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Brand websites provide opportunities for levels of interactivity that increase the potential for innovative co-
creation between consumers and firms. However, little is known about predicting consumer interaction levels
on brand websites in markets outside of North American and Europe. Adult consumers in the U.S., China, and
South Korea responded to a survey measuring theory-based social and brand-based antecedents of brand
website interaction frequency. In all countries, respondents who viewed brands as integral parts of self-
concept also interactedmore on brandwebsites. This relationship wasmediated by consumers' strength of iden-
tificationwith brandwebsites as communities. Susceptibility to social normative influence and a positive attitude
towardmaterialismwere important predictors of consumer interactions in all countries. Overall, this study found
stronger cross-national similarities than differences. Implications emphasize recommendations related to the po-
tential challenge and value of increasing consumer interactions on brand websites in Western and East Asian
markets.
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1. Introduction

As Puligadda, Ross, and Grewal (2012, pp. 115) note, “The intriguing
possibility that consumers differ inherently in the way they interact
with brands has received scant attention.” At the same time, consumer
interactions with firms that result in shared brand meanings and uses
have the potential to enhance brand value (Prahalad & Ramaswamy,
2004). Such brand–consumer encounters increasingly occur on corpo-
rate and social media brand websites that enhance firms' abilities to
“foster relationships and interact with consumers” (De Vries, Gensler
& Leeflang, 2012, pp. 83). Consequentially, many companies are
harnessing the power of co-creation through development of online
communities that build connections between brand users and manage-
ment (Wu & Fang, 2010).

Recent research suggests simply increasing interactions between
firms and consumers in online or offline brand communities can lead
to null or even negative outcomes (Algesheimer, Dholakia &
Herrmann, 2005; Homburg, Ehm & Artz, 2015). However, given grow-
ing use of the Internet for both brand information and expression of
brand opinions (Dellarocas, Zhang & Awad, 2007; De Vries et al.,
2012), proactive management of online interactions is increasingly im-
portant to firms' long-term successes. (Asmussen, Harridge-March,
Occhiocupo & Farquhar, 2013). Central to successful management of
such interactions is an understanding of factors motivating consumers
nderstanding consumer motiv
siness Research (2016), http:
to act as brand development partners, rather than passive recipients of
company offers (Kucuk & Krishnamurthy, 2007),

In linewith this objective, researchers have identified individual dif-
ference antecedents associated with higher levels of consumer partici-
pation in online communities and brand websites. For example,
Teichmann, Stokburger-Sauer, Plank, and Strobl (2015) report that
higher valuation of opinion leadership, self-presentation, enjoyment,
and altruism is associated with higher participation in three Austrian
online communities. Pentina, Gammoh, Zhang, and Mallin (2013a)
find that U.S. and Ukrainian consumers, who more deeply assimilate
brands as reflections of their self-concepts, have stronger intentions to
engage with brands on Twitter and Facebook. Kelley and Alden
(forthcoming) conclude that individual differences in brandwebsite in-
teraction levels are influenced by a network of antecedents and media-
tors such as susceptibility to normative influence (SNI; Bearden,
Netemeyer & Teel, 1989), brand self-concept linkages (Sprott, Czellar
& Spangenberg, 2009), purposive motives (Dholakia, Bagozzi & Pearo,
2004), and opinion leadership (Huffaker, 2010).

To date, most of this research has either taken place inWesternmar-
kets or has emphasized theoretical models developed in Western cul-
tures (e.g., Ren et al., 2012). As a result, understanding of factors
motivating consumers to interact on brand websites in non-Western
markets remains limited. Two notable exceptions are relevant. First,
Tsai and Bagozzi (2014) report that social identity and group norms
(emotions and attitudes) are more important motivators of desire to
contribute to online friendship groups in Taiwan for study participants
with weaker (stronger) self-reliance values. Second, Wu, Huang, Zhao
ations to interact on brand websites in the international marketplace:
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and Hua (2015) find that purchase frequency increases as Chinese con-
sumers participatemore in online brand communities, but then flattens
at higher participation levels for consumers whose self-regulatory focus
is not promotion oriented (Chatterjee, Roy & Malshe, 2011).

