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Expectancy theory is applied to construct a conceptual framework and identify key factors 
that motivate bloggers to create and maintain a weblog. A questionnaire was distributed to 177 
bloggers. Our research findings suggest that bloggers with high motivational rewards have 
the highest levels of blogging intention, and that a blogger with higher blogging intention is 
willing to invest more time in maintaining their blog and posts more articles on their blog. 
Pouring out feelings and regularly connecting with friends and acquaintances were the two 
most important motivational rewards. Unlike news reporters, intrinsic rewards are more 
important than extrinsic rewards for bloggers. For the bloggers studied here, blogging is a 
reliable tool to ensure that people they care about have an easy way of keeping in contact 
with them.
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Blogging is one of the most recently developed techniques to enable ordinary 
people to promote a message to the world (Holloway, 2006). Its low entry barrier 
has made blogging accessible. A basic blog is easy to establish and update, requiring 
no special technical skills (Lang, 2005). People who are open to new experiences 
and those who are highly sensitive are likely to be bloggers (Guadagno, Okdie, 
& Eno, 2008). Bloggers describe their lives, provide commentary and opinions, 
express their emotions, present ideas, and maintain community forums (Nardi, 
Shiano, Gumbrecht, & Swartz, 2004). Technorati indicated that there were over 
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113 million blogs on the Internet, a number increasing at the rate of 175,000 per 
day with 18 postings per second (Technorati Inc., 2008). In addition, 89% of 
companies surveyed in one study, said that they think blogs will become more 
important in the next five years (Blog Flux Directory, 2007). Because of their 
popularity, blogs are now recognized as news media. However, unlike traditional 
news media, which are dominated by news agencies and professional reporters, 
blogs are created by millions of ordinary people. Thus, the popularity of blogging 
raises an interesting question: Why do people devote themselves to building and 
maintaining their blogs?

The purpose in this study was to examine the factors motivating bloggers and 
the relationship between their motivations, intentions, and conduct. In this study, 
we have defined a blogger as an owner of the blog, or the person who keeps and 
updates his or her own blog(s). Various researchers have examined bloggers’ 
motivations to blog. For example, Nardi, Shiano, Gumbrecht, and Swartz (2004) 
identified five major motivations via in-depth interviews (document one’s life; 
provide commentary and opinions; express deeply felt emotions; articulate ideas 
through writing; and form and maintain community forums). However, most 
of the previous studies in which influential factors for blogging were examined 
have been based on anecdotal evidence and have failed to provide empirical 
evidence regarding bloggers’ conduct and motivations via a theoretical base. 
We believe that the expectancy theory (Vroom, 1964) provides this theoretical 
basis. In this study, we applied expectancy theory to 177 bloggers to provide a 
better understanding of their behavioral intentions and motivation to blog. We 
then examined the relationship of various motivational factors to actual blogging 
conduct. We use this to explain bloggers’ intentions to create and maintain their 
own weblog.

LITERATURE REVIEW

EXPECTANCY THEORY

Expectancy theory has been recognized as one of the most widespread ways 
of determining individual motivation (Ferris, 1977). Expectancy theory (Vroom, 
1964) provides the theoretical basis for constructing a conceptual framework of 
motivation as well as a measurable mathematical model. Expectancy theory is a 
process theory of motivation, suggesting that expenditure of an individual’s effort 
will be determined by expected outcomes and the value placed on such outcomes 
in a person’s mind (Isaac, Zerbe, & Pitt, 2001). Expectancy models evaluate the 
outcomes of their behavior and assess the likelihood that each of their possible 
actions will lead to various outcomes. The decision about the amount of effort 
people exert is based on a systematic analysis of (a) the values of the rewards 
expected from outcomes, (b) the likelihood that rewards will result from these 
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outcomes, and (c) the likelihood of attaining these outcomes through their actions 
and efforts (Chen, Gupta, & Hoshower, 2006).

