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ABSTRACT 

 

Marketers have long known that consumers' self-concept affects the products they bought. 

On the contrary, the products purchased also change people's self-expressiveness. For the same 

reason, is it available that self-expressiveness can be used on analyzing the motivation that people 

likely to share online advertisement? This study is aimed to objectively explain the relationship 

between self-expressiveness and likelihood to share the message by using a concept model, how 

they affect each other in the field of business. And this study uses the symbolic interactionism of 

identity theory to empirically test the proposition that online consumers use eWOM (electronic 

word of mouth), especially the sharing of online advertising to construct and their self-

expressiveness. The result suggests that the self-expressiveness can be reflected in the 

entertainment value, self-brand congruity, and product category involvement, then enhancing the 

likelihood to share online messages. These results can be used on the managerial implication and 

theoretical. 

 

Keywords: electronic word of mouth, self-expressiveness, identity theory, conceptual model, 

Viral marketing, entertainment value, self-brand congruity and product category involvement. 
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CHAPTER 1 

THE PROBLEM RATIONALE 
 

1.1 Introduction 

The previous research found that people always tend to share advertising messages if the 

message informative, entertaining, shocking, or titillating, these messages that respond to people's 

emotions strongly. Marketers have already known that the reason why consumers buy the product 

is for their symbolic value. This study also finds that people have similarity reason on the 

electronic word of mouth (eWOM). Consumers usually will share the advertisement that they are 

interested in and can explain themselves. The extent of which publication's expressing depends 

on their target customer's self-expressiveness.  The consumer believes what they enjoy are 

entertaining. The. Online advertisers should consider their ads properties of self-expressive to 

match consumer's self-concepts. Based on the power of the electronic word of mouth, CTC 

( customer-to-customer) world of the mouth become more useful and reliable when customer want 

to make decision. (Dichter, 1966). For now, the global and speedy reach of electronic word of 

mouth (eWOM), which is a better way to transcend the effectiveness than traditional WOM for 

marketers. 

 

1.2 Research Purpose 

 

Maintain long-term relationships with fans was never an easy task for sports organizations; 

they spend a lot of time and capital trying to fulfill the changing demand of the customers. A clear 

statement should be developed, which is about the determined variables for the relationship quality. 

Meanwhile, as the "new-born" technique, social media is not familiar with sports organizations. 

Understand the real reflection of the customer about social media and their preference of the user 

of the social media would be the crux for the organizations. Conversely, a proper approach to 

using social media will bring sports organizations the substantial benefits. 

 

1.3 Research Objectives 

 

To provide practical suggestions for advertising. The following question has to be addressed:  

(1) To prove the Entertainment Value has a positive relationship with both self-expressiveness 

and likelihood to share online messages. 

(2) To determine the Self-Brand Congruity has a positive relationship with both self-

expressiveness and possibility to share online notes. 

(3) To prove the Product Category Involvement has a positive relationship with both self-

expressiveness and likelihood to share online messages. 

(4) To establish the relationship between the self-expressiveness has positive affect likelihood to 

share online notes. 
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CHAPTER 2 

LITERATURE REVIEW 

 

The literature review to follow will generally research on how the relationship in self-

expressiveness and likelihood to share online messages. Additionally, it is going to introducing 

each relational variable in this study, firstly then exploring the link in each relational variable. 
 
 

2.1 Define Self-expressiveness and likelihood to share eWOM message 

 

2.1.1 Self-expressiveness 

 

Self-expressiveness can be defined as Self refers to the mode of organizing self-reference 

memory and guiding self-reference information processing and classification. It captures the 

totality of individual thoughts and feelings about themselves as objects (Rosenberg, 1979). When 

consumers think these meanings are consistent with their self-concept, they use rituals to 

transform their purposes into their own identities. And what we focus on is what consumers think 

about how the product can identify themselves. Transferring meaning through public consumption 

of products or brands is the focus of most marketing research in this field.  People don't need to 

consume a product or brand to convey its meaning. Instead, by discussing a product for our 

research, sharing an e-brand, or product-related information, consumers may shift from the 

inherent meaning of the brand or product to their self-concept. By publicizing online advertising, 

consumers can use the symbolic value of products or brands to express their concepts, just as they 

consume advertising products. 

