
- 1 - 

 

 

 

 

Technical Appendix to “Social Ties and User-Generated 
Content: Evidence from an Online Social Network”. 

 
NOT FOR PUBLICATION 

 
 
 

Abstract 
 
This technical appendix contains details and results from a survey implemented on 
Soulrider.com to learn about the motivations, mechanisms and reasons by which 
users post content and form ties on the social network. The analysis uses an open-
ended survey protocol that is analyzed using text mining. The results complement the 
econometric analysis reported in the paper. 
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Determinants of Blogging and Friending on Soulrider.com 
 
To shed light on the determinants and value of blogging1 and friending, we complement our 
econometric analysis with content analysis of qualitative data from an open ended survey 
data we implemented among users of Soulrider.com. We used an open-ended survey to 
allow users to freely express their motivations for friending and posting content. We then 
use content analysis involving pattern matching (Yin, 2003) to analyze the qualitative 
response data, by categorizing the motives and reasons for blogging and friending as stated 
by users into pre-defined types, and by implementing a frequency analysis of the 
occurrences of categories in the responses. This approach is exploratory and is meant to 
augment and complement the econometric analysis. 
  
We invited 3,157 self-identified windsurfers of Soulrider.com by email to participate in the 
survey. Two hundred sixty-six (8.43 percent) chose to participate. The mean age of 
participants was 35.52 years, 80.83 percent were male, and mean monthly gross income was 
CHF 6,3142. In the survey, we asked the following three open-ended questions related to 
blogging: Q1: What are and have been reasons and motives for you to add a windsurf-
session on Soulrider.com? (see Table 1). Q2: If you are online on Soulrider.com, what 
specifically prompts you to insert a windsurf-session? (see Table 2). Q3: What is your benefit 
out of your windsurf-sessions on Soulrider.com? (see Table 3). Similarly, we asked three 
open-ended questions related to friending: Q4: What are and have been reasons and motives 
for you to link somebody as your friend on Soulrider.com? (see Table 4). Q5: If you are 
online on Soulrider.com, what specifically prompts you to send a friendship request to 
somebody? (see Table 5). Q6: What is your benefit out of your friends on Soulrider.com? (see 
Table 6). For each question, respondents were advised to answer with short text or a few 
keywords. For further analysis, we only used answers to questions Q1-Q3 from 121 
respondents, who indicated having at least one friend on Soulrider.com, and answers to 
questions Q4-Q6 from 89 respondents, who indicated having posted at least one blog.  
 
We processed the survey data using a content analysis protocol (Krippendorff, 2004; Titscher 
& Jenner, 2000). We chose to perform an inductive analysis (Corbin & Strauss, 2008) as we 
are mostly interested in the validity of the codes and to best capture the specificity of the 
determinants and motives of behavior in the case of Soulrider.com (Srnka & Koeszegi, 2007). 
Each statement represented a unit of analysis that was coded using a coding scheme. The 
coding scheme was derived in an iterative, multi-stage process (Saldaña, 2009). First-stage 
coding served to develop the coding scheme. We started with an open coding of the first fifty 
statements to derive descriptive codes that were close to the actual text, and then grouped 
codes into higher-order categories. In second-stage coding, we applied this hierarchical 
coding scheme to our entire data set to measure the frequencies of occurrences per code and 
category. At this stage, we further refined and adapted the category scheme. To improve the 
reliability and validity of our coding, we deployed several established measures. All coding 
was performed using the software package Atlas.ti (Friese, 2011). The category scheme was 
elaborated by providing explicit definitions of categories and exemplary quotes. Data 
analysis was done by several coders and we checked for inter-coder reliability. Reliability of 
these codes was then assessed using two independent raters, who recoded the data into the 
given code-categories. These raters were not current users of Soulrider.com and were not 
familiar with the details of the research project. Inter-rater reliability values (Cohen’s Kappa) 
of .65 on average indicated a good reliability of the derived categories. Please refer to Tables 

                                                 
1 Please note that a blog entry represents a windsurf session on Soulrider.com. The terms “blog” and “session” 
are thus used interchangeably in the text. 
2 1 USD equaled to .92 CHF as of February 2, 2012. 
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1-6 for the coding-scheme, exemplary quotes, definitions, reliability measures and 
frequencies. 

