Sense of Mobile Virtual Community (SOMVC): Measukmand Integrated Model 335

Liao, T.H. (2016), ‘Sense of mobile virtual commyniEOMVC): measuremel
and integrated modellournal of Information Managemenfol. 23, No. 3, pp.
335-376.

Sense of Mabile Virtual Community (SOMVC):
M easurement and I ntegrated M od€l

Tze-Hsien Liao*
Department of Business Management, Tatung Uniyersit

Abstract

Purpose— This study developed a measurement (Study 1) anmctegrated model
(Study2) of SOMVC. On the basis of the past literaton Sense of Community (SOC),
Sense of Virtual Community (SOVC), and Mobile Coctien and Communication (i.e.,
the characteristics of mobile Internet), this stadiyed to develop the dimensions and
items of SOMVC. The integrated SOMVC model was dgved by integrating Social
Influence Theory and community loyalty.

Design/methodology/approach — Four surveys were conducted through
convenience sampling of college students who wisie Bacebook users participated in
this study. Study 1 included 304 valid samples (fttan first survey; 185 from second
survey) and Study 2 collected 326 valid samples3 (i@m third survey; 203 from
fourth survey).

Findings— First, this study developed a 15-item measuremér@MVC that
included 5 dimensions: Membership, Influence, lraéign and Fulfillment of Needs,
Shared Emotional Connection, and Mobile Connectind Communication. Second,
this study found that Social Influence Factors.(i@&oup Norm, Social Identity, and
Subjective Norm) significantly and positively inlnced SOMVC, whereas SOMVC
significantly and positively influenced Communitpyalty. SOMVC fully mediated the
relationship between Social Influence Factors anch@unity Loyalty. Finally, within
Social Influence Factors, this study found thatu@rdlorms significantly and positively
influenced Social ldentity, and that Social Idgntisignificantly and positively
influenced Subjective Norm.
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Resear ch limitationgimplications— Future research can study other segments to
retest the SOMVC measurement. In addition, futtwmeies can compare the integrated
model between different types of virtual commumitfee., transactions, interest, fantasy,
and relationship) and include moderators (e.ggeqishbility to interpersonal influence)
in the integrated model.

Practical implications—This study verified that SOMVC positively influertce
members’ Community Loyalty; hence, increasing tV&YC is crucial in maintaining
a virtual community. This study suggested 3 appmeacto increase the SOMVC:
strengthen specific topics, purposes, values, hadision of the virtual community to
internalize them as members’ beliefs (i.e., Grouprmy; design a feedback or
recommendation mechanism in the virtual commurmitincrease recommenders’ Social
Identity; assign leaders in the virtual communiayestablish common norms and rules,
and then influence members to participate in theroanity (i.e., Subjective Norm).

Originality/value—The SOVC concept has been widely discussed andedppl
since the 2000s because of the growth of the latekivith mobile Internet becoming
increasingly popular, this study first introducée tconcept of SOMVC and developed
the SOMVC measurement and integrated model.

Keywords: Mobile Virtual Community, Sense of Mobile Virtu@ommunity, Mobile
Connection and Communication, Social Influence TheGommunity
Loyalty
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1. Introduction

Sense of Virtual Community (SOVC) has been widescualssed and applied since
the 2000s because of the growth of the Interne¥/G@ defined as using the Internet to
participate in a Virtual Community (VC), the fegjithat members have of belonging to
the community, the belief that members matter ® amother and to the community, and
a shared faith that their needs are met througin tmenmitment to the community
(Abfalter et al. 2012; Blanchard 2007; Blanchard&0Blanchard & Markus 2004;
Ellonen et al. 2007; Koh & Kim 2003). Certain steslihave indicated that SOVC is a
critical factor for creating a successful VC (Blaaod & Markus 2004; Ellonen et al.
2007; Koh & Kim 2003); thus, past researchers hawdely discussed SOVC
measurements (Abfalter et al. 2012; Blanchard 2B€&ering & Minor 2006) and SOVC
integrated models (Blanchard 2008; Keng et al. 2 et al. 2004; Koh & Kim 2003;
Tonteri et al. 2011) to enhance our understandinigeoparticipation behavior in VCs.

With the rapid growth of mobile devices and wirsléschnology, global mobile
Internet adoption and usage have surged substgrdigr the last decade (Gerpott &
Thomas 2014). Mobile Internet enables the use diilmalevices and wireless Internet
for sending and receiving information, irrespecifghe time and location (Chae et al.
2002). Mobile Internet enables people to commuericaith each other instantly
(Bilandzic & Foth 2012), and it changes the wayrsigmrticipate in VCs (Chang et al.
2015). By using mobile Internet, people can conméctlessly in their participation in
VCs, irrespective of the time and place (Chae.&t@02), thus producing the concept of a
Mobile Virtual Community (MVC) (Huang & Liu 2011.eh 2010; Nysveen et al. 2005;
Zhang et al. 2010).

An MVC, which is an extension of a VC, can be defiras a group of people who
are uninterruptedly connected and who communicatie @ch other through mobile
Internet, irrespective of time and place, to depetelationships and share interests
(Kardaras et al. 2003; Kim & Garrison 2009). Howeaefew studies have presented
discussions on the Sense of Mobile Virtual CommuOMVC) concept. SOMVC is
an extension of SOVC, which can be defined as usiabile Internet to participate in a
virtual community, the feeling that members havebelonging to the community, the
belief that members matter to one another andeg@dmmunity, and a shared faith that
their needs are met through their commitment t@tdmmunity. Therefore, to understand
the behavior of community members who use mobilerihet to participate in a VC, the
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measurement and integrated SOMVC model must besied further.

Kim and Garrison (2009) indicated that, unlike triatal Internet, mobile Internet
has the characteristics of perceived ubiquity amtgived reachability, and that study
called this Mobile Connection and CommunicatioricBized ubiquity is defined as an
individual’s perception regarding the extent to ethimobile Internet provides a
personalized and uninterrupted connection and camuations between the individual
and other users and/or networks. Perceived redikiabi defined as an individual's
perception regarding the degree to which he or che reach other individuals
anytime-and-anywhere through mobile Internet (Kini&rrison 2009). Certain studies
(Abfalter et al. 2012; Blanchard 2007; Blanchar@&(Ellonen et al. 2007) have adopted
the four-dimension Sense of Community (SOC) (Membership, Influence, Integration
and Fulfillment of Needs, and Shared Emotional @ation) by McMillan and Chavis
(1986) to develop the SOVC concept. For the measemé of SOMVC, we found that
the characteristics of mobile Internet must be warsed, and the SOMVC dimensions
may include Membership, Influence, Integration dndfillment of Needs, Shared
Emotional Connection, and Mobile Connection and @momication.

For the integrated SOMVC model, Lu and Yang (20iiJicated that social
interaction plays a critical role in VC participati Through interpersonal
communication, community members are able to imideeand identify with each other,
resulting in continuous participation. Moreoventaa studies have proposed that social
influence positively affects community participatiantentions (Bagozzi & Dholakia
2002; Cheung & Lee 2010; Dholakia et al. 2004a;g5&nKim 2006; Zhou 2011).

Social Influence Theory was derived from Kelmai848) social influence process,
which indicates that an individual’s behavior ifeafed by social influence factors, which
include Group Norm, Social Identity, and SubjectNem. Blanchard (2008) indicated
that, after creating a self-social identity, comityymembers comply with the norms
within the community (i.e., Subjective Norm) to guze the SOVC. Thus, we applied
these studies on MVCs and propose that Socialdnfia Theory may also be used to
develop the antecedents of SOMVC.

Certain studies have suggested that Community kpysla critical factor for the
sustainable growth of a VC (Flavian et al. 200G ket al. 2009; Shen et al. 2010).
Community Loyalty can be defined as the degree haciva member promotes the
community to convince new members to join and tadk®ut the benefits of the
community (Lin et al. 2009; Srinivasan et al. 2002jher studies have indicated that
community members’ SOVC positively influences thiewvel of Community Loyalty
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(Kim et al. 2004; Kim et al. 2009; Koh & Kim 200Bi;n 2008; Lin et al. 2009; Pai & Tsai
2011; Shen et al. 2010). Moreover, the interacimong community members facilitates
their Community Loyalty (Frank 1997; Lin 2010; Let al. 2009; Shen et al. 2010;
Srinivasan et al. 2002). Thus, we applied thesdiestuon MVCs and propose that
Community Loyalty may be a consequence of SOMVC.