 

2.1.2 eWOM messages 

 

In many regards, eWOM can be defined as a special case of word of mouth. Widely 

definition refers to "any positive or negative statement made by potential, actual, or former 

customers about a product or company, which is made available to a multitude of people and 

institutions via the Internet" (Hennig-Thurau et al. , 2004). A more recent definition describes 

eWOM as "forwarding actions through e-mail, instant messaging, or other communication media 

that are of high 'addressability'" (Ho and Dempsey, 2010), the definition is too restrictive to 

encompass viral video advertising. Such as Facebook, Weibo, and Twitter. Whatever an eWOM 

message' statement is negative or positive, which could be reshared on this social networking. 

 

2.2 Conceptual Model 

 

The conceptual model is a more or less formal description, which includes the algorithm, 

architecture, assumption, and underlying constraints when building software components. This is 

usually a simplified description of the reality, including a degree of abstraction, explicitly or 

implicitly built according to the exact usage in mind. Verification of the conceptual model includes 

ensuring that the theories and assumptions used are correct and that the intended purpose is 

reasonable when considering the characteristics of the model. 

 

2.3 Practical application 

 

The term conceptual model is standard. It can be a "conceptual model" or a "conceptual 

model." It can distinguish what a model is and what it consists of. In addition to iconic models, 
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such as the scale model of Winchester Cathedral, most of them are conceptual models. But they 

are mostly models of real-world events. The value of a model is usually the same as its 

correspondence with past, present, future, actual, or potential events. A conceptual model is 

completely different because to be a good model, it does not need to have this kind of real-world 

correspondence. In artificial intelligence, conceptual models and conceptual diagrams are used to 

build expert systems and knowledge-based systems; here, analysts are concerned with 

representing experts' correct views, rather than their correct views. 

 

 

 

 
(Figure 1. Conceptual Model: Self-Expressiveness and Likelihood of Sharing) 

 

2.4 Identity Theory  

According to identity theory (Stryker,1968), the self is a multifaceted entity composed of 

"the meanings that persons attach to the multiple roles they typically play in highly differentiated 

contemporary societies" (Stryker and Burke 2000, p. 284). Identity theory is based on a symbolic 

interactionist perspective (Mead,1934; Stryker,1980). It regards human beings as actors who play 

roles and defines them as the common meaning of interaction with others. Social interactions help 

with the growth of self, which influences individual behavior in social interactions. Therefore, self, 

society,  and social behavior are often mutually reinforcing each other and has highly 

interdependent. 

During the process in the participate eWOM, could be one sender and one receiver. 

However, online social communication has expanded quickly, and one sender can have multiple 

receivers. (For example. Here is one exciting information posted on Facebook by a sender; lots of 

receivers would like to share the information on their profile. They become the second sender; 

then, there is the new receiver that will turn into being a sender. Based on the identity theory, 

proposing the social interaction of eWOM (i.e., recommending and sharing advertising messages 

to others) can shape and express the identity of consumers. On another hand, consumers social 

interaction (some people tend to stock the eWOM notes). 

According to consumers' perception that sharing eWOM will express their identity to 

others, it will be a determining possibility which consumers likelihood to share. As we mentioned 

before, the Self-Brand Congruity, Product category involvement, and Entertainment Value can be 
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expressed for Consumers' identity. (See Figure 1) For the convenient and reliabilities in this study, 

we set Apple Co. as the research object. We will test each of them in the following. 

 

2.4.1 Relationship between self-expressiveness and eWOM messages. 

 

Self-expressiveness occurs when the consumer "believes the good he has purchased is 

recognized publicly and classified in a manner that supports and matches his self-concept" (Grubb 

and Grathwohl 1967, p. 25). Based on the construct of self-expressiveness on this idea, we can 

conceptualize a continuum along which an online message is perceived as able to express the self. 

