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Abstract 

TITLE: Electronic Word-of-Mouth (eWOM): Examining the Relationship Between 

Factors Influencing eWOM Activities and Passengers’ Purchasing 

Involvement in the Context of Aviation. 

AUTHOR: Ratchada Ruenruoy 

MAJOR ADVISOR: Michael A. Gallo, Ph.D. 

The purpose of the study was manifold: (a) to examine the relationship a set 

of targeted factors has on electronic Word-of-Mouth (eWOM) activities in the 

context of aviation, (b) to examine the extent to which these factors affect airline 

passengers’ purchasing involvement, and (c) to determine the extent to which 

eWOM activities mediate the relationship between the targeted factors and 

purchasing involvement. Research factors included (a) purchasing perceptions, 

which consisted of satisfaction, loyalty, perceived value, and service quality; (b) 

social environment, which consisted of age, gender, and cultural differences 

relative to Hofstede’s (1980) cultural dimensions; and (c) experiences, which 

consisted of frequent flyer status and Internet use frequency. A convenience sample 

was solicited from graduate students (master’s and doctoral) studying at 

colleges/universities in northern and central Florida. The sample size used to test 

the study’s hypotheses consisted of 345 participants.  

A hierarchical regression analysis indicated that loyalty and the 

Masculinity–Femininity cultural dimension were strong predictors of eWOM 
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activities, while loyalty, perceived value, age, the Uncertainty Avoidance cultural 

dimension, and eWOM activities were strong predictors of purchasing 

involvement. The findings also showed that eWOM activities fully mediated the 

relationship between loyalty and purchasing involvement, and partially mediated 

the relationship between purchasing involvement and the cultural dimensions of 

Power Distance and Masculinity–Femininity, respectively. Findings suggest that 

improving passengers’ loyalty via eWOM activities can help inform their 

purchasing decisions in the digital era. Moreover, eWOM activities can help 

passengers who live in high power distance and masculine cultures to easily make a 

purchasing decision relative to products and services of U.S. airlines. Thus, eWOM 

activities should be used as a promotional instrument to help inform passengers’ 

purchasing decisions. 
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Chapter 1 

Introduction 

Background and Purpose  

Background. The primary focus of the current study was to examine the 

role of electronic word-of-mouth (eWOM) activities within an aviation context 

relative to the products and services airlines provide. This included determining 

what factors affected eWOM as well as the effect eWOM has on purchasing 

involvement.  

The concept of eWOM is similar to traditional word-of-mouth 

correspondence except with eWOM the correspondence takes place via the 

Internet. Given the worldwide presence of the Internet, eWOM has become an 

influential channel for sharing information about a company’s products and 

services among consumers, businesses, and the general population. Although 

eWOM may be viewed as an extension or natural evolution of WOM, there are 

considerable differences between the two. For example, Huete-Alcocer (2017) 

observed that with WOM the receiver of information generally knows the sender of 

the information, and the conversation between the two is generally private. In 

eWOM, though, the relationship between receiver and sender is anonymous, and 

the information being shared between the two usually is not private and is easily 

accessible by anyone at any point in time—even years later. Nevertheless, for 

today’s consumer, eWOM can be a very influential mode of communication 
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because it enables them to share, comment on, and review information about a 

company’s products or services and users’ corresponding experiences through the 

Internet. This online WOM communication allows people to evaluate information 

quickly and receive a high volume of information before making a purchasing 

decision.  

Given the speed of diffusion of the message, ease in accessing, and one-to-

many reach, eWOM has become an important source for influencing consumers’ 

attitudes and purchasing behaviors not only within the airline industry but also 

throughout the general business community. For example, Xie, Miao, Kuo, and Lee 

(2011) noted that eWOM has a strong influence on consumers’ decision making. 

Yayli and Bayram (2012), along the same line, pointed out that consumers’ 

purchasing decisions could be affected by eWOM. Yayli and Bayram also reported 

that the reviews’ characteristics, details of reviewers, website, significance of 

reviews, type of advice, and products were factors having an influence on online 

purchasing decisions. In addition, positive and negative online reviews also were 

found to have different effects on consumers’ purchasing decision intention.  

With respect to the nature of online reviews—that is, whether they are 

positive or negative—Park and Lee (2009) reported that the valence of eWOM has 

a strong influence on purchasing decisions, with positive online reviews increasing 

consumers’ intentions and leading to a purchasing decision. This trend has been 

found to hold within the hotel industry. For example, Sparks and Browning (2011) 



3 

 

indicated that consumers’ intention would be changed if they read online reviews 

posted by experienced people. Sparks and Browning also reported that not only 

could positive reviews coupled with numerical rating details increase the intentions 

of people to book a hotel, but positive reviews also increased trust, which then 

could create consumer loyalty. This finding was consistent with Vermeulen and 

Seegers (2009) who indicated that positive reviews could change consumers’ 

behavioral intentions to reserve a hotel, and positive online reviews could facilitate 

positive attitudes toward a hotel. Ye, Law, and Gu (2009) revealed similar results 

that positive online reviews have a positive relationship with the number of hotel 

reservations. They also reported that positive online reviews posted by reviewers 

could increase sales by 10% but at the same time sales also could be decreased by 

2.8% when there were negative online reviews.  

Negative online reviews also have been found to have similar effects, For 

example, Yacouel and Fleischer (2011) reported that negative comments could 

reduce consumer interest in products/services offered by a company. In addition, 

dissatisfaction regarding a company’s products and services could lead people to 

have negative WOM behavior and be more likely to spread negative WOM to 

others (Swanson & Hus, 2009). This could affect a company’s reputation and 

profits. For example, within the airline industry, a survey of social media sentiment 

reported that many complaints about the services of US Airways, American, 

Frontier, and Spirit Airlines have increased on Twitter (Elliott, 2016). As a result, 
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these airlines had to change their management strategies. For instance, US Airways 

merged with American Airlines in 2015 to decrease its poor reputation (Elliott, 

2016). However, Vermeulen and Seegers argued that negative online comments 

could provide benefits to customers and organizations in terms of increasing 

consumers’ awareness and developing marketing strategies to increase competitive 

advantage. 

Based on the findings of the various studies reported above, it appears that 

eWOM plays a crucial role in consumers’ purchasing behavior in the digital era. 

The statistics and trends in 2015 on the business2community website showed that 

90% of customers would look up online reviews before making a decision to 

purchase products/services (Rudolph, 2015). A survey by the Nielsen Company 

(2012) also revealed that 30% of customers relied on traditional broadcast and print 

advertisements, but 70% of worldwide customers trusted online reviews as much as 

personal recommendations. This is most likely because the post-purchase attitudes 

of customers via eWOM tend to be perceived as being more reliable than a 

company’s advertisement. For purchasing involvement, it depends on the quality 

and quantity of online reviews. Park, Lee, and Han (2007) reported that people who 

often read online reviews (high-involvement consumers) would make a purchase 

decision based on both the quality and quantity of the online reviews. If the quality 

of online reviews is poor, high-involvement consumers might consider the quantity 

of online reviews instead. On the other hand, people who rarely read online reviews 
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(low-involvement consumers) would make a purchase decision based on the 

quantity of online reviews, which indicates product popularity, rather than the 

quality of online reviews. Thus, finding infers that eWOM not only plays a role in 

changing attitudes and purchasing decisions, but also influences the purchasing 

involvement of people relative to product selection. 

Because eWOM has been reported in the literature to have a significant 

impact on purchasing behavior, eWOM could be used as a promotional instrument 

and as an important source of information for helping to shape consumers’ attitudes 

and behaviors (Daugherty & Hoffman, 2013). For example, managers in the 

hospitality industry use electronic media platforms such as Facebook and Twitter to 

indicate the level of their services for tourists. If what managers promote meet 

customers’ expectations, the presumption is they would be more likely to select 

those services again in the future and provide positive communication via social 

media. This was consistent with Royo-Vela and Casamassima (2011) who reported 

that when customers are satisfied with a product or a service, they would become 

loyal representatives and tend to provide positive eWOM to others. Thus, eWOM 

could become one of the most powerful tools that businesses use in today’s modern 

world for promoting their products/services and changing consumers’ purchasing 

behavior.     

Even though eWOM could be used as a communication channel to promote 

products/services, the information written, shared, or commented online between 
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individuals is difficult to control (Ishida, Slevitch, & Siamionava, 2016). This 

problem, however, could be managed if factors influencing eWOM activities were 

examined. The literature has demonstrated that several factors such as gender, age, 

and frequency of Internet usage influences eWOM activities and purchasing 

involvement. For example, Fan and Miao (2012) reported that the credibility of 

eWOM communication contents could be affected by gender differences and found 

that female consumers gave more attention to eWOM credibility than male 

consumers. This could be because females perceive more risk regarding e-

commerce transactions when they do online shopping than males. As a result, 

females might be more reluctant to decide to purchase products/services online. 

Bae and Lee (2011) also reported that different genders react differently to online 

reviews, with females being more emotional during the purchasing process than 

males. Thus, negative reviews had a stronger effect on females’ purchasing 

behavior than positive reviews.  

Because personal attributes could affect the acceptance of eWOM (Fan & 

Miao, 2012; Park et al., 2007), age might be another factor influencing eWOM and 

purchasing involvement. Saldivar and Baruca (2015) noted that the older the 

person, the more involved one is with the information received. Based on this 

observation, one could infer that increased age may affect the way in which 

consumers perceive eWOM credibility, and this can affect purchasing intention. 

“Pew Research Center” (2017b) also reported that the percentage of Internet usage 
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among U.S. adults between 50 years old and 64 years old or older was lower than 

that of U.S. adults younger than 50 years old. This implies that older people were 

less likely to engage in eWOM activities.  

Another consideration would be frequency of Internet use. Liao and Cheung 

(2001) reported that online shoppers who read online reviews more often are more 

willing to use and adopt online reviews to make a purchase decision. As a result, 

online shoppers who often use the Internet would be more likely to engage in 

eWOM. Because the current study intended to examine factors affecting eWOM 

activities in the context of aviation, another consideration would be frequent flyer 

status. Beneke, Mill, Naidoo, and Wickham (2015) reported that positive attitudes 

of frequent flyers toward their airline would be shifted to negative attitudes when 

they perceived service failure. As a result, the willingness to engage in eWOM of 

frequent flyers would be increased for brand development. Wu and Wang (2011) 

also mentioned that service failure had a negative impact on consumers’ purchasing 

intention. Therefore, it is possible that the purchasing intention of frequent flyers 

could be reduced.    

Apart from the factors mentioned above, consumers’ purchasing 

perceptions toward products/services also were found to have an impact on eWOM 

and purchasing involvement. For example, de Matos and Rossi (2008) reported six 

factors that had a significant effect on WOM and intention: satisfaction, loyalty, 

quality, commitment, trust, and perceived value. Their results indicated that 
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satisfaction had a strong positive relationship with positive WOM whereas loyalty 

had a strong relationship with negative WOM. According to de Matos and Rossi, 

attention was mostly placed on satisfaction and loyalty factors toward WOM 

activity due to a meta-analytic review. Similarly, Nikookar, Rahrovy, Razi, and 

Ghassemi (2015) reported five factors that contributed to WOM within an aviation 

context: satisfaction level, quality of service, loyalty, trust, and perceived value. 

Nikookar et al. focused on Iran airlines and created a research model to investigate 

the effect of these factors on WOM and passengers’ intentions and reported a direct 

relationship between these factors and as passengers’ intentions to provide positive 

communication to others. Although Nikookar et al.’s study was limited to one 

group of participants in one geographical area, their study provided evidence about 

the effect these factors could have on WOM and eWOM correspondence. 

Nevertheless, Nikookar et al.’s study has limited generalizability and needs to be 

replicated to increase the extendibility of their results. Nikookar et al. also did not 

examine cross-cultural differences, even though some earlier studies such as Fong 

and Burton (2008), Lam, Lee, and Mizerski (2009), and Lin (2013) indicated that 

multiculturality has an influence on WOM, eWOM, and purchasing involvement.  

With respect to cultural differences relative to Hofstede’s (1980) cultural 

dimensions, Fong and Burton (2008) reported that people in a collectivist culture 

(e.g., Chinese) were more prone to request product recommendations and search for 

more information than people in individualist culture (e.g., USA). Long-Chuan 
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(1999) also pointed out that people in a collectivist culture would search for and 

rely on personal sources of information before making a purchase decision. In 

addition, Lin (2013) reported that online WOM comments posted by U.S. 

consumers showed a higher frequency of contents that correlated positively with 

individualism than that by Chinese. Specifically, U.S. consumers had a greater 

concern about unique products and distinctive brand personalities. Chinese 

consumers, on the contrary, were interested in the popularity of the products, and 

gave attention to products that were widely accepted and frequently recommended 

by close friends or family members. Lam et al. (2009) also reported that people in a 

high uncertainty avoidance culture would have both opinion sharing and opinion-

seeking behavior to accumulate more information for the sake of risk reduction 

resulting from a purchasing decision. People in a low uncertainty avoidance 

culture, however, did not have an opinion-seeking behavior before making a 

purchasing decision (Money, Gilly, & Graham, 1998). For power distance cultures, 

Lam et al. reported that information searching behavior was more prevalent in a 

high-power distance culture than a low-power distance culture. People in a high-

power distance culture did more information searching to make a purchase 

decision. In addition, they trusted the information they searched for personally 

rather than information derived from authorities. Lin also reported that the content 

of online reviews posted by people who live in a high-power distance culture 

showed greater interest in status features. People in a low-power distance culture, 
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however, would pay more attention to good deals and were more likely to accept 

new products. For masculine cultures, Lam et al. and Liu, Furrer, and Sudharshan 

(2001) indicated that information sharing behavior and information acquisition 

behavior were often found in this culture. This was because men would select 

brands that were famous and widely accepted in society to portray their success, 

achievement, and status (De Mooij & Hofstede, 2002; De Mooij, 2010; Dwyer, 

Mesak & Hsu, 2005). Lam and Mizerski (2005) also defined people who have an 

external locus of control relative to the feminine culture because they need 

affiliation and companionship to rely on and support their life. As a result, women 

would be less likely to engage in WOM activity when compared to men.  

Although the current literature is replete with past studies that examined the 

effect of WOM and eWOM on purchasing behavior, purchasing involvement, 

brand image, and sales volume in several industries, the literature was limited with 

respect to eWOM activities in the context of aviation. Therefore, the current study 

endeavored to examine factors that affected eWOM as well as the effect eWOM 

has on purchasing involvement within the airline industry. The factors that were 

targeted were based on the literature, and the corresponding relationships among 

these factors were hypothesized as illustrated in Figure 1.1. The reader will note 

from Figure 1.1 that the current study also investigated the effect these factors had 

on passengers’ purchasing involvement as well as the extent to which eWOM 

mediated the relationship between the targeted factors and purchasing involvement. 
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Figure 1.1. Hypothesized relationships among the targeted variables.  

 

Purpose. The purpose of the current study was manifold: (a) to examine the 

relationship a set of targeted factors has on electronic Word-of-Mouth (eWOM) 

activities in the context of aviation, (b) to examine the extent to which these factors 

affect airline passengers’ purchasing involvement, and (c) to determine the extent 

to which eWOM activities mediate the relationship between the targeted factors 

and purchasing involvement.  
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As depicted in Figure 1.1, and following Cohen, Cohen, West, and Aiken’s 

(2003) guidelines, the targeted factors were partitioned into three functional sets. 

Set A = Purchasing Perceptions was comprised of four factors: satisfaction, loyalty, 

perceived value, and service quality. (Note: A fifth factor that was reported in the 

literature, namely, trust, was merged with service quality based on the results of a 

factor analysis of the sample data yielded. See Chapter 3 for additional details.) Set 

B = Social Environment was comprised of three factors: age, gender, and cultural 

differences. Set C = Experiences was comprised of two factors: frequent flyer 

status and Internet use frequency. Each set was hypothesized to have a direct 

relationship with eWOM, and independently, with Purchasing Involvement. Thus, 

both eWOM and Purchasing Involvement were dependent measures relative to the 

targeted factors. Furthermore, eWOM also was presumed to be a mediating 

variable between the targeted factors and purchasing involvement.  

Definition of Terms 

 The key terms or phrases relative to the current study were operationally 

defined as follows:  

1. Airline passengers were defined as all adult airline travelers 18 years 

old or older, including leisure, business, and student travelers, who fly 

domestically and/or internationally via major U.S. airlines such as 

American, Delta, Southwest, and United airlines, and not their regional 

subsidiaries such as Air Wisconsin, CommutAir, and Island Air. 
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2. Active users were defined as individuals who use the Internet to access 

social media platforms at least once in the past 12 months to (a) make 

online purchases, (b) search for information before making a purchasing 

decision, and (c) provide online reviews regarding a product or service.  

3. Age was defined as the length of time a person has lived, and was 

measured in years. In the context of the current study, participants were 

required to be between 22 and 50 years old because people within this 

age group often use the Internet and travel by plane (“Pew Research 

Center,” 2017a). This factor was self-reported by participants. 

4.  Cultural differences were defined as “the integrated system and 

maintain system of socially acquired values, beliefs, and rules of 

conduct which impact the range of accepted behaviors distinguishable 

from one societal group to another” (Apgar, 2017, p. 78). In the context 

of the current study, cultural differences were classified using 

Hofstede’s (1980, 2001) five cultural dimensions: Power Distance (PD), 

Individualism-Collectivism (I/C), Uncertainty Avoidance (UA), 

Masculinity–Femininity (M/F), and Long-term vs. Short-term 

orientation (LTO/STO). Of these five dimensions, four were relevant to 

the current study: PD, I/C, UA, and M/F. These four dimensions are 

defined separately in this section and were measured using Yoo, 

Donthu, and Lenartowicz’s (2011) Cultural Values Scale (CVSCALE). 
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5.  Experiences referred to the purchasing experiences of passengers that 

resulted from using the Internet to access social media platforms for 

purchasing airfares, reading online reviews before making a purchase, 

and searching information for the benefit of getting the best buy. For 

example, individuals who often use the Internet to purchase airfares 

might know when the best time is to make a purchase to receive the best 

airfare. Moreover, passengers who are members of an airline’s frequent 

flyer program might receive special promotions to get the best airfare 

via email faster than those who are not. They also are well taken care of 

by an airline with respect to flight delays, flight cancellations, or lost 

baggage. In the context of the current study experiences were measured 

via two factors: frequent flyer status and Internet use frequency. Both 

factors are defined separately in this section and were self-reported by 

participants. 

6.  eWOM or eWOM activities was defined as the near instantaneous 

communication that occurs through electronic media platforms such as 

Facebook, Twitter, customer-created complaint sites, or blogs between 

individuals regarding a product or service. eWOM activities included 

but were not limited to: seeking information or feedback relative to food 

or beverages offered on board an aircraft, in-flight entertainment, or the 

convenience of special seats; forwarding reviews of such information; 
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and engaging in interactive chats. All such activities could occur before 

or after making a purchasing decision. eWOM activities were measured 

using a researcher-modified version of Sun, Youn, Wu, and Man’s 

(2006) questionnaire. 

7. Frequent flyer was defined as individuals who often travel by plane and 

decide to become a part of an airline’s loyalty program so they can 

accumulate miles/points that could be redeemed for subsequent air 

travel. Examples include American Airlines’ AAdvantage, Delta 

Airlines’ SkyMiles, Southwest Airlines’ Rapid Rewards, and United 

Airlines’ MileagePlus. This factor was self-reported by participants. 

8. Gender was defined as personal characteristics explained in terms of 

sexes (male and female). Males and females would be separated based 

on physiological and biological attributes. It also referred to the socially 

constructed characteristics of women and men relative to a society’s 

norms and roles. This factor was self-reported by participants. 

9. Individualism–Collectivism referred to one of Hofstede’s (1980) cultural 

dimensions and was defined by Halverson and Tirmizi (2008) as 

… the extent to which needs and aspirations of individuals get 

priority and importance compared to needs of others and of 

collectivities. In individualistic cultures, personal autonomy 

freedom, individual achievement, and right to privacy are 



16 

 

valued. Collectivist cultures emphasize “we” awareness, loyal to 

groups and clans, security and order from organizations, and 

group decision. (p. 26)  

 This dimension was measured using Yoo et al.’s (2011) CVSCALE. 

10. Internet use frequency was defined as the number of times per week 

participants used social media such as Facebook, Twitter, or blogs for 

searching, reviewing, or commenting airlines’ products/services 

information. This factor was self-reported by participants.  

11. Loyalty was defined as “a deeply held commitment to rebuy or 

repatronize a preferred products/services consistently in the future, 

thereby causing repetitive same-brand or same brand-set purchasing, 

despite situational influences and marketing efforts having the potential 

to cause switching behavior” (Oliver, 1997, p. 392). In the context of 

the current study, loyalty referred to passenger loyalty to an airline 

based on passengers’ experiences with that airline. For example, 

passengers who were members of an airline’s frequent flyer program 

tended to be loyal to their airlines and were less likely to change their 

mind to use the services of other air carriers. With passenger loyalty 

toward an airline’s services, there was the possibility passengers would 

recommend a product or a service of the airline to other people. This 

factor was measured using a researcher-modified version of Bobâlcă, 
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Gătej (Bradu), and Ciobanu’s (2012) questionnaire, which was derived 

from Evanschitzky and Wunderlich’s (2006), Söderlund’s (2006), and 

Zeithaml, Berry and Parasuraman’s (1996).  

12. Masculinity–Femininity referred to one of Hofstede’s (1980) cultural 

dimensions and was defined by Halverson and Tirmizi (2008, p. 27) as 

“the extent to which assertiveness, performance, independence, and role 

differentiation (by gender, or sex) are valued by societies.” For example, 

individual performance and independence are essential in masculine 

cultures, while relationships and quality of life are important in feminine 

cultures. This dimension was measured using Yoo et al.’s (2011) 

CVSCALE. 

13. Perceived value was defined as “the consumer’s overall assessment of 

the utility of a product or a service based on perceptions of what is 

received and what is given” (Zeithaml, 1988, p. 14). It is the 

comprehensive assessment of the difference between perceived benefits 

such as quality, convenience, and volume, and paid costs such as 

money, time, and effort. For instance, if passengers perceived that the 

money paid for airfare is worth the service quality they receive on board 

an aircraft, the perceived value of passengers would be increased. To 

measure the level of perceived value, a researcher-modified version of 

Chowdhury and Abe’s (2002) questionnaire was used. 
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14. Power distance referred to one of Hofstede’s (1980) cultural dimensions 

and was defined as the extent to which members of a society expect and 

accept that power is distributed unequally such as differences in status, 

hierarchy, or class. This dimension was measured using Yoo et al.’s 

(2011) CVSCALE. 

15. Purchasing involvement was defined as “the self-relevance of 

purchasing activities to the individual” (Karaatli, 2015, p. 72). In the 

context of the current study, purchasing involvement referred to 

activities that passengers believe to be relevant when they are involved 

in purchasing an airline’s products/services. For instance, passengers 

might review the seat configurations of an aircraft for a particular flight, 

see if a flight provides wireless access for the duration of the flight, 

review arrival/departure times, or access the number of stops/layover 

times before making a decision to select a specific airline. This factor 

was measured using a researcher-modified version of Karaatli’s (2015) 

Purchasing Involvement (PI) scale, which was developed from Slama 

and Tachian’s (1985) original scale.  

16. Purchasing perceptions referred to a set of factors that measured 

passengers’ perceptions relative to purchases they made. These factors 

included their level of satisfaction, trust, loyalty, service quality, and 

perceived value. These factors are defined separately in this section.    
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17. Satisfaction level was defined as the degree to which passengers 

believed that using an airline’s products/services evoked positive 

feelings. It referred to passengers’ fulfillment response and the degree to 

which the level of fulfillment was pleasant or unpleasant. If the 

products/services of an airline could fulfill or meet what passengers 

wanted and expected, the positive feelings of passengers toward those 

products/services would be increased. However, if what they perceived 

could not fulfill what they wanted or expected, it is likely that a negative 

feeling would occur. This factor was measured using a researcher-

modified version of Ranaweera and Prabhu’s (2003) questionnaire. 

18. Service quality was defined as passengers’ attitudes toward the quality 

of services regarding reliability, empathy, assurance, tangibles, and 

responsiveness. These attitudes resulted from the discrepancy between 

passengers’ expectations and the perceptions of their actual experience. 

If passengers’ actual experiences were higher than their expected 

experiences, then this would create positive attitudes toward service 

quality. If, however, passengers’ expected experiences about services 

were higher than their actual perceived experiences, then this would 

lead to negative attitudes toward service quality. This factor was 

measured using Mishal’s (2015) AIRQUAL scale, which was derived 

from Parasuraman, Zeithaml, Berry’s (1988) SERVQUAL scale. 
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19. Social environment referred to a set of factors used to measure 

participants’ behaviors, which were the result of subjective norms or 

social environment. These factors included age, gender, and cultural 

differences. Age and gender were self-reported by airline passengers as 

part of the researcher-prepared questionnaire, while cultural differences 

were measured using Yoo et al.’s (2011) CVSCALE. These factors are 

defined separately in this section. 

20. Trust was defined in the initial model as the level of reliability of 

employee performance and an airline’s capability to ensure its 

obligations and promises. Examples in the context of the current study 

included providing on-time flight performance, ensuring appropriate 

response times of employees, operating flights with environmental 

friendly technology, assuring that luggage arrives together with 

passengers, and mitigating passengers’ perceived likelihood of being 

“bumped” from a flight. This factor was measured using a researcher-

modified version of Sirdeshmukh, Singh, and Sabol’s (2002) 

questionnaire. However, a factor analysis of the sample data showed 

that trust was closely aligned with loyalty and therefore was subsumed 

with loyalty.  

21. Uncertainty avoidance referred to one of Hofstede’s (1980) cultural 

dimensions and was defined as the extent to which members of a society 
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feel uncomfortable or threatened by uncertain, unknown, ambiguous, or 

unstructured situations that lead them to support beliefs promising 

certainty. This dimension was measured using Yoo et al.’s (2011) 

CVSCALE. 

Research Questions and Hypotheses 

Research questions. The research questions that guided the current study 

are given below and correspond to Figure 1.1: 

Research question 1: When examined from a hierarchical perspective with 

set entry order A-B-C, what is the predictive gain at each stage of the analysis 

relative to the explained variance in Y1 = eWOM activities? 

Research question 2: When examined from a hierarchical perspective with 

set entry order A-B-C followed by eWOM activities, what is the predictive gain at 

each stage of the analysis relative to the explained variance in Y2 = Purchasing 

Involvement? 

Research question 3: To what extent do eWOM activities mediate the 

relationship between the targeted factors of Set A = Purchasing Perceptions and    

Y2 = Purchasing Involvement? 

Research question 4: To what extent do eWOM activities mediate the 

relationship between the targeted factors of Set B = Social Environment and Y2 = 

Purchasing Involvement? 
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Research question 5: To what extent do eWOM activities mediate the 

relationship between the targeted factors of Set C = Experiences and Y2 = 

Purchasing Involvement? 

Research Hypotheses. Assuming the overall hypothesized model was 

significant, the corresponding research hypotheses with respect to the current 

research questions were as follows: 

Hypothesis 1. When examined from a hierarchical perspective with set 

entry order A-B-C, there will be a predictive gain at each stage of the analysis 

relative to the explained variance in Y1 = eWOM activities.  

Hypothesis 2. When examined from a hierarchical perspective with set 

entry order A-B-C followed by eWOM activities, there will be a predictive gain at 

each stage of the analysis relative to the explained variance in Y2 = Purchasing 

Involvement.  

Hypothesis 3. eWOM activities will mediate the relationship between the 

targeted factors of Set A = Purchasing Perceptions and Y2 = Purchasing 

Involvement. 

Hypothesis 4. eWOM activities will mediate the relationship between the 

targeted factors of Set B = Social Environment and Y2 = Purchasing Involvement. 

Hypothesis 5. eWOM activities will mediate the relationship between the 

targeted factors of Set C = Experiences and Y2 = Purchasing Involvement. 
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Study Design 

The research methodology/design for the current study was explanatory 

correlational. This design was appropriate because the current study involved 

examining relationships among multiple factors associated with a single group 

(airline passengers). As a result, this design could be used to describe the 

relationship of the targeted factors on eWOM activities in the context of aviation 

and investigate the relationship of these factors on airline passengers’ purchasing 

involvement. It also could be used to examine the role of eWOM as a mediating 

variable between the targeted factors and purchasing involvement of passengers. 

Significance of the Study  

The current study has both theoretical and practical significance. For 

example, as described in Chapter 2 and Chapter 5 of this dissertation, the results of 

the current study provide support for both Ajzen’s (1991) theory of planned 

behavior and Hofstede’s (1980) cultural dimensions theory. Because these results 

were relative to the eWOM activities of airline passengers with respect to the 

products/services airlines offer, the current study further extends or builds on the 

utility of these theories.  

The current study also makes a considerable contribution to the published 

aviation literature. For example, as noted earlier, there is a dearth of published 

studies on eWOM within an aviation context, particularly for the airline industry. 

The current study helps fill this gap. Furthermore, as described in Chapter 3 of this 
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dissertation, the study also confirms the efficacy of the study’s data collection 

instruments, which were derived from the literature. Lastly, the current study has 

practical significance with respect to its contributions to the airline industry. As 

described in Chapter 4 and Chapter 5 of this dissertation, the results of the study 

identify specific factors that airlines can target to promote effective eWOM 

strategies and increase purchase involvement among their passengers. 

Study Limitations and Delimitations 

As with any research project, the current study was subject to various 

limitations and delimitations. Limitations are conditions, events, or circumstances 

outside the control of the researcher that could limit the generalizability of the 

study’s results. Delimitations are conditions, events, or circumstances that 

researchers impose to make the study feasible to conduct but could further limit the 

generalizability of the study’s results. Therefore, it is necessary to take into 

consideration the limitations and delimitations outlined below when interpreting the 

results of the current study.  

Limitations. The limitations of the current study were as follows: 

1. Sample representativeness. As noted in Chapter 3, the study’s data 

collection instrument was made accessible by distributing its link via email to 

students at the targeted colleges and universities throughout Florida. Although this 

approach was by design and constitutes a delimitation, this approach could have led 

to a sample that was not representative of the population. For example, it is 
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possible that undergraduate students, faculty members, or other individuals within 

or outside a particular college or university could have accessed the link. As a 

result, the representativeness of the current study’s sample is considered a 

limitation, and similar studies that take specific measures to ensure a representative 

sample might get different results.  

2. Social desirability bias. When responding to items on a questionnaire or 

survey, it is possible that some participants will provide socially desirable 

responses rather than responding in a manner that truly reflects their perceptions or 

attitudes. Although this bias generally is more applicable to studies involving 

socially sensitive issues such as religion or politics, it also can be present in studies 

involving personal behavior such as cheating or drug use. Because the current study 

examined participants’ perceptions and opinions, it is possible that this bias also 

was present. As an example, consider Item B11 from Section B: Social 

Environment Scale of the current study’s data collection instrument: “Individuals 

should sacrifice self-interest for the group.” Although some participants might not 

believe this, they might “Strongly Agree” with this statement because they believe 

this is would be socially acceptable. As a result, similar studies that incorporate 

measures to reduce or address this bias might not get the same results.  

3. Past flight experiences. It was conceivable that some participants could 

respond to the questionnaire items based on their past experiences flying with a 

regional subsidiary U.S. airline vs. a major U.S. airline. This could influence 
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participants’ attitudes and perceptions toward products/services of major U.S. 

airlines. It also is possible that some participants could have fewer experiences 

flying with a major U.S. airline, whereas other participants might exclusively use 

the services of major U.S. airlines. Therefore, similar studies that account for the 

past flying experiences of their participants might get different results.  

4. Past social media experience. It is possible that participants’ past social 

media experiences varied widely. For example, some participants might have had 

considerable experience with social media platforms such as Facebook, Twitter, or 

customer-created complaint sites for searching and reviewing products/services 

information before making a purchasing decision whereas others might have had 

little-to-no such experiences. Because participants’ responses were influenced by 

their past experiences, it is possible that similar studies in which all participants 

have very strong or very weak experiences working with social media will get 

different results. Furthermore, subsequent studies that control for participants’ past 

social media experiences also might get different results. 

5. Past history of consumer expression activities. Independent of eWOM 

activities, it also is possible that participants had different experiences expressing 

their opinions with others about a particular product or service. For example, some 

participants might have had experience corresponding with airlines’ customer 

service representatives via toll-free telephone calls, writing letters of complaint to 

the Better Business Bureau, or submitting editorials to a local newspaper or trade 
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magazine. As a result, similar studies that account for participants’ past history of 

consumer expression might get different results. 

6. Personality. It might be the nature of some participants to complain 

about anything while others might not have such a personality trait. It is possible, 

then, that the current study’s results could have been influenced by participants’ 

personality. As a result, it is conceivable that similar studies in which all 

participants either have a complaining or non-complaining personality trait will get 

different results. It also is possible for similar studies that account for participants’ 

personality might get different results.  

7. Participants’ veracity. Because participants self-reported their 

perceptions and experiences toward airlines’ products/services, it is possible that 

they were not truthful in their responses. Therefore, honesty of participants’ 

responses might affect the results of the study. Although the questionnaire 

informed participants that their responses would be held in confidence and 

anonymous, it is still conceivable that some participants might not have responded 

truthfully. Therefore, subsequent studies that attempt to confirm that veracity of 

participants’ responses—for example, by having them sign a declaration that the 

information they provided is true and accurate—might get different results.  

8. Sampling sources. During data collection, some targeted colleges and 

universities were not ready to allow their students to participate in the study. For 

example, IRB representatives from some colleges/universities indicated that they 
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were in the process of updating their IRB guidelines and were not prepared to make 

the study’s questionnaire accessible to their students. Most of these 

colleges/universities were located in the southern part of Florida. As a result, the 

current study’s sample was mainly from north and central Florida. Thus, similar 

studies that use different sampling sources or were to collect data throughout the 

entire state of Florida might get different results.  

Delimitations. The delimitations of the current study were as follows:  

1. Study period. The current study was conducted within a specified time 

period, which made it cross-sectional in nature. Therefore, similar studies in which 

data are collected during a different point in time might not get the same results. 

This was because people’s eWOM activities, perceptions of their satisfaction, 

loyalty, service quality, and their perceived value of an airline’s products and/or 

services could change over time. As a result, similar studies that use a different data 

collection period might not get the same results.  

2. Targeted sample. The current study targeted graduate students who had 

experience flying domestically and/or internationally with a major U.S. airline. 

Therefore, similar studies that target a different demographic group, or target 

graduate students who had no experience flying domestically and/or internationally 

with major U.S. airlines, might get different results.  

3. Data collection instrument. The primary data collection instrument was 

a multisection questionnaire (see Chapter 3) comprised of several standardized 
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instruments modified to reflect an aviation context. Therefore, similar studies that 

use different standardized instruments (e.g., using the SERVQUAL scale instead of 

the AIRQUAL scale to measure the service quality of an airline), or modify the 

standardized instrument differently, might not get the same results.  

4. Data collection strategy. The current study’s data collection strategy 

involved posting an electronic version of the questionnaire on Survey Monkey. As a 

result, similar studies that use different data collection strategies such as face-to-

face or telephone intervals, mailed questionnaires, or directly administer the 

questionnaire to groups might get different results.  

5. Absence of targeted factors. As described earlier in this chapter as well 

as in Chapters 3 and 5 of this dissertation, trust initially was a factor in the 

Purchasing Perceptions set but was merged with service quality based on the results 

of a factor analysis. Therefore, subsequent studies that include this variable might 

get different results. 

6. Incomplete cases. Although the initial data set consisted of N = 416 

cases, 71 cases (17%) were considered incomplete because data were missing from 

several items relative to the dependent variables (eWOM activities and purchasing 

involvement). Because these data were missing on one or both dependent variables, 

the corresponding cases were deleted from the current study. As a result, similar 

studies in which cases with missing data on the DV are included or that employ 

corresponding data imputation methods might get different results. 
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Chapter 2 

Review of Related Literature 

Introduction 

 This chapter is organized into three main sections. The first section presents 

information about the theoretical foundations on which the current study is 

grounded and includes a discussion of Ajzen’s (1991) theory of planned behavior 

(TPB) and Hofstede’s (1980) cultural dimensions theory. The second section 

provides a review of the published literature related to factors associated with 

electronic word-of-mouth (eWOM) activities and purchasing involvement. The last 

section presents a summary of the related literature and a discussion of its 

implications to the current study.   

Overview of Underlying Theory 

The concept of eWOM was an extension of the more traditional word-of-

mouth (WOM), but instead of face-to-face communications, eWOM involved 

online communications among people using the Internet (Gupta & Harris, 2010). 

The primary differences between WOM and eWOM were the speed of message 

diffusion and the ease of accessing information and evaluating this information at 

various points in time (Cheung & Thadani, 2012). As illustrated in Figure 1.1—and 

replicated here in Figure 2.1 for the convenience of the reader—the current study 

hypothesized that targeted factors from Sets A, B, and C would have a direct  
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Figure 2.1. Replication of Figure 1.1, which shows the hypothesized 

relationships among the targeted variables.  

 

relationship with eWOM activities as well as with purchasing involvement. The 

current study also hypothesized that eWOM activities would mediate the 

relationship between the targeted factors of the three sets and airline passengers’ 

purchasing involvement of passengers who fly domestically and/or internationally 

with a major U.S. airline. These hypothesized relationships were grounded in 

Ajzen’s (1991) theory of planned behavior and Hofstede’s (2001) cultural 

dimensions theory. A brief description of each theory follows. 
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Figure 2.2. Conceptual model of Ajzen’s (1991) theory of planned behavior. 

 

The theory of planned behavior (TPB). Ajzen’s (1991) TPB posits that 

attitudes toward a behavior, subjective norms related to the behavior, and a 

person’s perceived control for the behavior are factors in determining individuals’ 

intentions of performing the behavior, and these behavioral intentions then lead to 

actual behaviors. This relationship among the factors, intentions, and actual 

behavior is illustrated in Figure 2.2. The reader will note how the hypothesized 

relationships of the current study given in Figure 2.1 are aligned to Ajzen’s TPB as 

illustrated in Figure 2.2:  

• Set A = Purchasing Perceptions represents attitudes toward the behavior, 

which is purchasing involvement. 

• Set B = Social Environment represents subjective norms. 
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• Set C = Experiences represents perceived control over purchasing 

involvement. 

• The three sets of factors are hypothesized to have a direct effect on 

eWOM activities, which represent the intentions of a person’s purchasing 

involvement, and serve as a mediator between the factors and the actual 

behavior.  

Independent of these relationships, Ajzen (1991) also posited that perceived 

behavior control could directly affect actual behavior in the absence of intentions as 

denoted by the dashed line in Figure 2.2. The reader also should observe from the 

model given in Figure 2.2 that Ajzen provided no causal explanations relative to 

the relationship among the three factors based on his use of curved double arrows 

to connect these factors. As such, these three factors are exogenous variables, 

which are predetermined and accepted as given without any explanations of the 

causal relationship among them (Cohen, Cohen, West, & Aiken, 2002). When the 

theory of planned behavior is applied to the context of the current study, the 

targeted three sets would explain a person’s behavioral intentions to engage in 

eWOM activities and purchasing involvement. A brief discussion of how this 

applied to the current study follows: 

Attitudes toward the behavior. Ajzen and Driver (1992) reported that 

attitudes toward behaviors refer to a favorable or unfavorable feeling relative to the 

behavior of interest. If what people perceive could fulfill their expectations, they 
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would have a favorable feeling to what they perceive, which would then lead to the 

intention to perform an action. On the contrary, if what individuals perceive could 

not meet their expectations, they would tend to have negative attitudes, which 

could then reduce their behavioral intention.  

In the context of current study, positive purchasing perceptions (Ajzen’s 

“attitudes”) as a result of excellent airline service provided over the long term could 

lead to passenger intentions of loyalty to that particular airline. This, in turn, would 

then lead to passengers repeatedly purchasing airline tickets and other services 

from the airline (actual behavior). This behavior was consistent with Sparks and 

Browning (2011) who indicated that positive reviews posted by satisfied customers 

could create loyalty with respect to repeatedly making hotel reservations with the 

same hotel (or chain). Similarly, Pavlou and Fygenson (2006) reported that the key 

factor of intentions is trust because it helps reduce or overcome the perceptions of 

uncertainty and risk. If trust could be created between seller and buyer, positive 

attitudes, loyalty, and intentions to repeat a purchase would be increased. Ennew, 

Banerjee and Li (2000) also indicated that people are more likely to purchase 

products/services when they receive positive comments from satisfied customers 

rather than dissatisfied customers. Therefore, creating positive attitudes among 

individuals would result in positive communication that would lead to the intention 

of people to purchase products/services.   
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Subjective norms. Subjective norms refer to the behaviors of people and are 

the result of a person’s social environment. Behaviors of individuals could be 

changed if they received pressure from a society or a group of people that is 

important to them such as relatives or close friends. Because of this, people 

generally are more likely to follow the actions of someone they trust or behaviors 

of the majority of people (Weitzl, 2017). For example, in the context of the current 

study, if passengers read online reviews posted on social media by individuals they 

could identify with (e.g., similar age group, gender, or culture), they would be more 

likely to follow the direction of the comments: If the reviews/comments are mostly 

positive, then they probably would purchase products/services from that airline 

over other airlines, but if the reviews/comments are mostly negative, then they 

probably would purchase products/services from other airlines. This is because 

social support could help reduce uncertainty and increase customers’ self-esteem or 

customers’ confidence in purchase decision-making (Lam et al., 2009).  

Perceived behavioral control Ajzen and Driver (1992) reported that 

perceived behavior control refers to an individual’s perceptions of the extent to 

which individuals believe they are capable of the behavior to be performed. If 

people believe they have the ability to perform an action and can control that action 

to have the intended (or expected) results, then they are likely to perform or 

demonstrate that behavior. For example, in the context of the current study, if 

passengers have considerable experience traveling with an airline, they might be 
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confident to share their experiences with others. This is consistent with Rossmann, 

Ranjan, and Sugathan (2016) who reported that individuals who have many 

experiences would be more prone to write online reviews. In addition, Karimi 

(2013) mentioned that individuals’ experiences result in people making different 

purchasing decisions. 

Perceived behavioral control also could be explained by locus of control. In 

general, locus of control is a set of attitudes and beliefs of a person’s behavior 

toward two situational factors—situations under a person’s control (internal 

factors) and situations outside the person’s control (external factors). Individuals 

with a high internal locus of control (“internals”) tend to undertake effort to 

manage events (Brockhaus, 1975), be more educated (Lachman & Leff, 1989), and 

take more risk in business (Howell & Avolio, 1993). Srinivasan and Tikoo (1992) 

indicated that internals are more likely to engage in information searching before 

making a decision because they believe that the more information they search for, 

the more control they will have of the outcome. People with a high internal locus of 

control (“externals”) also would be more likely to engage in WOM communication 

with people outside their group (out-group) than communicate with a group of 

people that have close relationship (in-groups) such as friends or relatives (Lam & 

Mizerski, 2005). However, the amount of WOM communication generated within 

groups with many strong relationship ties is higher than the amount of WOM 

communication generated within groups with many weak relationship ties (Bone, 
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1992). Thus, externals, on the contrary, would be more likely to engage in 

companionship and WOM communication with members in a group than 

individuals outside a group (Lam & Mizerski, 2005).  

As noted earlier, the targeted factors of the current study were aligned with 

and explained through the three general factors of the theory of planned behavior. 

The factors of Purchasing Perceptions (Set A)—satisfaction, service quality, 

loyalty, and perceived value—reflected “attitudes toward behavior” because they 

are construct variables that reflect passengers’ attitudes toward the purchase of 

airlines’ products/services. Based on TPB, passengers’ perceptions of their past 

purchases would influence their future intentions and level of purchasing 

involvement. The three factors of Social Environment (Set B)—age, gender, and 

cultural differences—reflect “subjective norms.” Based on TPB, passengers’ 

intentions to purchase a product/service could be the result of pressure they receive 

(real or otherwise) from those in their inner circle who are similar in age, gender 

and culture. Lastly, the two factors of Experiences (Set C)—frequent flyer and 

Internet use frequency—reflect an internal locus of control. Based on TPB, the 

more experience people have as a result of frequent airline travel, and the more 

comfortable they are using the Internet, the more likely they are to engage in 

eWOM activities or post online reviews.  

In short, the theory of planned behavior helped explain the influence the 

targeted factors of the current study had on individuals’ intentions to engage in 
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eWOM activities such as posting online reviews, which would then influence 

purchasing involvement (actual behavior). According to Sparks and Browning 

(2011), both positive and negative reviews had the potential to change consumers’ 

purchasing decision and behavior. For example, Brown, Barry, Dacin, and Gunst 

(2005) explained that positive information sharing among customers could 

motivate others interested in a product or a service, which could then lead to a 

repeat purchase behavior. Negative reviews, however, influenced people’s attitudes 

and behaviors in the opposite way. Prior to eWOM, Arndt (1967) reported that 

negative WOM had a more powerful impact than positive WOM because it would 

engender negative perceptions making people to not want to purchase certain 

products/services, resulting in low sale volumes, decreased profits, and/or poor 

reputations. Thus, when examined from the context of the current study and 

relative to the theory of planned behavior, purchasing perceptions, social 

environment, and experiences served as antecedents of intention (eWOM 

activities), which itself was considered an immediate antecedent of actual behavior 

(purchasing involvement).  

Hofstede’s cultural dimensions theory. Accenting the three factors in the 

social environment set (Set B)—age, gender, and cultural differences—as a 

reflection of subjective norms was Hofstede’s (2001) cultural dimensions theory, 

which he developed to explain the differences of national cultures and to 

understand basic values. Hofstede also indicated that his theory could be used to 
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explain the differences of personality and identity, which consequently would 

explain variations in people’s communications. This was consistent with Buttle 

(1998) who reported that demographics, personality, and culture of individuals had 

an influence on WOM communication. Buttle indicated that some people prefer to 

share their opinions in the public and communicate with others outside their 

groups, while others remain quiet and share ideas by relying on group goals rather 

than individual goals. Therefore, Hofstede’s theory could be used to explain the 

influence of age, gender, and cultural differences on eWOM activities and 

purchasing involvement of the current study. 

Based on his research involving 1.66 million respondents from 40 nations, 

Hofstede (1980) introduced four value dimensions: Individualism–Collectivism 

(I/C), Power Distance (PD), Masculinity–Femininity (M/F), and Uncertainty 

Avoidance (UA). He also added Long-term vs. Short-term Orientation (LTO/STO) 

as a fifth cultural dimension in 2001. Of these five dimensions, the original four 

were relevant to the current study: I/C, PD, UA, and M/F.  

Individualism–Collectivism. The I/C dimension was the extent to which the 

needs and aspirations of individuals get priority and importance compared to the 

needs of others. In individualistic cultures the focus is on “me” whereas in 

collectivist cultures the emphasis is on “we.” Thus, people in a collectivist culture 

would maintain group consensus and respect for seniority (De Mooij, 2004). 

Money (2004) supported this notion by citing an example of the Japanese culture. 
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He explained that the Japanese people would not make any agreements with others 

until they have an internal conversation and get approval from members within 

their group. People in a collectivist culture also would let reference groups 

influence choices to purchase products (Money et al., 1998). For example, Chinese 

consumers would make a purchase decision by relying on online reviews posted by 

many experienced people. They would search for more information about products 

as much as they could before making a decision to purchase (Fong & Burton, 

2008). This infers that younger people in a collectivist culture are more likely to 

follow recommendations of elder people because the older people are, the more 

experiences people have. Thus, in the context of the current study, the online 

community might be considered a collectivist culture, which would imply that age 

could have an influence on eWOM and possibly purchasing involvement. 

