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ABSTRACT 

Engagement in social communities online have in the recent years showed a great global 

popularity. Both private people and organizations are using online social communities to 

position themselves, taking place on different social media platforms. Every time a statement 

is made online regarding a product or service of an organization from a potential or former 

customer, the phenomena of electronic word-of-mouth (eWOM) is practiced. The purpose of 

this thesis was to provide a better understanding of the relationship of a perceived level of 

customer satisfaction and motivation behind engagement in negative eWOM, concerning the 

service organization industry. A conceptual framework built on previous literature was 

conducted, demonstrating six defined drivers of negative eWOM. A questionnaire was sent out 

using a non-probability sample, whereas the respondents answered questions concerning 

customer satisfaction and drivers of eWOM emanating from the conceptual framework. 

Further, the data was analyzed and presented by conducting a multivariate analysis of variance 

(MANOVA), whereas the independent variable was explained by the respondents answer of 

what level of perceived customer satisfaction would motivate engagement in eWOM and the 

dependent variables was explained by the answers covering the drivers behind negative eWOM. 

Moreover, hypotheses were stated based on the conceptual framework and was tested with the 

foundation of the MANOVA results. In conclusion, five out of six drivers showed a statistical 

significant result and three out of six hypotheses were thereby supported. The one driver of 

negative eWOM which showed to be most dependent on customer satisfaction were anxiety 

reduction, which also showed the largest result of difference of estimated mean between a 

negative perceived level of customer satisfaction and a positive or neither/other. On the other 

hand, the one driver that showed to be least depending on customer satisfaction was helping the 

company and the driver that showed the least difference of estimated mean between a negative 

perceived level of customer satisfaction and a positive or neither/other was vengeance.  



SAMMANFATTNING 

Engagemang i sociala nätverk online har under de senare åren visat på en stor global popularitet. 

Både privatpersoner och företag använder sig utav sociala nätverk online för att positionera sig 

själva, vilket teer sig med hjälp av olika sociala plattformar. Varje gång en användare uttrycker 

sig själv online angående ett företags produkt eller service, praktiserar denne i samma mening 

fenomenet elektroniskt word-of-mouth (eWOM). Syftet med denna kandidatuppsats är att 

införskaffa en förståelse för relationen mellan en upplevd nivå utav kundnöjdhet och 

motivationen bakom engagemang i negativ eWOM, rörande serviceföretag. En begreppsram 

var gjord byggd på tidigare forskning vilken demonstrerar sex olika bakomliggande faktorer 

för motivation bakom negative eWOM. En enkät skickades ut med hjälp utav ett icke-

sannolikhetsurval, där respondenterna fick svara på frågor baserade på begreppsramen rörande 

både kundnöjdhet och motivation bakom engagemang i eWOM. Vidare var data analyserad och 

presenterad via genomförandet utav en multivariat analys av varians och 

kovarians (MANOVA), varav den oberoende variabeln förklarades utav respondenternas svar 

rörande vilken nivå av upplev kundnöjdhet som skulle få dem att känna sig motiverade att 

engagera sig i eWOM, och varav de flera oberoende variablerna förklarades av respondenternas 

svar rörande de olika bakomliggande faktorer för motivation gällande negativ eWOM. 

Hypoteser var fastställda utifrån begreppsramen och testade med hjälp utav det resultat som 

angavs från utförandet av en MANOVA. Sammanfattningsvis, fem utav sex olika 

bakomliggande faktorer för motivation för negativ eWOM visade på ett statistiskt signifikant 

resultat. Vidare tre utav sex ställda hypoteser kunde därmed accepteras. Den bakomliggande 

faktor för motivation rörande negativ eWOM som visade högst beroendegrad av kundnöjdhet 

var ångestreducering, vilket även visade på störst skillnad i estimerad median för de 

respondenter som besvarade att en negativ upplevd kundnöjdhet motiverar dem att engagera 

sig online jämfört med de som besvarade motsatsen positiv eller inget vardera/ annat. Däremot, 

den bakomliggande faktor för motivation rörande negativ eWOM som visade lägst 

beroendegrad av kundnöjdhet var hjälpande av företaget. Vidare, den bakomliggande faktor 

för motivation rörande negative eWOM som visade på den minsta skillnaden för estimerad 

median mellan de respondenter som besvarade antingen att en negativ eller positiv/inget 

vardera/annat upplev kundnöjdhet motiverar dem att engagera sig online var hämnd.  
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1. INTRODUCTION 

This chapter will introduce the reader to the chosen topic of this thesis. It will start with a 

background section, including theories about social media, why organizations choose social 

media to position themselves and consumers’ underlying motivations to engage in social media. 

The background will be followed by a problem discussion and an overall purpose will be stated. 

 

 

1.1. BACKGROUND 
In January of 2017 the social media platform Facebook reached around 1.8 billion users which 

makes Facebook the leading organization of users in social media (Statista, n.d.). The amount 

of 1.8 billion represents about a quarter of the total population on earth (Worldometers, n.d.), 

which describes the influence that Facebook as a social media platform holds today.  

 

Social media is defined as a collective term of different platforms such as blogs, podcasts, Wiki, 

Twitter et cetera. (Tench & Jones, 2015). Research regarding social media have to this day been 

conducted in a large scale but never the less the effects social media has on society is yet to be 

unfold. This is due to the fact that the development of the technology social media relies on, 

have in the last 20 years been ever changing. According to Andreas M. Kaplan and Michael 

Haenlein (2009), out of the amount of people using the internet and also starting to engage in 

social media went from 56 percent in 2007 to 75 percent in 2008, which grounds the argument 

for a fast-growing communication platform.  

 

The reason for its popularity is that as a phenomenon, social media platforms allow networks 

of similar interest to take form. It generates the opportunity for user-created content which 

create individual and cultural expressions. Therefore, social media is a place of diversity and 

allows debates to be shaped and be influenced, which according to Tench and Jones (2015) 

gives the user the freedom of speech that lies in a democratic ideal. Because of this and the 

impact social media have at the global society, due to its large number of users, it has become 

a norm for organizations to include social media in their marketing campaigns (Jensen, 2014). 

Thereof, organizations as well as their customers acting as private users, are practicing social 

media to position themselves.  

 

In effort for an organization to position itself towards its customers, research has been made on 

strategies used to connect to its customers through positioning in social media. The strategies 

contribute to organizations by how they should communicate and encourage consumer 

engagement on each organizations’ online social community. (Kaplan & Haenlein, 2009; 

Dessart, Veloutsou, & Morgan-Thomas, 2015; Barger, Peltier, & Schultz, 2016)  

 

The effects of consumer engagement are a key aspect in the communication process between 

an organization and its customers. It drives the communication process forward and the 

perceived relationship of the customers and between the organization. Adding to the 

relationship effects this communicational form has, it also affects organizational reputation. 

(Floreddu & Cabiddu, 2016) The concept of consumer engagement in social media has its 

general foundation composed of emotional, cognitive and different behavioral dimensions. 

Factors that are in themselves greatly faceted (J. Brodie, Ilic, Juric, & Hollebeek, 2013).  

 

Consumer engagement is built on a high level of perceived experience. The process of 

consumer engagement in brand communities online, which can be realized in social media 

platforms, is very interactive. It has it foundation on sub-processes which aim is to learn, share, 
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socialize, et cetera. (J. Brodie, Ilic, Juric, & Hollebeek, 2013) When consumers engage in 

different social media platforms, by for example sharing their experiences of an organization, 

they do so by practicing the phenomena electronic word-of-mouth (eWOM).  

 

The phenomena of eWOM is defined by Hennig-Thurau, Gwinner, Walsh and Gremler (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”. Compared to the classical word-of-mouth (WOM) which happens via 

interactions through talking, eWOM is therefore happening on the internet. The purpose of 

eWOM practiced on social media platforms is sharing opinions with another individual’s 

aiming to help other people with their judgment about an organization and as well to 

communicate social values. When a person carries this out, it allows to comply with their social-

needs; the need to compare themselves with others and to develop social ties which provides a 

desired sense of belonging. This likewise is correct with individuals that are on the receiving 

end. (Alexandrov, Lilly, & Babakus, 2013)  

 

Today consumers increasingly rely on social media to achieve this type of knowledge that is 

referring to the organizations they do not have knowledge about but desires to be informed of 

by eWOM interactions. Digital Intelligence Today demonstrated that 70 percent of 28 000 

internet users originating from 56 countries trusts in messages gained on the internet which 

shows an increase of 15 percent in a four-year period (Chaney, 2012). As such, they pay 

attention to the information gained by friends and acquaintances and the information obtained 

is understood as to being honest and accurate. (Erkan, 2015) 

 

Additionally, Wang, Keng-Jung Yeh, Chen and Tsydypov (2016) empathizes of what the 

drivers behind costumer engagement in eWOM is. They are able to reinforce the previous 

mentioned statement: people who share stronger bonds as members of a network, such as family 

and friends, have a greater possibility to engage in eWOM and share product-related 

information between each other. They continue to show results of that people tend to show a 

willingness to trust information gathered through eWOM regardless of their level of trust to the 

person sharing the information.  

 

Discussions and research of the drivers of eWOM is being developed in line with the fast-

growing influence of social media. Stated by Rossmann, Rakesh Ranjan and Sugathan (2016, 

p. 549) “Corporations might particularly benefit from eWOM if the content is liked and 

commented upon by multiple other users. Such influences further vary with the experience of 

the sender and across products and services.”, which presents a curiosity to know more about 

the senders, their experience and drivers of eWOM. 

 

The drivers behind consumer engagement through the practice of eWOM is the chosen focus 

for this thesis. The reason why is despite the great number of daily users and practitioner of 

eWOM in the fast-growing field of social media, much is still yet unknown for organizations 

using it. There is a lack of knowledge of effective equipment for organizations to encourage 

customers to be engaged and profitable (Barger, Peltier, & Schultz, 2016) . Additionally, word 

of mouth is today defined as one of the most essential outcome by marketing and is agreed to 

be influencing costumers more than organization-generated marketing, yet eWOM has not 

received enough attention in research (Rossmann, Ranjan, & Sugathan, 2016). Regarding these 

stated facts and the found question marks which relate to the topic, this makes it an interesting 

area of research.  
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1.2. PROBLEM DISCUSSION 
Despite the existing norm for organizations referring them to include social media in their 

marketing campaign, there is no definite method how organizations should deal with their social 

media behavior to augment the outcomes. The method an organization use to manage their 

social media strategies may deferrer between organizations within the corresponding market. 

(Jensen, 2014)  

 

Additionally, because of the growth of social medias influence and popularity, it has given the 

organizations an improved flexibility and visibility with their marketing content. But with this 

development it has altered the manner of individuals and organizations and their 

communication between. This have resulted in a revolution within social media emanating the 

power from organizations to its customers, practicing as privet users. The average person now 

shifts from continuing being a passive receiver of marketing content to obtaining an active 

participant role within a brand and a brands message. (Dolan, Conduit, Fahy, & Goodman, 

2017) This indicates that if not dealt with correctly, social media may induce a disadvantage 

for organizations, such as negative organizational reputation arising from negative social media 

interactions that in turn can result in damage of consumer credibility or generation of negative 

eWOM. (Otilia-Elena, 2013) 

 

However, for organizations to build an online social community which can consist of one or 

several social media platforms, they must first conduct a user base by attracting user 

engagement. According to a study about drivers of user engagement the assessment factors of 

what caused users to engage in organizations social networking and consequently spread 

eWOM was based upon the number of acquaintances and the users’ earlier experienced 

interactions with the organization. (Rossmann, Ranjan, & Sugathan, 2016) Why relates to the 

fact of individuals trust in social media to gain knowledge, or information through eWOM, 

posted by friends and acquaintances which is understood as to being honest and accurate. 

(Erkan, 2015) 

 

But still the question remains of what, among many, motivating drivers for users who actively 

take part in the organizations online social communities can be defined as. Also, how the 

consequences of user engagement within eWOM could present itself in various different types 

of organizations depending on if they are offering a product or a service. (Rossmann, Ranjan, 

& Sugathan, 2016) 

 

Because of the intangibility of a service, studies have confirmed a need for an extensive 

information accessibility and a way for users to continuously improve and update this 

information. While this also is true for a product manufacturing organization there is a 

difference. A user’s need for improved and continuously expanding information is not as 

important regarding a product due to its tangibility, compared to a service. (Rossmann, Ranjan, 

& Sugathan, 2016) 

 

Additionally, according to research made on the traditional WOM, a customer who experiences 

what to be perceived as a bad service and feel dissatisfied is much likely to spread negative 

WOM. Because of this, studies have been made to help service organizations to gather 

information of customer satisfaction in order to advance the quality of their offerings. (Bachleda 

& Berrada-Fathi, 2016) However, there is a lack of research in what drives negative eWOM as 

a cause of customer dissatisfaction and how it may affect an organization and to what extent. 

(Zhang, Omran, & Cobanoglu, 2017) 
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Today's’ research made on service organizations mainly focuses on the positive effects of a 

widespread eWOM, where the studies have shown that positive information obtained through 

eWOM had a much greater impact on a user’s decision than personal communication. 

