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ABSTRACT		

This study’s purpose was to provide a deeper understanding regarding how millennials’ attitudes 

towards brands are influenced by online communication. With the aim of fulfilling the purpose 

of the study, two research questions of descriptive and explorative kind were stated; “How can 

the factors that influence millennials’ use of electronic word-of-mouth be described?” as well as 

“How does electronic word-of-mouth influence millennials’ brand attitude?”. In order to 

generate potential answers to the stated research questions, a conceptual framework was 

conducted by reviewing scholarly literature. The conceptual framework then provided the study 

with a theoretical foundation of which was utilized during both the data collection and the data 

analysis. Methodologically, this was a case study analyzing qualitative data that was collected 

through eleven semi-structured and in-depth interviews with both male and female millennials. 

The findings and conclusions of this study implied that electronic word-of-mouth has a 

meaningful impact on both the formation of and influence on attitudes towards brands amongst 

the millennials. Moreover, this was heavily dependent on the one disseminated it. However, 

with regard to the ever-evolving area of social network sites, other noteworthy factors such as 

millennials’ need for affiliation, aesthetically appealing firm-generated content and intense 

exposure to digital advertising were emphasized as components of which too formed their 

attitudes towards brands. Furthermore, the results suggested that adopting personalization- and 

social interaction strategies will encourage the spreading of positive electronic word-of-mouth. 

Lastly, positive electronic word-of-mouth was then for its part related to brand loyalty, which 

was reckoned to promote the persistency of positive brand attitudes.  

 

Keywords: electronic word-of-mouth, positive electronic world-of-mouth, negative electronic 

word-of-mouth, brand attitude, millennials, social network sites  



SAMMANFATTNING	

Syftet med denna studien var att bidra till en djupare förståelse för hur milleniers attityd mot 

varumärken påverkas av online kommunikation. För att uppfylla syftet med studien utformades 

två forskningsfrågor som var av beskrivande och utforskande slag; "Hur kan faktorer som 

påverkar milleniers användning av elektronisk mun-till-mun-kommunikation beskrivas?” samt 

"Hur påverkar elektronisk mun-till-mun-kommunikation milleniers attityd mot varumärken? 

För att skapa potentiella svar på de angivna forskningsfrågorna utformades ett konceptuellt 

ramverk referensram baserad på författarnas granskning av vetenskaplig litteratur. Det 

konceptuella ramverket fungerade även som en teoretisk grund som användes när författarna 

samlade in data samt under analysen av data. Metoden som användes för att utföra studien kallas 

för en fallstudie vilket innebar att författarna analyserade kvalitativ data som samlades in genom 

elva semi-strukturerade djupintervjuer med både manliga och kvinnliga deltagare. Analysen av 

den insamlade datan samt slutsatserna av denna studie visade att elektronisk mun-till-mun-

kommunikation har en meningsfull påverkan på milleniers attityd mot varumärken. Dessutom 

visade studien på att milleniers attityd var starkt påverkad av vem som sprider mun-till-mun-

kommunikation. Andra anmärkningsvärda faktorer som påverkade milleniers attityder inom det 

ständigt utvecklande området sociala nätverkstjänster var; milleniers behov av bekräftelse och att 

känna gemenskap, tilltalande estetiskt innehåll genererat av varumärken samt intensiv exponering 

för digital reklam. Vidare demonstrerade analysen och slutsatserna att varumärken som använder 

sig av interaktionsstrategier av personlig och social karaktär uppmuntrar spridningen av positiv 

elektronisk mun-till-mun-kommunikation. Slutligen indikerade slutsatserna att positiv 

elektronisk mun-till-mun-kommunikation var relaterat till varumärkeslojalitet, vilket i sin tur 

även främjade positiva varumärkesattityder. 

 

Nyckelord: elektronisk mun-till-mun-kommunikation, positiv elektronisk mun-till-mun-

kommunikation, negativ elektronisk mun-till-mun-kommunikation, varumärkesattityd, 

millenier, sociala nätverkstjänster 
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1.	INTRODUCTION	

The first chapter will present the chosen topic for this bachelor’s thesis. To begin with, a 

background will be provided which will include research connected to social network sites, 

electronic word-of-mouth, brand attitude and millennials. A problem discussion will then 

follow, coupled with the purpose of this thesis and lastly, research questions of relevance will be 

outlined. 

 

1.1	BACKGROUND		

Choi and Scott (2013) states that the Internet has transformed into more than just a medium of 

information. Accordingly, social media is one of the most used services on the Internet which 

includes social network sites (SNSs) (Choi & Scott, 2013). SNSs are defined as “web-based 

services that allow users to construct a public or semi-public profile within a bounded system, 

articulate a list of other users with whom they share a connection and view and traverse their list 

of connections and those made by others within the system” (Choi & Scott, 2013, p. 2) 

Moreover, social media constitutes a marketing landscape that is constantly in change (Kohli, 

Suri & Kapoor 2015; Varbanov 2015). Social media marketing, which applies to SNSs, is defined 

as “an interdisciplinary and cross-functional concept that uses social media, often in combination 

with other communications channels, to achieve organizational goals by creating value for 

stakeholders” (Felix, Rauschnabel & Hinsch, 2017, p. 123). Thus, it is evolving in a way that 

intrinsically emphasizes the benefits of having a holistic mind-set (Tafesse & Wien, 2018).  

 

As Kucukemiroglu and Kara (2015) suggest, the comprehensive spread of the Internet has led to 

an effective channel for communication at either no cost or perhaps low cost. Also, Helal, 

Ozuem and Lancaster (2018) asserts that communication platforms have developed over time 

and are now described as tools for connecting consumers and brands. From another perspective, 

according to Andzulis, Panagopoulos and Rapp (2012) and Leitch and Merlot (2018), the 

rationalization of SNSs is dependent on both the brand and its customers. Regular consumers 

now have the power to influence the content of which brands produce on their SNSs (Helal et 

al., 2018; Kucukemiroglu & Kara, 2015). They mean that by one click, consumers can engage, 

express and share their opinions which creates a dynamic and democratic setting in the 

consumer-brand relationship (Helal et al., 2018; Bickart & Schindler, 2001). Correspondingly, 

consumers are empowered by companies to be a part of building the brand on SNSs (Helal et 

al., 2018).  
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Wang and Kim (2017) states that brand communication is now described as a two-way 

communication between the brand and the consumer, where the consumer is a “co-author” 

regarding the creation of value for the brand (Andzulis et al., 2012; Leitch & Merlot, 2018). 

Hence, because of the emergence of SNSs, marketers can now interact with their customers to 

a greater extent (Tafesse & Wien, 2018 & Varbanov, 2015). Thereby, SNSs promote a powerful 

space where consumers can be reached for the sake of influencing them and in turn gaining 

valuable brand impact (Tafesse & Wien, 2018; Varbanov, 2015). 

 

Islam and Rahman (2016) asserts that within marketing, the attention given to comprehend the 

originators and outcomes of interactions between customers has lately increased. The increased 

emphasis on the mentioned phenomenon has in turn led to the rise of word of mouth (WOM) 

marketing (Islam & Rahman, 2016). They state that before, WOM could be explained as 

customers orally speaking with each other concerning a brand (Islam & Rahman, 2016). The 

mentioned definition of WOM has transformed harmonious with the digitalization and as a 

result, customers now interact more frequently on SNSs (Islam & Rahman, 2016; Kim, Park, 

Lee & Park 2018). Online interaction of such character is known as electronic word-of-mouth 

(eWOM) (Zhang, Abound Omran & Cobanogly, 2017). eWOM is in turn found to be affected 

by consumers’ perceived way of a brand’s engagement which for its part influences brand attitude 

(BA) (Bhandari & Rodgers, 2018). 

 

According to Schivinski and Dabrowski (2016), BA is often used globally as an evaluation tool 

which is based on a positive or negative reaction to an occurrence with a brand, and in turn the 

specific attributes of the brand’s product. Also, related to eWOM, the communication exchange 

between consumers regarding opinions about a brand is known to be highly influential on the 

individual consumer’s BA (Schivinski & Dabrowski, 2016).  

 

BA is formed by the components affect, behavior and cognition (Arora & Agarwal, 2019). In 

addition, it can be influenced differently depending on a consumer’s age (Iyer, Eastman, 

Monteiro, Rottier & Xokarkar, 2016; Arora & Agarwal, 2019). Similarly, older generations are 

more unwilling to adapt to the digitalization (Arora & Agarwal, 2019). In regard to the 

mentioned, the millennials of whom are born between 1980 and 2000 (Weber & Urick, 2017) 

constitutes today an important customer group since they represent 80 % of the social media 

users (Helal et al., 2018). Williams, Crittenden, Keo and McCarty (2012) and Muskat, Muskat, 

Zehrer and Johns (2013) mean that the millennials are born into the digital world where 
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technology has been a natural part of the generation's life. Besides, the millennials make a 

dominant customer segment on the consumption market and will therefore play an essential role 

in the development of how companies communicate on SNSs (Smith, 2011). 

 

1.2	PROBLEM	DISCUSSION	

Hammick and Ju (2018) suggest that opposed to focusing on traditional promotions, SNS 

interaction should be prioritized and followed up by measuring its influence on factors such as 

BA. For example, companies can now identify consumers’ behaviors along with their brand 

preferences in a more efficient way compared to before (Lamberton & Stephen, 2016; Varbanov, 

2015). Nevertheless, Canhoto, Clark and Fennemore (2013) mean that marketers do struggle 

with practicing social media marketing in a beneficial way. The issue is strengthened by Lu, 

Wang and Maciejewski (2014), who suggests that the marketing issue originates from extracting 

usable information from content in SNSs. These can include Instagram, Facebook, Twitter and 

YouTube (Erkan, 2015). Hence, due to the content being relatively unstructured it is thus 

difficult for organizations to evaluate consumers’ perception in a cost-efficient way (Lu et al., 

2014). 

 

Zhang, et al. (2017) asserts that the millennials will influence other generations regarding the use 

of SNSs and mobile technology. In like manner, they mean that the generation will continue 

embracing social networking through mobile applications (Zhang et al., 2017). Furthermore, 

consumer-to-consumer interactions involves eWOM which refers to either positive or negative 

opinions stated by consumers online (Chu & Kim, 2011; Hennig-Thurau, Gwinner, Walsh & 

Gremler, 2004; Amed, Mukherjee, Das & Datta, 2019; Chan & Ngai, 2011).  

 

Nevertheless, there exists research gaps regarding determining successful eWOM on SNSs (Kim 

et al., 2018). Furthermore, Zhang et al. (2017) states that it is important to understand millennials’ 

eWOM behaviors connected to a positive or negative brand experience. From another 

perspective, there is still a lack of knowledge concerning how online communication impacts 

BA and in particular millennials’ BA, in spite of the emerging research (Schivinski & Dabrowski, 

2016). In accordance, as per Zhang et al., eWOM will endure and be spread by the millennials 

and therefore, millennials’ attitudes need to be appreciated. 

 

Given the above, there is a relationship between eWOM and BA (Schivinski & Dabrowski, 

2016) and this study aims to further continue investigating that relationship, but more specifically 
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millennials’ attitude towards brands. Also, since brands communicate to a greater extent on social 

media it is hence appropriate to study SNSs (Wagner, Baccarella & Voigt, 2017). Additionally, 

the millennials are relevant for this study due to them being frequent users of SNSs (Arora & 

Agarwal, 2019), and because of the lack of research concerning eWOM and its impact on 

millennials’ attitude towards brands (Kim et al., 2018; Zhang et al., 2017; Schivinski & 

Dabrowski, 2016). Thus, this study intends to minimize the stated gaps connected to the ever-

evolving area of SNSs and millennials’ attitudes (Arora & Agarwal, 2019). Thereby, it aims to 

contribute in the field of social media communication including eWOM which is an occurrence 

that can be appreciated when one understands how the phenomenon impacts consumers’ BA 

(Schivinski & Dabrowski, 2016).  

  



5 

1.3	PURPOSE 

From the introduction above, the purpose of this study is to provide a deeper understanding 

on how millennials’ brand attitudes are influenced by online communication. 

 

1.4	RESEARCH	QUESTIONS	

RQ1: How can the factors that influence millennials’ use of eWOM be described?  

RQ2: How does eWOM influence millennials’ BA?  

 

1.5	OVERVIEW	OF	ENTIRE	THESIS	

This section will provide an overview of how this study is outlined, the coming chapters and 

lastly the content of each chapter. 

 

1.5.1	OUTLINE	OF	THE	THESIS	

® Chapter 1: Introduction – The first chapter will begin with a background followed 

by a problem discussion, which in turn will result in a purpose coupled with relevant 

research questions.  

® Chapter 2: Literature Review – Here, theories of relevance to the presented research 

questions will be provided. They will be summarized in a conceptual framework.  

® Chapter 3: Methodology – A motivation will be outlined regarding how the 

methodology choices has been made for this thesis. 

® Chapter 4: Empirical Data – In this chapter, the empirical data that has been 

conducted will be presented. 

® Chapter 5: Data Analysis – Chapter 5 will include a comparison between the 

empirical data and the conceptual framework. 

® Chapter 6: Findings and Conclusions - The final chapter will present and outline the 

most important findings and conclusions of this thesis.  
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2.	LITERATURE	REVIEW	

The following chapter will outline the theories and important concepts that will make the 

foundation of this study. Furthermore, the most significant research connected to the study will 

be summarized and used to develop a conceptual framework. 

 

2.1	THE	FACTORS	INFLUENCING	MILLENNIALS’	USE	OF	EWOM		

Today’s modern brands are focusing to a larger extent on engaging in SNSs due to the advantages 

it offers both brands and consumers as a platform where both parties have equal right to 

expression (Helal et al., 2018; Zhang et al., 2017; Kucukemiroglu & Kara, 2015). Since 

consumers now have an equal right to expression, including writing customer reviews, they can 

also influence thousands of purchase decisions with a few sentences (Choi, Thoeni & Kroff, 

2018). Therefore, it is important for brands to have a strategic plan and always strive for 

improvements in regard to their eWOM (Choi & Thoeni, 2016; Bhandari & Rodgers, 2018; 

Chevalier & Mayzlin, 2006). 

  

eWOM communication among consumers is used on multiple SNSs and therefore it makes an 

important tool for brands during interaction with their current and potential consumers (Erkan, 

2015). Moreover, consumers interact with brands through their posts by liking, sharing or 

commenting (Hoffman & Fodor, 2010). Hence, if brands are more active on SNSs it will 

generate more visibility and eWOM (Erkan, 2015). However, Erkan asserts that all content 

which brands post on SNSs does not always receive the same amount of response. Moreover, 

he states that the quantity of eWOM is connected to the level of interest among the users (Erkan, 

2015). This is also supported by the social network theory which implies that involvement has 

a significant impact on eWOM (Wangenheim & Bayón, 2007). In addition, depending on what 

types of content a brand posts on SNSs affects the level of customer involvement (Erkan, 2014; 

Erkan 2015). 

 

According to Erkan (2015), eWOM is spread amongst various SNSs in different ways. For 

instance, Facebook has no restrictions regarding types of posts, YouTube refers to video 

interaction, Instagram both enables photo and video sharing whilst Twitter allows text posting 

with limitations (Erkan, 2015). In regard to Instagram, eWOM is spread on brands’ posts where 

consumers can interact with each other (Erkan, 2015). Also, Instagram is experienced as more 

entertaining in regard to advertising compared to other platforms (Voorveld, 2018). As for 
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Twitter, eWOM is facilitated in terms of Twitter being a socialization phenomenon where posts 

invite to interaction (Chu & Sung, 2015). According to Amezcua and Quintanilla (2016), 

YouTube enables its users to share and communicate on brand sponsored videos. Similarly, 

Kucukemiroglu and Kara (2015), Beig and Khan (2018) and Mochon, Johnson, Schwartz and 

Ariely (2017) claims that Facebook is an effective platform in regards of brand communication 

and eWOM. Additionally, in a study where Voorveld, van Noort, Muntinga and Bronner (2018) 

examined the differences on how social media engagement varies on platforms, Facebook was 

ranked highest on topicality and social interaction together with immediacy. 

