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Abstract
We examined the relationship between how the engaging in social community and how the members 

identify themselves with their communities. In addition, we also investigated that how collective efficacy, 
belief in group capacity, emerged from community engagement mediate the relationship. Analysis by 
using data from various fan communities of celebrities (N=333) showed that community engagement is 
positively associated with community identification. More importantly, collective efficacy partially mediated 
the relationship. Our finding contributes to social community literature as it revealed an underlying 
mechanism of how community engagement increases community identification by strengthening a sense of 
collective efficacy. In addition, it would be worthwhile if further studies examine other mediators or 
moderators in order to provide deeper understanding how community engagement leads community 
identification.
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1. Introduction

Social community refers to affiliative groups of individuals who share similar interests,

knowledge, and enthusiasm [1]. Since the members of the same community have shared

interests, they tend to engage in group behavior with other community members. For example,

[2] found that even six years after Apple Computer Inc. had discontinued the Newton product,

its brand community members still supported one another in order to continuously use the
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product they liked.

This engaging behavior of a community member can positively affect the members. Previous

studies showed that the participating in communities enables members to express their identity

as group members [3, 4, 5, 6]. This suggests that engaging in social community is likely to

help members develop community identification. As the previous studies suggested, we aimed

to examine the relationship between how the engaging in social community and how the

members identify themselves with their communities. In doing so, we proposed that collective

efficacy, belief in group capacity, emerged from community engagement and plays an important

role to mediate the relationship.

2. Theoretical Background and Hypotheses

Community engagement is defined as the individual’s intrinsic motivation to cooperate and

interact with other members of the same social community [7]. That is, members with high

community engagement are likely to try to help other members and to participate in joint

activities with other community members. As members engage in the social community, they

develop social ties to other members [8]. In this regard, a previous study found that members

of the Macintosh computer community voluntarily share information about the computer to

help other community members [2]. This group-based behavior of the community members

results from the congruency between personal identity and group-based social identity [9]. This

is consistent with another study demonstrating that interactions between members in social

communities increase group-based behavior with other community members [10].

As community members get more involved in joint group activities with other members, it is

likely that they develop strong social identities as community members. It is expected that the

strong social identities in turn lead the members to feel community identification which is the

strength of the member’s relationship with the community [7, 11]. This is because the

community identification is based on group-based collective identity and belonging to the

community [7, 9].

As community engagement leads members to identify themselves with their community, it is

expected that collective efficacy plays an important role in the relationship. Collective efficacy

refers to groups’ or organizations’ beliefs about collective capacities in a specific domain [12,

13, 14]. Collective efficacy is likely to emerge from group-based behaviors of community

members [12]. This is also evidenced from Bandura’s argument that “perceived collective
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efficacy is an emergent group-level attribute rather than simply the sum of members’ perceived

personal efficacies.” [12]. Moreover, as [8]’s study showed, individuals tend to show inter-group

stereotypes, which evaluate their community members more competent than others who are not

part of the community. This results in that the members of community tend to perceive their

performance as a group is better than other communities. This perceived group performance is

positively associated with collective efficacy [15], and the experience of successful performance

is the most powerful source to raise efficacy belief [16]. In this light, engaging in group

activities is expected to strengthen a sense of collective efficacy and thus, in turn, lead strong

community identification by strengthening a member’s social identity. Based on the arguments,

we propose that collective efficacy acts as a mediator in the relationship between community

engagement and community identification. Thus, we hypothesized the following:

Hypothesis 1: Community engagement will be positively associated with community identification.

Hypothesis 2: Collective efficacy will mediate the relationship between community engagement and

community identification.

3. Method

3.1 Participants and procedure

We collected panel samples from various fan communities of celebrities. Panel samples who

are not current members of fan communities were screened out by asking a question ‘Are you

currently a member of any fan communities of famous people?’ in the beginning of the survey.

As a result, a total of 350 samples were collected. After removing 17 unusable samples, 333

were compiled for analysis. The samples demographics are as follows: 52.0% were male and

48.0% were female.

3.2 Measures

The measurement items for the current study were based on well-established previous

studies and all of the constructs were measured using seven-point likert scales anchored by

“strongly disagree” and “strongly agree.” In the beginning of the survey, participants were

asked to write down whose fan community they belong to and duration of their membership

in months.
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Community engagement. The question items used to measure the community engagement

were “I benefit from following the fan community’s rule”, “I am motivated to participate in

the fan community’s activities because I feel better afterwards”, “I am motivated to participate

in the fan community’s activities because I am able to support other members” [7]. The

Cronbach’s α of the construct was .88.

