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Abstract

Electronic Word-of-Mouth (eWOM) has been identified as one of key factors affecting online sales.
There has been, however, lack of understanding about the factors leading to eWOM in the open
market context. As many Internet vendors have adopted the open market business, it is essential to
understand the factors leading to eWOM for the success of open market business. This study
investigates factors affecting eWOM in the open market context based on a sequential combination of
qualitative and quantitative research methods. The exploratory findings in the qualitative study
become the basis for the quantitative study, survey research. The findings from the mixed methods
explain the significance of three new factors (information sharing desire, self-presentation desire, and
open market reward) and two other factors (open market satisfaction and open market loyalty)
affecting eWOM directly and indirectly. This study contributes to research by adding to the broader
literature on eWOM. The findings also can inform open market providers on how to promote and
manage eWOM for their online business success.

Keywords: Electronic word of mouth, self-presentation desire, information sharing desire, open
market reward, mixed methods, open market



1 INTRODUCTION

There are various factors affecting a consumer’s purchasing behaviour and decision-makings. Social
information based on other people’s input has been used as one of important decision factors.
Especially, as the social network services are readily available for consumers in the online context,
people can easily exchange their purchasing experiences with others. Many people reflect other
consumers’ information (e.g., opinion, comments, and experiences) into their purchase decisions. This
trend is called Word-of-Mouth (WOM) that is regarded so influential on potential customers’
purchasing behaviors and decision-makings (Richins & Root-Shaffer 1988). WOM means
interpersonal communication concerning the evaluation about products or service of interest (Arndt
1967). The Internet is the context of online WOM to share information on products, services,
transactions and other experiences. Eric (1988) regarded electronic WOM (eWOM) as a tool for
consumers to exchange their information with each other.

WOM as an online feedback mechanism has been suggested in previous research as a key factor in
affecting trust and online sales (Chevalier & Mayzlin 2006; Dellarocas 2003; Pavlou & Dimoka 2006;
Zhu & Zhang 2010). WOM about target product or service reduces uncertainties about the target and
the attendant risks in purchasing and using it; this form of reassurance may then affect development of
customer trust in the target. Based on the trust, customers may decide to proceed to purchase the target.
For this reason, previous research on WOM regarded the WOM-based marketing approach much more
effective in the promotion of sales, compared with advertising or individual sales activities (Katz &
Lazardfeld 1955). Previous research (Chevalier & Mayzlin 2006) also found WOM affects online
sales. WOM is thus one of the most influential sources of marketplace information for customers
(Dellarocas 2003). WOM is created and spread through online WOM platforms such as product
review websites, retailers’ websites, brands’ websites, personal blogs, message boards, and social
networking sites (Lee and Youn 2009).

This study aims to investigate factors affecting eWOM. This study conceptualizes eWOM as an
individual’s information sharing and communication activities to others in target online context, i.e.,
open market. We conduct this study in the context of open market. In the open market, several online
vendors sell products or services to potential customers in the online market context. For example,
there are several vendors selling products in eBay. eBay manages the whole online market by selecting
and allowing such vendors to do their business in its online market platform. Customers may share
their experiences and information about those vendors as well as those products and services they
experienced in the open market context. It is important for potential customers to check the vendors as
well as the products and services they are considering in the open market. There has been, however,
lack of research on the factors affecting eWOM in the open market context. Most previous research on
eWOM focused on online shopping malls with single vendor (e.g., Lee et al. 2011).

To develop a deeper understanding of the phenomenon related to eWOM in the open market context,
we use a sequential combination of qualitative and quantitative research methods, where findings from
the qualitative study empirically inform the later quantitative study. We collected qualitative data by
conducting interviews with 31 customers who experienced eWOM in the open market context to
explore what motivates them to do eWOM. The qualitative study results become the basis for the next
quantitative study, i.e., survey research. The interviews thus substantiated the basic premise of our
model. The interviews also assisted in the interpretation of specific survey results with 260
respondents, as will be discussed later. We then collected quantitative data through online surveys to
empirically test the research model. This study contributes to research by adding to the broader
literature on eWOM. Moreover, the study can inform Internet vendors and open market providers on
how to promote and manage eWOM activities for their online business.