Thus, we developed a measurement and integratedV&aibdel. On the basis of
the literature regarding SOC, SOVC, and Mobile Gantion and Communication (i.e.,
the characteristics of mobile Internet), we devetbghe dimensions and items of
SOMVC,; the integrated SOMVC model was developednibsgrating Social Influence
Theory and Community Loyalty.

2. Literature Review

2.1 Sense of Community (SOC)

A community is defined as the relational interacsi@r social ties that draw people
together (Heller 1989). The SOC concept, which wesved from the concept of a
community, is a critical factor for achieving a sassful community (Sarason 1986).
Because SOC positively influences community satisia and community
commitment (Burroughs & Eby 1998) and facilitates/dlvement in community
activities (McMillan & Chavis 1986), the SOC contéps been discussed frequently in
community psychology research (Blanchard 2008).

SOC was first introduced by Sarason (1986), whe@sed SOC as a community
member’s feeling toward other members. McMillan a@tavis (1986) extended
Sarason’s (1986) research and formed the SOC cbrideMillan and Chavis (1986)
defined SOC as the feeling that members have ohlgelg to the community, the belief
that members matter to one another and to the caortynand a shared faith that their
needs are met through their commitment to the conityu

There are four dimensions in the SOC framework lagvillan and Chavis (1986):
Membership, Influence, Integration and Fulfilmesft Needs, and Shared Emotional
Connection. “Membership” refers to community mensbeelf-reinforcing boundaries
(i.e., knowledge regarding who is inside the comityynemotional safety, personal
investment (i.e., investments for becoming a vdkiabember), a sense of belonging,
and a common symbol system (Abfalter et al. 2012M\lan & Chavis 1986; Obst &
White 2004).
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“Influence” is derived from community cohesiveneasd attractiveness, and
includes members’ perception of the impact on traraunity as well as the amount of
influence the community has over individual memb@dsfalter et al. 2012; McMillan
& Chavis 1986; Obst & White 2004).

“Integration and Fulfillment of Needs” provides th#egrative force to unite the
community, and satisfies the needs of the memimeteed community. Integration and
fulfillment of needs is based on the notion thatasds, benefits, and reinforcement are
necessary components for members of a communityf@ndhaintaining a positive
sense of togetherness (Abfalter et al. 2012; M@vil& Chavis 1986). The needs of
community members can be fulfilled through membigrdtatus, the success of the
community, and the perceived competence of othenlvees (Abfalter et al. 2012; Obst
et al. 2002).

“Shared Emotional Connection” is derived from arskdacommunity history,
shared events, positive interactions, and ideatifim with the community (Abfalter et
al. 2012; McMillan & Chavis 1986). More people iraeting results in a greater
likelihood of them developing close relationshipapsequently leading to a stronger
bond (Abfalter et al. 2012; McMillan & Chavis 1986)

McMillan and Chavis’s (1986) four-dimensional SO@rmework was the basis of
the present study on developing an SOC measurer@éatsis et al. (1986) used the
research by McMillan and Chavis (1986) to develop Sense of Community Index
(SCI), which has been adopted and applied in fustwdies (Obst & White 2004). The
importance of the SCI in community psychology Hiterre is twofold (Obst & White
2004): First, it is one of the few scales that barand has been used to measure SOC in
diverse settings such as the workplace (Brodksyl2@&antano et al. 1993; Pretty &
McCarthy 1991; Pretty et al. 1992), religious commities (Miers & Fisher 2002),
immigrant communities (Sonn 2002), student comnmemit(Pretty 1990), and
residential and geographic communities (Brodksyl2@yodsky et al. 1999; Perkins et
al. 1990). Second, the SCI has evolved from a sdahedretical basis with empirical
support.

Chipuer and Pretty (1999) confirmed the SCI onhkiasis of neighborhood adults,
neighborhood adolescents, and workplace adults. rékelts of confirmatory factor
analysis (CFA) indicated that SOC includes four elisions (i.e., Membership,
Influence, Integration and Fulfillment of Needs,daBhared Emotional Connection),
which complemented McMillan and Chavis’s (1986 niswork.

Obst and White (2004) also confirmed the SCI on bhasis of neighborhood
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groups, student groups, and interest groups. Ther€3ults revealed that SOC could be
divided into Membership, Influence, Integration andfillment of Needs, and Shared
Emotional Connection, which were the same as in Makland Chavis (1986).

Peterson, Speer, and McMillan (2008) developeded BIOC scale on the basis of
McMillan and Chavis (1986). They collected datanfra random sample of community
residents located in the Midwestern United Stald®e scale contains McMillan and
Chavis’'s (1986) four SOC dimensions: Membershipfluénce, Integration and
Fulfillment of Needs, and Shared Emotional Conroecti

2.2 Senseof Virtual Community (SOVC)

The Internet provides a new way to communicatengbles people to send and
receive information as well as to chat, discusgueyr and trust each other (Sproull &
Faraj 1997). The Internet creates an intangiblevoit among people; the geographical
location does not impose a constraint for commuianaresulting in the VC concept.

AVC, which is derived from the concept of a comityior face-to-face community,
was first introduced by Rheingold (1994). Rheing(d94) indicated that a VC is a
group of people who use an online bulletin boarccamputer network to exchange
information or ideas with each other. Kardaras,akastas and Papathanassiou (2003)
defined a VC as a group of people who communicée @ach other through electronic
media such as the Internet; they share commorestgrand their geographical location,
physical interaction, and ethnic origin do not irmp@ny constraint in the formation of a
community. Blanchard and Markus (2004) indicateat tBOVC is the key factor that
enables a virtual social group to become a VC.dbergtudies have also suggested that
SOVC is a critical factor for a successful VC (Bthard & Markus 2004; Ellonen et al.
2007; Koh & Kim 2003).

SOVC was extended from the SOC concept. Certanlieg(Abfalter et al. 2012;
Blanchard 2007; Blanchard 2008; Ellonen et al. 20603 & Kim 2003) have defined
SOVC as using the Internet to participate in a € feeling members have of belonging
to the community, the belief that members mattesrte another and to the community,
and a shared faith that their needs are met thrtheghcommitment to the community, on
the basis of McMillan and Chavis (1986).

Blanchard and Markus (2004) proposed the “Procebgewhich the Sense of
Virtual Community develops.” They indicated thatises processes exist before SOVC
establishment; and these are the exchanging obstgpeating of identity, and trust.
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“Exchanging support” is defined as when membersigjaate in the public and
private “exchange of information” and “socio-emai@b support.” All members observe
the public exchange of support; thus, members m®disense of belonging, attachment,
and obligation toward the VC (Blanchard & Marku®2D The exchange of information
contributes to the belief that a person’s membgprshia community is useful or meets
other members’ needs. Regarding socio-emotionap@ughrough public posts and
private emails, when members experience both pudtid private socio-emotional
support, they interpret it as evidence that they aocepted and valued members of a
community (Blanchard & Markus 2004).

“Creating an identity” is defined as when membeeate an identity for themselves
through their posts, such as by creating “signdfiles” that are automatically attached
with their posts (Blanchard & Markus 2004). By dneg self-identities and identifying
others, members form a community from anonymouspdarily invisible potential
members, and then enhance the feelings of attacdrandrmutual obligation (Blanchard
& Markus 2004).

“Trust” among members plays a critical role in a;ff@ople who communicate
electronically with unknown users are understangdabhcerned with whether such users
are actually who they claim they are (Blanchard &rkis 2004). Members can use
several ways to form trust; for example, first,rthevas a strong norm in a VC that
members use their real name, either in their eeddress or signature. Second, the
members publicly discussed their face-to-face augons with other community
members. Lastly, the members felt that posts wdiecteve for determining other
members’ trustworthiness (Blanchard & Markus 2004).

Because the SOVC concept was introduced, Kim, bdd-iemstra (2004) explored
its measurement by developing a 17-item scale ofG©On the basis of past studies
(Davidson & Cotter 1986; McMillan & Chavis 1986; &hs et al. 1986; Doolittle &
MacDonald 1978; McMillan 1996). In their scale, falimensions consist of McMillan
and Chavis’s (1986) four-dimensional SOC. Blanch@@D7) used a 12-item SCI, and
considered the characteristics of a VC to devdiepl8-item SOVC, which also includes
McMillan and Chavis's (1986) four dimensions, nameéVlembership, Influence,
Integration and Fulfillment of Needs, and Sharedoiomal Connection. Blanchard’s
(2007) scale was also used in a future study bydiard (2008).

Abfalter, Zaglia and Mueller (2012) used the SClQiyavis et al. (1986) and the
Modified Sense of Community Index (SCI-2) by Chauiee and Acosta (2008) to
develop a 15-item SOVC scale that includes McMilland Chavis's (1986)
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four-dimensional SOC.

