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This report is conceptualized as a research proposal that aims to investigate 

culturally differentiated consumers' motivations to engage in electronic word-of-mouth 

(eWOM) communication through one of the newest and most popular social networking 

sites: micro-blogging service in the U.S and China. Instead of actually collecting data, the 

report uses a social cognitive approach and tries to explain eWOM motives in outcome 

expectations by applying Bandura’s six outcome expectations and three additional 

dimensions to eWOM communication, some of which will be influenced by apparent 

cultural differences that exist between U.S and China. 
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Chapter 1: Introduction 

WOM is a more powerful tool to shape consumers’ attitudes and behaviors than 

traditional advertising and personal selling. With the prevalence of the Internet and its 

dramatic increase as a social networking tool, WOM, a term usually reserved for face-to-

face interactions, now has a place on the World Wide Web.It is referred as electronic 

word-of-mouth (eWOM). eWOM is defined by Henning-Thurau et al. (2004) as: 

“Any positive or negative statement made by potential, actual or former 

consumers about a product, company [or service], which is made available 

to a multitude of people via the Internet.” (p.39). 

Another way to define eWOM could be derived from the concept of User-Generated 

Content (UGC). User-Generated Content (UGC), sometimes referred to as Consumer-

Generated Content (CGC), is defined as “media content created or produced by the 

general public rather than by paid professionals and primarily distributed on the Internet.” 

(Daugherty et al., 2008). In this sense, eWOM could be viewed as a special type of 

Consumer-Generated Content that is related to products, brands or companies. Therefore, 

to study eWOM communication, it would be beneficial to examine the eWOM behavior 

in the larger context of the UGC trend of the Internet age.  

eWOM could be spread through emails, message boards, chat rooms, blogs, virtual 

communities, and review sites, all of which serve as venues for User-Generated Content. 

In the current report, I will focus on investigating increasingly promising channels of 

eWOM– social networking sites (e.g., Twitter versus Micro-blog, Facebook versus 

Renren). Although eWOM through social networking sites is similar to eWOM through 



 

2 

other channels, it has some distinctive features that make it especially worthy of 

investigating. For one, eWOM communication through social networking sites is usually 

targeting people within the communicator’s social network instead of strangers. The 

communicator is more identifiable or less anonymous than people who post reviews on 

online forums or message boards Thus, it is more influential and deemed more credible. 

For another, eWOM through social networking sites can take multiple forms such as text, 

picture, video, interactive gadgets and various branded apps, which make it more 

interactive and entertaining. As a result, it’s likely that consumers’ motivation in 

engaging in these activities can be different with their motivation in eWOM activities 

through more traditional and limited text-based channels and platforms such as online 

reviews sites. 

As more people turn to the Internet as a source for information, eWOM is considered as 

an independent, unbiased opinion and is more trustworthy than traditional advertising. It 

is nearly twelve times more so than descriptions that come from manufacturers 

(eMarketer, February 2009). eWOM also plays an important role in consumers’ 

purchasing decisions. According to the latest survey from Opinion Research Corporation, 

nearly two-thirds of respondents reported consulting online reviews, blogs and other 

sources of online customer feedback before purchasing a new product or service (Werbler 

and Harris, 2008).  

The impact of eWOM is far reaching. For marketers who are eager to harness the power 

of eWOM, it is beneficial to ask how and why consumers would engage in eWOM 

communication. However, few studies have so far used a social cognitive approach in 
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investigating the underlying driving force of consumers’ eWOM behavior in spite of 

social cognitive theory’s relevancy in contemplating the UGC phenomenon (Daugherty et 

al., 2011). Therefore, this report will employ perspectives from the social cognitive 

theory to analyze various motives and try to provide a comprehensive investigation into 

possible outcome expectations that consumers have for eWOM communication. This 

report also takes media platform into consideration and tries to reveal any unique 

characteristic of eWOM motivation through social networking platforms. In addition, by 

incorporating the concepts of negative outcome expectations and self-efficacy, this report 

will also try to explain why some consumers do not engage in eWOM communication. 

One of the newest platform of eWOM communication is microblogging, using web 

service such as Twitter and Weibo in the US and China. Twitter, which was launched on 

July13, 2006, is a micro-blogging social networking site that allows users to send and 

read messages called tweets. Tweets are text-based posts of up to 140 characters in 

length. “Weibo” is the Chinese word for “micro-blogging”. Sina Weibo is the most 

popular Chinese version of twitter, launched by SINA Corporation in August 2009 

(Millward, Steven 2009). On April 7, 2011 it launched its new domain weibo.com. Till 

the May of the 2011, it has over 140 million users (Cao, Charles 2011). This report will 

take a closer look at this extremely promising media platform and aims to examine the 

relations between consumer’s motivations for engaging in eWOM and microblogging 

setting patterns. 

This research will have significant implications for global marketers who have 

realized the decreased influence of traditional advertising and public relations and are 
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eager to tap into the powerful influence of consumer-generated content and social media. 