Results of Content Analysis 
We interpret the frequencies of codes and categories as roughly informative about the 
importance of those motives in driving behavior. 

 
Determinants of Blogging: 55% of users in the survey stated "altruistic" reasons for blogging 
on Soulrider.com (Table A1). Altruistic users express a need to inform others about their 
experiences and to share photos and various kind of information related to surfing or 
conditions. In contrast, 18% of users indicated they blog only for their own purpose 
(egocentric motivation). This includes keeping a diary or archive of one's surf sessions, one 
functionality offered by the website. A substantial number of users indicated they use their 
blogging to express or promote themselves (20%), not surprising as many professional 
windsurfers use the site to appeal to potential sponsors. To investigate the determinants at a 
more detailed level, we asked users what prompts them to post a blog (see Table A2). 62% 
majority indicated they would add a new blog shortly after they went surfing. Others (22%) 
stated they will not blog about every session, but only about those that were special or where 
conditions were particularly unique (e.g. wind at storm level). Interestingly, 16% also 
explicitly indicated they would blog to facilitate interaction or socializing with others. As 
meeting or communicating with other surfers at the spot is often perceived to be difficult, 
some use blogging as a means to find out which other surfers surfed at the same spot on the 
same day. Socializing is also a major value-driver of blogging for some users (22%) (see Table 
A3, question 3). Information motives, either at the community (altruistic) or individual 
(egocentric) level, are the most frequently stated drivers of the value of blogging (these 
categories together account for 63% of the statements). 

 
Determinants of Friending: The stated reasons for friending are more fragmented (Table A4). 
We grouped descriptions into four main categories. 34% of users indicated they would only 
link somebody only if he/she is also a close friend in real life (i.e. a strong tie). Others stated 
they would also link weaker contacts, as long as they both shared common interests (21%). 
Users intend to keep in touch with their friends via the website (27%). Consuming and 
sharing content, such as blogs, photos, or information about surf spots or surf destinations 
also drove friending (18%). Answers to question 5 provide more detailed insights into the 
specific determinants of sending friend requests. As before, users are likely to send a friend 
request if they observe the online presence of one of their close friends on Soulrider.com 
(39%). Other determinants include "keeping in touch" (16%), consuming and sharing content 
(6%), and networking with like-minded people (38%). To unpack the last, we split the 
category "network with like-minded people" into three. Observing a particularly attractive 
profile or having an online conversation encourages such users to send out a friend request. 
Likewise, users are prompted to link somebody if he/she shares similarities with the user, 
which does not necessarily include having previously met offline. For instance, the 
statements indicate that it is plausible that users tend to surf at the same locations but have 
never met at the location per se, which is uncovered while browsing the website. Finally, 
some users indicated they friend somebody they have recently met offline (surf sessions, 
holidays, or when trading windsurf equipment), though this proportion is small (9%). 
Overall, the value of friending seems to be mostly related to consuming and sharing friend- 
or sport-related content (61%). 20% of users state the website facilitates communication 
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between users. Interestingly, a small proportion (11%) specifically indicated that they derive 
no value out their friends. 3 
 
Wind as driver of blogging? Wind is strongly associated with blogging. In answering 
question 2, 62 percent of the respondents indicated that they would post a blog after they 
went surfing or have new content related to a surf session. In addition, 22 percent indicated 
they would blog if they experienced a unique session.  
 
Friending caused by surfing at the same spot? (Making friends while surfing?) If surfing at 
the same spot at the same day were a major driver of friending, we would observe many 
statements that had been associated with the code-category “Network with likeminded 
people - Recently met for the first time”. Indeed, we find some respondents explicitly 
providing statements that point into this direction. These were coded into the descriptive 
codes “To link somebody I know from surfing” or “To link somebody I met at a surf 
session”. However, they only account for 11 quotations or 7.14 percent of all quotations in 
this coding-scheme altogether (see Table 5), suggesting this is likely, but not a first-order 
concern. 
 