2.3 Mobile Connection and Communication

Perceived ubiquity and perceived reachability askatively new concepts in
information system (IS) and information technoldgy) literature, but are becoming
increasingly popular in research on m-commerce amdless technology (Kim &
Garrison 2009).

“Perceived ubiquity” is defined as an individugdesrception regarding the extent to
which mobile Internet provides a personalized aminterrupted connection and
communication between the individual and other sisend/or networks, whereas
“perceived reachability” is defined as an indivitlsi@erception regarding the degree to
which he or she can reach other individuals anytme-anywhere through mobile
Internet. We refer to both concepts as Mobile Cotioe and Communication.

Sarker and Wells (2003) suggested that the mostdadvantage of mobile wireless
technology might be the ability to enable commutiaeg collaboration, and commerce,
irrespective of time and place. Looney, Jessup, \dldcich (2004) claimed that the
capability of communicating from anywhere at angdioffers extraordinary flexibility
and convenience, which can affect behavioral imest Dholakia et al. (2004b)
indicated that geographical flexibility, which iset capability of communicating at any
time and any place, is one factor influencing theagh of mobile wireless technology.
Kim and Garrison (2009) proposed that perceivedjuiby and perceived reachability
positively influence the usage intention of mohileeless technology.

2.4 Sense of MobileVirtual Community (SOMVC)

Mobile Internet has become a popular and well-distadsd mode of communication
in the daily lives of many people, and has conteduo a shift of people’s roles toward
networked individuals in urban environments (Bilaied& Foth 2012). Mobile media
supports people not only to connect with distaetrsibut also to coordinate and initiate
social interactions with others in their physicabxmity (Rheingold 2002). Mobile
Internet changes the way people participate in g&@ang et al. 2015). Through mobile
Internet, people are able to participate wirelessly VC, irrespective of time and place
(Chae et al. 2002), thus producing the concephdfi'¥C (Huang & Liu 2011; Jen 2010;
Nysveen et al. 2005; Zhang et al. 2010).

An MVC can be defined as a group of people whaiareterruptedly connected and
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communicate with each other through mobile Interimetspective of time and place, to
develop relationships and share interests (Kardatrat 2003; Kim & Garrison 2009).
Sarason (1986) indicated that SOC plays a criticld in a community, and certain
studies (Blanchard & Markus 2004; Ellonen et al020Koh & Kim 2003) have also
indicated that SOVC is critical for VCs. Howevery MVCs, we found a few studies that
have presented discussions on the concept asshieaneasurement of SOMVC. Thus,
to understand the individual use of mobile Intefoeiparticipating in a VC (i.e., MVC),
we suggest that it is critical to develop the caic# and measurement for SOMVC.

SOMVC is a concept that was extended from SOVCth@erbasis of studies related
to SOVC (Abfalter et al. 2012; Blanchard 2007; Rlaard 2008; Blanchard & Markus
2004; Ellonen et al. 2007; Koh & Kim 2003; McMill&Chavis 1986), we also defined
SOMVC as using mobile Internet to participate iIN@, the feeling members have of
belonging to the community, the belief that membweedter to one another and to the
community, and a shared faith that their needsraethrough their commitment to the
community.

Regarding the SOMVC measurement, by integratinggtadies related to SOC and
SOVC (Table 1), we propose that the four dimensiohsSOC and SOVC (i.e.,
Membership, Influence, Integration and Fulfillmesft Needs, and Shared Emotional
Connection) may also be applied to develop SOMM@edlisions.

Certain studies have suggested that the most taubeahtage of mobile Internet is
the ability to communicate anytime-and-anywherea€let al. 2002; Dholakia et al.
2004b; Kim & Garrison 2009). Kim and Garrison (2p@®&icated that, compared with
traditional Internet, mobile Internet has the chteastics of perceived ubiquity and
perceived reachability (i.e., Mobile Connection &wmmunication).

Table 1: Sense of Mobile Virtual Community (SOMV/EPimensions and Definitions

Sense of Sense of Virtual Sense of Mobile Virtual
Dimension Community Community (SOVC) Community (SOMVC)—
(SOC) Definitions
Membership Chauvis et al. |Abfalter et al. (2012)[When using mobile Internet to
(1986); Blanchard (2007); |participate in a VC, members'
Chipuer and |Blanchard (2008); |self-reinforcing boundaries,
Pretty (1999); |Blanchard and emotional safety, personal
McMillan and |Markus (2004); investment, a sense of
Chavis (1986);Ellonen, Kosonen antelonging, and a common
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Obst and Whit{Henttonen (2007); |symbol system (Abfalter et a.
(2004); Keng, Ting and Chem2012; McMillan & Chavis
Peterson, SpedR011); Kimetal. |1986; Obst & White 2004)
and McMillan |(2004); Koh and Kim
(2008) (2003); Tonteri et al.
(2011)
Influence Chavis et al. |Abfalter et al. (2012){When using mobile Internet {o
(1986); Blanchard (2007); |participate in a VC, and
Chipuer and |Blanchard (2008); |members' perception of the
Pretty (1999); |Ellonen et al. (2007)jimpact on the community as
McMillan and |Kim et al. (2004); |well as the amount of
Chavis (1986);Koh and Kim (2003);influence the community has
Obst and Whit{Tonteri et al. (2011) |over individual members
(2004); (Abfalter et al. 2012;
Peterson et al. McMillan & Chavis 1986;
(2008) Obst & White 2004)
Integration and|Chavis et al. |Abfalter et al. (2012)[{When using mobile Internet to
Fulfillment of |(1986); Blanchard (2007); |participate in a VC, members
Needs Chipuer and |[Blanchard (2008); |perceive that they can be
Pretty (1999); |Blanchard and fulfilled through their
McMillan and |Markus (2004); Kim |membership status, success| of
Chavis (1986);let al. (2004) the community, and the
Obst and Whit perceived competence of other
(2004); members (Abfalter et al. 2012;
Peterson et al. McMillan & Chavis 1986;
(2008) Obst et al. 2002)
Shared Chavis et al. |Abfalter et al. (2012)When using mobile Internet to
Emotional (1986); Blanchard (2007); |participate in a VC, members
Connection Chipuer and |Blanchard (2008); |develop close relationships
Pretty (1999); |Blanchard and and strong bonds (Abfalter et
McMillan and |Markus (2004); al. 2012; McMillan & Chavis
Chavis (1986);Ellonen et al. (2007)]1986)
Obst and Whit(Kim et al. (2004);
(2004); Tonteri et al. (2011)
Peterson et al.
(2008)
Mobile When using mobile Internet to

Connection ang
Communicatiorn

I

participate in a VC, members

perceive that they are able tc
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connect uninterruptedly and
communicate with other
members,
anytime-and-anywhere (Kim
& Garrison 2009)

For an MVC, community members can interact, irrefipe of time and place,
through mobile Internet; the sending and receivifiga message is immediate, thus
generating realistic benefits from information exisge (Okazaki 2009). Compared with
a VC, an MVC is a more spontaneous, personal, aedtdnode of communication,
which produces a higher level of social identitgrtizipation desire, and participation
intention (Okazaki 2009). Thus, regarding the SOMdi@ensions, this study proposes
that the characteristic of mobile Internet (i.eolle Connection and Communication)
should be included (Table 1).

By integrating past studies related to SOC and SOaf@ considering Mobile
Connection and Communication, this study proposed EOMVC might be divided
into five dimensions: Membership, Influence, Ineggyn and Fulfillment of Needs,
Shared Emotional Connection, and Mobile Connecéind Communication. Thus, H1
is proposed as follows:

H1: The Sense of Mobile Virtual Community (SOMV@ntains five dimensions,
namely Membership, Influence, Integration and Haoifent of Needs, Shared
Emotional Connection, and Mobile Connection and @amication.

2.5 Social Influence Theory

Social Influence Theory was derived from Kelman58P who proposed three
processes in the social influence process: inteatain, identification, and compliance:
“Internalization” occurs when an individual acceptscial influence because of the
similarities of his or her goals and values witbg@ of other group members (Shen et al.
2011), such as those that may transform the contgnuision and values into their own
beliefs (Zhou 2011). “Group Norm” indicates an agnent among members regarding
their shared goals and expectations (Zhou 201Xjainestudies have proposed that
Group Norm can represent (or measure) the condefihternalization” (Bagozzi &
Dholakia 2002; Cheung & Lee 2010; Dholakia et @D£a; Shen et al. 2011; Zhou 2011).

