VoLUME No. 2 (2012), I ssue No. 11 (NOVEMBER) I SSN 2231-1009

INTERNATIONAL JOURNAL OF RESEARCH IN
COMPUTER APPLICATION & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at:
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A.,
Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)],
Index Copernicus Publishers Panel, Poland [t AlCNVAEINEIBHEI08 & number of libraries all around the world.
Circulated all over the world & Google has verified that scholars of more than 1771 Cities in 148 countries/territories are visiting our journal on regular basis.
Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI — 135 003, Yamunanagar, Haryana, INDIA

http://ijrcm.org.in/




VoLUME No. 2 (2012), I ssue No. 11 (NOVEMBER) I SSN 2231-1009

CONTENTS

ol TITLE & NAME OF THE AUTHOR (S) Fage No-

1. | ONLINE COMMUNITY IDENTIFICATION AND CITIZENSHIP BEHAVIORS: INVESTIGATING THE EFFECT OF PERCEIVED VALUE 1
KUANG-WEN WU, MAY-CHING DING & YUAN-SHUH LI

2. | THE IMPACT OF GLOBAL FINANCIAL CRISIS ON AUDITING PRACTICES IN THE COMMERICAL BANKS OF JORDANIAN 7
DR. BADI SALEM ALRAWASHDEH

3. | FINANCIAL DIAGNOSIS: A CASE STUDY OF LANKA ALUMINIUM INDUSTRIES PLC IN SRI LANKA 10
ARULVEL, K.K, BALAPUTHIRAN, S & DR. B. NIMALATHASAN

4. DETERMINANTS OF BASIC SCHOOL TEACHERS’ LEVEL OF COMPUTER LITERACY IN GHANA 14
PAUL DELA AHIATROGAH & ELISHA D’ARCHIMEDES ARMAH

5. | DATA MINING IMPACTS ON HIGHER EDUCATION 19
ROY MATHEW

6. CHALLENGES OF INTERNAL AUDIT FUNCTION IN PUBLIC SECTOR GOVERNANCE: EMPIRICAL EVIDENCE FROM ETHIOPIA 23
AGUMAS ALAMIREW MEBRATU

7. | AN EXAMINATION OF LEADERSHIP STYLES OF SENIOR AND MIDDLE LEVEL MANAGERS IN SELECTED ORGANISATIONS IN MUSCAT, 33
SULTANATE OF OMAN
NEELUFER ASLAM & KUSUM LATA MISHRA

8. | KNOWLEDGE AUDIT AS A SUCCESS FACTOR FOR KM IMPLEMENTATION 37
DR. C. S. RAMANI GOPAL & DR. G. PALANIAPPAN

9. MEASURING THE LEVEL OF CUSTOMER SATISFACTION AND CUSTOMER LOYALTY IN BANKING AND INSURANCE SECTOR IN INDIA: A 43
COMPARATIVE STUDY
CHARU UPADHYAYA & DR. V. K. JAIN

10. |A STUDY ON RETAIL SERVICE QUALITY SCALE (RSQS MODEL) APPLICATION WITH REFERENCE TO RELIANCE FRESH IN CITY OF BHAVNAGAR 49
DR. K. S. VATALIYA, KIRAN SOLANKI & MALHAR TRIVEDI

11. | ONLINE BUYING BEHAVIOUR OF CUSTOMERS: A CASE STUDY OF NORTHERN INDIA 54
VINOD KUMAR, DR. VERSHA MEHTA & DR. ALKA SHARMA

12. | DEALERS AND CONSUMER DURABLES (A STUDY BASED ON DEALERS PERCEPTIONS AS REGARDS SAMSUNG COLOUR TELEVISION) 61
DR. R. SAVITHRI

13. | A STUDY ON THE INDIAN SMALL CAR MARKET AND FACTORS INFLUENCING CUSTOMERS’ DECISIONS TOWARDS PURCHASE OF SMALL 65
CARS’
THAMARAI SELVI N & NITHILA VINCENT

14. | LEAN MANUFACTURING SYSTEM: AN EFFECTIVE TOOL FOR ORGANIZATIONAL MANAGEMENT 70
S. K. RAJENDRA, R. SUPRABHA & V. M. AKSHATHA

15. | CUSTOMER SERVICE MANAGEMENT IN SELECT PUBLIC SECTOR BANKS IN RURAL VILLAGES IN SALEM DISTRICT, TAMIL NADU 75
DR. A. JAYAKUMAR & G. ANBALAGAN

16. | REVISITED ‘THE IRREGULARITY OF INDIAN STOCK MARKET: AN OCTOBER EFFECT ANALYSIS’ 78
RAJESH KHURANA & DR. D. P. WARNE

17. ||CT ENABLED DELIVERY SYSTEM AND CHALLENGES IN PUBLIC HEALTH SERVICES MANAGEMENT 81
GANESHKUMAR HIREGOUDAR & DR. H. RAJASHEKAR

