


 

 

EXECUTIVE SUMMARY 

Word of Mouth is a powerful communication tool that influences buying behavior. 
Due to new communication technologies that arise from the diffusion of the 
Internet, structures of communication changes between organizations, and 
between organizations and customers. This in sum suggests that electronic Word 
of Mouth is influential within a large context, meaning that multiple markets, 
industries and products hold the revival of electronic Word-of-Mouth. Hence, the 
possibilities that occur when listening to, engaging in, and facilitating electronic 
Word of Mouth are evident to examine, when seeking ways through which the 
influence of electronic Word of Mouth can be facilitated to improve businesses. 

 
This paper addresses the need of facilitating electronic Word of Mouth within the 
context of a specific case. The case represents an entrepreneurial start-up, which 
seeks ways through which end-consumers can be mobilized to influence 
organizational buying behavior of relevant buying organizations. 
To accommodate this aim the paper has conducted a literature review about 
organizational buying behavior, and the influence of electronic Word of Mouth. 
Understanding the structures of communication within the buying center of buying 
organizations is relevant, to examine ways through which organizational buying 
behavior is susceptible and possible to influence. Furthermore, to understand the 
influence of electronic Word of Mouth, the characteristics of traditional Word of 
Mouth is relevant to examine given that electronic Word of Mouth originates from 
its fundament. 
On the background of the literature reviews three guidelines are suggested to 
accommodate the aim of facilitating electronic Word of Mouth in favor of 
influencing organizational buying behavior. The three guidelines take into 

consideration motives for listening to- and engaging in electronic Word of Mouth 
and how communication through social media should be incorporated into the 
communication paradigm of the organization.  
In order to demonstrate the applicability and relevance of the guidelines, the paper 
includes two expert interviews to verify propositions from the theory, upon which 
the guidelines are built. Furthermore, the interviews suggest some overall 
perspectives through which the usability of the guidelines is made generalizable to 
a broader context than the specific case in question. 
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1 INTRODUCTION 

The use of Word of Mouth (hereafter: WOM) has evolved and gained momentum 
through social media, especially in regards to B2C relations (Pitta & Fowler, 2005; 
Andresen & Hallen, 2006; Kaplan & Haenlein, 2009; Brito, 2012). Additionally, due to 
new communication technologies that occur from the diffusion of the Internet, WOM 
on social media (hereafter: eWOM1) enable new structures of communication that 
influence relations between B2B as well (Andreassen & Streukens, 2009; Brito, 
2012).  
 
eWOM has become a dominant part of most peoples’ everyday lives and the way 
companies do business (Andreassen & Streukens, 2009). eWOM can roughly be 
categorized as any positive or negative statement made by customers about a 
product or company, which is made available to an unlimited amount of receivers via 

the Internet. This definition represents an evolution back to the Internet’s roots, 
since it captures the fundament upon which the Internet initially was created; 
namely facilitating information and linking networks of user-generated contents 
(Kaplan & Haenlein, 2009). 
 
Social media represents almost 20 % of customers’ time online (Jurhagen, 2013), 
which mean that an increasing number of people are participating in communication 
in online environments (Anderassen & Streukens, 2009). Because the sheer number 
of customers online has increased so has the influence of eWOM (ibid.). eWOM 
indicates a potential value for organizations to explore when making decisions and 
forming alliances between businesses, which has been found through an increased 
number of businesses present online (Andreassen & Streukens, 2009; McKinsey, 
2012; Jurhagen, 2013).  
  
According to a resent report by McKinsey Global Institute (2012) it is estimated that 
the economic impact of eWOM and communication online can improve 
collaborations and sales within and across industries, and increase existing value 
generated by companies by two-thirds (McKinsey, 2012). To unlock such value of 

                                                
1 The term eWOM is short for ‘Electronic Word of Mouth’, and represents an overall term of Word of 
Mouth communication on electronic platforms on the Internet. 
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eWOM companies need to explore and consider new ways of doing business and 
forming alliances, which challenge the current use of organizational communication. 

1.1 PROBLEM IDENTIFICATION 

eWOM has been found to expand structures of organizational communication 
between B2B and B2C, as it enables multiple flows of information and 
communication to coexist between organizations and customers at the same time 
(Korgaonkar & Wolin, 1999; Allsop et al., 2007). This in turn directs organizations to 
operate under less fixed structures as they must try to be part of the expanded 
networks of communication. This aim furthermore challenges internal organizational 
structures, -processes and -cultures, which are suggested to become “(…)extended 
networked enterprises that should connect well internally as well as with customers 

and partners” (McKinsey, 2012: 5).  
Results from McKinsey Quarterly (2012) already showed a tendency for companies 
to expand existing structures of communication, by engaging more in 
communication on various social media platforms (McKinsey, 2012). Particularly the 
use of social media platforms among B2B relations showed a promising return of 
investment, but the findings also suggested that incorporating eWOM into existing 
businesses could be explored further, as facilitating eWOM primary have been 
explored within B2C relations (Bughin et al., 2009; McKinsey, 2012). 
 
Capturing the value of eWOM has become a challenge for the role of organizational 
marketers as: “Marketers have been accustomed to telling the customer the 

message they want the customer to hear, rather than the message the customer 
truly cares about” (Singh et al., 2008: 289). The traditional role of the marketer has 
previously been about creating and controlling information, but due to expanded 

structures of communication the marketer needs to focus on facilitating sources of 
information, and seeking ways through which value from eWOM can be extracted 
(Mangold & Faulds, 2008). 
Marketers are in other words no longer ‘gate-keepers’ of organizational information 
and hereby they have lost control of the information in circulation. Therefore, the 
question is how marketers can use information that resides within online 
environments to improve businesses, and in relation to this aim facilitate content of 
eWOM communications that is valuable to the organization. 
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In sum, exploring the value of eWOM is put on the agenda when building 
organizational communication strategies and future selling propositions, and it has 
already showed to improve existing business value (McKinsey, 2012). However, 
exploring the potential value of eWOM is within this paper evolved around 
developing guidelines to improve the selling organization’s position within B2B 
relations. Organizations have been found to engage in communication on social 
media platforms when searching to improve relations between B2B (ibid.), but it is 
peculiar that organizations perceive this process to be assimilated from end-
consumers’ opinions and knowledge (Hutt & Speh, 2007). This fact suggests that 
organizations need to rethink the way communication on social media platforms can 
be facilitated to extract value from eWOM and increase sales between B2B.  
 
Research about organizations’ use of eWOM is progressing, but specific research 
related to how to actively facilitate and include eWOM communication in the selling 
organization’s communication strategies is yet to be examined within B2B relations 
(Bezjian‐Avery, 1998; Anderassen & Streukens, 2009; Brito, 2012). In addition to my 
own wonderment and interest in the field this has been the motivating factor behind 
the subject of the paper.  

1.2 PROBLEM STATEMENT 

The purpose of this paper is to provide an examination of how eWOM can be 
facilitated to influence organizational buying behavior within B2B relations. 
Furthermore, the paper’s particular focus on eWOM is viewed as an opportunity to 
improve existing theory about organizational communication, as the paper will seek 
to generate favorable methods through which B2B sales strategies can be 
enhanced.  
Hence the paper’s analysis will be from a selling company’s point of view and the 
suggested guidelines from the analysis will be discussed in favor of influencing the 
behavior of the buying center of the buying company. 
This leads to the main research questions of the paper: 
 
How can end-consumers, through eWOM, affect organizational buying behavior in a 

B2B context? 
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1.2.1 Research Questions 
In order to optimally answer this question, some sub-research questions have been 
developed to guide the examination process: 
 

– RQ1: How can the Two-Step-Flow model be used as a frame to put basic 
communication structures in perspective, and what challenges related to the 
flow of communication can be found within the model? 

– RQ2: What elements related to organizational buying behavior influence 

communication within the buying center of the buying organization? 
 
The two research questions will furthermore develop some propositions, which will 
be addressed in chapter 8 to suggest some overall guidelines through which the 
main research question of the paper will be answered. 

1.3 THEORETICAL LIMITATIONS 

In order to keep the theoretical focus concise and relevant to answer the main 
research question of the paper, certain aspects and perspectives within the theories 
chosen have deliberately been excluded. 
The paper is viewed to have the following limitations, which derive from the chosen 
perspectives of the theories: 
 

• The paper has several practical implications for the selling organization’s 
marketer, in terms of utilizing the suggested guidelines. Some of the 

implications have been addressed through expert interviews to add a 
practical perspective to the conclusions reached. 

• The suggested guidelines of the paper have been made upon the specific 
situation of the case, which decrease the findings’ relevance to overall 
product categories and industries. 

• The paper recognizes the possibility of negative eWOM, but does not 
elaborate on the subject separately. 

 
Minor limitations and shortcomings will be highlighted through the individual 
evaluation of the specific theory within the paper.   
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2 METHODOLOGY 

This chapter aims to explain the methodological framework of the paper and what 
choices have been made in terms choosing and interpreting different approaches. 
The choice of methodology influences the conclusions of the paper, and hence the 
reasoning behind the different approaches must be assessed. 
Lastly, the chapter will evaluate limitations related to the choice of methodology and 
its influence on the theoretically use and conclusions reached. 

2.1 SCIENTIFIC APPROACH 

This paper uses a deductive approach, as it primary builds upon theoretical 
literature and pier review frameworks. The deductive approach recognizes 
reasoning from one or more general statements through which a logical and certain 
conclusion is reached (Andersen, 2003). 
Limitations linked to this approach include that of “invalid” or wrongly interpreted 
statements upon which conclusions are found. If statements later are found to be 
limited or wrongly interpreted the whole argumentation behind deductive reasoning 
may be successful, but the outcome lacks actualization, as the statements restrict 
the reached conclusion. This in sum suggests that conclusions from deductive 
reasoning are only as good as the statements used (ibid.). 
Applying this approach makes the conclusion to this paper highly sensitive to the 
chosen theories. To accommodate this challenge section 3.2 contains a general 
frame of reference of the chosen theories, to explain their perceived relation and 
influence. Hereby, it is hoped that both the fundament of the paper is set straight 
and that the argumentation behind deductive reasoning will be guided along the 
following chapters of the paper. 

2.2 DATA COLLECTION METHOD 

The paper contains both primary- and secondary data, which is reflected through 
two explorative interviews and scientific journals: 
The interviews have been made with two experts, whom respectively represent the 
education community and the advertising industry, which have been made primary 
to verify the suggested guidelines of the paper. The interviews have been conducted 
through a semi-structured approach (Andersen, 2003: 212), which mean that the 
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suggested guidelines have set the frame of the interviews, while still keeping topics 
of the interview open to new perspectives (ibid.). Furthermore, the semi-structured 
approach has been chosen upon the basis of the interviewees’ practical knowledge 
related to the suggested guidelines, which open up the degree to which it is 
possible to extract new insights to the guidelines. 
 
The scientific journals have been conducted from the database Business Source 
Complete of Copenhagen Business School. The database was utilized to find 

relevant scientific journals to gain insights into the main research question of the 
paper. Additional literature was found in bibliographies of academic articles from the 
database. 

2.2.1 Critique Of Data 
It is logic to question whether it is sufficient to primary utilize secondary data as a 
mean through which the main research question of the paper is answered. To 
accommodate this critique the paper includes a case in order to support the theory, 
and make the theoretical examinations more explicit. Furthermore, because the 
purpose of the paper is to suggest theoretical guidelines, which are applicable for 
the case, the advantage of using secondary data is that researchers already have 
tested the selected theory. This in sum increases the usability of the findings, which 
can be argued to offset additional gains by including more primary data (ibid.). 
Contrary, because the application of the theories within the paper is guided by 
recent studies’ assumptions and uses of the theories, the suggested guidelines are 
influenced by some situational shortcomings. To overcome the possibility of limiting 
the use of theories by such shortcomings, the theoretical examination of the paper 
will strive to incorporate various perspectives throughout the examination to develop 
a profound understanding of the theories used and to strengthen the applicability of 
the suggested guidelines. 
 
Because the guidelines are build upon propositions from theoretical examinations 
the findings of the paper yield some practical shortcomings, when applied to the 
case. To accommodate this challenge the interviews have been made to elaborate 
on shortcomings and suggest modifications to the guidelines. Furthermore, the 
advantage of verifying the guidelines through interviews speak in favor of adding 
relevant perspectives through which the guidelines can be explored further and 
verified through subsequent, empirical data.  
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Shortcomings related to the application of semi-structured interviews are related to 
biases of subjective interpretation of the questions asked (Andersen, 2003). 
However, because the interviews only contained open questions (i.e. questions that 
prompt discussion) the structure of the interviews has been made upon particular 
topics, which the interviewees was able to answer as they saw fit (ibid.). This fact 
enabled furthermore the interviewees to discuss and raise issues or additional 
questions, which was not considered as relevant through the indicated topics of the 
interviews. In sum, the structure behind of semi-structured interviews decreases the 
possibilities of fixed interpretations and ‘wrongly’ responses (ibid.). 

2.3 EPISTEMOLOGICAL FRAMEWORK 

Research in the field of communication tends to be influenced by several distinct 
ways of viewing the world. The most basic forms, which can be described to grasp 
the most controversial viewpoints within the field, are the dichotomy between the 
positivist and the interpretivist paradigm (Daymon & Holloway, 2011). Each of the 

two paradigms speaks in favor of specific methods for constructing and interpreting 
theory, and as the fundament of this paper is build upon a communicative 
perspective, the following section will introduce both paradigms while seeking to 
explain how these can be balanced within the present paper. 

2.3.1 Positivism vs. Interpretivism 
“Positivism is an approach to science which is rooted in the ontological belief that an 

objective reality exists” (Daymon & Holloway, 2011: 101). This approach speaks in 
favor of a social reality, which is perceived to exist independently of the perceptions 
of the individual. In other words, the reality is something “out there” waiting to be 
discovered by the researcher, whose interpretation is a direct reflection of it 
(Daymon & Holloway, 2011). 
The positivistic perspective seeks to reveal an objective picture of the world, and 
positivists stipulate that their findings are generalizable to other settings and 
situations: “Research which is underpinned by positivist thinking demands that 

researchers be objective in their approach to the phenomena and the people they 
study, and be value neutral, that is, that they don’t let their own values intrude into 
the research” (Daymon & Holloway, 2011: 102). This paper aims to follow such point 

of view, as the selected theories will be described and linked to reveal universal links 
and mutual relations from an objective position. 
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Also the deductive approach is linked to this perspective, which will be pursued to 
create objective examinations of the theories upon which deductive reasoning will 
derive. 
Lastly, because the paper only utilizes empirical research to a limited degree, biases 
related to subjective interpretation are to some extent diminished. As a result of this, 
it can be argued that the focus of the positivistic approach is strengthened within 
the paper.  
 
Unlike positivism, interpretivism expresses an ontological belief that multiple realities 

and truths exist, and that the social reality does not have a separate existence from 
the individual because it is socially constructed: “(…)the investigator interprets the 
world that determines social reality because investigators and research participants 
are involved in constructing social reality” (Daymon & Holloway, 2011: 102). As the 

quote indicates the researcher influences how the social reality is constructed, but 
also how the social reality is interpreted. The mindset behind this perspective is to 
some extent inevitable, as all human thinking is based on subjective interpretations, 
which challenge the positivistic perspective on the objective world (Daymon & 
Holloway, 2011). 
 
The chosen theories of the paper are subjectively selected like the viewpoints and 
focuses highlighted to examine possible dependencies and propositions. This fact 
points towards an interpretivistic approach, stating that the researcher always is a 
co-creator of a given outcome, and influence the process through which 
conclusions are reached. 
 
Furthermore, the interpretivistic approach recognizes that truth is not absolute and 
that more truths can exist at the same time (Daymon & Holloway, 2011). This point 
of view is reflected by the suggested guidelines of the paper. Because the paper 
does reach one conclusion, but three guidelines with different focuses and aims, 
each guideline represents a unique perspective, which speaks in favor of different 
‘truths’ or point of views.  
In sum, the interpretivistic approach is included in the paper, but is mostly linked to 
the conclusions of the paper. Therefore, the interpretivistic approach is only 
recognized as a “secondary” perspective within the paper.  
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2.4 METHODOLOGICAL LIMITATIONS 

Statements in favor of questioning whether positivism and interpretivism can be 
maintained within the same paper suggest among others that: “Objective truth 
cannot be known since all attempts to understand ‘facts’ are viewed through various 

subjective lenses, including the researchers” (Roth & Mehta, 2002: 136). Considering 
this statement, the field of tension between prioritizing scientific explanation (the 
positivistic perspective) over understanding (the interpretivistive perspective) can be 
argued to inflict on the validity and reliability of the conclusions derived from the way 
the theory is handled (Roth & Mehta, 2002). 
However, arguments in favor of handling both approaches include that of benefiting 
from information that derive from each perspectives’ focus area, which may have 
been missed when applying one perspective solely (ibid.). 
 
The decision of applying a predominantly theoretical approach to answer the main 
research question of the paper has been made due to limited theory available on the 
focus of the paper (Lichtenthal, 1988; Lichtenthal & Shani, 2000; Anderassen & 
Streukens, 2009). When theory is limited or even non-existing it is not possible to 
follow traditional scientific methods, which suggests that the hypothesis of existing 
theory about the identified problem in question, are tested empirically and later 
modified based on the results (Andersen, 2003). Because no theory exclusively 
considers the identified research question of the paper, propositions are made on 
combined theory from similar and more developed fields of research. This intention 
requires extensive knowledge about links and similarities of a wide range of 
theories, which highlight the importance of setting the theoretical frame of reference 
straight of the paper.  
 
Hence the following chapter will identify the problem of the case and present the 
general frame of reference through which the chosen theories are examined to 
answer the main research question of the paper. 
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3 CASE: UNIWISE 

To structure the theoretical presentation and guide the subsequent examination, a 
case have been chosen to which the problem statement is relevant: 
UNIwise is a newly founded consultancy company that specializes in IT solutions 
relevant to public sectors and educational institutions in both domestic 2  and 
international markets. UNIwise is founded and owned by three partners; Rasmus 
Blok, Anders Færgemand and Steffen Skovfoged, and employ besides three full 
time technicians, whom in sum run and constitute the fundament of UNIwise (web 
1). 
 
UNIwise was in the spring of 2013 nominated as “best immaterial product” in 
Business Region Aarhus’ Entrepreneurship contest, and won a prize for their 
innovative solution called “WISEflow” (web 2). WISEflow is an online tool that 
digitalizes educational examinations, by facilitating the whole process online, in 
terms of examination design, -presentation, -execution, -submission, -evaluation 
and -storing of examinations (web 3). 
 
From a student’s perspective, WISEflow increases the service and safety of the 
examination, as the legitimacy regarding the submission and the evaluation of the 
exam paper are improved through online expedition. The current use of paper-
based examinations include the disadvantage of missing- or mixing up exam papers 
through administrative work, when evaluating and storing exam papers. 
Furthermore, paper-based examinations complicate the written process of the 
examination, as most students are better suited when typing on computers than 
writing in hand. Also complications related to paper-based examinations hamper the 
deciphering of the examination answers due to the possibility of misinterpretation 
the handwriting. Such disadvantages of paper-based examinations are 
accommodated and solved by WISEflow. This was an attractive solution to the jury 
and they awarded UNIwise the Entrepreneurship prize (web 2). 
 
From the perspective of educational institutions, WISEflow reduces costs and 
administrative work as it downgrades operational- and distribution costs. This fact 
furthermore makes WISEflow beneficial for the environment, as it eliminates the 

                                                
2 The domestic market of UNIwise is Denmark (web 1). 
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excessive use of paper. Also, this fact speaks in favor of benefits related to 
educational institutions, as the “green” element of WISEflow improves educational 
institutions’ image of corporate social responsibility (web 3). 
 
WISEflow is ‘platform independent’, which means that no installation is required, as 
it only requires access to the Internet to be applied. Furthermore, the limited 
implementation makes WISEflow easy to apply for a broad range of educational 
institutions and students (ibid). 
 
