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Abstract

Never before have customers been more powerful in providing, acquiring, and discussing the
offered price of service providers in online context. In particular, the emergence of online
communities increases consumer exposure to various information about the targeted services
including their pricing practices shared by like-minded consumers. While price is an
important indicator for customers to make a purchase decision, there have been very few
scholarly attempts to identify online community factors may influence consumers’ price
fairness perceptions. To address these gaps, the principal focus of this dissertation is to
examine the extent to which online community factors namely community engagement and
customer online collective empowerment shape consumer price fairness perception. Drawing
on social identity, resource dependence theory and social capital theory, three studies are
conducted and reported in this dissertation which examine the central role of community
engagement, consumer online collective empowerment, and community norms in driving
consumer price fairness perception. Further, the research tests the moderating effect of online

savviness and customer price sensitivity.

Drawing from social information processing and social identity theories, the first study
examined the effect of community engagement on customer price fairness perception
indirectly via community norms and rule familiarity. It is found that online community
engagement impacts customer price fairness perception. Moreover, we found the mediating
effects of community norms and rule familiarity on that relationship. Engaged member
interactions with like-minded customers in an online context strengthen the rule familiarity
with regards to dynamic pricing policies that, in turn, shape their price fairness perception.

Further, as online community citizens, engaged members are willing to adopt the community
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norms concerning the pricing practice in the market place that lead to a positive fairness
perception toward dynamic pricing. The findings also confirm the moderating effect of online

savviness for the impact of community norms on customer price fairness perception.

The importance of the collective activities empowering customers capabilities and knowledge
to deal with the targeted service providers emerged from the first study. Accordingly, the
second study conceptualised and developed a measure of customer online community
empowerment. Using samples from Australian frequent flyer community, we undertook a
qualitative netnographic study, to explore the nature of customer online collective
empowerment. The netnographic findings confirm that customer online collective
empowerment consists of four dimensions namely: behaviour empowerment, cognitive
empowerment, emotional empowerment, and relational empowerment. Subsequently, a four-
dimensional customer online collective empowerment measure is developed and empirically
validated through two quantitative surveys. The examinations of construct reliability,
construct validity, and discriminant validity evaluated through AMOS 22 confirm that the

measure is reliable, valid, and distinct from other relevant measures.

The final study empirically examines a novel model of key drivers of customer online
collective empowerment namely community engagement, community norms, and community
collective knowledge which, in turn, shape consumer fairness perception toward the dynamic
price tactics from service providers. Drawing on resource dependence theory and social
capital theory, the findings confirm that community engagement is significantly related to
perceived customer collective empowerment. The relationship is also partially mediated by
two key community factors, namely community collective knowledge and community norms.

As a result, empowered members indicated a positive fairness perception toward the dynamic
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pricing policy of service organisations. This study builds on the first study by introducing the
role of customer online collective empowerment to fully explain the role of engaged online
community member in influencing the price fairness perception of customer. This has
managerial implications for brand and social media usage which are discussed in the

conclusion chapter.

Overall, the thesis examines the interplay among several community constructs, which

together provide greater insight into the mechanisms by which these community factors affect

customer fairness perception toward the dynamic pricing.

ix|Page



x|Page



Statement of Publication

Works from this thesis have been published in the following articles and conference papers:

Refereed Journal Publication:

Nguyen, L., Rao Hill, S., Conduit, J and Lu, V. (fourthcoming) "Engagement in Online
Communities: Implications for Consumer Price Perceptions", The Journal of Strategic
Marketing, 2015, Special Issue

Conference Papers/Abstracts:

Nguyen, L., Rao Hill, S., Conduit, J and Lu, V. (2013) "Consumer Engagement in Virtual
Communities: Implications for Service Pricing", 2013 Frontiers in Service
Conference, 04 - 07 July 2013, Taipei, Taiwan.

Nguyen, L., Rao Hill, S., Conduit, J and Lu, V. (2015) "Customer collective empowerment in
online communities: Conceptualisation, Scales Refinement and Validation", 2015
CoCM Research Seminar, RMIT Vietnam, 4 March 2015, Ho Chi Minh City,
Vietnam.

