Do personality related factors influence brand related usage of Facebook?
A study to create more understanding of which personalities related factors influence brand related behavior on the most popular online social networking site Facebook.
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Abstract
This study is an attempt to create more understanding of which personality related factors influence brand related usage of online social networking sites. The value of this research is threefold. Earlier studies rarely discriminate between different types of online social networking sites. This is an important gap because the behavior is likely to differ amongst the online social networking sites. Secondly, this study makes use of a recently introduced three level measurement for brand related usage. This makes the overall study more reliable. Thirdly, the biggest online social networking site, Facebook, has changed rapidly in just a matter of four years. Earlier studies may well be outdated. Therefore Facebook is chosen as the environment in which this relation will be tested. Brand related usage is measured on three different levels, namely consuming, contributing to and creating brand related content. The predictors consist of three dimensions from the Big Five Model and four additional personality related factors. The results show that both Opinion leadership and Self-congruence have a positive influence on at least two different levels of brand related usage. 
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1	Introduction
In recent years marketing scholars have put more effort in trying to study the phenomena of online social networks (OSN). Over a period of only five years the popularity of OSN amongst marketing managers has grown enormously. One of the main drivers for this change is the rise of 900 million users who are active on the biggest OSN at the moment, Facebook. 900 million people who are actively sharing thoughts, expressing ideas and communicating daily with each other is a very tempting arena for marketing managers to utilize. Although OSN offer great new opportunities there is still little knowledge of the actual value and how to make use of it. Not surprisingly, the amount of studies on OSN engagement and usage has grown accordingly. 
Why are these OSN so appealing? First of all OSN offer a platform for people to communicate with their friends, colleagues and family. The type of communication varies from sending actual text messages up to video clips. OSN also offer ways to not only communicate with your social network but also with for instance your favorite artists, organizations and brands. People are able to express feelings, thoughts and random topics at any time they wish. The beauty of the OSN, in comparison to offline communication with one’s social network, is that it offers the opportunity to reach thousands of equally minded people in a matter of days. The recent example of creating awareness for child soldiers in Uganda (Kony 2012) shows the impact OSN can have. Logically this way of communicating offers marketing managers possibilities to enhance their brand’s exposure, image and loyalty. At least, that is what a lot of brands try.  As a result businesses are spending millions in order to be present on OSN. 
Remarkably there is a lack in attempts to study consumer typology in OSN. One of the main reasons is the fact that most OSN accounts are privately owned web pages. Therefore the information that can be derived directly from someone’s account is very limited. Nonetheless studies show that consumers indeed engage in word-of-mouth (WOM) on their OSN (Hennig-Thurau et al. 2004) and as a consequence OSN are taken in account during the allocation of the marketing budget. These earlier studies mostly show why and how it takes place but there is still little knowledge of who is doing it. With the introduction of Facebook in 2004 the internet offered a new type of online behavior. The key to success is knowing how you can reach the maximum amount of consumers in a positive way and at the same time knowing you are reaching the right target group. 
From this perspective a clear research gap arises. This gap will be further elaborated in the next paragraph. 
1.1	Research gap
The speed with which OSN, and in particular Facebook, has grown over the last five years leaves a clear and significant gap in OSN research. This gap is a result of three main causes. 
The first cause is a result of the described change in the online world and the way people use the internet. The border between the on- and offline world is becoming more vague every year. The way people use and behave on the internet is increasingly becoming a reflection of a person’s personality. Remarkably there is still little research done on motivations for social media usage based on personality. Logically this gap also holds for motivations to engage in electronic word-of-mouth (eWOM) on social media, e.g. OSN. This gap applies to one OSN in particular. Facebook, as the largest OSN in the world, offers the most elaborate, and at the same time easy to use, platform for people to connect with their social network. Because of its features Facebook can be appointed as the OSN that best reflects a person’s offline behavior. 
The second cause is a result of the speed with which OSN are developing. The amount of users, the features and ease of use are all subject to growth. As a result research conducted two to three years ago on motivations is likely to be less relevant today. This applies in particular for the OSN Facebook. In only four years the amount of Facebook users grew with over 850 million. 
The third cause comes forth from the other two causes. They way eWOM takes place on OSN, and in particular Facebook, is very hard to define. And the more elaborate the features are, the more difficult it becomes to make a clear definition of eWOM. For that reason this study will look for a valid definition to describe eWOM, namely OSN brand related behavior. 
In order to contribute to closing the above mentioned research gap Facebook clearly is an important subject to study. Other OSN like Twitter, Myspace and Friendster lack either the popularity, richness, volume or influence. For that reason Facebook will be used in this study on how personality influences OSN brand related behavior.
To cover this research gap the two main topics for this study are: online brand engagement and personality related factors. This study both has academic relevance and managerial relevance. How this study can contribute to both will be discussed in the following paragraph. 
1.2	Academic and managerial relevance
Academic relevance
Earlier psychological research focused on OSN in general. The OSN however differ a lot in available features. The related behavior and determinates will therefore probably differ as well.  A research on one particular OSN could give new insight on online behavior.  
OSN and their abilities are changing very fast. Research of only two to three years old is likely to be outdated. Facebook, and the attention it received, has changed drastically in only a matter of four years. Facebook is used by over 900 million users and still growing. Marketing expenditures will grow accordingly. A better understanding on who is engaging in eWOM based on the current situation is necessary. 
Managerial relevance
The relevance lies within the allocation of the marketing budget. Personality has been studied by many marketing scholars as a determinate for consumer behavior. The outcomes of the current study could help marketing manager make decisions on the allocation of the marketing budget. If people with a certain personality, which can be linked to a brand preference, are willing to engage in eWOM on their OSN it is worth finding them. By highlighting the products these people like, in combination with the right message, the success rate could be influenced positively. The fact that millions of dollars are spend on online branding campaigns can and should not be stopped. The allocation and the way it is justified simply needs more care.  


















2	Brand engagement and the internet
Today’s marketing is about building relationships with your customers. Branding strategy plays a vital role in the interaction between companies and their customers (Mangold & Fauld 2009). By building brand relationships a company can assure itself with future success as it results in brand preference. The internet has become an additional tool for marketing managers to work out a marketing or branding campaign. The online environment is changing rapidly and is in need of clear academic contributions. This chapter is an attempt to create more insight on the topic of online brand engagement. A brief history concerning OSN is followed by a clear description of eWOM. This will form the base for the chapter on brand engagement on Facebook.  

2.1 	From brand related communities to online social networks

The internet has had an enormous impact on how brand relations are built now a days. Ten to fifteen years ago brand communities were mostly organized by the brand users themselves. The well known example from Harley Davidson with its online brand community shows how the process took place. At first companies were wary about using internet as a marketing communication tool. But as soon as they saw that brand users where building communities by themselves they saw the opportunities and started trying to take advantage of this phenomena. With the help of new technologies, increasing amount of internet users and relocated marketing budget organizations built online brand communities. But the success of these communities was and still is very fluctuant. This is due to several reasons. The amount of research in this field is exhaustive which on itself is a proof of the problem’s complexity. The most commonly used explanations for the varying success of company initiated online brand communities, come forth from both the brand itself and the user. First of all not every brand lends itself for online brand communities. Second not every brand user is willing to be mobilized towards the internet. 


Emergence of online social networks
The emergence of online social network sites shed new light on this problem and offered a solution to the lack of success of online brand communities. The OSN mobilized people toward the internet with a different reason. The social factor is a far more generally accepted reason to be active online. The success of OSN over the recent years is due to the snowball effect it beholds. With every new member it becomes more easy, logical and even necessary to join the network. At present it has almost become to an understanding where people are judged as anti-social when they are not ‘online’. As a result millions of people are active on OSN. This offers brand managers the perfect opportunity to approach their target group and start building a brand relationship. 