 

On a final note, consumers are now more aware of exposing their opinions regarding 

unsatisfactory or satisfactory experiences (Zhang et al., 2017; Choi et al., 2018). Therefore, SNSs 

are advantageous for brands in regard to eWOM in two major ways; preventing negative eWOM 

by interacting with their customers and provoking positive eWOM (Erkan, 2015). The two 

following sections will discuss positive eWOM and negative eWOM more in-depth.  

 

2.1.1	POSITIVE	EWOM	

Zhang et al. (2017) says promoting eWOM of positive kind makes a key success factor for brands. 

The sense of belonging affects the eWOM participation most significantly (Choi et al., 2018). 

Moreover, positive eWOM communication influences consumption experiences 

(Kucukemiroglu & Kara, 2015). Furthermore, Choi et al. claim that eWOM first and foremost 

been discussed from a user-based perspective, and that brands can encourage positive eWOM 

by engaging more in brand communication. Hence, positive eWOM from a brand action 

perspective could beneficially be researched further (Choi et al., 2018).  

 

According to Choi et al. (2018), the intensity of consumers’ SNSs usage as well as their brand 

loyalty has a great effect in terms of increasing a brand’s positive eWOM. Moreover, it is vital 

for brands to value the benefits of consumer communication in regard to feedback and questions 

(Choi et al., 2018). In addition, a brand should focus on identifying the consumers that are loyal 

to the brand in order to develop a strong relationship with them (Choi et al., 2018). This in 

order to increase the brand’s positive eWOM (Choi et al., 2018). 

 

Ho and Bodoff (2014) emphasizes the importance of using a personalization strategy in order to 

achieve positive eWOM. Thus, a brand’s social network page should adapt to its users’ personal 

preferences (Ho & Bodoff, 2014). For instance, Choi et al. (2018) indicates that personalizing a 
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brand’s Facebook page is advantageous for fostering positive eWOM. Choi and Thoeni (2016) 

also highlighted the importance of providing SNSs that are personal and transparent in order to 

attract consumers. Similarly, Wangenheim and Bayón (2007) proposes that higher level of 

knowledge and curiosity drives customers to engage more in a brand and thus spreads positive 

eWOM. According to Choi et al., a content in which a brand mediates should be adjusted and 

suitable for individual consumers as well as providing information that is honest, open and 

relevant for the specific consumer. These factors will facilitate and contribute to the brand’s 

positive eWOM (Choi et al., 2018). Hence, if a brand has a well-planned communication it in 

turn leads to consumers that is committed and feel a high level of trust towards the brand 

(Duncan & Moriarty, 1998). 

 

Choi and Scott (2013) addresses that the level of trust among users of SNSs has an impact on the 

effectiveness of spreading eWOM. Moreover, they mean that trust generates a mutual 

information exchange (Choi & Scott, 2013). In other words, prioritizing building consumer trust 

facilitates positive eWOM (Choi & Scott, 2013). However, Tsao and Hsieh (2012) asserts that 

trust does not trigger spreading positive eWOM alone. They mean that trust must be transformed 

into commitment towards the brand in order to contribute to positive eWOM (Tsao & Hsieh, 

2012), which in reverse strengthens trust (Bulut & Karabulut, 2018). Accordingly, Wang, Wang 

and Liu (2016) states that commitment and trust are crucial factors affecting consumer-brand 

relationships which is also supported by the commitment-trust theory (Morgan & Hunt, 1994). 

Moreover, Bulut and Karabulut (2018) asserts that users’ comments on brands’ SNSs affect the 

component trust. Finally, positive eWOM is triggered by the sense of commitment to brand 

together with the level of satisfaction (Tsao & Hsieh, 2012). 
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2.1.2	NEGATIVE	EWOM	

Negative eWOM is referred to information which is exchanged between consumers regarding 

complaints about a brand (Amezcua & Quintanilla, 2016). Furthermore, Amezcua and 

Quintanilla states that negative eWOM can create a doubtful reputation as well as doubtful 

perception regarding a brand’s intentions. Nevertheless, Chu and Kim (2011) states that eWOM 

of negative such could mainly harm the attractiveness of a brand to a certain degree. In addition, 

negative eWOM among consumers on SNSs decrease trust towards brands (Tsao & Hsieh, 

2012). It is also acknowledged by Chu and Kim that negative eWOM first and foremost appears 

on SNSs.  

 

However, as stated by Luo (2007), negative eWOM could be crucial for a company through 

aspects such as revenue and productivity (Heung & Lam, 2003). With regard to the prospect 

theory, displeasing experiences tend to play a greater role in comparison to positive ones (Ho, 

Lim & Camerer, 2006). An example of this is stated by Gerlsbeck (2006, p. 6) as “bad reputation 

can’t be beat: 50 % of consumers who were told of a poor shopping experience by a friend will 

not set foot in that store and won’t be swayed by the retailer’s ads”. Hence, negative eWOM 

has a greater impact in comparison to positive eWOM (Bulut & Karabulut, 2018; Luo, 2007).  

 

As per Amezcua and Quintanilla (2016), negative eWOM can be of tough nature since other 

dissatisfied peers can reinforce the disseminated eWOM when interacting with the initiator. 

Thus, a more cynical behavior is adopted when spreading negative eWOM (Amezcua & 

Quintanilla, 2016). Consequently, negative eWOM has more power in comparison to WOM 

(Amezcua & Quintanilla, 2016). 

 

Garg and Kataria (2013) and Kumar and Purbey (2018) found that one motive for spreading 

negative eWOM is anxiety reduction. Apart from that, they identified that those who were more 

likely to spread negative eWOM had high cognitive dissonance (Garg & Kataria, 2013). On the 

contrary to positive eWOM, negative eWOM negatively affects purchase intention (Tsao & 

Hsieh, 2012). In order for brands to prevent negative eWOM, research points at considering the 

importance of brand involvement (Amezcua & Quintanilla, 2016). Furthermore, altruism, which 

refers to preventing others form having a negative experience is too considered being a factor 

for spreading negative eWOM (Kumar & Purbey, 2018). However, Kumar and Purbey too 

argues that advise seeking is a motivator for disseminating negative eWOM since it generates 

advices regarding knowledge about a brand’s product or service. 
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2.2	THE	INFLUENCE	OF	EWOM	ON	MILLENNIALS’	BA	

Schivinski and Dabrowski (2016) stresses that BA is based on a product’s different attributes 

which are tenability, serviceability, errors and the overall performance and features. However, 

although these specific attributes can be measured, some researchers suggest that BA might derive 

from inexplicable variables that cannot be measured (Schivinski & Dabrowski, 2016). In 

addition, Kucukemiroglu and Kara (2015) states that eWOM marketing plays a significant role 

in terms of affecting BA. 

 

According to Ganesan, Sridha and Priyadharsani (2017), in order to affect and change consumers’ 

attitudes toward brands, it is important for brands to alter a consumer's belief regarding the 

product or service of which the brand offers. Thus, what forms a customer's BA are the features 

of the brand communication including eWOM and how the marketing content is designed 

(Ganesan et al., 2017).  This is too underlined by Fournier and Avery (2011) who accentuates 

the importance addressing how brand communication needs to be designed correctly in order 

to provoke positive consumer reactions that leads to positive BA. Moreover, the brand 

experience often creates a behavioral intention based on the positive or negative attitudes that 

comes with the purchase which in turn can transform into repurchase intention and eWOM 

(Ganesan et al., 2017). It is important that the consumer forms a positive attitude towards the 

product since the brand identity and the brand image will determine if the consumer will be 

recurrent or not (Ganesan et al., 2017). From another perspective, Wang et al. (2016) states that 

trust influence the consumers BA to a great extent. Accordingly, a beneficial consumer-brand 

relationship is dependent on the level of trust and commitment according to the commitment-

trust theory (Morgan & Hunt, 1994). 

 

The ABC model is a model supported by Solomon (1996) and Ray (1973) which implies that 

BA is mainly shaped by three factors; affect, behavior and cognition (Ho, Lado & Rivera, 2017; 

Arora & Agarwal, 2019). Furthermore, Da Silva and Syed Alwi (2006) states that affect is more 

applicable concerning luxury products rather than cognition which in turn is more relevant 

when evaluating functional products. This study will solely focus on affect and cognition as 

components of attitude. Thus, the behavioral factor will not be considered.  

 

According to Martínez Caro and Martínez García (2007), comprehending product attributes is 

a part of a cognitive process while affect is defined as “evaluative reactions that can be embodied” 
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(Clore & Schnall, 2005, p. 438). For instance, affect could illustrate an imaginary shopping 

experience, influencing forthcoming purchase decisions (Ho et al., 2017).  

 

Few philosophers mean that cognitive structure is the one factor affecting attitudes and that affect 

is connected to the cognitive structure (Saunders & Buehner, 2013) while some declares that 

affect independently impacts attitudes towards brands (Clore & Schnall, 2005; Keer, Conner, 

Putte & Neijens, 2014). In accordance with Najmi, Atefi and Mirbagheri (2012) emphasis should 

be given more to the cognitive processes in attitude development rather than the emotional part. 

Concludingly, there are also studies shown that both cognition and affect have a mutual impact 

(Ho et al., 2017). Given the stated, what factor influences what is hence indefinite (Ho et al., 

2017). Below follows an explanation of both cognition and affect and how those components 

respectively concern what one thinks and what one feels.  

	

2.2.1	COGNITIVE	BA	–	THINKING		

Lutz, MacKenzie and Belch (1983) describes brand cognitions as a receiver’s perceptions of a 

brand. Accordingly, cognition is the outcome of the process of thinking which leads to 

comprehension, perception, awareness and judgement (Ho et al., 2017). Attitude research has 

first and foremost included studying cognitive processes where three types of them have been 

acknowledged; brand cognitions, ad cognitions as well as unrelated judgements (Najmi et al., 

2012). The convincing messages drives the message receiver to associate the information with 

the current brand-related such together with attitude, knowledge among others. As a result, the 

described phenomenon brings forth brand cognitions and forms a new BA (Duffett & Wakeham, 

2016).  

 

Another way to look at attitude formation, as in regard to cognition processes, is proposed by 

the information integration theory (Najmi et al., 2012). According to Najmi et al., the theory 

explains that new brand information will be unified with existing brand beliefs. The portrayed 

perspective is much similar to the expectancy-value model which underlines that brand 

cognitions are mediated by opinions of what definite attributes the considered brand has, coupled 

with the values supporting those (Najmi et al., 2012). 

 

2.2.2	AFFECTIVE	BA	–	FEELING	

Ho et al. (2017) describe affect as being based on emotions regarding a particular excitation. 

According to Bodur, Brinberg and Coupey (2000), some researches declares that affect and 
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cognition are independently influencing BA. Further, MacKenzie, Lutz, and Belch (1986) 

confirmed the mentioned, disempowering a fully cognitive process. Hence, ad-provoked affect 

is stressed to be independent of other factors, meaning that cognition and affect separately 

influences BA (Bodur et al., 2000). Furthermore, as pursuant to Bodur et al., feelings have both 

an indirect and direct impact on ad-affect. Also, it is more common now that researchers are 

motivated to differentiate positive affect (Homer, 2006). Moreover, the negative affect is 

unfavorable for BA whereas on the contrary, positive affect has an advantageous effect on BA 

(Edell & Burke, 1987; Homer, 2006).  

 

Applicable to attitudes, recipients being familiar with a brand will be predominantly reliant to 

their own existing judgement regarding the brand than on ad-attitudes, concerning the 

formation of their BA (Homer, 2006). In addition, Homer suggest that affect has a greater impact 

on BA with reference to new brands. Moreover, Bodur et al. (2000) claims that positive affect 

has an impact on BA through brand cognition regarding familiar brands and directly for new 

brands. Consequently, negative affect has both a direct and great influence on attitude towards 

brands independent of familiar or unfamiliar brand circumstances (Bodur et al., 2000). Given 

these points, brand familiarity can be seen as a mediator in each said relation apart from BA and 

negative affect (Bodur et al., 2000). 

 

2.2.3	EWOM	AND	MILLENNIALS’	BA	

It is of highest importance to comprehend millennials’ eWOM habits (Zhang et al., 2017). This 

being due to the already stated fact that millennials are said to represent the most engaged in 

SNSs interactions compared to other generations (Zhang et al., 2017; Mangold & Smith, 2012). 

The millennials view communication on SNSs as being accessible, offered and immediate and 

therefore time and geography do not impact the prescience of the current technology 

(Lingelbach, Patino & Pitta, 2012). Furthermore, their desire to connect with others is reasoned 

to be the factor making them be the most frequent users of SNSs (Palfrey & Gasser, 2013; 

Williams et al., 2012; Zhang et al., 2017; Muskat et al., 2013). Similarly, the millennials are more 

expected to be influenced by information collected from SNS channels (Zhang et al., 2017). 

 

Iyer et. al (2016) states that 66 % of millennials that are active on SNSs recommends others to 

visit platforms. According to Bhandari and Rodgers (2018) and Muskat et al. (2013), the 

millennials are more reliant on their peers’ endorsements rather than those coming from other 
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sources. In fact, they are twice as probable to rely on other peer’s suggestions in purchase 

decisions, compared to other generations (Muskat et al., 2013). Chu and Kim (2011) asserts that 

the millennials rely more on their friends and acquaintances due to them being considered as 

more trustworthy. Correspondingly, eWOM impacts them more than any other generation (Iyer 

et al., 2016). Hence, they are less influenced by other traditional marketing approaches and are 

instead more influenced by positive eWOM from their peers (Zhang et al., 2017; Chu & Kim, 

2011; Leskovec, Adamic & Huberman, 2007) 

 

Millennials can be difficult to target due to their awareness of being targeted (Iyer et al., 2016). 

From another view, there are studies declaring that millennials possess negative attitudes in 

general towards brand mediated content (Beard, 2003). Beard also asserts that the group of 

millennials believe that communicated advertising is deceptive. Despite the overall negative 

attitude towards advertising of which millennials possesses, they favor electronic advertising (Iyer 

et al., 2016; Smith, 2011). Nonetheless, other researchers such as Chatterjee (2008) proposes that 

targeting millennials through ads can be effective. 

 

Zhang et al. (2017) claims that the millennials are considered to be unique in a way that have 

resulted in much effort put into understanding the segment’s attitudes, together with their 

behaviors. On the contrary, Helal et al. (2018) means that because of the millennials extensive 

use of the Internet and in turn diminished global boundaries, the age group is identified as a 

consumer group with a homogeneous behavior. Correspondingly, millennials’ similar behavior 

and consumption patterns facilitates for brands when they are preforming their brand 

communication on SNSs (Helal et al., 2018). In regard to their similar behavior, the generation 

is considered to be exceptional multitaskers that consequently makes them impatient (Iyer et al., 

2016). Continuously, millennials are said to be consumption-oriented along with aware of 

advertising tactics (McCrea, 2011). Also, because of the millennials are needy for affiliation, SNSs 

plays an important role in millennials lives (Iyer et al., 2016). 

 

According to Kotler and Armstrong (2014, p. 673), attitude is defined as “a person’s consistently 

favorable or unfavorable evaluations, feelings and tendencies toward an object or idea”. As 

outlined in the background, Iyer et al. (2016) declares that one factor that has a significant impact 

on attitude and in turn purchase decision is age. Similarly, the millennials perceive 

communication differently than previous generations (Lingelbach et al., 2012). 
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According to Pace, Balboni and Gistri (2017), millennials’ attitudes towards brands can either 

trigger eWOM or be an effect of eWOM. Thus, SNSs connects BA with eWOM, where 

positive or negative expressions of feelings are being declared (Pace et al., 2017). Also, uniquely 

for millennials is the fact that their incitement for eWOM behavior includes their opinion of 

that they could have an impact on other’s BA (Schawbel, 2015). Furthermore, Yalçin, Eren-

Erdoğmuş and Demir (2009) suggests that positive brand associations are affected by price. 

