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Abstract

One of the areas in which the impacts of media messages have been tested
is in the goods and services market. A number of studies have shown that the
behaviors of consumers in the market are significantly influenced by market
mavens, the expert consumers who have market information regarding
different products, especially new products in the market. Different scholars
have argued that the market mavens have had a significant influence on the
behaviors of consumers through mouth to mouth communication.

This research study sought to investigate how market mavens play the role
of opinion leaders. In essence, the study wanted to prove the veracity of the
two step flow theory of mass communication, the study utilized a meta-analysis
technique in achieving its goals. The findings included the fact that opinion
leaders actually played a major role in influencing the decisions of passive
audiences.

A number of studies have been done to determine how market mavens
obtain product information from the media and pass it to other passive
consumers according to the way they interpret the information. In this regard,
there are not adequate meta-analyses that have been done to compare, contrast
and combine the results of the different studies. This is the reason this study
was done.

Keywords: Meta-analysis, two step flow theory, market mavens, mouth to
mouth communication, Opinion Leaders, Consumer Behaviors
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Introduction

Background of the Study

According to Walsh and Elsner (2012), one of the areas in which the
impacts of media messages have been tested is in the goods and services
markets. A number of studies that have been done by the two scholar have
shown that the behaviors of consumers in the market are significantly
influenced by market mavens, the expert consumers who have market
information regarding different products, especially new products in the
market. Armelini and Villanueva (2010) have posited that the market mavens
have had a significant influence on the behaviors of consumers through mouth
to mouth communication (Walsh and Elsner, 2012).

Statement of the Problem

Many researchers, such as Yang (2013) and Chelminski and Coulter
(2012), have done research studies with a view to determining how market
mavens obtain product information from the media and pass it to other passive
consumers, mostly in the form of their own interpretations and understandings.
Unfortunately, despite the many studies, there are still not adequate meta-
analyses that have been done to compare, contrast and combine the results of
the different studies with the intention of building a bigger picture of how
market mavens influence the behavior of consumers. This is the reason this
study was done.

Obijectives of the Study

To conduct a critical literature review to discover what past researchers
had done with respect to the way market mavens obtained media messages and
passed it to other consumers according to their own interpretations.

To determine how consumers reacted to information passed to them by
market mavens

To establish whether or not market mavens passed the information they
obtained from the media to consumers in its original form.

Research Questions and Hypotheses

Avre there differences in the findings of previous studies with respect to the
influence of mavens in the market?

How do consumers react to information passed to them by market
mavens?

Do market mavens pass information to other consumers in their exact
original forms?

Ho: There is no relationship between market mavens’ opinions and the
choice of other consumers and opinion seekers.

Ha: There is a relationship between market mavens’ opinions and the
choice of other consumers and other opinion seekers.
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Purpose of the Study

The main purpose of the study was to compare, contrast and combine the
results of various studies that had been done on how market mavens influence
the behavior of consumers and other opinion seekers with respect to product
purchases.

Justification of the Study

There were not adequate meta-analyses that had been done to combine the
results of different studies that had been done with respect to how consumers
and other opinion seekers were influenced by how market mavens interpreted
media information on different products and passed it to them. This study
therefore sought to undertake the meta-analysis in order to generate relevant
and up-to-date information on the link between market mavens and consumers.

Literature Review

Dalrymple, Shaw and Brossard (2013) have done a substantial number of
empirical studies in which they have established that opinion leaders have
statistically significant influences on the individual behaviors of other people.
Dalrymple, Shaw and Brossard (2013) have provided a generalized
information, and they failed to give the demographics of the opinion leaders
and the level of their influences in terms of age, gender and other factors.
Besides, the above researchers have failed to indicate whether the study was
conducted worldwide or within a specific location.

Williams and Duvel (2005) investigated the nature, the occurrences and
the factors that influenced opinion leaders specifically in Lesotho; they found
out that opinion leadership was influenced by age, gender and marital status.
Despite the findings, Williams and Duvel (2005) concluded that opinion
leaders of Lesotho had a relatively lower level of education, the finding of
which has been discounted by Sarathy and Patro (2013), who have established
that opinion leaders are not only younger and have higher occupational
statuses, but are also more educated than the people they seek to influence.

Lee (2010) and Vishwanath (2011) claim that the choices made by
individuals are usually shaped by the perceptions or opinions of others; the
claim suggests that other factors such as age, gender, marital status and socio-
economic class do not matter much. But, as noted with the findings of Sarathy
and Patro (2013), most opinion leaders are young, have post-high school
education and occupy higher occupational and social statuses.