Despite such valuable advances, further research is needed to iden-
tify individual difference factors motivating consumers to interact
with other consumers and firms on brand websites in markets outside
of North America and Europe. In addition to the important theoretical
contributions accompanying cross-national testing of marketing theory
(Engelen & Brettel, 2011), empirical investigations of consumers in for-
eign markets assist managers who increasingly promote their brands
globally (Steenkamp & de Jong, 2010) in highly competitive markets
with large numbers of web users. For example, the number of Internet
users in China and South Korea in 2014 was almost three times that in
the United States (558 versus 191 million, Statista, 2014). Extending
the stream onmotivational factors leading to higher levels of consumer
interactions on brandwebsites (CIBW) and building on Tsai and Bagozzi
(2014) aswell asWu, et al. (2015), this study analyzes social and brand-
related motivations for interactions with firms and other consumers on
brand websites in the U.S., China, and South Korea. In addition, given
well-known differences across the Western and Eastern cultures
(e.g., collectivist versus individualist values; Hofstede, 2001), this
study explores the extent to which culture-level differences moderate
hypothesized effects on consumer tendencies to interact on brand
websites. The paper concludes with theoretical implications and mana-
gerial recommendations for increasing CIBW in diverse markets.
2. Conceptual framework

2.1. Brand-related and social predictors of interaction frequency on brand
websites — the role of self-knowledge theory

Brand websites are potentially valuable marketing tools providing
powerful opportunities for cultivating customer relationships
(Mangold & Faulds, 2009; Zaglia, 2013). Related research has focused
on goal-oriented motivations for engagement (Dholakia et al., 2004),
self-presentation (Simmons, 2008), learning through knowledge trans-
fer (Jayanti & Singh, 2010), socialization (Bagozzi & Dholakia, 2002),
recreation (Molesworth&Denegri-Knott, 2007), and online community
culture formation (Deighton & Kornfeld, 2009). Studies of CIBW have
examined consumers' transactional behaviors in online settings
(Bolton & Saxena-Iyer, 2009; Wu & Fang, 2010). In this context, partic-
ipants accomplish specific tasks, such as solving problems, developing
ideas, and influencing others (Dholakia et al., 2004). Based on analyses
of the social networking site Twitter, researchers report that some
brands intentionally attempt to co-create brand-related narratives
with consumers (Kozinets, De Valck, Wojnicki & Wilner, 2010). Other
research suggests strong admirers of certain brands desire to interact
with other users and the firm directly (Porter, Donthu, MacElroy &
Wydra, 2011). Higher interaction levels are indicated when consumers
report frequent communication of thoughts to the company and/or
other brand users via one or more brand websites (Wu & Fang, 2010).

With this overview in mind, we now offer the theoretical rationale
for our proposed nomological network of antecedents to higher levels
of CIBW. In selecting constructs of interest, we are guided by “self-
knowledge theory,” which states that individuals are “assumed to con-
struct self-concepts from their unfolding life experiences” in “selective,
inventive, and creative”ways (Markus, 1983, pp. 543). Self-schemas are
central to self-knowledge theory and are defined as “knowledge struc-
tures about the self that derive from past experience and that organize
and guide the processing of self-relevant information contained in the
individual's social experiences” (Markus 1983, pp. 547; see also
Forehand, Deshpande & Reed, 2002; Wheeler, Petty & Bizer, 2005).
Thus, in this study, we draw on self-knowledge theory, hypothesizing
that social and brand-related self-schemas play important roles in
Please cite this article as: Alden, D.L., et al., Understanding consumer motiv
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differentially motivating consumers' interactions on brand websites
with firms and other consumers.

First, two social self-schema which are frequently used in cross-
national research (Alden, Steenkamp & Batra, 2006) and which reflect
social self-schema studied in the brand community context (Dholakia
et al., 2004) are tested as exogenous higher-level constructs: social nor-
mative influence (Bearden et al., 1989) andmaterialism (Richins, 2004).
The constructs are modeled as higher-level antecedents that exert their
influences on CIBW through twomore concrete, brand-related endoge-
nous mediators. These self-schema constructs are “brand engagement
self-concept” (BESC; Sprott, et al., 2009), which measures the extent
to which consumers incorporate brands as integral and important as-
pects of their self-schema and “identification with brand websites as
communities,” which taps into consumers' tendencies to view brand
websites as social communities where belongingness needs are poten-
tially satisfied (Stokburger-Sauer, Ratneshwar & Sen, 2012; Tuškej,
Golob & Podnar, 2013; Van Doorn et al., 2010). Furthermore, purpo-
sively sampling from the U.S. as the baseline Western culture in which
individual difference antecedents and tendencies to interact on brand
websites have been most thoroughly examined, this study examines
the boundary conditions of existing research by conducting additional
studies in two East Asian markets: China and South Korea. Thus, H1–
H5 propose main effect relationships expected to be found in all three
countries, while H6a–H6c address possibilities of cultural moderation
of the strength of main effect relationships within the proposed nomo-
logical network.
3. Hypothesis development

3.1. Exogenous social self-schema hypotheses

SNI reflects a consumer's tendency to learn from others and to con-
form to others' expectations regarding appropriate consumption in
order to enhance self-image (Bearden et al., 1989). The construct also
indicates the extent to which consumers “identify with a group to en-
hance their self-image and ego” (Batra, Homer & Kahle, 2001,
pp. 116). Brand-related attitudes and behaviors are central to the con-
ceptualization of the construct as well as its measurement in consumer
psychology (Batra et al., 2001; Bearden et al. 1989). From such research,
it is reasonable to predict that brands and brand information developed
and stored within self-schema will be more accessible to high versus
low SNI consumers.

