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Abstract

Previous studies show that there are many researches about online communities. Increasing in participating in online tasks,
which lead to E-shopping, that lead to better marketing strategy and more profit is the cause of this research. Thus, the aim of
this research is to investigate the influence of social, cognitive, emotional and evaluative identity on participation intention in
online communities and shopping. We have 6 hypotheses through reviewing the literature from 1995 until 2013. The results
show that social, cognitive, emotional and evaluative identity has significant impact on online space.
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1. Introduction

In recent years, the rapid development of information and communication technologies have a significant impact on
human life and the functioning of organizations and institutions in various countries. According to the experts, as the
invention of the steam engine and the industrial revolution make a huge change in personal life and job created, the
communications revolution has also brought its own changes (Zhou, 2011, 68). Because there are a variety of
informational and social media, the world has become a village where information and media systems and components
are connected to each other. Information and communication technology are a wide range of technologies such as the
Internet, satellite, cell phone, cable TV and home computers and video that send and receive all types of, verbal, audio
and video messages and distribute, product, store information for communication between people. Online communities is
a portion of Internet users despite the participation of online users in a virtual space, this participation depends on
individuals and groups.Thus some people do not like to participate in online space. (Bishop-2007, 1882).

Since the advent of information and communication technologies, researchers examine the consequences of using
these technologies extensively from different perspectives. Accepting information technology is a multidimensional
phenomenon and includes a wide range of key variables such as perceptions, beliefs, attitudes and characteristics of
individuals and their involvement with information technology (Chung Chi Cheung, 2001, 10).

User acceptance is defined as a tendency between a group in order to use information technology and
communication for doing some tasks .

In the past two decades, several models and theories in the field of technology adoption have been proposed,
tested and modification that are originated in psychology and sociology. These models help to recognize factors that
facilitate technology adoption by users (Sun and Zhang, 2006, 54). These models are described below.
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2. Theory and Models of ICT Accepting
2.1 Technology Accepting Model

Among the various patterns that IT researchers use to explain or predict the motivational factors (which applies to
technology acceptance by users) Davis & associates technology acceptance model, is one the most commonly used
models in this area. This model is based on this idea that people's subjective perceptions of the technology would
influence their attitudes about technology (Lee and Kim, 2009, 192). This model asserts that using information and
communication technologies depends on perception of easiness in use (Walter and Lopez, 2008, 207).

As figure 1 show, using information and communication technologies has 4 stages:

External variables influence the opinions of users to use ICT.

User opinions effect on their attitude to the use of information and communication technologies.

Use opinions influence their willingness to use ICT.

User'stendency to use ICT determines the level of use (Burton-Jones& Hubona, 2006, 707).

Attitude to Tend ency to Using
use use information
techno b gy

Mind
perception
ofheing
useful

Outdoors
variables

Mind
perception
of easy
using

Figure1. Model of using information technology(Burton-Jones&Hubona, 2006, 707).

Technology acceptance model is a model that is based on the desire and expresses willingness to accept technology is a
good predictor for the actual use of the technology (Hong, Tung TC, 2006, 1820) and it can be used to predict behavior
before using information and communication technologies.

Willingness to acceptance is the attitude of a person to perform a particular behavior that is a major factor in the
actual doing of the act.

This model comes from the theory of reasoned action (TI TR) as a framework for predicting and explaining human
behavior. The theory of reasoned action determines the causal relationships in the movement of ideas, attitudes and
behavioral dispositions. Technology acceptance model, which is a modified form of the theory of reasoned action, is used
to predict Accepting ICT by replacing the key or beliefs variables Figure 1.

The reasoned action theory includes two key items: perception of usefulness and perception of easiness.
Moreover, in this model, perception of easiness influence directly on perception of usefulness and external variables
effect on perception of usefulness. Moreover, external variables that directly influence on perception about usefulness
and easiness may be significant factors in technology acceptance model that include ICT features and personal attributes
and environmental variable it is considered that this model is an acceptable model between different researchers the
weakness of this model is lack of considering social factors that have a great influence in people attitude for accepting
technology. In order to cover this weakness, some other factors such as social effects process like imagination and
voluntary and also instrumental process of cognitive like product quality and job importance have been added to the
model (Yu, Li, & Gagnon, 2008, 521). Social effects and cognitive instrumental process have significant effect on ITC
acceptance (Yu; Ha, Choi, & Rho, 2005, 968).

2.2 Examining theories of consumer behavior
2.2.1 Theory of planned behavior

Theory of planned behavior is used in many fields such as accepting of information and communication technologies.
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This theory, which is presented by Armitage &Conner (2001) and Grizzell (2007), asserts that behavior depends on
personal intention. Intention determines attitudes and norms. Moreover, behavior is under the effect of perceived
behavioral control. There is relationship between these factors and all of them are under the influence of environment,
which is shown in figure 2.

