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ABSTRACT

TODD D. WOODRUFFGoal Influence in Organizatiahldentificationand Post
Choice Behavior
(Under the direction alan Benedict Steenkamp

Consumption gals instillenduringmotivational force and positive emotions,
making goalrelevant knowledge more accessible, directing atteyaiot shaping our
judgments Consumer goalare often used to segment markets, target prospective
members, and inform marketers aboutdppropriate use of marketing mix instruments
This article demonstratésattheindividual membership goalusedto generate interest
and induce membghiphave powerful and pervasive effects on the development of
organizationaldentificationandthe incidenceof pro-organizational behaviors, such as
retention providing wordof-mouth endorsemerandserviceuse Moreover, these
individual membership goals vary significantly in their effects on identification and

behavior, and therefore in their valiwethe organization.

This papedevelos and testa conceptual framework for the relationship
between membership goatsganizational perceptions and satisfactidentification,
and member behaviday using crosssectional, multicohort, and twewave panel data. It
consistentlyfinds that membership goals have significant effectsaw the organization
is perceived, satisfaction with the organizatiorganizationaidentification,and the
incidence 6 pro-organizationabehaviors.In generaljntrinsic membership goals, such

aspersonakelfenhancemera nd al trui stic servi cae to

t

he



associated with more positive perceptions of the organization, higher levels of social
satsfaction,increasd organizational identificatiorand more frequemtro-organizational
behaviors Conversely, economic membership goals terfaetassociated with less
positive perceptions of the organization, higher levels of economic satisfatgmease
organizational identificatigrandfewer pro-organizational behaviors. Interestingly,
individual membership goals had no effect on identificajiowth Nevertheless, the
difference in identification between those with strong intrinsic goals arse thvith

strong economic goals wasiitelarge with the levelof postsocializationidentification
among those with strong economic goalgrigito reach the level gire-socialization

identificationamongthose with strong intrinsic goals.

This suggestthat managers and marketers must understeowdindividual
membership goals affect pept®ns of the organizationtheirme mb dewetod
satisfactiontheir degree oidentification and theifuturebehavioral choices. Exclusive
use of consumeigoalknowledgeto maximizing membership numbexsdmarketing
efficiency without considerinthelong-term impact on the relationshguality and

behavior is myopiand mayfail to maximize longterm value for the organization.
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CHAPTER I: INTRODUCTION

1.1 Membership Organizations and Membership Marketing

This dissertation looks at the influence of membership goaldemtificationand
behavior in theontext ofmembership organizations antembeship marketing For the
purpose of this dissertation, memdldp goals are defined psrsonalgoalsan
individual perceive to be facilitated or advanced through the act of joining or
maintaining membershipMembership goalare as varied as the individual, but can
oftenbe categorized as relating to either:

1. Altruismi An intrinsic goal focused on seifanscendence arsgnice tothe

organizatioror its causes

2. SelfEnhancing An i ntrinsic goal f owansegtdy on | mpr c

improving character arinforcing/communicating selflefinition andself-image

3. ExtrinsicEconomici Calculativebenefits or rewardéSchwartz1992 Kasser and

Ryan 1993.

As anexample, a person may habe altruisticgoal of giving back to their alma
materand believe this can be accomplished through membershipiimutieersityd s
alumni association.

Membershipsre important for reasons beyaieir ability tofacilitate individual
goals;over 100,00Gnembership organizatiomspresent an importanbmponentf the

U.S. economyU.S. Bureau of Labor Statistics 2Q0@&ssociatiors, which constitutex



largesubset of the membership organizasiageneratever$33 billion in revenue
annually hold over$50 billion in assetsmaintaina payroll ofalmost$50 billion, and
employover1.5million peoplein the U.S.alone(American Society of Association
ExecutivedASAE) 2007 2009.