Sprott et al. (2009) propose and validate a construct they refer to as
brand engagement in self-concept (BESC; see Appendix A). BESC mea-
sures how central brands are to consumers' self-schema. The role of
BESC in the model is also supported by self-knowledge theory, as con-
sumers may use brands to reinforce their understandings and expres-
sions of individual self-concepts (Fournier, 1998). Escalas and Bettman
(2005) suggest that consumers form brand attachments that build
self-concepts and alignwith their self-images. Sprott et al. (2009) report
positive associations between BESC and self-brandmemory links, liking
of brand logos, and preferences for higher priced products from their fa-
vorite brands. Given the importance of brands as self-image enhance-
ment vehicles, high SNI consumers are also likely to have higher BESC.
This prediction leads to our first hypothesis (see Fig. 1).

H1. Higher levels of SNI are associated with higher levels of BESC in the
U.S., China, and South Korea.

As noted, consumers form brand attachments in line with their self-
concepts (Escalas & Bettman, 2005). Furthermore, brand websites that
allow C2B, B2C, and/or C2C interactions provide ready-made sources
of information about the brand-norms of consumers active on the site.
For this reason, highly interactive consumers who are high on SNI
should be more likely to extend their self-concepts to include knowl-
edge of associations with brand websites as communities. As a result,
ations to interact on brand websites in the international marketplace:
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Fig. 1. Self-Schema Model of Consumer Interactions on Brand Websites BESC: brand
engagement self-concept CIBW: consumer interactions on brand websites IDEN:
identification with brand websites as communities MAT: materialism SNI: social
normative influence.
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the direct path between SNI and community identification should also
be positive. This suggests our second hypothesis.

H2. Higher levels of SNI lead to higher levels of identification with
brand websites as communities in the U.S., China, and South Korea.

Materialism refers to centrally held beliefs regarding the importance
of possessions across multiple arenas (Richins & Dawson, 1992). Mate-
rialistic consumer value items that can be publicly displayed (Richins,
1987). Related research focuses on the types of brands materialists pre-
fer, including prestigious brands that are often global (Rindfleisch,
Burroughs & Wong, 2009). Materialistic consumers have stronger on-
line brand connections (Rindfleisch et al., 2009), higher levels of brand
loyalty (Podoshen & Andrzejewski, 2012), heightened senses of self-
monitoring (Browne & Kaldenberg, 1997), and more frequent CIBW
(Wallace, Buil, de Chernatorny &Hogan, 2014). Thus,morematerialistic
consumers should place greater importance on brands in termsof defin-
ing and reinforcing their self-concepts, leading to a positive relationship
between materialism and BESC.

H3. Higher levels ofmaterialism lead to higher levels of BESC in theU.S.,
China, and South Korea.

Materialists believe that “acquiring things will make them happier,
and they tend to act on this belief by buying more” (Richins, 2013,
pp. 1). However, there is no a priori reason for hypothesizing that higher
levels of materialism will extend beyond stronger incorporation of
brands within self-concept (BESC). Materialists are, by definition, inter-
ested in “acquiring things.” Thus,materialistsmaymore strongly associ-
ate “things”with their brand-based self-concepts (H3), but it is unlikely
they will more strongly identify with brand websites as social commu-
nities. Indeed, our review of the literature indicated that materialism
has rarely, if ever, been included as an antecedent to brand community
identification and participation (see Bagozzi & Dholakia, 2006). For this
reason, a path from thismaterialism to the identification construct is not
predicted. However, for completeness, rival models with this path and
others that are not hypothesized will be tested.
3.2. Endogenous brand-related self-schema hypotheses

We now turn to endogenous (brand-related) as opposed to exoge-
nous (social) self-schema antecedents to higher levels of CIBW.
Pentina, Zhang, and Basmanova (2013b) find that higher BESC con-
sumers in the U.S. and Ukraine have stronger intentions to follow
brands on Twitter. Additionally, Pentina, et al. (2013a) find that BESC
is positively associated with intentions to engage with brand websites
on Twitter and Facebook. Overall, these results suggest that consumers
Please cite this article as: Alden, D.L., et al., Understanding consumer motiv
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who integrate brands within their self-schema are more likely to seek
reinforcement through increased interactivity with these brands and
other brand users. Because brand websites provide accessible and low
cost mechanisms for self-knowledge reinforcement through interactiv-
ity, higher BESC consumers are likely to report higher levels of CIBW
suggesting the following direct effect hypothesis.

H4. Higher levels of BESC lead to higher levels of CIBW in the U.S.,
China, and South Korea.

