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INTRODUCTION
Increasing numbers of consumers rely on peer-to-peer commu-

nity recommendations rather than messages spread from marketing 
agencies (Nielsen 2009; Berthon, Pitt and Campbell 2008). Since 
consumers’ trust in mass advertising is declining, current trends 
show that people want to try out new products before they actually 
purchase them (Trendwatching 2007). In response to that, tryvertis-
ing as a new form of product placement has been introduced to the 
marketing environment. Basically tryvertising “is all about becom-
ing consumers familiar with new products by actually trying them 
out” (Trendwatching 2005). Tryvertising aims at including innova-
tive products into consumers’ every-day life enabling them to form 
an opinion, based on their own experience instead of the message 
spread from professional agencies (Trendwatching 2005, 2008). 
Consumers are given several products to try out and are asked to 
share some of those with their peers as well as exchange their experi-
ences within social networks and peer-to-peer communities. There-
by, consumers may become co-marketers of new products (Villan-
ueva, Yoo, and Hanssens 2008) speeding up their diffusion. To sum 
it up, tryvertising as an experience-based advertising approach leads 
to increased word of mouth (WOM) (Berger and Schwartz 2011) by 
responding to consumers’ desire to try out products before the actual 
purchase (Trendwatching 2007). 

Marketers as sales managers alike became aware of product tri-
als as promising means to promote new products. Companies such 
as Dr. Oetker, Henkel (Kjero n.d.), Nivea (TRND 2014), and Procter 
& Gamble (e.g., Gillette) have recognized the power of advertising 
new products over consumers’ personal experience (Trendwatching 
2005). While tryvertising as an additional marketing tool is rather 
popular among companies, little is known about what makes tryver-
tising successful.

However, from diffusion theory we know that besides the in-
novative product itself, the individuals and their experiences with 
the new product do play a major role in the diffusion process. Rogers 
(1983, 17) argues that individuals who have “knowledge of, or ex-
perience with using, the innovation” will communicate the innova-
tion through their personal networks to several others who do not yet 
have any experience with the innovation. Thus, the use experience of 
early adopters can be seen as an important prerequisite for the speed 
of new products being adopted by their adherents. The diffusion of 
products further depends on consumers’ characteristics and their per-
sonal networks. Moreover, consumers’ communication skills, knowl-
edge about the product and the product category, as well as their 
passion may influence the speed of diffusion (Rogers 1983).

Instead of just providing consumers with more products com-
panies may ask whom they should invite for free trials and whom 
not. The allocation of free products may for example attract consum-
ers who just go for the receipt of free products but may neither be 
interested in sharing their experiences nor their free products. Such 
participants presumably will not contribute to successful product dif-
fusion in terms of higher levels of WOM. Thus, our study explores 
whether and how different types of participants’ motives influence 
consumers’ WOM communication (offline and online) as well as 
their product sharing behavior. In this context, we study consum-
ers’ participation behavior within the scope of an online tryvertising 
campaign that has been designed to support the launch of a new fast 

moving consumer good (FMCG) – De Oleos’ product innovation of 
Bertolli oil sprays. At the beginning of the campaign consumers were 
sent six Bertolli oil sprays in original size allowing them to experi-
ence and share the product, but also to interact with others in the cor-
responding online community. Taken together, this study sheds light 
on the new promising means of tryvertising. Our empirical study 
should support managers to select participants who are best suited 
for contributing to the expected outcome. This may help to increase 
the efficiency of tryvertising, as these campaigns are not free of cost 
and should also spur the rate of diffusion. Based on existing literature 
we developed the conceptual framework shown in figure 1 to gain 
a deeper understanding of the impact of intrinsic and extrinsic mo-
tives on consumers’ product sharing behavior mediated through their 
personal network activities in terms of offline WOM and electronic 
WOM (eWOM).

THEROY AND HYPOTHESES

Main Effects of Motives
Consumers may engage in tryvertising campaigns for various 