2 QUALITATIVE STUDY

We adopted an interview approach with experienced eWOM customers as a qualitative research
method to explore potential factors affecting eWOM in the open market context. Although the
interview approach has weaknesses such as response bias, subjective interpretation, and reflexivity, it
has several strengths such as the capability to focus directly on the research topic and to deliver
perceived causal inferences (Yin 2003). We had structured interviews with 31 randomly selected
experienced eWOM customers (see Table 1). According to results from subjects who participated in
the interview, for the gender, there were 18 males and 13 females, for the age, those aged between 20
and 29, accounting for 61 percent, and for the number of eWOM activities for a month, 87 percent of
the participants showing 1-10 times of eWOM activities. The interview was a one-on-one format
conducted in an informal environment and lasted from about 10 to 20 minutes. The interviewees were
mainly asked the factors that affected their decision to do eWOM activities in the open market context.
As an incentive, we offered a gift voucher worth US$5 to each interviewee to ensure data integrity.
The interviewees’ responses were transcribed instantly.

Demographic Variable Frequency Percentage
Gender Male 18 58
Female 13 42
10s 2 6
20s 19 61
Age (years) 305 7 23
40s 3 10
1~5 19 61
WOM activity (times) 6~10 8 26
10 ~ above 4 13
Total 31 100.0

Tablel. Descriptive Statistics of Respondents in the Qualitative Research

Data compilation was mostly accomplished through in-depth interviews. Interview transcripts were
thus analyzed using open, axial, and selective coding (Strauss & Corbin 1998). Coding was done by
three researchers. To avoid any potential bias, we selected one coder uninvolved in the data collection.
During open coding, each coder examined the interview transcripts line by line to find concepts hidden
within textual data that could explain the antecedents of interviewee’s eWOM. Based on the concepts
thus identified, the coders discussed each concept and named it on a consensus basis. We then grouped
these concepts into broad categories that reflected commonalities among codes (i.e., output from the
initial open coding) during the axial coding, which helped reduce the large number of concepts and
evolved into theoretical constructs. We used constructs from the existing literature, if possible, to
name the categories. During this axial coding, we employed a coding scheme to classify categories
into causes (i.e., eWOM antecedents) and effects (i.e., eWOM). Hypotheses began to emerge to
describe antecedents of eWOM. During selective coding, we attempted to integrate these categories
and relationships that we had identified into a holistic theory. This theory was tested in the following
quantitative study.

Based on the interview, this research classified reasons for eWOM in open markets into five categories
(see Table 2): information sharing desire, self-presentation desire, open market reward, open market
satisfaction, and open market loyalty. As analytical results from contents on interview with 131
responses, the biggest reason for WOM activities was information sharing desire, 71 cases from total
responses, accounting for 54 percent. According to the responses, the respondents wanted to share
their information related to the target open market to others.




Rank Category Examples Frequency | %

I want to share information in relation to
products or services.

1 Information sharing desire | | want to exchange information with others. 71 54%
I want to share information to prevent others
from purchasing damages.

I want to show off my information power.

I want to show off the fact of my purchasing
2 Self-presentation desire good products. 28 21%
I want to gain recognition of my values from
others.

I want to get points or mileages after purchase.
3 Open market reward I want to ask for economic and psychological 15 11%
reward.

| want to express my gratitude to sellers in the
open market.

4 Open market satisfaction I want to express my dissatisfaction in the open 10 8%
market.
I want to express my loyalty to the open market.

5 Open market loyalty I want to conduct maniac activities or make 6 5%
relations with others.

6 Others Korean people enjoy spreading rumours. 1 1%

Table 2. Qualitative Study Results

There were next 28 cases related with the self-presentation desire, accounting for 21 percent, which
was found as the second reason for WOM activities. According to respondents, the self-presentation
desire was mainly caused by high expectancy to enhance their values through WOM and gain
recognition of them from others.