Power distance. The PD dimension was the extent to which differences in 

status, hierarchy, class, and so forth are accepted and preserved. In low-PD 

cultures, the focus is on “equal rights” whereas in high-PD cultures power holders 

are entitled to privileges. When applied to the context of the current study, 

participants who come from a high-PD culture are more likely to believe the 

information about products/services suggested by higher authorities and would not 

feel the need to question their guidance by searching for additional information. 

However, they tend to search for more information if there is doubt in the 

authorities who give their information. Moreover, because online information can 
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be easily distorted in an online environment, people in a high-PD culture would 

trust the information they searched by themselves and they received from 

experienced people rather than information received from company provided-

information. For example, some online reviews may be overwritten or exaggerated, 

which could affect repurchase intention. The empirical findings of Dawar et al. 

(1996) supported this statement that personal information sources are more 

accepted in a high-PD culture than impersonal information sources such as 

salespeople.  

Masculinity–Femininity. The M/F dimension was the extent to which 

assertiveness, performance, independence, and sole differentiation (by gender or 

sex) are valued. Thus, this dimension effectively contrasted masculine and 

feminine cultures. For example, Hofstede (1980) described a masculine culture in 

terms of achievement, assertiveness, and material success whereas the dominant 

values of a feminine culture are caring for others and quality of life. When applied 

to the context of the current study, men would tend to favor competition, 

challenging tasks, and reputable brands (Halverson & Tirmizi, 2008). As a result, 

men would select brands that are famous and widely accepted in the society to 

portray their success, achievement, and status (De Mooij & Hofstede, 2002; De 

Mooij, 2010; Dwyer, Mesak & Hsu, 2005). This infers that a product or a service 

promoted in a masculine culture should be explicitly different from others because 

men would define themselves through what they possess. According to the 
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materialistic nature of a masculine culture, Lam et al. (2009) and Liu, Furrer, and 

Sudharshan (2001) indicated that information sharing behavior and information 

acquisition behavior are more predominate in a masculine culture.  

In contrast, a feminine culture values people and quality of life (Halverson 

& Tirmizi, 2008), and people in a feminine culture work to live, care for other 

people, have sympathy for the weak, and perceive small and slow things as 

beautiful (Hofstede, 2001). Lam and Mizerski (2005) also reported a relationship 

between the M/F dimension and locus of control, which can be internal or external. 

As noted earlier, people with an external locus of control believe their behavior is 

dominated by external factors such as fate, luck, or powerful others whereas those 

with an internal locus of control believe they can control their own behavior and 

environment (Levenson, 1974; Rotter, 1966). Lam and Mizerski indicated that 

females tend to have more of an external locus of control than males because 

females need affiliation and companionship to rely on and support their life. Lam 

and Mizerski also reported that people with a high internal locus of control are 

more engaged in WOM communication with others outside the group than people 

who have external locus of control. Therefore, a masculine culture is more likely to 

engage in eWOM activities, take a lot of time for purchase decision to get the best 

products/services for reflecting their status, and intend to purchase famous (brand-

name) products. 
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Uncertainty avoidance. The UA dimension refers to the extent to which a 

society deals with uncertainties or unknown situations in the future. Cultures that 

have high uncertainty avoidance would have strict rules and regulations to 

minimize uncertainty and reduce anxiety among individuals. Because of high 

uncertainty avoidance culture, people are very careful in how they live their lives 

and make decisions with prudence. When examined in context of the current study, 

participants would search for and exchange information with others before making 

a purchase decision (Lam, Lee, & Mizerski, 2009; Money, Gilly, & Graham, 1998). 

For example, some passengers would decide to buy an airfare by considering the 

compensations that they would receive from an airline if a flight is canceled or 

delayed due to weather conditions. To receive the best benefits from uncertain 

situations, these people would try to search for information as much as they could 

before purchasing an airfare. People in a low uncertainty avoidance culture, 

however, believe that they could influence their own lives. They, therefore, would 

engage less in seeking information behavior (Dawar, et al., 1996; Money, et al., 

1998). Moreover, Lam et al. indicated that people in a low uncertainty avoidance 

culture like to try new things and open their mind for new products/services. This 

was consistent with Tellis, Stremersch, and Yin (2003) who reported that 

innovative product diffusion in countries with low uncertainty avoidance occurred 

faster than in countries with high uncertainty avoidance. Therefore, people in a high 

uncertainty avoidance culture would exhibit more of an information-seeking 
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behavior, take longer time to make a decision, and prefer to use the same 

products/services that they have experienced than people in a low uncertainty 

avoidance culture.    

Concluding comments. In summary, Ajzen’s (1991) theory of planned 

behavior and Hofstede’s (1980) cultural dimensions theory were used to answer the 

research questions and support the hypotheses of the current study. The theory of 

planned behavior helped generate the hypothesized causal model, and Hofstede’s 

theory helped explain the influence of subjective norms (age, gender, and culture). 

Collectively, these theories provided the grounding for explaining the extent to 

which participants engaged in eWOM activities (intention) as well as the direct and 

indirect effects the targeted factors had on purchasing involvement.  

Review of Past Research Studies 

This section contains a review of past studies related to: (a) factors 

influencing eWOM activities and purchasing involvement; (b) the influence of 

eWOM activities on purchasing involvement; and (c) demographics and purchasing 

experiences such as age, gender, frequent flyer, frequency of Internet usage, and 

cultural differences associated with eWOM activities and purchasing involvement. 

Even though not exhaustive, the literature cited in this section indicates how past 

studies helped inform the current study.  

Factors influencing eWOM activities and purchasing involvement. 

eWOM studies were found in several industries, including business, marketing, 
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healthcare, and hospitality and tourism (Hinz, Drevs, & Wehner, 2012; Litvin, 

Goldsmith, & Pan, 2008; Simpson & Siguaw, 2008). However, few studies have 

been conducted that examined the influence of antecedent factors in terms of the 

motivation of online communication on eWOM activities and purchasing 

involvement. Rather than provide a summary of such research across these areas to 

investigate antecedents of eWOM activities and purchasing involvement, I decided 

to rely on WOM studies that were conducted in the service industry. This was 

because eWOM had evolved from WOM (Filieri & McLeay, 2014). As a result, the 

conceptual framework of WOM would be used as a guideline to provide insight 

into factors influencing eWOM activities in the current study.  

De Matos and Rossi (2008). De Matos and Rossi investigated the 

antecedent factors influencing WOM activity. Their purpose was to (a) provide a 

quantitative integration and bivariate relationship of the constructs shown in the 

past studies, (b) examine the influence of each antecedent on WOM, and (c) 

identify possible moderators influencing WOM. Using a meta-analytic strategy, de 

Matos and Rossi reviewed studies that analyzed data via correlations (r), t test, and 

F test. De Matos and Rossi also used a regression analysis to examine possible 

moderating effects. Of the 591 studies they examined, 242 were quantitatively 

based, but not all met their criteria such as measuring WOM in the context of 

complaining behavior. In addition, the problem of the effect size integration due to 

a greater sample size caused by the research methodology created outliers. As a 
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result, de Matos and Rossi focused on 125 quantitative studies with 159 

observations derived from the Web of Science Journal Citation Reports impact 

factor (JCR, 2006). From their meta-analytic review, most of observations were 

related to satisfaction and loyalty. In addition, six factors (satisfaction, loyalty, 

quality, commitment, trust, and perceived value) were found to have an influence 

on WOM. Therefore, all these factors were hypothesized to have a direct 

relationship with WOM.  

De Matos and Rossi (2008) reported that all six factors had a significant 

effect on WOM activity with a large effect size greater than .40 (Lipsey & Wilson 

2001). The commitment factor was the antecedent with the strongest effect on 

WOM activity (r = .66), followed by perceived value (r = .59), quality (r = .53), 

trust (r = .46), satisfaction (r = .42), and loyalty (r = .39). De Matos and Rossi also 

reported that WOM valence (positive and negative information) was a moderator 

between the antecedents and WOM activity (β = .90, p < .001). When examining 

the changes of the antecedents due to WOM valence, the results showed that 

satisfaction had a strong positive relationship with positive WOM (r = .62) than 

loyalty, and it had a significant difference (z = 6.82, p < .001). Loyalty on the other 

hand had a strong negative relationship with negative WOM (r = -.58) than 

dissatisfaction, and it also had a significant difference (z = 2.76, p < .003). This was 

because positive WOM and satisfaction were grounded more in cognition than 

emotion (Sweeney, Soutar, & Mazzarol, 2005). As a result, individuals with higher 
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satisfaction levels would be more engaged in WOM activities. Negative WOM, 

however, is linked more to emotion, which could affect behavioral intention 

(Schoefer & Diamantopoulos, 2008; Sweeney et al., 2005). This inferred that when 

people changed their loyalty, they would be more prone to spread negative WOM 

to release a negative emotion (Sweeney et al., 2005; Wangnheim, 2005).  

De Matos and Rossi (2008) also reported that satisfaction and loyalty had a 

strong influence on WOM activity when the study was conducted at a specific point 

in time (r = .42) rather than in a different point in time (r = .38). This finding was 

plausible because the relationship between satisfaction and loyalty tends to 

decrease when time passes but increase just after the consumption experiences. De 

Matos and Rossi also indicated there was a strong relationship between loyalty and 

WOM found in WOM intentions rather than WOM behaviors. When de Matos and 

Rossi compared the effect of satisfaction and loyalty on WOM with respect to 

experiments vs. non-experiments, students vs. nonstudents, and service context vs. 

product context, they found there was no difference among these conditions. This 

was most likely the result of controlling for the influence of the moderators.   

De Matos and Rossi (2008) helped inform the current study by 

demonstrating that commitment, perceived value, quality, trust, satisfaction, and 

loyalty were antecedent factors of WOM activity that had WOM valence as a 

moderator between these six factors and WOM intention. As a result, all these 

factors were surmised to have both direct and indirect relationships with eWOM 
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activities and purchase involvement in the current study. The indirect relationship 

between these factors and purchasing involvement would be explained through 

eWOM activities relative to eWOM valence. For example, individuals who read 

positive online reviews would have higher satisfaction that could lead to a greater 

intention to purchase products than people who read negative online reviews. 

Therefore, the current study included all these factors.  

Nikookar et al. (2015). Unlike de Matos and Rossi (2008), which was not 

conducted in a specific industry, Nikookar et al. examined factors related to WOM 

in the airline industry. Their purpose was to (a) identify influential factors affecting 

WOM among airline passengers and (b) determine the outcomes of WOM in 

aviation. Using a convenience sampling strategy, Nikookar et al.’s sample 

consisted of 296 participants who used the services of Iran Airlines in May 2013, 

and who completed a self-adminsitered questionnaire that was given at the 

international airport of Mehrabad in Tehran, Iran. The questionnaire Nikookar et al. 

developed benefited from the findings of past empirical studies that evaluated 

factors influencing WOM in the context of aviation. These studies yielded eight 

factors (attitudes, subjective norm, satisfaction, loyalty, service quality, perceived 

value, trust, and intentions). To measure these factors, Nikookar et al. used a 

traditional 5-point Likert response scale ranging from 1 = Strongly Disagree to 5 = 

Strongly Agree. They also conducted preliminary tests to verify the instrument’s 

validity and reliability, and reported Cronbach alphas ranging from .698 to .931.  
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Nikookar et al. (2015) analyzed their data using confirmatory factor 

analysis (CFA), Pearson correlation, and structural equation modeling (SEM) via 

AMOS. They reported that the structural model was a reasonable fit with GFI = 

.903, CFI = .956, NFI = .92, TLI = .89, and IFT = .912, five antecedents had a 

significantly positive effect on WOM for alpha  = .01: satisfaction (β = -0.391, t = 

4.753), loyalty (β = 0.196, t = 2.952), service quality (β = 0.554, t = 5.511), 

perceived value (β = 0.171, t = 2.779), and trust (β = 0.538, t = 5.579). In addition, 

WOM was found to have a significant influence on subjective norms (β = 0.42, t = 

4.469), attitudes toward airline (β = 0.324, t = 5.167), and intentions of passengers 

(β = 0.462, t = 2.748). The results also showed that attitudes had a positive 

relationship with intentions (β = 0.997, t = 4.404). However, there was no 

significant relationship between subjective norms and intentions (β = 0.196, t = 

0.899). Nikookar, et al. surmised that this might be due to cultural values of Iran.  

Although Nikookar et al.’s (2015) study was limited to one group of 

participants in one geographical area, their study provided evidence about the effect 

the targeted factors could have on WOM and eWOM. In addition, because there 

was a significant difference found between WOM and intention, the factors that 

had an influence on WOM also might have a considerable influence on passengers’ 

purchase intention, which could lead to purchasing involvement. The current study 

expanded Nikookar et al. by examining the influence of other factors on eWOM 

activities and passengers’ purchasing involvement in the context of aviation. The 
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current study also examined the extent to which eWOM activities mediated the 

relationship between the targeted factors and purchasing involvement. 

Comparing the findings of de Matos and Rossi (2008)—which focused on 

the antecedents of WOM, particularly in satisfaction and loyalty—and Nikookar et 

al. (2015)—which focused on the antecedents of WOM in the aviation context—

both reported similar results relative to factors that had an influence on WOM. The 

one factor that appeared in de Matos and Rossi but not in Nikookar et al. was 

commitment, which de Matos and Rossi reported as having the strongest 

relationship to WOM. The absence of this factor from Nikookar et al. might be 

because the services of an airline do not have the after-sale services that other 

service industries have to create a relationship between seller and customer. 

Airlines, however, could maintain customers’ relationship by developing and 

creating good service quality, perceived value, loyalty, and trust during the flight so 

that passengers would be satisfied and would like to use the services again in the 

future (Nikookar et al., 2015). As a result, the commitment factor was not included 

in the current study. 

The influence of eWOM activities on purchasing involvement.  

Park et al. (2007). Park et al. investigated whether the quality and quantity 

of positive online reviews could affect consumers’ purchase intention and how 

these effects could be changed by consumer involvement. In the context of their 

study, quality referred to the depth of a review—that is, how much detail was 
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provided—whereas quantity referred to the amount of information provided 

regardless of details. Park et al. selected 352 college students in Seoul, Korea, to 

participate in two different scenarios and structured the study as a 2 × 2 × 2 

factorial design. Participants were randomly assigned to three independent groups 

(review quality, review quantity, and involvement) to evaluate high vs. low review 

quality, few vs. moderate review quantity, and high vs. low involvement toward a 

portable multimedia player (PMP), which was the experimental product. Park et al. 

used ANCOVA and regression analysis to test four hypotheses: (a) the quality and 

(b) quantity of online reviews would have a positive effect on consumers’ purchase 

intention, and (c) the quality and (d) quantity of online reviews would have a 

stronger positive effect on the purchase intention of low-involvement consumers 

than of high-involvement consumers. 

Park et al. (2007) reported that the quality and quantity of online reviews 

had a significant positive effect on consumers’ purchase intention, F(1, 337) = 

30.556, p < .001 and F(1, 337) = 112.680, p < .001, respectively. They also 

reported that the quality of online reviews had a significant impact on purchase 

intention under high-involvement conditions than under low-involvement 

conditions, F(1, 337) = 9.483, p < .002. However, even though the effects of review 

quantity were significant for both high and low involvement subjects, the impacts 

of the quantity of online reviews on purchase intention did not differ when 

considering the level of involvement, F(1, 348) = 2.116, p < .147. In addition, Park 
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et al. indicated there was an interaction effect among review quality, review 

quantity, and involvement, F(1, 337) = 8.277, p < .004. Based on the results of data 

analysis, Park et al. concluded that consumers’ purchase intention depended on the 

quality of online reviews: The more detailed information provided in an online 

review resulted in higher purchase intention. Park et al. also indicated that purchase 

intention increased in accordance with the number of online reviews (quantity). 

Many online reviews increased consumers’ purchase intention because those 

reviews indicated a product’s popularity. In terms of consumer involvement, people 

who often read online reviews (high involvement consumers) would make a 

purchase decision based on both the quality and quantity of online reviews. If the 

quality of online reviews provided little detail, high involvement consumers would 

instead consider the quantity of online review as part of their purchasing decision. 

People who rarely read online reviews (low involvement consumers), however, 

made a purchase decision based on the quantity of online reviews. This was 

because the quantity of online reviews was considered an indicator of a product’s 

popularity.  

Park et al.’s (2007) study was beneficial to the current study because it 

highlighted the distinction between high- vs. low-involvement consumers with 

respect to purchase decisions. Although the current study did not focus directly on 

the quality and quantity of online reviews, or directly on high- vs. low-involvement 

consumers as Park et al., the current study did, however, examine the purchasing 
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involvement of consumers’ distinction indirectly via the Purchasing Involvement 

Scale. When applied to the context of the current study, the findings from Park et 

al. relative to high and low purchasing involvement of consumers could be used to 

explain and predict participants’ purchasing behaviors and interest in purchasing 

airlines’ products and/or services. 

Chen, Nguyen, Klaus, and Wu (2015). Chen et al. developed a conceptual 

framework for understanding the role of eWOM in consumers’ purchase decision-

making process in the context of online holiday purchases. Chen et al. used a 

qualitative research methodology (ethnographic) to conduct the study in the 

tourism industry. They observed and interviewed 36 adults using the Internet to 

search for and make holiday purchases. Chen et al. used purposive and snowball 

sampling strategies. Their sample selection criteria included being a UK citizen 

older than 18 years old, having experience making a purchase on at least one 

leisure holiday within the last 3 years, and using the Internet at least once to search 

for or make a holiday purchase. Participants were interviewed between 35 and 65 

minutes at their workplace or their home, and all interviews were audio recorded. 

Interview data were then transcribed and coded using NVivo 9.0 and a systematic 

coding process to create key themes and compare data.  

Chen et al. (2015) reported that data analysis resulted in the three main 

dimensions and eight sub-dimensions of eWOM relative to the purchase decision-

making process of consumers. The motivation dimension referred to “the elements 
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that cause tourism consumers to seek online information through eWOM” (p. 959), 

and this dimension comprised three sub-dimensions: search, benefits, and support. 

The search sub-dimension indicated that participants used the Internet to search for 

information and book travels or holidays. Participants also reported that they would 

use a travel agent for long-haul travel than for domestic travel. In addition, some 

participants indicated that searching online reviews was beneficial for them in 

terms of convenience, availability, and credibility when they made their own travel 

arrangement. The results also showed that participants searched online reviews 

because they wanted to gain support for their purchase decisions. This dimension 

was mostly associated with first-time tourists. However, consumers who wanted to 

revisit a destination were less likely to use electronic reviews in their decision-

making process.  

The second main dimension of eWOM, source, referred to the origin of 

online reviews that impacted readers’ attitudes and behaviors, and comprised three 

sub-dimensions: influence, trust, and characteristics. The findings indicated that 

positive and negative online reviews influenced participants differently. For 

example, the effect of positive online reviews had a significant greater impact on 

participants’ propensity to make a purchase than negative online reviews. However, 

participants also reported that they would search for more information on negative 

reviews to find reasons why people wrote negative comments and hence ended up 

spending time reading negative reviews in more depth than positive reviews. Chen 
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et al. (2015) also reported that participants had more trust in third-party review sites 

than company-site reviews because they perceived that the information provided by 

companies might be biased. As a result, people actively sought more information 

online from people who had experiences before making a purchase decision. Chen 

et al. also reported that the characteristics of online reviews were important for 

participants. For example, most participants preferred electronic reviews that 

focused on key essential information or facts rather than stories because reading 

through the latter type of reviews wasted their time trying to find the main 

information.  

The last main dimension of eWOM, content, included the sub-dimensions 

of technology and image. Chen et al. (2015) reported that participants made a 

purchase decision by searching online reviews via social media platforms such as 

Facebook, LinkedIn, or Twitter. Images on these social media platforms also 

played an important part for people’s purchase decision-making. People would look 

for images posted by a third party rather than the provider’s images because those 

images were less likely to be distorted. Some participants gave an example about 

hotel images posted by the provider that looked better than reality. Thus, 

participants would prefer to search for other people’s pictures or consumers’ 

snapshots before making a purchase decision.  

With respect to the decision-making process, Chen et al. (2015) explained 

there were three stages of consumers’ decision-making in the context of online 
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holiday purchases. The first stage involved using information from their search. 

Participants would search travel information and consolidate their findings for 

seeking common agreements from people they travelled with before making a final 

decision. They also required information from their family members and friends 

with whom they were not travelling to gain additional information to support their 

decisions. The second stage of the decision-making process was evaluation. 

Participants would evaluate the reliability of the information they received by 

looking for many experiences and opinions from others and making a comparison 

between company-provided information vs. third party-provided information 

before making a purchasing decision. The last stage of the decision-making process 

was the purchase stage. Chen et al. reported that participants read online holiday-

related reviews on social media platforms and looked at images posted by third 

parties before making a final purchase decision.  

The findings of Chen et al.’s (2015) study helped inform the current study 

in two ways: (a) It identified factors that influenced eWOM activities, and (b) it 

identified factors of eWOM activities that influenced purchasing involvement (see 

Figure 2.1). With respect to the latter, Chen et al. reported that motivation, content, 

and source were the primary constructs of eWOM that influenced purchasing 

decisions. In the current study, these constructs were measured by Sun et al.’s 

(2006) eWOM scale. With respect to the former, Chen et al.’s findings suggest that 

the factors of satisfaction and trust from the Purchasing Perceptions set of Figure 
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2.1, and the culture factor of the Social Environment set of Figure 2.1 would have 

the greatest impact of eWOM activities. For example, satisfaction could relate to 

Chen et al.’s motivation construct, and culture relate to Chen et al.’s source 

construct. As illustrated in Figure 2.1, these factors were expected to have a direct 

effect on purchasing involvement, which was consistent with Chen et al. However, 

unlike Chen et al.’s findings, it also was hypothesized that their effect would be 

mediated by eWOM activities, which would then lead to an indirect effect on 

purchasing involvement. 

Tong (2017). Because there are many social media platforms used in the 

digital era, purchasing involvement and purchase intention of people would be 

different. Tong examined the effect of interactivity, reality, and vividness of a live 

web broadcast on peoples’ purchase intention, attitudes, and trust during online 

shopping. The interactivity of a live web broadcast referred to the interaction or 

communication between seller and buyer that occurred instantly during the 

broadcast. The reality of a live web broadcast referred to the process of delivering 

information without modification. For vividness, it referred to motion pictures, text 

color, and sound that occur during a live broadcast. Tong used a survey derived 

from various standardized instrument to collect data from online shopping users 

who had watched the live web broadcast. Of 367 questionnaires, 289 responses 

were used to analyze data. The responses consisted of 151 males (52.3%) and 138 

females (47.7%) who ranged in age between 16 and 40 years old. After data 
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collection, Tong used a structural equation model (SEM) approach to analyze data 

and verify the path model.    

Tong reported the factor loading was significant between .4 and .9. The fit 

indices were 4.783 with RMSEA less than .05. The NFI, IFI, CFI, and AGFI also 

were greater than .09. Moreover, the interactivity of the live web broadcast was 

found to have a significant effect in increasing customers’ positive attitudes and 

trust ( = .319 and  = .137, respectively). With respect to the reality of a live web 

broadcast, Tong reported it had a positive effect in enhancing customers’ attitudes 

( = .349) and trust level ( = .169). The vividness of the live web broadcast also 

was had a positive effect on attitude of customers ( = .184, p = .01), but it was not 

significant effect on customers’ trust ( = .026, p = .638). Although the reality and 

vividness of a live web broadcast increased positive attitudes of customers, the 

customers did not share the same attitudes toward products ( = .022, p = .069 and 

 = .036, p = .074, respectively). However, positive attitudes and increased trust 

level toward a live web broadcast were found to have a significant effect on 

customers’ purchase intention ( = .281 and .544, respectively). Therefore, to 

increase customers’ purchase intention, the level of trust of online shopping and 

positive attitudes toward a live web broadcast should be fostered.  

Tong’s (2007) study helped to support the hypothesized relationships shown 

in Figure 2.1 by indicating that positive attitudes and trust level are important 

factors that should be increased in social media sites. This is because these two 
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factors have an influence on customers’ purchase intention, which then could lead 

to actual purchases by customers. An increasing of trust level and positive attitudes 

among customers also relied on the interactivity, reality, and vividness of social 

media sites. The more instantaneous communication or interaction between seller 

and buyer, and the more realness feature of social media without modification, the 

more reliable and positive attitudes created among customers. For the vividness of 

social media, including sound, motion pictures, or text colors, it could help to 

increase positive feelings or attitudes of customers toward products. As a result, 

social media can provide simultaneous interactivity, reflect the real situation, and 

have attractive pictures to induce people to engage in communication, and all of 

these factors could help customers make a purchase decision more easily. 

Therefore, social media platforms that are different in terms of interactivity, reality, 

and vividness could influence individuals’ purchase intention and purchasing 

involvement differently.  

Ohman (2017). Ohman investigated the online participation rate of 

customers on social media—more specifically, Instagram—when visual content 

was posted by airlines. His purpose was to understand the effect of visual content 

on customer’s participation rates and to investigate customers’ behavior when 

seeing pictures with different visual contents posted by airlines on their Instagram 

site. The research questions were (a) What kind of pictures do airlines usually post 

on Instragram? (b) What kind of visual contents should airlines post on Instagram 
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to get higher online participation rates? and (c) How are different subjects posted 

on Instagram affecting viewing time of customers? Ohman used the model of de 

Vries, Gensler, and Leeflang’s (2012) as a prototype to test five hypotheses: (a) 

interactivity would have a positive effect on customers’ online participation rates, 

(b) the colors of pictures have an influence on customers’ online participation rates, 

(c) posts in portrait format create higher online customer participation rates than 

posts in landscape and square formats, (d) posts that have picture of people and 

animals could generate higher online customer participation rates than posts 

without picture of people and animals, and (e) Instagram posts that have pictures of 

people and animals have an impact on customers’ viewing time. Based on the 

model, four independent variables were used to explain online participation rates of 

customers: interactivity (low, medium, and high), color (10 different colors), 

format (landscape, square, and portrait), and subject (10 different subjects). Low 

interactivity reflected posts that had short sentences. Medium interactivity reflected 

posts that had inspirational texts and promotion information, while high 

interactivity reflected posts with questions or invitations to share information with 

others.  

Ohman (2017) tested these hypotheses in the three separate studies. The 

first study used descriptive statistics to find the most popular pictures that 

Scandinavian Airlines, Norwegian Airlines, Icelandair, and Finnair usually post on 

Instagram. One-way ANOVA then was used to describe the differences in mean 
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scores of participation rates across the four airlines. Of 2,290 Instagram posts 

collected from February 2017 to February 2018, 50 posts per airlines were 

randomly selected using Microsoft Excel for sample data. From the descriptive 

statistics, the level of text interactivity of all four airlines was low (41%). 

Moreover, four airlines usually posted pictures of their airplanes (24.5%), followed 

by pictures of people with faces (16%), and pictures of views from an airplane 

(13.5%). For the picture format, the majority of airlines reported using a square 

format for their Instagram posts (50%). The respective picture formats are portrait 

format (25%) and landscape format (21.5%). In terms of colors in Instagram 

pictures, dark gray (23%) was the most common color used by four airlines, while 

the least popular color of airlines was dark blue. Ohman also reported there was a 

significant difference in the online customer participation rates among four airlines 

F(3, 196) = 6.287, p < .01 with a small effect size of .09. Icelandair had a higher 

mean score of participation rates (M = 3.94, SD = 1.443) than the mean scores of 

participation rates for both Finnair (M = 2.23, SD = .694) and Scandinavian 

Airlines (M = 2.52, SD = .573). However, the mean score of participation rates of 

Icelandair did not differ much from Norwegian Airlines (M = 3.2, SD = 3.947).  

For the second study, Ohman (2017) used multiple regression to examine 

the effect interactivity, color, format, and subject had on the participation rates of 

customers. The sample size of 200 posts was also used to analyze data. Data 

analysis yielded a significant difference between four variables and customers’ 
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participation rates F(30, 169) = 3.767, p < .001, with a variance of .294. The results 

indicated that interactive text had a positive effect on customers’ participation rates: 

The more interactive text posted on Instagram, the higher participation rates shown 

among customers. Moreover, pictures with dark blue, light gray, light green, dark 

green, or black had a greater positive effect on participation rates than pictures with 

red, yellow, and brown, but had no significant contribution. With respect to format, 

Ohman reported that pictures posted in portrait format had a significant positive 

impact on participation rates: It generated higher participation rates than pictures 

posted in landscape and square format. Moreover, the results showed that the 

subject in a picture had an impact on customers’ participation rates. Pictures of 

animals were the only type of pictures that had a positive significant contribution to 

customers’ engagement rates.  

According to the results of the first and second studies, pictures of animals, 

people, nature, and planes were used to investigate the length of customers’ 

viewing time on Instagram posts. Ohman (2017) conducted a third study with a 

sample of 20 students (15 males and 5 females) studying in Westerdals University 

in Oslo, Norway. The sample had age ranges between 19 and 31 years old (M = 

24.9, SD = 2.63). An eye-tracking device was used to detect participants’ eye 

movements and report the results in the form of heat map on pictures. Before 

starting the experiment, participants were asked to complete a questionnaire 

regarding to their Instagram use. They also were asked to look at the computer 



63 

 

screen to read the instructions and to let the camera detect their eye movements. 

Participants were then shown 64 pictures consisting of pictures with/without 

animals, pictures with/without people, pictures of planes, and pictures of views of 

airplanes. Ohman analyzed the data using a paired sample t test to compare viewing 

time with six picture categories. The results showed there was a significant 

difference in viewing time between pictures with people and pictures without 

people t(159) = 102.7, p =.000: Participants spent more time viewing pictures with 

people (M = 3.52, SD = .25) than viewing pictures without people (M = 1.77, SD = 

.14). However, pictures with/without animals, pictures of planes, and pictures of 

views of airplanes did not show a significant difference. This might result from the 

error of eye tracking and the size of a subject shown in the pictures. Ohman also 

used an independent samples t test to compare gender with viewing time spent on 

different pictures. The results indicated that male and female had no significant 

difference in the viewing time spent on any pictures. However, Ohman did not 

consider other influential factors such as the popularity of travel destination. As a 

result, this could have an impact on the online customer participation rates. 

Ohman’s (2017) study helped inform the current study by revealing that 

purchasing involvement of customers could be different if they interact with 

different social media platforms. Social media that allow posting pictures together 

with text would create more intention and engagement rates among customers. 

Based on Ohman’s study, the engagement rate of customers would be increased if 
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airlines posted pictures that included animals, used portrait format with blue tone 

pictures, and provided interactive texts. When applied to the context of the current 

study, customers who see pictures posted by an airline with interactive texts 

relative to airfare promotions would tend to forward that information to others, 

which in turn it could reflect high customers’ purchasing involvement. 

Demographic and purchasing experiences. The literature also 

demonstrated that several factors such as gender, age, cultural differences, frequent 

flyer status, and Internet use frequency influenced eWOM activities and purchasing 

involvement. A separate discussion for each factor follows. 

Age. De Acedo Lizarraga, de Acedo Baquedano, and Cardelle-Elawar 

(2007) examined the influence of age and gender on decision-making because the 

literature contained mixed results with respect to these relationships (Chen & Sun, 

2003; Dror, Katona, & Mungur, 1998, Gardner, Scherer, & Tester, 1989; 

Moshman, 1993). They randomly selected 589 participants and placed them into 

one of three age categories: (a) 18–25 years old (“Youth”) consisted of 97 men and 

110 women (M = 19.5, SD = .87); (b) 26–65 years old (“Adult”) consisted of 110 

men and 95 women (M = 47.6, SD = 10.6); and (c) 66–80 years old (“Retired”) 

consisted of 87 men and 90 women (M = 69.3, SD = 5.6). 

De Acedo Lizarraga et al. (2007) administered the Decision-Making 

Questionnaire (DMQ), which was a 9-point Likert-type response scale ranging 

from 1 = Not at all Important to 9 = Extremely Important. The questionnaire items 
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also consisted of 10 parts, which were used to evaluate the differences in decision-

making resulting from age and gender. These items included uncertainty, time and 

money constraints, infrastructure and goal, consequence of the decision, 

motivation, self-regulation, emotion, cognition, social pressure, and work pressure. 

The data collection period was 3 months in 2003.  

 Based on an independent samples t test, de Acedo Lizarraga et al. (2007) 

reported women scored significantly higher than men in the factors of: uncertainty, 

t(587) = 4.65, p  .001; time–money constraints, t(587) = 5.07, p  .001; decision 

consequences, t(587) = 5.89, p  .001; the task factors, t(587) = 6.35, p  .001; 

emotions, t(587) = 3.68, p  .001; and social pressure, t(587) = 5.39, p  .001. On 

the contrary, men scored significantly higher than women on the factors of: 

information and goals, t(587) = 6.42, p  .001; motivation, t(587) = 4.37, p  

.001; and work pressure, t(587) = 7.52, p  .001. However, there was no 

significant difference between men and women in cognition, self-regulation, and 

the environmental factor. With respect to differences among the age groups, De 

Acedo Lizarraga et al. reported that the Youth group had statistically higher scores 

than the Adult and Retired groups on the factor of emotion, F(2, 586) = 5.34, p  

.001, and social pressure, F(2, 586) = 7.79, p  .001. The Adult group also had 

significant differences in time–money constraints, F(2, 586) = 7.53, p  .001, 

information and goal, F(2, 586) = 8.12, p  .001, and work pressure, F(2, 586) = 

9.26, p  .001, when compared to the other two groups. The Retired group, 
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however, scored high on the uncertainty factor, F(2, 586) = 10.15, p  .001. De 

Acedo Lizarraga et al. also reported that post hoc tests resulted in statistically 

significant differences among the age groups with respect to uncertainty, time–

money constraints, information and goals, emotion, and social pressure. De Acedo 

Lizarraga et al.’s findings suggest that a woman’s decision-making would be 

influenced by uncertainty, time-money constraints, perceived consequences of her 

decisions, task factors, emotions, and social pressure. A man’s decision-making, 

however, would be influenced by information and goals, motivation, and work 

pressure.  

De Acedo Lizarraga et al.’s (2007) study was beneficial to the current study 

in two ways. First, based on their findings, it was reasonable to assume that gender 

differences would have an influence on passengers’ purchasing decision. For 

example, if female consumers read online reviews that included comments that 

reflected uncertainty (e.g., “I do not know if I would purchase this item again”) or 

time-money constraints (e.g., “This product was too expensive given my budget”), 

then they would be less likely to decide to purchase the product than male 

consumers. De Acedo Lizarraga et al.’s findings about how different judgments in 

a purchasing decision might also result from age differences of people. For 

example, de Acedo Lizarraga et al. reported that Adults (26–65 years old) made a 

purchasing decision based on the information and knowledge they had whereas 

Youths (18–25 years old) made a purchasing decision based on emotion. Thus, 
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when applied to the context of the current study, it was reasonable to assume that 

adults would spend time to search for information and carefully read online reviews 

before making a purchasing decision. This indicated that adults would have a 

higher level of purchasing involvement than youths. Therefore, the current study 

included gender and age as a factor in the Social Environment set of Figure 2.1, and 

it was hypothesized that gender and age would have both significant direct and 

indirect effects in purchase involvement. 

Gender. Bae and Lee (2011) examined the influence of positive and 

negative online reviews relative to males and females’ intention to purchase a 

digital camera. From their literature review, Bae and Lee reported that females are 

less likely to engage in online shopping than males because they are concerned 

about the lack of security associated with online shopping (Shimp & Bearden, 

1982). Female consumers also were reported to be more active in traditional 

shopping than in online shopping (Arthur, 1992; Weiser, 2000). These findings 

from past studies suggest that female consumers would be less inclined to shop 

online than male consumers. Bae and Lee also reported that positive online reviews 

had a greater influence on female consumers than male consumers and led to 

increased product sales and purchase intention (Chevalier & Mayzlin, 2006). As a 

result, Bae and Lee hypothesized there would be a direct relationship between 

positive online reviews and the purchase intention of females. 
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To investigate this hypothesized relationship, Bae and Lee (2011) 

conducted an online experiment using a 3  2 factorial design, which involved six 

experimental conditions with three types of review valance (positive review, 

negative review, and no review) and gender (male and female). The sample 

consisted of 450 undergraduate and graduate students (225 males and 225 females), 

and 75 participants each were assigned to the six experimental conditions. 

Participants in each group evaluated their purchase intention of a digital camera by 

completing a questionnaire based on a 7-point Likert-type response scale ranging 

from 1 = Extremely unlikely to 7 = Extremely likely. To prevent extraneous 

variables related to participants’ experiences with a digital camera, participants also 

evaluated their experiences by answering a set of demographic information items. 

In addition, product related features such as brand and price of a digital camera also 

were controlled. 

Bae and Lee (2011) reported that the ANCOVA model resulted in two 

significant main effects, which were related to gender and review valence on 

purchase intention, F(1, 442) = 8.56, p = .004 and F(2, 442) = 54.00, p = .000. 

More specifically, males had a higher purchase intention than females independent 

of types of review, and positive reviews had a higher relationship to purchase 

intention than either negative or no reviews independent of gender.  

Bae and Lee (2011) also reported a significant interaction effect between 

gender and review valence, F(2, 442) = 30.52, p = .000. Although this significant 
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interaction effect should have resulted in an invalid ANCOVA model because it 

failed the homogeneity of regression assumption, Bae and Lee did not address this 

assumption, but instead simply reported the interaction effect: After reading 

positive reviews, females had a higher purchase intention than males, F(1, 146) = 

14.35, p = .000. Bae and Lee also reported that when reading negative reviews, 

females had a lower purchase intention than males, F(1, 146) = 59.28, p = .000. 

Therefore, review valence could be a moderating role that influences gender and 

purchase intention.  

The primary contribution of Bae and Lee’s (2011) study to the current study 

was the effect of gender on purchase intention. Although Bae and Lee’s findings 

were limited in generalizability (undergraduate and graduate students), their results 

indicated that male and female consumers are different in their purchase intentions 

based on the type of online reviews they read. As noted above, females who read 

positive online reviews would have a higher intention to purchase a product online 

than males, but this relationship reverses with respect to negative online reviews 

with males having a higher purchase intention than females. As a result, and 

complementing De Acedo Lizarraga et al. (2007), the current study included gender 

as a factor in the Social Environment set of Figure 2.1, and it was hypothesized that 

gender would have both significant direct and indirect effects in purchase 

involvement. 
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Fan and Miao (2012) examined the relationship various factors had with 

eWOM credibility, which they defined as “the extent to which customers perceive 

that product information reviews, or recommendations are factual, true, or 

believable” (p. 176). Among the factors they targeted, one was relevant to the 

current study, namely, gender. Fan and Miao posited that the e-commerce shopping 

behavior of male and female customers would be different especially with respect 

to their level of perceived eWOM credibility.  

Fan and Miao (2012) used two questionnaires as their primary data 

collection instrument. The first questionnaire was used to collect data from online 

customers who did online shopping at http://shopping.pchome.com.tw. The 

purpose of the first questionnaire was to find which products customers used 

eWOM most to make a purchase decision. Of the 20 products offered at the online 

shopping website, smartphones had the most online reviews with 51 customers 

reading them before making a purchase decision. Based on this information, Fan 

and Miao then designed a second questionnaire that was related to purchasing 

smartphones. This questionnaire was sent to customers via three iPhone-related 

public forums: telnet://ptt.cc, http://www.mobile01.com, and http://sogi.com.tw, 

and responses from 116 customers (M = 42, F = 74) were used for data analysis. 

Fan and Miao used confirmatory factor analysis to assess the reliability and validity 

of the survey items and reported that the instrument reliability and convergent 

validity were greater than  = .70 and  = .50, respectively.    
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Using a regression analysis, Fan and Miao (2012) reported that the level of 

product involvement had a greater effect on perceived eWOM credibility for both 

males (β = .656, p  .000) and females (β = .583, p  .000). However, there was a 

significant difference on perceived eWOM credibility between males and females 

with females being more sensitive during the purchasing process than males. Thus, 

females were more likely to read online reviews before making a purchasing 

decision than males. Although female customers relied on credible eWOM for their 

purchasing decision, eWOM acceptance had a small influence on female customers 

to purchase products. Fan and Miao concluded that this was because “female 

customers may perceive more risk when shopping online than male customers” (p. 

178). Fan and Miao’s results were similar to those of Bae and Lee (2011) and 

therefore confirmed the inclusion of gender as a factor for the current study.    

Cultural differences. Fong and Burton (2008) noted that WOM has an 

influence on consumers’ behaviors, but few studies have been conducted to 

investigate cross-cultural differences in eWOM. As a result, Fong and Burton 

examined online behaviors of Chinese and U.S. citizens who participated in various 

discussion boards regarding digital photography. Three discussion boards were 

U.S. based and three were Chinese based. The U.S. boards were available from 

eBay, Yahoo!, and Google, and were used to reflect participants’ activities in an 

individualist culture. The three Chinese boards were available from EachNet, Sina, 

and Netease, and were used to reflect participants’ activities in a collectivist 
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culture. The contents of 5,993 discussion postings, which were randomly selected 

and collected in 3 months (from March to May) over two separate periods in 2004 

and 2005, were used to examine information-seeking and information-giving 

behaviors of consumers in both countries. Information-seeking behavior was 

defined as the actions of people requesting digital camera recommendations, and 

information-giving behavior was the actions of people in the discussion board who 

respond to each request about camera products and gave detailed information on 

brands, models, and features.  

To investigate the differences of online consumers’ behaviors (U.S.-based 

discussion postings = 4,308 and China-based discussion postings = 1,685), z, F, and 

t tests were used to analyze the data. The results of the z test showed there was a 

significantly higher percentage of discussion postings for direct requested 

recommendations on the China-based discussion boards than the U.S. based 

discussion boards in 2004, z = 10.17, p < .001, and in 2005, z = 7.41, p < .001. This 

implies that participants from a collectivist culture (China) need recommendations 

about a product before making a purchase decision more so than participants from 

an individualist culture (U.S.). 

The results of the F test also indicated “there was a significant difference 

between the mean number of information and recommendations per request on the 

China and U.S. based discussion boards in both 2004 and 2005, F = 23.61, p < 

0.001” (p. 237). Follow up t tests revealed that participants on U.S. based 
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discussion boards had a significantly higher number of recommendations than 

participants on China based discussion boards in 2004, t = 5.73, p < .001, and in 

2005, t = 3.70, p < .001. This implied that participants from an individualist culture 

(U.S.) make more recommendations about a product after making a purchase 

decision than participants from a collectivist culture (China). Moreover, both 

countries showed a significant increase in the number of recommendations per 

request (for the U.S., t = 2.29, p = .023, and for China, t = 3.04, p = .003). The 

results also showed that participants on the China based discussion boards were 

more likely to express both positive and negative opinions than participants on the 

U.S. based discussion boards for both years with p < .001. Thus, as noted by Fong 

and Burton (2008), Chinese participants (collectivist culture) may be more prone to 

request for product recommendations, search more information, and engage in 

eWOM than U.S. participants (individualist culture).  

Although there were several limitations to Fong and Burton’s (2008) study 

(e.g., it was restricted to two countries, and participants’ true nationality was 

difficult to confirm), their findings could be used to explain how culture influences 

the relationship between consumers’ eWOM activities and purchasing involvement. 

As a result, the current study incorporated culture differences as a factor to examine 

the effect of eWOM activities and purchasing involvement in the context of 

aviation.      
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Complementing Fong and Burton’s (2008) study, which focused on one 

cultural dimension of Hofstede’s (1980) theory (Individualism–Collectivism), Lin 

(2013) examined four of Hofstede’s five dimensions to further explain the 

differences of each cultural dimension on eWOM activities and purchasing 

involvement: Individualism–Collectivism (I/C), Power Distance (PD), 

Masculinity–Femininity (M/F), and Uncertainty Avoidance (UA). Lin employed 

microblogs to investigate the effect of cultural differences on eWOM. Lin noticed 

that microblogging was found to be a popular communication platform and that it 

was believed to have an influence on company-consumer relationship such as brand 

image (Jansen, Zhang, Sobel, & Chowdury, 2009). However, few studies had paid 

sufficient attention to microblogging as an eWOM activity.  

Lin (2013) examined the comments written on Twitter in the U.S. and on 

Weibo in China regarding four smartphone brands. Lin indicated that 

microblogging communications were a more appropriate source to evaluate eWOM 

activities than the traditional Social Networking Service (SNS) such as Facebook. 

This is because microblog users do not have a strong relationship in real life as 

much as traditional SNS. As a result, the evaluation of eWOM activities would not 

be limited to social groups such as a family, close friends, and colleagues. Even 

though communication within a group could transfer information quickly, it could 

not be used to evaluate how far and wide information would spread outside a group 
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(Yuan, 2011). Thus, the contents presented in microblogs would be useful to study 

the impacts of eWOM.  

Lin (2013) randomly selected and collected data from the 4-week period 

September 2 to September 29, 2012. The targeted products were four smartphone 

brands (iPhone, Samsung, HTC, and Nokia), and data from 6,400 tweets relative to 

these smartphones were analyzed from U.S. consumers’ eWOM contents on 

Twitter, while 6,312 microblogs were analyzed from Chinese consumers’ eWOM 

contents on Weibo. Chi-square test of independence was used as the primary 

statistical analysis.   

With respect to Individualism–Collectivism, Lin (2013) reported a 

significant difference between eWOM contents provided by U.S. and Chinese 

consumers (U.S.: 5.3% vs. Chinese: 2.0%, 2 = 13.278, 2 = 50.259, p = .000). 

Microblogging WOM by U.S. consumers showed a higher frequency of contents 

that correlated with individualism than that by Chinese in terms of distinctiveness 

(U.S.: 13% vs. Chinese: 3.8%, 2 = 13.278, 2 = 55.762, p = .000) and 

independence (U.S.: 1.2% vs. Chinese: 0.3%, 2= 13.278, 2= 5.432, p = .000). In 

other words, U.S. consumers showed a greater concern about unique products and 

distinctive brand personalities. Chinese consumers, on the contrary, were interested 

in the popularity of the products (U.S.: 5.3% vs. Chinese: 21.6%, 2= 13.278, 2= 

116.261, p = .000). Chinese consumers also gave greater attention to products that 

are widely accepted and are frequently recommended by close friends or family 
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members (U.S.: 0.8% vs. Chinese: 3.2%, 2= 14.716, p = .000 and U.S.: 2.4% vs. 

Chinese: 5.2%, 2= 10.749, p = .000), respectively.  

For Power Distance, microblogging WOM by Chinese consumers showed a 

higher frequency of content that correlated with a power distance culture than that 

by U.S. consumers (U.S.: 2.7% vs. Chinese: 9.3%, 2= 111.671, p = .000). Chinese 

consumers also demonstrated greater interest in status (U.S.: 4.4% vs. Chinese: 

13.2%, 2= 49.158, p = .000), features (U.S.: 1.9% vs. Chinese: 6.9%, 2= 29.758, 

p = .000), and had positive attitudes on luxury and high price products (U.S.: 2.1% 

vs. Chinese: 7.9%, 2= 36.346, p = .000). U.S. consumers, however, paid more 

attention in good deals (2= 11.786, p = .000), and were open to accept new 

products (U.S.: 3.7% vs. Chinese: 1.3%, 2= 13.102, p = .000).  

With respect to Uncertainty Avoidance, Lin (2013) reported there was a 

slight difference in the frequency of eWOM contents related to uncertainty 

avoidance between U.S. and Chinese customers. This was because their cultural 

value orientation scores on the uncertainty avoidance dimension between the two 

countries and the characteristics of the microblogging platforms were not much 

different. However, “the comparison of microblogging WOM by U.S. and Chinese 

consumers revealed that contents that correlate negatively with uncertainty 

avoidance were more prominent on Twitter than on Weibo (U.S.: 13.3% vs. 

