Does Tie-Strength Matter In Consumer's Recommendatin?
How Receiver Respond to Incentivized Word-Of-Mouth

Abstract

This paper examines receiver's perspective on fiwvieed WOM by propose the components
of incentive which can propel the success of ineeagd WOM. A series of experiments are
executed using Mobile-coupons as a novel tool of MV@or fostering the dynamics of
WOM interactions, we also take into consideratidnttee underlying of the relationship
between sender and receiver. The result showsh@ahagnitude of incentive in incentivized
WOM tends to lead to unfavourable attitudes froroergers independent of whether the
senders are from strong or weak-ties. In additionddionality in incentive also play a
significant role that can shape receiver's intentmparticipate in incentivized WOM.
Keywords: Incentivized WOM, Component of Incentive, Sender and Receiver Perspective,
TPB (Theory Planned Behaviour)
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1. Introduction

Offering consumer with incentive to engage in WOI\aty is very common method
in companies’ marketing strategy (Ryu & Feick, 200%is undeniable that a consumer has a
number of motivations that make them being invonedWOM activities. One of the
motivation to engage in WOM activity is economictime or because there is an incentive
involve in WOM activity (HennigThurau, Gwinner, Walsh, & Gremler, 2004). Encourage
consumer to engage in WOM activity with incentigeniot a simple method for company.
Company might not only offer an incentive for thender of the WOM activity but also its
recipient. The impact of incentive in WOM activityight not only affect the sender of WOM
content but also its receiver or recipient, patidy when firms offering incentive to both
sender and receiver or (Ryu & Feick, 2007) caltexbi“Reward both” strategy.

The relationship between sender and receiver in We@dflvities whether it is
incentivized or not is an important and well-paittation by the firms. In the WOM activity,
a consumer will interact with many parties whichmeo from the various tie-strength
spectrum, from strong-tie (family) up to weak-tiggnd and acquaintances) (Wirtz & Chew,
2002). In the context of incentivized WOM and sendeeiver relationship, Ryu & Feick,
2007) stated that sender should send incentiviz€WW¥or weak ties rather than for strong
ties because the strong tie receiver will naturalty the WOM voluntarily without any
consideration on incentive. However with weak temders are more likely to recognize the
economic benefit of the reward and do not worrynash about social and psychological cost
and benefits.

Consumers whether they act as sender or receiviércope with a complex yet
confusing situation when they are intend to engagecentivized WOM. Sender and receiver
as the key actors of WOM activity have a differeansideration to engage in incentivized
WOM. From the sender perspective, they might smarthink of the suitable receiver of
incentivized WOM. Meanwhile from the receiver's gctive, they will start to think of the
fairness in the distribution of incentive. The rieee's consideration regarding the WOM
content with incentive in it that they have receéiieom the sender at the end will influence
their attitude and intention to engage in inceatd WOM.

To understand receiver’s attitude and behavionanition in redeeming M-coupon, we
propose that the theory of planned behaviour (TPBYyides a good foundation on how a
receiver would response to incentivized WOM withtigalar component incentive in it. To
give the new insight regarding component of inaentive proposes three components of
incentive that considering sender and receivehakey actors of WOM activity, namely; (1)
Differences of incentives between sender and recdivhaler, 1988; Xiao, Tang, & Wirtz,
2011; Ahrens & Strahilevitz, 2007); (2) Condition$ incentive (Myerson, Green, Scott
Hanson, Holt, & Estle, 2003; Libai, Biyalogorsky, @erstner, 2003). In addition, this study
takes into consideration the tie strength betwesmder and receiver of the Incentivized
WOM.

To give a comprehensive perspective on receivaxspand to incentivized WOM,
therefore this paper addresses the following rebegquestions: “Is there any influence of
component of incentive, namelgiifference of incentiveand condition of incentivein
incentivized WOM on the receiver attitude, intentto participate in incentivized WOM?”

Our study will utilize the simplest form of incemtied WOM through mobile technology,
namely mobile coupon sharing by forwarding the @ufo others. According to (Hsueh &
Chen, 2010), the sharing of mobile coupon has aehtaddressed in most eWOM studies to
date.

2. Theory and Hypothesis



According to research on behavioral economics fip&bple will be more motivated to
perform a particular behavior if they receive ageaamount of incentive (Ahrens, Coyle, &
Strahilevitz, 2013). However it is still a dilemnfiar company when they have to provide
incentive for both parties of incentivized WOM (den and receiver) or “reward both”
program. Should a company provides sender andveceith equal number of incentive or
unequal, as discussed above, the difference ofiiveebetween sender and receiver will lead
to the difference of reaction from them.