BESC and identification with brand websites as communities are
both rooted in consumers' self-schemas and involve strong personal as-
sociations with brands and the communities that may form around
them. Individuals with higher BESC should experience increased stron-
ger feelings of identification with brand websites as communities of
like-minded consumers. Thus, we hypothesize that higher BESC in-
creases the likelihood of identification with brand websites as commu-
nities. Furthermore, based on the work of Stokburger-Sauer et al.
(2012), Tuškej et al. (2013), and Van Doorn et al. (2010), identification
with brand websites as communities is likely to mediate the relation-
ship between BESC and CIBW.

Prior research suggests that social identity involves cognitive and af-
fective dimensions (Bergami & Bagozzi, 2000; Bhattacharya & Sen,
2003). When the affective dimension is satisfied, consumers believe
their social belongingness is fulfilled, and this strengthens identification
with the group (Dholakia et al., 2004). Increased cohesion reinforces
shared core community values (Carlson, Suter & Brown, 2008) leading
to stronger group bonds (Chang, Hsieh & Lin, 2013; Novak, Hoffman &
Yung, 2000). Van Doorn et al. (2010) describe high CIBW consumers
as having perceived control over their interactivity, having their curios-
ity aroused, and having interactions that are intrinsically interesting.
Such high need satisfaction levels suggest that consumers who strongly
identifywith brandwebsites as communities are likely to interact at the
highest levels. This assumption is supported by Algesheimer et al.
(2005), who found that brand community identification positively im-
pacted consumer interactions on brand websites. Thus, stronger identi-
fication with brand websites as communities should lead to higher
CIBW. Given H4 and H5, complementary mediation (both direct and in-
direct effects on CIBW; Zhao, Lynch & Chen, 2010) is predicted.

H5. Identification with brand websites as communities positively me-
diates the effect of BESC on CIBW in the U.S., China, and South Korea.

3.3. Cross-cultural moderation hypotheses

The relatively stronger influence of collectivism on attitudes and be-
haviors in East Asian versus U.S. culture is well-documented (Hofstede,
2001). Thus, one could reasonably argue consumers in East Asian mar-
kets would have enhanced accessibility to self-schema such as SNI
that are thought to be positively reinforced by collectivist values
(Riemer, Shavitt, Koo & Markus, 2014). However, Yim, Sauer,
Williams, Lee, and Macrury (2014) find that vertical collectivism and
vertical individualism are both positively related to SNI in Taiwan and
the U.S. Horizontal collectivism, on the other hand, is negatively related
to SNI in both cultures. Furthermore, in both countries, higher SNI is
positively related to brand consciousness, a construct with items such
as “I believe brands I buy are a reflection of who I am” that appear likely
to correlate strongly and positively with BESC. Thus, while the findings
of Yim et al. (2014) support a direct effect between SNI to BESC (H1 in
this study), their research suggests the existence of stronger collectivist
norms in China and South Korea versus the U.S. may not differentially
affect the strength of the path between SNI and BESC. Keeping in mind
the limitations of testing predictions at the cultural level (Robinson,
1950), we hypothesize the following:

H6a. SNI will not exert a stronger positive influence on BESC in China
and South Korea than in the U.S.
ations to interact on brand websites in the international marketplace:
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On the other hand, Tsai and Bagozzi (2014) found that value placed
on social identity and group norms positively impacted “contribution
desire” for Taiwanese online friendship community participants, who
were low on self-reliance. Assuming that self-reliance, a dimension of
individualism (Triandis, McCusker & Hui, 1990), is generally lower in
China and South Korea versus the U.S., it is possible that SNI, associated
with greater emphasis on social identity and group norms, will more
strongly influence identification with brand websites as communities
in East Asian countries, leading to our next hypothesis:

H6b. SNI will exert a stronger positive influence on identification with
brand websites as communities in China and South Korea than in the
U.S.

Finally, research suggests that the influence of materialism on
marketing-related outcomes across cultures is relatively invariant
(Cleveland, Laroche & Papadopoulos, 2009). However, Sharma (2010)
finds that materialist consumers in emerging markets tend to have
more favorable attitudes toward products imported from developed,
versus developing, countries. In addition, Workman and Lee's (2011)
research suggests the possibility that specific dimensions ofmaterialism
may vary across cultures even when the overall construct does not.
Nonetheless, as with SNI, culture-related theory and research suggest-
ing a stronger relationship between materialism and BESC in East Asia
versus theU.S. is lacking. For this reason, culture is not expected tomod-
erate the relationship of materialism on BESC.

