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Abstract

Electronic Word-of-Mouth (eWOM) plays an important role as a new marketing tool in many countries nowadays. eWOM has
been used through social media such as Facebook, Instagram, etc. eWOM in social media allows a continuous connection to a broad
audience. Line application is the latest social media introduced in 2011. This study thus explored factors impacting on the eWOM
intention via Line application which is a famous social media used, especially in Thailand. The four factors (user preference, user
similarity, user interaction and user concern for others) drawn from Consumer Behaviors theory and two factors (ease of use, and
usefulness) drawn from Technology Acceptance Model (TAM) theory were used in this study. The samples of 196 respondents were
collected by using convenience sampling method via Google form survey. Multiple regression with stepwise method was used to
analyze the data. The results showed that user preference, Line ease of use and Line usefulness have positive relationship with eWOM,
while user similarity, user interaction and user concern have no relationship with eWOM. For theoretical contribution, the study
expanded the application of TAM to explore the changing consumer behaviors and eWOM. For managerial implication, this study

could help marketer develop marketing strategies that allow businesses to build on communication platform.
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Introduction

Social media have high potential and are the most powerful relationship building, creating, and issuing a special
type of content for improving the rising internet trend (Bartlett, 2010). This improvement has expanded from
offline word of mouth (WOM) to online communication by enhancing electronic word of mouth (eWOM)
(Hennig-Thurau, Gwinner, Walsh, & Gremler, 2004 ). The differences between eWOM communication and
WOM are generating and sharing information through various media distribution channels. Besides altruistic drives,
social media users may feel obliged to reciprocate with WOM when they feel obligated to a prospective information
recipient or because they want the chance to compel the receiver in the same way (Gatignon & Robertson, 1985).
eWOM communication is a fundamental online communication which focuses on sharing opinions and experiences
of users due to its ease of access among the groups (Bickart & Schindler, 2001).

Various communication platforms such as blogs, electronic bulletin board system, forums, online communities
and review website can communicate and share electronic word of mouth. Research from YouGov reports Thai
social media users spend an average of 6.21 hours per day across platforms (Ho, 2019). As of 2019 Thailand
has 39.8 million online shoppers, increasing 6.1% last year (Leong & Katrina, 2019). Moreover, Thai online
shoppers (60.5%) buy online one or two times per month, while 24.3% buy once a week, and are more inclined
to shop through social media across platforms than any nationality (Leong & Katrina, 2019). YouGov’s research
reveals that LINE is the most used platform in Thailand, with over 86% of Thais using Line at least once a week,
followed by Facebook (84%), YouTube (789 ), Facebook Messenger (64 %) and Instagram (51%) (Ho, 2019).
In this study, Line will be used as a communication platform because it is becoming the most important type of

platform because there were 194 million users worldwide at the beginning of 2019 and about 44 million Thai
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users as of 2Q2019 (Igbal, 2019).

Line application is a freeware program on smart phones or electronic devices used for instant communication
and was first launched in Japan 2011. Communication between line users through line mobile application was
used to show the potential influence on and raise the quality of choice (Bronner & de Hoog, 2011). Hence, Line
application and Line users can benefit from eWOM by sharing knowledge, experience, and attitude about products
and services through line mobile application.

Currently, there are few studies examining technology acceptance and consumer behavior on eWOM behavior
via Line application. Therefore, this study uses Consumer Behavior Theory, Technology Acceptance Model
(TAM) and electronic Word of Mouth to develop the theoretical model which focuses on creating concepts and
identifying the main variables influencing eWOM.

The main objectives of this research, therefore, were to explore the effects of Technology Acceptance Model
and consumer behavior in terms of user preference, user similarity, user interaction and user concern for others on
eWOM among Line users. It is hoped that the findings will benefit communication platform developers in designing
better mobile application, social media or additional features of the line mobile application for eWOM

communication to benefit both marketers and users.

Literature Review

Electronic Word-of-Mouth (eWOM)

Consumers receive information about company or product through the internet. Therefore, eWOM is an
important tool and can be both positively or negatively made by genuine potential or previous customers about a
product, service or company via the internet (Hennig-Thurau et al., 2004 ). eWOM is a fundamental platform for
sharing the opinions of consumers (Godes & Mayzlin, 2004). eWOM is more effective than traditional word of
mouth communication (Chatterjee, 2001). Reviews of product posted by internet users are the most applicable
way of online word of mouth or eWOM communication (Sen & Lerman, 2007 ). Normally, consumers will gather
information about product information and brand before they actually purchase the products by searching for online
product reviews and acquire colleagues’ (Jalilvand & Samiei, 2012; Adjei, Noble, & Noble, 2010). As a result,
consumers often use eWOM to decide whether they will trust the company in online transactions. In this study,
eWOM is defined as any positive or negative opinion about products or companies made available by prospective
or previous customers to individuals and organizations (Stauss, 2000) via Line application