18. | SOCIAL MEDIA MARKETING AND BOLLYWOOD: RECENT TRENDS AND OPPORTUNITIES 86
DEEPMALA JAIN & SONIA GOSWAMI

19. | EFFECT OF FACEBOOK ON PURCHASING BEHAVIOR OF YOUTH 93
PREYAL DESAI, PRATIMA SHUKLA & NIKUNJ THAKKAR

20. | RESEARCH & DEVELOPMENT IN MANAGEMENT 98
DR. PULI. SUBRMANYAM & S. ISMAIL BASHA

21. | TREND IN EXPORT OF LEATHER PRODUCTION IN INDIA 105
DR. P. CHENNAKRISHNAN

22. | CONCURRENCY CONTROL MECHANISM IN DBMS 109
GEETIKA

23. | ASTUDY ON OPERATIONAL CONSTRAINS INVOLVED IN STEVEDORING TECHNIQUES AT SEAPOL LOGISTICS PVT. LTD., TUTICORIN 111
DR. A. MERLIN THANGA JOY

24. | IMPACT OF MERGER AND ACQUISITION ON THE FIANANCIAL PERFORMANCE OF SELECT PUBLIC SECTOR BANKS IN INDIA 119
DR. V. MOHANRAJ

25. | NEUROMARKETING: INNOVATIVE FOCUS ON THE FEMALE BUYING BRAIN 122
DEEPA KEDAR RELE

26. | CONSUMER SATISFACTION IN INDIAN CELLULAR INDUSTRY USING SERVICE QUALITY MODEL- AN EMPIRICAL ASSESSMENT 126
DR. MANMATH NATH SAMANTARAY

27. | SECURITY STANDARDS IN SERVICED APARTMENTS — WITH SPECIAL REFERENCE TO BANGALORE AND CHENNAI (SOUTH INDIA) - AN 130
ANALYSIS
DR. LEENA N. FUKEY

28. |TO DISCUSS THE EFFECT OF SUPPLIERS’ INVOLVEMENT, OPERATIONAL CAPABILITIES & SOURCING PRACTICES ON SUPPLY CHAIN 136
FLEXIBILITY
PARDEEP SINGH BAJWA, KANWARPREET SINGH & DOORDARSHI SINGH

29. |INFORMATION AND COMMUNICATION TECHNOLOGY (ICT): NEW DEAL FOR INTERNATIONAL DEVELOPMENT SMEs SERVICES 141
VAHID RANGRIZ

30. | HUMAN RESOURCE MANAGEMENT: BROADENING THE CONCEPT OF HUMAN RESOURCES 148
VISHU AGRAWAL & DISHA AGRAWAL
REQUEST FOR FEEDBACK 153

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLuME No. 2 (2012), I ssue No. 11 (NOVEMBER) I SSN 2231-1009

CHIEF PATRON

PROF. K. K. AGGARWAL
Chancellor, Lingaya’s University, Delhi
Founder Vice-Chancellor, Guru Gobind Singh Indraprastha University, Delhi
Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar

FOUNDER PATRON
LATE SH. RAM BHAJAN AGGARWAL
Former State Minister for Home & Tourism, Government of Haryana

Former Vice-President, Dadri Education Society, Charkhi Dadri
Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani

CO-ORDINATOR,
DR. MOHITA
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar

ADVISORS
DR. PRIYA RANJAN TRIVEDI
Chancellor, The Global Open University, Nagaland
PROF. M. S. SENAM RAJU
Director A. C. D., School of Management Studies, 1.G.N.O.U., New Delhi
PROF. S. L. MAHANDRU
Principal (Retd.), MaharajaAgrasenCollege, Jagadhri

EDITOR.

PROF. R. K. SHARMA
Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi

CO-EDITOR.

DR. MOHITA
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar

EDITORIAL ADVISORY BOARD
DR. RAJESH MODI
Faculty, YanbulndustrialCollege, Kingdom of Saudi Arabia
PROF. PARVEEN KUMAR
Director, M.C.A., Meerut Institute of Engineering & Technology, Meerut, U. P.
PROF. H. R. SHARMA
Director, Chhatarpati Shivaji Institute of Technology, Durg, C.G.
PROF. MANOHAR LAL
Director & Chairman, School of Information & Computer Sciences, I.G.N.O.U., New Delhi
PROF. ANIL K. SAINI
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi
PROF. R. K. CHOUDHARY
Director, Asia Pacific Institute of Information Technology, Panipat
DR. ASHWANI KUSH
Head, Computer Science, UniversityCollege, KurukshetraUniversity, Kurukshetra

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLuME No. 2 (2012), I ssue No. 11 (NOVEMBER) I SSN 2231-1009

DR. BHARAT BHUSHAN
Head, Department of Computer Science & Applications, Guru Nanak Khalsa College, Yamunanagar
DR. VIJAYPAL SINGH DHAKA
Dean (Academics), Rajasthan Institute of Engineering & Technology, Jaipur
DR. SAMBHAVNA
Faculty, L.L.T.M., Delhi
DR. MOHINDER CHAND
Associate Professor, KurukshetraUniversity, Kurukshetra
DR. MOHENDER KUMAR GUPTA
Associate Professor, P.J.L.N.GovernmentCollege, Faridabad
DR. SAMBHAYV GARG
Faculty, M. M. Institute of Management, MaharishiMarkandeshwarUniversity, Mullana
DR. SHIVAKUMAR DEENE
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga
DR. BHAVET
Faculty, M. M. Institute of Management, MaharishiMarkandeshwarUniversity, Mullana

ASSOCIATE EDITORS

PROF. ABHAY BANSAL
Head, Department of Information Technology, Amity School of Engineering & Technology, Amity University, Noida
PROF. NAWAB ALI KHAN
Department of Commerce, AligarhMuslimUniversity, Aligarh, U.P.
ASHISH CHOPRA
Sr. Lecturer, Doon Valley Institute of Engineering & Technology, Karnal

