
 
 
 
 
 

 
ONLINE COMMUNITIES 

– SEGMENTS AND BUYING BEHAVIOUR PROFILES 
 
 
 
 
 
 
 

Master Thesis in Business Marketing 
 

Jonna Isaksson 
Stephanie Xavier 

Spring 2009:MF26 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



2009:MF26  Spring 2009
 

 
Acknowledgements 
 
 
The completion of this research would not have been possible without the guidance of 
our supervisor Christer Holmén. Thank you for your input and assistance.  
 
We would also like to extend our thanks to Prudence Wheeler and Mikael Torstensson at 
NetOnNet for inspiring us to delve into an area of research which is much in the 
exploratory stage for marketers. We hope our research provides a useful insight into the 
nature of online communities and their users.  
 
Most of all, we like to thank our families and friends for their unconditional support and 
understanding during the research process.  
 
Borås, May 2009. 
 
 
 
 
 
 
______________________          ______________________ 
 
        Jonna Isaksson     Stephanie Xavier 
 

I 



2009:MF26  Spring 2009
 

English title:   Online communities - segments and buying behaviour 
profiles 

 
Swedish title:   Online communities - segmentering och köpbeteende profiler 
 
Year of publication:  2009 
 
Authors: Jonna Isaksson and Stephanie Xavier 
 
Supervisor:  Christer Holmén 
 

II 



2009:MF26  Spring 2009
 

Abstract 
 
The concept of communities and the interaction between people are not new concepts. 
People have always gathered around common conditions shared by those in the group 
such as shared emotions, interests, beliefs and needs. It is however the way we interact, 
with whom we interact, and when and where these meetings take place which has 
changed. This has been a direct result of the development of the internet and exacerbated 
with the move to the second phase of internet development. This second phase of internet 
development provides users with real-time functionality enabling interaction with global 
users in a virtual environment. This interaction is termed online social networking and 
takes place in online communities.  
 
Online communities present opportunities for marketers as they give rise to a virtually 
unlimited number of different consumers, structured around finer consumption and 
marketing interests. Research indicates that online community users are market-oriented 
and therefore online communities provide a meaningful medium of exchange for these 
users. The challenge for companies today has been trying to develop ways to capitalise 
on this trend and raise their competitive advantage. However, in order to effectively 
understand these users, an understanding of their characteristics is fundamental to the 
development of any tailored marketing campaign. This thesis therefore aims to shed an 
insight into a segmentation model designed for online communities - firstly by 
empirically testing it and secondly, by enriching the data with a typology of online 
buying behaviour characterised by psychographic and behaviour variables. Therefore the 
research question posed is “Can online community users be classified by their online 
buying behaviours so that they are useful to marketers?”. 
 
The empirical data was gathered quantitatively through an online questionnaire designed 
to classify the respondents into meaningful segments and clusters. The report reflects a 
social constructionist methodology where the results have been interpreted and given 
meaning. The report is based on the segmentation models presented by Kozinets’ ‘virtual 
communities of consumption’ and Barnes et al. typology on online buying behaviour. 
This report combines the two models in order to enrich the segmentation model presented 
by Kozinets’ with attributes of online buying behaviour in order to provide a more 
comprehensive understanding of online community users. The results indicated that the 
four online user profiles defined in Kozinets’ model did not show differences in their 
online purchasing behaviour. Rather all online community users could be categorised by 
Barnes et al’s three clusters of online buying behaviour.  
 
 
 
 
 
 
 
Keywords: online community, social network, online buying behaviour, online 
shopping 
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Sammanfattning 
 
Människor har alltid interagerat och träffats i grupper. Olika saker har fört oss samman så 
som delade känslor, intressen, övertygelser och behov. Vad som däremot har ändrats är 
sättet vi interagerar på, vilka vi interagerar med, och när och var vi möts. Förändringen 
har skett som en direkt konsekvens av internets utveckling och i synnerhet när 
utvecklingen gick in i sin andra fas. Den andra fasen ger användare möjlighet att 
kommunicera med andra användare över hela världen i en virtuell miljö. Den här 
interaktionen kallas digitalt socialt nätverkande och sker på olika sociala mötesplatser på 
internet.  
 
Online communities öppnar möjligheter för marknadsförare eftersom det öppnar för i 
stort sätt ett obegränsat antal konsumenter, samlade kring mer preciserade konsumtions- 
och marknadsföringsintressen. Forskning visar att användare av online communities är 
marknadsorienterade och att online communities därför ger ett meningsfullt medium för 
användarna att utbyta information. Utmaningen för företag har varit att försöka hitta 
vägar för att kapitalisera på den här trenden och öka sina konkurrensfördelar. Men för att 
kunna förstå användarna på ett effektivt sätt är det viktigt att veta vad det är som 
kännetecknar dem för att kunna utveckla en skräddarsydd marknadsföringskampanj. 
Därför är syftet med den här uppsatsen att ge insikt i en segmenteringsmodell som är 
designad för online communities, först genom att empiriskt testa den och sedan genom att 
berika den med en modell kring vad som kännetecknar köpbeteendet hos konsumenter på 
internet genom psykografiska variabler och beteendevariabler. Den forskningsfråga som 
ställdes var ”Kan användare av online communities klassificeras genom deras 
köpbeteende på internet så att det är användbart för marknadsförare?”. 
 
Det empiriska materialet samlades in kvantitativt genom en webbaserad enkät för att 
klassificera respondenterna i meningsfulla segment och kluster. Uppsatsen har en 
hermeneutisk ansats där resultaten tolkas och gers mening. Resultaten indikerar att det 
inte finns någon betydande korrelation mellan Kozinets segment i virtuella grupper och 
de köpbeteende på internet som presenteras av Barnes et al. Den här uppsatsen 
kombinerar de båda modellerna för att berika Kozinets segmenterings modell och ge en 
mer mångsidig förståelse för användare av online communities. Resultatet visar att de 
fyra profiler som Kozinets modell använder inte uppvisar någon skillnad i sitt 
köpbeteende på internet. Det är snarare så att alla användare av online communities kan 
bli klassificerade genom Barnes et als tre kluster kring köpbeteenden på internet.   
 
 
 
 
 
 
 
 
Nyckelord: online community, sociala nätverk, köpbeteende på internet, e-handel 
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1 Introduction 
 
 
In this chapter the background to the research area is presented. This presentation leads 
to a discussion of the issues within the research area which further leads to the 
formulation of a research question. This research question will be answered later in this 
thesis. The purpose of this thesis is also presented.  
 
 

1.1 Background 
 
A new phenomenon has gripped the online world which has been fashionably labelled as 
Web 2.0 (Stern & Wakabayashi, 2007). Web 2.0 describes the fundamental changes in 
how people are now interacting with the internet. More specifically, a set of new 
technologies now enable consumers to interact and influence one another in a virtual 
environment (Tapp, 2008). This interaction is called social networking through online 
social networks within online communities (Tapp, 2008). The growth of these social 
networks has been exponential since the conception of the internet with its popularity 
gaining rapidly particularly from 2005 to 2009 (Constantinides & Fountain, 2007). The 
ability to interact through online communities is said to dominate the use of internet in 
the future and is therefore coined the second phase of internet development or Web 2.0.   
 
The act of interacting between people is not a new concept. Traditional social networks 
were first built through physical encounters and later assisted through technology such as 
the telephone. People gather together through common conditions that are shared by 
those in the group, defined as human communities (Wikipedia, 2009a). These conditions 
can involve shared emotions and one or several attributes such as intent, resources, risks, 
needs, beliefs and/or consumption preferences (Patterson, 1998; Evans, Jamal & Foxall, 
2006). Cova & Cova (2002, pg. 598) define community as “a group of people with 
something in common, for example the district of residence or occupational interest”. 
Literature suggests that the presence of communities is associated with different types of 
consumer behaviour shared amongst those that belong to the group.  
 
Today, the concept of community and interaction between people has not changed, rather 
it is the way we communicate and interact with each other which has changed. Modern 
technological advancements such as Web 2.0 are dramatically changing how we interact, 
with whom we interact, and when and where we interact. These gatherings have created a 
new phenomenon termed virtual communities or E-Tribes by Kozinets’ (1999) or online 
communities by Tapp (2008). The term online communities will be continued to be used 
in this thesis to describe these groups. Online communities can be described as “social 
aggregations that emerge from the net…public discussions long enough, with sufficient 
human feeling, to form webs of personal relationships in cyberspace” (Kozinets, 1999, 
pg. 253). Therefore online communities, similar to traditional communities are a 
collection of users who share social interaction, social ties and a common ‘space’. The 
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difference today is that they often never physically meet, nor are they bound by time or 
place. Research into the diverse and full social interactions of online consumers reveal 
that the online environment can under many circumstances be used as a medium of 
meaningful social exchange (Kozinets, 1999).  
 
Online communities have given rise to thousands of different communities, accessible 
and available to anyone and everyone through the World Wide Web. Most of these online 
communities are structured around consumption and marketing interests and research has 
indicated that online groups are market-oriented when it relates to their interest (Evans, 
Jamal & Foxall, 2006; Kozinets, 1999). Kozinets (1999) therefore defines theses groups 
as ‘virtual communities of consumption’ whose online interactions are based upon shared 
enthusiasm for, and knowledge of, a specific consumption activity or a related group of 
activities. The challenge for marketers today is to capitalise on the opportunities 
presented by online communities, both as a marketing research tool and as a vehicle to 
deliver messages to a more defined audience. With online communities attracting 
millions of new users seeking faster real-time functionality the term ‘community’ is 
expanding rapidly and spreading globally, creating more markets and opportunities for 
marketers to reach potential customers. The increasing importance of the internet and 
influence of online communities is therefore presenting an opportunity for companies to 
differentiate themselves and gain a competitive advantage.  
 
To date, marketing activities on online communities have been largely trial and error 
involving a shift from traditional marketing. Companies today have been trying to 
develop ways to capitalise on this trend. Now with the move to Web 2.0 and the 
popularity of real-time content, companies are wondering how to use this functionality 
and how best to integrate it. It has been reported that both Google and Microsoft have 
been slow to catch on and are trying to cope with social media’s move to a real-time 
world (Nuttal, 2009). Real-time updates have also opened up a fresh frontier for 
marketers and companies to manage the flow of instant information (Nuttall, 2009).  
 
The potential power of online social networks is real and undeniable. Marketers who 
rigorously understand them and the opportunities they present will be able to position 
themselves to benefit from fundamental changes that are occurring in the way people 
decide on which products and services to consume, and how they actually consume them 
(Kozinets, 1999). However, in order to effectively reach these users, an understanding of 
who they are and their characteristics are fundamental to the creation of tailored 
marketing campaigns. Profiles identified can be categorised into segments who share 
common behaviour and attributes. It is first with this understanding that marketers can 
realise the potential of online communities - when they understand who they are talking 
to.  
 

1.2 Research area 
 
Marketers today use segmentation approaches to reduce rivalry and increase competitive 
advantage with the understanding that a company cannot satisfy everyone in every 
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market with the same strategy. Segmentation is advantageous given fewer competitors in 
any given segment reducing the risk of downward pressure on pricing and reducing 
perceived substitutes in a particular market (Cahill, 1997). Segmentation also allows a 
company to differentiate themselves from the competition and build expertise and 
experience in the market and therefore create barriers of entry for its competitors.  
 
Segmentation of a market refers to the process of dividing the total market into 
homogeneous groups with similar needs and desires that can be identified (Vyncke, 
2002). It also refers to the notion that a consumer group, comprising a market for a 
product, is composed of subgroups, each of which has specific and different needs or 
wants (Barnett, 1969). Within these subgroups, consumers are seen to exhibit 
homogenous characteristics that cause them to behave in a similar fashion which is 
distinctively different from consumers in other segments.  
 
The challenge today is applying segmentation approaches appropriate to online 
communities. Kozinets (1999) is one researcher who has developed a segmentation 
model specifically for online communities. His model segments users based on their 
social commitment and level of activity within the community. Further studies in online 
social networks have been sparse due to the rapid development of this media. An 
understanding of the new media is urgently needed today as online networks rapidly 
bring together more and more consumers in a global marketplace divided into finer and 
finer consumption activities.  
 
In order to further enrich Kozinets’ (1999) model of ‘virtual communities of 
consumption’ a psychographic and behavioural segmentation approach is needed. This is 
because psychographic behavioural variables based on lifestyle, personalities and 
attitudes can explain the way consumers think and behave. This is compared to traditional 
segmentation approaches such as demographic and geographic variables, whilst still 
useful, can only explain the characteristics of sub-markets and the classification of key 
factors of a market segment (Lin 2002). As a result, psychographic and behavioural 
variables have been prominent in marketing literature in understanding psychological 
attributes of online users (Lin 2002; Vyncke, 2002).  
 
In combination with the growing significance of online communities is the parallel 
growth in online shopping and the growing number of shoppers purchasing from online 
stores (Barnes et al, 2007). Therefore it is imperative for marketers to develop an 
understanding of internet surfers and shoppers (Donthu & Garcia, 1999; see Barnes et al, 
2007). There has however been little research into the understanding of how retailers can 
segment online shoppers. As a result, Barnes et al (2007) have developed a typology of 
segmenting online buying behaviour based on practical and relevant constructs of 
purchase behaviour as features for segmentation.  
 
With the aim of contributing to the understanding of online communities for the benefit 
of modern marketing practices and to enrich and build on existing theories in this area, it 
was of great interest to investigate whether segments of online community users could be 
further defined by their online buying behaviour. These two constructs are of interest to 
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marketers as they provide implications as to how businesses can use online communities 
to their advantage in selling their goods and services online. By refining the existing 
segmentation approach of online communities created by Kozinets (1999) through the  
addition of online buying behaviour dimensions, as presented by Barnes et al (2007), this 
research aims to provide a deeper insight into the understanding of online community 
users for the benefit of market practitioners and future researchers alike.  
 

1.3 Research problem 
 
With the move to Web 2.0 people are now able to interact in a new and faster way as 
online social networks expand every day. This has created both threats to traditional 
marketing and opportunities for companies to reach their target audience in a different 
manner, on a larger scale and for a lower cost. Moreover companies are realising the 
potential of online communities but are uncertain as to how to integrate it as part of their 
marketing repertoire. Therefore there is a pressing need for further research in online 
communities as they become more and more integrated in our daily lives. Specifically a 
better understanding of the users of these online communities is needed.  
 
By identifying homogenous characteristics of online users, valuable segments can be 
defined for the benefit of marketing practitioners. The main problem is that there are few 
segmentation models in regards to online communities. There is also a need to use 
psychographic and behavioural variables in order to gain a better understanding as to how 
online users think and behave.  
 