Chinese: 11.3%, 2 = 21.802, p = .000)” (p. 32).  
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In terms of Masculinity-Femininity, Lin (2013) reported there was a 

significant difference of microblogging WOM between U.S. and Chinese 

consumers. Microblogging WOM by Chinese consumers showed higher levels of 

the content that correlated with masculinity than that by U.S. consumers in terms of 

the categories of success (U.S.: 17.4% vs. Chinese: 23.9%, 2= 13.278, p = .000) 

and clear gender roles (U.S.: 0.0% vs. Chinese: 1.0%, 2= 10.06, p = .002).   

The results of Lin’s (2013) study helped inform the current study by 

demonstrating the effect cultural differences had on people who engaged in eWOM 

activities. For example, some might search for information by focusing on the 

popularity of products or services of airlines before making a purchase decision 

(collectivism), while gender differences have been shown to influence eWOM 

activity, which in turn could influence purchase decisions (Masculinity–

Femininity). Thus, the current study included cultural differences as a factor in the 

Social Environment set of Figure 2.1, and it was hypothesized that cultural 

differences would have a direct relationship with eWOM activities and purchasing 

involvement. 

Frequent flyer. Beneke et al. (2015) studied the impact of frequent flyers’ 

willingness to engage in negative eWOM from three perspectives: (a) to determine 

whether the willingness of domestic frequent flyers to engage in negative eWOM 

had a negative impact on overall brand attitude; (b) to determine whether the 

willingness of domestic frequent flyers to engage in negative eWOM had a 
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negative impact on brand trust, brand affect, and purchase intention; and (c) to 

determine whether the willingness to engage in negative eWOM of domestic 

frequent flyers flying with a full-service carrier differed from domestic frequent 

flyers flying with a low-cost carrier.  

Based on the literature, Beneke et al. (2015) found that negative eWOM had 

a greater impact on consumers’ attitudes (Wu & Wang, 2011). Negative eWOM 

also was mostly derived from unsatisfied consumers, and negative online 

comments affected attitudes of online-users, which then could become a threat to a 

company’s brand (Shang, Chen, & Liao, 2006). In addition, different types of 

travelers and types of airline carriers would have an influence on willingness to 

engage in negative eWOM (Simpson & Siguaw, 2008). According to these findings 

from the literature, Beneke et al. hypothesized that the willingness of domestic 

frequent flyers to engage in negative eWOM would have a significant negative 

impact on brand trust, brand affect, and purchase intention. Moreover, there would 

be a significant difference between domestic frequent flyers using a full-service 

airline and domestic frequent flyers using a low-cost service airline to engage in 

negative eWOM. 

   Beneke et al. (2015) used survey methodology and two data collection 

instruments. The first was an interview protocol that was applied to domestic 

passengers who took more than two round trips within the past 12 months for either 

business or leisure purposes. The questionnaire items used a 7-point Likert-type 
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response scale to measure negative eWOM and brand attitude. This questionnaire 

was adapted and derived from Henning-Thurau, Gwinner, Walsh, and Gremler 

(2004) and Wu and Wang (2011), respectively. After interviewing, an online 

questionnaire link was sent to 250 passengers via their Facebook, Twitter, and 

email accounts. Of 250 passengers, 163 responded to the questionnaire. The 

responses of brand attitude were analyzed by Pearson correlation, while the 

responses regarding full-service and low-cost airlines were analyzed using an 

independent samples t test. 

Beneke et al. (2015) reported the following demographics of their sample: 

(a) 36.8% were male and 63.2% were females, (b) 29.4% were passengers who 

traveled for business purposes and 70.6% were travelers traveled for leisure 

purpose, and (c) 17.8% of passengers reported flying with a full-service carrier 

whereas 82.2% of passengers reported flying with a low-cost carrier in South 

Africa. With respect to the three relationships that Beneke et al. examined: (a) there 

was a moderate negative relationship between willingness to engage in negative 

eWOM and overall brand attitude, r = .224, p  .002; (b) there was a moderate 

negative relationship between the willingness to engage in negative eWOM and 

brand trust, brand affect, and the level of consumer purchase intention, r = .215,   

p  .003, r = .154, p  .025, and r = .209, p  .004, respectively; and (c) an 

independent samples t test showed there was no significant difference between 

domestic travelers flying with a full-service airline and those flying with a low-cost 
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airline, t(161) = 1.356, p = .550. The results also revealed there was no significant 

difference between domestic frequent flyers flying with a full-service carrier and 

those flying with a low-cost carrier on brand affect and purchase intention, t(161) = 

2.521, p = .08 and t(161) = 1.613, p = .404, respectively. However, brand trust 

yielded a significant difference between domestic frequent flyers traveling with a 

full-service carrier and those traveling with a low-cost carrier, t(161) = 2.001, p  

.002: Frequent flyers who traveled with a full-service carrier had more trust in their 

brand than frequent flyers who traveled with a low-cost carrier.  

When applied to the context of the current study, Beneke et al.’s (2015) 

findings suggest that (a) frequent flyers’ intention to travel with their selected 

airline could change after reading negative eWOM, and (b) frequent flyers also 

would be more willing to engage in negative eWOM if they are unsatisfied with 

their airlines’ products/services. In addition, frequent flyers travelling with a full-

service carrier would have low-purchasing involvement compared to frequent 

flyers travelling with a low-cost carrier because of their trust in a full-service 

airline. Thus, the current study included frequent flyer status as a factor in the 

Experiences set of Figure 2.1, and it was hypothesized that the comparison between 

passengers who subscribe to a frequent flyer program vs. those who do not 

subscribe to an frequent flyer program would have both direct and indirect 

relationship with eWOM activities and purchasing involvement.  
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Internet use frequency. Liao and Cheung (2001) examined factors 

influencing consumers’ attitudes toward Internet-based e-shopping. The factors 

they targeted were derived from the literature and included: X1 = transaction 

security, X2 = IT education, X3 = price, X4 = life content of products, X5 = seller 

quality, X6 = level of Internet usage, and X7 = network speed. Liao and Cheung also 

noted that past studies, which were conducted in the U.S., had difficulty in 

discovering factors affecting the willingness of consumers to do e-shopping on the 

Internet due to the diversity of technology, socioeconomy, and size of the U.S. As a 

result, Liao and Cheung focused on Singapore because it is a small country and 

rarely has technological diversity.  

Liao and Cheung (2001) administered a questionnaire that consisted of 

items scored on a traditional Likert response scale ranging from 1 = Not Important 

and Strongly Disagree to 5 = Very Important and Strongly Agree. Of 1,000 

questionnaires sent to Singaporeans, 312 completed questionnaires responses were 

used to analyze data. The resulting regression equation was Y’ = – .22X1 + .38X2 – 

.10X3 – .42X4 + .45X5 + .25X6 + .02X7 + 2.48, and all factors had a significant 

effect on the willingness of Singaporeans to e-shop over the Internet. When applied 

to the current study, there was a significant effect with respect to Singaporeans who 

accessed the Internet more often were willing to shop online, X6 = .25, p  .01. This 

suggests that shoppers who often use the Internet to do e-shopping would be more 

likely to engage in eWOM activities and have a high level of purchase 
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involvement. As a result, the current study incorporated Internet use frequency as a 

factor, and it was hypothesized that it would have a direct relationship with eWOM 

activities and an indirect effect with purchasing involvement via eWOM activities. 

Summary 

Although the studies cited in this chapter were not exhaustive, they showed 

the extent to which factors were related to eWOM activities and purchase 

involvement. De Matos et al. (2008) and Nikookar et al. (2015) reported that 

satisfaction, service quality, loyalty, trust, and perceived value had a significant 

relationship with WOM and purchase decision, especially satisfaction and loyalty. 

Although these studies emphasized the effects of WOM rather than eWOM, they 

still provided invaluable insight into factors that could influence eWOM and 

purchasing involvement in the current study. Furthermore, based on the studies by 

de Acedo Lizarraga et al. (2007), Bae and Lee (2011), Fan and Miao (2012), Liao 

and Cheung (2001), and Beneke et al. (2015), age, gender, frequent flyer, and 

Internet use frequency also were indicated in the literature to be factors influencing 

eWOM and purchasing involvement. Lastly, Fong and Burton (2008) and Lin 

(2013) reported that cultural differences relative to four of Hofstede’s five cultural 

dimensions influenced WOM and eWOM activities.  

Independent of these studies, eWOM also was found to have an influence 

on purchasing involvement and purchasing decision, with different social media 

platforms affecting the purchasing behavior of customers differently. For example, 
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Tong (2017) found that the interactivity, reality, and vividness of a live web 

broadcast had a positive effect in enhancing customers’ attitudes and trust level, 

which in turn could increase purchase intention and purchasing involvement of 

customers. Ohman (2017) also reported that social media sites that allow posting 

pictures together with interactive texts would increase intention and engagement 

rates among customers than social media platforms that do not allow such posts. 

Chen et al. (2015) and Park et al. (2007) also revealed that eWOM had a significant 

effect on a customers’ purchase decision-making, with people mostly engaging in 

eWOM via social media platforms such as Facebook, Twitter, and LinkedIn to 

search for information about products/services before making a purchase decision. 

Chen et al. also pointed out that eWOM plays a greater importance for the first-

time purchases than for repeat purchases. Furthermore, positive comments in 

electronic reviews and quality and quantity of online reviews were found to be a 

vital indicator to make a purchase decision and to engage in purchasing 

involvement (Park et al., 2007). As a result, given eWOM’s impact on purchasing 

decision and purchasing involvement, investigating whether eWOM mediates the 

relationship between the targeted factors and purchasing involvement would 

provide invaluable insight into airline marketing development in the digital era. 
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Chapter 3 

Methodology 

Population and Sample 

Population. The target population of the current study was all adult airline 

travelers 18 years or older, including leisure, business, and student travelers who 

have flown domestically and/or internationally in 2018 via a major U.S. airline 

such as American, Delta, Southwest, and United airlines and not their regional 

subsidiaries. This population was further delimited to active users of electronic 

media who have previously made online purchases, provided online reviews, or 

searched online for information prior to making a purchasing decision. In 2018, 

approximately 1 billion airline passengers flew on U.S. and/or foreign airlines 

serving the United States. Of these passengers, 778 million flew on domestic flights 

and 234 million flew on international flights to and from the United States (Bureau 

of Transportation Statistics, 2018). Focusing on the U.S. adult population (Ipsos 

Public Affairs, 2016): (a) 81% had taken at least one domestic or international 

flight; (b) there was an even proportion of male and female fliers; (c) the largest 

race/ethnicity group was White (67%) followed by Hispanic (17%), Black (8%), 

and Asian (6%); (d) the two largest age groups were 18–34 (35%) and 35–54 

(35%), followed by 55 years or older (30%); and (e) the largest group of fliers was 

personal/leisure (48%) followed by business (31%) and personal/non-leisure 

(21%). 
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The accessible population was graduate students studying in Florida and 

who had completed at least one round trip domestic and/or international flight with 

a major U.S. airline in 2018 for the purpose of travel, work, or study. This 

accessible population was further delimited to students who were active in using 

the Internet and accessing social media once within the past12 months to purchase 

airfares, provide online reviews, or seek online information before making a 

purchasing decision. This accessible population was expected to (a) have 

considerable cultural differences because graduate students tend to be more 

international, (b) represent a more homogenous group, and (c) consist of a group of 

individuals who ranged in age between 22 and 50 years old (or older) and who 

often used the Internet and traveled by plane (“Pew Research Center,” 2017). The 

accessible population also was more likely to engage in eWOM activities, which 

were driven by antecedent factors mentioned in the current study, and could 

minimize the effect of other influential factors such as level of education and social 

status toward eWOM activities.  

Sample. The sampling strategy used in the current study was convenience 

and consisted of enlisting the support of the colleges and universities throughout 

Florida that have graduate degree programs (master’s and doctoral). Access to the 

data collection instrument was made available via SurveyMonkey and the link to 

access the questionnaire was distributed to the targeted colleges and universities 

throughout Florida for collecting data from graduate students. I requested 
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assistance from the academic departments, offices of institutional research, and 

graduate programs offices of the targeted colleges and universities to send the web 

link to graduate students via email. Therefore, the final sample consisted of 

graduate students who agreed to voluntarily participate in the current study and 

who completed all study protocols.  

After data collection, 416 graduated students responded to the 

questionnaire. However, 66 participants did not report their gender, age, and 

frequent flyer status. As a result, the sample consisted of 350 students. As 

summarized in Table 3.1 with respect to participant demographics, of the N = 350 

participants who reported their gender, 227 (64.86%) were female and 123 

(35.14%) were male. The overall mean age was M = 32.31 (SD = 9.55), and 

females on average were approximately 1 year younger than males (MM = 32.66, 

MF = 32.11). The range of male and female ages suggests that the data came from a 

positively skewed distribution. With respect to frequent flyer status, N = 200 

(57.14%) reported “yes” that they were members of at least one U.S. airline’s 

frequent flyer program, and N = 150 (42.86%) reported “no” that they were not 

members of a U.S. airline’s frequent flyer program. When frequent flyer status was 

disaggregated by gender, approximately twice as many females (N = 134; 67%) 

than males N = (66; 33%) reported being a members of at least one U.S. airline’s 

frequent flyer program, and similarly, nearly twice as many females (N = 93; 62%) 

than males (N = 57; 38%) reported not being a member a frequent flyer program.  
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Table 3.1 

Summary of Participants’ Age and Frequent Flyer Program Status by Gender 

Gendera N 

Ageb 

 Member of Frequent Flyer Programc 

Yes  No 

M SD Range N Percent N Percent 

Female 227 32.11 9.63 20–70  134 67%  93 62% 

Male 123 32.66 9.45 19–61  66 33%  57 38% 

Overall 350 32.31 9.55 19–70  200 100%  150 100% 

Note. N = 416.  
a66 participants did not report their gender. b66 participants did not report their age. c66 

participants did not report their status whether or not being a member of frequent flyer program. 
cAll given percentages are relative to the overall N. For example, 134 Females of 200 (67%) 

reported “yes” that they were members of a frequent flyer program. 

 

Table 3.2 

Summary of Participants’ Internet Use Frequency by Gender 

Gendera N 

Internet Use Frequencyb 

1-5 

hours/week 

 More than 5 

hours to 10 

hous/week 

 More than 10 

hours to 20 

hours/week 

 

More than 20 

hours/week 

N Percent N Percent N Percent N Percent 

Female 171 6 2.1%  19 6.6%  55 19.2%  91 31.8% 

Male 115 5 1.7%  17 5.9%  38 13.3%  55 19.2% 

Overall 286 16 5.6%  42 14.7%  114 39.9%  178 62.2% 

Note. N = 416. 
a66 participants did not report their gender. b64 participants did not report Internet use frequency (8 Males 

and 56 Females). All percentages shown are column-wise relative to a base of 286. For example, 6 females 

out of 286 (2.1%) avergaed between 1 and 5 hours per week of Internet usage. 

 

As reported in Table 3.2, of the N = 286 participants who reported their 

Internet use frequency: (a) N = 16 (5.6%) used the Internet 1 to 5 hours per week, 

(b) N = 42 (14.7%) used the Internet more than 5 hours but not more than 10 hours 

per week, (c) N = 114 (39.9%) used the Internet more than 10 hours but not more 

than 20 hours per week, and (d) N = 178 (62.2%) used the Internet more than 20 

hours per week. When Internet use frequency data were disaggregated by gender: 
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(a) 6 (2.1%) females and 5 (2.1%) males averaged between 1 and 5 hours per week, 

(b) 19 (6.6%) females and 17 (5.9%) males averaged between 5 and 10 hours per 

week, (c) 55 (19.2%) females and 38 (13.3%) males averaged more than 10 hours 

and up to 20 hours per week, and (d) 91 (31.8%) females and 55 (19.2%) males 

averaged more than 20 hours per week. Thus, combining the data in Tables 3.1 and 

3.2, the current study reflected a sample that was predominately female with an 

average age of 32 years old, was a member of at least one U.S. airline’s frequent 

flyer program, and used the Internet more than 20 hours per week on average. 

Table 3.3 contains a summary of how participants ranked with respect to 

Hofstede’s (1980) cultural dimensions. The reader will note the following: 

Power distance. Based on a possible range of 5 to 25, the majority of 

participants came from a low power distance culture (M = 8.9, SD = 3.5), with 

males averaging 1.2 units higher than females (Males: M = 9.7, SD = 3.9; Females: 

M = 8.5, SD = 3.2). This 1.2-unit difference was statistically significant, t(343) = 

2.96, p = .0033. Given the relatively low standard deviations, these findings infer 

that the majority of participants, particularly males, value equal rights and believe 

that power holders are not entitled to privileges. 

Uncertainty avoidance. Based on a possible range of 5 to 25, most 

participants came from a high uncertainty avoidance culture (M = 21.1, SD = 2.8), 

with males and females averaging nearly the same (Males: M = 20.9, SD = 3.1; 
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Table 3.3 

Summary of Participants’ Cultural Differences by Gender 

Dimensionb 

Overall (N =350) 

 Gendera 

Male (N = 123)  Female (N = 227) 

M SD Range M SD Range M SD Range 

PDc 8.9 3.5 5 to 24  9.7 3.9 5 to 24  8.5 3.2 5 to 22 

UAd 21.1 2.8 5 to 25  20.9 3.1 10 to 25  21.3 2.7 5 to 25 

I/Ce 19.4 4.2 6 to 30  19.4 4.7 6 to 30  19.4 3.9 8 to 30 

M/Ff 7.5 3.6 4 to 20  9.0 3.7 4 to 19  6.7 3.2 4 to 20 

Note. N = 416. 
a66 participants did not report their gender. bCultural dimensions are based on Hofstede (1980). All 

dimensions were scored on a traditional 5-point Likert response scale ranging from 1 = Strongly 

Disagree to 5 = Strongly Agree. cPD = Power Distance, which consisted of Items B1–B5. Scores 

could range from 5 to 25, with higher scores representing a higher Power Distance culture. dUA = 

Uncertainty Avoidance, which consisted of Items B6–B10. Scores could range from 5 to 25, with 

higher scores representing a higher Uncertainty Avoidance culture. eI/C = Individualism–

Collectivism, which consisted of Items B11–B16. Scores could range from 6 to 30, with higher 

scores representing a higher collectivist culture. fM/F= Masculinity–Femininity, which consisted of 

Items B17–B20. Scores could range from 4 to 20, with higher scores representing a higher 

Masculine culture. 

 

Females: M = 21.3, SD = 2.7). This 0.2-unit difference was not significant, t(343) = 

-1.36, p = .1737. Given the relatively low standard deviations, these findings infer 

that uncertainty makes the majority of participants uncomfortable and therefore try 

to mitigate this distress/anxiety by being receptive to rules, regulations, laws, 

controls, and behavioral norms. 

Individualism–collectivism. Based on a possible range of 6 to 30, the 

majority of participants came from a collectivist culture (M = 19.4, SD = 4.2), with 

males and females averaging exactly the same (Males: M = 19.2, SD = 4.7; 

Females: M = 19.4, SD = 3.9). These results infer that the majority of participants 

value the needs of a group or a community, including family, over the individual. 

Thus, their focus would be more on “we” than on “me.” 
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Masculinity–femininity. Based on a possible range of 4 to 20, the majority 

of participants came from a feminine culture (M = 7.5, SD = 3.6), with males 

averaging higher than females (Males: M = 9.0, SD = 3.7; Females: M = 6.7, SD = 

3.2). This 2.3-unit difference was statistically significant, t(343) = 5.8, p < .0001. 

These results infer that although the overall mean reflects a feminine culture and 

suggests the majority of participants would believe that “Both men and women are 

supposed to be modest, tender, and concerned with the quality of life” (Hofstede, 

2001, p. 297), the sample was split along gender lines.  

Power analysis. Prior to conducting the current study, I performed an a 

priori power analysis using G*Power to determine the minimum appropriate 

sample size needed for the overall model. To inform this analysis, I followed 

Cohen, Cohen, West, and Aiken’s (2003) guidelines by maintaining an alpha level 

of  = .05 and minimum power of .80 ( = .20). To determine corresponding 

a priori effect sizes, I relied on de Matos et al. (2008). This a priori power analysis 

indicated that a minimum overall sample size needed was N = 61, and that 

minimum sample sizes of N = 70, 98, and 244 were required for Set A = 

Purchasing perceptions (ES = .20), Set B = Social environment (ES = .15), and Set 

C = Experiences (ES = .05), respectively. Because the current study’s final sample 

size was N = 350, these a priori minimum sample sizes were met. 

Table 3.4 and Table 3.5 provide a summary of the post hoc power analyses 

performed to determine the actual power of the study. Two independent analyses  
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Table 3.4 

Power Analysis and Calculated Powers for Y1 = eWOM Activities ( = .05) 

Variables/Sets Actual Value 

Actual 

ESe 

Number of 

Predictors (k) 

Power Based 

on N 

Overalla R2 = .21 .266 6 > .99 

Set A = Purchasing Perceptionsb sR2 = .06 .064 1 .97 

Set B = Social Environmentc sR2 = .14 .175 4 .99 

Set C = Experiencesd sR2 = .01 .013 1 .56 

Note. N = 345. 
aOverall represented the collective relationship between the targeted variables and the dependent measure of 

eWOM activities. bSet A = Purchasing Perceptions consisted of X2 = Loyalty, cSet B = Social Environment 

consisted of X5 = Age, X6 = Gender (Female vs. Male), X7c = Individualism–Collectivism, and X7d = 

Masculinity–Femininity. dSet C = Experiences consisted of X8 = Frequent flyer status (Yes vs. No). 

were conducted: one relative to eWOM activities (Table 3.4), which was the 

dependent variable for RQ 1, and one relative to purchasing involvement (Table 

3.5), which was the dependent variable for RQ 2. All post hoc power analyses were 

based on  = .05 and N = 345. A brief discussion of each follows. 

eWOM activities. As reported in Table 3.4, the overall power of the current 

study for Y1 = eWOM activities was greater than .99, and the power for the factors 

in Set A and Set B were .97 and .99, respectively. However, the power for Set C 

was .56. The reader will note that the corresponding effect size for this factor, 

which was the comparison between members vs. nonmembers of a frequent flyer 

program, was ES = .013, which is small. To be able to detect this small of an effect 

size for a minimum power of .8 with  = .05 would have required a sample of size 

of at least N = 606, which is nearly twice as large (42%) as the sample size of the 

current study (N =345). Thus, it is reasonable to conclude that this is why Frequent 

flyer status was not a significant predictor of eWOM activities. 
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Table 3.5 

Power Analysis and Calculated Powers for Y2 = Purchasing Involvement ( = .05) 

Variables/Sets Actual Value 

Actual 

ESe 

Number of 

Predictors (k) 

Power 

Based on N 

Overalla R2 = .22 .282 10 > .99 

Set A = Purchasing Perceptionsb sR2 = .07 .075 2 .99 

Set B = Social Environmentc sR2 = .10 .114 5 .99 

Set C = Experiencesd sR2 = .01 .010 2 .36 

eWOM activitiese sR2 = .04 .041 1 .96 

Note. N = 345. 
aOverall represented the collective relationship between the targeted variables and the dependent measure 

of Purchasing Involvement. bSet A = Purchasing Perceptions consisted of X2 = Loyalty and X3 = 

Perceived value. cSet B = Social Environment consisted of X6 = Gender (Female vs. Male), X7a = Power 

Distance, X7b = Uncertainty Avoidance, X7c = Individualism–Collectivism, andX7d = Masculinity–

Femininity. dSet C = Experiences consisted of X9b = Internet use frequency of more than 5 hours to 10 

hours per week vs. more than 20 hours per week. eeWOM activities was an IV in this context.  

 

Purchasing involvement. As reported in Table 3.5, the overall power of the 

current study for Y2 = Purchasing Involvement was greater than .99, and the power 

for the factors in Set A and Set B were .99. The power for the single factor eWOM 

activities also was .96. However, the power for the single factor in Set C was .36. 

The reader will note that the corresponding effect size for this factor, which was the 

comparison between participants who used the Internet on average more than 5 

hours to 10 hours per week vs. more than 20 hours per week, was ES = .010, which 

is small. To be able to detect this small of an effect size for a minimum power of .8 

with  = .05 would have required a sample of size of at least N = 967, which is 

nearly three times as large as the sample size of the current study (N = 345). Thus, 

it is reasonable to conclude that this is why Internet frequency was not a significant 

predictor of Purchasing Involvement. 
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Instrumentation 

 As noted earlier, the eWOM Purchasing Involvement Index (eWOM-PII), 

was a researcher-prepared questionnaire that served as the primary data collection 

instrument for the current study. The eWOM-PII was derived from various 

standardized instruments and designed to examine attitudes and behaviors of airline 

passengers across the targeted factors that would affect eWOM activities and 

purchasing involvement in the context of aviation. The eWOM-PII consisted of 

five sections measuring Purchasing Perceptions, Social Environment, eWOM 

Activities, Purchasing Involvement, and demographics and purchasing experiences 

of airline passengers.  

As noted earlier, although the initial sample size was N = 416, n = 66 

participants did not complete all questionnaire items. Furthermore, five participants 

also did not respond to all of the items relative to eWOM activities and purchasing 

involvement, which were dependent variables, and therefore those cases were 

eliminated. As a result, the final sample comprised of N =345 graduate students, 

and the data from these students were used to assess instrumentation reliability. As 

reported in Table 3.6, the overall Cronbach’s alpha of the eWOM-PII was  = .91. 

A copy of the questionnaire is provided in Appendix A, and a summary of each 

section follows.   

Section A: Purchasing perceptions. Section A represented the Attitude 

toward Behavior construct in Ajzen’s (1991) theory of planned behavior and  



94 

 

Table 3.6 

eWOM Purchasing Involvement Index Reliability Information 

Instrument M SD 

Cronbach’s  

eWOM-PII Reported 

Purchasing Perceptionsa 

Overall 3.30 1.07 .89 – 

Satisfaction (n = 2) 3.44 0.94 .84 – 

Loyalty (n = 3) 3.44 1.13 .78 – 

Perceived Value (n = 2) 3.38 1.0 .70 – 

Service Quality (n = 7) 3.33 1.03 .82 – 

CVSCALEb 

Overall 2.85 1.39 .79 – 

Power Distance (n = 5) 1.78 0.95 .80 .79 

Uncertainty Avoidance (n = 5) 4.23 0.77 .81 .70 

Individualist vs. Collectivist (n = 6) 3.23 0.98 .83 .76 

Masculinity vs. Femininity (n = 4) 1.87 1.18 .79 .71 

eWOM activitiesc 

Overall 3.45 1.91 .94 .89 

Online Opinion Seeking (n = 8) 4.06 1.80 .91 .90 

Online Forwarding (n = 5) 2.69 1.79 .94 .89 

Online Chatting (n = 6) 3.35 1.84 .94 .91 

PId 4.09 1.42 .86 .87 

Note. N = 345. 
aPurchasing perceptions consisted of 14 items measured on a traditional 5-point Likert response scale 

ranging from 1 = Strongly Disagree to 5 = Strongly Agree. Therefore, overall scores could range from 

14 to 70, with higher scores signifying a positive purchasing perception toward major U.S. airlines’ 

products and services. The purchasing perceptions were partitioned into five subscales (with number 

of items in parentheses). Higher subscale scores reflect a tendency toward each targeted dimension. 
bYoo et al.’s (2011) Cultural Value Scale consisted of 20 items measured on a traditional 5-point 

Likert response scale ranging from 1 = Strongly Disagree to 5 = Strongly Agree. Therefore, overall 

scores could range from 5 to 25 for Power Distance and Uncertainty Avoidance, from 6 to 30 for 

Individualism–Collectivism, and 4 to 20 for Masculinity–Femininity. Higher scores represent a 

stronger orientation with respect to each dimension. The reliability coefficients of each cultural 

dimension were reported based on the data collected from Brazilians. cSun’s (2006) eWOM 

questionnaire consisted of 19 items scored on a 7-point Likert-type response scale of 1 = Strongly 

Disagree, 2 = Disagree, 3 = Slightly Disagree, 4 = Neutral, 5 = Slightly Agree, 6 = Agree, and 7 = 

Strongly Agree. Therefore, overall scores could range from 19 to 133, with higher scores signifying a 

stronger tendency for people to engage in eWOM activities. dKaraatli’s (2015) Purchasing 

Involvement Index consisted of 26 items measured on a 6-point Likert-type response scale of 1 = 

Strongly Disagree, 2 = Disagree, 3 = Somewhat Disagree, 4 = Somewhat Agree, 5 = Agree, and 6 = 

Strongly Agree. Therefore, overall scores could range from 26 to 156, with higher scores signifying a 

higher level of purchasing involvement.  

consisted of 14 items measured on a traditional 5-point Likert response scale 

ranging from 1 = Strongly Disagree to 5 = Strongly Agree. These items were 
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derived from the literature and modified to reflect the context of the current study. 

The items were purposively selected to assess participants’ levels of satisfaction, 

trust, loyalty, service quality, and perceived value relative to the products and 

services they might purchase from airlines. Because these items were modified 

from their original context to reflect an aviation context, I conducted a factor 

analysis see if the sample data aligned with the five dimensions of original scale. 

The results of this factor analysis yielded a four-factor solution with the initial 

Trust dimension being merged with the Service Quality dimension. Thus, the 

original five dimensions of purchasing perceptions reduced to four dimensions: 

Satisfaction, Loyalty, Perceived Value, and Service Quality. As reported in Table 

3.6, the overall Cronbach’s alpha of this modified scale was  = .89. Furthermore, 

the corresponding Cronbach alphas for the dimensions were  = .84,  = .78,  = 

.70, and  = .82, respectively, for Satisfaction, Loyalty, Perceived Value, and 

Service Quality. A brief description of each dimension follows. The reader is 

directed to Chapter 4 for an analysis of each item, individually and relative to each 

dimension. 

Satisfaction. Items A1 and A2 were derived from Ranaweera and Prabhu 

(2003), who in turn derived their questionnaire from Cronin et al. (2000). I 

modified these items to reflect passengers’ satisfaction toward U.S. airlines’ 

products and services. For instance, Ranaweera and Prabhu initially wrote Item A1 

as “Overall, I am happy with my phone company.” I modified this statement in 
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terms of an emotional-based measure of satisfaction level in the aviation context as 

“Overall, I am happy with the products and services I purchase that are offered by 

the U.S. airlines I use when flying domestically or internationally.” Similarly, 

Ranaweera and Prabhu initially wrote Item A2 as “My phone company meets my 

expectations.” I modified this statement to reflect an aviation context as “The 

products and services I purchase that are offered by the U.S. airlines I use to fly 

domestically or internationally meet my expectations.”  

Loyalty. Items A5, A6, and A7 were derived from Bobâlcă, Gătej(Bradu), 

and Ciobanu’s (2012), who in turn derived their questionnaire from Evanschitzky 

and Wunderlich (2006), Söderlund (2006), and Zeithaml, Berry and Parasuraman 

(1996). I modified these items to reflect passengers’ loyalty toward U.S. airlines’ 

products and services in terms of affective, conative, and action loyalty. For 

instance, Bobâlcă et al. initially wrote Item A5 with respect to affective loyalty as 

“I feel more attached to this brand than to other brands.” I modified this statement 

to “Of the various products and services offered by the U.S. airlines I use to fly 

domestically or internationally, I feel more attached to one particular airline’s 

products and services.” Similarly, Bobâlcă et al. initially wrote Item A6 in aspects 

of conative loyalty as “I intend to buy this brand in the future.” I modified this 

statement to “I intend to make future purchases of the products and services from 

the U.S. airline I mostly use to fly domestically or internationally.” Lastly, Bobâlcă 

et al. initially wrote Item A7 in terms of action loyalty as “I recommend this brand 



97 

 

to those who ask my advice.” I modified this statement to “I recommend the 

products and services I purchase from the U.S. airlines I use when flying 

domestically or internationally to those who ask my advice.”  

Perceived value. Items A13 and A14 were derived from Chowdhury and 

Abe (2002). I modified these items to reflect passengers’ perceived value of U.S. 

airlines’ products and services. For instance, Chowdhury and Abe initially wrote 

Item A13 as “The price to acquire the brand will be reasonable.” I modified this 

statement to “The prices for products and services such as headsets, in-flight 

meals/beverages, and checked baggage I purchase from the U.S. airlines I use to fly 

domestically or internationally are reasonable.” Similarly, Chowdhury and Abe 

initially wrote Item A14 as “From my experience of this brand, I feel that I will get 

quality attributions.” I modified this statement to “From my experience in 

purchasing products and services from the U.S. airlines I use to fly domestically or 

internationally, I feel that I receive good quality.”  

Service quality. Items A3 and A4 were derived from Sirdeshmukh, Singh, 

and Sabol’s (2002) questionnaire. These items reflected passengers’ trust toward 

U.S. airlines’ products and services. However, as noted above, the Trust dimension 

items were merged with Service Quality dimension items as a result of factor 

analysis. These two items reflected passengers’ perception toward service quality 

rather than passengers’ trust. For instance, Sirdeshmukh et al. initially wrote Item 

A3 as “The airline has fast, efficient check-in procedures.” I modified this 
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statement in the aviation context to “Overall the U.S. airlines I use to fly 

domestically or internationally have fast and efficient working procedures such as 

check-in, baggage claim service, and solutions to flight delays and/or cancelations.” 

Sirdeshmukh et al. initially wrote Item A4 as “The airline favors the customer’s 

best interest.” I modified this statement to “The U.S. airlines I use to fly 

domestically or internationally place high importance and are sensitive to 

passengers’ interests such as comfortable seats and on-time flight arrivals and 

departures.”  

Items A8–A12 were derived from Mishal’s (2015) AIRQUAL scale, which 

in turn was derived from Parasuraman et al.’s (1988) SERVQUAL scale. I 

modified these items to reflect passengers’ perceptions of service quality toward 

U.S. airlines’ products and services in terms of airline tangibles, airline reliability, 

responsiveness, assurance, and empathy. For instance, Mishal initially wrote Item 

A8 with respect to service quality in aspects of airline tangibles as “The airline 

company provides entertainment for passengers on board the aircraft.” I modified 

this statement to “The U.S. airlines I use to fly domestically or internationally 

provide adequate in-flight amenities such as WiFi, headsets, blankets, and 

entertainment choices for passengers on board the aircraft.” Mishal initially wrote 

Item A9 with respect to service quality in terms of airline reliability as “The airline 

company performs the service right the first time.” I modified this statement to 

“When an unexpected problem emerges such as lost luggage or a malfunctioning 
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in-flight entertainment unit, the U.S. airlines I use to fly domestically or 

internationally address the problem right the first time.” Mishal initially wrote Item 

A10 with respect to service quality in terms of responsiveness as “The airline 

company provides its services for customers promptly.” I modified this statement 

to “The U.S. airlines I use to fly domestically or internationally provide their 

services for customers promptly.” Mishal initially wrote Item A11 with respect to 

service quality in terms of assurance as “The airline company personnel are 

experienced and well trained.” I modified this statement to “The airline personnel 

of the U.S. airlines I use to fly domestically or internationally are experienced and 

well trained.” Lastly, Mishal initially wrote Item A12 with respect to service 

quality in terms of empathy as “Personnel working for the airline company put 

themselves in the place of the passengers when providing service.” I modified this 

statement to “Personnel working for the U.S. airlines I use to fly domestically or 

internationally put themselves in the place of the passengers when providing 

service.”  

Section B: Social environment. Section B of the eWOM-PII represented 

the Subjective Norms construct in Ajzen’s (1991) theory of planned behavior and 

involved three factors: age, gender, and cultural differences associated with social 

pressure and relative to Hofstede’s (1980, 2001) cultural dimensions. Data for age 

and gender were collected in Section E (Demographics and Purchasing 

Experiences). As a result, Section B of the eWOM-PII consisted of one instrument 
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that measured cultural differences. Unlike Section A, which contained purposively 

selected items from various instruments reported in the literature to measure 

purchasing perceptions, cultural differences were measured using Yoo, Donthu, 

and Lenartowicz’s (2011) Cultural Values Scale (CVSCALE). This scale was 

appropriate to use in the current study because it measured cultural values at the 

individual level, which according to Farley and Lehmann (1994), is much more 

effective and appropriate for evaluating and developing business than measuring 

cultural values in terms of national culture.  

The CVSCALE was aligned to Hofstede’s (1980, 2001) five cultural 

dimensions: Power Distance, Uncertainty Avoidance, Masculinity–Femininity, 

Individualism–Collectivism, and Long-Term Orientation/Short-Term Orientation. 

The Long-Term Orientation/Short-Term Orientation dimension, however, was 

excluded from the current study because Dwyer, Mesak, and Hsu (2005) and Van 

Everdingen and Waarts (2003) have shown contradictory results. Therefore, 20 

items of the CVSCALE were used for measuring cultural differences in the current 

study. Items B1–B5 measured Power Distance, B6–B10 measured Uncertainty 

Avoidance, B11–B16 measured Individualism–Collectivism, and B17–B20 

measured Masculinity–Femininity. Each item was scored on a traditional 5-point 

Likert response scale ranging from 1 = Strongly Disagree to 5 = Strongly Agree. 

Thus, overall scores could range from 5 to 25 for Power Distance and Uncertainty 

Avoidance, from 6 to 30 for Individualism–Collectivism, and 4 to 20 for 
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Masculinity–Femininity. Higher scores represented a stronger orientation with 

respect to each dimension. Yoo et al. (2011) did not report the overall Cronbach’s 

alpha of the CVSCALE. However, they did report the reliability coefficients of 

each dimension: Power Distance,  = .79; Uncertainty Avoidance  = .7; 

Individualism–Collectivism,  = .76, Masculinity–Femininity,  = .71. As reported 

in Table 3.6, the overall Cronbach’s alpha of the CVSCALE based on the current 

study’s sample data was  = .79, and the respective Cronbach alphas were the 

corresponding dimensions were: Power Distance,  = .80; Uncertainty Avoidance, 

 = .81; Individualism–Collectivism,  = .83; and Masculinity–Femininity,  = 

.79. The reader is directed to Chapter 4 for an analysis of each of the CVSCALE’s 

items.  

Section C: eWOM activities. Section C represented the Intention construct 

in Ajzen’s (1991) theory of planned behavior. To measure electronic Word-of-

Mouth activities of passengers’ engagement in online communication regarding 

airlines’ products/services, I used a researcher-modified version of Sun et al.’s 

(2006) questionnaire. Sun et al. identified three behaviors of people engaging in 

online WOM activities: online opinion seeking, online chatting, and online 

forwarding. Online opinion seeking refers to behaviors of people when searching 

for information or advice to help make informed decisions. The consequences of 

online searching behaviors lead to online chatting and online forwarding behaviors. 

This pattern also is consistent with Chu and Kim (2011).    
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Sun et al.’s (2006) questionnaire consisted of 19 items partitioned into three 

subscales, which measured people’s attitudes and behaviors related to eWOM 

activities. Sun et al. reported an overall Cronbach’s alpha of  = .89. Items C1–C8 

represented the online opinion seeking subscale ( = .90), Items C9–C14 

represented the online forwarding subscale ( = .89), and Items C15–C19 

represented the online chatting subscale ( = .91). I modified these items to reflect 

an aviation context. For example, Sun et al. initially worded Item C1 as “I tend to 

seek out or search for others’ opinions or comments online regarding what music to 

listen to.” I modified this item to “I tend to seek out or search for others’ opinions 

or comments online regarding what U.S. airlines’ products and services to 

purchase.”  

Each item was scored on a 7-point Likert-type response scale of 1 = 

Strongly Disagree, 2 = Disagree, 3 = Slightly Disagree, 4 = Neutral, 5 = Slightly 

Agree, 6 = Agree, and 7 = Strongly Agree. Therefore, overall scores could range 

from 19 to 133, with higher scores signifying a stronger tendency for people to 

engage in eWOM activities. As reported in Table 3.6, the overall Cronbach’s alpha 

based on the current study’s sample was  = .94, and the respective reliability 

coefficients for the subscales were: online opinion seeking ( = .91), online 

forwarding ( = .94), and online chatting ( = .94). The reader is directed to 

Chapter 4 for an analysis of each of the eWOM activities’ items.  
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Section D: Purchasing involvement. Section D represented the Behavior 

construct in Ajzen’s (1991) theory of planned behavior. To measure activities that 

passengers believed to be relevant when they are involved in purchasing airlines’ 

products/services, I used a researcher-modified version of Karaatli’s (2015) 

Purchasing Involvement (PI) scale, which was developed from Slama and 

Tachian’s (1985) original scale. The PI scale consisted of 26 items partitioned into 

two major dimensions. The first 14 items focused on products and services offered 

by a company that consumers might consider purchasing, and the last 12 items 

focused on general consumer purchasing issues and were not related to anything 

specific. All items were measured on a 6-point Likert-type response scale of 1 = 

Strongly Disagree, 2 = Disagree, 3 = Somewhat Disagree, 4 = Somewhat Agree,     

5 = Agree, and 6 = Strongly Agree. Therefore, overall scores could range from 26 

to 156, with higher scores signifying a higher level of purchasing involvement. 

Karaatli reported an overall Cronbach’s alpha of  = .87, and a test-retest reliability 

of .88. 

Because the PI scale was not designed to measure purchasing involvement 

in the context of aviation, I modified the items. For instance, Karaatli’s (2015) 

initial wording of Item D2 was “When I am shopping for a new product, deciding 

which alternative to buy is an involving process for me.” I modified this item as 

“Whenever I have to consider the products and services offered by an airline, 

deciding which products or services to buy is an involving process for me.” As 
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reported in Table 3.6, the overall Cronbach’s alpha of the PI scale based on the 

current study’s sample data was  = .86. The reader is directed to Chapter 4 for an 

analysis of each of the PI’s items. 

Section E: Demographics and purchasing experiences. In the last section 

of the eWOM-PII, participants were asked to self-report specific demographic and 

purchase experience information including age, gender, frequent flyer status 

(whether or not they are members of an airline’s frequent flyer program), and 

Internet frequency use.  

Procedures 

Research methodology. The research methodology/design that best 

answered the current study’s research questions was explanatory correlational. This 

design was appropriate because the current study involved examining relationships 

among multiple factors associated with a single group (airline passengers). As a 

result, this design could be used to describe the relationship of the targeted factors 

on eWOM activities in the context of aviation, and to investigate the relationship of 

the targeted factors on passengers’ purchasing involvement. It also could be used to 

examine the role of eWOM as a mediating variable between the targeted factors 

and purchasing involvement of passengers. However, the reader is cautioned that 

any relationships among the targeted variables that the current study might identify 

cannot (and should not) be interpreted as a cause-and-effect relationship. 
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Human subjects research. Following university protocol, I submitted an 

application to FIT’s Institutional Review Board (IRB). Copies of all IRB related 

documents are provided in Appendix B.  

Study implementation. As described in the Instrumentation section, the 

eWOM-PII was used as the primary data collection instrument. I gave attention to 

the instrument’s content validity by having my adviser and professors in the 

business department review the modified items. I also administered the instrument 

as part of a preliminary study to a hypothetical sample to ensure that the items were 

written clearly, had no errors or ambiguity, and were easy to understand. Any 

confusing questions were resolved and developed together with my advisor before 

making the questionnaire accessible to participants. A pilot study with a sample of 

30 graduate students also was conducted to determine instrumentation reliability by 

calculating Cronbach’s alpha on the pilot study’s sample data. 

The final version of the questionnaire was made available in electronic form 

via SurveyMonkey. The link to access the questionnaire was distributed to the 

targeted colleges and universities throughout Florida that were affiliated with the 

University Aviation Association (UAA), and I requested the contact person(s) at 

these institutions to forward the web link to their graduate students via email. I 

started sending the web link to Embry-Riddle Aeronautical University, Florida 

Institute of Technology, Florida State University, Jacksonville University, Lynn 

University, Miami University, University of South Florida, University of Florida, 
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and University of Tampa on January 6, 2019. Some universities—including 

Jacksonville University, Florida State University, University of South Florida, and 

University of Florida—requested that I complete their IRB forms and survey 

request forms before they granted me access to their college/university. As a point 

of information, Miami University and the University of Tampa did not distribute 

the questionnaire because they were updating their survey policy. Students 

completed the questionnaire online without providing any self-identifying 

information. The data collection period was 2 months, which ended February 2019. 

During this time period, 416 individuals accessed the web link to complete the 

questionnaire. At the end of the data collection period, the data were downloaded to 

a Microsoft Excel file and imported into the statistical program JMP for data 

analysis. After all data analyses were completed, the online data were deleted from 

the host website.       

Threats to internal validity. Internal validity is the extent to which 

changes in the dependent variable can be directly attributed to the independent 

variables. If the threats to internal validity are not controlled, many plausible 

reasons other than the targeted factors or interested independent variables could 

influence the outcomes of the study. According to Ary, Jacobs, and Sorenson 

(2010), there are 12 threats to internal validity. A discussion of these threats and 

how they were minimized or controlled follows. 
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History. A history threat refers to specific events or conditions that occur 

during the course of a study. Such events or conditions could change the outcomes 

of the dependent variable or the results of a study (Ary et al., 2010). During the 

period of data collection, it is possible that unexpected events could emerge and 

have an impact on participants’ responses. As an example, consider the situation of 

an overbooked United Airlines flight in 2017. Security officers dragged a man off 

the plane with his face full of blood because he refused to give up his seat on an 

overbooked flight (Bacon & Mutzabaugh, 2017). Such an event could cause the 

overall brand image of United Airlines to look bad in the eyes of passengers, even 

though other factors such as passengers’ perceived value of the airline is high. 

When such unexpected events or conditions emerge during the course of a study, it 

is difficult to control the effect it might have on passengers’ attitudes toward U.S. 

airlines. Following Ary et al.’s (2010) recommendation, I was prepared to 

document any unexpected events that could be considered a history threat. None 

emerged during the data collection period. 

Maturation. Maturation refers to changes in the biology and/or psychology 

of participants over time, including participants’ age, experience level, and 

motivation. These changes could lead to different outcomes on the dependent 

variable (Ary et al., 2010). For example, if a researcher collected data from 

passengers over a long period of time such as 1 year, the results of the study would 

be impacted because passengers’ attitudes and behaviors could change over time. 
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Because I collected passenger data at one point in time from graduate students, the 

maturation threat to internal validity was not relevant to the current study. 

Testing. A testing threat refers to participants’ prior exposure to items on a 

post-assessment via a pre-assessment. Because participants previously have been 

exposed to the types of questions on the pre-assessment, they might perform better 

on the post-assessment. In the current study, some participants were field-tested the 

eWOM-PII prior to the actual implementation to help inform the instrument’s 

content validity and reliability. Therefore, it is possible that some participants were 

exposed to the questionnaire’s items. To control for this threat, I ensured that a 

reasonable amount of time elapsed between the beta and actual implementation of 

the study (at least 1 month).   

Instrumentation. The instrumentation threat refers to any changes in the 

instrument or its administration during a study’s implementation. This change 

could affect the outcomes of the study. Ary et al. (2010) reported that “changes 

may involve the type of measuring instrument, the difficulty level, the scorers, the 

way the tests are administered, using different observers for pre- and post-

measures, and so on” (p. 275). In the current study, this threat was not applicable 

because there were no changes to the researcher-prepared questionnaire or to its 

administration and scoring during the implementation of the study.  

Statistical Regression. According to Ary et al. (2000), statistical regression 

refers to the tendency for extreme scores to regress or move toward the common 
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mean on subsequent measures. For example, in the context of the current study, if 

passengers who have the lowest scores on trust level are selected for a special 

intervention to make them more vigilant to read online reviews before purchasing 

airlines’ products/services, the mean of this group would tend to move toward the 

mean of the population on a second measure independent of the application of an 

experimental treatment. Because I neither focused on any subgroup in my sample 

nor administer subsequent assessments, this threat was not applicable to the current 

study.  

