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Executive Summary 

The motivation for conducting this master thesis is primarily to provide a comprehensive understanding of 

the phenomenon of susceptibility to interpersonal influence and advertising among the users of Social 

Network Sites (SNS). Very little research, if any, has been presented on this subject, despite its relevance to 

contemporary academia and an ever-evolving business world. The fundamental purpose of the research study 

is to provide an initial analysis on the subject, which acts as the groundwork for further research on the topic, 

and provide knowledge that marketing executives will be able to exploit. Due to the increased importance 

and influence of SNS, marketing executives are faced with the obstacle of utilising the marketing potential of 

SNS. An increased knowledge of susceptibility to interpersonal influence and advertising among users of 

SNS will help increase the understanding of how to utilise Social Media Marketing (SMM) most efficiently.  

The Introduction provides a preliminary basis of information, by which a Research Gap is identified. This 

gap provides a purpose of the specific research. To ensure that the research study is conducted in the most 

productive way, a Research Question acts as a point of departure for the thesis. A thorough investigation and 

depiction of fundamental and relevant preceding research follows the Introduction. The Literature Review 

revolves around two overall topics: The platform of social media and subsequently research on susceptibility 

to interpersonal influence and advertising. Both topics play a vital role, and are imperative for the thesis. The 

Literature Review provides the necessary foundation for the Hypothesis Development.  

The primary purpose of the hypotheses is to test whether or not the incorporated factors of influence have an 

effect on the levels of susceptibility. Statistical analysis of the hypotheses provides results that are presented, 

and then discussed within the overall context of the thesis, and based on the methodological stance. As this 

research study seeks to provide groundwork for supplementary research, theoretical implications followed by 

managerial implications are comprised. The succeeding Conclusions provide a comprehensible compilation 

of the Discussion of Results, and will enable an insightful and coherent answer to the Research Question.  

Through a pragmatic and investigative approach, the thesis provides a thorough analysis based on a survey 

conducted among 594 users of SNS. Subsequently, identifying the factors that influence susceptibility to 

interpersonal influence and advertising among users of SNS. Through exploratory and subsequently 

descriptive research a comprehensive discussion of the results the findings indicate that age has a significant 

correlation with susceptibility to interpersonal influence and advertising. Accordingly, indications of an 

intensified focus on opinion leaders on SNS are presented as an efficient way of conducting SMM. Finally, 

concluding that an intensified focus on matching the advertising approaches with the targeted consumers 

would proof beneficial.  
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Introduction 

“Individuals who are likely to be influenced by one source may conform to the suggestions 

of other sources as well” 

      - McGuire (1968)  

A fundamental understanding of individuals’ susceptibility is evident to enhance and utilise marketing 

through Word of Mouth (WOM). Misner referred to WOM as one of the most effective, yet least understood 

marketing strategies. The desire to understand and utilise WOM marketing has increased in past decades, 

due to a decrease in the effectiveness of more traditional marketing methods (Trusov et al., 2009). 

Furthermore, the effectiveness of WOM has increased even further, due to the emergence and widespread 

usage of social media. In order to utilise the concept of WOM on social media sites, the fundamental factors 

need to be examined and understood more comprehensively. This leads back to the quote by McGuire (1968), 

stating that individuals susceptible to one source most likely will be susceptible to other sources of influence. 

An augmented understanding of the concept of susceptibility among individuals on social media sites would 

be of substantial importance to marketing executives as well as highly interesting for the world of academia.  

Several researchers have previously studied the concept of susceptibility in groups, networks, or cultures. 

Researchers have investigated specific aspects of susceptibility, especially Susceptibility to Interpersonal 

Influence (SII) and to a lesser degree the concept of Susceptibility to Advertising (STA). These two concepts 

both act as part of the assumption by McGuire, and accordingly play a vital role in the utilisation of SMM.  

The basis for utilising SMM is obviously present and seems to be even more evident in the future. Despite 

this vastly growing potential, there was evidence of reluctance towards engaging in SMM during the early 

years (Kaplan & Haenlein, 2010). This early-on hesitancy towards engaging in SMM could very well be 

attributed to numerous reasons. Firstly, marketers lacked experience within the field of SMM. There were no 

guidelines as to what would work where and when. Furthermore, when dealing with User Generated Content 

(UGC), marketers have not necessarily got the sufficient knowledge about the most efficient technologies 

and approaches to reach a specific marketing goal or audience on social media. Marketers sometimes still 

struggle with defining the level of engagement among their target audience in social media, as well as the 

motivation factors behind an engagement (Kaplan & Haenlein, 2010). Also, the technologies are constantly 

changing, which means that one category of social media can go from being popular to unpopular, or vice 

versa, within a very short time. For instance, within the past year social media applications such as Instagram, 

Viddy and Vine have become extremely popular ways to engage socially, and with this development, 

companies have strived find ways to utilise them for business purposes. Regardless of the social media 

application, the underlying fundamentals remain the same, and SII and STA positions themselves as equally 

evident regardless of any concept of social media.  
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Usage of social media has never been as widespread as it is now, and it is continuously growing in 

magnitude and popularity. In 2007 56% of Internet users engaged on social media sites, and in 2008 the 

percentage had risen to 75%, also the age span of the users increased as well (Kaplan & Haenlein, 2010). In 

Denmark alone, 54% of the population were using some sort of social media site in 2011. Despite a high 

overall usage distribution, the usage of social media decreases especially among people above the age of 50 

(Danmarks Statistik, 2011). However, a valid notion should be stated in reference to the usage frequency. If 

social media is at least as popular in 20 years, as it is now, the potential future usage of social media will 

arguably increase. In 20 years the individuals age 50 have knowledge of and experience with the concept of 

social media. Implying that the importance of understanding susceptibility, to understand and utilise WOM 

can be even more evident. Another aspect of social media that most likely will increase in the future is the 

social media integration on the websites. A continuous trend of social media integration underscores yet 

another argument for developing a profound social media strategy based on valid theoretical groundwork.  

The degree of effectiveness has been widely discussed but the general effect of SMM generally believed to 

be high (Trusov et al., 2009; Jalilvand et al., 2010). However, in order for SMM to succeed and be as 

effective as possible, the fundamental factors of SMM should be taken under consideration as well. The 

effect of marketing seems to be highly dependent on whether or not the recipient believes, trust, and 

credibility in the message being delivered. According to Brown et al. (2007) the credibility combined with 

the premise of WOM that increases the involvement, meaning that a single viral reference can reach and 

potentially influence many receivers. Social networks depend, per definition, on interaction between the 

users. Thus, companies should reflect upon the fact that collaborative SNS, such as Facebook, are becoming 

the main source of information for many consumers (Kaplan & Haenlein, 2010). People are using social 

media sites such as Facebook and YouTube to seek out information about companies, or solutions to 

problems they encounter with products, brands, etc. Social media has become the phenomenon that changes 

the very dynamics of the world. SII and STA among social media users are believed to be very important in 

the utilisation of WOM on social media sites, which increasingly is being prioritised by marketing executives 

worldwide. Social media has provided an entirely new foundation for investigating the effect and levels of 

SII and STA, and given the massive marketing potential the subject, it is highly contemporary.  

According to Socialmedia Today, more than 90% of 600 small business owners across the United States 

indicated that they engaged in social media activity for marketing purposes. Furthermore, 74% of the 

companies perceived this type of social online networking “as valuable” or “more valuable”, than face-to-

face networking. The perception of social media as an effective method for spreading WOM is indeed a key 

notion. Marketers develop strategies for utilising social media to increase awareness about their product, 

company, brand, etc. either by more traditional online marketing or via UGC. Common for both approaches 

to SMM is the notion of susceptibility.  
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A banner or an advertisement can exemplify traditional online marketing on social media sites. This way of 

conducting advertising is relatively similar to conventional online marketing on sties other than social media 

sites. The shaping of these traditional marketing campaigns on social media sites can vary in shape and 

design. Often, the ads are intended to attract users from a specific social media onto the company’s own site 

within the social media site, or the company’s own personal website. Generally, this method is not that 

innovative, and ultimately serves the same purpose as traditional offline marketing. However, what makes 

SMM so effective is the possibility of targeting exceedingly specific segments of potential customers. This 

approach can be utilised through the personal information that social media sites possess about their users. 

Even though advertising on e.g. Facebook is able to target specific consumer groups, according to Debra 

Aho at emarketer.com, solid evidence proofing the effectiveness is still lacking (New York Times). Whether 

or not social media sites generate a traceable flow of revenue, they arguably generate WOM between users, 

and not necessarily within the same network, but across border, cultures, ages, etc.  However, according to 

New York Times, Facebook is having trouble turning the personal information of their more than one billion 

monthly users into usable and productive advertising information for companies to utilise. To overcome the 

obstacle of reaching consumers with advertising across the web, Facebook has hired Gokul Rajaram, a 

former Google employee. Google surpassed Facebook in annual revenue with more than 10 times (New 

York Times. Thus, the hiring of Gokul Rajaram as Product Director is a move that illustrates how important 

social media sites are taking the concept of SMM. Once again emphasising the importance of SII and STA, 

Gokul Rajaram states: “You would much rather hear a message from your friend than hear a message from 

a brand.” This quote underscores the overlook potential of intensified focus on SII and STA among users of 

social media sites.  

The border between what is marketing generated by companies, and what is genuine unaffected UGC is 

getting increasingly hard to define. More and more companies post pictures, events, etc. on their social 

media sites encouraging users to share, in order to potentially win a prize, products, etc. By doing so, 

companies are walking on the edge between traditional marketing and utilising the possibilities of WOM. If 

users of social media sites are spreading a message through WOM, then it is hard to define whether it is 

company marketing or WOM without an ulterior motive. However, if the advertisement is perceived as an 

advertisement, then perhaps the users will find it less believable than if they perceive it as WOM from a 

friend, as outlined by the Gokul Rajaram quote. Thus, if the notion by McGuire is indeed correct, individuals 

susceptible to either interpersonal influence or advertising is also susceptible to the other.  

A tangible example of the universal existence and influence of social media, and especially Facebook, can be 

exemplified through a simple illustration. Type “Facebook” on google.com, and almost 21 billion hits will be 

provided. A search on the words “Social Media” provides almost 5.0 billion hits, and narrow that search to 

“Social Media Marketing” and Google lists almost 1.4 billion hits. Social media has become a phenomenon 

to change the very dynamics of the world. In a search for newspaper related articles, almost all of the articles 
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had one or more button that could connect the specific article to different social media sites, and all of them 

included a Facebook ‘Share’, ‘Like’, or ‘Recommend’ button. This elucidates how integrated social media 

sites, especially Facebook, have become in almost all areas of the Internet, with no indications of this 

tendency coming to an end any time soon.  

The ever-growing popularity and usage of social media sites, with Facebook as the leader, there is no doubt 

about the massive potential of SMM. Also, the widespread availability of high-speed Internet and cellular 

networks has increased the rate by which WOM can extent to huge amount of receivers instantly. Companies 

in fact have little or even no control over how the users of social media perceive, respond, or interact on 

social media. Therefore a profound understanding of the underlying concepts of SII and STA among the 

users of social media would be very rewarding as well as contemporary.  

Research Gap 

It is undisputable that the subject of SMM is contemporary and highly relevant for most businesses. Despite 

the actuality of the topic, very little research has been conducted on the underlying elements of WOM and 

other marketing on social media sites. SII and STA have been subject to extensive investigation and research, 

but no research has been conducted on the subject of SII and STA among users of social media sites. Such an 

investigation could provide very useful information about the underlying effects of WOM on social media, 

and thus provide marketing executives with valuable information about how to target social media users, and 

who to target. Even though social media sites have been around for almost two decades, and popularity and 

usage has increased since the beginning of the millennium, it seems that the connection between social 

media and susceptibility has never really been investigated profoundly.  

The importance of studying susceptibility among users of social media sites is not to be overlooked. Social 

media users and their engagement, susceptibility, and attitudes have come to be a major factor for many 

businesses to comprehend. Despite this massive potential, most of the research on SII or STA has not 

revolved around a business perspective but rather a sociological standpoint. Hence, with the popularity of 

social media, and the lacking research from a business perspective, it seems there is unexplored areas of field 

of research. Even though the research on the topic has been relatively sparse, some important research of 

susceptibility among individuals has previously been conducted. In 1968, McGuire investigated the concept 

of influenceability, an investigation on which many other researchers successively have based their own 

research studies. Janis (1954), Asch (1960), Cox & Bauer (1964), Barr & Kellaris (2000), Allen (1965) and 

Bearden et al. (1989) all have made influential research on the subject, just to mention some. In 1989, 

Bearden et al. conducted one of the most influential studies, which became the point of departure for many 

subsequent research studies. Bearden et al. (1989) focused their research on the concept of Consumer 

Susceptibility to Interpersonal Influence, and created a well-documented 12-point scale. The scale 
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subsequently has been adapted and utilised by numerous researchers, as a precise tool for measuring SII. 

Among others, Barr & Kellaris (2000) based their research of STA on the scale of Bearden et al. (1989). Barr 

& Kellaris (2000) also based their research on the preliminary outlined assumption by McGuire (1968), that 

individuals that are susceptible to one source of influence also are susceptible to other sources of influence. 

Thus, Barr & Kellaris created their own scale with a shifted focus onto the STA instead of sole focusing on 

SII.  

The studies of SII have been numerous, and many researchers have conducted research studies of SII. Most 

studies sets out to investigate SII within a certain environment or among specified social groups. Among 

many specified target groups, the following groups of individuals should be mentioned: adolescent 

consumers (Rose et al., 1998; Churchill & Moschis, 1979), gender (Churchill & Moschis, 1979; Cox & 

Bauer, 1964; Park & Lessig, 1977), students and housewives (Park & Lessig, 1977). Moreover, some 

researcher turned to study the subjects in analytically specified confines such as; cross cultural differences 

(D’Rozario, 2001; Mourali et al., 2005), within organisations (Sussman & Siegal, 2003), social values (Katz, 

1960; Orth & Kahle, 2008) and finally electronic-WOM (Jalilvand et al., 2010; Brown et al, 2007). All of 

these studies have each contributed with various relevant conclusions. Bearden et al. (1990) argues that 

informational susceptibility alone increases with an increase in age. Females have been found to be more 

susceptible to influence through their peers than males (Churchill & Moschis, 1979; Bearden et al., 1990). 

Also findings indicate that the SII is higher among individuals with low self-esteem (Cox & Bauer, 1964). 

Studies have also shown that by the end of adolescence, a decrease in SII occurs (Steinberg & Monahan, 

2009; Costanzo & Shaw, 1966). Each one of these studies has contributed with interesting findings, based on 

specific target groups and their individual level of SII. Conversely to the research of SII, Barr & Kellaris 

(2000) studied the concept of STA; mostly focusing their attention on validating their approach and final 

scale. They based their research on the 12-point scale created by Bearden et al. (1989), and altered the 12-

point scale, and further validated their new found STA-scale.  

The extensive research outlined above, all has contributed to the area of research, within specific areas of 

research. However none have been conducted among users of social media sites. The most obvious reason 

for this could be the relatively short life span of social media nonetheless almost two decades should be 

sufficient to conduct a profound and valid research study on the subject.  

Research Purpose 

As depicted above, there appears to be a major Research Gap within this field of research. Research on the 

subject of SII and STA among users of social media sites can play a vital role in targeting consumers with 

advertising, thus utilising the potential effects of WOM. Therefore preliminary research on the influences of 

SII and STA among users of social media would be highly relevant. In order for companies to utilise such 
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new knowledge, an augmented understanding of the susceptibility of social media users are of the utmost 

relevance. In prolongation of the Research Gap outlined above, a more meticulous delineation of purpose of 

this research thesis will be outlined in the following section.  

The Research Purpose is first and foremost to investigate and establish valid findings on SII and STA among 

users of SNS. The reason for performing research on both SII and STA is the anticipated relationship 

between the two concepts, based on previous research, and the assumption of McGuire (1968). The indistinct 

line between company marketing with ulterior motives and genuine WOM, underscores the potential 

connection between SII and STA, as well as emphasises the decision to include both concepts in the thesis. 

To demonstrate this, it can be very difficult to establish which influential factors have had an impact, when a 

person is actively spreading the word of any given product, brand, company, etc. Most likely there is an 

underlying stimulus, which has influenced the WOM. The root of these stimuli can be many; however it is 

equitable to assume that more traditional marketing sometimes has an impact on WOM in reference to e.g. 

product endorsements. By analysing how susceptible users of SNS are to advertising, findings will provide 

an indication of how online advertising is perceived by potential consumers. Accordingly, an investigation of 

the SII among the same users could provide an indication as to whether or not there are increased or 

decreased levels of SII. Thus, investigating both the SII and STA will heighten the validity of the research 

substantially, by also providing holistic and comprehensive results. 

Additionally, the thesis analysis will focus on some new aspects due to the foundation of social media. For 

obvious reasons, prior research has not focused on areas related to social media and its usage. Thus, the 

platform of social media opens up for other interesting areas of research. For the purpose of this study the 

focus will be on SNS, which is a type of social media. A more comprehensive definition of social media, 

including SNS would be beneficial and obviously included in the preliminary section of the research. Since 

the research study focuses on a electronic media, it would be interesting to investigate whether or not the 

usage frequency has any implication on the SII and STA. As well as to investigate whether there is a 

connection between platforms (smartphone, tablet, or computer) used to access the SNS and the level of SII 

and STA. The mobility of social media has escalated in the past few years, and the tendency seems to be 

heading toward more mobile solutions, heavily influenced by the introduction of 3G/LTE accessibility.   

To summarise, the Research Purpose of the thesis revolves around an initial investigation of the concepts of 

SII and STA among users of SNS. The study aims to identify independent factors inflicting on the level of 

susceptibility, such as age, gender, usage frequency, etc. The intended outcome of such an analysis is to 

provide the foundations for supplementary research, and will also provide extensive knowledge about and 

guidance for marketing professionals on SII and STA as underlying factors of WOM.  
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Research Question 

As outlined in the previous sections, there is an area of research, which is highly contemporary, however not 

profoundly investigated. Therefore, a Research Question is needed as a guidance line that enables the 

possibility of generating a valid and substantiating thesis. Moreover, the Research Question ensures an 

unambiguous and holistic interpretation of the thesis.  

Which independent variables are influence Susceptibility to Interpersonal Influence and Advertising 

among Users of Social Network Sites, and how can they be utilised to create the most efficient 

Social Media Marketing? 

 

Based on the Introduction and in particular the Research Question, a review of previously conducted 

research would be necessary. The primary focus of the subsequent Literature Review will be placed upon the 

concepts of SII and STA, and potential independent variables that might be influencing them. To sufficiently 

understand the concepts of SII and STA, some of the underlying elements of susceptibility will also be 

reviewed, providing a holistic and uniform understanding of both SII and STA as concepts. The investigation 

of SII and STA will be conducted within the universe of SNS. Therefor a substantiating delineation of social 

media including SNS will be outlined in the following as well. Thus, the Literature Review will help 

establish the best possible foundation for developing pertinent and accurate hypotheses for the subsequent 

analysis of the thesis.  