There were then 15 cases related with open market reward, accounting for 11 percent. Consumers
were found to conduct WOM activities to get points or mileages after purchase, as some of open
markets give points or mileages according to their policies for site operation (8 cases). There were 10
cases related with customer satisfaction with target open market (i.e., open market satisfaction),
accounting for 8 percent. There were 6 cases related with customer loyalty toward target open market
(i.e., open market loyalty), accounting 5 percent.

Although the exploratory findings have implications for identifying potential factors affecting
customers’ eWOM decisions and their behaviours and showing their relative impacts on eWOM, these
findings need to be tested further to confirm these exploratory results because the interview approach
has limitations such as reflexivity, i.e., an interviewee says what the interviewer wants to hear (Yin
1994).

3 QUANTITATIVE STUDY

The exploratory study identified five factors affecting eWOM in the open market context. The
exploratory findings become the basis for the research model development in the quantitative study.

3.1 Research Model and Hypothesis

Based on the exploratory results in the preceding qualitative study, we proposed the research model
presented in Figure 1. Although the five factors identified earlier could directly affect eWOM, there
can be relationships among them.
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Figure 1. Research Model

We propose information sharing desire, defined as the extent to share information on products or
services with others in the open market context, as an antecedent of eWOM. In the online context,
information sharing desire takes an important role in forming an individual’s attitude (Chen et al.
2002). Information sharing refers to an activity to spread information to others and share it when it is
obtained. Brown and Duguid (2002) explained that the higher the individuals’ abilities to utilize
information, the more active they are in sharing information. It means people agree to willingly supply
information for others, with significance to share valuable information. The interview results in the
preceding qualitative study showed that a great number of people want to share information on
products or services with others in the open market context. Any motivated behaviour must be
understood as a channel through which human desire is satisfied (Maslow 2001). eWOM can thus be
understood as the means of satisfaction of an individual’s desire to share information with others.
Therefore, information sharing desire should have a positive effect on eWOM in the open market
context.

Hypothesis 1: Information sharing desire has a positive effect on eWOM.

We propose open market satisfaction by an individual as another antecedent of eWOM. Following
Spreng et al. (1996), we define open market satisfaction by an individual as an affective state resulting
from emotional reaction to transaction experience in an open market of interest. Customers satisfied
with Internet shopping malls conduct positive WOM activities, while those unsatisfied conduct
negative WOM activities and express their complaints (Lee & Youn 2009). Likewise, customers tend
to write their reviews on transaction experiences as they become to have experiences and information
in the target context. According to the interviews in the preceding qualitative study, both satisfaction
and dissatisfaction with transaction were factors of eWOM activities in the open market context.
Customers who are satisfied with transaction conduct positive WOM activities toward transaction
companies (Bitner 1990; Bloch et al. 1986; Oliver 1980). This WOM is expressed as behaviours of
recommending the transaction to others. Therefore, open market satisfaction by an individual customer
should have a positive effect on eWOM in the open market context.

Hypothesis 2: Open market satisfaction has a positive effect on eWOM.

We propose self-presentation desire as another antecedent of eWOM. Following previous research
(Kim et al. Forthcoming), we define self-presentation desire as the extent to which an individual wants
to present his or her preferred image in an open market of interest. Self-presentation theory (Goffman
1959; Leary 1996) explains that people as social actors desire to present their identities to others in



social settings. Self-presentation as a key means of impression management aims to control how one is
perceived by other people (Leary 1996). People try to influence other’s perception of themselves
through self-presentation. For the self-presentation, people can employ textual presentation. Textual
presentation can be synchronous, like chatting, or asynchronous, as in message boards. Eric (1988)
suggested that individuals could enhance their positions by frequently supplying appropriate and
useful answers in external on-line knowledge network. In other words, self-presentation is a behavior
of making a positive social impression of the self on others and optimizing the probability of
avoidance of undesirable impression, which means selective expression such as prominence of his or
her advantages and omission of negative information in relation to himself or herself (Leary 1996;
Leary & Kowalski 1990). Therefore, self-presentation desire should have a positive effect on eWOM
in the open market context.