Attitude in
direc tion of
hehavinr

Intention Behavior

Subjective
1NOTINS

Perceived
b ehavioral
control

Figure 2. The theory of planned behavior

Gudin and Kooc (1995) express that intentions are the most important factor in forming behavior. Perceived control has
relationship with self-confidence. Thus, sources, opportunities and skills are the important factors of change process.
Motivational factors are used for prediction behavior in this model. According to this theory, intention obtained from
attitude, norm and perception of behavior control (Chen, Fan, & Farn, 2007, 304). It is considered that behavior
stimulates by willingness and this willingness is determined by person attitude toward behavior, norm and ability to
success. The attitude of a person about a behavior is a desirable or undesirable feeling that obtained from people
believes. In other words, the attitude is the assessment or evaluation of the desirability or undesirability of a behavior
(Fang, Shao and Lan, 2009, 148- 150).

Norm believes and motivation for following of reference groups lead to form mental norm. Mental perception of
behavior control shows the person perception of opportunities and sources. In other words, perceived behavioral control
means that internal and external resources will limit the occurrence of a behavior (Yi et al, 2006, 353). Generally, the
more positive attitude and subjective norm is desirable a person tends to be more robust behavior. Under the guidance of
behavior theory individual differences in perceived behavioral control directly affects the use of information and
communication technology.

Training and experience have direct and positive impact on their use of ICT (Burton-Jones and Hubona, 2006,
710).

2.2.2 Social Cognitive Theory

Social change model of Bandura (1986) suggests that people motivate not only by internal factors, but also by foreign
forces. This change model proposes that human behavior is influenced by a combination of environmental, personal and

behavioral factors. This interaction is shown in Figure 3.
Behavior l.

Personal factors

Environmnental
factors

Figure 3. Social cognition model (Bandora 1986)

Environmental factors cause a condition that can affect the behavior shaping. While personal factors include drivers,
actuators, and motivation. According to this theory some key factors affect behavioral change such as self-confidence:
the degree to which a person is confident in their abilities and skills. Expectations of outcomes: the degree to which a
person expects the behavior has appropriate outcome. Finally, internal control that is the degree to which a person can
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control his behavior and amplifiers that increase or decrease risk factors that lead to the behavior. To increase confidence
in the people, the necessary resources and support to individuals have to be provided. While Prry et al (1990) argue that
to build confidence in people small steps should be taken to change behavior. Bandura (1986) believes that we need
motivations to change behavior. Managers should identify the environmental factors that impede behavior change as well
as providing social support for persons act.

2.2.3 Model of "expectation- confirmation”

Since the early 1970s, several attempts have been made to study consumer behavior processes after purchasing a
product. Expectation-confirmation paradigm is used to explain consumer satisfaction and decision to re buy. This
paradigm focuses on mental motivation after accepting ICT. (Kang; Hong, & Lee, 2009, 116).
According to the majority of studies that have used this paradigm, decisions related to consumer satisfaction are
made with regard to two important components include the initial expectations (expectations before purchase) about a
product or service and the difference between expectations/ performance, products and services. Based on this model,
buyers first have expectation from product then experience of the product forms their mental expectancy from
performance and finally, a comparison of perceived performance and its reference frame (expectations), confirm or reject
the expectations. Once a product has been worse than expected purchase expectation is negative and when it is more
than is expected it is positive. Satisfied consumer continue to use products or services (Premkumar & Bhattacherjee,
2008, 48). This model is based on expectation paradigm for using ICT continuously. As figure 4 displays, this model
predict user's intention based on 3 items:
1- The degree of IT acceptance
2- Users' expectancy after accepting ICT. Expectation is a set of believes about attributes of a product (Hong et
al, 2006, 1824). Two expectations have been added to expectations after model acceptance include:
enjoyableness and easiness (Kang et al, 2009, 126). Perception about enjoy referred to the degree of enjoy of
ICT.(Kim; Choi, & Han, 2008, 1538).
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Figure 4. Model of using continusly information and communication(Kim; Choi, & Han, 2008).
2.3 Social identity of person

Tajfel (1972) asserted that social identity is a part of person which is obtained from knowledge and experience in a social
group as well as feelings. Social identity is the feeling that people have about themselves. In fact, Albert and colleagues
(1998) have suggested that individuals have a sense of pride of belonging to a social group as well as the interaction with
other people. People spend a lot of time thinking about how to handle their own future: how and when to ask for money
from the father or mother. How to enter to the party, and so on. Moreover, the perception of people about how audiences
react to the behavior of their hypothetical behavior is integral part of the process. Hence, other people (whether real or
imaginary) are part of the content constitute their social identities. But people are always strictest critic (Azdanlo, 1388,
682). In fact, cognitive social identity helps people find their way to change his place by others place in a society where
people define themselves by membership in a social system. (Johnson and Morgeson, 2008, 352).