Literature Review 

To gain a more holistic and substantiating understanding of the key concepts of the entire thesis, the next 

section will describe the concept of social media and its historic development including SNS. By doing so, it 

will ensure an unambiguous interpretation of the terminology, which is the fundamental universe of which 

SII and STA will be investigated.   

Social Media 

The concept of social media has grown tremendously in magnitude over the past few years, and has become 

a term used in everyday life. This everyday usage of the word has made the term vaguely defined. To ensure 

a holistic understanding of the concept, the numerous types of social media, will be accurately depicted. 

Social media should be perceived as the umbrella under which numerous types of social media reside. 

Before conducting a more thorough breakdown on the concept of social media, it is necessary to take a brief 
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look at the historic development of the concept, in order to get a complete comprehension of the latter 

categorisation.   

History of Social Media 

In 1980 Tom Truscott and Jim Ellis created Usenet, and laid the cornerstones of social media. Usenet was 

similar to a large discussion board on which users were able to post public messages. All and all, Usenet was 

fairly similar to a bulletin board system, as the original form of the Internet. The difference however was the 

push system of messages that Usenet utilised. All these posts and messages were pushed to the users like a 

modern RSS feed or email client. In 1998 Bruce and Susan Abelson laid the cornerstones of social media, as 

it is know today, when they created Open Diary. Open Dairy brought online diary writers together into a 

single online community. The growth in availability of high-speed Internet further added to the development 

of social media sites, such as SixDegrees (1997), MySpace (2003) and Facebook (2004). Additionally, 

YouTube was created in 2005 and along with it an increasing amount of blogs. All these sites constituted the 

term social media. Later on, online virtual gaming societies, has been integrated in the concept of social 

media as well (Kaplan & Haenlein, 2010).  

Defining Social Media 

Based on their level of Self-disclosure and Social presence, social media can be dispersed into six different 

classifications. By compiling the six classifications into two clusters, with respectively low and high share of 

self-disclosure, the social media types are more explicable delineated. Furthermore, each classification of 

social media can be assigned with respectively low, medium or high level of social presence/media richness. 

A visual illustration of the social media classification can be located in the figure below.  

Figure 1: Classification of Social Media 

 

Source: Adapted from Kaplan & Haenlein (2010) 
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To accurately expound the six social media types, they will subsequently be depicted based on their level of 

self-disclosure, starting with the cluster containing social media classifications with low share of self-

disclosure. The delineation will be based upon Figure 1. 

Social Media with Low Share of Self-Disclosure 

The main object of Collaborative projects is by its core the same idea as UGC, simultaneously enabling 

users to create and extent content together. These Collaborative Projects can be divided into two 

subcategories: Wikis and Social Bookmarking Applications. Wikis enables people to add, edit, and remove 

text content. The most famous wiki is most likely Wikipedia. Social bookmarking applications enable group-

based collection, rating and sharing of Internet links or media content such as Delicious founded in 2003 

(Kaplan & Haenlein, 2010). Collaborative Projects require only a low level of social presence as well as 

media richness.  

Content communities require a medium level of social presence, and perhaps a higher level of media richness, 

due to the main object of content communities, which is to share media content of any kind between users. 

The best know example of this is perhaps Flickr and YouTube, by which users share respectively photos and 

videos with each other.  

Virtual gaming worlds have the highest amount of media richness and social presence. The users are set to 

create an avatar, and foster it within certain established boundaries. The most renowned example of a virtual 

gaming world is World of Warcraft, whose popularity exceeds most ever made (Kaplan & Haenlein, 2010). 

The games are often a forever-on-going game, and therefore have high levels of social presence.  

Social Media with High Share of Self-Disclosure 

Conversely, a high share of self-disclosure can be found in the following three types of social media. As 

mention above Blogs was one of the bedrocks of social media. Blogs are user-generated entries, which are 

regularly updated and often have consistent subscribers. Blogs necessitate a low level of social presence and 

media richness (OECD, 2007). However, the self-disclosure compared to e.g. wikis is much greater, since 

the idea behind a blog is to put out some personal ideas, notions, opinions, etc. One of the most well-known 

blog societies is perhaps Tumblr.   

Social Network Sites have a medium level of social presence and media richness. This class of social media 

will be the basis for the remainder of the thesis, thus it will be elaborated in details below.   

Virtual social worlds have the highest extent of media richness and social presence. These online worlds are 

aiming to be as much of a replica of real life as possible. There are more or less no boundaries as to what the 

user can do within the online universe. Second Life and The Sims are perhaps the most recognisable 

examples on virtual social worlds. It could be argued whether or not these virtual social worlds actually have 
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a higher level of self-disclosure, than what is present at virtual game worlds. Basically, the individuals 

engaging in these virtual worlds need to provide the same amount of personal information, and equally “hide” 

behind an avatar of some form. Thus, it can be argued that both concepts have the same level of self-

disclosure, and equally require the same amount of media richness as well as social presence. Nonetheless, 

these virtual worlds, that being gaming or social, have been exceedingly popular since they first surfaced.  

Social Network Sites 

Social network(ing) sites are perhaps the most familiar of the social media sites, or at least the concept of 

social media is strongly linked to social network(ing) sites. Boyd & Ellison (2008) define social 

network(ing) sites as: “web-based services that allow individuals to (1) construct a public or semi-public 

profile within a bounded system, (2) articulate a list of other users with whom they share a connection, and 

(3) view and traverse their list of connections and those made by others within the system. The nature and 

nomenclature of these connections may vary from site to site.”  

In the definition by Boyd & Ellison (2008), there is no distinction between whether the site is used for a 

professional gain or simply for personal purposes. Often social media sites, such as Facebook, LinkedIn or 

MySpace, are generally referred to, as social networking sites. However, an explicit delineation of the 

concept should be implemented. To emphasise such a difference, the last part of the word network(ing) has 

been placed in parentheses. More specifically, it is the word networking, which plays a central role. As a 

very tangible example, LinkedIn is indeed a social networking site, where people are looking to interact and 

increase their professional network among other professionals or through personal relationships by the 

utilisation of networking. This is not always the case with social network(ing) sites. For instance, Facebook 

focuses on social interaction among connections in a social network. However, not in the professional sense 

of the word, networking. Rather, the users are socially interacting and expanding their network of 

connections, but not necessarily with a professional gain in mind. Based on this brief explanation, it is 

necessary to present a clear distinction of the two subgroups. For the overall purpose of the thesis, there will 

be made no distinction between the two subgroups. However, due to the magnitude and influence of 

especially Facebook, and other similar non-professional network sites, the clarification of the term hopefully 

provides a certainty and awareness about the differences between the two subgroups, and ultimately helps to 

ensure a holistic and unambiguous perception of SNS. 

According to Figure 1, SNS have a high level of self-disclosure and medium level of social presence, 

whereas media richness varies according to the specific site. SNS are based on the idea that users have their 

own, more or less, personal profile from which they interact on the site. This individual profile enables the 

user to interaction with connections by sending or receiving messages, photos, videos, sounds, etc. The term 

‘Friends’ is used to identify the online connections on Facebook, and is perhaps the most widely used term 
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for relationships on SNS. However, the unbiased term connections will be used throughout this thesis due to 

three major reasons: 1) the term connections do not refer to a single SNS, but rather to all SNS. Thus, it 

would be misleading to label all online connections as ‘Friends’, even though this is by far the most used and 

well-known term. 2) It is not misleading. SNS-connections do not necessarily have to be friendship in the 

everyday vernacular sense, and the reasons people connect on SNS vary depending on the specific site (Boyd, 

2006). 3) Users can have sinister or abusive motivations when establishing a connecting to other users, for 

instance bullying or harassing. Thus, the term ‘Friends’ can provide a false connotation.  

Despite the reluctance towards the usage of the term ‘Friends’, Facebook by far is the most widely used SNS, 

as well as the best known. In December 2012, Facebook had more than one billion monthly active users and 

more than 618 million daily users on average (Facebook Newsroom). This massive usage of Facebook and 

the increasing magnitude of users have made the Facebook-brand one of the strongest brands worldwide. 

According to BrandZ’s yearly evaluation of the world’s most valuable brands, Facebook earned the highest 

buzz of all brands worldwide in 2012, and came in as the 19
th
 most valuable brand in the world. Given that 

Facebook has increased their brand value by an astonishing 74% from 2011 to 2012. The increase was by far 

the highest growth of all brands, and it emphasises the massive market potential that lies within the brand of 

Facebook. Facebook is also highly integrated into a majority of all websites, which shortens the route from a 

certain website to Facebook, and vice versa. Which entails a potentially method to reduce the distance 

between customers and companies. Furthermore, the increased digitalisation of most societies makes this 

way of advertising a technique to reach a vast amount of customers, across borders, with less effort and 

perhaps with a heightened effectiveness (Trusov et al., 2009). The globalisation has increased the 

possibilities and needs for staying in touch with each other, and high-speed Internet, 3G/LTE, and the 

coming of the mobile era have made the concept even more accessible, fast, and popular. For instance, 

Facebook had no less than 680 million monthly active users that engaged with Facebook through a mobile 

platform, such as a smartphone or tablet (Facebook Newsroom). 

Despite the massive influence of Facebook, there are a vast amount of alternatives, which support a wide 

range of specific personal preferences or interests (Boyd & Ellison, 2008). To mention some of them, there 

are sites for people of a certain age, with certain areas of interest, ethnicity, and so on. SNS enable both the 

possibility of setting up new connections and maintaining pre-existing relationships. As such, a simple letter, 

email, or phone call would be able to fulfil the role of maintaining ones social network. Though the speed, 

public visibility, and accessibility by which it can be done with SNS is superior to any existing alternatives.  

This visibility of the users’ network on SNS is presented as an advantage before other alternatives. However, 

the public visibility can also be perceived as a downside. Due to the massive publicity surrounding privacy 

issues on SNS, and the desire to exploit such information by marketers, the following section will be 
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elaborating on the privacy issue within SNS. By integrating trust and privacy issues, the thesis provides a 

incorporation of concepts believed to have an imperative impact on levels of SII and STA respectively.  

Trust and Privacy Issues  

When signing-up to a SNS, users are asked to provide a series of personal information such as age, gender, 

origin, interests, and many more to fulfil the user’s site-profile. This is effectuated due to numerous 

incentives. The most obvious and commonly used reason is that the personal information is used for the site 

to enable users with an easy access to pre-existing connections of interest or familiarity to the users. Thus, 

creating an online network more smoothly and much more effectively. The information is also used for users 

to find and establish new connections within their social network. Once the users have filled in the necessary 

information, the access to the SNS is established. Users are then presented with the option of changing the 

degree of discretion in reference to other users. This option enables users to decide the information that will 

be publicly shared and the information that only will be shared with specific connections. However, it is not 

possible to modify the amount of information, being shared with the SNS. This leads the way for the next, 

and just as apparent, explanation for why personal information is so vital for these SNS. Since most of the 

SNS are free of charge, these sites need to earn their profits another way. Such a profit can be earned by 

delivering personal information to third parties, enabling third party marketers to target a specific group of 

potential consumers with very precise methods. Obviously, this kind of personal information would not be 

accessible to the SNS, if the users were not willingly providing the information, mostly likely due to 

relatively low levels of privacy concerns toward SNS. Dwyer et al. (2007) operate with both privacy and 

trust issues in their research study among users of Facebook and MySpace. Internet privacy concerns involve 

information sharing for instant messenger screen names, as well as mails within the SNS for connecting with 

other users. Trust, with regards to SNS, mostly relates to whether users feel that their personal information is 

being kept safe by the administrator of the SNS, and whether third party uses the information for other 

purposes (Dwyer et al., 2007). Mayer et al. (1995) define trust as: “… the willingness of a party to be 

vulnerable to the actions of another party based on the expectation that the other will perform a particular 

action important to the trustor, irrespective of the ability to monitor or control that other party.” Thus, trust 

is to be perceived as a crucial determinant for an increase in the willingness to share information. 

This raises a very interesting concern regarding the SNS-users’ knowledge of the subject. Perhaps, the users 

have a high level of trust towards the specific SNS, and evidently do not expect SNS to supply personal 

information to third party stakeholders. Or maybe, the users are not aware of the conceivable exploitation of 

their personal information. Arguably the most feasible explanation is that users are aware of the exploitation 

of personal information, but find the personal gain from using these sites, makes it worth giving up the 

ownership of their personal information. This third option is somewhat established by a study of Dwyer et al. 

(2007). Their study indicated that SNS-users mostly do not expect their private information to maintain 
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private once they join a SNS. Furthermore, they argue that users of Facebook are more willing to share 

private information online, than the users of MySpace. This increased willingness could be conferred to a 

heightened degree of trust in Facebook as a SNS, or conversely interpreted as MySpace users being more 

cautious.  

Research of e-commerce has shown that trust is strongly linked to disclosure of information – trust can even 

be appreciated as a precondition for self-disclosure (Dwyer et al., 2007). As Figure 1 illustrates, SNS 

generally have a high level of self-disclosure, indicating that users of SNS actually have somewhat high 

levels of trust towards SNS. However, the trust is not unbreakable. In 2012, Facebook was on the verge of 

experiencing a huge crisis. Various users of Facebook found that their private messages within Facebook had 

been posted on their wall, making it publicly accessible for all their connections, or all Facebook users, 

depending on privacy settings. This resulted in Facebook users worldwide deleting their profiles, and 

additionally complaining about the breach of privacy and trust, both in public and to Facebook directly. Such 

a massive violation of privacy could very well have resulted in a heavy setback for Facebook. However, both 

Facebook and several experts dismissed the accusations, and instead pointed to the fact that a new Facebook 

initiative called Timeline had been recently launched. Thus, making it much easier for people to access old 

public messages. Despite the potential crisis, the trust in Facebook, and other SNS, seem to be at a high level, 

regardless of personal information being used for commercial usage by third party stakeholders. This 

relatively high level of trust enables a vast flow of information from users towards Facebook, with very little 

questioning. As the above example of a potential crisis illustrates, the idea of personal or shameful messages 

being publicly accessible, seems to be much more appalling to SNS-users, than the fact that all their personal 

information is being utilised for marketing purposes on a daily basis. Privacy and trust issues should be 

viewed as important areas within the field of social media research. Thus, additional exploratory research 

favourably could be executed on this field to investigate the underlying influence of privacy and trust 

concerns on SII and STA. Since most SNS earn their profits by distributing personal information to third 

party stakeholders, SNS would not be able to make a profit, if their users were not willing to disclose 

personal information.  

One way for SNS, and third party stakeholders, to make a genuine profit is by utilising susceptibility within 

the interpersonal connections. Thus, the next section will revolve around the concept of SII will be presented 

and reviewed. Succeeding SII, the concept of STA will be outlined. 
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Susceptibility to Interpersonal Influence  

”An important determinant of an individual's behaviour is others' influence” 

- Bearden et al. (1989)   

Generally, SII describes how the influences of others can have causal effects on individuals. Bearden et al. 

(1989) also defines the concept of SII in a more methodically manner. In their study, Bearden et al. (1989) 

used the following definition of SII among consumers. The definition will act as the definition of SII 

throughout the entire thesis: “… the need to identify or enhance one's image with significant others through 

the acquisition and use of products and brands, the willingness to conform to the expectations of others 

regarding purchase decisions, and/or the tendency to learn about products and services by observing others 

and/or seeking information from others.” The definition very accurately sums up the total of the two parts 

that make up SII. Hence, SII can be split into two sub-concepts: Susceptibility to Normative Influence (SNI) 

and Susceptibility to Informational Influence (SInI). Deutsch & Gerard (1955) performed experiments 

concerning the difference between normative and informational influence. In their study they argued that the 

susceptibility of an individual is affected by both normative and informational sources. Hence, if an 

individual was told that their perception of a subject was not corresponding with that of a measuring 

instrument or an expert, it is likely that the individual would reconsider his/her initial opinion. The findings 

by Deutsch & Gerard (1955) emphasise the close symbiotic relationship between the two concepts. 

Nonetheless, the term SNI is recurrently being used without taking SInI into account. Thus, to ensure a 

holistic understanding of the concept of SII, a more comprehensive distinction between the two sub-terms 

will be presented in the following sections. 

Susceptibility to Normative Influence  

Martin et al. (2008) defines normative influence as “… the social influence to conform to the expectations of 

another person or group”. A similar elucidation can be drawn from the definition of Bearden et al. (1989) 

above. Basically, normative influence revolves around the influence of the norm – within a group, 

environment, or society in general. Deutsch & Gerard (1955) argue that from the time of birth, a person 

learns that the perceptions and judgements of others are generally reliable sources of evidence. Additionally, 

they claim that in a group environment, the normative social influence could either be cultivated or confined 

by the group itself. This entails that a group of individuals either lay down their own set of cultural and 

social frontiers in which the group should manoeuvre. Or alternatively oblige to the common social and 

cultural beliefs confined by the general society (Deutsch & Gerard, 1955). Stafford (1966) examined 

individuals of a group, and added information about group members tended to conform in their choices 

according to the selection of the group leader.  
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Normative influence can occur due to two major sources of influence: utilitarian influence and value-

expressive influence (Bearden et al., 1989). The utilitarian influence relates to the individual’s attempt to 

comply with the expectations of others, in order to either achieve praise or avoid social disapproval from the 

group or general society. The utilitarian influence operates through the process of compliance, and occurs 

when individuals conform to the expectations of others, and revolves around conformity based on perceived 

rewards and punishments (Park & Lessig, 1977). According to Brinberg & Plimpton (1986), utilitarian 

individuals are equally influenced by whether or not the behaviour of the individual will be visible to the rest 

of the group. Alternatively, the second source of normative influence mentioned is the value-expressive 

influence. This type of influence is primarily motivated by individuals’ genuine desire to enhance or support 

its self-concept or self-image through referent identification. The concept operates through the process of 

identification, which occurs when a person adopts a behaviour or opinion of another person due to 

satisfaction of self-defining ideals (Bearden et al., 1989; Brinberg & Plimpton, 1986).  