Expectancy theory has been verified as a predictor of an individual’s decision 
within the context of computer learning (Gallo, 1986). According to expectancy 
theory the following variables may be predicted: job effort, job performance, 
job satisfaction, managerial motivation, occupational choice, the importance of 
pay and pay effectiveness, leadership behavior, and leader effectiveness (House, 
Shapiro, & Wahba, 2007). Chiang and Jang (2008) applied expectancy theory to 
employee motivation in a hotel setting and demonstrated its validity. Lee (2007) 
utilized Vroom’s expectancy theory to develop public library user motivation. 
Mitchell and Nebeker (1973) applied expectancy theory models to predict 
the academic effort and performance of male undergraduates. Friedman, Cox, 
and Maher (2008) employed an approach based on expectancy theory, and an 
experimental design in a field setting, to investigate the conditions influencing 
student motivation to rate the contributions of their peers during team projects.

A large body of psychology-based research indicates that an individual’s 
behavioral intentions are a primary determinant of the person’s subsequent 
behavior. Thus, it would be beneficial for future researchers to focus on 
identifying the determinants of a blogger’s intentions. Previous researchers have 
demonstrated that expectancy theory can support an appropriate theoretical 
framework to measure user intention in using an information system (Burton, 
Chen, Grover, & Stewart, 1992; Chen & Lou, 2002; Snead & Harrell, 1994). 
Thus, we believe that the wide use of expectancy theory in examining 
individuals’ intentions in exhibiting various types of work behavior suggest its 
appropriateness for use in examining the issue of blogging behavior.

BLOGGING INTENTION AND BEHAVIOR

In recent years, blogging has become an increasingly popular technological 
form of social networking. However, most research has focused on the adoption 
and usage of blogs. Zhang, Lee, Cheung, and Chen (2009) confirmed that 
bloggers’ intentions to change their blog services are strongly associated with 
three factors: satisfaction, sunk costs, and attractive alternatives. Meanwhile, 
moderating effects are found in gender, but not in sunk costs. Shen and Chiou 
(2009) showed that asset specificity and community pressure play mediating roles 
in the relationship between community identification and attitude toward using 
blog services. This, in turn, affects intention to stay with a blogging community. 
Perceived usefulness can successfully determine the attitude of using a blogging 
community. Lu and Hsiao (2007) indicated that personal outcome expectations 
of social cognitive theory directly impacted intention to share information on 
blogs. Subjective norms have a stronger effect on the intention to update weblogs 
than personal outcome expectations or self-expression. Additionally, women’s 
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intentions were strongly influenced by self-expression while men’s intentions 
were strongly influenced by personal outcome expectations of using weblogs 
(Lu & Hsiao, 2009). Based on the theory of reasoned action, Hsu and Lin (2008) 
indicated that ease of use and enjoyment, and knowledge sharing (altruism and 
reputation) were positively related to attitude toward blogging. Social factors 
(community identification) and attitude toward blogging significantly influenced 
a blog participant’s intention to continue to use blogs. However, relatively few 
consistent findings have emerged from this stream of research. While a variety 
of factors have been found to be associated with blogging behavior in one or 
more studies (e.g., Hsu & Lin, 2008; Shen & Chiou, 2009), their significant 
relationships have not been consistently demonstrated.

RESEARCH HYPOTHESES

Our objective was to investigate the impact of various potential motivational 
rewards. We compiled these factors from previous literature and a pilot study. 
The 10 motivational rewards we tested in this study included five intrinsic and 
five  extrinsic. The five intrinsic rewards were (A1) Killing time by blogging, 
(A2) Having space to store my data and files, (A3) Enjoying sharing my life 
with others, (A4) Pouring out my feelings on my blog, and (A5) Gaining 
achievement by blogging. The five extrinsic rewards were (B1) Looking forward 
to others’ responses, (B2) Finding good topics when talking with others, (B3) 
Regularly connecting with people I know, (B4) Meeting new friends, and (B5) 
Understanding others’ feelings and opinions.

Based on the prior studies, we proposed that the overall motivation of a blogger 
is the sum of products of attractiveness of various individual rewards associated 
with a blog (Ak) and the probability that a blog will produce those rewards (Ik). 