Selection. The selection threat refers to a bias in sample selection, which 

could result in participants who are different prior to the application of a treatment. 

Because of this bias, the results of the study would be affected. For example, if a 

treatment group in a learning experiment has participants who are more intelligent 

than those in the control group, then the treatment group might perform better on 

the dependent measure even if this group does not receive the treatment. This threat 

was not applicable to the current study because (a) I employed a single group, 

namely, airline passengers, (b) no treatment was administered, and (c) there was no 

group membership variable that was used to compare experimental and control 

groups. 

Mortality. Mortality refers to the loss of participants (attrition) during the 

implementation of a study. For example, in the context of the current study, 

participants who have not had much experience flying with a major U.S. airline 
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might decide not to complete all of the questionnaire items or drop out of the study. 

This loss of participants could lead to biased results because the group that 

remained—for example, students who have extensive flying experience with a 

major U.S. airline and enjoy texting about their experiences—might have a higher 

level of purchasing perceptions, eWOM activities, and purchase involvement. The 

loss of participants during the course of a study not only could affect the outcomes 

of the study but also could lead to more limited generalizability because the final 

sample might not be representative of the initial target or accessible population. It 

also could reduce statistical power because the sample size might be smaller than 

the required minimum. To partially control for this threat, I acquired a relatively 

large sample (N = 416). However, 71 cases (17%) eventually were deleted due to 

incomplete data. Because of the nature of the incomplete data, I was unable to 

compare demographics between the final sample (N = 345) and the deleted sample 

(N = 77). Nevertheless, the final sample size was sufficiently large enough relative 

to a priori power analyses, but the final sample was more homogeneous than 

expected and hence it is possible that the sample was note representative of the 

target/accessible populations, and generalizability was reduced.  

Selection-maturation interaction. The selection-maturation interaction, 

which is a combination of the selection and maturation threats, refers to the 

changes in a dependent variable due to subjects with different maturation rates in a 

treatment group. The interaction between those selected for treatment and their 
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maturation could be mistaken for a treatment effect. Because the current study 

involved a single group, was relatively short in duration, and did not involve any 

treatment, this threat was not applicable to the current study.  

Experimenter effect. An experimenter effect refers to the unintentional bias 

of the researcher during data collection with respect to the experimenter’s 

characteristics such as age, gender, level of education, or any other bias or 

stereotype. Because the current study was implemented electronically via an online 

survey site, this threat was not applicable to the current study. 

Subject effect. Subject effect refers to the changes in subjects’ attitudes 

during the course of a study due to the way in which participants perceive the 

treatment. According to Ary et al. (2000) there are two types of subject effects. The 

first is the Hawthorne effect and pertains to participants in a treatment group, and 

the second is the John Henry effect and pertains to participants in a control group. 

With respect to the former, it is possible that participants might perform better than 

expected simply because of the attention they are receiving. With respect to the 

latter, it is possible that participants in a control group also might perform better 

than expected because they want to demonstrate that they are just as good as the 

treatment group. It also is possible for participants in a control group to experience 

“resentful demoralization” if they discover they are receiving something less 

desirable when compared to the treatment group. Because the current study did not 

involve treatment and control groups, this threat was not applicable. 
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Diffusion. Diffusion refers to communication about a treatment between 

treatment and control groups. If participants in the treatment group discuss the 

treatment it is receiving with participants in the control group, this could cause a 

“placebo” effect leading both groups to have related results on the dependent 

measure. Because I did not have treatment and control groups this threat was not 

applicable to the current study.   

Location. The location threat refers to changes in the environment where 

the study takes place that could influence the results. As an example, consider the 

situation where participants are being assessed in a setting that is environmentally 

more comfortable than one that is uncomfortable. It is conceivable that participants 

assessed in a comfortable place might have better performance than those assessed 

in an uncomfortable location. With respect to the current study, because the 

questionnaire was accessible electronically, I presumed that participants would 

complete the questionnaire in a comfortable and stress-free environment. As a 

result, I do not believe the location threat had an impact on the current study. 

Treatment verification and fidelity. According to Shaver (1983), 

researchers should ensure the integrity of their independent variables because 

verification is important to the valid interpretation of effects and estimation of the 

generalizability of the results. The research findings also should be derived from 

the empirical confirmation of a study’s independent variables. Moreover, 

ecological validity is needed for replication and therefore the details of a study’s 
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independent variables are needed for an appropriate determination of possible 

replication. If the independent variables are not clearly confirmed, then it is 

possible that the primary research results could lead to non-significant results.   

Based on Shaver’s (1983) guidelines, I confirmed that the independent 

variables in the current study represented the information that influenced eWOM 

activities and purchasing involvement. This is because each targeted independent 

variable was extracted from literature reviews that provided evidence of such 

relationships. I also performed a preliminary analysis to ensure that the variables I 

targeted were consistent with the sample data. To ensure the independent variables 

of the current study could be replicated, I provided detailed descriptions of each 

variable in the Instrumentation section and a summary of descriptions in Table 3.7. 

Data Analysis 

Data analysis was accomplished by performing various descriptive and 

inferential statistical procedures via JMP. For descriptive statistics, I calculated and 

reported measures of central tendency, variability, and position. The results of these 

analyses are presented in both narrative and table forms in Chapter 4.  

The primary inferential statistics procedure was multiple regression. A 

hierarchical regression analysis was used to examine the relationship among the 

targeted variables and predict which factors influence eWOM activities and airline 

passengers’ purchasing involvement. This statistical strategy also was used to 

evaluate the extent to which eWOM activities was a mediating variable. This  
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Table 3.7 

Summary and Description of Initial Sets of Independent and Dependent Variables 

Sets/Variables Description 

Set A = Purchasing Perceptions 

X1 = Satisfaction X1 was continuous and measured participants’ perceived level of 

satisfaction with major U.S. airlines’ products/services (Items A1–A2). 

X2 = Loyalty X2 was continuous and measured participants’ perceived loyalty toward 

U.S. airlines’ products/services with respect to recommending these 

products/services to others and/or the likelihood of repeat purchases 

(Items A5–A7). 

X3 = Perceived value X3 was continuous and measured participants’ perceived value of an 

airline’s products/services (Items A13–A14). 

X4 = Service quality X4 was continuous and measured participants’ attitudes toward the 

quality of airline services (Items A3, A4, A8–A12). 

Set B = Social Environment 

X5 = Age X5 was continuous and measured participants’ age in years.  

X6 = Gender X6 was categorical and compared participants’ sex (Male vs. Female) 

and was dummy coded with Male as the reference group. 

X7a, X7b, X7c, X7d = 

Cultural differences 

X7a –X7d were continuous and measured participants’ cultural 

orientation based on Hofstede’s (1980, 2001) cultural dimensions 

where X7a = Power Distance, X7b = Uncertainty Avoidance, X7c = 

Individualism–Collectivism, and X7d = Masculinity–Femininity.  

Set C = Experiences 

X8 = Frequent flyer X8 was categorical and represents the comparison between participants 

who participate in a frequent flyer program vs. those who do not and 

was dummy coded with Frequent flyer as the reference group. 

X9a, X9b, X9c = Internet 

use frequency 

X9a, X9b, and X9c were categorical that measured participants’ weekly 

Internet usage: 1–5 hours/week, more than 5 hours to 10 hours/week, 

more than 10 hours to 20 hours/week, and more than 20 hours/week. 

This was dummy coded with the latter group as the reference group. 

Dependent Variables 

Y1= eWOM activities Y1 was a dependent, continuous variable relative to the targeted factors 

and measures passengers’ willingness to engage in eWOM activities. It 

also was an IV relative to Y2. 

Y2 = Purchasing 

involvement  

Y2 was a dependent, continuous variable that measured participants’ 

level of purchasing involvement.  

 

statistical method was appropriate because the targeted factors and the dependent 

variables were defined via numerical data and in the form of continuous variables. 

This strategy also prevented or reduced inflated alpha levels due to the number of 



115 

 

independent variables by examining these variables as functional sets to enhance 

power and decrease standard errors. 

Based on the Ajzen’s (1991) theory of planned behavior, the targeted 

factors of the current study were partitioned into three functional sets: Set A = 

Purchasing Perceptions, Set B = Social Environment, and Set C = Experiences. As 

illustrated in Figure 1.1 (Chapter 1) and summarized in Table 3.7, the current study 

initially included 14 independent variables (IVs) and two dependent variables 

(DVs). All variables were targeted to test the study’s hypotheses. A brief 

description of each set/variable follows:  

Set A = Purchasing perceptions. Set A consisted of four variables: X1 = 

Satisfaction, X2 = Loyalty, X3 = Perceived Value, and X4 = Service Quality. All four 

IVs were continuous and measured, respectively, participants’ perceived level of 

satisfaction, loyalty, perceived value, and service quality with respect to U.S. 

airlines’ products/services. 

Set B = Social environment. Set B consisted of six variables. X5 = Age was 

a continuous variable that measured participants’ age in years. X6 = Gender was a 

categorical variable that compared Male vs. Female participants and was dummy 

coded with Males as the reference group. X7a, X7b, X7c, X7d = Cultural Differences 

were continuous and measured participants’ cultural orientation based on 

Hofstede’s (1980, 2001) cultural dimensions: X7a = Power Distance, X7b = 
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Uncertainty Avoidance, X7c = Individualism–Collectivism, and X7d = Masculinity–

Femininity.  

Set C = Experiences. Set C consisted of four variables. X8 = Frequent flyer 

status was a categorical variable that compared participants’ who participated in an 

airline’s frequent flyer program vs. those who do not and was dummy coded with 

Frequent flyer as the reference group. X9a, X9b, and X9c = Internet use frequency 

were categorical variables that measured participants’ weekly Internet usage with 

respect to four groups: 1–5 hours/week, more than 5 hours to 10 hours/week, more 

than 10 hours to 20 hours/week, and more than 20 hours/week, with this latter 

group as the reference group.  

Dependent Variables. There were two dependent variables. Y1 = eWOM 

activities was continuous and measured participants’ willingness to engage in 

eWOM activities. It was also presumed to be a mediating variable between the 

targeted factors and purchasing involvement, and in this latter context it was an 

independent variable. Y2 = Purchasing involvement was a continuous variable that 

measured participants’ level of purchasing involvement. 
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Chapter 4 

Results 

Introduction 

This chapter contains a discussion of the data analysis results and is 

organized and presented in three main sections. The first section contains a 

summary of the descriptive statistics relative to purchasing perceptions, cultural 

differences, and electronic Word-of-Mouth (eWOM) activities. Included are 

summaries of participants’ responses to the 14-item Purchasing Perceptions scale, 

the 20-item Cultural Value Scale (CVSCALE), the 19-item eWOM activities scale, 

and the 26-item Purchasing Involvement (PI) scale. 

The second section contains a summary of the inferential statistics results 

and is partitioned into four subsections. The first subsection presents a discussion 

of the various preliminary data screening activities, including modifications made 

to the data set to prepare it for analysis, missing data analysis, outlier analysis, and 

multiple regression assumptions. The next three subsections contain a discussion of 

the various primary analyses that were performed. These include: (a) a hierarchical 

multiple regression analysis in which eWOM activities was regressed on the 

various factors associated with Set A = Purchasing Perceptions, Set B = Social 

Environment, and Set C = Experiences (see Figure 1.1); (b) a hierarchical multiple 

regression analysis in which Purchasing Involvement was regressed on Sets A, B. 

and C, and eWOM activities; and (c) mediation analyses that examined the extent 
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to which eWOM activities mediated the relationships between the various factors in 

Sets A, B, and C, and Purchasing Involvement. The last section of the chapter 

presents the results of hypothesis testing that corresponded to the research 

questions outlined in Chapter 1.  

Descriptive Statistics 

 The primary data collection instrument was the eWOM Purchasing 

Involvement Index (PII), which consisted of five sections. Section A contained the 

Purchasing Perceptions scale, Section B contained the CVSCALE, Section C 

contained eWOM activities scale, Section D contained the Purchasing Involvement 

scale, and Section E contained items related to participants’ demographics and 

purchasing experiences. The eWOM-PII was accessible via SurveyMonkey for a 2-

month period ending February 2019. During this time frame 416 people accessed 

the instrument of which 345 participants completed all of the study’s protocols (a 

response rate of 82.9%). A summary of participants’ responses relative to the first 

four sections of the eWOM-PII follows. The reader is reminded that participants’ 

demographics and purchasing experiences contained in Section E are given in 

Chapter 3, Tables 3.1, 3.2, and 3.3. 

Section A: Purchasing perceptions. Section A consisted of 14 items 

measured on a traditional 5-point Likert response scale to indicate passengers’ 

perceptions relative to the products and services they purchased from airlines. 

Thus, overall scores could range from 14 to 70, with higher scores signifying a 
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positive purchasing perception toward major U.S. airlines’ products and services. 

The overall mean score was M = 46.14 (SD = 9.13), which was approximately 4 

points higher than the midrange of 42. This suggests that participants’ overall 

perceptions toward U.S. airlines’ products and services were generally favorable. 

As summarized in Table 4.1, when each item was examined individually, 

though, the mean responses for 12 of the 14 items were in the neutral-to-agreed 

category, ranging between M = 2.92 and M = 3.66. This suggests that participants’ 

overall purchasing perceptions toward U.S. airlines’ products and services were 

neither exceptionally positive nor negative. The two noteworthy exceptions were: 

(a) Item A11 = “The airline personnel of the U.S. airlines I use to fly domestically 

or internationally are experienced and well trained”; and (b) Item A13 = “The 

prices for products and services such as headsets, in-flight meals/beverages, and 

checked baggage I purchase from the U.S. airlines I use to fly domestically or 

internationally are reasonable.” Item A11 had the highest mean and lowest standard 

deviation (M = 3.92, SD = 0.80), which indicates that participants perceived airline 

personnel to be experienced and well trained. Item A13, however, had the lowest 

mean and second highest standard deviation (M = 2.51, SD = 1.13), which suggests 

that participants perceived the fees airlines charge for various products and services 

are not reasonable.  

The 14-item Purchasing Perceptions scale also consisted of four 

dimensions, which reflected passengers’ Satisfaction Level, Loyalty, Perceived  
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Table 4.1 

Summary of Descriptive Statistics Results for the 14-Item Purchasing Perceptions Scale 

Item Statement M SD 

A1  Overall, I am happy with the products and services I purchase that are offered 

by the U.S. airlines I use when flying domestically or internationally.  

3.40 0.95 

A2  The products and services I purchase that are offered by the U.S. airlines I 

use to fly domestically or internationally meet my expectations.  

3.47 0.93 

A3 Overall the U.S. airlines I use to fly domestically or internationally have fast 

and efficient working procedures such as check-in, baggage claim service, 

and solutions to flight delays and/or cancelations.  

3.49 0.99 

A4 The U.S. airlines I use to fly domestically or internationally place high 

importance and are sensitive to passengers’ interests such as comfortable 

seats and on-time flight arrivals and departures.  

2.92 1.11 

A5 Of the various products and services offered by the U.S. airlines I use to fly 

domestically or internationally, I feel more attached to one particular airline’s 

products and services.  

3.36 1.21 

A6a I intend to make future purchases of the products and services from the U.S. 

airline I mostly use to fly domestically or internationally.  

3.66 1.07 

A7 I recommend the products and services I purchase from the U.S. airlines I 

use when flying domestically or internationally to those who ask my advice.  

3.29 1.09 

A8 The U.S. airlines I use to fly domestically or internationally provide adequate 

in-flight amenities such as WiFi, headsets, blankets, and entertainment 

choices for passengers on board the aircraft.  

3.16 1.18 

A9 When an unexpected problem emerges such as lost luggage or a 

malfunctioning in-flight entertainment unit, the U.S. airlines I use to fly 

domestically or internationally address the problem right the first time.  

3.16 0.93 

A10b The U.S. airlines I use to fly domestically or internationally provide their 

services for customers promptly.  

3.46 0.92 

A11 The airline personnel of the U.S. airlines I use to fly domestically or 

internationally are experienced and well trained.  

3.92 0.80 

A12 Personnel working for the U.S. airlines I use to fly domestically or 

internationally put themselves in the place of the passengers when providing 

service.  

3.18 0.95 

A13 The prices for products and services such as headsets, in-flight 

meals/beverages, and checked baggage I purchase from the U.S. airlines I 

use to fly domestically or internationally are reasonable.  

2.51 1.13 

A14 From my experience in purchasing products and services from the U.S. 

airlines I use to fly domestically or internationally, I feel that I receive good 

quality.  

3.14 1.00 

Note. N = 345. All items were measured on a traditional 5-point Likert response scale ranging from 1 = Strongly 

Disagree to 5 = Strongly Agree. The overall score mean score was M = 46.14 (SD = 9.13).  The scale also was 

partitioned into four dimensions: Satisfaction (A1–A2), Loyalty (A5–A7), Service Quality (A3, A4, A8–A12), 

and Perceived Value (A13–A14). See Table 4.2 for additional information about these subscales.  
aN = 344. bN = 343. 
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Table 4.2 

Summary of Descriptive Statistics Results for the Dimensions of the 14-Item Purchasing 

Perceptions Scale 

Dimensiona (Item Numbers) 

Possible 

Range Midrangeb M SD Cronbach’s α 

Satisfaction (A1–A2) 2–10 6.0 6.88 1.76 .84 

Loyalty (A5–A7) 3–15 9.0 10.31 2.81 .78 

Perceived Value (A13–A14) 2–10 6.0 5.65 1.86 .70 

Service Quality (A3, A4, A8–A12) 7–35 21.0 23.29 4.86 .82 

Overall (A1–A14) 14–70 42.0 46.14 9.13 .89 

Note. N = 345. All items of the purchasing perceptions were measured on a traditional 5-point Likert response 

scale ranging from 1 = Strongly Disagree to 5 = Strongly Agree (see also Table 4.1).  
aSatisfaction assessed the degree to which participants believed that using airline services evoked positive 

feelings. Loyalty assessed the level of participant commitment to repurchase a preferred airline product/service 

consistently in the future. Perceived Value assessed the utility of airlines’ products/services based on 

participants’ perceptions of what is received and what is given. Service Quality assessed passengers’ attitudes 

toward the quality of airline services’ reliability, empathy, assurance, tangibles, and responsiveness. bThe 

midrange was calculated by adding the low and high values of the possible range and dividing the sum by 2. 

 

Value, and Service Quality with respect to U.S airlines’ products and services. A 

summary of the results relative to these dimensions is provided in Table 4.2, and a 

discussion of each dimension follows.  

Satisfaction. Items A1 and A2 assessed passengers’ satisfaction toward 

U.S. airlines’ products and services. As reported in Table 4.2, the mean Satisfaction 

score was M = 6.88 (SD = 1.76), the possible range was from 2 to 10, and the 

midrange was 6. These results infer that participants’ overall satisfaction toward 

U.S. airlines’ products and services was slightly positive.  

Loyalty. Item A5–A7 assessed passengers’ loyalty toward U.S. airlines’ 

products and services in terms of affective, conative (behavioral), and action. As 

reported in Table 4.2, the mean Loyalty score was M = 10.31 (SD = 2.81), the 

possible range was from 3 to 15, and the midrange was 9. These results indicate 
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that participants’ overall loyalty toward U.S. airlines’ products and services was 

slightly positive.  

Perceived value. Items A13 and A14 assessed passengers’ perceived value 

of U.S. airlines’ products and services. As reported in Table 4.2, the mean 

Perceived Value score was M = 5.65 (SD = 1.86), the possible range was from 2 to 

10, and the midrange was 6. These results suggest that participants’ overall 

perceived value of U.S. airlines’ products and services was slightly negative.  

Service quality. Item A3, A4, and A8–A12 assessed passengers’ perceptions 

of service quality toward U.S. airlines’ products and services. As reported in Table 

4.2, the mean Service Quality score was M = 23.29 (SD = 4.86), the possible range 

was from 7 to 35, and the midrange was 21. These results indicate that participants 

generally had a positive attitude toward U.S. airlines’ service quality.  

Section B: Social environment. Section B contained the 20-item Cultural 

Value scale (CVSCALE), which measured at the individual level four of 

Hofstede’s (1980, 2001) dimensions: Power Distance, Uncertainty Avoidance, 

Individualism–Collectivism, and Masculinity–Femininity. Items were scored on a 

traditional 5-point Likert response scale ranging from 1 = Strongly Disagree to 5 = 

Strongly Agree with higher scores representing a stronger orientation relative to 

each dimension. A summary of the individual responses is provided in Table 4.3, 

and a summary of the results relative to four cultural dimensions is provided in 

Table 4.4. A discussion of each dimension follows. 
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Table 4.3 

Summary of Descriptive Statistics Results for the 20-Item CVSCALE 

Item Statement M SD 

B1  People in higher positions should make most decisions without consulting 

people in lower positions. 

1.88 1.02 

B2 People in higher positions should not ask the opinions of people in lower 

positions too frequently. 

1.97 1.07 

B3 People in higher positions should avoid social interaction with people in 

lower positions. 

1.43 0.76 

B4 People in lower positions should not disagree with decisions by people in 

higher positions. 

1.72 0.85 

B5 People in higher positions should not delegate important tasks to people in 

lower positions. 

1.86 0.90 

B6 It is important to have instructions spelled out in detail so that I always 

know what I’m expected to do. 

3.94 0.97 

B7 It is important to closely follow instructions and procedures. 4.16 0.78 

B8 Rules and regulations are important because they inform me of what is 

expected of me. 

4.25 0.66 

B9 Standardized work procedures are helpful. 4.31 0.69 

B10a Instructions for operations are important. 4.46 0.59 

B11b Individuals should sacrifice self-interest for the group. 3.30 0.92 

B12 Individuals should stick with the group even through difficulties. 3.47 0.89 

B13 Group welfare is more important than individual rewards. 3.42 0.92 

B14 Group success is more important than individual success. 3.45 0.92 

B15c Individuals should only pursue their goals after considering the welfare of 

the group. 

3.02 1.01 

B16 Group loyalty should be encouraged even if individual goals suffer. 2.76 0.99 

B17 It is more important for men to have a professional career than it is for 

women. 

1.46 0.90 

B18 Men usually solve problems with logical analysis; women usually solve 

problems with intuition. 

1.81 1.02 

B19d Solving difficult problems usually requires an active, forcible approach, 

which is typical of men. 

1.78 1.08 

B20 There are some jobs that a man can always do better than a woman. 2.41 1.43 

Note. N = 345. All items of the CVSCALE were measured on a traditional 5-point Likert response scale ranging 

from 1 = Strongly Disagree to 5 = Strongly Agree. The overall score mean score was M = 56.87 (SD = 8.39). 

The scale also was partitioned into four dimensions: Power Distance (B1–B5), Uncertainty Avoidance (B6–

B10), Individualism–Collectivism (B11–B16), and Masculinity–Femininity (B17–B20). See Table 3.3 (Chapter 

3) and Table 4.4 for additional information about these dimensions.  
aN = 344. bN = 344. cN = 344. dN = 343. 
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Table 4.4 

Summary of Descriptive Statistics Results for the Dimensions of the 20-Item CVSCALE 

Dimensiona (Item Numbers) 

Possible 

Range Midrangeb M SD 

Cronbach’s 

α 

Power Distance (B1–B5) 5–25 15.0 8.86 3.46 .80 

Uncertainty Avoidance (B6–B10) 5–25 15.0 21.13 2.83 .81 

Individualism–Collectivism  

(B11–B16) 
6–30 18.0 19.42 4.13 .83 

Masculinity–Femininity  

(B17–B20) 

4–20 12.0 7.46 3.55 .79 

Overall (B1–B20) 20–100 60.0 56.87 8.39 .79 

Note. N = 345. All items of the CVSCALE were measured on a traditional 5-point Likert response scale ranging 

from 1 = Strongly Disagree to 5 = Strongly Agree. See also Table 3.3 (Chapter 3) and Table 4.3.  
aPower Distance assessed the extent to which participants expect and accept that power is distributed unequally. 

Higher scores represent a higher Power Distance culture. Uncertainty Avoidance assessed the extent to which 

participants feel uncomfortable or threatened by uncertainty or unknown situations. Higher scores represent a 

higher Uncertainty Avoidance culture. Individualism–Collectivism assessed the extent to which the needs and 

aspirations of individuals get priority and importance compared to needs of others. Higher scores represent a 

higher Collectivist culture. Masculinity–Femininity assessed differences in assertiveness, performance, 

independence, and role differentiation with respect to gender. Higher scores represent a higher Masculine 

culture. bThe midrange was calculated by adding the low and high values of the possible range and dividing the 

sum by 2. 

 

Power distance. Items B1–B5 measured the Power Distance of the 

respondents. The reader will recall that in low Power Distance cultures, the focus is 

on equal rights, which means members of a society believe that inequalities among 

people are not acceptable whereas in high Power Distance cultures members expect 

and accept that power is distributed unequally. As reported in Table 4.4, the overall 

Power Distance mean score was M = 8.86 (SD = 3.46), the possible range was 5–

25, and the midrange was 15. These results indicate that participants came from a 

low Power Distance culture. In the context of the current study, this implies that 

participants would be more likely to search for reliable information before making 

a purchasing decision than believe the information they receive from authorities or 
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company-provided information. These results are confirmed from the mean 

responses to Items B1–B5 given in Table 4.3: The means for these five items, 

which favor a high-power distance, varied from M = 1.43 to M = 1.97, and the 

corresponding standard deviations were relatively low varying from SD = 0.76 to 

SD = 1.07. These results reflect a Disagree to Strongly Disagree response to the 

given statements with little variability in the responses.  

Uncertainty avoidance. Items B6–B10 measured the level of Uncertainty 

Avoidance of the respondents. The reader will recall that members of low 

Uncertainty Avoidance cultures tend to have a high tolerance for ambiguity and are 

more likely to engage in risk-taking behaviors. In high Uncertainty Avoidance 

cultures, though, members tend to favor strict rules and regulations to minimize 

uncertainty and reduce anxiety, and therefore are more risk-aversive. As reported in 

Table 4.4, the overall mean Uncertainty Avoidance score was M = 21.13 (SD = 

2.83), the possible range was 5–25, and the midrange was 15. These results indicate 

that participants came from a high Uncertainty Avoidance culture. In the context of 

the current study, this implies that participants would be more likely to search for 

and exchange information with others before making a purchasing decision to 

minimize the level of risk and uncertainty associated with their purchase. These 

results are confirmed from the mean responses to Items B6–B10 given in Table 4.3: 

The means for these five items, which favor structure and rules, varied from M = 

3.94 to M = 4.46, and the corresponding standard deviations were low varying from 
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SD = 0.59 to SD = 0.97. These results reflect an Agree to Strongly Agree response 

to the given statements with little variability in the responses. 

Individualism–Collectivism. Items B11–B16 measured the Individualism–

Collectivism dimension. The reader will recall that the focus for members of 

individualist cultures is on “me” whereas in collectivist cultures the emphasis is on 

“we.” As reported in Table 4.4, the overall mean Individualism–Collectivism score 

was M = 19.42 (SD = 4.13), the possible range was 6–30, and the midrange was 18. 

These results indicate a slight nod toward a collectivist culture, although the overall 

results do not strongly favor one characteristic over the other. These results are 

confirmed from the mean responses to Items B11–B16 given in Table 4.3. As 

worded, these items favored collectivism. With one exception (Item B16, M = 2.76, 

SD = 0.99), the mean responses for these items hovered around “neutral” ranging 

from M = 3.02 to M = 3.47, and the corresponding standard deviations were 

relatively low varying from SD = 0.89 to SD = 1.01. In the context of the current 

study, this implies that although there was no clear consensus, participants probably 

would rely on the recommendations made by others within their group to guide 

purchasing decisions. 

Masculinity–Femininity. Items B17–B20 measured the Masculinity–

Femininity dimension. The reader will recall that this dimension addresses the 

differentiation between gender roles. For example, the corresponding values of a 

masculine culture include traditional traits such as strength, dominance, 
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assertiveness, and material success whereas the corresponding values of a feminine 

culture include being supportive and caring, placing importance on quality of life, 

and focusing on relationships. In other words: ego vs. relationships. As reported in 

Table 4.4, the overall mean Masculinity–Femininity score was M = 7.46 (SD = 

3.55), the possible range was 4–20, and the midrange was 12. These results indicate 

that participants’ behaviors were more in line with feminine characteristics. These 

results are consistent with the sample demographics reported in Table 3.1 (Chapter 

3): Two thirds of the 350 participants (N = 227) were female. In the context of the 

current study, this implies that participants’ purchase decision behavior would most 

likely focus on products and services that were consistent with feminine traits. 

These results are confirmed from the mean responses to Items B17–B20 given in 

Table 4.3: The means for these four items, which favored masculinity, varied from 

M = 1.46 to M = 2.41, and the corresponding standard deviations were relatively 

stable ranging from SD = 0.90 to SD = 1.43. These results reflect a Disagree to 

Strongly Disagree response to the given statements. 

Section C: eWOM activities. Section C consisted of 19 items that 

measured participants’ behavior relative to eWOM activities in three dimensions: 

Online Opinion Seeking, Online Chatting, and Online Forwarding. Each item was 

scored on a 7-point Likert-type response scale. Therefore, overall scores could 

range from 19 to 133, with higher scores signifying a stronger tendency for people 

to engage in eWOM activities. The overall mean was M = 65.31 (SD = 24.23),  
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Table 4.5 

Summary of Descriptive Statistics Results for the 19-Item eWOM Activities Scale 

Item Statement M SD 

C1 I tend to seek out or search for others’ opinions or comments online regarding 

what U.S. airlines’ products and services to purchase. 

4.29 1.80 

C2 I tend to search for the latest online information on U.S. airlines’ products and 

services before I buy. 

4.75 1.78 

C3 Over the Internet, I tend to seek the advice of my friends regarding which U.S. 

airlines’ products and services I should purchase. 

3.96 1.75 

C4 When I consider choosing U.S. airlines’ products and services, I seek other 

people for advice via email, Twitter, Facebook, or web reviews. 

3.51 1.85 

C5 I feel more comfortable buying U.S. airlines’ products and services when I 

have gotten other people’s opinions on it over the Internet. 

4.25 1.75 

C6 I tend to consult other people over the Internet to help me choose what U.S. 

airlines’ products and services to buy. 

3.40 1.74 

C7 I like to seek out negative reviews about U.S. airlines’ products and services 

on web sites before I make a purchasing decision. 

4.13 1.79 

C8 I like to seek out positive reviews about U.S. airlines’ products and services on 

web sites before I make a purchasing decision. 

4.19 1.69 

C9 I tend to use the “Send this site to my friend” function in a web site when I 

find interesting information about U.S. airlines’ products and services. 

2.71 1.81 

C10 I like to forward my friends’ emails containing information or opinions about 

U.S. airlines’ products and services that I like. 

2.48 1.70 

C11 When I receive a forwarded email about a U.S. airline’s products and services 

that my friend would like, I will forward that email to her/him. 

2.99 1.96 

C12 I like forwarding interesting emails about products and services of U.S. 

airlines from one group of my friends to another. 

2.54 1.71 

C13 I tend to forward my friends’ positive reviews on U.S. airlines’ products and 

services. 

2.68 1.79 

C14 I tend to forward my friends’ negative reviews on U.S. airlines’ products and 

services.    

2.70 1.79 

Note. N = 345. All items of the eWOM activities were measured on a 7-point Likert-type response scale of 1 = 

Strongly Disagree, 2 = Disagree, 3 = Slightly Disagree, 4 = Neutral, 5 = Slightly Agree, 6 = Agree, and 7 = 

Strongly Agree. This scale also had three subscales: Online Opinion Seeking (C1–C8), Online Forwarding 

(C9–C14), and Online Chatting (C15–C19). See Table 4.6 for additional information about these subscales. 
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Table 4.5 

Summary of Descriptive Statistics Results for the 19-Item eWOM Activities Scale (Continued) 

Item Statement M SD 

C15 While chatting online about products and services of U.S. airlines, I like to 

share with others some interesting U.S. airlines’ products and services that I 

have experienced. 

3.40 1.88 

C16 While chatting online about products and services of U.S. airlines, I like to 

share with others my favorite U.S. airlines’ products and services. 

3.34 1.87 

C17 While chatting online about products and services of U.S. airlines, people tend 

to ask for my opinions. 

3.40 1.82 

C18 While chatting online about products and services of U.S. airlines, I tend to 

persuade others to buy products and services of the U.S. airlines that I like. 

3.19 1.76 

C19a While chatting online about U.S. airlines I use to fly domestically or 

internationally, I tend to persuade others to select the U.S. airlines that I like. 

3.37 1.89 

Note. N = 345. All items of the eWOM activities were measured on a 7-point Likert-type response scale of 1 = 

Strongly Disagree, 2 = Disagree, 3 = Slightly Disagree, 4 = Neutral, 5 = Slightly Agree, 6 = Agree, and 7 = 

Strongly Agree. This scale also had three subscales: Online Opinion Seeking (C1–C8), Online Forwarding 

(C9–C14), and Online Chatting (C15–C19). See Table 4.6 for additional information about these subscales. 
aN = 344. 

 

which was approximately 10.5 points lower than the midrange of 76. Although this 

indicates a low tendency to engage in eWOM activities, the high standard deviation 

complicates this interpretation. This high degree of variability also is evident 

among the responses to the individual items. As summarized in Table 4.5, the 

reader will note that the standard deviations ranged from SD = 1.69 to SD = 1.96. 

The reader also will note from Table 4.5 that when examined in the presence of 

their corresponding standard deviations, most of the mean responses were relatively 

“neutral” (M = 3.0). This also applies to what some readers might consider 

noteworthy exceptions such as Items C1, C2, C5, C7, and C8, which all had mean 

scores higher than 4.0 and therefore were in the Agree to Strongly Agree category. 

However, their respective standard deviations were close to 2, which makes the  
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Table 4.6 

Summary of Descriptive Statistics Results for the Dimensions of the eWOM Activities Scale 

Dimensiona (Item Numbers) 

Possible 

Range Midrangeb M SD Cronbach’s α 

Online Opinion Seeking (C1–C8) 8–56 32.0 32.49 11.09 .91 

Online Forwarding (C9–C14) 6–42 24.0 16.12 9.37 .94 

Online Chatting (C15–C19) 5–35 20.0 16.70 8.35 .94 

Overall (C1–C19) 19–133 76.0 65.31 24.23 .94 

Note. N = 345. All items of the eWOM activities were measured on a 7-point Likert-type response scale 

ranging from 1 = Strongly Disagree to 7 = Strongly Agree (see also Table 4.5).  
aOnline Opinion Seeking assessed the extent of participants’ intention to search for acquiring useful information 

before making a purchase decision. Online Forwarding assessed the extent of participants’ intention to forward 

information relative to U.S. airlines’ products/services to others. Online Chatting assessed the extent of 

participants’ intention to talk about U.S. airlines’ products/services to others. bThe midrange was calculated by 

adding the low and high values of the possible range and dividing the sum by 2. 

 

results unstable. When each dimension was considered separately, though, a clearer 

picture emerged about participants’ eWOM activities. A summary of the results 

relative to these dimensions is provided in Table 4.6, and a discussion of each 

dimension follows.  

Online opinion seeking. Items C1–C8 assessed participants’ intention to 

search for acquiring useful information before making a purchasing decision. As 

reported in Table 4.6, the mean score was M = 32.49 (SD = 11.09), the possible 

range was 8–56, and the midrange was 32. These results indicate that participants 

were somewhat reserved in their behavior to seek online opinions relative to major 

U.S. airlines’ products and services prior to making a purchasing decision.  

Online forwarding. Items C9–C14 assessed participants’ intention to 

forward to others information about U.S. airlines’ products and services. As 

reported in Table 4.6, the mean score was M = 16.12 (SD = 9.37), the possible 
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range was 6–42, and the midrange was 24. These results indicate that participants’ 

intention to forward online information about major U.S. airlines’ products and 

services to others was relatively low.  

Online chatting. Items C15–C19 assessed participants’ intention to talk 

about U.S. airlines’ products and services to others electronically. As reported in 

Table 4.6, the mean score was M = 16.70 (SD = 8.35), the possible range was 5–35, 

and the midrange was 20. These results indicate that participants’ intention to chat 

online about major U.S. airlines’ products and services with others was low.  

Section D: Purchasing involvement. Section D consisted of a researcher-

modified version of Karaatli’s (2015) Purchasing Involvement scale to measure 

activities that passengers believed to be relevant when they are involved in 

purchasing airlines’ products and services. The scale consisted of 26 items and used 

a 6-point Likert-type response scale of 1 = Strongly Disagree, 2 = Disagree, 3 = 

Somewhat Disagree, 4 = Somewhat Agree, 5 = Agree, and 6 = Strongly Agree. 

Therefore, overall scores could range from 26 to 156, with higher scores signifying 

a higher level of purchasing involvement. The overall mean was M = 106.76 (SD = 

16.16), which was 15.76 points higher than the midrange of 91. This suggests that 

participants’ overall purchasing involvement was high. 

As reported in Table 4.7, 11 of the 26 items were positively worded (D1–

D7, D10, D16, D17, D26) and 15 were oppositely worded (D8, D9, D11–D15, 

D18–D25). Focusing on the positively worded items, which reflect a tendency to  
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Table 4.7 

Summary of Descriptive Statistics Results for the 26-Item Purchasing Involvement Scale 

Itema Statementb M SD 

D1  I feel like I have to consider many alternatives as possible to ensure that the 

purchases I make relative to the products and services offered an airline are 

best for me.  

4.54 1.26 

D2  Whenever I have to consider the products and services offered by an airline, 

deciding which products or services to buy is an involving process for me.   

4.14 1.31 

D3  I prefer to consult as many websites as necessary to make sure I am getting 

the best buy.  

4.28 1.39 

D4  Deciding which airlines’ products and/or services to purchase requires a lot 

of thought on my part.  

4.02 1.38 

D5  Being an informed consumer with respect to purchasing an airline’s 

products/services is worth the extra time it takes.  

4.46 1.20 

D6  It is part of my value system to shop around for the best buy.  4.71 1.15 

D7   I am willing to spend extra time reviewing various websites to get the least 

expensive price when planning or taking a flight on a U.S. airline. 

4.77 1.26 

D8*  When it comes to determining which airline product or service I purchase, I 

do not care which one I buy.  

2.83 1.48 

D9*  After I make my final purchase selection of an airline’s products or services, 

I am not too concerned about the outcome of my choice.   

3.77 1.45 

D10  I choose products and services offered by a U.S. airline very carefully.  4.36 1.14 

D11*  The types of products and services offered by different airlines make very 

little difference to me.   

3.35 1.39 

D12*  It doesn’t make much sense to get upset over a purchase decision because 

most products and services offered by U.S. airlines are about the same.  

3.54 1.31 

D13* Consumer Reports and other consumer-related publications that provide 

information about getting the best deal when purchasing an airline’s products 

and services is not very relevant to me.  

3.33 1.28 

D14*  It is not worth reading Consumer Reports and other consumer-related 

publications that provide information about getting the best deal when 

purchasing an airline’s products and services because most products and 

services offered by U.S. airlines are about the same.   

3.21 1.33 

Note. N = 345. All items on the Purchasing Involvement scale were measured on a 6-point Likert-type response 

scale of 1 = Strongly Disagree, 2 = Disagree, 3 = Somewhat Disagree, 4 = Somewhat Agree, 5 = Agree, and 6 = 

Strongly Agree. aStarred items (*) were oppositely worded and the reported corresponding M and SD reflect the 

raw data prior to reverse scoring. When the oppositely worded items were reverse scored, the overall mean was 

106.76, which reflected a tendency toward a high purchasing involvement. bItems D1–D14 reflect purchasing 

involvement that related to products and services offered by a major U.S. airline. Items D15–D26 reflect 

purchasing involvement not related to anything specific.  
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Table 4.7 

Summary of Descriptive Statistics Results for the 26-Item Purchasing Involvement Scale 

(Continued) 

Itema Statementb M SD 

D15*  Consumerism issues—which are grounded in the notion that spending 

money and consuming goods is good for the economy—are irrelevant to me.   

3.14 1.24 

D16  The consumer and business sections of the newspaper are highly relevant 

to me.  

3.05 1.36 

D17  Even with small or minor purchases, I prefer to take my time and make sure 

I am getting the best value.   

4.25 1.31 

D18*  I am too absorbed in more personally relevant matters to worry about 

making smart purchases.   

2.86 1.36 

D19* Shopping wisely is rather a petty issue compared to thinking about how to 

make more money.   

2.82 1.39 

D20 * I am not interested in bargain seeking.  2.37 1.30 

D21 * I am not interested in sales.   2.23 1.32 

D22 * You cannot save a lot of money by careful shopping.   2.27 1.36 

D23 * I am usually not annoyed when I find out I could have bought something 

cheaper than I did.  

2.72 1.43 

D24 * I have little or no interest in shopping.   2.87 1.47 

D25*  Sales do not excite me.   2.62 1.41 

D26  When I shop, I think I spend more time shopping than the average person. 3.14 1.45 

Note. N = 345. All items on the Purchasing Involvement scale were measured on a 6-point Likert-type response 

scale of 1 = Strongly Disagree, 2 = Disagree, 3 = Somewhat Disagree, 4 = Somewhat Agree, 5 = Agree, and 6 = 

Strongly Agree. aStarred items (*) were oppositely worded and the reported corresponding M and SD reflect the 

raw data prior to reverse scoring. When the oppositely worded items were reverse scored, the overall mean was 

106.76, which reflected a tendency toward a high purchasing involvement. bItems D1–D14 reflect purchasing 

involvement that related to products and services offered by a major U.S. airline. Items D15–D26 reflect 

purchasing involvement not related to anything specific.  

 

carefully consider a potential purchase before making a purchase decision, 

participants “Somewhat Agreed” (M = 4.0) with 9 of the 11 items. This suggests 

that participants are willing to perform the necessary due diligence with respect to 

what they are purchasing. For example, they feel obligated to “consider many 

alternatives as possible” (D1, M = 4.54, SD = 1.26), “consult as many websites as 

necessary” (D3, M = 4.28, SD = 1.39), “shop around for the best buy” (D6, M = 
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4.71, SD = 1.15), and “choose products and services…very carefully” (D10, M = 

4.36, SD = 1.14). They also indicated that the purchase decision process is an 

involved one (D2, M = 4.14, SD = 1.31), “requires a lot of thought” (D4, M = 4.02, 

SD = 1.38), “is worth the extra time” (D5, M = 4.46, SD = 1.20), are “willing to 

spend the extra time reviewing various websites” (D7, M = 4.77, SD = 1.26), and 

“prefer to take my time and make sure I am getting the best value” (D17, M = 4.25, 

SD = 1.31).  

With respect to the oppositely worded items, the reader will note from 

Table 4.7 that the reported corresponding means and standard deviations reflect the 

raw data prior to reverse scoring. The reader also will note that many of the mean 

responses were in the “Somewhat Disagreed” category (M = 3). Thus, even when 

these items were reverse scored, there would be no change in the category. There 

were a few noteworthy exceptions, though. One exception is Item D9 = “After I 

make my final purchase selection of an airline’s products or services, I am not too 

concerned about the outcome of my choice.” The raw mean was M = 3.77 (SD = 

1.45), which would approach the “Somewhat Agree” category. However, when 

reverse scored (6 – 3.77 = 2.23), participants generally disagreed with this 

statement. Three other exceptions are Item D20 = “I am not interested in bargain 

seeking” (M = 2.37, SD = 1.30), Item D21 = “I am not interested in sales” (M = 

2.23, SD = 1.32), and Item D22 = “You cannot save a lot of money by careful 

shopping” (M = 2.27, SD = 1.36). When reverse scored, the mean responses would 
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indicate that participants are indeed interested in bargain shopping and sales, and 

believe they can save money by careful shopping.  

The 26-item Purchasing Involvement scale also consisted of two 

dimensions, which reflected passengers’ level of purchasing involvement relative 

to the products and services offered by a major U.S. airline, and products and 

services that are not related to anything specific. A summary of the results relative 

to these dimensions is provided in Table 4.8, and a discussion of each dimension 

follows.  

Products and services offered by a major U.S. airline. Items D1–D14 

assessed passengers’ level of purchasing involvement relative to purchasing 

products and services offered by a major U.S. airline. As reported in Table 4.8, the 

overall mean was M = 57.24 (SD = 10.21), the possible range was from 14 to 84, 

and the midrange was 49. These results infer that when it comes to purchasing 

products and services offered by a major U.S. airline, participants are highly 

involved in the purchasing process.  

Products and services not related to anything specific. Items D15–26 

assessed passengers’ level of purchasing involvement relative to general consumer 

purchasing issues that were not related to anything specific. Examples of these 

items include D16 = “The consumer and business sections of the newspaper are 

highly relevant to me,” D19= “Shopping wisely is rather a petty issue compared to 

thinking about how to make more money,” D24 = “I have little or no interest in  
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Table 4.8 

Summary of Descriptive Statistics Results for the Dimensions of the Purchasing Involvement 

Scale  

Dimensiona (Item Numbers) 

Possible 

Range Midrangeb M SD Cronbach’s α 

Products and services offered by a 

major U.S. airline (D1–D14) 14–84 49 57.24 10.21 .83 

Products and services not related 

to anything specific (D15–D26)  12–72 42 49.52 8.33 .74 

Overall (D1–D26) 26–156 91 106.76 16.16 .86 

Note. N = 345. All items of the Purchasing Involvement Scale were measured on a 6-point Likert-type response 

scale of 1 = Strongly Disagree, 2 = Disagree, 3 = Somewhat Disagree, 4 = Somewhat Agree, 5 = Agree, and 6 = 

Strongly Agree. (See also Table 4.7.) bThe midrange was calculated by adding the low and high values of the 

possible range and dividing the sum by 2. 

 

Shopping,” D25 = “Sales do not excite me,” and D26 = “When I shop, I think I 

spend more time shopping than the average person.” As reported in Table 4.8, the 

overall mean was M = 49.52 (SD = 8.33), the possible range was from 12 to 72, and 

the midrange was 42. These results infer that participants also had a relatively high 

purchasing involvement with respect to purchasing general products and services. 

Inferential Statistics 

 Overview. The purpose of the current study was to examine the relationship 

between factors influencing eWOM activities and passengers’ purchasing 

involvement in the context of aviation. The targeted research factors were 

partitioned into three functional sets: Set A = Purchasing Perceptions, Set B = 

Social Environment, and Set C = Experiences. The research methodology/design 

that was appropriate for the current study was exploratory correlational research. 

This design was appropriate because I endeavored to examine the relationship 
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among various targeted variables as they related to a single group of individuals 

(graduate students) who studied in Florida and had domestic and/or international 

flight experience with major U.S. airlines. In the current study, I examined the 

relationship between the targeted sets of variables and the dependent variable to 

determine the relationship these factors had with passengers’ eWOM activities and 

purchasing involvement, and to determine the extent to which eWOM activities 

mediated the relationship between the targeted factors and purchasing involvement. 

 In the current study, I used a hierarchical regression strategy to examine the 

relationship of the targeted factors on eWOM activities and purchasing 

involvement, and to investigate the role of eWOM activities as a mediating variable 

between the targeted factors and purchasing involvement. The purpose of this 

statistical procedure was to determine the corresponding aggregate R2 and 

incremental R2 values to identify the amount of variance of the dependent variable 

that was being explained by the targeted variables. This information also was used 

to predict passengers’ eWOM activities and purchasing involvement relative to the 

targeted factors.  

Preliminary analysis. Prior to examining the hypothesized relationships, I 

conducted several preliminary data screening activities to prepare the data set for 

the primary analyses. These activities included (a) modifying the raw data set to 

prepare it for analysis, (b) examining the data set for missing data and then 

determining what to do with missing data, (c) performing an outlier analysis, and 
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(d) confirming that the data set was compliant with regression assumptions. 