Hypothesis 3: Self-presentation desire in the open market has a positive effect on eWOM .

Open market reward means the compensations for any information sharing with others related to
products or services in an open market of interest. Reward includes all types of positive or attractive
compensation given to a performer on a specific behavior. Similar to the frequency program of airline
companies, there are various incentive systems using mileages or a small amount of compensation
(e.g., Gmarket coupon) to encourage participation of consumers and improve the quality of
information reward in the open market context. When an individual perceives that rewards exceed
costs in conducting behaviour of interest, the behaviour tends to actively occur (Kelly & Thibaut
1978). When an open market provides compensation to those customers who share their ideas and
experiences (i.e., eWOM) with other in the same context, those customers may conduct eWOM
activities, especially when the rewards exceed costs (e.g., time and efforts). An individual would
conduct eWOM activities to get the reward from the open market of interest. The exploratory findings
in the qualitative study explain that people want to receive economic or psychological reward related
to their eWOM activities. Therefore, open market reward should have a positive effect on eWOM in
the open market context.

Hypothesis 4: Open market reward has a positive effect on eWOM.

Loyalty refers to a commitment to repetitively purchase a preferable product or service or to become a
regular customer (Oliver 1999). In case of online shopping malls suffering from severe customer
churn, loyalty is regarded as a more important concept (Oliver 1980). It becomes a factor for
continuous retention of customers and maintenance of long-term relationship. Open market loyalty
means an individual’s psychological attachment to an open market of interest. There are several
consequences of loyalty toward a vendor, such as repeating purchase and recommendation of the
vendor to others (i.e., WOM). If an individual has a psychological attachment toward an open market
(i.e., open market loyalty) then the person would be willing to share his or her experiences with others.
Therefore, open market loyalty should have a positive effect on eWOM in the open market context.

Hypothesis 5: Open market loyalty has a positive effect on eWOM .

Customer satisfaction has strong influence on trust, and commitment, and the trust and commitment in
turn take significant effects on customer’s loyalty bebavior (Park 2003). Previous research explains
that customer satisfaction influences customer loyalty (Heskett et al. 1994). While open market
satisfaction represents emotional reaction to the open market of interest, open market loyalty
represents psychological attachment to the open market. Therefore, open market satisfaction should
have a positive effect on the open market loyalty.

Hypothesis 6: Open market satisfaction has a positive effect on open market loyalty.

In addition to the direct effect of self-presentation desire on eWOM, self-presentation desire can have
an indirect effect on it through the information sharing desire. If an individual has a strong desire in
self-presentation, the person would have stronger desire to share their information and experiences
with other by taking the textual self-presentation approach. That is, an individual can build a desire



before conduct behaviour of interest to satisfy the desire. Self-presentation desire, therefore, should
have a positive effect on the information sharing desire in the open market context.

Hypothesis 7: Self-presentation desire has a positive effect on the information sharing desire.

In addition to the direct effect of open market reward on eWOM, open market reward can have an
indirect effect on it through the information sharing desire. When the target open market provides
rewards for the eWOM activities, customers in the target market would have a stronger desire to share
information and their experiences with others. That is, an individual can build a desire before conduct
behaviour of interest to satisfy the desire. Therefore, open market reward should have a positive effect
on the information sharing desire.

Hypothesis 8: Open market reward has a positive effect on the information sharing desire.

3.2 Data collection and Analysis

3.2.1 Data collection and Instrument Development

For survey instrument development, we adopted existing validated scales wherever possible. Two
information systems (IS) researchers and one marketing researcher reviewed the survey instrument
and checked its face validity. The measurement instrument was reviewed in a focus group of five
online customers who experienced open market and eWOM activities. The scales are shown in Table

3.