TECHNICAL ADVISORS
AMITA
Faculty, Government M. S., Mohali
DR. MOHITA
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar

FINANCIAL ADVISORS
DICKIN GOYAL
Advocate & Tax Adviser, Panchkula
NEENA
Investment Consultant, Chambaghat, Selan, Himachal Pradesh

LEGAL ADVISORS

JITENDER S. CHAHAL
Advocate, Punjab & Haryana High Court, Chandigarh U.T.
CHANDER BHUSHAN SHARMA
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri

SUPERINTENDENT

SURENDER KUMAR POONIA

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/

iv




VoLUME No. 2 (2012), I ssue No. 11 (NOVEMBER) I SSN 2231-1009

CALL FOR MANUSCRIPTS

We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the area of
Computer, Business, Finance, Marketing, Human Resource Management, General Management, Banking, Insurance, Corporate Governance
and emerging paradigms in allied subjects like Accounting Education; Accounting Information Systems; Accounting Theory & Practice; Auditing;
Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History;
Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International
Economics & Trade; International Finance; Macro Economics; Micro Economics; Monetary Policy; Portfolio & Security Analysis; Public Policy
Economics; Real Estate; Regional Economics; Tax Accounting; Advertising & Promotion Management; Business Education; Management
Information Systems (MIS); Business Law, Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business;
Health Care Administration; Labor Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-
Profit Organizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational
Development; Production/Operations; Public Administration; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small
Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism, Hospitality & Leisure; Transportation/Physical
Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing;
Computer Graphics; Computer Organization & Architecture; Database Structures & Systems; Digital Logic; Discrete Structures; Internet;
Management Information Systems; Modeling & Simulation; Multimedia; Neural Systems/Neural Networks; Numerical Analysis/Scientific
Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic and Web Design.
The above mentioned tracks are only indicative, and not exhaustive.

Anybody can submit the soft copy of his/her manuscript anytime in M.S. Word format after preparing the same as per our submission
guidelines duly available on our website under the heading guidelines for submission, at the email address: infoijrcm@gmail.com.

GUIDELINES FOR SUBMISSION OF MANUSCRIPT

1 COVERING LETTER FOR SUBMISSION:

DATED:
THE EDITOR
IJRCM

Subject: ~ SUBMISSION OF MANUSCRIPT IN THE AREA OF

(e.g. Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/Engineering/Mathematics/other, please specify)
DEAR SIR/MADAM

Please find my submission of manuscript entitled " for possible publication in your journals.

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language fully or partly, nor is it
under review for publication elsewhere.

| affirm that all the author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s).

Also, if my/our manuscript is accepted, I/We agree to comply with the formalities as given on the website of the journal & you are free to publish our
contribution in any of your journals.

NAME OF CORRESPONDING AUTHOR:

Designation:

Affiliation with full address, contact numbers & Pin Code:
Residential address with Pin Code:

Mobile Number (s):

Landline Number (s):

E-mail Address:

Alternate E-mail Address:

NOTES:

a)  The whole manuscript is required to be in ONE MS WORD FILE only (pdf. version is liable to be rejected without any consideration), which will start from
the covering letter, inside the manuscript.

b)  The sender is required to mention the following in the SUBJECT COLUMN of the mail:
New Manuscript for Review in the area of (Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/
Engineering/Mathematics/other, please specify)

C) There is no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t. to the manuscript.

d)  The total size of the file containing the manuscript is required to be below 500 KB.

e)  Abstract alone will not be considered for review, and the author is required to submit the complete manuscript in the first instance.

f) The journal gives acknowledgement w.r.t. the receipt of every email and in case of non-receipt of acknowledgment from the journal, w.r.t. the submission
of manuscript, within two days of submission, the corresponding author is required to demand for the same by sending separate mail to the journal.

2. MANUSCRIPT TITLE: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised.

3. AUTHOR NAME (S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email
address should be in italic & 11-point Calibri Font. It must be centered underneath the title.

4, ABSTRACT: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, methods,
results & conclusion in a single para. Abbreviations must be mentioned in full.

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/

\"




VoLUME No. 2 (2012), I ssue No. 11 (NOVEMBER) I SSN 2231-1009

5. _: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated by
commas and full stops at the end.

6. _: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It must be prepared on a single space and
single column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of every
page. It should be free from grammatical, spelling and punctuation errors and must be thoroughly edited.

7. _: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before each
heading.

8. _: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.

9. _: The main text should follow the following sequence:
INTRODUCTION

REVIEW OF LITERATURE
NEED/IMPORTANCE OF THE STUDY
STATEMENT OF THE PROBLEM
OBJECTIVES

HYPOTHESES

RESEARCH METHODOLOGY
RESULTS & DISCUSSION

FINDINGS
RECOMMENDATIONS/SUGGESTIONS
CONCLUSIONS

SCOPE FOR FURTHER RESEARCH
ACKNOWLEDGMENTS

REFERENCES
APPENDIX/ANNEXURE

It should be in a 8 point Calibri Font, single spaced and justified. The manuscript should preferably not exceed 5000 WORDS.

10. _: These should be simple, crystal clear, centered, separately numbered &self explained, and titles must be above the table/figure. Sources
of data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text.