Theimpactof membershiprganizationss also considerable termsof
individual participation antheir presenceén society The three largest membership
organizations in the U.$AARP, AAA, and the U.S. Catholic Church) all have
membership oapproximately50 million people(AARP 2008 ASAE 2009 and the
average membership among the top&ll membership organizatiorxceeds million
(Bhattacharya etal. 1995A2 011 Googl enmembar csh edoewerd4 i i el d
million hits representing almost every industry, profession, cause, and interest group
Thesememberships include brand associatilikes theHarley Owners GroufgHOG),
professional associations (eAynerican MarketingAssociation), advocacy groups.g.
AARP), political associationgrmed forcesyniversities aneéducational organizations,
religious organizations, clupgyms, museums, zoadshopping clubs

While thissampling is quiteliverse mostmembershiprganizationgan be
categorizedhlong two criteria of particular relevance to this stuyhetype ofbenefits
they provideto their membergeconomic or soci@motional)(Bhattacharya 1998nd?2)
thelevel of affiliationtypically experienced by membérsor exampleretail
memberships such &ostcotend to bdow affiliation (limited to transactional shopping)
and providegprimarily economic benefits to its members. Doctfishout Borderson

the other hands anon-profit, causebased high affiliationmembershipvhere member

! Affiliation is defined as involvement or association with the organization.



doctors are embedded in theyanizatiorand receive acio-emotional benefitfrom their

service t

memberstp organization that tends to be positioned near the middle of both criteria
Membes mayderive both socieemotional benefits (e.g. feei good about supporting
their dma matter) and economic benefiesd.job networking) while being able to
maintaina level ¢ affiliation that can range frorhigh (e.g.someone who actively
attend sponsore@vents anghromotes the university) to very lofg.g.limiting
involvementto passively receiving association emaited publications(Figurel.1).

This dissertaon will focus on membership contexts where treemedium to high
levels ofaffiliation and membership benefits are not exclusively economic.

Figure 1.1 Organizational Positioning by Benefit Type and Affiliation Level

High

Affiliation Level

Low

o

ot her s

a bnversithadumro asspeaationzreptesenta 6 s

Benefit Type
Economic Socio-emotional
e University | ® U.S. Military Doctors e
of N.C. Without
Borders
e American e University
Bar Alumni
Association Association
e AAA Medical Foundation of e
e Costco NC, Inc. *

(a philanthropic donor membership)

* This membership limits affiliation to donating activities and member recognition.

Member in return receive only socio-emotional rewards.

c
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1.2 The Influence of Membership Goals

Regardless of thecharacteristicsmostmembershiprganizationd) engage in
marketing activities to attract and ennolwmembers2) benefit fromhigh quality
relationshipg with thesemembers, and 3) receive value frimirme mb eetasobal
behaviorgBhattacharya et al. 1995; Sheth and Parvatiyar 1998&mbership goals play
a key role imall threecases.In the first casemembershiprganizationsise knowledge
abouttheir prospective membedgoals, either directly or indirectly, segmentheir
market, target prospective members, arake decisions regardiriige appropriate use of
marketing mix instruments (Cermédkile, and Prince 1994 Goalknowledgeis vital to
these actionbecausegoalsfunction agprime determinats of attitudeschoices, and
behaviorgAjzenand Fishbein 1980)Furthermore, galrelevant knowledge is more
accessible, receives incredsattention and processing #As, Dijksterhuis, and DeVries
2011;Fishbach andéerguson 2011 andinfluenceshow prospective membeevaluate
and organizenformation, optons, and behaviorgishbach and Ferguson 2011; Warren,
McGraw, and Van Boven 2010)

In the second case, membership gealsaffectidentificationthrough their
influence omattitudes evaluatiors, and expectati@regardinghe memberganization
relationship(Ajzen and Fishbein 1980)In the final casegoak caninfluencemember
behaviors through their indirect effect mentification(Arnett, Germanand Hunt 2003)
andtheir directeffect onthe evaluation and execution of behaglayptions(Fishbach
and Ferguson 20)1 This influence ispotentialy quite importantbecausehe value of

relationalbehaviorqe.g.retention,advocacyreferrals angoromoting, volunteering, and

donating may represent most dieme mber 6 s val ue, ppaofitendcul ar | vy



non-paid membersps (Arnett et al.2003 Bhattacharya et al. 1995[Even within for
profit firms, relatiorship quality andbehaviorcontributessubstantial/aluethrough
increaseduying willingness to payretention,and referralgPalmatier2008.