2.2	 Brand related communication on the internet: eWOM 

The real benefit of realizing a brand relationship via OSN lies not only in the fact that you are reaching your active brand enthusiasts. By establishing successful brand relationships a company can turn the brand enthusiast into brand endorsers. This provides companies the opportunity to reach the entire social network of these endorsers by stimulating and facilitating eWOM. Because of the social factor within OSN nowadays one of the most studied marketing communication subjects, regarding OSN,  is WOM or as it is referred to in an online scenario, eWOM. Both marketing scholars and managers believe the most opportunities in respect to OSN branding lie within this phenomena. 

eWOM finds its origin in the traditional WOM. WOM is described by scholars as  interpersonal communication about products and services (Engel et al., 1969), (Alreck & Settle 1995). The significance of WOM in product judgment and brand preference has been acknowledged by many scholars. As WOM is independent of marketers it is seen as more credible and therefore more valuable and trustworthy product than market information (Bone, 1995).


The influence and power of WOM became more prominent with the emergence of the internet. (Dellarocas, 2003). Through various online platforms, e.g. product review sites, retailer websites, personal blogs, consumers are able to share information on products (Lee & Youn, 2009). The anonymity that most of these platforms offer helped and encouraged consumers to be more honest about their opinion (Goldsmith & Horowitz, 2006). But at the same time this anonymity is a source for skepticism about the credibility of the information provided on these platforms (Schindler & Bickart, 2005). This skepticism has become even bigger since marketers are attempting to monitor and influence the information shared on the most prominent platforms. 

The above mentioned problem of skepticism does not occur within the OSN. Despite the criticism of users and other stakeholders regarding privacy issues, most users still perceive the OSN as trustworthy. The enormous growth it went through the last four years is a proof of its perceived credibility and trustworthiness on its own. A part from the fact that the information you share is private, which encourages honesty, the OSN is a platform where you share information with people you most likely will trust (Chu & Kim, 2011). For these reasons both marketing managers and scholars are spending a lot of time and money grasping the potential and value of eWOM on OSN.

In conclusion, multiple studies have shown that consumers actively use OSN as a platform to share brand related information. The question that dominated this field of research is why and how consumers are using OSN to share brand information. These motivational focused studies have been most prominent in the research field of eWOM on OSN.






2.3 	Changing focus in motivational research
In the brief history of motivational research towards social media, and in particular OSN, there are some patterns that should be mentioned.
 At first, when OSN did not have the popularity of today, motivational research was focused on engagement in social media in general. Most studies built upon the theories proven in online community research. Recent studies have used different measurements to study the motivations for social media use (Muntinga et al., 2011). And besides the difference in measuring scales scholars also focused their studies on different types of social media by clustering them (Boyd, 2006), (Dholakia, 2004). Although most studies were very relevant at the time researchers could and did not foresee the growth of OSN. This has resulted in the above mentioned research gap.

Second, as the technology, and therefore the internet’s possibilities,  improved the practical usage of the possibilities changed accordingly. Where most internet users ten years ago used to operate with a certain level of anonymity, they now seek more than ever opportunities to express themselves on the internet as who they really are. Engagement on the internet ten years ago was mostly based on personal interests. Through blogs, communities and chat rooms internet users were communicating with, in most cases, anonymous users. As the internet’s possibilities grew, with for instance the emergence of social media tools like Myspace, Facebook and Twitter, it became more easy to interact with your actual friends (social network) on the internet. After all more people, and therefore most likely your social network, were starting to use the internet. Accordingly the time spend on the internet per person grew as well. Suddenly internet users became less anonymous. As a result internet users started to make use of the available features that helped them to express themselves as how they are in real life.  
Based on this it can be concluded that the use of and behavior on the internet nowadays is much more a reflection of a person’s behavior and personality in comparison with the situation ten years ago (McKenna & Bargh, 2000), (Jones, 2009). This change has led to different behavior on and usage of the internet. And as mentioned Facebook plays a leading role in this general change. The next paragraph is dedicated to the brand engagement on Facebook.
2.4	 eWOM on Facebook
The practical usage of an online platform like Facebook is highly dependent on the available features and tools. The richness of Facebook makes it hard to define behavior in general. To make a clear distinction between general use and brand related use is even harder. The first distinction can be made based on initiation. Brand related usage can be initiated by both the brand and by the Facebook user. The user generated content is for a large part facilitated by the brands. Therefore for a better understanding of the possibilities it is useful to sum up the most important features generated by the brands. 
Brand generated content
Facebook groups
One of the first introduced ways for brands to generate exposure on Facebook was by creating a brand owned Facebook page. Users can subscribe to that page for free by labeling it as a ‘favorite’. The major reason for brands to start up a  page is in the first place to strengthen the relationship with your customers. The second motivation is that it enables brands to mobilize their customers to generate exposure by sharing messages with their own network.
Sponsorships
Based on the above mentioned Facebook groups came a new development. The groups initially were not part of your ‘Wall’, which is the most visited part of a profile. This has recently been changed. The groups that users are subscribed to, now appear as personal advertisements. It appears as if that user is recommending you that particular brand. This new way of branding shows the future of marketing on Facebook, and other OSN, according to Brian Boland, Director Monetization Product Marketing. According to Boland the goal of a brand should be to facilitate a brand experience that can be shared in an easy way with friends. 
Promotional actions
Marketing managers also use OSN as a tool to communicate promotional actions. By incorporating some kind of reward system marketing managers try to create the maximum amount of exposure. The reward systems are based on the concept of sharing. Resulting in the simple equation: the more you share, the bigger the chance you will get rewarded. For instance a consumer that posts a commercial message gets rewarded by receiving a discount. Another good example is similar to the system of Groupon, an online discounter that relies on crowd sourcing. KLM, Royal Dutch Airlines offers cheap tickets to exotic places if Facebook users get together a minimum of 100 passengers to go along with them. These actions make use of the ‘social factor’ that Facebook embodies.
Sharing/liking
Similar to the latter concept of brand initiatives on OSN is the concept of sharing/liking. Where the latter concept is more focused on exposure this type is more focused on the actual concept of eWOM. Although almost every type of information can be shared instantly, this concept mainly refers to browsing and shopping online. Increasing number of web shops are including features that enables consumers to share their newly bought products or services with the OSN. This does not only occur after the actual purchase has taken place. Web shops also offer a recommendation tool, where single or multiple products can be recommended to individuals on your OSN. 
Advertising
The most controversial, but nonetheless important, type of branding on OSN is advertising. Facebook offers space to advertisers in small templates. These advertisements are visible on almost all pages of Facebook. These ads are controversial because they are the first commercial features added to Facebook where users do not have any power over. The algorithms behind the ads calculate what kind of ads would appeal to you based on search behavior. It operates in a similar way as Google. The dislike of these ads is two folded. Users are not able to completely discard the ads and therefore users feel that Facebook is using them for financial reasons.  The other reason is privacy related. A Facebook page is a privately owned webpage that is only accessible by one’s social network. By including the ads for commercial reasons users feel that the pages are less private than assumed. 
User generated content
Based on the above it is now possible to make a distinction between both brand generated and user generated content. In a study by Muntinga, Moorman and Smit (2011) a clear typology, named consumers’ online brand-related activities (COBRA), was presented. The typology is based upon the brand related activity on social media and described by the authors as a behavioral construct. 
The goal of this typology was to cover all, or at least the most, possible ways to interact with a brand. This typology both covers the concept of eWOM and brand generated content. The authors recognized the problem of ‘richness’ variance amongst the different types of social media. On top of that they also took notice of the difference in social media usage by individuals, namely user roles. The user roles theories, which are based on social media usage, presented by social media literature are limited. People often engage in multiple roles while using social media (Mathwick, 2002).  The COBRA theory has resulted in three levels of brand-related usage, namely consuming, contributing to and creating.
Consuming brand-related content
This is the lowest level of brand-related activeness. Users of social media do not contribute to or create any content but mainly view or consume brand-related content. This content can be generated both by other users and brand. This kind of behavior manifests on Facebook in different ways. The most prominent example is the ability to subscribe to groups or interests. This enables users to receive information on their interests, and in this case on brands. Viewing your contacts’ groups, or favorites, also is a good example of this level of brand-related activeness. The recently developed feature, called sponsorship, is the last form of consuming that is taken in account for this study.
 Contributing to brand-related content
This mid-level of brand related usage is where users actively contribute to brand related content. In general this means commenting on product  or brand content, either generated by users or brands within different types of social media. Within Facebook this behavior would manifest in the following way. At first, as the general description suggests, it beholds commenting on other users brand related messages.  Secondly it beholds contributing in brand related contests or promotions. The latter example mostly asks users to forward, rate or like a certain message in order to gain some kind of gratification. 
Creating brand-related content
This last form of COBRA is described by the authors as the ultimate level. It is a way of saying that social media users who are at this level of COBRA are doing this very conscious and with full dedication. Among Facebook users this kind of behavior is most likely to lead to the following actions. Posting brand related messages on your own profile. Posting newly bought products on your own (or someone’s ) profile. Initiating brand-related promotional actions which requires involvement of your social network. 
General Facebook usage
The model will also take in account the most important general profile characteristics. The effectiveness of OSN branding depends on other factor as well. Just like in ‘offline’ branding exposure and reach are important variables influencing the effectiveness of marketing communication. Brand exposure, in all types, within Facebook  also depends on the amount of the time spend on Facebook. The reach of a marketing campaign on OSN will also most likely depend on the amount of ‘friends’. At the same time these characteristics could well be indications for certain behavior, e.g. brand related usage. For this reason some basic Facebook characteristics will be incorporated in this study. 