Consumer Behavior Theory

Consumer behavior theory is used to develop and organize information regarding purchase decision and
evaluating products and services. In this research, user preferences, user similarity, user interaction and user
concern for others will be examined. User preference is a tactic of persuasion and a self-presentation (Cialdini,
1993; Kenrick, Neuberg, & Cialdini, 2002). Increased preference for the source is generally associated with
increased trustworthiness (O’Keefe, 2002) and resemblance to oneself improves the preference of the source
(Byrne, 1971; Carli, Ganley, & Pierce-Otay, 1991; Hogg, Cooper-Shaw, & Holzworth 1993). User Similarity
(Homophily) is the extent to which the personal attributes and characteristics of the dyad members are similar
(Ibarra, 1992). Similarities cause attraction while dissimilarity causes resistance. Therefore, similar individuals
tend to show a higher preference for similar people and want to interact with them more often (Byrne, 1971).

Similarity -attraction (e.g., Byrne, 1971), social identity (Tajfel, 1974 ), and self-categorization (Turner, 1982)
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combined strengthen individuals’ self-esteem and preserve equilibrium or congruity in self-identityand promote
relationships with comparable others. User interaction allows users to participate in personal social networking
through the selection of content, timing and communication (Li, Daugherty, & Biocca, 2002). Line application
empowers customers to take active control and enjoy two ways communication. Interpersonal relationships are
associated with improved communication and mutual understanding (Hambrick, 1994). User interaction is
necessary for the interchange of social values (Uzzi, 1997) and creates engagement and confidence in business
relationships (Mouzas, Henneberg, & Naudé, 2007 ). Confidence is developed in people-to-people relationships
and determines the performance of people’s relationship with an organization (Child, 2001). User concern for
others is described as a need to assist others (Price, Feick, & Guskey, 1995) or participate in altruistic behavior,
meaning doing something for others without expecting anything in exchange (Sundaram, Mitra, & Webster,
1998). In the majority of WOM studies, user concern for others has been recognized, particularly in the context
of social media, concern for others has been discovered to have a significant impact on visiting social networks
online (Hennig-Thurau et al., 2004).

Technology Acceptance Model

Technology Acceptance Model (TAM) refers to the theory of rational action. TAM is a factor related to
behavior (Ajzen & Fishbein, 1980). TAM indicates that believing in the usefulness and ease of use is the starting
factor of organizational acceptance (Davis, 1986). Perceived usefulness and perceive ease of use show the attitude
towards using a particular system which leads to the intention to use and then create the actual usage behavior of
consumers. TAM is adapted by many researchers to comply with new technologies, including global internet
systems and intranets (Agarwal & Prasad, 1997; Chau, 1996; Chau & Hu, 2001; Horton, Buck, Waterson, &
Clegg, 2001; Hu, Chau, Sheng, & Tam, 1999; Jiang, Hsu, Klein, & Lin, 2000). As discussed above, this study
focuses on the eWOM behavior via Line application. As a result, the two variables i.e. perceived ease of use and
perceived usefulness will be modified to be called as Line ease of use and Line usefulness respectively in order to
make them in line with the context of this study.

Line Ease of Use

Line ease of use has been defined by Davis (1989) as the degree to which users thought it was effortless 105
to use a program. A potential user is more likely to choose one that is simpler to use and needs minimal physical
or mental effort given the multiple alternatives available. As Venkatesh (2000) documented, ease—of-use usually
referred to “user friendly”, “easy to use”, “accessible”, and “convenient” as regards to Line application. In this
study, Line ease of use defines the extent to which user thinks that using and posting on Line application is
effortless, such as chats, pictures, video and audio, and conduct free VoIP calls and teleconferences, and etc.