Social identity is not merely a day dream. They are the source of action. They provide criteria for evaluating real
behaviors. Identity needs to find a foothold in the international community. But, in any case, social identities are fragile.
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Because they tend to be ideal and are often in conflict with reality. There is no guarantee that others accept what a
person wants to inspire. Therefore, one of the main goals of social interaction is the creation and maintenance of social
identity. Identity depends on the perceptions of others and others perception is needed for establishment of identity. The
original meaning of identity is similarity and difference. One's social identity is never finished and is always subject to
change and revision (Azdanlo, 1388, 682).

2.4 Online community

In 2008, a report was published which asserts nearly a third of adults have extra time to spend online and are using
online technologies. Also, for example, Facebook has more than 175 million users internationally, which can be
considered as the sixth largest country in the whole wide world. (Harrison and Thomas. 2009, 125). Elison (2007) defined
online communities as follows:

Creating a profile or something similar to profiles that is limited within a system.

Creating a list of peoples that interact with each other.

Moreover, people that have relationship with people in or out of the online social system.

Online communities increasingly are acceptable part of everyday life in which all human beings have the inherent
desire to help and interact with others. These communities have different forms (Bishob, 2003, 1884). Such communities
often have been provided by groups of people who are willing to share interests, goals and their values. Many online
communities are concerned the dilemma of losing their members and non-members and the absence of viability and
stability. Researches show that there are many reasons for not participating in online communities. Preece, Nonnecke,
and Andrews (2004) mentioned that some people do not like to share something in a group. For example, Facebook
creates a space in which people could interact together and share their information ( Thomas and Harrison, 2009,658)

3. Conceptual Model

This model that is based on Zhou model (2011) has 3 independent variables include Cognitive, evaluative and affective
identity. Participation intention is final variable.

Social cogritive
identity

Participating intention
in online communities

Socid evaluative
identity

Social Affective
identity

Figure 1. Conceptual model (Zao 2011)

3.1 Hypotheses
1-  Social cognitive identity has significant impact on participating intention in online communities.
2- Social evaluative identity has significant impact on participating intention in online communities.
3- Social Affective identity has significant impact on participating intention in online communities.

4. Methodology

This is a survey — analytical study because determines the relationship between variables and it is a prescriptive and
practical study. Sample consists of all students in levels of associated, bachelor, master and PhD level.

5. Validity and Reliability

Face and content validity were examined in two stages, as well as confirmatory factorial validity was examined.
Golfeshani (2003) defined reliability as the extent to which the results are consistent over time. According to Field (2006),
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Cranach's alpha measure the validity that is one of the most popular tools in behavioral research and the accepted value
is at least 0.7. this coefficient is shown in table 1. This value for questioner was more than 0.74 which display the validity.

Table 1. Cronbach a values

Variables Number of questions Cranach a
cognitive identity 3 0.82
Affective identity 3 0.78
evaluative identity 3 0.90
Participating intention 2 0.80
Total 15 0.74

6. Demographic View

Table 2. Demographic view

Characteristics Responds Frequency | Frequency percent | Cumulative frequency percent
Sexuality women 147 75% 75
man 49 25% 100
Education level Resource 5 6.2 6.2
Bachelor 96 49 55.2
Masters 92 9.46 64.66
PHD 3 15 100
Age 181022 79 40.3 42.3%
2210 26 9 48.5 88.3%
26t0 30 18 9.2 95.7%
Higher than 30 4 2 100%
Frequency of using Less than 3 times 41 20.9 20.9%
services in one month 3-6 times 42 214 42.3%
6-9 times 9 4.6 47%
9 times and more 104 35.1 100%

7. Hypotheses test

T test has been used for hypotheses HO and H1.
First hypothesis: social affective identity impact on the intention to use of the internet and online shopping.
HO: The mean of the variable of interest = 3
H1: The mean of the variable of interest # 3

Table 3. Descriptive statistics of affective identity

Standard error Standard deviation Average (X) Number Inde
ariable
0.06 0.83 2.37 196 Affective identity

Table 4. One-sample t-test.

Test Value =3
- - o
(_:onfldence interval (95%) Result of hypothesis P_Values Df t variable
Higher level Lower level
-0.7428 -0.6258 confirmed 0.001 195 | -10.556 | Affective identity

The results are shown in above table. As it is seen, significance level is 0.001 that is lower than 0.05.Also, as shown in
Table 4, given that the p-value is smaller than the 5% (significance level), then HO is rejected. And given that the average
value calculated for affective identity (2.37) is lower than 3,thus,affective identity is smaller than 3 and therefore the null
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hypothesis is rejected.Finally, null hypothesis is rejected with 95% confidence and the contrary is confirmed. Thus,
affective identity impacts on the Internet and online shopping intention.

