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Abstract

The purpose of this paper is twofold: (1) to investigate how the online communities of restaurants affect
the members and create the value by exploring some desirable member behaviors related to the membership,
and (2) to examine the possible moderating effect of topie involvement on a member behavior paradigm. The
sense of membership was propesed as a prerequisite determinant of two basic member behaviors (i.e.,
purchase-related behavior and group-related behavior). Results of this study confimed that the level of a
member’s sense of membership had a positive effect on his/her member behaviors. The topic involvement
levels of a member was further revealed to strengthen the magnitudes of the proposed relationships. Highly
involved members were more likely to engage in both purchase-related behavior and group-related behavior
when they were attached to their communities.
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dle] «qlul 7], v A 9)zte] nju} B, VIPS
©] ‘First birth’, F=THFFAKKTO)Q] 3 AF
UE| ‘Koreataste’ 5°] 1 T& ozt & 4+ 9o}
£33 FYso] vkt He s Fele AAF 9
A7 E =3 220l ARUEE AP &
FeAY AR TdgeaN o s4] V)
A3 9 & v 5 gtkLee HY 2007; Jin YH
2004). A& Exp9A, ARUVET S2lolvt oA
d B FAC] e T S SR
AR o R FAEE 12 uf 27]YL oln
Al BB o2zt zdd A 28 & Jo
3EE o] ARUACIAE 2] 2
A A avatEe] & Ao
o] Fgs] metd 4 QU dch e o F
Bt o &89 vtz ARUE] 2l g4
ol gk A3 Hreference group) 2. 2412] A
34 d&ZH(social influence)elzt & + )
(Bagozzi RP & Dholakia UM 2006). Yutx o g
AFUE dellA o]Rofx= 29 3] AR A
FEAE-E e FLEA ARYE B
4% 7H(sense of belonging)& 2HA| st oj2ig
28-S AR A3 FAE Kol FdE
ol AFYA L 9u] gl FRYCR PolE
olAl & Holth A3t AP E-L o8 7
A B3 Al Bz i Qlalg uh
A =g e s gHde drdke 59 3
4 JiANRIS e A Peolvt ARYE 2F
o4 P dIHE w3 5 A "ok
ey olEgt fa7igie) wiA YA BT
2] 7iQl g g AREe] gk
et olslle AR o] FojA 1 YA & &
2t} Williams RL & Cothrel J (1999)2 tj5-3e
71950 AFYEIY Y E S 7 (networking)
Hoe ARUHE B3l 42 & e v
Aol Mo &7 Feo B} B TS
Ue= AFsPAA AFUEIY A 7HA]
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£ dlolA v]EE-& G35 o|n| BleA &
oke] o2} dFE(ie., Carlson BD et al 2008; Hsu
SL & Liao YC 2007; Kuenzel S & Halliday SV
2008)°] S LE] i 22l AFYY T
o} dAale] A4p7t = 392 4(sense of member-
shipyoll A ¥I2E & AFetn 2 2 HA4 3
Eutg-o 2 vhekdt 31918 E(member behavior)
o] AL Fo ZA #AYE zu sl=d et
o 9l4) ARYE TFH AFEL TR 4
FiE AT ey LTS

FAlo g @ ARUEY LS A= A o
1 A XS Aotk

b B dFoMe 221l 94 AFUE
Y e e ay Yy Ee] WA
E Aoz 71l 3ol it o4 AR
Elo] g AAHo R gl Bax} gk
vk vk FAEol 1 AAFQ oldlE s 3
A3 =& Bagozzi RP & Dholakia UM (2006)°]
AAZE AL o ol #E P AFYE
FFo 2F B P59 F 7 FFELE A
sl9on sldgel QIS wtet A3 &
Fap Wgol 9 § Utk 748 st
o4 AFUE g A Bl e FAH
o] S(topic involvement)®] A&3¥ sl FH
Aol tig 24 & 3K (moderating effect)yE AT E.
ATt