H6c. Materialismwill not exert a significantly stronger effect on BESC in
China and South Korea than in the U.S.
4. Methods

4.1. Sample, data collection and measures

Data were collected using online consumer panels of respondents
between 25 and 45 years of age who “agreed” or “strongly agreed”
that they both interacted and exchanged information with other con-
sumers on brandwebsites. Limiting the sample to respondents who de-
scribed themselves as interactive on brand websites provides insight
into the motivations of those who are more likely to be online “leaders”
as opposed to “readers” (Andersen, 2005) and “contributors” as op-
posed to “browsers” (Preece & Shneiderman, 2009). Thus, the con-
sumers sampled likely have influence which extends to less or non-
interactive consumers, individuals who still read posts and who are
often influenced by such word-of-mouth information (Andersen,
2005; Madupu & Cooley, 2010; Preece & Shneiderman, 2009). Respon-
dents also passed an attention screen question and spent at least 5
min answering survey questions. These procedures resulted in samples
with similar age, gender, and income distributions: 206 in the U.S.
(mean age 35; 57% male); 187 in China (mean age 31; 52% male); and
207 in South Korea (mean age 28; 52% male).

The measure of CIBWwas adapted fromWu and Fang (2010). BESC
was measured using Sprott et al.’s (2009) 8-item scale. Identification
with brand websites as communities was adapted from Algesheimer
et al.’s (2005) 5-item scale. SNI was measured using 8-items that com-
prise the normative dimension of Bearden et al.’s (1989) scale. Finally,
Table 1
CFA measurement descriptive properties of factor scales.

Constructs U.S. Mean (SD

Brand engagement self-concept (BESC) 5.01(1.5)2 (0.
Social normative influence (SNI) 3.5 (1.8) (0.9
Materialism (MAT) 4.4 (1.5) (0.8
Identification with brand websites as communities (IDEN) 3.8 (1.3) (0.9
Consumer interactions on brand websites (CIBW) 4.7 (1.6) (0.9

1Means 2Standard deviations 3Cronbach's alpha reliabilities.
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materialism was gauged using Richins' (2004) 9-item scale (see
Appendix A). Questionnaireswere double-back-translated from English
to Chinese/Korean. Inconsistencies were resolved through discussion.

4.2. Measurement model

Scale validity was investigated using CFA.Measurement issues led to
the removal of items that fell below the 0.50 latent factor loading
threshold (Hair, Black, Babin & Anderson, 2010) or that violated invari-
ance across the three countries (Steenkamp & Baumgartner, 1998; see
Appendix A and Table 1). This is a common approach used in multi-
group SEM as larger numbers of reflective items on latent constructs
may produce poor fit and, therefore, are “not necessarily better” (Hair
et al., 2010, pp. 676). This approach strengthened the measurement
model (Δ χ2 was significant; p N 0.05) without significantly affecting
construct validity (i.e., correlations between initial and revised scales
were between 0.87 and 0.99). All composite reliabilities exceeded
0.70, indicating good internal consistency (see Table 2). AVE scores
exceeded 0.50 and the latent constructs' squared correlations, demon-
strating convergent and discriminant validity (Fornell & Larcker, 1981;
see Table 3). In addition, we ran a model with items loading on their la-
tent factors and a commonmethod factor to check for commonmethod
bias or CMB (Podsakoff, MacKenzie, Lee & Podsakoff, 2003; Tsai &
Bagozzi, 2014). The results of this analysis indicated that all deltas
were less than 0.20, suggesting minimal CMB.

Finally, prior to estimating the structural model, we assessed mea-
surement invariance across the three countries (Steenkamp &
Baumgartner, 1998). Configural invariance was first established for
the measurement model (χ2[435] = 757, p b 0.05; CMIN/df = 1.74;
TLI = 0.96; CFI = 0.95; SRMR = 0.05; and RMSEA = 0.04). Next,
constraining all factor loadings to be equal across the three countries
did not significantly worsen fit in comparison to the configural model
(Δχ2 = 28, p N 0.24; χ2[463] = 796, p b 0.05; TLI = 0.96; CFI = 0.95;
SRMR = 0.05; and RMSEA = 0.03). Thus, invariance was established
at the metric level meaning that metric invariance can be assumed
across the three countries, enabling cross-national comparisons of un-
standardized path coefficients (Steenkamp & Baumgartner, 1998).

4.3. Hypothesized model versus competing models

Fit for the hypothesized structural model specified in Fig. 1 was very
strong (χ2[435] = 703, p b 0.05; CMIN/df = 1.62; TLI = 0.96; CFI =
0.97; SRMR=0.04; and RMSEA= 0.04). Before testing hypotheses, de-
termining the proposedmodel fits better than other reasonable models
is important. Because brands are used to identify with groups (Zhang &
Khare, 2009) and are often displayed as symbols of material success
(Han, Nunes & Drèze, 2010), a competingmodel was specified with ad-
ditional direct paths from materialism and SNI to identification and
CIBW, SNI to CIBW, and identification to CIBW. Model fit did not signif-
icantly improve relative to the proposed model in Fig. 1 ([Δχ2] = −9,
p N .35). As expected, the path frommaterialism to identificationwas in-
significant in all three countries. Furthermore, the path from material-
ism to CIBW was significant only in China, and the path from SNI to
CIBW was significant only in the U.S. Finally, in the hypothesized
model, identification with brand websites as communities predicts
CIBW. However, one could argue that the relationship between these
)(α) China Mean (SD)(α) S. Korea Mean (SD)(α)

