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Abstract

This experiment explored how negative product-related electronic word-of-mouth (eWOM)
messages on Twitter influence consumer behaviour. Each participant was exposed to a
negative Tweet about CoffeeCompany and was manipulated in terms of message
involvement, message quality and tie strength. The results showed significant differences
between the effect of strong and weak tie sources. Consumers conform to online consumer
reviews via Twitter and attitudes become unfavourable as the tie strength increases. The
involvement level of the reader did not have a significant impact on the persuasiveness of the
message. Also the quality of the message, i.e. whether it had arguments, was not leading in
determining the impact of a negative Tweet. The findings that only tie strength was of
significant importance led to the conclusion that in its core eWOM builds on the theories of
offline WOM. Also, reading negative product-related content on Twitter only affects the short-
term consumer behaviour. The power of 140 characters has a significant impact depending

on strong ties and affects short-term consumer behaviour more than long-term brand attitudes.
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Introduction

“Worldwide social media advertising budgets are estimated to rise 71.6% this
year. An impressive total of $5.97 billon is expected to be spent on social
networking sites.”

(eMarketer, January 18, 2011)

The Internet has forced almost every facet of our business and daily lives to change. The way
customers and business come together is shifting away from the traditional model and this
evolution is just beginning. The rise of social media plays a big role in this. Online social
networks have emerged as the most popular application since the web began in the early 90s
(Krishnamurthy, Gill and Arlitt, 2008). It enables customers to communicate directly to a
company, and vice versa. Brands accepted into a user’s social network enter the personal

environment and are allowed to speak next to friends and family.

The digital age and its effect on word-of-mouth marketing

The rise of Internet has an important impact on word-of-mouth communication. WOM (word-
of-mouth) is defined as interpersonal positive or negative communication between consumers
about products and services and is considered one of the most influential sources of
marketplace information for consumers (Arndt, 1967; Alreck and Settle, 1995; Laczniak et al,
2001; Nyer & Gopinath, 2005; Brown et al. 2005). WOM is also called eWOM when it takes
place online. Although offline WOM research provides good insights in the eWOM area, there
are a few differences (Park, Lee and Han, 2007). First, offline WOM is often limited to a local
social network, whereas eWOM can spread all over the world via the Internet. Second, the
sources of WOM as opposed to eWOM are from familiar people such as friends and family.
Because most reviewers online are unfamiliar to the reader, the reviews may have less
credibility than messages from a neighbour or friend. This characteristic of eWOM stresses
the importance of the content in overcoming the lack of message credibility (Park, Lee and
Han, 2007). The core difference between WOM and eWOM is that sender and receiver of

information are separated by both space and time (Steffes and Burgee, 2009).

It has become easier for consumers to share their opinions about products, brands or
services. Special review websites like Epinions.com or ConsumerSearch.com enable
consumers to share product experiences with other (potential) consumers. Despite
advertisers and marketers efforts, consumers generally have more trust in opinions of peer
consumers (Blackshaw, 2008; Sen and Lerman, 2007). Also, messages spread by

advertisers are easier to ignore as opposed to messages from friends. Given social norms, it
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is much harder avoid listening to the same referral delivered in person (De Bruyn and Lilien,
2008).

Social media

eWOM is considered to be more influential than printed information on product judgement
(Herr et al., 1991) and plays a major role in consumer buying decisions (Richins and Root-
Shaffer, 1988). eWOM has become an important influence on consumers’ product evaluation
and thus is seen as increasingly important by businesses and organizations concerned with
reputation management. Social media makes eWOM visible in even more instances. Social
media can be defined as a “group of Internet-based applications that build on the ideological
foundations of web 2.0, and that allow the creation and exchange of user generated content”
(Kaplan and Haenlein, 2010). The most common forms of social media are Facebook, Twitter
and Youtube. They all serve the desire to share thoughts, opinions and links with friends, or
the whole world. The rise of social media has made it possible for e?WOM to appear not only
through the facilitating review websites, but also via these social media platforms. The
platforms make eWOM even more important in the future as social networking applications

become more widespread.

For marketing managers nowadays, social media has become a part of their daily activities in
reputation and marketing management. Companies hire community moderators to control the
messages spread on review websites and social media. They scan the web every day,
searching for user-generated content that mention their brand or service, and respond to it.
This response could be in the form of an apology or a follow-up where a colleague from the
customer service will solve the problem. In doing so, customers get heard and corporate

reputations get protected.

Another important part of reputation management nowadays is search. Whereas marketers
used to make sure their brand would be in the top five when consumers searched online for
something related to their product, nowadays they are worried about bad listings in search. A
web search for a product could result in a list of bad product review sites, instead of the
company website. Reputation management is becoming more and more important in this
respect. Also, search and social media have become intertwined in the purchase path that
consumers take across the Internet (comScore, 2011). A research from comScore found that
58% of their respondents start the purchase process with search, outpacing company
websites (24%) and social media (18%). While search dominates social media among
consumers making buying decisions, social media plays an increasingly important role during
consideration and especially after a purchase is made. One of the platforms that is a popular
place for sharing experiences with brands or products is the microblog Twitter. On the

continuum of social media classification, Twitter stands halfway between traditional blogs and
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social networking sites, and is characterized by a high degree of self-presentation and self-

disclosure and a medium to low degree of media richness (Kaplan and Haenlein, 2010).

From its launch in 2006 till today Twitter is growing. The platform nowadays has over 175
million users (Twitter.com; 21 March, 2011). 30 million active users send over a billion Tweets
a week. By Tweeting, a user answers the question “What's happening?” A Tweet generally
can contain anything; a description of what one is eating, what one is doing, important news
updates or work related content. The Tweets will automatically appear in a follower’s timeline,
when a follower chose to follow that person. The timeline is the screen where the updates are
shown from the persons that are followed by the user, in chronological order. A person does
not necessarily have to follow a person back, which makes the links of the Twitter social
network directed. People use the microblog primarily to talk about their daily activities and to
seek or share information (Java, Finin and Tseng, 2009). Messages on Twitter (Tweets) can
be posted and read using a browser, special desktop applications, mobile applications on
smart phones or even SMS on standard phones. Tweets can only contain 140 characters. It is

precisely that that makes Twitter unique and different from any other eWOM medium.

The unique case of Twitter

In this study Twitter is treated as a single unit of analysis because it is a very different form of
eWOM than any other social media platform. This is because of the unsolicited, tie strength
and swiftness characteristics of the microblog. These three important factors of Twitter will be
explained in the following paragraphs. The unique characteristics of Twitter are translated into
factors for this study. The following paragraph discusses these features and the resulting

factors. The factors will be further discussed in the literature review.

Most of the studies in eWOM focused on recipients who were searching for information, e.g.
visited a product review website or do a search engine query prior to their purchase. This
implies that these consumers were already interested in the product and were actively
seeking to be influenced in their decision (De Bruyn and Lilien, 2008). This study investigates
the unsolicited form of eWOM; Twitter. Via this microblog consumers usually are exposed to
an unsolicited form of eWOM. When a Twitter user follows a person, all their Tweets appear
in their timeline and thus people are exposed to all their thoughts, links, experiences and
opinions about brand or product. They may not be explicitly looking for that kind of information
but just fortuitously read the message. Consequently, the recipient is not necessarily willing to
pay attention to them. The importance of this level of involvement is explained by the
Elaboration Likelihood Model (ELM). The model teaches us that individuals who are highly
involved with the message are more likely to engage in thoughtful and effortful processing of
persuasive arguments. Consumers who are less involved are not affected by the arguments
contents, but rather by non-content elements; peripheral cues (Petty et al.,, 1981). Thus,

involvement and argument rich content are important factors in this unsolicited form of eWOM.
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These features, in conjunction with the ELM, are translated into two Twitter-factors for this

study; message involvement and message quality.

The second characteristic of Twitter that is important for eWOM research is the tie strength
with the message source. Tweets are only showed in a timeline when a person follows the
sender. Following a person creates an immediate (possibly one-way) connection. Because
the recipient once chose to follow the sender there automatically is a social tie. The recipient
cares about what the sender has to say and wants to read his or hers updates. As opposed to
product review websites, eWWOM messages on Twitter are less anonymous and thus could be
seen as more credible and be trusted more. This relationship between sender and follower is
defined as tie strength. Tie strength has been found to be one the most significant factors
explaining the influence of offine WOM communication (De Bruyn and Lilien, 2008). Brown
and Reingen (1987) showed that strong tie sources were perceived as more influential than
weak tie sources. Studies in the area of eWOM have mixed findings concerning the
importance of tie strength online. For example, Vilpponen et al. (2006) indicated that all
connections in electronic environments are equal in their effectiveness and persuasiveness.
This lack of consensus between WOM and eWOM together with the case of Twitter makes tie

strength the third factor in this research.

The last unique characteristic of Twitter is its availability and swiftness. Several smart phones
come with a standard Twitter application already installed. With 175 million users, including a
variety of companies from all over the world one could say it has become an important
communication tool. It has become easier to broadcast to the world. Also, Twitter is often the

fastest news source.

Offline decisions on the basis of online information

Jansen et al. (2009) found that 19% of all Tweets contain mention of a brand. What are the
effects of these Tweets mentioning a brand or product? Marketers try to control the stream of

negative reviews because previous studies confirmed that

negative messages were more influential than positive E Getris: baker
ones (e.g., Arndt, 1967; Laczniak et al., 2001; Mizerski, [s it just me..or does @starbucks brew
1982; Yang and Mai, 2009). Other studies found that coffee all taste the same? Tribute Blend

taste just like all their other brews.
positive WOM is more credible than negative (The Keller

Fay Group). Fewer than the half of their respondents
believed negative buzz. Figure 1 - Example of a product-related Tweet
The actual effect of these negative (or positive) product related Tweets has not been
investigated thus far. Research in this area has been focused on the factors driving
consumers to share knowledge or information, but little attention has been paid to the impact

of these messages on Twitter. Understanding the impact of negative eWOM is essential for
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companies to decide on how much to invest in eWOM management (Hennig-Thurau et al.,
2010). Also, determining the impact of this unsolicited form of eWOM on Twitter could be the

first academic steps towards determining return-on-investment of social media.

The focus of this study will be on negative product-related consumer Tweets. Negative
Tweets seem to be the focus of reputation managers on Twitter nowadays, without having
academic arguments. Negative information is considered more useful than positive
information (Fiske, 1980). People tend to think of negative information as more reliable; this is
called the “Negativity Effect’ (e.g., Anderson, 1965; Chevalier & Mayzlin 2003; Fiske, 1980;
Mizerski, 1982; Mittal, Ross and Baldasare, 1998). Positive information about a product or
brand is often presumed and therefore people tend to assign more weight to negative
information. Thus it is expected that negative information has more effect on consumer
behaviour. However, some researchers found that people sometimes reacted against
negative advice and became even more committed to the subjected brand (Laczniak et al,
2001; Wilson and Peterson, 1989; Fitzsimons and Lehmann, 2004). Doh & Hwang (2009)
stated that a few negative messages can be helpful in promoting positive attitude toward
website and credibility of eWOM messages. These mixed findings make this study relevant
for the eWOM research field.

The objective of this study is to investigate how negative eWOM on Twitter affects consumer
behaviour; short-term purchase intention and long-term brand attitude. Three variables are
used to explain this impact; message involvement, tie strength and message quality. These
variables are considered as unique Twitter-characteristics and thus are valuable for

determining the power of 140 characters.

eWOM effect
:ff:::: attitude toward
related brand
Tweet
purchase
intention

- message
involvement
‘ message tie
quality strength

Figure 2 - Relationship between the variables and eWOM effect
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Literature review

There has been little prior academic work in the microblogging area. The increasing popularity
of Twitter makes the impact of microblogging an important research topic. In this study Twitter
is treated as a unique social media platform and different from a review website because of
the unsolicited nature and immediate tie strength sender and receiver on Twitter imply. Due to
the fact that one receives only updates from a person when he or she chose to follow that

person, the social cues are automatically there, an important factor in WOM research.

