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Socialmedia andweb-based environments provide important new channels for the dissemination ofmessages and
roles for central individuals in networks to provide conduits for marketplace information. The purpose of this
research is to test individuals' propensity to transfer market mavenism – a characteristic associated with a group
of highly knowledgeable consumerswho are disseminators of generalizedmarketplace information – fromphysical
to virtualworld environments and the features of these ‘cyber-mavens.’Weposit that cyber-mavens aremore likely
to be immersed in flow experiences – the feeling of total immersion and deep involvement in human–computer
mediated interactions – and to trial new products in virtual worlds. We also test hypotheses regarding a number
of other demographic features and individual characteristics of likely mavens. The analysis is based on ANOVA,
with post-hoc tests for group comparison. Our findings indicate that while ‘real-life’ market mavenism remains
most dominant, mavens are able to extend this capacity into virtual worlds, suggesting the transferability of the
maven concept across major channels. We also find that cyber-mavens have a greater propensity to experience
‘flow’ in virtual worlds than non-mavens and are more likely to trial new products in order to satisfy hedonist
motives for personal interest in new products. Further, our findings indicate that cyber-mavens can be male or
female, are well-educated, and slightly older consumers, are keen users of virtual worlds and have knowledge of
other mavens. This study represents one of the first attempts to better understand how consumer behavior
might differ in virtual world channels, and, by so doing, better inform our understanding of an important group
of consumers for digital goods, namely cyber-mavens.

© 2016 Elsevier Inc. All rights reserved.
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1. Introduction

Whether described as lead users, innovators, early adopters, user
communities, or other labels, the scholarly literature overwhelmingly
advocates the involvement of advanced and highly knowledgeable
consumers in organizational innovation practices spanning product
modification to the introduction of new technology, and to facilitate
the dissemination of product information (Hofmann, 2015; Yoshida
et al., 2014; Parmentier and Mangematin, 2014; van Rijnsoever and
Oppewal, 2012; Nahuis et al., 2012; Ortt et al., 2007; den Hende et al.,
2007; Funk, 2007; Cachia et al., 2007).

One group of lead consumers that are particularly influential is
market mavens – agents who are ‘super consumers’ and enthusiastic
disseminators of generalizedmarketplace information–first introduced
by Feick and Price (1987). The present study questions if the propensity
for individuals to act as market mavens is transferrable into virtual
world environments. Further, if market mavenism is fluid across
context (i.e. transferable from real-life settings to the Internet and
, a.pressey@bham.ac.uk
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relatively new technologies such as virtual worlds), what might facili-
tate this behavior? Themarketmaven concept has receivedwidespread
support in physical (i.e. real-world) channels (Clark and Goldsmith,
2005, Feick and Price, 1987; Goldsmith et al., 2006) as well as Web-
based channels (Barnes and Pressey, 2012; Belch et al., 2005) and has
inspired hundreds of replication studies and extensions. As Barnes and
Pressey (2012: 167) note, however: “A notable absence from these stud-
ies is an understanding of market maven behavior in alternative commu-
nication channels”, particularly in new social media platforms and virtual
worlds. The present study extends themarketmaven concept by examin-
ing maven propensity in cyberspace; specifically, exploring individuals'
propensity to transfer market mavenism to virtual world environments
and the ‘cybermarketspace’ (Venkatesh, 1998), a personal capability or
role which we term the ‘cyber-maven’.

In addition to examining the presence of the cyber-maven in virtual
world channels,we explore howsuch behavior is facilitated by examining
the influence that ‘flow’ (Csikszentmihalyi, 1977, 1997) – the feeling of
total immersion anddeep involvement in human–computermediated in-
teractions (Novak et al., 2000) – has on cyber-maven propensity.We also
examine cyber-mavens' motives for trialing new products and services in
virtual worlds (or ‘customer innovativeness’ — see Roehrich, 1995), and
provide a demographic profile of the cyber-maven. Our data is collected
ine flow experiences: Evidence from virtual worlds, Technol. Forecast.
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via two surveys in the popular social virtual world, Second Life (phase I:
n = 1424; phase II: n = 448) and analyzed using ANOVA, the Kruskal–
Wallis H Test, and post-hoc tests.

Online virtual worlds have grown considerably in popularity and
economic value since early precursors such as Habitat in the late
1980s, with the ‘virtual economy’ – the market for virtual characters,
items and currencies – estimated to be worth US$6 billion by the end
of 2013 (Worthen, 2010). It is estimated that 13% of Americans have
bought virtual goods or services online (Rosenberg, 2010), while 12%
of American adults refer to social media before making purchase deci-
sions (Sass, 2011), and that the number of people participating in virtual
worlds could be asmuch as 2.3 billion (KZero, 2013). Indeed, such is the
popular uptake of virtual worlds some studies point to the potential ad-
dictive properties of these platforms (Barnes and Pressey, 2014). As a
consequence, these online platforms provide considerable opportuni-
ties for marketers and for the dissemination of product information
(Barnes and Pressey, 2012; Saren et al., 2013; Cachia et al., 2007), as
well as for virtual brand development (Barnes et al., 2015), and virtual
entrepreneurs (Papagiannidis et al., 2008).

Against this background, the present study is timely for a number of
reasons. Initially, mavens are ‘super-diffusers’ of product information,
and stand as one of the most important groups of consumers to target
with product and service information and particularly new product of-
ferings in this regard (Sundaram et al., 1998; Williams and Slama,
1995; Slama and Williams, 1990), making their identification in an on-
line context of particular importance (Barnes and Pressey, 2012;
Laughlin and MacDonald, 2010). Recent research has also pointed to
the presence of the ‘Internet maven’ – or ‘e-maven’ – (Zhang and Lee,
2014; Kim et al., 2011; Ho and Dempsey, 2010; Belch et al., 2005),
hence studies examiningmavens in virtualworlds is a natural extension
to this corpus of work, and helps to understand the potential transfer-
ability of market maven behavior across channel as well as the univer-
sality of the concept (Barnes and Pressey, 2012). Virtual world
platforms afford an important setting in which to explore conventional
theories and tenets (Hemp, 2006), and to question some of our core on-
tological assumptions. Finally, this study stands as one of the first to ex-
amine an important aspect of existing theory in the setting of virtual
worlds.

In the next section we examine the hypotheses to be tested in the
study. This is followed by a discussion of the research methodology
and subsequently by the results of our analysis. The paper concludes
with implications of the study for theory and practice and provides
suggestions for future research.

2. Hypothesis development

2.1. Market mavens and propensity across channel

Scholars have for some time sought to identify consumers who ex-
hibit a greater capacity to act asmarket influencers and as disseminators
of consumption information than other consumers (Sheth, 1971; Kotler
and Zaltman, 1976). One particular consumer role that “individuals can
adopt” (Feick and Price, 1987: 85) is the market maven. Mavens collate
and disseminate marketplace information in the belief that they can in-
crease their perceived power in society, be useful in their interactions
with other consumers (Sieber, 1974), and in the expectation that they
will become the recipient of ‘rewards’ (i.e. that theywill be the recipient
of informed information on topics from others in return) (Feick and
Price, 1987).

The concept of market mavens has attracted considerable scholarly
enquiry. Lawrence F. Feick and Linda L. Price's original ‘foundational’
papers on mavens (Feick and Price, 1987; Price et al., 1988; Price et al.,
1995) have attracted numerous replications and extensions. This includes
psychological influences, motives, and maven profiling (Goldsmith et al.,
2012; Vazifehdoost et al., 2012; Fitzmaurice, 2011; Stokburger-Sauer and
Hoyer, 2009; Goldsmith et al., 2006; Clark and Goldsmith, 2005; Walsh
Please cite this article as: Barnes, S.J., Pressey, A.D., Cyber-mavens and onl
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et al., 2004), the extent of themaven repertoire across product and service
categories (Slama andWilliams, 1990), the presence of teen Internet ma-
vens and their influence in family decision-making (Belch et al., 2005),
mavens and consumer self-confidence (Clark et al., 2008; Chelminski
and Coulter, 2007), mavens' attitudes towards technology (Geissler and
Edison, 2005), consumer innovativeness of mavens (Andrews and
Benedicktus, 2015; Ruvio and Shoham, 2007; Goldsmith et al., 2003),
maven blog activity (Kim et al., 2012), the value of mavens in product re-
ferrals (Walsh and Elsner, 2012),mavens' adoption of service innovations
(Evanschitzky et al., 2014), and market maven activities in illicit markets
(O'Sullivan, 2015), among many other areas that have received scrutiny.

In addition, the maven concept has proven robust across different
cultural settings including the United States (for example, Goldsmith
et al., 2006; Slama and Williams, 1990), Israel (Ruvio and Shoham,
2007), South Africa (Abratt et al., 1995), Germany (Wiedmann et al.,
2001), The Netherlands (Steenkamp and Gielens, 2003), Poland
(Chelminski and Coulter, 2002), China (Zhang and Lee, 2014), and
South Korea (Kim et al., 2011; Chelminski and Coulter, 2007), and
demonstrating high construct validity in its usage when employed in
non-marketing contexts (see, for example, Boster et al.'s (2015) studies
of ‘political’ and ‘healthcare’ mavens). Although the market maven
measure has received some criticism (see, for example, Voss et al.,
2000; Goodey and East, 2008; Williams and Slama, 1995) it remains
one of the most highly cited concepts in marketing scholarship some
three decades after its introduction.

Virtualworlds offer platforms ideally suited tomavens by facilitating
social interaction via avatars and the potential dissemination ofmarket-
place information, particularly given the large and rapidly growing
economy based around the consumption of virtual goods. While the
notion of the ‘Internet maven’ – or ‘e-maven’ – has received some
attention (Zhang and Lee, 2014; Kim et al., 2011; Ho and Dempsey,
2010; Belch et al., 2005), the cyber-maven – individuals with the capacity
to extend this behavior into virtual world settings – has received little
scrutiny (cf. Barnes and Pressey, 2012). Given the growing importance
of virtual worlds and social media in consumption decisions this would
seem a notable omission. For example, a study in 2011 found that 12%
of American adults refer to social media before making consumption
decisions (Sass, 2011).

Previous studies have rarely looked in any detail at the nature of the
channel itself and market maven propensity, but have instead focused
on mavens' personal characteristics (e.g. Clark et al., 2008;
Stokburger-Sauer and Hoyer, 2009; Goldsmith et al., 2006; Clark and
Goldsmith, 2005; Geissler and Edison, 2005; Price et al., 1995). The
only extant study to have empirically examined the concept of market
mavenism in a virtual world setting is Barnes and Pressey (2012), who
found evidence to support the notion that market maven propensity is
transferable across physical, Web, and virtual world channels owing to
the pervasive qualities of the concept and its ‘fluidity’ across channels.
In an attempt to confirm this finding we propose the following:

H1. Individuals with high market maven propensity retain this charac-
teristic across channel, both onto Web and virtual world platforms.