Orth & Kahle (2008) found that individuals with higher internal values and more complex social identifies 

were less susceptible to normative influence. Similarly, Cox & Bauer (1964) identified that individuals with 

low self-confidence are more susceptible to normative influences than those with high self-esteem. The 

desire to associate with a group results in the norms of the group influencing the individual’s persona and 

behaviour. This type of influence entails individuals to associate with positive referents and disassociate with 

negative referents (Kelman, 1961). Orth & Kahle (2008) and Park & Lessig (1977) question the validity of 

several previous studies, which have used a single target group, such as students, housewives, male 

youngster, teenagers, etc. Park & Lessig (1977) argue that using only a single segment of the population, 

such as students, genuinely diminishes the validity of the results. Park & Lessig (1977) found, in their study 

of disparate attitudes of specific target groups, a significant difference between students and housewives and 

their levels of SNI. The arguments of diverse levels of susceptibility in specific population groups are 

emphasised by Martin et al. (2008), who state that individuals differ in their level of SNI, by investigating 

the disparity of typical person endorsement versus celebrity endorsement. The study was based on the 12-

point scale created by Bearden et al. (1989); however it only focused on the normative dimension of the 

scale, which meant that only eight of twelve statements in the original scale were included in the study by 

Martin et al. (2008). Based on their findings, they deduced that there is a noteworthy difference between 

consumers with respectively low and high levels of SNI. In both test groups, individuals with high levels of 

susceptibility responded to a higher extent to testimonials of a high quality, rather than the actual attributes 

of the products. Conversely, the people with low levels of susceptibility focused on the attribute-quality 

rather than the quality of testimonials.  

Following the depiction of utilitarian and value-expressive influence, collectively referred to as normative 

influence, the subsequent section will provide a thorough depiction of the second part of interpersonal 

influence, titled informational influence. 
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Susceptibility to Informational Influence 

Deutsch and Gerard (1955) define informational influence as “… an influence to accept information 

obtained from another as evidence about reality.” In this definition, the primary focus is on acceptance of 

interpersonal influence as evidence about reality, based on the receiver’s perception of information 

credibility. Additionally, Park & Lessig (1977) define interpersonal influence as “… an influence is accepted 

(internalized) if it is perceived as enhancing the individual's knowledge of his environment and/or his ability 

to cope with some aspect of this environment.” In this definition, the focus is not on the information as 

evidence. Instead, they argue that information is to be internalised only if the information enhances either 

knowledge of the environment or the coping of it. Both definitions grasp important elements of how to 

understand the profound aspects of informational influence. Thus, a unanimous and holistic definition based 

on the two definitions will be made and utilised as the collective definition of informational influence 

throughout the thesis: “An influence is accepted (internalised), as evidence of reality, if it is perceived as 

enhancing the individual's knowledge of his environment and/or his ability to cope with some aspect of this 

environment”. This combined definition takes both the relevance and evidence of the information into 

account. Thus, the collaborative definition is believed to best define the constraints and substance of 

information influence, as well as to ensure a uniform and holistic understanding of the concept as described 

in the following section.  

As normative influence can be split into two concepts, so can informational influence. Firstly, an individual 

can seek out information from either an opinion leader or an individual perceived to possess expert 

knowledge. Exemplified, if users actively seek out information from opinion leaders, for instance through 

specific sites. This method of seeking information from users with high levels of expertise corresponds with 

Sussman & Siegal’s (2003) Moderated Model of Information Adoption (MMIA), which will be further 

elaborated later on. Secondly, observing a significant other can influence the individual. According to 

Burnkrant & Cousineau (1975) their findings provide evidence of individuals using another person’s 

evaluations as a source of information, either intentionally or unintentionally, thus altering their perception 

of e.g. a brand due to the informational influence observed. Burnkrant & Cousineau (1975) argue that the 

interpersonal influence between two individuals is actually being processed as information rather than an 

individual being subject to a norm. Informational influence operates within the concept of internalisation. In 

other words, an individual enhances its knowledge about a certain area by internalising the given information. 

Informational influence has been found to affect consumers when they are involved in the decision process 

regarding product evaluations (Bearden et al., 1989). The credibility and quality of informational source will 

be even further elaborated below. Thus, informational influence can be an equally evident marketing tool for 

organisations to benefit from as normative influence. Regardless, informational and normative influence, 

make up a symbiosis confined in the concept of interpersonal influence.  



Anders Buur Hansen 

MASTER THESIS | M.SC. IMM 

 

PAGE 24 OF 81 SUSCEPTIBILITY TO INTERPERSONAL INFLUENCE AND ADVERTISING AMONG USERS OF SOCIAL NETWORK SITES 

Measures of Susceptibility to Interpersonal Influence 

Bearden et al. (1989) created a 12-point scale based on comprehensive research with several stages of review 

and reassessments of the scale to ensure highest possible validity. A more comprehensive, analytical, and 

methodical review of the construction processes of the scale will be presented in the Methodology section. 

Bearden et al. (1989) was influenced and inspired by the research of Park & Lessig (1977), developed 14 

statements to assess both normative and informational influence. The 14 statements were targeted for brand 

and products decisions, which led Bearden et al. (1989) to create their 12-point scale as autonomously as 

possible. The decision to produce autonomous statements is criticised by Orth & Kahle (2008). They found 

the statements to be neither product nor situation specific, which according to Orth & Kahle (2008) make the 

scale more vulnerable to interpretation within different situational contexts. Bearden et al. also 

acknowledged this issue, and tried to compensate by specifying the statements. Despite criticism of the scale, 

it has been widely used and referred to as a valid measure in succeeding research analyses. In extension to 

generally applicable statements, and the criticism by Orth & Kahle, the following section will focus upon 

additional literature which points to implications in the usage of a single scale for general purposes, despite 

outstanding validity and reliable test sequences.  

A general perception is that susceptibility varies based on specific personality traits. For instance, Cox & 

Bauer (1964); Janis (1954); and Berkowitz & Lundy (1957) argue that individuals with a low sense of self-

esteem are more likely to be influenced and follow the suggestions of their social circle, e.g. to avoid social 

disapproval. Churchill & Moschis (1979) found that adolescent females have a stronger orientation toward 

their peers than males, and on that basis concluded that they accordingly will be more susceptible to social or 

interpersonal influences. Additionally, in 2005 Mourali et al. made a research paper regarding cultural 

orientation and consumer susceptibility among French Canadians and English Canadians respectively. 

Mourali et al. (2005) found that there appeared to be significant cultural differences between the two target 

groups. The French Canadians were found to be significantly more susceptible to normative influence than 

English Canadians, primarily due to a lower score on measures of individualism. Mourali et al. (2005) 

argued that individualism had a significant negative effect on SNI. The study by Mourali et al. (2005) 

revolves around two cultures of the same nation. The two groups have only been separated by the single 

measure of cultural differences. This cultural identification is criticised by Kim et al. (1990), who argue that 

this way of operationalizing does not account for varying degrees of acculturation among individuals 

towards cultures. Furthermore, research and thus validation of the susceptibility scale in other cultural 

settings would be necessary in order to further validate the research method and findings. Additionally, 

Mourali et al. (2005) point to the fact that further research should be made on other parts of Hofstede’s 

cultural dimensions besides individualism.  
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Regardless of the form, if indeed interpersonal influence plays a vital role in shaping consumer behaviour, 

for instance by the WOM, the findings can be highly valuable to marketers, when targeting the consumer 

segments. Even though users of social media sites not necessarily are consumers, when dealing with SNS in 

the light of marketing, the users could all be perceived as potential consumers. In the following section a 

real-life case study about M&M’s will act as a briefly tangible example of how SII can be utilised by 

marketing professionals on SNS. 

M&M’s Case Study 

Mars is a massive conglomerate that started in 1882, when Frank C. Mars was home-schooled and thus 

taught to hand-dip chocolate. In 1941 the brand M&M’s was introduced for the first time by Forest E. Mars 

Sr. In 2012 it operates in more than 73 countries around the world. M&M’s is perhaps one of the most well 

known brands of Mars, and has been popular among customers in more than seven decades (mars.com). 

Mars, who owns the brand of M&M’s, in 2010 decided to launch a multi-pronged campaign spanning 

several media platforms, to promote their new product – M&M’s Pretzel. The purpose of engaging in viral 

advertising through Facebook was based on two foundations; seed awareness and increase number of ‘Likes’ 

on their Facebook Page. The argument for engaging in a much more viral advertising method was primarily 

to enhance the effect of WOM. Chief Consumer Officer of Mars, Debra Sandler: “I think it’s incredibly 

powerful for consumers to speak to each other and to offer each other the options and the great ideas that 

they have found on the site.” (Facebook, Advertising Case Study; M&M’s) 

A month before the official launch, Mars created a Facebook application called the M&M’s Pretzel Vending 

Machine, which enabled 40,000 of the brand’s Facebook friends to receive a free sample of the new product. 

By using the vending machine people where able to invite two friends that would also receive a free sample, 

thus furthering the viral potential of the campaign. Mars also encouraged users to give feedback on their 

Facebook Page, thereby making the Facebook page their primary hub of interaction with consumers 

(Facebook, Advertising Case Study; M&M’s). The campaign resulted in an increase in interaction with the 

M&M’s brand on Facebook, which lasted long after the campaign, and according to Debra Sandler, Mars 

will continue to utilise the functions of Facebook for further SMM (Facebook, Advertising Case Study; 

M&M’s).  

Scopes of Communication  

As the M&M’s case shows, SII is highly relevant in regard to referrals or informational advices in the form 

of WOM, from one or more users to at least one receiver on SNS. Jalilvand et al. (2010) argue that personal 

conversations (normative influence) and informal exchange (informational influence) among connections 

influence consumer choices, purchase decisions, shape expectations, as well as pre- and post-usage 
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perceptions of a product or service (or brand). Jalilvand et al. (2010) operate with three scopes of 

communication within the concept of eWOM: one-to-one, one-to-many, and finally many-to-many. However, 

it could be argued that these three scopes of communication should be expanded with a fourth scope: many-

to-one. Such a fourth scope of communication is present and just as evident on SNS. Communication coming 

from several individuals that is targeted toward a single person is often used on these sites. If for instance 

several individuals post messages on a celebrity’s wall on Facebook, it is many individuals communicating 

with a single person. Thus, a fourth scope of communication will be added to the model of Jalilvand et al. 

(2010), and subsequently the four scopes of communication are included when referring to the Revised 

Scopes of Communication (RSOC) throughout the remainder of thesis, as illustrates Figure 2.  

Figure 2: Revised Scopes of Communication 

 

Source: Revised model based on Jalilvand et al. (2010) 

 

The difference between eWOM and traditional WOM, Jalilvand et al. (2010) describe as: “… 1) they are 

electronic by nature; there is no face-to-face communication, 2) Those referrals are usually unsolicited, that 

is, they are sent to recipients who are not looking for information, and hence are not necessarily willing to 

pay attention to them.” However, it should be stated that the differences pointed out by Jalilvand et al. (2010) 

are neither meticulous nor precise. Firstly, it could be argued that with the technology of web cam 

intervention, the face-to-face communication is almost the same experience as that of the real life face-to-

face interactions. To substantiate this presumption, the study of Neuhauser (2002) could be used. Neuhauser 

(2002) compared two classes: one online face-to-face and the other with traditional face-to-face teaching. 

The findings of the research showed no significant differences between the two methods of communications. 

Additionally, evident research has shown that individuals can create fully formed impressions of others 

based solely on the written context of electronic interactions (Brown et al., 2007). Secondly, Jalilvand et al. 
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(2010) states that referrals of eWOM are often unsolicited, which might decrease the interest in the 

statements. Regarding SNS, the communication can be both solicited and unsolicited. And even more crucial 

the eWOM on these network sites revolves not only around whether or not the information is solicited, but 

also around the type of conversation as one of the four scopes of communication. Whether or not information 

is requested, information through WOM is found to have a substantially longer carryover effects, and to 

produce substantially higher response elasticity (Trusov et al., 2009). In any case, the concept of WOM has 

been proven to be very powerful, and marketers are generally keen on exploiting the concept of eWOM as 

well. According to preceding research WOM has proved to be more effective in generating organisational 

performance such as sales (Trusov et al., 2009; Misner, 1999; Chevalier & Mayzlin, 2006). To ensure the 

best possible outcome of SMM, an increased investigation of population on SNS would be beneficial.  

In 2007 Li wanted to describe the population on SNS, based on the level of engagement by the SNS-users. 

The final output of the research study was the Social Technographics Ladder (STL). Via the STL, Li (2007) 

presents six levels of communication participation. The focus has now shifted from a focus on number of 

dispatchers to an increased focus on a specific group of dispatchers. The STL presents six levels whereas the 

top levels is the most influential segment of SNS-users.  

Figure 3: The Social Technographics Ladder 

 

Source: Li (2007)  

 

According to Li (2007) the Creators consist of SNS-users with a high level of influence of the subsequent 

segments. Brown et al. (2007) accentuate the notion of specific opinion leaders, which have an increased 

interpersonal influence among other users of SNS. According to Brown et al. (2007) these Opinion Leaders 

play a vital role in the spreading of WOM. The activity of the Creators and their collective influence make 
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them active co-creators of branding and marketing through UGC and WOM on SNS. The STL also contains 

other levels of influence according to Li (2007). Also, Critics and partially Collectors are dispatchers of 

attitudes, though in a lesser degree and magnitude compared to Creators, who are the main dispatchers of 

opinions. Thus, a unanimous term for these individuals will be Communication Catalysts. Through an 

identification of these catalysts, marketing executives would be able to target a segment of SNS-users who is 

basically responsible for distributing interpersonal influence across the SNS. By focusing on the 

Communication Catalysts, marketing executives would be able to create and utilise their SMM much more 

effectively. In order for the communication to actually have an interpersonal influence on SNS, the issues of 

credibility and quality of communication are bound to be influential. To investigate the influence of 

credibility and quality on SII, the MMIA by Sussman & Siegal (2003) should be reviewed.  

Source Credibility and Quality  

The MMIA provides an insight into the concept of credibility and quality of the information source. Sussman 

& Siegal (2003) produced the MMIA, based on the findings of Petty & Cacioppo (1986). In their research 

study, Sussman & Siegal (2003) demonstrated that source credibility is significantly associated with the 

perceived usefulness of the information, which also depends on the source of information, such as 

Communication Catalysts. Whether or not the users adopt the information depends on how useful they find 

the specific information, which then again depends on both argument quality and source credibility. 

Figure 4: Moderated Model of Information Adoption (MMIA) 

 

Source: Adapted from Sussman & Siegal (2003) 

The determinant factors of how useful the information is perceived are based on both the credibility of the 

source as well as the eminence/quality of the argumentation. According to Petty & Cacioppo (1986), there 

are two routes: the central route and the peripheral route (Sussman & Siegal, 2003). The central route 

suggests that the receiver processes the message’s argument by cognitively elaborating on the message. In 

other words, the receiver is focusing on the quality of arguments. Conversely, the peripheral route suggests 

that the receiver of an information source focuses on the peripheral message cues, such as the credibility of 

the source to form their mind-set (Johar & Sirgy, 1991).  
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Thus, regarding susceptibility of the information, the information source plays a central part. The source by 

which users of SNS get information is bound to come from any of the four scopes of communication 

outlined in the RSOC. According to the MMIA by Sussman & Siegal (2003) the vital part is not whether the 

source is multiple or singular but rather if the source is credible to the receiver or comes from an eminence 

source augmented quality. Furthermore, Sussman & Siegal (2003) incorporate the involvement and 

especially the expertise of the recipient as a source of influence. Contextualised through SII among SNS-

users, this would facilitate that users would find information more useful, when the informant is either 

involved or have a degree of expertise within the subject of matter, which is similar to the outlined 

informational influence section above. If the source of information comes from an individual within the 

social network, the credibility of the source will evidently be very high, as sources of high credibility play a 

very significant role in determining conformity (Park & Lessig, 1977).  

Trusting the source of information could be perceived as highly relevant as well. The concept of privacy and 

trust regarding SNS were depicted previously. In continuation of that section, the concern of trust in 

reference to SII should be described. Trust could easily be incorporated into the MMIA, and should also be 

included in the concept of source credibility. Siau & Shen (2003) defines trust as: “a state involving 

confident positive expectations about another’s motives with respect to oneself in situations entailing risk”. 

From this quote, three key issues can be interpreted. Firstly, the relationship between trustor and trustee 

consists of reliance for mutual benefit. Secondly, trust involves uncertainty and risk; there is no guarantee 

that the trustee will live up to the expectations of the trustor. Thirdly, the trustor has faith in the honesty and 

goodwill of trustee, and does not expect to be betrayed by trustee. These assumptions are based on the e-

commerce trust development life cycle by Siau & Shen (2003). Ultimately, it would be reasonable to 

presume that trust is indeed a part of the overall credibility of an information source. If trust is established 

between the source of information and the recipient, then the source is perceived as credible. Conversely, if 

an information source is perceived as credible is by all means should explicitly infer that the recipient trust 

the source of information. Trust, credibility, and quality of argument all seem to be central elements of 

communication sources, as well as elements of influence on SII.   

Basically, the same ground rules are evident if the source of communication is an advertisement. If the 

advertisement was presented with high quality argumentation, the source credibility, and the trust all have a 

decisive influence on whether the information is perceived as useful and subsequently adopted. This entails 

that the STA, among other things, depend on the same principles as outlined in the RSOC, the STL, and the 

MMIA, which ultimately corresponds with the initial quote by McGuire (1968). In the following section, a 

preliminary focus on advertising approaches and STA, which both are strongly linked to the delineated 

theories on SII, followed by intensified focus on the STA-scale developed by Barr & Kellaris (2000).  
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Susceptibility to Advertising 

The opening quote by McGuire (1968) is basically a preconditioning for the entire study of Barr & Kellaris 

(2000), when they investigated individuals’ proneness to be influenced by non-personal sources, such as 

advertising. Based on the assumption by McGuire, Barr & Kellaris (2000) presumed, that individuals with 

high levels of SII also would be highly susceptible to other influences, including STA. Barr & Kellaris 

(2000) defined STA as: “… the extent to which individuals attend to and value commercial messages as 

sources of information for guiding their consumptive behaviours”. This definition will be used throughout 

the thesis, and serve as precedent for any theoretical interpretation of the concept. Similar to the concept of 

value-expressive and utilitarian influence, the subsequent section will highlight on the concepts of value-

expressive and utilitarian advertising. According to Katz (1960), attitude exists due to at least one of the 

following motive-determined functions of attitude: ego-defensive, knowledge, value-expressive, and 

utilitarian. According to Johar & Sirgy (1991), within the field of advertising, the two most used concepts to 

influence consumer behaviour are utilitarian and value-expressive functions. Johar and & Sirgy (1991) 

describe how the functions of attitude have a fundamental influence within the advertising universe.  

The value-expressive function of advertisements relates to the personality-related attributes associated with 

the product, service or brand. Johar & Sirgy (1991) defines this approach as: “a value-expressive advertising 

appeal, holds a creative objective to create an image of the generalized user of the advertised product (or 

brand).” The value-expressive approach also referred to as the image or symbolic appeal. The basic strategy 

behind such an advertisements approach involves creating a personality of the product, service, or brand by 

which the target consumers can associate. Thus, providing consumers that use this product, service, or brand 

with the specified image (Johar & Sirgy, 1991). This advertising strategy is referred to as Transformational 

Advertising by Rossiter & Percy (1987). The link from the value-expressive advertising to value-expressive 

influence as a part of SNI is pretty obvious. As mentioned above, Bearden et al. (1989) the value-expressive 

influence is motivated by the desire to enhance ones self-image through the process of identification. Such 

an identification process could very well be through an advertisement.  This depiction corresponds with the 

description of value-expressive influence by Park & Lessig (1977) and Bearden et al. (1989). For instance an 

advertisement that states that by using a specific brand of shampoo, the looks and health of the hair will 

increase.  