Hence, getting value for money does matter explanatory wise for achieving positive BA for 

millennials (Yalçin et al., 2009). 

 

Yalçin et al., (2009) asserts that millennials are early adopters and therefore sets trends. 

Furthermore, Morton (2002) declares that the millennials are more certain to be loyal to a brand 

concerning those who evokes high brand equity perception. Given the stated, it is vital to 

comprehend how the millennials need to be targeted for the purpose of creating eWOM and in 

term positive BA (Yalçin et al., 2009). 

 

2.3	CONCEPTUAL	FRAMEWORK	

The following section will present this thesis’ conceptual framework that will support the 

research purpose of this study. The most relevant previous research will be presented which will 

guide the data collection for the purpose of answering the research questions. Initially, table 1 

below will retell the overall purpose of this thesis coupled with the two research questions.  

 

TABLE 1: RESEARCH PURPOSE AND RESEARCH QUESTIONS  

 

• Provide	a	deeper	understanding	on	
how	millennials'	attitudes	towards	
brands	are	influenced	by	online	

communication
RESEARCH	PURPOSE

•How	can	the	factors	that	influence	millennials'	use	of	
eWOM	be	described?	RQ1

• How	does	eWOM	influence	millennials’	BA?	RQ2
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Table 1 presents the main focus of the study. The literature review will now continue with 

conceptualizing the study’s two research questions with help from what has been acknowledged 

and analyzed in scholarly literature. This will provide the authors with a foundation for the 

upcoming data collection and analysis and will be followed by a conceptual framework which 

will clarify this study’s approach. 

 

2.3.1	CONCEPTUALIZATION	OF	RQ1		

RQ1 of this study aims to describe how the factors that influence millennials’ use of eWOM can 

be described. Previous research regarding eWOM and SNSs have been presented in the literature 

review and makes a foundation for answering the purpose of this study. The purpose with RQ1 

in particular, is to develop a deeper understanding on what influences eWOM to spread on SNSs 

together with what influences spreading positive and negative eWOM. This in order to 

appreciate how RQ2 is going to be answered along with this study’s purpose.  

 

The part of the study connected to RQ1 is based on previous studies as one by Kucukemiroglu 

and Kara (2015), which examines the factors influencing eWOM communication engagement. 

Furthermore, this part of the study is too based on previous research conducted by Zhang et al. 

(2017) which investigated millennials’ eWOM behavior on SNSs. Additionally, the authors 

included information from a study by Choi et al. (2018) that sorted out brand actions on social 

media connected to eWOM and brand loyalty, together with social media usage intensity. 

Another important study that has been used is by Erkan (2015) who’s research concerned 

eWOM on Instagram and customers’ engagement. Lastly, for this part of the study, much 

information has been gathered from Chu and Kim (2011) who suggested the determinants of 

consumer engagement in eWOM in SNSs.  

 

The relevance of the study by Kucukemiroglu and Kara (2015) was ideal due to its contribution 

regarding conclusions in the area of eWOM on SNSs. The research performed by Zhang et al. 

(2017) was selected for this study due to their informatory findings on the relationship between 

millennials’ behaviors on SNSs and eWOM. Furthermore, Zhang et al. (2017) was used as a 

foundation for this study due to the research being relatively new and unique since there is 

limited research regarding millennials and their behavior on SNSs. The study conducted by Choi 

et al. (2018) was chosen for the purpose of receiving a broader perspective on eWOM on SNSs, 

since it examines the phenomenon from a brand-action perspective. Furthermore, the study by 

Erkan (2015) was of highest relevance for this study, since its main focus was on investigating 
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customers’ engagement with eWOM. The study of Chu and Kim (2011) functioned as 

complement to the study of Erkan (2015) considering that it investigated the factors of 

consumers’ engagement in eWOM on SNSs and thereby strengthened the theoretical 

foundation of this study. This part of the study is supported by several other studies as well. In 

table 2 below factors affecting how eWOM varies on SNSs supported by researchers will be 

presented. 

 

TABLE 2: CONCEPTUAL FRAMEWORK FOR RQ1 

RQ1:	How	can	the	factors	that	influence	millennials’	use	of	eWOM	be	described?		
Theme	 Finding	 Reference  
Factors	influencing	
spreading	positive	
eWOM		
 

Consumer trust generates positive 

eWOM  

Choi and Scott (2013) 

The content generated by brand’s 

pages  

Erkan (2015); Kucukemiroglu and Kara 

(2015); Chu and Kim (2011) 

Instagram is experienced as more 

entertaining compared to other 

platforms 

Voorveld et al. (2018)  

Positive eWOM is triggered by 

the sense of commitment toward a 

brand 

Tsao and Hsieh (2012); Choi et al. (2018) 

 

Positive eWOM is triggered by 

the level of satisfaction toward a 

brand 

Choi et al. (2018); Zhang et al. (2017) 

The intensity of consumers’ SNSs 

usage increases positive eWOM 

Choi et al. (2018) 

Personalization strategies promotes 

positive eWOM  

Ho and Bodoff (2014) 

Higher level of knowledge and 

curiosity drives spreading positive 

eWOM 

Wangenheim and Bayón (2007) 

Higher level of involvement has a 

significant impact on positive 

eWOM  

Wangenheim and Bayón (2007) 

Factors	influencing	
spreading	negative	
eWOM		
 

Anxiety reduction Garg and Kataria (2013) 

Preventing others having a 

negative experience 

Kumar and Purbey (2018)  

Generating advices regarding 

knowledge about a product or 

service   

Kumar and Purbey (2018)  

Dissatisfactory experience  Zhang et al. (2017) 

The content generated by brand’s 

pages. 

Erkan (2015); Kucukemiroglu & Kara 

(2015); Chu & Kim (2011) 
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2.3.2	CONCEPTUALIZATION	OF	RQ2		

RQ2 of this study aims to provide a deeper understanding regarding how eWOM on SNSs 

affect millennials’ attitudes towards brands. This part of the study is based on Ganesan et al. 

(2017) who have conducted research regarding dimensions of attitude towards brands way of 

communicating, that in turn influences a consumer’s BA. Furthermore, other research which is 

considered for this part of the study is outlined by Schivinski and Dabrowski (2016) who has 

concluded that eWOM has a positive influence on BA. Lastly, the commitment-trust theory, 

created by Morgan and Hunt (1994), is considered which outlines how the consumer-brand 

relationship is dependent on trust and commitment. 

 

The research conducted by Ganesan et al. (2017) was selected since it included different 

fundamental factors which influences attitude formation. This is relevant for this study in order 

to understand how millennials form their BA (Ganesan et al., 2017). Schivinski and Dabrowski 

(2016) explains the positive relationship between eWOM and BA, which strengthens the 

theoretical foundation of this study. The commitment-trust theory then complements the 

theoretical foundation with research regarding how the factors trust and commitment are vital 

when developing a consumer-brand relationship (Morgan & Hunt, 1994). Thus, the 

commitment-trust theory by Morgan and Hunt (1994) has been frequently used in previous 

scientific research with the aim to investigate similar areas. The study of Morgan and Hunt (1994) 

is therefore considered to be relevant as a basis, together with support from other research, 

concerning RQ2. In table 3 below are factors outlined that influences millennials’ BA which is 

supported by researchers. 

 

TABLE 3: CONCEPTUAL FRAMEWORK FOR RQ2 

RQ2:	How	does	eWOM	influence	millennials’	BA?		
Theme	 Finding	 Reference		
Millennials’	traits	
 

Millennials embrace social 

networking through mobile 

applications 

Zhang et al. (2017) 

 

Millennials are expected to be 

influenced by information 

collected from SNSs platforms 

Zhang et al. (2017) 

Millennials rely more on their 

friends and acquaintances due to 

them being considered as more 

trustworthy 

Chu and Kim (2011) 

Millennials can be difficult to 

target due to their awareness of 

being targeted  

Iyer et al. (2016) 
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Millennials possess negative 

attitudes in general towards brand’s 

content 

Beard (2003) 

Millennials favor electronic 

advertising 

Iyer et al. (2016); Smith (2011) 

Millennials are less influenced by 

traditional marketing approaches 

and are instead more influenced by 

positive eWOM from their peers  

Zhang et al. (2017); Chou and 

Kim (2011); Leskowec et al.  

(2007) 

 

Millennials have a desire to 

connect with others  

Palfrey and Gasser (2013); 

Williams et al. (2012); Zhang et al. 

(2017); Muskat et al. (2013) 

Because millennials are needy for 

affiliation, SNSs plays an important 

role in their lives  

Iyer et al. (2016) 

 

Negative eWOM has a greater 

impact than positive eWOM 

Bulut and Karabulut (2018); Luo 

(2007) 

Factors	influencing	BA	
 

Cognition, a consumer’s 

perception of a brand  

Ho et al., 2017; Solomon 1996; 

Bodur et al., 2000; Arora and 

Agarawal, 2019; Duffett and 

Wakeham, 2016; García, 2007; 

Luz et al., 1983; Najmi et al., 

2012; Ray, 1973; Saunders and 

Buehner, 2013) 

Affect, a consumer’s emotion 

towards a brand  

Ho et al. (2017); Arora and 

Agarwal (2019); Solomon (1996); 

Edell and Burke (1987); Da Silva 

and Syed Ali (2006); Homer 

(2006); Ray (1973) 

A brand’s communication 

including eWOM and how its 

marketing content is designed 

influence a consumer’s BA 

Ganesan et al. (2017) 

The brand experience forms BA 

and behavioral intention  

Ganesan et al. (2017); Ho et al. 

(2006) 

eWOM has an impact on BA Kucukemiroglu and Kara (2015); 

Tsao and Hsieh (2012); Schivinski 

and Dabrowski (2016); Fournier 

and Avery (2011) 

Trust influences consumers’ BA to 

a great extent 

Wang et al. (2016); Morgan and 

Hunt (1994) 

Brand familiarity can be seen as a 

factor influencing BA  

Bodur et al. (2000) 

BA is based on a product’s 

different attributes; tenability, 

serviceability, errors and the 

overall performance and features  

Schivinski and Dabrowski (2016) 
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3.	METHODOLOGY	

The following chapter outlines the methodological approach that has been applied when 

conducting the research for this thesis. First, the purpose, approach and strategy of the research 

will be addressed and presented. Then, the data collection included in the research will be 

described, and lastly the sample selection will be motivated. 

 

3.1	RESEARCH	PURPOSE			

According to Saunders, Lewis and Thornhill (2012), there are three different options regarding 

the research purposes when conducting a study which are; descriptive, explanatory and 

exploratory. According to Miles and Huberman (1994), descriptive studies aims to understand 

complex matters, explanatory aims to do the same but with the help of rules and lastly, 

exploratory studies is about exploring new areas, either confirming theory or emerging new 

ones. From another perspective, Marshall and Rossman (1999) states that descriptive research is 

applied when one aims to answer questions such as who, where, what and when. Exploratory 

research is used to answer questions such as how and what and lastly explanatory research is 

applied to issues such as why and how (Marshall & Rossman, 1999). 

 

The main objective with this study was to contribute to a deeper understanding regarding how 

millennials’ attitudes towards brands is influenced by online communication with the help of the 

study’s research questions; “How can the factors that influence millennials’ use of eWOM be 

described?” along with “How does eWOM influence millennials’ BA?”. Hence, this study was 

of descriptive and exploratory character since the authors wanted to both describe and explore 

the phenomenon of which the study’s research questions aims to answer.  

 

3.2	RESEARCH	APPROACH		

According to Saunders et al. (2012), the degree to which the authors comprehend the underlying 

theory of the research, generates questioning the research design of the study. The research 

design is depicted as an approach based on the authors’ mutual rationale. The following two 

sections will present the research approach coupled with the approached research design.  

 

3.2.1	QUALITATIVE	RESEARCH	DESIGN	

Bryman (2008) states that when conducting research, there are three different tactics one can 

choose; a qualitative or/and a quantitative approach. The difference between the two approaches 
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is how the data is collected and used which either is numeric or non-numeric (Bryman, 2008). 

For this thesis, a qualitative study was approached which was conducted by collecting and 

analyzing non-numeric data from in-depth interviews with individuals. A qualitative study is 

more suitable in terms of receiving a deeper understanding within a research area, rather than 

examining the relationship between variables (Bryman, 2008). Thus, in order to understand how 

millennials’ attitudes towards brands is influenced by online communication, words were the 

explaining factor in contrast to numbers. As per Saunders et al. (2012), the main purpose with 

the qualitative research design is to draw conclusions from subjective and socially formed 

opinions regarding the concerned research area. Hence, as asserted by Corbin and Strauss (2008), 

the qualitative design enables to discover rather than verify which applies to this study since it is 

of both exploratory and descriptive nature. Further, qualitative research is exploratory in nature 

and facilitates the understanding of the information one collects in detail (Corbin & Strauss, 

2008). Hence, the authors therefore consider the research design to be appropriate for this study. 

 

As for the qualitative design, there are three principal stated ways of collecting data that includes 

observation, interviewing along with material culture (Marshall & Rossman, 1999). In regard to 

this study, the purpose aimed to acquire a better understanding and give contribution to existing 

theories, therefore in-depth interviews were selected (Yin, 1994). In-depth interviews were thus 

applicable since the authors were interested in studying personal and intimate perspectives on 

online communication, thus eWOM, and how it influenced the interviewees’ BA.  

 

3.3	RESEARCH	STRATEGY	

Saunders et al. (2012) asserts that the research strategy is a plan of action to answer the research 

questions of this study. Hence, it explains how the authors have done in order to answer the 

research question based upon the available time frame, resources and existing knowledge. 

Concerning the research strategy of this study, the authors decided to do a case study. The 

strategy was directed by the purpose of the study together with the research questions that seeked 

to answer “how”. Also, due to the unapparent boundaries between eWOM and the context in 

which the authors studied the phenomenon, thus the millennials and its influence on their BA, 

a case study was suitable (Yin, 1994). However, as Yin too suggests, case studies can be based 

on both quantitative and qualitative evidence, but this study will only incorporate qualitative 

data. Since the authors wanted to explore the context in order to gain a deeper understanding, 

they aimed to be as unrestricted in their research as possible in terms of avoiding adjusting the 

strategy to specific contextual variables (Saunders et al., 2012). 
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3.4	DATA	COLLECTION		

There are multiple methods which can be used when collecting data (Yin, 1994). Furthermore, 

qualitative research refers to observations and in-depth interviews as instruments for collecting 

empirical data (David & Sutton, 2016). According to David and Sutton (2016), applying different 

types of methods when collecting data is preferable and usually positive because it contributes to 

a study that is more comprehensive. 

 

This research study was conducted during a limited time frame. In order to answer the study’s 

research purpose and research question the authors selected in-depth interviews as a method for 

collecting data. In regard to the dimension of the case study, an embedded and single case study 

was conducted. Thus, in terms of the unit of the analysis, the interviewees were not considered 

as a whole, which motivated the embedded case study (Yin, 1994). Also, the single case study 

was chosen considering the authors did analyze multiple units including differences within the 

gender for instance. Moreover, according to Yin (1994), the vast majority of case study 

interviews are of open-ended character which the authors applied to this study. 

 

A total of eleven in-depth interview was conducted and the interviewees were all millennials 

and had experience of eWOM on SNSs. Moreover, these in-depth interviews represented the 

primary data of this study and the information collected was used for the analysis. This method 

for collecting data was considered since it would provide a deeper understanding of the research 

topic, compared to a questionnaire. In addition, when conducting an interview, one has the 

opportunity to ask follow-up questions both during and after the interviews. In regard to this 

study, follow-up questions were asked both during and after the interviews. 