Line Usefulness

Davis (1989) defined perceived usefulness as the degree to which users believed that the use of a particular
system enhanced their work. Previous studies found that people are likely to adapt to a fresh technology if they
consider it to be useful in attaining certain objectives and helping them to better perform the work (Ayeh, Au, &
Law, 2013; Cheung, Lee, & Rabjohn, 2008; de Matos & Rossi, 2008). Within the Line context, Line is a
network that offers numerous services including Line Pay, Line Today, Line TV, Line Manga and Line Webtoon.
In this study, Line usefulness defines the extent to which users believed that the use of Line application enhanced
their work through several services offered by Line application. It is an assessment believes in Line application

that builds and retains interpersonal relationships and improves the efficiency of life.
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Hypotheses Development

Users will continue to use or buy products or services that they prefer. In addition, they are likely to inform
others about these products, affecting their brand perceptions and purchasing choices (Chatterjee, 2001).
Increasing user preference is essential to improve user retention rates, higher market share and profitability (Lee,
Lee, & Feick, 2001). The study of Halstead (2002) shows that user preference is an important factor for eWOM.
Mazzarol, Sweeney, & Soutar (2007) also found user preference positively causes eWOM. Thus, this study
hypothesizes as follow:

H1. User Preference has a Positive Relationship with Electronic Word of Mouth.

Social identity is stimulated through positive attributions to in-groups and negative attributions to out-groups
(Kramer, 1991). User similarity was discovered to encourage solidarity, collaboration and support within the
group (Hogg & Abrams, 1990), increased communication, confidence, and reciprocity (Lincoln & Miller,
1979), and increased satisfaction and perception of relationship performance (Tsui & O’Reilly, 1989). Palmer
& Bejou (1995) discovered distinctions between male-female, buyer-seller dyads in dimensions of relationship
quality and relationship selling behaviors. User similarity has been associated to network development (Ibarra,
1992; Ibarra, 1995), communication (Lincoln & Miller, 1979), and relationship strength (Thomas, 1990).
Thus, this study hypothesizes as follow:

H2. User Similarity has a Positive Relationship with Electronic Word of Mouth.

Hennig-Thurau et al. (2004) claimed that users post remarks to obtain social benefits from being part of a
virtual community, and in their research, they discovered that social benefits have the greatest impact on users
visiting these communities, as well as on the amount of written remarks. Burton & Khammash (2010) found that
the user may originally participate passively in eWOM, but after becoming acquainted with other users, he/she
begins sharing views. The fact that users meet and familiarize themselves with other users seems to have an effect
on the level of eWOM. Growth in Line application can indicate the effect of familiarity and interaction on eWOM
related to Line community. Thus, this study hypothesizes as follow:

Ha3. User Interaction has a Positive Relationship with Electronic Word of Mouth.

User concern for others derives from the willingness to act altruistically in helping other users to make a
decision that can result in positive eWOM (Sundaram, Mitra, & Webster, 1998; Engel, 1993). Users driven by
a concern for others generate eWOM through their experience to help friends and other users to attain maximum
advantage (Han, 2008). Moreover, some users would like to share their experience about a specific product or
service to help other users to receive some valuable references to prevent loss (Markus & Kitayama, 1991 ). Thus,
this study hypothesizes as follow:

H4. User Concern for Others has a Positive Relationship with Electronic Word of Mouth.

eWOM involves various types of media and web sites which are the platforms for online users to share their
ideas and reviews (Chatterjee, 2001; Sen & Lerman, 2007). The line mobile application is the most effective,
easy to access to create eWOM. Moreover, perceived ease of use of OCRs as determined by their comprehensibility
and clarity is suggested to affect client confidence in the e-seller, thus providing eWOM (Gefen & Straub, 2000;
Gefen, Karahanna, & Straub, 2003). Thus, this study hypothesizes as follow:
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Hb. Line Ease of Use has a Positive Relationship with Electronic Word of Mouth.

Cooper (1979) stated that originality and usefulness affect Electronic word of mouth and influences ultimate
adoption. It does not just increase product sales but improves the buzz about the products. Naidoo & Leonard
(2007) examined the impacts of eWOM on the acceptance of product suggestions by customers. Their results
verified that perceived usefulness was an important factor in accepting suggestions from customers. Thus, this
study hypothesizes as follow:

HE6. Line Usefulness has a Positive Relationship on Electronic Word of Mouth.

