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Abstract

In the light of decreasing effectiveness of traditional modes of marketing communication and growing reach of social media,
marketers and scholars are particularly interested in marketing communication in social media and word-of-mouth. The
purpose of this study, based on the uses and gratifications theory, is to assess the influence of marketing communication in
social media on electronic word-of-mouth. The results of content analysis of 1,040 posts of cosmetic brands indicate that the
level eWOM varies according to the communication form and appeal, the brand type and the geographic market. The study
provides concrete guidelines on content having a positive influence on eWOM.
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theory

Wplyw komunikacji marketingowej w mediach spolecznosciowych na
komunikacje¢ nieformalng w srodowisku wirtualnym

Abstract in Polish

W obliczu malejacej skuteczno$ci tradycyjnych form komunikacji marketingowej i rosnacego zasiggu medidw
spotecznosciowych, praktycy i teoretycy marketingu wykazuja szczegdlne zainteresowanie komunikacjg marketingowa w
mediach spotecznos$ciowych oraz komunikacja nieformalna. Celem niniejszej pracy, bazujacej na teorii uzytkowania i
gratyfikacji, jest okreslenie wpltywu komunikacji marketingowej w mediach spoteczno$ciowych na komunikacj¢ nieformalna
w $rodowisku wirtualnym. Wyniki analizy tresci 1.040 postow marek kosmetycznych wskazuja, ze poziom komunikacji
nieformalnej zmienia si¢ w zaleznosci od formy i wydzwigku komunikacji, typu marki oraz rynku geograficznego. Praca
dostarcza konkretnych wskazéwek na temat tre$ci majacych pozytywny wptyw komunikacj¢ nieformalna w $rodowisku
wirtualnym.

Key words in Polish
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tresci, teoria uzytkowania i gratyfikacji



Table of contents

INETOAUCTION. ....eiiie ettt e e e ettt e e e e ebaeeeeeabaeeeeessbeeeeensaeeeesnsaeeaennes 5
Chapter 1. Overview of the extant literature on marketing communications, social
media and word-of-mouth ... 10
1.1.  Marketing COMMUNICATIONS .....eeeruuviireeriiiieeeeiiieeeeeiiteeeeeiteeeeessanreeeesneraeeeeenssaeeaennes 11
1.2, S0CIAL MEAIA.......iiiiiiiiiiiie et e ettt e e ettt e e e et eeeetbaeeeeeebbaeaeenes 25
1.3, WOrd-of-mMOUth ....oooiiiiiiiiiicec et e e et ae e 38
1.3.1.  Electronic wWord-of-mouth ...........cccccoooiiiiiiiiiiiiiiicce e 45
1.3.2.  Word-of-mouth marketing...........cccceeeriiuiiieiiiiiiie e 53
L4, RESCATCH AP ....iiiiiiiiiiiiii e ettt e e e e et e e e e baaeaeenes 61
Chapter 2. Research OVervIEW...............oooiiiiiiiiiiiiiiiiiie e 64
2.1, Research problem...........cooiiiiiiiiiiiiie e e e 64
2.2, Research hypotheses .......ccoiiiiiiiiiiiiiieeiiiee et e e aaee e 66
2.3, ReSCAICH SELHINE ...oeiieiiiiiieeiiiee ettt e e et e e e e e e e e nnaaeeeenes 74
2.3. 1. FACEDOOK. ....iiiiiiiiieeee e e 74
2.3.2. CoSMEIC MATKEL ...eeeeiiiiiieeiiiiiee et e e e e e e eiaaee e e 77
2.3.3. LUXULY DIANAS ..eviiiieiiiiiee ettt e e et e e e et e e e e e 79
2.3.4.  The Polish and Italian markets .............ccceeeeriiiiieiniiiiieee e 84
2.4, Research Method..........ooiiiiiiiiii et 93
2.5, Data COIECHION ....ueiieiiiiiiie ettt ettt e e ettt e e e et e e e e eebbeeeeesnaaeaeanes 95
2.0, COAINE ..ttt e e et e e e ettt e e e et e e e e tba e e e e e bt eeeeetbbaeeeenabaaeeanes 98
2.6.1.  COAING CALBZOTICS. ..ceueviireeeiiriieeeiiiieeeeeiiteeeesirteeeesabaeeeennnreeeeennsaeeeeanssaeeeeennnees 99
2.6.2.  CodING PrOCEAUIE....cuuviiieeeiiiieeeeiiiieeeerieteeeeriteeeeebeeeeeeebaeeeeeabeaeesensnseeasanns 107
2.7.  Statistical analysis Mmethod............cccoeiiiiiiiiiiiiiii e 114
Chapter 3. ReSUIES ..........ooiiiiiiiiiii e e e e e e 115
3.1, DESCIIPLIVE STATISTICS. ..veeeeeiriireeeriiiieeeeiiiieeeeiiiteeeesrteeeeesitteeeeensbaeeeeensnaeeeesnsnaeaaeanes 115
3.2, HypPOtheses tEStING .....eeeieiiiiiiieiiiiiieeeiieee ettt e et te e e et ee e e et e e e eebaeeeeeenaeeaeenes 124
3.3, DISCUSSION . ..teteuiiiteiitiee ettt ettt e e e et e ettt e e sttt e sttt e sttt e sabt e e e bteeebbeeenabeeesabeeenabeeeaas 164
COMCIUSIONS ..ttt ettt ettt e st e et e ettt e ettt e e sbbeeesabeeesabeeenabneenas 170
RETETEICES. ...ttt et e sib e e st e st e s e eas 174
| o) 1 ) SRR RRRRRPPI 201
LSt OF FIZUIES ..eeieeeeiiieee et ettt e e ettt e e e ettt e e e e snbb e e e e e nsbeeeeennbaeeeennnaeeens 204



Introduction

Since the beginning of human society people have given each other friendly advice based on
reciprocal personal knowledge and empathy (Dichter, 1966). In a marketplace, since ancient
times, personal recommendations have driven the success of products, services and their
sellers (Barreto, 2014). With the advent of mass media, advertising has become the key form
of marketing communications (Kotler & Keller, 2012; Wiktor, 2013) and the number of
advertising messages has started to grow exponentially. Today, the advertising clutter, the
relentless flow of advertising messages from offline and online media creates an
informational noise in which people get lost. In consequence, when looking for advice on
purchase decisions, consumers again turn to each other (Kimmel & Kitchen, 2014; Plummer,
2007). Contrary to what it may seem, the digital era brings to the fore the importance of
interpersonal relations and “the oldest, newest marketing medium” — word-of-mouth (WOM)

(Dellarocas, 2003; Silverman, 2005).

As the traditional modes of marketing communication appear to be losing effectiveness
(Mangold & Faulds, 2009; Tkaczyk, 2013; Trusov, Bucklin, & Pauwels, 2009) and the
number of users of social media, where brands and products are discussed, is constantly
growing, marketers and scholars are particularly interested in understanding how to use social
media in order to influence electronic word-of-mouth (eWOM) (Morra, Ceruti, Chierici, & Di
Gregorio, 2018; Schivinski & Dabrowski, 2016; Trusov et al., 2009). Given its enormous
reach and accessibility, eWOM has now an unprecedented ability to shape consumers’
attitudes toward brands, products, services and organizations, as well as influence their buying

decisions.

But how eWOM can be influenced by marketing communication in social media? The current
research directly addresses this question, scarcely investigated in academic literature.
Specifically, as illustrated in the specific section of this study dedicated to the research gap,
prior academic research poorly addresses the influence of the form and appeal of marketing
communications on eWOM in social networks, as well as eWOM and marketing
communication effects in social networks for different product categories. Furthermore, there
is a lack of research on marketing communications of luxury brands on social media and the

differences in social media usage and eWOM in an international context.



By filling this research gap, the purpose of this study is to assess the influence of
marketing communication in social media on eWOM. Specifically, the main research
problem is to understand how marketing communication in social networks influences
eWOM while considering the communication form, communication appeal, brand type

and geographic market.

Content analysis of 1,040 Facebook posts of mass-market and luxury cosmetic brands within
two different geographic markets (Poland and Italy) is used to answer the research question.
The selected research method allows deriving findings from the analysis of actual brand
activities and actual consumer behavior, which is a significant advantage compared to studies

based on declarative data.

The theoretical foundation of this study is laid by Uses and Gratifications (U&G) theory -
“one of the most influential theories in the field of communication research” (Ruggiero, 2000,
p. 26), considered to be the most appropriate theory to explain why people choose specific
media (Ruggiero, 2000; Shao, 2009). This theory is particularly suited for the study of the
Internet (Johnson & Kaye, 2003; Stafford, Stafford, & Schkade, 2004) and has been widely
employed to examine why and how people use social media (C. S. Lee & Ma, 2012; Wagner,
Baccarella, & Voigt, 2017; Whiting & Williams, 2013). According to the U&G theory, media
usage is guided by psychological and social needs people seek to satisfy (Katz et al., 1999).
The needs motivate audiences to use specific media, in order to obtain specific
gratifications. The explanation basis for U&G researchers are motivations - “drives, urges,
wishes, or desires which initiate the sequence of events known as behavior” (Bayton, 1958, p.
282). Motivations reflect the gratifications people seek and potentially obtain from media use
(Sundar & Limperos, 2013). In the current study, it is argued that eWOM in social media can
be analyzed and explained on the basis of individual motivations. Different motivations lead
consumers to engage in eWOM on social media to a different extent, and it is expected that
the engagement will vary depending on the marketing communication form and appeal,
product category and country. The marketing communication model developed by Hoffman
& Novak (1996), personal behavior theories (personality traits, elaboration likelihood model),
as well as the social influence theory, the theory of “the strength of weak ties” (Granovetter,
1973) and Hofstede’s theory of cultural difference are used as an additional theoretical

framework.



Prior studies suggest that marketing communication in social networks using videos has the
highest positive influence on eWOM and underline the crucial role of the emotional appeal of
marketing communications. It seems that people are more likely to exchange information
about luxury brands than about mass-market brands, in particular when emotional appeals are
used in the marketing communications of luxury brands. Furthermore, extant academic
literature suggests that the influence of marketing communication in social networks on
eWOM varies according to geographic markets. These suggestions are the basis for the

research hypotheses of this study.

To the best of the author’s knowledge, this is the first study to empirically investigate how the
form and appeal of marketing communication in social networks influence eWOM including
the investigation of brand type and geographic market. From a theoretical standpoint, it allows
a deeper understanding of marketing communication processes in the virtual environment and
their antecedents. Although, there is a growing research on social media, due to their dynamic
character, the practice is still ahead of the theory. Studies on social media represent an
important development for the field of marketing and can have a significant impact on the

future course of the discipline (V. Kumar, 2015).

From a practical perspective, the intent is to provide marketers with concrete guidelines on
communication content to be used on social media, in order to achieve eWOM effects. These
principles take into account both mass-market and luxury brands, and the perspective of

companies operating in different geographic markets.

The study is organized as follows. The first chapter presents an overview of the extant
literature on marketing communications, social media and word-of-mouth. The first section is
dedicated to marketing communications. It describes the essence of marketing
communications, its primary goals and challenges. By presenting the U&G theory, marketing
communications models and the elaboration likelihood model (ELM) the first section of the
first chapter lays the theoretical foundations and outlines the scope of the study. Furthermore,
the marketing communications mix, the elements of online marketing communications, online
media types and media share in advertising spending are discussed, providing an extended
overview of marketing communications from a practical perspective with a focus on changes
that have occurred in the last decades. The second section is dedicated to social media and

their role in marketing communications. User Generated Content (UGC) - the key element of



social media, functionalities and types of social media are discussed in this section.
Furthermore, social media users’ characteristics, motivations of social media usage and types
of user behavior on social media are examined. Last but not least, this section provides an
overview of the concept of social media marketing including presentation of prior studies on
antecedents and consequence of consumers’ brand engagement in social media, as well as on
social media adoption and content strategies used by companies. The third section is focused
on WOM - its definition (including a novel definition developed by the author on the basis of
prior studies), valence, people’s motivations of spreading WOM and its role in marketing
communications. Particular attention is devoted to eWOM, its definition and characteristics.
A novel definition of eWOM is provided in this section, traditional and electronic WOM are
compared. Furthermore, eWOM in social media and the crucial role of online communities
are discussed including motivations of spreading and searching eWOM in social media, as
well as its consequences for both consumers and companies. In addition, word-of-mouth
marketing - a new mode of communication within the marketing communications mix
proposed by Kotler & Keller (2012) is thoroughly described. This description includes
different approaches to WOM management and the main types of activities performed by
companies in order to encourage WOM with a focus on clarification and comparison of
different terms often not correctly and interchangeably used in prior studies. In addition,
social network characteristics as one of the factors that affect viral reach and the main
approaches to model the contagion process are described. The last section of the first chapter

highlights the research gap that the current study aims to address.

The second chapter outlines the research. The first section provides justification of the
examination of social networks, presents the research problem and specific research
questions. These research questions on the basis of an extended review of prior studies lead to
the development of research hypotheses presented in the second section of the chapter. The
conceptual model depicts the analyzed relationships. The third section of the second chapter
provides the justification of the research setting within Facebook and the cosmetic market as
well as the relevance of the examination of luxury brands and the Polish and Italian markets.
The following section describes the research method — content analysis and explains the
reasons why it is deemed the most appropriate for the research problem. Particular attention is
devoted to the criteria of objectivity, reliability, sampling and systematization to ascertain the
methodological rigor of content analysis. Data collection is described in the fifth section,

while the sixth section describes how data were coded — coding categories and coding



procedure. A novel classification of brand post appeals is also proposed in the latter section.
In order to assure objectivity in content classification, data were manually coded by both the
author and independent coders. Intercoder reliability measures are reported following the best
practices suggested by prior studies. Moreover, the opinions of international experts are
provided and taken into account in the operationalization of eWOM. Examination of eWOM
includes sentiment analysis of user comments. The second chapter finishes with an overview
of the statistical analysis method applied in this study — multivariate and univariate analysis of

variance.

Empirical results are described and discussed in the third chapter. The first section of the
chapter provides descriptive statistics for the analyzed data including frequency, measures of
central tendency and measures of variability. The second section describes the research
hypotheses testing. Contrary to many academic publications that report summary of the
results without testing the assumptions of the selected statistical analysis method, an extended
statistical analysis includes testing of the assumptions of both multivariate and univariate
analysis of variance as well as the examination of interaction effects. The results are discussed

in the third section of the chapter.

Finally, the last section of this study provides conclusions that include a summary of the
research findings, theoretical and practical implications, limitations and directions for future

research.



Chapter 1.

Overview of the extant literature on marketing communications, social
media and word-of-mouth

Given the extended scope of academic literature on marketing communications, social media
and word-of-mouth (WOM) and the limited scope of this study, in the following review a
systematic approach has been adopted, guided by the research topic. In order to select the
most relevant papers for the literature review, in the Scopus database, the research query was
set using the keywords related to the research problem, i.e. “marketing communications”,

e 1Y

“social media”, “social network”, “word-of-mouth”, “wom” and “e-wom”. The results have
been restricted to publications in English, Polish and Italian in “Business, management and
accounting”, “Social sciences” and “Economics, econometrics and finance”. Moreover, the
results have been limited to published articles and articles in press from academic journals.
Seventy most cited articles have been selected as the initial basis for the review. Other
relevant publications were identified by using the snowballing technique. Furthermore, in the
Web of Science and Infona databases, the same set of keywords (translated in Polish) was
used in order to identify relevant publications in Polish. Moreover, additional research was
done in Google Scholar and Researchgate databases by using names of Polish authors
identified in the search by keywords. A final set of 303 articles from academic journals was

used for the current review. Two hundred forty-five of these articles (81%) were published

within the last 15 years (Figure 1).

Figure 1. Number of articles from academic journals used in the review
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Besides, the review has been enriched by 25 books, one lecture and 37 web sources for a total
of 366 references (of 537 used in the entire study). The analysis moves from the macro-level
of marketing communications and media that can be used in it, to the micro-level of electronic

word-of-mouth (eWOM) in social media.
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1.1. Marketing communications
According to Bajdak (2013), marketing communication is a dialogue between a company and
its environment — current and potential customers and other stakeholders. This definition, as
well as the origin of the term “communication” (from the Latin “communicare” — to share),
emphasizes bilateralism, interaction, relationship, and exchange, that lay the foundations of

social media.

Batra & Keller (2016) provide a useful list of marketing communication goals:
- Creating awareness and salience
- Conveying detailed information
- Creating imaginary and personality
- Building trust
- Eliciting emotions
- Inspiring action
- Instilling loyalty
- Connecting people (creating brand advocacy and WOM)

While being one of its objectives, WOM plays a fundamental role in marketing

communications, a role that is not limited to product promotion.

Marketing communications and promotion are often used as synonyms, thus it is worth
underlining the differences between the two terms. Promotion is a rather unidirectional
influence of a company (Wiktor, 2002) related to the product and directed at consumers,
while marketing communications is a broader term, a dialogue which includes all stakeholders
(Kijewska & Mantura, 2017; Koniorczyk & Sztangret, 2000; Wiktor, 2013). For instance,
marketing communications can be used to attract new employees or to motivate the current
ones. Marketing information deployment within market research is also regarded as a form of
marketing communications, but its purposes are cognitive (e.g., examining customers’ needs)

rather than promotional (Kijewska & Mantura, 2017).

Marketing communication expenditure and the number of advertising messages are constantly
growing thus leading to a constant decrease in advertising effectiveness and a constant
increase in spending to make it effective (Godin, 2014; van den Putte, 2009). “A wealth of
information creates a poverty of attention” (Simon, 1971, p. 40). As Godin (2014, p. 34) sums

11



up: “The more they spend, the less it works. The less it works, the more they spend”. Prior
research on advertising highlights a decline of trust (Godes et al., 2005) and negative attitudes
toward advertising among consumers (Internet Standard, 2012; Szubra & Trojanowski, 2018;
Taranko, 2018). Therefore, one of the major challenges for marketers today is to find a new

way to capture people’s attention and position a brand in the consumers’ mind (Kotler, 2012).

How can this major challenge highlighted by Kotler be addressed on the basis of existing
theories in marketing and communication research? Uses and Gratifications (U&G) theory
is deemed particularly relevant in this case for three main reasons. Firstly, it assumes the
active role of consumers that volitionally decide to participate in the communication process.
Secondly, its individual-centric perspective is consistent with the personal dimension of
WOM. Thirdly, the U&G theory is functionalist in its approach, thus likely to develop general
guidelines and concrete problem-solving ideas applicable in the marketing practice (Morgan,

1984) being consistent with the purpose of this study.

U&G theory has its origins in media effects research (McQuail, 1983). In the 1940s, the initial
studies of communications developed an approach to examining the “gratifications” which
attract and keep audiences to the specific media and content types that satisfy audiences’
psychological and social needs (Katz, Hass, & Gurevitch, 1973). Diverging from other media
effect theories that examine “what do the media do to people”, this approach is focused on
“what do people do with the media”, thus providing an insight into functions served by a
specific medium or content (Katz, 1959, p. 2). “The message of even the most potent of the
media cannot ordinarily influence an individual who has no "use" for it in the social and
psychological context in which he lives” (Katz, 1959, p. 2). U&G researchers distinguish
gratifications sought from gratifications obtained (outcomes), and media consumption is
related to the discrepancy between the two (Palmgreen & Rayburn, 1979). The assumptions of
the U&G theory include (Katz, Blumler, & Gurevitch, 1974; Ruggiero, 2000):

- Active audiences with varying levels of activity and goal-directed media use

- Media selection initiated by the audience members

- Media competing with other sources that can satisfy the same need

- Self-awareness of the audience members and their ability to articulate many of the
goals of media use

- No value judgments about the cultural significance of mass communication

12



Since the 1950s, U&G researchers have explored the links between gratifications and
psychological or sociological origins of the satisfied needs (Ruggiero, 2000). Katz, Hass, &
Gurevitch (1973) provide a list of psychological and social needs satisfied by exposure to
mass media, which includes five categories of needs:

- cognitive (related to information, knowledge and understanding)

- affective (related to aesthetic, pleasurable and emotional experience)

- escape or tension release

- personal integrative (credibility, confidence, stability, and status)

- social integrative (keeping contact with family, friends and other people)

Over the past decades, the media have experienced a huge transformation, however, the

essential needs they satisfy have remained basically the same.

Hoffman & Novak (1996) explain this media transformation by showing the evolution from a
traditional one-to-many marketing communications model for mass media and an
interpersonal communication model in the computer-mediated environment to a new model of
many-to-many marketing communications in a hypermedia computer-mediated environment

where users co-create content.

In the traditional model (Figure 2) communication content is transmitted from a firm (F) to

consumers (C) through a medium. There is no interaction between consumers and firms.

Figure 2. Traditional one-to-many marketing communications model for mass media
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Source: reprinted from Hoffman and Novak (1996, p. 5)
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In the interpersonal and computer-mediated communication model (Figure 3) content is
transmitted through a medium from one consumer to another (solid line) but this model

includes interaction, so through the medium the receiver provides feedback to the sender

(dashed lines).

Figure 3. Model of marketing communications for interpersonal and computer-mediated
communication
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Source: reprinted from Hoffman and Novak (1996, p. 5)

It is worth mentioning that Wiktor (2002) modifies this model claiming that a firm can be one
of the participants and underlining the general relevance of the interpersonal communication
model for personal selling. However, for this study, the critical point is that the model in
Figure 3 is implicit in word-of-mouth communication between consumers in social media

(Hoffman & Novak, 1996).

The content in Figure 4 is hypermedia (i.e., combines text, images, audio and video with
hypertext links) and the medium is a distributed computer network (Internet). In this model
interactivity can take place both with and through the medium. Consumers and firms can
interact with the medium (e.g., navigate the Internet), firms can provide content (e.g., on their
websites), but also consumers can provide product-related content to the medium.
Additionally, because of such interaction, the sender is also the receiver. The primary
relationship is not between the sender and the receiver, but rather with the "mediated
environment" they interact with. The highlighted part of the model refers to interpersonal and
computer-mediated communication among consumers, detailed in Figure 3 and implicit in

word-of-mouth in social media.

14



Figure 4. New model of marketing communications in a hypermedia computer-mediated
environment
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Source: reprinted from Hoffman and Novak (1996, p. 7)

On the basis of the model of marketing communications in a hypermedia computer-mediated
environment, it is interesting to explore how the content provided by the firm to the medium
influences eWOM - the additional content consumers provide. This issue is covered by the

scope of this study (Figure 5).

