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Social Contagion in Trial and Upgrade Purchase

WANG Dianwen' ,HUANG Minxue’ ,ZHOU Nan®

1 School of Management, China University of Mining and Technology, Xuzhou 221116, China
2 Economics and Management School, Wuhan University, Wuhan 430072, China

3 City University of Hong Kong, Hong Kong 999077, China

Abstract ; With social media booming and decline of traditional marketing tools, many scholars and managers have come to realize
the importance of social contagion and shift their attention to the impact of social contagion on consumers’ purchase. Most of prior
studies investigate the impact of social contagion on consumers’ trial purchase, and few of them pay attention to social contagion
on consumers’ upgrade purchase and illustrate what kind of upgraders can exert more influences to other potential upgraders, and
what kind of potential upgraders are more susceptible to others’ upgrade decision.

To answer the questions, this paper probes the different impact of social contagion in consumers’ trial and upgrade pur-
chase. By reviewing theory of social contagion and prior works in trial purchase stage, the authors elaborate the impact of social
contagion’s two inner mechanisms; informative and normative influence, which informative influence would decay and normative
influence would elevate in upgrade stage comparing with trial purchase stage. Based on the inference and prior studies about the
impact of social contagion on trial stage, this paper firstly analyzes and compares social contagion in upgrade purchase stage, and
probes what kind of upgraders exert more influence and potential upgraders are more susceptible to social contagion in upgrade
stage. Then, the authors cooperate with a virtual world operator firm to execute a field experiment and use consumers’ purchase
of virtual goods as our samples. Then, we model the impact of social contagion in consumers’ trial and upgrade purchase stage
and verify our analysis with multiple events hazard model, which incorporates product heterogeneity by different cluster setting.

The results show that; firstly, social contagion still works in upgrade stage. Secondly, influence of purchasers varies across
different stages. Adopters who have more contacts with potential purchasers exert stronger influence in trial purchase stage, while
in upgrade purchase stage, upgraders who own higher homophily with non-upgraders produce higher impact. Thirdly, susceptibil-
ity of potential purchasers is various across different stages, too. In trial purchase stage, non-purchasers with low centrality are
more susceptible and those with middle-class status are easiest to be influenced in upgrade purchase stage.

The findings provide great theoretical and practical implications for scholars and managers. From theoretical side, the au-
thors not only illustrate the impact of social contagion in upgrade purchase stage, but also compare distinction of purchasers and
potential purchasers in trial and upgrade purchase; for managerial implication, this paper states the importance of social conta-
gion both in trial and upgrade purchase and provides managers a better way to position users and promote upgrade purchase in
consumers' trial and upgrade purchase.

Keywords :social contagion;trial purchase;upgrade purchase;tie strength; centrality; homophily;social status
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