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Effects of Online Community Characteristics on Customer Reaction
- Based on the Differences of Customer's Gender and Self-Construal Level
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Abstract The purpose of this study is to find out how the online brand community characteristics affect customer
behavior according to self-construal level and gender difference. The characteristics of online community are divided
into interaction, objectivity, information provision, and activity reward. First, interactivity and activity compensation
among the characteristics of online community have a positive effect on brand community commitment. On the other
hand, the effect of purpose and information provision is insufficient. Second, the greater the commitment to the
brand community, the higher the WOM effect is. Finally, this study shows that customers with dependent
self-construal tendencies have more brand community support than customers with independent self-construal
tendencies, and females show more brand community support than males. This study suggests an efficient marketing

approach to companies through a brand community commitment by understanding the intrinsic motivation of
consumers' self-construal level.

Key Words : Online community, Brand community commitment, Self-construal level, Independent self-construal,
Interdependent self-construal, Online WOM
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Table 1. Factor Correlation Matrix

Construct Standardized Factor Loading
1 2 3 4 5 6
Interactiont 814 -.045 045 154 172 172
Interaction2 .903 -.070 -.042 076 107 167
Interaction3 .808 -.086 -.083 .060 283 .086
Objectivity1 -.092 .854 276 046 136 -.024
Objectivity2 -.080 .854 .148 099 169 067
Objectivity3 -.017 .816 104 077 -.140 153
Information Offering1 010 202 .860 114 .010 .037
Information Offering2 -.018 078 .840 056 115 .136
Information Offering3 -.063 277 653 161 109 116
Activity Reward1 .189 084 167 .833 107 187
Activity Reward2 102 .146 141 .819 216 095
Brand Community Commitment 1 354 076 .089 160 .798 135
Brand Community Commitment 2 196 030 .093 212 .852 188
Brand Community Commitment 3 77 .096 121 019 639 359
Word of Mouth Intention1 149 -.046 217 .198 253 .690
Word of Mouth Intention2 109 167 .096 .070 124 781
Word of Mouth Intention3 .289 115 .047 120 220 749
Eigenvalue 2513 2.373 2.196 1.626 2212 2.108
Explained Variance % 12.653 11.866 10.978 8.128 11.059 10.541
Accumulated Variance% 12.653 36.912 58.949 77.618 47971 69.490

Table 2. Confirmatory Factor Analysis and Convergent Analysis

Construct ltems SFL CR AVE Cronbach’s alpha
Interactiont 0.786«
Interaction Interaction2 0.901+ 0.868 0.687 0.862
Interaction3 0.795+
Objectivity 1 0.931*
Objectivity Objectivity2 0.814* 0.853 0.663 0.848
Objectivity3 0.678+
Information Offering1 0.866*
Information Offering Information Offering2 0.769+ 0.802 0.579 0.788
Information Offering3 0.629+
- Activity Reward1 0.783+
Activity Reward Activity Reward? 0812 0.778 0.636 0.776
) Commitment 1 0.876*
Brand Community Commitment 2 0.884 0.855 0.666 0.845
Commitment -
Commitment 3 0.671+
WOM1 0.744+
Word of Mouth WOM?2 0.739+ 0.806 0.580 0.802
Intention
WOM3 0.801*
* P<0.01

Table 3. The Effects of Online Community Characteristics on Brand Commitment

Brand Community Commitment N
Construct 5 o 5 Y i o F%Q adij%- F
Constant 3612 067 53.558 000
Interaction 352 044 A48 7.957 .000
Objectivity .082 064 079 1.276 203 342 330 28.681x+x
Information Offering 168 .088 126 1.907 058
Activity Reward 212 063 215w 3.371 001

*p<0.05, #p<0.01, =+p<0.001



Table 4. The Influence Brand Community Commitment on Word of Mouth Intention

Construct Word of Mouth Intention ) s F
B SE B t sig R adi-R
Constant 3.710 255 14.570 .000
Braggmﬁgqrgﬁtmty 291 067 80 4365 000 078 .074 19.051 %+
#p<0.05, #p<0.01, *+p<0.001
Table 5. Gender Difference
Male Female
Construct 5 n 5 n
Interaction(x1) 521wk 6.865 394xx 4.960
Objectivity(x2) 091 1.203 .009 .099
Information Offering(x3) -.007 -.082 261+ 2.689
Activity Reward(x4) 333wk 3.918 125 1.381
R2 521 274
adi_RZ 501 250
F 26.085%++ 11,328+
#p<0.05, #p<0.01, *+p<0.001
Table 6. The Effect of Independent Self—construal
Variables Stept Step2 Step3
B t VIF B t VIF B t VIF
x1 A48wxx 7.957 1.065 450wxx 7.961 1.071 452xxx 7.711 1.145
x2 .079 1.276 1.278 .081 1.314 1.287 075 1.181 1.350
x3 126 1.907 1.464 133 1.973 1.530 119 1.740 1.557
x4 215 3.371 1.367 2145+ 3.339 1.370 213w 3.287 1.401
M -.030 -.531 1.087 -.028 -.484 1.091
X1+M 057 1.002 1.088
X2+:M -.080 -1.273 1.334
X3M -.004 -.056 1.617
X4xM 057 858 1.481
R? 342 366 .399
AR? 024 .033
F 28.681 #x+ 22.926+++ 13.063x+
#p<0.05, »p<0.01, *+p<0.001
Table 7. The Effect of dependent Self—construal
) Stepf Step2 Step3
Variables B { VIF B { VIF { VIF
x1 A48wxx 7.957 1.065 A20%xx 7.472 1.097 A2 7 wxx 7.704 1.104
X2 .079 1.276 1.278 077 1.272 1.278 074 1.217 1.330
x3 126 1.907 1.464 A1 1.702 1.473 .096 1.470 1.534
x4 215% 3.371 1.367 196+ 3.113 1.382 A70%+ 2.705 1.422
M 162 2.901 1.076 176+ 3.166 1111
X1xM -.084 -1.517 1.090
X2+M -.153« -2.458 1.390
X3+M -.108 -1.726 1.398
X4:M 148+ 2.136 1.727
R? 342 366 399
AR? 024 033
F 28.681 xx+ 22.926+++ 13.063#*+

*p<0.05, *p<0.01, *+p<0.001
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Table 8 Results of Hypotheses Testing

Hypqthe— Path Pa.th T-value Acceptance
sis Coefficient
H1 Interaction — Brand Community Commitment 407 6.214* Accepted
H2 Objectivity — Brand Community Commitment 141 1,888+ Rejected
H3 Information Offering — Brand Community Commitment 104 1.258+ Rejected
H4 Activity Reward — Brand Community Commitment 311 3.537+ Accepted
H5 Brand Community Commitment — Word of Mouth Intention 679 8.448+ Accepted
«P<0.01 »P=0.05
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