11. _:These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right.

12. _: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised references in the preparation

of manuscript and they are supposed to follow Harvard Style of Referencing. The author (s) are supposed to follow the references as per the following:

. All works cited in the text (including sources for tables and figures) should be listed alphabetically.
4 Use (ed.) for one editor, and (ed.s) for multiple editors.
4 When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order.
4 Indicate (opening and closing) page numbers for articles in journals and for chapters in books.
o The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, working
papers, unpublished material, etc.
4 For titles in a language other than English, provide an English translation in parentheses.
4 The location of endnotes within the text should be indicated by superscript numbers.
PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES:
BOOKS
4 Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.
i Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.
CONTRIBUTIONS TO BOOKS
. Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David Crowther &

Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303.
JOURNAL AND OTHER ARTICLES

4 Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban Economics,
Vol. 21, No. 1, pp. 83-104.

CONFERENCE PAPERS

4 Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New Delhi, India,
19-22 June.

UNPUBLISHED DISSERTATIONS AND THESES

4 Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, KurukshetraUniversity, Kurukshetra.

ONLINE RESOURCES

i Always indicate the date that the source was accessed, as online resources are frequently updated or removed.

WEBSITES

o Garg, Bhavet (2011): Towards a New Natural Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/

Vi




VoLUME No. 2 (2012), I ssue No. 11 (NOVEMBER) I SSN 2231-1009

ONLINE COMMUNITY IDENTIFICATION AND CITIZENSHIP BEHAVIORS: INVESTIGATING THE EFFECT OF
PERCEIVED VALUE

KUANG-WEN WU
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TAIWAN

MAY-CHING DING
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YUAN-SHUH LIl
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ABSTRACT

This study examines the perceived values (utilitarian, hedonic, social, epistemic, and conditional) of consumers participating in an online community and their
influence on online community identification and citizenship behaviors. This study utilized Taiwan internet forums, which discuss mobile phones. Two hundred
and forty-three valid responses were collected and structural equation modeling was applied to test the hypothesized relationships. Results show that all
utilitarian, hedonic, and social values had a positive effect on online community identification. Social value had the strongest influence on community
identification, followed by hedonic and utilitarian value. In addition, consumers experiencing high levels of epistemic value gained better utilitarian, hedonic, and
social values rather than conditional value. As expected, a higher degree of online community identification, which benefits the community, was linked to
stronger in-role and extra-role participants’ responses.

KEYWORDS

Perceived value, online community identification, citizenship behavior, online community.

INTRODUCTION

he Internet has revolutionized the lifestyles, patterns of communication, and information-seeking behavior of the communities and nations in which it is

used, and has shifted the phenomenon of social interaction into cyberspace in what have become known as online communities. An online community is

a virtual community both in that it exists in cyberspace and in that its members agree to the existence and continuation of the community by entering
into and sharing a communal ritual of participation in it (Kim, 2000). Online communities exist in many forms, including online message boards on which
participants can post their thoughts and ideas on various topics, and weblogs, in which only a limited number of people have the privilege of contributing
postings.
The development of the Internet allows businesses to interact with and build relationships with their customers (Grénroos, 2000). An online community is an
entity that is potentially beneficial to a business in that it can help strengthen these relationships in a more direct and economical manner than has been
possible with prior means of communication. As a low-cost source of consumer information, an online community gives businesses insight into consumer needs
and preferences (Godes and Mayzlin, 2004), and research has found that consumers’ online product choices are affected to a greater degree by information and
recommendations that they receive online than by traditional word of mouth (WOM) (Senecal and Nantel, 2004). Online consumer reviews have been found to
influence consumers’ online purchases of goods such as books (Chevalier and Mayzlin, 2006) and consumers use online discussion groups to actively assess and
evaluate merchandise such as digital cameras before making a decision to purchase a particular item of this kind (Fong and Burton, 2006).
In view of the growing influence of online forums and blogs on consumers’ decision-making processes, the study reported here was done to clarify
understanding of the values that contribute to consumers’ participation in an online community for sharing information and viewpoints about commercial
products, and to help clarify how their identification with an online community affects their behavior as members of that community, as in the case of
purchasing products suggested by the community, making product-related recommendations to other members of the online community, and engaging in
positive WOM recommendations of products.

REVIEW OF LITERATURE AND HYPOTHESES

CONSUMER-COMMUNITY IDENTIFICATION

An online community provides a social context for collective participation by individuals with diverse backgrounds, conferring on them a sense of belonging and
allowing them to develop social ties, share common values, and develop personal relationships with others in the community (Mufiiz and O’Guinn, 2001; Wiertz
and Ruyter, 2007; Toral et al., 2010). Social identity theory suggests that to enrich their social identity, which serves to enhance their self-definition, individuals
often associate with specific groups, including groups with which they have no direct interpersonal contact (Tajfel and Turner, 1985).

