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To paraphrase an old bromide, “you are what you consume.”  Consumers derive 

their sense of self through products, brands, performances and a host of other meaning-

laden materials that they consume.  The marketing literature has long recognized 

possessions as an extension of the self-concept.  Although hundreds of studies have 

examined the linkage between consumption and the self, surprisingly few have examined 

a related phenomenon – the relationship between the self-concept and word of mouth 

(WOM). 

A handful of studies have demonstrated the use of WOM to enhance the 

consumer’s self-image, but most extant research focuses on how the act of engaging in 

WOM is used to build the self-concept.  To date there has not been an extensive 

examination of the process by which WOM transfers the meaning of a product, brand, 

advertisement or narrative from one consumer to another as part of identity construction. 

This dissertation attempts to answer the following research questions: 

1. Do self-concept and identity motivate consumers to engage in electronic 

word-of-mouth (eWOM)? 

2. Is there a conceptual model to represent the effects of message characteristics, 

product/brand characteristics and individual personality differences on the 

self-enhancement value of eWOM and resulting eWOM behaviors? 



A conceptual model was proposed and, using an experimental research design, 

hypotheses were tested using structural equation modeling (SEM).  The results suggest 

that self-concept and identity indeed motivate consumers to engage in eWOM, and a 

number of brand and message traits comprise eWOM’s self-enhancement value. 

This dissertation both contributes to the theoretical understanding of eWOM and 

assists managers in developing marketing strategy.  The use of WOM for identity 

construction remains an understudied area in marketing when compared to the 

consumption of products as self-expression.  This research provides suggestions for 

practitioners in harnessing the potential of eWOM as a marketing strategy through 

message development and targeting of lucrative segments with viral campaigns.  
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CHAPTER ONE 

INTRODUCTION 

I celebrate myself, and sing myself, 

And what I assume you shall assume, 

For every atom belonging to me as good belongs to you. 

– Walt Whitman, “Song of Myself” 

 

In our consumer-centric society, to paraphrase an old bromide, “you are what you 

consume.”  Consumers derive their sense of self through products, brands, performances 

and a host of other meaning-laden materials that they consume (McCracken 1988).  In 

fact, the marketing literature has long recognized possessions as an extension of the self-

concept (Belk 1988).  These facts are foundational to modern marketing, advertising and 

branding; hundreds of studies have examined the linkage between consumption and the 

self.  Surprisingly, however, few if any studies have examined a related phenomenon – 

the relationship between the self-concept and word of mouth (WOM).  Much like the 

public consumption and display of possessions, engaging in WOM says as much about 

the consumer as it does about the product, service or brand.  And yet, there is a dearth of 

literature examining the role of WOM in the construction and expression of the self-

concept as a whole. 
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Overview of Word of Mouth 

Marketers and academicians have long recognized the power of WOM, defined as 

informal communications between individuals about their evaluations of goods and 

services (Brooks 1957; Dichter 1966).  Because it is viewed as being more trustworthy 

and reliable than commercial advertising, WOM can have a stronger effect than 

traditional ads on consumer attitudes (Day 1971), resulting in increased likelihood to 

make a purchase (Chevalier and Mayzlin 2006; Liu 2006) or adopt new technologies 

(Czepiel 1974). The advantage over other persuasive techniques is substantial; an early 

study found that WOM is four times more effective than personal selling and up to seven 

times more effective than advertising (Katz and Lazarsfeld 1955). 

With the digital communication revolution over the past decade, WOM has 

become even more powerful. The emergence of new informal communication channels – 

email, mobile phones, PDAs, text messaging, instant messaging, blogs and Web sites – 

has facilitated an unprecedented increase in consumer information-sharing (Allsop et al. 

2007).  Consumers are now able to rapidly communicate with multiple individuals, 

providing not only speed of transmission, but also reach.  For example, in 2009 a dowdy 

47-year-old Scottish woman named Susan Boyle appeared on the UK television program 

“Britain‟s Got Talent” and dazzled the audience with a performance of the song “I Dream a

 Dream.” Within two days of the show, the video of her performance had been viewed 

online more than 12 million times – driven almost entirely by WOM –  and the unlikely 

pop star was a household name throughout not only the UK, but also Europe, the United 

States and beyond (Usborn 2009). 
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Clearly, the informal communication networks made possible by modern 

communications technologies have changed the landscape of WOM.  In today‟s “wired” 

world, word of mouth is shared not by a few highly connected mavens, but by those at all 

levels of influence and connectedness (Smith et al. 2007).  Electronic word-of-mouth 

(eWOM) includes computer-mediated channels such as email, text messaging, online 

video, consumer reviews on Web sites, social networking sites such as Facebook, 

MySpace and LinkedIn, and other electronic transmission media.  While each medium 

has its own unique set of characteristics, what they all share is an unprecedented ability to 

distribute information quickly to a large geographically diverse network of consumers.  

When, as in the aforementioned case of frumpy diva Susan Boyle, the eWOM reaches a 

critical mass – Gladwell‟s (2000) “tipping point” – and spreads to the masses, it is said to 

have become “viral.”  For marketers, this process of “going viral” represents an elusive 

yet powerful phenomenon that is neither well-understood nor often attained. 

Overview of Self, Identity and Marketing 

The nature of the “self” is the subject of some debate, and “tens of thousands of 

articles, chapters and books have been devoted to self-related phenomena” (Leary and 

Tangney 2003, p. 3).  An extended discussion of the self is contained herein, but stated 

simply, the self-concept is defined as the totality of an individual‟s thoughts and feelings 

about himself or herself as an object (Rosenberg 1979).  The conceptual self is a 

psychosocial construct, and thus is constantly being evaluated, refined, improved or 

defended and is based on a shared interpretation of the objectified self (Neisser 1997).  

According to identity theory, this interpretation of the self is categorized into a role based 
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on the meanings and expectations associated with that role; this categorization of the self 

forms the identity (Burke and Reitzes 1981; Burke and Tully 1977).  In summary, the self 

is the person as object, and the self-concept is the individual‟s constantly changing 

conceptualization of that object, while the identity is a situational categorization of that 

objective self into a role. 

The self-concept and identity, then, are constantly being constructed, enhanced 

and altered. In the marketing literature, it has long been suggested that consumers use 

possessions, products and brands to build or reinforce their self-concepts and express 

their identities (Belk 1988; Kleine et al. 1995; Levy 1959; McCracken 1986; Richins 

1994a; Richins 1994b).   Consumers assign meanings to objects – be they products, 

brands or material possessions – and to the extent that they are consistent with their self-

concept, transfer this meaning to their identity (Levy 1959).  These meanings may be 

public and shared outwardly to express the identity to others, or they may be private and 

reflect the consumer‟s personal experience and history (Richins 1994b).  In either case, 

the meaning is transferred from the object to the person through rituals. 

McCracken (1986) identifies four consumption rituals in which meaning is 

transferred: possession rituals, exchange rituals, grooming rituals and divestment rituals.  

The latter three are of little consequence to this dissertation; exchange rituals transfer 

meaning from giver to receiver, grooming rituals lavish care on an object and divestment 

erases meaning from an object.  The first set of rituals, however, is critical.  Through 

possession rituals, meaning is transferred when the object is displayed or discussed.  The 

transfer of meaning through the display of consumption (i.e. public consumption of a 
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product or brand) has comprised most of the marketing research in this area.  However, 

McCracken also conceptualizes a transfer of meaning through discussing products.  This 

dissertation examines this lesser-understood area of meaning transfer to the self – the 

construction of the identity and self-expression through WOM and, more specifically, 

eWOM. 

Research Questions and Potential Contribution 

Although a few studies have demonstrated the use of WOM to enhance the 

consumer‟s self-image (Chung and Darke 2006; Dichter 1966; Ho and Dempsey in press; 

Stephen and Lehmann 2009; Sundaram et al. 1998), the extant research focuses on how 

the act of engaging in WOM is used to build the self-concept.  For example, 

recommending a product, brand or service may enhance an individual‟s sense of himself 

as a product leader or influencer (Clark and Goldsmith 2005).  To date, however, there 

has not been an extensive examination of the process by which WOM transfers the 

meaning of a product, brand, advertisement or narrative from one consumer to another as 

part of identity construction, maintenance and expression.  Toward these ends, this 

dissertation attempts to answer the following research questions: 

1. Do self-concept and identity motivate consumers to engage in electronic 

word-of-mouth (eWOM)? 

2. Is there a conceptual model to represent the effects of message characteristics, 

product/brand characteristics and individual personality differences on the 

self-enhancement value of eWOM and resulting eWOM behaviors? 
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By answering these questions, this dissertation will both contribute to the 

theoretical understanding of eWOM and assist managers in developing marketing 

strategy.  As previously noted, the use of WOM for identity construction remains an 

understudied area in the marketing literature, especially when compared to the literature 

on the actual consumption of products as self-expression.  This dissertation is intended to 

fill this gap by focusing on WOM as one of McCracken‟s key possession rituals in which 

meaning is transferred from an object to the self.  This will be an important contribution 

to the literature.  In addition, this research will assist practitioners in harnessing the 

potential of eWOM as a marketing strategy through message development and targeting 

the most lucrative segments with viral campaigns.  For all of the hype and discussion 

surrounding viral marketing, the keys to successful implementation remain elusive 

(Eccleston and Griseri 2008). 

This study is particularly timely given the increased focus on eWOM and viral 

marketing in both the academic and professional communities – it is the “hottest trend in 

marketing” (Ferguson 2008).  Social networking sites in which consumers are able to 

share, forward and create content are expanding membership exponentially; in June 2009, 

these sites had more than 129 million unique visitors (comScore 2009).  As a result, there 

is a great deal of interest in understanding how commercial messages are transmitted 

from consumer to consumer through eWOM. 

The remainder of this dissertation is organized as follows.  First, the extant 

literature regarding the self and WOM/eWOM is reviewed in-depth.  Second, building 

upon the extant research from social psychology and marketing, an integrative conceptual 
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framework is developed for the construction and maintenance of identity through eWOM.  

Third, using this conceptual framework, a theoretical model of identity-related 

antecedents to eWOM activities is proposed, along with the resultant research 

hypotheses.  Fourth, a series of empirical studies to test the model are explained and 

analyzed.  Fifth and finally, the major findings, implications and suggestions for future 

research are discussed. 
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CHAPTER TWO 

REVIEW OF LITERATURE, THEORETICAL DEVELOPMENT 

AND MODEL OVERVIEW  

This chapter provides an overview of two disparate streams of literature, the first 

related to word of mouth (both offline and online) and the second related to the complex 

concept of the “self,”  from both psychology and marketing.  It then examines the 

intersection of these streams and identifies a theoretical gap.  Finally, based on the 

symbolic interactionist perspective of identity theory, a model is proposed and 

hypotheses developed. 

Literature Review 

Traditional Word of Mouth (WOM) 

 Importance of WOM 

Word of mouth is one of the more powerful forms of marketing – in fact, some 

say it is the single most effective medium (Keller 2007).  Compared to company-

provided information such as advertising, WOM is perceived as more credible and 

trustworthy and is more easily accessible (Brown and Reingen 1987; Day 1971; Murray 

1991).  In addition, WOM referrals have longer carryover effects than traditional 

marketing and produce higher response elasticities (Trusov et al. 2009). They may also 

be very cost-effective; by encouraging customer referral WOM, a targeted campaign can 

generate tremendous return on investment through new customers (Kumar et al. 2007). 

WOM has also been found to be effective in facilitating the diffusion of a new product or 

technical innovation (Arndt 1967; Czepiel 1974), driving sales (Chevalier and Mayzlin 
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2006; Liu 2006), increasing confidence in a purchase decision (Harris and Gupta 2008) or 

increasing box office revenue for motion pictures (Bayus 1985; Liu 2006).  According to 

one study, American consumers participate in an average of 121 WOM conversations per 

week in which specific brand names are mentioned, representing a total of 3.5 billion 

WOM conversations each day (Keller 2007). 

In both its power and scope, WOM represents a tremendous force for marketers, 

and as such is the subject of much interest among both academics and practitioners. 

Arora (2007) stresses the need for more empirical research on managing and controlling 

WOM, not only for the positive benefits it provides, but also because  “if it is ignored or 

mismanaged, the resulting negative WOM can cause enormous destruction to the 

business” (Sundaram et al. 1998, p. 63).  Marketers can manage WOM by increasing 

advertising efforts, stimulating positive WOM by triggering a need for information and 

retarding negative WOM by addressing detrimental information or complaints (Bayus 

1985). Increasing the amount of advertising has been proven effective in generating 

positive WOM, suggesting a definite link between marketing activities and WOM 

(Graham and Havlena 2007).   

 Motivation to Provide WOM 

Dichter (1966) was among the first to examine the motivations for providing and 

listening to WOM.  He found that speakers are motivated by involvement in the product 

or message, fulfilling a need to share or to fulfill psychological needs such as gaining 

attention, displaying connoisseurship, feeling like a pioneer or an insider, achieving status 

and confirming personal judgments. Listeners, on the other hand, are motivated to 
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determine if the speaker is actually interested in them and to  form judgments about the 

product based on their trust in the speaker‟s knowledge, honesty and benevolence.  

However, Arndt (1968) found that listeners are not only more likely to receive WOM, but 

also more likely to be influenced by WOM, when they are predisposed to purchase the 

product being discussed.  Richins and Root-Shaffer (1988) further explicated the two 

constructs implicit in Dichter‟s model – opinion leadership and involvement – by 

modeling the effects of both enduring and situational involvement with opinion 

leadership.  According to their study, enduring involvement leads to a desire for opinion 

leadership. This, in turn, leads to WOM related to product news, advice-giving and 

personal experience.  But situational involvement is not associated with opinion 

leadership, but rather directly influences WOM based on personal experience. 

A critical incident technique (CIT) study suggested consumer motivations for 

engaging in WOM differ depending on the valence of the message (Sundaram et al. 

1998).  Motivations for engaging in positive WOM included altruism, product 

involvement, and self-enhancement, while negative WOM was motivated by altruistic, 

anxiety reduction, vengeance and advice-seeking reasons.  Although findings in the 

literature conflict, many researchers suggest that consumers are more motivated to 

provide WOM about negative experiences than positive (Richins 1983; Richins 1984; 

Wetzer et al. 2007).  Anderson (1998)  suggests that the effect of valence on WOM can 

be graphed as an asymmetric U-shaped curve, with negative valence having the greatest 

impact, but highly positive valence also increasing the likelihood of engage in WOM.  

Lhadhari (2007) finds that positive affect,  i.e. pleasure and arousal, can spur WOM, as 
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well as satisfaction with a purchase experience. While Keller (2007) does not measure the 

effect of valence directly, he finds that approximately 63 percent of WOM about brands 

is positive, while only 9 percent is negative, with the remainder either mixed or neutral.   

Other than valence, message-related attributes have not been heavily studied.  An 

exception is Mazzarol et al. (2007), who found that the richness of the message, e.g. 

vividness or narrative storytelling qualities, increases the likelihood of engaging in 

WOM.  The work of Sweeney and colleagues (2008) offers another exception, finding 

that the enthusiasm of a sender, as well as the language used in the message, can increase 

the impact of WOM. 

Individual differences, i.e. personality, also play a role in the dissemination of 

WOM, particularly in the propensity to spread it.  Consumers who are predisposed to be 

innovators – those who are the first to try new products – also tend to share their 

evaluations more than non-innovators, although their motives are similar (Engle et al. 

1969).    Some individuals, the so-called “market mavens,” simply have a higher 

propensity to collect and share information about various products, brands and stores and 

are more likely to share information with others (Feick and Price 1987).  This behavior 

appears to be driven by psychological traits such as self-esteem, tendency to conform, 

susceptibility to interpersonal influence and need for uniqueness (Clark and Goldsmith 

2005).  Compared to others, mavens are more highly motivated by a sense of obligation 

to share information, the desire to help others, and the pursuit of pleasurable feelings 

derived from informing others about products (Walsh et al. 2004).  
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Mowen, Park and Zablah (2007) conducted one of the more robust personality-

related studies of senders and receivers by applying to WOM the 3M theory of 

personality (Mowen 2000). This theory describes a hierarchy of elemental traits (e.g. 

introversion, conscientiousness, agreeableness) leading to compound traits (e.g. need for 

play, need for innovation) and situational traits (e.g. susceptibility to influence and 

shopping enjoyment). The situational traits, in turn, lead to two surface-level traits, 

sending market information and receiving market information.  The study found that the 

elemental trait of need for materialistic resources leads to both sending and receiving 

WOM, while openness to experience is associated with receiving WOM.  Need for 

information, a compound trait, was also a significant predictor of both sending and 

receiving WOM.  The situational traits of fashion innovativeness  and value 

consciousness were both antecedents of sending and receiving WOM, while 

susceptibility to influence was related to receiving, but not sending, WOM.  This study 

supports the idea that WOM is driven by both personality differences and situational 

influences. 

Social and relational motivations also appear to influence WOM activity.   

Consumers operate in interpersonal networks, which they use for information-seeking 

and influencing one another (Brooks 1957).  Through WOM, consumers can display 

altruism and concern for others in the group and create an expectation of reciprocity. One 

meta-analysis (de Matos and Rossi 2008) took this relational model a step further and 

found support for  antecedents of WOM activity from the commitment-trust theory of 

relationship marketing (Morgan and Hunt 1994) , e.g. satisfaction, loyalty, quality, 
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commitment, trust and perceived value.  Smith et al. (2007), however, suggested the role 

of social and situational factors have been overstated, and that WOM results from a basic 

human need to be helpful, and that most people enjoy giving advice. 

Electronic Word-of-Mouth (eWOM) 

 eWOM vs. Traditional WOM 

Electronic word of mouth (eWOM)  is often referred to as viral marketing  

because, much like its pathogenic namesake, it is able to quickly replicate itself and be 

passed along from host to host.  Coupled with the speed and global reach of the Internet, 

WOM becomes even more powerful.  An email, video or other communication – whether 

originating from a firm or consumer – can spread across the globe quickly to reach 

millions of recipients.  Viral marketing has been described as “the defining marketing 

trend of the decade” (Ferguson 2008). 

In many ways, eWOM can be viewed merely as a special case of WOM.  

Consumers use online conversations as proxies for face-to-face conversations, and online 

information is used in decision-making in the same manner as information obtained face-

to-face (Godes and Mayzlin 2004). However, there are key differences between eWOM 

and traditional WOM.  Most importantly, traditional WOM involves a series of one-to-

one communications, while eWOM often involves one-to-many communications. 

Because the messages are diffused electronically via the Internet rather than in local 

networks, eWOM messages are shared not only with geographically dispersed recipients 

in the social network, but also recipients with whom the sender has no connection.  For 

example, a consumer‟s communication may be posted to a Web site, blog or social 
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networking site such as Facebook or YouTube, and subsequently viewed by others with 

whom the original poster has had no contact.  Thus, a major difference between 

traditional and electronic WOM is that consumers in online communications are often 

anonymous or unknown to other with whom they are interacting.  In this genre of social 

network, consumers treat a Web site as a primary actor (i.e. an active participant in the 

network and the transaction), while online communities serve as social proxies for 

individual identification (Brown et al. 2007).  That is, the identities of individuals are 

often determined by the nature of their membership in the community. 

The exact definition of eWOM remains elusive.  For example, Ho and Dempsey 

(in press) “restrict eWOM to those forwarding actions through e-mail, instant messaging 

or other communication media that are of high „addressability‟” (p. 1). They specifically 

exclude posting URLs in chat rooms, personal blogs or social networking sites, which 

they view to be more analogous to traditional broadcasting.  In this dissertation, that 

definition is viewed as shortsighted and overly restrictive.  Much to the contrary, the 

ability of consumers to disseminate content – be it through email, blogs, instant 

messaging (IM), chat rooms, social networking sites, YouTube and similar video sharing 

sites, or similar media – unleashes the power of eWOM.  The Web 2.0 environment, i.e. 

the integration of user-generated content with firm-generated content, enables consumer 

WOM to be distributed in the same manner as firm communications (Eccleston and 

Griseri 2008).  This represents a fundamental shift from the one-to-many broadcast 

model (with the one, of course, being the firm) to a many-to-many model.  Unlike other 

media, the Internet allows users to interact, so “from this perspective, the  Internet will 
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always be, at its core, a tool for interpersonal communications” (Riegner 2007, p. 436)  

This interpersonal communication tool, in turn, is comprised of a variety of types of 

media, for which the definition of Ho and Dempsey (in press) is insufficient. 

A somewhat broader definition of eWOM is “any positive or negative statement 

made by potential, actual, or former customers about a product or company, which is 

made available to a multitude of people and institutions via the Internet” (Hennig-Thurau 

et al. 2004, p. 39). This definition is sufficient to limit the domain of the current study to 

a finite and relevant set of communications, while remaining general enough to capture 

the scope of the various communication platforms – including Websites, email, instant 

messaging, blogs, text messaging, social networking sites, online reviews (Riegner 2007), 

and Twitter “tweets” – that comprise the online world of eWOM.  But it, too, is deemed 

insufficient for the context of this study. 

An important point often neglected in discussions of eWOM is the fact that 

“conversations flow from online to offline encounters” (Graham and Havlena 2007, p. 

434), so that an eWOM message may be disseminated through an offline conversation.  

Consider, for example, cases in which consumers discover, via a Web search or through 

eWOM, a commercial YouTube video that they find interesting and wish to share.  A 

consumer may tell friends face-to-face about the commercial and urge them to find it on 

the YouTube site.  In this case, an online message has been spread via an offline 

communication, and yet would still be considered eWOM.  Building upon these prior 

definitions of eWOM, this dissertation offers the following definition: Electronic word of 

mouth (eWOM) is defined as any positive or negative message about a product or 
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organization – created or disseminated by potential, actual, or former customers – which 

is made available to a multitude of people and institutions primarily, though not 

exclusively, via the Internet, text message, mobile application or similar electronic 

channel. 

 Motivations for Engaging in eWOM 

For the most part, motivations for providing eWOM have corresponded closely 

with the motivations to engaging in traditional WOM. Ho and Dempsey (in press) 

conceptualize the forwarding of online content as a special case of a communication 

behavior and identify four motivating needs: group membership, individualism, altruism 

and personal growth. However, a difference inherent in eWOM is that the medium is 

more conducive to motives related to enjoyment and hedonic motives. One study found 

that the most common motivations for passing along email messages were for 

entertainment or enjoyment, followed by motivations related to help others or 

communicate caring (Phelps et al. 2004). Another study suggests eWOM is driven by 

consumers‟ need for social interaction, desire for economic incentives, concern for other 

consumers and the potential to enhance their self-worth (Hennig-Thurau et al. 2004).    

