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In this study, we examine the consequences of three social motivations for
sharing word-of-mouth (WOM) about a new product: social bonding, social comparison, and the sharing of
social norms. We hypothesize that these three motivations are positively related with the generation of
both positive and negative WOM. We further hypothesize that the reflected self-image of the consumer who
generates WOM will be positively related to both positive and negative WOM, as well as to social bonding,
social comparison, and the sharing of social norms. We test these hypotheses with data collected from 618
Japanese mothers. With two exceptions, we find that all hypotheses are supported. The exceptions involve
the social bonding variable, which is positively and significantly related with positive WOM, but is not
significantly related with either negative WOM or reflected self-image.
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