Construct Item Wording Reference
I want to share information that enables transaction to be sensible in
ISD1
Information the open market.
sharinl ISD2 I hope to share product information that | bought in the open market. Self-
desi g ISD3 | I wish to share service information that | had in the open market. developed
esire - - -
1SD4 I want to share information about the seller that | transacted in the
open market.
I am ... with my transaction in this open market.
SAT1 Unsatisfied ... Satisfied
Open |
market SAT2 Spreng et al.
satisfaction Frustrated ... Contented (1996).
SAT3 Annoyed ... Pleased
Self- SPD1 I hope to leave a good impression in the open market. .
. - - Kim et al.
presentation SPD2 I want to present a good image in the open market. (Forthcoming)
desire SPD3 | | wish to make a good image in the open market. 9
There are rewards according to sharing information to others in the
RWD1
Open open market, —— - Malhotra &
Market RWD2 In thf' open market, sharing information enables us to get a lot of Galletta
reward benefits. - - - — - - (1999)
There are incentives according to sharing information to others in
RWD3
the open market
Open LYT1 | I amaregular customer in this open market. Garbarino &
market LYT2 | | have a strong attachment in this open market. Johnson
loyalty LYT3 | | hope that this open market will succeed in internet business. (1999)
| often tell so many things about transaction in the open market to
WOML1
cWOM others Thomas et al.
WOM?2 | | often introduce experience of previous dealing in the open market. (2006)
WOM3 | | often tell the features of products or services in the open market to




| | others. |

Table 3. Measurement Instrument

We conducted online survey with customers of major six open markets in Korea (e.g., Gmarket,
Auction, 11™ Street, and Interpark) and persons experienced in using them, with limitation on
subjects experienced in purchasing products in those open markets. A database from a market research
firm was used to create a sample of panel members who were at least 19 years of age. The market
research firm randomly selected members from the panel pool, each of whom was invited by e-mail to
participate in the survey. The e-mail included a link to a Web-based survey questionnaire. At the
beginning of the online survey, we asked survey participants to select an open market that they have
ever experienced. We then asked them to answer the survey questions by considering the selected
open market. There were a total of 260 respondents (see Table 4). About 77 percent of the respondents
were males, and among them, those aged in their twenties and thirties accounted for 80 percent of total
respondents. Their average age was 25 years old, and about 73 percent of the total respondents were
office workers.

Demographic Variable Frequency %

Gender Male 200 76.9 %
Female 60 23.1%

10s 25 9.6 %

Age 20s 106 40.8 %
(Average: 25yrs) 30s 103 39.6 %

40s 23 8.8 %

50s 3 1.2%

Middle(High) school student 25 9.6 %

Job (Under)graduate student 46 17.7 %
Worker 189 72.7%
Total 260 100.0 %

Table4. Descriptive Statistics of Respondents in Quantitative Research
3.2.2 Instrument Validation

Data analysis for this study was performed in accordance with a two-stage methodology using PLS-
Graph version 3.00. Convergent validity is the degree with which the items of a given construct are
measuring the same underlying latent variable. Convergent validity is assessed using three criteria.
First, standardized path loadings, which are indicators of the degree of association between the
underlying latent factor and each item, should be greater than 0.7 and statistically significant. Second,
the composite reliabilities, as well as the Cronbach’s alphas, should be larger than 0.7. Third, the
average variance extracted (AVE) for each factor should exceed 50 percent. As shown in Table 5, the
standardized path loadings were all significant and greater than 0.7. The average variance extracted
(AVE) for each construct was greater than 0.5. The composite reliability (CR) and the Cronbach’s o
for all constructs exceeded 0.7. The convergent validity for the constructs was supported.

Construct Item Ioifjcij.ng AVE CR Cronbach’s o
Open market SAT1 0.90
satisfaction SAT2 0.95 0.87 0.95 0.92
SAT3 0.95
Information 1ISD1 0.76
sharing ISD2 0.88 0.68 0.89 0.84
desire
ISD3 0.90




ISD4 0.74
Open LYT1 0.83
market LYT2 0.90 0.72 0.88 0.80
loyalty
LYT3 0.81
Open RWD1 0.93
market RWD2 0.95 0.88 0.96 0.93
reward
RWD3 0.92
Self- SPD1 0.95
presentation SPD2 0.98 0.94 0.98 0.97
desire
SPD3 0.97
eWOM WOM1 0.92
WOM?2 0.95 0.87 0.95 0.93
WOM3 0.94