M = Σ (Ak x Ik)

Where M is motivation to blog; Ak is attractiveness (or value) of reward k 
related to blogging; and Ik is the perceived probability that productive blogging 
will lead to reward k. In this study, bloggers were asked to assess the attractiveness 
of the ten possible rewards resulting from blogging. According to expectancy 
theory, multiplying the attractiveness of each reward by the probability of its 
occurrence and then adding the resulting products yields total motivation of an 
individual blogger to blog. Bloggers’ intentions were determined according to the 
total motivational rewards. After that, the bloggers determined how much effort 
(behavior) they would make according to their blogging intentions. 

The hypotheses addressing blogger behavior are as stated below. The research 
model and research variables are listed in Figure 1 and Table 1.

n

k = 1
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H1: Motivation for blogging will be positively related to blogging intention.
H2: Blogging intention will be positively related to blogging behavior.

Motivation for blogging:
• Extrinsic motivation
• Intrinsic motivation

Blogging behavior:
• The number of articles 

posted
• The time that the 

bloggers spend on their 
blog

Blogging 
intention

H1 H1

Figure 1. Research model.

TABLE 1
RESEARCH VARIABLES AND DEFINITIONS

Research variables Definitions

Motivation for blogging Overall motivation for blogging is the sum after multiplying the  
 attractiveness of each extrinsic or intrinsic reward by the probability  
 of its occurrence.
Blogging intention Degree to which the blogger intends to increase use in the future.
Blogging behavior The number of articles or entries posted on the blog.
 The time spent on maintaining the blog.

METHOD

INSTRUMENT DEVELOPMENT

In this study we relied on expert interviews and a survey instrument. A 
focus group of five very successful bloggers (all have been blogging for over 
three years and their blogs have an average of at least 200 visits per day) were 
interviewed to generate questionnaire items for possible attractive rewards, 
based on their own experiences. Attractiveness was evaluated using a 10-point 
scale ranging from 1 = strongly disagree to 10 = strongly agree. The probability 
that productive blogging will lead to those rewards was also examined using a 
10-point scale ranging from 1 = not at all to 10 = to a great extent. Intention to 
blog was assessed using three items constructed following recommendations 
by Davis, Bagozzi, and Warshaw (1989). One additional item (“I intend to 
recommend my blog to others”) was added according to the unique networking 
feature of blogging. Respondents scored responses on a 7-point Likert-type scale, 
ranging from 1 = strongly disagree to 7 = strongly agree. Furthermore, blogging 
behavior was indicated by the number of articles or entries posted by bloggers on 
their blogs and the time they spent maintaining their blogs.
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SAMPLE CHARACTERISTICS AND STUDY CONTEXT

Four hundred bloggers were randomly selected from over 100,000 bloggers 
who have maintained their blog on the WRETCH website (http://www.wretch.
cc) for more than a year. The WRETCH website is currently the best known 
and most firmly established blog platform in Taiwan. Of the 400 questionnaires 
distributed, 177 were returned and were usable, representing a 44.3% response 
rate. Of the bloggers who returned usable questionnaires, 107 were females 
(60.5%) and 70 were males (39.5%). In the questionnaire, these bloggers 
evaluated the attractiveness (value) of 10 blogging rewards (Ak) (Table 2), and 
their perception of the probability (Ik) that productive blogging would result in 
each of the 10 rewards (Table 3).

