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Importance of Positive WOM in Blood Donation 

•  WOM can shape consumer decisions 

§  Particularly in a service context (e.g. blood donation) where prior evaluation is difficult with 

service production and consumption occurring simultaneously (Cheng et al., 2006) 

•  Positive WOM can reduce uncertainty around perceived risks associated with 

consuming an intangible service (Kinard & Capella, 2006) 

•  Encouraging others to donate is a useful and desirable outcome of donating blood 

given importance of others in decision to donate (Sojka & Sojka, 2008) 

Informal communication between individuals concerning 
product and service evaluations (Anderson, 1998) Word-of-mouth (WOM) =  



The Social Context 

•  Expectations and behaviour of others is often considered when deciding on an 

appropriate action (Burchell et al., 2013) 

 

       à descriptive norms        - what others do 

       à injunctive norms 

       à subjective norms 

 

•  Important to distinguish between types of social norms, and their relative 

importance, as each can exist simultaneously with either congruent or 

contradictory implications on behaviour (Cialdini et al., 1990)  

- what people ‘ought’ to do 

SOCIAL 
NORMS 

 
(Kenny & Hastings, 

2011) 



Positive WOM and Social Norms 

•  WOM predominantly examined as outcome of brand experiences 

§  Product related factors (e.g. satisfaction; de Matos & Rossi, 2008) and individual differences (e.g. 

self-confidence; Chelminski & Coulter, 2007)  

•  Few studies have examined influence of social norms around engaging in positive 

WOM and subsequent engagement (Cheng et al., 2006; Alam et al., 2010) 

•  Dick and Basu (1994) theorised WOM as an indirect outcome of subjective norms 

through loyalty – but did not consider descriptive or injunctive norms 

This paper aims to contribute to the theoretical application of social 
norms around a behaviour as a direct predictor of positive WOM 



RESEARCH GAP 
 

There is limited research 

investigating the influence of 

the broader social context of a 

particular behaviour on 

engaging in positive WOM 

RESEARCH QUESTION 

 

What is the impact of  

social norms around donating 

blood on positive  

word-of-mouth intent by  

blood donors? 



Model and Hypotheses 

Descriptive Norms  

Injunctive Norms  

Subjective Norms  

SOCIAL NORMS 

Positive WOM 

H1 

H2 

H3 

•  Social norms derive influential power by individuals basing decisions on expectations 

and behaviour of others à diverging associated with social risk (Campbell & Goodstein, 2001)  

•  Social risk depends on whether the activity is public or private (Deutsch & Gerard, 1955) 

§  Performing (private) vs recommending (public) blood donation  



Method – Online Survey 
•  Measurement 

§  All measurement items were measured on a five-point Likert scale 
§  Single item measures for norm constructs were used (Staunton et al., 2014) adapted from Godin 

et al. (2007) 
-  A lot of people I know donate blood? (Descriptive norm) 
-  Do you believe people your age should donate blood? (Injunctive norm)  
-  Would your friends encourage you to donate blood’? (Subjective norm) 

§  Single item used to measure positive WOM intent adapted from Wien and Olsen (2014) 
-  Would you encourage your friends to donate blood? 

•  Sample recruitment 
§  5500 email invitations administered to individuals through an Australia Post consumer panel 
§  897 responded with 474 self-identified as a blood donor, achieving a response rate of 8.6% 

•  Analysis 
§  Hierarchical multiple regression was performed to test the hypothesised relationships 
§  Post-hoc analysis (Preacher & Hayes, 2004) testing indirect effects was performed to further 

explore relationships between constructs 



Results – Sample Profile (n = 449) 

This sample Aus Blood 
donor panel 

Gender 

Male 56.6% 48.0% 

Female 43.4% 52.0% 



Results – Descriptive Statistics 

Age Gender DN IN SN PWOM 

Age 1 

Gender (M=1, F=2) -.125** 1 

Descriptive Norm .145** .090 1 

Injunctive Norm -.188** -.035 .048 1 

Subjective Norm -.184** .091 .330** .212** 1 

Positive WOM -.141** .028 .166** .311** .356** 1 

Mean 46.73 1.43 2.81 4.06 3.08 3.85 

Std. Deviation 11.161 .496 .924 1.013 .877 .981 

Note: *p<.05; ** p<.01 



Results – Hierarchical Multiple Regression 

Descriptive Norms  

Injunctive Norms  

Subjective Norms  

SOCIAL NORMS 

Positive WOM 

β=.074(ns) 

β=.239** 

β=.271** 

Model R R Square Adjusted 
R Square 

R Square 
change F Change Sig. F 

Change 

1 (Age + Gender only) .141 .020 .016 .020 4.541 .011 

2 (All variables) .437 .191 .182 .171 31.256 .000 



Results - Post-hoc Analysis  
•  Linear regression: Descriptive Norms à Positive WOM intent (β= 0.192, p<.01) 

•  Path Analysis testing indirect effects 

Descriptive Norms  

Injunctive Norms  

Subjective Norms  Positive WOM 
β=.378, p<.01 

β=.058, ns 

β=.340, p<.01 

β=.239, p<.01 β=.183, p<.01 

β=.313, p<.01 



Conclusions 

Descriptive 
Norms  

Injunctive 
Norms  

Subjective 
Norms  

Positive 
WOM 

Mean=2.81 Mean=3.08 Mean=4.06 

•  Distinct sources of influence 

•  More positive social norms are 

around a given behaviour, the 

more likely it is to be 

recommended to others (pWOM) 

•  Social context is important when 

deciding to donate as well as 

whether to encourage others 

•  Demonstrates need to increase 

donors’ likelihood to communicate 

positively about donating 
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