The COBRA typology covers the most important examples in which brand-related usage takes place on Facebook. Since it covers the most important forms of eWOM, the term brand related usage will be used for the rest of this study. These three level of brand related usage will form the dependent variable ‘brand related usage’. The next chapter will proceed with the predictors, the personality related factors. 

3	Personality related factors
Since the beginning of the internet personality traits have been studied as predictors for online behavior. The clear model designed by McCrea (1997), called the big five model (BFM), has offered scholars a useful tool to explain certain behavior on the internet. The amount of research based on this model and internet use is vast. This model is an hierarchical organization of personality traits in terms of five basic dimensions. These dimensions are: extraversion, agreeableness, conscientiousness, neuroticism and openness to experience. The model, see Appendix I for BMF, measures to what extend a person is similar to the above mentioned dimensions. 
Studies, using the BFM,  have shown that indeed personality factors influences online behavior. The influence has been proven on general internet use, online shopping, use of computer-mediated-communication and other internet related behavior (Amichai-Hamburger, 2002). The results of these studies have shown that neuroticism and extraversion significantly relate to online behavior. Early studies showed that people that score high on extraversion and low on neuroticism are more likely to use the internet than their more introverted and neurotic counterparts (Amichai-Hamburger, 2002).  
Because of the afore mentioned change in internet use, caused by the emergence of OSN, a new wave of personality motivated studies emerged. Logically Facebook, and also other OSN, has been subject of these studies over the last five years (Correa et al., 2009), (Ross et al., 2009), (Acar & Polonsky  2009). For instance Ross et al. (2009) found that extraversion is positively related to belonging to Facebook groups. A valuable finding for the current study since these groups, based on the Facebook features, also behold brand related groups. The study by Correa et al. (2009) showed that people who tend to be open , referring to the dimension openness, are more likely to be active on a OSN. Acar & Polonsky (2009) found a significant relation between extraversion and OSN size, measured by the amount of connections. Again both these findings pose interesting input for this research, and in particular to the afore mentioned ‘general Facebook usage’. 
Despite the evidence that personality influences OSN usage there is a lack of research in how the big five traits influence brand specific OSN usage. A study that could prove a relationship between certain personality traits and brand related OSN usage does not only offer a new approach to consumer typology within OSN. It could also be linked to earlier marketing research where the BFM personality traits were used. There are numerous studies that show a relationship between personality and marketing communications, e.g. brand preference, promotions and advertisement message content (Mulyanegara et al., 2009), (Shank & Langmeyer, 1994), (Helgeson & Supphellen, 2004). Although these findings are not fully without doubt they pose an interesting research topic for the future. Brands are increasingly becoming a part of our daily lives. The relationships with brands are also becoming stronger due to increasingly personalized commercials. The empowerment of the consumers, because of for instance the use of social media, helps the consumer choose and even built their own brands. Therefore personality and brand preference are most likely to get more intertwined with each other.  
In respect to this study not all five personality dimensions will be examined. Conscientiousness and neuroticism do not offer enough leads for a significant influence on brand related usage. To enhance the overall value of this study four personality related factors are incorporated as predictors. Opinion Leadership, Self-congruence, normative influence and informational influence are predictors that have been used a lot in online behavioral studies. It is important in the end to be able to compare the outcomes with earlier research, especially since this study promotes an improved research method, namely the COBRA model applied on one particular OSN.
This chapter will commence with the three dimensions from the BFM. A short description for each personality related factor is followed by the hypotheses based on their influence on the three levels of brand related usage. 





3.1	Extraversion
According to McCrea and John (1997) a person that scores high on extraversion can be described by the following adjectives: active, assertive, energetic, enthusiastic, outgoing and talkative. Although more adjectives could describe an extravert person these six are most prominent. If put in perspective of the Facebook brand usage/behavior extraversion poses interesting hypotheses. 
Amiel and Sargant (2004) found that extraverts use social media to voice their own opinion. Facebook and brands facilitate and stimulate this kind of behavior. It is therefore likely that extraverts are more drawn towards brand rating options. Ross et al. (2009) found that extraversion was positively related to belonging to Facebook groups. As explained this is a result of the low level type of brand related usage, consuming brand related content. The study by Correa et al. (2010) proved that extraverts are heavier users of Facebook than introverts. Although this does not directly link to brand related usage it makes extraverts more likely, if stimulated, to engage in it as they are confronted with situations where they are able to exploit their opinion. Support for this the latter theory is provided by the study of Muntinga et al. (2011). This study found that social interaction motivates people to engage in brand related usage of social media. And according to the big five theory extraverts are more likely to enjoy social interaction. Researchers would probably have explained this five years ago by the fact that the normally introvert people use the internet to engage anonymously  in social interaction. But as explained this anonymity does not count for the social interaction on Facebook.  
 The theory that extraverts are more likely to engage in brand related usage can also be explained by another field of research, namely word of mouth. Although the above mentioned studies indicate that extraverts are more likely to engage in brand related usage, they lack the direct evidence that shows extraverts actually are more likely to engage in w-o-m. Henning-Thurau et al. (2004) found that extraversion, or social enhancement, is one of the main drivers for commenting on product or brand opinion platforms. And although they found other more significant determinates extraversion clearly was part of the top four, out of eight, factors to influence engagement in WOM. 

