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Abstract: This study examines how social identity affects the generation of electronic
word-of-mouth (eWOM). We develop a structural equation model (SEM) comprising
self-enhancement, social capital, and social presence as explanatory variables of social
identity. We propose that, through these variables, the social identity construct has

a positive relation with eWOM and its generation on social media. We analyze this
effect by empirically estimating the model using data obtained from Ecuadorian
university students and test the relation between social identity and the generation of
purchase experience comments on social media. We analyze the effect of each
variable on the generation of purchase experience comments on Facebook. Our results
confirm the influence of social identity on the generation of eWOM, showing that social
capital is an important variable in this process.
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1. Introduction

Most firms and brands try to target customers via social media, using them to pursue advertising
campaigns and to broadcast many types of messages (H. Lim & Kumar, 2018). According to Wang
et al. (2019), most brands use a minimum of two social networks to interact with their customers.
However, the importance of social media goes beyond their use as a platform for publicity. Posts made
by common users regarding their shopping experiences can have a great impact on firms and consumer
attitudes towards their products. For instance, tweets of complaint by airline passengers that become
viral can affect the image of the airline. Social media have become an integral part of a firm’s presence in
the market and its interactions with potential customers, as well as information exchange among users.

Social media have become preeminent as a space wherein consumers exchange views about
their shopping experiences. In the last decade, social media have evolved from a space where
users meet people and share experiences and information with friends and family into a forum
wherein consumers comment on the products and services they purchase (Wang et al., 2019; Yang
et al, 2018). It is estimated that customers post several million comments about products or
services every day (Demiray & Burnaz, 2019). These comments increasingly affect the shopping
decisions of those who read them. Among the many studies on this influence, Yahia et al. (2018)
analyze the impact of user opinions regarding their experience with new products, finding that the
content generated by users can play a more significant role in the shopping decisions of others
than the content generated by the company.

This study focused on Facebook because it is currently the main means for the propagation of
comments on product and service consumption (Aghakhani et al., 2018). Facebook is estimated to
have around 1.49 billion active users daily, generating around 4 million posts and 1 million comments
every minute (K. Smith, 2019), which confirms the importance of this social network for this study.

In light of this evidence, scholars and practitioners have been interested in studying which factors
motivate consumers to comment on their shopping experience in social networks (Lim & Kumar, 2018;
Olof & Grundén, 2014). In the marketing literature, this line of research is included in studies on
electronic word-of-mouth (eWOM), which is the process of posting comments on perceptions about
a product or service through various electronic means (Hennig-Thurau et al., 2004).

People who purchase a good or service tend to share views about their experience with others in
order to express their feelings of satisfaction or frustration (Jin, 2018; M. Sun, 2012). These
comments influence the purchase decisions of those who receive such messages (Phua et al.,
2017; Tien et al., 2019).

Contemplating social identity as a factor generating eWOM is important because the identification
of individuals with their social environment plays a role in the face-to-face generation of WOM (Sanz-
Blas et al., 2019). Social media offer users an ideal context in which to express their need for belonging
(Borges-Tiago et al., 2019); this helps construct consumers’ social identity (Sernovitz, 2012) and allows
them to meet the needs for self-definition and relationship with other members of their group (Haijli,
2018). Thus, analyzing the social identity construct and its constitutive variables is important when
studying users’ comments on individual experiences and the formation of links with social groups.

Few studies have examined the manner in which individuals identify with different social groups
and recognize themselves as being part of them while sharing their experiences and opinions
through eWOM (Bilgihan et al., 2014; Demiray & Burnaz, 2019). No study has investigated the
effect of the social identity construct on eWOM or considered how self-enhancement, capital, and
social presence variables impact eWOM generation via social media.

This study draws from the conceptual model of Langner et al. (2013), which investigates the
relationship among self-enhancement, capital, and social presence, the three factors that consti-

tute social identity, in the traditional WOM environment. This study evaluates these variables in
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order to determine the role each one plays in the generation of eWOM. These constructive
variables, widely validated in the case of traditional WOM, should be found equally relevant in
the electronic social network context, as is suggested by a number of studies that have analyzed
some or several of these variables in the context of eWOM.

This study contributes to the literature by confirming that social capital is the dominant factor in
social identity, which motivates social network users to generate comments about their product
purchase experiences.

The study also helps close the knowledge gap through its joint analysis of the three variables
that make up social identity in social networks, which had previously been tested in different
contexts. The results highlight that, when the variables are analyzed together, their impact on the
generation of eWOM is absorbed entirely by social capital.

