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Abstract 
 
Consumers today are no longer bound to advertisers in their search for product information.  

Social media platforms and technologies are now empowering consumers to share product 

information with each other.  This act is disempowering marketers and their agencies of 

record that are struggling to be relevant in the age of Web 2.0.  Despite the low switching 

costs of turning away from traditional advertising to obtain product information, unscrupulous 

marketing practices persist.  We maintain that these actions are feeding a rising mistrust in 

commercial advertising that is encouraging even more consumers to engage in electronic 

word-of-mouth (eWOM) on social media platforms.  This paper looks at this rising mistrust 

and how it might describe consumers who engage in electronic word-of-mouth about 

products after purchase.   We rely on Web survey data from the Canadian Tourism 

Commission (CTC) which looks at a population of UK consumers that purchase travel and 

then go on to describe their trip to others using social media.  Unique to this study is the use 

of social values methodology to measure trust in advertising.  Our findings suggest that 

social media users trust advertising in spite of current advertising practices, while those who 

do not use social media, score below the mean on this trend. Theoretically, our results imply 

that trust in advertising may have more to do with a consumer’s fundamental outlook on life 

than it does with the credibility of the source where the advertising itself came from. More 

practically, our results provide a measure of certainty for company executives who may wish 

to use social media as part of more integrated marketing campaigns designed to capture 

user-generated content and to redirect this highly influential source of marketplace 

information at other consumers. 

 
 
Keywords: Web 2.0, Social Media, Online Advertising, Online Marketing, Advertising, 
eWOM, Electronic Word-of-Mouth, Social Values, Trust in Advertising 
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Glossary 

$ United States of America Dollars (unless otherwise stated) 

3SC Systeme Cofremca de Suivi des Courants Socio-Culturels 

Ad Advertising 

Advertising  The placement of announcements and persuasive messages 

in time or space purchased in any of the mass media by 

business firms, non-profit organizations, government agencies, 

and individuals who seek to inform and/ or persuade members 

of a particular target market or audience about their products, 

services, organizations, or ideas. 

Advertising as Stimulus Tendency to enjoy viewing advertising for its aesthetic 

properties; to enjoy advertising in a wide range of venues, from 

magazines to television to outdoor signs and billboards. 

Brand Apathy Placing little importance on the brand name of a product. 

Blog  A Website that contains an online personal journal with 

reflections, comments, and often hyperlinks provided by the 

writer. 

CAWI Computer-Assisted Web Interviews 

Confidence in Advertising The tendency to trust and use advertising as a source of 

reliable information.  Also, a tendency to identify with the 

fashions and the role models promoted by advertising and the 

consumer society. 

CTC Canadian Tourism Commission 

eWOM Electronic word-of-mouth 

Electronic word-of-mouth Any positive or negative statement made by potential, actual or 

former customers about a product or company, which is made 

available to a multitude of people and institutions via the 

Internet.   

Importance of Brand Giving great weight to the brand name of a product or service, 

a tendency to have favorite brands. 

Joy of Consumption Intense gratification through the purchase of consumer goods 

(rather than basic necessities). Enjoying consumption for the 

pleasure of consumption. People who are strong on this trend 
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are often more excited by the act of buying than by the use of 

the products they buy. 

Non Social Media Users Consumers that do not engage in eWOM on social media 

platforms post-purchase. 

Online Advertising Deliberate messages placed on third-party websites including 

search engines and directories available through Internet 

access. 

Skepticism Towards Advertising Distrust that advertising messages are truthful or even helpful 

for making purchasing decisions. 

Social Media  Internet-based applications that carry consumer-generated 

content which encompasses media impressions created by 

consumers, typically informed by relevant experience, and 

archived or shared online through a blog or social networking 

site for easy access by other impressionable consumers. 

Social Media Users Consumers that engage in eWOM on social media platforms 

post-purchase.   

SNS Social Networking Site 

Social Networking Site Applications that enable users to connect by creating personal 

information profiles, inviting friends and colleagues to have 

access to those profiles, and sending e-mails and instant 

messages between each other. 

TPE  Third-person effect theory  

TQC Top Quintile Cut 

Trust  The outcome of observations leading to the belief that the 

actions of another may be relied upon, without explicit 

guarantee, to achieve a goal in a risky situation. 

Trust in Advertising  Confidence that advertising is a reliable source of 

product/service information and willingness to act on the basis 

of information conveyed by advertising. 

UGC User Generated Content 

UK United Kingdom 

USA United States of America 

USD United States of America Dollars 
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CHAPTER ONE: INTRODUCTION 

The Internet has ushered in a commercial nirvana where marketers can finally deliver a 

message to a specific person in real time.  The web is no longer just a channel.  It is now a 

landscape with near infinite touch points.  Despite its complexity, marketers must strive to 

monitor their target audience’s behaviour in this space and apply this understanding to the 

creation of strategy, advertising budgets and even, organizational management (Edelman, 

2011).   

Marketing fundamentals have changed; so much so, that company executives are unsure of 

whom they should turn to for guidance.  Market shifts are not only challenging how products 

are brought to market but also the advertising agencies responsible for getting the word out. 

The reality is that while there have never been more ways to reach consumers; it has never 

been harder to connect with them (Sacks, 2011).  

While businesses may be unsure of which advertising experts to trust in this fast moving 

space, they have no doubt of its potential.  Internet ad spending in 2000 in the UK for 

example was a mere $174 million US.  Just nine years later, advertisers spent $4.6 billion 

US trying to reach UK consumers online.  Ad spending online is expected to surpass TV for 

the first time starting in 2012 (eMarketer, 2010).  Business development itself seems to be 

reaching for the speed of light.  Daily deals social media website Groupon was touted as 

having a potential market valuation of $25 billion US after just 3 years in existence making it 

the fastest growing company in history (Aspan, 2011).  To put this speed in context, it took 

Google six years to achieve the same level of capitalization (Writer et al., 2004).  

New media, especially the new breed of ‘social media,’ requires a shift in how marketers 

think about luring in new customers. Gone are the days when conversations were one-sided 

and consumers settled for what product information was made available to them. Social 

media and its many platforms is helping the internet reach its full potential as an equalizing 

force that puts more power into the hands of consumers.   

Despite rising Internet ad spending, consumer confidence in advertising itself continues to 

suffer blows.  Tactics like online behavioural modelling has customers troubled over how 

their online personal information is being secretly monitored, housed and distributed to 

suppliers that consumers have never even heard of (Martinez, 2011).  The US Federal 

Trade Commission recently ruled against a California public relations firm for paying 

bloggers to post positive reviews about their client’s product without disclosing this fact to 

unassuming readers (Goldsborough, 2011).  All this is unfortunate news given that e-
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commerce’s lack of physical presence and social context clues makes trust even more 

important when it comes to doing business online (Mukherjee and Nath, 2007). 

Unethical marketing practices are adding to an increasing mistrust in commercial advertising 

that is encouraging even more consumers to engage in electronic word-of-mouth (eWOM) 

on social media platforms.  This paper looks at this mistrust and how it might describe 

consumers who engage in electronic word-of-mouth about products after purchase. 

1.1 Business Problem 

The Internet offers marketers an interactive means of creating computer-mediated 

advertising (Mohammed et al., 2004); furthermore these online ads include multimedia 

content that house unique contextual cues for consumer decision making in contrast to 

traditional advertising (Cook and Coupey, 1998). In addition to its inherent media richness, 

Internet advertising attracts greater consumer awareness as the marketer has more flexible 

and better control of Web interactivity in emulating the real-life product and shopping 

experience online (Klein, 2003).  

There are presently a large variety of product and service information readily available on 

merchant Websites.  Internet advertising allows merchants to showcase and market their 

products online via different formats such as banners, interstitials and pop-ups, sponsorships, 

hypertext links, and Web sites (Shim et al., 2001). It is commonplace now for Websites to 

use multimedia effects to garner consumer interest, present product information, and portray 

product attributes.  

In this new age of Internet advertising, consumers are leery about marketer’s having the 

ability to rapidly revise and modify their online information as and when they like to suit 

changing market conditions and their vested interests.  Consumers count this newfound 

flexibility as a risk, which has the likely potential of exposing consumers to a greater amount 

of deceptive product messages and incomplete content (Anu et al., 2008).  

Trust in advertising has never been a more relevant topic than now.  Tired of being mislead 

and jaded from their experience with traditional ways of advertising, today’s consumers are 

no longer bound to advertisers in their search for product information. Conversely, 

advertisers are no longer the information mediaries they once were, a fact that has them 

struggling to be relevant in the constantly changing digital space. The Web is empowering 

consumers with information in real time and the ability to influence each other’s buying 

decisions. Arndt advocates that direct communication between people regarding a product 

or service is a highly influential source of marketplace information (Arndt, 1967).  Information 
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people exchange regarding a product or service is generally considered more credible than if 

it had come from a marketer (Sen and Lerman, 2007; Bickart and Shindler, 2001). Studies 

by various researchers conclude that both traditional and electronic word-of-mouth (eWOM) 

have an impact on what consumers decide to buy and the choices they make (Lau and Ng, 

2001; Dellarocas, 2006; Gupta et al., 2010).  

Moran and Gossieaux (2010) suggest that marketers should understand key human 

characteristics as thoroughly as the Web 2.0 tools they employ when interacting with 

customers. Marketers everywhere need a better understanding of those underlying factors 

that influence new media behaviours, particularly after purchase when the potential for this 

eWOM to influence is at its peak.  

There seems to be a consistent call for more research into online consumer characteristics 

and for empirical testing of how these factors affect behaviours (Cheung et al., 2003). Even 

though there is extensive interdisciplinary research on trust (Soh et al., 2007), trust in 

advertising in general, let alone in the new breed of online advertising, is a subject of limited 

study. 

Studies that have been completed show how trust is an important reason why consumers 

are motivated to engage in eWOM, but researchers have yet to investigate whether ‘mistrust’ 

in advertising itself is a shared value among consumers who engage in eWOM about 

products and services in the first place.  

1.2 Business Question 

Based on the preceding rationale and limits in current research, this paper asks the following 

research question:  

Do consumers who engage in eWOM about a product or service on a social media 

platform do so because they mistrust traditional advertising? 

The authors of this study theorize that unscrupulous marketing practices and years of 

suffering one-sided communication from advertisers has created a new league of consumers 

that do not trust advertising.  This diminished confidence is pushing people to exchange 

product information on social media platforms, where traditional marketing rules do not 

apply.  In light of this rising mistrust in online marketing practices and the safe harbour social 

media provides, the authors put forward the following two (2) hypotheses: 

H1: Consumers who engage in eWOM on social media platforms post-purchase will 

display low trust in advertising; and 
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H2: Consumers who do not engage in eWOM on social media platforms after 

purchase will show high trust in advertising. 