The influence of membership goals thie evaluation of the membership offering
identification andfuture memberehavioris not necessariljgomogeneouacross goals
There is theotential thasome goalsvill have a positive influence anembership
choice,identification and behavior, while other goalsll have a positive effect aonly
themembership choigevith a null or negative effect adentificationandor future
behavior Take br exampleauniversity graduates consideringembership irtheir
schoob s al umni Inghss $ypathetedlluswationthere is asegment of the
populationthathasthe goal of acquiring access to member bengdiish as the
a s s o c iceeditiuroon and amthersegmenthathasthe goal ofgiving back tothar
alma mater If the alumni associatidmas identified these segmentancater its
offeringsandmarkeingto addresb ot h segment sdé nteembyer shi p goal
influencetheirmembership choiceAfter the membership choice is made, viadue
created for the organization byeindividuals from theseegmentsnay vary based on
theirreasongor choosinghe membershipFor examplgindividualswith agoal of
giving back to their alma mater mayn averagedentify more strongly withtie
organizatiommndbe more likelyto enact behaviors that are important to dnganization
than memberseeking access to benefits

While it seems reasonaktleat individualswith different membershigoalscould
select the membershipith similar frequencyyetvaryin theiridentificationand

behavior based on tineeasongor choosing the membershinetempiricd evidence is



limited. Numerousstudies havexaminedhe antecedentnd consequences$

relationship qualitfGeyskens, SteenkamgmndScheerl996; Morgan and Hurit994
Palmaier 2008, butfew studieshavelooked atthe antecedents and consequences of
relationship qualityvithin themembership contextThesefew studiesmeasurd
relationship qualityas organizationatientification whichcan be thought of as a sense of
connectedness to the organization andtenderey def i ne oneds self
organization (Bhattacharya et al. 198%el and Ashforth 1992 Thesestudiesfind
thatidentification with the membership organizatioss a strong positive effect on
relationalbehaviors such asetention angoromoting(Bhattacharya et al. 1998ael and
Ashforth 1992. They also findhe effects ofelationshipinducing factors, such as
perceived organizational prestige ahstinctivenessare largely mediated by
identificationas depicted in Figurk.2 (Arnettet al.2003 Bhattacharya et al. 1996ael

and Ashforth 199p

Figure 1.2 Identification -Based Relational Modeladapted from Arnett al.2003

Relationshi
. P I Member
Inducing Identification X
Behaviors

Factors

While this body ofresearclprovides importantinsights intorelationship quality

andmarketing relevaninembershifpehavios, it does noexplore the influence of
membership goals dherelationalmodel in Figurel.2. This omission is important
becausd) organizations are usirkgiowledge of membership godtiirectly and
indirectly) to target marketing actions and induce membership chanck?) goal and

hierarchy of needs theories suggest thambership goalshouldinfluence perceptions

2 One exception to the use of identity or identification as the measurerobershipelationship qualitys
Gruen, Summers and Acito (2000) who use membership commitment.
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and expectations of the organizatioglationship qualityand member behavig¢Hall and
Schneider 1972)

This argument can be illustest by examining the effects wfembership goals
onanAIDA Hierarchy of Effects model andn anidentificationbasedelational model
(Figurel.3). The right side othe figuredepictsthatmembership galsgeneras
0 teentiordto the offeringg a i n  a mtgreshimthednembiershigrous 6 esiréto
becomea member andinduce 6 @aiond(membership choice)The left side of the figure
also represents thatembership goalwhich remain salient following the membership
choice will influence thesubsequent relationshigy affectingperceptions of the
organization (and other relationshiplucing factors), relationship quality
(identification), and a number of important membgydehaviors (e.g. retention and
promoting). Note that the AIDA modaifloesnot influen@ the relational model, rather it
depicts that persistently salient membership goals affectchoibe andhe subsequent
relationship

