnaire”, with the disadvantages that it “Cannot ensure 

that lexical, idiomatic and experiential meanings are kept in target questionnaire”. Extra effort was 

thus put towards ensuring that lexical, idiomatic and experiential meanings were indeed kept in the 

final questionnaire to ensure the quality of the scales through an ongoing discussion and interpretation 

of the original items. 

The questionnaire was distributed via email and included a covering letter. Since the questionnaire 

were self-administered, the covering letter was included as it was considered to be helpful in 

explaining the purpose of the survey. It is not certain whether all respondents opened their email let 

alone read the covering letter. On the other hand, research show that including a covering letter will 

affect the response rate and the cover letter can help respondents to decide whether to participate in the 

survey. (Saunders et al., 2009).  

3.4.1.1 Measurement of Constructs  

The six factor CSC scale developed by Bearden et al., (2001), shown in Table 3.4, has been used in 

different settings as exemplified in chapter 2. The three factor eWOM scale, shown in Table 3.3, was 

developed and tested by (Chu & Kim, 2011) who operationalized it as a result of combining different 

measures of online WOM. It is measured by combining three specific behaviors: Opinion Giving 

(Flynn et al. 1996), Opinion Seeking (Ibid) and Opinion Passing (Sun et al. 2006).  

The questionnaire sent out for this study contained the 31 item CSC scale developed by Bearden et al., 

(2001) and the 9 item SNSs users eWOM engagement scale (Chu & Kim, 2011). Both scales shared 

seven-point Likert response formats ranging from one (strongly disagree) to seven (strongly agree). 

The CSC subscales are scored so that a high score indicates greater Consideration-set formation, 

Social Outcomes Decision Making, Information Acquisition and Persuasion knowledge. For Personal 

Outcomes Decision Making (i.e. “I often have doubts about the purchase decisions I make”) and 

Marketplace Interfaces (“I am hesitant to complain when shopping”), higher scores indicated lower 

levels of consumer self-confidence. (Bearden et al., 2001). As for the SNSs eWOM engagement 

measurement, subscales are measured so that higher scores indicates greater Opinion Passing, Opinion 

Giving and Opinion Seeking (Chu, Kim, 2011).    
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Following the procedure by Dollinger & DiLalla (1996) to ensure data quality, two additional scale 

items were adapted and inserted into the questionnaire: “I have tried to answer all of these questions 

honestly and accurately” and “do not answer/fill in this question”. Both with Likert response format 

ranging from 1 (strongly disagree) to 7 (strongly agree).  

Table 3.3- eWOM scale items, SOURCE: Chu & Kim (2011, p. 60) 

Factor item  Factor loading 

Opinion Seeking (OS):  

When I consider new products, I ask my contacts on the SNS for advice .81 

I like to get my contact’s opinions on the SNS before I buy new products .87 

I feel more comfortable choosing products when I have gotten my contacts’ opinions on them on the 

SNS 
.79 

Opinion Giving (OG):  

I often persuade my contacts on the SNS to buy products that I like .77 

My contacts on the SNS pick their products based on what I have told them .84 

On the SNS, I often influence my contacts’ opinions about products .83 

Opinion Passing (OP):  

When I receive product related information or opinion from a friend, I will pass it along to my other 

contacts on the SNS 
.84 

On the SNS, I like to pass along interesting information about products from one group of my contacts 

on my ‘friends’ list to another 
.90 

I tend to pass along my contacts positive reviews of products to other contacts on the SNS .83 

 

Table 3.4- Consumer Self-confidence Scale items, SOURCE: Bearden et al. (2001, p. 125) 

Factor item  Factor loading 

Information Acquisition (IA):  

I know where to find the information I need prior to making a purchase   .80 

I know where to look to find the product information I need  .82 

I am confident in my ability to research important purchases  .62 

I know the right questions to ask when shopping  .60 

I have the skills required to obtain needed information before making important purchases  .64 

Consideration-Set Formation (CSF):  

I am confident in my ability to recognize a brand worth considering  .85 

I can tell which brands meet my expectations  .64 

I trust my own judgment when deciding which brands to consider  .72 

I know which stores to shop  .55 

I can focus easily on a few good brands when making a decision  .60 

Personal Outcomes Decision Making (PO):  

I often have doubts about the purchase decisions I make .81 
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I frequently agonize over what to buy  .67 

I often wonder if I've made the right purchase selection  .73 

I never seem to buy the right thing for me  .50 

Too often the things I buy are not satisfying  .65 

Social Outcomes Decision Making (SO):  

My friends are impressed with my ability to make satisfying purchases  .89 

I impress people with the purchases I make  .89 

My neighbors admire my decorating ability  .53 

I have the ability to give good presents  .53 

I get compliments from others on my purchase decisions  .68 

Persuasion Knowledge (PK):  

I know if an offer is “to good to be true”  .70 

I can tell when an offer has strings attached  .73 

I have no trouble understanding the bargaining tactics used by salespersons  .62 

I know when a marketer is pressuring me to buy  .68 

I can see through sales gimmicks used to get consumers to buy  .74 

I can separate fact from fantasy in advertising  .61 

Marketplace Interfaces (Ml):  

I am afraid to "ask to speak to the manager"  .79 

I don't like to tell a salesperson something is wrong in the store  .79 

I have a hard time saying no to a salesperson  .59 

I am too timid when problems arise while shopping  .67 

I am hesitant to complain when shopping  .77 

3.4.2 Pilot Study 

Before distributing the survey, a pilot test was conducted with a smaller number of respondents. The 

pilot study is an important test to assess the validity of the questionnaire as emphasized by Bell, J. 

(2005, p. 147) stating that “however pressed for time you are, do your best to give your test a trial 

run”, since without a trial run, there is no way to know whether the questionnaire will be successful or 

not. The purpose of the pilot survey was to refine and improve the survey in terms of formulations, 

layout and number of questions.  

Responses of the pilot survey resulted in minor changes to some formulations as well as the order of a 

few questions, all of which were considered before the launch of the survey. As expressed by Saunders 

et al. (2009), respondents who have no troubles answering the questions will facilitate the data 

collection as questions appears to make sense, referred to as face validity. Respondents of the Pilot 

survey were university students or recent graduates and therefore, their age and preferences match the 

one of our desired population. Depending on the type of survey and required number of respondents, 

recommendations for pilot-respondents varies. For a student questionnaire, the recommendation is 

minimum 10 respondents (Fink, 2003) which match the numbers of answers collected in the pilot 
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study for this research. Apart from receiving the questionnaire online, pilot respondents were asked 

questions about their efforts and ease of answering the questionnaire building on recommendations by 

Bell, J. (2005) displayed in Table 3.5.  

Table 3.5 - Questions to pilot respondents (Bell, 2005; Sourced from Saunders et al, 2009, p. 425) 

Questions Addressed to Pilot Respondents 

 How long the questionnaire took to complete 

 The clarity of instructions 

 Which, if any, questions were unclear or ambiguous 

 Which, if any, questions the respondent felt uneasy about answering 

 Whether in their opinion there were any major topic omissions 

 Whether the layout was clear and attractive 

 Any other comments 

3.5 Sample selection 

Having decided that a survey is an appropriate data collection method for this research to answer the 

hypotheses, it is important to choose a proper sample size when collecting required data. Some 

research questions enable data collection from an entire population if it is of a manageable size 

(Saunders et al., 2009). The authors conclude that the major reason that you could consider sampling 

can be when it is not practical to survey the entire population, when budget constraints limit the data 

collection and when time is scarce or when you need your results quickly with the help of a smaller 

sample size. The population chosen are Swedish university students and the sample has been limited to 

program students at Luleå University of Technology (LTU). This limitation has been done due to 

practical limitations and a restricted time frame, all of which are addressed by Saunders et al. (2009). 

The choice of addressing students in order to answer the hypotheses is supported by the fact that users 

aged between 16-25 are knowledgeable of SNS and well versed in the use of SNSs. Studies 

(Svenskarna och internet, 2015), show that in Sweden, 99 % of all users in the age span of 16-25 use 

Internet, and that 96 % of these individuals use it daily. They have a 97 % hit rate on occasional social 

media visits, in which Facebook as a single platform constitutes 94 % of all. On average users aged 

16-25 spend 9.8 hours on Social media a week, compared to an average of 6.4 hours for users aged 3-

76 plus. Thus, the proposed population has the strongest presence of all users in SNSs. (Svenskarna 

och internet, 2015) Students currently enrolled within LTU, were also convenient to use for sampling 

due to the authors accessibility to student email-databases. Furthermore, there is a potential 

opportunity to complement the survey through on site (offline) collection if the responses are low. The 

aim is to have an age span above 18-19, as this research seeks to target individuals who Manage their 

own finances. 
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3.5.1.1 Participants  

The internet usage increases over all user segments but it is still the younger population aged between 

16-25 who use internet daily (96 %) and are therefore the most active internet users (Svenskarna och 

internet, 2015). In the final sample, 281 (96.2 %) of respondents were aged 16-35 which is well in line 

with the division of the most active internet users (Svenskarna och internet, 2015). They also spend 

most time on SNSs, on average 9.8 hours, with users aged 16-25 and 6.4 hours with users aged 26-35 

(Ibid.). Buildings on these implications, a sample of students represent users who are knowledgeable 

of SNSs with well-grounded internet habits.  

The population of this study consisted of program students who were enrolled at Luleå University of 

Technology during the spring of 2016. A total of 3458 e-mails were sent out and 336 persons chose to 

participate in the study, a response rate of 9.7 %. The number of students who answered the survey in 

a way that was satisfactory consisted of 292 respondents, 125 (42.8 %) males and 162 (55.5 %) 

females. Five respondents (1.7 %) did not want to state their gender. 

3.6 Data analysis  

When analyzing quantitative data, two approaches can be utilized which are (1) using a descriptive 

approach to interpret and understand the data and (2) statistical tests to analyze the hypotheses (Hair et 

al., 2007). For this analysis, both descriptive and statistical tests have been used to interpret the data 

and to test the proposed hypotheses. For all analyses, SPSS (version 23 on a windows platform) was 

used to test the hypotheses as well as reliability tests and inter item-correlations. In the following 

paragraph, the utilized methods for the data-analysis will be described further.  