First, having adequate knowledge about consumers' motivations for providing eWOM 

can help global marketers better interact with consumers and manage customer 

relationship. Second, it could also provide insights for creating marketing campaigns. By 

investigating different motives of eWOM communication and linking them to frequency 

of eWOM behaviors, it could help global marketers to identify the more active consumers 

who are potential brand advocates for viral campaigns. Finally, it would give possible 

explanation for failure of viral campaigns by investigating why and in what situation 

people do not engage in eWOM communication. 
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Chapter 2: Literature Review  

User-Generated Content and eWOM Motivation 

As indicated above, eWOM is a special form of UGC, and it shares many of the common 

characteristics of UGC. Therefore, to understand eWOM behaviors, it’s best to start with 

an examination of UGC in the larger context. So far only a few researchers have studied 

the motivation for creating UGC in general. Leung (2009) analyzed the motivation for 

creating UGC in a framework of the Uses & Gratifications Theory. He categorized the 

needs that drive consumers to create content online into four categories: recognition 

needs, cognitive needs, social needs and entertainment needs. Additionally, Daugherty et 

al. (2008) explored the attitudinal functions that provide the motivational source for using 

and creating UGC and found that the ego-defensive and social functions of attitude have 

the most explanatory power for creating UGC. Finally, Grannell (2009) proposed three 

key motives for UGC creation: identity management, knowledge management and social 

connection. All three studies used different terms and approaches but came to similar 

conclusions that the ego factor and the social factor are two of the most important reasons 

people engage in creating UGC.    

UGC can take so many forms that each type of UGC may have its distinctive features. 

Research on specific forms of UGC, such as participation in online communities, is 

commonly found. For example, Dholakia et al. (2003) investigated the motivations of 

people who participate in virtual communities based on the social psychological model of 

goal-directed behavior and social identity theory. They argued that there are several key 

values that people derive from participating in virtual communities, which are purposive 
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value, self-discovery value, social enhancement value, entertainment value, maintaining 

interpersonal interconnectivity, cognitive social identity and affective social identity. 

Blogging is another popular type of UGC that is frequently studied. For instance, 

Trammell et al. (2004) examined motivations of blogging in a Uses and Gratifications 

approach. They found that self-expression, social interaction, entertainment, passing the 

time, information and professional advancement are the six most important gratifications 

that bloggers seek from blogging activities. Although these UGC producing activities are 

not necessarily related to products or brands, they share some of the common 

characteristics with eWOM activities, which could also provide insights for eWOM 

motivation research. 

As an important type of UGC that carries particular commercial value to the business 

world, eWOM attracts a lot of attention from researchers. eWOM distinguishes itself from 

common UGC in that it’s pertaining to a particular product, service or brand. It has also 

been proven to be influential in other consumers’ perception of the product or brand. In 

other words, eWOM can make or break a brand. In recent years, the influence of eWOM is 

being hyper-realized with social media. Sites like Facebook, Twitter, Myspace and 

Foursquare provide users with extremely interactive and convenient platform to create and 

share various types of contents, allowing participation on a mass scale and in a more 

engaging manner. As a result, it’s important to reexamine the definition of eWOM in this 

social media context. eWOM has been defined by Hennig-Thurau et al. (2004) as “any 

positive or negative statement made by potential, actual or former consumers about a 

product, company [or service], which is made available to a multitude of people via the 

Internet.” (p.39). In this definition, eWOM is a “statement”, which is traditionally referring 
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to “a definite or clear expression of something in speech or writing”. However, to express 

attitude and opinion toward a brand, there can be multiple ways. Does clicking the “like” 

button on a brand’s Facebook page count as eWOM behavior? If not, does sharing of a 

brand’s video to friends via Youtube with a title or comment “check this out! It’s 

hilarious!” counts as an eWOM behavior? Although there may be disagreement on 

including this kind of social media activities in the eWOM communication, this study will 

argue that these activities are important forms of eWOM communication that deserve more 

attention from researchers and marketers.  

There are numerous eWOM studies that placed emphasis on the effects of eWOM on 

consumer behavior, but only limited studies have investigated why consumers engage in 

eWOM communication. Since eWOM communication is an expanded form of traditional 

face-to-face WOM, it is expected that WOM and eWOM share the core motivations 

(Hennig-Thurau et al. 2004). Therefore, many proposed motives for eWOM in this report 

are derived from previous studies about traditional WOM. For example, Sundaram et al. 

(1998) suggest seven motives for WOM activities: altruism, advice seeking, product 

involvement, self-enhancement, helping the company, reducing anxiety, and vengeance. 

Based on several studies on traditional WOM motives, Hennig-Thurau et al. (2004) have 

identified seven consumer motives to engage in eWOM activities, which are social 

benefits, extraversion/positive self-enhancement, concern for other consumers, platform 

assistance, venting negative feelings, advice seeking and economic incentives. How will 

these motives fit in the context of social media eWOM communication? Are these 

motives good predictors for eWOM behaviors in social networking sites? In the 
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following section, I will discuss each motive and analyze them in the perspective of 

social cognitive theory. 

Outcome expectations and eWOM motivations 

Within the mass communication research, a popular approach in studying motivation for 

media use is the Uses and Gratifications Theory, which postulates that human beings are 

active users of media and their motivation for media use are based upon different needs 

and gratifications they seek from media. However, uses and gratifications generally have 

weak prediction of media behavior (Palmgreen et al., 1985), and LaRose & Eastin (2004) 

proposed to use a more comprehensive approach to reexamine media use based on social 

cognitive theory. According to social cognitive theory, behavior is an observable act and 

the performance of behavior is determined, in large part, by the outcome expectations of 

the behavior. An outcome expectation is a "judgment of the likely consequence such 

performances will produce" (Bandura, 1997, p. 21), which are formed based on people’s 

own experience of the behavior or from vicarious learning through observation of 

mediated source. These outcome expectations reflect the current beliefs about the 

outcomes of prospective future behavior but are predicated upon comparisons between 

incentives expected and incentives attained in the past (LaRose et al., 2001). According 

to Bandura (1986), there are six basic types of incentives for human behavior: social, 

status, monetary, enjoyable activity, novel sensory, and self-reactive incentives. Based on 

the six outcome expectations, this report will discuss each incentive that is driving 

consumers to engage in eWOM communication. A close examination of the various 

literatures on UGC and eWOM motivation against the six outcome expectations in social 
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cognitive theory indicates that many of the motives actually fall in the categories of 

outcome expectations (as shown in Table 1).  