The main research strategy related to the hypotheses above is to rely on a descriptive social 

values survey methodology.  The analysis of this primary data source will provide 

measurements of consumer engagement in eWOM on social media platforms post-

purchase, as well as measurements of the degree to which our working population exhibits 

the social value of trust in advertising.  

Our research intends to contribute to the body of work looking to understand the human 

characteristics that underpin eWOM, particularly in the post-purchase phase of online 

consumer decision-making.  So far, investigations into online behaviours have relied on 

demographics (Darley et al., 2010) and attitudes to explain why people do what they do 

online (Albarracin, 2005; Ha et al., 2010; Ajzen, 2001; Allen et al., 2005; Geuens et al., 

2011).  Explanations specific to eWOM meanwhile have centered largely on benefits and 

motivations (Brown et al., 2007; Dholakia et al., 2004, Hennig-Thurau et al., 2004). Enjoying 

less attention has been the consideration of social values and how they might describe 

decision-making, online or off.  Some claim values guide attitudes (Rokeach, 1973).  Others 

go further to suggest that values may provide the strongest explanation yet of what truly 

drives human behaviour in any medium (Clawson and Vinson, 1978). 
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CHAPTER TWO: THEORY 

We begin our exploration of the theories underpinning our business question with a look at 

eWOM, why it is different than traditional word-of-mouth and why it is a powerful force in 

motivating consumer behaviour.  We then turn to the topic of social media as the major 

channel of distribution for eWOM.  Our theoretical framing continues with a discussion of 

trust as: 1/ a concept that modifies advertising and eWOM behaviour; and 2/ a social value. 

2.1 Electronic Word-of-Mouth (eWOM) 

Marketers and the academic community have crowned word-of-mouth (WOM) as the most 

effective behaviour impacting consumer decision-making.  Direct communication between 

people regarding a product or service is a highly influential source of marketplace advocacy.  

Arndt (1967) performed a field experiment on housewives that showed the effect of positive 

and negative WOM on purchase intentions.  Of those who received positive WOM about the 

product, 54% went on to buy the product; whereas only 42% of those that did no receive any 

favourable pressure went on to buy the product. 

WOM has a greater impact on a consumer’s judgment of a product and overall decision-

making more so than traditional marketing communications.  The information that 

consumers exchange is generally considered more credible than if it had come from a 

marketer (Sen and Lerman, 2007; Bickart and Shindler, 2001). Brown et al. (2007) suggest 

its influence on decision-making and its impact on attitude are a function of the receivers’ 

role in the communication and the credibility of the source. 

Researchers have suggested that WOM has an impact on what consumers decide to buy 

and the choices they make (Lau and Ng, 2001; Gupta et al., 2010).  Dellarocas (2006) 

completed a theoretical analysis of firms that are tempted to manipulate consumer 

perceptions about their product being discussed on Internet opinion forums like blogs.  He 

found that as consumers become more accustomed to firms over-hyping their products, 

consumers will discount firm value propositions while they increase their perception of the 

value they get out of more honest ratings provided by fellow consumers.  Much like herd 

behaviour, consumers infer product quality from other consumer choices and allow that 

information to guide their own decision-making (Chen and Wang, 2010).   

The power of WOM has become even more important with the advent of the Internet. Now 

more than ever, the Internet has evolved netizens into active partners that play the role of 

consumer, producer and retailer (Hennig-Thurau et al., 2010).  Sam Decker, founding CMO 

of Baazaarvoice, agrees.   During an interview with eMarketer he explains how this idea of 
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participation chains is going to be important, in that “when you have found someone who is 

willing to write content and share it with others, that is the new asset for tomorrow’s 

company” (Fredrickson, 2009).   

In the United States, 92.1 million people managed a social network profile, 79.2 million 

uploaded photos, and 23.5 million did the same with video (eMarketer, 2009). Japan are 

light users in comparison with only 9.7 million managing a social network profile.  Most (15.9 

million) had written their own blog. The Chinese, always the leaders in impressive statistics, 

are more likely to share photos online (117.7 million).  In 2009, another 89.7 million wrote 

their own blog while about half that number uploaded videos or managed a social network 

online (eMarketer, 2007).  

Online word-of-mouth, or electronic word-of-mouth (eWOM) involves multiple audiences and 

allows multi-directional consumer-to-consumer or consumer-to-firm information exchanges.  

Consumers can post virtual messages or can content themselves with simply reviewing the 

consumer-generated content that is contributed by the digital commons (Schlosser, 2005).  

For the purpose of our study, we adopt Hennig-Thurau et al’s (2004) definition of eWOM as: 

eWOM: any positive or negative statement made by potential, actual or former 

customers about a product or company, which is made available to a multitude of 

people and institutions via the Internet.   

Unlike conversations around the office water cooler, consumer-to-consumer communication 

online immortalizes its contributors and exists as long as someone is willing to pay the bill for 

web hosting.  

While sharing many similarities with its forefather, eWOM exhibits several unique 

characteristics. It is common for eWOM to take place between people who do not know each 

other, and can remain unknown to each other (Goldsmith and Horowitz, 2006). The 

anonymity of eWOM gives confidence to consumers in sharing their views, resulting in 

higher volumes of communication (Chatterjee, 2001); and leading to higher chances for 

consumers in finding other consumers with relevant product knowledge (Duhan et al., 1997).  

2.1.1 Social Media: A Channel for eWOM 

The explosive growth of eWOM in recent years has spawned a diverse range of social 

media platforms, which have rapidly grown in size and popularity.  Prominent names like 

Facebook, Twitter, YouTube and Flickr are among the most famous and influential of these 

platforms.  The reach of virtual communities, online forums, rating and review sites, 

message boards, social networking sites extends globally far beyond the physical walls of 
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our workplace cubicles, coffee shops, homes and sidewalks. It is a source of online 

information that is created, initiated, circulated, and used by consumers with the intention of 

educating each other about products, brands, services and issues. 

As stated in our methods chapter, we build on the base definition of social media put forward 

by Blackshaw and Nazzaro’s (2010) which is: 

Social Media: Internet-based applications that carry consumer-generated content, 

which encompasses media impressions created by consumers, typically informed by 

relevant experience, and archived or shared online for easy access by other 

impressionable consumers.   

Electronic word-of-mouth takes place across many social media platforms and in different 

formats like product review Websites (e.g. consumerreview.com), retail Websites (eg. 

amazon.com), brand Websites (e.g. forums.us.dell.com), blogs, message boards and social 

networking sites like Facebook, MySpace, and Friendster.com (Lee and Youn, 2009).  

We have chosen to focus on eWOM communicated via two of the more popular eWOM 

platforms: blogs and social networking sites (SNS).  

Our own study adopts Singh and Singh (2008, pp. 471) definition of a blog: 

Blog: a Website that contains an online personal journal with reflections, comments, 

and often hyperlinks provided by the writer. 

Blogs are essentially personal Web pages that exist in many different variants from personal 

diaries to summaries of special interests by an individual or entity. Typically created and 

maintained by individuals or groups only, it is possible to interact with others by posting 

comments and other forms of media including audio, video and multimedia content (Kaplan 

and Haenlein, 2010).  

Kozinets et al. (2010) performed an ethnographic study of a marketing campaign that saw a 

mobile phone company seed their product with eighty-three prominent bloggers. Their study 

showed that eWOM not only amplifies marketing messages, it allows bloggers to transform 

them so these messages become more credible with consumers provided that online 

communal norms are observed and respected.  

Lee and Youn suggest that eWOM on blogs is more likely to be accepted by consumers and 

attributed as genuine performance of a product compared to a marketers’ Websites. 

Consumers perceived blogs to be independent of marketers’ selling interest, hence leading 

to greater impact on a consumer’s product judgements (Lee and Youn, 2009).  
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While their potential remains attractive to marketers, it is worthwhile to note that blogs do 

come with risks. First, discontented or frustrated customers may choose to voice complaints 

via protest websites or blogs, making potentially damaging information available online to 

greater numbers than ever before. Second, firms may need to face the consequences of 

staff and employees writing and posting unfavourable remarks that impact firm value (Ward 

and Ostrom, 2006). 

Not everyone is sold on the limitless potential of blogs to replace traditional reference groups 

or to influence consumer purchase intentions.  Jepsen (2006) conducted an empirical study 

of 103 bloggers and found that to some extent, content found on blogs replaced off-line 

promotions as a source of product information.  Blogs were more effective in influencing 

consumers than more commercial sources of information; however, these virtual 

communities fell short of being considered as effective as primary reference groups that 

commonly dwell in the world of traditional WOM.   

The potential of blogs is notoriously difficult to harness.  Gupta et al. (2010) recount online 

vendor frustrations at repeated failures to reap the brand awareness and sales benefits of 

maintaining their own blog.  For their study, Gupta et al. applied a classical-conditioning 

approach to closely examine how virtual community members and bloggers were converted 

from browsers to buyers.  They concluded that many companies fail to facilitate a healthy 

information exchange with online consumers in order to curry favorable brand perceptions.  

Blogs should be shifted away from ‘selling’ to fostering consumer commitment to the site by 

rallying their target audiences around their own needs and interests related to the online 

vendor’s products.    

Moving to the other social media platform that we focus on in our study, we examine 

possibly one of the fastest-growing segments of the World Wide Web: the Social Networking 

Site (SNS).  Our study adopts Kaplan and Haenlein’s (2010) definition: 

Social Networking Site (SNS): applications that enable users to connect by creating 

personal information profiles, inviting friends and colleagues to have access to those 

profiles, and sending e-mails and instant messages between each other.  

A social networking site is by its very nature semi-public, as it requires a user to send out 

invitations to people to join as members of the originating person’s own personal networks. 

The new members subsequently send invitations to their own networks, and so on. These 

eWOM referrals become the major thrust for sites in registering new members. Users 

connect and communicate in social networking sites as members via internal secure e-mails 

and instant messages, and have access to each others personal profiles, which can include 
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photos, video, audio files, and blogs.  The maturity of social networking sites have fostered 

their use as online marketing tools, transmitting messages and exchanging information 

about new products. Social networking sites harness great marketing potential by selectively 

exposing members to information about new products hence changing their adoption 

behaviour (Donath and Boyd, 2004). 

Few academic studies have explored the influence of SNS.  Zhang and Daugherty (2009) 

employed third-person effect theory (TPE) as a theoretical framework for their survey study 

of 245 undergraduate students at a university in the United States to measure how indirect 

influences lead to WOM behaviours. The study authors concluded that a marketer’s 

approach will depend on whether they want to influence the SNS users close or distant 

network.  Their results showed that SNS users expect mass media to have a greater impact 

on others than on themselves or those they have close ties with. Hence, users will take 

these differences into consideration when deciding whether or not to forward product offers 

or to write product reviews for their network to consume. Needless to say, because SNS 

attempt to recreate the social experience online, marketers looking to leverage these 

platforms will have to mire themselves even more in the complexities of human social 

interactions.  

