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Abstract

The experience of referring others in a referral incentive program has a significant impact
on an individual's self-perception and their propensity to engage in future referral activities.
This study investigates how referral experiences influence individuals' self-perceptions and
their motivation to engage in referral activities, as well as factors that moderate the
relationship between referral experiences, incentive structures, and participation behavior.
Using a qualitative approach, we analyzed data from in-depth interviews with referral
program participants as well as participant observation in the program environment. Our
findings suggest that individuals' self-construal plays a key role in moderating the
relationship between incentive structure and their decisions to participate in referral
programs. Individuals with strong self-construals tend to respond better to incentives
provided, while individuals with low self-construals may experience negative impacts such
as decreased motivation or anxiety regarding their performance. However, a successful
referral experience can also strengthen an individual's identity as an effective influence or
recommender, thereby increasing their motivation to continue participating in the referral
program in the future. The practical implication of these findings is the importance of
companies paying attention to psychological and social factors that influence individual
self-perceptions in designing effective incentive strategies in encouraging participation in
referral programs. By strengthening social support, increasing transparency and fairness,
and understanding individual needs and preferences, companies can create a supportive
environment for individuals to refer others with confidence and integrity.

Keywords: referral experience, incentive structure, self-construction, referral activity,
participation.

INTRODUCTION

Incentive structures are one of the key elements in modern marketing strategies
that aim to encourage referrals. In this context, referrals refer to the process by which
individuals recommend products or services to others within their social or professional
networks. Incentive structures govern the manner in which individuals are rewarded or
incentivized to make referrals, which can be in the form of gifts, discounts or other benefits.
The effectiveness of incentive structures in influencing referral behavior has been the
subject of interesting research in the fields of marketing and consumer psychology.
Analyzing the role of self-construal as a determining factor in the interaction between
incentive structures and their effect on referrals is a key focus in understanding the

complexity of this dynamic.
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Self-construction refers to the way individuals see and understand themselves in
the social and environmental context around them. This includes identification with certain
roles, values and norms, as well as perceptions of an individual's abilities, confidence and
motivation. In the context of referrals, self-construal plays an important role in determining
the extent to which individuals feel comfortable and competent in recommending products
or services to others. For example, individuals who have strong self-constructions as deal
hunters or expert advisors may be more motivated to make referrals, especially if the
incentive structure accommodates the needs and preferences of their self-constructions.

Previous research has revealed various factors that influence the relationship
between incentive structures and their effects on referrals, including product or service
characteristics, incentive attributes and social context. However, the role of self-
construction in moderating this relationship is still not fully understood. Understanding
how self-construction influences the way individuals respond to incentive structures can
provide valuable insights in the development of more effective marketing strategies.

The importance of understanding the role of self-construction in the context of
referrals and incentive structures has become increasingly relevant in today's digital age.
Technology and online platforms have expanded the reach of referrals and increased the
complexity of interactions between individuals, products and brands. In this environment,
a deep understanding of how self-constructions influence referral behavior can help
companies build more targeted and sustainable marketing strategies.

Thus, in-depth research on the relationship between incentive structure, self-
construction, and their effects on referrals is important in an effort to understand consumer
behavior and optimize marketing strategies. By paying attention to these complex
dynamics, companies can develop more effective and relevant referral programs, which in

turn can increase customer loyalty, improve brand awareness and boost overall sales.

METHOD

The qualitative research method used in the study on "Incentive Structures and
Their Effects on Referrals: An Analysis of the Role of Self-Construction as a Determinant
Factor" involves an in-depth approach to individuals' experiences and their subjective
interpretations of the phenomenon under study. First, the researcher will use in-depth
interviews to collect data from study participants who have experience with referral
incentive programs. These interviews will be designed to gain a comprehensive

understanding of participants' perceptions and experiences in relation to the incentive
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structure they face, as well as how it influences their decision to refer others. In addition,
the researcher will conduct participatory observation in the environment where the referral
incentive program takes place, to understand the social context and practices that may
influence how participants respond to the incentives.

Second, the qualitative approach will involve text analysis of relevant documents,
such as incentive program policies, marketing materials, and internal company
communications that may influence participants' perceptions of referral incentives. This
text analysis will help identify patterns in the incentive structure as well as the objectives
that the program organizers are trying to achieve.

Third, a phenomenological approach will be used to analyze the data collected,
focusing on an in-depth understanding of how participants understand themselves in the
context of the referral incentive program. This will involve thematic coding and analysis
of the interview transcripts and observation notes, to identify patterns in the way
participants form constructions of themselves in relation to participation in the referral
program.

