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ABSTRACT ARTICLE HISTORY
This article, leaning on the concept of market mavenism, proposes a Received 13 November 2018
method to gauge knowledge sharing in the age of new media. Accepted 28 February 2019

Hinging on imagery, and led by Pinterest, Instagram, and WeHeartlt, KEYWORDS

a breed of social media is gaining ground by attracting millennials Social media mavens; online
and females. Accordingly, there is a need to conceptualize social influencers; social media
media mavenism in a way that deliberates the specificities of these metrics; social commerce-
media and theorize about its liaison with the behaviors related to related behaviors; Pinterest;
social commerce and conducted by consumers on these media. In knowledge sharing

the qualitative investigation, the authors conducted semi-structured

interviews with sixteen regular users of Pinterest, Instagram, Etsy,

WeHeartlt or Polyvore. The quantitative investigation consisted of

528 females that are regular users of Pinterest. The results sup-

ported our thesis that the social network’s utilitarian attitude, role

in decision making, and digital virtual consumption generate the

maven-like behavior by fueling three social commerce-related beha-

viors (network expansion, social privatization, and knowledge crea-

tion). Post-hoc analysis reveals that individual factors discriminate

social media mavens or influencers, showing predictive validity. The

results lay the groundwork for an action-based metric that entice

practitioners to target online mavens by discerning the social com-

merce-related behaviors they conduct - behaviors that can be

nurtured by enhancing the network’s attitudinal and experiential

factors.

Introduction

More than three decades ago, Feick and Price (1987, p. 85) introduced a concept that
outlined the way scholars studied market influencers, defining them as ‘individuals who
have information about many kinds of products, places to shop, and other facets of
markets, and initiate discussions with consumers and respond to requests from consumers
for market information.” Ensuing research underscored the importance of the concept,
specifying that market mavens have high media consumption, communicate retailer-
related information more frequently (Abratt, Nel, and Nezer 1995), consider product-
related information more important than store-related information (Williams and Slama
1995), and have positive attitude toward a firm’s marketing initiatives such as direct-mail
advertising (Schneider and Rodgers 1993). Notwithstanding the eminence of the concept
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and the sizable literature it evoked, need exists to reintroduce it according to the
specificities of new media. Our literature review reveals that surprisingly no study has
undertaken this objective so far. This is a serious gap given that in the social commerce
environment, the effect of user generated content on consumers is salient and more
profound than that of marketer generated content (Goh, Heng, and Lin 2013). Today's
Web 2.0 and Web 3.0 applications play a major role in the life of consumers, shaping the
knowledge they acquire and directing the decisions they make. These egalitarian applica-
tions allow consumers to create, share, and acquire knowledge in multiple domains,
contributing to collective intelligence and the various actions they make (Eijkman 2008).
Correspondingly, firms are trying to exploit the interactivity and connectivity of these apps
for commercial purposes by such means as the integration of social media into their
marketing strategy. A breed of social media networks was recently integrated within this
environment, featuring primarily imagery and being led by such platforms as Pinterest,
Instagram, Etsy, Wanelo, Polyvore, and WeHeartlt (we use SMNs to denote these here-
after). These networks are gaining popularity among millennials and female consumers.
About 175 million consumers use Pinterest, creating more than a billion image boards
(Omnicore Agency 2018). According to same reference, the majority of users are females,
and active pinners typically age less than 40 years. Millennials were found to use Pinterest
as much as Instagram (Omnicore Agency 2018). Polyvore — dubbed the largest online
community of tastemakers — was recently acquired by URSTYLE, who is revamping the site
using Blockchain and Al technology (PR Newswire 2018). These events reflect the potential
of these virtual marketplaces and lure developers to identify the consumers who — while
using them - actively communicate with other consumers, providing comments and
suggestions. In a fragmented market with multiple communication channels, such practice
helps firms cultivate the potentials of their online activities. Conceptualizing mavenism
within the SMN marketplace, or social media mavenism, is relevant because it impacts
various market participants. It resonates with the hastily growing phenomenon of social
commerce i.e. the exchange activities that take place in the social network of an indivi-
dual, ranging from need recognition to the purchase steps that follow (Yadav et al. 2013).
Social interactions and user contributions to the creation of content are important
ingredients in this process (Labrecque et al. 2013). Little work has been dedicated to
study influencers within these virtual marketplaces. In fact, little is done to systematically
study influencers in the Web 2.0 era and beyond (for a review, see Chen, van der Lans, and
Phan 2017). Specifically, work has focused on studying influencers according to the
structural property of a member’s relationships (how many connections members have
and their position in their network i.e. network theory). According to this theory, a
consumer is considered a network influencer if the consumer’s portfolio of relationships
is dense and central (Kietzmann et al. 2011). Such an approach stands short of advancing
our understanding of influencers and knowledge sharing in the virtual marketplace for
several reasons. First, it lacks a conclusive conceptualization of influencers in the social
commerce environment. Second, it is simplistic because it assumes that one element -
network connectivity — sufficiently pinpoints online influencers. Chen, van der Lans, and
Phan (2017) highlighted this deficiency and suggested a method to overcome it. Third, it
does not distinguish between the divergent behaviors a member conducts within the
virtual marketplace, limiting the ability to develop evocative metrics. Finally, this approach
does not contemplate whether influencers are born or made i.e. it does not stipulate how
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social media mavenism can be nurtured. Alternatively, work adapting the market maven
concept to the online arena is dated and anecdotal. Belch, Krentlera, and Willis-Flurry
(2005) has straightly adapted a six item scale for ‘Internet mavenism’ based on Feick and
Price’s six item scale of market mavenism. This work focused on ‘Internet knowledge and
pioneering’ and its approach does not apply to today’s social commerce environment, for
which we contend that mavenism is action-driven and context-specific. Therefore, desig-
nating social media mavens and the factors that nurture their decisive online behavior is
of utmost importance. Building on literature and consumer interviews, we next develops a
definition for social media mavenism, focusing on a focal and observable aspect (the
maven-like behavior) and specifying its relation with other social commerce-related
behaviors a consumer conducts on the SMN. In a following section, we place the construct
in a nomological network delineating its attitudinal and behavioral determinants. Then we
elaborate the main study and report its results. In a post-hoc analysis, we identify the
individual factors that help discriminate social media mavens and show the linkage with
the factors discriminating market mavens. We conclude with the theoretical and practical
implications, outlining a measure that reflects knowledge dissemination on a social net-
work (the SMM metric), in conjunction with further research directions.

Mavenism in the era of new media

Social media networks encompass a group of Web-based applications that facilitate the
egalitarian creation and exchange of content. While several models have been developed
to define the features of different SMNs (Hennig-Thurau et al. 2010; Kietzmann et al. 2011;
Peters et al. 2013), all view them as tools that support social commerce activities. The
virtual reality theory postulates a major role for attitudinal and experiential factors on
consumer behaviors over these networks (Denegri-Knott and Molesworth 2010).
Consumers who subscribe to a social network usually have the freedom to customize
their accounts, follow different members, upload content from their computer and
peripherals as they wish, etc. On SMNs, a female consumer appreciates looking at the
images showing what is new about her favorite brand and having a glimpse of product
imagery shared by acquaintances and other members: the effect of such glimpse-of-eye
resembles that of word-of-mouth. On networks such as Pinterest, Etsy, Wanelo, and
WeHeartlt, consumers predominantly view, organize, and comment on product images.
Because the consumption of a social network is closely linked to the functionality and
features offered by its platform, social media mavenism should be affected to a great
extent by the platform’s features and the experience it delivers to consumers.

Conceptualizing social media mavenism

Starting from Feick and Price’s classical view of market mavens and building on social
commerce principles, we view the social media maven as a consumer of the social network’s
marketplace who exhibits an elevated level of maven-like behavior, which leads him or her to
be psychologically and emotionally attached to own account, and to commonly assume an
opinion leadership role toward the social network. On Pinterest for instance, these are the
consumers who not only pay close attention to brands and products’ pictures, but also like
the pictures posted by companies and other members, send ‘pins’ to members, share
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picture boards, share pictures on other media such as Facebook, and actively post com-
ments on the pictures they see. They become psychologically attached to their accounts for
they are active in messaging and responding to others about fashion, lifestyle, offers,
brands, products, and consumption. The value they derive from the social network’s
marketplace impels them to act as opinion leaders for it (Mathwick, Wiertz, and de Ruyter
2008). Viewing opinion leadership for the network an outcome of mavenism is pertinent
because opinion leadership is propelled by mavenism. In effect, market mavens possess
more marketplace information than opinion leaders (Slama and Williams 1990). Social
media mavens acquire favorable emotional satisfaction from their online marketplace
activities and feel proud of their accounts and the content they generate. As the use of
SMNs such as Pinterest is dramatically increasing, it is conceivable that the unique features
of these media primarily enjoy millennials and female consumers who appreciate and use
them to keep informed about the marketplace themes, efficiently communicate the
acquired knowledge to other members and consumers, and while doing so, gradually
become attached to their accounts. On balance, the degree to which the consumer engages
in maven-like behavior within the network’s marketplace shapes the degree to which the
consumer gets psychologically and emotionally attached to own account and the degree to
which the consumer assumes the role of opinion leadership for the social network. These
three factors should therefore correlate:

Hypothesis 1 (H1). The stronger a consumer’s maven-like behavior on the social media
network becomes, the higher the consumer is psychologically and emotionally attached to
own account, and the more vigorously the consumer acts as an opinion leader for the social
network.

