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The Roles of Self-Expression and Identification
on the Personal Community Commitment
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Aol MEE ALS] AR AANE ABE
¥ Aotttk (multiple selves) o] #H oA
HAEHT ik A 4AelA Aoks B4
el &A37ve) A ol oid o W& A
PO 2 JAHI glon, A&

T UtHGergen 1981: Niedenthal and Belke
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(Tajfel and Turner 1979: Triandis 1989). 1
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olo|dIEE]Z FRaAY olF o FAA A
ol-HF3} o] Fat Aok AWEIY 3
tH(Tajfel and Turner 1979: Turner., Hogg,
Oakes, Reicher, and Wetherell 1987). 2|3
Sirgy(1982, 1985)+= Aol-71d (self-concept) &
A A 2porol ) ) (actual self-image), ©1/Ateto]
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o] LojshA Hm, oot FHH HEE TE
AR g ten AAZHOR TR B
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AHLord and Brown 2004). 3,
o] @ aglo] opd taklA AL AY
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Aog 727t ddHe MFIEoEA #X¥E
THMarkus and Wulf 1987). ©l2igt 213 =z}
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gElxH, 7Meld A (personal positions) 2 Al
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A4 (self-salient) ol 9jaiA AARAdT &
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s AR ATHE Aol NI el et
429 g Addr & F Urh(van
Knippenberg et al. 2000). Auky zo} 7ldel
Bshe 53 AL BEAYAY, 24 1
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¥t (Lord and Brown 2004). Astel] whzt
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2 oulolth(Keller 2003). I
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21x) (brand cognition)
A¥et Zldolti(Kempf and Smith 1998).

Keller(2003) 2} Park, Jaworski, and Maclnnis
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57, 224 2 (sensory pleasure) 3 UAH
A53 2E ARH &3E FEAE 93
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gS 314 =+=ul(Sedikids and Brewer 2001),
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T3 AL3|Aoto]m|R) o} o) gAtE] Rfoto] Bl ]
= golo] 2] AL ol8A BT E B2
Ysl=7ke] gk =pale]l = zbejth Schlenker
(1980) ¢} Swann(1990)& APote U3l 4
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2.3 ML AFYE g T

McMillan and Chavi(1986) ¢} #AHUE o]&
of ostd ARUE] w3t %a‘ —‘E
g sk AgA TIAY F
A&l Aok 53], FYAE 7 d
o2Me QS FYsA oA l)r o ARy
Bl tAUES 24 942 AA ARFdEel
e YA EYS olEA We H4EE g
THObst and White 2005).

22l AFUE FYA FEZ ATUY
et FAY HAEY ololdEHEY HEof o
g g £ doem 2Rl ARUEY o
g AREH FAAe dSiME getd ¢ T
(Fisher and Sonn 2002: Smith, Zinkiewicz,
and Ryall 1999).

L AFUE gk DA FUAE 4]
A7F 22l ARuEl el fAMS (affinity)
g AgozA AFHM(Rio et al 2001), 7
of ojmx| ¢ kel AFUE o7t UA
image-congruence) 37, &8}l AFYEE
Apop olm|2]e] EE Y dHo] o)FoA
Lol 2Rl AU dig g7k o
H FopA X s AwUEe] te ZR A

X F3AE R Fbete], AFHoR
gl AFUE g E9do] Sty &
4> JtH(Fisher and Sonn 2002: Graeff 1996).
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Ztoll ta 2] tE AEH SN ol
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ZAN7 ARUE 08 J2H A% $22
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A ¢ 32 xm

sty & 4 9Ith(Obst and White 2005). w
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2H¥ 5 vk F AA FYN )25
ARIES P ARIE 2444 3
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T A B UtHObst and White 2005).
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the consumer-community relationship (Ashforth,
Mael 1939).

Consumer’s identification with the community
is based on their perception of its core
characteristics. Because the personal community
1s created and mediated by mini-homepage,
consumer-community identification relies on
mini~homepage condition under which community
members express their selves and interact with
each other. Therefore consumers are likely to
identify with the personal community that
helps to satisfy their basic self-expression
needs.

Consumers who engage in the online personal
community construct and create their mini-
homepage not primarily for others to view, but
also for self-realization. Consumers make efforts
to construct different aspects of self and
identity(Kozinets 2001). Mini-homepage users
can interact with virtual space in personal and
symbolic ways. Characteristics of virtual space
are of the physical location embedded in a
personal and symbolic forms. Mini-homepage
virtual space is a space of human interaction
that finds ifs expression in peer to peer
exchange, online community. Hence self expression
to the personal community through mini-
homepage implies becoming one’s own self and
being linked to the community members.

We propose that the higher the level of
actual self-expression to the personal community,
the higher the level of personal identification
with the personal community(H1).

140 SI=EOHEIMY 9 M3z 20074 10%

If self concept is personalized on the basis of
personal roles in the relationship with his or her
family and friends, consumers strive to verify
and to enhance their personal existence
(Sedikids and Brewer 2001). The level of
personal identification with the community
becomes higher if consumers can express their
positive ideal self-images to the personal
community (H2).