“Identification” occurs when an individual acceptscial influence to establish and
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maintain a satisfying self-defining relationshipglwanother person or group (Shen et al.
2011). Identification is defined as the individidgntification with a community, such as
a sense of belonging and attachm@hibu 2011). For example, members may develop
feelings of membership, influence, and value inoamunity (Zhou 2011). “Social
Identity” refers to one’s conception of the selaeding a relationship with another
person or group (Zhou 2011); certain studies hawdécated that Social Identity can
represent (or measure) the concept of “Identificet{Cheung & Lee 2010; Dholakia et
al. 2004a; Shen et al. 2011; Zhou 2011).

“Compliance” occurs when an individual accepts abicifluence to obtain support
or approval from significant others (Shen et all0 Compliance occurs when an
individual acts to comply with the opinions of oth@ho are important to him or her; for
example, members follow the opinions of discussibward leaders (Zhou 2011).
“Subjective Norm” can be defined as the effect ighgicant others’ opinions on an
individual’s behavior (Zhou 2011), and it can regmet (or measure) the concept of
“Compliance” (Cheung & Lee 2010; Dholakia et al028; Shen et al. 2011; Venkatesh et
al. 2003; Zhou 2011).

Several studies have referred to Group Norm, Sdaeadtity, and Subjective Norm
as social influence factors, and have applied tteeXC research. Dholaki®agozzi and
Pearo(2004a) indicated that social influence factorsifely influence VC members’
decision-making and participation. Okazaki (2008@)roed that social influence factors
in a VC positively influence members’ participatioegarding desire and intention.
Okazaki (2009) also applied Uses and Gratificatibimsory to develop three types of the
perceived value of VC participation intention, whi@re purposive value, social
enhancement, and intrinsic enjoyment. Certain stutiave also proposed that social
influence factors positively influence VC particijpm intention, and these social
influence factors include Group Norm (Bagozzi & Mdiga 2002; Cheung & Lee 2010;
Song & Kim 2006; Zhou 2011), Social Identity (Bagb& Dholakia 2002; Cheung &
Lee 2010; Song & Kim 2006; Zhou 2011), and Subjyectliorm (Bagozzi & Dholakia
2002; Cheung & Lee 2010; Song & Kim 2006; Zhou 2011

Social interaction plays a critical role in VC paigation; through interpersonal
communication, community members are able to imideeand identify with each other,
thereby producing continuous participation (Lu &ga2011). Moreover, certain studies
have also proposed that social influence positiafgcts VC participation intention
(Bagozzi & Dholakia 2002; Cheung & Lee 2010; Dhada&t al. 2004a; Song & Kim
2006; Zhou 2011). Thus, we proposed that Socidleénce Theory may also be applied
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for constructing the antecedents of SOMVC.

Hogg and Abrams (1988) indicated that cooperatiterdependence resulting from
the pursuit of shared goals results in the estaiiént of a well-defined group structure,
which consequently leads its members to identifthviti Alon, Brunel, and Schneier
Siegal (2004) proposed that instrumental behawndsthe understanding of each other’s
goals precede the establishment and propagat@eaihmunity’s identity. Dholakia et al.
(2004a) suggested that, once community membersrstade and accept the Group
Norm in a VC, they form a strong identification withe community. Zhou (2011)
suggested that when users are aware that thes godlexpectations are consistent with
those of a VC, they believe they are eligible memlmd the community. Thus, Group
Norm may positively influence Social Identity.

Social Identity, which reflects one’s conceptiontloé self regarding a relationship
with another person or group, includes cognitivenitty, affective identity, and
evaluative identity (Zhou 2011). Cognitive identitythe categorization process through
which users understand both their similarities wother members and dissimilarities
with outsiders; affective identity is an individisalemotional involvement with a
community, such as a sense of attachment and bhetgrand evaluative identity emerges
when users are aware of their value is importana ¢ommunity (Zhou 2011). Social
identity significantly influences users’ attitudd3eBono & Snyder 1995; Terry et al.
1999); in a VC, when members are aware that theg hahigh similarity and emotional
involvement with the community, they are willing tomply with the social pressure
from other community members (i.e., Subjective Np ®ong & Kim 2006). Thus,
Social Identity may positively influence SubjectiMerm.

We applied the aforementioned studies on VCs tMWE. We propose that users
may use mobile Internet, anytime and anywhereatbgypate in a VC uninterruptedly, to
instantly understand the latest updates from thmnoonity, and to internalize the
community goal to ensure consistency with their defiefs (i.e., Group Norm). When
their values are consistent with those of other roomity members, users attempt to
develop their self-identity in the community. Bying mobile Internet to interact with
each other frequently, they may discern other meshlentity (i.e., Social Identity).
With the development of Social Identity, users nagtgmpt their best to comply with
other members’ expectations and norms. For exartgp#oid being potential members,
they may be requested to use mobile Internet teiggammediate feedback with their
own opinions, or to provide instant solutions wiogmer members require assistance (i.e.,
Subjective Norm). Thus, H2 and H3 are proposedlésis, and the research framework
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Is shown in Figure 1.

H2: In a Mobile Virtual Community (MVC), Group Normsignificantly and
positively influences Social Identity.

H3: In a Mobile Virtual Community (MVC), Social ldéty significantly and
positively influences Subjective Norm.

Sense of Mobile Virtual
Community (SOMVC)

Membership (M)

Social Influence Factors

Social Subjectiv Integration and Community
Identity e Norm Fulfillment of Loyalty
(sl (SN) Needs (IFN) (G

Shared Emotional
Connection (SEC)

H5e

obile Connection ayd
Communication
(MCC)

_________________

Figure 1: Research Framework

Blanchard and Markus (2004) proposed the “Procebgewhich the Sense of
Virtual Community develops” They suggested thativitilals may create their own
Social Identity by posting a message. Once their 8acial Identity is created, they are
willing to comply with strong norms in the VC (i,eSubjective Norm) to earn other
members’ trust, resulting in SOVC. Blanchard (2068)cated that, after members create
their own Social Identity, they comply with the nom the VC (i.e., Subjective Norm) to
produce SOVC. Thus, Subjective Norm may positivefjuence SOVC.

For this study, we applied the aforementioned stdin VCs to MVCs, and
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proposed that through the processes of internadizéiie., Group Norm), identification
(i.e., Social ldentity), and compliance (i.e., Sadtjve Norm), individuals in an MVC
may produce SOMVC; that is, by using mobile Intért@ participate in a VC,
individuals produce a sense of belonging toward\e(i.e., Membership), perceive
having an influence on the community (i.e., Inflae)y are satisfied with individual and
group needs (i.e., Integration and Fulfillment afeds), produce emotional bonds (i.e.,
Shared Emotional Connection), and perceive thay tben connect with the VC
uninterruptedly, anytime and anywhere (i.e., Molllennection and Communication).
Thus, H4 is proposed as follows:

H4: In a Mobile Virtual Community (MVC), Subjectividorm significantly and

positively influences Sense of Mobile Virtual Commity (SOMVC).

H4a: In a Mobile Virtual Community (MVC), SubjecéNorm significantly
and positively influences Membership.

H4b: In a Mobile Virtual Community (MVC), SubjecéviNorm significantly
and positively influences Influence.

H4c: In a Mobile Virtual Community (MVC), SubjecgéviNorm significantly
and positively influences Integration and Fulfilimef Needs.

H4d: In a Mobile Virtual Community (MVC), SubjecgviNorm significantly
and positively influences Shared Emotional Conecti

H4e: In a Mobile Virtual Community (MVC), SubjecévNorm significantly
and positively influences Mobile Connection and @umication.

2.6 Community Loyalty

Community Loyalty can be defined as the degree hiwhva member promotes a
community to get new members to join and talks albloel benefits of this community
(Lin et al. 2009; Srinivasan et al. 2002). It istical for a VC to develop members’
community loyalty because a VC is akin to a type-skrvice, in which experiences of
interpersonal interactions among members are amadipg characteristic (Shen et al.
2010). Community Loyalty is also a critical factor a successful VC (Flavian et al.
2006) and a sustainable competitive advantagdécommunity (Lin et al. 2009).

Kim et al. (2004) proposed that SOVC, which cordgathe four dimensions,
Membership, Influence, Integration and Fulfillmesft Needs, and Shared Emotional
Connection, positively influences Community Loyakkym, Yang and Kim (2009) found
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that SOVC positively affects Community Loyalty. @en studies have also suggested
that members’ SOVC positively influences their Commity Loyalty (Koh & Kim 2003;
Lin et al. 2009; Pai & Tsai 2011).