95)3 5.6 (0.9) (0.89) 4.8 (1.3) (0.93)
1) 5.0 (1.2) (0.80) 4.6 (1.2) (0.80)
2) 5.2 (1.1) (0.79) 4.7 (1.1) (0.76)
2) 4.7 (0.8) (0.85) 4.0 (1.0) (0.89)
3) 5.4 (1.1) (0.90) 4.6 (1.2) (0.88)

ations to interact on brand websites in the international marketplace:
//dx.doi.org/10.1016/j.jbusres.2016.04.108

http://dx.doi.org/10.1016/j.jbusres.2016.04.108


Table 2
CFA measurement model factor item loadings.

USA China South Korea

BESC
BESC_2 0.92 0.78 0.88
BESC_3 0.90 0.77 0.85
BESC_6 0.90 0.81 0.84
BESC_7 0.87 0.80 0.84
BESC_8 0.89 0.81 0.88

IDEN
IDEN_2 0.86 0.75 0.80
IDEN_3 0.87 0.79 0.79
IDEN_4 0.89 0.71 0.83
IDEN_5 0.86 0.84 0.85
IDEN_2 0.86 0.75 0.80

CIBW
CIBW_1 0.82 0.80 0.79
CIBW_2 0.90 0.80 0.79
CIBW_3 0.88 0.85 0.80
CIBW_4 0.91 0.90 0.84

MAT
MAT_1 0.77 0.70 0.72
MAT_5 0.74 0.69 0.65
MAT_6 0.83 0.86 0.81

SNI
SNI_2 0.87 0.75 0.81
SNI_4 0.89 0.76 0.77
SNI_8 0.89 0.77 0.72
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constructs should be reversed. For this reason, a second competing
model with the path reversed was specified, but fit did not significantly
improve and resulted in substantially lower path coefficients. Overall,
these results strongly support the more parsimonious model.

5. Findings

5.1. Hypothesis testing

As noted, fit for the hypothesized structural model was very strong,
enabling analysis of hypothesized paths. Starting with the exogenous
social self-schema antecedents, H1 predicted higher levels of SNI
would be associated with higher levels of BESC. H2 stated SNI would
also be positively associated with the extent to which consumers in all
Table 3
CFA measurement model reliabilities, AVEs, squared correlations.

(α)1 BESC IDEN CIBW MAT SNI

USA
BESC 0.95 0.802 0.303 0.13 0.24 0.35
IDEN 0.93 0.76 0.53 0.16 0.32
CIBW 0.93 0.77 0.09 0.15
MAT 0.82 0.61 0.33
SNI 0.91 0.78

China
BESC 0.90 0.632 0.563 0.44 0.28 0.28
IDEN 0.85 0.59 0.59 0.27 0.34
CIBW 0.91 0.71 0.31 0.27
MAT 0.80 0.57 0.29
SNI 0.80 0.58

South Korea
BESC 0.93 0.742 0.523 0.39 0.33 0.46
IDEN 0.89 0.67 0.45 0.26 0.39
CIBW 0.88 0.65 0.17 0.23
MAT 0.77 0.53 0.28
SNI 0.81 0.59

1 Reliabilities.
2 AVE's.
3 Squared correlations.
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three countries identified with brand websites as communities. Both
hypotheses were supported in all three countries (see Table 4 and Fig.
2). Also, the relationship between materialism and BESC (H3) was pos-
itive. H4 was only supported in South Korea, where a significant direct
effect was found between BESC and CIBW. Mediation analysis revealed
indirect-only mediation effects (Zhao, Lynch & Chen, 2010) from BESC
to CIBW through community identification in the U.S. and China. Com-
plementary mediation effects were found in South Korea. Thus, al-
though a direct effect of BESC on CIBW was not identified in China or
theU.S., very robust indirectmediation effects (H5) through community
identification were found in all three countries.

Critical ratio (CR) analysis using AMOS (Byrnes, 2001) was applied
to examine the cross-cultural moderation hypotheses (H6a–H6c).
Using multi-group SEM, as predicted, the CR's for H6a and H6c did not
exceed 1.96. (p ≤ .05). This was also the case for H6b, the path from
SNI to identification brand websites as communities, the path that was
expected to be moderated by culture. Thus, H6b was not supported.
However, the paths, SNI to BESC and BESC to CIBW were stronger in
South Korea than in the U.S (CR = 2.13, p b .05; CR = 2.97, p b .05, re-
spectively). Coupledwith the direct path fromBESC to CIBW,whichwas
only significant in South Korea, these positive moderation results sug-
gest identification with brands may exert stronger and more pervasive
influences in that country than in the U.S. Nonetheless, given 6 hypoth-
esized paths and 3 countries, the fact that only two paths significantly
differed indicates that proposed relationships within the nomological
net were robust across the three diverse national markets.