As we have explained in introduction section thatlvave proposed two component of
incentive namely difference of incentive and coioditof incentive, thus in this section, we
attempt to justify the theories which are suppgrtinose component of incentive. We first
draw a concept called Ultimatum game (Thaler, 1988support the first component of
incentive, that is difference of incentive. Theikdtum game is basic concept for business
entities to determine the number of incentive ieward both” program. The study done by
Thaler (1988) has suggested that receivers areeoonwith the sense of “fairness”
particularly in if the firms intend to give a magrde in the incentive.

The previous research on “reward both” program dase by Ahrens et al., (2013)
have suggested, when receivers are granted witkatger number of incentive, it will lead
them to become new customer. Becoming a new custdhmeugh the engagement in
incentivized WOM activity is the consequences fretimuli such as incentive. However the
psychological conditions which affect their actii@haviour as explained by Ajzen (1991)
remain unexplored. Thus, in our understanding,dnp&ing TPB, the psychological condition
which is directly influenced by difference of indee is attitude and it leads to the following
hypothesis:

H1: Incentive differentiation provided for both sender and receiver will weaken
receiver's favorable attitude toward the M-coupon.

In “reward both” program, marketers have to consitie perspective of receiver and
sender as well. When sender has to send M-couptbndifferent amount of incentive in it,
sender will consider receiver from particular tieesgth. As Ryu and Feick, (2007) also
emphasized that incentive is particularly imporiaréncouraging WOM to weak ties because
in such relationship sender tend to maximize tbain outcomes and minimize their costs
without any feels of responsibility to receiver'siare. Meanwhile with strong tie receiver,
sender tends to have general concern about recemetfare. Nevertheless the receiver
reaction when they receive incentivized WOM fronntjsalar tie strength is still unexplored,
and to shed light on the possible attitude thatives may perform, we postulate:

H2: The negative relationship between incentive dérentiation and attitude is
moderated by tie-strength - the negative relationsp is stronger when the sender
is from weak tie relationship.

The aim of promotional activities from a companytesget a response from all of
target consumer. However, marketer could not exgrectsimilar response across the target
consumer because every consumer has different atbastics related to the promotional
activity (d’Astous & Jacob, 2002; Montaner, Cheomst, & Buil, 2011). The characteristic
related to promotional here is refer to deal pr@sencharacter. The result of previous
research has shown that deal proneness has pasitii@nship with the favorable attitude on
the promotional activity on particular product (Bur, Lichtenstein, Netemeyer, & Garretson,
1998). The favorable attitude will later on lead ttee purchase behavior (Lichtenstein,
Netemeyer, & Burton, 1990). Thus, on the basis h&f &bove discussion, we offer the
following prediction:



H3: Deal Proneness character has a positive relatiship on receiver’s attitude of M-
coupon

As one of the important component of incentive, dibon of incentive becomes
common strategy for the firms. According to Libaaé, (2003) the methods such as “pay per
lead” and “pay per performance” can be employ by Blusiness entities to increase the
number of new customer and also to reduce the firdger customer. From receiver
perspective, the condition of incentive that beengployed in the incentivized WOM, will not
give any influence on their probability of obtaiginncentive, whether it is pay per
performance or pay per lead. However, receiver® hawdeal with some of psychologically
conditions which can influence their behavioralemtion to engage in incentivized WOM
activity when the firms disclose the information iatentive. In the transparent situation,
receivers are aware that their action will influemthers’ well- being.

As the foundation theory in current study for tleeaiver perspective on incentivized
WOM, TPB by Ajzen (1991) suggested that persont®a®n particular activity is a function
of person’s behaviour intention and one of variafhéch influencing intention is consumer’s
perceived behavioral control. Perceived behaviooaltrol as one of predictors to behavioral
intention measures how well a person can perfommatttions required to deal with specific
situations (Ajzen, 1991). The situation which cafiuence perceived behavioral control was
represented by the presence of factors that mayitdse or hinder the performance of
particular action. Nonetheless the researcheshinat adopted PBC as one of predictor to
influence behavioral intention are still on the wamption that PBC is derived only from
person inner beliefs regarding their capabilitiehout considering other things (Kang, Hahn,
Fortin, Hyun, & Eom, 2006;Becker, Clement, & Schele@010; Clement, Rangaswamy, &
Vadali, 2012).