Figure 5. Scope of the study
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Source: own elaboration

One could argue that the Internet is merely another medium of marketing communication
(like television, radio or newspapers); however, Hoffman and Novak (1996) show that the
interactive nature of the Web creates an entirely new environment that changes the traditional

parameters of mass communication.
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The interactivity of the Web strengthens the core U&G theory assumption of an active
audience (Johnson & Kaye, 2003; Sundar & Limperos, 2013). “Participants in the
communication process have control over and can exchange roles in their mutual discourse”
(Williams, Rice, & Rogers, 1988, p. 10). As Wiktor (2013) observes, consumers in the
communication process become “comm-sumers” consuming and creating information. “From
a marketing communications point of view, customers are no longer passive targets but are
becoming active media of communications.” (Kotler, Kartajaya, & Setiawan, 2017, p. 13).
Moreover, demassification, i.e. “the control of the individual over the medium” (Ruggiero,
2000, p. 16) strengthens the U&G notion of the media selection initiated by an individual. In
the hypermedia computer-mediated environment, consumers select content which is useful for
them and satisfies their needs (Wiktor, 2002). This also suggests that, while searching on the
Internet, users are aware of their needs (Johnson & Kaye, 2003), thus strengthening the U&G
theory assumption of self-awareness. In addition, the variety of content on the Internet allows
users to satisfy a wider range of needs (Johnson & Kaye, 2003; Sundar & Limperos, 2013).
Stafford et al. (2004) claim that three categories of gratifications can be distinguished on the
Internet:

- content gratifications (satisfied through the media content)

- process gratifications (related to the media consumption process, the experience of

navigating, e.g., entertainment)

- social gratifications (creating and strengthening social ties)

On the basis of this classification, Sundar & Limperos (2013) argue that the new gratifications
(that were not satisfied by traditional media) and can be satisfied by the new media can be
classified into (the MAIN Model):
- Modality-based (related to the form of the content, e.g., video)
- Agent-based (related to the possibility of being sources of information)
- Interactivity-based (related to the possibility of making real-time changes to the
content)

- Navigability-based (related to the movement through the medium)
The advent of the Internet has revived the significance of U&G theory. Contemporary

academic thought suggests that the theory that “has always provided a cutting-edge theoretical

approach in the initial stages” of every new communication medium, is gaining new life

16



(Ruggiero, 2000, p. 27). With more and more media available, motivations and gratifications

become always more important components of audience analysis.

Prior research suggests that information and entertainment gratifications are the most relevant
in the online environment (Polanski, 2017). This finding is related to another model that
provides a theoretical background for the current study, namely the elaboration likelihood
model (ELM). ELM is a theory of persuasion - a communication-induced attitude change,
developed in the 1980s by Richard Petty and John Cacioppo, commonly used as a theoretical
foundation in eWOM research (Cheung & Thadani, 2012). It proposes two different “routes to
persuasion” related to different ways of information processing. Under the “central route” (or
in central information processing) persuasion occurs as a result of “a person’s careful and
thoughtful consideration of the true merits of the information” (Petty & Cacioppo, 1986, p.
125), it requires high cognitive effort and occurs when the information recipient has a high
motivation and ability to process the information. On the other hand, under the “peripheral
route” (or in peripheral information processing) persuasion occurs “as a result of some simple
cue in the persuasion context (e.g. an attractive source)” (Petty & Cacioppo, 1986, p. 125), it
requires low cognitive effort and occurs when the information recipient has a low motivation
and ability to process the information (Cacioppo & Petty, 1984). Information gratification can
be the most relevant when users are able and want to process the information, while in the
opposite case, entertainment gratifications may be expected. Media usage gratifications and
routes to persuasion are also related to the two main marketing communication appeals
(rational and emotional) commonly used in different modes of communication and discussed

in the second chapter of this study.

The importance of hypermedia computer-mediated environment for marketing
communications is related to four main elements (Wiktor, 2013):
- multiple relationships in the marketing communication process (many-to-many)
- targeting and selectivity of the message
- the possibility of communication on a global scale for every company, regardless of
size, sector or financial situation

- reach and availability of the message, and speed and flexibility of the communication
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In other words, in a hypermedia computer-mediated environment, every company can easily
communicate with multiple actors on a global scale by using tailored messages. Companies

increasingly exploit the potential of this new environment.

Kotler & Keller (2012) distinguish the following modes of communication within the
marketing communications mix:

- Advertising

- Public relations and publicity

- Direct marketing

- Sales promotion

- Personal selling

- Events and experiences

- Interactive marketing (online marketing communications)

- Word-of-mouth marketing

Given the scope of this study, online marketing communications and word-of-mouth
marketing deserve particular attention. Word-of-mouth marketing is discussed in a dedicated
section of this chapter. There are numerous classifications of the elements of online marketing
communications and their continuous development makes a univocal classification difficult to
achieve. Furthermore, different authors refer to elements, forms, media, platforms, techniques,
tools or channels of online marketing communications and these terms are often used
interchangeably leading to the lack of common understanding of the terms. The term
“elements” seems the most appropriate as it underlines the complementary character and the
need for using multiple elements in online marketing communications. These elements
include:

- Websites

- Search Engine Marketing (SEM)

- E-mail marketing

- Mobile marketing

- Online advertising

- Social media

- Online partnership

- Online public relations
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A website is an essential element of online marketing communications, a modern “business
card” of a company or brand. It can be addressed to various stakeholders of the company
(e.g., current and potential customers, shareholders or employees). By conveying information,
building image and facilitating sales (Karasiewicz, 2018), it fulfills crucial functions for every

company.

Once a website is online, SEM is used to drive traffic to the website. The higher the rank of a
website in the search engine results pages (SERPs), the higher the number of visitors (Chaffey
& Ellis-Chadwick, 2012). SEM is defined as the positioning of the websites within search
engines through the delivery of relevant content on the website (SEO) and paid marketing
activities (paid search) (Karasiewicz, 2018). In paid search the company pays for clicks on the
link to its website that appears at the top of search results The average click-through rate
(CTR) for Google AdWords is 4.1% meaning that around four of hundred users click on a
sponsored link in Google (Chaffey, 2018). This value can seem low, but actually, the average
CTR in paid search is one of the highest among the elements of online marketing
communications. This is related to the fact that sponsored links that appear in search results
are related to the keywords typed by users, thus they precisely correspond to the searched
information. SEO is vital in a long-term, however, due to its complexity, specific
competencies and time are both required to improve the website’s ranking in the search
results. On the other hand, the results of paid search are immediate. Precise targeting (which
can include various criteria, e.g. demographic, geographic or devices), high reach, high CTR
and in consequence a relatively low cost-per-click (CPC) are other significant advantages of
paid search. However, it is worth mentioning that still it can be costly in highly competitive
sectors and users are skeptical about the relevance of sponsored links (Chaffey & Ellis-

Chadwick, 2012; Karasiewicz, 2018).

E-mail marketing is used specifically to drive a direct response of the receiver. It includes
newsletters and other periodic e-mail blasts often used to inform receivers about news and
special offers (Chaffey & Ellis-Chadwick, 2012). Thanks to the information a company
possesses about users in the mailing list, it can be highly targeted and allow building long-
lasting relationships. Furthermore, a company’s actions are not visible to competitors
(Karasiewicz, 2018). On the other hand, due to its intrusive character, cold e-mail campaigns
are not well-received by users. E-mail marketing requires user opt-in to be effective (Chaffey

& Ellis-Chadwick, 2012) or in other words, users need to volitionally decide and permit the
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company to send them e-mails. The reach of e-mail marketing is relatively low and limited to
the e-mail list a company has to build (which takes time) or rent. CTR for e-mail marketing
usually ranges from 2% to 6% (Aral & Walker, 2011), which means that among hundred

users that receive the e-mail, two to six click on its content.

Mobile marketing includes all the activities performed through mobile phones that allow an
interactive communications (Karasiewicz, 2018). It includes SMS and MMS messaging,
mobile apps, QR codes and location-based mobile ads. As e-mail marketing, it can be used to
drive direct response of receivers, for instance to encourage them to take advantage of a
special offer. Push notifications are commonly used for this goal. However, like e-mails, due

to their intrusive character, messages are not seen positively by some receivers.

Online advertising refers to non-personal, paid form of presenting and promoting brands and
organizations online by an identified sponsor (Karasiewicz, 2018). It includes display
(banner) and video advertising as well as classifieds and directories (listings). Widely used
formats of display advertising include double and triple billboards, rectangles and top layers
(Internet Standard, 2012). The main advantages of online advertising are related to its high
reach and the possibility of using various targeting criteria (e.g., demographic, geographic,
devices or user interests). In general, online advertising is commonly used for driving brand
awareness. However, due to a high number of ads, viewability issues, use of ad blockers and
negative attitudes towards online advertising (Internet Standard, 2012; Szubra & Trojanowski,
2018) it is difficult to attract the attention of the target group and online advertising costs are
relatively high (Karasiewicz, 2018). CTR varies among industries, channels, formats and may
be higher for video ads (e.g., pre-roll) that seem to be also seen more positively by users
(Chaffey, 2018; Internet Standard, 2012). Average CTR for display advertising is .05% or in
other words, every 10,000 impressions of a banner on average bring only five clicks on its
content (Chaffey, 2018). Furthermore, the average CTR is decreasing over time (Chaffey &
Ellis-Chadwick, 2012; Kaznowski, 2007). This gives an idea of how difficult it is to attract
users’ attention and interest, and of the importance of marketers’ quest for guidelines on an

effective content of communication.
It is worth mentioning that the average CTR for advertising in social media (e.g., .90% for
Facebook ads) is much higher than the average CTR for display advertising (.05%) (Chaffey,

2018).
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Online partnerships are long-term collaborations with subjects like editors or online shops
aimed at promoting and supporting product sales on the Internet (Karasiewicz, 2018). These
actions include affiliate marketing (commission-based referral), sponsorship and co-branding
(Chaffey & Ellis-Chadwick, 2012). The key advantage of online partnerships is payment by
results. However, the results can be highly unpredictable, control over actions of partners can
be limited and, due to the commissions, the cost of an online partnership can be relatively

high (Chaffey & Ellis-Chadwick, 2012; Karasiewicz, 2018).

Online (or digital) public relations (PR) refer to “conscious, planned and continuous efforts to
establish and maintain mutual understanding between the organization and its environment,
and a positive image of the organization in the environment implemented via the Internet”
(Karasiewicz, 2018, p. 373). Specifically, these activities are aimed at maximizing positive
mentions of an organization, brand, product or service on third-party websites visited by
specific target groups (Chaffey & Ellis-Chadwick, 2012). The target groups include not only
consumers but also media (journalists), employees, investors, and other stakeholders.
Bloggers and other online influencers play an always more important role in shaping
consumer opinions and brand image (Krélewski & Sala, 2016). This requires a strategic
approach to the management of the relationships with those subjects. Company blog, online
press releases, sponsored articles, influencer marketing are common elements used in digital
PR activities. Communication through third parties have an important advantage of being
more credible and links created on third-party websites have a positive impact on SEO. On

the other hand, companies must accept that they largely lose control over the message

(Karasiewicz, 2018).

A common typology of online media is based specifically on the subject who creates and has

control over the medium or content (Figure 6).
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Figure 6. Online media types
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Owned media are the media owned by the company. In the online context, they include
company’s websites, e-mail platforms or mobile apps. In these media the company has full
control over the message. Paid media are the media in which companies pay for the
deployment of content (e.g., a banner ad or a link to a company’s website that appears within
search results). The control over the content is lower than in the case of media owned by the
company, however as the content is provided by the company it is still high. Shared media are
the media shared by different subjects — companies and users including subjects that through
their websites promote companies, brands or products within online partnerships. The control
over this type of media and content is shared. Social media, discussed in detail in the next
section, are a typical example of this type of media. Finally, earned media are the media
owned by third-parties that have control over the medium and the content. An example can be
Google that, through the PageRank algorithm, ranks web pages in search engine results.
Similarly, a content about an organization, brand, product or service can appear on different

websites as a result of online PR activities.

The media typology mentioned above is useful not only to group different elements of online
marketing communications but also to show that the media types overlap. For instance brand
pages on social media are created and managed by the brand (owned media) but the content is

also created by users (shared media). Similarly, corporate blogs are owned by companies that
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produce and deploy content (owned media), however, blogs are a type of social media and
users can typically leave their comments (shared media). Online partnerships can be paid
(paid media), but it happens only in certain cases (e.g., when a product has been purchased or
a lead generated) (Chaffey & Ellis-Chadwick, 2012). Companies can rent e-mail lists and use
paid e-mail platforms (paid media) to deploy their content. Furthermore, content about
companies, brands and products (earned media) appear not only on websites but also on social

media (shared media) and it can be paid (paid media).

Furthermore, the elements of online marketing communications can be classified into three
groups: intrusive (where users are interrupted by marketing messages, e.g., by web banners),
non-intrusive (where users choose to receive or seek marketing messages, e.g., newsletters)
and user-generated (where users create marketing messages, e.g. on social media) (Winer,

2009).

With the growing reach of the Internet, that in January 2019 registered 4,388 billion users
(We Are Social, 2019), the importance of online communications grows year on year (IAB
Europe, 2018; Mangold & Faulds, 2009; Moorman, 2018). Looking at the changes of media
share in advertising spending on the example of Poland (Figure 7) and Italy (Figure 8), it is
evident that the Internet is pushing down other media (Petrescu & Korgaonkar, 2011). For
instance, in Italy newspapers and magazines have lost 21.4 p.p. of media share between 2001

and 2018.

Figure 7. Share of advertising spending in Poland by medium
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Figure 8. Share of advertising spending in Italy by medium
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At both the European and the global level, the Internet is the medium with the highest share in
advertising spending and the highest growth rate (Grece, 2017; Zenith, 2019). Figure 9
illustrates the share of different media in global advertising spending in 2018 and the forecasts
for 2021. In 2018, the TV share was 32.9% while Internet accounted for 40.6% but it is
expected to account for 47.4% in 2021 (Zenith, 2019).

Figure 9. Share of global advertising spending by medium
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The gross digital advertising expenditure in Europe amounted to €48.0 billion in 2017, up
13.2% from €42.5 billion in 2016 and the market has doubled in size over the past five years
(IAB Europe, 2018). It is important to specify that the digital advertising expenditure refers to
SEM (paid search), affiliate marketing, display advertising (video and non-video), classifieds
and directories, mobile marketing, social media marketing, and e-mail marketing (IAB
Europe, 2018), thus it does not correspond to the classifications of online marketing

communications elements and online media described before.
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The success of the Internet can be attributed to its interactivity, media richness, enormous
reach, relatively low cost, better targeting and result monitoring (Taranko, 2018), but it also
may be related to the different role of consumers who can easily communicate with each
other, as well as find and create “user-generated” marketing communications - the feature that

1s central for social media.

1.2. Social media
Social media transform broadcast media monologues (one-to-many) in dialogues (many-to-
many) and individuals from mere consumers of content in content creators (Reyneke, Pitt, &
Berthon, 2011; Schivinski & Dabrowski, 2016; B. G. Smith & Gallicano, 2015). Social media
are sometimes referred to as user-generated media (e.g., Shao, 2009), consumer-generated
media (e.g. Yoo & Gretzel, 2011) or user-created content platforms (e.g. Wunsch-Vincent &
Vickery, 2007). They are strictly related to the concept of Web 2.0 - “innovative trends in the
use of World Wide Web technology which are mainly focused on creation of virtual
communities and passing control over content to the Internet users” (Mazurek, 2009, p. 69).
In a widely referenced and generally acknowledged definition of social media, Kaplan &
Haenlein (2010, p. 61) define social media as “a group of Internet-based applications that
build on the ideological and technological foundations of Web 2.0, and that allow the creation

and exchange of User Generated Content”.

User Generated Content (UGC) must fulfill three basic requirements in order to be
considered as such: it must be publicly available over the Internet (therefore it does not
include e-mail or instant messages, e.g. via WhatsApp or Facebook Messenger), must reflect a
certain amount of creative effort (i.e., users must create or adapt content), and must be created
outside of professional routines and practices (i.e. made by non-professionals without the
expectation of remuneration) (Wunsch-Vincent & Vickery, 2007). It is worth underlining that
user-generated content is the key element of social media and its presence determines if a

medium can be included in the category of “social media”.

Kietzmann, Hermkens, McCarthy, & Silvestre (2011) develop a framework called “the
honeycomb of social media”, in which the authors describe the functionalities of social
media:

- identity (the extent to which users reveal their identities)
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conversations (the extent to which users communicate with other users)

sharing (the extent to which users distribute, exchange and receive content)

presence (the extent to which users know if others are available and where they are)
relationships (the extent to which users relate to each other)

reputation (the extent to which users know the social standing of others and of a
content)

groups (the extent to which users can form communities)

Different social media have different levels of the above-mentioned functionalities. However,

they are neither mutually exclusive nor they all have to be present in one social media.

Taking into account social presence/media richness and self-presentation/self-disclosure

levels, Kaplan & Haenlein (2010) distinguish six types of social media:

collaborative projects (e.g., Wikipedia)

blogs

content communities (e.g., YouTube)

social networking sites (or social networks; e.g., Facebook)
virtual game worlds (e.g., War of Warcraft)

virtual social worlds (e.g., Second Life)

Another classification is provided by Munar & Jacobsen (2004). On the basis of different

context richness levels, reach of communication, temporal structure, social cues amount and

different levels of enabled social interactivity, control and hierarchy, the authors distinguish:

wikis

blogs and microblogs (e.g., Twitter)
media-sharing sites (e.g., Flickr, YouTube)
social network sites

voting sites (e.g., Digg)

review sites (e.g., TripAdvisor, Yelp)

Among other examples of social media Mangold & Faulds (2009) mention commerce

communities (e.g., eBay, Amazon) and podcasts (e.g., iTunes), while Hoffman & Fodor

(2010) add forums and discussion boards (e.g., Google Groups). It is worth underlining that

26



social media are continuously evolving and incorporating new features, so a univocal

classification is difficult to achieve.

The number of users and the frequency of social media usage grow every year (eMarketer,
2016; Krolewski & Sala, 2016; Statista, 2017b). It is difficult to define the exact number of
social media users. One of the issues is related to the fact that in many industry research
reports the terms “social media” and “social networks” are loosely defined and used
interchangeably, leading to the inclusion of various platforms in various estimates. However,
recent estimates suggest that in January 2019, active social media users reached 3.48 billion
people, i.e., 45% of global population and 79% of global Internet users (We Are Social,
2019). Facebook and YouTube register the highest number of users (Statista, 2019). The
former with 2.27 billion monthly active users is the third most visited website worldwide
(Similarweb, 2019; Statista, 2019). 45.7% of Internet users visit Facebook and 34.1% access
YouTube at least once a day (Universal McCann, 2017).

Who are the social media users? Prior research suggests that social media usage is influenced
by users’ gender, age, education, income, e-literacy levels, personality, nationality, and
culture. There are ambiguous results regarding the prevalent gender of social media users.
This may be related to the fact that the share of men and women may vary significantly
among different types of social media. For instance, Dix, Ferguson, Logan, Bright, &
Gangadharbatla (2012) cite a study by Pew Research Center according to which 80% of
Pinterest users are female. Some research shows that men are more likely to share online
content (Hargittai & Walejko, 2008), voice their opinions online (Mangold & Smith, 2012)
and use specific social media (e.g., LinkedIn). However, a more recent research seems to
suggest that most social media users are female (Eurostat, 2017a; Grant, 2017; Statista, 2018)
and that women are more likely to trust the content on social media (Warner-Sederholm et al.,
2018). Social media users tend to be young (GlobalWeblndex, 2017; Hargittai, 2007;
Universal McCann, 2017), highly educated (Akar & Topgu, 2011), possess a higher income
(Akar & Topgu, 2011) and greater Internet skills (Leung, 2004; Zhong, Hardin, & Sun, 2011)
than the rest of the population. Prior studies also reveal that social media users are more likely
to be narcissistic (Buffardi & Campbell, 2008; Mehdizadeh, 2010; Ryan & Xenos, 2011),
extraverts (Acar & Polonsky, 2007; Ryan & Xenos, 2011; Yoo & Gretzel, 2011), open to
experiences (Correa, Hinsley, & de Zuniga, 2010; Kabadayi & Price, 2014; Yoo & Gretzel,
2011) with low need for cognition (NFC) (Zhong et al., 2011). The different personality traits
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are related to different gratifications and motivations of social media usage and its intensity

(Acar & Polonsky, 2007; Correa et al., 2010; Wagner et al., 2017).

On the basis of the U&G theory and McQuail's (1983) classification of gratifications, social
media usage motivations can be classified into six categories (Muntinga, Moorman, & Smit,
2011):

a) information (e.g., surveillance — observing one’s social environment, knowledge, pre-
purchase information or inspiration seeking)

b) entertainment (e.g., passing time, cultural or aesthetic enjoyment, relaxation, sexual
arousal or emotional release)

c) integration and social interaction (e.g., gaining a sense of belonging, seeking
support/emotional support, connecting with other people or substituting real-life
companionship)

d) personal identity (e.g., self-expression, reinforcing personal values, gaining insight
into one’s self or impression management and self-enhancement)

e) remuneration (e.g., expectation to gain rewards like economic incentives or job-
related benefits)

f) empowerment (i.e., to exert one’s influence on other people or companies)

Narcissistic people may use social media mainly for self-expression and self-enhancement
(Buffardi & Campbell, 2008; Mehdizadeh, 2010; Ryan & Xenos, 2011). Extraverts may be
more likely to engage in social interactions (Acar & Polonsky, 2007; Ryan & Xenos, 2011).
Curiosity and novelty-seeking which characterize people who are open to experiences (Correa
et al.,, 2010) may suggest that information can be an essential gratification for this group,
while low need for cognition may be related to the social media use driven by searching for

entertainment.

Literature to date distinguishes different typologies of social media users. For instance, on the
basis of exchange and communal relationship orientation, Mathwick (2002) identifies
Transactional Community Members, Socializers, Personal Connectors and Lurkers. While
Lurkers stay on the sidelines and observe, Transactional Community Members and
Socializers contribute to online relationships and provide feedback to online conversations.
An example of a different classification is the one developed by Li & Bernoff (2008) who

distinguish: Inactives, Spectators, Joiners, Collectors, Critics, and Creators.
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The main point is that some authors suggest that there are typical behaviors that distinguish
groups of social media users. Definitely social media user classifications provide an
interesting observation of user types. However, as people often engage in multiple roles, they
can be considered oversimplifications of reality and behavior classifications may be more
accurate (Muntinga et al., 2011). Three types of user behavior on social media can be
distinguished (Shao, 2009):
- consuming (viewing, watching or reading content without participating; commonly
referred to as “lurking”)
- participating (interacting with users or content; e.g., ranking the content, posting
comments, sharing it with others)

- producing (creating and publishing content)

These interdependent behaviors represent a path of a gradual involvement in social media.
Indeed, the U&G theory predicts different levels of audience activity that range from low to
high levels of involvement (Ruggiero, 2000). It has been found that most users consume
social media without participating or producing (Daugherty, Eastin, & Bright, 2008; Shao,
2009; Yoo & Gretzel, 2011). According to the widely referenced 90-9—1 rule by Jakob
Nielsen (2006), 90% of users are lurkers, 9% of users contribute from time to time, and only
1% contribute frequently. The differences in content created are so high that 1% of the users

create 90% of the content (Nielsen, 2006).