Kozinets’ segments of ‘virtual communities of consumption’, segments members based 
on their level activity and social commitment within the community (Kozinets, 1999). 
However the model has not been empirically tested nor does it further explain online 
buying behaviour. Online buying behaviour is of great interest to marketers since they 
look upon these users as potential target groups in which to sell their products and 
services. Therefore, in order to develop a profile of online community users based on 
their online buying behaviour, attributes of online buying behaviour of the internet user 
population are of interest. A model presented by Barnes et al (2007) identifies three 
distinct clusters of online buyers. His findings are of interest in further examining 
Kozinets’ model since Barnes et al uses both practical and relevant constructs in 
examining online buying behaviour. Therefore both these models can be used to enrich 
the understanding of online community users and their online buying behaviours. Profiles 
identified can then be grouped into segments based on their homogenous characteristics 
for the development of useful and effective marketing strategies.   
 

1.3.1 Research Question 
Can online community users be classified by their online buying behaviours so they are 
useful to marketers?  
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1.4 

1.5 Delimitation 

1.6 Definitions 

Research purpose 
 
The purpose of this research is to contribute to the understanding of online communities, 
a phenomenon that is dramatically changing and shaping human interaction and 
behaviour today. In order to achieve this, an understanding of the users behind online 
communities and their characteristics is essential. The aim of the research is to provide a 
new dimension of research understanding to an existing segmentation theory of online 
communities.  
 

 
The research area of online segmentation and its users are broad and complex. In order to 
answer the research question posed the scope of this thesis has been limited. Firstly, the 
thesis focuses on examining respondents who are existing users of online communities. 
This includes users from online social networks such as Facebook, to online community 
groups found on discussion forums. As online communities are composed of individual 
users, the models used and the findings are only relevant from a business to consumer 
perspective. Furthermore, Kozinets’ model of ‘virtual communities of consumption’ is an 
existing segmentation theory on online communities which is used as the basis of this 
thesis. In order to provide a new dimension of research understanding to Kozinets’ 
existing model, Barnes et al’s typology of online buying behaviour is used. Therefore the 
variables used to analyse online buying behaviour are limited to those presented by 
Barnes et al (2007) providing a natural limit to the study of online buying behaviour.   
 

 
Discussion forums  A discussion forum is an online discussion site 

which can be seen as a modern version of the 
traditional bulletin board. It is a web application 
managing user-generated content and enables 
members to discuss topics that are of interest to 
them. In a forum entries are structured under 
categories then different threads within the category. 
(Wikipedia, 2009b)  
 

Likert scale  The Likert scale offers a way of determining the 
respondent’s attitudes towards statements in a 
questionnaire. The respondents can chose from a 
range of choices such as “strongly agree”, “agree” 
“disagree” and “strongly disagree”. Each statement 
is then assigned a numerical value for analysis. 
(Encyclopedia Britannica, 2009a) 
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Online communities or 
virtual communities 

 Online communities are a group of people who 
interact with each other via the internet. The online 
community is both a complement and supplement 
for communicating with people face-to-face. 
Examples of online communities are Facebook, 
Flickr and blogs. (Wikipedia, 2009c) 
 

Online community user  A person who uses online communities whilst they 
are on the internet. 
 

 
Online social networks 

  
An online social network is helping people to build 
an online community where they can share their 
interests and/or activities. The social networks has 
encouraged new ways to communicate and share 
information. Today millions of people use online 
social networks regularly to interact with others. 
(Wikipedia, 2009d) 
 

Online social network user  A person who uses online social networks as a 
means of building connections with others.  

 
URL 

  
Uniform Resource Locator (URL) is an address of a 
resource on the internet. It can be of any type, such 
as a web page, a text file, a graphic file or an 
application program. (Encyclopedia Britannica, 
2009b)
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2 Methodology 
 
 
The means that were used to conduct this research will be presented in this chapter. This 
includes the methodological approach, the research strategy, method of data collection, 
the sample and quality standards. The methodology is chosen to fulfil the purpose and 
aim of this thesis. 
 
 

2.1 

2.2 

Methodological approach  
 
There are two contrasting views of sociological theories and methodological approach to 
conducting a research: positivism and social constructionism. Positivism is based on 
empirical tradition on building theoretical structure to be tested on society (Patel & 
Davidson, 1994). It pertains that “the social world exists externally, and that properties 
should be measured through objective methods, rather than being inferred subjectively 
through sensation, reflection or intuition” (Easterby-Smith, Thorpe & Lowe, 2002, pg. 
28). In contrast, social constructionism focuses internally on the ways that people make 
sense of the world through shared experiences (Easterby-Smith, Thorpe & Lowe, 2002; 
Wikipedia, 2009e). This approach contrasts to positivism by arguing that ‘reality’ is not 
objective but is socially constructed and given meaning by people (Easterby-Smith, 
Thorpe & Lowe, 2002; Patel & Davidson, 1994). In practice, the two are rarely mutually 
exclusive, rather researchers often apply a combined approach for a pragmatic view of 
both methods (Easterby-Smith, Thorpe & Lowe, 2002). 
 
The purpose of this research is to combine both Kozinets’ segmentation model of ‘virtual 
communities of consumption’ and Barnes et al’s typology of internet users in order to 
investigate whether Kozinets’ model can further define users of online communities 
based on their online shopping behaviour. A positivist approach does not give reason as 
to how online users behave, rather it attempts to examine from an external perspective 
purely observed facts. However as the research process has been undertaken with 
subjective reasoning and an appreciation of human behaviour and experience, this thesis 
reflects a social constructionist approach.  
 

Research approach: Inductive, deductive or abductive 
 
In scientific research literature, there are several ways for a researcher to relate and 
confirm empirical study to theory. The three general approaches are inductive reasoning, 
deductive reasoning and abductive reasoning (Johannessen & Tufte, 2007). Inductive-
deductive reasoning is not unique to science, rather inductive and deductive logic is used 
everyday in practice where greater emphasis is at times placed on one or the other 
(Graziano & Raulin, 2004). Similarly scientific theories often include both inductive and 
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deductive methods differing only in degree of emphasis placed on each method (Graziano 
& Raulin, 2004) 
 
An inductive research begins with empirical observations, which are then used to infer 
constructs that can contribute to theoretical knowledge in the formulation of a research 
problem (Graziano & Raulin, 2004; Andersen, 1998; Johannessen & Tufte, 2007). In 
contrast, deductive reasoning moves from existing theories to empirical data with the aim 
of proving how conditions in different relationships act in reality (Andersen 1998; 
Graziano & Raulin, 2004; Johannessen & Tufte, 2007; Olsson & Sörensen, 2001). The 
final approach, abductive reasoning is a combination of inductive and deductive 
reasoning, and is most often used in practical investigations and research (Mälardalens 
Högskola, 2007). In an abductive research, the researcher moves between theories and 
empiric studies in the research process to allow for the gradual growth of comprehension 
(Wikipedia, 2009e). 
 
The research originated from a business problem - more specifically, how online social 
networks can be used as part of a company’s marketing mix. This research aims to gain 
an understanding of the meanings of humans who use this technology through qualitative 
interpretation of the results, which reflects an inductive reasoning approach. The research 
has however been conducted with emphasis on the deductive approach. This is because 
deductive reasoning often begins with some knowledge regarding the research area and 
the relevant theories in the field to which then theories are applied, modified and tested. 
This is often with the goal of generating new models or research approaches. In this case, 
Kozinets’ and Barnes et al’s models are existing theories determined to be relevant to the 
examination of online user segments and behaviours. Synonymous of a deductive 
approach the research also aims to explain casual relationships between variables 
achieved through a structured research strategy (Saunders, Lewis & Thornhill, 2000).  
 

2.3 Research strategy: quantitative vs. qualitative 
 
There are in principle two research strategies: quantitative and qualitative approaches 
(Easterby-Smith, Thorpe & Lowe, 2002). Their approaches differ in structure and level of 
formalisation. The decision to use one method over another or a combination of both 
methods is dependent on the purpose of the study.  
 
A qualitative approach aims to describe and analyse functions in everyday settings 
ranging from informal conversations to more formal situations (Graziano & Raulin, 2004; 
Olsson & Sörensen, 2001). It focuses on a deeper understanding of the presented research 
area where weight is place on the subjective interpretation of the responses (Bouma & 
Atkinson, 1999). In contrast, a quantitative method follows a largely formalised, logical 
and structured process implying the importance of measurement in the research (Bouma 
& Atkinson, 1999). As such, statistical process and analytical methods are common 
techniques used to collect quantitative data, often through the use of questionnaires and 
surveys (Johannessen & Tufte, 2007; Patel & Davidson, 1994). The distinction between 
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quantitative and qualitative techniques is not always so clear, rather one approach can in 
fact involve both methods (Easterby-Smith, Thorpe & Lowe, 2002).  
 
The aim of this research is to describe and analyse the results in order to gain a deeper 
understanding to the classifications of online users. Given this, the natural approach for 
the research was a qualitative examination of online users where interpretation of the 
results would be allowed. This meant that the results could be explained, interpreted and 
given meaning as to why the segments behave the way they do. A disadvantage with 
conducting a questionnaire online is the inability to gain feedback from the respondents 
as to the reasons behind their responses. Therefore the findings of this research have been 
given meaning and interpreted by the authors.  
 

2.4 Method of data collection 
 
When executing a quantitative method of data collection, the most common way of 
collecting data is through the use of questionnaires as it gives greater opportunity to 
gather information from a large number of respondents without a great amount of 
resources (Johannessen & Tufte, 2007; Saunders, Lewis & Thornhill, 2000). For the 
empirical research a self-completion questionnaire was deemed appropriate. This is 
because the research was conceptualised around obtaining information from, or about, a 
defined set of people or population; namely online community users (Easterby-Smith, 
Thorpe & Lowe, 2002).  
 
There are generally two ways of conducting a questionnaire: through a self-completion 
questionnaire or a type of structured interview assisted by the interviewer. A self-
completion questionnaire is, as the name suggests, a questionnaire where the respondent 
answers the questions themselves unassisted. This is in contrast to an interviewer 
assisting the questionnaire process by, for example reading the questions and marking up 
the responses as conducted in structured interviews (Christensen et al, 2001). As the 
research aims to understand online users, the internet was the natural medium in order to 
reach the desired target group. Therefore it was clear that the questionnaire would be 
designed as a self-completion questionnaire given that assisting the questionnaire process 
through structured interviews would be difficult to execute via the internet.  
 
The decision to execute an online web-based self-completion questionnaire was 
appropriate given the research aimed at examining online community users who are 
firstly, users of the internet and are secondly, acquainted with this form of media. The 
advantages of using a web-based questionnaire are similar to the use of traditional 
assisted and non-assisted questionnaires in that it is relatively low in cost to execute, it 
eliminates the ‘interviewer effect’ and anonymity can be guaranteed (Wiedersheim-Paul 
& Eriksson, 2006). It however has a great advantage over traditional self-completion 
questionnaire in that it is faster to distribute to a large audience and the collation of the 
results are automatically registered saving a substantial amount of time in the data 
collection process (Christensen et al, 2001). One possible disadvantage is that the 
population is, at the onset, restricted to those with access to the internet (Christensen et al, 

9 



2009:MF26 -Methodology- Spring 2009
 

2001), however since this research was concerned with understanding online users this 
was not a concern. Another disadvantage was the expected low frequency of respondents 
as synonymous with self-completion questionnaire, a factor which entailed the 
distribution of the questionnaire to the largest possible and relevant audience defined for 
the research. A self-completion questionnaire also does not allow for clarification if 
needed, therefore a pilot study was executed prior to the launch of the questionnaire. This 
was a necessary step to ensure that misunderstanding of the questions would be 
minimised, to enhance useability and to follow a logical approach for the respondent. In 
turn, this would increase the quality of the collected results.  
 

2.5 The target audience 
 
The target group to be investigated were users of online communities with a 
predisposition to online shopping. The target group was therefore largely unrestricted 
with the only prerequisite condition being that respondents were users of an online 
community. In order to ensure that this condition was met, a web-questionnaire was 
executed to reach this target audience given that online communities are communities 
harvested from the internet. Several online channels were also identified to diversify the 
sample and therefore attain a better cross-section of the population of online community 
users. 
 
The large distribution of the questionnaire, through several online alternatives was 
deemed appropriate. The reasons were several, including to increase the probability of 
gaining responses as well as to achieve a large sample distribution of online users. In 
turn, this would also allow the achievement of a sufficient sample size for interpretative 
analysis of the results as adopted in this research.  
 
Given the size and reach of Facebook, with users exceeding over 200 million users in 
April 2009 (Nuttal, 2009), it was identified as an appropriate online social network to 
reach our target audience. Similarly it satisfied the prerequisite condition as all users of 
Facebook are already online community users. Facebook gathers users from around the 
world, crossing age, time and religious barriers. A group was established on Facebook 
published publically allowing all members access to the questionnaire. It was titled 
“University of Borås Master Thesis” and it was then promoted via several Facebook 
users to raise awareness of the group.  
 
In order to enhance the probability of gaining a broad selection of respondents, several 
discussion forums were identified and the questionnaire was posted on these sites. This 
included a conscious decision in selecting both Swedish and international forums in order 
to gain a mixture of international respondents and to increase the probability of attaining 
a larger sample. The discussion forums were strategically selected based on a number of 
factors including recommendations; being amongst the top results listed from an internet 
search on discussion forums; and the level of activity on each site. The number of 
members registered on each discussion forum provides an indication to the size of the 
target audience and therefore potential reach of the questionnaire. Only those that are 
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registered users are allowed to reply to a posted message on a discussion forum, however 
all internet users have the possibility of accessing the questionnaire without replying to a 
posted message. Therefore the total exposure of the questionnaire cannot be assessed. 
The number of posted messages in each discussion forum also provides an indication to 
the level of activity within the discussion forum and thus the number of members, if 
information on the total number of registered users were unavailable. The following 
discussion forums were chosen because they dealt with online shopping which closely 
reflected the purpose of research.  
 