Research on receiver’'s PBC to engage in incenttW¥®©M which give consideration
not solely on person’s belief regarding their calgds but also others well-being is still
unexplored. To shed light on the possible behaliatantion that receiver may perform, we
postulate:

H4: Incentive conditionality will intensify the negative effects on receiver’s perceived
behavioral control on redeeming M-coupon

H5: The negative effect of the incentive conditimality on perceived behavioral control
is moderated by tie strength. The negative effecsistronger for Strong ties than
for Weak tie relationship

As key actors on incentivized WOM activity, sended receiver will have different
roles on the activity, thus they will react diffatly on stimuli that they have received. From
receiver perspective their action might be basetheir previous experience with the sender
or we can identify it as reciprocity circumstancéghether the receiver has to return back
some favors to sender by redeeming the M-coupojusbisimply expect the sender to thanks
nicely if the receiver redeeming the M-coupon, theguations will influence the receiver's
perceived behavioral control particularly from #eeernal factors. Even though the receiver
have all the resource needed to perform the a¢irdarnal factor), the external factor, for
example reciprocity situation may possibly weakeoeiver's perceived behavioral control,
thus it leads to the following hypothesis:

H6: Reciprocity will intensify the negative effecé on receiver’s perceived behavioral
control on redeeming M-coupon

Reciprocity is about equilibrium and fairness, nder to achieve equilibrium, people
tend to do anything they have to do at all cost, disregard other opinion whether or not it is
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appropriate. Other opinion in some way becomesdieeal factor which can give pressure for
a person to perform or not perform a particularawér, in which Ajzen (1991) labeled it as
subjective norm. The receiver intention to rededm ™M-coupon could be based on
reciprocation motives and without reciprocation ived. The receiver with reciprocation
motive, at some points will ignore all the possilblensequences by reciprocating sender
previous action. However, they might still considenat other people may possibly think
about the reciprocation action but the extent tactwithe receiver want to deal with others
opinion maybe different between receiver with remgate motives and without reciprocate
motives. Receiver with reciprocation motive tengé&sceived other opinion as not important
to them since they have a desire to achieve equitib and reduce stress that they have
(Walster, Berscheid, & Walster, 1973). Thus to auprnthe relation between reciprocity and
subjective norm, the following hypothesis was depet:

H7: Reciprocity situation will have a positive infuence on subjective norms in
redeeming the M-coupon.

H8: The Positive relationship of reciprocity and sijective nhorm is moderated by tie
strength. The positive relationship is stronger forweak ties than for strong tie
relationship.

As suggested by Ajzen and Fishbein (1980) whenrsopedetermines their intention
to perform a particular action, he or she will ades about cost and benefit on doing a certain
action. In general, the cost and benefit considarawill lead to positive or negative attitude
toward the object. Furthermore, a positive or negaattitude toward the object or activity
will lead to positive and negative intention to egg to particular activity. Previous research
have demonstrated the positive influence of attitod behavioral intention (Becker et al.,
2010; Clement et al., 2012). Thus, in this study expected also that attitude will have a
positive influence on receiver’'s behavioral intentio redeem the M-coupon and to support
our assumption regarding the relationship, we hygsizes as follow:

H9: Attitude toward M-coupon will have a positive influence on receiver’s behavioral
intention to redeem the M-coupon.

Besides attitude, person’s behavior intention algpends on subjective norms.
Subjective norms is defined by Ajzen and Fishb&BB(Q) as social factor or normative factor,
which refers to the perceived social pressure tdopma or not perform the particular
behavior. In the context of receiver intention éoleéem the M-coupon, Kang et al., (2006)
stated that subjective norms about redeeming theoiypon become more important when
receiver is stated oriented which means that recehas a low capacity to perform a
particular behavior so that they rely on othersnmpi. In the incentivized WOM with
component of incentive namely incentive differetidia and incentive conditionality in it, we
expect that positive opinion from others will posty influence receiver’s intention to
engage in incentivized WOM activity by redeeming tM-coupon. Thus to support our
statement, the following hypothesis was developed:

H10: Subjective norms will have a positive impacbn receiver's behavioral intention to
redeem the M-coupon.

As one of predictor factors of person behaviordakntion, perceived behavioral
control (PBC) represents as personal inner comver the behavior. According to Ajzen
(1991) PBC measures how good a person could perfioentertain action with a specific
situation to deal with. Person might perceive acsjgesituation as an opportunity or an
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impediment. The effect of perceived behavioral canbn person behavioral intention has
attracted the attention of many researchers frofferdnt field, for instance person’s
behavioral intention to spread negative WOM (Chérgn, & Hsu, 2006); intention to use e-
coupon (Kang et al., 2006); intention to engageomiine game (Lee, 2009); Intention to
download legal music (Clement et al., 2012). Thaneeit is proven that Perceived behavioral
control is a solid predictor which will influencgserson’s intention to perform certain
behaviour. Hence it leads us to the following hyaesis:

H11l: Perceived behavioral control will have a posive impact of on receiver's
behavioral intention to redeem the M-coupon.