2. Theoretical framework and hypotheses development

2.1. Social identity theory

When applied to marketing, the theory of social identity proposes that individuals belonging to
a group express their opinions and generate comments based on their experiences of purchasing
and using products or services, thus contributing to the generation of community knowledge and
influencing the consuming decisions of the community members (Evans, 2014; B. Kim & Kim,
2019). This definition applies in both face-to-face and electronic contexts.

Social media provide users with a space in which they can share diverse experiences with
products or services (Chang, 2015). Therefore, it is reasonable to consider that social media play
a role in the construction of a consumer’s identity, articulating the self-enhancement and genera-
tion of social capital through the experiences shared in such forums (Cui et al., 2019; Moore &
McElroy, 2012; Sernovitz, 2012). However, the fact that these comments are posted remotely,
which disseminate differently and independently of physical proximity, gives social networks
distinctive characteristics.

The social identity effects on the interactions of social media users is a new topic in the
marketing literature (Champniss et al., 2015; Ruiz-Mafe et al., 2018). From a practical viewpoint,
it is valuable to understand and evaluate the role of self-enhancement, social capital, and
social presence (Setenay & Kara, 2015) in the eWOM-generation process. Despite the simila-
rities between the physical and electronic contexts in which WOM and eWOM messages are
generated, each context has particularities. Arenas-Gaitan et al. (2018) studied the incidence of
social identity variables in traditional WOM; they found that the physical presence of individuals
participating in a conversation about product characteristics was important, as it enable them
to perceive reactions to new information, which contributed to future decision making regard-
ing product or service purchase. This suggests that the differences between eWOM and WOM
are not trivial. Moreover, Tajfel and Turner (1986) studied the mechanisms of social identity
manifestation in face-to-face contexts; they found that the physical proximity and perceptions
of natural gestures (such as nodding the head) that arise within interactions between indivi-
duals promoted greater participation and motivated the main interlocutor to continue provid-
ing information to the group. Clearly, this type of non-textual communication reinforcement
does not occur in the electronic context.

Based on these considerations, several authors have expressed the need to clarify the differences and/
or similarities in relational models between social identity and traditional WOM and eWOM (Hsu et al.,
2016; Setenay & Kara, 2015; Q. Sun et al., 2019; Teng et al., 2014). This study intends to contribute to this
discussion. It analyzes the roles played by these variables, with prior research has considered only
individually. For instance, Choi and Scott (2013) examined social capital and its impact on the generation
of eWOM in the context of virtual communities. DongHee et al. (2015) studied self-enhancement and the
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Figure 1. Conceptual model.

posting of comments on corporate web pages, focusing on the consumption of a product and percep-
tions of services related to it. Finally, K. Lee and Choi (2019) examined the influence of cultural and social
factors in the generation of eWOM in the social media context.

2.2. Social identity and its relation with eWOM

It is essential to first integrate the three variables that constitute social identity in the study of the
generation of eWOM in order to assess whether their effect is analogous to that of traditional
WOM, given that the factors in the social media context are particular and idiosyncratic (e.g., the
duration of the exposure of a message, scope, format). In the second and last instance, the
inclusion of all the social identity variables allows a holistic view of the role of personal identity
projection factors (self-enhancement and social presence) and of the projection and group con-
tribution factors (social capital) in the generation of eWOM.

The conceptual model presented in Figure 1 shows the proposed relationships between the
variables comprising social identity and the generation of eWOM.

According to B. Kim and Kim (2019), the first variable that forms social identity is self-enhancement.
This refers to the human need to feel good about oneself (Goris, 2014), and it is manifested in the desire to
reinforce or improve the self-concept, achieve a positive self-image, and maintain self-esteem (Turel &
Gil-Or, 2019; Yong et al.,, 2014). Studies on the relationship between eWOM and self-enhancement find
that an individual can be motivated, directly or indirectly, to comment on various consumption experi-
ences, based on the community’s recognition of the contribution that such information can make
(Akpinar & Berger, 2017; Goh et al., 2013).

Hsu et al. (2016) claim that the sense of belonging to a virtual community increases self-
enhancement due to the importance and recognition generated between the issuer and the virtual social
group from the messages posted about shopping experiences. Thus, we suggest the following hypothesis:

Self - Enhancement

H1

eWOM

A 4

Social Capital
H3

Social Presence
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H1. Self-enhancement has an effect on the generation of eWOM on Facebook.

