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Abstract 

Electronic word of mouth (eWoM hereafter) represents a low-cost and powerful tool for 

companies to attract new customers. Despite the challenge in creating positive eWoM, 

celebrity chefs, as representative of personal branding, generate a significant amount of 

eWoM within their social media brand communities. Two recognised spectra of consumers’ 

brand-associated communications—eWoM and celebrity chefs in the perspective of personal 

branding—are the interest of this academic research. Up to now, these streams of literature 

have seen little intersection, as they typically take their distinct individual research directions. 

Regardless of frequent occurrence within the celebrity chef’s social media page (Relling et 

al., 2016) little is identified regarding eWoM triggered by the perceived factors of celebrity 

chefs. Nevertheless, as there is a non-existing connection in literature and a consequent 

lack of academic research linking celebrity chefs (in the perspective of personal branding) 

and eWoM, there is also inadequate understanding of what are the eWoM motivations 

triggered by celebrity chefs’ perceived factors. Moreover, as per the knowledge of the 

researcher, this is the first research which investigates why eWoM motivation does not lead 

to creating actual eWoM, or the intervening factors. 

This study follows a multi method qualitative approach and is in two segments. The first 

segment of the research conducts a Netnography study involving non-participant 

observation within the celebrity chefs’ social media brand communities. The second segment 

of the research has adopted a semi-structured interview method to explore the eWoM 

motivations for the generation of eWoM. Moreover, the interviews also explore the factors 

that intervene in the transformation of eWoM motivation to eWoM messages. 

The findings of this research highlight key perceived factors of celebrity chefs which trigger 

eWoM motivation. Moreover, the interview phase reveals eWoM motivations triggered by 

these factors. Some of the eWoM motivations identified will be a new contribution to the 

literature. Furthermore, the factors are explored in relation to why eWoM motivations do not 
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create actual eWoM. As per the knowledge of the researcher, this is the first time intervening 

factors which do not lead eWoM motivation to create eWoM messages have been 

considered and researched in the context of celebrity chefs’ social media brand 

communities. 

At present, social media is an effective tool to attract customers by generating eWoM 

messages. This research has the potential to address celebrity chefs, or those who are 

interested in personal branding, social media regulators, social media strategists who can 

gain a profound understanding of which factors influence the social media participants in 

terms of creating positive and negative eWoM messages, and why the paticipants do so.  

Keywords: eWoM, celebrity chefs, social media marketing, personal branding, social media 

brand communities. 
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The advancement of technology introduces new ways, tools and methods of marketing for 

the marketers (Datta, Chowdhury, and Chakraborty, 2005). Online social communication in 

the form of electronic word of mouth (eWoM) is considered a crucial way to influence 

customer behaviour (Mudambi and Schuff, 2010), because the quality of services remains 

uncertain before consumption or before use. e-WoM literature suggests that, within online 

platform, customers are important influencer as they have the potential to drive success and 

adoption of products as well as to hamper the reputation of the product or business (Dron 

and Mohammad, 2015). Therefore, customers depend on the experiences of other 

customers (Murray, 1991) and tend to remain connected with each other via online 

communities based on specific brands or certain subjects related to consumption (Ku et al., 

2012; Pasternak, 2017). This type of consumer behaviour certainly creates greater 

opportunity for personal brand owners by helping them to identify and connect with their 

potential customers or followers.  

Taking this conception into account, the researcher, while struggling to drive eWoM in her 

family-run personal brand (in the hospitality sector) social media community, wondered what 

factors may drive consumers or followers to engage in eWoM. While searching for the 

answer, the researcher identified that the social media brand pages of celebrity chefs 

generate millions of eWoM each day. As the researcher’s motivation was in the hospitality 

industry, the researcher looked into celebrity chefs’ social media brand communities. 

Therefore, this research considers celebrity chefs as examples of personal brand owners 

(Micha, 2018) and aims to discover the perceived celebrity chef factors that may trigger 

eWoM engagement of consumers or followers. The context of this research is the celebrity 

chefs’ social media brand communities.  

This study has loosely used Ohanian’s (1990) source credibility model to categorise the 

factors of celebrity chefs. Previously, this model has been used by researchers to categorise 

celebrity endorsers’ trustworthiness, attractiveness and expertise. To the best of the 

researcher’s knowledge, this model has not been used in the context of celebrities as 
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personal brand owners or celebrity chefs as personal brand owners, and not in research 

related to creating eWoM. Moreover, this study identifies the additional factors of celebrity 

chefs outside those three categories – expertise, trustworthiness and attractiveness - 

identified by Ohanian (1990). 

While addressing the aim of celebrity chefs’ perceived factors triggering eWoM, the 

researcher observed that eWoM creation involves a process which includes factors 

triggering the eWoM motivation, which then leads to eWoM creation. While investigating this 

eWoM generation process, it was observed that sometimes eWoM motivations do not create 

eWoM messages. This supports Orbell and Sheeran’s (1998) concept of ‘intention does not 

always lead to behaviour’. Supporting on this concept, to the best of the researcher’s 

knowledge, factors that intervene in eWoM motivation to create eWoM messages have been 

identified for the first time by this research.  

As such, this study is guided by three objectives: firstly, to explore the perceived factors of 

celebrity chefs which triggers eWoM within celebrity chef’s social media brand community. 

Secondly, to identify the eWoM motivation which was triggered by the perceived factors of 

celebrity chefs and finally, to explore the perceived factors which intervene eWoM motivation 

to create eWoM messages.  

This study took place within the social media brand community of celebrity chefs where 

celebrity chefs are considered to be representative of personal branding. As it stands, a 

number of researchers have previously studied eWoM (or example, King et al., 2014; Ekran 

and Evans, 2016; Hsu et al., 2016). Moreover, some researchers (for instance, Hennig-

Thurau et al., 2004; Jeong and Jang, 2011; Lee et al., 2012; Shin et al., 2014; Jin and Phua, 

2014) have focused on eWoM motivation. However, very few of the researchers have 

focused on celebrity chefs’ factors triggering eWoM in the context of personal branding. 

Also, to the best of the researcher’s knowledge, this research has looked for the first time at 

factors which intervene in eWoM motivation to create eWoM messages. It has also been 
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observed that very limited qualitative research has taken place on the eWoM generation 

phenomenon, and this research contributes to insight into this phenomenon.  

Moreover, this study identifies and contributes new eWoM motivations to the existing 

literature. In the context of personal branding, this research provides insights into eWoM 

motivation and eWoM creation related to celebrity chefs that has not been investigated 

before, and sets out on a journey to propose a new vision for creating eWoM.  

In order to provide new insight into eWoM creation and close the gap in the literature, an 

empirical piece of research was imperative. Therefore, to identify the factors of celebrity 

chefs, a Netnography study first took place within the social media brand community of the 

celebrity chefs. The Netnography study was followed by face-to-face interviews with the 

social media brand community members. The data were then analysed to identify the factors 

of the celebrity chefs, related eWoM motivations and intervening factors of eWoM 

motivation. 

1.1 Rationale of the Research  

As the representative of personal branding, celebrity chefs attract customers through their 

social media brand page or community (Jang et al., 2008). Hence, for personal brand 

owners, eWoM represents a powerful and low-cost means of attracting new customers or 

followers, while remaining more credible and influential (Trusov et al., 2009).  

Therefore, it is important to have knowledge regarding what drives followers to engage in 

eWoM within the social media brand setting. It has been observed that celebrities’ personal 

branding is about exploring and shaping their online identity to provide an insight into how a 

celebrity’s professional and personal qualities are presented together via social media. 

Based on this conception, to enhance the eWoM literature, factors of celebrity chefs are 

categorised using Ohanian’s (1990) source credibility. This research aims to identify 

perceived factors of celebrity chefs which trigger eWoM creation.  
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Moreover, the research objectives involve identifying eWoM motivations, and ultimately the 

factors intervening in eWoM motivation to create eWoM messages.  

While undertaking this research, the researcher observed that a process of perceived factors 

of eWoM triggers eWoM motivation, which then leads to eWoM message creation. The 

researcher also observed that eWoM motivation does not always leads to eWoM messages. 

This observation supports Orbell and Sherran’s (1998) concept that ‘intention does not 

always lead to behaviour’. Identification of the factors of celebrity chefs (in the context of 

personal branding), eWoM motivations and intervening factors of eWoM motivation to create 

eWoM is believed to fill in a gap in the literature related to personal branding and eWoM. 

Moreover, this research contributes new eWoM motivations to the eWoM literature. As such, 

to the best of the researcher’s knowledge, for the first time in the literature, factors which 

intervene in eWoM motivation to create eWoM messages are being suggested.  

The usefulness of identifying perceived factors of celebrity chefs, eWoM motivations and 

intervening factors will provide much deeper insights into how eWoM creation is influenced 

by the social media brand community of celebrity chefs who act as an advocate of personal 

branding. 

So far the previous researchs was under taken within this eWoM spectrum has largely  

followed quantitative method. Very less researchers have taken qualititative approach to 

provide deeper insight to this phenomenon. This reserch will contribute insight to what 

factors of celebrity chefs drive eWoM and also eWoM motivation behind that. Moreover, 

what factors intervene eWoM motivation to create eWoM messages. 
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1.2 Background to the Research 

This section focuses on the background of this research. eWoM is considered more credible 

communication medium and therefore influential (Trusov et al., 2009) because the quality of 

services remains uncertain before consumption. As such, customers depend on the 

experiences of other consumers (Murray, 1991) to attract new customers, and eWoM is a 

powerful and low-cost strategy for companies. A number of consumers become involved in 

brand-related communications by connecting with online consumption-related or brand-

related communities (Ku, Wei, and Hsiao, 2012). As such, for people who want to promote 

their own brands or take part in personal branding, this is the most suitable way to involve 

probable consumers with their brand. Celebrities are a good example of personal branding. 

It has been observed that eWoM occurs in social media brand pages or communities of 

celebrity chefs. However, no study so far has set out to look at the factors triggering eWoM 

creation within the social media brand communities of celebrity chefs. Not unexpectedly, 

when considered together, two recognised spectra of consumer brand-related 

communications—eWoM and celebrity chefs in the perspective of personal branding—are of 

significant interest to this academic research, though, until today, these two streams of 

literature have seen very little overlap and typically take their individual distinct directions. 

Nevertheless, because of the nearly non-existent relationship between eWoM and celebrity 

chefs within the framework of personal branding, as well as the subsequent gap in research 

on eWoM within the celebrity chefs personal social media brand community, there is also 

inadequate knowledge of eWoM drivers within the said platform of literature. We thus need 

to identify the celebrity chef factors that trigger followers to create eWoM in this specific 

environment, and why (due to eWoM motivation being created) eWoM these factors of 

celebrity chefs trigger eWoM creation.  
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This research has used Ohanian’s (1990) source credibility theory to categorise (but not 

limited to) factors of celebrity chefs. Also, this research contributes new eWoM motivation to 

the eWoM literature. Moreover, the research supports Orbell and Sherran’s (1998) concept 

that intention does not always lead to behavoiour by contributing to intervening factors which 

stop eWoM motivation creating eWoM messages.  

People’s daily lives are occupied with the use of networking sites like Facebook, Twitter, 

microblogging sites, photo and sites that shares videos like YouTube, Instagram, Pinterest, 

etc. This pattern of communication brought about by the widespread use of social media has 

reshaped the way in which people interact within the society, as well as how they influence 

each other socially. Indeed, this new way of social communication has led marketers to 

design new marketing tools.  

The increase in social media users and online business models has redesigned traditional e-

commerce to involve one-click purchases (Yang et al., 2012). This trend has certainly 

created a new stream of social businesses which involve wide surfing of the internet. The 

new modes of social business enable customers to digitise their decision to purchase 

something by shared interaction with other customers, where a two-way communication can 

take place (Huang and Benyoucef, 2013). 

E-Commerce underlines the importance of online social communications (Lu et al., 2014). It 

has been observed that, in order to make an accurate purchase decision, customers are 

very interested to discover additional substantial product information and particular 

recommendations based on other consumers’ experience (Godes et al., 2005). Another 

significant observation is that while learning about other consumers’ experience, the 

information seeker spends a significant amount of time socialising and communicating with 

others, who could be thought of as friends, creating wider participation and so a wider 

network of numerous brand- and consumption-associated communications (Azar et al., 

2016).  
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Within a service context, online social communications like eWoM are among the crucial 

ways in which customer behaviour is influenced (Mudambi and Schuff, 2010), because the 

quality of services remains uncertain before consumption. As such, customers depend on 

the experiences of other consumers (Murray, 1991) to attract new customers, and eWoM is 

a powerful and low-cost strategy for companies.  

EWoM is considered as credible and therefore influential (Trusov et al., 2009). Evidence 

shows that before choosing the brand to purchase, over two-thirds of potential customers 

consult online reviews. The type of product or service sentiments may have a significant 

influence on other consumers. This may facilitate the creation of awareness about different 

brands and shape customers’ attitudes towards the brand. eWoM thus has a vital role in a 

customers’ decision-making process (Lopez-Lopez and Parra, 2016).  

Conversely, customers can create an individualistic and incoherent kind of brand-related 

communication online. According to Henni-Thurau et al. (2004), by its nature, eWoM is 

universal, because it has the flexibility to occur across several online platforms and is 

capable of taking on multiple forms.  

Different forms of eWoM include comments or posts on social network sites, online reviews, 

and feedback on social media and websites (Clare et al., 2016). Therefore, reshaping 

individuals’ way of communicating socially certainly includes their engagement in eWoM—for 

example, when they comment or provide feedback about their consumption experience or 

recommend a product on social media (Pasternak, 2017).  

In the same way, an increasing number of communications related to brand are collective or 

social by nature. A number of consumers become involved in brand-related communications 

by connecting with online consumption-related or brand-related communities (Ku, Wei, and 

Hsiao, 2012). As such, for people who want to promote their own brands or take part in 

personal branding, this is the most suitable way to involve probable consumers with the 

brand.  
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Personal branding is a typical business model aimed at professional success, and is focused 

on the impression made when people market themselves—their skills or abilities—in the 

same manner in which they market their products (Arruda, 2015). This is a new branding tool 

as it uses individuals’ own name and image. This is both a traditional form of personal 

branding and an ancient business practice. During the pre-industrial era, business owners 

would use their own name and reputation to market their products and services. Personal 

branding attracts collective customers within their personal social media brand page or 

community. 

Celebrities are a good example of personal branding. The career of a celebrity is based on 

their personal reputation and public image (Micah, 2018). Celebrity personal branding 

research forms their online identity, wherein insights into a celebrity’s professional and 

personality qualities are presented together on the internet or social media. This study 

focuses on celebrity chefs as the ambassadors of personal branding with an expanding 

empire. Moreover, these days the food sector is influenced by eWoM; for instance, in order 

to discuss their eating habits, consumers now post digital pictures of their food on social 

media (Albers, 2010).  

These new patterns of communicating via online platforms have triggered the importance of 

constructing a self-image by sharing the consumption experience via an online platform 

(Schau and Gilly, 2003). Hence, these online reviews have an important influence on the 

food business, because assessing foods and services before consumption is not possible for 

consumers (Zhang et al., 2010). As such, to assist in decision-making processes, these 

online reviews or eWoM information are considered an experienced source (Zhang et al., 

2010).  

Hence, food service marketing practitioners are conscious of the significance of eWoM and 

are always looking to discover means to stimulate eWoM regarding their businesses (Kim et 

al., 2015). As such, as food services practitioners, celebrity chefs own their food business to 
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explore ways to stimulate eWoM. The operation of celebrity culinary brands takes place in a 

progressively cluttered setting, where competition for engaging consumers and 

encouragement to participate are intense. 

As well as eWoM, the online or social brand pages or communities of celebrity chefs occur 

on diverse online platforms—i.e. celebrity chefs’ online forums, websites and celebrity chefs’ 

social media pages. There are ample evidences that marketers are interested in 

encouraging consumers or followers to engage with the celebrity chefs via their social media 

platforms, including Facebook, Twitter, etc. (Jackson, 2016).  

In the same way, academic researchers have sought to understand the eWoM motivations 

of consumer or followers in celebrity brand communities which are based on social media. 

However, no study has so far set out to look at the factors triggering eWoM creation within 

the social media brand communities of celebrity chefs.  

Not unexpectedly, when considered together, two recognised spectrum of consumer brand 

related communications - eWoM and celebrity chefs in the perspective of personal branding 

– are of significant interest of this academic research. Even though, until today these two 

streams of literature have usually had very less overlap as they typically take their individual 

distinct directions. 

Regardless of its frequency within celebrity chefs’ social media pages (Reilling et al., 2016), 

little is known about the aspects of celebrity chefs which trigger eWoM engagement. 

Continuous developments in social media settings necessitate ongoing awareness of these 

ideas of what triggers eWoM engagemen (Baldaus et al., 2015). 

At the same time, their marketing practice provides indications that celebrity chefs value 

online consumer communications (Grunet, 2015). Therefore, it is important for personal 

branding-related individuals like celebrity chefs and personal branding-related marketing 

practitioners to perceive consumers’ motivations for eWoM involvement within the celebrity 
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chefs’ social media pages. This will enable them to develop marketing strategies suitable for 

social media.  

Nevertheless, because of the nearly non-existent relationship between eWoM and celebrity 

chefs within the framework of personal branding, and consequent gap in research on eWoM 

within the celebrity chefs’ personal social media brand communities, there is also inadequate 

knowledge of eWoM drivers within the said literature. We therefore need to identify the 

celebrity chef factors that trigger followers to create eWoM in this specific environment, and 

why, when eWoM motivation is created, these factors trigger eWoM creation.  

Finally, earlier research has revealed that motivation leads to action (Ajzen, 1991; Webb and 

Sheeran, 2005). Every intention acts as a self-instruction to accomplish a specific behaviour 

or to gain clear results (Triandis, 1980). As such, intentions are expected to have 

motivational aspects which influence behaviour (Ajzen, 1991). Theories associated with 

attitude-behaviour relations, goal theory and health behaviour models all suggest that 

intention is the main determining factor of behaviour (Abraham, Sheeran, and Johnston, 

1998; Maddux, 1999). Nevertheless, most studies related to the intention-behaviour 

relationship are correlational studies which exclude causal influences or factors which may 

intervene in the intention to create action (Webb and Sheeran, 2005). The researcher’s own 

knowledge suggests that this study is the first study to investigate why eWoM motivation 

may not lead to creating actual eWoM, and the relevant intervening factors.  

This research focuses on personal branding insights from the gastronomy sector, which is 

closely related to celebrity chefs. Unlike other service sectors, communication based on 

social networking has a potential influence on the gastronomy sector for companies to stay 

competitive. Moreover, gastronomy or the food industry is a multi-billion pound industry 

which affects people’s health and wellbeing. As such, it is important to have knowledge 

about the service before consumption, which is possible through eWoM.  
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High-budget companies seek to gain a hold in a lucrative market. However, using social 

networks to promote positive eWoM effectively remains a challenge. Despite the evident 

importance of positive eWoM communication, research indicates that there is limited 

literature about what influences eWoM motivation, and therefore actual eWoM creation, and 

how it does so. Managers are generally not familiar with the significant factors which help to 

motivate members of online social networks to take part in eWoM. However, despite the 

challenges involved in eWoM creation, celebrity chefs generate a significant amount of 

eWoM. This paper proposes a conceptual framework linking the factors through which, in 

terms of personal branding, celebrity chefs trigger eWoM creation. 

1.3 Research Purpose, Questions and Objectives  

This research aims to focus on the relationship between two areas of academic research, 

identified here as eWoM and celebrity chefs from the perspective of personal branding. 

These two streams of literature have taken their own paths and have never intersected. This 

research takes place within the social media of celebrity chefs, specifically within celebrity 

chefs’ Facebook brand pages, to examine consumers’ or followers’ involvement in eWoM by 

focusing on what perceived factors of celebrity chefs trigger this. The study addresses 

celebrity chefs in the context of personal branding and eWoM research, and loosely applies 

Ohanian’s (1990) source credibility model to categorise the perceived factors of celebrity 

chefs which trigger eWoM. The research contributes to the literature on eWoM motivation 

and the intervening factors which do not turn eWoM motivation into eWoM messages.  

Corresponding to the present limitations in the literature related to celebrity chefs from the 

perspective of personal branding and eWoM research, this research intends to bring these 

two streams of literature together to explore the perceived factors which trigger eWoM 

communication within the celebrity chefs’ social media brand communities. While 

undertaking this research, the researcher observed a process of perceived factors of eWoM 

triggering eWoM motivation, which leads to eWoM message creation. However, the 
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researcher also observed that eWoM motivation does not always lead to eWoM messages. 

This observation supports Webb and Sherran’s  (1998) notion that motivation does not 

always lead to action. Addressing the current trends in the personal branding literature and 

the significance of social media in current marketing practice, this research emphasises 

celebrity chefs’ social media communities embedded in Facebook.  

The aim of this research is therefore, from the viewpoint of personal branding, to identify the 

perceived factors around celebrity chefs which trigger eWoM creation. 

As such, Current research is led by three objectives: 

1.To explore the perceived factors of celebrity chefs which triggers eWoM within celebrity 

chefs social media brand community.  

2.To identify the eWoM motivation which was triggered by the perceived factors of celebrity 

chefs. 

3. To explore the perceived factors which intervene  eWoM motivation to create  eWoM 

messages. .  

As such this reseach is raising following questions: 

1. What are the perceived factors of celebrity chefs triggering eWoM within celebrity 

chefs’ social media brand community? 

2. What are the eWoM motivations triggered by these perceived factors of celebrity 

chefs? 

3. Why in some casesthese eWoM motivations get intervened to createeWoM 

messages? 
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1.4 Methodology of the Research  

To address the objectives, the current thesis uses a qualitative research design which 

involves multistep qualitative data collection. It uses a netnography study to address the first 

objective; semi-structured interviews are then undertaken to address the second and third 

objectives. The qualitative data collected in both these phases are analysed using thematic 

analysis.  

The selected research approach emerges from the research objectives. The research 

approach corresponding with the first objective involves netnography to explore the factors 

of the celebrity chefs triggering eWoM. Similarly, correspondent with the second research 

objective, the research adopts qualitative semi-structured interviews to identify the eWoM 

motivations triggered by the factors of celebrity chefs identified in the first stage. Finally, the 

qualitative semi-structured interviews also help to explore the factors that intervene in the 

eWoM motivation to create eWoM messages. 

1.5 Expected Contributions  

This research aims to contribute to the areas of academic literature related to eWoM and 

celebrity chefs in the context of personal branding. Moreover, the research seeks to offer 

theoretical insights.  

1.5.1 Theoretical and Empirical Contributions 

The current thesis is one of a limited number of researches which link two important streams 

of research on consumers’ or followers’ personal brand-related communications—in this 

case, eWoM and celebrity chefs.  

Firstly, this research seeks to contribute to the increasing literature on celebrity chefs in the 

context of personal branding and social media. Specifically, this research reviews celebrity 

chefs’ social media brand community members’ involvement within the brand community, 
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and identifies the factors of celebrity chefs that trigger eWoM engagement, such as the 

credibility of celebrity chefs, media involvement, social involvement, personal qualities, etc. 

This research has loosely used Ohanian’s (1990) theory to categorise the credibility factors 

of celebrity chefs. 

Moreover, the current research contributes to theory by providing different factors of celebrity 

chefs which may intervene in the process of eWoM motivation creating eWoM messages the 

within eWoM, celebrity chefs and personal branding-related literature. To date, little attention 

has been given within the eWoM celebrity chefs and personal branding literature to the 

identification of factors which might intervene in the process of eWoM motivation to create 

eWoM. This contribution supports the theory of Sheeran and Webb (2016), who contend 

that, contrary to the theory of reasoned action, intentions do not always lead to behaviours.  

Secondly, investigation of the existing literature presents a variety of probable eWoM 

motivations in several contexts (Hennig-Thurau et al., 2004; Luarn et al., 2015). 

Furthermore, eWoM engagement seems potentially to be motivated by diverse needs and 

considerations (Kreis and Gottschalk, 2015). This study contributes two new eWoM 

motivations to the eWoM motivation-related research. 

In addition, the use of several theoretical lenses reflects the widespread disintegration of 

eWoM research and its antecedents (Yang, 2013), creating further challenges to recognise 

the fundamental motives for individuals’ eWoM involvement. It is significant that, at the 

moment, very little is known about the factors of celebrity chefs that trigger their social media 

brand followers to create eWoM. Specifically, this research intends to deliver a complete 

understanding of eWoM motivation by uncovering celebrity chefs’ social media brand 

followers’ motivations to engage in eWoM. This research has identified new eWoM 

motivations, which are a new addition to the literature on eWoM motivation.  

Previous researches undertaken within the eWoM spectrum have largely followed a 

quantitative methodology. Very few researchers have taken a qualitative approach to provide 
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deeper insight into this phenomenon. This research will contribute insights into the factors of 

celebrity chefs that drive eWoM, and the eWoM motivation behind that, along with the 

factors that intervene in eWoM motivation to create eWoM messages. The present research 

intends to contribute to the literature on followers’ or consumers’ interactions with celebrity 

chefs in the context of personal branding as one of the newest additions to personal brand 

community research. The research develops this literature by concentrating on celebrity 

chefs and their factors that are engaged during the process of eWoM creation.  

1.5.2  Managerial Contributions 

Personal branding through social media refers to shaping an individual’s online identity. The 

current research uses celebrity chefs as representatives of personal branding. The findings 

of this research have several implications regarding marketing practice, concerning the 

recognition of particular factors and motivations which trigger eWoM in celebrity chefs in the 

context of personal brand communities and the factors which intervene the creation of 

eWoM.  

Firstly, this research intends to identify several key celebrity chef factors which trigger eWoM 

communication within their social media brand communities. This will help both personal 

brand owners and rising chefs to identify factors which will drive eWoM in their social media 

brand communities.  

Secondly, the current research intends to identify the motivations of followers to create 

eWoM. Social media managers, personal brand owners and regulators will benefit from 

knowing these motivations and be able to take action to encourage them. 

Additionally, this research identifies the factors which trigger motivations behind negative 

eWoM communication. Personal brand owners, social media managers and social strategy 

companies will be able to make necessary adjustments to stop the occurrence of these 

negative motivations. 
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This study introduces those factors which intervene in the process of eWoM motivation to 

create eWoM. Owners of personal brands and start-up companies will be able to take the 

necessary action to avoid these intervening factors.  

This research will help marketing managers and social media strategy companies to 

understand what goes on within the social media setting and to understand which strategies 

to implement in order to provide a better experience for followers and users.  

Moreover, public relations companies and social media regulators can benefit from this 

research by understanding followers’ psychology and behaviours, which might help them to 

create social strategies to attract social media users.  

1.6 Conceptual Framework  

Based on the findings, this research proposes a conceptual framework which might help 

personal brand owners, regulators, policymakers and social media strategy companies to 

understand the eWoM creation process and the factors of celebrity chefs which trigger 

eWoM within celebrity chefs’ social media brand communities. Also, factors are shown which 

intervene in eWoM motivation to create eWoM.  

The development of conceptual framework has been shown below. Figure 1 illustrates the 

initial conceptual framework which was formed after review of the literature and shows the 

relationship between celebrity chefs’ perceived factors influencing eWoM motivation and 

therefore eWoM messages. Figure 2 illustrates final conceptual framework by addressing 

research objective one and two. This further development incorporates the perceived factors 

of celebrity chefs and eWoM motivations which influences eWoM messages. Figure 3 

illustrates the final conceptual framework by addressing research objective three and 

incorporates intervening factors that intervene eWoM motivations to create eWoM 

messages. 
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Figure 1: Initial Conceptual Framework 

 

Figure 2: Final conceptual framework (addressing research objective one and two) 

Celebrity Chefs' Perceived 
Factors

EWoM Motivation EWoM messages

Celebrity Chefs Factors

•Credibility -
•a. Expertise

•b.Trustworthyness

•c. Attractiveness 

•Social Involvement -
•a. Apprenticeship Program
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Revolution

•c. Charitable Work

•d. Promoting Different 
Culture

•Role Model

•Inspirational

•Passionate

•Media Involvement 
(through cooking shows)

eWoM Motivation

•Helping the businesses

•Personal Factors of the 
Participants-

•a. Collectivism

•b.Principalism

•c. Self-enhancement

•d. Passion of the 
Communicator 

•Quality Assurance -
•a. Apprenticeship Program

•b. Healthy Eating 
Revolution

•c. Charitable Work

•d. Promoting Different 
Culture

•Social Factors -
•a. Gaining Social Benefit

•b. Social Concern

•c. Social Pressure (from 
other followers)

•d. Collective Power

eWoM Messages
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Figure 3: Final conceptual framework (addressing research object three) 

1.7 Organisation of the Thesis 

This study comprises total six chapters. The remainder of the thesis is organised as follows. 

Chapter 2: The second chapter of the thesis highlights the review of the literature regarding 

celebrity chefs in the context of personal branding and eWoM. This chapter seeks to 

demonstrate the existing relationship between these two areas of literature. Based on the 

literature review, this chapter focuses on the research gaps and questions in the current 

research.  

Chapter 3: This chapter involves discussion of the methodology used in the research, 

including the discussion of research philosophies and philosophical considerations, and the 

collection and analysis of data. The data collection method has been divided into two 

phases: netnography and semi-structured interviews.  

Intervening Factors

•Factors of Celebrity Chefs-

•a. Perception about the chefs

•b. Personal lifestyle of the chefs

•Personal Factors of the Particioants  
-

•a. Self Protection

•b. Personal Perception

•c. Not Willing to Engage in Negative 
Comments/Environment

•d. Dissapointment from own 
performance

•Functional -

•Social Media Privacey Setting

•Similar Typers of Comments

•Quality Assurance -

•Lack of uniqueness of the post
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The first phase, netnography, answers the first research question. This chapter 

demonstrates the process adopted, data analysis and findings of the netnography study. 

This study is used to identify the factors of celebrity chefs which trigger eWoM motivations. 

The second phase, semi-structured interviews, answer the second and third research 

questions. This chapter includes the design of the data collection process and data analysis 

of the semi-structured interviews. The interviews aim to identify the eWoM motivations 

triggered by the celebrity chefs and to explore intervening factors in eWoM motivation.  

Chapter 4: This chapter presents the findings of both the netnography and the semi-

structured interviews, addressing the research questions. 

Chapter 5: This chapter focuses on in-depth discussion of the findings from both the phases. 

The research questions are addressed based on the evidence from both the phases, and 

comparison made with the existing literature on eWoM and celebrity chefs in the context of 

personal branding.  

Chapter 6: This chapter presents the conclusion of the research, briefly outlining the 

achievement of each of the research objectives, along with the managerial and theoretical 

implications, the limitations of the research, and suggestions for future studies. 
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2.1 Introduction  

The area of concern for this research is e-commerce, specifically the digital marketing area. 

The current chapter connects two areas of academic literature while discussing the concepts 

that have previously been researched separately. These two concepts are eWoM and 

celebrity chefs in the context of personal branding, both constituting the essential parts of 

this research. This chapter begins with a review of the literature associated with eWoM; 

discussion of personal brand and celebrity chefs as the ambassadors of personal branding 

follows. 

More precisely, the eWoM concept is discussed in the first part of this chapter. The 

discussion includes the specifics of eWoM occurring within social media, and thus supports 

the concept that a focus is needed on the different approaches to eWoM creation. An 

analysis of eWoM motivations is also offered here, as it is one of the main steps towards 

eWoM action or creation. 

The next part is devoted to a similarly significant area of literature focusing on followers’ or 

consumers’ interactions related to brands—in other words, celebrity chefs in the context of 

personal branding research. This part starts by defining the concept of personal branding, 

followed by a review of celebrity chefs as representative of personal branding. The 

discussion then investigates what attracts consumers or followers to interact in the celebrity 

chefs’ social media brand communities.  

The chapter also focuses on the literature that engages with why intentions may not create 

action, in order to explore the reason why, in some cases, eWoM motivation does not create 

eWoM. This chapter concludes with an investigation of the research gaps identified within 

the existing literature, from which the research questions arise. 
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2.2 Electronic Word of Mouth 

Today, a substantial volume of information is being exchanged by us via social media 

platforms. It has been observed that individuals share opinions regarding various issues, 

including experiences related to food consumption. They also discuss with each other when 

selecting restaurant brands, as well as celebrity chef-owned brands. Every day, 

approximately 2.4 billion conversations are being created, which include amongst them 

information about celebrity chefs’ own brands (Keller Fay Group, 2011).  

The pattern, or the way in which individuals communicate with each other or other potential 

consumers regarding different brands and services, is shaped by continuous development of 

the social media setting (Pasternak, 2017). Every day, the number of consumer 

communications via social media increases, where individuals are able to discuss and 

understand consumer comments and their experience rankings regarding companies or 

brands associated with food (Sandes and Urdan, 2013).  

Communication of one’s own experience regarding brands owned by celebrity chefs has 

become easier as the operating time is only a few seconds. For instance, the process only 

involves a few moments to rank the quality of the food the consumer has just experienced, 

or to comment on celebrity chefs’ uploaded videos on their social media pages. 

This category of communication falls under external brand-related communication, which is 

not directly initiated by a brand and does not require the direct involvement of the company. 

Thus, this type of interaction is categorised in terms of uncontrollable marketing interaction 

(Krystallis and Chrysochou, 2014). In this category of marketing communication, the pace 

and direction of conversations are always changing. Gambetti and Schultz (2015) also 

include in this category customers, out of their eagerness to produce contents. Therefore, 
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influencing consumers or followers to engage in marketing communication messages like 

online reviews can be difficult for brands (Yang and Wu, 2016). 

Theoretically, these illustrations of social media brand-related communications represent 

diverse displays of eWoM. Hennig-Thurau (2004) made the term ‘eWoM’ familiar (Pasternak, 

2017), explaining the eWoM concept as: 

…any positive or negative statement made by potential, actual, or former 

customers about a product, service or brand, which is made available to a 

multitude of people and institutions via the Internet (Hennig-Thurau et al., 2004: 

39). 

Overall, brand-related eWoM is created by other people, not the brands themselves. As 

such, among consumers, this type of communication signifies a more reliable choice of 

service or product-related information compared to traditional print, TV or online methods of 

advertising (Nielsen, 2013). Lopez and Sicilia (2014) contend that consumer-generated 

communication qualifies as having higher apparent credibility and persuasiveness in 

comparison to communication initiated by the company. eWoM signifies a credible and 

valued basis of knowledge related to products and services. Over 61 per cent of customers 

consult reviews available online prior to decision-making (Charlton, 2015). 

In the consumer decision-making process, due to its significance (Lopez and Sicilia, 2014), 

eWoM has achieved substantial attention within industry publications and reports, as well as 

in academic literature. Over the last 15 years, eWoM has gained the interest of academic 

researchers. Research has been conducted within various online platforms, as well as 

communication methods offering added research avenues. For example, one research 

avenue is focused on the sources of eWoM creation and is interested in the different factors 

which generate eWoM (Hennig-Thurau et al., 2004; Lovett et al., 2013). 
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Meanwhile, researchers like Amblee and Bui (2011) and Liang et al. (2013) have studied the 

influence of eWoM on brands and companies themselves, while research by Cheung and 

Thadani (2012) and Lopez and Sicilia (2014) focuses on consumers. Another cluster of 

researches (Cheung et al., 2009; Moran and Muzellec, 2014) address the credibility of 

eWoM and how consumers assess eWoM messages. 

EWoM involves computer-intermediated communications which appear on different social 

media and internet platforms. These platforms include wide-ranging settings—for instance, 

communities based online (Yang et al., 2012), online review sites (Khare, Labrecque, and 

Asare, 2011), blogs (Cosenza et al., 2015), and personal and professional social networking 

media such as Facebook or Twitter (Hsu et al., 2016). 

It has been argued that consumers do not randomly choose an online platform for eWoM 

generation. Moreover, their choice of eWoM platform depends on their motivation for being 

involved in eWoM. The presence of diverse types of eWoM setting is significant, because 

prior research contends that eWoM varies in its influence on customers based on the online 

platform where it occurs and the extent to which it has been influenced (Erkan and Evans, 

2016).  

EWoM possesses synchronous and non-synchronous features (Chu and Kim, 2011). For 

example, eWoM occurs in mobile messaging apps and on social media chatting platforms. 

There, the messages are sent and received simultaneously. This has been described as 

synchronous eWoM. On the other hand, non-synchronous eWoM involves comments on 

reviews, different websites and blogs which typically are not read at the time of their 

production. Asynchronous eWoM is therefore characterised by a lower level of activity 

(Lovett, Peres, and Shachar, 2013). 

By its nature, eWoM creates permanent electronic evidence. The persistence of eWoM is 

extended in some cases long after its creation, which can influence the audience for a longer 

period of time (Cheung and Lee, 2012). As such, after eWoM is posted, it is available for a 
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long time, which clearly shows dissimilarity from face-to-face communications. As eWoM is 

observable and creates a visible trace, it enables easier understanding of its context and 

justification (Cheung and Thadani, 2012).  