Conversely, value-expressive advertising tries to portray the users of product, service, etc. with a certain 

image, or build a personality around the product, service, etc. (Johar & Sirgy, 1991).  As an example, a 

value-expressive function in advertising could be the stereotypic image of sports car owners as young, 

attractive, successful, etc. Advertisement consistent with the utilitarian function, the main focus is on specific 

product attributes or utilitarian benefits satisfying specific needs. Johar & Sirgy (1991) defines it as: “a 

creative strategy that highlights the functional features of the product (or brand).” The strategy of utilitarian 
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advertising is mainly to inform the consumer about key benefits of the specific product, service, or brand that 

are perceived as either highly important or functional to the targeted consumers (Johar & Sirgy, 1991). Thus, 

Rossiter & Percy (1987) refers to this approach as Informational Advertising. Shavitt (1992) describes 

utilitarian advertising as the product attributes presented through utilitarian advertising have the goal to 

maximise rewards and minimise the downsides. Linking the product attributes with intrinsically associated 

benefits. This strategy is referred to as transformational advertising by Rossiter & Percy (1987). Johar & 

Sirgy (1991) defines value-expressive advertising as: “… a value-expressive advertising appeal holds a 

creative objective to create an image of the generalized user of the advertised product (or brand).” Shavitt 

(1992) describes value-expressive attitudes of advertising as aids to self-expression and social interactions. 

Further, the attitudes are based on what the product, brand, or service symbolises and expresses about the 

consumers identity and values (Shavitt, 1992).  

Katz (1960) argues that different people like or dislike a product or service equally, but for completely 

different reasons due to the utilitarian or value-expressive function. Spivey et al. (1983) agree with Katz 

(1960) and further claim that individuals can be clustered into homogenous groups based on their functional 

profiles. Spivey et al. (1983) recommend that the effectiveness of advertising can be improved by matching 

the customer’s functional profiles with the appeal of the advertisement. This idea corresponds with the 

functional theory, according to (Shavitt, 1992). Also, the functional theory states that attitudes that serve 

different functions, also respond to different persuasive appeals. As the quote above expresses, McGuire 

(1968) proposed that individuals who are likely to be influenced by one source might conform to the 

suggestion of other sources as well. Thus, it is reasonable to presume that advertising with a focus on 

features and intrinsic benefits (utilitarian) of the product, brand, or service should be persuasive to 

individuals susceptible to utilitarian influence. And conversely, advertisements that focus on what the 

product, brand, or service symbolises (value-expressive) should be persuasive to individuals susceptible to 

value-expressive influence, as per the presumption of McGuire (1968). All and all there seems to be a strong 

theoretical link between SII and STA based on the above.  

Barr & Kellaris (2000) also founded their study of non-personal sources of influence on an investigated of 

the influence of television advertisements. The explicit focus on television commercials was, due to the 

amount of time that their subjects, college students, spent watching television. Also, due to little research had 

been conducted within this area of research, triggered them to conduct a study of the influences of non-

personal sources. The subjects, who were in their late adolescence, were also selected due to their proneness 

to various external influences. In other words, Barr & Kellaris (2000) chose subjects that were interested in, 

and consequently exposed to, the specific type of advertising. Even though the study is targeting TV-viewers, 

it is arguably applicable on other areas of advertising as well, due to the validation by Barr & Kellaris (2000). 

In their study they provided evidence of a strong correlation to the scale of Bearden et al. (1989). The choice 

of television advertising instead of e.g. SMM most likely is due to the general usage of social media was 
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much less common in 2000, than in 2013. The authors chose young individuals with relatively high usage of 

television, and then tested the differences in susceptibility between subjects of either low or high STA, much 

like Bearden et al. (1989). Barr and Kellaris (2000) did not distinguish between whether it was a celebrity or 

non-celebrity endorsement, nor did they focus on whether the influences were informational, utilitarian or 

value expressive as Martin et al. (2008). Instead Barr & Kellaris focused on the scale by Bearden et al. 

(1989) and the findings of Chaiken (1980) and the  

Chaiken (1980) argues that persuasive communications, such as advertisements, are comprised of arguments 

or ‘content’ as well as peripheral cues providing a setting or ‘context’ for the persuasive communication. The 

peripheral cues consist of the communicational elements of e.g. credibility of the advertisement or source 

credibility, as described by Sussman & Siegal (2003) in the MMIA. Furthermore, the impact of the 

peripheral cues depends on the ‘type’ of processing: systematic versus heuristic, as well as the ‘amount’: low 

versus high level of elaboration. Both the systematic and the heuristic view of persuasion revolve around the 

recipients’ concern with assessing the validity of the advertising message (Chaiken, 1980). This notion also 

corresponds with the MMIA, in which it is referred to as ‘argument quality’. However, the systematic and 

heuristic views differ in their emphasis on validity. According to Chaiken (1980), the recipients of the 

systematic view exert considerable cognitive effort in assessing the validity, as they actively try to 

comprehend and evaluate the content of the advertisement. This notion is very similar to the utilitarian 

function, attitudes, and influences described above.  

Conversely, corresponding with the value-expressive function, attitudes, and influences described in the 

heuristic view, the recipients focus comparatively little on the validity of the advertisement. Recipients 

instead focus on more accessible information such as the endorser of the product – for instance if a celebrity 

endorser is used as mentioned above. According to Chaiken (1980) this entails that the recipient identifies 

the product with the endorser and draws its conclusions based on the argumentation and identity. 

Additionally Chaiken (1980) argues that recipients with high level of STA employ systematic information 

processing in forming their final conclusion with regard to advertisements. Hence, the elaboration should be 

high, and the peripheral cues should have a direct impact through a ‘central route’. On the contrary, 

recipients with low levels of susceptibility employ a more heuristic strategy when forming opinions towards 

ads. Thus, elaboration ought to be lower and peripheral cues should influence the recipients indirectly as a 

‘peripheral route’. 

Through a meticulous validation process, in which Barr & Kellaris compared their results to findings of 

other studies, the authors constructed a 6-item scale for measuring STA. Even though the process of 

developing such scales is never-ending, the validity of the scale should be perceived as high. The findings by 

Barr & Kellaris found that the proneness of individuals who are susceptible to one concept is likely to be 

susceptible to multiple sources regardless of the sources being personal or non-personal. The results of the 
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study also found a relationship between STA and materialism. This specific finding is highly relevant for 

marketers, since it suggests that materialism flourish among individuals with high STA. These individuals 

perceive materialistic possessions to be linked with personal happiness and success (Barr & Kellaris, 2000). 

Finally, Barr & Kellaris argue that the research could be beneficial in the execution of advertisements 

targeting highly susceptible consumers, with regard to features such as music, endorser, humour, etc. This 

specific notion should be perceived as highly significant for SMM on SNS. 

After a thorough review of the literature concerning STA, the following section will shed some light on some 

of the more foundational or influential concepts, which can help to support the understanding of STA among 

users of SNS later on. This is also done to ensure a holistic yet multilateral comprehension of the topics from 

the review of the literature.  

Online Advertising 

Online advertising methods cover such advertising types as web banners, sponsorships, pop-ups, hyperlinks, 

etc. Rodgers & Thorson (2000) refer to the advertisement formats, as Advertiser-Controlled (AC) conversely 

there is also Consumer-Controlled (CC) elements of the interactive advertising. Most online advertisement 

requires a minimum of effort or involvement from the users. For instance, some online marketing formats 

work by the receiver merely watching, similarly to traditional offline advertisement. Advertisements might 

require recipients to have some degree of response to the advertisement. For instance by clicking on a 

hyperlink, a banner, or a pop-up window. This specific formats of advertising is extremely widespread, and 

is more or less found on every website on the Internet, including SNS. Unlike traditional offline marketing, 

online advertising in its nature makes for transcending barriers of national borders. By default, the Internet is 

a World Wide Web, and thus effortlessly reaches individuals across borders. Regardless of the advertising 

being transnational, there is a need for some level of susceptibility among the recipients. Rodgers & Thorson 

(2000) conducted a study regarding online users’ perception of advertisements. This study resulted in the 

creation of the Interactive Advertising Model (IAM). This model provides an overview of the processes 

fundamental in the context of recipients, advertisement types, and potential outcomes. The IAM includes 

four segments: Functions, Information Processes, Structures, and Outcomes, as illustrated in Figure 4 below.  
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Figure 4: Interactive Advertising Model 

 

Source: Adapted from Rodgers & Thorson (2000) 

 

According to the IAM by Rodgers & Thorson (2000), three of the four stages are CC, leaving only the third 

stage Structures as being AC. The first stage, Functions, is CC and depicts the motive for engaging in online 

activities, including whether the mental mode being serious or more playful. Since Functions is CC, it is as 

such not possible for marketers to control. The second stage is also CC. Information Processes are the 

cognitive tools by which the online advertising is perceived by the receiver. The recipient must pay attention 

to an advertisement, remember the advertisement, and finally develop an attitude toward the advertisement, 

leading to a subsequent attitude toward dispatcher of the product, service, or brands. Attention, Memory, and 

Attitude are labelled as Cognitive Tools, and have to present with the consumer. The third stage is AC, which 

entails that advertising agents actively can control the elements of this stage. The stage is labelled Structures 

and consists of the advertisement type, format, and feature. The primary element of any advertisement is the 

type or structure of the advertisement. Secondly, the format in which the advertisement is portrayed, such as: 

a banner, pop-up window, hyperlink, etc. Thirdly, the features of the advertisement can be both AC and CC. 

The objective element of the advertisement consists of the colour, size, realism, sound, vividness, etc., 

namely the features that the dispatcher can control (AC). Conversely, the advertiser cannot control the 

subjective perception of an advertisement. For instance, whether or not the recipient finds the advertisement 

interesting, funny, appealing, boring etc. (CC) solely depends on the subjectivity of the receiver, and not the 

dispatcher, of the advertisement. The fourth stage, Outcomes, is primarily based on both the cognitive tools 
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as well as the subjective features that have been perceived from the advertisement. The stage defines whether 

or not the advertisement actually has an impact, is being remembered, forms an attitude, etc., and as such is 

strongly linked to theory of utilitarian versus value-expressive attitudes and functions based on the Cognitive 

Tools and the Structures. 

Rodgers & Thorson (2000) acknowledges the correlation between Functions and Attitudes as one of the 

Cognitive Tools in their IAM. Correspondingly, Katz (1960) argues that attitudes only exist because they 

serve a function. Thus, marketers need to consider, which type of audience they want to target. As mentioned 

above, there are some differences between the appeal of value expressive and utilitarian advertising. 

According to Spivey et al. (1983) it is highly important to match individuals that are clustered in 

homogenous groups based on their functional profiles with the appeal of the advertisement. In other words 

the level of susceptibility can differ depending on how well this match between advertising and individual 

functional profile. Spivey et al. (1983) state that matching the two parts will influence the outcome in a 

positive way. The Outcomes in the IAM are based on the responses of the audience towards the 

advertisement, which greatly varies depending on the first two stages, and the match between functional 

profile and appeal of the advertisement (Spivey et al., 1983). The effectiveness and appeal of advertisements 

have been greatly discussed. 

The cognitive tools of the IAM are strongly linked to the utilitarian and value-expressive attitudes as 

depicted by Johar & Sirgy (1991), Shavitt (1992), Chaiken (1980), and Barr & Kellaris (2000). Additionally, 

the IAM provides an interesting link between the theoretical aspects of consumers’ STA, split on 

respectively utilitarian and value-expressive functions. As well as the tangible outcomes, such as advertising 

type, formats, and feature. The formats, feature and type of an advertisement should vary with the product, 

brand, or service being advertised, according to Johar & Sirgy (1991), Shavitt (1992), Chaiken (1980), and 

Barr & Kellaris (2000), and hence target products, services, or brands with respectively utilitarian or value-

expressive features to the intended consumer segments. As with the STA-scale, the IAM was created before 

the massive international breakthrough of the SNS. This entails that SNS was not an actual part of the 

foundation behind the four Online Motives. However, they are still liable and valid motives for engaging in 

online activities, including usage of SNS. Also, it could be argued that SNS easily would be interpreted as 

being a part of the category of Socialise. If this notion is acknowledged, the IAM is still both highly 

applicable and relevant for marketers to keep in mind. After a brief delineation of the usefulness of the 

model from SNS-perspective, it should be beneficial to provide a more tangible comprehension of the IAM. 

To provide a tangible example of online advertising as theoretically outlined in the IAM, the subsequent 

section describes a real-life case. The idea of incorporating a case is to offer a concrete example of how to 

utilise the theoretical content above, providing a holistic understanding of online advertising and STA as 

well. 
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Lacoste Case Study 

The true story of the crocodile came to live in 1923, when Allan H. Muhr promised Davis Cup Captain René 

Lacoste a suitcase of crocodile-skin if Lacoste was able to win a big match for the team. The bet was 

reported in the papers, where René Lacoste was given the nickname, “the Crocodile”. After the victory on 

the court, Robert George, a friend of Allan’s and a professional illustrator, designed a crocodile to be 

embroidered onto the blazer René Lacoste wore when entering the courts. René Lacoste started an industrial 

production alongside hosier André Gillier in 1933, and started producing the now famous Lacoste polo shirt. 

This was the first time a brand was visible on the outside of clothing (Lacoste.com). Today, Lacoste is not 

just a brand being used on the courts but a brand that reflects a certain lifestyle, and awakens Cognitive 

Tools of the IAM. 

Ultimo 2010, Lacoste wanted to increase the awareness of their brand, as well as drive traffic to the online 

Lacoste stores in Germany, France, and the United Kingdom. To increase the sales through these online 

stores, launched in 2010 (Facebook, Advertising Case Study; Lacoste). During January and February 2011, 

Lacoste ran a series of ads on Facebook, primarily targeted towards men and women independently, in each 

of the three countries. Age, likes, and submitted interests were also incorporated as segment criteria. The age 

groups consisted of 18-24 and 25-44 years of age. These were further broken down into both five- and one-

year segments, which made it possible for Lacoste to get the necessary information, and to target some very 

specific audiences. Along the way, Lacoste removed low-performing ads, and re-directed funds to the 

highest performing ads (Facebook, Advertising Case Study; Lacoste). 

The case study provide a tangible example of some of the outlined elements of the IAM, as well as to 

illustrate a potential method of conducting SMM on a SNS. The dominant strain of thoughts throughout the 

above sections revolves around co-creation of value, and how marketers will be able to enhance, target or 

generate co-creation of marketing through SNS. To utilise value creation through SMM, the concept of 

WOM seems inevitable to describe.  

Value Creation through Word of Mouth 

“Satisfied customers who will spread word of mouth are the most powerful assets you have” 

         - Andy Sernovitz  

Brown et al. (2007) defines WOM as “… a consumer-dominated channel of marketing communication 

where the sender is independent of the market. Therefore it is perceived to be more reliable, credible, and 

trustworthy by consumers compared to firm-initiated communications.” This definition highlights the 

importance of the depicted concepts such as source-quality, credibility and trust. Brown et al. (2007) 

emphasises that WOM is consumer-dominated and the sender is independent of the market. These 
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interpretations are highly comparable with the IAM, however the notion WOM being strictly independent is 

somewhat faulty. As the Mars case study showed, the entire campaign behind the new M&M’s variant was 

based on WOM being spread between SNS-users. Thus, the independency of the messenger seems spoiled. 

The case study also illustrated the effectiveness of utilising WOM through SNS. According to Trusov et al. 

(2009) WOM is becoming more efficiently, while more traditional advertising methods are decreasing in 

effectiveness. In their research, Trusov et al. (2009) made an investigation of the effects of WOM versus 

more traditional marketing, and found that WOM referrals had a substantially longer carryover effect than 

traditional advertisements. Furthermore, they discovered that WOM produced considerably higher response 

elasticities than that of traditional marketing. Thus, WOM might enable companies to marketing their 

product, brand, or service at significantly lower costs and with more efficient outcomes, compared to 

traditional marketing (Trusov et al., 2009).  

Brown et al. (2007) also made an interesting research study, on the concept of WOM. The authors argued 

that it is the credibility combined with increased involvement by the receiver that ultimately lead to higher 

level of cognitions, corresponding with the MMIA by Sussman & Siegal (2003). Additionally, Brown et al. 

(2007) suggest that tie strengths affect the flow of information; the strength of the relationship correlates to 

the frequency of interaction. Stronger ties also result in stronger influences on the receiver’s behaviour, and 

ultimately affect decision-making positively. Through evaluation of satisfactory and repetitive conversations, 

the level of trust within the relationship will also be increased (Siau & Shen, 2003).  

Another interesting aspect, drawn from Brown et al. (2007) is the notion of brand-consumer-relationship. 

Research suggests that consumers have an underlying need for emotional connection to the high-

involvement products they purchase. This high-involvement relationship is achieved by the brand surpassing 

the personification qualification, thus acting as an active contributor to the social network, much like value-

expressive influence and advertising outlined previously. The value gained from these high-involvement 

relationships thus stems from the social ties formed as a result of using the brand, and not by the brand itself 

(Brown et al., 2007). If the relationship between the brand and consumer is continuously strengthened 

through trust, it will evidently lead to a stronger relationship, thereby affecting decision-making in 

purchasing processes positively (Siau & Shen, 2003; Brown et al., 2007). Also, a percentage of companies 

are disguising their advertising behind the concept of being Genuine WOM (Magnini, 2011). Such a 

marketing strategy is a great example of the indistinct differentiation between traditional online marketing 

and WOM, and equally exemplified through the Mars case study. Magnini (2011) is using the term Genuine 

WOM, by which he refers to the RSOC, where information is spread from one or more individuals to one or 

more recipients. Thus, the distinction between what is Genuine WOM, and company-influenced WOM is 

very hard to define and has a very faint balance. Companies can perform marketing that balances on the 

verge of being both traditional marketing and at the same time being distributed through WOM on SNS.  
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Collaborative Creation of Value 

Since Thomas Malthus in 1798 concluded that the world would run dry of (natural) resources, the world has 

evolved tremendously. The focus has steadily shifted from a sole focus on tangible resources – primarily 

natural resources – to a gradually higher focus on intangible and dynamic resources generated by humans. 

As Zimmerman argued in 1951: “Everything is neutral until humankind learns what to do with it” (Vargo & 

Lusch, 2004). This is a great example of the shift in focus, where tangible resources are only perceived as 

valuable if humans act as co-creators, and is also much in line with the concepts of Web 2.0 and UGC.  

