
Table of Contents III 

1 Introduction 1 

1.1 Motivation and Approach 1 

1.2 Comprehensive Framework 8 

1.3 Results and Implications 10 

1.4 References 14 

2 Sharing is Caring - Is This True or What Else Explains the Tremendous 
Growth of the Sharing Economy? 18 

2.1 Introduction 20 

2.2 Literature Review 22 

2.3 Definition and Categorization of Sharing Offers 24 

2.3.1 Deriving a Definition and a Classification of Sharing Offers Based on 
Literature 24 

2.3.2 Study 1: Testing the Categorization of Sharing Platforms 25 

2.3.2.1 Design and Procedures 25 

2.3.2.2 Analysis and Results 26 

2.4 Identification of Relevant Psychological Needs 27 

2.4.1 Deriving a Needs Catalogue from Literature 27 

2.4.2 Study 2: Verification of the Needs Catalogue 31 

2.4.2.1 Design and Procedures 31 

2.4.2.2 Analysis and Results 31 

2.5 Investigating the Relevance of Needs for Different Sharing Platforms (Study 3) 33 

2.5.1 Design and Procedures 33 

2.5.2 Analysis and Results 35 

2.5.2.1 Satisfaction of Needs within Different Sharing Categories 35 

2.5.2.2 Investigating the Impact of the Most Salient Needs on Psychological 
and Behavioral Outcomes 41 

SchoenmÃ?ller, Verena
On the sharing of objects and information on online platforms
2014

digitalisiert durch:
IDS Basel Bern



Table of Contents IV 

2.5.2.3 Analyzing Individuais' Relevance, Perception, and Behavior 
towards the Sharing Categories 44 

2.6 General Discussion 45 

2.6.1 Summary of Findings 45 

2.6.2 Managerial Implications 48 

2.6.3 Limitations and Future Research 50 

2.7 Appendix 52 

2.8 References 60 

3 Expressing the Seif Through Viral Messages - Investigating the Impact of 
Viral Message Self-Congruity on Message Perception and Forwarding 67 

3.1 Introduction 69 

3.2 Literature Review and Hypotheses Development 71 

3.2.1 The Application of the Self-Congruity-Concept to Viral Messages 71 

3.2.2 Controlled and Uncontrolled Forwarding 72 

3.2.3 Hypotheses Development 73 

3.2.3.1 Impact of Social and Ideal Social Self-Congruity on Attitüde 
Towards Viral Messages 73 

3.2.3.2 Impact of Social and Ideal Social Self-Congruity on General 
Forwarding 74 

3.2.3.3 Relative Impact of Social and Ideal Social Self-Congruity on 
Attitüde and General Forwarding 74 

3.2.3.4 Impact of Social and Ideal Social Self-Congruity on Controlled 
Forwarding 75 

3.2.3.5 Impact of Social and Ideal Social Self-Congruity on Uncontrolled 
Forwarding 76 

3.2.3.6 Moderating Effect of Gender 76 

3.3 Empirical Analysis 78 

3.3.1 Study 1: General Forward ing 78 

3.3.1.1 Data Collection and Sample 78 

3.3.1.2 Operationalization of the Model Constructs 79 



Table of Contents V 

3.3.1.3 Analysis and Results 80 

3.3.2 Study 2: Controlled and Uncontrolled Forwarding 81 

3.3.2.1 Data Collection and Sample 81 

3.3.2.2 Operationalization of the Model Constructs 81 

3.3.2.3 Analysis and Results 82 

3.4 General Discussion 84 

3.4.1 Summary of Findings 84 

3.4.2 Managerial Implications 86 

3.4.3 Limitations and Future Research 87 

3.5 Appendix 89 

3.6 References 92 

4 Sharing Viral Videos to Satisfy Basic Psychological Needs - Explaining Viral 
Video Forwarding Using Self-Determination Theory 98 

4.1 Introduction 100 

4.2 Literature Review and Hypotheses Development 102 

4.2.1 Applying Self-Determination Theory to Viral Video Sharing 102 

4.2.2 Hypotheses Development 104 

4.2.2.1 Impact of Autonomy on Attitüde and Forwarding 104 

4.2.2.2 Impact of Competence on Attitüde and Forwarding 106 

4.2.2.3 Impact of Relatedness on Attitüde and Forwarding 108 

4.3 Empirical Analysis 109 

4.3.1 Data Collection and Sample 109 

4.3.2 Operationalization of the Model Constructs 110 

4.3.3 Analysis and Results 111 

4.3.3.1 Impact of Autonomy, Competence and Relatedness on Attitüde and 
Forwarding 111 

4.3.3.2 Comparison of Effects 112 

4.3.3.3 Indirect Effects and Total Effects 112 



Table of Contents VI 

4.3.3.4 Comparison ofSelected Videos 112 

4.4 General Discussion 114 

4.4.1 Summary of Findings 114 

4.4.2 Managerial Implications 115 

4.4.3 Limitations and Future Research 117 

4.5 Appendix 119 

4.6 References 122 

5 Why The Rating Does Not Always Teil the Truth - On the Relevance of 
Social Biases in Online Product Reviews 129 

5.1 Introduction 131 

5.2 Literature Review and Conceptual Framework 133 

5.2.1 Social Dynamics in Online Reviews 133 

5.2.2 Conceptual Framework 135 

5.2.2.1 Review Environment 136 

5.2.2.2 Reviewer Characteristics 138 

5.2.2.3 Review Characteristics 139 

5.2.2.4 Product Characteristics 139 

5.3 Empirical Analysis 142 

5.3.1 Data Collection and Sample 142 

5.3.2 Operationalization of the Model Constructs 142 

5.3.3 Methodology 144 

5.3.4 Results 145 

5.3.4.1 Impact of Review Environment on Consumer Ratings 145 

5.3.4.2 Impact of Reviewer Characteristics on Consumer Ratings 147 

5.3.4.3 Impact of Review Characteristics on Consumer Ratings 147 

5.3.4.4 Impact of Product Characteristics on Consumer Ratings 148 

5.3.5 Additional Analyses 150 



Table of Contents VII 

5.4 General Discussion 156 

5.4.1 Summary of Findings 156 

5.4.2 Managerial Implications 159 

5.4.3 Limitations and Future Research 161 

5.6 Appendix 163 

5.7 References 165 


	006296994 [TOC]
	Inhalt
	Seite 1
	Seite 2
	Seite 3
	Seite 4
	Seite 5