UNIwise has due to its few years on the market not build an image or a brand from 
which the company can benefit when building sales propositions and entering new 
markets for potential sales. However, the Entrepreneurship prize that UNIwise 
received supports the actuality and benefits of WISEflow to both a broad range of 
educational institutions and their students (web 2). UNIwise is therefore assumed to 
be in possession of a desirable product, which even can be argued to contain an 
evident value for the students’ exam presentations. However, for the students to 
benefit from WISEflow, educational institutions must realize what they can gain by 
investing in WISEflow.  
UNIwise is therefore depended on the educational institutions willingness to invest 
in and believe in WISEflow, even though the end-consumers and the benefits of 
WISEflow speak in direct favor of the students. This fact challenges how UNIwise 
should present WISEflow through sales propositions, when convincing educational 
institutions about their gain, as educational institutions may value other gains than 
those valued by the students. 
 
The establishment and future success of UNIwise is therefore heavily depended on 
either convincing educational institutions through traditional marketing and sales 

propositions or finding new ways through which students can be ‘mobilized’ to 
emphasize the benefits of WISEflow and put a pressure on the educational 
institutions.  
The relevance of mobilizing students speaks when emphasizing benefits of 
WISEflow speaks furthermore in favor of developing and establishing an image of 
UNIwise. The opinion and experience of the students influence how UNIwise is 
positioned among competitors and guide further developments and improvements 
of WISEflow. 
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This in sum suggests, that both the image and product of UNIwise would benefit 
when striving to utilize students in favor of improving sales proposals of WISEflow. 
The reasoning behind this assumption is that utilizing students combined with 
developing sales propositions would improve UNIwise’s competitive position toward 
educational institutions, while generating credibility to UNIwise’s image. 
 
Because UNIwise is a newly founded company no fixed methods or processes 
exists when handling sales propositions of B2B and customer-relations. This fact 
makes UNIwise’s situation open to overall guidelines through which UNIwise can 
establish their image and implement WISEflow on the market. Furthermore, realizing 
that WISEflow represents a product that contains evident value to the students and 
not just educational institutions, speaks furthermore in favor of incorporating the 
power of the students to strengthen sales propositions toward educational 
institutions. Realizing the power that resides behind the power of students’ opinion 
and experience of WISEflow needs therefore to be explored and facilitated to 
improve the image of UNIwise and secure future sales. 

3.1 PROBLEM SPECIFICATION 

All researchers who study a non-researched area need to ask the following 
question: If it has not been done before, then what is the reason? In this case the 
answer lies in the lack of research supporting methods through which eWOM can 
be facilitated (Bezjian‐Avery, 1998; Anderassen & Streukens, 2009; Brito, 2012). 
With the diffusion of the Internet and emergence of social media researchers can 
now enter what used to be private, closed rooms3 (Andreassen & Streukens, 2009), 

which opens up the possibility of gaining insights into what drives eWOM and how it 
can be facilitated. With this new possibility the aim of the present paper is to 
contribute to the emerging research on eWOM and explore such in favor of 
improving sales propositions between B2B. 
 
When organizations engage in buy-/sell relations, the end-consumer is often 
unaware of the process and therefore unable to influence the decision-making in 
terms of affecting the type of purchase in question (Hutt & Speh, 2007). The nature 
of B2B collaboration considers basically the organizations in question to be both 
                                                
3 Private rooms are defined as a person’s relations, which will be elaborated further on within section 
7.2.1 (Andreassen & Streukens, 2009). 
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influential and influenced (ibid.), which mean that traditional B2B sales are made 
with no direct influence of the end-consumers. The end-consumer is in other words 
not considered an active co-creator of sales between B2B, but merely a purchaser 
of the product (ibid.). 
 
This paper will seek to examine the power and possibilities that reside behind the 
influence of end-consumers, which suggests that the structure of organizational 
communication needs to be revised. 

3.2 A GENERAL FRAME OF REFERENCE 

To offer an overview of the foundation to which the theoretical analysis and 
guidelines are built, a frame of reference to which the different theories are chosen 
is depicted below: 

 
 

           Figure 1, source: Own creation 

 
The figure portrays the outlined problem of the case in a general frame of reference, 
which identifies the main actors and their mutual relation when examining the main 
research question of the paper: 

B2B 
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The selling organization is depended on establishing a relation to the end-
consumers to facilitate eWOM in favor of the selling organization’s sales 
proposition.  
Furthermore, the selling organization engages in B2B relations with potential buying 
organizations, when formulating sales propositions. Examining how eWOM can be 
facilitated by the selling organization needs therefore to be examined in relation to 
the communicative process that resides within the buying center of the buying 
organization. Processes of communication within the buying center will be explored 
through the perspective of ‘individuals’, ‘sub-groups’ and ‘organizational goals’ 
outlined in chapter 5. 
The alliance between the selling organization and end-customers is hence the main 
focus of the paper and will be explored to influence organizational buying behavior 
(hereafter: OBB) of the buying center of the buying organization.  
 
The overall frame of reference is furthermore built on a communicative foundation, 

which indicates the actors’ mutual relation and potential influence on each other.  

3.3 THE STRUCTURE OF THE PAPER 

The following chapters are structured around the frame of reference outlined in 

figure 1, which suggests the following structure of the paper: 
 

• Chapter 4 introduces overall theories about structures of communication, 
and how such have developed and can be put in relation to each other 
through the Two-Step-Flow model by Katz & Lazarsfeld (1955). 

• Chapter 5 reviews literature concerning OBB to examine internal structures of 
communication within the buying center of the buying organization. This in 
turn will suggest different elements, which influence how members of the 

buying center communicate. 

• Chapter 6 presents an overall definition of social media and explains through 
findings of the previous chapter how organizational structures of 

communication are influenced by social media. 

• Chapter 7 reviews the literature of traditional WOM and examines the 
influence of eWOM and the underlying motives through which end-

consumers engage in eWOM. 
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• Chapter 8 presents a discussion of the propositions found within chapter 5 
and 7, to suggest some overall guidelines through which the selling 

organization can facilitate eWOM to strengthen sales propositions. 

• Chapter 9 includes expert interviews to both verify the propositions upon 
which the guidelines are build, and add different perspectives to elaborate on 

shortcomings and practical challenges of the guidelines. 

• Chapters 10-11 summarize the findings of the paper and imply overall 
perspectives through which the suggested guidelines are relevant. 

Furthermore, suggestions to further areas of research will be suggested to 
improve shortcomings of the suggested guidelines. 
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4 COMMUNICATION 

In order to understand the flow of communication that exists between the selling 
organization and end-consumers, and within the buying organization outlined in 
figure 1, this chapter introduces some basic communication theories to describe 
different structures of communication.  
The different structures of communication will later on be used in chapter 5 when 
examining internal structures of communication within the buying center of the 
buying organization, and in chapter 7 when examining the influence of eWOM.  
 
The following sections will provide the reader with a theoretical understanding of 
three basic structures of communication, to explain differences in communication 
flows. The chapter will furthermore introduce the Two-Step-Flow model to put the 
different flows into perspective, and to understand how structures of 
communication exist between end-consumers and organizations today. 
This will in sum provide an answer to research question RQ1: 
 

• How can the Two-Step-Flow model be used as a frame to put basic 
communication structures in perspective, and what challenges related to the 
flow of communication can be found within the model? 

4.1 INTERDEPENDENCIES OF COMMUNICATION 

Traditional, linear communication can be explained through the S-M-C-R (source-

message-channel-receiver) model developed by Berlo (1960). The model is not 
specific to any particular type of communication, but what is noteworthy within the 
model is the notion about the ‘source’ and the ‘receiver’ of communication being 
interdependent (Berlo, 1960). Berlo (1960) argues that four levels of 
interdependencies are used in communication to some degree: 
 

– Physical interdependence: The act of the source and the receiver having a 
physical presence with which to communicate. 

– Action-reaction interdependence: The process of the source encoding a 
message, which the receiver decodes and interpret, which provide the 

source with feedback. 
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– Expectations interdependence: The source anticipating the receiver’s 
response, which cause the source to adjust the message and channel so that 

the message will be decoded accurately, and reaches the receiver as the 
source intends. 

– Interaction interdependence: The mere goal of interdependence (Berlo, 1960: 

106). 
 
Such interdependencies help understand both the actors, components and process 
behind communication, which in sum constitute the fundament upon which 
communication exits. 
 
Having defined underlying elements of communication, three different structures of 
communication will be presented in the following sections. The terminologies of the 
components within the S-M-C-R model will be used through out the sections, to 
ease an understanding of the consistency between concepts and actors involved in 
the evaluated structures of communication.  

4.1.1 Interpersonal Communication 
Interpersonal communication (IPC) represents the simplest form of communication, 
to which the interdependencies of Berlo’s (1960) S-M-C-R model is most clear. 
IPC can broadly be defined as “those messages that occur between two, 
interdependent persons; IPC messages are offered to initiate, define, maintain or 

further a relationship” (web 4). Hereby, IPC represents communication that is 
personal and occurring between two people, whom are more than acquaintances. 
This fact suggests that IPC messages are more than a gestural act of 
communication between two individuals, but refers to both the content and relation 

of the communication exchanged (ibid). 
 
IPC is also referred to as direct one-to-one communication, which suggests that the 
flow of communication between the source and the receiver is seen as dyadic4. 
One-to-one communication is relatively easy to measure and it is possible to predict 
the outcome due to its simple structure (Pitta & Fowler, 2005). However, because 
the structure behind one-to-one communication represents the fundament of a 
simple communicational act (i.e. the concepts of the S-M-C-R model), the richness 
                                                
4 Dyadic refers to the interaction between two people, which is seen as depended on the response of 
one another. Dyadic communication flows therefore both ways between source and receiver. 
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and dynamic of the communication flow is not captured in a broader context (Pitta & 
Fowler, 2005). 
 
An interesting aspect of one-to-one communication relates to the network of the 
source, which the source has the possibility to influence (ibid.). Because the 
source’s network constitute of peers (i.e. possible receivers), the source is likely to 
influence these through communication, in the sense that they are “familiar” and 
know each other. This notion about familiarity is in sum what determines the high 
influence that one-to-one communication has, which furthermore suggests that this 

type of communication structure is effective in its intensity, but rather limited in 
reach. 

4.1.2 Mass Communication  
Conversantly, the source can be seen in a structure were the source passes on 
information to numerous receivers, whom are not necessarily within the source’s 
network (Pitta & Fowler, 2005). Such communication is called mass communication 

or one-to-many communication. The only difference between one-to-many 
communication and mass communication is that the latter uses a medium to reach 
numerous receivers (ibid.). Because of new technology, it has become easier for one 
source to reach an unlimited number of receivers, which increase the possibility of 
influencing more receivers (Kiecker & Cowles, 2001). The wide range of technology 
available therefore suggests that the term mass communication apply to most 
situations where one source communicates to many receivers.  
 
Mass communication represents a one-way flow of communication (Pitta & Fowler, 
2005), which can be seen through the simple act of a company sending out a 
newsletter. Pitta & Fowler (2005) argue that a one-way flow of communication is 
useful when making contact with multiple receivers, but the effectiveness is limited 
in its intensity due to limited possibilities to provide feedback and because the 

relation between source and receivers are less personal (Pitta & Fowler, 2005). 
Because the receivers are unable to respond to the information received, the 
outcome of the perceived information is furthermore less possible to predict. 
 
Resent technologies strive to incorporate response features to communication 
mediums, to improve the flow of communication between source and receivers, and 
improve the personal relation between source and receiver (Kiecker & Cowles, 
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2001). Such examples include e-mail features allowing the receiver to respond to 
the information received, which suggests that communication is extended and able 
flow both ways between source and receivers (Pitta & Fowler, 2005). 

4.1.3 Many-to-many Communication 
This communication structure differs from the two previous structures in the sense 
that no central source of information or influence exists. Instead, numerous less 
influential sources provide information to multiple receivers, whom represent both 
sources of information and receivers at the same time (Pitta & Fowler, 2005). Such 
structure is often seen within a group of two or more individuals, where each 
member is perceived to have a mutual influence on each other. Information within 
group communication is available to everyone, which furthermore implies that the 
shared content is not private in nature (ibid.). 
 
This structure is referred to as many-to-many communication (Pitta & Fowler, 2005), 
which indicates that communication occurs between multitudes of sources. 
Because the relation between the sources is less personal the shared content is 
perceived as less significant (ibid). This fact suggests that the information of each 
source is less influential in it self, but can be improved when combined with the 
information of the other sources. In other words, the information of each source 
represent more in sum, which implies that the flow of communication between 
many-to-many can have a synergistic effect 5 . This effect suggests that 

communication is more powerful when including more sources of information. An 
example of this communicative effect occurs when customers express their 
opinions of a certain product, which afterwards is perceived as the dominant 
opinion of the customers’ opinions. This fact implies that communication can 
influence subsequent communication, which increases with the number of 
messages shared (ibid.). 
 
The structure of many-to-many communication speaks in favor of a vivid and 
evolving flow of information and interaction, which allow numerous individuals to 
communicate across- and in between relations. This fact makes many-to-many 
communication a dominant structure of communication, which has evolved through 

                                                
5 The synergistic effect is explained through the basic idea of General Systems Theory, which suggests 
that the whole equals more than the sum of its parts (Bertalanffy, 1969). 
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the diffusion of the Internet (Bickart & Schindler, 2001). (see summary of the 
evaluated structures of communication in appendix 1). 
 
In the following section the structure of all three types of communication will be put 
into perspective, by introducing the Two-Step-Flow model by Katz & Lazarsfeld 
(1955). 

4.2 THE TWO-STEP MODEL 

Within the history of organizational communication, the Two-Step model has 
dominated the field for more than 30 years (Windahl et al., 2009). The model is 
based on a study about social influence, and states that information provided from 
mass media reaches the general public indirectly, through opinion leaders’ 

perception of the information from mass media (Katz & Lazarsfeld, 1955). Opinion 
leaders represent experts in mediating information gathered from the given media, 
and are those initially exposed to specific media contents (Windahl et al., 2009). 
This notion about opinion leaders, was added to the previous model of mass 
communication called the Hypodermic model, which suggested that mass media 
unidirectional influences individuals. Contrary, by considering opinion leaders as 
intermediary links that shares information between the mass media and the 
individuals, organizational marketers could formulate and target information in favor 
of such, to reach the broad public of consumers and potential customers (Katz & 
Lazarsfeld, 1955).  
Opinion leaders are in sum what differentiate the Hypodermic model from the Two-
Step-Flow model, which suggests an indirect flow of communication between 

organizations and individuals in society (see appendix 1). 
The Two-Step-Flow model is unique in its structure as it connects different 
structures of communications:  
The structure of mass communication can be seen between the mass media and 
opinion leaders. The mass media represents within the model the source of 
information, through which opinion leaders decode information. The flow of 
information is seen as one-way, which suggests that opinion leaders are not able to 
respond directly to the source of information from the mass media (Windahl et al., 
2009). 
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Opinion leaders pass in turn the decoded information from the mass media on to 
multiple receivers in society (ibid.). The types of communication can be described as 
both IPC- and one-to-many communication: 
The relationship between opinion leaders and individuals in society represents in 
some situations interpersonal relations, which suggests that the opinion leader 
spread information to receivers within the opinion leader’s personal network through 
WOM (ibid.). This specific communication tool will be elaborated further on in 
chapter 7. 
Furthermore, because opinion leaders represent a certain position in society they 
are able to spread information to receivers beyond their personal network. This 
communication structure represents one-to-many communication, and is caused by 
the fact that opinion leaders are defined as: “People, who tend to consume more 

media output, discuss certain themes with others, and participate more in 
organizations than do others in their immediate environment” (Windahl et al., 2009: 
71). This definition states that opinion leaders are more ‘knowledgeable’ and 
consume more information than regular individuals in society, which in turn cause 
multiple receivers in society to listen to and seek information from the 
communication of opinion leaders. 
 
In sum, the flow of communication within the Two-Step-Flow model suggests that 
information flows indirectly from organizations through opinion leaders to 
individuals, which recognizes opinions leaders as the focal point of communicational 
interaction (Windahl et al., 2009). This further implies that opinion leaders are in 
control of communicative structures, as how they decide to spread information 
influences both the information available and to whom it is available.  

4.2.1 Critique of the Two-Step Flow Model 
In general, multiple theorists have criticized the Two-Step-Flow model for over-
simplifying the flow of communication (Weiman et al., 2006; Watts & Dodds, 2007; 
Windahl et al., 2009). The diffusion of the Internet challenges the importance and the 
role of opinion leaders, as information is able to pass through and exist between 
more links through different medias (Windahl et al., 2009). This fact implies that the 
communication can derive from more sources of information, which influence the 
communicative structure and hereby the flow of communication between 
organizations and individuals in society. 
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The Two-Step-Flow model focus on information that stems from organizations, 
which mean that other sources of information are not considered (Weiman et al., 
2006). Expanding the source of information to include that of individuals in society 
suggests that the flow of communication should be considered as ‘cyclical’: i.e. 
when people in the environment learn about information they are stimulated to pass 
it on and/or discuss it with other people (ibid.). This fact points toward the possibility 
of considering many-to-many communication among individuals in the society, as 
focal points of information sources and -exchange within the model.  
 
Because the Two-Step-Flow model was developed during the 1940s the mass 
media is not considered in terms of social media6 from the diffusion of the Internet, 
but only recognizes traditional communication tools like broadcast- and print media 
(Windahl et al., 2009). This can furthermore be argued to influence the whole 
fundament upon which communication flows between organizations and individuals 
in society: The ability of social media expands the one-way flow of communication 
suggested in the Two-Step-Flow model, as communication is possible to flow both 
ways between organizations and individuals in society through social media 
platforms (Bezjian-Avery et al., 1998; Pitta & Fowler, 2005; Kaplan & Haenlein, 
2010). The importance of considering social media from the diffusion of the Internet 
within the model furthermore supports the possibility of many-to-many 
communication among individuals in society. This point of departure will be 
explored further within chapter 7 concerning eWOM.  
 
Lastly, the role of opinion leaders within the Two-Step-Flow model can be criticized 
to be somewhat unclear in terms of both guiding how organizational marketers 
should structure communication, and when explaining how information is passed on 
to individuals in society (Weiman et al., 2006). Watts & Dodds (2007) support this 

concern and add further that the role of opinion leaders are only considered 
influential under some conditions, but that it is far from likely that opinion leaders 
posses a ‘facilitating’ role of information exchange in every case (Watts & Dodds, 
2007). This critique speaks in favor questioning who is in ‘control’ of communicative 
structures and the perception of information that derives from such structures. 
Furthermore, questioning the role of opinion leaders within the Two-Step-Flow 
                                                
6 Social media is within this paper considered the focal element of digital media, which have derived 
from the diffusion of the Internet. Arguments in favor of this focus will be elaborated further in chapter 
6, concerning social media communication. 



 

 23 

model suggests that marketers should consider more sources of information when 
structuring organizational communication. 

4.2.1.1 Prerequisites Of Communication 
To address the critique of the Two-Step-Flow model the following prerequisites 
have been made: 
 

• Social media expands the flow of communication between organizations and 

end-consumers. 

• Communication between individuals in society creates both social- and 
informational networks, which represent the influence of eWOM. 

 
The first prerequisite indicates a challenge when structuring the communication 
paradigm of the organization, which arises through the expanded view on 
communication flows that stems from social media. Furthermore, the existence of 
social media can be assumed to change the flow of communication within the 
buying center of the buying organization, which will be dealt with in depth in chapter 
6. 
The second prerequisite reveals the importance of considering the power of ‘mass 
opinions’ within society as disseminators of information besides opinion leaders. 
This prerequisite will constitute the main fundament upon which more propositions 
regarding the influence of eWOM will be addressed in chapter 7. 
 