Marketers will also have to contend with the fact that SNS users themselves can become 

barriers to eWOM transmission, which further clouds the promise of commodifying social 

media.  Based on their assumption that not all SNS ‘friends’ are created equal, Trusov, 

Bodapati and Bucklin (2010) contend that marketers ought not concern themselves with the 

size of a consumers SNS network, but rather the number of people within that network with 

the ability to influence the decision-making of others.  According to the researchers, friend 

count and profile views are inadequate signals of a user’s potential to influence.  Their 

contention is that key SNS influencers can be found by examining the records of member’s 

log-in activity.  Based on their data, they conclude that only one-fifth of a user’s friends in 

fact have the clout necessary to influence the behaviour of others.   

One area of marketing practice that is going to be greatly influenced by social media is the 

online customer experience.  A positive online experience leads to customer satisfaction and 

ultimately, the intention to repurchase (Rose, 2011). There’s a need for more research 

showing how social media affects the customer experience online.   

Litvin et al. (2008) note that social media poses new challenges (and opportunities) for 

established marketing practices as an increasing number of consumers take advantage of 

this “collective intelligence” available almost freely on the Web. But while the Web makes 

consumers almost omniscient, combing through the endless flood of information has 
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imposed high search costs on consumers, which may prevent them from making a 

purchase.  Chen et al. (2004) suggest that blogs and SNS cut down this cost by allowing 

consumers to help each other with product opinions and recommendations.  

The academic literature maps out numerous eWOM concepts that motivate and influence 

consumers.  Antecedents such as perceived control, skill, risk and trust present interesting 

questions for researchers.  We limit the focus of our study to the antecedent of trust, a social 

value that we now turn our focus to. 

2.2 Trust 

Trust has been studied long before the emergence of the Internet or e-commerce. These 

studies focus mainly on the concept of offline trust (Wang et al., 2004). Trust is accepted as 

an important element of human relations (Gambetta, 1988; Luhmann, 1979). Mayer et al. 

(1995) suggest it is not incorrect to say that most aspects of a person’s life are built on some 

form of trust. Garcia-Marza (2005) recognizes trust as a strategic and relational asset for 

business organizations, and states that trust is a dominant factor in accepting a product. For 

many, trust is a corporate mantra.  For example, Audi underscores the importance of trust as 

a prerequisite for achieving business success as he reckoned that business is impossible 

without trust (Audi, 2008).  

The importance of trust in the conduct of human affairs and in business is well 

acknowledged and documented by researchers in different disciplines, notwithstanding the 

many empirical and exploratory studies by noted scholars and researchers, there seems to 

be a lack of common agreement on a standard definition of trust  (Hosmer, 1995; Rousseau 

et al., 1998; Bhattacharya and Devinney, 1998; Husted, 1998).  

Andrew Jones (2002) recognizes that there are many different definitions of the concept of 

trust. Based on the definitions proposed by several of the contributors to the volume Trust 

and Deception in Virtual Societies (Castelfranchi and Tan, 2001), which was responding to 

calls in the field of Multi-Agent Systems about understanding the concept, a composite 

definition of trust was proposed by Elofson (2001, pp.126 - 127) who stated that “trust is the 

outcome of observations leading to the belief that the actions of another may be relied upon, 

without explicit guarantee, to achieve a goal in a risky situation.”  

Despite the many definitions of trust and other disagreements, there is a common belief 

across disciplines that trust only exists in an uncertain and risky environment. Mayer et al. 

(1995) recognizes the need of trust only arises in a risky situation; otherwise trust would not 

be necessary. Luhmann (1989) depicts trust as a mechanism to reduce the complexity of 
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human conduct when people have to deal with uncertainty and risky situations.  It is 

important to note that if there was no trust; people would need to take up the humongous 

task of considering all possible outcomes before making any decision (Luhmann, 1989). 

Strengthening the claim for the important of trust, Gefen (2000) suggests it is almost 

impossible to control the actions of others or even just to understand their intentions fully, 

and this gives rise to complex situation that makes human interactions too difficult to handle, 

and can actually prevent intentions to perform many behaviours. Sonja and Ewald (2003) 

acknowledge that trust does not really allow people to control or even predict without error 

others’ behaviour, but it is a proven complexity reduction method, and enables people to 

create an understandable organization of their activities.  

With the core value of trust considered, we now discuss its relevance to the context of our 

study, which seeks to apply its fundamental tenets to the field of marketing in order to create 

the key construct called ‘trust in advertising.’ 

2.2.1 Trust in Advertising 

The original intent of advertising is to inform consumers concerning market offerings, and to 

help them evaluate one purchase choice against another (Sandage, 1972). Faraz and 

Seyedreza reckoned that in order to fulfill its purpose, consumers must trust advertising and 

regard it as an information source (Faraz and Seyedreza, 2011).  

Our study does not make the distinction between trust in advertising and trust in online 

advertising.  Given that the general public has been exposed to the Internet for two decades 

now and that marketing campaigns have been integrated between both on- and off-line 

worlds for at least half that time, we assume the public’s understanding of ‘advertising’ 

relates to its many forms in print, broadcast and Web.  

As such, we will adopt the American Marketing Association’s (2011) definition: 

Advertising:  the placement of announcements and persuasive messages in time or 

space purchased in any of the mass media by business firms, non-profit 

organizations, government agencies, and individuals who seek to inform and/ or 

persuade members of a particular target market or audience about their products, 

services, organizations, or ideas. 

Ha (2008, pp. 31) defines online advertising as “deliberate messages placed on third-party 

websites including search engines and directories available through Internet access.” Ha 
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elaborated that deliberate online messages are only those that are intentionally placed by 

the advertisers; and not any third-party unsolicited listing. 

Except for its express reference of the online environment, we take Ha’s definition of online 

advertising to be entirely consistent with the definition put forward by the marketing 

association, and hence, our study will continue with the pure advertising definition of the 

latter organization. 

The advertising industry has seen profoundly changed due to recent developments in 

technology and media use (Peter et al., 2011). These include shifts in customer media 

preferences and viewing behaviour attributed to new technological alternatives, and 

consumers’ negative attitudes towards advertising (Clemons et al., 2007). 

Even with the changes and evolution in the advertising industry, Soh, Reid and King (2007) 

recognized that trust has been and still is the subject of limited study in advertising. In view 

of the lack of authoritative information, Soh, Reid, and King (2009, pp.86-87) combined 

previous ideas of the conception of trust and produced a consolidated definition of trust in 

advertising as follows: 

Trust in Advertising: confidence that advertising is a reliable source of 

product/service information and willingness to act on the basis of information 

conveyed by advertising.  

Accordingly, they argue that this definition is appropriate in its context and is consistent with 

previous conceptualizations of trust in advertising, other than multi-dimensional in nature, it 

consists of cognitive, emotional, and behavioural dimensions (Lewis and Weigert, 1985). 

Moreover, it embraces integrity, reliability, benevolence, competence, confidence, likeability, 

and willingness to rely on; which are the seven key factors of trust that have been most 

frequently cited by scholars (Soh et al., 2009).  

Early survey by Gallup (1959) found that a greater part of their respondents generally 

favoured advertising because they felt it was informative. Later study by Bauer and Greyser 

(1968) found that more people have favourable attitudes towards advertising and considered 

it was necessary to have advertising. However, Zanot (1984) disputed that beginning in the 

1970s, attitudes towards advertising have become more and more negative. Speaking to 

one possible reason, Shavitt, Lowrey, and Haefner (1998) noted that consumers are aware 

that advertising adds to the cost of purchased products.  Better value can be had from 

products that are not heavily advertised. Worse, consumers feel that products fail to perform 
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as well as described in advertising and that advertising’s motive is manipulation not 

information (Mehta, 2000).   

Clemons and Weber (1996) believe the future of advertising depends on communicating 

accurately to consumers about the product given the low switching costs in finding the 

necessary information elsewhere on the Internet.  

With the importance of trust in advertising established, we move now to a discussion of the 

relationship between the two main constructs in our study: eWOM and trust in advertising.  

2.2.2 eWOM and Trust in Advertising 

Existing WOM theories about person-to-person communications were built for the physical 

world and may be insufficient in explaining online social interactions (Prendergast et al., 

2010; Kozinets et al., 2010).  Offline, people can rely on being in close proximity to each 

other and can digest many social context cues to cut risk.  Users online must content 

themselves with the written word when forming impressions of others or products.   

Online consumers evaluate the credibility of Web-based information based on the source it 

came from (Brown et al., 2007). Their willingness to substitute traditional sources of product 

information for online product recommendations hinges on how trustworthy they perceive the 

source as being.  Trustworthiness usually hinges on whether or not the blogger or SNS user 

is perceived by their audience as having a hidden vested interest. This is not to suggest 

however that eWOM is more trustworthy than say a brand’s website simply because a brand 

has a vested interest in selling something.  Lee and Youn (2009) studied different eWOM 

platforms and actually found that study participants were more leery of reviews on an 

unknown person’s blog than a brand’s website or an independent product review website.  

As a result, those who were exposed to product reviews on the personal blog were less 

likely to recommend the product to their friends.  The researchers concluded that anonymity 

seems to erode the credibility of online community postings. 

Trust is only one possible determinant of eWOM.  Dholakia, Bagozzi and Pearo (2004) found 

that eWOM participation stems from benefits that people seek from their social interactions 

with the group online.  Hennig-Thurau et al. (2004) credits social benefits, economic 

incentives, concern for others, and self-enhancement as the benefits behind why consumers 

publish experiences on opinion platforms.  

At this point, we have explored the key constructs of WOM, eWOM and social media.  

Because our business question wonders about the relationship between eWOM on social 

media platforms and trust in advertising, we went on to discuss trust as a concept, its 
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importance within the realm of advertising, and finally in the context of eWOM.  We take the 

position in our paper; however, that trust is more than a concept.  It is a defining human 

social value, and as such, its measurement in the context of advertising has driven us to 

consider a social values survey approach, which we detail shortly in our methods chapter.  

For now, we consider it important to end our theory chapter with a discussion of social 

values theory in order to legitimize our methodological approach.   