3.6.1 Data preparation 

In order to identify relationships and the proposed hypotheses, the data has been prepared and cleaned 

before imported into SPSS. This was done to ensure the data would be fit for a statistical analysis. 

Following the quality assurance explained by Dollinger & DiLalla (1996), respondents who failed to 

pass the quality questions were removed. This resulted in 32 removed respondents; 28 who answered 

question 11.2 “do not respond to this question” and four respondents who stated 4 or less on question 

11.1, when asked “I have tried to answer all of these questions honestly and accurately”. 

Additionally, two more respondents were removed from the sample due to obvious response patterns 

and ten were excluded as they failed to qualify for the chosen population when answering question 

1.6:9 “I don’t use social media”. A total of 44 respondents were removed from the data set, resulting 

in 292 remaining respondents used for the data analysis.  

Another important aspect to consider when importing data to statistics software is the analysis and 

interpretation of missing data. This could be data left out from questions that were not required or 

questions that respondents refused to answer. There are often special codes for missing data in order 

for the statistical software to make its analysis. For this research, all the questions related to, and 
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required in, measuring the different constructs were mandatory on the questionnaire which means that 

missing data did not pose a threat for the data-analysis in SPSS.  

3.6.2  Descriptive Statistics 

Descriptive statistics are used to in order to observe acquired data in terms of key respondents, 

physical settings and respondent’s activities. This research will present descriptive statistics through 

frequency distribution, measures of central tendency and measures of dispersion, to describe the 

collected data. Frequency distribution summarizes the number of cases (responses) for each item. 

Measures of central tendency can be described as mean, median or common values and provides 

summarized information. In addition to measuring the central tendency, measures of dispersion 

describe how the values are dispersed around the central tendency which can be measured through 

standard deviation and interquartile range. Apart from these descriptive statistics, Skewness and 

Kurtosis are measured to evaluate the width and height of the probability distribution (Saunders et al., 

2009)  

3.6.3 Statistical Techniques 

In order to validate the collected data and test the proposed hypotheses, several statistical techniques 

were adapted and utilized for this research. The statistical techniques used for this research are 

presented below: 

Factor analysis 

Factor analysis is a statistical technique used to summarize a large set of items into smaller 

sets of constructs. This technique is used to validate the proposed constructs by examining 

how well the collected answers group together and presents how much of the collected data 

variance can be explained through the identified groups (Pallant, 2005). For this research, a 

factor analysis was used to re-validate the scales adapted from Bearden et al. (2001) and Chu 

& Kim (2011). 

Reliability analysis and internal consistency 

When using scales in research, reliability analysis is performed to check whether the scales are 

reliable or not by estimating internal consistency. It is a measure to check how the items that 

make up the scale group together, e.g. investigating if they point in the same direction. 

Cronbach’s alpha is one of the most commonly used indicators of internal consistency 

(Pallant, 2005). In this research, internal consistency of each identified construct was 

evaluated through a reliability analysis and the Cronbach’s alpha coefficients were sampled 

and cross checked. 
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Correlation analysis 

Correlation analysis is according to Pallant (2005) used to describe the strength and direction 

of the linear relationship between two variables. To get an initial idea of the inter-correlation 

between the identified constructs and as a check for multi-collinearity, of this research, a 

bivariate correlation analysis was made. The analysis generates a value between -1 and 1, 

measuring the strength and direction of the correlation between two constructs and at what 

level this correlation is significant. Pallant (2005) refers to Cohen (1998) who suggests three 

guidelines for determining the strength of a correlation. The suggestions contemplate the 

absolute value of r and categorize scores that are ranging from .10 to .29 as a small 

correlation, 0.3 to .49 as a medium correlation and 0.5 to 1.0 as a large correlation. As the 

absolute value measures the relationship strength, the direction is shown in whether the value 

is above or below zero. A negative value implies a negative correlational relationship, e.g. if A 

grows B decreases, and a positive value implies a positive correlational relationship, e.g. if A 

grows B grows (Pallant, 2005). 

Multiple regression analysis 

Multiple regression analysis is a method that evaluates how much of the variance of the 

dependent variable that can be explained by the independent variables. Furthermore, it 

provides an indication of how big the relative contribution of each independent variable is 

(Pallant, 2005). For this research, multiple regression analyses have been used to test the 

proposed hypotheses. Three regression analyses have been performed. For all of them, a 

singular eWOM dimension is set as the dependent variable and the six constructs of CSC as 

independent variables. 

3.7 Quality standards 

When conducting research, it is hard to know the answer to the proposed research questions or 

hypotheses. Although, it is possible to reduce the probability of getting a wrong answer, through a 

well-planned research design. The purpose of a research design is to increase the credibility of the 

research findings. It can be increased through two different considerations: reliability and validity. 

Reliability is concerned with whether the chosen data collection techniques will yield consistent 

findings and validity is concerned with whether the findings are about what they appear to be 

(Saunders et al., 2009). 

3.7.1 Reliability 

The reliability dimension of research credibility refers to the extent to which the research will yield 

consistent findings, meaning that similar research can be duplicated by other researchers with similar 



 

27 

 

results (Saunders et al., 2009). When assessing whether the research findings are reliable, three 

questions have been formulated by Easterby-Smith, Thorpe, Jackson and Lowe (2008), p. 109: 

1. Will the measures yield the same results on other occasions? 

2. Will similar observations be reached by other observers? 

3. Is there transparency in how sense was made from the raw data? 

 

If all the answers to these questions are yes, then it is reasonable to argue that the reliability of the 

research has been managed. However, Saunders et al., (2009) discusses threats to reliability which are 

subject or participant error, subject or participant bias, observer error and observer bias. Subject or 

respondents error is concerned with systematic errors that generate varying results depending on for 

example time at the moment of completion or choice of respondents. Similarly, subject or participant 

bias is concerned with interviewees answering what they believe to be “the right” answers who may 

become threats applicable within authoritarian organizations. To overcome the risk of participant bias, 

survey respondents can be made anonymous. Observer error is concerned with different interpretations 

from different researchers when analyzing data and different ways of expressing questions during 

interviews. Quantitative data collections can reduce the risk of observer bias and systematic errors 

through highly structured data collection methods. Lastly, observer bias is concerned with researchers 

providing inaccurate responses which could be due to a researcher’s will to strengthen the proposed 

research questions or hypotheses. (Saunders et al., 2009).  

Hair et al., (2007) state that the minimum number of items measuring a concept should be at least 

three and the correlation between the items in the concept should be positive. This condition is 

satisfied with the constructs used for this research measuring CSC and users’ eWOM engagement in 

SNSs which are further described in section 3.4.1.1.  

In order for a scale to be reliable it has to meet demands on internal reliability to provide data that can 

be used for further statistical analyses. Both scales used in this research can be considered to have a 

very good internal consistency with alpha coefficients ranging between >0.80 and <0.90 (Hair et al., 

2007).  As for the questionnaire, clarificatory variables were included to provide information of the 

respondents and included gender, age, occupation, educational level, faculty resemblance. 

Additionally, respondents were asked to answer questions regarding their SNSs use and time spent on 

Social Media.  

3.7.2 Validity 

The validity is concerned with whether the findings are about what they appear to be, that is whether 

the study measure what it is supposed to (Saunders et al., 2009). When examining the validity, three 

different aspects of validity are discussed regarding content validity, criterion-related validity and 

construct validity (Cooper and Schindler, 2008).  
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Content validity  

Content validity refers to whether the intended questions measures what they are supposed to 

measure. For this research, content validity is concerned with whether the questions in the 

questionnaire provide acceptable coverage in order to answer the proposed hypotheses. 

(Saunders et al., 2009) 

Criterion-related validity  

Criterion related validity refers to the ability of measures (questions) to make accurate 

indications, meaning that the measures can be used to express expectations in relation to other 

variables. Criterion-related validity is assessed through statistical analyses such as correlation 

and requires that the obtained data that can be assessed through statistical analyses. (Saunders 

et al., 2009) 

Construct validity 

Construct validity is related to whether the scale measures the intended idea. The theory 

behind a scale is of importance for the construct validity and can be helpful to assess whether 

the scale measures what it is intended to. (Saunders et al., 2009). Construct validity can be 

further described through convergent validity and discriminant validity (Hair et al., 2007). The 

first of which tell whether there are positive correlations with other measures of the same 

construct. The second, discriminant validity refers to the extent of the construct to not 

correlate with other measures that are different from it. Simply put, convergent validity 

assesses whether there are any correlations between two constructs that should be theoretically 

related. Discriminant validity tests the opposite, - whether constructs supposed to be unrelated 

are in fact unrelated. (Saunders et al., 2009) 

The constructs used for this research are derived from previous research with the CSC and eWOM 

constructs borrowed from Bearden et al., (2001) and Chu & Kim (2011) respectively. Both constructs 

have been used and tested in previous research which increases their validity.  

 

 
  



 

29 

 

4 Results and Analysis of Data  

In this chapter, the results will be presented. All data has been collected through an online survey sent 

out by email to program-students currently enrolled within Luleå University of Technology. The 

survey output will be presented, described and analyzed in the following chapter. 

4.1 Assumptions 

Before a final analysis of the gathered data, a number of assumptions need to be fulfilled in order for 

the analysis to provide reliable results. These assumptions are vital for the application of factor 

analyses and multiple regression techniques. For this research, all assumptions were met of which 

some details will be explained and presented further in this chapter.  

Sample size 

In order to reach a generalizability or repeatability for the survey, the sample size needs to be 

significant. If a sample is too small, the analytical result may not be repeatable in other surveys 

and may thus be of little scientific value as it lowers the validity of the research (Pallant, 

2005). According to Pallant (2005), a successful factor analysis requires a sample size of more 

than 150 respondents (preferably 300+).  For a multiple regression study, the number of 

respondents should surpass 98, if the study has six independent variables, with a higher 

number required if the dependent variable is skewed (ibid). This research had a feasible 

sample of 292 unique respondents and thus, the requirements are met for the chosen 

techniques. 