(Bachleda & Berrada-Fathi, 2016) Though, further research point on the lack of knowledge of 

the drivers behind customers’ desire to create destructive content in the form of eWOM. The 

question if a negative service experience which lead to dissatisfaction could drive costumers to 

engage in destructive content as negative eWOM is still standing. (Dolan, Conduit, Fahy, & 

Goodman, 2017) 

 

Emanating from the discussion going on in the area as of today, eWOM and the subjects 

surrounding it remains standing as an ongoing area of research. What this thesis will strive to 

answer is what key drivers motivates individuals to engage in negative eWOM in the social 

community of different organizations because of a perceived level of customer dissatisfaction. 

The results of the users’ negative eWOM engagement that an organization and its brand may 

get targeted by can lead to significant undesired impacts for an organization, that differentiate 

depending on what type of need the organization satisfies for the user in form of a product or 

service. (Otilia-Elena, 2013)  

 

Further, previous research indicates that customers of organizations offering services is in a 

more extensive need of information accessibility and therefore seek more information on social 

media rather than customers of product offering organizations (Rossmann, Ranjan, & Sugathan, 

2016). Because of this, this thesis focus will be on eWOM interactions taken place on a service 

specialized organization. 

 

 

1.3. OVERALL PURPOSE 
Based on the problem discussion above the following purpose of this thesis is to provide a better 

understanding of the relationship between customer satisfaction and what motivates people to 

engage in negative eWOM in a service oriented organization and their online social community. 

 

The research question is: 

RQ1: What is the relationship between customer satisfaction and drivers of negative eWOM 

engagement, taking place on a service organization online social community?  
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2. LITERATURE REVIEW 

Following chapter will present theories pertinent to the research question stated in earlier 

chapter. The theories involve the characteristics of users demand from a service organization, 

how customer satisfaction is described connected to the same type of organization and what 

factors that motivates an individual to engage in eWOM, further concerning negative eWOM 

engagement with a theoretical implementation with customer satisfaction. The conclusion from 

the theories will contribute to a conceptual framework presented at the end of the chapter.  

 

 

2.1. SERVICE ORGANIZATIONS AND ITS CUSTOMERS 
The position of participants in a social network concerning both products and service has been 

studied in circumstances of the distinction between information and relationship. Rossmann, 

Ranjan and Sugathan (2016) debates that there is a significant difference between the 

communication carried out by its participants in the two separate types of groups, representing 

either a product or service. The consumers in a service community may for example see an 

online organization page as an appropriate place where they can ask their questions, state 

problems and even as a channel to show their discontent with the organization. (Rossmann, 

Ranjan, & Sugathan, 2016) 

 

Zeithaml, Parasuraman and Berry (1985) discusses the underlying and most critical reasons as 

to why there is a difference between the two groups and concludes that it is due to a services 

intangibility. A service is measured and evaluated by a consumer based on its performance, as 

opposed to a product that is evaluated by its tangible aspects e.g. taste, feel or touch. (Zeithaml, 

Parasuraman, & Berry, 1985) This also indicates that an organization offering a service must 

put more emphasis on their willingness to change their delivery system to adjust towards the 

varying demands from their customers. (Nijssen, Hillebrand, Vermeulen, & Kemp, 2006) 

Additionally, because of the intangibility of a service the need for information have shown to 

be greater for customers regarding a service offering than product offering. This implements on 

online social communities of service organizations for a greater need for accessibility and 

extensive information. (Rossmann, Ranjan, & Sugathan, 2016)  

 

The magnitude of the enthusiasm for an organization to adjust towards their users have been 

shown by researchers to be dependent on individual customer differences, which are at 

considerable significant determinants of the mean level of customer satisfaction and as such the 

importance for organizations to adapt are of outmost importance. Consequently, reports indicate 

that the customers’ characteristics relates to the outcome of customer satisfaction. (Anderson, 

Pearo, & Widener, 2008) As such, for an organization to build on their relationship with their 

customers concerning one service organization various researches have tried to establish the 

key drivers for what factors are of most importance for organizations to attain a satisfied 

customer. (Bowden, 2009) 

 

2.1.1. CUSTOMER SATISFACTION 
Customer satisfaction remains a popular area in research within the relationship marketing area, 

this especially since in literature customer satisfaction is linked to increased profit, brand loyalty 

and repurchase behavior among customers. Because of this, the importance of an organizations 

satisfaction among its customers has therefore considered being the primary goal for most 

service organizations today. (Bowden, 2009) Whilst discussion remains over conceptualization 

of the satisfaction construct, it is generally described as the consumers’ fulfillment feedback 
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centered on the degree to which service performance met or fell short of the customers’ 

expectations. (Oliver, 1999) 

 
To better understand a customer’s perceived satisfaction the Expectancy Disconfirmation 

Theory is a result of the research behind it. The theory helps to conduct a comparison analyzed 

on one customer’s prior expectation level that occur before experiencing one service and the 

customer’s experienced performance level of the same service after conducting it. These ranges 

are measured according to if the service was perceived better or worse than the expected 

performance. If the service was worse than its expected performance it creates a negative 

disconfirmation and if the service is perceived as better than the expected outcome it creates a 

positive disconfirmation. If the outcome of the service is as the customer expected it, it creates 

a confirmation of the service expected performance. (Kursunluoglu, 2014) 

 
The theory origins from social psychology (Weaver & Brickman, 1974). Expectancy 

disconfirmation can be seen as two processes that is made up by the formation of expectations 

and the disconfirmation of those expectations. Supposing that one customer has the possibility 

to value a service performance delivered from a conducted purchase, the result is examined to 

predict why future purchases or consumption occur (Oliver, 1980).  

 

Any inconsistency contributes to disconfirmation for the customer; meaning that a positive 

disconfirmation strengthens or preserves satisfaction for the customer in relation to the 

organization and negative disconfirmation produces dissatisfaction. The perceived performance 

expected by the customer is affected by the purchasers’ perception of quality that the purchase 

should be able to deliver. Decision research indicates that positive and negative 

disconfirmations should theoretically weigh differently on the outcome of satisfaction. 

Reasoning behind this is that losses are perceptually greater than the potential gains of equal 

amount (Kahneman & Tversky, 1979). Giving more merit to the claim with the prospect theory 

is Andreassen and Lindestad (1998) who also suggests that negative disconfirmation has more 

impact on satisfaction than positive disconfirmation. 

 

As presented in Figure 1, the result of the comparison between the customers’ expectations and 

perceived performance is that it will lead to a resulted customer satisfaction. To measure the 

customer satisfaction the American Customer Satisfaction Index (ACSI) model are one of many 

that have been developed and have since its development become the most known and applied 

index to measure customer satisfaction. The underlying factors of satisfaction in the ACSI 

model are as those presented in Figure 1: perceived quality, perceived value and customer 

expectations. The outcome from a customer’s satisfaction level can either lead to customer 

loyalty or customer complaints. (Zaim, Turkyilmaz, Tarim, Ucar, & Akkas, 2010)  
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The customer satisfaction will be yielded when the pre-sale expectations are lower than what 

the customer expected prior to the purchase, this in turn leads to a positive disconfirmation and 

confirmation for the customer and the consumed service. Consequently, if the customers’ 

expectation of the service is higher than that of the outcome it will lead to a negative 

disconfirmation and customer complaints. (Kursunluoglu, 2014) 

 

2.1.1.1. Perceived quality 

Perceived quality is the predicted consumption experience for how a customer experienced the 

services performance. It has its foundation on three sub categories: reliability, customization 

and overall satisfaction. Reliability for a consumer of a service is the degree to which an 

organizations service is reliable, standardize and free from deficiencies (Zaim, Turkyilmaz, 

Tarim, Ucar, & Akkas, 2010). It has been found that reliability is one of two factors that 

influences a customers’ expectation for a service. In comparison to a product, it is more 

important for the user that their service is reliable in regards of how they evaluate the perceived 

quality. (Terblanche, 2006)  

 

The second factor is the degree of customization, meaning to what degree one service meets a 

customers’ requirements. Perceived quality is expected to have a positive connection towards 

perceived value and the customer satisfaction, meaning that if perceived quality is deemed as 

high and the expectations are meet there will be a positive increase of perceived value and 

customer satisfaction. (Zaim, Turkyilmaz, Tarim, Ucar, & Akkas, 2010) 

 

The third factor is the overall satisfaction which additionally connects to the second head factor 

of the theory, namely customer expectations. For the individual organization, the ACSI 

represents its total amount of customers’ evaluation of experiences regarding purchases and 

consumption resulting in an overall customer satisfaction. As such, the overall experience 

within the field is considered covering both perceived quality and customer expectations. 

(Fornell, Johnson, Anderson, Cha, & Bryant, 1996) 

 

Figure 1: Factors behind customer satisfaction 

Adapted from: http://www.theacsi.org/about-acsi/the-science-of-customer-satisfaction 

http://www.theacsi.org/images/stories/images/about/model_lg.gif
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2.1.1.2. Customer expectations 

Customer expectations shows to what degree customers are satisfied and to what degree their 

expectations have been meet. This means that customer expectations are a sum of customers’ 

earlier consumption experiences with an organizations service. (Zaim, Turkyilmaz, Tarim, 

Ucar, & Akkas, 2010) 

 

Terblanche (2006) states that expectations have been deemed an appropriate forecast for an 

organizations ability to produce future performance forecasts and as such should in theory have 

a positive influence towards the customer satisfaction and perceived quality. Continuing, he 

describes that in accordance to the ACSI model, customer expectations can be defined as the 

level of quality that the customers expect to be served, in relation to their earlier experiences or 

information gained from other sources about the service. 

 

Customer expectations is just as perceived quality depending on the three sub categories: 

reliability, customization and overall satisfaction. 

 

2.1.1.3. Perceived value 

Perceived value is a combination of the price given quality and quality given price, which is 

explained by the relation of what a customer expects from a service in comparison to the given 

price of the same service. From there, it is possible to draw a further comparison between the 

organization offering the service and their price-value ratio, to see how well this goes in 

accordance with the customers’ expectations. (Zaim, Turkyilmaz, Tarim, Ucar, & Akkas, 2010) 

 

Terblanche (2006, p. 32) writes that “The ACSI model defines perceived value as the perceived 

level of product or service quality relative to the price paid” and continues to draw the 

conclusion that perceived value has a positive relation towards the customer satisfaction. 

 

2.1.1.4. The ACSI model  

American Customer Satisfaction Index association (2008) shows in Figure 2 an expanded 

ACSI model with the added variables that shows each of the three different influences on 

customer satisfaction. 



9 | P a g e  

 

 

2.1.1.5. Final outcome of the ACSI model 

Fornell, Johnson, Anderson, Cha and Bryant (1996) formulates that the final relationship in the 

ACSI model is between the outcome of customer satisfaction: customer complaints and 

customer loyalty. The dependent factor of these two areas in an organization’s point of view 

are how well a positive relationship shown, by having successfully implemented a way to 

handle customer complaints to turn them into customer loyalty, can achieve customer 

satisfaction and how the same would be measured. 

 

2.1.1.6 Overall satisfaction  

Further, previous literature adds to the framework of customer satisfaction by stating that the 

overall satisfaction is based not only on parts of the customer satisfaction, but instead captures 

the total of the perceived customer satisfaction. It is the result of the total amount of interactions 

between one customer and an organization and updates by any new interaction taken place 

between the same. Thereof, the overall satisfaction does not only function as a part of the 

conceptual model, but is also used when aiming to capture a whole picture of ones perceived 

customer satisfaction. (Jones & Suh, 2000) 

 

 

2.2. RELATIONSHIP BETWEEN CUSTOMER SATISFACTION AND EWOM 
In Wetsbrook’s (1987) study on consumer behavior, it is shown that the consumption 

experiences can be considered as a powerful influence on human motivation that accordingly 

determine a human’s nature of post-consumption behavior. This post-consumption behavior he 

continues, is the interaction taking place between people, namely word-of-mouth 

communication.  

 

Figure 2: Expanded ACSI model  

Adapted from: American Customer Satisfaction Index (2008), ACSI Model: Private Sector, p. 8 
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Sundaram, Mitra and Webster (1998, p. 527) further strengthens this and states that “[…] it is 

reasonable to speculate that consumption experience and motivation are closely related in the 

process of WOM transmissions.”. Therefore, by recognizing the possibility that consumers’ 

underlying motivations to engage in WOM may differentiate itself depending on the 

consumption experience (Jang & Jeong, 2011) one can find connections between customer 

satisfaction and WOM. The outcome of the consumption experience results as previously 

discussed with an either positively or negatively enhanced customer satisfaction, depending on 

the prior expectations and the customers actual experience. (Kursunluoglu, 2014)  

 

Due to the conceptual similarity of eWOM and WOM, it would be assumed that the underlying 

factors and motivators that generate WOM from consumption experience and prior expectations 

are also applicable to eWOM communication and motivation. 

(Jang & Jeong, 2011) Illustrated in Figure 3 is the theoretical 

similarity and relationship between a consumer’s satisfaction 

and motivations to engage in eWOM. It is explained by the 

possible scenario that customers’ motivations to engage in 

eWOM is triggered by their satisfaction with a service.  