Nguyen, L., Rao Hill, S., Conduit, J and Lu, V. (2015) "Developing customer collective

empowerment in online communities: A netnographic study", 2015 European
Marketing Academy Conference, 26-29 June 2015, Leuven, Belgium.

xi|Page



xii|Page



TABLE OF CONTENTS

Partial fulfilment Statement ...........c.ccooviiiiiieiiieee e e i
Declaration Of PlagiariSmi..........c.eccuiiiiieriiiiiieiieeie ettt ettt il
ACKNOWIEAZEMENL......c.viiiiiiiiiciecieee ettt ettt e b et ebeebeessbeesaeenseesseennnas v
AADSTTACT ..ottt et ettt ettt e s at e bt e st ebeenateebeeas vii
Statement of PUBLICAtION ......ooouiiiiiiiiiiie e xi
CHAPTER 1 : INTRODUCTION ..ottt sneesae e sneennes 1
1.1. Research Back@round...........ccccuieiiiiiiiiiiiiiciieee ettt 1
1.2. Overview of the DiSSertation. ........cecveruieriirierieeieeiesieete ettt 8
1.3. Ontological and Epistemological Paradigms of the Research Dissertation................... 10

1.4. Paper one: Engagement In Online Communities: Implications For Consumer Price
POICEPLIONS ...ttt ettt ettt e e bt e st e et e e esbeesseaenbeenseesnseenseannnas 11
1.5. Paper Two: Consumer Online Collective Empowerment: Conceptualisation, Scale
Refinement And Validation ..........c..cccooiiiiiiiiiiiiiiceceeceee e 14
1.6. Paper three: Antecedents and consequence of consumer online collective
empowerment: A study of travel community members...........cccceevvieriiienieiiiienieeieeee e 16

L7, SUIMNIMATY ..ottt ettt e et e et e et e e estteessateeesseeessseeesnseeeanseesnnseessseesnnns 18

CHAPTER 2 : ENGAGEMENT IN ONLINE COMMUNITIES: IMPLICATIONS FOR

CONSUMER PRICE PERCEPTIONS. ...ttt 19
2.1 INEEOAUCTION ...ttt sttt s 19
2.2 LAterature REVIEW ......couiiiiiiiiieiieceeeete ettt 22

2.2.1  OnNliNE COMMUINIEIES ...eouviieiiieiieiiientieeteesite et et et estteebeebeesbeesbee e bt esbeesateenaeeans 22
2.2.2 Engagement in onlin€ COMMUNITIES .......ccueeriieriieniieniieeieeiie et esiee e siee e 24
2.2.3 Revenue management and dynamic PriCing..........ccceeeveereeeueeneeesieeneeenieenneennnns 25
2.2.4  Perceived Price fAIIMESS. ....cuiriieriieiieeiieeeeeieeete et ee e esteeereestaeesbeesaeenseenaeaens 26
2.2.5 Linking Online Community Engagement and Pricing Fairness Perception ........ 27
2.2.6 Online Community Norms as a Mediating Mechanism..........c..ccccceceeveencnicnnnn. 29
2.2.7 Rule Familiarity as a Mediating Mechanism ...........c.ccccceevuerieninicnienenncnienene 31
2.2.8 The Moderating Role of Consumer Online Savviness............ccceeevverveerreenneennens 32
2.3 1\ (1 0 e (0] (o e RS 33
2.3.1  Data CollECtION. ... eiiiieeiiieiie ettt ettt ettt ettt e et e it e ebeeseeeeseens 33
2.3.2 MEASUTEIMENE . ..ceuviiiiieiiieiie ettt ettt ettt sttt et sa e et sae e et esiteebeesaneenee e 33

xiii|Page



2.4 R ESUIES e e e e e e e e e e e e e e e e e e 35

2.5 DISCUSSION -ttt e e e e e e e e e e e e e e e e e e e e eee e aaaaeeeeeaeeaneaaaaaeeeeaneans 39
2.6 Limitations and Future Research DIr€CtiONS ........ovvveveeeeeeeeeieieeeeieeeeeeeeeeeeeeeeeeeeeeeeeeees 42
2.7 CONCIUSION. ..ttt ee et et e e e e e e e e e e e e e e e e e e e e e e e eee e e e e e aeeaeeaeaeeeaeeeeeeaneaees 43

CHAPTER 3 : CONSUMER ONLINE COLLECTIVE EMPOWERMENT:

CONCEPTUALISATION, SCALE REFINEMENT AND VALIDATION.......c.cccveunnee. 46
3.1 INELOAUCTION ...ttt ettt st e b et e et esaee e 46
3.2 LIterature REVIEW ......cocoiiiiiiiiiiiiiiiieiecte et 49