I. OI=& Hi&

oal#A 22l ARE o] afele 3lY
o4l e Adrtel o P aA Ll 7PFERI
A A9 Blgle) Zh= AlelA] foizk(psychological
attachment) .2 3 oj=lojd 4 it 2502 9
2 Tajfel H & Turner JC (1986)° <l&f A&
A}3 R A4 o] E(social identity theory)e] Ao
2 22 WolA 7ielel A4 (dentity) S SH
Ve 3PS Awsr) el AALE Aidelth A
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A o] 8ol WEW 22 Ul9] /el 74
A A32A8S B3 Aololu|x & FAsln
A7) A g 9nl Qe FAYC R Hogto gy
&g g 9n|E A Hed FHEA
&2&57E 2 He A0S 239 ¥ (norm)
7 A (value)E WolEolA =3 2Fel Zgo] H
© 2o g $34¢ YT Hlve Aok
ol $33Q P2 457l Uit AV|FHS
22 7iQle] 2F ol oju]E Roig whEgl el
WA = FALETRS fU7t ZodFE oS
o3 Fej e AFH &8o] LA Bl o
714 F83 A2 ol Agzto] W] A
Z(perceptual)?] +F2 ov]sh= Aeo] o} 7
H & (normative)©] 1L 3 A H(emotional)Ql FE&
2% ¥3gite AQH 1 FAAE FNE &
o] &&zto] g Ule FAH it 43
o] A o]gl= Zo|thMasterson SS & Stamper
CL 2003).
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& Ashforth BE (1992)= 5% 3)(alumni)S 34
o2 g SJAEY aEho] 279 WA (pres-
tige)@ 2PEA(distinctiveness) 70Q1e] &F7)17F
(tenure)@} o] gloky 3131, Bhattacharya
CB % (1995)< vl&=# 29 (museum members)
e Wdez B47 d9 12]n 29It F
o] A&l JgE Fola 19 en, Comwell
TB & Coote LV (2005)% H19 2] TAl(nonprofit
organizations) 3|1 &9 &&zto] B &5
Zr a=la Fe] Fr)ek #¥e] Aoa ddh
At o2 FAH A} o HA Z(face-to-face)
o] Yl 23 WelMT &&7to] AR A
ZPd A AZHEL 28 ARYEY} 22
AM2E Fe 9] vtolrt SA3AA =AS B
HAet 221 AFUE S} 3ho| vjFgaFeln
WAHFo] gl 7MIF L= Adto] 281
3 3 hEo] g 2 g Bt u)¢ AA o

ghe Ziddo] 2o &5 W AL Utk dE &
o], Jang HY 5 (2007)2 3|¥ejdlo] 93¢ &
T e 22! ARUEY & AR =
FEFHRE 53 ZuU Jiuie FE A
a3)x zARle] HRFHPFo] AFHE 8493
o] =&o] Evhe A2ld H A (psychological re-
ward) 5] 4o FHH d&S v|rtn
319331, Wang Y & Fesenmaier DR (2004)= 22}
A APRE] ARUE FA o] DolAFE
259 3994 o] B A el3|dETH
AFUA I HH AL Z2A doix sie
o APFA JRYSE YFE & Fd(asocial
information gathering)7} €} 3| ¥ E7}2] #AFUA
o|Ag F = & Foi(affiliative social activities)
2 ulgo] 7itkm 31 em, Lee HY (2007)% 3
AE9 FAE 5710 T FAA R FE3}
o 1 4dAd 43FHE e des] 2
7130l 2 A Bt AFH o2 3 A|3ho]
AFE o 243 FJdod g &FsH gvta §t
%t} E3 Kim SH 5 (2009)2 FxE9] &8
AAFUE S Au] 2ol i3 FH 2 A%, &
3] ARFUEA A A (trusty’t TS B2
T PEF 3PEo] AFYEY EU(commit-
ment)3HAl Eria S EYES L5709 2
< A& ol 2 emotional attachment)© 2 ©]3}|3}
Art olME 2Rl 7HEFtA 9] 3994
EA7 ASA R HEH "t H29 IdFE
2 A7 2 & 549y ¥ F= HY
HEES sk AolA aszte] AHE €9
gozH Adsd it AFUES] JE¢H s &
s WEke 2 uo] 7ta sledl 34 F
g AL ol2idk FHoA ofslE 4 itk
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oA 3 SlhEL o] & AFolu AU g ol
st AHEsHAl Foke] et F 2006). T 3
T2 FAE B3 ARE 2588 7K A
FES WA "k ol ol T Pret XAE
Zh= A B =2 A information receiver)?] < &l
A Bloju & 24 = 2K(information leader)EA] 2}
Aol #E FEE e Y Fastn ARUE S
FH3= T Al E(citizenship behavior)S
HolA HrlHsu MH et al 2007; Wang Y & Fesen-
maier DR 2004).