First of all, many researchers have identified “social interaction” as a primary 

motivational factor for UGC activities and eWOM behavior (e.g. Sundaram et al. 1998; 

Hennig-Thurau et al. 2004). Correspondingly, in social cognitive theory, social incentive 

is an important driving force for human behavior. Through eWOM communication, 

consumers can gain a sense of belonging through sharing similar interests, opinions and 

attitudes towards a brand or product. The development of social media has further 

enhanced the social interaction between consumers. It’s arguable that people who engage 

in eWOM on social networking sites expected to gain more social interaction than on 

traditional eWOM channels such as online review websites. There are two reasons for 

this. First, social networking sites are designed to facilitate social interaction, and 

therefore the design features naturally emphasize the “sharing” and interactive elements. 

Second, eWOM behaviors on social networking sites are more commonly found between 

friends or acquaintances within one’s social networks. Unlike review sites where people 

come and go, social networking sites are generally for relatively long term usage, thus 

may involve more social interaction. 

Status incentive, another important component in Bandura’s six outcome expectations, 

can be understood as the desire “to seem cool or important” (LaRose et al., 2004). This 

corresponds to the “self-enhancement” motive in many researchers’ studies. For example, 

Sundaram et al. (1998) use “self-enhancement” to refer to the motive to enhance images 

among other consumers by projecting themselves as intelligent shoppers. Hennig-Thurau 
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et al. (2004) indicate that eWOM “allows consumers to signal a kind of connoisseurship 

or a level of social status that can become important to one’s self-concept”. Self-

enhancement, therefore, is essentially based on an expectation of status, and in the 

context of eWOM, this status is more of a mental superiority rather than realistic 

economic or social status. 

Novel sensory incentive refers to seeking novel information or knowledge. Although the 

eWOM behavior this study focuses on is mainly about providing information instead of 

seeking information, it can be argued that during eWOM communication, people may 

expect to have feedback or exchange of opinions, thus eWOM is a two-way 

communication – eWOM provider can be eWOM receiver. Therefore, this study also 

includes the novel sensory incentives as a relevant category of motivational factor. 

Activity incentive is based on people’s preference for enjoyable activities. Although 

research on UGC has identified “entertainment” as one of the major motives (McLure et 

al., 2000; Schmidt & Wilber, 2005; Leung, 2009), most research on WOM or eWOM did 

not emphasize this aspect. This is understandable because eWOM behavior in itself does 

not bring as much enjoyable entertainment as most media contents do. However, on the 

multimedia-enabled and smartly designed social media platform, it is possible that 

eWOM can be more entertaining and enjoyable than ever before. For example, on 

Foursquare, consumers can “check in” to a restaurant and “become a mayor” of the place. 

Although these behaviors do not necessarily count as eWOM, the entertaining features 

can greatly motivate consumers to participate in real eWOM activities, such as leaving a 

comment, rating a restaurant, etc.   
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Economic or monetary incentive is also a commonly found factor in past eWOM 

motivation research. For example, the eWOM information provider may receive 

remuneration from the platform operator, a characteristic of eWOM communication on 

Web-based opinion platforms that makes it distinct from traditional WOM 

communication (Hennig-Thurau et al. 2004). Another possible situation is that eWOM 

provider can gain benefit from the company for distributing the information (e.g. discount 

for VIP).   

The last one of the six outcome expectations, self-reactive incentives, refers to the 

expectation of regulating internal psychological negative states such as boredom, stress or 

anxiety, which parallels the “pass the time” or “relieve boredom” in the uses & 

gratification studies (Lee & LaRose, 2007). In eWOM communication, self-reactive 

incentives may seem less obvious because common sense tells us that eWOM activities 

cannot compete with other entertainment media content in its effectiveness of releasing 

pressure or boredom. Nevertheless, self-reactive incentives as an important category of 

outcome expectation have been proven to have explanatory power in Internet usage 

(LaRose & Eastin, 2004) and video gaming (Lee & LaRose, 2007), and this study will 

include this variable to see if it would also apply to eWOM communication. 

Except for the six basic types of outcome expectations, three additional outcome 

expectations were proposed based on motives found in various literatures on UGC 

motivation and eWOM motivation.  

Firstly, past research on eWOM motivations found that consumers tend to engage in 

negative WOM to vent their anger and frustration from the consumption experience or to 



 

12 

take vengeance upon the company (Hennig-Thurau et al. 2004; Sundaram, Mitra, and 

Webster 1998; Ward and Ostrom 2002). This could be viewed as an attempt to reduce the 

psychological dissonance caused by external events. According to Pyszcynski et al 

(1993), people who were encouraged to express their emotions showed no dissonance 

effect, but people who were encouraged to suppress their emotions did, which suggested 

that eWOM could serve a means for dissonance reduction in the case of negative 

experience with a brand or product. This motivation need to be differentiated from self-

reactive incentives because the cognitive dissonance is usually caused by temporary 

external stimulus or experience while self-reactive incentive is more focused on the self-

regulatory mechanism of internal emotional state. Therefore, this study will use 

“dissonance reduction” as a new category and test to see how it relates to eWOM 

behavior. 