In addition to the transferability of the market maven concept,
Barnes and Pressey (2012) examined the extent to which mavenism
may be greater in a particular channel, asking the question: “If market
mavens do retain their maven behavior across channel then is this
behavior equally strong in all channels? [and] …might a market maven
have a particular channel in which he or she exhibits their strongest
maven behavior?” (p.171). They found that there is a “variability of
marketmavenismbetween channels” (p.175), noting a stronger relation-
ship between virtual worlds and the Internet (presumably as both are
IT-based, electronic communication channels). Interestingly, however,
crucially theydid not test nor hypothesize inwhich actual channelmarket
maven propensity was strongest. Although virtual worlds provide
“environments in which complex social systems can develop [and as]
ine flow experiences: Evidence from virtual worlds, Technol. Forecast.

http://dx.doi.org/10.1016/j.techfore.2016.07.025


3S.J. Barnes, A.D. Pressey / Technological Forecasting & Social Change xxx (2016) xxx–xxx
social shopping for virtual products in virtual stores is a popular activity”
(Hoffman and Novak, 2009: 31), we would nevertheless expect market
maven propensity to be greatest in real-life and the Internet compared
to virtual worlds as the former two contexts are more familiar environ-
ments in which consumers have had the experience to develop their
market maven role and develop the expertise associated with it, and
given the learning-curve associated with mastering such relatively
new computer-mediated environments1 (Hoffman and Novak, 2009).
Therefore, we propose the following:

H2. Market maven behavior will be greatest for individuals in physical
and Web environments compared to virtual world channels.
2.2. Cyber-mavens and online flow

PioneeredbyMihaly Csikszentmihalyi and colleagues (Csikszentmihalyi,
1977, 1990, 1997; Csikszentmihalyi and Csikszentmihalyi, 1988;
Csikszentmihalyi and LeFevre, 1989), flow is a concept that helps explain
human–computer mediated interactions and refers to a “seamless
sequence of responses facilitated by machine interactivity” (Wang et al.,
2007: 146). The concept of flow has been studied in numerous contexts
including shopping, work, sports, hobbies, computer use, and games;
more recently it has become an important construct helping to compre-
hend compelling online experiences (Dholakia and Bagozzi, 1999;
Hoffman and Novak, 1996). Regarded as a multidimensional concept
(Ghani and Deshpande, 1994; Trevino and Webster, 1992; Webster
et al., 1993), flow has been subject to a number of alternative conceptu-
alizations (Csikszentmihalyi, 1997; Trevino and Webster, 1992;
Hoffman and Novak, 1996). In this study we adopt Novak et al.'s (2000)
construct as well as the seven key aspects of flow comprising: arousal
(online stimulation), challenge (the capabilities of the user being
stretched online), control (no feelings of frustration while online),
speed/interaction (perceptions of speed of interaction with a website
while online), skill (perceptions of Web-knowledge being tested while
online), time distortion (the perception of time passing quickly and
without notice while online) and telepresence (feelings of displacement
or being in a different world while online).

The flow construct has been applied to numerous contexts, including
as a predictor of purchase intentions (Korzaan, 2003; Hsu and Lu, 2003;
Luna et al., 2003; Sanchez-Franco, 2007), influencing attitudes towards
playing online games (Hsu and Lu, 2003), and in influencing Web and
brand attitudes (Sanchez-Franco, 2007). Virtual worlds provide a new
context for the application of flow, and one which is potentially more
immersive that “presents an exciting and accessible fertile environment
for the study of flow” (Hoffman and Novak, 2009: 30). Indeed, it is
thought that the social context to virtual worlds, the extent and variety
of interactivity, the virtual representation of space and the significant
learning curve are likely to accentuate the role of flow in human–
computer interaction2 (Hoffman and Novak, 2009).

We propose that virtualworld settings can have a profound effect on
the extent towhichmavens can experienceflow, based on their: (i.) de-
sire to seek out new technology, (ii.) desire to capitalize on opportuni-
ties to increase their learning as mavens, and (iii.) personality
characteristics. Initially, mavens have a greater affinity for new technol-
ogy than those with low maven propensity and “are more likely than
non-mavens to communicate with other consumers through new tech-
nology” (Geissler and Edison, 2005: 88), and hence may well seek out
virtual worlds and subsequently experience greater states of flow.
Secondly, Hoffman and Novak (2009) propose that consumers who ex-
perience a state of flow tend to increase their learning as they are “more
1 Second Life (one of the most popular virtual worlds) initially went online in 2003 and
has subsequently increased in sophistication.

2 Interestingly, Hoffman andNovak (2009) note that had they undertaken their studyof
flow in the 2000s rather than in the 1990s they would have based their conceptualization
on virtual world interactions rather than the Internet.
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likely to retain more of what they perceive” (p.30) — as supported by
other studies (Skadberg and Kimmel, 2004; Choi et al., 2007; Suh and
Chang, 2006) — clearly something that the well-informed market
maven would seek in order to sustain their status and to attain the
power and rewards they perceive their role affords (Feick and Price,
1987; Sieber, 1974). Thirdly, the personality characteristics of individ-
uals with a greater disposition to experience a flow state (termed the
‘autotelic personality’) — which includes curiosity, a need for achieve-
ment, and seeking situations that encourage growth and stimulation
(Csíkszentmihályi et al., 2011; Engeser and Rheinberg, 2008;
Eisenberger et al., 2005)—would seemconsistentwith themaven traits
of seeking personal growth (Ho and Dempsey, 2010), their need to as-
sert their role as “competent information providers and advisors”
(Walsh et al., 2004: 110), and their capabilities as ‘smarter’ shoppers
(Slama et al., 1992). This leads us to our third hypothesis:

H3. Cyber-mavens will experience higher levels of (a) flow and (b) the
key dimensions of flow in virtual worlds than non-mavens.
2.3. Cyber-mavens and consumer innovativeness

Consumer innovativeness – or the ‘consumption of newness’
(Schreier and Prügl, 2008) – refers to the tendency of individuals to
trial new products more expediently than others (Midgley and
Dowling, 1978; Cotte and Wood, 2004; Roehrich, 2004). Roehrich
(1995) conceived of consumer innovativeness as capturing two core
needs: a need for uniqueness (Snyder and Fromkin, 1980) and a need
for stimulation (Berlyne, 1960). We adopt Roehrich's (1995) measure
which comprises two dimensions: social innovativeness (need for
uniqueness) and hedonist innovativeness (need for stimulation). Socially
innovative consumers are amongst the first in their peer group to trial
new products in order to infer some special status on themselves and
impress others (trial as an externalmotivator), while hedonistic innova-
tive consumers are excited by new products and adopt or trial based on
their own personal enjoyment (trial as an internalmotivator) (Roehrich,
2004, 1995; Vandecasteele and Geuens, 2010). Consumer innovative-
ness merits examination in virtual worlds as it provides an insights
into the consumption values (Sheth et al., 1991) of consumers in these
increasingly important online platforms.

Mavens are innovative in nature and have a greater likelihood for
early trial and adoption of new products compared to individuals with
low market maven propensity (Barnes and Pressey, 2012; Geissler and
Edison, 2005; Slama andWilliams, 1990; Feick and Price, 1987). Further,
mavens often “…feel the need to distinguish themselves from non-
mavens through their purchases” (Clark and Goldsmith, 2005: 298–
299), particularly seeking variety and uniqueness (Stokburger-Sauer
and Hoyer, 2009; Clark and Goldsmith, 2005), we would, therefore, ex-
pect cyber-mavens on the basis of both hedonistic innovativeness and
social innovativeness in virtual world settings. The extent to which
cyber-mavens extend this behavior into virtual worlds is uncertain;
given their personal characteristics, however,we propose the following:

H4. Cyber-mavens will experience greater levels of (a) hedonist inno-
vativeness and (b) social innovativeness in virtual worlds.
2.4. Cyber-mavens' demographic profile and channel characteristics

While the originators of the concept found that market mavens in
the U.S. were more likely to be female, African American and have
lower educational levels than non-mavens (Feick and Price, 1987), no
clear or consistent demographical profile of mavens has subsequently
been proposed; Geissler and Edison (2005: 85) even go as far as to
note the “lack of success of demographically profiling mavens.” Equivo-
cal (or at least inconsistent) findings have been offered in prior studies
(e.g. Goldsmith et al., 2006; Clark and Goldsmith, 2005; Geissler and
ine flow experiences: Evidence from virtual worlds, Technol. Forecast.
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Edison, 2005; Goldsmith et al., 2003) consequently making targeting
this important group of consumers challenging. As no compelling
argument or evidence has been offered to propose that mavens adhere
to a particular demographic profile the following hypothesis for cyber-
mavens is offered:

H5. Cyber-maven behavior is not determined by respondent characteris-
tics: (a) age, (b) gender, or (c) education.

Marketmavens enjoy learning about products and services, collecting
coupons from newspapers and magazines and generally engaging with
shopping behavior to a greater extent than other individuals (Feick and
Price, 1987), and virtual worlds potentially afford mavens a new channel
in which to interact. Belch et al. (2005) found that the more hours spent
online by young adults the greater the likelihood that theywould be per-
ceived as an Internetmaven. Hence it is proposed that if, as it is supposed,
mavens have a greater affinity for technology than non-mavens and
proclivity for shopping interest then these characteristics will be extend-
ed to virtual world channels. Hence,marketmavens' user interaction and
involvementwith virtualworld channels in terms of user experience (the
length of time the individual has been using eachmedium) and intensity
of usage (measured in terms of the time spent in each medium) will be
greater, in general, than those with low market maven propensity as
they search for and disseminate product information. Similarly, we pro-
pose that market mavens will have both greater virtual world channel
usage and experience. Hence we posit:

H6. Cyber-mavens will have a greater propensity of: (a) channel expe-
rience; and (b) intensity of usage in virtual worlds.