2.2.3 The Social Value of ‘Trust’ in Advertising 

Most studies of the past two decades dealing with online behaviour have dealt with 

demographics (Darley et al., 2010).  Later advances in the field of psychology emboldened 

researchers to delve into the dark corners of the mind and investigate human attitudes, 

people’s abstract evaluation of things (Eagly and Chaiken, 1998). Noted scholar W. D. Wells 

(Wells, 1975) defined this growing interest in psychographics as “quantitative research 

intended to place consumers on psychological – as distinguished from demographic – 

dimensions”.  He maintained that this broad view of the discipline could include attitudes, 

beliefs and values.  Characteristics of cognition, affection and emotion gained favour – at 

least when it came to understanding consumers both off- and on-line (Albarracín, 2005; Ha 

et al., 2010; Ajzen, 2001, Allen et al., 2005; Geuens et al., 2011).  For example, if a person 

has a positive attitude towards an online forum this has a positive effect on the ability of the 

forum to persuade users to buy products discussed on the Website (Prendergast et al., 

2010). 

Enjoying less attention has been the consideration of human-centric belief systems and their 

impact on decision-making.  In the 1970s, there was a small but dedicated renaissance of 

scholars excited about what human values could reveal about our species’ behaviour. One 

of the most influential values thinkers was Milton Rokeach (Rokeach, 1973) who claimed 

that values guide attitudes and even judgments.  

Empirical studies validate the contributions of social values to the bottom line.  Values 

explain why people purchase different classes of automobiles (Walter, 1976).  They explain 

brand preferences in women and men (Boote, 1981).  In a B2B context, Bonoma and 

Shapiro (1983) saw purchase intentions impacted by the shared values between a buyer 

and seller. 

The link between personal values and behaviour is even clearer when the purchase involves 

lifestyle oriented products like travel experiences.  Value-system segmentation, together with 

demographics, has been able to predict vacation activity preferences (Madrigal and Kahle, 
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1994).  They also play a powerful role in destination branding, especially when both local 

community and consumer values are considered together (Wheeler et a., 2011). 

Problematic to the study of social values is the lack of a standard or commonly accepted 

definition of what a social value is.  Clawson and Vinson (1978) raised this concern long ago 

and still based on our literature, we have found to scholastic remedy to the situation.   

Schwartz and Bilsky (1987) performed an exhaustive review of values literature and 

summarized and concluded that the multitude of definitions that exist share 5 factors in 

common.  Values represent concepts or beliefs; are about desirable behaviours; ‘transcend’ 

specific situations; drive behaviour; and are hierarchical as some carry more influence than 

others. 

Clawson and Vinson’s restatement of the common themes governing what may be and may 

not be considered a social value are equally helpful.  First, they believe social values are 

beliefs, not objective truths.  Second, they are connected to each person’s perception of their 

well-being or social status. Third and fourth, the social value has subjective worth to the 

individual and is useful.  Finally, they are stable and enduring over time.  They do not revolve 

around the hobbies or eccentricities of individuals, but rather, are displayed by large portions 

of the population.  They form attitudes and behaviours, and are influenced by personal, 

social and cultural learning. 

These founding fathers of social values theory (1978, pp. 400) state that “values may prove 

to be one of the most powerful explanations of, and influences on, consumer 

behaviour.  They can perhaps equal or surpass the contributions of other major constructs 

including attitude.”    

The work of these scholars has shown how personal values are an efficient, measurable set 

of variables that are less numerous, more centrally held, more stable and enduring, and 

more closely related to motivations than demographic and psychographic measures. For 

these reasons, a strong interest in values for purposes of market segmentation has emerged 

(Kamakura, 1991; Kamakura, 1992; Muller, 1991; Madrigal et al., 1994).   

Firms and organizations favour market segmentation because it enables them to craft selling 

strategies around the consumer’s unique personality.  The process focuses the business on 

its most profitable customers.  Sales results hinge heavily on starting with the right target 

identification process.  Simplistic segmentation schemes based on factors like demographics 

and geography have been widely criticized as unable to capture the personality nuances 



 25 

(psychographics) that inform the creation of more persuasive marketing messages (Barry 

and Weinsten, 2009).  

The established existence of the social value linking trust and advertising flows from the 

work of Rokeach, Kahle and another.  In the 1960s, under the tutelage of Alain de Vulpian, 

French company Cofremca in Paris undertook the study of the rejection of traditional values 

among young people in France at that time.  In-depth one-on-one interviews revealed new 

attitudes towards everything from religion to sex.  By the 1970s, this qualitative research had 

spawned the study of the evolution of social values in a culture and the resulting “Systeme 

Cofremca de Suivi des Courants Socio-Culturels (3SC)” was born (michaeladams.ca, 

2011).  The system immigrated to more than twenty countries in Europe and the 

Americas.  Environics Research, a major North American firm specializing in values based 

research and founded by social values scientist Michael Adams, believes that outside the 

World Values Survey at the University of Michigan Survey Research Center, the 3SC-based 

system is “the largest privately funded study of human values on the planet” (Environics 

Research, 2011).  Clients using this system include the Canadian Tourism Commission as 

well as GM, MasterCard, GM, NOKIA, Coca-Cola, AstraZeneca, McDonald’s, ING Direct and 

more. 
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CHAPTER THREE: RESEARCH METHOD 

This research employs a quantitative survey method to explore the relationship between 

trust in advertising and eWOM on a social media platform.  In this chapter, we restate our 

research objectives, question and main hypotheses.  We explain our rationale and approach 

for using survey data from the Canadian Tourism Commission (CTC), as well as our own 

contribution to the field of study.  After providing some context on the travel industry that is 

consistent with our line of inquiry, we provide a section justifying our reliance on a Web-

based social values survey to answer our business question.  We follow this with a section 

that defines key constructs and operationalizes all variables into measurable factors.  After 

this we cover the CTC sampling method, questionnaire design, and data collection process.  

Finally, we end this chapter with how we will conduct our analysis so as to test our main 

hypotheses, as well as the limitations and advantages of our chosen research approach. 

3.1 Research Objectives and Question 

This research employs a social values survey of consumers to address the following 

research question: 

Do consumers who engage in eWOM about a product or service on a social media 

platform do so because they mistrust traditional advertising? 

Data collected from the survey will be analyzed in order to test the following two hypotheses: 

H1: Consumers who engage in eWOM on social media platforms post-purchase will 

display low trust in advertising; and 

H2: Consumers who do not engage in eWOM on social media platforms after 

purchase will show high trust in advertising. 

3.2 Research Approach 

This research employs a quantitative survey method to explore the relationship between the 

social value of trust and social media usage. We faced an immediate challenge when we 

began considering the design of our survey research.  Based on our desire to observe the 

commonly accepted 95% confidence level, we estimated that we would require a minimum 

sample size of 385 consumers out of a general population1.  Our general population consists 

of consumers who do and do not use social media.  Regardless of any attempts to 

                                          

1 Calculation based on ±5 percent margin of error, Z score of 1.96 at 95% level of confidence, and standard 
error of p=.5 for a distribution of sample proportions. 
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operationalize this general population, we recognized that we would not be able to secure a 

list from which our sample could be drawn due to limited time and no budget.  As such, we 

chose to approach a company that marketed to consumers and that performed social values 

market research on the social media behaviours of consumers in their market.  Due to 

growing concerns regarding consumer privacy protection, we would not be able to obtain a 

list from the company’s database of consumers, but we could rely on data from market 

research studies they had conducted.     

To test our hypotheses, we made arrangements to use proprietary data from a survey of UK 

travel consumers done by the Canadian Tourism Commission (CTC) in early 2011 that 

included measures of social media usage and trust in advertising. The CTC markets Canada 

as a travel destination in 11 international markets and has an established reputation in its 

industry for social values survey research. We chose the UK market given the currency of 

the data.  Our contribution will include our own analysis of this data and our application of 

results in a new context. The reliability and validity advantages as well as the inherited 

disadvantages are presented at the end of Chapter 4 in our presentation of our study’s 

reliability and validity. 

Before moving to how the travel study was conducted and our analysis methods, a review of 

the travel industry within the context of our study is warranted. 

3.2.1 Survey Context 

Travel is an extremely information intense business (Werthner and Klein, 1999), and the 

trillions USD global travel industry is no less hurried to gain its share of consumer attention 

in the social media space.   Social media usage by online travel searchers has surged in 

popularity (Gretzel, 2006).   TripAdviser boasts 45 million traveller reviews and opinions and 

draws on the visitor’s Facebook account to personalize their user experience (TripAdvisor, 

2011). A recent World Travel Market study showed that for 42% of respondents social media 

confirmed a holiday choice, influenced the choice of a different hotel (35%), and even a 

different country according to 15% surveyed (World Travel Market, 2009).     

The travel industry is equally vested in the power of WOM, both on and off-line. Word-of-

mouth has long been one of the most important sources of travel information (Snepenger 

and Snepenger, 1993), particularly when it comes to purchasing intangible service products 

like a tourism experience or selecting a travel destination (Currie et al., 2008).  Faced with 

this kind of decision, consumers search for WOM from an experienced source to lower 

perceived risk and uncertainty (Gretzel and Yoo, 2008).  
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Obviously, eWOM about a travel destination or experience on a blog for example can be 

negative or positive (Yilmaz and Ozdogan, 2010). Lee points out that negative reviews have 

more power than positive reviews due to diagnosticity because consumers see this 

information as being more revealing of the product’s value (Lee and Youn, 2009).  Still, a few 

negative messages can help promote positive consumer attitudes towards a site and can 

raise the credibility of fellow eWOM messages (Doh and Hwang, 2009). 

The Internet, with its huge amount of travel-related information available to the consumer, 

forms an important information exchange platform between the consumer and industry 

suppliers (e.g. hotels, transportation sectors, attractions), intermediaries (e.g., travel agents), 

controllers (e.g., governments and administrative bodies), as well as destination marketing 

organizations (Worthier and Klein, 1999).  

The development of online social media applications has redefined how tourism-related 

information is disseminated and how people plan for their travel (Buhalis and Law, 2008). 

Xiang and Gretzel (2010) reveal the growing importance of social media in the online tourism 

domain. More than ever, online social media is playing an increasingly important and 

prominent role as an information source for travellers.  After their analysis of postings on Trip 

Advisor, Gretzel and Yoo (2008, pp. 44) believe “travel reviews play an important role in the 

trip planning process for those who actively read them. They provide ideas, make decisions 

easier, add fun to the planning process and increase confidence by reducing risk and 

making it easier to imagine what places will be like.” 

The Trip Advisor study showed that online travel review readers use reviews to inform 

different stages of their decision-making (TripAdvisor, 2011). Most rely on reviews to narrow 

down choices and to get inspired at the beginning of their trip planning process.  Others use 

reviews to confirm their decisions.  Noteworthy was the fact that nearly a third (29.5%) of 

travel review readers considered reviews important after purchase to compare and share 

experiences.  

The travel industry was quick to pick up on the importance of this consumer-generated 

content which is often “a mixture of fact and opinion, impression and sentiment, founded and 

unfounded tidbits, experiences, and even rumor” (Blackshaw and Nazzaro, 2006, pp. 4). 