Moral incentives, such as “concern for other consumers” (Hennig-Thurau et al. 2004) or 

“altruism” (McLure-Wasko and Faraj 2000), are another type of motivation that is not 

covered by the six outcome expectations. People may argue that those who claim that 

they just want to help others actually have potentially self-interested outcome 

expectations such as reciprocal benefits or appreciation from others. Although it’s 

discussible that whether pure altruism exists, the truth is, people often defend the interests 

of others. They boycott consumer products that are produced using child labor. They 

warn other consumers not to buy a product with comments like “don’t waste your 

money!” They even stand out for brands that are suffering unjustified attack. This study 

interprets this kind of motivation as a special outcome expectation that origins from 

moral emotions, which is defined as “emotions that are linked to the interests or welfare 
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either of society as a whole or at least of persons other than the judge or agent” (Haidt, 

2003, p. 276). Moral emotions provide the motivational force to do good manners and to 

avoid doing bad (Kroll & Egan 2004). The success of collaborative user-generated 

content outlets such as Wikipedia has further proven the importance of moral factors in 

studying media use motivations.  

Finally, a lot of researchers include “self-expression” as an important motive for UGC 

creation. For example, it’s been found self-expression is the primary motive for blogging 

(e.g., Papacharissi, 2004). Obviously, self-expression is actually new as a motive for 

media use. Before the web 2.0 age, when we said “media use”, we were generally 

referring to media content consumption. It’s the new media technology development in 

the past decade that makes it possible for consumers to be media content producers and 

use media for self-expression. However, self-expression sometimes appears to overlap 

with other motives in eWOM communication. For example, self-expression can relate to 

dissonance reduction (e.g. “I express my feelings so as to vent my anger to the 

company”), and in other situations self-expression may relate to social interaction (e.g. “I 

express myself to gain social approval and support from others”). This study will try to 

investigate whether self-expression is a different incentive in itself from other categories 

of incentives for eWOM communication. 

 

Negative Outcome expectations of eWOM Communication 

So far, almost all research on UGC and eWOM motivation has focused on the benefits 

and utility that eWOM communication brings for consumer. The potential negative 
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consequences or barriers of eWOM communication have largely been neglected. Yet 

when we examine eWOM behavior closely, it’s also easy to discover that only a small 

number of consumers are actively engaged in producing online content. According to a 

report released by Rubicon Consulting (2008), only about 9% of web users produce 80% 

of all user-generated content. This poses another urgent question for marketers: what’s 

the reason that most consumers do not engage in eWOM? 

To answer this question, we first have to examine the negative outcome expectations 

associated with eWOM communication. As no past research is found to have asked this 

research question, it would be helpful to conduct a focus group study to identify the 

underlying negative outcome expectations behind people’s hesitance in taking action. 

However, due to the time limitation, this study will try to identify some of the possible 

negative outcome expectations associated with eWOM based on inference from common 

sense knowledge.  

Firstly, eWOM takes time and effort. From a cost-and-benefit perspective, the time spent 

in engaging in eWOM could be viewed a negative outcome expectation because 

nowadays too many media channels and activities are competing for their limited time 

and attention. Secondly, eWOM is a way for social interaction, and social interaction 

does not necessarily bring positive outcomes in some situations. It’s common to see many 

arguments and disagreements on product forums or online review sites, where people 

with different attitudes and opinions towards brands or companies would defend for their 

standpoints or attack others’ standpoints. People who value harmony and tend to avoid 

dispute or who are afraid to be wrong may hold negative outcome expectation towards 
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eWOM in this aspect. Thirdly, due to the phenomenon of manipulating and spamming 

eWOW-like commercial messages by marketers, consumers are increasingly alert to fake 

eWOM, and eWOM sometimes can be viewed as annoying by consumers who treasure 

personal communication and try to avoid commercial interruption. Finally, there’s the 

privacy issue – most of eWOM are accessible by the public or at least a group of online 

users. People who are afraid of exposing their purchasing experience or personal opinions 

in the public may be less motivated to engage in eWOM activities. 

Also, there are personal factors that negatively affect the user’s engagement in eWOM 

communication. Due to the purpose of this report, we will mainly focus on positive 

outcome expectations.  

 

Micro Blogging in eWOM Communication 

According to Andreas and Michael (2011), micro-blogs are a smaller version of online 

blogs with features for social networking. It was defined as “where you write brief text 

updates about your life on the go and send them to friends and interested observers via 

text messaging, instant messaging (IM), email or the web”. Within micro-blogging 

service, users can post short updates into public. Also they can subscribe to other 

members’ postings by adding them to their personal network and others’ updates are 

displayed in chronological order on the users’ start page. Micro-blogging applications 

support a wide range of contribution possibilities including mobile text messages, 

desktop clients, instant messaging or integrated widgets. Micro-blogging service is a 
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relatively new approach and there is no broadly accepted definition. In this report, we 

choose the most popular services: Twitter in U.S and Weibo in China for our further 

argumentation.  

In spite of the fast rising of micro-blogging service, there is still quite rare existing 

research on this area. The majority of academic studies includes descriptions and 

analyses of Twitter (Barnes & Böhringer 2009; Huberman et al. 2009; Erickson 2008; 

Krishnamurthy et al. 2008; Java et al. 2007). Others focus on micro-blogging as a 

learning tool (Ebner & Schiefner 2008; Skiba 2008; Ullrich et al. 2008). Less research 

has been published on the further development of micro-blogging from a conceptual 

point of view (Böhringer & Richter 2009; Böhringer & Röhrborn 2008; Passant et al. 