Multi-collinearity and singularity 

Pallant (2005) explains multi-collinearity and singularity as the relationship among the 

independent variables. Multi-collinearity refers to the stage in which the independent variables 

are highly correlated, defined as r = .9 and above. Singularity refers to the situation when there 

is a perfect correlation between the independent variables, e.g. one independent variable really 

is a combination of additional independent variables. Pallant (2005) further elaborates that 

multi-collinearity and singularity affects the quality of the regression model and researchers 

should thus check for these problems before doing the analysis. In this research, all 

independent variables present values of r ≤ .607.  

Normality, linearity, homoscedasticity and independence of residuals 

These assumptions refer to different aspects within the distribution of item-scores and the 

essence of the elemental relationship between the variables (Pallant, 2005). In order for a 

multiple regression analysis to provide an accurate output, these areas should all be fulfilled. 

These are verified through the residuals scatterplot generated from the regression analysis. 
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Within the factor analysis technique, linearity refers to the relationship between two variables 

and it is assumed that the relationship between these variables is linear (Pallant, 2005). 

Outliers 

Outliers are scores (respondent answers) that are either very high or very low in relation to 

other scores. Pallant (2005) posits that both factor analysis, and multiple regression techniques 

are both very sensitive to outliers and that these should be considered during the initial data 

screening process. Pallant (2005) further mentions that it is common to find a number of 

outlying residuals with large samples. Although, if they are few (less than 1 % of total 

sample), it is less likely for them to cause a substantial impact on the regression results. 

Factorability of the correlation matrix. 

In order for the sample to be considered suitable for a factor analysis some key numerical 

indicators need to be surpassed (Pallant, 2005). For this study's two factor analyses, the 

Bartlett’s test of sphericity was statistically significant at p < .001 in both cases and the 

Kaiser-Meyer-Olkin (KMO) value was measured to be .883 and .856. According to Pallant 

(2005) Bartlett’s test is significant at p<.05 and KMO should be 0.6 or above which is fulfilled 

within this research. 

4.2 Empirical data 

In the following section, empirical data collected in the questionnaire will be presented, including 

profile of respondents, social media usage and social media preferences. A summary of descriptive 

statistics is also presented including mean, min- and max values, as well as skewness and kurtosis 

which describe respondents’ response pattern.  

4.2.1 Profile of respondents 

The total number of respondents used for the data analysis in this research is 292. Apart from 

collecting answers to the chosen constructs, demographic data were collected including gender, age 

distribution, occupation, education levels as well as which faculty they belonged to. Additional 

information was also collected regarding use of SNSs and time spent on social media in order to 

investigate usage patterns among the population. Table 4.1 presents the gender distribution for 

respondents as well as respondents who did not want to state their gender marked as N/A. The results 

presents 125 (42.8%) males, 162 (55.5%) females and five respondents (1.7%) who did not want to 

state their gender. 
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Table 4.1- Gender distribution of respondents. 

Gender  n  Percent 

Male  125 42.8 

Female 162 55.5 

N/A 5 1.7 

Total  292 100 

Table 4.2 presents the age distribution of respondents where the majority are aged 22-25 years 

(53.4%). Other respondents are divided almost equally between 26-35 years (21.6%) and 16-21 years 

(21.2%). 11 respondents are aged 36 years or above (3.8%).  

Table 4.2 - Age distribution of respondents 

Age n Percent 

16-21 years 62 21.2 

22-25 years 156 53.4 

26-35 years 63 21.6 

36-45 years 9 3.1 

46-55 years 2 0.7 

Total 292 100 

Table 4.3 and Table 4.4 present occupation and educational levels respectively. 283 (96.9 %) 

respondents considered themselves to be students and seven (2.4 %) employees. Two respondents (0.7 

%) filled in “other” as occupation. The education level was evenly distributed with respondents of 

which 136 (46.6 %) were within the first three years of their studies and 132 (45.2 %) had studied 

three years or more. 23 (7.9 %) answered high-school as their current educational level, which, if 

looking towards the population-sample of program students enrolled at the LTU, could mean that they 

misinterpreted the question and/or are in the early stages of their university degree.  

Table 4.5 shows that 217 (74.3 %) respondents were enrolled with the technical faculty and 58 (19.9 

%) with the philosophical. 17 (5.8 %) respondents did not know which faculty they belonged to. The 

distribution of respondents with the technical and philosophical faculty can be said to be fair as the 

initial population-sample consisted of 70 % studying under a technical faculty and 30 % under 

philosophical. 

Table 4.3 - Occupation levels of respondents 

Occupation n Percent 

Student 283 96.9 

Employee 7 2.4 

Other  2 0.7 

Total 292 100 
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Table 4.4 - Education levels of respondents 

Education Level   

Upper Secondary School 23 7.9 

University (0-3 years) 136 46.6 

University (3+ years) 132 45.2 

Total 291 99.7 

 

Table 4.5 - Faculty of respondents 

Faculty n Percent 

Technical 217 74.3 

Philosophical 58 19.9 

“I don’t know” 17 5.8 

Total 292 100 

Since the research investigates eWOM behavior over SNSs, data regarding social media usage and 

preferred SNSs has been collected with the questionnaire. The results, presented in Table 4.6 show 

that the median time spent on social media is seven hours and that the distribution is fairly even over 

the sample. 46 respondents (15%) state that they are active on social media more than eleven hours per 

week. 

Table 4.6- Respondents time spent on Social Media (weekly) 

Time Spent on Social Media n Percent 

<1 h 14  4.8 

1 h 13  4.5 

2 h 30  10.3 

3 h 21  7.2 

4 h 17  5.8 

5 h 25  8.6 

6 h 19  6.5 

7 h 48  16.4 

8 h 23  7.9 

9 h 14  4.8 

10 h 22  7.5 

>11 h 46  15.8 

Total 292  100 

Median 7 hours   

To further describe respondents’ social media usage, they were asked to list the SNSs that they 

currently use. Here, respondents were allowed to fill in several options and therefore, the total 

frequency for respondents exceeds 292. A total of 280 respondents choose to answer this question. 

The SNSs used by respondents are presented in Table 4.7 and sorted by the number of respondents of 



 

33 

 

each item. 91.1 % are active on Facebook followed by Snapchat and Instagram with 63.9% and 63.6% 

respectively. Thereafter, the level of usage among the respondents decreases rapidly with LinkedIn 

(32.9 %), Twitter (17.1 %) and Pinterest (15.4 %). The total “percent of usage” reaches above 300% 

(302.1%) which indicates that the average respondent currently has three active social media accounts. 

Table 4.7- Respondents usage of Social Networking Sites 

SNSs Usage  n Percent 

Facebook 255 91.1 

Snapchat 179 63.9 

Instagram 178 63.6 

LinkedIn 92 32.9 

Twitter 48 17.1 

Pinterest 43 15.4 

Google+ 20 7.1 

Tumblr 14 5.0 

Other 8 2.9 

Vine 5 1.8 

Periscope 4 1.4 

Total  846 302.1 

Based on social media usage and preferences, respondents were asked which SNSs that they visit most 

frequently. The results, presented in Table 4.8 display that the majority of users (59.5 %) visit 

Facebook most frequently followed by Instagram (18.5 %) and Snapchat (11.6 %). 

Table 4.8- Respondents most frequently visited Social Networking Site 

Most Frequently Visited SNSs   n Percent 

Facebook 175 59.9 

Instagram 54 18.5 

Snapchat 34 11.6 

Other 8 2.7 

Twitter 7 2.4 

Google+ 4 1.4 

Tumblr 4 1.4 

Pinterest 4 1.4 

LinkedIn 2 0.7 

Twitter 7 2.4 

Total  292 100 

4.2.2 Descriptive weighted-item statistics 

The survey consisted of 40 independent items weighted between strongly disagree to strongly agree, 

all on a seven point Likert scale. The questions in this section were forced; meaning that in order for 
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each respondent to complete the survey all items presented needed to be answered. Thus there is no 

variance in the frequency of responses between each item. A complete list of items descriptive 

statistics is presented in Appendix II – Descriptive Statistics of Scale Items. In Table 4.9 the summated 

scale presents descriptive statistics of each identified construct used including mean value, standard 

deviation, skewness and kurtosis. As shown in Table 4.9, the IA factor presents the highest mean value 

(5.91) followed by PK (5.56) and CSF (5.42). The lowest means are measured with the eWOM scale 

Opinion Seeking (2.24), Opinion Giving (1.99) and Opinion Passing (1.97). The mean standard 

deviation with the factors ranges between 1.54 with MI and 1.03 with PK.  

For the items, the mean value ranges between the highest, 5.94 with IA1 “I know where to find the 

information I need prior to making a purchase”, and the lowest 1.85 with OP3 “I tend to share my 

contacts' positive reviews of products to other contacts on the SNS “. Overall, the mean of factors 

mirrors the results from the summarized factor means, although two items stand out from the rest. 

These are PO5 “I never seem to buy the right thing for me” and PO4 “Too often the things I buy are 

not satisfying” with mean values of 1.94 and 1.78 respectively. These differ from PO1, PO2 and PO3 

all of which have mean values above 3.0. As for the standard deviation, the largest values are observed 

with item MI1 (2.01) “I am afraid to "ask to speak to the manager" and MI2 (1.94) “I don't like to tell 

a salesperson something is wrong in the store” and the lowest with item PO5 (1.07) and PO4 (0.97) 

which is in line with the summarized results in Table 4.9 

What can be noted is that there is some skewness within the eWOM constructs (Opinion Seeking, 

Opinion Giving, and Opinion Passing) as well as Information Acquisition. As the analytic tool doesn’t 

take the limits of the scale into consideration, skewness is expected for items with high or low mean 

values (Pallant, 2005). With low mean values for the eWOM constructs (ranging from 1.97 – 2.25), 

the normal probability curve’s tail is longer on the positive side of the graph. Information acquisition 

has a high mean value (5.91) and thus shows a negative skewness, at -1.15. 