Academic literature to date suggests that people consume social media mainly for information
and entertainment, participate in them for integration and social interaction and produce
content to create the personal identity (Daugherty et al., 2008; C. S. Lee & Ma, 2012; Shao,
2009). Information, entertainment, social interactions, and self-status seeking are the main
gratifications of using social media (GlobalWeblIndex, 2018¢; C. S. Lee & Ma, 2012; N. Park,
Kee, & Valenzuela, 2009). The crucial role of entertainment as the gratification of media
consumption has been confirmed since the early studies in the field of communication
research, “escape” from reality is the central theme (Katz, 1959). In a recent study, Universal
McCann (2017) confirms that Internet users are more likely to share entertaining than useful

content.

It is worth pointing out that the usage motivations may differ by social media types. For

example, entertainment may be particularly relevant for content communities like YouTube
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(Shao, 2009; Wyrwisz & Zydek, 2016), while integration and social interaction may be
particularly relevant for social networks (Oh & Syn, 2015; W. S. Tsai & Men, 2013; Yoo &
Gretzel, 2011). As new social media and content types continue to emerge, motivations to use
them carry on expanding. However, it can be argued that all of them can be explained on the

basis of the same well-established U&G approach.

Considering the enormous reach and frequency of social media usage, it is not surprising that
social media are widely used in marketing. The importance of social media grows year on
year. They accounted for 12% of marketing budgets in February 2018 and are expected to
expand by 71% in next five years (Moorman, 2018; Szewczyk, 2015). Social media
marketing can be defined as “the utilization of social media technologies, channels, and
software to create, communicate, deliver and exchange offerings that have value for an

organization’s stakeholders” (Tuten & Solomon, 2015, p. 21).

Two streams of academic research on social media marketing can be distinguished: the first
investigating the audiences’ perspective and the second, nascent one, investigating the

businesses’ perspective (Tafesse, 2015).

The first stream is focused on antecedents and consequences of consumers’ brand
engagement in social media. Almost 40% of Internet users follow brands on social media
(GlobalWeblIndex, 2018c; Universal McCann, 2017). From the U&G perspective, it is
important to underline that consumers volitionally choose to follow brands on social media
and that they can actively participate in the communication process with brands (Szewczyk,
2015). Davis, Piven, & Breazeale (2014) argue that emotional connection with a brand can act
as motivation for participation in brand communities in social media. However, in line with
the general dominant behavior on social media mentioned before, most consumers do not
interact with brands in an active way (Schivinski & Brzozowska-Wos, 2015; W. S. Tsai &
Men, 2013). A recent study by GlobalWeblndex (2018b) reveals that only 19% of social
media users ask questions, 16% share brand posts, and 15% upload a photo or a video to a
brand page. The engagement is usually limited to becoming a fan of a brand page and reading
brand posts, user comments or product reviews (Schivinski & Brzozowska-Wos, 2015; W. S.
Tsai & Men, 2013). Users consume brand-related information on social media mainly driven
by information, entertainment and remuneration motivations (Brzozowska-Wos, 2013;

Muntinga et al., 2011; W. S. Tsai & Men, 2013). According to another recent study by
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GlobalWeblIndex (2018c), 42% of Internet users search for information on products and
brands in social media. Bartosik-Purgat, (2016) reveals that on social media users mainly
search for information about mobile phones and computers. Specific motivations for
contributing to and producing brand-related content will be described in the section focused

on eWOM in social media.

As far as the consequences of consumers’ brand engagement in social media are concerned,
academic literature to date shows that marketing communication in social media positively
influence consumers’:
- brand attitude (Schivinski & Dabrowski, 2016; Szewczyk, 2015)
- emotional attachment and relationship with the brand (Dholakia & Durham, 2010;
Hudson, Roth, Madden, & Hudson, 2015; H. Park & Kim, 2014)
- trust toward the brand (Gamboa & Gongalves, 2014; Laroche, Habibi, & Richard,
2013; Szewczyk, 2015)
- positive word-of-mouth (Dholakia & Durham, 2010; Hudson et al., 2015; H. Park &
Kim, 2014)

All these consequences confirm the relevance of examination of marketing communication in
social media and the latter evidence is particularly relevant for this study. Prior studies
confirm that marketing communication in social media has an impact on WOM and this study

further examines this influence. WOM can be a goal and effect of marketing communications.

The second stream of academic research focused on businesses’ perspective includes two

main topics: social media adoption and content strategy.

Factors related to social media adoption by companies include (Tafesse, 2015):
- internal factors (such as organization size, country, product category, internal
orientation, and marketing strategy)
- external factors (such as competitive pressures, changing demographics and evolving

customer needs)

Social media adoption is higher in B2C than in B2B companies, especially in those offering
services (Michaelidou, Siamagka, & Christodoulides, 2011; Moorman, 2018; Swani, Brown,

& Milne, 2014).
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Social media are considered to be an essential element in marketing communications (A.
Kumar, Bezawada, Rishika, Janakiraman, & Kannan, 2016; Mangold & Faulds, 2009;
Wiktor, 2013) which, from the business perspective, influences brand awareness, brand image
and product sales (Brzozowska-Wo$, 2013; Facebook, 2018; Skowron & Skrzetuski, 2015).

The main advantages of social media for companies include (Mazurek, 2019):

a very high reach

- the possibility to rapidly grow brand awareness and inform customers about new
products

- cost advantage in comparison to other media

- measurability of results and the possibility to reach highly engaged customers

Companies increasingly adopt social media mainly by setting up a company’s profile, brand
pages and distributing paid ads (Tafesse, 2015). Social media drive the growth of the Internet
share in advertising spending (IAB Europe, 2018; Statista, 2015). Advertising on social media
can be well-targeted and obtain higher CTR than display advertising in other channels
(Szewczyk, 2015). 24% of social media users click on sponsored posts (GlobalWeblndex,
2018b). In US 90% of companies over 100 employees (Statista, 2017c) and 77.6% with less
than 100 employees (BIA / Kelsey, 2016) use social media for marketing purposes. However,
in the EU only less than half (45%) of enterprises with over ten employees use social media
(Eurostat, 2016b) and only 18% advertise on the Internet and use social media (Eurostat,
2016a). It suggests that European companies do not fully exploit the potential of social media,
even if in the EU 56% of individuals participate in social or professional networks (Eurostat,
2017a) and 32% of European Internet users trust ads on social networks (The Nielsen
Company, 2015). It is worth reminding that marketing communication in social media is not
equivalent to promotion. It is a dialogue that is not only product-related and addressed to a
broad group of stakeholders not limited to the current and potential customers. For instance,
social media can be used in employer branding or internal communications (Andrzejewska,

2013; Deloitte, 2012).

Apart from marketing communications, to a lesser extent, marketers use social media for
market research (Deloitte, 2012; Moorman, 2018; Mostafa, 2013), customer relationship
management (Eisingerich, Chun, Liu, Jia, & Bell, 2015; Hennig-Thurau, Hofacker, &
Bloching, 2013; Malthouse, Haenlein, Skiera, Wege, & Zhang, 2013) and product
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development (Berthon, Pitt, Plangger, & Shapiro, 2012; Palacios-Marqués, Merig6, & Soto-
Acosta, 2015; Roberts & Candi, 2014). Moreover, the advent of social commerce and in
particular the continuous development of e-commerce features in social networks suggest that
social media will be always more important for product sales (GlobalWeblIndex, 2018c; Liang
& Turban, 2011; X. Lin, Li, & Wang, 2017). Prior research shows that social media users are
more likely to purchase online (The Nielsen Company, 2016) and mass implementation
shoppable-videos (Mazurek, 2019), as well as other features (e.g., shop section and product
tags in photos on Facebook pages), will facilitate and popularize product purchase directly

from social media.

Despite bringing many opportunities, social media diffusion is also related to some threats
and difficulties that companies need to face. As in social media content is created by users,
companies lose control over marketing communications (Kotler et al., 2017; Mazurek, 2016;
Schivinski & Dabrowski, 2016). Consumers are always more influential on brands they talk
about (Muntinga et al., 2011; Schivinski & Dabrowski, 2016). It brings even more risk,
considering that many companies still do not monitor social media and do not engage in user
conversations (Deloitte, 2012; Szwajca, 2017; W. S. Tsai & Men, 2013). Among the
companies that actively manage social media, one of the major difficulties is related to the
measurement of the effectiveness and efficiency of the activities (WOMMA, 2014), which is
a general problem in marketing management (Karasiewicz, 2007). Although, performance
metrics and measurement guidelines have been developed in academic literature (Hoffman &
Fodor, 2010; Lemanowicz & Ganko, 2014; Mazurek, 2016), in practice the number of brand
page fans is used as a common (and often the only) measure of effectiveness (Michaelidou et
al., 2011). Most marketers are not able to show the quantitative impact of social media

marketing on business (Michaelidou et al., 2011; Moorman, 2018).

Content strategy has a crucial role in online community engagement (Chauhan & Pillai,
2013). The growing importance of content in marketing communications due to the rise of
social media, led to the distinction on “content marketing” (Lamberton & Stephen, 2016) - a
marketing approach focused on creating and distributing valuable, relevant content to a
defined target group (Content Marketing Institute, 2015; Kotler et al., 2017). However, in line
with D. E. Schultz (2016), it is argued that the attempts to distinguish very specific elements
of marketing communications lead to increasing confusion in academic research, rather than

“rational discussion and development” (D. E. Schultz, 2016, p. 277). The focus of the extant
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academic research is the influence of content strategy on user response in terms of liking,
commenting and sharing brand posts. These actions are used mainly as measures of user
engagement (Dhaoui, 2014; Luarn, Lin, & Chiu, 2015; Pletikosa Cvijikj & Michahelles,
2013), brand post popularity (De Vries, Gensler, & Leeflang, 2012; Sabate, Berbegal-
Mirabent, Canabate, & Lebherz, 2014; Swani & Milne, 2017) and, to a lesser extent, as
measures of eWOM (B. Shen & Bissell, 2013; Swani, Milne, & P. Brown, 2013; Tafesse,
2015). Content analysis is a widely applied research method in these studies. Table 1
illustrates prior studies that used this method on Facebook. Specific findings of these studies
are used as the basis for the development of research hypotheses and are described in the

following chapter.

Vividness, interactivity and content type have been the main characteristics investigated in

prior research with mixed findings (Tafesse, 2015).

Vividness (also referred to as richness) can be a feature of the medium or the content and
represents its ability to stimulate different senses and depict a situation in ways that
approximate reality (Steuer, 1992; Tafesse, 2015). At the level of medium, videos are more
vivid than images, and images are more vivid than text. For instance, TV is more vivid than
the press (Luarn et al., 2015; Tafesse, 2015). Content vividness can be enhanced by using
dynamic animations or videos, audio, contrasting colors, images and links to other websites
(Coyle & Thorson, 2001; Sabate et al., 2014). The more vivid the medium and content, the
richer the audience’s experience (Coyle & Thorson, 2001). However, some studies report a
positive effect of vividness on user response (Pletikosa Cvijikj & Michahelles, 2013), others a

negative effect (e.g., Vaiciukynaite, Massara, & Gatautis, 2017).
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Table 1. Content analysis on Facebook

NUMBER
NUMBER ADDITIONAL DEPENDENT ANALYSIS
AUTHORS INDUSTRY OF POSTS OJ;jgﬁng INDEPENDENT VARIABLE VARIABLE VARIABLE METHOD MAIN RESULTS
Food and - .. . ..
e Post characteristics (vividness, interactivity) | e Day of the week . . .
De Vries et beverage., apparel, e Content (information, entertainment) e Message length of Brand post p op ularity OLS The 1.nFera.ct1V1ty of brand posts has
accessories, 355 11 .. (number of likes and . a positive influence on the number
al. (2012) beauty, consumer e Position of brand posts brand post comments) regression of comments
electro’ni s e Valence of comments e Product category ’
Pletikosa o Content type (entertainment, information, User engagement . ..
Cvijikj & Food and beverage 5,035 100 remuneration) Brand category (likes ratio, bNifl%?rtlli‘;T Eln tﬁztsiln:)I;i;‘;nitEgLZiScé}fn user
Michahelles g ’ e Media type (vividness, interactivity) (manufacturer/retailer) comments ratio, regression eng age rg ent
(2013) e Posting time (workday, peak hours) shares ratio, duration) g gag ’
¢ B2B/B2C (moderating
variable) The emotional appeal of brand
Swani et al. | Various (Fortune 1.143 193 e Message strategy (corporate branding, e Products/Services WOM (number of HLM analvsis posts has a positive influence on
(2013) 500 companies) ’ emotional content, calls to purchases) (moderating variable) | likes) Y the number of likes. Calls to
o Message time purchase are ineffective.
e Number of fans
¢ Content type (text, image, video, link)
¢ Frequency of posts User engagement
C.h aL}han & Higher education 1,440 10 e Posting day (number of likes and | MANOVA User engagement depends on the
Pillai (2013) . content type.
o Content context (about college, alumni news, comments)
students’ news, business news, etc.)
e Post type (event, product, promotion,
Shen & entertainment, other) ¢WOM (number of Entertaining content is the most
Bissell Beauty 469 6 * Post time likes, comments and ANOVA frequently used. Surveys receive
(2013) e Reference to other channels shares) more cgrpments than other types of
e Media (picture, video, newspaper, magazine, entertaining content.
other)
Images have a positive influence
Sabate o al. . Cf)ntent richness (picture, Vldeg, link) « Length of the post Content pOpltllaI‘lty OLS on the number.of likes and
(2014) Travel 164 5 e Time frame (day of the week, time of o Number of fans (number of likes and regression comments, while the presence of
publication) comments) links has a negative influence on
the number of comments.
¢ Content type (information, community
building and dialogue, fundraising and sales, User reactions e ANOVA Community-building and dialogue,
Saxton & N fit photo, etc.) ( ber of lik Negati as well as call-to-action messages
Waters orOI;_npirz(;tlions 1,000 100 e Number of fans crél;lnnrlng; t(; arll des, ¢ b.ega I,VT attract more likes and comments,
(2014) & ¢ Organizational age shares) rnomia however users are more likely to
¢ Organizational size regression share informational messages.
e Industry
. User engagement “Pedigree” has a positive influence
Automotive, . (endorsement rate, on the endorsement rate, “Paucity”
. apparel, beauty, o Post message (Performance, Pedigree, e Content form (status . S
Dhaoui . . . feedback rate, Multiple has a positive influence on the
hotels, watches 2,355 51 Paucity, Persona, Public figures, Placement, update, link, photo, . .
(2014) and iewel Public relati d Prici id conversation rate, regression feedback rate. Both messages on
a XJ brr;]n ds) ublic relations, and Pricing) video) and recommendation “Performance” and “Paucity” drive
uxury rate) recommendations.
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Tafesse

o Post characteristics (vividness, interactivity,

e Fan number

eWOM (number of

OLS

Brand post vividness has a positive
influence on the number of shares.

(2015) Automotive 191 5 novelty,. brand con51s.te.ncy,.content pre - . Post.lng date likes and shares) A, Brand post. qove}ty and consistency
transactional, entertaining, informational) e Vehicle category have a positive influence on the
number of likes and shares.
Links and content of high
¢ Media type/content form (vividness level, User engagement interactivity have a positive

Luarn et al interactivity level) (number of likes influence on user engagement.

’ Various 1,030 10 . . . ’ ANOVA Social posts have a positive

(2015) ¢ Content type (entertainment, information, comments and .

: . influence on the number of
remuneration, social) shares) .
comments and entertainment posts
on comments and shares.

Kim, Spiller, Media type (text, photo, video) e Frequency (C;I(])Jr;sl%rer;e; fr fii(pe osnse f:s()t(?r?sreescteﬁ;/rel EZZSCOEZT;C;H

& Hettche Various 1,086 92 Content orientation (task, interaction and e Brand category ’ MANCOVA P !

. comments and responses vary according to brand

(2015) self-oriented) ;

shares) categories.
.D. Post ch teristi ivi ints tivit Post length i i . .

C.D Apparel and food ost characteristics (vividness, interactivity) | e Post leng Brand interactions OLS Brand post interactivity has a

Schultz . 792 13 Content types e Number of fans (number of likes, . .. . .

retail .. regression positive effect on interactions.

(2017) Timing o Industry comments, shares)

Message strategy (informational, Sensory and visual features of
. User engagement . .
. transformational) . brand posts drive user likes,

Kim & L (number of likes, . . .

Message form (text, photo, audio, video) OLS rational and interactive features

Yang N/A 600 20 comments and . .

(2017) Message type (created, shared) shares) regression drive comments, and sensory,
Message interactivity (solicitation of visual, and rational features drive
response) shares.

. The presence of corporate brand

. . e Goods / Services . . .
Swani & . Branding (corporate name, product name) . . Content popularity names, informational cues,
. Various (Fortune . . (moderating variable) . . . .
Milne, . 1,467 213 Message appeal (functional, emotional) (number of likes and | HLM analysis functional and emotional appeals
500 companies) L . . e Number of fans . .
(2017) Content vividness (image, video) . comments) in brand posts increase the
e Message time .
popularity of B2B brand posts.

Vaiciukynait V1V1dn§s§ (tex.t > IAge, hnks,.V1deo) . Consumer sociability
Interactivity (links, call to action, questions, . . .

e, Massara, . behavior (number of Brand posts with photos receive

. Hotels 144 N/A and quizzes) . ANOVA . .

& Gatautis Emotionalit ber of i d likes, comments and the highest number of likes.

(2017) motionality (number of emoticons an shares)
emoji, valence)

e Message length . .

Waener et ¢ Pictures glse;g:rere;cltifens OLS Different post appeals have a

£ Automotive 1,948 10 Brand post appeal (utilitarian, emotional) ¢ Video ! © ’ . different impact on user

al., (2017) comments and regression . .

e Day of the week interaction.
shares)
e Shared posts

Ta.fesse & Various ’ Message strategy (informational, o Industry Consumer behavioral e MANCOVA Transformati(.)nal message strategy

Wien, (Interbrand’s Best 290 20 transf tional and interactional e Number of fans engagement (number « ANOVA and photos stimulate consumer

(2018) Global Brands) ransformational and interactional) e Media types of likes and shares) behavioral engagement.

Gavilanes, Content categ?ry (newt P roc(iiuctt disol e Day of the week ?rig;tacltr::::tlzrr?errnber Brand posts related to sweepstakes,

Flatten, & - announcemetyt, current product Gisp ay, e Time of day gagement (hu ¢ MANOVA sales and customer feedback have

Retail 943 1 sweepstakes and contests, sales, customer . of clicks, likes, . L

Brettel . . . e Metrics for the e ANOVA a positive influence on digital
feedback, infotainment, organization . comments, and

(2018) negative response consumer engagement.

branding)

shares)

Source: own elaboration
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Interactivity is defined as “the degree to which two or more communication parties can act on
each other, on the communication medium, and on the messages and the degree to which such
influences are synchronized” (Yuping Liu & Shrum, 2002, p. 54). In other words, it describes
the ability to facilitate real-time interaction between the sender of a message and the receiver
(Tafesse, 2015). Like vividness, interactivity can apply to the medium or content. At the level
of medium, for instance the Internet is a more interactive medium than the press. Interactive
content may include external links, hashtags, questions, voting, call to actions, contests and
quizzes (De Vries et al., 2012; Luarn et al., 2015; C. D. Schultz, 2017). Academic literature to
date shows inconclusive findings regarding the influence of content interactivity on outcome
measures. Some studies report a positive effect of content interactivity on user engagement
(Luarn et al., 2015), others a negative effect (Pletikosa Cvijikj & Michahelles, 2013; Tafesse,
2015; Vaiciukynaite et al., 2017). This may be related to the complexity of brand posts and
the fact that, as they often include links, they may drive users away from the brand page to
other websites (C. D. Schultz, 2017; Tafesse, 2015).

The influence of specific content types is discussed in the following chapter.

It should be noted that the inconclusive findings of prior research on the influence of content
strategy on user response may be caused by different measurement approaches (Pletikosa
Cvijikj & Michahelles, 2013; Tafesse, 2015) and operationalization of variables. For instance,
some researchers classify brand posts including external links as vivid (Sabate et al., 2014),
others as interactive (De Vries et al., 2012; Tafesse, 2015), still others as both (Luarn et al.,
2015; Pletikosa Cvijikj & Michahelles, 2013; C. D. Schultz, 2017; Vaiciukynaite et al., 2017).
Other researchers in the same study classify highly interactive content (e.g., questions and
messages intended to elicit interactions) as a content type and a media type (Luarn et al.,
2015) and obtain different results for each classification. In general, research so far is largely

inconclusive as to the impact of content strategy on user response.
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1.3. Word-of-mouth
In 1954, Fortune magazine published an article entitled “The Web of Word of Mouth” by
William H. Whyte, Jr. giving origin to a new term in business research (Kimmel & Kitchen,
2014). Whyte (1954) describes an interesting phenomenon related to new products on the
American market — room air conditioners. The author observes that in urban neighborhoods
the appliances (mounted in front windows) are distributed in clusters of homes, rather than
randomly. Furthermore, antennas on rooftops indicate a similar distribution pattern for
televisions. Whyte (1954) concludes that the possession of such goods reflects social
communication patterns within the neighborhoods — people who talk together about products
and services influence each other and show similar purchase behaviors. One year later,
“Personal Influence” — the book by Katz & Lazarsfeld (1955) set the stage for all subsequent
studies on the role of personal influence in mass communication. Katz & Lazarsfeld (1955)
claim that certain people are “opinion leaders” who intercept, interpret and diffuse messages

b

from the media. The authors introduce a “two-step flow” model of communication — the

message first flows from mass media to opinion leaders and then in informal conversations

from the opinion leaders to their personal networks.

Table 2 presents various definitions of WOM.

Table 2. Definitions of WOM

AUTHOR WOM DEFINITION KEYWORDS

person-to-person

“Oral, person-to-person communication between a receiver and L
communication, non-

Arndt (196 . . . .
dt (19676, p a communicator whom the receiver perceives as non-

3) . . . commercial, concerning a
commercial, concerning a brand, a product, or a service brand, a product, o a service
9 ¢
. . informal communication,
“Informal communications directed at other consumers about . i
Westbrook directed at other consumers,

the ownership, usage, or characteristics of particular goods and

(1987, p. 261) services and/or their sellers”

about goods and services
and/or their sellers

“Exchange of comments, thoughts, and ideas among two or among individuals, none the
Bone (1992, p. L2 . . o o
579) more individuals in which none of the individuals represent a | individuals represent a
marketing source” marketing source

o . assed on from one person
“A message about an organization’s products or services or P P

harlett SR . to another, about an
Charlett, about the organization itself. Usually WOM involves comments R
Garland, & Marr . . . organization’s products or
about product performance, service quality, trustworthiness, and .
(1995, p. 42) . - services or about the
modus operandi, passed on from one person to another N
organization itself
informal communication,
Anderson (1998, “Informal communication between private parties concerning | between private parties,
p. 6) evaluations of goods and services” evaluations of goods and

services
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Blackwell,
Miniard, &
Engel (2001, p.
404)

“Informal transmission of ideas, comments, opinions, and
information between two or more individuals, neither one of
which is a marketer”

informal, between
individuals

Silverman
(2005, p. 193)

“Positive or negative communication of products, services, and
ideas via personal communication of people who have no
commercial vested interest in making that recommendation”

communication of people,
no commercial vested
interest, communication of
products, services

Carl (2006, p.
605)

“Informal, evaluative communication (positive or negative)
between at least two conversational participants about
characteristics of an organization and/or a brand, product, or
service that could take place online or oftline”

informal, between at least
two participants, evaluative
communication, about an
organization and/or a brand,
product, or service

East, Hammond,

“Informal advice passed between consumers. It is usually

informal, between

& Lomax (2008 . . . L . consumers, lacking in
( ’ interactive, swift, and lacking in commercial bias” S, Jacking
p. 215) commercial bias
Petrescu & w . .. unpaid, consumer-to-
Unpaid verbal consumer-to-consumer communication, S
Korgaonkar consumer communication,

(2011, p. 216)

regarding a brand or product”

regarding a brand or product

Barreto (2014, p.