                                                 
3 Used windsurf equipment is often sold/traded at events which facilitates meeting with likeminded 
windsurfers. 
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Table A1 
General Reasons to Blog (Q1) 

 

Code-Category Descriptive Codes (n Quotations) Quotations Frequency Exemplary Quotes Description 

Information - Altruistic 
 

Inform others about experienced surf conditions (21) 
Let others participate in session (16) 
Share photos (15) 
Share experience (14) 
Make aware of spot (5) 
Share unique/special sessions (4) 
Support soulrider.com (3) 
Share unique conditions (3) 
Show where was wind (1) 
Show unique spot (1) 

83 55 “Provide info to others 
because I also benefit from 
their info”,  
“Share experience with 
others”,  
“Publish cool photos” 

Use blogging to let others participate 
in one’s own session, experience, or 
knowledge. 

Information - Egocentric 
 

Surf diary / archive / memories (19) 
Surf statistic (8) 
 

27 18 “Keep account of my 
personal sessions”, “Statistic 
of my surfing” 

Only use blogging for own purposes, 
e.g. to administrate own session 
calendar/statistic. 

Self-Expression Share happiness about session (8) 
Show that I was there (5) 
Self-expression (5) 
Be a part of the community (5) 
Proud of session (2) 
Make others jealous (2) 
Show sport skills (1) 
Share frustration (1) 
Self-promotion (1) 
Share excitement (1) 

31 20 “Express my happiness”, 
“Express myself”, 
“Make others jealous” 

Use blogging for the purpose of self-
expression. E.g. express happiness or 
proudness about session, to feel 
being part of a community. 

Other – Fun Just for fun (4) 4 3 “Just for fun” Having fun to blog. No particular 
further definition of “fun”. 

Other – Socializing/Interaction Discuss session with others (1) 
Motivate communication among surfers (1) 
See who else was there (1) 

3 2 “See who else was surfing at 
the spot” 

Use blogging for socializing in 
particular. 

Other – Promote Sport Motivate others to surf (3) 
Promote the sport (1) 
 

4 3 “Promote the sport” To promote the sport. 

Total  152 100 Cohen’s Kappa: Coder1: .73, Coder2: .81 
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Table A2 
Specific Reasons to Add New Blog (Q2) 

Code-Category Descriptive Codes (n Quotations) Quotations Frequency Exemplary Quotes Description 

If New Session If I went surfing - to update my stats / document (18) 
If have new photos I want to share (17) 
If I went surfing and I want to share this (16) 
If I want to share infos about experienced surfconditions/wind (4) 
If I want to inform others (3) 
If I want to promote myself (2) 
If I want to share infos about equipment (1) 
If I want to express myself (1) 
If I want to share infos about spot (1) 
If I want to document my experiences (1) 
If I want to add a session to my diary (1) 
If I want to compare the wind with the forecast (1) 

66 62 “To show when and 
where I was surfing”, 
“When I have cool 
Photos I want to share” 

If the user was surfing or 
has specific content (e.g. 
photos) of a surf session 
that he/she wants to share. 

If Unique Session If I am happy about a session (8) 
If the conditions were unique (7) 
If I was at a new spot (2) 
If the session was unique (2) 
If I had a special session (2) 
If the spot was unique (1) 
If I have unique photos I want to share (1) 

23 22 “If the session was 
particularly great”, “If I 
am very happy about my 
session” 

If the user experienced a 
particularly unique session. 
Could be unique due to 
special surf conditions or if 
the spot itself was 
interesting or unique. 

Socializing/Interaction Motive If I want to interact with other surfers that might surfed at the same 
spot (7) 
To motivate others also to surf/post (3) 
To have fun together (3) 
To inform my friends (1) 
To keep in touch (1) 
If I am bored in front of my computer (1) 
If I want to find new friends (1) 

17 16 “Find out who also was 
surfing at the same spot”, 
“Exchange opinions and 
experiences about 
session” 

If blogging is driven by the 
need to interact or socialize 
with other surfers. 

Total  106 100 Cohen’s Kappa: Coder1: .60, Coder2: .59 
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Table A3 
Utility of Blogs on Soulrider.com (Q3) 

 

Code-Category Descriptive Codes (n Quotations) Quotations Frequency Exemplary Quotes Description 

Information – Altruistic Inform others / share experience (8) 
To motivate others to post (3) 
Share photos (3) 
Share session (2) 
Show my history to others (2) 
Community-feeling (2) 
Share information (1) 
To promote spot (1) 
Exchange of photos (1) 

23 
 

20 “Familiarize others with a 
new spot”, “Inform my 
friends where I was” 

If the value of blogging is 
related to letting others 
participate in one’s own session, 
experience, or knowledge. 