Correspondingly, the era of a company as a producer, and the user merely as the receiver, seems to be 

elements of the past. Most companies have realised over the years that regardless of output, the collaboration 

between user and company has grown into a stronger and more evident symbioses. This notion has been 

stressed throughout the above sections. They all have the common denominator of correlations between end-

user and producer, and the susceptibility as an underlying factor. Vargo & Lusch (2004) are focusing on the 

transition from tangible to intangible resources, co-creation of value, and relationships. The primary focus is 

built upon general believes converging from previous dominant marketing logic based on “goods” into 

Service Dominant Logic (SDL). The universal logic behind this notion is very rational. Prahalad & 

Ramaswamy (2004) puts it evidently: “… different premise centred on co-creation of value. It begins with 

the changing role of the consumer in the industrial system – from isolated to connected, from unaware to 

informed, from passive to active.” Additionally, Prahalad & Ramaswamy (2004) go on to list the reasons for 

this change in value creation. The accessibility of information has increased tremendously due to the Internet, 

which has led the way for consumer communities such as SNS, in turn making it easier for the consumer to 

gain a certain insight into different products based on the vast amount of products available. The consumer 

learns from experiences, and furthermore the accessibility makes it much easier for the consumers, 

particularly the Communication Catalysts, to set certain demands for the products (Prahalad & Ramaswamy, 

2004). Thus, users of SNS make use of each other to gain information about products, brands, businesses, etc. 

through the influence of informational susceptibility. In other words, the company is not just producing an 

output, by which the consumer has to settle. Instead the consumers have become a new dominant marketing 

logic, as a serious co-creator of value for the company, enabling marketers to target the creators of UGC. 

WOM can proof very powerful, and if marketers manage to utilise the potential of WOM through 

Communication Catalysts, the concept could provide even more lucrative outcomes. However, the effect of 

WOM and the utilisation of first-movers and Communication Catalysts on SNS have little, if any, impact if 

the underlying foundation of susceptibility is not fully understood. Based on the Literature Review, the 

following section will focus on hypothesis development.   
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Hypothesis Development 

The Literature Review has outlined the concepts of SNS, SII, and STA, as well as some very crucial 

underlying elements that seem to have a causal effect on SII and STA. The supplementary theoretic concepts 

that have been reviewed, serve to provide knowledge, paramount to the understanding of SII and STA 

among SNS-users. Combined with the Literature Review, setting the stage for some interesting succeeding 

research and analysis. In the following, both the Research Gap and the Literature Review will act as a 

foundation for the subsequent development of hypotheses. These hypotheses will act as the best possible 

basis for the subsequent analysis, offering the foundation to provide the most rewarding answer to the overall 

Research Question. The Research Gap identified an area within the literature that has enjoyed very little 

academic focus despite its massive potential and social media growing vastly in popularity over the past 

decade. The outlined history of the Internet, Social Media, and especially SNS, illustrates that the foundation 

of SNS is built upon social interaction. This social interaction is an evident argument for investigating the 

concept of SII and STA among the SNS-users. Since the social interaction is such a vital part of SNS, the 

concept of WOM and the fundamental concept of SII should be utilised by businesses when targeting 

Communication Catalyst on SNS. The reasoning behind the development of each individual hypothesis is 

presented accordingly. In the final part of the Hypothesis Development, a precise recap of the hypotheses 

will be outlined. This course of action helps to ensure a fluent and holistic approach to the hypothesis 

development, yet providing a clear overview of developed hypotheses.  

Based on the initial quote by McGuire (1968) and the findings Barr & Kellaris (2000) provide in through the 

validation process of their 6-point STA-scale, it seems crucial to investigate whether there is a dependency 

between SII and STA. Barr & Kellaris (2000) provided evidence of such an interrelation, and to analyse if 

the same conclusions can be drawn, if the subjects are users of SNS, would be highly relevant and interesting. 

Through the Literature Review there have been provided evidence for a correlating relationship between SII 

and STA, emphasising the initial presumption by McGuire (1968). 

Rose et al. (1998), Park & Lessig (1977), and Churchill & Moschis (1979) all investigated levels of 

susceptibility on adolescent consumers. Park & Lessig (1977) performed an investigation to map out the 

differences using various target groups as subjects, and therefore used both students and housewives as their 

subjects. The authors found that students generally were more susceptible to interpersonal influence than 

housewives, even regarding interest-areas that the researchers, prior to the study, expected to be of more 

interest to the housewives. Thus, it would also be highly relevant to investigate the influence of age on SII 

among users of SNS. Barr & Kellaris (2000) argue to have found confirmation of adolescent individuals 

being more susceptible to advertising and more materialistic as well. If in fact the younger population is 

more susceptible, marketers will be able to take this into account when developing SNS marketing strategies. 
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Both theoretically and from a business perspective, it would be very interesting to investigate whether there 

is a correlation between STA and age. Thus, based on previous findings, it would seem to be justifiable to 

assume that the levels of SII and STA also decrease correlating with age among users of SNS. At the very 

least, nothing suggests that a decline in susceptibility is not the case.  

Millson (1966), Hamilton & Warden (1966), and Solomon (1963) all have found evidence of females having 

a stronger orientation toward their peers than males (Churchill & Moschis, 1979). If in fact such 

diversification is present between the genders, it would be relevant for businesses to know and subsequently 

make use of. Even though the evidence has been somewhat diverse, it should be investigated whether there 

are different levels of SII between the genders solely among the users of SNS. Despite proclamation of 

gender differences as regards to peer orientation, it seems inadequate to base a hypothesis on gender 

differences within SNS-users, as contradictory research studies point toward indifference between the 

genders regarding susceptibility. Regardless of the dispute over whether or not gender diversification in 

levels of susceptibility is present, a hypothesis on the subject should be outlined, due to the highly interesting 

area of research, as well as the possible utilisation by businesses. In addition to such an utilisation of 

knowledge by marketing executives, a supplementary investigation of the correlation between gender and 

STA should be conducted.   

Since the research area of this thesis has not been previously investigated, it is not possible to find preceding 

research on the linkage between SNS usage frequency and levels of susceptibility. However, according to Li 

(2007) the Creators on SNS should be utilised, due to their extensive presence and high frequency of usage 

on SNS. According to both case studies, indications points toward planned advertising on SNS provide a 

positive outcome. However, the results of the SMM might not have been as effective, if the users were not 

spreading the word as happily, bringing the subject of matter back to Web 2.0 and UGC. The more often the 

SNS-users are logging into their accounts, the more they will be subjected to advertisements, and the more 

they will be able to spread, and be subjected to, WOM. Therefore, it seems highly relevant, to investigate the 

correlation between usage frequency of SNS and the levels of STA among the SNS-users. As outlined above, 

several researchers have found a positive correlation between SII and age. Statistics also reveal higher SNS 

usage frequencies among the younger segments (Danmarks Statistik, 2011; Nielsen, 2013). And according to 

several researchers, levels of SII are higher among the younger segments. Thus, a rational delineation would 

be to investigate whether increased usage of SNS positively correlates with SII or whether it is merely due to 

age.  

In prolonging of the thoughts on usage frequency, a notion of mobile usage of SNS rises. Over the past years 

there have been an extensive expansion of the 3G/LTE mobile network making the accessibility of SNS 

much more convenient. According to Nielsen (2013) more than half of the smartphone owners, across 

nations worldwide, have access to, and interact with, SNS. Mobile access also means constant exposure to 
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advertisements and interpersonal influence, which is primarily generated by Communication Catalysts. 

Additionally, mobile consumption decreases with increase in age. According to Nielsen (2013), there is a 

significant decrease in mobile consumption, when individuals reach the age of 45 years and above. 

Comparing this knowledge with the thought of a decrease in usage frequency with the increase in age, it is 

would be relevant to investigate whether mobile usage alone increases levels of SII, or whether a potential 

increase is due to other factors such as age or usage frequency. In general all the hypotheses will be tested 

for multicollinearity 

This brief Hypothesis Development provides some interesting areas of research, which the following 

hypotheses will provide groundwork for testing. Thus, the point of departure in the succeeding analysis will 

be based on the following hypotheses: 

Hypothesis 1: Positive Correlation between SII and STA 

Hypothesis 2: Negative Correlation between age and SII and STA Respectively 

Hypothesis 3: No Correlation between gender and SII and STA Respectively 

Hypothesis 4: Positive Correlation between SNS Usage Frequency and SII and STA Respectively 

Hypothesis 5: Positive Correlation between SNS Platform Mobility and SII and STA Respectively 

Research Methodology 

To ensure that the developed hypotheses are tested in the satisfactory environment, and based on the most 

evident assumptions, it is highly valuable to map out the fundamental assumptions and research 

methodology of the thesis. This further helps to make sure that the hypotheses are understood in the intended 

manner, and the subsequent sections are interpreted as they were intended. Further, to secure a holistic and 

methodologically founded thesis, the following section will provide a specific and systematic guideline for 

the subsequent part of the thesis, and in particular the analysis. Also, the idea behind this section is to 

illustrate the linkage between the fundamental worldview and the overall structure and concept of the thesis. 

The idea behind the Research Methodology section is equally for it to function as a link between the 

fundamental objectives of the research at a more theoretical level, and the more pragmatic and tangible 

techniques and basic execution of the analysis. In other words, the research methodology bridges the 

underlying assumption on which the thesis is based with the research objectives of the study.  

The way a researcher understands and perceives the world is evidential for the final output of the research 

study. Also, the common understanding of the subject being studied varies depending on the worldview and 

believes of the recipient. These assumptions lead to the presumption that two individual researchers will in 
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fact have different approaches to the same research study, regardless if they were conducting the study or 

they were intended as recipients. A thought example would be that such two studies conducted by different 

researchers would arguably end up with different results. Despite the ambiguously interpretations and 

worldviews, the following section will try to create a holistic and uniform understanding of the most 

fundamental and general interpretations of the paradigmatic concepts and assumptions of this research study.  

Fundamental Research Concepts  

Burrell & Morgan (1979) operate with four paradigmatic concepts, acting as the fundamental and underlying 

assumptions for any given research study. The four concepts are all interrelated according to Burrell & 

Morgan (1979). These four concepts are broadly accepted as the basic assumptions within social science 

approaches (Morgan & Smircich, 1980). Even though there are academics arguing otherwise, these 

paradigms are regard as important and also highly justified. Thus, Burrell & Morgan (1979) will act as 

fundamental research concept for this thesis. The reason for this utilisation of the theory of Burrell & 

Morgan (1979) is first and foremost, that their theory laid the cornerstones for many subsequent discussions 

and theoretical developments. The four paradigmatic concepts by Burrell & Morgan (1979) are: Ontology, 

Epistemology, Human Nature, and Methodology. A brief and clearly defined delineation of these concepts 

will be made below to ensure a holistic comprehension of these fundamental assumptions. 

As an evident part of their theory, Burrell & Morgan (1979) focused their attention towards a split between 

the two dimensions of Subjectivity versus Objectivity. This dimensions-split implies that the researchers are 

holding either a subjectivist or objectivist attitude toward the approach of investigating a specific 

phenomenon. Along with others, Guba & Lincoln (1994) criticise the two-dimensional split for being too 

simplistic. For instance, Morgan & Smircich (1980) extended the fundamental model of Burrell & Morgan 

(1979) by highlighting six paradigmatic typologies across the subjectivist-objectivist dimension. Thus, 

researchers very much disagreeing on the amount of dimensions. Despite the disagreements, the notion of 

ontology as the point of departure of research seems to be unambiguous. The split between subjectivity and 

objectivity plays a continuous key role in the subsequent delineation of the four paradigmatic concepts, and 

should basically be interpreted as two separate worldviews.  

Ontology essentially revolves around the nature of reality, and how the world is understood. Whether the 

world is in fact an objective phenomenon, or whether it is a concept constructed by all individuals (Burrell & 

Morgan, 1979). Kuhn (1970) argues that the notion of “truth” and what is “really there” are phrases that 

cannot be constructed independently of the theoretical assumptions, on which it is created. According to 

Morgan & Smircich (1980), the core of the subjectivist approach relies on a perception of reality as a 

projection of human imagination or a social construction. Conversely the objectivist approach recognises 

reality as a more tangible and concrete structure or process.  
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Following Ontology is the concept of Epistemology, which concerns the nature of knowledge rather than 

reality. It focuses on the nature of knowledge, and to what extent it is possible for a researcher to grasp the 

phenomenon being analysed. Consequently, epistemologists focus on whether or not study findings 

objectively exist, or if they merely exist as a subjective interpretation by each individual (Burrell & Morgan, 

1979). Kuhn (1970) contributes with a mind-clearing thought: “… though the world does not change with a 

change of paradigm, the scientist afterward works in a different world”. The quote refers to the issue 

presented at the beginning of the Research Methodology, on whether or not each individual interprets the 

world differently. Morgan & Smircich (1980) define the subjectivist approach as an acquisition of 

phenomenological insights – a revelation as well as an understanding of how social reality is created. 

Oppositely, the objectivist approach’s core epistemological stance is to construct a positivist science or to 

study a specific system, process, or change.  

The third concept is Human Nature. This concept concerns the relationship between the human being and its 

environment, and how each individual perceive a studied phenomenon in particular surroundings. 

Assumptions about Human Nature are; man as a pure spirit, consciousness, existing as an individual as well 

as a social constructor, and creator from a subjectivist approach (Morgan & Smircich, 1980). Conversely, 

Morgan & Smircich (1980) portray the objectivist approach to the concept of human nature as a man either 

as an adaptor or a responder.   

This leads to the fourth paradigmatic concept labelled Methodology. This final concept revolves around how 

a research study is executed. This includes how the data is collected, processed, and analysed, to ensure the 

best possible answer to a research question. Morgan & Smircich (1980) refers to this as Research Methods in 

their extended model. The subjectivist approach deals with exploration of pure subjectivity or hermeneutics, 

whereas the objectivist approach is founded on historical analysis as well as lab experiments or surveys.  

Thus, a very interesting aspect concerning to what extent there is in fact a linkage between the paradigmatic 

concepts and their influence on which research methods are utilised to accomplish research objectives should 

be introduced. Rossman & Wilson (1985) present three different perspectives on the researcher’s choice as 

three perspectives on usage of multiple methods: The Purists, The Situationalists, and The Pragmatists. The 

Purists usually focus on the same paradigm level as Burrell & Morgan (1979) and Morgan & Smircich 

(1980). Purists hold that qualitative and quantitative approaches derive from epistemological and ontological 

assumptions about society and the nature of research, and either qualitative or quantitative methods are 

utilised within a single study. Conversely, the Situationalists focus their research on methods, and 

acknowledge that both qualitative and quantitative approaches have a certain value. Situationalists concede 

that both approaches can be used within a single study; however they argue that specific methods are more 

appropriate for specific research situations. Vidich & Shapiro (1955) suggest that surveys provide 

representative information (quantitative) that can be interpreted through qualitative data, and that surveys test 
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hypotheses generated through fieldwork, much in line with this thesis. Lastly, the Pragmatists, similar to 

Vidich & Shapiro (1955), maintain that the integration of multiple methods within a single research study is 

possible, even fruitful. According to Rossman & Wilson (1985), Pelto (1978) exemplified this perspective by 

utilising a variety of different approaches, increasing the credibility of the research results greatly. 

After a brief review of the central concepts fundamental to research within social science, as perceived by 

Burrell & Morgan, an understanding of how these fundamental paradigmatic concepts are influencing the 

process of the thesis, and act as a ultimate correctional guidelines will be provided in the subsequent section. 

The above-mentioned fundamental concepts of business research within social science will act as the 

foundation for the choices that have been made in regard to this thesis, regarding fundamental assumptions 

as well as research approach.  

Research Approach and Assumptions 

In the preliminary phases of a study, the researcher has some basic expectations and presuppositions about 

how the study is to be created, presented, etc. Thus, these assumptions most likely already have been present 

in the preceding sections. However, in the following they will be more explicitly communicated.  

Generally, ontology and epistemology are perceived as underlying influences on the methodology of a study. 

Thus, these concepts could be comprehended as the underlying assumptions of how the world is perceived. 

These assumptions are then strongly interrelated with the choice of methodology and even affecting the 

choice of research area. Basically, this entails that a researcher will not be able to detached predetermined 

beliefs and values, from the research topic. When conducting a research study the dimensions of subjectivity 

and objectivity are interrelated and inseparable. Meaning that certain the ontological and epistemological 

stance could be subjective and objective accordingly. Thus, to provide a better and more accurate delineation 

of the fundamental influences of this thesis, a cycle consisting of three basic elements that collectively 

constitute the underlying foundation for the thesis methodology. 

Overall three important terminologies should be presided: Fundamental beliefs, Methodological approach, 

and Research area. All three concepts are interrelated and affect each other. The fundamental beliefs are the 

foundation of any research study. In other words, it is not possible for a research to be unbiased of personal 

values and pre-determined understanding of research. These are primarily the ontological and 

epistemological stance. These fundamental approaches are affecting the choice of research area even before a 

research study has commenced. The ontological stance of this thesis revolves around an assumption of 

reality as a social construction created by the human imagination and social constructs. Even though 

individual human imagination is affected by socially shared understandings (Morgan & Smircich (1980). 

Accordingly, reality cannot be fully explained, only understood to a certain degree, which in turn enables the 

researcher to interpret the specific phenomenon. Hence, the basic epistemological stance is to understand the 
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social reality, and to grasp the patterns of discourse that forms and develops the social reality. These 

Fundamental beliefs are indirectly influencing the Research area and the Methodological approach. Thus, the 

chosen Research area initially is influenced by the Fundamental beliefs. The Methodological approach aims 

to understand the social patterns and discourse through an objectivist. When utilising a quantitative survey 

study as a research method, the purpose is to grasp the social reality of the targeted population.  

Fundamental beliefs, Research area, and Methodology approach comprise the foundation of the thesis, and 

are the primary reason for the choices made throughout the creation of this research thesis. In the above 

sections, the ontological concept of reality was depicted. The quote by Kuhn (1970) touches upon some of 

the core issues in social science research. The explanation of the underlying foundations for the choices 

made in this thesis would most likely be perceived or understood in a different way by another researcher or 

even the recipient of a research. Thus, the reality in which the research study exists will never be the same to 

two individual researchers or readers. This basically leaves the fundamental approach for this thesis, as 

outlined above, vulnerable for different interpretation by different readers. Therefore the subsequent section 

seeks to more meticulously explain the context of the thesis, delivering more tangible examples. This entails 

a depiction of the questionnaire and the scales used in the data collection process, as well as the data output 

and preliminary processing of the survey data. This depiction includes a comprehensive and methodical 

rundown of the scales, which will provide valid evidence for the usage of the chosen scales. The 

questionnaire in its entirety can be located in Appendix A.  

The Questionnaire 

To ensure a valid analysis throughout the thesis, the used questionnaire and subsequent data collection for 

the thesis, have been conducted with the assistance of Ipsos Denmark. The questionnaire was made through a 

continuous process, where it was ultimately improved several times. The collaboration with research 

executives from Ipsos helped to ensure the validity and reliability of the final questionnaire composition. 