reasons (Hennig-Thurau and Walsh 2003). One reason why con-
sumers engage in tryvertising campaigns relies in the possibility 
of getting in touch with like-minded participants (Kozinets 2002) 
enabling them to build up new friendships (Gwinner, Gremler, and 
Bitner 1998) that are perceived as being similar to real-life friend-
ships. By fulfilling consumers’ need of social relatedness (Deci and 
Ryan 2000) it is the activity of sharing product experiences with 
others, which provides value to them (Butler et al. 2007). Further-
more, consumers may also derive value from enjoying the activity 
of trying out new products. This responds to their need of feeling 
competent and self-determining (Deci and Ryan 2000). Enjoyment 
is understood as peoples’ feeling of happiness while being engaged 
in a specific activity (Russell and Mehrabian 1977). Consumers who 
are mainly interested in the offered incentives (Deci and Ryan 2000) 
may perceive the provision of free products as a rewarding outcome 
for participating in tryvertising campaigns. Hence, the provision of 
free products responds to consumers’ underlying motive of reward. 
It may be the activity of trying out innovative products itself, the 
enjoyment (Cropanzano and Mitchell 2005) of exchanging experi-
ences with like-minded others (Emerson 1976) or just the effect of 
receiving exclusive products for free (Blau 1964) which may drive 
consumers’ engagement. According to Deci and Ryan (2000) intrin-
sic motives arise out of individuals’ own interest for engagement, 
while activities based on extrinsic motives are solely undertaken due 
to its desirable consequences. Thus extrinsically driven consumers 
who are mainly interested in the free products are assumed to in-
teract less with others and therefore to share fewer products as they 
derive no benefits from becoming active (Blau 1964; Deci and Ryan 
2000). Furthermore, sharing products with others may even reduce 
their value as fewer products may be left for them. Compared to the 
aforementioned, consumers who are intrinsically driven by the need 
to make friends or experience enjoyment are expected to actively en-
gage within their social networks and will therefore physically share 
more products with their peers. 

Generally, consumers’ interactions by which experiences are 
transferred (Rogers 1983) occur within these networks. More pre-



Advances in Consumer Research (Volume 42) / 349

cisely, offline and online interactions, namely WOM and eWOM, 
help people to transfer product related information from one to an-
other (Rogers 1983). While consumers’ online behavior refers to their 
weak ties, consumers’ offline behavior occurs within the network of 
strong ties and therefore implies a high need for close relationships 
(Granovetter 1973). Those who engage in WOM and eWOM con-
versations within their personal networks (Emerson 1976) are ex-
pected to go a step further by sharing their products with others as 
an ultimate means to fulfill their needs of making friends (Gwinner 
et al. 1998) and enjoyment (Cropanzano and Mitchell 2005). On the 
contrary, those who contribute less within their personal networks 
are expected to share fewer products because they perceive no ben-
efit arising out of this behavior (Blau 1964). Thus, we propose:

Hypothesis 1:  Intrinsic motives like a) making friends and b) 
enjoyment have a positive impact on consumers’ 
product sharing behavior. The extrinsic motive 
c) reward therefore has a negative impact on 
consumers’ product sharing behavior.

Hypothesis 2:  Intrinsic motives like a) making friends and b) 
enjoyment have a positive impact on the quantity 
of WOM contributions. The extrinsic motive c) 
reward therefore has a negative impact on the 
quantity of WOM contributions.

Hypothesis 3:  Intrinsic motives like a) making friends and b) 
enjoyment have a positive impact on the quantity 
of eWOM contributions. The extrinsic motive c) 
reward therefore has a negative impact on the 
quantity of eWOM contributions.

Mediating Effects of WOM and eWOM
Although the exchange of product experiences and the sharing 

of products are different activities they are somehow related. It may 
be rather difficult to share a product with someone without talking 
about it. Before consumers are sharing products with others, they 
primarily may want to find out if others are generally interested in 

obtaining one of those products. Thus consumers’ WOM and eWOM 
contributions are seen as an indicator of their product sharing behav-
ior because the decision to share products is based on such interac-
tions (Mudie, Cottam, and Raeside 2003). Hennig-Thurau and Walsh 
(2003) as well show that consumers’ online interactions highly in-
fluence their decision-making process and their further behavior. 
Both, consumers’ interactions as well as product sharing behavior, 
therefore constitute a mean to build up and reinforce network ties. 
As strong and weak ties are highly interrelated (Jack 2005), consum-
ers’ WOM and eWOM contributions are assumed as being necessary 
antecedents of their product sharing behavior. Therefore, we further 
explore the mediating effects of WOM and eWOM concerning the 
impact of consumers’ motives on product sharing behavior. Thus, 
we hypothesize:

Hypothesis 4:  The quantity of WOM contributions mediates 
the relationships between consumers’ motives 
and their product sharing behavior.

Hypothesis 5:  The quantity of eWOM contributions mediates 
the relationships between consumers’ motives 
and their product sharing behavior.