“An oral or written communication process, between a sender
and an individual or group of receivers, regardless of whether

637 ¢ . . . .
) they share the same social network, with the purpose of sharing informal, communication
and acquiring information, on an informal basis”
Standing,
Holzweber, & “The process of conveying information from person to person,
. . person to person
Mattsson (2016, both online or offline
p. 722)
Baker, Donthi . . . . . .
& K?J;naro(Z 011176 “An interactive exchange of information between two or more | not commercially motivated,
p. 226) ’ consumers that is not commercially motivated” between consumers

Source: Own elaboration

The key elements that emerge from the definitions are interpersonal communication, its
informality, non-commercial character and commercial content related to products, services or
organizations. Drawing on extant definitions, in this study, WOM is defined as informal,
interpersonal communication between two or more individuals about a brand, product, service

or an organization.

WOM includes product-related discussion, sharing brand content, direct recommendations
and mere mentions of products, services and their sellers (Berger, 2014). It is worth
underlining that WOM includes two different behaviors and thus can be analyzed from two

different perspectives: opinion giving and opinion seeking.

The valence of WOM can be positive, negative or neutral. While positive WOM (PWOM)
encourages product or service choice, negative WOM (NWOM) discourages it (East et al.,

2008). The neutral WOM provides the recipient with descriptive information without any
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evaluative direction (Purnawirawan, De Pelsmacker, & Dens, 2012). One of the popular
metrics of people’s intention to provide PWOM is net-promoter score (NPS) based on the
question “How likely is it that you would recommend our company to a friend or colleague?”
and calculated by subtracting the percentage of “detractors” (extremely unlikely to
recommend) from the percentage of promoters (extremely likely to recommend) (Reichheld,
2003, p. 1). Academic research that distinguishes between positive and negative WOM is
focused on comparative analysis of their volume (i.e. on answering the questions: Are
consumers more likely to spread positive or negative opinions? Which type of WOM is
dominant in a marketplace?), their impact, motivations (i.e. Why and when do consumers
spread positive and negative opinions?) and senders. For most of these streams there are some
common believes which researchers try to verify with mixed findings (Angelis, Bonezzi,

Peluso, Rucker, & Costabile, 2012).

Despite the common belief that consumers are more likely to spread NWOM than PWOM
(Angelis et al., 2012; Kimmel & Kitchen, 2014) prior research does not provide strong
support for that belief. Some scholars claim that “people are three to 10 times more likely to
tell others about a negative experience than a positive one” (Silverman, 1997, p. 33).
Donavan, Mowen, & Chakraborty (1999) confirm that negative messages are more likely to
be spread. Anderson (1998) reports that dissatisfied customers engage in greater WOM than
satisfied customers but underlines that “in a sizable proportion of cases, the difference
between the two is probably not significant” (Anderson, 1998, p. 15) and that the common
suppositions concerning the size of the difference are exaggerated. According to Silverman
(1997), the ratio is around 3:1 in favor of NWOM, however, East, Hammond, & Wright
(2007) analyze 15 product categories and find the same average ratio in favor of PWOM. For
instance, they report that for luxury brands the incidence of given PWOM exceeds 5.1 times
that of NWOM (East et al., 2007). More recent findings obtained via Keller Fay Group's
TalkTrack (a tool developed to monitor WOM), show that 62% of WOM is positive and only
9% negative (Baker et al., 2016). Tkaczyk (2018) reports that Polish consumers are more
likely to spread PWOM than NWOM. Moreover, since in competitive markets products that
cause dissatisfaction are not likely to survive and on average 83% of customers are satisfied
(Peterson & Wilson, 1992), it is reasonable to suppose that PWOM is more frequent than
NWOM. In addition, as consumers control what products or services they buy, positive
information about their choices can signal competence, while negative information can signal

incapacity. Self-enhance motivation can lead consumers to generate positive WOM about
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their own consumption experiences and only transmit NWOM about others’ experiences
(Angelis et al., 2012). To conclude, it is reasonable to suppose that PWOM is more prevalent
than NWOM (East et al., 2007; Kimmel & Kitchen, 2014).

Another common belief is related to the higher impact of NWOM (East et al., 2008). Again
empirical findings are mixed (Kimmel & Kitchen, 2014). Some research reports that the effect
of NWOM on product evaluations (Weinberger & Dillon, 1980) and purchase intentions
(Arndt, 1967a; Baker et al., 2016) is greater than that of PWOM. This may be related to the
expectancy of favorable information. NWOM is infrequent, surprising, it draws more
attention, and it can be considered more useful than PWOM (Fiske, 1980; Mizerski, 1982).
On the other hand, other studies indicate that the effect of PWOM on purchase intentions is
greater than that of NWOM (East et al., 2008). In sum, PWOM may have a greater impact
than NWOM, the results of extant studies do not allow to draw a univocal conclusion

(Kimmel & Kitchen, 2014).

The third common belief states that satisfactory experiences drive PWOM and negative
experiences drive NWOM (Kimmel & Kitchen, 2014). In part, this belief derives from prior
research showing higher frequencies of WOM for extremely satisfied or dissatisfied
consumers (e.g., Anderson, 1998). However, a growing body of research shows that WOM
can be driven by opportunities and other ego- and social-related motivations (Kimmel &
Kitchen, 2014). In a widely cited study by Dichter (1966), the author claims that consumers
do not talk about products or services unless they “get something out of it” (Kimmel &
Kitchen, 2014). People are driven by four different motivations to spread PWOM (Dichter,
1966; Sundaram, Mitra, & Webster, 1998):
- product-involvement (experience with the product, excitement)
- self-involvement (gratification of emotional needs, including self-enhancement and
reassurance)
- others-involvement/altruism or desire to help the company (i.e., the need to “give”
something to the other person or company)
- message involvement (stimulated by product promotion not necessarily by direct

consumer experience with the product)

Regarding the latter, Graham & Havlena (2007) find that online advertising is the primary

driver of offline brand discussion. Also NWOM is driven by four motivations: vengeance
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(against a company because of negative experiences), anxiety reduction (to vent anxiety,
anger and frustration), altruism (to warn other people) and advice seeking (to resolve
problems) (De Matos & Rossi, 2008; Sundaram et al., 1998). In sum, customer satisfaction
appears to be less important than other factors driving WOM (East et al., 2007; Kimmel &
Kitchen, 2014; Mangold, Miller, & Brockway, 1999).

Last but not least, there is a common belief that satisfied customers always spread PWOM
and dissatisfied customers always spread NWOM (Kimmel & Kitchen, 2014). Empirical
research shows that such an assumption would be an oversimplification of complex
determinants of positive and negative WOM. For instance, prior research shows that
depending on the characteristics of WOM recipients, the same people can disseminate both
positive and negative opinions on the same products or services (East et al., 2007; Kimmel &
Kitchen, 2014). For instance, the same person can recommend an ideal holiday destination for
practicing sports to a sportsman and not recommend it when talking to a person traveling with
children. There is also evidence that people who spread NWOM are 3.5 times more likely to
spread PWOM (although, importantly, not necessarily about the same brand) (East et al.,
2007). Independently from being satisfied or not, some people enjoy advising others of new
products or services. They are sometimes referred to as “market mavens” - "individuals who
have information about many kinds of products, places to shop, and other facets of markets,
and initiate discussions with consumers and respond to requests from consumers for market
information" (Feick & Price, 1987, p. 85). Prior research seems to suggest that market mavens

are more likely to be female (Higie, Feick, & Price, 1987).

In addition, it is worth mentioning that PWOM is usually about brands consumers own in a
given moment, while NWOM is usually referred to past brands or these that have never been
owned (East et al., 2007). Furthermore, the volume of PWOM and sometimes NWOM is
positively related to market share (East et al., 2007), which is also important from the research
perspective — the examination of brands with a high market share may allow obtaining a high

amount of data for the analysis.

While recognizing the important role of WOM in marketing communications, marketing
practitioners show a growing interest in WOM (Kimmel & Kitchen, 2014; Plummer, 2007).
This interest is related to the evidence that WOM can be both an advertising impact measure

and a highly credible driver of product sales (Plummer, 2007). The growing importance of
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WOM is a result of “demand-side factors” related to WOM seeking behavior (growing
diversity and complexity of products, growing information available on the Internet,
diminishing trust toward traditional media) and “supply-side” factors related to WOM giving
behavior (growing volume of interpersonal communication due to technological
developments, faster diffusion of information, lower cost of wusing interpersonal
communication channels and easier aggregation of interpersonal communication) (Godes et
al., 2005; Plummer, 2007). For instance, through mobile apps of review sites like Tripadvisor
o Yelp, users can easily provide restaurant reviews almost in real-time, and other users can

easily access a large number of reviews in one place before choosing a restaurant.

There is evidence that WOM is a primary source of information for consumers when they
make buying decisions (Chevalier & Mayzlin, 2006; East et al., 2007; Kimmel & Kitchen,
2014). WOM is particularly important when there is a high involvement of a consumer
(Dwyer, 2007), when decisions are related to new (Bone, 1992; Derbaix & Vanhamme, 2003;
Moldovan, Goldenberg, & Chattopadhyay, 2011), complex, high risk products (Brzozowska-
Wos$ & Schivinski, 2017), those bringing intangible benefits (De Bruyn & Lilien, 2008) and
services (Hogan, Lemon, & Libai, 2004; Murray, 1991; Sweeney, Soutar, & Mazzarol, 2008).
WOM not only reduces the risks related to products (functional and financial risks) but also
risks related to consumers (psychological risks) and their interaction with the social

environment (social risks) (Buttle, 1998; v. Wangenheim & Bayoén, 2004).

On the basis of U&G theory, Grunig (1979) argues that people use media to obtain
information needed to face everyday life situations. Since early U&G studies, mass media
influence has been compared with personal influence, revealing the weaker role of the former

(Ruggiero, 2000).

Random conversations about brands are now more credible than targeted advertising
campaigns. Social circles have become the main source of influence, overtaking
external marketing communications and even personal preference. Customers tend to
follow the lead of their peers when deciding which brand to choose. (Kotler,

Kartajaya, & Setiawan, 2017, p. 7)

It is agreed upon in academic literature that WOM has a much greater impact on consumers

than traditional modes of marketing communication (King, Racherla, & Bush, 2014; Packard
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& Berger, 2017; Trusov et al., 2009). In one of the first studies on WOM, Katz & Lazarsfeld
(1955) claim it is “two times more effective than radio advertisements, four times more than
personal selling, seven times more than print advertisements” (Trusov et al., 2009, p. 92). It is
attributed to the fact that WOM is perceived as the most trustworthy source of information
(Chu & Kim, 2011; Mangold & Faulds, 2009; The Nielsen Company, 2015). Cho, Huh, &
Faber (2014) reveal that if a message comes from a trusted sender, the trust toward advertiser

becomes less important.

Recommendations are an important value that companies obtain from customers (Doligalski,
2013). Numerous studies confirm the positive impact of WOM on product awareness (Engel,
Blackwell, & Kegerreis, 1969; Sheth, 1971), consumer expectations (Anderson & Salisbury,
2003), pre-usage attitudes (Day, 1971; Godes & Mayzlin, 2004; Herr, Kardes, & Kim, 1991),
post-usage judgements (Bone, 1995; Burzynski & Bayer, 1977; Senecal & Nantel, 2004) and
sales (Chevalier & Mayzlin, 2006; Dellarocas, Zhang, & Awad, 2007; Godes & Mayzlin,
2009). Customers acquired through WOM add nearly twice as much long-term value to the
company compared to customers acquired through traditional marketing efforts (Villanueva,
Yoo, & Hanssens, 2008). A referred customer is approximately 25% more valuable than a
non-referred customer and referred customers are more likely to bring additional customers
through their own WOM (Schmitt, Skiera, & Van den Bulte, 2011). In addition, prior research
reveals that giving recommendations to others improves customers’ loyalty, thus stimulating
WOM seems not only useful for gaining new customers but also for keeping the current ones
(Garnefeld, Helm, & Eggert, 2011; Ryu & Feick, 2007). Moreover, by encouraging PWOM,
marketers can reduce marketing communications expenditure (Holmes & Lett, 1977; Kotler et

al., 2017), because marketing messages are conveyed by consumers.
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1.3.1. Electronic word-of-mouth
By facilitating and accelerating the diffusion of information, the advent of the Internet and
social media has broadened the reach of WOM (Chu & Kim, 2018; De Bruyn & Lilien, 2008;
Ertimur & Gilly, 2012). Currently the term “word-of-mouth” includes a more common
traditional (offline) word-of-mouth (hereafter “traditional WOM”) and Internet-facilitated
electronic word-of-mouth (hereafter “eWOM?”) also referred to as “word-of-mouse” (J.
Brown, Broderick, & Lee, 2007; Kimmel & Kitchen, 2014; Steffes & Burgee, 2009). eWOM
is defined as “any positive or negative statement made by potential, actual, or former
customers about a product or company, which is made available to a multitude of people and
institutions via the Internet” (Hennig-Thurau, Gwinner, Walsh, & Gremler, 2004, p. 39). This
definition is widely used and generally acknowledged in academic literature. However, it is
worth mentioning that various studies classify traditional WOM and eWOM in different ways,
not always consistent with this definition. On one hand, according to the definition eWOM is
“made available via the Internet”, it is Internet-mediated, it follows that the communication
via telephone (without use of the Internet) is considered as traditional WOM (Kimmel &
Kitchen, 2014; Levy & Gvili, 2015; Lovett, Peres, & Shachar, 2013). On the other hand, some
researchers refer to “electronically-mediated” communication and classify one-to-one
telephone calls, e-mail and instant-messages as eWOM (Barreto, 2014; Toder-Alon, Brunel,
& Fournier, 2014). This brings forward another incongruence with the definition that states
that eWOM is “made available to a multitude of people”. Apart from Hennig-Thurau et al.
(2004) (the authors of the above-mentioned definition), all the other authors mentioned above
refer to eWOM as both one-to-one and one-to-many communication. In a recent study, Chu &
Kim (2018, p. 1) define eWOM as “the behavior of exchanging marketing information among
consumers in online environments or via new technologies (e.g., mobile communication)”
providing a broader definition which may contain different eWOM classifications to date.
Drawing on extant definitions, in this study, eWOM is defined as informal, interpersonal, and
Internet-mediated communication between two or more individuals about a brand, product,

service or an organization.
Apart from the definition, the first question that arises is: what are the differences between

traditional WOM and eWOM? Table 3 illustrates the main differences highlighted in

academic literature.
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Table 3. Comparison between traditional WOM and eWOM

TRADITIONAL WOM

EWOM

Participants

People know each-other (strong ties)

People do not know each other
(weak ties, anonymity)

Message More tailored Less tailored
Availability Usually private Usually public

Reach Limited (one-to-one / few people) Enormous (online communities)
Context Face-to-face Internet- or electronically-mediated

Communication form

Spoken
(less salient)

Written
(more salient, impacts future eWOM)

Communication mean

Words, tone of voice, facial expressions,
body language

Mainly text-based messages

Persistence

Real time (transitory and synchronous)

Not time-bounded (less transitory,

asynchronous)
Content Stable Changing
Sender and receiver Concentrated in one or few places Dispersed
Effort to transmit Lower Higher

Source: Own elaboration based on Barreto (2014, p. 635-638), King et al. (2014, p. 169-172); Standing et al. (2016, p. 724)

While traditional WOM occurs among people who know each other well - usually family
members and friends (strong ties), eWOM usually occurs among acquaintances and strangers
(weak ties) (King et al., 2014; Moe & Schweidel, 2012; Standing et al., 2016). As people
know each other well, traditional WOM is also more tailored than eWOM (Barreto, 2014).
While traditional WOM is usually private (King et al., 2014) or limited to a small group of
people, eWOM is usually public and harnesses the unlimited reach of the Internet (Dellarocas,
2003; Kimmel & Kitchen, 2014; Standing et al., 2016). A related point to consider is that
eWOM is easier to monitor than WOM (Kaplan & Haenlein, 2011). Traditional WOM
typically happens in face-to-face context, while eWOM is Internet- (or electronically-)
mediated (Barreto, 2014; De Bruyn & Lilien, 2008; King et al., 2014). This context difference
entrails other differences: traditional WOM 1is spoken but in face-to-face situations the
communication extends beyond spoken words (Kimmel & Kitchen, 2014; Standing et al.,
2016) including tone of voice, facial expressions and body language (Hornik, Shaanan Satchi,
Cesareo, & Pastore, 2015; Lovett et al., 2013). eWOM is based on written, mainly text-based
messages (Standing et al., 2016) that are more salient in consumers' evaluations of meaning,
credibility and usefulness (King et al., 2014). Moreover, the context implies that traditional

WOM occurs in real-time, the message is transitory and the communication is synchronous
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(the receiver is expected to respond, usually immediately), as opposed to eWOM (Hennig-
Thurau, Wiertz, & Feldhaus, 2015; Kimmel & Kitchen, 2014; Standing et al., 2016). Once
transmitted, traditional WOM cannot be changed, while eWOM can usually be erased,
modified or enriched by the sender, the receiver or other users (Berger, 2014; Moe &
Schweidel, 2012). In traditional WOM, senders and receivers are concentrated in one or few
places, while eWOM is usually dispersed (Hennig-Thurau et al., 2004; King et al., 2014;
Steffes & Burgee, 2009). Last but not least, Berger argues that traditional WOM transmission
requires less effort than the transmission of eWOM that takes longer to produce (Berger,
2014; Berger & lIyengar, 2013). However, it is worth mentioning that the possibility of
forwarding messages (i.e., via e-mail or on social media) has simplified and accelerated the

diffusion of eWOM.

On the basis of the theory of “the strength of weak ties” (Granovetter, 1973) academic
research shows that the influence of weak ties on information dissemination is at least as
strong as the influence of strong ties (Goldenberg, Libai, & Muller, 2001). Although at the
individual or small group level, strong ties can be perceived as more influential in decision
making, weak ties demonstrate a crucial bridging function that allows information to spread
across distinct groups (J. J. Brown & Reingen, 1987; Granovetter, 1973). Due to the influence
of weak ties, product information can diffuse from a specific group of consumers to an entire
market. Furthermore, more recent studies on eWOM reveal that weak ties can be more
influential than strong ties and that eWOM in social media can be equally influential as

primary experience (Goldenberg et al., 2001; Steffes & Burgee, 2009).

eWOM in social media, sometimes referred to as sWOM (Balaji, Khong, & Chong, 2016;
Eisingerich et al., 2015), is the dominant form of eWOM (Chu & Kim, 2018). Consumers
spread eWOM on social media in various ways, for instance by posting reviews or ratings on
review sites and blogs, participating in discussions in online communities, commenting and

sharing brand content on social networks or creating user-generated advertising (Berthon, Pitt,

& Campbell, 2008).

Prior academic research shows that most of the eWOM in social media is positive (Moe &
Schweidel, 2012) and that positive content is more viral (Berger & Milkman, 2012). Mangold
& Smith (2012) confirm the dominance of positive eWOM for 14 different product

categories. Tkaczyk (2018) confirms its dominance specifically within the Polish market.
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Godes & Mayzlin (2004) claim that in online conversations positive comments about
television shows occur almost twice as often than negative. Barreto (2015) cites a study
conducted on social network users and reports the same ratio. Yong Liu (2006) and Hennig-
Thurau, Wiertz, & Feldhaus, (2015) find that most online movie reviews are positive, while
Chevalier & Mayzlin (2006) and Wojnicki & Godes (2017) conclude the same for book
reviews and Bronner & de Hoog (2010) for opinions on holiday sites. As mentioned before,
positive reviews can serve as an indicator of expertise and create a positive image of the
person who provides them, thus the underlying motivation can be self-enhancement (Berger
& Milkman, 2012; Mangold & Smith, 2012; Wojnicki & Godes, 2017). Indeed, consumers
tend to attribute positive online reviews to the reviewers and negative online reviews to the
product (Chen & Lurie, 2013). Reviews with a clear positive or negative valence are
considered to be more useful than neutral reviews (Forman, Ghose, & Wiesenfeld, 2008;
Purnawirawan et al., 2012). However, for the experience goods (i.e., products that consumers
need to try or purchase in order to evaluate its quality) there is some evidence that consumers
consider moderate reviews to be more helpful (Mudambi & Schuff, 2010). Regarding the
relative impact of positive and negative eWOM in driving product success prior findings are

inconclusive (Marchand, Hennig-Thurau, & Wiertz, 2017).

Social media are particularly suited for eWOM because the communities embedded in them
allow marketing messages to spread quickly to a large group of people (Carr & Hayes, 2014;
Grebosz-Krawczyk & Siuda, 2017; Kaplan & Haenlein, 2011). Online (or “virtual”)
communities are consumer groups of a different size that meet and interact online to achieve
personal and shared goals (Dholakia, Bagozzi, & Pearo, 2004). Three essential elements of a
community are: consciousness of kind (feeling of connection and uniqueness, legitimacy),
rituals and traditions (to maintain the community e.g. sharing of proper experiences or brand-
related content online) and moral responsibility (integrating and retaining members, and
assisting them in the use of product or service) (Muniz Jr. & O’Guinn, 2001). Online
communities offer unprecedented research, marketing, development and communication

opportunities for marketing practitioners (Mazurek, 2008).