Fourth, triangulation will be used to validate the findings. This will involve
comparing data from different sources, such as interviews, observations, and document
analysis, to ensure consistency and reliability of findings. Using this approach, this
qualitative research will provide an in-depth understanding of the relationship between
incentive structures, individual self-constructions, and their effects on the decision to refer

others in the context of a referral program.

RESULTS AND DISCUSSION

This study aims to investigate the relationship between incentive structures in
referral programs and their effects on individual participation, considering the role of self-
construal as a determining factor. Incentive structures in referral programs can be a wide
variety of incentives, ranging from financial rewards to social recognition, which aim to
encourage individuals to refer others to a particular product or service. Self-construction,
or individuals' perception of themselves, is believed to play an important role in moderating
the relationship between the incentives offered and their decision to participate in the
referral program. By understanding more about how incentive structures and self-
construals interact with each other, we can identify factors that influence the effectiveness

of referral programs and design more effective strategies to encourage participation.
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Tabel: Results of the Analysis of Incentive Structure and its Effect on Referrals by
Taking into Account the Role of Self-Construction

No Structure Insentif Self- Effect on Referrals
Construction

1. | Financial Rewards High High: Individuals with strong self-
constructions tend to feel more
motivated by financial incentives
and make more referrals.

2. | Social Recognition Low Low: For individuals with low self-
construction, social recognition may
be more important than financial
incentives, and lack of recognition
may reduce participation in referral

programs.
3. | Program Loyalty | Various Medium: Moderate self-
Points construction may lead to variation

in response to loyalty point-based
incentives, where participation
could be influenced by additional
factors such as customer satisfaction
and brand trust.

4. | Contests or | High High: Individuals with competitive
Competitions self-constructions may respond
better to incentives that involve
elements of contest or competition,
as they feel more motivated to win a

prize.
5. | Non-Material Awards | Various Intermediate: For individuals with
(e.q., personal self-constructions that focus on
development awards) personal development, non-material

rewards may be more effective in
encouraging participation in the
program..

The results of this analysis illustrate the complexity of the relationship between
incentive structures, self-construction, and their effects on participation in referral
programs. In this context, a more holistic and contextual approach is needed in designing

incentive strategies that can motivate optimal participation.

The incentive structure in the referral program affects individuals' perception of their
self-worth and their motivation to refer others

The discussion of how incentive structures in referral programs affect individuals'
perception of their self-worth and their motivation to refer others is a deep and complex
subject. Before we dive in, it is important to understand that incentive structures can be

diverse, encompassing different types of rewards and stimuli aimed at encouraging
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participation in referral programs. Individuals' perceptions of their own worth can also vary
based on complex psychological, social and contextual factors. In this context, we will
explore how the interplay between incentive structures and individuals' self-constructions
influence their motivation to engage in referral activities.

First of all, it is important to understand that the incentive structure in a referral
program can play an important role in shaping individuals' perceptions of their self-worth.
When individuals perceive that they are rewarded or recognized for their contribution in
referring others, this can enhance their sense of self-worth. For example, financial rewards
or social recognition from employers or coworkers can provide positive confirmation of an
individual's ability to influence or add value to others. Conversely, a lack of rewards or
recognition in the incentive structure may lead to self-doubt or a feeling of not being valued.
This can reduce an individual's motivation to engage in referral activities as they may feel
that their efforts are unappreciated or worthless.

Furthermore, individuals' self-constructions also play a key role in how they
interpret and respond to the incentive structure in the referral program. Self-construction is
the way individuals view and understand themselves, including beliefs about their abilities,
personal values, and their role in society. For example, individuals with strong self-
constructions may be more motivated by financial incentives as they see themselves as
competent and capable of achieving financial goals. On the other hand, individuals with a
more relationship-focused self-construal may be more affected by social recognition in
referral programs, as they are more concerned with their interpersonal relationships and
social image.

The role of self-construal may also moderate the relationship between incentive
structure and an individual's motivation to refer others. For example, individuals with
competitive self-constructions may respond better to incentives that involve an element of
contest or competition, as they have an intrinsic drive to be the best or win a prize. On the
other hand, individuals with more personal growth-oriented self-constructions may be more
motivated by non-material rewards that can improve their skills or knowledge. In this
regard, it is important to take into account the diversity of individual self-constructions in
designing incentive structures that are effective in encouraging participation in referral
programs.