The second variable that forms social identity is social capital. Lin (2003) defines this as “the
resources embedded in social networks accessed and used by actors for actions” (p. 25). In the
field of marketing, social capital is valuable in analyses of consumer behavior, particularly in terms
of the information that this variable can provide to social media via users’ comments about
product purchase or brand experiences (Filieri, 2015; Tamir & Mitchell, 2012). Tamir and Mitchell
state that the sense of collaboration users feel when sharing information that is considered
relevant and useful promotes interaction between individuals by virtue of their consumption
experiences.

Individuals in a social network contribute reciprocally to the accumulation of their own
collective capital through their efforts and commitment (Bourdieu, 1986). Gvili and Levy (2018)
found that the social capital on social networks provides relevant information to virtual commu-
nities regarding the quality, price, and characteristics of products and services. Therefore, social
capital is considered a factor that promotes the participation of people within a social context,
electronic or otherwise, through the generation of comments on their consumption experiences,
which provides relevant information that can influence users’ decisions to purchase or reject
a product or service. Hence, we hypothesize as follows:

H2. Social capital has an effect on the generation of eWOM on Facebook.

The third and last variable to consider is social presence. Borgman (2006) states that “social
presence is the degree to which a medium allows interpersonal contacts to be established and it is
closely linked to intimacy and immediacy” (p. 34). In the social media environment, social presence is the
degree to which a person is perceived as being close (Richardson & Swan, 2003). There is no physical
presence in the electronic context; thus, the ability to conceive proximity and generate trust among
participants is an important factor for the promotion of interaction within the group (Tshinakaho et al,,
2012). The greater the proximity and trust among members of the social network, the more intense the
interaction among them, which includes the possibility of intrinsically evaluating the utility, performance,
or benefits a particular brand can provide to a consumer (Brodie et al., 2013). Hassan et al. (2018)
examined the influence of social presence on purchasing decisions based on the comments made by
people belonging to a virtual community. These authors highlight the importance of perceptions of
proximity among individuals expressing an opinion or describing their shopping experience and claim
that this can affect participants’ future decisions. Jiang et al. (2019) studied the incidence of social
presence in purchasing and consumption attitudes in the context of virtual communities, suggesting that
the effects of this variable should be measured as the propensity to offer positive comments. Thus, we
propose the following:

H3. Social presence has an effect on the generation of eWOM on Facebook.

We test these hypotheses using data obtained from Facebook, one of the world’s most
widely used social media. In 2019, Facebook had more than 2,000 million active users, who
posted a minimum of four comments per month on average and give an average of 10 “likes”
to comments posted by their contacts (Sanz-Blas et al., 2019). Examining Facebook data can
allow us to evaluate how messages regarding the consumption experience of products and
services influence groups of contacts. If one or more of our hypotheses are accepted, we can
claim that the social identity construct plays some role in the generation of eWOM on Facebook
in particular and in social media in general.
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3. Methodology

3.1. Data collection and sample

The sampling frame for this study consisted of undergraduate and graduate students from two universities
in the city of Guayaquil: The Universidad Catélica de Santiago de Guayaquil and the Universidad de
Guayaquil. The former is a private university with the largest number of students in the city, while the
latter is a public university with the largest number of students in the country. These two institutions were
chosen for sampling to control for the socioeconomic and environmental factors that could influence
individuals’ consumption habits and social media use. University students comprise the largest segment of
social media users, and they use these channels to establish and maintain social relationships (Y. Kim,
2016). Young university students are also well-experienced in sharing eWOM information with their
contacts on different social networks (Manzi et al, 2018). A convenience-based sampling method was
followed in both cases.

Data collection took one month, from the beginning to the end of February 2018. A sample
drawn from university students of both genders aged between 20 and 50 years provides hetero-
geneous and extensive data regarding the ages of heavy users of Facebook (Hsu et al., 2016),
a social network that covers a wider age range than any other social media with a majority of
younger users (e.g., Instagram, Snapchat).

The study’s instrument was applied to the faculties of Engineering and Administrative Sciences
of both the universities due to the ease of access and permission granted by the respective
authorities. In addition, these two disciplines allowed a certain heterogeneity to be considered in
the intrinsic characteristics of individuals.

Previous studies, such as Kleina et al. (2015), B. Smith and Gallicano (2015), and Teng et al.
(2014), that examine virtual communities and social media use for the diffusion of various
messages corroborate the effectiveness of working with samples obtained from university stu-
dents due to the heterogeneity of the factors associated with socioeconomic status, tendency to
consume, and active participation in online social communities.