2.2.1 How eWoM helps Businesses 

EWoM (Jeong and Jang, 2011) helps brands by providing positive feedback, as well as 

concern to help those brands getting negative opinions. Based on the communication 

platform, eWoM can be focused upon one or several people (Barasch and Berger, 2014); it 

can possibly involve a significantly large audience.  

The multitude of online platforms upon which eWoM occurs has already been researched by 

academics. Examples of online platforms (Hennig-Thurau et al., 2004) include personal 

blogs (Shin et al., 2014) and shopping websites (Erkan and Evans, 2016). Subsequently, the 

academic literature addresses diverse types of eWoM—for example, comments on 

Facebook (Ladhari and Michuad, 2015) or Twitter tweets (Jin and Phua, 2014). Recently, 

Hennig-Thurau et al. (2015) have conceptualised eWoM as micro-blogging word-of-mouth 

(mWoM). Moreover, check-in behaviour on social media platforms has been discussed as a 

form of ‘social WoM’ by Luarn, Yang, and Chiu (2015). 

eWoM occurs in several possible contexts and has various forms. As such, the boundaries 

for exact conceptualisation of eWoM involve different opinions. Study of eWoM may 

incorporate additional elements based on the selected online platform and the interest of the 

researcher. For instance, Wolny and Mueller (2013: 565) look into eWoM on Facebook and 

Twitter and suggest an additional conceptualisation of eWoM. A further suggestion made by 

Hoffman and Daugherty (2013) is that eWoM incorporates both written and graphic features.  

 2.2.2 EWoM Research 

Existing research into eWoM has captured several viewpoints. For example, a number of 

studies have operationalised eWoM as the intention of eWoM (Nature, 2016). For example, 
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Lee et al. (2012) look at consumers’ intrinsic intentions of altruism, social identification 

intentions and behaviours to engage with the online brand community. Jin and Phua (2014) 

also focus on eWoM valance and prosocial versus antisocial celebrity types in Twitter-based 

consumer behaviour. Moreover, Cheung and Lee (2012) focus on the positive motivation of 

consumers’ eWoM involvement, finding positive eWoM motives—egoism, collectivism, 

altruism, principlism—which drive consumers.  

Conversely, Tsao and Hsieh (2012) focus on four aspects when exploring the effect of the 

company-consumer relationship on eWoM messages generated by consumers. At the same 

time, eWoM engagement is studied by some researchers: for example, Wolny and Mueller 

(2013) study eWoM motivation when analysing consumers’ communication with fashion 

brands’ social media sites.  

Some studies have placed emphasis on the various components of eWoM. In these studies, 

quite a few researchers have looked at the various elements of eWoM within social 

networking sites. For example, Chu and Kim (2011) focus on social relationship factors such 

as tie strength, interpersonality, homophily, trust and normative influences on eWoM 

transmission on online websites. Moreover, Abrante et al. (2013) discuss the strengths of 

associations between consumers who are involved in eWoM: they explain that the bonds 

within in-groups eWoM are strong, whereas eWoM outgroups show weak bonds.  

Other researchers have suggested diverse visions regarding the mechanisms of eWoM. As 

a form of interaction, eWoM includes both giving and receiving information. For example, 

Sun et al. (2006) explore the antecedents and consequences of eWoM: they find that online 

social connection, innovativeness and internet usage are important predictors of eWoM. Yeh 

and Choi (2011) focus on eWoM intentions and suggest that brand identification influences 

eWoM. Moreover, Riddings et al. (2002) suggest that two dimensions of trust—ability and 

integrity—affect the intention of eWoM communications. The mechanism of eWoM also 

involves asking and providing advice (Toder et al., 2014). These authors suggest five 
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components of eWoM: topic legitimacy, requested response, request formulation, seeker’s 

legitimacy and solicitation of receiver (Toder et al., 2014). Moreover, eWoM involves a third 

dimension—opinion sharing. Opinion sharing signifies an improved dimension of eWoM 

which is very prominent on online platforms. The researcher therefore suggests that the 

particulars of social media or online platforms allow individuals to act in diverse roles when 

performing eWoM communication. In other words, they perform different roles by stating 

their own opinions, looking for opinions from others regarding products and services, and 

sharing information within social media.  

Simultaneously, three main mechanisms of eWoM—motivation to receive, motivation to 

share and motivation to provide information—have been studied (Yeh and Choi, 2011). 

Presently, eWoM is being discussed in terms of online brand communities, but very limited 

research has been done on the social media brand community in relation to personal 

branding. Moreover, although celebrity chefs are a good example of personal branding, 

there is yet to be a study examining eWoM creation triggered by the factors surrounding 

celebrity chefs within celebrity chefs’ social media brand communities.  

To reveal another dimension of eWoM, several researchers have also quantified eWoM 

communication and explained the volume of eWoM. For example, Hennig-Thurau et al. 

(2015) focus on mWoM in Twitter and suggest that mWoM influences consumers’ pre-ideas 

of a product. They also focus on Twitter’s effect on peoples’ decision-making process 

(Hennig-Thurau et al., 2015). At the same time, Babic et al. (2015) find that eWoM is 

positively correlated with sales, but the effectiveness of eWoM shows different results based 

on product, platform and metric factors. Moreover, researchers such as Dellaocas et al. 

(2007) discuss the spreading of eWoM. The researchers suggest a benchmark model as an 

additional product review metric. Their benchmarking model involves pre-release marketing, 

with the availability of specialised reviews (Dellaocas et al., 2007). Moreover, the quantity of 

comments or reviews created has been explored by Hennig-Thurau et al. (2004) and 

Obehofer et al. (2014). Furthermore, the occurrence frequency of eWoM involvement is 
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discussed by Wolny and Mueller (2013), where the researchers find that consumers who are 

motivated by product or social interaction are more frequently involved in eWoM. The ratio of 

positive eWoM and negative eWoM is suggested by Hennig-Thurau et al. (2015). They find 

that mWoM has a negative bias on a Twitter-based communication platform, providing 

insights into the position of eWoM in the WoM landscape. Moreover, online platform visit 

frequency is researcher by Hennig-Thurau et al. (2004). Nevertheless, for the most part, 

researchers do not precisely highlight the dimensionality of eWoM, although, every so often, 

researchers have tested relationships within various constructs related to eWoM in their 

research models. For example, Hsu et al. (2016) focus on the connection between eWoM 

adoption and eWoM credibility. They opine that community identification, shared values and 

privacy concerns influence trust, trust influences the desire to provide or get information, and 

this influences information-sharing behaviour. Moreover, prior research such as that by 

Ekran and Evans (2016) has focused on eWoM characteristics. On the other hand, 

researchers have looked at the relationship between the intention to use eWoM 

communication media and attitude towards eWoM communication. For example, Liang et al. 

(2013) suggest three main antecedents: subjective norm, adoption of e-communication 

technology, and satisfaction or dissatisfaction of the consumer.  

2.2.3 EWoM Motivation 

eWoM motivation is considered a main area of the research discussing aspects of what 

inspires individuals to become involved in eWoM (Hennig-Thurau et al., 2004). Alongside the 

factors related to celebrity chefs that trigger eWoM, this research shows a particular interest 

in the stream of literature which focuses on consumers’ motivations. Numerous researchers 

have studied this phenomenon (for example, Hennig-Thurau et al., 2004; Wolny and Mueller, 

2013; Yen and Tang, 2015). 

Prior researches on this spectrum have been separated into two aspects (Pasternak, 2017). 

Firstly, some researchers focus on the motives for sending eWoM. For example, Hennig- 
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Thurau et al. (2004) suggested four motives—social incentives, economic incentives, 

concern for other consumers and self-worth—which lead to eWoM behaviour. Wolny and 

Mueller (2013), using the theory of reasoned action, suggest that high brand commitment 

and a strong need for product involvement motivate consumers to become involved in 

eWoM. Secondly, motivations for passive eWoM involvement via eWoM reading has been 

researched by Hennig-Thurau et al. (2003). The researchers suggest that individuals are 

motivated because of saving time in decision-making and to make good buying decisions. 

Reichelt et al. (2014) also research passive eWoM involvement and suggest that eWoM 

influences readers’ intentions, behaviour and attitudes. They also suggest that the utilitarian 

and social functions of eWoM influence intentions towards eWoM reading (Reichelt et al., 

2014). Both aspects of eWoM motivation have been considered in diverse contexts. For 

example, Hennig-Thurau et al. (2004) consider virtual communities; Yen and Tang (2015) 

consider social network sites and online platforms; while Yang (2013) considers restaurant 

review websites. These considerations by different researchers certainly prove the major 

attention paid to factors influencing eWoM.  

Moreover, prior researches have discussed that, alongside the precise characteristics of the 

products and services, factors associated with consumers’ evaluation are related to the 

interaction and relationships with brands, and brand owners may activate eWoM. Research 

by Gebauer et al. (2013) reveals that perceived fairness of the company, customer 

communications and satisfaction with these communications are pre-requisites for the 

generation of eWoM. According to prior research by Chu and Kim (2011), trust is important 

for eWoM generation. Yeh and Choi (2011) suggest that trust, community and brand 

identification are also significant for eWoM generation. Amblee and Bui (2008) suggest that 

brand reputation is the key condition for eWoM generation. The present literature suggests 

that the evaluation and nature of eWoM by itself can trigger future eWoM positively, 

whereas, according to Huang et al. (2011), acceptance of eWoM by individuals has the 

potential to motivate them to engage in and share eWoM.  
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The research related to eWoM motivation can be categorised in various ways.  

2.2.3.1 Type of eWoM Motivation  

Depending on the type of eWoM motivation, Hennig-Thurau and Walsh (2003) focus on the 

functionality of eWoM motives. They suggest risk reduction and learning about new products 

on the market as functional eWoM motives. Hennig-Thurau et al. (2004) also suggest 

concern for others and advice seeking. Focusing on the same eWoM motivations, Yoo and 

Gretzel (2008) suggest concern for others, Okazaki (2009) suggests purposive value, Jeong 

and Jang (2011) suggest concern for other consumers and helping the company, Yang 

(2013) suggests altruism, Kreis and Gottschalk (2015) suggest helping others and advice 

seeking, and Luran et al. (2015) suggest information sharing as functionality-related eWoM 

motives. 

At the same time, Burton and Khamash (2010) focus on the quality assurance side of eWoM 

motivation and suggest administration as an eWoM motive. Moreover, Bronner and Hoog 

(2011) suggest consumer empowerment and Luarn et al. (2015) suggest perceived value 

and communicator involvement as quality assurance eWoM motives.  

In respect of incentives types of eWoM motivation, Hennig-Thurau and Walsh (2003) and 

Burton and Khamash (2010) focus on remuneration, while Kreis and Gottschalk (2015) 

suggest economic incentives as incentives for eWoM motivation.  

Hennig-Thurau and Walsh (2003) also focus on personal eWoM motivation and suggest 

dissonance reduction. Hennig-Thurau et al. (2004) suggest self-enhancement; Jeong and 

Jang (2011) focus on expressing positive feelings; Kreis and Gottschalk (2015) suggest 

venting negative feelings; and Luarn et al. (2015) focus on personal eWoM motivation and 

suggested image building as personal eWoM motivations.  

Similarly, Hennig-Thurau and Walsh (2003) suggest social eWoM motivations in terms of 

community membership and social position. Hennig-Thurau et al. (2004) also suggest social 
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benefits as the motive of eWoM involvement. Goldsmith and Horowitz (2006) identify the 

influence of others as a social eWoM motivation. Burton and Khammash (2010) suggest 

determination of social position, community membership, mediated advice and encouraging 

reciprocal reading. Bronner and De Hoog focus on social benefits as the eWoM motive. 

Cheung and Lee (2012) suggest a sense of belongingness, while Reichelt et al. (2014) focus 

on social function as an eWoM motive. Yen and Tang (2015) suggest social benefits as an 

eWoM motive. The summary of the literature is shown below in table 1. 

Table 1. Summary of the literature  

Summary of literature related to eWoM  

Source Research concern 

Lopez and Sicilia (2014) Decision making process of the consumers 

Hennig – Thurau et al. (2014) Sources related to creating eWoM 

Amblee and Bui (2011) 

Liang et al. (2013) eWoM influence on companies and brands 

Cheung and Thadani (2012) eWoM influence on consumers 

Cheung et al. (2009)  

Moran and Muzellec (2014) 
Credibility of eWoM and how consumers assess eWoM 
messages 

Yang et al. (2012) eWoM Platforms 

Khare, Labrecque, and Asare 
(2011) EWoM in Online review sites 

Cosenza et al. (2015) EWoM in blogs 

Hsu et al. (2016) 
Professional and personal social networking media i.e., 
Facebook or Twitter 

Erkan and Evans (2016) Online platform 

Chu and Kim ( 2011) Non-synchronous and synchronous features of eWoM 

Lovett, Peres, and Shachar 
(2013) 

eWoM features 
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Lee et al. (2012) Intrinsic intentions of altruism, Intentions and 
behaviours of social intentions  

Jin and Phua (2014) eWoM valance and antisocial versus prosocial versus 
types of celebrity  

Tsao and Hsieh (2012) Effect of company-consumer relationship on eWoM 
messages 

Chu and Kim (2011) Factors of social relationship 

Abrante et al. (2013) Consumers’ strengths of association  

Sun et al. (2006) Antecedents and consequences of eWoM 

Yeh and Choi (2011) EWoM intentions that suggests eWoM is influenced by 
brand identification  

Riddings et al. (2002) Intentions of eWoM communications are effected by 
two dimensions of trust ‘ability and integrity’  

Dellaocas et al. (2007) Spreading eWoM 

Ekran and Evans (2016) Characteristics of eWoM 

Summary of literature related to eWoM and how this helps businesses 

Jeong and Jang (2011) Helps brands by providing positive feedback  

Barasch and Berger (2014) EWoM involves large audience 

Hennig-Thurau et al. (2015) Micro-blogging word-of-mouth (mWoM). 

Hoffman and Daugherty (2013) EWoM incorporates both written and graphic features 

Babic et al. (2015) EWoM is positively correlated with sales 

Wolny and Mueller (2013) Consumers who are motivated by product or social 
interaction are more frequently involved in eWoM 

Hsu et al. (2016) Connection between eWoM adoption and eWoM 
credibility 

Jeong and Jang (2011) Consumer decision making process 

Summary of literature related to eWoM motivation 

Source Motivation 

Social 

Hennig-Thurau and Walsh 
(2003) 

Community membership, determining the social 
position 
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Hennig-Thurau et al. (2004) Social benefits 

Okazaki (2009) Social enhancement 

Goldsmith and Horowitz (2006) Influence of others 

Burton and Khammash (2010) 

  

Community membership, determinining social position, , 
mediated advice, Understanding people, preferred 
authors. 

Khammash and Griffiths (2010)  

  

Community membership, determinining social position, , 
mediated advice, Understanding people, preferred 
authors. 

Bronner and De Hoog (2011) Social benefits 

Abrante et al. (2013) Social interaction  

Cheung and Lee (2012) Sense of belonging 

Kreis and Gottschalk (2015) Interaction benefits 

Oberhofer, Fuller, and Hofmann 
(2014) Making friends 

Yen and Tang (2015) Social benefits 

Luarn, Yang, and Chiu (2015) 
Social support, Perceived social benefit,  subjective 
norms, tie strength 

Reichelt, Sievert, and Jacob 
(2014)  Social function 

 Functional 

Yen and Tang (2015) Platform assistance, Altruism  

Luarn, Yang, and Chiu (2015) Information sharing 

Kreis and Gottschalk (2015) 
Helping the company, advice seeking, helping others, 
platform assistance 

Labsomboosiri, Mathews, and 
Luck (2014) Problem-solving support 

Reichelt, Sievert, and Jacob 
(2014) Utilitarian function 

Yang (2013) Altruism 

Abrante et al. (2013) Experiential learning 
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Cheung and Lee (2012) Enjoyment of helping 

Bronner and De Hoog (2011) Helping the company, helping other vacationers 

Jeong and Jang (2011) Helping the company, concern for other consumers 

Burton and Khammash (2010) 

  

  

Consuming a product, trusted product opinion, learning 
process of what new products are in the marketplace, 
Search time reduction, experience of unique product, 
risk reduction, product opinion from the non-expert. 

 

 Khammash and Griffiths (2010) 

 

  

Consuming a product, trusted product opinion, learning 
process of what new products are in the marketplace, 
Search time reduction, experience of unique product, 
risk reduction, product opinion from the non-expert. 

 
Okazaki (2009) Purposive value 

Henning-Thurau et al. (2003) Reduction of search time, Risk reduction,  

Henning-Thurau et al. (2004) 

 

Advice seeking and Concern for other consumers 

 

 Goldsmith and Horowitz (2006) 
Getting information easily, securing lower prices, risk 
reduction, 

Yoo and Gretzel (2008) 
Helping travel service provider, concern for other 
consumers 

 Emotional/ Entertainment 

Luarn, Yang, and Chiu (2015) Enjoyment (perceived) 

Yen and Tang (2015) Dissonance reduction, extraversion 

Labsomboosiri, Mathews, and 
Luck (2014)) Relaxation  

Kreis and Gottschalk (2015 Venting negative feelings 
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Jeong and Jang (2011) Expressing positive feelings 

Abrante et al. (2013) Escapism, mood enhancement 

Okazaki (2009) Intrinsic enjoyment  

Burton and Khammash (2010) Fun and enjoyment, compulsive boredom and habit 

Khammash and Griffiths (2010) 
Fun and enjoyment. compulsive habit and boredom, 
dissonance reduction 

Hennig-Thurau and Walsh 
(2003) Dissonance reduction  

Henning-Thurau et al. (2004) Extraversion or positive self enhancement 

Yoo and Gretzel (2008) Positive self-enhancement or Enjoyment 

 Self-Oriented 

Luarn, Yang, and Chiu (2015) Image building, expressiveness 

Cheung and Lee (2012) Reputation 

Bronner and De Hoog (2011) Self-directed  

Kreis and Gottschalk (2015) Economic incentives 

Burton and Khammash (2010) Remunaration 

Henning-Thurau and Walsh 
(2003) Remuneration 

Khammash and Griffiths (2010) Economic involvement 

Henning-Thurau et al. (2004) Economic incentives 

  Other 

Bronner and De Hoog (2011) Consumer empowerment  

Luarn, Yang, and Chiu (2015) 
Customer satisfaction, communicator involvement, 
perceived value  

Goldsmith and Horowitz (2006) Unplanned, influenced by TV  

Burton and Khammash (2010) Administrative 

Khammash and Griffiths (2010) Administrative 

Summery of Source Credibility 
related literature  
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Ohanian (1990) 

Expertise, Trustworthiness and attractiveness was 
considered as Source credibility and researched 
celebrity endorsers source credibility  

Roy and Pansari (2014) 
Celebrity owners credibility is more positive impact 
customer attitude then celebrity endorsers credibility  

Petty and Cacioppo (1986) Source credibility  

Pornpitakan (2004) 
‘Source credibility’ has a degree of influence on 
communication effectiveness 

Bhattacharya et al. (1998) Source credibility is able to make the receiver have a 

positive outcome expectation. 

Phua et al. (2019) Meta analysis of Ohanian’s source credibility 

Summery of personal branding 
related literature   

Erving Goffman (1959) Personal branding concept 

Micah, (2018) 
In personal branding individuals market themselves and 
their skills in a similar style to the marketing of products 

Rampersad (2008) Personal branding concept 

Arruda (2002) 

Personal branding means to understand unique 
combination of rational and emotional attributes—your 
strengths, skills, value and passion 

Lair, Sullivan, and Cheney 
(2005) 

Pre-industrial business cultures, business owners 
frequently used their own name, image and reputation 
to market their services 

Preece (2015) Professional achievements 

Lacy and Deckers (2012) 

Branding Yourself, each individual has a unique 
personal story and that this story can be reimagined 
and packaged in such a way as to increase a person’s 
professional appeal 

Micha (2018). Celebrities are a prime example of personal branding 

De Chernatony and Dall’Olmo 
(1998) Personal Branding concept 

Shanker et al. (1996) 
Difference between celebrity owners and celebrity 
endorsers in branding concept 

Schau and Gilly (2003) Celebrity chefs as personal brand owner 
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Summery of action research 
related literature   

Ajzen (1991) 

Webb and Sheeran (2006) Motivation leads to action 

Triandis (1980) 
Intention acts as a self-instruction to accomplish a 
specific behaviour 

Abraham, Sheeran, and 
Johnston (1998) 

 Maddux (1999) 
Attitude-behaviour relations, goal theory and health 
behaviour models 

Fishbein and Ajzen (1977) Theory of reasoned action 

Ajzen (1991) Theory of planned behaviour 

Bandura's (1977) 
Perceived behavioural control refers to people's 
appraisal of their ability to perform a behaviour 

Sheeran and Conner (2017) 
Extent to which predictors of intentions (e.g. attitudes, 
norms, perceived control) 

Orbell and Sheeran (1998) 

Positive intentions do not succeed in establishing a new 
behaviour: despite having formed a strong intention, 
they fail to act on it 

Webb and Sheeran (2016) Intention does to always result into behaviour 

Webb and Sheeran (2016) Intention-behaviour gap 

Fisbein and Ajzen (2010) Intention-behaviour gap 

Summery of celebrity chefs related research  

Henderson (2011) Celebrity chefs concept 

Fantasia (2010) Relation between Celebrity and gastronomy sector 

Goodman et al. (2000) Celebrity chefs and moral food revolution 

Wood (2000) Celebrity chefs activities 

British Food Journal ( 2017) Ranking of British celebrity chefs 

Oliver (2015) 
Jamie Oliver official website and his activities as 
celebrity chef 

Blake (2018). 
Jamie Oliver and his characteristics, activities as 
celebrity chef 
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Lawson (2015) 
Nigella Lawson official website and her activities as 
celebrity chef 

Ramsay (2015) 
Gordon Ramsay official website and her activities as 
celebrity chef 

Fleck et al. (2014) 

 McCracken (1989) Celebrities as endorsers 

 

 

  2.2.3.2 Methodology of eWoM Motivation Research 

 Some of the research related to eWoM motivation has adopted a quantitative 

methodology, using a survey. Hennig-Thurau and Walsh (2003), Hennig-Thurau et al. 

(2004), Bronner and De Hoog (2011), and Kreis and Gottschalk (2015) all use a quantitative 

method. On the other hand, researchers such as Burton and Khamash (2010) use a 

qualitative method, while Khamash and Griffiths (2010) follow a mixed method related to 

eWoM motivation.  

2.2.3.3 Research Platform 

Researches related to eWoM motivation focus on diverse platforms, including online forums, 

online communities, consumer opinion platforms, social networks and restaurant review 

websites.  

2.2.4 Relating eWoM Motivation to eWoM Creation 

Earlier research has revealed that motivation leads to action (Ajzen, 1991; Webb and 

Sheeran, 2005). Every intention acts as a self-instruction to accomplish a specific behaviour 

or to gain obvious results (Triandis, 1980), as such intentions are expected to have 

motivational aspects which influence behaviour (Ajzen, 1991). Theories associated with 

attitude-behaviour relations, goal theory and health behaviour models all suggest that 
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intention is the main determining factor of behaviour (Abraham, Sheeran, and Johnston, 

1998; Maddux, 1999).  

According to theory of reasoned action by Fishbein & Ajzen (1977) and theory of planned 

behaviour (Ajzen, 1991) - the successor of theory of reasoned action – the main predictor of 

behaviour is an individulas intention to perform the behaviour (Orbell and Sheeran, 1998).  

Here, attitudes to behaviour imply individuals positive or negative assessment of perfoming 

that behaviour.  According to theory of planned behaviour explains an additional element of 

intention – perceived behavioural control – which might have an impact on performing 

behaviour (Ajzen, 1991).  Here perceived behavioural control imply individuals evaluation of 

their capability of performing behaviour (Webb and Sheeran, 2006). This concept is related 

to concept of self-efficacy (Bandura, 1977). Indivduals perceived behaviour control is 

positively influenced by their positive attitudes and subjective towards behaviour and 

therefore the interntion to perform behaviour is also influenced positively and vise-versa 

(Ajzen, 1991). As such the key predictor of behaviour is intention to perform the behaviour 

(Ajzen, 1991). Individuals motivation to perform behaviour depends on behavioural intention. 

According to Ajzen (1991) `Intentions are assumed to capture the motivational factors that 

influence a behaviour, they are indicators of how hard people are willing to try, of how much 

effort they are planning to exert, in order to perform the behaviour' (p. 181). Previouse 

research has identified factors which might einforce intention -behaviour relationship (Webb 

and Sheeran, 2016). One of the main hypothesis of this theory is, individuals who has more 

control on their behaviour are likely to perform on their intentions. Additionally, Sheeran et al. 

(2017) opines that, ‘motivational coherence’ reinforce intention-behaviour relationship.  

 On the other hand, reviews of literature (Webb and Sheeran, 2016) in social and health 

behaviour studies suggests that, though intention account for 20 to 30 percent of the 

variance, but findings suggests a number of individual with positive intention do not perform 

a behaviour. As Orbell and Sheeran (1998) quotes, individual regardless of having strong 

intention fails to act upon them. There have been number of studies related to application of 
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theory of reseaned action to behavioural change, i.e., promoting public transportation, multi-

city project based on HIV prevention etc resulted into change in behaviour of the control 

participants. This supports Webb and Sheeran (2016) intention do not always results into 

behaviour.  

As per Fisbein and Ajzen (2010, p. 301) — “there is nothing in our theory to suggest that 

people are rational or that they behave in a rational manner”—as well as empirically there 

are many researches predicted ‘irreational’ behaviour like smoking, speeding and addictive 

behaviours which is opposes the general misconception ‘ “reasoned action approach does 

not assume rationality” (Fishbein & Ajzen, 2010, p. 303).  

Nevertheless, maximum studies related to relationship of interntion– behaviour take in 

correlational studies which exclude causal interferences or factors which may intervene in 

the intention to create action (Webb and Sheeran, 2006). Additional support provided by 

Sheeran and Webb ( 2016 ) in ‘unsuccessful intenders’ meta-analysis which is  ‘intention-

behavior’ gap. 

However, the knowledge of the researcher suggests that this study is the first study to 

investigate why eWoM motivation may not lead to action, creating actual eWoM, and 

relevant intervening factors.  

2.3 Personal Branding 

Personal branding is an emerging model for professional achievement. The personal 

branding concept was explained by Erving Goffman (1959) in ‘The Presentation of Self in 

Everyday Life’. According to Rampersad (2008: 34), ‘your personal brand is the synthesis of 

all expectations, images and perceptions it creates in the minds of others, when they see or 

hear your name’. The idea behind personal branding is based on the theme where 

individuals market themselves and their skills in a similar style to the marketing of products 

(Micah, 2018). Personal branding is the story of individuals’ professions (Horton, 2011). 
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According to Arruda (2002: 2), ‘personal branding is not about building a special image for 

the outside world. It is about understanding your unique combination of rational and 

emotional attributes—your strengths, skills, value and passion—and using these attributes to 

differentiate yourself and guide your career decisions’. In this branding stream, individuals 

use their own name and image as a branding tool. Personal branding is known from the 

oldest times of business practices. In pre-industrial business cultures, business owners 

frequently used their own name, image and reputation to market their services (Lair, 

Sullivan, and Cheney, 2005).  

A key example is the Ford motor company. The founder of the company, Henry Ford, 

promoted his image and reputation as the initial marketing for the company (Micah, 2018). 

The personal model of business identity turned out to lead the mid-twentieth century 

business world. Progressively, personal branding has developed more association with 

celebrity endorsements. A company expects to increase sales through celebrity 

endorsement, while the techniques employed seek to associate products with the reputation 

or image of a high-profile member of society. 

Personal branding inherently requires strategic use of individuals’ image and reputation to 

improve their professional position. It also involves researching and shaping individuals’ 

online identity as a first step based on insight into an individual’s personality and 

professional qualities, showcased together through social media (Lair, Sullivan, and Cheney, 

2005). 

Current experts on personal branding suggest strategic use of social media. Individuals’ 

public image is presented in terms of photos, videos and other content posted online. These 

data can be offered to create a personal and professional image. Indeed, it has been 

suggested by specialists in personal branding that personal brand owners should increase 

their media presence by starting a social media page or blog where they can post articles 
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related to professional issues and can provide updates about their professional 

achievements (Preece, 2015). 

Social media delivers the greatest opportunities for personal branding. Personal brand 

owners can create value for themselves as well as their companies by promoting well 

planned management of their brand within the social media context, and thus can achieve 

high level eWoM involvement among their consumers (Arruda, 2015). However, generating 

value on social media does not only depend on one-sided communication for, in order to 

gain potential customers and their awareness as well as loyalty, the personal brand owners 

need to communicate with potential customers.  

Current research has evaluated social media personal brand management, where a positive 

relationship has been identified between personal branding efforts and social media 

engagement (Arruda, 2015). The study suggests that users of social media are willing to 

engage with brands and company managers. Active management of a brand via social 

media should be a main strategic goal of a brand. At the same time, all the members of the 

brand or company should be aware of the significance of social media for the profit and 

growth of the business (Horton, 2011).  

Since 2010, a number of articles have reviewed the development of social media in research 

and theory. The reviews suggest further development. A preliminary study has taken place 

regarding the effect of social media on personal branding executives. Researchers also 

suggest further research to identify the effects of diverse social media platforms on personal 

branding, as well as on the executives.  

Like any product, an individual’s story arises from their personal and professional history, 

which is considered a crucial tool for branding. In the second edition of the book Branding 

Yourself (2012), authors Lacy and Deckers argue that each individual has a unique personal 

story and that this story can be reimagined and packaged in such a way as to increase a 

person’s professional appeal (Preece, 2015). 
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Prior researchers have advised that in the personal branding field, short textual posts and 

short video posts to social media sites are becoming more attractive. They have also 

reported that employees within companies are increasingly being encouraged to learn about 

personal branding, as it is considered a synergistic method used by individuals to help trade 

the corporate brand by controlling and crafting their own personal brand. 

There have been some objective studies on the effectiveness of personal branding. 

However, the long history of the personalised professional approach supports the idea that 

the basic concepts behind personal branding are effective.  

2.3.1 Celebrity Chefs as Ambassadors of Personal Branding 

Celebrities are a prime example of personal branding, as a celebrity’s profession depends 

on their public image and reputation (Micha, 2018). The fast increasing passion for celebrity-

owned brands in recent years has also inspired a number of celebrities to launch their own 

product lines. The motivation for owning a brand is to stay connected with followers, 

alongside possessing a profitable business model. By definition, a brand can be described 

as a combination of name, sign, symbol or design which identifies the product and services 

of a business owner to distinguish them from their competitors (Kotler, 1997).  

Moreover, a brand is defined as multi-dimensional concept which is related to a company’s 

functional and emotional values, aiming to cater for both the performance and the 

psychological requirements of consumers (De Chernatony and Dall’Olmo, 1998). Celebrities 

are connected to brands in two ways: firstly, as endorsers and secondly, as owners. 

Ownership involves the complete proprietorship of a business, unlike an endorser (Shanker 

et al., 1996). For the purposes of the current research, the researcher considers celebrity 

chefs advocates of personal branding.  

Henderson (2011) defines celebrity chefs as people who have earned popularity as chefs 

(food creators) through exposure in the media, and their preliminary success is enlightened 
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by their culinary skills. Fantasia (2010) reports that during the 1970s in France, companies 

procured Michelin-starred restaurants and their chefs. This development caused the chefs to 

transfer from ‘chef de cuisine’ to ‘chef d’entreprise’ with growing endorsements, 

sponsorships and promotion of products and events. In turn, this has changed the 

relationship between gastronomy and the economic field (Fantasia, 2010).  

Moreover, gastronomy nowadays is influenced by eWoM, where consumers post digital 

pictures of their food on social networking sites in order to discuss their eating habits (Albers, 

2010). In modern life, it is important to share consumption via an online platform with the aim 

of constructing a self-image (Schau and Gilly, 2003). This online consumer review has a 

substantial influence on a food business, as it is not possible for consumers to assess foods 

and services before consumption (Zhang et al., 2010). These online reviews or eWoM from 

a knowledgeable source may assist people in making decisions (Zhang et al., 2010). Thus, 

practitioners of food marketing are aware of the importance of eWoM and are exploring ways 

to stimulate positive eWoM regarding their businesses (Kim et al., 2015).  

Thus, celebrity chefs owning their own food business need to explore ways to stimulate 

eWoM, like food service practitioners. In practical terms, it has been seen that consumers 

spread eWoM on celebrity chefs’ websites. As such, this research intends to explore the 

factors of celebrity chefs (in the context of personal branding) which influence eWoM.  

2.3.1.1 Ohanian’s (1990) Source Credibility Theory 

The key factors surrounding celebrity chefs will be loosely categorised using Ohanian’s 

(1990) source credibility model. Indeed, to talk about source credibility and celebrity, 

Ohanian (1990) mentions her research regarding celebrity endorsers’ source credibility. 

Accordting to Ranchodd (2006) credibitliry is known as a multidimensional concept which 

has significant impact on concumer intentions and behaviour. Credibilty described as a part 

of communication as it is strongly associalted with information (Corrina, 2006). Credibility is 

used to demonstrate the comunicators positive influence upon receiver (Ohanian, 1990). 
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The credibility of the source influences the persuasiveness of the message or 

communication (Petty and Cacioppo, 1983). Ohanian (1990) suggested three factors of 

source credibility – expertise, trustworthiness and attractiveness. Expertise which referes to 

source to be seen as ‘expert’, ‘professional’ and ‘qualified’. Trustworthiness referes to the 

extent of which the followers will perceive the source as valid  (Hovland et al, 1953) and 

attractiveness referes to the ability of the source to amplifiy the message with beauty, style 

and elegance. According to Koo et al. (2012) the audience involves in one-way 

communication with the celebrity when the watch the celebrity on media and get involve 

similar physiological activity as to communicate with a close person or friend (Mikulincer & 

Shaver, 2009). Similarly appearing at a sports event or in media programs the audience 

develops para-socail communication with the sportsman or celebrity (Brown, 2015) as they 

want to access information about the celebrity and feel friend-like relationship with the 

celebrity (Koo et al., 2012). 

Ohanian (1990) has measured source credibility as source trustworthiness, expertise and 

attractiveness. She also measured the source trustworthiness, expertise and attractiveness 

as the communicator’s perceived credibility. According to Bhattacharya et al. (1998) source 

credibility helps audience to enjoy a positive expectation. Source credibility seems to have 

influence on effective communication (Pornpitakan, 2004) and therefore can persue 

consumers (Wu and Shaffer, 1987) and therefore influence attitude of the consumers (Mc 

Ginnis and Wrd, 1980). According to Shuang (2013) source credibility act as moderator 

between vegan celebrities’ motivation and consumer eating habit. 

Shuang (2013) pointed out that in the case of uncertainty, source credibility was able to 

make the receiver have a positive outcome expectation. Pornpitakan (2004) found that the 

term "Source Credibility" had some degree of influence on communication effectiveness. 

Source credibility have been shown to be influential in persuading consumers (e.g., Wu and 

Shaffer, 1987) and in influencing attitudes (e.g., McGinnis and Ward, 1980). Source 
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credibility and identification significantly moerated the interaction between consumer eating 

habit and vegan celebrities’ motivation (Phua et al., 2019). 

 Ohanian (1990) also argues that the source credibility of celebrity endorsers has direct and 

significant effect on behavioural intentions. Meanwhile, eWoM motivation has a potential 

influence on customers’ behavioural intention, such as the decision-making process (Jeong 

and Jang, 2011).  This study empirically examined which restaurant experiences trigger 

customers to engage in positive electronic word of mouth (eWOM) (Jeong and Jang, 2011).  

There is an important difference among a celebrity as an endorser and a celebrity as an 

owner. In their sports-based research, Roy and Pansari (2014) have investigated the 

effectiveness of celebrity owners and celebrity endorsers. They argued that the credibility of 

celebrity owners has further positive influence on customers attitudes than celebrity 

endorsers (Roy and Pansari, 2014). Celebrity chefs are the owners of their own creation and 

thus different from celebrity endorsers. 

2.3.2.2 Celebrity Chefs in the UK 

The UK is known as a nation that has a special relationship with celebrity chefs (Blake, 

2018). Celebrity chefs have very visible lives due to their constant engagement with the 

media, social media and books. Between 2000 and 2018, celebrity chefs broadened their 

activities on the media, ranging from lifestyle cooking shows to FoodTube (part of YouTube), 

cooking competitions and reality food TV. The current development in celebrity chefs’ work, 

besides their culinary expertise, is dealing with certain social problems—for example, 

obesity, reducing sugar intake and healthy eating. The pioneer chef who brought these issue 

to the attention of the public was Jamie Oliver. Such an initiative in the healthy food 

revolution involved Jamie Oliver in political debate about ethical consumption (Goodman et 

al., 2010). Other celebrity chefs like Hugh Fearnley-Whittingstall and Gordon Ramsay have 

also engaged themselves in moral food revolutions (Goodman et al., 2000).  
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The UK has a number of popular celebrity chefs (Wood, 2000). The researcher’s primary 

content analysis identified a lot of positive eWoM concerning celebrity chefs’ activities—e.g. 