Following is a summary of these activities. 

Data set modifications. To prepare the raw data for analysis, I made several 

modifications to the initial data set I received from SurveyMonkey. The first 

modification consisted of deleting irrelevant columns such as participants’ IP 

address, external references, and email addresses. The second modification 

involved recoding the responses to Sections A, B, C, and D of the eWOM 

Purchasing Involvement Inventory from text form to numerical form (e.g., 

“Strongly Disagree” became 1), and changing the data types from nominal to 

continuous. I also reverse coded the oppositely worded items in Section D 

(Purchasing Involvement scale). I then coded the three nominal variables (X6 = 

Gender, X8 = Frequent flyer, and X9 = Internet use frequency) using dummy coding. 

This technique was appropriate because Gender and Frequent flyer were 

dichotomous variables. Moreover, the reference group determined in X9 = Internet 

use frequency (more than 20 hours per week) was well defined and did not have a 

small sample size when compared with the other variables. I also created a “case 

number” column to maintain a consistent numerical order relative to the raw data. 

As the reader might recall, the 14 items from Section A of the questionnaire 

were used to assess participants’ purchasing perceptions. These items were 

purposively selected from other instruments that were used to measure the 

dimensions of Satisfaction, Trust, Loyalty, Service Quality, and Perceived Value 
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relative to consumers’ purchasing perceptions, and were then researcher modified 

to reflect the context of the current study. These five dimensions also were the 

targeted variables of Set A. Because these items were subsets from their respective 

original scales and were modified from their original form, I conducted a factor 

analysis to see if the items matched the original five dimensions. The result was a 

4-factor solution, which was confirmed by examining the individual statements. 

Therefore, the original five factors of Set A were transformed accordingly.   

After coding variables and conducting a factor analysis, there were N = 416 

cases and 14 independent variables with two dependent variables in the data set. 

These variables consisted of X1 = Satisfaction. X2 = Loyalty, X3 = Perceived Value, 

X4 = Service Quality, X5 = Age, X6 = Gender (female vs. male), X7a = Power 

Distance, X7b = Uncertainty Avoidance, X7c = Individualism–Collectivism, X7d = 

Masculinity–Femininity, X8 = Frequent Flyer, X9a = Internet use of 1–5 hours per 

week vs. more than 20 hours per week, X9b = Internet use of more than 5 to 10 

hours per week vs. more than 20 hours per week, X9c = Internet use of more than 10 

to 20 hours per week vs. more than 20 hours per week, Y1 = eWOM activities, and 

Y2 = Purchasing Involvement. Furthermore, I sorted the data on “response status” to 

separate “complete” cases from “incomplete” cases. As a result, there were N = 350 

complete cases in the modified data set at this stage of preliminary data screening. 

Missing data. Missing data can occur if participants forget or decide not to 

respond to some questionnaire items. Relative to the N = 350 complete cases, five 
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participants did not respond to some items in Y1 = eWOM activities and Y2 = 

Purchasing Involvement, which were the dependent variables. Because data were 

missing on the DV, I deleted these five cases, which reduced the data set to N = 

345. I acknowledge this decision as a delimitation and provide a corresponding 

recommendation for future research in Chapter 5. In addition to these five cases, 

data also were missing on some items of the independent variables. More 

specifically: one person did not respond to Item A6 (X2 = Loyalty); two did not 

respond to Item A10 (X4 = Service Quality); and four did not respond to Item B10 

(X7b = Uncertainty Avoidance), Items B11 and B15 (X7c = Individualism–

Collectivism), and Item B19 (X7d = Masculinity–Femininity). Following Cohen et 

al.’s (2003) guidelines for treating missing data as information, all missing IV data 

were found to be missing randomly and represented less than 1% of the data set. 

Therefore, I plugged the missing data with corresponding means.  

Outlier analysis. Outliers are extreme observations that lie outside the 

overall pattern of a distribution relative to the data points in a sample and are a 

function of either rare cases or contaminants. In the case of the former, it might be 

beneficial to keep rare cases if they do not have a pronounced effect on the results 

because they reflect real-world situations. In the case of the latter, though, 

contaminants should be deleted if they cannot be rectified. 

Using Jackknife distances, 38 outliers were flagged when I regressed Y1 = 

eWOM activities on all independent variables (RQ1), and 34 outliers were flagged 
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when I regressed Y2 = Purchasing Involvement on all independent variables and 

eWOM activities (RQ2). After examining each case independently, I determined 

these outliers were rare cases. To decide whether to keep or remove these rare 

cases, I ran simultaneous multiple regressions in the presence and absence of the 

outliers relative to the respective research question. For RQ1, with outliers present, 

R2 = .22, RMSE = 21.8, F(14, 330) = 6.66, and p < .0001 whereas with outliers 

absent, R2 = .18, RMSE = 21.1, F(13, 293) = 5.04, and p < .0001. For RQ2, with 

outliers present, R2 = .22, RMSE = 14.56, F(15, 329) = 6.3, and p < .0001 whereas 

with outliers absent, R2 = .18, RMSE = 14.32, F(14, 296) = 4.91, and p < .0001. 

Based on these respective results, I decided to keep the outliers in the final data set 

to reflect the real-world situation. 

Regression assumptions. There are six regression assumptions that need to 

be considered when performing a multiple regression analysis. Cohen et al. (2003) 

indicated these six assumptions must be met to ensure proper evaluation of the 

relationship involving the independent variables and the dependent measure when 

using a multiple regression strategy. Because RQ1 and RQ2 involved separate 

regression analyses with different dependent measures, these regression 

assumptions were checked twice, once for each RQ. A discussion of these 

assumptions and the techniques used to confirm their compliance follows. 

 Linearity. In any multiple regression equation, Cohen et al. (2003) indicated 

that the form of the relationship between IVs and DV is linear. If the linearity 
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assumption is not satisfied (i.e., a nonlinear relationship among measured 

variables), it could result in biased estimates of the regression coefficient and 

standard errors. To confirm compliance with the multivariate linearity assumption, 

I examined scatter plots with the dependent measure (Y1 = eWOM Activities for 

RQ1 and Y2 = Purchasing Involvement for RQ2) on the y-axis and the residuals of 

each DV on the x-axis. In each scatter plot the results showed a pronounced linear 

pattern. Therefore, the data set was compliant with the linearity assumption for 

both research questions.  

 Correct specification of the IVs. Because each IV that is included in an 

analysis must be appropriate for the context of the study, correct specification of 

the IVs in the current study needed to be examined. To determine if the variables 

were correctly specified relative to RQ1, I examined the corresponding leverage 

plots, which depict the relationship between the residuals of Y1 = eWOM Activities 

and the residuals of the IVs. Eight variables were not correctly specified: X1 = 

Satisfaction, X3 = Perceived Value, X4 = Service Quality, X7a = Power Distance,  

X7b = Uncertainty Avoidance, and X9a, X9b, and X9c = Internet Use Frequency, 

which compared Internet usage of 1 to 5 hours per week, more than 5 to 10 hours 

per week, and more than 10 to 20 hours per week, respectively, to more than 20 

hours per week. Therefore, these variables were deleted from the data set and were 

not included in the primary data analysis for RQ1. 
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 To determine if the variables were correctly specified relative to RQ2, I 

examined the corresponding leverage plots, which depict the relationship between 

the residuals of Y2 = Purchasing Involvement Activities and the residuals of the 

IVs. Five variables were not correctly specified: X1 = Satisfaction, X4 = Service 

Quality, X5 = Age, X8 = Frequent Flyer (yes vs. no), and X9a = Internet Use 

Frequency of 1 to 5 hours per week compared to more than 20 hours per week. 

Therefore, these variables were deleted from the data set and were not included in 

the primary data analysis for RQ2. 

 Perfect reliability. According to Cohen et al. (2003), each IV should be 

measured with perfect reliability. Because this is nearly impossible, Cohen et al. 

recommended that reliability coefficients of at least  = .70 are acceptable. For the 

current study, instruments that were measured on an IV included all the factors in 

Set A = Purchasing Perceptions (X1 = Satisfaction, X2 = Loyalty, X3 = Perceived 

Value, X4 = Service Quality); the CVSCALE (X7 = Cultural Differences); and Y1 = 

eWOM Activities, which was used as an IV for RQ 1.  As reported in Table 3.6 

(Chapter 3), all Cronbach alphas ranged from  = .70 for X3 to  = .94 for Y1 = 

eWOM Activities. Therefore, this third assumption was satisfied. 

 Homoscedasticity of the residuals. This assumption indicates that the 

variance of the residuals around the regression line in the population is assumed to 

be constant for any value of the independent variable X. This assumption can be 

examined using the same residual analysis used for the linearity assumption. 
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Because the linearity assumption was satisfied, the homoscedasticity of the 

residuals assumption also was satisfied by default.  

Independence of the residuals. In addition to ensuring that the residuals 

have constant variance, it is necessary to confirm that the residuals of the 

observations are independent of one another. To confirm compliance with this 

assumption, I examined scatter plots with the residuals of the dependent measure 

(Y1 = eWOM Activities for RQ1 and Y2 = Purchasing Involvement for RQ2) on the 

y-axis and the case numbers on the x-axis. In each scatter plot I superimposed the 

corresponding 0-line and Lowess fit and confirmed that the Lowess fit line 

followed the trend of the 0-line. As a result, this assumption was satisfied for both 

research questions.  

Normality of the residuals. To confirm compliance with this assumption, I 

examined corresponding q-q plots and the results of the respective Shapiro-Wilk 

tests of the residuals for each DV (Y1 = eWOM Activities for RQ1 and Y2 = 

Purchasing Involvement for RQ2). In each analysis, the q-q plots of the residuals 

resulted in most points “hugging” the normal line and falling within the 95% 

confidence band. Furthermore, the results of the Shapiro-Wilk tests yielded p 

values of p = .8791 and p = .6363 for the residuals for Y1 and Y2, respectively. 

Therefore, the normality assumption was satisfied for both research questions.   

Summaries of preliminary analyses. According to the preliminary data 

screening presented in this section, the initial data set was modified relative to 
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sample size and number of variables. The initial sample size was N = 416 cases. 

However, it was reduced after data modification to N = 350 cases. This latter data 

set was reduced further when the five cases with missing data on the dependent 

variables (Y1 = eWOM activities and Y2 = Purchasing Involvement) were 

eliminated. As a result, the final data set, which was used to test the study’s 

hypotheses, consisted of N = 345 cases. When the elimination of variables based on 

the preliminary data screening were applied, the data set also was reduced to six 

IVs for hierarchical regression analysis relative to eWOM activities (RQ 1), and 10 

IVs for hierarchical regression analysis relative to purchasing involvement (RQ 2). 

Tables 4.9 and 4.10 contain a summary of these variables. 

Primary analysis 1: Hierarchical regression relative to eWOM 

activities (RQ 1). Following Cohen et al.’s (2003) guidelines, a hierarchical 

regression analysis was performed in which the dependent variable, Y1 = eWOM 

activities, was regressed on the targeted sets of independent variables using the set 

entry order A–B–C, where Set A = Purchasing Perceptions (X2), Set B = Social 

Environment (X5, X6, X7c, and X7d), and Set C = Experiences (X8). Table 4.11 

contains a summary of the results of this analysis. A discussion of the unique 

contribution each set made in the presences of the other sets and the results of any 

corresponding follow-up analyses follows.  

Set A: Purchasing perceptions. As reported in Table 4.11, the first step of 

the regression analysis involved regressing eWOM activities on the single factor of  
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Table 4.9  

Summary and Description of Independent and Dependent Variables Post Preliminary Data 

Screening for Y1 = eWOM Activities (RQ 1) 

Sets/Variables Description 

Set A = Purchasing Perceptions 

X2 = Loyalty X2 was continuous and measured participants’ perceived 

loyalty toward U.S. airlines’ products/services with respect to 

recommending these products/services to others and/or the 

likelihood of repeat purchases (Items A5–A7). 

Set B = Social Environment 

X5 = Age X5 was continuous and measured participants’ age in years.  

X6 = Gender X6 was categorical and compared participants’ sex (Male vs. 

Female) and was dummy coded with Male as the reference 

group. 

X7c = Individualism–

Collectivism 

X7c was continuous and measured participants’ cultural 

orientation based on Hofstede’s (1980, 2001) cultural 

dimensions. 

X7d = Masculinity–Femininity  X7d were continuous and measured participants’ cultural 

orientation based on Hofstede’s (1980, 2001) cultural 

dimensions. 

Set C = Experiences 

X8 = Frequent Flyer X8 was categorical and represents the comparison between 

participants who participate in a frequent flyer program vs. 

those who do not and was dummy coded with Frequent flyer 

as the reference group. 

Dependent Variables 

Y1= eWOM Activities Y1 was a dependent, continuous variable relative to the 

targeted factors and measures passengers’ willingness to 

engage in eWOM activities. It also was an IV relative to Y2. 

Note. X1 = Satisfaction, X3 = Perceived Value, X4 = Service Quality, X7a = Power Distance, X7b = Uncertainty 

Avoidance, X9a = Internet use frequency 1-5 hours/week, X9b = Internet use frequency 5-10 hours/week, and 

X9c = Internet use frequency more than 10-20 hours/week were not included in the inferential analysis, but 

instead were used for descriptive purposes. See Table 3.7 (Chapter 3), which contains the initial set of factors 

before preliminary data screening. 

 

Set A, namely, X2 = Loyalty. When this factor entered the model in the presence of 

no other variables, the contribution this variable made in explaining the variance in 

eWOM activity scores was significant, R2 = .06, F(1, 343) = 23.73, p < .0001. 

Furthermore, the effect Loyalty had on eWOM activities also was significant, B1 =  
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Table 4.10  

Summary and Description of Independent and Dependent Variables Post Preliminary Data 

Screening for Y2 = Purchasing Involvement (RQ 2) 

Sets/Variables Description 

Set A = Purchasing Perceptions 

X2 = Loyalty X2 was continuous and measured participants’ perceived 

loyalty toward U.S. airlines’ products/services with respect to 

recommending these products/services to others and/or the 

likelihood of repeat purchases (Items A5–A7). 

X3 = Perceived Value X3 was continuous and measured participants’ perceived value 

of an airline’s products/services (Items A13–A14). 

Set B = Social Environment 

X6 = Gender X6 was categorical and compared participants’ sex (Male vs. 

Female) and was dummy coded with Male as the reference 

group. 

X7a, X7b, X7c, X7d = Cultural 

Differences 

X7a –X7d were continuous and measured participants’ cultural 

orientation based on Hofstede’s (1980, 2001) cultural 

dimensions where X7a = Power Distance, X7b = Uncertainty 

Avoidance, X7c = Individualism–Collectivism, and X7d = 

Masculinity–Femininity.  

Set C = Experiences 

X9b = Internet use Frequency 

more than 5 hours to 10 hours 

per week 

X9b was categorical, represented Internet use frequency more 

than 5 hours to 10 hours/week vs. Internet use frequency more 

than 20 hours/week. This was dummy coded with Internet use 

frequency more than 20 hours/week as the reference group. 

X9c = Internet use frequency 

more than 10 hours to 20 hours 

per week 

X9c was categorical, represented Internet use frequency more 

than 10 hours to 20 hours/week vs. Internet use frequency 

more than 20 hours/week. This was dummy coded with 

Internet use frequency more than 20 hours/week as the 

reference group. 

Y1= eWOM Activities Y1 was an independent, continuous variable relative to Y2. 

Dependent Variables 

Y2 = Purchasing Iinvolvement  Y2 was a dependent, continuous variable that measured 

participants’ level of purchasing involvement.  

Note. X1 = Satisfaction, X4 = Service Quality, X5 = Age, X8 = Frequent Flyer, and X9a = Internet use frequency 

1-5 hours/week were not included in the inferential analysis, but instead were used for descriptive purposes. 

See Table 3.7 (Chapter 3), which contains the initial set of factors before preliminary data screening. 

 

2.19, t(343) = 4.87, p < .0001. Interpreting this result: For every 1-point increase in 

loyalty scores toward a major U.S. airline’s products and services, eWOM 

activities scores increased on average by 2.19 points. Thus, as participants’  
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Table 4.11  

Summary of Hierarchical Multiple Regression Analysis of eWOM Activities 

 

Factora 

Purchasing Perceptions, 

Social Environment, and Experiences 

 Model 3d 

Model 1 Bb Model 2 Bc B 95% CI 

Constant 42.66*** 21.63** 18.38* [1.94, 34.81] 

X2  2.19*** 1.92*** 2.08*** [1.24, 2.93] 

X5   –0.24* –0.22 [–0.46, 0.02] 

X6  4.45 4.40 [–0.70, 9.51] 

X7c  0.56 0.53 [–0.03, 1.10] 

X7d  2.43*** 2.34*** [1.64, 3.04] 

X8    4.37 [–0.47, 9.19] 

Statistical Results 

R2 .06 .20 .21  

F 23.73*** 17.32*** 15.05***  

R2  .14 .01  

F  14.83* 4.28*  

Note. N = 345. Set entry order was (A-B-C). 
aX2 = Loyalty, X5 = Age, X6 = Gender (Female vs. Male), X7c = Individualism–Collectivism, X7d = 

Masculinity–Femininity, and X8 = Frequent flyer status (Yes vs. No). 

bModel 1corresponds to the first stage of the hierarchical regression analysis when eWOM activities was 

regressed on Set A = Purchasing Perceptions (X2). cModel 2 corresponds to the second stage of the 

hierarchical regression analysis when eWOM activities was regressed on Set B = Social Environment 

(X5, X6, X7c, and X7d) and in the presence of Set A. dModel 3 corresponds to the third stage of the 

hierarchical regression analysis when eWOM activities was regressed on Set C = Experiences (X8) in the 

presence of both Set A and Set B.  

*p < .05. **p < .01. *** p < .001. 

 

perceived loyalty to a major U.S. airline’s products and services increased, their 

eWOM activities also increased. 

Set B: Social environment. As reported in Table 4.11, when the four factors 

of Set B, X5 = Age, X6 = Gender, X7c = Individualism–Collectivism, and X7d = 

Masculinity–Femininity, entered the analysis in the presence of Set A, the overall 

model was significant, R2 = .20, F(5, 339) = 17.32, p < .0001. Thus, perceived 
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loyalty, age, gender, and the cultural dimensions of Individualism–Collectivism 

and Masculinity–Femininity collectively explained approximately 20% of the 

variance in eWOM activities scores. Furthermore, X2 = Loyalty maintained its 

significance in the presence of the four Set B variables, B2 = 1.92, t(339) = 4.55,    

p < .0001.  

The unique contribution Set B made in explaining the variance in eWOM 

activities scores also was significant, sR2 = .14, F(4, 339) = 14.83, p < .05. This 

indicated that the four factors of age, gender, and the cultural dimensions of 

Individualism–Collectivism and Masculinity–Femininity collectively contributed 

an additional 14% in explaining the variance in eWOM activities. Given a 

significant increment, inspection of the individual factors within Set B showed two 

significant factors: X5 and X7d.  

X5 = Age. Age had a significant negative relationship with eWOM 

activities. B2 = –0.24, t(339) = –1.99, p = .0472: Holding all other variables 

constant, for every 10-year increase in age, eWOM activity scores decreased on 

average by approximately 2 points. This implies as people get older, they engage in 

fewer eWOM activities.  

X7d = Masculinity–Femininity. The cultural dimension of Masculinity–

Femininity had a direct and significant relationship with eWOM activities, B5 = 

2.43, t(339) = 6.87, p < .0001. Because this was a continuous variable, high scores 

reflected a masculine culture whereas low scores reflected a feminine culture. 
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Therefore, holding all other variables constant, for every 1-unit increase in 

Femininity-Masculinity scores, eWOM activity scores increased in average by 2.43 

points. This implies that the more a culture is oriented toward masculinity, 

participants of this culture will have a higher engagement in eWOM activities. 

Set C: Experiences. As reported in Table 4.11, when the single factor of Set 

C, X8 = Frequent Flyer, entered the analysis in the presence of Sets A and B, the 

overall model was significant, R2 = .21, F(6, 338) = 15.05, p < .0001. Thus, X2 = 

Loyalty, X5 = Age, X6 = Gender, X7c = Individualism–Collectivism, X7d = 

Masculinity–Femininity, and X8 = Frequent Flyer collectively explained 

approximately 21% of the variance in eWOM activities scores.  

The unique contribution Set C made in explaining the variance in eWOM 

activities scores also was significant, sR2 = .01, F(1, 338) = 4.28, p < .05. This 

indicated that the single factor X8 = Frequent Flyer contributed an additional 1% in 

explaining the variance in eWOM activities. However, even though this increment 

was a significant, X8 = Frequent Flyer was not significant, B8 = 4.37, t(338) = 1.78, 

p = .0764 at the preset alpha level of  = .05. 

The reader is reminded that Model 3 in Table 4.11 is equivalent to what 

would be obtained if the data were analyzed using a simultaneous regression, and 

thus represents the final prediction model. Relative to this final model, two 

variables were significant: X2 = Loyalty, B2 = 2.08, t(338) = 4.84, p < .0001, and 

X7d = Masculinity–Femininity, B7d = 2.34, t(338) = 6.57, p < .0001. The reader will 
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note that these two variables also maintained significance at each stage of the 

analysis, which suggests they are strong predictors of eWOM activities. More 

specifically: As participants’ perceived loyalty to a major U.S. airline’s products 

and services increased, their eWOM activities also increased, and higher 

engagement in eWOM activities appears to be associated with a masculine culture. 

The reader also should note that although X5 = Age was not significant for the 

preset alpha level of  = .05, B5 = -0.22, t(338) = -1.78, p = .0757, it is significant 

for  = .08. Thus, if the reader is willing to accept a slightly higher (3% higher) 

probability of a Type I error (i.e., a false positive effect), then age also was a 

significant predictor of eWOM activities: As people get older, they engage in fewer 

eWOM activities.  

Model 3 in Table 4.11 also provides the final prediction equation: Y´ = 

2.08X2 – 0.22X5 + 4.40X6 + 0.53X7c + 2.34X7d + 4.37X8 + 18.38. Thus, passengers’ 

loyalty score (X2), age (X5), gender (X6), I/C score (X7c), M/F score (X7d), and 

frequent flyer status (X8) provides 21% of the information needed to perfectly 

predict passengers’ eWOM activity score. Furthermore, the corresponding root 

mean square error was RMSE = 21.7, which means that when using the final 

prediction equation to predict passengers’ eWOM activity score, the result will be 

“off” on average by 21.7 points. To help put this error in perspective, the reader is 

reminded that scores on the eWOM activity scale could range from 19 to 133. The 
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reader also should note although the derived prediction model was statistically 

significant, 79% of the variance in eWOM activities was still unexplained.    

Primary analysis 2: Hierarchical regression relative to purchasing 

involvement (RQ 2). Following Cohen et al.’s (2003) guidelines, a hierarchical 

regression analysis was performed in which the dependent variable, Y2 = 

Purchasing Involvement, was regressed on the targeted sets of independent 

variables using the set entry order A–B–C, where Set A = Purchasing Perceptions 

(X2 and X3), Set B = Social Environment (X6, X7a, X7b, X7c and X7d), and Set C = 

Experiences (X9b and X9c). Table 4.12 contains a summary of the results of this 

analysis. A discussion of the unique contribution each set made in the presences of 

the other sets and the results of any corresponding follow-up analyses follows. The 

reader is reminded that Purchasing Involvement was defined as activities 

passengers engage in that are related to the services and products they are 

considering purchasing to help inform their purchasing decision. 

Set A: Purchasing perceptions. As reported in Table 4.12 (Model 1), the 

first analysis involved regressing Purchasing Involvement on the two factors of Set 

A, namely, X2 = Loyalty and X3 = Perceived value. When these factors entered the 

model in the presence of no other variables, the contribution these variables made 

in explaining the variance in purchasing involvement scores was significant, R2 = 

.07, F(2, 342) = 12.53, p < .0001. A brief discussion of each IV follows.  
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Table 4.12  

Summary of Hierarchical Multiple Regression Analysis of Purchasing Involvement 

 

Factora 

Purchasing Perceptions, 

Social Environment, and Experiences 

 Model 4d 

Model 1 Bb Model 2 Bb Model 3 Bc B 95% CI 

Constant 105.49***  93.13***  93.97*** 91.95*** [77.25, 106.65] 

X2  1.29*** 1.11*** 1.12*** 0.85** [0.24, 1.46] 

X3  –2.13*** –1.95*** –1.96*** –2.11*** [–3.05, –1.17] 

X6  7.55*** 7.56*** 6.87*** [3.43, 10.30] 

X7a  –0.43 –0.40 –0.45 [–0.96, 0.06] 

X7b  0.87** 0.89** 0.90** [0.33, 1.46] 

X7c  –0.29 –0.30 –0.38 [–0.76, 0.01] 

X7d  –0.10 –0.12 –0.46 [–1.01, 0.10] 

X9b   –3.54 –3.10 [–8.02, 1.83] 

X9c   –1.83 –2.06 [–5.47, 1.35] 

Y1    0.16*** [0.09, 0.23] 

Statistical Results 

R2 .07 .17 .18 .22  

F 12.53*** 9.93*** 8.00*** 9.50***  

R2  .10 .01 .04  

F  8.12* 2.04 17.12*  

Note. N = 345. Set entry order was (A-B-C) and eWOM activities. 
aX2 = Loyalty, X3 = Perceived value, X6 = Gender (Female vs. Male), X7a = Power Distance, X7b = 

Uncertainty Avoidance, X7c = Individualism–Collectivism, X7d = Masculinity–Femininity, X9b = 

Internet use frequency more than 5 hours to 10 hours per week vs. more than 20 hours per week, X9c = 

Internet use frequency more than 10 hours to 20 hours per week vs. more than 20 hours per week, and 

Y1 = eWOM activities. bModel 1 corresponds to the first stage of the hierarchical regression analysis 

when Purchasing Involvement was regressed on Set A = Purchasing Perceptions (X2 and X3). cModel 2 

corresponds to the second stage of the hierarchical regression analysis when Purchasing Involvement 

was regressed on Set B = Social Environment (X6, X7a, X7b, X7c, and X7d) and in the presence of Set A. 
dModel 3 corresponds to the third stage of the hierarchical regression analysis when Purchasing 

Involvement was regressed on Set C = Experiences (X9b and X9c) in the presence of both Set A and Set 

B.  eModel 4 corresponds to the fourth stage of the hierarchical regression analysis when Purchasing 

Involvement was regressed on eWOM activities in the presence of Sets A, B, and C. 

*p < .05. **p < .01. *** p < .001. 

 

X2 = Loyalty. Loyalty had a significant positive relationship with 

Purchasing Involvement, B2 = 1.29, t(342) = 3.96, p < .0001: Holding all other 

variables constant, for every 1-point increase in loyalty scores toward a major U.S. 
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airline’s products and services, purchasing involvement scores increased on 

average by 1.29 points. Thus, as participants’ perceived loyalty to a major U.S. 

airline’s products and services increased, their purchasing involvement also 

increased. This implies that as passenger loyalty increases, these passengers will 

engage in more activities to help inform their decision about whether to purchase a 

product or service from a major U.S. airline.  

X3 = Perceived value. Perceived Value had a significant negative 

relationship with Purchasing Involvement, B3 = –2.13, t(342) = –4.35, p < .0001: 

Holding all other variables constant, for every 1-point increase in perceived value 

toward purchasing major U.S. airlines’ products and services, purchasing 

involvement scores decreased on average by 2.13 points. Therefore, the higher 

level of perceived value participants had on products and services of major U.S. 

airlines, the lower level of purchasing involvement participants would engage. This 

implies that the higher the perceived value of a product or service offered by a 

major U.S. airline leads to fewer activities passengers will engage in to help inform 

their purchasing decision. More concretely, if passengers perceive a product or 

service as being expensive, they will be less engaged in determining whether to 

purchase the product or service.  

Set B: Social environment. As reported in Table 4.12 (Model 2), when the 

five factors of Set B—X6 = Gender, X7a = Power Distance (PD), X7b = Uncertainty 

Avoidance (UA), X7c = Individualism–Collectivism (I/C), and X7d = Masculinity–
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Femininity (M/F)—entered the analysis in the presence of Set A, the overall model 

was significant, R2 = .17, F(7, 337) = 9.93, p < .0001. Thus, Perceived Loyalty, 

Perceived Value, Gender, and the cultural dimensions of PD, UA, I/C, and M/F 

collectively explained 17% of the variance in Purchasing Involvement scores. 

Furthermore, the two respective Set A variables of X2 = Loyalty and X3 = Perceived 

Value maintained significance in the presence of the five Set B variables, B2 = 1.11, 

t(337) = 3.57, p = .0004; and B3 = –1.95, t(337) =   –3.98, p < .0001. 

The unique contribution Set B made in explaining the variance in 

Purchasing Involvement scores also was significant, sR2 = .10, F(5, 337) = 8.12,    

p < .0001. This indicated that gender and the four cultural dimensions collectively 

contributed an additional 10% in explaining the variance in Purchasing 

Involvement. Given a significant increment, inspection of the individual factors 

within Set B showed two significant factors: X6 and X7b.  

X6 = Gender. Holding all other variables constant, female participants 

averaged 7.55 units higher on their purchasing involvement scores than male 

participants, B6 = 7.55, t(337) = 4.23, p < .0001. Therefore, female participants had 

a significantly higher level of purchasing involvement than male participants, 

which means that females engaged in more activities than males to help them 

decide whether to purchase a product or service from a major U.S. airline. 

X7b = Uncertainty avoidance. Uncertainty Avoidance had a direct and 

significant relationship with Purchasing Involvement, B7b = .87, t(337) = 2.95, p = 
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.0035. This indicated that holding all other variables constant, for every 10-point 

increase in Uncertainty Avoidance scores, Purchasing Involvement scores 

increased on average by approximately 9 points. Therefore, there was a direct and 

significant relationship between participants from high uncertainty avoidance 

cultures and their level of purchasing involvement. This means that passengers who 

are members of a society who feel uncomfortable or threatened by uncertain, 

unknown, ambiguous, or unstructured situations will engage in more activities to 

help inform their purchasing decisions. 

Set C: Experiences. As reported in Table 4.12 (Model 3), when the two 

factors of Set C—X9b = the comparison in Internet use Frequency between more 

than 5 hours to 10 hours per week vs. more than 20 hours per week, and X9c = the 

comparison in Internet use Frequency between more than 10 hours to 20 hours per 

week vs. more than 20 hours per week—entered the analysis in the presence of Sets 

A and B, the overall model was significant, R2 = .18, F(9, 335) = 8, p < .0001. 

Thus, X2 = Loyalty, X3 = Perceived Value, X6 = Gender, the four cultural dimension 

variables of X7a = PD, X7b = UA, X7c = I/C, and X7d = M/F, X9b, and X9c collectively 

explained 18% of the variance in Purchasing Involvement scores.  

However, the unique contribution Set C made in explaining the variance in 

Purchasing Involvement scores was not significant, sR2 = .01, F(2, 335) = 2.04, p = 

.1316. This means that X9a and X9b, which represented the comparison in hours per 
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week of Internet use Frequency—more than 5 to 10 hours vs. more than 20 hours, 

and more than 10 hours to 20 hours vs. more than 20 hours—were not significant.   

eWOM activities. As reported in Table 4.12 (Model 4), when Y1 = eWOM 

activities, entered the analysis in the presence of Sets A, B, and C, the overall 

model was significant, R2 = .22, F(10, 334) = 9.5, p < .0001. Thus, X2 = Loyalty,  

X3 = Perceived Value, X6 = Gender, the four cultural dimension variables of X7a = 

PD, X7b = UA, X7c = I/C, and X7d = M/F, the two comparison variables representing 

Internet use Frequency X9b and X9c, and Y1 = eWOM activities collectively 

explained 22% of the variance in Purchasing Involvement scores. Furthermore, 

eWOM activities explained an additional 4% of the variance in Purchasing 

Involvement scores, and this unique contribution to explained variance was 

significant, sR2 = .04, F(1, 334) = 17.13,  p < .0001.  

As noted in Table 4.12, eWOM activities had a positive significant effect on 

purchasing involvement, B = .16, t(334) = 4.38, p < .0001. This indicated that 

holding all other variables constant, for every 10-point increase in eWOM activities 

scores, Purchasing Involvement scores increased on average by 1.6 points. This 

indicates that participants who were actively engaged eWOM activities also were 

more engaged in purchasing involvement. More concretely, as participants 

increased their eWOM activities they also engaged in more activities to help inform 

their purchasing decisions. 



158 

 

Model 4 in Table 4.12 also represents the final prediction model and 

includes five significant factors: X2 = Loyalty, B2 = .85, t(334) = 2.74, p = .0064;  

X3 = Perceived Value, B3 = –2.11, t(334) = –4.40, p < .0001; X6 = Gender, B6 = 

6.87, t(334) = 3.93, p = .0001; X7b = Uncertainty Avoidance, B7b = 0.9, t(334) = 

3.13, p = .0019; and Y1 = eWOM activities, B = 0.16, t(334) = 4.38, p < .0001. 

These five variables also maintained significance at each stage of the analysis. In 

summary: (a) X2 = Loyalty, X7b = Uncertainty Avoidance, and Y1 = eWOM 

activities all had a positive effect on Purchasing Involvement, which means that 

these factors led to an increase in the number of activities passengers will engage in 

prior to make a purchasing decision; (b) X3 = Perceived Value had a negative effect 

on Purchasing Involvement, which means the more expensive a product or service 

is perceived, the fewer number of activities passengers will engage in prior to 

making a purchasing decision; and (c) X6 = Gender indicated that female 

passengers will engage in more activities to help inform their purchasing decision 

than male passengers. 

Model 4 in Table 4.12 also yields the final prediction model: Y´ = 0.85X2 – 

2.11X3 + 6.87X6 – 0.45X7a + 0.90X7b – 0.38X7c – 0.46X7d – 3.1X9b – 2.06X9c + 0.16Y1 

+ 91.95. Thus, passengers’ loyalty score (X2), perceived value of a product/service 

(X3), gender (X6), PD score (X7a), UA score (X7b), I/C score (X7c), M/F score (X7d), 

Internet use Frequency in hours per week (X9b and X9c), and eWOM activity score 

(Y1) provides 22% of the information needed to perfectly predict passengers’ 
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Purchasing Involvement score. Furthermore, the corresponding root mean square 

error was RMSE = 14.5, which means that when using the final prediction equation 

to predict passengers’ Purchasing Involvement score, this result will be “off” on 

average by 14.5 points. To help put this error in perspective, the reader is reminded 

that scores on the Purchasing Involvement scale could range from 26 to 156. The 

reader also should note although the derived prediction model was statistically 

significant, 78% of the variance in purchasing involvement was still unexplained.    

Primary analysis 3: The analysis of eWOM activities as a mediating 

variable between purchasing involvement and Sets A, B, and C, respectively. 

Primary analysis 3 was conducted relative to Research Questions 3–5, and their 

respective hypotheses. As shown in Figure 1.1 (Chapter 1), it was hypothesized that 

eWOM activities would mediate the relationship between Purchasing Involvement 

and Sets A, B, and C. Prior to discussing these analyses, an overview of the concept 

of mediation is presented.  

Overview of mediation. In the context of statistics, mediation represents a 

causal sequence where one variable (X) affects a second variable (M), which in turn 

affects a third variable (Y). This concept of mediation is illustrated below. 

X  M  Y 

In this diagram, the second variable, M, which is the intervening variable, is called 

the mediator. A mediator can impact the relationship between X and Y in one of 

two ways. The effect of X on Y could be fully carried by M, which would 
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Figure 4.1. Statistical model of a mediator effect. 

 

effectively completely eliminate X’s effect on Y. In such situations, this is referred 

to as complete or full mediation. It also is possible for a mediator to partially 

mediate the X–Y relationship as shown in Figure 4.1. This would occur if X’s 

influence on Y were reduced when in the presence of M. This latter situation is 

referred to as partial mediation.  

To test for mediation, Baron and Kenny (1986) proposed the a general four-

step approach. The first three steps, which are performed to determine if zero-order 

relationships exist among the variables, involve (a) regressing Y on X to confirm 

that X is significant predictor of Y (path c in Figure 4.1), (b) regressing M on X to 

confirm that X is a significant predictor of M (path a in Figure 4.1), and (c) 

regressing Y on M to confirm that M is significant predictor of Y (path b in Figure 

4.1). If all three zero-order relationships are significant, then the last step of the 

four-step approach is conducted. This last step involves regressing Y on both X and 

M simultaneously. Relative to the final regression equation, a mediator effect is 

present if the effect of M on Y (path b in Figure 4.1) is still significant in the 

presence of X. The type of mediation (full or partial) then depends on the 

significance of X. If X no longer has a significant effect on Y in the presence of M, 
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then there is full mediation: All of X’s influence on Y is being carried by M. If, 

however, X still has significant effect on Y in the presence of M, then there is partial 

mediation: Both X and M continue to be significant predictors of Y even when the 

effect of each variable is being controlled. A discussion of the results from 

applying four-step approach to the current study follows.   

 Mediation for Set A: Set A  Y1  Y2. To determine if Y1 = eWOM 

activities mediated the relationship between Set A = Purchasing Perceptions and   

Y2 = Purchasing Involvement, I first determined which factors in Set A had a 

significant relationship with Purchasing Involvement (the X  Y path, which is 

path c in Figure 4.1). As reported in Table 4.13, two factors had a significant zero-

order relationship with Purchasing Involvement, namely, X2 = Loyalty and X3 = 

Perceived Value. I then determined if these two predictors had a significant 

relationship with the mediator, Y1 = eWOM activities (the X  M path, which is 

path a in Figure 4.1). As reported in Table 4.14, there was a significant relationship 

between X2 = Loyalty and Y1 = eWOM activities, R2 = .065, F(1, 343) = 23.73, p < 

.0001, and between X3 = Perceived Value and eWOM activities, R2 = .065, F(1, 

343) = 24.03, p < .0001. Furthermore, there also was a significant zero-order 

relationship between the mediator, Y1 = eWOM activities, and the dependent 

variable, Y2 = Purchasing Involvement (the M  Y path, which is path b in Figure 

4.1), R2 = .02, F(1, 343) = 8.21, p = .0044. 
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Table 4.13  

Summary of Zero-Order Relationships between Y2 = Purchasing Involvement and Set A = 

Purchasing Perceptions 

Set A Factors Bi ti (343) pi 

X1 = Satisfaction –0.10 –0.20 .8409 

X2 = Loyalty 0.75 2.42 .0159* 

X3 = Perceived value –1.38 –2.99 .0030** 

X4 = Service quality –0.23 –1.27 .2041 

Note. N = 345. 

*p < .05. ** p < .01. 

 

 

Table 4.14  

Summary of Relationships between Y1 = eWOM Activities and Set A = Purchasing Perceptions 

Set A Factors R2
 B SE t (343) p 

X2 = Loyalty .065 2.20 0.45 4.87 <.0001*** 

X3 = Perceived value .065 3.33 0.68 4.90 <.0001*** 

Note. N = 345. 

*** p < .001. 

 

Based on these results, I performed two separate mediation analyses: one 

each for the X2–Y1–Y2 path and the X3–Y1–Y2 path. As reported in Table 4.15, the 

former path (X2–Y1–Y2) reflected a significant mediation effect, but the latter path 

(X3–Y1–Y2) did not. More specifically, when Y2 = Purchasing Involvement was 

regressed on Y1 = eWOM activities and X2 = Loyalty, the relationship Loyalty had 

with Purchasing Involvement was no longer significant in the presence of eWOM 

activities, B2 = .56, t(342) = 1.77, p = .0783. Moreover, the corresponding Sobel p 

value of this path was significant, and therefore the relationship between Loyalty 

and Purchasing Involvement was fully mediated by eWOM activities.  
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Table 4.15 

Summary of Mediation Results 

 

Predictor (α)b 

(X  M) 

Predictor (b)c 

(M  Y) Indirect Path (c')d 

MEe Sobel pf Patha αi SEa bi SEb c' i pindirect path 

X2–Y1–Y2 2.20 0.45 0.10 0.04 0.56 .0783 F .0260* 

X3–Y1–Y2 3.33 0.68 0.10 0.04 –1.84 .0001*** N 0 

Note. N = 345. 
aX2 = Loyalty, X3 = Perceived value, Y1 = eWOM activities, and Y2 = Purchasing involvement. bαi and SEa 

represent the regression coefficient and corresponding standard error when the mediator variable was 

regressed on the predictor (X  M). cbi and SEb represent the regression coefficient of the predictor when the 

DV was regressed on the predictor and the mediator, and pindirect path is the corresponding p value of this 

coefficient. eME = Mediation Effect where N = none, which indicates the mediator was not significant after 

controlling for the predictor; P = partial, which indicates both the mediator and the predictor were significant 

after controlling for the predictor; and F = full, which indicates the mediator was significant after controlling 

for the predictor, but the predictor was not significant. fThe Sobel p value indicates if the mediation effect was 

significant (two-tailed). 

*p < .05. *** p < .001. 

 

Mediation for Set B: Set B  Y1  Y2. To determine if Y1 = eWOM 

activities mediated the relationship between Set B = Social Environment and Y2 = 

Purchasing Involvement, I first determined which factors in Set B had a significant 

relationship with Purchasing Involvement. This reflects the X  Y path. As 

reported in Table 4.16, four factors had a significant zero-order relationship with 

Purchasing Involvement: X6 = Gender, X7a = Power Distance, X7b = Uncertainty 

Avoidance, and X7d = Masculinity–Femininity.  

The next step was to determine if these four predictors had a significant 

relationship with eWOM activities (the X  M path). As reported in Table 4.17, 

there was a statistically significant relationship between X7a = Power Distance and 

eWOM activities, R2 = .036, F(1, 343) = 12.66, p = .0004, and between X7d = 

Masculinity–Femininity and eWOM activities, R2 = .126, F(1, 343) = 49.39, p <  
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Table 4.16  

Summary of Zero-Order Relationships between Y2 = Purchasing Involvement and Set B = 

Social Environment 

Set B Factors Bi ti (343) pi 

X5 = Age –0.04 –0.44 .6578 

X6 = Gender 9.23 5.24 <.0001*** 

X7a = Power Distance –0.89 –3.59 .0004*** 

X7b = Uncertainty Avoidance 0.82 2.70 .0073* 

X7c = Individualism–Collectivism –0.32 –1.53 .1279 

X7d = Masculinity–Femininity –0.84 –3.47 .0006** 

Note. N = 345. 

*p < .05. ** p < .01. *** p < .001. 

 

 

 

Table 4.17  

Summary of Relationships between Y1 = eWOM Activities and Set B = Social Environment 

Set A Factors R2
 B SE t (343) pi 

X6 = Gender 1.320 0.06 2.75 0.02 .9830 

X7a = Power Distance 0.036 1.32 0.37 3.56 .0004*** 

X7b = Uncertainty Avoidance 0.002 0.40 0.46 0.86 .3882 

X7d = Masculinity–Femininity 0.126 2.42 0.35 7.03 < .0001*** 

Note. N = 345. 

*** p < .001. 

 

.0001. Furthermore, as noted earlier, there also was a significant zero-order 

relationship between the mediator, Y1 = eWOM activities, and the dependent 

variable, Y2 = Purchasing Involvement (the M  Y path), R2 = .02, F(1, 343) = 

8.21, p = .0044. 

Based on these results, I performed two separate mediation analyses: one 

each for the X7a–Y1–Y2 path and the X7d–Y1–Y2 path. As reported in Table 4.18, both 

paths reflected a significant mediation effect, and in each case the result was partial  
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Table 4.18 

Summary of Mediation Results 

 

Predictor (α)b 

(X  M) 

Predictor (b)c 

(M  Y) Indirect Path (c')d 

MEe Sobel pf Patha αi SEa bi SEb c'i pindirect path 

X7a–Y1–Y2 1.32 0.37 0.10 0.04 –1.06 < .0001*** P .0406* 

X7d–Y1–Y2 2.42 0.35 0.10 0.04 –1.24 < .0001*** P .0187* 

Note. N = 345. 
aX7a = Power Distance, X7d = Masculinity–Femininity, Y1 = eWOM activities, and Y2 = Purchasing 

Involvement. bαi and SEa represent the regression coefficient and corresponding standard error when the 

mediator variable was regressed on the predictor (X  M). cbi and SEb represent the regression coefficient of 

the predictor when the DV was regressed on the predictor and the mediator, and pindirect path is the corresponding 

p value of this coefficient. eME = Mediation Effect where N = none, which indicates the mediator was not 

significant after controlling for the predictor; P = partial, which indicates both the mediator and the predictor 

were significant after controlling for the predictor; and F = full, which indicates the mediator was significant 

after controlling for the predictor, but the predictor was not significant. fThe Sobel p value indicates if the 

mediation effect was significant (two-tailed). 

*p < .05. 

 

mediation. With respect to the X7a–Y1–Y2 path, although the relationship between 

X7a and Y2 was still significant in the presence of the mediator (Y1), the coefficient 

of X7a in the presence of the mediator was less than the regression coefficient of X7a 

in the absence of the mediator (B7a = –0.9 vs. –1.06). Furthermore, the 

corresponding Sobel p value of the X7a–Y1–Y2 path was significant. Therefore, the 

relationship between X7a = Power Distance and Purchasing Involvement was 

partially mediated by eWOM activities.  

With respect to the X7d–Y1–Y2 path, although the relationship between X7d 

and Y2 was still significant in the presence of the mediator (Y1), the coefficient of 

X7d in the presence of the mediator was less than the regression coefficient of X7d in 

the absence of the mediator (B7d = –0.84 vs. –1.24). Furthermore, the corresponding 

Sobel p value of the X7d–Y1–Y2 path was significant. Therefore, the relationship 
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between X7d = Masculinity–Femininity and Purchasing Involvement was partially 

mediated by eWOM activities.  

Mediation for Set C: Set C  Y1 Y2. To determine if Y1 = eWOM 

activities mediated the relationship between Set C = Experiences and Y2 = 

Purchasing Involvement, I first determined which factors in Set C had a significant 

zero-order relationship with Purchasing Involvement (the X  Y path). As reported 

in Table 4.19, none of the four Set C factors—X8 = Frequent Flyer Status and the 

three factors of Internet use Frequency (X9a, X9b, X9c)—had a significant zero-order 

relationship with Y2 = Purchasing Involvement. As a result, there were no 

relationships involving the factors of Set C to mediate.  

In summary, based on the mediation analyses, eWOM activities fully 

mediated the relationship between Loyalty and Purchasing Involvement. eWOM 

activities also partially mediated the relationship between Purchasing Involvement 

and two of the cultural dimension variables: Power Distance and Masculinity–

Femininity. This will be discussed further in Chapter 5. 

Table 4.19  

Summary of Zero-Order Relationships between Y2 = Purchasing Involvement and Set C = 

Experiences 

Set A Factors Bi ti (343) pi 

X8 = Frequent Flyer  –2.57 –1.46 .1446 

X9a = Internet use frequency 1-5 hours/week –3.62 –0.87 .3825 

X9b = Internet use frequency 5-10 hours/week –2.44 –0.91 .3642 

X9c = Internet use frequency 10-20 hours/week –1.16 –0.62 .5348 

Note. N = 345. 

*p < .05. 
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Results of Hypotheses Testing 

The research questions and corresponding research hypotheses of the 

current study were stated in Chapter 1. The research hypotheses are restated here in 

null form for testing purposes. The decision to reject or fail to reject a null 

hypothesis was based on the results of the respective primary analyses reported in 

this chapter. The null hypotheses and a discussion of the decisions made with 

respect to each are provided below. 