The sample initially comprised 310 people, which is consistent with the standard of Hesse-Biber (2010)
regarding studies where correlations are analyzed and with the standard of Kline (2011) for the application
of a structural equation model. After the detection of outliers, a final sample comprising 301 people was
obtained, and their average response time was 15.09 min (SD = 7.4 min). This final sample consisted of
46.5% male and 53.5% female respondents, of ages ranging from 20 to 50 years.

3.2. Measurement of variables

Four measures were used to evaluate the different variables included in the conceptual model. The self-
enhancement variable was measured using an instrument developed by Hennig-Thurau et al. (2004). This
instrument is used frequently in studies on the effect of this variable on eWOM in digital media. Part of the
instrument developed by Williams (2006) was used for the social capital variable. This is regularly used in
studies that consider the social capital variable (Andresen et al., 2017; Sohn et al., 2018). For the social
presence variable, the instrument developed by J. Lim et al. (2015) was used, focusing on its direct
influence on the posting of comments in virtual environments. Finally, the e WOM variable was captured
using a questionnaire prepared by Hsu et al. (2016), which contains eight questions related to the posting
of comments by clients in the context of social media. This questionnaire has previously been used to
measure the effect of eWOM on social networks, such as Twitter, Weibo, and Snap Chat (I. Lee, 2017; Ortiz
et al, 2017; Xiang et al,, 2018).

Thus, the instrument used for the data collection in this study was based on the abovemen-

tioned four variables and comprised a five-point Likert scale, ranging from “strongly disagree” (1)
to “strongly agree” (5). The results obtained are presented and analyzed in the following section.
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3.3. Data analysis

The conceptual model presented in Figure 1 was validated in two stages in accordance with the
recommendations by Nitzl (2016). The first stage carried out an analysis of the model’s internal
consistency and a test of the reliability of the instrument. The convergent and divergent validity of
the model were also tested with IBM SPSS version 22 software. Next, using AMOS 21 software, the
structural model was validated through an evaluation of the respective coefficients, which deter-
mined the hypothesized correlations and captured their significance levels.

4. Results
4.1. Measurement of model

The model was first tested through reliability and convergence indicators. Table 1 presents each of
the dimensions of the model with the respective items and load values under the measures.

Table 1. Reliability and convergence validity of constructs

Dimension Item Load CA CR
(Cronbach
‘s Alpha)
(Composite AVE VIF
Reliability) (Average | (Variance

Variance Inflation
Extracted) Factor)

Self-enhancement | selfenhl 723 .83 91 .65 1.32
selfenh2 .812
selfenh3 713
selfenh4 778

Social Capital soccapl .698 .86 .89 .63 1.21
soccap?2 754
soccap3 .701
soccap4 743
soccap5 .703
soccapb .519
soccap? .599
soccap8 .598

Social Presence socprel .538 .76 .90 .62 1.35
socpre2 .823
socpre3 794
socpre4 674

eWOM ewom1l 642 .81 .88 .62 1.33
ewom?2 .613
ewom3 .589
ewomé& 623
ewom5 .538
ewomb6 647
ewom?7 629
ewom8 .682

*p <.05; CA = Cronbach’s alpha; CR = Composite Reliability; AVE = Average Variance Extracted; VIF = Variance Inflation
Factor.
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We can see that the convergence test values for the model are above 0.5, which indicates
statistical significance. Regarding the Cronbach’s alpha coefficient (CA), all the variables have
values greater than 0.7, which, according to Nitzl (2016), demonstrate high internal consistency
for an instrument. Similarly, the composite reliability index (CR) presents values greater than 0.7,
signaling the model’s validity. Finally, the average variance extracted (AVE) values for the con-
structs are greater than 0.5, which verifies the model’s convergent validity. We can discount the
potential for multicollinearity in the estimation, since the variance inflation factor (VIF) value is
smaller than 5. Therefore, it can be concluded that the structural model proposed in this study
complies with the standard tests of reliability.

The existing correlations among the scales subjected to observation are presented in Table 2.

In Table 2, the square root index of the measure of the variance extracted in the function of
each of the variables shows that the values in the diagonal are greater than the others, which
verifies the model’s discriminant validity in accordance with Kline (2011).

Therefore, in light of the evidence presented above, we can conclude that the structural model passes
the canonical reliability and validity tests and can thus be used to test the proposed hypotheses.