According to this theory, identity can be described as following a continuum ranging from definition of the self in terms of personal identity at one end to
definition of the self in terms of social identity at the other. Personality identity refers to self-descriptions that reflect personality traits and other individualistic
characteristics. By comparison, social identity refers to self-descriptions derived from formal and informal group memberships (Marques, 1998; Turner, 1984).
When consumers identify with a specific online community, they view themselves as psychologically attached to that community and feel socially and
emotionally connected with other members of the community (Ellemers et al., 1999; Pelling and White, 2009; Chou, 2010; Pfeil et al., 2011; Zhou, 2011). The
following sections discuss elements of consumers’ perceived values that may lead to their identification as members of a community.
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PERCEIVED VALUES GAINED FROM COMMUNITY

Consumers visiting an online community typically have a value-related motivation for doing so, such as gaining new knowledge, seeking social interaction and
companionship, and deriving economic benefit (Kang et al., 2007). Consumers are more likely to conceive of themselves as members of a specific virtual
community if they believe that that community can better realize their values than can other communities. In this situation, the values perceived as being
derived from the community contribute to identification with the community (Koh and Kim, 2003; Dholakia et al., 2004; Lin, 2007; Zhou, 2011).

Sheth, Newman, and Gross, in one of the most comprehensive studies of perceived values (Sheth et al., 1991), introduced five values that affect behavior related
to consumption, consisting of functional value, social value, emotional value, epistemic value, and conditional value. They defined functional value as the
perceived utility acquired by a particular choice “as the result of its ability to perform its functional, utilitarian, or physical purposes”; social value as the
perceived utility acquired by a particular choice “as a result of its association with one or more specific social groups”; emotional value as the perceived utility
acquired by a particular choice “as a result of its ability to arouse feelings or affective states”; epistemic value as the perceived utility acquired by a particular
choice “as a result of its ability to arouse curiosity, provide novelty, and/or satisfy a desire for knowledge”; and conditional value as the perceived utility acquired
by a particular choice “as a result of the specific situation or context of the choice maker” (Sheth et al., 1991).

The five original value dimensions defined by Sheth et al. (1991) were designed for the purpose of analyzing purchasing decisions about traditional goods or
brands of merchandise, and some modifications have been made to these values for use in studies of online behavior. Thus, for example, to convey the
functional aspect of online behavior, Dholakia et al. (2004) used the term “purposive value,” which accords with the pragmatic experience described by
Nambisan and Nambisan (2008). In other studies, the concept of entertainment value was used in lieu of emotional value to measure consumers’ fun, pleasure,
and enjoyment in participating in an online community (Koh and Kim, 2003; Dholakia et al., 2004; Chitturi et al., 2008).

In most previous studies of perceived values among Internet users and members of online communities, conditional and epistemic values have attracted limited
attention (Pihlstrém and Brush, 2008). In these studies, however, the five original value dimensions defined by Sheth et al. (1991) were adapted to reflect the
distinctive value motives for identifying with an online community. In the literature on the consumption of goods or services so far published, each of the value
dimensions utilized has been conceptualized as an independent variable having a direct influence on consumer choice behavior (Sheth et al., 1991). Various prior
researchers’ conceptions of perceived value have come to be reflected in a tripartite conceptualization of comprehensive online community value that
incorporates the dimensions of utilitarian, social, and hedonic value as directly influencing consumers’ identification with particular online communities, which in
turn determines consumers’ citizenship behavior in an online community (Pihlstrom and Brush, 2008; Duman and Mattila, 2005; Rintamaki et al., 2006; Sweeney
and Soutar, 2001). The conditional and epistemic values defined by Sheth et al. (1991) were conceptualized as antecedents of the three value dimensions named
above, influencing consumer’s identification only indirectly, through these three value dimensions. Figure 1 is a conceptual model of the way in which motives
related to each of these value dimensions affects identification with an online community.

FIGURE 1: A VALUE-BASED MODEL OF ONLINE COMMUNITY IDENTIFICATION
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PERCEIVED VALUE AND COMMUNITY IDENTIFICATION

Utilitarian value is dominantly extrinsic, functional, and cognitive, and is often associated with rational motives having to do with needs of time, place, or
possession (Babin et al., 1994; Chandon et al., 2000; Noble et al., 2005). Research has shown that consumers participate in a consumption-focused online
community to acquire timely and economical pre-purchase information about items of merchandise (Goldsmith and Horowitz, 2006). Ridings and Gefen (2004)
stated that the most frequently cited reason for joining a virtual community is to acquire information about a product, topic, or new development. Information
of good quality and utility are conducive to participation in a community where such information is perceived as being available (Koh and Kim, 2003; Lin, 2006).
When participants in an online community perceive that it can better serve or satisfy their utilitarian information needs than can some other modality, they are
more likely to identify with that community. This leads to the following hypothesis:

H1: Utilitarian value has a positive effect on identification with an online community.

Hedonic value is experiential and affective, and is often linked to intangible attributes of an online community (Babin, 1994; Noble, 2005). Hedonic value can, for
example, be derived from interaction with the participants in an online community by making them feel good or relaxed, and providing enjoyment and pleasure
(Dholakia, 2004; Chitturi, 2008; Sherman et al., 1997). Accordingly, it would be expected that the greater the hedonic value of participation in a virtual
community, the more likely a participant would be to feel a sense of belonging to that virtual community. This leads to the following hypothesis:

H2: Hedonic value has a positive effect on identification with a virtual community.