Ipsos’ research executives provided experience and knowledge of conducting surveys in the best possible 

way. However, Ipsos did not compromise the content of the questionnaire in any way, merely the 

construction. This notion helped ensure that the survey would still convey the content relevant to enable an 

answer to the Research Question, and additionally provide a valid output for further analysis and discussion.  

Demographics  

The first part of the questionnaire consisted of demographic questions, ensuring that respondents could be 

split into different demographic subgroups, if necessary. The respondents were asked to select an age group 

to which they matched, as well as indicate their gender. Based on the hypothesis presented above, both of 

these demographic parameters are important to the investigation of the validity of the hypotheses. Two 
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additional demographic questions were placed as the final questions of the survey. The first of the two 

questions regarded the respondents’ income. The second question revolved around highest completed 

education. The reason for placing these specific questions at the end of the questionnaire is due to the subject 

of the questions. Experiences with surveys show that questions related to income and to a lesser degree 

educational level can act as impediment for survey results. Some cultures, especially in Denmark, find it 

very private to share personal financial information. So by placing these questions at the end, it ensured that 

possible incomplete questionnaires would still be usable. The final analysis, however, is based solely on fully 

completed surveys.  

Usage of Social Network Sites  

The second part of the questionnaire intends to identify which SNS the respondents are using and the amount 

of time spent on these SNS. Additionally, the respondents were asked to identify by which platform they 

access SNS. Respondents that did not use any of kind of SNS were automatically excluded in question Q1, 

due to the constraints of the thesis’s research topic. To avoid any of the listed SNS were obvious to choose, 

the SNS-names were randomised, which ensured a higher strength within the answers. In Q2, the 

respondents were asked about their frequency of usage. Each item selected in Q1 was inserted into a grid and 

cross-referenced with the frequency scale of Q2. Thus, each respondent was asked to state, how often they 

engaged with each of the chosen SNS. A third question, Q3, was created to help confirm which platform 

respondents used to access the SNS, being computer, smartphone, or tablet. Each respondent was asked to 

rank the three platforms, with ‘1’, ‘2’, or ‘3’, marking the platform they use most frequently with a ‘1’, 

second most with ‘2’ and the third most used with ‘3’. To foresee the possibility of a respondent not using 

one of the platforms (e.g. tablets) the option of “Not using” was included. 

Questionnaire Scales 

As the third part of the questionnaire, the scales by Bearden et al. (1989) and Barr & Kellaris (2000) were 

used to measure SII and STA respectively among users of SNS. The scales have been briefly introduced in 

the Literature Review but in the following the scales will be depicted more methodically.   

Scale for Susceptibility to Interpersonal Influence 

The original 12-point scale was based on a pool of 166 items found through a review of prior literature 

conducted by the authors. The 166 items were then reduced to 135 items by removing the items with 

essentially identical meaning. Then a jury of 5 persons consisting of faculty and Ph.D. students revised the 

135 items, and were asked to allocate the statements to one of the three dimensions: utilitarian, value-

expressive, informational, alternatively label the items as “not applicable”. If more than a single judge 

labelled an item as “not applicable”, the item was removed. This process resulted in a total of 86 statements. 



Anders Buur Hansen 

MASTER THESIS | M.SC. IMM 

SUSCEPTIBILITY TO INTERPERSONAL INFLUENCE AND ADVERTISING AMONG USERS OF SOCIAL NETWORK SITES  PAGE 47 OF 81 

An additional four judges were asked to rate the remaining 86 items clearly, somewhat or not representative 

of each dimension. A statement was retained if at least three judges stated that the item was “clearly 

representative” and one judge stated “somewhat representative”. This resulted in a pool of 62 items. 

Subsequently, correlation between each statement, and the total score for each of the three dimensions was 

computed – total scores were based upon a priori specification of each item's content. Item reduction analysis 

was performed, by deleting statements with an item-to-total-correlation score below 0.50. Also, items that 

did not have a statistically significantly higher correlation with the dimension they hypothesised to belong to, 

than the other two dimensions were deleted. Finally, a factor analysis restricting the solution to only three 

factors was conducted. The items that did not exhibit simple structure on the three factors that represented 

the dimensions were removed. The statistical validation brought down the pool of statements to a total of 18 

items. Through a reliability and confirmatory factor analysis the 18 items were reduced to 15 items, due to 

three items showing low reliabilities. This left five items in each of the three dimensions: utilitarian, value-

expressive, and informational. Through a second administration, 141 students examined the 15 items and 

two more factor analyses, with both two and three clusters, were conducted. There was no significant 

difference between the analyses with two and three factors, however both analyses showed one item from 

each dimension that revealed low reliability. These three items were consequently deleted, which brought the 

scale to a 12-item-pool. Via a chi-square statistics test, the two-factor analysis showed a higher degree of 

data representation, and therefore it was preferred over the three-factor analysis.  

Similar to the original scale created by Bearden et al. (1989), the scale used in the questionnaire contained a 

7-point agree/disagree likert-scale. By using this scale, the respondents were asked to rate 12 statements. The 

statements were based on, the valid findings by Bearden et al. (1989), however meticulously translated into 

Danish to ensure a better understanding among the respondents. The level of accuracy in the translation 

helped to maintain the high level of validity of the original scale.  

Implications of Scale Validity  

There are several elements that should be taken into consideration. To a certain degree, the validation steps 

above have ensured that the 12-point scale created by Bearden et al. (1989) is highly valid and reliable. 

However, according to Park & Lessig (1977), it is a major concern of numerous studies that they have been 

based on a single population segment. If a single population becomes standard for a research study, and this 

particular population segment possesses a certain attitude e.g. are more easily influenced, are younger, have 

a predominance of a specific gender, etc. the final data output most likely would become biased. Thus, 

Bearden et al. made sure to test and have the scale judged by numerous population segments such as: adult 

consumers, students, university faculty members, and Ph.D. students. Thus, representing several population 

groups, which even further emphasises the validity of the scale.  
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Furthermore, the scale of Bearden et al. (1989) has been judged and reviewed by several different population 

groups, which Park and Lessig (1977) stress to be crucial to ensure unbiased findings. Bearden et al. (1989) 

purposely made their items unspecified, which can be perceived as a negative element of the scale as well. In 

other words, the scale should not be viewed as flawless, however it has proven to be extremely valid through 

several procedures, and thus can be viewed as a superior alternative to other methods of measuring SII.  

The items of the scale were translated into Danish to ensure a more fundamental understanding among the 

respondents. The translation was meticulously completed to prevent the loss of important content, ultimately 

resulting in inaccurate survey results. Despite the effort in making the translation as good as possible, there 

most likely will be elements lost in translation. 

To ensure that the validity of the scale is still sufficient, despite the changes above, a supplementary 

substantiation of the scale used in the questionnaire, will be outlined in the Preliminary Data Processing 

section below. 

Scale for Susceptibility to Advertising 

Following the question with the 12-point SII-scale, a question regarding STA was included. As briefly 

depicted in the Literature Review, the question was based on the scale by Barr & Kellaris (2000). In their 

research, Barr & Kellaris (2000) included two sub-studies within their research.  

Study 1 was developed to test an original measure of STA and to examine the performance of the 

susceptibility measure as a conjecturer of related traits and outcomes (Barr & Kellaris, 2000). The scale 

items for the study were created to specifically match television advertising. The authors substantiated their 

choice of specifying the scale items with an arguemtn of the high television-usage among college students. 

Each of the items was then judged by a 5-point likert-scale from “strongly agree” to “strongly disagree”. A 

survey containing the six items was administered to 227 respondents. The respondents consisted of 39% 

males and 61% female students from public and private universities ranging from 17-23 years. Barr & 

Kellaris (2000) argue that the validity of the target segment is appropriate, since they aimed for adolescent 

students, who are prone to be susceptible, and simultaneously have a high frequency of television usage. 

Thus, Attention to social comparison information (Bearden & Rose, 1990), Consumer susceptibility to 

interpersonal influence (Bearden et al., 1989), and Materialism (Richard & Dawson, 1991) and subsequently 

measures of gender and age were included in the survey of Study 1. This was done, to ensure that the scale 

findings corresponded as much as possible with previous research. Following Gerbing & Anderson’s (1988) 

paradigm for scale development, an exploratory factor analysis was performed. A single four-item factor was 

found, which explained 43.3% of the total variance. To further validate the scale, a confirmatory factor 

analysis was made on the four item-factor found initially. The output of the second factor analysis produced 

fit values that indicated a good fit of the STA scale (Barr & Kellaris, 2000). The authors recognise that 
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validation is an on-going process however they found that the 6-item scale met with the necessary construct-

valid measures for further usage.  

To explore the homological validity of the scale, its relationship with the conceptually related constructs 

mentioned above was examined. Consistent with the assumption by McGuire (1968) about conformity to 

multiple sources of influence, the authors found positive correlations between their scale of STA and 

attention to social comparison information (Bearden & Rose, 1990) and Consumer susceptibility to 

interpersonal influence (Bearden et al., 1989) respectively. Thus, Barr & Kellaris (2000) conclude that the 

scale of measure meets the statistical criteria of constructed validity. The 6-item scale therefore would be 

suitable for measuring STA.   

After proving homological validity of their study, Barr & Kellaris (2000) wanted to investigate differences in 

strategies to which marketers can most efficiently target individuals with respectively low and high levels of 

STA. In study 2, the authors assessed the differences in customer targeting, the authors created printed 

scenarios to represent hypothetical television ads with different endorsers. Thus, measuring the respondent’s 

perceived credibility of the endorser (‘source’). Utilising structural equations, a model assessed the 

relationship between the ‘source’ and the dependent variables attitude toward the advertisement (‘Aad’) and 

attitude toward the advertised brand (‘Ab’) split on the two sub-groups. The developed six-item scale was 

used to measure the perceived credibility among the respondents, who were split into two sub-groups 

containing individuals with respectively low and high levels of STA via a median split. The two sub-groups 

consisted of 105 undergraduates split on gender by a ratio of approximately 65% males and 35% females, 

ageing from 20 to 25 years of age. To further validate and test the scale, the authors made sure that none of 

the 105 undergraduates have participated in Study 1. Barr & Kellaris measured three elements in Study 2: 

attitudes, sources of credibility and susceptibility to the imaginary advertisements. Seeking additional 

evidence of validity for the scale developed in Study 1, the authors conducted a factor analysis on the four-

item measured from Study 1. The factor loading showed values that indicated an acceptable fit of Study 2 

data to the one-dimensional model of STA (Barr & Kellaris, 2000). 

Barr & Kellaris also found differences between the two sub-groups. Indications showed that individuals with 

low susceptibility are persuaded directly through the attitude toward the advertisement. These findings 

correspond with that of Chaiken (1980), stating that recipients with a low level of susceptibility employ a 

more heuristic strategy when forming opinions towards ads. Thus, elaboration ought to be lower and 

peripheral cues should influence the recipients indirectly as a ‘peripheral route’. Conversely, Barr & Kellaris 

found that individuals with high levels of susceptibility are affected through direct and indirect paths. This 

indicates that individuals engage in both heuristic and systematic processing. These findings do not 

correspond with those of Chaiken (1980) that argues recipients with a high level of STA employ systematic 

information processing in forming their final conclusion with regard to the product in the advertisement. 
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Hence, the elaboration should be high, and the peripheral cues should have a direct impact through a ‘central 

route’.  

The scale by Barr & Kellaris revolved around susceptibility to television advertising. However, for the 

purpose of this study, the focus shifted towards online advertising on SNS. To address this change in the 

scale, alterations were made to the original scale five additional statements were incorporated, which gave 

the scale a total of 11 statements. Also, to ensure a better understanding of the statements, the scale was 

initially translated into Danish. Subsequently, all specifications of the scale concerning television were 

altered to match the intentions of the thesis survey.  

Implications of Scale Validity  

General implications should be pointed out with regard to the study of Barr & Kellaris (2000). Scepticism 

toward the target segments of Barr & Kellaris’ studies (both Study 1 and 2) can be justified. Park & Lessig 

(1977) argue that research output can be biased if a specific part of the population is used for research. And 

throughout both studies, Barr & Kellaris (2000) used college students at the age of 17 to 25. This specific 

population are found to be more susceptible than e.g. Housewives (Park & Lessig, 1977). Barr & Kellaris 

(2000) chose the population with deliberation, and so their findings should be viewed with a rational 

apprehension.  

Also, the gender distribution in the study of Barr & Kellaris (2000) was repeatedly unevenly dispersed 

between males and females. According to Churchill & Moschis (1979) studies have shown that females have 

stronger orientation toward their peers than that of males. This, to a certain degree, makes the findings of 

Barr & Kellaris (2000) biased or compromised. An even distribution of the genders would have provided a 

more fundamental stance for subsequent usage of the scale.  

Furthermore, their investigation of STA is solely focused on television advertising. This is most likely to 

have influenced their findings, and subsequently it makes the study less applicable when used in an 

investigation of susceptibility to general advertising in other environments, such as SNS. However, Barr & 

Kellaris (2000) took several validation measures to ensure that the scale was usable in other research 

environments.   

Additionally, the items of the scale was adopted as described above, and subsequently translated into Danish 

to ensure as broad an understanding as possible and additional items were added to the scale. Both factors 

should be born in mind in the subsequent analysis of the thesis. However, the translation is the least biased of 

the complications, due to the meticulous approach to the translation. Nonetheless translation can always lead 

to elements being lost due to the translation.  
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To ensure that the additional five items were still correlating with the original six items, supplementary 

statistical testing was necessary to ensure that the scale was in fact still valid. The validation of the new scale 

will be outlined in the Preliminary Data Processing section following.  

Data Collection  

After a depiction of the questionnaire, a delineation of the data collection process will be outlined. The data 

collection process was organised and conducted in collaboration with Ipsos Denmark. The actual data 

collection was completed in June 2012, and executed as an online survey. The survey was pushed to 

panellists of a web panel consisting of more than 16,000 individuals. The panellists were asked to answer the 

survey via a link online, which enabled the respondent to choose when and where they completed the survey. 

By utilising the web panel, the survey was able to target a broad segment of the Danish population. 

Additionally, most of the respondents within the panel have prior experiences with answering such types of 

surveys, which enhances the possibility of them interpreting and answering the questions in the intended 

manner. The credibility of the panel is sustained by excluding straight liners and other individuals, who in 

some way are not answering the questions in an irrational custom.  

Preliminary Data Processing 

A total of 594 individuals were documented as users of SNS, through the data collection process. This 

relatively high amount of respondents seeks heightens the validity and reliability of the data. Utilising such a 

high number of respondents should make for a more precise data output, to address the hypotheses upon. To 

further validate the findings of the survey, data weighting was performed. The weight-variable was based on 

the following two parameters: Danmarks Statistik's distribution of social media users in Denmark, and the 

general demographic distribution of the Danish population. A collective matrix was created taking both 

parameters into consideration. The weighted data output helps to ensure that particular groupings of 

individuals, that might be under- or overrepresented, will be accounted for in the final output. However, 

there are also consequences when weighing data. If a group of respondents is extremely underrepresented, it 

can lead to an increased influence of the specific respondents. The opinion or answers of these individuals 

will then weigh heavier. Despite some drawbacks, weighing the final data output according to the collective 

weight matrix is believed to have more advantages than disadvantages. 

To enable analysis of the hypotheses outlined above, some additional variables had to be constructed. All the 

basic calculations, results and charts described below, can be located in Appendix B. Bearden et al. (1989) 

created a 12-point scale, consisting of eight categorised as normative and four statements categorised as 

informational. To ensure the collective data output corresponded with the findings of Bearden et al. (1989), a 
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supplementary factor analysis was generated. Through the factor analysis, based on dimensions with 

eigenvalues exceeding 1.0, two factors were established, which matched the two factors found by Bearden et 

al. (1989). The extraction sums of squared loadings showed that the model had only two factors with 

eigenvalues above 1.0, and that these two factors explained 68%. Also, a Kaiser-Meyer-Olkin Measure of 

Sampling Adequacy (KMO) and Bartlett’s Test of Sphericity (BTS) were performed to ensure the factor 

analysis had at least suggested minimum standards. The KMO-test showed a score of .906. The closer the 

values to 1.000, the better, and values of .600 are considered a suggested minimum. A KMO of .906 

therefore is perceived as satisfactory for advanced analysis. The BTS showed significance level of .000, 

expressing strong correlations between the statements, which entails that the statements genuinely are 

capable of being part of the same factor. The variance extraction from each statement was all above .421, 

and the majority were above .700, which indicates that the extraction communalities for the factor analysis 

are acceptable even though some statements fit better than others.  

After substantiating that the 12-point scale of this thesis is as valid and reliable as the original scale, the 12 

items were recoded into a single variable, and labelled ‘SII_var’. The variable contained a mean score of the 

12 statements for each respondent. To even further ensure that the new variable is in fact exploitable for 

subsequent analysis, a histogram of the SII_var was compared with the normal distribution, and the variable 

had acceptable fit.  

All findings and tests mentioned above correspond with the results of the scale validity and reliability tests 

made by Bearden et al. (1989). However, there was one decisive difference between the two scales. Both 

factor analyses generated two factors, nonetheless the visual presentation of the factor loading plot displays a 

distribution of the 12 items, where three of the statements were grouped, and the remaining nine statements 

were placed together with internal relationships. This alternative distribution was different from that of 

Bearden et al. (1989). The particular statement: “To make sure I buy the right product or brand, I often 

observe what others are buying and using.” was grouped with the normative items rather than the 

informational statements as it was in the original study. The differences in the two scales underscored that 

the split between normative and informational items would benefit from additional examination. Thus, to 

locate differences between the two scales, two factor analyses were conducted containing only the normative 

scale items. The original scale explained almost 66%, whereas the new scale explained 63%. Similar factor 

analyses were conducted for the informational items on both scales. For the informational items the new 

scale explained 78%, whereas the original scale explained 63%. By comparing the findings from the two 

different splits, results indicate that the when the scale is utilised on SNS the new distribution of nine 

normative and three informational statements explains the variance better. These interesting findings, should 

be supplementary analysed, the original distribution by Bearden et al. (1989) was preferred.  
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When investigating the scale as a whole, with all 12 items, needless to say, there are no differences in the 

outcome, nonetheless a variable for the normative items and one for the informational statements needed to 

be created. Thus, two variables were constructed based on a factor analysis of the 12-statements. The first 

variable was labelled ‘SNI_var’, and contained the eight normative items from the 12-point scale. The 

second variable was called ‘SInI_var’ and consisted of the remaining four informational statements. 

Additionally, another variable was created to enable a more clean output, and a much easier interpretation. 

‘SNS_Usage’ was based on Q2 however respondents who answered, “Don’t know” (1.2%) were screened 

out. This ensured that the scale in fact did follow the usage frequency, meaning that the more frequent usage, 

the higher the value in the output. Subsequently SNS_Usage was conducted by combining all respondents 

that answered 1 in Q2, regardless of which social network site it might have been in reference to. This 

process was repeated for all the respondents who have answered ‘2’ for any of the SNS, and needless to say 

the process was repeated for all answers of 1-6 in Q2. This entire course of action ensured that a uniform 

distribution of the 587 respondents – the full base of 594 subtracted the 7 respondents who have answered 

“Don’t know” in Q2 – on their usage frequency of SNS.  