In sum, the two prerequisites question how communication flows between 
nowadays organizations and individuals in society, as the availability of social media 
and the diffusion of the Internet have brought new structures of communication 
technologies along.  
The critique of the Two-Step-Flow model indicates therefore that the model 
represents an old version of how communication flows, which suggests that the 
organizational marketer needs to structure and engage in communication with 
consumers in society differently. This notion will be evaluated further within chapter 
8, concerning the new role of the organizational marketer. 
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5 ORGANIZATIONAL BUYING BEHAVIOR 

The purpose of this chapter is to examine how communication flows within the 
buying center of the buying organization. The chapter seeks to narrow down 
relevant elements that influence communication of the buying center, which will be 
explored to provide a deeper understanding of communication between members of 
the buying center and external sources of information. 
 
The chapter will provide the reader with a theoretical evaluation of traditional 
frameworks of OBB, to develop a framework of elements, which have been found to 
influence communication within the buying center of the buying organization. 
Throughout the evaluation of the different frameworks, the case to which the paper 
is build will provide examples to support the examination of different structures of 
communication. 
This chapter will therefore address research question RQ2: 
  

• What elements related to organizational buying behavior influence 
communication within the buying center of the buying organization? 

 
The chapter will lastly suggest what overall elements influence communication 
within the buying center to develop propositions in terms of discussing motives for 
listening to eWOM. 

5.1 HISTORICAL REVIEW OF ORGANIZATIONAL BUYING BEHAVIOR 

Several research studies have attempted to study influences on the buying center’s 
composition and structure, and individuals involved in business buying decisions, to 
determine its effect on organizational decision-making (Jackson et al., 1984; 
Anderson & Chambers, 1985; Lynn, 1987; McQuiston, 1989; McWiliams et al., 1992; 
Dowling, 1994; Lichtenthal & Shani, 2000). 
However, a lack of consistency and continuity in the research methods and 
objectives has limited the generalizability of these works (Ghingold & Wilson, 1998; 
Lichtenthal & Shani, 2000): “In some studies only parts of the buying process were 
examined. In others, only single respondents or convenience samples were used. In 

the absence of consistent, complementary research which examines the complete 
buying process as experienced by multiple buying center members in a firm, 
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generalizable conclusions regarding the dynamic nature of buying center structure 
and its implications for business marketing practice remain cloudy at best” (Ghingold 

& Wilson, 1998). The last notion within the quote concerning “marketing practices” 
suggests that the lacking overview on elements influencing OBB challenges the 
work of the selling organization’s marketer, when formulating strategic 
communication. 
Even through the previous focuses within the frameworks of OBB have focused on 
what influences decision-making within the buying center the frameworks each 
indicate different elements through which certain structures of communication are 
influenced. Because decision-making in sum rests upon the communication within 
the buying center and between the buying center and the external sources of 
information (Ghingold & Wilson, 1998), elements influencing decision-making of the 
buying center are founded upon different structures of communication (Lichtenthal & 
Shani, 2000). 
 
Grasping different structures of communication within the buying center will 
therefore be used as the focal point of departure when examining the 
communicative perspective upon which the different frameworks of OBB have been 
developed. 
Considering the lack of consistency between previous researches, the following 
sections will set out to explore the most recognized frameworks of OBB to 
determine which features have been evaluated, when understanding communication 
within the buying center. 
 
The most recognized frameworks of OBB are those by Robinson, Faris & Wind 

(1967), Webster & Wind (1972) and Sheth (1973). These three frameworks have been 
recognized by multiple researchers to shape the general understanding of OBB 
since the 1960s, and have helped derive a classification of overall elements 
influencing the buying center (Jackson et al., 1984; Anderson & Chambers, 1985; 
Lichtenthal & Shani, 2000).  
To give an overview of which elements the different frameworks have considered to 
influence the communication of the buying center, an overview of the four 
frameworks are given below: 
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5.1.1 The Buy-Grid 
The OBB framework developed by Robinson, Faris & Wind (1967) is called the Buy-
Grid, and provides, as the name implies, a frame of reference for examining 

procurement activity within an organization (Robinson et al., 1967). 
The framework distinguishes between three buy-classes and eight buy-phases, 
through which the classification of business buying situations altering the duration of 
the organizational buying process is considered (Robinson et al., 1967). The buy-
class in question determines in other words the number of buy-phases that are 
relevant to the buying center, which in sum constitute the fundament upon which 
OBB derive.  
See an overview of the framework in the appendix 2. 
The focus of the framework is to describe the process behind OBB, where one 
purchasing agent is recognized to be in charge (Robinson et al., 1967). Because the 
framework does not recognize the influence of more individuals shaping the 
procurement activity (ibid.), communication between members of the buying center 
is not considered within this framework.  
Also, because the framework does not consider the personal characteristics of the 
purchasing agent, the framework does not provide a deeper understanding of the 
complexity of the buy-phases, from a communicative perspective (Anderson & 
Chambers, 1985; Lichtenthal & Shani, 2000).  
However, the eight buy-phases of the framework indicate different structures of 
communication, which can be exemplified by referring to the case upon which the 
paper is build: 

5.1.1.1 Identify Problem And Receive Feedback 
Buy-phase 1, 2 and 8 illustrate the identification of a need, which a purchase is 
believed to solve, and the subsequent feedback of the purchase (Robinson et al., 
1967). These phases speak in favor of several structures of communication, which 
include both; IPC-, group communication- and many-to-one communication 
structures. This is due to the fact, that educational institutions are influenced by a 
broad variety of informational source, which both imply a problem or initiate a need, 
and provide feedback on the purchase: The ‘Strategic Partnerships’ of Copenhagen 
Business School (hereafter: CBS) influences transformational initiatives, which guide 
the identity and future direction of CBS in terms of research and educational 
improvements (web 5). For the partners to provide information relevant to an 
initiative at CBS, both structures of IPC, group communication and many-to-one 
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communication exists between the head of the partnership and the ‘Purchase 
Center’ of CBS (ibid.).  

5.1.1.2 Active Search Of Solutions 
Buy-phase 4 illustrates the process through which potential solutions are sought 
(Robinson et al., 1967.), which implies similar structures of communication 
mentioned in buy-phase 1, 2 and 8. The only difference is that one-to-many 
communication replaces many-to-one communication, as educational institutions 
represent the source of communication when seeking solutions within their 
networks. At CBS, the Academic Advisory Board 7  communicates with both 
suppliers and strategic partnerships when accommodating transformational 
initiatives (web 6). 

5.1.1.3 Evaluate And Analyze Options 
Buy-phase 5 and 6 illustrate the analysis and evaluation of different purchase 
options (Robinson et al., 1967), which speaks in favor of IPC- and group 
communication structures within the buying center. Even though the framework 
does not recognize communicational dynamics among members of the buying 
center (Robinson et al., 1967), processes of analysis and evaluation are seldom 
carried out without the verification of others (Anderson & Chambers, 1985; 
Lichtenthal & Shani, 2000): CBS’ Academic Advisory Board gives advices to the 
Dean, which suggests that group communication represents the fundament for the 
head of the board to inform and advice the Dean through IPC structures (web 6).  

5.1.1.4 Administration And Communication Alignment 
Lastly, buy-phase 3 and 7 represent administrative work connected to the eight 
buy-phases, which speaks in favor of communication through different IT systems 
to enable and align communication across units involved in the purchase: 
Connected to the Purchase Center of CBS is the sub-unit ‘Shared Central Services’, 
which administrate supporting tasks related to purchase (web 7). The unit is 
founded upon IT databases and -systems to administrate and coordinate activities 
across different units within the Purchase Center and sub-units like the Academic 
Advisory Board (ibid.). Because the administrative work is made through IT systems, 
the structures of communication to support and align information of a purchase 
                                                
7 The Academic Advisory Board is a sub-unit to the Purchase Center of CBS. The Academic Advisory 
Board engages in bidirectional structures of communication with strategic partnerships (e.g. through 
IPC and many-to-many communication) once the Purchase Center of CBS has engaged in 
transformational initiatives (web 5). 
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speak in favor of IPC and many-to-many communication, which are manageable 
through IT communication systems (Afuah, 2003). This in turn suggests that the flow 
of communication within the buying center of educational institutions is facilitated 
through ‘online’ communication and not only constitute face-to-face communication 
(Johnston, 1981). 
 
Because the Buy-Grid framework does not explicitly recognizes the ‘personal’ 
aspect upon which the buy-phases are influenced, a deeper understanding of the 
communicative flow within the buying center is restrained. The eight buy-phases 
only indicate the existence of various communication structures through which a 
key-decision maker engage in communication with different sub-units of the buying 
center (i.e. the Academic Advisory Board and Shared Central Services). Therefore, 
more information is needed when determining what influences the different 
structures of communication within the buying center of educational institutions. 

5.1.2 The WW Framework 
Webster & Wind (1972) developed a framework of five dimensions through which 
different elements are identified to influence OBB.  
The Webster & Wind framework (hereafter: the WW framework) is categorized as a 
complex framework, as it considers both task elements (rational/economical factors) 
and non-task elements (non-rational/psychological factors) that influence structures 

of communication simultaneously (Johnston & Bonoma, 1981). This 
comprehensiveness of the framework makes it possible to evaluate multiple and 
even conflicting elements of communication within each dimension at the same 
time, which provides a deeper understanding of specific structures of 
communication, compared to that of the Buy-Grid. See an overview of the 
framework in the appendix 3. 
The framework has been developed to fit any buying situation (Webster & Wind, 
1972), which suggests that the framework is not inhibited by situational restrains. 
However, this fact may also be a limitation of the framework, as its generalizability 
might overlook minor but important elements related to situational influence, which 
affect structures of communication (Lichtenthal & Shani, 2000).  
 
The WW framework was the first framework to recognize the communicative flow of 
information that exists between the dimension of the environment and internal 
dimensions of the organization (Webster & Wind, 1972). This set-up speaks in favor 
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of the communicative structure of many-to-many communication, which suggests 
that multiple sources from the environment reach and communicate with various 
organizations (Pitta & Fowler, 2005) and more specifically the members within the 
organizations. This communicative structure supports similar findings of the Buy-
Grid’s buy-phases 1, 2 and 8, which emphasize that educational institutions are 
influenced by multiple sources of information from the environment through 
structures of many-to-many communication (web 5). 
 
Even through the WW framework identifies the flow of communication to stem from 
a macro-perspective to a micro-perspective the framework does not explain the 
coherence and likely influence between the different elements within the dimensions 
(Anderson & Chambers, 1985; Lichtenthal & Shani, 2000). This shortcoming of the 
framework blurs an understanding of the communicative flow that exists within the 
buying center. 
However, because the framework outlines in more detail different elements of the 
dimension of the buying center, structures of communication can contrary be 
estimated through an examination of the four main elements of the buying center: 

5.1.2.1 Technology 
The element of technology speaks in favor of communicative structures that reside 
upon IT systems, which define the management and information system that are 
involved in the decision-making (Webster & Wind, 1972). Contrary findings from the 
Buy-Grid’s buy-phase 3 and 7, the WW framework’s perspective on IT systems 
speaks in favor of communication that extend administrative purposes and 
communication among units within the buying center: IT systems enables 
educational institutions to seek and find new and relevant information through online 
environments that extend internal organizational databases (Afuah, 2003; Matuszak, 
2007; van Zyl, 2008; Qualman, 2009). An example of such attempts includes the 
‘Biobusiness & Innovation Platform’ of CBS, which seeks to improve learning 
opportunities related to course programs and research (web 8).  
This example furthermore represents a more modern take on IT systems, which 
have been enabled through the diffusion of social media platforms (Kaplan & 
Haenlein, 2010). 
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5.1.2.2 Group Structure 
The element of group structure defines the roles of the members of the buying 
center and their interactions (Webster & Wind, 1972). Because the group structure 
reflects communication that is internal to the buying center, structures of 
communication are similar to the findings from the Buy-Grid’s buy-phase 5 and 6 
(i.e. IPC- and group communication structures). The group structure influences 
communication between sub-units within educational institutions’ buying centers, 
which speak of a complex system of interdependent units: Examples of such 
structures of units can be found within CBS’ ‘Purchase Center’, which contains 
different projects that are handled by various units (web 9). However, to align 
information within each unit, additional structures of communication need to ensure 
that the communication is aligned within the buying center. This structure could be 
both IPC (e.g. between project managers of to units) and many-to-many 
communication (e.g. between project managers of more than two units). 

5.1.2.3 Group Task 
The element of group task is similar to the overall buying process outlined through 
the Buy-Grid model. However, the WW framework recognizes the group task to be 
defined by organizational goals and influenced by specific members at the various 
stages of the process (Webster & Wind, 1972). Organizational goals are 
communicated through internal structures of communication, which can be argued 
to represent one-to-many communication structures. Examples of such 
communication are found through educational institutions’ use of ‘Guidelines’ and 
‘Best Practices’: CBS’ strategy unit has formulated a ‘Business in Society Strategy’ 
through which future goals and standards are communicated to internal units of 
CBS and CBS’ network (e.g. stakeholders, strategic partnerships and students) 
(web 10). In other words the use of one-to-many communication and mass 
communication structures allow educational institutions to reach a broad audience 
of the institutions’ external network, while securing alignment between internal units 
of the buying center (Pitta & Fowler, 2005). 

5.1.2.4 Members’ Characteristics 
The final element; members’ characteristics, illustrates the individual goals and the 

personal backgrounds of the members of the buying center, which affect how 
communication is perceived and responded to (Webster & Wind, 1972). This 
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element suggests preferred structures of communication through which the member 
of the buying center is willing to engage in communication. 
This in turn implies that members of the buying center within educational institutions 
are more likely to engage in communication with certain individuals/groups, which 
affect the decision-making of the buying center. Examples of this tendency speak in 
favor of team-collaborations within- and across the buying center, which suggests 
that certain structures of communication are utilized more than others: At CBS the 
Purchasing Center engage in communication with the different sub-units within the 
institution and with different partners of the institution’s network (web 11). What 
facilitates and drives individual motives of engaging in communication both within 
and across the Purchase Center of CBS is not outlined in detail, but is indicated 
through the organizational structure of the institution (ibid.). 
 
To understand what drives certain structure of communication, more information is 
needed about underlying drivers of individuals’ goals and personal background. 
This in sum suggests that the WW framework is effective when determining overall 
elements of the buying center to which different structures of communication exists, 
but rather limited in detail, when understanding the underlying fundament upon 
which certain structures of communication are preferred. 
 
The WW framework provides in contrary to the Buy-Grid model a more broad view 
on elements of the buying center and the ‘personal’ aspect of communication, by 
recognizing the existence of group-structures and personal characteristics within 
the buying center. Therefore, the final framework of OBB that will be examined is 
chosen due to its strong focus on personal expectations, which constitute the 

fundament through which a deeper understanding of structures of communication 
can be examined. 

5.1.3 The Integrative Framework 
Sheth (1973) developed a framework focusing on the process of joint-decision 

making of OBB, called the Integrative Framework of Industrial Buying Behavior 
(Sheth, 1973: 51).  
The framework highlights the personal element of the members of the buying center 
as the main driver of OBB (Sheth, 1973), which makes the framework ideal when 
examining underlying determinants of preferred structures of communication within 
the buying center. See an overview of the framework in the appendix 4. 
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The framework highlights three factors (i.e educational specialization, perceived role 
and lifestyle), which suggest underlying expectations that determine structures of 

communication, which the members of the buying center are likely to engage in 
(Sheth, 1973): 

5.1.3.1 Educational Specialization 
The educational specialization of the individual member of the buying center 
generates substantially different professional goals and values (Sheth, 1973). This 
fact leads members of the buying center to seek sources of information that are 
relevant to fulfilling both individual and organizational goals (Anderson & Chambers, 

1985). Because members of the buying center have different goals the need for 
information spans wide, which suggests structures of communication that expands 
the organizational frame (ibid.). This notion furthermore supports the findings of the 
element of technology within the WW framework, which suggested that members 
engage in IPC- and many-to-many communication structures, when searching for 
information.  
The increased demand for information to facilitate joint decision-making within the 
buying center suggests that members of the buying center seek sources of 
information to collect evidence in favor of their goals (Sheth, 1973). This furthermore 
indicates that members of the buying center engage in bidirectional structures of 
communication to secure maximum benefit from sources of information (Anderson & 
Chambers, 1985). The benefit of bidirectional structures of communication allows 
members to engage in dialog with multiple sources of information and to get 
feedback from the sources (Pitta & Fowler, 2005). This in sum makes it easier for the 
member to select the information needed among the sources of information 
available, to strengthen their goals when engaging in joint decision-making. 

5.1.3.2 Perceived Roles 
In addition, individual and organizational goals might generate conflicting 
perceptions of roles within the buying center (Sheth, 1973), which support the need 

for internal guidelines to set roles and perceptions straight within the buying center 
(Anderson & Chambers, 1985). Examples of such communication are similar to the 
findings of the element of group task within the WW framework, which suggested 
structures of mass communication within the buying center. 
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Looking into determinants of members’ roles suggest that: “(…)individual and 
organizational goals combine a frame of reference or a point of view that guides 

each individual and determines their interpretation of the behavior of other members 
of the buying center” (Lichtenthal & Shani, 2000: 222). When changes occur in either 
the organizational or personal goal reference, the member’s behavior will change, 
which cause the relationship and perception of the member’s role to change 
accordingly (Sheth, 1973; Lichtenthal & Shani, 2000). 

This fact suggests that the relationship between the members of the buying center 
is sensitive to changes in organizational- and individual goals, which influence how 
and to whom the members of the buying center communicate with. Furthermore, 
because the communicative structure is sensitive to changing goals, members are 
likely to obtain temporary behaviors, which suggests that a fixed communication 
structure between the members of the buying center is unlikely (Lichtenthal & Shani, 
2000). 
 
Yet another aspect of perceived roles is related to the different sub-units within the 
buying center (Zaltman & Bonoma, 1977). It is recognized that different sub-units are 
involved within the buying center over time and that units involved in the buying 
process may overlap each other’s functions (ibid.). This fact speaks in favor of group 
communication structures within the buying center, in order to align both knowledge 
and information between members and units (ibid.). Furthermore, because different 
sub-units are in charge of different stages of the purchasing process (ibid.), it can be 
estimated that the sub-unit in charge of the specific part of the buying-process, 
determines which structures of communication are dominant within the buying 
center at the given moment (Choffray & Lilien, 1978). 

5.1.3.3 Lifestyle 
The lifestyle of the members of the buying center furthermore influences the overall 

perception upon which expectations related to structures of communication are 
made (Sheth, 1973).  
To determine the individual lifestyle of the members of the buying center, it is 
possible to conduct psychographic scales regarding individuals’ interest, activities 
and values as professionals (ibid.). Such information brings insights into the “lens” 
through which communication derives and the outcome of the information perceived 
by the individual member: 
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The lens through which members interpret information from communication 
constitutes the fundament upon which members engage in communication, as the 
member will be more or less open to specific sources of information (Sheth, 1973). 
Assuming that this statement is valid furthermore suggests that it is possible to 
direct influence in favor of the individual member’s lens, to influence how 
information is perceived and by that the behavior and decision-outcome of the 
buying center. However, because the lenses vary among members of the buying 
center, influence should be formulated individually to influence the specific member 
of the buying center (Choffray & Lilien, 1978). 

5.1.3.4 Active Search 
1b represents sources of information, to which the members of the buying center 

engage in communication (Sheth, 1973). The framework explains the flow of 
communication between the sources of information and members of the buying 
center as one-way (see “1c” within figure 6), meaning that the members actively 
have to seek the sources to be influenced by them (ibid.). This fact can be argued to 
complicate a deeper understanding of the structure through which members 
communicate with external sources of information, as the possibility of bidirectional 
communication is not considered (Anderson & Chambers, 1985; Lichtenthal & 
Shani, 2000). However, focusing on the personal perspective through which the 
framework is build, suggests that members actively structure communication in 
favor of their own position (Sheth, 1973). Furthermore, adding this perspective to the 
contrary perception of the communication flow within the WW framework suggests 
that communication can be viewed as either centered on sources of information or 
members of the buying center. 
In sum, communication flows both from and to the buying center, which means that 
members of the buying center are both active participants of creating structures of 
communication, but also targets to structures of communication that derive from 
external sources of information (Choffray & Lilien, 1978). 