Social value refers to the social and relational benefits (for example, emotional support) derived from interaction with other members of a virtual community.
An online community serves as a locus through which members can help one another to achieve goals, obtain rewards, and develop friendships and even
intimacy with other members (Dholakia et al., 2004; Ridings and Gefen, 2004; Nambisan and Nambisan, 2008; Li, 2011). Riding and Gefen (2004) found that
beyond having access to information, social support was the most frequently cited reason for joining a virtual community. Li (2011) examined factors influencing
the willingness to contribute information to online communities and found that social approval was the strongest predictor of the willingness to contribute.
Accordingly, it is proposed that greater social value will increase participants’ sense of belonging to a virtual community and hence increase their identification
with the community, as follows:

H3: Social value has a positive effect on identification with an online community.

Conditional value is the perceived utility of participating in a virtual community on the basis of the participant’s specific situation or context. The conditional
value of an online community depends on the location of the participants, the time available for their participation, their individual psychologies and viewpoints,
and their social and technological milieux. Thus, for example, the perceived conditional value of an online community will be high in situations in which it can
provide a rapid solution to a participant’s pressing and accidental circumstance, such as the rapid resolution of a software problem. As a result, situation-specific
factors, such as time constraints, affect participants’ perceived value of an online community (Mael and Ashforth, 1992). In accord with Pihlstrom and Brush
(2008), we posit conditional value as being antecedent to utilitarian, hedonic, and social value through the following three hypotheses:

H4: Conditional value has a positive effect on utilitarian value.

H5: Conditional value has a positive effect on hedonic value.

H6: Conditional value has a positive effect on social value.

According to Sheth et al. (1991), epistemic value refers to the perceived utility of participating in an online community to “arouse curiosity, provide novelty, and
satisfy a desire for knowledge seeking.” With respect to curiosity and novelty, the interactive nature of an online community allows its participants to exchange
new and regularly updated or changing information. Previous research has indicated that participants are happy and experience delight with an online
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community when it permits the exchange of novel information that arouses their curiosity (Cross Sales Report, 1995). Beyond this, such novel information
satisfies the utilitarian nature of knowledge-seeking behavior. Participants who exchange new and regularly updated or changing information as members of an
online community should also experience enhancement of their social value. In accord with prior research (Pihlstrom and Brush, 2008), we propose that novel
information content can affect the utilitarian, hedonic, and social relevance of an online community, as follows:

H7: Epistemic value has a positive effect on utilitarian value.

H8: Epistemic value has a positive effect on hedonic value.

H9: Epistemic value has a positive effect on social value.

COMMUNITY CITIZENSHIP BEHAVIOR

The tendency to be an active consumer as a member of an online community, or demonstration of communal citizenship behavior, is explicated in the theory of
organizational citizenship behavior, which according to Organ (1988) represents individual behaviors that are discretionary and not directly or explicitly
recognized by a formal reward system. Consumer behaviors that are beneficial to an online community, such as becoming more involved in the community, are
matters of individual personal choice, and can be categorized as in-role behaviors (Van Dyne et al., 1995). By comparison, voluntary and discretionary behaviors
that are not expected or rewarded, such as making suggestions for improving an online community, making recommendations to other members of the
community, or engaging in positive WOM about the community, are categorized as extra-role behaviors (Groth, 2005).

Research has consistently found that identification with an organization has a positive effect on members’ loyalty to that organization (Adler and Adler, 1987;
Mael and Ashforth, 1992) as well as having a positive effect on behavior related to citizenship in a community (Ahearne et al., 2005; Anderson et al., 2004;
Bergami and Bagozzi, 2000; Bettencourt, 1997; Shen and Chiou, 2009) and loyalty to a particular brand of a commercial product (Peter and Olson, 1993).
According to the concept of organizational citizenship behavior (Bateman and Organ, 1983), consumers who identify with an online community are more likely
to express their support for the community by engaging in in- and extra-role behaviors that benefit the community, as expressed in the following hypothesis:
H10: The greater the degree of members’ identification with a community, the more likely will the members be to exhibit (1) in-role and (2) extra-role behaviors
that support the community.

RESEARCH METHODOLOGY

PARTICIPANTS AND DESIGN

The data used in the study were collected from Taiwan-based Internet forums that discuss mobile telephones. The telephones offer performance functions such
as telephone calling and other modes of communication that permit their users, such as members of the Internet forums from which the study data were
collected, to provide hedonic or enjoyable experiences to other user-members. The social status associated with various brands and models of the telephones
has social value for forum members who lead discussions about the mobile telephones, in that it creates social collectivity with other members of the forum.
Membership in the forum also has conditional value in providing information in real time when it is needed. Additionally, membership in the forum has
epistemic value by providing knowledge about the functions and capacities of the mobile telephones discussed in the forum.

The study data were collected through an online questionnaire that was sent out after a pretest of the survey was conducted to ensure the appropriateness of
the wordings used in the questionnaires and the measures provided by the constructs used in the study. The final questionnaire was modified on the basis of the
feedback provided by the pretest samples (n = 61). To obtain the final questionnaire responses, private messages were sent to 1,495 registered mobile-phone
forum members that were used in the survey. This yielded 295 completed survey questionnaires, reflecting a 19.73% response rate (295/1,495). Incomplete
questionnaires (n = 52) were eliminated, reflecting 16.25% of the sample population (243/1,495).

SCALE RELIABILITY AND VALIDITY

Perceived values, members’ identification with their online communities, and behaviors related to community citizenship were measured on the basis of the
items used in the studies described earlier. Responses to the survey questions were measured on a 5-point Likert scale (1 = strongly disagree, 5 = strongly agree).
The eight measurement items used in the study, and their sources, are shown in Appendix A.