Dobele et al. (2007) argue that the key to viral marketing behaviors, i.e. forwarding 

content to others, is emotional connection with the content of the message, be it surprise, 

joy, sadness, anger, fear or disgust.  This is consistent with Porter and Golan (2006), who 

suggest viral marketers use sex, nudity, violence or titillation in viral marketing in an 

attempt to spur forwarding or other eWOM activities. 
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Individual personality differences appear to play a role in the willingness to 

forward messages, with consumers high in extraversion and openness more likely to do 

so, as well as those who are low in conscientiousness (Chiu et al. 2006).  There also 

appears to be a gender effect on motivation to post online WOM.  Men value the ability 

to express their opinions, while women are more likely to value the responsive 

participation of other consumers to the content they have posted (Awad and Ragowsky 

2008). 

Various aspects of mavens have also been suggested as individual differences 

related to eWOM.  Phelps and associates (2004) introduce the concept of e-mavens, 

defined as people who acquire and spread information through electronic media, such as 

the Internet and e-mail.  This, of course, is similar to the concept of market mavens 

(Feick and Price 1987), except market mavens are identified by the content of 

information, i.e. general information about markets, while e-maven are identified by the 

channel through which the information flows. 

Market maven is thought to be a personality trait (Laroche et al. 2003), while it 

remains to be determined whether the e-maven construct is a psychological trait or 

simply a usage-level construct (Ho and Dempsey in press). Opinion leaders in computer-

mediated environments have been found to have higher levels of enduring involvement, 

innovativeness, exploratory behavior and self-perceived knowledge than non-leaders, but 

they also possess greater computer skills and have used the Internet longer and more 

frequently (Lyons and Henderson 2005).  This begs the question as to whether online 
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opinion leadership or e-maven traits represent a truly a distinct set of psychological traits 

or are simply an artifact of the personalities of heavy Internet users. 

 

The Self and Identity 

 The Nature of the Self 

In psychology literature, the self is conceptualized as a schema that organizes self-

referent memories – both semantic (i.e. conceptual and abstract) and episodic (i.e. 

autobiographical) as well as guiding the processing and categorization of self-referent 

information (Kihlstrom and Cantor 1983; Markus 1977; Markus 1980; Nasby 1989; 

Nasby 1985).  Semantic self-related memories might include abstract concepts, i.e. “I am 

intelligent”, while self-related episodic memories include sequences of events, i.e. “I 

scored an A on that exam.” The self is “an abstract representation of past experience with 

personal data” (Rogers et al. 1977, p. 677) – a vague idea about who the person thinks 

(s)he is, providing a framework against which incoming data are interpreted. The self, or 

self-concept, is the totality of an individual‟s thoughts and feelings about himself or 

herself as an object (Rosenberg 1979).   

In his seminal research, Mead (1934) saw the self as a social structure resulting 

from social interactions.  More broadly, Mead argued that – counter to the prevailing 

view of his contemporaries – the personality (and indeed the whole of the self) is the 

product of the social environment.  Mead sees two aspects of the self – (1) the social roles 

or expectations of others, and (2) the personality which emerges from social interactions.  

This second aspect of the self encompasses “the creativity and spontaneity [Mead] 
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believed to be an important segment of the human experiences”  (Stryker 1980, p. 38).  

According to Mead, neither creativity nor spontaneity occurs without social interaction, 

suggesting that this aspect of the self is necessarily social (i.e. situational). Through 

shared interpretation with others, the self is always being evaluated, refined, improved or 

defended (Neisser 1997). 

The relative effects of personality versus situation (i.e. nature vs. nurture) have 

been debated extensively in the psychology literature, and this debate spills into 

competing conceptualizations of the self.  Mischel (1968) found that correlations between 

measured personality traits and behavior were low – typically between .10 and .20 – 

leading him to suggest that behavior is primarily driven by situations.  Mischel and like-

minded social psychologists argue there are no seminal studies to suggest individual 

differences (i.e. personality traits) are stable predictors, “nor do any studies show that 

seemingly small and subtle individual differences, whether measured by personality 

inventories or by any other means, produce large and reliable differences in overt social 

behavior” (Ross and Nisbett 1991, p. 95).  Advocates of the personality trait perspective, 

however, argue that behavior is relatively stable across situations and that individual 

differences in personality traits do indeed predict behavior (Epstein 1977). 

The most common approach over the past few decades has been to account for 

both personality traits and situational interactions in models of the self (Linville and 

Carlston 1994). Thus, the self is not a rigid or monolithic concept, but rather a malleable 

and dynamic set of multiple self-concepts, any one of which may be accessed depending 

upon the situation (Markus and Kunda 1986; Markus and Nurius 1986).  Stets and Burke 
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(2003) treat both self and society as levels of analysis. At the individual level, the pattern 

of behavior of an individual across situations is reflective of that person, while at the 

societal level, larger patterns of behavior emerge from interactions between these 

individuals that may enhance, moderate or even drastically change these individual-level 

patterns.  

 Multiple Selves 

Although early conceptualizations viewed the self as a monolithic construct, it 

quickly became apparent that the self was both multi-dimensional and contextual. Over 

the years, several hierarchies and taxonomies of the self have emerged.  For example, 

Kihlstrom et al. (1997) conceptualize the self as a set of multiple context-specific selves.  

These multiple selves reside in a hierarchy according to level of abstraction; at the top of 

the hierarchy, the most abstract representation of the self presents, one that is “valid 

across many contexts but not particularly informative of what we are like in any 

particular situation” (Kihlstrom et al. 1997, p. 162).  Below this abstract self are other 

selves, in descending order of level of abstractness.  Thus, the more concrete the self, the 

lower in the hierarchy it resides.  For example, at the highest level of abstraction might be 

“I am a good person”, followed by “I am a person who helps others” and finally “I am a 

volunteer at a food bank.”  The first is highly general, while the last is highly contextual.  

Thus, even if the person ceases volunteer work, he or she maintains the self-concept of 

being a “good person.” 

Other categorizations of the self include the dichotomy of “spiritual self”, i.e. 

moral sensibility and conscience, versus the “social self”, which is judged by others 
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(James 1948) and Freud‟s similar ego and superego concept.  Generally, however, 

conceptualizations of multiple selves have focused on two sets of taxonomies – public 

versus private and actual versus ideal, with some variation in the specifics. For example, 

Hogan and Briggs (1986) divide the public self into two possible definitions – a person‟s 

view of how he or she is perceived by others, or alternatively how a person is in fact 

viewed by others.  Hogan and Briggs call the former the “public self” and the latter 

“reputation.”  

Baumeister and Tice (1986) identify four distinct selves – a public self and the 

three private selves: the self-concept, the actual self and the ideal self. Some terms 

offered by Baumeister and Tice differ from others‟ usage of the same terms. Their public 

self is “the totality of how one is known to others – one‟s reputation and public roles” 

(Baumeister and Tice 1986, p. 65) – the latter of the two Hogan and Briggs definitions.  

Similarly, while the more common usage of the term self-concept is “a theory that the 

individual has unwittingly constructed about himself [or herself] as an experiencing, 

functioning individual” (Epstein 1973, p. 407) and with which he or she organizes 

information about the self, including all of the various aspects of the self.  Baumeister 

and Tice, on the other hand, use the term self-concept to describe how the individual sees 

himself or herself, as opposed to the actual self, which is “the reality of the person in the 

sense of behaviors, traits, and individual differences or characteristics” (Baumeister and 

Tice 1986, p. 66).  The self-concept and the actual self are closely related, but because the 

individual‟s evaluation of himself or herself is biased and distorted, this evaluation may 

not accurately reflect the actual self.  The fourth and final self is the ideal self, or “the 
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person that you would like to be, having the attributes you would like to have” 

(Baumeister and Tice 1986, p. 67). 

Although Higgins (1987) ignores the public self, he, like Baumeister and Tice, 

posits three dimensions of the private self: the actual self, ideal self and ought self.  He 

defines the actual self  as “your representation of the attributes that someone (yourself or 

another) believes you actually possess” (Higgins et al. 1986). Notably, this combines 

Baumeister and Tice‟s actual self and self-concept.  The other two dimensions are the 

ideal self, i.e. the traits that someone (you or another) would like to possess, and the 

ought self, i.e. the traits that you or another thinks you should possess.  Higgins combines 

two of Baumeister and Tice‟s dimensions and adds the ought self.  

Despite their differences, Higgins and  Baumeister and Tice agree that individuals 

are motivated to bring the other selves in line with the ideal self.  According to self-

discrepancy theory (Higgins 1987), differences between actual and ideal/ought selves 

produce discomfort that motivates the individual to resolve the discrepancy. According to 

Baumeister and Tice (1986), the actual self can be altered to match the ideal self through 

self-improvement, altering behaviors or self-deception – convincing oneself that one is 

better than one actually is through rationalization, selective perception and selective 

memory or similar processes.   

For the public self to match the ideal self, it is not necessary to alter the actual 

self, but merely to use self-presentations to enhance how others perceive you. However, 

self-presentation can often provoke changes to the private self.  Extant research suggests 

that public statements are often internalized, i.e. what one says becomes what one 
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believes, irrespective of the extent to which one originally believes what is said (Abelson 

et al. 1968; Bem 1972; Collins and Hoyt 1972; Fazio et al. 1977; Festinger 1957; Schau 

and Russell 2005; Schlenker 1980).  Consequently, people often internalize enhanced 

self-presentations. That is, when they somehow embellish their public selves with desired 

traits they don‟t actually think they possess, they will eventually begin to perceive 

themselves as possessing those traits (Jones and Wortman 1973).  Often, this occurs 

through a process of reinforcement, since these presentations of the self “elicit positive 

feedback from others, even though the others may not really be taken in by the self-

enhancing claims” (Jones and Wortman 1973).   Thus, self-enhancement functions as a 

continuously reinforcing feedback loop.  Interestingly, this appears to be the case only 

when the self-enhancement is not too extreme – as Schlenker (1980, p. 196) aptly states, 

“reality does impose constraints on what people really can internalize.” As the character 

George Costanza said in a classic episode of the television comedy Seinfeld, “It‟s not a lie 

if you believe it.”   This “carryover effect” appears to apply not only to beliefs (i.e. 

cognition) but also to attitudes;  positive self-presentation also improves attitudes toward 

the self (i.e. self-esteem) in a similar manner (Jones et al. 1981). 

The exact mechanism that produces this effect is not altogether clear, but a 

leading explanation is dissonance theory.  According to dissonance theory (Festinger 

1957), people are motivated to resolve the dissonance that arises when what was said 

contradicts what is believed, and as a result change their beliefs.  According to Aronson 

(1968), this primarily occurs when the conflict concerns an aspect of the self-image that a 

person considers important.  Thus, when a self-presentation along some important 
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dimension is dissonant with previously held beliefs – or attitudes – the individual 

resolves the conflict by adjusting the attitude or belief. 

 Self-Construction 

Self-constructs, also called self-schemata, are cognitive categories or 

generalizations about the self (Schlenker 1980).  People spontaneously construct these 

self-aspects and then sort them into categories (Linville 1987).  Some researchers (e.g. 

Kihlstrom et al. 1997) consider the construction of self primarily a cognitive process, 

while others disagree, arguing that self-knowledge is not a cognitive categorization, but is 

instead socially constructed. 

People are different selves in different contexts because 

they have different kinds of interactions with different 

people.  The self that emerges from the interaction is a 

dialectical self, defined as much by the other as by the 

individual.  The self-concept is created in social-

communicative exchanges. (Fivush and Buckner 1997, p. 

179) 

 

Schlenker (1986) describes a process he calls self-identification, the contextual 

activity consisting of a transaction between the person and the situation. Self-

identification is “the process, means or result of fixing and expressing one‟s identity, both 

privately through self-reflection and publicly through self-disclosure and self-

presentation” (Schlenker 1986, p. 55).  

Berger and Luckman (1966) argue that not only is the self socially constructed 

based on psychological predispositions and socio-cultural interactions, but also that the 

self is constantly being “reified,” or reconstructed, based on situational roles.  

Furthermore, they posit, this reification narrows the gap between the role portrayed and 
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the identity to the point that the identity itself may be reified in order to conform to 

socially constructed types.  In other words, as the self is reconstructed to conform to role 

expectations of others (e.g. new parents enacting the expected social roles upon the 

arrival of a newborn), the gap between archetypes for “a parent” and the actual self-

identity dwindles to the point where the characteristics of the archetype are assigned to 

the actual identity (e.g. internalizing traits of the archetypical parent). 

This idea of reification is consistent with dissonance theory (Festinger 1957), 

which holds that people experience dissonance when they hold two conflicting 

cognitions, resulting in a motivation to resolve the dissonance.  In the case of the 

reification of the self, the dissonance between the self and the role motivates a person to 

resolve these conflicts by continually reifying the self-conception to align the self with 

the role. 

 Social Interaction 

As previously noted, self-presentation – how one presents oneself to others in 

social interactions – can influence how individuals see themselves.  Furthermore, the 

discussion of self-construction was intended to shed light on the importance of social 

interactions in the construction, interpretation and reinforcement of the self-concept.  In 

fact, as will be discussed in this section, many researchers view the self and its various 

self-constructs as being wholly dependent on social interaction. 

People are part of an ecological system  in which interpersonal selves influence 

the environment and vice versa (Neisser 1997). From their interactions with others, 

people receive information that is integrated into their self-concept (Schlenker 1980).  
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The reactions of others shape the self-concept. Our self-concept exists “only insofar as 

the selves of others exist and enter as such into our experience” (Mead 1934).  However, 

not only actual interactions, but also anticipated reactions of others, are integrated into 

the self. Using their experiences and knowledge of how others react, people develop a 

composite “generalized other” that engenders a perceived viewpoint of society (Meltzer 

1972).  Thus, a person can enact their self-concept consistently through various social 

situations. For example, a consumer may think “If I wear designer clothes, people will 

perceive me as being fashionable.”   By anticipating the reaction of the generalized other, 

the consumer then assigns the trait to himself or herself. When he or she wears the 

designer clothes, the trait of being fashionable is assigned to the self, even without the 

actual reaction of another, yet the attribution is based upon a perceived or anticipated 

reaction from a generalized other. 

Individuals‟ perceptions of the impressions of others about them are known as 

reflected appraisals (Schlenker 1980).  A plethora of research suggests that reflected 

appraisals can produce changes in the self-concept (Backman et al. 1963; Bergin 1962; 

Kinch 1968; Videbeck 1960).  However, the effect of the reflected appraisal varies 

according to the individual‟s perception of the person doing the appraisal. The 

evaluations of others perceived as important, attractive, competent or powerful are 

weighed heavily and influence the self-concept, while those of people whom the 

individual dislikes or considers incompetent are discounted or dismissed (Bergin 1962). 

Self-verification theory (Swann 1987; Swann 1983) holds that a constant stream 

of self-verifying feedback – that is, the reinforcement of the views of self – is necessary 
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to maintain a stable self-concept.  To accomplish this self-verification, people either 

consciously or unconsciously create social environments that reinforce their self-concept 

(McCall and Simmons 1966).  Swann, Rentfrow and Guinn (2003) identify three ways 

that individuals create these social environments.  First, people choose interaction 

partners and social settings that are self-verifying.  For example, a study of MBA students 

found that members of groups had stronger connections with other group members who 

appraised them in a manner consistent with their self-views (Swann et al. 2000).  Second, 

people ensure self-verifying reactions by “looking the part” through the clothes they 

wear, the demeanor they adopt, the titles they assume and other identity cues.  Third, 

people adopt interaction strategies to elicit self-verifying responses.  When they suspect 

that others have construed them in a way that is inconsistent with their self-view, people 

actively try to change the evaluator‟s opinion (Swann and Hill 1982; Swann and Read 

1981). 

Self-identification always involves an audience – real or imagined. In fact, at least 

three distinct audiences can be identified (Schlenker 1986).  The first audience is the self 

– one‟s own internalized values, standards and knowledge are used for self-evaluation 

and self-evaluation (Greenwald and Breckler 1985).  The second audience is other people 

with whom one interacts.  This audience can influence an individual‟s self-identification 

not only when present, but also when future interactions are anticipated or through 

contemplation of past interactions (Schlenker 1986).  The third audience is reference 

others, consisting of those who have achieved a level of prominence in one‟s life, such as 

parents, spouse, children, best friends, mentors and reference groups (Schlenker 1984; 
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1985; 1986).  These audiences are not mutually exclusive.  Even when an external 

audience is present, public interactions may be aimed at the private or internal audience 

(Greenberg et al. 1986).  When the purpose of self-presentation is to claim an identity, “it 

is vitally important that someone witness, but it does not matter much who that is” 

(Baumeister 1986, p. 238). 

Hogan and Briggs (1986) view identity negotiation as a process through which 

individuals seek status.  Through social behavior, people instruct others how they would 

like to be regarded; thus, when people approach a social interaction, their behavior is 

guided and controlled by the identity with which they wish to be attributed.  Their self-

presentations are affected by the situation and the audience, but originate with the private 

self-concept.   

 Self Monitoring 

Self-monitoring refers to the extent to which people regulate and control the 

public appearances of self they display in social situations and interpersonal relationships 

based upon social cues (Snyder 1986; Snyder and Gangestad 1986).  High self-monitors 

are characterized by exhibiting a great deal of regulation and control (i.e. monitoring) of 

the self they project, constantly assessing their social surroundings and projecting a self 

to match the situation.  Low self-monitors, on the other hand, behave consistently. Their 

projected self remains the same even when it runs counter to expectations in a social 

situation. 

Buss (1980) describes what he calls public self-consciousness, the individual‟s 

awareness of himself or herself as a social object.  Higher levels of public self-
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consciousness are moderately correlated with self-monitoring (Turner et al. 1978), 

suggesting the salience of the public self makes individuals more reactive to social cues.  

Tunnell (1984) found support for this notion, with individuals scoring high on a public 

self-consciousness scale scoring higher on conformity and anxiety and lower on self-

esteem, risk-taking and innovation.  In addition, Tunnell suggested that discrepancies 

between public self-image and private self-image are associated with higher levels of 

public self-consciousness.  In other words, the greater the distance between how a person 

actually sees himself and how he presents himself, the more aware he is that he is a social 

object. 

Differences in levels of self-monitoring have been linked to differences in 

consumers‟ reactions to advertising.  High self-monitors appear to rate image-oriented 

advertising more favorably than low self-monitors, while low self-monitors rank product-

quality oriented advertising more favorably than their higher self-monitoring counterparts 

(Snyder and DeBono 1985).  Snyder (1986) recounts two studies in which the level of 

self-monitoring affected preferences.  In the first, low self-monitors were more likely to 

rate generic products as equal in quality to name-brand products by a wide margin. In the 

second study, when asked which of two photos of vehicles – a sporty vehicle or a more 

boxy vehicle – was the more reliable, high self-monitors chose the sporty vehicle, while 

low self-monitors  chose the boxy car.  However, the literature contains conflicting 

findings regarding self-monitoring and product/advertising preferences. Bearden and 

associates (1989) found no differences between high and low self-monitors relating to 

image-related and quality-related evaluations, while Aaker (1999) found support for an 
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effect of self-monitoring on consumers‟ preference for products that were congruent 

versus incongruent with their self-schema. Moreover, Aaker suggests that the effect self 

congruity on brand enhancement is enhanced for low versus high self-monitoring 

subjects, whereas the effect of situation congruity is enhanced for high versus low self-

monitoring subjects.  Word of mouth also appears to have a stronger impact on high self-

monitors than others (Van Hoye and Lievens 2007). 

 The Self, Possessions and Brands 

In his critical review of the self-concept in consumer behavior, Sirgy (1982)  

traces the link between self-image and product consumption to as early as the 1950s (e.g. 

Gardner and Levy 1955; Levy 1959; Tucker 1957).  Most of the early literature focuses 

on the congruency between products or brands and consumers‟ self-concepts; that is, 

consumers choose products and brands that are consistent with their self-image, or brands 

whose stereotyped users fit the desired self-image of the individual (Grubb and Hupp 

1968).  Building on this research, Evans (1968) argues that not only does the image of the 

product reflect the self-concept, but that product ownership may influence both the 

product image and the self-concept.  Thus, consumption actually changes the image of 

the product as well as the self-concept, making them more congruent. 

The foundation upon which these ideas are built is the symbolic nature of 

products and brands.  Levy (1959) argues that this symbolism, rather than functional 

aspects of goods, is the driver behind consumer behavior.  According to this perspective, 

purchasing, displaying and using products convey symbolic meaning to the user and 

others, and individuals consume these symbolic goods in order to enhance their self-



31 

concept (Grubb and Grathwohl 1967).  Symbols, including words, images, objects and, 

indeed, brands provide meanings from which the self emerges – so the self may be 

encapsulated as a set of relevant symbols (Stets and Burke 2003).  Through consumption 

rituals, including the possession and exchange of products, the symbolic meaning is transferred 

from the object being consumed to the self (McCracken 1986). 

According to Ryan and Deci (2003),  identity is a more salient concept in modern 

market-based societies for two reasons: people have a larger assortment of possible 

identities available to them, and they are afforded a great deal of latitude as to which 

identity to pursue.  Furthermore, individuals “can at least superficially define themselves 

through their selection of clothes, commodities, media idols, and other markers of 

interests, status and affiliations.  That is, people are encouraged to consume their way 

into identities” (Ryan and Deci 2003, p. 253). 

Other researchers advance this idea, arguing that not only do products and brands 

influence the self, but that products and other material possessions are actually part of the 

self.  Schlenker (1980) describes what he calls the “material self,” consisting of one‟s 

body and its adornments, family, friends and possessions.  According to Schlenker, 

possessions are part of the self in that they reveal values, preferences and earning ability.  

