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Seite 2 Executive Summary 

• How do self-disclosure, trust 
and self-efficacy affect 
digital serendipity? 

• How do their effects vary 
between three online 
contexts? 

Substantial differences 
depending on context 
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Background 
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Foster: wealth of information 
and social ties leads to 

serendipity  

Inhibit: personalization and filter 
bubble through algorithmic 

selection 



ICA 2015 

Digital Serendipity 

Lutz, Hofmann, Meckel 

Seite 6 Serendipity is very hyped 
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Source: Google Images; Search Term «Serendipity» 
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Serendipity 
(noun) 

“The occurrence and development of events by 
chance in a happy or beneficial way.”  

A fortunate stroke of Serendipity 
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Accidental sagacity a necessary 
element for serendipity 

Discoverer must be able to 
recognize the value 

 

“Chance favors the prepared 
mind.” 
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Seite 10 Previous Research 

Rubin, Burkell & Quan-Haase (2011) 

Process model of serendipity; prior need, background knowledge, 
creativity and psychological factors as antecedents 
 

McCay-Peet & Toms (2015), McCay-Peet et al. (2015) 

Role of the environment more important than personal 
characteristics; trigger-rich environments and openness decisive 
 

Makri & Blandford (2012a), Makri & Blandford (2012b) 

Unexpectedness, insight and value essential parts of serendipity 
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Focus on process 

 

Personal antecedents and outcomes neglected 

 

Little contextual differentiation 

 

Studies almost exclusively qualitative and experimental 
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Research Framework and Models 
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Methodology 
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Online survey with 1247 participants 

 

Representative distribution of gender, age and 
region of German Internet population 

 

Structural equation modeling 
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Serendipity 
New scale by McCay-Peet (2013) with 4 items 
 

Self-efficacy  
3 items from previous studies (Compeau et al., 1999; Venkatesh et al., 
2003; Venkatesh & Bala, 2008) 
 

Self-disclosure 
4 items from Krasnova et al. (2010) 
 

(Institution-based) trust 
Established scale with 4 items by McKnight et al. (2012) 
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Results 
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Serendipity depends on online context 
and leads to most satisfaction in SNS 

 

Different antecedents influence 
serendpity more strongly across 
contexts: trust in online shopping, self-
disclosure in SNS, self-efficacy in 
information 
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Implications and Limitations 
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Digital serendipity needs to be differentiated 
according to the context/environment in question 

 
Established antecedents of other «Internet 
variables» work for serendipity as well (trust, self-
efficacy) 
 
The interrelation of self-disclosure and                     
serendipity as well as satisfaction is                            
noteworthy 
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Cross-sectional study and quantiative study 

 

Not an exhausting typology of antecedents 

 

Only on country considered 

 



ICA 2015 

Digital Serendipity 

Lutz, Hofmann, Meckel 

Seite 27 

Thanks for Your 
Attention 
Institute for Media and Communications Management 
University of St. Gallen 
Blumenbergplatz 9 
CH-9000 St. Gallen 
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Construct Item Wording (Scale) 

Digital 

Serendipity 

(DS) 

  

DS1 

DS2 

DS3 

 

DS4 

In digital environments, I experience serendipity that has an impact on my everyday life. 

In digital environments, I experience serendipity that has an impact on my work. 

I encounter useful information, ideas, or resources that I am not looking for when I use digital 

environments. 

In digital environments, I experience mixes of unexpectedness and insight that lead to valuable, 

unanticipated outcomes. 

Institution-

based Trust (T) 

  

T1 

T2 

T3 

T4 

The Internet has enough safeguards to make me feel comfortable using it to transact personal business. 

I feel assured that legal structures adequately protect me from problems on the Internet. 

In general, the Internet is a robust and safe environment in which to transact personal business. 

I feel confident that technical structures, such as encryption applications, adequately protect me from 

problems on the Internet. 

Online Self-

efficacy          

(OSE) 

  

OSE1 

OSE2 

OSE3 

How well do you think you are able to… 

…publish information on a blog or on Twitter? 

…publish a video on the Internet (e.g. on Youtube)? 

…create or edit an article on Wikipedia? 
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Construct Item Wording (Scale) 

Self-Disclosure 

(SD) 

  

SD1 

SD2 

SD3 

SD4 

My user profile contains all data requested by the service. 

My user profile is comprehensive.  

My user profile is up-to-date.  

My user profile says a lot about me. 

Satisfaction S1 All together, how satisfied are you with the service you chose? 