 

Interviews as a method for collecting data can be categorized in different ways (Yin, 1994). 

Furthermore, the interview guide created for this study was of semi-structured kind which means 

that the interviewer has the opportunity to change and adapt the order of the questions during 

the actual interview (David & Sutton, 2016). Each interview was also recorded in order to 

facilitate for the authors when analyzing the collected data. Moreover, the interviews were 

conducted in Swedish and then translated in to English. 

 

The interview guide included three parts which were; demographic questions, general questions 

and core questions. The general questions were asked to provide the authors with an extensive 

background regarding their user habits in terms of SNSs and eWOM. These questions derived 
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from theory presented in the conceptual framework. Furthermore, the core questions were based 

on important concepts and theories applied from the study’s conceptual framework. Firstly, the 

interviewer asked the demographic questions followed by the first research question. This so that 

the interviewee would be able to explain their view on what influences eWOM variation on 

SNSs. Then, the general questions and the core questions connected to the concepts and theories 

were asked. Correspondingly, the same approach was used for the second research question. 

 

Before settling the interview questions, the authors conducted a pilot interview. This was for 

validity purpose but also for the purpose of ensuring that the proper questions were asked which 

would be useful in order to answer this study’s research questions. In addition, the interviewees 

did not review the questions before the interviews were conducted. Hence, just before the 

interviewer began questioning the interviewees, the main concepts and theories as well as the 

purpose with the study was presented. This approach was selected so that the interviewees could 

generate more spontaneous and genuine answers, but also for reliability purposes, thus decreasing 

the chance of being biased. Moreover, the interviewees were encouraged to tell the interviewer 

if something was unclear and in turn explain the questions more in-depth. In order to facilitate 

for the interviewees to relate and answer the question regarding their attitudes towards, they 

were asked to think about their favorite brand.  

 

All interviews conducted for this study was performed through a physical meeting with both the 

authors of this thesis. Moreover, one took one the role as the interviewer while the other took 

notes and managed the recording. After each interview was completed the interviewee were 

given the opportunity to review the notes which had been taken in order to confirm and give 

their approval of the data collected. In addition, since qualitative data is subjective and can be 

affected by various factors, notes connected to the interview’s surroundings were also taken. 

 

3.5	SAMPLE	SELECTION		

In order to carry out a study and collect data one needs to select a sample group. Furthermore, 

selecting a sample group when conducting research is important in order to meet deadlines but 

also to limit the research to a suitable size for the current study. Collecting data from a small 

sample group facilitated the process of analyzing what had been collected but it also allowed the 

authors to collect information of which was more detailed.  
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In turns of selecting a sample universe a demographic homogeneity sampling was performed. 

Moreover, meaning that the selected interviewees were chosen due to them possessing quite 

similar characteristics in terms of them all being millennials in the same age range and familiar 

with SNSs and eWOM (Robinson, 2014). This enabled the authors to explore the area more 

in-depth. In addition, the convenience sampling was selected as the sample strategy (Robinson, 

2014). Hence, the authors located participants from their nearby surroundings which were 

willing to participate in the study. The interviewees’ suitability for the study and homogenous 

attributes were then qualified through general questions connected to the research area that were 

asked before approving them as appropriate individuals.  

 

The unit of analysis were individuals in the ages between 19 and 39 years. However, the 

interviewees included in this study where in the ages between 23 and 32 years old. The 

interviewees represented the millennials of this study accordingly to the study’s purpose but were 

also chosen with consideration to the given amount of time to complete the thesis. In addition, 

the sample group were selected due to them being approachable as well as limiting the study to 

an appropriate size. 

 

3.6	DATA	ANALYSIS	

According to Saunders et al. (2012), empirical data in its raw form has unessential meaning to 

research and for the purpose of making the data useful it needs to be processed. The authors 

already considered the data analysis when creating the conceptual framework. This was done 

prior to the data collection with the purpose to facilitate analyzing the gathered data. 

 

Yin (2014) asserts that there are some guidelines regarding how to analyze qualitative data. First, 

the data needs to be processed in order to streamline the analysis by following a structure. Firstly, 

the recorded interview materials were transcribed according to data sampling. Thus, solely the 

relevant parts for the study were summarized. However, the authors paid attention to material 

that could contribute to new theories, as well as to minimize research gaps.  

 

The authors adopted an analyzation strategy stated by Yin (1994), which aimed to conduct an 

objective analyzation of the collected data. Its main focus was to relate to theoretical proportions 

when processing and analyzing the data. Correspondingly, the answers connected to each 

interviewee were summarized in a table and directly connected to the themes and theories that 

was emphasized in the conceptual framework. Then the data was coded to clarify the 
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relationships to even a higher degree. According to Yin, this would more naturally lead the 

authors to important conclusions and as a result it facilitated for the authors concerning 

recognizing patterns and relationships or to explore new information of significance. 

Nonetheless, the interviewees were too sorted by gender to enable a gender analyzation. Lastly, 

the result was connected to the study’s research questions coupled with its purpose.  

	

3.7	QUALITY	STANDARDS		

The credibility is vital when conducting a research study. Furthermore, in scientific research 

credibility concerns reliability and validity in term of the specific research (Saunders et al., 2012). 

The reliability is a key factor in order to ensure the quality of the research, however it is necessary 

to compliment the reliability with validity in order to certify the research quality in a sufficient 

way. As states, the interviews of this study were conducted in Swedish and then translated in to 

English, which was considered as a validity and reliability issue. Nonetheless, since the authors 

of this thesis are bilingual, the validity and the reliability could therefore be strengthened. 

Furthermore, how the authors will ensure the reliability and validity with the objective of 

conducting a high-quality study will be outlined in the sections below.  

	

3.7.1	RELIABILITY		

The reliability refers to “whether your data collection techniques and analytic procedures would 

produce consistent findings if they were repeated on another occasion or if they were replicated 

by different researcher” (Saunders et al., 2012, p. 192). Moreover, when conducting a research 

study, it can be challenging to certify reliability due to the number of threats (Miles & Huberman, 

1994). Hence, that is why it is important to be systematic in the process of preforming the study 

in order to ensure that the reliability of one’s findings and conclusions are not threatened (Yin, 

1994). Concerning this study, the lack of standardized interviews may have affected the reliability 

of the data collection. In addition, when conducting data through semi-structured and in-depth 

interviews, the issue of biases is as well related to the reliability of the study (Miles & Huberman, 

1994). Lastly, in regard to semi-structured interviews, the risk of replication the research is small 

since the interviews is dependent on factors like where and when (Saunders et al., 2012). Thus, 

this makes semi-structured interviews flexible. The authors attempt to overcome the mentioned 

reliability threats will be presented below.  
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3.7.1.1	AVOIDING	BIASES	

In order to avoid any forms of biases during the interviews that could affect the study, the authors 

considered a few aspects, adopted from Saunders et al. (2012, p. 397). These aspects included 

how the authors appeared at the interview, how they opened it, their behavior during the 

interview, how they recorded the data along with how they ended the interview (Saunders et 

al., 2012). 

 

To not draw any attention to the authors appearance during the interview, they wore neutral 

clothes. When initiating the interviews, the authors were clear with providing the interviewees 

relevant background information concerning themselves and their research purpose. 

Additionally, they highlighted to the interviewees that whenever they felt unsure about 

regardless, they could interrupt and ask/or pause the interview during whatever circumstance. 

This for the purpose of avoiding any misunderstandings that could threaten the study’s reliability 

through poorly constructed questions (Yin, 1994). In terms of confidentiality an anonymity, the 

authors explained how the data collected was going to be used and ensured every interviewee 

that the information gathered was confidential. Most importantly, the authors decided on not 

note any names in order to guarantee anonymity. Prior to the interviews, the authors too 

presented the structure of the interview guide so that the interviewees knew to some degree 

how the interview schedule looked like. This in order to decrease the risk for overlapping and 

for efficiency purposes. 

 

3.7.1.2	PILOT	TEST	

The pilot refers to an approach which can be used in order to ensure the reliability when 

conducting a research study (Meloy, 2001). According to Yin (1994), it helps the authors refining 

the interview guide and is not a pretest. The interview was excluded from the data collection 

since the exclusive purpose with it was to aid the interview construct. The pilot test was 

somewhat unstructured in comparison with the actual one. It was exploratory and focused on 

testing adequacy. This approach generated a new interview guide were small changes was done. 

 

3.7.2	VALIDITY	

Saunders et al. (2012, p. 684) defines validity as “the extent to which data collection method or 

methods accurately measure what they were intended to measure” and “the extent to which 

research findings are really about what they profess to be about”. There are various ways of 
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ensuring the validity of the study, but the following will discuss how validity was taken in 

consideration in this study. 

 

As Yin (1994) suggest, single case studies do not lay ground for generalizing. Thus, this study’s 

external validity can be seen as a barrier for the study. Theoretical concepts or jargons were left 

out the interviews in order to strengthen the validity by facilitating the understanding of the 

questions. Furthermore, open questions were asked to allow and encourage the interviewees to 

provide the authors with extensive information (Miles & Huberman, 1994). These were 

commonly used regarding the measurement of the interviewees’ attitudes. Relatedly, probing 

questions were asked every time the authors recognized significant facts related to the research 

themes that was worthy of exploration or needed explanation (Saunders et al., 2012). Also, every 

now and then, the authors loudly summarized the explanations given by the interviewees in 

order to avoid biases and misinterpretation. In like manner, the interviewees were asked to read 

through the gathered interview notes after the interviews in order to confirm or clarify the 

authors’ understanding. In addition, the interviews were held in Swedish which was all the 

interviewees native language. This could have strengthened the validity and more specifically 

the risk for misinterpretation. Lastly, all eleven interviews were held face-to-face and in a quiet 

and comfortable environment chosen by the interviewee. Mostly in the interviewees’ homes or 

in the authors homes. This for the purpose of reinforcing the validity by making the interviewees 

feel safe in terms of not being overheard or judged by others nor being disturbed by noisy 

surroundings. 
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4.	EMPIRICAL	DATA	

The following chapter will present the empirical data from the study’s semi-structured in-depth 

interviews. First, the interviewees who were selected for the in-depth interviews are presented, 

then the information gathered to answer the two research questions as well as the purpose of this 

study is presented. 

 

The two tables below present the demographics of all the interviewees according to their 

genders.  Except, age and gender, the demographics display the interviewees’ occupation. This 

was considered in order to provide more background information regarding the interviewees. 

In addition, this will expectantly facilitate the recognition of the individuals, since they are 

anonymous. As importantly, including their occupation will make it possible for the authors to 

analyze and discuss any potential differences dependent on occupation. Furthermore, the mean 

age for all females was 25.2 years old whilst the mean age for all men was 26.8 years old.  

 

TABLE 4: FEMALE DEMOGRAPHICS  

Interviewee	 Age	 Gender	 Occupation	
1	 23 Female Self-employed 

2	 23 Female Social work student 

3	 24 Female Business student 

4	 24 Female Business student 

5	 25 Female Unit manager 

6	 32 Female Self-employed 

 

TABLE 5: MALE DEMOGRAPHICS 

Interviewee	 Age	 Gender	 Occupation	
7	 24 Male Soldier 

8	 24 Male Engineer student 

9	 27 Male Self-employed 

10	 29 Male Key account manager 

11	 30 Male Fire-fighter 

The data collected from the in-depth interviews are presented below as a summary of each 

question. Initially, a summary of the general questions is presented which the interviewees were 

asked in the beginning of the interview. Furthermore, this for the purpose of giving the authors 

of this thesis a picture of interviewees user habits on SNSs. Then, the empirical data of matter 

related or unrelated to theory will be summarized and presented accordingly to the study’s 

research questions and interview guide. 
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How much time do you spend on SNSs per day? 

Females:  

On an average, the females spent 3.6 h/day on SNSs. Interviewee 1 and 5 spent most time on 

SNSs; around 5 h/day.  

 

Males: 

On an average, the males spent 2.6 h/day on SNSs. Interviewee 9 and 11 spent least time on 

SNSs; around 1 h/day. 

 

What types of SNSs do you engage in the most? 

Females: 

All six of the females spent most time on Instagram. In addition, they also engaged in YouTube 

and Facebook. Most females stated that the primary purposes for engaging on Instagram was 

entertainment, inspiration, information and communication with friends. Furthermore, three of 

six females mentioned that they engaged in YouTube because the videos were informative. One 

stated that she engaged on Instagram for the fear of missing out. 

 

Males: 

All interviewees used Facebook and more specifically messenger to communicate with their 

close ones. The majority of the males stated that they engage mainly in communicating with 

groups in group chats. About half of the male interviewees used Instagram and Snapchat the 

most but mostly for inspiration and communication purposes. Interviewee 11 used YouTube 

the most but mainly for information seeking and learning purposes. Interviewee 10 stated that 

he mostly used Instagram to get in a good mood, since he argued that the other platforms were 

more unfiltered and accordingly, he was more exposed to negative energy. Concerning all males, 

the main purpose of using SNSs was to keep updated and communicate with friends and family. 

The majority agreed on that Instagram was user-friendly and personal. However, there was one 

outlier, interviewee 8 who felt somewhat insecure on SNSs in regard of knowing what to share. 

 

How often are you in contact with brands’ pages on SNSs? 

Females: 

Three of six females stated that they were in contact with brands’ pages on SNSs every day. 

Furthermore, the other three females explained that they only visit brands’ pages a few times per 

week. 



29 

Males: 

Almost all males were unified regarding the intense and indirect contact they had with brands 

and their pages on SNSs. Nevertheless, something recurrent among the males was that of one’s 

own accord, they rarely looked up brands’ pages on SNSs.  

 

What would you say influences your choices of engaging on those brand pages? 

Females: 

Most of the females stated that aesthetically appealing design of firm-generated content is the 

main factor influencing them to engage in brands on SNS. In addition, interest for a brand’s 

product as well as brand familiarity were factors which contributes to the decision of engaging. 

Also, interviewee 4 mentioned that her curiosity regarding achieving more information was an 

influential factor. Moreover, interviewee 1 explained that she engaged in brands when she was 

thinking about purchasing a specific product. Getting affected subconsciously through intense 

exposure were also factors that contributed according to interviewee 1 and 4.  

 

Males: 

If the males were in contact with any brand’s page, it was due to them having an interest to 

explore because of factors suchlike aesthetically appealing brand communication, price 

reductions and or for information seeking purposes. At times they were recommended to visit a 

brand’s page. For the minority of males, they visited these pages for entertainment purposes. 

 

Have you ever spread eWOM? 

Females: 

All of the females had spread eWOM which included comments, tags, reviews, posts, stories and 

direct messages. Furthermore, most of them agreed on that they only spread eWOM to friends 

and family who have an interest for similar brands. The main purpose for spreading eWOM to 

friends and family were in order to help. Two female interviewees had spread eWOM about a 

specific product with the direct purpose of targeting both familiar as well as unfamiliar users. 

Thus, these interviewees spread eWOM for brand collaboration purposes.  

 

Males: 

Everyone had spread eWOM which included reviews, tags, direct messages and comments. 

Interviewee 7 mentioned that he at times as well spreads eWOM in order to reinforce a friend’s 
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eWOM without basing it on his own experience. All males agreed on that they first and foremost 

had spread eWOM to friends and family.  

 

Have you ever read eWOM? 

Females: 

All females stated that they read eWOM including mainly reviews, tutorials and comments. All 

seemed to agree on that friends and other users were more trustworthy than brands in their 

communication. Interviewee 2 mentioned that the main purpose for reading eWOM was to 

receive an equitable picture of the product as well as minimizing the risk of being disappointed 

when purchasing a product. She also explained that she believed that the reviews written by 

other users were more personal and adapted to her needs in terms of being more realistic. In 

addition, interviewee 6 stated that she read reviews with a critical eye and always collect 

information from multiple sources. 