Null hypothesis 1: When examined from a hierarchical perspective with 

set entry order A-B-C, there will be no significant predictive gain at each stage 

of the analysis relative to the explained variance in Y1 = eWOM activities. As 

reported in Table 4.11, there were significant predictive gains at each stage of the 

hierarchical model. At Stage 1, Set A = Purchasing Perceptions was significant, R2 = 

.06, F(1, 343) = 23.73, p < .0001. At Stage 2, the increment Set B = Social 

Environment made in the presence of Set A was significant, sR2 = .14, F(4, 339) = 

14.83, p < .0001. At Stage 3, the increment Set C = Experiences made in the 

presence of Sets A and B was significant, sR2 = .01, F(1, 338) = 4.28,  p = .0393. 

Because there was a significant predictive gain made by each set at each stage of the 

hierarchical regression, Hypothesis 1 was rejected. 

Null hypothesis 2: When examined from a hierarchical perspective with 

set entry order A-B-C followed by eWOM activities, there will be no 

significant predictive gain at each stage of the analysis relative to the explained 



168 

 

variance in Y2 = Purchasing Involvement. As reported in Table 4.12, there were 

significant predictive gains at some, but not all, stages of the hierarchical model. At 

Stage 1, Set A = Purchasing Perceptions was significant, R2 = .07, F(2, 342) = 

12.53, p < .0001. At Stage 2, the increment Set B = Social Environment made in 

the presence of Set A was significant, sR2 = .10, F(5, 337) = 8.12, p < .0001. At 

Stage 3, the increment Set C = Experiences made in the presence of Sets A and B 

was not significant, sR2 = .01, F(2, 335) = 2.04, p = .1316. At Stage 4, the 

increment of eWOM activities made in the presence of Sets A, B, and C was 

significant, sR2 = .04, F(1, 334) = 17.12, p < .0001. Because there was a significant 

predictive gain at three of the four stages of the hierarchical regression, Hypothesis 

2 was partially rejected. More specifically, the decision was to reject the hypothesis 

relative to the predictive gains made by Sets A, B, and the single factor eWOM 

activities, but fail to reject the hypothesis relative to the predictive gain made by 

Set C.  

Null hypothesis 3: eWOM activities will not significantly mediate the 

relationship between the targeted factors of Set A = Purchasing Perceptions 

and Y2 = Purchasing Involvement. As reported in Tables 4.13–4.15, of the initial 

four factors in Set A, two had a significant relationship with Purchasing 

Involvement: X2 = Loyalty and X3 = Perceived Value. Of these two factors, though, 

Y1 = eWOM activities significantly mediated only one factor’s relationship with   

Y2 = Purchasing Involvement. The effect of Loyalty on Purchasing Involvement 
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was fully mediated by eWOM activities (X2  Y1  Y2). Thus, Hypothesis 3 was 

rejected.  

Null hypothesis 4: eWOM activities will not significantly mediate the 

relationship between the targeted factors of Set B = Social Environment 

and Y2 = Purchasing Involvement. As reported in Tables 4.16–4.18, of the initial 

six factors in Set B, four had a significant relationship with Purchasing 

Involvement: X6 = Gender, X7a = Power Distance, X7b = Uncertainty Avoidance, 

and X7d = Masculinity–Femininity. Of these four factors, though, Y1 = eWOM 

activities significantly mediated two factors’ relationship with Y2 = Purchasing 

Involvement. The effect of Power Distance on Purchasing Involvement was 

partially mediated by eWOM activities (X7a  Y1  Y2), and the effect of 

Masculinity–Femininity on Purchasing Involvement was partially mediated by 

eWOM activities (X7d  Y1  Y2). Thus, Hypothesis 4 was rejected.  

Null hypothesis 5: eWOM activities will not significantly mediate the 

relationship between the targeted factors of Set C = Experiences and Y2 = 

Purchasing Involvement. As reported in Table 4.19, of the initial four factors in 

Set C, no factor had a significant zero-order relationship with Purchasing 

Involvement and hence there was no relationship to mediate. Therefore, the 

decision relative to Hypothesis 5 was “failed to reject.” 
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Chapter 5 

Conclusions, Implications, and Recommendations 

Summary of Study 

The purpose of the current study was manifold: (a) to examine the 

relationship a set of targeted factors has on electronic Word-of-Mouth (eWOM) 

activities in the context of aviation, (b) to examine the extent to which these factors 

affect airline passengers’ purchasing involvement, and (c) to determine the extent 

to which eWOM activities mediate the relationship between the targeted factors 

and purchasing involvement. The targeted research factors were partitioned into 

three functional sets. Set A = Purchasing Perceptions was comprised of four 

factors: satisfaction, loyalty, perceived value, and service quality. Set B = Social 

Environment was comprised of age, gender, and cultural differences. Set C = 

Experiences was comprised of frequent flyer status and Internet use frequency. 

There also were two dependent variables. With respect to Research Question 1, 

eWOM activities was a dependent variable relative to the targeted factors, and with 

respect to Research Question 2, purchasing involvement was a dependent variable 

relative to the targeted factors and eWOM activities. eWOM activities also was 

hypothesized to be a mediating variable between the targeted factors and 

purchasing involvement. The research methodology/design that best fit the current 

study was explanatory correlational because the study involved examining 
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relationships among multiple factors associated with a single group, namely, airline 

passengers.  

The target population was all adult airline travelers 18 years or older, 

including leisure, business, and student travelers, who have flown domestically 

and/or internationally in 2018 via a major U.S. airline such as American, Delta, 

Southwest, and United, and not their regional subsidiaries. They also were active 

users of electronic media to make online purchases, provide online reviews, and/or 

search online for information to help inform a purchasing decision. The accessible 

population was graduate students studying in Florida who had completed at least 

one round trip domestic and/or international flight with a major U.S. airline in 2018 

for travel, work, or study. These students also actively used the Internet and 

accessed social media at least once in the past 12 months to purchase airfares, 

provide online reviews, or seek online information before making a purchasing 

decision. 

The sampling strategy used in the current study was convenience and 

consisted of enlisting the support of the colleges and universities throughout 

Florida that had graduate degree programs (master’s and doctoral). The sample size 

used to report descriptive statistics consisted of N = 416. After preliminary data 

screening and before conducting inferential statistics, the final sample size used to 

test the hypotheses was N = 345. 
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A researcher-prepared questionnaire derived from various standardized 

instruments and modified for an aviation context served as the primary data 

collection instrument for the current study. The eWOM–Purchasing Involvement 

Index (eWOM-PII) was designed to examine attitudes and behaviors of airline 

passengers across the targeted factors that would affect eWOM activities and 

purchasing involvement. I gave attention to the instrument’s content validity by 

having my adviser and professors in the College of Business review the modified 

items. I also administered the instrument as part of a preliminary study to a 

hypothetical sample to ensure that the items were written clearly, were easy to 

understand, and had no errors or ambiguity. The final version of eWOM-PII 

comprised five sections: Section A contained purposively selected items from 

various instruments to measure participants’ satisfaction, trust, loyalty, service 

quality, and perceived value relative to the products and services they might 

purchase from airlines; Section B contained Yoo, Donthu, and Lenartowicz’s 

(2011) Cultural Values Scale (CVSCALE), which was used to measure four of 

Hofstede’s (1980) cultural dimensions; Section C was a researcher-modified 

version of Sun et al.’s (2006) questionnaire with respect to eWOM activities; 

Section D was a researcher-modified version of Karaatli’s (2015) Purchasing 

Involvement (PI) scale; and Section E was a researcher-constructed instrument for 

participants to self-report their demographics and purchasing experiences. 
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Instrument reliability was calculated using Cronbach’s alpha. As reported in 

Table 3.6 (Chapter 3), the overall reliability of the eWOM-PII based on a sample 

size of N = 345 was  = .91. Moreover, the various instruments used in each 

section of the eWOM-PII had reliability coefficients greater than  = .8. As a 

result, the instruments used in the current study were acceptable in practice (Cohen 

et al., 2003). A complete summary of the reliability information is provided in 

Table 3.6. The questionnaire was made available in electronic form via 

SurveyMonkey. The link to access the questionnaire was distributed to the targeted 

colleges and universities throughout Florida, with most of the responses coming 

from students in the northern and central parts of the state. The data collection 

period was 2 months and ended February 2019.   

Summary of Findings 

Prior to testing the study’s hypotheses, various preliminary data screening 

activities were conducted, including coding variables, missing data and outlier 

analyses, and confirming that the data set was compliant with regression 

assumptions. The result of these analyses reduced the data set from N = 416 to N = 

345. Furthermore, several variables also were eliminated from the final data set 

because they were not correctly specified relative to one of the assumptions of 

regression (see Table 3.7 in Chapter 3, and Tables 4.9 and 4.10 in Chapter 4). 

Three independent primary analyses were then conducted to test the study’s 

hypotheses. A brief summary of the findings from these primary analyses follows.  
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Table 5.1 

Summary of the Results of Hypothesis Testing 

Null Hypothesis Decision 

 aH1: When examined from a hierarchical perspective with set entry order A-B-C, 

there will be no significant predictive gain at each stage of the analysis relative 

to the explained variance in Y1 = eWOM Activities. 

Rejected 

bH2:  When examined from a hierarchical perspective with set entry order A-B-C 

followed by eWOM activities, there will be no significant predictive gain at 

each stage of the analysis relative to the explained variance in Y2 = Purchasing 

Involvement.  

Partially 

Rejectedc 

H3:  eWOM Activities will not significantly mediate the relationship between the 

targeted factors of Set A = Purchasing Perceptions and Y2 = Purchasing 

Involvement. 

Rejected 

H4:  eWOM Activities will not significantly mediate the relationship between the 

targeted factors of Set B = Social Environment and Y2 = Purchasing 

Involvement. 

Rejected 

H5:  eWOM Activities will not significantly mediate the relationship between the 

targeted factors of Set C = Experiences and Y2 = Purchasing Involvement. 

Fail to 

Reject 

Note. N = 345.  
aSet A = Purchasing Perceptions consisted of X2 = Loyalty. Set B = Social Environment consisted of X5 = 

Age, X6 = Gender, X7c = Individualism–Collectivism, and X7d = Masculinity–Femininity. Set C = Experiences 

consisted of X8 = Frequent flyer status (Yes vs. No). bSet A = Purchasing Perceptions consisted of X2 = 

Loyalty and X3 = Perceived value. Set B = Social Environment consisted of X6 = Gender, X7a = Power 

Distance, X7b = Uncertainty Avoidance, X7c = Individualism–Collectivism. Set C = Experiences consisted of 

X9b = Internet use frequency of more than 5 hours to 10 hours per week vs. more than 20 hours per week. 
cThe partial rejections were relative to the relationships between Set A and Purchasing Involvement, Set B 

and Purchasing Involvement, and eWOM activities and Purchasing Involvement. 

 

and the decisions from the corresponding hypothesis tests with respect to these 

findings are summarized in Table 5.1. 

Primary analyses 1 and 2. Two independent hierarchical regression 

analyses were performed relative to Research Questions 1 and 2, respectively. For 

RQ1, Y1 = eWOM activities was regressed on Set A = Purchasing Perceptions (X2), 

Set B = Social Environment (X5, X6, X7c, and X7d), and Set C = Experiences (X8). As 

reported in Table 4.11 (Chapter 4), significant relationships were found at each 

stage of the analysis, and there were two significant variables in the final model:  
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X2 = Loyalty and X7d = Masculinity–Femininity. Both of these variables also 

maintained significance at each stage of the analysis. A third variable, X5 = Age, 

was not significant in the final model at the preset alpha level of  = .05, but was 

significant for  = .08. 

With respect to RQ2, Y2 = Purchasing Involvement was regressed on Set A = 

Purchasing Perceptions (X2 and X3), Set B = Social Environment (X6, X7a, X7b, X7c, 

and X7d), Set C = Experiences (X9b and X9c), and eWOM activities (Y1). As reported 

in Table 4.12 (Chapter 4), significant relationships were found at each stage of the 

analysis, except the third stage where Set C entered the model in the presence of 

Sets A and B. However, the final model was significant and there were five 

significant variables including X2 = Loyalty, X3 = Perceived Value, X6 = Gender, X7b 

= Uncertainty Avoidance, and Y1 = eWOM activities. These five factors also were 

significant at the stage they entered the model.  

Primary analysis 3. In addition to the two hierarchical regression analyses, 

three mediation analyses—one each for Research Questions 3, 4, and 5—also were 

performed to determine if Y1 = eWOM activities mediated the relationship between 

the targeted factors of Sets A, B, and C, respectively, and Y2 = Purchasing 

Involvement. With respect to RQ3 and as reported in Table 4.15 (Chapter 4), the 

X2–Y1–Y2 path reflected a significant mediation effect. More specifically, the 

relationship between X2 = Loyalty in Set A and Y2 =Purchasing Involvement was 

fully mediated by Y1 = eWOM activities. With respect to RQ4 and as reported in 
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Table 4.18 (Chapter 4), the X7a–Y1–Y2 path and the X7d–Y1–Y2 path reflected 

significant mediation effects. More specifically, the relationship between X7a = 

Power Distance in Set B and Y2 = Purchasing Involvement, and the relationship 

between X7d = Masculinity–Femininity in Set B and Y2 = Purchasing Involvement 

were partially mediated by Y1 = eWOM activities. With respect to RQ5 and as 

reported in Table 4.19 (Chapter 4), none of the four Set C factors (X8 = Frequent 

Flyer Status, and X9a, X9b, and X9c, which represented the three factors of Internet 

use Frequency) had a significant relationship with Purchasing Involvement. Thus, 

there were no relationships involving these factors to mediate.  

Conclusions and Inferences 

This section contains a summary of the findings for the five research 

questions as presented in Chapter 1. Included in this summary is an interpretation 

of the results in the context of the research setting as well as a discussion of 

plausible explanations for the results. 

Research question 1: When examined from a hierarchical perspective 

with set entry order A-B-C, what is the predictive gain at each stage of the 

analysis relative to the explained variance in Y1 = eWOM activities? 

Set A = Purchasing perceptions. This set consisted of one factor: X2 = 

Loyalty. As reported in Table 4.11 (Chapter 4), when this factor entered the 

analysis in the presence of no other variables, X2 was significant. For every 1-point 

increase in loyalty scores toward a major U.S. airline’s products and services, 
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eWOM activities scores increased on average by 2.19 points. This implies that as 

participants’ perceived loyalty to a major U.S. airline’s products and services 

increased, their eWOM activities also increased.  

One plausible explanation for this result is that people who are loyal to 

products and services of an airline would like their family or friends to receive the 

same experiences they had. As a result, their intention to share their experiences to 

others would be greater than people who are not loyal to the products and services 

of an airline.  

A second plausible explanation is that loyal passengers might engage in 

eWOM activities to express their opinions on social media platforms about their 

experiences with the airline. This enables passengers to “speak” directly to the 

airline, which most likely is monitoring such sites. Although there is a general 

consensus that people are more apt to express dissatisfaction than satisfaction, it is 

reasonable to conjecture that loyal passengers might review all comments (positive 

or negative) to improve their airlines’ products and services. This implication is 

supported by Vermeulen and Seegers (2009) who indicated that customers 

confronted with service failure are more likely to express dissatisfaction or share 

negative comments to others for the sake of brand development in the future.   

Set B = Social environment. The social environment set consisted of four 

factors: X5 = Age, X6 = Gender, X7c = Individualism–Collectivism, and X7d = 

Masculinity–Femininity. When these factors entered the analysis in the presence of 
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Set A, two of these four factors were significant: X5 = Age and the cultural 

dimension X7d = Masculinity–Femininity. A discussion of each factor follows: 

X5 = Age. As reported in Table 4.11 (Chapter 4), age had a significant 

negative relationship with eWOM activities. Holding all other variables constant, 

for every 10-year increase in age, eWOM activities scores decreased on average by 

approximately 2 points. This implies older people engage in fewer eWOM 

activities than younger people. 

One plausible explanation for this result is that experience increases with 

age. Because people see and learn several things when they grow up, they are able 

to use those experiences to support their decision without seeking any further 

information. There also is support for this implication in the literature. For 

example, De Acedo Lizarraga et al. (2007) reported that adults (vs. younger people) 

made purchase decisions based on the information and knowledge they possessed 

and did not feel it was necessary to seek validation from others.  

A second plausible explanation for older people engaging in fewer eWOM 

activities than younger people is time constraints. As people get older, the number 

of responsibilities they have tends to increase. As a result, adults might not have 

much “free” time to use social media platforms to read online comments and share 

their experiences with others. It is also conceivable that older people might not 

know how to use social media to read online review, share experiences, and 
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forward information and thus engage in fewer eWOM activities than younger 

people before making a purchase decision. 

X7d = Masculinity–Femininity. As reported in Table 4.11 (Chapter 4), this 

cultural factor had a direct and significant relationship with eWOM activities. 

Holding all other variables constant, for every 1-point increase in Masculinity–

Femininity scores, eWOM activities scores increased on average by 2.43 points. 

This implies that participants from a more masculine culture have higher 

engagement in eWOM activities.  

One plausible explanation for this result is that people in a masculine 

culture prefer reputable brands and would like to select brands that are widely 

accepted to demonstrate their status. According to this, they tend to engage more in 

eWOM activities such as seeking online information or chatting online with others 

to get the best airline products and services. This implication is supported by 

Halverson and Tirmizi (2008) who indicated that men tended to favor competition, 

challenging tasks, and reputable brands. Because of the materialistic nature of a 

masculine culture, information sharing and information acquisition behavior are 

more predominate in a masculine culture than in a feminine culture (Lam et al., 

2009; Liu, Furrer, & Sudharshan, 2001).  

A second plausible explanation for this finding is grounded in Hofstede’s 

(1980) cultural dimensions theory in terms of masculinity/femininity. Hofstede 

(1980) described a masculine culture in terms of achievement, assertiveness, and 
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material success. Thus, people in a masculine culture would be expected to engage 

in more eWOM activities to obtain products and services that could help portray 

their success, achievement, and status.   

Set C = Experiences. The experiences set consisted of one factor, namely, 

X8 = Frequent Flyer Status. As reported in Table 4.11 (Chapter 4), when this factor 

entered the analysis in the presence of Sets A and B, X8 was not significant, which 

indicates there was no significant difference in eWOM activities between 

participants who subscribe to a frequent flyer program vs. those who do not 

subscribe to a frequent flyer program.  

One plausible explanation for this result is statistically based. As reported in 

Table 4.11, the increment this factor made in explaining the variance in eWOM 

activities was sr8
2 = .01, which equates to an effect size of f 2 = 0.013. Although the 

current study’s sample size was N = 345, to find an effect size of 0.013 at a 

minimum power of .80 with  = .05 would have required a sample size of N = 606, 

which is nearly twice as large as the current study’s sample size. A second 

plausible explanation is related to the concept of frequent flyer programs. Although 

airlines’ frequent flyer programs provide perks such as being able to apply accrued 

mileage for “free” travel, most programs are similar in structure and rules, and 

airfares are not based on whether a passenger belongs to that airline’s frequent flyer 

program. As a result, it is reasonable to conclude that such programs would have no 

bearing on passengers’ electronic word-of-mouth activities. 
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Research question 2: When examined from a hierarchical perspective 

with set entry order A-B-C followed by eWOM activities, what is the 

predictive gain at each stage of the analysis relative to the explained variance 

in Y2 = Purchasing Involvement? 

 Set A = Purchasing perceptions. This set consisted of two factors: X2 = 

Loyalty and X3 = Perceived Value. When these factors entered the analysis in the 

presence of no other variables, X2 and X3 were significant. A discussion of each 

factor follows. 

X2 = Loyalty. Loyalty had a significant positive relationship with 

Purchasing Involvement. As reported in Table 4.12 (Chapter 4), holding all other 

variables constant, for every 1-point increase in loyalty scores relative to a major 

U.S. airline’s products and services, purchasing involvement scores increased on 

average by 1.29 points. This implies that as passenger loyalty increases, these 

passengers will engage in more eWOM activities to help inform their decision 

about whether to purchase an airline’s product or service.  

One plausible explanation for this result has to do with the limitations of 

brand loyalty relative to e-commerce. Although individuals who are loyal to a 

particular brand generally will continue to support that brand, the concept of “true” 

customer loyalty might be waning in today’s e-commerce platforms. Thus, it is 

logical to assume that the reason eWOM activities increased as loyalty scores 

increased is because “loyal” passengers want to ensure that the products and 
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services they are receiving from an airline are still better and of higher quality than 

those offered by other airlines. As a result, they might take time to search and 

compare information before committing to their brand. This implication is 

supported in part by Park et al. (2007) who reported that as people searched for 

more information, they became more informed about their purchase decision. Thus, 

brand loyalty will only go so far in today’s electronic marketplace. 

A second plausible explanation is that loyal passengers might want to 

receive updated information from an airline and yearn for economic incentives to 

maintain their loyalty. To achieve this end result, it is conceivable that such 

passengers might engage in various activities to search and compare information 

regarding airfare/special promotions that they are eligible to receive as a loyal 

passenger. 

X3 = Perceived value. Perceived value had a significant negative 

relationship with purchasing involvement. As reported in Table 4.12 (Chapter 4), 

holding all other variables constant, for every 1-point increase in perceived value 

toward purchasing major U.S. airlines’ products and services, purchasing 

involvement scores decreased on average by 2.13 points. This implies that as 

airline passengers’ perceived value of a product or service offered by an airline 

increases, they tend to engage in fewer eWOM activities to help inform their 

purchasing decision.  
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One plausible explanation for this result is that perceived value toward 

airlines’ products and services is grounded in passengers’ past perceptions. 

Passengers will make a comparison between perceived benefits such as quality, 

convenience, and volume, and paid costs such as money, time, and effort. If they 

perceive products and services offered by an airline are worth to pay to get best 

services during a flight, they might not hesitate to buy or spend a lot of time to 

search and request for more information to make a purchase decision. As a result, 

their purchasing involvement would decrease when they use their past perceptions 

to evaluate the worthy of airlines’ products and services. 

A second plausible explanation is associated with the concept of habitual 

buying behavior. It is conceivable for passengers to have a high perceived value if 

they regularly purchase an airline’s products and services. They will know which 

products and services are appropriate for them and meet their expectations. 

Therefore, they do not need to search for more information to help them make a 

purchase decision.   

Set B = Social environment. The social environment set consisted of five 

factors: X6 = Gender, X7a = Power Distance, X7b = Uncertainty Avoidance, X7c = 

Individualism–Collectivism, and X7d = Masculinity–Femininity. When these factors 

entered the analysis in the presence of Set A, two of the five factors were 

significant: X6 = Gender and X7b = Uncertainty Avoidance. A discussion of each 

factor follows. 
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X6 = Gender. Female participants had a significantly higher level of 

purchasing involvement than male participants. As reported in Table 43.12 

(Chapter 4), females averaged 7.55 units higher on their purchasing involvement 

scores than males. This means that females engaged in more eWOM activities than 

males to help them decide whether or not to purchase a product/service.  

One plausible explanation for this result is that females by nature care for 

others, give importance to quality of life, and are concerned about uncertainty. 

Thus, they think spending time in searching for information, reading online 

reviews, and chatting with other people especially their friends or family before 

making a purchase decision are necessary and useful. This implication is supported 

in part by Fan and Miao (2012), who reported that females are more sensitive 

during the purchasing process than males, and de Acedo Lizarraga et al. (2007) 

reported that women scored significantly higher than men in the factors of 

uncertainty. This finding, however, is inconsistent with Shimp and Bearden (1982) 

who indicated that females were less likely to engage in online shopping than males 

because they were concerned about the lack of security associated with online 

shopping. 

A second plausible explanation for this result is the sample size of 

participants using the Internet. When the Internet use frequency was disaggregated 

by gender, it was found that females accounted for nearly 32% of the overall 

sample and used the Internet more than 20 hours per week. However, males 
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accounted for 19% of the overall sample used the Internet more than 20 hours per 

week. Thus, the majority of participants in the current study were females who used 

the Internet more than 20 hours per week to engage in activities that helped them 

decide whether or not to purchase a product/service. 

A third plausible explanation is relative to the cultural differences of 

participants. As noted in Table 3.3 (Chapter 3), when disaggregated by gender, the 

majority of participants were females (N = 227) who came from a low power 

distance, high uncertainty avoidance, collectivist, and masculine culture. Because 

people in high uncertainty avoidance, collectivist, and masculine cultures tend to 

request product information before making a purchase decision, it is reasonable to 

conclude that the level of purchase involvement in females would increase. Lin 

(2013) supported this point by indicating that people in a high uncertainty 

avoidance culture search information to prevent uncertainty situations whereas 

people in a masculine culture tend to seek information to find the best or popular 

products. Lin also indicated that people in a collectivist culture gave attention to 

products that are frequently recommended by close friends or family members.  

X7b = Uncertainty avoidance. Uncertainty Avoidance had a direct and 

significant relationship with Purchasing Involvement. As reported in Table 4.12 

(Chapter 4), when holding all other variables constant, for every 10-point increase 

in Uncertainty Avoidance scores, purchasing involvement scores increased on 

average approximately by 9 points. This implies that passengers who feel 
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uncomfortable or threatened by uncertain, unknown, ambiguous, or unstructured 

situations will engage in more eWOM activities to help inform their purchasing 

decisions. One plausible explanation for this result is that individuals in a high 

uncertainty avoidance culture are very careful living their lives and make decisions 

with prudence. As a result, they are more likely to search for information and 

exchange information with others before making a purchase decision (Lam, Lee, & 

Mizerski, 2009; Money, Gilly, & Graham, 1998).  

A second plausible explanation for this finding is grounded in Hofstede’s 

(1980) cultural dimensions theory. Hofstede explained uncertainty avoidance as a 

culture in which members of a society feel uncomfortable or threatened by 

uncertain or unknown situations. Thus, it is reasonable to conclude that searching 

for and exchanging information with others could help reduce a person’s level of 

uncertainty. Therefore, people in a high uncertainty avoidance culture would have a 

high level of purchasing involvement than those in low uncertainty avoidance 

culture.   

 Set C = Experiences. The experiences set consisted of two factors: X9b = the 

comparison in Internet use Frequency between more than 5 hours to 10 hours per 

week vs. more than 20 hours per week, and X9c = the comparison in Internet use 

Frequency between more than 10 hours to 20 hours per week vs. more than 20 

hours per week. As reported in Table 4.12 (Chapter 4), when these factors entered 

the analysis in the presence of Sets A and B, they were not significant. One 
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plausible explanation for this result is sample size. The reader will note from Table 

4.12 that the increment the two variables from Set C made when they entered the 

analysis was sR2
C = .01, which equates to an effect size of f 2 = 0.01. Although the 

sample size of the current study was N = 345, a sample size of N = 967 was needed 

to find an effect size of 0.01 with .80 power ( = .05). A second plausible 

explanation is the coding strategy used, which was dummy coding. This strategy 

compares different groups to a specific reference group. In the current study, this 

reference group was Internet use frequency more than 20 hours per week. If a 

different coding strategy such as weighted effects coding were used, a significant 

relationship might have been found.  

eWOM activities. eWOM activities was the last factor to enter the model. 

When this factor entered the analysis in the presence of Sets A, B, and C, Y1 = 

eWOM activities was significant. eWOM activities had a positive significant 

relationship with purchasing involvement. As reported in Table 4.12 (Chapter 4), 

when holding all other variables constant, for every 10-point increase in eWOM 

activities scores, purchasing involvement scores increased on average by 1.6 points. 

This implies that as passengers increased their eWOM activities, they also engaged 

in more activities to help inform their purchasing decisions. One plausible 

explanation for this result is that eWOM activities are consistent with purchasing 

involvement. eWOM activities include activities of people seeking information, 

forwarding reviews, and having interactive chatting, all of which are activities 
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people generally engage in when making a purchasing decision. This implication is 

supported in part by Park et al. (2007), who indicated that individuals who often 

read online reviews tend to have high purchasing involvement because they make a 

purchase decision based on both the quality and quantity of online reviews before 

making a purchase. According to this eWOM activity, they might take a long time 

to read online reviews and use a lot of effort to seek online information to help 

inform their purchasing decisions. Thus, the more participants engage in eWOM 

activities, the higher their level of purchasing involvement. 

Research question 3: To what extent do eWOM activities mediate the 

relationship between the targeted factors of Set A = Purchasing Perceptions 

and Y2 = Purchasing Involvement? As reported in Table 4.14, it was found that 

the relationship between loyalty and purchasing involvement was fully mediated by 

eWOM activities. This implies that in the presence of eWOM activities, it does not 

matter what your loyalty is to a particular product or service because eWOM 

activities subsumes the concept of loyalty relative to making a person’s level of 

purchasing involvement. As a result, eWOM activities fully mediates the 

relationship between Loyalty and Purchasing Involvement. One plausible 

explanation for this result is that the influence of eWOM activities could change 

people’ attitudes and behaviors. This mediation effect is supported in part by 

Sparks and Browning (2011) who reported that both positive and negative reviews 

had the potential to change consumers’ purchasing decision and behavior. Thus, 
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eWOM activities such as reading online information, watching live video, or seeing 

online pictures of products/services fully influenced participants’ purchasing 

involvement. Moreover, de Matos et al. (2008) and Nikookar et al. (2015) reported 

that people with a high loyalty level had a high intention to engage in WOM rather 

than people with a low loyalty level. This suggests that eWOM activities 

encompass the concept of loyalty.  

Research question 4: To what extent do eWOM activities mediate the 

relationship between the targeted factors of Set B = Social Environment 

and   Y2 = Purchasing Involvement? As reported in Tables 4.17 and 4.18, the 

respective relationships between the cultural factors of Power Distance and 

Masculinity–Femininity and purchasing involvement was partially mediated by 

eWOM activities. This implies that eWOM activities was partially responsible for 

some, but not all, of the influence these two cultural factors had on purchasing 

involvement. One plausible explanation for this result is that people in a high 

power distance and masculine culture prefer to receive further information 

regarding to products and services before making a purchasing decision. As a 

result, they would be prone to engage in eWOM activities as much as they could to 

get the best products and services. For example, people in a high power distance 

and masculine culture might read several online reviews to see which product is 

popular to portray their status. This is supported in part by Lin (2013) who 

indicated that microblogging WOM by Chinese consumers (high power distance) 
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showed a higher frequency of content that correlated with a power distance culture 

than that by U.S. consumers. Chinese consumers demonstrated greater interest in 

status, features, and had positive attitudes on luxury products. For masculine 

culture, the findings were also supported by several studies that men would select 

brands that are famous and widely accepted in the society to portray their success, 

achievement, and status (De Mooij & Hofstede, 2002; Dwyer, Mesak & Hsu, 2005; 

De Mooij, 2010). 

Research question 5: To what extent do eWOM activities mediate the 

relationship between the targeted factors of Set C = Experiences and Y2 = 

Purchasing Involvement? As reported in Table 4.19, the relationship between the 

targeted factors in the experiences set (frequent flyer status and Internet use 

frequency) and purchasing involvement was not mediated by eWOM activities. 

This was because none of these factors had a significant relationship with 

purchasing involvement, and hence there was no relationship to mediate. 

Implications 

This section contains a discussion of the implications of the current study’s 

results. It is organized into three parts: the implications of the results relative to the 

theoretical foundations presented in Chapter 2, the implications of the results 

relative to the past studies presented in Chapter 2, and implications for practice. 

Implications relative to theory. The current study was grounded in two 

theories: Ajzen’s (1991) Theory of Planned Behavior and Hofstede’s (2001) 
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cultural dimensions theory. A summary of each theory and a discussion of the 

implications of the study’s findings relative to each are presented below.  

The theory of planned behavior (TPB). As presented in Chapter 2, Ajzen 

(1991) developed the TPB model to posit that attitudes toward a behavior, 

subjective norms related to the behavior, and a person’s perceived control for the 

behavior are factors in determining individuals’ intentions of performing the 

behavior, and these behavioral intentions then lead to actual behaviors. In the 

current study, each set depicted in Figure 2.1 (Chapter 2) was aligned to Ajzen’s 

TPB: (a) Set A = Purchasing Perceptions represented attitudes toward the behavior 

of purchasing involvement, (b) Set B = Social Environment represented subjective 

norms, (c) Set C = Experiences represented perceived control over purchasing 

involvement, and (d) the three sets of factors were hypothesized to have a direct 

effect on eWOM activities, which represented the intentions of a person’s 

purchasing involvement and served as a mediator between the factors and the actual 

behavior.  

The findings of the current study were consistent with Ajzen’s (1991) 

theory of planned behavior. For example, referencing Figures 2.1 and 2.2 in 

Chapter 2, Sets A, B, and C each had a direct and significant relationship with 

eWOM activities (Ajzen’s “Intention” construct), and Sets A and B also had a 

direct and significant relationship with purchasing involvement (Ajzen’s 

“Behavior” construct). Set C did not have a direct and significant relationship with 
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purchasing involvement, however, due to low power and small effect size. This 

latter finding was not considered to be inconsistent with theory because Ajzen 

hypothesized that this link was tentative and indicated that this relationship should 

not be expected to be present in all cases as denoted by his use of a dashed line in 

Figure 2.2. With respect to Set A, the loyalty factor had a direct and significant 

relationship with eWOM activities, and in Set B, age and the cultural dimension of 

Masculinity–Femininity had direct and significant relationships with eWOM 

activities. Furthermore, the results of the current study also supported the link 

between eWOM activities (Ajzen’s “Intention” construct) and purchasing 

involvement (Ajzen’s “Behavior” construct): eWOM activities had a direct and 

positive relationship with purchasing involvement.  

Independent of these findings, the current study also confirmed the role of 

Ajzen’s (1991) “Intention” construct as a mediator between Behavior and “attitude 

toward behavior,” “subjective norms” and “perceived control,” respectively. The 

results of data analysis confirmed that eWOM activities (Intention) fully mediated 

the relationship between loyalty (“attitude toward behavior)” and purchasing 

involvement (Behavior). Moreover, eWOM activities (Intention) partially mediated 

the relationship between purchasing involvement (Behavior) and two of cultural 

dimension variables: Power Distance and Masculinity–Femininity. 

The current study did not support, though, the direct relationship between 

Set C = Experiences and Purchasing Involvement. As shown in Figure 2.2, Ajzen 
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(1991) hypothesized that this link was tentative—as denoted by the dotted line—

and indicated that it was possible for perceived behavioral control to have a direct 

effect on Behavior. When applied to the context of the current study, the data did 

not provide sufficient evidence to conclude that passengers’ frequent flyer status 

and Internet use frequency directly impacted their purchasing involvement.  

Hofstede’s cultural dimensions theory. The second theory in which the 

current study was grounded was Hofstede’s (1980) cultural dimensions theory. As 

presented in Chapter 2, Hofstede introduced five cultural dimensions of which four 

were relevant to the current study: Individualism–Collectivism (I/C), Power 

Distance (PD), Masculinity-Femininity (M/F), and Uncertainty Avoidance (UA). 

The findings supported Hofstede’s theory. For example, Masculinity–Femininity 

had a significant relationship with eWOM activities, and Uncertainty Avoidance 

had a significant relationship with purchasing involvement behavior.  

With respect to the Masculinity–Femininity dimension, the study’s findings 

demonstrated participants from increasing masculine cultures had higher 

engagement in eWOM activities. This was consistent with Hofstede (1980) who 

described a masculine culture in terms of achievement, assertiveness, and material 

success. Based on Hofstede’s description, males would be more likely to engage in 

eWOM activities to find the best products and services to portray their success, 

achievement, and status.  
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With respect to the Uncertainty Avoidance factor, the findings showed that 

participants from increasing high uncertainty avoidance cultures had higher 

purchasing involvement. This is consistent with Hofstede (1980) who described an 

uncertainty avoidance culture as one where members in a society feel 

uncomfortable or threatened by uncertain, unknown, or ambiguous situations. As a 

result, they tend to make decisions with prudence. Given Hofstede’s description, 

people in high uncertainty avoidance would be more likely to engage in more 

eWOM activities to help inform their purchasing decisions, which is exactly what 

the current study found. 

Implications relative to past studies. This section provides a comparison 

of the current study’s findings as they relate to the findings of the prior research 

presented in Chapter 2. The literature review of the current study involved studies 

related to: (a) factors influencing eWOM activities and purchasing involvement; (b) 

the influence of eWOM activities on purchasing involvement; and (c) 

demographics and purchasing experiences such as age, gender, frequent flyer, 

frequency of Internet usage, and cultural differences associated with eWOM 

activities and purchasing involvement. The discussion presented here follows this 

structure and includes a brief overview of the prior research relative to each 

targeted area as well as plausible reasons for those cases where the findings of the 

current study were inconsistent with the literature. 
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Factors influencing eWOM activities and purchasing involvement. As 

depicted in Figure 2.1 (Chapter 2), this area of the literature review focused on the 

direct effects the targeted three sets—Set A = Purchasing Perceptions, Set B = 

Social Environment, and Set C = Experiences—had on eWOM activities and 

Purchasing Involvement, respectively. The reader also is reminded that because the 

concept of eWOM activities evolved from WOM activities, the conceptual 

framework of WOM was used as a guideline to provide insight into factors 

influencing eWOM activities and purchasing involvement in the current study.  

De Matos and Rossi (2008) reported the five factors of satisfaction, service 

quality, loyalty, trust, and perceived value had a significant relationship with WOM 

and purchase decision, especially satisfaction and loyalty. De Matos and Rossi also 

reported satisfaction and loyalty had a strong influence on WOM activity when the 

study was conducted at a specific point in time (r = .42). Moreover, there was a 

strong relationship between loyalty and WOM found in WOM intentions.  

The findings of the current study were mostly consistent with those of de 

Matos and Rossi (2008), especially with respect to the loyalty factor. The current 

study’s findings showed that loyalty had a significant and strong positive 

relationship with both eWOM activities and purchasing involvement in the context 

of aviation. As passenger’s loyalty to a major U.S. airline’s products and services 

increased, their eWOM activities and purchasing involvement also increased. 

Perceived value, however, had a negative relationship with purchasing 
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involvement: As passengers’ perceived value of a product/service offered by an 

airline increased, passengers’ eWOM activities geared specifically to helping 

inform them about their purchasing decisions decreased.  

Counter to de Matos and Rossi (2008), though, the current study did not 

find a statistically significant difference in the factors of satisfaction, perceived 

value, and service quality relative to eWOM activities. There also was no 

statistically significant difference in satisfaction and service quality relative to 

purchasing involvement. One reasonable explanation for these inconsistencies is 

the instrument. Unlike de Matos and Rossi, the current study modified the data 

collection instrument to reflect an aviation context and eliminated several items in 

the process. Although the dimensions of satisfaction, service quality, loyalty, and 

perceived value held, the dimension of trust was not relevant to the current study 

because a corresponding factor analysis resulted in a four-factor solution with trust 

and service quality being closely related. Another reasonable explanation has to do 

with the research methodology. For example, the current study was based on a 

correlational methodology (single group–multiple measures) whereas de Matos and 

Rossi conducted a meta-analysis of the published literature. Nevertheless, because 

there was consistency in some of the current study’s findings and those de Matos 

and Rossi, this brings greater credibility to factors that influence eWOM activities 

and purchasing involvement within an aviation context. 
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Nikookar et al. (2015) examined factors related to WOM activities in the 

airline industry and reported that satisfaction, trust, loyalty, service quality, and 

perceived value had a significantly positive effect on WOM for alpha level of  = 

.01. They also reported that attitudes toward airline, subjective norms, and intention 

of passengers had a significant influence on WOM activities. Although not all of 

these factors in the current study had a significant relationship with eWOM 

activities, the findings of the current study were partially consistent with those of 

Nikookar et al. For example, the current study found that loyalty and perceived 

value had a significant effect on eWOM activities. Furthermore, although not all 

the factors in the current study had a significant relationship with eWOM activities, 

each set that was the representative of attitudes toward behavior, subjective norms, 

and perceived behavioral control had a significant relationship with eWOM 

activities. 

One plausible reason for some of the inconsistencies between the two 

studies could be related to statistical strategy. The current study used a hierarchical 

regression approach and tested for mediation effects whereas Nikookar et al. (2015) 

employed a structural equation modeling approach for data analysis. Nevertheless, 

the consistency in the findings between the current study and those of Nikookar et 

al. demonstrates that many of the factors associated with WOM activities are also 

relevant for eWOM activities in the context of aviation. 
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The influence of eWOM activities on purchasing involvement. As 

depicted in Figure 2.1 (Chapter 2), this area of the literature review focused on the 

direct eWOM activities had on Purchasing Involvement. Within this area, the 

studies of Park et al. (2007) and Chen et al. (2015) were relevant.  

Park et al. (2007) examined the extent to which quality (the level of detail) 

and quantity (frequency) of online reviews influenced purchase intention. Park et 

al. reported that both factors—quality and quantity—had a significant impact on 

purchase intention: The more detailed information provided in an online review 

coupled with the number of online reviews for a particular product or service 

resulted in an increased purchase intention. Although the current study did not 

focus on these relationships, the current study’s results were consistent with the 

findings found in Park et al.’s study. Park et al. indicated that individuals who often 

read online reviews and pay attention to a product’s detailed information tend to be 

high involvement customers. This is because they consider both the quality and 

quantity of online reviews before making a purchase decision. Thus, it could be 

implied that the more eWOM activities people engage in, the higher their level of 

purchasing involvement. 

Chen et al. (2015) endeavored to understand the role of eWOM activities 

relative to consumers’ purchase decision-making process in the context of online 

holiday purchases. They conducted an ethnographic study by observing and 

interviewing 36 adults within the tourism industry with respect to their usage of the 



199 

 

Internet to search for and make holiday purchases. Chen et al. reported that 

motivation, content, and source were the primary constructs of eWOM activities 

that influenced purchasing decisions. When applied to the current study, the factors 

of satisfaction and trust (which was merged with service quality) in the Purchasing 

Perceptions set were aligned to Chen et al.’s motivation construct, and the factor of 

culture in the Social Environment set was aligned to Chen et al.’s content construct. 

As noted earlier, satisfaction and loyalty were significant predictors of eWOM 

activities. Furthermore, the cultural dimension of Masculinity–Femininity had a 

direct and significant relationship with eWOM activities. Thus, the findings of the 

current study were consistent with those of Chen et al.  

Independent of Park et al. (2007) and Chen et al. (2015), participants of the 

current study reported that they mostly engaged in eWOM activities via social 

media platforms such as Facebook, Twitter, and LinkedIn. This infers that 

participants used several information sources to search for and compare 

products/services before making a purchase decision. Although this was not the 

focus of the current study, this disclosure is consistent with Ohman (2017) and 

Tong (2017) who reported that different social media platforms affected the level of 

purchasing involvement and purchasing decision differently. For example, social 

media platforms that allow subscribers to have instantaneous communications 

could result in a higher level of purchasing involvement. When considered from 

this perspective, the findings of the current study would be consistent with those of 
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Ohman’s and Tong’s respective studies because eWOM activities had a direct and 

positive relationship with purchasing involvement: Passengers who were actively 

engaged in eWOM activities also were more engaged in purchasing involvement.  

Demographic and purchasing experiences. In addition to participants’ 

purchasing perceptions of satisfaction, loyalty, perceived value, and service quality, 

the current study also examined the effect social environment (age, gender, and 

cultural differences) and experiences (frequent flyer status and Internet use 

frequency) had on eWOM activities and purchasing involvement.  

Age. The findings of the current study were consistent with the findings of 

de Acedo Lizarraga et al. (2007) who examined the influence of age and gender on 

decision-making. De Acedo Lizarraga et al. reported that youths, adults, and retired 

people were different in their decision-making because of uncertainty, time/money 

constraints, information and goals, emotion, and social pressure factors. Their 

findings suggest that age differences could have an influence on the manner in 

which a person engages in eWOM activities and their purchasing involvement. 

The findings of the current study were consistent with this inference in that 

age had a significant negative relationship with eWOM activities: Participants 

engaged in fewer eWOM activities as they got older. As reported in Table 3.1 

(Chapter 3), the average age of the majority of participants in the current study was 

32 years old, which would place them in de Acedo Lizarraga et al’s adult group, 

defined as 26–65 years old. De Acedo Lizarraga et al. reported time/money 
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constraints, information and goal, and work pressure were factors that influenced 

this group’s purchasing decision. Therefore, it is reasonable to conclude that older 

participants engaged in fewer eWOM activities because they were involved with 

their lives. De Acedo Lizarraga et al. also reported that adults made a purchasing 

decision based on the information and knowledge they had. Thus, another plausible 

reason for the negative relationship between age and eWOM activities found in the 

current study is the old adage “with age comes wisdom,” which is knowledge 

acquired through experience: Older participants did not perceive the need to seek 

further information or participate in many eWOM activities prior to making a 

purchasing decision because they relied on their past experiences to guide them. 

Gender. As reported in Chapter 2, Bae and Lee (2011) examined the 

influence of positive and negative online reviews relative to males’ and females’ 

intention to purchase a digital camera. They reported females had a higher purchase 

intention than males after reading positive reviews. Although the current study did 

not focus on purchasing a digital camera, the findings were nevertheless consistent 

with the general scope of Bae and Lee’s results, namely, females had a higher level 

of purchasing involvement than males. The current study found that females 

engaged in more eWOM activities than males to help them decide whether or not to 

purchase a product/service. Although it is tempting to conclude that this is because 

females are more sensitive during the purchasing process than males—as noted by 

Bae and Lee (2011)—a more plausible explanation is two thirds (67%) of the 
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participants in the current study were female. Nevertheless, the findings of the 

current study also were consistent with those of Fan and Miao (2012) who reported 

that female customers tended to perceive more risk when shopping online than 

male customers and therefore were more likely to engage in more activities than 

males before making a purchasing decision.  

Cultural differences. As reported in Chapter 2, Fong and Burton (2008) 

examined one cultural dimension of Hofstede’s (1980) theory (Individualism–

Collectivism), and Lin (2013) four of Hofstede’s five dimensions (Individualism–

Collectivism, Power Distance, Masculinity-Femininity, and Uncertainty 

Avoidance) to explain the effect culture has on eWOM activities and purchasing 

involvement.  

With respect to Fong and Burton (2008), they reported that participants 

from an individualist culture (U.S.) made more recommendations about a product 

after making a purchase decision than participants from a collectivist culture 

(China). However, they also reported that participants from a collectivist culture 

might be more prone to request product recommendations, search more 

information, and engage in more eWOM activities than participants from an 

individualist culture.  

The findings of the current study were not consistent with those of Fong and 

Burton: The Individualism–Collectivism cultural dimension was not a significant 

predictor of either eWOM activities or purchasing involvement. One plausible 
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reason for this inconsistency is that Fong and Burton focused exclusively on U.S. 

and Chinese participants. Although the current study presumed participants were 

from different cultures given the international aspect of the study’s parameters, this 

was not confirmed via the study’s protocols.  

Similar to Fong and Burton (2008), Lin (2013) reported a significant 

relationship between the Individualism–Collectivism cultural dimension and 

eWOM activities. Lin also reported that that the three other cultural dimensions he 

examined, namely, Power Distance, Uncertainty Avoidance, and Femininity-

Masculinity, also had a significant influence on eWOM activities.  

The findings of the current study were partly consistent with those of Lin in 

that (a) the cultural dimension of Femininity-Masculinity factor was a significant 

predictor of eWOM activities, and (b) the Uncertainty Avoidance dimension was a 

significant predictor of purchasing involvement. With respect to Femininity-

Masculinity, people from a masculine culture had higher engagement in eWOM 

activities. For Uncertainty Avoidance, individuals who were members of a society 

that felt uncomfortable or threatened by uncertain situations engaged in more 

activities to help inform their purchasing decisions. One plausible reason for the 

inconsistency in findings is because due to context. Lin focused on microblogging 

communications as a measure of eWOM activities relative to purchasing a smart 

phone whereas the current study was more general in nature and was relevant to 

products and services of airlines. A second plausible reason is that as was the case 
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with Fong and Burton (2008), Lin’s participants were U.S. and Chinese whereas 

the current study had no control over the nationality of its participants.  