Collective efficacy. Questionaries of collective efficacy were “This fan community has above

average ability”, “This fan community is better compared to other fan community doing similar

work”, “The members of this fan community have excellent skills” [17]. The Cronbach’s α of

the construct was .91.

Community identification. Last, questionaries of community identification were “ I am very

attached to the fan community”, “Other fan community members and I share the same

objectives”, “The friendships I have with other fan community members mean a lot to me” [7].

The Cronbach’s α of the construct was .90.

3.3 Data Analysis

SPSS 22.0 and PROCESS software were used to analyze the data. First, we conducted

Pearson correlation analysis to investigate the correlations among engagement, collective efficacy,

and community identification. Then, we examined the relationship between community

engagement and community identification using regression analysis. Last, we applied the [18]

method for mediation analysis which is bootstrapping method to test the significance of the

mediation effect. In the bootstrap analysis, 5,000 bootstrap samples were drawn from the

original dataset to construct a bias-corrected 95% confidence interval (CI; [19]).

4. Results

To test the reliability and validity of the model constructs, Cronbach’s Alpha test and

Exploratory factor analysis were first conducted. All Cronbach’s Alpha values are greater than

.70, indicating that the construct measures embody internal consistency. As shown in table 1,

the results of exploratory factor analysis show that the construct measures have validity.
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[Table 1] The Results of the Reliability and Validity Test

In order to investigate the relationship among the study variables, we carried out the

correlation analysis. Table 2 presents the correlation coefficients and their significance levels

between constructs. The study was able to confirm a meaningful positive correlation of

constructs. It was confirmed that engagement has positive correlation with collective efficacy

(r=.705, p=.01) and community identification (r=.803, p=.01). Also, collective efficacy has positive

correlation with community identification (r=.721, p=.01).

[Table 2] Descriptive Statistics and Correlations Among the Variables

correlation is significant at p< .01

We conducted regression analysis to test the hypothesis 1. The analysis showed a strong

positive relationship between community engagement and community identification (β=.803,

t=24.536, p=.000), in support of H1.

Then, we conducted a mediation analysis to test whether collective efficacy mediated the

influence of community engagement on community identification. Following [18], we performed

a bootstrapping mediation analysis using 5,000 samples. As shown in figure 1, the total effect

of engagement on community identification was significant (β =.860, p<.01) and the direct effect

of engagement on community identification was significant (β =.627, p<.01).

Factor 1
Community
Engagement

Factor 2
Collective
Efficacy

Factor 3
Community
Identification

E1 E2 E3 CE1 CE2 CE3 CI1 CI2 CI3
Factor

Loading .810 .758 .651 .837 .831 .809 .821 .758 .720

Cronbach’s
α

0.884 0.915 0.901

M SD
Community
Engagement

Collective
Efficacy

Community Engagement 4.533 1.141

Collective Efficacy 4.744 1.138 .705**

Community
Identification

4.637 1.222 .803** .721**
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[Fig. 1] Mediating Effect of Collective Efficacy

Note. Total effect (c)=direct effect (c’) +indirect effect (a*b)

The mediating effect value of .232, 95% CI [.1483, .3226] was computed by the bias-corrected

bootstrapping method, indicating that the mediating effect was significantly different from zero

at p < .05, as the CI did not contain zero [19]. The results revealed that collective efficacy

partially mediated the effect of community engagement on community identification (c’<c).

Therefore, hypothesis 2 was thus supported.

[Table 3] Results of Mediation Analysis

5. Discussion

Our study examined the relationship between community engagement and community

identification. In addition, we also examined collective efficacy as a mediator between the

relationship. Analysis by using data from fan communities of celebrities showed that

community engagement is positively associated with community identification. More

importantly, collective efficacy partially mediated the relationship. This result indicates that, as

the community members engage in community activities, they feel a sense of collective efficacy,

which in turn increase identification with their social community. This finding is significant in

that it reveals an underlying mechanism of how community engagement increases community

Dependent
Variable

Independent
variable

Mediating
Variable

Indirect
Effect

SD Confidence Interval 95%
LLCI ULCI

Community
Identification

Community
Engagement

Collective
Efficacy

.2323 .0440 .1483 .3226
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identification by strengthening a sense of collective efficacy. As a previous study suggested,

substantiality of the social community is a challenge because people are able to easily switch

their membership to other social communities [20]. In this regard, our findings can provide

useful insights on how the social community should be managed to sustain.