 

Males: 

All males except for interviewee 8 did read eWOM actively. Interviewee 8 motivated this by 

stating that he always wanted to be able to form his own opinion. The others read eWOM for 

various purposes, for instance when gathering inspiration for traveling or restaurants, but also 

prior to purchase decisions, especially when it comes to products, they have less knowledge 

and experience about. The majority did this in order to get a more realistic picture of the 

brand since they all were somewhat skeptical towards what brands communicated.  

 

How do you experience eWOM on SNSs?  

Females: 

All female interviewees experienced that eWOM vary among the different SNSs. Furthermore, 

two of six females experienced that eWOM on Instagram is spread mostly through posts and 

short videos and on YouTube only through videos. In addition, most of the females stated that 

eWOM can be displayed in comment fields, tags, reviews, shared content and stories. Also, the 

majority of the females mentioned that they notice how brands use eWOM through sponsored 

posts and competitions. Lastly, two of six females were aware of how brands use cookies in order 

to generate eWOM on the different SNSs.   
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Males: 

Most male interviewees experienced eWOM on SNSs such as Facebook, YouTube, Instagram 

and Snapchat. Four of five males mentioned that they notice it in sponsored posts and videos. 

Other than that, all males had in common that they are aware of eWOM and witnesses it in 

comment fields, reviews, through tags, stories and through direct messages either in private or 

in group chats. The majority of the males also mentioned that they notice eWOM through 

competitions on these SNSs. Interviewee 8 was aware of brands’ cookie usage and how it affected 

eWOM on his feeds on the different SNSs. Lastly, interviewee 7 had observed differences in 

eWOM according to trends and seasons in regard of clothing. 

	

4.1	RQ1:	HOW	CAN	THE	FACTORS	THAT	INFLUENCES	MILLENNIALS’	USE	OF	EWOM	

BE	DESCRIBED?	

What factors influences you to spread positive eWOM? 

Females: 

The majority of the females spread positive eWOM only to their friends and family. In 

contrast, interviewee 1 spread positive eWOM quite often on her YouTube channel in order 

to recommend others independent of who they were. This for the purpose to gain affiliation 

and for fun. Important factors which influenced them to spread positive eWOM was quality of 

the product, service and fulfilled expectations. In addition, interviewee 1 and 2 said 

that logistics, level of problem solving as well as how user-friendly a product is were factors 

that would make them consider spreading positive eWOM. Also, all females seemed to agree 

that value for money was an important factor. In addition, two females spread eWOM on 

request from brands only for the purpose of getting free samples of the product they promoted.  

 

Males: 

The majority of the males did not spread positive eWOM that often and when they did, it was 

mostly to friends. Nonetheless, interviewee 7 definitely spread positive eWOM but equally to 

the others, mostly to friends. Interviewee 10 said he only would take the time to spread positive 

eWOM if service, price and quality was beyond his expectations. In regard to the others, they 

spread eWOM if the service, quality, aesthetics and logistics lived up to their expectations. In 

addition, the majority of males stated that if they felt committed towards a brand, they would 

more likely spread eWOM. However, interviewee 9 spread eWOM usually when he could 

provide his friends with useful information.  
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What factors influences you to spread negative eWOM? 

Females: 

The females agreed on that if the product did not match their expectations, they would consider 

spreading negative eWOM. In addition, bad service and quality were other factors influencing 

them to spread negative eWOM. Furthermore, interviewee 6 had spread negative eWOM 

openly but yet directly to a brand based on an experience when the product did not match her 

expectations. Also, when she engaged in negative eWOM the objective was to reach out to as 

many users as possible. Interviewee 1 did not engage in negative eWOM since she does not 

want to contribute to the negative energy that she believes exists on SNSs. Moreover, they all 

seemed to agree that the main purpose for spreading negative eWOM is to help and warn friends 

and family. 

 

Males: 

Interviewee 10 would exclusively spread negative eWOM if he had an extremely bad experience 

and then, he would spread it to as many as possible, independent of relationship. In regard to 

the rest of the male interviewees, they would spread negative eWOM if a brand’s values did 

negatively change or if service, quality or aesthetics did not live up to their expectations. 

Interviewee 11 would never write a public review but would at all times warn his friends and 

family. However, the majority agreed on that they would rather spread negative eWOM than 

positive such arguing that when you expect something, it is not much big of a deal.  

 

When you spread negative eWOM, how does it make you feel emotionally? 

Females: 

The majority of the females felt upset and angry when spreading negative eWOM. Furthermore, 

during and after spreading negative eWOM three of six females experienced a sense of relief 

afterwards. 

 

Males: 

The majority of the males did not feel anything special when spreading eWOM other than 

feeling the urge to warn their surroundings. Solely interviewee 8 had an emotional purpose with 

spreading negative eWOM which was anxiety reduction. 
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4.2	RQ2:	HOW	DOES	EWOM	INFLUENCE	MILLENNIALS’	BA?	

Females:  

All females stated that eWOM influenced their BA to some degree. Furthermore, a majority of 

the females said that they were aware of them being targeted by brands which contributed to a 

skeptical mindset towards firm-generated content. In addition, they all felt influenced by other 

recommendations which often contributed to doubtfulness towards brands. Interviewee 1 stated 

that she was easily influence by others’ eWOM and she sometimes struggled with forming her 

own opinion. Hence, therefore she considers the source carefully. Interviewee 5 mentioned that 

personal communication and social interaction would facilitate her trust and loyalty towards a 

brand. Lastly, most of the females seemed to agree that the level of experience of the source 

spreading eWOM, as well as brand familiarity impacted to which degree they were influenced.   

 

Males: 

Every male agreed on that eWOM influenced their BA. Some were more aware and pessimistic 

towards others’ opinions, but all males had felt influenced by others’ recommendations. A lot of 

times it could plant a seed in their minds, they said. Furthermore, the majority thought that the 

degree of influence was dependent on the source spreading eWOM. Everyone agreed on that 

reliability and trust truly mattered. In addition, interviewee 10 trusted what familiar brands 

communicated unlike the others of whom was critical towards it. Other than that, the majority 

of all interviewees believed that personal brand communication and social interaction could 

facilitate trust towards a brand. Lastly, everyone claimed that they thought they were 

subconsciously influenced by eWOM which later on could show in purchase decisions.  

 

Considering other generations, what are your most prominent attributes?  

Females: 

All females agreed that their knowledge regarding technology was more developed which 

separated them from the older generation. This due to the millennials had grown up in the 

technological world, they said. In addition, interviewee 6 considered herself being more 

impatient and eager to seek new information and therefore being better at finding it. 

Furthermore, she also believed that it contributed to her being more critical towards eWOM on 

SNSs. Lastly, all females agreed on being confident when using the digital devices.  
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Males:  

When the authors asked the male interviewees to describe their most prominent attributes in 

comparison to another generation, they were united regarding them being more technologically 

gifted in comparison to the older generation. Some mentioned that they were more open-

minded but yet critical. Also, everyone agreed on being confident when handling digital devices 

such as smartphones. The majority stated that they were quick-learners in comparison to the 

older generation and that their information seeking ability was better. Concludingly, it was 

mentioned by the minority of the males that they were more skeptical in regard to digital 

information.  

 

Do you prefer traditional marketing compared to online marketing including eWOM? 

Females: 

Five of six female interviewees preferred digital marketing including eWOM. This was mainly 

due to them being more exposed to digital marketing since they use SNSs daily. In addition, 

they preferred digital marketing since it makes a greater impression as well as providing the 

viewer with more information. Interviewee 6 said that she felt that it is more up to date. 

Furthermore, interviewee 2 and 6 stated that they believed digital marketing is more adapted 

and personally based on their interests and needs. Interviewee 3 preferred traditional marketing 

since it allowed her to interact with brands on her own terms. Hence, she disliked the feeling of 

knowing she is being targeted and she did not want to be controlled by brands. 

 

Males: 

Every male interviewee except one preferred digital marketing including eWOM marketing 

rather than traditional marketing. This was mainly due to them being more exposed since they 

were more active on SNSs and the content being more extensive and adapted to them. 

Moreover, it was more personal which everyone expect one appreciated. Furthermore, the 

digital marketing was argued to be more beneficial since it was easier to collect new information 

for comparison purposes and because of it being user-friendly. Interviewee 7 preferred traditional 

marketing since he believed that the digital marketing exaggerates when it comes to personal 

ads. Thus, he disliked the feeling of knowing that he was being targeted. In other words, 

traditional marketing is more on his terms.  
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Which one are you most influenced by? 

Females: 

All female interviewees agreed on being most influenced by digital marketing due to the time 

they spent on SNS. In addition, since the digital marketing was more adapted and personal it 

also became more attractive and therefore it was more influential.  

 

Males: 

Everyone agreed on being the most influenced by digital marketing due to the time spent on 

SNSs compared to traditional marketing. Also, the fact that it is personal and adapted makes 

them be more influenced by it both indirect as well as direct.  

 

Do you rely more on your friends’ eWOM than others’? 

Females: 

The female interviewees all stated that they trusted their friends and family more than unfamiliar 

users and brands. The main reason was trust and equal interests for similar products and brands. 

Interviewee 4 stated that her friends would not recommend a product she would not like. On 

the other hand, interviewee 5 explained that her friends’ level of experience and knowledge 

regarding a brand matters when considering their recommendations. Furthermore, if an 

unfamiliar user possessed more knowledge and experience then her friends, she would be willing 

to trust their recommendation. 

 

Males: 

Everyone trusted their friends more due to several reasons including trust and fellowship. Few 

would in some cases prioritize the degree of experience besides friendship, but none would trust 

the brand at first. Interviewee 9 would trust brand communication if he felt loyalty towards the 

brand. Interviewee 7 and interviewee 10 stated that they are critical towards what brand 

communicates since they are aware of being targeted and therefore, they rather trust their friends’ 

judgements. 

 

When you spread eWOM, who do you intend to target? 

Females: 

The females aimed to target both friends and family when spreading eWOM with the purpose 

of helping or warning them regarding a brand. Interviewees 1 and 4 claimed that their main 
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purpose when spreading negative eWOM was to inform like-minded people and not the 

brand in specific.  

 

Males: 

In total, the majority of the males aimed to spread eWOM directly to friends and family in order 

to either help, inform or warn them. Interviewee 10 wanted to somehow target the brand itself 

when spreading positive eWOM in contrast to negative eWOM where he solely was aware of 

targeting other consumers in order to aid them. 

 

Why do you engage in SNSs? 

Females: 

All of the female interviewees agreed on that the main reason for engaging in SNSs were for 

the possibility of communicating with others. In addition, interviewee 2 said that she also spent 

time on SNSs to keep up with trends and collect information. Furthermore, interviewee 6 

mentioned that she engaged on SNSs to collect inspiration as well as pass time.  

 

Males: 

All males agreed on that one of the main reasons they were spending time on SNSs was to pass 

time. The main reason to spend time on Instagram for interviewee 10 was to gather positive 

energy. In addition, all males used SNSs to communicate and keep updated with their peers. 

Interviewee 11 used it mainly for entertainment and information seeking purposes. However, 

interviewee 7 emphasized that he thought that he felt almost obliged to keep track of everyone 

through SNSs since “everyone has it, and everyone wants to be the same”.  

 

Are you affected by other consumers’ reviews on SNSs? 

Females: 

The females all stated that they were affected by other consumers’ reviews on SNSs. 

Furthermore, the level of trust varied among the interviewees, but they all considered their 

friends and like-minded consumers to be more reliable. Interviewee 6 mentioned that since her 

peers are not sponsored to promote a brand, she considered them to be more trustworthy. 
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Males: 

Everyone agreed on that they were affected by other consumers’ opinions on SNSs. Some to a 

higher degree than others. Moreover, the majority said that it was highly dependent on who 

was spreading it. 

 

Which type of eWOM do you consider having the most impact on you? Positive or negative? 

Females: 

Four out of six female interviewees stated that they were more affected by negative eWOM than 

positive. The extent to how much they were affected was connected to the purchase. They all 

agreed on that negative eWOM contributed to them becoming more hesitant towards the brand. 

Two of the female interviewees said that they were more affected by positive eWOM manly 

because of the subconscious desire for consumption. 

 

Males: 

In summary, two of the male interviewees argued that they were more affected by positive 

eWOM and two were more affected by negative eWOM. Interviewee 9 were not so much 

affected by others’ opinions. Those who were more affected by positive eWOM were actively 

searching for positive eWOM to strengthen their own opinion while those who were more 

affected by negative eWOM mentioned that they had high requirements and therefore were 

more critical. 

 

Think of your favorite brand, why is it your favorite brand? 

Females: 

The females all agreed on that quality, design, service and value for money are important factors 

when selecting a preferred brand. In addition, two of the interviewees stated that user-friendly 

and personal interaction are important factors.  

 

Males: 

In regard of why they favored the brands, the majority of the males considered quality and design 

as the most vital factors. Two of the interviewees added service to that. 
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What do you think about this brand? 

Females: 

Positive thoughts that were mentioned was nice aesthetics, varied supply of products, stylish, 

cool, quality, professional, good values, timeless and that it fulfilled expectations. 

 

Males: 

Positive thoughts that were mentioned was cool, modern, proud, gave confirmation, nice 

aesthetics, high quality, user-friendly, simple, good logistics, fast service and functional. 

 

What do you feel about this brand? 

Females: 

Feelings that were mentioned was satisfied, happy, excited, happy to have found the right brand, 

curiosity when the brand releases new products as well as loyal and committed.   

 

Males: 

Feelings that was mentioned was happy, satisfied, safe, excited, curious, loyal and expectant.  

 

In regard to the mentioned of what you feel and think, what factors influences your BA towards a 

brand? 

Females: 

All females seemed to agree on that what they thought about a brand influenced their attitude 

to a greater extent than their emotions did. However, half of the females meant that emotional 

states were volatile and therefore could affect attitude temporarily but in some rare cases long-

term. Three of the female interviewees mentioned that factors such as changed values in regard 

to both the brand and themselves could affect their attitudes which in turn transformed into 

what they thought about the brand. The majority of the females stated that the main factor 

which could change their attitudes towards a brand is eWOM spread by their peers as well as 

their brand experience. Interviewee 2 said that she was not influenced by peers spreading 

negative eWOM regarding a brand since the only thing that was important was her own 

experience and subjective judgement. Interviewee 1 and 6 mentioned that their personal 

relationship with the brand as well as their brand loyalty was central factors in terms of their 

attitudes towards the brand. Lastly, all females stated that their own knowledge regarding a brand 

influenced their attitudes more than negative eWOM from peers.  
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Males: 

Most males agreed on being most influenced of what they thought about a brand in regard to 

their attitudes towards it. It was rarely factors connected to how they felt that influenced it except 

from temporary circumstances or when brands changed their fundamental values, which in turn 

then transformed to what they thought about the brand. The factors that could influence their 

attitudes was among the majority brand communication and eWOM spread by their close ones. 

Interviewee 9 did not agree to the latter. Furthermore, the attributes of the brands such as the 

mentioned above did too play a great role. Least but not last, their relationship towards the brand 

also could matter in regards of preventing being vulnerable towards eWOM. 

 

Would you say that your BA can be affected by whether you are familiar/committed (or not) to 

the brand? 

Females: 

The majority of the females considered the level of loyalty and brand familiarity to be vital factors 

when forming a strong relationship with the brand. Hence, therefore it required major 

circumstances for their BA to change. On the other hand, interviewee 2 said that she was not 

loyal to a specific brand and therefore was neutral. 

 

Male: 

The majority of the male interviewees believed that the higher loyalty towards a brand, the 

stronger the relationship. Interviewee 9 on the other hand disagreed on this, taking a neutral 

stand. 
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5.	DATA	ANALYSIS		

This chapter aims to analyze the empirical data by connecting it to the study’s conceptual 

framework. Thus, the collected data will be interpreted and given meaning according to theories 

in order to be able to provide an answer to the research questions of the study. 