Frequent flyer. Beneke et al. (2015) examined the impact of airlines’ 

frequent flyers attitudes and perceptions on various measures. They reported that 

(a) frequent flyers’ intention to travel with their selected airline could change after 

reading negative eWOM comments, (b) frequent flyers would be more willing to 

engage in negative eWOM activities if they are unsatisfied with their airlines’ 

products/services, and (c) frequent flyers traveling with a full-service carrier would 

have low-purchasing involvement compared to frequent flyers traveling with a low-

cost carrier.  

Of these various measures, only the second one was relevant to the current 

study, and the findings were not consistent with those of Beneke et al. (2015). The 

current study found that frequent flyer status—which was a comparison between 

participants who subscribed to an airline’s frequent flyer program and those who 

did not—was not a significant predictor of eWOM activities and purchasing 

involvement. One plausible the reason for this inconsistency is focus and 

methodology: Beneke et al.’s target population and corresponding sample was 

frequent flyers, and the data collection instruments were designed exclusively for 

assessing these participants’ attitudes and perceptions relative to the three targeted 

measures. The current study, though, simply examined the differences in eWOM 
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activities and level of purchasing involvement between frequent flyer subscribers 

and non-frequent flyer subscribers.   

Frequency of Internet usage. Liao and Cheung (2001) examined factors 

influencing consumers’ attitudes toward Internet-based e-shopping and reported 

that people who accessed the Internet more often were willing to shop online. This 

result infers that people who frequently use the Internet to do e-shopping would be 

more likely engage in eWOM activities and have a higher level of purchase 

involvement.  

The findings of the current study were not consistent with Liao and Cheung 

(2001). Contrary to Liao and Cheung, the current study found that Internet use 

frequency was not a significant predictor of either eWOM activities or purchasing 

involvement. One plausible reason this finding was not consistent with Liao and 

Cheung’s is sample related: Liao and Cheung focused exclusively on Singapore 

citizens whereas the current study’s sample was much more diverse in nationality 

and involved graduate students studying in the U.S. A second plausible reason for 

the inconsistent finding is statistically related: The Internet use frequency variable 

had low power with a small effect size, which infers that the sample size was 

insufficient relative to finding significance at the preset alpha level of  = .05. 

Implications for practice. In addition to implications relative to theory and 

prior research, the current study’s findings also have implications for practice 

within the aviation profession. The first implication relates to the way in which 
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passengers’ perceptions of loyalty influenced eWOM activities and purchasing 

involvement. As discussed earlier in this chapter, the current study found that as 

participants’ perceived loyalty to a major U.S. airline’s products and services 

increased, their eWOM activities and purchasing involvement also increased. This 

finding implies that the loyalty level of passengers plays a critical role in eWOM 

activities and purchasing involvement in an online environment. This finding also 

implies that passengers with a high level of loyalty to a particular airline have a 

greater intention to engage in eWOM activities such as reading and searching 

online information relative to airlines’ products and services before making a 

purchasing decision. This in turn could influence their purchasing behaviors. Thus, 

the findings suggest that it would be beneficial for airlines to create a positive 

purchasing perception for their loyal passengers because this could help increase 

the purchasing intention of other passengers via eWOM activities.  

 A second implication of the study’s results to practice is related to 

Hofstede’s (1980) Masculinity–Femininity cultural dimension, which assessed 

differences in assertiveness, performance, independence, and role differentiation 

with respect to gender. The current study found that the more a culture is oriented 

toward masculinity, participants will have a higher engagement in eWOM 

activities. This finding implies that eWOM activities are important for people in 

masculine cultures. People from a masculine culture engage in eWOM activities 

because they would like to receive the best airlines’ products and services to 



207 

 

portray their success, achievement, and status. This implication also is supported in 

part by Lin (2013) who reported that the most content written in social media 

platforms in masculine cultures were related to the categories of success. Therefore, 

airlines that desire to increase the purchasing intention of prospective passengers 

from a masculine culture might benefit by marketing their products/services via 

social media platforms so that the products/services portray a perception of success, 

achievement, and/or status.  

A third implication of the study’s findings relative to practice is related to 

perceived value. The current study found that the higher level of perceived value 

participants had relative to the products and services of a major U.S. airline, the 

lower their level of purchasing involvement. This implies that any activities to help 

inform passengers’ purchasing decisions is not important if passengers have a high 

level of perceived value toward the airline’s products and services. In other words, 

if passengers perceived that what they get is worth the price they are paying, they 

may not need to engage in any other consumer-related activities such as searching 

online for product recommendations to support their purchase decisions.   

 A fourth implication of the study’s results relative to practice is related to 

gender. The findings of the current study showed that female participants had a 

significantly higher level of purchasing involvement than male participants. This 

also was consistent with past studies, which found that females were more sensitive 

during the purchasing process and had a concern about insecurity as well as 
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uncertainty. This implies that females will try to reduce feelings of insecurity they 

might have during the purchasing process by getting involved in various activities 

such as searching for information about an airline’s products and services before 

making a purchasing decision.  

A fifth implication of the study’s results relative to practice is related to 

Hofstede’s (1980) Uncertainty Avoidance cultural dimension. The current study 

found that this dimension had a significant relationship with purchasing 

involvement: Members of a society who feel uncomfortable or threatened by 

uncertain situations will engage in more activities to help inform their purchasing 

decisions such as comparing product and service quality and reading online reviews 

to help support their purchasing decisions. This finding implies that activities 

occurring before making a purchasing decision are important for people in high 

uncertainty avoidance culture. It also suggests that the intention and actual 

purchasing involvement of people who live in a high uncertainty avoidance culture 

would be increased if they were to get enough information about the products and 

services they are considering purchasing. 

A sixth implication of the study’s result relative to practice is related to the 

relationship between eWOM activities and purchasing involvement. The current 

study found that eWOM activities had a positive significant relationship with 

purchasing involvement: As participants’ engagement in eWOM activities 

increased, their level of purchasing involvement also increased. This finding 
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implies that engaging in eWOM activities is an important factor with respect to 

influencing the purchasing behavior of people, and could help increase their 

intention to purchase a product/service during the purchasing process. It also 

suggests that people take time to read and search online reviews about a 

product/service before making a purchasing decision.  

A seventh implication of the study’s results relative to practice is related to 

the mediation effects of eWOM activities. The current study found that (a) eWOM 

activities fully mediated the relationship between loyalty and purchasing 

involvement, and (b) partially mediated the relationship between purchasing 

involvement and two of the cultural dimension variables: Power Distance and 

Masculinity–Femininity. With respect to (a), this finding indicates that the direct 

relationship between loyalty and purchasing involvement as described in the first 

implication to practice above is completely mediated by eWOM activities. In other 

words, the effect passengers’ purchasing perception of loyalty has on their 

purchasing involvement is being fully explained by their engagement in eWOM 

activities. This implies that loyalty is a function of eWOM, and one way in which 

airlines could enhance passenger loyalty to their products/services is to make it 

easy for passengers to engage in eWOM activities. Doing so also would indirectly 

impact passengers’ purchasing involvement, which could result in a favorable 

purchasing decision. As for the two partially mediated relationships, these results 

suggest that eWOM activities are important with respect to understanding the 
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underlying relationships between Power Distance and Purchasing Involvement and 

between Masculinity–Femininity and Purchasing Involvement. However, because 

these respective relationships were only partially mediated by eWOM, these 

findings imply that eWOM is not as critical a factor with respect to influencing 

passengers’ purchasing involvement, as it would be if the relationships were fully 

mediated.  

Generalizability, Limitations, and Delimitations 

 Generalizability. Generalizability refers to the extent to which the results 

of a study could be extended beyond the scope of the current study. This is also 

known as external validity. Generalizability is considered from two perspectives: 

population generalizability and ecological generalizability. To determine the extent 

to which the findings may be applied to the target population and other settings, 

detailed information about how the study was conducted and the results are 

provided in Chapters 3 and 4. 

 As noted in Chapter 3, the accessible population of the current study 

comprised of graduate students who were studying in Florida, who had flown 

domestically and/or internationally in 2018 via a major U.S. airline, and were 

active in using the Internet. Because the current study’s sample was selected from 

this accessible population using nonrandom sampling methods—a combination of 

convenience and snowball approaches were used—generalizability of the results 

are limited. However, based on the descriptive statistics results provided in Tables 
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3.1–3.3 (Chapter 3), the majority of the sample (two thirds) was reflective of 32-

year-old female graduate students who were members of a frequent flyer program, 

and used the Internet on average more than 10 hours per week. As a result, the 

current study’s findings are generalizable to this particular population. 

 With respect to ecological generalizability, the reader will recall that data 

were collected from graduate students attending a college or university in Florida 

that was a member of the University Aviation Association (UAA) via an online 

questionnaire. Although the sample involved both domestic U.S. and international 

graduate students at these Florida colleges/universities, the study restricted the 

context to U.S. airlines. Because graduate students are similar regardless of what 

college or university they attend, and because the services/products of U.S. airlines 

would be similar to those offered by non-U.S. airlines, it is conceivable that the 

current study has a relatively high degree of external validity. As a result, the 

findings of the current study most likely would be generalizable to graduate 

students throughout the world who have flown on any airline—U.S. or non-U.S.—

domestically or internationally, and who complete the current study’s protocols via 

an online questionnaire. 

Study limitations and delimitations. As with every research study, the 

current study was subjected to several limitations and delimitations. The limitations 

and delimitations of the current study as presented in Chapter 1 are replicated here 

as a courtesy to the reader, so they are easily accessible when presenting 
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recommendations for future research relative to the study’s limitations and 

delimitations. 

Limitations. Limitations are conditions, events, or circumstances outside 

the control of the researcher that could limit the generalizability of the study 

results. The limitations of the current study were as follows: 

1. Sample representativeness. As noted in Chapter 3, the study’s data 

collection instrument was made accessible by distributing its link via email to 

students at the targeted colleges and universities throughout Florida. Although this 

approach was by design and constitutes a delimitation, this approach could have led 

to a sample that was not representative of the population. For example, it is 

possible that undergraduate students, faculty members, or other individuals within 

or outside a particular college or university could have accessed the link. As a 

result, the representativeness of the current study’s sample is considered a 

limitation, and similar studies that take specific measures to ensure a representative 

sample might get different results.  

2. Social desirability bias. When responding to items on a questionnaire or 

survey, it is possible that some participants will provide socially desirable 

responses rather than responding in a manner that truly reflects their perceptions or 

attitudes. Although this bias generally is more applicable to studies involving 

socially sensitive issues such as religion or politics, it also can be present in studies 

involving personal behavior such as cheating or drug use. Because the current study 
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examined participants’ perceptions and opinions, it is possible that this bias also 

was present. As an example, consider Item B11 from Section B: Social 

Environment Scale of the current study’s data collection instrument: “Individuals 

should sacrifice self-interest for the group.” Although some participants might not 

believe this, they might “Strongly Agree” with this statement because they believe 

this is would be socially acceptable. As a result, similar studies that incorporate 

measures to reduce or address this bias might not get the same results.  

3. Past flight experiences. It was conceivable that some participants could 

respond to the questionnaire items based on their past experiences flying with a 

regional subsidiary U.S. airline as opposed with a major U.S. airline. This could 

influence participants’ attitudes and perceptions toward products/services of major 

U.S. airlines. It also is possible that some participants could have fewer experiences 

flying with a major U.S. airline, whereas other participants might exclusively use 

the services of major U.S. airlines. Therefore, similar studies that account for the 

past flying experiences of their participants might get different results.  

4. Past social media experiences. It is possible that participants’ past social 

media experiences varied widely. For example, some participants might have had 

considerable experience with social media platforms such as Facebook, Twitter, or 

customer-created complaint sites for searching and reviewing products/services 

information before making a purchasing decision whereas others might have had 

little-to-no such experiences. Because participants’ responses were influenced by 
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their past experiences, it is possible that similar studies in which all participants 

have very strong or very weak experiences working with social media will get 

different results. Furthermore, subsequent studies that control for participants’ past 

social media experiences also might get different results. 

5. Past history of consumer expression activities. Independent of eWOM 

activities, it also is possible that participants had different experiences expressing 

their opinions with others about a particular product or service. For example, some 

participants might have had experience corresponding with airlines’ customer 

service representatives via toll-free telephone calls, writing letters of complaint to 

the Better Business Bureau, or submitting editorials to a local newspaper or trade 

magazine. As a result, similar studies that account for participants’ past history of 

consumer expression activities might get different results. 

6. Personality. It might be the nature of some participants to complain about 

anything while others might not have such a personality trait. It is possible, then, 

that the current study’s results could have been influenced by participants’ 

personality. As a result, it is conceivable that similar studies in which all 

participants either have a complaining or non-complaining personality trait will get 

different results. It also is possible for similar studies that account for participants’ 

personality might get different results.  

7. Participants’ veracity. Because participants self-reported their 

perceptions and experiences toward airlines’ products/services, it is possible that 
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they were not truthful or honest in their responses. Therefore, honesty of 

participants’ responses might affect the results of the study. Although the 

questionnaire informed participants that their responses would be held in 

confidence and anonymous, it is still conceivable that some participants might not 

have responded truthfully. Therefore, subsequent studies that attempt to confirm 

that veracity of participants’ responses—for example, by having them sign a 

declaration that the information they provided is true and accurate—might get 

different results.  

8. Sampling sources. During data collection, some targeted colleges and 

universities were not ready to allow their students to participate in the study. For 

example, IRB representatives from some colleges/universities indicated that they 

were in the process of updating their IRB guidelines and were not prepared to make 

the study’s questionnaire accessible to their students. Most of these 

colleges/universities were located in the southern part of Florida. As a result, the 

current study’s sample was mainly from north and central Florida. Thus, similar 

studies that use different sampling sources or were to collect data throughout the 

entire state of Florida might get different results.  

Delimitations. Delimitations are conditions, events, or circumstances that 

researchers impose to make the study feasible to conduct but could further limit the 

generalizability of the study results. The delimitations of the current study were as 

follows: 
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1. Study period. The current study was conducted within a specified time 

period, which made it cross-sectional in nature. Therefore, similar studies in which 

data are collected during a different point in time might not get the same results. 

This was because people’s eWOM activities, perceptions of their satisfaction, 

loyalty, service quality, and their perceived value of an airline’s products and/or 

services could change over time. As a result, similar studies that use a different data 

collection period might not get the same results.  

2. Targeted sample. The current study targeted graduate students who had 

experience flying domestically and/or internationally with a major U.S. airline. 

Therefore, similar studies that target a different demographic group, or target 

graduate students who had no experience flying domestically and/or internationally 

with major U.S. airlines, might get different results.  

3. Data collection instrument. The primary data collection instrument was a 

multisection questionnaire (see Chapter 3) comprised of several standardized 

instruments modified to reflect an aviation context. Therefore, similar studies that 

use different standardized instruments (e.g., using the SERVQUAL scale instead of 

the AIRQUAL scale to measure the service quality of an airline), or modify the 

standardized instrument differently, might not get the same results.  

4. Data collection strategy. The current study’s data collection strategy 

involved posting an electronic version of the questionnaire on Survey Monkey. As a 

result, similar studies that use different data collection strategies such as face-to-
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face or telephone intervals, mailed questionnaires, or directly administer the 

questionnaire to groups might get different results.  

5. Absence of targeted factors. As described earlier in this chapter as well as 

in Chapters 3 and 5 of this dissertation, trust initially was a factor in the Purchasing 

Perceptions set but was merged with service quality based on the results of a factor 

analysis. Therefore, subsequent studies that include this variable might get different 

results. 

6. Incomplete cases. Although the initial data set consisted of N = 416 

cases, 71 cases (17%) were considered incomplete because data were missing from 

several items relative to the dependent variables (eWOM activities and purchasing 

involvement). Because these data were missing on one or both dependent variables, 

the corresponding cases were deleted from the current study. As a result, similar 

studies in which cases with missing data on the DV are included or that employ 

corresponding data imputation methods might get different results. 

Recommendations for Future Research and Practice 

 This section presented the recommendations arising from the findings of the 

current study. The first two sets of recommendations are made for future research 

relative to the study’s limitations and delimitations, and the last two sets of 

recommendations are made for both future research and practice relative to the 

study’s implications. 
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 Recommendations for future research relative to study limitations. 

1.  Because convenience and snowball sampling strategies were used in the current 

study by distributing a survey link via email to graduate students at the targeted 

colleges and universities throughout Florida, it is possible that the link might 

not have been sent to the targeted group. For example, it is possible that 

undergraduate students might have responded. As a result, the 

representativeness of the current study’s sample is considered a limitation. 

Thus, a recommendation for future research that would be appropriate for 

similar studies is to (a) include within the questionnaire an item that asks 

participants to confirm their graduate status, and (b) use cluster random 

sampling in which a random sample of the colleges/universities that comprised 

the accessible population are selected. The respondents from those 

colleges/universities would then comprise the final sample. 

2.  When participants respond to items on a survey, it is possible that some 

participants provide socially desirable responses rather than responding in a 

manner that truly reflects their perceptions or attitudes. Thus, a 

recommendation for future research is to replicate the study and account for 

social desirability bias of participants. Similar studies might add this factor in 

Set B = Social Environment and use a traditional Likert-type response scale to 

ask participants. An example of this question would be “As part of my 
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purchasing decision process, my friends, relatives, and/or acquaintances play a 

significant role in whether or not I decide to purchase a product or service.”  

3.  Because of participants’ past flying experiences, their responses to the items on 

eWOM-PII could be different. Participants who have fewer experiences flying 

with a major U.S. airline might have attitudes and perceptions regarding an 

airline’s products and services different from participants who exclusively use 

the services of a major U.S. airline. Thus, a recommendation for future research 

is to account for the past flying experiences of participants. 

4.  Because participants’ social media experiences were different, their responses 

to the items on eWOM-PII would be affected. Participants who have strong 

experiences working with social media might give higher scale scores to 

eWOM activities than participants who have had little to-no such experiences. 

Thus, a recommendation for future research is to consider past social media 

experiences of participants. 

5.  Due to the past history of consumer expression activities, their responses to the 

items on eWOM-PII would be different. For example, participants who have 

had experience complaining about an airline’s services via an airline web board 

would be different from participants who have had experience complaining 

about an airline’s services by writing a complaint email or letter to an airline. 

Therefore, a recommendation for future research is to account for the past 

history of consumer expression activities. 
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6.  Because of the differences in personality among the participants, their 

responses to the items on eWOM-PII would be affected. Some participants 

might like to complain about airlines’ products and services, while others might 

not have that kind of trait. Therefore, the results received from a study that has 

many participants who like to complain might be different from the results 

obtained from a study that has participants who are quiet and do not like to 

make online comments. Therefore, a recommendation for future research is to 

measure participants’ personality using one of several available personality 

inventories such as the Myers-Briggs Type Indicator. 

7.  Because participants self-reported their perceptions and experiences toward 

airlines’ products and services, it is possible that participants were not truthful 

or honest in their responses. As a result, the accuracy of participants’ responses 

to the items on eWOM-PII could not be verified. Thus, a recommendation for 

future research is to ask participants to sign a form that the information they 

provide is true and accurate, or use a face-to-face interview to reduce the 

possibility of participants not telling the truth in their responses.  

8.  The current study’s data were received from graduate students studying mostly 

in the north and central part of Florida. As a result, the findings of the current 

study could not be generalized to the entire population of graduate students in 

Florida. Therefore, a recommendation for future research is to collect data 

throughout the entire state of Florida.  
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Recommendations for future research relative to study delimitations. 

1.  The current study was implemented within a 2-month period that ended in 

February 2019. Therefore, similar studies in which data are collected during a 

different point in time might not get the same results. This was because 

people’s eWOM activities, perceptions of their satisfaction, loyalty, service 

quality, trust, and their perceived value of an airline’s products and/or services 

could change over time. Therefore, to maintain consistency in people’s 

responses, a recommendation for future research is to implement several 

different cross-sectional studies at different points in time and then compare the 

results to those of the current study from a longitudinal perspective. 

2.  The current study targeted graduate students who had experience flying 

domestically and/or internationally with major U.S. airlines. However, similar 

studies that target a different demographic group might get different results. 

Therefore, a recommendation for future research is to replicate the current study 

that targets a different demographic group to see if the results would be the 

same or different than the results of the current study. 

3.  The primary data collection instrument was a multisection questionnaire (see 

Chapter 3) comprised of several standardized instruments modified to reflect an 

aviation context. Similar studies that use a different standardize instrument or 

modify the standardize instruments differently might not get the same results. 

Furthermore, the current study’s instrument (eWOM-PII) was used for the first 
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time to measure eWOM activities and purchasing involvement in the aviation 

context. As a result, a recommendation for future research is to apply this 

instrument in the similar studies to confirm its applicability. 

4.  The strategy used to collect data in the current study was a questionnaire that 

was posted on an electronic website (SurveyMonkey). Therefore, the results of 

similar studies might be different if other data collection strategies were used. 

Therefore, a recommendation for future research is to use other data collection 

strategies such as interview, mailed questionnaire, or directly administer the 

questionnaire to see if the results would be the same or different than the results 

of the current study. 

5.  In the current study, the trust variable was merged with service quality based on 

the results of factor analysis. Moreover, the questionnaire items used to 

measure trust were purposively selected from Sirdeshmukh et al. (2002). As a 

result, the selected items did not reflect the concept of trust relative to the 

current study. Thus, a recommendation for future study is to select all items of 

Sirdeshmukh et al.’s questionnaire so the trust variable could be maintained in 

the model and to see if the results would be the same as the results obtained 

from the current study. 

6.  Even though the initial data set consisted of 416 cases, 71 of these cases (17%) 

were incomplete because data were missing on several items. As a result, 

similar studies in which cases with missing data on the dependent variable are 
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included or that employ different data imputation method might get different 

results. Thus, a recommendation for future research is to use an appropriate data 

imputation method for handling missing data. 

Recommendations for future research relative to study implications. 

Following is a numbered list that contains a set of recommendations for future 

research that corresponds to the study’s implications relative to theory and prior 

research. 

1.  The results of the current study were consistent with Ajzen’s (1991) theory of 

planned behavior. Ajzen posited that attitudes toward a behavior, subjective 

norms related to the behavior, and a person’s perceived control for the behavior 

are factors in determining individuals’ intentions of performing the behavior, 

and these behavioral intentions then lead to actual behaviors. As reported in 

Table 4.11, the findings of the current study indicated that the purchasing 

perceptions (Ajzen’s “attitude toward behavior”), social environment (Ajzen’s 

“subjective norm”), and experiences set (Ajzen’s “perceived behavioral 

control”) had a significant relationship with eWOM activities. Moreover, the 

results of the current study supported the link between eWOM activities 

(Ajzen’s “Intention”) and purchasing involvement, which reflected Ajzen’s 

“behavior” construct. When examining the role of eWOM activities as a 

mediator, the current study confirmed eWOM activities (Intention) fully 

mediated the relationship between loyalty (“attitude toward behavior”) and 
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purchasing involvement (Behavior). Moreover, eWOM activities (Intention) 

partially mediated the relationship between purchasing involvement (Behavior) 

and two of cultural dimension variables: Power Distance and Masculinity–

Femininity. However, the current study did not support the direct relationship 

between Set C = Experiences (Ajzen’s “perceived behavioral control”) and 

Purchasing Involvement (Ajzen’s “Behavior”) due to low power and small 

effect size. Moreover, eWOM activities did not mediate the relationship 

between purchasing involvement (Behavior) and two variables in experience set 

(“perceived behavioral control”): Frequent flyer status and Internet use 

frequency. As a result, a recommendation for future research is to apply this 

model and use a larger sample size in similar studies involving eWOM 

activities and purchasing involvement in the context of aviation to see if they 

receive similar relationship as posited by the TPB model. 

2.  The results of the current study supported Hofstede’s (1980) theory. The 

finding of the current study showed Masculinity–Femininity had a significant 

relationship with eWOM activities, and Uncertainty Avoidance had a 

significant relationship with purchasing involvement behavior. Even though not 

all four cultural dimensions introduced by Hofstede had a significant 

relationship with eWOM activities and purchasing involvement, the findings 

indicated that cultural differences variable is an important factor that had an 

influence on eWOM activities and purchasing involvement. Therefore, a 
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recommendation for future research is to apply Hofstede’s (1980) theory in 

similar studies involving eWOM activities and purchasing involvement in the 

context of aviation to see if the findings would be the same or different when 

conducting the research in different demographic groups.  

3.  For factors influencing eWOM activities and purchasing involvement, the 

findings of the current study were partially consistent with the results reported 

in de Matos et al.’s (2008) and Nikookar et al.’s (2015) studies. The findings of 

these two studies indicated five factors of satisfaction, service quality, loyalty, 

trust, and perceived value had a significant relationship with WOM and 

purchase decision. However, the findings of the current study indicated only 

two factors in purchasing perceptions set that had a significant relationship with 

eWOM activities and purchasing involvement: Loyalty and perceived value. 

Even though the results of past studies were different from the current study 

due to instrument, research methodology, and statistical method, the findings of 

current study demonstrated the factors associated with eWOM activities and 

purchasing involvement in the context of aviation. Thus, a recommendation for 

future research is to include loyalty and perceived value to similar studies 

involving eWOM activities and purchasing involvement in the context of 

aviation.  

4.  For the influence of eWOM activities on purchasing involvement, the findings 

of the current study supported the findings found in Chen et al.’s (2015) and 



226 

 

Park et al.’s (2007) studies. The findings of these two studies indicated that 

eWOM activities influenced consumers’ purchase intention and purchasing 

decision. These findings were consistent with the current study that eWOM 

activities had a significant positive relationship with purchasing involvement. 

Moreover, the findings of the current study were consistent with Ohman (2017) 

and Tong (2017) that different social media platforms affected the level of 

purchasing involvement and purchasing decision differently. Therefore, a 

recommendation for future research is to include eWOM activities as a 

predictor of purchasing involvement to similar studies involving eWOM 

activities and purchasing involvement in the context of aviation. 

5.  Regarding to age variable, the findings of the current study were consistent with 

the findings of de Acedo Lizarraga et al. (2007) who examined the influence of 

age and gender on decision-making. de Acedo Lizarraga et al. reported that 

young, adults, and retired people were different in their decision-making 

because of uncertainty, time/money constraints, information and goals, 

emotion, and social pressure factors. This result supported the findings found in 

the current study that age had a significant negative relationship with eWOM 

activities: Participants engaged in fewer eWOM activities as they got older. 

Older passengers engaged in fewer eWOM activities because they were 

involved with their lives and relied on their past experiences to make a purchase 

decision. Thus, a recommendation for future research is to include age as a 
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predictor of eWOM activities to similar studies involving eWOM activities in 

the context of aviation. 

6.  In aspects of gender variable, the findings of the current study were consistent 

with the findings of Bae and Lee’s (2011) and Fan and Miao’s (2012) studies. 

Bae and Lee reported females had a higher purchase intention than males after 

reading positive reviews. Fan and Miao also reported female customers tended 

to perceive more risk when shopping online than male customers and therefore 

were more likely to engage in more activities than males before making a 

purchasing decision. Although the research contexts in these two studies were 

different from the current study, the findings were consistent with the general 

scope of Bae and Lee’s and Fan and Miao’s results, namely, females had a 

higher level of purchase involvement than males. Therefore, a recommendation 

for future research is to include gender as a predictor of purchasing involvement 

to similar studies involving purchasing involvement in the context of aviation. 

7.  In terms of cultural differences variable, the findings of the current study were 

not consistent with the findings of Fong and Burton’s who examined one 

cultural dimension of Hofstede’s (1980) theory (Individualism–Collectivism). 

Fong and Burton reported that participants from a collectivist culture engaged 

in more eWOM activities than participants from an individualist culture. This 

was contrast with the results found in the current study that the Individualism–

Collectivism cultural dimension was not a significant predictor of either eWOM 
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activities and purchasing involvement. However, the findings of the current 

study were partially consistent with the findings of Lin’s (2013) studies. Even 

though Lin reported all four cultural dimensions (Power Distance, 

Individualism–Collectivism, Uncertainty Avoidance, and Masculinity–

Femininity) had a significant influence on eWOM activities and purchasing 

involvement, two of four cultural dimensions were found to have a significant 

effect in the current study. The findings of the current study showed the cultural 

dimension of Masculinity–Femininity factors had a significant relationship with 

eWOM activities, and Uncertainty Avoidance had a significant relationship 

with purchasing involvement. Therefore, a recommendation for future research 

of the current study is to include Masculinity–Femininity as a predictor of 

eWOM activities and include Uncertainty Avoidance as a predictor of 

purchasing involvement.  

8.  Regarding to frequent flyer variable, the findings of the current study were not 

consistent with the findings of Beneke et al. (2015) who examined the impact 

of airlines’ frequent flyers attitudes and perceptions on various measures. 

Beneke et al. reported frequent flyers would be more willing to engage in 

negative eWOM activities if they are unsatisfied with their airlines’ 

products/services. However, the current study found that frequent flyer status 

was not a significant predictor of eWOM and purchasing involvement. This 

inconsistency resulted from the differences of the purpose of study and 
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methodology that Beneke et al. was used to study frequent flyers. Low power 

with small effect size in the current study also was the reason of findings 

inconsistency. Therefore, a recommendation for future research is to replicate 

the study and conduct a research with a large sample size to see if the results 

would be the same or different from the results obtained from the current study. 

9.  In terms of Internet use frequency variable, the findings of the current study 

were not consistent with the findings of Liao and Cheung (2001) who examined 

factors influencing consumers’ attitudes toward Internet-based e-shopping. Liao 

and Cheung reported people who frequently use the Internet to do e-shopping 

would be more likely to engage in eWOM activities and have a higher level of 

purchasing involvement. However, the current study found that Internet use 

frequency was not a significant predictor of eWOM activities and purchasing 

involvement. This inconsistency resulted from sample and statistically related.   

Therefore, a recommendation for future research is to replicate the study and 

conduct the research using a larger sample size, targeting different demographic 

group, and employing different coding strategies such as weighted effects 

coding. 

Recommendations for practice relative to study implications. The 

recommendations for practice listed below are based on the study’s implications for 

practice as presented earlier.  
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1.  The current study’s findings demonstrated that loyalty had a significant positive 

relationship with eWOM activities and purchasing involvement. This finding 

implies that passengers with a high level of loyalty to a particular airline have a 

greater intention to engage in eWOM activities before making a purchasing 

decision. Therefore, a recommendation for practice is for airlines to create 

positive purchasing perceptions among their passengers, especially for 

passengers with high loyalty level. This is because passengers with high loyalty 

level could help increase the number of passengers using the services of a 

particular airline. These passengers’ recommendations via social media 

platforms could then stimulate the purchase intentions of other passengers to 

make a decision to purchase airlines’ products and services in the future.  

2.  For the cultural differences in aspects of Masculinity–Femininity, the finding 

indicated that the more a culture is oriented toward masculinity, participants 

will have a higher engagement in eWOM activities. This finding implies that 

eWOM activities are important for people in masculine cultures because they 

would like to receive the best airlines’ products and services to portray their 

success, achievement, and status. Thus, a recommendation for practice is 

directed toward airlines. Airlines are encouraged to regularly promote their 

products and services or make their products and services being the most talked 

among social media platforms. By doing so, this could draw the attention of 

passengers from a masculine culture with the intention to purchase airlines’ 
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products and services because the popularity of products and services could 

portray their success, achievement, and/or status. 

3.  The current study’s findings demonstrated that perceived value had a 

significant negative relationship with purchasing involvement. The finding 

indicated that the higher level of perceived value participants had relative to the 

products and services of a major U.S. airline, the lower their level of purchasing 

involvement. Therefore, a recommendation for practice is directed toward 

airlines. Airlines should offer products and services that make passengers 

perceive that what they are getting is worth the price they are paying. For 

example, passengers who purchase a first-class seat should be more 

comfortable in that seat than any other seat offered in business and economy 

classes. It also is recommended that airlines facilitate or promote positive 

experiences for passengers after using an airline’s products and services so that 

passengers’ perceived value would be increased in their next purchase. 

4.  The current study’s findings demonstrated that female participants had a 

significantly higher level of purchasing involvement than male participants. 

This is because females were more sensitive during the purchasing process and 

concerned about insecurity as well as uncertainty. Therefore, a recommendation 

for practice is directed toward airlines. Airlines should provide clear 

information on their website regarding the airlines’ products and services, and 
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provide as much as information as necessary that would help increase female 

confidence when make a purchasing decision. 

5.  With respect to Hofstede’s (1980) Uncertainty Avoidance dimension, the 

finding indicated that participants who are members of a society who feel 

uncomfortable or threatened by uncertain situations will engage in more 

activities to help inform their purchasing decisions. This indicates that people in 

high uncertainty avoidance culture do not like to deal with uncertain situations. 

As a result, they are more likely to engage in several activities such as seeking 

information to reduce their insecure feeling. Therefore, a recommendation for 

practice is directed toward airlines. Airlines should provide enough information 

to passengers regarding to their products and services such as baggage 

allowance, flight change, flight cancellation, refund policy, special meal menus, 

and seat upgrade. This information will help passengers have more 

understanding to purchase airlines’ products and services. It also helps reduce 

passengers’ anxiety during their purchasing decision.  

6.  The current study’s findings demonstrated that eWOM activities had a positive 

significant relationship with purchasing involvement: As participants’ 

engagement in eWOM activities increased, their level of purchasing 

involvement also increased. Therefore, a recommendation for practice is 

directed toward airlines and passengers. Airlines should take advantage of 

social media platforms to increase passengers’ purchase intention, which then 
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could lead to an actual purchase. Airlines may use the influence of social media 

to promote their new products and services to passengers and provide useful 

and correct information for passengers before making a purchase decision. In 

terms of passengers, they should take time to read and search online reviews 

about a product/service they are going to purchase so that they could receive the 

products and services that they expected. 

7.  The current study’s findings demonstrated that eWOM fully mediated the 

relationship between loyalty and purchasing involvement. Therefore, a 

recommendation for practice is for airlines to develop eWOM activities that are 

easy and convenient for passengers to share and review product/service’s 

recommendations after taking a flight as well as to search product/service’s 

information during a purchasing decision. This action could help increase the 

purchase intentions of passengers especially passengers with high loyalty level 

because the eWOM activities they engage in could lead them to have a 

favorable purchase decision. The current study also found that eWOM activities 

partially mediated the relationship between purchasing involvement and two of 

the cultural dimension variables: Power Distance and Masculinity–Femininity. 

Because these relationships were only partially mediated by eWOM, these 

findings imply that eWOM is not as critical a factor with respect to influencing 

passengers’ purchasing involvement, as it would be if the relationships were 

fully mediated. Nevertheless, to increase the purchase intention and actual 
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purchase decisions from passengers in these two cultures, it is recommended 

that airlines develop eWOM activities and take advantage of eWOM activities. 

Some of these activities could include making useful products and services’ 

information available, promoting new airlines’ products and services, as well as 

regularly improving their products and services to maintain customer 

relationship. 
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Section A: Purchasing Perceptions Scale 

Items A1–14 consist of a set of statements that measures your purchasing perceptions with respect 

to the U.S. airlines you use to fly domestically or internationally, and the corresponding products 

and services you might purchase from these airlines. Examples include in-flight food and beverages, 

extra seat room, in-flight entertainment, checked baggage, airfare, and class upgrade such as 

upgrading to first class.  Please read each item carefully, think about how you feel about each item, 

and then select the box that most closely corresponds to how the statements best describe your 

feelings based on the response scale of Strongly Disagree (SD), Disagree (D), Neutral (N), Agree 

(A), and Strongly Agree (SA). 

Item SD D N A SA 

A1.  Overall, I am happy with the products and services I purchase that are 

offered by the U.S. airlines I use when flying domestically or 

internationally.  
❏ ❏ ❏ ❏ ❏ 

A2.  The products and services I purchase that are offered by the U.S. 

airlines I use to fly domestically or internationally meet my 

expectations.  
❏ ❏ ❏ ❏ ❏ 

A3. Overall the U.S. airlines I use to fly domestically or internationally 

have fast and efficient working procedures such as check-in, baggage 

claim service, and solutions to flight delays and/or cancelations.  
❏ ❏ ❏ ❏ ❏ 

A4. The U.S. airlines I use to fly domestically or internationally place 

high importance and are sensitive to passengers’ interests such as 

comfortable seats and on-time flight arrivals and departures.  
❏ ❏ ❏ ❏ ❏ 

A5. Of the various products and services offered by the U.S. airlines I use 

to fly domestically or internationally, I feel more attached to one 

particular airline’s products and services.  
❏ ❏ ❏ ❏ ❏ 

A6. I intend to make future purchases of the products and services from 

the U.S. airline I mostly use to fly domestically or internationally.  
❏ ❏ ❏ ❏ ❏ 

A7. I recommend the products and services I purchase from the U.S. 

airlines I use when flying domestically or internationally to those who 

ask my advice.  
❏ ❏ ❏ ❏ ❏ 

A8. The U.S. airlines I use to fly domestically or internationally provide 

adequate in-flight amenities such as WiFi, headsets, blankets, and 

entertainment choices for passengers on board the aircraft.  
❏ ❏ ❏ ❏ ❏ 

A9. When an unexpected problem emerges such as lost luggage or a 

malfunctioning in-flight entertainment unit, the U.S. airlines I use to 

fly domestically or internationally address the problem right the first 

time.  

❏ ❏ ❏ ❏ ❏ 

A10. The U.S. airlines I use to fly domestically or internationally provide 

their services for customers promptly.  
❏ ❏ ❏ ❏ ❏ 

A11. The airline personnel of the U.S. airlines I use to fly domestically or 

internationally are experienced and well trained.  
❏ ❏ ❏ ❏ ❏ 

A12. Personnel working for the U.S. airlines I use to fly domestically or 

internationally put themselves in the place of the passengers when 

providing service.  
❏ ❏ ❏ ❏ ❏ 

A13. The prices for products and services such as headsets, in-flight 

meals/beverages, and checked baggage I purchase from the U.S. 

airlines I use to fly domestically or internationally are reasonable.  
❏ ❏ ❏ ❏ ❏ 

A14. From my experience in purchasing products and services from the 

U.S. airlines I use to fly domestically or internationally, I feel that I 

receive good quality.  
❏ ❏ ❏ ❏ ❏ 
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Section B: Social Environment Scale 

Items B1–20 consist of a set of statements that measures cultural differences at the individual level 

of passengers. There are no correct or incorrect responses. Please read each item carefully, think 

about how you feel about each item, and then select the box that most closely corresponds to how 

the statements best describe your feelings based on the response scale of Strongly Disagree (SD), 

Disagree (D), Neutral (N), Agree (A), and Strongly Agree (SA). 

Item SD D N A SA 

B1.  People in higher positions should make most decisions without 

consulting people in lower positions. 
❏ ❏ ❏ ❏ ❏ 

B2. People in higher positions should not ask the opinions of people in 

lower positions too frequently. 
❏ ❏ ❏ ❏ ❏ 

B3. People in higher positions should avoid social interaction with people 

in lower positions. 
❏ ❏ ❏ ❏ ❏ 

B4. People in lower positions should not disagree with decisions by 

people in higher positions. 
❏ ❏ ❏ ❏ ❏ 

B5. People in higher positions should not delegate important tasks to 

people in lower positions. 
❏ ❏ ❏ ❏ ❏ 

B6. It is important to have instructions spelled out in detail so that I 

always know what I’m expected to do. 
❏ ❏ ❏ ❏ ❏ 

B7. It is important to closely follow instructions and procedures. ❏ ❏ ❏ ❏ ❏ 

B8. Rules and regulations are important because they inform me of what 

is expected of me. 
❏ ❏ ❏ ❏ ❏ 

B9. Standardized work procedures are helpful. ❏ ❏ ❏ ❏ ❏ 

B10. Instructions for operations are important. ❏ ❏ ❏ ❏ ❏ 

B11. Individuals should sacrifice self-interest for the group. ❏ ❏ ❏ ❏ ❏ 

B12. Individuals should stick with the group even through difficulties. ❏ ❏ ❏ ❏ ❏ 

B13. Group welfare is more important than individual rewards. ❏ ❏ ❏ ❏ ❏ 

B14. Group success is more important than individual success. ❏ ❏ ❏ ❏ ❏ 

B15. Individuals should only pursue their goals after considering the 

welfare of the group. 
❏ ❏ ❏ ❏ ❏ 

B16. Group loyalty should be encouraged even if individual goals suffer. ❏ ❏ ❏ ❏ ❏ 

B17. It is more important for men to have a professional career than it is 

for women. 
❏ ❏ ❏ ❏ ❏ 

B18. Men usually solve problems with logical analysis; women usually 

solve problems with intuition. 
❏ ❏ ❏ ❏ ❏ 

B19. Solving difficult problems usually requires an active, forcible 

approach, which is typical of men. 
❏ ❏ ❏ ❏ ❏ 

B20. There are some jobs that a man can always do better than a woman. ❏ ❏ ❏ ❏ ❏ 
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Section C: eWOM Activities 

Items C1–C19 consist of a set of statements that measures your attitudes and behaviors for engaging 

in online communication with respect to the U.S. airlines you use to fly domestically or 

internationally, and the corresponding products and services you might purchase from these airlines 

when planning or taking a flight. Examples include in-flight food and beverages, extra seat room, 

in-flight entertainment, checked baggage, airfare, and class upgrade (e.g., upgrading to first class). 

There are no correct or incorrect responses. Please read each item carefully, think about how you 

feel about each item, and then select the box that most closely corresponds to how the statements 

best describe your feelings based on the response scale of Strongly Disagree (SD), Disagree (D), 

Slightly Disagree (SLD), Neutral (N), Slightly Agree (SLA), Agree (A), and Strongly Agree (SA). 

  Item SD D SLD N SLA A SA 

C1. I tend to seek out or search for others’ opinions or 

comments online regarding what U.S. airlines’ products 

and services to purchase. 
❏ ❏ ❏ ❏ ❏ ❏ ❏ 

C2. I tend to search for the latest online information on U.S. 

airlines’ products and services before I buy. 
❏ ❏ ❏ ❏ ❏ ❏ ❏ 

C3. Over the Internet, I tend to seek the advice of my friends 

regarding which U.S. airlines’ products and services I 

should purchase. 
❏ ❏ ❏ ❏ ❏ ❏ ❏ 

C4. When I consider choosing U.S. airlines’ products and 

services, I seek other people for advice via email, 

Twitter, Facebook, or web reviews. 
❏ ❏ ❏ ❏ ❏ ❏ ❏ 

C5. I feel more comfortable buying U.S. airlines’ products 

and services when I have gotten other people’s opinions 

on it over the Internet. 
❏ ❏ ❏ ❏ ❏ ❏ ❏ 

C6. I tend to consult other people over the Internet to help 

me choose what U.S. airlines’ products and services to 

buy. 
❏ ❏ ❏ ❏ ❏ ❏ ❏ 

C7. I like to seek out negative reviews about U.S. airlines’ 

products and services on web sites before I make a 

purchasing decision. 
❏ ❏ ❏ ❏ ❏ ❏ ❏ 

C8. I like to seek out positive reviews about U.S. airlines’ 

products and services on web sites before I make a 

purchasing decision. 
❏ ❏ ❏ ❏ ❏ ❏ ❏ 

C9. I tend to use the “Send this site to my friend” function in 

a web site when I find interesting information about 

U.S. airlines’ products and services. 
❏ ❏ ❏ ❏ ❏ ❏ ❏ 

C10. I like to forward my friends’ emails containing 

information or opinions about U.S. airlines’ products 

and services that I like. 
❏ ❏ ❏ ❏ ❏ ❏ ❏ 

C11. When I receive a forwarded email about a U.S. airline’s 

products and services that my friend would like, I will 

forward that email to her/him. 
❏ ❏ ❏ ❏ ❏ ❏ ❏ 

C12. I like forwarding interesting emails about products and 

services of U.S. airlines from one group of my friends to 

another. 
❏ ❏ ❏ ❏ ❏ ❏ ❏ 
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   Item SD D SLD N SLA A SA 

C13. I tend to forward my friends’ positive reviews on U.S. 

airlines’ products and services. 
❏ ❏ ❏ ❏ ❏ ❏ ❏ 

C14. I tend to forward my friends’ negative reviews on U.S. 

airlines’ products and services.    
❏ ❏ ❏ ❏ ❏ ❏ ❏ 

C15. While chatting online about products and services of 

U.S. airlines, I like to share with others some interesting 

U.S. airlines’ products and services that I have 

experienced. 

❏ ❏ ❏ ❏ ❏ ❏ ❏ 

C16. While chatting online about products and services of 

U.S. airlines, I like to share with others my favorite U.S. 

airlines’ products and services. 
❏ ❏ ❏ ❏ ❏ ❏ ❏ 

C17. While chatting online about products and services of 

U.S. airlines, people tend to ask for my opinions. 
❏ ❏ ❏ ❏ ❏ ❏ ❏ 

C18. While chatting online about products and services of 

U.S. airlines, I tend to persuade others to buy products 

and services of the U.S. airlines that I like. 
❏ ❏ ❏ ❏ ❏ ❏ ❏ 

C19. While chatting online about U.S. airlines I use to fly 

domestically or internationally, I tend to persuade others 

to select the U.S. airlines that I like. 
❏ ❏ ❏ ❏ ❏ ❏ ❏ 
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Section D: Purchasing Involvement Scale 

This section contains a set of statements related to purchasing involvement: 

• The first 14 statements focus on products and services offered by a U.S. airline that you might 

consider purchasing when planning or taking a flight. Examples include in-flight food and 

beverages, extra seat room, in-flight entertainment, checked baggage, airfare, and class 

upgrade such as upgrading to first class.  

• The last 12 statements focus on general consumer purchasing issues and are not related to 

anything specific. 

There are no correct or incorrect responses. Please read each item carefully, think about how you 

feel about each item, and then click on the box that most closely corresponds to how the statements 

best describe your feelings based on the response scale of Strongly Disagree, Disagree, Somewhat 

Disagree, Somewhat Agree, Agree, and Strongly Agree. 