Table 5. The Result of Convergent Validity Test

Discriminant validity means the degree to which the measures of two constructs are empirically
distinct. We assessed the discriminant validity of the measurement model by comparing the square
root AVE for each construct with the correlations between the construct and other constructs. If the
square root of AVE is greater than the correlations between the construct and other constructs then it
indicates the discriminant validity. As shown in Table 6, the square root of AVE for each construct
(diagonal term) exceeded the correlations between the construct and other constructs. Hence,

discriminant validity of the instruments was supported.

Mean Std. Dev. ISD SAT SPD RWD LYT WOM
ISD 471 1.27 0.82
SAT 4.87 1.09 0.31 0.93
SPD 4.17 1.46 0.34 0.34 0.97
RWD 3.60 1.42 0.25 0.27 0.28 0.94
LYT 4.09 1.32 0.35 0.45 0.41 0.37 0.85
WOM 3.84 1.46 0.32 0.22 0.35 0.37 0.54 0.93

Table 6. Correlations between latent constructs

ISD: Information sharing desire, SAT: open market satisfaction, SPD: self-presentation desire, RWD: open market reward,
LYT: open market loyalty, WOM: electronic word of mouth

After establishing the validity of the measurement instrument, we examined the structural model by
applying a bootstrapping resampling technique (see Figure 2). The results indicate that information
sharing desire (H1), self-presentation desire (H3), open market reward (H4), and open market loyalty
(H5)) had significant effects on the eWOM, explaining 36 percent of its variance. Open market
satisfaction (H6) had a significant effect on the open market loyalty, explaining 23 percent of its
variance. Self-presentation desire (H7) and open market reward (H8) had significant effects on
information sharing desire, explaining 15 percent of its variance. However, we could not find a
significant effect of open market satisfaction (H2) on the eWOM.
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Figure 2. Testing Results of the Structural Model

4 DISCUSSION AND IMPLICATIONS

4.1 Discussion of Findings

This research, consisting of an exploratory study and a confirmatory main study, has several important
findings. First, information sharing desire in the open market has a positive effect on the eWOM
activity. It means that people agree to willingly give information for others, with the significance to
share valuable information. Interview respondents were shown to want to share information, ranging
from contents of transactions, such as products or services, or prices to secondary information
obtained through transactions, for example, impressions during the use of products, improvement
plans and measures for products or services. As the open market is a space where various sellers can
compete with each other regarding the same products or services, more traces of information sharing
(e.g., purchase postscripts) make it easier to lead other customers to select a seller and conduct
transactions effectively. Accordingly, more friendly information on products or services, obtained by
proper use of consumers’ information sharing desire, can contribute to improvement of sales
performance.

Second, self-presentation desire in the open market has a positive effect on the eWOM activity. People
want to communicate their purchases of products or services to others in the open market to present
their identities. That is, the desire for projecting a preferred image or impression to the group can
motivate the purchase and use of objects for self-presentation (Schau & Gilly 2003). People then try to
influence other’s perception of themselves through self-presentation. According to the exploratory
findings in the qualitative study, there were cases where some customers who had bought expensive
and limited products felt proud and envied by others through eWOM activity. Self-presentation is thus
a process where a person tries to control his or her image formed by others, which could lead to
eWOM activities in the open market context.

Third, open market reward has a positive effect on the eWOM activity. Most open markets selected in
this study support monetary benefits or reward such as points or mileages to consumers who write
their purchase postscripts in order to encourage eWOM activities in their open market context. The
exploratory finding results explain that many people responded that they frequently used monetary



benefits obtained in reward for their purchase postscripts and were motivated to do eWOM activities.
The exploratory findings also explain that some people, regardless of monetary benefits, responded
that they conduct eWOM activities as a token of gratitude for good transaction or wanted to enhance
self-achievement by helping others.

