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Experience Transfer in Social Media: Impact of Indirect

Experience from Blog Posts

Youngjee Han* Hakkyun Kim**, Sungkoo Lee***

ABSTRACT

As the Internet has become more important than ever as a communication tool, a number of corporations have
turned their eyes from traditional advertising channels to social media platforms which they regard as a
cost-effective and efficient way to communicate with consumers. Social media platforms, as one of marketing
channels, are growing at a rapid pace. Corporations do not only directly communicate with customers via social
media platforms but they also intervene in communications among individuals, with an intention to influence
consumers’ decision-making process. Specifically, it is reported that blogs are highly persuasive compared to
communication channels directly controlled by companies as blogs are generally believed to be reliable. Many
companies are, in fact, making use of individual blogs as part of their marketing effort.

Based on past work on satiation, this research explores the impact of blog posts on decision-making of
consumers who are exposed to information posted on blogs, one of major social media platforms. Presumably,
corporations aim to increase consumers’ purchase intention by delivering maximum information to as many
consumers as possible when they use social media platforms as a marketing communication tool. This study, on
the other hand, aims to demonstrate the possibility of reducing consumer’s desire for purchase by vicarious
experiences from social media which may increase satiation.

Satiation refers to the phenomenon in which consumers enjoy a desirable stimulus less when it is repeatedly
consumed (Coombs and Avrunin 1977) and such phenomenon can be found in almost every aspect of life (Rolls,
Rowe, and Rolls 1982). The previous studies examined the effect of satiation resulted from actual consumption.
This research suggests that vicarious experiences such as reading blog posts can satiate the readers. We predicted
that having indirect experiences from reading blog posts might lead to decline in the desire for consumption of the
same experiences in future. Morewedge, Huh, and Vosgerau (2010) demonstrated that people could be satiated
merely by imagining consumption. Their work asked participants to imagine consumption by following detailed
orders given by experimenters. Instead of giving specific orders, we exposed participants to consumption

experiences described online by someone else and explored how such experiences lead to satiation.
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Although the result showed that individuals could avoid satiation caused by repetitive consumption, it was
demonstrated that satiation diminished as time went by. Such phenomenon is called as spontaneous recovery
(McSweeney and Swindell 1999). That is, individuals feel satiated immediately after repeated experiences of
consumption, but they become able to enjoy the same stimuli again as time passes. Based on prior work on
spontaneous recovery, we assumed that consumers might have different levels of desire to consume food
depending on their prediction of next consumption episode. In other words, we predicted that the nearer next
consumption episode is, the more satiated individuals are, which would subsequently lower the desire for
consumption.

Fifty-six students from a college in Korea were recruited to participate in the experiment (29 Males; Myge = 22).
The study utilized a 2 (Blog Posts: sweet dessert vs. Control condition) x 3 (temporal distance: now vs. tomorrow
vs. a month later) mixed-subject design with temporal distance as a within-subject factor. Participants were
randomly assigned to one of two conditions. Participants in the Blog Posts condition were exposed to six different
blog posts where six kinds of sweet dessert including chocolate bars, cookies, and cupcakes are described in
detail. Participants in the control condition were not exposed to the blog posts. After reading the blog posts,
participants in the blog posts condition rated their desire to have sweet dessert now, tomorrow, or a month later on
a 7-point scale.

A repeated-measures ANOVA was performed on the desire to consume sweet dessert with exposure to blog
posts as a between-subjects factor and temporal distance as a repeated-measure variable. The main effect of
exposure to blog posts with food images was not significant (F(1, 54) = 3.096, p = .084). Furthermore,
participants in different conditions did not differ from each other in terms of hunger (F(1, 54) = 1.259, p = .365).
More importantly, the effect of the interaction between blog posts exposure and temporal distance on the desire to
consume sweet dessert was found to be significant (F(1, 108) =5.013, p =.014). While participants in the control
condition did not have differences in their consumption desire depending on temporal distance, participants in the
blog posts condition showed the greatest desire for consumption immediately after being exposed to the blog
posts (as shown in Figure 1). Specifically, right after reading the blog posts, the participants demonstrated a
greater desire for consumption than those in the control condition (Mgiog posts = 4.38 vS. Mcontrol = 6.00, F(1.54) =
7.546, p =.008). After a day (Maiogposts = 5.07 VS. Mcontrol = 5.96, F(1.54) = 2.465, p=.122) or a month later (Mg
Posts = 5.55 V8. Mcontrol = 5.63, F(1.54) =.075, p =.785), the participants in both conditions did not differ from each
other in terms of their desire for consumption of sweet dessert.

As predicted, exposure to blog posts which described sweet dessert in detail reduced the participants’ purchase
intention for the same kind of dessert and subsequently led to satiation. However, as time went on after the
exposure, the participants increasingly wanted to consume sweet dessert. Furthermore, the participants in both
conditions did not have differences with regards to their wanting for sweet dessert. This verified that the satiation

effect attenuates with the passage of time.
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<Table 2> The Impact of Blog Posts and Temporal

<Table 1> Repeated Measure ANOVA Distance on Consumption Intention
F (error df) df p(F) Now Tomorrow A Month
Later
Exposure to Blog Posts  3.096(54) 1 .054
- Exposure to Blog Posts 438" 5.07° 5.55
Temporal Distance 1.926(108) 2 .161
Exposure to Bl(.)g Posts 5.013(108) 2 014 Control condition 6.00° 5.96° 5.63°
x Temporal Distance

Now Tomorrow A Month Later

— Exposure to Blog Posts-. Control Condition

<Figure 1> The Impact of Blog Posts and Temporal Distance on Consumption Intention

The current findings extend prior work on consumption experience and satiation. This work adds to our
understanding of satiation and its causes as it demonstrates that individuals satiate, without receiving specific
orders from experimenters, merely by viewing photos and reading articles which describe experiences of others.
Furthermore, the current findings have meaningful implications for distribution channel management. A number
of corporations and marketers are using various social media platforms like Facebook, Twitter, and blogs as
communications channels, expending effort to deliver information to as many consumers as possible. The
findings, however, suggest that such effort does not always promise a greater desire for consumption. Particularly,
in case of individual blogs, users in general tend to delineate their past experiences with products or services.
Given this, it is highly likely that having indirect experiences from blog posts leads to satiation when it comes to
similar experiences. Hence, when companies or marketers deliver information on products or services to
customers, they should be aware of possible negative effects of communication with consumers via blog

platforms.

Keywords : satiation effect, social media, social network service, blogs, sensory-specific satiety, indirect

experience
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