This study is focused on the effects of the exposure to one product-related Tweet, whereas
most studies focus on review websites that contain multiple messages about a product. The
product-related Tweet will appear in a follower’s timeline but will also disappear after a while -
there is a chronological order; only the latest ones are shown. The swiftness of Twitter makes
it an interesting research subject. Due to the lack of research done in the eWOM area that
holds these unique characteristics, this study builds on existing (€)WOM research on product

review websites.

Tweets as eWOM

As social networking applications become more widespread it is apparent that eWOM
becomes even more important in the future. 19% of all Tweets mention a brand (Jansen et al.,
2009). 20% of these contained some expression of brand sentiments. Of these, more than
50% were positive and 33% were negative of the company or product (p. 2169). 80% of
Tweets mentioning a brand but expressing no sentiment suggests people are also seeking
information, asking questions, and answering questions about brands via microblogs. Thus,
company microblogging accounts are probably a smart idea to both monitor brand community

discussions and to push information to consumers (Jansen et al., 2009).

eWOM has been a popular research topic for the last decade, and this will further increase in
the future (Cheung and Thanadi, 2010). The impact of eWOM communication has been the
most researched topic. One of the first studies in the offline WOM research area is from Arndt
(1967). He found that exposure to favourable WOM increased buying levels while exposure to
unfavourable comments decreased this level. There is an abundance of research evidence
that a satisfied customer may tell some people about his experience with a company, but a
dissatisfied customer will tell everybody he meets (Chatterjee, 2001). Past research have also
shown that people tend to weight negative information more than positive information during
evaluation. Most studies in the eWOM field focus on negative online reviews and less on

positive.
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A number of studies investigated the effect of the proportion of negative and positive
messages (Doh and Hwang, 2009; Lee, Park and Han, 2007; Park, Lee and Han, 2007).
Involvement was seen as an important moderator in this respect. Low involved consumers
were more persuaded by the proportion of reviews, regardless of the quality. Whereas high
involved consumers focused more on the quality than on the quantity of the messages (Lee,
Park and Han, 2007). Researchers also identified prior knowledge (Doh and Hwang, 2009) as
an influencer of the impact of eWOM. Consumers with higher prior knowledge can be more
sensitive to the negative messages than consumers without prior knowledge. Therefore, prior
knowledge of the product and brand are proposed as control variables in this study.

Type of website (independent, brand’s website of personal blog) (Lee and Youn,
2009) is also showed as an antecedent of WOM influence. Additionally, demographic
similarity between sender and receiver (Brown and Reingen, 1987), perceptual affinity (Gilly
et al.,, 1998) and source expertise (Bansal and Voyer, 2000; Gilly et al., 1998) are
determinants of WOM effects. Credible sources are perceived to be useful and reliable and
thus are good facilitators for knowledge transfer (Ko et al., 2005). Hennig-Thurau et al (2004)
investigated the reasons for articulation on the Internet. They concluded that reviews are
posted for several reasons: desire for social interaction, desire for economic incentives, their

concern for other consumers and the potential to enhance their own self-worth.

Characteristics of the eWOM platform are also an important factor to determine the
persuasiveness. According to the attribution theory, the perception of the platform determines
whether the WOM is persuasive or not (Cheng and Zhou, 2010). Another study found that
consumers seem to evaluate the credibility of eWOM information in relationship to the
platform it is sourced from, as well as the source of the message (Brown and Lee, 2007).
Thus, the attitude toward product reviews on Twitter, experiences and familiarity with the
platform are included as control variables. Product involvement is identified (Lau and Ng,
2001) as a relevant factor to the process of negative WOM. This individual factor is also

incorporated in this research as a control variable.

Several scholars studied the effects of professional reviews in newspapers or websites on
sales (Berger, Sorensen and Rasmussen, 2009; Chevalier and Myzlin, 2006; Liu, 2006). For
example, the research of Berger et al. (2010) found when a book that had low prior
awareness it was positively affected by professional negative reviews. This prior awareness is
related to product familiarity. Recent research has shown that negative reviews can be a good
thing for unfamiliar products. Ahluwalia (2002) found that when a brand is unfamiliar, negative
information elicited more supporting arguments and is perceived to have more diagnosticity
and weight. Also, when a brand is familiar, there are no significant differences in the impact of
positive and negative information. This study supports earlier work by Wilson and Peterson
(1989) and Sundaram and Webster (1999), which showed that the impact of advice was
greatly reduced when the object of the advice was familiar. The product familiarity will be

included as a control variable in this study. Sen and Lerman (2007) incorporated different
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product types in their study to determine the effect negative consumer reviews on the web.
They found that readers of negative hedonic products (versus utilitarian) are more likely to
attribute the negative opinions expressed to the reviewers internal reasons and therefore are
less likely to find the negative reviews useful. Also, readers of utilitarian product reviews are
more likely to attribute the reviewer's negative opinions to external, product-related
motivations and therefore find negative reviews more useful than positive ones. Their
research suggested that marketers of hedonic products do not need be as concerned about

negative reviews for their products as marketers of utilitarian products should be.

In accordance with most studies done in the field of eWOM, this study will measure the effect
of negative product-related Tweets on purchase intention and brand attitude. By doing so this
research seeks to cover short and long-term consumer behaviour effects that matter to both
academic and marketer. The following paragraphs will discuss the main factors of this study;
tie strength, message quality and message involvement, resulting in hypotheses. The

research question is as follows:

What is the impact of negative eWOM via Twitter on consumer behaviour?

Tie strength

Tie strength is “a combination of the amount of time, the emotional intensity, the intimacy
(mutual confiding) and reciprocal services which characterize the tie” (Granovetter, 1973).
These social ties can also occur in an online environment; hence the name social networks.
This Computer Mediated Communication (CMC) allows the researcher to overcome time and
distance barriers difficulties in face-to-face research (Mann and Stewart, 2000). Petroczi et al.
(2007) found that indicators in virtual social groups are similar to those in offline networks.
Although researchers generally do not use quantitative, continuous measurements of tie
strength, the intensity of the tie can greatly vary. However, researchers often use the notion of

weak or strong ties (Petroczi et al, 2007).

Choosing to follow a person on Twitter automatically results in a (one-way) social tie which in
turn implies trust (Coleman, 1990). Strong ties are perceived as more credible and trustworthy
than weak tie sources (Rogers, 1995). In the case of Twitter a strong tie could represent a
sender-follower connection, i.e. a person is exposed to the sender's messages. A weak tie
occurs when there is no sender-follower relation; Tweets of this sender do not appear in the
timeline of the other person. In other words, when there is a sender-follower relation (strong
tie) the messages send should be perceived as less risky than from a weak tie. A person
could also be exposed to a weak tie source by doing a search query on Twitter or by seeing a
message retweeted by a person they do follow (retweeting: forwarding a message to your

followers). Frenzen and Nakamoto (1993) found that through the social exchange theory
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(Sahlin, 1972) strong ties were likely to transmit information of higher economic value than

weak ties. Building on the literature, this study proposes the following hypothesis:

H1: A negative product-related Tweet from a strong tie source will have a greater
impact on purchase intention and attitudes toward brand than from a weak tie

source.

Message quality

The quality of online reviews has a positive effect on consumers’ purchasing intention (Park,
Lee and Han, 2007). A high quality review is more logical and persuasive and supports its
evaluation with reasons based on the facts of the product. High quality messages are more
effective because the information is relevant to evaluate the product and contains
understandable, reliable and sufficient reasoning. Low quality messages are irrelevant,
unreliable and difficult to understand with insufficient reasoning (Lee, Park and Han, 2007).
There are generally two types of negative product-related Tweets. Tweets like “ugh
this hamburger at McDo was disgusting, we should sue them! or “I am never going to
BestBuy again. They suck!” are subjective, emotional and do not make reasoned arguments.
High quality Tweets like “I didn’t have a good night sleep in my new IKEA bed, too hard, feels

synthetic and | woke up all sweaty” are specific, clear and back up arguments with reasons.

In this study, message quality is defined as the quality of a Tweet’'s contents from the
perspective of information characteristics: understandability, reliability and usefulness
(McKinney, Yoon and Zahedi, 2002). If a Tweet contains more understandable and objective
comments with sufficient reasons of disapproval, it is relatively more persuasive than a
comment that expresses feelings and recommendations without specific reasons (Park, Lee
and Han, 2007). Although the effect of a high quality Tweet is expected to be higher, the
effects of a low quality Tweet cannot be ignored. As with a high quality Tweet, a low quality
Tweet is based on consumers’ experiences with a product and is still expected to have an

effect on consumers’ behaviours and perceptions. The following hypothesis is proposed:

H2: A high quality negative product-related Tweet will have a greater impact on

purchase intention and attitudes toward brand than a low quality Tweet.

Moderating role of message involvement

Involvement can be defined as “a person’s perceived relevance of the object based on
inherent needs, values and interests” (Zaichkowsky, 1985). The literature suggests a plethora
of different involvement applications. For example, a person can be involved with
advertisements, products, purchase decisions, a task or activity or event or a service
(Zaichkowsky, 1985; Michealidou and Dibb, 2008). The most common three forms of
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involvement are (Zaichkowsky, 1985): 1) Personal: inherent interests, values or needs that
motivate one toward the object; 2) Physical: characteristics of the object that cause
differentiation and increase interest and 3) Situational: something that temporarily increases
relevance or interest toward the object. This study employs the notion of message
involvement as a moderator. Message involvement has a considerable impact on how brand
attitudes are formed or changed (Laczniak et al., 1989). A consumer is high involved with a

message when that message is of personal relevance.

The Elaboration Likelihood Model (ELM) explains how people process information in different
ways through involvement (Petty et al., 1983). There are two different persuasion routes that
consumers follow when exposed to persuasive communication: 1) the central route and 2) the
peripheral route. A high involvement or high MAO (Motivation, Ability and Opportunity)
consumer is willing or able to exert a lot of cognitive processing effort, called high elaboration
likelihood. Central cues such as existing beliefs, argument quality and initial attitudes are
important in determining persuasion effect in this situation. Consumers with low MAO or low
involvement are either not willing or unable to exert a lot of processing effort. In this situation,
peripheral persuasion cues such as attractive sources, music, humour and visuals are
determining factors of persuasion effects. The role of message involvement in persuasion is
consistent with the principles of ELM. The endless stream of Twitter updates a user is
exposed to makes message involvement a relevant factor for this research. Building on the
ELM it is expected that a high message involved consumer would put greater weight on a
negative product-related Tweet than a low involved consumer. Thus the following hypothesis

is proposed:

H3: The effect of a negative product-related Tweet will be greater for a high

message involved consumer than for a low involved consumer.

Involvement and the message quality

Previous research has found an interaction between message quality and involvement (e.g.
Johnson and Eagly, 1989; Park, Lee and Han, 2007). According to ELM, issue-relevant
arguments and product-relevant attributes are more influential under high involvement
conditions while peripheral cues are more influential under low involvement conditions (Petty
et al.,, 1983). The Elaboration Likelihood Model also suggests that message quality is of
primary importance for high-involved consumers, and message quantity to be crucial for low
involved consumers (Park, Lee and Han, 2007). This study is focused on the appearance of
one Tweet; therefore the quantity is automatically low. Thus, this study proposes that the
message quality of a negative product-related Tweet influences a high-involved consumer

more than a low involved consumer.
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H4: A high quality negative product-related Tweet will have a greater impact on

high involved consumers than low involved consumers.