3.2.1 Collective EMPOWEIMENL........cccuiiiiieiiiiiieiieeieeeiee et eteesiee b seeereeseneeaea e 49
3.1.1 Key Dimensions of COCE .........cccoiiiiiiiiiie et 54
3.2 Overview of MethodOlOZY ......cccccriiriiiiiniiiiiiiiceeee e 56
33 Study 2 — Netnographic study: Dimensional structure validity ...........cccccecveerenenneen. 58
3301 FANAINGS cutiieiiieiiecieeee ettt ettt ettt et eesaeesbeeesbeentaessbeenbeeesbeenseennneas 60
34 Item Generation, Assessment and Dimensional Validity...........ccccceevevveeriieeeieennee. 65
3.4.1 Study 3: Item Generation and Content Validity...........cocevervieniininniniencnicnnns 66
3.4.2  Initial Validation ........ccooeeiiiiiniiiiiieee e e 67
3.5 Study 4: Measurement refinement and confirmation.............ccceeeveeeeiereenieeninennnen. 70
3.6  Nomological Validity TeStiNG.........ccecuireiiiieiiieeiiieeieeeee e e 73
3.7 DISCUSSION ...ttt ettt et ettt e st e e bt e s e eabeesateenbeessneenseans 76
3.7.1 Limitations and Future Research Directions............cccceceveenerrenieneniieneenennnn. 79
3.7.2  CONCIUSION. ....iiiiiieieeteee ettt ettt et ettt e st ebeenteeneenaeens 80

CHAPTER 4 : ANTECEDENTS AND CONSEQUENCE OF CONSUMER ONLINE
COLLECTIVE EMPOWERMENT: ASTUDY OF TRAVEL COMMUNITY

MEMBERS ...t 81
4.1 INEEOAUCTION ...ttt ettt st et eate e e e 81
4.2 Theoretical Back@round .............coocuiiiiiiieiiiieciie e 85

4.2.1 Resource Dependence TheOoTY.........ccoecuieriiiiieniiiiieie e 85
4.2.2  Social Capital TREOTY .......ccieiiiiiiiiiieieeeie ettt et es 87
4.2.3 Consumer Collective Empowerment in Online Communities..............cccceecuene. 88
4.3 Hypothesis DeVEIOPMENT ..........ceevuiiiiiiiiiiieeciieeee e 92
4.3.1 Community ENgagement..........cc.cccoriiiiriiiniiniiienieneeieneesieeeeee et 93
4.3.2 Community Collective KNoOwledge.........cceevvieiiiniieiiiiiiieciieeceee e 95
4.3.3  ComMMUNILY NOTINS ..ceeuviiiiiiieiiiieeiieeeiteeeieeeeteeesteeeseaeeeseaeesaneesseeesseeesnseesnnseeens 97



4.3.4  PerceiVed PriCe FallMEsS. .. .. oo et eee e e e e e eeeeenan 99

4.3.5 The Moderating Effect of Price Sensitivity........cccoceeverieneeneniieneenenieneeeen 102

4.4 MethOAOIOZY ..oouviiiiieiieeie ettt ettt et 103
4.4.1  Sample CharacteriStICS .....ccuierrierieeriierieeiteerreerteesreesreesreeseesseesseessseesseessseenses 103
4.4.2  MEASUICINENT ....eeiuiiiiiiiieiiiee ettt ettt ettt et e st e e sat e e e st e e bt e sbteeebeeesaneee 104

4.5  Data Analysis and ReSUltS.........coocuiiiiiiiiiiiiiiii e 105
4.6 Discussions and IMPliCAtIONS ........ccceeriuieriiiiiiieniie ettt 111
4.7  Limitations and Future Research Dir€ctions..........ccccevueeienieneriienieneeienienieene 114
I O70) 1 Tod 1013 1) FO OO 116
CHAPTERS:: COMBINED CONCLUSIONS .......cooiiiiieecie e 117
5.1 Thematic CONIIDULION .......eiiiiiiiiiii et 117
5.2 Theoretical contributions of research qUESHIONS...........cccueeviieriiieniiiiiieieeieeeeee, 121
53 Managerial IMPliCAtIONS..........ccoiiriiieriieiiieie ettt et ebeeseeesseenenes 126
5.4  Limitation and Future Research ............coooiiiiiiiii e 129
5.5 SUIMIMATY <.ttt sttt st s e et e s e e neesaneenee e 131
REFERENGCES ... ..ottt et 132
APPEND X bbbt b ettt rs 169
Appendix 1: Definitions of K€Y CONSIIUCES........eeeriieeiiieeiie et 169
Appendix 2: Chapter 2 - measurement iteMS ..........coveveeruerierienieeitenienieeeeeeesieereeeeneeens 170
Appendix 3: Chapter 3 — All items in the scale development process.........cccecevvenuennene. 172
Appendix 4: Chapter 4 - measuremMent itIMS ........c.cevverieerieeireerieeireeseeeieesneeseeeeseesseenns 176
Appendix 5: Chapter 4 - Scenario for price fairness perception (Low-high)..................... 178