TABLE 2
ATTRACTIVENESS OF BLOGGING REWARDS

Blogging rewards M SD

Intrinsic  
A1 Killing time with blogging 8.0508 1.8958
A2 Having space to store my data and files 8.3333 1.8361
A3 Enjoying sharing my life with others 7.2655 1.8130
A4 Pouring out my feelings on my blog 8.3955 1.6102
A5 Gaining achievement by blogging 7.8079 1.9269

Extrinsic  
B1 Looking forward to others’ responses 7.6328 1.8816
B2 Finding good topics when talking with others 7.9605 1.7560
B3 Regularly connecting with people I know 8.5254 1.5524
B4 Meeting new friends 7.3729 1.8485
B5 Understanding others’ feelings and opinions 7.2486 2.0269

TABLE 3
PROBABILITY OF BLOGGING PRODUCTIVITY BASED ON ACHIEVING VARIOUS REWARDS

Blogging rewards M SD

Intrinsic  
A1 Killing time by blogging 7.0113 1.8555
A2 Having space to store my data and files 7.3842 1.9245
A3 Enjoying sharing my life with others 7.7062 1.7365
A4 Pouring out my feelings on my blog 8.1864 1.6391
A5 Gaining achievement by blogging 6.7966 1.8505

Extrinsic  
B1 Looking forward to others’ responses 6.3164 2.0866
B2 Finding good topics when talking with others 6.5254 1.9888
B3 Regularly connecting with people I know 7.6497 1.7259
B4 Meeting new friends 6.0113 2.1186
B5 Understanding others’ feelings and opinions 6.3390 2.1633
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MODEL TESTING

The research model was measured using the partial least squares (PLS) 
structural modeling approach. The PLS approach is appropriate for predicting 
highly complex models (Barclay, Higgins, & Thompson, 1995) and maximizing 
variances explained by the model constructs (Plouffe, Hulland, & Vandenbosch, 
2001). 

MEASUREMENT MODEL

The measurement model was tested for estimated construct reliabilities, 
convergent validities, and discriminant validity of instruments (Hulland, 1999; 
Plouffe et al., 2001; Wixom & Todd, 2005). Table 4 presents the number of items, 
means, standard deviations, and reliabilities of constructs. All reliability measures 
were > .7. The α-level of the sample indicates a reasonable level of reliability 
(α > .70) (Nunnally, 1978), demonstrating adequate internal consistency.

TABLE 4
CONSTRUCT MEANS, STANDARD DEVIATIONS, AND RELIABILITIES

Construct Number of items M SD Cronbach’s alpha

Motivation for blogging    
 Intrinsic motivation 5 60.996 19.047 .863
 Extrinsic motivation 5 52.710 18.935 .870
Blogging intention 4 5.257  1.301 .855
Blogging behavior    
 Articles posted 1 2.497  .978 --
 Time spent 1 2.254  .782 -- 

Table 5 shows each variable of the square root of average variance extracted 
(AVE) and intercorrelations. Convergent validity of the instrument is appropriate 
when constructs have an AVE of, at minimum, .5 (Fornell & Larcker, 1981). 
The square root of AVE should exceed the intercorrelations for satisfactory 
discriminant validity (Wixom & Todd, 2005). The AVE for each construct was 
greater than the correlation between a construct and other model constructs. 
Table 6 presents the factor loadings and cross-loadings of items measured in 
this investigation. All item loadings for each construct were greater than cross-
loadings of that construct with all other constructs. Hence, convergent validity 
and discriminant validity were adequate.
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TABLE 5
INTERCORRELATIONS AND AVERAGE VARIANCE EXTRACTED OF EACH VARIABLE

 IM EM BI AP TS

Intrinsic motivation (IM) .805    
Extrinsic motivation (EM) .723*** .814   
Blogging intention (BI) .569*** .509*** .838  
Articles posted (AP) .280*** .124 .300*** 1.000 
Time spent (TS) .218*** .173** .175** .562*** 1.000

Notes: ** Correlation is significant at the .05 level. *** Correlation is significant at the .01 level.
Diagonal in bold type elements are the square root of AVE.