• eurogamer.net is a highly active UK gaming site with a host of different 
discussion forums. The questionnaire was posted on the forum titled ‘online 
shopping’. Information on the total number of registered users were not available 
however the ‘online shopping’ forum had 26 074 posts at the time of writing. It 
was judged to be an active site given that the number of registered users online at 
anytime could be determined. During the day there were often up to 230 users 
online or more at any one time. (eurogamer.net, 2009) 

 
• minhembio.com is a Swedish home entertainment website with 148 077 

registered users at the time of writing with more than 2 million messages posted 
on their forums. The questionnaire was posted under ‘others – off topic’. This 
forum had 8111 different topics posted with a total of 165 178 responses and a 
high level of daily activity.  (minhembio.com, 2009) 

  
• eforum.idg.se is a Swedish forum for the IT community. Information on the total 

number of registered users was unavailable although the activity on the forums 
indicated high daily activity on its site. There are a total of 93 different forums 
allocated between 15 channels with 1 019 095 posted entries at time of writing. 
(e.forum.idg.se, 2009) 

 
• myshopping.com.au is an Australian discussion forum on online shopping. The 

link was placed in three different forums under clothes, home electronics and TV. 
The total number of registered users was unavailable and the responses on the 
forums generally low. However given the site has been linked to larger national 
sites such as Sydney Morning Herald, the possibility of achieving a larger sample 
of readers of online communities was possible. (myshopping.com.au, 2009) 

 
• Pricerunner.se is a Swedish forum where members can discuss products, services 

and retailers. Information on the total number of registered users was not 
available. However of 19 categories there were 193 486 posted entries at the time 
of writing. The forum is relatively new since it was launched in October 2007. 
(http://forum.pricerunner.se, 2009) 

 
The questionnaire was also posted on several blogs, four that the authors are aware of. 
This was requested by the authors and a voluntary gesture from those blog-users. It was 
deemed appropriate to use blogs as a distribution medium, as users of blogs are also 
online social network users with perhaps different characteristics to those who use 
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discussion forums or Facebook. This would potentially capture different type of 
respondents therefore providing a wider sample for analysis. The total exposure of the 
questionnaire through this medium cannot be measured given blogs are public sites which 
are accessible to all internet users. The link was also uncontrollably spread via viral 
mediums such as email and MSN which is also impossible to measure its exact exposure.  
 

2.6 The web questionnaire 
 
As mentioned previously, a web-questionnaire has been used to gather the empirical data 
for this research. Two of the known challenges faced with initiating a web-based 
questionnaire are the competition for the respondent’s attention and time. Christensen et 
al (2001) recommends placing emphasis on deciding how to inform the respondents 
about the existence of the questionnaire. The availability of time that a respondent has to 
answer a web-questionnaire is also a factor effecting response rates, although a factor 
largely uncontrollable from a researcher’s perspective. This can however be assisted by 
informing respondents at the beginning of the questionnaire, the approximate length and 
time of the questionnaire as well as including a function in the questionnaire which 
highlights the respondents progress. This provides the respondents with what is known as 
‘cognitive control’ (Evans, Jamal & Foxall, 2006) which can minimise the chances of 
respondents abandoning the questionnaire mid-way. These qualities were included in the 
questionnaire (see figure 1) which were effective both in attracting online users to 
actively participate in the questionnaire, as well as minimising the drop-out rate of 
respondents. In total only four respondents of 171 exited the questionnaire prior to 
completion, an impressively low drop-out rate.  
 
The questionnaire was hosted by freeonlinesurveys.com which offered an online software 
for designing questionnaires. It provided an easy-to-use software which was both secure 
and could guarantee the collection of accurate results. The program offered a modern and 
presentable format for a web-questionnaire where a ‘URL link’ was generated and used 
to direct respondents to the opening page of the questionnaire. (Freeonlinesurvey.com, 
2009) 
 
The questionnaire included a cover page where respondents were informed of the purpose 
of the research, that their participation was voluntary and that results would be presented 
only in aggregate terms (see figure 1). Anonymity was also ensured. The questionnaire 
was programmed to require all respondents to answer all questions before completing the 
questionnaire ensuring that the quality of the collect results could be maintained. The 
questionnaire also allowed only one respondent to complete the questionnaire from the 
same computer restricting the possibility of duplication of results.  
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Figure 1. Front page of the Questionnaire, highlighting time issues. 

The questionnaire contained 16 questions where several were further divided into sub-
questions, giving a total of 25 questions including demographic variables. The questions 
were designed based on both Kozinets’ model of segmenting virtual communities 
(Kozinets, 1999) and Barnes et al’s typology of online buying behaviour on the internet 
(Barnes et al., 2007). For each of the four segments of Kozinets’ model and each of the 
three clusters of Barnes et al’s typology, three questions were developed for each 
segment and cluster in order to divide the respondents into one of the respective groups in 
each model. These 21 questions were all constructed on a Likert scale between strongly 
agree to strongly disagree with only four options. The responses were then collected and 
the results averaged in order to classify each respondent in to both models. In occasions 
of unclear classification of respondents, an interpretation of all their responses was used 
in order to place each respondent in to an appropriate group. The remaining questions 
were multiple choice where the respondent was given one alternative, whilst one question 
asked the respondents to tick all suggested alternatives that applied to them (question 3). 
The results were then analysed.  
 
The minimum return rate of the research was set at 100 respondents, whilst the total 
collected was over target with 167 completed surveys. The data was collected over a 
period of one week from the 1st to the 8th of May, 2009.  
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2.7 Sampling 

2.8 

 
Sampling aims to “construct a subset of the population, which is fully representative in 
the main areas of interest” (Easterby-Smith, Thorpe & Lowe, 2002, pg. 135). The sample 
chosen for this study included members belonging to an online social network site 
namely Facebook. Facebook has members across the world crossing nationality, gender, 
age, income, education etc. differences and therefore can be seen to include a 
heterogeneous sample of the population. Samples were also taken from various 
discussion forums with emphasis placed on topics centring on online consumption of 
products or services. Blogs were the final medium used to reach the sample group to 
ensure a wider collection of online users. These were used to achieve a representative and 
broad sample of the online community population.  
 
This form of sampling can be referred to as probability sampling, which infers that each 
person has some known probability of being included in the sample (Bouma & Atkinson, 
1999; Easterby-Smith, Thorpe & Lowe, 2002). Whilst a simple random sample would 
have been ideal, its complexity, difficulty and cost restrict a pure random sampling 
procedure. The use of a combination of channels including Facebook, discussion forums 
and blogs were used in order to broaden the exposure of the questionnaire in order to 
achieve a random sample procedure for the purpose of this study. This approach is also 
practical given the restricted time frame for the research, as well as the fact that it is a 
comparatively cheap method and it provides a reliably random sample (Bouma & 
Atkinson, 1999). 
 

Quality standards 
 
Validity and reliability are the two most important quality standards in research studies 
which this research aims to uphold a high standard of. Validity is concerned with how 
accurately a variable fits a concept, that is, through determining how accurately the 
instrument chosen measures the features intended to be measured (Bouma & Atkinson, 
1999). According to Easterby-Smith, Thorpe & Lowe (2002) there are three ways of 
estimating validity namely (1) face validity: whether the instrument or its items are 
plausible; (2) convergent validity: the confirmation from comparing the instrument with 
other independent measurement procedures; and (3) validation by known groups: which 
is as suggested, comparing groups otherwise known to differ on the factor in question. 
The questionnaire was carefully constructed based on the models used in the research in 
order to achieve, as certain as possible, the intended results from the questions probed. 
 
Easterby-Smith, Thorpe & Lowe (2002) recommend that tests for validity and reliability 
should be made at the pilot stage of an investigation, before the main phase of data 
collection. As such a pilot study has been conducted to ensure that the web-questionnaire 
is constructed to examine, as closely as possible, what it should examine. This was also 
initiated in order to secure that the questions would be interpreted correctly by the 
respondents thereby testing the validity of the questionnaire. In reality, it is not known 
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whether all the questions were interpreted as intended, although a pilot study provides 
useful indications of problems in advance so that miss-interpretation can be minimised.  
 
Reliability is concerned with the stability of the research (Easterby-Smith, Thorpe & 
Lowe, 2002). As stated by Christensen et al (2001) a study should be able to be 
conducted a second time by other researchers and yield the same results if it has a high 
reliability. Since this research had been conducted with a social constructionist approach 
reliability is not particularly relevant to the quality standards. This is because a social 
constructionist approach is interpreted by the researcher’s knowledge during the analysis 
process of the research. The personality of the researcher is also an influencing factor 
within the results. Therefore the research is limited in its ability to yield the same results 
if conducted a second time.  
 

2.8.1 Pilot study 
As mentioned above, a pilot study has been initiated to minimise miss-interpretation of 
the questions in the questionnaire. This process provided valuable information and 
adjustments were made accordingly based on the recommendations and comments 
received from the five participants of the pilot study. As a result numerous questions 
were revised, the format changed and the orders of the questions were altered. The final 
version of the questionnaire was posted on freeonlinesurvey.com and is available in 
Appendix 1.   
 

2.9  Reference considerations 
 
The references for this research has been chosen carefully with a strict discern for 
academic sources in order to attain a high standard of research based on reliable sources. 
Scientific articles have been attained from various databases including Emerald and 
SAGE, two reliable sources where articles are peer-reviewed and approved before 
publishing. Scientific journals are also generally more updated than printed sources and 
deal with current concerning topics in the field.  
 
Wikipedia has been used as a reference source in the methodology section of the report. 
Wikipedia is a web-based, free-content encyclopaedia available on the internet. 
Consideration have been placed on the reliability of this source, however it was deemed 
to provide updated definitions compared to traditional encyclopaedia sources. The 
information found on Wikipedia has also been validated through other sources before 
being used in this research.  
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3 Theoretical framework 
 
 
This chapter includes a review of relevant and supporting theories for this research. They 
begin with broader theories of segmentation and online buying behaviour before two 
models relevant to the empirical study is presented.  
 
 

3.1 Market Segmentation 
 
Market segments have become an integral and important part of modern marketing since 
the concept was first introduced by Wendell Smith in 1956 (Barnett, 1969; Lin, 2002). 
The underlying principle of market segmentation is that individuals have different 
product and service needs and that it is impossible to satisfy all customers in a single 
market with a single marketing strategy (Cahill, 1997; Kara & Kaynak, 1996; Vyncke, 
2002). The purpose of marketing segmentation therefore is the ability to “identify the 
taxonomy of consumption patterns by dividing a market into several homogeneous sub-
markets” as defined by Lin (2002, pg. 249). Within these sub-markets, consumers are 
seen to exhibit homogenous characteristics that cause them to behave in a similar fashion 
which is distinctively different from consumers in other segments (Solomon, Bamossy & 
Askegaard, 1999). 
 
Segmentation refers to the notion that a consumer group comprising a market for a 
product, is composed of several subsets with each subset of consumers sharing common 
needs or characteristics, known as homogeneous markets (Barnett, 1969; Lin, 2002; Lin, 
Luarn & Lo, 2004). The concept of market segmentation is the process of dividing the 
total market into several relatively homogeneous groups with similar product or service 
interests, with similar needs and desires. A true market segment is said to meet all of the 
following criteria (Barnet, 1969): it is heterogeneous across segments, meaning that each 
segment is distinct from each other; it is homogeneous within the segment where 
members exhibit common attributes; and members within each segment responds 
similarly to a market stimulus which can be reached by market intervention (Barnett, 
1969; He & Liu, 2007).  
 
Market segmentation is prominent in marketing literature and marketing activities as a 
company can select one or several sub-markets as target market and dedicate all their 
resources to formulate product strategies to cater specifically to the demands of these 
markets (Lin, 2002; Lin, Luarn & Lo, 2004). By targeting one or more segments, 
marketers have the advantage of targeting consumers based on different needs with the 
potential to capture a larger market segment, raise their competitive advantage and 
maximise their profitability (Cahill, 1997). The process of segmentation in marketing 
strategy is distinct from targeting: which involves choosing which segments to address; 
and positioning; which involves designing an appropriate marketing mix for each 
segment (Kara & Kaynak, 1996). 
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3.2 

3.3 

Marketing literature on Segmentation 
 
The ability to segment customers through a variety of techniques and variables are 
extensive in marketing literature, supporting the notion that customers and markets are 
not homogenous in nature through many different perspectives (Kara & Kaynak, 1996). 
A few perspectives include Reichheld’s (1996) research which recommends segmenting 
based on customer loyalty by isolating valuable customers and focusing on customers 
who are predictably loyal and therefore stable. He also suggests customers who hold a 
passing relationship with a company as another key segment group where the potential to 
build loyalty is greatest. Another perspective is presented by Hultén (2007) who 
considers the concepts of trust, commitment and relationships in segmenting customers, 
whilst Vyncke (2002) focuses on lifestyle segmentation variables including attitudes, 
interests and opinions. It is generally believed that adopting a multi-segmentation 
methodology; that is, utilising multiple segmentation variables, are best to identify 
smaller and better defined target sub-markets for enhancing business competitive 
advantages (Lin, 2002). 
 
There are many criteria which can be used to assign potential customers to homogenous 
groups (Vyncke, 2002). Of the most common is that proposed by Kotler (1997, see Lin, 
2002; Vyncke, 2002) who states that consumer markets should be divided according to 
geographic, demographic, psychographic and behavioural variables. For database 
marketing purposes, these variables are generally classified into profile data or 
behavioural data (Tapp, 2002). Research suggests that the internet is a very different 
medium requiring new segmentation methods (Ruiz & Lassala, 2006). Sen et al (see Ruiz 
& Lassala, 2006) offers a framework in applying traditional segmentation variables to the 
electronic environment.  
 

Physical segmentation variables 
 
Traditional segmentation was initially based on general characteristics of the marketplace 
where information was gathered through a country’s census and externally compiled lists. 
Two physical segmentation variables include segments based on the demographic and 
geographic characteristics of the marketplace (Hassan, Craft & Kortam, 2003). Vyncke 
(2002) further includes social-economic variables under physical attribute segmentation. 
These variables are easily observable to create homogeneous target markets (Vyncke, 
2002).  
 
Demographic variables include segmenting based on gender, income, household’s size, 
education, religion, education and income whilst geographic variable segments are based 
on location, region, country, city or town (Solomon, Bamossy & Askegaard, 1999). 
These variables help explain characteristics of sub-markets and the key factors of a 
market segment (Lin, 2002). Hassan, Craft & Kortam (2003) states that conventional 
marketing segmentation efforts globally were based on analysing ‘macro-factors’ such as 
economic, cultural, geographic and technological factors.  
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Traditional demographic and geographic variables have been criticised to be inadequate 
used alone as they do not identify the complete characteristics of the sub-markets because 
consumers in the same demographic group can have very different psychographic 
makeup (Kotler & Armstrong, 1999, see Lin, 2002). Demographic segmentation alone 
reveals nothing about the motives underlying a consumer’s consumption decision 
(Vyncke, 2002). Therefore they are limited in its ability to recognise more complex 
attributes within these segments. Hassan, Craft & Kortam (2003) also argue that if 
companies want to succeed globally, traditional segmentation variables are inadequate. 
Demographic and geographic variables are however still useful as there are often strong 
correlations between certain consumer groups’ needs and wants, and variables that relate 
to these such as income and city. Data on these segmentation variables are also relatively 
easy to collect in describing the basic variables in a marketplace. (Solomon, Bamossy & 
Askegaard, 1999)  
 
Whilst the internet connects users from all over the world, demographic and geographic 
variables are considered to be relevant for identifying the internet consumer (Ruiz & 
Lassala, 2006). In Barnes et al’s research (2007), consumers were found to exhibit very 
different behaviour and attitude towards online shopping, varying significantly from 
country to country. Segmentation based on these variables allows marketers to find their 
target audience amongst online consumers (Ruiz & Lassala, 2006). Many industry 
surveys to date have focused on the demographic characteristics of web surfers and 
buyers however Bhatnagar & Ghose (2004) argue that whilst demographic information is 
useful, it alone provides little diagnostic information about web users.  
 