Information – Ecocentric History of own activity (27) 
Be informed about sessions (6) 
History of activity at spot (5) 
Recognition (3) 
Just for fun (3) 
Get to know new spots (2) 
See history of activity of others (1) 
Pastime (1) 
Get infos about spots (1) 
Be informed about wind conditions (1) 

50 43 “I can see when and where 
I was surfing”, “Get 
recognition”, “Observe if a 
spot is interesting or not” 

If the value of blogging is 
mostly related to one’s own 
utility, e.g. to administrate own 
session calendar/statistic. 

Socializing/Interaction To socialize/interact with others/to get to know new 
people/who else was there (22) 
Keep in touch with friends (2) 
To get opinion of others (1) 

25 22 “Get to know people who 
surf at the same spots”, 
“Get to know other 
surfers”, “Increase 
exchange of knowledge, 
photos, etc.” 

If the utility of blogging is 
related to interacting or 
socializing with other surfers. 

None None in particular (17) 17 15 - - 
Total  115 100 Cohen’s Kappa: Coder1: .66, Coder2: .75 
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Table A4 
General Reasons to Be Friends (Q4) 

 

Code-Category Descriptive Codes (n Quotations) Quotations Frequency Exemplary Quotes Description 

Keep in Touch To keep in touch (19) 
To stay informed about person's sessions (9) 
To plan joint activities (9) 
To stay informed about person's activities (6) 
To meet online (4) 
To have facilitated access to user (3) 
To know what friend is doing (2) 
To keep in touch with people often met at surf spot (2) 
To communicate (1) 
To exchange contact info (1) 
To keep in touch with holiday acquaintance (1) 

57 27 “People with whom I 
would like to keep in 
touch.” 

Interested in not losing 
contact or to possibly meet in 
the near future. 

Consume and Share 
Content 

To share experiences (10) 
To share information (9) 
To share content (6) 
To get access to profile/photos (6) 
To gain new information (e.g. about surf spots) (4) 
To let others see my sessions (1) 
To talk about sport (1) 
To increase visibility of profile (1) 

38 18 “People with whom I 
share information and 
hints.” 

Interest in consuming and 
sharing specific content and 
information. 

Network with 
Likeminded People 

If we share similar interests (6) 
To share interests (5) 
To create a network/networking (5) 
To find/communicate with likeminded people (4) 
Do not want to reject if asked (4) 
To get to know new people (3) 
To better get to know somebody (3) 
If I like the content of the person (3) 
Just for fun / have fun together (2) 
If I like the person (2) 
If communicated online (2) 
To be closer (1) 
If somebody requests friendship (1) 
If the other person is very active (1) 
If the person is also a windsurfer (1) 
To facilitate access of friends of friends (1) 

44 21 „If the person has 
similiar interests and 
shares my passion.“ 

Feeling to be connected to 
likeminded people who share 
the same passion or interest. 

Network with personal 
contacts 

If know user personally/in private/ is close friend (39) 
If I know the person from surfing (5) 
If met multiple times at surf spot (4) 
If is from same location/region (4) 
If I know a friend of the person (3) 
If we surf together (3) 

72 34 “I know this person in 
real live.” 

Interest in friending people 
that are friends in real live. 
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If is friend who also surfs (3) 
If met for equipment dealing/trading (2) 
If user is a (real) friend (2) 
If surfs at the same/similar spots (2) 
If I know the person from everyday life (1) 
If I often surf with person (1) 
If is family (1) 
If we shared a session (1) 
If I know user from events (1) 

Total  211 100 Cohen’s Kappa: Coder1: .57, Coder2: .59 
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Table A5 
Specific Reasons to Send Friend Requests (Q5) 

 

Code-Category Descriptive Codes (n Quotations) Quotations Frequency Exemplary Quotes Description 

Keep in Touch Want to keep in touch (13) 
To plan future activities (5) 
To stay informed about users' activities (4) 
To easily look up a person (2) 
To communicate over platform (1) 

25 16 “Observe somebody 
online with whom I 
would like to keep in 
touch.” 