In this study, self-expressiveness is defined that the likelihood consumers share online news to 

enact their self-concept. 

Extant literature suggests the symbolic value of a product can be transferred through 

consumption, in the form of private or public purchase, display, or use (e.g., Belk,1988; Escalas 

and Bettman,2003; Grubb and Grathwohl 1967; Grubb and Hupp, 1968; McCracken, 1986). 

However, eWOM engaged in related products which may realize the same symbolic value of 

transferred products, information, or brands through women's performance, rather than through 

the purchase or use of products. When consumers recognize that an eWOM message has a certain 

degree of self-expression ability, they should be inspired to obtain this value by sharing messages, 

in order to enhance their identity or build an identity closer to their ideal. 

The previous study into blogger behavior suggests that self-expression motivates bloggers 

to post video blogs (Huang et al. , 2007). Similarly, the research of offline WOM shows that 

consumers would like to discuss some products that are self-relevant there something about them 

(Chung and Darke, 2006). Chu (2011) indicates that college-age customers are more likely to 

enjoy viral activities if they want to be self-disclosure. There is no directly linked to viral activities, 

but others study indicates that consumers' likelihood to accept advertising is affected by social 

identity. (Zeng et al.,2009). Based on these findings, we suppose that the self-expressiveness of 

advertising messages motivates consumers to share these messages. People prefer to share an 

advertising message which has high self-expressiveness. The search on the relationship between 

the effectiveness of Advertising and self-expressiveness can help the company to consider how to 

satisfy their target customer's selfless and what kind of advertisement people would like to share. 

To make progress on the eWOM. We predict the relationship between self-expressiveness and 

likelihood to share eWOM messages: 

 

H1: The self-expressiveness has a direct positive effect on the customer's risk to shared eWOM 

messages with others. 

 

2.4.2. Self-Brand Congruity 

 

Sirgy's (1985) definition of self-brand congruity measures that match between self-image 

and brand image, therefore self-brand congruity can increase the sharing of eWOM message. And 

some studies support the notion of a dual effect. For example, Ahn and Bailenson (2011) presented 

evidence that self-referencing advertisements provide a secondary mediating path between brand 

associations and purchase intentions. Based on the finding, we predict a secondary mediating role 

for self-expressiveness in the relationship between self-brand congruity and sharing likelihood: 

 

H2: The level of perceived congruity between the self and the Apple Co. has direct positive 

effects on the person- expressiveness of the message. 

 

For different brand of smartphone, as a consumer, usually will consider a complex set of 

factors that can reflect the brand attributes, both product-related (e.g., shape, size, smell, quality) 
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and non-product-related (e.g., packaging, price, user imagery), as well as functional, performance, 

and benefits that consumers can accept from those attributes. In the entertainment centered 

advertising, the product attributes and benefits related to the brand are less critical than the non-

product related elements, especially the symbolic relationship. Therefore, we consider that the 

relationship between self-brand congruity and the brand's value- descriptive attributes with the 

consumer's self-concept after comparing the attitude toward a brand and the brand image from 

consumers. The higher the brand, congruity means their attitudes toward the brand to be more. 

Self-brand congruity also exerts a powerful effect on attitudes and behaviors. For example, when 

it is high, brand relationship quality and brand loyalty increase (Kressmann et al. ,2006), and the 

overall connection between the consumer and brand grows stronger (Escalas and Bettman,2005). 

Therefore, self-brand congruity may have a dual impact on the possibility of sharing eWOM 

messages. 

First, the bond between the consumer and the brand likely is stronger when self-brand 

congruity is higher. Because brand loyalty is stronger, the consumer's attitude toward the brand 

will be more positive. Various studies demonstrate the link between belief and behavior. 

(Ajzen,1991) Logic and theory show that self-brand consistency promotes people to take a more 

positive attitude towards the brand, so people should be more willing to share brand information. 