The mean values of the different factor suggest that respondents’ perceived consumer self-confidence 

is fairly high. Information Acquisition, Consideration-Set Formation and Persuasion Knowledge are 

all perceived as a five or higher on the seven-point Likert scale, indicating high perceived confidence 

in these dimensions. Marketplace Interface and Personal Outcomes are inverted factors, meaning that a 

low value indicates high confidence. Marketplace interface (3.31) and Personal Outcome (2.70) are 

both scored below three on this scale, indicating a high perceived confidence within these dimensions. 

For the eWOM factors, users perceived eWOM engagement is low with mean values below three. 
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Table 4.9 - Summated scale-items descriptive statistics 

Summated scale-items descriptive statistics 

Item ID 
N Minimum Maximum Mean Value Mean Std. Error 

Std. 

Deviation 
Skewness Kurtosis 

IA 

 

292 1.50 7.00 5.91 .06 1.09 -1.15 1.17 

CSF 292 1.20 7.00 5.42 .07 1.17 -.68 .22 

PO 292 1.00 6.00 2.70 .07 1.17 .49 -.46 

SO 292 1.00 7.00 3.74 .07 1.27 -.08 -.03 

PK 292 2.33 7.00 5.55 .06 1.03 -.60 -.13 

MI 292 1.00 7.00 3.31 .09 1.54 .24 -.94 

OS 292 1.00 6.67 2.25 .09 1.54 1.09 .01 

OG 292 1.00 6.00 1.99 .07 1.28 1.25 .61 

OP 292 1.00 7.00 1.97 .08 1.29 1.37 1.12 

4.3 Reliability of Scales 

As expressed in section 3.7.1 the Cronbach alpha coefficients for the constructs can be considered as 

being very good. Pallant (2005) argues that scales with fewer than ten items commonly present low 

Cronbach values such as .50 in which case it is more appropriate to report the mean inter-item 

correlation for the items. Since the alpha-values for this research are high and well above minimum 

recommendations (alpha >.70) (Hair et al., 2007), no further internal consistency analyses have been 

conducted.  

The alpha-values reported with SPSS were all in level with what is considered as “very good” and in 

all cases, the input from this survey generated higher alpha-values for the constructs compared to 

previous research. The result strengthens the use of the intended scales for this study.  

The original CSC scale consisted of 31 items, presented in Table 3.4, of which two were removed 

since they failed to provide a strong correlation to their original dimensions when tested in a factor 

analysis, this is discussed further in section 4.3.1. 

4.3.1 Factor Analysis 

A factor analysis was performed with the aim to investigate the data and explore whether the 

constructs could be reduced or summarized (Pallant, 2005). The factor analysis investigates the data 

by looking for “groups” of items based on their inter-correlations and the information is used to 

evaluate the scales (Ibid). The results from the factor analysis have been used to refine the scales by 

reducing the number of items prior to the regression analysis. In this section, both the results of the 

factor analyses for both the CSC scale and eWOM scale is presented. Prior to the factor analyses, the 

assumptions stated in section 4.1 were considered. The general recommendations for sample size used 
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in factor analyses vary. Some researchers advocate a sample size of ten respondents per item while 

others state that five are sufficient (Pallant, 2005). For this research, 292 respondents and 40 items 

averages 7.3 respondents per item which lies above the suggested minimum sample size.  

4.3.1.1 CSC-scale 

For this research, a Principal Component Analysis (PCA) has been conducted which resulted in two 

items being removed from the CSC scale due to low factor loadings. Following the results of section 

4.1 the Kaiser-Meyer-Olkin (KMO) measure indicates that the data is suitable for factor analysis as the 

measured KMO is .88 which surpasses the minimum criterion of .6 (Pallant, 2005). Moreover, 

Bartlett’s Test of Sphericity (BTS) can be considered significant as the measured p-value (p<.001) is 

below the criterion p<.5. Building on these conclusions the factor analysis is applicable.  

A summary of the total variance explained were extracted from a PCA and displayed in Table 4.10 

(See Appendix III – Total Variance Explained CSC for a complete table of variance). Following the 

implications by Pallant (2005), all components with eigenvalues of 1.0 or above are retained in for 

further analysis. As Table 4.10 displays, the retained components describe 62.27 % of the total item 

variance.   

Table 4.10 Total Variance explained Consumer Self-Confidence 

 
Initial Eigenvalues Extraction Sums of Squared Loadings 

Rotation Sums of 

Squared Loadingsa 

Component Total % of variance Cumulative % Total % of variance  Cumulative % Total 

1 8.97 30.94 30.94 8.97 30.94 30.94 5.33 

2 3.24 11.17 42.11 3.24 11.17 42.11 4.83 

3 2.56 8.83 50.94 2.56 8.83 50.94 3.03 

4 1.82 6.29 57.23 1.82 6.29 57.23 3.97 

5 1.61 5.55 62.78 1.61 5.55 62.78 5.88 

6 1.30 4.49 67.27 1.30 4.49 67.27 5.45 

7 .99 3.40 70.67     

Extraction Method: Principal Component Analysis. 

a. When components are correlated, sums of squared loadings cannot be added to obtain a total variance. 

To further investigate the number of factors needed to explain the variance, a Scree test was 

conducted. The scree plot is displayed in Figure 4.1 Scree plot from the CSC-factor analysis showing 

the factorized components with eigenvalues. The visualize each of the eigenvalues plotted against their 

respective components. The scree plot can be used as a facilitator in order to find a point of which the 

curve changes direction. It is recommended to keep all factors above the “breaking point” as these 

contribute most to the variance of the data set. For the scree plot, a majority of the variance is 
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explained by the first component. Followed by a declination depending on how many components 

identified, the first six components all have eigenvalues greater than one and are thus retained. In 

Figure 4.1 there is no clear breaking point in correlation with the extracted components (between 

number six and seven), indicating that component seven is very close to an eigenvalue of one. 

However, as the indicated curve break is between component numbers seven to eight, are very close, 

and theory (Bearden et al., 2001) shows six components there is good reason to break after six 

components. 

 

Figure 4.1 Scree plot from the CSC-factor analysis showing the factorized components with eigenvalues. 

Based on Kaiser’s criterion and the Scree test, six components were retained which together represents 

67.27 % of the variance. Having decided upon the number of components to use for further analysis a 

rotated pattern matrix was used to interpret the data (Pallant, 2005). For this analysis the rotational 

method is oblique (correlated) rotation using the Direct Oblimin option with SPSS as it provides the 

possibility to display correlated factors and minimizes the need for assumptions (Ibid).      

An initial factor analysis, containing all 31 items, indicated that two items failed to qualify for any of 

the constructs, as their factor loading towards any of the six dimensions was below .4. The resulting 

rotated pattern matrix with all 31 items can be viewed in   
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Appendix IV – Initial CSC Rotated pattern matrix, 31 items, the items removed were IA4 (.39) and 

SO4 (>.3). The finalized rotated pattern matrix is displayed in Table 4.11. The table presents the 

rotated factor loadings from the consumer self-confidence scale-item factor analysis, the summated 

mean values from the respondents, the standard deviation of their responses and the, internal 

consistency variable, Cronbach alpha for each construct. As two items were removed the pattern 

matrix displays four items from the IA and SO dimension and the CSF, PO, MI and PK dimensions 

remains unchanged.   

Table 4.11- Rotated pattern matrix including summated mean, standard deviation and Cronbach alpha 

Factors Indicators Factor loading* 

Information Acquisition (IA):  

  IA1: I know where to find the information I need prior to making a purchase   .87 

M 5.91 IA2: I know where to look to find the product information I need  .90 

SD 1.09 IA3: I am confident in my ability to research important purchases  .71 

α .882 IA5: I have the skills required to obtain needed information before making important 

purchases  

.69 

Consideration-Set Formation (CSF):  

  CSF1: I am confident in my ability to recognize a brand worth considering  .77 

M 5.42 CSF2: I can tell which brands meet my expectations  .80 

SD 1.17 CSF3: I trust my own judgment when deciding which brands to consider  .74 

α .894 CSF4: I know which stores to shop  .60 

  CSF5 I can focus easily on a few good brands when making a decision  .77 

Personal Outcomes Decision Making (PO):  

  PO1: I often have doubts about the purchase decisions I make -.80 

M 2.70 PO2: I frequently agonize over what to buy  -.80 

SD 1.17 PO3: I often wonder if I've made the right purchase selection  -.77 

α .814 PO4: I never seem to buy the right thing for me  -.65 

  PO5: Too often the things I buy are not satisfying  -.57 

Social Outcomes Decision Making (SO):  

  SO1: My friends are impressed with my ability to make satisfying purchases  .86 

M 3.74 SO2: I impress people with the purchases I make  .80 

SD 1.27 SO3: My neighbors admire my decorating ability  .70 

α .809 SO5: I get compliments from others on my purchase decisions  .81 

Persuasion Knowledge (PK):  

  PK1: I know if an offer is “to good to be true”  .70 

M 5.55 PK2: I can tell when an offer has strings attached  .74 

SD 1.03 PK3: I have no trouble understanding the bargaining tactics used by salespersons  .67 

α  .866 PK4: I know when a marketer is pressuring me to buy  .77 

  PK5: I can see through sales gimmicks used to get consumers to buy  .75 

  PK6: I can separate fact from fantasy in advertising  .64 

Marketplace Interfaces (Ml):  

  MI1: I am afraid to "ask to speak to the manager"  .87 

M 3.31 MI2: I don't like to tell a salesperson something is wrong in the store  .81 
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SD 1.54 MI3: I have a hard time saying no to a salesperson  .61 

α .891 MI4: I am too timid when problems arise while shopping  .83 

  MI5: I am hesitant to complain when shopping  .90 

KMO value: .88; Bartlett’s test significant p > .001; Total variance explained: 67.27%; ‘M’ Refers to ‘Mean value’ from the respondents of the 

survey; ‘SD’ refers to the standard deviation of the Mean value; ‘α’ Is the Cronbach alpha, measuring the internal consistency of each factor; * 

All coefficients are significant at p < 0.001 and generated from a final factor analysis 

4.3.1.2 eWOM scale factor analysis 

The eWOM scale was also tested using PCA analysis to determine whether any items could be 

removed. The result of the factor analysis shows that two components together answer for 70.85% of 

the cumulative variance and that they have eigenvalues above 1.0.  