A Cronbach's a test for reliability was applied to assess the internal consistency of the constructs used in the study. Nunnally (1978) called a value of 0.60
acceptable as a general rule for showing reliability with Cronbach's a, and all of the constructs used in the present study had values of Cronbach's a exceeding
0.60 (see Appendix A). Tests of convergent and discriminant validity were applied to the constructs. Factor loadings and the average percentage of variance
extracted (AVE) were used to measure convergent validity. As noted by Hair and colleagues (2006), factor loadings with estimates of 0.50 or higher are
considered significant. All loadings on the constructs used in the study had values exceeding 0.50 (see Appendix A). To check for discriminant validity among the
constructs, the study compared the interconstruct correlations with the square root of the AVE of each construct. Table 1 presents the means, standard
deviations, correlations between constructs, and square roots of the AVEs of the eight constructs used in the study.

RESULTS

SAMPLE CHARACTERISTICS

Of the 243 valid samples that served as the basis for the findings in the study, 68% came from females and 78.1% were from respondents who had at least some
college education. Most of the respondents who provided valid samples were under 30 years old, with 34% in the 21- to 25-year age range, 23% in the 26- to 30-
year age range, 18% in the 18- to 20-year age range, and 13% in the 31- to 35-year age range. Most of the respondents were office workers (49%) and students
(42%). The characteristics of the sample population reflect current Internet users in Taiwan. A report from the Market Intelligence Center of Taiwan (2008)
revealed that most of the nation’s Internet users are students and office workers ranging in age from 20 to 29 years, and that most of the active users of online
blogs are young females.

TESTING OF THE HYPOTHESIZED MODEL

A linear structural analysis was done to test the hypothesized model. The analysis showed that the final overall model adequately fit the study data (x° = 608.83,
df = 240; P = 0.00; goodness of fit index (GFI) = 0.83; root mean square error of approximation (RMSEA) = 0.04; normed fit index (NFI) = 0.89; comparative fit
index (CFI) = 0.93). Table 2 gives the relationships hypothesized in the study and summarizes those that were supported. The standardized estimates of the
model supported all 10 hypotheses tested in the study. According to the standardized estimates, both conditional value and epistemic value had a positive
influence on all of the other value dimensions examined in the study, and epistemic value had a stronger such influence than did conditional value. Social value
(B = 0.61) had the strongest influence on community identification, followed by hedonic value (f = 0.35) and utilitarian value (3 = 0.10).

TABLE 1: MEANS, STANDARD DEVIATIONS, AND CORRELATIONS

Constructs Mean S.D. CV EV uv SV HV ID IR ER
Conditional value (CV) 3.77 0.56 0.87

Epistemic value (EV) 3.91 0.55 0.67 087

Utilitarian value (UV) 3.80 0.56 0.67 0.64 0.91

Social value (SV) 4.05 0.58 0.66 0.65 0.65 0.93

Hedonic value (HV) 3.98 0.56 0.68 068 0.61 075 0.89

Identification (ID) 4.17 046 061 064 066 079 072 0.89

In-role behavior (IR) 4.04 0.61 0.62 .63 0.57 0.79 075 0.72 091

Extra-role behavior (ER) 4.17 0.59 055 044 051 061 057 060 0.62 0.87
Notes: All correlations are significant at 0.01 level; N=243 and square root of AVE is reported in parentheses in the diagonal.
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TABLE 2: STRUCTURAL MODEL RESULTS

Hypothesized relationship Standardized estimates  t-value  Hypothesis supported
H1: Utilitarian value = identification 0.10 2.25 Yes
H2: Hedonic value = identification 0.35 5.73" Yes
H3: Social value = identification 0.61 9.65" Yes
H4: Conditional value = utilitarian value 0.27 3.217 Yes
H5: Conditional value = hedonic value 0.22 2.70" Yes
H6: Conditional value = social value 0.20 2.58" Yes
H7: Epistemic value = utilitarian value 0.49 5.50" Yes
H8: Epistemic value = hedonic value 0.69 733" Yes
H9: Epistemic value = social value 0.65 7.14" Yes
H10a: Identification = in-role behavior 0.83 14.70"  Yes
H10b: Identification = extra-role behavior  0.67 9.94" Yes

*p <0.05 **p <0.01
FIGURE 2: THE RESULTS OF THE EMPIRICAL STUDY
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Utilitarian, hedonic, and social values all have a positive effect on individual identification with an online community. Social appreciation appears to better
develop such identification than does the hedonic experience or utilitarian benefit gained from membership in the community. One reason for this may be that
social value can be seen as the quintessential precondition for seeking membership in an online community. The powerful needs for acceptance and a sense of
belonging do not seem to be easily displaced by other values derived from membership in the community.

Notably, the study described here revealed that utilitarian value had the least predictive influence on community identification. A likely reason for this is that
utilitarian value is often oriented toward task fulfillment and related to the efficient acquisition of information for making a decision (Jones et al., 2006; Overby
and Lee, 2006), such as purchasing a new mobile telephone or contracting for a new service. Once the goal of obtaining such information is accomplished, the
hedonic aspect of the mobile telephone would have to be explored. Prospective consumers might also feel that they already know the basic utilitarian functions
of a mobile telephone (calling, short messaging service [SMS], etc.), with the result that the perceived utilitarian value of membership in an online community
focused on mobile telephones does not play a dominant role in identification with the community.