4.2. Structural model

This section presents the results of the empirical estimation of the model. The structural model
was estimated using bootstrapping in a sample of 1,000 with AMOS 21 software. Table 3 presents
the results of the estimation.

Table 3 shows the results of the estimated structural model. We can see that Hypothesis H2 was
accepted, while Hypotheses H1 and H3 were rejected. These results suggest that, out of the three
variables that make up the social identity construct, only social capital (H2; B = .75) has a positive
and statistically significant effect on the generation of e WOM.

Next, we discuss each of the hypotheses and the implications of their acceptance or rejection

following the empirical validation of our model. The factorial analysis of our SEM model is
presented in Figure 2.

Table 2. Discriminant validity of variables

SE SC SP EW
(Self- (Social Capital) | (Social Presence) (eWOM)
Enhancement)
SE 925
SC 739 932
SP 817 .891 911
EW .852 877 .894 954

*p < .05; SE = Self-enhancement; SC = Social Capital; SP = Social Presence; EW = eWOM.

Table 3. Structural model findings

Relationships of Direct Effects P Relationship
Hypotheses

H1: SE—> EW 13 34 Not Significant

H2: SC—> EW .75 .000 Significant

H2: SP—> EW .01 .97 Not Significant

SE = Self-enhancement; SC = Social Capital; SP = Social Presence.

EW = eWOM.
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Figure 2. Structural model
results.
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Regarding the first hypothesis, although self-enhancement value § = .133 indicates a positive
influence, the p-value obtained for the test was .336, which rejects the hypothesis. Thus, we find
that there is no significant effect between self-enhancement and the generation of eWOM in the
context of Facebook in our sample.

Concerning the second hypothesis, we observe that the social capital variable presents a positive
impact in the generation of eWOM, with = .74, with the p-value below .05; this hypothesis is thus
accepted. Hence, we find that social capital has a positive effect on the generation of eWOM for
Facebook users in our sample.

Regarding the third hypothesis on social presence and the generation of eWOM on Facebook we
obtained a value of B = .01, indicating a weak but positive effect, but the p-value was .973, which
allows us to reject the hypothesis. Hence, we find that social presence has no statistically
significant influence on the generation of eWOM among Facebook users in our sample.

5. Discussion

5.1. Theoretical contributions

Several studies on the role of social identity and traditional word of mouth have found
a relationship between one or more of the variables that compose the construct and the genera-
tion of comments on purchase experiences. Of particular interest to our analysis is Langner et al.
(2013), who examine the relationship among the variables that constitute social identity in the
generation of traditional WOM: self-enhancement, social capital, and social presence. These are
the variables we also consider when modelling and measuring social identity as a construct in
relation to eWOM.

Some degree of equivalence between online social interactions and face-to-face interactions is
reasonable to assume in the construction of a structural model of the social identity construct.
Social media play a role in the articulation of self-enhancement and in the generation of social
capital via the sharing of purchase experiences (Cui et al., 2019; Moore & McElroy, 2012; Sernovitz,
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2012). Furthermore, many studies have examined social components and their role in the gen-
eration of eWOM (Ladhari et al., 2019; Tien et al., 2019).

However, though equivalences between the physical and electronic contexts have been ana-
lyzed and tested, several authors have remarked on the need to clarify the differences in relational
models between social identity and word-of-mouth generation when considering online

environments (Arenas-Gaitdn et al., 2018; Hsu et al., 2016; Setenay & Kara, 2015; Q. Sun et al.,
2019; Teng et al,, 2014).

To assess the effects of the constructive variables of social identity in social media interactions
regarding consumption experiences, we propose and test a model that integrates social capital,
social presence, and self-enhancement which have so far been studied individually in a single
construct.

Our results indicate that social identity has an effect on the generation of eWOM in social media,
at least through some channels, relative to its constructive variables in traditional WOM. Social
capital seems to be the channel through which this effect takes place. This result is in line with
theoretical predictions and previous findings for both offline and online contexts (Hsu, Chih & Liou,
2016; Setenay & Kara, 2015; Sun et al., 2019). Moreover, social capital is a common factor
examined in marketing research on consumer interactions and the exchange of information on
purchase experiences (Turel & Gil-Or, 2019; Yahia et al., 2018). It is not surprising to find that
a proxy for the measurement of trust or proximity is involved in such interactions, as is the case of
social capital in the context of a platform like Facebook. Some researchers highlight the impor-
tance of a sense of informativeness and collaboration as underlying motivations for sharing
comments on consumption experiences. This would build social capital through repeated interac-
tions and the perceived contribution to social knowledge of certain goods and services. The
network effects of such capital become even more salient in the context of social media, where
the reach and scope of the comments extend beyond physical limitations and even indicators of
proximity.