Extraverts are likely to engage in brand related usage based on both internet and w-o-m behavior. This results in the following hypotheses.
Concerning the relationship between personality traits and brand related usage:
H1a Extraversion has a positive influence on consuming brand related content
H1b Extraversion has a positive influence on contributing to brand related content
H1c Extraversion has a positive influence on creating brand related content













3.2	Openness 
McCrea and John (1997) describe a person that scores high on openness by the following adjectives: artistic, curious, imaginative, insightful, original and wide interests. More open people will be more likely to engage in brand related usage for the following reason. Creating and contributing to brand related content both require a certain level of openness. Creating brand related content is likely to be driven by novelty seeking people. The success of online marketing campaigns partly depends on novelty. Therefore new ways of brand communication will be most likely adopted by more open people. On top of that features that facilitate creating brand related content are at most two years old, making it a still very new and innovative phenomena. A lot of campaigns that thrive on either contributing or creating brand related content reward creativity. Creating new flavors, brand names or ratings is rewarded with social status, discounts or free samples. For people that enjoy curiosity, creativity and originality, engagement in these types of campaigns is very likely.
More in general open people are heavier users of Facebook than closed people (Ross et al., 2009). This is due to the fact that communicating via OSN changed over the five years. To put this in perspective there are at least ten different ways on Facebook to communicate with your friends today. And every new feature is likely to be used by these open people. Resulting in heavier Facebook use and with this more brand related usage. 
Based on this typology it is likely that a person with an open personality will contribute to and create brand related content. This results in the following hypotheses:
Concerning the relationship between personality traits and brand related usage:
H2a Openness has no influence on consuming brand related content
H2b Openness has a positive influence on contributing to brand related content
H2c Openness has a positive influence on creating brand related content

3.3	Agreeableness
The adjectives used by McCrea and John (1997) to describe an agreeable person are: appreciative, forgiving, generous, kind, sympathetic and trusting. There is little evidence that agreeable persons are more heavy users of OSN than less agreeable persons. Overall there seems to be no relationship at all with agreeableness and use of social media. Yet it still holds a promising hypotheses for this study. The reason for this is the relationship with WOM in general. 
In the study by Henning-Thurau et al. (2004) one of the in total four major drivers for engagement in WOM was ‘helping other consumers’. From a personality perspective this is likely to directly relate to kind and generous behavior. As an agreeable person you would like to inform others about negative or positive experiences with products or brands. This theory is in line with the studies by Muntinga et al (2011) and Chu & Kim (2011), that suggest giving information is a part of sociality. And more in general Facebook is overall a very positive environment. The fact that you can only ‘like’ and not ‘dislike’ content shows that this platform facilitates kindness and agreeableness. Marketing campaigns even make use of this fact. The initiators of brand related contests, like ‘win a trip to Paris with four friends’, depend on the amount of ‘likes’, or in other words generosity, of others. And persons who are most likely to help you are more agreeable people.   
Agreeable people are therefore likely to consume or contribute to brand related content. They will feel the need to be interested in one’s interests, consuming, and urged to give an opinion if asked,  contributing. This results in the following hypotheses.
Concerning the relationship between personality traits and brand related usage:
H3a Agreeableness has a positive influence on consuming brand related content
H3b Agreeableness has a positive influence on contributing to brand related content
H3c Agreeableness has no influence on creating brand related content
The above mentioned personality traits represent three dimensions of the BFM. As explained this study will make use of four additional personality related factors. These four personality related factors are chosen because of their influence on online behavior and their direct link to marketing management. 















3.4	Opinion Leadership
According to Flynn, Goldsmith and Eastman (1996) one of the best, and therefore most commonly used in marketing research, description of an opinion leader was made by Rogers and Cartano (1962). They describe this personality related factor as: ’opinion leaders are individuals who exert an unequal amount of influence on the decisions of others’. This concept has been adopted in almost all later WOM and eWOM research. Opinion Leadership is voluntarily and enjoyed by the opinion leaders. 
In practice being an opinion leader means that other people are influenced by your product or brand choice. From this point of view being an opinion leader should not necessarily lead to brand related usage as it could be a passive role. But it has been proven that opinion leaders actively take part in this role. Opinion leaders often take pride in their role en feel enjoyment when others see them as experts or innovators. On Facebook this would result in brand related usage. Opinion leaders feel the urge to give their opinion on newly bought products or brands. In their role they are likely to not only comment on other people’s choices, either voluntarily or asked to. They also take action themselves by posting the latest consumer trends.  
Based on the above, opinion leaders are therefore likely to contribute to and create brand related content on Facebook.
This results in the following hypotheses concerning the relationship between personality traits and brand related usage.
H4a Opinion Leadership has no influence on consuming brand related content
H4b Opinion Leadership has a positive influence on contributing to brand related content
H4c Opinion Leadership has a positive influence on creating brand related content


3.5	Self-congruence
The concept of Self-congruence is a theory brought to life by Sirgy (1985) to explain the effect of self-image congruence on consumer behavior. The choice for certain products or brands can be explained by using this theory. The personality attributes associated with a product or a brand, generated by multiple factors, should, according to the theory be congruent with a person’s self image. The personality attributes of a product or brand are generated by marketing communication and psychological factors (Cowart et al., 2008). In practice this means a consumer buys a brand based on the idea that it corresponds with the image that a person wants to have.

Looking at the way people use OSN today, and Facebook in particular, it is likely that a person that scores high on Self-congruence will engage in brand related usage. As explained a person’s profile is a reflection of how he or she is, or wants to be, in real life. Although profiles will not differ a lot from how a person is because of the mediating effect of their friend’s accessibility , they often possess exaggerated content. People often want to show how great or fun their lives are. People that score high on Self-congruence are more likely to show this kind of behavior. This kind of behavior is encouraged by Facebook. Facebook’s marketing policy is largely built on this. Facebook facilitates and stimulates brand related messages that explicitly show that you as a person like or use a brand. People that have the need to use these are likely to score high on Self-congruence. This results in the following hypotheses:

H5a Self-congruence has a positive influence on consuming brand related content
H5b Self-congruence has a positive influence on contributing to brand related content
H5c Self-congruence has a positive influence on creating brand related content



3.6	Interpersonal influence 
This theory is recognized by many scholars as one of the import influences of WOM. The more susceptible a person is to interpersonal influence the greater the influence of WOM (Bearden et al., 1989). And since Facebook facilitates and stimulates eWOM this personality related factor offers a very interesting topic for this study. Interpersonal influence plays a great role in consumers decision making and new product adoption (D’Rozario & Choudhury, 2000). Scholars define two different dimensions of interpersonal  influence, namely normative and informational influence. Both dimensions provide good reason to study this personality trait in respect to brand related usage on Facebook. The study by Chu and Kim (2011) found that the susceptibility to interpersonal influence was positively related to eWOM on OSN. But, like most other studies, they did not discriminate between the different types of OSN. It is therefore interesting to study if this relation holds if put in perspective of one specific OSN. 
Normative influence
Normative influence is the tendency to conform to the expectations of others. It affects the attitude, norms and values. People that score high on normative influence do what their surroundings expect them to do. As a result these people are likely to pay more attention to brand related messages from their social network. If put in the perspective of brand usage levels, these people are very likely to engage in consuming brand related content. These people feel the urge to pay attention to brand related content that is created by their network because of their susceptibility to normative influence. At the same time if they are asked to contribute they are most likely to do so. 
The results in the following hypotheses:
H6a Normative influence has a positive influence on consuming brand related content
H6b Normative influence has a positive influence on contributing to brand related content
H6c Normative influence has no influence on creating brand related content
Informational influence
Informational influence is the tendency to accept information from knowledgeable others. A person with this kind of personality depends on the opinion of others. The afore mentioned opinion leaders will probably take on the role of ‘knowledgeable people’. A person that scores high on informational influence do not only consume brand related content, they will actively seek out for it. They are likely to ask questions and join discussions about products or brands. This would lead to consuming, contributing to and creating brand related content on Facebook. 
Concerning the relationship between personality traits and brand related usage:
H7a Informational influence has a positive influence on consuming brand related content
H7b Informational influence has a positive influence on contributing to brand related content
H7c Informational influence has a positive influence on creating brand related content










3.7	Research model
The above described hypotheses can be best summed up in a table. Figure 1 offers a clear overview of the stated hypotheses that are based on the presented theory in both chapter 2 and 3. 
 (
Dependent variable
Brand related usage measured on three levels
)
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Personality related factors
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Indicates a positive influence 
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 Indicates no influence
)

Figure1 Research model 
Figure 1 functions as the research model for this study. As given, on the ‘left side’ of the model the predictors, and on the ‘right side’ the dependent variable. The methodology that will be used to analyze these hypotheses will be elaborated in the following chapter. 