Figure 1: Research Model

3. Method

Our experimental study aims at investigating hgpets H1 — H11. This should
provide the basis to understand the influence aéiver attitude, perceived behavioral control
and subjective norms on behavioral intention toeesd the M-coupaMVe conducted an
experimental design with the intention to testhigpotheses.

We manipulated the variable incentive differemtiat(different versus no different),
incentive conditionality (conditionally versus umetitionally), tie strength (strong versus
weak). Furthermore, we utilized two product categpr(McDonald's versus Starbucks) as
prototypical examples in our experiment study. Asare interested in generalized results, we
do not differentiate results between those two pcbdategories.

4. Procedures and Scenario

The survey consists out of consecutive sectionghénfirst section, we retrieve the
names of weak and close partners of respondemtg tie@ “mentioning name” method. Based
upon Granovetter (1973), participants are askednemtion two persons each for two
guestions about joint activities which are typigdihked with strong ties (talk about personal
matters, looking after apartment during leave, ragkor money) and two questions which are
typically linked with weak ties (casual conversatib or school assignments). This leads to
eight (8) names, which later on represent the sitadlsenders of M-coupons.

In the next section, each participant received felgvant M-coupon scenarios which
systematically varied incentivized as independeariable: Incentives were either equally
distributed between sender and receiver or spkvenly with sender receiving the larger
share of incentive. A balanced incomplete blockgiesaried the sequence of both product
categories McDonald and Starbucks. This ensurddptiréicipants had a balanced perception
without encountering fatigue effects due to severpétitions.



The scenarios were presented in a realistic visatadin (Figure 1). The header informed the
participants about the specific person who has gentM-coupon. The names of P1 to P8
were automatically inserted and appeared in thestopres. For each scenario, participants
answered sixteen questions regarding their atstutheir subjective norms, their reciprocity
and their intention to redeem the M-coupon (seelel'dl). The measurements of the
dependent variables were based on establishedsseadd the constructs for manipulation
checks were self-designed.

<P1> has sent you M-coupon as shown <P2> has sent you M-coupon as shown
below below

Congratulation!
You have got 70% off
T~

=

——

You have got 30% off

~
=

For an Ice Choco-
Cappuccino!

For a Big Mac!

By receiving it, the sender of
this Coupon can enjoy the 70%
off for an Ice Choco-Cappuccine

Figure 2: Example of Scenario in M-Coupon Format

Finally, receivers” attitude regarding the prod¢Starbucks and McDonalds) was
measured by a single-item question. The persora mleneness character was measured
using a 6-item scale adapted from Lichtensteinghetyer and Burton (1990). All items were
measured on five-point Likert scales. Demographformation of participants was gathered
at the end of the questionnaire.

5. Data Collection and Measurement

The online survey resulted in a net response gdaBficipants from the German sample
and 80 participants from the Indonesian sample.hBaspondent participated in four
scenarios out of sixteen scenarios therefore #fiermanipulation check we obtained 252
responses from German group and 272 responsedridmmesian group

We tested the proposed hypotheses by employing(8ix@artPLS 3.0, Ringle, Christian
M., Wende, Sven, & Becker, Jan-Michael, 2014) tdaob parameter estimates for the
measurement and structural model. In this studyhawe eliminated some of the indicators to
increase the composite reliability as suggestedHbyseler, Ringle, & Sinkovics (2009).
Please refer to Table 1.

Table 1: Measurement Instrument

Iltems Standardize Loading
German Indonesia
Attitude

The M-coupon that | received from .... (the name of senider)

Useless - Useful 0.89 0.81
Unpleasant - Pleasant 0.89 0.89
Unfair - Fair 0.76 0.77

Perceived Behavioral Control (PBC)

| feel free to redeem the M-coupon, because itjiomn decision 0.86 0.84
I am in control when | have to redeem the M-coupecause | only redeem Deleted