The final area of market maven personal characteristics concerns the
ability of consumers to recognize others as market mavens — an impor-
tant means of validating the market maven construct (Feick and Price,
1987) yet ameasure that is often curiously omitted fromempirical studies
(Barnes and Pressey, 2012). Feick and Price (1987) found that a sizeable
proportion of respondents had knowledge of other mavens, based on
the premise that mavens seek out other mavens in order to exchange
information (Feick and Price, 1987; Sieber, 1974). Therefore we propose
the following:

H7. Cyber-mavens will have knowledge of other market mavens in
virtual worlds.
3. Methodology

The research design adopted by the study involved a cross-sectional,
convenience sample using two self-report surveys: one directly in Sec-
ond Life and one via a link to a website (see Appendix). In order to be
consistent with previous research examining market mavens, only
minor modifications were made to Feick and Price's (1987) original
measure to reflect the channel under examination. The nomological
validity of the market maven measure has been generally supported
in comparison to the broadly conceptually similar measures of opinion
leadership and innovators/early adopters (Feick and Price, 1987;
Ruvio and Shoham, 2007). Although the market maven measure has
not beenwithout its critics, it has proved robust across different cultural
contexts including the US (Chelminski and Coulter, 2007; Goldsmith
et al., 2006), The Netherlands (Steenkamp and Gielens, 2003), Poland
(Chelminski and Coulter, 2002), South Korea (Chelminski and Coulter,
2007), Israel (Ruvio and Shoham, 2007), South Africa (Abratt et al.,
1995), and Germany (Wiedmann et al., 2001), thus demonstrating the
robust nature of the concept and its broad applicability. Similarly,
Novak et al.'s (2000) measure of flow was modified only very slightly
to fit the domain under investigation. Thismeasure has again proven rea-
sonably robust in previous studies of electronic media (Korzaan, 2003;
Hsu and Lu, 2003, Sanchez-Franco 2007). Customer innovativeness was
measured employing Roehrich's (1995) twin dimensions of social and
Please cite this article as: Barnes, S.J., Pressey, A.D., Cyber-mavens and onl
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hedonist innovativeness. In addition, data were captured on respondent
characteristics: user experience of Second Life (i.e. the length of time the
individual has been using the medium), intensity of usage (measured
via time spent in the medium), respondent demographics (age, gender
and the highest level of educational attainment), and knowledge of others
as mavens.

The two surveys employed in the study were administered by
means of two avatar ‘survey bots’ operating in Second Life for ten days
(n = 1424). Each bot is essentially an avatar automated to deliver the
survey items in text form and to collect responses in a database. Each
bot had an advertisement for the survey in its group name, above the
avatar. Details of the survey were also provided in the profile of the
avatar and respondents were requested to IM (instant message) the
bot. Respondents initiate contact and are given details of the survey
and how to begin the questionnaire by sending an IM (with the word
‘SURVEY’). One bot was male in appearance, the other was female;
both had formal attire. To collect sufficient responses, each bot was
placed at a high-traffic location selected from Second Life's ‘popular
locations’ list. The two locationswere chosen to be as generic as possible
(to appeal to both genders, different ages and nationalities) and each
focused on providing both free and paid-for digital content and on
generating traffic through paid ‘camping’ activities (where individuals
are paid small amounts of money for time spent ‘sitting’ at a particular
location).

Respondents to the Second Life surveywere then invited to complete
an online survey (via QuestionPro.com) with additional questions on
flow. The second surveywas sent only to individuals who had completed
the Second Life survey to ensure a matched sample of respondents. This
was sent four weeks after the first survey was closed in order to clean
the initial response list. A small monetary incentive (in Linden Dollars—
the official currency in Second Life) of approximately US$2 was provided
to respondents for each completed survey in each phase (approximately
1 US$ = 265 Linden Dollars). Two reminder messages were sent to
Second Life participants who had completed the first survey to encourage
them to complete the second survey. All responses were collected within
two weeks (n = 448). Of the 448 responses, just over half were male
(52.7%), with a median age category of 25–34 years, and only a third of
the sample being 35 years or over. The respondents were generally
well-educated, with more than half having at least a college degree. The
average use experiencewas between six and twelvemonths,with around
three-fifths using the virtual world for six months or more. Actual usage,
however,was high amongst the sample,with amedian usage between10
and 30 h per week.

A number of tests were undertaken to establish the validity and
reliability of the measures used in the analysis. In terms of convergent
validity – the extent to which theoretical scale items are empirically
related – the loadings of the measures on their respective constructs
ranged from 0.697 to 0.935, with all being significant at the 0.1% level.
Further, all of the constructs fulfill the recommended levels with refer-
ence to reliability (measured by composite reliability and Cronbach's α)
and average variance extracted (AVE). All AVE values were higher than
the cutoff of 0.50 recommended by Fornell and Larcker (1981); thus, all
the values of AVE are considered strong, ranging from 0.551 to 0.855.
Similarly, the values of composite reliability are very good, ranging from
0.860 to 0.922, well above the reliability value of 0.70 that is typically
advised for building measurement constructs (Nunnally, 1978). Note
that age, gender, education, channel experience, use intensity and the
three items related to knowledge of other mavens are all single-item
measures. Next, we examined discriminant validity — the extent to
which question items measure the construct intended as opposed to
other related constructs. A standard test for discriminant validity was
usedwhereby the square root of average variance extracted for each con-
struct is comparedwith the correlations between it and other constructs;
discriminant validity is demonstrated if the square root is higher than
the correlations. Each construct shared greater variance with its own
measurement items than with those of other constructs.
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Table 2
ANOVA test for high real-life maven group by channel (n = 94).

1. RL Mavenism 2. Web Mavenism 3. SL Mavenism

Mean 6.11 5.61 4.96
SD 0.310 0.858 1.311
Post Hoc Results (Scheffe) 1 N 2,3* 2 b 1, 2 N 3* 3 b 1,2*

Note: F-value = 36.692.
⁎ p ≤ 0.01.
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4. Results

4.1. Market mavens and propensity across channel

Based on a comparison of means we initially compared market
mavenism across the three channels studied and found no significant
differences (P = 0.245, F = 1.408, n = 448 [real-life mavenism =
4.32, Web mavenism = 4.44, VW mavenism = 4.43]), suggesting that
there is no general trend towards mavenism between channels. Next,
in order to identify the extent to which market mavens retained this
characteristic across channel, we classified respondents according to
their market maven propensity in ‘real-life’ – or physical channels. This
resulted in three groups being created: ‘High Mavenism’ (respondents
scoring 6–7 on the market maven measure), ‘Moderate Mavenism’
(respondents scoring 3–5 on the measure), and ‘Low Mavenism’
(respondents scoring 1–2), a treatment consistent with mavenism as
a continuum rather than dichotomy (Feick and Price, 1987). This classi-
fication is similar to Feick and Price's (1987) trichotomization of their
marketmaven dataset,which affords a closer comparisonwith thefind-
ings in the present study. It should be noted, however, that Feick and
Price (1987) converted their market maven dataset approximately
into thirds to derive their ‘low’, ‘medium’ and ‘high’ market maven
categories; our categorisation affords more accuracy as it only includes
respondents with ‘high mavenism’ (i.e. those respondents who reported
only ‘agree’ or ‘strongly agree’with themarketmavenmeasure).We find
that market mavens in real-life significantly (b0.001) retain this charac-
teristic over ‘Moderate’ and ‘Low’ market maven groups for both Web
and virtual world channels (see Table 1), thus supporting H1.

Next, based solely on the high scoring market maven group in
real-life (n= 94), we examined in which of the three channels studied
maven propensity was the strongest (see Table 2). As noted above,
while mavens retain this personal characteristic across channel context
in comparison to those weaker on the maven continuum, we find that
individuals with a high propensity for market mavenism in real-life
consistently score more highly in this context than in Web and virtual
world channels, thus offering support for H2.
4.2. Cyber-mavens and online flow

The remainder of our tests are based on market maven behavior in
virtual worlds; hence we classify respondents into three groups
(‘High’, ‘Moderate’ and ‘Low’ virtual world mavenism). We tested the
extent to which the three groups experienced the greatest levels of
flow (see Table 3), finding that respondents scoring highly on market
maven propensity in virtual worlds (i.e. cyber-mavens) also significantly
experienced the greatest levels of flow (b=0.001), thus supporting H3a.
Of the key aspects offlowas outlined byNovak et al. (2000), however,we
find that while control (no feelings of frustration while online), speed/in-
teraction (perception of speed while online), and time distortion (time
passing quickly online) are experienced equally by both cyber-mavens
and thosewith limitedmaven propensity (and suggesting a comparative
level of enjoyment of virtual worlds felt by both mavens and non-
mavens alike), cyber-mavensmore acutely experience arousal (feelings
of stimulation while online), challenge (online capabilities being
stretched), skill (Web-knowledge being tested), and telepresence
Table 1
ANOVA Test for Real Life Mavenism by Channel (n = 448).

1. High Mavenism (n = 94) 2. Moderate Mavenism (n = 327)

Physical 5.91 (0.429) 4.24 (0.683)
Web 5.50 (0.774) 4.33 (0.873)
VW 4.80 (1.225) 4.25 (1.433)

a Scheffe.
⁎ p b =0.05.
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(feelings of displacement or in a differentworldwhile online). These re-
sults therefore demonstrate partial acceptance of H3b.

4.3. Cyber-mavens and consumer innovativeness

Our examination of cyber-mavens and consumer innovativeness
(see Table 4) reveals that while cyber-mavens do not seek to trial or
adopt products in virtual worlds for the purposes of social innovative-
ness to a greater extent than those with weaker maven propensity,
they do have a greater proclivity to trial products for the benefits of
hedonist innovativeness. Hence H4 is only partially accepted.

4.4. Cyber-mavens' demographic profile and channel characteristics

Finally, we turn our attention to the demographic profile of cyber-
mavens. Feick and Price's (1987) original study of mavens finds that
they were more likely to be female, African American, and marginally
lower in educational attainment than non-mavens; we find, however,
that cyber-mavens have a clearer – and contrasting – demographic pro-
file. While the results do not appear independent in terms of gender
(tested using chi-square: χ2 = 4.388, df = 2, p = 0.111), Table 5
shows that both cyber-mavens and ‘moderate’maven groups are slight-
ly older than non-mavens and are better educated (hence H5 is only
partially accepted). Further, cyber-mavens are more experienced and
intensive users of virtual worlds than those weaker in maven propensi-
ty (accepting H6). This select group are also more likely to know other
mavens in a virtual world setting than individuals with lowmaven pro-
pensity (tested using chi-square: χ2 = 9.953, df = 2, p = 0.007)
(accepting H7), which provides some validation to the veracity of
market mavens in virtual worlds.

Based on the tests performed, the results for each hypothesis are
summarized below (see Table 6). Evidence is provided to support four
hypotheses and to partially accept three hypotheses.