Involvement and tie strength

The ELM suggests that consumers that are low involved process information through the
peripheral route to attitude change. These attitude changes do not occur because an
individual has personally considered the pros and cons of the issue, but because the attitude
issue or object is associated with positive or negative cues. For example, rather than diligently
considering the issue relevant arguments, a person may accept a message simply because
the source is a friend, or it ways presented in a pleasant way. These cues may shape
attitudes or allow a person to decide what attitudinal position to adopt without the need for
engaging in any extensive thought about issue- or product relevant arguments. One could say
that these peripheral routes where a person is low involved are more likely to start from strong
ties than from weak ties. People trust strong ties, perceive them as more credible and
trustworthy than weak ties (Rogers, 1995). Thus, a low involvement consumer is more

persuaded by strong than weak tie sources.

H5: A negative product-related Tweet from a strong tie source will have a greater

impact on low involved consumers than on high involved consumers.

attitude toward

negative brand
product- RQ
related purchase
Tweet 2 intention
T I
message

H4 involvement H5

high - low
message tie strength
quality
high - low strong - weak

Figure 3 - Research model
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Methodology

Design

This study investigated the impact of a negative product-related Tweet on purchase intention
and attitude toward brand. A 2 x 2 x 2 factorial experimental design was employed to test the
proposed hypotheses. The three independent variables are message involvement (high and
low), tie strength (strong and weak/non existent) and message quality (high and low). The
dependent variables are purchase intention and attitudes toward brand. Tie strength and
message quality were expected to influence eWOM impact and message involvement was

expected to moderate this effect.

Respondents were exposed to a negative Tweet in a Twitter timeline. Eight different versions
of the Twitter stimuli material were developed. All eight versions were identical in terms of
look and feel of the Twitter-page, with the exception of three factors. Manipulations were
made in terms of message involvement, tie strength and message quality. Respondents were

asked to evaluate the brand and purchase intention in a questionnaire.

Stimuli

To test the impact of a product-related Tweet, subjects were exposed to a Tweet about coffee
from CoffeeCompany. This product and brand were chosen for the experiment for two
reasons. First, it had to be a product that appealed to the respondents and that had
characteristics the respondent could easy understand. Second, coffee is a much-discussed
subject on Twitter. CoffeeCompany is a well-known coffee bar chain in the Netherlands.
There are 27 branches, located primarily in the centre of the country. CoffeeCompany sells all
different kinds of coffee and other hot and cold beverages. The coffee bar is considered a

common eWOM topic.

To create a realistic situation where subjects are exposed to a product-related Tweet, an
image was created with an exact copy of how a real Tweet would look. The manipulation
images are attached in appendix 1. The Tweets differed on three points; filler information
(message involvement manipulation), sender (tie strength manipulation) and message

content (message quality manipulation).

Message involvement

The goal of the involvement manipulation was to control the personal relevance of the
message. Respondents in the high involvement manipulation were asked to "please pay close
attention to the Tweet that is highlighted with a red line. Read it carefully and pay attention to

the claims. After you finish reading, | will ask you questions about the content.” The high
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involvement group was shown a page with a series of Tweets, where one was highlighted
with a red line. The other Tweets were from random other senders, with different subjects.
Respondents under the low involvement condition were also exposed to the page with a
series of Tweets. They were not instructed on which Tweet to focus, only that they had to
“scan through the Tweets”. By exposing the respondent to this filler information they were
expected to be less involved in reading the message. The respondents under the high
involvement condition were also exposed to filler information, but were instructed in which
Tweet to read. Through this manipulation the respondents in the high involvement group were
expected to read and process the Tweet more carefully than the participants in the low
involvement group.

The instructions were formulated in accordance with the study of Laczniak et al.
(1989) in manipulating message involvement. According to his research, the goal of a high
message involvement manipulation should be 1) to direct subject’'s attention to message
aspects of an ad, 2) for the purpose of evaluating the advertised brand or product. When a
respondent is manipulated to be low involved the goal is to 1) limit attention to and processing
of message points, and 2) restrict the possibility that subjects will attempt to evaluate the

merits of the message based upon the claims (Laczniak et al., 1989).

Tie strength

The respondent was either exposed to a Tweet from a strong or weak tie. To manipulate this
variable the sender of the Tweet was a friend or an anonymous sender without name or other
information. Respondents in the strong tie strength condition were asked to imagine that the
following Tweet was from a friend: “Please try to imagine that the following Tweet is from one
of your closest friends. You have frequent interaction with this friend and you follow his or
hers updates on Twitter. Keep this friend in mind when answering the following questions.”
The name in the Tweet was changed to “YourFriendsName”. The respondents that were
assigned to the low tie strength condition were told that the Tweet was from a stranger; “The
sender of this Tweet is someone you do not know. You do not follow his or hers updates on
Twitter. Keep this stranger in mind when answering the following questions.” The Tweet

showed a Twitter user without name and no further information.

This study distinguished two kinds of tie strength: weak or strong. Although in real life social
ties could vary in strength, on Twitter a Tweet from a very strong tie is shown the same way
as a moderate strong tie. Twitter treats all users the same, trusted friends or total strangers,
all Tweets will appear in the same way in the timeline. That is, if one chose to follow that

person.

Message quality

The respondents were randomly assigned to a high or low message quality. The low quality
message had no arguments, was not informative and used a non-professional language. The

message with a high quality message contained several arguments. The messages were
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tested on readability with the Flesh-Kincaid formula (Kincaid et al., 1975). This formula
combines the number of syllables or words in the text (syntactic complexity) with the number
of sentences (semantic complexity). This method is widely used and provides a rough
estimation of the difficulty of text. The formula results in a minimal age group that is able to
comprehend the text. The high and low quality Tweets resulted in respectively 4.3 and 3.5,

which means that at least a third grader can comprehend the message.

i i i n ©
Table 1 - Message quality manipulation " 5 .o 3
° ° |G T4
o C o020
= R
O 0}
High Just had a very disappointing coffee from CoffeeCompany. It was 21 129 43
quality cold and tasted like strong tea. Should have saved my 2,47 euros! ‘
Low Just had a very bad coffee from CoffeeCompany. My grandma 20 106 35
quality can do better. Should have saved my 2,47 euros! :

Pre-test

A pre-test was conducted to determine whether the manipulations were perceived as
intended. 32 respondents (four in each scenario) cooperated with the pre-test, 48% male and
with an overall average age of 27. Respondents were randomly assigned to one of the eight
scenarios. The following questions assessed the perceived involvement, tie strength and

message quality.

Manipulation check

Message involvement was measured with three questions regarding the level of attention of
the respondent. They were asked to describe the degree to which they agreed with three
statements regarding the attention level and message involvement, on a 7 point Likert scale.
Also, respondents were asked to recall the amount of money the sender of the Tweet paid for
the coffee. Respondents under the high involvement condition were expected to remember
this amount (€ 2,47) better than the low involvement group. Message involvement was a
difficult condition to manipulate. A Tweet can only consist 140 characters, which makes it
easy to remember the entire content. To determine if the manipulation was executed
successful and if the two groups differed in levels of involvement, an independent t-test was
computed. The pre-test showed that the involvement manipulation was not significant.
Subsequently, adjustments were made to the manipulation. Another pre-test was conducted

to assess the new manipulation, with success.

To measure the perceived message quality this study used parts of the methods of Petty et al.
(1981). Respondents were asked to indicate their opinion about the quality of the arguments
used in the Tweet and if the arguments were credible on a scale from 1 (“strongly disagree”)
to 7 (“strongly agree”). Tie strength was measured with three items regarding the relationship

between sender and receiver. The measurement methods will be further discussed in
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following paragraphs. The manipulations of message quality and tie strength were also
measured with an independent t-test and turned out to be successful. After making small

adjustments the questionnaire was ready for distribution.

Procedure

The survey was distributed between 14 April and 3 May 2011. Respondents without any
usage knowledge of Twitter were considered unusable and thus were not allowed to
contribute. Therefore respondents were primarily gathered through Twitter. People were
asked to ‘retweet the message (forward it to followers). The Tweet contained a link to the
online survey, where participants were randomly assigned to one of the scenarios. When
participants entered their email address at the end of the survey they could enter a drawing
for gift vouchers. Other than the requirement that respondents had to be Twitter-users there
were no further conditions for participating in this research. When a person indicated that they
did not know CoffeeCompany, they were shown a short, neutral introduction of the coffee bar
chain.

In the online questionnaire respondents were randomly assigned to one of the eight
scenarios, see table 2. The first question was whether they were familiar with Twitter. If the
answer was no, the questionnaire was terminated. The next question measured the initial
brand attitude toward CoffeeCompany. In the next introduction instructions were given and
respondents were exposed to one of the scenarios. The questions that followed measured the
dependent variables. After this, a few questions were asked to test whether the manipulations
were perceived the way they were intended. Control variables were used to measure if the
impact of eWOM was affected by other factors. These were general attitude toward product
reviews on Twitter, product involvement and Twitter usage characteristics. Also, a question to
check the realistic character of the scenario was incorporated. The questionnaire ended with

questions about age and gender. The entire questionnaire is attached in appendix 1.

Table 2 - Different survey versions
Message involvement

Tie strength  Message quality High Low
) HI-HQ-ST LI-HQ-ST
Strong High One Tweet; from friend; with One Tweet in a series of Tweets;
arguments from friend; with arguments
] HI-HQ-WT LI-HQ-WT
Weak High One Tweet; from stranger; with One Tweet in a series of Tweets;
arguments from stranger; with arguments
HI- LQ-ST LI-LQ-ST
Strong Low One Tweet; from friend; One Tweet in a series of Tweets;
without arguments from friend; without arguments
HI-LQ-WT LI-LQ-WT
Weak Low One Tweet; from stranger; One Tweet in a series of Tweets;
without arguments from stranger; without arguments
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The dispersion of the survey

The dispersion of the Tweet about the research is a striking example of the power of Twitter.
The original Tweet with the call for respondents was sent out to approximately 130 people.
Many people retweeted (forwarded) the message. Also, people with a lot of followers were
asked to retweet. After a week the marketing blog SocialMedia.nl wanted to publish an article
about the study. The publication triggered many comments, emails and most important,
respondents. Soon after the appearance on the social media blog, Dutch national radio,
Radio 1 called. The next day they broadcasted a short interview about the research and a call
for respondents. A special website was launched (SanneStricker.com) for more information
about the research and with a link to the survey. Finally, a well-known Dutch marketing blog
called Marketingfacts.nl also wanted to write an article on the subject. The two articles and
the short interview on Radio can be found on the website SanneStricker.com. This media
attention could not have been accomplished without the magnifying effect of Twitter. The

table below shows the process and statistics that were the result of the initial Tweet to 130

people.
, 3 @ssann
A Dutch student Business Administration
is doing research on the impact of Twitter
on consumer behavior. Pls help
http://bit.ly/tweet-survey
Reply
-original Tweet, sent to 130 people :
DE KRACHT VAN 140 TEKENS o] . 1
. a ialMedi n MARKETING .
SocialMedia FACTS radié
— social media blog
41 Tweets i : :
[ ] 15 Facebook Likes mi%“;‘wge?;"g shortt_lntell‘we;y on
" H national radio
@. = Jin) 27 LinkedIn Shares 2 Facebook Likes
5 LinkedIn Shares
personal website
sannestricker.com
16 Tweets
39 Facebook likes Result: 571 respondents

270 unique visitors

Measurements

Dependent variables

This study assessed two variables relating to consumer behaviour: purchase intention and

attitudes toward brand. By doing this, the short and long-terms effects of Twitter were covered.
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Considering it is complicated to measure realistic long term effects in a short survey, the
dependent variables can also be described as direct (purchase intention) and indirect (brand

attitude) effects of negative eWOM.