olol] ##3le] Bagozzi RP & Dholakia UM
(2006)2 314 2)2& AF3 ARVE sldEo]
Holg 3|l 5S 7ARE FEE &8 )
Hxe Fojge 9 oAy 58 25 3s)
© B #A 8 5(brand-related behavior)¥} #
FuE e ARUFA A B4 9 o
& Wdske ARYE 2§ #¥ 8 E(group-
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w24 Kim KY < Kim JE (2008)& 9|2 #d 1
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A, AFulAL F BRI BAE 2ARHE
= Fdodate] dRdE AP R HoF
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FA By E(topic involvement)= Fo{xl AT}
oM B4 FA(topic)ell thall 7HQ1e] A Zste=
% 8 A(importance)°|\ #H A (relevance) 3 H
Al % (interest) 2] £EE Wi &, gt 2
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A=y AFY AFE AR R A o]
Hoie 5% A 2(genre) & 9 Y (domain)°] &
£ 297} B8 Qubo]7] o Eo|Ch(Fisher RJ &
Wakefield K 1998). ©]2i3t 532 2] ARE]
A= A Fot & el el ARY
7t 54 dagdolut S =t 54 B

=9g 2Hoz Hud &4 2 f4olghe
A 2 S04 ol % BF EFe: Az
A% Yee ¢ & Uk

P& RN HEY FARCI R dge A
PAFAe 753t AAE WA G 2
F e 2SN 75l Aol e, £

Al Fisher RJ & Wakefield K (1998)5 ~¥2 #
FUEE AN AFYE FA tig BJ=r}
& 3dE0] HARIL B Y Ed vlg) o
A2 FEe @ werka 31911, Gwinner K &
Swanson SR (2003)& A¥ 2 3 ZYIYSS v
dog 380 54 dox BAL HolAut ¥
T, o, 2T 5 B4 A¥x A2 ¢ I
Bhe A gko] Zsitta A A sHEA dxe) tiid
o] go] opd A¥ 2 27} Hojof rtm T3
3Tt AR BHE QA =EES AWy,
Kim KJ (2010)= {22 2EZo] Aulx £4
5 2 E27 v BA} Anjrle] Foja
o et gefA e e o] E4 iy vt
E4< d% =2vdn ddxn, FAEAEY
(2008)2 2B TAS) 5 v]- A P9
AZtE Al x 43 9EE AR % 7he

Sense of
membership

Topic
involvement
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1. AE Sl DM

APATEL BEUE 221 94 AFUES
P old gt HLEY FATRAE —’F—’f—
A-E dolH 114} <Fig, 1>3 2L A7 23
AATeHATE AFUES] 9FH - Y43t

| 72| FYaAF (7 BE YT vs. I
#AE YH)Ie] #AE 53 AHHE A} 3
£ FAlo g A FF v} 2
3 sldgFe] AL AEA R A &
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Group-related
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<Fig. 1> Research model
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7AFYE el disl 3deja s 2t 39
9 AAA fElE st gelo FYase
& BAsH €k ol2dt sdAFTS MUY F
o 71 £ ARYE Sl we} o8] f3o]
A YA A Fof BH Ye} 2§ BAA
Yo Yol A 4= dvkHsu SL & Liao YC,
2007; Bagozzi RP & Dholakia UM 2006). 3] 2]
A& S8 WA F7177t © s9ee 4 A
FUEWY FRE A4z &8s A9
ToE s Hedl, FRE FEE 2T
o2 Bg3ldo FH & nigo R 5 YaET,
=43 & WEH FulE s okKim KY
& Kim JE 2008; Jang HY et al 2007). =3 3]
=2 MYy e ez Qld S
7AFHE 28] opd ARUE aF ZHcMe]
719 € A Hedl AdE ez ARYEE 12
SAY Al HHE HFHor FHIR A
FUA )AL 238171 % SHKim YS & Chung
KY 2009; Kuenzel S & Halliday SV 2008). w2}
A TRt Zo] A S dHsisih