In his seminal work, Belk (1988) offers a similar description of what he labels the 

“extended self,” consisting of “body, internal processes, ideas, and experiences, and those 

persons, places, and things to which one feels attached” (p. 141).  This is a most 

expansive concept of the self, in which the self-concept actually absorbs people, places, 

objects and experiences.  Fortunately, Kleine and colleagues (1995) provide a taxonomy 
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in which possessions (as well as the other elements of the extended self) are categorized 

into self-identifying or non-self-identifying classifications.  Self-identifying, or self-

relevant, possessions are either identified as “me” (possessions that reflect who I am as 

an individual person) or “not me” (possessions that reflect who I am not).  Possessions 

that do not provide meaning or signify identity are placed in the non-self-identifying (e.g. 

utilitarian) category.  Furthermore, the authors argue that, contrary to Belk‟s assertion,  

“possessions are not literally the self, but artifacts of the self” (Kleine et al. 1995, p. 341) 

Richins (1994b) appears to agree with this viewpoint, suggesting the meaning of 

possessions determines the value (i.e. level of attachment) assigned to them.  She argues 

that possessions are used to both construct and express the self through private and public 

meanings.  That is, possessions have private meanings which are used to construct the 

self-concept, as well as public meanings that express some aspect of the self.  Escalas and 

Bettman  (2003) conceptualize a similar process by which consumers use products and 

brands to create self-images and present these images to themselves or others, creating a 

link between self and brand. The extent to which this occurs is the level of self-brand 

connection (Escalas 1996).  However, those authors posit that the meaning of the brand is 

derived from reference groups, “social groups that are important to a consumer and 

against which he or she compares himself or herself” (Escalas and Bettman 2003, p. 341).  

This is consistent with the idea of the self being compared with stereotyped users of a 

product or brand (Grubb and Hupp 1968), except rather than an idealized, abstract user, 

consumers compare themselves against a member of a social group to which they belong 

or wish to belong.  Thus, brands consistent with an in-group enhance self-brand 
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connections, while brands consistent with an out-group have a negative effect (Escalas 

and Bettman 2005). 

Individual differences can affect the level of self-brand connection and extent to 

which self-construction affects brand or product attitudes.  An individual‟s level of self-

monitoring has an effect (Aaker 1999; Bearden et al. 1989; Snyder and DeBono 1985), as 

does the level of self-complexity, i.e. the extent to which the self is well-developed and 

possesses many distinct strong associative links (Linville 1987; Monga and Lau-Gesk 

2007).  The degree to which a person belongs (or wishes to belong) to a member group 

influences self-brand connections, as does the nature of the motivation. Consumers may 

be motivated by self-enhancement, i.e. constructing the self-concept, or self-verification, 

i.e. reinforcing the self-concept  (Escalas and Bettman 2003).  Sprott and colleagues 

(2009) find that consumers have varying levels of tendency to include brands as part of 

their self-concepts, labeling this construct brand engagement in self-concept, or BESC.   

A consumer‟s BESC is not specific to a particular brand; rather, it is a generalized 

tendency to incorporate brands into the self-concept. 

 WOM and the Self 

Much of the marketing literature describes self-enhancement as a motive for 

engaging in WOM.  The extant research suggests consumers spread WOM to enhance 

their image by projecting themselves as experts, gaining attention, suggesting status, 

giving the impression of possessing inside information and asserting superiority  (Engel 

et al. 1993; Sundaram et al. 1998).  Dichter (1966) was among the first to introduce the 

study of WOM to the academic literature. He was also among the first to suggest 
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motivations related to self-enhancement for engaging in WOM, including attention-

seeking, status-seeking and showing that one is a connoisseur, pioneer or insider, as well 

as seeking confirmation of their judgments.  While most of these motives may be 

considered self-enhancing or self-constructing, the latter – confirmation of one‟s opinions 

or judgments – may be viewed as being related to self-verification (Swann 1983), the 

process by which individuals use social interactions to reinforce self-views. Interestingly, 

Hennig-Thoreau and colleagues (2004) linked self-enhancement motives in eWOM to 

extroversion, with measurement items related to self-expression and self-enhancement 

loading into a single factor.1   More recent studies generally support this point of view, 

suggesting that consumers who engage in WOM are motivated to self-enhance by 

seeking and talking about experiences that bolster their self-concept (Wojnicki 2006; 

Wojnicki and Godes 2008).   

Clearly, four decades of research suggest that psychosocial needs related to the 

self – be it self-expression, self-construction, self-enhancement or self-verification – are 

motivators for engaging in WOM.  Yet, despite the quantity of research on WOM, the 

literature has only touched on the edges of these aspects of this complex set of processes.  

Furthermore, although a wealth of literature addresses  the symbolic aspects of 

consumption of products and self-concept (e.g. Aaker 1999; Aaker et al. 2001; Belk 

1988; Escalas and Bettman 2005; Escalas and Bettman 2003; Grubb and Grathwohl 

1967; Grubb and Hupp 1968; McCracken 1986),  the concept has only recently been 

applied to WOM, and sparingly.  Wojnicki and Godes  (2008) demonstrated the self-

                                                           
1
 The combined Extraversion/Self-Enhancement factor may be an artifact of the measurement instrument 
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enhancement motive behind WOM by showing that consumers were more likely to 

engage in WOM when it increased the appearance of expertise and bolstered self-esteem.  

Another recent study suggests that consumers are more likely to spread WOM about self-

relevant (i.e. symbolic) products than more utilitarian products (Chung and Darke 2006). 

The study found that the effect of self-relevance is greater for individualistic cultures than 

collectivist cultures, consistent with the conceptualization of self-concept between these 

two types of cultures.    Both studies suggest a linkage between self-enhancement and 

WOM, and Chung and Darke (2006) imply an important role of the symbolic aspects of 

brands and products in self-construction through WOM. 

It is surprising, then, that the symbolic transfer of meaning through WOM has not 

been widely researched.  While researchers are now beginning to explore this process, 

most of the self-enhancement described in the extant WOM research is derived from the 

act of discussing, rather than the product being discussed. In most of this research, the 

self-enhancement value of WOM is derived from the sender‟s projection of superior 

knowledge, experience or insider status.  Emerging research (including the current study) 

views the self-projection as coming not only from the act of providing WOM, but also 

from the symbolic properties of the product or brand.   This approach is consistent with 

the extant conceptualization of symbolic consumption, and yet, there is a dearth of 

research in the area of symbolic transfer through WOM. Recall that McCracken‟s (1986) 

possession ritual – one of the four rituals through which meaning in transferred – 

encapsulates not only the actual consumption of products, but also merely discussing 

those products.  This is the very definition of WOM, so McCracken‟s seminal work – as 
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well as that of others in this area – lends credence to the notion of symbolic self-

construction through WOM.  

Theory, Hypotheses Development and Model Overview 

Having reviewed the relevant extant literature, focus now turns to development of 

a theoretically sound model for the integration of the research discussed in the previous 

section.  Based on this theoretical foundation, hypotheses are then proposed to test the 

model. 

Identity Theory 

Identity theory (Stryker 1968) views the self as a multi-faceted entity composed 

of “the meanings that persons attach to the multiple roles they typically play in highly 

differentiated contemporary societies” (Stryker and Burke 2000, p. 284).  The theory is 

based upon the structural symbolic interactionist framework (Mead 1934; Stryker 1980), 

which assumes that humans are actors playing roles defined by the shared meanings 

developed through interactions with others.  According to identity theory, these 

interactions result in a process that can best be described as “society shapes self shapes 

social behavior” (Stryker 2000, p. 26).  Thus, the self is developed through social 

interactions, and the individual‟s behavior in social interactions is influenced by the self.  

Society, the self and social behavior are therefore highly interdependent and often 

reinforcing.  With an eye on this interdependency, researchers use symbolic 

interactionism to understand and explain how social structures affect self and how self 

affects social behaviors (Stryker 1980). 
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Toward this goal, identity theory “evolved in two somewhat different but closely 

related directions” (Stryker and Burke 2000, p. 285).  The first – more directly drawn 

from symbolic interactionism – focuses on how social structures affect the self and how 

self influences social behavior (e.g Stryker 1980; Stryker and Serpe 1982).  The second 

concentrates on the internal dynamics of self affect social behavior (e.g. Burke 1991; 

Burke 1980; Burke and Reitzes 1991; Burke and Reitzes 1981; Burke and Stets 1999).  

Over the last decade, these two divergent streams have been folded into an expanded 

conceptualization of identity theory in which the conceptualizations of both internal 

processes and social forces work together to form, express and reinforce identity (Stryker 

and Burke 2000).  This is consistent with the approach discussed previously in this 

chapter  to account for both personality traits and situational interactions in models of the 

self (Linville and Carlston 1994). 

Identity theory should not be confused with social identity theory (Tajfel and 

Turner 1979), which – while using a similar conceptualization of identity and positing an 

interaction of both social and internal factors – conceptualizes this process as one of  

categorization and comparison according to groups.  According to social identity theory, 

individuals categorize themselves and others, place others in in-groups and out-groups 

and compare themselves to both.  Both identity theory and social identity theory share 

certain views and have areas of overlap. In both theories, the self “is reflexive in that it 

can categorize, classify or name itself in particular ways in relation to other social 

categories or classifications” (Stets and Burke 2000, p. 224).  However, in social identity 

theory, an individual‟s knowledge that he or she belongs to a social category or group 
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determines the identity (Hogg and Abrams 1988); the in-group consists of those who are 

similar to the self, and the out-group is comprised of those perceived to be different.  But, 

as Hogg and Abrams (1988) note, the categories are pre-existing and exist only in 

relation to contrasting categories, and people derive their identities from the social 

categories to which they belong (Stets and Burke 2000). 

On the other hand, identity theory sees the categorization process driven not by 

groups, but rather roles.  The self occupies a role, and the role provides meanings and 

expectations that are incorporated into the self (Burke and Tully 1977).  These meanings 

and expectations, in turn, provide standards that guide behavior, or performance of the 

role (Burke 1991; Burke and Reitzes 1981).  Identity theory is inclusive of all elements 

that take on meaning in relation to an individual‟s plans and activities – including the 

self, other and objects (McCall and Simmons 1966), as well as resources that sustain 

people and interactions (Freese and Burkey 1994).  This is an important distinction within 

the context of this dissertation topic.  Not only does identity theory eschew the need for a 

pre-determined group, but it is a more wide-encompassing theory that is sufficient to 

capture the influence of various aspects of eWOM activities as they relate to the self – 

message, process, focal brand/product, sender/recipient characteristics and internal traits 

– on the propensity to engage in eWOM. 

Accordingly, this dissertation develops and tests a conceptual model that accounts 

for both individual processes and situational factors that may determine a consumer‟s 

propensity to engage in eWOM activities.  Specifics are discussed in more detail below, 

but in general terms, the model reflects the effects of self-related personality variables, as 
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well as the situational aspects of the eWOM message, i.e. characteristics of the 

communication itself and the focal brand or product.  Based on identity theory, engaging 

in eWOM can be considered a process in which these internal processes and social forces 

determine the likelihood of eWOM occurring, and the eWOM in turn shapes the internal 

self – a perpetual interdependent loop.  Based on the insights provided by identity theory, 

a model of antecedents to eWOM activity – including message characteristics, 

product/brand characteristics and individual traits – is proposed, discussed and tested.  

First, however, a more detailed examination of the process is in order. 

As Burke (1980) summarizes,  the interactionist perspective upon which identity 

theory is built espouses five concepts of the self, those being: (1) the self is an object in a 

social situation or social role, (2) identities are relational, (3) identities are reflexive, (4) 

identities are a source of motivation, and (5) identities operate indirectly.  By examining 

these propositions one by one, it can be inferred that these theoretical perspectives are 

well-ensconced in the previously discussed literature and support the premise that self-

concept is a driving force behind eWOM.  First, the self as an object is bound by a social 

context; that is, the self is a multi-faceted aggregation of numerous identities.  As 

previously discussed, one may simultaneously be a professor, a mother, a wife, a 

daughter and a colleague (among many other identities), and the context of an interaction 

determines the dominant self that manifests in a particular situation.  In this dissertation, 

eWOM activities provide the situation from which the identity derives. Second, an 

identity is relational in the sense that it is derived from the others with whom one 

interacts.  For example, the identity of mother is derived from the identity of another as a 
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child.  Thus, the sender/recipient of an eWOM activity provides the relational aspect for 

the identity.  Third, identities are reflexive; that is, identities influence behavior, and the 

self then uses behavior to reinforce the identity.  Engaging in eWOM, then, expresses and 

reinforces identity.  Fourth, identities are a source of motivation.  This is a crucial 

concept for this dissertation, because it supports the notion that the identity can motivate 

a person to engage in some behavior.  This is, after all, the basis of the proposed model - 

identity-related motivators as antecedents of eWOM activity.  

The fifth concept is equally important to this study.  Identities operate indirectly, 

according to Burke (1980), through the construction of self-images that, in turn, influence 

behavior (or in his vernacular, the performance of that identity).  Roles or identities “are 

too temporally stable and removed from the moment-to-moment interaction and 

situational demands” (Burke 1980, p. 21).  For example, the role of mother (or professor, 

colleague or other role) is relatively stable.  The meaning attached to the role does not 

change from minute to minute.  An individual uses the role to construct and image of that 

identity, which can be conceptualized as a “working copy” of the identity, “subject to 

constant change, editing, and updating as a function of variations in situation, and 

situational demands” (Burke 1980, p. 20).  So an individual may draw from the identity 

of mother, formulate an idea of what a mother would do in a particular situation, and then 

construct a performance accordingly.  This process, in turn, is influenced by others‟ 

reactions to the performance, which either reinforces (or affects a change) in the identity.  

Figure 2.1 depicts the general nature of this process. 
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FIGURE 2.1 

 

Relationship Between Identity, Image and Performance 

 

   

FIGURE 2.2 

 

A Symbolic Interactionist Perspective of eWOM 

 

  

When applying this model to eWOM performances, the basic profile does not 

change, regardless of the type of performance.  The performance may come in the form 

of forwarding an email, posting a commercial message or link to a social networking 

(Burke 1980) 

(Adapted from Burke 1980) 
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profile, creating, forwarding or seeking a YouTube video – or even telling someone face-

to-face about an online message.  Regardless of the specifics, Person A is the sender and 

Person B the recipient, and the situational constraints include the traits of the message, 

product or brand.  Figure 2.2 demonstrates the process in the context of an eWOM 

performance. 

Model and Hypothesis Development 

As described in the previous section, engaging in eWOM performances can 

enhance and enact a consumer‟s self-concept through the social interaction of eWOM 

activities.  Through the shared meaning of the message itself and the symbolism 

associated with the product or brand, a sender of eWOM negotiates an identity and image 

with the recipient.  For the sender, the self-enhancement value of eWOM is derived from 

the perceived ability to transfer meaning from the message, product and/or brand into the 

self-concept.  The greater the self-enhancement value of these elements, the higher the 

likelihood that the consumer will engage in an eWOM performance.  These can be 

treated as situational determinants of eWOM activities; the self-enhancement value of 

engaging in eWOM should vary according to the traits of the message itself and the target 

product or brand.  The self-enhancement value of the message is determined by its 

relevance to the self-concept.  Similarly, the self-enhancement value of the product or 

brand is derived from traits such as value-expressivity, product category involvement and 

congruity between the product or brand and the actual and/or ideal selves. 

Recall, however, that self-concept is determined by more than just situational and 

social factors. Individual differences, i.e. personality traits, also exercise determinant 
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influences.  Thus, the relationship between the self-enhancement value of eWOM and the 

likelihood to engage in an eWOM performance may be moderated by personality 

variables.  These may include the need for self-expression, self-monitoring or other 

related motivators.  The situational traits of an eWOM message may interact with the 

individual‟s personality difference to determine the likelihood of engaging in eWOM. 

But the conceptual model is not complete with just situational and personality 

variables; one additional set of influences must be considered. By definition, eWOM 

performances occur in the context of e-communication. Consequently, any model 

purporting to predict eWOM must account for a consumer‟s level of Internet usage and e-

connectivity.  In any situation, the relationship between the self-enhancement value of 

eWOM messages and the likelihood to engage in eWOM activities is necessarily 

moderated by the extent to which the individual is active on the Internet, as well as the 

size, breadth and magnitude of his or her online community. 

These relationships are encapsulated in the comprehensive model presented in 

Figure 2.3.  In the remainder of this chapter, each construct is discussed in detail. Then, 

testable hypotheses are proposed in order to provide support for the conceptual model.  

The discussion and hypotheses are broken into five sections: (1) the relationship between 

self-enhancement value and likelihood of eWOM performance (2) message 

characteristics, (3) product/brand characteristics, (4) individual characteristics and (5) 

Internet usage characteristics. 
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FIGURE 2.3 

SELF-ENHANCEMENT VALUE AND LIKELIHOOD TO ENGAGE 

IN eWOM PERFORMANCE 

 

 Self-Enhancement Value 

Recall that identity motivates behavior in two ways.  First, it facilitates the 

recognition of a problem, i.e. a difference between an actual state and a desired state 

(Bruner and Pomazal 1988).  Specifically, consumers are motivated to resolve the 

discrepancy between the perceived actual self and the ideal self.  They tend to move 

toward a point of equilibrium where their actual state matches their desired state (Higgins 

1987).  Second, identity serves as motivation in that, according to the symbolic 
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interactionist view, the meanings attached to social objects must be enacted, or 

performed, in order to transfer the symbolic properties of objects, roles or others to the 

identity (Burke 1980).  Thus, identity motivates a performance in order to unleash the 

symbolic value of an object, role or interaction. 

  One way to unleash the symbolic value of a product is through consumption – 

the private or public purchase, display or use of the product.  This process has been 

documented extensively in extant  literature  (e.g. Belk 1988; Escalas and Bettman 2003; 

Grubb and Grathwohl 1967; Grubb and Hupp 1968; McCracken 1986).  Applied to 

eWOM, the same unleashing of symbolism should occur, although the nature of the 

performance is different than consumption.  In this context, the symbolic value of the 

product, message or brand is transferred to the self through the eWOM performance, 

rather than purchasing or use of the product. 

At this point it is appropriate to introduce a new construct to this discussion.  As 

the level of identity-related symbolic value attached to the focal brand and the message 

varies, the effect of the performance on the identity will also vary.  The self-enhancement 

value of the performance, therefore, is defined as the extent to which the consumer 

perceives the performance as moving the identity from the actual state toward the ideal 

state.  When a consumer perceives a performance as being likely to enact a change in the 

state of the self, the self-enhancement value is said to be high.  The idea of self-

enhancement is not new; Grubb and Grathwohl (1967, p.25) describe self-enhancement 

as occurring if the consumer “believes the good he has purchased is recognized publicly 

and classified in a manner that supports and matches his self-concept.” The construct of 
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self-enhancement value expands upon this idea by conceptualizing a continuum along 

which the extent a performance is perceived as being able to enhance the self.  Toward 

this end, a scale is proposed, and will be refined and validated as part of this dissertation. 

In the proposed model, the construct of self-enhancement value serves a critical 

function; namely, it mediates the relationship between various message and 

product/brand characteristics and likelihood to engage in eWOM performance.  It allows 

the researcher to test the central theses of this study, namely that consumers are 

motivated to engage in eWOM when they perceive it will enhance their identity or sense 

of self.  This is the first hypotheses tested:   

H1: Self-enhancement value of an eWOM message is 

positively related to the likelihood of engaging in an 

eWOM performance. 

 Message Characteristics 

Characteristics of messages may be divided into two broad categories: message 

content and message structure (Mowen and Minor 2001).  Message content consists of 

the strategies used to communicate an idea. It includes the rhetorical devices used (e.g. 

rhyme, puns, metaphor), complexity of the message, type of appeal (e.g. humor or fear), 

vividness versus abstraction, lecture versus drama, and life themes (i.e. critical values and 

goals).  Message structure, on the other hand, refers to how the content of a message is 

organized, including factors such as primacy/recency and repetition.  The latter category, 

message structure, has little application to the present study; the question of whether 

order and repetition affect self-construction is beyond the scope of this study.  However, 

the extant literature suggests that, because message content is inexorably viewed through 
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the prism of the self (e.g. Buhl 1991; Escalas 2007; Mick and Buhl 1992), a model of 

identity-related motivation for eWOM – and indeed type any communication – should 

account for these traits. 

Two opposing views have emerged regarding how consumers view and interpret 

communications. The simpler of these is the information approach (McCracken 1987), 

which conceptualizes consumers, absent identities, using advertising messages through 

linear stages or routes of persuasion, to judge and evaluate brands (Buhl 1991).  

However, other researchers (e.g. Lannon and Cooper 1983; McCracken 1987; Mick 

1988; Mick and Buhl 1992) see the process as being infinitely more complex and 

describe what they call the meaning approach.  In this view, consumers construct 

meanings for communications based on their unique world view, stressing “the 

subjectivity of ad experiences within the boundaries of the ad's sign structure and 

denotative content amid the consumer's history (past, current, and projected) and 

sociocultural milieu” (Mick and Buhl 1992, p. 317).  The interpretation of the advertising 

message is a process by which the consumer forms conceptualizations of “the self, of the 

family, of status, of nation, of world” (McCracken 1987, p. 121)  Within this perspective, 

the meaning constructed from a message is inexorably linked to the recipient‟s identity.  

Thus, this dissertation embraces and builds upon the meaning viewpoint. 

That the process of constructing the meaning of an advertising message provides 

an interaction that, in turn, informs the meaning of the identity is implicit in McCracken‟s 

description.   Indeed, in the context of a traditional advertising message, the content of a 

message often may be viewed as a self-contained social interaction, especially if the 
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advertisement is on television or in video format.  Actors or spokesmodels, while not 

physically present, provide the “other” in the interaction, with the medium and 

surroundings providing the context.  If the actor Luke Wilson endorses AT&T mobile 

phone service, for instance, he is interacting with the viewer in the sense that he speaks to 

the viewer while the viewer, in turn, constructs meaning.   Similarly, viewers construct 

meaning from dramatized advertising in much the same way they would watching a 

social interaction between others in a social setting.  Even when there is no explicit 

narrator or character dramatization, the content of the message can be perceived as 

implicitly having a narrator, providing the “other” in the social interaction. 

Clearly, the literature can be expanded to eWOM message content, albeit with 

added layer of complexity. With eWOM, the message content is often a contextual factor, 

rather than the “other” in the social interaction – the “other” being the sender and/or 

recipients.  When viewing a traditional television advertisement, for example, the 

communication is between the advertiser and the viewer.  If the same advertisement is 

emailed by a sender to a receiver, the advertisement no longer serves as the “other,” but 

merely a contextual element of a communication between two consumers. However, the 

consumer still constructs meaning from the message content in the same way, with the 

addition of the added sender/recipient elements.  The question is not whether message 

content should be included in a model of identity construction (as it certainly should), but 

rather how the content increases the self-enhancement value of the message. 