5.2 A COMMUNICATION FRAMEWORK OF THE BUYING CENTER 

From the examination of the three frameworks it was made clear that each 
framework build upon elements outlined in the previous framework, which has 
provided a coherent and thorough understanding of different elements influencing 
communication within the buying center. 
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In sum, the examination has been centered on three overall elements within the 
buying center, which determine how communication flows between the members of 
the buying center and external sources of information: 

 
            Figure 2, source: Own creation 

 
The Buy-Grid framework (Robinson et al., 1967) provided an understanding of 
elements related to the buying process, which influenced structures of 
communication between the buying organization and external sources of 
information. Findings from this framework represent ‘the organization’, which 
dictates overall aims when engaging in structures of communication. 
The WW framework (Webster & Wind, 1972) provided in turn an understanding of 
elements related to the buying center, to which communication among sub-units 

within the buying center is influenced. Findings from this framework represent ‘sub-
units’, which influence structures of communication that is linked to collaboration 
within the buying center. 
Lastly, the Integrative framework (Sheth, 1973) provided a deeper understanding of 
elements determining how members of the buying center engage in- and perceive 
information from structures of communication. Findings from this framework are 
linked to ‘the individual’, and represent hence personal determinants of preferred 
structures of communication. 
To summarize the findings from the evaluation of the three frameworks, the 
following propositions can be made: 
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• P1: Members of the buying center engage in many-to-many communication 
when seeking information, solutions and feedback on purchase from external 

sources of information. 

• P2: Members of the buying center engage in group communication when 
aligning information regarding guidelines, project goals and knowledge 

sharing. 

• P3: Members of the buying center engage in IPC, group communication and 
many-to-many communication when seeking to fulfill both organizational- 

and individual goals. 
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6    SOCIAL MEDIA COMMUNICATION 
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6 SOCIAL MEDIA COMMUNICATION 

Social media platforms offers numerous possibilities for consumers to share their 
opinions, preferences and experiences, which by multiple theorists have been 
argued to influence communication within organizations and between organizations 
and end-consumers (Bezjian‐Avery et al., 1998; Afuah, 2003; Hennig‐Thurau et al., 
2004, van Zyl, 2008; Trusov et al., 2009; Solis, 2011; Brito, 2012).  
In relation to this statement, this chapter will examine how social media changes 
structures of communication within organizations, which briefly was indicated 
through structures of many-to-many communication in the previous examination of 
OBB. To undertake such examination this chapter will begin with a definition of 
social media, in order to understand the concept of communication that resides 
behind the use of social media platforms. 
 
Specific social media platforms upon which communication exists will not be 
considered, as focus will be restricted to the communicative effect of social media 
as a concept. This restriction is chosen based on the assumption that platforms and 
channels (i.e. social networking platforms like Facebook, Twitter, LinkedIn, 
Pinterest8) that currently are used to embody social media communication will 
change over time, while the communicative concept of social media will sustain 
through new platforms in the future.  
 
This chapter seeks to underpin the first prerequisite regarding the critique of the 
Two-Step-Flow model, outlined in chapter 4: 
 

• Social media expands the flow of communication between organizations and 
end-consumers. 

6.1 DEFINING SOCIAL MEDIA 

There are many definitions of social media, which all try to capture the vastness of 
the term. Among such definitions are both short versions: “Any tool or service that 
uses the Internet to facilitate conversations” (web 13), and more explanatory 
versions: “A group of Internet-based applications that build on the ideological and 
                                                
8 Data conducted from survey stating which social networking platforms is most popular, anno 2013 
(web 14) 
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technological foundations of Web 2.0, and that allow the creation and exchange of 
user-generated content “ (Kaplan & Haenlein, 2010: 61). None of these definitions 

seem adequate in explaining the communicative concept of both the frame and 
content of social interactions. The distinct meanings behind the words “social” and 
“media” are what combined makes the vastness of social media unique, and hence 
a brief evaluation of different perspectives upon the words “social” and “media” will 
be discussed to define the communicative concept of social media:  
 
The Internet is highlighted within both definitions as the “media” upon which the 
creation of content is founded. However, questioning whether the Internet captures 
the whole frame of social media, can be found when asking whether one needs to 
be online to create content? The answer to this question would be “no”, as one can 
choose to create content offline and then share it later online.  
Furthermore, the Internet is within the two definitions viewed as the “media” upon 
which interactions takes place, but one does not need to be “social” to be a part of 
interactions on the Internet. Similarly, one can be “social” without utilizing a 
technical medium, as social abilities extends beyond any medium. This in sum 
suggests that the contribution of the Internet does not capture the whole frame of 
social media.  
The “social” aspect of social media relates to the participants’ actions, which cause 
the frame of social media to exist. Therefore, the Internet is merely a tool through 
which communication and interactions take place, as it is useless without someone 
to wield it. This fact in sum suggests that the actions of the participants need to be 
addressed, when defining the communicative concept of social media. 
Taking these considerations into account, the definition that will grasp the 
communicative concept of social media within this paper, goes as follows: “Any 

virtual platform upon which user-generated information can be shared and that allow 
bidirectional communication”. 
This definition takes into consideration the versatility of both the frame and the 
content, which in turn implies that focus should be on the communicative abilities 
that allow content to be shared. 

6.1.1 Communication Structures 
Social media has been defined in terms of its communicative abilities, which allow 
structures of communication to extend the reach of face-to-face communication 
(Bezjian‐Avery et al., 1998; Kaplan & Haenlein, 2010). Communication through social 
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media platforms enables organizations to reach a higher percentage of consumers 
through structures of many-to-many communication (Hennig‐Thurau et al., 2004). 
Furthermore, communication through social media platforms has been found to 
reach numerous receivers much faster than mass communication through traditional 
mass media (van Zyl, 2008; Solis, 2011). 
 
Afuah (2003) argued in a study about social media’s ability to facilitate structures of 
organizational communication, that social media platforms enable both direct 
communication between organizations, and organizations and consumers, as well 
as indirect communication through which organizations reach individuals beyond 
the organization’s network (Afuah, 2003). This fact suggests that social media 
platforms enable multitude structures of communication (van Zyl, 2008): 
 
Structures of IPC speak in favor of e-mail and instant messaging, which allow 
private and confidential communication between organizations and actors of the 
organization’s supply chain (Andresen & Hallen, 2006). Furthermore, due to the 
possibility of identifying relevant receivers of information through social media 
(Ariyur, 2008), organizations can actively facilitate IPC and target specific receivers 
of information. 
 
Structures of many-to-many communication are seen within ‘informal forums’ like 
wikis9, which allow organizations to engage in bidirectional communication when 
discussing issues and/or share knowledge with staff, partners and customers 
(Brown & Duguid, 2000; Godwin-Jones, 2006; Matuszak, 2007; Ariyur, 2008). This 
structure of communication is the most recognized within social media platforms, 
and constitutes a unique possibility for organizations to engage in dialog with 
multiple actors, which allow organizations to derive information from both current- 

and potential consumers and increase knowledge related to the market (Brown & 
Duguid, 2000; Afuah, 2003; Ariyur, 2008).  
Lastly, structures of mass communication can be seen through traditional marketing 
statements on web pages and blogs made by the organization, which aim at 
targeting current- and potential consumers of the organization (Brown & Duguid, 
2000, Pitta & Fowler, 2005). 
                                                
9 A wikis refers to a web-application that allows people to add, modify or delete content in 
collaboration with others. A wiki differs from a blog in that the content is created without any defined 
owner or leader (van Zyl, 2008). 
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6.1.2 Accessible Information 
Social media platforms represent multiple sources of information, which suggest 
that organizations advantageously can expand structures of communication to 
obtain information about current- and potential consumers (Afuah, 2003, McKinsey, 
2012): “The utilization of social media through Web 2.0 technologies support the 
maintenance of personal relationships, the discovery of potential relationships and to 

aid in the conversion of information from potential ties into weak and strong ties” 
(van Zyl, 2009: 915). This quote emphasizes the connecting ability that social media 
platforms have, as social media platforms constitute information that is easy to 
access (Brown & Duguid, 2000). 
Social media has been found to influence how organizations coordinate activities, 
conduct commerce and collaborate (Afuah, 2003; McKinsey 2012). This fact implies 
that many organizations already exploit social media platforms as a means through 
which costs can be reduced and flexibility enhanced to meet the changing market 
conditions (Afuah, 2003; Thomas, 2004; Solis, 2011). In sum, the information 
available on social media platforms can therefore be argued to help organizations 
optimize businesses, which suggests that organizations engage in communication 
on social media platforms to improve their competitive position (van Zyl, 2008). 
 
No single government or commercial entity control social media, which increases 
the flow of information and the communicative interaction on social media platforms 
(Qualman, 2009). This furthermore suggests that communication on social media 
platforms have no barriers in terms of sharing content, which allow organizations to 
build relations and facilitate structures of communication in favor of organizational 
missions and performance goals (Afuah, 2003).  

6.1.3 Organizational Flow Of Communication 
Multiple theorists have argued that the numerous abilities to create and facilitate 
structures of communication along with the increased access to information on 
social media platforms have expanded the communication flows (Landry, 2000; 
Cairncross, 2001; van Zyl, 2009). Because more actors play a role in the 
communicative interactions on social media platforms, it can be argued that it 
influences the flow of organizational communication (Afuah, 2003): 
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Organizations constitute of people whom participate in communication and interact 
on social media platforms, which influence the internal structures of organizational 
communication (van Zyl, 2009; Kaplan & Haenlein, 2009): 
Brito (2012) argue that due to the fact that employees engage in communication on 
social media platforms, relations and information from such communication are 
drawn into the organization (Brito, 2012). This fact furthermore influences the 
interaction between units of the organization (Granovetter, 2005). A such scenario 
could be when an employee utilizes a relation that stems from communication on 
social media platforms in a work-related context. Due to the nature of the relation it 
is likely that the social media platform upon which the relation is build will represent 
the communication channel through which the relation can be utilized (ibid.). When 
utilizing such a relation, the communicative link to the relation becomes part of the 
organization’s communication structure, as other organizational unit must use the 
same communication channel to utilize the relation (Granovetter, 2004; Boyd, 2006).  
 
Furthermore, internal structures of organizational communication have been found 
to become more transparent due to the documented whereabouts of interaction and 
communication on social media platforms (Brito, 2012). This fact suggests that 
structures of communication within organizations are accessible and that it might 
even be possible for external parties to engage in this communication (Kaplan & 
Haenlein, 2010), which expands the flow of organizational communication. 
 
van Zyl (2009) argues in a study of the impact of networking from social media that 
weak ties (i.e. communication between people who do not know each other) are 
becoming more important for organizations, in order to gain access to specialist 
knowledge and information (van Zyl, 2009). This fact speaks in favor of 
organizations expanding external communication channels to include that of 

individuals with specialized knowledge: “Knowledge and information typically span 
across many types of communication tools, document formats, desktop 
applications, and sources within and outside the firewall (…). The integration of 

different modes of computer mediated communications into one application allows 
knowledge workers to aggregate information in an efficient manner (…)” (van Zyl, 
2009: 911). This quote suggests that organizations are able to consume more 
knowledge and information by applying communication technology from social 
media platforms that allow knowledge and information to be codified and shared 
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(ibid.). Furthermore, because communication technology on social media platforms 
allows asynchronous communication10, it has been found to increase productivity 
and work flow (Cairncross, 2001). Contrary, synchronous communication or real 
time communication (such as telephone calls and meetings) have been argued to be 
time consuming and interruptive which cause decreased productivity (ibid.). 
 
In sum, whether organizations chose to actively engage in communication on social 
media platforms or not, organizational structures of communication have been 
found to be both directly and indirectly influenced by communication on social 
media platforms. Solis (2011) among other theorists argue that organizations do a 
good deal in taking communication on social media platforms seriously, as 
organizational success or failure comes down to what people are saying about the 
organization online (Landry, 2000; Solis, 2011; Jurhagen, 2013). 
 
However, when organizations engage in communication on social media platforms 
certain risks are attached. Such risks are linked to how the organization structure 
and handle the communication, as miscommunication or a vague response to 
communication on social media platforms can cause organizational destruction 
(Landry, 2000, Jurhagen, 2013): “It requires both high communication skills and a 

deeper understanding of social media, to combine organizational strategies and 
online communication (…) engaging in communication online can cause irreversible 
damage, if the customer feels misunderstood or otherwise responded to wrongly” 

(quote; Jonathan Wichmann, Head of Social Media, Maersk Line: Jurhagen, 2013). 
However, the potential gains that are found when engaging in communication on 
social media platforms can be argued to be equally high: In nowadays business 
environments it is a common topic to explore opportunities that reside behind 
information on social media platforms, which even have been found to represent a 
matter of survival in modern business settings (McKinsey, 2012; Jurhagen, 2013). 
The challenges related to both exploiting communication through social media will 
be discussed in more detail in section 8.1, concerning the ‘new communication 
paradigm’ of the organization. 
  

                                                
10 Asynchronous communication is used to describe communications in which data can be transmitted 
instantly, rather than in a steady stream. 
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7    WORD OF MOUTH COMMUNICATION FLOW 
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7 WORD OF MOUTH COMMUNICATION FLOW  

To address the indicated shortcomings within the Two-Step-Flow model concerning 
many-to-many communication among individuals of society and the availability of 
online communication tools, this chapter will introduce the concept of eWOM 
communication. 
To examine how communication flows within an online environment, traditional 
WOM communication will be presented to explain the underlying aspects from 
which eWOM communication derive. 
This will in sum lead to an examination of the second prerequisite outlined in 
chapter 4, regarding communication among individuals in society within the Two-
Step-Flow model: 
 

• Communication between individuals in society creates both social- and 
informational networks, which represent the influence of eWOM. 

 
The chapter will furthermore examine motives for engaging in eWOM, to develop 
propositions in terms of discussing how end-consumers can be mobilized in order 

for the organizational marketer when facilitating eWOM. 

7.1 TRADITIONAL WOM 

One of the first studies of WOM was conducted by Katz & Lazarsfeld (1955), who 
found that personal recommendations transferred orally had a much greater impact 
on individuals’ opinion and behavior than mass media advertising (Katz & 
Lazarsfeld, 1955). Brooks (1957) supported this statement and furthermore 
suggested that networks of interpersonal relations could be used to sell products 
(Brooks, 1957). Researchers like Katz & Lazarsfeld (1955) and Brooks (1957) 

introduced in sum the influence that stems from personal contacts, which since 
have been exploited within the field of marketing, as an effective tool for causing 
lasting changes in consumer behavior (Schindler & Bickart, 2005; Keller, 2007; East 
et al., 2008). 
More recent research conducted on traditional WOM largely support this statement 
and furthermore found that personal recommendations related to purchase 
decisions reduced the level of doubt, which introduced the importance of trust 
related to WOM (Helm, 2000; East et al., 2008). 
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To get a deeper understanding of the different aspects involved in WOM, the 
following definitions will be evaluated: 
 
One of the first definitions about WOM stems from Arndt (1967) who defined WOM 
as: “Oral, person-to-person communication between a receiver and a 
communicator, whom the receiver perceives as non-commercial, concerning a 

brand, a product, or a service” (Arndt, 1967: 3). This definition emphasizes a non-
commercial aspect that resides behind WOM, which by contemporary researchers 
later have been agreed to constitute the main fundament upon which 
communication derive (East et al., 2008).  
 
In relation to this aspect, a later definition by Stern (1994) propose the following 
definition of WOM: “Word of Mouth occurs in real time and real life: It refers to 

utterances that can be taken as the verbal acts of real persons on specific occasions 
in response to particular circumstances. These utterances are personally motivated, 
spontaneous, ephemeral, and informal in structure – that is, they are not paid for by 

a sponsor, they are not composed and revised over time; they disappear as soon as 
they are uttered, an they are not consciously structured (…)” (Stern, 1994: 6-7). This 
definition builds upon Arndt’s (1967) definition about WOM being non-commercial, 
but furthermore suggests that WOM is spontaneous: This aspect implies that WOM 
is something that is un-planned and appears from a natural part of a personal 

conversation (Stern, 1994). Moreover, this aspect suggests that WOM is 
unstructured, unlike advertising, which stems from the fact that WOM is spoken and 
does not linger like that of written words in advertising (Allsop et al., 2007). 
 
A final definition that brings an interesting aspect to the concept of WOM is a more 
recent definition made by Dwyer (2007). He suggested that; “Word of Mouth is a 
network phenomenon: People create ties to other people with the exchange of 
messages that link to create an information network, while the people create a social 

network” (Dwyer, 2007: 64). This definition highlights a networking aspect of WOM 
that occurs through the sharing of information (ibid.). When people share information 
they engage in social interactions, which cause people to create both social- and 
informational networks (ibid.). The social aspect upon which WOM is built is quite 
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unique compared to the communicative structure of mass communication seen in 
traditional advertising (Allsop et al, 2007).  

7.1.1 The Influence Of WOM 
The previous definitions suggest that WOM represents a powerful influence from 
individuals in society, as WOM both represents multiple sources of information and 
a communication tool to affect consumers’ buying behavior (Kiecker & Cowles, 
2001; Schindler & Bickart, 2005; Keller, 2007). 
The influence of WOM should not be underestimated as WOM happens as a natural 
part of everyday conversations, which have been proved to exist by multiple studies 
of WOM: 
One study found that people participate in 3,5 billion WOM conversations per day 
(Keller, 2007), which support the above-mentioned statement that WOM is part of 
people’s everyday conversations. Another more recent study found that 77% of the 
global population is affected by WOM from fiends and family when buying new 
products, and 55 % were affected by WOM from job- or work relations (web 15). 
This study supports the high level of influence that WOM is perceived to have on 
consumer’s buying behavior, which furthermore suggests that the influence of WOM 
exceeded that of traditional advertising (ibid). 
These facts can furthermore be applied to explain why eWOM has expanded over 
the past decades: “(…)a dramatic shift has happened in that 92 percent of 
consumers now cite Word of Mouth as the best source for product and brand 

information, compared to only 67 percent in 1977” (Qualman, 2009: 99). Due to the 
increased amount of information available online and the online environments’ 
embracement of communication structures it can be assumed that online platforms’ 
ability to share information with everyone encourage communication and activities 
online (Korgaonkar & Wolin, 1999). 
 
To explain the influence of WOM in more general terms, previous literature about 
WOM suggests that trust, credibility, and personal relevance constitute the 

fundament upon which the influence of WOM is built (Moorman et al., 1992: 315; 
Hung & Li, 2007: 485, Allsop et al., 2007: 398). 

7.1.1.1 Trust 
The first ground pillar to define the influence of WOM refers to the perceived level of 
trust behind the source of the information. Moorman et al. (1992) define trust as “a 
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person’s willingness to rely on the word of another person, who is perceived to be 
genuine” (Moorman et al., 1992: 315). Trust can in other words be measured on the 

relationship between people sharing information. Furthermore, this definition 
supports the fact that WOM needs to be non-commercial to seem genuine, as a 
high level of trust refers to unbiased recommendations (Arndt, 1967). 
In addition to this intention, Eccleston & Griseri (2008) found that people with similar 
characteristics are more likely to trust each other, which suggests the importance of 
‘familiarity’, which is linked to a high level of trust (Eccleston & Griseri, 2008). 

7.1.1.2 Credibility 
The second ground pillar behind the influence of WOM relates to the perceived 
credibility of the information communicated. A high level of credibility is identified to 
stem from a perception that the source of information possesses relevant 
knowledge, skill, or experience (Hung & Li, 2007). This fact suggests that the source 
of information must prove to have a certain level of expertise linked to the field of 
information shared.  
Furthermore, a high level of credibility was found to stem from family, friends and 
colleagues, who are known to have certain fields of expertise, which have been 
proved through personal interaction and previous record (Allsop et al. 2007). This 
fact support the findings suggesting that information from WOM commonly are 
perceived to be far more credible than marketer-initiated communication (ibid.). 