The maven-like behavior and facilitating social commerce-related behaviors

On the SMN, a consumer performs a set of activities or behaviors. Although the
behaviors differ according to the SMN type and the features it offers, some are global.
Theorizing about these behaviors is relevant not only because they are imperative to
pinpoint influencers, but also because they are easily observable and accessible. It is
conceivable for the SMN administrator to discern the behaviors a consumer is conduct-
ing or has conducted on the network’s platform, be it following other members,
subscribing to their content, messaging others, or liking images. On the social network,
actors try to define their current situation, striving for a superior social role and attempt
to sign up other actors in support (Mead 1934). Such process implies that the status of
the SMN member is dynamic and shaped by intertwined, meaningful behaviors. We
theorize that the behaviors a consumer performs on the social network are distinct
though interrelated, and that the maven-like behavior is the outcome of other facilitat-
ing social commerce-related behaviors. Market mavenism theory denotes this hierarchy:
Market mavens are the most likely to (1) seek information about the marketplace and (2)
distribute this information to others (Feick and Price 1987). Because Internet mavens
possess more generalized knowledge regarding the Web marketplace (they are savvy
regarding how to search for and find information and respond to requests of providing
information to others), others turn to them due to the mavens’ advanced Internet skills
(Belch, Krentlera, and Willis-Flurry 2005). Social media mavens develop particular
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knowledge of the network’s marketplace and accumulate this knowledge, but are not
easily recognized by other consumers. On a social network, influencers usually make the
first move e.g., by commenting on a product picture posted by a firm/member, by
suggesting a stylish combination of products, by responding to an open enquiry, etc. It
is unlikely for a member of Pinterest, for instance, to identify the network’s mavens
beforehand to approach them with an enquiry about its marketplace. Indeed:

Social media are communication systems that allow their social actors to communicate along
dyadic ties. As a consequence, and in stark contrast to traditional and other online media,
social media are egalitarian in nature. This means, for example, that a brand is essentially a
node, or an actor, just like any other in a network. (Peters et al. 2013, p. 282)

The egalitarian nature of SMNs contributes to the difficulty users face to pinpoint a
network’s mavens. Alternatively, mavens (e.g., on Pinterest) can efficiently and freely
disseminate their accumulated knowledge by several means, such as sending ‘pins’ to
other members, messaging others, uploading a product image from a peripheral to
share it with acquaintances on same or other media such as Facebook. Therefore, Feick
and Price’s traditional view of mavens partially applies to the social commerce environ-
ment. The traditional view requires that mavens are readily identified, which makes it
easy for others to approach them for help and advice. Accordingly, while certain
measures of market mavenism (e.g., ‘I like introducing new brands and products to
my friends, | like helping people by providing them with information about many kinds
of products’) can be adapted to the social commerce environment, others (e.g., ‘My
friends think of me as a good source of information when it comes to new products or
sales’) are not easily adapted. On SMNs such as Wanelo and WeHeartlt, where thousands
of members exchange product knowledge, it is challenging for a member to identify the
members ready to share information or to anticipate the ones who might inspire her.
Additionally, synoptic measures of mavenism (e.g., ‘Think about a person who has
information about a variety of products and likes to share this information with others.
This person knows about new products, sales, stores, and so on, but does not necessarily
feel he or she is an expert on one particular product. How well would you say that this
description fits you?’) are not applicable to the social commerce environment. Such
measures not only are challenging to be articulated in a way that embraces a network’s
diverse marketplace and the myriad of actions a member performs within it but also can
be misleading. A consumer most probably does not recognize that she has sufficient
knowledge of a network’s marketplace that she likes to share with other members
because of several reasons. First, the consumer is inclined to underestimate own market-
place knowledge. Due to the egalitarian nature of a social network and the presence of
numerous nodes (mainly representing members), a member does not need to accumu-
late ample knowledge of the network’s marketplace to influence another. Second, the
flow of information between a network’s members is continuous though fragmented
and occurs in small amounts e.g.,, a comment or like from a consumer commending a
product image posted by another, an image shared by a member, etc. This nature of
information flow delineates a striking difference between market mavenism and social
media mavenism. While the market mavens literature (Feick and Price 1987) indicated
that they constitute 5% or less of consumers, social media mavens on a healthy network
would constitute a higher percentage of members. Third, the SMN’s consumer usually
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communicate and share knowledge with members selectively or out of sheer curiosity.
We indeed observed in the interviews that consumers share knowledge on a social
network largely in response to implicit reasons, as we discuss next. This backdrop drove
us to focus on the member’s maven-like behavior on the social network, a behavior we
view as the outcome of a series of events or behaviors. In effect, this behavior is but the
result of facilitating social commerce-related behaviors. On a social network, the maven-
like behavior amounts to knowledge dissemination, normally preceded by behaviors
that make it feasible and eloquent. Social commerce principles, coupled with observa-
tions resulting from semi-structured interviews of 45 -60 minutes with sixteen partici-
pants who are regular users of Pinterest, Instagram, Etsy, WeHeartlt and/or Polyvore
(twelve females and four males, four married, aged between 20 and 30 except two that
aged 46 and 61), propose that three behaviors a consumer conducts on the SMN are
distinct and salient in predicting the maven-like behavior: network expansion, social
privatization, and knowledge creation (See Figure 1).

Network expansion comprises the actions of subscribing to other members or their
content and is probably the first behavior a member conducts upon joining the social
network and continues conducting through her/his life-time interaction with the
network’s platform. On Pinterest, this behavior comprises following members as
well as following image boards created by them. Social privatization is the actions
taken to conceal one’s information and preferences to express oneself selectively and
confidentially. Most of the consumers we interviewed identified this behavior as
crucial to their positive experience and productivity on the social network, uttering

/ The Maven-Like Behavimx
(Knowledge Dissemination)

- Send private messages

- Send “pins” to other users
- Share images on Facebook
- Like images

- Post comments

k]mporl pics from my PC /

A

Network Expansion Social Privatization Knowledge Creation
- Follow members

- Follow boards

- Unfollow members
- Unfollow boards
- Create secret boards

- Pin pictures

- Create public boards

- Edit own pins & boards
- Add pins from websites

Figure 1. The social commerce-related behaviors consumer conducts on a social network and
anticipated relations.

Note. In italics are the actions identified in the main study of Pinterest as discriminately loading on a specific behavior
factor
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remarks such as ‘The way | use it, it's really for me.” On Pinterest, this behavior
comprises the actions of unfollowing members, unfollowing image boards, and
creating secret boards. Knowledge creation comprises the actions of viewing, collect-
ing, and organizing content in a way that helps the consumer makes sense of it to
form an understanding of the network’s marketplace, its themes, and trends. All
interviewees emphasized that a main motive of using Pinterest and similar networks
is to construct knowledge and become inspired to do something creative about a
product or service now or in the future, providing such remarks as: ‘...it [Pinterest]
probably inspires me in a certain way, especially on how to wear things,” ‘When | do
research for work or even for personal reasons, that's what | want to see, so it's really
[about] inspiration,” ‘For me, it's [getting] the ideas. It can simply give some creativity
- oh, | could do that at some point — you know,’ ‘It's the images. Yes, it's really to see
the images, get ideas... and keep them... | think it's really the fact of keeping the
ideas that | like,’ and "... even if the link does not exist anymore, you still have the
image that inspired you in the first place.” When these behaviors are performed on a
network’s platform, the maven-like behavior (knowledge dissemination) becomes
conceivable. In the social commerce environment, mavenism engulfs two undertak-
ings: inspiration and self-expression. Social media mavens develop not only the ability
to be inspired by the network actors but also the ability to inspire other actors. On
Pinterest, mavens actively express themselves by efficiently locating and screening
product images, grouping them into stimulating image boards (be it secret or public
board), and sending ‘pins’ to others. The interviewees indicated that they use
Pinterest and similar networks to express their feelings, thoughts, and ideas about
products, services, and lifestyle, uttering such remarks as ‘I created a lot of boards you
see, websites, fashion, gardening, children, design [...] What describes me, what | am.
That's it. It's a journal and a scrapbook,” and ‘Me, | think that having this, it's to make
us known. You know a bit about someone’s personality when you go see his or her
boards...” On a social network, the maven-like behavior instigates self-expression and
is commensurate with reciprocity principle — when a member inspires and helps
others, the member anticipates the same in return. On Pinterest, the maven-like
behavior comprises several actions such as sending ‘pins’ to network members or
to other consumers by email, sending private messages to members, sharing product
images on other social media such as Facebook, and commenting on members’
images (Figure 1). Our proposition of the existence of divergent yet intertwined social
commerce-related behaviors conducted by the consumer of a network’s marketplace
resonates with the functional building blocks framework (Kietzmann et al. 2011), which
defines social media according to their building blocks e.g., conversations, sharing,
presence, relationships, and groups. Alternatively, designating the maven-like beha-
vior as a second-order behavior (as depicted in Figure 1 and elaborated in H6) has
theoretical ground and reinforce our view of social media mavens:

Hypothesis 2 (H2). The actions performed by a consumer of a social network converge in
distinct, interrelated behaviors. On the SMN, the social commerce-related behaviors a
consumer conducts comprise the factors of network expansion, social privatization, knowl-
edge creation, and knowledge dissemination (i.e., the maven-like behavior).
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Placing social media mavenism in nomological network

Given the construct novelty, it is apposite to place it in nomological network (see Figure 2),
which shows construct validity (Cronbach and Meehl 1955) and helps identify key attitudinal
and behavioral determinants. Building on the Cognitive-Affective-Conative framework, and
the Attitude-Behavior framework which forms the base for prominent theories such as
Theory of Reasoned Action (Fishbein and Ajzen 1975), we expected that a member’s maven-
ism on a social network is affected by a set of attitudinal and experiential factors the
network’s platform delivers. A key characteristic of mavens is that they conduct activities
on the social network that do not benefit them directly e.g., advise others or share images of
products they do not intend to buy. In the social commerce environment, the experience
mavens derive from such activities helps explain them. The maven-like behavior comprises
knowledge dissemination activities and is a consequence of facilitating behaviors.
Therefore, the attitudinal and experiential factors delivered by the network’s platform
should shape the maven-like behavior by influencing its behavioral antecedents, namely
network expansion, social privatization, and knowledge creation (Figure 2).