Jamie Oliver’s Food Revolution programme, apprenticeship programme, cooking shows, etc. 

This once again proves that the celebrity chef is an entertainment influence in the media 

(Spencer, 2002) and on different social programmes. Celebrity chefs include Rick Stein, 

Anton Mosimann, Raymond Blanc, Albert and Michel Roux, Marco Pierre White, Heston 

Blumenthal, Jamie Oliver, Nigella Lawson and Gordon Ramsay (British Food Journal, 2017).  

Jamie started his career as a sous chef and then featured as a chef in his TV series The 

Naked Chef during 1998. He has authored a number of cooking books and owns a food 

magazine. Jamie has managed campaigns to encourage healthy eating amongst UK citizens 

and improve school meals. He is the founder of the Fifteen charity, where disadvantaged 

youths from London are trained for a career in the hospitality industry (Oliver, 2015). Jamie 

has become popular as he presents his own brand of both culinary and social taste. He has 

created a contemporary British food culture which has achieved popularity. As such, he is 

considered an example of a celebrity chef with social resonance. His activities have, 

unsurprisingly, attracted the attention of cultural critics, journalists and politicians (Blake, 

2018). 

Nigella Lawson brought out her first cookery book, How to Eat, in 1988 and achieved a best-

seller award by selling 300,000 copies. How to Be a Domestic Goddess was her second 

book: this was published during 2000, and she achieved an author’s British Book Award 

(Lawson, 2015). In 1999, her first cooking show series, Nigella Bites, started on Channel 4. 

Her 2005 ITV daytime chat met with a negative critical reaction and was cancelled after low 

ratings. Her own cookware range has a value of £7 million and, to date, she has sold more 

than 3 million cookery books worldwide (Lawson, 2015). 
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Finally, Gordon Ramsay Holdings Ltd functions over 13 restaurants and three pubs within 

the UK and abroad. Moreover, his restaurants have achieved Michelin stars. As a celebrity 

chef, Ramsay is famous for his television show Hell’s Kitchen (Ramsay, 2015). 

Due to their afore-mentioned activities, the researcher has observed that such chefs 

influence positive eWoM motivation within their social media pages. Here, the review of 

literature related to eWoM motivation has discovered three positive eWoM motivations. 

Different to prior research on celebrities and personified brands, this research does not focus 

on the personalities of celebrities as endorsers—neither those who endorse brands (Fleck et 

al., 2014; McCracken, 1989), nor the process by which a celebrity becomes a brand 

(Kerrigan et al., 2011; Parmentier and Fischer, 2012, 2013; Muniz et al., 2014; Hackley and 

Rungpaka, 2015). Instead, this study analyses factors of celebrity chefs in the context of 

their personal brand and how these influence eWoM. Despite playing a vital role in both 

gastronomy and eWoM, there is currently no literature defining the influence of the factors 

surrounding celebrity chefs on triggering eWoM motivation and actual eWoM.  

2.4 Research Gaps and Research Questions 

The review of the literature has identified gaps associated with eWoM and celebrity chefs in 

the context of personal branding. Firstly, the analysis of prior research shows that there has 

been little effort to connect celebrity chefs in the personal branding context and eWoM 

research, even though evidence shows a significant volume of consumer to consumer 

communication in celebrity chefs’ social media brand-related communities (Yeh and Choi, 

2011). However, some prior research has considered eWoM within the social media context 

(Chu and Kim, 2011; Wolny and Muller, 2013; Daugherty and Hoffman, 2014; Hatzithonas et 

al., 2016), as well as within online communities. However, such research has inclined 

towards consumption communities and has not concentrated on devoted brand communities 

(Yang et al., 2012), especially not celebrity chefs’ social media brand community. Existing 

researches have also taken diverse approaches to addressing what triggers eWoM, but to 
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the best of the researcher’s knowledge, no studies have focused on celebrity chef factors 

triggering eWoM. As such, the current research poses the following question:  

RQ 1. What are the perceived factors of celebrity chefs triggering eWoM within celebrity 

chefs’ social media brand community? 

The second gap focuses on the confusion regarding motivation of eWoM. Numerous motives 

of eWoM are recognised within the review of literature, illustrating that the research here is 

disjointed (Yang, 2013). Different academic paradigms are used to describe the motives for 

eWoM. Different motives for eWoM are therefore identified through multiple researches. For 

instance, Hennig-Thurau et al. (2004), Gebauer et al. (2013) and Lovett et al. (2013) 

researched consumers’ assessment of services and products or peoples’ motivation to be 

involved in eWoM. These researches suggest the richness of possible factors triggering 

individuals to contribute to eWoM. At the same time, prior studies by Bronner and De Hoog 

(2011) and Yen and Tang (2015) suggest variance in eWoM motivations on the basis of 

different media platforms used. Specifically, it has been recognised that individuals select 

the platforms to communicate eWoM based on their motivations (Kreis and Gottschalk, 

2015).  

Additionally, most eWoM literature focuses on eWoM from the individual perspective, where 

consumers’ individual posts regarding product evaluation are evaluated and reviewed. 

However, celebrity chefs’ social media brand community followers are categorised by their 

behaviour related to socialisation, which may form the motivation related to eWoM 

interaction within this context. Lastly, most eWoM research is dedicated to the motives for 

eWoM based on online platforms but is not devoted to precise personal brands, like celebrity 

chefs (Cheung and Lee, 2012). Thus, little is known so far regarding celebrity chef factors in 

the context of personal branding triggering followers’ motivations to engage in eWoM. 

Subsequently, the next research question arises: 
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RQ 2: What are the eWoM motivations triggered by these perceived factors of celebrity 

chefs? 

Finally, a number of prior researches have highlighted eWoM motivation to create eWoM, 

but there is very little literature focusing on cases where eWoM motivation does not create 

eWoM, particularly within celebrity chefs’ social media brand communities. The third 

research question therefore,  

RQ3: Why in some cases these eWoM motivations get intervened to createeWoM 

messages? 

As such the review of the literature leads to the research questions which helps to form the 

initial conceptual framework. Figure 4 below shows initial conceptual framework which 

illustrates the relationship between celebrity chef’s perceived factors influencing eWoM 

motivation and eWoM motivation therefore influencing eWoM messages. 

 

Figure 4. Initial conceptual framework 

2.5 Summary  

This chapter has focused on the areas of literature which are crucial to the present research. 

The review of the eWoM literature displays an ongoing interest, as this concept has been 

studied through various investigative lenses. Studies have contributed to several approaches 

and the disintegration of research related to eWoM in order to describe the characteristics of 

eWoM, the causes of eWoM, and its creation. Meanwhile, the review of literature reveals 

that most eWoM research is based on online opinion platforms, social networking systems 

and websites related to product reviews, while eWoM is rarely addressed in relation to a 

Celebrity Chefs' Percieved 
Factors

EWoM Motivation EWoM
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personal brand. Regarding this, no attempts to connect eWoM to the personal branding 

literature were identified, particularly addressing eWoM within the context of celebrity chefs 

as representatives of personal branding. Thus, the second part of current chapter has 

focused on the concept of celebrity chefs in the context of personal branding. The review of 

celebrity chefs in the context of literature related to personal brands has additionally 

supported the need to link eWoM and celebrity chef literature, where factors of celebrity 

chefs are recognised as a potential influence on eWoM communication.  

Very little is known about the factors of celebrity chefs triggering eWoM and their motives, 

requiring the three research questions raised at the end of the current chapter. The current 

research uses qualitative data collection and involves two phases of data collection in 

response to the research questions. The next chapter focuses on the methodology of the 

research.  
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3.1 Introduction 

In the current chapter, the researcher will focus on the research approach. This chapter will 

discuss the philosophical view, research design, sampling, collection of data and analysis of 

the data.  

3.2 Purpose of the Research 

The research aim is to identify the factors of celebrity chefs (from the perspective of personal 

branding) which trigger eWoM creation. 

Thus the research propose the following objectives, 

1.To explore the perceived  factors of celebrity chefs which triggers eWoM within celebrity 

chefs social media brand community.  

2.To identify  the eWoM motivation which was triggered by the perceived factors of celebrity 

chefs. 

3. To explore the perceived factors which intervene  eWoM motivation to create  eWoM 

messages. .  

As such this reseach is raising following questions: 

1. What are the perceived factors of celebrity chefs triggering eWoM within celebrity 

chefs’ social media brand community? 

2. What are the eWoM motivations triggered by these perceived factors of celebrity 

chefs? 

3. Why in some casesthese eWoM motivations get intervened to createeWoM 

messages? 
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Every researcher possesses beliefs, ways of seeing and ways of interacting that are unique. 

As such, each researcher’s way of conducting a research study varies. Nevertheless, there 

are certain rules and standards guiding a researcher’s beliefs and actions. These standards 

or principles can be discussed as paradigms (Kuhn, 1970). 

3.3 Philosophies in Research Methodology 

The major classifications of research methods are qualitative and quantitative. A quantitative 

method includes surveys, which involves the use of scale-type experiments and questions. 

Qualitative research includes interviews, content analysis, observations, case studies and 

focus groups (Denzin et al., 2006). 

There has been significant discussion on the positives and negatives of these two main 

approaches to research (Denzin et al., 2006). Quantitative research (Kaplan, 2004) typically 

permits generalisability of the findings, but qualitative research generally provides broader as 

well as in-depth insight into a multifaceted phenomenon. 

In the context of qualitative research, Guba and Lincoln (1994) identify four research 

paradigms: constructivism, post-positivism, positivism and critical theory. Positivists support 

validated and reliable methods, usually quantitative, to define and control phenomena in a 

comparatively objective way (Plack, 2005). Post-positivists are interested in cause-effect 

relationships, and predict the future behaviour based on observations of current behaviour 

(Creswell and Garrett, 2008). However, critical theorists want to go beyond this and use their 

research to bring about positive change in the research context. Finally, the aim of 

constructivism is to understand behaviour and how reality is created by human beings. 

A paradigm is a basic belief about the nature of the world which is held by an individual; 

these basic beliefs cannot be proved true or false, but have to be accepted as that 

individual’s view on the world (Guba and Lincoln, 1994). These four research paradigms are 

hence linked to ontological, epistemological and methodological assumptions. 
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• Ontological assumption: What is it possible to know regarding the world? (Snape and 

Spencer, 2003). 

• Epistemological assumption: How is it possible to know regarding the world? (Snape and 

Spencer, 2003). 

• Methodological assumption: This is the philosophical position informing the methodology 

and thus providing a context for the process and grounding its criteria and logic (Crotty, 

1998). 

It is inevitable that discussions on both epistemology and ontology have had a competitive 

loop to them. Hence, debate often takes place when making the choice between either an 

interpretivist or a positivist research philosophy.  

3.3.1 Research Paradigm 

The interpretive paradigm is constructed on the basic beliefs and assumptions of the 

subjective dimension and the sociology of regulation (Burrell and Morgan, 2005). This 

paradigm adopts the vision that reality, or realities, are not there outside of the observer. As 

such, the attitude, thoughts, background and beliefs of the researcher will influence the way 

s/he views the world.  

The basis of the interpretive paradigm is also belief in the sociology of regulation. In this 

paradigm, researchers focus on the society within its status quo. However, this paradigm 

does not show interest in conflict or fundamental change (Burrell and Morgan, 2005). As 

such, by embedding the interpretive paradigm, this study takes the position that the objective 

realities and aspects of society that need to be researched are subjective and, in being seen 

and perceived, this position needs to be kept in mind.  
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Therefore, the severity of this research is not correspondent to the detachment of the 

researcher, but the consciousness of the researcher regarding her expected involvement 

(Burrell and Morgan, 2005).  

This view focuses on co-construction of knowledge involving both interviewer and 

interviewee through their active participation, and this is supported by the use of semi-

structured interviews as a research instrument (Webster et al., 2014).  

The interpretive paradigm supports in-depth understanding of how meanings are 

constructed, expressed and shared. This paradigm does not seek the truth. Keeping this in 

mind, Lincoln and Guba (1985) suggest that the trustworthiness of data, analysis and the 

research as a whole is not based on the standard characteristic used within a positivist 

paradigm. It is suggested by Holt (1991: 61) that the insightfulness of the data interpretation 

should be considered, while the readers may decide if they trust research which is based on 

their experience. Therefore researchers conducting a study using an interpretive paradigm 

acknowledge their subjectivity and monitor the influence they might have on the research 

(Rubin and Rubin, 2012).  

The interpretive paradigm suggests that if another researcher were to carry out the same 

study, then the interview interaction would be different (Finlay, 2002). The same 

consequence applies if a completely different set of interviewees takes part in the research. 

This does not agree with the objectivity outlined by Lincoln and Guba (1985); instead, this 

study accepts Schwartz and Ogilvy’s (1979) perspectival view of the researcher shown 

within the choice of the research topic, sampling and data analysis.  

Within this paradigm, the interviewee and the interviewer both contribute to the knowledge, 

and thus meaning is created (Hollway and Jefferson, 2000). This supports Kvale and 

Brinkmann’s (2009) metaphor of a traveller, which they introduce while discussing the 

diverse approaches to qualitative interviews. Here, they refer to a traveller’s observation of a 
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new place and how his memories will differ from another traveller, as another traveller will 

see the same place differently. 

3.4  Overall Research Approach  

According to the objectives of the current study, this research seeks to identify the factors of 

celebrity chefs which trigger eWoM motivation and influence eWoM creation. The study also 

intends to explore the factors which intervene in the process of eWoM motivation to create 

eWoM within the social media brand community of celebrity chefs in the context of personal 

branding. 

As such, a qualitative approach is suitable as it considers the socially created nature of the 

reality, as well as the relationship between the researcher and the topic of research (Denzin 

and Lincoln, 2005).  

Denzin and Lincoln (2005: 4) describe qualitative research as,  

….situated activity that locates the observer in the world. It consists of a set of 

interpretive, material practices that make the world visible. These practices 

transform the world. They turn the world into a series of representations, 

including field notes, interviews, conversations, photographs, recordings and 

memos to the self. At this level, qualitative involves and interpretive, natural 

settings, attempting to make sense of, or interpret, phenomena in terms of the 

meanings people bring to them. 

Use of the qualitative method in this research was considered suitable within the type of 

interpretive research project constructed (Wellington and Szczerbinski, 2007). Lincoln and 

Guba (1985: 40) suggest that qualitative methods are ‘more sensitive to and adaptable to 

the many mutually shaping influences and value patterns that may be encountered’.  
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The aim of qualitative research is to create rich meaningful data using in-depth interviewees. 

The data are then used to analyse the emerging themes (Miller and Glassner, 2011). 

To address the purpose of the current research, a multimethod qualitative approach has 

been adopted. The researcher uses both a qualitative method and sequential multi-methods 

within a single research setting (Bryman, 2012). The quality of the research is improved by 

adopting this approach, as it investigates the in-depth reasons for people spreading eWoM 

within celebrity chefs’ social media brand communities.  

For the first objective—to explore the factors of celebrity chefs which trigger eWoM 

motivation—the researcher adopts a netnographic approach within the social media brand 

communities of celebrity chefs. The netnographic approach, which uses non- participant 

observation, turns out to be the most suitable for the subcultural group (Rubin and Rubin, 

2005) of celebrity chefs’ social media brand communities, as the researcher can explore the 

factors of the celebrity chefs from the eWoM which has already been created.  

Netnography is a stream of ethnographic study which is conducted online. Keeping the 

extensive amount of communication exchange online in mind, a netnographic approach (or 

ethnography on the internet) appeared to be useful in terms of gathering the required data. 

This modern way of gathering data has been specified by various researchers, such as 

Kozinets (2002). 

In this context, ethnography is not limited to the study of a specific culture, but studies the 

social behaviours of a group of identifiable individuals (Wolcott, 2008). Meanwhile, the 

qualitative design gives the researcher the opportunity to explain and interpret the beliefs, 

behaviour and language within a group who share the same culture (Creswell, 2008). It is 

also suggested by Creswell (2007: 73) that the ‘intent in ethnography is to determine how 

the culture works rather than to understand an issue or problem using the case as a specific 

illustration’.  
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This discussion of methodology is significant, as one of the main drivers of this study is to 

recognise the social reality of factors of celebrity chefs which trigger eWoM within the 

subcultural group of followers of celebrity chefs’ social media brand communities. The 

netnographic approach seems to be particularly helpful to allow researchers to look through 

the eyes of the individuals involved. This approach enables the researcher to understand the 

perceptions of the members within the group.  

For the second and third objectives, the researcher adopts a face-to-face semi-structured 

interview approach. The second objective is to determine eWoM motivations triggered by the 

factors of celebrity chefs. Semi-structured interviews permitted the researcher to gain insight 

into this inquiry. Similarly, the third objective—to explore the factors intervening in eWoM 

motivation to create eWoM—required the researcher to look deeper, which was made 

possible by the semi-structured interviews.  

In the current study, the researcher seeks to know the interviewees’ own perspectives to find 

out how celebrity chefs’ factors generate eWoM motivation. Moreover, it delivers 

understanding of the perceptions of the interviewees as important and relevant (Bryman, 

2012). Moreover, when the emphasis of the study is adjusted due to concerns emerging 

during the course of an interview, this approach shows adjusted direction (Bryman, 2012). 

3.5 Research Implementation  

This study adopts netnography non-participant observation. Conducting netnography 

includes five essential ethnographic considerations: 

(1) Preparing for data collection and cultural entrée  

(2) Collecting and creating the data 

(3) Performing ethical research  

(4) Conducting an insightful and trustworthy analysis 

 (5) Representing the data analysis in a meaningful and appropriate manner 
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The section that follows provides an illustration of how these procedures can be applied to 

actual social media data. 

The second stage is conducting interviews, aiming to address the second and third research 

objectives. The next section will explain both stages.  

 

3.6 First Phase: Non-Participant Observation (Netnography) 

 

3.6.1 Netnography 

At this stage of the study, the researcher pilots a small-scale initial study in order to evaluate 

the research design before performing the full-scale research project. From this pilot study, 

the researcher aims to find the celebrity chef factors which motivate eWoM generation. This 

will answer the first research question. The researcher intends to find the answers to the 

other research questions in the subsequent research. At this stage, the researcher focuses 

only on positive eWoM. However, in the later stage of the study (the interview phase), the 

researcher focuses on both positive and negative eWoM.  

The pilot study was conducted using a qualitative research approach, the research 

methodology being netnography. Netnography is known as the division of ethnography 

which examines the behaviour of people online. This method uses online and social media 

marketing research practices in order to deliver valuable insights. The method makes 

available information related to meaning, symbolism and consumption patterns of online 

consumers (Kozinets, 2010). According to Kozinets (1998: 366), ‘these social groups have a 

“real” existence for their participants, and thus have consequential effects on many aspects 

of behaviour, including consumer behaviour’. The current researcher intends to observe the 
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positive eWoM created by followers in order to reveal the factors of celebrity chefs from their 

online social media pages; hence netnography is considered a suitable methodology.  

3.6.1.1 Preparing for Data Collection and Cultural Entrée  

This study comprises both primary and secondary research. The secondary research 

derives from different academic concepts such as eWoM, personal branding and celebrity 

chef-related literatures. Moreover, social media—for example, Facebook, FoodTube and 

online communities—were also studied.  

The primary research is conducted through non-participant observation of the social media 

pages of three celebrity chefs (Jamie Oliver, Gordon Ramsay, Nigella Lawson) including the 

celebrity chefs’ websites, Facebook and FoodTube pages. Non-participant observation is 

supported by netnography as it uses observations in an environment or context which is not 

contrived by the researcher. Also, reflective field notes are used by netnographers to record 

their non-participant observations (Kozinets, 2010). 

In this study, in order to determine the eWoM motivation, the researcher looks at the positive 

eWoM created by different followers in social media from their posted comments. This is 

because eWoM motivation is related to characteristics of diverse eWoM messages (Yap et 

al., 2013) . Moreover, characteristics of eWoM messages are connected to different 

motivations for becoming involved in eWoM, which further vary when creating positive or 

negative messages (Yap et al., 2013). 

3.6.1.1.1 Non-Participant Observation 

In order to conduct non-participant observation, this study focuses on the social media pages 

of three celebrity chefs (Jamie Oliver, Gordon Ramsay, Nigella Lawson) (Appendix 1 and 

Table 2), including celebrity chefs’ websites, Facebook and FoodTube pages. The researcher 

has chosen the three celebrities according to their gender (two male and one female) and their 

current popularity (Ranker, 2016), and because of the availability of extensive eWoM within 
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their social media brand communities. The celebrity chefs’ websites, Facebook and YouTube 

pages are selected because of the richness and availability of data.  

The researcher has focused on different social media pages of celebrity chefs rather than 

looking at different social media users’ pages. This is because it is more reasonable to find 

different social media users’ comments on the celebrity webpages than to look at social media 

pages of individual users. Moreover, whenever any social media user posts something, it 

creates a notification on their own social media page. The post is then available for the 

associates of the social media user to read. 

Among the celebrity chefs’ social media pages, the researcher has chosen the pages indicated 

in Table 2. 

Table 2. Celebrity chefs' social media pages  

Celebrity 

Chef 

Social Media Pages 

Jamie Oliver 

Official Facebook page 

https://www.facebook.com/jamieoliver/?fref=ts 

Apprenticeship programme  

https://www.facebook.com/search/top/?q=jamie%20oliver%20fifteen%20app

renticeship 

Family Food 

https://www.facebook.com/JamieOliversFamilyFood/?fref=ts 

https://www.facebook.com/jamieoliver/?fref=ts
https://www.facebook.com/search/top/?q=jamie%20oliver%20fifteen%20apprenticeship
https://www.facebook.com/search/top/?q=jamie%20oliver%20fifteen%20apprenticeship
https://www.facebook.com/JamieOliversFamilyFood/?fref=ts
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FoodTube 

https://www.facebook.com/JamiesFoodTube/?fref=ts 

Food Revolution Community 

https://www.facebook.com/FoodRevolutionCommunity/?fref=ts 

Learn your Fruit and Veg programme 

https://www.facebook.com/JamieOliverLYFV/?fref=ts 

Official website 

http://www.jamieoliver.com/forum/ 

Gordon 

Ramsay 

Official Facebook page 

https://www.facebook.com/gordonramsay/?fref=ts 

Hell’s Kitchen 

https://www.facebook.com/HellsKitchen/?fref=ts 

Kitchen Nightmares 

https://www.facebook.com/KitchenNightmares/?fref=ts&rf=11212597880738

2 

Official website 

https://www.gordonramsay.com/ 

https://www.facebook.com/JamiesFoodTube/?fref=ts
https://www.facebook.com/FoodRevolutionCommunity/?fref=ts
https://www.facebook.com/JamieOliverLYFV/?fref=ts
http://www.jamieoliver.com/forum/
https://www.facebook.com/gordonramsay/?fref=ts
https://www.facebook.com/HellsKitchen/?fref=ts
https://www.facebook.com/KitchenNightmares/?fref=ts&rf=112125978807382
https://www.facebook.com/KitchenNightmares/?fref=ts&rf=112125978807382
https://www.gordonramsay.com/
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YouTube 

https://www.youtube.com/user/gordonramsay 

Nigella 

Lawson 

Official Facebook page 

https://www.facebook.com/NigellaLawson/?fref=ts 

Simply Nigella Feel Good Food 

https://www.facebook.com/search/top/?q=simply%20nigella%20feel%20goo

d%20food&ref=eyJzaWQiOiIwLjk2MTg3ODA1NzM0NjIzNTgiLCJxcyI6IkpU

VkNKVEl5YzJsdGNHeDVKVEl3Ym1sblpXeHNZU1V5TUdabFpXd2xNakJu

YjI5a0pUSXdabTl2WkNVeU1pVTFSQSIsImd2IjoiYmVlMDlmOTNmYTczM

mNmYTU5YTFjYjZkOWY0NTBkMzg5MjQyNGU0OSJ9&qsefr=1 

Official website 

https://www.nigella.com/ 

YouTube channel: Nigella FoodTube 

https://www.youtube.com/channel/UC7jM43otyf2_Ye_DBrQYKfg 

 

The researcher has chosen to observe one month’s worth of comments (April 2016) for pilot 

study purposes. The number of comments on each post on each social media page differs. 

Within the observation time, the number of comments on posts ranged from 3 to 4,191. The 

researcher imported a total 123 pictures into NVivo.  

3.6.1.1.2 Sampling Bias 

https://www.youtube.com/user/gordonramsay
https://www.facebook.com/NigellaLawson/?fref=ts
https://www.facebook.com/search/top/?q=simply%20nigella%20feel%20good%20food&ref=eyJzaWQiOiIwLjk2MTg3ODA1NzM0NjIzNTgiLCJxcyI6IkpUVkNKVEl5YzJsdGNHeDVKVEl3Ym1sblpXeHNZU1V5TUdabFpXd2xNakJuYjI5a0pUSXdabTl2WkNVeU1pVTFSQSIsImd2IjoiYmVlMDlmOTNmYTczMmNmYTU5YTFjYjZkOWY0NTBkMzg5MjQyNGU0OSJ9&qsefr=1
https://www.facebook.com/search/top/?q=simply%20nigella%20feel%20good%20food&ref=eyJzaWQiOiIwLjk2MTg3ODA1NzM0NjIzNTgiLCJxcyI6IkpUVkNKVEl5YzJsdGNHeDVKVEl3Ym1sblpXeHNZU1V5TUdabFpXd2xNakJuYjI5a0pUSXdabTl2WkNVeU1pVTFSQSIsImd2IjoiYmVlMDlmOTNmYTczMmNmYTU5YTFjYjZkOWY0NTBkMzg5MjQyNGU0OSJ9&qsefr=1
https://www.facebook.com/search/top/?q=simply%20nigella%20feel%20good%20food&ref=eyJzaWQiOiIwLjk2MTg3ODA1NzM0NjIzNTgiLCJxcyI6IkpUVkNKVEl5YzJsdGNHeDVKVEl3Ym1sblpXeHNZU1V5TUdabFpXd2xNakJuYjI5a0pUSXdabTl2WkNVeU1pVTFSQSIsImd2IjoiYmVlMDlmOTNmYTczMmNmYTU5YTFjYjZkOWY0NTBkMzg5MjQyNGU0OSJ9&qsefr=1
https://www.facebook.com/search/top/?q=simply%20nigella%20feel%20good%20food&ref=eyJzaWQiOiIwLjk2MTg3ODA1NzM0NjIzNTgiLCJxcyI6IkpUVkNKVEl5YzJsdGNHeDVKVEl3Ym1sblpXeHNZU1V5TUdabFpXd2xNakJuYjI5a0pUSXdabTl2WkNVeU1pVTFSQSIsImd2IjoiYmVlMDlmOTNmYTczMmNmYTU5YTFjYjZkOWY0NTBkMzg5MjQyNGU0OSJ9&qsefr=1
https://www.facebook.com/search/top/?q=simply%20nigella%20feel%20good%20food&ref=eyJzaWQiOiIwLjk2MTg3ODA1NzM0NjIzNTgiLCJxcyI6IkpUVkNKVEl5YzJsdGNHeDVKVEl3Ym1sblpXeHNZU1V5TUdabFpXd2xNakJuYjI5a0pUSXdabTl2WkNVeU1pVTFSQSIsImd2IjoiYmVlMDlmOTNmYTczMmNmYTU5YTFjYjZkOWY0NTBkMzg5MjQyNGU0OSJ9&qsefr=1
https://www.nigella.com/
https://www.youtube.com/channel/UC7jM43otyf2_Ye_DBrQYKfg


Creating eWoM: Perceived Factors of Celebrity Chefs in the Context of Personal Branding in the UK 
 

76 
 

Sampling bias occurs when researchers do not consider all the selected population 

(omission bias) or they consider some parts due to suitability (inclusion bias) (Kennedy, 

2009). In this research, the researcher has chosen one month’s posted comments from each 

social media page. This method was chosen due to the substantial number of comments 

generated on social media web pages per day. The researcher chose the most recent 

comments. Moreover, this study aims to observe underlying phenomena within the 

comments. 

Another bias might be that the researcher intends to observe positive eWoM within a 

population where most social media participants are positively influenced by celebrity chefs. 

As such, the comments are assumed to be positive. However, during the observation, the 

researcher also identified negative eWoM generated by the social media participants, which 

eliminates the bias.  

3.6.1.1.3 Research Instrument 

This study comprises both primary and secondary data. The primary data collection is 

performed via non-participant observation of three celebrity chefs’ social media pages. This 

non-participant observation helps to understand the context through observing social media 

participants without active self-participation (Liu and Maitlis, 2010). This method of 

observation was chosen for the following reasons  

• It allows the gathering of rich and valuable information.  

• It avoids the observer affect.  

• It facilitates the participants being real while commenting, as people behave in a 

different way when they are aware that they are being observed.  

• It excludes recording and reporting biases (Saunders, 2011).  

3.6.2 Collecting and Creating the Data 
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To perform the pilot test the non-participant observation, the researcher started following the 

previously mentioned celebrity chefs’ social media pages in June 2015 to observe celebrity 

posts, followers’ conversational patterns, etc. Non-participant observations were completed 

in a sequence of visits to gather patterns of followers’ comments and motives on celebrity 

chef factors. During the visits, the researcher recorded precise chats based on pre-selected 

factors of celebrity chefs. The conversations were saved in screenshots of social media and 

transformed into images using Microsoft Paint in order to import into NVivo so that the data 

could be analysed at a later stage. The researcher has considered the possibility of errors—

for example, misinterpretation by the researcher (Bryman, 2012). 

3.6.2.1 Data Analysis  

Netnographic research involves data analysis which is similar to the methods of text analysis 

(Kozinets, 2010). In this research, a large number of resources are in text format, as the 

researcher only analyses social media participants’ comments, not their emoticons. 

Resources produced by the researcher during observation or interaction are also in text 

format. Thus, the researcher has focused on conventional qualitative content analysis. 

Qualitative content analysis is usually adopted in a research design where the purpose is to 

define a phenomenon (Hsieh and Shannon, 2005)—in this study, the influence of celebrity 

chefs’ factors on positive eWoM motivation and creation. The key aim of using conventional 

content analysis is to express the phenomenon in a theoretical form (Elo and Kyngäs, 2008). 

A qualitative content analyst interprets data such as illustrations of texts, images and 

expressions (Krippendorff, 2004).  

In qualitative content analysis, data analysis consists of three phases: the preparation 

phase, the open coding phase and the reporting phase (Hsieh and Shannon, 2005). This 

category of design is generally appropriate where existing research literature on a subject is 

limited (Kondracki et al., 2002). In this design, names of categories are allowed to flow from 

the data (Hsieh and Shannon, 2005). Initially, the researcher adopted ‘credibility’ and other 
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factors (celebrity activities, inspiration and passion) which emerged from the comments of 

the followers in stage one and two observations. 

Researchers immerse themselves in the data in order to permit new perceptions to appear 

(Kondracki et al., 2002). When data are collected initially through observation, then the 

research is likely to be based on participants’ comments rather than pre-existing theory 

(Hsieh and Shannon, 2005). Open-ended questions are used when data are collected. In 

this case, investigations are likely to be open-ended or precise in respect of comments 

provided by the participants instead of adhering to a prior existing theory (Hsieh and 

Shannon, 2005).  

In conventional content analysis, data analysis begins with reading data repeatedly in order 

to engage with it and gain an overview of the entire data (Tesch,1990). Next, codes are 

derived from data, which are read word by word (Miles and Huberman, 1994). The codes are 

created firstly by focusing on the precise words derived from the text, which captures the 

main concepts or thoughts (Hsieh and Shannon, 2005). The researcher of this study read 

the comments of the followers on social media and identified the key factors of celebrity 

which influence followers to promote positive eWoM. After reading the comments thoroughly 

and repeatedly, the researcher chose the codes. For example:  

Such a delight for all of us to watch you live. Keep up your talent and passion. 

You are truly an amazing inspiration! (Social media participant, 30th April 2016).. 

After reading the above comment thoroughly, the researcher found that the comment can 

drive three codes: inspiration, passion and expertise.  

Therefore, the researcher created nodes using NVivo (version 11) qualitative data analysis 

software. 
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3.6.2.2 Coding Details 

During the coding process, labels for codes are developed. The keys generally derive from 

the text. Thereafter, the initial parent coding is developed. Codes are then organised into 

groups depending on how the codes are related. Depending on the relationships within 

subcategories, the researcher may then arrange a larger number of subcategories within a 

smaller category. A tree illustration may be created to facilitate the organisation of these 

categories in a hierarchical structure (Morse, 1995). Then, definitions are created of each 

subcategory, category and code. While reporting the result, depending on the aim of the 

research, the researcher may choose to identify the relationships within subcategories and 

categories (Morse, 1995). 

In this context, the researcher followed an inductive approach to coding and level one or 

open coding was used. The researcher created nodes (codes in NVivo are called nodes) 

according to the observation. In this stage, the researcher took screenshots of celebrity 

chefs’ social media pages and transformed them into images (Appendix 1). Then the 

researcher imported them into the NVivo software. Next, the researcher dragged the social 

media comments to the relevant nodes and subnodes: attractiveness, expertise, 

trustworthiness, media involvement (cooking shows and competition, online books), 

community involvement (apprenticeship programme, healthy eating, etc.), inspiration, 

passion and others. The researcher loosely used Ohanian’s (1990) source credibility model 

to categorise expertise, trustworthiness and attractiveness under the ‘credibility’ theme. 

The table 3 below shows the coding examples carried out by the researcher. 
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Table 3. Coding example   

Codes/ Nodes Meaning of codes/nodes Example of codes/nodes 

   

Positive eWoM eWoM which is positive in nature 

generated by the social media 

participants. 

‘This is so awesome Jamie. 

Well done to you and your 

amazing team. Get those 

kids cooking and learning’ 

Community 

Involvement  

Celebrities get involved with the 

community through their work, which 

also benefits the community. 

‘Apprenticeship is the way 

to go…. Good luck 

Jamie…Good luck to you 

guys as Jamie’s apprentice’ 

Apprenticeship 

programme 

An apprenticeship is a system of training 

a new generation of practitioners related 

to a particular profession in an on-the-

job environment. 

‘Apprenticeship is the way 

to go…. Good luck 

Jamie…Good luck to you 

guys as Jamie’s apprentice’ 

Cooking 

classes 

Cooking classes arranged by the 

celebrity chefs in order to educate 

people on healthy cooking methods. 

‘This is so awesome Jamie. 

Well done to you and your 

amazing team. Get those 

kids cooking and learning’ 

Healthy eating 

revolution 

A revolution to eliminate obesity as well 

as change eating habits with the aim of 

living healthier lives. 

‘I have signed up as an 

ambassador to help in some 

way in promoting healthy 

home cooked food and for 

aging an sourcing local 
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procedure. Thank you for 

fighting for this all years you 

have given to sharing your 

career and vision for food. It 

has been inspirational to 

me’ 

Credibility Celebrity chefs’ positive characteristics 

that affect the receiver’s acceptance of a 

message. 

‘You have been an amazing 

chef for so long. You look so 

young. Still one of the best 

chefs!’ 

Expertise The extent to which celebrity chefs are 

seen as a perceived source of valid 

statements and possessing experience, 

knowledge or skills. 

‘You are an absolutely 

brilliant chef’ 

Trustworthiness Honesty, integrity and believability of 

celebrity chefs.  

 

‘Personally I find no fault 

with recipes, and I am 

happy that you post 

something wonderful’ 

Attractiveness Refers to celebrity chefs’ facial and 

physical attractiveness. 

‘You look marvellous, I love 

you’  

Inspirational Celebrity chefs providing or showing 

creative or spiritual inspiration. 

‘I would like to learn from 

you Gordon, You are a great 

inspiration’ 
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Passionate Celebrity chefs having or showing 

strong feelings or beliefs. 

‘Thank you for having a 

great passion for cooking 

healthy and awesome food 

in the easiest way possible’ 

Role model A person looked up to by others as an 

example to be imitated. 

‘Jamie you are an 

inspiration and role model—

total respect for everything 

you have done and trying to 

do to make a positive 

difference— Jamie for Prime 

Minister!’ 

Media 

involvement 

Celebrity chefs get involved with the 

media by their presence in media. 

‘Love the show, wish there 

were more episodes!’ 

Cooking shows Cooking shows participated in and run 

by the celebrity chefs on TV or social 

media. 

‘Obsessed with this show’ 

 

Cooking books Cooking books published by the 

celebrity chefs. 