Travel-related virtual communities caught the attention of tourism researchers early on (Kim 

et al., 2004; Wang and Fesenmaier, 2003; Wang et al., 2002). LonelyPlanet and IgoUGo 

have been allowing tourists to exchange opinions and experiences on topics of common 

interests since the late 1990s.  The popularity of Websites like tripadvisor.com and 

zagat.com show that online travel-related consumer reviews generate a significant amount 

of social media for travel purposes (Gretzel and Yoo, 2008; Vermeulen and Seegers, 2008 ).  
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Advancements in online applications have added considerable capability to the information 

exchange among travellers. These range from media and content syndication, mash-ups, 

AJAX, tagging, wikis, web forums and message boards, customer ratings and evaluation 

systems, virtual worlds, podcasting, blogs, and online videos (Schmallegger and Carson, 

2008). Consumer blogs have become one of the most important research themes on social 

media in travel and tourism (Braun-LaTour et al., 2006;  Mack et al., 2008; Pan et al., 2007; 

Pühringer and Taylor, 2008;  Waldhör and Rind, 2008). 

Tourism researchers are also focusing on social media, its use and impact on travel 

decision-making.  Findings show that social media content is transforming the travel 

experience through sharing of videos, photos, podcasts, and through Websites such as 

YouTube and Flickr (Tussyadiah and Fesenmaier, 2009).  The Internet itself has become a 

mediating influence as tourists use these social media websites to describe, reconstruct and 

relive their trips and experiences (Pudliner, 2007 ;  Tussyadiah and Fesenmaier, 2009).   

3.2.2 Survey Method and Justification 

The CTC data was generated using a Web-based descriptive survey, which are 

predominantly used in attitudinal research (Gill and Johnson, 2010). Social values fall in this 

category.  Although the data description is factual, accurate and systematic, it cannot be said 

to be causal, where one variable affects another. Unlike analytical surveys whose design 

stems from efforts to control, descriptive surveys look at particular characteristics of the 

population being surveyed at a fixed point in time. Proper sampling is essential to ensure 

that results have population validity.   

The CTC administered the UK survey using an online survey methodology.  The survey was 

carried-out between December 2010 and January 2011.  A Web survey approach was 

chosen based on time and budget limitations (see section on Data Collection for more detail 

regarding benefits and drawbacks of this approach). 

3.2.3 Operationalization 

Our process of strictly defining variables into measurable factors begins with a restatement 

of our two hypotheses: 

H1: Consumers who engage in eWOM on social media platforms post-purchase will 

display low trust in advertising; and 

H2: Consumers who do not engage in eWOM on social media platforms after 

purchase will show high trust in advertising. 
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In the context of this study, we use the CTC’s definition of consumers which is UK residents, 

aged 18 and older, who have taken a pleasure trip where they stayed at least one night in 

paid accommodation in the past three years, or who plan to take such a trip in the next two 

years.  Pleasure trips included vacation or holiday trips, trips to visit friends and relatives, 

and combined business-pleasure trips.  To qualify, trips had to be one or more nights for the 

US, two or more nights for Canada, and four or more nights for the other markets including 

the UK. For the UK, only trips outside of Europe, North America and the Mediterranean were 

considered as CTC research confirmed these as popular short-haul vacation alternatives. 

We adopt the definition of eWOM put forward by Hennig-Thurau et al. in our theory chapter 

which counts eWOM as “any positive or negative statement made by potential, actual or 

former customers about a product or company, which is made available to a multitude of 

people and institutions via the Internet.”  

In our attempt to measure social media usage, we build on Blackshaw and Nazzaro’s (2006) 

definition of social media put forward earlier in our section dealing with eWOM. Given the 

pervasiveness and rapid pace of change in technologies that facilitate the transmission of 

eWOM and our desire to examine this eWOM as it occurs in the post-purchase phase of a 

consumer’s life-cycle, we will observe the following slightly more focused definition of social 

media: 

Internet-based applications that carry consumer-generated content which 

encompasses media impressions created by consumers, typically informed by 

relevant experience, and archived or shared online through a blog or social 

networking site for easy access by other impressionable consumers. 

Our working definitions of ‘blog’ and ‘social networking site’ were stated earlier in our theory 

chapter. For the purposes of our study, we do not examine virtual communities, online 

forums, rating and review sites, message boards, or social bookmarking. 

For ease of reference, we will refer to consumers that engage in eWOM on social media 

platforms post-purchase as ‘social media users’ and those that do not as ‘non social media 

users.’  The observable indicator that will measure social media usage will be a consumer’s 

response to the following survey question that the CTC posed to UK consumers: 
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Upon your return from holiday, which of the following do you typically do?  Select all that 

apply. 

01.  Blog about the trip (eg. On Trip Advisor or other travel websites, your own blog 

etc) 

02.  Post your photos online (eg. On Flickr, Facebook, etc.) 

03.  Write about the trip on social media (eg. Twitter, Facebook, etc) 

04. Talk to family/friends about the trip 

05.  You only really tell people about the trip if they ask 

06.  You don’t really tell anyone about your holiday 

07.  You only tell someone about a trip if you’ve had a poor or negative experience 

08.  None of the above 

Figure 3.1 : UK Survey Question Measuring Social Media Use 

(Source: EQ Questionnaire UK, 2011. Reproduced with permission from the Canadian Tourism Commission) 

Only those indicating that they blog about their trip; post photos online; or write about their 

trip using social media upon their return from holiday will be counted as having engaged in 

eWOM during the post-purchase phase of their decision-making journey (see Figure 3.1).  

We adopt the CTC’s own definition of trust in advertising, which they label as Confidence in 

Advertising.  They define this value trend as: 

Confidence in Advertising: the tendency to trust and use advertising as a source of 

reliable information and a tendency to identify with the fashions and the role models 

promoted by advertising and the consumer society.   

This definition is consistent with Soh, Reid and King’s (2007) definition of trust in advertising 

mentioned previously; hence, for our study, we treat the concept of trust in advertising to be 

the same as confidence in advertising.  Our measurement instrument will be the following 

social values statement in Figure 3.2 below that respondents had to indicate their level of 

agreement with.  The reader should keep in mind that this statement forms part of a much 

larger study of UK social values. 
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Here is an opinion that we often hear expressed.  Please indicate your level of 

agreement with the following statements: 

01 Totally Agree 

02 Agree Somewhat 

03 Disagree Somewhat 

04 Totally Disagree  

1c. Please indicate your level of agreement with each statement: 

23. It is very likely that a product that is widely advertised will be a good product. 

Figure 3.2 : UK Survey Statement Measuring Confidence in Advertising 

(Source: EQ Questionnaire UK, 2011. Reproduced with permission from the Canadian Tourism Commission) 

The observable indicator for Confidence in Advertising will be the sample population’s index 

score on this value trend.  High or low trust in advertising will be assessed based on the 

sample population’s index score on the value trend Confidence in Advertising relative to that 

of the general population.  

3.3 Survey Sampling and Design 

3.3.1 Sampling 

Descriptive surveys do not rely on the same control as analytical surveys, but do require 

stern emphasis on population validity, which places intense pressure on proper sampling 

(Gill and Johnson, 2010).  The CTC chose a non-probability sample based on budget 

limitations and time constraints. While not random, non-probability methods, popular in 

market research, can yield acceptable results provided that quotas are representative of the 

population (Sapsford, 1999).  The chosen sampling method however does limit statistical 

means of estimating errors and leads to potentially large distortions.  Sapsford (1999, pp.89) 

maintains this includes "sources of variation which we have not even considered, let alone 

measured.”   

Making do with quota sampling, the CTC established a quota for a sample size of N=3000 

international pleasure travellers (see Table 3.1). The online survey sample was weighted by 

region, age, gender and the portion of the UK population that travels long-haul based on 

data the CTC collected through a random telephone Omnibus survey conducted in 2010.  

Quotas were set to ensure equal age (18-65+) and gender (50% male and 50% female) 
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representation among the regions. Respondents were then screened to ensure they meet 

the sampling profile dedicated to long-haul travellers. 

Age Total North 
East 

Yorks 
and 
Humb. 

East 
Mid. 

South 
East 

Eastern London South 
West 

Wales West 
Mid. 

18-24 305 15 30 20 40 30 30 30 15 30 

25-34 390 20 35 25 55 40 40 35 20 35 

35-44 575 30 55 40 80 55 60 50 30 55 

45-54 570 25 50 40 80 55 60 55 30 55 

55-64 570 25 50 40 80 55 60 55 30 55 

65+ 590 30 55 40 80 55 60 55 30 60 

Total 3000 145 275 205 415 290 310 280 155 290 

TABLE 3.1 : Sample Quotas Weighted by UK Census Distributions 

 ( Source: EQ UK Questionnaire, 2011.  Reproduced with permission from the Canadian Tourism Commission ) 

The CTC is unable to cite margin of error statistics with any online samples.  This is because 

they are not true probability samples given that not every member of the society had an 

equal chance of being contacted for the research.  

3.3.2 Questionnaire Design 

Nardi (2006) emphasizes how a 'well-written and manageable' survey questionnaire is key to 

achieving reliable and valid results.  Knowing the characteristics of the population that was 

going to be sampled, the survey contained a written introduction explaining to recipients that 

they were part of a small sample of UK residents being asked for input in order to help the 

CTC reach meaningful and accurate conclusions about attitudes towards travel held in their 

country.  Questions were clear, unambiguous, and free from jargon.  The survey asked for 

feedback on what people think and do, and was clear to state that there were no right or 

wrong answers.  This made it clear to respondents that they possessed the requisite 

knowledge and information to answer the questions.    

With respect to format, the questionnaire asks questions that are relevant to the research 

question.  Not all questions are relevant to the research focus since the questionnaire was 

conceived to serve the CTC’s broader scope of segmenting the UK market.  Aside from the 

screener to ensure sampling targets were met, the actual survey was broken into main parts 

dealing with the respondents’ past travel, general habits, travel motivations, point of vue 

(social values), experience appeal and demographics.  
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The point of vue section was dedicated to uncovering each respondent’s social values. Each 

respondent was presented with a battery of 107 social values-related statements.  Only one 

statement was related to measuring the value trend Confidence in Advertising. 

Value trend statements, carefully constructed through factor analysis, have been scripted to 

elicit a response along a four point scale that ranges from 01- totally agree, to 02- agree 

somewhat, to 03- disagree somewhat, to 04- totally disagree.  Their final response serves to 

inform the researcher about the respondent's relative strength or weakness on that value 

trend. The adoption of this ordinal measurement scale limits respondents to a fixed set of 

encoded responses, which can be compared and computed (Buckingham and Saunders, 

2004).   