3.4 Psychological segmentation 
 
Psychological segmentation often referred to as ‘psychographics’ segmentation, 
combines psychology and demographics in order to enhance understanding of consumer 
behaviour (Vyncke, 2002). In psychographic segmentation, consumers are divided into 
different groups on the basis of lifestyle, personality, social class and customer’s taste 
(Kotler, 1997, see Lin, 2002; Solomon, Bamossy & Askegaard, 1999; Ruiz & Lassala, 
2006). Lifestyle attributes have been prominently used in marketing communications as 
lifestyles influence both consumption patterns and the processing of different forms of 
marketing communications (Vyncke, 2002). This is because the more we know about 
people’s lifestyle, the more effectively we can communicate with them (Vyncke, 2002). 
 
Vyncke (2002) states that psychographic segmentation clearly surpasses classic 
demographic segmentation in yielding significant differences in terms of product 
attribute, benefit evaluation and media selection. Lin (2002) adds that psychographic 
segmentation is effective for identifying sub-market profiles and targeting consumers. 
According to Solomon (2009) all psychographic variables used to segment consumers are 
about trying to understand the motivation for purchasing and using a product. Therefore 
whilst demographic variables tell the marketers who are making purchases, the 
psychographic variables tell them why they buy them. 
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Psychographic segmentation is therefore considered valuable in segmenting online users 
as it provides information on the attitude users have towards the internet (Ruiz & Lassala, 
2006). This can include, for example attitudes to online shopping; privacy of data and 
security; and website innovations. Psychographic analysis can also make valuable 
contribution to the identification of inter-cultural market segmentation which exists 
within online communities (Barnes et al, 2007). Psychographic and behavioural variables 
are also particularly useful as a basis for global market segmentation (Barnes et al, 2007). 
 

3.5 

3.6 

Behavioural and benefit segmentation  
 
Whilst demographic, geographic and psychographic variables provide complementary 
bases for the segmentation of online users, behavioural variables focuses on how to draw 
the user’s attention and send them the appropriate message (Ruiz & Lassala, 2006). 
Hassan, Craft & Kortam (2003) considers behavioural attribute segmentation as a non-
conventional segmentation approach, as it classifies consumers based upon their purchase 
behaviour. For online segmentation these variables can provide information on, for 
example, frequency of internet access; shopping behaviour; level of interactivity; and 
pattern of information search on the website and other websites (Ruiz & Lassala, 2006). 
Segmentation of purchase behaviour can also include the extent of usage of a product, 
loyalty behaviour and usage situations (Solomon, Bamossy & Askegaard, 1999).   
 
Benefit segmentation is closely associated with behavioural segmentation, providing 
useful information on the benefits a customer expects to derive from using the product 
(Solomon, Bamossy & Askegaard, 1999; Vyncke, 2002). These benefits are seen to steer 
a customer’s behaviour. Researchers agree that benefit segmentation provides a valuable 
window into the mind of the consumer (Bhatnagar & Ghose, 2004). Similarly Wu (2001) 
states that benefits sought is an effective segmentation variable, as consumer preferences 
for the benefits can be focused for one or a few online segments. Segmenting internet 
users based on benefit variables can also provide insights into the benefits a user expects 
when attaining information on products as well as benefits relating to the internet as a 
purchase channel (Ruiz & Lassala, 2006).  
 

Online Segmentation 
 
Segmenting approaches of online users have been few to date, and even fewer developed 
with accordance to academic standards (Barnes et al, 2007). Even though academic 
research has been limited it is a developing and exploratory subject in the e-domain 
(Bahtnagar & Ghose, 2002). Ruiz & Lassala (2006) highlights that there is a growing 
need for research in this field since the experience of both companies and consumers in 
internet media are still in its infancy whilst its impact on businesses are significant. Berry 
(1999, see Bahtnagar & Ghose, 2002) further adds that segmentation of customers is 
crucial for the success of e-commerce.  
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Virtual environments and new marketplaces raise a new type of consumers, the global 
consumer (Hassan, Craft & Kortam, 2003). More and more companies are now 
considered to be global according to Wilson (1999, see Barnes et al, 2007 pg, 72) who 
suggests that “once you are on the web, you are immediately a global company”. This 
has opened a new market for online consumers were geographic location is no longer a 
boundary (Hassan, Craft & Kortam, 2003). The online market is a global market with 
global consumers.  
 
Traditionally segmentation efforts were based on macro-level bases such as economics, 
geographic and demographic factors (Hassan, Craft & Kortam, 2003). In contrast, it is 
argued by Hassan, Craft & Kortam (2003) that the global market segmentation requires a 
hybrid of both macro-level variables and micro-level variables including lifestyle, 
attitudes and cultural traits. This hybrid approach is called inter-market segmentation. 
According to Hassan and Blackwell (1994, see Hassan, Craft & Kortam, 2003, pg. 453) 
the inter-market segmentation approach refers to “ways of describing and reaching 
market segments that transcend national boundaries or that cut across geographically 
defined markets”.  
 
An interesting segmenting model of online research is presented by Kozinets (1999) who 
segments online community users. Kozinets’ (1999) defines these segments as 
representative of ‘virtual communities of consumption’ given that online communities are 
implicitly and explicitly structured around consumption activities. He further states that 
these users are an interesting phenomenon as they exhibit shared enthusiasm for, and 
knowledge of, a specific consumption activity or related group of activities online and are 
therefore of interest to marketers. Kozinets’ model is presented in further detail given this 
research builds upon his findings.  
 

3.7 Kozinets’ model in segmenting virtual communities 
 
Kozinets (1999) presents a model designed to segment users of online communities given 
the growth of ‘electronic tribes’ structured around consumer interest. These online 
communities present opportunities for marketers since they exhibit characteristics 
specific to this medium. They differ from traditional database-driven marketing as online 
users are more active and discerning, less accessible to one-on-one processes and provide 
a wealth of valuable cultural information (Kozinets, 1999). 
 
Kozinets (1999) segments users of online communities based on two factors: self-
centrality of consumption activity; and social commitment to the community. They are 
often interrelated however he states that they are “separate enough that they guide our 
understanding of four distinct members or types” (Kozinets, 1999, pg. 254). Four distinct 
groups or segments therefore become apparent namely tourist, mingler, devotee, and 
insider (Kozinets, 1999). This is depicted below in the following diagram. 
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Figure 2. Kozinets’ (1999) Model of online community segmentation 

 
Further explanation of the two factors that Kozinets (1999) uses to segment online 
communities is explained below in more detail: 
 

• The vertical axes of the model relate to the relationship that the person has with 
the consumption activity. This is defined by determining how central the 
consumption activity is to the person’s psychological self-image. The more 
important a form of consumption is to a person, the more likely they are to pursue 
membership in a community.  

 
• The horizontal axes of the model relate to the intensity of the relationship the 

person possesses with other members of the virtual community. This is the level 
of social involvement, commitment or ties a user has within the community.  

 
The four segments of online communities identified by Kozinets (1999) are further 
described below:  
 

• Tourist: Lack social ties to the community and maintain a weak interest in the 
consumption activity. Tourists are individualistically orientated using the 
community as a resource whilst not returning any benefit back to the group.  

 
• Mingler: Maintain strong social ties to the community although they hold a weak 

interest in the consumption activity. Minglers are social and relational in their 
communication to the community and are focused on maintaining strong ties with 
the community for personal gain.  
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• Devotee: Hold weak social ties to the community despite a strong interest in the 
consumption activity. Devotees represent one of the most important target groups 
for marketers as a high interest in the consumption activity often leads to ties to a 
social community. Although devotees exhibit weak social ties to the communities 
they exhibit potential to develop stronger ties.  

 
• Insider: Exhibit both strong ties to the social community and strong personal ties 

to the consumption activity. Insiders represent the most important target group for 
marketers as they exhibit high involvement both in the activity and to the social 
community, both for personal gain and for the benefit of the group.  

 
Kozinets (1999) explains that devotees and insiders are said to represent 20% of the 
entire population of online community users and therefore are the most important 
segments following the ‘Pareto’ principle. The Pareto principles states that approximately 
20% of the customer base contribute to 80% of a company’s profits (Kozinets, 1999). 
Therefore devotees and insiders represent the most profitable segments to target.  
 

3.8 Online buying behaviour 
 
Buying behaviour used to be looked upon as the interaction between consumers and 
producers at the time of purchase, but is nowadays recognised as an ongoing process 
rather than a static point in time (Solomon, 2009). The digital revolution has significantly 
changed the way products and services are consumed as they are accessible 24 hours a 
day, 7 days a week. In addition consumers are no longer limited geographically, and 
experiences can be shared with others across the globe (Solomon, 2009). Therefore the 
internet provides a shopping channel with a completely different experience to traditional 
shopping (Ruiz & Lassala, 2006).  
 
The growing extension of the internet combined with the efficiency and conveniences of 
online transaction will continuously change the way consumers shop and respectively the 
way business are run to reach these consumers (Ranaweera, McDougall & Bansal, 2005). 
Today electronic commerce accounts for a very small percentage of overall sales 
conducted worldwide as this marketing channel is not adopted by all consumers at the 
same time (Ruiz & Lassala, 2006; Solomon, 2009). Its adoption is dependent on 
individual customer profiles, their attitude to e-shopping as well as attributes of the 
internet provider (Ruiz & Lassala, 2006). 
 
Research into online buying behaviour is emerging although it remains largely in the 
exploratory stage (Ranaweera, McDougall & Bansal, 2005). Researches however agree 
that significant differences exist between internet shoppers and non-shoppers in terms of 
social-demographic, behavioural and attitudinal variables (Ruiz & Lassala, 2006). A 
holistic perspective of online users combines both demographic and behavioural 
characteristics of online shoppers (Ruiz & Lassala, 2006).  
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Literature reviews of the variables influencing online shopping are extensive and a host 
of models have been built with different combinations of a range of dimensions 
(Bahtnagar & Ghose, 2002; Barnes et al, 2007). Several attributes have been common in 
several models namely perceived risk (Cunningham et al, 2005; Ruiz & Lassala, 2006); 
trust (Ranaweera, McDougall & Bansal, 2005; Brannigan & De Jager, 2003) attitude 
(Vazquez & Xu 2009); willingness to buy (Grunert & Ramus, 2005), culture (Barnes et 
al, 2007); and involvement (Kozinets, 1999). Several of these constructs used for 
segmenting online shoppers are further discussed to support Barnes et al’s (2007) 
typology of which this thesis explores further.   
 

3.8.1 Trust 
Trust has a significant impact on consumers’ behaviours and attitudes especially in 
regards to online transactions given the absence of face-to-face interaction (Ranaweera, 
McDougall & Bansal, 2005). A key factor as to why consumers might not be enthusiastic 
about buying online is that they lack trust in the medium and the online vendors (Barnes 
et al, 2007). Trust comes in two different forms namely ‘trust in the trade’ and ‘trust in 
the trader’ (Brannigan & De Jager, 2003). This has been labelled as online trust (Shankar 
et al. 2002, see Ranaweera, McDougall & Bansal, 2005) or as e-trust (Brannigan & Jager, 
2003). 
 

3.8.2 Perceived Risk 
Trust is related to a consumer’s level of perceived risk which in turn has a large influence 
on consumer behaviour (Ranaweera, McDougall & Bansal, 2005). Barnes et al (2007) 
states that perceived risk effects consumer behaviour both in information-searching 
behaviour and consumer purchase decision-making. Pires, Stanton & Eckford (2004) 
argues that a consumer’s perceived risk influences their online purchase intention through 
their attitude and willingness to buy. Specifically the higher the level of perceived risk 
the less willing a consumer is to buy over the internet and the perception of trust similarly 
decreases (Barnes et al, 2007).  
 
Perceived risk is about the dimension of loss that can occur through online shopping 
(Barnes et al, 2007) which can be measured in several different ways including physical 
loss, financial loss, psychological loss, time loss, performance risk and social risk (Ruiz 
& Lassala, 2006; Pires, Stanton & Eckford, 2004). It is not possible to completely foresee 
the effects of perceived risk on consumer behaviour as perceived risk in a purchase 
situation is a function of uncertainty and possible consequences unique to individuals 
(Ruiz & Lassala, 2006). In a virtual environment perceived risk can be defined as “the 
internet user’s expectations of losing in a given electronic transaction” (Foresythe & Shi 
2003, see Ruiz & Lassala, 2006, pg.10). 
 

3.8.3 Willingness to buy 
Willingness to buy is an important indicator within the purchase decision-making process 
and is defined as “a hypothetical construct that states how likely a person is to purchase 
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a good in a shopping situation” (Barnes et al. 2007, pg. 76). Consumers’ willingness to 
buy goods over the internet reduces with perceived risk (Barnes et al, 2007). Grunert & 
Ramus (2005) states that willingness to buy is a construct of the perceived benefits the 
consumer believes to gain though purchasing over the internet. There are three 
determining factors which affect a consumer’s perceived benefits including the ease of 
use and security; the product category; and the profile of the consumer (Grunert & 
Ramus, 2005). Willingness to buy is a psychographic characteristic useful as a variable 
for online buying segmentation (Kamakura & Wedel, 1995, see Barnes et al. 2007).  
 

3.8.4 Attitude 
Online consumer behaviour is affected by a consumer’s attitude towards online shopping 
(Vazquez & Xu, 2009). This is because a consumer’s attitude towards online shopping is 
significantly affect a consumer’s intention to use the internet for information search and 
therefore their intention to use the internet for shopping (Shim et al, 2001; see Vazquez & 
Xu, 2009). As such, if a consumer has a positive attitude towards online shopping they 
are also likely to have positive intentions to search for online products and price 
information (Vazquez & Xu, 2009). Attitudes have been previously useful in traditional 
market segmentation and therefore these attributes are also valuable in segmenting online 
users (Barnes et al, 2007). As attitude and intentions can be forecasted, by positive or 
negative attitude towards an object, they provide projective and therefore very useful 
information for marketers (Barnes et al, 2007).  
 