The assumptions for a factor analysis of the eWOM scale are met at the a KMO value of .86 which is  

above the minimum criterion of .6 and BTS estimates a p-value below .001 which provides a 

significance level well below the criterion of p<.05 (Pallant 2005). Building on these conclusions the 

factor analysis is applicable.  

Table 4.12 explains the total variance of the eWOM components. Here, all the identified components 

are presented. The first two have eigenvalues above 1.0 while the third component has an eigenvalue 

of .95. Despite an eigenvalue below 1.0, component three still explains 10.56 % of variance and when 

included, the first three components answer for 81.40 % of the cumulative variance.  

Table 4.12- Total variance explained eWOM 

 
Initial Eigenvalues Extraction Sums of Squared Loadings 

Rotation Sums of 

Squared Loadings 

Component Total % of Variance Cumulative % Total % of Variance Cumulative % Total 

1 4.89 54.31 54.31 4.89 54.31 54.31 3.63 

2 1.49 16.54 70.85 1.49 16.54 70.85 3.42 

3 .95 10.56 81.40 .95 10.56 81.40 3.90 

4 .40 4.47 85.88     

5 .34 3.72 89.59     

6 .27 3.02 92.61     

7 .25 2.79 95.40     

8 .23 2.49 97.90     

9 .19 2.11 100.00     

Extraction Method: Principal Component Analysis.  

 

The Scree Plot presented in Figure 4.2 displays the components in relation to their eigenvalues and it 

is clear that the first component has the biggest impact in describing the variance followed by 

component two and three. It is clear that the third component has an eigenvalue very close to three and 

hence, the decision should be whether the breaking point or “elbow” explained by Pallant (2005) is at 
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component two or four. The decision is to retain the first three components as they all have 

eigenvalues above or close to one and together explain a majority of the cumulative variance.   

 

Figure 4.2- Scree plot from the eWOM-factor analysis showing the factorized components with eigenvalues. 

The Kaiser’s criterion and the Scree test implies that for the eWOM scale a minimum of two 

components should be retained. The graph and table shows that the factor analysis found two 

constructs with an eigenvalue above 1.0 explaining 70.85 % of the variance. However, as the existing 

literature (Chu & Kim, 2011) identifies three distinct constructs, an exception was made and the 

constructs with eigenvalues slightly below 1 were retained as well. Thus, by performing a similar 

rotation as the CSC factor analysis, a rotated pattern matrix is presented in Table 4.13 which includes 

all components with eigenvalues of .95 and above.  

Table 4.13- Rotated pattern matrix including summated mean, standard deviation and Cronbach alpha 

Factors Indicators Factor loading* 

Opinion Seeking (OS):  

M 2.25 OS1: When I consider new products, I ask my contacts on the SNS for advice .88 

SD 1.09 OS2: I like to get my contacts’ opinions on the SNS before I buy new products .92 

α .88 OS3: I feel more comfortable choosing products when I have gotten my contacts’ 

opinions on them on the SNS 

.85 

Opinion Giving (OG): 

 

 

M 1.99 OG1: I often persuade my contacts on the SNS to buy products that I like .60 

SD 1.28 OG2: My contacts on the SNS pick their products based on what I have told them .69 
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α .89 OG3: On the SNS, I often influence my contacts’ opinions about products .65 

Opinion Passing (OP):  

M 1.97 OP1: When I receive product related information or opinion from a friend, I will 

pass it along to my other contacts on the SNS 

.85 

SD 1.29 OP2: On the SNS, I like to pass along interesting information about products from 

one group of my contacts on my ‘friends’ list to another 

.90 

α .88 OP3: I tend to pass along my contacts’ positive reviews of products to other contacts 

on the SNS 

.88 

KMO value: .86; Bartlett’s test significant p > .001; Total variance explained: 81,40 % 

Notes: ‘M’ Refers to ‘Mean value’ from the respondents of the survey; ‘SD’ refers to the standard deviation of the Mean value; ‘α’ Is 

the Cronbach alpha, measuring the internal consistency of each factor; * All coefficients are significant at p < 0.001 and generated from 

a final factor analysis. 

The results verify the scale presented by Chu & Kim (2011), shown in Table 3.3, as their presented 

dimensions and item-grouping were replicated in this research. Factor loadings for all items are high, 

ranging between .78 - .92 showing a high and clear direction within each construct. In Table 4.13, 

each individual item is presented, with the attached question. The Cronbach alpha for the eWOM 

constructs, presented in Table 4.13 together with each identified constructs mean value and standard 

deviation from the respondents, shows of high internal consistency with an alpha-value ranging from 

.88 - .89. Furthermore, three components contain three items respectively and are therefore within the 

recommendations by Pallant (2005) that suggests a minimum of three items.  

4.4  Correlations 

In Table 4.14 the output of the bivariate correlation analysis is presented, the table presents the mean 

value and standard deviation of each summated construct, the Pearson’s product-moment correlation 

coefficient (r) value and the significance level of each correlation. The constructs of CSC and eWOM 

were all classified as having a small or low correlation, and no construct shows signs of multi-

collinearity. As shown in Table 4.14 the Personal Outcomes decision making variable shows a highly 

significant (p > 0.01, one-tailed) positive relationship to opinion Seeking behavior at r = .16. Social 

outcome decision making variable shows highly significant positive relationship with both Opinion 

Giving behavior (.21) and Opinion Passing behavior (.18). Between the CSC constructs (IA, CSF, PO, 

SO, PK & MI) the results show highly significant correlations in all cases except for the correlation 

between the social outcome decision making and personal outcome decision making variables, in 

which the significance level is p > .05 and thus deemed as not statistically significant (Pallant, 2005).  
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Table 4.14- Bivariate correlation matrix between summated mean values 

Construct Mean SD IA CSF PO SO PK MI OS OG OP 

Information Acquisition (IA) 5.91 1.09 1         

Consideration-Set Formation 

(CSF) 
5.42 1.16 .61** 1        

Personal Outcomes (PO) 2.70 1.17 -.35** -.28** 1       

Social Outcomes (SO) 3.74 1.27 .14** .16** -.08† 1      

Persuasion Knowledge (PK) 5.55 1.03 .55** .59** -.30** .186** 1     

Marketplace Interfaces (MI) 3.31 1.54 -.33** -.23** .41** -.24** -.33** 1    

Opinion Seeking (OS) 2.25 1.53 -.08† .02† .16** .07† -.07† .03† 1   

Opinion Giving (OG) 1.99 1.28 .06† .15** .01† .21** .07† -.11* .59** 1  

Opinion Passing (OP) 1.97 1.29 -.01† .14** .06† .18** .02† .01† .40** .51** 1 

† p > .05 (one-tailed); * p < .05 (one-tailed); ** p < .01 (one-tailed) 

4.5 Regression analysis and hypothesis testing 

In order to explore the relationship between the perceived six dimensions of consumer self-confidence 

and eWOM behavior, three multiple regression analyses were made. Table 4.15 shows the analysis R
2
 

value, which explains the overall relationship between the dependent (eWOM) and independent (CSC) 

variables, F value, which shows the distance from the null hypothesis, and p value, which explains the 

significance of each result. The results show that all values are significant (p < 0.05) and differs from 

the null hypothesis (meaning that there is a relationship between the dependent and independent 

variables). The R
2
 values explains that five percent of the variance in Opinion Seeking behavior, seven 

percent of Opinion Giving and Opinion Passing behavior can be explained through the individual’s 

perceived Consumer self-confidence.  

Table 4.15 - Results of linear regression analysis, total variance explained and ANOVA results. 

eWOM engagement R
2
 F p 

Opinion Seeking .05 2.34 .03 

Opinion Giving  .07 3.40 .00 

Opinion Passing .07 3.62 .00 

Table 4.16 shows each constructs’ individual contribution to each dependent variable, indicating if 

there is a significant relation between the constructs. The table presents this research’s hypotheses, 

whether or not they are supported, as well as the six dimensions of CSC and their relative contribution 

to each of the three eWOM constructs with related values. Std β explains each constructs contribution, 
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t-value shows difference from null-hypothesis and p-value explains the significance level. The 

supported column shows if the hypothesis is significantly supported or not (Y/N).  

Consideration set-formation shows significantly positive variance explanation with a β of .17 (towards 

Opinion Giving) and .24 (towards Opinion Passing), indicating that H2b & H2c are supported. 

Personal outcome is significantly explaining Opinion Seeking by β = .17. Worth noting is that the 

items connected with the Personal Outcome variable was worded in a negative way, meaning that a 

positive value implies a negative correlation, thus respondents that score low in the personal outcome 

decision making dimension are 17 % more likely to engage in Opinion Seeking behavior. As H3a 

implies a positive relation between the personal outcome variable and Opinion Seeking behavior the 

full extent is not fully supported, there is a however a significant relation and will thus be labeled as 

partially supported. Social outcomes decision making significantly explains perceived opinion giving 

and passing behavior by β = .18, thus supporting hypothesis H4b & H4c. All the other hypotheses 

show variances that are insignificant with p > .05, and are thus not supported.  

Table 4.16 – Hypotheses with results from the linear regression analysis. Values include individual variance explanation, t-

hypothesis testing, significance levels and displays if the hypothesis is supported. 