Fourth, open market loyalty has a positive effect on the eWOM activity. Previous research on
marketing demonstrated that customer loyalty toward a vendor leads to the customer’s WOM
activities toward the vendor (e.g., Bloemer et al. 1998). Moreover, loyalty in the marketing has been
used as a tool for measuring the success of marketing strategies (Knox & Walker 2001). In line with
this, an individual’s loyalty toward an open market should lead to the person’s WOM in the open
market context. In contrast to the significant effect of open market loyalty on eWOM, we could not
find the significant effect of open market satisfaction on eWOM. According to Richins (1983) and
Anderson (1998), both satisfaction and dissatisfaction with transaction have an effect on WOM, and
particularly dissatisfaction has a greater effect. In other words, it seems that customers do more active
WOM activity in a moment of dissatisfaction with transaction, rather than satisfaction, and such bad
moment remains longer in their memories. The survey in this study was conducted with consumers
who have experienced in transaction in the selected open market. In this regard, it is judged that the
respondents would remember an experience of dissatisfaction much longer, instead of that of
satisfaction among previous experiences, and maybe their responses were based not on experience of
satisfaction but on that of dissatisfaction. The other potential reason of this insignificance is the
mediating effect of open market loyalty on the relationship between open market satisfaction and
eWOM. As the testing results show, open market satisfaction has a significant effect on eWOM
indirectly through open market loyalty.

Next, this study found that information sharing desire is influenced by both self-presentation desire
and open market reward. That is, open market reward has a significant effect on eWOM directly and
indirectly through information sharing desire. Self-presentation desire also has a significant effect on
eWOM directly and indirectly through information sharing desire.

4.2 Limitations and Future Research

The results of this study must be interpreted in the context of its limitations. First, the data for this
study was collected from the open market customers in Korea. Those open market providers in Korea
employ several unique operation policies such as frequency program (e.g., point accumulation) to
encourage eWOM activities of their customers. In comparison, there are many other open market
providers encouraging their customers’ voluntary eWOM activities. It would be useful to replicate this
study with a number of open markets in different regions so that the robustness of the results can be
established. Second, we conceptualized eWOM as the interpersonal communications in the open
market context. There can be negative and positive contents in the communications. Customers could
conduct eWOM in different ways depending on the valence of the contents (i.e., positive and negative).
Customers could conduct eWOM more actively when they are unsatisfied then when they are satisfied.
Future research, therefore, needs to select either negative or positive valence of eWOM and examine
their antecedents. Next, it is known that emotions have implications for action and goal attainment
(Bagozzi et al. 1999). When one experiences a negative emotion, the person is in disequilibrium and
wish to return to his or her normal state. According to the coping responses (Lazarus 1991), the person
may use either one or both of two coping processes: problem-focused coping, where the person
attempts to alleviate the sources of distress, or emotion-focused coping, where the person with changes
the meaning of the sources of distress or avoid thinking about a problem. When an individual
experiences unsatisfactory deal in an open market, the person may conduct eWOM activities with
negative contents by using either problem-focused coping or emotion-focused coping. Especially,
negative emotion could have stronger effects on action than positive emotion. Future research,
therefore, needs to examine open market dissatisfaction (i.e., negative emotional responses) and
eWOM.



4.3 Implications for Research and Practice

This research has several implications for research. This study identified and examined the factors
affecting eWOM in the open market context. While there have been several research on eWOM, most
previous studies (e.g., Chevalier & Mayzlin 2006; Pavlou & Dimoka 2006; Zhu & Zhang 2010)
examined the role and consequences of WOM. In addition, many of previous research on eWOM (e.g.,
Lee et al. 2011) have focused on typical online shopping context with a vendor (e.g., Amazon.com).
While many electronic commerce businesses adopted the open market approach in their online
business, there has been lack of consideration about the open market context. Furthermore, there has
been lack of research on the factors affecting eWOM in the open market context. This research is one
of limited studies examining the antecedents of eWOM in the open market context.