 

 

2.3. MOTIVATION BEHIND ENGAGING IN EWOM 
To understand why customers chooses to engage in an organization’s online social community, 

an examination of defined motives is conducted. Previous literature has tried to explain 

engagement in eWOM through many dimensions. Among others, Hennig-Thurau, Gwinner, 

Walsh and Gremler (2004) have from previous research regarding the classical motivations 

behind engagement in WOM defined a few factors behind eWOM engagement. The different 

factors have its foundation on five basic formulations, that engaging in eWOM regarding a 

purchase decision either depends on focus-related utility, consumption utility, approval utility, 

moderator-related utility or homeostats utility.  

 

Focus-related utility is the perceived value one customer experience after adding contributions 

online aiming for e.g. help other customers or practice power concerning the affected 

organization. In addition, Consumption-utility explain the occurrence which happens when a 

customer receive value directly through taking use of the construct of the online social 

community, by for example asking for advice. (Hennig-Thurau, Gwinner, Walsh, & Gremler, 

2004) 

 

Approval utility occur when a customer decides to spread information which will result in 

satisfaction to the same customer because of an approval from other consumers of the given 

information. Same is connected to the motivation behind self-enchantment, which is driven by 

one person’s wishes for a positive recognition from others. Self-enchantment therefore happens 

to a person when sharing information about a product or service on an organizations social 

community and this information is appreciated by others, which in turn delivers positive 

emotions back to the person sharing the information. (Hennig-Thurau, Gwinner, Walsh, & 

Gremler, 2004) 

 

The moderator-related utility is happening when a third party helps the act of sharing 

information easier. Regarding an organizations online social community, this happens when 

someone working within the organizations interact on the online social community by e.g. 

answering questions online regarding the company. Further, homeostat utility is grounded on 

Figure 3: Relationship between 

customer satisfaction and motivation for 

eWOM 
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theories concerning traditional WOM, but are implemented in an online aspect. This utility is 

based on the assumption that customers and people in general, have the desire to balance both 

negative and positive aspects in their lives. This lies as a foundation to the assumption that if a 

customer experiences a bad purchase experience, the same customer will want to balance this 

by expressing statements concerning it. (Hennig-Thurau, Gwinner, Walsh, & Gremler, 2004) 

 

Further, specific drivers of eWOM have been examined aiming to find the result that shows 

which driver would hold most influence on the actual practice of engaging in eWOM. Digging 

deeper into the research of Dessart, Veloutsou and Morgan-Thomas (2015) they define specific 

drivers of engaging in eWOM as depending on, firstly, the relationship the customer has with 

the brand of the online social community. The better the relationship or the sense of sharing 

interest with the organizations offerings the greater is the chance that the customer choose to 

engage in the organizations online social community.  

 

Secondly, the motivational drivers of eWOM are depending on the value of the engagement. If 

a customer benefits from engaging in the organizations online social community, the chance 

that they do increases. Additionally, the structure of the online social community is also a 

dependent factor when a customer is to engage in eWOM. The larger an online social 

community becomes, the less is the chance of initiative from a customer to engage in it through 

practicing eWOM. (Dessart, Veloutsou, & Morgan-Thomas, 2015) 

 

2.3.1. DRIVERS OF NEGATIVE EWOM IN RELATION TO CUSTOMER SATISFACTION 
Shi, Tang, Zhang, Gao and Zhy (2016) discuss customer satisfaction and argues that when an 

individual experiences a service they will compare their perceived expectations of the 

consumption or experience with their actual situation. When the situation does not meet with 

the expectation, the customer will end up having a negative experience and in turn this will 

affect their satisfaction. This indicates that a customer’s satisfaction is dependent on their 

consumption experience. As previously mentioned by Sundaram, Mitra and Webster (1998) 

consumption experience has a direct relation with WOM and the motivation behind it. In 

addition, as mentioned by Jang and Jong (2011), a further connection between WOM and 

eWOM can be assumed due to their conceptual similarities.  

 

To examine which drivers would possibly be defined as drivers of negative eWOM as a result 

of customer satisfaction, an examination of previous research of traditional WOM helps to dig 

deeper into the negative aspect of eWOM. 

 

According to Sundaram, Mitra and Webster (1998), the drivers found behind negative WOM 

is altruism, anxiety reduction, vengeance and advice seeking. Hennig-Thurau, Gwinner, Walsh 

and Gremler (2004) strengthens the theory behind anxiety reduction and altruism, showing that 

they affect the motives behind engaging in eWOM and further adds the driver of exertion of 

power. In addition, Yap B., Soetarto and Sweeney C., (2013) demonstrate helping the company 

as a possible driver of negative eWOM.  
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Figure 4 shows all the negative drivers that will be 

explained continuing the rest of this section. 

Further, due to the previous assumption of 

satisfaction being related to consumption 

experience it gives a direct theoretical link between 

a customer’s level of satisfaction and the defined 

drivers of negative eWOM. 

 

Altruism is defined as the wish for a customer to 

help others by sharing experiences from 

consuming a service. Altruism as a driver function 

to warn others to not make the same mistake and 

therefor is a consequence of coming across a bad 

experience. (Sundaram, Mitra, & Webster, 1998) 

Altruism is further developed by Hennig-Thurau 

(2004) as a part of the driver behind the wish to 

help other customers, which is explained by a 

concern to prevent them from not experiencing the 

same negative occurrence. The concern to help 

others can further include spreading in addition 

positive emotions because of a positive experience 

subsequent from a purchase. 

 

Anxiety reduction is connected to the desire of expressing anger towards the cause of it. It is 

practiced through ventilating with others about it, to reduce the frustration and anxiety 

connected to it. (Sundaram, Mitra, & Webster, 1998) This can also be implemented as a driver 

behind eWOM, which customers use to search for their catharsis and to ease the felt frustration 

regarding a consumption experience. (Hennig-Thurau, Gwinner, Walsh, & Gremler, 2004) 

 

Vengeance is about a wish of revenge resulting from a negative consumption occurrence. It can 

be described to be in relation with the wish for anxiety reduction though vengeance is a 

consequence of feeling that an organization do not care either listen to their customers and by 

practicing vengeance they advise other customers to stop supporting the organization in charge. 

(Sundaram, Mitra, & Webster, 1998) Therefore, vengeance is a step further from anxiety 

reduction and may additionally be a further cause of it. 

 

Advice seeking is a driver of negative WOM which happens because of a perceived bad 

experience and the lack of knowledge to redress this experience. When a customer is 

experiencing a bad happening and do not know how to solve the problem occurring from the 

same happening, they tend to seek advice regarding how to solve it. (Sundaram, Mitra, & 

Webster, 1998) 

 

Exertion of power as a motive is dealing with the potential possibility that because of the easy 

accessibility and long-term availability of eWOM, customers can use it as an instrument of 

power over an organization through posting negative content concerning subjects regarding the 

organization. This in turn can affect the image of the organization as well as how it is perceived 

by others. Platforms where criticism is an often-occurring phenomenon makes the practice of 

exertion of power easier. (Hennig-Thurau, Gwinner, Walsh, & Gremler, 2004)  

 

Figure 4: Drivers of negative eWOM 

D
ri

ve
rs

 o
f 

n
eg

at
iv

e 
eW

O
M

Altruism

Anxiety reduction

Vengeance

Advice seeking

Exertion of power

Helping the comany



13 | P a g e  

 

Helping the company is described as a driver of eWOM as a wish for a customer to help the 

company out after experiencing a service by sharing information regarding the consumed 

service online. This is done in order to help the organization to improve the same service, or in 

a negative aspect share experiences regarding a negative customer experience and at the same 

time wish for an improvement of the experienced interaction. (Kenneth, Soetarto, & Sweeney, 

2013) Thereof, as a possible driver of negative eWOM, helping the company would be a cause 

of a customer’s wish for helping the company out by sharing a negative service experience, 

wishing for an improvement of the same service.  

 

Hennig-Thurau, Gwinner, Walsh and Gremler (2004) defines and conceptualize the defined 

drivers depending on how they are used as utility. They demonstrate that helping the company, 

exertion of power and altruism lies in the foundation of focus-utility, while advice seeking is 

describing consumption-utility. Further, vengeance and anxiety-reduction is grounded in 

homeostate utility whereas one customers wish to balance an unpleasant experience is in focus.  

 

2.3.2. NEGATIVE EWOM REGARDING A SERVICE 
For further implementation of the defined drivers connected to a service organization the 

characteristics and theories concerning it is examined. As previously described there are certain 

customer characteristics within the service industry that differs relative a product industry. The 

differences explain the customers demand for when they feel motivated to engage in one service 

organizations online social community, depending on their perceived level of customer 

satisfaction. 

 

Altruism as a driver of negative eWOM would in discussion concerning a service organization 

be shown to be experienced by its customers as a result of a negative perceived customer 

experience. Customers sharing negative eWOM when feeling motivated by altruism would for 

example result in negative content as warnings to other customers or giving solutions of 

problems after experiencing a similar negative interaction. This is due to the need of 

information that characterize a service organizations online social community, which in further 

steps describes the communication process as central within the same. The communication 

between users themselves is therefore explained as a main area within service organizations 

online social community. (Rossmann, Ranjan, & Sugathan, 2016)  

 

In addition, in a service organization’s online social community there is one major difference 

between the importance and involvement of one customer compared to a product online social 

community, especially in the process of developing new services and the customers urge to help 

the service organization. When comparing the two types of organizations the customers of the 

service industry shows that the involvement comes with a longer and much more intimate 

relationship. This stretches beyond the purchase situation and the customer continues to be 

involved throughout the whole consumption process as well, helping to build upon the user’s 

knowledge and experiences. (Borgqvist & Lindberg, 2011) Therefore, consequently an 

indication that customers which tend to engage in an online social community of a service 

organization do this because they want to help the company. 

 

This further theoretically indicates that because of a perceived intimate relationship customers 

and service organizations between, anxiety reduction and vengeance as drivers of negative 

eWOM would consequently be a result of an experienced broken relationship because of a 

negative perceived level of customer satisfaction. This is due to experiencing that the 

organization do not care either listen. (Sundaram, Mitra, & Webster, 1998)  
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Moreover, according to Dessart, Veloutsou and Morgan-Thomas (2015), if a customer benefits 

from engaging in an organizations online social community, the chance that they do increases. 

This would indicate that the driver exertion of power would hold an impact on a customer’s 

motivation of engagement on a service organization online social community because of a 

negative perceived level of customer satisfaction. This is since exertion of power explains a 

benefit for customers, concerning the shift of power preferable to customers rather than 

organizations themselves. 

 

Additionally, according to the previous mentioned need for information accessibility regarding 

an online social community of a service organization, this would result in the willingness of its 

customers to practice the same. Organizations would see an online social community as a good 

place to receive customer complaints, satisfy problems and raise requests. (Rossmann, Ranjan, 

& Sugathan, 2016) Therefore, advice seeking as a possible driver of negative eWOM because 

of a negative perceived level of customer satisfaction indicates to be experienced by customers 

of a service organization. 

 

 

2.4. CONCEPTUAL FRAMEWORK 
Following section of the literature review presents the combined previously discussed research 

and theory from the chapter to a conceptual framework that can accurately build a theoretical 

ground to answer the research purpose and research question. Focus will lay on the theories 

conducted by Sundaram, Mitra and Webster (1998), Hennig-Thurau, Gwinner, Walsh and 

Gremler (2004) and Kenneth, Soetarto Sweeney (2013) emanating from research made on both 

the traditional WOM and eWOM. Using the concepts of both motivation behind negative 

eWOM and customer satisfaction, with a focus on the defined drivers behind negative eWOM 

engagement, the theoretical ground will be provided. The focus on the defined drivers behind 

negative eWOM are due because of what the research question aims to examine but also 

because the relevance of the theory behind due to its long-lasting popularity within research 

surrounding the subject. Both research purpose and research question are shown in Table 1. 

 

Table 1: Purpose and research question 

Purpose 

The following purpose of this thesis is to provide a better 

understanding of the relationship between customer satisfaction 

and what motivates people to engage in negative eWOM in a service 

oriented organization and their online social community. 

Research Question 
RQ1: What is the relationship between customer satisfaction and 

drivers of negative eWOM engagement, taking place on a service 

organization online social community? 

 

 

As stated in both research purpose and research question, the relationship between the two 

variables customer satisfaction and motivation of negative eWOM is essential and is defined as 

to cover the problem area. The purpose of the research question is to see, by a more in-depth 

explanation, how a change in customers perceived level of customer satisfaction would affect 
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their motivation behind engaging in negative eWOM. (Dolan, Conduit, Fahy, & Goodman, 

2017)  

 

Throughout the literature review, customer satisfaction has been defined and demonstrated by 

the ACSI framework. (Zaim, Turkyilmaz, Tarim, Ucar, & Akkas, 2010) Further, as proven in 

the literature review, customer satisfaction can be described as a direct consequence of 

consumption experience (Shi, Tang, Zhang, Gao, & Zhy, 2016), which is explained by the 

perceived expected performance and the outcome of the same performance. If the outcome was 

showed not to be in level with the perceived expectations, the customer satisfaction would be 

experienced as negative. (Kursunluoglu, 2014).  

 

How customer satisfaction is defined is based on the assumption that the overall satisfaction 

covers the whole perceived experience of one customer’s interaction with an organization and 

its satisfaction outcome. Thereof, the whole experience lies as a foundation to the overall 

satisfaction, which is further updated each time a new interaction takes place between one 

customer and an organization. (Jones & Suh, 2000) The customer’s experience has further, 

according to Sundaram, Mitra and Webster (1998), a direct connection to WOM.  