Figure 1.3 Goal Effects on Relational and AIDA Models(models adapted
from Vakratsas and Ambler 1998rnett et al. 2008

Individual - Organization Relationship AIDA Hierarchy of Effects

Member
Behaviors  J. i

Attention to
Offering &
A\, Membership

Interest in
Offering &
Membership

Desire for
Offering &
Membership

Individual’s
Membership

Relationship
Inducing Choice
"--..‘.-.....-v--“"“-.. ..... i tACtion)
Time and
Goal Persistence



1.3 Research Objectives

This dissertatiormakes use of earlier studies to integgaltheory with social
identity and organizational identification theory within the membership context in order
to develop a conceptual framewdik theeffects ofmembership goalsn an
identificationbased relational model (Figute?). This dissertation @velops new
empirical evidence that demonstrates that membership goals do more than drive the
membership decision; they also have substantial effects on how an organization is
perceived, onm@anizational identificatiorandon membetbehaviors. Accordiny, |
argue that organizatiomsarketing to prospective members should look beybadise of
membership goals target segments that can be recruitesbtefficiently or in the
greatest numbeand shouldalsoconsider the dowsstream consequences of skayoals
on t he me nditleeffirdhsFailingtd do so can result myopicmarkeing
decisionghat drive higher membership numbers but create suboptimal customer lifetime
value.

This dissertation does not test the AIDA model, nor dodsectly measure the
effect ofspecific membership goats the initialmembershighoice Insteadt uses
specific membershigoalsthatarebothreasonablyvidespreadn theirapplication and
known to beusedby the sample organization $egmentheir marketandinduce
membership choiceThis approach enablese totestthe hypothesethat membership
goalsknown to influence the initial membership choi@esesubstantiaktffects on1)
perceptions of the organizatiamd otherelationshipinducingfactors 2) identification
with the organization, 3nemberbehaviorgi.e. retention referrals sacrifice,

participation, and use of serviced) the strengttof the relationships between



relationshipinducingfactors and identificatiotFigure1.4).® Additionally, it enables me

to test the degree to whithesespecific membership goals differ in their effects and
investigatehe dynamics othis relationshipn terms oftemporalprecedencand growth
parametersf key constructs From a managerigderspective e knowledgegenerated

from this researcBhould be particularly important for 1) assessing differences in

membeds longterm value to the organization based on their membership, goals

settings where economic contributiondeefonlyap r t i on o &valae toteemb er 0
organization and 2) developing approaches to influence retes#ionfice,participation,

and promotion behaviors among different membership segments.

Figure 1.4 HypothesizedEffects of Membership Goals on the Relational Model

Relationshi
. P A | Member
Inducing Identification > .
Behaviors

Factors

Membership
Goals

1.4 Empirical Context

This dissertatiomses samples from thénited States Armyo refinethe

conceptuamodelandto empirically testesearcthypothesesThe Army providesan

% Figure 1.4 illustrates the four general hypotheses explored in this disserfBtiefull hypothesized
model includes seven relationshiglucing factors, five membership behaviors, and five membership
goals. Specific hypotheses are developed and discussed as part of Essay 1.

9



interesting and importambarketing and organizational behaveantext fora number of

reasonsFirstt e spi te being a gover nmentapproackis i t uti on

remarkably similar to those us¢ - Figure 1.5 The Army Segmentation Model

_ _ _ (U.S. Army2009)
in both business and nqomofit

+ Attitudes about Army service
+ Motivators for Army service

marketing strategies of + Barriers for Army service

settings, emipying textbook

« Create customer groups from custom Army market
segments

» Use customer groups for directed marketing to send
the right message in the right medium to the right
target at the right time

segmentation based on
motivations, attitudesnd
barriers to membershi-igure
1.5); brand positioning based on detailed knowledge of these segaedis;
sophisticated use of marketing mix tools based on their positioning strategy and

knowledge of each segment.