Chakrabarti (2013) and Gielens (2012) affirm that opinion leaders play a
major role in influencing the way opinion seekers behave or act with respect to
making purchases in the services and goods markets. Conversely, even though
the affirmation is true, it is so only to a certain extent. There are other factors,
which actually play a major role in determining the behavior of consumers
toward making purchases. For instance, Diaz and Maria (2013) contend that
prices play a critical role in influencing consumer behaviors; if consumers are
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presented with relatively high prices, they are more likely to shift to the
purchase of alternative products. This implies that it does not matter what the
recommendations of opinion leaders are, consumers will consider the price
they are required to pay and the value of what they purchase.

Besides, Diaz and Maria (2013) have also established that when
consumers are initially presented with higher prices, and later with lower ones,
they are likely to consider making purchases at the new lower prices. This
means that sellers can manipulate the cognition of buyers by playing around
with prices to influence them into making purchases. The implication of this is
that opinion leaders do not play a major role in influencing consumption
behavior.

Moreover, different scholars, such as Bruno and Hustad (2013), have
acknowledged that opinion leaders act as the middle people between the public
and the media. The acknowledgement implies that the opinion leaders receive
messages from the media, interpret and pass them to other members of the
community according to their own understandings. Klingemann and Rommele
(2002) add to the discourse by arguing that opinion leaders interpret the
information they obtain from the mass media according to their own cultural
and social contexts. Klingemann and Rommele (2002) therefore rightly
concludes that in such a context, the mass media has much less influence in
shaping the perception of the public; the opinion leaders who interpret media
messages do.

Denesi (2013) and Hustad (2013) reveal that the opinion leaders are not
necessarily having formal positions within the society, and they do not wield
power in the formal contexts. However, Bilinska and Sztangret (2013) have
identified the opinion leaders as individuals who act as intermediaries to
inform others about what the salient issues are as determined by the media;
according to the foregoing scholars, in the process of influencing the behaviors
of opinion seekers, the opinion leaders also pass their personal opinions, which
are often believed. This argument tends to agree with that of Klingemann and
Rommele (2002).

Even though the influence of opinion leaders cannot be ignored, Bilinska
and Sztangret (2013) further submit that a good number of individuals actually
get information or messages directly from the media. In this respect, the
implication is that opinion leaders really do not play much role in influencing
the perception of the members of a community. This tends to contradict the
two-step flow theory; because any other individual person is able to get
messages directly from the mass media the same way opinion leaders do.

Theoretical Underpinning

This study was based on the two step flow theory of communication.
Williams (2012) explains that according to the two-step flow theory, most
individuals form their opinions based on the influence of opinion leaders, who
are in turn influenced by the messages from the mass media. In this respect,
Laughey (2007) argues that information flows from the mass media to opinion
leaders and in turn flows from the opinion leaders to a wider population. For



ATINER CONFERENCE PAPER SERIES No: AGR2014-1307

purposes of this study, the theory was used to explain how product information
flowed from the mass media to opinion leaders, and ultimately to a wider
community. The theory was chosen because it captures the idea of some people
being able to get information from different sources, interpret and pass it to
opinion seekers.

The theory has been criticized on various grounds. For instance, Littlejohn
and Foss (2008) have advised that the theory should be applied to mass
communication with a lot of caution, because it is only limited to the media
environment, with the exclusion of the television. The researchers have argued
that the initial mass media messages flow directly to individuals on the whole
and is actually not transmitted by opinion leaders, especially in the case of
television, which is increasingly becoming accessible to many people who are
not opinion leader. Littlejohn and Foss (2008) have also argued that research
studies that were done after the theory was established in the 1940s have
shown that there are more than just two steps in the communication process;
there are multistep flow of influence.

Baran (2007) contends that the two step theory of communication does not
sufficiently describe the flow of learning. According to Baran (2007), almost
half of the respondents he surveyed reported to have obtained their learning
experience directly from the media. This claim negates the proposition by the
two flow theory of communication that most audiences obtain information
from opinion holders who in turn get the information from the mass media.

Research Gap

The different studies that have been done have produced a lot of insightful
information about the influence of opinion leaders on other members of the
society. However, there has not been even a single one of them in which a
meta-analysis has been done to combine the results of different studies to get a
bigger picture of the influence of market mavens on choice behavior of
consumers in the market. This is where this study came in.

Research Methodology

This study utilized quantitative approaches in achieving its objectives.
Quantitative approaches were preferred due to their objectivity and relevance
to the process of a meta-analysis. Besides, Piggot (2012) and Doyle (2010)
advise that quantitative approaches are always the most appropriate in
conducting any form of an empirical study. This is because they allow a
researcher to obtain statistical data, formulate and test hypotheses, and
establish a new theory or prove the existing ones, a claim that is strongly
supported by Osbirne (2008).