 

The motivation behind negative eWOM are explained by the theory in focus, categorizing the 

motivation into six drivers which is often used and recurring in research covering the area, also 

often combined. (Hennig-Thurau, Gwinner, Walsh, & Gremler, 2004; Sundaram, Mitra, & 

Webster, 1998; Kenneth, Soetarto, & Sweeney, 2013) The theories do, despite not being newly 

updated, lie as the ground of the theoretical framework because of their strong ground as 

recurring theory which up until today influence the research area surrounding drivers of eWOM.  

 

Deriving from Sundaram, Mitra and Webster (1998), Hennig-Thurau, Gwinner, Walsh, and 

Gremler (2004) and Kenneth, Soetarto and Sweeney (2013) the six possible defined drivers 

behind negative eWOM is altruism, anxiety reduction, vengeance, advice seeking, exertion of 

power and helping the company. As the first four are justified from traditional WOM, the 

second two are based on eWOM. Though, it would be assumed that the underlying factors and 

motivators that generate WOM from consumption experience and prior expectations are also 

applicable to eWOM communication and motivation, according to the conceptual similarity of 

eWOM and WOM. (Jang & Jeong, 2011)  

 

Considering the research aim to examine the relationship between customer satisfaction and 

motivations behind negative eWOM, stated in the research purpose and research question this 

thesis will further analyze the same regarding a service organization and its online community. 

Why lies in the motivation that due to a service’s intangibility, the need of information 

accessibility online is stretching beyond the need of a product’s information accessibility 

online. (Rossmann, Ranjan, & Sugathan, 2016) Deriving from the model of the six defined 

possible drivers of eWOM, adopted from Sundaram, Mitra and Webster (1998), Hennig-

Thurau, Gwinner, Walsh and Gremler (2004) and Kenneth, Soetarto, and Sweeney (2013) the 

conceptual framework will be used to answer the research question, which is implicated on a 

service online social community.  

 

As built upon this thesis research question, a conceptual framework is created and presented in 

Figure 5. In addition to Sundaram, Mitra and Webster (1998), Hennig-Thurau, Gwinner, Walsh 

and Gremler (2004) and Kenneth, Soetarto, and Sweeney (2013) which together creates the 

concept of defined drivers of negative eWOM, customer satisfaction is added in the purpose to 

examine the relationship between the same. The conceptual frameworks, theories and 
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definitions are based on the chosen literatures theories, definitions and concepts derived from 

the literature review.  

 

 

 

2.4.1. HYPOTHESES 
Deriving from theories concerning how customers tend to act against a service organization, it 

is proven that some of the stated six defined possible drivers of negative eWOM explains either 

to be a possible or less-possible outcome as motivation behind negative eWOM in relation to a 

perceived level of customer satisfaction. This concerning a service organizations online social 

community. (Borgqvist & Lindberg, 2011; Dessart, Veloutsou, & Morgan-Thomas, 2015; 

Rossmann, Ranjan, & Sugathan, 2016) Based on this theoretical ground, stated below are the 

following hypotheses: 

 

 

Hypothesis 1 

A negative perceived level of customer satisfaction will yield a higher experienced 

level of altruism as a driver of negative eWOM than a positive or depending on 

either/other perceived level of customer satisfaction. 

 

Figure 5: Conceptual framework 
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Hypothesis 2 

A negative perceived level of customer satisfaction will yield a higher experienced 

level of anxiety reduction as a driver of negative eWOM than a positive or depending 

on either/other perceived level of customer satisfaction. 

 

Hypothesis 3 

A negative perceived level of customer satisfaction will yield a higher experienced 

level of vengeance as a driver of negative eWOM than a positive or depending on 

either/other perceived level of customer satisfaction. 

 

Hypothesis 4 

A negative perceived level of customer satisfaction will yield a higher experienced 

level of advice seeking as a driver of negative eWOM than a positive or depending on 

either/other perceived level of customer satisfaction. 

 

Hypothesis 5 

A negative perceived level of customer satisfaction will yield a higher experienced 

level of exertion of power as a driver of negative eWOM than a positive or depending 

on either/other perceived level of customer satisfaction. 

 

Hypothesis 6 

A positive or depending on either/other perceived level of customer satisfaction will 

yield a higher experienced level of helping the company as a driver of negative 

eWOM than a negative perceived level of customer satisfaction. 
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3. METHODOLOGY 

Based on the instructions drawn up by Saunders, Lewis and Thornhill (2009) the purpose of 

the methodology chapter is to be supported on previously presented arguments from earlier 

chapters. As such, it will support the adopted methodology that will be used for the thesis. The 

methodology will illustrate how the research question is to be solved and in what manner the 

research design will be designed to achieve just that. The methodology chapter also serves to 

demonstrate the identity of the thesis research population, e.g. sample selection. 

 

 

3.1. RESEARCH PURPOSE 
Regarding the questions which the research seeks solutions to the purpose of the research states 

itself in the form of the questioning. What this thesis strives to answer through its research 

question is defined in chapter one. Due to the purpose of attempting to show a relationship 

between variables, the research purpose is defined as explanatory. Explanatory research is used 

when searching for a relationship between variables (Saunders, Lewis, & Thornhill, 2009). By 

applying this research purpose, the thesis will be able to approach the research gap with the 

purpose of understanding the relation between the analyzed factors customer satisfaction and 

defined drivers of negative eWOM.  

 

On the other hand, regarding an exploratory research purpose, this thesis does not search to 

clarify a problem either not trying to introduce a new phenomenon to the area but instead aim 

to find connections between one occurrence and another. Additionally, this thesis does not 

either aim for a descriptive purpose because the search for a relationship does not involve 

describing in depth of the different factors function, but instead aim to find the explanation of 

why a phenomenon occur because of a ratio of factors.  

 

 

3.2. RESEARCH APPROACH 
Based on how the data collection will be implemented the research approach of this thesis is 

quantitative. Quantitative data is often gathered highly structured, represented by a large sample 

and is measured in a specific decided way. Additionally, research which is based on a 

quantitative approach is often searching for the natural sciences model which do not hold a 

constructive approach, but instead are searching for a more objective approach. (Bryman & 

Bell, 2013)  

 

Regarding the aim of this thesis, which is to investigate if a relationship exists and the 

characteristics within a possible relationship, a quantitative research approach is best fit because 

of the aim of using measurement to find connections and individual differences, with the 

objectivity as focus. The aim of finding a causality, characterize quantitative research. (Bryman 

& Bell, 2013)  

 

 

3.3. RESEARCH STRATEGY 
To examine if a relationship between customer satisfaction and drivers of eWOM exists and 

the possible characteristics of it, the authors have with the help of individuals used their personal 

preferences and measured the same. According to Bryman and Bell (2013) there are five 
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possible strategies to use as a research strategy: experiment, questionnaire, longitudinal design, 

case study and comparable design.  

 

This thesis has conducted the second option, questionnaire, because it fit with the research 

purpose and previous mentioned research strategy. A questionnaire allows research to collect 

quantitative data and further examine this data by qualitative measurements, such as statistics. 

To be able to form variation of the gathered data and later examine the data to see if any 

causality exists, a systematic and standardized method is required such as using a questionnaire. 

In addition, a questionnaire as a research strategy is used to find a pattern of causality. This 

indicates a fit with the thesis research purpose, which is to find a relationship. (Bryman & Bell, 

2013)  

 

Further, a questionnaire is a superb example to use as research strategy because of the economic 

benefits behind concerning the possibility of a large data gathering. This fits with the time of 

reference available funds which the authors of this thesis are limited to. Questionnaires are also 

often easy to understand and explain. A questionnaire does also not get affected by one 

interviewer and therefore the respondents cannot be influenced by a person asking the questions 

which helps this thesis to keep its objectivity. (Bryman & Bell, 2013)  

 

 

3.4. DATA COLLECTION 
There are different ways to perform a questionnaire. Bryman and Bell (2013) discuss the 

differences between conducting questionnaires via mail/email or direct where the respondents 

are handling in their responses right away. Questionnaires which are conducted direct where 

the responses are delivered to the researcher in the same moment decreases the chance of 

missing out on respondents. Though, by using mail/email as a channel of reaching respondents 

creates the opportunity to reach a large sample in the same moment the survey is sent, despite 

possible losses of respondents.  

 

The authors of this thesis are using email as a channel to reach its sample, with the help of an 

online survey tool. This is due to the economic benefits and the possibility of reaching a large 

audience which is preferable due to the research purpose and time frame. Based on research 

made to best reach out to the targeted population it has been shown regarding most cases that a 

web survey generates the most responses, in regard to the amount of mails sent out. (Yehuda & 

Brooks, 2008) 

 

3.4.1. QUESTIONNAIRE 
Further will follow a more in-depth instruction of how the questionnaire is structured. For this 

study, to prevent that the number of respondents do not fall out, the authors introduced the 

questionnaire with an introduction letter to the respondents which presents the respondent to 

the area of research. In addition, the layout and the instructions of the questionnaire is done in 

line with a sense of an easy understanding and attractiveness to further decrease the number of 

missing respondents. This is developed further concerning the construction of the questions, 

which is written in the respondents’ interest to make the questionnaire more attractive and 

interesting to the respondent. (Bryman & Bell, 2013)  

 

Concerning the design of the questionnaire, it was based on the conceptual framework which 

was identified throughout chapter two. Previous literature laid as a foundation to the questions 

asked and the questions themselves are adopted from literature used.  
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The original questions that built the questionnaire originate from research made by Yap B., 

Soetarto and Sweeney C. (2013), Balaji (2009), Shi, Tang, Zhang, Gao and Zhy (2016), Xue 

and Yang (2008). However, they have been adapted to better fit the purpose and research 

question of this thesis. 

 

Normally the ACSI model uses a 10-point system scale (Fornell, Johnson, Anderson, Cha, & 

Bryant, 1996). For this thesis, the authors have used a categorical scale as answer option 

regarding the question concerning customer satisfaction. This is due to the conceptual 

framework where the customer satisfaction is explained as the independent variable and is 

consequently categorized into two groups where the first one is made up by ‘negative’. 

Consequently, the other group is made up by ‘positive’ and ‘neither/other’ which is 

implemented later with the data analysis tool. 

 

Regarding the engagement in eWOM, this is explained to the respondents by asking them if 

they would feel motivated to write a comment online, depending on their perceived level of 

customer satisfaction. A comment is according to Rossmann, Ranjan and Sugathan (2016) a 

part of the concept of eWOM messages which together with the recipient of the message is 

described as the affinity which creates user engagement through eWOM. Thereby, it is used as 

explaining engagement in eWOM within this thesis.  

 

The questions concerning the different drivers was narrowed down to a 5-point Likert scale 

ranging from ‘Strongly disagree’ (1) to ‘Strongly agree’ (5). A Likert scale was used to measure 

attitudes for the respondents where they indicate their level of agreement to either a positively, 

or negatively worded item. Their agreement is based on a statement or a question asked. 

(Bartikowski, Kamei, & Chandon, 2010) Why a 5-piont Likert scale was used were firstly 

because previous adapted literature, which lies a foundation of the questionnaire, have used the 

same. Secondly, a Likert scale is favorably when aiming to code the answers, which is done in 

this thesis using a 1 to 5 coding to later conduct the data analysis.  

 

The survey questions are presented in Appendix 1. 

 

 

3.5. SAMPLE SELECTION 
Saunders, Lewis and Thronhill (2009) writes about the two most common types of sample 

selection methods, probability sampling and non-probability sampling. With the first mentioned 

method, the probability for each individual being selected is known and the chance for each 

individual being selected for the case is equal. For the later, non-probability sample, the 

probability for each of the individual of the total targeted population being selected is not known 

because a random selection method has not been used. With this technique, it is not possible to 

draw statistical conclusions about a characteristic of a population, but generalizations are still 

made possible and can be concluded. 

 

The sample selection for the questionnaire was made up by students at Luleå University of 

Technology. The reason why the authors chose this population was according to the convenient 

accessibility of the same. By only asking people attending the university the authors used a non-

probability sampling that was limited by resources and the inability to specify a sampling frame 

which aim would be to reach out to all the users that would be of interest for the survey. 

(Saunders, Lewis, & Thronhill, 2009) Because of the global spread of online users, the 
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individuals that would be of interest as a sampling frame of this thesis would therefore be hard 

to justify.  

 

To reach out to the chosen sample selection, the authors used the students’ e-mail-base. 5 229 

students out of 7 373 was reached due to technical limitations. From the 5 229 students 203 

students answered the survey, meaning that the response rate was approximately 3.88 percent. 

Based on research about the normality of response rate, Yehuda & Brooks (2008) reported that 

the response rate for researchers within the organizational field who is gathering data from 

individuals rather than organizations via mail, hold a common chance to receive a response rate 

of 52.7 percent. They also noted that when using electronic data collection methods as email, 

phone and/or web it resulted in even higher response rates compared to the traditional mail 

method. Kaplowitz, Hadlock and Levine (2004) adds to the equivalence or even improvement 

by using web survey for data gathering with students at Michigan State University where web 

survey applications achieved a comparable response rate to mail surveys. However, the 

researchers presented a response rate of 20.7 percent with the web survey and 31.5 percent by 

mail. This hints towards that students as a targeted population may not be the best, compared 

between the two studies. Also, the response rate that the authors of this report achieved of 3.88 

percent is below the average. 