it from a particular sender 0.53




Items Standardize Loading
German Indonesia
I am in control when | have to redeem the M-coupecause | only redeer
the M-coupon if it is valuable for me. 0.89 0.76
Intention
| have strong possibility to redeem the M-coupamfr........ (the name of
sender) 0.97 0.91
I have high intention to redeem the M-coupon from...(the name of
sender) 0.98 0.93
| intend to redeem this kind of M-coupon in the miegure 0.97 0.89
Subjective Norm
Most people who are important for me would thinattitis ......... to
redeem this M-coupon:
Waste of time - Wise of time 0.90 0.87
Worthless - Worthy 0.94 0.84
Useless - Useful 0.95 0.87
Deal Proneness
I enjoy looking for rebate offers 0.79 0.68
Redeeming rebates makes me feel good 0.86 0.77
Rebates have caused me to buy products, even thaligjhot plan to buy
it. 0.68 0.76
| enjoy using rebates, regardless of the amouawe $y doing so. Deleted Deleted
When | use rebates, | feel that | am getting a gieal. Deleted Deleted
| have favorite brands but most of the time | by brand that offers a
rebate. 0.80 0.69
Reciprocity
| expect that sender would do the same, if | redéssniM-coupon 0.85 0.70
| expect that the sender will thank me nicely, iétleem this M-coupon 0.83 0.76
| redeem this M-coupon because | repay back theufathat sender has
done to me 0.86 0.83
| redeem the M-coupon because the sender alwagtsnre well 0.87 0.83
Table 2: Composite Reliability and Average Varianceextracted
AVE CR R2

German Indonesia German Indonesia | German | Indonesia
Attitude 0.72 0.68 0.88 0.86 0.10 0.09
Perceived Behavioral 0.77 0.52 0.87 0.76 0.04 0.012
Control (PBC)
Intention 0.95 0.83 0.98 0.94 0.67 0.35
Subjective Norms 0.86 0.74 0.90 0.90 0.18 0.08
Deal Proneness 0.61 0.53 0.95 0.82
Reciprocity 0.72 0.62 0.91 0.86

6. Hypothesis Testing

With a coefficient of -.15, the path betwermentive differentiatiorand attitude for
German group is significant ip<.01. Nevertheless for Indonesian group we obtaiaed
insignificant result p>.1 witl$ = -0.04, thus the result supported our hypothedist only in
German. Receiver in German group will have unfabierattitude when they have received
M-coupon with scheme of incentive, receiver obiaitentive smaller that the incentive that
has obtained by the sender. Meanwhile for the vecen Indonesia group, magnitude of
incentive will not necessarily lead to the unfavmesattitude.

However the assumed of interaction effectiefstrengthandincentive differentiation
on attitudeis not significant both in German and Indonesiasug. We found a positive but
insignificant result both in German groyp= .04,p>1) and Indonesian group € .04,p>1),
thus leading to dismissal of Hypothesis 2. Theltesdicates that independent of whether the
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sender are from strong or weak tie, different amafimcentive will generate an unfavorable
attitude on M-coupon for receiver in German gro#or receivers in Indonesia group,
regardless the tie strength of the sender, diftemerount of incentive will not influence their
favorable attitude toward M-coupon.

The direct path betweedeal proneness charactend attitude is significant both in
German group [ = .27, p<.01) and Indonesian grouf & .29, p<.01), thus it support
Hypothesis 3. The result indicates that receiveth vdeal proneness character will have
positive attitude toward the M-coupon.

For Hypothesis 4, we found a negative significagiatronship betweenncentive
conditionality andreceiver's perceive behavioral contiiol German groupf(= -.13,p<.05)
and in Indonesian group we acquired an insigniticasult § = -.04,p>.1), thus leading to
dismissal Hypothesis 4 for Indonesian group and@erman group the result is supporting
Hypothesis 4. The result in German group denotas ¢bnditionally of incentive in M-
coupon will weaken receiver's perceived behavi@@btrol. Meanwhile for receivers in
Indonesian group, M-coupon with conditionally o€émtive in it will not necessarily weaken
their perceived behavioral control.

We proposed the moderating effect t&d strengthand incentive conditionalityon
perceived behavioral contrah hypothesis 5. We assumed that the conditioralipncentive
will weaken receiver’s perceived behavioral contoly if the senders are from weak tie
relationship. The result shows of non-significamd@arating effect of tie strength on condition
of incentive and perceived behavioral control bothGerman groupf( = -.01, p>.1) and
Indonesian groupB(= .06,p>.1), thus, leads to dismissal Hypothesis 5. Hsalt in German
group indicates that no matter whether the sendefram strong tie or weak tie relationship,
conditionally condition of incentive will weaken agiver's perceived behavioral control.
Moreover, for receiver from Indonesia, whoever #®nder, from strong tie or weak tie
relationship will not weaken receiver's perceivethdvioral control.

Hypothesis 6 predicts the negative relationshipwbenh reciprocity and perceived
behavioral contral With a coefficient of -.15p<.05), this hypothesis is supported in German
group. In addition, for Indonesian group with aféieeent of .20 <.01), the hypothesis was
also supported but on the opposite direction withdassumed hypothesis. For the receiver in
German group it is proven when there is a recipyaituation (receiver expected something
from the sender or receiver has to returning adaw sender), receiver tend to have a lack of
control to perform a particular behaviour (e.g.eea the M-coupon). However in the
Indonesian group we found a significant result tlegiprocity situation will not weaken the
receiver's control on their behaviour (to redeeenNicoupon).