The findings in this study also have an implication for research. Previous research has identified
several antecedents (e.g., satisfaction and loyalty) of WOM in the online shopping context. Especially,
customer loyalty and satisfaction have been suggested as key antecedents of WOM in the marketing
research (e.g., Bitner 1990; Bloch et al. 1986; Oliver 1980). Compared to previous research on WOM,
this study identified several antecedents of eWOM in the open market context and their significance.
Especially, this study is one of few studies identifying the roles and effects of three new factors (i.e.,
information sharing desire, self-presentation desire, and open market reward) related to the eWOM.
Self-presentation desire has been used in explaining why people are motivated to purchase digital
items on virtual community websites (Kim et al. forthcoming). This study shows that the self-
presentation desire additionally leads to eWOM activities in the open market context. This study also
shows the role and effect of information sharing desire. Previous research explained knowledge
contribution or knowledge sharing in terms of altruism and reciprocity (e.g., Adler 2001). Information
sharing desire is related to altruism and reciprocity. The first case, altruism, explains that people share
information and knowledge with others without expecting reward or future reciprocation. The second
case, reciprocity, explains that people share information and knowledge with other based on the
expectation of future reciprocation. This study also showed the role and effect of open market reward.
While reward has a negative effect on knowledge sharing attitude in an organization context (Bock et
al. 2005), this study showed the positive effect of open market reward on eWOM in the open market
context.

This study has another implication in terms of the mixed methods approach, a sequential combination
of qualitative and quantitative research methods. The qualitative research method with the interview
approach has an advantage in exploring the factors affecting eWOM in the selected context. The
guantitative research method with the survey approach has another advantage in testing and validating
the explored or identified factors in the selected context. The mixed method is helpful in developing a
deeper understanding of target phenomenon (Venkatesh et al. forthcoming). This study thus has an
implication in the application of the mixed methods.

This research also has several implications for practice. Especially, the findings provide guidance for
tapping the motivators of eWOM in the open market context. The findings explain the key roles and
direct effects of four factors (information sharing desire, self-presentation desire, open market reward,
and open market loyalty) on eWOM. As for self-presentation desire, open market providers can
consider promoting self-presentation in the open market context. For this purpose, they can consider
developing a norm (i.e., members or customers should present themselves) in the open market. In line
with this, the open market providers can consider promoting their members’ virtual community
participation and activities in their open market. The open market providers also need to consider
providing rewards for their members’ eWOM activities because the findings explain the significant
effect of open market reward on eWOM. The open market providers can consider adopting a certain
approach like the frequency programs of airline companies. For now, according to the reward system
of open markets, monetary benefits have been mainly supplied to encourage participation in WOM
activity. However, both psychological reward as well as monetary benefits can be influential in
leading to eWOM activities in the open market context. This result suggests the necessity of extending



areas of reward in the open market and reconsidering the meaning of reward to customers. The open
market providers also need to consider developing their members’ loyalty toward the open market
based on the significance of open market loyalty. It is necessary to satisfy open market customers first
to gain their loyalty as the finding shows. The findings also explain that information sharing desire can
be increased by both self-presentation desire and open market reward.

5 CONCLUSION

WOM has been identified as one of key factors affecting trust and online sales (Dellarocas 2003).
Based on the key role and its significant effect, previous research examined WOM in several contexts
such as typical offline marketing context and online shopping context. As the open market approach
has been adopted by many online vendors, however, there is a limitation in understanding the context-
specific factors in affecting online WOM (i.e., eWOM) activities in the open market context. This
study is one of limited studies examining eWOM and its antecedents in the open market context. For
this study, we adopted a mixed methods approach, a sequential combination of qualitative and
quantitative research methods. The qualitative research method was useful in exploring the open
market-related factors. Going beyond previous research on WOM, this study thus has contributions in
extending our understanding about eWOM and its antecedents in the open market context. Especially,
this study found three new factors (information sharing desire, self-presentation desire, and open
market reward) affecting eWOM as well as two other factors (open market satisfaction and open
market loyalty) affecting eWOM directly and indirectly. The findings also provide guidance for
tapping the motivators of eWOM in the open market context.
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