5. Discussion

The results of our research indicate (via support for H1) that the
market maven concept is a fluid (or consistent) personal characteristic
that may be transferable across channel and computer-mediated
environments (cf. Barnes and Pressey, 2012). Importantly, the evidence
suggests the presence of the cyber-maven – an individual who retains
the characteristics of an important disseminator of generalized market-
place information – thus extending Feick and Price's (1987) conception
of themaven. Thefindings also therefore indicate that themavens harbor
the capacity to cross-pollinate generalized marketplace information
across channel context as individuals who may seek out new technology
3. Low Mavenism (n = 27) P (F-value) Post-hoc tests

1.67 (0.488) b0.001 (537.437) 1 N 2,3a,⁎; 2 N 3a,⁎

2.09 (1.189) b0.001 (168.149) 1 N 2,3a,⁎; 2 N 3a,⁎

3.43 (1.161) b0.001 (11.842) 1 N 2,3a,⁎; 2 N 3a,⁎
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Table 3
ANOVA test for flow based on high virtual world market mavenism (n = 448).

1. High Mavenism (n = 103) 2. Moderate Mavenism (n = 309) 3. Low Mavenism (n = 36) P (F-value) Post-hoc tests

Flow 4.83 4.33 4.06 0.001 (9.868) 1 N 2,3a,⁎

Interaction 4.54 4.26 4.36 0.069 (2.690) N/A
Skill 4.79 4.48 4.72 0.019 (4.011) 1 N 2a,⁎

Telepresence 4.74 4.30 4.53 0.002 (6.161) 1 N 2a,⁎

Time distortion 5.04 4.73 4.60 0.076 (2.589) N/A
Challenge 4.74 4.35 4.39 0.035 (3.369) 1 N 2a,⁎

Arousal 4.65 4.31 4.47 0.021 (3.920) 1 N 2a,⁎

Control 4.45 4.24 4.37 0.233 (1.461) N/A

a Scheffe.
⁎ p b =0.05.
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and channels (Geissler and Edison, 2005). Further, the results supporting
H2 show that real-life mavenism is strongest followed by mavenism in
the Web and virtual worlds (cf. Barnes and Pressey, 2012). This finding
may reflect the relatively steeper learning-curve associated with virtual
worlds and “in acquiring skills necessary for navigating the environment”
(Massara and Novak, 2008: 31) as opposed to more familiar real-life and
Web channels. Therefore, although market mavens are able to extend
their expertise across digital channels, this capability does diminish
somewhat when operating on digital platforms. It is uncertain if this
can be attributed to respondents' more extensive shopping experience
in physical channels followed by the Internet and the relatively more re-
cent introduction of virtual world channels, although it would potentially
be an area of interest for further study.

Our findings find partial support for H3 and suggest a very different
level of immersion experienced by users of virtual worlds based on their
personal characteristic as a market maven, thereby revealing insights
into the psychological traits of cyber-mavens. Initially, skill and
challenge are clearly important in effectively navigating virtual world
channels; as Hoffman and Novak (2009: 25) note: “there is a significant
learning curve to Second Lifewhich accentuates the role of skill and chal-
lenge.” Virtual worlds also provide an acute sense of escapism (or even
refuge) to mavens (through experiencing telepresence and arousal),
through feelings of being in a different world and the level of stimula-
tion provided (Ananthaswamy, 2007; Castronova, 2007).

As flow is thought to impact on learning in virtual worlds (Massara
and Novak, 2008; Hoffman and Novak, 2009), we note that the height-
ened states of flow experienced by cyber-mavens should help reinforce
the propensity of mavenism through greater learning, and the promo-
tion of product knowledge (Suh and Chang, 2006). Further, as cyber-
mavens tend to have a heightened experience of flow (andmay indeed
seek out flow experiences) in virtual worlds this finding may add
credence to the notion that market mavens harbor aspects of the
autotelic personality (Csíkszentmihályi et al., 2011) in seeking situations
that encourage growth and stimulation in a consumer learning context.
The findings suggest, however, that although some mavens will achieve
greater flow experiences in virtual worlds, this does not mean that indi-
viduals with low maven propensity will not equally experience flow in
virtual worlds. Clearly further personality characteristics (beyond the
remit of the present study) may well explain this finding and would
merit further study.

The research also provides some insight into consumer innovative-
ness among cyber-mavens. Put simply, cyber-mavens may not view
virtual worlds as a means to trial new products or services in order to
Table 4
ANOVA test for consumer innovativeness based on high virtual world market mavenism (n =

1. High Mavenism (n = 103) 2. Moderate Ma

Hedonist consumer innovativeness 4.75 4.41
Social consumer innovativeness 4.57 4.29

a Scheffe.
⁎ p b =0.05.
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satisfy an external motivation to impress others or to satisfy a desire
for uniqueness (at least relative to other groups of consumers), but
rather for internal hedonistic purposes based on their personal interest
in new products and the stimulation these provide, consistent with the
original conception of the maven (Feick and Price, 1987). Thus, offering
only partial support for H4.

We are also able to provide a clearer demographic profile of the
cyber-maven as well as their channel characteristics. While the first
study ofmarketmavenism found them to be female andwith low levels
of educational attainment (Feick and Price, 1987), the cyber-maven is
just as likely to be male as female, and is older and with higher levels
of educational attainment than non-cyber-mavens, offering partial
support for H5. In terms of channel characteristics, we find that cyber-
mavens have been engaged in virtual world usage for a longer period
of time than non-cyber-mavens and also spend more time in virtual
world usage, hence supporting H6. Finally, we can assert that cyber-
mavens have a greater propensity to identify other mavens in virtual
worlds, thus supporting the premise that mavens are able to identify
other mavens and exchange information (Feick and Price, 1987;
Sieber, 1974), albeit in a virtual world setting, thus supporting H7.

6. Conclusions and implications

In his book, Noel Capon (2007) documents the relative success of in-
dustries that have developed the capacity to identify market mavens
and incorporate their distinctive capabilities into their marketing strat-
egies. Themarketmaven conceptwas predicated on real-life interaction
between consumers (Feick and Price, 1987), at a point in time when
both theWeb and virtualworldswere at an embryonic stage in their de-
velopment. The present study considers maven behavior within a new
channel, an endeavor that would seem valuable given that “finding
new ways of identifying and profiling market mavens and targeting
marketing communications to them may be increasingly important in
the twenty-first century” (Geissler and Edison, 2005: 74). Further, iden-
tifying individuals who influence the agenda for consumer trends is in-
creasing in importance as consumer expectations change (Hofmann,
2015; Yoshida et al., 2014; Nahuis et al., 2012; Ortt et al., 2007), and
emphasises the need to involve lead users in online communities
(Parmentier and Mangematin, 2014). As market mavens play a pivotal
role in sharing product information a better understanding of these
individuals has the potential to add considerable value tomarketers oper-
ating in the growingmarket for virtual worlds and products. Hence iden-
tifying the presence of cyber-mavens in popular new media platforms
448).

venism (n = 309) 3. Low Mavenism (n = 36) P (F-value) ANOVA

4.03 b0.001 (6.717) 1 N 2,3a,⁎

4.06 0.057 (2.892) N/A
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Table 5
Kruskal–Wallis H test — demographic profiles by market maven groups (n = 448).

Demographics 1. High Mavenism: mean rank
(n = 103)

2. Moderate Mavenism: mean rank
(n = 309)

3. Low Mavenism: mean rank
(n = 36)

p (χ2) Dunn's post-hoc test

Age 238.51 228.09 153.60 0.001 (13.330) 1 N 3⁎ 2 N 3⁎

Education 207.10 236.30 173.04 0.005 (10.787) 2 N 3⁎

Channel experience 245.10 224.66 164.17 0.004 (10.964) 1 N 3⁎ 2 N 3⁎

Channel intensity 281.01 218.25 116.49 b0.001 (48.187) 1 N 2,3⁎ 2 N 3⁎

⁎ p b 0.05.
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such as virtual worlds would seem a valuable addition. Virtual worlds are
becoming recognized as an area of significant economic growth, and an
important part of these virtual economies is the trade in virtual goods.
This study represents one of the first attempts to better understand
how consumer behavior might differ in virtual world channels, and, by
so doing, better inform our understanding of an important group of
consumers for digital goods, namely cyber-mavens. We now briefly
outline implications for theory, management and public policy, and
provide the limitations of the study and suggestions for future research.

6.1. Implications for theory

This study responds to calls for more studies into online eWOM and
the dissemination of consumption information (King et al., 2014), en-
gagement in social commerce and consumption decisions (Yadav
et al., 2013), explainingwhy some individuals aremore prone to engage
online regarding consumption information (Blazevic et al., 2014), and
understanding what motivates individuals to participate in virtual
worlds (Eisenbeiss et al., 2012). The contribution of the present study
is to both extend and understand the role of themarketmaven in cyber-
space; while we find that ‘real-life’ market mavenism remains most
dominant, mavens are capable of extending this behavior into virtual
worlds over those weaker on the maven continuum, suggesting the
fluidity or transferability of the maven concept across channel. Interest-
ingly, we find that cyber-mavens have a heightened propensity to expe-
rience ‘flow’ and consequently immersion in virtual world environments
than non-mavens and are more likely to trial new products in order to
satisfy hedonist motives for personal interest in new products — some-
thing that reinforces their capacity to act as cyber-mavens, similar to
their offline counterparts or real-life selves (Feick and Price, 1987).

Our analysis also provides insights into the demographic profile of
the cyber-maven, finding that they can be either male or female, are
generally well-educated, and slightly older consumers than those
individuals with weaker maven propensity, and furthermore are keen
participants in virtualworlds (based on user history andusage patterns)
and have knowledge of other mavens (suggesting their connectedness
in virtual world consumer networks). These findings indicate that the
modern-day cyber-maven has a broader profile than Feick and Price
(1987) found in their original investigation, and conforms to the notion
that mavens are difficult to demographically profile with consistency
(cf. Geissler and Edison, 2005).

Given the importance of themarket maven concept to the literature,
this study consequently brings a concept over a quarter of a century old
Table 6
Summary of hypothesis tests.

Hypothesis

H1: Individuals with high market maven propensity retain this characteristic across chann
H2: Market maven behavior will be greatest for individuals in physical and Web environm
H3: Cyber-mavens will experience higher levels of (a) flow and (b) the key dimensions o
H4: Cyber-mavens will experience greater levels of (a) hedonist innovativeness and (b) s
H5: Cyber-maven behavior is not determined by respondent characteristics: (a) age, (b) g
H6: Cyber-mavens will have a greater propensity of: (a) channel experience; and (b) inte
H7: Cyber-mavens will have knowledge of other market mavens in virtual worlds.
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and based on the consumption habits of consumers in physical stores
in the 1980s, into the 21st century, reemphasizing its relevance to con-
temporary marketing theory. Further, given as Yadav et al. (2013): 320)
note: “[v]ery little is currently known about social media's potential role
in influencing transactions, supporting sales or even serving as a selling
platform”, our findings contribute to our understanding of social media
and consumption, and demonstrate the importance of understanding
the behavior of this important subset of consumers in multimedia and
multichannel environments.