7.1.1.3 Personal Relevance 
The final ground pillar that determines the influence of WOM is the personal 
relevance of the information communicated. Personal relevance can be defined in 
terms of values (Allsop et al., 2007), which WOM needs to address to be influential. 
Values can furthermore be defined in terms of people’s interests, and assuming that 
WOM is part of people’s everyday conversations (Keller, 2007) suggest that most 
WOM stems from what people find interesting and value. 
In other words, people share information that is linked to their personal interests, 
which suggest that the more personally relevant the information of WOM is 
perceived to be, the more likely it is that the person will engage in WOM an pass the 
information on to others (Allsop et al., 2007). 
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7.2 EWOM 

eWOM builds upon traditional WOM, the biggest difference being that eWOM takes 
place in an online environment. To support this statement Henning-Thurau et al. 
(2004) define eWOM as: “Any positive or negative statement made by potential, 
actual, or former customer about a product or company, which is made available to 

a multitude of people and institutions via the Internet” (Henning-Thurau et al., 2004: 
39). This definition states that eWOM represents consumer-generated information 
that is made visible and accessible in an online environment. The notion about the 
content being either positive or negative refers to the “personal” aspect of the 
shared content, which also defined WOM (i.e. the information shared being non-
commercial and spontaneous). 
It is therefore plausible to assume, that the underlying fundament of eWOM 
constitute similar aspects as that of traditional WOM (i.e. trust, credibility and 
personal relevance). However, because eWOM extends beyond “face-to-face” 
interactions it can be argued that eWOM differs in the below-listed areas, which in 
turn will be argued to both expand and challenge the foundament upon which WOM 
derive: 

7.2.1 Reach 
Traditional WOM was found to take place face-to-face, which suggests that 
communication exists in an “offline” environment and constitute of spoken words 
between individuals (Arndt, 1967). This fact furthermore influences the reach of 
WOM, which can be argued to be restricted by the ‘personal sphere’ or ‘the 
network’ of the individual: 
 
Andreassen & Streukens (2009) describe the reach of WOM through the concept of 
private rooms: Private rooms represent a person’s relations, which are simple in 
structure due to the restricted amount of personal relations. Communication in 
private rooms is furthermore spreading rather slowly because of the private nature 
of the shared content (Andreassen & Streukens, 2009). Communication in private 
rooms allows structures of IPC and group communication, as the information shared 
normally is between two individuals, or few people within close relation to each 
other (Pitta & Fowler, 2005). 
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In contrast to this, due to technologies on social media platforms, eWOM has a 
much broader reach in that it extents to an unlimited number of individuals, and the 
access to a technological device11 with Internet connection being the only limit of its 
reach. Because the information from eWOM is written and possible to transmit or 
upload, the shared content of eWOM is easy to transfer, which cause information to 
spread very quickly (Hennig-Thurau et al., 2004). 
Andreassen & Streukens (2009) describes the reach of eWOM through public rooms, 
which represent online platforms available for people all over the world (Andreassen 
& Streukens, 2009). Communication in public rooms allows any structure of 

communication, as technology tools of the online platforms make it possible to 
structure the flow of information in favor of any preferred communication structure 
(Hennig-Thurau et al., 2004; Sun et al., 2006). 
Arguably, this fact perceives eWOM to be more effective in reach than traditional 
WOM, as eWOM has considerably more options available when structuring 
communication and spreading information. 

7.2.2 Trustworthiness 
It was in section 7.1.1 found that WOM was an effective tool for causing lasting 
changes in consumer behavior (Bickart, 2005; Keller, 2007). The key driver behind 
this aspect was due to the high level of trust behind personal recommendations 
related to purchase decisions (Moorman et al., 1992). Because eWOM takes place 
in online environments, communication stems from multitudes of people who do not 
necessarily know each other. This fact may cause the level of trustworthiness in 
eWOM to decrease, as personal relations are not a given requirement in order to 
communicate online. However, Bickart et al. (2001) found that due to the fact that 
information of eWOM mainly concern opinions and personal product experiences, 
people acknowledge that the information of eWOM stems from fellow consumers, 
who are perceived to have little interest in manipulating the receiver (Bickart et al., 
2001). This in sum suggests that as long as eWOM is perceived to be personal, the 
content shared can be argued to have an accepted level of trustworthiness.  

 
Kiecker & Cowles (2001) argue that the reliability of identities in online environments 
is questionable, as identities are easily manipulated (Kiecker & Cowles, 2001). This 
concern is by multiple theorists recognized to challenge the trustworthiness of 
                                                
11 The technological device is within this content referred to as new communication electronics; i.e. 
computer, mobile phone, tablets etc.  
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eWOM compared to traditional WOM, as it is possible to impersonate anybody on 
the Internet (Donath, 1999; Donn & Sherman, 2002; Dellarocas, 2003; Bowker & 
Tuffin, 2003). Because eWOM does not happen face-to-face, and represent multiple 
sources of information that stems from various communication structures, it lacks 
physical cues, which makes it difficult to determine the identity of the source of 
information (Dellarocas, 2003). 
 
Pitta & Fowler (2005) argue that it is possible to develop trust through relationships 
in online environments over time, which is established through prior contributions to 
conversations and the overall validity of the contributed information (Pitta & Fowler, 
2005).  
Cheung et al. (2009) highlight yet another possibility to increase the level of 
trustworthiness of eWOM, by suggesting that online platforms should take 
precautions and develop adequate defenses to help evaluate the reliability of the 
information exchanged (Cheung et al., 2009). This in sum suggests that the set-up 
behind online platforms can be structured in favor of creating transparency in 
regards to personal identities (Cheung et al., 2009). Applying such defense 
mechanisms would furthermore increase the level of trustworthiness of the 
particular online platform, upon which content is shared (ibid.). If the recommended 
precautions related to the set-up behind online platforms are followed, Cheung et al. 
(2009) argue that eWOM has the ability to reach an equally high level of 
trustworthiness compared to traditional WOM (ibid.). This in sum suggests that 
taking precautions to increase the level trustworthiness is evident to the existence of 
eWOM, as the influence of eWOM decreases if it is not possible to attach or 
‘verified’ identities related to the information of eWOM (ibid.). 
 
Lastly, Schindler & Bickart (2005) introduce the concept of strong- and weak ties to 

determine the relation of the information exchanged through eWOM. A weak tie 
represents communication between people who do not know each other, whereas a 
strong tie represents communication between fiends, family or acquaintances 
(Schindler & Bickart, 2005). It is important to notice that a weak tie does not 
necessarily symbolize a low level of trust: For example, a weak tie would exist 
between customers and online consumer-reviews, which are credible in content due 
to the personal testimony, but represent a weak tie in that the customer does not 
know the consumer behind the review personally (ibid.). 
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Both strong- and weak ties exist through eWOM, which furthermore are determined 
by how and where the content is shared in online environments (ibid.). 

7.3 CONCLUSION ON WOM 

In the table below, the evaluated differences between traditional WOM and eWOM 
are summarized: 

 Traditional WOM eWOM 

Reach 
– Platform 
– Message 

Narrow – Private Rooms 
– “Face-to-face” 
– Spoken words 

Broad – Public Rooms 
– “Online environment”  
– Written words 

(technological transferrable 
messages) 

Trustworthiness High – Strong ties Moderate – Both strong- and weak 
ties 

             Table 1, source: Own creation 
 
The previous examination of WOM and more precisely the extended effect that 
WOM has through online environments, suggests that eWOM enable 
communication among individuals in society: Traditional WOM was found to 
represent structures of IPC and group communication, which was restricted by the 
notion of private rooms (Andreassen & Streukens, 2009). Due to the diffusion of the 
Internet numerous possibilities exists for customers to share content and engage in 
communication across personal spheres, as online environments were found to 
facilitate numerous structures of communication (Hennig-Thurau et al., 2004). This 
fact was furthermore reflected through an increased amount of activity in online 
environments, which explained the amount of information available from eWOM 
(Keller, 2007). This in sum suggests that the indicated flow of communication within 
the Two-Step-Flow model is expanded, by considering the influence of eWOM 
between individuals in society. 
This fact furthermore addresses the prerequisite in the beginning of the chapter, 
related to the networking effect that eWOM has: Because eWOM represents 
structures of communication that enable networks of both information and social 
interaction, eWOM can be assumed to encourage and strengthen communication 
flows between individuals in society. 
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The ‘linear’ or ‘one-way-flow’ of information outlined in the Two-Step-Flow model is 
no longer sufficient when describing how communication between organizations 
and end-consumers is structured. Participating in eWOM in online environments 
created social- and informational networks between individuals in society, which 
furthermore indicate that communication between organizations and consumers is 
taken to a new level: Communication between organizations and individuals exists 
within communication networks that is socially defined by individuals in society 
(Dwyer, 2007). Furthermore, through the social networking effect that eWOM has, 
individuals in society become co-creators of information, which create networks of 
information that derive upon social interactions (ibid.). 
In sum, the flow of information within the Two-Step-Flow model should be looked 
upon as bidirectional, to fit structures of communication that exits between 
nowadays organizations and individuals in society.  
 
The shared content of eWOM can in overall terms be categorized as ‘opinions from 
masses’ in society, which thus challenge the role of opinion leaders within the Two-
Step-Flow model: Because eWOM constitute of networks, which allow structures of 
communication to exist between individuals in society, individuals in society were 
found to have a strong influence on consumer behavior through eWOM, compared 
to that of marketing dictations from the mass media and opinion leaders (Kiecker & 
Cowles, 2001; Schindler & Bickart, 2005; Keller, 2007). 
 
The question of “who” is in control of information is relevant to consider when 
assuming that marketers and opinion leaders are not the only ones in control of 
information. This fact challenges the role of the organizational marketer when 
engaging in communication to influence individuals in society and therefore brings in 
the need for a deeper understanding of how eWOM is created and which 

motivational drivers reside behind engaging in eWOM. 

7.4 MOTIVATIONAL DRIVERS BEHIND EWOM  

When examining what cause eWOM to flourish it is relevant to consider individuals’ 
motives when creating and sharing information. The motives were furthermore 
highlighted as a condition upon which the ‘cyclical flow of information’ was 
suggested within section 4.2.1 concerning critique of the Two-Step-Flow model: For 
individuals in society to engage in communication and share content with each 
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other it was suggested that people needs to be stimulated to pass on or discuss 
information (Weiman et al., 2006). This in sum is highly relevant to consider within an 
online environment, as motives can expand those of traditional WOM: 
 
Researchers have contributed with literature concerning motives that generate both 
traditional WOM (Sundaram et al., 1998) and eWOM (Hennig-Thurau et al., 2004). 
From the literature it is logic to assume that motives for engaging in eWOM build 
upon motives for engaging in traditional WOM, because the theories describing 
traditional- and eWOM overlap (Hennig-Thurau et al., 2004). Therefore, motives for 

engaging in traditional- and eWOM should both be included to allow a deeper 
understanding of the different motives for engaging in eWOM. 
 
Sundaram et al. (1998) conducted a study with several hundred interviews, through 
which they identified four motives for engaging in WOM. The motives where 
altruism, self-enhancement, help the company and product involvement (Sundaram 
et al., 1998: 529). 
Later, Hennig-Thureau et al. (2004) studied 2000 Internet users’ online comments 
and found four similar motives for engaging in eWOM. The motives were: concern 
for others, social benefits, economic incentives and extraversion/self-enhancement 

(Hennig-Thurau et al., 2004: 48-50). The findings from both Sundaram et al. (1998) 
and (Hennig-Thureau et al. (2004) are furthermore comparable to a more recent 
study by van Zyl (2008), which suggests that the motives for engaging in eWOM are 
still valid (van Zyl, 2008). 
 
More recently, Mangold & Faulds (2009) suggested some concrete methods through 
which the organizational marketer can accommodate motives to indulge 
participation in eWOM. The methods include: Feedback opportunities, combined 
traditional- and Internet-based promotion tools, improving consumers’ self image 

and support important causes (Mangold & Faulds, 2009: 361-364). The different 
methods will be evaluated in the following sections through which the motives for 
engaging in eWOM will be addressed, to create some overall propositions about 
how eWOM can be motivated. 

7.4.1 Feedback Opportunities And Sharing Information 
Sundaram et al. (1998) found that customer are more likely to engage in WOM, 
when the product is perceived to be important or relevant (Sundaram et al., 1998). 
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From this finding the logical assumption is; the better a product or service offered 
by a company, the more likely it is to generate WOM. Consumers’ personal interests 
in the product make them share their opinions and experiences with fellow 
consumers (Sundaram et al., 1998). This fact suggest that customers involve 
themselves automatically with satisfying products, which beg the question of how 
the marketer is able to create involvement around a product that might not be of 
natural interest and relevance to the customer. 
 
It was from Mangold & Faulds’ (2009) study found that consumers feel more 
engaged in products and organizations when they are able to submit feedback 
(Mangold & Faulds, 2009). The possibility to provide feedback were found to create 
a sense of unity, through which customers were encouraged to engage in honest 
and open communications (ibid.). Furthermore, the possibility to provide feedback 
was found to increase the constituency of the platform upon which communication 
is facilitated, which draw more people to participate in communication on the 
platform (ibid.). 
Additionally, it was found that consumers’ ability to submit feedback, led consumers 
to take in information received on the platform (Mangold & Faulds, 2009). This fact 
suggests that marketers are able to influence communication by encouraging 
customers’ opinions and making it possible to submit personal opinions and 
knowledge. However, such a scenario demands that marketers are able to filter and 
control the shared content to make sure that the communication in progress speaks 
in favor of the selling organization’s mission and performance goals. Challenges 
related to this notion will be explored further within section 8.5. 
 
Lastly, motivational drivers behind sharing information have been found to stem 
from how personal relevant the information is perceived to be, which indicated how 

likely people were to pass on the information (Allsop et al., 2007). 
Personal factors behind engaging in eWOM were examined through a study by 
Andeassen & Streukens (2009) who found that consumers actively search for 
information online, about opinions related to products before making purchase 
decisions (Andeassen & Streukens, 2009). Considerations prior to any purchase 
activity led in other words individuals to engage in communication about the 
product in question, which represent the personal motive behind the 
communication. Such activity is linked to the concept of socialommerce, which 
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suggests that motivational drivers behind engaging in eWOM stem from “the simple 
idea that people value the opinion of other people” (Qualman, 2009: 89). 

On the basis of the previous evaluation the following proposition can be made: 
 

• P4: End-consumers engage in WOM if the content is personal relevant, and 
the consumer have the ability to participate in bidirectional communication 
on the platform through which eWOM is facilitated. 

7.4.2 Traditional- And Internet-Based Promotion Tools 
“People are more likely to communicate through Word of Mouth when they are 

engaged with the product, service, or idea” (Mangold & Faulds, 2009: 362). This 
quote implies that customers need to be involved and informed about the product 
or service around which communication is build, to be willing to engage in WOM. 
This fact is moreover linked to the motivational factor of helping the company, which 

was found by Sundaram et al. (1998). The motive implies that customers need to be 
informed to be willing to engage in collaboration with the organization (Sundaram et 
al., 1998). Such scenario would be relevant when organizations invite customers to 
participate in product development. This example will be explored further within 
section 8.4 through the concept of co-creation.  
Engaging in eWOM is natural for supporters of the specific product or service in 
questions (e. g. through personal interest in future purchase), but for people who are 
less interested in the product or service, marketers need to catch their attention by 
presenting information about the product or service and create opportunities for 
active involvement (Mangold & Faulds, 2009).  
 
Mangold & Faulds (2009) found that customers were more likely to engage in eWOM 
when the topic was presented through tradition marketing campaigns that allow 
participants and the possibility of engaging in contests and challenges on online 
platforms (Mangold & Faulds, 2009). Traditional marketing campaigns give 
customers a sense of ownership by inviting them to actively participate in a content 
or equivalent, relevant to a given product or service (ibid.). Furthermore, when the 
product or service is presented through contests and made accessible to the broad 
public, information about the product or service is believed to be more transparent 
(ibid.). This fact makes information about the product or service easier to 
understand, which increase the likelihood of customers engaging in eWOM (ibid.). 
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Lastly, creating contests around a topic relevant to the selling organization’s mission 
and performance goals enables the marketer to communicate benefits about the 
organization’s products or services to the customers through set-up of the contest 
(Mangold & Faulds, 2009). 
On the basis of the previous evaluation the following proposition can be made: 
 

• P5: End-consumers engage in eWOM when the topic around which 
communication is structured is made transparent and accessible through 

contests or other social arrangements. 

7.4.3 Improve Self Image 
It was from studies of both Sundaram et al. (1998) and Hennig-Thurau et al. (2004) 
found that customers like to appear smart and competent, which represents a main 
motive when engaging in WOM. By sharing opinions and experiences, customers 
hope to enhance their image as intelligent, thoughtful or genuine (Sundaram et al., 
1998; Hennig-Thurau et al. 2004). 
 
Mangold & Faulds (2009) found that social media platforms need to facilitate ‘talking 
points’ to stimulate eWOM (Mangold & Faulds, 2009). Talking points are smaller 
communication forums build around specific topics, which give the customers the 
opportunity to engage in conversations that are beneficial for their wanted self 
image (ibid.): One consumer might want to contribute to a conversation regarding 
safety, to enhance ones self-image of being mature, considerable or cautious (ibid.).  
Building talking points furthermore require that the marketer develops simple and 
minor topics related to the relevant product or service in question, to secure that the 
product or service is made relevant to a broad range of customers (Mangold & 
Faulds, 2009). Additionally, creating simple and minor topics secure that 
communication on the talking points is easy to understand and by that more likely to 
be remembered and shared with others (ibid.). 
Arguments in favor of creating talking points for the selling organization’s marketer 
suggests that the marketer’s ability to ‘control’ eWOM is enhanced: By structuring 
information through different talking points, eWOM communication from preferable 
talking points can be facilitated in favor of the selling organization’s mission and 
performance goals (ibid.). 
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Sun et al.’s (2006) study showed that restricted feelings regarding insecurity and 
self-awareness were increased through communication in online environments, 
which constituted motivational drivers behind engaging in eWOM (Sun et al., 2006). 
The ability to be anonymous when engaging in communication on online platforms 
was merely a fact that encouraged communication, which imply that insecurity 
about self-actualization and self-disclosure were decreased (Kiecker & Cowles, 
2001; Goldsmith & Horowitz, 2006).  
 
A contrary scenario can also be argued to increase motivation for engaging in 
eWOM: Goffman (1959) found that people engage in online communication to 
“convey an impression to others which is the indention to convey” (Ellison et al. 

2006: 417). Such intensions speak in favor of questioning the level of trust and 
credibility behind the shared content online, as motives for engaging in eWOM 
merely can stem from an intention about increasing ones self-image (Cornwell & 
Lundgren, 2001). This furthermore suggests that eWOM can embody impersonal 
opinions and believes (ibid.). To overcome this challenge, the question of whether 
online environments take precautions when setting up communication channels is 
important, as a mean through which a certain level of trust and credibility can be 
maintained (Cheung et al., 2009). 
On the basis of the previous evaluation the following proposition can be made: 
 

• P6: End-consumers engage in eWOM if the platform upon which 
communication is facilitated utilizes technical set-ups to both protect and 
enable the identity and self-image of the individual. 