The life theme is the dimension of content that may be particularly powerful in 

providing meaning that will be incorporated into the identity.  Life themes are narratives 
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around which consumers structure their goals and actions in an effort to create coherence 

in their lives (Csikszentmihalyi and Beattie 1979).  These life themes encompass the 

critical values and goals that influence consumers at the various stages of their lives.  For 

example, young teen-agers may be primarily motivated by desires to gain independence 

from parents or older adults and to appear trendy with their peers.  In advertising targeted 

to them, these life themes are expressed through the exclusion of adults and images of 

teens interacting with one another in ways, such as language, that teens perceive adults as 

not understanding.  Advertising for the same product targeted to the parents of these teens 

might portray these same young teens as being awkward, seeking independence while at 

the same time desiring parental involvement.  These are two somewhat conflicting life 

themes, and neither ad would appeal to the other target.  The extent to consumers are able 

to integrate the ad into his their life narratives may influence the persuasive ability of the 

advertisement.  This cognitive process, in which consumers compare incoming 

information to self-relevant information stored in memory, is known as self-referencing 

(Debevec and Romeo 1992).  Higher levels of self-reference have been shown to affect 

both persuasion (Debevec and Romeo 1992; Escalas 2007) and information processing 

(Burnkrant and Unnava 1989). Extending this phenomenon to the process of identity 

construction, it is reasonable to conclude that the more a consumer identifies a message 

with his or her life theme, i.e. self-narrative, the more the message will influence self-

construction, thus the higher the self-enhancement value. 

One might argue that the life theme of a message is but one dimension of message 

content. Indeed, Mowen and Minor (2001) describe ten such types of message content.  
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However, the impact of message content as it relates to identity can be determined largely 

by the extent to which the consumer finds that content relevant to himself or herself.  Just 

as the congruity of life themes, i.e. how well the message aligns with critical values and 

goals, determines the impact of the message, so does the relevance of the other 

dimensions of content.  For example, the impact of a fear appeal is determined, to a large 

extent, by the consumer‟s identity.  The fear appeal activates role-related anxiety, 

whether it is a parent‟s fear for the safety of his or her family (home alarm systems) or a 

young man‟s anxiety about dandruff flakes on a date (shampoo).  The amount of self-

referent information in a fear appeal has been shown to increase the elaboration and 

persuasiveness of fear appeals themselves (Keller and Block 1996).  Similarly, with 

humor appeals, gender, ethnicity, national origin, personality and social attitudes all 

shown to affect the reaction, resulting in wide variations from person to person (Kelly 

and Paul 1975).  For example, adolescent boys find a great deal of humor in situations 

inducing physical pain (e.g. a kick to the crotch), whereas a middle-aged woman might 

find humor in a sophisticated play on words.  However, this may also change 

situationally based on the dominant active role; consider parents‟ reaction to a bawdy 

joke on a date night at a theater with their spouse, as opposed to their reaction to the same 

joke watching the film at home on DVD when their children (or parents) are present. 

Kozinets and colleagues (2010) find that consumer bloggers are active 

participants in co-constructing narratives when they convey marketing messages; that is, 

when they communicate a firm‟s message to others, they change the content by 

incorporating their own narratives.  The greater the level of match between the consumer 
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narrative and the message narrative, the more integration occurs. The reverse, however, is 

also true.  By co-opting marketing messages into their narratives, consumers are 

essentially changing those self-narratives.   Thus, with respect to identity and message 

content, it is hypothesized that as the level of relevance between the message content and 

the perceived self increases, so does the self-enhancement value of the message.  A 

message that a consumer perceives is relevant to his or her self-concept should have self-

enhancement value, in that it will either reinforce the actual self-concept or move it 

toward the ideal self.  By engaging in an eWOM performance, the consumer activates the 

symbolic properties of the message contents, which in turn provides the self-enhancement 

value of the message contents. 

Just as product consumption is motivated by both hedonic and utilitarian motives 

(Hirschman and Holbrook 1982), consumer attitudes have found to have similar hedonic 

and utilitarian dimensions (Voss et al. 2003). The self-relevance of the advertising 

message may be either utilitarian, i.e. containing information that is consistent with the 

interests and priorities of the receiver, or it may be hedonic, i.e. the receiver finds it 

entertaining, fun or amusing.  Forwarding a message with higher levels of utilitarian self-

relevance is self-enhancing in that it communicates the lifestyle, interests and self-

expressive qualities that the consumer has integrated into his or her self-concept.  

Similarly, forwarding an eWOM message with higher levels of hedonic self-relevance 

provides self-enhancement value by communicating that it is consistent with the sender‟s 

sense of humor and taste in entertainment. 
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H2: The level of utilitarian self-relevance of a message is 

positively related to the self-enhancement value of an 

eWOM message. 

H3: The level of hedonic self-relevance of a message is 

positively related to the self-enhancement value of an 

eWOM message. 

 

 Product/Brand Characteristics 

Based on extant research, three influences are hypothesized as having self-

enhancement value: (1) product category involvement (2) the level of value-expressivity 

of the product/brand, and (3) self-brand congruity.   The relationships between these 

influences and product consumption are well-documented in the marketing literature and 

have, in some cases, been linked to WOM activities.  However, to date no study has 

examined the self-enhancement value of these antecedents in the context of WOM or 

eWOM.  A discussion of each follows, and then hypotheses are proposed. 

Product category involvement. Generally, consumer involvement is defined as the 

perceived personal or importance attached to the acquisition, consumption and 

disposition of a good, service or idea (Celsi and Olson 1988).  Level of involvement may 

be either situational, i.e., associated with a specific situation such as replacing a product, 

or enduring, in which case the consumer is more committed to and concerned with a 

product class (Richins and Bloch 1986).  Behaviors resulting from the former decline 

once the situation changes, while in the case of the latter, behaviors are stable over time.  

Product category involvement was first proposed as an antecedent to WOM 

activities by Dichter (1966), who posits that consumers feel so strongly about some types 
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of products that they need to talk to others about them.  Other researchers suggest that a 

level of interest or involvement in a product stimulates discussion about it (Engel et al. 

1993).  Similarly, Sundaram et al. (1998) suggest WOM results from personal interest in 

a product or excitement resulting from the consumption of a product.  Richins and Root-

Shaffer (1988) find that situational and enduring involvement each appear to influence a 

consumer‟s likelihood to engage in WOM.  Importantly, they suggest that part of this 

effect appears to be discrete from the need for opinion leadership, with a direct 

relationship from involvement to WOM activities.  In the context of this dissertation, this 

is noteworthy because most extant studies link WOM-related self-enhancement to the 

perception of the sender as an expert or authority (e.g. Wojnicki and Godes 2008).  The 

possibility that involvement motivates WOM through a mechanism other than opinion 

leadership indicates that other self-enhancement needs may motivate WOM.  Thus, it is 

hypothesized that product category involvement will increase the self-enhancement value 

of an eWOM message 

H4: Product category involvement is positively related to 

the self-enhancement value of an eWOM message. 

 

Value-Expressivity. Products that have a high level of value-expressivity tend to 

feature a strong product personality or a distinct image for users of the product (Ogilvy 

1963).  Value-expressivity is usually conceptualized as being opposite from utilitarian 

along a continuum.  When discussing advertising appeals (e.g. Johar and Sirgy 1991), 

this may indeed be accurate. A value-expressive appeal is image-related and does not 

focus on attributes, whereas attribute-based advertising emphasizes utilitarian features.  
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There is a continuum of advertising, one end of which is exclusively image-based and 

another which is exclusively attribute-based.  However, Bhat and Reddy (1998) find that 

brands can be successfully positioned as both symbolic and functional, concluding that 

symbolism and functionality are distinct constructs.  Thus, a product may be high in both 

utility and value-expressivity. Consider, for example, the Macintosh personal computer, 

which is inarguably high in functional utility, yet also evokes a strong brand personality 

and user image.  In this dissertation, value-expressivity and utilitarianism are treated as 

discrete constructs. 

According to Johar and Sirgy (1991), consumers evaluate value-expressive 

advertising (and presumably products high in value-expressivity) by comparing 

themselves to the image of the product or the stereotypical user.  This comparison can use 

one of four images – the actual self, deal self, actual social image and ideal social image.  

When congruence between the product image and any of these self-images is high, the 

consumer‟s attitude toward the product is more positive.  The effect of this congruence 

will be discussed in the next section, but Johar and Sirgy (1991) find that this process is 

limited to value-expressive products. Utilitarian products, in contrast, use a multi-

attribute model of evaluation in which functional product attributes are compared against 

desirable attributes.  This implies for self-construction processes to occur, a product must 

be high in value-expressivity.  Thus, it is hypothesized that there will be a positive 

relationship between the self-expressive properties of a product or brand and the self-

enhancement value of an eWOM performance. 
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H5: The value-expressivity of a product is positively 

related to the self-enhancement value of an eWOM 

message. 

 

Self-Brand Congruity. Alternatively referred to as “self-image congruence”, “self-

congruence”, “self-congruity” or “image congruence” (Kressmann et al. 2006), self-brand 

congruity can be conceptualized as the match between the brand‟s value-expressive 

attributes, i.e. product/user images, and the consumer‟s self-concept (Sirgy 1985).  As 

noted, consumers compare the imagery to their self-concept, and the greater the 

congruity, the more positive the consumer‟s attitude toward the brand.  Self-brand 

congruity has also been linked to brand relationship quality and brand loyalty 

(Kressmann et al. 2006), as well as the overall connection between a consumer and brand 

(Escalas and Bettman 2005). 

Here, it is hypothesized that the effect of self-brand congruity on eWOM 

behaviors is equally strong.  A brand that is highly congruent with the consumer‟s actual 

self-image will have a great deal of value in reinforcing the self-concept.  Similarly, a 

high level of congruence with the ideal self-image should be perceived as able to move 

the self-image toward that ideal. 

H6: The congruity between the brand and the actual self is 

positively related to the self-enhancement value of an 

eWOM message. 

H7: The congruity between the brand and the ideal self is 

positively related to the self-enhancement value of an 

eWOM message. 

 Individual Differences 
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As already discussed, the consensus among scholars who have studied self and 

identity is that behavior is determined by a combination of social/situational factors and 

individual differences.  Individual patterns of behavior, i.e. personality, can interact with 

situational influences to enhance, moderate or change the effect of influences at the 

societal level, and vice versa  (Stets and Burke 2003).  Consequently, the model proposed 

in this dissertation  includes a number of individual differences as moderators of the 

situational and product-related antecedents.  Specifically, three types of individual 

differences are hypothesized as moderators of the relationship between the self-

enhancement value of the eWOM message and the likelihood to engage in an eWOM 

performance: (1) the level of discrepancy between the actual self and ideal self, (2) the 

consumer‟s symbolic needs, and (3) the consumer‟s level of self-monitoring. A 

discussion of each follows. 

Need for Self-Expression. The need for self-expression has been shown to be a 

strong determinant of brand choice and preference (Aaker 1999; Belk 1988; Richins 

1994b).  The need for self-expression is the motivation to let others know who and what 

one is; that is, to convey one‟s identity to others (McGuire 1974).  Self-expression is to 

the consumer what value-expressivity is to products or brands. Automobiles are often 

used to illustrate this concept. A consumer who has a high need for self-expression will 

evaluate an automobile on its symbolic attributes (e.g. brand or sporty body style) and 

how effectively they communicate his or her identity. In contrast, a consumer who has a 

lower need for self-expression will evaluate an automobile on functional attributes (e.g. 

price, fuel efficiency or passenger capacity).  The effectiveness of an image-based 
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advertisement should be more effective for the former, while an attribute-based 

advertisement should be more effective for the latter.  Similarly, the self-enhancement 

value of an eWOM message will have a stronger impact on the likelihood to engage in an 

eWOM performance for an individual who has a higher need for self-expression. Thus, 

an interaction effect is hypothesized between the self-enhancement value of an eWOM 

message and the need for self-expression. 

H8: The consumer‟s need for self-expression moderates, 

i.e. increases the effect of, the relationship between self-

enhancement value of an eWOM message and the 

likelihood of eWOM performance. 

 

Self-Monitoring. To varying extents, individuals regulate self-presentation by 

tailoring their actions in accordance with immediate situational cues. This is known as 

self-monitoring (Snyder 1974).  Individuals who are high in self-monitoring tend to show 

more situational variability in social interactions than their low self-monitoring peers 

(Snyder and Monson 1975).  In other words, low self-monitors tend to act consistently 

regardless of the social setting, while high self-monitors alter their behavior to 

accommodate the situation or social circumstances.  Some researchers associate self-

monitoring with social anxiety, but Lennox and Wolfe (1984) find that, while the two are 

sometimes related – someone who is uncomfortable with social situations may indeed 

exhibit high levels of self-monitoring – they are not inherently correlated.  To the 

contrary, situational adaptation is highly correlated with social success, as it produces 

behaviors that are deemed socially acceptable by others.  For example, the success of 
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salespeople is positively correlated with levels of self-monitoring (Bande Vilela et al. 

2010). 

Intuitively, it appears high self-monitors might be less likely to engage in eWOM 

activities.  After all, the construct can be conceptualized as a behavioral filter, with 

individuals with low self-monitoring engaging in less filtering activities than high self-

monitors.  However, upon closer examination, it is evident that the opposite is true with 

regard to eWOM directed at self-enhancement.  High self-monitors tend to view social 

interactions as a theatrical performance, for want of a better metaphor, and they enact the 

roles that they perceive as being appropriate to the current performance (Lennox and 

Wolfe 1984; Snyder 1974; Snyder and Monson 1975).  Recall that identity consists of the 

situational roles one plays, and the relationship between self-monitoring and self-

enhancing should become clearer.  For low self-monitors, the situational self is stable and 

does not change much based on the current situation, while high self-monitors are highly 

cognizant of the appropriate role, and their self-expression behavior reflects it. 

Self-monitoring, then, surely interacts with the self-enhancement value of an 

eWOM message.  Specifically, as the level of self-monitoring increases, so does the 

consumer‟s motivation to construct, enhance or express the identity.  Thus, the effect of 

the self-enhancement value of the eWOM message is moderated by the individual‟s level 

of self-monitoring. 
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H9: The consumer‟s level of self-monitoring moderates, i.e. 

magnifies the effect of,  the relationship between self-

enhancement value of an eWOM message and the 

likelihood of eWOM performance. 

 

 Internet Usage and e-Mediated Social Connection 

A second set of moderators is related to the contextual aspects of eWOM.  

Previous research suggests that online social behaviors are a result of the interaction 

between the unique qualities of Internet communication modes with characteristics and 

goals of the individuals using them (Bargh 2002). Having proposed a number of 

individual characteristics in the model of self-related eWOM behaviors, it is now 

appropriate to identify the Internet qualities which interact with, i.e. moderate, the effects 

previously described.  Specifically, the relationship between the self-enhancement value 

of an eWOM message and the likelihood to engage in eWOM behaviors is moderated by 

two factors: the consumer‟s level of Internet usage and the consumer‟s level Internet 

social connection. 

Internet Usage. The influence of Internet usage on the relationship should be 

somewhat self-evident.  Consumers have varying levels of Internet usage, which in this 

dissertation includes the frequency with which consumers access the Internet through 

traditional computers (at home, school and/or work) as well as through mobile devices or 

other media.  Usage has been found to be related to forwarding and chatting (Ho and 

Dempsey in press; Sun et al. 2006), as well as Internet mavens (Belch et al. 2005).  Ho 

and Dempsey (in press) narrow the concept somewhat to what they term “consumption 

of electronic content”, which includes “mainstream media like newspaper websites and 

user-generated content websites like YouTube” (p. 3).  This construct is more useful than 
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the generic construct of Internet usage, which may be somewhat vague in today‟s online 

environment, given that “always-on” broadband connections and perpetually connected 

smart phones such as the iPhone or Blackberry are increasingly the norm. 

However, the term “consumption” within this construct is troublesome and 

requires elaboration.   With products and services, consumption is generally defined as 

the use of a product or service and the experience a consumer obtains from such use.  

With online content, especially blogs, social networking sites, YouTube and other user-

generated content Web sites, the consumer may be a co-producer of the content.  For 

purposes of this dissertation, the construct will be labeled “production or consumption of 

electronic content” and is defined as the viewing, reading or creation of online content 

through both traditional media channels or user-generated content Web sites.  Drawing 

from extant research suggesting that Internet usage and the consumption of online content 

is positively related to forwarding of electronic messages, it is hypothesized that 

consumers with higher levels of production or consumption of electronic content will be 

more predisposed to engage in eWOM activities.  Thus, product/consumption of 

electronic content will magnify the effect of the self-enhancement value of an eWOM 

message on the likelihood to engage in an eWOM performance. 

H10: The consumer‟s level of Internet usage moderates, i.e. 

increases the effect of, the relationship between self-

enhancement value of an eWOM message and the 

likelihood of eWOM performance. 
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e-Mediated Social Connection. Consumers‟ predisposition to engage in eWOM 

activities is related to the strength and reach of their online social networks.  Consumers 

with more online contacts and stronger ties to those contacts will inherently have a 

greater likelihood of engaging in eWOM activities.  Ellison and colleagues (2007) find 

that participants in online social networks generate social capital through their 

participation.  Social capital is defined as „„the sum of the resources, actual or virtual, that 

accrue to an individual or a group by virtue of possessing a durable network of more or 

less institutionalized relationships of mutual acquaintance and recognition‟‟ (Bourdieu 

and Wacquant 1992, p. 14).  Strong links appear to exist between the use of a social 

networking site and the accumulation of online social capital apart from the level of 

Internet usage (Ellison et al. 2007). Furthermore, the level of separateness or 

connectedness of an individual has been found to influence consumers‟ interpretation of 

advertising and its themes (Wang et al. 2000; Wang and Mowen 1997).  Connectedness-

separateness is defined as “the degree to which an individual perceives others as an 

extension of the self or the self as distinct from others” (Wang et al. 2000, p. 107)   

Variations in these levels from individual to individual (and from culture to culture) may 

account for differences in consumers‟ attitude toward and responses to advertisements. 

These extant studies suggest that some sort of measure of online relationship 

strength – either social capital, connectedness or an alternative – is appropriate within this 

study.  But social capital may not be an entirely sufficient or appropriate measure for this 

dissertation, and connectedness-separateness may be more appropriate for cultural 

differences rather than online connectedness.  Sun and associates (2006) introduce the 
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construct of “Internet social connection”, which (although they do not explicitly define) 

entails the number and strength of online social ties, as well as the desire to fulfill social 

needs through Internet connections. 

Separately, the extent and strength of Internet ties have been shown to influence 

WOM activities. Strong ties are more influential than weak ties in spurring WOM 

(Brown and Reingen 1987; Godes and Mayzlin 2004), and the number of ties is also an 

important determinant of the reach of WOM (Dwyer 2007).  In addition, the desire to get 

connected and share ideas (Phelps et al. 2004) and to fill social needs (LaRose et al. 

2005) have been shown to motivate eWOM activities, and the implicitly defined 

construct of Internet social connection appears to be related to online opinion leadership 

(Sun et al. 2006).  Building upon this research, a new construct is proposed: e-mediated 

social connection. This construct is defined as the quantity and strength of social ties to 

others with whom one communicates through an electronic channel for the purpose of 

fulfilling social needs. 

H11: The consumer‟s level of e-mediated social connection 

moderates, i.e. increases the effect of, the relationship 

between self-enhancement value of an eWOM message and 

the likelihood of eWOM performance. 
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CHAPTER THREE 

METHODOLOGY 

To test the proposed model, this study employed a one-factor experimental design 

with two levels (low versus high product category involvement), using online advertising 

videos as the manipulation stimuli.  Specifically, participants were exposed to an 

advertisement for either a low-involvement brand or a high-involvement brand, then 

constructs in the model were measured using validated scales in an online survey.  The 

purpose of this manipulation was to provide variance primarily in product category 

involvement, but also in other constructs such as self-relevance, value-expressivity, 

self/brand congruity and self-enhancement value.  To ensure the soundness of 

methodology and the validity of the measures, a three-pronged approach was undertaken 

– a pre-test, pilot test and, finally, the main study.  Following is a step-by-step 

description. 

Pre-Test 

A pre-test was conducted for two purposes. First and foremost, the objective of 

the pre-test was to select the two levels of stimuli. In addition, however, the pre-test was 

used to uncover any obvious problems with the instrument and measurement scales. The 

pre-test used a convenience sample of 64 undergraduate students at a large public 

university in the Southwestern United States who received course credit for participation.  

Because the sample for the main study was to drawn from the same population, the 
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demographic/psychographic makeup of this sample was similar to that of the main study.  

From a list of approximately 20 online videos and brands that had been targeted to the 

population of study (i.e. young people 18-30), five videos were selected for the pre-test.  

These five brands and their corresponding online video advertisements were evaluated 

using the antecedent measures.  The brands selected were two high-involvement products 

(Nissan Cube, BMW automobiles), two low-involvement products (Monster Energy 

Drink and Snickers candy bars), and one product anticipated to represent a medium-

involvement product (Nike athletic products). A description of each advertisement is 

provided in Figure 3.1. 

Procedure 

Respondents accessed the survey online.  After accepting the terms of the 

university‟s Institutional Review Board and verifying that their computer had both video 

and sound capabilities, respondents began the survey. First, the participant‟s self-concept 

(both actual and ideal) was measured using the scale developed by Malhotra (1981), then 

the participant answered questions about his or her Internet usage characteristics and 

personality.  The Internet usage and e-mediated social connection constructs were 

measured using items from a scale developed by Ellison et al. (2007) to assess “Facebook 

intensity.” The need for self-expression was assessed using items from the College Self-

Expression Scale (Galassi et al. 1974).  Next, using the same Malhotra (1981) scale used 

to measure self-concept, the participant ranked the personality for two brands randomly 

selected from the five brands in the advertisements.  Product category involvement  and 
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value-expressivity were measured for each brand using scales adapted from Beatty and 

Talpade (1994) and Park and Lessig (1977), respectively. 