3.8.5 Online shopping experience 
Shopping pleasure plays an important role in retailing since it strongly influences the 
attitude and willingness of a consumer and strongly determines where a customer chooses 
to shop (Barnes et al, 2007). Shopping pleasure is often seen as a component of ‘flow’ 
where the buyer moves between the shopping processes easily with the focus only on the 
transaction (Barnes et al, 2007). Research suggests that the likelihood of purchasing on 
the internet increases as the consumers’ experience on the internet increases (Bhatnagar, 
Misra & Rao, 2000). The interactive nature of online shopping has been credited with 
positively affecting consumer responses including their desire to browse and purchase 
online (Kim, Fioreb & Lee, 2007).  
 

3.9 Barnes et al’s online buying behaviour model 
 
In order to classify international online buyers into useful segments for marketing, Barnes 
et al (2007) has developed an academic typology of meaningful clusters. The goal of a 
typology is to classify diverse phenomena into meaningful and distinct subgroups which 
share common characteristics or traits (Barnes et al, 2007). Its purpose is to highlight 
opportunities for marketers so that the needs of each cluster can be optimised.  
 
Barnes et al’s typology combines psychographic segmentation, cultural factors as well as 
online shopping behaviour into meaningful clusters. His findings illustrate that attitudes 
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towards the internet and internet shopping behaviour vary considerably from country to 
country. Given cultural and personality traits are generally stable over time he argues that 
his model can be of good use for shaping internet marketing.  
 
Barnes et al (2007) offers a three cluster solution of internet users based on their online 
buying attitudes and behaviours. Seven variables are used to construct and differentiate 
these clusters namely extraversion, neuroticism, trust, perceived risk, attitude towards 
online-shopping, shopping enjoyment and willingness to buy. These criteria are practical, 
relevant and latent constructs of purchasing behaviour developed from a psychographic 
and behavioural segmentation approach.   
 
The three clusters of online buyers identified by Barnes et al (2007) are described below: 
 
Cluster 1: Risk-averse doubters 
Those in this cluster are described as extremely careful, reserved and sceptical against 
new experiences. They exhibit the highest perceived risk and lowest trust in online 
shopping and as such, exhibit a negative attitude to online shopping and willingness to 
buy. They are generally critical to online shopping and see little pleasure associated with 
shopping online.  
 
Cluster 2: Open-minded online shoppers 
Those in this cluster contrasts to cluster 1, and are generally open-minded to new things. 
They exhibit low perceived risk to online shopping, a positive attitude to online shopping, 
a strong willingness to buy and exhibit a high trust to online vendors. They have a strong 
affinity to online shopping and see it as a positive experience.  
 
Cluster 3: Reserved information seekers 
Those in this cluster are careful and reserved and therefore exhibit a relatively high 
perceived risk when shopping online. They however have positive attitudes to online 
shopping, reasonable trust to online vendors, and are willing to buy online although they 
are cautious. They primarily use the internet to find information and to make pre-
purchase evaluations whether they choose to buy online or offline. This cluster is open to 
the idea of purchasing over the internet.  
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4 Empirical findings 
 
 
The results of the empirical study will be presented in this chapter. The empirical 
findings will assist in the analysis of results presented in chapter five.  
 
 

4.1 Statistical summary  
 
The respondents in this questionnaire consisted of online community users reached 
through a variety of online mediums including a social network forum, Facebook, as well 
as several discussion forums and blogs (see chapter 2.5 for further explanation). The 
empirical results were collected through a web-questionnaire hosted by 
freeonlinesurvey.com (see Appendix 1). Of 171 respondents, four respondents exited the 
questionnaire without completing all the questions resulting in four uncompleted 
questionnaires. These were respectively removed from the results bringing the total 
numbers of completed questionnaires to 167. These questionnaires form the basis of the 
empirical findings presented in this chapter and are further analysed in the following 
chapter.  
 
In total 44.9% (N=75) of respondents came via Facebook, 29.9% (N=50) via discussion 
forums, 10.8% (N=18) via blogs and 13.8% (N=24) via other online viral channels such 
as from a friend or email. For a graphical representation of all the answers from the 
questionnaire, please refer to Appendix 2.  
 
Of the total 167 questionnaires which were fully completed, the respondents were well 
represented between males and females. Males accounted for 50.9% (N=85) of total 
respondents whilst females accounted for 49.1% (N=82). The age distribution of 
respondents ranged between 15 to 50+ years of age, with the largest group of respondents 
aged between 26 and 30 years old (41.9%, N=70). When the largest age groups were 
combined, the majority of respondents were aged between 21 and 35 (79.6%, N=133). Of 
the remaining respondents 4.8% (N=8) were below the majority aged between 15 and 20 
years old (see figure 3). The respondents aged above the majority of the sample, that is, 
over 35 years old, represented 15.6% (N=26) of the total respondents sampled. Nine 
different nationalities were captured in the questionnaire, with Swedes accounting for the 
majority (56.3%, N=94), followed by British (22.8%, N=38) and then Australians 
(14.4%, N=24). These three nationalities accounted for a total of 93.4% (N=156) of 
respondents. The remaining nationalities (6.6%, N=11) was a mix from Germany, 
Romania, Italy, Indonesia, Finland and Ireland.  
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Figure 3. Question 10 from the questionnaire, age. 

 
The majority of respondents were largely well educated with 46.1% (N=77) of the 
respondents holding an undergraduate degree and 26.9% (N=45) holding a postgraduate 
degree from university. The majority were employed full-time (50.9%, N=85) whilst 
almost ¼ of respondents were students (24.6%, N=41). Most respondents were married 
or in a relationship making up 58.7% (N=98) of respondents, with the remainder 
indicating they were single or other (41.3% N=69). The majority of respondents do not 
have any children (80.8%, N=135).  
 
Only six respondents (3.6%) stated that they had never made purchased online before 
with the remaining respondents indicating that they had shopped online previously 
(96.4%, N=161). When asked whether they had purchased online in the last 12 months, 
94% (N=157) answered that they had. Therefore, in total 4 respondents had not made a 
purchase online in the last 12 months, even though they had previously shopped online. 
The majority of the respondents (59.3%, N=99) had purchased goods on the internet 
more than 11 times in the last 12 months, averaging a purchase at least once a month. Of 
goods purchased in the last 12 months, travel related products were the most popular 
purchased by 110 respondents (65.9%). This was followed by entertainment tickets 
(65.3%, N=109), and books and home electronics both with 58.7% (N=98). Clothes were 
also a popular category with 43.7% (N=73) of respondents having made a purchase of 
these items in the last 12 months. 
  

4.2 Results from theoretical questions 
 
The questionnaire was designed closely to the theoretical models under research, namely 
Kozinets’ model on online communities and Barnes et al’s typology of online buyers (see 
chapter 2.6 for further explanation). In total 15 statements were asked relating to these 
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two models. For these statements, the respondents were asked to choose how well each 
statement reflected them on a Likert scale between strongly agree to strongly disagree.  
 

4.2.1 Kozinets’ activity and involvement attributes 
In order to classify each respondent into the segments as defined by Kozinets (1999), 
three questions were asked relating to each of Kozinets’ determining two factors. This 
resulted in a total of six statement posed. These statements were designed to firstly 
measure how important the respondents valued consumption activities and measure their 
activity level, and secondly to gauge the level of involvement and social ties they 
generally associate to online communities.  
 
In measuring the first factor relating to the importance of consumption activities to the 
respondents, they were asked whether they like to share information about things they 
have a strong interest in with others (see figure 4). By actively sharing an interest with 
others, this indicates how strong the activity level is in relation to the respondent’s 
psychological self-concept. 87.4% (N=146) stated that they strongly agreed or agreed to 
the statement indicating that when the majority of respondents exhibit a strong 
relationship with an activity they enjoy sharing this with others.  
 
 

 
Figure 4. Question 1b from the questionnaire relating to Kozinets’ involvement factors 

 
To measure the level of activity respondents’ exhibit two questions were posed based on 
total time respondents spent online as well as time spent on online communities. This was 
determined as an appropriate measure since Kozinets (1999) states that the longer a user 
spends online, the more likely they are to gravitate to an online community. Of all 
respondents, the majority spent more than 15 hours per week on the internet for personal 
use (35.3%, N=59), with 32.3% (N=54) spending between 11-15 hours per week. These 
two results combined accounted for 67.6% (N=113) of all respondents, with the 
remainder and minority, spending less than 10 hours on the internet for personal use 
(32.3%, N=54). Of this time spent on the internet, 32.3% (N=54) spend less than 25% of 
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their personal internet time on social networks whilst 9.6% (N=16) spend over 75% on 
social networks. The remainder and majority (58.1%, N=97) allocated between 25% and 
75% of their online time to online social networks.  
 
The second factor measured the level of involvement a respondent generally associate to 
online communities. Most of the respondents indicated that they were not generally 
active on online social networks with 26.3% (N=44) of respondents strongly agreeing or 
agreeing to the statement “I often express my opinions and views online by posting new 
entries for others to read (on for example, blogs, forums, discussion boards etc)”. In total 
73.1% (N=122) said that they disagreed or strongly disagreed to the above statement (see 
figure 5). 
 
 

 
Figure 5. Question 1c from the questionnaire measuring level of involvement 

 
Another statement measuring a respondent’s social tie to online communities was based 
on how often they respond to discussions threads on online communities. The statement 
posed was “I often respond to existing entries online with my opinions or views, (for 
example, on blogs, forums, discussion boards etc.)”. 24% (N=40) of respondents strongly 
disagreed to the statement. In total 68.9% (N=115) said that they disagreed or strongly 
disagreed to the above statement indicating that the majority of the respondents sampled 
are passive in their involvement to online communities.  
 
The last statement confirmed that most respondents did not actively participate in online 
discussions. However it was noted that whilst they were not active, they liked to read 
others comments on online forums with the majority of respondents (59.9%, N=100) 
strongly agreeing or agreeing to the statement “I like to read other people’s comments 
online but I do not respond to them”. 
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4.2.2 Online shopping 
Nine of the 15 statements probed the respondents on their attitude to online shopping. 
This included statements based on attributes such as perceived risk, trust, willingness to 
buy and online shopping experience presented in chapter three. These statements were 
designed in correspondence to Barnes et al’s typology of online buying behaviours with 
the aim of classifying each respondent into one of the three different clusters presented by 
Barnes et al (2007). A summary of the results relating to these attributes are now 
summarised.  
 
A large majority of the respondents (93.4%, N=156) considered themselves to be open-
minded to new things and liked to try new things. Those that did not agree to the 
statement only disagreed (5.4%, N=9) rather than strongly disagreeing to the statement 
(1.2%, N=2) (see figure 6). This result strongly indicates that the respondents sampled 
considered themselves to be open-minded.  
 

 
Figure 6. Question 1a from the questionnaire on personality 

 
The majority of respondents (88%, N=147) also strongly agreed or agreed to the 
statement that they find online shopping to be a positive experience. The remainder of 
respondents (12.0%, N=20) did not agree to the statement however only one respondent 
strongly disagreed. These results suggest that the majority of the respondents sampled are 
positively disposed to online shopping (see figure 7).  
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Figure 7. Question 4a from the questionnaire on shopping experience 

 
Whilst respondents considered online shopping to be a positive experience it was also 
interesting to note that they are selective as to which online stores they buy from. 90.4% 
(N=151) of respondents strongly agreed or agreed to the statement with the remaining 
9.6% (N=16) only disagreeing to the statement. There were no respondents who strongly 
disagreed to the statement indicating that the majority of respondents sampled place a 
strong consideration on which stores they purchase from online (see figure 8).  
 
 

 
Figure 8. Question 4b from the questionnaire on store selection 
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When asked whether the respondents use the internet to actively search for information 
before they buy products online or in a physical store, the majority (79%, N=132) 
strongly agreed or agreed to this statement. What is interesting to note is that 18.6% 
(N=35) disagreed or strongly disagreed to the statement suggesting that they primarily 
use the internet for other purposes, for example, perhaps for reading the news or social 
enjoyment. (See figure 9) 
 
 

 
Figure 9. Question 4c from the questionnaire on primary use of the Internet 

 
When probed as to whether online shopping is new to the respondents sampled and 
therefore they are sceptical about shopping online, the majority of respondents strongly 
disagreed to the statement (71.3%, N=119) suggesting that online shopping is perhaps 
something they are used to. Several respondents however strongly agreed or agreed to the 
statement (8.4%, N=14) therefore indicating that the concept of online shopping is still 
relatively new for some. (see firgure 10) 
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Figure 10. Question 5c from the questionnaire on online shopping 

 
There were several statements which probed a respondent’s trust towards online 
shopping. Interestingly most of the respondents indicated that they do not find it hard to 
trust online stores (80.2%, N=134) nor do they consider it to be risky either (89.2%, 
N=149). A similar result was evident when asked whether respondents were sceptical 
about making purchases online with 71.3% (N=119) strongly disagreeing to the 
statement. As such, it can be generalised that the respondents sampled are not sceptical to 
making purchases online. However, when asked whether they shop online because they 
trust online stores, 58.1% (N=97) strongly agreed or agreed to the statement whilst the 
remainder 41.9% (N=70) disagreed or strongly disagreed to the statement. This was 
interesting given that they exhibit a strong degree of trust towards online stores (See 
figure 11 and figure 12).  
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Figure 11. Question 5a from the questionnaire on trust 

 
 

  

Figure 12. Question 6a from the questionnaire on trust and shopping online  
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5 Analysis 
 
 
In this chapter an analysis of the empirical findings are presented with the support of the 
theoretical framework presented in chapter three. This chapter presents a discussion of 
the results to satisfy the research purpose and answer the research question.   
 
 

5.1 Analysis of Kozinets’ variables 
 
In order to the achieve the purpose of this thesis, the attributes defined by Kozinets’ 
segmentation model of ‘virtual communities of consumption’ and Barnes et al’s (2007) 
typology of internet buyers were tested and applied. As stated previously, Kozinets’ 
segmentation model consists of four distinct segments namely tourist, mingler, devotee, 
and insider. Three questions in the questionnaire (questions 1b, 7 and 8) were developed 
relating directly to Kozinets’ vertical axis on the ‘centrality of consumption activity’ or 
level of activity. Another three questions (questions 1c, 1d and 1e) were developed 
directly relating to Kozinets’ horizontal axis measuring the strength of involvement a 
respondent exhibits to an online community. All these questions were designed on a 
Likert scale in order to classify each respondent in to the respective segments. The 
respondent’s answers relating to each of Kozinets’ constructs were averaged so that an x-
co-ordinate and a y-co-ordinate could be generated for each respondent. Each respondent 
were then plotted in the appropriate segments as presented diagrammatically below in 
figure 13.  
 
In total there were 45 distinct co-ordinates (x,y) where all 167 respondents were plotted 
(see appendix 3). In total tourists made up 24% (N=40) of the sample, minglers 9% 
(N=15), insiders 24% (N=46) and devotees 39.5% (N=66).  
 