7.4.4 Support Important Causes 
Altruism or ‘concern for others’ is another major motive for engaging in eWOM 
(Sundaram et al., 1998; Hennig-Thurau et al., 2004). Altruism is the idea of doing 
something to help other people, without expecting anything in return. This motive 
has been found to reside behind the intention of helping others to obtain a satisfying 
choice (Sundaram et al., 1998). 
This fact furthermore suggests that people tell other people about things to which 

they are emotionally connected (Mangold & Faulds, 2009). In sum, when topics 
centers around causes, which enhance the feeling of altruism, people will be more 
likely to engage in eWOM (ibid.). 
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The selling organization’s marketer can leverage this emotional connectedness of 
altruism, by embracing topics that are in overall relevance to customers (Mangold & 
Faulds, 2009). Broad topics that increase altruism have been found to concern 
social- and environmental concerns, such as poverty, diseases, health etc. (ibid.). By 
structuring communication around topics that embrace altruism, the interest in- and 
the image of the selling organization can be argued to be improved (ibid.).  
However, it is not always possible for the marketer to ‘incorporate’ relevant causes 
that speak in favor of altruism, and which are connected to the selling organization’s 
missions and performance goals. In relation to this concern Mangold & Faulds 
(2009) found that ‘stories’ might be an option to frame topics relevant to the selling 
organization and by that link the topic in question to relevant causes of the 
customers (Mangold & Faulds, 2009). Furthermore, because stories are memorable 
a topic told like a story is more likely to be remembered and shared (ibid.). This fact 
furthermore suggests that if the selling organization’s marketer presents topics 
through the concept of a story, it will have an enhancing effect on customers’ 
willingness to engaging in eWOM (ibid.). 
On the basis of the previous evaluation the following proposition can be made: 
 

• P7: End-consumers are motivated to engage in eWOM if the topic in favor of 

the selling organization is told like a story and are connected to social- or 
environmental concerns. 
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8    GUIDELINES 
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8 GUIDELINES 

8.1 THE NEW COMMUNICATION PARADIGM 

It was in section 6.1.3 found that social media has amplified the influence of eWOM, 
by enabling one source to communicate with an unlimited number of receivers 
quickly and with relatively little effort (Hennig-Thurau et al., 2004; Kaplan & Haenlein, 
2010; Solis, 2011). Furthermore, eWOM was in section 7.3 found to create influential 

communication networks between individuals in society that enabled customers to 
become co-creators of information (Dwyer, 2007). This in sum suggests that the 
selling organization’s marketer must reconsider its role, when seeking ways through 
which structures of communication can be facilitated to utilize the influence of 
eWOM. The market is in other words no longer able to directly control structures of 
communication and information between individuals in society (Mangold & Faulds, 
2009). This fact supports the indicated critique of the Two-Step-Flow model in 
section 4.2.1, which suggested that organizations and opinion leaders are not the 
only one in control of information. 
This section will hence explore the “new role” of the organizational marketer, to 
suggest some guidelines for the marketer to pursue, when accommodating the new 
flow of communication that social media defines, and facilitating the influence of 
eWOM. 
 
Various researches have suggested that the marketer should strive to influence and 
shape eWOM in a manner that is consistent with the organization’s mission and 
performance goals (Singh et al., 2008; Mangold & Faulds, 2009). To accommodate 
this aim, social media must be incorporated in the organization’s communication 
paradigm, to enable the marketer in exploring ways through which eWOM should be 
facilitated. 
 
By addressing this matter the section will seek to come closer to an understanding 
of mindset behind facilitating eWOM. 
This will in sum provide some guidelines to the ‘new role’ of the selling 
organization’s marketer, when seeking a way through which communication 
between the buying organization and end-consumers can be facilitated. 
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8.1.1 Incorporate Social Media In The New Communication Paradigm 
The emergence of social media have by multiple theorists been argued to be a 
hybrid element of the promotion mix12, as social media in a traditional sense enable 
companies to talk to their customers, while in a non-traditional sense enable 
customers to talk directly to one another (Boone & Kurtz’s, 2007; Singh et al., 2008; 
Mangold & Faulds, 2009): “The content, timing, and frequency of the social media-

based conversations occurring between consumers are outside managers’ direct 
control. This stands in contrast to the traditional integrated marketing 
communications paradigm whereby a high degree of control is present” (Mangold & 

Faulds, 2009: 357). This in sum suggests that the role of the organizational marketer 
is changing from controlling information to facilitating information. Facilitating 
information means that marketers must learn to shape consumers’ discussions in a 
manner that is consistent with the organization’s mission and performance goals 
(Mangold & Faulds, 2008; Chu & Kim, 2011). 
 
In the traditional communication paradigm of marketing, communications are 
dictated by the organization in collaboration with marketers (Mayzlin, 2006). The 
communication structures outside organizational boundaries have generally been 
confined to traditional WOM, which has had a minimal impact on the dynamics of 
the organizational marketing formulation, due to its limited dissemination (ibid.). 
Contrarily, through the emergence of social media the paradigm changed so that 
information about products and services originated beyond organizational 
boundaries, through experiences of individual consumers (Chu & Kim, 2011). 
The new paradigm therefore suggests that the power of discussions carried on by 
consumers using social media platforms, should be incorporated in the paradigm to 
target current- and potential customers more effectively (Mangold & Faulds, 2009). 

 
Also the communication structure of the traditional communication paradigm is 
changing from one-way to “multiple ways”. In the new communication paradigm the 
marketer needs to include the new communication formats (i.e. different platforms 
and channels) that have emerged from social media (Mangold & Faulds, 2009). This 
in sum suggests that the control over the dissemination of information is taken out 
of the marketers’ hands, and placed in the hands of the consumers (ibid.).  

                                                
12 The promotion mix are defined by five main aspects: Advertising, personal selling, sales promotion, 
public relations, direct marketing and corporate image (Harrell, 2008: 286). 
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Including social media in the promotion mix is therefore evident when developing 
and executing marketing strategies for nowadays businesses, and hence marketers 
need to find new methods through which the information originating from eWOM 
can be incorporated in organizational practices (Mangold & Faulds, 2009).  
 
Discovering what combination of internal practices and structures that are beneficial 
when incorporating social media is unique to both the selling organization and the 
creators of communication on social media platforms (McKinsey, 2012). However, 
trying new practices and adapting new structures require that the organization is 
open to changes and is flexible when trying new approaches (ibid.). This fact speaks 
in favor of organizations being willing to engage in “trial and error” when testing the 
possible ways through which social media can be aligned with the communication 
paradigm. This aim fits the size and structure of UNIwise as the company is a newly 
start-up with no pre-defined- or existing processes or methods, through which new 
initiatives should be modified. Concepts borrowed from Lean-Start Up 

methodologies can furthermore be helpful: These include deploying “minimal 
variables” of a new concept to determine what gains traction, when testing new 
structures and learning cycles related to implementing the Social Media platform 
(Ries, 2011). 
 
An easy way for UNIwise to implement social media to its communication paradigm 
is to start “small scale”: If an organization is not ready to facilitate structures of 
communication that allows two-way interactions with customers and buying 
organizations, the selling organization could start by monitoring dialogue on relevant 
platforms, by subscribing to services that analyze social data streams (McKinsey, 
2012). This fact suggests that UNIwise should incorporate social media to its 
communication paradigm by accessing social media platforms and scan such in 
favor of conducting data that is of relevance to emphasize benefits of WISEflow. 
Once social media is actively incorporated a secondary step for UNIwise towards 
facilitating eWOM would be to influence eWOM through strategic attempts 
suggested in guideline 3. 
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8.2 GUIDELINES 1: THE NEW ROLE OF THE MARKETER 

Social media platforms have been found to represent a great opportunity for 
organizational marketers to identify and target specific audiences, when engaging in 
eWOM through social media platforms (Trusov et al., 2009; Kaplan & Haenlein, 
2010). Because social media platforms facilitate both IPC- and many-to-many 
communication structures, the marketer is able to gather information from multiple 
sources of information and exploit this in favor of the organization’s mission and 
performance goals (Mangold & Faulds, 2009).  
 
However, for the marketer to engage in communication on social media platforms in 
the aim of facilitating eWOM, the organizational marketers must first acknowledge 
the new communication paradigm: Mangold & Faulds (2009) suggest the following 
acknowledgements, which require certain changes in the marketers’ attitudes and 
assumptions when formulating marketing strategies: 
 

– First, marketers must realize that information arise from WOM between 
consumers via social media (Rashtchy et al., 2007). This fact was indicated 

through the critique of the Two-Step-Flow model in section 4.2.1, which later 
was verified in section 7.1.1, concerning the influence of WOM. 

– Secondly, consumers respond to eWOM in ways that directly influence 
consumers’ behavior (Foux, 2006; Lempert, 2006; Vollmer & Precourt, 2008). 
This fact was supported through findings in section 7.2.2, concerning the 

trustworthiness of eWOM. 
– Thirdly, consumers are less influenced by traditional advertising as a source 

of information (Rashtchy et al., 2007; Vollmer & Precourt, 2008). This fact was 

summarized in section 7.3, through a discussion of “who” is in control of 
information. This finding furthermore challenged the influence of opinion 
leaders, which suggested that the marketer should focus on ‘mass opinions’ 

within society. This fact was outlined in section 4.2.1 concerning critique of 
the Two-Step-Flow model. 

 
These acknowledgements are in other words in line with the previous understanding 
of eWOM through out the paper, which support the need for the organizational 
marketer’s role to change. To accommodate these changes, marketers must learn 
to talk with their customers, opposed to talking at them, to influence discussions 
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taking place on social media platforms (Mangold & Faulds, 2009). This in sum 
suggests that the marketers must stop controlling and start facilitating 
communication structures to enhance certain topics that are relevant to the selling 
organization’s mission and performance goals. This would furthermore cause 
marketers to encourage eWOM, to be able to utilize such in favor of indirectly 
influencing OBB of the buying organization.  
 
To facilitate eWOM the need of knowing the motives behind engaging in eWOM is 
relevant, to consider ways through which structures of communication between 
customers can be enhanced to encourage eWOM, opposed to previous attempts at 
talking to customers through traditional adverting (Mangold & Faulds, 2009). This 
fact furthermore implies the need of knowing how motives for engaging in eWOM 
can be enhanced to support communication between customers in favor of to the 
selling organization’s product or service in question. 
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8.3 MOTIVES FOR LISTENING TO EWOM 

Understanding motives for the buying organization to listen to eWOM is evident, 
when seeking ways through which OBB can be influenced (Goldsmith & Horowitz, 
2006). In relation to this aim it is important to understand the possible benefits that 
the buying organization can obtain from listening to eWOM, when seeking ways 
through which the marketer is able to facilitate eWOM to influence OBB. 
 
Andreassen & Streukens (2009) found four information categories through which the 
buying organization would benefit from listening to eWOM. The four categories 
include information request, usage experience, business practice issues, and 
comments pertaining to new product launches or developments (Anderassen & 

Streukens, 2009: 249). These four categories will in the following sections guide a 
discussion of the motives through which the buying organization should engage in 
social media, and encourage members of the buying center to listen to and/or 
engage in communication on social media platforms. 
 
This will in sum provide an evaluation of the first three propositions found in chapter 
5, regarding structures of communication within the buying center. The evaluation 
will furthermore suggests a guideline for the selling organization’s marketer to utilize 
through structures of communication within the buying center, as a fundament 
through which eWOM can be addressed to influence OBB. 

8.3.1 Proposition 1 
The first proposition concerning communication within the buying center suggested 
that members seek information through external sources of information by engaging 
in structures of many-to-many communication. This proposition is supported by the 
organizational motive of listening to eWOM to gain information about comments 
pertaining new product launches or developments (Andreassen & Streukens, 2009). 
This information category represents dialogues in which customers comment on 
newly introduced products or services, or express expectations and desires for 
future product- or service launches (Andreassen & Streukens, 2009).  
Through such dialogues both the buying organization and customers engage in 
communication to optimize purchase solutions and benefit from each other’s 
functions: The customers express opinions and knowledge about products or 
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services to optimize their use of the product or service and by that increase the 
likelihood of getting a problem or a need fulfilled (Andreassen & Streukens, 2009). 
Similarly, the buying organization utilizes the opinions and knowledge of the 
customers as first hand information about the product or service, to both improve 
existing products or services and gain insights into new ones: “Input to innovation 
from this core category is stemming from what customers are missing in the current 

version of the product or service available” (Andreassen & Streukens, 2009: 255). In 
other words, listening to eWOM enables the buying organization to get access to 
information about customers, which are made foreseeable through eWOM 
(Andreassen & Streukens, 2009). This in sum suggests that information from this 
category represent articulated and latent needs, which can be analyzed to suggest 
potential improvements for future purchases for the buying center. 
 
The motives for listening to this information category furthermore verify the structure 
of many-to-many communication between members of the buying center and 
external sources of information: The customers represent numerous sources of 
information about what to look for in future purchases (Goldsmith & Horowitz, 2006), 
which the members of the buying center are able to access by engaging in 
communication on social media platforms and/or listening to eWOM (Andreassen & 
Streukens, 2009). However, the fact of merely being present on social media 
platforms, but not necessarily an active communicator, enable the members of the 
buying center to scan eWOM for relevant information, which is beneficial to guide 
future purchases (ibid.). 
Because information about customers’ opinions and desires are made visible 
through eWOM, information is easy to access and possible to measure through 

different data tools (Allsop et al., 2007), which can be applied to organizational 
missions and performance goals. 
 
In sum, the selling organization’s marketer can utilize this information category of 
eWOM to influence OBB of the buying center through information about customer 
desires for future product developments or -launches. 
 
Additionally, the information category of usage experience issues support the 
element of the proposition regarding feedback through structures of many-to-many 
communication between the buying center and external sources of information: 
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The information category of usage experience represents comments pertaining 
perceived quality of a product or service and judgments about its value from actual 
use (Andreassen & Streukens, 2009). To get information from this category 
members of the buying center engage in communication with customers after a 
purchase, to learn how customers apply the purchased product or service through 
real life tests (ibid.). 
 
The selling organization’s marketer can in similar regards utilize this category of 
information from eWOM to influence OBB of the buying center, by facilitating the 
customers’ feedback in favor of the selling organization’s product or services: 
Feedback related to missing elements of a product or service can by the selling 
organization’s marketer be grouped and utilized to put pressure on the buying 
center, and strengthen benefits of the selling organization’s product or service. 
Furthermore, as eWOM from this information category may contain critical opinions 
about applicability (i.e. the worse the experience of the product or service, the more 
negative WOM), the marketer is able to address a strong influence on the OBB, 
when utilizing information from this category (East et al., 2008). This is due to the 
fact that negative WOM has a strong influence on the image of the buying 
organization (ibid.) and by that the future business of the organization. 

8.3.2 Proposition 2 
The second proposition concerning communication within the buying center 
suggested that members of the buying center engage in structures of group 
communication when aligning information, guidelines and knowledge between units 
related to the buying center. This proposition is supported by the organizational 
motive of listening to eWOM to gain information about business practices issues 
(Andreassen & Streukens, 2009). This information category represents dialogues in 
which customers comment on the general business conduct of the organization 
(ibid). 
eWOM from this information category contains opinions about the buying 

organization’s overall impression and image, which is relevant to the buying 
organization’s management- and marketing department when defining guidelines 
between units of the organization (Andreassen & Streukens, 2009). Furthermore, 
information from this category might suggest future business areas (e.g. new 
markets or business alliances) through which the buying organization should expand 
existing strategies and businesses, to improve their image and product or service 
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supply to customers (Andreassen & Streukens, 2009). This fact furthermore implies 
that eWOM is able to affect how internal processes of the buying organization 
should be structured, as the buying organization’s desire of a preferable image and 
impression should reflect and be aligned with its internal processes (Goldsmith & 
Horowitz, 2006).  
The motive to listen to this information category of eWOM suggests therefore that 
structures of communication within the buying center can be influenced, but does 
not verify the existence of group communication within the buying center. However, 
the motive of obtaining information about the organizational image suggests that 
structures of communication within the buying center, which are normally closed for 
external parties, can be influenced indirectly through this information category of 
eWOM, independent on structures of communication within the buying center.  
 
The selling organization’s marketer can utilize this type of information to encourage 
the buying organization to listen to eWOM, and to furthermore change internal 
structures of communication to allow the opinion and knowledge of customers.  
Information about how the organization’s image is perceived by customers reveals 
how well internal structures of communication are organized to support the wanted 
image of the organization (Andreassen & Streukens, 2009). Therefore, information 
from this category of eWOM might suggest that the buying center needs to engage 
in structures of communication that expands structures of group communication, 
when aligning information, guidelines and knowledge between units of the buying 
center. This fact might suggest that members of the buying center need to be 
present on social media platforms, to better obtain such information (Dwyer, 2007, 
Harrell, 2008). 

8.3.3 Proposition 3 
The last proposition concerning communication within the buying center suggested 
that members of the buying center engage in structures of IPC-, group 
communication and many-to-many communication, when seeking to fulfill both 
organizational- and individual goals. This proposition is supported by the 
organizational motive of listening to eWOM to gain information request (Andreassen 

& Streukens, 2009). This information category represents dialogues, in which 
current- and prospective customers request specific information pertaining technical 
issues of a product or service, people’s experience with a specific product or 
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service, or where to find more information about a product or service (Andreassen & 
Streukens, 2009).  
This information category represents a broad range of sources of information, which 
members of the buying center are able to individually select and draw information 
from (Andressen & Streukens, 2009). This fact suggests that the motive of listening 
to eWOM allows both structures of IPC, group communication and many-to-many 
communication to obtain both information relevant to organizational- and individual 
goals: Members of the buying center are able to engage in different structures of 
communication, which are determined by the different sources of information, and 
the specific organizational- or individual goal in question (Webster & Wind, 1972; 
Lichtenthal & Shani, 2000). 
 
Furthermore, information from this category represents in other words minor, but 
relevant information regarding customers’ general opinions and knowledge about 
various products or services (Andreassen & Streukens, 2009). This fact furthermore 
implies that information from this category is relevant to different units within the 
buying organization, in terms of finding new solutions to improve and structure 
processes in new ways (ibid.). Each unit is interested in unique information relevant 
to its own goals and processes, which support the various structures of 
communication found within the buying center.  
 
Because information from this category of eWOM represents customers’ opinions 
and knowledge related to the general business of the organization, the influence of 
the information is perceived to have less influence on OBB. This fact furthermore 
imply that the selling organization’s marketer benefit less from utilizing information 
from this category of eWOM when seeking ways to facilitate influence in favor of the 
selling organization’s offers. 

8.3.3.1 Conclusion On Proposition 1-3 
The implied communication structures within the buying center and between the 
buying center and external sources of information were found to be both directly 
and indirectly influenced by eWOM: 
The implied structures of many-to-many communication between members of the 
buying center and external sources of information were found to allow eWOM to 
directly influence OBB. 
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Contrary, proposition 2 and 3 suggested structures of communication within the 
buying center, which only could be influenced indirectly and to a lesser extend, 
which suggests that the influence of eWOM from the information categories of 
business practices issues and information request are more difficult to facilitate to 
influence OBB. 
This fact suggests that the selling organization should utilize structures of many-to-
many communication to facilitate eWOM, and influence OBB indirectly through 
sources of information, which the buying center engages in direct communication 
with. Furthermore, the information categories of eWOM concerning comments 

pertaining new product launches or developments and usage experience issues 
should be facilitated in favor of the selling organization to influence OBB of the 
buying center. 
 
Previous marketing strategies suggest that the marketer should engage in direct 
communication with the buying center of the buying organization, when seeking 
ways through which OBB can be influenced (Boone & Kurtz’s, 2007; Singh et al., 
2008; Mangold & Faulds, 2009). However, considering the previous evaluation of the 
influence of eWOM in section 7.3, and the findings of section 6.1.3 about how social 
media expands organizational flow of communication, the marketer should utilize 
the social- and informational networks that stem from eWOM as a influential tool to 
create indirect influence on the buying center. This finding combined with the 
previous finding of structures of many-to-many communication within the buying 
center suggests that eWOM should be facilitated to create information about 
products or services, new solutions, and feedback on purchased products or 
services (cf. findings from proposition 1), when seeking ways through which 

members of the buying center can be influenced. 
 
Furthermore, to utilize these categories of eWOM and make them accessible to the 
members of the buying center, the selling organization’s marketer must consider 
preferable set-ups through which eWOM can be facilitated. To evaluate upon this 
aim, the following section will seek inspiration from the concept of co-creation. Like 
classic setups where customers engage in collaboration with developments 
departments (Payne et al., 2008), the following section will explore ways through 
which the selling organization can engage in co-creation with end-customers, to 
influence future product or service purchases of buying organizations.  
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8.4 GUIDELINE 2: ESTABLISH CO-CREATION 

Applying ‘guideline 2’ to the specific case of UNIwise suggests that UNIwise should 
engage in co-creation with the students to create an alliance that can be explored 
through structures of many-to-many communication. UNIwise should in other words 
influence educational institutions indirectly through students, who educational 
institutions engage in communication with and are directly influenced by (cf. findings 
from proposition 1).    
 