While retailing channels available to consumers continue to prolifer-
ate and expand, ‘channel migration’ (Rangaswamy and Van Bruggen,
2005) presents a challenge to researchers in understanding the continu-
ity of consumer behavior in new channels, as consumers transition to the
latest channels. Our findings point to the robustness of the maven
concept and its applicability across channels, and indicate that the
challenges of channel migration to theory actually provide researchers
with opportunities to examine the versatility of core theories.

A final implication for theory relates to the escalating power of
consumers and the greater opportunities for customer interaction. Just
as the original conception of themarketmavenprivileged these individ-
uals as consumers of considerable influence (Feick and Price, 1987), the
cyber-maven concept extends this behavior across virtual platforms
and seeks experiences to be immersed in digital settings. This affords
mavens greater power than was originally thought and empowers
them as important agents to interact with other consumers; how this
behavior is manifest would seem a natural area of inquiry to extend
market maven theory. Overall, cyber-mavens present an intriguing
subset of consumers to understand and for the extension of theory in
our contemporary multichannel environment.

6.2. Managerial Implications

Scholars have recognized for some time the growing importance of
virtual channels (Hagel, 1999), although companies have not always
afforded these channels appropriate significance (Nambisan and
Baron, 2007). By examining market mavens in VW environments, this
research offers practitioners – both operators of VWs and firms engaging
with them as part of a multi-channel strategy – significant implications
regarding their interaction with an important group of consumers.
VWs are clearly ripe environments inwhichmarketmavens can operate,
as they are highly relational consumers who intrinsically take pleasure
in engaging with other consumers both online and offline, which
emphasizes the importance of blended forms of consumption to some
Accept/reject

el, both onto Web and virtual world platforms. Accept
ents compared to virtual world channels. Accept
f flow in virtual worlds than non-mavens. Partially accept
ocial innovativeness in virtual worlds. Partially accept
ender, (c) education. Partially accept
nsity of usage in virtual worlds. Accept

Accept
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consumers and the importance of multichannel strategies by compa-
nies to target these individuals. Consequently, operators of VWs should
encourage users' socialization and engagement, as well as a sense of es-
cape and fostering creativity, in VW environments that create compel-
ling activities for users where personal goals can be met and
challenged. To achieve this, realistic design, opportunities for individu-
alization, the acquisition and creation of virtual objects, and encourag-
ing interaction among users are crucial factors (Hemp, 2006, 2008).

We contend that VW operators should encourage the facilita-
tion of flow experiences. Cyber-mavens and individuals with limit-
ed maven propensity are both likely to experience key aspects of
flow including control (no feelings of frustration while online),
speed/interaction (perception of speed while online), and time distor-
tion (time passing quickly online) (Novak et al., 2000). Thus, VWenviron-
ments that create compelling experiences with high design ideals will
encourage user immersion, just as early online communities that invested
in infrastructure (e.g. interactive events, bulletin boards, and chat
rooms) had a positive effect on user loyalty of particularly relational
consumers. Further, as cyber-mavens more acutely experience arousal
(feelings of stimulation while online), challenge (online capabilities
being stretched), skill (Web-knowledge being tested), and telepresence
(feelings of displacement or in a different world while online) in VWs,
creators of VWs can create compelling experiences that provide desti-
nations to explore and discover, introduce new events, the ability to
browse user profiles and identify users with similar interests, outlets for
self-expression such as marketplaces to buy and sell goods, and online
tools to create virtual objects and pursue artistic endeavors.

In addition to operators of VWs, companies utilizing VWs as part of a
multi-channel marketing strategy can benefit from the findings of the
study. As cyber-mavens seek to trial or adopt new products in VWs
for the purposes of hedonist innovativeness, companies should encour-
age this propensity as ameans to disseminate newproduct information.
Hedonistic innovative consumers, in an attempt to satisfy a need for
stimulation as an internal motivator, are enthusiastic about new prod-
ucts and adopt or trial based on their own personal enjoyment, making
them ideal users to target in VWs, provided that marketers can create
bespoke content to target specific consumer preference groups
(Kaptein and Eckles, 2012). This could include creating content specifi-
cally for cyber-mavens that enables them to interact with the brand, af-
fords greater levels of product information, competitions, vouchers,
special offers, product videos, as well as product co-creation and devel-
opment opportunities, given their greater affinity for new technology
and a likelihood of consumer interaction through new technology as
compared to individuals with low maven propensity (Geissler and
Edison, 2005). In addition, consumer-generated content and advertise-
ments for company contests can engage consumers – particularly
cyber-mavens – and facilitate consumer-to-consumer communications
(Ertimur and Gilly, 2012).

In line with the findings of Blazevic et al. (2014), who conclude that
“[c]ompanies and institutions are increasingly trying to deliver value to
their customers by engaging them in the marketing process” (p. 98),
our findings point to the importance of VWs and interactive online
technologies as useful channels that provide a significant capacity for
consumers to interact and participate in consumption communities. As
VWs, among other platforms, facilitate community engagement and
eWOM opportunities (King et al., 2014), which in turn can encourage
consumer loyalty (Blazevic et al., 2013), this would further appear to
emphasize the importance of seeking the support of cyber-mavens.

6.3. Implications for Policy

The present study also has a number of implications for policy.
Initially, in this period of austerity in many countries, consumers are
searching for the most advantageous consumer deals. Cyber-mavens
therefore can help assist other consumers who lack the maven expertise
in order to help them obtain the best shopping deals regardless of their
Please cite this article as: Barnes, S.J., Pressey, A.D., Cyber-mavens and onl
Soc. Change (2016), http://dx.doi.org/10.1016/j.techfore.2016.07.025
physical location. This has the potential to help less well-off consumers
to save money via online platforms.

Many consumers are located in physically isolated environments;
virtual worlds allow these individuals the opportunity to interact with
others and socialize online. Online platforms also enable people in
secluded locations to potentially interact with cyber-mavens who are
particularly adept at helping less experienced consumers navigate
online consumption experiences and locations.

Virtual worlds also afford public agencies and charitable bodies a
means of targeting consumers, and in a relatively low-cost manner.
Cyber-mavens, therefore, are a particularly valuable group of consumers
for them to target as they are proficient in disseminating consumption
information and there is no reason why these skills cannot be utilized
for philanthropic causes (for example, in supporting campaigns such
as fair trade).

Charitable organizations can also target cyber-mavens and draw on
their capabilities in diffusing information or promoting important
messages and campaigns, such as endorsing fundraising activities. For
example, online charitable campaigns that are allied with for-profit
companies and brands would potentially represent a potential target for
eliciting the assistance of cyber-mavens in promoting such causes. All of
the foregoing issues would appear to merit further scholarly enquiry.

6.4. Limitations and Directions for Future Research

A possible limitation of the study relates to the data collection proce-
dure. Data were captured in a single VW. Given, however, that many
VWs operate and function in a similar fashion, our results should be gen-
eralizable to other VWs (cf. Eisenbeiss et al., 2012). Notwithstanding,
there are clearly some differences between the users targeted by particu-
lar VWs: for example, while Second Life, IMVU, and ActiveWorldsmay tar-
get more general users, VWs such as Habbo Hotel, Teen Second Life, and
Whyville predominantly target a teenage audience. However, given the
demonstrated pervasiveness of the maven concept among user groups
this is unlikely to be a particular concern: for example, Belch et al.
(2005) identified Internet teen mavens in their research. Nevertheless,
we suggest that future research that examines potential differences
should be encouraged.

Future confirmatory studies are needed to support (and extend) our
main findings. Future studies could include examining the phenomenon
of ‘neophyte cyber-mavens’, a market maven that learns to develop this
role in cyberspace; for example, virtual worlds that operate in a slightly
different space, such as those that are built around brands and products
– including Buildabearville, Club Penguin (Disney), Hello Kitty Online,
Happy Studio (McDonald's), and Dream Town (Tamagotchi) – in which
consumers are in the youth segment, should provide insights into the de-
velopment of mavenism behaviors in online platforms. As Fortin (2000)
notes, “a common question that generally arises when a new technology
is introduced is: Howdoes this affect what we already know about a phe-
nomenon?” (p. 524). As technologies such as virtualworlds evolve and in-
crease in sophistication there is a need to question key concepts and
theories in order to test their veracity in the wake of new channels and
consumption environments.
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Appendix A. Survey items

A.1. Part I: Second Life

A.1.1. Respondent characteristics
• Are you:
1: Male
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2: Female

• Your age:
1: 18–24 yrs.
2: 25–34 yrs.
3: 35–44 yrs.
4: 45–54 yrs.
5: 55–64 yrs.
6: 65+ yrs.

• What is your highest level of educational achievement?
1: High school (non-graduate) or below.
2: High school graduate or equivalent.
3: Batchelors degree or equivalent.
4: Masters degree or equivalent.
5: Doctoral degree or equivalent

• How long have you been using Second Life?
1: b1 month.
2: N1 and b3 months
3: N3 and b6 months
4: N6 and b12 months
5: N1 and b2 years
6: N2 years

• In an average week, how much time would you say you spend on
Second Life?
1: b1 h
2: between 1 and 4 h
3: between 4 and 10 h
4: between 10 and 30 h
5: between 30 and 60 h
6: N60 h

A.1.2. Market mavenism in Second Life (Feick and Price, 1987)
On a scale from 1 = strongly disagree to 7 = strongly agree, and

where 4 = neutral, how much do agree with the statement:

1. I like using information collected from Second Life to introduce new
brands and products to my friends.

2. If someonewanted to knowwhich Second Life locations had the best
bargains on several types of products, I could tell him or herwhere to
shop.

3. People ask me for information on Second Life about products, loca-
tions to shop, or sales.

4. I like helping people by using Second Life to provide themwith infor-
mation about many kinds of products.

5. My friends think ofmeas a good source of information on Second Life
when it comes to new products or sales.

6. Think about a person who gets information from Second Life about a
variety of products, and likes to share this information with others.
This person knows about how to use Second Life, how to find infor-
mation on Second Life, what the best locations are, and so on, but
does not necessarily feel he or she is an expert on the products he/
she gathers information on. On a scale from 1 = strongly disagree
to 7 = strongly agree, and where 4 = neutral, how well does this
description fit you?