Furthermore, Hypothesis 7 predicts a positive i@taghip betweerreciprocity and
subjective normwhen deal with a reciprocity situation, receitends to rely on others
opinion regarding the best action that receivertbgserform. The positive significant result
in both of German { = .42, p<.01) and Indonesian grouP = .26, p<.01) supported
hypothesis 7. The result indicates that, both weren German and Indonesia group, when
deal with reciprocity situation, they tends to rely others opinion regarding the redeeming
the M-coupon.

In hypothesis 8 we proposed a moderating effectieofstrengthand reciprocity on
subjective normWe assumed that, receivers tend to rely on otipémion in reciprocity
situation only if the senders of M-coupon are fraveak tie relationship. For the receivers in
German group, it is proven when receivers are déal reciprocity situation the tendencies
that they will rely on other opinion regarding redgng M-coupon only is higher if the
senders of M-coupon are from weak tie relationglip= -.06, p<.1l). Meanwhile for the
receivers in Indonesia group, when they deal waitiprocity situation, the tendencies that
they will rely on other opinion regarding the reoeg of M-coupon is higher when the
senders of M-coupon are from strong tie relationghi= .10, p<.05).



Hypothesis 9 is accepted in both German and Indamegoup. In hypothesis 9 we
assumed that positivattitude will lead to a positiveintention and we obtained a positive
significant result both in German group € .68, p<.01) and Indonesian grouj§ €& .36,
p<.01). The result indicates, independent of whethersender are from strong or weak tie
relationship and regardless the component of imgenh M-coupon, when receiver has a
positive attitude toward M-coupon, he/she will ales a positive intention to redeem the M-
coupon.

Moreover, in hypothesis 10 we proposed a positalationship betweemsubjective
normsandintentionand the result from German and Indonesian groppated the proposed
hypothesis. We obtained a positive significant itebath in Germanf{ = .11, p<.05) and
Indonesian groupf(= .22, p<.1). The result implies. When other people gavpositive
suggestion regarding the acting of redeeming M-oaug will leads to the positive intention
from receiver to redeem the M-coupon.

Finally, we proposed the positive relationship kestw perceived behavioral control and
Intention. In support of Hypothesis 11, in Indoa@sgroup, we obtained a positive significant
result § = .29, p<.01), in contrast, for German group, we obtainedegative significant
result § = -.17,p<.01). Therefore, in general, the result from Inelan group indicates,
when receivers have high perceived behavioral ognthey also have high intention to
redeem the M-coupon. On the other hand, receieen f6erman tends to have high intention
to redeem the M-coupon when they lose their bemavamntrol regarding their capabilities to
perform redeeming action. The comprehensive reduftypotheses testing can be found in
Table 3.

Table 3: Results for Structural Model

Relationship Estimates P-value Result
Hypothesis
German Indonesia | German Indonesia German Indonesia
H1 Incentive Differentiatior> -0.15 -0.04 0.00 0.29 Not Rejected Rejected
Attitude
H2 Incentive Differentiation x Tie 0.04 0.04 0.51 0.29 Rejected Rejected
strength—> Attitude
H3 Deal Pronenes Attitude 0.27 0.29 0.00 0.00 Not Rejected Not Rejected
H4 Incentive Conditionality> -0.13 -0.04 0.02 0.34 Not Rejected Rejected
PBControl
H5 Incentive conditionality x Tie -0.01 0.06 0.78 0.19 Rejected Rejected
Strength> PBC
H6 Reciprocity->PBControl -0.15 0.20 0.02 0.00 Not Rejected | Not Rejected
H7 Reciprocity-> SubjNorm 0.42 0.26 0.00 0.00 Not Rejected Not Rejected
H8 Reciprocity x tie -0.06 0.10 0.06 0.01 Not Rejected | Not Rejected
strength> SubjNorm
H9 Attitude - Intention 0.68 0.36 0.00 0.00 Not Rejected Not Rejected
H10 SubjNorm->Intention 0.22 0.11 0.00 0.04 Not Rejected | Not Rejected
H11 PBControl->Intention -0.17 0.29 0.00 0.00 Not Rejected Not Rejected

7.  Summary of the Main Findings

In current study we have proposed two componentinaéntive namely incentive
differentiation and incentive conditionality. Preus academic research had examined
partially those components of incentive. In thisdst we propose an integrated study which
elaborate receiver perspective toward those commenef incentive and utilize mobile-
coupon as a novel tool of incentivized WOM.