Therefore, predict a direct relationship between self-brand congruity and the likelihood of sharing 

eWOM messages: 

 

H3: The level of perceived congruity between the self and the Apple Co. has immediate 

positive effects on the possibility that the message will be shared. 

 

2.4.3 Entertainment Value 

 

The connection between self-expressiveness and Entertainment value is not so obvious, 

because it requires the consideration that the consumer process of interpreting and viewing 

communications. According to the meaning approach of information from Lannon and Cooper 

(1983) that consumers construct meanings for communications based on their unique world views. 

All advertisements are subjectively experienced, "amid the consumer's history (past, current, and 

projected) and socio-cultural milieu" (Mick and Buhl,1992, p. 317). Interpreting any message 

entails concepts of "the self, of the family, of status, of the nation, of the world" (McCracken,1987, 

p. 121) Therefore, meaning of the message, and entertainment value that consumer delivered from 

that message, is related with the consumer's own identity. Interpretations of and reactions to humor 

appeals, for example, are affected by ethnicity, gender, and personality (Kelly and Paul,1975). 

Therefore, the entertainment value with advertising messages depends on their meaning and 

identity. People can find who they are and how they see themselves form entertaining. For 

example, the person who sees himself/herself as professional and fashional may find the new iPad 

advertisement entertaining, because it with smart design can help him/her do work efficiently. 

This advertisement seems to can express his/her conceptual. However, another person who sees 

himself as intellectual may find less entertainment value in iPad advertisement and eWOM 

messages — the low entertainment value with low levels of message self-expressiveness for that 

person. 

H4: The entertainment value of the message has direct positive effects on the self-

expressiveness of the message. 

 

The extent that an online advertisement provides diversion, pleasure, and amusement to 

consumers reflected by the entertainment value message. Similar to self-brand congruity, the 

entertainment value of eWOM message should affect directly on the likelihood of sharing. Also, 

indirect influence mediated by self-expressiveness value. The first reaction is supported by both 
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empirically and intuitive. When consumers think online advertising is entertaining, they are more 

likely to share information with others. Phelps and colleagues (2004) demonstrate that the most 

common motivation for passing along e-mail messages is entertainment or enjoyment. Dobele and 

colleagues (2007) also argue that emotional reactions (e.g., surprise, joy, anger, sadness, fear) are 

fundamental to forwarding behavior. 

Similarly, Porter and Golan (2006) find that titillating messages are likely to be forwarded, 

and Brown, Bhadury, and Pope (2010) uncover similar results for comedic, violent ads. Such 

effective responses, ranging from joy and amusement to surprise and fear, all may be categorized 

as entertainment; for example, roller coasters, "comedy shows," and "tearjerker" movies are all 

entertaining, because it makes people have a different emotion. Thus, we predict that eWOM 

messages with higher entertainment value can affect the likelihood of sharing eWOM message: 

 

H5: The entertainment value of the word has direct positive effects on the likelihood to 

share the eWOM message. 

 

2.4.4 Product Category Involvement 

 

Product Category also relates to self-expression. What consumers regard as important is 

inexorably tied to their self-concept. We can give a psychology example that there are three 

consumers; we only know their product preferences. The first consumer is highly involved in the 

purchase of luxury brand clothes. The second consumer is highly involved in the purchase of some 

sports equipment, and the third consumer's involvement centers on electronic products. Even they 

are in different places, regions, gender, or ages, the different investments in purchasing can give 

them a separate identity. Therefore, we predict that: 

 

H6: The level of involvement in the product category has direct positive effects on the self-

expressiveness of the message. 