Theoretically, the factors that help explain a member’s knowledge sharing on the
SMN encompass (1) the attitude the member holds toward the SMN, (2) the experi-
ence the member derives from the SMN reflected by digital virtual consumption, (3)
and the role played by the SMN in the member’s decision making. Attitude toward
the SMN should impact the social commerce-related behaviors directly and indirectly
by shaping affective and cognitive factors (Fishbein and Ajzen 1975). Therefore,
utilitarian attitude (the degree to which a consumer believes the SMN is useful,
valuable, and beneficial; Batra and Ahtola 1991) should impact the SMN'’s derived
experience, role in decision making, and thus the behaviors facilitating the maven-
like behavior (H3). On the SMN, digital virtual consumption captures the experience a
member derives from the network’s platform (Denegri-Knott and Molesworth 2010).
The development of this construct was based on earlier work (Shields 2003) advan-
cing that the digital virtual world of an individual lies somewhere between

Attitudinal and Experiential
Factors

SMN Role in
Decision Making

H3b
0.24
H3a

L 0.58 Hdc

Digital Virtual

Consumption
H4a

0.24

034/

Facilitating Social
Commerce-Related Behaviors

nowledge Creation

Hé6a
0.25

"3 Network Expansion

Figure 2. Nomological network for social media mavenism.

Notes. (a) A dotted line denotes an empirically insignificant path (b) The values shown are SEM standardized

coefficients (significant at p < .01)

Social Media Mavenism
and Consequences

Psychological Attachment
to Account

!

H7a
0.64

Maven-Like Behavior
(Knowledge Dissemination)

H7b
0.64

W

Opinion Leadership
for the SMIN
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imagination and materiality. This world thus involves a reduction of materiality.
Virtual digital spaces open the door to a multitude of forms of fun and experiences,
conducive to an environment of material consumption. Unlike theories of consumer
imagination, digital virtual consumption is applicable to the social commerce envir-
onment because the stimulating objects (product images in case of Pinterest and
Instagram) exist outside the consumer’s mind. SMNs have an innate ability to give a
sense of pleasure to consumers due to an elevated level of visual content, as our
interviewees imply. Owing to their imagery, SMNs have the ability to provide a sense
of ‘being there’ (Mathwick, Wiertz, and de Ruyter 2008). Digital virtual consumption
theory is applicable to SMN environments because it embodies functions of virtual
consumption strongly relating to social commerce, particularly the stimulation of
consumers’ desires and the enactment of their dreams. Our repeated search for
handcrafted earrings on one of these networks always gave new results; such an
event stimulates desire due to renewed visual content. SMNs enable consumers not
only to have a glimpse of favorite product’s imagery but to organize and ‘store’ them
in a personal place. While these actions do not necessitate that the product will be
owned someday by the consumer, the product’s images now belong to the con-
sumer, enacting her/his dreams. The Cognitive-Affective-Conative framework induces
this relation (H4). The role the SMN plays in decision making differs between con-
sumers of a network’s marketplace (Yadav et al. 2013) and should be vital in driving
the social commerce-related behaviors. The interviews elaborated this difference.
While some interviewees suggest that the SMN they frequently use has a weak to
moderate role in decision making (e.g., 'l don't think it guides your buying decisions
precisely but globally. Like, me for example, | searched “bathroom turquoise walls” to
be able to see which color of towels would look nice at my place,’ ‘The fact that you
associate Pinterest with buying, it surprises me, because | don’t see Pinterest like this.
However, it's a good indication ... For a long time, | searched for bed sheets with the
Eiffel Tower on it and | saw a lot of images, but | couldn’t know where to buy them,’
and ‘For me, the things that influence my purchases, it's more blogs. It [the SMN |
use] might influence me because after seeing pretty images like this, at one point |
will tell myself “Ah, a nail polish like this one would really give a nice color,” but not
to go directly buy something’), others either admitted it already contributed to their
purchase decisions (one interviewee depended on Pinterest to shop for items for her
wedding ceremony) or suggested a strong role (e.g., ‘l wouldn’t mind if it [Pinterest]
takes me to a good website. It already happened to me, | clicked on a link to go to
the website...’). This factor (reflected by such items as ‘X acts as a source of
information about where to buy a product or a service’ and ‘X is a source of approval
for purchases | intend to do’) should be affected by utilitarian attitude while influen-
cing the social commerce-related behaviors. Similar to derived experience, and based
on the Cognitive-Affective-Conative framework, the role the SMN plays in decision
making should mediate the effect of utilitarian attitude on the facilitating social
commerce-related behaviors (H5). Based on this backdrop, we stipulate that:

Hypothesis 3 (H3). The utilitarian attitude a consumer holds toward the SMN has an effect
on (a) digital virtual consumption, (b) SMN’s role in decision making, (c) network expansion
behavior, (d) social privatization behavior, and (e) knowledge creation behavior.
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Hypothesis 4 (H4). The digital virtual consumption a consumer attains on the SMN mediates
the effects of utilitarian attitude on the (a) network expansion behavior, (b) social privatiza-
tion behavior, and (c) knowledge creation behavior.

Hypothesis 5 (H5). The role in decision making a consumer assigns to the SMIN mediates the
effects of utilitarian attitude on the (a) network expansion behavior, (b) social privatization
behavior, and (c) knowledge creation behavior.

On their part, the latter social commerce-related behaviors should help generate the
maven-like behavior (as discussed in the section elaborating H2). Moreover, because
consumers of a network’s marketplace can vigorously disseminate knowledge only upon
creating it, the strongest behavior in predicting social media mavenism should be knowl-
edge creation. Market mavenism theory indeed emphasizes the rapport between having
marketplace knowledge and the efficient communication of this knowledge. Therefore:

Hypothesis 6 (H6). The social commerce-related behaviors a consumer conducts on the SMN
help generate the maven-like behavior. Specifically, each of the (a) network expansion
behavior, (b) social privatization behavior, and (c) knowledge creation behavior has a
positive effect on the maven-like behavior. Moreover, (d) knowledge creation behavior
should predict the maven-like behavior substantially more than the other behaviors.

Research design and methodology

To show the validity of the developed concept and test the hypotheses, we collected data
from 549 adult females contacted via Amazon’s MTurk. The use of this panel is appropriate
because it replaces a convenience sample by heterogeneous participants and it outper-
forms student samples (Kees et al. 2017). After examining the data, we retained the
responses of 528 females because the rest were incomplete or did not correspond to
our selection criteria (to have an account on the selected SMN i.e. Pinterest, and to access
it at least once per month). Focusing on females is relevant because they form the vast
majority of Pinterest members (80%; Omnicore Agency 2018). This trend is observed for
other SMNs e.g., 90% of Wanelo members are females (DMR STATS 2016). Focusing on
females moreover offers control over gender. Research suggests differences in the moti-
vations for male versus female mavens: They showed divergent motivations and altruistic
dimensions (Kiani, Laroche, and Paulin 2016) and decision-making traits (Wiedmann,
Walsh, and Mitchell 2001). Pinterest was the selected SMN for the study because of its
size and popularity; according to Mashable.com: ‘Pinterest is a social bookmarking site
where users collect and share photos of their favorite events, interests and hobbies. One
of the fastest growing social networks online, Pinterest is the third-largest such network
behind only Facebook and Twitter” The study measures and prescribed metrics can
however be easily adapted for other SMNs. Seventy percent of the sample aged less
than 34 years and 56% aged between 25 and 34. A majority of participants (63%) were
employed (19% of them were self-employed) and 4% were students. As for education,
31% received some college education and 44% were college graduates. Overall household
income for majority of participants (60%) situated within the 25 and 75 K USD bracket.
These figures are comparable to those of reports investigating the demographics of
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Pinterest members (e.g., Omnicore Agency 2018). We thus conclude that our sample,
unlike student samples, fairly represents the female members of the studied network.