Purchase intention

Purchase intention was measured with two items: “How likely is it that you will buy a coffee
from CoffeeCompany the next time you have the opportunity?” and “How likely is it that you
will be interested in purchasing a coffee from CoffeeCompany when offered to you?” Answers

”

were scaled from 1 to 7, 1 being “very unlikely’”” and 7 “very likely”. The scale items were

taken from previous studies in the marketing literature (e.g. Fishbein & Ajzen, 1975).

Attitudes toward brand

Attitudes toward CoffeeCompany were asked before and after exposure to the negative
Tweet. Thus the impact of the negative eWOM could be measured. To determine the attitude
toward the brand CoffeeCompany, the respondents were asked to describe their overall
feelings toward CoffeeCompany, using the items from the study of Spears and Singh (2004).
Five items were given; “I think CoffeeCompany is a good brand’, “I am positive toward
CoffeeCompany’, “I like CoffeeCompany’, “I think CoffeeCompany is a high quality brand’
and “I think CoffeeCompany is appealing”. Answers varied from “strongly disagree” to

“strongly agree” on a 7 point Likert scale.

Independent variables

Message quality

The perceived message quality was measured with 4 items from the work of McKinney, Yoon
and Zahedi (2002) on a 7 point Likert scale. A high quality message defines itself by
containing several arguments, credibility and an overall high quality. Thus, the statements
were “The Tweet | just read had several arguments”, “The quality of the argument in the
Tweet were high”, “The arguments in the Tweet were credible” and “The overall quality of the

message was high”.

Tie Strength

Respondents under the strong tie strength condition were exposed to a Tweet from a friend,
and were asked to imagine that the sender was one of their closest friends. Having a close
friend is subjective and thus measuring the manipulation was a challenge. Tie strength was
measured by a two-item version of the scale developed by Frenzen and Davis (1990): “/

trusted the sender of the Tweet”, “The Tweet was trustworthy” and “The opinion of the sender

matters to me”.
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Moderating variable

Message involvement

Message involvement was the most difficult variable to manipulate. Since a Tweet can only
contain 140 characters, manipulating the length was not an option. As described in the
previous chapter, the respondents under high involvement were instructed on which Tweet to
focus whereas the low involvement group was not. The next challenge was measuring the
manipulation. This study employed three items from previous studies: “/ was interested in the
content of the Tweet”, “I perceived the information in the Tweet with attention” and “I read the
information in the Tweet carefully’. In addition to these obvious questions, respondents were
also asked if they could remember the amount of money the sender of the Tweet spent on the

coffee.

Control variables

The impact of a negative product-related Tweet could be affected by the characteristics of the
participants and stimulus. The control variables used in this study were extracted from
previous literature, as discussed in the literature review. The individual differences of general
attitude toward product reviews on Twitter, product involvement, Twitter and CoffeeCompany

familiarity were measured by several items, which are reported below.

General attitude toward product reviews on Twitter

People that are reluctant to eWOM are not easy to manipulate by exposing them to a positive
or negative message on Twitter. To check this characteristic of the respondent, there were
two questions asked: “In general | believe information in Tweets | read’ and “In general | think
product-reviews on Twitter are trustworthy”. The items were previously used in the study of
Park, Lee and Han (2007).

Product involvement

The extent to which a subject is involved with the product could greatly influence the results of
the questionnaire. To measure the involvement level of the respondent to coffee, 4
statements from the study of Zaichkowsky (1985) were proposed: “/ usually take many factors
into account before purchasing this product”, “I usually spend a lot of time choosing what kind
to buy”’, “I usually seek advice from other people prior to purchasing this product’ and “I have
a most preferred brand of this product’. The respondent was also asked how often he or she
drinks coffee on average (Never, less than once a week, 1-7 times a week, 1-5 times a day,

or more than 5 times a day).
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CoffeeCompany visit frequency/familiarity

The visit frequency was assessed with one question that asked straight forward how often the
respondent visits the coffee bar chain (never, less than once a month, once a month, 2-3

times a month, once a week, 2-3 times a week, daily).

Twitter familiarity/experience

The average Twitter usage of the participant was measured with 4 questions. The amount of
followers the person has, the amount of persons the subject follows in return, the average use
of Twitter per day and the length of their Twitter subscription were part of the measurement.
Although the amount of followers/following can characterize a respondent, the usage

frequency and subscription duration are considered key in determining the experience level.

Realism

The manipulations were aimed at creating a realistic scene in which the respondents could
imagine it was real life. The realism question tested if this goal was achieved. Participants
were asked if they agreed with the statement that “The scenario in this questionnaire could
happen in real life (the scenario in which you read a Tweet about CoffeeCompany)” on a 7

point Likert scale varying from “strongly disagree” to “strongly agree”.

Analysis

To prepare the data for analysis, Cronbach’s Alpha determined if the scales used in the
survey are reliable and if items need to be deleted. One-way analysis of variance tests
assessed if the characteristics of the respondents are equally distributed over the different
manipulation groups. Independent-samples t-tests followed, showing if the manipulations
were executed successful. The final step before the hypotheses testing was checking whether
the characteristics of the respondents affect the dependent variables. Found covariates will
be included in the hypothesis testing. New variables will be computed that represent the
means of the scales in the survey. Also, the difference between the brand attitude before and
after will result in a new variable that represents the change in brand attitude. This variable
will be used in the final hypothesis testing, since the point of interest is the change in brand
attitude and not brand attitude itself.

Together with the tested covariates, the fixed factors message involvement, message
quality and tie strength, the impact on the dependent variables were measured with an
analysis of (co)variance. The dependent variables were purchase intention and brand attitude
change. The test will show if there are main effects, two- and three-way interactions between

the variables.
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Results

The survey was available online for 19 days and this resulted in a dataset of 571 respondents.
71 of these were not familiar with Twitter and were prohibited to fill out the entire
questionnaire. Another 163 did not fill out more than 75% of the questionnaire and were

deleted. The final dataset contained 337 respondents.

Data preparation

After eliminating the unusable cases from the dataset, new variables had to be computed in
order to conduct analysis. First, the internal consistency of the items had to proof whether the
items measured the same concept. Cronbach’s Alpha was used as an indicator of the scales
reliability. A score above 0.7 was considered acceptable. All scales were tested reliable; only

one item in the product involvement scale had to be excluded for a better Cronbach’s Alpha.

Table 3 - Scale reliability

Cronbach’s .
Items in ltems
Alpha L
o scale eliminated

Brand attitude before 0.924 5

Brand attitude after 0.959 5 0
Purchase intention 0.918 2 0
Message involvement 0.869 3 0
Message quality 0.861 4 0
Tie strength 0.926 3 0
General attitude toward product reviews 0.875 2 0
Product involvement 0.817 3 1

Sample profile

The dataset consisted of 55% man, with an overall age range from 14 to 69. There was no
significant difference in the distribution of gender among the 8 surveys (x> = 6.82, p = .45).
The average age was 32.7 (SD = 11.58). A one-way ANOVA indicated that there were no
significant age differences between the surveys (F (50, 229) = 1.05, p = .397). The survey
software took care of the distribution of the respondents over the different scenarios. This
resulted in a scattered pattern, to some extent. The smallest group consisted of 22
respondents, compared to the largest two groups with 52 cases. The distribution table is

available in appendix 2.

64.2% of the respondents said to be familiar with CoffeeCompany. Nevertheless, 40% never
visits the coffee bar chain, 35% less than once a month. 46% of the respondents drink coffee

1 to 5 times day. 11% indicated that they never drink coffee. The product involvement
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measurement pointed out that more than half of the respondents are high involved with coffee
(M =3.85, SD = 1.41).

An overwhelming 24% of the respondents use Twitter more than 10 times a day, followed by
18% that checks the microblog 1 to 5 times a day. Seemingly, the dataset contained two
kinds of Tweeters; heavy and light users. 21.5 % of the respondents indicated to follow 51-
100 people, and another 21.5% follows more than 250 people (M = 3.23, SD = 2.02, N = 248).

Please see appendix 2 for the full report.

The relationship between personal attitude toward product reviews on Twitter and the usage
frequency of the respondents was investigated using Pearson product-moment correlation
coeffiecient. There was a small, positive correlation between the two variables (r = .299, n =
290, p < .0005), with high levels of Twitter usage frequency associated with high levels of
personal attitude toward product reviews on Twitter. To check whether the scenarios were
perceived as realistic, respondents were asked straightforward if they think the scene could
happen in real life. A one-sample t-test with a test value of 3.5 proved the outcome significant
(M =5.56, SD = 1.47, t (295) = 24.13, p < .005).

Manipulation checks

To assess the success of the three different manipulations, independent-samples t-tests were
computed. The test compared the measurement scores between the two groups of each
variable. The full manipulation check tables are attached in appendix 3. The group means of
the message involvement manipulation were significantly different; the low involvement group
(M = 4.16, SD = 1.38) was indeed less involved in the message than the high involvement
group (M= 5.00, SD = 1.28; t (312) = -5.65, p < .005). Also, the question about the amount of
money that the sender of the Tweet spent on the coffee was answered better by the high
involvement group (63.6% correct) than the low involvement group (45.4% correct; )(2 =10.52,
p = .001. The group under the low message quality condition assed the quality significantly
lower (M = 3.1635, SD = 1.19) than the high quality group (M= 4.1027, SD = 1.24455; t (299)
= -6.63, p < .005). The tie strength manipulation was also executed successful (t (298) = -
11.70, p < .005) since the mean for the weak tie strength (M = 3.21, SD = 1.25) was
significantly lower than the strong tie strength condition (M = 4.96, SD = 1.31). The eta
squared represents the proportion of variance of the dependent variable is explained by the
independent variable. In this case it tells if the manipulations are responsible for the scores or
that they have occurred by chance. The results show that the values are all acceptable
(varies from 0 to 1, minimum of .06 is acceptable; Cohen, 1988). The magnitude of the

differences in the means of tie strength was the largest (r]2 =0.31).
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Control checks

All control variables were checked for differences between groups and covariance with the
dependent variables. Subsequently, the variables tested significant for covariance will be

included as covariate in further analyses.

General attitude toward product reviews on Twitter

The general attitude toward product reviews on Twitter of the participant was assessed with a
2 items scale. A one-sample t-test (test value = 3.5) showed that the respondents are
generally positive toward product reviews on Twitter (M = 4.18, SD = 1.26, t (295) = 9.343, p
< .005).

Product involvement

With a mean of 3.85 the respondents in the dataset are significantly involved with coffee (M =
3.85, SD =1.41,1(289) = 4.182, p < .005). Also, the differences between the groups were not
significant, proved by means of a one-way ANOVA test (F (7, 282) = .736, p = .642), this
means that there is no significant difference between the levels of product involvement

between the manipulation groups.

Twitter experience

14% of the respondents indicated to be familiar with the microblog, but never use it (n = 41).
58% use Twitter daily, varying from 1-5 times a day (n = 54), 5-10 times a day (n = 45) to
more than 10 times a day (n = 70). A Kruskal-Wallis test showed that the usage frequency

was equally distributed among the groups (p = .970).

CoffeeCompany visit frequency

Most of the respondents in the dataset never visit CC (n=87; 40%). The second largest group
visits the coffee bar less than once a month (n=77, 35.6%). 24% does visit CC, varying from
once a month (7,4%) to daily (3,7%). A Kruskal-Wallis test showed that the groups differed on

a significant level in terms of visit frequency (p < .05).
Five variables were tested for covariance. The first step in conducting this test was to
determine the correlations among the covariates. The results are presented in table 4. None

of the variables related stronger than r = .8 with each other.