 

The consumer's level of involvement reflects the perceived personal importance attached 

to the acquisition, consumption, and disposition of an excellent, service, or idea (Celsi and Olson, 

1988). Involvement may be situational, such as when replacing a product, or enduring, as when a 

consumer is committed to and concerned about a product class (Richins and Bloch,1986). In the 

previous case, the related behaviors is going to be decline if the situation changes. Whereas in the 

latter case, behaviors is going to remain stable. We suppose that two relationships for product 

category involvement: a direct positive effect on sharing likelihood and an indirect impact 

mediated by self- enhancement value. Dichter (1966) links product category involvement to WOM 

by reasoning that consumers who feel strongly about a product type are more likely to talk to 

others about that product. Other researchers find that the level of interest or involvement in a 

product (Engel et al. ,1993) and excitement about a product consumption experience (Sundaram 

et al.,1998) stimulate WOM. According to Richins and Root-Shaffer (1988), situational and 

enduring involvement both influence a consumer's likelihood to engage in WOM. Therefore, we 

predict that the likelihood of sharing eWOM messages should increase when product category 

involvement is higher. 

            

H7: The level of involvement in the product category has positive relationships 

withlikelihood to share eWOM with others. 
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CHAPTER 3 

RESEARCH METHODOLOGY 

 

3.1 Research Design 

 

The study collected data from Wenzhou-Kean University. The reason why we choose 

students as the sample, our questionnaire uses the Apple Co. as the research objects, and Apple's 

eWOM messages is a popular topic when every time the new system and product updated. 

Basically, all students have their smartphones and other electronic products right now. The 

different brand of smartphone they choose has its reason; it is very available and suitable for this 

research. Why they want Apple this brand and how they think Apple's consumers can be expressed 

by the brand congruity, entertainment value, and product category involvement. Then explore the 

relationship between self-expressiveness and likelihood to share Apples' eWOM messages. 

 

3.2 Research Methodology 

 

This study collects the data for each variable by using a questionnaire. The respondents 

are asked for an opinion about every determinant of the relationship by different levels of 

agreement. To measure the reliability at first to make sure participants can clearly understand the 

question we provide and the reliability data we collected. Second, we calculate the correlation in 

our objective variables to define the relationship in each variable we predicted. The whole 

questionnaire is attached in the Appendix section. Also, the questionnaire includes the necessary 

information of all the respondents and their general attitude. The total number of respondents is 

51, and the detail descriptions of the data are presented in Table 1 and Table 2. 

 
1. Gender  
 

 Male 16 31.37% 

 Female 35 68.63% 

 
2. Age   
 

 Below 18 0 0% 

 18–24 31 60.78% 

 25–31 12 23.53% 

 32–38 5 9.8% 

 39–45 2 3.92% 

 46–52 1 1.96% 

 53–59 0 0% 

 60 and above 0 0% 
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3. Education    
 

 Less than high school 0 0% 

 High School 4 7.84% 

 Some college 32 62.75% 

 Bachelor’s degree 12 23.53% 

 Masters or higher 3 5.88% 

 
4. Do you like Apple this brand ?    
 

 Yes 23 45.1% 

 No 18 35.29% 

 Normal 10 19.61% 

 
 
5. How many social applications you use?    

 None 0 0% 

 1 - 2 13 25.49% 

 3 - 4 19 37.25% 

 5 - 6 14 27.45% 

 More than 6 5 9.8% 

 
Table 1. profile 
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CHAPTER 4 

RESULT AND DISCUSSION 

 

4.1 Reliability and correlation 

 

The reliability test was conducted by Cronbach's Alpha (α), and the overall number of the 

respondents (date) was 90. Cronbach's Alpha is to evaluate the reliability or internal consistency 

of a set of scale. In general, the suggested reliability range is from 0.7-0.95. According to the rule 

of thumb for the results, if the Cronbach's Alpha (α) is greater than or equal to 0.7, internal 

consistency is acceptable. If the Cronbach's Alpha (α) is between 0.8 and 0.9, the internal 

consistency would be good, and if the Cronbach's Alpha (α) is greater than and equal to 0.9, the 

internal consistency is excellent. The results of the Cronbach's Alpha (α) for each variable are 

showed in the following Table 2. 