Methodology

Data Collection

Google survey was used because it is easy to prepare, record data automatically, avoid human error while
entering data in case of mail survey, and cover large diversified respondents while Line mobile application and
electronic mail were used to provide more channel to reach the respondents. One hundred and ninety-six
respondents (196) was collected and they are considered representing Thai consumers using Line application since
those three methods could reach wide range of people. The questionnaire was designed into two main parts:
respondent profiles and the measurement parts. For respondent profile, respondents’ age, education, occupation
and income were obtained. The measurement part is consisted of sixth sections. The first section measured user
preference, including 5 items from existing literature (Hutter, Hautz, Dennhardt, & Fiiller, 2013). The second
section the respondents evaluated user similarity (Homophily), 6 items were adopted and modified from previous
literature (Wallace, Buil, & de Chernatony, 2017). The third section measured user interaction, 5 items were
employed and adopted from existing literatures (Chu & Kim, 2011; Zhang, Omran, & Cobanoglu, 2017). The
fourth section user concern for others was measured with 5 items adapted from (Quan-Haase & Young, 2010).
The fifth section measured line ease of use, including 4 items from (Rauniar, Rawski, Yang, & Johnson, 2014).
The sixth section measured line usefulness which employed 5 items from previous literature (Yang, 2012). The
last section measured electronic word-of-mouth which employed 6 items from (Chi, 2011; Chong, Khong, Ma,
McCabe, & Wang, 2018; Zhang et al., 2017). All items were assessed via Likert scale from strongly disagree
(1) to strongly agree (6).

The target population focused on Line mobile application’s users who benefited from using Line mobile
application in their daily life. Statistical analysis program was applied to the data to analyze and interpret the
results. First exploratory factor analysis (EFA) was conducted using principal component analysis with varimax
rotation. Second, Cronbach’s alpha was used to test the consistency of the measurement. The convergent validity
and discriminant validity of the constructs were also assessed. Finally, multiple regression with stepwise method
was tested to examine the effects of the user preference, user similarity (Homophily), user interaction, user concern
for others, Line ease of use, and Line usefulness on eWOM intention.

Sample Profiles

Among the 196 respondents, the majority (39.8%) were aged between 26 and 30. This was followed by
17.5% aged lower than 20-25 years old; 11.4% aged between 31-35 years old; 16.3% aged between 36-40
years old; 4.7% aged between 41-45 years old; and 10.3% were older than 45 years old. A total of 49.0% of
respondents had an educational level of bachelor’s degree; 35.7% graduated with a master’s degree; 8.7% attained

the doctoral degrees and 6.6% studied below the bachelor’s degree. For occupation, 48.5%, worked in private
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companies, followed by 21.2% freelancers, 19.7% other occupations, 2.0% public sector employees and 6.1%
students. A total 38.8% of respondents earned more than 50,000 THB per month, followed by 17.3% earning
30,000-39.999 THB; 15.3% earning 20,000-29,999 THB;14.8% earning 10,000-19,999 THB; 10.7%
earning 40,000-49,999 THB; and 3.1% earning lower than 10,000 per month

Data Analysis

This study analyzed the reliability and validity of the scales before testing the hypotheses. The measurement’s
reliability was measured by Cronbach’s alpha and the constructs having Cronbach’s alpha between 0.839 and
0.922. Each construct is recognized for the reliability which all values are higher than the threshold of 0.7,
indicating acceptable internal consistency (Nunnally, 1978). Convergent validity indicated that the item measures
relate to each other and they are conversed in the same construct. It was tested by the composite reliability (CR)
and the average variance extracted (AVE). All composite reliability of item measures ranged from 0.887-0.939
higher than the 0.7 threshold and all AVE of item measures ranged from 0.605-0.746 higher than the 0.50
threshold, suggesting the convergent validity (Fornell & Larcker, 1981). Moreover, the factor loading scores
ranged from 0.706 to 0.922, all item measures have a standard load factor higher than 0.50 at a significant level
of 0.001 which also confirms the convergent validity (Hair, Anderson, Tatham, & Black, 1998).

In addition, discriminant validity was conducted to examine if two measures that should not be
correlated/related are actually not related and found that the square root of AVE of each construct, shown on
diagonal in table 1, are higher than the correlations between itself and other constructs, which indicates the

discriminant validity (Fornell & Larcker, 1981).

Table 1 Discriminant Validity

UP Us Ul ucC UE LU EWOM
UP 0.782
us 0.443** 0.778
Ul 0.553** 0.437** 0.844
ucC 0.452%* 0.367** 0.559** 0.864
LE 0.172* 0.249** 0.277** 0.213** 0.852
LU 0.175* 0.235%* 0.350** 0.209** 0.635%* 0.838
EWOM 0.306** 0.218%** 0.333** 0.293** 0.446** 0.431** 0.849

Note: Diagonal values are the square root of AVE for each construct.