EMPIRICAL STUDY

Research Field and Study Design
In July 2013, a tryvertising campaign for a new fast moving 

consumer good (FMCG) was launched for De Oleos’ product inno-
vation of Bertolli oil sprays, which has been created to facilitate the 
apportioning of oil use. Participating consumers were sent a packet 
containing six bottles of the new olive oil. They were asked to try out 
the product, share their experiences as well as some of the obtained 
products with family, friends and acquaintances. To exchange their 
consumption experiences with a larger community they got access to 
the corresponding online tryvertising platform. To study whether and 
how different motives affect participants’ WOM and eWOM as well 
as product sharing behavior, we applied a multi-method approach, 
consisting of online surveys and community data, to prevent a com-
mon bias (Podsakoff et al. 2003). In order to capture participants’ 

FIGURE 1
Conceptual Model



350 / Tryvertising - What Makes Consumers Share Product Innovations With Others?

motives, one survey was conducted at the beginning of the tryvertis-
ing campaign. At the end of the campaign another online survey was 
conducted to obtain data on participants’ WOM and product sharing 
behavior throughout the entire product trial stage. Furthermore, by 
accessing log-file data of the online tryvertising community plat-
form, we captured the actual eWOM of the participants by counting 
the number of actual comments contributed to the community. To 
measure participants’ motive to make friends two items were adapt-
ed from Butler et al. (2007). Participants’ enjoyment was measured 
by using two items from Constant, Sproull and Kiesler (1996) and 
one item from Füller (2006). Further participants’ interest in the of-
fered incentives was measured by adapting two items from Füller 
(2006). All construct items were assessed using a five-point Likert 
scale ranging from strongly disagree to strongly agree. To measure 
the level of WOM, participants were asked to indicate the number of 
persons they have spoken to regarding the product throughout the 
campaign. Participants’ product sharing behavior was measured by 
asking how many of their products they had actually shared with oth-
ers. In total, 422 respondents completed both online surveys. While 
the majority of respondents (63.27%) participated in the tryvertis-
ing online platform, the remaining 36.73% did not post anything. 
The final sample consisted of 83.9% (n=354) female respondents 
averagely aged 38.80 years, and 16.1% (n=68) male respondents av-
eragely aged 37.43 years. 

FINDINGS
Main Effects of Motives: Multiple regressions were conducted 

to study the main effects of intrinsic and extrinsic motives on con-
sumer behavior. As expected, our results (see table 1) confirm a sig-
nificant impact of consumers’ motives on product sharing behavior 
(R2  = .036, F(3, 418) = 5.278, p ≤ .001) as well as on WOM (R2  = 
.131, F(3, 418) = 21.076, p < .001) and eWOM (R2 = .019, F(3, 418) 
= 2.631, p < .05). Findings reveal a significant positive impact of the 
motive to make friends (β = .132, p ≤ .01) and enjoyment (β = .099, 
p ≤ .05) on product sharing behavior thus confirming hypothesis 1a 
and 1b. However, there we found no significant impact of getting 
rewarded (β = .000, p > .05) on product sharing behavior. Hence 
no evidence for hypothesis 1c was found. Furthermore, regression 
analyses revealed a significant positive impact of the motive to make 
friends (β = .258, p < .001) and enjoyment (β = .154, p < .01) on 
WOM. Results also showed a significant negative impact for the 
motive reward (β = -.125, p < .01) on WOM. Thus full support for 
hypothesis 2 was found. Regarding the direct impact of motives on 
eWOM, only the intrinsic motive to make friends (β = .121, p < .05) 
led to a significant positive impact. Enjoyment (β = .021, p > .05) 
and reward (β = -.050, p > .05) had no significant impact on eWOM. 
Therefore hypothesis 3a can be supported, while hypotheses 3b and 
3c must be rejected.

Mediating Effects of WOM and eWOM: We hypothesized that 
WOM and eWOM mediate the effect of motives on product shar-
ing behavior. We applied a simple mediation model, suggested by 
Preacher and Hayes (2004) due to its emphasis on finding significant 
indirect effects between the independent and the dependent vari-
able. Three mediation models with biased-corrected bootstrapping 
(N=5000, 95% confidence interval (CI)) were estimated for each 
independent variable. There was a significant and positive mediat-
ing effect of both intrinsic motives to make friends (95% CI: .054 to 
.127, β = .087) and enjoyment (95% CI: .045 to .105, β = .073) on 
product sharing behavior through WOM. The indirect effect of re-
ward (95% CI: -.071 to -.004, β = -.036) on product sharing behavior 
through WOM therefore was significant and negative. Furthermore, 
eWOM did neither act as a mediator for the impact of making friends 

on product sharing behavior (95% CI: -.029 to .002, β = -.008), nor 
for the impact of enjoyment (95% CI: -.021 to .004, β = -.004) or 
reward (95% CI: -.002 to .016, β = .002) on product sharing behav-
ior. Hence, WOM positively mediated the effect of intrinsic motives 
on product sharing behavior, and negatively mediated the effect of 
extrinsic motives on product sharing behavior. In other words, WOM 
plays a very important role as it explains the relationship between 
peoples’ motives to engage in tryvertising campaigns and their prod-
uct sharing behavior. Thus, evidence for hypothesis 4 is found, while 
hypothesis 5 needs to be rejected. 