 Relationship   

 From  To Std β t p Supported 

H1 a) Information Acquisition  Opinion Seeking -.09 -1.13 .26 N  

 b) Information Acquisition  Opinion Giving -.05 -0.64 .52 N  

 c) Information Acquisition  Opinion Passing -.11 -1.39 .17 N 

H2 a) Consideration-Set Formation  Opinion Seeking .14 1.82 .07 N 

 b) Consideration-Set Formation  Opinion Giving .17 2.20 .03 Y 

 c) Consideration-Set Formation  Opinion Passing .24 3.11 .00 Y 

H3 a) Personal Outcomes decision making  Opinion Seeking .17 2.55 .01 part-Y 

 b) Personal Outcomes decision making  Opinion Giving .08 1.16 .25 N 

 c) Personal Outcomes decision making  Opinion Passing .08 1.18 .24 N 

H4 a) Social Outcomes decision making  Opinion Seeking .08 1.30 .20 N 

 b) Social Outcomes decision making  Opinion Giving .18 3.07 .00 Y 

 c) Social Outcomes decision making  Opinion Passing .18 3.05 .00 Y 

H5 a) Persuasion Knowledge  Opinion Seeking -.08 -1.10 .27 N 

 b) Persuasion Knowledge  Opinion Giving -.04 -0.52 .60 N 

 c) Persuasion Knowledge  Opinion Passing -.07 -.885 .38 N 

H6 a) Marketplace Interfaces  Opinion Seeking -.04 -.57 .57 N 

 b) Marketplace Interfaces  Opinion Giving -.08 -1.22 .22 N 

 c) Marketplace Interfaces  Opinion Passing .02 .37 .37 N 

Collinearity statistics: No values had a Tolerance below 0.1 or a VIF that surpassed 10.  
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4.5.1 Regression Analysis by Gender 

Regression tests based on gender showed slightly different results within the information acquisition 

and social outcomes decision making dimensions, as explained in Table 4.17. This result is unrelated 

to the hypothesis or specific purpose of this research, as the research intends to look at the population 

as a whole. However, it shows interesting results that could be applied in future studies and used for 

further behavioral understanding of more specific populations. 

The gender specific regression, shown in Table 4.17, presented differences between males and females 

within the information acquisition and social outcomes decision making dimension. In information 

acquisition males showed a highly significant explanation of around - 30 % on all eWOM dimensions, 

which means that males that are confident in their ability to acquire information are 30 % less likely to 

engage in Opinion Seeking/Giving/Passing behavior. However, the female results show no significant 

relationship between the same constructs. In social outcome decision making, the results were fairly 

correlated with the overall results. However, females showed stronger significant relations with 

Opinion Giving, 29 %, and Opinion Passing, 23 %, which translates into that females that have high 

perceived confidence in their social outcomes decision making dimension are 29 % more likely to 

engage in Opinion Giving behavior and 23 % more likely to engage in Opinion Passing behavior. 

While males, who have high perceived confidence within the same area, are 20 % more likely to 

engage in Opinion Giving behavior and show no significant correlation with Opinion Passing 

behavior. 

Table 4.17 - Information Acquisition and Social Outcome decision making dimension regression analysis results in respect to 

different genders 

 Relationship   

 From  To Std β t p 

Male a) Information Acquisition  Opinion Seeking -.34 -3.16 .00 

N = 125 b) Information Acquisition  Opinion Giving -.27 -2.53 .01 

H1 c) Information Acquisition  Opinion Passing -.30 -2.78 .01 

Female a) Information Acquisition  Opinion Seeking .09 .78 .44 

N = 162 b) Information Acquisition  Opinion Giving .13 1.22 .23 

H1 c) Information Acquisition  Opinion Passing .02 .172 .86 

Male a) Social Outcomes decision making  Opinion Seeking .16 1.77 .08 

N = 125 b) Social Outcomes decision making  Opinion Giving .20 2.27 .03 

H4 c) Social Outcomes decision making  Opinion Passing .11 1.18 .24 

Female a) Social Outcomes decision making  Opinion Seeking .04 .42 .68 

N = 162 b) Social Outcomes decision making  Opinion Giving .29 3.50 .00 

H4 c) Social Outcomes decision making  Opinion Passing .23 2.73 .01 
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Collinearity statistics: No values had a Tolerance below 0.1 or a VIF that surpassed 10. 

5 Conclusions and Implications 

In this chapter, the conclusions for this research are presented and the formulated research questions 

are answered in order to fulfill the purpose of this study; to enhance the understanding of what 

motivates an individual’s intention to interact through social media platforms by elaborating on the 

relationship between the psychological trait of Consumer Self-Confidence and perceived eWOM 

behavior in SNSs. The chapter also includes implications and recommendations for theory, 

practitioners and further research along with the identified limitations for this research. 

5.1 Conclusions from Research Question One 

RQ1: What factors of Consumer Self-Confidence are considered important for explaining perceived 

Opinion Seeking behavior in SNSs? 

The findings of this study suggest that there is a positive relation between perceived Consumer Self-

Confidence and Opinion Seeking behavior. The analysis provides a significant variance explanation of 

five percent (R2 = .05), as presented in Table 4.15. In other words, five percent of an individual's 

Opinion Seeking behavior can be explained by Consumer Self-Confidence. This indicates that CSC to 

some extent is influencing Opinion Seeking behavior.  

The regression analyses have exposed correlations between CSC and Opinion Seeking behavior (OS). 

Of the six dimensions of CSC, the only one that is significant in explaining the relationship with OS is 

Personal Outcomes decision making (PO), p<.01. The result indicates that PO explains 17 percent of 

the variance (β = .17) with OS behavior. Worth noting is that the items connected with the PO variable 

were worded in a negative way, meaning that a positive value implies a negative correlation, thus 

respondents that score high in their perceived PO decision making dimension are 17 % less likely to 

engage in Opinion Seeking behavior.  

Hypotheses testing reveal that there is an identified relationship between PO and OS, inclining that 

users reflecting their PO dimension as low are more likely to engage in OS behavior. In practice, this 

means that users who; agree on having doubts about their purchase decisions, agonize over what to 

buy, wonder whether they’ve made the right purchase selection, never seem to buy the right thing for 

themselves and too often buy things that are not satisfying, are more likely to engage in OS behavior. 

Suggesting that they to a greater extent turn to friends and relatives on SNSs for opinion and advice 

before purchasing a product.  

The only other dimension of CSC that gets significantly close to explaining OS is Consideration Set 

Formation, p = .07. The results imply that 14 percent of the variance (β = .14) with OS can be 

explained with a probability of 93 percent. The result is not significant, although it provides 
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indications that there might be a relationship between CSF and OS. As follows, users with a high 

perceived “confidence in one's ability to identify acceptable choice alternatives” (Bearden et al., 2001, 

p. 123) are more likely to seek others opinions online before making a purchase. High perceived PO of 

users’ decision making in terms of personal feelings of satisfaction from consumers’ purchases are 

likely to result in increased Opinion Seeking. This indicates that consumers with high confidence in 

their PO are less likely to turn towards friends or contacts over SNSs for information or 

recommendations before considering or conducting a purchase.  

Based on the findings of this study and its limitations: 

 This study suggests that Personal Outcome decision making is the Consumer Self-Confidence 

factor considered most important for explaining Opinion Seeking behavior. Further, it’s 

proposed that consumers with strong perceived Personal Outcome decision making are less 

likely to engage in Opinion Seeking behavior. 

5.2 Conclusions from Research Question Two 

RQ2: What factors of Consumer Self-Confidence are considered important for explaining perceived 

Opinion Giving behavior in SNSs? 

The findings of this study suggest that there is a positive relation between perceived Consumer Self-

Confidence and Opinion Giving (OG) behavior. The analysis provides a significant variance 

explanation of seven percent, R2 = .07 as shown in Table 4.15, between the areas. In other words, 

seven percent of an individual's variance in Opinion Giving behavior is explained by Consumer Self-

Confidence. Out of the six dimensions of CSC the analysis showed that the most prominent 

contributions were made by the consideration-set formation, β = .17, and social outcomes of decision 

making, β = .18.  

Regression analyses and hypotheses testing have found correlations between CSC and OG. Out of the 

six dimensions of CSC, two are considered significant in explaining the relationship with OG 

behavior. These are Consideration-Set formation (CSF) and Social Outcomes decision making (SO), 

both significant with p values of .03 and <.005 respectively. The result implies that 17 (β = .17) 

percent of the variance related to OG behavior can be explained by respondents perceived CSF and 

that 18 percent (β = .18) by their perceived SO decision making. There are no other relationship that 

are to be considered as significant or close to significant between the dimensional factors of CSC and 

OG behavior. 

Both of these correlations are supported. This implies that users rated high in CSF and SO are more 

likely to engage in OG behavior. In practice, for the CSF dimension, this means that high perceived 

confidence in identifying and evaluating alternatives in a marketplace will likely result in increased 

Opinion Giving behavior in terms of influencing others’ attitudes and behaviors over SNSs. As for the 
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SO, high perceived feelings of satisfaction and positive reactions from others are positively related to 

users’ likelihood to pass along product-related messages over SNSs.  

Based on the findings of this study and its limitations: 

 This study suggests that Consideration-Set Formation and Social Outcome decision making 

are the Consumer Self-Confidence factors that are considered as being the most important for 

explaining Opinion Giving behavior. Further, it’s proposed that consumers with perceived 

strength within these areas are more likely to engage in Opinion Giving behavior. 

5.3 Conclusions from Research Question Three 

RQ3: What factors of Consumer Self-Confidence are considered important for explaining perceived 

Opinion Passing behavior in SNSs? 

The findings of this study suggest that there is a positive relation between perceived Consumer Self-

Confidence and Opinion Passing behavior (OP). The analysis provides a significant (p = .03) variance 

explanation of seven percent, R2 = .07 as shown in Table 4.15 which describes results from the linear 

regression analysis. In other words, seven percent of an individual's variance in Opinion Passing 

behavior is explained by their perceived Consumer Self-Confidence.  