‘Love your cooking show 

and cookbooks’ 

 

3.6.2.3 Findings 

In the second step of the analysis, the researcher ran a visualisation of each of the parent 

nodes. The positive eWoM parent node is shown in Figure 5, where, along with the first 

stage of non-participant observation, the factors ‘inspiration’ and ‘passion’ were revealed in 
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the second stage of observation. Some examples from the comments of social media 

participants are below.  

Gordon Ramsay inspired me to go back to school for Culinary Arts (Social media 

participant, 5th May 2016). 

‘You are such an inspiration for other people’ (Social media participant, 30th April 

2016). 

’Such a delight for all of us to watch you live. Keep up your talent and passion. 

You are truly an amazing inspiration! Well done chef’ (Social media participant, 

30th April 2016). 

The figure 5 below shows the visualisation of the positive eWoM parent node. 

 

Figure 5. Visualisation of positive eWoM parent node 
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Visualisation of a negative eWoM parent node resulted in Figure 5, where it has been 

observed that factors like community involvement (healthy eating, restaurant and 

apprenticeship programme), credibility (expertise, trustworthiness) and media involvement 

(cooking shows) motivate negative eWoM, too. For example: 

I wonder if this stain would have been given a second chance if it were Jamie’s 

daughter? (Social media participant, 20th April, 2016). 

Maybe Jamie Oliver should stop selling sugary food and drinks in his restaurant, 

oh of course not as money means more to him than making people obese double 

standards me Jamie Oliver, just keep to what you know and get back to [the] 

kitchen!! (Social media participant, 17th April, 2016). 

The figure 6 below illustrates the visualisation of negative eWoM parent node. 

 

Figure 6 Visualisation of negative eWoM parent node 

The findings so far are derived from the results of the pilot qualitative content analysis of 

social media observations. In relation to answering the first research question, the pilot study 

aimed to determine the factors of celebrity chefs which influence positive eWoM motivation. 

The initial level of analysis was done by open coding, where attractiveness, expertise, 
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trustworthiness, media involvement (cooking shows and competition, online books), 

community involvement (apprenticeship programme, healthy eating, etc.) and others were 

identified as factors of celebrity chefs. The researcher loosely used Ohanian’s (1990) source 

credibility model to categorise expertise, trustworthiness and attractiveness under 

‘credibility’. Moreover, celebrity chefs were accepted as role models by a significant number 

of followers. Also, the researcher revealed negative eWoM by the followers and the factors 

motivating the negative eWoM. Moreover, it has been observed that not all positive eWoM is 

expressed in positive words, but their interpretations are positive. For example: 

He may be a loudmouth but it's honesty, they won’t learn otherwise. He may be 

harsh but he knows his stuff (Social media participant, 25th June, 2015). 

I saw Hell's Kitchen and I thought Gordon Ramsey was a demon but this show 

has shown me a different side of Gordon Ramsey (Social media participant, 8th 

December, 2015).  

Figure 7 below illustrates the development of conceptual framework by 

incorporating netnogrpahy findlings which is associated with addressing research 

objective one. This figure shows the perceived factors factors of celebrity chefs.   
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Figure 7 Conceptual framework development incorporating netnography findings  

 

3.6.3 Performing Ethical Research 

The ethical concerns when carrying out netnography research are whether the online forums 

should be thought as a private or public place, and what establishes informed consent 

online. Netnography involves cultural information which is not provided to the researcher 

confidentially; rather, it is present on the platform. The followers or members do not usually 

welcome use of their created data in research. Therefore, netnography suggests precise 

procedures concerning when to quote online post and authors, how to quote, what to 

consider in the representation, and when permission needs to be sought (Kozinets, 2002). 

3.6.3.1 Research Representation  

Celebrity Chefs' Factors

•Credibility 
(attractiveness, 
trustworthiness and 
expertise)

• Community 
involvement 

•Media involvement 

•Healthy eating 
revolution

•Inspirational

•Passionate

EWoM Motivation EWoM
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Kozinets (2015) suggests that netnography involves data collection through research 

representation. However, the presentation of netnography depends not only on research 

representation but also on the researcher’s self-representation (Kozinets, 2015). The 

researcher’s representation is discussed involving four criteria: 

a. Symbolic netnography: This refers to seeking to explore and explain particular 

groups’ systems and practices. 

b. Auto netnography: This focuses on the inner and phenomenological experience of 

the researcher during the research, which is usually symbolic netnography. 

c. Digital netnography: This refers to incorporating one or more methods of data 

analysis. It especially includes using software for the recognition of words and 

language, as well as for the representation and calculation of social relationships 

within the wider spectrum of human understanding. 

d. Humanist netnography: This criterion refers to individual and social issues while 

seeking self and social betterment, as well as aiming for community activism, action 

and accessibility.  

In this research, the researcher follows a symbolic approach, as the researcher 

wants to explore the factors of celebrity chefs triggering eWoM motivation and is 

looking to explain why in some cases eWoM motivation does not create eWoM. 

 

3.7 Second Phase: Semi-Structured Interview 

3.7.1 Interview Procedure 

In this second stage, the researcher seeks to gain deeper insight via interviews into why the 

perceived factors of celebrity chefs influence eWoM and the eWoM motivation does not 

create actual eWoM. The researcher conducted semi-structured interviews with a total of 23 

respondents. 
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3.7.2 Recruiting the Sample 

The researcher planned to recruit the sample from the celebrity chefs’ Facebook pages. The 

Facebook page was chosen to recruit the sample for interview as the chosen celebrity 

Facebook pages contain the highest quantity of eWoM in comparison with the selected 

celebrity chefs’ other social media pages. Moreover, the comments or eWoM on the selected 

celebrity chefs’ Facebook pages were diverse, rich and meaningful.  

The participants in the interview were recruited ‘as a matter of judgement’ (Blaikie, 2000: 

205): in other words, the researcher adopted purposive sampling to recruit the interviewees. 

Purposive sampling starts with a purpose in the mind of the researcher. Therefore, the 

sampling is conducted to include people of interest. Furthermore, purposive sampling allows 

people to be excluded who do not meet the purpose.  

The researcher decides what needs to be known. The researcher then searches for people 

who are willing and able to offer the information based on their experience and knowledge 

(Bernard, 2002). Usually, qualitative research uses purposive sampling. This method helps 

with the appropriate use of available resources by identifying and selecting information which 

is rich in nature (Patton, 2002). This sampling method focuses on people who are able to 

communicate experiences and opinions (Spradley, 1979), as well as individuals who 

possess explicit characteristics and are able to provide support for the related study.  

The sampling criterion for this research was that the sample must follow a celebrity chef on 

Facebook and have commented on their Facebook page at least once. As the participants 

have already commented, this criterion will help the researcher’s understanding of what are 

the factors of celebrity chefs that motivated the participants to comment on the Facebook 

page (objective 1). Among the invited commenters, there were people who commented 

negatively, people who commented positively, people who made neutral comments, and 

people whose comment was to defend the chef. These diverse choices of commentator will 
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help the researcher to understand the underlying types of motivation for people to spread 

eWoM, in line with objective two.  

The researcher recruited the sample by sending messages via Facebook. The researcher 

chose the sample from the comment they made on the celebrity chef’s Facebook page and 

then contacted them via their personal Facebook account messenger. The researcher 

included research information in the message, which clearly stated the research purpose 

and information about confidentiality, outlining the topic and the study, the data collection 

process and the duration. To attract people, the researcher offered a chance to win dinner 

for two at celebrity chef Jamie Oliver’s restaurant. Each participant was asked to reply to the 

researcher via email or Facebook messenger regarding their interest in taking part in the 

research. Those who were interested were contacted by the researcher to arrange a time 

and place to meet for interview. The researcher let the participants choose the time and 

place and the researcher made herself available: this aimed to allow the participants to feel 

comfortable during the interview in order to acquire in-depth and detailed insights from them. 

There were situations where the researcher had two participants requesting the same date 

and time. The researcher had to ask both if they could consider a new time and adjust the 

date and time accordingly, which delayed some of the interviews.  

A total of 24 respondents were interested to take part in the research. However, one, despite 

of agreeing to give an interview, could not do so as he went on holiday. Therefore, the 

interview sample numbered 23. 

The researcher conducted a total of 23 interviews. The researcher reached the point of 

saturation in the nineteenth interview. Saturation of data is reached when there are new 

analytical information arises and the research delivers maximum data on the phenomenon. 

However, as the other interviews were already arranged, the researcher carried out the 

remaining four interviews. 

3.7.3 Data Collection 
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The interview method can take several forms—for example, semi-structured, structured and 

unstructured forms. A structured or quantitative research interview uses a standardised and 

identical set of questions to collect quantifiable data (Saunders et al., 2012). Interviews 

which do not involve set questions and are non-standardised may be semi-structured or 

unstructured interviews. These are also known as qualitative interviews (Saunders et al., 

2012); they permit the interviewer to address themes as well as several vital questions. 

Unstructured interviews do not involve any planned questions (Erkan, 2016). This research 

selects a semi-structured interview, as the researcher identifies the main themes 

surrounding celebrity chef factors and key questions prior to data collection.  

3.7.3.1 Question Preparation 

Saunders et al. (2012) suggest the ‘five Ps’ rule to the prepare questions for interview, 

wherein ‘prior planning prevents poor performance’ (Saunders et al., 2012: 384). As such, 

prior planning is considered crucial before conducting the semi-structured interview, as this 

method of interview is a self-administered method. Therefore, this section will discuss the 

preparation of the interview questions after providing a summary of the research. 

In the second phase, the researcher intends to explore eWoM motivations triggered by the 

factors of celebrity chefs (objective 2) and why the eWoM motivation may not create actual 

eWoM (objective 3). For this purpose, the factors of celebrity chefs (objective 1) have been 

identified in the first phase via netnography. Thus, the interview aims to discover the reasons 

underlying the creation of eWoM, and so relevant interview questions were prepared. 

Primarily, the questions sought to know participants’ mindset regarding the extent to which 

they are involved with celebrity chefs and what attracts them about the celebrity chefs. 

These questions were posed at the start of the interview. Thereafter, questions were asked 

which aimed to explore why the factors of celebrity chefs motivate the participants to create 

eWoM. In this stage, according to the participant’s answer, further questions were asked 

which started with ‘why’ and ‘how’, looking to gain better understanding of the participants’ 
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mindset. After that, the participants were asked questions related to why eWoM motivation 

did not create actual eWoM.  

3.7.3.2 Pilot Study 

To test the questionnaire, the current research conducted a pilot test. Testing the 

questionnaire prior to using it to collect data was a very important step for the researcher. 

This pilot study was conducted using a small number of participants. Participants in the pilot 

study must resemble the main study sample. Pilot testing aims to focus on discovering 

unclear instructions, any problems with understanding the questions, and questions that may 

make the participants feel uncomfortable (Bryman and Bell, 2011).  

The pilot study helps the researcher to understand if the questions makes sense to the 

interviewee, enabling the clarification of statements and improving the overall flow of content 

(Saunders et al., 2012). The current research thus undertook a pilot study involving two 

participants. Regarding the clarity of the questions, both participants were asked to provide 

their view at the end of the interview. The researcher asked the participants to provide 

critical feedback during the pilot study. Based on their opinions, some questions were 

revised. Furthermore, the pilot study helped the researcher to understand whether the 

questions would lead to the answers she was looking for. After the pilot study, some 

questions were repositioned, some were clarified, some were rejected and some new 

questions were used in the research.  

3.7.3.3 Interview Question Formation 

As the interviews followed a semi-structured method, the flow of the interview and the 

questions depended on the answers provided by the interviewee. This section introduces the 

formation of the interview questions. 

The researcher had a set of themes and key questions prior to the interview, as the nature of 

the semi-structured interview demands (Saunders et al., 2012). However, based on the 
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interviewee’s answers, follow-up questions were formed during the process of interview. 

Furthermore, the researcher asked questions related to new themes which had been 

revealed in previous interviews. Initially, the researcher planned to ask 15 questions which 

were expected to answer the research questions.  

To start the interview, the researcher planned to thank the interviewee for agreeing to 

participate in the interview. Then the researcher provided an introduction, explaining the 

reason why this interview was taking place. The researcher included ‘we are here today 

because I would like to talk about a few things in relation to the comment you made on 

[celebrity chef’s name] Facebook page’. 

The researcher then planned to ask initial questions to open the floor for the respondent, like 

‘Do you cook or eat out?. This question was an opening question. The researcher planned to 

talk about the interviewee’s eating habits. Eating out is not an essential criterion for anyone 

to have knowledge about celebrity chefs, but if someone had experience, that would 

increase the reliability of the answers. If the answer was ‘cook’, then the researcher’s next 

question would be about following celebrity chefs’ books or recipes. If the answer was ‘eat 

out’, then the researcher would ask a question related to celebrity chefs’ restaurants. 

However, in the course of the interview, the researcher found that saying ‘Let’s start with 

something about you…so tell me something about you’ made the start more natural and the 

flow to the next question easier. 

In the initial plan, the next question was ‘Do you recognise anyone of them?’, where pictures 

of three celebrity chefs (Jamie Oliver, Gordon Ramsay, Nigella Lawson) would be provided. 

If the interviewee could identify them, then the interview would be continued. If the 

interviewee could not identify them, then the interview would be terminated at this stage, 

because the research is related to these celebrity chefs and the samples are collected from 

the chefs’ social media pages. If the interviewee did not recognise them, then the reliability 

of the data collected would be very low and not presentable. In reality, however, it seemed 
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more practical to show the comments they made on the celebrity chef’s page and continue 

with the comment. The researcher found it more practical to ask questions like ‘Let’s talk 

about the comment you made on [name of the celebrity chef]’s page. So, do you use any 

celebrity chefs’ cookbooks, or do you go to any celebrity chefs’ restaurants?’ This question 

was used to understand if the interviewee had enough experience to comment on the 

questions related to celebrity chefs. If the answer was yes, then it would increase the 

reliability of the opinion presented by the interviewee; if the answer was no, then the 

reliability of the answers for ‘expertise’ would be lower.  

The next question was ‘Who is your favourite chef?’ This question was asked to identify the 

interviewees’ passion, which may indicate how engaged the interviewee is and how in-depth 

is the knowledge they possesses. This would also clarify if there was any bias. If the 

interviewee did not have a favourite chef, that would not affect the interview, as the 

interviewee might not have a favourite chef but might follow different chefs and have 

knowledge about them. Some questions would be added in this step, such as ‘Do you follow 

any celebrity chef?’ This question was relevant to some respondents, but others would have 

answered it without the question being asked.  

For those interviewees who had already answered the question, ‘What do you know about 

them?’ was a valid question. This question would be asked to understand the interviewee’s 

depth of knowledge about the chef. Also, this question could bring some additional 

information which the researcher did not anticipate. The researcher most of the time asked 

‘What do you like about him/her which leads you to comment?’ rather than ‘What do you 

think of him?’, as it was a more friendly approach. This question was asked in line with the 

first objective of the research (identifying the factors) and to generalise the findings of the 

researcher. This question could also identify additional qualities. The initial plan was to ask 

‘Do you follow him/her on social media? Which ones?’ to identify if the interviewee actually 

engaged in social media. If the answer was no, then the interview would be terminated, as 
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the research is focused on eWoM. However, as the interviewees were recruited from social 

media, this question did not need to be asked.  

The initial plan was to ask ‘Do you like to comment or spread words on his/her social media 

post?’ This question would help to understand if the interviewee was active in spreading 

eWoM. If the interviewee did not like to comment, then it would be interesting to know why 

they followed the chef but did not spread the word. However, as the interviewees were 

selected from people who commented on social media, this question was not necessary.  

The next question was ‘What makes you to feel like commenting?’ This question was asked 

in line with the second objective, what triggers the motivation to comment.  

The researcher planned to ask ‘Do you actually comment?’ However, as the sample was 

recruited from the people who commented on the Facebook page of celebrity chefs, the 

question seemed irrelevant. Instead, the researcher asked ‘So, do you comment because of 

… [the feelings they had already mentioned]?’ This was asked in line with objective 3, where 

the researcher sought to determine why eWoM motivation creates eWoM.  

At this point, the researcher added another question: ‘Was there any occasion when you felt 

like commenting but did not comment?’ This question would help to understand why eWoM 

motivation does not necessarily create eWoM (objective 3). This question is in line with the 

third objective. The answer would help to identify why eWoM motivation may not create 

actual eWoM. 

The next question was ‘What do you feel after commenting?’ This question would help to get 

additional findings related to the post-comment phase. It would also identify if the 

interviewee was motivated to go further. Negative feelings after commenting (in case of 

others posting negative comments in relation to their comments) could discourage 

interviewees from commenting in future.  
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The next question was ‘Do you write negative comments?’ This question would focus on 

what factors of celebrity chefs trigger negative comments. If they also made negative 

comments, then the researcher would extend the question by asking why, to understand the 

underlying reason behind their negative motivation. These findings could help when writing 

the recommendations for celebrity chefs.  

The next question was ‘What do you do when you see someone writing negative things 

about him/her?’ This question would help to generalise the findings from the netnography, 

where the researcher observed defensive comments from followers if anyone wrote a 

negative comment. The researcher then further extended the question by asking why, to 

determine what made them defend the celebrity chefs.  

The last question was ‘Do you think he/she is seen as a role model? Why?’ This question 

would help to generalise the findings from the netnography, where the researcher observed 

that some followers see the celebrity chef as their role model. The ‘why’ question would help 

to understand the underlying reasons and what factors of celebrity chefs cause them to be 

seen as role models.  

3.7.3.4 Data Collection Procedure 

Semi-structured interviews were considered an appropriate method of collecting data, as 

‘one aim of the interviewer is to develop an understanding of the participant's world' 

(Easterby-Smith et al., 2002: 87). This is completely consistent in this research. While 

conducting a semi-structured interview, the researcher permitted the conversation to build up 

around the area of interest.  

The interviewees showed an overall interest in the research topic. They were committed to 

contributing to the research by sharing their experience regarding eWoM motivation and 

eWoM creation. 
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However, the whole period of conducting interviews was a challenge for the researcher, as 

the researcher allowed the interviewee to choose the time and place of interview at their 

convenience. According to Mann and Stewart (2000: 21), ‘venues for interviews need to be 

easily accessible to participants in terms of location, timing, lifestyle and physical access’. 

During each interview, the researcher agreed to meet in a non-threatening, friendly and 

informal environment such as a café, the office, a fast food shop or in a restaurant. 

For smooth conduct of an interview, it is necessary for the researcher to develop trust with 

the interviewee (Cicourel, 1974). In regard to this, discretion was guaranteed and an 

informed consent form was given to each interviewee. During the interview, the researcher 

also provided the interviewees with an information sheet. The information sheet introduced 

the researcher, the research topic, the research purpose, the interview method and the time 

required. The consent form included the ethical declaration and a statement by the 

interviewee that they agreed to participate in the research and they were aware of the 

confidentiality arrangements.  

Recording interviews is permitted, as the human memory is not completely reliable. As such, 

before conducting the interview, the researcher asked the participant’s permission to record 

the conversation.  

The trustworthiness of the interviewer is generally judged by the interviewee from their initial 

impressions (Jones, 1985). A negative initial impression may lead the interviewee to 

intentionally mislead the researcher. They might make up information to please the 

interviewer and avoid providing details. In order to avoid this type of situation, the researcher 

explained to each interviewee the significance of their contribution to the research. 

Moreover, they were reminded of their chance to win a meal in Jamie Oliver’s restaurant in 

order to keep them motivated. According to Easterby-Smith et al. (2002: 90), special 

attention should be given to signs of deception, for example ‘eye movements, discomfort, or 

general shiftiness’ during face-to-face meetings. In the due course of the interviews, the 
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researcher learned from the interviewees’ feedback that they enjoyed taking part in the 

research. Most of them were interested to know the outcome of the research and asked the 

researcher to let them know the outcome.  

Trust was also gained by means of informal talk with the interviewees, which helped to break 

the ice and removed any possible hierarchy among the interviewee and the interviewer.  

When conducting a semi-structured interview, the interviewer allowed the conversation to 

build around the area of interest. Rambling or going off the subject was repeatedly supported 

as it improved understanding of the researched topic, offering detailed and rich insights. For 

example: 

I: That’s good to know … so what do you feel about after commenting? Do you 

feel … I mean accomplished, or… (laughter) 

R: (laughter) Yes … there is a sense of expectation. Maybe I will receive a reply 

… but it’s not a must thing … but I have a sense of, you know … as I have left a 

comment or a query … I have that feeling maybe I will receive a reply … but not 

necessarily … you know. 

The researcher asked the question to determine feelings associated with the post-comment 

phase, but the interviewee went off the topic to answer. However, the answer revealed their 

hope of receiving a reply from the celebrity chef or the person managing their social media 

page. This could be a motivational factor, attracting more followers to create eWoM.  

Following the suggestion of Patton (2002), the interviewees were asked questions based on 

similar elementary lines of query. Also, similar wording was used, even though the wording 

and order of questions to some extent might differ. The interview question guidelines 

focused on providing the necessary structure and sufficient guidance to ensure that 

interviewees maintained constant focus on the subject. 

On the other hand, the interview questions allowed the participants to discuss their 

experiences. They also allowed the interviewees to express their probable underlying 
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motivations and feelings related to the subject, and provided adequate flexibility to add 

probing questions. For example: 

I: Ok … so what exactly about that post made you feel that you have to 

comment? … I know these are the things that attracted you, but what actually 

made you feel like, yes, you need to comment? 

R: First of all, I am a big fan of beef steak …I’m a big, big fan … most of the time 

when I am out … I will be having beef steak … and ummm … I have tried making 

beef steak in the past which didn’t go very well … and I took the recipe from 

random people, like people I know, and they said do this and do that stuff … and 

also I actually didn’t know particularly what chop I should take to … yeah, what 

cut I should take to make the perfect steak … but this particular three-minute clip, 

he has given everything that you need to do to make a perfect steak … and I 

think it’s quite fascinating that, okay, within three minutes, he has explained that, 

okay, how to do it … what to do … what kind of meat you should get … how you 

can marinate the meat and how long you need to cook … so I think it’s quite … 

quite extraordinary … 

In order to conduct interviews with interviewees who were less talkative and thus needed 

more guidance, a multitude of questions were prepared in advance for them. At the same 

time, extra questions and probes were prepared to get those interviewees’ full story. For 

example: 

I: Umm … so let’s go back to the comment you made … do you always comment 

or do you often comment? 

R: Yes. 

I: So what makes you feel like commenting? 

R: Ummm … I don’t know … why not? 

I: Okay … but why? 

R: I mean I just let them know …  

I: Let them know what? 
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R: I like the look of the food … yeah. 

I: Okay … so what’s going to happen if you let them know? What do you think? 

R: Nothing … they would probably not even see my comment.  

I: Yeah … but you still want to participate and show your feelings? 

R: Yeah … yeah … 

I: Okay … so you know when you comment … does it help any other people? 

Like … does it help your friends or family to see? 

R: Nope. 

A good focus on the data was required to address the research objectives. Prior research 

indicates that interviewees frequently do not give all the required information that is in the 

interviewer’s interest. This might be either because the interviewees do not discuss 

something which seems unimportant from their perspective, or they deliberately withhold 

information to deceive the interviewer. To resolve this, the researcher included direct 

questions or probes to enable the interviewees to provide in-depth descriptions of their 

motivation to create eWoM and attached feelings. For example: 

I: Okay … you know I have picked you up from a comment which you made in 

Nigella Lawson’s … that was a positive comment … umm … why do you feel like 

commenting? 

R: If I like the presentation, like the food item ... i think it’s yummy, attractive to 

me, then I comment … but I comment very little ..mostly, I like … 

I: So when you like—that is, when you feel this … so what makes you feel like 

commenting after liking? 

R: Ummm … after liking or commenting … I feel that community … I feel the 

belongingness that I am part of the community … lots of people are liking, 

sharing, commenting … so I am also there.. 

I: Okay … so you want to go the extra mile commenting because you feel a 

belongingness. 
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R: Yeah. 

The researcher sometimes summarised the interviewees’ answers to check the researcher’s 

understanding. This technique allows the clarification of issues as well as inspiring the 

interviewees to provide honest answers. The interviewer maintained smooth listening by not 

imposing their own opinions, which helped to avoid bias. Additionally, the researcher tried to 

‘act like a sponge, absorbing and drawing in information, maintaining a spirit of 

inquisitiveness, rather than a judgmental or evaluative manner’ (Morse, 1994: 28).  

The interviews followed a pattern of storytelling rather than an official report pattern. Thus, 

they were natural. The interviewees supported this pattern during each interview by adopting 

the subsequent behaviour: ‘The interviewer's manner should be friendly, courteous, 

conversational and unbiased. He should be neither too grim nor too effusive; neither too 

talkative nor too timid. The idea should be to put the participant at ease, so that he will talk 

freely and fully’ (Selltiz et al., 1965: 576). 

After each interview, the participant was asked if they wished to add anything. In order to 

gain a clear picture and understanding, the interviewer engaged in small talk after each 

session (Fontana and Frey, 2000).  

Prior literature suggests that the interviewer should show the transcripts to the participants in 

order to verify the transcription. However, McLeod (2010) observes that participants only 

contribute to improve the transcription by deleting the grammatical mistakes and ‘ums’. This 

seems to be of very little use compared to the data of the research. As such, this research 

adopted a strategy where the researcher let five of the interviewees go through the 

transcript. This allowed the researcher to know if the interviewees agreed with the 

understanding of the researcher. The researcher allowed the interviewees to include any 

new insights which derived from different perspectives, as well as to correct their previous 

contributions to the interview. This technique helped both the researcher and the 

participants. The technique gave the participants peace of mind that their contributions were 
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valuable; at the same time, it confirmed that the researcher has captured the best possible 

feelings and experiences of the participants. 

3.7.4 Data Analysis 

3.7.4.1 Transcription Information 

The data collected through semi-structured interviews was initially open coded during the 

interviews and the emerging themes were noted. The open codes were revised after the first 

interview and categorised under potential themes. As such, the analysis began at the start of 

the data collection process. This method permitted the researcher to clarify the interview 

questions which facilitated the organisation of the data and avoid overload of data (Saunders 

et al., 2012). In order to organise the data, the voice recordings were transcribed after 

completing the interviews. Thematic analysis was deployed to analyse the data and to 

identify the main themes (Braun and Clarke, 2006; Flick, 2009).  

To analyse the data, the researcher adopted thematic analysis. NVivo software was used to 

code the data. The emphasis of thematic analysis is on examining and recording patterns 

and themes within the data. Themes are the patterns which appears across the data sets 

from the interviews. These data sets are significant as they are associated with the research 

questions and facilitate the research by describing the phenomena. Thematic analysis is 

considered an umbrella term for a diverse form of approaches rather than a single method. 

Different philosophical and conceptual assumptions underpin different versions of thematic 

analysis, which follow different procedures. To date, the thematic approach developed by 

psychologists Virginia Braun and Victoria Clarke is the most cited approach. Braun and 

Clarke’s (2006) thematic analysis procedure comprises six phases of the coding process. 

This allows the generation of established and meaningful patterns. These six phases are 

familiarisation with the data, generating initial codes, searching for themes among codes, 

reviewing themes, defining and naming themes, and producing the final report.  
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This thematic method focuses on rich description and organisation of the data set. Thematic 

analysis involves recognising explicit and implicit ideas within data rather than merely 

counting phrases or words within the data sets. The primary process of developing themes is 

coding. Coding recognises important segments of data and encodes them before 

interpreting the data. The process of interpreting the codes comprises comparing theme 

frequencies, identifying theme co-occurrence, and graphically displaying relationships 

between different themes. In this research, thematic analysis is considered a significant 

method by the researcher, as it permits understanding of the underlying meaning of the data 

set. 

This research adopts an inductive thematic analysis approach. The themes identified in an 

inductive approach are strongly connected to the data, where assumptions are data-driven. 

In this case, the process of coding happens without trying to fit the data into a pre-existing 

model. 

3.7.4.2 Themes 

A theme signifies a pattern of meaning or a response from the data associated with the 

research questions. A theme can occur a number of times within the data set. However, the 

importance of a theme does not depend on higher frequency of the data. The key 

mechanism to determining the importance of the themes is the researcher's judgement. 

A theme is considered dissimilar to a code. A theme is the consequence of coding, not that 

which is coded, while a code is the label given to specific fragments of the data. A code 

contributes to a theme. For example, the researcher coded ‘healthy food campaign’ and 

‘apprenticeship programme’ as codes under the ‘social involvement’ theme.  

The researcher considered the latent themes in this research which recognise underlying 

patterns, ideas and assumptions. This involves more interpretation of the data.  
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The first main theme is celebrity factors (objective 1), which is then divided into subthemes 

of celebrity chefs’ credibility, media involvement, social involvement, passion and inspiration. 

These subthemes are then divided into different codes. The second main theme is eWoM 

motivation (objective 2), which is divided into subthemes. The third theme is eWoM non- 

creation (objective 3), which is also divided into subthemes.  

 3.7.4.3 Phases of Thematic Analysis  

This research follows Braun and Clarke’s (2006) thematic analysis process, which is 

described below.  

Phase 1: Becoming Familiar with the Data 

This is the initial phase in thematic analysis, which involve becoming familiar with the data. 

In this phase, the researcher creates a list with potential codes prior to reading the interview 

transcripts. These start codes are included in the reflective journal. The codes are noted with 

a description. After that, the data are analysed to search for meanings and patterns within 

the data set. This way of analysing data helps the researcher to identify probable themes 

and patterns. The researcher read and re-read the material until she was familiar and 

comfortable with the data. In the process of becoming familiar with the data, notes were 

taken. This note-taking is considered a crucial part of this step which facilitates the 

development of the potential codes. 

Transcription 

Following the data collection, the researcher started to transcribe the data. Transcription of 

data was done in written form using Microsoft Word. The process of transcription was the 

best way to become familiar with the data. However, it sometimes seemed time-consuming, 

boring and frustrating. According to Bird (2005: 227) ,this phase is ‘a key phase of data 

analysis within interpretative qualitative methodology’. This phase is considered an 



Creating eWoM: Perceived Factors of Celebrity Chefs in the Context of Personal Branding in the UK 
 

104 
 

interpretative act, where meanings are created, instead of a mechanical act of documenting 

spoken sounds on the paper (Lapadat and Lindsay, 1999).  

Before the transcription phase started, the criteria for transcription of data were established 

in order to confirm the transcript’s dependability. The criteria of transcription explain the 

protocol for transcription. To address a change in the speech, comments like inserting 

‘*laughter*’ and ‘ummm’ were used. The researcher describes both verbal discussions and 

non-verbal sounds to understand the meaning and richness of the data.  

The researcher achieved familiarity with the content of the data after this stage, which 

enabled the researcher to identify repeating issues within the interviews. These patterns 

were recorded in the reflective journal to check the accuracy of the coding. The researcher 

began to have control over the data after completing the transcription. The researcher 

marked data which were relevant to the research questions. This was the start of the coding 

process.  

Phase 2: Producing Initial Codes 

This stage, known as the second stage of thematic analysis, involves producing a primary 

list of patterns recurring in the data set. This systematic method of organising and achieving 

meaningful fragments of data is related to the research question is known as coding. This 

procedure develops through inductive analysis. It is a cyclical process for codes to emerge. 

This cyclical process included going forwards and backwards within the data analysis 

phases. The process continued until the researcher was pleased with the final themes. The 

researcher tried to investigate deeper meanings of the data in order to have good 

understanding. This facilitated narration of the exact story of what the data means. For 

example: 
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I: So … what holds you back? 

R: Umm … maybe some people may say something bad about my comment or, 

like, some people might disagree with my comment … 

In this case, the researcher was trying to find the reason why the participant did not 

comment even though she had motivation to comment. The answer had the potential to 

create a new code, though initially the researcher was in a dilemma between ‘personal 

perception’ and ‘fear of social disagreement’ as to which subtheme it would fall under . 

The coding process was hardly ever finished at the first attempt. Attempts was taken by the 

researcher to enhance the codes by subtracting, adding, splitting or combining potential 

codes each time. The researcher initially named the codes by the terminology used by the 

interviewee. These starting codes were used to note reference points of interviewees’ 

answers and experiences throughout the interview. As such, dependability increased while 

the researcher was using actual codes based on the participants’ comments, which were 

descriptive in nature. For example: 

and some other cases, ummm, when I went to the comment box and then I saw 

the comment I was going to make … already some other followers, they made 

the same kind of comment … so I thought … okay ... it’s not ... it’s not worth it … 

there’s no point making the same kind of comment … there are already a lot of 

people commenting on the same subject and they are talking about the same 

thing I was going to say … so … these are the things… 

In this case the researcher used the code ‘similar types of comment’. 

These codes helped the researcher by allowing her to locate the fragments of data, as well 

as facilitating the researcher’s memory by identifying the reason that they were included. 

Initial coding helped the researcher at a later stage by allowing her to understand the idea 

behind the data captured during the process. The reflective journal entries when new codes 

emerged assisted the researcher by providing a reference point. This reminded the 
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researcher to understand the reason why and where she would include the codes within the 

final analysis. 

The data were given thorough attention and repeated patterns were revealed by going 

through each data item. Coding the data sets into individual aspects and as many themes as 

possible seemed irrelevant at the beginning but was identified as a crucial analytical process 

at a later stage.  

Data complication and data reduction are also included in the coding process. Based on the 

research question, labels were assigned to start the reduction of codes. During this stage, 

useful categories were created by considering large sets of data within smaller units, which 

facilitated further analysis.  

NVivo assists in the production of codes by using references and terms used by the 

participants in the interview. Coding helps further the potential for analysis by assisting in the 

development, re-conceptualisation and conversion of the data. The researcher asked the 

next interviewees questions related to the codes that had appeared in earlier interviews. For 

example: 

I: Okay … you know some of the celebrity chefs they do a few … I know you said 

about cooking shows … what about the other media involvement they are into? 

Like, they do, like … okay, social involvement, they do healthy food campaigns … 

then I know about Jamie Oliver … he did the apprenticeship programme to help 

those who don’t have jobs to be within jobs … what do you think about them? Do 

you appreciate those? 

In the previous interview, the interviewee had mentioned the apprentice programme and 

healthy eating campaign, so the researcher asked the next interviewee about this to 

investigate if the code appeared in this interview or not. 

Data Reduction 
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Data simplification or data reduction can be considered part of coding. The researcher used 

simple but wide-ranging logical codes in order to reduce the data so that it became 

manageable. The researcher focused on creating a more simple way of data organisation 

through every step of the data analysis. To reduce data, the researcher followed the 

indexing process. The process of indexing data involved interview transcripts, notes taken 

during the interviews and the literature. Here, the researcher loosely used Ohanian’s (1990) 

source credibility model to categorise the data, but data were not limited to this: the model 

only suggested categories, and new categories appeared. At this stage, the data were 

reduced to categories which helped the researcher to see data sharing common categories.  

To find similarities and differences among the data, the researcher followed Siedel and 

Kelle’s (1995) suggestion which involved three ways of data reduction and coding: observing 

related phenomena, gathering examples or samples of the phenomena analysing the 

phenomena. This was a very important stage, as the researcher assigned codes to the data 

here which permitted the researcher to have a different view of the data. One important 

aspect is that the researcher did not use coding only for data reduction. The researcher used 

data complication to examine the data further. The procedure of data complication and its 

importance in the data analysis process are addressed below.  

Data Complication 

The process of creating codes involves data complication and data reduction. Data 

complication includes looking beyond the data, as well as questioning if the data can 

formulate or develop theories and frameworks. The researcher used this step to facilitate 

further interpretation of the data. The researcher is confident that the coding process 

achieved more information rather than losing information. The researcher agrees with Tesch 

(1990), who describes the process of complication data as reconceptualising the data. This 

process provided a newer context for the data. 

Phase 3: Searching for Themes 
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Phase 3 enabled the researcher to start the analysis of probable codes by searching for 

themes, as well as observing what worked and did not work within the themes. This phase 

began by investigating the fact of how codes associate to create the themes. In this stage, 

the researcher created a list of themes; then the researcher combined the coded data with 

the anticipated theme and started focusing on the broader patterns in the data. The 

researcher also started observing and understanding the formation of relationships among 

the existing themes and the codes, as well as if any more new themes appeared.  

The researcher found that the themes were different from the codes. From the researcher’s 

viewpoint, the themes were phrases which recognised the meaning of the data. The themes 

comprised descriptions and ideas within a culture. They were useful to explain statements, 

morals and causal events resulting from the stories the participants told.  

Thematic analysis permitted the themes to appear from the data in relation to repeating 

ideas, shifts in topic, metaphors, original terms, and interviewees’ linguistic expression. The 

researcher at this stage addressed what was missing from the data alongside addressing 

what was present. The researcher avoided rejecting themes even if they seemed 

unimportant at the beginning. The researcher later realised that some of those themes were 

significant in the later stages of the analysis. For example:  

food is biggest necessity and element for human life … so these shows are trying 

to tell people you don’t always have to rely on other people to cook it for you … 

you can do it yourself… 

This comment is a metaphor for the cooking shows presented by the celebrity chefs being 

inspirational, as they inspire people to cook. As such, the researcher coded this under both 

‘cooking shows’ and the ‘inspirational’ theme. The researcher did not discard, but used both 

the themes. 