Second hypothesis: social cognitive identity effect on intention to use the Internet and online shopping.

HO: The mean of the variable of interest = 3

H1: The mean of the variable of interest # 3

Table 5. Descriptive statistics of cognitive identity

Standard error Standard deviation Average (x) Number Iar:'?:ble

0.06 0.81 347 196 cognitive identity
Table 6. One-sample t-test
Test Value =3

- - 3

_C onfidence interval (95%) Result of hypothesis P_Values Df t variable

Higher level Lower level
0.6519 0.46599 confirmed 0.001 195 | 8.056 | cognitive identity

Third hypothesis: Social evaluative identity influence on intention to use the Internet and online shopping.
HO: The mean of the variable of interest = 3
H1: The mean of the variable of interest # 3

Table 7. Descriptive statistics of evaluative identity

Standard error Standard deviation Average (x) Number Lr:'?:ble
0.06 0.82 2.14 196 evaluative identity
Table 8. One-sample t-test
Test Value =3
- - n
- Confidence interval (95%) Result of hypothesis P_Values Df t variable
Higher level Lower level
-0.97 -0.86 confirmed 0.001 195 | -14.71 evaluative identity

The results are shown in above table. As it is seen, significance level is 0.001 that is lower than 0.05. Also, as shown in
Table 4, given that the p-value is smaller than the 5% (significance level), then HO is rejected. And given that the average
value calculated for evaluative identity (2.14) is lower than 3,thus, affective identity is smaller than 3 and therefore the null
hypothesis is rejected. Finally, null hypothesis is rejected with 95% confidence and the contrary is confirmed. Thus,
evaluative identity impacts on the Internet and online shopping intention.

8. Conclusion and Discussion

The first hypothesis about the impact of affective identity impact on online shopping intention was confirmed. The result of
this hypothesis is compatible with the studies of Zhou et al (2011), Zhang et al (2008), Wu et al (2010), Pentina et al
(2008), and Zhou et all (2007). In all these studies, the main point is that the concept of social affective identity, sense of
belonging and a desire to connect with others, influence on the intention to participate in the community and shopping
Internet.

The theory of commitment by Bateman et al (2010) proposed and expresses three types of affective commitment,
normative and continuous commitment impact on user behavior, the result supports the hypothesis. Thus, the result
asserts that social factors have significant effect on acceptance of ICT.

The second hypothesis of this study examined the social cognitive identity and intention to participate in the online
shopping space, which has been confirmed by the error 0.05. it is confirmed with Bagozzi & Dholakia (2002), Dholakiaet
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al (2004), and Zhou and colleagues (2011). The Gupta and Kim (2004) asserts that customer commitment to the online
community and virtual belief comes from balance between the two major factors of beliefs (perceived usefulness,
functional, system usefulness, system quality) and emotion (feelings of pleasure and arousal). The result of the study was
consistent with the results of the present hypothesis. Because it is expressed that function of other factors such as social
and interpersonal factors than systemic factors influence the acceptance of information technology and online community.
Thus, when people like to identify themselves as another people and with another identity they are more likely to use
internet and participate in online community. Aizhen Loh (2011)mentioned in their study about the effects of trust and
social identity in the process of decision-making and participation in online networks that social identity has an impact on
participation in the online space which is compatible with the hypothesis.

The third hypothesis of this study examined the impact of social evaluative identity on intention to participate in the
online shopping space, which has been confirmed by the error 0.05. Thus, social evaluative identity that expresses the
concept that how a person introduces himself with social treatment has impact on their use of the Internet and online
shopping. The result of these assumptions is consisting with the studies of Aizhen Loh (2011), Bagozzi & Dholakia
(2002), Zeng and colleagues (2009), Harrison Walker (2010) and Goitty et al (2010). All of these researchers have
studied consumer behavior in online communities. Moreover, HSU and Lu (2005) examined consumer behavior in online
game communities. So, users' loyalty arouse by social norms. So in this study the fact that social norms that include
social evaluative identity influence on user participation in community planning and shopping online.

9. Practical Suggestions

According to the confirmation of hypothesis 1, it is suggested that online community designer focus on factors such as
perceived usefulness and perceived ease of use as well as social factors and influence on people social identity through
providing better quality of service and system and more information.

According to hypothesis 2 it is recommended that online system designers use appropriate patterns to increase
user's awareness in order to increase their cognitive identity. This can be done through E-mail and hyperlinks.

Given hypothesis 3, it is suggested that designers provide more qualified information and virtual space in order to
increase commitment and loyalty of users.

Finally, it is suggested that managers focus on social factors such as cognitive, evaluative and affective identities
and mental norms in order to increase social identity, loyalty and commitment of users, which leads to online purchase
increase and profit.
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