Measures

Multi-item, seven-point Likert-type scales constituted most scales used to measure the
model constructs (attitude and opinion leadership were seven-point semantic; see
Appendix for the questionnaire as presented to participants). Two pretests were con-
ducted to develop the questionnaire involving several participants; the purpose of these
pretests was to ensure proper comprehension and estimate the time needed to com-
plete the study. Besides measuring the model constructs (Figure 2), the questionnaire
measured the respondent’s Web use, Pinterest use, personality (the Big Five inventory),
and finally her demographics. The latter measures, used in the post-hoc analysis, also
served as filler items as they helped insert a temporal, proximal, or psychological
separation between measures of predictor and criterion variables in the model, a step
required to alleviate sources of common method bias (Podasakoff et al. 2003). Other
steps to alleviate common method bias ex-ante (Podasakoff et al. 2003) were implemen-
ted in the questionnaire, namely (1) the use of different response formats (semantic
differential, Likert-type, checkbox-type, and open-ended items), (2) the use of different
locations (different Web pages and tables) to measure the predictor and criterion
variables, (3) the clear communication of respondent anonymity (performed in the
opening letter), (4) the reduction of ambiguity (we defined vague and new terms,
avoided jargon, and ensured simplicity by using concise terms and validated scales),
(5) the replacement of bipolar numerical scale values (-3-3) with verbal labels (bene-
ficial-harmful), and (6) the presentation of items in a random order e.g., for the items
reflecting the social commerce-related behaviors. The maven-like behavior comprises a
new measure that was developed by means consistent with prescribed methods
(Churchill 1979). To validate its operationalization, we conducted formal and informal
interviews with SMN users, reviewed the related literature (on market and Internet
mavenism and related concepts i.e. opinion leaders, early purchasers, and online influ-
encers), observed the behaviors of members of actual SMNs to validate content validity,
accordingly generate the items (together with the items reflecting the other social
commerce-related behaviors), and pretested them before their use in the main study.

Data analysis

Initially, an exploratory factor analysis (EFA) was used to verify the measures reflect-
ing the latent constructs in the model, and the measures showed evidence of validity
and reliability once items with low loadings and high cross loadings were eliminated.
This process resulted in the retention of 44 of the original 52 items (see Table 1 for
retained items and Appendix for original items; see Table 2 for the factorial solution
and explained variance). Then, a confirmatory factor analysis (CFA) by means of
LISREL 8.51 was conducted to validate the nine measures. All 44 items from the
EFA also remained in the final measurement model of the nomological network
discussed next. Reliability of the measures is confirmed using several criteria
(Fornell and Larcker 1981; Nunnally and Bernstein 1994). Cronbach’s alpha values
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Table 1. Item properties for latent constructs in nomological network and sources.

Construct f{internal consistency, composite reliability, and average variance Standard EFA
extracted} (source of measure) Mean  Deviation Loading
Utilitarian Attitude UA {0.88, 0.89, 0.67} (Batra and Ahtola 1991)

Useful — Useless 5.91 1.26 0.74
Valuable — Worthless 5.81 1.25 0.92
Beneficial — Harmful 597 1.11 0.90
Wise - Foolish 5.48 131 0.73

Digital Virtual Consumption DVC {0.89, 0.86, 0.61} (Denegri-Knott and
Molesworth 2010)

The large supply of images on Pinterest stimulates my desires for new things 5.31 1.49 0.75
Pinterest in an endless source of pictures | am continuously motivated to explore  5.49 1.33 0.74
Doing online ‘window-shopping’ on Pinterest is pleasurable 5.66 1.36 0.80
Pinning pictures is a way to ‘store’ things | desire 5.74 137 0.75
Adding new pins to my Pinterest boards is pleasurable 5.50 1.38 0.66
Role in Decision Making RDM {0.88, 0.87, 0.57} (Yadav et al. 2013)

Pinterest is a source of approval for purchases | intend to do 3.63 1.86 0.75
Pinterest allows me to reduce the risks related to the purchases | intend to do 3.93 1.73 0.74
Pinterest acts as a source of information about where to buy a product or service 4.61 1.65 0.72
Pinterest acts as a source of information about when to buy a product or service  3.82 1.79 0.84
Pinterest helps me coordinate group purchases 3.25 1.91 0.75
Network Expansion NE {r = 0.79, 0.87, 0.78}

Follow members 5.13 2.11 0.87
Follow boards 5.21 2.09 0.90
Social Privatization SP {0.80, 0.84, 065}

Unfollow members 2.93 1.99 0.97
Unfollow boards 2.89 1.95 0.90
Create secret boards 3.27 2.28 0.67
Knowledge Creation KC {0.73, 0.81, 0.52}

Pin pictures 5.95 1.98 0.68
Create public boards 4.40 236 0.66
Edit own pins and boards 475 2.04 0.65
Add pins from websites 4.67 230 0.64
Maven-Like Behavior MLB {0.87, 0.86, 0.54}

Send private messages 2.81 2.20 0.77
Send ‘pins’ to other users 3.50 2.30 0.70
Share pictures on Facebook 4.03 2.54 0.72
Like pictures 5.31 2.23 0.60
Post comments 3.81 2.32 0.80
Import pics from my PC 341 2.38 0.73

Psychological Attachment to Account PAA {0.90, 0.90, 0.52} (Dwayne Ball and
Tasaki 1992)

If someone ridiculed my Pinterest account, | would feel irritated 412 2.03 0.62

My Pinterest account reminds me of who | am 4.49 1.75 0.76

If | were describing myself, my Pinterest account would likely be something | 3.27 1.89 0.70
mentioned

If someone hacked my Pinterest account, | would feel a little bit personally attacked 4.70 1.91 0.72

If my Pinterest account was erased, | would feel like | had lost a little bit of myself 4.02 1.93 0.81

| don’t have too many feelings about my Pinterest account R 4.28 1.84 0.64

If someone praised my Pinterest account, | would feel somewhat praised myself ~ 4.82 1.66 0.74

Probably people who know me might sometimes think of my Pinterest account 333 1.86 0.63
when they think of me

If 1 didnt have my Pinterest account, | would feel a little bit less like myself 3.00 1.75 0.71

Opinion Leadership for Social Network OLS {0.88, 0.87, 0.54} (Childers 1986)

In general, do you talk to your social circle about Pinterest: Never — Very often 3.99 1.61 0.85

When you talk to your social circle about Pinterest do you: Give very little 4.30 1.67 0.74
information - Give a great deal of information

During the past six months, how many people have you told about Pinterest? Told 3.83 1.69 0.82
no one — Told a number of people

Comparing with people in your social circle, how likely are you to be asked about 3.68 1.82 0.84
your Pinterest account? Not at all likely to be asked — Very likely to be asked

In discussions about Pinterest, which of the following happens most often? Your  4.61 1.56 0.61
friends tell you about Pinterest — You tell your friends about Pinterest

Overall, in all your discussions with your social circle, are you: Not used as a source 4.72 1.46 0.60

of advice — Often used as a source of advice




648 M. ALJUKHADAR ET AL.

Table 2. Factorial solution and explained variance.
Factor  Eigenvalues % of Variance Explained  Cumulative Variance  Rotation Sums of Squared Loadings

1 13.93 31.65 31.65 8.56
2 4.68 10.63 42.28 538
3 240 5.46 47.74 4.95
4 2.16 492 52.66 8.18
5 1.86 4.23 56.89 6.06
6 1.44 3.28 60.17 7.51
7 137 3.12 63.29 4.54
8 1.07 242 65.71 6.62
9 1.00 2.23 67.94 3.82

for the scales indicate uniformly acceptable reliabilities; the alpha of one scale
(knowledge creation) was not high (0.73), which is not unusual for new, quasi-
observed scales (Nunnally and Bernstein 1994). Composite reliability ranges between
0.81 and 0.90. Finally, the average variance extracted for the constructs in the
measurement model ranges between 0.52 and 0.78, exceeding the recommended
level of 0.50 (see Table 1 for measurement properties). The measures show evidence
of validity. The high composite reliabilities (Fornell and Larcker 1981) and adequate
standardized loadings (Anderson and Gerbing 1988) show convergent validity.
Discriminant validity is shown using several criteria. First, the EFA shows clean factors
and the first nine factors extracted are meaningful (see Table 2). Second, the con-
fidence interval (two times standard error) for construct correlations does not include
1.0 (see Table 3 for correlations). Third, the Anderson and Gerbing (1988) test of chi-
square differences when every pair of construct correlations are constrained to 1.0 is
performed for all pairs of constructs, one at a time, and the results provide evidence
for discriminant validity among all the 9 constructs in the model. The results of the
tests described above (i.e,, EFA, CFA) show that the attitudinal and experiential
factors, together with the facilitating social commerce-related behaviors are reliable
factors — and as structural equation modelling (SEM) demonstrates, these factors
predict social media mavenism.

Results

H1 predicted significantly adequate correlations between the maven-like behavior,
account attachment, and opinion leadership. Indeed, the correlation coefficients

Table 3. Correlations and variance statistics for latent constructs.