 

When undertaking the data analysis, the authors applied the same view of qualitative data analysis 

as Miles, Huberman and Saldaña (2013), considering three simultaneous streams of activity; data 

condensation, data display along with drawing and verifying conclusions. The analysis has been 

done according to the research questions of the study to generate a strong foundation prior to 

making any conclusions. Each analysis connected to its respective research question will be 

initiated with a relevant data display which refers to “an organized, compressed assembly of 

information that allows conclusion drawing and action” (Miles et al., 2013, p. 12). In terms of 

this study, the data display will be presented in tables with the following coding:  

 

+    : Data supports theory  

/     : Data supports theory to some extent 

-     : Data does not support theory or is different from theory  

	

5.1	RQ1:	HOW	CAN	THE	FACTORS	THAT	INFLUENCE	MILLENNIALS’	USE	OF	EWOM	BE	

DESCRIBED?	

Factors influencing spreading positive eWOM  

Erkan (2015) argued the content generated by brands’ pages influences spreading eWOM. 

Among all interviewees independent of gender, the collected data supported this theory nearly 

to full extent. Moreover, the majority asserted that brand content that was aesthetically appealing 

influenced spreading eWOM. In regard of spreading positive eWOM, the majority of the 

females supported that consumer trust generates positive eWOM (Choi & Scott, 2013), but only 

to some extent. Accordingly, some of the data suggested that trust itself towards a brand would 

not be the only factor provoking positive eWOM. Voorveld et al. (2018) claimed that Instagram 

is more entertaining compared to other platforms which most females supported fully or to some 

extent. However, only two of the males confirmed the theory. The majority of the males instead 

preferred other platforms such as Snapchat and Facebook where communication is the main 

function. Common motivators among the females and males was that Instagram was a good 

inspiration source and a personal entertainment platform. 
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The majority of females and the minority of males supported that the level of commitment 

towards a brand could influence them spreading positive eWOM (Tsao & Hsieh, 2012). 

Nonetheless, the majority of males did not assert that since many of the males did not feel 

committed towards brands to the same extent as the females. All interviewees except interviewee 

8 reinforced what Zhang et al. (2017) and Choi et al. (2018) emphasized regarding satisfaction 

which triggered positive eWOM. Interviewee 8 did not engage a lot in spreading positive nor 

negative eWOM and if he did it was not fully because of satisfaction or dissatisfaction.  

 

According to Choi et al. (2018), spreading positive eWOM is dependent on the intensity of 

consumer’s SNSs usage, which almost every interviewee supported. Common characteristics 

among the one female and the two males of whom did not encourage this was the unappreciation 

of actively using SNSs. Further, Ho and Bodoff (2014) implies that personalization strategies 

promote positive eWOM which the majority endorsed in a sense. These interviewees had in 

common that they appreciated personal digital marketing while two of those who unproved the 

theory thought personalization was somewhat unpleasant. There was one outlier, interviewee 8 

who simply felt unaffected by advertising in general. 

 

A higher level of knowledge along with curiosity was proven to drive positive eWOM among 

the greater part of the interviewees (Wangenheim & Bayon, 2007). This was based on them 

having the tendency to spread positive eWOM for helping purposes when they possessed more 

knowledge than the one they were disseminating it to. In addition, the curiosity among the 

millennials were recognized when they expressed their willing to connect and always stay 

connected. This phenomenon itself did underline the theory of Palfrey and Gasser (2013), 

Williams et al. (2012), Zhang et al. (2017), Muskat et al. (2013), where millennials’ desire to 

connect influences the intensity of SNS usage, which in turn generates eWOM. 

 

The social network theory implies that involvement influences eWOM (Wangenheim & Bayón, 

2007) which the majority of the data too supported. The larger part of interviewees was backing 

it fully except for four, who supported it to some degree. The ones supporting the theory did 

only spread eWOM when they were involved with the brand whilst the other four had spread 

positive eWOM regarding brands they knew little about or only for reinforcement purposes. 
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TABLE 6: DATA DISPLAY OF FACTORS INFLUENCING SPREADING POSITIVE 

EWOM 

Theory	 Female	interviewee	 Male	interviewee	
1	 2	 3	 4	 5	 6	 7	 8	 9	 10	 11	

The content generated by 

brands’ pages 

/ + - + + + + + - / + 

Consumer trust generates 

positive eWOM  
/ / / / + / + / - + + 

Instagram is experienced as 

more entertaining compared to 

other platforms 

/ / + + / + - - + + - 

Positive eWOM is triggered by 

the sense of commitment 

toward a brand 

+ - / / + + + - - + + 

Positive eWOM is triggered by 

the level of satisfaction toward a 

brand 

+ + + + + + + / + + + 

The intensity of consumers’ 

SNSs usage increases positive 

eWOM  

+ + - + + + + / - + + 

Personalization strategies 

promotes positive eWOM  

/ / - + / + / - - + + 

Higher level of knowledge and 

curiosity drives spreading 

positive eWOM 

+ + + + + + / - + + + 

Higher level of involvement has 

a significant impact on positive 

eWOM  

/ + / + + + / + / + + 

 

Factors influencing spreading negative eWOM 

According to Garg and Kataria (2013) and Kumar and Purbey (2018), anxiety reduction is one 

factor influencing spreading negative eWOM. Only one of the females and two of the males 

supported this theory whereas the others never spread negative eWOM for the purpose of 

anxiety reduction. It was shown that spreading WOM to friends and family was more common 

when disseminating it for the purpose of reducing anxiety. Furthermore, 8 of all interviewees 

spread negative eWOM in order to prevent others from having negative experiences and 

therefore approving Kumar and Purbey. Furthermore, Kumar and Purbey stated that generating 

advices about products is a factor for spreading negative eWOM which the majority of the 

females supported but only two of the males. For instance, interviewee 2 spread negative eWOM 

for the purpose of providing those of her friends and family that knew little about brands. Also, 

interviewee 9 mostly spread negative eWOM in order to inform his friends. Lastly, the factor 

that had every interviewees support for spreading negative eWOM was dissatisfactory 

experiences as per Zhang et al. (2017) stated. In contrast to what drives positive eWOM, a 

dissatisfactory experience could include non-credible firm-generated content in terms of poor 
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aesthetics together with bad service experiences and quality that did not live up to the 

interviewees’ expectations.  

 

TABLE 7: DATA DISPLAY OF FACTORS INFLUENCING SPREADING 

NEGATIVE EWOM 

Theory	 Female	interviewee	 Male	interviewee	
1	 2	 3	 4	 5	 6	 7	 8	 9	 10	 11	

Anxiety reduction  - - - + - / + + - - - 
Preventing others from having a 

negative experience  
/ + - + - + - / + / + 

Generating advices regarding 

knowledge about a brand’s 

product or service   

+ + / - + + / / + / + 

Dissatisfactory experience / + + + + + + + + / / 
The content generated by 

brands’ pages  

- 
 

/ - + - + - - + - - 

 

5.2	RQ2:	HOW	DOES	EWOM	INFLUENCE	MILLENNIALS’	BA?	

Millennials’ traits  

Zhang et al. (2017) stated in their research that millennials engaged in SNSs mainly through 

mobile applications. Furthermore, among the interviewees both the females and the males 

mentioned that they use primarily their smartphones when they engage in SNSs. A majority of 

all the interviewees also stated that they consider themselves to be technologically gifted and 

confident when using digital devices. Thus, the interviewees responses can therefore support 

Zhang et al., (2017) previous research regarding millennials and mobile applications. 

 

According to Zhang et al. (2017) millennials are expected to be influenced by information 

collected from SNSs channels. The majority of interviewees said that they are influenced by the 

information which they are exposed to on SNSs, only two of the males said that they are 

somewhat influenced. Furthermore, information such as reviews and recommendations by other 

SNSs users were types which the interviewees were most affected by.  

 

Chu and Kim (2011) explains in their research that millennials rely more on their friends and 

acquaintances due to them being considered as more trustworthy. Furthermore, this theory was 

confirmed by a majority of the interviewees. The main reason for relying on their peers more 

than unfamiliar users was trust and equal interests for similar products and brands. On the other 

hand, five of the interviewees stated that the level of experience and knowledge regarding a 

brand matter when considering their peers recommendations. In addition, one of the male 
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interviewees stated that the level of brand loyalty matter in regards of trust towards brands 

communication.  

 

Iyer et al. (2016) argues that millennials can be difficult to target due to their awareness of being 

targeted and similarly, Beard (2003) states that millennials possess negative attitudes in general 

towards brand content posted on SNSs. All interviewees claimed that they were to some extent 

aware of being targeted by brands except for one female and one male. Furthermore, several of 

the interviewees were aware of brands’ cookie usage and how it affected their feeds on the 

different SNSs. In addition, some of the interviewees stated that they disliked the feeling of 

knowing they were target as well as controlled by brands. Thus, the awareness among the 

interviewees contribute to a skeptical mindset towards eWOM and brands. Hence, the theory 

of Iyer et al. (2016) and Beard (2003) regarding millennials awareness and attitudes can be 

supported by the interviewee’s responses.  

 

In research conducted by Zhang et al. (2017), Chou and Kim (2011) and Leskowec et al. (2007), 

millennials are stressed to be less influenced by traditional marketing approaches and are instead 

more influenced by positive eWOM from their peers. In addition, Iyer et al. (2016) and Smith 

(2011) mention that despite the fact that millennials possess an overall negative attitude towards 

advertising, they favor electronic advertising. The majority of the interviewees preferred digital 

marketing including eWOM since they believe it makes a greater impression and in addition 

provides them with more information. Besides, they said that digital marketing is more adjusted 

and personal based on interests and needs. Another underlying reason for favoring digital 

marketing that the millennials had in common was the daily exposure to SNSs. On the other 

hand, one female and one male stated that they preferred traditional marketing since it allows 

them to interact with brands on their own terms.  

 

According to Palfrey and Gasser (2013), Williams et al. (2012), Zhang et al. (2017) and Muskat 

et al. (2013), millennials have a desire to connect with others. Also, Iyer et al. (2016) mention 

that millennials are needy for affiliation and therefore SNSs plays an important role in their lives. 

All interviewees stated that the main reason for engaging in SNSs are for the purpose of 

connecting and communicating with peers. In addition, when preforming eWOM, a majority 

of the interviewees aim to target friends and family. A few of the interviewees also stated that 

they felt obliged to keep track of everyone through SNSs since “everyone has it, and everyone 

wants to be the same”. However, the oldest interviewee who was a female did not use SNSs for 
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affiliation purposes. Hence, the responses from the interviewees supports the theory almost fully 

connected to previous research.   

 

Bulut and Karabulut (2018) and Luo (2007) states in their research that negative eWOM has a 

greater impact than positive eWOM. Moreover, the majority of the interviewees said that they 

are more affected by negative than positive eWOM due to high requirements and therefore they 

are more critical. Moreover, the extent to how much they are affected is connected to the 

attributes of the product and the circumstances of a purchase decision. In addition, the negative 

eWOM contribute to them becoming more hesitant towards the brand. On the other hand, 

some of the interviewees did not agree and stated that positive eWOM had a greater influence 

on them since it often can strengthen their own opinion.  

 

TABLE 8: DATA DISPLAY OF MILLENNIALS’ TRAITS 

Theory	 Female	interviewee	 Male	interviewee	
1	 2	 3	 4	 5	 6	 7	 8	 9	 10	 11	

Millennials embrace social 

networking through mobile 

applications 

+ + + + + + + + + + + 

Millennials are expected to be 

influenced by information 

collected from SNSs platforms 

+ + + + + + + / / + + 

Millennials rely more on their 

friends and acquaintances due 

to them being considered as 

more trustworthy 

/ + / + + / + / / + + 

Millennials can be difficult to 

target due to their awareness of 

being targeted  

+ + + + / + + + + + / 

Millennials possesses negative 

attitudes in general towards 

brand’s content 

+ + + + - + + / + + - 

Millennials favor electronic 

advertising 
+ + - + + + - + + + + 

Millennials are less influenced 

by traditional marketing 

approaches and are instead 

more influenced by positive 

eWOM from their peers  

+ / / + + + + / - + + 

Millennials have a desire to 

connect with others  
+ + + + + / + + + + + 

Because millennials are needy 

for affiliation, SNSs plays an 

important role in their lives  

+ + / + + - + + + + + 

Negative eWOM has a greater 

impact than positive eWOM  
+ - + + - + + + + - - 
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Factors influencing BA  

All females and males were unified on that their thought about a brand formed their BA. Also, 

all interviewees agreed that their thoughts about a brand influence their attitudes to a greater 

extent than how they felt. This endorses the theory supported by Ho et al. (2017), Solomon 

(1996), Arora and Agarawal (2019), Duffett and Wakeham (2016), García (2007), Luz et al. 

(1983), Najmi et al. (2012), Ray (1973) and Saunders and Buehner (2013) which underlines that 

cognition primarily forms BA.  

 

Only one of the males believed that his emotions towards a brand could impact his attitude in 

long-term. Accordingly, the majority of the males stated that their feelings were temporary and 

hence could not affect their BA long-term. Regarding the females, half of them believed that 

their emotional states could have an impact on BA but only temporary as well. These sayings 

suggest that affect only can influence BA temporarily but dependent on the degree of feelings, 

determine the long-term effect on BA. Many of the interviewees also provided answers which 

indicated that affect could have an impact on what they thought about a brand, thus their 

cognitive attitude. Therefore, the theories of Ho et al. (2017), Arora and Agarwal (2019), 

Solomon (1996), Edell and Burke (1987), Da Silva and Syed Ali (2006), Homer (2006) and Ray 

(1973) only was supported to some extent.  

 

According to Ganesan et al. (2017), a brand’s communication and how its marketing content is 

designed as well as eWOM influence a consumer’s BA (Schivinski & Dabrowski, 2016; 

Kucukemiroglu & Kara, 2015; Tsao & Hsieh, 2012; Fournier & Avier, 2011). In addition, the 

brand experience forms BA and behavioral intention (Ganesan et al., 2017; Ho et al., 2006). The 

male interviewees stated that the main factors which could influence their BA was brand 

communication and eWOM spread by their close ones. Likewise, the female interviewees said 

that the main thing affecting their attitudes towards a brand is eWOM spread by their peers as 

well as brand experience. Both the females and the male agreed that if a brand changes their 

fundamental values, connected to the content displayed on SNSs, it could affect their BA towards 

the brand.  

 

According to Wang et al. (2016) and Morgan and Hunt (1994) trust influences consumers’ BA 

to a great extent. The majority of the interviewees supported this saying that trust is an important 

factor when forming a relationship with the brand, but it cannot be stated alone as a factor 

influencing their BA. Furthermore, the interviewees believed that personal brand 
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communication and social interaction could facilitate trust towards a brand. Two of the males 

did not agree fully on that trust influences BA. 

 
Schivinski and Dabrowski (2016) states in their research that BA is based on a product’s different 

attributes; tenability, serviceability, errors and the overall performance and features. When the 

interviewees were asked to mention the attributes of their favorite brand the main things were; 

quality, design, service and value for money. In addition, the females stated that user-friendly 

and personal interaction are important factors. In regard to the male interviewees, they also 

mentioned attributes such as nice aesthetics and functional. However, two of the males did not 

believe that their BA was predominantly affected by the mentioned attributes. The stated 

attributes by the interviewees were based on thought and feelings connected to the brand which 

in turn then formed their BA.  

 

According to Bodur et al. (2000) brand familiarity can be seen as a factor influencing BA. The 

majority of the interviewees agreed that brand familiarity is an important factor that influences 

their attitudes towards the brand. Regardless, two of the males did not fully support the theory 

since they were very aware of always create their own opinion regarding a product unrelated to 

the brand. Furthermore, some of the interviewees stated that the level of loyalty as well as brand 

familiarity are vital factors when forming a strong relationship with the brand. Hence, therefore 

it requires major circumstances for their BA to change.  