 

FIGURE 3.1 

 

Video Advertisements Used In Pre-Test 
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Following these measurements, the participants watched video advertisements for 

each of the two brands they ranked in the previous section
2
.  They viewed the first 

advertisement, and then message characteristics were measured.  The utilitarian self-

relevance and hedonic self-relevance of the message were measured using scales 

developed for this study.  The self-enhancement value of the advertising message was 

then measured using a scale developed for this study. Finally, a behavioral intention scale 

(Fishbein and Ajzen 1975) was used to measure the dependent variable, likelihood of 

eWOM performance. The procedure was then repeated for the second advertisement. 

 

FIGURE 3.2 

 

Design Of Pre-Test 

 

 

Analysis 

The objective of the pre-test was twofold – first, to determine which stimuli, i.e. 

video advertisements, produce the most variance in product category involvement, and 

second, to provide support for the validity of the measurement scales.  For the first 

objective, the means of product category involvement for each group were compared 

                                                           
2
 Because each advertisement lasts between 30 and 90 seconds, each participant was limited to two 

commercials, rather than all five, in order to reduce respondent fatigue. 
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using one-way ANOVA.  The construct was measured using the combined mean of the 

five-item scale.  As expected, the ANOVA was significant (F4,63 = 7.15, p<.001).  A 

Tukey post hoc analysis indicated that the two low-involvement brand ads, Snickers 

(M=2.49, SD=.76) and Monster (M=2.33, SD=.83) were significantly different from one 

of the high-involvement brands, BMW (M=3.95, SD=.77) with p-values of .001 and .004, 

respectively.  However, the mean for the other high-involvement brand, Nissan Cube 

(M=3.14, SD=1.05), was not significantly different from Snickers (p=.245) or Monster 

(p=.316).  The medium-involvement brand, Nike (M=3.75, SD=.87) was significantly 

different from the low-involvement brands (p=.007 for Snickers and p=.022 for Monster), 

but not significantly different from the high-involvement brands (p=.382 for Nissan Cube 

and p=.982 for BMW). 

Based on this analysis, Snickers was chosen as a low-involvement brand over the 

Monster brand. Although its mean for involvement was slightly higher than Monster, the 

Snickers advertisement was deemed to have broader appeal.  The Nissan Cube was 

excluded from further consideration, leaving the medium-involvement brand, Nike, in the 

same grouping as the ostensibly high-involvement BMW brand.  Measured on a 6-point 

scale, neither mean was high enough to be considered high-involvement, so Nike was 

retained for the medium-involvement brand.  The researcher determined that a different 

high-involvement brand would need to be identified.  Thus, the first objective was 

partially accomplished. 

To execute the second objective, related to scale validation, separate exploratory 

factor analyses (EFA) were conducted on the pre-test data for the exogenous and 
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endogenous variables.  Despite the small sample size, the Cronbach‟s alphas were 

acceptable for product category involvement (INV) (.93), value expressivity (VE) (.92), 

self-monitoring (SM) (.84) and need for self-expression (NE) (.91).  The scales for 

hedonic and utilitarian self-relevance loaded on a single factor, which was cause for some 

concern, but its alpha was .93.  The single construct was labeled simply relevance (R). 

The alpha for the need for self-assertion (NA) scale was marginal at .67, but all scales 

were deemed to be acceptable for the next phase of the study.  The factor loadings for 

each item, along with the Cronbach‟s alphas for each construct, are provided in Table 3.1. 

The independent variable, intent to engage in eWOM (INTENT), warranted further study. 

Only three items loaded on the factor, and the third had a factor loading of .64 with the 

intent variable, but also cross-loaded on the self-enhancement value (SEV) construct with 

a loading of .49. The Cronbach‟s alpha of .799 was acceptable, so the three-item scale 

was retained for the pilot test for further review.   

TABLE 3.1 

 

Item Factor Loadings (Pre-Test)
a 

 

Items Exogenous 

Constructs 

Endogenous 

Constructs   ESC R INV VE SM NE NA SEV INTENT 

1 .92 .90 .92 .81 .79 .84 -.76 .89 -.86 

2 .92 .90 .90 .79 .68 .82 .62 .89 -.84 

3 .90 .87 .88 .79 -.66   .58 .88 .64 

4 .90 .80 .77 .73       .81 

 5 .84 .77 -.60         .72 

 6 .72 .73           

  7 .50             

  8 .46             

  Alpha .93 .92 .93 .92 .84 .91 .67 .93 .80 
a ESC=e-mediated social connection, R=relevance, INV=product category involvement, VE=value-expressivity, 

SM=self=monitoring, NE= need for self-expression, NA= need for assertion, SEV=Self-Enhancement Value of 

eWOM, INTENT=intent to share 
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Pilot Test 

Before conducting the main study, a revised survey instrument was created, and a 

pilot study was conducted as a last trial before the large-sample main study.  The purpose 

of this study was to further test the wording and flow of the instrument, to test and further 

refine the scales and to introduce and test a new high-involvement brand. Having selected 

the low- and medium-involvement brands (Snickers and Nike, respectively), a new high-

involvement brand was needed.  Based on informal interviews with members of the 

population from which the sample was drawn, Apple was selected as the high-

involvement brand for the pilot test, using a commercial for the newly introduced iPad 

portable computing device. 

Using a second convenience sample of 81 different undergraduate students from 

the same large Southwestern university, a pilot test was conducted using a factorial 

experimental design with three levels of involvement. Again, involvement levels were 

manipulated by differences in the stimuli, i.e. the video advertisement.  The procedure 

was identical to that of the pre-test, except participants each evaluated only one brand and 

advertisement.  In addition, several minor changes were introduced to the wording of 

some scale items, based on post hoc feedback from the participants in the pre-test.  

Otherwise, the only change from the pre-test related to the order of the involvement 

measure.  In the pre-test, there were significant differences between the level of 

involvement for the same product type, indicating an interaction between the brand and 

product category involvement.  Thus, in the pilot test, product category involvement was 
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measured before manipulating the brand; participants were only given the actual product 

category (i.e. candy bar, athletic equipment and portable computing device). 

Procedure 

First, as in the pre-test, participants‟ self-concept (both actual and ideal), along 

with Internet usage characteristics and self-related individual differences, were measured.  

The same scales were used, although refined slightly from the pre-test.  Then, each 

participant was randomly assigned to one of three groups. Each group was presented with 

a different product category, brand and advertisement.  As in the pre-test, the participant 

was presented with the focal brand for his/her group and then perceptions of brand 

personality and the other brand characteristics measured.  Finally, the participant viewed 

the video advertisement containing that brand, and the message characteristics were 

measured, followed by the brand‟s self-enhancement value scale and, lastly, the 

dependent variable, i.e. intent to engage in eWOM activities. The measurement 

instrument is provided in Appendix C. 

FIGURE 3.3 

Design of Main Study (and Pilot Test) 

 

 

 

Analysis 

The reliability and validity analysis described for the pre-test was repeated for the 

pilot test.  Again, a separate exploratory factor analysis (EFA) was performed for the 

endogenous and exogenous variables.  In addition, a confirmatory factor analysis was 
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performed using structural equation modeling (SEM) via AMOS software, during which 

composite reliability (CR) and average variance extracted (AVE) were examined for both 

endogenous and exogenous constructs. The CFA indicated an acceptable fit between the 

model and the data (χ
2
= 1346, df=905, RMSEA=.079, CFI=.839).  Reliability was 

assessed by examining item and construct reliability (Peter 1981).  All item loadings were 

significant (p<.01) and exceeded the recommended .60 parameter value.  Composite 

reliability (CR) exceeded the recommended threshold of .60 and average variance 

extracted (AVE) was above .50, indicating construct validity (Bagozzi and Yi 1988). 

 

TABLE 3.2 

Reliability, Validity and Correlations for Constructs (Pilot Test) 

 Constructa Reliability/Validity Correlations (squared AVE in bold on diagonal) 

 
Alpha CR AVE 

SHAR

E SEV NE INV SM UR HR VE ESC 

SHARE .76 .77 .59 .77 

        
SEV .84 .94 .59 .80 .92 

       
NE .68 .41 .43 .00 -.13b .65 

      
INV .96 .95 .83 -.06 .20 .18 b .91 

     
SM .83 .87 .53 .00 -.05 .55 .22b .73 

    
UR .88 .81 .52 -.74 .89 -.03 b .47 .06b .72 

   
HR .90 .91 .68 -.59 b .42b -.05 b .03 b .06b .35 .83 

  
VE .92 .93 .69 -.36 .60      .30 .12 b .60 .11 b .90 

 
ESC .90 .93 .80 .05b .02 b   .05 b .03 b .23 b -.08 b .12 b -.01b .90 

 
a SHARE=Likelihood to share, SEV= Self-Enhancement Value, NE= Need for Self-Expression, INV=Involvement, SM=Self-

Monitoring, UR=Utilitarian Relevance, HR=Hedonic Relevance, VE=Value-Expressivity, ESC=E-mediated Social Connection 
 
b Not significant at p<.05 
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Tests of discriminant validity, however, revealed some problems with the 

endogenous constructs.  Discriminant validity is indicated when the square root of AVE 

for a construct is greater than its correlations with other constructs (Fornell and Larcker 

1981).  All constructs met these criteria except for the dependent variable, Intent to 

Share, the squared AVE of which was .77, while the correlation between Intent to Share 

and Self-Enhancement Value of eWOM was .8  (see Table 3.2). This was consistent with 

previous indications (i.e. the EFA of both this study and the pre-test) that there was 

significant multicollinearity between the two endogenous constructs.  As a result, the 

decision was made to address this issue in two ways within the main study.  First, the 

items for self-enhancement value of eWOM and intent to share, which had been in the 

same section and randomized together, were separated into two sections. Second, and 

more importantly, the Likert-style items in the intent scale were replaced by a semantic 

differential scale in the main study. 

A manipulation check of the product category involvement construct using 

ANOVA revealed another potential problem.  The mean for product category 

involvement for the Apple iPad (M=3.2, SD=1.1), which replaced BMW as the high-

involvement product, was not significantly different from the low- or medium-

involvement products, Snickers (M=2.6, SD=1.0) and Nike (M=3.7, SD=1.2), 

respectively.   After interviewing a sub-sample of respondents, the researcher concluded 

that respondents were not familiar with the term “mobile computing tablet” and that the 

ambiguity had resulted in lower involvement measures. 
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To confirm this suspicion, the researcher used a convenience sample of 32 

respondents to measure involvement for a more specific description of “mobile 

computing device such as a laptop or tablet PC”, as well as the other two product 

categories for comparison. An ANOVA revealed that the mean involvement for this 

mobile device category increased to 4.2 (SD=.55) on a 6-point scale, significantly higher 

than the low-involvement product (p<.001), but still not significantly different from the 

medium-involvement product.  Still, the 4.2 mean was the highest level of involvement 

the researcher had been able to manipulate. Thus, for the main study, the decision was 

made to eliminate the medium-involvement category and use two levels of the 

involvement factor in the manipulation – low (Snickers) and high (Apple iPad). 

 

FIGURE 3.4 

Online Video Advertisements Used in Main Study 
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Main Study 

After making the adjustments and revisions from the pilot test, the main study – a 

single-factor experiment with two levels (product category involvement: low versus high) 

– was conducted using a sample of 513 undergraduate students in the same large public 

university.  Although the use of student samples is sometimes criticized, and often rightly 

so, in this context, students are an appropriate sample.  Undergraduate students are 

highly representative of the at-large population of interest, i.e. Internet users who are 

likely to engage in eWOM.  In addition, student samples provide a homogeneous sample 

that both aids in theory extraction and reduces Type II error when compared to a more 

heterogeneous sample (Calder et al. 1981). From the surveys collected, 492 were usable. 

Respondents ranged in age from 18-60, with a mean age of 22.7 (SD=4.5), and the 

gender split was 57.5% female/42.5% male.  Demographic statistics are provided in 

Table 3.3. 

 

TABLE 3.3 

Demographic Profile of Respondents 

Gender  Age Groups 

Male 209 (42.5%)  18-21 248 (5.5%) 

Female 283 (57.5%)  22-25 185 (37.6%) 

   26-29 32 (6.5%) 

Ethnicity  30-35 14 (2.9%) 

White/Caucasian 316 (64.2%)  36-45 7 (1.4%) 

Hispanic 65 (13.2%)  46-55 4 (.8%) 

Black/African 

American 

54 (11.0%)  Over 55 1 (.2%) 

  Not reported 1 (.2%) 

Asian/Pacific 

Islander 

34 (6.9%)    

    

Other 13 (2.6%)    

Not reported 9 (1.8%)    
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As in the trial studies, after agreeing to the informed consent notice from the 

Institutional Review Board and verifying that their computer had sound and video 

capabilities, participants in the main study were asked demographic and psychographic 

questions.  Psychographic measures included the Malhotra (1981) semantic differential 

scale for actual and ideal self, as well as measures of self-monitoring and need for 

expression.  Because of the marginal reliability/validity measures for the latter, four items 

were added to the “need for expression” scale.  In addition to the items adapted from 

Gallasi et al. (1974), participants were measured on their level of agreement with the 

following statements:  “It is important that I express myself to others,”  “I have a hard 

time keeping my opinions to myself,”  “People say that I have a strong personality” and  

“I enjoy being the center of attention.” To maintain nomological validity, these 

statements were adapted from corresponding items in the library of questions created by 

Gallasi and associates (1974). But the statements were updated to create items with which 

contemporary participants could better relate.  In some instances, statements were edited 

in order to remove the specific in-class context of the original question which may have 

confounded classroom behaviors with more general tendencies. 

Next, participants‟ Internet usage and level of e-connectivity were measured, and 

then – based on their randomly assigned group – they were asked to rate their 

involvement with the two product categories (i.e. candy bars and portable electronic 

devices).  After exposure to the focal brand (i.e. Snickers or Apple) and logo, they were 

asked to assess its brand personality using the same Malhotra (1981) scale and its value 
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expressivity.  Participants then viewed the video advertisement for the focal brand and 

were asked to rate the ad‟s hedonic and utilitarian relevance, the self-enhancement value 

of sharing the message and, finally, their likelihood of forwarding the video 

advertisement.  Due to multicollinearity issues in the pre-test and pilot test between the 

scales for self-enhancement value of eWOM and the likelihood to share, an eight-item 

semantic differential behavioral intention scale (Ajzen and Fishbein 1980; Fishbein and 

Ajzen 1975) was used to measure the dependent variable.  The scale, which uses bipolar 

word pairs such as “likely/unlikely” and “improbable/probable”, has been used to 

measure intention to engage in a variety of behaviors.  A few examples include likelihood 

of purchasing (Till and Busler 2001) , repurchasing (Jones et al. 2000), trying a brand 

(Machleit et al. 1993) or patronizing a retailer (Wakefield and Baker 1998). 

Moreover, because the advertisements used as stimuli were publicly available, 

participants were also asked whether they had previously seen the advertisement on 

television or online. This was done to control for any possible effects of prior viewership.  

After answering these questions, participants were thanked for their participation, and the 

experiment ended. 
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CHAPTER FOUR 

EMPIRICAL ANALYSIS AND RESULTS 

 

In order to test the hypotheses and assess the fit of the proposed model to the data, 

broadly accepted methodological procedures were followed.  First, reliability and validity 

were established for the measurement scales (Churchill 1979; Gerbing and Anderson 

1988).  Then the proposed model was assessed for fit, and the hypotheses tested using 

structural equation modeling (SEM).  Based upon the results, a revised model was 

postulated, and some hypotheses were converted into post hoc propositions.  A step-by-

step description of the data analysis and results follows. 

Measurement 

The first procedure in the data analysis was to establish reliability and validity for the 

measurement scales using the two-step process described by Anderson and Gerbing 

(1988).  An exploratory factor analysis (EFA) was conducted, with particular attention 

paid to the constructs that had elicited concern in the pre-test and pilot test.  With the new 

scales for the “likelihood to share” construct, the two endogenous constructs loaded 

cleanly on two distinct factors with no cross-loadings and Cronbach‟s alphas of .945 

(likelihood to share) and .943 (self-enhancement value of eWOM).  The refined 

exogenous scales also produced discriminant factors as intended. However, while the 

Cronbach‟s alpha for self-monitoring was acceptable at .78, need for expression was only 

marginally acceptable at .68.  Recall that the measures for this construct were adapted 

from the College Self-Expression Scale developed by Galassi et al. (1974), with three new 
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items added to four of the original items. The reliability for the new seven-item scale 

remained at the lower end of the range considered acceptable. But the factor loadings 

indicate that the measures do form a distinct construct which appears to feature face 

validity as a measure of the need for self-expression.  As shown in Table 4.1, the seven 

items are clearly drawn from the same domain, in spite of the marginal Cronbach‟s alpha. 

 

TABLE 4.1 

 

Item Statistics For Latent Constructs 

 
Construct Item Loading Mean SD 

     E-Mediated Social 

Connectedness  

(ESC) 

Alpha= .88 

CR=.91 

AVE=.76 

 

I would be sorry if I couldn't communicate 

electronically with my friends. 

0.791 4.29 1.49 

Communicating with others electronically is part of my 

everyday activity. 

0.787 4.91 1.31 

I have many friends with whom I communicate 

electronically. 

0.784 4.89 1.17 

I feel out of touch if I am not able to send or receive 

texts or instant messages (IM). 

0.763 4.21 1.70 

I feel out of touch when I haven't logged on to a social 

networking site for a while. 

0.760 3.64 1.65 

I enjoy communicating with others electronically. 0.751 4.87 1.08 

I feel I am part of an online community. 0.706 4.18 1.46 

Value 

Expressiveness 

(VE) 

Alpha=.93 

CR=.93 

AVE=.72 

 

 

 

 

The purchase or use of this brand helps me show others 

what I am or would like to be. 

0.862 2.78 1.36 

I want to be like the people shown in advertisements 

using this brand. 

0.853 2.94 1.32 

This brand is consistent with how I see myself. 0.851 2.78 1.42 

People who purchase this brand are admired or 

respected by others. 

0.848 2.99 1.31 

Those who purchase or use this brand possess the 

characteristics I would like to have. 

0.841 3.24 1.38 

Hedonic 

Relevance 

(HR) 

Alpha=.90 

CR=.91 

AVE=.67 

 

This message is entertaining. 0.879 4.75 1.10 

This message was fun. 0.867 4.69 1.05 

I enjoyed this message. 0.820 4.55 1.10 

This message was amusing. 0.802 4.55 1.22 

This message was pleasant. 0.725 4.54 1.00 
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Construct Item Loading Mean SD 

Product Category 

Involvement 

(INV) 

Alpha=.96 

CR=.91 

AVE=.60 
 

In general, (a candy bar/a mobile electronic device) is 

very relevant to me. 

0.854 3.80 1.69 

In general, (a candy bar/a mobile electronic device) is 

very important to me. 

0.851 3.81 1.73 

In general, I have a strong interest in (a candy bar/a 

mobile electronic device). 

0.845 4.26 1.58 

In general, (a candy bar/a mobile electronic device) 

matters a lot to me. 

0.838 3.66 1.73 

Self-Monitoring  

(SM) 

Alpha=.78 

CR=.84 

AVE=.51 

 

 In social situations, I have the ability to alter my 

behavior if I feel that something else is called for. 

0.772 4.58 0.95 

I have found that I can adjust my behavior to meet the 

requirements of any situation I find myself in. 

0.762 4.62 0.94 

Once I know what the situation calls for, it's easy to 

regulate my actions accordingly. 

0.721 4.72 0.88 

I have the ability to control the way I come across to 

people, depending on the impression I wish to give 

them. 

0.667 4.50 1.01 

When I feel the image I am portraying isn't working, I 

can readily change it to something that does. 

0.638 4.02 1.09 

Need for 

Self-Expression 

(NE) 

 Alpha=.68 

CR=.77 

AVE=.57 

 

Do you express your feelings to others? 0.662 4.20 1.02 

People say that I have a strong personality. 0.612 4.42 1.15 

It is important that I express myself to others. 0.576 4.38 1.06 

Do you freely volunteer information or opinions in 

class? 

0.563 3.33 1.07 

I have a hard time keeping my opinions to myself. 0.525 3.25 1.29 

I enjoy being the center of attention. 0.525 3.53 1.33 

If a friend unjustly criticizes you, do you express your 

resentment there and then? 

0.495 3.87 1.09 

Likelihood 

to Share 

(SHARE) 

Alpha=.95 

CR=.94 

AVE=.83 

 

Improbable/probable 0.896 2.45 1.53 

non-existent/existent 0.885 2.66 1.53 

probably would not/probably would 0.880 2.64 1.56 

unlikely/likely 0.871 2.35 1.55 

definitely would not/definitely would 0.866 2.89 1.40 

impossible/possible 0.775 3.24 1.60 

uncertain/certain 0.668 1.89 1.57 

Self-Enhancement 

Value of eWOM  

(SEV) 

Alpha=.94 

CR=.94 

AVE=.83 

 

This message reflects who I am. 0.886 2.85 1.36 

This message reflects who I consider myself to be. 0.881 2.87 1.33 

This message is consistent with how I want to present 

myself to others. 

0.878 2.98 1.35 

Passing along this message would communicate who I 

am to other people. 

0.830 2.84 1.36 

This message reflects my personal interests. 0.776 3.41 1.38 

Passing along this message to others would tell others 

something important about myself. 