Kozinets (1999), Muniz Jr. & O’Guinn (2001) and Dwyer, (2007) argue that eWOM accounts
for the major part of consumer interactions in online communities. Within the context of
online communities, J. Brown, Broderick, & Lee (2007) develop a conceptualization of an

online social network that includes WOM communication flows (Figure 10).
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Figure 10. Online social network
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Source: reprinted from J. Brown et al. (2007, p. 12)

Like in the model of marketing communications in a hypermedia computer-mediated
environment by Hoffman & Novak (1996), J. Brown et al. (2007) argue that, once the content
is posted, the online community becomes the primary unit of relationship and medium of
communication. Social ties between individuals are less relevant in an online environment,
the relationship is between an individual and a website (J. Brown et al., 2007). Users interact
with the online community, i.e. the website (solid lines), rather than with single users (dashed
lines). High-value content for the community attracts attention with little reference to those
who originated the content (J. Brown et al., 2007). Homophily (a desire to be associated with
similar people) is present in most networks, but it is not an important driver of preferential
attachment (Dwyer, 2007), it is rather related to the content than to individuals (J. Brown et
al., 2007). Unlike traditional media, through which consumers consume content passively, in
online communities content is created through the active participation of users (Bagozzi &
Dholakia, 2002). User participation in an online community is volitional, intentional (it is a
purposive and goal-directed action) and can be analyzed from two perspectives: group

motivations or personal motivations (Bagozzi & Dholakia, 2002).

From the group perspective, on the basis of the social influence theory, prior academic
research reveals that the participation in online communities can be driven by user
identification (social identity - self-awareness as a member of the community and intention to
maintain positive relationships with other members) (Cheung & Lee, 2010; Hsu & Lin, 2008),
internalization (group norms — perceived congruence of values) (Dholakia et al., 2004) and

compliance (subjective norms - the need to gain approval of others) (Cheung & Lee, 2010).
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From the personal perspective it is worth distinguishing motivations of two distinct facets of
eWOM in social media: (a) opinion giving (that includes opinion-passing) and (b) opinion

seeking.

a) Why do people spread eWOM on social media?

The extant research suggests that users spreading eWOM on social media represent a very
small group of brand fans (Kimmel & Kitchen, 2014) and that self-presentation / self-
enhancement is one of the key motivations of spreading eWOM on social media (De Vries,
Peluso, Romani, Leeflang, & Marcati, 2017; Eisingerich et al., 2015; Lampel & Bhalla,
2007). In general, people are less willing to share eWOM on social media than traditional
WOM, because of the perceived social risk (Eisingerich et al., 2015) - people can expose
themselves to critics. However, this risk is mitigated by the desire for self-enhancement.
People with a high need for self-enhancement are more willing to spread eWOM on social
media than offline (Eisingerich et al., 2015). It is no wonder that the personality traits related
to self-expression on social media correspond to some of those related to social media usage
(narcissism, extraversion, openness to experiences and NFC) mentioned before. Prior research
reveals that self-expressiveness on social media is related to narcissism (Leung, 2013;
Mehdizadeh, 2010; Y. Sung, Kim, & Choi, 2018), extraversion (Pagani, Goldsmith, &
Hofacker, 2013; Zywica & Danowski, 2008) and openness to experience (Kabadayi & Price,
2014). People spread eWOM on social media to gain attention, signal connoisseurship,
uniqueness and social status (Fu, Wu, & Cho, 2017; Lovett et al., 2013; Y. Sung et al., 2018).
In online communities, most active users that spread information become recognized as
authorities (Mathwick, 2002). The asynchrony of the medium allows people to think and
spend more time editing messages in order to present themselves as they want (Berger &
Iyengar, 2013). Prior research comparing motivations of spreading traditional WOM and
eWOM on social media brings very interesting findings. When talking to just one person
(spreading traditional WOM) people are more likely to focus on the recipient and share the
content that is useful to the specific person (Barasch & Berger, 2014) or share feelings about
brands (satisfaction/dissatisfaction, excitement) to balance emotional arousal (Berger, 2014;
Lovett et al., 2013). While when talking to a broad audience and weak ties (e.g., spreading
eWOM on social media) people often share what makes them look good (Barasch & Berger,
2014; Berger, 2014; Lovett et al., 2013).
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Another important motivation for eWOM diffusion on social media is the desire for social
interaction (Azar, Machado, Vacas-De-Carvalho, & Mendes, 2016; Kozinets, 2016; Muntinga
et al., 2011). People have a fundamental desire for social relationships, thus spread eWOM on
social media to participate in and belong to online communities in which they socialize with
other brand fans and with people behind the brand (Berger, 2014; Davis et al., 2014; Hennig-
Thurau et al., 2004).

Other motivations mentioned in prior studies include altruism or concern for other consumers
(Cheung & Lee, 2012; Hennig-Thurau et al., 2004; T. Smith, Coyle, Lightfoot, & Scott,
2007). People can share opinions on social media to help others in choosing the right (or

avoiding the wrong) product, service or company.

In addition, people can spread eWOM, in order to receive some kind of benefit/remuneration
from companies or users. eWOM diffusion on social media can be driven by the desire for
economic incentives (De Vries et al., 2017; Hennig-Thurau et al., 2004). Moreover, for some
innovative products (e.g., fax, e-mail and Skype), network externalities can occur, i.e. product
utility to a consumer can increase as more consumers adopt it (Peres, Muller, & Mahajan,

2010; Vilpponen, Winter, & Sundqvist, 2006).

Last but not least, there is some evidence that entertainment and empowerment may also act
as motivations for spreading eWOM on social media (Azar et al., 2016; De Vries et al., 2017;
Rohm, Kaltcheva, & Milne, 2013). People may spread eWOM on social media to pass time,
release emotions related to the product, service or company or to exert influence on other
people or companies (for instance to co-create the product or make the company change its

features).

As far as the specific opinion passing behavior is concerned, prior research focused on
forwarding video advertisements, reveals it can be motivated by self-enhancement
(reputation), expected relationships and altruism (Hayes & King, 2014; Hayes, King, &
Ramirez, 2016; D. G. Taylor, Strutton, & Thompson, 2012). Prior research shows also that a
strong consumer-brand relationship increases the intention to share advertising messages on

social networks (Hayes & King, 2014; Shan & King, 2015).
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b) Why do people search for eWOM on social media?
Prior research reveals that the motivations that drive consumers to seek eWOM on social
media include: need for information (to reduce pre- and post-purchase search/evaluation
efforts and risk) (Berger, 2014; King et al., 2014; Muntinga et al., 2011), entertainment (King
et al., 2014; Muntinga et al., 2011) and desire for economic incentives (remuneration) (Moran

& Mugzellec, 2017; Muntinga et al., 2011).

As mentioned before, eWOM seeking and eWOM giving behaviors are related — opinion
givers may also be opinion seekers and vice versa (Sun, Youn, Wu, & Kuntaraporn, 2006). It
is worth noticing that the eWOM spreading and seeking motivations evidenced in the extant
research correspond to social media usage motivations (information, entertainment,
integration and social interaction, personal identity, remuneration, empowerment) and
partially to those of PWOM spreading revealed by Dichter (1966) (product-involvement, self-

involvement, others-involvement, message involvement).

Finally, it is worth mentioning the consequences of eWOM in social media for (a) consumers

and (b) companies.

a) What are the consequences of eWOM in social media for consumers?

Academic literature to date shows that eWOM in social media help consumers to make more
informed purchase decisions (King et al., 2014; Senecal & Nantel, 2004). eWOM in social
media influence consumer attitudes toward brands (Doh & Hwang, 2009; Purnawirawan et
al., 2012; Schivinski & Dabrowski, 2016). It makes consumers more convinced that a product
or service meets their needs and preferences (Clemons & Gao, 2008), trust the seller (Awad &
Ragowsky, 2008; Ladhari & Michaud, 2015; Mazzucchelli et al., 2018), thus making the
consumers more willing to pay higher prices (Ba & Pavlou, 2002; Clemons & Gao, 2008;
Pavlou & Dimoka, 2006). According to GlobalWeblndex (2018c), 25% of Internet users
between 16-24 years old admit that seeing a brand/product “liked” on social media is a
purchase driver. Moreover, prior research shows that the engagement in eWOM on social
media, as the engagement in WOM in general mentioned before, leads to higher loyalty of
consumers (Gauri, Bhatnagar, & Rao, 2008; King et al., 2014; McAlexander, Schouten, &
Koenig, 2002).
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b) What are the consequences of eWOM in social media for companies?
From the companies’ perspective, prior studies show that eWOM in social media has an
impact on reputation (Balaji et al., 2016; Dellarocas, 2003; Jones, Temperley, & Lima, 2009),
sales (Chevalier & Mayzlin, 2006; Gopinath, Thomas, & Krishnamurthi, 2014; Yong Liu,
2006) and stock market performance (Schweidel & Moe, 2014; Tirunillai & Tellis, 2012).
Yoon et al. (2018) reveal that the number of comments a company receives on Facebook
brand posts is has a significant, positive impact on its revenue. “On average, a 1% increase in
number of comments would yield about a .0063% increase in revenue” (Yoon et al., 2018, p.
31). Moreover, prior research reveals that eWOM in social media translates more easily into
sales for products for which alternative sources of information are relatively scarce suggesting
its particular relevance for small companies, new and niche products (Hennig-Thurau et al.,

2015; Libai et al., 2010; Zhu & Zhang, 2010).

1.3.2. Word-of-mouth marketing
Word-of-mouth marketing (also referred to as buzz marketing) is a new mode of
communication within marketing communications mix proposed by Kotler & Keller (2012),
neither distinguished in the previous classification by Kotler (1991), nor by other authors
(Wiktor, 2013), indicating the particular importance WOM has gained in recent times (Carl,
2006; Ferguson, 2008). It is important to underline that WOM 1is the goal and effect of
marketing communications, while word-of-mouth marketing is an element of marketing
communications mix that includes specific activities performed by a company explicitly
aimed at driving WOM (Kozinets, de Valck, Wojnicki, & Wilner, 2010). For instance, WOM
can be an effect of an advertising campaign or an event, even if driving WOM was not their
primary goal. In many academic studies “WOM” and “WOM marketing” are used
interchangeably, leading to confusion and lack of a common understanding of these terms.
This is particularly evident in case of Polish studies in which both WOM (informal
communication among consumers) and WOM marketing (activities performed by a company)
are often referred to as “marketing szeptany” in which the term “marketing” suggests a profit-

oriented activity, which is not the case of WOM.

There are different managerial perspectives on WOM that lead to different approaches to
manage it. Mazurek & Tkaczyk (2016) provide a useful and comprehensive overview of these
approaches by distinguishing separated, passive, responsive and active WOM management.

From the first perspective, WOM is out of knowledge and control of the organization, so no
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activities are undertaken. It can be argued that according to this view WOM is only an effect
of marketing communications, which cannot be managed. The latter conviction is also shared
by marketers who adopt the passive perspective and limit their activity to WOM monitoring
(e.g., through social media monitoring tools), as well as by those who also respond to users
trying to get involved in conversations (responsive WOM). On the other hand, the active
perspective assumes that WOM can be actively managed for instance by using specific

content, product seeding and influencers.

Similarly, companies can play four different, non-mutually exclusive roles in relation to
eWOM in social media (Godes et al., 2005). They can act as:
- observers (observe what users say without interfering)
- moderators (take steps to encourage conversation)
- mediators (ask for recommendations and actively use them - for instance in
advertising)

- participants (anonymously create eWOM)

In order to benefit from its important consequences, rather than hoping that consumers will
spread positive opinions spontaneously, companies increasingly try to manage and encourage
both traditional WOM and eWOM (Barreto, 2014; Godes & Mayzlin, 2009; Haenlein &
Libai, 2017). Encouraging WOM is considered as a fast, cheap and, due to its credibility, an
effective way to overcome consumer resistance to marketing communication (Notarantonio &
Quigley, 2009; Purnawirawan et al., 2012; Trusov et al., 2009). Moreover, if done in an
ethically correct way, it shapes a new more equal and transparent relationship between
consumers and companies based on exchange and reciprocal support (Mathwick, 2002).
Marketing in the interactive world is a collaborative activity with the marketer helping the

consumer to buy and the consumer helping the marketer to sell (Godin, 2014).

Word-of-mouth marketing “finds ways to engage customers so they choose to talk with others
about products, services, and brands.” (Kotler & Keller, 2012, p. 562). It is about giving
people a reason to talk about a brand, product, service or an organization, and making it easier
for conversations to take place. Natural, spontaneous conversations that occur among users
are referred to as “organic” or “endogenous” WOM, while messages driven by WOM
marketing are referred to as “amplified”, “promoted”, “fertilized” or “exogenous” WOM

(Barreto, 2014; Godes & Mayzlin, 2009; Libai et al., 2010).
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So how WOM can be stimulated and accelerated? The two main types of activities described

in academic literature are related to:

1) Online brand communities

2) WOM programs

The first, basic type of activity to encourage spontaneous conversations among users on social
media requires the establishment of an online brand community (e.g., Facebook brand page),
production of “talkable” content and management of conversations (Chaffey & Ellis-
Chadwick, 2012; Hayes & King, 2014; Kimmel & Kitchen, 2014). The scope of the current
study 1is related to this type of activity. Extant academic literature does not clarify what a
“talkable” content is and whether it is different for different brand types and geographic

markets and this study is aimed at clarifying this issue.

However, in order to provide a full picture and considering that there seems to be a lack of
common understanding of word-of-mouth marketing, it is worth mentioning the second type
of activity. WOM program is “a marketing initiative that aims to trigger a WOM process by
targeting a certain number of individuals and incentivizing them to spread WOM” (Haenlein

& Libai, 2017, p. 70). The main types of WOM programs include (Haenlein & Libai, 2017):

a) Seeding programs:

- Product seeding: a selected group of people (“influencers”) receive the product and is
expected to talk about it (I. Chae, Stephen, Bart, & Yao, 2017; Haenlein & Libai,
2017; Niedzielska, 2016)

- Viral marketing: encouraging individuals to spread brand messages (e.g.,

advertisements) through electronic channels

b) Referral programs:

- Referral reward: encouraging existing customers to bring new customers in order to
get a reward, used mainly in a B2C setting; particularly important for weak ties and
less known brands (Ryu & Feick, 2007)

- Business reference: using references from existing customers to acquire new

customers (used mainly in B2B setting)
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- Affiliate marketing: paying fees (based on sales, leads or clicks) to referring subjects
that drive people to the company’s website/e-commerce; as mentioned before it can

also be considered as an online partnership

¢) Recommendation programs:

- Narrowband recommendations: also referred to as “ambassador programs”, using
specific individuals to promote the product to their social networks

- Broadband recommendations: encourage recommendations via review sites (i.e., Yelp,

TripAdvisor)

Using specific individuals to promote the product is also referred to as influencer marketing,
which is often a paid activity including product seeding. It should be underlined that some of
WOM programs cast doubts on the informal character of amplified WOM, as people can be
more driven by economic incentives than by other motivations. It sheds light also on ethical
concerns related to WOM marketing discussed in studies by Martin & Smith (2008), Kimmel
(2015) and Niedzielska (2016).

Among the WOM programs, viral marketing has gained particular attention and interest from
both academics and marketers (Blazevic et al., 2013). As in academic literature the terms
“buzz”, “viral marketing” and “viral advertising” are often used interchangeably (Golan &
Zaidner, 2008; Petrescu & Korgaonkar, 2011; Porter & Golan, 2006), it is worth examining

their exact meaning and how they are related to eWOM.

Buzz marketing (or WOM marketing) is an “amplification of initial marketing efforts by
third parties through their passive or active influence” (Thomas, 2004, p. 64). The difference
between buzz marketing and eWOM is that the former is a marketing activity, while the latter
can be the effect of this activity. Buzz marketing includes both offline and online
interpersonal communication, while eWOM represents online messages only (Petrescu &

Korgaonkar, 2011).

Viral marketing is sometimes referred to as “WOM advertising” (José-Cabezudo &
Camarero-lzquierdo, 2012; Phelps, Lewis, Mobilio, Perry, & Raman, 2004; Vilpponen et al.,
2006). It refers to offline and online marketing activities performed to encourage consumers

to forward commercial messages (advertisements or other business generated commercial
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messages) to other consumers online (Bampo, Ewing, Mather, Stewart, & Wallace, 2008;
Dobele, Toleman, & Beverland, 2005; Niedzielska, 2016). eWOM can be the effect of these
actions. Thus the main difference between viral marketing and eWOM is that the former is the
cause, while the latter may be the effect (Ferguson, 2008). According to most papers, the term
viral marketing was introduced by Jurvetson and Draper in 1997 to describe Hotmail e-mail
service. In each e-mail sent from Hotmail account there was a message stating that the service
was free, thus leading to the viral attraction of new users that grew from zero to 12 million in
18 months (Galeotti & Goyal, 2009; Heine, 2010; Petrescu & Korgaonkar, 2011). For
television and radio it took 10 and 20 years to reach the same number of users (Pavlik &
MclIntosh, 2004). Another example of viral marketing is PayPal that due to financial
incentives for referrals, reached 3 million users in 9 months (De Bruyn & Lilien, 2008) or
Burger King’s Whopper Sacrifice campaign in which a free sandwich was offered for every

10 friends removed from Facebook (Kaplan & Haenlein, 2011; Niedzielska, 2016).

Viral advertising is a subset of viral marketing (Eckler & Bolls, 2011). While viral
marketing may include both offline and online marketing activities, viral advertising refers to
online marketing activities only (Petrescu & Korgaonkar, 2011). In viral marketing various
business-generated messages are used, while in viral advertising the content is an
advertisement that can be business or consumer-generated (Petrescu & Korgaonkar, 2011;
Porter & Golan, 2006). Entertainment and controversial characteristics are often used in
advertisements, in order to make the users pass them along (Petrescu & Korgaonkar, 2011).
Appeals related to humor and sexuality are the most used in viral advertisements, as well as
content showing pets (Golan & Zaidner, 2008; Porter & Golan, 2006), which is related to the
idea that “pets, sex and the absurd” is the kind of content people are most likely to pass along
(L. K. Hansen, Arvidsson, & Nielsen, 2011, p. 34). Unlike traditional and online advertising,
the transmission of viral advertising is personal and not paid (Golan & Zaidner, 2008). Tipp-
Ex’s “Hunter Shoots a Bear” or Dove’s “Evolution” are well-known examples of viral

advertising campaigns.
Table 4 summarizes the comparison between the above-mentioned terms. It is worth

highlighting that eWOM includes forwarding business-generated commercial messages, as it

is particularly important for the operationalization of eWOM in the current study.
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Table 4. Terminology comparison

CAUSE / TRANSMISSION
TERM EFFECT PURPOSE PLATFORM OBJECT DIRECTION
WOM Effect Interper.son.al Online Business and consumer- Consumer-to-
communication generated messages consumer
Cause .
Buzz . Interpersonal . . Business and consumer- Consumer-to-
. (offline and S Offline or online
marketing ; - communication generated messages consumer
online activity)
. Cause Forward of . Business-to-
Viral . . . Business-generated
. (offline and commercial Online . consumer-to-
marketing . - commercial messages
online activity) messages consumer
C i - iness-to-
Viral au.se Forward of . Business or consumer (Business-to-)
.. (online . Online generated consumer-to-
advertising - advertisements .
activity) advertisements consumer

Source: Adapted from Petrescu & Korgaonkar (2011, p. 211)

Prior research reveals three types of factors can affect viral reach, i.e. “the volume of message
sharing and forwarding by Internet users” (Alhabash & McAlister, 2015, p. 1319) or, to put it
simply, how many users will pass along commercial messages. These factors include
individual characteristics (e.g., age, gender, e-literacy level, personality traits and motivations
described in the previous sections), message characteristics (investigated in the current
research) and social network characteristics (how the network is structured) (Kaplan &
Haenlein, 2011; Liu-Thompkins, 2012). This third factor is important in encouraging eWOM

on social media, as it is related to the role of “influencers” in marketing communications.

The central thesis related to the social network characteristics is that the structure of social
networks can affect the viral reach and the impact of a message and that the role of each user
in information diffusion depends on his/her position in the network (Liu-Thompkins, 2012).
There are two main approaches to model the contagion process (Zheng, Zhong, Zeng, &
Wang, 2012):

a) micro-level models: preferential attachment, threshold, cascade, and competitive

b) macro-level models: like susceptible-infective-removed (SIR) or Bass model

The assumption in micro-level models is that, apart from consumer interactions, the diffusion
is driven by consumer heterogeneity. Since the study of Katz & Lazarsfeld in 1955, there has
been a body of evidence suggesting that some people may have more social influence than

others (Goldenberg, Han, Lehmann, & Hong, 2009; Iyengar, Van den Bulte, & Valente,
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2011). The well-known “small world phenomenon” suggests that there is a small number of
intermediaries (around six) between any two individuals, i.e. nodes of the network (Dodds,
Muhamad, & Watts, 2003; Milgram, 1967; Travers & Milgram, 1969), thus every individual
can be easily reached by “infecting” a small group of people (Camarero & San José, 2011).
Furthermore, there is some evidence of this phenomenon on the Internet: on average any two
pages randomly selected are only separated by 19 links (Steyer, Garcia-Bardidia, & Quester,
2006) and any two Facebook users by 3.57 users (Bhagat, Burke, Diuk, Filiz, & Edunov,
2016). In the specific context of eWOM diffusion on social media, there is some evidence that
supports the scale-free network approach (e.g., Steyer et al., 2006) or in other words that there
is a small number of users that have a high number of connections (Bampo et al., 2008; Kiss
& Bichler, 2008; Liu-Thompkins, 2012). This perspective will probably lead marketers to use
celebrities and other opinion leaders in their eWOM programs. The impact of marketing
communication in social media on eWOM may be different if the content shows, is created or
deployed by “influencers”. Companies try to identify these influencers and verify their
expertise and credibility by measuring the number of contacts in their social networks, their
activity (the content they deploy and the deployment frequency) and interactions of their
social networks (Allsop, Bassett, & Hoskins, 2007). In particular, prior research underlines
the growing importance of bloggers and provides guidance on how companies can manage
relationships with them (Carr & Hayes, 2014; Kozinets et al., 2010; Wiazewicz &
Zatwarnicka-Madura, 2016). For instance, Kozinets et al. (2010) in a netnographic study
reveal how companies using eWOM programs on social media face a situation of networked
coproduction of narratives. Apart from communicating marketing messages and staking their
reputation and trust relationships on them, bloggers alter the messages to make them more

believable, relevant, or palatable to the community.