TABLE 1
Multiple Regression Results and Mediating Effects

 Dependent Variables  
Independent 
Variables Product Sharing WOM eWOM

Direct 
Effects β SE β SE β SE

Make 
Friends   .132** .051     .258*** .049   .121* .052

Enjoyment   .099* .051     .154** .049   .021 .052

Reward   .000   −.125** .046 −.050 .049

R2   .036     .131   .019

F 5.278*** 21.076***  2.631*  

Mediating Variables  

 WOM eWOM
Mediating 
Effects  β SE β SE

Make 
Friends .087* .019 −.008  .007

Enjoyment .073* .016 −.004  .006

Reward   −.036* .017    .002  .004

* p≤.05, ** p≤.01, *** p≤.001

DISCUSSION
Today’s mass advertising is more and more replaced by interac-

tive marketing approaches granting consumers an active role in the 
advertising process. Although tryvertising emerges as a new trend 
for product placement in marketing (Trendwatching 2005), so far 
little is known about what makes tryvertising interesting for consum-
ers. In order to make tryvertising a successful strategy in marketing, 
firms need to be aware of various consumer motives which might 
have a different impact on the expected outcome in terms of WOM, 
eWOM and product sharing behavior. Our findings show that con-
sumer motives indeed have a significant impact on product sharing 
behavior. While the motive to make friends generates significantly 
more WOM and eWOM, the motive of enjoyment contributes at 
least to more WOM. Contrarily, consumers’ motive of reward results 
in lower levels of WOM as they are merely interested in obtaining 
the free products instead of bringing about the expected benefits for 
the firms. Thus, firms should preselect participants based on their 
motives if they want to boost product diffusion. Moreover, our study 
shows a significant mediating effect of WOM for the relationship 
between consumer motives and product sharing behavior, meaning 
that people first need to engage in face-to-face interactions in order 
to share the products with others. Although eWOM does not act as 



Advances in Consumer Research (Volume 42) / 351

mediator for the relationship between consumer motives and prod-
uct sharing behavior, firms should create a well-functioning online 
community that fosters consumers’ interactions by stimulating the 
establishment of new friendships and responding to the need of en-
joyment. In doing so, community activities are perceived as an out-
standing and amusing experience, which helps firms to profit from 
consumers’ online interactions in the future. Therefore, we suggest 
that firms follow a twofold strategy. As a first step they should de-
cide whether they focus on generating WOM or eWOM. Based on 
this decision they could then either create an online or an offline 
environment, which stimulates frequent interactions among consum-
ers.

Although our study delivers interesting insights regarding the 
effects of tryvertising campaigns, more research remains to be done 
in order to address its limitations. Our study only concentrates on 
one single product category within a single market. Future research 
should focus on other product categories like food, beverages, per-
sonal care and beauty products or telecommunication. Thus it would 
be interesting to see if our results hold for other product categories 
in different countries. Even though our study explores the impact of 
three different consumer motives, further research might ask which 
other personal characteristics affect product sharing behavior. This 
should help firms to design online tryvertising campaigns more ef-
ficiently in the future. Accordingly, future research might also study 
the ideal product sample size that leads to the most beneficial out-
come for firms and consumers alike. Moreover, it should be ques-
tioned which other incentives, besides the product itself, could be 
offered to participants in order to drive WOM, eWOM and physical 
product sharing behavior. 

Despite these limitations our study highly contributes to a better 
understanding of the new and promising marketing form of tryvertis-
ing. Contrary to prior research, which mainly uses behavioral inten-
tion measures, our study draws on real customer data, and therefore 
applies real behavior measures. Ultimately, it ensures a high level of 
ecological validity.

Our study showed that consumer motives significantly affect 
physical product as well as experience sharing behavior in terms of 
WOM and eWOM. Besides we found evidence for WOM mediating 
the impact of consumer motives on product sharing behavior. We 
hope that this study will inspire other researchers to further explore 
the topic of tryvertising as a specific form of co-creation and engage-
ment that emphasizes consumers’ role of co-marketers and salesmen.
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