A total sample of 20 dissertations was selected and their results combined
through a meta-analysis process. A meta-analysis is a type of an empirical
research in which the results of different studies are statistically combined to
obtain a general effect size with respect to a phenomenon studied. The 20
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dissertations were selected from among those which were done between 2010
and 2013. This was because they were the most recent studies that had been
done. The inclusion criteria included the consideration of the credibility of the
authors, the year of study, methodologies used and the statistical approaches
employed in every study.

Data was extracted from the dissertation according to the common
questions that were addressed by all the dissertations. The analysis process
involved the use of statistical approaches such as standard, deviation, effect
size and p-values.

Findings and Discussions

Test of Hypothesis

The first thing that was done in the analysis of the data obtained from the
dissertations was to determine the veracity of the null hypothesis. The
probability value used was p<0.05. In this case the calculated value came out to
be 0.03, which was less than the significance level of 0.05. Therefore, the null
hypothesis was rejected and the effect of the obtained value was interpreted as
being statistically significant. This means that the effect of mavens’ opinions
on the consumer choices was significant.

Influence of Market Maven’s Opinions on Consumer Decisions

The dissertations that tackled similar research questions were analyzed
together. In 8 of the 20 dissertations, researchers sought to determine how
youths made their purchase choices of the products in the market. It is
important to note that the questions that were put to respondents in each of the
8 dissertations were varied, but they dealt with similar themes. The results of
the dissertations were therefore combined in terms of themes and then analyzed
quantitatively. Hence, the results for all the 8 dissertations showed that a mean
of 38% (SD= 2.4%) indicated that they made purchases as a result of peer
influence. In the same dissertations, an average mean of 20% (SD=3%) had
been guided by their guardians’ opinions. Surprisingly, an average mean of
75% (SD=3.8%) of the respondents indicated that they followed the opinion of
others in making purchase choices despite having access to information
directly from the mass media.

The average of 75% represented the results of the responses as provided by
the respondents who had indicated that they depended on various reviews by
other people different from their relatives and close friends to make their
purchase decisions. Figure 1 summarizes the foregoing results.
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Figure 1. Factors that Influence the Purchase Behavior of Youths

Influence of youth's purchase behavior

80%-

70%-

60%-

3 50%-
S
2 40%-
@ O Mean
o Y .
8 30% @ Standard deviation
20% 1"
10% 17
0%-
Peer Influence Guardian General opinion

Source of influence

In 10 other studies, researchers surveyed a total of 14000 consumers. The
researchers found out that an average of 66% (SD= 0.9%) of the consumers
indicated that they were influenced to use new product brands by other
individuals who had more information on the product brands; besides, an
average of 40% (SD=5%) indicated that they had formulated their personal
opinions on new product brands after getting promotional messages from the
media; however, according to the average result of the studies, they changed
their minds after they were persuaded by their “trusted” people, who had used
the new brands. Besides, the study found out that an average of 45%
(SD=2.5%) of respondents had indicated that they intended to purchase
specific brand of products after the media highlighted their good qualities but
ended up buying different products that they felt most people preferred at the
time; therefore, to them, they were weighed between product information they
got from the media and the brand that most people preferred at the time.
Ultimately, they thought that what people purchased the most was the best
brand, so they ended up changing their minds on what to purchase. In the same
group of respondents, an average of 39% (SD=7.2%) were found to have made
brand purchases based on the information they got directly from the media.
Figure 2 provides a summary of these results.
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Figure 2. How Individual Purchase Behaviors were Influenced
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Of the 10 dissertations, on 4 asked those who had made purchases based
on media messages whether or not they had other alternative sources
information about the brands they purchased. In that case, an average of 55.8%
(SD=4.6%) indicated that they had access to other sources of information,
while 21.3% (SD=3%) indicated that they did not have access to any other
media. The rest of the results of the dissertations were about the respondents
who had indicated that they were either neutral or those who did not respond to
the questions; these were grouped as “others.” Figure 3 gives the summarized
form of the above results.

Figure 3. Responses on the Access to Alternative Information other than Media
Messages

Alternative sources of brand information

22.90%

OYes
B No
O Others

55.80%

Five of the dissertations sought to find out the negative impact of negative
review of products on purchase decisions made by consumers. The studies that

10
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were done were repeats of previous studies. The researchers used experimental
methods to determine the effect of positive and negative product reviews had
on consumer decisions. For each study, the respondents were divided into two
groups: treatment and control groups. Both groups were first exposed to a
similar positive message about a particular product. After the exposure, the
members were asked whether they would consider buying the product.
Surprisingly, an average of 81% (SD=7) indicated that they would consider
buying the product. The researchers in each study then later separated the two
groups and subjected one of them to a negative review of the product. When
the same question was repeated for each group, the researchers realized a
substantial change between the responses from the treatment and the control
groups. A meta-analysis of the research findings showed that an average of
89% (SD=2.1) of the members in the treatment groups stated that they would
not consider buying the product as compared to an average of 77% (SD=2.5) of
respondents in the control groups who indicated that they would still consider
buying the product. At the 95 % confidence level, with a confidence interval
(CI) of between 4.3 and 6.1, the Cohen’s effect size (d) was found to be 5.2%.
This, according to Cohen, can be considered as a medium effect size; it means
that the difference that was observed in the average findings for the two groups
was significant and pointed to the fact that the original mass media message
can be modified and used to persuade other audiences.