xv|Page



NOTE: Statements of authorship appear in the print copy of the thesis held in
the University of Adelaide Library.




LIST OF TABLE

Table 1-1: Overview of relevant studies in each chapter...........ccceevvvieeiiieeiiiieccieeeee e, 10
Table 2-1: Descriptive statistics, correlation matrix, and reliability ...........cccoeeviiieniiieniinens 34

Table 2-2: Results of the hierarchical regression analyses for the moderating role of

CONSUMET ONIINE SAVVIIESS ....veeutieiiieiieaiteentieeteetteeteestteeiteesttesabeesseeeabeesbeeanseesseesaseenbeeenseanseens 36
Table 3-1: Collective Empowerment StUdI€s ..........ccccvreriieieiiiiieiiiieciie et 53
Table 3-2: Scales develOPmMENt PIOCESS ......ccecveeeriieeiiieeiiieerieeerteeesreeeteeeaeeeeaeeeeseeeeaaeenns 55
Table 3-3: Model Comparisons for DImensionality ...........cccccceeviieeiiieeiieeniieeeee e 67

Table 3-4: Calculation for scale items, Convergent Validity and Discriminant Validity (Study

R 1010 BN 1016 | 2 TSR 69
Table 4-1: Descriptive statistics, correlation matrix, and reliability ...........ccccoevevviiirennenns 102
Table 4-2: RelationShip StAtISTICS .....eeecviieeiiieiiiieeciieeetie et e et eeee e eee et e e s reeesaaeeeseaeeeaaee s 104
Table 4-3: Moderating teStING .........ceeivieeiiieeiieeeiieeeeeesieeesteeestaeessteeesseeesseeessseeessseesssseenns 106

xvi|Page



LIST OF FIGURES

Figure 1-1: The Dissertation Conceptual Framework ............ccccocevieneniiniininicnieneeieseeenee 9
Figure 2-1: Conceptual model for study 1 ......ccccooieiiiiiiniiniiiiieeeeeeee e 31
Figure 2-2: Interaction effect between consumer online savviness and community norms on
PEICEIVEA PIICE TAITNIESS ...eeeuvieiieeiiieeiieeieeeiie et ete et et et e ae e bt e st e esbeeesbeebeessbeenseesnseenseeenseenne 37
Figures 3-1: Netnographic COdiNgG PrOCESS.....cccuveiiieriierieeiieeieeieesteeteesiteereesereeseesseeenseeneeas 60
Figure 3-2: CFA models and results for Customer Online Collective Empowerment scale
(STUAY 3 aNd STUAY 4)..eeieiiieiieeeee et ettt ettt te et e et e et e enbeebeeenbeeseeeseen 68
Figure 3-3: CFA model of Customer Online Collective Empowerment and Online Obsessive
PASSION ...ttt st 72

Figure 3-4: CFA model of Community Identity and Customer Online Collective

EMPOWETINIENE .....einiiiiiieiieet ettt ettt ettt s bt st s e sbeeeaneeneens 73
Figure 4-1: Conceptual framework of consumer online collective empowerment.................. 89
Figure 4-2: Moderating teStNE.........ceouveeuierieeiieniieeieesiteeteeeiee et eseeeeteesaeesebeessaesnseesseeenseensnas &9

ey
xvii|Page



	TITLE: Investigating the Role of Online Community Engagement and Consumer Online Collective Empowerment for Consumer Price Fairness Perception
	Partial fulfilment statement
	Declaration of Plagiarism
	Acknowledgement
	Abstract
	Statement of Publication
	TABLE OF CONTENTS
	NOTE
	LIST OF TABLE
	LIST OF FIGURES