Regression analyses and hypotheses testing have suggested that out of the six dimensions of CSC, two 

are considered significant in explaining the variance of OP behavior. These are Consideration-Set 

formation (CSF) and Social Outcomes (SO), which are the same factors identified to significantly 

explain Opinion giving Behavior.  Both are significant with p values below .001. The result implies 

that 24 percent of the variance (β = .24) of perceived OP behavior can be explained by CSF and that 

18 percent of the variance (β = .18) can be explained by SO decision making. There is no other 

relationship that can be considered significant or close to significant between the dimensional factors 

of CSC and OP behavior. 

Both of these correlations are supported. This implies that users rated high in CSF and SO are more 

likely to engage in Opinion Passing behavior. In practice, with CSF, high perceived confidence in 

identifying and evaluating alternatives in a marketplace will likely result in increased engagement 

towards forwarding product related messages over SNSs (OP behavior). As for the SO, high perceived 

feelings of satisfaction and positive reactions from others are positively related to users’ likeliness to 

pass along product-related messages over SNSs. 

Based on the findings of this study and its limitations: 

 This study suggests that Consideration-Set Formation and Social Outcome decision making 

are the Consumer Self-Confidence factors that are considered as being the most important for 
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explaining Opinion Passing behavior. Further, it is being proposed that consumers with 

perceived strength within these areas are more likely to engage in Opinion Passing behavior. 

5.4 Implications for theory 

This study contributes to theory by the results obtained from combining two previously developed 

scales, Consumer Self-Confidence (Bearden et al., 2001) and eWOM engagement in SNSs (Chu & 

Kim, 2011), and applying them in a new context. Variations of the Consumer self-Confidence scale 

has previously been used in several studies (e.g. Clark et al., 2008; Loibl et al,. 2009; McClung & 

Freeman, 2015; Paridon, 2006) and implementing the scale in a new context contributes to theory by 

further testing its applicability. Our study indicates that the scale as a whole is still applicable today, 

with similar factor loadings, even if a couple of items were removed during the item screening. The 

examination of the relation between CSC and eWOM engagement behavior in SNSs contribute to 

theory by providing a result that is significant in explaining the interaction between the variables. 

Findings from this research propose that a relation between the variables does exist, which takes 

theory a step closer in the theoretical understanding of why consumers choose to engage in eWOM 

behavior on SNSs. 

5.5 Implications for Practitioners  

This research should be of interest for practitioners as it is helpful in understanding drivers of 

interaction over SNSs and how brands can encourage these behaviors, which facilitates viral 

marketing. The result suggests three significant relationships between CSC and eWOM behavior, 

when targeting young consumers active on SNSs. This provides implications for practitioners and is 

helpful in accentuating the factors of CSC that companies should focus on to increase their marketing 

impact over SNSs. Though, not generalizable over other contexts, the results provide managers with 

an understanding on the most prominent factors of CSC that affect user’s eWOM engagement.  

The first identified dimension is Social Outcomes, which proposes that reducing consumers’ 

uncertainty in terms of what others might think of their purchase can increase their eWOM 

engagement. This could be accommodated through using recommendation and “likes” from others to 

increase the impact of the marketing message. If practitioners are able to convince consumers that 

choosing their products and services most likely will result in a high Social Outcome, in feelings of 

satisfaction and positive reactions from others, it is also more likely that consumers will influence 

others and pass along product-related messages over SNSs.  

The second identified driver of eWOM behavior is Consideration-Set-Formation. The result indicates 

that consumers, who have a high confidence in their ability to find, evaluate and choose products in a 

marketplace, are more likely to engage in both Opinion Giving and Opinion Passing behavior. It is 

difficult to draw any practical implications following this relationship. However, it provides insight 
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that it is important to be in the consumer's’ “set of products” or choices when they evaluate 

alternatives. 

There is a third interesting relationship between the Personal Outcomes decision making dimension of 

CSC and Opinion Seeking. Users who are confident with their marketplace decisions and their 

outcomes, in terms of personal feelings of satisfaction, are less likely to engage in opinion seeking 

behavior. For practitioners, this implies that it is more important to target these consumers directly 

over SNSs as they are less likely to participate in opinion seeking behavior. 

5.6 Limitations and Further Research 

The study has offered an extensive explanatory perspective on drivers behind eWOM engagement 

based on CSC, conducted in an online environment through sampling students. As a direct 

consequence of this methodology, this study encountered a number of limitations that need to be 

considered as well as implications for further research.  

There are limitations in this study due to the data collection method used. A self-administered 

questionnaire entails less control for the researcher as there is an uncertainty whether the intended 

respondents are the ones answering the survey. Although, the CSC scale is adopted from Bearden et 

al., (2001) it reflects subjective evaluations of participants own ability in the marketplace which in 

itself might affect their answers. This scale would be difficult and time-consuming to evaluate through 

experiments or observation. Another limitation is the response rate when using self-administered 

questionnaires. There is no way to decide who will answer the questionnaire (when sent out to the 

respondents) and therefore, people responding to it may not be representative to the population. For 

this particular research, the questionnaire was distributed in Swedish, meaning it had to be translated 

from the original scales composed in English. This poses a risk to the validity, although this has been 

minimized as explained in section 3.4.  

Another aspect to this study is the different results between males and females when comparing 

separate regression analyses, presented in Table 4.17.  These differences affect the results of the 

relationships between the proposed scales and the chosen sample. The data was collected with the 

intention of measuring the population as one and thus, further testing using larger a larger sample 

could be interesting in order to validate the separate results between genders. As the data used for this 

study is collected from program-students enrolled at LTU, the results are hard to generalize over a 

bigger population generalized as SNSs users. This opens up for additional testing of the proposed 

relationships both with a different population as opposed to University students and in different 

environments, not restricted to academia.  

Surprisingly, the results of this research revealed low perceived Opinion, - seeking, giving and passing 

behaviors, when compared with mean values presented in the original scale by Chu & Kim, (2011), 
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viewable in Appendix I – Original Constructs. Both studies collected data through surveys within a 

population of students. With the difference that Chu & Kim (2011) sampled American college 

students and for this research’s the sampled consisted of Swedish university students. Possible 

explanations for these differences could be based on cultural differences between US and Swedish 

students. Cultural differences are not only interesting to investigate in regard to eWOM engagement 

but also in relation to perceived CSC and its connection to eWOM behavior. For further research, 

cultural aspects could be helpful in increasing the universal understanding of drivers behind eWOM 

engagement.    
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Appendix 

Appendix I – Original Constructs  

eWOM engagement measurements   

Source: Chu & Kim (2011., p. 60) 

CSC measurements  

 

Source: Bearden et al (2001) 
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Item ID N Minimum Maximum Mean 

Value 

Mean Std. 

Error 

Std. 

Deviation 
Skewness Kurtosis 

IA1 292 1.0 7.0 5.94 .07 1.23 -1.47 2.39 

IA2 292 1.0 7.0 5.85 .07 1.27 -1.30 1.71 

IA3 292 1.0 7.0 5.92 .08 1.36 -1.41 1.51 

IA4 292 1.0 7.0 5.31 .08 1.39 -.47 -.48 

IA5 292 2.0 7.0 5.91 .07 1.21 -1.05 .39 

CSF1 292 1.0 7.0 5.38 .08 1.41 -.73 .10 

CSF2 292 1.0 7.0 5.33 .08 1.39 -.62 -.09 

CSF3 292 1.0 7.0 5.44 .08 1.37 -.75 .05 

CSF4 292 1.0 7.0 5.42 .08 1.36 -.87 .63 

CSF5 292 1.0 7.0 5.53 .08 1.43 -.98 .53 

PO1 292 1.0 7.0 3.05 .10 1.76 .71 -.51 

PO2 292 1.0 7.0 3.39 .11 1.87 .34 -.93 

PO3 292 1.0 7.0 3.33 .11 1.81 .35 -1,05 

PO4 292 1.0 7.0 1.78 .06 .97 1.58 3.64 

PO5 292 1.0 6.0 1.94 .06 1.07 1.34 2.03 

SO1 292 1.0 7.0 3.88 .09 1.50 -.32 -.01 

SO2 292 1.0 7.0 3.48 .09 1.56 .01 -.52 

SO3 292 1.0 7.0 3.59 .10 1.75 .08 -.90 

SO4 292 1.0 7.0 4.33 .10 1.64 -.30 -.54 

SO5 292 1.0 7.0 4.01 .09 1.54 -.21 -.42 

PK1 292 1.0 7.0 5.43 .08 1.43 -.86 .07 

PK2 292 1.0 7.0 5.45 .08 1.42 -1.00 .41 

PK3 292 1.0 7.0 5.48 .08 1.39 -.80 .06 

PK4 292 1.0 7.0 5.90 .07 1.19 -1.13 1.19 

PK5 292 1.0 7.0 5.52 .08 1.35 -.87 .37 

PK6 292 1.0 7.0 5.55 .07 1.21 -.66 .06 

MI1 292 1.0 7.0 3.78 .12 2.01 .05 -1.20 

MI2 292 1.0 7.0 3.84 .11 1.94 .04 -1.21 

MI3 292 1.0 7.0 2.31 .09 1.56 1.01 .04 

MI4 292 1.0 7.0 3.24 .11 1.85 .29 -1.18 

MI5 292 1.0 7.0 3.39 .11 1.86 .26 -1.08 

OS1 292 1.0 7.0 2.26 .10 1.71 1.24 .31 

OS2 292 1.0 7.0 2.08 .09 1.56 1.33 .56 

OS3 292 1.0 7.0 2.41 .11 1.86 1.02 -.32 

OG1 292 1.0 6.0 1.95 .08 1.42 1.42 .91 

OG2 292 1.0 7.0 2.05 .08 1.45 1.24 .51 

OG3 292 1.0 6.0 1.95 .08 1.37 1.31 .56 

OP1 292 1.0 7.0 1.94 .08 1.33 1.37 1.02 

OP2 292 1.0 7.0 2.11 .09 1.57 1.21 .30 

OP3 292 1.0 7.0 1.85 .08 1.39 1.62 1.67 
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Appendix II – Descriptive Statistics of Scale Items 

 