A.2. Part II: web and real-life

A.2.1. Market mavenism on the Web (Feick and Price, 1987)
The following statements will ask you about your opinions and be-

haviour regarding your use of the World Wide Web (NOT Second Life).
Please cite this article as: Barnes, S.J., Pressey, A.D., Cyber-mavens and onl
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Please answer the statements on a scale from 1 = strongly disagree to
7= strongly agree, and where 4= neutral (neither agree nor disagree).

1. I like using information collected from the Web to introduce new
brands and products to my friends.

2. If someone wanted to know which Web sites had the best bargains
on several types of products, I could tell him or her where to shop.

3. People ask me for information on theWeb about products, locations
to shop, or sales.

4. I like helping people by using the Web to provide them with infor-
mation about many kinds of products.

5. My friends think of me as a good source of information on the Web
when it comes to new products or sales.

6. Think about a person who gets information from the Web about a
variety of products, and likes to share this information with others.
This person knows about how to use the Web, how to find informa-
tion on theWeb, what the best locations are, and so on, but does not
necessarily feel he or she is an expert on the products he/she gathers
information on. How well does this description fit you?

A.2.2. Market mavenism in real-life channels (Feick and Price, 1987)
The following statements will ask you about your opinions and be-

haviour regarding your use of the World Wide Web (NOT Second Life).
Please answer the statements on a scale from 1 = strongly disagree to
7= strongly agree, and where 4= neutral (neither agree nor disagree).

1. I like using information collected from real-life to introduce new
brands and products to my friends.

2. If someone wanted to know which locations in real-life had the best
bargains on several types of products, I could tell him or herwhere to
shop.

3. People ask me for information from real-life channels about prod-
ucts, locations to shop, or sales.

4. I like helping people by using real-life channels to provide themwith
information about many kinds of products.

5. My friends think of me as a good source of information in real-life
when it comes to new products or sales.

6. Think about a person who gets information from real-life about a
variety of products, and likes to share this information with others.
This person knows about how to use the real-life channels, how to
find information in real-life, what the best locations are, and so on,
but does not necessarily feel he or she is an expert on the products
he/she gathers information on. Howwell does this description fit you?

A.2.3. Knowledge and importance of other mavens (Feick and Price, 1987)
• Do you know someone, other than yourself, who has information
about a variety of products, stores, sales, etc. and likes to share this
general information with others? (Yes / No)

• How important is this person in helping you to find out about new
brands and products?
(1 = Extremely Unimportant to 7 = Extremely Important, where
4 = neutral).

• How important is this person in helping you to evaluate different
brands and products?
(1 = Extremely Unimportant to 7 = Extremely Important, where
4 = neutral).

A.2.4. Consumer innovativeness (Roehrich, 1995, 2004)
Please answer the statements on a scale from 1= strongly disagree

to 7 = strongly agree, and where 4 = neutral (neither agree nor dis-
agree). The statements will ask you about your opinions and behaviour
in general.

Hedonist consumer innovativeness

1. I am more interested in buying new than known products.
2. I like to buy new and different products.
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3. New products excite me.

Social consumer innovativeness

1. I am usually among the first to try new products.
2. I try new products before my friends and neighbors.
3. I know more than others on the latest new products.

A.2.5. Flow (Novak et al., 2000)
Interaction (Speed)

1. When I use Second Life there is very little waiting time between my
actions and the computer's response.

2. Interacting with Second Life is slow and tedious.
3. Locations in Second Life that I visit usually load quickly.

Skill

1. I am extremely skilled at using Second Life.
2. I consider myself knowledgeable about good search techniques in

Second Life.
3. I know somewhat less than most users about using Second Life.
4. I know how to find what I am looking for in Second Life.

Telepresence

1. Using Second Life often makes me forget where I am.
2. After using Second Life, I feel like I come back to the “realworld” after

a journey.
3. Using Second Life creates a newworld forme, and thisworld suddenly

disappears when I logout.
4. When I use Second Life, I feel I am in a world created by the locations I

visit.
5. When I use Second Life, my body is in the room, but my mind is in-

side the world created by the locations I visit.
6. When I use Second Life, theworld generated by the locations I visit is

more real for me than the “real world.”

Time distortion

1. Time seems to go by very quickly when I use Second Life.
2. When I use Second Life, I tend to lose track of time.

Challenge

1. Second Life challenges me compared to other things I do on the
computer.

2. Second Life challengesme, compared to the sport or game I ambest at.

How do you feel about your overall experience of Second Life use?
(measured on 7-point semantic differential scales).

Arousal

1. Stimulated/related
2. Calm/excited
3. Frenzied/sluggish
4. Unaroused/aroused

Control

1. Controlling/controlled
2. Influenced/influential
3. Dominant/submissive
4. Guided/autonomous

Flow

The word “flow” is used to describe a state of mind sometimes expe-
rienced by peoplewho are deeply involved in some activity. One example
of flow is the case where a professional athlete is playing exceptionally
well and achieves a state of mind where nothing else matters but the
game; he or she is completely and totally immersed in it.
Please cite this article as: Barnes, S.J., Pressey, A.D., Cyber-mavens and onl
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The experience is not exclusive to athletics: Many people report this
state of mind when playing games, engaging in hobbies, or working.
Activities that lead toflow completely captivate a person for some period
of time. When one is in flow, time may seem to stand still, and nothing
else seems to matter. Flowmay not last for a long time on any particular
occasion, but it may come and go over time. Flow has been described as
an intrinsically enjoyable experience.

Thinking about your own use of Second Life, please answer the
following on a scale from 1 = strongly disagree to 7 = strongly agree
where 4 = neutral (neither agree nor disagree).

1. I have experienced flow in Second Life.

2. Most of the time I use Second Life I feel that I am in flow.
3. I frequently experience “flow” when using Second Life.

References

Abratt, R., Nel, D., Nezer, C., 1995. Role of themarket maven in retailing: a general market-
place influencer. J. Bus. Psychol. 10, 31–55.

Ananthaswamy, A., 2007. “Virtual worlds offer farmore than just escapism,”New Scientist.
(August 22). available from http://www.newscientist.com.ezproxye.bham.ac.uk/
article/mg19526184.500-virtual-worlds-offer-far-more-than-just-escapism.html?
full=true.

Andrews, M.L., Benedicktus, R.L., III, 2015. Are consumer innovators less resistant to
change than market mavens? Revolution in Marketing: Market Driving Changes.
Springer International Publishing, pp. 223–227

Barnes, S.J., Pressey, A.D., 2012. In search of the “meta-maven”: an examination of market
maven behavior across real-life, web, and virtual world marketing channels. Psychol.
Mark. 29 (3), 167–185.

Barnes, S.J., Pressey, A.D., 2014. Caught in theWeb? Addictive behavior in cyberspace and
the role of goal-orientation. Technol. Forecast. Soc. Chang. 86, 93–109.

Barnes, S.J., Mattsson, J., Hartley, N., 2015. Assessing the value of real-life brands in virtual
worlds. Technol. Forecast. Soc. Chang. 92, 12–24.

Belch, M.A., Krentler, K.A., Willis-Flurry, L.A., 2005. Teen Internet mavens: influence in
family decision making. J. Bus. Res. 58, 569–575.

Berlyne, D.E., 1960. Conflict, Arousal, and Curiosity. McGraw-Hill, New York.
Blazevic, V., Hammedi, W., Garnefeld, I., Rust, R.T., Keiningham, T., Andreassen, T.W.,

Donthu, N., Carl, W., 2013. Beyond traditional word-of-mouth: an expanded model
of customer influence. J. Serv. Manag. 24 (3), 294–313.

Blazevic, V., Wiertz, C., Cotte, J., de Ruyter, K., Keeling, D.I., 2014. GOSIP in cyberspace:
conceptualization and scale development for general online social interaction
propensity. J. Interact. Mark. 28, 87–100.

Boster, F.J., Carpenter, C.J., Kotowksi, M.R., 2015. Validation studies of the maven scale.
Soc. Influ. 10 (2), 85–96.

Cachia, R., Compañó, R., Olivier Da Costa, O., 2007. Grasping the potential of online social
networks for foresight. Technol. Forecast. Soc. Chang. 74 (8), 1179–1203.

Capon, N., 2007. The Marketing Mavens. Random House, New York.
Castronova, E., 2007. “Exodus to the virtual world,”. In: Castronova, E. (Ed.), How Online

Fun is Changing Reality. Palgrave Macmillan, New York.
Chelminski, P., Coulter, R.A., 2007. On market mavens and consumer self-confidence: a

cross-cultural study. Psychol. Mark. 24 (1), 69–91.
Chelminski, P., Coulter, R.A., 2002. Examining polish market mavens and their attitudes

toward advertising. J. East West Bus. 8, 77–89.
Choi, D.H., Kim, J., Kim, S.H., 2007. ERP training with a web-based electronic learning

system: the flow theory perspective. Int. J. Hum. Comput. Stud. 65 (3), 223–243.
Clark, R.A., Goldsmith, R.E., 2005. Market mavens: psychological influences. Psychol.

Mark. 22 (4), 289–312.
Clark, R.A., Goldsmith, R.E., Goldsmith, E.B., 2008. Market mavenism and consumer

self-confidence. J. Consum. Behav. 7 (3), 239–248.
Cotte, J., Wood, S.L., 2004. Families and innovative consumer behavior: a triadic analysis of

sibling and parental influence. J. Consum. Res. 31 (1), 78–86.
Csikszentmihalyi, M., 1977. Beyond Boredom and Anxiety. Jossey-Bass, San Francisco.
Csikszentmihalyi, M., 1990. Flow: The Psychology of Optimal Experience. Harper and

Row, NY.
Csikszentmihalyi, M., 1997. Finding Flow: The Psychology of Engagement with Everyday

Life. Basic Books, New York.
Csikszentmihalyi, M., Csikszentmihalyi, I., 1988. “Introduction to Part IV” in Optimal

Experience: Psychological Studies of Flow in Consciousness, Mihaly Csikszentmihalyi
and Isabella Selega Csikszentmihalyi, eds. Cambridge University Press, Cambridge.

Csikszentmihalyi, M., LeFevre, J., 1989. Optimal Experience in Work and Leisure. J. Pers.
Soc. Psychol. 56 (5), 815–822.

Csíkszentmihályi, M., Nakamura, J., Kennon., M.S., Kashdan, T.B., Steger, M.F., 2011.
“Positive psychology: where did it come from, where is it going?”. Designing Positive
Psychology: Taking Stock and Moving Forward. Oxford University Press, New York,
pp. 2–9.

den Hende, V., Ellis, A., Jan, P.L., Schoormans, K.P.L., Morel, T.L., van Loenen, E., de Boevere,
E.I., 2007. Using early concept narratives to collect valid customer input about break-
through technologies: the effect of application visualization on transportation.
Technol. Forecast. Soc. Chang. 74, 1773–1787.