Interested in not losing 
contact or to possibly 
meet in the near future 

Consume and Share Content To share/exchange content (6) 
To share/exchange knowhow (4) 

10 6 “To get more infos 
about travelling, 
spots, equipment etc. 
from the person.” 

Interest in consuming and 
sharing specific content 
and information. 

Network with likeminded people  
– Get to know new people 

If I like user/user is symphatic/interesting (9) 
To get new contacts (5) 
If I like users content/am interested in the person (4) 
When we communicated online (3) 
To better get to know person (1) 
To link somebody I find attractive (1) 

23 15 “If the person is 
interesting, pretty, or 
has cool photos.” 

Interested in person I find 
attractive by his/her 
profile/content. 

Network with likeminded people  
- Recently met for the first time 

To link somebody I know from surfing (8) 
To link somebody I met at a surf session (3) 
If we exchanged equipment (2) 
To link somebody I met during vacation (1) 

14 9 “If I met the person 
during a session, 
vacation, or when 
buying new 
equipment.” 

Link person as friend 
online whom I recently 
met offline. 

Network with likeminded people  
– Share general similarities 

If we share similar surfing destinations (9) 
If we share similar interests (7) 
If we share the same interests (4) 
If we live close together (1) 
If somebody surfs at the same spot (1) 

22 14 “If we share striking 
similarities.”, “If we 
like to surf at similar 
destinations” 

Feeling to be connected 
to likeminded people who 
share the same passion or 
interest. 

Network with personal contacts To link somebody I know well/personally/private (59) 
Met frequently (1) 
 

60 39 “If the user is a good 
friend of mine I 
know in private.” 

Interest in friending 
people that are friends in 
real live. 

Total  154 100 Cohen’s Kappa: Coder1: .62, Coder2: .74 
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Table A6 

Utility of Friends on Soulrider.com (Q6) 
 

Code-Category Descriptive Codes (n Quotations) Quotations Frequency Exemplary Quotes Description 

Keep in Touch Plan joint sessions (13) 
Keep in touch (9) 
Plan joint activities (7) 
Means to meet/communicate/keep in touch online (5) 
Be connected to likeminded people (2) 
observe if they are online (1) 

37 
 

20 „To keep loose contacts“ 
or „arrange to meet for a 
session“ 

Utility is driven by the motive 
to not loose contact or to 
possibly meet in the near future. 

Consume and Share Content – 
Friend-Specific 

Observe/be informed about their sessions (22) 
Access/share information/content (12) 
Observe their activities on soulrider.com (10) 
Facilitated access to profile (8) 
Stay up to date about friends activities (3) 
Access to photos (1) 
Observe their travelling (1) 
Exchange contact info (1) 

58 32 “I am up to date about the 
last sessions of my friends 
and where they are going.” 
 

Utility is driven by the interest 
to consume friend specific 
content and information. 

To Share and Consume Content – 
Sport-Specific 

Exchange info/experiences/knowhow (24) 
Info/travel stories about other surf spots (15) 
Discuss surf conditions (5) 
Get info about surf spots (4) 
Information about equipment (3) 
Discussion about sessions (1) 
News from different sports (1) 
Recommendations for equipment (1) 

54 29 “We can talk about 
travelling, surf spots, and 
mutual interests” or “I can 
get recommendations for 
equipment and profit from 
the experience of others.” 

Utility is driven by the interest 
to share or consume sport 
specific content and 
information. 

Network with Likeminded People Have Fun (7) 
Get to know the person (4) 
Access to profile (1) 
Get comments to own sessions (1) 
Share Interests (1) 
Share Sessions (1) 

15 8 „Sharing interests which I 
can only share with few 
people“ 

Utility is driven by the feeling 
to be connected to likeminded 
people who share the same 
passion or interest. 

No Utility out of Friending No specific utility (20) 
 

20 11 “There is no real value in 
friending for me” 

Users explicitly state that they 
do not have any utility out of 
friending. 

Total  184 100 Cohen’s Kappa: Coder1: .56, Coder2: .55 
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