In addition, Lin (2008) and Shen et al. (2010) aadéed that sense of belonging is the
determinant of member loyalty in a VC. The interatt between members facilitates the
enhancement of Community Loyalty (Frank 1997; Ltiale2009; Srinivasan et al. 2002).
Lin (2010) and Shen et al. (2010) also indicatedt th positive social interaction
experience is a critical factor in producing Comityhoyalty.

For this study, we applied the aforementioned s&idn VCs to MVCs. We propose
that using mobile Internet to participate in a \&Sults in a greater sense of belonging
toward the VC (i.e., Membership), a higher levepefception regarding the influence on
the community (i.e., Influence), a higher levelsatisfaction with individual and group
needs (i.e., Integration and Fulfillment of Nee@shjgher level of emotional bonds (i.e.,
Shared Emotional Connection), and a greater abiidy connect with the VC
uninterruptedly, anytime-and-anywhere (i.e., Molfilennection and Communication),
thereby producing a higher level of Community Layalhus, H5 is proposed as follows:

H5: In a Mobile Virtual Community (MVC), Sense ofdiile Virtual Community

(SOMVC) significantly and positively influences Comanity Loyalty.

H5a: In a Mobile Virtual Community (MVC), Memberghsignificantly and
positively influences Community Loyalty.

H5b: In a Mobile Virtual Community (MVC), Influencsignificantly and
positively influences Community Loyalty.

H5c: In a Mobile Virtual Community (MVC), Integrath and Fulfillment of
Needs significantly and positively influences Conmityi Loyalty.

H5d: In a Mobile Virtual Community (MVC), Shared Btional Connection
significantly and positively influences Communitgyalty.

H5e: In a Mobile Virtual Community (MVC), Mobile @mection and
Communication significantly and positively influessec Community
Loyalty.

3. Method
3.1 Research Design

On the basis of past studies (Chi 2011; Chu 20bbaih & Boyd 2004; Ellison et al.
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2007; Institute for Information Industry 2012; Jiad. 2010; Kim 2007; Wellman et al.
2001), we surveyed Facebook users who are alsegeoltudents for the following
reasons:

First, based on the statistics of the Taiwaneskialffresearch unit, Institute for
Information Industry (2012), 71.3% of Internet sém Taiwan are Facebook users.
Certain studies that have presented discussioN&aror social networking service have
surveyed Facebook users as research samples ({1hi@6u 2011; Donath & Boyd 2004;
Ellison et al. 2007; Ji et al. 2010; Kim 2007; Wedin et al. 2001).

Second, Pelling and White (2009) proposed a corspamvith the other groups, and
a college student group is more appropriate forpsiagn social networking community
research because college students usually speredtima daily participating in a social
networking community. Chu (2011) indicated thabldege student group that positively
participates in Facebook enjoys social interagtivithi (2011) recruited college students
as samples to discuss the community behavior oelfeak. Moreover, in Taiwan, the
official research unit, Institute for Informatiomdustry (2013), found that college
students are the main segment for mobile Interset u

We developed a measurement (Study 1) and an inéeg®MVC model (Study 2)
according to the following sampling criteria: (agrpcipants were college students; (b)
participants were Facebook users; (c) participaovsmed mobile devices (e.g., a
notebook computer, smart phone, or tablet compwt@éh 3G or 4G mobile Internet
provided by Teclecom, enabling uninterrupted Inééraccess, anytime-and-anywhere
(those who used Internet only through Wifi wereleded because the Wifi coverage rate
in Taiwan does not reach 100%, which may inhibg #bility to use the Internet
uninterruptedly, anytime-and-anywhere).

Participants were asked to target the “group” agy’ that they participate in, pay
attention to, or browse, or whether they postedsamgss recently on Facebook by using
mobile Internet, and then to respond to the questioe.

Thus, we recruited Facebook users who were alsiegmolstudents in Taiwan
through convenience sampling. We conducted foundswf surveys: the first survey
involved 119 participants (60 men and 59 women) wiere subject to Exploratory
Factor Analysis (EFA) in Study 1; the second sunveylved 185 participants (94 men
and 91 women) who were subject to Confirmatory éia&halysis (CFA) in Study 1; the
third survey involved 123 participants (65 men &8dvomen) who were subject to EFA
in Study 2; and the last survey involved 203 paréints (105 men and 98 women) who
were subject to CFA and Structural Equation Modg(iBEM) in Study 2.
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The gender distribution in the four surveys wengilgir to that of the statistics of the
Institute for Information Industry (2014) (i.e., bite Internet users in Taiwan) and the
International Telecommunication Union (2013) (i.énternet users in developed
countries).

3.2 De€finitions and M easures

We developed a measurement (Study 1) and integ&@dVC model (Study 2).
The full measurement items are provided in Subsest.1 and 4.2.

We defined SOMVC as using mobile Internet to paréite in a VC, the feeling
members have of belonging to the community, théeebéhat members matter to one
another and to the community, and a shared fa#httieir needs are met through their
commitment to the community (Abfalter et al. 20Btanchard 2007; Blanchard 2008;
Blanchard & Markus 2004; Ellonen et al. 2007; Kohk8m 2003). In Study 1, we
referred to past studies and concluded the five 8OMimensions (Table 1):

Membership refers to, when using mobile Interngiddicipate in a VC, members’
self-reinforcing boundaries, emotional safety, peed investment, a sense of belonging,
and a common symbol system (Abfalter et al. 2012MWan & Chavis 1986; Obst &
White 2004). We developed the items on the basiddlter et al. (2012).

Influence is defined as, when using mobile Intetagtarticipate in a VC, members’
perception of the impact on the community as weslltlze amount of influence the
community has over individual members (Abfalteale012; McMillan & Chavis 1986;
Obst & White 2004). We developed the items on thsidof Abfalter et al. (2012).

Integration and Fulfillment of Needs can be defiasdwhen using mobile Internet
to participate in a VC, members perceive that tap be fulfiled through their
membership status, success of the community, amgehceived competence of other
members (Abfalter et al. 2012; McMillan & Chavis8® Obst et al. 2002). We
developed the items on the basis of Abfalter ef28112)

Shared Emotional Connection is defined as, whemgusnobile Internet to
participate in a VC, members develop close relatigrs and strong bonds (Abfalter et al.
2012; McMillan & Chavis 1986). We developed theriteon the basis of Abfalter et al.
(2012)

Mobile Connection and Communication can be defiasd when using mobile
Internet to participate in a VC, members perceivihgt they are able to connect
uninterruptedly and communicate with other memizangime and anywhere (Kim &
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Garrison 2009). We developed the items on the ledd{sm and Garrison (2009).

Study 2 contained the five dimensions of SOMVC,iaomfluence factors (i.e.,
Group Norm, Social Identity, and Subjective Normjd Community Loyalty. Group
Norm indicates an agreement among members regattiegy shared goals and
expectations (Shen et al. 2011; Zhou 2011); Sadeitity refers to one’s conception of
the self regarding a relationship to another pessaroup (Shen et al. 2011; Zhou 2011);
Subjective norm can be defined as the effect ohisa@ant others’ opinions on an
individual’s behavior (Zhou 2011). We developediteens of social influence factors on
the basis of Shen et al. (2011) and Zhou (2011).

Community Loyalty refers to the degree to whichenmber promotes a community
to convince new members to join and talks aboub#reefits of the community (Lin et al.
2009; Srinivasan et al. 2002). We developed tmgten the basis of Lin, Hung and Chen
(2009).

4. Results
4.1 Sudy 1. Measurement of SOMVC

The objective of Study 1 was to develop the measeant for SOMVC. Abfalter et
al. (2012) developed a 15-item SOVC scale on theslmd the SCI by Chavis et al. (1986)
and the Modified Sense of Community Index (SCI2havis et al. (2008). We used the
15-item SOVC scale by Abfalter et al. (2012) andluded the four-item Mobile
Connection and Communication measures by Kim andigéa (2009) to develop our
SOMVC scale.

This study used 119 samples for the first survesptaluct EFA, and excluded items
with a factor loading less than 0.5 (Duhachek 26@ndelman & Arnold 1999; Menon
et al. 1999). The findings revealed five factorse Driginal four-item mobile Connection
and Communication Measures by Kim and Garrison§2@@re extracted into one factor,
and we named it “Mobile Connection and Communicdtidhe other items were
extracted as four factors that were consistent thighscale by Abfalter et al. (2012), but
two items in Integration and Fulfillment of Needsdatwo items in Shared Emotional
Connection were excluded because the factor loadimge less than 0.5.