Mean  Standard Deviation NE SP KC MLB UA RDM OoLS PAA  DVC
NE 517 1.98 1
SP 3.03 1.73 A426%* 1
KC 494 1.61 528%*  439** 1
MLB  3.81 1.81 AB1**  A45**  A31** 1
UA 5.79 1.06 .289%*  0.028 .290%*  .110* 1
RDM  3.85 1.46 369%  391%*  320%*  624%*  239%* 1
oLS 419 1.28 A25%%  387**  456%*  523**  363**  535%* 1
PAA  4.00 1.38 399%%  297*%%  429%*  53(Q¥*  324**  5)O¥*  5g)¥* 1
DVC  5.54 1.15 351** 0.084 395%%  211*%  526%*  327*%  384**  520%* 1

Pearson correlations statistics are 2-tailed and based on summated scales’ values.
* p < 005; ** p < 001.
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between these factors were large and significant (r > .520, p < .001, Table 3).
Alternatively, H2 predicted that the social commerce-related behaviors a consumer
conducts on the social network comprise four factors: network expansion, social
privatization, knowledge creation, and knowledge dissemination. We first performed
EFA on the items reflecting the four behaviors (displayed randomly to participants in
the order shown in Question 13 in Appendix) and four clear factors emerged, each
with eigenvalue higher than 1. The items that highly loaded on a factor were indicative
of the anticipated behavior (see Figure 1). Only one item (‘visit the website from which
the pictures come from’) had a high cross loading and was excluded. The first two
hypotheses are thus supported (H1 and H2 also received support in the CFA and the
SEM steps). To test the hypotheses delineating the model (H1, 3, 4, 5 and 6), SEM was
performed using LISREL 8.51. The model demonstrates acceptable fit (m* = 3610;
degrees of freedom = 880; comparative fit index CFl = 0.85; incremental fit index
IFl = 0.85; root mean square error of approximation RMSEA = 0.077). Because a
statistically significant 2 is not unusual with a large sample size, researchers are
encouraged to provide other measures such as the RMSEA, which helps ‘correct for
the tendency of the chi-square statistic to reject any specified model with a sufficiently
large sample’ (Hair et al. 1992, p. 656). Models with acceptable fit have RMSEA below
0.08 (Hu and Bentler 1999). Accordingly, the hypotheses were supported (only H3c, d,
e and H4b were not; see Figure 2 for the standardized coefficient 3 of empirically
significant paths). Because H3a, b were supported while H3c, d, and e were not, the
utilitarian attitude impacted facilitating social commerce-related behaviors indirectly
(by enhancing the social network’s role in decision making and digital virtual con-
sumption). On its part, digital virtual consumption impacted both the behaviors of
network expansion (H4a) and knowledge creation (H4c), but not social privatization.
Alternatively, the social network’s role in decision making impacted all facilitating
social commerce-related behaviors (H5a, b, and c). Importantly, each of the facilitating
behaviors had a significant impact on the maven-like behavior (H6a, b, and c); further-
more, the impact of knowledge creation was relatively substantial as H6d prescribes.
According to HT, in a structural model the maven-like behavior should adequately
predict both account attachment and opinion leadership for the social network, which
was the case (Figure 1). To examine whether the facilitating behaviors directly
impacted account attachment and opinion leadership, we freed the associated paths
and found that only two additional structural paths were significant: the paths from
knowledge creation to account attachment (3 = 0.70) and to opinion leadership
(B = 0.62). We also checked for the role of facilitating social commerce-related beha-
viors in the model. Because the model (Figure 2) is essentially prescribing a mediating
role for these, it behooves the case to verify this role. Using the method recommended
by Baron and Kenny (1986) to verify partial mediation, we conclude that the facilitating
behaviors are significant mediators of the effects of exogenous factors (SMN'’s role in
decision making and digital virtual consumption) on social media mavenism.
Consistent with the SEM findings (Figure 2), only the mediational role of social
privatization for the effect of digital virtual consumption was marginal. All the other
mediational effects were clearly significant (p < .05). On balance, the tests (Baron and
Kenny, SEM) indicate that the mediation role of facilitating social commerce-related
behaviors is substantial, and has statistical merit besides the theoretical one.
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Post-Hoc discriminatory analysis

We finally performed analysis using the respondent’s personality (the Big Five inven-
tory), Web use, Pinterest use, and demographics to examine whether these variables
help discriminate mavens at a social network’s marketplace. Because a plethora of
research pinpointed the individual and behavioral differences for market mavens, this
analysis shows the predictive and external validity of the newly developed construct
designating social media mavens (Pearl and Bareinboim 2014). The literature indicates
that, compared to demographic factors, individual and psychological factors are more
powerful in discriminating market mavens (Sung and Kim 2015); the participant’s Web
use, Pinterest use, and personality accordingly should be more powerful in pinpointing
Pinterest mavens than demographics. For personality, moderate positive correlations of
market mavenism were found with openness to experience, extraversion, and agree-
ableness and weak positive correlations were found with conscientiousness and emo-
tional stability (Flynn and Goldsmith 2016); social media mavens should hence exhibit
similar personality traits i.e. score higher on openness to experience, extraversion, and
agreeableness. The empirical evidence also specifies that market mavens shop and buy
more than other consumers (Slama and Williams 1990); social media mavens should
therefore report higher levels of online shopping and purchasing. Because market
mavens seek information from multiple resources, shop in different outlets, and have
less brand loyalty (e.g., Flynn and Goldsmith 2016), Pinterest mavens are expected to
use competing SMNs more and to report using a variety of social media networks e.g.,
Facebook, Twitter, and LinkedIn. Lastly, as network influencers, they should follow more
members, and more members should be following them. According to Network theory,
a network influencer’s portfolio of relationships is denser and central (Kietzmann et al.
2011). To conduct this analysis, we divided the observations into two groups in
accordance with social media and market mavenism definitions. Pinterest mavens
thus were the respondents scoring above the median (median value in parenthesis)
on each the maven-like behavior (3.66), account attachment (4.11), and opinion leader-
ship (4.33). This step resulted in 143 observations (27% of the sample), a percentage
that corresponds with an estimate of market mavens (30% in Wiedmann, Walsh, and
Mitchell 2001). In effect, a study designated certain consumers making up to 20% of
population as individuals who are innovators, opinion leaders, and market vigilantes
that are in continuous search and dissemination of market information (Thorelli and
Engledow 1980). We then applied discriminatory tests (mainly ANOVA/mean tests) and
found the differences anticipated by theory (For significant differences, see Table 4,
which reports ANOVA F, p-value, Eta-squared n?, group mean and standard deviation).
The differences were notable and indicative. First, we found significant correlations
between social media mavenism and three dimensions of personality (extraversion,
agreeableness, and openness to experience), a finding that is commensurate with
research on personality of market mavens (Flynn and Goldsmith 2016). The strength
of variable association (reflected by n?) was generally high (strongest for extraversion,
followed by agreeableness and openness to experience). Second, Pinterest mavens
reported they use more competing SMNs (e.g., Etsy, Polyvore, Wanelo, and
WeHeartlt) and more social networks (e.g., Facebook, Twitter, and Google+). The use
of competing SMNs had a remarkablen?. Third, similar to market mavens, Pinterest
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Table 4. Results of the Post-Hoc discriminatory analysis.

Factor (F, p, and Eta-Squared n?) Social Media Mavens Non- Mavens
Personality

Extraversion (84.8, .000, .139) 3.51(0.50) 3.13(0.39)
Agreeableness (27.7, .000, .050) 3.43(0.46) 3.22(0.37)
Openness to experience (42.0, .000, .074) 3.85(0.59) 3.49(0.56)
Web Use

Number of social media platforms used i.e. Q6 in Appendix (13.1, .000, .024) 4.18(1.55) 3.60(1.66)
Frequency of online buying i.e. high is 1 and low is 6 Q8 (5.47, .020, .010) 2.70(0.71) 2.84(0.57)
Number of competing SMNs used Q9 (67.1, .000, .113) 2.25(1.62) 1.31(0.94)
Pinterest Use

Use intensity of platform i.e. high is 1 and low is 3 Q4 (12.7, .000, .024) 2.02(0.66) 2.25(0.68)
Peripheral used to navigate platform is PC vs. handheld Q10 (9.95, .002, .019) 61.4(26.7) 70.4(29.9)
Platform accessed during work vs. non-work Q11 (22.1, .000, .040) 15.8(19.4) 8.13(15.5)
Platform is navigated in morning Q12 (5.42, .020, .010) 23.7(17.3) 19.5(18.8)
Searching for specific content on platform Q15 (22.0, .000, .040) 5.36(1.01) 4.76(1.40)
Clicking probability i.e. high is 1 and low is 7 Q16 (9.28, .002, .017) 1.65(0.75) 1.85(0.68)
Contribution to decision i.e. Yes is 1 and No is 2 Q18 (12.8, .000, .024) 1.08(0.27) 1.21(0.41)
Number of pinners the respondent follows Q19 (22.8, .000, .042) 3.00(1.34) 2.36(1.38)
Pinners followed were found while browsing platform Q20 (3.92, .048, .007) 0.80(0.39) 0.72(0.45)
Pinners followed were recommended Q20 (13.2, .000, .024) 0.36(0.48) 0.21(0.40)
Pinners followed are liked brands/companies Q20 (14.7, .000, .027) 0.43(0.49) 0.26(0.44)
Number of pinners following the respondent Q21 (4.86, .028, .010) 2.48(1.31) 2.17(1.46)
Demographics

Age group Q32 (5.57, .019, .010) 2.15(0.78) 2.36(0.95)
Employed/self-employed is 1 and other status is 2 Q33 (5.53, .019, .010) 1.12(0.32) 1.21(0.41)
Level of education Q34 (18.5, .000, .023) 4.79(1.31) 4.37(1.20)

To maintain consistency, we here report only the values obtained in ANOVA (t-test was performed when adequate).
Likewise, for mavens and non-mavens, ANOVA group mean and standard deviation are reported.

mavens reported higher frequency of online buying than other members (Table 4). For
the variables reflecting the network’s platform use, Pinterest mavens visited the plat-
form more, used handheld devices (tablets and smartphones) to access it more, and
accessed it from work and in the morning more than other members. Pinterest mavens
are goal-oriented because they search the platform more for specific content; they also
click on the hyperlink of a product image arousing curiosity and they more strongly
believe that Pinterest impacts their purchase decisions (Table 4). Pinterest mavens are
found to follow more network members (Pinners) and are followed by more members
than other members. n?suggests that the number of pinners a member follows is
powerful in discriminating the member as a maven. The pinners followed were mainly
recommended to the maven or found while browsing the platform, and as market
mavenism theory predicts, these pinners were more probably brands and companies
the maven likes. In terms of demographics, the maven is somewhat younger, more
educated, and tend to be employed or self-employed. As the theory predicts, the role
of demographics in discriminating mavens was less powerful than individual factors
(nwas close to or less than 2% for each demographic variable).