On the other hand, macro-level models assume that social network is homogenous and
individuals have equal probability of being “infected” by one another (Zheng et al., 2012),
thus there are no nodes of particular importance. Watts & Dodds (2007) examine threshold,
cascade and SIR models and claim that large cascades of influence are driven by a critical
mass of easily influenced individuals that are influenced by other easily influenced
individuals. Therefore, there is no need to identify a small group of highly influential opinion
leaders or market mavens in order to obtain higher reach and influence of eWOM, their role in
forming public opinion is not more important than the role of average consumers (T. Smith et

al., 2007; Watts & Dodds, 2007). Similarly, Sorokin (2013) shows that family and
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acquaintances are the most relevant opinion leaders and she suggests that using celebrities for
product recommendations is not effective. Rather than on trying to find and engage the
supposed influencers, marketers should focus on giving consumers positive experiences with
the brand, so that they can recommend it to others (Allsop et al., 2007). It is worth mentioning
that in certain product categories (e.g., cosmetics) the trend of moving away from celebrity
endorsements to niche influencers and turning common consumers into brand ambassadors is
already clear and it seems that this trend will expand and grow in the future (Fashion and
Beauty Monitor, 2017). For instance P&G, through its specific division dedicated to WOM
marketing called Tremor, in 2006 launched Vocalpoint — a web platform joining the
community of moms. Women are the key decision-makers in the buying process of FMCG
products, so attracting attention and engaging this target group is of crucial importance for
P&G. Moms are the main target group for P&G’s baby and family care products. Vocalpoint
joins over 500,000 moms around the US (eMarketer, 2011), who receive regular updates in a
newsletter, receive coupons and samples, test products and share their opinions with over 25-
30 other moms a day (Ferguson, 2008) both offline and online. There is some evidence that
the loyalty and advocacy effect created through this program, leads to an increase in sales by
10-30% (Marsden, 2006). Another example is Philips, which created a specific website on
which consumers can apply to the company’s WOM program. Once part of this program
consumers test the company’s products, share opinions and are rewarded by keeping the
products (Philips, 2019). Marketers who adopt this macro-level perspective may also be more
likely to focus on content strategy and community management on social media, in order to
strengthen the role of common individuals in brand advocacy. This perspective is consistent

with the scope of this study aimed at providing guidelines on content that drives eWOM.

To conclude, the role of consumers in credible content creation is always more important and
it can rapidly influence the market success or failure of a product (Moe & Schweidel, 2012;
Muntinga et al., 2011; Tafesse & Wien, 2017). It has been agreed in the academic literature
that eWOM in social media has a much stronger and longer-lasting effect on consumer
behavior than traditional modes of marketing communication (Goldsmith & Horowitz, 2006;
Trusov et al., 2009). It is perceived as less-intrusive than company-generated communication,
since, as mentioned before, consumers actively search for online opinions by themselves
(Purnawirawan et al., 2012). In the case of experience products like hotels (Confente &
Vigolo, 2018; Ladhari & Michaud, 2015; Raguseo & Vitari, 2017) or restaurants (Chen &
Lurie, 2013; Cheung & Lee, 2012) the importance of eWOM in social media is particularly
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evident, but the potential of eWOM is unlimited, and there is no doubt that it will shape the
future of advertising (Chu & Kim, 2018). As Kozinets (2016, p. 834) argues “follow-up
research into the topic should emphasize the diversity of consumers and the multiplicity of

b

their needs” as well as “various social and cultural aspects” (p. 836) of eWOM in social

media.

1.4. Research gap
Literature review on marketing communications, social media and WOM shows some
important research gaps this study aims to address:
A. Influence of marketing communication form and appeal on eWOM in social
networks
B. eWOM and marketing communication effects in social networks in different
product categories
C. Marketing communications of luxury brands on social media in an international
context

D. Differences between countries in social media usage and eWOM

A. Influence of marketing communication form and appeal on eWOM in social networks

Two motivations of WOM identified by Dichter (1966) have been scarcely addressed in prior
research on eWOM in social media: product involvement and message involvement. Since
Lovett et al. (2013) claim that people are more willing to share emotions (such as excitement
about a product and satisfaction) in more personal and intimate one-to-one offline
conversations than on social media, the absence of the former can be somehow justified. As
far as the latter is concerned, the central question is what kind of messages involves
consumers to such an extent as to drive eWOM in social media. In other words, as mentioned
before, what kind of content is “talkable”. Content quality describing its potential to be
forwarded is sometimes referred to as “stickiness” (Porter & Golan, 2006). “Studies broadly
suggest that alignment between content characteristics and consumer motivation is a
significant source of content transmission and behavioral engagement in social media”
(Tafesse & Wien, 2018, p. 10). Advertising content is likely to have the highest impact on
sharing behavior (Hayes & King, 2014). However, there is a lack of research on eWOM as a
result of message involvement in the context of social media (Berger, 2014). The few existing

studies (Akpinar & Berger, 2017; Araujo, Neijens, & Vliegenhart, 2015; Gopinath et al.,
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2014; B. Shen & Bissell, 2013; Swani et al., 2013; Tafesse, 2015) are described in the
following chapter. Mazurek (2019) notices that in recent times academic journals emphasize
the research on factors increasing user interaction with brand content in social networks.
Sabate, Berbegal-Mirabent, Canabate, & Lebherz (2014) see more research opportunities in
content-level analyses in social networks. In particular, Swani et al. (2013), as well as more
recently Tafesse & Wien (2017), claim that future studies should investigate the use of
different communication forms in social networks. Similarly, according to Cho et al. (2014),
Yadav & Pavlou (2014), as well as Ketelaar et al. (2016), the relation between content
characteristics and user sharing behavior should still be investigated. Lee & Hong (2016) call
specifically for further studies on user sharing behavior of video advertising. Furthermore, it
is worth mentioning that there is no evidence of studies on animations in the context of

marketing communication in social media.

B. eWOM and marketing communication effects in social networks in different product

categories

Pletikosa Cvijikj & Michahelles (2013), Lee & Hong (2016) as well as more recently Wagner
et al. (2017) highlight the need to investigate the moderating role of product category in the
relationship between brand communication and user response in social networks. Similarly,
Ketelaar et al. (2016) argue that the influence of marketing communication in social networks
on eWOM should be investigated for different types of products. B. Shen & Bissell (2013)
indicate specifically that marketing communications of beauty brands and its influence on

eWOM on Facebook should be further investigated.

C. Marketing communications of luxury brands on social media in an international

context

Heine & Berghaus (2014) argue that, despite growing interest, there is relatively little
empirically founded research on digital marketing of luxury brands. Annie Jin (2012), Ugok
Hughes, Bendoni, & Pehlivan (2016) and Dhaoui (2014) call for research on luxury brands to
expand the understanding of brand image management in the age of social media. Tafesse &
Wien (2017) put forward the idea of comparing marketing communication content of mass-
market and luxury brands. According to Godey et al. (2016), it would be particularly
interesting to investigate the influence of marketing communications of luxury brands on

social media on consumer behavior in different cultures. Kapferer & Valette-Florence (2016)
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suggest that in international and cross-cultural investigations the role of luxury brands’
communication content might be particularly relevant. Shukla (2011) underlines the need to
provide a comparison of luxury consumption between the developed and emerging markets,

specifying that the impact of interpersonal influences is a potential avenue for future research.

D. Differences between countries in social media usage and eWOM

Culture influences both human needs and the ways they are satisfied (Ruggiero, 2000). The
strength of the U&G theory lays in “its ability to allow researchers to study mediated
communication situations via a single or multiple sets of psychological needs, psychological
motives, communication channels, communication content and psychological gratifications
within a particular or cross-cultural context” (C. A. Lin, 1996, p. 574). Newhagen suggests
that cultural levels of analysis may represent the unique contribution of communication
research to the understanding of the Internet (Newhagen & Rafaeli, 1996). Ngai et al. (2015)
confirm that little research has been conducted to reveal the influence of cultural differences
on social media usage and argue that understanding whether any differences in social media
usage exist among cultures is important. Furthermore, the vast majority of extant studies on
social media marketing use data from the developed countries (in particular from the
American market) and university students, thus being of limited generalizability to other
countries increasingly significant in the global economy (Alalwan, Rana, Dwivedi, &
Algharabat, 2017; Henrich, Heine, & Norenzayan, 2010). For this reason, in future research, it
is worth considering different countries, cultures (e.g., collectivist vs. individualist) and target
groups (J. Lee & Hong, 2016; Schivinski & Dabrowski, 2016; Wagner et al., 2017). In
particular, there is a lack of research on European countries (Posey, Lowry, Roberts, & Ellis,
2010). Furthermore, Lam, Lee, & Mizerski (2009) note that WOM behavior in different
cultures may change depending on the consumption context and the types of products. For
example, products that are used discreetly (e.g., hygiene products) or products that reflect
poorly on the WOM communicator might be less discussed in most cultures. Further
investigation of eWOM in social media for different product categories in an international
context is deemed necessary also by Bartosik-Purgat (2018). Academics argue specifically
that a cross-cultural investigation of eWOM (Chu & Choi, 2011; Chu & Kim, 2011; Mishra &
Satish, 2016) and brand post popularity (De Vries et al., 2012) in social networks would be a

fruitful avenue for future research (Wagner et al., 2017).
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Chapter 2.

Research overview

2.1. Research problem
The research gap reveals a lack of studies in the specific context of social networks, which as
mentioned before, are a type of social media. It is worth mentioning other reasons why the

examination of this type of social media is deemed particularly relevant for this study.

Social networks are the most used type of social media (Parzonko, 2015). Well-known
examples of social networks include SixDegrees (the first recognizable social network
launched in 1997), LinkedIn, MySpace, hi5 and Facebook (launched in 2004), as well as
Nasza Klasa launched in Poland in 2006. Social networks are sites that “allow a user to build
and maintain a network of friends for social or professional interaction” (Trusov et al., 2009,
p. 92). Key components of a social network are personalized user profiles (Trusov et al.,
2009) in which users display personal information and a list of “friends”. The personal nature
of social networks makes them particularly relevant for eWOM. The growth of social
networks itself is driven by eWOM referrals — users inviting other people to join the network
(Trusov et al., 2009). In social networks users are identifiable and share messages with people
belonging to their personal networks, thus eWOM in social networks is conceptually closer to
the traditional WOM (Hennig-Thurau et al., 2015; Marchand et al., 2017). Information in a
social network is more trustworthy as it comes from identifiable, known sources (Chu &
Choi, 2011; Chu & Kim, 2018; Hennig-Thurau et al., 2015). Social networks include specific
features that facilitate and accelerate eWOM spreading, for instance, instant messaging
systems (e.g., Messenger), that allow sending private and group messages among users (Boyd
& Ellison, 2007), and mobile applications (Chu & Kim, 2011; Y. Sung et al., 2018). Indeed,
social networks are the most popular type of social media for online sharing (Munar &
Jacobsen, 2014). Almost 30% of Polish Internet users say they share content posted on social
networks at least once a week (Universal McCann, 2015). Furthermore, the personal character
of social networks makes them an ideal environment for self-expression and self-promotion or
personal storytelling (Mehdizadeh, 2010; Pagani, Hofacker, & Goldsmith, 2011; van Dijck,
2013). Impression management is a major motivation of participation in social networks
(Krdmer & Winter, 2008) and at the same time, as mentioned before, the key motivation of
spreading eWOM on social media. In addition to self-expression/promotion, social networks

usage motivations that correspond to the motivations of eWOM in social media include
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information (searching), entertainment and social interactions (Dunne, Lawlor, & Rowley,
2010; Mortazavi, Esfidani, & Barzoki, 2014; Raacke & Bonds-Raacke, 2008). Considering
the above-mentioned pieces of evidence, it is expected that a study in a context of social

networks will allow obtaining a high amount of data.

Furthermore, social networks may be the most relevant type of social media for marketing
communications (Trusov et al., 2009). They are widely used in marketing communications,
allow companies to create brand communities (Grebosz-Krawczyk & Siuda, 2017; Zaglia,
2013), to deploy highly targeted advertising messages and to reach specific consumers at
relatively low cost (Aral & Walker, 2011; H. Chae & Ko, 2016; Nelson-Field, Riebe, &
Sharp, 2012). Prior research suggests that among social media, social networks are perceived
as the most impactful on a company’s performance (Moorman, 2018). Indeed Babi¢ Rosario,
Sotgiu, De Valck, & Bijmolt (2016, p. 298) find that the effect of eWOM on sales is stronger
for social media “that enable eWOM receivers to assess their own similarity to eWOM
senders on the basis of username, avatar, profile page, and geographic location”. Therefore,

the examination of social networks is also relevant from the practical perspective.

The main research problem of this study is to understand how marketing
communication in social networks influences eWOM while considering the:

e communication form (image, animation, video)

e communication appeal (rational, emotional)

e brand type (mass-market, luxury)

e geographic market (Poland, Italy)

The main research problem requires specific questions to be answered:

1) How does the form of marketing communication in social networks influence eWOM?

2) How does marketing communication appeal in social networks influence eWOM?

3) How does marketing communications of mass-market and luxury brands in social
networks influence eWOM?

4) What are the differences between the influence of marketing communication appeal in
social networks on eWOM for mass-market and luxury brands?

5) What are the differences between the influence of marketing communication appeal in

social networks on eWOM within the Polish and Italian markets?
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2.2. Research hypotheses
The common gratifications expected of spreading eWOM on social media and using social
networks emerging from the literature are self-expression/promotion, entertainment and social
interactions. Jahn & Kunz (2012) examine the gratifications of brand page usage and
engagement in social networks finding support for the three main types of gratifications (self-
oriented, content-oriented and relationship-oriented) using both qualitative and quantitative
methods. However, it is worth mentioning that there is no evidence of an empirical study
confirming that these are actually the main gratifications of eWOM in social networks. The
extant studies are either focused on one gratification only, e.g. self-enhancement (Eisingerich
et al., 2015) or do not include some of the gratifications mentioned above, e.g. self-
expression/promotion (Azar et al., 2016) or entertainment (Fu et al., 2017). However, as the
three common gratifications (self-expression/promotion, entertainment and social
interactions) clearly emerge from the literature, they are deemed appropriate for the

development of the research hypotheses in this study.

Considering the different communication forms, it seems reasonable to argue that a video
includes a higher number of peripheral cues than other forms of content. A video can convey
more messages and can be more attractive than other forms of communication (e.g., a text or
an image), thus it can be more persuasive under both central or peripheral route identified in
the ELM model. The usage of the content of high vividness (video) in marketing
communication in social media creates an experience that is more similar to real, direct
experience with a brand/product (Coyle & Thorson, 2001). A video content cues the “realism
heuristic” — by being more authentic and offering a more intense experience than images or
animations, it can be more trusted (Sundar & Limperos, 2013). H. Li & Bukovac (1999), as
well as Bruce, Murthi, & Rao (2017), argue that animation in banner ads can attract users’
attention and foster user engagement. Sung & Cho (2012) claim that the content of high
vividness has a stronger potential than the content of low and moderate vividness (e.g., text
and still pictures) to shape consumers’ immediate attitudes toward advertising. It seems
reasonable to expect that these immediate attitudes can lead to eWOM. Furthermore, taking
into consideration both U&G theory and the common gratifications of spreading eWOM on
social media and using social networks, a video gratifies users’ need for entertainment more
than an image (Sundar & Limperos, 2013). Moreover, the attractiveness and richness of this
form may make it more relevant for self-expression and self-promotion. However, as

mentioned before, the findings of prior research on the influence of content vividness on user
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comments (product-related discussion) and shares (forwarding product-related content) in
social networks are far from being conclusive. Many scholars find a non-significant (De Vries
et al., 2012; C. Kim & Yang, 2017; Vaiciukynaite et al., 2017) or negative (Pletikosa Cvijikj
& Michahelles, 2013; C. D. Schultz, 2017; Swani & Milne, 2017) effect of post vividness on
the number of user comments. Sabate et al. (2014) argue that brand posts with images have a
positive influence on the number of user comments but find no evidence for videos. Some
scholars report that brand posts with images obtain more comments than posts with videos (D.
H. Kim et al., 2015) and that brand posts with images have a higher positive influence on the
number of comments than brand posts with videos (Wagner et al., 2017). However, Luarn et
al. (2015) reveal that people comment on brand posts with videos more than on those with
images. Regarding the relationship between post vividness and post sharing, again some
studies obtain non-significant (Vaiciukynaite et al., 2017) or partially significant (Tafesse,
2015) results. Other studies reveal that brand posts with images are more likely to be shared
by users than posts with videos (D. H. Kim et al., 2015) and that brand posts with images
have a higher positive influence on the number of shares than brand posts with videos
(Pletikosa Cvijikj & Michahelles, 2013; C. D. Schultz, 2017). In contrast, other scholars find
that people are more likely to share posts with videos than posts with images (Luarn et al.,
2015; Malhotra, Malhotra, & See, 2013) and that brand posts with videos have a higher
positive influence on the number of shares than brand posts with images (C. Kim & Yang,
2017; Tafesse, 2015). On Facebook, user engagement rate is higher for video posts (6.03%)
than for image posts (4.48%) (We Are Social, 2019). Eckler & Bolls (2011), as well as IAB
Europe (2018), underline the growing importance of video advertising (that registered a
34.8% growth in advertising spending in 2017) and, in line with Universal McCann (2017)
and GlobalWeblndex (2018a) highlight user engagement in watching videos online. It
suggests that this form (usually more expensive than animations and images) may be
particularly effective in marketing communications and marketers should use it more often
(Kaplan & Mazurek, 2018); however, as mentioned before, this hypothesis requires further
investigation. Therefore:

* HI: Marketing communication in social networks using videos has the highest while

using images has the lowest positive influence on eWOM.
Two main appeals can be distinguished in marketing communications: a rational (also

informational, utilitarian or functional) and an emotional appeal. The question whether the

former or the latter is more effective has been widely examined in academic literature often
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leading to a lack of consensus among scholars (Heath & Stipp, 2011; Teichert, Hardeck, Liu,
& Trivedi, 2018; Vakratsas & Ambler, 1999). As far as the research on traditional media is
concerned, according to Holbrook (1978), more factual content should be perceived as more
credible. Golden & Johnson (1983) find that informational appeal of TV commercials is more
liked and elicit higher purchase intentions than emotional appeal. Other scholars claim that
both informativeness and entertainment of advertising are crucial to its effectiveness
(Ducoffe, 1995, 1996) and that as “there are purchase decisions where thinking is most
involved and others where feeling dominates” (Vaughn, 1980, p. 30), the importance of each
appeal depends on factors as product category (Akbari, 2015; Swaminathan, Zinkhan, &
Reddy, 1996; R. E. Taylor, 1999), NFC (McKay-Nesbitt et al., 2011; Ruiz & Sicilia, 2004)
and knowledge of the advertised brand (Dens & De Pelsmacker, 2010). Ducoffe (1995) finds
a substantial positive correlation between advertising informativeness and its value, however,
he claims that consumers may ignore informative advertisements unless they find them
entertaining enough to focus their attention (Ducoffe, 1995). Although advertisers often use
factual information (Heath & Stipp, 2011; Vakratsas & Ambler, 1999) to generate highly
efficient central information processing (F. Hansen, 2005), this processing is not feasible in
the real world where the attention of consumers is scarce (F. Hansen, 2005; Heath & Stipp,
2011). Indeed, Van den Putte (2009) finds that campaign recall and appreciation is the largest
for TV commercials in which entertaining content is used. Similarly, Geuens, De Pelsmacker,
& Faseur (2011) argue that “emotional ads outperform non-emotional ones in terms of the
attitude towards the ad and the brand” (Geuens et al., 2011, p. 424). Zarantonello, Schmitt, &
Jedidi (2014) analyze 257 TV commercials and find that emotional appeal has a stronger
relationship with brand knowledge in countries with medium and high GDP. It all suggests
that when there is an abundance of information and the attention of consumers is scarce
emotional appeal is more effective. Similarly, in studies focused on print advertisements,
McKay-Nesbitt, Manchanda, Smith, & Huhmann (2011) find that young adults recall
emotional advertisements better than rational ones, and Teichert, Hardeck, Liu, & Trivedi
(2018) reveal that emotional appeals are more effective for reaching various marketing
communications goals from building awareness to influencing purchase intention. Literature
in psychology reveals that people talk about emotional episodes in 90 to 96% of the cases and
the more emotionally intense the event, the more frequent and extended social sharing
(Christophe & Rimé, 1997). Derbaix & Vanhamme (2003) find that “the more surprised the
consumers are, the more they will spread WOM?” (Derbaix & Vanhamme, 2003, p. 109), thus

an emotional appeal of marketing communications may positively influence eWOM. Indeed,
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Gopinath et al. (2014) examine the influence of rational and emotional appeals in traditional
advertising on eWOM and find that only emotional advertisements influence user

recommendations in online forums that in turn have a direct positive impact on product sales.

As far as online marketing communications is concerned, some scholars find that most people
prefer online advertisements that provide interesting information (Szubra & Trojanowski,
2018). In the specific context of social media, Araujo, Neijens, & Vliegenhart (2015) find that
informational content obtains higher levels of re-tweeting and Kim & Yang (2017) report that
emotional appeals have a negative influence on the number of shares, while rational appeals
have a positive influence on the same measure. However, most studies suggest a higher
impact of emotional appeals. “Surprise and joy effectively concentrate attention and retain
viewers”(Teixeira, Wedel, & Pieters, 2012). 41% of Internet users like humor in online
advertising and only 23% like online advertising messages that provide useful information
(Internet Standard, 2012). On the basis of the analysis of 240 video advertisements shared on
social media, Akpinar & Berger (2017) reveal that video advertisements with an emotional

appeal have a higher influence on the number of shares than those with an informative appeal.

In social networks, post appeal (i.e., “the overall theme of a post”) might be a central driver of
user response (Wagner et al., 2017, p. 607). Most empirical studies focused on Facebook also
confirm that the emotional appeal of communication has a higher influence on the number of
comments and shares. On the basis of a content analysis of marketing communications on
Facebook of 193 Fortune 500 companies, Swani et al. (2013) argue that the use of emotional
appeal increases the number of likes. Shen & Bissell (2013) analyze brand posts of beauty
brands and find that entertaining content is used more often and that surveys garner more
comments than other types of entertaining content. Swani & Milne (2017) argue that
emotional appeals have a positive influence on the number of comments and find no evidence
for the influence of functional appeals. Pletikosa Cvijikj & Florian (2013) find that an
emotional appeal of communications has the largest effect (compared to information and
remuneration appeals) on both user comments and shares. Similarly, Luarn et al. (2015) show
that people are more likely to comment on and share entertaining brand posts than
informational and remuneration brand posts. Furthermore, on the basis of U&G theory,
Wagner et al. (2017) argue that the fit of post appeal to users’ needs (gratifications expected)
determine user response in terms of likes, comments and shares. It can be argued that the

common gratifications of spreading eWOM on social media and using social networks
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revealed by prior research (self-expression/promotion, entertainment and social interactions)
are emotional rather than rational. While processing information in social networks
consumers follow “peripheral route” relying on heuristics, social cues, and simple inferences
in their attitude formation (Schulze, Scholer, & Skiera, 2014; Zhong et al., 2011). As
consumers expend little thought elaborating on a message, emotional content may be more
appreciated and shared. Therefore:

* H2: Emotional appeal of marketing communication in social networks has a higher

positive influence on eWOM than rational appeal.