Rating values statements however can generate incidence of social desirability bias 

(Bethlehem, 2009).  To mitigate this threat to reliability, questions are randomized through 

the survey, rather than placed in thematic order. Additionally, instead of asking the 

respondent to rate or rank their values, people are asked statements that reflect situations 

respondents can readily understand and react to.  

3.4 Data Collection 

The CTC values survey was administered online using a 45-minute long survey instrument. 

An online panel service provided the CTC with its full battery of 57,524 email addresses of 

UK consumers.  The full battery was sent the online survey instrument.  Of the total number 

of emails that were sent, 8,194 (14.24%) started the survey, but 1,700 (20%) dropped-off 

and did not complete it.  After quota and quality screening, 3,036 contained usable data. 

Age  Total North 
East 

Yorks 
and 

Humb. 

East 
Mid. 

East 
Anglia 

South 
East London South 

West Wales West 
Mid. 

North 
West Scotland Northern 

Ireland 

<35 730 30 62 51 68 105 87 67 32 71 89 63 5 
35-
54 1107 52 104 70 103 164 111 98 58 98 138 99 12 

55+ 1199 56 106 83 116 162 125 114 60 120 143 106 8 

Total 3036  138  272  204  287  431  323  279  150  289  370  268  25 

TABLE 3.2: Age Ranges and Geographic Distribution of Survey Respondents 

(Source: EQ UK Questionnaire, 2011.  Reproduced with Permission from the Canadian Tourism Commission) 

The sample in Table 3.2 reflects the age, region and quota of long-haul travellers 

established in Table 3.1.  Gender (not shown) was split evenly between male and female.  

Nearly all (N=3000) responded to the question regarding eWOM that we relied upon to 

establish the working population of our own study. 
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We acknowledge that the error hedging afforded by panels and online sampling quotas, 

computer-assisted web interviews (CAWI) that draw on a probability sample produce more 

reliable results since they cut down on errors, coverage and selection problems, and allow 

for corrections like adjustment weighting (Bethlehem, 2009).   

The CTC online surveys are self-complete questionnaires, with no interviewer present who 

might influence a respondent’s answers since values are more sensitive to social-desirability 

bias. Gill and Johnson (2010, pp. 81) state that the internal validity of experiments "depends 

upon the assumption that subjects experience the same stimuli that constitute independent 

variable(s).” When collected online or by mail, respondents feel they have greater 

anonymity, and are more likely to give truthful answers (Fowler, 2009).  Fowler (2009) notes 

however that self-administered surveys will produce results that skew towards members of 

the population that are more educated (read, write, computer literate); have greater 

disposable income (own a computer and can afford Internet access fees); and that are 

healthier (it takes more energy to complete a survey on your own). Fortunately, the 

accessibility bias is mitigated by the fact that the UK is a leader in Internet and broadband 

penetration (eMarketer, 2010). 

Unlike telephone or face-to-face interviews, researchers are less likely to affect the outcome 

of self-administered surveys (Nardi, 2006).  The downside is that the lack of control leaves 

respondents free to answer questions in any order they chose.  For example, answering 

later questions first could influence a person’s response when they go back and answer the 

questions they skipped at the beginning. One advantage of administering the travel survey 

online is that built-in logic prevents skip pattern errors (Bethlehem, 2009).  Backend 

reporting systems were also able to track cells completed, weed out pattern responders, and 

those that responded too fast.  Without these distractions, the researcher is able to look for 

true variability in response. 

3.5 Analysis 

A variety of methods were used to analyze the survey responses and to test our two 

hypotheses.  Our analysis began with the identification and examination of our working 

populations of social media users and non-social media users.  We employed frequency 

statistics to reveal the distribution of the survey responses of these two sub-populations.   

We then compared the frequency of each to the total sample population (n=3000) to 

determine their percentage make up and relative order in the total population.   

To setup the testing of our two hypotheses, we performed a bivariate analysis of our working 

populations’ relative strength on the value trend Confidence in Advertising.  Again, the 
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observable indicator was each sub-population’s index score on this value trend.  The CTC 

provided the Top Quintile Cut (TQC) on the value trend for each population.  We then 

calculated the index score based on the CTC method (see Appendix A), but did so by 

comparing the top tails of the distribution for our working population to that of the UK total.  

We constructed a table comparing the index scores on the value trend in question for the 

total UK sample as well as the sub-populations of social media users and non-users.   

To do the actual testing of our hypotheses, we tested results in our bivariate analysis above 

against the following null hypothesis: 

H0:  Consumers who engage in or do not engage in eWOM on social media platforms 

post-purchase will exhibit the same level of trust in advertising as the total sample 

population. 

We applied an X2 test to determine the statistical significance of the data and to determine 

whether or not the null hypothesis for both our main hypotheses should be rejected. 

Due to earlier research findings that consumer trust in advertising media is closely linked 

with demographics (Soh et al., 2007) and due to social values surveys being unable to 

determine causality, we analyzed the demographics of our working populations using a 

frequency table to identify any variations worth further consideration in the testing of our 

hypotheses.   The CTC survey asked respondents about their gender, sex, marital status, 

education, and household income. Testing of each demographic variable using a X2 test 

showed that none of these differences were significant (p>0.05), and therefore, we did not 

continue testing our hypotheses against any of the aforementioned demographic factors 

(see Appendix C). 

3.6 Study Limitations 

Several limitations in this study have the potential to affect the validity and reliability of 

results.  Advantages and limitations of the CTC survey as it was administered are presented 

to promote the transparency of the research. 

The major benefit of using the CTC data is that the social value survey methodology is 

replicable using the same quota sampling based on UK census data for the same year, Web 

survey instrument, definitions of key constructs, and operationalization of variables. In 

addition, the large sample size (N=3000) reduces the margin of error so it falls in the ±1.8% 

range (Type I error = 5 percent). 
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Face validity is present.  The research question asks if consumers that engage in eWOM do 

so because they do not trust advertising.  Asking respondents to indicate whether they 

blogged about their trip, posted photos online or used social media platforms provided clear 

measures of eWOM, whereas the index score for Confidence in Advertising provided a 

consistent measure of trust with respect to advertising for the sample population. These 

clear assignments ensure reliability, consistency and relevancy (Buckingham and Saunders, 

2004).  

Findings are also theoretically consistent in other situations provided the survey sample is 

similar culturally and socio-economically.  For example, administering the same survey in 

China may produce different results given their marketing practices, Internet restrictions and 

societal beliefs. 

Limitations however do exist with the CTC methodology that impact the reliability and validity 

of our own results. While descriptive surveys may be ideal for asking about values, they face 

researchers with the disadvantage that it is more difficult to generate reliability and validity 

(Nardi, 2006).  

We acknowledge the difficulty descriptive surveys have in rigidly controlling for extraneous 

variables, which compromises the internal validity of findings (Campbell and Stanley, 1963).  

Second, the study’s reliance on a non-probability sample results in lower population validity 

but this is mitigated by strict adherence to sampling quotas.   

Another challenge is that the value trend statement was measured using a four point ordinal 

scale, which presents some challenges for us, the researchers, performing an analysis of the 

results.  Namely, it assumes that everyone understands the meaning of each response 

category.  For example, the threshold between ‘agree somewhat’ and ‘disagree somewhat’ 

is at best subjective.  The distance between each category is equally unknowable and 

therefore no conclusions can be drawn.  Hence it is impossible to manipulate the data 

arithmetically; however, best practice dictated that we still calculate measures of central 

tendency and dispersion (Rea and Parker, 2005).  

Using multiple statements meanwhile to measure the value trend Confidence in Advertising 

would have ensured that the value is well understood and would have minimized sampling 

error for tracking through time.  Due to budget and space limitations, all value trends were 

limited to a single item marker. Given the subjectivity of the statements that respondents are 

asked to rate, the validity of answers is ever more contingent on the researcher making the 

statements as reliable as possible, presenting respondents with a large set of categories, 
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and putting forward statements measuring a single subjective state in different ways and 

then combining them into a scale (Fowler, 2009).  

The greatest challenge of course in relying on CTC data is that our study will inherit any 

errors or bias that the CTC survey methodology and administration may have generated.  As 

such, it is important to note the quality assurance and control measures that the CTC 

undertook. Many of these errors, bias, and their mitigation were listed in our previous 

sections dealing with sampling, questionnaire design and data collection.   

In addition to these measures, the CTC also took other steps.  For example, with respect to 

keeping the integrity of the panel sample, respondents were recruited using multiple touch 

points across the UK, including but not limited to web advertising, permission-based 

databases, public relations, telephone recruiting and other alliances with major portals. 

Panellists were also filtered through a database.  A rigorous opt-in process was used to 

recruit panellists. Meanwhile, allowing panellists themselves to update their records or opt-

out, as well as deleting invalid email addresses and chronic non-participants ensured data 

integrity.   

The data itself was hosted on a secure technical infrastructure to deny tampering by 

unauthorized or unqualified parties.  This allowed surveys to be programmed with 

appropriate validation checks and skip patterns so as to make selected fields mandatory to 

ensure that respondents did not skip any questions. Pre-testing with 10 respondents in the 

UK ensured the structure and questions worked properly.  Main respondents were also given 

a measured number of survey opportunities to encourage thoughtful response and to limit 

respondent fatigue.  
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CHAPTER FOUR: RESULTS 

This chapter presents the main findings emanating from our manipulation of the CTC survey 

data.  The findings help answer this study’s main research question, which is focused on 

determining whether our definition of social media users trust advertising.  Our starting point 

was to isolate our population of social media users and non-users, and to provide a profile of 

their respective eWOM behaviours post-purchase.  With our working population identified, 

we then performed a bivariate analysis of their trust in advertising, which served as the 

foundation for testing our two main hypotheses.  We concluded this chapter with a detailed 

discussion of the construct validity dimensions that are appropriate to consider given our 

study’s chosen methodology.  

4.1 Social Media Users in the UK 

Our analysis of results must begin with the process of identifying and analyzing the working 

population of this study.  Once again, consumers profiled in this survey were drawn from a 

sampling frame of UK consumers, aged 18 or older, who have taken a pleasure trip where 

they stayed at least one night in paid accommodation in the past three years, or who 

planned to take such a trip in the next two years.   

Social media users were defined previously as those UK consumers that engaged in eWOM 

on social media platforms post-purchase.  Non-users were defined as those who do not.  

Respondents were grouped into one category or the other based on their response to the 

survey question detailed in Figure 3.1.  Only those indicating that they blog about their trip; 

post photos online; or write about their trip using social networking sites upon their return 

from holiday were counted as social media users.    