One more variable was made, concerning the dependency between mobile access to SNS and susceptibility. 

Q3 of the questionnaire provided information about the type of platforms respondents were using to access 

SNS. These responses were then recoded into a new variable labelled ‘SNS_Platform’, containing three 

values: 1 = Computer (Computer in Q3), 2 = Tablet (Tablet in Q3), and 3 = Smartphone (Smartphone in Q3).  

Barr & Kellaris (2000) created a scale for analysing STA. The scale consisted of six statements tested for 

reliability and validity. As previously mentioned, the scale was altered to be more suitable for the purpose of 

this research study. By altering the scale, the prior validation and test of reliability conducted needs to be re-

tested. The supplementary testing is evident for making the scale sufficiently valid for usage purposes within 

this study. The new scale generated for this thesis consisted of 11 items, and was labelled ‘STA_var’. These 

11 items were included in a factor analysis to ensure the scale was living up to the minimum standards for 

additional usage. A factor analysis with eigenvalues exceeding 1.0 was conducted. A KMO-test revealed a 

sampling adequacy of .796, which is perceived as acceptable. The BTS showed a significance level of .000, 

indicating that the items of the analysis have strong correlations within the factors. The communalities 

provided extractions of .427 or above for every statements. The factor analysis provided three factors, 

explaining 54% of the total variance. To further ensure that the new STA scale is sufficiently valid, a test of 

the scales Cronbach’s Coefficient Alpha was initiated. The Cronbach’s Aplha was .669, and the Cronbach’s 

Aplha based on standardised items was .686.  

The reliability and validity of the used scales has now been established, which enables the subsequent usage 

of the scale to investigate the outlined hypotheses. As a general rule, all significance levels will be tested at a 

confidence level of 95%, which causes any correlations with significance level above .050 will not be 
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perceived as significant, thus accepting the null hypothesis. If a significance level is less than .050, the null 

hypothesis will be rejected. The results from testing the hypotheses will be outlined in the following section.  

Results 

To ensure that the delineation of the results remains as objective as possible, in accordance with the 

methodological and fundamental assumptions, the Results section only contains the tests findings related to 

the outlined hypotheses. There will be no discussion of the results in this section, as well as no depiction of 

potential implications. An analytical discussion of the results, in a context of the overall research, will be 

made subsequently. Additionally, both theoretical and managerial implications of the findings will be 

presented and reviewed in the final part of the thesis. To statistically test whether outlined hypotheses in 

Hypothesis Development section, and subsequently decide whether or not the null hypothesis should be 

accepted or rejected, linear regression analysis was used to test the correlation. All the statistical output 

depicted in the following section is located in Appendix B. 

Positive Correlation between SII and STA 

H0 : ρ = 0 (there is no positive significant linear correlation) 

H1 : ρ ≠ 0 (there is a positive significant linear correlation) 

 

The first hypothesis revolved around the presumption by McGuire (1968), stating that individuals who are 

prone to be highly susceptible to one source, most likely will be highly susceptible to other sources of 

influence. To test this hypothesis the variable SII_var was selected as the dependent variable in a regression 

analysis. Additionally, STA_var, AGE, GENDER, SNS_Usage, and SNS_Platform were included as the 

independent variables. The total variation explained from the model was found through the R Square value, 

which for this model was 0.295, indicating that approximately 30% of the total variation of SII_var is 

explained through this model. Also, a significant (.000) F-statistics of 48.628 indicated that the model is 

acceptable.  

The results for the model indicated a strong significant (.000) correlation between SII_var and STA_var. The 

t-value was 13.889 indicating that a linear increase in STA_var correlates with a linear increase in the 

dependent variable, SII_var. To determine the contribution of STA_var to the regression model, the absolute 

standardised coefficient was utilised. The beta value was .489, and the largest value within the model, 

indicating a high contribution. The tolerance levels of STA_var was very high (.981), which also indicated 

that little of the variance in STA_var can be explained by the other predictors. Also, the Variance Inflation 
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Factor (VIF) was very close to one (1.020), where a VIF greater than 2.000 is perceived as problematic in 

reference to multicollinearity and inflated standard errors.  

Due to the significant correlation between SII_var and STA_var, as well as the tests dismissing 

multicollinearity, it is reasonable to reject the null hypothesis for Hypothesis 1.  

Negative Correlation between age and SII and STA 

Respectively 

H0 : ρ = 0 (there is no negative significant linear correlation) 

H1 : ρ ≠ 0 (there is a negative significant linear correlation) 

 

The second hypothesis concerned interrelation between the level of susceptibility and age. First, the 

correlation between SII_var and the age-variable ‘AGE’ was tested. The linear regression analysis with 

SII_var as the dependent variable produced the following results. The model reported a significant (.000) 

correlation between SII_var and AGE. In addition a negative t-value of -5.522 indicated a negative tendency 

in the levels of SII with an increase in AGE. The contribution of the variable AGE to the collective model 

was through a standardised coefficient beta value of -.211, which was the second largest. Accordingly, the 

tolerance level was .832 and the VIF was 1.202, indicating no evidence of multicollinearity.   

To investigate similar correlation between STA_var and AGE, an additional linear regression analysis was 

performed. STA_var was selected as the dependent variable with and SII_var, AGE, GENDER, SNS_Usage, 

SNS_Platform as independent variables. The R Square (.264) of the regression model indicated that the 

collective model explained approximately 26% of the variation of STA_var. Also, the significant (.000) F-

statistic (41.625) stated that the model was satisfactory. Between the dependent variable, STA_var and AGE 

the significance level was .078 indicating that the correlation between the two variables is not significant at a 

confidence level of 95%.  

The outlined results for the testing of Hypothesis 2 provide two separate outcomes. Based on the findings of 

linear regression model, with significant negative correlation between SII_var and AGE, the null hypothesis 

should be rejected. However, for the second part of the hypothesis revolving STA, the null hypothesis should 

be accepted, as there is no significant correlation between STA_var and the independent variable AGE. 

No Correlation between gender and SII and STA 

Respectively 

H0 : ρ ≠ 0 (there is a significant linear correlation) 

H1 : ρ = 0 (there is not a significant linear correlation) 
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By utilising the linear regression model, an investigation of the correlation between the genders 

(‘GENDER’) and SII & STA respectively was tested. Firstly, the regression model with SII_var as the 

dependent variable, showed the following results. Even though a negative t-value (-1.078) was established, 

the correlation between GENDER and the dependent variable SII_var was not significant (.282).   

As mentioned in the Literature Review and Hypothesis Development, some researchers have found 

correlations between gender and SNI. Thus, a supplementary regression analysis of a possible dependency 

between gender and SNI and SInI respectively was analysed. Thereby confirming any potential correlation 

between gender and either SNI or SInI. First, SNI_var was selected as the dependent variable, and STA_var, 

AGE, GENDE, SNS_Usage, and SNS_Platform were included as independent variables. The output of the 

linear regression analysis of GENDER and SNI_var indicated an insignificant (.096) correlation between 

GENDER and SNI_var, despite a negative t-value of -1.667. The R Square of the model was .249 and the F-

statistics of 38.586 was significant (.000). A similar regression analysis with the only exception of SNI_var 

being replaced by SInI_var was conducted. The R Square of the model was .176, and the F-statistics was a 

significant (.000) 24.793. However, just as with SII_var and SNI_var no significant (.549) correlation 

between the dependent variable and GENDER was established.  

The Literature Review indicated that some researcher have found that females have a higher STA or 

materialism than males. Thus, a final analysis on the correlation between STA_var and GENDER was tested 

as well. Despite a R Square of .264, of the model, the correlation between STA_var as the dependent 

variable and GENDER as the independent, the correlation was not significant (.503).  

Hypothesis 3 presumed no significant correlation between the genders and susceptibility. Four individual 

regression analyses with four different dependent variables all confirmed the preliminary hypothesis. Thus, 

also making it realistic to reject the null hypothesis for Hypothesis 3.   

Positive Correlation between SNS Usage Frequency 

and SII and STA Respectively 

H0 : ρ = 0 (there is no positive significant linear correlation) 

H1 : ρ ≠ 0 (there is a positive significant linear correlation) 

 

The fourth hypothesis revolves around an assumption that an increase in usage of SNS will lead to an 

increase in SII and STA respectively. At first, a linear regression analysis containing SII_var as the 

dependent variable was utilised. Despite a fairly good explanation of the total variation of SII_var, the 

specific correlation between SII_var and SNS_Usage proved not to be significant (.786). Additionally, the 



Anders Buur Hansen 

MASTER THESIS | M.SC. IMM 

SUSCEPTIBILITY TO INTERPERSONAL INFLUENCE AND ADVERTISING AMONG USERS OF SOCIAL NETWORK SITES  PAGE 57 OF 81 

standardised coefficient beta value was a mere -.010, indicating that the independent variable, SNS_Usage 

contributes very little to the full model.   

Similarly, the output of a regression analysis with STA_var as the dependent variable, showed no indication 

of a significant dependency between the STA_var and SNS_Usage. The t-value was .163, however not 

significant (.870). Furthermore the standardised coefficient beta value was as little as .006, meaning the 

contribution was almost none-existing.  

The fourth hypothesis anticipated a positive correlation between susceptibility and usage frequency. The 

statistical test showed no indication of significant dependency hence accepting the null hypothesis. 

Positive Correlation between SNS Platform Mobility and 

SII and STA Respectively 

H0 : ρ = 0 (there is no positive significant linear correlation) 

H1 : ρ ≠ 0 (there is a positive significant linear correlation) 

 

The final hypothesis revolves around assumptions that mobile platforms for accessing SNS lead to increase 

in SII and STA respectively. As with the previous hypothesis, the universe of SNS and mobile usage is 

vaguely explored in previous literature. Making this hypothesis based on rational assumptions. A linear 

regression analysis was conducted with SII_var as the dependent variable, and SNS_Platform as an 

independent variable. The model displayed a negative t-value (-.433) between the two variables, however not 

significant (.665). Once again the standardised coefficients beta value was very low (.016).  

Similar approach was used to test the dependency between STA_var and SNS_Platform. However, the 

findings varied, by being significant (.009) and having positive t-value of 2.613. Despite the significant 

positive correlation, the standardised coefficient value was a mere .022, meaning that SNS_Platform 

contributed fairly limited to the overall model. However, the tolerance level of .911 indicated that very little 

of the variance explained by SNS_Platform can be explained other independent variables. The VIF was 

found to be 1.097, which is close to the desired 1.000.  

The final hypothesis revolves around the concept of a positive correlation between mobility of SNS-access 

and levels of susceptibility. No significant dependency could be found between SII_var and SNS_Platform, 

thus an acceptance of the null hypothesis. However, the linear regression model containing STA_var as the 

dependent variable presented significant correlations between STA_var and SNS_Platform. Hence providing 

reasonable grounds for rejecting the null hypothesis.  
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Discussion of Results 

In the context of the initial hypotheses, the results above highlighted the empirical data output from the 

survey. The presentation of the results has provided some interesting findings, presented in a purely 

descriptive manner. Thus, in the following section, a profound discussion of the results will be elaborated. In 

addition to the tested results, based on the hypothesis, the discussion will also be made with influence of 

relevant research from the Literature Review. By including relevant research, it enables a profound and 

holistic discussion, which ultimately will enable the foundation for a substantiating answer to the initial 

Research Question.  

The first hypothesis was included for several reasons. Most evidently, to provide supplementary and 

substantiating proof of the key assumption by McGuire (1968). The verification of the assumption provides a 

fundamental knowledge about susceptibility of different sources. Barr & Kellaris (2000) demonstrated 

thorough validation of their scale, by comparing their findings with prior research, including Bearden et al. 

(1989). In the results the first hypothesis provided complementary validation of both the quote by McGuire 

(1968) and scale by Barr & Kellaris (2000). Through the linear regression analysis conducted to test this 

correlation significant results that substantiate the conjecture of proneness to multiple sources of influence 

among individuals susceptible to one source was indentified. The model showed a relatively high significant 

positive correlation, clearly indicating that an increase in SII leads to an increased level of STA among users 

of SNS. To ensure that the significant positive correlation was not caused by other independent factors, test 

of multicollinearity was conducted. However, the test showed no sign of multicollinearity. Thus, based on 

the statistical testing and validation by e.g. Barr & Kellaris (2000) there has been demonstrated evidence for 

a significant correlation between SII and STA, which could be utilised by marketing executives.  

The subsequent hypothesis anticipated a negative correlation between age and SII and STA respectively. 

This hypothesis was primarily based on evident research, pointing at a link between age and susceptibility, 

found through the Literature Review. The review of prior literature provided evidence of negative 

dependency between age and susceptibility. For instance, Park & Lessig (1977) found that students were 

generally much more susceptible to normative influences than housewives. Also, Walker & Andrade (1996) 

and Costanzo & Shaw (1966) argue that by the end of adolescent the level of conformity or SNI decreases. 

To validate such findings, the testing of Hypothesis 2 was conducted through a linear regression analysis. 

The results corresponded with the previous research. Thus, a significant correlation between increase in age 

and decrease in SNI was found. To enable a substantiating basis for the acceptance or rejection of the null 

hypothesis, additional research was made on SInI, SII in general, and STA. As anticipated the regression 

models including SInI and SII, provided significant evidence supporting the hypothesis. Even though the 

findings actually demonstrated corresponding results, it simultaneously emphasised that the significant 
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correlation between age and susceptibility does not solely relate to normative sources of influence but in 

general interpersonal influence. In other word, these findings ultimately lead to individuals become less 

susceptible to both interpersonal influences when they get older. However, it should be stated that the model 

for SInI was generally less evident than SNI and SII respectively.  

To provide an even stronger groundwork for marketing executives to base their SMM upon, the correlation 

between STA and age was also tested. On the contrary these results did not correspond with that of SII, SNI, 

and SInI. As it was depicted in Results, the model showed that there was no significant correlation between 

STA and age. Ultimately, such knowledge might be perceived as an advantage for marketing executives. If 

the STA does not drop when age increases among users of SNS, then naturally there is a larger consumer-

segment to target. However, theoretical knowledge established through the Literature Review provided 

information about a potentially more effective consumer target focus area than age. According to Li (2007) 

and Brown et al. (2007) a small part of the entire SNS-users are the generators of most WOM. These 

Communication Catalysts play a major role in the creation and spreading of WOM, and most likely present 

themselves as much more efficient consumer segment to target. To target Communication Catalysts, and all 

other SNS-users for that matter, there are two routes of interaction: the central route and the peripheral route 

(Sussman & Siegal, 2003). By utilising these two routes, marketing executives should be able to end up with 

much more effective advertising. The central route suggests that the receiver processes the message’s 

argument by cognitively elaborating on the message. In other words, the receiver is focusing on the quality 

of arguments. Conversely, the peripheral route suggests that the receiver of an information source focuses on 

the peripheral message cues, such as the credibility of the source to form their mind-set. Similarly, Chaiken 

(1980) argue that recipients with a high level of STA employ systematic information processing in forming 

their final conclusion with regard to the product in the advertisement. Hence, the elaboration should be high, 

and the peripheral cues should have a direct impact through a ‘central route’. On the contrary, recipients 

with low levels of susceptibility employ a more heuristic strategy when forming opinions towards 

advertisements. Thus, elaboration ought to be lower and peripheral cues should influence the recipients 

indirectly as a ‘peripheral route’. The perception of advertising seems to rely on the targeted individuals. 

Johar & Sirgy (1991) argue that the two most common functions of advertising are value-expressive and 

utilitarian. These two functions should be utilised to target segments of individuals that are susceptible to the 

either value-expressive or utilitarian influence. Spivey et al. (1983) emphasises the link, by stating that the 

effectiveness of advertising can be improved by matching the customer’s functional profiles with the appeal 

of the advertisement. The findings of a strong correlation between SII and STA underscore this theoretical 

link between SII and STA even more, and should be strongly included when creating a social media strategy 

on SNS.   

The depiction above illustrates despite a significant correlation between SII and age, that there might be 

other demographical splits more efficient than age, among users of SNS. To find out whether gender has an 
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influence on levels of susceptibility, a hypothesis based on the genders influence on SII and STA was 

delineated. There seem to be great diversification in the literature about how susceptible males and females 

are compared to each other. Churchill & Moschis (1979) found that adolescent females had a stronger 

orientation toward their peers than males. Ultimately this could be interpreted as adolescent females are more 

susceptible to interpersonal influences than adolescent males. But the findings seemed neither clear nor 

indisputable. Also, Cox & Bauer (1964) provided evidence of a general susceptibility among both genders. 

To proof or reject any correlation between gender and susceptibility, a linear regression analysis was 

conducted. As depicted in the Results section no significant correlation was found between genders and SII 

or STA. To ensure that the correlation not only was dependent on either SNI or SInI, these were also tested. 

As with SII and STA, no significant correlation was established. According to the Results above, it seems 

that susceptibility is not gender specific. Such knowledge entails that the focus might be shifted towards 

other demographic down breaks, for instance based on value-expressive or utilitarian influence and 

approaches. Regardless of the target, there are some interaction processes that apply (Rodgers & Thorson, 

2000). 

An increased knowledge of the interactive advertising process would most likely lead to a better utilisation 

of SMM, also when targeting Communication Catalysts. The IAM presents some fundamental insights into 

the process on online advertising, and additionally provide information as to which parts of the process that 

are controlled by either the consumers or the advertisers. The motives, mental state of mind, and the 

cognitive tools are all different depending on the targeted consumers. But by matching the consumers’ 

functional profile, based on the Functions and Information Process of the IAM and peripheral or central 

routes, with the Structures of the IAM a much better result should be achieved (Spivey et al., 1983). The 

approach could be utilised to target the Communication Catalysts, which then again spread the WOM 

through their social network on the SNS. These Communication Catalysts plays a vital role in the affecting 

SII, including SInI. Susceptibility based on the informational influence of others can happen if SNS-users 

actively seek out information from opinion leaders, due to a perception of high levels of expertise or simply 

using the statements of these opinion leaders as an evidence of truth. Accordingly, the MMIA by Sussman & 

Siegal (2003) focus on the issues of credibility, trust and quality of argument, which are all crucial features 

of Communication Catalysts on SNS.  

Usage frequency is also a property strongly linked with the concept of Communication Catalysts on SNS. 