Appendix III – Total Variance Explained CSC 

 
Initial Eigenvalues 

Extraction Sums of Squared 
Loadings 

Rotation Sums 
of Squared 
Loadings

a
 

Component Total % of variance Cumulative % Total % of variance Cumulative % Total 

1 8.97 30.94 30.94 8.97 30.94 30.94 5.33 

2 3.24 11.17 42.11 3.24 11.17 42.11 4.83 

3 2.56 8.83 50.94 2.56 8.83 50.94 3.03 

4 1.82 6.29 57.23 1.82 6.29 57.23 3.97 

5 1.61 5.55 62.78 1.61 5.55 62.78 5.88 

6 1.30 4.49 67.27 1.30 4.49 67.27 5.45 

7 .99 3.40 70.67         

8 .73 2.53 73.20         

9 .69 2.36 75.56         

10 .65 2.24 77.80         

11 .58 2.01 79.81         

12 .55 1.91 81.72         

13 .52 1.79 83.51         

14 .47 1.62 85.13         

15 .45 1.56 86.69         

16 .41 1.42 88.11         

17 .40 1.39 89.49         

18 .36 1.23 90.73         

19 .35 1.21 91.94         

20 .34 1.16 93.10         

21 .32 1.09 94.19         

22 .28 .95 95.14         

23 .26 .89 96.03         

24 .24 .81 96.84         

25 .23 .78 97.61         

26 .21 .72 98.34         

27 .19 .64 98.98         

28 .16 .55 99.52         

29 .14 .48 100.00         

Extraction Method: Principal Component Analysis. 

a. When components are correlated, sums of squared loadings cannot be added to obtain a total variance. 
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Appendix IV – Initial CSC Rotated pattern matrix, 31 items 

 Component 

 1 2 3 4 5 6 7 

CSF2 .80             

CSF1 .78             

CSF5 .78             

CSF3 .75             

CSF4 .61             

MI5   .90           

MI1   .87           

MI4   .83           

MI2   .81           

MI3   .62           

SO1     .92         

SO2     .90         

SO5     .67       .34 

SO3     .48       .48 

PO1       -.80       

PO2       -.79       

PO3       -.76       

PO4       -.67       

PO5       -.58       

PK4         -.75     

PK2         -.72     

PK5         -.72     

PK1         -.67     

PK3         -.65     

PK6         -.64     

IA2           .91   

IA1           .87   

IA3           .73   

IA5           .71   

IA4 .30         .39   

SO4             .90 

Extraction Method: Principal Component Analysis.  

Rotation Method: Oblimin with Kaiser Normalization. 

a. Rotation converged in 7 iterations. 
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Appendix V – Regression Analysis Plots 
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Appendix VI –Questionnaire (Swedish) 

See next page for the complete questionnaire.  
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EvaSys Datainsamling examensarbete LTU

Luleå tekniska universitet
Masteruppsats industriell ekonomi Tack för att du vill hjälpa till att besvara denna 

Mark as shown: kryss

Correction: korrektur

1. Några snabba frågor om dig

1.1  Kön
Man Kvinna Vill ej uppge

1.2 Ålder
16-21 22-25 26-35
36-45 46-55 56-65
66 och över

1.3  Sysselsättning 
 (välj det alternativ som passar bäst)

Studerande Anställd (arbetande) Annat
1.4 Nuvarande utbildningsnivå

Gymnasium Universitet/högskola (0-3 år) Universitet/högskola (3+ år)
Doktorand eller högre

1.5  Vilken fakultet tillhör du?
Teknisk Filosofisk Vet ej
Jag studerar inte

1.6 Vilken social nätverkssajt besöker du oftast?
Twitter Instagram Facebook
LinkedIn Google+ Snapchat
Tumblr Pinterest Jag använder ej sociala medier
Vine Periscope Annan

1.7  Om annan, vilken:

1.8  I vilka sociala medier är du aktiv?
 (Flera alternativ möjliga)

Twitter Instagram Facebook
LinkedIn Google+ Snapchat
Tumblr Pinterest Annan
Vine Periscope

1.9  Om annan, vilken:

1.10 Hur många timmar spenderar du på sociala medier i genomsnitt per vecka? 
Mindre än 1 h 1 h 2 h
3 h 4 h 5 h
6 h 7 h 8 h
9 h 10 h 11+
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2. Informationsinhämtning

2.1 Jag vet var jag kan hitta den information jag
behöver innan jag gör ett köp

Instämmer inte
alls

Instämmer helt

2.2 Jag vet var jag ska leta för att finna den
produktinformation jag behöver

Instämmer inte
alls

Instämmer helt

2.3 Jag känner mig säker i min förmåga att göra
efterforskningar kring viktiga inköp

Instämmer inte
alls

Instämmer helt

2.4 Jag vet vilka frågor jag ska ställa när jag shoppar Instämmer inte
alls

Instämmer helt

2.5 Jag har de färdigheter som behövs för att
inhämta nödvändig information innan viktiga
inköp

Instämmer inte
alls

Instämmer helt

3. Bedömning av alternativ

3.1 Jag känner mig säker i min förmåga att identifiera
varumärken som är värda att överväga

Instämmer inte
alls

Instämmer helt

3.2 Jag kan avgöra vilka varumärken som lever upp
till mina förväntningar

Instämmer inte
alls

Instämmer helt

3.3 Jag litar på min egen bedömning kring vilka
varumärken som är värda att överväga

Instämmer inte
alls

Instämmer helt

3.4 Jag vet vilka butiker (online och offline) som är
bra att handla på

Instämmer inte
alls

Instämmer helt

3.5 Jag kan lätt fokusera på några få bra varumärken
då jag tar ett beslut

Instämmer inte
alls

Instämmer helt

4. Personliga utfall av mitt beslutstagande

4.1 Jag tvivlar ofta på de köpbeslut jag tar Instämmer inte
alls

Instämmer helt

4.2 Jag våndas ofta över vad jag ska köpa Instämmer inte
alls

Instämmer helt

4.3 Jag funderar ofta över om jag har gjort rätt urval
vid köp

Instämmer inte
alls

Instämmer helt

4.4 Jag tycks aldrig köpa saker som är rätt för mig Instämmer inte
alls

Instämmer helt

4.5 Alltför ofta är det jag köper otillfredsställande Instämmer inte
alls

Instämmer helt

5. Sociala utfall av mitt beslutstagande

5.1 Mina vänner imponeras över min förmåga att ofta
göra tillfredsställande inköp

Instämmer inte
alls

Instämmer helt

5.2 Jag imponerar på andra med de inköp jag gör Instämmer inte
alls

Instämmer helt

5.3 Mina nära vänner och familj beundrar min
inrednings-förmåga

Instämmer inte
alls

Instämmer helt

5.4 Jag har en förmåga att ge bort "bra" presenter Instämmer inte
alls

Instämmer helt

5.5 Jag får komplimanger från andra för mina
köpbeslut

Instämmer inte
alls

Instämmer helt
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6. Influenser från marknaden

6.1 Jag vet när ett erbjudande är "för bra för att vara
sant"

Instämmer inte
alls

Instämmer helt

6.2 Jag kan avgöra när ett erbjudande har "dolda"
villkor eller begränsningar

Instämmer inte
alls

Instämmer helt

6.3 Jag har inga problem att förstå säljares
förhandlingstaktik

Instämmer inte
alls

Instämmer helt

6.4 Jag vet när en marknadsförare pressar mig att
köpa

Instämmer inte
alls

Instämmer helt

6.5 Jag kan se igenom de försäljningstricks som
används för att övertala konsumenter till köp

Instämmer inte
alls

Instämmer helt

6.6 Jag kan skilja mellan påståenden och fakta i
annonsering

Instämmer inte
alls

Instämmer helt

7. Interaktion med säljare/ butikspersonal

7.1 Jag är rädd för att "be att få tala med ansvarig" Instämmer inte
alls

Instämmer helt

7.2 Jag tycker inte om att säga till en försäljare att
något är fel i butiken 

Instämmer inte
alls

Instämmer helt

7.3 Jag har svårt att säga nej till en säljare Instämmer inte
alls

Instämmer helt

7.4 Jag är för blygsam när det uppstår problem då
jag shoppar

Instämmer inte
alls

Instämmer helt

7.5 Jag är rädd för att framföra klagomål när jag
shoppar

Instämmer inte
alls

Instämmer helt

8. Att söka information

8.1 När jag överväger att köpa nya produkter frågar
jag ofta mina kontakter från sociala medier om
råd

Instämmer inte
alls

Instämmer helt

8.2 Jag föredrar att få mina sociala medie-kontakters
synpunkter innan jag köper nya produkter

Instämmer inte
alls

Instämmer helt

8.3 Jag känner mig mer bekväm med att välja
produkter då jag fått mina kontakters
godkännande av dem på mitt sociala nätverk

Instämmer inte
alls

Instämmer helt

9. Att ge information

9.1 Jag övertalar ofta mina kontakter i sociala medier
att köpa produkter som jag tycker om

Instämmer inte
alls

Instämmer helt

9.2 Mina kontakter i sociala medier väljer sina
produkter utifrån vad jag har berättat för dem

Instämmer inte
alls

Instämmer helt

9.3 I sociala medier influerar jag ofta mina vänners
åsikter om olika produkter

Instämmer inte
alls

Instämmer helt
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10. Att dela information

10.1 När jag tar emot produktrelaterad information eller
åsikter från en vän delar jag ofta informationen till
andra vänner i det sociala nätverket

Instämmer inte
alls

Instämmer helt

10.2 Jag gillar att dela information från en grupp till en
annan i mitt sociala nätverk

Instämmer inte
alls

Instämmer helt

10.3 Jag tenderar att dela mina vänners positiva
produktrecensioner  från en grupp till en annan i
mitt sociala nätverk

Instämmer inte
alls

Instämmer helt

11. Avslutande frågor

11.1 Jag har försökt att svara ärligt och
sanningsenligt på alla frågor 

Instämmer inte
alls

Instämmer helt

11.2 Lämna denna fråga obesvarad/ blank Instämmer inte
alls

Instämmer helt