Discussion

In this research, we aimed to examine our conceptualization of social media mavenism
to recognize not only how to pinpoint but also how to nurture influential members on a
commercial social network. In an effort to improve the relevance of social media metrics,
we theorized about the social commerce-related behaviors consumers conduct on the
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social network and their impact on knowledge dissemination among the network’s
members. We then empirically showed that three behaviors conducted by a network’s
member (network expansion, social privatization, and knowledge creation), which are
essentially observable, help predict a member’'s maven-like behavior (an observable
variable with a theoretical underpinning). Given the wealth and fine granularity of
data practitioners have about members’ behaviors, we believe this approach is timely
and substantive. We, extending market mavenism theory (Feick and Price 1987) to social
media marketplaces, found that mavenism is dynamic within these marketplaces and
can be nurtured by enhancing the attitudinal and experiential factors the SMN delivers.
The results supported the thesis that the SMN’s utilitarian attitude, digital virtual con-
sumption, and role in decision making help generate the maven-like behavior by fueling
facilitating social commerce-related behaviors (namely network expansion, social priva-
tization, and knowledge creation). The narrative model advanced by Kozinets et al. (2010)
indicates that communal WOM does not only amplify marketing messages but also alter
them. We found that the maven-like behavior amounts to knowledge dissemination on
the social network, signifying a key measure for knowledge sharing within the virtual
marketplace. The results support viewing SMN’s opinion leadership and psychological
attachment to account an outcome of social media mavenism and its facilitating
behaviors. The significance of the developed construct is evident as it can be positioned
in the frameworks ascribing the impact of new media on relationship marketing. In the
Pinball framework (Hennig-Thurau et al. 2010), it is germane not only to cognize the
‘digital consumer articulations’ and ‘peer-to-peer’ concepts, but the overall role of
influential consumers. In the consumer power sources in digital age framework
(Labrecque et al. 2013), it elaborates the information-based power, by expounding the
role of influential members in content consumption and production. Likewise, it resides
at the center of the social media metric framework (Peters et al. 2013) as the center
embodies the members’ social roles and interactions. It further contributes to under-
standing social capital in peer-to-peer environments (Mathwick, Wiertz, and de Ruyter
2008). In the Digital Marketing framework (Kannan and Lee 2017), it explicates the
environment block, where consumers behaviors and the content they generate are
key. The post-hoc analysis, which counted on profiling network’s members based on
the developed conceptualization, showed predictive and external validity and drew
parallel with market mavenism.

Contributions, limitations, and research directions
Theoretical contributions

Social media researchers emphasize that ‘reach in social media will only come through the
action of other users in the network, and the price to pay for that reach is a probably
altered and augmented marketing message from a “classic” advertiser’s point of view. This
has profound implications for all major marketing activities, e.g., brand or customer
relationship management (Peters et al. 2013, p. 289).’ Following a deductive, theoretical
approach that deviates from network theory, our study conceptualized the consumers
with remarkable influence on reach in virtual marketplaces. These consumers - signifying
about fourth members of a social network in our study — actively create and disseminate
knowledge within the network’s marketplace, driving them to become psychologically
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and emotionally attached to their accounts and to act as opinion leaders for the social
network. The developed construct therefore bears several implications. Indeed:

This organic reach need not correspond with the number of core followers, as a few highly
influential and engaged users may overcompensate for a large number of hardly engaged
followers with smaller networks and less clout. This kind of metric is not known in the traditional
media environment, but essential in social media and needs to be included ... (p. 290).

Sociology views social interactions as dynamic and changing sequence of social actions
and communication between individuals. Our results contribute by viewing mavenism
on a social network’s marketplace as a dynamic social role constantly shaped by
behaviors of the social actor that are nurtured by beliefs and judgements the actor
develops about this virtual marketplace. This view deviates from available definitions of
an influencer on a social network because they depended on network theory or practice.
The theory we proposed on the social commerce-related behaviors discerns several
inferences to social media research. First, the myriad of actions a member conducts on
a social network’s marketplace (lower-order actions such as liking a picture or comment-
ing on it, Figure 1) are indicative of the member’s state and influence once translated or
clustered into evocative behaviors (higher-order actions such as network expansion and
knowledge creation). Second, a hierarchy exists between the evocative behaviors; we
indicated that the maven-like behavior is second-order compared to the facilitating
behaviors. Third, actions of a social media member might be fallaciously accounted for
as negative, undesired ones while in reality they have positive consequences. We
showed that social privatization, while it involves reducing the number of members or
content followed (which would negatively affect a member’s node density and centrality
as well as social media metrics such as Pinterest Analytics and Facebook EdgeRank), was
regarded as indispensable by the interviewees, and contributed to the maven-like
behavior in the empirical study. Fourth, the significance of the actions performed by a
member might be inflated if taken at face value. We highlighted that the role of
knowledge creation (and thus its specific actions) in generating the maven-like behavior
is markedly stronger than other behaviors such as network expansion. Indeed, reach has
been so far assessed by metrics highly related to network expansion (e.g., network
theory). These inferences expose the fallacy of quantifying the actions a social network’s
member conducts without considering relevance and context, and suggest that theory
should guide pragmatism in social media research. Indeed, the lack of relevant theory
and metrics drove scholars and practitioners to adopt in their studies off-the-shelf
measures e.g., Klout Score and Pinterest Analytics. Klout Score, a measure of an indivi-
dual’s influence over a group of social media, seems relevant for celebrity endorsers and
members with high reputation rather than for a typical member. In effect, Klout Score
‘isn't about how much someone talks, but about how many people listen and respond
(see klout.com).” The necessity of relevant theory in social media research is evident
given the prominence of data-driven models and the bottom-up approach in big data
analysis. Auspiciously, our view of knowledge sharing on social networks is advanta-
geous because its central contributor (the maven-like behavior) as well as predictors (the
facilitating social commerce-related behaviors) are observable, which exemplifies a
relevant theory and paves the way for similar, much awaited views.
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Contributions to practice: The social media mavenism (SMM) metrics