2008) and on micro-blogging as a mobile application (Barkhuus et al. 2008; Gaonkar et 

al. 2008) 

To better understand the relations between different micro-blogging patterns will provide 

more insights on how consumers engage in eWOM communication. Micro-blogging 

enables different interaction methods between two abstract concepts, which are channels 

and items.  

As can be seen in Table 2, a channel refers as a collection with entities form an 

independent information source, and an item is defined as a single entity within such a 

collection. (Böhringer, 2009). To put it simply, in our understanding, a channel stands for 

an individual blogger’s start page that carries all the tweets, followings, followers and the 

listed. And an item represents the message, including the text, image, video or other 

content generated by users. Table 2 shows the interactions that can be made by users in 
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terms of these two patterns in micro-blogging service, and we will illustrate more in 

details in Table 3. There are four different types of engagement in eWOM in micro-

blogging: Following, Reference, Retweet and Reply.  

As listed in Table 3, to examine different types of engagement in eWOM communication 

in micro-blogging service, we are trying to build the relationships between users’ 

engagement and our proposed motivations (Bandura’s six outcome expectations and three 

another categories of positive outcome expectations). As shown in Table 3, following is 

the action that one channel has another channel in its network, which may be motivated 

by social, status, novelty monetary and activity incentives. Reference means one item 

being referred to another channel using. The user may refer the item to another user out 

of social, status, novelty, monetary, moral emotions and activity incentives. Both retweet 

and reply are the direct responses to items, but they are slightly different from each other. 

To retweet is the action that users share items from the others’ channel and push it into 

their own together with a @reference, while to reply is the action that one item is being 

directly reacted to another one. Both actions can be motivated by all the positive 

expectations. to reply is considered more as the motivation to participate in eWOM 

communication, while to retweet is considered to encourage eWOM. For the reason that 

users may have multiple motivations, two actions can both happen at the same time. 

Example: a user may retweet a piece of blast news out of the concerns for others, and he 

or she may reply to the author for information seeking at the same time.  
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Cultural differences in eWOM Motivations 

Culture is typically defined as the sum of learned and shared values, beliefs, norms, and 

attitudes in a society (de Mooij, 2004). The foundation for understanding the cultural 

dimensions of communication is built upon language, ethnicity, religion, and family. In 

many ways, they are interrelated, but at heart language is the core of these 

communication cultures. Language develops with the influence from the ethnicity, 

religion, and the family environment of a child; and once language is formed, it 

influences a person’s understanding of their own ethnicity, religion, and family.  

Hofstede (1984) originally identified five dimensions of culture based upon thirty years 

of quantitative research. These dimensions are power distance, individualism/ 

collectivism, uncertainty avoidance, masculinity/femininity and long-term orientation. 

This report will mainly focus on the cultural differences between individualism and 

collectivism, which are the most prominent cultural distinctions in the U.S. and China. 

According to Triandis (1989), individuals' values, self-concept, perceptions of others, and 

patterns of interaction with the environment are significantly influenced by the cultural 

meaning systems of their society. Markus and Kitayama (1991) define individualism and 

collectivism as the independent view of self versus the interdependent view of self. 

Individualistic cultures view an individual as an independent, self-contained, and 

autonomous entity. Individuals within these cultures behave as a result of one's own 

unique internal attributes such as traits, abilities, motives, and values. On the contrary, 

collectivistic cultures view an individual as interdependent with others. Therefore, an 
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individual is regarded as a part of one's community, and one's behavior is influenced by 

others' thoughts, feelings, and actions in the relationships (Markus and Kitayama 1991).  

American consumers and Chinese consumers might be different in their tendencies to 

engage in eWOM in micro-blogging service. As shown in Table 4, we examined how the 

conflicting cultural propensities in social, status, self-expression and moral emotions 

between these two countries are manifested in the eWOM in general and in micro-

blogging services specifically. Five hypotheses are proposed to examine the differences 

in motivations for culturally differentiated users’ engagement in eWOM communication 

and in micro-blogging service in a social cognitive approach. As illustrated above, we 

assume that social incentives and self-expression are positively affected by cultural 

differences in U.S and China. Also, we proposed that user’s engagement in eWOM in 

micro blogging was negatively affected by four negative expectation outcomes. 

The American individualism, which is characterized by self-sufficiency and 

interdependency, values individual achievement. Individualistic cultures encourage 

people to freely express opinions and emotions. In contrast expressing opinions and 

emotions is restricted by others' reactions in collectivistic cultures. People in collectivistic 

culture are also less likely than people in individualistic cultures to display their emotions 

- especially negative ones like anger - because negative opinions are considered as threats 

to a group's harmony (de Mooij 2004; Markus and Kitayama 1991; Triandis 1989). Thus, 

we can assumer H1: American consumers may use more expressive words while 

engaging in eWOM communication in micro-blogging service compared with 

Chinese consumers. 
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On the other hand, the self-enhancement motivation may be stronger for consumers in 

individualistic cultures than those in collectivistic cultures. In individualistic cultures, 

positive feelings of oneself are associated with being better than others and self-assertion 

(Markus and Kitayama 1991). On the contrary, self-enhancement and self-promotion are 

negatively perceived in collectivistic cultures because self-control and self-restraint are 

regarded as morally mature (Yoshida, Kojo, and KaKu,1982). Thus, we assume H2: 

American consumers may be more likely to engage in eWOM communication in 

micro-blogging service that promotes their self-image compared with Chinese 

consumers. 

Collectivistic Chinese have a stronger desire for social interactions than individualistic 

Americans. Individualistic cultures view an individual as distinctive and independent 

from others in that discovering and expressing one's characteristics are critical in these 

cultures. In contrast, collectivistic cultures consider that individuals are interdependent to 

each other, and thus people in theses cultures have a strong desire to belong to a group 

and to maintain good relationships with its members (Markus and Kitayama 1991). 