To sheds light on the context incentivized WOM wntlagnitude of incentive, thus our
study highlights receiver perception concerningdiffierent amount of incentive provided for
both sender and receiver by using theory plannadwer (Ajzen, 1991). We discovered that
receivers will have unfavorable attitude towardfedi#nt amount of incentive provided for
both sender and receiver of incentivized WOM, ndtenavhether the senders who share it
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are from strong tie or weak tie relationship. Irdiéidn, receivers who have deal proneness
character will have favorable attitude on the Moo

Furthermore, this paper also sheds light on theesbrof receiver's perspective on
incentive conditionality. By connecting incentivendlitionality with perceived behavioral
control, we attempted to explore how conditionafigceivers have to redeem the M-coupon
so that senders could get the incentive) and untondlly (whether or not receivers redeem
the M-coupon, senders will get their incentive asrs as they send it to receiver) will
influences receivers™ perceived behavioral contidle result shows, when incentive for
sender depends solely on receivers™ action to neddecoupon, no matter whether senders
are from strong or weak ties, receivers tendsge tbeir control to redeem the M-coupon.

The nature of the sender—receiver relationshipuanites the perceptions of costs and
benefits. According to Frenzen & Nakamoto (1993jhwstrong-ties, people tends to concern
with other's welfare and respond to other's neadsdb not expect anything in return. In
addition, Ryu and Feick (2007) argued that witn weak-tie, reciprocity is important, people
prefer a balance situation and if it is unbalantey tends to adjust it. Reciprocity situation is
an important factor particularly in the relatiorshietween sender and receiver in incentivized
WOM. Even though previous research have alreadjosegb the relationship of reciprocity
and tie strength (Frenzen & Nakamoto, 1993; Ryuekk, 2007), in this study we attempted
to add a new perspective regarding reciprocity ha tontext of incentivized WOM by
connecting reciprocity with receiver's perceivethdgoral control. It is proven that situation
characterized by reciprocity influences receivgrsrceived behavioral control. In German
group, we discovered that reciprocity situation ehhexperienced by receivers will weaken
their perceived behavioral control to redeem theddpon. Nonetheless, for receivers from
Indonesia, reciprocity situation will not weakereithperceived behavioral control to redeem
the obtained M-coupon.

Furthermore, we have also uncovered a new insigih¢erning situation characterized
by reciprocity. The result is different between @an and Indonesia group. When Indonesian
receivers deals with reciprocity situation, thegddo rely on other opinions concerning the
action of redeeming M-coupon particularly when sieaders are from strong tie relationship.
It might be because the receivers from Indones@mat want to make a mistaken decision
which at the end will influences their relationshygh the sender which they deemed as a
close person. Meanwhile for German receivers, Eiprecity situation, they need other
opinion particularly when the senders are from wiakelationship. Receivers from German
perceived to be easier to make decision when th@esge are from strong tie, they surely will
redeem the M-coupon with or without other suggestidowever other opinion is needed
when senders are from weak tie relationship. Thiadeng opens up a comprehensive insight
regarding the impact of reciprocity on receiveesponse on incentivized WOM.

In the theory planned behaviour (Ajzen, 1991)tade, perceived behavioral control
and subjective norms are altogether will influenmsiver's intention to redeem M-coupon.
In accordance with (Dickinger & Kleijnen, 2008), rotesult shows that receiver's positive
attitude will lead to positive intention to rededérfacoupon. This result is consistent for both
German and Indonesian group both.

Furthermore, our results illustrate that perceifsgetiavioral control significantly affect
receiver's intention to redeem M-coupon. However digcovered a different result in
German and Indonesian group. In Indonesian group,obtained a positive significant
relationship of perceived behavioral control an@mtion. The result in Indonesian group is in
accordance with previous research by Dickinger Kiegnen (2008); Kang et al., (2006).
Meanwhile, in German group, we discovered that gieed behavioral control has negative
relationship with intention. The result from Germamovided us with a new insight on the
possibility that, receiver who perceived their-dediving high control to redeem M-coupon,
tends to have low intention to redeem it.
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Next, we obtained a positive significant relatiapsbetween subjective norms and
intention to redeem M-coupon both in Indonesia #&werman group. This result is in
accordance with the previous study by Ashworth kBand Schaller (2005) which stated that
consumer are really concern of what other people Baid regarding the using of coupon.

8. Implications

This paper contributes to the scientific literatune various ways. We add a new
perspective of sender-receiver relationship onntigeged word-of-mouth by investigates
attitudes and behaviour of receiver in incentiviA8®M. A series of experiments were
executed using mobile-coupon as a novel tool of WOMe also have elaborated the
component of incentive that can be used by the formanage the distribution of incentive
amongst all the participants of WOM activity.