 

Variables No. of Items Cronbach’s Alpha (α) 

Entertainment 

value 

5 0.897 

Self-

expressiveness 

6 0.943 

Likely hood to 

share 

5 0.930 

Product 

category 

involvement 

5 0.855 

Self-brand 

congruity 

5 0.902 

Overall 26 0.906 

Table 2: Cronbach’s Alpha (α) for each variable 

 

The correlation degree between the two variables is expressed by the correlation coefficient R. 

The value of the correlation coefficient R is between - 1 and 1, but can be any value in this range. 

When there is a positive correlation, the R-value is between 0 and 1, and the scatter diagram is 

obliquely upward, when one variable increases, another variable also increases; when there is a 

negative correlation, the R-value is between - 1 and 0, and the scatter diagram is obliquely 

downward, when one variable increases, the other variable decreases. The efficient correlation R 

is going to be a stronger relationship if the R more close to 1. On the contrary, the efficient 

correlation R is going to be weakness relationship if the R more close to 0 
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Table 3: Correlation Matrix (N=51) 

 

 

4.2 Result and Discussion 

 

Based on the result of the test, the questionnaire was reliable, because each of the variables' 

Cronbach's Alpha is over 0.8, and the average Cronbach's Alpha is greater than 0.9. Additionally, 

by conducting the correlation test (see Table 3), we pick the relational data we need in this study, 

and we can find that the self-expressiveness has the correlation coefficient R with Brand Congruity, 

Product Involvement, and Entertainment Value respectively are 0.547, 0.627, and 0.648. These 

data show that self-expressiveness has positive relationships with Brand Congruity, Product 

Involvement, and Entertainment Value. That our hypothesis H2, H4, and H6 can be proved. The 

likelihood to share Apple's eWOM messages has Cronbach's Alpha with Brand Congruity, 

Product Involvement, and Entertainment Value, respectively are 0.757, 0.634, and 0.858. These 

data show that the likelihood to share Apple's eWOM messages has a positive and strong 

relationship with Brand Congruity, Product Involvement, and Entertainment Value. Therefore, 

our hypothesis H3, H5, and H7 can be proved. Therefore we can prove our Hypothesis 1that Self-

expressiveness has a positive relationship with the likelihood to share Apple's eWOM messages. 
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CHAPTER 5 

CONCLUSION AND RECOMMENDATIONS 

 

5.1 Conclusion 

 

A strong relationship that the brand congruity with both self-expressiveness and likelihood 

of share eWOM messages shows that Self brand congruity, or the match between brand value 

performance attributes and consumer self-concept. When consumers compare brand image and 

self-concept, the stronger the consistency, the more positive the attitude towards the brand, a 

strong relationship that the Entertainment Value with both self-expressiveness and likelihood to 

share eWOM messages shows that consumer would like to share the message who are interested 

in, it could be logos, pathos, and ethos in the messages. If the eWOM messages can express the 

information with emotion, which resonates with readers, they would like to share this kind of 

message to release the emotions and their identity.  A strong relationship that the Product 

Involvement with both self-expressiveness and likelihood of share eWOM messages shows that 

the product consumer purchased, it can identify the different groups of customers. The consumer 

also considers what kind of product suitable for them that they can show themselves by the 

products they purchased. From this three strong relationship, we can clearly feel that the 

relationship between self-expressiveness and likelihood to share eWOM messages are strong and 

positive. 

 

 

5.2 Mangerial Implication 

 

This study demonstrates great potential to contribute to marketing practice. The ability to 

create and replicate successful viral advertising campaigns still remains something of a Holy Grail 

for online marketers. For every advertisement that successfully generates viral buzz, dozens fizzle 

(Leskovec et al. , 2007). To a large extent, online marketing practitioners still keep on trying to 

take advantage of this opportunity that has fascinated them. Therefore, all new insight into why 

consumers share some information is more important than others. This study explores including 

consumer self-expressiveness, the entertainment value of advertising, and the category of product 

to explain a large part of this difference. Therefore, this study is not only has contributed new 

insights but also into a previously neglected field. 