Phase 4: Reviewing the Themes 
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In this stage, the researcher searched for data that supported or disproved the proposed 

research questions. This allowed the researcher to carry out further revision and expansion 

of themes as they developed. The researcher reviewed the initial themes and had a set of 

potential themes. The researcher merged some existing themes.  

The researcher conducted two levels of review and refinement of the themes at this stage, 

observing connections among overlapping themes and finding the prospect of new patterns 

and issues within the data sets. The researcher observed that codes related data to the 

researcher’s conception of that context. During this stage, the researcher focused on 

interesting aspects derived from the codes and why they fitted together.  

Level 1 

The researcher looked at whether the themes formed clear patterns while reviewing extracts 

of coded data. When the themes showed a coherent pattern, the researcher moved onto the 

second level. However, when the themes did not show a clear pattern, the researcher 

considered the possibility of data not fitting the theme, as well as the possibility of any 

problematic themes. When the themes were found to be problematic, the researcher 

reviewed the themes and sometimes identified new themes or no themes at all. 

 

Level 2 

The researcher found this stage important, as she was considering how the themes were 

connected to the data sets. It seemed imperative to evaluate if the possible thematic map 

correctly imitated the meanings of the data, which was necessary to deliver an exact 

illustration of interviewees' experiences. The researcher felt that it was important at this 

stage to review the data once again, which facilitated the process of determining if the 

current themes reflected the data. The researcher moved to the next step when the potential 

thematic map seemed to be working. At the end of this phase, the researcher had a clear 
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understanding of the themes and how the data and themes fitted together to depict the flow 

of the story that emerged through the data.  

Phase 5: Defining and Naming the Themes 

The researcher analysed the data within each theme to refine and define the existing 

themes. The themes were then presented within the final analysis. The researcher identified 

the essence of the themes to examine the effect of each theme within the whole range of the 

data. The themes were analysed to depict aspects of the data captured, and why themes 

were interesting and what was interesting about them.  

The researcher identified subthemes by discovering additional depth of themes. In order to 

identify the subthemes, themes were considered within the whole picture, as well as 

independent themes.  

The researcher then conducted a thorough analysis to understand the level and story of 

each theme, as well as its importance for the research. The findings were recorded. At the 

end of this phase, the researcher explained each theme and defined what the current 

themes consisted of. At this stage, the researcher began to think of names for the themes, 

which would help the reader by providing a complete insight into the themes and their 

importance. The researcher tried to see beyond the surface meanings of the available data 

when conducting thematic analysis. This helped to portray an exact picture of the meaning of 

the data. 

Phase 6: Producing the Report 

After reviewing the final themes, the researcher began writing the final report. While 

reporting the work, the researcher focused on the themes and their important contributions 

to answering the research questions (Table 4).The researcher presented the comments 

related to each theme. This supported the reliability of the study by providing a rich 

explanation of the theme. The researcher tried to produce a clear version of the story across 
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the themes, and the themes were thought to facilitate readers’ understanding of the report. 

The researcher tried to include enough evidence of the relevance of the themes within the 

data. The themes supported the research questions. The last and final stage of creating the 

report involved the researcher establishing her credibility by reviewing the final themes, 

providing supporting comments provided by the interviewees, and explaining the significance 

of them for the current research.  

Software known as NVivo 11 helped to arrange the data for easy retrieval (Jones, 2014). 

Due to the research purpose, the main themes of the analysis were considered to be the 

objectives of the research; therefore theme 1 was factors of celebrity chefs (objective 1: to 

identify the factors of celebrity chefs which trigger eWoM); theme 2 was eWoM motivations 

(objective 2: to determine the eWoM motivation triggered by the celebrity chef factors); and 

theme 3 was intervening factors (objective 3: to explore the factors intervening in eWoM 

motivation leading to eWoM creation). 

The table below shows the themes and subthemes that arose from the data set and their 

meaning. The table also includes interviewees’ comments to show the relevance of the 

theme. 



Table 4. Themes and subthemes 

Themes Sub 

themes 

Codes/ 

Nodes 

Meaning  Comments of the interviewees 

RO. 1 

Factors of 

celebrity 

chefs 

    

 Role 

Model 

 The perception of the participants 

that if they think the celebrity chefs as 

role model 

Yes I have seen that and I  believe Gordon Ramsay 

is a role model in his field. He is a role model because 

he is leading by example..he is leading by example the 

reason I said this because he is personally is a…he got 

lot of restaurant…Michelin restaurants…Michelin star 

restaurants…umm…and those restaurants are some 

of the best in the world…some of the best in the UK 



Creating eWoM: Perceived Factors of Celebrity Chefs in the Context of Personal Branding in the UK 
 

113 
 

and they are serving best quality food and he is trying 

to encourage people to come in…to become a master 

chef…the best chef…the lot of people getting inspired 

by watching his programs…lot of young people…kids 

are participating in his programs…and in future they 

are going to be good chef as well and they would be 

working in the best restaurant in the world and this is 

why he is a role model…’ 

…I never see them as role model and going to 

chefing or going to cooking professionally but I have 

seen other people… 

 Social 

Involvement 

 Celebrities get involved with 

community by their works which also 

benefits the community. 

…I believe apprenticeship program is very very 

fantastic program…I believe that not only its 

apprenticeship to get to the job …its apprenticeship to 

stay healthy, its apprenticeship of them to be able to 
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cook for himself…because when you get on an 

apprenticeship program like you wanna go one…it’s a 

program that teach you to be self… 

  Apprentice

ship Program 

An apprentice is a training system 

designed as on the job training for new 

generation practitioners of a particular 

profession. 

…Well…atleast it’s a stepping stone for people to 

get in that market as a chef..because its expensive to 

get into Uni…and to do it and if some bodies passion 

to do…to be a chef and coming through as a 

apprenticeship course then they are learning from not 

only from the best but also they are getting paid while 

they are doing it. Yeah…so that’s it.. 

  Healthy 

eating 

campaigns 

A revolution to eliminate obesity by 

changing eating habits to live healthier 

lives. 

…Ummm…I think its good thing really..they are 

doing healthy eating program…that to promoting 

healthy food…Jamie Oliver’s …he is the main drive to 

promote healthy food …I think he has got a bit stick 

from like general population for what he is tryanna do 

with school dinners…while many people…like my 

school like ruined school dinners….just for the fact that 
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he is trying to make this more healthy when they have 

been ok as they are... 

  Charitable 

Work 

Actions of generosity or donations to 

aid helpless, poor and ill people.  

…umm…example Jamie Oliver runs aa…cancer 

runs or cancer Sundays …something like that 

…umm…he does it up north where he has a Church 

picnics and raises money for different 

causes…umm…that sort of stuff I like… 

  Promoting 

different 

cultures 

The celebrity chefs promote 

different kinds of cooking and 

ingredients from different culture of the 

world. 

…because there are different kinds of shows ..like 

the one I was mentioning about Gordon Ramsay…he 

merged two complete different cultures …completely 

different region which he is not aware of 

himself…obviously he was not born in the Eastern part 

of the world…he was born in the Western part of the 

world…so when he went to that end…he explored new 

things…he was open to understanding and trying new 
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things …and then incorporated sometimes in his 

recipes to show the world in the Western world that not 

necessarily everything in the different culture not 

edible for you but you can take bits and bobs from 

there and do a fusion may be…and I love creating 

fusion food myself as well… so these shows inspire me 

by showing that you can travel…you can get the 

best…same with Jamie…Jamie’s best of Britain…best 

of America…best of Mediterranean or best of the 

other…the program shows… he is travelling around 

the world…he is understanding other cultures…other 

cuisines…and he is incorporating it within his everyday 

cooking…so that people can be more open to other 

culture and that helps the nice mingling of people from 

different diversity…from different culture… 
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 Credibilit

y 

 Celebrity chefs positive 

characteristics that affect the receiver's 

acceptance of a message. 

…Attractiveness interms of appearance wise but 

actually…the skills that they provide…that is kind of 

attractive…. 

  Expertise Expertise refers to the extent to 

which celebrity chefs are seen as a 

perceived source of valid statements 

and possesses the experience, 

knowledge or skills. 

 

Its..a…simple way of cooking…and .. I personally 

even though I have Asian background but I am 

looking for food that is less spicy…I think his one is 

really good…because you can cook easily and you 

don’t have to …umm…also healthy…healthy 

recipe..the kind of presentation he is doing ….i think 

he is best at presenting something…for me 

presentation really attract me… 

  Trustworthi

ness 

Honesty, integrity and believability 

of celebrity chefs.  

 

It seems…I think..personally I think…it is to trust 

them when they have got recognized brands and 

restaurants all over the TV…its not…it is that they 

have to be transparent as much as possible 

considering they have got so much media and like 

scrutiny from the media so like they cant not be 

trustworthy…that’s why I told because imagine so 

many people are watching them and if they slip up 

one bad thing then whole media is gonna come like 

crushing out of them…so its like they cant do 

anything which is like..cant …like cant put bad stuff 
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on their food..so it has to be trustworthy 

really…considering so many of restaurants and then 

they make books and stuff …so…I think…I think what 

they do is trustworthy yeah… 

  Attractiven

ess 

Refers to celebrity chefs likability of 

physical, attitude and characteristics.  

…I got attracted basically to their you know cooking 

skill…so its like that…how they are its not very 

indigenous thing…many of the dishes they are 

preparing is not very indigenous to them…they have 

learnt it from somewhere…which are…which are very 

indigenous to me...so probably that’s why I got 

attracted to them… 

  Characteris

tics of Celebrity 

chef 

Features, attitude or quality 

belonging typically to the celebrity chefs 

and serving to identify them 

…I know he is very loud…but this is why I like his 

style…specially the American junior master chef 

program…and a…Gordon Ramsays night mare 

program..thats why I like him… 
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 Inspirational  Celebrity chefs providing or showing 

creative or spiritual inspiration. 

…I think Marry Barry kind of in her show inspires 

home cooks to come out and show their skills to the 

world…and the way she confidently promote that I 

don’t want the cheffy approach to the food but I would 

rather want to see what you actually cook in your 

home kitchen for your family…inspires me a lot 

because now a days I think it’s a trend you don’t have 

to be cheffy… 

 Passionate  Celebrity chefs having or showing 

strong feelings or beliefs. 

well I think ‘passionate’ is the best word to express 

him…ummm….you can see in all his TV shows but 

TV shows made certain way but even if you look any 

interview he does…ummm…you can see that his 

priority is the food…its his life and he I think the most 

thing he is passionate about is his family but except 

that he definitely…you can say that passion is the 

best word to describe him… 

 Media 

Involvement 

 Celebrity chefs get involved with 

media by their presence in media. 

I like it…the thing they are showing in the 

program..its all real scenario…it happens more or 

less in every restaurant…whatever Gordon Ramsay 

is showing…may be he is showing in his restaurant… 

this is happening in every restaurant… we really cant 

see…may be when we go to the restaurant as a 

customer but we do not see this…but this is 

happening inside the restaurant…the back of the 

kitchen…and this is we can learn that how difficult it is 

to present the food to the customer…when we go to 

the restaurant we just enjoy their food…we enjoy the 

environment but we don’t know how many 

people…what hardship is they are 
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working…obviously they are doing hardwork and 

there is a lot of effort to do…lot of people are 

working…so..when you see this program people get 

the real idea…real scenario… 

  Cooking 

Shows 

Cooking shows participated and run 

by the celebrity chefs on TV or social 

media 

…he makes his program very competitive..and in 

his program all the contestant are running with each 

other …they fight with each other…to how can they 

gonna be win…that is very exciting…that’s why lots of 

people watch his program... 

RO. 2 

eWoM 

motivation 

(objective 2) 

  This theme focuses on the factors 

which created eWoM motivation.  

 

 Helping the 

businesses 

 The motivation for helping the 

business of celebrity chefs. 

Jamie Oliver or the page who are monitoring or 

controlling…it will be helpful for them as well…to 

overcome their fault…to improve their food 

quality….the page quality or the program 

quality…that’s why I comment… 
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 Personal 

Factors of 

the 

participants 

 Personal factors of the participants 

which created eWoM motivation. 

so I just common word i… think it’s the right 

one…so if people agree with me I feel much better but 

if you don’t agree with me I still want to comment 

that…because its my point of view and I have a right to 

say that…that video really made me want to say 

something when she through the things to the 

bin…yeah. 

  Collectivism The participants seeking for the 

people’s agreement on his opinion. 

It does…yeah…it does sometimes as I mentioned 

that…I am not really a person that would enjoy 

commenting …I do happy to share my voice…ummm 

that people hear that and agree with me and that is 

like sometimes when I really want something to be 

really send odd…some message to be send odd…I 

will comment…yeah I do… 

  Pricipalism The participants possess respect for 

the chefs or who shared the post.  

I think its respect for the people who’s who actually 

share that post… 
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  Self-

enhancement 

The act of projecting own believes, 

attitude or feelings or the condition of 

being projected. The attribution of one's 

own attitudes, feelings, or suppositions 

to others. The participant’s  

May be overall I just want to show off as 

well…(laughter)…look I can do this…because most of 

the friends…they are all back home…they are all in 

China…you know and cook western food is completely 

another thing for them…you know when they see this 

they go wow…that looks nice… 

if I make a comment here my followers ..the people on 

my friend list…they will see it… 

  Passion of the 

communicator 

The passion of the participants 

towards the post or the celebrity chefs.  

Yeah…something passionate..lets say I am 

passionate about the food and umm passionate on 

movies and then obviously movies, foods…this kind of 

things I am interested… 
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 Quality 

Assurance  

 Enforcing service excellence by 

finding the underlying quality of the 

post.  

 

  Detailed 

information 

The elaborated information provided 

in the post creates eWoM motivation.  

….i have tried making beef steak in the past which 

didn’t go very well…and I took the recipe from random 

people like people I know and they said do this and do 

that stuff…and also I actually didn’t know particularly 

what chop I should take to…yeah what cut I should 

take to make the perfect steak…but this particular 

three minutes clip he has given everything what you 

need to do to make a perfect steak…and I think its 

quite fascinating that ok within three minutes he has 

explained that ok how to do it…what to do it…what kind 

of meat you should get…how you can marinate the 
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meat and how long you need to cook…so I think its 

quite …quite extraordinary… 

  Simplicity  Simplicity of the video or information 

associated with easiness, time and way 

of cooking. 

well ok if its very catchy in the sense oh ok its very 

easy for me to do that…say I learnt it from them and 

then I can do that… I cant cook a very complicated dish 

  Story of the 

video 

The story on which the video posts 

are based on creates eWoM motivation.  

Ummm…I have to say you know….i think the cover 

of the video..but I think its ok but until the raw food its 

been coming infornt of my eyes…I think I had to …I 

had to comment in this one…you know because you 

are running a business…you are running a restaurants 

but your food is raw…I think you know…if you could 

find a pond…if you could improve you know the chef 

…skill…you could help the business…but if you think 

you know nothing is really wrong …you would stay 

there…you wouldn’t really improve your business…so 
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that’s the reason why…because the lady was 

thinking…the manager was thinking I didn’t do 

anything wrong… you just think the food is raw…so it’s 

not cooked properly….so it’s the right way…it’s not 

help… 

  Information 

related to 

Ingredients 

The information related to 

ingredients creates eWoM motivation. 

when I went to the Jamie Olivers video..so that 

attracted me most..that it’s a very short one…it’s a very 

easy recipe.. 

  Uniqueness The solitariness of the post. Yeah..thats the same reason…if I find something 

the cooking is very innovative way…very presentable 

way which I have never seen before…than you know I 

am trying to comment on it..and show it to the people. 

  Visual 

appearance  

The visual appearance of the picture 

on the post. 

Eye catching meaning..if I find…so interms of 

like…the picture wise that they provide and it looks 
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good then I would comment on it and then I will be like 

ooohh that looks nice..and you know..and then I would 

try and make that by myself uummm….and if they 

describe it well..like if the describe it the way 

that…oohh…that kinda makes me hungry now…you 

know…I would like it and comment. 

 Social 

Factors 

 Social factors which triggers eWoM 

motivation.  

so the more negative comments towards wrong 

things…the bigger the pressure the likely hood of 

…better likely hood of change from the 

restaurants…you know how it works…so that’s why I 

comment…it was not to express my opinion just…you 

know just because I want …..its to start a change. 
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  Social 

benefits 

The advantage gained related to the 

social attachment. 

I feel that community…I feel the belongingness that 

I am part of the community…lots of people are 

liking..sharing..commenting…so I am also there.. 

  Social 

concern 

The efficacy or social concern for 

others in a society.  

if I make a comment here my followers ..the people 

on my friend list…they will see it…and it will help them 

aswell…they will find that interesting as well…and 

something is good to share…something good to make 

a comment.. 

  Social 

pressure 

Direct influence by the peers or 

other social acquitences in a group 

which encourage people to follow the 

peers and in the process chage their 

own values, attirudes or behaviours. 

sometimes when others make a comment on the 

page …hopefully on that…I just talk about…I just talk 

about what they did like recipe they make and 

sometimes… 
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  Collective 

Power 

  

RO.3 

Intervening 

factors 

  This theme focuses on the factors 

which is responsible for not creating 

eWoM despite of having eWoM 

motivation. 

 

 Factors of 

celebrity 

chefs 

 Factors of celebrity chefs which 

does not lead eWoM motivation to 

eWoM creation. 

like people put very derogatory stuff about a person 

like Nigella…and her personal life like that…that stops 

me…I don’t put comments on those 

sections…because I feel like I don’t want to put 

comments 

  Perception of 

the chefs 

Features, attitude or quality 

belonging typically to the celebrity chefs 

and serving to identify them.  

Because of may be…I know even my comment 

should be the positive, nice, soft and he will come back 

with a very bad feedback…aaa..very bad response or 
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very negative response…better to keep zip instead of 

opening infront of that person. Yes. 

  Personal 

lifestyle of the 

chefs 

The lifestyle choices of the celebrity 

chefs. 

Ummm…well..lets go in to his personal life…like 

how he divorce his wife of 28 years…yes I felt very 

strongly to say that you divorce your wife after 28 

years…but that’s a personal thing…so I said you know 

what…I am not going to…but that’s what I read on the 

news that was nothing to do his ….his profession…and 

his profession that’s what I follow…not his personal 

life… 

 Personal 

Factors of 

the 

participant 

 The personal reasons or factors of 

the participants which does not lead 

eWoM motivation to eWoM.  

Aahh… sometimes may be because of the lack of 

time…or may be just…my mobile got frozen or 

something like that…that I …or may be the lack of 
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time…you know…I couldn’t …I wanted to but I 

couldn’t…sometimes it happens… 

  Self-protection Serving or tending to protect one 

self-protective instinct. 

…I am sure there was…I mean…I think….totally 

honest if I feel that there are too many haters I’m not 

gonna comment… 

  Personal 

perception 

The way in which something is 

seemed, understood, or interpreted by 

the participants.  The ability to see, 

hear, or become aware of something 

through the senses. 

 

I don’t think me putting comment on every program 

or every now and then is going to change things. 

  Not willing to 

engage in 

negative 

The participants do not want be 

involved in negative comments. 

I think if there is a lot of negativity then I don’t tend 

to go near it …I will just keep away…so…you know it 

can just people unnecessary…unnecessary 

comments on this…I know I don’t …I would keep away 
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comments/envi

ronments 

if its quite nasty or not the way you want to hear 

really..so… 

  Disappointmen

t from own 

cooking  

The expectation of the participants 

either being meet or not being meet.  

Yeah..there was a time…I actually did try…and 

make aaa…food by myself from one of the 

chefs…but…it didn’t trun out to be the way I wanted it 

to turn out…so..the way …you know ..it was layed out 

on the paper that they posted..umm…it didn’t turn out 

as it was there…it was different…because I burnt 

it…so I didn’t end up posting it…but it 

tasted…well…you know (laughter)… 

 Functional  The purposive value, usefulness, 

problem solving and decision making 

factors. 

There is times like this…I think this is more to do 

with how the social media works….because I think 

when you put comments on public people…that 

comment shows up in your friends post as 



Creating eWoM: Perceived Factors of Celebrity Chefs in the Context of Personal Branding in the UK 
 

132 
 

well…ummm…so sometimes I think…unnecessary I 

don’t put…you know..comments… 

  Social media 

privacy setting 

The way social media works in 

terms of involving with the associates.  

Ummm…sometimes I don’t really comment… 

obviously facebook is like you friends are going to see 

its bit like you really don’t want your friends to see on 

commenting… partly because of like they might judge 

you for it… 

  Similar type of 

comments 

The duplication of the same type of 

comments which expresses similar 

meaning.  

and some other cases ummm when I went to 

comment box and then I saw the comment I was going 

to make …already some other followers they made 

same kind of comment…so I thought…ok..its not..its 

not worthy …theres no point to make same kind of 

comment…there is already a lot of people commenting 

for the same subject and they are talking about the 
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same thing I was going to make..so…this are the 

things… 

 Quality 

Assurance 

 Enforcing service excellence by 

finding the underlying quality of the 

post. 

 

  Uniqueness of 

the post 

The lack of solitariness of the post. then I realize that someone has done it before and 

it is not very innovative… 

  

These findings from interview have been incorporated into Figure 8 and Figure 9 below. Figure 8 illustrates final conceptual framework  

(further developed from figure 7 in page 86) which incorporates celebrity chefs perceived factors and eWoM motivation and addresses research 

objectives one and two. Figure 9 addresses research objective three and incorporates factors which intervenes eWoM motivation to create 

eWoM messages. 



 

 

 

Figure 8: Final conceptual framework after incorporating interview findings 

(addressing research objective one and two) 

Celebrity Chefs Factors

•Credibility -
•a. Expertise

•b.Trustworthyness

•c. Attractiveness 

•Social Involvement -
•a. Apprenticeship Program

•b. Healthy Eating 
Revolution

•c. Charitable Work

•d. Promoting Different 
Culture

•Role Model

•Inspirational

•Passionate

•Media Involvement 
(through cooking shows)

eWoM Motivation

•Helping the businesses

•Personal Factors of the 
Participants-

•a. Collectivism

•b.Principalism

•c. Self-enhancement

•d. Passion of the 
Communicator 

•Quality Assurance -
•a. Apprenticeship Program

•b. Healthy Eating 
Revolution

•c. Charitable Work

•d. Promoting Different 
Culture

•Social Factors -
•a. Gaining Social Benefit

•b. Social Concern

•c. Social Pressure (from 
other followers)

•d. Collective Power

eWoM Messages
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Figure 9. Final conceptual framework after incorporating interview findings (addressing 

research objective three) 

 

3.7.5 Credibility, Transferability, Dependability and Confirmability 

Positivists often ask how trustworthy a qualitative research is. This question arises because 

the positivist has perceptions of reliability and validity which it is not possible to address in 

the same manner in naturalistic research. According to Lincoln and Guba (1985), in pursuit 

of a trustworthy research, qualitative researchers should consider four criteria. In order to 

address similar issues, these criteria resemble the criteria used by positivist researchers: 

• Credibility (internal validity) 

• Transferability (external validity or generalisability) 

Intervening Factors

•Factors of Celebrity Chefs-

•a. Perception about the chefs

•b. Personal lifestyle of the chefs

•Personal Factors of the Particioants  
-

•a. Self Protection

•b. Personal Perception

•c. Not Willing to Engage in Negative 
Comments/Environment

•d. Dissapointment from own 
performance

•Functional -

•Social Media Privacey Setting

•Similar Typers of Comments

•Quality Assurance -

•Lack of uniqueness of the post
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• Dependability (reliability) 

• Confirmability (objectivity) 

For this research, where an active interview influenced the co-construction of data, it is 

worth mentioning the credibility and reproducibility of the data or knowledge achieved. In 

qualitative studies within the interpretive paradigm, there is a preference to use other terms 

to refer to the trustworthiness of the research (Shenton, 2004). As discussed, the terms 

usually adopted in qualitative studies are transferability, credibility, dependability and 

confirmability. 

Credibility  

According to Merriam (1998), qualitative researchers face the question of how congruent 

the findings are with reality. Lincoln and Guba suggest that credibility is the most important 

factor to establish trustworthiness. They also suggest that qualitative researchers ensure 

the following requirements: 

• The adopted research methods should be well established. In this research, the 

researcher adopted netnography and semi-structured interviews. Both the methods 

are well established within the qualitative research paradigm.  

• The development of an early familiarity with the culture of participation 

organisations. This was achieved by the researcher by observing the social media 

brand pages of the celebrity chefs. The non-participant netnography approach 

helped the researcher to gain familiarity with the followers or consumers who 

actively create eWoM. The researcher then also recruited the sample for the 

interview within the said social media brand page (celebrity chefs’ Facebook 

pages). Lincoln and Guba (1985) recommend lengthy engagement of the 

researcher with the participants so that they achieve good understanding and 

establish a relationship. As mentioned before, the researcher communicated with 
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the interviewees prior to the interview. Also, the researcher engaged in small talk 

with the interviewees to gain their trust. 

• Tactics to help ensure honesty in informants when contributing data. This research 

ensured the honesty of the interviewees by giving them the opportunity to refuse 

participation. The Facebook message used to invite the interviewee clearly targeted 

only those who were interested. Moreover, the consent form had the clause that 

they could refuse to give an interview if they wished. This measure was taken to 

ensure that only genuinely interested participants were involved in data collection. 

Also, the participants were encouraged to be frank and truthful by being reminded 

that there were no right or wrong answers to the questions that would be asked. 

The researcher also projected a neutral status so the participants could contribute 

their ideas and share their experiences without fear of being judged. The 

interviewees were informed that they had the right to withdraw from the interview or 

the research at any point and they could do so without providing any explanation. 

• Iterative questioning. The researcher, alongside preventing deliberate dishonesty on 

the part of the interviewee, also deployed strategies to reveal deliberate lies. The 

researcher used iterative questioning, where questions were rephrased to return to 

issues discussed previously. This also helped in the extraction of additional data. 

This technique helps to see where contradictions arise, which can facilitate the 

removal of suspect data. 

•  Peer scrutiny of the research project. The researcher used a second coder for 

inspection of the project.  

• The researcher’s reflective commentary. The researcher used a reflective 

commentary to record the initial impressions of the researcher related to the data. 

The reflective commentary took place throughout the data collection and analysis. 

The researcher recorded the reflective commentary in a journal and on the printed 

copies of the interview transcripts. 
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Transferability  

As the findings of a qualitative research focus only on a particular settings and individuals, 

it is impossible to conclude that the findings can be applied to other circumstances and 

populations. However, Denscombe (1998) and Stake (1994) suggest an opposing view. 

They suggest that even though every study may be inimitable in qualitative research, it 

provides an example among a larger group. Therefore transferability may not be 

immediately excluded. However, this type of approach should be followed with great 

caution. According to Bassey (1981), if practitioners trust that their circumstances are the 

same as those described within a study, then the practitioners might relate the outcome of 

the research to their position. Firestone (1993) suggests a similar concept, that the 

researcher is responsible for ensuring enough contextual information regarding the 

research to gain an overall picture. Gross adds that her research interest takes place within 

‘multiple environments’ and she believes that the research provides a ‘baseline 

understanding’ which can be compared with the findings of subsequent researches. Finally, 

the outcomes of a qualitative research should be understood within the precise features of 

the context where it was conducted. To evaluate the trustworthiness of the findings within 

other settings, later researchers can carry out similar research in a different context using 

the same method, which might add greater value. Hammersley (1997) identifies that is rare 

to take on this type of harmonising research. However, the findings derived from different 

contexts might provide a more inclusive and overall picture. This research studies the 

factors of celebrity chefs in the context of personal branding, as celebrity chefs are the best 

example of personal brand owners. As such, the findings of this research apply to both 

celebrity chefs and personal brand owners. Moreover, this study studies the eWoM 

motivation of followers due to the factors of the celebrity chefs, which is transferable within 

the field of personal branding and can contribute to the eWoM motivation literature. 

Furthermore, the research studies intervening factors which mediate the eWoM motivation 

to create eWoM which are transferable, contributing to the eWoM literature.  
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Dependability 

Florio-Ruane suggests that researchers’ observations depend on the context of the 

research. He mentions that ‘published descriptions are static and frozen’ in the 

‘ethnographic present’. Lincoln and Guba (2006) suggest the close bonds between 

credibility and dependability, arguing that, in research, earlier situational demonstration to 

some extent ensures the later. This may be achieved by using overlapping methods—for 

example, a focus group and individual interviews. The processes within the study need to 

be reported in detail to look at the issue of dependability more directly. This process will 

enable future researchers to repeat the research if needed. Detailed explanation allows 

readers to understand the research completely. To ensure dependability, this research 

includes a detailed description of the research design, and the researcher describes both 

the initial plan and what was executed on a strategic level. 

Confirmability 

The concept of confirmability involves qualitative researchers’ concern for objectivity. The 

researcher ensures that the interview findings are derived from the experiences and 

concepts of the interviewee and not from the preferences and characteristics of the 

researcher. The triangulation of data found in netnography and semi-structured interviews 

promotes the confirmability of the research and thus reduces researcher bias. Also, the 

reflective commentary built by the researcher ensures confirmability. The researcher also 

provides a detailed methodological explanation, which allows the reader to determine the 

acceptability of the construction of the data and themes. The researcher has ensured an 

audit trail by providing explanations of procedures which will permit the reader or the 

observer to track the research step by step.  

3.7.6 Ethical Considerations 

Ethical issues refers to the moral principles considered by the researcher when conducting 

the research (Cooper and Schindler, 2014). Punch (2005) suggests the significance of 
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issues related to ethics when dealing with humans in research. According to Collis and 

Hussey (2009), the researcher should think about participant confidentiality and obtain their 

consent. The researcher in this current research abides by the ethics regulations set by the 

University of Bedfordshire ethical committee. When conducting interviewee research 

involving social media as a data source, the researcher considered the following ethical 

issues: 

a.  The participants’ rights were protected. 

b. The purpose of the research was detailed in an information sheet. 

c. The research was designed according to ethical standards. 

d. The research design was adhered to. 

e. Information including the names of participants related to this study has been kept 

confidential. 

f. Informed consent was gained. 

The ethical requirements were met by this research throughout the interview phase. 

Interviewees were informed of the aim of the study and the importance of their participation. 

Additionally, the interviewees were informed that confidentiality would be maintained. Only 

the researcher and her supervisor would have access to their data. The researcher made 

sure that interviewees’ participation was voluntary. The participants had the right to 

withdraw from the interview whenever they wanted to. Moreover, the process of collecting 

data was led by the Research Ethics Committee of the University of Bedfordshire and the 

research was conducted after receiving approval from the committee.  

3.7.7 Summary 

This chapter has explained the research design. Moreover, the research methodology 

adopted has been discussed. Types of research philosophy have been discussed and the 

researcher’s own philosophy and the philosophy adopted in the current research explained. 

Furthermore, research strategies and the reasons for choosing netnography and semi-
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structured interviews have been justified and both processes discussed. This section has 

also presented the interview questions’ preparation and development phases. Moreover, 

data analysis and consideration of ethics have been discussed.  

The findings of this research are presented in the following chapter. 
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4.1 Introduction 

The current chapter explains the findings of both Netnonagraphy and interview studies 

conducted in this research. The findings of the first phase – Netnography intends to explore 

the perceived factors of celebrity chefs influencing eWoM motivation. The findings of 

second phase – semi structured interview intends to explore eWOM motivations triggered 

by the perceived factors of the celebrity chefs. The interview findings have also suggested 

perceived factors which intervenes eWoM motivations to generate eWoM messages. 

Subsequently, the combined assessment of the findings from both phases are explained at 

the end of this chapter.  

Being an evolving field of research, the eWoM has achieved less attention. A number of 

researches have studied the concepts related to motivation set in the context of online 

customer reviews (eWoM). However, none of them focused on the celebrity chef’s social 

media brand communities where an enormous quantity of eWoM are being created on a 

daily basis.  

As such, this study aims to investigate eWoM and the three W’s –  

1. What are the perceived factors of celebrity chefs triggering eWoM within celebrity 

chefs’ social media brand community? 

2. What are the eWoM motivations triggered by these perceived factors of celebrity 

chefs? 

3. Why in some casesthese eWoM motivations get intervened to createeWoM 

messages? 

 

This section will discuss the findings of the overall research. The researcher has divided 

this chapter among two sections. The first section will present findings of the first phase. In 
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this phase, the researcher intended to identify the perceived factors of celebrity chefs who 

have influenced the creation of eWoM. The researcher carried out Nethnography (non-

participants observation) within the social media brand communities of celebrity chefs. The 

finding of this stage corresponds to the first research objective and therefore answers the 

first research question. 

The second section explains findings of the second phase of this research. In the second 

phase, the researcher carried out a semi-structured interview. The interview investigates 

eWoM motivations which are triggered by the perceived factors of the celebrity chefs. While 

investigating eWoM motivations, the researcher also looked at why in some cases, eWoM 

motivation does not create eWoM messages. Therefore the researcher explored few 

perceived factors which intervenes eWoM motivations to generated eWoM messages. The 

findings of this section are correspondent with second and third research objectives and 

therefore answers second and third research questions.  

 

4.1.1. Findings of the first phase  

 

The current section demonstrates findings of the first phase and indentified perceived 

factors of the celebrity chefs which triggers eWoM motivations. The perceived factors of 

celebrity chefs were identified through a Nethnographic study. The table below shows 

identified perceived factors of celebrity chefs.  

Findings of both phases are shown below as table,  
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Table 5: Reserch findings  

Research 
Objectives 

Themes Sub themes Relevance with the 
literature 

Derived From this research 

RO. 1 Factors of celebrity 
chefs 

  Netnography (phase 1) 

Semi – structured Interview (phase 2) 

1. Social Involvement  New addition to the 
literature 

Netnography (phase 1) 

Semi – structured Interview (phase 2) 

  Apprenticeship Program   

  Healthy eating campaigns   

  Charitable Work  Semi – structured Interview (phase 2) 

  Promoting different cultures  Semi – structured Interview (phase 2) 

2. Role Model  New addition to the 
literature 

Netnography (phase 1) 

Semi – structured Interview (phase 2) 

3. Credibility  Ohanian (1990)  

  Expertise   

  Trustworthiness   

  Attractiveness   
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  Characteristics of Celebrity 
chef 

New addition to the 
literature 

 

4. Inspirational  New addition to the 
literature 

Netnography (phase 1) 

Semi – structured Interview (phase 2) 

5. Passionate  New addition to the 
literature 

Netnography (phase 1) 

Semi – structured Interview (phase 2) 

6. Media Involvement  New addition to the 
literature 

Netnography (phase 1) 

Semi – structured Interview (phase 2) 

  Cooking Shows   

RO. 2 eWoM motivation   Semi – structured Interview (phase 2) 

1. Helping the 
businesses 

 Jeong and Jang 2011, 
Kreis and Gottschalk 
(2015) 

Semi – structured Interview (phase 2) 

2. Personal Factors of 
the participants 

  Semi – structured Interview (phase 2) 

  Collectivism (Henning- Thurau et al 
2004) 

 

  Pricipalism (Henning- Thurau and 
Walsh, 2003 ; Yoo and 
Gretzel 2008) 
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  Self-enhancement (Henning- Thurau et al 
2004) 

 

  Passion of the communicator New addition to the 
literature 

 

3. Quality Assurance  New addition to the 
literature 

Semi – structured Interview (phase 2) 

  Detailed information   

  Simplicity   

  Story of the video   

  Information related to 
Ingredients 

  

  Uniqueness   

  Visual appearance   

4. Social Factors   Semi – structured Interview (phase 2) 

  Gaining Social benefits (from 
the other participants) 

New addition to the 
literature 

 

  Social concern (Engel et al, 1993) 
Henning- Thurau et al 
(2004) explained this as 
‘altruism’. 
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  Social pressure (from the other 
followers) 

New addition to the 
literature 

 

  Collective Power (Henning- Thurau et al. 
2004) 

 

RO.3 Intervening factors   Semi – structured Interview (phase 2) 

1. Factors of celebrity 
chefs 

 New addition to the 
literature 

Semi – structured Interview (phase 2) 

  Perception about the chefs   

  Personal lifestyle of the chefs   

2. Personal Factors of 
the participant 

 New addition to the 
literature 

Semi – structured Interview (phase 2) 

  Self-protection   

  Personal perception   

  Not willing to engage in 
negative 
comments/environments 

  

  Disappointment from own 
performance 

  

3. Functional  New addition to the 
literature 

Semi – structured Interview (phase 2) 
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  Social media privacy setting   

  Similar type of comments   

4. Quality Assurance  New addition to the 
literature 

Semi – structured Interview (phase 2) 

  Lack of uniqueness of the post   

  

 



Findings of both phases contributed to the development of the final conceptual framework 

which is shown below on Figure 10 and Figure 11. Figure 10 illustrates final conceptual 

framework  which incorporates celebrity chefs perceived factors and eWoM motivation and 

addresses research objectives one and two. Figure 11 addresses research objective three 

and incorporates factors which intervenes eWoM motivation to create eWoM messages. 