Based on theory from Payne et al. (2008) the following considerations must be 
applied for UNIwise to manage the value of co-creation with the students: 
Managing value of co-creation consists of three main components: customer- and 
supplier value creating processes, and encounter processes (Payne et al., 2008). The 

encounter (i.e. the selling organization) is viewed as the facilitator of co-creation, 
and hence this view upon co-creation will consider how the value creating process 
of customers (the students) can be facilitated by the selling organization: 
 
The key to create value is to co-produce offerings that mobilize customers, meaning 
that customers are active players who can co-develop and personalize relationships 
with encounters or suppliers, and adopt a multitude of different roles (Payne et al., 
2008). In other words, the value proposition exists to facilitate the co-creation of 
experiences, which means that creating customer experiences is less about 
products and more about relationships with the customer (ibid.). This fact suggests 
that UNIwise should engage in personalized relationships with students, by letting 
the students become co-creators of the experience with WISEflow. 
 
Furthermore, by focusing on the value creating process of customers, a supplier (in 
this case the selling organization) can design its own processes to align with those 
of its customers (Payne et al., 2008). This statement is supported by field studies, 
which found that the adoption of this process-view yielded superior insights and 
opportunities for co-creating value for suppliers (ibid.). This fact highlights the 
importance of viewing the value perspective of the students, who define the process 
of co-creation on their values and needs (Normann, 2001). By accommodating such 
values and needs it is suggested that UNIwise will obtain superior insights into what 
motivate and drive students in terms of strengthening the development of WISEflow. 
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Payne et al. (2008) furthermore suggest the following opportunities for the selling 
organization to engage in value co-creation with end-customers:  
 
Opportunities provided by technological breakthroughs (Payne et al., 2008: 88) 

suggest that the selling organization is able to engage in co-creation with end-
customers in online environments (e.g. through social media platforms) through 
digital communication (ibid.). This statement suggests that UNIwise actively should 
engage in communication with students on social media platforms, to build a 
relationship with the students, and present information in favor of WISEflow. 
Furthermore, UNIwise are able to get access to a broad variety of students within 
online environments, which suggests that the possibility of creating relationships in 
favor of supporting the concept of WISEflow increases. 
 
Opportunities provided by changes in customer preferences and lifestyle (Payne et 

al., 2008: 89) suggests a second type of co-creation, where end-customers wish to 
co-create more individualized (ibid.). This type of co-creation suggests that UNIwise 
should engage in co-creation that accommodates individual needs, which supports 
the development of features of WISEflow that are customized and flexible. This aim 
is possible through the findings in section 6.1.1, concerning the possibility of 
individualized structures of communication, which are enabled through social media 
platforms. 
 
In sum, accommodating such opportunities for co-creation between selling 
organizations and end-customers suggest that the value process of customers are 
emphasized, which increase the likelihood of UNIwise being able to engage in co-
creation with students.   
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8.5 GUIDELINE 3: MOBILIZE END-CONSUMERS 

There is no question about the fact that social media has gained momentum in 
nowadays businesses and eWOM constitute a big part of peoples’ everyday lives 
(Mangold & Faulds, 2009; Kaplan & Haenlein, 2010; McKinsey, 2012). However, 
even through it might seem logic for the marketer to engage in social media and 
explore it in favor of the selling organization’s missions and performance goals, it is 
not without facing some challenges when encouraging eWOM on social media 
platforms. 
 
Incorporating social media in the organization’s communication paradigm of 
marketing requires some overall changes in the selling organization’s structure and 
culture (McKinsey, 2012). Kaplan & Haenlein (2010) suggest five challenges related 
to using social media, which will guide a discussion about the prospect of potential 
gains when utilizing social media platforms to facilitate and encourage eWOM. The 
discussion will furthermore take into consideration the challenges that the selling 
organization face when utilizing social media platforms and incorporating structures 
of many-to-many communication in the communication paradigm.  
However, Kaplan & Haenlein (2010) argue that if organizations overcome such 
challenges the ability to exploit the full potential of eWOM exits (Kaplan & Haenlein, 
2010), which enable the selling organization’s marketer in encouraging eWOM to 
influence OBB of the buying organization. 
 
The following sections will provide an examination of proposition 4-7 found within 
chapter 7, regarding motives behind engaging in eWOM. Furthermore, the 
propositions will be evaluated upon the basis of challenges outlined through Kaplan 
& Haenlein’s (2010) guidelines, when incorporating social media. The propositions 
will be discussed through accommodating the challenges of utilizing social media 
platforms. Lastly, the evaluations will consider the specific case of UNIwise to 
include an exemplification of how the findings can be put to use in practice. 

8.5.1 Proposition 4 
A motivational driver behind engaging in eWOM was in section 7.4.1 found to stem 
from the degree to which the topic of communication was perceived to be of 
personal relevance to the customers. Also, the possibility to engage in bidirectional 
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communication (i.e. the ability to provide feedback) was furthermore found to 
encourage the ability to share eWOM. 
This proposition is supported by the strategic challenge of choosing the right 
platform (Kaplan & Haenlein, 2010). This challenge suggests that the selling 

organization need to evaluate potential platforms through which relevant end-
customers of a product or service are present (ibid.). “Choosing the right platform 
for any given purpose depends on the target group to be reached and the topics 

communicated” (Kaplan & Haenlein, 2010: 65). This quote implies, that different 
platforms hold different types of customers, who engage in communication based 
on topics that are unique to the specific platform (ibid.).  
 
To accommodate this challenge UNIwise needs to evaluate potential platforms 
through which students engage in communication. Secondly, UNIwise needs to 
evaluate the possibilities of accessing topics of communication to influence and 
facilitate relevant eWOM in favor of WISEflow. This in sum depends on the degree to 
which the platform in question is accessible for others than the students (Hung & Li, 
2007; Harrell, 2008; Vollmer & Precourt, 2008). If the platform in question is “closed” 
for others than students, UNIwise needs to consider ways through which eWOM 
can be conducted from the platform, and facilitated through other channels to reach 
the educational institutions. 
Contrarily, if the platform is accessible to others than the students, UNIwise is able 
to both engage in communication on the platform, and influence structures of 
communication. This fact furthermore enables UNIwise to facilitate structures of 
communication that both encourage eWOM in favor of WISEflow and allows 
members of the buying center of educational institutions to access eWOM and 
engage in communication on the platform.  
 
To accommodate such a scenario, UNIwise needs to facilitate both motives for 
listening to eWOM (cf. proposition P1: eWOM should provide information about 
WISEflow that solves a need for educational institutions) and motivational drivers 
behind engaging in eWOM (cf. proposition P4: WISEflow should be presented as 
personal relevant to the students). This is in sum depended on the degree to which 
both the right platform is chosen, to secure that relevant students are present, and 
the degree to which the platform allows others to engage in- and influence 
structures of communication.  
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8.5.2 Proposition 5 
Another motivational driver behind engaging in eWOM was in section 7.4.2 found to 
stem from the degree to which the topic of communication on social media 
platforms is made transparent and accessible for the customers through contests or 
other social arrangements. 
This proposition is supported by the strategic challenge of make or buy a platform 
(Kaplan & Haenlein, 2010). This challenge suggests that the selling organization 
needs to decide whether to join an existing social media platform or create/buy a 
new (ibid.). Furthermore, the degree to which the selling organization owns and 
controls the platform determines the likelihood of facilitating topics of 
communication that both encourage motives for listening to eWOM and engaging in 
eWOM (Goldsmith & Horowitz, 2006). This fact furthermore enables the selling 

organization to structure topics of communication in favor of social arrangements 
like contests, while making the content of eWOM transparent to both participants 
and spectators of social arrangement. This in sum suggests, that creating a new 
social platform increases the likelihood of accommodating the proposition of this 
section.  
  
Contrarily, arguments in favor of utilizing an existing platform makes it possible for 
the selling organization to benefit from the platform’s popularity and existing user-
base: “Existing social media platforms show positive network externalities in the 
sense that they get more attractive to join the more participants they already have” 
(Kaplan & Haenlein, 2010). 
However, arguments in favor of creating a new social media platform gives the 
selling organization the ability to specifically select and gather relevant customers 
and controlling topics of communication in favor of the selling organizations’ mission 

and performance goals: 
 
“Consumers like to network with people who have interests and desires that are 
similar to their own” (Mangold & Faulds, 2009: 361). This quote suggests that the 

selling organization is able to attract relevant customers through leveraging the 
desire of connecting like-minded individuals (Mangold & Faulds, 2009). This 
furthermore implies that if the selling organization owns and controls the social 
media platform, the organization has the ability to create topics of communication in 
favor of specific consumers, which suggests that more relevant consumers will be 



 

 74 

attracted to the platform, in the sense that eWOM is made transparent and 
accessible for more like-minded customers (Kaplan & Haenlein, 2010). 
Also, creating a platform enables the selling organization to influence eWOM to a 
higher extend, as the content of eWOM is built upon a platform, which the selling 
organization controls (Goldsmith & Horowitz, 2006). 
Furthermore, if topics of communication are formed upon strong social norms, such 
as social contests, these norms will be enforced by the members of the platform, 
which increase the likelihood of engaging in eWOM on the platform (Goldsmith & 
Horowitz, 2006; McKinsey, 2012). This furthermore suggests that eWOM in favor of 
the selling organization’s missions and performance goals will be enhanced by 
customers complying with- and engaging in social arrangements on topics that are 
controlled by the selling organization. Additionally, “by creating strong social norms 

in online communities, businesses will be able to build customer loyalty to a degree 
that today’s marketers can only dream of and, in turn, generate strong economic 
returns” (Goldsmith & Horowitz, 2006: 4). 

 
To accommodate such a scenario, UNIwise needs to create a new social media 
platform for students and encourage eWOM in favor of WISEflow through social 
arrangements on the platform. However, taking the small size and facilities of 
UNIwise into consideration (web 1), it is unlikely that a newly start-up like UNIwise 
has the capacity to finance and run such a platform, merely as a strategic marketing 
attempt. This in sum suggests that UNIwise is better off exploring existing platforms 
of relevant students, and utilizing the influence of existing networks of 
communication that arises from social media (cf. findings from the prerequisites of 
communication in section 4.2.1.1, concerning the influence social- and informational 
networks). However, this strategy will only enable UNIwise to extract relevant eWOM 
that supports the advantages and benefits of WISEflow, as the possibility of 
influencing- and creating structures of communication on the platform is possible to 
a lesser extend. This is due to the fact that UNIwise does not own and control the 
set-up behind the social media platform. 
 
The doubt of whether UNIwise is able to create a social media platform to 
encourage eWOM in favor of WISEflow, can furthermore be explored through the 
strategic challenge of access for all (Kaplan & Haenlein, 2010). This challenge 
suggests that organizations need to build social capital to create trust, when 
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creating new social media platforms (ibid.). “All of the lessons about developing and 
maintaining an organization’s reputation, or a brand – consistency, reliability, 

authenticity – are amplified when using Social Media, because the ramifications of 
any action that affects this trust, negatively or positively, can be multiplied as others 
share their experiences” (McKinsey, 2012: 124). This quote suggests that an 

unauthentic behavior on the social media platform will cause the social capital of 
UNIwise to decrease immediately, and by that the perceived level of trust in 
WISEflow. 
Conversely, the more trust UNIwise is able to build around a social media platform, 
the more students are likely to create and share content on the platform in favor of 
WISEflow. This increases the quality of eWOM, which suggests that the interaction 
on the platform create greater value for UNIwise the more trusted the platform is 
(Goldsmith & Horowitz, 2006). Also, with the increased interaction students get 
access to a larger pool of information, which accommodate the aspect of the 
proposition concerning transparent information: Because information on the social 
media platform increases through the rule of trustworthiness (cf. findings from 
section 7.2.2), students engage in eWOM that emphasize honest communication. 
This in turn influences the degree to which the students are likely to pass on eWOM, 
as information is made more transparent and easy to understand. This in sum 
suggests a reinforcing effect that communication can have on a trustworthy 
platform. The more trustworthy the platform is, the more it will encourage honest 
and transparent eWOM, which again emphasizes the trustworthiness of the 
platform. However, for this virtuous cycle to endure, UNIwise has to deploy trust in 

the platform being used, either through an existing social media platform or when 
creating a new. 
 
Because social media platforms in general enables a wide variety of participants to 
interact and share content, the risk of fostering negative eWOM exists upon any 
social media platform (Kaplan & Haenlein, 2010). This fact suggests that UNIwise 
needs to build strategies for managing negative eWOM, to ward off potential 
damage to the organization’s image and trustworthiness. This aspect is yet another 
challenge that increases when creating a social media platform, due to the newness 
of the platform (East et al., 2008): Shortcomings and changes related to building a 
new social media platform can cause customers to equate the quality and 
trustworthiness of the platform with the image and products of the organization that 
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owns the platform (ibid.). Furthermore, because the platform might suffer from 
shortcomings, negative eWOM is more likely to occur, which takes away focus from 
the original intension of the communication on the platform (ibid.). 
 
This in sum suggests that UNIwise should put more effort in managing eWOM in 
favor of WISEflow, when creating a new social media platform, than when utilizing 
an existing platform. The degree to which UNIwise is able to manage 
communication on a social media platform owned by UNIwise influences therefore 
how well UNIwise is prepared to respond to negative eWOM. Therefore, considering 
the capacity of UNIwise, UNIwise might be better off seeking ways through which 
eWOM can be facilitated through existing social media platforms.  

8.5.3 Proposition 6 
Another motivational driver behind engaging in eWOM was in section 7.4.3 found to 
stem from the degree to which the social media platform upon which eWOM was 
facilitated took precautions in terms of protecting the identity of its participants. 
Also, the possibility to enhance self-image through topics of communication was 
furthermore found to encourage the creation and sharing of eWOM. 
This proposition is supported by the strategic challenge of ensuring activity 
alignment through social media platforms (Kaplan & Haenlein, 2010). This challenge 

suggests that the selling organization needs to align strategic attempts when 
facilitating eWOM through more social media platforms (ibid.). To accommodate this 
challenge, the degree to which the selling organization utilizes technical tools of 
social media platforms to secure that eWOM is facilitated through controlled 
settings, plays an influential role:  
“Using different Social Media channels can be a worthwhile and profitable strategy. 
But remember: one goal of communication is the resolution of ambiguity and 
reduction of uncertainty, and nothing is more confusing than contradicting messages 

across different channels” (Kaplan & Haenlein, 2010: 65). This quote implies that to 
secure that the intensions of communication are perceived as intended, topics of 
communication must be structured in favorable and simple ways: It was from 
findings in section 7.4.3 suggested that the selling organization should utilize ‘talking 
points’ to secure that topics of eWOM were facilitated through simple structures of 
communication.  
Setting up different ‘talking points’ requires that the technical tools of the social 
media platform should be utilized: Such a scenario could be if the selling 
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organization creates different communities, through which only special participants 
are allowed access (Mangold & Faulds, 2009). The function of the community will 
both be that of a talking point through which topics more easily can be structured 
(Dwyer, 2007; Mangold & Faulds, 2009), while securing that the identity of the 
participants are protected through restricted access to the community (Donath, 
1999; Hung & Li, 2007). In sum, creating talking points on social media platforms 
require that the technical set-up of the social media platform in question are utilized, 
to both enhance the effect of the topics and accommodating the proposition of this 
section. 
 
Also, the degree to which the selling organization has its own communication 
paradigm set straight influences how well the organization is able to avoid confusing 
and contradicting topics of communication across different social media platforms 
(Kaplan & Haenlein, 2010). 
“Social media can not only make the boundaries between internal organizations 

more porous, but they can also be used to allow organizations to extend their 
interactions to outside stakeholders, including customers and business partners” 
(McKinsey, 2012). This quote suggests that the increased amount of communication 
structures that arise from social media platforms, need to be managed by the selling 
organization’s communication paradigm (ibid.). Furthermore, because social media 
was found to expand structures of communication between organizations and 
external sources of information (cf. findings in section 6.1.3), the communication 
paradigm of the selling organization is extended. This in turn emphasizes the need 
of being able to align more structures of communication and topics, to secure that 
the selling organization benefit from strategic attempts like ‘talking points’, when 

facilitating eWOM on social media platforms. 
 
To accommodate such a scenario, UNIwise needs first of all to align topics of 
communication on different social media platforms through its own communication 
paradigm. Secondly, the topics of communication must be formulated in simple 
terms to secure that the students engage in eWOM that are aligned with the 
intension of the topics. This in sum was found to be possible by utilizing technical 
tools of the different social media platforms. Furthermore, this attempt 
accommodates the proposition of encouraging eWOM through both protecting the 
identity of the students participating in eWOM, and enabling the students to engage 
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in eWOM that embrace different motives of self-images. This will in sum encourage 
eWOM on the social media platforms, and secure that eWOM is centered on topics 
in favor of WISEflow.  

8.5.4 Proposition 7 
Another motivational driver behind engaging in eWOM was in section 7.4.4 found to 
stem from the degree to which the topic of communication on social media 
platforms is connected to social- or environmental concerns. Also, the ability to 
facilitate topics in favor of characteristics linked to a ‘story’ was furthermore found 
to encourage the creation and sharing of eWOM. 
This proposition is supported by the strategic challenge of being social (Kaplan & 
Haenlein, 2010). This challenge suggests that the selling organization needs to 
facilitate interesting communication to attract positive attention on social media 
platforms (ibid.): “The fist step is to listen to your customers. Find out what they 

would like to hear; what they would like to talk about; what they might find 
interesting, enjoyable, and valuable” (Kaplan & Haenlein, 2010: 66). This fact 
suggests that the selling organization needs to become aware of the overall motives 
for engaging in eWOM, to create a “socially” interesting image (Kaplan & Haenlein, 
2010). The importance of facilitating topics of eWOM around what the vast majority 
is interested in is therefore evident when seeking ways through which eWOM can be 
encouraged (ibid.). This in sum supports the proposition of this section concerning 
social- and/or environmental concerns, around which the selling organization should 
facilitate topics of communication to create a positive and interesting image of both 
the organization and communication in favor of the organization. 
 
To accommodate this aim UNIwise needs to link topics of communication on social 
media platforms to concerns that are in the vast majority’s interest, to secure that 
the interest in WISEflow reaches a higher purpose. To strengthen the relation 
between WISEflow and such concerns, the way through which topics are presented 

should emphasize the relevance of WISEflow in the context of specific 
environmental concerns. Such a scenario would for an example be if UNIwise 
presents the ‘green’ and sustainable benefits of WISEflow as a mean through which 
interests of the vast majority are accommodated. This fact would furthermore 
influence the image of UNIwise, which will be attached to environmental friendly 
abilities.  
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Furthermore, technologies of social media platforms play a reinforcing role to 
support and strengthen the connection between the image of the organization and 
the strategic aim around which communication is built (McKinsey, 2012). A method 
through which this connection can be strengthened is through storytelling: 
Storytelling involves a two-way interaction between the storyteller and one or more 
listeners, where the response of the listeners influences the telling of the story (web 
16). The listeners are in other words co-creators of the story experienced, which 
suggests that the completed story happens in the mind of the listener (ibid.). This in 
turn influences the interests in the content of the story, and the activity around 

storytelling, which influence the degree to which the story is likely to be shared 
(ibid.).    
 
To accommodate this strategy, UNIwise needs to utilize technologies of social 
media platforms to present WISEflow through the concept of storytelling. 
Technology of social media platforms enables visual communication like videos, 
which increases the aim of storytelling: If UNIwise creates a mini-film about the 
benefits of WISEflow from both the educational institutions’ point of view and the 
students’ points of view, the ‘story’ of WISEflow will endure through the receivers’ 
response to the film. The degree to which the story is able to target the right 
listeners will furthermore affect the degree to which the film will be shared on social 
media platforms.  
Technologies of social media platforms furthermore enable the film to be shared 
more easily (i.e. through the feature of sharing) (Kaplan & Haenlein, 2010; Brito, 
2012), which increases the likelihood of engaging in and sharing eWOM in favor of 
WISEflow. 