 

Further, the authors continued to gather questionnaire data until the number of respondents 

reached a sufficient amount where gathering further data marginally vary the results or when 

the time frame for the sample selection process, decided internal by the authors, had come to 

an end. What the sufficient amount would be define as depends on the measurement used. A 

non-probability sampling differentiate itself from probability sampling and the sample size for 

a non-probability sample cannot be calculated through a formula. As such, the size of the 

sample is usually subjective and depending on either intuitive judgement by the researchers that 

is based on previous research, industry standard or as in the case of this thesis, depending on 

the amount of resources available. (Hair, Wolfinbarger, Ortinau, & Bush, 2008) 

 

By using a non-probability convenience sampling the authors also indicated that this thesis is 

more of a preliminary study and a more in-depth analysis will be required to give a more 

accurate answer to the research question and to be able to make a more generalized assumption 

for a population. (Saunders, Lewis, & Thronhill, 2009) 

 

 

3.6. DATA ANALYSIS 
To examine quantitative data in its raw form, before it has been processed and analyzed, 

Saunders, Lewis and Thronhill (2009) writes that raw data will provide very little meaning to 

anyone. As such, there is a need to process it and make it more useful. They continue to 

demonstrate that to analyze quantitative data techniques such as graphs, charts, statistics tables 

and so on, it allows the research to convey the data’s relationship and trends that resides within 

it. 

 

The most suitable methods to analyze the data that was gathered for this thesis with IBM’s 

SPSS program, was to firstly adapt a descriptive statistics analysis. The reason for using a 

descriptive method is to summarize and show the data in a presentable form, rather than 

presenting all the answers from every questionnaire respondent. From here there are two 

commonly used methods to summarize and describe the data that have been obtained from the 
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questionnaire. These two methods are measures of central tendency and measures of 

dispersions. (Hair, Wolfinbarger, Ortinau, & Bush, 2008) 

 

Measures of central tendency is a way to describe and summarize vast amount of data into a 

much easier format to read and process. This is achieved by process data into either mean, 

median and mode, or all of them. These three measurements in turn help to locate the center of 

distribution of the data. (Hair, Wolfinbarger, Ortinau, & Bush, 2008) Measures of central data 

will be the technique used for this thesis.  

 

Secondly, as the theoretical framework showed so is the respondents motivation for posting a 

comment based on their satisfaction, which can be described as depending on either positive, 

neither/other or negative in accordance with question 1 in the qurstionnaire, see Appendix 1. 

This acts as an independent variable for the dependent variables that is made up by the six 

different types of drivers. From this it explains the scenario that if a customer would experience 

a perceived low level of satisfaction, this may in the next step affect the same customer’s 

motivation to engage in negative eWOM. Thereby, the one independent variable defined is 

customer satisfaction and the six different dependent variables is explained by the defined 

divers.  

 

A multivariate analysis of variance (MANOVA) have be conducted to examine the relationship 

between customer satisfaction and motivations for negative eWOM. This method helps to 

answer the hypotheses and show the significance for each of the motivational factors in regard 

to customer satisfaction. This technique of analysis is used when “you have more than one 

dependent variable” (Pallant, 2010, p.238), which is correct within this thesis research. The 

MANOVA both creates a new summary dependent variable out of the group of dependent to 

later conduct an analysis of variance with this new summary dependent variable and provides 

an analysis of variance for each dependent variable separately. There are several possibilities 

within MANOVA, the number of independent variables can range between one and multiple 

independent variables. Though, because this thesis only holds one independent variable, a one-

way MANOVA was conducted. (Pallant, 2010). 

 

Important to note is that MANOVA requires the independent variable to be a categorical 

variable made up by two alternatives. The way to produce these two from the three current 

alternatives generated from the survey is to, in accordance with the research question and 

hypotheses, code the two alternatives positive and neither/other into one, [positive, 

neither/other] and keeping negative as the other category. Because of the purpose of the 

research was to examine the negative aspects, the authors decided it to be the most appropriate 

method to handle it.  

 

The procedure of conducting a MANOVA begins with an examination of the assumptions of 

data that needs to be considered and required before conducting the data analysis. These 

assumptions handle requirements of sample size, normality, outliers, linearity and 

multicollinearity and singularity. (Pallant, 2010)  

 

Later, after the adoption that the assumptions showed statistical significant results, the 

MANOVA was completed and presented with outputs considering descriptive data, 

homogeneity of variance-covariance matrices, equality of variances and statistical differences 

between groups in a linear arrangement of the dependent variables. (Pallant, 2010) 
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3.7. QUALITY STANDARDS 
Quality standards are concerning the validity and reliability of research. Bryman and Bell 

(2013) discuss the reliability and validity concerning quantitative research and puts weight on 

the stability, internal and inter-estimate reliability and the face, concurrent, predictive, construct 

and convergent validity. Following will be a description of how the authors of this thesis have 

secured that the quality standards are followed and considered.  

 

3.7.1. RELIABILITY 
Concerning the reliability of research, it covers the questions if the research is accurate and 

consequently. Thereof, it is important to make sure that the data collected are measured in the 

best possible way that is agreed to what the research purpose and research question aims to 

answer. When conducting a survey, it is important that the data is stable and trustable, as this is 

explained by not collecting data which would differ if collecting it again any time after the first 

collection, or that the coding of the data is accurately measured and used by the right 

measurement tool. The coding of data need to be reliable as this sometimes can inherit a risk of 

not being related to the same measures. (Bryman & Bell, 2013) 

 

3.7.1.1. Stability  

The stability of a measurement is covered by testing to collect the same data again after the first 

session of data collection to examine if the answers is similar as to the fist data collection. If 

they are, the data is stable and trustworthy. (Bryman & Bell, 2013)  

 

The authors of this thesis did not have the opportunity to test the same measurement twice due 

to that the data is based on previous experiences of the respondents by asking them what would 

make them motivated to engage negatively in an online social community depending on a 

perceived level of satisfaction. The authors appreciate that the respondents then answer in line 

with their own experiences of a perceived level of satisfaction, which is based on previously 

happenings and will remain as experiences of the respondents if the survey was conducted 

twice. What would hold an impact on the respondents and possibly make them to answer 

differently by another time would be after conducting new experiences which would hold an 

impact of their motivation to engage in negative eWOM. Though, by keeping a complex and 

well-planned research design the question of the stability remains as a concerned factor 

(Bryman & Bell, 2013), which is considered by the authors of this thesis.  

 

In addition, the questionnaire was translated from English into Swedish and the questionnaire 

was tested on multiple persons before it was sent out. The feedback from the test subjects was 

taken into consideration and both the Swedish and English questionnaire was adapted 

accordingly if there were any parts of the questionnaire that was unclear. Further, the Swedish 

questionnaire was also changed in the aspect of language to better reflect its English counter-

part. Thereby it is concluded that both the English and Swedish questionnaire was able to 

capture the same data. 

 

3.7.1.2. Internal reliability  

The internal reliability concerns measurement where the respondents’ answers to each survey 

question is aggregated to result in a total score and where the indicators are multi-indicators. 

(Bryman & Bell, 2013) This thesis survey inherit multi-indicators and the answers to each 

question is aggregated into a categorical mean, categorized below each defined driver of 

negative eWOM.  
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To measure the internal reliability, Cronbach’s alpha was used. Cronbach’s alpha results in a 

coefficient which explains how well different items is understood and calculated by the same 

measurements. (Bryman & Bell, 2013) Thereby, the tool is implemented on each categorical 

driver of negative eWOM and measures the correlation between each question concerning each 

driver. This in turn, explains how well the questions measure the stated driver and how well 

they ‘hang together’ (Pallant, 2010).  

 

According to DeVellis (2003), a rule of thumb of the level of Cronbach’s alpha coefficient is 

0.7 or above. Further, Pallant (2010) recommends deleting questions which demonstrate a 

coefficient below 0.7 if the coefficient of the remaining questions within the same category 

increases consequently. Presented in Table 2 is the Cronbach’s alpha coefficients calculated on 

each pair/couple of questions concerning each categorical driver of negative eWOM.  

 

 As can be seen, all the defined drivers except 

helping the company presents an alpha 

coefficient above the recommended 0.7. and can 

thereby be explained as reliable. Regarding the 

alternative to delete questions concerning 

helping the company it is not an option 

concerning this thesis, due to the number of 

questions below this category which is two. It is 

not recommended to hold less questions than 

more than the category it explains, thereby two 

questions is minimum regarding the one 

category helping the company. (Pallant, 2010) 

 

The level of Cronbach’s alpha concerning helping the company is considered regarding the 

reliability of this thesis, though, in discussion if keeping the driver within research Hulland 

(1999) demonstrates that low levels of Cronbach’s alpha should be dropped if they pass below 

the level of 0.4 or 0.5. Due to the coefficient of 0.63, helping the company is therefore remaining 

as a variable, though will be carefully reviewed.  

 

3.7.1.3. Inter-estimate reliability 

The inter-estimate reliability concerns the risk of, when conducting research, that the 

interpretations of different researchers are different when to categorize data. This did not 

concern this thesis because the usage of a Likert scale where the answers are already categorized 

in either a 1-5 or 5-1 scale. The answers was thereby categorized in the same moment they were 

collected and did not involve manual categorizing by one researcher.  

 

3.7.2. VALIDITY 
The validity concerning this thesis was to investigate if the measurement chosen accurately to 

measure the concept of research. (Bryman & Bell, 2013) Below will follow a more in-depth 

description of how the validity was considered in regards to this thesis.  

 

3.7.2.1. Face validity 

The face validity is a tool to use when discussing if the measurement chosen mirrors the 

problem of research. This can be discussed with experts, or others, to ask them if they believe 

the measurement accurate captures the concept of research. (Bryman & Bell, 2013) After 

 Cronbach's alpha 

Advice seeking 0,81 

Anxiety reduction 0,89 

Altruism 0,92 

Helping the company 0,63 

Vengeance 0,85 

Exertion of power 0,77 

Total alpha 0,85 

Table 2: Cronbach’s Alpha 
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consulting with the supervisor the authors agreed upon the chosen measurement of this thesis, 

which underlies the face validity.  

 

3.7.2.2. Concurrent validity and predictive validity 

When in research measuring a specific problem, the concurrent validity can be decided by using 

a further criterion and measure this concerning the research problem. The criterion is based on 

the fact that different cases (in this case the people as respondents) differs and this may be 

relevant to consider concerning the concept of research. Further, concerning the predictive 

validity a future criterion is decided, which in comparison with the concurrent criterion, takes 

place during the time frame of research or in the future (Bryman & Bell, 2013) Because of time 

and resource limitations, the authors of this thesis will not be able to decide a criterion either 

measure the same. To define possible criterions, semi-structed interviews could be made with 

chosen respondents in order to decide criterions which could strengthen the validity of the 

research. This would be defined as an implication to further research.  

 

3.7.2.3. Construct validity 

The construct validity concerns the researcher’s way of judging the construct of the research 

itself. This can be done by stating hypotheses concerning the problem of research with 

previous theory as basis. (Bryman & Bell, 2013) Hypotheses are stated in chapter 2 and 

presented in part 2.4.1. It can thereof be stated that the construct validity is covered by the 

stated hypothesis. 

 

3.7.2.4. Convergent validity  

The convergent validity is considered when in research using two or several measurements of 

the same concept to later compare the result of the measurements and decide the validity 

within the measurements. (Bryman & Bell, 2013) Due to the time and resource available the 

authors of this thesis did not hold the opportunity to implement further measurements to 

strengthen the convergent validity. Therefore, this is defined as a research limitation within 

this thesis.   
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4. DATA ANALYSIS 

The following chapter aim to present the data collected from the previously discussed 

questionnaire sent out to students at Luleå University of Technology and thereafter explain the 

outcome of the data throughout each of the analytical steps performed. A presentation of the 

results will start-off the chapter, followed by a more in-depth demonstration of the data analysis 

process and hypothesis testing.  

 

 

4.1. RESULTS 
The research question stated in this thesis is demonstrated as follows:  

RQ1: What is the relationship between customer satisfaction and drivers of negative 

eWOM engagement, taking place on a service organization online social community? 

 

In accordance to answer the research question, conducted was a one-way between groups 

multivariate analysis of variance to examine six differences in motivations of negative eWOM, 

depending on a perceived level of customer satisfaction. Six dependent variables were thereby 

used, based on the conceptual, theoretical framework: Altruism, anxiety reduction, vengeance, 

advice seeking, exertion of power and helping the company. The independent variable was 

explained by if customers would choose to feel motivated to engage in negative eWOM 

regarding if they had experienced a [positive, neither/other] perceived level of customer 

satisfaction or a negative perceived level of customer satisfaction.  