  Item SD D SWD SWA A SA 

D1.  I feel like I have to consider many alternatives as possible to 

ensure that the purchases I make relative to the products and 

services offered an airline are best for me. (a)  
❏ ❏ ❏ ❏ ❏ ❏ 

D2.  Whenever I have to consider the products and services offered 

by an airline, deciding which products or services to buy is an 

involving process for me. (a)  
❏ ❏ ❏ ❏ ❏ ❏ 

D3.  I prefer to consult as many websites as necessary to make sure 

I am getting the best buy. (a)  
❏ ❏ ❏ ❏ ❏ ❏ 

D4.  Deciding which airlines’ products and/or services to purchase 

requires a lot of thought on my part. (a)  
❏ ❏ ❏ ❏ ❏ ❏ 

D5.  Being an informed consumer with respect to purchasing an 

airline’s products/services is worth the extra time it takes.  
❏ ❏ ❏ ❏ ❏ ❏ 

D6.  It is part of my value system to shop around for the best buy.  ❏ ❏ ❏ ❏ ❏ ❏ 

D7.   I am willing to spend extra time reviewing various websites to 

get the least expensive price when planning or taking a flight 

on a U.S. airline. 
❏ ❏ ❏ ❏ ❏ ❏ 

D8.  When it comes to determining which airline product or service 

I purchase, I do not care which one I buy. (a)*  
❏ ❏ ❏ ❏ ❏ ❏ 

D9.  After I make my final purchase selection of an airline’s 

products or services, I am not too concerned about the 

outcome of my choice. (a)*  
❏ ❏ ❏ ❏ ❏ ❏ 

D10.  I choose products and services offered by a U.S. airline very 

carefully. (a)  
❏ ❏ ❏ ❏ ❏ ❏ 

D11.  The types of products and services offered by different airlines 

make very little difference to me. *  
❏ ❏ ❏ ❏ ❏ ❏ 

D12.  It doesn’t make much sense to get upset over a purchase 

decision because most products and services offered by U.S. 

airlines are about the same. *  
❏ ❏ ❏ ❏ ❏ ❏ 

D13. Consumer Reports and other consumer-related publications 

that provide information about getting the best deal when 

purchasing an airline’s products and services is not very 

relevant to me. *  

❏ ❏ ❏ ❏ ❏ ❏ 
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  Item SD D SWD SWA A SA 

D14.  It is not worth reading Consumer Reports and other consumer-

related publications that provide information about getting the 

best deal when purchasing an airline’s products and services 

because most products and services offered by U.S. airlines 

are about the same. *  

❏ ❏ ❏ ❏ ❏ ❏ 

D15.  Consumerism issues—which are grounded in the notion that 

spending money and consuming goods is good for the 

economy—are irrelevant to me. *  
❏ ❏ ❏ ❏ ❏ ❏ 

D16.  The consumer and business sections of the newspaper are 

highly relevant to me.  
❏ ❏ ❏ ❏ ❏ ❏ 

D17.  Even with small or minor purchases, I prefer to take my time 

and make sure I am getting the best value. (a)  
❏ ❏ ❏ ❏ ❏ ❏ 

D18.  I am too absorbed in more personally relevant matters to 

worry about making smart purchases. *  
❏ ❏ ❏ ❏ ❏ ❏ 

D19.  Shopping wisely is rather a petty issue compared to thinking 

about how to make more money. *  
❏ ❏ ❏ ❏ ❏ ❏ 

D20.  I am not interested in bargain seeking. *  ❏ ❏ ❏ ❏ ❏ ❏ 

D21.  I am not interested in sales. *  ❏ ❏ ❏ ❏ ❏ ❏ 

D22.  You cannot save a lot of money by careful shopping. *  ❏ ❏ ❏ ❏ ❏ ❏ 

D23.  I am usually not annoyed when I find out I could have bought 

something cheaper than I did. **  
❏ ❏ ❏ ❏ ❏ ❏ 

D24.  I have little or no interest in shopping. *  ❏ ❏ ❏ ❏ ❏ ❏ 

D25.  Sales do not excite me. *  ❏ ❏ ❏ ❏ ❏ ❏ 

D26.  When I shop, I think I spend more time shopping than the 

average person. (a) 
❏ ❏ ❏ ❏ ❏ ❏ 

Note. * Reverse order items. ** This item was not listed as reversed item in the Slama and Tachian’s 

purchasing involvement scale. (a) = New items. 

 

E. Demographics and Purchasing Experiences 

E1. Please indicate your age. 

E2. Please indicate your gender:  ❏  Male     ❏  Female 

E3. Are you a member of at least one U.S. airline’s frequent flyer program?  

❏  Yes     ❏  No 

E4. Please indicate your frequency of Internet usage: 

❏   1-5 hours/week   

❏  more than 5 hours/week up to 10 hours/week 

❏  more than 10 hours per week up to 20 hours/week   

❏  more than 20 hours/week 

Thank you for your time and cooperation.
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Table C.1 

Raw Data 

Row Y1 Y2 X1 X2 X3 X4 X5 X6 X7a X7b X7c X7d X8 X9 

1 19 108 8 15 8 23 28 F 6 24.46 20 4 Y > 20 hr./wk. 

2 65 112 4 12 4 21 49 F 9 16 18 7 Y 10 < x ≤ 20 hr./wk. 

3 73 139 8 15 3 17 54 F 6 19 20 6 Y > 20 hr./wk. 

4 28 105 7 10 5 25 26 M 10 20 22 6 N > 20 hr./wk. 

5 51 111 9 8 7 27 29 F 11 25 23 4 Y 10 < x ≤ 20 hr./wk. 

6 19 80 2 5 2 13 24 F 5 17 20 4 Y > 20 hr./wk. 

7 39 89 10 12 10 32 57 F 13 23 20 6 Y 5 < x ≤ 10 hr./wk. 

8 62 87 8 11 6 18 31 F 8 20 18 4 N 10 < x ≤ 20 hr./wk. 

9 66 112 4 8 2 16 26 F 7 23 18 4 Y 10 < x ≤ 20 hr./wk. 

10 23 94 9 15 8 27 35 M 8 17 20 7 Y 5 < x ≤ 10 hr./wk. 

11 42 92 9 12 9 27 54 F 10 21 23 16 Y 10 < x ≤ 20 hr./wk. 

12 78 124 5 13 3 11 47 F 5 20 14 4 N 10 < x ≤ 20 hr./wk. 

13 67 107 5 12 5 24 35 F 10 20 17 9 N 10 < x ≤ 20 hr./wk. 

14 44 81 8 13 8 26 42 M 6 21 19 4 Y > 20 hr./wk. 

15 51 103 8 12 8 30 28 F 5 25 30 11 Y > 20 hr./wk. 

16 67 100 8 8 9 24 38 F 7 23 21 4 N 10 < x ≤ 20 hr./wk. 

17 33 109 7 6 4 23 29 F 5 24 17 7 N 10 < x ≤ 20 hr./wk. 

18 19 100 6 7 4 20 63 F 7 23 23 4 N 5 < x ≤ 10 hr./wk. 

19 98 109 6 12 6 25 27 F 5 24 22 4 Y 5 < x ≤ 10 hr./wk. 

20 92 134 7 14 6 19 27 F 8 23 20 4 Y > 20 hr./wk. 

21 90 148 2 4 2 11 38 F 5 18 17 4 Y > 20 hr./wk. 

22 36 126 6 8 4 21 31 F 9 20 20.01 6 Y > 20 hr./wk. 

23 114 106 8 12 8 28 58 F 10 20 22 10 Y > 20 hr./wk. 

24 70 126 5 9 3 21 30 F 7 17 12 4 N 10 < x ≤ 20 hr./wk. 

25 57 89 8 8 5 25 23 M 9 22 21 4 Y 10 < x ≤ 20 hr./wk. 

26 54 97 8 15 7 30 36 M 11 22 16 7 Y > 20 hr./wk. 

27 43 95 7 11 3 24 32 M 9 20 11 9 N 5 < x ≤ 10 hr./wk. 

Note. Y1 = eWOM activities, Y2 = Purchasing Involvement, X1 = Satisfaction, X2 = Loyalty, X3 = Perceived 

Value, X4 = Service Quality, X5 = Age, X6 = Gender (M = Male, F = Female), X7a = Power Distance, X7b = 

Uncertainty Avoidance, X7c = Individualism–Collectivism, X7d = Masculinity–Femininity, X8 = Frequent Flyer 

Program (Y = Yes, N= No), X9 = Internet Use Frequency.  
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Table C.1 

Raw Data (Continued) 

Row Y1 Y2 X1 X2 X3 X4 X5 X6 X7a X7b X7c X7d X8 X9 

28 79 114 8 13 5 27 23 F 12 20 19 4 Y 10 < x ≤ 20 hr./wk. 

29 35 89 8 9 6 20 49 M 10 25 29 4 N 5 < x ≤ 10 hr./wk. 

30 54 89 4 10 3 12 28 M 13 10 17 4 Y 10 < x ≤ 20 hr./wk. 

31 19 42 6 7 6 29 31 M 8 25 23 10 N 10 < x ≤ 20 hr./wk. 

32 38 133 8 10 7 23 23 M 9 19 17 8 Y 5 < x ≤ 10 hr./wk. 

33 63 96 8 11 7 23.46 33 F 10 19 19 9 Y    > 20 hours/week 

34 40 101 8 7 5 23 30 F 10 20 20 4 N 10 < x ≤ 20 hr./wk. 

35 42 108 7 5 2 18 24 M 5 25 8 6 Y > 20 hours/week 

36 62 118 6 12 6 20 45 F 8 22 15 9 N 5 < x ≤ 10 hr./wk. 

37 27 94 8 9 6 18 32 M 6 18 20 9 N 1 < x ≤ 5 hr./wk. 

38 34 93 8 12 7 25 24 F 12 22 19 10.78 N > 20 hr./wk. 

39 66 111 8 10 6 27 41 F 8 24 25 10 Y 1 < x ≤ 5 hr./wk. 

40 62 128 8 8 6 29 47 M 7 17 20 8 N 10 < x ≤ 20 hr./wk. 

41 38 124 10 9 7 28 24 F 8 19 19 5 N 10 < x ≤ 20 hr./wk. 

42 58 109 10 15 5 23 28 F 5 23 14 4 Y 10 < x ≤ 20 hr./wk. 

43 51 106 6 6 4 22 27 F 9 20 16 4 Y 10 < x ≤ 20 hr./wk. 

44 53 110 8 15 7 28 40 F 12 18 13 6 Y > 20 hr./wk. 

45 37 98 7 10 6 23 30 F 8 20 23 4 N > 20 hr./wk. 

46 73 121 6 11 4 18 48 F 5 25 28 6 Y > 20 hr./wk. 

47 44 78 8 7 4 21 55 F 6 19 15 5 N > 20 hr./wk. 

48 76 123 3 7 3 15 59 F 12 20 21 9 N > 20 hr./wk. 

49 52 80 7 9 6 19 50 M 10 16 9 7 Y 10 < x ≤ 20 hr./wk. 

50 91 95 8 8 6 27 27 F 9 24 19 7 Y 10 < x ≤ 20 hr./wk. 

51 46 121 10 3 8 31 38 F 5 23 14 6 N > 20 hr./wk. 

52 53 96 4 10.66 3 14 23 F 8 15 23 5 N 10 < x ≤ 20 hr./wk. 

53 77 129 4 5 3 16 24 F 17 25 20 12 N 10 < x ≤ 20 hr./wk. 

54 86 118 8 9 5 24 23 F 10 20 18 4 N 10 < x ≤ 20 hr./wk. 

Note. Y1 = eWOM activities, Y2 = Purchasing Involvement, X1 = Satisfaction, X2 = Loyalty, X3 = Perceived 

Value, X4 = Service Quality, X5 = Age, X6 = Gender (M = Male, F = Female), X7a = Power Distance, X7b = 

Uncertainty Avoidance, X7c = Individualism–Collectivism, X7d = Masculinity–Femininity, X8 = Frequent Flyer 

Program (Y = Yes, N= No), X9 = Internet Use Frequency.  
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Table C.1 

Raw Data (Continued) 

Row Y1 Y2 X1 X2 X3 X4 X5 X6 X7a X7b X7c X7d X8 X9 

55 70 123 8 9 5 27 24 F 6 21 17 4 Y 5 < x ≤ 10 hr./wk. 

56 73 115 6 10 2 16 39 F 5 20 19 4 Y 10 < x ≤ 20 hr./wk. 

57 49 125 4 7 3 23 29 F 8 24 18 4 N 5 < x ≤ 10 hr./wk. 

58 57 115 9 10 6 29 21 F 5 24 17 7 Y > 20 hr./wk. 

59 49 128 6 9 4 20 22 F 5 19 17 4 Y > 20 hr./wk. 

60 19 103 8 12 8 29 37 F 10 20 16 4 Y > 20 hr./wk. 

61 67 137 6 6 4 19 29 F 10 24 18 4 N 10 < x ≤ 20 hr./wk. 

62 39 120 8 7 3 23 48 F 13 14 20 8 Y > 20 hr./wk. 

63 133 146 10 15 10 35 43 F 5 23 26 11 Y > 20 hr./wk. 

64 47 118 8 14 8 29 22 F 10 22 16 8 Y 5 < x ≤ 10 hr./wk. 

65 92 98 7 10 7 23 33 M 7 20 18 12 N > 20 hr./wk. 

66 54 96 8 12 5 28 27 F 10 25 20 4 N > 20 hr./wk. 

67 45 80 6 6 2 25 41 F 5 23 29 5 Y > 20 hr./wk. 

68 40 140 2 6 2 11 39 F 10 25 17 4 Y > 20 hr./wk. 

69 61 151 7 14 5 20 27 M 6 25 20 5 Y > 20 hr./wk. 

70 91 142 9 12 4 22 22 F 5 25 19 6 Y 10 < x ≤ 20 hr./wk. 

71 92 110 6 13 7 28 27 F 5 16 16 5 N > 20 hr./wk. 

72 39 114 4 7 2 18 41 F 6 20 18 4 N > 20 hr./wk. 

73 74 133 10 12 6 35 28 F 6 23 26 9 Y 10 < x ≤ 20 hr./wk. 

74 40 100 8 11 7 22 28 F 9 20 20 6 Y 10 < x ≤ 20 hr./wk. 

75 39 140 6 10 5 22 31 M 12 20 21 6 Y 10 < x ≤ 20 hr./wk. 

76 88 116 8 7 5 21 30 F 12 19 22 6 N > 20 hr./wk. 

77 43 97 7 5 4 22 26 F 13 21 20 8 N > 20 hr./wk. 

78 64 122 8 12 5 24 22 F 8 20 15 5 N > 20 hr./wk. 

79 32 96 7 5 6 24 28 M 5 24 18 10 Y > 20 hr./wk. 

80 61 94 6 7 4 19 27 F 7 20 20 4 N 5 < x ≤ 10 hr./wk. 

81 36 105 7 8 6 23 24 F 7 19 17 4 N 5 < x ≤ 10 hr./wk. 

Note. Y1 = eWOM activities, Y2 = Purchasing Involvement, X1 = Satisfaction, X2 = Loyalty, X3 = Perceived 

Value, X4 = Service Quality, X5 = Age, X6 = Gender (M = Male, F = Female), X7a = Power Distance, X7b = 

Uncertainty Avoidance, X7c = Individualism–Collectivism, X7d = Masculinity–Femininity, X8 = Frequent Flyer 

Program (Y = Yes, N= No), X9 = Internet Use Frequency.  
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Table C.1 

Raw Data (Continued) 

Row Y1 Y2 X1 X2 X3 X4 X5 X6 X7a X7b X7c X7d X8 X9 

82 86 107 7 12 6 14 35 F 7 25 13 4 Y 10 < x ≤ 20 hr./wk. 

83 76 134 8 14 7 23 30 F 10 20 21 13 Y > 20 hr./wk. 

84 44 101 7 15 8 25 22 F 8 24 21 9 Y > 20 hr./wk. 

85 38 116 6 11 4 18 27 F 9 20 15 4 Y 10 < x ≤ 20 hr./wk. 

86 85 102 8 11 7 26 25 F 10 20 16 10 N > 20 hr./wk. 

87 60 120 6 13 5 27 28 F 6 20 19 4 Y > 20 hr./wk. 

88 68 140 6 12 5 22 23 F 6 24 25 4 Y > 20 hr./wk. 

89 47 115 5 7 4 19 23 F 11 25 13 11 N > 20 hr./wk. 

90 92 85 10 13 9 31 48 M 12 23 13 16 N > 20 hr./wk. 

91 50 100 6 7 3 18 19 M 5 19 19 4 N > 20 hr./wk. 

92 114 109 6 10 5 23 32 F 12 25 28 20 N 10 < x ≤ 20 hr./wk. 

93 80 91 6 8 5 23 26 F 12 18 22 5 Y 10 < x ≤ 20 hr./wk. 

94 46 131 7 14 3 20 35 M 6 22 18 4 Y > 20 hr./wk. 

95 66 123 5 6 4 18 23 F 8 20 18 4 N > 20 hr./wk. 

96 94 121 8 11 5 25 27 F 8 22 20 5 N 10 < x ≤ 20 hr./wk. 

97 79 78 8 12 4 23 34 M 6 20 19 9 Y 10 < x ≤ 20 hr./wk. 

98 73 82 7 10 7 29 41 M 11 23 18 13 Y 10 < x ≤ 20 hr./wk. 

99 41 116 6 15 2 21 56 F 5 17 22 4 Y > 20 hr./wk. 

100 81 95 8 8 5 22 24 M 14 16 19 12 N > 20 hr./wk. 

101 81 127 8 12 8 22 25 F 8 20 19 5 Y 10 < x ≤ 20 hr./wk. 

102 57 141 5 8 3 25 29 F 8 25 20 4 N > 20 hr./wk. 

103 86 122 6 9 4 22 31 F 12 22 19 13 Y > 20 hr./wk. 

104 19 117 4 6 5 24 39 F 14 19 24 6 N 10 < x ≤ 20 hr./wk. 

105 77 77 8 9 7 28 35 M 10 21 18 12 Y 10 < x ≤ 20 hr./wk. 

106 85 146 2 12 2 18 44 M 5 25 6 12 Y > 20 hr./wk. 

107 83 115 8 15 4 33 40 F 9 24 19 9 Y 5 < x ≤ 10 hr./wk. 

108 44 140 6 8 4 17 26 F 6 24 21 4 N > 20 hr./wk. 

Note. Y1 = eWOM activities, Y2 = Purchasing Involvement, X1 = Satisfaction, X2 = Loyalty, X3 = Perceived 

Value, X4 = Service Quality, X5 = Age, X6 = Gender (M = Male, F = Female), X7a = Power Distance, X7b = 

Uncertainty Avoidance, X7c = Individualism–Collectivism, X7d = Masculinity–Femininity, X8 = Frequent Flyer 

Program (Y = Yes, N= No), X9 = Internet Use Frequency.  
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Table C.1 

Raw Data (Continued) 

Row Y1 Y2 X1 X2 X3 X4 X5 X6 X7a X7b X7c X7d X8 X9 

109 59 113 4 10 4 13 24 M 10 17 12 6 Y > 20 hr./wk. 

110 24 106 7 9 6 22 31 F 6 24 24 5 N > 20 hr./wk. 

111 58 88 7 8 4 20 33 F 5 22 20 4 N > 20 hr./wk. 

112 43 105 8 9 4 19 29 M 9 18 19 7 N 5 < x ≤ 10 hr./wk. 

113 55 94 9 15 7 28 25 F 10 22 16 4 Y 5 < x ≤ 10 hr./wk. 

114 54 104 6 12 8 21 27 F 5 20 17 4 N > 20 hr./wk. 

115 81 86 6 9 7 26 35 F 12 24 16 14 N 10 < x ≤ 20 hr./wk. 

116 74 109 8 13 7 25 30 F 5 21 18 7 Y 10 < x ≤ 20 hr./wk. 

117 67 122 7 12 7 31 24 F 7 24 24 9 N > 20 hr./wk. 

118 133 110 10 15 10 35 21 F 5 25 30 4 N > 20 hr./wk. 

119 55 133 4 7 5 18 29 F 8 21 14 4 Y 1 < x ≤ 5 hr./wk. 

120 99 133 8 10 5 23 28 F 10 20 16 4 Y 10 < x ≤ 20 hr./wk. 

121 19 70 5 12 7 19 31 F 5 17 21 4 Y 1 < x ≤ 5 hr./wk. 

122 83 109 6 14 2 13 23 F 5 21 9 6 Y > 20 hr./wk. 

123 40 112 8 11 4 23 37 F 11 24 13 7 Y 1 < x ≤ 5 hr./wk. 

124 36 81 7 9 6 23 25 F 9 22 18 4 N > 20 hr./wk. 

125 44 113 6 9 5 13 61 F 6 25 27 4 Y > 20 hr./wk. 

126 76 105 4 11 5 23 52 F 5 21 18 11 Y > 20 hr./wk. 

127 68 93 6 6 4 25 37 M 8 13 15 8 Y > 20 hr./wk. 

128 75 89 6 7 5 25 25 F 9 25 21 4 N 10 < x ≤ 20 hr./wk. 

129 48 114 6 11 2 13 24 F 5 20 18 4 N > 20 hr./wk. 

130 46 115 3 6 2 17 32 F 12 20 24 8 N 10 < x ≤ 20 hr./wk. 

131 25 102 6 15 7 29 24 F 13 25 16 8 Y 5 < x ≤ 10 hr./wk. 

132 105 128 8 13 6 25 30 F 6 21 24 5 Y > 20 hr./wk. 

133 51 108 7 11 4 16 26 F 6 20 18 4 Y > 20 hr./wk. 

134 68 110 9 15 6 29 24 F 10 21 21 8 Y > 20 hr./wk. 

135 58 121 8 15 6 30 53 F 10 20 15 6 Y > 20 hr./wk. 

Note. Y1 = eWOM activities, Y2 = Purchasing Involvement, X1 = Satisfaction, X2 = Loyalty, X3 = Perceived 

Value, X4 = Service Quality, X5 = Age, X6 = Gender (M = Male, F = Female), X7a = Power Distance, X7b = 

Uncertainty Avoidance, X7c = Individualism–Collectivism, X7d = Masculinity–Femininity, X8 = Frequent Flyer 

Program (Y = Yes, N= No), X9 = Internet Use Frequency.  
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Table C.1 

Raw Data (Continued) 

Row Y1 Y2 X1 X2 X3 X4 X5 X6 X7a X7b X7c X7d X8 X9 

136 43 86 7 14 8 26 28 F 5 14 24 4 Y > 20 hr./wk. 

137 51 110 8 15 6 24 28 F 7 22 20 5 Y > 20 hr./wk. 

138 61 96 8 9 7 22 28 M 14 22 22 13 N 5 < x ≤ 10 hr./wk. 

139 38 100 4 8 2 8 35 F 5 20 24 4 Y > 20 hr./wk. 

140 47 104 8 8 8 24 26 F 5 20 18 4 Y > 20 hr./wk. 

141 87 117 4 11 7 26 24 F 6 25 18 4 Y > 20 hr./wk. 

142 54 121 10 15 9 32 29 F 5 22 18 4 Y > 20 hr./wk. 

143 59 81 6 12 5 23 29 F 7 18 19 4 Y 5 < x ≤ 10 hr./wk. 

144 55 112 5 11 4 15 28 F 6 18 19 7 N 10 < x ≤ 20 hr./wk. 

145 50 108 10 14 6 34 50 F 10 25 18 5 N > 20 hr./wk. 

146 63 104 7 11 5 23 57 M 16 18 23 9 Y > 20 hr./wk. 

147 19 67 2 4 5 10 23 M 12 18 16 5 Y > 20 hr./wk. 

148 45 110 8 11 7 25 37 F 10 19 19 4 Y > 20 hr./wk. 

149 45 120 5 6 3 21 28 F 5 22 19 4 N > 20 hr./wk. 

150 69 113 8 12 4 21 24 F 13 19 19 4 N 10 < x ≤ 20 hr./wk. 

151 48 126 6 5 4 24 22 F 5 19 14 4 Y > 20 hr./wk. 

152 61 114 7 12 4 15 25 F 8 21 20 4 Y 10 < x ≤ 20 hr./wk. 

153 54 106 6 8 4 23 38 M 8 20 24 12 Y 10 < x ≤ 20 hr./wk. 

154 61 134 8 14 4 29 27 F 7 22 24 4 Y > 20 hr./wk. 

155 29 105 2 7 2 14 36 M 7 24 23 4 Y > 20 hr./wk. 

156 71 89 9 15 6 27 29 F 6 18 16 4 Y 5 < x ≤ 10 hr./wk. 

157 78 90 8 9 7 21 33 F 6 25 22 8 N 10 < x ≤ 20 hr./wk. 

158 49 138 8 13 5 25 24 F 10 22 21 4 Y 10 < x ≤ 20 hr./wk. 

159 38 109 6 14 6 26 42 M 6 18 17 5 Y > 20 hr./wk. 

160 102 74 8 12 4 26 38 M 7 18 22 9 Y > 20 hr./wk. 

161 22 111 8 10 5 23 46 F 10 21 22 5 Y > 20 hr./wk. 

162 95 121 5 9 4 20 23 M 11 20 18 10 N 10 < x ≤ 20 hr./wk. 

Note. Y1 = eWOM activities, Y2 = Purchasing Involvement, X1 = Satisfaction, X2 = Loyalty, X3 = Perceived 

Value, X4 = Service Quality, X5 = Age, X6 = Gender (M = Male, F = Female), X7a = Power Distance, X7b = 

Uncertainty Avoidance, X7c = Individualism–Collectivism, X7d = Masculinity–Femininity, X8 = Frequent Flyer 

Program (Y = Yes, N= No), X9 = Internet Use Frequency.  
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Table C.1 

Raw Data (Continued) 

Row Y1 Y2 X1 X2 X3 X4 X5 X6 X7a X7b X7c X7d X8 X9 

163 105 85 8 10 7 25 24 M 18 17 21 15 N > 20 hr./wk. 

164 37 108 4 11 2 15 25 M 11 21 19 6 N 10 < x ≤ 20 hr./wk. 

165 39 71 8 15 7 21 28 F 8 20 21 4 Y 10 < x ≤ 20 hr./wk. 

166 77 105 5 10 3 21 36 M 14 24 18 11 Y > 20 hr./wk. 

167 34 116 9 8 5 26 29 F 6 16 19 4 Y 10 < x ≤ 20 hr./wk. 

168 87 87 7 11 8 26 31 F 9 20 21 6 N > 20 hr./wk. 

169 99 110 7 14 6 31 22 M 6 19 21 9 Y > 20 hr./wk. 

170 100 126 8 15 6 29 27 F 11 23 23 14 Y > 20 hr./wk. 

171 44 111 8 14 5 25 27 F 8 20 17 6 Y > 20 hr./wk. 

172 98 107 8 14 6 28 25 F 5 20 21 4 N 1 < x ≤ 5 hr./wk. 

173 63 99 8 12 6 28 24 M 5 24 23 9 Y > 20 hr./wk. 

174 76 99 8 15 8 32 23 M 11 19 17 7 N > 20 hr./wk. 

175 84 107 8 12 7 28 29 F 7 23 23 10 Y > 20 hr./wk. 

176 34 121 6 9 7 11 23 F 10 25 9 4 N 10 < x ≤ 20 hr./wk. 

177 52 108 8 11 6 20 33 F 7 24 19 4 Y > 20 hr./wk. 

178 71 115 8 13 5 28 28 F 5 24 19 6 Y > 20 hr./wk. 

179 37 99 4 6 3 14 29 F 5 25 23 4 N 10 < x ≤ 20 hr./wk. 

180 25 114 4 5 4 19 25 F 5 23 18 4 Y > 20 hr./wk. 

181 38 85 8 11 8 26 23 F 9 20 16 7 N 10 < x ≤ 20 hr./wk. 

182 39 140 8 11 3 22 27 F 6 20 19 7 Y 10 < x ≤ 20 hr./wk. 

183 54 113 8 12 9 23 23 M 5 20 18 8 Y > 20 hr./wk. 

184 54 118 8 12 5 21 32 F 8 22 13 5 Y 5 < x ≤ 10 hr./wk. 

185 30 104 4 11 4 21 34 F 9 19 21 6 Y 10 < x ≤ 20 hr./wk. 

186 55 125 7 14 5 25 30 F 5 20 17 7 Y > 20 hr./wk. 

187 26 104 9 10 6 28 51 M 9 19 21 5 Y 10 < x ≤ 20 hr./wk. 

188 93 69 6 8 6 26 30 M 6 22 19 4 N > 20 hr./wk. 

189 39 85 4 7 4 21 36 M 10 24 18 11 Y > 20 hr./wk. 

Note. Y1 = eWOM activities, Y2 = Purchasing Involvement, X1 = Satisfaction, X2 = Loyalty, X3 = Perceived 

Value, X4 = Service Quality, X5 = Age, X6 = Gender (M = Male, F = Female), X7a = Power Distance, X7b = 

Uncertainty Avoidance, X7c = Individualism–Collectivism, X7d = Masculinity–Femininity, X8 = Frequent Flyer 

Program (Y = Yes, N= No), X9 = Internet Use Frequency.  
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Table C.1 

Raw Data (Continued) 

Row Y1 Y2 X1 X2 X3 X4 X5 X6 X7a X7b X7c X7d X8 X9 

190 93 113 7 12 3 17 32 F 5 15 24 4 Y > 20 hr./wk. 

191 86 114 9 9 6 21 30 M 12 19 19 11 N 1 < x ≤ 5 hr./wk. 

192 48 84 8 8 6 15 29 M 8 18 12 12 N 1 < x ≤ 5 hr./wk. 

193 102 109 10 10 6 23 31 M 12 24 21 12 N 1 < x ≤ 5 hr./wk. 

194 76 103 6 13 6 21 28 F 14 25 26 6 N > 20 hr./wk. 

195 64 109 7 10 9 29 42 F 13 22 20 10 Y > 20 hr./wk. 

196 80 100 8 9 6 26 35 M 5 24 18 4 Y 10 < x ≤ 20 hr./wk. 

197 107 110 7 10 6 26 27 F 10 25 19 12 N 5 < x ≤ 10 hr./wk. 

198 113 110 8 11 6 24 29 M 7 22 19 13 N 1 < x ≤ 5 hr./wk. 

199 98 88 7 11 8 27 25 M 7 22 24 14 N > 20 hr./wk. 

200 121 83 9 13 9 33 27 M 24 23 23 19 Y 10 < x ≤ 20 hr./wk. 

201 79 85 7 11 6 22 27 M 15 15 20 14 Y > 20 hr./wk. 

202 61 113 8 12 8 26 35 M 7 14 11 7 Y 10 < x ≤ 20 hr./wk. 

203 100 91 7 12 7 24 31 F 14 21 19 13 N 5 < x ≤ 10 hr./wk. 

204 81 95 7 12 6 25 30 F 15 22 27 10 N 10 < x ≤ 20 hr./wk. 

205 112 91 8 11 7 28 24 F 19 20 21 14 Y > 20 hr./wk. 

206 80 131 7 13 3 16 30 M 6 20 11 12 Y > 20 hr./wk. 

207 72 97 8 12 6 28 24 F 14 20 23 9 N > 20 hr./wk. 

208 26 98 8 4 4 23 45 M 5 24 20 4 Y 5 < x ≤ 10 hr./wk. 

209 92 108 10 13 9 33 45 F 10 24 26 19 N > 20 hr./wk. 

210 88 109 8 10 7 33 30 F 10 24 26 19 N 10 < x ≤ 20 hr./wk. 

211 42 97 8 11 7 30 25 M 11 24 22 15 Y > 20 hr./wk. 

212 86 102 9 11 6 27 24 M 14 20 20 12 N > 20 hr./wk. 

213 19 127 8 9 5 20 53 F 9 24 13 4 Y > 20 hr./wk. 

214 52 100 7 10 8 21 70 F 10 25 17 9 Y > 20 hr./wk. 

215 38 89 8 6 4 21 30 F 10 20 19 7 Y 5 < x ≤ 10 hr./wk. 

216 76 89 6 9 6 21 25 M 15 15 18 12 Y > 20 hr./wk. 

Note. Y1 = eWOM activities, Y2 = Purchasing Involvement, X1 = Satisfaction, X2 = Loyalty, X3 = Perceived 

Value, X4 = Service Quality, X5 = Age, X6 = Gender (M = Male, F = Female), X7a = Power Distance, X7b = 

Uncertainty Avoidance, X7c = Individualism–Collectivism, X7d = Masculinity–Femininity, X8 = Frequent Flyer 

Program (Y = Yes, N= No), X9 = Internet Use Frequency.  
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Table C.1 

Raw Data (Continued) 

Row Y1 Y2 X1 X2 X3 X4 X5 X6 X7a X7b X7c X7d X8 X9 

217 93 115 4 9 6 16 46 M 12 21 22 4 Y > 20 hr./wk. 

218 79 94 7 12 7 24 31 M 5 25 30 6 Y > 20 hr./wk. 

219 26 72 2 3 2 11 35 M 9 18 19 4 Y 10 < x ≤ 20 hr./wk. 

220 19 86 8 13 7 27 25 F 9 25 20 14 Y 10 < x ≤ 20 hr./wk. 

221 74 104 8 11 7 28 36 F 8 20 17 4 N 10 < x ≤ 20 hr./wk. 

222 69 104 5 7 5 23 36 F 15 16 20 8 N > 20 hr./wk. 

223 64 146 4 8 6 17 29 F 7 22 23 4 Y > 20 hr./wk. 

224 56 99 7 10 3 22 25 F 11 20 14 7 N 10 < x ≤ 20 hr./wk. 

225 69 85 7 10 6 23 23 M 10 20 12 10 Y > 20 hr./wk. 

226 59 110 4 5 5 22 58 M 5 20 23 6 N > 20 hr./wk. 

227 59 113 6 12 7 22 27 F 5 21 9 6 Y 10 < x ≤ 20 hr./wk. 

228 64 106 6 8 5 17 26 M 5 20 20 6 Y 10 < x ≤ 20 hr./wk. 

229 75 104 7 12 4 21 33 F 10 19 16 4 Y 10 < x ≤ 20 hr./wk. 

230 93 123 10 8 6 25 38 M 8 25 21 4 N 5 < x ≤ 10 hr./wk. 

231 32 100 10 10 8 28 29 F 8 24 18 9 Y > 20 hr./wk. 

232 91 120 9 13 5 24 29 F 8 22 17 4 Y 10 < x ≤ 20 hr./wk. 

233 116 85 7 11 8 22 35 F 15 24 17 10 N 10 < x ≤ 20 hr./wk. 

234 24 99 4 7 3 23 29 F 7 23 12 4 N 10 < x ≤ 20 hr./wk. 

235 76 108 8 13 6 23 28 M 5 22 14 4 Y > 20 hr./wk. 

236 56 111 6 9 8 27 30 F 9 21 15 7 N > 20 hr./wk. 

237 89 122 8 10 7 22 23 F 5 25 15 7 Y 10 < x ≤ 20 hr./wk. 

238 82 109 4 12 5 24 26 M 13 23 20 7 N > 20 hr./wk. 

239 121 104 5 13 3 23 27 F 11 21 21 5 N 5 < x ≤ 10 hr./wk. 

240 63 108 8 12 4 23 23 F 7 21 18 7 N 5 < x ≤ 10 hr./wk. 

241 56 106 7 8 5 17 37 F 9 17 12 4 N 5 < x ≤ 10 hr./wk. 

242 60 99 6 8 6 23 27 F 8 20 18 4 N > 20 hr./wk. 

243 48 112 4 8 4 21 27 M 14 25 21 10 Y > 20 hr./wk. 

Note. Y1 = eWOM activities, Y2 = Purchasing Involvement, X1 = Satisfaction, X2 = Loyalty, X3 = Perceived 

Value, X4 = Service Quality, X5 = Age, X6 = Gender (M = Male, F = Female), X7a = Power Distance, X7b = 

Uncertainty Avoidance, X7c = Individualism–Collectivism, X7d = Masculinity–Femininity, X8 = Frequent Flyer 

Program (Y = Yes, N= No), X9 = Internet Use Frequency.  
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Table C.1 

Raw Data (Continued) 

Row Y1 Y2 X1 X2 X3 X4 X5 X6 X7a X7b X7c X7d X8 X9 

244 75 120 8 12 7 23 39 M 5 24 8 8 N 5 < x ≤ 10 hr./wk. 

245 67 110 8 7 3 22 24 F 10 20 17 4 Y 5 < x ≤ 10 hr./wk. 

246 92 101 8 9 7 24 24 M 12 16 9 12 N 5 < x ≤ 10 hr./wk. 

247 45 114 8 15 8 30 43 F 6 25 24 5 Y 5 < x ≤ 10 hr./wk. 

248 45 116 6 12 6 26 47 M 7 23 17 14 Y 10 < x ≤ 20 hr./wk. 

249 88 112 5 8 6 22 23 F 11 23 19 11 Y > 20 hr./wk. 

250 62 123 8 10 5 28 24 F 10 23 25 8 Y > 20 hr./wk. 

251 47 100 8 12 5 24 25 F 11 20 16 4 Y > 20 hr./wk. 

252 55 93 4 11 2 18 54 F 5 22 18 4 Y 10 < x ≤ 20 hr./wk. 

253 83 123 6 9 5 25 24 F 6 5 18 6 Y > 20 hr./wk. 

254 90 119 8 15 8 27 36 F 8 21 23 4 Y 10 < x ≤ 20 hr./wk. 

255 59 111 5 11 3 12 63 F 5 20 18 4 N > 20 hr./wk. 

256 65 99 5 10 4 24 26 M 10 20 20 7 Y > 20 hr./wk. 

257 107 109 8 10 7 27 60 F 8 22 21 9 Y 5 < x ≤ 10 hr./wk. 

258 33 110 8 9 5 20 28 M 9 24 25 14 Y > 20 hr./wk. 

259 70 121 4 12 4 23 37 F 6 20 22 4 Y 10 < x ≤ 20 hr./wk. 

260 91 108 6 10 3 21 24 F 10 20 12 8 Y > 20 hr./wk. 

261 42 97 7 9 6 23 25 F 6 21 18 4 N > 20 hr./wk. 

262 82 96 8 11 7 28 31 M 8 15 18 10 N > 20 hr./wk. 

263 80 133 10 15 9 29 30 F 7 24 8 7 N > 20 hr./wk. 

264 56 114 8 10 6 28 30 M 19 21 26 10 N 10 < x ≤ 20 hr./wk. 

265 76 102 6 9 6 21 23 F 10 20 16 6 N 10 < x ≤ 20 hr./wk. 

266 75 115 7 6 7 20 29 F 9 22 18 11 Y 1 < x ≤ 5 hr./wk. 

267 53 124 7 15 7 24 20 F 11 19 21 7 N 5 < x ≤ 10 hr./wk. 

268 45 111 8 9 6 21 22 M 5 25 20 9 N > 20 hr./wk. 

269 27 72 8 7 7 22 23 M 5 17 20 4 N > 20 hr./wk. 

270 96 112 8 9 9 26 31 F 7 22 16 7 Y 10 < x ≤ 20 hr./wk. 

Note. Y1 = eWOM activities, Y2 = Purchasing Involvement, X1 = Satisfaction, X2 = Loyalty, X3 = Perceived 

Value, X4 = Service Quality, X5 = Age, X6 = Gender (M = Male, F = Female), X7a = Power Distance, X7b = 

Uncertainty Avoidance, X7c = Individualism–Collectivism, X7d = Masculinity–Femininity, X8 = Frequent Flyer 

Program (Y = Yes, N= No), X9 = Internet Use Frequency.  
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Table C.1 

Raw Data (Continued) 

Row Y1 Y2 X1 X2 X3 X4 X5 X6 X7a X7b X7c X7d X8 X9 

271 44 105 5 11 2 26 53 M 10 24 27 4 Y 10 < x ≤ 20 hr./wk. 

272 60 119 5 6 4 24 31 F 5 20 30 7 N > 20 hr./wk. 

273 89 100 6 8 5 18 31 F 22 17 24 5 N 1 < x ≤ 5 hr./wk. 

274 98 118 6 11 8 25 32 M 8 23 22 5 N > 20 hr./wk. 

275 73 110 5 9 5 20 47 M 14 20 19 9 Y > 20 hr./wk. 

276 74 102 8 10 6 19 36 F 5 20 16 6 N 10 < x ≤ 20 hr./wk. 

277 62 94 4 10 3 13 27 M 5 24 29 4 Y > 20 hr./wk. 

278 57 90 7 11 4 22 43 M 10 23 17 7 Y > 20 hr./wk. 

279 31 100 8 15 9 25 43 M 8 24 20 4 Y 10 < x ≤ 20 hr./wk. 

280 70 75 8 13 8 28 31 F 11 17 20 11 Y > 20 hr./wk. 

281 108 112 8 12 8 28 35 M 5 25 26 9 N > 20 hr./wk. 

282 78 113 7 12 6 25 34 F 8 19 25 14 N > 20 hr./wk. 

283 90 115 7 9 8 28 23 M 7 25 24 8 N > 20 hr./wk. 

284 108 117 8 12 8 27 24 F 5 25 26 9 N > 20 hr./wk. 

285 67 94 8 12 8 29 32 F 11 22 24 8 Y > 20 hr./wk. 

286 93 130 9 10 7 18 36 F 7 25 25 4 Y 10 < x ≤ 20 hr./wk. 

287 111 109 8 12 8 28 30 F 5 20 21 4 Y 10 < x ≤ 20 hr./wk. 

288 45 117 8 14 8 29 61 M 6 19 22 8 N > 20 hr./wk. 

289 89 105 10 12 7 28 39 F 14 21 21 12 Y 10 < x ≤ 20 hr./wk. 

290 85 98 6 12 6 22 33 M 8 20 24 9 N > 20 hr./wk. 

291 86 100 8 11 8 27 28 F 7 22 24 12 Y > 20 hr./wk. 

292 48 93 8 14 6 25 24 M 10 21 16 11 Y 5 < x ≤ 10 hr./wk. 

293 37 74 6 6 5 21 51 F 5 24 21 4 Y > 20 hr./wk. 

294 75 112 8 10 7 21 38 F 9 19 19.3 8 Y > 20 hr./wk. 

295 73 101 7 12 5 16 38 M 14 20 21 13 N 10 < x ≤ 20 hr./wk. 

296 84 124 6 10 5 23 57 M 15 24 23 14 Y > 20 hr./wk. 

297 77 118 4 11 3 23 46 M 9 21 20 9 N > 20 hr./wk. 

Note. Y1 = eWOM activities, Y2 = Purchasing Involvement, X1 = Satisfaction, X2 = Loyalty, X3 = Perceived 

Value, X4 = Service Quality, X5 = Age, X6 = Gender (M = Male, F = Female), X7a = Power Distance, X7b = 

Uncertainty Avoidance, X7c = Individualism–Collectivism, X7d = Masculinity–Femininity, X8 = Frequent Flyer 

Program (Y = Yes, N= No), X9 = Internet Use Frequency.  
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Table C.1 

Raw Data (Continued) 

Row Y1 Y2 X1 X2 X3 X4 X5 X6 X7a X7b X7c X7d X8 X9 

298 89 91 8 12 9 30 27 F 18 23 19 11 Y 10 < x ≤ 20 hr./wk. 

299 80 113 8 12 7 21 34 F 7 22 20 10 N 10 < x ≤ 20 hr./wk. 

300 79 96 4 9 7 24 38 F 12 20 25 11 Y 10 < x ≤ 20 hr./wk. 

301 81 90 8 14 4 19 37 M 13 25 19 14 Y 10 < x ≤ 20 hr./wk. 

302 90 105 8 11 8 26 34 F 11 21 21 10 Y > 20 hr./wk. 

303 70 91 5 8 5 18 30 M 14 20 22 13 N 5 < x ≤ 10 hr./wk. 

304 90 87 9 12 8 29 32 M 17 20 21 13 N 10 < x ≤ 20 hr./wk. 

305 38 86 6 8 7 27 49 F 8 24 23 10 N 5 < x ≤ 10 hr./wk. 

306 78 112 6 7 5 25 47 M 11 22 20 8 N 1 < x ≤ 5 hr./wk. 

307 44 113 5 11 3 20 22 M 8 21 17 6 Y 10 < x ≤ 20 hr./wk. 

308 99 111 8 11 7 26 30 F 5 23 17 4 Y 10 < x ≤ 20 hr./wk. 

309 90 95 8 12 9 30 32 F 18 23 19 11 Y > 20 hr./wk. 

310 80 83 8 9 8 28 34 M 7 22 28 18 N 5 < x ≤ 10 hr./wk. 

311 91 119 8 12 7 27 28 M 5 25 24 12 N 10 < x ≤ 20 hr./wk. 

312 60 84 8 14 8 29 61 M 10 20 22 9 Y 10 < x ≤ 20 hr./wk. 

313 42 96 4 10 6 20 26 M 9 19 10 6 N > 20 hr./wk. 

314 83 105 7 11 7 22 21 F 9 20 17 12 N > 20 hr./wk. 

315 90 122 5 9 6 20 42 F 17 20 19 12.78 Y 10 < x ≤ 20 hr./wk. 

316 42 88 8 3 5 22 38 M 8 19 16 13 Y 10 < x ≤ 20 hr./wk. 

317 116 113 10 13 8 27 42 M 9 22 25 14 N 10 < x ≤ 20 hr./wk. 

318 72 98 3 5 6 18 28 M 8 22 25 8 N 10 < x ≤ 20 hr./wk. 

319 68 113 8 11 8 28 25 F 5 20 16 4 Y > 20 hr./wk. 

320 63 105 8 12 8 25 37 F 11 19 20 7 N 10 < x ≤ 20 hr./wk. 

321 83 118 7 12 8 26 31 F 10 23 21 12 Y 5 < x ≤ 10 hr./wk. 

322 79 134 8 12 8 28 31 F 9 20 22 7 N > 20 hr./wk. 

323 82 105 4 10 3 20 22 M 11 19 21 9 Y 10 < x ≤ 20 hr./wk. 

324 77 110 7 10 6 25 48 F 11 22 12 7 N > 20 hr./wk. 

Note. Y1 = eWOM activities, Y2 = Purchasing Involvement, X1 = Satisfaction, X2 = Loyalty, X3 = Perceived 

Value, X4 = Service Quality, X5 = Age, X6 = Gender (M = Male, F = Female), X7a = Power Distance, X7b = 

Uncertainty Avoidance, X7c = Individualism–Collectivism, X7d = Masculinity–Femininity, X8 = Frequent Flyer 

Program (Y = Yes, N= No), X9 = Internet Use Frequency.  
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Table C.1 

Raw Data (Continued) 

Row Y1 Y2 X1 X2 X3 X4 X5 X6 X7a X7b X7c X7d X8 X9 

325 78 90 8 13 7 31 31 M 17 21 25 11 N 10 < x ≤ 20 hr./wk. 

326 21 89 7 9 4 21 31 M 5 25 16 10 Y > 20 hr./wk. 

327 93 125 7 8 6 26.46 21 F 7 18 17 9 N 10 < x ≤ 20 hr./wk. 

328 109 113 8 12 6 25 34 F 7 19 22 13 N 1 < x ≤ 5 hr./wk. 

329 85 118 10 12 9 30 30 F 5 23 16 5 Y 10 < x ≤ 20 hr./wk. 

330 73 100 5 5 5 16 29 M 6 19 21 13 N 5 < x ≤ 10 hr./wk. 

331 94 92 7 10 8 26 30 M 20 19 22 15 N > 20 hr./wk. 

332 109 109 8 15 6 27 33 F 5 25 22 7 Y > 20 hr./wk. 

333 37 87 2 3 5 25 22 M 14 18 20 10 N 10 < x ≤ 20 hr./wk. 

334 76 92 8 12 5 26 26 M 9 20 23 4 Y 10 < x ≤ 20 hr./wk. 

335 56 121 8 7 6 28 30 M 17 25 12 7 N > 20 hr./wk. 

336 115 127 6 12 6 24 23 F 14 24 18 10 Y > 20 hr./wk. 

337 79 97 3 3 4 15 38 F 7 23 17 4 Y > 20 hr./wk. 

338 48 96 5 6 4 20 22 F 12 19 20 8 N > 20 hr./wk. 

339 56 109 5 8 4 24 31 F 8 22 22 12 N > 20 hr./wk. 

340 76 103 5 9 6 24 44 F 8 22 19 8 Y > 20 hr./wk. 

341 55 118 8 14 9 27 21 M 10 23 23 5 N 10 < x ≤ 20 hr./wk. 

342 114 80 8 11 8 27 29 M 20 18 22 16 N 1 < x ≤ 5 hr./wk. 

343 81 83 4 3 6 31 24 M 5 25 30 6 Y > 20 hr./wk. 

344 92 108 8 13 7 23 30 M 13 21 19 6 Y 5 < x ≤ 10 hr./wk. 

345 75 102 8 10 5 30 23 M 12 19 23 10 N > 20 hr./wk. 

Note. Y1 = eWOM activities, Y2 = Purchasing Involvement, X1 = Satisfaction, X2 = Loyalty, X3 = Perceived 

Value, X4 = Service Quality, X5 = Age, X6 = Gender (M = Male, F = Female), X7a = Power Distance, X7b = 

Uncertainty Avoidance, X7c = Individualism–Collectivism, X7d = Masculinity–Femininity, X8 = Frequent Flyer 

Program (Y = Yes, N= No), X9 = Internet Use Frequency.  

 