6. Discussion

Given the continued growth and spread of global brands (Talay,
Townsend&Yeniyurt, 2015), it is important to developmodels that pre-
dict consumer interaction levels on brand websites (CIBW) not only in
the U.S., but also in other national markets such as China and South
Korea. Thus, an important contribution of this paper involves use of
self-knowledge theory (Markus, 1983) as an overall guide to frame in-
vestigation of similarities and differences in nomological networks of
self-schema antecedents and mediators across three diverse national
markets. Extending Pentina et al. (2013a), this study found that BESC's
influence on CIBW was mediated in all countries by how strongly con-
sumers achieved a sense of community through brand websites (H5).
Consumers who more deeply incorporate brands within their self-
concepts (high BESC), whether in East Asia or the U.S., also experienced
stronger feelings of community through brand websites and higher
levels of CIBW. Only in South Korea was the direct path from BESC to
CIBW significant. This result was unexpected given H4. A post hoc ex-
planation would be premature at this point and must await further
study. However, in all three countries, the indirect path through brand
community identification to CIBWwas clearly the more important pre-
dictor. This is a meaningful finding, as it points to the potential value of
proactively building a sense of community on brand websites in West-
ern and East Asian national markets when strategic objectives include
increasing levels of CIBW.

Also important is the finding in all countries that higher levels of
BESC were driven, in part, by higher SNI (H1) and stronger materialist
values (H3). As such, companies appear likely to benefit from targeting
youngermiddle age consumers in the U.S., China, and SouthKorea using
brand promotion tactics emphasizing social status enhancement moti-
vations on search engines and social media. Such communications
could be designed to emphasize connections between brands and con-
sumers' social goals related to peer recognition. Consumers with higher
SNI are likely to find such messages more attractive, particularly if they
have stronger materialist values. Granted, this approach may not reach
or appeal to broader segments of consumers, but targeting online inter-
active Gen X and Millennial consumers in the three countries with
search engine and social media communications could motivate many
to visit and become active on brand websites of interest. Given the
ations to interact on brand websites in the international marketplace:
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Table 4
Structural equation model unstandardized path coefficients.

Direct effects Indirect effects — (confidence intervals and mediation type)

Hypotheses
U.S. China

South
Korea

U.S. China South Korea

SNI→BESC 0.43⁎⁎⁎ 0.27⁎⁎ 0.74⁎⁎⁎ H1 Support
SNI→IDEN 0.28⁎⁎⁎ 0.18⁎⁎⁎ 0.23⁎⁎ H2 Support
MAT→BESC 0.25⁎⁎ 0.26⁎⁎⁎ 0.26⁎⁎ H3 Support

BESC→CIBW −0.10 −0.01 0.23⁎ No direct effect No direct effect Direct effect H4
Partial
Support

BESC → IDEN →

CIBW
0.24⁎⁎⁎ 0.59⁎⁎⁎ 0.39⁎⁎⁎

0.109 ~ 0.424 indirect-only
mediation

0.279 ~ 1.425 indirect-only
mediation

0.131 ~ 0.577 complementary
mediation

H5 Support

⁎ p ≤ .05.
⁎⁎ p ≤ 0.01.
⁎⁎⁎ p ≤ 0.001.
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upstream influence of SNI andmaterialismonCIBW, such tacticsmay be
particularly helpful for luxury brands associated with high public dis-
play brands such as clothing, cars, and jewelry.

This study also suggests several ways Internet marketing man-
agers can enhance CIBW. As noted, the central role of BESC points to
the importance of targeting consumers who more frequently and
deeply incorporate brands within their self-concepts in order to in-
crease CIBW. Because many consumers purchase products they per-
ceive as self-representative (e.g., Escalas & Bettman, 2005), those with
higher BESC appear particularly valuable as prospects for building on-
line relationships. Such consumers are also likely to identify more
stronglywith brandwebsites as communities and, as a result, to interact
online with firms and each other at the highest levels. In addition, firms
may benefit from proactively educating managers about the potential
value of information generated by fostering CIBW. For example, global
firms may gain advantages by learning about ways their brands are cre-
olized by local consumers, that is, infused with localized meanings and
uses (Eckhardt & Mahi, 2004). This recommendation appears particu-
larly relevant for companies marketing more cultural products such as
foods and beverages (Hirschman, 1986).
7. Limitations and future research

Aswith all research efforts, this study has limitations. One limitation
is the focus on three national markets. Generalizability to countries be-
yond the three should be investigated. In addition, the study employed
quota-based convenience samples of younger adults. However, given
Fig. 2.Multi-group SEM analysis of model predicting CIBW.
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our emphasis on building a theory-based nomological net that predicts
CIBW, random sample selection is less critical than comparability across
countries. Furthermore, this research focused deliberately on con-
sumers who self-identified as somewhat to highly interactive on
brand websites. Because younger Gen X and Millennial consumers in
particular spend relatively more of their time interacting online
(Emarketer.com, 2013) and because more interactive consumers are
likely to be “leaders” (Andersen, 2005) and “contributors” (Preece &
Shneiderman, 2009), improving managers' understanding of factors
leading to higher CIBW for these groups is an important and necessary
step. However, future research should examine the extents to which
the model predicts well for broader segments of consumers. It is also
important to remember that the study was cross-sectional. Experimen-
tal studies that manipulate antecedents in the model would further es-
tablish validity of the specified model.