Second t he Ar myds c¢ unembernntegranoa patadigms asgume n d
that specific membership motivations or goals are less impasdohg as theinduce
membership and thadividual isa high school graduate, scoring sufficiently high on
aptitude testing This is premised on the belief that initial training, acculturation, and
socialization will create the desired psychological bekavioral outcomes as part of the
civilian-to-soldier transformation.The Army, thereforejs focused on enlisting
sufficient numbers of qualified soldiers with the maximum efficiency and is not
considering the potential effects of membership goathemrmySoldier relationship
and future membership behavithat are of great importance to the Armyhis

provides afavorablesetting for testing if the membership goals used to segment

10



prospective members and target marketing actions have downsiifeats on

relationship quality and behavior.

Third, the Armyis an inherenthhigh-affiliation, identity-conferring membership
choice (Kleine, Kleine, and Brunswick 2009), requiring the individual to consider the
consequences of choosing a hajfiliation relationship and its effean oneds 1 dent it
But the Armyalso emphasizes numerdusictional aspectsf its membership in its
marketing campaign and direct recruiting efforts, resulting in its evaluatioonby s
potential members from this functional perspective. In fact, more thathwdeof
Soldiers join primarily for reasons other than saetprovemenbr srvicdaltruism goals

and are instead more motivated by college money, bonuses, pay, or othesfforms

calculativebenefits(Woodruff, Kelty, and Segal 2006).

Lastly, Soldier behavior aligewell with relationalbehaviorggenerally valued
within themembership context. Forexampglee havi or s t hat contri bute
lifetime value tathe Armyincludeprovidingword-of -mouth promoting to generate
interestand overcome concerasnong prospective memberstention/reenlistment
(which occurs every two to six yeqrgoluntary sacrificdor the organization
participationin optional activties that benefit the Armyand increased consumption of
serviceghat are intended to improve Soldier and family wellbeilmgportantly, these
are all discretioary behaviorswhich shouldeflectrelationship qualitypetter than
compulsory behaviorsOverall, he Armycontextprovides arange ofmembership goals
sufficient variationn identificationlevel, and a number of marketing and
organizationally relevanmhembembehaviormecessary fonypothesesestingand

modeling.
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Enlistment and mmbershigrogresses acrofsur general stages: penlistment

(consistent with the AIDA modglpartial membership among contractediuffe Soldiers,

memberintegration and training of New Soldiees)dfull membershipof Current

Soldiersassigned to Army unitd~igure1.6).

Initial
Enlistment
at MEPS

Figure 1.6 Membership Stages and Timeline

Enters Army Full Time, Arrives
Reports for Initial Training First Unit

**Retention decision

at 1-6 years
of membership

Membershlp Limited m.embersh_ip, perio_dic nitial Ent
Event c?en:::tt ;\:tt: frs:r:'lu;t;r',“aown:ll‘t: Trainingrv Membership in Operational Units in Army
Months \ \ é \ |
in Org. \ ‘ Q ‘ ‘
Survey by ‘c,o‘:@y
Member %o\i*erp\"