Table 4 - Pearson Product-Moment Correlations between covariates

CC visit Twitter usage . Product Attitude toward
Twitter age . .

frequency frequency involvement product reviews
CC visit frequency - .071 .056 .199** -.093
Twitter usage frequency - .393** .072 .299**
Twitter age - .076 110
Product involvement - .013
Attitude toward product )
reviews
**p <.05
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An analysis of covariance was conducted to find possible predictors for the dependent
variables purchase intention and attitude toward brand (see appendix 4). Of the five variables
mentioned, only CoffeeCompany visit frequency was significant (F (1, 140) = 22.09, p < .0005,
n? = .136) for the dependent variable purchase intention. The same test was conducted for
the dependent variable brand attitude change. Two variables were indicated as covariates;
attitude toward product reviews (F (1, 140) = 5.432, p = .02, N = .04) and CoffeeCompany
visit frequency (F (1, 140) = 5.863, p = .017, N = .04). Past research showed that trust and
relationship to the website is a fundamental element for eWOM (Brown and Lee, 2007). The
importance of trust has been emphasized and has a positively significant effect in previous
studies on the topic (Rieh, 2002; Cheung et al., 2008). Therefore, only respondents with a
general positive attitude toward product reviews on Twitter were included in the dataset for
hypotheses testing purposes. A total of 68 respondents scored below 3.5 on this scale and
thus did not think product reviews on Twitter are trustworthy. The dataset resulted in
respondents that have a general trust in product reviews on Twitter (score above or equal to

3.5). Furthermore, CoffeeCompany visit frequency is used as a covariate in further analyses.

Dependent variables

Purchase intention

Immediately after reading the negative Tweet, two items measured the purchase intention of
the respondents. A one-sample t-test revealed that the overall purchase intention was
significantly positive, above 3.5 (M =4.17, SD = 1.58, t (336) = 7.76, p < .005). 17% said that
they were undecided if they were going to visit CoffeeCompany the next time they have the
opportunity. According to an independent-samples t-test the purchase intention of the group
that did know CoffeeCompany (M = 4.43, SD = 1.55) was significantly higher than the group
that was not familiar with CoffeeCompany (M = 3.69, SD = 1.52; t (335) = 4.22, p < .005).

Attitude toward brand

To check if the brand attitude differed between the before and after measurement, a paired-
samples t-test was performed. The brand attitude before was significantly lower than brand
attitude after (t (323) = 8.73, p < 0.005). Before exposure to the Tweet the mean brand
attitude was 4.82 (SD = 0.93) and decreased to 4.49 (SD = 1.16). The eta squared showed
that there was a large effect (r]2 = .19), with a substantial difference in the brand attitude
scores obtained before and after the exposure. A new variable was computed that
represented the brand attitude change for further analysis. The values for this variable were
significantly different between the groups (F (1, 322) = 5.038, p = .025).
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Hypotheses testing

To determine the power of 140 characters, this study investigated which factors of a negative
product related Tweet have the most impact on purchase intention and attitude toward brand.
The table below describes the means of the different manipulation groups. This paragraph will
determine whether the differences between the groups are significant and test the hypotheses.

Statistics tables are attached in appendix 5.

Table 5 - Descriptive statistics

Purchase Brand attitude
Manipulations intention change
High involvement  High quality Strong tie Mean 3.93 49
SD 1.48 .58
Cell size 22 22
High quality Weak tie Mean 4.94 24
SD .89 .66
Cell size 16 16
Low quality Strong tie Mean 4.48 43
SD 1.46 .69
Cell size 21 21
Low quality Weak tie Mean 5.44 .29
SD 1.16 .76
Cell size 9 9
Low involvement  High quality Strong tie Mean 4.16 .33
SD 1.37 .54
Cell size 19 19
High quality Weak tie Mean 3.78 .28
SD 1.28 .33
Cell size 16 16
Low quality Strong tie Mean 4.18 .39
SD 1.67 72
Cell size 22 22
Low quality Weak tie Mean 4.77 .31
SD 1.29 .33
Cell size 11 11
Total Mean 4.36 .36
SD 1.42 .59
Cell size 136 136

Considering the goal is to determine which characteristics have the most impact, the lowest
purchase intention and highest brand attitude change are focus points. The group that has
been affected the most is expected to have the lowest purchase intention and highest brand
attitude change. Building on the literature, this would be respondents that read the message
under high message involvement circumstances, with a high message quality from a strong
tie sender. Whereas the group that have been the least affected presumably has the highest

purchase intention and lowest brand attitude change.
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H1: Tie strength

H1a: A negative product-related Tweet from H1b: A negative product-related Tweet from
a strong tie source will have a greater a strong tie source will have a greater
impact on purchase intention than impact on attitudes toward brand than
from a weak tie source. from a weak tie source.

The first hypothesis proposed that a message from a friend has more impact on the
dependent variables than from a stranger. In other words, the purchase intention will be lower
and the brand attitude change will be higher when the respondent was exposed to a message
from a strong tie source.

A statistically significant difference was found between the two levels of tie strength
on purchase intention (F (1, 127) = 5.813, p = .017). The mean purchase intention for the
weak tie strength group was 4.63 (SD = 1.28) and 4.18 (SD = 1.49) for the strong tie group. In
other words, reading the negative Tweet had more impact on purchase intention of the strong
tie group than for the weak tie group. The effect size, calculated using eta squared, was
small: .03. Hypothesis 1a is accepted. The change of attitude toward brand was greater for
the strong tie group (M = .42, SD = .63) than the weak tie group (M = .27, SD = .52). The
difference between the groups was not significant (F (1, 127) = 1.46, p = n.s.). Hypothesis 1b

is not supported.

H2: Message quality

H2a: A high quality negative product-related H2b: A high quality negative product-related
Tweet will have a greater impact on Tweet will have a greater impact on
purchase intention than a low quality attitudes toward brand than a low
Tweet. quality Tweet.

A high quality message was expected to have a larger effect on consumer behaviour than a
low quality message. The group that was exposed to a high quality message scored lower (M
=4.18, SD = 1.34) on purchase intention that the low quality group (M = 4.56, SD = 1.49), this
difference between means was not significant (F (1, 127) = .252, p = n.s.). Hypothesis 2a is
not supported.

There was also an expected difference between the low and high quality group in
terms of brand attitude change (low quality: M = .37, SD = .65; high quality: M = .35, SD
= .54). But this difference was not significant (F (1, 127) = .656, p = n.s.). Thus, hypothesis 2b

is not supported.

The Power of 140 Characters || Master Thesis Business Studies || Sanne Stricker



H3: Message involvement

H3a: The effect of a negative product- H3b: The effect of a negative product-
related Tweet on purchase intention related Tweet on attitudes toward
will be greater for a high involvement brand will be greater for a high
consumer than for a low involvement involvement consumer than for a low
consumer. involvement consumer.

It is expected that respondents who read the message under high involvement circumstances
are more affected by the negativity of the content, thus have a lower purchase intention and
higher brand attitude change. The numbers did not support this assumption. The purchase
intention of the high involvement was surprisingly high (M = 4.65, SD = 1.39) compared to the
low involvement group (M = 4.18, SD = 1.44). The difference between the two was not
significant (F (1, 127) = 1.763, p = n.s.). The brand attitude change was higher for the high
involvement group (M = .39, SD = .65) than for the low involvement group (M = .33, SD = .53)
but did not reach statistical significance (F (1, 127) = .376, p = n.s.). Hypotheses 3a & 3b are
not supported.

H4: Message quality and message involvement

H4a: A high quality negative product-related H4b: A high quality negative product-related
Tweet will have a greater impact on Tweet will have a greater impact on
purchase intention for high involved attitude toward brand for high involved
consumers than low involved consumers than low involved
consumers. consumers.

A 2 by 2 between-groups analysis of variance was conducted to impact of two involvement
groups on purchase intention and brand attitude change for high and low quality messages.
The independent variables were the involvement level (high or low) and message quality
(high or low). The dependent variable for hypothesis 4a was purchase intention, and brand
attitude change for hypothesis 4b.

The test revealed that there is no significant interaction effect (F (1, 127) = .847, p =
n.s.) for the first hypothesis. The interaction effect between message involvement and
message quality for the dependent variable brand attitude change did also not reach

statistical significance (F (1, 127) = .009, p = n.s.). Hypotheses 4a and 4b are not supported.

Hb: Tie strength and message involvement

H5a: A negative product-related Tweet from H5b: A negative product-related Tweet from
a strong tie source will have a greater a strong tie source will have a greater
impact on purchase intention for low impact on attitude toward brand for
involved consumers than high low involved consumers than high
involved consumers. involved consumers.
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By conducting a two-way analysis of variance, the interaction effect of tie strength and
message involvement on the dependent variables purchase intention and brand attitude
change was measured.

The effect of tie strength and message involvement on purchase intention was not
significant (F (1, 127) = 3.89, p = n.s.). The interaction effect of tie strength and message
involvement on brand attitude change was also not significant (F (1, 127) = .37, p = n.s.).

Hypotheses 5a & b are not supported.

Table 6 - Results ANOVA

Dependent variables F-value p-value n

Purchase intention

Main effects Message involvement 1.763 187 .014
Message quality .252 .617 .002
Tie strength 5.813 .017 .044

Message involvement x message

Two-way interactions ; .847 .359 .007
quality
Message involvement x tie strength 3.889 .051 .030
. . Message involvement x message
Three-way interaction quality x tie strength 4.205 .042 .032
Brand attitude change
Main effects Message involvement 376 .541 .003
Message quality .656 419 .005
Tie strength 1.461 .229 .01
Two-way interactions gﬂueasiﬁsge involvement x message .009 .924 .000
Message involvement x tie strength .366 547 .003
Three-way interaction MeSSage involvement x message 449 504 004

quality x tie strength
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Discussion

This study was aimed at investigating the impact of a negative product related Tweet on
purchase intention and brand attitude change. Although only one hypothesis is supported,
four major findings emerge from this research. The results of this study have several
implications, limitations and recommendations for future research. They will be discussed in

the following paragraphs.

Findings

Tie strength

First, the results point toward the importance of strong ties in determining the impact of
negative eWOM communication. Several scholars argue that eWOM is more powerful than
offine WOM because people tend to trust strangers online as much as they trust friends or
family (e.g. Steffes and Burgee, 2009). In this experiment only tie strength had a significant
impact on purchase intention. This implicates that only messages from known, trusted people
have an impact on one’s purchase intention. Subjects put more weight on opinions from
friends than from strangers. This finding is in accordance with traditional WOM research

findings.

Difference between WOM and eWOM

This leads us to the second finding of this study. With the rise of the Internet and being able to
communicate with the entire world, it is often assumed that every individual on the Internet
can influence perceptions and intentions of consumers toward brands and products. Some
scholars even argue that all connections in electronic environments are equal in their
effectiveness and persuasiveness (Vilpponen, Winter and Sundqvist, 2006). This study found
the opposite. Only strong ties were able to influence the purchase intentions of the
respondents. This finding is different from previous studies in this area. It should be kept in
mind that this finding could be the result of the evolution of Internet and human behaviour.
Internet and eWOM are relatively new concepts compared to offline WOM communications.
Therefore it could be possible that Internet users initially trusted strangers on the Internet, but

time made them sceptical toward these unknown contributors.

Short and long-term effects

The third major finding comprises the different results between the two dependent variables.
The impact was measured for both purchase intention and brand attitude change. These two

variables relating to consumer behaviour represent noth short and long-term effects of
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negative eWOM. The effects of the negative Tweet in this research have been supported for
the dependent variable purchase intention, and in none of the cases for attitude toward brand.
Although brand attitude changes were visible, no significant differences were measured.
These findings point toward the short-term effects of reading negative Tweets about a brand
or product. The short-term effects were supported in this study but proof for long-term effects
was not found. This finding has some managerial implications, which will be discussed in

following paragraphs.