0.774 2.92 1.37 
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TABLE 4.2 

 

Correlations And Discriminant Validity (Including Utilitarian Relevance)
a 

 

 

SEV SHARE NE INV SM UR HR VE ESC 

SEV .91 

        SHARE .55 .91 

       NE .25 .22 .75 

      INV .32 .07
b
 .13 .78 

     SM .00
b
 .07

b
 .43 .01

b
 .71 

    UR .93 .48 .22 .49 .08
b
 .73 

   HR .37 .26 .21 -.07
b
 .24 .37 .82 

  VE .65 .34 .14 .46 -.05
b
 .59 .11 .85 

 ESC .08
b
 .05

b
 .27 .11 .28 .10 .23 .09

b
 .87 

a Square root of AVE in bold on diagonals 
b Not significant at p<.05 

SEV= Self-Enhancement Value, SHARE=Likelihood to share, NE= Need for Self-Expression, INV=Involvement, SM=Self-
Monitoring, UR=Utilitarian Relevance, HR=Hedonic Relevance, VE=Value-Expressivity, ESC=E-mediated Social 

Connection 

 

 

A confirmatory factor analysis was then performed using AMOS software, during 

which composite reliability (CR) and average variance extracted (AVE) were examined 

for both endogenous and exogenous constructs. Reliability was assessed by examining 

item and construct reliability (Peter 1981).  All item loadings were significant (p<.001), 

and all but one item (a reverse-coded measure for product category involvement, which 

was dropped) exceeded the recommended .60 parameter value.  Both composite 

reliability (CR) and average variance extracted (AVE) exceeded their recommended 

threshold of .60 and.50, respectively, indicating acceptable reliability (Bagozzi and Yi 

1988). After removing the single item from the involvement scale, the CFA indicated an 

acceptable fit between the model and the data (χ
2
= 2635, df=1,287, RMSEA=.046, 

CFI=.931).  Discriminant validity was tested by comparing the square root of AVE for 



81 

each construct to its correlations with other constructs (Fornell and Larcker 1981).  As 

shown in Table 4.2, the square root of AVE for each construct (in bold on the diagonal) 

exceeded the correlation with other constructs in each column, with the exception of self-

enhancement value of eWOM (SEV).  The SEV construct had a correlation coefficient of 

.93 with utilitarian self-relevance (UR), indicating a lack of discriminant validity between 

those two constructs. 

It appears that the utilitarian self-relevance of a message is inherently intertwined 

with its self-enhancement value.  Although hypothesized as a determinant of self-

enhancement value, the extent to which a message is consistent with the interests and 

lifestyle of a consumer (i.e. relevance) is instead the very essence of its value as an 

expression of the consumer‟s identity (i.e. self-enhancement value).  There is theoretical 

support for this notion.  A consumer‟s sense of self encompasses possessions (Belk 

1988), their sense of past (Belk 1991), social interactions  (Schlenker 1980) and the 

totality of thoughts and feelings about himself or herself as an object (Rosenberg 1979).  

It appears that the extent to which an eWOM message relates to a consumer‟s interest and 

lifestyle cannot be extricated from its reflection of the self-concept and should be 

considered a dimension of the construct itself.  Thus, the construct of utilitarian self-

relevance (UR) was dropped from further analysis and several items from its 

measurement scale were integrated into the scale for self-enhancement value of eWOM 

(SEV).  Complete item statistics for all of the latent constructs are provided in Table 4.1. 

After combining the two constructs into one, discriminant validity was indicated.  As 

shown in Table 4.3, the square root of AVE for each construct (in bold on the diagonal) 
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exceeded  its correlations with other constructs (Fornell and Larcker 1981).  The model 

again indicated a good fit with the data (χ
2
= 1993, df=1003, RMSEA=.045, CFI=.940). 

 

TABLE 4.3 

 

Correlations And Discriminant Validity (Combined Self-Enhancement Value 

And Utilitarian Self-Relevance)
a 

 

 

SEV SHARE NE INV SM HR VE ESC 

SEV .84 

       SHARE .53 .91 

      NE .24 .22 .75 

     INV .34 .07
b
 .13 .78 

    SM .01
b
 .07

b
 .43 .01

b
 .71 

   HR .36 .26 .21 -.07
b
 .24 .82 

  VE .65 .34 .14 .46 -.05
b
 .11 .85 

 ESC .09
b
 .05

b
 .27 .11 .28 .23 .09

b
 .87 

a Square root of AVE in bold on diagonals 
b Not significant at p<.05 

SEV= Self-Enhancement Value, SHARE=Likelihood to share, NE= Need for Self-Expression, INV=Involvement, SM=Self-
Monitoring,, HR=Hedonic Relevance, VE=Value-Expressivity, ESC=E-mediated Social Connection 

 

 

In addition, it was necessary to calculate two additional constructs from the data. 

The level of Internet usage was calculated as the sum of two measures – the number of 

hours per week that the respondent spends on the Internet on a computer plus the number 

of hours per week that the respondent spends on a cell phone/mobile device.  Actual 

self/brand congruity and ideal self/brand congruity were each calculated using established 

procedures.  Most studies of self-image congruity use a mathematical discrepancy index 

(Sirgy et al. 1997), expressed as: 
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where Bi is a respondent‟s perception of the brand on a dimension and Si is the 

respondent‟s perception of himself or herself on that same dimension.  The same method 

was used in the current study, with one additional step.  Because the relationships were 

hypothesized as measures of congruity, rather than discrepancy, the sum was multiplied 

by -1.  Thus, smaller levels of discrepancy were mathematically greater than  higher 

levels of discrepancy, ensuring that the directions of the relationships would be consistent 

with the hypotheses.  The item statistics are provided in Table 4.4 below.  

 

TABLE 4.4 

Brand Congruity Measures: Actual-Self and Ideal-Self 

 

 

Item 

Discrepancy (Actual) Discrepancy (Ideal) 

Mean SD Mean SD 

Rugged:Delicate 3.56 1.21 3.54 1.47 

Excitable:Calm 3.36 1.48 3.37 1.64 

Uncomfortable:Comfortable 4.67 1.07 5.56 0.80 

Dominating:Submissive 3.12 1.15 2.75 1.05 

Thrifty:Indulgent 3.25 1.27 2.86 1.42 

Pleasant:Unpleasant 1.96 0.90 1.40 0.72 

Contemporary:Outdated 2.34 1.04 1.86 0.97 

Organized:Disorganized 2.80 1.41 1.50 0.88 

Rational:Emotional 3.14 1.40 2.41 1.23 

Youthful:Mature 3.91 1.33 4.13 1.56 

Formal:Informal 3.53 1.32 2.73 1.29 

Traditional:Progessive 3.63 1.38 3.88 1.64 

Complex:Simple 3.28 1.38 3.59 1.53 

Colorless:Colorful 4.58 1.16 5.13 1.11 

Modest:Vain 2.69 1.14 2.27 1.17 

Discrepancy Index Score (Sum) 22.73 0.38 23.68 0.42 

 

Manipulation Check 

To determine whether the manipulation of product category involvement was 

successful, an independent samples t-test was conducted.  The Levene‟s test for equality 
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of variances was significant (F490=17.57, p<.0001.  Given unequal variances, the t-test 

was significant (t478.60=-18.66, p<.0001), indicating that the means for involvement (INV) 

were indeed different for the low-involvement (M=3.04, SD=1.02) and high-involvement 

(M=4.61, SD=.84) groups. Thus, the manipulation appeared to be successful. 

In addition, to ensure that there was no effect of previous viewership of the ads 

used as stimuli, an independent samples t-test was conducted, using the two endogenous 

variables – self-enhancement value of eWOM (SEV) and likelihood to share (SHARE) – 

as dependent variables.  For SEV, there was no significant difference (t490= .961, p=.565) 

between the means for those who had previously seen the ad (M=3.00, SD=1.19) and 

those who hadn‟t (M=2.94, SD=1.18). Similarly, for SHARE, the means for those who 

had previously seen the ad (M=2.79, SD=1.35) and for those who hadn‟t (M=2.57, 

SD=1.28) were not significantly different (t490=1.737, p=.083).  Thus, there does not 

appear to be any confounding effect of prior viewership of the stimuli. 

Model and Hypothesis Testing 

The model was tested in two stages.  First, hierarchical moderated regression was 

employed to test all hypothesized interactions (H8 through H11).  Then, to assess the fit 

of the proposed model and test the hypothesized main effects (H1 through H7), structural 

equation modeling (SEM) with maximum likelihood estimation was used.  SEM allows 

the researcher to estimate multiple regression equations in path models and test the 

proposed relationships.  Although SEM is used less often in experimental research 

compared to ANOVA or MANOVA, it is both possible and appropriate to use SEM, 

including the manipulation check variable (i.e. product category involvement) within the 
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structural model (Bagozzi 1977).  To test the moderation effects proposed (H8 through 

H12), moderated multiple regression (MMR) was used.  MMR tests for interaction 

effects, i.e. “when a third independent variable (the moderator variable) causes the 

relationship between a dependent/independent variable pair to change, depending on the 

value of the moderator variable” (Hair et al. 2006, p. 172). Several techniques have been 

developed for testing moderation within SEM (e.g. Kenny and Judd 1984; Ping 1996). 

However, because four moderator variables were proposed, each interacting with the 

same independent construct (i.e. self-enhancement value of eWOM) on the same 

dependent variables (i.e. likelihood to share eWOM), MMR represented a more 

parsimonious approach.  A detailed description follows for both steps. 

First, the hypothesized moderating effects were tested with MMR using 

established procedures (Aiken and West 1991; Cohen and Cohen 1983). A variable was 

created for each construct by calculating the mean of its respective items, and the 

resulting variable was then centered: 

 

Interaction terms were then created for each proposed moderator by multiplying its 

centered value with the centered main effect (i.e. self-enhancement value of eWOM). 

Then, all of these variables were regressed on the dependent variable, likelihood to share 

(see Table 4.5). 

The regression analysis again indicated a significant positive relationship between 

self-enhancement value and likelihood to share (β=.497, p<.0001), providing additional 

support for H1. However, adding the interaction terms did not significantly change the R-
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square of the model (ΔR
2
=.012, ΔF=2.102, p=.08).  Since the incremental change in R-

square was not significant when all interactions were added as a block, all interaction 

terms and their associated  hypotheses could be dismissed at this point.  Moreover, the 

specific interaction terms were not significant for need for self-expression (β=-.015, 

p=.733), self-monitoring (β=.007, p=.878) or Internet usage (β=-.045, p=.292), so H8, H9 

and H10, respectively, were not supported.  Note however  that, taken in isolation, the 

interaction term for e-mediated social connectedness was significant (β=.117, p=.005).  

Indeed, this interaction term accounted for virtually the entire incremental increase in R-

square when the interaction terms were added as a block.  However, the change in R-

square attributable to the interaction (ΔR
2
=.012) term was negligible 

There is some debate regarding the criteria for tests of moderation.  For example, 

Evans (1985) suggests moderating effects explaining as little as 1 percent of variance 

should be considered substantive, given the difficulty in detecting them.  Indeed, in the 

social sciences, most moderator effects in field studies account for somewhere between 1 

and 3 percent of variance (Champoux and Peters 1987; Chaplin 1991).  While the finding 

for the current study lies in the low end of this range, the relatively large sample size may 

account for the significant finding for the ESC*SEV interaction term (Cohen and Cohen 

1983).  With the non-significant change in R-square for all interaction terms as a block, 

and the small change in the R-square for the interaction term, little substantive support 

exists for H11, and the hypothesis was deemed not supported. 
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TABLE 4.5 

 

Moderators of Relationship Between Self-Enhancement Value of eWOM 

and Likelihood To Share
a
 

 

Independent Variable B S.E. Beta t P Partial Part 

(Constant) 2.706 .052  51.994 .000  2.706 

Self-Enhancement Value (SEV) .557 .046 .497 12.205 .000 .486 .557 

Internet Use (IU) .001 .002 .012 .298 .766 .014 .001 

E-connectedness (ESC) -.008 .050 -.007 -.162 .872 -.007 -.008 

Self-Monitoring (SM) .098 .077 .053 1.280 .201 .058 .098 

Need for Expression (NE) .142 .083 .072 1.713 .087 .078 .142 

ESC*SEV .106 .038 .117 2.818 .005 .127 .106 

IU*SEV -.002 .002 -.045 -1.055 .292 -.048 -.002 

SM*SEV .009 .060 .007 .154 .878 .007 .009 

NE*SEV -.021 .062 -.015 -.342 .733 -.016 -.021 

        

R .536  Sum of 

Squares 

df Mean 

Square 

F Sig.  

R Square .288 Regression 249.707 9 27.745 21.614 .000  

Adjusted R Square .274 Residual 618.739 482 1.284    

Std. Error of the Estimate 1.133 Total 868.446 491     

Change  if Interaction Variable Deleted 

Interaction Var. R R Square Adj. R Square Std Error of Est Δ R2 Δ F  Sig. Δ F 

All interaction terms .525 .275 .268 1.1330 -.012 2.102 0.080 

ESC*SEV .525 .276 .264 1.1411 -.012 7.943 0.005 
IU*SEV .535 .286 .274 1.1331 -.002 1.113 0.292 
NE*SEV .536 .287 .276 1.1320 .000 .117 0.733 
SM*SEV .536 .287 .276 1.1319 .000 .024 0.878 
a All variables are centered 

 

At this point, all interactions were dropped from the analysis – along with 

utilitarian self-relevance, as previously discussed – and a reduced model was tested using 

SEM. The baseline model indicated an acceptable fit with the data (χ
2
=870, df=361, 

p<.0001, RMSEA=.054, CFI=.963, GFI=.888).  Moreover, all main effects were 

significant and positive, except for actual self-congruity (ACTUAL) →self-enhancement 

value of eWOM (SEV) and ideal self-congruity (IDEAL) → SEV.  It appeared, however, 
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that a high degree of collinearity was present between the two variables.  As shown in 

Table 4.6, the correlation between ACTUAL and IDEAL was .733, considerably higher 

than either construct‟s correlation with the endogenous construct SEV.  When two 

predictor variables (i.e. X1 and X2) are strongly correlated, the resulting interactions can 

suppress the effects of one another on a dependant variable Y (Cohen and Cohen 1983). 

 

TABLE 4.6 

Correlations Between Constructs (Main Effects) 

 
 IDEAL ACTUAL VE HR INV SEV 

IDEAL       

ACTUAL 0.736      

VE 0.411 0.195     

HR 0.012 0 0.112    

INV 0.231 0.068 0.459 -0.074   

SEV 0.356 0.237 0.655 0.349 0.332  

SHARE 0.188 0.125 0.345 0.184 0.175 0.527 

 

To disentangle the collinearity effects,  two versions of the model were tested.  

Model A used only the actual-self/brand congruity (ACTUAL) measure, and Model B 

used the ideal-self/brand congruity (IDEAL).  Both Model A (χ
2
=963, df=343, p<.0001, 

RMSEA=.061, CFI=.954, GFI=.877) and Model B (χ
2
=1045, df=343, p<.0001, 

RMSEA=.065, CFI=.948, GFI=.877) were a good fit with the data.  In Model A, the 

ACTUAL→SEV relationship was positive and significant
3
 (.137, p<.0001), supporting 

H6.  In Model B, the IDEAL→SEV relationship was also positive and significant (.138, 

p<.0001), supporting H7.  All paths in both models were significant (see Figure 4.1). In 

addition, the R-squares for SEV and SHARE indicated that the exogenous variables 

                                                           
3
 All path estimates are standardized. 
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account for a substantial percentage of variance in both Model A (R
2

SEV = .467, R
2

SHARE 

= .255) and Model B (R
2

SEV = .499, R
2

SHARE = .250). 

 

FIGURE 4.1 

 

Models A & B: Separate Reduced Models For Actual-Self and Ideal-Self Congruity 
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Based on the results from Models A and B, a third model was tested (see Figure 

4.2). Model C combines ACTUAL and IDEAL into a second-order construct, self-brand 

congruity (SBC).  Of the three models tested, Model C indicated the best fit with the data 

(χ
2
=881, df=364, p<.0001, RMSEA=.054, CFI=.963, GFI=.887).  The R-square also 

improved over the previous models (R
2

SEV = .514, R
2

SHARE = .277). Furthermore, the 

SBC→SEV relationship was also positive and significant (.06, p=.034), lending 

additional support to H6 and H7. 

The relationship between self-enhancement value of eWOM (SEV) and likelihood 

to share (SHARE) was significant and positive (.526, p<.0001), supporting H1.    Also, 

there was a significant relationship between hedonic self-relevance (HR) and SEV (.291, 

p<.0001), in support of H3.  The relationship between involvement (INV) and SEV was 

significant and positive (.082, p=.039), supporting H4.  A significant positive relationship 

was indicated between value-expressivity (VE) and SEV (.564, p<.0001), in support of 

H5.  The results of the hypotheses testing are summarized in Table 4.7. 
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FIGURE 4.2 

 

Model C: Reduced Model With Self-Brand Congruity As Second-Order Construct  

 

 

TABLE 4.7 

Summary of Hypotheses Testing 

Main effects 

 Hypothesis Estimate p-value Result 

H1 Self-enhancement value of eWOM 

→ Likelihood to share 

.533 <.0001 Supported 

H2 Utilitarian self-relevance of 

message → Self-enhancement value 

of eWOM 

– – Not tested 

H3 Hedonic self-relevance of message 

→ Self-enhancement value of 

eWOM 

.299 <.0001 Supported 

H4 Product category involvement → 

Self-enhancement value of eWOM 

.082 .05 Supported 

H5 Value-expressivity of brand → Self-

enhancement value of eWOM 

.535 <.0001 Supported 

H6 Actual self-brand congruity → Self-

enhancement value of eWOM 

.51 .<.0001 Supported 

H7 Ideal self-brand congruity → Self-

enhancement value of eWOM 

.50 <.0001 Supported 

Moderators of self-enhancement value of eWOM → Likelihood to share 

 Hypothesis Beta p-value Result 

H8 Need for self-expression -.015 .733 Not supported 

H9 Self-monitoring .007 .878 Not supported 

H10 Internet usage -.045 .292 Not supported 

H11 E-mediated social connection .117 .005 Nor supported 
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CHAPTER FIVE 

DISCUSSION AND IMPLICATIONS 

Discussion 

The purpose of this research was threefold.  First, the role of self-enhancement as 

motivation for eWOM activities was examined.  Second, the message-specific and brand-

specific determinants of self-enhancement value were explored. Third and finally, 

psychological and behavioral traits were investigated as moderators of the relationship 

between self-enhancement value and likelihood to engage in eWOM activities. The 

analyses thus far indicate mixed results for these objectives. 

To the first question, whether the perceived propensity of an eWOM message 

motivates consumers to engage in eWOM activities, the answer – at least as suggested by 

this study – is an unqualified affirmative.  It appears that the more a consumer believes 

that an eWOM message can communicate desired self-construction elements to 

recipients, the more likely the consumer is to transmit that message to others.  Engaging 

in eWOM about a brand holds symbolic value for the consumer, just as the consumption 

of the brand holds similar symbolic value (Belk 1988; McCracken 1986). This is an 

important finding that contributes to the body of marketing knowledge. 

As for the second, i.e. which message-specific and product/brand-specific 

characteristics of an eWOM message contribute to its symbolic self-enhancement value, 

this study provides mixed support for the hypothesized antecedents.  Utilitarian self-

relevance of the message is not, it appears, distinct from the self-enhancement value of 

the eWOM message, but is rather a dimension of the message‟s value.  In contrast, 
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hedonic self-relevance, i.e. how entertaining the consumer finds the message, is related to 

the self-enhancement value of a message, but is itself a discrete construct and not part of 

the self-enhancement value.  As for product/brand characteristics, value-expressiveness 

performs as hypothesized.  There is a strong relationship between a product‟s or brand‟s 

level of value-expressivity and the self-enhancement value of an eWOM message.  A 

product or brand that symbolically communicates something about the consumer – 

through its stereotypical users or image enhancement – increases the self-enhancement 

value of engaging in eWOM about that brand or product.  Similarly, product category 

involvement is positively related to the self-enhancement value of a brand.  The greater 

the importance of a product category to the consumer, the more self-enhancement value 

the consumer perceives in the message. 

The interactions between  ideal-self/brand congruency and actual-self/brand 

congruency complicated the testing of the models.  However, testing of the constructs – 

both separately and combined into a second-order factor – confirmed the effects of self-

brand similarity on the self-enhancement value of an eWOM message.  It appears that 

consumers do indeed perceive brands that fit their actual and/or desired self-image as 

having greater value for the expression of their self-concept.  Furthermore, it appears that 

ideal-self/brand congruity and actual-self/brand congruity are best conceptualized as 

indicators of a second-order construct,–  self/brand congruity.  Thus emerge the first two 

post hoc propositions: 

P1: Actual-self/brand congruity and ideal self/brand 

congruity comprise a second-order construct, self/brand 

congruity. 
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P2: Self/brand congruity is positively related to self-

enhancement value of an eWOM message. 

With regard to the moderating effects of behavioral and psychological 

characteristics, no interactions of any substance manifested themselves.  There may be a 

slight interaction between e-mediated social connection (i.e. the importance of and 

frequency of online interactions) and the self-enhancement value of an eWOM message, 

but not enough to warrant support for the hypothesis.  Higher levels of e-mediated social 

connection appear to somewhat increase the effect of self-enhancement value on the 

likelihood to share an eWOM message (see Figure 5.1). Again, the mechanism behind 

this interaction is not immediately clear, and more research is needed to determine why 

this might be the case. 

FIGURE 5.1 

 

Interaction Between e-Mediated Social Connection 

And Self-Enhancement Value 
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Post Hoc Analysis of Psychological and Behavioral Influences 

To further understand the influence of the constructs originally hypothesized as 

moderators between self-enhancement value of eWOM and likelihood to share (i.e. 

Internet use, e-connectedness, self-monitoring and need for expression), a second 

moderated multiple regression (MMR) analysis was conducted.  Specifically, the 

researcher was interested in possible interactions with the antecedents to self-

enhancement value of eWOM (i.e. utilitarian self-relevance of message, product category 

involvement and value expressivity).  As before, interaction terms were created by 

multiplying the hypothesized moderators (centered) with the direct effects (also 

centered). Again, a two-step process was used (Aiken and West 1991): First, the direct 

effects of the relevant constructs were all regressed on the dependent variable, self-

enhancement value of eWOM.  Then, all interaction terms were entered into the model as 

a single block.  The effects of each interaction term were individually examined by 

hierarchically subtracting them from this later model to ascertain each interaction‟s 

contribution to the model‟s overall R-square.  The results of this analysis are presented in 

Table 5.1.  

As a block, the interaction terms did not produce a significant change in the R-

square of the model (ΔR
2
=.011, ΔF=1.633, p=.136). Although neither self-monitoring 

(β=.-.043, p=.231) nor e-mediated social connectedness (β=-.043, p=.230) were 

significant as main effects, Internet usage (β=.085, p=.014) and need for expression 

(β=.076, p=.038) were indeed significant predictors of self-enhancement value.  Only one 

interaction term, need for expression involvement, was significant (β=.003, p=.003), but 
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the change in R-square for that interaction was miniscule (ΔR
2
=.005). Because the 

contribution to variance explained did not meet even the minimum of one percent 

suggested by Evans (Evans 1985) it was not included in further analyses.     