Previous research from (Verlegh, Ryu, Tuk, & Fei@)13) have suggested that
incentivized WOM will lead to unfavorable attitugharticularly when the senders are from
weak tie. By giving magnitude in the incentivizedOM, we obtained a result which was in
accordance with and complemented the previous nr@se@ur result shows that receiver will
have unfavorable attitude toward M-coupon if théyain smaller incentive than sender, no
matter whether the sender of M-coupon are fromngtroe or weak tie. Thus, by giving
magnitude on the “reward both” strategy, tie stterdpes not matter anymore.

Furthermore we also elaborated more on Theory Rthidehavior by providing more
in-depth insight on how condition of incentive wiicilitate or impede the ability of receiver
to engage in incentivized WOM activity by redeemidgcoupon. (Dickinger & Kleijnen,
2008) stated that when person has a positive pexatdiehavioral control regarding his/her
ability and resources to redeem M-coupon, he/sliehave a positive intention to redeem it.
Thus, our study contributed in the way of perceitetiavioral control is not influenced only
by the internal consideration but also the extecoakideration.

This paper contributes also to the normative corappm the Theory Planned Behavior
by linking the reciprocity with subjective norm ameé strength as moderator. As (Ajzen,
1991) stated that subjective norm relates to péi@epf social pressure which will motivate
person to approve or disapprove a particular bena@ur study shows that reciprocity has a
positive relationship with subjective norm. Whertaiwer deals with reciprocity situation,
she/he will rely on other opinion regarding theth@scision to or not to participate in the
incentivized WOM. However receiver's consideratiomely on other opinion was influenced
by the tie strength of the sender. The receivefGamman groups will rely on other opinion if
the senders are from weak tie relationship. Mealenfbr receivers in Indonesia group, they
tend to rely on other opinion regarding the redegnactivity particularly if the senders are
from strong tie relationship.

Our study has several limitations that suggest spatential opportunities for further
research. The first limitation of the current studyelated with the sample of this study. A
convenience sample of university students was eyedlin pilot test and also in main study,
both in German and Indonesian group. Therefore géreeralizability of the findings to all
consumer in German and Indonesia is still limit€étderefore, adding heterogeneity in the
sample is our suggestion for the future research.

The second limitation is the role of cultural difaces should be considered. Even
though most of the results in German and Indonegi@mup have shown a consistency
throughout the study, we still cannot rule out plessibility that cultural might have affected
our results. To understand more regarding the dflecultural in consumer's response
regarding incentivized WOM could be the direction the future research.

Besides contributing to the scientific knowleddas tdissertation has several practical
implications. Our results suggest that firms nimedarefully establish “reward both” strategy.
Previous research by (Frenzen & Nakamoto, 1993; RyHeick, 2007) found that
incentivized WOM will lead sender to share it witie weak tie receiver, in addition our
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study have discovered that the magnitude of inecendr else sender obtain incentive more
than receiver will lead to unfavorable attitude fiaceiver, albeit the strong or weak
relationship. A solution may be undertaken by impating a non-transparent strategy.
When receivers do not have any information reggrdine incentive that the sender will or
already received, marketers can expect that, receifavorable and unfavorable attitude
toward M-coupon is determined by their deal prossengharacter and not determined by the
component of incentive. Thus, firms can also expghbet optimal result by applying non-
transparent situation as one of the strategy, secaender will choose weak tie receiver and
receiver will have high probability to redeem M-pom if they have deal proneness character.

Our findings have further implications for the deyement of component of incentive in
incentivized WOM. Giving conditionality on the int&vized WOM, indeed is proven as the best
strategy for the firms to reduce thgee riding” problem (Biyalogorsky, Gerstner, & Libai,
2001). Nonetheless firms should understand thauece response on the conditionality and
non-conditionality in incentive. As we have disessbove, when there is conditionality in
incentive (receivers have to redeem the M-coupothabsender could obtain the incentive),
receiver's tends to lose their control on whethenat they will redeem the M-coupon.
However in German group, the weaken PBC will |daght to have a positive intention to
redeem the M-coupon. Thus firms can have a behgfiving a condition on incentivized
WOM. Nonetheless for the receiver in Indonesia grothen they have weak perceived
behavioral control, they also will have a negativention to redeem the M-coupon. Thus, for
the firms in Indonesia, it is better to employ mmmditionality strategy in incentivized WOM
because the combination of strong perceived bera\viontrol and receiver's deal proneness
character will propel to the positive intentionréamleem the M-coupon.
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