Previous cross-cultural Internet motivation studies also found that Chinese Web users 

were more likely to be motivated to use the Internet for social interactions than U.S. Web 

users (Kim and La Ferle 2006; Ko, Robert, and Cho 2006). These findings imply that 

Chinese consumers may have a higher tendency to provide eWOM for social interaction 

benefits. Therefore, we can assume that H3: Chinese consumers may be more likely to 

have chitchat while replying and retweeting compared with American consumers. 
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China is considered to be a country with a collectivistic culture. In sharp contrast to the 

U.S. individualistic lifestyle and resentment of conformity, the Chinese way of life 

emphasizes interdependence and conformity. In China, harmony and conformity not only 

tend to govern all interpersonal relations, but also enjoy social and cultural approval. 

According to Markus and Kitayama (1991), other-serving motivations are more 

important than self-serving motivations in highly interdependent cultures like China than 

in highly independent cultures like the U.S. People in collectivistic cultures have strong 

emotional attachment to their group members, while in-groups of individualistic cultures 

require less mutual obligations and also have less influence on individuals (de Mooij 

2004). Consequently, Chinese may be more likely than Americans to provide eWOM 

information out of concern for others. Thus, we assume H4: Chinese consumers may 

use @reference out of the concerns for others more frequently compared with 

American consumers. And H5: Altruist information may be more appealing to and 

may be more likely to be generated by Chinese consumers while engaging in eWOM 

communication compared with American consumers. 
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Chapter 3: Method 

To test the proposed hypotheses, as a baseline for comparison, we propose to collect 

2,000 random tweets from Twitter and Weibo separately. 

First, a linguistic analysis of the tweets would be performed. We believe a comparison of 

the linguistically analyzed results from these tweets will provide insight into the 

relationship between cultural differences and the degrees of motivations. We will 

examine tweets’ length both by words and characters both in U.S and China. Then we 

will examine several term pairs within these tweets, which we believe will help us to test 

hypotheses. These term pairs might be: I think/in my opinion/I don’t think / I don’t 

believe/I strongly agree/ I strongly disagree/FYI/what about you/how do you think about 

it/be aware/be careful and etc.We believe that these terms will help us to take a closer 

look at the culturally-differentiated eWOM behviors in terms of one of the outcomes: 

self-expression. 

Second, action-object pair approach (Zhang&Jansen, 2008) will be adopted to 

qualitatively analyze these micro-blogs, specifically in the fields of social, status, self-

expression and moral expression incentives. There are two components together form an 

action-object pair to represent one interaction between user and system. An action refers 

to a specific expression to the object, and an object stands for a self-contained 

information object. As shown in Table 5, we develop this method for transaction micro-

blogging analysis, using an open coding method to establish coding schema for action 

and object. As can be seen, there is a list of codes for actions in Table 5. Since one tweet 

can be coded with multiple action-object pairs, various actions may lead to the 
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anticipated implications.	  For example, users may tweet, reply or retweet in various 

means, which can be defined as different behaviors in eWOM communication. To 

retweet can refer to share the original tweet without comments, express one’s feelings, 

provide positive suggestions or other eWOM behaviors. And each eWOM behavior we 

believe is motived by several positive outcome expectations. Specifically, forwarding is a 

format of retweeting, which may be driven by social needs, self-expression and moral 

emotions incentives. 

Third, a self-administered survey will be used. The sample will consist of 300 college 

students both in the United States and China. The use of the student sample is considered 

appropriate for this study, because college students are not only major users of the social 

networking sites, but also active participants in eWOM activities compared to the general 

population. The survey will be distributed through online survey tools such as Qualtrics. 

The participants will be well informed about the definition of relevant concepts and the 

purpose of this study.  

The questionnaire consists of three parts .The first part of the questionnaire is to measure 

behaviors of eWOM communication through social networking sites. Definition of social 

network sites will be given with examples. Their eWOM behaviors will be measured by 

the frequency of specific eWOM activities (never, once a month or less,2-3 times a 

month, once a week, more than once a week), the valence of eWOM most frequently 

expressed (negative, neutral, positive, not sure) and the media form most frequently 

employed (text, picture, video, interactive apps, others). 
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In the second part of the questionnaire, the participants will be asked to indicate what 

kind of outcomes they expect to get from engaging in eWOM communication through 

social networking sites. A list of the outcome expectations and corresponding 

measurement items is given in Table 6. A total of 32 items were generated based on the 

categories of outcome expectations discussed. Items were modified from past research on 

eWOM motivation (Hennig-Thurau et al., 2004) and research on outcome expectations 

from Internet usage (Larose et al., 2004). Another 4 items about the possible negative 

outcomes of eWOM will also be included. The participants will be asked to indicate their 

level of agreement with each of these items on a seven-point Likert scale, ranging from 

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

The third part of the questionnaire will focus on participants’ general usage of social 

networking sites and their self-efficacy in using these cites. The usage of social 

networking sites will be measured by the frequency of visiting social networking sites, 

types of social networking sites, and the amount of time spent on social networking sites. 