  
Total UK 

 
Social 
Media 
Users 

 
Non Social 

Media Users 

N 3000 1192 1808 

Pct. 100% 40% 60% 

TABLE 4.1: Profile of UK Social Media Usage 

Based on the sampling frame and consumer response to the measurement instrument, 1192 

(40%) of respondents fell within the category of social media user while non-users made up 

the remaining 60% of the total UK sample (see Table 4.1). 
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Figure 4.1: Breakdown of UK Sample Social Media Usage 

We constructed contingency tables to examine the response distribution to the CTC survey 

question about eWOM behaviours post-purchase (see Appendix B).  Based on these, a total 

of 1710 indications of social media use were made - respondents were able to select any 

number of behaviours they felt were applicable.  Of all the indications made related to social 

media usage, 85% of the selections related to a behaviour on a social networking site, 

whereas 15% related to blogs (see Figure 4.1).  Looking more closely at the indications of 

social network site usage, 71% used these for the purpose of posting photos, while 29% 

used these sites to communicate in writing. 

While outside the scope of our investigation, it is interesting to note that respondents made 

5092 indications of WOM in all its forms, which amounts to 98% of all indications that were 

made.  Only 1% expressly indicated that they do not tell anyone about their trip.     

4.2 Social Values Measurement 

The final phase before testing our hypotheses requires that we compare the relative strength 

on the value trend Confidence in Advertising between our working populations and the total 

sample.  The observable indicator for determining this relative strength is each sample 

population’s index score on the value trend.  We present a detailed discussion of the CTC 

method for calculating the index score in Appendix A.   
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Sample Size Top Quintile Cut (TQC) Index 

(TQCn/TQCn1) 

UK sample total (n1) 3,000 32% 100 

UK social media users (n2) 1,192 42% 131 

UK social media non-users (n3) 1,808 25% 78 

TABLE 4.2 : Index Values by Population Sample for Confidence in Advertising 

The CTC provided the TQC numbers necessary for calculating the index score on the value 

trend.  Applying the CTC method, we calculated the index score of each population category 

on the value trend; however, unlike the CTC, we did so by comparing the top tails of the 

distribution for our working population to that of the UK total.  This differs from the CTC 

approach, which uses its global total in the denominator.  We present our comparison of the 

TQC and index scores for each sample category in Table 4.2. 

Based on the above, the index score for the total UK sample is 100, which effectively is the 

mean index.  Continuing with our look at social media users, we see that this group over-

indexes on the value trend.  Social media users are in fact 31% (index=131) stronger than 

the mean on the value trend Confidence in Advertising.  The non-social media users 

meanwhile are 22% below the mean (index=78) on the value trend.  These results seem to 

indicate that social media users in our study trust advertising more than the average 

respondent.  Non-users meanwhile show themselves as not being very confident in 

advertising. 

4.3 Hypothesis Testing 

We apply a null hypothesis test and significance test to determine if we should accept or 

reject the null hypothesis.  For the reader’s convenience, we restate our main hypotheses 

(H1 and H2) and the associated null hypothesis (H0), which is applicable to both. 

H1: Consumers who engage in eWOM on social media platforms post-purchase will 

display low trust in advertising; and 

H2: Consumers who do not engage in eWOM on social media platforms after 

purchase will show high trust in advertising. 

H0:  Consumers who engage in or do not engage in eWOM on social media platforms 

post-purchase will exhibit the same level of trust in advertising as the total sample 

population. 
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Based on a X2 test, the differences between the index scores for the working populations 

and the UK total are statistically significant to the 95% level of confidence (p= 0.00014393).  

The null hypothesis is thus rejected; however, this rejection does not prove that our two 

hypotheses are valid.  Based on the relative strength of their index score on the value trend 

Confidence in Advertising, we see that the data rejects our two hypotheses and in fact, 

forces us to consider the opposite.  Consumers who engage in eWOM on social media 

platforms post-purchase display high trust in advertising; whereas, those who do not engage 

in eWOM post-purchase register low trust in advertising. 

4.4 Validity 

This section covers the construct validity dimensions related to social values measurement 

accuracy, namely face, convergent, discriminant and nomological validity. 

First, face validity is present.  The research question asks if consumers that engage in 

eWOM on a social media platform do so because they do not trust advertising.  Asking 

respondents to indicate whether they blogged about their trip, posted photos online or used 

social media platforms provided clear measures of eWOM, whereas the index score for 

Confidence in Advertising provided a consistent measure of trust with respect to advertising 

for the working population.  

To further reinforce the validity of our value trend index score, we used data from the CTC to 

compare the TQC% for the total UK sample with those the CTC obtained for other countries 

as shown in Table 4.3 This comparison showed that the UK TQC% (the foundation of our 

index score calculation) falls within an acceptable range. Against these other western 

countries, the UK result for the percentage of all those who agree was only slightly higher 

than the global total, Australia, and Canada.  Only the US scored higher. 

Statement: It is very likely that, if a product is widely advertised, it will be a good product 

  Total USA Canada UK Australia Germany France 

Totally Agree 3 5 2 3 2 2 2 

Agree Somewhat 27 33 26 29 27 24 21 

Disagree Somewhat 50 46 50 49 49 52 55 

Totally Disagree 20 17 21 19 21 22 22 

Net: Agree 29 37 29 32 29 26 23 

TABLE 4.3: TQC% by Market Surveyed 

 (Source: Global EQ Questionnaire, CTC, 2011) 
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In addition to the aforementioned face validity, there is a correlation with other related values 

describing social media users.  We examined three additional market-friendly values from 

the CTC study: Joy of Consumption, Importance of Brand, and Advertising as Stimulus.  The 

CTC social values survey instrument defines these constructs as follows:  

Joy of Consumption: Intense gratification through the purchase of consumer goods 

(rather than basic necessities). Enjoying consumption for the pleasure of 

consumption. People who are strong on this trend are often more excited by the act 

of buying than by the use of the products they buy. 

Importance of Brand: Giving great weight to the brand name of a product or service, 

a tendency to have favorite brands. 

Advertising as Stimulus: Tendency to enjoy viewing advertising for its aesthetic 

properties; to enjoy advertising in a wide range of venues, from magazines to 

television to outdoor signs and billboards. 

The CTC was unable to provide detailed response distributions for each of these 

supplemental values and as such, we are unable to calculate any coefficients of correlation.  

Still, a side-by-side comparison of their respective index scores provides a powerful visual 

understanding of whether convergent or discriminant validity exists. 

Looking at social media users and repeating our method of recalculating the index scores as 

we have been doing so they are relative to the UK total as opposed to the CTC global total, 

we found that not only did this group index high (131) on the value trend under review but 

also the related value of Joy of Consumption (148).  Their scores on Importance of Brand 

(117) and Advertising as Stimulus (105), while above average, hint that perhaps convergent 

validity for results related to social media users is less than strong (see Figure 4.2).   

 

Figure 4.2: Related Value Trend Index Scores by Social Media Users 
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Remembering that non-social media users scored below the mean on Confidence in 

Advertising (78), we turned out attention to how these non-users scored on the other values.  

They showed near equal weakness on Joy of Consumption (81), Importance of Brand (64) 

and Advertising as Stimulus (72), which suggests that convergent validity for this group is 

also less than strong (see Figure 4.3).  

 

Figure 4.3: Related Value Trend Index Scores by Non-Social Media Users 

Our attention now turns to determining whether our measures for Confidence in Advertising 

diverge from other value trend measures that it should differ from.  To this end, we examined 

the following contrasting value trends, which the CTC defines as: 

Skepticism Towards Advertising: Distrust that advertising messages are truthful or 

even helpful for making purchasing decisions. 

Brand Apathy: Placing little importance on the brand name of a product. 

Making the same adjustments to ensure index values were relative to the UK sample, our 

bar chart in Figure 4.4 directly below shows that our value trend of focus under the 

population of social media users is unrelated to both Skepticism Towards Advertising and 

Brand Apathy trends.  

 

Figure 4.4: Unrelated Value Trend Index Scores by Social Media Users 
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Conversely, the same analysis performed on our population of non-users reveals that both 

trends are unrelated (see Figure 4.5).  All these scores are to be expected if discriminant 

validity exists. 

 

Figure 4.5: Unrelated Value Trend Index Scores by Non-Social Media Users 

Rounding out our examination of the dimensions of construct validity, the social value 

considered in our study and those others mentioned in the preceding paragraphs behave as 

expected, which suggests that our study is nomologically valid.   

In sum, social values theory is proven able to supply methodology that can lead to important 

understandings of human behaviour, despite our hypotheses having been proven incorrect. 
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CHAPTER FIVE: DISCUSSION 

The goal of this study is to determine whether a rising mistrust in advertising is driving 

consumers away from traditional advertising channels and towards social media platforms 

where consumers can get the information they need from each other through eWOM 

exchanges.   

Our first hypothesis maintains that consumers who engage in eWOM on social media 

platforms will display low trust in advertising.  Our analysis shows that in fact it is the 

opposite.  Social media users as defined by our study can in fact be described as having 

high trust in advertising (p<0.05).   

Our second hypothesis meanwhile, put forward the idea that consumers who do not engage 

in eWOM will show high trust in advertising.  Looking at our results, we found the opposite 

again.  Non-social media users showed very weak trust in advertising (p<0.05). 

A post hoc explanation for these contrary findings could be that trust is not the only force 

driving eWOM on social media. Other research concluded that while consumer trust differs 

across advertising media (i.e., TV, radio, newspaper, magazine, and Internet), consumer 

trust in specific advertising media is closely linked with demographics (Soh et al., 2007).  

Based on this line of reasoning, social media usage and trust in advertising could be more a 

function of age, income or life stage for example. 

An explanation for the high level of trust in advertising that social media users demonstrated 

can perhaps be found in attribution theory, which predicts that it is a social media users 

perception of the credibility of the source of the advertising that ultimately dictates how 

trusting the consumer will be.  Lee and Youn (2009) applied attribution theory in their study 

of how different eWOM platforms (a brand website, an independent product review website, 

and a personal blog) affected consumer product judgements.  They concluded that 

consumers were more trusting of the company and independent websites than they were of 

the personal blog because the anonymity of the latter eroded the credibility of the source 

(respondents felt the blog had an unknown vested interest).  The websites meanwhile 

communicated a clear value proposition and brand personality, and as a result, were 

rewarded with more consumers willing to recommend the product to friends.   

Attribution theory has relevance in the context of our study.  Based on their values profile, 

social media users showed themselves to be avid consumers with above average index 

scores on market-friendly values like Confidence in Advertising, Joy of Consumption, 

Importance of Brand, and Advertising as Stimulus (see section on validity).  The social 
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values make-up of social media users suggests this group is predisposed to making positive 

attributions about the intent of marketers and consequently the degree to which social media 

users trust advertising.  In line with this thinking, non-social media users, who distrust even 

helpful advertising messages and who place little importance on brands, are predisposed to 

making negative attributions about the intent of advertisers and advertising in general.    