This study then used the 185 samples from the semmvey to conduct CFA. Table
2 lists the CFA results, and the measurement nfmdeided an acceptable fit according
to traditional fit indicesy?/df = 1.17; GFI = .94; AGFI = .91; NFI = .98; NNEI.99; CFI
=.99; RMSEA = .03).
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Table 2: Confirmatory Factor Analysis—Measuremdr$OMVC

Factors/ltems L';Z(éti?]; t-Value | CR|AVE
By using mobile Internet to participate in this gpofor page), | feel...
Member ship (M)
gg:&anggrog:gé)needs of mine met because | amgbdinis 87 14.70 871 69
When | have a problem, | can talk about it withnmbers of thig 91 15.70
group (or page)
ngglzle in this group (or page) have similar nepdstities, ang 90 15.36
Influence (1)
Most group (or page) members know me 73 10.58 .88
| can trust people in this group (or page) .86 762.
Integration and Fulfillment of Needs (IFN)
Fitting into this group (or page) is importantne .86 14.04 .92 .79
gglr:/(;{je is a problem in this group (or page), rhems can get it 89 15.00
This group (or page) has good leaders .84 13.74
Shared Emotional Connection (SEC)
:haeannh other community members a lot and enfjeing with 71 18.88 94 88
It is very important to me to be a part of thisyp (or page) 91 15.69
Members of this group (or page) care about eduoérot .90 15.31
Mobile Connection and Communication (M CC)
More connected to other members .95 17.23 .989
| have many incoming contacts from other members 92 . 16.28
| can connect and communicate with other memhegyrsrae .92 16.36
| can connect and communicate with other membgre/lere 74 11.63
Inter-Correlation M I IFN SEC MCC |Goodness- y* = 93.21 p = .15)
and the Square 83 of- df =80
Root of the AVE | 60 90 Fit Index 2df = 1.17
IFN .59 .63 .89 GFIl =.94; AGFI = .91
SEC .61 74 .67 94 NFI =.98; NNFI =.99
MCC .54 .62 .54 .62 .95 CFI =.99; RMSEA = .08

Convergent validity was assessed by examining venedh factor loadings were
significant and >.50; Average Variance ExtractedEA> .50 (Fornell & Larcker 1981).
The results revealed that all factor loadings werB0 ( < .01) and had an AVE > .50
(Table 2). The correlation estimates between amyfagtors were< .85, and the square
root of the AVE for the factor was > its correlaitsowith other factors (Table 2), which
satisfies the test for discriminant validity (Foiin& Larcker 1981). Table 2 shows
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Composite Reliability (CR) > .60, indicating thdwet five constructs had satisfactory
levels of internal consistency (Hair et al. 1998).

We then compared the one-factor model, two-factodeh and five-factor model of
the SOMVC measurement. In the one-factor modeladdressed SOMVC as a single
factor (15 items). In the two-factor model, becausetain studies (Blanchard 2007;
Blanchard 2008; Tonteri et al. 2011) have addreS&®UC as a uni-factor, this model
contains two factors, which are SOVC and Mobile @mtion and Communication.
Regarding the five-factor model, certain studiegehaddressed SOVC as four factors
(i.e., Membership, Influence, Integration and Himfent of Needs, and Shared
Emotional Connection) (Abfalter et al. 2012; Kim at 2004; Obst & White 2004,
Peterson et al. 2008). Therefore, we included emtdit factors (i.e., Mobile Connection
and Communication) and devised a five-factor mogahble 3 shows that the five-factor
model had a more acceptable model fit compared twétothers models.

Thus, we developed a 15-item measurement of SOMM@ich included
Membership (three items), Influence (two items}egmation and Fulfillment of Needs
(three items), Shared Emotional Connection (thtexms), and Mobile Connection and
Communication (four items). Thus, H1 was supported.

Table 3: Comparison of SOMVC Measurement Model

GOO?:j:)j_Of_flt One-Factor Model | Two-Factor ModeP | Five-Factor Modef
7 5174.67p=.00) | 3354.56K=.00) 93.21f = .15)
y2df 54.47 36.86 1.17
GFI 21 .29 .94
AGFI .003 .066 91
NFI .55 .68 .98
NNFI 51 .65 .99
CFlI .56 .69 .99
RMSEA .54 44 .03
References Blanchard (2007);/Abfalter et al.
Blanchard (2008); [(2012); Kim et al.
Tonteri et al. (2011)|(2004); Obst and
White (2004);
Peterson et al. (2008)

Not€ : SOMVC is a single factor
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®: SOMVC includes two-factors (SOVC and Mobile Coctien and Communication)
¢: SOMVC includes five-factors (Membership, Infloen Integration and Fulfillment of Needs,
Shared Emotional Connection, and Mobile Connectrmh@ommunication)

4.2 Sudy 2: Integrated M odel of SOMVC

The objective of Study 2 was to develop an integtz&80MVC model. This study
used SEM to test the hypotheses after conductidgael CFA.

This study used 123 samples from the third sureegonduct EFA, and excluded
items with a factor loading less than 0.5 (Duhach@®5; Handelman & Arnold 1999;
Menon et al. 1999). The findings revealed ninedextThe 15-item SOMVC was also
extracted into five factors, which were consissith that reported in Section 4.1.

This study then used 203 samples from the fountheguto conduct CFA. Table 4
lists the CFA results, and the measurement moadeiged an acceptable fit according to
traditional fit indices ;(Zldf = .86; GFI = .92; AGFI = .89; NFI = .99; NNFI 89; CFI
=.99; RMSEA = .001).

Convergent validity was assessed by examining venedh factor loadings were
significant and > .50; AVE > .50 (Fornell & Larck&®81). The results revealed that all
factor loadings were > .5(p < .01) and had an AVE > .50 (Table 4). The correfat
estimates between any two factors wer85, and the square root of AVE for the factor
was > its correlations with other factors (Tablethus fulfilling the test for discriminant
validity (Fornell & Larcker 1981). Table 4 shows CR.60, indicating that the five
constructs had satisfactory levels of internal iaacy (Hair et al. 1998).

Table 4: Confirmatory Factor Analysis—Integratedddbof SOMVC

Factors/Items Liaafjtl‘;; t-Valud CR |AVE

By using mobile Internet to participate in this gpofor page), | feel...
Group Norm (GN)

All members in this group (or page) have a shgcsd .92 16.34 .68 | .61

Other members and | have a shared goal .88 15.22
Social | dentity (SI)

My self-image overlaps with that of other members .92 16.95| .91 | .79

| have a strong sense of belonging toward thisg(or page) .95 17.94

| am a valuable member in this group (or page) .8815.86
Subj ective Norm (SN)

Most people who are important to me think thdtdidd participate in .82 12.89.92 | .86
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CL .67 57 68 .64 .70 .64 .73 .65 .79

this group (or page)
Most people who have influence on my behaviorkhivat | should
participate in this group (or page) 79 12.24
Member ship (M)
| get important needs of mine met because | amgbainis group (or 88 1564 89| 74
page)
When | have a problem, | can talk about it withnmbers of this group
(or page) 91 16.35
People in this group (or page) have similar nepdsrities, and goalg .89 15.77
Influence (1)
Most group (or page) members know me .87 14.85 | .75
| can trust people in this group (or page) 89 3&5%
Integration and Fulfillment of Needs (IFN)
Fitting into this group (or page) is importanine .86 14.88 .92 | .80
If there is a problem in this group (or page), rbers can get it solved .89 15.60
This group (or page) has good leaders .84 14.25
Shared Emotional Connection (SEC)
| am with other community members a lot and emfjeing with them 74 12.05.94 | .88
It is very important to me to be a part of thisuw (or page) 91 16.46
Members of this group (or page) care about eduérot .90 15.99
Mobile Connection and Communication (M CC)
More connected to other members .95 18.08 .95| .90
I have many incoming contacts from other members 92 .| 17.07
I can connect and communicate with other membgysrae .92 17.05
| can connect and communicate with other membeya/laere 77 12.78
Community Loyalty (CL)
I will frequently talk to people about the benefif this group (or 97 18.200 73| 62
page)
I will actively invite my close acquaintances ¢inj this group (or 92 16.76
page)
Co:?;le;t_ion GN SI SN M | IFN SECMCC CL GO‘_’S{_‘% ’(‘;Z _25171)'44
andthe gN .78 Fit Index g4f =216
R()S&“;rfhe SI 50 .89 Idf = .86
AVE SN .66 .59 .93 GFIl =.92
M .64 54 61 .86 AGFI = .89
| .68 .64 .64 .60 .87 NFI =.99
IFN .59 53 .57 .58 .62 .89 NNFI =.99
SEC .76 .60 .71 .62 .75 .68 .94 CFl=.99
MCC 69 54 69 .51 .61 .52 .63 .95 RMSEA =.001
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Figure 2 shows the SEM results for SOMVC, and thectural model provided an
acceptable fit according to traditional fit indidgddf = 1.10; GFI = .91; AGFI = .88; NFI
=.98; NNFI = .99; CFI = .99; RMSEA = .022). Hypetis testing was as follows:

Sense of MobileVirtual
Community (SOMVC)

Membership (M)

26% \.20 *
1
1
|
e 1 1
! Social | nfluence Factors ' v '23
! /.22 .
1 1 1
1 \ : :
1
' Group Social Subjective | 24 ! In ; |18 *
. . tegration an .18
' Norm (GN) Identity (SI) Norm (SN) | Fuhgllment of . :
1
: : 29 ;«* Needs (IFN) : 26 %
| | |
T CLERETCEEEEREEEEES. : :
1
Note?: y? = 249.15 p = .15); df = 2264%/df = 1.10; i\ Connection (SEC |
GFI =.91; AGFI = .88; ! '
NFI = .98; NNFI = .99; 36 ek \ '

CFI =.99; RMSEA = .022 .20*

P.*p< .05 * p<.01;p<.001

__________________

Figure 2: Structural Equation Model of SOMVC

Group Norm significantly and positively influenc8dcial Identity (path coefficient
= .67,p < .001); thus, H2 was supported. Social Identignisicantly and positively
influenced Subjective Norm (path coefficient = .@'% .001); thus, H3 was supported.

Subjective Norm significantly and positively influged Membership (path
coefficient = .26p < .05), Influence (path coefficient = .22,< .05), Integration and
Fulfillment of Needs (path coefficient = .28< .05), Shared Emotional Connection (path
coefficient = .29p < .01), and Mobile Connection and Communicaticatifpcoefficient
=.36,p < .001); thus, H4a, H4b, H4c, H4d, and H4e weppstued.

Membership (path coefficient = .2p,< .05), Influence (path coefficient = .23,
< .05), Integration and Fulfillment of Needs (patbefficient = .18,p < .05), Shared
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Emotional Connection (path coefficient = .26< .05), and Mobile Connection and
Communication (path coefficient = .20 ,< .05) significantly and positively influenced
Community Loyalty; thus, H5a, H5b, H5¢, H5d, andeHgere supported.

We additionally discussed the direct and indirdfetots between variables (Table 5).
For the relationships between the three socialémite factors (i.e., Group Norm, Social
Identity, and Subjective Norm), the results revedlet the direct effect of Group Norm
on Subjective Norm was significant (path coefficien.53,p < .001), and the indirect
effect of Group Norm on Subjective Norm was sigrafit (path coefficient = .18
< .001); thus, the effect of Group Norm on SubjextNorm is partially mediated by
Social ldentity.

For the relationships between social influencediacand SOMVC, the direct effect
of Group Norm on Membership was significant (patkfticient = .38p < .001), and the
indirect effect of Group Norm on Membership wasgigant (path coefficient = .2&
< .001); the direct effect of Group Norm on Infleenwas significant (path coefficient
=.41,p<.001), and the indirect effect of Group Normlnfiuence was significant (path
coefficient = .32,p < .001); the direct effect of Group Norm on Int&gpn and
Fulfillment of Needs was significant (path coeféiot = .37,p < .001), and the indirect
effect of Group Norm on Integration and Fulfillmeoit Needs was significant (path
coefficient = .28,p < .001); the direct effect of Group Norm on Shakedotional
Connection was significant (path coefficient = .pZ .001), and the indirect effect of
Group Norm on Shared Emotional Connection was Sagmt (path coefficient = .31
< .001); the direct effect of Group Norm on Mol@lennection and Communication was
significant (path coefficient = .43, < .001), and the indirect effect of Group Norm on
Mobile Connection and Communication was signifiqgatth coefficient = .34 < .001).
Therefore, the effect of Group Norm on SOMVC istiagdly mediated by Social Identity
and Subjective Norm.

The direct effect of Social Identity on Membershias significant (path coefficient
= .15,p < .01), as was the indirect effect of Social Iignbn Membership (path
coefficient = .07p < .05); the direct effect of Social Identity orfllience was significant
(path coefficient = .24y < .001), as was the indirect effect of Social titgron Influence
(path coefficient = .06p < .05); the direct effect of Social Identity ortdgration and
Fulfillment of Needs was significant (path coeffiot = .17p < .01), as was the indirect
effect of Social Identity on Integration and Fuifient of Needs (path coefficient = .G,
< .05); the direct effect of Social Identity on $&wh Emotional Connection was
significant (path coefficient = .1H,< .01), as was the indirect effect of Social ldgrdn
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Shared Emotional Connection (path coefficient 5 g8 .05); the direct effect of Social
Identity on Mobile Connection and Communication vegnificant (path coefficient
=.11,p < .05), as was the indirect effect of Social ligrmn Mobile Connection and
Communication (path coefficient = .10< .01). Therefore, the effect of Social Identity

on SOMVC is partially mediated by Subjective Norm.

Table 5: Structural Equation Model of SOMVC—Dirextd Indirect Effectd”

Dependent Integrgtion shared |c Mobile
Variables ?\;l:)cilrjr? Sgr?t'%l, Su,\kl)é?%we Memé)ersh Influence Fulfﬁ?ment Emo?iroenal Onanr?dcu_or
of ConnectionCommunica
Needs tion
Independent  path Path Path Path Path Path Path Path
Variables \| Coefficient| Coefficient| Coefficient| Coefficient| Coefficient| Coefficient| Coefficient| Coefficient
Social Identity (SI)
Direct Effect .67 ***
Indirect .
Effect
Total Effect | .67 ***
Subjective Norm (SN)
Direct Effect) .53 *** 27 ***
Total Effect | .71 *** 27 ***
Membership (M)
Direct Effec .38 *** .15 ** .26 *
ndirect 28 | 07*
Total Effect | .66 *** Vo ddd .26 *
Influence (1)
Direct Effect .41 *** .24 *** 22
Indirect 320 | 06+
Total Effect | .73 *** .30 *** 22
Integration and Fulfillment of Needs (IFN)
Direct Effec .37 *** A7 ** 24 *
ndirect 28 | 07*
Total Effect | .65 *** 24 ¥ 24 *
Shared Emotional Connection (SEC)
Direct Effect .52 *** .15 ** .29 **
Indirect 31 | 08+
Total Effect | .83 *** 23 ** .29 **
Mobile Connection and Communication (MCC)
Direct Effect .42 *** A1+ .36 ***
indirect | ggum | 10w | -
Total Effect | .76 *** 21 *x* .36 ***
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Community Loyalty (CL)

Direct Effect .01 .01 .13 20 * 23 * .18 * .26 * 20 *

Indirect 88 %% | 29w | 30w

Total Effect | .89 *** .30 *+* 43wk 20 * 23 * A8 * 26 * 20*

Note®: y? = 249.15 p = .15); df = 226y%df = 1.10; GFI = .91; AGFI = .88; NFI = .98; NNFI.99; CFI = .99;
RMSEA = .022

P:* p<.05;* p<.01;p<.001

For the relationships among social influence fagt&@OMVC, and Community
Loyalty, the direct effect of Group Norm on Commynioyalty was non-significant
(path coefficient = .01p > .05), whereas the indirect effect of Group Noom
Community Loyalty was significant (path coefficient88,p < .001); thus, the effect of
Group Norm on Community Loyalty is fully mediateg Bocial Identity, Subjective
Norm, and SOMVC. The direct effect of Social ldgntbn Community Loyalty was
non-significant (path coefficient = .0p,> .05), whereas the indirect effect of Social
Identity on Community Loyalty was significant (patbefficient = .29p < .001); thus,
the effect of Social Identity on Community Loyai$yfully mediated by Subjective Norm
and SOMVC. The direct effect of Subjective Norm @ommunity Loyalty was
non-significant (path coefficient = .18,> .05), whereas the indirect effect of Subjective
Norm on Community Loyalty was significant (path fméent = .30,p < .001); thus, the
effect of Subjective Norm on Community Loyalty islly mediated by SOMVC. The
results emphasized the critical role that SOMVG/plia the relationship between social
influence factors and Community Loyalty; in otheonds, social influence factors must
be fully mediated by SOMVC, and then influence Camity Loyalty.