*p < .05, **p < .01, ***p <.001
Results

The researchers used a linear multiple regression instead of structural equation modeling since multiple
regression analysis allows assessing the relative impacts of independent variables on dependent variable (Cohen,
Cohen, West, & Aiken, 2003). The stepwise regression method is chosen to fit regression models in which the
choice of predictive variables is carried out by an automatic procedure (Draper & Smith, 1981). Table 2 shows
the three model outputs. The final model (model 3) included user preference, line ease of use, and line usefulness
and excluded user similarity, user interaction, user concern for others and resulted adjusted R square = 27.1%

while the analysis of variance (ANOVA), F value = 25.217 to be significant at p < 0.001.
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Table 2 Model Summary of Multiple Regression Analysis for Validating Models

Model R R? Adjusted R” Significant F Change Durbin-Watson
1 .446 .199 .195 .000
2 503 253 .245 .000 1.601
3 532 .283 271 .005

To measure the effects of each independent variables on eWOM, the standardized beta of the three hypotheses
were all significant which are user preference has positive relationship with eWOM (B = 0.266, p = .001); Line
ease of use has positive relationship with eWOM (B = 0.221, p = .000); and Line usefulness has positive
relationship with eWOM (B = 0.223, p = .005). In sum, H1, H5, and H6 are supported. Conversely, the rest of

the three hypotheses were excluded from the final model which are user similarity has no relationship with eWOM
(B = 0.010, p = .888); user interaction has no relationship with eWOM (B = 0.093, p = .229); user concern
for others has no relationship with eWOM (B =0.116, p = .094). In sum, H2, H3, and H4 are not supported.

The multi-collinearity issues among the independent variables were checked with the variation inflation factor
(VIF) for each variable; VIFs for user preference, line ease of use, and line usefulness were reported as 1.687,
1.038, and 1.689 respectively, that were well within the acceptable limit (VIF < 10). The residual correlation
was checked to be acceptable with the Durbin—Watson value of 1.601 (< 4) (Durbin & Watson, 1950). This

study reported standardized beta instead of unstandardized beta for the clear comparison and interpretation purposes.
Discussion

The results of this study show that eWOM was influenced by user preference, line ease of use, and line
usefulness. These findings are consistent with previous studies e.g. Anastasiei & Dospinescu (2019); Gefen
et al. (2003), and Yang (2017), respectively. Anastasici & Dospinescu (2019) found the effect of user
preference on eWOM among Romanian students, who had experienced with online shopping. This effect can be
described in Line context that Line users want to help Line corporation achieve its objectives by spreading words
about it to their friends. Gefen et al. (2003) found the effect of perceived ease of use on eWOM among graduate
and undergraduate students at a leading business school in the mid-Atlantic region of the United States who had
experienced in shopping online. Yang (2017) found the effect of perceived usefulness on eWOM in an online
platform about food and restaurants in Hong Kong and other countries in Asia.

However, the results did not show effects of user similarity, user interaction, and user concern for others on
eWOM which were inconsistent with previous literatures e.g. Ibarra (1992); Burton & Khammash (2010);
Hennig-Thurau et al. (2004 ). Some studies have also questioned the overall impact and showed that the constructs
might not be strong determinants of eWOM in some circumstances (Tsao & Hsieh, 2012; Jiang, Gretzel, & Law,
2010). Therefore, the relationships certainly require further examination on a different data set with eWOM to
determine causalities.

Unexpectedly, user similarity (homophily) did not show any effects on eWOM. This could be ascribed to the
nature of the internet, especially Line application, and how users now easily communicate with other users they
have never encountered. For user interaction, it is unclear why the effect is not found. A possible explanation could
be that users who would like to interact with other users are willing to rely on the Line community for emotional

engagement, but they are not necessarily satisfied with Line offerings. In summary, the results show that the impact
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of user interaction requirements is complex due to the type and content of Line marketing. Surprisingly, user
concern for others has not been discovered to be a significant factor in affecting eWOM in Line usage, as opposed
to research by Ho & Dempsey (2010) on eWOM, which has discovered a favorable connection between altruism
and eWOM. Hennig-Thurau et al. (2004) also discovered concern for others as the second-highest predictor of
social platform visits for eWOM. The possible explanation could be that user concern for other in Line application
behave differently from other social media e.g. Instagram or Facebook

The implications of this study are as follows: for theoretical contribution, this study expanded the application
of TAM to explore the changing consumer behaviors and eWOM; for practitioner, the results of this study could
help marketer to understand Line Thai consumer behaviors, adapt their product to satisfy customers, and develop
marketing strategies that allow businesses to build on communication platform.

There are some limitations in this study. Firstly, sample size (196) could be too small as time and money
constraints, thus, future research is suggested to draw more sample to have a good representative of Thai population
to generate more reliable result. Secondly this study did not find the effect of user similarity, user interaction, and
user concern for other on eWOM, the future research could explore the new variable like appreciation from other
or financial reward. Finally, future research could discover mediator or moderator adding in this model to increase

power of explanation since this study is lack.
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