4	Methodology
The data for this study will be obtained through a questionnaire. This questionnaire will be distributed amongst young adults between the age of 16 and 35 who use Facebook. The choice for young adults within the stated age range is based on the fact that these people are experienced with the use of Facebook. An important determinant for behavior on the internet is competence. The minimum number of respondents is 125. This chapter will further elaborate on the research design, the used measurements and the final sample. 
4.1	Research design
To test the influence of the personality traits this study will use multiple regression analysis. Every level of brand related usage will act as a dependent variable. The predictors are the personality traits and three general information variables. This will results in three separate outcomes. Measuring on three different levels will offer a more clear and reliable view on which personalities influence brand related activity. If brand related activity is measured by only one overall score, which often has been the case in earlier studies, valuable information could be lost. Hypothetically it may well be that extraverts only consume brand related content. In an overall score, which would include contributing and creating, extraversion could be marked as having no influence at all. 
Multiple regression analyses is used because this study analyses not only the relationship but also the direction of the relation. The initial multiple regression analyses is based on the forced entry method. All independent variables will be entered simultaneously in het regression equation. The outcomes of three regression analyses will form the input for an overall conclusion. 
As an addition to the analyses this study will also research the possibility of both interaction and mediating effects. An interaction effect of gender is expected. A mediating effect will most likely occur amongst the three BFM dimensions and the alternative personality factors. The latter can for instance be caused by one or more BFM dimensions. The final choice for the subjects that will be tested for mediation will also depend on the results.  
4.2	Measurements
The data that needs to be collected can be divided in three groups, namely the general information, independent variables, personality traits and the dependent variable, brand related usage. The full questionnaire can be found in Appendix II.
General information
The general information concerns the following variables: age, gender, number of contacts, time spend on Facebook and the general activity on Facebook. The time spend on Facebook is measured on a scale of minutes per day. The choice for measuring ‘time spend on Facebook’ in minutes per day has two main reasons. Based on publicly available statistics, provided by Facebook, it shows that people tend to log in to their Facebook account several times a day. By asking the users to state their overall activity based on minutes per day is therefore much easier to answer than for instance a scale based on minutes or hours per week. The second reason is that if this variable was to be measured by for instance how often a users logs in, the outcomes would not represent useful information. Logging in to Facebook on your mobile telephone exposes users to different kind of features and does not offer the same kind of brand communications. 
General activity on Facebook is measured in a different way because of OSN’s similarity to other online communication platforms.  A common factor on online communication platform is the influence of user roles. Usage of these platform tend to differ based on user interest, personality and competence. The ‘lurker’ is the most common user role. Lurkers only visit websites and look for the information they need for a specific issue. These Lurkers do not actively take part in discussion or posting, e.g. they do not communicate at all. In order to find out if this Lurker phenomena plays a role in brand related usage of Facebook, this research has incorporated a question concerning the average activity measured on a five point Likert scale.  


Independent variables: personality related factors
The independent personality variables are all measured on a 7-point Likert scale. The big five personality model formed the basis for this study. The measurement of additional personality related factors were adjusted accordingly to create similarity by also using a 7-point Likert scale.  The range on all personality related questions measured from ‘strongly disagree’ up to ‘strongly agree’. 
In case of the three personality traits that were taken from the big five model, for each question a reversed question was added. These traits are bipolar, meaning introversion opposites extraversion. For this reason both introversion and extraversion need to be measured. Before running the regression the scores are in the end again reversed to get a total score on the personality traits. This method was not used among the additional personality factors. Although literature suggests that for instance Opinion Leadership opposites Opinion seeking, there is no profound evidence that shows these traits are bipolar as well. The measurements for the personality traits used in this study have all shown good validity in earlier studies (Bearden et al., 2011).  
Dependent variables: brand related usage
The construction of the brand related usage is based on a theory provided by Muntinga et al. (2011). The choice for the used question topics is based on the hypothesis. The questions are stated in such a matter that even light users of Facebook understand the concerning topics. Practical examples are provided at the higher levels of brand related usage to help make the respondents understand what they are asked. The brand related usage is measured on a 5-point Likert scale, scoring ‘never’ up to ’very often’. Using Likert scales to measure both independent and dependent variables is a reliable and valid method for linear regression analysis.
An important discussion concerning the development of scales is the choice between either reflective of formative scales (Rossiter, 2002), (Diamantopoulos & Winklhofer, 2001). The COBRA model is used because it provides a clear cut between different types of brand related usage. The three levels have not yet been tested on validity or reliability in earlier studies.  In this study the COBRA model acts more as a tool to define behavior instead of an actual measuring method. The used items are therefore developed for this study. The choice for using formative or reflective scales influences the method that will be used to define an overall score for each level. For instance factor analysis is of no use when formative scales are used since the items do not necessarily measure the exact same behavior. Meaning that the items are not likely to correlate. 
For the first construct, consuming, a formative scale is used. Because consuming is a more passive type of behavior in the online world a reflective scale is hard to define. The used items consist of the most prominent and recognizable types of consuming behavior. The other two constructs, contributing to and creating, are based on a reflective scale. This type of behavior is based on actual activity and can therefore be reflected much more easier by a set of items that are caused by that type of behavior.  
Because the brand related usage consists of both reflective and formative scales the overall score for the single constructs will be calculated by mediating the scores of the items per construct. Consuming consists of three different measurement scales. The Z-score will be calculated for each item. The mean for consuming will then be calculated in a similar way as contributing and creating based on the Z-scores. The correlation between the three constructs is stated in Table 1.
Table 1
Correlations for the three construct of brand related usage
Variables			1			2			3
Consuming 			-
Contributing 			.466*			-
Creating			.326*			.550*			-
N = 147; * p < .05

As expected the constructs are all correlated since the constructs all measure related behavior. Yet the coefficients do not cross the limit of β 0.8 and can therefore be used without the problem of multi collinearity. 
4.3	Sample
In total 147 respondents completed the questionnaire. The respondents average age is 28,5 years. Of the in total 147 respondents, 80 are male and 67 female. The mean number of contacts per respondent is 371. The average time spend on Facebook per day is 63 minutes. The personality and brand related usage scores of this sample form the input for the earlier suggested analyses. The results of these analyses will be presented in the next chapter. 











5	Results
The results for this study are presented in two stages. In the first stage the results of the multiple regression analyses are presented. The further analyses, the second stage, concerns the interaction and mediation effects. 
5.1	Testing the hypotheses by linear regression
The regression analyses are set up according to the three levels of brand related usage. It has to be noted that all three general linear regression models  proved to be significant according to the Anova outputs in Table 2. The general correlation matrix did not show any signs of multi-collinearity. Tables 3,4 and 5 present the results of the regression analyses. The presented results are all under the condition of ceteris paribus. 
Table 2
Anova outputs linear regression models brand related usage levels ‘Consuming’, ‘Contributing’ and ‘Creating’
R square	F		Sig.

Regression Consuming					.182		3.020		.002*
Regression Contributing				.280		5.292		.000*
Regression Creating					.302		5.875		.000*

N = 147; * p < .05
	






Table 3
Linear regression coefficients for brand related usage level ‘Consuming’ 

Standardized coefficients 		T 		Sig.

Nr. of FB contacts		.011					.121		.904
Minutes spend on FB		.087					.959		.339
General activity			.013					.144		.886
Extraversion			-.041					-.443		.658
Openness			.105					1.079		.282
Agreeableness			.061					.728		.468
Opinion Leadership		.244					2.577		.011*
Self-congruence		.139					1.328		.186
Normative Influence		.050					.510		.611	
Informational Influence		-.072					-.858		.393

N = 147; * p < .05
The results from Table 3 show only one significant relation. Opinion Leadership has a positive influence on the first level of brand related usage; consuming. The hypothesis H4a stated that there is no influence of Opinion Leadership on consuming. The hypothesis is therefore rejected. Openness also was hypothesized to have neither a positive nor negative influence on consuming. Since there is no prove of a significant relationship this hypothesis, H2a,  is therefore accepted. All other personality traits show no significant relationship, therefore all hypotheses concerning their positive influence on consuming are rejected. 



Table 4
Linear regression coefficients for brand related usage level ‘Contributing’ 

Standardized coefficients 		T 		Sig.