In terms of self-efficacy, so far no scale has been developed to specifically measure self-

efficacy in using social networking sites. Therefore, the six items about self-efficacy in 

using social networking sites were partly adapted from Eastin and LaRose (2001)’s 

measurement of Internet self-efficacy, and partly developed based on the common skills 

needed to use social networking sites. A Likert-type agree-disagree scale is used to assess 

the participants' confidence in using social networking sites in the specified ways. In this 

scale, 7 corresponded to “strongly agree” and 1 to “strongly disagree.” 
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Chapter 4: Discussion and Expected Contribution 

In the report, we proposed five hypotheses about the impact of collective and 

individualistic cultures on the behaviors in eWOM communication in micro-

blogging service among American and Chinese consumers. We proposed that the 

degree of users’ engagement in eWOM communication through micro-blogging 

service was positively affected by nine dimensions: social, status, novelty, 

monetary, activity, self-reactive, self-expression, dissonance reduction and moral 

emotions. And social, status, self-expression and moral emotions are highly related 

to the cultural differences in the U.S and China. This report investigates how 

different cultures influence users’ motivations in eWOM communication. 

We expect the results can test our hypotheses and reveal the important cultural 

differences between America and China in types and degrees of different 

motivations to engage in eWOM communication through micro-blogging service. 

Specifically, we expect that the linguistic findings will indicate that tweets from 

users from different countries will be different in terms of characteristics of their 

natural language. Also, through the action-object pair approach, we expect to 

qualify the coded actions to examine the relationships between cultural differences 

and users’ behavioral actions in a social cognitive approach. Within the survey, we 

will finally test these hypotheses by directly asking the characterized consumers 

both in U.S and China.   

Moreover, this study is also expected to have practical implications. Having better 
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understanding about the differences about consumers’ motivations to engage in eWOM 

communication will help eWOM service operators and global marketers develop service 

and strategies that will satisfy consumers’ specific wants and needs and avoid conflicts in 

cultural issues to a great extent. As for service providers, knowing the consumers’ wants 

and needs will help them to enhance their service by providing more characterized 

functions or optimizing the existing services. For example, given the populations’ desire 

for group belonging and interact with others within collectivistic culture, Weibo added a 

group micro-blogging service in micro-blogging communication. For global marketers, 

the evidence of cultural differences in degrees of eWOM motivations suggests that 

eWOM communication strategies should be customized based on consumer’s cultural 

characteristics. For example, marketers in collectivistic cultures should recognize that 

messages that can be associated with the others are of great importance in terms of 

eWOM communication. On the other hand, controversial or conversational message that 

encourages people to express their feelings and emotions should be utilized as an eWOM 

communication strategy in the western countries. 
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Table 1: Outcome Expectations and Corresponding Motivating factors in Other Research 

Outcome 

Expectations 
Motivational source identified by other researchers 

Social 

social interaction (Trammell et al., 2004) 

Social benefits (Hennig- Thurau et al. 2004) 

Friendship, Exchange of social support (Ridings and Geffen, 
2004) 

Social needs (Leung, 2009 ) 

Social function (Daugherty, Eastin and Bright, 2010)  

Status 

Visibility (Butler et al., 2002) 

To gain status or build reputation (Bowman and Willis, 2003)  

Positive self-enhancement (Hennig- Thurau et al., 2004) 

Recognition needs (Leung, 2009) 

Self-actualization (Shao, 2009) 

Ego-Defensive function (Daugherty, Eastin & Bright, 2010) 

Novel sensory 

Information Exchange (Ridings and Geffen, 2004)  

Advice seeking (Hennig- Thurau et al., 2004) 

Cognitive needs (Leung, 2009) 

Knowledge function (Daugherty, Eastin and Bright, 2010) 

Monetary Economic incentives   (Hennig- Thurau et al. 2004)  

Activity 
Enjoyment/entertaining  (McLure-Wasko and Faraj 2000)  

Fun (Schmidt and Wilber, 2005)  

Entertainment needs  (Leung, 2009) 

Self-reactive Passing the time  (Trammell et al., 2004) 
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Table 1 (Continued) 
	  

Self-expression 
Self-expression  (Trammell et al., 2004) 

Extraversion  (Hennig- Thurau et al. 2004)  

Value-Expressive function (Daugherty, Eastin and Bright, 2010) 

Dissonance reduction  

Dissonance reduction (Engel, Blackwell and Miniard, 1993)  

Venting negative feelings  (Hennig- Thurau et al. 2004) 

Anxiety reduction (Sundaram, Mitra, and Webster 1998) 

Vengeance (Sundaram, Mitra, and Webster 1998) 

Moral emotions 

Altruism/pro-social behavior (McLure Wasko and Faraj 2000)  

Concern for other consumers  (Hennig- Thurau et al. 2004) 

Concern for others (Engel, Blackwell 1993) 

Altruistic (Butler et al. 2002) 

Gaining a sense of helpfulness to others (Wang and Fesenmaier 
2003)  
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Table 2: Links between the concepts on micro blogging (Twitter and Weibo) 

 Channel  Item  

Channel  Following  Retweet 

Item @-Reference Reply 
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Table 3: Description of Twitter’s and Weibo’s linking properties 

Relationship Type Description Implications on eWOM 
motivations 

Channel to 
channel 

Following One channel has 
another channel 
in its network and 
reads its updates 
(mostly a single 
user) 

Social  
Status (self-
enhancement) 
Novelty 
Monetary  
Activity 

Item to channel @-
Reference  

The item text can 
refer to another 
channel using  

Social  
Status 
Novelty (info exchange, 
advice seeking) 
Monetary 
Moral emotions 
Activity  

Channel to item Retweet This is a 
functionality 
introduced by 
users. They take 
items from 
others’ channels 
and push it into 
their own together 
with an @-
Reference (see 
Item à Channel) 
and sometimes a 
personal 
comment.  