The two segments which represent the most important targets for marketers are devotees 
and insiders. This is because they both share a high level of centrality to a consumption 
activity and therefore those in the groups are likely to represent heavy users and loyal 
users (Kozinets, 1999). Insiders and devotees are also said to represent 20% of all online 
community members and consume 80% of products and services, following the Pareto 
rule. The majority of respondents collected in the sample (67.1%, N=112) were classified 
as belonging to these two groups, devotees and insiders. This is perhaps not surprising 
since the Pareto rule states that devotees and insiders consume 80% of the services, in 
this case they are more incline to consume or participate in a questionnaire. In total they 
represent 67.1% of the total number of respondents sampled who participated in the 
questionnaire.  
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Figure 13. Respondents coordinates in Kozinets’ model 

 
An analysis of the results of each of Kozinets’ segment is now presented. 

5.1.1 Tourists 
Tourists are classified by Kozinets (1999) as exhibiting weak social ties to the 
community and a weak interest in the consumption activity. This is the least active group 
and the most difficult to capture given that they use online communities for their own 
benefit without contributing for the benefit of others in the community. Of the total 
respondents sampled 24% (N=40) were classified as tourist.  

5.1.1.1 Descriptive variables of a tourist 
A profile of a tourist from the sample is aged from 26 – 35 (57.5%, N=23), married or in 
a relationship (62.5%, N=25). Compared to other segments tourists were more likely to 
have children since 37.5% (N=12) of the total respondents sampled who had children 
were classified as a tourist. A tourist is more likely to be Australian since almost 50% of 
the Australian sample was classified in this segment. In general they are well educated 
with 80% (N=32) of tourists holding a university degree or higher and are employed, 
either full-time, part-time or as a business owner. Tourists purchased less online in the 
last 12 month period with 60% (N=24) purchasing less than 10 times and of which half of 
this sample purchasing less than 5 times (N=12) or never in the last 12 months (N=4).  
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5.1.1.2 Consumption activity 
By theory a tourist exhibits a weak interest in the consumption activity therefore they do 
not regard an activity to be central to their psychological self-concept. They may have a 
passing interest in the activity without exhibiting a strong desire or interest and therefore 
are unlikely to share this with others. When asked whether they like to share a strong 
interest they have with others a ‘typical’ tourist, as defined by Kozinets (1999), should 
have disagreed to this statement. However, the results indicated that the majority of the 
tourist sample strongly agreed or agreed to the statement (70%, N=28) and only 30% 
(N=12) disagreed or strongly disagreed which was unexpected.  
 
Kozinets (1999) states that the longer time a person spends on the internet, the more 
likely they are to gravitate to an online social network. A typical tourist has a passing 
relationship with online communities therefore it can be hypothesised that this is 
correlated to the fact they do not spend a lot of time generally on the internet. Two 
questions were asked in order to gauge this attribute. The result of the tourist sample 
indicated this was true. 67.5% (N=27) of tourist spent less than 10 hours a week on the 
internet for personal use and of this time, they spend less than 25% on social networks 
(67.5%, N=27). This is compared to the results of all respondents where the majority 
sampled (67.3%, N=113) spent more than 11 hours of their personal time on the internet 
per week. These results for tourists are consistent with Kozinets’ theory since they do not 
spend much of their personal time on the internet the chances of devoting time to online 
communities are also minimised.  

5.1.1.3 Involvement 
Tourists tend to use online communities for factual information as a means for 
accomplishing their needs, an individualistic approach without concern for the other 
members in the group (Kozinets, 1999). When asked whether they like to express their 
opinions and views online by posting new entries for others to read, 95% (N=38) stated 
that they disagreed or strongly disagreed to the statement, which is consistent with 
Kozinets’ description of a typical tourist. Similarly when asked whether they often 
respond to existing entries with their views or opinions 92.5% (N=38) also disagreed or 
strongly disagreed to the statement. Furthermore whilst they do not respond to online 
entries, 65% (N=26) of the tourist sample stated that they enjoyed reading other people’s 
comment online even though they never responded to them. This behaviour is reflective 
of a typical tourist as described by Kozinets (1999). 
 
The sample of tourist collected (N=40) can be summarised to represent a good sample of 
a typical tourist based on level of activity and involvement attributes as described by 
Kozinets (1999). Therefore we can be assured that further analysis of the tourist sample is 
a valid representation of the theory.  
 

5.1.2 Minglers 
A mingler is a social and relational person within their communities (Kozinets, 1999). 
They focus on maintaining strong ties with the community for personal gain although 
they exhibit a weak interest in the consumption activity. Of all respondents only 9% 
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(N=15) were classified as minglers, the smallest of all the segments. As such, it is 
difficult to make valid generalisations of this segment from the results collected.  

5.1.2.1 Descriptive variables of a mingler 
A ‘typical’ mingler from the sample is a person aged from 26 - 30 years and in a 
relationship. They are well educated with 60% (N=9) of minglers graduating from 
university and they are employed full-time. The majority had purchased online more than 
11 times in the past 12 months (60%, N=9) and of those that purchased more than 11 
times, the majority (67%, N=6) had purchased more than 20 times in the last 12 months.  

5.1.2.2 Consumption activity 
Similar to the tourist, a mingler has a weak interest in the consumption activity and is 
therefore unlikely to regard an activity to be central to their physiological self-concept. 
Therefore when asked whether they like to share a strong interest they have with others a 
‘typical’ mingler, as defined by Kozinets (1999), should have disagreed to this statement. 
However, the results indicated that the majority of the minglers strongly agreed or agreed 
(80%, N=12) to the statement that they enjoy sharing a strong interest they have with 
others, and only 20% (N=3) disagreed with the statement, which was slightly unexpected.  
 
For a ‘typical’ mingler the consumption activity does not represent a strong part of their 
self-identity even though they are strongly involved with the online community. The time 
they spend online on these social networks are limited by their cooperation with the 
community members or enforcement of communal standards in the group. Therefore the 
amount of time dedicated to online social networks were expected to be low since 
minglers use online communities to achieve a given task, as opposed to enjoyment or 
personal interest. The results from the mingler sample indicated that this was true with 
66.7% (N=10) responding that they spend less than 10 hours a week on the internet for 
personal use with the majority spending less than 25% of this time on social networks 
(60%, N=9). Furthermore 100% (N=15) of the sample indicated that the maximum time 
they allocate to social networks is 50% of their internet time per week. This contrasts 
significantly to the results of the total respondents sampled where 67.3% (N=113) spend 
more than 11 hours of their personal time on the internet a week. Therefore whilst 
minglers represented a small sample of total respondents the results indicate that they 
exhibit distinct characteristics from the majority of the other respondents sampled.  

5.1.2.3 Involvement 
According to Kozinets (1999) minglers have strong ties to the community and a strong 
personal interest in socialising with other members in the community. When asked 
whether they like to express their opinions and views by posting new entries online 
53.3% (N=8) disagreed to the statement indicating they are not generally active in 
starting new discussions. This is perhaps consistent to Kozinets’ (1999) theory which 
describes their involvement to be largely the maintenance of existing interactions such as 
obligingly answering questions from new users or contributing to FAQ (Frequently 
Asked Questions) etc. Therefore when asked whether they often respond to existing 
entries online with their views of opinion, 60% (N=9) strongly agreed or agreed to the 
statement which is consistent to the characteristics of a typical mingler.  
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Furthermore the majority of the sample strongly agreed to the statement that they enjoy 
reading other comments online even though they do not respond to them (73.3%, N=11). 
This is perhaps not unexpected given minglers keep an ongoing interest in the subjects 
relating to their online community. They perhaps only respond to comments when they 
feel obliged to respond or contribute.   
 
Whilst the sample of minglers collected for analysis was small (N=15) the results indicate 
that they represent a fairly true description of a mingler as described by Kozinets (1999). 
A larger sample for this group would have been able to validate these results given the 
difficulty in generalising from a small sample.  
 

5.1.3 Devotees 
Devotees have a strong interest in consumption activity but exhibit weak ties to online 
communities. That is, they are personally dedicated to an activity despite they do not 
express this passion with an online community. Therefore they exhibit low involvement 
to online social networks. Of all respondents 39.5% (N=66) were classified as devotees 
which makes this the largest segment in this research. 

5.1.3.1 Descriptive variables of a devotee 
A devotee is more likely to be a female than a male, but the difference is minor with 
females representing 54.5% (N=36) of devotees and males representing 45.5% (N=30). 
The majority were aged between 21 - 30 years and are likely to come from Sweden since 
almost 50% of all Swedes sampled were classified in this segment. Devotees are 
generally single and therefore do not have children either. They have also graduated from 
university and are employed full-time or are still currently studying. Almost half of the 
sample (45%, N=30) purchased less than five times online in the last 12 months, of which 
two had not made a purchase online in the last 12 months. The remaining 55% (N=36) 
had purchased online, between 6 to 20 times in the last 12 months.  

5.1.3.2 Consumption activity 
A devotee is active in sharing things of interests to them as it often represents a strong 
part of their identity (Kozinets, 1999). Therefore it was expected that a typical devotee 
would strongly agree or agree to the statement that they enjoy sharing things they have a 
strong interest in with others. The result was strongly consistent with Kozinets’ theory 
with 93.9% (N=62) strongly agreeing or agreeing to the statement.  
 
A typical devotee spends a lot of time both online and offline on different social networks 
especially on subjects that they are strongly interested in. More than 81.8% (N=54) stated 
that they spend more than 11 hours on the internet per week for personal use with the 
majority of devotees (67.5%, N=38) allocating more than 50% of their internet time on 
online social networks. This was an interesting result given that by definition, devotees 
exhibit weak ties to online communities. The results indicate that devotees are heavy 
internet users and at least half of the sample allocate more than 50% of their time to 
online social networks.  
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5.1.3.3 Involvement 
As indicated above, more than half of the samples of devotees dedicate a substantial 
amount of time to online social networks. It is therefore interesting to note the level of 
involvement devotees exhibit within these communities. In theory, they are passive and 
exhibit low involvement given they have a weak association to online communities. 
Therefore in order to gauge their level of involvement they were asked whether they like 
to express their opinions and views by posting new entries online. The results indicated 
that the majority of the devotee sample 92.4% (N=51) disagreed or strongly disagreed to 
the statement stating that they do not express their opinions or views online by posting 
new entries. Furthermore, 87.9% (N=58) stated that they do even respond to existing 
entries and online discussions. These results strongly support Kozinets’ theory of the 
devotee segment. The result of the questionnaire also showed that 59.1% (N=39) of 
devotees likes to read other peoples comments online even though they do not respond to 
them. This is also consistent with Kozinets’ theory of a typical devotee.  
 
The results indicate that the respondents classified as devotees represent a valid sample as 
defined by Kozinets. That is, they are seen to share the same characteristics as defined by 
the theory. Therefore it can be deduced that the devotee sample is a representative sample 
of typical devotees.   
 

5.1.4 Insiders 
An insider is defined by Kozinets (1999) as a person who exhibits both strong ties to the 
social community and strong personal ties to the consumption activity. This segment is 
the most important target group for marketers since they are both active and passionate in 
consumption activities and exhibit strong social-ties to online communities. Of the 167 
respondents in this research 27.5% (N=46) were classified as insiders which makes this 
group the second largest sample in this research.  

5.1.4.1 Descriptive variables of a insider 
A typical insider is male between 21 - 30 years old. He is either single or in a relationship 
and has no children. He has graduated from university and is currently employed. The 
results indicate that insiders varied in the amount they have purchased online in the last 
12 months. There was no clear distinction as to whether they could be classified as light 
or heavy shoppers since the results were evenly divided between 1 to 20 times. Four 
respondents however had not bought anything in the last 12 month (40%).  

5.1.4.2 Consumption activity 
Insiders are very active and they like to interact with other members in an online 
community when it relates to their interests. The results confirmed that those classified as 
insiders enjoyed sharing a strong interest they have with others with 95.6% (N=44) 
strongly agreeing and agreeing to the statement. This is an accurate reflection of 
Kozinets’ theory. A typical insider is also a person who allocates a lot of time on the 
internet and a significant amount of time on online communities. The result of the 
questionnaire confirmed that the majority of insiders spends more than 11 hour on the 
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internet per week (89.1%, N=41), and of that time more than 50% is spent on online 
social networks (60.9%, N=28).  

5.1.4.3 Involvement 
Since insider exhibit strong relations with online communities they are expected to be 
highly involved and active within these communities, for example though posting new 
entries and responding to existing discussions. When asked whether they like to post new 
entries with their views of opinions 67.4% (N=31) of the insiders strongly agreed or 
agreed to this statement. This result was expected supporting Kozinets’ theory. It is 
interesting to contrast these results to the total respondents sampled with the majority of 
respondents (70.3%, N=122) stating that they do not post new entries online. Therefore 
this attribute is a reflection and a valid measure of a typical insider. 
 
The results were similar when insiders were asked whether they respond to existing 
entries with their views and opinions. 69.6% (N=32) strongly agreed or agreed with the 
statement that they enjoyed responding to discussion forums. These results were also 
contrasted to the total respondents sampled where 69 % (N=115) stated they do not 
respond to existing entries online. Therefore the insiders sampled can be confidently 
concluded to represent true and valid characteristics of insiders as described by the 
theory. Furthermore, when asked whether they like to read others comments, the majority 
of insiders (52.2% N=24) strongly agreed or agreed to the statement which was also 
expected from this segment.  
 
The results for the insiders sampled indicate that they are a good representation of a 
typical insider as described by Kozinets’ theory. Therefore we can be assured that further 
analysis of the insider sample is a true reflection of the theory. 
 

5.2 Analysis of Barnes et al’s variables 
 
As described earlier, Barnes et al (2007) developed a typology of meaningful clusters to 
classify online buyers into useful segments for marketing. He offers a three cluster 
solution of internet users based on their online buying attitudes and behaviours. These 
three clusters are risk-averse doubters, open-minded online shoppers and reserved 
information seekers. Theses clusters will be referred to as cluster 1, cluster 2 and cluster 3 
respectively throughout the remainder of the thesis.  
 
In the questionnaire, three questions were constructed and related to each cluster. For 
cluster 1 they were questions 5a, 5b and 5c; cluster 2, questions 1a, 4a and 6a; and cluster 
3, question 4b, 4c and 6b. An analysis of how a respondent answered all these questions 
relating to Barnes et al’s clusters has been examined in order to gain a true picture of 
each respondent. These questions were design using a Likert scale where the respondents 
were asked to choose the option that best described them. The 167 respondents were then 
allocated into one cluster based on their responses. The majority of respondents were 
allocated into two clusters with 59% (N=99) of the respondents belonging to cluster 2, 
37% (N=62) belonging to cluster 3 and only 4% (N=6) belonging to cluster 1. 