Discussions

This research study has established that despite the fact that consumers are
able to get product information directly from the mass media, they still depend
on and, in fact, can be influenced by opinion leaders who have relatively more
knowledge and information about different products in the market. This was
especially observed among the youths. In this regard, the study proved that a
significant number of people still depended on the opinions of opinion leaders.
This directly corroborates the arguments of researchers who had established the
important role of opinion leaders in influencing the decision making processes
of opinion seekers.

The study also found out that the youths’ decisions to buy specific
products in the market were subject to influences from their peers and
guardians. In such a scenario, the peers and guardians may add their personal
biases when advising others to buy certain products and not others. During the
literature review process, this finding was found to be common among a
number of other scholars. The consequence of this is that the original message
from the mass media may be distorted before it reaches the intended opinion
seekers.

The role of mavens with respect to influencing purchase decisions of other
consumers was demonstrated by the experiments which showed that some
individuals, who had indicated that they would buy a product based on its
positive review, changed their minds after they were presented with a negative

11
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review. Previous experimental studies had also proved the same. These
particular findings further confirmed the truth of the claims of the two step
flow communication theory. The implication is that if consumers are not using
mass media information to make their purchase decisions, then they are likely
to make such decisions based on distorted information, especially where such
consumers rely on the opinion on market mavens.

Therefore, it can be concluded that the two step flow model of
communication applies to the cases of market mavens and the way they are
able to influence the purchase decisions of other consumers. Moreover, the
findings of the study were found to be in agreement with the arguments of
various authors who were identified during the literature review process.
However, the findings contradicted other researchers who had shown that
mavens and other opinion leaders did not play a significant role in influencing
consumer purchase decisions because such consumers had direct access to
product information from the mass media.

It is also important to note that the results of some of the studies had
indicated that some respondents actually made their purchase decision purely
based on media messages. Therefore, this finding tended to agree with the
critics of the two step flow theory of communication. However, it is worth
pointing out that the number respondents who revealed to have made their
decisions based on media messages were significantly less.

Conclusion and Recommendations

Conclusion

The conclusion is that the study was able to meet its objectives; the results
of the meta-analysis process proved that indeed there is a relationship between
market mavens and consumer decision making processes. Importantly, the
study was able to prove the two step flow theory. All the results of the
dissertations showed that despite direct information from the mass media,
consumers still made their purchase decisions based on the opinions of those
who were very knowledgeable about the products they wanted to buy.

With respect to the research questions, the study found out that there were
not much difference in the results of the 20 dissertations that were meta-
analyzed. Besides, the study established that consumers are often likely to
consider the opinion of market mavens with respect to making purchase
decisions. Lastly, the study established that market mavens may sometimes not
pass product information to consumers in exact forms in which they obtain it
from the mass media; they may manipulate the interpretations of the mass
media messages to achieve their own interests.

Recommendations

Based on the nature and findings of this study, there are a number of
recommendations to make. First, it is important that future studies should
utilize primary data in investigating the influence of market mavens on the

12



ATINER CONFERENCE PAPER SERIES No: AGR2014-1307

purchase decisions of other consumers. Besides, future meta-analyses should
have more samples to ensure the rigor of the study outcomes. This is because
the 20 dissertations that were used in the study were too few to produce
meaningful results that could be generalized to a specific population. Lastly,
future researchers should use the findings of this study as the foundation of
their studies. This will enable them to build on the achievements of this
research. In addition, future meta-analysis studies should use the findings of
this research study as the foundation for further investigation on a similar topic.

Most studies that were included in this meta-analysis did not considered
possible role of gender in the context of opinion leadership. Therefore, it is
recommended that future studies on a similar problem should narrow their
focus and examine the possible influence of gender on the final results. This
will help in determining whether or not male and female audiences are
influenced differently by opinion leaders or direct messages from the media.

The last recommendation is that future studies should focus on a specific
industry or product line. In relation to this, this study generally focused on the
goods and service market, a situation that might have had some unforeseen
negative impact on the final results.
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