p=Sge)
=21
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7H 1: Slola e S haBol A Y%
= vlA Zelth

7M1 el e Pl B el 394
9 JFL 1A Felth

M 12: B e

ol FEFE vl Aelth

I% B Pl 384

2Y AFEL 3|97 39y
7HQle] B w £3d vt gabd &
e € 50l Bole] $F0] w2
ZL- oM FH Tgo] I B
435 BF FusbsAel &7 Wedl
(Park SS 5 2008), 2|2 FAlol g T 5
o met ARUE YEY A ol B FyF
o= Z}ol7} el 4 1tiCarlson BD et al
2008). =& AFUE 7% SHAAME 3]

#H
HAZE
=

s
AAA

AAE FEo) wet zol7t vl 4 3leH
oy FYEL BH FAA i = He A2
o2 ARE FHTLE JHe HEstn
FUE] g X E B 7Fs4d ] ETHChong
YK - Kim HE 2009). wtebA] oh&3} 2ol A7}t
AL A3

Aot R

7V 2: sl T Sl Ee] BAe
o] o wpet gk Aotk

7Wd 2-1: sllefAt Fof) B e Bl
FA| TSl FFd wel gt Reolt

7 2-2: 3|3 OF HH AFe] BAe
FABARY 5ol wet gt Aotk

FAH

2. H24 2 242y

2 ole] die 94 BE 2ol AR
o feow BEsa Yt A NAT2A 4
A ARE Lokl B A

A8 ANBGT. HR5 B 4EY ZAY
(frame)o] §lE TAZ vH&E TE F2URAY
o ERa a

AL T

Z(judgement sampling) &S A}
t9ed vloly, AlolZd, MoldE, ofF, th

01'

& ol= Fol TRAel=A AR} A
gegich 4 S, 4w Bl A9
g Ahgstel

94 #-d AFYEHE A8k
AN, RE”
7AFuFAlel o] Eds] Fgdtia ddHE 7
FUE 837 132 A5 tHChong YK
Kim HE 2009). 453
d ARFYEY #AAEE %
ol o3k 2439 AFY
9

AT $HEL BVl A8l BRI HH 4

2o X g Ausly gy S AN eH
FAE B3 SEA A =MGEAS AF3I
o} AE717HE 20099 1oé 25 °E‘ g 1€ 15¢

o] B4

Eol NEE xﬂﬂzﬂ 315%581.3%)7}
ATel BEAof| AMEEHAUTE FH o HAMA =
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A7 EAde, 2AHAEE 133l 71E
AFolA AT Aol HEE ¥
3 el ARYEY] S 2A £33
Stk &A= A ) FELSE o|RoF e,
AFYE A FTUE 742 4 A9 A 2
HAAlEHT ATFEA FH AFEL YEHEE o
31931 vrlx] d7edg g AEse
A=(Likert) 57 HEE o838l FH s8Nt Al
FAEESS SRR, WA Yoy
€ 8 AFEA &5 2 e =AY,
“= UeEd Fuide g% ldn 34
g, v ARYES B3 TEA g =
oy, «dFo) gmoldo] v tiE U E A}
olo} &A%l & Carlson BD 5 (2008)%] A&
< ARSI Tl #E PEe s ARUE
qA AFs e HEE ANGAAM FE3A AME:
P, “AFUEA AZHE ARV FHe W
aHg Fujjol] 23 AR 2 AR, “ARY
Elo] FEu} FHOoZ Qs W Auu) Fufel] ¥
37F A7171= Y, “ARYEA AT E 3
e Ul Fujelabage] 98E U2 Okleshen
C & Grossbart S (1998)¢] A && AME3I 3 1
F 8 Y5 Ut ¢a Ye KT FEY
A& AF JAEFH Yra Uk, “s Y&
AFolU 8Hd FIHoR Gt YTy, U=
AFUE LEF It F 2 A& T/
I U, “Ue AFFer %2 AFUEE F
ARSI A SR, “ve $2] ARUEE
FRAGEAA A5 LAde Holt) 2 Hsu
MH 5 (2007)3} Kuenzel S & Halliday SV (2008)
o] A& ATk mrHe R ZEueR
aNE FARAEE e 8 ARYEY F
Ao #Ho] Brh, 8 AFUE FAE ol
A 838k, 2 AFYEA ¢ Yrn
Ne FAE VllA B ouj7l ek 2 Cho C
(2003)9} AEE AH83ISIT)