Nr. of FB contacts		.125					1.478		.142
Minutes spend on FB		.186					2.185		.031*
General activity			.134					1.622		.107
Extraversion			-.180					-2.085		.039*
Openness			.011					.116		.908
Agreeableness			-.063					-.801		.425
Opinion Leadership		.133					1.501		.136
Self-congruence		.163					1.663		.099
Normative Influence		.066					.720		.473	
Informational Influence		.038					.482		.631

N = 147; * p < .05
The results from Table 4 show two significant relations. According to the results the average time spend on FB, measured in minutes per day, has a positive influence on the second level of brand related usage; contributing. The second significant relationship concerns the personality trait extraversion. The results show that extraversion has a negative influence on contributing. The hypothesis stated that extraversion has a positive influence on contributing. This hypothesis, H1b, is therefore rejected. Since the results show no signs of other significant relations all other hypotheses, which all were set on a positive relation, are rejected.  




Table 5
Linear regression coefficients for brand related usage level ‘Creating’ 

Standardized coefficients 		T 		Sig.

Nr. of FB contacts		.033					.389		.698
Minutes spend on FB		.148					1.772		.079
General activity			.164					2.005		.047*
Extraversion			-.031					-.367		.714
Openness			-.201					-2.239		.027*
Agreeableness			-.012					-.153		.879
Opinion Leadership		.197					2.252		.026*
Self-congruence		.213					2.206		.029*
Normative Influence		.001					.008		.994	
Informational Influence		.113					1.447		.150

N = 147; * p < .05
The results from Table 5 show in total four significant relations. General activity has a positive influence on the third level of brand related usage, creating. The three other significant relations concern the personality traits Openness, Opinion Leadership and Self-congruence. The results show that Openness has a negative influence on creating. The hypothesis for the influence of openness on creating, H2c, is therefore rejected. Both Opinion Leadership and Self-congruence have a positive relationship on creating. The hypotheses concerning the influence of both Opinion Leadership and Self-congruence, H4c and H5c, are therefore accepted. The hypotheses concerning the influence of Agreeableness and Normative influence, H3c and H6c, are also accepted, since they state there is no relationship. 


5.2	Testing the mediation and interaction effect
Although there were no signs of multi collinearity it is important to further analyze the above results. For instance gender could have an effect on the relationship between Self-congruence and brand related activity. This could be important for practical implications. Brand personality is perceived and dealt with differently amongst males and females (Grohmann, 2009). If the results show the relationship only holds for females it can influence the allocation of the marketing budget. Since Self-congruence has great influence on the success of a brand message it can also affect the substance of the branding campaign. For that reason the relation is subjected to an interaction analysis. 
Secondly the personality traits that are used in this study are expected to affect each other. As mentioned before extraversion, openness and Opinion Leadership all share commonalities. It may well be that the three big five traits do have influence on brand related usage but run through the more prominent Opinion Leadership trait. For that reason the  role of Opinion Leadership is subjected to a mediation analysis. 
Testing interaction effects of gender
The Self-congruence personality trait proved to have a positive influence on the creating level of brand related usage of Facebook. Based on the theory of Self-congruence a moderating effect of gender is expected. Females tend to be susceptible to Self-congruence than males. In practice this means females will be more likely to buy specific brands that resembles the image they want to have. In respect to the results this could mean that females are the main cause of the relation between Self-congruence and either contributing to or creating brand related content (Cohen et al., 2003). Figure 2 shows the model for the interaction effect. 
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)
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Creating brand related content
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Figure 2 Interaction effect model Gender on relation Self-congruence and Creating
To find out if gender indeed has influence on the relationship between Self-congruence and creating brand related content an hierarchal regression analyses is set up. Using an hierarchal method can help determine the strength of the interaction effect using the R Square Change. The analysis consist of three models. The first model is a simple regression between Self-congruence and creating. To make sure the model recognizes a reference group a dummy variable is generated for gender. The second model is a regression between the dummy variable (0 = male, 1 = female) for gender and creating. To test the actual interaction an interaction variable is computed by multiplying the dummy gender variable with the Self-congruence score.  The third model consist of all control variables, namely gender, Self-congruence and interaction variable. 
The results of the Anova show that the third model is significant (F = 9.229; p = .000). The results of the actual interaction coefficients however do not show a significant relation (p = .449) within the third model. This means gender does not have an interaction effect on the relation between Self-congruence and creating. 





Testing mediation effects of Opinion Leadership
Opinion Leadership clearly has an influence on brand related usage. It may well be that Opinion Leadership is a result of other personality traits. In that case Opinion Leadership mediates the relation between these other personality traits and brand related usage. Figure 3 shows the model of this mediating effect. 
 (
Opinion Leadership
Personality traits
Brand related usage
)
Figure 3 Mediation effect model for Opinion Leadership  
In order to test this Opinion Leadership is left out the linear regression model for all three levels of brand related usage. There is no need for stepwise or hierarchical regression (Baron & Kenny, 1986). Any changes amongst the relations between the other personality traits and brand related usage would suggest a mediating effect. The results show only two significant changes. The changes are presented in Table 6. The bold highlighted outcomes represent the results of the regression analyses without Opinion Leadership. 





Table 6
Changes caused by mediating effect of Opinion Leadership in respectively Stand. Beta, T value and Significance.

				Consuming		Contributing		 Creating

Self-congruence		.139 / 1.328 / .186	.163 / 1.663 / .099	.213 / 2.206 / .029*
Self-congruence 		.242 / 2.453 / .015*	.219 / 2.409 / .017*	.296 / 3.270 / .001*
Openness			-			-			-.201 / -2.239 / .027*
Openness			-			-			-.172 / -1.909 / 0.58 

N = 147; * p < .05
The personality trait Self-congruence now has a significant positive influence on both consuming and contributing. On top of that the relation between Self-congruence and creating, which was already apparent while keeping Opinion Leadership constant, becomes stronger. To find out if the suggestion of the mediating effect of Opinion Leadership is justified, a single regression is run between Self-congruence, as predictor variable , and Opinion Leadership, as dependent variable. This analyses shows a significant positive influence of Self-congruence on Opinion Leadership. In conclusion the results show a perfect mediating effect of Opinion Leadership on the influence of Self-congruence on brand related usage at the levels consuming and contributing. At the third level, creating, Opinion Leadership only has a partial mediating effect.
In the case of Openness the results show that by leaving out Opinion Leadership the relation with creating does not remain significant. According to Baron & Kenny (1986) this outcome does not fit the preconditions for a mediation effect by Opinion Leadership. The preconditions state that the effect of the relationship between the independent and dependent variable should be less. The outcome could suggest a mediating effect of Openness on the relation between Opinion Leadership. But also this effect cannot be proved because again the preconditions do not hold. By leaving out Openness in the regression model the relation between Opinion Leadership and creating becomes insignificant. 
In conclusion of the further analyses only Opinion Leadership proved to have a mediating effect on the relation between Self-congruence and brand related activity. 


