Consumers often share with others hedonic experiences in consuming merchandise or services (Raghunathan and Corfman, 2006; Pihlstrém and Brush, 2008).
Thus, for example, members of an online community often share views or anecdotes related to ringtones or sound effects for the purpose of entertainment. The
online community gives consumers the opportunity to gather together and share information that provides such amusement or enjoyment, and even facilitates
escape from daily routines.

In accord with the findings of Pihlstrom and Brush (2008), the present study found that consumers experiencing a high degree of epistemic value from
membership in an online community will also experience better utilitarian, hedonic, and social value than conditional value from such membership. A possible
reason for this is that an online community permits participants to disguise or hide their identities, which makes it relatively easy for them to express novel
views that they would be unlikely to express in a direct face-to-face situation (Timms, 2007). The exchange of such novel views in turn enhances the participants’
product knowledge (utilitarian value), enjoyment in participating (hedonic value), and sense of belonging to the community (social value). By comparison, the
conditional value of participation satisfies only the need to pass time, entertain oneself, or resolve an immediate problem, and consequently consists mainly of
convenience value (Pihlstrém and Brush, 2008).

As expected, the study found that a greater degree of identification with an online community was linked to responses indicating stronger in-role and extra-role
contributions of benefit to the community. Participants’ identification with an online community was related more strongly to their in-role behaviors, such as
spending more time in contact with or in matters involving the community and less time in other communities than it was to their extra-role behaviors, such as
test use of the mobile telephones discussed in the community or recommending the community to other prospective members. This finding can be explained by
the concept that identifying with an online community increases a participant’s perceived self-similarity to and liking for its other members (Brewer and Brown,

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 2 (2012), I ssue No. 11 (NOVEMBER) I SSN 2231-1009

1998) which prompts the desire to enhance the welfare of the community as a whole by increasing the participant’s in-role behaviors, such as participation in
the community rather than seeking other communities (Batson, 1998).

Some limitations to the study should be noted. First, it used samples from Taiwan, which yielded results that might differ from those obtained in other Asian or
Western countries. Future research could address these differences. Second, the study utilized a cross-sectional design, whereas a longitudinal study might
provide more accurate results. Finally, the use of other factors than those examined in the study might alter its results. For example, more complex technologic
products than the mobile telephones that were the topic of the online communities included in the study would probably affect the perceived utilitarian value of
membership in an online community to a greater degree more than did these telephones.
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APPENDIX
APPENDIX A: CONSTRUCTS USED IN TESTING THE STUDY HYPOTHESES AND ITEMS USED IN DEVELOPING THE CONSTRUCTS
Construct Item (each item was measured on 5-point scale ranging from 1 = strongly disagree to 5 = strongly agree) Loadings
Perceived utilitarian value Adapted from Gruen, Osmonbekov, and Czaplewski (2006)
a=0.84 The cell phones discussed in the forum offer a good value for the purchase price 0.95
AVE= .82 Overall, the cell phones discussed in the forum provide a good return on my investment of time 0.81
Overall, the cell phones discussed in the forum provide a good return on the cost of the product. 0.95
Perceived hedonic value Adapted from Sweeney and Soutar (2001)
a=0.97 Discussing cell phones with forum users gives me pleasure. 0.88
AVE=0.79 Discussing cell phones with forum users makes me feel good. 0.92
Discussing cell phones with forum users makes me feel relaxed. 0.88
Perceived social value Adapted from Sweeney and Soutar (2001); Grace-Farfaglia et al. (2006)
a=0.92 Discussing cell phones with forum users would help me feel acceptable 0.91
AVE =0.86 Discussing cell phones with forum users would let me feel like | belong to a group 0.93
Discussing cell phones with forum users gives me social approval. 0.94
Perceived epistemic value Adapted from Donthu and Garcia (1999)
a=0.84 The cell phones discussed in this forum often trigger my curiosity. 0.89
AVE=0.76 | use the forum to receive and share new knowledge on cell phones. 0.90
| used the forum to experiment with new ways of doing things. 0.83
Perceived conditional value ~ Adapted from Pihlstrém and Brush (2008); Pura (2005)
a=0.84 | value the information/entertainment this forum offers, with the help of which | get what | need in a certain situation (s).  0.90
AVE =0.76 I'value the real time information and interaction that this forum makes possible. 0.94
| value the customized information according to my time that | get by participating in this forum. 0.77
Community identification Adapted from Algesheimer, Dholakia, and Herrmann (2005)
a=0.86 | am very attached to the XYZ blog’s online community 0.88
AVE =0.79 The friendships | have with the XYZ blogging community’s members mean a lot to me 0.90
| see myself as a part of the online community’s community. 0.88
In-role behaviors Adapted from Pura (2005)
a=0.89 I intend to continue participating in the forum in the future. 0.95
AVE =0.83 I am willing to spend more time to participate in XYZ community. 0.82
| am less likely to switch to other online community. 0.95
Extra-role behaviors Adapted from Harrison-Walker (2001); Pihlstrém and Brush (2008)
a=0.83 In the future I intend to try the cell phones discussed in this forum. 0.90
AVE =0.75 I would gladly forward valuable information | have received from this forum to my friends. 0.92
| am proud to tell others that | am the member of this forum. 0.77
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