 

Figure 10: Final conceptual framework (addressing research objectives one and two) 

 

 

 

Celebrity Chefs Factors

(Research Objective 1)

•Credibility -
•a. Expertise

•b.Trustworthyness

•c. Attractiveness 

•Social Involvement -
•a. Apprenticeship Program

•b. Healthy Eating 
Revolution

•c. Charitable Work

•d. Promoting Different 
Culture

•Role Model

•Inspirational

•Passionate

•Media Involvement 
(through cooking shows)

eWoM Motivation

(Research Objective 2)

•Helping the businesses

•Personal Factors of the 
Participants-

•a. Collectivism

•b.Principalism

•c. Self-enhancement

•d. Passion of the 
Communicator 

•Quality Assurance -
•a. Apprenticeship Program

•b. Healthy Eating 
Revolution

•c. Charitable Work

•d. Promoting Different 
Culture

•Social Factors -
•a. Gaining Social Benefit

•b. Social Concern

•c. Social Pressure (from 
other followers)

•d. Collective Power

eWoM Messages
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Figure 11: Final conceptual framework (addressing research objective three) 

 

Intervening Factors 
(Research Objective 3)

•Factors of Celebrity Chefs-

•a. Perception about the chefs

•b. Personal lifestyle of the chefs

•Personal Factors of the 
Particioants  -

•a. Self Protection

•b. Personal Perception

•c. Not Willing to Engage in 
Negative Comments/Environment

•d. Dissapointment from own 
performance

•Functional -

•Social Media Privacey Setting

•Similar Typers of Comments

•Quality Assurance -

•Lack of uniqueness of the post



 

Research Objective 1  

Research Objective 1:  

The first research objective intends to identify the perceived factors of celebrity chefs which 

trigger eWoM creation within the social media brand community of the celebrity chefs. The 

researcher conducted Nethnography study on the celebrity chefs’ social media pages to 

identify perceived factors of celebrity chefs.This identification of perceived factors was 

logical as the participants within social media page have already created eWoM and the 

researcher identified perceived factors which triggered the creation of these eWoM 

messages.  

The initial level of analysis was done by open coding. The researcher loosely used 

Ohanian’s (1990) source model (expertise, attractiveness and trustworthiness) to 

categorise the factors, while not being limited to the source credibility model. Alongside, the 

credibility factors (expertise, attractiveness and trustworthiness) four more new factors of 

celebrity chefs were identified – ‘social involvement’, ‘media involvement’, ‘inspirational’ and 

‘passionate’. These four factors are of significant importance as followers have contributed 

to eWoM which are related to the said factors.  

Ohanian’s Source Credibility Model 

Source credibility means ‘a communicator’s positive characteristics that affect the receiver’s 

acceptance of a message’ (Ohanian, 1990: 41). Source credibility comprises the expertise, 

attractiveness and trustworthiness of the communicator (Ohanian, 1990). The researcher 

thus used the source credibility model to categorise three factors of the celebrity chefs 

identified from the netnography study.  
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Expertise 

Source expertise shows the degree of perceived knowledge, skills and understanding that 

a celebrity possesses (Hovland et al., 1953). This research suggest that the eWoM can be 

triggered based on the expertise of the celebrity chefs. The more the expertise is visual and 

presented on social media the more probabilities of eWoM generation.  

Example,  

I always imagined how these people who are actually experts, skilful, can 

actually create something on a totally different level … with things … ingredients 

that I have never heard of … and how they actually know the science behind it 

…that if you add … that’s the thing, the science behind it … when you add five 

mls of this and two spoons of that, it creates this colour and that texture and that 

taste and that’s how it should be with your chicken … or something like that … 

so that’s what is very … that’s what is attractive to me to watch that … yeah… 

Trustworthiness  

Trustworthiness is the characteristic of believability, honesty and dignity possessed by the 

celebrity which consumers notice. Indeed, trustworthiness is a significant part of source 

credibility (Friedman et al., 1976). Consumers believe the message communicated is to be 

highly trusted when they accept the source as a trustworthy source (Hovland and Wiess, 

1951). For example, 

Yes … I have seen a few shows … I think, yes … I would definitely trust them … 

do you know what, because they are the experts … I am not … they have got 

the experience … I don’t … so … and I have seen the evidence of them helping 

other people … other businesses and the improvement … because they always 

show after few months how it looks and what … if they change and all that … 

and some actually … I think a significant number of businesses changed 

towards better … so I would trust them with … I would trust them, but then there 

is obviously the question of would I … everyone else’s preferences … let’s say I 

like my meal this way … they would do it that way … maybe I wouldn’t … my 

tongue wouldn’t like it … if you know what I mean … but I would definitely trust 
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them in most of their kind of aspect of cooking and maybe even in the restaurant 

business 

Attractiveness 

Attractiveness is another component of source credibility which refers to likeability, 

similarity and familiarity of the communicator. It has been suggested that the attractiveness 

of the source influences followers more (Joseph, 1982; Petty et al. 1983; Petroshius and 

Crocker, 1989; Erdogan, 1999). However, as we see below, in this research in terms of 

celebrity chefs it has been observed that the conduct of the celebrity, their characteristics 

are more likeable than their outward appearance: 

Well, coming back to Heston Blumenthal again, yes … I find him attractive 

because of the way he is … I just like the quirkiness about him … he is 

fascinating to watch … so that kinds of attracts me … I wouldn’t say it’s a 

physical thing, but it’s just his personality that I am attracted to, but I just like 

watching anything that he is on … yeah…  

Despite this popularity and the generation of millions of eWoM on daily basis, no 

research so far has shown interest in the factors which create eWoM within their 

social media page. Ohanian’s (1990) source credibility has been loosely used to 

categorise the identified factors. Ohanian looked at these three factors of celebrity, 

but from the viewpoint of celebrity endorsers’ source credibility. The credibility of 

celebrity owners has more positive impact on consumer attitude comapared to 

celebrity endorsers (Roy and Pansari, 2014).  In this research celebrity chefs are the 

owners of their own brand (in the context of personal branding) and thus different from 

celebrity endorsers. This research has identified additional factors of celebrity chefs 

which are not limited to Ohanian’s source credibility model. 

Social Involvement  

Celebrity chefs are considered high profile media personalities (Giles, 2000). They 

infrequently require the label ‘chef’, as they are considered entertainers (Caraher et al., 

2000) and star celebrities (Abend, 2010). As well as being experts on cooking, celebrity 

chefs take an interest in social and environmental issues. In this study, the researcher 
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found that celebrity chefs’ involvement with society has triggered eWoM creation in the 

following ways.  

Healthy Eating Campaigns  

Researchers focuses on Jamie Oliver’s aim to change problematic eating habits and 

encourage healthy eating. These include Warin (2011), who believes that celebrity chefs 

are involved in a novel form of promoting health intervention. The current study, however, 

has discovered that the social involvement of celebrity chefs in the form of healthy eating 

campaigns triggers both positive and negative eWoM within the social media brand 

communities of celebrity chefs. For example:  

I think he is very big on healthy foods and not eating sugar … I actually, ummm, had 

a … I left few comments on Jamie Oliver’s doing the help stuff, because he focused 

on not eating sugar and I am actually a non-sugar eater. 

However, the interview phase revealed that negative eWoM may relate to followers’ 

perceptions of spending more in order to follow healthy choices, as marketers sell healthy 

products at a higher price. An example from the interview phase: 

Organic … and what I found when I went and compared the market to see that 

organic foods are more expensive than general … if you want to buy, let’s say, 

cabbage … if you want to buy organic cabbage, it will be expensive, but it is 

basic cabbage … so that’s why sometimes I feel like it’s not for me … if I feel 

like I can select, ummm, healthy ingredients but I don’t need to actually go for 

organic food … I can source them from basic food but still have healthy living … 

so that’s why they don’t appeal to me very much, but other programmes… 

It was also found from the interviews that healthy eating in some respects is unappealing 

due to the eating habits of children.  

I mean … yeah, I do appreciate this … there is one teaches you to be able to 

eat than other people … you will be able to eat better. Yeah ... but I know some 

people do not agree with this sometimes, like … changing a whole menu … ’cos 
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some kids are fussy … for some kids, they may refuse … they may not eat at 

school. 

Even though this factor of celebrity chefs creates both positive and negative eWoM, no 

research so far has identified it as a potential factor for triggering eWoM. This study 

considers this factor important, as the main intention of the research is to identify the 

factors of celebrity chefs creating eWoM, and this factor does exactly that.  

Apprenticeship Programme 

In the netnography study, it was found that celebrity chefs have introduced apprenticeship 

programmes which enable students or unemployed people to gain employment in their 

restaurants. For example, Jamie Oliver made an effort to transform the lives of 

disadvantaged youngsters by providing them with training to become a chef. This 

programme provides them with an opportunity to pursue a career in the culinary sector. So 

far, no research has identified apprenticeship programmes as triggers of eWoM creation. 

This research has identified this factor, which is led by the celebrity chefs triggering eWoM 

generation. An example is drawn from the netnography study, where the eWoM is already 

being created: 

Apprenticeship is the way to go … Good luck, Jamie … Good luck to you guys 

as Jamie’s apprentice … 

Promoting Different Cultures 

The celebrity chefs seem to attract positive eWoM as the followers like the fact that 

the celebrity chefs promote different cultures through their cooking and social media 

posts. The followers belive that the celebrity chefs provide opportunity to taste 

different foods from other cultures  

 , ‘…they are bringing the world to us….’ 

Media Involvement 
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The celebrity chefs involve with cookings shows both in TV and social medias like youtube, 

food tube. Goodman et al. (2010) believe that, as entertainers, celebrity chefs play a role in 

mediating concepts of ‘good’ and ‘bad’ food. They are recognised as characters who have 

greater interest in food due to their existence in the food media and food world.  

This research has revealed the involvement of celebrity chefs with the media via cooking 

shows both on social media and TV, and via their online cookbooks. This involvement has 

triggered both positive and negative eWoM creation. However, to the best of the 

researcher’s knowledge, this factor has not been identified before as factor influencing the 

generation of eWoM.  

Inspirational 

The inspiration offered by celebrity chefs is one of the key factors generating eWoM among 

followers. Inspiration can be described as being enthused by others to do or to feel. From 

the netnography study, this research shows that celebrity chefs providing this feeling of 

enthusiasm in their followers not only generate eWoM, but encourage them to participate in 

cooking and other related aspects. Despite the positive influence on eWoM creation, this 

has not previously been recognised as a factor influencing eWoM.  

Moreover, being able to inspire their followers, celebrity chefs can also influence more 

eWoM within their social media brand communities. The more followers feel inspired, the 

more they will create eWoM, and thus help the personal branding of the celebrity chef. For 

example:  

Yeah … they inspire me … Yeah, this kind of programme inspires me a lot … 

this is why I like these programmes … American MasterChef … British 

MasterChef programmes … because … my … I have an interest in food and I 

like to copy their foods … I do shopping … I try to cook what they cook in the TV 

programmes 
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Passionate  

The passion or the powerful emotion celebrity chefs show towards the food as well as food 

related concern for the public good influence their followers to admire by generating eWoM. 

The celebrity chefs potrays passion through their work, concern and lifestyle.  

Besides being a factor influencing eWoM, passion or being passionate helps the celebrity 

chef and their personal brand to achieve a goodwill gesture, which definitely attracts their 

followers to create more eWoM and thus creates a circle of eWoM generation. For 

example:  

Well, I think ‘passionate’ is the best word to describe him … ummm … you can 

see it in all his TV shows, but TV shows are made a certain way, but even if you 

look at any interview he does … ummm … you can see that his priority is the 

food … it’s his life and I think the thing he is most passionate about is his family, 

except that he definitely … you can say that passion is the best word to describe 

him… 

Role Model  

Celebrity chefs were accepted as role models by a significant number of followers. They 

serve as examples of the attitudes, values and behaviours related to their diversified roles. 

These diversified roles, their credibility, media involvement, social involvement, passion 

and inspiration portray them as a role model to their followers, which leads the followers to 

generate eWoM in the social media brand community.  

As such, the term ‘role model’ refers to the combination of all those factors discussed 

above. The term is associated with an individual whose example, behaviour or success can 

be emulated by others. However, although a number of people consider the celebrity chefs 

as role models, the interview phase of the current research reveals that some of the 

interviewees do not see them as role models, as their occupation is not related. However, 

they recognise them as role models in terms of their perseverance, achieving excellence 
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and achieving their goals in life. Moreover, some of them opined that the celebrity chefs are 

definitely a role model for those who want to pursue an occupation within the food industry. 

To the researcher’s knowledge, celebrity chefs being role models has not been researched 

so far as a factor triggering eWoM. The role model factor is important for this research, as 

this concept not only creates eWoM, but also helps the celebrity chefs to gain more 

confidence and encouragement in their work. Moreover, this may encourage personal 

brand owners to pursue their credibility and other involvement in order to achieve role 

model status.  

  

4.1.2 Findings from the Second Phase of the Research 

The second phase of the current research focused on semi structured interviews to 

discover the underlying eWoM motivations triggered by celebrity chefs’ factors creating 

eWoM (objective two). This phase also focused on exploring the intervening factors of 

eWoM motivation which mediate eWoM creation (objective three).  

Research Objective 1  

When conducting the semi-structured interviews, the researcher also identified the factors 

of celebrity chefs which motivate eWoM creation (objective one). These factors are the 

same as the factors identified in the netnography phase except for some new factors: 

‘charitable work’ and ‘promoting different cultures’ under social involvement factors, while 

‘cooking style’ and ‘chef’s workplace’ also emerged from this phase. Moreover, the 

researcher merged ‘inspiration’ and ‘passion’ under one theme—namely, inner qualities of 

celebrity chef—as during the data analysis phase, this theme was best suited to address 

both factors. 

Charitable Cause  
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Celebrity chefs are frequently involved with charitable work. They are known as 

humanitarian leaders within the culinary community. Their aims are to eliminate hunger by 

raising funds, help children by providing food for their healthy development, help 

disadvantaged people by providing daily meals, and provide training for underprivileged 

young people.  

They act as probable mediators reshaping various unknown audiences. Their food reflects 

aesthetic hierarchies and present-day tastes which are created by the chefs. Consumers 

also seem to support the assertion that food has a definite utilitarian dimension (Bourdieu, 

1984; Parkhurst Ferguson, 2014). Hence, celebrity chefs have legitimised a culture that 

differs with different producers, while their artistic and economic factors also differ 

(Bourdieu, 1993). They promote different cultures by creating different cultural foods. Their 

way of connecting with society triggers eWoM creation within the social media brand pages 

of celebrity chefs. 

 

Research Objective 2  

The interview phase explores why the celebrity factors trigger eWoM creation. In order to 

explore why the celebrity chefs’ factors create eWoM motivation, the researcher asked the 

participants why they felt like commenting on the celebrity chef’s Facebook post. The 

answers from the participants indicate that some motivation is triggered by the factors of 

celebrity chefs which lead them to create the eWoM. As the participants commented on the 

page, it was straightforward to identify their motivation (triggered by the celebrity chef’s 

factors) behind commenting. From the interviews, this study identified the following 

motivations.  

Helping the Business  
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When a consumer expresses satisfaction with a product, then she or he subsequently want 

to help the business (Sundaram et al., 1998). Thus, ‘helping the business’ is a motivation. 

In this research, followers’ satisfaction with celebrity chefs’ factors and their desire to help 

the celebrities and the brand owned by the celebrities are found. It is observed that the 

followers believe the celebrities have done good work and they deserve a reward, and the 

reward can be given by positive eWoM: these followers demonstrate a positive type of 

commitment towards the celebrity chefs and their business organisations.  

These followers communicate their messages with the expectation that the celebrity chefs 

and their brands will continue to be successful (Hennig-Thurau et al., 2004). This motive is 

connected to general altruism. As such, similar psychological context is developed as the 

motive, or concern for others (Hennig-Thurau et al., 2004). Even though this refers to an 

altruistic action, a different category was formed, as the aim was to help the celebrity chefs 

and their brands rather than the receiver of the eWoM.  

Accordingly, followers consider the celebrity chef in terms of a social establishment that 

deserves help in the form of eWoM messages (Hennig-Thurau et al., 2004). Such a motive 

is reinforced by equity theory (Oliver and Swan, 1989), which posits that people expect fair 

and equitable exchanges. Hennig-Thurau et al. (2004) suggest that a follower or consumer 

wants to equalise by recommending or spreading eWoM about the company over the 

internet, but they only want to do this when they feel that they have received higher input or 

output. For example:  

I have made positive comments about something already on his page … I don’t 

mind people looking at it, because you said by putting positive or negative 

comments, that influences people … 

The follower intends to give the celebrity chef something in return for the satisfaction 

gained, and so the driver is gratitude. This motive derives from a similar psychological 

context to altruism, where followers feel that celebrity chefs provide a good performance 



Creating eWoM: Perceived Factors of Celebrity Chefs in the Context of Personal Branding in the UK 
 

163 
 

worthy of being rewarded by providing positive eWoM. This phenomenon refers to a form of 

commitment to the celebrity chefs and to the uniqueness of their various factors (Jalilvand 

et al., 2010).  

The current study has also revealed that followers get involved in suggestive eWoM in 

order to help the celebrity chefs. The motive is to make suggestions to help shape the 

celebrity chefs’ actions and their business, which they presume will be accepted and 

appreciated by others in the society. They think that by adopting their suggestions, the 

celebrity chefs can improve their actions and gain more success. For example,  

…Jamie Oliver or the page who are monitoring or controlling … it will be helpful 

for them as well … to overcome their fault … to improve their food quality … the 

page quality or the programme quality … that’s why I comment. 

Yes … I think, maybe, one day, a day around … a week down the way, year 

down the way, my opinion does create the difference that the expertise and the 

person who thinks they are best in their field … but when they see an opinion 

and feedback of the general public, they might bring those changes, alter those 

changes, bring into practice something good, which they will learn from my 

feedback … maybe according to them I am no one to judge them … of course I 

am no one to judge them … my opinion is not judging them, my opinion is 

actually feedback for betterment for tomorrow, so if they can do the same thing 

again … what best they can do in to it … so … the best they can incorporate … 

so I think my feedback may create a difference … after a certain period of time, 

when most of the people are having the same school of thought … then the 

celebrity chef might think what’s best and a new improvement they should bring 

into their existing approach for the betterment of the general public … so I think 

it does create a difference like this … 

The study also reveals that followers engage in eWoM as they want to help the celebrities 

by encouraging them. They believe that their eWoM will encourage the celebrity chefs and 

thus the chefs will do better. For example:  

…What drives me to make a comment … actually, in social media … we are 

very fortunate that we have social media … you can encourage the person … 
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so the comments ... likes that are encouraging … even though they are very big 

celebrities too ... you know also followers … that encourage them to work … 

Personal Factors of the Participants  

Personal motivation is one of the general classifications of the motivation for eWoM 

creation. Here, the literature includes self-enhancement, self-expression, power or status or 

prestige, reputation, venting negative feelings, extraversion, gaining self-esteem, revenge, 

self-reference and self-discovery within a personal motivation classification (Hennig-Thurau 

and Walsh, 2003; Hennig-Thurau et al., 2004; Yen and Tang, 2015). The findings of this 

study indicate similar personal motivations to those drawn from the literature. However, this 

study also contributes a new classification of personal motivation. 

Self-Enhancement 

This motivation incorporates motives which place emphasis on the communicator’s 

emotional benefits of eWoM. This motive integrates the original motive groups of 

‘expressing positive feelings’ and ‘self-enhancement’ suggested by Hennig-Thurau et al.’s 

(2004) model. This motivation (Engel et al., 1993; Sundaram et al., 1998) is realised by an 

individual’s desire for positive recognition from others. 

In this research, the followers share their positive opinions or experiences via eWoM 

communication. By sharing positive opinions, they seek to improve their image before other 

individuals by showing themselves as expert followers who possess better knowledge than 

others. For example, some of the interviewees disclosed the following in this study: 

…obviously some kind of reason we all use social media … and you kind of 

show that this information you first got … so want to show that ... you kind of 

update about the, you know … information … you get this information before 

anyone else so you kind of share. 
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…so … if I sometimes on Facebook or social media … we get very noticeable 

… when somebody … it comes in your news feed that okay … you have 

commented on that … 

I tend to be, to stay honest … yes, you are absolutely right, yes … sometimes 

you can see the tone of the message that … you want to stand out among the 

general public … that what you can judge from the message … and secondly, 

yes, I can’t deny that fact that … you want to say because you want to be 

pinpointed … you want to be ... people want to hear you. 

Principlism 

Principlism involves action for the benefit of the public good which can be described by 

normative commitment. Here the commitment refers to the sense of obligation towards the 

public. The followers or consumers within celebrity chefs social media brand community 

possess a strong sense of commitment toward the community and thus intend to help 

others by sharing knowledge via eWoM.  

For example:  

…right … so these are moral values … so basically ... if I feel like someone is 

being like immoral … I kind of tend to comment … like, stand up for what I 

believe is good … and I like to stand up for my beliefs and, like, what I feel like 

... it shouldn’t be … you know … a … swearing ... a … stuff like that … if I feel 

like that it wasn’t cool … I comment on that … or, like, if, totally honestly, like, if I 

feel like somebody is, like, taking the mick out of my religion, then I stand up for 

that … you know … things like that ... it is moral values … if I feel like … or 

somebody is treating somebody bad … I do stand up for, you know… 

Collectivism  

Motivation which aims to increase the welfare of a group collectively is known as 

collectivism motivation. Individuals driven by this motivation tend to contribute their 

knowledge with the aim of benefiting the whole group instead of individual or personal 

returns. When they identify themselves as members of social groups, individuals are driven 
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by the feeling that other individuals’ need within the group will be satisfied by their 

contribution. In this research, some of the followers share their knowledge via eWoM and 

want to help other individuals within the community by informing and motivating them 

regarding current burning issues related to the celebrity chefs and their work. For example: 

It does … yeah … it does sometimes, as I mentioned that … I am not really a 

person that would enjoy commenting … I am happy to share my voice … 

ummm, that people hear that and agree with me and that is, like, sometimes 

when I really want something to be really send odd … some message to be 

send odd … I will comment … yeah, I do. 

Passion of the Communicator  

It has been observed that the passion of the communicator for a subject creates eWoM 

motivation. Here, the strength of the passion governs the strength of the motivation to 

share. It has been observed before that the passion of the celebrity chefs influences eWoM 

creation, which is driven by followers’ motivation of admiring the passion of the celebrity 

chefs and thus helping the celebrity chefs, which is classified as ‘helping the business’. 

However, this research observes that the passion of the followers (who create eWoM) 

regarding the subject matter often drives their motivation to share eWoM. It is also 

observed that followers who are passionate about food and factors of celebrity chefs look to 

share eWoM within the social media brand communities of the celebrity chefs. To the best 

of the researcher’s knowledge, this motivation has not discussed in any prior research.  

Quality Assurance 

Various quality-related features of the posts made by the celebrity chefs, like the story of a 

video, the uniqueness of a post, detailed information about recipes or the visual 

appearance of the pictures creates eWoM motivation. However, these factors are passively 

related to celebrity chefs.  

Social Factors 
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Social factors involve three subfactors. 

Social Benefits 

This study reveals that one of the outcomes of delivering eWoM is that followers become 

part of the social media brand community of the celebrity chef. Moreover, alliance with an 

online community can be a social benefit for a follower or consumer, because of self-

identity and social integration. As such, the engagement of consumers in eWoM 

communication may be for reasons of participation and gaining belongingness within virtual 

communities (McWilliam, 2000), and thus gaining social benefit.  

For the purposes of this research, the followers of celebrity chefs engage in eWoM as they 

want to be a part of the celebrity chefs’ Facebook communities. This motivation is identified 

as influencing eWoM. For example: 

I feel that community … I feel the belongingness that I am part of the community 

… lots of people are liking, sharing, commenting … so I am also there. 

This research also observes that followers desire to be a part of these social media 

communities as they feel that, according to their values and interests, they will be accepted 

and valued within these communities. Hence, they look to communicate with similar-

minded individuals as well as express themselves. Moreover, the followers contribute their 

comments within the social media brand community with the intention of receiving social 

benefits. For example: 

…Umm ... I know … that kinds of makes me feel that I am contributing … 

contributing to the society, you know … 

Social Concern  

Another eWoM motivation observed within this research is concern for others.  
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In this research, the followers engage in eWoM communication as they want to help others 

by providing good recipes or important information related to health and safety, but they 

also want to rescue others from negative experiences. Consequently, both negative and 

positive experiences with the celebrity chef factors are involved. For example: 

… so, the more negative comments towards wrong things … the bigger the 

pressure, the more likelihood of … better likelihood of change from the 

restaurants … you know how it works … so that’s why I comment … it was not to 

express my opinion, just, you know, just because I want … it’s to start a change. 

It has been also found that, in terms of helping others, the followers want to inspire others 

to cook, while also seeking to introduce them to a new culture via the kitchen. For example: 

Yeah … because I know my mum and my family and also my friends, they do like 

cooking as well … so that kind of inspires them to do it … so if I like someone’s 

page, if I like someone’s picture and whatever … you know, cooking … I would 

comment on it and share it with my friends and be, like, ooohhh, I have actually 

tried this myself, this is good, you should try this out … and they would actually 

do it by themselves. 

According to Hennig-Thurau et al. (2004), this motive is associated with the idea of 

altruism. Altruism has been mentioned in the literature related to marketing (Carman, 

1992). Altruism refers to action taken for others without expecting any reward in return. In 

this research, the followers intend to help the receivers of eWoM to receive positive 

knowledge, as well as being conscious of its negative aspects. 

Collective Power 

This research also observes that, to help others, followers disseminate the extortion power 

of the company. The model suggested by Hennig-Thurau et al. (2004) includes platform 

assistance to promote motivation for providing eWoM, where the motivations are the 

exercise of power over companies and moderator-related utilities. Moderator-related 

utilities are not applicable within virtual communities and are not discussed here. However, 
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this study does include the exercise of power over companies. Here, the eWoM 

communicated can be available for the long term. As such, it is accessible to the receivers 

at any time. Therefore, followers who communicate a problem related to consumption can 

trigger the exercise of (collective) power over companies or over brands.  

As negative comments influence both a company and its perceived image, followers can 

use community verbalisations as a mechanism of power. Thus, eWoM messages offer an 

instrument to shift power from brands to consumers. This power is used more in cases 

related to criticism, which is expressed by a number of consumers (Hennig-Thurau et al., 

2004). 

In this research, the interviewees express that they create eWoM due to motivation related 

to disseminating collective power. Through this power, they feel motivated to create eWoM 

when they aim to change negative aspects evolving within the celebrity chefs’ social media 

communities. For example:  

So, the more negative comments towards wrong things … the bigger the 

pressure, the likelihood of … better likelihood of change from the restaurants 

…You know how it works … so that’s why I comment … it was not to express my 

opinion, just, you know, just because I want …. it’s to start a change… 

Social Pressure  

According to Picazo-Vela et al. (2010), consumers create eWoM because of perceived 

pressure. For example, follow-up invitations, emails or call from a seller provide a push to a 

certain degree where the consumers feel motivated to create eWoM. However, this 

research observes that the follower or consumer feels similar pressure—not from the 

company or seller, but rather from other followers. This pressure is felt by the 

communicator or follower when he or she sees other communicators write on the social 

media page. As such, the pressure is not consensual in relation to the other followers, but it 
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is perceived by the communicator. The communicator feels motivated to contribute to 

others’ comments as he or she wants to be a part of the discussion.  

Sometimes, when others make a comment on the page … hopefully, on that … I 

just talk about … 

Research Objective 3 

The third research objective was to explore why eWoM motivation does not always create 

eWoM. To discover relevant information, the researcher asked the interviewees if there 

was a situation when they felt like commenting but did not do so. This question investigated 

why the interviewee did not create eWoM despite having eWoM motivation. The findings 

reveal the factors which intervene in eWoM motivation to create eWoM within the social 

media brand community of celebrity chefs. The following underlying factors were revealed 

by the interviewees.  

Factors of the Celebrity Chefs  

Characteristics of the chefs’ personal lifestyle can be intervening factors which do not allow 

eWoM motivation to create eWoM. Being popular public figures, celebrity chefs have 

exposure not only of their culinary expertise, but also their personality and lifestyle choices. 

The followers base their personal perceptions on the lifestyle choices or personality of the 

celebrity chefs, which sometimes lead them not to create eWoM even though they have the 

motivation to do so. The followers do not want to engage with eWoM: either they want to 

keep themselves away from the negativity emanating from factors of these celebrity chefs, 

or sometimes they do not want to be part of something associated with the factors of 

celebrity chefs, where the choice depends on their personal perceptions. For example: 

…Because of, maybe … I know even though my comment would be positive, 

nice, soft, he will come back with very bad feedback … aaa ... very bad response 

or very negative response … better to keep zip instead of opening up in front of 

that person ... Yes. 
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Ummm … well ... let’s go into his personal life … like, how he divorced his wife of 

28 years … yes, I felt very strongly to say that you divorce your wife after 28 

years … but that’s a personal thing … so I said, you know what? … I am not 

going to … but that’s what I read on the news, that was nothing to do his … his 

profession … and his profession, that’s what I follow … not his personal life. 

Functional Factors  

It has been observed in this research that there are some factors which intervene in the 

eWoM motivation to create eWoM. Those factors are included within the theme of 

functional factors, as they relate to the functionality of social media.  

Social Media Privacy Setting  

 

Social media privacy settings intervene in followers’ eWoM motivation to create eWoM. 

Prior research relating to information privacy also reflects on the way individuals manage 

privacy and disclosure within the privacy boundaries (Petronio, 2002). Maintaining privacy 

is closely related to what and how we present to others, which is studied under impression 

management theory. This theory suggests that it is individuals’ conscious decision to reveal 

particular aspect of their lives (Goffman, 1959, 1990).  

It has been observed that users of Facebook protect their privacy by restricting self-

disclosure, which is done by not posting personal information. The strategy of managing 

privacy refers to the care taken over suitability, possessing friends but disclosing less 

(Hogan, 2010). At the same time, individuals taking the same approach want to avoid non-

approval. However, adopting this strategy seems difficult because of the increasing number 

of friends, which include individuals from various social circles—for example, family 

members, friends, colleagues, acquaintances, etc. (Hogan, 2010, Marder et al., 2016).  

In order to gain acceptance from within this large groups of friends, individuals evaluate 

how they can portray their list of friends. Hence, they only post restricted information which 
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will not damage their reputation (Hogan, 2010; Krämer and Haferkamp, 2011). This 

research also identifies such behaviour within the interviewees who, in order to manage 

their reputation, do not engage in eWoM even though they have eWoM motivation. For 

example:  

There are times like this … I think, this is more to do with how the social media 

works … because I think when you put comments on public people … that 

comment shows up in your friends’ post as well … ummm … so sometimes I 

think … unnecessary, I don’t put, you know, comments. 

Similar Types of Comment 

On social media, users express their thoughts, feelings and experiences in the form of text 

messages. As such, it is important to investigate the linguistic style and characteristics of 

these messages. A recent study shows that linguistic characteristics like authenticity and 

message length influence readers’ perceptions (Barasch and Berger, 2014). However, only 

a few researchers have focused on the effects of the characteristics of content and 

linguistic style (King et al., 2014).  

In this research, the findings suggest that similar types of language or comment have 

intervened in the eWoM motivation to create eWoM. The followers find that there is no 

need to convey similar thoughts to those mentioned several times by other followers. 

…and some other cases, ummm, when I went to the comment box and then I 

saw the comment I was going to make … already some other followers, they 

made the same kind of comment … so I thought … okay, it’s not, it’s not worth it 

… there’s no point making the same kind of comment … there are already a lot of 

people commenting on the same subject and they are talking about the same 

thing I was going to say ... so … these are the things … 

Personal Factors 
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Personal factors like an unwillingness to engage in negative environments, disappointment 

with their own cooking, self-protection from social media, and personal perceptions may not 

allow eWoM motivation to lead to eWoM, as in the following examples 

Not Willing to Engage in Negative Environments 

…I wanted to do that before and it kind of boils the steak and doesn’t give you the 

right texture and I wanted to make a comment saying that … that’s not the best 

… using an oven is better … but I tend not to leave too many … I don’t want to be 

the hater on the internet … so I tend not to leave negative comments on the 

internet as much unless someone really, really upsets me … but that does not 

happen with situations like celebrity chefs. 

Disappointment with own Cooking 

…Yeah ... there was a time … I actually did try … and make, aaa … food by 

myself from one of the chefs … but … it didn’t turn out to be the way I wanted it to 

turn out … so ... the way, you know, it was laid out on the paper that they posted 

… umm … it didn’t turn out as it was there … it was different … because I burnt it 

… so I didn’t end up posting it … but it tasted … well, you know [laughter]. 

Self-Protection 

Yeah … I am sure there was … I mean … I think … totally honest, if I feel that 

there are too many haters, I’m not going to comment… 

Personal Perception 

With the positive … I think it is mainly because … ummm … I didn’t want to 

sound, like, too into the chef … like ummm ... I didn’t want to sound like … ummm 

… what’s the word … like a fan club kind of person, like I comment on everything 

and I am always positive … I didn’t want to do that … so yeah, I can go over the 

top sometimes about commenting, but I didn’t want to sound too much that 

people are going look at it and judge, and they may even comment as well. 

Quality Assurance  
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The quality of social media pages motivates consumers to engage with social media. 

However, in this study, the researcher finds uniqueness to be one of the key aspects of a 

quality post. A lack of uniqueness of the post counters the motivation of the follower to 

create eWoM. As such, the researcher believes that the uniqueness of the post is essential 

to attract consumers to engage in eWoM.  

I found something is very innovative sometimes … you know, it’s like general 

sense sometimes I found is very innovative … and then I realise that someone 

has done it before and it is not very innovative. 

Other Findings  

There were some surprising findings, which are mentioned below. 

One of the intervening factors explaining why followers do not take eWoM action even if 

they have eWoM motivation is the massive quantity of eWoM created every day. This may 

lead their comments to be unnoticed, which intervenes in followers’ eWoM motivation:  

… It’s just … I don’t know … I really don’t know why [laughter] … probably I just 

thought that my comment was going to be lost in a massive sea of over a 

thousand comments on something … so what’s the point of saying it anyway? 

This study uncovered suggestions which indicate that followers will be more motivated to 

create eWoM if the celebrity chefs or their social media managers reply to their comments:  

… [laughter] yes … there is a sense of expectation. Maybe I will receive a reply ... 

but it’s not a must thing … but I have a sense of, you know … as I have left a 

comment or a query … I have that feeling maybe I will receive a reply … but not 

necessarily…you know. 

It is also found that a lot of eWoM is created to defend celebrity chefs. The followers 

identified that they create defensive eWoM due to motives of self-projection, encouraging 

the chefs, their own benefit and moral obligation.  
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At the same time, other followers do not engage in defensive eWoM due to not having 

strong ties with the celebrity, viewing criticism as a part of celebrity life, respecting others’ 

opinions, self-protection, an unwillingness to be negative, and personal perceptions.  

… I thought about it … but then again, I just said it is other people’s opinion, so 

… if somebody feels negative about something, and then for me to come and tell 

them no, you should not feel that way … because I think that this chef is this, this 

chef is that … then it’s very hard for me to do that to somebody else … because I 

know they have their feelings, their experiences … what’s negative to one person 

might not be negative to another … so for me to go on and say no, you should 

not say that ’cos I think this chef is this, this chef is that … everybody tends to 

have their own opinion on things … so I just don’t comment on the people who 

made negative comments. 
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5.1 Introduction  

This current chapter presents an overview of the findings discussed in the prior chapter. In 

addition, the findings are discussed in relation to the literature, the research questions, and 

the aim and objectives of the research. The research aim is to identify the factors of 

celebrity chefs (in the perspective of personal branding) which trigger eWoM creation. This 

chapter aims to answers the subsequent research questions:  

1.To explore the perceived  factors of celebrity chefs which triggers eWoM within celebrity 

chefs social media brand community.  

2.To identify  the eWoM motivation which was triggered by the perceived factors of 

celebrity chefs. 

3. To explore the perceived factors which intervene  eWoM motivation to create  eWoM 

messages. .  

As such this reseach is raising following questions: 

1. What are the perceived factors of celebrity chefs triggering eWoM within celebrity 

chefs’ social media brand community? 

2. What are the eWoM motivations triggered by these perceived factors of celebrity 

chefs? 

3. Why in some casesthese eWoM motivations get intervened to createeWoM 

messages? 