Research on social media influencers has inherent, far reaching implications for practice.
Although ‘the eradication of technical barriers of the Web 1.0 era, coupled with the free
or low cost hosting for individual profiles and accounts across digital media platforms
enabled average consumers to easily consume content and create multiple presences
across the Internet (Labrecque et al. 2013, p. 259),’ little is done to systematically study
influencers and knowledge sharing in the Web 2.0 era and beyond (Chen, van der Lans,
and Phan 2017). Scholars (Peters et al. 2013, p. 283) emphasize that * “understanding”
social media is a prerequisite for properly managing these channels. Hence, managers
and researchers need to comprehend how marketing input interacts with social media
to produce desired marketing outcomes.’ Currently, numerous firms take for granted the
reports and metrics provided to them by social networks and third parties such as
Pinterest Analytics and Facebook Insights. From a managerial perspective, our results
suggest that the behaviors and undertakings of a network’s marketplace consumer
should be a cornerstone in developing eloquent measures. They suggest that recogniz-
ing the decisive influence of certain consumers - the social media mavens - within
virtual marketplaces and developing methods to nurture mavenism constitute primary
steps toward a successful social media strategy. The results prescribe a central measure
(the social media mavenism SMM metric) and three related metrics (network expansion
SME metric, social privatization SMP metric, and knowledge creation SMC metric),
quantifiable at both the idiosyncratic and group level. Together, these metrics echo
knowledge dissemination and its facilitating behaviors on the social network. At the
idiosyncratic, personal level, these metrics can be calculated for each consumer, allowing
to pinpoint those who markedly participate in knowledge dissemination or in another
social commerce-related behavior. One way to compute each metric is by summing the
number of actions indicating the specific behavior (e.g., number of private messages
sent, comments posted, pictures liked, shared, or pinned for the maven-like behavior),
and then normalizing the result to get a value between 0 and 1 for each consumer. At
the group level, the metric would be averaged for a cluster of consumers (e.g., who
subscribed for a brand page, who are 18 to 28 year-old, who used real identity or
uploaded a personal photo on their accounts, etc.) to get actionable recommendations.
Mavens play a substantial role for firms (e.g., by the creation of brand- and product-
related content and by the effective dissemination of this content to consumers) as well
as other consumers - by filtering trendy and classy product images from a plethora of
images, by responding to enquiries, and by commenting and commending. Driven by
the need to inspire oneself and others and to express oneself, mavens are positively
influenced by the attitude they hold toward the social network and the experience it
delivers to them. They thus conduct a myriad of behaviors on the network’s platform
disproportionally more than other members. While they might be identified by typical
methods (e.g., questionnaire, interviews), they can readily be identified by observed
methods (e.g., the SMM metric calculated from a member’'s log file/clicksteam). On
Pinterest, they mainly follow pinners recommended to them or organically found
while browsing the platform, and these pinners are more probably brands and compa-
nies they admire (Table 4). Given the supremacy of e-word-of-mouth, and glimpse-of-
eye as we confer, social media administrators should nurture mavenism and value
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mavens — who hold positive attitudes toward their network and act as opinion leaders
for it. A relevant question is what constitutes the percentage of mavens on a network’s
marketplace at which the network prospers. How to achieve this percentage on a newly
introduced SMN? How to appeal to mavens and entice them to interact with branded
content? And is the link salient between the mavens’ ratio on a social network or a
network with a high SMM metric with the success of a firm's initiative on that network e.
g., reach? Consumers that engage in maven-like behavior can be especially useful to
firms. In the efforts aimed at encouraging consumers to co-create and share general
marketplace, product, and style content with others, it is crucial for firms to understand
what stimulates the consumer to perform such behaviors. Our results indicate that
practitioners eager to capture the potentials of a network marketplace’s influencers
should not only strive to identify mavens based on individual factors but to observe
the social commerce-related behaviors members conduct (Figure 1), which can be
nurtured by enhancing the network’s attitudinal and experiential factors. A germane
question to practitioners and academics is how to adapt the prescribed metrics to other
social media and across media, and how to integrate them with extant metrics to
develop a silver-bullet measure to social media reach. Alternatively, the use of the
prescribed metrics as surrogate to knowledge sharing can benefit from thin-slicing
theory because it allows to efficiently gauge the behaviors of a large number of
consumers as it assumes that a short period of time is sufficient to predict a consumer’s
group membership. A main quest to harness social media potentials and improve reach
should not only be targeting mavens but also promoting mavenism on the network’s
marketplace. Our results support the notion that social media mavenism is dynamic and
set a guideline to nurture and cultivate it. Profiling the members of a network’s market-
place based on the social commerce-related behaviors they conduct (e.g., based on the
four suggested metrics) should also be insightful. For instance, our observations predict
that a considerable consumer segment is active in social privatization (i.e., SMP would be
high for them) on networks such as Instagram, Wanelo, and Pinterest. It hence would be
insightful to scrutinize the online profile/demographics for these consumers and to
devise methods to improve their maven-like behavior (i.e., their SMM metric). Such
profiling should nonetheless be conducted taking into consideration that a member’s
role is dynamic and vibrant i.e. the behaviors a member conducts change over time and
according to situation. Commercial metrics of social media at the individual level such as
Klout Score should benefit from the theory we prescribe e.g., by aligning the actions
conducted by a member into quantifiably evocative behaviors and by integrating social
media mavenism and its metrics. Likewise, social media administrators or third-party,
who are able to report the SMM metric reflecting the network’s mavens coupled with
their characteristics and demographics, can afford these data in the form of syndicated
studies as a valuable lead to interested parties. On a social network’s marketplace, it is in
the firm’s best interest to devise methods to increase the number of mavens interacting
with its content, or leverage existing ones. A firm can thus estimate the percentage of
mavens among the members liking its page, purchasing its products, or discussing its
stories based on typical measures (e.g., online questionnaire) or observed measures (the
SMM metric provided by network administrator or in-house developed surrogate e.g., by
using clickstream analysis for a subscribed panel to gauge the maven-like behavior and
its facilitating behaviors).



656 (&) M. ALJUKHADAR ET AL.

Limitations and future research

As any other paper, this one has limitations that highlight opportunities for future research.
To support our conceptualization and hypotheses in the main study, we collect cross-
sectional data, and our sample is limited to members of a specific network i.e. Pinterest.
Future research should include longitudinal studies not only to confirm the hypothesized
causality between the social commerce-related behaviors, but also to reveal how mavenism
evolves and matures within a network’s marketplace. Future studies should also investigate
how mavenism develops and fades according to environmental and controllable factors e.
g. a network’s attitudinal and experiential factors, firm's events, sweepstakes and other
promotions, etc. While we focused on the factors affecting female consumers in the main
study, research should focus on factors affecting males to reveal anticipated differences
(Kiani, Laroche, and Paulin 2016; Wiedmann, Walsh, and Mitchell 2001). The market maven-
ism literature should benefit the research on social media mavenism. For instance, given
that market mavens are more price-conscious than others (Wiedmann, Walsh, and Mitchell
2001), do social media mavens exhibit a similar tendency? Provided that market mavens
have positive attitude toward a firm’s marketing initiatives (Schneider and Rodgers 1993),
do social media mavens respond more favorably to a firm’s online marketing initiatives such
as e-coupons and loyalty programs? Mavenism on social media is poised to be contagious.
The social role of an actor within own network is not only shaped by network properties and
structure, but also by the behaviors and the content received from others. We indicated that
mavenism is driven by implicit drives such as inspiration and self-expression. Based on
attribution theory and reciprocity principle, these drives can readily be identified and
embraced by the members communicating with mavens. In effect:

Interactionist social theory defines social roles as neither given nor permanent. A social role is
continuously mediated between actors in a social network, especially by observing and copying
the behavior of others. (Peters et al. 2013, p. 288)

Consequently, not only studying spillover effects of social media mavenism at the indivi-
dual level (e.g., from Pinterest to WeHeartlt, Facebook, and Twitter) is relevant, but also
studying how the percentage of mavens escalate on a social network. Answering these
questions contributes to our understanding of consumer power and crowdsourcing on social
media (Labrecque et al. 2013). It also contributes to information theory as it helps assess
network’s entropy. Validating the metrics of social media mavenism in different cultures, and
adapting them to other social media networks and other networks and to strictly observable
settings is needed. Knowledge sharing on social media ought to be reformed in the near
future due to the emergence of apps crafted around artificial intelligence and Internet-of-
Things. Given these anticipated changes, how can firms empower consumers to become
mavens? Can this be achieved via apps that help consumers disseminate branded content
efficiently and creatively? On the other hand, should firms develop artificial mavens on a social
network or ‘maven-bots’ that mimic the behaviors/output of humans in terms of content
creation and dissemination? And how humans would be impacted in such paradigm? If social
media networks ‘are living organisms’ (Peters et al. 2013), our work suggests that social media
mavens constitute their muscles as they effectively contribute to knowledge creation and
dissemination. This work deliberates that social media mavenism is dynamic and always
changing. Firms therefore are encouraged to take an active role in nurturing mavenism on
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social media networks by attentively observing the members’ behaviors and by fostering their
attitude and experience. Such efforts help promote mavenism or knowledge sharing within
and across members, leading to an effective transfer of marketing content and other valuable
outcomes.
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Appendix. Questionnaire Used in the Empirical Investigation

I. Filter Questions
1. Are you 18 years or older? O Yes O No — End

2. You are: O Awoman O A man — End
3. Do you have a user account on Pinterest website? O Yes O No — End

4. How often do you use Pinterest? O Every day O Several times a week O Several times a month
O Less than once a month — End O Never — End

Il. Web Use

5. In which way(s) are you using Internet on a daily basis? Please check all that apply.

| use Internet in a work context; | have a personal email account; | consult news websites; | consult
blogs; | shop online; | use at least one social network

6. Among the social networks below, which one(s) are you using? Please check all that apply.
Facebook; Twitter; YouTube; Instagram; Google+; Foursquare; Snapchat; LinkedIn; Other(s):
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7. How often do you shop online for products and/or services ? By shopping, we mean to seek
information without necessarily buying.

O Every day O Every week O Every month O Every year O Less than once a year O Never

8. How often do you buy products and/or services online ? By buying, we mean to complete
purchases on transactional websites.

O Every day O Every week O Every month O Every year O Less than once a year O Never

Ill. Use of Competing SMNs

9. Among the social platforms below, which one(s) are you using ? Here, by using, we mean
websites that you visit at least once a month with or without a user account.

