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ABSTRACT

Inthiswork,theauthorsdevelopandtestatheoreticalmodelthatinvestigatesthemediatingeffectof
bridgingsocialcapitalbetweenusageofabrandspecificsocialnetworksiteandconsumerattitude
towardsthebrand.Specifically,theyseehowusageofonlinesocialnetworksitesdrivesconsumer
purchaseintent,usinguniversityfootballasadomaintotestthemodel.Theyfindthatbridgingsocial
capitalisindeedamediatingconstructbetweentheuniversity’ssportssocialnetworkingsiteusage
andaffectiveattitudetowardstheteambrand.Associalnetworksiteusageincreases,bothinjunctive
norms(perceptionsabouttheexpectationsofreferentothers)anddescriptivenorms(perceptionsof
theactualbehaviorofreferentothers)increase.Theyshowthattheseinfluenceemotionalreward,
intheformofincreasedbridgingsocialcapital,whichinturninfluencesaffectiveattitudetowards
thebrand.Thefindingscontributetounderstandinghowconsumertribesformononlineforumsand
howsubjectivenormsinfluenceaffectiveconsumerattitude.
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1. INTROdUCTION

Socialnetworksites(SNSs)suchasFaceBook,Twitter,LinkedInandInstagramallowindividualsto
createidentitiesandmaintainconnectionswithothermembersinseveraldifferentcontextsincluding
professionalnetworking,romanticconnections,politicalopinionatingandspecialinterestgroups.
InitialresearchintheareatreatedSNSusageprimarilyasadependentconstruct,investigatingfactors
such as social identity, personal characteristics, message framing and social norms as potential
driversofonlineSNSusage(Casaló,Flavián,&Guinalíu,2011;Y.P.Chang&Zhu,2011;Chen&
Liang,2006;Ngai,Tao,&Moon,2015).TherehasalsobeenmorelimitedworkthathastreatedSNS
usageasanantecedentfactordrivingdependentconstructssuchassocialcapital,selfesteemand
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lifesatisfaction(Brewer,2018;Ellison,Steinfield,&Lampe,2007).Otherpastworkhasprescribed
howfirms’messagingonSNSdrivesonlineshopping.Forexample,itwasfoundin(Li,Browne,&
Chau,2006)thatnegativelyframedonlinemessagesbyfirmspositivelyimpactedlevelsofonline
shopping.Recentresearchhasfocusedontheeffectofconsumerreviewsonpurchaseintent(Hong,
Xu,Wang,&Fan,2017),wherereviewdepth,ageandreviewerexpertiseallhavebeenfoundto
haveaneffect.However,thereisalackofunderstandingofthemechanismunderlyingtheeffectsof
levelsofbrandspecializedSNSusageonconsumerpurchaseintent,whichdrivespurchasebehavior
(J.F.George,2004;Holbrook&Hirschman,1982).Inacompetitiveindustrywhereeveryfirmhas
accesstodevelopinganSNS,suchasaFacebookpagespecifictotheirbrandorproductoranonline
forum,whatmechanismswouldinfluenceconsumerintentiontopurchase?Sincepurchaseintent
drivesactualbehavior,theanswertothiscanprescriptivelyaffecthowfirmsfocustheirresourceson
boththedevelopmentoffeatureswithintheirspecializedSNSandtheimplementationoftheirSNS
amongsttheiraudience.Inthiswork,wecontributetothisquestion,byexaminingtheselinkagesin
thedomainofuniversityfootball.WeinvestigateifcollegeteambrandspecificSNSusagedrives
theusers’affectiveattitudetowardsthebrand,andtheirsubsequentintenttopurchasegametickets
andsportsapparelrelatedtothebrand.

WelookatthreetheoriesthatmayhelpexplainthislinkagebetweenSNSusageandpurchasing
intent:consistencyorbalancetheory,the theory of planned behaviortheoryandsocial identitytheory.
Consistencytheoryassertsthatanindividualwillmaintainconsistencybetweentheirattitudesand
thoseofreferentothers(Heider,1946;Wakefield,1995).Thetheoryofplannedbehaviorindicates
thatbrandattitudesandthesubjectivenormsamongreferencegroupsregardingpurchase,areboth
amongthedriversofpurchasingintent(I.F.Ajzen&Fishbein;Dick&Basu,1994;Fishbein&Ajzen,
1977)whichinturndrivesactualbehavior.Accordingtosocialidentitytheory,individualsclassify
themselvesintosocialcategoriesandperceiveasenseofconnectednesswithgroups(Ashforth&
Mael,1989)whichenhancesindividualself-esteem.

Somerecentresearchhasfocusedontheimpactofsocialmediausageonsocialcapital,which
referstotheresourcesaccumulatedthroughrelationshipswithothers(Coleman,1988b).Inmostof
thesestudiese.g.,(Ellisonetal.,2007;Phua,2012),theusageofgenericsocialmediasitessuchas
Facebookhasbeenshowntopositivelyaffectloosetiesorbridgingsocialcapital(Putnam,2000).
(Phua, 2012) found that fan identification towards a sports team context also positively affects
social capital.Thenext step in theevolutionof this literaturewouldbeacomprehensivemodel
thatinvestigatesthelinkagesbetweenSNSusage,socialcapital,identificationwiththebrandand
purchasingbehavior.Themodelwetestspecifically looksatbridging social capitalasmediator
betweensocialmediausageandtheaffectivecomponentofuserattitudetowardsthebrand.Wetest
astructuralequationmodelinthedomainofuniversityfootballintheUSA,thatinvestigateshow
usageofateamspecificSNSdrivesintent topurchasegameticketsandsportsapparel.Wefind
thatbridgingsocialcapital isamediatingconstruct thatexplainstheeffectofSNSusageonfan
identificationtowardstheteam.Ourfindingsareapplicableinabroadcontextwherebrandspecific
socialnetworkingsitesinfluencepurchasebehavior.

Onthetheoreticalfront,wecontributetoanunderstandingofwhatmaymotivatebehavioral
intent,notjustfromacognitive(rational)viewpoint,butalsofromanaffective(emotional)reward
viewpoint.Enhancedbridgingsocialcapitalhasintrinsicaffectivebenefitstotheindividual,such
asenhancedself-esteem,whichinturninfluencesbehavioralintent.Wealsodiscusshowbridging
socialcapitalcanserveasamoreformalconstructtoexplaintheformationofneotribes(Maffesoli
&Foulkes,1988)andamoreparsimoniousconstructtoexplaintheformationofbrandcommunities
accordingtosocialidentitytheory(Ashforth&Mael,1989).

Therestofthispaperisorganizedasfollows.Insection2,weexamineearlierworkinthearea
anddevelopourmodel.Section3explainsthemeasuresusedandthestudyweundertook.Section4
presentsthedataanalysis.Thediscussion,limitationsandconclusionareinsection5.
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