Social identification can be defined as a
process by which individual develops ties with
other person or group. The contact of the role
relationship with the referent other invokes
identification process(Tajfel and Turner 1986).

A process of self-definition is impacted by
specific membership groups and social categori-
zation is a process which is impregnated by
values, culture and social representations. Social
interaction(communication and social ties) is a
benefit obtained from personal community.

Personal online communities are rooted not
only in real-group personal relationships, but
also in members’ individual interests in a
specific topic. Consumers engage in consumption
behavior to construct their self-concepts and to
create their personal identity(Richins 1994).
Associations about personal community become
associated with mini-homepage the community
1s perceived to use,

The set of self can be linked to consumers’
mental representation of self as they create
mini-homepage with meanings congruent with

an aspect of their current self-concept or ideal



self-concept, thus forging an identification with
the personal community.

We propose that the higher the level of
actual social self-expression to the personal
community, the higher the level of social
identification with the personal community(H3).

In addition we propose that the higher the
level of ideal social self-expression fo the
personal community, the higher the level of
social identification with the personal commurity
(H4).

Individuation is a never-ending process which
purposes to bring the individual and collective
together into unity on a higher level of self.
Personal identification is based on the perception
of a unique quality compared with other
people’ characteristics and social identification
is based on the perception of a common quality
shared with some other people.

Any potential identification starts with the
idea that consumers may perceive themselves
in terms of various levels of abstraction and
will have an available subset of social
categories that can become a part of their
working or spontaneous self-concepts(Markus
and Wurf 1987). Community identification
plays an important roles as a psychological
cognitive mechanism on perceiving the com-
munity (McMillan and Chavi 1986) and induces
responsibility and commitment to the com-
munity by emotional connection with the other
members and role performance as a member of
community(Obst and White 2005).

We propose that the higher the level of
personal identification with the personal com-
munity, the higher the level of commitment to
the community(H5), and we propose that the
higher the level of social identification with the
personal community, the higher the level of
commitment to the community (H6).

Consumers’ positive responses to the source
enterprise are defined as activities that
consumers are loyal to it, resilient to negative
information about it and disseminate positive
word-of~-mouth to other people.

Affective commitment to the personal com-
munity will induce an individual's emotional
attachment and involvement with the source
enterprise and is positively related to per-
formance of the source enterprise. We propose
that consumers with strong affective commitment
to the personal community are willing to exert
great efforts on behalf of the source enterprise
(H7).

II. Empirical Results

2.1 Sample

Data were sampled from the undergraduate
students of marketing class in Chonbuk National
University. A total of 320 questionnaires were
given, of which 299 completed were returned.

The sample consisted of more women(64.5%)

JHel HRUEl SRoll e KjojEs A LAl HF 141



than men(35.5%).

2.2 Measures and Analysis

We analyze the data using structural
equation modeling(LISREL 8.30: Joreskog and
Sorborn 1999). First, we use the entire sample
to refine all the 7-point scale measures which
are described in (Table 1) and test their
validity (see

(Table 1>). All internal consistency measures

convergent and  discriminant
are greater than 0.74, which is above the level
of 70, so the scales demonstrate internal
reliability. Second, we test the hypothesized
structural model ({Figure 1>). The fit indices
for the model are as follows: chisquare =
456.276(p=0.00), root mean square error of
approximation(RMSEA) =0,0608, comparative
fit index(CFI)=0979. Therefore, the more
robust RMSEA and CFI indices are used to
assess model fit. And recent evidence suggests
that CFI values of 95 or above should be used
to indicate adequate overall fit(Rigdon 1998).
According to these guidelines, there is evidence
that our measurement model fits the data.

The results of hypotheses tests are as follows.

The paths from personal actual self-expression
(H1) and personal ideal self-expression(H2) to
personal identification with the personal com-
munity were significantly supported.

And the paths from social actual self-
expression(H3) and social ideal self-expression

(H4) to social identification with the personal
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community were significantly supported. The
paths from personal and social identification
with the personal community to personal com-
munity commitment(H5, H6) were supported.

The path from personal community Com-
mitment to positive responses to the source

enterprise(H7) also was supported.

M. General Discussion

This article aims to examine the effect of
identification and self-expression on the online
personal community, which is used as a
method for the consumers to express their
selves and to interact with each other.

Our experimental results are as follows.