On the other hand, despite having rejected the hypotheses related to the constructive variables
of social presence and self-enhancement, we cannot disregard their role in the generation of
eWOM. Indeed, many studies find that they play a significant and positive role in eWOM generation
when they are tested independently of the other two variables. That is the case of social capital
(Hsu & Chau, 2013; Setenay & Kara, 2015), self-enhancement (DongHee et al., 2015; Taylor et al.,
2012), and social presence (Shen, 2012; Weisberg et al., 2011). This hints at measurement limita-
tions and suggests the need to adjust the structure of the model so that it can better represent the
particular nature of online social interactions.

Therefore, we have found evidence that consistently hints at the constructive and structural
differences between online and traditional models of social identity and word of mouth. To be
precise, our findings suggest that the social capital variable empirically dominates the other
variables considered in the structural model as possible factors in the generation of eWOM.
Nevertheless, this does not necessarily mean that the other variables have no effect on users’
desire to share comments in social media; this means only that, in the sample and contexts we
analyzed, when the variables of self-enhancement, social capital, and social presence are simul-
taneously involved in a correlational analysis, the latter has the greatest influence. In other words,
while social identity as a construct plays an unquestionably important role, more research is
necessary to identify the specific mechanisms and extent of its influence.

5.2. Managerial implications
Social media constitute the predominant channel consumers use to share their comments on

products and services. This study highlights the role that Facebook users can play when
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commenting on their purchase experiences. Our results can help managers understand what
motivates users to share such experiences.

We find that the desire to provide relevant information regarding consumption within a virtual
community is a factor that promotes the generation of comments on Facebook. Social capital,
considered a collective factor rather than an individual factors such as the desire for recognition
(self-enhancement) or the sense of closeness with other users (social presence), seems to be the
main motivator in the generation of eWOM.

This is a well-established insight in the marketing literature. Among the many studies focused on
this influence, Yahia et al. (2018) analyze the impact of user opinions regarding their experience
with new products, finding that the content generated by users can play a more significant role in
the shopping decisions of others than the content generated by companies. Thus, this study
recommends that companies should design strategies that encourage the generation of com-
ments that other users could consider informative and relevant. This does not necessarily mean
that the comments should only be positive, but that some form of feedback should be established
that highlights or makes most visible the comments considered most useful by users. This system
is already used in online marketplaces such as Amazon and on user-rating and recommendation
platforms for entertainment goods.

The intensity and volume of eWOM engagement are mediated by this mechanism. Tamir and
Mitchell (2012) argue that the sense of collaboration felt when sharing information (i.e., whether
an opinion is considered relevant and useful) promotes interaction between individuals. The
literature would suggest that, even if comments are not all positive, the fact that they exist and
are considered reliable by consumers will increase the generation of eWOM, which is found to be
strongly correlated with future purchase decisions. Thus, managing consumers’ intrinsic motiva-
tions for sharing comments, ratings, and opinions might be more important than just incentivizing
positive comments in the context of social media.

5.3. Limitations and future research

One of the primary limitations of our study is the sample we use. Although university students
are considered ideal Facebook users and have been included in several prior studies of this type
which have also used some of our study’s eWOM-related variables (Setenay & Kara, 2015;
B. Smith & Gallicano, 2015; Teng et al., 2014) our sample limits the generalizability of our
study’s findings, since there is a significant number of social media users outside the academic
area who may share certain demographic characteristics but whose consumption habits may
be different.

Another limitation is that the sample covers only a single city of a Latin American country and
therefore does not consider the effects that cultural differences may have on the results. Previous
studies on cultural features, such as French and Read (2013) and Hollebeek et al. (2014), argue the
importance of the cultural context in eWOM, emphasizing that culture affects the manifestation of
individual factors, which tend to be expressed more frequently than collective factors. Thus,
a multicultural study of the social identity factors should be conducted in order to compare
among the findings and propose a generalization regarding the effect of this construct on
eWOM in social media.

Another extension of this study could consider other popular social media, such as YouTube,
Instagram, or Snapchat. This would help us assess the wider implications of our findings, since
these networks and platforms have their own characteristics, which could influence the results. An
immediate extension would be the examination of a greater diversity of social media, even if still
limited to Ecuadorian university students.
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