41 
 



2009:MF26 -Analysis- Spring 2009
 

An analysis of the results of each of Barnes et al’s segment is presented below.  
 

5.2.1 Cluster 1: Risk-averse doubters 
Those who belong to cluster 1, according to Barnes et al. (2007), are extremely careful 
and reserved and they are usually sceptical to new things. They associate a high risk to 
online shopping which also leads them to have a very low trust in online vendors. They 
do not regard online shopping to be enjoyable and generally have a negative attitude to 
online shopping. The sample in cluster 1 is very small (N=6) in this research which 
strongly indicates that online community users generally do not exhibit characteristics of 
those in cluster 1. However further generalisation of these results must be interpreted 
with care given the small sample size. This makes it difficult to make further valid 
generalisations.  
 
Since those in cluster 1 associate a high degree of risk with online shopping, it was not 
surprising that all of the respondents (100%, N=6) strongly agreed or agreed to the 
statement that they find it hard to trust online stores. Similarly they strongly agreed or 
agreed (100%, N=6) to the statement that they do not like to shop online because they 
find it risky. When these responses were compared to the total sample of respondents, the 
results were a direct contrast given the majority of respondents disagreed or strongly 
disagreed to these two statements, indicating they trusted online stores and did not 
consider online shopping to be risky. Therefore whilst the sample size is small, their 
responses indicate that their characteristics are true to those described for cluster 1.   
 
Barnes et al. (2007) describes those in cluster 1 to be sceptical about new things. 
Therefore when asked whether they regard online shopping to be relative new to them 
and whether they were sceptical of making purchases online, 83.3% (N=5) stated that 
they strongly agreed or agreed to the statement. This is consistent to Barnes et al’s theory. 
When the results were later compared to all respondents in the sample, the majority had 
in fact answered in direct contract to cluster 1 by strongly disagreed to the statement 
(86.9%, N=119). This indicates that despite the sample being very small they clearly 
differ from the general opinion of the total respondents sampled. Other results indicate 
that they are not willing to make purchases online, and if they do make a purchase online 
they are selective as to which stores they buy from (83.3%, N=5). Overall they do not 
regard online shopping to be a positive experience (66.7%, N=4).  
 
The results of cluster 1 were analysed with questions designed for cluster 2 and 3 in order 
to ensure the respondents responded consistently to the theory and therefore were reliably 
classified into the right cluster. The analysis proved that the respondents in cluster 1 had 
answered the questions as could be expected. This ensures that despite the small sample 
those that were classified into cluster 1 exhibited the right characteristics as defined by 
Barnes et al’s (2007) theory.  
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5.2.2 Cluster 2: Open-minded online shoppers 
Those who belong to cluster 2 are defined by Barnes et al (2007) to exhibit characteristics 
to the opposite extreme when compared to cluster 1. They are very open-minded to new 
things and have little fear in live situations (Barnes et al, 2007). They have a positive 
disposition to making purchases online as they regard online shopping to involve 
minimum risk. The majority of the 167 respondents were classified in cluster 2 (59%, 
N=99), a significant sample size in which to analyse.  
 
When asked whether they considered themselves to be open-minded to new things almost 
all of the respondents (95.9%, N=95) in cluster 2 strongly agreed or agreed to the 
statement. This reflects Barnes et al’s description of a typical characteristic exhibited by 
those in cluster 2. In addition almost all respondents (99%, N=94) strongly agreed or 
agreed that online shopping is a positive experience and that they shop online because 
they trust online stores (81.1%, N=81). This was supported by the statement “I find it 
hard to trust online stores” with which 93% (N=92) disagreed or strongly disagreed to the 
statement.  
 
Similarly, those in cluster 2 disagreed or strongly disagreed to the statement that 
shopping online was new to them and that they are sceptical to buying online (98%, 
N=98), a characteristics which distinctly distinguishes them from cluster 1. They also 
disagreed or strongly disagreed to the statement that they do not like to shop online 
because they consider it to be risky (96%, N=96) which strongly supports that those in 
cluster 2 are significantly different to those in cluster 1. However, when asked if they are 
selective as to which online stores they buy from, it was expected that respondents in 
cluster 2 would be less selective given they exhibit low perceived risk to buying online 
and are generally said to trust online stores (Barnes et al, 2007). Instead most of the 
respondents in cluster 2 (87.9%, N=87) stated that they are selective when choosing 
which online stores they buy from.  
 
The results of cluster 2 indicate that the respondents are a good representative sample of 
those defined by Barnes et al (2007). Therefore further analysis of this segment can be 
regarded to be valid in this research. Given the majority of respondents showed 
characteristics similar to those of cluster 2, it can be deduced that online community users 
are more likely to be open-minded online shoppers that share the same characteristics as 
those in cluster 2.  
 

5.2.3 Cluster 3: Reserved information seekers 
Barnes et al. (2007) describes that those in cluster 3 are careful and reserved, who 
primarily uses the internet to seek information. Whilst they have a positive attitude to 
online shopping, which is similar to cluster 2, they differ in that they regard online 
shopping to entail a reasonable amount of risk and therefore they are hesitant in making 
purchases online. They however are not entirely sceptical either, as opposed to cluster 1, 
and exhibit reasonable trust to online vendors and a high willingness to buy. Of the 167 
respondents 37% (N=62) were classified in cluster 3, the reserved information seekers.   
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Those in cluster 3 are not as self-secure as those in cluster 2 in regards to shopping 
online, but at the same time are not as insecure as those in cluster 1. When asked whether 
they are selective as to which stores they buy from 95.2% (N=59) strongly agreed or 
agreed to the statement indicating that they are selective as to which stores they buy from. 
This is however not significantly different compared to the results of all the respondents 
sampled where 90.4% (N=151) strongly agreed or agreed to the same statement. They 
also agreed to the statement that they primarily use the internet to search for information 
before buying a product online or offline (96.8%, N=60), consistent with Barnes et al’s 
theory. The majority also stated that they would be willing to make purchases online 
(61%, N=38) as they do not consider online shopping to be new nor are they sceptical to 
buying online. This is reflected in the result where 85% (N=53) of respondents disagreed 
or strongly disagreed to the question “I do not like to shop online because I consider it to 
be risky” indicating that they in fact enjoy shopping online as they do not find it to be 
risky.  
 
However, those in cluster 3 were divided as to whether they found it hard to trust online 
stores. 29% (N=18) agreed with the statement and stated that they find it hard to trust 
online stores whilst 64% (N=40) stated that they do not find it hard to trust online stores. 
Neither of the results indicated they strongly agreed or strongly disagreed with the 
statement confirming that the issue of trust is divided and a sensitive topic for those in 
cluster 3. Another interesting statistic was that 90.3% (N=56) also considered themselves 
to be open-minded, a characteristic synonymous of those in cluster 2. This however can 
be interpreted with a degree of caution given that one’s attitude is not always the same as 
one’s behaviour.  
 

5.2.4 Gender analysis 
Given the questionnaire gathered a similar number of female and male respondents, it 
was of interest to analyse whether gender influenced the distribution of respondents 
within each model. The questionnaire gathered 82 females and 85 males.  
 
In analysing the distribution of gender to each of Kozinets’ segment there was also a 
surprisingly even distribution of both males and females in each segment. For devotees 
56.5% were female (N=36) and 45.5% male (N=30); for insiders 41.3% were females 
(N=19) and 58.7% male (N=27); for minglers 40% were female (N=6) and 60% male 
(N=9); and for tourists 52.5% were female (N=21) and 47.5% were male (N=19).  
 
Similarly, the spread between genders was analysed between each of Barnes’ clusters. 
The results for each segment were: cluster 1 with 83.3% female (N=5) and 16.7% male 
(N=1); cluster 2 with 47.5% female (N=47) and 52.5% male (N=52); and cluster 3 with 
48.4% female (N=30) and 51.6% male (N=32). This also showed a relatively even 
distribution of both males and females in each cluster, since cluster 1 exhibited too small 
a sample to be confidently generalised. These results therefore indicate that gender has no 
significant correlation when analysing online community users and their behaviour to 
online shopping. That is, there is no significant difference between males or females that 
could be deduced from the results.  
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5.3 Combined analysis 
 
In order to answer the research question posed at the start of the thesis, the attributes 
taken from Kozinets’ virtual community of consumption model and Barnes et al’s 
typology of online buyers were combined and analysed. From the analysis above, it could 
be conclusively interpreted that the samples collected in the study, which were divided 
both into Kozinets’ four segments and Barnes et al’s three clusters, were good 
representative samples as described by each of the theories. Care and consideration 
however should be given to Kozinets’ sample of minglers and Barnes et al’s cluster 1: 
risk-adverse doubters where generalisation of their characteristics was limited. This is 
despite further analysis indicating that they exhibit the characteristics as defined by the 
theories. Nonetheless, it could be deduced with a high degree of certainty that further 
analysis of these models would produce valid results given the reliable data collection. Of 
167 respondents collected in the research, each was subsequently allocated to a segment 
of Kozinets (1999) and a cluster of Barnes et al (2007). The results are tabulated below. 
 

  Cluster 1 Cluster 2 Cluster 3 Total 
Tourist  1 21 18 40 
Mingler 0 12 3 15 
Devotee 3 38 25 66 
Insider 2 28 16 46 
Total 6 99 62 167 
     
  Cluster 1 Cluster 2 Cluster 3 Total 
Tourist  2.5% 52.5% 45% 100% 
Mingler 0% 80% 20% 100% 
Devotee 4.5% 57.6% 37.9% 100% 
Insider 4.3% 60.9% 34.8% 100% 
Total 3.6% 59.3% 37.1% 100% 

Figure 14. Number and percentage of respondents in each segment to each cluster 

 
The results indicate that given the few respondents classified in cluster 1, online 
community users are not risk-adverse doubters when they shop online with only 3.5% 
(N=6) of the entire sample with these characteristics. Those that were classified in cluster 
1 also do not show a clear pattern as to which Kozinets’ segment they belong to. The 
results were divided between tourists, devotees and insiders however given the small 
sample size it cannot be generalised as to whether they represent a specific user profile. 
Therefore the few users with cluster 1 characteristics can possibly be found in all 
segments of users of online communities, namely as a tourist, mingler, devotee or insider.  
 
The majority of respondents were classified in cluster 2 (N=99) which indicates that 
online community users generally share the same characteristics profile of those in cluster 
2. That is, online community users are also open-minded online shoppers. To a lesser 
degree, online community users also share the same characteristic profile of those in 
cluster 3, and therefore online social network users are also reserved information seekers 
when they approach online shopping.  
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In analysing the distribution of respondents in cluster 2 and cluster 3 between Kozinets’ 
segments, the results indicated a very even distribution of respondents within each 
segment. That is, the respondents in cluster 2 were largely evenly classified between each 
of Kozinets’ segments with the majority classified as a devotee (57.6%, N=38). Similarly, 
the respondents in cluster 3 also showed an even distribution of respondents between 
each of Kozinets’ segments. The majority of cluster 3 were also classified as a devotee 
(37.9%, N=25).  
 
A closer analysis of the distribution of respondents in cluster 2 and cluster 3 between 
each of Kozinets’ segments was compared and analysed. The results indicate that there 
are no significant differences between the distributions of respondents for devotee or 
tourist. That is, for devotees 57.6% (N=38) of respondents were classified with cluster 2 
characteristics, whilst marginally less (37.9%, N=25) were classified with cluster 3 
characteristics; similarly for tourist, 52.5% (N=21) had cluster 2 characteristics, whilst a 
very similar percent (45%, N=18) of those in cluster 3 also were tourist. Even insiders 
with 60.9% (N=28) of respondents allocated to cluster 2 and 34.8% (N=16) in cluster 3 
show a stronger incline that insiders have cluster 2 characteristics, although a conclusive 
result cannot be given. Minglers show the biggest difference with 80% (N=12) in cluster 
2 and only 20% (N=3) in cluster 3, however given the small sample size of minglers 
(N=15) valid generalisations cannot be made.  
 
As such, the results indicate that based on the attributes defined by Kozinets’ segments of 
‘virtual communities of consumption’ and Barnes et al’s online buyer behaviour there are 
no significant results when combined. Therefore no conclusive results can be deduced as 
to whether one cluster defined by Barnes et al. has specific characteristics to one segment 
defined by Kozinets. It can therefore be concluded that an online community user’s social 
tie to online communities and their level of activity, attributes used to segment these 
users by Kozinets (1999), have no correlation to online community user’s predisposition 
to buy online. Therefore all the segments as defined by Kozinets (1999) can have all the 
characteristics from each cluster as defined by Barnes et al. (2007), although more 
specifically characteristics from cluster 2 and cluster 3.  
 
It can be further deduced that since the majority of respondents were classified as cluster 
2, it can be suggested that online community users are more likely to be open-minded 
online shoppers than reserved information seekers, as characterised by cluster 3. It can 
also be suggested that online community users are not risk-averse doubters. 
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6 Conclusion and discussions 
 
 
The conclusion answers the research question and presents implications for marketers. It 
answers whether the purpose of the research has been achieved.   
 
 
The research was undertaken with the purpose of contributing to the better understanding 
and knowledge of online communities and their users, a recent phenomenon created by 
the internet. Segmentation theories to date have identified opportunities of segmenting 
online users based on a mixture of traditional variables such as demographic, geographic, 
psychographic and behavioural variables. Kozinets is one such author who has developed 
a segmentation model specifically for online communities. This reserach has attempted to 
build on his theory by first empirically testing his model on online community users and 
extending it further by looking at the dimension of online buying characteristics within 
these segments. The aim of the research is to enrich marketers’ understanding of these 
users since online community users present potential profitable target groups to market 
products and services. Therefore, behavioural variables of online buying behaviour have 
been used to extend the existing segmentation theory as presented by Kozinets (1999).  
 
As previous literature has not examined whether online community users differ in their 
online buying behaviour, this study contributes to the initial examination of these 
characteristics. This has been achieved by empirically testing both Kozinets’ segments of 
virtual communities and Barnes et al’s typology of online buyer behaviour. The results 
indicated that the sample collected were a valid reflection of the segments and clusters as 
defined by both authors. Generalisation of the segment minglers and cluster 1: risk 
adverse buyers however, were limited due to the small sample sizes.  
 
In answering the research question stated earlier, "Can online community users be 
classified by their online buying behaviours so they are useful to marketers?", the results 
indicate that online community users can not be classified using the models used in this 
research namely, Kozinets’ (1999)  segments of online community users and Barnes et 
al’s (2007) typology of online buying behaviour. These results indicate that the attributes 
used to segment these online communities, namely level of activity and social 
commitment used to defined Kozinets’ segments, are not influential factors to online 
buying behaviour for online community users. Therefore the only conclusion which can 
be drawn is that all users of online communities exhibit a positive disposition to online 
shopping. These results provide implications for marketers and researchers in the future 
examination of online community users despite a classification model could not be 
produced from the research results.  
 