Longitudinal studies could also help determine how CIBW changes
over time. Another valuable direction for future research involves inves-
tigation of other antecedents to CIBW at the individual difference level.
Measuring self-construal (Cross, Hardin & Gercek-Swing, 2011), uncer-
tainty avoidance (Sharma, 2010), opinion leadership/following tenden-
cies (Dawar, Parker & Price, 1996), and time orientation (Voss &
Blackmon, 1998) may reveal interesting variations in influences on
CIBWwithin and across cultures. Such research has implications for fo-
cusing on brand website strategies that will benefit from cross-national
adaptation, as opposed to standardization. Prior research has empha-
sized personal motives that drive brand community participation
(e.g., Dholakia et al., 2004). In a cross-cultural context, individual moti-
vations may correlate with cultural learning and provide insight into
drivers of CIBW. For example, do consumers from Eastern andWestern
cultures differ in terms of motivation to seek versus give information on
brand websites? One article estimates that only 10% of brand website
users self-identify as active or moderately active online (Emergency
Marketing, 2010). Future research should investigate approaches tomo-
tivating other consumers to interact in ways that facilitate use of co-
creation as a managerial tool.

Finally, it is important to note that increasing CIBW can lead to neg-
ative as well as positive information being posted on brand websites
(Wu, Hu & Wu, 2010). Recent research suggests that the level and
type of CIBWshould be considered in formulatingmanagerial responses
(Homburg et al., 2015). In some cases, it appears high levels of manage-
rial engagement with highly interactive consumer-to-consumer con-
versations may engender negative, as opposed to positive, sentiments.
In other cases, high levels of managerial interactivity with consumers
may bewarranted. Thus, in addition to continuing to better understand
the drivers of CIBW, researchers should consider different types of inter-
actions and managerial responses with an eye toward developing con-
tingency models (Zeithaml, Varadarajan & Zeithaml, 1988) that
optimize the quality of the brand experiences for both consumers and
firms.
ations to interact on brand websites in the international marketplace:
//dx.doi.org/10.1016/j.jbusres.2016.04.108
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AppendixA. Latent factor constructs and scale itemsused in analyses

Brand Engagement in Self-Concept (BESC: Sprott et al., 2009)
αUSA = 0.97 (0.95)1; αKOREA = 0.96 (0.93); αCHINA = 0.92 (0.89).

1. I consider my favorite brands to be a part of my self.
2. I often feel a personal connection between my brands and me.
3. I can identify with important brands in my life.
4. There are links between the brands that I prefer and how I view

myself.
5. My favorite brands are an important indication of who I am.

Consumer Interactions on BrandWebsites (CIBW: based onWu and
Fang, 2010) αUSA = 0.93; αKOREA = 0.88; αCHINA = 0.90.

1. I communicate online with the company and/or other brand users
via Twitter, Facebook, etc.

2. I spend time on brand websites interacting with other consumers
about the brand or other topics.

3. I participate in online discussions with the company and/or other
brand users on one or more websites.

4. I offer my thoughts about the brand online via one or more brand
websites to the company and/or other brand users.

Identificationwith BrandWebsites as Communities (IDEN: based on
Algesheimer et al., 2005) αUSA = 0.94 (0.92); αKOREA = 0.91 (0.89);
αCHINA = 0.87 (0.85).

1. Other online brand community members and I share the same
objectives.

2. The friendships I have with other online brand community members
mean a lot to me.

3. If online brand communitymembers planned something, I′d think of
it as something “we” would do rather than something “they” would
do.

4. I see myself as a part of one or more online brand communities.

Materialism (MAT: Richins, 2004) αUSA = 0.87 (0.82); αKOREA =
0.87 (0.76); αCHINA = 0.82 (0.79).

1. I admire people who own expensive homes, cars, and clothes.
2. Buying things gives me a lot of pleasure.
3. I like a lot of luxury in my life.

Social normative influence (SNI: Bearden et al., 1989) αUSA = 0.96
(0.91); αKOREA = 0.90 (0.81); αCHINA = 0.88 (0.80).

1. It is important that others like the products and brands I buy.
2. If other people can seemeusing a product, I often purchase the brand

they expect me to buy.
3. I often identify with other people by purchasing the same products

and brands they purchase.
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