According to Li (2007), the higher up the STL, the higher the SNS usage frequency. This influence of usage 

frequency on their levels of SII and STA respectively was tested accordingly. The results indicated no 

significant correlation between increase in SNS-usage and SII or STA. Despite the absent connection 

between usage frequency and SII and STA, Hypothesis 4 can still proof to be evident in relation to the 

Communication Catalysts. An initial assumption was made when including the final hypothesis. This 

hypothesis concerned an increase in mobility of the platform to access SNS potentially would be linked to an 
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increase in SII or STA. This hypothesis could not be substantiated in the Literature Review, due to lacking 

research on the research area, and thus primarily based on a rational presumption. Usage frequency and 

platforms of mobility undoubtedly have strong correlations. The more accessible the SNS becomes, by being 

available through mobile devices, the more frequent usage of the SNS. Support of such claims was provided 

through statistical testing. However, neither frequency of usage nor mobility of access proved significantly 

correlated with SII. Despite a model that explained the variation of SII fairly good, usage frequency or 

platform did not correlate significantly with SII. One reasonable explanation for this could very well be age. 

As outlined above, an increase in age led to a decrease in SII. Thus, making age a much better determinant at 

reporting the dependency.  

Despite the lacking correlation between SII and usage frequency and platform respectively, a rather 

surprising results surfaced when investigating the correlation to STA instead of SII. An increase in usage 

frequency was initially suspected to increase STA, supported by an preliminary thought about the more an 

individual is exposed to advertising the more susceptible it becomes. The findings did not validate such a 

notion, and the correlation between usage frequency and STA was not significant. Interestingly enough, 

there was a significant correlation between STA and the platform used. Thus, the more mobile the platform, 

the more STA increased. The results for this final hypothesis indicated no significant correlation between SII 

and SNS-platforms. However, the model indicated that there was a significant correlation an increase in STA 

and increase in mobility of the platform. The initial motive for including this hypothesis revolved an 

assumption of mobility of platform leading to increased usage and thereby increasing levels of STA and SII. 

However the results indicated that only STA and mobility of platform was significantly correlated. Before 

the interpretation gets to elusive, the contribution of SNS_Platform to the entirety of the model was very 

limited. Thus, it seems that marketing executives should request additional knowledge on the subject before 

throwing all financial funds into SMM on smartphones and tables. Nonetheless the future seems to be mobile 

devices, as previously stated, Facebook alone had around 680 million monthly active users that engaged with 

Facebook through a mobile platform, such as a smartphone or tablet. So regardless of an increased level of 

susceptibility due to mobility of platform this area of SNS should be highly prioritised.  

Implications 

The discussion of results included relevant theories from the Literature Review, and placed the entire 

discussion a contemporary context. Initially the discussion provided some interesting and valid findings 

drawn from the Results section. However, the issue of theoretical implications is inevitable when conducting 

a research study. The history of social science is overflowing with research studies, with the sole purpose to 

dissect and evaluate other research studies. According to the fundamental assumptions of ontological and 



Anders Buur Hansen 

MASTER THESIS | M.SC. IMM 

 

PAGE 62 OF 81 SUSCEPTIBILITY TO INTERPERSONAL INFLUENCE AND ADVERTISING AMONG USERS OF SOCIAL NETWORK SITES 

epistemological stance, one of the primary reasons for this originates from the differences in the fundamental 

way researchers observe and understand the world. Based on this presumption, the subsequent section will 

elaborate on some of the theoretical implications following this research study. Following the theoretical 

implications, a review of the potential managerial implications will be presented.  

Theoretical Implications 

One of the most evident implications is the dissimilarity of normative and informational items respectively in 

the original scale versus the findings of this study. As mentioned earlier, Bearden et al. (1989) operated with 

eight normative and four informational items within their scale. Oppositely, the results of this study indicated 

a total of nine normative and just three informational statements. This difference could be caused by 

numerous things. First and foremost, the two studies do not correspond unerringly. Needless to say, Bearden 

et al. (1989) did not test their scale among users of SNS, which is the specific target group of this thesis. 

Additionally, the study of Bearden et al. (1989) is almost 25 years older than this study, and the world has, 

without doubt, changed dramatically over the past 25 years. Especially the arise of social media, has most 

likely had an influence on the levels of susceptibility. To proof whether the differences in results are bound 

to study environment or simply time it self, additional studies based on the same environment, as Bearden et 

al. (1989) could be conducted.  

Both scales have been translated into Danish, potentially losing some of the original meaning, regardless of 

how meticulously the translation might be. The original scale by Barr & Kellaris (2000), used to test STA, 

was altered for the purpose of this thesis. The target groups are also genuinely different, which might have 

caused some very different outcomes. Moreover, the scale items revolved around precise formulations about 

susceptibility to television advertising. Thus, the statements were meticulously changed to concern 

advertising in general. To supplement the previously validated statements of Barr & Kellaris (2000) five 

additional items were included. Even though the 11-items-scale used in the thesis was statistically tested, 

such alterations are always made with risks of losing possibilities of benchmarking.  

Another theoretical implication, which should be kept in mind, is the usage of weight. For this particular 

study a weight was applied to ensure a distribution of respondents corresponding with the Danish users of 

social media, and a representative distribution of the Danish population. Evidently, such weighing heightens 

the validity of the data output, and enables that the findings of the study can be held accountable as a 

representative outcome of the entire population, and not just the population of the survey. However, by 

weighing the data, it does not account for differences between to countries. This highlights another potential 

implication. The study of Bearden et al. (1989) and Barr & Kellaris (2000) both were not conducted in 

Denmark. Thus, cultural differences could have influenced the data output, making the results diverge from 
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the findings of Barr & Kellaris (2000). The validity of the study is believed to have been improved due to the 

weighing based on Danish users of SNS.  

None of the outlined theoretical implications are possible to identify and perhaps not even present. However, 

as an academic research study, such theoretical implication should be disclosed and bared in mind. After a 

depiction of the theoretical implications of the thesis, the following section will provide insights into the 

possible managerial implications of this study.  

Managerial Implications 

One of the most prominent implications for marketing executives ought to be the blurry distinction between 

Genuine WOM and traditional online marketing, exemplified by the case studies. However, this could very 

well be perceived as advantage. When dealing with marketing on SNS, the borders between the two concepts 

are often hard to define. The consequence by this difficult distinction is that the marketing strategy is perhaps 

very hard to outline and follow. Li (2007) emphasises the importance of having a very precisely defined 

social media strategy, by which the company should attend. For instance a clear social media strategy could 

provide the best possible foundation for targeting Communication Catalysts. Conversely, the very diverse 

universe of SNS, and the ever changing platforms, such as Twitter, Facebook, Instagram, Vimeo, etc. could 

make it hard for businesses to create and maintain a successful social media strategy. 

Another implication that marketing executives are facing is how to utilise advertising most efficiently 

through mobile media. More and more advertisements are finding its way into to SNS on mobile devices but 

still the platform is still not as evolved as the computer-based SNS are. In addition there are several 

providers of operating systems for both tablets and smartphones, which require that the advertising is 

adaptable to all of them. This is either a technological obstacle or additional financial expenses.  

For management to efficiently target the Communication Catalysts, they need to be able to identify them. 

This could present itself as quite a challenge, or as a minimum, an additional effort of work. Nonetheless, it 

should be worth the while.  
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Conclusions 

The research thesis set out to provide evidence of factors that influence the levels of SII and STA among 

users of SNS. Subsequently, a precise, yet ample, answer to the Research Question will be presented.   

As it has been outlined in the previous sections, there is a significant correlation between age and both SII 

and STA among users of SNS. This information corresponds with prior research conducted, and provides 

marketing executives with potentially exploitable knowledge. In addition to the results verifying the 

correlation between age and susceptibility, the Results section also provided evidence of a strong significant 

interrelated correlation between SII and STA. If the susceptible potential consumers are not targeted the most 

efficient way, such knowledge is however worthless.  

As stated in the Research Question, the purpose was to identify independent factors influencing SII and STA 

among the users of SNS. Age and the interrelation between SII and STA, being the most evident variables 

tested with a significant correlation to susceptibility. Also significant correlation between STA and mobility 

was established, and with the era of mobility evolving rapidly, this should be a focus area for marketing 

executives. In addition to the Results, the theoretical foundation of the thesis pointed toward an increased 

focus on two major elements regarding SMM. Throughout the discussion of the results, the notion of 

matching the customer’s functional profiles with the appeal of the advertisement has been presented. This 

general assumption can be executed through targeting consumers susceptible to respectively value-

expressive and utilitarian influences with corresponding advertising approaches. Supporting such social 

media approach, models and theories that could be utilised to streamline the process of SMM has been 

provided throughout the thesis. Ultimately this provides two areas of interest that should provide increased 

efficiency for marketing executives, and foundation for supplementary research: 

1. Matching the consumers with the correct marketing approach on SNS should prove beneficial 

according to the theoretical groundwork of the thesis. By utilising the susceptibility to either value-

expressive or utilitarian influences, and matching the respective consumers with corresponding 

advertising functions, the outcome of SMM should be more efficient.  

2. Accordingly, it seems evident that some of the SNS-users are key opinion leaders. These 

Communication Catalysts should be targeted and utilised. According to research, these individuals are 

contributing the most to the UGC on SNS, and the outlined theories point toward high levels of SII 

between the opinion leaders and the remaining users of SNS.  

Despite different levels of correlations between the tested variables and SII and STA respectively, the thesis 

has provided some interesting findings for marketing executives to utilise and even further investigate. Just 

as crucial, the research has been a predecessor within the research area of SII and STA among users of SNS.  
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Appendix A 

DEMOGRAPHICS 

Tak fordi du tog dig tid til at svare på dette spørgeskema. Inden vi starter vil vi bede dig besvare følgende 

spørgsmål omkring dig selv.  

 

AGE. Hvor gammel er du? 

1. Under 16 år 

2. 16-24 år 

3. 25-34 år 

4. 35-44 år 

5. 45-54 år 

6. 55-64 år 

7. Over 64 år 

 

GENDER. Hvilket køn er du?  

1. Mand 

2. Kvinde 

 

REGION. Hvor er du bosiddende?  

1. Region Hovedstaden 

2. Region Nordjylland 

3. Region Midtjylland 

4. Region Syddanmark 

5. Region Sjælland 

6. Ved ikke/Ønsker ikke at svare 

USAGE OF SOCIAL NETWORKING SITES 

De følgende spørgsmål drejer sig om din brug af og adfærd på sociale netværkssider, som eksempelvis 

Facebook.  

 

Den første sektion drejer sig om, hvilke sociale netværkssider du benytter samt hvor ofte. 

Q1. Hvilke af nedenstående sociale netværkssider benytter du? Sæt gerne flere krydser.  

1. Facebook 

2. MySpace 
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3. LinkedIn 

4. Google+ 

5. Anden side 

6. Ingen / Ved ikke hvad det er  

 

Q2. Hvor ofte benytter disse sociale netværkssider?  

1. Færre end 1 gang om ugen 

2. 2-4 gange om ugen 

3. 1 gang dagligt 

4. 1-5 gange dagligt 

5. 6-10 gange dagligt 

6. Flere end 10 gange dagligt 

7. Ved ikke 

 

Q3. Hvilke af de følgende medier bruger du oftest til at få adgang til sociale netværkssider?   

Markér det medie du bruger oftest med et 1-tal, det du bruger næstmest med et 2-tal, samt det du bruger 

mindst med et 3-tal. Benytter du ikke et givent medie markér ’Bruger ikke’. 

 1 2 3 Bruger ikke 

Computer 

(PC eller Mac 
    

SmartPhone 

(iPhone, HTC, osv.) 
    

Tablet 

(iPads, Samsung Galaxy, osv.) 
    

 

SUSCEPTIBILITY TO INTERPERSONAL INFLUENCE 

Vi vil nu vise dig en række udsagn, andre tidligere har nævnt omkring adfærd og vaner i forbindelse med 

personligt forbrug af produkter.  

 

Q4. Hvor enig eller uenig du er i hvert af de følgende udsagn? 

Fuldstændig 

uenig 
Meget uenig Uenig 

Hverken enig 

eller uenig 
Enig Meget enig 

Fuldstændig 

enig 

1 2 3 4 5 6 7 

 

1. Jeg spørger ofte andre mennesker til råds for at hjælpe med at vælge det bedste alternativ inden for 

en produktgruppe. 
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2. Hvis jeg ønsker at være som en anden person, så køber jeg ofte det samme mærke/brand som dem. 

3. Det er vigtigt for mig, at andre kan lide de produkter eller brands jeg køber. 

4. Jeg holder ofte øje med hvad andre køber eller bruger, for at være sikker på at jeg køber det rigtig 

produkt eller brand. 

5. Jeg køber sjældent den nyeste mode indtil jeg er sikker på at mine venner billiger/godkender dem. 

6. Jeg identificerer mig ofte med andre personer ved at købe de samme produkter eller brands som 

dem. 

7. Jeg spørger ofte mine venner til råds om et produkt, hvis jeg har en begrænset erfaring med det.   

8. Jeg køber ofte de brands/mærker som jeg tror andre vil billige/synes om, når jeg køber produkter. 

9. Jeg vil gerne vide, hvilke brands og produkter, der gør et godt indtryk på andre. 

10. Ofte indsamler jeg information fra venner og familie omkring et givent produkt før jeg køber det. 

11. Hvis andre mennesker kan se mig bruge et produkt, køber jeg ofte det brand/mærke som er 

forventet af mig. 

12. Ved at købe de samme produkter og brands som andre køber, opnår jeg en følelse af at høre til. 

 

SUSCEPTIBILITY TO ADVERTISING 

Vi vil nu vise dig en række udsagn andre tidligere har nævnt omkring reklamer og deres funktion samt 

eventuel påvirkning.  

 

Q5. Hvor enig eller uenig du er i hvert af de følgende udsagn?  

Fuldstændig uenig Uenig Hverken enig eller uenig Enig Fuldstændig enig 

1 2 3 4 5 

 

1. Reklamer gør mig opmærksom på produkter jeg behøver. 

2. Reklamer bidrager med vigtig information om de produkter der reklameres for. 

3. Reklamer fortæller mig, hvilke brands eller produkter, som er bedst at købe. 

4. Reklamer er med til at øge min købsintention. 

5. Jeg interagerer/trykker på reklamer, fordi de fortæller mig om produkter, jeg har behov for. 

6. Reklamer er sommetider overdrevne, hvilket gør, at jeg nogle gange er tilbageholdende med at købe 

et produkt udelukkende baseret på reklamen. 

7. Jeg er ikke opmærksom på reklamer, når jeg planlægger at købe et produkt eller et brand. 

8. Danske reklamer har en større indflydelse på mig end udenlandske reklamer. 

9. Ved at købe produkter og brands fra reklamerne, opnår jeg en følelse af at høre til. 

10. Reklamer skal bidrage med information omkring det givne produkt før jeg køber det. 

11. Jeg køber ofte det mærke/brand, der reklameres for, hvis jeg ønsker at være som personen i 

reklamen. 
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INCOME & EDUCATION 

INCOME. Hvad er din årlig husstandsindkomst før skat? 

1. Under 200.000 kr. 

2. 200.000-299.999 kr. 

3. 300.000-399.999 kr. 

4. 400.000-499.999 kr. 

5. 500.000-599.999 kr. 

6. 600.000-699.999 kr. 

7. 700.000-799.999 kr. 

8. 800.000-899.999 kr. 

9. 900.000-1.000.000 kr. 

10. Over 1.000.000 kr. 

11. Ved ikke / Ønsker ikke at svare 

 

EDUCATION. Hvad er din højst gennemførte uddannelse? 

1. Folkeskole 

2. Gymnasial uddannelse (Gymnasiet, HF, HTX, HHX) 

3. Kortere videregående uddannelse 

4. Mellemlang videregående uddannelse (3-4 år) 

5. Lang videregående uddannelse (5 år eller mere) 

6. Andet 

7. Ved ikke/Ønsker ikke at svare 
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Appendix B 

Validation of SII_var

 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. ,906 

Bartlett's Test of Sphericity Approx. Chi-Square 4548,491 

df 66 

Sig. ,000 

 

Communalities 

3 Initial Extraction 

Jeg spørger ofte andre mennesker til råds for at hjælpe med at vælge det bedste alternativ inden for en 

produktgruppe 

1,000 ,771 

Hvis jeg ønsker at være som en anden person, så køber jeg ofte det samme mærke/brand som dem 1,000 ,693 

Det er vigtigt for mig, at andre kan lide de produkter eller brands jeg køber 1,000 ,574 

Jeg holder ofte øje med hvad andre køber eller bruger, for at være sikker på at jeg køber det rigtig produkt 

eller brand 

1,000 ,547 

Jeg køber sjældent den nyeste mode indtil jeg er sikker på at mine venner billiger/godkender dem 1,000 ,421 

Jeg identificerer mig ofte med andre personer ved at købe de samme produkter eller brands som dem 1,000 ,725 

Jeg spørger ofte mine venner til råds om et produkt, hvis jeg har en begrænset erfaring med det 1,000 ,787 

Jeg køber ofte de brands/mærker som jeg tror andre vil billige/synes om, når jeg køber produkter 1,000 ,777 

Jeg vil gerne vide, hvilke brands og produkter, der gør et godt indtryk på andre 1,000 ,649 

Ofte indsamler jeg information fra venner og familie omkring et givent produkt før jeg køber det 1,000 ,765 

Hvis andre mennesker kan se mig bruge et produkt, køber jeg ofte det brand/mærke som er forventet af mig  1,000 ,712 

Ved at købe de samme produkter og brands som andre køber, opnår jeg en følelse af at høre til 1,000 ,712 

Extraction Method: Principal Component Analysis. 
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Comparison of New and Original Scale 

 
 

SNI_org 

 

SNI_new 
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SInI_org 

 

SInI_new 
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Validation of STA_var 

 

Communalities 

 Initial Extraction 

Reklamer gør mig opmærksom på produkter jeg behøver 1,000 ,448 

Reklamer bidrager med vigtig information om de produkter der reklameres for 1,000 ,587 

Reklamer fortæller mig, hvilke brands eller produkter, som er bedst at købe 1,000 ,472 

Reklamer er med til at øge min købsintention 1,000 ,485 

Jeg trykker på reklamer, fordi de fortæller mig om produkter, jeg har behov for 1,000 ,427 

Reklamer er sommetider overdrevne, hvilket gør, at jeg nogle gange er tilbageholdende med at købe et 

produkt udelukkende baseret på reklamen 

1,000 ,761 

Jeg er ikke opmærksom på reklamer, når jeg planlægger at købe et produkt eller et brand 1,000 ,538 

Danske reklamer har en større indflydelse på mig end udenlandske reklamer 1,000 ,483 

Ved at købe produkter og brands fra reklamerne, opnår jeg en følelse af at høre til 1,000 ,658 

Reklamer skal bidrage med information omkring det givne produkt før jeg køber det 1,000 ,358 

Jeg køber ofte det mærke/brand, der reklameres for, hvis jeg ønsker at være som personen i reklamen 1,000 ,719 

Extraction Method: Principal Component Analysis. 
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Hypothesis Output: SII_var as Dependent Variable 
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Hypothesis Output: STA_var as Dependent Variable 
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Hypothesis Output: SNI_var as Dependent Variable 
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Hypothesis Output: SInI_var as Dependent Variable 
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