A summary of the results of this research is now presented. Analysis of both models 
combined indicated that online community users in all segments as defined by Kozinets’ 
are largely divided into two clusters as defined by Barnes et al’s typology (N=161). The 
findings illustrated that online community users share the same characteristics as those 
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defined in clusters 2 and cluster 3. That is, they are either open-minded online shoppers 
or reserved information seekers. As nearly 60% (N=99) of the sample were classified in 
cluster 2 open-minded online shoppers, it can be deduced that online community users 
are more likely to exhibit these characteristics. The remainder of respondents’ exhibited 
cluster 3 characteristics of reserved information seekers. These clusters share similar 
characteristics in that they both perceive online shopping to be a positive experience, they 
trust online stores, and they are both willing to make purchases online. Therefore it can 
be concluded from these results that as whole, online community users are generally 
positively disposed to shopping online. 
 
It can also be concluded from the results that given the majority of online community 
users sampled were classified into cluster 2 and cluster 3, it can be deduced that the 
population of online community users do not generally have characteristics of online 
buyers as described in cluster 1. That is, they are not risk-adverse doubters in regards to 
their approach towards online shopping. This is consistent with the theory as presented by 
Barnes et al (2007) given cluster 1’s characteristics are distinctively different to those in 
cluster 2 and 3. In contrast, cluster 1 regard online shopping to be a negative experience, 
they have a negative attitude towards online shopping and do not generally trust online 
vendors.  
 
When the two models were combined, further analysis of the clusters presented by 
Barnes et al. (2007) indicated that there was no significant correlation between the spread 
of these clusters in the four segments as defined by Kozinets’ (1999). Therefore it can be 
concluded that online community users are open-minded online shoppers or reserved 
information seekers irrespective of the type of online community user they are. Therefore 
they can be insiders, devotees, minglers or tourists on online communities and still 
remain positively disposed to online shopping.  
 
This thesis concludes by answering how these findings can be useful for marketers as 
stated in the research question. As online community users are positively disposed to 
online shopping, this indicates that this is an attractive group for marketers who promote 
their goods and services online. The majority of these users are open-minded online 
shoppers who exhibit reasonable trust towards online vendors and are positive to new 
things. The results also indicate that they are selective as to which stores they buy from, 
thereby potentially highlighting implications for other areas of the marketing mix such as 
brand awareness online, product assortment etc. Users of online communities are also 
reserved information seekers who indicate a strong willingness to buy over the internet 
despite undertaking a longer decision making process. They also have a positive attitude 
towards online shopping and are therefore users who offer potential to online marketers. 
In concluding, online community users are an attractive target group for marketers given 
that they are active and social users who have positive dispositions to online shopping. 
The results also indicate that gender is not a significant factor which influences online 
community users and their buying behaviour and therefore is not an attribute of 
importance to marketers. These findings hope to have contributed with some ideas, 
thoughts and implications to the understanding of the nature of online communities and 
their users as well as highlighting its significance to marketers. 
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7 Limitation and further research 
 
 
In this chapter the limitations of this research is presented as well as recommendations 
for future research in online communities. 
 
 

7.1 Limitations 
 
The study is limited to the segmentation model as presented by Kozinets (1999) and 
therefore the segments identified for this research are also segmented based on their 
activity level and social commitment to an online community. There are other dimensions 
which can be used to segment online social community users which could be used, 
however this is beyond the scope of this research as defined in the research purpose. 
Kozinets’ (1999) complete theory supporting the model used is also too multifaceted and 
is not examined in this research.  
 
The attributes in defining the respondents’ online buying behaviour is also limited to the 
model presented by Barnes et al (2007). The clusters formed by Barnes et al (2007) are 
based on practical, latent constructs such as trust, perceived risk, attitude, and willingness 
to buy. There are many other dimensions which have an effect on online buying 
behaviour. A further study into the other dimensions is beyond the research objectives of 
this report. Barnes et al (2007) also presents cultural factors as having a significant effect 
on online buying behaviour. Given the sample collected included nine different 
nationalities, and there was no significant sample size of respondents from one or more 
countries, it was not possible to make comparisons based on cultural factors on online 
buying behaviour. This may have produced interesting results and is included as a 
recommendation for future research.  
 
The questions designed for the questionnaire was constructed as closely as possible to 
each of the attributes as described in both models presented by Kozinets (1999) and 
Barnes et al (2007). Even though a pilot study was conducted it is not possible to 
eliminate miss-understanding of questions nor is it possible to gauge whether the 
questions were interpreted as intended. Theses issues are synonymous of a quantitative 
data collection method. The number of questions was also limited to three questions per 
attribute of each model. This was constructed this way partly due to the restricted time 
available for the research and partly in consideration of the respondent’s time. Additional 
questions posed to the respondents would have also lead to a larger research analysis, too 
large to be managed given the timeframe.  
 
The research is applicable to companies with a consumer perspective given that online 
communities are made up of individuals. Therefore the suggestions as to the 
opportunities online communities provide for marketers are relevant to companies 
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7.2 

marketing their products to consumers, rather than to businesses. This is given due to the 
nature of online communities connecting individuals, rather than businesses, who share a 
common interest.  
 
The conclusions drawn from the empirical results and analysis have been interpreted as 
best as possible by the authors, synonymous of a social constructionist research approach. 
The author’s experience and knowledge have been used to in order to provide new 
insights and view to existing knowledge of segmentation and research into understanding 
online communities.  
 

Further Research 
 
As with the process of an academic study of this nature, numerous ideas and suggestions 
were considered which were beyond the scope defined by this report. Therefore our 
suggestions for future research are recommendations for the better understanding of 
online communities.  
 

• The study was undertaken using a qualitative understanding of statistical data. It 
would be interesting to conduct a qualitative examination in order to gain a deeper 
understanding of why the profiles behave the way they do. This could be achieved 
for example, by identifying a representative for each of Kozinets’ segments which 
fit the profile of a typical tourist, mingler, devotee and insider. An interview could 
be undertaken by each representative of the segments in order to gain a deeper 
understanding of the behaviours and attitudes of these users.  

 
• It would be interesting to conduct the same research to see whether geographic 

factors would have affected the results. According to Barnes et al’s (2007) 
typology, each of the three clusters describe the buying behaviour of different 
countries, for example cluster 1 describe the French, cluster 2 the Americans and 
cluster 3 the Germans. It would be interesting to see whether different cultures 
would have changed the results when combined with online community users.  

 
• Examine whether the segments as defined by Kozinets’ could be further enriched 

by other aspects of online behaviour for example, how they perceive online 
advertising within the different segments, or what are online community users 
attitude to companies using discussion forums as a means of market research. 
What are the potential ethnical and privacy issues?  

 
These suggestions for further research are believed to be of great interest to academics 
and practitioners alike.  
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Appendix 1: Web questionnaire 
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Appendix 2: The answers from the questionnaire 
 

 
 

 

x 
 



 

 
 

 

xi 
 



 

 
 

 
 
A= Never 
B= 1- 5 times 
C= 6- 10 times 
D= 11-20 times 
E= More than 20 times 

xii 
 



 

 
 
A= I have never purchased online 
B= Books 
C= Clothes 
D= Cosmetics, Perfume and Beauty products 
E= Entertainment tickets (Movie, Theatre, Concerts etc.) 
F= Flowers 
G= Furniture 
H= Groceries 
I= Home Electronics (Tv, Computers, Camas, CD/DVD players, Game consoles, Mobile 
telephones, kitchen appliances etc.) 
J= Jewelry 
K=Pharmaceutical goods 
L= Shoes 
M= Travel related (Plane tickets, Hotel, Car hire, Tours etc.) 
N= Other ( Toys magazine subscriptions, tobacco, greeting card, CD:s, music, 
applications to Iphone, fishing gears, gifts) 
 

xiii 
 



 

 
 

 

xiv 
 



 

 
 

 

xv 
 



 

 
 

 

xvi 
 



 

 
 

 

xvii 
 



 

 
 
A= Less than 5 hours 
B= 5- 10 hours 
C= 11- 15 hours 
D= More than 15 hours 
 

 
 
A= Less than 25% 
B= 25%-50% 
C= 50%-75% 
D= 75%-100% 
 

xviii 
 



 

 
 
A= Male 
B= Female 
 

 
 
A= 15- 20 
B= 21-25 
C=26- 30 
D=31- 35 
E=36- 40 
F=41- 45 
G= 46- 50 
H= 50+ 
 

xix 
 



 

Question 11 
 
Nationality 
Australian  14.4%   24 respondents 
Finland 0.6%  1 respondents 
Germany 1.2 %  2 respondents 
Indonesia 0.6 %  1 respondent 
Ireland  3%  5 respondents 
Italy  0.6 %  1 respondents 
Romania 0.6 %  1 respondent 
Sweden 56.3 %  94 respondents 
UK  22.8 %  38 respondents 
Tot  100%  167 respondents 
 

 
 
A= High School 
B= University (Undergraduate degree: Bachelor or equivalent) 
C= University (Postgraduate degree: Masters, PHD or equivalent) 
D= Other (eg. Uni diploma, diploma, gymnasieutbildning, College bachelor, College 
studies, KY-IT) 

xx 
 



 

 
 
A= Employed full-time 
B= Employed part-time 
C= Casual 
D= Unemployed 
E= Student 
G= Other (part time and study) 
 

 
 
A= Single 
B= Married 
C= In a relationship 
D= Other 

xxi 
 



 

 
 
A= Yes 
B= No 
 

 
 
A= Blog 
B= Facebook 
C= Discussion Forums 
D= Other (msn, friends, e-mail, word of mouth) 

 
 

xxii 
 



 

Appendix 3: Respondents’ coordinates for Kozinets’ 
model 
 
Tourist    

Coordinates 
(activity;involvment)  Respondents 

(2,33;2)  
15, 32, 83, 95, 129, 132, 
155 and 167 

(2,33;2,33)   26, 126, 130, 131 and 154
 (2,33;1,33)  6 and 27  
(2,33;1,67)   25, 42, 61, 127 and 163 
(2;2)   3, 34, 70, 90 and 91 
(2;1,67)   14, 57 and 62 

(2;2,33)  
2, 31, 74, 125, 153 and 
161 

(1,67;2)  11 and 115  
(1,67;1,67)   72 
(1,67;1)   87 and 159 
(2;1,33)   13 
 
Mingler    

Coordinates 
(activity;involvment)  Respondents 

(2,33;2,67)  
8, 71, 76, 86, 97, 98, 106, 
124 and 152 

(2,33;3)   64 and 165 
(2,33;3,33)   114 
(1,67;2,67)   9 and 145 
(2;3,33)   41 
 
Devotee    

Coordinates 
(activity;involvment)  Respondents 
(2,67;1,33)  4 
(3;1,33)  19 and 56 
(3;1,67)  1, 18 and 47 
(3,33;1,67)   28, 84 and 85 
(3,67;2)   36 and 134 
(4;2)   30 
(4;2,33)   140 
(3,67;2,33)   16, 78 and 94 
(3,33;2)   45, 53, 79, 93 and 111 

xxiii 
 



 

(3,33;2,33)  
65, 109, 116, 123, 137, 
138, 146, 157 and 164 

(3;2,33)  

20, 39, 40, 46, 50, 52, 75 
105, 110, 120, 135 and 
166 

(3;2)   21, 24, 33, 37, 51 and 73 

(2,67;2)  

48, 55, 63, 81, 104, 117, 
118, 136, 147, 151 and 
162 

(2,67;2,33)   12, 22, 44 and 158 
(2,67;1,67)   69 and 82 
 
Insider    

Coordinates 
(activity;involvment)  Respondents 

(3,33;2,67)  
7, 23, 67, 88, 89, 122, 148 
and 150 

(3;2,67)  
10, 35, 54, 66, 100, 102, 
144 and 160 

(2,67;2,67)  
29, 43, 49, 59, 113, 119, 
128 and 133 

(3,33;3)  
60, 99, 101, 121, 139, 143 
and 149 

(3,33;3,33)   77 and 156 
(3;3,33)   5 
(2,67;3)   92 
(3,67;3,33)   103, 107 and 108 
(3,67;3,67)  141 
(4;4)   17 
(4;3)   112 
(3,67;3)   68, 80, 96 and 142 
(3,67;2,67)   38 
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Högskolan i Borås är en modern högskola mitt i city. Vi bedriver utbildningar inom ekonomi och 
informatik, biblioteks- och informationsvetenskap, mode och textil, beteendevetenskap och 
lärarutbildning, teknik samt vårdvetenskap. 
 
På institutionen för data- och affärsvetenskap (IDA) har vi tagit fasta på studenternas framtida 
behov. Därför har vi skapat utbildningar där anställningsbarhet är ett nyckelord. Ämnesintegration, 
helhet och sammanhang är andra viktiga begrepp. På institutionen råder en närhet, såväl mellan 
studenter och lärare som mellan företag och utbildning. 
 
Våra ekonomiutbildningar ger studenterna möjlighet att lära sig mer om olika företag och 
förvaltningar och hur styrning och organisering av dessa verksamheter sker. De får även lära sig om 
samhällsutveckling och om organisationers anpassning till omvärlden. De får möjlighet att förbättra 
sin förmåga att analysera, utveckla och styra verksamheter, oavsett om de vill ägna sig åt revision, 
administration eller marknadsföring. Bland våra IT-utbildningar finns alltid något för dem som vill 
designa framtidens IT-baserade kommunikationslösningar, som vill analysera behov av och krav på 
organisationers information för att designa deras innehållsstrukturer, bedriva integrerad IT- och 
affärsutveckling, utveckla sin förmåga att analysera och designa verksamheter eller inrikta sig mot 
programmering och utveckling för god IT-användning i företag och organisationer. 
 
Forskningsverksamheten vid institutionen är såväl professions- som design- och 
utvecklingsinriktad. Den övergripande forskningsprofilen för institutionen är handels- och 
tjänsteutveckling i vilken kunskaper och kompetenser inom såväl informatik som företagsekonomi 
utgör viktiga grundstenar. Forskningen är välrenommerad och fokuserar på inriktningarna 
affärsdesign och Co-design. Forskningen är också professionsorienterad, vilket bland annat tar sig 
uttryck i att forskningen i många fall bedrivs på aktionsforskningsbaserade grunder med företag och 
offentliga organisationer på lokal, nationell och internationell arena. Forskningens design och 
professionsinriktning manifesteras också i Innovation Lab, som är institutionens och Högskolans 
enhet för forskningsstödjande systemutveckling.  
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