Another important contribution is that this study focused on the collective efficacy in social

community. Previous studies regarding social communities focused on belongingness and social

interaction [7, 21] when collective efficacy also plays a significant role in influencing members

of social communities.

Although this study made contributions, it has some limitations that further research should

address. First, this study relied on the survey method. Further study may want to employ

experimental or qualitative methods. In particular, qualitative research methods such as in-depth

interview with social community members will help further studies understand the dynamics in

social community more deeply. In addition, it would be worthwhile if further studies examine

other mediators or moderators in order to provide deeper understanding how community

engagement leads community identification.

References

[1] R. Kozinet, E-tribalized markeing? the strategic implications of virtual communities of consumption. 
European Management Journal, (1999), 17, 252-265. 

[2] A. M. Muniz and T. C. O’Guinn, Brand community. Journal of Consumer Research. (2001), 27, 412-432. 

[3] B. Cova, Community and consumption: Towards a definition of the “linking value” of products and 
services. Journal of European Marketing, (1997), 31, 297-316. 

[4] B. Cova and V. Cova, Tribal marketing, the tribalisation of society and its impact on the conduct of 
marketing. European Journal of Marketing, (2002), 36, 595-620. 

[5] C. Goulding, A. Shankar, A., and R. Elliott, Working weeks, rave weekends: Identity fragmentation and the 
emergence of new communities. Consumption, Markets and Culture, (2002), 5, 261-284.  

[6] I. Black and C. Veloutsou, Working consumers: Co-creation of brand identity, consumer identity and brand 
community identity. Journal of Business Research, (2017), 70, 416-429. 

[7] R. Algesheimer, U. Dholakia, and A. Herrmann, The social influence of brand community: Evidence from 
european car clubs. Journal of Marketing, (2005), 69, 19-34. 

[8] T. Hickman and J. Ward, The dark side of brand community: Inter-group stereotyping, trash talk, and 
schadenfreude. Advances in Consumer Research, (2007), 34, 314-319. 

[9] C. B. Bhattacharya and S. Sen, Consumer-company identification: A framework for understanding consumers’ 
relationships with companies. (2003), Journal of marketing, 67.2.



Community Engagement and Community Identification in Social Community: Collective Efficacy as a Mediator

Copyright ⓒ 2018 HSST774

[10] K. W. Chan and S. Y. Li, Understanding consumer-to-consumer interactions in virtual communities: the 
salience of reciprocity. Journal of Business Research, (2010), 63, 1033-1040. 

[11] B. J. Baldus, C. Voorhees, and R. Calantone, Online brand community engagement: Scale development and 
validation. Journal of Business Research, (2015), 68(5), 978-985.

[12] A. Bandura, Self-efficacy: The exercise of control. New York: Freeman. (1997).

[13] J. Carroll, M, Rosson, and J. Zhou, Collective efficacy as a measure of community. Proceedings of the 
SIGCHI Conference on Human Factors in Computing Systems, (2005), 1-10.

[14] C. R. Collins, J. W. Neal, and Z. P. Neal, Transforming individual civic engagement into community 
collective efficacy: The role of bonding social capital. American Journal of Community Psychology, (2014), 
54(3-4), 328-336.

[15] A. D. Stajkovic, D. Lee, and A. J. Nyberg, Collective efficacy, group potency, and group performance: 
meta-analyses of their relationships, and test of a mediation model. Journal of Applied Psychology, (2009),  
94, 814-828.

[16] R. D. Goddard, W. K. Hoy, and A. W. Hoy, Collective efficacy beliefs: Theoretical developments, 
empirical evidence, and future directions. Educational researcher, (2004), 33, 3-13. 

[17] M. Riggs and P. Knight, The impact of perceived group success-failure on motivational beliefs and 
attitudes: A causal model. Journal of Applied Psychology, (1994), 79, 755-766. 

[18] K. J. Preacher and A. F. Hayes, SPSS and SAS procedures for estimating indirect effects in simple 
mediation models. Behavior research methods, (2004), 36, 717-731. 

[19] K. J. Preacher and A. F. Hayes, Asymptotic and resampling strategies for assessing and comparing indirect 
effects in multiple mediator models. Behavior research methods, (2008), 40, 879-891. 

[20] L. Y, Lin, The relationship of consumer personality trait, brand personality and brand loyalty: an empirical 
study of toys and video games buyers. Journal of Product & Brand Management, (2010), 19, 4-17. 

[21] R. P. Bagozzi and U. M. Dholakia, Antecedents and purchase consequences of customer participation in 
small group brand communities. International Journal of Research in Marketing, (2006), 23, 45-61. 