Social  
Self-expression 
Status  
Novelty 
Monetary 
Activity  
Dissonance reduction 
Self-reactive 
Moral emotions 

Item to item  Reply  One item is a 
direct reaction to 
another 
(necessarily 
previous) item. 

Social  
Status  
Novelty  
Self-expression 
Monetary  
Self-reactive 
Moral emotions 
Activity 
Dissonance reduction 
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Table 4: Cultural differences and implications on micro-blogging service. 

Coun
tries  

Culture  Emphasis  Implicatio
ns on 
eWOM 

Implications on 
micro-blogging 
service 

Related 
outcome 
expectatio
ns  

U.S. Individualis
m 

• Independence;  
• Achievement; 
• Freedom; 
• High levels of 
competition; 
• Pleasure 

• Stronger 
desire for 
self-
expression  
• Stronger 
self-
enhancemen
t motivation  
 

H1 more expressive 
words while 
tweeting, replying 
and retweeting 
 

Self-
expression 

H2stronger 
possibility to follow, 
tweet, retweet and 
reply that help self-
enhancement 

Status: self-
enhacement 

China Collectivism • Interdependence;  
• Family security; 
• Social 
hierarchies; 
• Co-operation; 
• Low levels of 
competition 

• Stronger 
desire for 
social 
interactions   
• Stronger 
concern of 
others  
 

H3 more chitchat 
while replying and 
retweeting 
 

Social: 
social 
interactions
, social 
needs 

H4 more 
@reference while 
tweeting, replying 
retweeting 
 

Social:soci
al 
interactions
. 
Moral 
emtions: 
concerns 
for others 
 

H5more altruist 
information while 
tweeting, replying 
and retweeting.  

Moral 
emtions: 
concerns 
for others 
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Table 5: action codes and definitions 
 
Action Definition  Related motivations 

Following Subscribe a 
channel that help 
self-enhancement 

Status: Self-enhancement (possibility to improve my future 
prospects in life) 

Tweet 
Announcement 
 

Declaring the 
upcoming object 

Social  
Status  
 

Comment Expressing 
feelings regarding 
objects 

Self-expression 
Social  
 

Suggestion  Providing ideas to 
improve objects 

Status  
Social  
Moral emotions 

Supplement  Adding on to 
objects 

Status 
Social 
Moral emotions  

@Reference  The item text refer 
to another channel 
using 

Social 
Status 
Moral emotions  

Reply 
Answer 
 

Handing questions Status (Be looked up to as an expert) 
Moral emotions 
 

Chitchat 
 

Casual 
conversation 
 
 

Social 
Self-expression  
 

Comment 
 

Expressing 
feelings regarding 
objects 
 

Social  
Self-expression 
Status 
 

Recommendati
on 
 

Providing positive 
advice regarding 
objects 
 

Social 
Status 
Moral emotions 

Questions 
 

Expressing 
confusions or 
doubts toward 
objects 

Social  
Status  

Suggestion  Providing ideas to 
improve objects 

Status  
Social  
Moral emotions 

Supplement  Adding on to 
objects 

Status 
Social 
Moral emotions  
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Table 5 (continued) 
 
Retweet 
Forwarding  Sharing original 

tweets without 
comments 

Social 
Self-expression 
Moral emotions 

Comment  Expressing 
feelings regarding 
objects 
 

Status (Be looked up to as an expert) 
Social  
Moral emotions 

Recommendati
on 
 

Providing positive 
advice regarding 
objects 
 

Social  
Status  
Moral emotions 

Questions 
 

Expressing 
confusions or 
doubts toward 
objects 
 

Status (Be looked up to as an expert) 
Moral emotions 
Social  

Suggestion  Providing ideas to 
improve objects 

Status  
Social  
Moral emotions 

Supplement  Adding on to 
objects 

Status 
Social 
Moral emotions  
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Table 6: Measurement of Outcome Expectations 

Positive Outcome Expectations/Items 

Social 

1. Get support from others 
2. Find someone to talk to 
3. Feel like I belong to a group 
4. Maintain a relationship I value 
5. Find people like me 

Status 

6. Find others who respect my views 
7. Be looked up to as an expert 
8. Influence others 
9. Improve my future prospects in life 

Novel sensory 

10. Get up to date with new technology 
11. Get immediate knowledge of products and brands 
12. Obtain information I can’t find elsewhere 
13. Find new interactive features 

Monetary 
14. Find bargains 
15. Get products or gifts for free  
16. I get paid for doing this 

Activity 
17. I enjoy doing it. 
18. I do it for entertainment. 
19. It’s fun. 

Self-reactive 

20. Feel relaxed 
21. Pass time 
22. Relieve boredom 
23. Have a break from doing other things 

Self-expression 24. Get my feelings out 
25. Express my opinions 

Dissonance reduction  
26. Take vengeance upon the company 
27. Vent anger or dissatisfaction  towards the company 
28. Reduce frustration caused by bad purchases 

Moral emotions 

29. Keep other consumers from making bad decisions 
30. Help other consumers to make good purchases  
31. Bad companies should be punished 
32. Good companies or brands deserve good words  

Negative outcome expectation/Items 

 

1. Waste of Time 
2. May be accused of spamming 
3. May incur disagreement from other consumers 
4. Privacy issue (personal information may be exposed) 
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Table 7: Self-efficacy in using social networking sites 

I feel confident in… 
1 …understanding terms/words related to social networking sites 
2 …describing functions of social networking sites 
3 …managing my online personal profile on social networking sites 
4 …using social networking sites to communicate with others 
5 …using social networking sites to publish multi-media information (video, audio and 
image) 
6 …finding information I need through social networking sites 
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