5. Discussion
51 Summary of Findings

Mobile Internet has changed the way people pagtein VCs (Chang et al. 2015).
Through mobile Internet, people are able to paditg wirelessly in VCs, irrespective of
time and place (Chae et al. 2002), thus resultinge MVC concept (Huang & Liu 2011;
Jen 2010; Nysveen et al. 2005; Zhang et al. 2B&hause SOVC is a critical factor for a
successful VC (Blanchard & Markus 2004; Elloneralet2007; Koh & Kim 2003), to
understand the behavior of member participationam MVC, we developed a
measurement (Study 1) and integrated model (Stydy QOMVC.



364 EEEER F+=%5 F=H

For the SOMVC measurement (Study 1), we defined SOMs the means of using
mobile Internet to participate in a VC, the feelthgt members have of belonging to the
community, the belief that members matter to oratlaer and to the community, and a
shared faith that their needs are met through twinmitment to the community. By
conducting EFA and CFA, we developed a 15-item mmegsent of SOMVC that
includes five dimensions: Membership (3 items)Juefnce (2 items), Integration and
Fulfillment of Needs (3 items), Shared Emotionaln@ection (3 items), and Mobile
Connection and Communication (4 items).

For the integrated SOMVC model (Study 2), this gtudrified that, through the
process of social influence, social influence fextignificantly and positively affected
SOMVC, and subsequently significantly and positnvefluenced Community Loyalty.
The results are summarized as follows: Group Norgmificantly and positively
influenced Social Identity; Social Identity sigwe#intly and positively influenced
Subjective Norm; and Subjective Norm significanthnd positively influenced
Membership, Influence, Integration and Fulfilmeaf Needs, Shared Emotional
Connection, and Mobile Connection and Communicatibtoreover, Membership,
Influence, Integration and Fulfillment of Needs,agd Emotional Connection, and
Mobile Connection and Communication significantlynda positively influenced
Community Loyalty.

This study proposed that people may use mobileriateanytime-and-anywhere, to
participate in a VC uninterruptedly, to receivetamd updates regarding the community,
and to attempt to internalize the community goahwheir own belief (i.e., Group Norm).
When a user’s values are consistent with thosaharaommunity members, he or she
attempts to use mobile Internet to interact fregyenith other members, to ensure a
high level of similarity with other members, to rease the attachment and sense of
belonging toward the community, to create valueardigpg his or her importance in the
community, and to develop his or her self-identitthe community (i.e., Social Identity).
Once Social Identity has been developed, usersattaynpt their best to comply with
other members’ expectations and norms. For exartgpéejoid being potential members,
they may be requested to use mobile Internet taigeggmmediate personalized feedback
or to provide instant solutions when other memlrecgiire assistance (i.e., Subjective
Norm).

Moreover, social influence factors may produce ghHevel of SOMVC; that is,
through internalization (i.e., Group Norm), ideit#tion (i.e., Social ldentity), and
compliance (i.e., Subjective Norm) in the socidluence process, people may perceive



Sense of Mobile Virtual Community (SOMVC): Measukmand Integrated Model 365

that using mobile Internet to participate in a \M@&spective of time and place, produces
a sense of belonging toward the VC (i.e., Membgjshind they may perceive having an
influence on the community (i.e., Influence), ta@sying of individual and group needs
(i.e., Integration and Fulfillment of Needs), tlerhing of emotional bonds (i.e., Shared
Emotional Connection), and that they are able tneot with the VC uninterruptedly,
irrespective of time and place (i.e., Mobile Cortrmtand Communication).

Finally, when members have a higher level of SOM¥YQgyreater willingness is
generated to discuss the benefits of the VC angramote the VC to convince new
members to join (i.e., Community Loyalty).

5.2 Theoretical Contributions

The theoretical contributions of this study aréadlews: the measurement (Study 1)
and the integrated model (Study 2) of SOMVC.

First, the SOC concept has been widely discusse@pplied since the 1980s. With
the growth of the Internet, the SOVC has been dised since the 2000s. However, our
findings revealed that, with mobile Internet becogincreasingly popular, a few studies
have discussed SOMVC. Unlike traditional Internehobile Internet has the
characteristics of perceived ubiquity and perceneathability (Kim & Garrison 2009),
and thus, the behavior of using mobile Interngiddicipate in a VC (i.e., MVC) may be
unique. Because SOC plays a critical role in theroanity, we first introduced the
concept of SOMVC and developed its measurementtemd the traditional SOC to the
mobile Internet environment.

Second, certain studies have proposed that SOGrisical factor for a successful
community (Blanchard & Markus 2004; Ellonen et2007; Koh & Kim 2003; Sarason
1986). Thus, we first constructed the integrateddeho(i.e., antecedents and
consequences) of SOMVC to understand the positiveomes (e.g., Community
Loyalty) of SOMVC and the factors (e.g., socialueice factors) that induce a feeling of
SOMVC.

This study also defined the role of SOMVC during fitrocess of socialization for
MVCs. Our results indicated that SOMVC occurs ia ldist stage of the social influence
process; that is, Subjective Norm influences Sotdaintity and Group Norm, and
subsequently affects SOMVC. Our findings also reagtthat SOMVC fully mediates the
relationship between social influence factors anth@unity Loyalty, emphasizing the
critical role of SOMVC in the relationship betweewcial influence factors and
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Community Loyalty.

5.3 Managerial Implications

Increasingly more companies are exploring how ganize and manage their VCs
(Bagozzi & Dholakia 2002; Balasubramanian & Maha@®91; Dholakia et al. 2004a).
By managing a VC, companies are able to influenmesemers’ decisions, quickly
express the concepts of new products to consurdrslgkia & Bagozzi 2001), and
actively interact and communicate with customersdévelop a positive customer
relationship (Dholakia et al. 2004a).

Unlike the traditional SOVC, SOMVC has the chargsties of perceived ubiquity
and perceived reachability, which facilitate clasenmunication between people as well
as active participation in a VC. Therefore, thedua (or brand) sellers or VC owners
must not only improve their web design of the V@ also expend effort to develop a
mobile webpage or mobile marketing (e.g., busireess community applications) to
create additional opportunities to communicate wittiual community members or
consumers.

This study verified that SOMVC positively influerccemembers’ Community
Loyalty; thus, enhancing SOMVC is crucial for pratigor brand) sellers or VC owners
in maintaining their business or community. Becawsefound that social influence
factors lead to an increased SOMVC, this study @sed ways to increase social
influence factors: first, product (or brand) sedler VC owners must strengthen specific
topics, purposes, values, and the vision of thet&@ternalize them as members’ (or
consumers’) beliefs (i.e., Group Norm). Seconds ipossible to design a feedback or
recommendation mechanism in the VC to increasemetwnders’ Social Identity. For
active recommenders, it is possible to provide thvéith incentives to facilitate their
enthusiasm to participate and invite newcomers,(aftgr thumbing, recommenders can
take their smart phone to a brick-and-mortar stomeceive a discount). Finally, leaders
are necessary in a community because they canlisstabmmon norms and rules, and
then influence members (or consumers) to partieipatthe community (e.g., request
instant member responses or feedback and avoidg beatential members; i.e.,
Subjective Norm); Moreover, it is also possiblé&ve opinion leaders promote a product
or brand to members (or consumers).
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5.4 Limitationsand Future Research

The limitations and future research of this study be discussed in three ways: (a)
samples and sampling, (b) the type of community,(ahthe research framework. For the
samples and sampling, on the basis of past st(@@s2011; Chu 2011; Donath & Boyd
2004; Ellison et al. 2007; Institute for Informatibndustry 2012; Ji et al. 2010; Kim 2007;
Wellman et al. 2001), we recruited college studémtsurveys. Moreover, because the
sampling framework of Facebook users is difficult tinderstand, we adopted
convenience sampling. Future studies can seleatr ategments and use random
sampling.

Regarding the type of community, Armstrong and H&t@96) indicated four types
of VCs (i.e., transactions, interest, fantasy, aathtionship). The Facebook users
recruited for this study belong to the relationstyipe. Future studies can select other
types of VCs to develop an integrated SOMVC modedampare the integrated model
between different types of VCs.

For the research framework, McGuire (1968) and &mar Netemeyer and Teel
(1989) have indicated that the perception of irdinals toward social influence is
influenced by Susceptibility to Interpersonal Ifhce, which can be defined as the need
to identify with or enhance a personal image onliasis of the opinion of others by
acquiring and using products and brands, therelmodstrating a willingness to conform
to the purchasing expectations of others or tonlesyout products and services by
observing or seeking information from others (Bearét al. 1989). Thus, susceptibility
to interpersonal influence may moderate the effiésbcial influence factors on SOMVC,
and future research can include it in the integratedel.
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