Social network theory stands in opposition to this idea that consumer perceptions and 

behaviours like social media use are the result of individual attributes like social values.  

Instead, consumer behaviours are more the result of social ties, the similarity of individual 

and brand personalities to our own, as well as source credibility.  Brown, Broderick and Lee 

(2007) conducted a two-stage study of eWOM within online communities and concluded that 

social media users form close ties with online sites whose content demonstrates that the 

user and advertiser share a mindset.  This link cements the consumer’s perception that the 

online community or Website is credible and that it provides valuable information.  Perhaps, 

social media users, better versed in navigating the Web, have greater control over the 

content they expose themselves to, and as a result of their ability to be selective, have 

experienced greater value from the advertising they chose to identify with.   Although non-

social media users are likely Web users, their lesser control results in higher search costs 

and fewer instances where they feel a close identification with the content they view.  

Another explanation for our contrary findings could involve a ‘spill effect’ where the source 

credibility of eWOM platforms themselves bias their users towards a more favourable 

opinion of advertising.  Soh, Reid, and King’s (2007) claim that there is a lack of trust in 

Internet advertising as compared to trust in the other media.  In fact Internet advertising is 

one of the least-trusted advertising mediums (Menon, 2002; Huh et al., 2005).  These 

studies stress that the credibility of a medium and trust in that medium are directly related. 

Based on this, it could be that the credibility of eWOM on social media platforms itself is 

raising the trust in advertising that social media users display, despite the fact that the value 

trend statement for Confidence in Advertising is meant to measure each respondent’s affinity 

towards pure advertising and not independent third-party endorsements.  This implies that 

the value trend statement should be refined further to ensure it is measuring each 

respondent’s view of advertising as delivered by marketers and not fellow consumers.   

Rokeach was sensitive to the possibility that consumer’s may not understand the values they 

were supposed to evaluate, and thus, in his own surveys, Rokeach would include definitions 

of each value that he would ask people to rank.  Kahle would later abandon this approach 

thinking that the resulting social desirability bias the definition itself created was more 

harmful to the reliability and validity of social values methodology. 
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5.1 Implications 

We maintain that our findings show that social values theory and methods can contribute to 

the study of word-of-mouth communication (WOM), specifically the variety happening online. 

Providing deeper insights into what drives consumers to post user-generated content after 

purchase is important given that consumers who invest their attention in product 

recommendations are twice as likely to select products recommended to them (Amblee and 

Bai, 2008).  Understanding social values is crucial for another reason: if the marketer is able 

to connect and introduce customers with the same values, these like-minded individuals will 

hold greater influence over each other when it comes to recommending products on social 

media platforms (Eagly and Chaiken, 1993). 

Theory suggests that information exchanged through word-of-mouth in any form is more 

credible than if it had come from a marketer.  This is because consumers who talk about 

products are seen as impartial, while marketers likely have ulterior motives.  Our study 

findings suggest that a consumer’s social values drive their ‘perception’ of source credibility, 

which in turn determines how marketing messages are received online through WOM.  

Indeed, social values act as a lens, which colour a consumer’s view of whether advertising is 

trustworthy.  Therefore, trust online is a function of a consumer’s inner belief system and not 

simply a function of the receiver’s role in or source of the communication (Lee and Youn, 

2009).  

Hennig-Thurau et al. (2004, pp. 50) supports this idea that attitudinal forces like social values 

can motivate eWOM.  Understanding these motives “enables platform operators to design 

their service in a more customer-oriented way by addressing the specific reasons platform 

users post messages.”   

Regarding the practical implications of our findings, we mentioned earlier that company 

executives and their agencies are struggling to adapt their marketing approaches to account 

for social media behaviours.  Based on popular and academic notions of advertising’s 

trustworthiness, marketers may feel inclined to develop and target social media users and 

non-users with separate campaigns.  Our findings suggest this need not be the case.  Social 

media users trust advertising, and therefore, marketers could target these consumers with 

integrated campaigns that leverage a wide array of media, from print to blogs to social 

networking sites.  Down on the tactical level, our findings confirm the appropriateness more 

integrated campaigns like making a Facebook page the call-to-action on traditional out-of-

home advertising.  Marketers could also consider launching more traditional advertising 

campaigns designed to collect user generated content without fear of ‘turning-off’ their 

intended audience.  
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The social media phenomenon has marketers struggling to drive, influence and harness 

eWOM in hopes of driving sales. The managerial implication of our study is that it contributes 

to a marketers understanding of consumers that talk about or recommend a product using 

social media, thereby setting these marketers up to build more effective and efficient social 

media campaigns targeting those consumers most likely to contribute opinions, reviews, 

videos and photos.  This user-generated content (UCG) could then be leveraged to influence 

other consumers with increased brand awareness, sales and marketing profits being be the 

result.   

5.2 Recommendations for Future Research 

We did not study the trust in advertising of those that engage in more traditional WOM.  Our 

study was limited to the transmission of eWOM about a product and how social values might 

describe consumers that engage in this online activity. As social media adoption shows no 

signs of slowing, future studies may wish to look at the other side of the conversation and 

how social values may describe the behavioural influence that traditional WOM or eWOM 

product recommendations have on other consumers.   

Consumers are motivated to engage in eWOM for many reasons like a desire for social 

interaction, economic gain, concern for others or reputation enhancement (Amblee and Bai, 

2008).  Just like people are not universal in their eWOM motivations, consumers likely differ 

in how their social values shape their use of social media.  Studies have looked at 

motivational, attitudinal, demographic reasons why consumers engage in eWOM 

behaviour.  None were found to have looked at the social values profiles of consumers to 

determine how these might drive eWOM advocacy.  Our study looked at but one value out of 

a possible 107 social value trends.  When examined together, single values become value 

systems that can build more powerful profiles of social media users that in turn, can provide 

deeper insights into consumer behaviours online.  Recognizing that the values examined 

need to be relevant to the daily life of consumers (Beatty et al., 1985), future studies may be 

interested in grouping consumer-relevant values under similar dimensions in order to provide 

more rounded explanations of human behaviour on social media platforms.  Social values 

mapping provides such a method.  Simply ranking a couple top values is fraught with 

measurement error and ignores those values camps that attribute behaviours to more 

complete value systems or hierarchies (Rokeach, 1973).   This systems-based analysis for 

example might provide additional insights into why consumers who publish experiences on 

social media platforms seek out the social and economic benefits that Hennig-Thurau et al 

maintain are important. 
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Among the many areas of online trust that remain uncharted, future research could also 

examine social media platforms themselves to see how consumers trust online advertising 

on social network sites.  Alternately, researchers may wish to investigate whether it is 

possible to commercialize online trust without tainting its effect.  This has implications for 

how social media websites can charge for advertising or how UGC can be monetized without 

being perceived as just another form of paid advertising.  
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APPENDIX  A 

Measuring Social Value Trends 

The CTC methodology for assessing a consumer’s relative strength on a value trend begins 

with an examination of the top 20% or tail of the distribution, referred to as the Top Quintile 

Cut (TQC).  Unlike the mean, the examination of the TQC along the normal curve shows 

what values are rising or declining in society over time.  

To illustrate the predictive power of the TQC approach, consider the rise of 

environmentalism in the 1960s, when the leading edge of concern about the state of our 

natural world was starting to take root (the TQC).  It would be decades more before the 

mean had grown to the point that recycling would be commonplace.  If researchers had 

relied on this measure of central tendency, businesses would have missed out on the 

opportunity to plan for the market shift towards more eco-friendly products (MacDonald, 

2011).  

Back to the CTC study, looking at the UK population’s mean response to the value 

statement in Figure A.1 merely provides a measure of central tendency.   

 

Figure A.1 : UK Population’s Mean Response to the Value Statement 

The more revealing examination begins when we look at the top tail of the distribution of 

respondents to see how it compares with the TQC of a much larger population.  For the 

CTC, that larger population is the total TQC for the combined markets of USA, Canada, UK, 

Australia, Germany and France.  
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Figure A.2 :  Total UK Sample Index Score for Value Trend Confidence in Advertising 

 

To illustrate, Figure A.2 shows that the TQC for the UK population surveyed was 32%.  

Measuring this against the TQC for the global population provided by the CTC produces an 

index score of 110 on the value trend Confidence in Advertising. 
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APPENDIX B 

Response Distribution to UK Survey Question About WOM Behaviours Post-
Purchase 

Upon your return from holiday, which of the following do you typically do?  Select all that apply. 

01.  Blog about the trip (eg. On Trip Advisor or other travel websites, your own blog etc) 

02.  Post your photos online (eg. On Flickr, Facebook, etc.) 

03.  Write about the trip on social media (eg. Twitter, Facebook, etc) 

04. Talk to family/friends about the trip 

05.  You only really tell people about the trip if they ask 

06.  You don’t really tell anyone about your holiday 

07.  You only tell someone about a trip if you’ve had a poor or negative experience 

08.  None of the above 

Figure B.1 : UK Survey Question about WOM Behaviours Post-Purchase 

(Source: EQ Questionnaire UK, 2011. Reproduced with permission from the Canadian Tourism Commission)  

           

01_Blog about the trip  

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid False 2750 91.7 91.7 91.7 

True 250 8.3 8.3 100.0 

Total 3000 100.0 100.0   
           

02_Post your photos online 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid False 1968 65.6 65.6 65.6 

True 1032 34.4 34.4 100.0 

Total 3000 100.0 100.0   
           

03_Write about the trip on social media  

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid False 2572 85.7 85.7 85.7 

True 428 14.3 14.3 100.0 

Total 3000 100.0 100.0   
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04_Talk to family/friends about the trip 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid False 473 15.8 15.8 15.8 

True 2527 84.2 84.2 100.0 

Total 3000 100.0 100.0   
           

05_You only really tell people about the trip if they ask 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid False 2205 73.5 73.5 73.5 

True 795 26.5 26.5 100.0 

Total 3000 100.0 100.0   
           

06_You don’t really tell anyone about your vacation 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid False 2950 98.3 98.3 98.3 

True 50 1.7 1.7 100.0 

Total 3000 100.0 100.0   
           
07_You only tell someone about a trip if you’ve had a poor or negative 

experience 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid False 2940 98.0 98.0 98.0 

True 60 2.0 2.0 100.0 

Total 3000 100.0 100.0   
           

08_None of the above 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid False 2946 98.2 98.2 98.2 

True 54 1.8 1.8 100.0 

Total 3000 100.0 100.0   
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Appendix C 

Demographic Factors by Social Media Usage (Chi-Test Worksheet) 

 

 