5.2 Answering the Research Questions 

This section aims looks to answer the research questions, focusing on the data gathered 

through data collection and the literature review.  
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5.2.1 Research question 1. What are the perceived factors of celebrity chefs 

triggering eWoMM motivation within celebrity chefs’ social media brand 

community? 

To explore the perceived factors of celebrity chefs that triggers eWoM motivation. 

 

The current section explains the discussion of the first phase and second phase of the 

study. In the first phase the researcher intended to indentify the potential factors of celebrity 

chefs which influenced the eWoM creation. The researcher carried out on Nethnography 

study on the celebrity chefs social media pages and the first phase involved non-

participants observation which is embedded within the social media brand communities of 

celebrity chefs. The findings of this observation suggested total six perceived factors  of 

celebrity chefs namely, Credibility (expertise, trustworthiness, attractiveness), Media 

Involvement (cooking shows, online books), Social Involvement (Heathy eating revolution, 

apprenticeship program), passion and inspiration, role model were identified. However, the 

second phase of the research involved semi structured interview which identified additional 

peceived factors of the celebrity chefs which influences eWoM motivation. Those factors 

are, cooking style and two sub factors namely charitable work and promoting different 

culture under social involvement factor totalling upto seven main categories of factors of 

celebrity chefs. The findings of this stage correspondence the first research objective and 

therefore answers first research question.  

To categorise the findings for first research question – perceived factors of celebrity chefs 

the researcher loosely used Ohanian’s (1990) source model to but not limited to the source 

credibility model.  
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Alongside of the credibility factors there were six more new factors of celebrity chefs were 

identified – ‘social involvement’, ‘Media involvement’, ‘inspirational’ ‘role model’ ‘style of 

cooking’ and ‘passionate’.  

Ohanian’s (1990) source credibility model was discussed before but as celebrity endorsers’ 

source credibility. A significant difference has been noted among a celebrity as an endorser 

and a celebrity as an owner. Roy and Pansari (2014) in their sports-based research 

examined the effectiveness of celebrity owners and celebrity endorsers. They argued that 

the credibility of celebrity owners has comparatively more positive impact on consumers 

than celebrity endorsers (Roy and Pansari, 2014).  In this research celebrity one of the 

famous restaurants those masterchef works. They identified main two dimension of the 

persona template related to the chefs by triangulating the view of the chefs on how the 

consumers of the restaurant sees them, the restaurant managers and the food critiques 

how they view the chefs and finally how the consumers of the restaurant view them. 

Combining all three view they focused on two dimension of chefs persona template, which 

are, the chef as an alchemist or savoir faire where they focused on the way the chefs 

transforms the raw chefs are the owners of their own brand (in the context of personal 

branding) and thus different from celebrity endorsers.  

On the other hand, Dion and Arnould (2016) focused on persona-fied brand where the 

procedure of persona-fication of brands involve specific qualities related to brand which are 

related with certain human characteristics. They looked at masterchef winners in France 

and materials of food to tasty dishes and the chef as an artist who can create culinary 

artwork (Dion and Arnould,2016). However, they focused on the system behind personified 

brands. They identified two models related to brand management via persona. Firstly, the 

disjointed persona-fication of the brand that is focused on fragmatation of creation and 

execution facets of the brand persona. Here the master chef is the creator and in charge of 

execution of work to other managerial chefs as the practice of extravagance industry where 

product acceptability is focused on the artistic director’s charisma (Dion and Arnould, 
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2011). Secondly, the conjuction of diverse facets of brand person creates unified persona-

fiction of brand which focuses on the chefs to be on a romantic vision as well as personified 

on their art (Becker, 1982). 

Intersetingly, the current research did recognise the celebrity chefs as an artist (who 

perform culinary art) and an alchemy (who transforms the raw ingredients to tasty food). 

However, they were they were embaded in ‘expertise’ factors of celebrity chefs.  

One of the main difference between Dion and Arnould (2016) and this research is they had 

prior focus on only the persona of a chef and developed their understanding from the view 

of the chefs about how their consumers may see them as well as how the executive 

managers and finally how the consumers view them. On the other hand, the current 

research did not have any prior focus of the factors of the celebrity chefs. The non-

participants observation revealed the factors of celebrity chefs from the eWoM which was 

already generated by the followers or consumers. Therefore, unlike Dion and Arnould 

(2016) this research focused on only the followes or consumers view of the celebrity chefs 

which lead them to create eWoM.  

Moreover, this research was carried out within the social media platform and focused on 

the eWoM communication where the followers communicate based on the aspects they 

can see on the post or as well as real life. Whereas Dion and Arnould (2016) carried out 

research based on the restaurants where consumers can meet the chefs personally as well 

communicate with the celebrity chef directly.  

Finally, this reseach focused on eWoM creation within the celebrity chefs social media 

brand community but Dion and Arnould (2016) focused on brand management based on 

one of the famous restaurant in France.   

The seven factors of celebrity chefs identified in this study are of significant importance as 

followers have frequently expressed substancial amount of eWoM regarding these factors. 



Creating eWoM: Perceived Factors of Celebrity Chefs in the Context of Personal Branding in the UK 
 

181 
 

Moreover, the new six.factors have contributed to the literature related to celebrity chefs as 

well as personal branding. The each factors are disucussed below.  

Expertise: 

The expertise refers to be one of the factors of Ohnian’s source credibility model. The 

consumers perceive the celebrities to possess a high level of expertise and is influenced by 

the message communicated within the post as well as within the eWoM developed 

(Ohaninan, 1991). The expertise of a source is their qualification which actively influences 

the consumers to pursue eWoM motivation and eventually motivates them to spread eWoM 

messages. As such, in oreder to posses eWoM motivation, the followers must view the 

celebrities as an expart.  

This research suggest that the eWoM can be triggered based on the expertise of the 

celebrity chefs. The more the expertise is visual and presented on social media the more 

probabilities of eWoM generation.  

 

Trustworthiness:  

 

This is another factors involved in Ohanian’s source credibility model. Consumers believe 

the message communicated is to be highly trusted when they accept the source as a 

trustworthy source (Hovland and Wiess, 1951). This research reveals that the followers 

have mix feelings regarding trusting the celebrity chefs. Some of them trust the celebrity 

chefs without any doubt in mind whereas some of them trust them only when they can see 

relevant proof or logic on the aspects.  
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Attractiveness:  

 

Attractiveness is the last component of source credibility. McGuire (1969) suggested that 

source attractiveness actively influences the efficiency of the communicated message. 

Attractiveness refers to three attributes – the likeability, similarity and familiarity of the 

communicator. Similarity is characterised as the perceived similarity among the celebrity 

and the follower. Familarity then refers to the knowledge gained by the follower regarding 

the celebrity. Finally, likeability refers to the follower liking the celebrity due to the 

celebrities’ external appearance, qualification and conduct of the celebrity (McGuire, 1969), 

that is, when the source is considered as attractive by the followers that influences eWoM 

motivation of the followers (Joseph, 1982; Petty et al., 1983; Petroshius and Croker, 1989; 

Erdogan, 1999).  

However, as we see below, in terms of celebrity chefs it has been observed that the 

conduct of the celebrity, their characteristics are more likeable than their outward 

appearance: 

‘…Well, coming back to Haston Blumenthal again, yes…I find them attractive because of 

the way he is…I just like the quirkiness about him…he is fascinating to watch…so that 

kinds of attracts me…I wouldn’t say its physical thing but it’s just his personality that I am 

attracted to but I just like watching anything that he is on…yeah…’  

 

Social Involvement:  

Social involvement factor focuses on the involvement of the celebrity chefs have with the 

society which triggers eWoM motivation of their social media brand followers. The social 

involvement involves four sub factors namely, healthy eating campaigns, apprenticeship 
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program, charitable cause and promoting different cultures. Heathy eating campaign looked 

at the celebrity chefs involvement to change the problematic eating habit by encouraging 

healthy eating. Hollows and Jones (2010) identify Jamie Oliver as a moral entrepreneur 

who blends moralised food campaigns with profit creation. However, surprisingly this factor 

created both negative and positive eWoM. The positive eWoM relates to praising the 

celebrity chefs for being concerned about the public health and think about the wellbeing of 

the public by promoting healthy eating. However, the negative eWoM relates to the view 

regarding healthy school meal which projects view of the parents and children who opines 

that the children should have moderate healthy food giving them opportunity of trying other 

less healthy foods. Moreover, the sugar tax created numerous eWoM as the group of 

people who due to their medical condition requires sugar.   

At the same way apprenticeship program triggered both positive and negative eWoM. For 

example, Jamie Oliver made an effort to transform the lives of disadvantaged youngsters 

by providing them with training to become a chef. This programme provides them with an 

opportunity to pursue a career in the culinary sector. Besides of praising eWoM related to 

the celebrity chefs providing career opportunity to underprivileged motivated individuals, the 

apprenticeship program triggered negative eWoM when career opportunity was provided to 

an individual rehabilitated after committing crime of murder.  

Lastly, the celebrity chefs educating themselves about different cuisine from different 

cultures all over the world which enables them to promote different cultures through their 

cooking shows and other social media post. Moreover, they are providing the taste of the 

food fom other cultures so that the followers and consumers can consume different cultural 

taste without visiting those places, as some followers opined, ‘…they are bringing the world 

to us….’ 

As dicussed above due to the nature of these forms of social involvement the celebrity 

chefs triggering eWoM motivation within their social media brand community.  This is new 
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factor which from the best knowledge of the researcher has not been discussed in literature 

so far.  

Media involvement through Cooking shows:  

Food media is a fairly universal form of entertainment on TV, in magazines and in books all 

over the world. Goodman et al. (2010) believe that, as entertainers, celebrity chefs play a 

role in mediating concepts of ‘good’ and ‘bad’ food. They are recognised as characters who 

have greater interest in food due to their existence in the food media and food world.  

Celebrity chefs generate millions in revenue and simultaneously build on close 

relationships with consumers and followers by contributing to television shows, social 

media and websites. Food TV is enormously widespread among consumers (Adema, 

2000), and customers watch celebrity chefs principally for entertainment purposes (Lane 

and Fisher, 2015).  

This research has revealed the involvement of celebrity chefs with the media via cooking 

shows both on social media and TV, and via their online cookbooks. This involvement has 

triggered both positive and negative eWoM creation. However, to the best of the 

researcher’s knowledge, this factor has not been identified before as factor influencing the 

generation of eWoM. Their media involvement also helps celebrity chefs to spread not only 

their culinary expertise, but also the image of their personal brand. Moreover, they can 

portray themselves as moral chefs by appearing in the media voicing their concerns 

regarding health-related issues.  

Inspirational:  

The inspiration or enthusiasm other individuals receives from celebrity promotes eWoM 

motivation. This factor not only generate eWoM but to participate in cooking and other 

related aspects. Despite of positive influence on eWoM creation this factor has not been 

recognised as eWoM influencing factors in previous researches. The more followers feel 
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inspired the more they create eWoM and thus help the personal branding aspects of the 

celebrity chefs.  

 

Passionate:  

Celebrity chefs show powerful emotions towards food and their work. This passion of 

celebrity chefs influences their followers to admire them by generating eWoM. The passion 

or strong drive of the celebrities for food and their passionate concern for the wellbeing of 

people is reflected in their behaviour or lifestyle as well as in their work. This strong drive is 

appreciated by followers and leads them to generate eWoM.  

Hence, passion has become a mandatory criterion for celebrity chefs to possess, as their 

followers demand this passion. This strong drive are being appreciated by the followers and 

lead them to generate eWoM. This factor also was not discussed in previous literature.  

Role model:  

The celebrity chefs serve as an example of the attitudes, values and behaviours related 

with their diversified roles as such viewed as role model. These diversified roles, their 

credibility, media involvement, social involvement, passion and inspiration portraits them as 

a role model to their followers which lead them to generate eWoM on the social media 

brand related community. However, some of the interviewee did not see them as role 

model as they believe that celebrity chefs can be role model for those who peruse career in 

food industry and their occupation is not related. But, they recognise them as role model in 

terms of being perseverance, achieving excellence and achieving goal in life. So far, as of 

the knowledge of the researcher the factor of celebrity chefs being role model was not 

researched as a factor triggering eWoM. The factor role model is important for this research 

as this concept not only creates eWoM but this may encourage the personal brand owners 

to persue their credibility and other involvements in order to achieve the role model status.  
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Research Question 2:   What are the eWoM motivations triggered by these perceived 

factors of celebrity chefs? 

Research Objective 2: To identify  the eWoM motivation which was triggered by the 

perceived factors of celebrity chefs. 

 

This section includes the findings of second phase of this reseach which focused on semi- 

structured interview in order to discover the underlying eWoM motivations triggerd by 

celebrity chefs factors which create eWoM (objective two). In order to explore why the 

celebrity chefs factors creates eWoM motivation the researcher asked the participants why 

they feel like to comment on the celebrity chefs Facebook post. The answers from the 

participants indicate that there is some motivation triggered by the factors of celebrity chefs 

which leads them to create the eWoM. As the participants commented on the page already 

it was evident to identify their motivation (which is triggered by the celebrity chefs factors) 

behind generating eWoM. The interviewee identified total  four main category with their sub 

category of eWoM motivaton has been identified namely, Social Factors (Social Pressure 

from the participants, Collective Power, Social Concern,  Gaining Social Benefits from the 

participants), Personal factors of the communicator (Passion of the communicator, 

Collectivism, Principlism and Self enhancement), Quality assurance and Helping the 

business. Among these eWoM motivation – Helping the business, Collective Power, Social 

Concern, Social Benefits, Collectivism, Principlism and Self enhancement, and Quality 

Assurance- have been identified by prior reseachers. Moreover the study revealed some 

new eWoM motivation – Social pressure, Passion of the communicator  which hasn’t been 

discussed in literature yet.  

So far eWoM motivation has been researched several times in previous reseaches.  EWoM 

motivation has been considered in diverse contexts, for instance online platforms used for 

dieseminating opinions (Cheung and Lee, 2012; Yen and Tang, 2015), virtual communities 
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(Hennig-Thurau et al., 2004), SNS (Luarn et al., 2015; Yen and Tang, 2015) and websites 

related to travel and restaurants (Yoo and Gretzel, 2008; Yang, 2013). The outcome of  

these research focuses on identifying a number of factors influencing eWoM involvement.  

However the overall review of literature related eWoM potrays inconsistency within the 

approaches to recognizing, conceptualising and organising eWoM motivations. The main 

difference between the researches in this stream of literature is research setting and 

adopted methods.  A substantial number of reseach, for example, Hennig-Thurau and 

Walsh (2003), Hennig-Thurau et al. (2004), Cheung and Lee (2012) focused on motivation 

related to eWoM discussed the reasons for eWOM creation within the online platforms.  

Moreover, Majority of the researchers, in regards to the methodology, adopted surveys, for 

example, Hennig-Thurau and Walsh (2003), Hennig-Thurau et al. (2004), Cheung and Lee 

(2012) focused on survey.  However, limited studies, Burton and Khammash (2010), 

Khammash and Griffiths (2010) have incorporated qualitative design. 

`In lit of the above findings from the previous studies very less research has foucsed on 

factors of celebrity chefs which trigger eWoM motivations. As such very less is known 

about the eWoM motivations triggers by the celebrity chefs within their social media brand 

community. Moreover, the qualitative approach of the study facilitated to gain deeper 

insight of the factors triggering eWoM motivation. Furthermore, this study identified new 

eWoM motivations which may contribute to the celebrity chefs personal brand relate 

literature.  

 Helping the business:  

When the consumer express satisfaction regarding a product then she or he subsequently 

want to hep the business (Sundaram et al. 1998). Thus ‘helping the company’ motivation 

derive. They intend to communicate this message with the expectation that the celebrity 

chefs and their brands will remain successful (Hennig-Thurau et al. 2004). These followers 
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communicate their messages with the expectation that the celebrity chefs and their brands 

will continue to be successful (Hennig-Thurau et al., 2004). This motive is connected to 

general altruism. As such, similar psychological context is developed as the motive, or 

concern for others (Hennig-Thurau et al., 2004). Even though this refers to an altruistic 

action, a different category was formed, as the aim was to help the celebrity chefs and their 

brands rather than the receiver of the eWoM. The current study also discovers that the 

followers get involved in suggestive eWoM in order to help the celebrity chefs. The motive 

behind that they want to shape the celebrity chefs actions and their business as per their 

suggestions which they presume will be acceptable and appreciated by others in the 

society. They think that by adopting their suggestions the celebrity chefs can improve their 

actions and gain more success. The study also found that the followers engage in eWoM 

as they want to help the celebrities by encouraging them (Jalilvand et al., 2010). They 

believe that their eWoM will encourage the celebrity chefs and thus the chefs will do better.  

Personal factors of the participants:  

The findings of this study indicates similar personal motivations as drawn on the literature 

self-enhancement, self-expression, power or status or prestige, reputation, venting negative 

feelings, extraversion, gaining self-esteem, revenge, self-reference and self-discovery 

within a personal motivation classification (Hennig-Thurau and Walsh, 2003; Hennig-

Thurau et al., 2004; Yen and Tang, 2015). However, this study also contributed new 

classification of personal motivations. 

 

Self-enhancement: 

This self-enhancement motivation (Engel et al. 1993; Sundaram et al. 1998) is persueded 

by individual’s wish for optimistic acknowledgement from individuals. In this research, the 

followers exchange their positive opinions or experiences via eWOM communication.  By 
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sharing positive opinions they intend to improve their image between others individuals by 

showing them as experts followers who possess better knowledge than others. According 

to Hennig-Thurau et al. (2004), this drive occurs in line with particular self-related needs of 

the followers, their underlying want that can be satisfied only via social communication. The 

eWoM read by other individuals then permits the communicator or followers to achieve a 

perceived level of social status, which plays an important role in the communicator’s or 

followers’ self-concept. The eWoM read by other individuals permits the communicator or 

the followers to achieve perceived level of social status which plays important role on the 

communicators or followers self concept.  

Principlism:  

The motivation for upholding some moral principle is known as principlism. The utilitarian or 

justice principle of utmost good for the highest number of people is an example of 

principlism. A number of empirical researches (e.g. Hennig-Thurau and Walsh, 2003; Yoo 

and Gretzel, 2008) support the prognostic power of principlist motivation in individuals’ 

behavioural intention.  

Principlism involves action for the public good, which can be described in terms of 

normative commitment. Here, commitment refers to the sense of obligation towards the 

public. Hence, within the social media brand community, due to the high sense of obligation 

to the community, individuals feels obliged to help other individuals by contributing 

knowledge. They thus contribute their knowledge for the wellbeing of the other individuals. 

This moral obligation results from principlism.  

In this research, within the celebrity chefs’ social media brand community context, followers 

view their knowledge as a means of public good. Due to this moral obligation and 

community interest, they are motivated to exchange knowledge with other individuals. 

Followers or consumers within celebrity chefs’ social media brand communities possess a 

strong sense of commitment to the community and thus intend to help others by sharing 
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knowledge via eWoM. Therefore, this research believes that the chance of spreading 

eWoM increases when the followers or consumers of the celebrity chefs’ social media 

brand communities have a stronger sense of moral obligation. 

 

Collectivism:   

The motivation which aims to increase the welfare of a group collectively is known as 

collectivism motivation. In this research, some of the followers share their knowledge via 

eWoM and wants to help other individuals within the community by informing and 

motivating them  regarding current burnig issues related to the celebrity chefs and their 

works. By its nature, collectivism motivation is connected to social identity theory, which 

contends that a person achieves social identity within the groups to which they belong.   

 

Passion of the communicator:  

 

It has been observed for the first time in this reseach that the passion of the communicator 

about the subject creates eWoM motivation. Here the strength of the passion governs the 

strength of the motivation to share. However, this research observed that the passion of the 

followers (who creates eWoM) regarding the subject matter often drives their motivation to 

share eWoM. It has been observed that the followers who possess passion regarding food 

related and factors of celebrity chefs intends to share eWoM within the soial media brand 

community of the celebrity chefs. As per the knowledge of the researcher, this motivation 

was not discussed in any prior research.  

Quality assurance: 
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Various quality related feature of the posts made by the celebrities like story of the videos, 

uniqueness of the post, detailed information about the recipes, visual appearance of the 

pictures create ‘enforcing service excellence’ and ‘consumers empowerment’ motives. 

However, these factors are passively related to celebrity chefs.  

Social Factors: 

Three social factors have been observed in this research which are social benefit, social 

concern, collective power and social pressure. 

Social Benefits:  

It may be believed that the engagement of the consumers in eWOM communication is for 

participating as well as to gain belongingness within virtual communities (McWilliam, 2000; 

Oliver, 1999) and thus gain the social benefit. This research also observed that, followers 

desires to be a part of these social media communities as they possess the feelings that 

their values and interests as such they are accepted and valued within this communitites. 

They intend to communicate with the similar minded individuals as well as express 

themselves. Moreover, the followers contribute their comments within the social media 

brand community with the intention to receive social benefits. 

Social Concern :  

In this research, the followers engage in eWoM communication as they want to help others 

by providing good recipes or important information related to health and safety, they also 

want to rescue others from undesirable experience. This motivation is referred to in the 

research by Engel et al. (1993), who explain that eWoM in online communities may 

originate from an intention to help other customers in their purchase decisions so that they 

do not experience anything negative.  
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This eWoM motivation involves both negative and positive experiences related to the 

celebrity chefs factors. It has been also found that, in the form of helping others the 

followers want to inspire others to cook and also want to introduce them with new culture 

via the cuisine. In this research the followers intended to help the receivers of eWOM to 

receive positive knowledge as well as be conscious of the negative aspects. Hennig- 

Thurau et al. (2004) discussed and named this motive as altruism. Altruism has been 

discussed intensively within the literature related to philosophy (Hennig-Thurau et al., 2004; 

Nagel, 1970; Paul and Miller, 1993). Altruism is a motivation related to concern for others, 

which guides individuals to share experiences. This research identifies that the followers 

being mindful of the positive and negative aspect of altruism, intends to help the receiver of 

the eWoM message.  

Collective Power: 

This research also observed that, to help others the followers diseminate extortion power of 

the company. This power is used more in cases related to criticism which is expressed by 

the number of consumers (Hennig-Thurau et al., 2004). In this reseach, the interviewees 

expressed that they create eWoM due to their motivation related to dissementing collective 

power. Through this power they feel motivated to create eWoM when they intend to change 

negative aspects evolving within the celebrity chefs social media community. 

Social Pressure:  

As per Picazo-Vela et al. (2010) consumers create eWoM because of the perveived 

pressure. For example, the follow up invitations, emails or call from the seller provide push 

in a certain degree that the consumers feel motivated to create eWoM.  However, this 

research observes, the followers or consumer feels similar pressure but not from the 

company or seller but from the other followers. This pressure the communicator or follower 

feels when he or she sees other communicators write on the social media page. As such 

the pressure is not consentual from the other followers but this pressure is perceived by the 
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communicator. The communicator feel motivated to contribute to the comments on others 

as he feels to be a part of the discussion.  

Research Question 3. Why in some cases these eWoM motivations get intervened to 

create eWoM messages? 

Research objective 3: To explore the perceived factors which intervene  eWoM motivation 

to create  eWoM messages.  

 

The third research objective is to explore why the eWoM motivation does not create eWoM. 

To discover the information the researcher asked the interviewees if there was a situation 

when they feel like to comment but did not comment. This question investigates why the 

interviewee does not create eWoM even though they have eWoM motivation. The reseach 

identified three main category of factors which act as the intervening factors. They are, 

Factors of the celebrity chefs, Personal Factors (Accomplishment of personal needs, Not 

wiling to engage in negative environment, Dissapointment from own cooking, Personal 

perception), Functional factors (Social media privacy setting, Similar types of comments, 

Quality Assurance).  

 

Factors of the celebrity chefs:   

The followers draw their personal perception on the lifestyle choices or personality of the 

celebrity chefs which sometimes lead them not to create eWoM even though they have the 

motivation. The followers don’t want to associate with the eWoM either they want to keep 

themselves away from the negativity derived from the factors of these celebrity chefs or 

sometimes they don’t want to be part of something associate with the factors of celebrity 

chefs where the choice depends on their personal perception. 
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Functional factors:  

It has been observed in this research that there are some factors which intervenes the 

eWoM motivations to create eWoM. One of them is social media privacy settings. The 

Facebook privacy setting shows in the friends news feed if other friend has commented or 

liked something. This research also identifies that the interviewees who in order to manage 

their privacy and reputation do not engage in eWoM even though they have eWoM 

motivation. A similar type of comments is another intervening factor. In this reseach the 

findings suggested that the similar type of language or comments have intervened the 

eWoM motivation to create eWoM. The followers find there is not necessity to convey the 

similar thoughts which has been mentioned by other followers several times. 

 

Personal Factors: 

 

Personal factors like ‘not wiling to engage in negative environment’, disappointment from 

own cooking, self protection from the social media and personal perception do not let the 

eWoM motivation to led to eWoM. Celebrity chefs social media brand page attracts 

negative comments beside of the positive comments. By the nature of a person he or she 

has the choice to engage in negative comments. This observed that the followers who want 

to engage in a comment but does not get involve at the end due to the fear of get involved 

in negative conversation as other negative comment already present there.  Furthermore, 

followers being inspired to make food following the celebrity chefs recipes often intend to 

involve in eWoM within the social media brand page of celebrity chefs. However, despite of 

having the motivation they do not engage in eWoM if the outcome of their cooking is not up 

to expectation. Often the personal perception of certain things for example they do not want 

to potray themselves as too positive to the chefs or if they don’t get comments back – 



Creating eWoM: Perceived Factors of Celebrity Chefs in the Context of Personal Branding in the UK 
 

195 
 

which refrain the followers to engage in eWoM communication. One of the facts observed 

in this study is that despite of having prior motivations the communicators only 

communicate when their personal need is fulfilled. In this circumstance the accomplishment 

of personal need or comfort dominates the motivation to create eWoM. 

 

Quality Assurance:  

In this study the researcher finds uniqueness is one of the key aspects of quality full post. 

The lack of innovativeness of the post counters the motivation of the follower to create 

eWoM. As such the reseach believes that innovativeness of the post is essential to attract 

consumers to engage in eWoM.  

Intentions refers to the self-directions to perform specific behaviors or to gain specific 

outcomes (Triandis, 1980). Thus intentions are expected to adopt the factors of motivation 

which influence behavior (Ajzen, 1991). 

 

 

 

 

 

 

 

 

 



Creating eWoM: Perceived Factors of Celebrity Chefs in the Context of Personal Branding in the UK 
 

196 
 

 

 

 

 

 

 

Chapter 6 

Contributions, Limitations and Future Research 

  

 

 

 

 

 

 



Creating eWoM: Perceived Factors of Celebrity Chefs in the Context of Personal Branding in the UK 
 

197 
 

6.1 Introduction 

This chapter summarises the main contributions of this research, as well as its limitations 

and future research paths derived from the study. The chapter first mentions the main 

theoretical contributions. Subsequently, implications for managers and recommendations 

for marketing practitioners are included. Lastly, this chapter outlines the limitations of the 

study.  

6.2 Theoretical and Empirical Contributions of the Research 

This research makes contributions to the literature related to eWoM, celebrity chefs in the 

context of personal branding, and social media. It contributes to the literature on eWoM in 

the personal branding context, recognition of factors of celebrity chefs and related eWoM 

motivations, and factors intervening in eWoM creation.  

Empirical Contribution 

According to Lynn (2017) an empirical contribution reinforces the changes of collective 

knowledge regarding causal relationships and processes. The causal relationships or 

processes are important as it enhances ability to predict or control the outcomes (Lynn, 

2017). Precisely, as per the knowledge of the researcher, the present research is the first to 

explore the process of how the factors of celebrity chefs triggers eWoM motivation and 

therefore eWoM motivation to generate eWoM messages. The current thesis is one of the 

limited number of research which links these two important streams -eWoM and celebrity 

chefs -of research on consumer or followers personal brand related communications. 

Current research accepts that a significant number of eWoM is created in this regard as the 

with followers communicating and socialising based on the subject about the celebrity chefs 

and also with the chefs. Secondly, present research contributes to the literature on 

followers or consumers interaction with celebrity chefs in the context of personal branding 

as one of the newest addition within the personal brand community research.  Present 
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research develops this literature by concentrating on the celebrity chefs via their factors 

engages with the process of eWOM creation. This research for the first time also explored 

the relationship between eWoM motivation to create eWoM messages and for the first time 

has contributed to the factors which may intervene eWoM motivation to create eWoM 

communication. This contribution supports concepts of Webb and Sheeran (2016) who 

opines opposite of ‘theory of reasoned action’(Ajzen, 1991)  and proved intentions do not 

always lead to behaviour (Webb and Sheeran, 2016).   

Theoritical Contribution of the research  

Zhou et al (2017) opines that, many scholars misunderstand theoretical contribution as 

addition or subtraction of variables from the theory which is reality not a theoretical 

contribution (Corley & Gioia, 2011). Theoritcal contribution covers broader scope. The first 

dimension of theoretical contribution is incremental originality which will explain if any new 

variables added to the theory would change or improve existing theoretical framework 

(Zhou et al, 2017). In this research, the researcher has developed a conceptual framework 

showing the process of eWoM message creation and how between celebrity chefs’ 

perceived factors influences eWoM motivation and therefore eWoM message creation. The 

researcher loosly used Ohanian’s (1990) source credibility (expertise, attractiveness and 

trustworthiness) theory to categorise celebrity chefs’ perceived factors. Ohanian (1990) 

used this theory for celebrity endorsers source credibility. However, this reserch has used 

this to categorise celebrity owners (celebrity chefs as personal brand owners) source 

credibility. The factors of celebrity chefs were not limited to Ohanian’s (1990) source 

credibility as the research findings suggest additional factors of celebrity chefs which 

triggers eWoM motivation. Moreover, Ohanian (1990) explains ‘attractiveness’ as beautiful, 

attractive, classy, sexy and elegant (Appendix 7) and in the context of this research the 

participants opines the attractiveness of a celebrity chef is his characteristics rather than his 

outlook this supports Yoo and Gretzel’s (2007) source characteristic concept. This research 

also supports Orbell and Sheeran’s (1998) and Webb and Sheeran (2016) concept of 
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‘intention does not always leads to behaviour’ as this research while answering third 

research question suggests intervening factors which does not lead eWoM motivation to 

create eWoM messages. This conceptual framework can help the future researchers who 

wishes perform eWoM research. Also, the expansion of Ohanian’s (1990) ‘attractiveness’ 

concept to include ‘characteristics’ may encourage future researchers to explore this 

aspect.   

Another dimension of originality in theoretical contribution is revelatory which considers 

advancement of theory which should reveal hidden factors of hidden phenomena. Here the 

important factor is how interesting the theory is for its stake holders (Festinger, 1962). This 

research findings (third research question) reveals factors of celebrity chefs which 

influences eWoM motivation. Also this research contributed to eWoM literature new eWoM 

motivations, for example helping the business, passion of the communicator, social 

benefits. Also this research has identified for the first time inventing factors i.e., Functional 

factors, personal factors, factors of celebrity chefs which revels the hidden reasons and 

help to understand why in some cases followers eWoM motivations do not create eWoM 

messages.   

Last dimension is practical utility (Corley and Gioia, 2011) which focuses on the practical 

implementation of the theoretical concepts. In this research, the conceptual framework 

proposed by the researcher will help the personal brand owners, social media regulators, 

new celebrity and mirco celebiry chefs, public relation companies, social media strategy 

companies to understand the factors which might influence eWoM motivation therefore 

generate eWoM messages within social media platform. This conceptual frame work can 

also help the future researchers to understand the process of eWoM message generation 

and relationship between celebrity chefs’ (in the context of personal branding) factors and 

eWoM message generation. The next section elaborates about this phenomenon more. 
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6.3 Managerial Implications  

Personal branding through social media relates to research on shaping individuals’ online 

identity. The current research used celebrity chefs as representative of personal branding. 

The findings of this research have some implications for marketing practice in respect of 

the recognition of particular factors and motivations which trigger eWoM in celebrity chefs 

in the context of the personal brand community and the factors which intervene in the 

creation of eWoM.  

Firstly, this research identifies several key celebrity chef factors which trigger eWoM 

communication within their social media brand communities. This will help both personal 

brand owners and rising chefs to identify factors which will drive eWoM in their social media 

brand community. This conceptual framework will also help the personal brand owners, 

marketers, social media regulators, social influencers to understand factors that influence 

eWoM motivation and therefore eWoM creation. This research also proposes a conceptual 

framework will also help the personal brand owners, marketers, social media regulators, 

social influencers to understand factors that influence eWoM motivation and therefore 

eWoM creation.   

Secondly, the current research shows that motivations are predictors of eWoM among the 

celebrity chefs’ social media brand communities. Also, the current research identifies the 

motivations of followers which create eWoM. In order to encourage eWoM creation, 

personal brand owners and rising chefs should consider the guidance of these motivations.  

Additionally, this research identifies the factors triggering motivation behind negative eWoM 

communication. Personal brand owners can make the necessary arrangements to stop the 

occurrence of these negative motivations.  

This study introduces factors which intervene in the process of eWoM motivation to create 

eWoM. This contribution will help the personal brand owners, social media strategist social 
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media regulators, public relation companies, start up companies to understand what factors 

might stop the participants to create eWoM messages. The findings of this research 

suggested that, the participants despite having motivation do not create eWoM due to a 

number of issues, for example, the participants opines that a social post generates eWoM 

which are similar types of language or comment and the followers find there is no need to 

convey thoughts similar to those voiced by other followers several times. Also, another 

factor is the followers do not comment as they do not receive any replies from the celebrity 

chefs or social media managers. This intervenes there eWoM motivation. The followers do 

not want to comment if there is negative comments or environment. Also, social media 

privacy settings like Facebook privacy setting shows  friends’ news feed if a friend has 

commented or liked something. This research identifies that the interviewees, in order to 

manage their privacy and reputation, do not always engage in eWoM even though they 

have eWoM motivation. Another reason is uniqueness is a key aspect of a quality full post. 

A lack of innovativeness of the post counters the motivation of the follower to create eWoM.  

This research will help marketing managers and social media strategy companies to 

understand what goes on within the social media setting and to understand which 

strategies to implement to provide a better experience for followers and users.  

Moreover, public relations companies and social media regulators can benefit from this 

research by understanding followers’ psychology and behaviours, which might help them to 

create social strategies to attract social media users.  

Moreover, the food industry is a multi-billion industry which affects people’s health and 

wellbeing. Therefore, high-budget companies seek to gain a hold in a lucrative market. 

Therefore, it is important to attract customers. At present, social media is an effective tool 

to attract customers via eWoM. This research can be used as an academic recognition of 

celebrity chefs and their influence on eWoM motivation and the creation of actual eWoM. 

By engaging with these issues, social media personal brand managers can secure more 
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eWoM. Moreover, the celebrity chefs will benefit from knowing the factors that influence 

social media participants’ creation of positive eWoM and how they do so, along with the 

factors or issues that may create negative eWoM and the factors which may intervene in 

the eWoM motivation to create eWoM. Therefore, they may address these factors and 

issues and thus gain competitive advantage.  

6.4 Limitations of the Research and Future Research Directions 

This study accepts some limitations which could be improved in the future.  

The first limitation is related to the sampling for the qualitative phase. The researcher 

accepted all 23 respondents for the interview; however, some of the respondents were not 

able to provide deeper insights into the questions as they were by nature small talkers.  

Furthermore, the findings of this research indicate the intervening factors as a result of 

which eWoM motivation does not lead to eWoM. However, the motivation behind these 

intervening factors not creating eWoM is not explored. Future research may explore the 

motivations behind these intervening factors.  

Furthermore, this study has uncovered celebrity chef factors influencing negative eWoM as 

an addition. Future research can focus more on negative eWoM. 

Moreover, this study finds that followers often use the ’share’ tab, which may be considered 

another form of eWoM. This study only focuses on comments or text-based eWoM 

communication: as such, future research may focus on this other form of eWoM.  

Furthermore, besides communicating eWoM through comments, followers used non-written 

techniques such as ‘liking’ or using smileys in order to communicate eWoM. Future 

research can look more deeply at this non-written aspect of eWoM.  

Also, it has been observed that celebrity chefs’ personas and characteristics have a great 

impact on followers. Future research can investigate this more. 
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This study also reveals that social media settings, especially the Facebook privacy setting, 

have an impact on followers’ eWoM motivation. This can be explored on various social 

media platforms such as YouTube, Twitter, etc. 

This research focuses on exploring the factors of celebrity chefs and the motivations behind 

them. Future research may look at generalising these factors and motivations by using a 

different research approach. 

Finally, this study recruited celebrity chefs as representatives of personal branding. Future 

research can recruit personal branding representatives from different professions.  