Message involvement

Finally, this study reveals that message involvement does not have a (moderating) effect on
the impact of negative Tweets. Spending more time and attention to reading a message did
not affect the processing of the content. The moderating effect of message involvement was
not found in this study. Based on the (e)WOM literature it was expected that a high-involved
reader would be influenced more by the content of the Tweet. Subsequently, the effects of a
high quality message or strong tie strength would be moderated by message involvement.
This hypothesis is not supported in this research. This could be caused by several reasons.
First, a Tweet can only contain 140 characters and therefore it is hard to be either high or low
involved. A timeline can be compared to reading the headlines in the newspaper, scrolling
down the paper to see if there is something of interest. It is hard to avoid reading such a short
message when scrolling through the timeline on Twitter. Apparently, the swiftness of Twitter
makes involvement an irrelevant factor. The involvement manipulation was executed
successful and therefore the question arises if someone can be genuinely high or low
involved on Twitter. More research on message involvement levels on Twitter is needed to

fully understand how engaged people are in reading the Twitter stream.

Message quality

This length limitation of 140 characters could also be the cause of finding no support for the
hypotheses regarding message quality. Although differences among groups were found, no
significant results were computed. The high quality message contained two arguments
instead of none. These arguments were short and because of space limitations they could not
be elaborated on. The message quality manipulation was executed successful but it may not
have made the impact it was expected to have. Park et al. (2007) stressed the importance of
content in overcoming the lack of persuasiveness, but in this experiment the quality did not

have that effect.

Brand attitude changes

None of the variables had a significant effect on brand attitude changes. As mentioned before,
this could point toward the conclusion that negative eWOM only affects short-term consumer
behaviour. It should also be taken into account that the absence of significant brand attitude
changes could be the result of insufficient knowledge of the brand. 64% of the respondents

indicated to be familiar with the coffee bar chain, but 40% never visited the company.
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Assessing attitudes toward a brand without actual knowledge can be difficult. Respondents
could have had the feeling that they did not have enough knowledge to determine their
attitude toward the brand, but did know if they had intentions to buy there when they had the

chance.

Limitations and future research

Inevitably, this research has some limitations. First, asking respondents about their purchase
intentions and attitude toward a brand can be difficult. The short interval between exposure to
the Tweet and measurement of the response gives no time for the impact of information to
fade or develop. In real life, there is usually a substantial interval between the occurrence of
eWOM and the purchase intention. This could be an explanation for the lack of supported

hypotheses found for brand attitude change.

Second, the respondent in the strong tie strength condition were told that the sender of the
Tweet was one of their closest friends. Of course, in real life people have different degrees of
friendships. Respondents in the weak tie condition were told that the sender of the Tweet was
someone they did not know nor follow on Twitter. On Twitter it is plausible that a Twitterer
follows a person he or she does not know. This tie could be described as weak, but the
Twitterer chose to follow this person and this implies a relationship of some kind. This study
did not have the scope and time to incorporate different kinds of relationships on Twitter. The
complex relationships people can have on Twitter make it an interesting topic for future
research. Also the importance of demographic similarities could be a starting point for future

research.

Source characteristics like expertise or experience were not included in this research. One
could imagine a Tweet about coffee could have more impact from a professional barista than
from a construction worker. The sender of the Tweet in both cases had no avatar picture. It
has been proven that Tweeters with 48 x 48 pixel avatar have more influence than without
picture (Zarrella, 2010). Following studies could study the impact of using a picture in the
Tweet. A picture could possibly make even weak ties look personal and therefore could have
an effect. Also exposing more characteristics about the source could be interesting for future
research. The effects of negative eWOM vary per product category. The product in this study
has low switching costs and thus consumers are expected to be less loyal. The results of this
study are limited to the product type used in the Tweet. Coffee is a fast moving consumer
good with low switching costs. One can imagine that Tweeting about a brand new car that

broke down can have much more impact than Tweeting about coffee.

68 respondents in the dataset were not used for hypotheses testing purposes because of

their low trust in online product reviews. Therefore the group was virtually divided in believers
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and non-believers. The measurement of this attitude toward online product reviews lead to a
finding that initially was not the focus of this study. Trust in online product reviews was
positive correlated with the duration of their Twitter membership. Thus, the longer a person
had experience with Twitter, the more trust they had in product reviews on the microblog and

therefore could be influenced the most.

Theoretical implications

The findings of this study point toward the similarities between WOM and eWOM. The results
contribute to the debate regarding the difference between the offline and online word of mouth
communications. Several scholars argue that individuals can create fully formed impressions
of others based solely on the linguistic content of written electronic messages (Brown,
Broderick and Lee, 2007). Some go even as far by claiming that in an online environment
people trust weak tie sources as more influential than strong tie sources (Steffes and Burgee,

2008). This study shows that in the end the most important factor remains to be tie strength.

This study contributed to research on eWOM communications by using the unique Twitter
characteristics communication in an eWOM context. One factor was considered valuable for
determining the power of 140 characters; tie strength. As opposed to the presumed
importance of message involvement, this study shows that being high or low involved in the

message does not significantly affect the impact.

While several studies focus on positive eWOM communication, this study used only negative
online consumer reviews to consider how negative message affect the purchase intention and
brand attitude. Being one of the first studies that focused on Twitter, this research contributed
unique insights in product reviews on this microblog. Twitter is still growing in terms of
registered users and messages posted per day, hence the increasing need for research in
this area. The findings in this study are the first steps in determining the return-on-investment

of social media activities.

Managerial implications

The outcome of this research has managerial implications. Online brand presence on Twitter
is almost compulsory these days and social media can be a great medium for increasing
lifetime value of a customer. Yet, the impact of negative eWOM communication is not as
significant as often imagined. Twitter makes it easier for consumers to distribute

dissatisfaction widely, but this study showed that the effects are not as harsh as expected.

Tie strength is an important factor in affecting consumer’s purchase intention. This effect was

not found for attitude toward brand. Thus, the negative Tweet only affected the short-term
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consumer behaviour. Long-term effects were not found. This finding has implications for
marketers. Products that rely on these day-to-day sales and less on long-term attitudes
toward brand are subjected to this finding. Less focus should be put on anonymous eWOM
messages, considering they have significantly less impact than close relationships. This
could imply that marketers need to put more weight on controlling only the messages from
senders with numerous followers, as they presumably have more strong-tie contacts that

could be influenced by their negative content.

As social media presence for brand almost is inevitable in this digital age, Twitter is a tool for
engaging in close communications with customers. As this study shows, the impact of one
negative Tweet about a brand or product did not have the impact as one initially expected.
Marketers tend to focus on the spreading of eWOM, assuming that every individual on the
Internet can make an impact on one’s consumer behaviour. This study found that the focus
should not be so much on the spreading, but on the source. Strong ties turned out to be the

most influential factor in this research.

The Power of 140 Characters || Master Thesis Business Studies || Sanne Stricker



Conclusion

Social media increasingly becomes a part of our daily activities. The Netherlands has the
highest Internet penetration worldwide for two of the key global social networking sites;
Twitter and Linkedin (comScore, 27 April 2011). This progress has also led marketing
managers to believe that they should have community managers to scan the web every day,
searching for positive or negative messages about their brand or product. The prevailing idea
behind this is that negative electronic word of mouth communication (eWOM) on social media
has a great impact on consumer behaviour. The damage negative product-related messages
on the web can do is often intuitively estimated enormous but academic research in this field
yet has to confirm or reject this claim. The need for research in this area is increasingly

necessary.

The objective of this research is to investigate the impact of negative eWOM via Twitter on
consumer behaviour. Twitter is treated as a single unit of analysis in this study, considering
the unique characteristics the microblog holds. Compared to a product review website, the
eWOM that appears on Twitter is unsolicited. Consumers just happen to ‘bump’ into the
eWOM exposed on Twitter. That is, if they chose to follow the sender of the Tweet. This
follow-relationship does not occur on professional product review websites, where most
eWOM studies are focused on. The immediate one-way tie that this follow-relationship implies
is an important characteristic of Twitter and thus incorporated in this research. Another
characteristic that makes Twitter unique is its swiftness. An average Twitter visitor was
expected to be generally low involved in reading the message. The endless stream of
updates makes it almost impossible to read all of them, and it is expected that users just scroll
through the timeline. This characteristic is translated to message involvement and is included
in this study. The third main variable in determining the power of eWOM on Twitter is
message quality. The literature indicated that a high quality message could elicit more than a
low quality message. This study investigated the impact of negative eWOM via Twitter on
consumer behaviour depending on message involvement, message quality and tie strength.
The dependent variables are short and long-term consumer behaviour: purchase intention
and brand attitude. This study proposed several hypotheses and conducted an experiment to

test these hypotheses. The research question of this study is as follows:
What is the impact of negative eWOM via Twitter on consumer behaviour?
To answer the research question and test the hypothesis this study employed a 2 x 2 x 2

factorial experimental design. The three independent variables are message involvement

(high and low), tie strength (strong and weak/non existent) and message quality (high and
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low). The dependent variables are purchase intention and attitudes toward brand. 571

respondents took part in the online survey, from 14 April to 3 May 2011.

Since social media is a relatively new phenomenon, there is a lack of academic studies on the
impact of these platforms. This research builds on the theories of both WOM and eWOM to
investigate the impact of negative eWOM on Twitter. Previous studies found that tie strength
is one of the most significant factors explaining the influence of offine WOM communications
(De Bruyn and Lilien, 2008). In eWOM the tie strength is usually considered weak because
anyone can post their opinions about a product to various online platforms (Granitz and Ward,
1996; Chatterjee, 2001). The scope of eWOM is not constrained by the receivers’ social circle
and therefore the strength of weak sources is an important factor in eWOM research. In
offline WOM research, strong ties are perceived as more credible and trustworthy than weak
tie sources (Rogers, 1995). Especially in the case of Twitter where it is considered normal to
follow a person you do not know it is important to investigate the impact of this relationship.
Message quality could also influence the effect of reading a negative message about a
product. The quality of online reviews has a positive effect on consumer’s purchasing
intention (Park, Lee and Han, 2007). High quality messages are more effective because the
information is relevant to evaluate the product and contains understandable, reliable and
sufficient reasoning. An understandable and objective Tweet with sufficient reasons of
disapproval, it is relatively more persuasive than a low quality Tweet. The message
involvement level of the reader is expected to moderate the effects of tie strength and
message quality. Consumers with a low involvement level are either not willing or unable to
exert a lot of processing effort. Therefore, high involvement is likely to increase the effect of a

strong tie or high quality message.

Four major findings arise from this research. Tie strength was the most important factor in
determining the impact a negative Tweet had on purchase intention. Respondents that were
exposed to a Tweet from a strong tie were affected more in their purchase intention than from
a weak tie source. This impact was also visible in the brand attitude change, yet not
significant. This finding is different from what was often assumed regarding electronic word-
of-mouth. The idea was that since anyone can post content on a brand or product on Twitter
and the Internet, these opinions and product experiences influence consumers. This study
showed that only close relations can make this impact in one’s consumer behaviour.
Marketers should focus less on these anonymous content generators, and more on traditional
word-of-mouth theories. Also, the reach of Twitter and the fact that it can be used anywhere
has caused marketers to believe that the impact of eWWOM on itself is enormous and different
than from its offline equivalent. This study found that in its core, eWOM builds on the same
theory as offline WOM. That is, the source is the primary factor in influencing people in their

purchase intentions.
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Message quality and message involvement did not have a significant influence on the
dependent variables. This could be because of the length limitation of 140 characters. It is
hard to distinctively have a high or low quality message when you are limited to a few lines of
text. The expected effect took place; high quality messages affected purchase intention
significantly more than low quality messages, yet not significant. The moderating effect of
message involvement was not found in this study. The presence of the ELM was not
supported. This study showed that high and low involved people were not significantly
affected differently by the negative Tweet. No significant proof was found for the effect of
message involvement on consumer behaviour in this case. The matrix below shows how the
different manipulation groups were affected in their consumer behaviour. As expected, the
group that had the highest brand attitude change and low purchase intention is the group
under the high involvement, high quality and strong tie condition. The same group but
different in tie strength was affected less. The group that read the message from a weak tie
was less affected by the content of it, whereas the strong tie strength group changed their
brand attitude was less willing to buy the product after reading the negative Tweet. Thus,
consumers conform to online consumer reviews via Twitter and attitudes become

unfavourable as the tie strength increases.