 

TABLE 9: DATA DISPLAY OF FACTORS INFLUENCING BA 

Theory	 Female	interviewee	 Male	interviewee	
1	 2	 3	 4	 5	 6	 7	 8	 9	 10	 11	

A brand’s communication and 

how its marketing content is 

designed influence a 

consumer’s BA 

/ + + + + / + + + + + 

Cognition, a consumer’s 

perception of a brand  
+ + + + + + + + + + + 

Affect, a consumer’s emotion 

towards a brand  

- / / + + + / - / + / 

The brand experience forms 

BA and behavioral intention  
+ + + + + + + + + + + 

eWOM has an impact on BA / + + + + + + + / + + 
Trust influences consumers’ 

BA to a great extent 

+ + + + + + + / / + + 

BA is based on a product’s 

different attributes; tenability, 

serviceability, errors and the 

overall performance and 

features 

+ 
 

+ + + + + + / / + + 

Brand familiarity can be seen as 

a factor influencing BA 

+ + + + + + + / / + + 
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6.	FINDINGS	AND	CONCLUSIONS		

This chapter will emphasize the findings and conclusions of most significance connected to the 

studied area. The following will give answer to the study’s purpose of which was to provide a 

deeper understanding on how millennials’ attitudes towards brands are influenced by online 

communication. Lastly, limitations along with suggestions for further research will conclude this 

chapter.  

 

6.1	 HOW	 CAN	 THE	 FACTORS	 THAT	 INFLUENCE	 MILLENNIALS’	 USE	 OF	 EWOM	 BE	

DESCRIBED?	

In order to develop a deeper understanding for how online communication shapes millennials’ 

attitudes towards brands, what factors influences eWOM to spread had to be appreciated. This 

since eWOM now is explained to be a crucial factor that impacts BA. After analyzing the data, 

the authors could observe that the content provided by brands makes an important factor for 

both male and female millennials to spread eWOM. In more detail, the content that appealed to 

them the most was aesthetically and personally attractive. Nonetheless, it has to be considered 

that tendencies regarding non appreciation towards personal brand content was reckoned, 

implying that some millennials feel inconvenient with being controlled by brands. Furthermore, 

trust towards brands was not alone considered to be a factor influencing the millennials to 

disseminate eWOM. However, the opinions related to consumer trust were somewhat diffuse 

but since a high degree of skepticism towards firm-generated content in general was shown, the 

authors believe that consumer trust is a factor enhancing the possibility of spreading positive 

eWOM. Considering gender differences, the attitude towards brands among the males was less 

affected by consumer trust in relation to the females. 

  

In regard to the various SNS platforms, Instagram stands for influencing most millennials to 

spread eWOM. This due to Instagram being a platform filled with inspiration and a positive 

energy source, making the millennials spreading mainly positive eWOM. Due to Instagram 

being a SNS where one control what one sees to a higher extent than other platforms, the 

platform being more adapted and personal was displayed as what made it attractive. 

Characteristics that differed between the males and females that was noticed was that more 

females used Instagram for the mentioned purposes while the some of the males favored other 

SNSs that primarily was utilized for private communication intents. In conclusion, gender 

differences that was recognized was that females considered Instagram to be more entertaining. 

In addition, males stated that they preferred SNS platforms such as Snapchat and Facebook since 
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their primary purpose for engaging on SNSs was for communication with peers. This to give 

reason to why male millennials are less influenced by eWOM on SNSs, related to their less 

exposure to advertising, compared to the female millennials.  

 

The authors argue that the level of commitment towards a brand provokes positive eWOM to 

be disseminated. This accordingly to what the millennials stated regarding their higher tendencies 

to promote a brand through positive eWOM they were committed and loyal to. With regard to 

this, the males were interpreted as less influenced by being committed towards a brand when 

spreading positive eWOM, in opposition to the females. The principal factor encouraging 

spreading positive eWOM is satisfaction, which the millennials explained is dependent on 

service, quality, logistics and design. Nevertheless, not all millennials agreed on this, asserting 

that only quality and design made them feel satisfied. Thus, satisfaction towards a brand is a vital 

factor but the definition of what millennials considers to be satisfying can be further discussed. 

Although satisfaction was described as being an obvious factor for spreading eWOM, satisfaction 

towards a product could be enough to spread positive eWOM about the brand. 

 

Further, the higher intensity of millennials’ SNS usage, the higher the possibility of spreading 

positive eWOM. The authors suggest that if millennials appreciate being active on SNSs, hence 

possessing positive attitudes towards SNSs, the stated is fully true. Thereby, the authors too 

emphasize the importance of considering millennials’ general attitude towards SNSs when 

investigating whether the intensity of their SNS usage makes them spread eWOM. Accordingly, 

those who possessed negative attitudes towards the usage of SNSs did use them relatively intense 

but spread significantly little amounts of eWOM.  

 

It was shown that a higher level of knowledge regarding a brand could provoke millennials to 

spread eWOM. The authors suggest that this is related to the willingness amongst millennials to 

help their friends and acquaintances and provide them with valuable information. Other than 

knowledge, curiosity was reckoned to matter to some extent. Thus, curiosity as an attribute of 

the individual could lead to brand involvement, which in turn drives spreading eWOM. In 

accordance, it was noticeable that the ones who engaged more in spreading eWOM displayed a 

greater curiosity along with a higher need for affiliation.  

 

For the millennials, brand involvement makes a factor for spreading mostly positive eWOM.   

Although involvement influences the dissemination of eWOM, the authors suggest that 
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involvement does not represent a crucial factor for spreading eWOM. Thus, it is shown that 

uninvolved millennials spread positive eWOM for other purposes such as reinforcement. The 

authors argue that females have a higher tendency to spread positive eWOM compared to males 

without being involved with the brand. Furthermore, this since the majority of the female 

interviewees stated that they had engaged in spreading positive eWOM without being involved 

with the brand. Tendencies that were shown amongst the female interviewees suggest that they 

are more aware of seeming knowledgeable and trendy. Therefore, it appears they are more 

willing to spread positive eWOM even if they are less or not involved with a brand. 

 

In regard to what influences spreading negative eWOM anxiety reduction was stated to be one 

underlying motive. Nevertheless, reducing frustration by spreading negative eWOM does not 

seem to be a common purpose among the millennials. This can be reasoned due the fact that the 

minority of whom described them using negative eWOM as anxiety reduction often had another 

purpose behind as well. 

 

The most significant factor behind spreading negative eWOM amongst the millennials is 

suggested to be high altruism. Thus, the authors assert that there is a willingness to help and in 

turn warn and provide their peers with information amongst the millennials that makes them 

spread eWOM. Nevertheless, to whom millennials spread negative eWOM is suggested to be 

dependent on how bad the reasoning behind disseminating it is. In accordance, the authors 

believe that the more negative reasoning motivates the millennials to target a broader audience, 

independent on who it is. Moreover, the authors imply that this is related to millennials being 

aware of preventing others from having simply negative experiences. Lastly, in contrast to 

satisfactory experiences, dissatisfactory ones are related to spreading negative eWOM. Amongst 

the millennials, dissatisfactory experience is heavily reliant on negative service experiences. 

 

Regarding any significant professional differences among the interviewees, none was of distinct 

character and thereby worthy of analyzation nor discussion. Thus, a conclusion that can be drawn 

related to the research question is that the factors that influence millennials’ use of eWOM is 

independent of their occupation. 
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Based on the general conclusions above, the most significant and vital conclusions to answer 

what influences eWOM variation on SNSs are the following: 

® Personal content influences millennials to spread positive eWOM more  

® Aesthetically appealing content influences millennials to spread positive eWOM 

more 

® Instagram influences millennials the most to spread eWOM  

® The higher the satisfaction, the more positive eWOM will spread 

® Negative attitudes towards SNSs decreases the spreading of eWOM  

® High altruism makes negative eWOM to spread more extensively  

® Negative service experiences play a bigger role for spreading negative eWOM 

compared to positive such when spreading positive eWOM 

® Male millennials use SNSs for communication purposes to a higher degree in 

comparison to female millennials 

® The higher intensity of millennials’ SNS usage, the higher the possibility of spreading 

eWOM  

® The higher level of knowledge regarding a brand, the higher the possibility of 

spreading eWOM  

® Brand involvement is less decisive for females when spreading positive eWOM then 

for males 

® The factors that influence millennials’ use of eWOM is independent of their 

occupation 

 

6.2	HOW	DOES	EWOM	INFLUENCE	MILLENNIALS’	BA?	

It can be stated that millennials’ attitude towards brands is influenced by eWOM on SNSs. 

Furthermore, eWOM spread by family and close friends influence the millennials’ BA more than 

other unfamiliar users on SNSs. Once analyzing the data, the authors could assert that the 

millennials are influenced by the information displayed on SNSs. Moreover, eWOM from peers 

in form of recommendations regarding a brand is important for millennials when considering 

purchasing a product. Also, it can be suggested that recommendations from peers is the most 

vital factor that influence millennials when forming their BA. Furthermore, it was shown that 

millennials rely more on their friends and families because they are considered to be more 

trustworthy. In addition, another factor which influence millennials’ BA is equal interest for 

similar products among peers. On the other hand, millennials additionally consider their peers’ 
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level of experience and knowledge in turns of their recommendations about brands. In 

conclusion, females are more influenced by the information exposed on SNS platforms. The 

authors argue that an explanation can be that the females in general spend more time on SNSs 

than the male interviewees. 

 

Since millennials engage on SNSs more than other generations, the authors assert that they are 

more exposed to eWOM created by both users and brands. Furthermore, it was shown that 

brands’ eWOM including their way of communicating on SNSs, have an impact on millennials’ 

BA. Hence, what brands post on SNSs are of high relevance in regard to the influence on 

millennials’ BA. As indicated, content posted by brands which are of attractive aesthetics 

influences millennials to spread eWOM. However, it can alone as well be a factor influencing 

their BA. On the other hand, it was shown that millennials possess a general negative attitude 

towards firm-generated content on SNSs. Furthermore, the negative attitude can be explained 

by millennials awareness of being targeted by brands. In addition, the authors suggest that 

millennials awareness of brands’ cookie usage and how it affects their feeds on various SNSs, 

provokes the feeling of being controlled by brands. This for its part then reinforces their negative 

attitude towards brand content. Correspondingly, it can be argued that it is more challenging for 

brands to influence millennials’ attitudes towards them in regard to other generations if only 

considering the mentioned aspect. 

 

The authors further imply that even though millennials possess a common negative attitude 

towards brands and their SNS content, they still favor the digital marketing including eWOM. 

It was shown that the millennials prefer digital marketing rather than traditional marketing due 

to their extensive usage of SNSs. In addition, the millennials consider brands’ eWOM on SNS 

to be more personalized and hence based on their needs and interests. Thus, the authors propose 

that millennials possess tendencies to adopt contradictory behavior, meaning that they dislike the 

feeling of being targeted but yet favors digital marketing due to it being more influential in terms 

of personal. Therefore, the authors’ conclusion is that millennials are impressionable yet critical. 

Digital marketing consequently influences them due to them being heavily exposure to it 

whether they like it or not. On the other hand, the authors assert that some millennials prefer 

traditional marketing since it allows them to interact with brands on their own terms which can 

be explained by their general negative attitudes towards brands. 
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It was shown that millennials’ primary purpose for engaging in SNSs was to connect with others, 

especially peers. The authors declare that since communication on SNSs is of high importance 

for millennials, it is natural to spread eWOM first and foremost to peers. In addition, millennials 

are needy for affiliation and so eWOM from peers influence them to a great extent. In turn, the 

authors emphasize that peers’ eWOM can confirm already altered believes and thereby influence 

millennials’ BA. Moreover, it was shown that millennials are more influenced by negative than 

positive eWOM due to their high requirements and skepticism towards brands. On the other 

hand, it was stated that positive eWOM had a greater influence on some millennials since it often 

can strengthen their own opinion. 

 

Another factor which influence millennials’ attitude is brand experience. Furthermore, brands’ 

product attributes such as; design, quality, user-friendliness and value for money makes influential 

factors of which shapes the millennials’ brand experience and in turn their attitude towards the 

brand. Moreover, it was shown that the attributes mentioned were based on thoughts and 

feelings millennials had connected to the brand, which in turn then formed their BA. Also, what 

the female and male interviewees thought about a brand influenced their attitude to a much 

greater extent than how they felt. In terms of cognitive and affective attitude, the authors suggest 

the millennials’ feelings only can influence their BA temporarily. However, dependent on the 

intensity of feelings, determine their thoughts and so the long-term effect on BA. In addition, it 

can be stressed that if a brand changes its fundamental values, it can in turn influence the 

millennials BA. Accordingly, the authors emphasize that the female interviewees relied more on 

their feelings when forming their BA in comparison to the male interviewees.  

 

For the millennials, trust is an important factor when forming a relationship with a brand, but it 

cannot be stated as an independent factor influencing their BA. Furthermore, it was shown that 

personal brand communication and social interaction facilitates trust towards the brand. Also, 

the level of trust is suggested to be connected to millennials’ brand familiarity. Thus, the level of 

brand familiarity aids trusting the brand. Additionally, it can be asserted that brand familiarity is 

an important factor which influences millennials’ attitude towards the brand. Correspondingly, 

the level of loyalty as well as brand familiarity are vital factors when forming a strong relationship 

with the brand in regard to the millennials. However, less males than females supported this 

which the authors suggest was due to them prioritizing a product’s attributes more than 

compassionate brand relationships. Furthermore, it was shown that when millennials possess a 

higher level of brand loyalty and brand familiarity, it requires major circumstances for their BA 
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to change. Thus, the higher the brand loyalty and familiarity, the smaller impact does eWOM 

have on BA. 

 

Regarding any significant professional differences among the interviewees, none was of distinct 

character and thereby worthy of analyzation nor discussion. Thus, a conclusion that can be drawn 

related to the research question is that the influence of eWOM on millennials’ BA is independent 

of their occupation.  

 

Based on the general conclusions above, the most significant and vital conclusions to answer 

how eWOM influences millennials’ BA are the following: 

® eWOM spread by friends and family influence millennials’ BA to a greater extent 

than unfamiliar users on SNSs  

® Personalized firm-generated content has a positive influence on millennials BA  

® Peers’ eWOM can confirm already altered believes and therefore influence 

millennials BA 

® Millennials are more influenced by negative than positive eWOM due to their high 

requirements and skepticism towards brands 

® The higher the brand loyalty and familiarity, the smaller impact does eWOM have 

on BA  

® Millennials’ feelings towards brands only influences their BA temporarily 

® Female millennials rely more on their feelings than male millennials when forming 

their BA 

® The influence of eWOM on millennials’ BA is independent of their occupation 
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6.3	IMPLICATIONS	FOR	THEORY		

From what has been acknowledged during the writing of this thesis, there are only a few studies 

regarding the ever-evolving area of SNSs and online communication influence millennials’ BA. 

In order to minimize the research gaps, this study realized the following theoretical implications. 

 

Successful eWOM on SNSs is dependent on appealing firm-generated content  

Millennials tend to appreciate user-friendly and aesthetically appealing firm-generated content. 

Aside from eWOM generated by peers and acquaintances, this study has concluded that this is 

one of the main reasons for millennials to visit brand pages which increases the chances for them 

to spread positive eWOM. Accordingly, this implication minimizes the research gaps concerning 

determining successful eWOM. 