TABLE 6
FACTOR LOADINGS AND CROSS-LOADINGS OF ITEMS MEASURED

Items IM EM BI AP TS

Intrinsic motivation        
 Item 1 .8014 .5355 .5022 .2246 .1171
  Item 2 .7025 .4717 .3716 .1769 .1572
  Item 3 .8595 .6893 .5276 .2702 .2610
  Item 4 .8227 .5322 .4028 .2874 .2083
  Item 5 .8529 .7114 .5190 .1728 .1356
Extrinsic motivation
  Item 6 .6699 .8734 .4841 .1578 .1637
  Item 7 .6683 .8997 .4683 .1385 .1998
  Item 8 .5753 .7340 .3817 .0537 .1418
  Item 9 .5682 .8476 .4113 .1153 .1126
  Item 10 .5095 .7196 .3446 .0397 .0914
Blogging intention        
  Item 1 .5108 .3850 .7779 .2694 .1144
  Item 2 .5394 .5091 .9178 .2573 .2275
  Item 3 .4964 .4691 .8931 .2450 .1744
  Item 4 .3949 .3553 .7511 .2359 .0766
Blogging behavior        
  Item 1 .0824 .1297 .3059 1.0025 .5647
  Item 2 .2164 .1768 .1821 .5611 1.000

STRUCTURAL MODEL

The results of structural model testing include path coefficients and R2 
values. The path coefficients show the relationships between the dependent and 
independent constructs. The R2 values represent the degree to which variance 
is explained by independent constructs. The structural model indicated that 
intrinsic and extrinsic rewards together explain variance in blogging intention 
substantially (R2 = 35.8%). Blogging intention is also related to both blogging 
behaviors, but their R2s are relatively low. The results indicated that blogging 
intention does explain some variance in “number of articles posted” (R2 = 9.0) 
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and “time spent on blogs” (R2 = 3.3). Intrinsic rewards significantly influence 
blogging intention (β = .442, p < .01). Extrinsic rewards also significantly 
influence blogging intention, but such influences are relatively low compared to 
intrinsic rewards (β = .193, p < .01). Blogging intention is positively related to 
both blogging behaviors (The number of articles posted: β = .300, p < .01) and 
the time that the bloggers spend on their blogs: (β = .182, p < .01). Thus, both 
H1 and H2 are supported. 

Intrinsic motivation

Extrinsic motivation

Articles posted
R2 = 9

Time spent
R2 = 3.3

Blogging 
intention
R2 = 35.8

Figure 2. The results of structural model testing.
* p < .10, ** p < .05, *** p < .01.

 Significant path
 Nonsignificant path

Path coefficients are reported

ANALYSIS AND RESULTS

INTRINSIC AND EXTRINSIC REWARDS

Our survey data indicate that bloggers with higher total (both intrinsic and 
extrinsic) motivation for rewards have higher blogging intention than do those 
with lower motivation for rewards. Based on the expectancy theory, there are two 
aspects to the motivational strength of any reward. Those factors are the value 
of the reward to the individual and the probability that the reward will occur if 
the individual is successful in achieving the goal to which the reward is attached. 
According to our findings, the bloggers value the intrinsic and extrinsic rewards 
without significant difference (t = .723, p = .490, ns). But they tend to believe that 
the probability that the intrinsic rewards will occur is higher than the probability 
that extrinsic rewards will occur (t = 2.258, p = .054).

BLOGGING BEHAVIOR AND MOTIVATION FOR BLOGGING

For bloggers with higher blogging intention, there are two kinds of behavior 
possible: posting more articles on their blog or spending more time maintaining 
their blog. The low R2 values indicate that the influence of blogging intention 
on both blogging behaviors are limited. In examining our data, we found that 
“the time spent on blogs” is significantly related to both the intrinsic (r = .218, 
p < .01) and extrinsic (r = .173, p < .05) rewards. However, the number of 

.442***

.193**

.300***

.182**
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articles posted by the bloggers is related to intrinsic rewards (r = .280, p < .01) 
but not extrinsic rewards (r = .124, ns). This finding seems to indicate that for the 
bloggers, posting articles can only be motivated by intrinsic rewards. But higher 
motivational rewards (both intrinsic and extrinsic) will persuade the blogger to 
spend more time on their blog.