8.5.4.1 Conclusion On Proposition 4-7 
Findings from proposition 4 suggested that UNIwise should seek existing social 
media platforms to identify where relevant students engage in eWOM. The 
platform(s) needs furthermore to be accessible to others than the students, to 
enable UNIwise in accommodating both the motivation of listening to eWOM, and 
the motivation of engaging in eWOM (i.e. to frame the personal relevance of 
WISEflow in favor of the students). 
 
Findings from proposition 5 suggested that UNIwise should emphasize a high level 
of trust in topics promoting WISEflow on social media platform, to increase the 
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likelihood of both engaging in- and listening to eWOM. This fact will furthermore 
increase the transparency and understanding of the topics facilitated by UNIwise on 
the social media platform, which increase the trustworthiness of the image of 
UNIwise and WISEflow.  
Due to challenges related to both financing, creating and managing a social media 
platform from scratch, UNIwise is potentially better off by seeking ways through 
which eWOM can be facilitated on existing platforms. This fact furthermore 
suggests that the possibility of accommodating the proposition concerning social 
arrangements decreases, as UNIwise does not own and control a social media 
platform. 
 
Findings from proposition 6 suggested that UNIwise should extend its 
communication paradigm to align structures of communication on social media 
platforms. Furthermore, utilizing technical tools of the different social media 
platforms were found to secure that topics related to WISEflow were made 
accessible and easy to understand. Utilizing technical set-ups furthermore enables 
UNIwise to accommodate the motives behind engaging in eWOM through ‘talking 
points’, by protecting the identity- and embracing self-image of the students. 
 
Findings from proposition 7 suggested that UNIwise should present WISEflow as 
environmental friendly, to link the benefits of the product to a higher cause. This fact 
would furthermore have a positive effect on the image of UNIwise, which will be 
linked to ‘green’ and sustainable motives. Furthermore, it was found that utilizing 
technologies on social media platforms enabled UNIwise to create a mini-film of 
WISEflow to present its benefits in favor of both educational institutions and 
students. This was furthermore found to increase the likelihood of sharing the video, 
as both educational institutions and students are becoming active co-creators of 

‘the story’, related to benefits of WISEflow. This in sum suggests that the 
proposition of connecting eWOM in favor of environmental concerns through story-
like set-ups can be accommodated, which increase the likelihood of engaging in 
eWOM.  
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9 EXPERT VERIFICATIONS 

To verify the guidelines and to get some additional perspectives on the conclusions 
reached, this chapter contains excerpts from two interviews conducted with two 
experts. The aim of the interviews have been to both verify the guidelines in terms of 
their overall perspectives and applicability, but also to add additional insights and 
suggestions to future research related to the guidelines’ practical utility for UNIwise. 
 
The experts have been chosen upon their professional relation to certain industries 
and field of expertise, and represent respectively the educational institutions’- and 
the marketing industry’s point of view: 
 
Nina Rung-Hoch is the founder and CEO of The Strategy Academy13, and has an 
international career in the global corporate education community (web 18). Rung-
Hoch has academic experience in developing and delivering executive- and board 
education and -programs worldwide, and represents hence the educational 
institutions points of view. ‘Guideline 2’ suggested the possibility of creating an 
alliance between UNIwise and the students to put a pressure on OBB of educational 
institutions. Rung-Hoch was asked to comment on this guideline in terms of 
verifying internal structures of communication within the buying center of 
educational institutions, and the possibility of being influenced by alliances between 
selling organizations and students. Furthermore, Rung-Hoch was asked to give 
suggestions to the practical aspect of carrying out the guideline, in terms of making 
the guideline more applicable for UNIwise. 
 
Kim Aschenberg is the owner and CEO of the advertising company idworks, and has 

worked with branding, corporate communication and sales communication between 
B2B and B2B2C14 for more than 20 years (web 19). Aschenberg hence represents a 
marketing point of view, which relates to strategic attempts of both ‘guideline 1’ and 
‘guideline 3’. Aschenberg was asked to both comment on the ‘new’ role of the 
marketer within ‘guideline 1’, to set the perspective upon the strategic attempts of 
‘guideline 2’ and ‘guideline 3’ straight. Furthermore, Aschenberg was asked to give 
                                                
13 The Strategy Academy specializes in delivering tailor-made corporate education programs to boards 
and companies (web 17). 
14 B2B2C represents business-to-business-to-consumer methods through which online platforms are 
utilized to reach new markets and customers, by partnering with consumer-oriented product and 
service businesses (web 20). 
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suggestions to the practical aspect of carrying out ‘guideline 3’, and elaborate on a 
strategic process for UNIwise to utilize when mobilizing the students through social 
media platforms.  

9.1 THE EDUCATION COMMUNITY 

Rung-Hoch confirmed the structures of many-to-many communication within the 
buying center of educational institutions, which furthermore was verified to contain a 
direct communication channel to students. It was additionally confirmed that it was 
possible to individually target the members of the buying center, depending on the 
product or service in question, which correlate to the findings of proposition 1. This 
fact points towards the need of clarifying the benefits of WISEflow, which should be 
structured around solving a need for the educational institution: “The institutions are 
less influenced if they don’t realize that they have a need. The product should 

represent a solution to a need which is related to the vision and strategy of the 
institution, in order to be relevant” (web 21: Rung-Hoch, 7:43). The importance of 
highlighting the benefits of WISEflow, which relate to topics of ‘risk management’15, 
was furthermore suggested as an argument in favor of implying how WISEflow 

solves challenges related to cheating and misplaced/lost examination submissions. 
This fact draws the attention away from the green image, which both UNIwise and 
WISEflow was suggested to accommodate through proposition 7. 
 
The suggested alliance between UNIwise and students was furthermore found to be 
highly relevant to influence educational institutions: “The students are digital natives, 
which mean that the future of educational institutions rely on digitalizing the whole 
education system. The importance of accommodating the opinions of the students is 

essential in USA as the educational system is supported by private funding(…). 
However, in Denmark, the educational system is influenced by a public procurement 
process, which focus on the benefits of educational institutions” (web 21: Rung-

Hoch, 14:07). This fact highlights the importance of targeting overall needs, which 
educational institutions in Denmark have, to increase the relevance of WISEflow. 
This fact furthermore suggests that students in Denmark, unlike students in USA, do 
not have a direct influence on educational institutions. Therefore, aligning 

                                                
15 ”Risk Management is the identification, assessment, and prioritization of risks, followed by 
coordinated and economical application of resources to minimize, monitor, and control the probability 
and/or impact of unfortunate events” (Hubbard, 2009: 46). 
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communication from students and selling organizations like WISEflow suggest an 
improved influence of OBB of educational institutions (web 21: Rung-Hoch, 15:13). 
Rung-Hoch furthermore highlighted a similar scenario where external service 
providers teamed up with students and built collaboration with educational 
institutions: “CBS Career Gate was a ‘business in a box’ solution, which allowed 
CBS to accommodate the strategic vision of improving an entrepreneurial image. 

The aim of CBS Career Gate was easy to link to the strategy of CBS, which 
contained one of the main motives for building a portal connecting students and 

companies” (web 21: Rung-Hoch, 15:32). This fact highlights the process through 
which UNIwise is able to mobilize the students, as the degree to which an 
educational institution like CBS is willing to invest in WISEflow, depends on how 
well UNIwise is able to facilitate the collaboration (i.e. the examination) between 
CBS and its students. If UNIwise is able to develop a package deal like the creators 
of CBS Career Gate, the importance of mobilizing the students is key. 

9.2 THE ADVERTISING INDUSTRY 

Aschenberg confirmed the perspective on the new role of the organizational 
marketer, which points towards abilities of facilitating information and relations, 
rather than controlling, which counteracts the respect that needs to be present to 
facilitate communication (web 22: Aschenberg, 10.06): “It is all about creating a 
facilitating a bond and making the selling product relevant and allowing both the 

end-consumer and the buying organization to create ‘ownership’ of the product” 
(web 22: Aschenberg, 10.39). This fact points towards the need of getting both the 
educational institutions and the students to voluntarily engage in and commit to the 
product. In relation to this aim the importance of presenting the product through 
simple information and communication set-ups play an influential part: “The mind-
set behind facilitating transparent and relevant communication depends upon the 

ability of listening to the customers and respecting different interests and the unique 
situation at hand” (web 22: Aschenberg, 13.22). In other words, the mind-set present 
when facilitating eWOM highlights UNIwise’s ability at simplifying the benefits of 

WISEflow, and accommodating both interests of respectively the educational 
institutions and the students. 
 
Aschenberg furthermore confirmed the influence of eWOM in a purchase situation 
between B2B: “To motivate eWOM the actors of the communication should see the 
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benefits of the product to engage in eWOM. The degree to which it is possible to 
motivate actors of communication affects processes related to supply and demand, 

in the sense that eWOM is able to create a pressure and expedite some processes, 
which in the end cause certain effects on OBB” (web 22: Aschenberg, 4.01).  
 
Lastly, Aschenberg commented on the four motivational drivers behind eWOM , 
present in proposition 4-7 through the strategic marketing concept of B2B2C: “Our 

[red. idworks] concept of ‘B2B2C’ is about listening to the customers, to get insights 
about needs and possible interests. It is about respecting the respectively needs of 

the involved actors [i.e. the buying- and selling organization, and the end-consumer], 
and analyzing their unique situation at hand. If such attempts are fulfilled the 
possibility of creating ‘ownership’ can be facilitated through simple structures of 

communication. Such structures must enable clear and understandable information 
to emphasize the benefits that differentiate the product in question from other 
suppliers and products on the market” (web 22: Aschenberg, 5.16). This in sum 

suggests that UNIwise should facilitate simple topics of communication to both 
make the benefits of WISEflow ‘transparent’ and ‘personal relevant’, to the 
educational institutions and the students. This fact correlates with the findings of 
proposition 6, concerning ‘talking points’, and are furthermore founded upon the 
motivational drivers of eWOM from proposition 4 and 5 concerning ‘personal 
relevance’ and ‘transparent’ information. Also, the aim of creating ‘ownership’ of the 
product supports the possibility of facilitating information of WISEflow through the 
concept of ‘storytelling’ to make the educational institutions and the students, co-
creators of WISEflow, which was suggested in proposition 7. 
 
In sum, the degree to which UNIwise is able to facilitate the right set-up through 
which both the individual needs of the educational institutions and the students are 
accommodated, influence the trustworthiness and image of UNIwise (web 22: 
Aschenberg, 16.24). This in turn emphasizes the need to create a unique 
‘experience’ of WISEflow for both the educational institutions and the students, 
when building a wanted image of UNIwise and mobilizing students to engage in 
eWOM in favor of WISEflow.  
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10 CONCLUSION 

This paper has elaborated on how organizational flows of communication are 
extended due to the diffusion of the Internet and more specifically social media 
platforms. Furthermore, the ability to engage in communication online, allow 
customers to create both social- and informational networks through which the 
influence of eWOM arise. 
This in sum was carried out through an examination of how social media expands 
organizational structures of communication and through an elaboration on the 
influence of eWOM. The paper has answered the main research question by 
suggesting three guidelines, which the case of the paper is able to utilize to 
influence OBB between B2B through eWOM.  

10.1 MAIN FINDINGS 

To examine structures of communication within the buying center the theoretical 
frameworks of OBB by Robinson, Faris & Wind (1967), Webster & Wind (1972) and 
Sheth (1973) was examined. The findings of the examination included three 
propositions through which structures of communication were found to be designed 
around different purposes. In sum, the three propositions suggested that members 
of the buying center engage in various structures of communication, through which 
they are likely to be influenced. This conclusion was reached through Andreassen & 
Streukens’ (2009) study of organizational motives for listening to eWOM. 
The finding concerning structures of many-to-many communication within the 
buying center between its members and external sources of information was 
supported through the expert interview with Nina Rung-Hoch. Rung-Hoch verified 
that members of educational institutions’ buying center engage in direct 
communication with students, which implied that OBB of educational institutions are 
influenced directly by the opinion of students through eWOM. 
This furthermore supported the second guideline through which UNIwise should 
influence OBB: Through structures of many-to-many communication; information of 
WISEflow should be facilitated indirectly through eWOM to reach members of the 
buying center of educational institutions.  
To facilitate such communication the concept of co-creation was suggested to 
create an alliance between UNIwise and students. This fact brought in the need to 
examine the motivational drivers of eWOM. 
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Motivational drivers of eWOM were examined to explain the influence of eWOM in 
relation to creating both social- and informational networks of communication 
between individuals in society. Furthermore, motivational drivers of eWOM 
influenced the degree of both the reach and trustworthiness of the information 
communicated. This fact brought in the need of a deeper examination of how 
students should be motivated to engage in eWOM to increase the likelihood of 
sharing information of WISEflow. To accommodate this aim, studies of both 
Sundaram et al. (1998) and Hennig-Thureau et al. (2004) were applied to indicate 
overall motives behind engaging in eWOM. To examine the different motives behind 
eWOM, Mangold & Faulds’ (2009) study about challenges when facilitating 
communication through social media was applied. The examination suggested four 
propositions through which students were found to engage in eWOM.  
The propositions were additionally verified through the expert interview with Kim 
Aschenberg. Aschenberg emphasized the need of listening to creators of 
communication to influence the information communication. This fact furthermore 
supported findings of the first guideline concerning the new role of the 
organizational marketer, as information between organizations and customers 
should be facilitated rather than controlled, to both motivate eWOM and influence 
OBB by accommodating motives for listening to eWOM.  
 
The third guideline for UNIwise to utilize suggested some concrete methods through 
which students should be motivated to engage in eWOM through proposition 4-7, to 
facilitate information in favor of WISEflow. To elaborate on the findings’ relevance to 
overall product categories and markets, Aschenberg suggested an overall method 
through which eWOM could be motivated and facilitated. The method was called 
‘B2B2C’ and focuses on creating ‘ownership’ of the communicated product in 

question. To create ownership among educational institutions and students, the 
importance of introducing benefits of WISEflow through simple topics of information 
was suggested. Concrete methods through which such information should be 
facilitated were furthermore found to support the findings of proposition 6 and 7, 
concerning ‘talking points’ and ‘storytelling’.  
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10.2 OVERALL PERSPECTIVES 

From the conclusions of the seven propositions, the two expert interviews helped 
verify possibilities and implications, which were improved through the strategic 
initiatives of the three guidelines in relation to UNIwise. 
Nina Rung-Hoch was asked to elaborate on the overall way through which 
educational institutions are influenced by external sources of information through 
structures of many-to-many communication. Rung-Hoch emphasized that to 
influence educational institutions, knowing the strategic goals and needs of the 
unique institutions is evident. This fact highlighted the importance of aligning 
communication in favor existing structures of communication within educational 
institutions when influencing OBB. This fact was due to the aim of understanding 
potential needs or goals of the members of the buying center and to accommodate 
‘the way the institution engages in businesses’. This fact furthermore highlighted 
that the more pressure the institution is facing (e.g. the higher the need) the more 
likely it is to influence OBB, and solve a problem by engaging in purchase-related 
collaborations. 
 
Additionally, Kim Aschenberg was asked to elaborate on an overall mindset of the 
selling organization’s marketer to utilize both the influence of eWOM and facilitate 
information of eWOM between buying- and selling organizations. Aschenberg 
emphasized that the mindset of the selling organization (red. the marketer) should 
be structured around motives of listening to- and respecting the actors involved in 
both creating and receiving eWOM. Furthermore, the ability to set up simple 
structures of both information and communication influence the degree to which the 
both the buying organization and end-customers are able to obtain ownership of the 
information communicated. This fact points towards the importance of respecting 
the needs of both educational institutions and students, to facilitate optimal 
conditions through which eWOM can obtain relevance and influence OBB. 
 
In sum, the mindset of the selling organization’s marketer should be focused on 
understanding the mindset of both end-customers and buying organizations to 
facilitate eWOM in favor of the selling organization to influence OBB. This fact points 
towards the high influence that eWOM was found to have when the right ‘frame of 
reference’ is accommodated. eWOM is first and foremost about people, and the 
influence of eWOM stems from the possibility of awaking interest and coherence 
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between information communicated and the need of the unique situation at hand. 
This in sum suggested that specific findings of guideline 3 are depended on both 
the situation at hand and the unique needs of the actors of communication involved.  
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11    SUGGESTIONS FOR FUTURE RESEARCH 
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11 SUGGESTIONS FOR FUTURE RESEARCH 

Based on the indicated limitations of the paper in section 1.3 and the elaboration on 
the suggested guidelines in chapter 9, this chapter summarizes suggestions to 
future research through which the guidelines advantageously can be elaborated on. 

11.1 THEORETICAL FOUNDATION 

It seems appropriate to assume that due to the current influence that eWOM holds, 

it will become even more relevant to explore the possibilities of such influence in the 
future. This is partly due to the increased communication made possible from the 
technology of the Internet. Furthermore, the need to understand and utilize the 
influence that eWOM holds, plays an important part for businesses’ marketing and 
sales. This fact leads to an overall suggestion for future research, in terms of 
grasping the vastness of the fundament and dynamics upon which eWOM derive.  
Furthermore, the need to understand how negative eWOM can be managed to 
emphasize positive eWOM, represents an equally important aim when striving to 
utilize the influence that positive eWOM holds. 

11.2 GUIDELINE 1 

Incorporating social media in the communication paradigm of organizations are not 
only relevant to guide the new role of the organizational marketer, but equally 
important to internal organizational processes. Social media needs to be part of 
employees’ jobs and work flow to be incorporated properly: “If social technologies is 
just one more action item on a long to-do list, it’s very likely to fall off the list as soon 
as things get busy. However, if using social technologies, is part of the day-to-day 

work flow of employees – enabling them to solve real business problems – then 
participation will more likely reach critical mass” (McKinsey, 2012: 121). In other 
words, incorporating social media indicates that changing workflows might be 
relevant for the management of the selling organization to consider when facilitating 
eWOM. Future research in terms of understanding how social media can be 
incorporated into existing processes of organizations and traditional methods of 
marketing seems appropriate, when utilizing the possibilities that eWOM holds. 
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11.3 GUIDELINE 2 

The findings concerning structures of communication within the buying center of the 
buying organization suggested multiple- and complex structures of interaction and 
motives for listening to eWOM. Assuming that proposition 1-3 holds, the 
management of educational institutions should facilitate structures of 
communication through which the members of the buying center are able to utilize 
eWOM in favor of organizational missions and performance goals. This fact requires 
further examination of how eWOM can be incorporated through internal structures 
of communication within the buying center, which are related to creating trust in 
eWOM and teaching employees how to access eWOM from online environments 
(i.e. social media platforms). 

11.4 GUIDELINE 3 

The degree to which the third guideline can be accommodated is mostly related to 
the specific situation of UNIwise. To facilitate eWOM, UNIwise needs to mobilize 
students to engage in eWOM that emphasize the benefits of WISEflow through a 
set-up that accommodates the needs and values that the students hold in 
WISEflow. To elaborate further on this aim, methods through which UNIwise is able 
to create ‘ownership’ in WISEflow are relevant. This aim is linked to the goal of the 
concept; B2B2C suggested by Aschenberg, which preferably could be examined 
further. 
Depending on the unique situation at hand (i.e. the educational institution and its 
students), and the degree to which UNIwise is able to incorporate the mindset 
behind B2B2C depends on UNIwise’s ability to learn and undertake flexibility. 
Accommodating the mindset behind the concept of B2B2C furthermore influences 
the degree to which eWOM can be facilitated in general, which are relevant to any 
case, independent of the product or market in question. This is partly due to the fact 
that eWOM exists beyond industries and organizational boundaries, which mean 
that eWOM can be utilized to influence OBB through multiple set-ups. Therefore 
further research in terms of accommodating ‘the right mindset’ seems relevant, 
when exploring ways through which eWOM can be utilized.  
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