6.5 Summary  

This research provides several important contributions to the literature on celebrity chefs, 

personal branding and eWoM. Joining these areas of research, the key factors of celebrity 

chefs have been recognised, as well as the motivations for eWoM within their social media 

brand communities. Additionally, the research makes a contribution to the literature on the 

process of eWoM creation by identifying factors which may intervene in the process. Lastly, 

this chapter recognises the limitations of the present research and suggests avenues for 

future research. 
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Appendices 

Appendix 1: Nvivo coding of celebrity social media website
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Positive eWoM parent node and associated subnotes derived from stage one and two non-participant observation 
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Negative eWoM parent node and associated subnotes derived from stage two non-participant observation 
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Total 168 page of sources derived from celebrity social media pages 

 

6  
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Appendix 2: Nvivo visualization table of coding  

 

Positive eWoM parent node 

 

 

 

Negative eWoM parent node 
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Appendix 3 : Coding details for Interview (RQ1) 

 

Coding details for RQ2 
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Coding details RQ3 
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Appendix 4 : Interview  Transcript:  

Interview Transcription 

I:  
Hi good afternoon… we are here today with Mr. O (for ethical issues the name of the 

respondent is kept as O) …ummm… thank you O for agreeing to ...ummm agree 

with this interview ummm … just a few things I would like to talk about ummm about 

your post what you made in Jamie Oliver’s facebook page… umm…lets start with 

something about you…do you want to say something about yourself 

R:  
Well ummm..I have a passion for cooking ….its not like umm I cook just to you 

know…because I need to eat…but I love cooking…I enjoy cooking…so…that’s why 

ummm…the celebrity chefs and their shows on the television …they inspire me and 

funnily enough I follow a lot of their cooking shows in real life… 

I:  
Ok…so what are those you follow… 

R: 
Umm…I became umm big fan of cooking shows through Jamie Oliver’s fifteen 

minute cooking…because through that show I became more confident that you can 

actually cook or prepare nice meal…within …ummm…with whatever you 

have…rather than you know going for trying to find expensive exquisite ummm 

resources…with very basic stuff you can prepare something extra ordinary 

food ..and it takes only fifteen minutes…that was one of the first few shows which 

actually ..ummm you know attracted me towards cooking shows and then I became 

a fan of James Martin’s cooking show …then Gordon Ramsay’s cooking show…so 

that was the first I think… 

I:  
Ummm so…who is your favorite chef? 

R:  
Umm…in UK my favorite chef in the current generation is Jamie Oliver…the main 

reason is his way of cooking ..very simple and very straight forward and that makes 

you feel as a general person…not being a chef that I can cook…so I think that’s the 

reason I like him so much.. 

I:  
Ok…so you like the confidence you can see… 
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 R:  
yeah…yeah 

I:  
Ok…umm is there anything else you like about him? 

R: 
Umm…most of the time when I watch his shows…I find he use very basic 

ingredients …the ingredients you actually have in your cupboard…you don’t need to 

actually run here and there and go from different shops to find actually these 

ingredients…so he use very basic ingredients…that is also something very 

appealing that ok you know it is very easy to execute if I want to prepare any of his 

dishes. 

I:  
Ok… what about your other ..you mentioned quite a few names…what about them 

you like? 

R:  
I like James Martin…umm…but not necessarily for his cooking but the way he 

presents the show and the guests he brings..so I like..for that reason…and also he 

covers different food in one show…so maybe he covers main dish and at the same 

time he covers desert or multiple items…which is also I found entertaining and 

umm….Gordon Ramsay…I like his show for his attitude mostly…but I am not a big 

fan of his cooking…but I am a big fan of his critique…the way he critiques a food 

item…I think this is very important and he is very spot on bold with his critiques and 

that is what I like about his shows… 

I:  
Ok…that is interesting…so his attitude…define what you mean by attitude? 

R:  
The way he presents the show…like its…you know…ummm.. in…in if you watch 

Jamie Oliver and James Martin they are very calm in their show…but in …in Gordon 

Ramsay’s show he is very aggressive…so kind of feature I 

enjoy…umm…particularly he shows where he goes to different restaurant and to 

evaluate the restaurant and suggest…recommend ummm the steps to bring back the 

business….that is also something which I quite enjoy in a show… 

I:  
Among these chefs have you ever felt attracted to anyone of them? 
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R:  
Attracted to what sense? 

I:  
Any sense..ok when I say attracted…what sense do you think of…?  

R:  
I don’t know what sense to think…but yeah I can say I will say may be Jamie 

Oliver…because ummm I follow his…you know his cooking shows but for others I 

don’t actually follow…if they are on the television on that time…I will be watching but 

for Jamie Oliver I would go to those channels …I know Jamie Oliver’s show is in that 

channel …so I will go to his shows with the plan that ok I will be watching his shows. 

I:  
ok…what does…what about that attracts you? 

R:  
The simplicity of the shows…and the food items he prepares I think that is quite 

good…  

I:  
Ok…what about him as a person…does that attracts you anyway? 

R:  
I think so…yes..as a person as well…he gives a positive vibe…he gives a very 

friendly appearance and he sounds like a very family person…when he talks and 

some of his shows…particularly in his early career he used to do the shows from his 

own kitchen from his own house …so that is also something I found quite interesting 

that he is a family guy and ummm he takes resources from his own garden…so 

ummm… I think for those reasons I quite like his shows and also recently he started 

a show on Fridays where he serves food from one of his kitchen…from on of his 

restaurant in Brighton…at the same time he tries to focus on ummm another 

business…food business which is not very well known in public…so he tries to 

encourage to those businesses …like he will go to farms…he will go to smaller 

restaurants ..umm…he will go to those poultry farms to encourage and to endorse 

those business…I think that is very noble to do…  

I:  
Ok…ummm you mentioned that he gives encouragement…do you think…do you 

ever felt that he is passionate ? 
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R:  
Absolutely…if I watch the other celebrity chefs and their shows…they will not tell you 

that you can prepare this item at home…they will not tell you that ok cook this at 

home…but when you ..when you watch Jamie Oliver…he will always tell you that if 

you don’t know how to cook ask yourself again and see how it is…so he will 

encourage you to cook…I think that is what other celebrity chefs will not encourage 

in their show… 

I:  
Ok…so what makes you think that he is passionate …apart from this? 

R:  
Umm…maybe I think his background…probably the family he came from …I am not 

100% sure but I think he came from a umm farm house kind of background and in 

his upbringing he was very much close to food…so that’s why he is also passionate 

about food…and some how I also resemble myself…I am very close to my mother 

and she loves cooking and for herself I have that passion in myself…so I can see a 

lot of myself…through him…he is a celebrity chef and I am just a chef at 

home…so..(laughter) 

I: 
Ok…that is interesting (laughter)…umm you know all those celebrity chefs you just 

talked about …do you think..ok not think but do you find them as trustworthy? 

R:  
Not all of them…to be honest. 

I:  

Why? Why some of them you find trustworthy…why some of them you don’t find 

trustworthy? 

R:  
May be it’s the way they appear in the show…the way they approach the item…the 

food item they try to you know cook…I will not name the chef… 

 

I:  

Its fine you can name them..because its going to be confidential… 

R:  
Ok…lets say…I don’t find Nigella Lawson’s cooking very attractive…because she 

will use very complicated ingredient which is not very easy to find for a you know a 
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general person..the way she will use those ingredients that it’s a household item that 

you have it in your cupboard.. you know it is misleading for someone like me.. I am 

watching a cooking show and I want to cook that item but the ingredients she will be 

using its not very easy to find …and very expensive ingredient she will be using 

when cooking or preparing an item…and sometimes ummm…a very simple dish she 

will make it complicated the way she will cook…whereas if I compare with Jamie 

Oliver…he will use basic ingredients …even sometimes you know the herbs and 

things which he grows in his garden…other raw materials which you can buy from 

any grocery store…you don’t even need to go a super store but you can buy from 

grocery store…so I think that’s why I find him more truthful on what he is cooking 

whereas many other chefs may not be using the same kind of ummm truthfulness in 

their cooking.  

I:  
Related to this …its kind of like ummm its tricky when you cook…when they cook…it 

looks good but you really cant taste it but you like them…so how do you determine 

that it is gonna be good? 

R:  
I tried… 

I:  
You did try? 

R:  
Yeah yeah yeah…when I watch a show..particulary Jamie Oliver’s and I watch the 

steps the way they cook and I try cooking those items…and I found yeah it is quite 

interesting… 

I:  
Ok…you know some of the celebrity chefs they do a few …I know you said about 

cooking shows….what about the other media involvement they are into like they do 

like…ok social involvement they do healthy food campaign…then I know about 

Jamie Oliver…he did apprenticeship program to help those who doesn’t have jobs to 

be within jobs…what do you think about them..do you appreciate those? 

R:  
Yes I do…but I don’t feel very appealed about umm…about those movements to be 

honest. 

I:  

Why?  
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R:  
Sometimes I feel like may be its not for very general people…like you know usually if 

you want to …a lot of TV shows when they focus on healthy eating…they will go for 

those food items from the retailers…which umm..what term they use?...umm… 

I: 
Organic? 

R: 
Organic…and what I found when I went and compared the market that organic foods 

are more expensive then general…if you want to buy lets say cabbage…if you want 

to buy organic cabbage it will be expensive but it is basic cabbage…so that’s why 

sometime I feel like its not for me…if I feel like I can select…ummm healthy 

ingredients but I don’t need to actually go for organic food…I can source them from 

basic food but still have a healthy living…so that’s why they don’t appeal me very 

much but other programs..you know like creating job opportunity or endorsing new 

business…I quite like them because its helping another business or helping a 

movement…so I prefer. 

I:  
Ok …if I am not wrong I remember Jamie Oliver did some school healthy eating… 

R:  
Yes even through Sainsbury’s he was promoting..he designed a menu for the school 

which is healthy…I think which is very good…you are not forcing the parents to buy 

you know those organic items but you are asking the school to provide healthy 

food…I think which is good…you are not putting the family under pressure but you 

are putting the school under pressure…I think its good. 

I:  
Ok…you have actually said a lot about what and why you like about them…is there 

anything else you want to say about them which you have not mention yet? 

R:  
No I think…I think that’s it. 

I: 
Ok…lets go back to the comment you made to Jamie Oliver’s post…so do you often 

comment on their social media post? 
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 R:  
Ummm…not really..if the person is not my friend…highly unlikely I will 

comment…rarely..I not very..im not a person who will comment 

regularly…particularly if the person is not known to me… 

I: 
What about the celebrity chef? 

R:  
Uh Well…yes…I made a comment because I know this person…may be the person 

doesn’t know me but I know this person…and the …particularly that short clip of 

three minutes clip ummm that simplified the concept of steak to me…you know we 

go to the restaurants and spend 20 to 25 pounds for a steak meal…but you can buy 

those steak from anywhere..any butcher and cook the steak at home and that will 

cost may be less than 10 pounds…so that’s why I think …and also when I …I don’t 

know about others…I think about steak I used to think ok it’s a complicated item… 

I: 
It is..it is very hard to get it right… 

R:  
Get it right…but the way he presented it gives you the courage that why not I can 

try…may be I will not get it right in the first time but eventually I will go there. 

I:  
Ok…so what exactly about that post made you feel that you have to comment…I 

know these are the things made you attracted but what actually made you feel like 

yes you need to comment? 

R:  
First of all I am a big fan of beef steak…im a big big fan…most of the time when I am 

out…I will be having beef steak…and ummm….i have tried making beef steak in the 

past which didn’t go very well…and I took the recipe from random people like people 

I know and they said do this and do that stuff…and also I actually didn’t know 

particularly what chop I should take to…yeah what cut I should take to make the 

perfect steak…but this particular three minutes clip he has given everything what you 

need to do to make a perfect steak…and I think its quite fascinating that ok within 

three minutes he has explained that ok how to do it…what to do it…what kind of 

meat you should get…how you can marinate the meat and how long you need to 

cook…so I think its quite …quite extraordinary… 



Creating eWoM: Perceived Factors of Celebrity Chefs in the Context of Personal Branding in the UK 
 

254 
 

I:  
Ok…so you were fascinated about the ..it was very informative and then ok…that 

actually make sense…ok so was it ever that you wanted to make comment…ever 

has it happened but you didn’t end up commenting? Has it ever happened? 

R:  
Umm…yes I would say not …not in Jamie Oliver’s..i don’t remember ummm…the 

chef it was from India…but I have made comment in you tube videos of another chef 

I follow from India…but sometimes yes…I quite enjoyed the you know…clip…I felt it 

was good and I wanted to make the comment …and then I saw another few people 

have made the same comment…so then I felt ok there is no point of me informing 

the chef ok this is what I like about you, your cooking…you want example in this 

case? 

I:  
Yeah you can say whatever you like. 

R:  
Because I also follow another chef from India who does very basic house hold 

cooking and particular speciality about her is…she does not use onion..and for us 

Asian cooking….onion is one of the key ingredient…the first thing you put is…after 

you heat the oil the first thing you do is add onions…and this chef…she was cooking 

so many different items in different shows and she never used onions…and initially I 

didn’t pick it up and when I picked it up I felt wheather she did purposefully or she 

forgot to add onion and then I followed other videos and then I found no she actually 

doesn’t use onion….and I felt like ok I will add a comment that I didn’t know you can 

actually prepare food without using  onion…and then when I was about to add the 

comment I saw other people have already made that comment…(laughter)…then I 

said fine I don’t need to actually make that comment as well. 

I:  
Ok…so apart from the similarity between the comments is there anything else that 

holds you back in this kind of situation? 

R:  
Ummm… the other one is may be my personality…I am not a …like I said…I am not 

a person who will make a comment until unless necessary for me…like sometimes I 

add comments for clarification on cooking videos…that ok can you please explain 

why this or why not this…may be that but other wise ummm if I do not have a querry 

may be I will not ask…leave a comment. 
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I:  
Ok…but in a situation if you have a querry and you want to ask…but was there..you 

wanted to comment but you didn’t comment? 

R:  
No if I have a querry I will ask…I think..yeah if I have a querry I will ask.. 

I:  
Ok…and if you don’t have a query but wanted to comment…apart from similar 

comments is there anything else that holds you back? 

R:  
Ummm…no no..not really…no. 

 

I:  
That’s good to know…so what do you feel about after commenting? Do you feel …I 

mean accomplished or (laughter) 

R:  
(laughter) yes..there is a sense of expectation may be I will receive a reply..but its 

not a must thing…but I have a sense of you know…as I have left a comment or a 

querrry …I have that feeling may be I will receive a reply…but not necessarily…you 

know.. 

I:  
Has it ever happened? 

R:  
Yes yes..when I have a query …I have received reply that ok…do this and 

ummm…what did you feel after receiving reply…I think …it’s a very 

good…ummm…what you can say…from the from the…umm…chef…who has 

sometimes its not chef..its someone else…managing it…I think its very good…umm. 

Its very professional that they are responding to or they are attending the querries 

they are receiving against their video…I think it is very …ummm…sense of 

professionalism…so…. 

I:  
Ok…ummm have you ever shared these recipes..these videos? 



Creating eWoM: Perceived Factors of Celebrity Chefs in the Context of Personal Branding in the UK 
 

256 
 

R:  
Yes I have… 

I:  
Why? 

R:  
Because I think it was few months back…I cooked an item after following a 

video…ok this is how the item can be cooked..and later I found my cousin she is also 

planning to cook something similar and when I cooked the item I did found it was 

umm…within my expectation…the taste what I was expecting it actually deliver the 

taste and it was quite simple to cook…so I shared the video that ok try this video it 

will help you… 

I:  
Ok…so it was to help others…has it ever happened that you just wanted to people to 

know that yes you know about this thing or kind of…it kind of boasting around… 

R:  
Ummm I don’t think so. 

I:  
Ok…have you ever posted negative or have you commented negative? 

R:  
Ummm…no…if it is negative I rather not write a comment. 

I:  
Why? 

R:  
Because what I feel that the way the person is cooking or have showed the recipe its 

may be appropriate for them…ummm…and may be its to their taste not mine…so I 

don’t want to judge their taste…like to give example…I was watching a fried rice 

recipe and I was going from one video to another and ummm I found there was a 

guy cooking fried rice and he used ummm very weired kind of spices and ingredients 

which I don’t think I will ever use..and general people will not use…and I found in the 

comments actually other people have already have commented that why you are 

using this item in fried rice…it shouldn’t go…and ummm then I feel like..its his taste 

…that he likes that particular item in his food that’s why he added..but he didn’t ask 

you that you should add this particular item in your fried rice…so I would rather not 

make a comment if I don’t like a video and ummm secondly it’s a courage they have 
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taken to make the video and share it with the public…you know its not every one will 

do it…they have taken the courage…they have taken the time…they have 

committed ummm preparation to prepare the video to make the video and share it 

with public,..so I don’t want to disrespect that effort…so….thats why I don’t comment 

negative. 

I:  
Ok…that is very good…have you ..obviously other people comment 

negative..obviously there are people…so have you felt like you should defend the 

celebrity chefs? 

R:  
I have defended… 

I:  
Have you…why? 

R:  
I have…I have….because I felt like ummm…these will discourage the person who is 

uploading the video …ummm in the same fried rice item the…the chef has added a 

particular ingredient which may be most of us will not add…so when…another…I 

saw another person added a comment ….ok you don’t know how to cook…you have 

added this this this..so I defended the chef that it is his taste and he is not asking you 

to actually prepare the item according to his liking…he actually made it clear that 

these are optional ingredients…if you want you can add..if you don’t want …you 

don’t need to…so yeah. 

I:  
So why do you feel that you should stand for the celebrity chefs? 

R:  
Oh that was not a celebrity chef….ok he has a lot of videos…I don’t know wheather 

he is a celebrity chef…may be he is. 

I:  
Ok…lets talk about the chef…why did you feel you should stand for him? 

R:  
To encourage the chef…because sometimes if the chef..if the you know…uploader 

receives a lot of negative comments it will put them off…you know..and in future they 

will stop sharing the videos…they will stop sharing their recipes…so in that 

same…same point when they are receiving negative comments they need to know 
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that there are other people who actually like their cooking…so that there is a 

balance. 

I:  
Ok…so that they can carry on and you can have the recipes…two way 

encouragement isn’t it. 

R:  
Yes… 

I:  
Ok…that’s good…we are actually end of our interview…just the last question for 

you…have you ever thought these celebrity chefs as a role model for what they 

do..in food sector…have you ever thought them as a role model? 

R:  
Probably yes…probably…I think…lets say….lets go back to healthy eating …ok…If 

you and me we try to ummm influence others about healthy eating it will be difficult 

but if it is celebrity chefs encouraging healthy eating with very simple ummm 

ingredients which are very easier for ummm normal general person to manage…I 

think it will be easier to communicate this massage…whereas for a random person 

like me it will be difficult…others will think why I should care about healthy 

eating…why I should take his recipe…but if it is a celebrity chef they will easily get in 

to people’s mind that ok…he is saying this is how you can make it simple and make 

it healthy…so I think yes…they can be considered as role model. 

I:  
Ok…apart from influencing or having the power to influence others is there anything 

else you think that they posseses to be a role model…any other criterias or any other 

things they do? 

R:  
Yes…most of the time when we are eating we don’t know what we are eating…but the 

celebrity chefs they would know the food value of that meal…calories of that 

meal…what kind of impacts it would have…they will be able to guide you towards 

ummm you know ummm the dietarian value of that meal..so I think that ummm their 

knowledge is definitely a key aspect for them to be a role model …like if ummm a chef 

start speaking about a football it will be very…very well accepted by people as same if a 

footballer start speaking as…well you never know if a footballer became chef 

(laughter)…but before establishing themselves as a chef if they start speaking about you 

know those areas which are not their expertise people are not you know accept those 

very easily…because as a person I know that is not your expertise…so I think knowledge 

and expertise is definitely key. 
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Appendix 5:  Reflexitory Diary for coding
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Appendix  6: Operational Framework used by Jeong and Jang (2011) 
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Appendix 7  : Celebrity Source Credibility Framework (Ohanian, 1990) 
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Appendix 8: Celebrity chef activities and modes of operation (Henderson, 2011) 
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Appendix 9: (Roy and Pansari (2014)), ‘Owner or endorser? Investigating the effectiveness of celebrity owners of sports team 

endorsers’ 
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participants the following should be provided:  
  

• clear explanation of how informed consent will be obtained,   
• how will confidentiality and anonymity be observed,   
• how will the nature of the research, its purpose and the means of dissemination of the 
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created by different social media from posted comments. Moreover, affective 
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The researcher will focus on different social media pages of celebrity chefs rather than n 

looking at different social media users’ pages. This is because it is more reasonable to find 

different social media users’ comments on the celebrity web pages rather than looking 

for different social media users’ own pages.  

• Online Survey: Once the potential factors have been identified they will be tested 

by an online survey. In this study the researcher intends to measure the causal relation 

between potential factors of celebrity chefs and positive eWoM generated by the 
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an effect on positive eWoM motivation (quantitative). The researcher intends to create a 
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interested to know the outcome of the research (Information sheet already 
includes the researcher’s e-mail address). The researcher will then communicate 
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the access will be password-protected. Data will not be shared with third parties.  
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research ethics approval procedures to the appropriate NRES. The UREC should be informed of 

the outcome.  
  

Checklist of documents which should be included:  
  

Project proposal (with details of methodology) & source of 

funding  

  

PP1 attached  

Documentation seeking informed consent (if appropriate)  

  

attached  

Information sheet for participants (if appropriate)  

  

attached  

Questionnaire (if appropriate)  

  

  

(Tick as appropriate) 
   

 
Applicant declaration  

  

 I understand that I cannot collect any data until the application referred to in this form 
 
has been 

approved by all relevant parties. I agree to carry out the research in the 
 
manner specified and 

comply with the statement of ethical requirements on page 1 of 
 
this form. If I make any changes to 

the approved method I will seek further ethical  
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 approval for any changes.  

   

  

   

  

 Signature of Applicant: Andrina Nila Halder  

  

  Date:  17/03/2016  

  

  

This form together with a copy of the research proposal should be submitted to the  
Research Institute Director for consideration by the Research Institute Ethics  
Committee/Panel    

  

Note you cannot commence collection of research data until this form has been approved  
  

  

SECTION B  To be completed by the Research Institute Ethics Committee:  
  

Comments:  
  

BMRI Research Ethics Approval No. BMRI/Ethics/2015-16/011  

  

The BMRI Research Ethics Committee has considered your application with revised documents 

for Ethics approval for your research project. I am providing ethics clearance for this project in my 

capacity as the Chair of the BMRI Ethics Committee with the following conditions:  
  

1. The confidential data should be shared with your supervisory team to ensure transparency in 

your research. All personal data should remain anonymous outside the researcher and 

supervisory team.  
2. Please include reference to your supervisory team in the participant information sheet and 

encourage the participants to contact supervisors in case they needed to contact.  
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While executing your project, please ensure that you adhere to the ethics principles of the 

University (http://www.beds.ac.uk/research-ref/rgs/research-ethics) at all times. Please note that if 

there is substantial change in your research project, you may have to seek ethical approval again.   
  

Since this project is not externally funded, this clearance is not forwarded to the University 

Research Ethics Committee for further approval.  
  

The BMRI Research Ethics Committee wishes you success on your interesting research project.   
  

Approved  

Signature Chair of Research Institute Ethics Committee:   
  

                            Date: 24 March 2016  
  

This form should then be filed on the student’s record  
  

  

  

If in the judgement of the committee, there are significant ethical issues for which there is not 

agreed practice then further ethical consideration is required before approval can be given and 

the proposal with the committee’s comments should be forwarded to the secretary of the UREC 

for consideration.  
  

  

  

There are significant ethical issues which require further guidance  
  

Signature Chair of Research Institute Ethics Committee:  
  

                            Date:  
  

  

This form together with the recommendation and a copy of the research proposal should then be 

submitted to the University Research Ethics Committee  
  

http://www.beds.ac.uk/research-ref/rgs/research-ethics
http://www.beds.ac.uk/research-ref/rgs/research-ethics
http://www.beds.ac.uk/research-ref/rgs/research-ethics
http://www.beds.ac.uk/research-ref/rgs/research-ethics
http://www.beds.ac.uk/research-ref/rgs/research-ethics
http://www.beds.ac.uk/research-ref/rgs/research-ethics
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Add the following – only one file to be submitted to Ram and RGS, please:  

  

- Informed consent form  
- Information sheet  
- PP1 document  

  

  

  

  

  



 

 

Appendix 11: Ethics application form, consent form and information sheet 

 
UNIVERSITY OF BEDFORDSHIRE 
 
Research Ethics Scrutiny (Postgraduate Research Students) 
 
When completing this form, please ensure that you read and comply with the following: 

 
Researchers must demonstrate clear understanding of an engagement with the following: 

  
1. Integrity - The research has been carried out in a rigorous and professional manner and due credit has been attributed to all parties involved.  

2. Plagiarism - Proper acknowledgement has been given to the authorship of data and ideas.  

3. Conflicts of Interest - All financial and professional conflicts of interest have been properly identified and declared.  

 4. Data Handling - The research draws upon effective record keeping, proper storage of date in line with confidentiality, statute and University policy.  

5. Ethical Procedures - Proper consideration has been given to all ethical issues and appropriate approval sought and received from all relevant 
stakeholders. In addition, the research should conform to professional codes of conduct where appropriate.  

6. Supervision - Effective management and supervision of staff and student for whom the researcher(s) is/are responsible  

7. Health and Safety- Proper training on health and safety issues has been received and completed by all involved parties. Health and safety issues have 
been identified and appropriate assessment and action have been undertaken. 

 
The Research Institutes are responsible for ensuring that all researchers abide by the above. It is anticipated that ethical approval will be granted by 

each Research Institute. Each Research Institute will give guidance and approval on ethical procedures and ensure they conform to the requirements of 
relevant professional bodies. As such Research Institutes are required to provide the University Research Ethics Committee with details of their procedures 
for ensuring adherence to relevant ethical requirements. This applies to any research whether it be, or not, likely to raise ethical issues. Research proposals 
involving vulnerable groups; sensitive topics; groups requiring gatekeeper permission; deception or without full informed consent; use of 
personal/confidential information; subjects in stress, anxiety, humiliation or intrusive interventions must be referred to the University Research Ethics 
Committee.  
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Research projects involving participants in the NHS will be submitted through the NHS National Research Ethics Service (NRES). The University Research 
Ethics Committee will normally accept the judgement of NRES (it will never approve a proposal that has been rejected by NRES), however NRES approval 
will need to be verified before research can commence and the nature of the research will need to be verified.  

 
Where work is conducted in collaboration with other institutions ethical approval by the University and the collaborating partner(s) will be required.  
 
The University Research Ethics Committee is a sub-committee of the Academic Board and is chaired by a member of the Vice Chancellor’s Executive 

Group, appointed by the Vice-Chancellor and includes members external to the University  
 
Research Misconduct: Allegations of Research Misconduct against staff or post graduate (non-taught) research students should be made to the 

Director of Research Development.  

 
UNIVERSITY OF BEDFORDSHIRE 
 
Research Ethics Scrutiny (Postgraduate Research Student form) 
 
SECTION A To be completed by the candidate 

 
Registration No: 1332065 
 
Candidate: Andrina Nila Halder 
 
Degree of: PhD     
 
Research Institute: BMRI 
 
Research Topic: Creating Positive eWoM Motivation and Its Practical Application: Factors of Celebrity Chefs in the UK  
 
 
External Funding: self-funded 
 
The candidate is required to summarise in the box below the ethical issues involved in the research proposal and how they will be addressed. In any 

proposal involving human participants the following should be provided: 
 

• clear explanation of how informed consent will be obtained,  
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• how will confidentiality and anonymity be observed,  

• how will the nature of the research, its purpose and the means of dissemination of the outcomes be communicated to participants, 

• how personal data will be stored and secured 

• if participants are being placed under any form of stress (physical or mental) identify what steps are being taken to minimise risk 
 

If protocols are being used that have already received University Research Ethics Committee (UREC) ethical approval, then please specify. Roles of any 
collaborating institutions should be clearly identified. Reference should be made to the appropriate professional body code of practice. 

 
 

n  
 

The researcher will focus on different social media pages of celebrity chefs rather 

than looking at different social media users’ pages. This is because it is more reasonable 

to find different social media users’ comments on the celebrity web pages rather than 

looking for different social media users’ own pages. 

 

• Online Survey: Once the potential factors have been identified they will be tested 

by an online survey. In this study the researcher intends to measure the causal relation 

between potential factors of celebrity chefs and positive eWoM generated by the 

followers. The researcher will also investigate the extent to which celebrity factors have 

an effect on positive eWoM motivation (quantitative). The researcher intends to create a 

website and then post the link of that website on the comment section of celebrity web 

pages and after the comments of other followers. This is how all the followers associated 

with comments will get a notification on their personal accounts. This survey method will 

investigate the magnitude of the effect of celebrity chefs’ factors on positive eWoM 

motivation. The results of the online survey will be an extension of the first phase of 

research, namely the content analysis. 

List of acronyms used within this ethics form: 

eWoM : electronic Word of Mouth 

SMW: Social Media Websites 

Primary research will be conducted through the following means: 

• Content Analysis: In this study, the researcher is trying to identify the underlying 

potential factors of celebrity chefs that may lead to the generation of positive eWoM. 

These potential factors will be identified via a content analysis of social media pages of 

celebrity chefs, e.g. celebrity chefs’ (personal) web pages, food tube (in Youtube), Jamie 

Oliver’s apprenticeship page, and similar. Even though the research focuses on what 

motivates people to generate eWoM, the researcher will investigate the positive eWoM 

created by different social media from posted comments. Moreover, affective 

characteristics of messages are linked to different motivations to engage in eWOM, 

which further differed creating across positive and negative messages (Yap et al., 2013). 

This is also something that the research aims to find out. 
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Answer the following question by deleting as appropriate: 
 
1. Does the study involve vulnerable participants or those unable to give informed consent (e.g. children, people with learning disabilities, your own 

students)?     No 
 
If YES: Have/will Researchers be DBS checked? 
    n/a 

 
2. Will the study require permission of a gatekeeper for access to participants (e.g. schools, self-help groups, residential homes)?   

      No 
 
3. Will it be necessary for participants to be involved without consent (e.g. covert observation in non-public places)?     

     No 
 
4. Will the study involve sensitive topics (e.g. sexual activity, substance abuse)?     No 
 
5. Will blood or tissue samples be taken from participants?        No 
 
6. Will the research involve intrusive interventions (e.g. drugs, hypnosis, physical exercise)?   No 
 
7. Will financial or other inducements be offered to participants (except reasonable expenses)?   Yes – explained in the Research 

Information Sheet below  
 
8. Will the research investigate any aspect of illegal activity?  

No 
 
9. Will participants be stressed beyond what is normal for them? 

No   
                                                               

10. Will the study involve participants from the NHS (e.g. patients) or participants who fall under the requirements of the Mental Capacity Act 2005? 
      No 
 
If you have answered yes to any of the above questions or if you consider that there are other significant ethical issues then details should be 

included in your summary above. If you have answered yes to Question 1 then a clear justification for the importance of the research must be provided. 
 

*Please note if the answer to Question 10 is yes then the proposal should be submitted through NHS research ethics approval procedures to the 
appropriate NRES. The UREC should be informed of the outcome. 
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Checklist of documents which should be included: 
 

Project proposal (with details of methodology) & source of 
funding 

 

PP1 attached 

Documentation seeking informed consent (if appropriate) 
 

attached 

Information sheet for participants (if appropriate) 
 

attached 

Questionnaire (if appropriate) 
 

 

(Tick as appropriate)
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This form together with a copy of the research proposal should be submitted to the Research Institute Director for consideration by the Research 

Institute Ethics Committee/Panel  
 
Note you cannot commence collection of research data until this form has been approved 
 
 

 
SECTION B  To be completed by the Research Institute Ethics Committee: 
 

Comments: 
 
 
 
Approved 
 
Signature Chair of Research Institute Ethics Committee: 
 
                      Date: 
 

Applicant declaration 

I understand that I cannot collect any data until the application referred to in this 

form has been approved by all relevant parties. I agree to carry out the research in the 

manner specified and comply with the statement of ethical requirements on page 1 of 

this form. If I make any changes to the approved method I will seek further ethical 

approval for any changes. 

 

 

Signature of Applicant: Andrina Nila Halder 

 Date:  17/03/2016 

 

 

Signature of Director of Studies:…I will add mine after you have made the 

changes………………………….. Date: …………………………. 
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This form should then be filed on the student’s record 
 
 
 
If in the judgement of the committee, there are significant ethical issues for which there is not agreed practice then further ethical consideration is 

required before approval can be given and the proposal with the committee’s comments should be forwarded to the secretary of the UREC for 
consideration. 

 
 
 
There are significant ethical issues which require further guidance 
 
Signature Chair of Research Institute Ethics Committee: 
 
                      Date: 
 
 
This form together with the recommendation and a copy of the research proposal should then be submitted to the University Research Ethics 

Committee 

 
 
Add the following – only one file to be submitted to Ram and RGS, please: 
 

- Informed consent form 
- Information sheet 
- PP1 document 
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Consent Form 

Name of Researcher: 

Andrina Halder 

Business and Management Research Institute, University of Bedfordshire, UK 

 

Title of the study:  Creating Positive eWoM Motivation and Its Practical Application: Factors of Celebrity Chefs in the UK 

 

 I confirm that I have read and understood the research information sheet for the above study and the researcher has answered any queries 

to my satisfaction.  

 I understand that my participation is completely voluntary and that I am free to withdraw from the research at any time, without having to 

give a reason and without any consequences.  If I exercise my right to withdraw, any data which had been collected from me will be destroyed. 
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 I understand that any information recorded in the investigation will remain confidential and no information that identifies me will be 

made available.  

 I consent to being audio-recorded as part of the study. 

 

 

(PRINT NAME) ______________________________ 

 

Signature of Participant:_____________________________ 

 

Date: 
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Research Information Sheet 

Creating Positive eWoM Motivation and Its Practical Application: Factors of Celebrity Chefs in the UK 

I am contacting you about taking part in a PhD research study on creating positive electronic word-of-mouth (eWoM) motivation and its practical 

application in the context of celebrity chefs in the UK, conducted at the University of Bedfordshire, UK. EWoM means spreading positive or negative words 

or views about a brand/product or person electronically. I am particularly interested in how aspects related to celebrity chefs, such as attractiveness, 

expertise, trustworthiness, and media or social involvement, create positive eWoM motivation and to what extent these motivations cause people to 

actually engage in eWoM. These insights can then be used to shed light on how food industry managers can boost positive eWoM for their business. As you 

are involved in creating positive eWoM, your participation in this research is very valuable and I would therefore like to invite you to take part in an online 

survey. 

Your participation in this study is entirely voluntary. The survey consists of 20 questions and should take no more than 15 minutes to fill in. 

The information you provide is completely confidential. Your name or any other personal identifying information will not appear in any publications 

resulting from this study, and neither will there be anything to identify your place of work or anything related to it. 
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Data collected in the survey will only be used for research purposes and your data will be treated confidentially and your anonymity will be assured at 

all times. 

If you have any questions regarding this study or would like additional information or would like to be informed about the outcomes of this research, 

please contact me at andrina.halder@beds.ac.uk 

By filling in this survey you indicate that you understand its purpose and consent to the use of the data as indicated above. You can access the Internet 

survey here: 

As an incentive for your participation, two people filling in this survey will win vouchers for two people to dine at Jamie Oliver’s Restaurant (Jamie’s 

Italian), which are worth £40 in total. If you want to participate in the prize draw, please submit your e-mail address in the box at the end of the survey. 

Thank you for your valuable time and co-operation. 

Kind regards 

Andrina Halder 
Business and Management Research Institute 
University of Bedfordshire 
 

mailto:andrina.halder@beds.ac.uk
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Appendix 12:  Interviewees’ portfolio (According to university regulations the information about third party has been 

removed) 

corospodence 
number Candidate Name Age Gender Occupation 

A Adrian Ferda 28 M Manager 

B Ariful Haque 34 M Sales rep 

C Joseph Lucas 19 M Student 

D Vicky Tomkinson 44 F Manager 

E Shawna Francis 36 F nurse 

F Lamenu Renner 31 M law student 

G Rhys Pinnock 21 M Manager 

H Rokeya Gladwin Troy 20 F student 

I Mary Retuta (Nikki) 23 F Student Nurse 

J Rebecca Fitzpatrick 22 F Team member 

K Nolan Lazarus 26 M 
Graduate looking for 
job 

L Sisi wang 39 F Leturera 

M Kaanita Khan 32 F House Wife 

N Marek Polak 34 M Business Manager 

O Yilli Chen 37 F Personal Assistant 

P Salma Akhtar 35 F Office clerck 

Q Sona Polak 28 F retail Manager 

R Rahman Hassan 38 M Excecutive Director 

S Abu Monsur 43 M Leturera 

T Khurram Riaz 45 M 
Customer care 
Assistant 

U Ryhiddi Chuakrabati 36 M Health care Specialist 

V Sabrina Akhbar 38 F Student 
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W William Dudley 27 M Student 
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Appendix 14 Recruiting sample for interview 
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