BLOGGING REWARDS

Of the 10 motivational rewards examined in this study, as indicated in Figure 
3, bloggers ranked “Pouring out my feelings on my blog” and “Regularly 
connecting with people I know”, as their two most valued rewards. They 
also assigned high probabilities to these rewards. However, there are three 
motivational rewards (“Looking forward to others’ responses”, “Meeting new 
friends”, and “Understanding others’ feelings and opinions”) ranked by the 
bloggers as low in value and probabilities. It is interesting to note that all of them 
are categorized as extrinsic rewards. “Enjoying sharing my life with others” has 
low value but high probability, indicating that bloggers were convinced that their 
blogs help them share their life with others, but they do not value it very much. 
One possible reason is that their blog is visited mostly by friends, with whom 
they are already familiar, and the resulting sharing of life information is done 
already in other contexts.

 1 2 3 4 5 6 7 8 9 10

1

2

3

4

5

6

7

8

9

10

A4

B3 A3

A2

A1

A5

B2

B1

B5

B4

Figure 3. The value and probability of motivational rewards.
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CONCLUSION: WHY DO PEOPLE BLOG?

In this study, expectancy theory (Vroom, 1964) was employed to examine the 
relationships between motivational rewards and bloggers’ intentions and actual 
conduct. The collected data demonstrate that bloggers with high total (intrinsic 
and extrinsic) motivational rewards have higher blogging intentions. A blogger 
with high blogging intentions is willing to take more time to maintain his/her 
blogs and post more articles than those with low blogging intentions.

Even though blogs are often recognized as a new news medium, our research 
findings suggest that there are some differences between bloggers and news 
reporters. The blogger who posts articles on a blog is driven mainly by the 
intrinsic rewards rather than extrinsic rewards. For an ordinary blogger, the 
intrinsic rewards are more important than the extrinsic rewards. The reason 
for this is that bloggers, even though they value extrinsic rewards the same as 
intrinsic rewards, tend to believe that the probability that extrinsic rewards will 
occur is lower than the probability that intrinsic rewards will occur. In our study, 
bloggers did not place importance on others’ responses or opinions. For them, 
blogs are important because they allow them to stay in contact with friends. We 
conclude that, for ordinary bloggers, blogging is a reliable tool to ensure that an 
inner group of people who they care about can have an easy way of keeping in 
contact with them. Contrary to what most people believe, bloggers do not expect 
their blogs to be a two-way communication platform to the outside world. The 
bloggers would rather post their own thoughts and feelings and do not expect 
or place much value on others’ responses, especially those from unfamiliar 
individuals. 

This study can lead to several further lines of research. First, the dependent 
construct here represents behavioral intention and behavior rather than actual 
blogging performance (for example, number of visitors per day). Future 
researchers can determine whether blogging behavior and blog performance are 
strongly correlated. A second concern is that the tested model was empirically 
assessed in only one context. The generalization of the study results is not known 
beyond the current sample and blogging context. However, the proposed research 
model explains and predicts blogger behavior. Thus, the system managers of a 
blog platform (e.g., the WRETCH website) can determine which rewards have 
the most meaningful impact on bloggers and how to improve blogger intention 
and behavior in operating their blogs.
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APPENDIX
ITEMS AND SCALES

Intrinsic Blogging Rewards
A1 Killing time with blogging
A2 Having space to store my data and files
A3 Enjoying sharing my life with others
A4 Pouring out my feelings on my blog
A5 Gaining achievement by blogging

Extrinsic Blogging Rewards
B1 Looking forward to others’ responses
B2 Finding good topics when talking with others
B3 Regularly connecting with people I know
B4 Meeting new friends
B5 Understanding others’ feelings and opinions

Blogging Intention
1. I intend to keep blogging on my blog
2. I intend to spend more time managing my blog
3. I intend to edit my blog more frequently in the future
4. I intend to recommend my blog to others

Blogging Behavior
1. On average, how many entries do you publish weekly on your blog?
  0   1−2   3−4   5−6   7 or more
2. On average, how much time do you spend blogging weekly?
  1 hour or less   1–5 hours   6–10 hours or more 
  11–20 hours   more than 20 hours 