The impact of a negative Tweet was more apparent for purchase intention than brand attitude.
This points toward the conclusion that reading negative product-related content on Twitter
only affects the short-term consumer behaviour. Consumers may decide to not buy the
product, but eventually the attitude toward brand does not change significantly. Considering
community managers scan the web every day to search for negative content about their

company, this results shows that the impact of these messages is less harsh than expected.

This study showed that being high or low involved in reading the message does not influence
the impact a negative Tweet has on consumer behaviour. Whether a short, 140 characters
long Tweet has arguments or not, was also not proved in this research. The impact of Twitter
is predominantly determined by tie strength. The fundaments of offline WOM are still visible in
an online context. The strength of the tie between sender and receiver only had an impact on
purchase intention. Long-term effects of reading a negative Tweet were not significantly
apparent. Twitter can have a considerable impact on consumer behaviour in a negative

context when the source is closely related to the reader.
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brand attitude change high

low

Overview of impact on different manipulation groups

HI = High message involvement HQ = High message quality
LQ = Low message quality

LI = Low message involvement

ST = Strong tie strength
WT = Weak tie strength

@ HiHasT

@ HiLasT

LI-LQ-ST
LI-HQ-ST
LI-LQ-WT
H-La-wT €
LI-HQ-WT
@Hi-HawT

low purchase intention high
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Appendix 1: Questionnaire

Hi,

Thank you for taking the time to fill out this short questionnaire. It should take you no more than 5
minutes.

| am a master student at the Amsterdam Business School and | am currently working on my thesis
regarding the impact of Twitter on consumer behaviour. Your answers will provide me great insights in
this matter. You are doing me a great favour in helping me graduate!

| am giving away €20 gift vouchers to participants. If you are interested in entering the drawing, please
enter your email address at the end of this survey.

There are no right or wrong answers and all information will be treated as strictly confidential.
Good luck!
Click 'next' to continue.

1. Are you familiar with Twitter?
1.1. Yes
1.2. No [abort questionnaire]

2. Do you know CoffeeCompany?
2.1. Yes [continue]
2.2. No [short introduction is shown]

Introduction CoffeeCompany — Shown when Q2=No
CoffeeCompany is a coffee bar chain in the Netherlands.

They have 27 branches, located primarily in the centre of the country (Amsterdam, Utrecht, Den Haag,
Rotterdam, Groningen, Delft).

CoffeeCompany sells all different kinds of coffee and other hot and cold beverages

2a. How often do you visit CoffeeCompany?
Never

Less than once a month

Once a month

2-3 times a month

Once a week

2-3 times a week\

Daily

O O O O O O O

3. [Attitude toward brand - before]

Please describe your overall feelings toward CoffeeCompany 3
[7-point Likert scale; strongly disagree — strongly agree]

3.1 I think CoffeeCompany is a good brand

3.2 | am positive toward CoffeeCompany

3.3 | like CoffeeCompany

3.4 | think CoffeeCompany is a high quality brand
3.5 | think CoffeeCompany is appealing

[MANIPULATIONS]
Respondents are randomly assigned to one of the 8 scenarios

High involvement — High quality — Strong tie

On the next page | will display a list of Tweets on Twitter.

Please pay close attention to the Tweet that is highlighted with a red line. Read it carefully and pay
attention to the claims.
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After you finish reading, | will ask you questions about the content.

Please try to imagine that the following Tweet is from one of your closest friends.
You have frequent interaction with this friend and you follow his or hers updates on Twitter.
Keep this friend in mind when answering the following questions.

=J Home Profile Find People Settings Help Sign out

TechCrunch
TC Exclusive: The Bleak Financial Numbers From The MySpace Sale
Pitch Book http://tcrn.ch/egpmGV by @arrington

La_Wlooo
What do you call James Bond in the bath? Bubble 07! #joke

@ IncMagazine
| Trade schools are poised for growth in 2011, making Inc.com's list
5l of Best #Industries http://ow.ly/4yKkc

esdavids hx !
Simplicity is an art form and the hardest to control (one touch giggs
than runs without the ball and second post pass)}#TextBook

mashable |
~ 8l Rent & Watch Movies in Your Web Browser With Walmart's Vudu -
w21 http:/on.mash.to/ggOSnM

YourFriendsName jamYourFriend
Just had a very disappointing coffee from CoffeeCompany. It was
WY cold and tasted like strong tea. Should have saved my 2,47 euros!

. BoomerangCreate
BU“M!M"{I Wow super creatieve magazine ads hitp://goo.gl/2661W via
“T - @demilked

High involvement — High quality — Weak tie

On the next page | will display a list of Tweets on Twitter.

Please pay close attention to the Tweet that is highlighted with a red line. Read it carefully and pay
attention to the claims.

After you finish reading, | will ask you questions about the content.

The sender of the Tweet is someone you do not know. You do not follow his or hers updates on Twitter.
Keep this stranger in mind when answering the following questions.
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tiﬂittz(‘;‘l- Home Profile Find People Settings Help Sign out

TechCrunch 1
TC Exclusive: The Bleak Financial Numbers From The MySpace Sale
Pitch Book http://tcrn.ch/egpmGV by @arrington

La_Wlooo
< What do you call James Bond in the bath? Bubble 07! #joke

IncMagazine
Trade schools are poised for growth in 2011, making Inc.com's list
of Best #Industries http://ow.ly/4yKkc

esdavids vids 13
Simplicity is an art form and the hardest to control (one touch giggs
than runs without the ball and second post pass )#TextBook

A

mashable reie
Rent & Watch Movies in Your Web Browser With Walmart's Vudu -
http://on.mash.to/ggOSnM

Just had a very disappointing coffee from CoffeeCompany. It was
cold and tasted like strong tea. Should have saved my 2,47 euros!

O B = »

- BoomerangCreate : erang Crea
HDHMIWG Wow super creatieve magazine ads http://goo.gl/2661W via
HEATE . @demilked

High involvement — Low quality — Strong tie

On the next page | will display a list of Tweets on Twitter.

Please pay close attention to the Tweet that is highlighted with a red line. Read it carefully and pay
attention to the claims.

After you finish reading, | will ask you questions about the content.

Please try to imagine that the following Tweet is from one of your closest friends.

You have frequent interaction with this friend and you follow his or hers updates on Twitter.
Keep this friend in mind when answering the following questions.
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Ewikttern

TechCrunch Tech
Exclusive: The Bleak Financial Numbers From The MySpace Sale
Pitch Book http://tcrn.ch/egpmGV by @arrington

La_Wlooo |

< What do you call James Bond in the bath? Bubble 07! #joke

IncMagazine r
Trade schools are polsed for growth in 2011, making Inc.com's list
of Best #Industries http://ow.ly/4yKkc

esdavids edgar davids 13 b
Simplicity is an art form and the hardest to control (one touch giggs
than runs without the ball and second post pass J#TextBook

mashable 7 3
Rent & Walch Mowes in Your Web Browser With Walmart's Vudu -
http://on.mash.to/ggOSnM

v

YourFriendsName iamYourFriend
Just had a very bad coffee from CoffeeCompany. My grandma can
do better. Should have saved my 2,47 euros!

ﬂOﬂMlMHE

REATE

BoomerangCreate =
Wow super creatieve magazme ads http://goo.gl/2661W via
@demilked

High involvement — Low quality — Weak tie
On the next page | will display a list of Tweets on Twitter.

Please pay close attention to the Tweet that is highlighted with a red line. Read it carefully and pay

attention to the claims.

After you finish reading, | will ask you questions about the content.

Home Profile Find People Settings Help Sign out

The sender of the Tweet is someone you do not know. You do not follow his or hers updates on Twitter.
Keep this stranger in mind when answering the following questions.

Ewitker:

TechCrunch 1

TC Exclusive: The Bleak Fmanmal Numbers From The MySpace Sale

= @

E

Pitch Book http://tcrn.ch/egpmGYV by @arrington

La_WIlooo |
= What do you call James Bond in the bath? Bubble 07! #joke

IncMagazine ja
Trade schools are poised for growth in 2011, making Inc.com's list
of Best #Industries http://ow.ly/4yKkc

esdavids ¢ javids t3 b
Simplicity is an art form and the hardest to control (one touch giggs
than runs without the ball and second post pass J#TextBook

mashable 7
Rent & Watch Movnes in Your Web Browser With Walmart's Vudu -
http://on.mash.to/ggOSnM

Home Profile Find People Settings Help Sign out

Just had a very bad coffee from CoffeeCompany. My grandma can
do better. Should have saved my 2,47 euros!

The Power of 140 Characters || Master Thesis Business Studies || Sanne Stricker

e

BoomerangCreate ! r
G Wow super creatieve magazme ads http 1//goo.gl/2661W via
@demilked

48



Low involvement — High quality — Strong tie
On the next page | will display a list of Tweets on Twitter. Please scan through the Tweets.

twitker; Home Profile Find People Settings Help Sign out

TechCrunch 1
TC Exclusive: The Bleak Financial Numbers From The MySpace Sale
Pitch Book http://tcrn.ch/egpmGV by @arrington

La_Wlooo
= What do you call James Bond in the bath? Bubble 07! #joke

l!‘
| IncMagazine inc. Vaga
Trade schools are poised for growth in 2011, making Inc.com's list

of Best #Industries http://ow.ly/4yKkc

“‘5 esdavids E <1 ¢
<l Simplicity is an art form and the hardest to control (one touch giggs
- than runs without the ball and second post pass }#TextBook

mashable
24 8 Rent & Watch Movies in Your Web Browser With Walmart's Vudu -
http://on.mash.to/ggOSnM

YourFriendsName iamYourFriend
Just had a very disappointing coffee from CoffeeCompany. It was
W cold and tasted like strong tea. Should have saved my 2,47 euros!

. . BoomerangCreate
UOUMEW[} Wow super creatieve magazine ads http://goo.gl/2661W via
AT @demilked

One of the Tweets you just read was about coffee.

Please try to imagine that this Tweet is from one of your closest friends.

You have frequent interaction with this friend and you follow his or hers updates on Twitter. Keep this
friend in mind when answering the following questions.

Low involvement — High quality — Weak tie
On the next page | will display a list of Tweets on Twitter. Please scan through the Tweets.
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tll”ktef Home Profile Find People Settings Help Sign out

TechCrunch 1 r
TC Exclusive: The Bleak Financial Numbers From The MySpace Sale
Pitch Book http://tcrn.ch/egpmGV by @arrington

La_WIlooo Domin
' ﬂg What do you call James Bond in the bath? Bubble 07! #joke

IncMagazine jazine
Trade schools are poised for growth in 2011, making Inc.com's list
of Best #Industries http://ow.ly/4yKkc

esdavids edoar davids 13t perOJ
Simplicity is an art form and the hardest to control (one touch giggs
than runs without the ball and second post pass)#TextBook

mashable ¢
é, Rent & Watch Movies in Your Web Browser With Walmart's Vudu -
http://on.mash.to/ggOSnM

Just had a very disappointing coffee from CoffeeCompany. It was
cold and tasted like strong tea. Should have saved my 2,47 euros!

- BoomerangCreate &«  Cre
“DUM[WG Wow super creatieve magazine ads http://goo.gl/i2661W via
2 @demilked

One of the Tweets you just read was about coffee.

The sender of this Tweet is someone you do not know.

You do not follow his or hers updates on Twitter.

Keep this stranger in mind when answering the following questions.