In addition, the effects of the incentive structure in a referral program may also
depend on the social and cultural context in which individuals operate. For example, in a
highly competitive culture, incentives that emphasize individual achievement may be more

effective in encouraging participation in referral programs than incentives based on
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teamwork. Likewise, social norms that value individual contributions may make
individuals more motivated to engage in referral activities if they feel that rewards or
recognition will be given to them.

However, it is important to remember that the incentive structure is only one of the
factors that influence an individual's motivation to refer others. Other factors such as
customer satisfaction, brand trust, and organizational commitment can also contribute to
an individual's decision to participate in a referral program. Therefore, a holistic approach
that takes into account various aspects of an individual's motivation and his or her social
context is necessary in designing effective incentive strategies to encourage participation
in referral programs.

In this context, further research is needed to deeply understand the interplay
between incentive structures, individual self-construals and other contextual factors in
influencing individuals' motivation to engage in referral activities. With a better
understanding of these complexities, companies can design incentive strategies that are
more effective and relevant to individual needs and preferences, thereby increasing the

overall effectiveness of their referral programs.

The role of individual self-construction in moderating the relationship between the

incentive structure offered and their decision to participate in the referral program

The role of individuals' self-construal in moderating the relationship between the
incentive structure offered and their decision to participate in a referral program is an
important and complex aspect in the study of social psychology and consumer behavior.
Self-construction refers to the way individuals perceive and understand themselves,
including beliefs about their abilities, personal values, and role in society. In the context of
referral programs, self-construction can play an important role in determining how
individuals interpret the incentives offered and the extent to which these incentives
influence their motivation to refer others..

First of all, an individual's self-construction may influence how they evaluate the
incentive structure offered in the referral program. Individuals with strong self-
constructions may tend to see themselves as competent and capable of achieving certain
goals. For example, individuals with a confident self-construction may see financial
incentives as recognition of their ability to influence others and add value to the company.
In contrast, individuals with low self-construal may doubt their ability to refer others and

feel undeserving of the rewards or recognition offered through the referral program. In this
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case, self-construal moderates the relationship between the incentive structure and
individuals' evaluation of the value of those incentives, which in turn influences their
decision to participate in the referral program.

Second, individuals' self-constructions may also moderate the relationship between
the incentive structure and their motivation to participate in the referral program.
Motivation is a key factor in influencing individual behavior, including participation in
referral programs. A strong self-construal may increase an individual's motivation to refer
others, regardless of the type of incentive offered. For example, individuals with a
competitive self-construction may respond better to incentives that involve elements of
contest or competition, as they have an intrinsic drive to be the best or win a prize. On the
other hand, individuals with a more personal growth-oriented self-construction may be
more motivated by non-material rewards that can improve their skills or knowledge. In this
case, self-construction plays an important role in determining how effective the incentive
structure is in motivating participation in the referral program.

Furthermore, an individual's self-construal may also influence how they respond
to the incentives offered in the referral program. Perceptions of self-worth are a key factor
in motivating individual behavior. A strong self-construal may make individuals more
motivated to engage in referral activities as a way to maintain or enhance a positive image
of themselves. Conversely, low self-construal may make individuals less motivated to
engage in referral activities, especially if they feel that the incentives offered are not worth
the effort required or if they doubt their ability to achieve the goals set. In this case, self-
construal moderates the relationship between incentive structure and individuals' decision
to participate in referral programs by influencing their perception of their self-worth and
how relevant or significant the incentives are in the context of their identity and goals..

In addition, an individual's self-construal may also influence the way they interpret
and express their motivation to participate in the referral program. A strong self-construal
may make individuals more confident in stating their intention to refer others and
committed to achieving the referral goals set. On the other hand, a low self-construal may
make individuals more hesitant or uncertain in declaring their intention to engage in referral
activities, especially if they feel that they are unworthy or undeserving of the rewards or
recognition offered. In this case, self-construal plays an important role in moderating the
relationship between incentive structure and participation behavior in referral programs by
influencing how individuals convey and actualize their motivations..

It is important to remember that self-construction is a complex and

multidimensional concept, which is influenced by various factors such as life experiences,
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social environment, and cultural norms. Therefore, in designing incentive strategies that
are effective in encouraging participation in referral programs, companies need to take into
account the diversity of individual self-constructions and how these factors may moderate
the relationship between the incentive structure offered and an individual's decision to
participate. By better understanding the role of self-constructions in shaping individual
motivations and behaviors, companies can design incentive strategies that better suit
individual needs and preferences, thereby increasing the overall effectiveness of their

referral programs..