“Brand characteristics play an important role in explaining the level of WOM” (Lovett et al.,
2013, p. 440). Chung & Darke (2006) argue that people share more WOM for self-related
products than for the utilitarian ones. Richins (1983) shows that the higher the price, the
greater the likelihood of negative WOM if the product fails to satisfy customers’ expectations.
As mentioned before, self-expression and self-promotion are among the main common
motivations of spreading eWOM on social media and using social networks. Prior research
reveals that they are also the key motivations of consumer engagement with luxury brands on
social media (Kwon, Ratneshwar, & Thorson, 2017; Pentina, Guilloux, & Micu, 2018).
Brands are powerful means of self-expression in social networks (Y. Sung et al., 2018;
Wallace et al., 2014). Users harness the symbolic value of brands or products to express their
self-concepts and ideal self-identities (Hollenbeck & Kaikati, 2012; D. G. Taylor et al., 2012;
Wallace, Buil, & de Chernatony, 2014) for instance by publishing “brand-selfies” (Pentina et
al., 2018; Schivinski & Brzozowska-Wos, 2015; Y. Sung et al., 2018). It follows that on
social media people are probably more likely to share content that is self-concept relevant,
status-related, unique, entertaining and surprising (Barasch & Berger, 2014; Berger, 2014;
Berger & Iyengar, 2013). People are more likely to share online advertisements that express
their identity (D. G. Taylor et al., 2012). The self-expressiveness of online advertisements is
higher when the brand is consistent with self-concept, the involvement in the product category
is higher and when the advertisement is entertaining (D. G. Taylor et al., 2012). Lovett et al.
(2013) reveal that on social media people tend to talk more about brands that are highly
differentiated, exciting, those with higher perceived quality, and confirm that premium brands
generate a higher level of eWOM in social media than value brands. Therefore:

* H3: Marketing communication in social networks has a higher positive influence on

eWOM for luxury brands than for mass-market brands.

70



Luxury brands elicit emotions, bring personal and hedonistic gratifications. “Luxury is closer
to art than to mere function”, hedonism dominates over functionality (Kapferer & Bastien,
2009, p. 315). Purchase decisions of luxury goods are driven by emotions (Taranko, 2018)
and so are the behaviors of liking and sharing of luxury brand posts (Pentina et al., 2018). It
suggests that the effectiveness of a certain message appeal may also depend on the brand or
product type (Wagner et al., 2017). A rational appeal may be more effective for utilitarian
products, whereas emotional appeal for value-expressive products (Wagner et al., 2017).
Indeed, Lee & Hong (2016) suggest that the impact of the emotional appeal on user
engagement on social networks can be higher for hedonic products than for the utilitarian
ones. Dhaoui (2014) argues specifically that the emotional value of luxury brands messages
on social networks increases the recommendation rate. Therefore:

* H4: For luxury brands emotional appeal of marketing communication in social

networks has a higher positive influence on eWOM than rational appeal.

The use of social media and personal sources of information for purchase decisions can be
explained on the basis of Hofstede’s theory of cultural difference (Hofstede, 1980) and in
particular of cultural dimensions of individualism/collectivism, long-/short-term orientation,

uncertainty avoidance and power distance (Goodrich & de Mooij, 2014).

Individualism-collectivism is one of the most commonly used dimensions in cross-cultural
studies and a robust dimension of national culture (Minkov, 2018). The individualist cultures
demonstrate an independent view of the self that emphasizes separateness, internal attributes,
and uniqueness of individuals, while collectivist cultures demonstrate an interdependent view
of the self that emphasizes connectedness, social context, and relationships (J. L. Aaker &
Maheswaran, 1997). In sum, this dimension reflects the extent to which people are self-
centered or group-oriented (Luo, Wu, Shi, & Xu, 2014). Chau et al. (2002) compare the
purpose of Internet usage between users from Hong Kong and the US. The results of their
study reveal that respondents from the collectivist culture tend to view the Internet as a means
for social interaction, whereas those from the individualist culture are more likely to use it to
seek and obtain information (Chau et al., 2002). Pfeil, Zaphiris, & Ang (2006) find that the
lower the Individualism Index Value (IDV) of a country, the more user contributions to
Wikipedia. Similarly, Goodrich & de Mooij (2014) argue that in collectivist cultures there is
more interpersonal communication (also about products and brands). Social media usage and

trust in online forums are negatively related to individualism (Goodrich & de Mooij, 2014). In
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one of the few studies focused on the European market (France and UK), Posey, Lowry,
Roberts, & Ellis (2010) reveal that the tendency toward collectivism increases self-disclosure
in online communities. The expected gratifications of social interactions may lead to a higher
level of eWOM in social networks in collectivist cultures. Indeed, Chu & Choi (2011) find
that, by offering, seeking and passing along opinions, Chinese users (from a horizontal
collectivist culture) engage in eWOM in social networks significantly more than their
American counterparts (from a vertical individualist culture). The authors refer to a typology
of cultures that expands individualism-collectivism with a horizontal-vertical dimension
(Triandis & Gelfand, 1998), which refers to the hierarchy that is high in vertical and low in
horizontal cultures. However, in an empirical study with participants from Canada and
Singapore, Chung & Darke (2006) show that people from the collectivist culture spread less
WOM than people from the individualist culture. Furthermore, on the basis of a survey
conducted in Singapore and in Australia, Lam et al. (2009) argue that individualism has a
strong positive effect on WOM between weak ties, which may suggest that people from more
individualist cultures are more likely to spread eWOM on social media. Indeed, Fong &
Burton (2008) reveal that users of US online discussion boards are significantly more likely to
spread eWOM than users of Chinese discussion boards. Similarly, Lai & County (2013) find
that American customers are more likely to provide online product reviews than Chinese

customers.

Self-expression and self-promotion may be particularly relevant gratifications of spreading
eWOM in social networks in individualist cultures, however, Goodrich & de Mooij (2014)
argue that these gratifications are particularly relevant in short-term oriented cultures, i.e.
those standing tor “the fostering of virtues related to the past and present—in particular,
respect for tradition, preservation of “face,” and fulfilling social obligations” (Hofstede,
Hofstede, & Minkov, 2010, p. 239). Indeed, Facebook penetration and number of friends

positively correlate with the short-term orientation of a culture (Goodrich & de Mooij, 2014).

Uncertainty avoidance is “the extent to which the members of a culture feel threatened by
ambiguous or unknown situations” (Hofstede et al., 2010, p. 191). In low uncertainty
avoidance cultures, as opposed to high uncertainty avoidance cultures, people believe that

other people can be trusted (Goodrich & de Mooij, 2014).
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Social media usage and trust in online forums is positively related to power distance
(Goodrich & de Mooij, 2014), i.e. “the extent to which the less powerful members of
institutions and organizations within a country expect and accept that power is distributed
unequally” (Hofstede et al., 2010, p. 61). Inequalities are expected in high power-distance
cultures, while cultures low in power distance are more egalitarian (Lam et al., 2009). Lam et
al. (2009) find that the more consumers value high power distance, the more they are likely to

engage in WOM.

As far as other culture classifications are concerned, on the basis of Trompenaars’ model of
cultural differences (Trompenaars & Hampden-Turner, 1998), Hathaway (2018) finds a
strong correlation between social media penetration rates and the factor related to
individualism, as well as a moderate correlation between social media penetration rates and
affective/neutral and universal/particular factors. In sum, prior research suggests that in
different geographic markets, different cultures influence eWOM in social networks, but the
relationship is neither clear nor the impact of other factors (e.g., age, income or education
structure of population) can be excluded. Therefore:

* HS5: The influence of marketing communication in social networks on eWOM varies

according to geographic markets.

Figure 11 illustrates the conceptual model including the independent variables (marketing
communication form, appeal, brand type, geographic market) and the dependent variable

(eWOM).

Figure 11. Conceptual model
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2.3. Research setting

2.3.1. Facebook
Invented in 2004 at Harvard University by Mark Zuckerberg, Facebook is now a global social
network with the highest number of users and also a key marketing communication channel
(Lemanowicz & Ganko, 2014; Malhotra et al., 2013; G. C.-C. Shen, Chiou, Hsiao, Wang, &
Li, 2016). On Facebook companies create pages on which they publish different types of
content and interact with users. Some large companies create so-called global pages on which
different content can be published for different geographic markets. From the current research
perspective, this setting allows comparisons between marketing communications and
consumer behavior in different countries. The content published on a page is referred to as
“post” and appears in the central part of the page referred to as “wall” or “timeline” (Pletikosa
Cvijikj & Michahelles, 2013). Users can see the posts by becoming “fans” of (or “liking”) a
brand page. Facebook brand pages are online brand communities (Azar et al., 2016) mostly
made up of heavy buyers (Nelson-Field et al., 2012) making them particularly relevant for the
study of brand advocacy and eWOM. The average organic reach of a post (without
sponsoring) is 6% of the fanbase (We Are Social, 2019). In other words, if a company does
not pay for a post, on average, only 6% of users who follow the page will see the post.
Companies use two ways to extend the reach of their posts within both fans and other

Facebook users.

The first way, which also allows choosing a specific target group for each post, is by
sponsoring posts or creating ads. Google and Facebook, account for more than 60% of global
online advertising revenues. Facebook alone accounts for 18% but its advertising revenue
growth rate is more than twice as high as Google’s (WARC, 2017). The average CTR for
Facebook ads (.90%), Google display (.60%) and Google AdWords (4.1%) is much higher
than the average CTR for display advertising (.05%) (Chaffey, 2018).

The second way to extend the reach of posts is by harnessing eWOM. Facebook users can
publish posts on a brand page (if allowed by the company), express reactions on posts (“like”,
“love”, “haha”, “wow”, “sad” or “angry”), comment on them and share them. On the basis of
the intensity of initial user interaction on a non-sponsored brand post, Facebook algorithm
decides how relevant the post may be to other users and whether to show it or not in their

news feeds (Wagner et al., 2017). Thus, user interaction determines the ultimate reach of a
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brand post. By “liking” a brand post users demonstrate their endorsement of a brand or
content (Azar et al., 2016; Dhaoui, 2014; Packard & Berger, 2017) and provide feedback to
the brand visible also to other users. Comments and shares represent a form of eWOM (Fogel,
2010; Pletikosa Cvijikj & Michahelles, 2013; Tafesse, 2015). When a user comments on or
shares a brand post, this post can appear in the news feeds of the user’s friends (Chu, 2011;
Kabadayi & Price, 2014). Therefore commenting and sharing increase the reach and impact of
brand posts. With an average number of 150 contacts for each Facebook user (which
interestingly coincides with “Dunbar’s number” - a cognitive limit to the number of people
with whom one can maintain stable social relationships), the reach of eWOM on Facebook is
enormous (Camarero & San José, 2011; Hill & Dunbar, 2003). For the top brand pages,
friends of fans can be an even 34 times larger audience than fans (Lipsman, Mudd, Rich, &

Bruich, 2012).

When users comment on brand posts the feedback they provide is richer than a reaction and
both the brand and other users can add further comments. As mentioned before, commented
brand posts can be distributed automatically to the news feeds of users’ friends, it does not
require any actions from users. Prior research reveals that passive-broadcast features, that do
not require any effort from users are particularly effective in generating social contagion (Aral

& Walker, 2011).

The act of sharing is a deliberate action and specifically expresses users’ desire to show the
brand posts to their network of friends (Fogel, 2010; Hoffman & Fodor, 2010; Tafesse, 2015).
By sharing brand posts users provide feedback to the brand (visible also to other users), self-
appoint themselves as brand ambassadors and the shared brand posts also appear on the users’
profile pages, becoming a part of the users’ presentation on Facebook (Gavilanes et al., 2018;
Malhotra et al., 2013; van Dijck, 2013). “Share may be a strategic behavior related to self-
presentation and thus needs more cognitive effort than does comment” (Kim & Yang, 2017, p.
442). According to Chu (2011), pass-along behaviors of advertisements on Facebook are

determined by self-disclosure and status seeking.
Gratifications of using social media as well as those of spreading and seeking eWOM were

described in the previous chapter. Gratifications of using social networks were mentioned at

the beginning of this chapter. How about specific gratifications of using Facebook?
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According to Zhang, Tang, & Leung (2011), the gratifications people obtain from using
Facebook include social surveillance, recognition, entertainment, and network maintenance.
Entertainment is “the strongest predictor of perceived importance of Facebook in people’s
lives, as well as the time they actually spent on the site” (Zhang et al., 2011, p. 738).
Recognition seems to be the second strongest gratification influencing the perceived
importance of Facebook, log-in frequency and the number of friends (Zhang et al., 2011).
This is consistent with other studies that find that brand following and interactions with
brands on Facebook are means of consumer self-expression and self-promotion, forming part
of consumers’ virtual selves (Schau & Gilly, 2003; van Dijck, 2013; Wallace, Buil, & de
Chernatony, 2017). On Facebook users state they “like” a brand to express themselves and
state who they are (Lipsman et al., 2012; Wallace et al., 2014, 2017). Park et al. (2009) reveal
similar four primary needs (information, self-status seeking, entertainment, socializing) for
group participation in Facebook. It is worth noticing that these needs and gratifications
correspond to the common gratifications of eWOM in social media and using social networks
revealed by other studies (information, self-expression/promotion, entertainment and social
interactions). This further confirms the relevance of this social network for the current study.
The specific Facebook features that allow users to express a reaction, comment and share,
offer rich data for analysis of eWOM. The data is public thus it is not surprising that

Facebook was used in numerous prior empirical studies of social networks.
In sum, Facebook is selected for the current research in order to obtain a high amount of data

for the analysis, to compare different geographic markets and to provide practical relevance to

the results.
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2.3.2. Cosmetic market
Cosmetic (or beauty) market includes four product categories: fragrances, make up, skincare
and haircare. Most of the brands in this market are owned by seven companies: L’Oréal,
Unilever, Procter & Gamble, Estée Lauder Companies, Colgate-Palmolive, Johnson &
Johnson and Shiseido. Some cosmetic brands create global pages on Facebook, which, as

mentioned before, allows comparisons between geographic markets.

Women are the main consumers in this market, which is important because, as mentioned
before, prior research suggests that women are more likely to be market mavens (Higie et al.,
1987), to pass along online messages (Phelps et al., 2004) and to use social media (Eurostat,
2017a; Grant, 2017; Statista, 2018). Women more often than men like and comment on
Facebook posts (We Are Social, 2019). They are more active than men in opinion seeking and
opinion giving on social media (Bartosik-Purgat, 2018). Furthermore, women are more likely
to use social networks for entertainment and relational purposes (Barker, 2009) — motivations
that correspond to those of spreading eWOM on social media. Although Schivinski &
Brzozowska-Wo$ (2015) argue that among Polish consumers, men contribute to and create
brand-related content on social media more often than women, the differences among
different product categories are not examined. Furthermore, Bartosik-Purgat (2016) argues
that 40.8% of Polish respondents often and very often search for information on cosmetic
brands on social media (which is the highest result among the analyzed countries) and that
social media are particularly relevant marketing communication channel for cosmetic brands

in Poland.

WOM programs (especially product seeding) are relevant for and widely used in marketing
communications of beauty brands (I. Chae et al., 2017; Fashion and Beauty Monitor, 2017;
Haenlein & Libai, 2017). 55% of marketing specialists from the beauty industry claim that
influencers provide new and creative ways to gain the attention of consumers and build
audiences (Fashion and Beauty Monitor, 2017). 84% of these specialists work with digital
influencers and 76% argue that influencers and celebrities are critical or very important in
promotion on social media (Fashion and Beauty Monitor, 2017). Furthermore, most of them
argue that the influence of a large community of influencers, ambassadors and fans will be
critical for beauty brands’ success (Fashion and Beauty Monitor, 2017). Sorokin (2013) finds

that 40% of consumers willing to be involved in product seeding would like to test cosmetics.
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The analysis of cosmetic brands is deemed interesting also because possession and
consumption of cosmetics usually are not publicly visible, so sharing information about
cosmetic brands can be the only way to reveal their possession. This may be particularly
relevant to luxury brands. Chao & Schor (1998) find that the share of women buying
expensive cosmetic brands increases with the visibility of the product (e.g., it is higher for
lipsticks than for facial cleansers). This finding suggests consumers may want to reveal the
possession of luxury cosmetic brands and this can be achieved by spreading eWOM in social
networks. Beauty is the third largest personal luxury goods category (after accessories and
apparel) that accounts for 18% of online global online personal luxury goods market by value
(Bain & Company, 2019). According to Deloitte (2018) in the financial year 2016 (ending 30
June 2017), beauty was the top-performing category of luxury brands registering sales growth
at 7.6%. Consumers (especially Millennials) declare that their spend on luxury cosmetics will
grow in the future (BCG & Altagamma, 2017). Due to their accessibility, cosmetics are the
most often purchased luxury product category (Polskie Badanie Czytelnictwa, 2017), while
WOM and social media are the most important information sources about luxury cosmetic
brands (KPMG, 2015), thus this category may provide a high amount of data for the analysis
of eWOM for luxury brands.

In sum, the cosmetic market is selected for the current research in order to obtain a high

amount of data for the analysis and to compare marketing communications of mass-market

and luxury brands on European markets.
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2.3.3. Luxury brands

In economics, luxury goods are “goods that have an income elasticity of demand that is
greater than 1: a 1 percent increase in income leads to more than a 1 percent increase in
demand for a luxury good” (Varian, 2010, p. 285). However, this strictly economic definition
has several limitations. Luxury is a highly subjective concept including psychological, social
and cultural aspects. Even though there is no general agreement in academic literature on
what constitutes a luxury good, the various definitions refer to high quality, high price, rarity
and a high level of aesthetics of luxury goods (Ankiel & Stachowiak, 2016; Dryl & de Araujo
Gil, 2016; Ko, Costello, & Taylor, 2017). Moreover, acclaim and status they confer are at
least equally important (Ankiel & Stachowiak, 2016).

Global luxury goods market includes nine segments (luxury cars, personal luxury goods,
luxury hospitality, fine wines and spirits, gourmet food and fine dining, fine art, high-end
furniture and housewares, private jets and yachts, luxury cruises) (Bain & Company, 2019).
Despite the recent crisis, the luxury goods market grows at a higher rate than other industries
(Stgpien & Mruk, 2018). From 1996 to 2018, the global personal luxury goods market (the
second biggest segment after luxury cars) registered a compound annual growth rate (CAGR)
of 6% (Bain & Company, 2019). It grows mainly due to the democratization of luxury (goods
once reserved for a very limited group of consumers are now more accessible to others) and
the growing importance of emerging markets (e.g. China, Middle East, Russia) (Granot,
Russell, & Brashear-Alejandro, 2013; Shukla, 2011; Truong, McColl, & Kitchen, 2009).
Europe is the top region for luxury sales by value, followed by the Americas (Bain &
Company, 2019). As far as the nationality of consumers is concerned, Chinese consumers
account for the biggest part of global luxury purchases (33%) and drive the market growth
(Bain & Company, 2019). The market growth is also fueled by Generation Y that accounts for
31% of personal luxury goods sales and is expected to account for 45% in 2025 (Bain &
Company, 2019). It is worth mentioning that almost 50% of consumers from this generation
use social networks to research products (GlobalWeblndex, 2017). According to a study by
BCG & Altagamma (2017), 72% of luxury consumers use social media to interact with luxury
brands, especially on Facebook. Ankiel & Stachowiak (2016) further reveal that 59% of users
who follow luxury fashion brands interact with them by “liking” brand content and 20% by

commenting on it.
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However, “there was no love at first sight between luxury and digital” (Heine & Berghaus,
2014, p. 224). Traditionally the main media used for marketing communications of luxury
brands were magazines and, for more accessible categories (e.g., cosmetics) TV (Castillan et
al., 2017; Polskie Badanie Czytelnictwa, 2017). For a long time, luxury brands were skeptical
about using social media because of the dissonance between the egalitarian character of this
type of media and the exclusive character of luxury brands (Deloitte, 2018; Dryl, 2015;
Okonkwo, 2009). Another issue is the lack of control over messages related to the dominance
of user-generated content (Annie Jin, 2012; Okonkwo, 2009; Ucok Hughes et al., 2016) and
the consequent risk of losing an exclusive image. First luxury brands (Gucci and Burberry)
started using social media in 2009 (Dryl, 2015; A. J. Kim & Ko, 2012; Phan, Thomas, &
Heine, 2011). Today luxury brand marketers are increasingly shifting advertising budgets to
digital channels (Napean and Unity Marketing, 2018; Zenith, 2018) and social media are
considered to be a promising marketing communication channel for luxury brands (Godey et
al., 2016; A. J. Kim & Ko, 2012; Napean and Unity Marketing, 2018). 77% of luxury goods
and services marketers invest in social media advertising and promotion (Napean and Unity
Marketing, 2018). In 2017, the share of social media in advertising expenditure of the luxury
industry was of 2.7% and it is expected to account for 3.1% by 2019 (Zenith, 2018).

Luxury marketing is a challenge for both marketing theory and practice (Kapferer & Bastien,
2009; Wiedmann & Hennigs, 2013). “Luxury brands must be desired by all, consumed only
by the happy few” (Kapferer, 1997, p. 255). In order to be desired luxury brands need be both
known (create brand awareness) and considered as such (create brand image). The role of
marketing communication in social media is to build awareness and dream of luxury, a dream
that needs to be constantly regenerated (Godey et al., 2016; Kapferer, 1997; Kapferer &
Bastien, 2009). In the future, the use of social media without compromising brand values will
be the biggest challenge for luxury brands (Deloitte, 2018; Fashion and Beauty Monitor,
2018).

Table 5 depicts social media activity of luxury brands with the highest number of fans in one
week (November 3-9, 2017) on Facebook and Instagram, two of the most relevant social
media for marketing communications of luxury brands (BCG & Altagamma, 2017). It is
worth noticing the high number of followers and the high frequency of posting as well as the

high share of video content.
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Table 5. Luxury brands with the highest number of fans on social media

LOUIS .
VUITTON CHANEL BURBERRY Gucct DIOR HERMES
FACEBOOK www.facebook.co www.facebook.c www.facebook.co www.facebook.co www.facebook.co www.facebook.co
brand page m/LouisVuitton/ om/chanel/ m/Burberry/ m/GUCCI/ m/Dior/ m/hermes/
Number of fans | 20.59 million | 20.3 million 17.3 million 16.5 million 16.2 million | 2.88 million
Posting 0.6 posts/day | 0.5 posts/day | 0.3 posts/day | 3.3 posts/day | 1.1 postsiday | 0.1 posts/d
frequency .6 posts/day | 0.5 posts/day .3 posts/day .3 posts/day .1 posts/day .1 posts/day
PTAT 269 621 213293 19914 120 711 140 593 21 342
f:fe’“gemem 1.31% 1.1% 0.1% 0.73% 0.87% 0.75%
. 47% image . . 15% image
o, > [ o, )
Post type S8% Image, | 4700 ideo, | Zooeimage, | 95%image, | 900 iqon” | 1009 video
42% video o 75% video 5% video o
6% text 6% text
INSTAGRAM www.instagram.co | www.instagram.c | www.instagram.co www.instagram.co | www.instagram.co | www.instagram.co
brand page m/louisvuitton/ om/chanelofficial m/burberry/ m/gucci/ m/dior/ m/hermes/
Number of 19.8 million | 24.8 million | 10.3 million | 18.7 million | 17.6 million | 5.7 million
followers

PTAT = People Talking About This - the number of people that interacted with a brand page and brand posts
Engagement rate = percentage ratio between PTAT and the number of fans
Source: own elaboration based on data retrieved from Likealyzer, Facebook and Instagram

What are the consequences of marketing communication in social media for luxury brands?
The research of Kim & Ko (2012) focused on Louis Vuitton brand and Korean market suggest
that the luxury brands’ marketing activity on social media entertains users, stimulates their
desire for luxury and creates interaction among users, which can lead to WOM effects (A. J.
Kim & Ko, 2012). In a more extended study, including five luxury brands and four counties
(China, France, India and Italy), Godey et al. (2016) reveal that marketing communication in
social media has significant positive effects on brand awareness, brand image and consumer
behavior (brand preference, loyalty and willingness to pay a premium price). Social media can
also be used as an effective marketing communication channel in the positioning of luxury
brands (Bianchi, 2018). The content published by luxury fashion brands on social media
makes consumers visit brand offline/online store (68%) or brand website (52%), purchase

brand products (39%) and recommend the brand (26%) (Ankiel & Stachowiak, 2016).