TABLE 5.1 

 

Moderators of Antecedents to Self-Enhancement Value Of eWOM
a
 

 

a All variables centered 

Dependent Variable=SEV        

Independent Variables B 

Std. 

Error Beta t p Partial Part 

(Constant) 2.947 .041  72.640 .000   

Self-monitoring (SM) -.072 .060 -.043 -1.199 .231 -.055 -0.040 

Internet use (IU) .004 .002 .085 2.471 .014 .112 0.082 

E-mediated social connection (ESC) -.047 .039 -.043 -1.202 .230 -.055 -0.040 

Need for expression (NE) .133 .064 .076 2.076 .038 .095 0.069 

Involvement (INV) .081 .037 .083 2.208 .028 .100 0.073 

Hedonic relevance (HR) .380 .044 .303 8.619 .000 .367 0.285 

Value Expressivity (VE) .518 .038 .528 13.547 .000 .527 0.448 

NE*HR .124 .067 .070 1.853 .065 .084 0.061 

NE*INV .004 .060 .003 .060 .952 .003 0.002 

SM*HR -.012 .062 -.007 -.188 .851 -.009 -0.006 

SM*INV .109 .051 .086 2.135 .033 .097 0.071 

SM*INV -.034 .051 -.027 -.661 .509 -.030 -0.022 

SM*VE -.063 .056 -.050 -1.111 .267 -.051 -0.037 

R .691  

Sum of 

Squares df 

Mean 

Square F Sig. 

R Square .478 Regression 540.925 13 25.377 33.676 .000 

Adjusted R Square .464 Residual 130.710 478 .754   

Std. Error of the Estimate .86808 Total 671.635 491    

Change  if  Interaction Variable Deleted 

Variable Deleted R R Square Adj. R Square Std Error of Est Δ R2 Δ F  Sig. Δ F 

All interaction 

variables 
.684 .467 .460 .87148 -.011 1.633 .136 

NE*HR .689 .474 .461 .87028 -.004 3.43 .065 

NE*INV .691 .478 .465 .86718 .000 .004 .952 

SM*HR .691 .465 .465 .86721 .000 .035 .851 

SM*INV .688 .473 .460 .87130 -.005 .4.559 .033 

NE*VE .690 .477 .464 .86829 -.001 1.234 .267 

SM*VE .691 .478 .464 .86757 .000 .437 .509 
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The findings for internet usage and need for expression, however, suggested that 

these constructs were not moderators, but rather exerted direct effects on the criterion.  A 

number of previous studies have suggested that the level of Internet use can affect 

perceptions and attitudes about online content (Ha 2004; Moscardelli and Liston-Heyes 

2005), so it is reasonable to propose that usage levels might affect the perception of self-

expression value.  Similarly, the self-expression value of the message may be more 

salient to individuals with a high need for expression (Aaker 1999), leading them to 

perceive high levels of self-expression value than those with lower needs for expression.  

Thus, two additional post hoc propositions were suggested. 

P3: Internet usage is positively related to the self-

expression value of an eWOM message. 

P4: Need for expression is positively related to the self-

expression value of an eWOM message. 

To test these additional post hoc propositions, the constructs were added to the 

previously tested structural model, and another SEM analysis was conducted (Figure 5.2).  

Again, the structural model indicated a good fit with the data (χ
2
=1214, df=576, p<.0001, 

RMSEA=.048, CFI=.955, GFI=.876).  All of the previously tested relationships were 

again significant, with the exception of INV→SEV (.069, p=.085), providing mixed 

support for H4.  (This may be an artifact of the stimulus used for the high-involvement 

condition. High levels of Internet usage would be expected to be correlated with 

involvement with a mobile computing device.) As expected, the relationship between 

SBC→SEV was significant and positive (.065, p=.018), supporting P2. In addition, the 
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relationship between Internet use (IU) and SEV was positive and significant, in support 

of P3 (.082, p=.023).  The relationship between need for expression (NE) and SEV was 

not significant (.082, p=.144), so no support is found for P4. Compared to Model C, the 

R-square for SEV improved slightly to .522, with SHARE unchanged at .277. 

 

FIGURE 5.2 

 

Model D: Reduced Model With Self/Brand Connection As Second-Order Construct, 

Plus Internet Use And Need for Expression 

 

 

Theoretical Contribution 

This study makes an important contribution to the marketing literature by filling a 

gap that has not been previously studied.  While there is a significant (and growing) body 

of work on motivation for providing WOM, either offline or online, most previous 

studies have examined more utilitarian motives, i.e. to learn about products and brands or 

to share their experiences.  There is an emerging stream of research on self-enhancement 

motivations for WOM, but with few exceptions (e.g. Chung and Darke 2006; Wojnicki 

P2 

P3 

P4 
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and Godes 2008), this self-enhancement is conceptualized as coming from being 

perceived as an expert or opinion-leader. Even Chung and Darke (2006) only examine the 

relevance of (and involvement with) the product or brand, suggesting that more self-

relevant and symbolic (as opposed to utilitarian) products are more likely to generate 

WOM, although those authors do also incorporate culture. 

The current study attempts to make a leap in the understanding of the role of 

symbolism in WOM – specifically in the context of electronic WOM – by modeling 

attributes of not only the product, but also of the advertising message and the consumer.  

The results suggest that engaging in eWOM activities – the forwarding or sharing of an 

online advertising message with other consumers – does hold symbolic value for a 

consumer.  Messages that a consumer perceives as being reflective of their self-concept – 

who they are or who they wish to be – are more likely to be shared with others.  This is 

an important and meaningful extension of previous research on symbolic consumption 

(e.g. Belk 1988; McCracken 1986). It appears the symbolic value of a product can be 

unleashed not only through use or consumption, but also through merely forwarding an 

online advertising message. 

The symbolic interactionist perspective of self-construction (Burke and Reitzes 

1981) sees identity and role-construction as being a constantly changing process in which 

an individual‟s “performances,” i.e. his or her interactions with an “audience,” along with 

the ensuing audience response construct the consumer‟s sense of self.  Applied to the 

context of eWOM, this process of self-enhancement through performance is supported by 

the results of this study.  Specifically, consumers who perceive that their identity will be 
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conveyed to their audience, i.e. recipients of their eWOM message, are more likely to 

engage in an eWOM performance, i.e. sharing the eWOM message with the audience. 

Another contribution of the current study is the inclusion of message 

characteristics into the model of self-enhancement motivation for eWOM.  Previous 

research has identified message-related traits that appear to stimulate viral effects online, 

such as emotional connection with the message content (Dobele et al. 2007) and titillation 

through sex or violence (Porter and Golan 2006).  The hedonic self-relevance measures 

are closely related to the emotional content described by Dobele and associates (2007), 

but this study ties these connections more directly to the concept of self.  The results 

suggest that the hedonic or entertainment value of a message influences the likelihood to 

share through its symbolic value.  Consumers are more likely to share on online message 

when it is reflective of their self-concept.  This provides support for the symbolic 

interactionist conceptualization of eWOM as a performance in which the person sharing 

the message is shaping his or her image through the online interaction. 

A noteworthy negative finding was the lack of influence of e-mediated social 

connection on the likelihood to engage in eWOM.  It was an appropriate assumption, a 

priori, that higher levels of Internet usage and a greater level of engagement with others 

online would either moderate the influence of self-enhancement motives or affect the 

likelihood to engage in eWOM in some way.  While the level of Internet usage was 

confirmed as a determinant of self-enhancement value, the individual‟s level of e-

connectedness does not appear to have an effect. 
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Finally, the present study marks the first time (to the researcher‟s knowledge) that 

the psychological constructs of need for expression and self-monitoring have been tested 

as determinants of WOM, either in an electronic context or traditional context.  

Interestingly, these constructs – originally hypothesized as moderating effects – do not 

appear to directly or indirectly influence a consumer‟s perception of the value of an 

eWOM message as a self-enhancement exercise.  The negative findings do contribute to 

the body of knowledge by excluding them as potential determinants of eWOM. 

Managerial Implications 

The ability to replicate successful viral advertising campaign remains the Holy 

Grail of online marketing; messages occasionally “go viral," but not often.  For every 

advertisement that is successful in generating viral “buzz,” dozens of other similar 

attempts fall flat (Leskovec et al. 2007).  An advertisement that is forwarded to other 

consumers not only increases the reach of the message, but the act of passing along the 

message can actually increase the effectiveness of the message, as recipients evaluate a 

message more favorably when it is received from another consumer (Dobele et al. 2007). 

Thus, understanding why consumers share some advertising messages, but not others, is 

of paramount importance when developing a message meant to create viral effects.   

The present study contributes to that understanding by developing a model by 

which consumers‟ self-enhancement motivations can be tapped through brand and/or 

message characteristics.  Advertisers have long understood that consumers will 

selectively expose themselves to media for both utilitarian and hedonic reasons (Katz and 

Foulkes 1962); that is, consumers respond to advertising that contains either information 
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they find useful or content they find entertaining.  Studies of Internet usage, similarly, 

have found that consumers use online content for similar reasons – to be informed or 

entertained (Stafford 2008; Stafford and Stafford 2000; Stafford et al. 2004).  Quite 

reasonably, then, online advertisers have focused on creating advertising that is somehow 

entertaining and/or informative. 

This study suggests an added dimension of usage motivations.  Consumers 

naturally pass along messages they find entertaining or informative, but now it appears 

that practitioners should also consider the symbolic value of their messages.  Particularly 

with advertising for brands with high value-expressiveness (as opposed to more 

utilitarian brands), the concept of self-enhancement through eWOM holds promise.  If a 

marketing manager for a prestige brand, for example, can develop advertising that both 

taps into the consumer‟s self-image and has a message that can convey this image to 

others, the likelihood for pass-along behaviors is greatly increased. Or, a brand that is 

closely identified with an in-group – such as Monster or Red Bull for college students – 

may wish to consider online advertising that somehow conveys to others the symbolic 

value imbued by the stereotypical users. 

Just as brand managers have long understood the symbolic value of consumption 

and used it to strategically differentiate their products – even when the products 

themselves may be relatively homogenous – e-marketers should consider the symbolism 

inherent in the “performance” of passing along eWOM.  By using the increasingly 

sophisticated targeting and segmentation techniques enabled by customer databases and 

online analytical methods, it is possible to deliver to consumers messages that are 
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relevant to them.  If advertisers can combine these targeting methods with messaging 

aimed at symbolically conveying self-concepts to others, they are likely to enjoy 

increased success with their online advertising.  

Limitations and Future Research 

Although the study described to this point makes a substantial contribution to the 

marketing literature and holds much promise as a springboard to future research, some 

cautions are in order.  First, a student sample was employed, encompassing all of the 

requisite caveats regarding representativeness and generalizability.  In addition, 

respondents were geographically concentrated in the Southwestern United States and 

were younger than the population at large.  However, students of this age group do 

indeed represent a segment of online consumers, so they are entirely representative of at 

least one portion of the population of interest.  In addition, recent research suggests that 

eWOM activities of Generation Y consumers are not significantly different from those of 

Generation X (Strutton et al. unpublished), so it is likely that similar findings would be 

drawn from older consumers well into their 40s. In addition, the experimental design of 

this study limits external validity; participants were aware that they were participating in 

a research study and viewed the online advertisements in an artificial environment.  Also, 

the analyzed data is based on self-reported traits and behavioral intentions, which 

inherently introduces error into the measurements. 

However, for the purpose of this research, i.e. the development of theory related 

to self-enhancement motivation, the use of a controlled experiment and homogenous 

student sample may be deemed entirely appropriate.  The same homogeneity that limits 
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generalizability also permits more exact theoretical predictions than heterogeneous 

samples and contributes to internal validity by producing fewer Type II errors when 

compared to heterogeneous samples (Calder et al. 1981).  In addition, because the online 

experiment and survey was available from respondents‟ home or personal computer, the 

validity of the experiment was enhanced by allowing respondents to participate in a 

“natural” environment, i.e. the same location from which they would engage in eWOM 

activities. Furthermore, the advertising stimuli used in the experiment were, although 

controlled, native to the actual online environment. Events, settings and behaviors “are 

considered to be „natural‟ if they occur in the real world” (Calder et al. 1981, p. 201), and 

both setting and stimuli meet this criteria. 

Several measurement/correlation issues were encountered in the course of this 

research.  The utilitarian self-relevance measures employed were inseparable from the 

self-enhancement value construct.  Future research should determine if these constructs 

are truly intertwined, or if another measurement scale would yield two discrete 

constructs.  Similarly, the correlations of the actual-self/brand congruity measures and 

ideal-self/congruity measures suggest that it may not be possible to test these types of 

congruity separately.  Again, it would be interesting to test whether this was specific to 

the mathematical congruence method used to measure the constructs in this experiment, 

and whether similar results would emerge using an alternate method described by Sirgy 

et al. (1997) which uses Likert-style scales. 

Another limitation of the study is that only two advertisements were employed as 

stimuli.  As a result, participants saw one of two brands and two corresponding messages, 
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again limiting generalizability.  It would be desirable to replicate this study using 

additional advertisements, but limiting the study allowed the researcher to limit, and 

better control for, extraneous and confounding variables.  Because the advertising stimuli 

used actual advertisements for actual brands, the more different stimuli used, the more of 

these extraneous influences would be introduced into the experiment.  In addition, the 

non-significance of involvement when Internet usage was added to the model is likely an 

artifact of the stimuli used. Specifically, it is likely that the high-involvement stimulus 

(the iPad mobile computer) confounded the involvement construct, because participants 

with a high level of involvement with a computing device would be inherently heavier 

Internet users. 

In addition to a replication study with other ads, this study points to a number of 

interesting directions for future research.  Some research questions include: 

1. Given that psychological traits such as the need for expression and self-

monitoring do not influence propensity to share eWOM messages, are 

there other psychological constructs (e.g. openness, conscientiousness, 

extroversion or agreeableness) that might? 

2. Is there a moderating effect for self-monitoring, need for expression or 

personality traits with more extreme types of message content (i.e. crude, 

sexually explicit or controversial themes)? 

3. Do cultural orientations such as independent or interdependent self-

concept affect the likelihood to share eWOM messages? In a global online 

marketplace, this would have substantial managerial implications. 
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4. The current study did not explicitly study recipient effects, leaving the 

audience of the eWOM performance ambiguous to participants.  What are 

the effects of specific recipients in shaping the self-image? 

In summary, this study answers the primary research question – whether consumers 

engage in identity construction via eWOM – with a resounding “Yes!”  As with any good 

research, this affirmative finding provides more new questions than it does definitive 

answers.  The model proposed not only contributes to the marketing discipline‟s body of 

knowledge, but it also provides a springboard for future research into the phenomenon of 

identity-building eWOM activities.  The symbolic value of engaging in eWOM suggests 

a number of new directions for study and elaboration in what is certain to be a compelling 

stream of research with enormous implications for both theory and practice.    
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Appendix A 

Measurement Scales 

 

Brand Concept/Self Concept (Malhotra 1981) 

(6-point semantic differential scale) 

Rugged/Delicate 

Excitable/Calm 

Uncomfortable/Comfortable 

Dominating/Submissive 

Thrifty/Indulgent 

Pleasant/Unpleasant 

Contemporary/Noncontemporary 

Organized/Disorganized 

Rational/Emotional 

Youthful/Mature 

Formal/Informal 

Traditional/Liberal 

Complex/Simple 

Colorless/Colorful 

Modest/Vain 

 

  



109 

E-mediated Social Connection (adapted from Boyd and Ellison 2008) 

(6-point Likert-style scale anchored by “Strongly Disagree” and “Strongly Agree”) 

Communicating with others electronically is part of my everyday activity. 

I feel out of touch when I haven‟t logged on to a social networking site for a while. 

I feel I am part of an online community. 

I enjoy communicating with others electronically. 

I feel out of touch if I am not able to send or receive texts or instant messages (IM). 

I have many friends with whom I communicate electronically. 

I would be sorry if I couldn‟t communicate electronically with my friends. 

 

Internet Usage (developed for this study) 

(6-point scale anchored by “Never” and “More than once a day”) 

How often do you use the following to communicate? 

E-mail 

Facebook 

MySpace 

Texting 

Instant Messaging (IM) 

YouTube 

Twitter 

Other ___________ 
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Approximately how many of the following do you send on a typical day? 

(6-point scale anchored by “None” and “More than 20”) 

Text messages 

Emails 

Facebook status updates 

Twitter „tweets‟ 

Instant Messages (IM) 

Facebook comments 

MySpace messages 

 

Likelihood of Engaging in eWOM Performance (Pre-Test and Pilot Test) 

(6-point Likert-style scale anchored by “Strongly Disagree” and “Strongly Agree”) 

This is a message that I think should be sent to someone I know. 

It is important to me that I share this message with others. 

It makes no sense to forward this message to others. (R) 

(6-point scale anchored by “Very unlikely” and “Very likely”) 

How likely would you be to share this message with someone else? 
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Likelihood of To Share eWOM Message (Main Study) (adapted from Ajzen 1980) 

(6-point semantic differential scale) 

In the future, what is the likelihood of you sharing this message? 

Unlikely/likely 

Improbable/probable 

Non-existent/existent 

Impossible/possible 

Uncertain/certain 

Definitely would not/definitely would 

Probably would not/probably would 

 

Product Category Involvement (Beatty and Talpade 1994) 

In general, I have a strong interest in this type of product. 

This type of product is very important to me. 

This type of product matters a lot to me. 

I get bored when other people talk to me about this product category. (R) 

This type of product is very relevant to me. 

 

Self-Enhancement Value of eWOM (developed for this study) 

This message reflects who I consider myself to be.  

I can identify with this message. 

This message reflects who I am. 

This message is consistent with how I want to present myself to others. 

Passing along this message to others would tell them something important about myself. 
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Self-Expression (Galassi et al. 1974) 

(6-point scale anchored by “Never” and “Always”) 

Do you ignore it when someone cuts in front of you in line? (R) 

Do you keep your opinions to yourself? 

Are you able to express love and affection to people you care about? 

Do you express your feelings to others? 

Do you freely volunteer information or opinions in class? 

If a friend unjustly criticizes you, do you express your resentment there and then?  

If a friend betrayed your confidence, would you hesitate to express annoyance with that 

person? (R) 

Additional items added in this study: 

It is important that I express myself to others. 

I have a hard time keeping my opinions to myself. 

People say that I have a strong personality. 

I enjoy being the center of attention. 
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Self-Monitoring (Lennox and Wolfe 1984) 

In social situations, I have the ability to alter my behavior if I feel that something else is 

called for. 

I have the ability to control the way I come across to people, depending on the impression 

I wish to give them. 

When I feel the image I am portraying isn‟t working, I can readily change it to something 

that does. 

I have trouble changing my behavior to suit different people and different situations. 

I have found that I can adjust my behavior to meet the requirements of any situation I 

find myself in. 

Even when it might be to my advantage, I have difficulty putting up a good front. (R) 

Once I know what the situation calls for, it‟s easy to regulate my actions accordingly. 

 

Hedonic Self-Relevance (developed for this study) 

This message is entertaining. 

I enjoyed this message. 

This message was fun. 

This message was amusing. 

This message was pleasant. 

 

Utilitarian Self-Relevance (developed for this study) 

This message reflects my personal interests. 

This message directly relates to something that is an important part of my lifestyle. 

This message is very relevant to important things in my life. 

I am very interested in what this message has to say. 
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This message provides information that I find useful. 

 

Value-Expressivity (Park and Lessig 1977) 

Purchasing or using this brand will enhance the image that others have of me.   

Those who purchase or use a particular brand possess the characteristics I would like to 

have. 

It would be nice to be like the type of person whom advertisements show using this 

brand. 

People who purchase this brand are admired or respected by others. 

The purchase or use of this brand helps me show others what I am or would like to be. 
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Appendix B 

Measurement Instrument (Pre-Test) 

PART ONE. First, please tell us a little about yourself. 

What is your gender?  ___ Male  ___ Female 

What is your age (in years)? ________ 

Which of the following best describes your ethnicity? 

____ Prefer not to say 

____ White/Caucasian 

____ Black/African American 

____ Hispanic or Latino 

____ Asian/Pacific Islander 

____ Native American 

____ Other ___________ 

 

Now, you will be asked a few questions about your personality and how you see 

yourself. 

Please rate your level of agreement with the following statements. 

 Strongly 

Disagree 

    Strongly 

Agree 

In social situations, I have the ability to alter my 

behavior if I feel that something else is called for. 

1 2 3 4 5 6 

I have the ability to control the way I come across to 

people, depending on the impression I wish to give 

them. 

1 2 3 4 5 6 

When I feel the image I am portraying isn‟t working, I 

can readily change it to something that does. 

1 2 3 4 5 6 

I have trouble changing my behavior to suit different 

people and different situations. 

1 2 3 4 5 6 

I have found that I can adjust my behavior to meet the 

requirements of any situation I find myself in. 

1 2 3 4 5 6 

Even when it might be to my advantage, I have 

difficulty putting up a good front. (R) 

1 2 3 4 5 6 
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Once I know what the situation calls for, it‟s easy to 

regulate my actions accordingly. 

1 2 3 4 5 6 

 Never Almost 

Never 

Seldom Usually Almost 

Always 

Always 

Do you ignore it when someone cuts in front 

of you in line?* 

1 2 3 4 5 6 

Do you keep your opinions to yourself? 1 2 3 4 5 6 

Are you able to express love and affection to 

people you care about? 

1 2 3 4 5 6 

Do you express your feelings to others? 1 2 3 4 5 6 

Do you freely volunteer information or 

opinions in class? 

1 2 3 4 5 6 

If a friend unjustly criticizes you, do you 

express your resentment there and then?  

1 2 3 4 5 6 

If a friend betrayed your confidence, would 

you hesitate to express annoyance with that 

person?* 

1 2 3 4 5 6 

 

Next, below are some word pairs that might be used to describe a person.  Select a 

point between the words that you think best describes you right now. 