 

Initial assumptions were tested to check for sample size, normality, univariate and multivariate 

outliers, multicollinearity, linearity and correlation, with no serious violation observed. There 

was noticed a statistically significance between the respondents who answered [positive, 

neither/other] and the respondents who answered negative, F (6, 196) = 16.82, p = 0; Wilks’ 

Lambda = 0.66, partial eta squared = 0.34. When studying the dependents variables differently, 

using a Bonferroni adjusted alpha level of 0.0083, all the dependent variables except advice 

seeking reached statistical significance, which consequently were altruism, anxiety reduction, 

vengeance, exertion of power and helping the company, F (1, 201) = 39.2, p = 0, partial eta 

square = 0.16, F (1, 201) = 55.6, p = 0, partial eta square= 0.22, F (1, 201) = 44.37 p = 0, partial 

eta square = 0.18, F (1, 201) = 32.16, p = 0, partial eta square = 0.14, F (1, 201) = 21.1, p = 0, 

partial eta square = 0.1. 

 

An examination of the mean scores showed that the respondents answering that a negative 

perceived level of satisfaction would motivate them to engage in eWOM reported higher levels 

regarding all the significant dependent variables, i.e. the defined drivers of negative eWOM, 

compared to the ones who answered [positive, neither/other]. Thereby, the relationship between 

customer satisfaction and drivers of negative eWOM can be explained by stating that according 

to the result of this thesis customers tend to be more motivated to express themselves online 

after a negative customer experience rather than after a positive or depending on neither/other. 

 

Regarding the defined drivers of negative eWOM, the one dependent variable which showed 

the highest difference in mean between [positive, neither/other] and negative was altruism. 

Further, the one dependent variable which showed to be most depending on the independent 

variable, i.e. customer satisfaction, was anxiety reduction. 

 

In the next sections, will follow a more in-depth presentation of the data analysis and results.  
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4.2. DESCRIPTIVE PRESENTATION OF DATA 
Presented in Table 3, is a demonstration of the descriptive data collected.  

 

 

 

The total number of respondents of the survey was N 203. The percentage of which answered 

that they felt motivated to post a comment online if their perceived level of customer 

satisfaction were neither positive nor negative but instead depending on neither/other was 

26.6%. Further, together with the percentage of the respondents who felt motivated to post a 

comment online due to a positive perceived level of customer satisfaction which represented 

19.7%, the first categorize of the independent variable holds a total response of 46.3%. The 

percentage that represents the second category and the respondents who answered ‘negative’ 

showed to result in 53.7% of the total respondents.  

 

The skewness explains the symmetry of the distribution (Pallant, 2010). As demonstrated in 

Table 3 the skewness for each question tends to fall out from the average between 1-5 with a 

maximum of 1.18 for question 11, which explains the dependent variable vengeance and a 

minimum of -0.56 regarding question 7, which explains the dependent variable altruism. The 

kurtosis which explains how well the data distribution peaks, shows an average negative degree 

which indicates that the answers are distributed relatively flat. (Pallant, 2010) 

 

 Frequency Percent 
Cumulative 

Percent       

Neither/Other 54 26.60 % 26.60 %       

Positive 40 19.70 % 46.30 %       

Negative 109 53.70 % 100.00 %       

Total 203 100.00 %  
      

 N Minimum Maximum Mean 
Std. 

Deviation Skewness  Kurtosis  

 Statistic Statistic Statistic Statistic Statistic Statistic Std. Error Statistic Std. Error 

Q2 - 1 5 2.81 1.38 0.10 0.17 -1.22 0.34 

Q3 - 1 5 2.50 1.33 0.36 0.17 -1.14 0.34 

Q4 - 1 5 2.66 1.47 0.29 0.17 -1.36 0.34 

Q5 - 1 5 2.58 1.48 0.32 0.17 -1.36 0.34 

Q6 - 1 5 3.41 1.46 -0.46 0.17 -1.17 0.34 

Q7 - 1 5 3.46 1.44 -0.56 0.17 -1.07 0.34 

Q8 - 1 5 3.34 1.38 -0.38 0.17 -1.04 0.34 

Q9 - 1 5 2.72 1.37 0.21 0.17 -1.15 0.34 

Q10 - 1 5 2.33 1.32 0.54 0.17 -0.90 0.34 

Q11 - 1 5 1.98 1.32 1.18 0.17 0.13 0.34 

Q12 - 1 5 2.56 1.38 0.31 0.17 -1.19 0.34 

Q13 - 1 5 2.73 1.45 0.21 0.17 -1.37 0.34 

Q14 - 1 5 2.20 1.31 0.74 0.17 -0.70 0.34 

Valid N 
(listwise) 203         

Table 3: Descriptive Statistics 
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Regarding if the skewness or the kurtosis is considered when conducting the data analysis, both 

is depending on the sample size. Because of a large sample size above 200, skewness is 

considered to not make an essential difference to the data analyzes. The same can be implanted 

regarding the kurtosis where the risk of underestimate the variance is cut when holding a large 

sample size. Thereby, both is not considered as a risk when conducting the data analysis. 

(Pallant, 2010)  

 

The different questions are items which describes each categorical driver. Demonstrated in 

Table 4 are a further explanation of the questions as items to each driver. 

 

 

The different means of answers to each 

categorized driver are calculated due to 

the later analysis. The question which 

represents the highest mean was question 

7 followed by question 6, which both 

represents the categorical driver of 

altruism. The question that showed the 

lowest score of mean was question 11, 

which is associated with the driver of 

vengeance. 

 

 

4.3. MANOVA 
Below will follow a in depth presentation of the MANOVA and assumptions that need to be 

considered when using MANOVA as data analysis technique. Subsequently, the second part of 

the section will present the results from the MANOVA. 

 

4.3.1. MANOVA ASSUMPTIONS 
Before conducting the MANOVA, a few assumptions are tested to see if the data do conform 

to these. This is done to see if the data applies with the technique used and to reinforce the 

quality of the data that will be used with the MANOVA. 

 

4.3.1.1. Sample size  

The rule of sample size is that it needs to exceed the number of dependent variables concerning 

each cell. (Pallant, 2010) A cell in this case is either explained by the independent variable or 

the dependent ones. Thereby, the minimum number of cases concerning each cell is 6. Because 

this thesis questionnaire holds a total of 7 cells, which is represented by the one independent 

and 6 dependents, the total sample size of N 203 is more than the required sample size.  

 

4.3.1.2. Normality 

Concerning the normality of the MANOVA, it is based on a multivariate normal distribution. 

Though, concerning the violations of normality, it is according to Pallant (2010) ensured 

robustness when the sample size is exceeding 20. Because the sample size of this thesis exceeds 

20 the normality and the robustness against violations of normality is ensured. However, to 

further assess the normality a univariate and multivariate analysis will be performed. 

 

Questions Categorical driver 

Q2, Q3 Advice seeking 

Q4, Q5 Anxiety reduction 

Q6, Q7 Altruism 

Q8, Q9 Helping the company 

Q10, Q11 Vengeance 

Q12, Q13, Q14 Exertion of power 

Table 4: Questions group correspondence 
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4.3.1.3. Univariate outliners 

Presented in Table 5 is results from an examination if univariate outliers exist.  

 

 

The univariate outliers are outliers 

which would possibly exist within 

each dependent variable separately 

(Pallant, 2010). This is 

demonstrated when not considering 

the above/below 5 percent of the 

data. The results are very similar 

meaning that if possible outliers 

would exist, they would not make 

any significant difference to the data 

analysis and the results. Thereby, 

cases of possible outliers remain within the data analyzed. 

 

4.3.1.4. Multivariate normality 

Multivariate outliers are defined as respondents with a relatively out of the ordinary score 

regarding various items. To test for multivariate normality a calculation of Mahalanobis 

distance is done. The Mahalanobis distance shows if one case stands out from the mean of 

cases, concerning all the respondents of the questionnaire. Each respondent receives a value 

when calculating this variable that shows to which degree the respondents score differs from 

the remaining respondents scores. (Pallant, 2010) 

 

Demonstrated in Table 6 is the maximum of the Mahalanobis distance variables found when 

examining each respondent. This maximum should not cross the critical value, which if it did, 

would indicate on 

multivariate outliers. 

Because the maximum does 

not cross the critical value, 

multivariate outliers is found 

to not exist within the 

conducted data. Thereby, 

nothing is further changed 

with the data used.  

 

 

 

 

4.3.1.5. Linearity 

Linearity assumption aims to investigate the relationship between each pair of the six dependent 

variables with each other by examining if there is a straight-line relationship. Table 7 shows a 

Scatter plot matrix with each of the variables paired up and separated in two tables based on the 

independent category. 

 

 Mean 5% Trimmed Mean 

 Statistic Statistic 

Advice seeking 2.66 2.62 

Anxiety reduction 2.62 2.58 

Altruism 3.44 3.48 

Helping the company 3.03 3.04 

Vengeance 6.66 6.63 

Exertion of power 2.50 2.45 

 Maximum 

Number of 
dependent 
variables Critical value 

Mahal. Distance for: 
- Advice seeking 
- Anxiety reduction 
- Altruism 
- Helping the company 
- Vengeance 
- Exertion of power 

19.766 6 22.46 

Table 6: Mahalanobis Distance 

Table 5: Univariate Outliners 
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As seen in the table there does not appear to be any major deviances from the linearity between 

each pair of the variables. This is also confirmed when assessing the normal linearity for each 

of the variable, presented in Appendix 2. 

Table 7: Scatterplot Matrix 
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4.3.1.6. Correlation 

MANOVA is best function with moderately correlated dependent variables. (Pallant, 2010) 

While correlations 0.8 and 0.9 are defined as fine, all the correlations presented Table 8 

represents correlations below these required levels. Thereby the correlations are accepted when 

examining the assumptions to the MANOVA analysis. In addition, the significance level of 0 

or close to 0 which can be seen below, represents good levels of significance.  

 

 

4.3.2. MANOVA ANALYSIS 
Below will follow a presentation of the results of both the multivariate tests which is conducted 

within MANOVA and the outputs of tests which measure any violations against assumptions 

within MANOVA. They all represent parts of the result from conducting the analysis. (Pallant, 

2010)  

 

4.3.2.1. Box’s Test 

According to the key aspects of the MANOVA, some tests are 

done in order to see if any violations is done against any 

assumptions. A Box’s test measures if any violations against 

homogeneity of variance-covariance which should show a result 

of significant level above 0.001. (Pallant, 2010) In Table 9 is a 

presentation of the Box’s test. This thesis so not show a 

significance level above the required though it is discussed if a 

Box’s test is too firm when analyzing a large data sample. 

Thereby, the assumption is made that the result of the Box’s test 

is not in consideration to matter regarding the large data sample 

of this thesis. A large data sample is considered when holding 

more than 30 cases, which 203 cases do. (Pallant, 2010)  

 

  

Advice 
Seeking 

Anxiety 
Reduction 

Altruism 
Helping the 
Company 

Vengeance 
Exertion of 

Power 

Advice 
Seeking 

Pearson Correlation 1 0.139* 0.214** 0.255** 0.249** 0.346** 

Sig. (2-tailed)  0.048 0.002 0 0 0 

Anxiety 
Reduction 

Pearson Correlation 0.139* 1 0.461** 0.229** 0.488** 0.306** 

Sig. (2-tailed) 0.048  0 0.001 0 0 

Altruism 
Pearson Correlation 0.214** 0.461** 1 0.459** 0.283** 0.413** 

Sig. (2-tailed) 0.002 0  0 0 0 

Helping the 
Company 

Pearson Correlation 0.255** 0.229** 0.459** 1 0.028 0.368** 

Sig. (2-tailed) 0 0.001 0  0.687 0 

Vengeance 
Pearson Correlation 0.249** 0.488** 0.283** 0.028 1 0.415** 

Sig. (2-tailed) 0 0 0 0.687  0 

Exertion of 
Power 

Pearson Correlation 0.346** 0.306** 0.413** 0.368** 0.415** 1 

Sig. (2-tailed) 0 0 0 0 0  

N = 203 
* Correlation is significant at the 0.05 level (2-tailed). 
** Correlation is significant at the 0.01 level (2-tailed). 

Box's M 71.306 

F 3.287 

df1 21 

df2 141930.952 

Sig. 0 

Tests the null hypothesis 
that the observed 
covariance matrices of the 
dependent variables are 
equal across groups. 

a. Design: Intercept + OS 

Table 8: Correlation 

Table 9: Box’s test 
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4.3.2.2. Levene’s Test  

In addition, the Levene’s test is telling if any violations against the assumption of equality of 

variance is made regarding each dependent variable. The significance level is required to 

present a number above 0.05, which answers to if it is below 0.05 the dependent driver is not 

considered being statistically significant and should therefore not be considered to accurately 

measure the represented category. (Pallant, 2010) 

 

As can be seen in Table 10, all dependent variables except altruism register a value of 

significance above 0.05 that had 0.005. This indicates that altruism will remain in the analysis 

though it hints towards a possible existence of heteroscedasticity. However, due to the large 

sample size of N 203 and that all the other variables have a homoscedasticity presence a 

correction of the variable is not considered of importance. (Hair, Black, Babin, & Anderson, 

2014) 

 

 

Further, presented in the 

table are the results of the 

Levene’s test. As seen, 

advice seeking have a 

significant level of 0.295, 

anxiety reduction 0.631, 

helping the company 0.664, 

vengeance 0.057 and 

exertion of power 0.302. 