Advertisers have long understood that consumers selectively expose themselves to ads that 

they find entertaining or informative (Katz and Foulkes, 1962). After we introduce the relationship 

between self-expressiveness and likelihood to share eWOM messages, advertisers can find that 

how to target the consumers to share their advertisement of eWOM messages automatically, it can 

be presented that how to attract their target consumers. To increase the probabilities that the reader 

would like to share their eWOM messages. 

Brand managers also have long known that the symbolic of purchasing motivation and 

identify their relatively homogenous products by observing. The study shows that the symbolic 

value of eWOM can help marketers to exploit new inspiration and insights viral messages effects. 

 

5.3 Limitations of  Research 

 As with any research, it should be noted that. First, our samples limit the generality 

of our findings. These participants are geographically concentrated and younger than the general 

population. However, students are part of the population of interest, and recent research suggests 

the online behaviors of this age group are consistent with those of older consumers (Strutton et 

al. , 2010). Second, external validity is limited; participants know they are participating in a study 

and watching online advertising in an artificial environment. These data also come from self-
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reported characteristics and behavioral intentions, rather than actual behavior. Third, we only 

choose Apple Co. eWOM message as the questionnaire objects. It limits other different types of 

products and services. 
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Questionnaire 

The social media and relationship marketing in sports club: How do clubs combine both of them 

to affect consumer behavior. 

 

Part1 profile 
 

1. Gender 

 Male 

 Female 

 

2. Age 

 Below 18 

 18–24   

 25–31 

 32–38  

 39–45 

 46–52 

 53–59 

 60 and above 

 

3. Education 

 Less than high school  

 High School  

 Some college  

 Bachelor’s degree  

 Masters or higher  

 

4. Weather you will skip the advertisement before the video start to play ? 

 Yes 

 No 

 Depends 

 

5. How many social applications you use? 

 None 

 1 - 2  

 3 - 4  

 5 - 6  

 More than 6  

 

 

 

Part 2. 

 

 

Entertainment value 

 

Rating from 1 (lowest) to 7 

(highest) 

6. This message is entertaining.        
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7. This message was fun.        

8. This message was amusing.        

9. I enjoyed this message.        

10. This message was pleasant.        

 

Self-expressiveness 

 

Rating from 1 (lowest) to 7 

(highest) 

11. This message reflects who I consider myself 

to be. 

       

12. This message reflects who I am.        

13. Passing along this message would 

communicate who I am to other people. 

       

14. This message is consistent with how I want to 

present myself to others. 

       

15. I can identify with this message.        

16. My reaction to this message would tell others 

something important about me. 

       

 

Likely hood to share 

 

Rating from 1 (lowest) to 7 

(highest) 

17. I likely to share advertisement of Apple’s 

products. 

       

18. I probably would to share advertisement of 

Apple’s products. 

       

19. I definitely would to share advertisement of 

Apple’s products. 

       

20. I possibly to share advertisement of Apple’s 

products. 

       

21. I certainly to share advertisement of Apple’se’s  

products. 

       

 

Product category involvement 

 

Rating from 1 (lowest) to 7 

(highest) 

22. In general, (Apple’s product) is very 

important to me. 

       

23. In general, (Apple’s product) matters a lot to 

me. 

       

24. In general, I have a strong interest in (Apple’s 

product) 

       

25. In general, (Apple’s product) is very relevant 

to me. 

       

26. I get bored when other people talk to me 

about (Apple’s product). 

       

 

Self-brand congruity 

 

Rating from 1 (lowest) to 7 

(highest) 

27. I think Apple’s products can show my taste.        

28. People who use Apple’s products are like me.        



 

 

- 22 - 

29. I am very much like the typical person who 

uses Apple’s products. 

       

30. The image of Apple’s users is consistent with 

how I see myself. 

       

31. I can identify with people who use Apple’s 

products. 

       

 

 

 

 

 

 

 

 