Rugged (1) (2) (3) (4) (5) (6) Delicate 

Excitable (1) (2) (3) (4) (5) (6) Calm 

Uncomfortable (1) (2) (3) (4) (5) (6) Comfortable 

Dominating (1) (2) (3) (4) (5) (6) Submissive 

Thrifty (1) (2) (3) (4) (5) (6) Indulgent 

Pleasant (1) (2) (3) (4) (5) (6) Unpleasant 

Contemporary (1) (2) (3) (4) (5) (6) Noncontemporary 

Organized (1) (2) (3) (4) (5) (6) Disorganized 

Rational (1) (2) (3) (4) (5) (6) Emotional 

Youthful (1) (2) (3) (4) (5) (6) Mature 

Formal (1) (2) (3) (4) (5) (6) Informal 

Traditional (1) (2) (3) (4) (5) (6) Liberal 
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Complex (1) (2) (3) (4) (5) (6) Simple 

Colorless (1) (2) (3) (4) (5) (6) Colorful 

Modest (1) (2) (3) (4) (5) (6) Vain 

 

Now, think about how you would like to be described.  Thinking of how you would 

like to change yourself for the better, select a point between the word pairs that best 

describe how you would like yourself  to be. 

Rugged (1) (2) (3) (4) (5) (6) Delicate 

Excitable (1) (2) (3) (4) (5) (6) Calm 

Uncomfortable (1) (2) (3) (4) (5) (6) Comfortable 

Dominating (1) (2) (3) (4) (5) (6) Submissive 

Thrifty (1) (2) (3) (4) (5) (6) Indulgent 

Pleasant (1) (2) (3) (4) (5) (6) Unpleasant 

Contemporary (1) (2) (3) (4) (5) (6) Noncontemporary 

Organized (1) (2) (3) (4) (5) (6) Disorganized 

Rational (1) (2) (3) (4) (5) (6) Emotional 

Youthful (1) (2) (3) (4) (5) (6) Mature 

Formal (1) (2) (3) (4) (5) (6) Informal 

Traditional (1) (2) (3) (4) (5) (6) Liberal 

Complex (1) (2) (3) (4) (5) (6) Simple 

Colorless (1) (2) (3) (4) (5) (6) Colorful 

Modest (1) (2) (3) (4) (5) (6) Vain 

 

PART TWO.  You will now be asked some questions about your Internet usage. 
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Approximately how many hours per week do you spend on the Internet on a computer? 

_____ 

Approximately how many hours per week do you spend on the Internet on a smart phone 

or other mobile device? _____ 

Please estimate your usage of the following methods of Internet communication. 

 Never Less than 

once a 

week 

1-2 times 

a week 

3-4 times 

a week 

Daily More than 

Once a 

day 

E-mail 1 2 3 4 5 6 

Facebook 1 2 3 4 5 6 

MySpace 1 2 3 4 5 6 

Texting 1 2 3 4 5 6 

Instant Messaging (IM) 1 2 3 4 5 6 

YouTube 1 2 3 4 5 6 

Twitter 1 2 3 4 5 6 

Other ___________ 1 2 3 4 5 6 

       

 

Approximately how many of the following do you send on a typical day? 

 None 1-2 3-5 6-10 10-

20 

More 

than 20 

Text messages 1 2 3 4 5 6 

Emails 1 2 3 4 5 6 

Facebook status updates 1 2 3 4 5 6 

Twitter „tweets‟ 1 2 3 4 5 6 

Instant Messages (IM) 1 2 3 4 5 6 

Facebook comments 1 2 3 4 5 6 

MySpace messages 1 2 3 4 5 6 

 

Approximately how many Facebook friends do you have? 

 10 or 
less 

11-50 51-
100 

101-
150 

151-
200 

More 
than 200 

 1 2 3 4 5 6 

 

Please rate your level of agreement or disagreement with the following statements. 

 Strongly 

Disagree 

    Strongly 

Agree 

Communicating with others electronically is part of my 

everyday activity. 

1 2 3 4 5 6 
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I feel out of touch when I haven‟t logged on to a social 

networking site for a while. 

1 2 3 4 5 6 

I feel I am part of an online community. 1 2 3 4 5 6 

I enjoy communicating with others electronically. 1 2 3 4 5 6 

I feel out of touch if I am not able to send or receive 

texts or instant messages (IM). 

1 2 3 4 5 6 

I have many friends with whom I communicate 

electronically. 

1 2 3 4 5 6 

I would be sorry if I couldn‟t communicate 

electronically with my friends. 

1 2 3 4 5 6 

 

PART THREE.  You will now be asked to evaluate two brands.  You will be asked a 

few questions about each brand, and then describe a typical user. 

Brand A. 

(Brand A Logo here) 

Please rate your level of agreement or disagreement with each statement. 

 

 Strongly 
Disagree 

    Strongly 
Agree 

In general, I have a strong interest in this type of 

product. 

1 2 3 4 5 6 

This type of product is very important to me. 1 2 3 4 5 6 

This type of product matters a lot to me. 1 2 3 4 5 6 

I get bored when other people talk to me about this 

product category.* 

1 2 3 4 5 6 

This type of product is very relevant to me. 1 2 3 4 5 6 

Purchasing or using this brand will enhance the image 

that others have of me.   

1 2 3 4 5 6 

Those who purchase or use a particular brand possess 

the characteristics I would like to have. 

1 2 3 4 5 6 

It would be nice to be like the type of person whom 

advertisements show using this brand. 

1 2 3 4 5 6 

People who purchase this brand are admired or 

respected by others. 

1 2 3 4 5 6 

The purchase or use of this brand helps me show others 

what I am or would like to be. 

1 2 3 4 5 6 

This product is consistent with how I see myself. 1 2 3 4 5 6 
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Please select the point between the word pairs that best describes someone who would 

use this brand. 

Rugged (1) (2) (3) (4) (5) (6) Delicate 

Excitable (1) (2) (3) (4) (5) (6) Calm 

Uncomfortable (1) (2) (3) (4) (5) (6) Comfortable 

Dominating (1) (2) (3) (4) (5) (6) Submissive 

Thrifty (1) (2) (3) (4) (5) (6) Indulgent 

Pleasant (1) (2) (3) (4) (5) (6) Unpleasant 

Contemporary (1) (2) (3) (4) (5) (6) Noncontemporary 

Organized (1) (2) (3) (4) (5) (6) Disorganized 

Rational (1) (2) (3) (4) (5) (6) Emotional 

Youthful (1) (2) (3) (4) (5) (6) Mature 

Formal (1) (2) (3) (4) (5) (6) Informal 

Traditional (1) (2) (3) (4) (5) (6) Liberal 

Complex (1) (2) (3) (4) (5) (6) Simple 

Colorless (1) (2) (3) (4) (5) (6) Colorful 

Modest (1) (2) (3) (4) (5) (6) Vain 

 

Brand B. 

(Brand B Logo here) 
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Please rate your level of agreement or disagreement with each statement. 

 

 Strongly 

Disagree 

    Strongly 

Agree 

In general, I have a strong interest in this type of 

product. 

1 2 3 4 5 6 

This type of product is very important to me. 1 2 3 4 5 6 

This type of product matters a lot to me. 1 2 3 4 5 6 

I get bored when other people talk to me about this 

product category.* 

1 2 3 4 5 6 

This type of product is very relevant to me. 1 2 3 4 5 6 

Purchasing or using this brand will enhance the image 

that others have of me.   

1 2 3 4 5 6 

Those who purchase or use a particular brand possess 

the characteristics I would like to have. 

1 2 3 4 5 6 

It would be nice to be like the type of person whom 

advertisements show using this brand. 

1 2 3 4 5 6 

People who purchase this brand are admired or 

respected by others. 

1 2 3 4 5 6 

The purchase or use of this brand helps me show others 

what I am or would like to be. 

1 2 3 4 5 6 

This product is consistent with how I see myself. 1 2 3 4 5 6 

 

Please select the point between the word pairs that best describes someone who would 

use this brand. 

Rugged (1) (2) (3) (4) (5) (6) Delicate 

Excitable (1) (2) (3) (4) (5) (6) Calm 

Uncomfortable (1) (2) (3) (4) (5) (6) Comfortable 

Dominating (1) (2) (3) (4) (5) (6) Submissive 

Thrifty (1) (2) (3) (4) (5) (6) Indulgent 

Pleasant (1) (2) (3) (4) (5) (6) Unpleasant 

Contemporary (1) (2) (3) (4) (5) (6) Noncontemporary 

Organized (1) (2) (3) (4) (5) (6) Disorganized 

Rational (1) (2) (3) (4) (5) (6) Emotional 
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Youthful (1) (2) (3) (4) (5) (6) Mature 

Formal (1) (2) (3) (4) (5) (6) Informal 

Traditional (1) (2) (3) (4) (5) (6) Liberal 

Complex (1) (2) (3) (4) (5) (6) Simple 

Colorless (1) (2) (3) (4) (5) (6) Colorful 

Modest (1) (2) (3) (4) (5) (6) Vain 

 

PART FOUR. Now you will watch two video advertisements and answer a few 

questions about them. 

Brand A video. 

 Strongly 
Disagree 

    Strongly 
Agree 

This message reflects my personal interests. 1 2 3 4 5 6 

This message directly relates to something that is an 

important part of my lifestyle. 

1 2 3 4 5 6 

This message is very relevant to important things in my 

life. 

1 2 3 4 5 6 

I am very interested in what this message has to say. 1 2 3 4 5 6 

This message provides information that I find useful. 1 2 3 4 5 6 

This message is entertaining. 1 2 3 4 5 6 

I enjoyed this message. 1 2 3 4 5 6 

This message was fun. 1 2 3 4 5 6 

This message was amusing. 1 2 3 4 5 6 

This message was pleasant. 1 2 3 4 5 6 

This is a message that I think should be sent to someone 

I know. 

1 2 3 4 5 6 

It is important to me that I share this message with 

others. 

1 2 3 4 5 6 

It makes no sense to forward this message to others.* 1 2 3 4 5 6 

Passing along this message would communicate who I 

am to other people. 

1 2 3 4 5 6 

This message reflects who I consider myself to be.  1 2 3 4 5 6 

I can identify with this message. 1 2 3 4 5 6 

This message reflects who I am. 1 2 3 4 5 6 

This message is consistent with how I want to present 

myself to others. 

1 2 3 4 5 6 

Passing along this message to others would tell others 

something important about myself. 

1 2 3 4 5 6 
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 Very 

unlikely 

    Very 

likely 

How likely would you be to share this message with 

someone else? 

1 2 3 4 5 6 

 

Brand B video. 

 Strongly 

Disagree 

    Strongly 

Agree 

This message reflects my personal interests. 1 2 3 4 5 6 

This message directly relates to something that is an 

important part of my lifestyle. 

1 2 3 4 5 6 

This message is very relevant to important things in my 

life. 

1 2 3 4 5 6 

I am very interested in what this message has to say. 1 2 3 4 5 6 

This message provides information that I find useful. 1 2 3 4 5 6 

This message is entertaining. 1 2 3 4 5 6 

I enjoyed this message. 1 2 3 4 5 6 

This message was fun. 1 2 3 4 5 6 

This message was amusing. 1 2 3 4 5 6 

This message was pleasant. 1 2 3 4 5 6 

This is a message that I think should be sent to someone 

I know. 

1 2 3 4 5 6 

It is important to me that I share this message with 

others. 

1 2 3 4 5 6 

It makes no sense to forward this message to others.* 1 2 3 4 5 6 

I doubt that anyone would forward this message to other 

people that they know.* 

1 2 3 4 5 6 

Passing along this message would communicate who I 

am to other people. 

1 2 3 4 5 6 

This message reflects who I consider myself to be.  1 2 3 4 5 6 

I can identify with this message. 1 2 3 4 5 6 

This message reflects who I am. 1 2 3 4 5 6 

This message is consistent with how I want to present 

myself to others. 

1 2 3 4 5 6 

Passing along this message to others would tell others 

something important about myself. 

1 2 3 4 5 6 

 

 Very 

unlikely 

    Very 

likely 

How likely are you to share this message with someone 

in your social group? 

1 2 3 4 5 6 
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Appendix C 

Measurement Instrument (Pilot Study) 

PART ONE. First, please tell us a little about yourself. 

What is your gender?  ___ Male  ___ Female 

What is your age (in years)? ________ 

Which of the following best describes your ethnicity? 

____ Prefer not to say 

____ White/Caucasian 

____ Black/African American 

____ Hispanic or Latino 

____ Asian/Pacific Islander 

____ Native American 

____ Other ___________ 

Now, you will be asked a few questions about your personality and how you see 

yourself. 

Please rate your level of agreement with the following statements. 

 Strongly 

Disagree 

    Strongly 

Agree 

In social situations, I have the ability to alter my 

behavior if I feel that something else is called for. 

1 2 3 4 5 6 

I have the ability to control the way I come across to 

people, depending on the impression I wish to give 

them. 

1 2 3 4 5 6 

When I feel the image I am portraying isn‟t working, I 

can readily change it to something that does. 

1 2 3 4 5 6 

I have trouble changing my behavior to suit different 

people and different situations. 

1 2 3 4 5 6 

I have found that I can adjust my behavior to meet the 

requirements of any situation I find myself in. 

1 2 3 4 5 6 

Even when it might be to my advantage, I have 

difficulty putting up a good front. (R) 

1 2 3 4 5 6 

Once I know what the situation calls for, it‟s easy to 1 2 3 4 5 6 
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regulate my actions accordingly. 

 

 Never Almost 

Never 

Seldom Usually Almost 

Always 

Always 

Do you ignore it when someone cuts in front 

of you in line?* 

1 2 3 4 5 6 

Do you keep your opinions to yourself? 1 2 3 4 5 6 

Are you able to express love and affection to 

people you care about? 

1 2 3 4 5 6 

Do you express your feelings to others? 1 2 3 4 5 6 

Do you freely volunteer information or 

opinions in class? 

1 2 3 4 5 6 

If a friend unjustly criticizes you, do you 

express your resentment there and then?  

1 2 3 4 5 6 

If a friend betrayed your confidence, would 

you hesitate to express annoyance with that 

person?* 

1 2 3 4 5 6 

 

Next, below are some word pairs that might be used to describe a person.  Select a 

point between the words that you think best describes you right now. 

Rugged (1) (2) (3) (4) (5) (6) Delicate 

Excitable (1) (2) (3) (4) (5) (6) Calm 

Uncomfortable (1) (2) (3) (4) (5) (6) Comfortable 

Dominating (1) (2) (3) (4) (5) (6) Submissive 

Thrifty (1) (2) (3) (4) (5) (6) Indulgent 

Pleasant (1) (2) (3) (4) (5) (6) Unpleasant 

Contemporary (1) (2) (3) (4) (5) (6) Noncontemporary 

Organized (1) (2) (3) (4) (5) (6) Disorganized 

Rational (1) (2) (3) (4) (5) (6) Emotional 

Youthful (1) (2) (3) (4) (5) (6) Mature 

Formal (1) (2) (3) (4) (5) (6) Informal 

Traditional (1) (2) (3) (4) (5) (6) Liberal 
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Complex (1) (2) (3) (4) (5) (6) Simple 

Colorless (1) (2) (3) (4) (5) (6) Colorful 

Modest (1) (2) (3) (4) (5) (6) Vain 

 

Now, think about how you would like to be described.  Thinking of how you would 

like to change yourself for the better, select a point between the word pairs that best 

describe how you would like yourself  to be. 

Rugged (1) (2) (3) (4) (5) (6) Delicate 

Excitable (1) (2) (3) (4) (5) (6) Calm 

Uncomfortable (1) (2) (3) (4) (5) (6) Comfortable 

Dominating (1) (2) (3) (4) (5) (6) Submissive 

Thrifty (1) (2) (3) (4) (5) (6) Indulgent 

Pleasant (1) (2) (3) (4) (5) (6) Unpleasant 

Contemporary (1) (2) (3) (4) (5) (6) Noncontemporary 

Organized (1) (2) (3) (4) (5) (6) Disorganized 

Rational (1) (2) (3) (4) (5) (6) Emotional 

Youthful (1) (2) (3) (4) (5) (6) Mature 

Formal (1) (2) (3) (4) (5) (6) Informal 

Traditional (1) (2) (3) (4) (5) (6) Liberal 

Complex (1) (2) (3) (4) (5) (6) Simple 

Colorless (1) (2) (3) (4) (5) (6) Colorful 

Modest (1) (2) (3) (4) (5) (6) Vain 

 

PART TWO.  You will now be asked some questions about your Internet usage. 
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Approximately how many hours per week do you spend on the Internet on a computer? 

_____ 

Approximately how many hours per week do you spend on the Internet on a smart phone 

or other mobile device? _____ 

Please estimate your usage of the following methods of Internet communication. 

 Never Less than 

once a 

week 

1-2 times 

a week 

3-4 times 

a week 

Daily More than 

Once a 

day 

E-mail 1 2 3 4 5 6 

Facebook 1 2 3 4 5 6 

MySpace 1 2 3 4 5 6 

Texting 1 2 3 4 5 6 

Instant Messaging (IM) 1 2 3 4 5 6 

YouTube 1 2 3 4 5 6 

Twitter 1 2 3 4 5 6 

Other ___________ 1 2 3 4 5 6 

       

 

Approximately how many of the following do you send on a typical day? 

 None 1-2 3-5 6-10 10-

20 

More 

than 20 

Text messages 1 2 3 4 5 6 

Emails 1 2 3 4 5 6 

Facebook status updates 1 2 3 4 5 6 

Twitter „tweets‟ 1 2 3 4 5 6 

Instant Messages (IM) 1 2 3 4 5 6 

Facebook comments 1 2 3 4 5 6 

MySpace messages 1 2 3 4 5 6 

 

Approximately how many Facebook friends do you have? 

 10 or 
less 

11-50 51-
100 

101-
150 

151-
200 

More 
than 200 

 1 2 3 4 5 6 

 

Please rate your level of agreement or disagreement with the following statements. 

 Strongly 

Disagree 

    Strongly 

Agree 

Communicating with others electronically is part of my 

everyday activity. 

1 2 3 4 5 6 
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I feel out of touch when I haven‟t logged on to a social 

networking site for a while. 

1 2 3 4 5 6 

I feel I am part of an online community. 1 2 3 4 5 6 

I enjoy communicating with others electronically. 1 2 3 4 5 6 

I feel out of touch if I am not able to send or receive 

texts or instant messages (IM). 

1 2 3 4 5 6 

I have many friends with whom I communicate 

electronically. 

1 2 3 4 5 6 

I would be sorry if I couldn‟t communicate 

electronically with my friends. 

1 2 3 4 5 6 

 

PART THREE.  You will now be asked to evaluate a brand of product.  You will be 

asked a few questions about each brand, and then describe a typical user. 

(Brand Logo here) 

Please rate your level of agreement or disagreement with each statement. 

 

 Strongly 

Disagree 

    Strongly 

Agree 

In general, I have a strong interest in this type of 

product. 

1 2 3 4 5 6 

This type of product is very important to me. 1 2 3 4 5 6 

This type of product matters a lot to me. 1 2 3 4 5 6 

I get bored when other people talk to me about this 

product category.* 

1 2 3 4 5 6 

This type of product is very relevant to me. 1 2 3 4 5 6 

Purchasing or using this brand will enhance the image 

that others have of me.   

1 2 3 4 5 6 

Those who purchase or use a particular brand possess 

the characteristics I would like to have. 

1 2 3 4 5 6 

It would be nice to be like the type of person whom 

advertisements show using this brand. 

1 2 3 4 5 6 

People who purchase this brand are admired or 

respected by others. 

1 2 3 4 5 6 

The purchase or use of this brand helps me show others 

what I am or would like to be. 

1 2 3 4 5 6 

This product is consistent with how I see myself. 1 2 3 4 5 6 

 

Please select the point between the word pairs that best describes someone who would 

use this brand. 

Rugged (1) (2) (3) (4) (5) (6) Delicate 
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Excitable (1) (2) (3) (4) (5) (6) Calm 

Uncomfortable (1) (2) (3) (4) (5) (6) Comfortable 

Dominating (1) (2) (3) (4) (5) (6) Submissive 

Thrifty (1) (2) (3) (4) (5) (6) Indulgent 

Pleasant (1) (2) (3) (4) (5) (6) Unpleasant 

Contemporary (1) (2) (3) (4) (5) (6) Noncontemporary 

Organized (1) (2) (3) (4) (5) (6) Disorganized 

Rational (1) (2) (3) (4) (5) (6) Emotional 

Youthful (1) (2) (3) (4) (5) (6) Mature 

Formal (1) (2) (3) (4) (5) (6) Informal 

Traditional (1) (2) (3) (4) (5) (6) Liberal 

Complex (1) (2) (3) (4) (5) (6) Simple 

Colorless (1) (2) (3) (4) (5) (6) Colorful 

Modest (1) (2) (3) (4) (5) (6) Vain 

 

PART FOUR. Now you will watch a video advertisement and answer a few 

questions about it. 

Video here 

 Strongly 

Disagree 

    Strongly 

Agree 

This message reflects my personal interests. 1 2 3 4 5 6 

This message directly relates to something that is an 

important part of my lifestyle. 

1 2 3 4 5 6 

This message is very relevant to important things in my 

life. 

1 2 3 4 5 6 

I am very interested in what this message has to say. 1 2 3 4 5 6 

This message provides information that I find useful. 1 2 3 4 5 6 

This message is entertaining. 1 2 3 4 5 6 

I enjoyed this message. 1 2 3 4 5 6 

This message was fun. 1 2 3 4 5 6 
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This message was amusing. 1 2 3 4 5 6 

This message was pleasant. 1 2 3 4 5 6 

This is a message that I think should be sent to someone 

I know. 

1 2 3 4 5 6 

It is important to me that I share this message with 

others. 

1 2 3 4 5 6 

It makes no sense to forward this message to others.* 1 2 3 4 5 6 

I doubt that anyone would forward this message to other 

people that they know.* 

1 2 3 4 5 6 

Passing along this message would communicate who I 

am to other people. 

1 2 3 4 5 6 

This message reflects who I consider myself to be.  1 2 3 4 5 6 

I can identify with this message. 1 2 3 4 5 6 

This message reflects who I am. 1 2 3 4 5 6 

This message is consistent with how I want to present 

myself to others. 

1 2 3 4 5 6 

Passing along this message to others would tell others 

something important about myself. 

1 2 3 4 5 6 

 

 Very 

unlikely 

    Very 

likely 

How likely are you to share this message with someone 

in your social group? 

1 2 3 4 5 6 

 

THANK YOU. You have completed this survey. 
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Appendix D 

Survey Instrument (Main Study) 
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