 

 

 

 

 

4.3.2.3. Wilks’ Lambda  

When looking for if there are any significant differences between the groups of dependent 

variables in a linear arrangement, Wilks’ Lambda is recommended to use because of its 

robustness concerning this thesis relevantly large sample size. If the significance of Wilks’ 

Lambda is below 0.05, one can assume that there is a difference between within the group of 

dependent variables. (Pallant, 2010)  

 

As is demonstrated in Table 11, the significance level of the test with concern to the categorical 

independent variable OS (overall customer satisfaction) results in 0, which is less than 0.05. 

Thereby it can be stated that there is a difference between the respondents answering that 

[positive, neither/other] and the respondents answering negative.  or depending on either/other 

customer satisfaction motives online engagement and the respondents answering that a negative 

perceived level of customer satisfaction motivates the same.  

  

 F df1 df2 Sig. 

Advice Seeking 1.101 1 201 0.295 

Anxiety Reduction 0.231 1 201 0.631 

Altruism 8.11 1 201 0.005 

Helping the Company 0.189 1 201 0.664 

Vengeance 3.659 1 201 0.057 

Exertion of Power 1.072 1 201 0.302 

Tests the null hypothesis that the error variance of the dependent 
variable is equal across groups. 

a. Design: Intercept + OS 

Table 10: Levene’s test 
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4.3.2.4. Between-Subjects Effects 

The between-subjects’ effects test shows if all the dependent variables differentiate between the 

two independent categories or just some of them do. Due to that the between-subjects’ effects 

tests show six different univariate ANOVAs that have been concluded as a step-down analysis 

after the MANOVA have been run it is recommended to adapt the significant level accordingly 

with the Bonferroni adjustment. (Pallant, 2010) 

 

By adapting the Bonferroni method of alpha, it reduces the chance of Type 1 error that can lead 

to misinterpreting and finding significant results when in reality there is none. The new alpha 

level is adjusted from 0.05 to (0.05 / 6 = 0.0083) 0.0083. As seen in Table 12 advice seeking 

with its significant level of 0.013 does not fall below the new alpha level and as such cannot be 

interpreted as significant for the analysis. 

 

To determine the impact the independent category, negative and [positive, neither/other] has on 

the five remaining dependent variables, anxiety reduction, altruism, helping the company, 

vengeance and exertion of power the Partial Eta Squared (PES) is used. The PES result shows 

the variance in the independent variable that can be explained by the independent variable, or 

in other words how much of the variance in each of the categorical variables that can be 

explained by a customer’s overall satisfaction. (Pallant, 2010) Anxiety reduction shows a PES 

of 0.217, or 21.7%. altruism 0.163 or 16.3%, helping the company 0.095 or 9.5%, vengeance 

0.181 or 18.1% and exertion of power 0.138 or 13.8%. 

 

Effect  Value F 
Hypothesis 

df 
Error 

df Sig. 
Partial Eta 
Squared 

Noncent. 
Parameter 

Observed 
Powerc 

Intercept Pillai's Trace 0.994 5099.637b 6 196 0 0.994 30597.819 1 

Wilks' 
Lambda 

0.006 5099.637b 6 196 0 0.994 30597.819 1 

Hotelling's 
Trace 

156.111 5099.637b 6 196 0 0.994 30597.819 1 

Roy's Largest 
Root 

156.111 5099.637b 6 196 0 0.994 30597.819 1 

 
     

   

OS Pillai's Trace 0.34 16.824b 6 196 0 0.34 100.946 1 

Wilks' 
Lambda 

0.66 16.824b 6 196 0 
0.34 100.946 1 

Hotelling's 
Trace 

0.515 16.824b 6 196 0 
0.34 100.946 1 

Roy's Largest 
Root 

0.515 16.824b 6 196 0 
0.34 100.946 1 

a. Design: Intercept + OS   

b. Exact statistic 
c. Computed using alpha = 0.005 

  

Table 11: Wilks’ Lambda 
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What matters to answer the research question, is which dependent variable is most depending 

on the independent variable. When examining the PES of each dependent variable, anxiety 

reduction shows to be most dependent of the independent variable customer satisfaction. 

Thereby it can be assumed that the strongest relationship seen between customer satisfaction 

and one of the dependent drivers was concerning anxiety reduction.  

 

Further, the one dependent driver to show the second strongest relation was between customer 

satisfaction and vengeance, which provides a better understanding to the research question. 

Followed by vengeance was exertion of power, altruism and lastly helping the company.  

 

 

Source Dependent Variable 
Type III Sum 
of Squares df 

Mean 
Square F Sig. 

Partial Eta 
Squared 

OS Advice Seeking 9.431 1 9.431 6.318 0.013 0.03 

Anxiety Reduction 85.295 1 85.295 55.597 0 0.217 

Altruism 64.327 1 64.327 39.2 0 0.163 

Helping the Company 26.41 1 26.41 21.096 0 0.095 

Vengeance 15.846 1 15.846 44.367 0 0.181 

Exertion of Power 36.24 1 36.24 32.159 0 0.138 

Error Advice Seeking 300.025 201 1.493    

Anxiety Reduction 308.367 201 1.534    

Altruism 329.841 201 1.641    

Helping the Company 251.632 201 1.252    

Vengeance 71.789 201 0.357    

Exertion of Power 226.509 201 1.127    

Total Advice Seeking 1743.25 203     

Anxiety Reduction 1785.25 203     

Altruism 2790.75 203     

Helping the Company 2144.25 203     

Vengeance 9098.75 203     

Exertion of Power 1529 203     

Corrected 
Total 

Advice Seeking 309.456 202     

Anxiety Reduction 393.663 202     

Altruism 394.167 202     

Helping the Company 278.042 202     

Vengeance 87.635 202     

Exertion of Power 262.749 202     

a. R Squared = 0.030 (Adjusted R Squared = 0.026) 

b. R Squared = 0.217 (Adjusted R Squared = 0.213) 

c. R Squared = 0.163 (Adjusted R Squared = 0.159) 

d. R Squared = 0.095 (Adjusted R Squared = 0.090) 

e. R Squared = 0.181 (Adjusted R Squared = 0.177) 

f. R Squared = 0.138 (Adjusted R Squared = 0.134) 

Table 12: Between-Subjects Effects 
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4.3.3. HYPOTHESIS TESTING  
From running a multivariate analysis of variance, it was revealed that a significant main effect 

for overall satisfaction stem from each of the six dependent variables, Wilks’ λ = 0.66, F (6, 

196) = 16.82, p < 0.001, PES = 0.34. The power to detect the effect was 1.00, thusly it can be 

confirmed that the power to detect the variances for the dependent variables with overall 

satisfaction as the independent is confirmed. 

 

Consequently, given the significance of the overall test, the univariate main effects for each of 

the dependent variables was examined (Hair, Wolfinbarger, Money, Samouel, & Page, 2011).  

Presented in Figure 6 is the estimated marginal means of each dependent variable, whereas the 

results depending on the two categorical independent variables is demonstrated. As previously 

discussed, the results reveal that the relation between customer satisfaction and all the drivers 

of negative eWOM except advice seeking was found significant, which in turn results in a 

support of H1 (hypothesis 1) (PES = 0.163, p < 0.0083), H2 (PES = 0.217, p < 0.0083), H3 

(PES = 0.181, p < 0.0083) and H5 (PES = 0.138, p < 0.0083). 

 

Figure 6: Hypothesis testing 
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As is demonstrated in Figure 6, in support of H1, when the perceived level of customer 

satisfaction is negative the level of an experienced altruism is in relation higher, i.e. more likely 

to occur compared to when customer satisfaction was described as [positive, neither/other]. 

Further, demonstrated in support of H2, when the perceived level of customer satisfaction is 

negative the level of an experienced anxiety reduction is also in relation higher compared to a 

customer satisfaction described as [positive, neither/other]. This is also true concerning the 

support of H3 and H5, whereas a negative perceived level of customer satisfaction yielded a 

higher estimated mean of both vengeance and exertion of power. 

 

Consequently, H4 and H6 could not be stated as supported. Cumulatively, the results indicate 

that advice seeking would, if shown statistically significant, yield a higher result when 

depending on a negative perceived level of customer satisfaction compared to a perceived 

[positive, neither/other] customer satisfaction. Concerning how H4 is stated, if shown 

significant, the result would be in support of the same. In addition, regarding H6, the driver 

helping the company resulted not to be in support of theory by showing findings of a higher 

estimated mean when depending on a negative perceived level of customer satisfaction 

compared to be depending on a [positive, neither/other] customer satisfaction. 
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5. FINDINGS AND CONCLUSIONS 

In this chapter, the discoveries and conclusions will be covered. The objective of this research 

was to present a more refined insight of the relationship between customer satisfaction and 

engagement in negative eWOM, concerning the service organizations industry. The research 

question expressed in chapter one will be answered with the aid of the interpreted data, which 

in turn will produce and present the recommendations and conclusions. Moreover, managerial 

implications, suggestions for further research and limitations of research will be discussed.  

 

 

5.1. RESEARCH QUESTION 
The research question put in this thesis is stated as follows:  

RQ1: What is the relationship between customer satisfaction and drivers of negative 

eWOM engagement, taking place on a service organization online social community? 

 

To summarize what was conducted in order to answer the research question, a conceptual 

framework was built upon previous theory which covered both the area of customer satisfaction 

and drivers of negative eWOM. Six different drivers where defined: altruism, anxiety reduction, 

vengeance, advice seeking, exertion of power and helping the company. With the help of a 

multivariate analysis of variance (MANOVA), the different drivers where examined as 

dependent variables of the independent variable overall customer satisfaction, categorized into 

either perceived as negative vs. positive or depending on either/other ([positive, neither/other]). 

 

Presented from the MANOVA, it was reported that a substantial main effect for overall 

satisfaction derive from each of the six dependent variables. Continuing, the univariate main 

effects for each of the dependent variables was measured and proved that all but advice seeking 

could be presumed to be significant in consideration to the overall satisfaction. 

 

As seen in Wilks’ lambda presented in Table 11 λ = 0.66, it indicates that 66% of the variance 

in the dependent variables cannot be accounted for by the variance of the independent factor, 

overall satisfaction. From the corresponding table, as where Wilks’s lambda can be obtained it 

is also demonstrated that the partial eta squared associated the variance of the dependent 

variables in regards of the independent variable indicate that he main effect of overall 

satisfaction is 0.34 and the power to detect this main effect variances in the dependent variables 

is 1. 

 

Presented in Table 13 is all the drivers of negative eWOM with a significance level of p < 

0.0083 depending on the negative category of the independent categorical variable customer 

satisfaction.  

 

Variable 
Partial Eta 
Squareda 

Observed 
Power 

Estimated 
Negative Mean 

Difference Between 
Categorical Means 

Altruism  0.163 1.000 3.959 1.129 

Anxiety reduction 0.217 1.000 3.220 1.300 

Vengeance 0.181 1.000 6.922 0.560 

Exertion of power 0.138 0.999 2.890 0.847 

Helping the company 0.095 0.972 3.367 0.723 

a. Computed using alpha = 0.0083 

Table 13: Results 
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The driver which showed the highest estimated mean and thereby was the closest to being a 

more certain alternative as motivation of negative eWOM because of a negative perceived level 

of customer satisfaction experienced by the respondents was vengeance. What surprised was 

the small distance in difference in categorical mean regarding vengeance, which indicated that 

vengeance as driver of negative eWOM would consequently be a result of a perceived [positive, 

neither/other] customer satisfaction in addition to negative (M=6.922 vs. M= 6.362).  

 

Further, the one driver which findings showed the largest difference between the estimated 

means were anxiety reduction, which also indicated to be most explained by customer 

satisfaction (PES=0.217) compared to the other. The largest difference between the estimated 

means explains anxiety reduction as the driver which most respondents experienced in relation 

to a negative perceived level of customer satisfaction compared to an experienced depending 

on [positive, neither/other] customer satisfaction.  

 

The one driver which showed the smallest estimated mean, and in consideration was closer to 

the “disagree” choice of the respondents, was exertion of power. Despite this, still the estimated 

mean of exertion of power showed a higher result in relation to a negative perceived level of 

customer satisfaction compared to be in relation to a [positive, neither/other] perceived level of 

customer satisfaction.  

 

Overall, as is demonstrated regarding altruism, anxiety reduction, vengeance, exertion of power 

and helping the company all resulted in a higher mean score in relation to a negative perceived 

level of customer satisfaction compared to in relation to a [positive, neither/other] customer 

satisfaction. The one driver which showed a non-significant relation to be depending on either 

a negative or [positive, neither/other] customer satisfaction was, as previously mentioned, 

advice seeking.  

 

 

5.2. OVERALL CONCLUSIONS AND THEORETICAL IMPLICATIONS 
As some of the theory is based on traditional WOM, this thesis thereby supports the statement 

that traditional WOM holds a connection to the concept of eWOM regarding the statistical 

significant drivers originated from traditional WOM. However, as the authors can tell there 

seem to be various categories that plays a major role for a customer who wants to act by feeling 

motivated to take part of one service organizations community and especially in accordance 

with the negative aspect depending on customer satisfaction. Those being the customers which 

are driven by their anxiety reduction. Secondly, the group short after there would be the ones 

driven by altruism, based on its difference between categorical means of 1.129 meaning that 

negative and [positive, neither/other] have the second largest variance according to the 

estimated means.  