Furthermore, the relevance of eWOM in social media for luxury brands is related to the

following pieces of evidence from the academic literature:

- Given the high cost of purchase and the high risk of counterfeiting, online information
research from credible sources is particularly relevant to luxury brands and social

media can serve as evaluation forums (Annie Jin, 2012)
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- In the case of hedonic goods, consumers prefer recommendations from other
consumers over professional reviews by critics (Dellarocas et al., 2007; D. Smith,
Menon, & Sivakumar, 2005)

- Consumption can be a form of self-expression and self-promotion (Schau & Gilly,
2003) and luxury brands may be used to communicate social status and unique identity

(Annie Jin, 2012; Lovett et al., 2013; Vigneron & Johnson, 2004)

From the U&G theory perspective, as self-expression/promotion seem to be important
gratifications of spreading eWOM on social media and using social networks, the latter
evidence is particularly relevant for the scope of this study. Prior research suggests that the
purchase of luxury brands is more related to personal preferences and the need for status than
to financial resources (Han, Nunes, & Dreze, 2010; Polskie Badanie Czytelnictwa, 2017;
Stepien & Mruk, 2018). Consumers are often motivated to acquire products on the basis of
what they represent to them, to their social reference groups and other groups (Han et al.,
2010; Leigh & Gabel, 1992; Stepien, 2018). As Veblen notes in his classical treatise from
1899 “The Theory of the Leisure Class” what confers status is “conspicuous consumption” —
exhibiting rather than accumulating wealth. However, it is not necessary to consume a product
to transfer its meaning. If “we are what we have” (Belk, 1988, p. 139), “we are what we post”
as well (Schau & Gilly, 2003, p. 385). Social networks allow consumers to create digital
collages on their profiles to express their individual and affiliative identity. By sharing brand
communications consumers use the symbolic value of a brand to represent their identity and
social status to others, just as if they were actually consuming the advertised products (Lovett
et al., 2013; Schau & Gilly, 2003; Taylor et al., 2012). Users choose brands on the basis of the
image of a typical brand user they identify with or want to resemble (Han et al., 2010). As
social networks allow users to present an “ideal self”, people can choose brands that they
cannot afford in the real world, to express themselves online (Schau & Gilly, 2003; Wallace et
al., 2014). Furthermore, as self-expression on social media, luxury brand consumption is

positively influenced by narcissistic orientation (Kang & Park, 2016).

“Luxury purchases have two facets: indulging in one’s pleasure (luxury for self) and
demonstration of success (luxury for others)” (Kapferer & Bastien, 2009, p. 321). Other
scholars refer to self-referenced (or personally oriented) motivations (subjective and private,
bringing affective, symbolic and utilitarian gratifications, e.g. pleasure, self-expression,

quality-assurance) and other-referenced (or socially oriented) motivations (socially-
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recognized and public; e.g. ostentation, non-conformity/uniqueness, conformity with the
reference group) (Amatulli & Guido, 2011; S. Tsai, 2005; Wiedmann, Hennigs, & Siebels,
2009). Interesting results emerge from prior research on the different motivations of luxury
brand purchase between consumers from Western (e.g., US, Italy, France) and Eastern
countries. It seems that for Western consumers luxury is for themselves, personally oriented,
often hedonic purchase motivations play a dominant role, while for Eastern consumers luxury
is for others, it must be socially recognized and public. Western consumers are driven by the
consistency with their individual style, while Eastern consumers purchase luxury goods
mainly to convey their social status and display their wealth (Phau & Prendergast, 2000;
Shukla, 2011; Wong & Ahuvia, 1998). Cheema & Kaikati (2010) argue that consumers with
need for uniqueness (that might be more represented in Western individualist cultures) are not
likely to share information about “their” brands. Han et al. (2010, p. 15) reveal that wealthy
consumers with a low need for status purchase “quiet” luxury goods to associate with their
own kind that can recognize these goods, while wealthy consumers with a high need for status
purchase “loud” luxury goods to “signal to the less affluent that they are not one of them”. Is
it the same with sharing luxury brand content? Luxury has the function of creating social
stratification (Kapferer & Bastien, 2009), thus it is particularly interesting to compare
consumer behavior in high and low power-distance cultures. Commenting on brands or
sharing interesting brand messages on proper Facebook profile may contribute to one’s
perceived status and thus lead to user’s self-enhancement within a reference group (Pentina et
al., 2018; Wolny & Mueller, 2013). Users from cultures in which hierarchy and status are
particularly relevant may spread eWOM on social media more than other users, in order to
obtain status-related gratifications. Interestingly, Stepien & Mruk (2018) mention that the
perception and display of luxury goods may be related to religion. For instance, in Catholic
countries, ostentatious display of hedonic goods may not be seen positively (Stepien & Mruk,

2018), thus it may be the same with sharing luxury brand content.
In sum, luxury brands are selected for the current research in order to fill the research gap in

academic literature described in the first chapter, compare geographic markets and to provide

practical relevance to the results.

83



2.3.4. The Polish and Italian markets

European markets have been scarcely addressed in marketing literature on social media and

WOM. Specifically, only 26 articles providing empirical research findings from the Polish

market have been identified in Scopus, Web of Science, Infona, Google Scholar and

Researchgate databases by searching without time restrictions (Table 6) suggesting a

significant research gap. In addition, in many of these studies, there is a lack of theoretical

background and some methodological issues that cast doubts on research findings (e.g.,

sample bias, response bias, lack of validity and reliability verification, lack of an appropriate

statistical analysis).

Table 6. Empirical research articles on social media and WOM in Poland

AUTHOR RESEARCH FIELD RAE/[‘;%%%H MAIN RESULTS
Usage of social media
. for building brand Case study | A description of social media used by the company,
Andrzejewska . . : L .
(2013) image .and. onl}ne (Kompama activity assessment and recommendation for
communication in the | Piwowarska) | improvements
brewing sector
On social media, the respondents follow brands they
. . like, which bring them positive emotions. Users are

Brzozowska- Social media and Survey . .

Wos (2013) brand image (n=368) likely to follow brands they buy in order to access
information (e.g., about sales promotion which is the
preferred type of content).

. Most respondents are aware of product seeding

Sorokin . Survey . . .

Product seeding _ programs, would like to participate in them and would

(2013) (n=136)
recommend the tested products.

Classification of WOM usage in marketing

Tkaczyk WOM in marketing Survey communication. Most aspiring entrepreneurs are willing

(2013) communication (n=102) to stimulate and use WOM. They agree that customers
providing WOM should be rewarded.

Lemanowicz Methods for Case stud

, evaluation of the Yol A positive assessment of the described Facebook
& Ganko, . . (Johnnie .
effectiveness of social campaign
(2014) . . Walker)
media marketing
A positive correlation between the acceptance of
remuneration for recommendations and materialism. The
Tkaczyk & Consumer attitude acceptance of monetary remuneration for
. . Survey Lo o

Krzyzanowska toward paid (n=145) recommendations is higher for men. A positive

(2014) recommendations correlation between the susceptibility to societal
influence and willingness to accept remuneration for
recommendations.

87% of respondents use social networks at least once a
o e

Parzonko Social media and Survey day. 7.8 & Ot? resp ondents .d? nogbuy Zop ro;luct if 1tdhas

(2015) consumer behavior (n=110) negative opinions on social media. 7 .A> of respondents
search for product information on social media. 73% of
respondents follow brands they like.

Polish consumers are more likely to consume than to

Schivinski & Online brand-related Surv create online brand-related content. Women are more

Brzozowska- activities of Polish (n:u2 26373) likely to read brand e-mails and watch online

Wos (2015) consumers ’ advertisements than men. Men are more likely to
contribute to and create online brand-related content.

84




The influence of firm-

Firm-created and user-generated social media

Schivinski & communications have a positive influence on brand
. and user-generated Survey L . .
Dabrowski _ awareness/associations. User-generated social media
content on Facebook (n=302) L o ©
(2015) on brand equi communication has a positive influence on brand loyalty
quity and perceived brand quality.
e Online focus
Schivinski & N groups A classification of consumers’ online brand-related
¥ .ukasik brgl?clll-srléllgfercsi a(():ltlilxlzlilteies e Online in- activities in three main categories (consumption,
(2015) depth contribution, creation)
interviews
® Netnography
A common use of social media (in particular of
Skowron & Social media in Surv Facebook) among Polish companies. Main advantages of
Skrzetuski marketing (nliz le g) social media are the possibility of building brand
(2015) communications awareness and low cost. The need for monitoring is seen
as the major disadvantage.
Szewczyk Social media and Case study A comparative analys1s of Facebook and Google display
X . campaigns reveals higher CTR for the Facebook
(2015) display advertising (Quweta.pl) .
campaign.
Consumer product The higher the purchase decision involvement in a
Tkaczyk . Survey . .
(2015) involvement and (n=1,000) product category, the higher the propensity to generate
WOM ’ WOM.
Building an image of
Wrzochul- A f i . .
. an institution of higher Content A description of typical and distinctive content on
Stawinoga . . . SRR
education on analysis Facebook for higher education institutions.
(2015)
Facebook
. Luxury brand 69% of respondents follow a luxury fashion brand on
Ankiel & T . : .. . .
. communications in Survey social media. Obtaining product information and
Stachowiak . . - . . .
social media and (n=100) discount coupons are the main reasons for following
(2016) . )
consumer behavior luxury fashion brands.
On social media users mainly search for information
about mobile phones and computers. 40.8% of Polish
. Social media as respondents often and very often search for information
Bartosik- . . Survey . . . .
Purgat (2016) product information (n=296) on cosmetic brands on s0c1.f<11 media (the highest result
sources among the analyzed countries). The more frequently the
respondents use Facebook, the more they search for
information on cosmetics.
Hai Social me.d a1 Survey 85% of respondents use Facebook. Communication
ajduk (2016) marketing - . .
oS (n=596) through mobile devices becomes always more common.
communications
Brand promotion in social media is seen as cheaper than
Jaska & Lo Survey Lo o . o
Brand promotion in _ the promotion in traditional media. 77% of respondents
Werenowska, . . (n=133) L . .
social media agree that constant communication with customers is an
(2016) ' !
advantage of social media.
A classification of managerial perspectives on WOM and
Mazurek & . S o
Survey different approaches to managing it. A weak positive
Tkaczyk WOM management _ . A .
(2016) (n=89) conelgtlon between the company’s size and its tendency
to actively manage WOM.
The influence of firm- Firm-created communication has a positive influence on
Schivinski & and user-generated Surve brand attitude. User-generated communication has a
Dabrowski content on Facebook (n=5 OZ) positive influence on brand equity and brand attitude.
(2016) on brand equity and Brand equity and brand attitude have a positive influence
brand attitude on purchase intention.
Wiazewicz & 49% of respondents (93.5 % women) read fashion blogs
Zatwarnicka- Fashion bl Survey mainly looking for inspiration and interesting ideas.
Madura STon HIogs (n=785) Most of them think that product and brand opinions on
(2016) blogs are credible.
88.3% of respondents declare they access YouTube
Wyrwisz & YouTube in marketing Survey every day. Most respondents search for entertaining
Zydek (2016) communications (n=445) content. YouTube allows companies to build

communities and interact with customers.

85




Brzozowska- The influence of the A negative influence of the perceived risk on brand trust.
Wos & perceived risk and Survey A positive influence of the perceived risk and brand trust
Schivinski trust toward brands on (n=319) on eWOM. Partial negative mediation of brand trust in
(2017) eWOM the relationship between the perceived risk and eWOM.
Preferences toward
marketing Most Polish respondents prefer content including
. Y Survey . S .
Siuda (2017) communication - images, practical information on products and sales
. X (n=151) . . X
content in online promotions published 1-2 times a week.
brand communities
Szulzyk- 47% of respondents visit brand pages on social media.
Cieplak, Online advertising on Survey According to the respondents, discount coupons (39.5%)
Puchtel, & social media (n=200) and information on sales promotions (34.5%) positively
Plecha (2017) influence their purchase decisions.
80% of Polish respondents use Facebook at least once a

eWOM in social day. The more often they use it, the more often they seek
Bartosik- media in consumer Survey information about products, ask acquaintances for advice
Purgat (2018) decision-making (n=296) on product purchase and recommend products to others.

process Women seek product information on Facebook and
spread negative opinions more often than men.

n = Polish sample size
Source: own elaboration based on data from Scopus, Web of Science, Infona, Google Scholar and Researchgate

Similarly, only 18 articles providing empirical research findings from the Italian market have

been identified in the Scopus database by searching without time restrictions (Table 7).

Table 7. Empirical research articles on social media and WOM in Italy

RESEARCH

AUTHOR RESEARCH FIELD METHOD MAIN RESULTS
Soscia The role of emotions in  |e  Experiment | Gratitude has a positive influence on repurchase
(2007) predicting post- e Survey intention and positive WOM. Guilt has a negative

consumption behavior (n=182) influence on complaint behavior and negative WOM.
Vasalou The main motivations of using Facebook for Italian
Joinson ’ & Factors influencing user Surve users include keeping contact with people they know
Courvoisier motivations for using (n=9 53)] (offline), joining groups and events. Games and
(2010) Facebook applications are more important for Italian users than

for their US counterparts.
The influence of e Survey Innovativeness is positively related to the active and
Pagani et al. personality on active and (n=738) passive use of social networks, while self-identity
(2011) passive use of social e Survey expressiveness and social identity expressiveness are
networks (n=277) positively related to the active use of social networks.
. . Bloggers have explored technical, economic aspects of
;{/21512:1121 & Coizsgiegl;g;ibi?lg in Content the crisis of Alitalia and its consequences for the
2011) crisis pany analysis community. Negative sentiment of posts and
comments.
Romani, Emotions toward brands | * §;gveli 6 Specific negative emotions affect specific behavioral
Grappi, & and their behavioral (357 4p1. | outcomes (switching, complaining, and negative word
i ffect > TE

Dalli (2012) ettects 146, 1.217) of mouth).
Di Pietro & Sc};ﬁgﬁ:ggfggzlsted Surve Perceived usefulness of Facebook and eWOM have
Pantano urchase inten tionsgo ¢ (n=1 l8y3) the highest positive influence on the purchase
(2013) P travelers ’ intention of a tour package.
Grappi, .
Romani, & oi\}f;t?}ae;?gfilon\s/iﬁs Survey Contempt, anger and disgust have a positive influence
Bagozzi ; garding (n=65,280) | on NWOM.
(2013) influencing NWOM
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Mauri & Web reviews, customer Surve A positive correlation between the valence of web
Minazzi expectations and (n=3 437) reviews and both hotel booking intention and the level
(2013) purchase intention of customer expectations.
The relationship between
Pagani et al. . dex?aversmn, §0c1al Survey Extraversion and social identity expressiveness are
(2013) ! ailhlgee;(gf]is;‘;znﬁs (n=853) positively related to the active use of Facebook.
Facebook
Pantano & Company’s reactions on Intewiews Most common reactions of.companies to n.egative
Corvello negative eWOM in (no d.etalls eWOM in s0f:1al networks include: provu}mg excuses
(2013) social networks provided) and qxplanatlon, acceptance Of consumer’s request, no
(n=237) reaction, and product substitution.
Martini, . o . .
Massa, & Cgstomer co-creation Case s.tudy A description of the customer co-creation project
Testa (2014) projects on social media (Barilla) implemented by Barilla.
Nadeem . . Website service quality .and consumers prediqus.itions
An drein{, Factors 1nﬂuenC}ng to use Facebook for online shopplng haye a positive
Salo. & consumer trust, attitudes Survey influence on tmst toward an online retaﬂer. Peer
La ul;kanen and 10yalt.y towar.d (n=288) recpmmendatlons affect. consumers’ attltudes and have
(2015) clothing online retailers a significantly stronger influence on the attitudes of
women than men.
Floreddu & Facebook brand page A typolqu of soci.al media cgmmunicatioq strategies.
Cabiddu management gnd online Conter}t Companies with hlgh7reputat10n are more likely to
(2016) reputation of insurance analysis respond. to customers’ comments on Facebook, than
companies those with medium and low reputation.
Social media marketing has a positive influence on
Godey et al. Social media marketing Survey brand awareness, brand image and consumer behavior
(2016) of luxury brands (n=202) (brand preference, loyalty and willingness to pay a
premium price).
The perceived importance of social media is the main
Ananda, e Semi- driver for the implementation of social media
Hernandez- Social media marketing §tructgred marketing. Supporting brand awareness and sales are
Garcia, & of fashion brands Interviews | the main objectives of social media marketing in
Lamberti ¢ Content SMEs. Companies neither focus on building
(2017) analysis relationships with customers nor on user engagement
and advocacy.
The earlier the generation, the less likely to book a
Confente & Determinants of hotel Surve hotel online. Previous online travel purchase is the
Vigolo online booking intention (n=5 5;]) main predictor of hotel online booking intention.
(2018) among generations eWOM has a positive influence on online booking
intention.
User-generated communication in social media
positively influences perceived brand quality and
Morra, The influence of loyalty. Firm-created social media communication
Ceruti, L positively influences brand awareness/associations.
Chierici, & comlplllnlcatlon Fhrou%fh Slirvey Perceived brand quality and brand loyalty positively
Di Gregorio soctd and tradmong (n=183) influence brand equity. Communication through
(2018) media on brand equity traditional media has a negative influence on brand
awareness/associations, perceived quality and brand
loyalty.
The influence of firm-
Morra,
Gelosa and user-gel}erated . o
Ceruti ’ & content on s0c1.al media Survey UGC has a positive 1.nﬂue1.1ce on both over.all brand
Mazzu7cchelli on brand equity and (n=198) equity and purchase intention of counterfeit products.
purchase intention of
(2018)
luxury brands

n = Italian sample size
Source: own elaboration based on data from Scopus
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It is worth mentioning that in neither of the two markets studies examining the influence of

marketing communication in social media on eWOM have been identified.

Furthermore, as mentioned in the previous chapter, there is a research gap related to the
differences between countries in social media usage and eWOM, and the current study
attempts to determine whether the influence of marketing communication in social networks
on eWOM varies according to geographic markets. As mentioned before, the differences may
be related to cultural aspects. Again, it is worth underlining that this study neither aims to
verify if the culture influences eWOM in social networks, nor if the culture is more important
than other factors that characterize different geographic markets (e.g., age, income or
educational structure of population) and that may moderate the influence of marketing
communication in social media on eWOM. However, as the extant academic research
suggests that the culture may influence eWOM in social media, it is deemed appropriate
comparing European countries that show large score differences on scales measuring cultural

dimensions.

Although, Hofstede’s framework has received criticism for issues as limited theoretical
grounding, unrepresentative sample and lack of contemporary relevance (McSweeney, 2002;
Minkov, 2018), there is evidence that “more contemporary cultural frameworks have provided
only limited advancements compared with Hofstede’s original work”, cultural distance
constructs based on Hofstede’s and Trompenaars’ frameworks have strong convergent
validity (Magnusson, Wilson, Zdravkovic, Xin Zhou, & Westjohn, 2008, p. 196) and the
differences identified between countries are still relevant (Beugelsdijk, Maseland, & van
Hoorn, 2015). Therefore, these two frameworks are used to compare Polish and Italian

cultures.

The index values proposed by Hofstede are plotted on a scale from 0 to 100. As mentioned
before, prior academic research suggests that the use of social media and personal sources of
information for purchase decisions can be explained on the basis of cultural dimensions of
individualism/collectivism, long-/short-term orientation, uncertainty avoidance and power
distance (Goodrich & de Mooij, 2014). Figure 12 depicts the comparison between Italy and
Poland based on these dimensions of Hofstede’s framework. It is worth underlining that
group-level dimensions in the Hofstede’s framework describe national averages and the

framework can be applied at the national level of analysis, not at the individual. As “averages
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are calculated for items that are unrelated at the individual level and which therefore do not
constitute a cultural dimension at the individual level” (Brewer & Venaik, 2014, p. 1076), it is
not possible to state whether the differences at the individual level exist and whether the
differences between the two countries are statistically significant. Any projection national-
level culture characteristics onto individuals is a form of “ecological fallacy” — an error

commonly committed by scholars (Brewer & Venaik, 2014).

Figure 12. Hofstede’s framework: score comparison between Italy and Poland

Individualism
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Source: own elaboration based on Hofstede et al. (2010)

The Individualism Index Value (IDV) is a measure to assess the level of a society’s
individualism/collectivism (Hofstede et al., 2010). Scores close to 100 represent more
individualist societies (e.g., US 91, Australia 90), while scores close to 0 correspond to more
collectivist societies (e.g., Guatemala 6, Pakistan 14, China 20). ”Social scientists assume that
individualism is more prevalent in industrialized Western societies than in other societies,
especially more traditional societies in developing countries.” (Oyserman, Coon, &
Kemmelmeier, 2002). Italy is one of the most individualist societies in Europe (IDV 76),
while IDV for Poland is only 60, suggesting that Poland is a more collectivist society than
Italy (Hofstede et al., 2010). It is worth mentioning that this result seems to be confirmed by
GLOBE study and a recent study by Minkov et al. (2017). The country practice score on
institutional collectivism for Poland is 4.53, while the same score for Italy is 3.68 (GLOBE,
2004). However, as mentioned before, the effect collectivism on eWOM spreading is not

clear.
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Long-Term Orientation (LTO) Index values close to 100 represent more long-term oriented
societies (e.g., South Korea 100), while scores close to 0 refer to more short-oriented societies
(e.g., Egypt 7). There is a considerable difference between the scores of Italy and Poland.
LTO score for Italy is 61 and for Poland is only 38, suggesting that the Polish society is more
short-term oriented. Goodrich & de Mooij (2014) argue that Facebook penetration and
number of friends positively correlate with a short-term orientation and suggest that the
underlying reason is related to the need for self-enhancement. The share of individuals who
use social networks seems to be higher in Poland (48%) than in Italy (43%) (Eurostat, 2017a)
as the engagement rate on Facebook (the average number of people who interact with a
Facebook page’s posts vs. the page reach) that is 3.8% in Poland and 3.1% in Italy (We Are
Social, 2019). However, Facebook penetration rate (advertising audience compared to the
population aged 13+) is higher