6	Conclusion
The overall conclusion will cover the following topics. A general conclusion is presented based on the results of this study. This general conclusion will be discussed taking in perspective relevant earlier studies that both acknowledge and disclaim the findings. Both the general conclusion and discussion form the input for the managerial implications of this study. The conclusion well end with the most relevant and important limitations of the current study and suggestions for future research. 
6.1	General conclusion findings
The general information gathered through this study shows the popularity of the social media Facebook. The average time spend on Facebook on a single day is 63 minutes. The results show that both the time spend on Facebook per day and the general activity positively influence brand related usage. Although these outcomes seem somewhat obvious they offer valuable insights. User competence is, as mentioned before, an important condition for user engagement on OSN’s. People that spend more time on FB or are generally more active are likely to be more competent than average users. Contributing and creating brand related content via new tools would therefore be more easy for these ‘heavy users’. A 2012 study by Newcom research and consultancy on the Dutch market shows 7.3 million people, of a total population of 16.5 million, use Facebook (N=11.214). 60% of the respondents (minimum age 15 years) use Facebook on a daily basis. 
The best way to make use of this potential is a much debated subject. This study is an attempt to create more understanding in one of the topics concerning this debate, namely whether brand related usage of Facebook is influenced by one’s personality. This results in a research model that shows the independent personality variables, or possible influencers, on the left side. On the opposite are the dependent variables, the so called brand related usage. For the right side of the model this study is built upon the concept introduced by Muntinga et al. (2011). This concept is based on three levels of brand related usage of social media. The user either consumes, contributes to or creates brand related content. This study is a first attempt to specify these three levels to a particular online social medium, Facebook. 
The three levels of brand related usage have not yet been used in quantitative studies. The results suggest that defining these levels as different scales makes sense. Although the results show similarities in the results, the three different levels all have different outcomes. A cause for these differences, which should not be underestimated, is the difference between passive and active brand related usage. The consuming concept equals passive behavior and is therefore likely to be less recognized by the respondents. Contributing to and creating is a much more active type of usage and demands a certain level of involvement. It is therefore debatable if the consuming level really belongs next to contributing and creating. This study will present a proposal for this problem in the remarks for future research. 
Based on the results of this study four personality related factors have influence on brand related usage. Opinion Leadership has a positive influence on both consuming and creating. Consuming is, in contradiction of what was at first hypothesized in H4a, part of the opinion leader’s behavior. For instance communicating the brands you prefer or dislike is in the end behavior that opinion leaders tend to show. Remarkably this behavior normally takes place on a personal level, e.g. WOM, rather than on a more public level. This may well have to do with the suggestion that communicating on Facebook is not at all experienced as ‘public’. An important remark to these outcomes is that opinion leaders are more likely to recognize the proposed behavior and could therefore automatically score higher. The second personality trait that has a significant influence on brand related usage is Self-congruence. The linear regression analysis showed that being more self congruent means you are more likely to create brand related content. This is in line with what was hypothesized in H5c. Further analysis showed that through the mediating role of Opinion Leadership, Self-congruence also has a positive influence on consuming, H5a, and contributing, H5b. In conclusion, the more susceptible people are to Self-congruence the more likely they are to either consume, contribute to or create brand related content. The people who care for what their surroundings think of their image are likely to actively use Facebook to help built the right (self)image. By intentionally communicating their brand preferences to their online social network they hope to create a certain image. Further analysis on gender differences showed no clear influence.
 According to the results extraversion and openness have a negative influence on respectively contributing to and creating brand related content. This outcome is the opposite of what was at first hypothesized in respectively H1b, H1c, H2b and H2c. A possible explanation could be that more open and extravert people regard contributing and creating general content as normal. Therefore they will not confirm, and even deny, the fact they specifically contribute to or create brand related content. 
The aim of this study was to find out if personality has influence on brand related behavior on Facebook. In conclusion this question can be answered positive if the right preconditions are taken into account. For instance only four of the in total seven studied personality traits proved to have influence. Remarkably openness and extraversion have a negative influence on brand related usage. This outcome will probably contradict with what people would normally think. The results concerning the more marketing orientated personality traits Opinion Leadership and Self-congruence pose interesting possibilities for marketing managers. These will be discussed in the managerial implications.  At the same time the measurements for brand related behavior are still very experimental and need further research. As mentioned before with the pace of the technological developments it remains hard to define clear concepts. During this study Facebook already introduced two new features for users to share (brand) content. 
6.2	Discussion
Earlier studies offer an interesting view on the results proposed in the current research. Although not all studies specify the results on the level of personality traits they often provide insight into specific characteristics that can be lead back to the personality traits used in this study. 
Muntinga et al. found that self-assurance proved to have a positive influence on contributing to brand related content. Self-assurance is an important feature of both Self-congruence and normative influence. People that score high on these traits tend to seek assurance to a peer group. In the case of Self-congruence is can lead to certain buying behavior and within normative influence it can change norms and values which will ultimately also affect preferences.  The findings of Muntinga et al. (2011) are supported in both general and brand specific studies on online behavior (Park et al. 2009), . In the case of interpersonal influence, consisting of normative and informational influence, Chu and Kim (2011) found a relation with social network site users and eWOM engagement. Laroche et al. (2005) suggested that the value of the message differs between both types of interpersonal influence. Susceptibility to normative influence means the message’s value lies in building a relationship. Susceptibility to informational influence means the message’s value lies in the actual information. Although this nuance has been taken in account in this research there was no support found for this theory. 
Extraversion and Openness are personality traits that somewhat have similar behavioral characteristics like social interaction. Social interaction is an important driver of communication in online platforms. Studies have showed that this also accounts for brand related online platforms ( McKenna & Bargh 1999), (Popp et al., 2009). The outcomes of this study do not confirm and even contradict these earlier findings. Extraversion and openness even proved to have a negative influence on contributing and creating brand related content. One explanation for this latter outcome has already been discussed. A second possible explanation is provided by the study of Ross et al. (2008). In their study they found that openness was associated with a low level of CMC (computer mediated communication) knowledge. This outcome contradicts the willingness of more open people to learn and try out new technologies. Ross et al. stated that it may well be that this is caused by the limited tools. As such, the tools are not capable to transmit the information and interests in the way the more open people are use to. And therefore the tools are not acknowledged or recognized.  This could also be the cause of the negative relation found in the current study. This can be supported by another suggestion brought forth by Ross et al. that more open people are more interested in trying out new features just a few times. They tend to be bored more quickly and turn to other tools and features. In that case, if respondents that score high on openness are asked about usage measured in frequency, it is of no surprise they score relatively low. The fact that there are no results that indicate extraversion has a positive influence on one of the three level of brand related usage can be supported by the studies of Ross et al. (2008) and Amiel and Sargent (2004). These studies both suggested that extraverts see online social networking sites as a supplement to their communication rather than a replacement. In practice this means they prefer offline communication to online communication. As suggested this may change in the future as the richness and depth of these online tool keep expanding. This is congruent with the theory that the offline world slowly but definite shifts to an online environment. 
Opinion Leadership has been an important part of many eWOM studies. The concept of Opinion Leadership is seen as one of the major drivers of eWOM. The results in this study show Opinion Leadership has a positive influence on both consuming and creating brand related content. One important difference with similar studies is that Opinion Leadership is marked in this study as a personal trait. Scholars have used Opinion Leadership to explain how eWOM takes place instead of why it takes place. Acar & Polonsky (2007) for instance found that extraversion has a positive influence on Opinion Leadership. They concluded that therefore extraverts are drivers for eWOM, as they believe Opinion Leadership must automatically lead to brand communication. The current study proved that this statement is too bold since extraversion showed a negative relation with brand related usage. 
The personality trait agreeableness did not have any influence on brand related usage of Facebook. Although it was hypothesizes agreeableness influences consuming and contributing to brand related content, the outcomes proved different. The reason for this could be that it is one of the hardest traits to differentiate.  The traits  are set up as bi-polar measurements. Meaning the opposite of agreeableness is described as an asocial person. Respondents therefore tend to score moderate since they do not want to be seen as an asocial person. Earlier studies, using agreeableness as predictor for online behavior, neither found clear evidence for influence. 
In general this study both contradicts and acknowledges earlier findings. It offers new insights in the question whether personality influences online behavior. What this in practice means for both scholars and marketing managers will further discussed in managerial implications and future research. 