 

Regarding the hypotheses stated, what turned out to be of significance and in support were the 

hypotheses concerning altruism (H1), anxiety reduction (H2), vengeance (H3) and exertion of 

power (H5). Thereby, theory concerning customers’ tendencies to search for information 

regarding a service organization due to its intangibility (Rossmann, Ranjan, & Sugathan, 2016) 

is by the result of this thesis in support concerning the driver of negative eWOM altruism. In 
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addition, in support of Sundaram, Mitra, & Webster (1998), as a result of an experienced broken 

relationship and a negative perceived level of customer satisfaction emanating from a service 

experience, customers tendencies to feel motivated to engage in negative eWOM is driven by 

anxiety reduction and in further steps vengeance. Moreover, as discussed throughout previous 

sections, as power is slowly shifting from organizations to its customers due to the online 

community available (Dolan, Conduit, Fahy, & Goodman, 2017) exertion of power as a 

motivation behind negative eWOM further supported the theoretical statements by showing a 

significant relation with customer satisfaction.  

 

The findings thereby indicate that to some degree support the conceptual theory as a framework, 

regarding how customers tend to feel motivated to act against a service organizations online 

community. Subsequently, the framework was to some degree able to measure the consequence 

of dissatisfied customers. 

 

 

5.3. MANAGERIAL IMPLICATIONS  
Regarding strategies for management to implement concerning online engagement, this thesis 

contributes by revealing a brief overview considering the motivation behind negative eWOM 

as a consequence of a customer’s experienced level of customer satisfaction. 

  

❖ As could be seen in Table 11: Wilk’s lambda managed to explain the six dependent 

drivers of negative eWOM by a PES of 0.34, or 34%, depending on the variance in the 

respondents’ overall customer satisfaction. And seeing that this were more of a 

preliminary report that gives a clear hint that business can no longer ignore the 

importance of a well-established social network to capture and as far as possible 

minimize the risk. 

 

❖ However, as what also can be told from the report is that each of the different types of 

social networks established either around a product or service cater to different audience 

and they themselves have different expectation from an organization. As mentioned in 

chapter one, power have shifted from marketing being in the hands of the corporation 

to be in the power of the consumers (Dolan, Conduit, Fahy, & Goodman, 2017), this 

can in line result in what this thesis strives to answer: an experienced customer 

motivation of negative eWOM because of a perceived level of customer satisfaction. If 

customers do not approve of something and manage to get someone onboard, it will 

create media-riot at worst case. 

 

❖ What also could be explained by Wilk’s lambda and each of the six dependent variables 

was that, yes, they do play a significant role but there are still gaps that needs to be 

addressed in order to fully understand what motivates a dissatisfied customer deciding 

to act online against one service organization. 

 

 

5.4. LIMITATIONS OF RESEARCH AND FURTHER RESEARCH 
The authors of this thesis decided to not conduct further tests to strengthen the validity and 

reliability. Thereby, it is not secured that the data used would remain relatively the same if 

testing it again at another time with more focus on reliability and validity. Though by using a 
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relatively large sample, the results of this thesis are more indifferent to further changes in the 

data analysis.  

 

Despite this, concerning the reliability the questions found in questionnaire concerning the 

driver of negative eWOM helping the company did not reach a Cronbach’s alpha level of 0.7. 

Rather it reached 0.63 that is by the literature accepted Cronbach but it needs to be further 

examined and reformulated or added more questions to better capture the variable. It would 

also be possible to question the importance of helping the company as a variable for negative 

eWOM motivations and should receive a more thorough analysis in further research.  

 

Since this is a quantitative study, a constructive approach is not considered but instead an 

objective approach is used. Thereby this thesis does not cover both whereas a further study 

covering the constructive aspects would help to gain a better understanding of the area of 

research. As such, it is recommended for further analyses to conduct both a quantitative 

approach that is continued with a qualitative approach to get a deeper understanding of the 

relationship between the dependent variables and the independent. 

 

When examining the survey responses, a technical limitation with Google forms occurred 

whereas a respondent could choose to mark more than one box regarding the first question 

concerning their overall satisfaction. This lead to a coding procedure where the authors decided 

to interpret anyone marks the negative box, even if marking positive and/or neither/other as 

well as negative. This could affect the outcome of the results and if the test was conducted 

again. it would be recommended to find an alternative method to collect survey answers where 

a more advanced design approach regarding the internet survey instrument could be adapted. 

 

As shown in the chapter 3 the response rate from the 5 229 students was 203 students, or 

approximately 3.88% which is a relatively low response rate that could hint towards that the 

questionnaire was not being properly formulated and as such too hard to understand. Therefore, 

for further research it should be considered reformulating the questionnaire aiming for a better 

understanding. Secondly, it could also mean that the target population of students at Luleå 

University of Technology was not the most preferable population to collect data from and as 

such for further research, researchers should refrain from using this population for testing. 

Thirdly, it could show that the instrument that the questionnaire was distributed via was not 

best fit. Thereby, further research should consider other instruments in order to collect answers 

if deciding to apply a questionnaire approach. 

 

Due to not deciding exactly when the questionnaire was supposed to be latest conducted, the 

authors did not inform the students a set timeframe whereas they would reply. This 

consequently resulted in a situation where students informed of the survey could choose to read 

the questions, think about the answers and reconsider what would otherwise be their response 

to something else that better fit with what one is supposed to answer. This means that when 

using a more direct approach when collecting the data via face-to-face method the answers 

could be more based on their feelings rather than what one should answer when faced with the 

questions online. Regarding the possibility of further research, it thereby would be 

recommended to contribute with more extensive information to the respondents regarding the 

timeframe whereas the should reply.  

 

While this thesis was looking at the service organizations industry, further research would 

thereby be suited to examine the product related industry regarding the same. Results covering 

both areas would add to the results of this thesis further by implicating the area of research into 
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a broader perspective. Furthermore, to create a better understanding of the research purpose 

future research would preferably aim to conduct a further structural sampling selection using a 

probability sampling and hold a more in depth planned and accurate measurement of the 

research purpose. In addition, this thesis was only using students at Luleå University of 

Technology as sample selection, further research should broaden the sample selection to obtain 

a more solid research analysis, covering broader fields. 
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APPENDIX 1A. SURVEY QUESTIONNAIRE - ENGLISH 

 

What drives you to express yourself online? 

 
The following survey aims to investigate the correlation between customer’s satisfaction with an 

organization offering service and why they choose to express themselves at the organizations online 

social community.  

 

The survey is based on the following scenario: 

 

Scenario: Imagine you have had an experience with an organization offering a service (e.g. airline 

flight, restaurant visit, taxi ride, etc.). Further, imagine you want to express your degree of satisfaction 

about the organization on the organizations online social community. 

 

Depending on what caused your satisfaction, how well does the following statements fit with you? 

Questions 

 

Overall satisfaction 
     

1. I feel motivated to post a comment online 

about to the service organization when 

my overall degree of customer 

satisfaction with the organization is… 

 

☐ Negative ☐ Neither/Other ☐ Positive 

In the following segment of the 

survey, please mark the box most 

appropriate with how you agree 

Strongly 

disagree Disagree Undecided Agree Strongly 

agree 

 

Advice seeking      
2. By stating a comment online, I hope to 

receive advice from other customers of 

the service organization to help solve my 

problem 

☐ ☐ ☐ ☐ ☐ 

3. By stating a comment online, I expect to 

receive advice from other customers of 

the service organization to solve my 

problem 

☐ ☐ ☐ ☐ ☐ 

 

Anxiety reduction 
     



47 | P a g e  

 

4. By stating a comment online, I like to get 

anger off my chest ☐ ☐ ☐ ☐ ☐ 

5. By stating a comment online, my 

contributions help me to shake off 

frustrations about a bad service 
☐ ☐ ☐ ☐ ☐ 

 

Altruism 
     

6. By stating a comment online, I want to 

warn others of bad services 
☐ ☐ ☐ ☐ ☐ 

7. By stating a comment online, I want to 

save others from having the same 

negative experience as me 

☐ ☐ ☐ ☐ ☐ 

 

Helping the company 
     

8. By stating a comment online, in my 

opinion I help the organization it 

concerns, because good companies 

should be supported 

☐ ☐ ☐ ☐ ☐ 

9. By stating a comment online, I express 

my dissatisfaction with the company and 

its service because I want to help the 

company to be successful 

☐ ☐ ☐ ☐ ☐ 

 

Vengeance 
     

10. By stating a comment online, I want to 

take vengeance upon the company 
☐ ☐ ☐ ☐ ☐ 

11. By stating a comment online, I will harm 

the company just as the company harmed 

me 
☐ ☐ ☐ ☐ ☐ 

 

Exertion of power 
     

12. By stating a comment online, I believe 

companies are more accommodating 

when I publicize the matter  
☐ ☐ ☐ ☐ ☐ 

13. By stating a comment online, I believe 

one has more power together with others 

than writing a single letter of complaint 
☐ ☐ ☐ ☐ ☐ 

14. By stating a comment online, I believe the 

platform operator knows the person in 

charge within the company and will 

convey my message 

☐ ☐ ☐ ☐ ☐ 
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APPENDIX 1B. SURVEY QUESTIONNAIRE – SWEDISH 

 

Vad driver dig att uttrycka dig online? 
 

Följande frågeformulär har för avsikt att undersöka relationen mellan kundnöjdhet till en 

organisation som erbjuder en tjänst och varför en individ väljer att uttrycka sin åsikt angående 

organisationen på organisationens sociala media plattform. 

 

Frågeformuläret är baserat på följande scenario: 

 

Scenario: Föreställ dig att du har haft en erfarenhet med en organisation som säljer tjänster (t.ex. 

flygplanstur, restaurang vistelse, taxiresa, osv.). Vidare, föreställ dig att du vill uttrycka din nivå av 

kundnöjdhet angående organisationen på organisationens sociala media plattform.  

 

Beroende på vad som var orsaken till din nivå av kundnöjdhet, hur bra passar följande påstående in 

på dig? 

Frågor 

 

Allmän nöjdhet      

1. Jag känner mig motiverad att skriva en 

kommentar online till 

serviceorganisationen när min nivå av 

allmän grad av kundnöjdhet med tjänste-

organisationen är... 

 

☐ Negativ ☐ Inget/Annat ☐ Positiv 

I följande del av frågeformuläret, 

vänligen markera den box som passar 

bäst in till hur du ställer dig till 

påståendena 

Tar helt 

avstånd 

ifrån 

Tar delvis 

avstånd 

ifrån 
Likgiltig Instämmer 

delvis 
Instämmer 

helt 

 

Hjälpsökande      
2. Genom att skriva en kommentar online 

hoppas jag få hjälp från andra kunder av 

tjänsteorganisationen och därmed få 

hjälp att lösa mitt problem 

☐ ☐ ☐ ☐ ☐ 

3. Genom att skriva en kommentar online 

förväntar jag mig att få hjälp från andra 

kunder av tjänsteorganisation och 

därmed få hjälp att lösa mitt problem 

☐ ☐ ☐ ☐ ☐ 



49 | P a g e  

 

 

Bekymmer reducering 
     

4. Genom att skriva en kommentar online 

vill jag få utlopp för min frustration ☐ ☐ ☐ ☐ ☐ 

5. Genom att skriva min kommentar online 

hjälper det mig att bli av med min 

frustration angående en dålig 

tjänsteerfarenhet 

☐ ☐ ☐ ☐ ☐ 

 

Medmänsklighet 
     

6. Genom att skriva en kommentar online 

vill jag varna andra om en dålig tjänst ☐ ☐ ☐ ☐ ☐ 

7. Genom att skriva en kommentar online 

vill jag rädda andra från att uppleva 

samma dåliga erfarenhet som jag hade 

☐ ☐ ☐ ☐ ☐ 

 

Hjälpa organisationen      

8. Genom att skriva en kommentar online 

hjälper jag enligt mig 

tjänsteorganisationen, detta gör jag för 

att bra organisationer borde få support 

☐ ☐ ☐ ☐ ☐ 

9. Genom att skriva en kommentar online 

uttrycker jag min missnöjdhet med 

tjänsteorganisationen och dess service 

för att jag vill hjälpa organisationen att 

bli framgångsrikt 

☐ ☐ ☐ ☐ ☐ 

 

Vedergällning      

10. Genom att skriva en kommentar online 

vill jag ta vedergällning gentemot 

tjänsteorganisationen 
☐ ☐ ☐ ☐ ☐ 

11. Genom att skriva en kommentar online 

kommer jag att skada 

tjänsteorganisationen, precis som de har 

skadat mig 

☐ ☐ ☐ ☐ ☐ 

 

Maktutövning      

12. Genom att skriva en kommentar online 

tror jag att tjänsteorganisationen är mer 

medgörlig eftersom jag har gjort det 

publikt 

☐ ☐ ☐ ☐ ☐ 
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13. Genom att skriva en kommentar online 

tror jag att en har mer makt tillsammans 

med andra än att skriva ett klagobrev 

direkt till tjänsteorganisationen 

☐ ☐ ☐ ☐ ☐ 

14. Genom att skriva en kommentar online 

tror jag att den ansvariga 

företagskommunikatören känner en 

person i en ledarposition och kommer att 

vidarebefordra mitt meddelande till 

denna 

☐ ☐ ☐ ☐ ☐ 
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APPENDIX 2. LINEARITY 
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