Low involvement — Low quality — Strong tie
On the next page | will display a list of Tweets on Twitter. Please scan through the Tweets.
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t‘“ikte!’ Home Profile Find People Settings Help Sign out

TechCrunch 1
TC Exclusive: The Bleak Financial Numbers From The MySpace Sale
Pitch Book http://tcrn.ch/egpmGV by @arrington

La_Wlooo
: What do you call James Bond in the bath? Bubble 07! #joke

IncMagazine 2ine
Trade schools are poised for growth in 2011, making Inc.com's list
of Best #Industries http://ow.ly/4yKkc

esdavids «¢ is 13 r
Simplicity is an art form and the hardest to control (one touch giggs
than runs without the ball and second post pass #TextBook

mashable
+L 8 Rent & Watch Movies in Your Web Browser With Walmart's Vudu -
http://on.mash.to/ggOSnM

YourFriendsName iamYourFriend
Just had a very bad coffee from CoffeeCompany. My grandma can
W o better. Should have saved my 2,47 euros!

4 BoomerangCreate = g Crea
HDUMEWH Wow super creatieve magazine ads http://goo.gl/2661W via
HEATE . @demilked

One of the Tweets you just read was about coffee.
Please try to imagine that this Tweet is from one of your closest friends.

You have frequent interaction with this friend and you follow his or hers updates on Twitter.

friend in mind when answering the following questions.

Low involvement — Low quality — Weak tie

On the next page | will display a list of Tweets on Twitter. Please scan through the Tweets.

The Power of 140 Characters || Master Thesis Business Studies || Sanne Stricker

Keep this

51



Home Profile Find People Settings Help Sign out

TechCrunch
TC Exclusive: The Bleak Financial Numbers From The MySpace Sale
Pitch Book http://tcrn.ch/egpmGV by @arrington

La_Wlooo
' ﬁw What do you call James Bond in the bath? Bubble 07! #joke

IncMagazine
Trade schools are poised for growth in 2011, making Inc.com's list
of Best #Industries http://ow.ly/4yKkc

esdavids £
Simplicity is an art form and the hardest to control (one touch giggs
than runs without the ball and second post pass)#TextBook

F‘"‘.'“i-
W
mashable
~i 8 Rent & Watch Movies in Your Web Browser With Walmart's Vudu -

http://on.mash.to/ggOSnM

Just had a very bad coffee from CoffeeCompany. My grandma can
do better. Should have saved my 2,47 euros!

g BoomerangCreate
[H][Lu'[MNﬂ Wow super creatieve magazine ads http://goo.gl/2661W via
@demilked

One of the Tweets you just read was about coffee.

The sender of this Tweet is someone you do not know.

You do not follow his or hers updates on Twitter.

Keep this stranger in mind when answering the following questions.

4. [Purchase intention]
Please answer the following questions

4.1 How likely is it that you will buy a coffee from CoffeeCompany the next time you have the
opportunity? [7-point Likert scale; very unlikely — very likely]

4.2 How interested would you be in purchasing a coffee from CoffeeCompany when offered to you?
[7-point Likert scale; not interested at all — very interested]

5. [Attitude toward brand - after]
Taking everything into account, please describe your overall feelings toward CoffeeCompany [7-point
Likert scale; strongly disagree — strongly agree]

5.1 | think CoffeeCompany is a good brand

5.2 | am positive toward CoffeeCompany

5.3 |like CoffeeCompany

5.4 | think CoffeeCompany is a high quality brand
5.5 | think CoffeeCompany is appealing

6. [Manipulation check — message involvement]
6. How much did the sender of the Tweet pay for the coffee?

[7-point Likert scale; strongly disagree — strongly agree]
7.1 1 am interested in the content of the Tweet
7.2 | perceived the information in the Tweet with attention
7.3 | read the information in the Tweet carefully

Congratulations! Only a few questions left!
You are doing great!
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8. [Manipulation check — message quality]
[7-point Likert scale; strongly disagree — strongly agree]

8.1 The Tweet | just read had several arguments

8.2 The quality of the argument in the Tweet were high
8.3 The arguments in the Tweet were credible

8.4 The overall quality of the message was high

9. [Manipulation check - tie strength]
[7-point Likert scale; strongly disagree — strongly agree]
Please keep the sender of the Tweet you just read in mind

9.1 | trusted the sender of the Tweet
9.2 The Tweet was trustworthy
9.3 The opinion of the sender matters to me

10. [Reality check]
[7-point Likert scale; strongly disagree — strongly agree]
10.1  The scenario in this questionnaire could happen in real life

11. [General attitude toward product-reviews on Twitter]
[7-point Likert scale; strongly disagree — strongly agree]

11.1 In general | believe information in Tweets | read

11.2 In general | think product-reviews on Twitter are trustworthy

12. [Product involvement]
The following questions are about your attitudes toward coffee in general, from the supermarket or
coffee bar. Please note that the questions are not about CoffeeCompany, but about your existing
believes and attitudes toward coffee.
[7-point Likert scale; strongly disagree — strongly agree]

12.1 | usually take many factors into account before purchasing this product

12.2 | usually spend a lot of time choosing what kind to buy

12.3 | usually seek advice from other people prior to purchasing this product

12.4 | have a most preferred brand of this product

13. How often do you drink coffee, on average?
Never

Less than once a week

1-7 times a week

1-5 times a day

More than 5 times a day

O O O O O

[Twitter usage]
14. How often do you use Twitter, on average?
Never [go to Q18]
Less than once a week
1-7 times a week
1-5 times a day
5-10 times a day
More than 10 times a day

O O O O O O

15. How many people do you follow on Twitter?
1-50 people

51-100 people

101-150 people

151-200 people

201-250 people

More than 250 people

O O O O O O

16. How many followers do you have on Twitter?
1-50 people

51-100 people

101-150 people

151-200 people

201-250 people

More than 250 people

O O O O O O
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17. When did you join Twitter?
o Less than a month ago

1 - 6 months ago

7 months - one year ago
1 -2 years ago

2 - 3 years ago

3 - 4 years ago

Longer than 4 years ago

O O O O O O

[General questions]
18. What is your gender?
o Female
o Male

19. What is your age?

You're finished!

Again, thank you very much for your help.

Submit your email address below to win one of the €20 gift vouchers
Hope to see you on Twitter!

twitter.com/ssann

sannestricker.com

sa.stricker@gmail.com

END
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Appendix 2: Profile and distribution

Less
than
once a
week
8%

What is your age? What is your gender? How often do you drink coffee, on
n =285 n =285 average?
n =280

More than
Stmesa
day
10%

Do you know CC?
n=337
i Once a Week How often do you visit CC?
No 3% n=218
% Daily
2-3Timesa 4%
2-3Times a /
Month

How often do you drink coffee, on
average?

Once a
n=290 Less
than Month
once a
More woek
than &
. 8%
tmesa

day
10%
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How often do you use Twitter?

Longer
than 4

When did you join Twitter?

n=290 years ago n=246 Less than a
1% No account month ago
3-4 years : \ 5% 8%
ago
Never 4%
More than 14%
10 times a 2-3 years
day ago
24% Less than 17%
once a week 16 ':g':ha
12% 200,
5-10 tmes a
day 1-7tmes a
16% week 1-2 years
15% ago 7 months - 1
1-5times a 29% year ago
day 16%
19%

How many people do you follow on Twitter?

How many followers do you have on Twitter?

n=2486 n=246
No account N unt
oy e
More than More than
250 people 21’3, pecple
22 201-950 20%
. oe 1-50 people pecple
201-250 27% 4% 1-50 people
pecple 151-200 34%
8% peo?le
6% T e e p‘m’:" 51-100
14% 21% P:gg?
Distribution of respondents
N=337 Message involvement
Tie strength Message quality High Low
) HI-HQ-ST LI-HQ-ST
Strong High N =43 N =52
12.8 % of total 15.4 % of total
) HI-HQ-WT LI-HQ-WT
Weak High N =52 N = 48
15.4 % of total 14.2 % of total
HI- LQ-ST LI-LQ-ST
Strong Low N =37 N =51
11.0 % of total 15.1 % of total
HI-LQ-WT LI-LQ-WT
Weak Low N =22 N = 32
6.5 % of total 9.5 % of total
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Appendix 3: Manipulation checks

Message involvement - Independent-samples t-test

N
Low message involvement 171
High message involvement 143

t - value
Message involvement -5.651

Message involvement — Chi-Square

Mean
4.1637
5.0047
df

312

SD

1.37597

1.23397

p - value r]2
.000 0.09

How much did the sender of the Tweet pay for the

coffee?
Wrong
Low message involvement 100 (54.6% of row)
High message involvement 56 (36.4% of row)
Pearson Chi-Square 11.241
Continuity Correction 10.518

Message quality - Independent-samples t-test

N
Low message quality 133
High message quality 168

t - value
Message quality -6.634

Tie strength - Independent-samples t-test

N
Strong tie strength 135
Weak tie strength 165

t - value
Tie strength -11.703
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Mean

3.1635
4.1027
df

299

Mean
3.2123
4.9556
df

298

Right Total
83 (45.4% of row) 183
98 (63.6% of row) 154

p =.001
p =.001

SD

1.18474
1.24455
p - value n
.000 0.13

SD

1.25094

1.30951

p - value n
.000 0.31
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Appendix 4: Covariate testing

Three-way ANOVA - Purchase intention

F-value
Twiter usage frequency .165
Twitter age .084
Product involvement 1.385
Attitude toward online product reviews 2.315
Visit frequency CC 22.085

Three-way ANOVA - Brand attitude change

F-value
Twiter usage frequency 157
Twitter age .031
Product involvement .618
Attitude toward online product reviews 5.432
Visit frequency CC 5.863
The Power of 140 Characters || Master Thesis Business Studies

p-value
.686
773
241
130
.000

p-value
.693
.860
433
.021
.017
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.001
.001
.010
.016
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Appendix 5: Hypothesis testing

Three-way ANOVA - Purchase intention

Tests of Between-Subjects Effects

Dependent Variable:Mean purchase intention (P11-2)

Type Ill Sum of
Source Squares df Mean Square
Corrected Model 78.2247 8 9.778
Intercept 442.446 1 442.446
VisitFreqCC 49.281 1 49.281
MI 2.710 1 2.710
MQ .387 1 .387
TS 8.936 1 8.936
MI * MQ 1.303 1 1.303
MI* TS 5.978 1 5.978
MQ* TS .926 1 .926
MI*MQ* TS 6.464 1 6.464
Error 195.230 127 1.537
Total 2854.750 136
Corrected Total 273.454 135
a. R Squared = .286 (Adjusted R Squared = .241)
The Power of 140 Characters || Master Thesis Business Studies ||
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6.361
287.817
32.058
1.763
.252
5.813
.847
3.889
.602

4.205
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.000
.000
.000
.187
.617
.017
.359
.051
439
.042

Partial Eta

286
694
202
014
.002
.044
.007
.030
.005
.032
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Tie Strength manipulation = weak tie
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Three-way ANOVA - Brand attitude change

Tests of Between-Subjects Effects

Dependent Variable:BA Change (Before - After)

Source
Corrected Model
Intercept
VisitFreqCC
Ml

MQ

TS

MI* MQ

MI* TS

MQ* TS
MI*MQ* TS
Error

Total

Corrected Total

Type Il Sum of

Squares

2.437°
9.596
1.489
134
.234
522
.003
.130
.030
.160
45.332
65.280

47.769

1
127
136
135

a. R Squared = .051 (Adjusted R Squared = -.009)

The Power of 140 Characters

Mean Square

.305
9.596
1.489

134

.234

522

.003

.130

.030

.160

.357
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26.884
4173
376
656
1.461
.009
366
083
449
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Sig.

.558
.000
.043
.541
419
.229
.924
.547
773

.504

Partial Eta

Squared

.051
175
.032
.003
.005
.011
.000
.003
.001
.004