Etsy; Polyvore; Wanelo; We Heart It; Diply; Gentlemint; Manteresting; Trippy; Craftgawker;
Dwellinggawker; Foodgawker; Weddinggawker; Juxtapost; Designspiration; Visualize us; 500px;
Other(s)

IV. Pinterest
The next section of this questionnaire is about the specific context of the Pinterest website.
Consequently, consider only this platform while answering the following questions.
10. Assign a percentage to each type of device listed below based on how often you use it to
access Pinterest
(0% = | never use this device to access Pinterest; 100% = | only use this device to access Pinterest).
The percentages added together must equal 100%.
| never use this device | only use this device

to access Pinterest to access Pinterest

0 10 20 30 40 50 60 70 80 90 100

Computer
Tablet
Smartphone

11. Assign a percentage to each of the contexts listed below based on how often it applies to your
use of Pinterest (0% = | never use Pinterest in this context; 100% = | always use Pinterest in this
context).
The percentages added together must equal 100%.
| never use Pinterest | always use Pinterest
in this context in this context

Leisure time
Work

Commute time
(e.g., public transportation)

0 10 20 30 40 50 60 70 80 90 100
12. Assign a percentage to each moment of the day listed below based on how often you visit
Pinterest at this moment (0% = | never visit Pinterest at this moment of the day; 100% = | always
visit Pinterest at this moment of the day). The percentages added together must equal 100%.
| never visit Pinterest at | always visit Pinterest at
this moment of the day this moment of the day

0 10 20 30 40 50 60 70 80 90 100

Morning
Afternoon
Evening/Night
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13. For each Pinterest functionality listed below, choose the number that represents best how
intensively you are using it (1 = | don't use this functionality; 7 = | always use this functionality).

| don’t use this | always use this
functionality functionality
1 2 3 4 5 6 7
Pin pictures o o o o o o o
Like pictures o o o o o o o
Create public boards o o o o o o o
Create secret boards ° o o o o o 0
Edit your pins and boards o o o 0 o o o
Send private messages o o o 0 o o 0
Send ‘pins’ (e.g., to other 0 o o 0 o o )
Users on the site, by email)
Share pictures on Facebook o o o o o o 0
Visit the website from which 0 o o 0 o o °
the pictures come from
Follow members o o o o o o o
Follow boards o o o o o o o
Unfollow members o o o o o o 0
Unfollow boards o o o o o o )
Import pictures from your ° o o o o o °
computer
Add pins from websites o o o o o o 0
(other than Pinterest)
Post comments o ° o o o o o

14. For me, Pinterest is:

Useful ° o o o o o o Useless
Pleasant ° ° ° o ° ° ° Unpleasant
Valuable o 0 o o o o 0 Worthless
Beneficial o 0 o ° o o o Harmful

Nice o ° o ° o o ° Awful

Wise o o o ° o o 0 Foolish
Happy [J o [J o o o o Sad
Agreeable o o o o ° o o Disagreeable

15. Choose the number that represents best how often you search for specific contents when
using Pinterest
(1 =1 never search for specific contents; 7 = | always search for specific contents).

1 2 3 4 5 6 7

o o o o o o o

16. If you are curious about a picture, what is the probability that you will click on the hyperlink of
the picture to get more information (e.g., interesting product, recipe, practical tips)?

O | definitely will click O | probably will click O | may or may not click O | probably will not click
O | definitely will not click
17. Please indicate your level of agreement with the following statements by choosing the
number that represents best your opinion for each statement (1 = very strongly disagree;
7 = very strongly agree).
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Very strongly disagree Very strongly agree

Pinterest acts as a source of inspiration for my pending purchases. o o o o o o o
Pinterest acts as a referral for my pending purchases. © o o o o o o
Pinterest allows me to show my personality or to conform to people | admire. o o o o o o o
Pinterest is a source of information for purchases | intend to do. o o o o o o o
Pinterest is a source of approval for purchases | intend to do. © o o o o o o
Pinterest allows me to reduce the risks related to the purchases | intend to do. o o o o o o o

Pinterest acts as a source of information about where to buy a product or service. © ©© o o o o o
Pinterest acts as a source of information about when to buy a product or service. o o o o o o o
Pinterest helps me coordinate group purchases.

18. Do you think Pinterest has already contributed to one of your purchase decision (online or
offline)?
O Yes O No
19. How many pinners are you currently following on Pinterest (approximately)?
O 20 or less O 21 to 40 O 41 to 60 O 61 to 80 O More than 80

20. Pinners you are following are mainly: You can choose more than one answer.

Pinners you know personally (outside of the Internet); Pinners you found browsing Pinterest;
Pinners you found through other websites (e.g., bloggers); Pinners that had been recommended to
you; Brands/companies you like

21. How many pinners are currently following you on Pinterest ?
O 20 or less O 21 to 40 O 41 to 60 O 61 to 80 O More than 80

For the next series of questions, by Pinterest, we mean the website, its functionalities and the content
available on the platform (published by you or other users). By social circle, we mean your family, your
friends, your neighbors, your colleagues, etc.

22. In general, do you talk to your social circle about Pinterest ?

Never o o ° o o o o Very often

23. When you talk to your social circle about Pinterest do you:

Give very little ° ° ° ° ° ° ° Give a great deal of information
information

24. During the past six months, how many people have you told about Pinterest ?

Told no one o ° o ° ° ° ° Told a number of people

25. Comparing with people in your social circle, how likely are you to be asked about your
Pinterest account ?

Not at all likely to be asked o o o o ° o o Very likely to be asked

26. In a discussion about Pinterest, would you be most likely to:

Convince your friends of your ideas o o o o o o o Listen to your friends’ ideas
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27. In discussions about Pinterest, which of the following happens most often ?

Your friends tell you about Pinterest °© © o o o o o Yoy tell your friends about Pinterest

28. Overall, in all your discussions with your social circle, are you:

Not used as a source of advice ° o o ° o o o Often used as a source of advice

29. Please indicate your level of agreement with the following statements by choosing the
number that represents best your opinion for each statement (1 = very strongly disagree;

7 = very strongly agree).

Here, by “Pinterest account », we mean the content of your account on the website (e.g., pins,

boards, pictures you have liked, pinners you are following, boards you are following).
Very strongly agree

Very strongly disagree

1
If someone ridiculed my Pinterest account, | would feel irritated. o
My Pinterest account reminds me of who | am. °
If 1 were describing myself, my Pinterest account would likely be something | mentioned. °
If someone hacked my Pinterest account, | would feel a little bit personally attacked. 0
If my Pinterest account was erased, | would feel like | had lost a little bit of myself. o
| don’t have too many feelings about my Pinterest account. o
If someone praised my Pinterest account, | would feel somewhat praised myself. o

Probably people who know me might sometimes think of my Pinterest account when they °
think of me.

If | didn’t have my Pinterest account, | would feel a little bit less like myself. o

30. Please indicate your level of agreement with the following statements by choosing

number that represents best your opinion for each statement.
Very strongly disagree

the

Very strongly agree

1 2 3 4 5 6 7
The large supply of images on Pinterest stimulates my desires for new things. © o o o o o o
Pinterest is an endless source of pictures | am continuously motivated to explore. © o o o o o o
Doing online ‘window-shopping’ on Pinterest is pleasurable. o o o o o o o
Pinning pictures is a way to ‘store’ things | desire. o o o o o o o
| sort of ‘possess’ the images | pin on my Pinterest boards. o o o o o o o
Adding new pins to my Pinterest boards is pleasurable. o o o o o o o

| sometimes pin images of luxury commodities | do not realistically intent to acquire. © ©

From now on, the questions that will be asked aim to know you better. When you answer these
questions, you don’t have to concentrate on Pinterest or the Internet context. Think about your life in

general.

31. Here are a number of characteristics that may or may not apply to you. For example, do you
agree that you are someone who ‘likes to spend time with others’? Please write a number next to

each statement to indicate the extent to which you agree or disagree with that statement.

1. Disagree strongly 2. Disagree a little 3. Neither agree nor disagree 4. Agree a little 5. Agree

strongly
| see myself as someone who...
Disagree strongly

Agree strongly
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Is talkative

Tends to find fault with others

Does a thorough job

Is depressed, blue

Is original, comes up with new ideas
Is reserved

Is helpful and unselfish with others
Can be somewhat careless

Is relaxed, handles stress well

Is curious about many different things
Is full of energy

Starts quarrels with others

Is a reliable worker

Can be tense

Is ingenious, a deep thinker
Generates a lot of enthusiasm

Has a forgiving nature

Tends to be disorganized

Worries a lot

Has an active imagination

Tends to be quiet

Is generally trusting

Tends to be lazy

Is emotionally stable, not easily upset
Is inventive

Has an assertive personality

Can be cold and aloof

Perseveres until the task is finished
Can be moody

Values artistic, aesthetic experiences
Is sometimes shy, inhibited

Is considerate and kind to almost everyone
Does things efficiently

Remains calm in tense situations
Prefers work that is routine

Is outgoing, sociable

Is sometimes rude to others

Makes plans and follows through with them
Gets nervous easily

Likes to reflect, play with ideas

Has a few artistic interests

Likes to cooperate with others

Is easily distracted

Is sophisticated in art, music or literature
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IV. Demographic Profile

32. Please indicate your age group.

O 18 to 24 years old O 25 to 34 years old O35to44yearsold O 45 to 54 years old
O 55 years or older

33. Are you currently... ? O Employed O Self-employed O Out of work and looking
for work
O A homemaker O A student O Retired O Unable to work

34. What is the highest level of education you have completed ? O Some high school O High
school graduate

O Trade/technical/vocational training O Some college O College graduate O Some
postgraduate work

O Postgraduate degree

35. Please indicate your approximate yearly household income before taxes (include total
income of all adults living in your household). O Under $25 000 O $25 001 - $49 999
0 $50 000 - $74 999 0 $75 000 - $99 999

O $100 000 - $149 999 O $150 000 and over.
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