Dholakia, U.M., Bagozzi, R.P., 1999. Consumer behavior in digital environments. In: Wind,
J., Mahajan, V. (Eds.), Digital Marketing. Wiley, New York, pp. 163–200.
ine flow experiences: Evidence from virtual worlds, Technol. Forecast.

http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0005
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0005
http://www.newscientist.com.ezproxye.bham.ac.uk/article/mg19526184.500-virtual-worlds-offer-far-more-than-just-escapism.html?full=true
http://www.newscientist.com.ezproxye.bham.ac.uk/article/mg19526184.500-virtual-worlds-offer-far-more-than-just-escapism.html?full=true
http://www.newscientist.com.ezproxye.bham.ac.uk/article/mg19526184.500-virtual-worlds-offer-far-more-than-just-escapism.html?full=true
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0015
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0015
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0015
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0025
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0025
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0025
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0030
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0030
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0035
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0035
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0040
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0040
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0045
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0050
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0050
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0055
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0055
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0055
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0060
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0060
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0065
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0065
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0070
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0075
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0075
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0080
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0080
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0085
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0085
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0090
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0090
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0095
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0095
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0100
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0100
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0105
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0105
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0110
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0115
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0115
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0120
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0120
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0125
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0125
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0125
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0130
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0130
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0135
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0135
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0135
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0140
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0140
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0140
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0525
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0525
http://dx.doi.org/10.1016/j.techfore.2016.07.025


11S.J. Barnes, A.D. Pressey / Technological Forecasting & Social Change xxx (2016) xxx–xxx
Eisenbeiss, M., Blechschmidt, B., Backhaus, K., Freund, P.A., 2012. The (real) world is not
enough: motivational drivers and user behavior in virtual worlds. J. Interact. Mark.
26, 4–20.

Eisenberger, R., Jones, J.R., Stinglhamber, F., Shanock, L., Randall, A.T., 2005. Flow
experiences at work: for high need achievers alone? J. Organ. Behav. 26 (7),
755–775.

Engeser, S., Rheinberg, F., 2008. “Flow, performance and moderators of challenge-skill
balance,”. Motivation and Emotion 32, pp. 158–172.

Ertimur, B., Gilly, M.C., 2012. So whaddya think? Consumers create ads and other
consumers critique them,. J. Interact. Mark. 26, 115–130.

Evanschitzky, H., Iyer, G.R., Pillai, K.G., Kenning, P., Schütte, R., 2014. Consumer trial,
continuous use, and economic benefits of a retail service innovation: the case of the
personal shopping assistant. J. Prod. Innov. Manag. 32 (3), 459–475.

Feick, L.F., Price, L.L., 1987. The market maven: a diffuser of marketplace information.
J. Mark. 51 (1), 83–97.

Fitzmaurice, J., 2011. Market mavens' motivations to acquire information. Mark. Manag.
21 (1), 71–83.

Fornell, C., Larcker, D.F., 1981. Evaluating structural equation models with unobservable
variables and measurement error. J. Mark. Res. 18 (1), 39–50.

Fortin, D.R., 2000. Clipping coupons in cyberspace: a proposedmodel of behavior for deal-
prone consumers. Psychol. Mark. 17 (6), 515–534.

Funk, J.L., 2007. The future of mobile shopping: the interaction between lead users and
technological trajectories in the Japanese market. Technol. Forecast. Soc. Chang. 74
(3), 341–356.

Geissler, G.L., Edison, S.W., 2005. Market mavens' attitudes towards general technol-
ogy: implications for marketing communications. J. Mark. Commun. 11 (2),
73–94.

Ghani, J.A., Deshpande, S.P., 1994. Task characteristics and the experience of optimal flow
in human–computer interaction. J. Psychol. 128 (4), 381–391.

Goldsmith, R.E., Flynn, L.R., Goldsmith, E.B., 2003. Innovative consumers and market ma-
vens. J. Mark. Theory Pract. 11 (4), 54–65.

Goldsmith, R.E., Clark, R.A., Goldsmith, E.B., 2006. Extending the psychological profile of
market mavenism. J. Consum. Behav. 5 (September–October), 411–419.

Goldsmith, R.E., Flynn, L.R., Clark, R.A., 2012. Motivators of market mavenism in the retail
environment. J. Retail. Consum. Serv. 19 (4), 390–397.

Goodey, C., East, R., 2008. Testing themarket maven concept. J. Mark. Manag. 24, 265–282.
Hagel, J., 1999. Net gain: expanding markets through virtual communities. J. Interact.

Mark. 13 (1), 55–65.
Hemp, P., 2006. Avatar-based marketing. Harv. Bus. Rev. 84, 48–57.
Hemp, P., 2008. Getting Real About Virtual Worlds. Harv. Bus. Rev. 86 (10), 27–28.
Ho, J.Y.C., Dempsey, M., 2010. Viral marketing: motivations to forward online content.

J. Bus. Res. 63 (9), 1000–1006.
Hoffman, D.L., Novak, T.P., 1996. A newmarketing paradigm for electronic commerce. Inf.

Soc. 13, 43–54.
Hoffman, D.L., Novak, T.P., 2009. Flow online: lessons learned and future prospects.

J. Interact. Mark. 23 (1), 23–34.
Hofmann, R., 2015. Visionary competence for long-term development of brands, prod-

ucts, and services: the trend receiver concept and its first applications at Audi.
Technol. Forecast. Soc. Chang. 101, 83–98.

Hsu, C.-L., Lu, H.-P., 2003. Why do people play on-line games? An extended TAM with
social influences and flow experience. Inf. Manag. 41, 853–868.

Kaptein, M., Eckles, D., 2012. Heterogeneity in the effects of online persuasion. J. Interact.
Mark. 26, 176–188.

Kim, H.-S., Jin, B., Park, J.Y., 2011. Motivations of market mavens for participating in online
communities. Int. J. Electron. Market. Retail. 4 (1), 62–79.

Kim, S.J., Pai, S., Brunel, F.F., Bickart, B.A., 2012. How to persuade 100,000 friends? Under-
standing blogs as one-to-one mass media. Adv. Consum. Res. 40.

King, R.A., Racherla, P., Bush, V.D., 2014. What we know and don't know about online
word-of-mouth: a review and synthesis of the literature. J. Interact. Mark. 28,
167–183.

Korzaan, M.L., 2003. Going with the flow: predicting online purchase intentions.
J. Comput. Inf. Syst. 43 (3), 25–31.

Kotler, P., Zaltman, G., 1976. Targeting prospects for a new product. J. Advert. Res. 16
(February), 7–18.

KZero, 2013. Virtual worlds/MMOs: universe chart for Q3 2013. (accessed January 27,
2014). Available from http://www.kzero.co.uk.

Laughlin, J.D., MacDonald, J.B., 2010. Identifying market mavens online by their
social behaviors in community-generated media. Acad. Mark. Stud. J. 14 (1),
55–70.

Luna, D., Peracchio, L., de Juan, M., 2003. Flow in individual web sites: model estimation
and cross-cultural validation. Adv. Consum. Res. 30, 280–281.

Massara, F., Novak, T.P., 2008. Consumer research in virtual worlds: The role of context
and content on response accuracy. Sloan Center for Internet Retailing Working
Paper. University of California, Riverside April 6.

Midgley, D.F., Dowling, G.R., 1978. Innovativeness: the concept and its measurement.
J. Consum. Res. 4 (4), 229–242.

Nahuis, R., Moors, E.H.M., Smits, R.E.H.M., 2012. User producer interaction in context.
Technol. Forecast. Soc. Chang. 79, 1121–1134.

Nambisan, S., Baron, R.A., 2007. Interactions in virtual customer environments: implica-
tions for product support and customer relationship management. J. Interact. Mark.
21 (2), 42–62.

Novak, T.P., Hoffman, D.L., Yung, Y.-F., 2000. Measuring the customer experience in online
environments: a structural modeling approach. Mark. Sci. 19 (1), 22–42.

Nunnally, J.C., 1978. Psychometric Theory. McGraw-Hill, New York.
Ortt, J.R., Langley, D.J., Pals, N., 2007. Exploring the market for breakthrough technologies.

Technol. Forecast. Soc. Chang. 74, 1788–1804.
Please cite this article as: Barnes, S.J., Pressey, A.D., Cyber-mavens and onl
Soc. Change (2016), http://dx.doi.org/10.1016/j.techfore.2016.07.025
O'Sullivan, S.R., 2015. The market maven crowd: collaborative risk-aversion and enhanced
consumption context control in an illicit market. Psychol. Mark. 32 (3), 285–302.

Papagiannidis, S., Bourlakis, M., Li, F., 2008. Making real money in virtual worlds:
MMORPGs and emerging business opportunities, challenges and ethical implications
in metaverses. Technol. Forecast. Soc. Chang. 75 (5), 610–622.

Parmentier, G., Mangematin, V., 2014. Orchestrating innovation with user communities in
the creative industries. Technol. Forecast. Soc. Chang. 83, 40–53.

Price, L.L., Feick, L.F., Guskey-Federouch, A., 1988. Couponing behaviors of the market
maven: profile of a super couponer. Adv. Consum. Res. 15 (1), 354–359.

Price, L.L., Feick, L.F., Guskey, A., 1995. Everyday market helping behavior. J. Pub. Policy
Mark. 14 (2), 255–266.

Rangaswamy, A., Van Bruggen, G.H., 2005. Opportunities and challenges in multichannel
marketing: an introduction to the special issue. J. Interact. Mark. 24 (2), 5–11.

Roehrich, G., 1995. Innovativite's he'doniste et sociale: proposition d'une e'chelle de
mesure. Rech. Appl. Mark. 9 (2), 19–42.

Roehrich, G., 2004. Consumer innovativeness: concepts and measurements. J. Bus. Res. 57
(6), 671–677.

Rosenberg, D., 2010. Virtual goods revenue continues to climb,” CNET News. (May 27).
available from http://news.cnet.com/8301-13846_3-20006167-62.html?tag=mncol.

Ruvio, A., Shoham, A., 2007. Innovativeness, exploratory behavior, market mavenship,
and opinion leadership: an empirical examination in the Asian context. Psychol.
Mark. 24 (8), 703–722.

Sanchez-Franco, M.J., 2007. Exploring the influence of gender on Web usage via partial
least squares. Behav. Inform. Technol. 25 (1), 19–36.