6.3	Managerial implications
Social media have undoubtedly changed the allocation of marketing budget within all types of organizations. This trend has been long coming but surprisingly there is still little knowledge of who and why certain online campaigns are successful. Studies like the current one can help create more understanding in what determinates online success. In particular this study enriches the insight in the drivers of eWOM on online social networking sites. 
The fact that Opinion Leadership and Self-congruence have a positive influence on engaging in brand related usage can help marketing manager in the following ways.  The implications are mainly two folded, namely based on product/service image and message content. Products or services that depend heavily on the image they communicate are in respect to the outcomes of this study justified to be a part of online campaigns. The image enhancing products or services will probably be preferred brands amongst the people that score high on Self-congruence. The results show that the people that score high on Self-congruence are willing to contribute or create to brand related content. A similar advice can be given concerning novel products and services. Opinion leader’s tend to prefer brands from so called product leaders. The results prove that the opinion leaders are willing to distribute their personal preference amongst their online social network. Based on theory encouraging eWOM for older brands, for instance the so called cash cows, would not help activate the opinion leaders to be brand endorsers. The second implication is based on message content. If the decision is made to run a online campaign, it could be of worth to think about the message content based on the outcomes of this study. If your aim is to activate the self congruent users the message content should be based on image enhancement. Personify the brand application in such a way it will reflect on the user. In the case of opinion leader the message should be based on ‘being the first’, ‘expertise’ and ‘originality’. Rewards for creating brand related content could be based on this concept. An important remark is that these two implications are even stronger if combined. Meaning; a ‘being the first’ message for a novel product or a personified message for an image enhancing service. 

6.4	Limitations and future research
The limitations for this study can be divided in three sections, namely limitations concerning general study, personality traits and brand related usage. The limitations for the general study refer to the gathering of respondents. Although it was set that the respondents must be between the age of 18 and 35, this was not properly communicated during the gathering of respondents. Therefore some of the respondents are above 35 years of age. This group is not larger than 5% of the in total 147 respondents. Another limitation for the gathering of respondents is that Facebook was used to find the respondents. A common problem that could have occurred is that the people who were willing to fill in the questionnaire are too much alike. The limitations concerning the personality traits mostly cover the ‘big five’ traits. The measurements used are all tested on validity and reliability in previous studies but even then it remains a very crude method to measure personality. This could have affected the outcomes. More research needs to be done on the what the most prominent personality traits are concerning brand related usage. The limitations concerning the brand related usage are all connected to the experimental model of COBRA’s. The first implication is that people sometimes do not realize they are actually taking part in either consumption, contribution to and creation of brand related content. Their focus is on for instance the entertainment of social interaction. This could affect in what matter people recognize the proposed situations in the inquiry. The COBRA model can be divided into an active and passive part. As mentioned before consuming brand related content barely asks for any effort of the user and will therefore not be recognized as behavior as such. Future research concerning eWOM on social networking sites should make a clear cut between passive and active brand communication. They are undoubtedly intertwined but need more understanding individually to really grasp the value for online marketing. 
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Appendix I The Big Five model
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Appendix II Questionnaire 

General questions
What is your age?
…years
What is your gender?
Male/female
How much friends do you have on Facebook?
…friends
How many minutes do you spend on Facebook per day?
…hours per week
How often do you actively take part in Facebook, by posting, liking, sharing etcetera, per week?
Never, I only visit / Rarely / Sometimes / Often / Very often

Brand related usage questions
Consuming
· How many brands, referring to products you like, are there amongst your ‘favorites?
None / 0-10 / 11- 20 / 21-30 / 30+
· Please indicate, in terms of percentage, of how many friends you have intentionally viewed their favorites.
None / 20% / 40% / 60% /80% / 100%
· Please indicate to what extent you pay attention to the sponsored advertisements on the right of your wall? 
Never / rarely / sometimes / often / very often


Contributing
· Please indicate how often you comment or react on a brand related message by one of your contacts.
Never/ rarely/sometimes/often / very often

· Please indicate how often you contribute to brand related contests, games or ‘pass a longs’. 
EXAMPLE: 'voting on new flavour for a snack' / 'liking a newly introduced product on a brand page' / 'taking part in promotional actions by sharing information on discounts that only include Facebook users'
Never/very rarely/sometimes/often but not always/ very often
Creating
· Please indicate how often you spontaneously post brand related messages on your own or a friend’s profile/wall. 
EXAMPLE: 'posting a message where you describe a positive, or negative, experience with a new (on-line)shop'
Never/very rarely/sometimes/often but not always/ very often

· Please indicate how often you show or recommend (newly bought) products on your profile.
EXAMPLE: 'Using the share button after purchasing a product on-line'
Never/very rarely/sometimes/often but not always/ very often

· Please indicate how often you initiate promotional actions you picked up through other types of media.
EXAMPLE: 'Find 100 friends to Like this on Facebook and you will receive discount on your next buy'
Never/very rarely/sometimes/often but not always/ very often


Personality questions (scaling from strongly disagree to strongly agree on a 7-point Likert scale)

Extraversion
· I do not hesitate to express my opinions and I know how to assert my rights; I like to be a leader
· (reversed) I prefer to remain unnoticed in the background. I often let other people talk and decide things on my behalf
· I enjoy meeting and associating with a lot of people. I take pleasure in the company of others – the more people, the better
· (reversed) I like to be by myself and to do things on my own so that other people do not disturb me

Openness to experience
· I like to try different activities, to visit different places, to try out unfamiliar and exotic things from time to time; I love novelty and variety
· (reversed) Changes annoy me. I like to do everything in an accustomed and proven manner
· I am intellectually curious and I have a wide range of interests; I am intrigued by new and unusual thoughts and I like to toy with theories and abstract ideas
· (reversed) I am not interested in abstract or theoretical ideas. In my mind, ideas without possible applications are a waste of time

Agreeableness
· I am caring and attentive when it comes to other people. When someone needs assistance, I discontinue my activities to help
· (reversed) I do not want to deal with other people’s problems; I am considered a selfish and egotistical person
· I trust people and I believe that everyone is honest and has good intentions most of the time
· (reversed) I do not believe in the good intentions of other people; I think that most people are trying to take advantage of others whenever possible

Opinion Leadership 
· Other people come to me for advice about choosing fashionable clothes.
· I often persuade other people to buy the clothes that I like.
· I often influence other people’s opinions about fashionable clothes.

Self-Congruence

· People similar to me own the latest music (home entertainment products).
· I can identify with people who prefer the latest music to older music (home entertainment products).
· The image of a typical user of the latest music (home entertainment products) is highly consistent with how I see myself.

Normative influence 

· When buying products, I generally purchase those brands that I think others will approve of.
· If other people can see me using a product, I often purchase the brand they expect me to buy.
· I achieve a sense of belonging by purchasing the same products and brands that others purchase.

Informational influence 
· If I have little experience with a product, I often ask my friends about the product.
· I often consult other people to help choose the best alternative available form a product class.
· I frequently gather information from friends or family about a product before I buy.


image2.png
Table | The Big Five model

Traits (low score)

Global domain scales

Traits (high score)

Neuroticsm (N)
Calm, relaxed, unemotional, hardy,
secure and self-satisfied

Extroversion (E)
Reserved, sober aloof,
askoriented,

retiring and quiet

Openness (0)
Conventional, down to carth,
arrow interests, unartistic and

unanalytical

Agreeableness (A)
Cynical, rude, suspicious,
uncooperative, vengeful, ruthless,
irritable and manipulative

Conscientiousness (C)
Aimless, unrcliable, lazy. careless,
lax, negligent, weak-willed and
hedonistic

Assesses adjustment versus
emotional instabilty. Identifies
individuals prone to psychological
stress, unrealistic ideas, excessive
cravings or urges and maladaptive
coping responses.

Assesses quanity and intensity
of interpersonal interaction, actvity
level, need for simulation and

capacityfor oy.

Assesses proactive secking and
appreciation of experience for
its own sake;toleration for and|
exploration of the unfamiliar.

Assesses the quality of ones
interpersonal orientation along a
continuum from compassion to
antagonism in thoughts, feclings
and actions.

Assesses the individual’s degree.

behaviour. Contrasts dependable,
fastidious people with those who
are lackadaisical and sloppy.

Worrying, nervous, emotional,
insecure, inadequate and

hypochondriacal

Sociable, active, alkative,
person-oriented, optimistic,
fun-loving and affectionate

Curious, broad interests,

Soft-hearted, good-natured, trusting.
helpful forgiving gulible and
straightforward

Organised, relable, hard-working,
selfdisciplined, punctua, scrupulous,
neat. ambitious and persevering
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