 

Successful eWOM on SNSs is dependent on strong brand-consumer relationships 

This study suggests that successful eWOM on SNSs, generated by millennials, is heavily reliant 

on strong brand-consumer relationships. As a contribution to previous theories of which claims 

that relationships are built upon trust and commitment this study means that this is partially true, 

declaring that concerning spreading eWOM, commitment towards a brand does not have to rely 

on trust. This study as well argues that the majority of millennials are skeptical towards firm-

generated content and therefore, building strong relationships that results in brand loyalty or at 

least positive familiar brand associations is crucial for eWOM to be successful. In addition, this 

study asserts that millennials too value service beyond expectation including personal 

communication and social interaction. Hence, accordingly to the millennials being needy for 

affiliation which this study as well underlines, brands that engage in being personal gets more 

positive attention from the millennials.  

 

Millennials possess a fundamental pessimistic attitude towards firm-generated content  

This study has concluded that millennials are a generation which is highly aware of them being 

targeted by brand on SNSs. Moreover, this has contributed to them possessing a negative attitude 

towards the content posted by brands. Therefore, it is important for brands to be aware of 

millennials’ attitudes towards the content they post on SNSs in order to influence them, and in 

turn their BA. This study has shown that even though millennials is a generation which are 

conscious, they also have the tendency of being influenced by the information displayed on 

SNSs, specially from their peers. Hence, the reasons why millennials are impressionable and at 

the same time well aware is due to them being exposed to SNSs daily. In addition, this study 



56 

suggests that if brands change their fundamental values it can in turn influence the millennials’ 

BA. Thus, this study theoretically implies that millennials’ attitude towards brands can be 

influenced by a brand’s fundamental values. In summary, millennials’ awareness is a factor which 

makes it more challenging for brands to influence their BA. 

 

6.4	RECOMMENDATIONS	TO	PRACTITIONERS	

Here, practical recommendations to managements will be outlined accordingly to this study’s 

findings and conclusions. The recommendations are created based on preference connected to 

the millennials in this study. 

® Since millennials rely on their peers and acquaintances more than others, the authors 

suggest practitioners to incorporate more brand ambassador marketing on SNSs, 

utilizing the millennials themselves to promote their brands and target their SNS 

audience 

® Use more resources on online customer service who socially interacts with the 

customers due to millennials’ need for affiliation and appreciation of personal service 

beyond expectation. This applies primarily to manage and prevent negative eWOM 

since negative eWOM plays a bigger role than positive in terms of millennials BA 

® Adopt more personalization marketing strategies in order to streamline targeting 

millennials on SNSs. This due to their high level of SNS exposure along with their 

preference for personal online marketing 

® Implement more loyalty programs in order to strengthen brand-consumer 

relationships since brand loyalty makes millennials less affected by eWOM and 

influences them to spread more positive eWOM 

® Consider CSR as both taking social responsibility but also as a marketing strategy due 

to the vast majority of millennials’ being highly aware of these 

® In terms of brand experience, a product’s attributes as well as the overall experience 

is essential. Therefore, the authors suggest that in order to positively influence 

millennials’ BA, it is vital for brands to consider factors such as design, quality, and 

value for money since millennials are naturally critical. These factors are crucial for 

the millennials in order to facilitate trust towards the brand which in turn can lead to 

a higher level of brand commitment 
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6.5	LIMITATIONS	

The following will present the principal limitations of this study:  

® One of the limitations of this study was the quantity of interviews. Due to the time 

limit to carry out this study the external validity could have been increased by 

including a larger sample selection 

® No conclusions could be made concerning the age range of the millennials since the 

data collection consisted of too few interviewees in a big enough range for that 

purpose 

® Some interview questions were perceived as too complex for some interviewees due 

to the authors explorative and in-depth approach along with unprepared interviewees 

® In regard to the ever-evolving area of SNSs and the lack of research on millennials’ 

BA, the study may have been limited in terms of it investigating a relatively new area 

® The authors found that measuring affect and cognition and how those components 

contributed to forming BA was complex through interviews. The authors 

acknowledged that these are factors that many does not reflect over, and that they 

often are subconsciously influenced. This phenomenon is experienced to be 

applicable on other factors regarding eWOM as well, and therefore, one significant 

limitation is that this study could beneficially be complemented with a quantitative 

such. This in form of a questionnaire or equivalent in order to strengthen the study’s 

external validity. Accordingly, by undertaking a more explanatory approach by 

measuring relationships between dependent and independent variables through 

regression analysis, the study could potentially contribute even more to research 

® The sample selection included in this study are all from the same geographical area. 

This can in turn affect the result of the study since the sample selection was a 

homogeneous group with similar values and outlooks 

® The authors had wished for being able to triangulate multiple sources of data when 

taking on the case study but were not able to consider the time limit. This would 

have strengthened the validity of the study 
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6.6	IMPLICATIONS	FOR	FUTURE	RESEARCH	

Due to the relatively new and rapidly changing area, implications for future research can be 

many. However, the authors of this study suggest that further research could investigate the 

following:  

® Include a broader sample by quantitative research in order to generalize millennials’ 

traits or to generate more extensive conclusions  

® Conduct the study geographically elsewhere, taking in consideration aspects such as 

culture 

® Examine what factors drives aesthetically appealing content according to the 

millennials  

® Investigate the complex matter of millennials’ possessing cognitive dissonance in 

regard to SNSs and spreading eWOM  

® This study only had a qualitative approach which in turn limited the external 

validity. In order to strengthen the result of the data collected as well as the 

conclusions of this study a quantitative approach could be adopted, for example 

through a questionnaire to a larger sample selection 

® Conduct a quantitative study which will contribute more in in-depth to the area of 

BA and its components; affect and cognition 

® In addition, conduct a multiple case study in regard to another generation to 

investigate their attitude and how they are influenced by eWOM. 
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APPENDIX	A:	INTERVIEW	GUIDE	ENGLISH	VERSION	

The following questions outline the interview guide which is used for this study’s individual in-

depth interviews. Initially the demographic and general questions will be presented followed by 

the question guide connected to each research question with its respective theme. Additionally, 

every question allows unstated reply questions. 

 

Demographic	questions		
1	 Age?  
2	 Gender? 
3	 Occupation?  
General	questions		
4	 How much time do you spend on SNSs/day? 

5	 What types of SNSs do you engage in the most? 

6	 How often are you in contact with brands’ pages on SNSs?  

7	 What would you say influences your choices of engaging on those brand pages?  

8	 Have you ever spread eWOM? 

9	 Do you ever read eWOM?  

 

RQ1:	How	can	the	factors	that	influence	millennials’	use	of	eWOM	be	described?		
Theme		 No.		 Question	example	
Factors	influencing	
spreading	positive	
eWOM		

10	 What factors influences you to spread positive eWOM?   

Factors	influencing	
spreading	negative	
eWOM	

11	 What factors influences you to spread negative eWOM?  

12	 When you spread negative eWOM, how does it make you feel 

emotionally? 

RQ2:	How	does	eWOM	influence	millennials’	BA?	
Millennials’	traits		
With	other	generations	
in	mind,	what	are	your	
most	prominent	
attributes?		
	

13	 Do you prefer traditional marketing compared to online marketing 

including eWOM?  

13a	 Which one are you most influenced by?  

14	 Do you rely more on your friends’ eWOM than others’?  

15	 When you spread eWOM, who do you intend to target? 

16	 Why do you engage in SNSs?  

17	 Are you affected by other consumers’ reviews on SNSs? 

18	 Which type of eWOM do you consider having the most impact on you? 

Positive or negative?  

Factors	influencing	
BA	
	

19	 Think of your favorite brand, why is it your favorite brand?  

20	 What do you think about this brand? 

21	 What do you feel about this brand?  

22	 In regard to the mentioned of what you feel and think, what factors 

influences your BA towards a brand?   

23	 Would you say that your BA can be affected by whether you are 

familiar/committed (or not) to the brand? 



 

APPENDIX	B:	INTERVIEW	GUIDE	CONNECTED	TO	THEORY 

RQ1:	How	can	the	factors	that	influence	millennials’	use	of	eWOM	be	described?	
Theme		 Question	guide	 Theory		
Factors	influencing	
spreading	positive	
eWOM		
 

What factors influences you to 

spread positive eWOM?   

The intensity of consumers’ SNSs usage 

increases positive eWOM (Choi et al., 

2018) 

 

Positive eWOM is triggered by the level of 

satisfaction towards a brand (Zhang et al., 

2017; Choi et al., 2018) 

 

Personalization strategies promotes positive 

eWOM (Ho & Bodoff, 2014) 

 

Higher level of knowledge and curiosity 

drives spreading positive eWOM 

(Wangenheim & Bayon, 2007) 

 

Higher level of involvement has a 

significant impact on spreading positive 

eWOM (Wangenheim & Bayon, 2007) 

 

Positive eWOM is triggered by the sense 

of commitment towards a brand (Tsao & 

Hsieh, 2012) 

 

The content generated by brand’s pages 

(Erkan, 2015, Kucukemiroglu & Kara, 

2015; Chu & Kim, 2011) 

Factors	influencing	
spreading	negative	
eWOM	
 

What factors influences you to 

spread negative eWOM?  

Dissatisfactory experiences (Zhang et al., 

2017) 

 

Anxiety reduction is a motive for spreading 

negative eWOM (Garg & Kataria, 2013; 

Kumar & Purbey 2018) 

 

The content generated by brand’s pages 

(Erkan, 2015; Kucukemiroglu & Kara, 

2015; Chu & Kim, 2011) 

When you spread negative eWOM, 

how does it make you feel 

emotionally? 

 

RQ2:	How	does	eWOM	influence	millennials’	BA?	
Theme	 Question	guide	 Theory		
Millennials’	traits		
Considering	other	
generations,	what	are	
your	most	prominent	
attributes?		
 

Do you prefer traditional marketing 

compared to online marketing 

including eWOM?  

 

Millennials favor electronic advertising 

(Iyer et al., 2016; Smith, 2011) 

 

Millennials possesses negative attitudes in 

general towards brand’s content (Beard, 

2003) 

Which one are you most influenced 

by?  

 

Millennials are less influenced by traditional 

marketing approaches and are instead more 

influenced by positive eWOM from their 

peers 

(Zhang et al., 2017; Chu & Kim, 2011; 

Leskowec et al., 2007) 

Do you rely more on your friends’ 

eWOM than others’?  

Millennials rely more on their friends and 

acquaintances due to them being more 

trustworthy (Chu & Kim, 2011)  



 

When you spread eWOM, who do 

you intend to target? 

Millennials have a desire to connect with 

others (Palfrey & Gasser, 2013; Williams et 

al., 2012; Zhang et al., 2017; Muskat et al., 

2013) 

 

Milennials can be difficult to be targeted 

due to their awareness of being targeted 

(Iyer et al. 2016) 

Why do you engage in SNSs?  Millennials have a desire to connect with 

others (Palfrey & Gasser, 2013; Williams et 

al., 2012; Zhang et al., 2017; Muskat et al., 

2013) 

 

Because millennials are needy for 

affiliation, SNSs plays an important role in 

their lives (Iyer et al., (2016) 

Are you affected by other 

consumers’ reviews on SNSs? 

Millennials are expected to be influenced 

by information collected from SNSs 

platfoms (Zhang et al. 2012) 

 

Negative eWOM has a greater impact than 

positive eWOM (Bulut & Karabulut, 2018; 

Luo, 2007) 

Which type of eWOM do you 

consider having the most impact on 

you? Positive or negative?  

Factors	influencing	
BA	
 

Think of your favorite brand, why 

is it your favorite brand?  

Cognition, a consumer’s perception of a 

brand (Ho et al., 2017; Solomon 1996; 

Arora & Agarawal, 2019; Duffett & 

Wakeham, 2016; García, 2007; Luz et al., 

1983; Najmi et al., 2012; Ray, 1973; 

Saunders & Buehner, 2013) 

What do you think about this 

brand? 

What do you feel about this brand?  Affect, a consumer’s emotion towards a 

brand (Ho et al., 2017; Arora & Agarwal, 

2019; Solomon, 1996; Edell & Burke, 

1987; Da Silva & Syed Ali, 2006; Homer, 

2006; Ray, 1973)  

In regard to the mentioned of what 

you feel and think, what factors 

influences your BA towards a 

brand? 

Trust influences consumers’ BA to a great 

extent (Wang et al., 2016) (Morgan & 

Hunt, 1994) 

 

A brand’s communication including 

eWOM and how its marketing content is 

designed influences consumers’ BA 

(Ganesan et al., 2017) 

 

eWOM has a positive impact on BA 

(Schivinski & Dabrowski, 2016; 

Kucukermirogly & Kara, 2015; Tsao & 

Hsieh, 2012; Fourner & Avier, 2011)  

 

The brand experience forms BA and 

behavioral intention (Ganesan et al., 2017; 

Ho et al., 2006) 

 

BA is based on a product’s different 

attributes; tenability, serviceability, errors 

and the overall performance and features 

(Schivinski & Dabrowski, 2016) 

Would you say that your BA can be 

affected by whether you are 

familiar/committed (or not) to the 

brand? 

Brand familiarity can be seen as a factor 

influencing BA (Bodur et al., 2000) 



 

APPENDIX	C:	INTERVIEW	GUIDE	SWEDISH	VERSION	

Demografiska	frågor		
1	 Ålder?  

2	 Kön? 

3	 Sysselsättning?  

Generella	frågor	
4	 Hur mycket tid spenderar du på sociala nätverkstjänster (så som YouTube, Twitter, Facebook och 

Instagram/dag?  

5	 Vilken social nätverkssida spenderar du mest tid på? 

6	 Hur ofta är du i kontakt med varumärkens sociala nätverkssidor? 

7	 Vad skulle du säga påverkar ditt beslut att engagera dig i just dom sidorna?  

8	 Har du någonsin spridit elektronisk mun-till-mun-kommunikation? 

9	 Läser du någonsin elektronisk mun-till-mun-kommunikation? 

 

RQ1:	Hur	kan	faktorer	som	påverkar	millenniers	användning	av	elektronisk	mun-till-mun-
kommunikation	beskrivas?	
Tema	 Nr.		 Fråge-exempel		
Faktorer	som	gör	att	
positiv	elektronisk	
mun-till-mun-
kommunikation	
sprids	

10	 Vilka faktorer påverkar dig till att sprida positiv elektronisk mun-till-

mun-kommunikation?  

Faktorer	som	gör	att	
negativ	elektronisk	
mun-till-mun-
kommunikation	
sprids	

11	 Vilka faktorer påverkar dig till att sprida negativ elektronisk mun-till-

mun-kommunikation?  

12	 När du sprider negativ elektronisk mun-till-mun-kommunikation, hur 

får det dig att känna?  

RQ2:		Hur	påverkar	elektronisk	mun-till-mun-kommunikation	milleniers	attityd	mot	
varumärken?		
Milleniers	
egenskaper	
Jämfört	med	andra	
generationer,	vad	är	
dina	mest	
framträdande	
egenskaper?	
 

13	 Föredrar du traditionell marknadsföring eller digital marknadsföring, 

inklusive elektronisk mun-till-mun-marknadsföring?  

13a	 Vilken påverkar dig mest?  

14	 Gällande elektronisk mun-till-mun-kommunikation, litar du mer på 

dina vänners omdömen än andras? 

15	 När du sprider elektronisk mun-till-mun-kommunikation, vem syftar 

du till att nå ut till?  

16	 Varför engagerar du dig i sociala nätverkssidor? 

17	
	

Blir du påverkad av andra konsumenters recensioner på sociala 

nätverkssidor?  

18	 Blir du mest påverkad av positiv eller negativ elektronisk mun-till-

mun-kommunikation? 

Faktorer	som	
påverkar	
varumärkesattityd	
 

19	 Tänk på ditt favoritmärke, varför är det just ditt favoritmärke? 

20	 Vad tänker du kring detta märke?   

21	 Vad känner du när du är i kontakt med detta märke?   

22	 Med det nämnde i åtanke, vilka faktorer påverkar hur du tänker och 

känner gällande det varumärket? 

23	 Skulle du säga att din attityd mot ett varumärke är påverkat beroende 

på om du har varumärkeskännedom eller/och är trogen varumärket 

eller ej? 

 

  