Saren, M., Harwood, T., Ward, J., Venkatesh, A., 2013. Marketing beyond the frontier?
Researching the new marketing landscape of virtual worlds. J. Mark. Manag. 29
(13–14), 1435–1442.

Sass, E., 2011. 12% of Americans cite social media in purchases, media post blogs. 16 June,
(accessed May 20, 2015). Available from: http://www.mediapost.com/publications/
article/152571/12-of-americans-citesocial-media-in-purchases.html.

Schreier, M., Prügl, R., 2008. Extending lead-user theory: antecedents and consequences
of consumers' lead userness. J. Prod. Innov. Manag. 25 (4), 331–346.

Sheth, J.N., 1971. Word-of-mouth in low-risk innovations. J. Advert. Res. 11 (3), 15–18.
Sheth, J.N., Newman, B.I., Gross, B.L., 1991. Why we buy what we buy: a theory of con-

sumption values. J. Bus. Res. 22 (2), 159–170.
Sieber, S.D., 1974. Toward a theory of role accumulation. Am. Sociol. Rev. 39 (August),

567–578.
Skadberg, Y.X., Kimmel, J.R., 2004. Visitors' flow experience while browsing aWeb site: its

measurement, contributing factors and consequences. Comput. Hum. Behav. 20 (3),
403–422.

Slama, M.E., Williams, T.G., 1990. Generalization of the market maven's information
provision tendency across product categories. Adv. Consum. Res. 17 (1), 48–52.

Slama, M.E., Nataraajan, R., Williams, T.G., 1992. Market mavens and the relationship
between smart buying and information provision: an exploratory study. Dev. Mark.
Sci. 15 (1), 90–93.

Snyder, C.R., Fromkin, H.L., 1980. Uniqueness: The Human Pursuit of Difference. Plenum
Press, New York.

Steenkamp, J.-B.E.M., Gielens, K., 2003. Consumer andmarket drivers of the trial probability
of new consumer packaged goods. J. Consum. Res. 30, 368–384.

Stokburger-Sauer, N.E., Hoyer, W.D., 2009. Consumer advisors revisited: what drives those
with market mavenism and opinion leadership tendencies and why? J. Consum.
Behav. 8 (2–3), 100–115.

Suh, K.-S., Chang, S., 2006. User interfaces and consumer perceptions of online stores: the
role of telepresence,. Behav. Inform. Technol. 25 (2), 99–113 (2006).

Sundaram, D.S., Mitra, K., Webster, C., 1998. Word-of-mouth communications: A motiva-
tional analysis. Advances in Consumer Research 25, 527–531.

Trevino, L.K., Webster, J., 1992. Flow in computer-mediated communication: electronic
mail and voice mail evaluation and impacts. Commun. Res. 19 (5), 539–573.

van Rijnsoever, F.J., Oppewal, H., 2012. Predicting early adoption of successive video play-
er generations. Technol. Forecast. Soc. Chang. 79, 558–569.

Vandecasteele, B., Geuens, M., 2010. Motivated consumer innovativeness: concept,
measurement and validation. Int. J. Res. Mark. 27 (4), 308–318.

Vazifehdoost, H., Akbari, M., Charsted, P., 2012. The role of psychological traits in market
mavenism using big five model. Int. J. Manag. Bus. Res. 2 (3), 243–252.

Venkatesh, A., 1998. Cybermarketscapes and consumer freedoms and identities. Eur.
J. Mark. 32 (7/8), 664–676.

Voss, K.E., Stem Jr., D.E., Fotopoulos, S.A., 2000. Comment on the relationship between
coefficient alpha and scale characteristics. Mark. Lett. 11, 177–191.

Walsh, G., Elsner, R., 2012. Improving referral management by quantifying market
mavens' word of mouth value. Eur. Manag. J. 30 (1), 74–81.

Walsh, G., Gwinner, K.P., Swanson, S.R., 2004. What makes mavens tick? Exploring the
motives of market mavens' initiation of information diffusion. J. Consum. Mark. 21
(2), 109–122.

Wang, L.C., Baker, J., Wagner, J.A., Wakefield, K., 2007. Can a retail web site be social?
J. Mark. 71 (3), 143–157.

Webster, J., Trevino, L.K., Ryan, L., 1993. The dimensionality and correlates of flow in
human–computer interactions. Comput. Hum. Behav. 9 (4), 411–426.

Wiedmann, K.-P.,Walsh, G., Mitchell, V.-W., 2001. TheMannmaven: an agent for diffusing
market information. J. Mark. Commun. 7, 195–212.

Williams, T.G., Slama, M.E., 1995. Market mavens' purchase decision evaluative criteria:
implications for brand and store promotion efforts. J. Consum. Mark. 12, 4–21.

Worthen, B., 2010. Fraudsters like virtual goods.Wall Street J. July 21 [available from http://
online.wsj.com/article/SB10001424052748704723604575379333744203498.html.

Yadav, M.,.S., de Valck, K., Hennig-Thurau, T., Hoffman, D.L., Spann, M., 2013. Social
commerce: A contingency framework for assessing marketing potential. J. Interact.
Mark. 27, 311–323.
ine flow experiences: Evidence from virtual worlds, Technol. Forecast.

http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0145
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0145
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0145
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0150
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0150
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0150
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0550
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0550
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0155
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0155
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0160
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0160
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0160
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0165
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0165
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0170
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0170
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0175
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0175
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0180
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0180
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0185
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0185
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0185
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0190
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0190
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0190
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0195
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0195
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0200
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0200
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0205
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0205
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0210
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0210
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0215
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0220
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0220
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0225
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0230
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0235
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0235
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0240
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0240
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0245
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0245
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0250
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0250
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0250
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0255
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0255
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0260
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0260
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0265
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0265
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0270
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0270
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0275
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0275
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0275
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0280
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0280
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0285
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0285
http://www.kzero.co.uk
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0295
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0295
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0295
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0300
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0300
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0305
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0305
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0305
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0310
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0310
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0315
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0315
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0320
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0320
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0320
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0325
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0325
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0335
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0340
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0340
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0345
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0345
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0350
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0350
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0350
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0355
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0355
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0360
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0360
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0365
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0365
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0370
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0370
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0375
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0375
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0380
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0380
http://news.cnet.com/8301-13846_3-20006167-62.html?tag=mncol
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0390
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0390
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0390
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0395
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0395
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0400
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0400
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0400
http://www.mediapost.com/publications/article/152571/12-of-americans-citesocial-media-in-purchases.html
http://www.mediapost.com/publications/article/152571/12-of-americans-citesocial-media-in-purchases.html
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0410
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0410
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0415
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0420
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0420
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0425
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0425
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0430
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0430
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0430
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0435
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0435
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0440
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0440
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0440
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0445
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0445
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0450
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0450
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0455
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0455
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0455
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0460
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0460
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf8500
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf8500
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0465
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0465
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0470
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0470
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0475
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0475
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0480
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0480
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0485
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0485
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0490
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0490
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0495
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0495
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0500
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0500
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0500
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0505
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0505
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0510
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0510
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0515
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0515
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0520
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0520
http://online.wsj.com/article/SB10001424052748704723604575379333744203498.html
http://online.wsj.com/article/SB10001424052748704723604575379333744203498.html
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0535
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0535
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0535
http://dx.doi.org/10.1016/j.techfore.2016.07.025


12 S.J. Barnes, A.D. Pressey / Technological Forecasting & Social Change xxx (2016) xxx–xxx
Yoshida, D., Miyazawa, J.-i., Takahashi, S., 2014. Role of community in user innovation
generation and diffusion—focusing on non-brand communities in the mountain
climbing market. Technol. Forecast. Soc. Chang. 88, 1–15.

Zhang, J., Lee, W.-N., 2014. Exploring the impact of self-interests on market mavenism
and E-mavenism: a Chinese story. J. Internet Commer. 13 (3–4), 194–210.

Stuart J. Barnes is Professor in the School of Management and Business at King's College
London. He received his PhD from Manchester Business School. His primary research in-
terests center on the successful utilization of innovative information and communications
technologies by businesses, governments and consumers. He has published five books
(one a best-seller for Butterworth-Heinemann) andmore than a hundred and fifty articles
including those in journals such as Technological Forecasting and Social Change, Psychology
Please cite this article as: Barnes, S.J., Pressey, A.D., Cyber-mavens and onl
Soc. Change (2016), http://dx.doi.org/10.1016/j.techfore.2016.07.025
& Marketing, Communications of the ACM, Annals of Tourism Research, Journal of Travel Re-
search, the International Journal of Electronic Commerce, and Information & Management.

Dr Andrew D. Pressey is Reader in Marketing in the Business School at the University of
Birmingham. His principal research interests include consumer behavior in virtual worlds,
communication in business networks, and the intersection between marketing and
antitrust laws. His work has been published in Technological Forecasting and Social Change,
Internet Research, Journal of Computer Information Systems, Psychology &Marketing, Journal
of Public Policy & Marketing, European Journal of Marketing, Industrial Marketing
Management, Journal of Marketing Management, Journal of Services Marketing, and Service
Industries Journal.
ine flow experiences: Evidence from virtual worlds, Technol. Forecast.

http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0540
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0540
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0540
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0545
http://refhub.elsevier.com/S0040-1625(16)30182-2/rf0545
http://dx.doi.org/10.1016/j.techfore.2016.07.025

	Cyber-�mavens and online flow experiences: Evidence from virtual worlds
	1. Introduction
	2. Hypothesis development
	2.1. Market mavens and propensity across channel
	2.2. Cyber-mavens and online flow
	2.3. Cyber-mavens and consumer innovativeness
	2.4. Cyber-mavens' demographic profile and channel characteristics

	3. Methodology
	4. Results
	4.1. Market mavens and propensity across channel
	4.2. Cyber-mavens and online flow
	4.3. Cyber-mavens and consumer innovativeness
	4.4. Cyber-mavens' demographic profile and channel characteristics

	5. Discussion
	6. Conclusions and implications
	6.1. Implications for theory
	6.2. Managerial Implications
	6.3. Implications for Policy
	6.4. Limitations and Directions for Future Research

	Acknowledgements
	Appendix A. Survey items
	A.1. Part I: Second Life
	A.1.1. Respondent characteristics
	A.1.2. Market mavenism in Second Life (Feick and Price, 1987)

	A.2. Part II: web and real-life
	A.2.1. Market mavenism on the Web (Feick and Price, 1987)
	A.2.2. Market mavenism in real-life channels (Feick and Price, 1987)
	A.2.3. Knowledge and importance of other mavens (Feick and Price, 1987)
	A.2.4. Consumer innovativeness (Roehrich, 1995, 2004)
	A.2.5. Flow (Novak et al., 2000)


	References