First, we found that personal actual self-
expression and personal ideal self-expression
affect the personal identification. Also actual
social self-expression and ideal social self-
expression affect the social identification. That
is, the more consumers feel personal existence
justification and enhancement via personal
community, the higher the level of personal
and social identification. So the enterprise
operating online personal community should
encourage consumers to express their personal
actual and ideal self, and to express their social
actual and ideal self on the basis of not only
differential marketing activities but also

confinuous management of online mini-



(Table 1> The results of factor analysis and reliability analysis on the measures

Components
SSS | SSE | OCC | St jPSE| PSSy PI | CR

measurement 1tems

My mini-homepage helps me improve and sustain my relationships with

. . Jol | 210 | 153 | 089 | 102 | 130 | 18 | 1l
my acquaintances and friends,

My mini-homepage helps me make new relationsiups with various people, | 749 | 171 | 206 | 047 | 275 | 165 | 029 | 143

My mini-homepage helps me easlly greet my acquaintances and friends. | 743 | 253 | 056 | 002 | 180 | 165 | 051 | 033
My mini-homepage helps me form and improve relations with my
acquaintances easily,

People can appreciate the style and content of my mini-homepage, 28 | 8% | 203 | 178 | 18} 148 | 066 | .059
My mini-homepage helps improve the image others have of me. 259 1 807 140 { 259 | 1221 123 | 106 | 050
People can observe the positive relationships | have with acquaintances
and friends through my mini-homepage.

J29 00 16 ] 113 267 | 140 | 216 | 103 | -024

253 | 76T | 15h | 204 | 260 ) 063 ) 112 ) 113

[ enpy visiting my mini-homepage very often. 147 | 133 | 804 | 237 | 091 | 177 | 160 | 088
1 ke my mini-homepage. 080 | 145 | 756 | 156 | 170 | 078 | 236 | -044
I think my mini-homepage is valuable. B0 231748 2h 18 070 032 179

[ identify the members of my mini-homepage community with myself. 120 1 107 1 29 773 ) 136 ) 085 | 206 | -012
My co-workers and friends think that my mini-homepage is a good
on-line community.

08 | 204 ¢ 214 | 728 | 31y 111 086 | 029

My co-workers and friends have good feelings about my

. . 1340 34 ) 21 6% | 158 ) 043 ) 164 | 044
mini-homepage service

It's good for me to reflect a positive image with my writings

. 21| 152 | 208 | 1% | 7L 224 4 022 1 -015
through my mini-homepage,

It's good for me to reflect a positive image with my orientation about

. - 132 | 187 | 030 | 214 | 700 | 076 | 339 | 084
music through my mini-homepage,

It's good for me to express a positive Image through my choice of mini-

, B2 ) 18 | 192 | 220 | 667 | 077 | 011 | 1M
homepage design.

It's good f to reflect feelings i ini-
3 g or me to reflect on my feelings or emotions through mini o6 | s | oo | oaor | 10 | sse | o6 | 13

homepage,
It's good for me to reflect my actual self through my home page design. | 271 | 122 | 074 | 138 | 093 | 830 1 116 | 120
It's good for me to post my real pictures on my mini-homepage, 129 1 306 | 230 | -255 | 188 | 656 | 348 | 133
My mini-homepage reflects my values. 240 | 184 | 246 | 377 ) 094 1 142 | 765 | 007
The image presented by my mini-homepage reflects my life-style, 250 1 057 ] 412} 184 | 258 | 227 | 604 | 891
I enjoy visiting cyworld very often. 2007 103 | 427 | 109 | 282 | 246 | 258 | 891
[ will tell other people positive things about cyworld, 93 | 146 4 158 | (028 | 108 | 248 | 098 | 843
Cronbach’s a 0844 1 0906 | 0837 | 0863 | 0.749 | 0744 | 0803 | 0.769
eigen value 2950 | 2526 | 2490 | 2454 | 1957 | 1815|1392 | 1212
% of var, 14047 | 12.029 { 11,858 | 11687 | 9.321 | 8645 | 6.630 | 5,248

PSE: personal ideal self-expression, PSS: personal actual self-expression . SSS: social actual self-expression, SSE: social ideal self-expression, SI: social
identification, PI: personal identification, OCC: personal community commitment, CR: positive responses to the source enterprise
Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization,
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(Figure 1) Path Coefficients and Results of hypotheses tests

personal actual 0285
sel f-expression (3.867)

personal ideal
sel f-expression

social actual
sel f-expression

;

(3.028)

social ideal 0.496
sel f-expression (6.439)

personal identification

social identification

0.432
(7533)
0.790
. (9.444) :
personal community positive responses to the
commi tment source enterprise

0.476
(7.683)

¥ =456.276(p=0.00), GFI=0883, AGFI=0851, CFI=0979, RMSEA =0,0608, NFI=0962, NNFI=0.976, RMRS =0.0649,

() means t-value.

homepage image.

Second, we found that both personal and
social identification have positive effect on the
online personal community commitment. The
personal Iidentification on online personal
community and the continuous interact
between members are the precedents to the
strengthened consumer’s commitment to online
personal community. Therefore, in order to
heighten the level of identification with online
personal community, the enterprise should
focus on the calligraphic style development,
avatar application or various item development.

The last result we found is that the higher
the level of online personal community com-
mitment, the better the response to the source
enterprise. That is, when the level of personal
community commitment is high, the trans-
action cost for their transferring to other

online enterprise becomes high, and they may
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perform word-of-mouth activities restlessly and
attend the events the online enterprise offers
for the continuous development and existence

of the enterprise.
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