7% A 2E SPSS 15.0 H LISREL 852 A}
&3] FAEGE ZISBAEA, #8084

(confirmatory factor amalysis), 3| H&EA ¥ &
o] AHgHAUTk &3] 7MEAFE HAE A
2 3] 7] ¥4 (hierarchical regression analysis)< 4
AlatitHAiken LS & West SG 1991; Cohen J &
Cohen P 1983). 19A1 A& 214 F¢ge] Iut
A R Z A4¥, Yol 8o o)X} 3¢
F WA #7148 9% £ 5 dvkn Adsod
o] 2 EA|®<(control variable)E dlo] 3194
& ANBE R, 29 A E Sdas FAS
dqxrt EPULFE FYHACH, vpA g 384
AN e g FA Az G528 I
ol x FAFAR)E FYstd 2HEAE A
Zataal Ak 74 AR Y48 UrEe] B
A G Z71E R AR)E B3 8
39T AR} EAH R fol@ Zfol Bt
MY A4ge BFsASe] oule M Th
Fo2 NEARE FIHE POl EAT F AU
£ 344 (multicollinearity) 2] FA41& 317
$13lo] Aiken LS & West SG (1991)7} #tat of
2 Fd5A3Hcentering)® HFERZ F33E
F& 78t en A it olaE Eol7]
A3 e e BAE FABARY F 7}
A FFEoE Wrolr oz vebdh

N. 917 =AU 20}

1. QIFEASN E4

zA3zke] Q1T BAIA BAE ebab] ¢
& =R AFE <Table 1> 2o] JeRiTh
A $A0](34.0%) AAETH66.0%) BRI,
A# & 2009} 3007t WAL 4% E AR TR
M L &R Jelston, gEe 20E o]
o] AR 86.4%F AA e Ao ZAHA
t} 94 ARUE 253 FhaM e 2 A
A AR(61.3%)S AU T2 AR/(222%)S
34 ARUE &5 s =HATE 7ol
ggtor, ARUE A9 Al nshHE AR
= 947 Fre A(53.7%)3 ARFUES H
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AHEH (8421399, p<.00l, RMSEA=07, +

GFI=92, CFI=99, NNFI=.992 ¥ @& A3t A 4L 2
o2 yehjon nE QolEo FRHAAXNE &

AR oz Fo(p<001)3titt wety 2 A7

zo,

x

{Table 2> Means, standard deviations, and reliabilities for construct measures

Aol sldas BA 2 FATARY] A 117
{Table 1> General characteristics of the subjects
Variables n %
Male 107 340
Gender
Female 208 66.0
Under 20 9 29
20~29 198 62.9
Age
30~39 98 311
40 or more 10 32
High school or less 30 9.5
. 2-year college 90 28.6
Education
4-year college/university 182 57.8
Graduate 13 4.1
Search engine 193 61.3
. Newspaper/Magazine 41 13.0
Membership channel
Word of mouth 70 222
Others 11 35
Credibility from others 89 283
. . L Information quality 169 53.8
Consideration of participation
Benefits for members 17 54
Community size 40 12.7
H28.3%)° ek o] Bt AHEE RS BFdA(validityyE F5HE
ta & AHEFTL 5 2001). FHEFES
2. EOIQOISA A 8] S (reliability) S &A}a A7 A=
*d% ATE EUZ AAE HFE 7] 2PEA (composite reliability)7} 5 .800]/d0] 1 HE
ATz AL &Rle] B AJdoA & AbZ(average variance extracted)= 2T .65°]