The effects of the experience of referring others in a referral incentive program
influence individuals' self-perception and their propensity to engage in future referral
activities.

The effects of the experience of referring others in a referral incentive program can
have a significant impact on individuals' self-perception and their propensity to engage in
future referral activities. The experience of referring others not only affects individuals'
perceptions of their ability to influence others and add value to the company, but can also
shape their identity as "influencers" or "recommenders" in their social environment. First
of all, the experience of referring others can boost individuals' self-confidence and self-
recognition as change agents or influencers among their friends and peers. When the person
they refer takes a desired action, such as purchasing a product or signing up for a service,
the individual may feel proud and recognized for their contribution, which in turn may
increase their perception of their self-worth as a "direction-setter" or "expert". This can
reinforce their identity as someone who has the ability to influence the decisions and
behaviors of others, and boost their confidence in social and professional contexts.

Furthermore, the experience of referring others in a referral incentive program may
also influence individuals' attitudes and behaviors towards future referral activities. If
individuals experience positive outcomes from their referral efforts, such as earning
rewards or recognition, they may become more motivated to engage in referral activities
again in the future. These positive experiences may reinforce the positive association
between referral activities and desired outcomes, making individuals more likely to
continue participating in the referral program or even increase their level of participation.
In addition, successful referral experiences can also change individuals' perceptions of the
risks and benefits of referral activities. When individuals see that their efforts can yield
positive results, they may become more confident and motivated to take greater risks or

invest more time and energy in referring others in the future..

KRIEZACADEMY Volume 1, No. 2, January, 2024 www.kriezacademy.com 8



KRIEZACADEMY

However, the effects of the experience of referring others in referral incentive
programs are not always positive, and may also result in negative or undesirable impacts
on individuals' self-perceptions and their propensity to engage in future referral activities.
One possible negative impact is the experience of referring others unsuccessfully or not
producing the desired outcome. When individuals experience failure or unsuccessfulness
in referring others, it can undermine their self-confidence and trigger feelings of
helplessness or hopelessness. They may feel inadequate or worthless as an influence or
recommender, which in turn may reduce their motivation to engage in future referral
activities. In addition, unsuccessful experiences of referring others may also trigger feelings
of shame or social stigma, especially if individuals feel that they are being evaluated or
judged by others for their failures.

In addition, the experience of referring others under a referral incentive program
may also influence individuals' perceptions of fairness and ethics in referral practices. If
individuals experience situations where incentives or rewards are not shared fairly or
transparently, this may undermine their trust in the referral program and the company
managing it. They may feel that the incentive system is unfair or that they are being
exploited for the company's benefit, which may lead to decreased motivation to engage in
future referral activities. In addition, experiences of referring others that are unethical or
create conflicts of interest may also affect individuals' perceptions of their integrity and
reputation within their community or industry. If individuals feel that their referral practices
conflict with their own values or principles, they may become more skeptical or reluctant
to engage in future referral activities, even if incentives are offered..

In addressing the effects of the experience of referring others in referral incentive
programs, it is important for companies to pay attention to psychological and social factors
that may influence individuals' self-perception and their propensity to engage in referral
activities in the future. For example, companies can strengthen social support and
recognition for individuals who participate in referral programs, thereby increasing their
confidence and motivation to continue participating. In addition, companies can also
increase transparency and fairness in the incentive structure and evaluation process, thereby
minimizing the risk of unfairness or dissatisfaction that could undermine individuals'
motivation to participate. By paying attention to these factors, companies can increase the
effectiveness of their referral programs and create a supportive environment for individuals

to refer others with confidence and integrity.
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CLOSING

In conclusion, the experience of referring others in referral incentive programs has
a significant impact on individuals' self-perception and their propensity to engage in future
referral activities. This experience can strengthen individuals' self-confidence and reinforce
their identity as an effective influence or recommender, thereby increasing their motivation
to continue participating in the referral program. However, the experience of referring
others can also produce negative impacts such as decreased self-confidence, a tendency to
be risk-averse, or doubts about the fairness and ethics of referral practices. To address this,
companies need to pay attention to the psychological and social factors that influence
individuals' self-perception, and ensure transparency, fairness, and social support in their
incentive structures and referral practices. By doing so, companies can increase the
effectiveness of their referral programs and create an enabling environment for individuals
to refer others with confidence and integrity, thereby maximizing their potential influence

in achieving company goals..
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