Q1.8 1E-X(confirmatory factor analysis)y2 AAJEF  Are|dth o)== Awkr oz AA== 71EX(N
ATHAITE 2007). S 2ol g $4278  JUHE 60 o, FTEIFE
g gl ALEd

O & AT

Number of Standard Composite Average variance
Scale Mean . A
measures deviation reliability(pc) extracted(p)
Sense of membership 4 4.09 .85 91 78
Topic involvement 3 4.13 77 .84 73
Purchase-related behavior 4 372 .96 .86 67
Group-related behavior 5 3.59 1.01 .92 75
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3. Slp=AZnt

ol A A3t uie} o], AN E IS A
7] A3 dAA AR S dAsid A
HAFZ AAE 3haFo] F 7K Y o
2@ Z4zte] 3da B g 22 dAY gAR
o] Wipo] AAIEAed], 18404 2UES)
g, o], gEo] AE HA BAR 329
o} 3eAll FE I main effect)?} ZH &}
(moderating effect)E AT B gkch A Fof B
AN T it AN F2E A 39
927} FARAES FAAI} ARZ=3022 &
o¢FE 001914 BAHo 2 golslgn 3L
A3 2AAAES ZHEAE AR=01E 2
T 05904 frelalddtt AREore 399
2552, p<00)T FA|BAZ(F=.13, p<.05)7}
T A PFol FHAY FFE nAE Ao
2 vepygoh wEbA 7 118 AgEgch ®
g 3 dofdF FABARY] G528 (10,
p<05)% 7HQ T Eo] FH A Q&g u]x)

Aoz vepgth wetA sl a 7o &

- BAGES] BA FA AR £E
J

2 Aelgtx 7HEg 7Hd 2-1= AU
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{Table 3> Hierarchical regression results on purchase-related behavior

Variables Purchase-related behavior
Step 1 Step2 Step3
B t-value B t-value 8 t-value

Controls

Age -8 -1.41 -01 -12 -00 -02

Gender -33 625" -34 794 -33 779"

Education 20 380" 02 397 02 A6
Main effects ‘ '

Sense of membership 50 9.89™" 52 10.18"

Topic involvement 12 237 13 2477
Interactions

Sense of membership x .10 228"

Topic involvement
R2 15 45 46
Fevalue 1883 51517 437"
AR2 30 01
F-value for AR2 85237 518"
Note: Gender was coded as 1 = man, 2 = woman. p<05, ~p<0l, " p<001.
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(Table 4> Hierarchical regression results on group-related behavior
Variables Group-related behavior
Step 1 Step2 Step3
)5 t-value B t-value B t-value

Controls

Age -07 -1.33 01 23 01 33

Gender -25 467" -27 -7.16 -27 701"

Education 2 404 01 15 01 22
Main effects

Sense of membership .67 1456 68 1478

Topic involvement 05 1107 05 1.18"
Interactions

Sense of membership x .08 208"

Topic involvement
R2 .11 55 56
F-value 1348 77.57" 66.07""
AR2 44 01
F-value for AR2 153.84™ 435"
Note: Gender was coded as 1 = man, 2 = woman. p<05, p<0l, = p<.00l.

lated .52 vs. Ggroup-related 68) 2. F2)+F 019
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A THAiken LS & West SG 1991). A 3]
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é v / o ) é o //2:‘ —+ Highmvelvemen:
g 32 ,// w’({ % 6.7 /// o Ao
2 e < //
! Low High ! Low High
Perceived membership Perceived membership
{Fig. 2-1) {Fig. 2-2)

<Fig. 2> Relationship of membership with member behavior for two levels of topic involvement
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