]
Timeline LF

&
&

Partial Me

Soldiers

1ntens

Current Soldiers

In the preenlistment stage (not showmospective members speak with friends

or family havingArmy experiencereview Armyadvertising €.9.TV, radio, print, and

interne),e x pl or e

engaging with an Army recruitee.t he Ar my 6 s

t hdesfpg@yArsmwedrsd

s al

A mamd/orc a 6 s

e s

force

representatives)lf the prospective membg@asses preliminary qualification screening

anddesiresmembershiptheyproceedo the Military Entrancérocessingstation

(MEPS) wheretheyreceive aptitude testing and screening for physical and mental

gualification.
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Quialified individuals then meet with a career counselor to select a job and
additionalenlistment opons, such as enlistmedtration,cashbonuses, educational
benefits,specializedraining options, reporting date for initial duty, and assignment
location. Once the contract is signed, the individual takes an oath to support and defend
the Constitutiorof the United States of Amerigaee the arrow labeled as Initial
Enlistment in Figure 6) At this point, it is common for Future Soldi¢o enter gpartial
membershigeriodthatrangesfrom a couple weedto 12months while waiting for thar
report date.The length of this period is typically driven by high school or college
graduation or the next available slot for their selected job traiBiagng this time,
Future Soldies reportto their recruiting company commander periodictraining and
accountability remain at their home townare not paiddo not wear uniformsand do
nothave to meet Army physical or appearasi@ndards At the conclusion of this
period, the individual reports for active duty drebinsinitial entry trainirg (see arrow

labeled Enters Army Full Time in Figules).

At initial entry trainingNew Soldiergeceive haircut§males only) uniforms, and
medical/administrative #processing and then begin an intense period télimintry
training. For mosNew Soldiers thisncludes2-monthsof basic training with an
additional 1 to 1dmonths of specific job training. At the conclusion of this period New
Soldiersaresufficiently trained and acculturated to join other Soldiers in operational
units. TheseSoldiers(now referred to a€urrent Soldiershhenserve their enlistments at
one or more of thbundreds of possible global assignments for the redeaat their

initial enlistment (2 to §ears) before reaching their exit/reenlistment point.
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The idealstudy of membership goal influence identificationand behavior
would include a longitudingdanelstudy across all four stages well as irdepth cross
sectional surveys of each groupwo constraints require adjusénts tahis sampling
approach. First, access to potential memagifse preenlistmentstagewas not possible
and £cond, the total timeline of this reseavess insufficient to followa panel (or
panels) of individuals througihe remaining threstages.As an alternative approach,
three membership samples from the United States Avargused. The first sampleas
drawnfrom Future Soldiers who had enlisted and were now awaiting their report dates
for their initial entry training.The second sampigeasdrawn fromNew Soldiers
receiving initial entry training and integration. The final samyds drawn fronthe
population of active duty Soldiers (Current Soldiers) typically having between six months
and 15 years of membership in the Army.

Current Soldies completed a single crasectional survey, whilboth New
Soldiers andrutureSoldiers completed twwave panel surveysrigurel.6 positions
these surveys along the membership timeline and within the membership Sagesit
Soldiers provided the best opportunity for testing the core hypot(fegesel1.4)
becauseheyhave the neceary experience to assess the behaviotahtionsincluded
in the model There is some concern that this group is the furthest renfimradheir
enlistment decision and may not recallittembershigoals;however,Soldier
interviews suggest this is not the casg®re concerning is the potential of biased
memories.

New Soldiers were surveyed immediately upon arriving to their adtrative

reception stationwhere they prepaddor initial entry training by receiving uniforms and
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haircuts and complete administrative and medical processing. The same New Soldiers
were surveyed again between two and three months later, just priadt@agon from
initial entry training. These surveys enable me to test the validity of the hypothesized and
final modek from the Current Soldier sample within the previous membership stage and
then compare and contrast membership goal effects of CuneéiNev Soldiers. Most
importantly this membership stage is where | expect the greatest change in terms of
identification and behavioral intentions. The panel sts\feym this grougenable meo
examinechanges in thievel and slopes of identificatiaand behaviorbased orspecific
membership goals

The Future Soldier sample is most proximate to their enlistment decision and
should provide the most accurate measure of membership gotlse Soldiers were
surveyed several months before reporting for initial entry training and again just prior to
reporting for theitinitial entry training.These two panel surveys enable me to test the
validity of the final models from the Current and N8widier samples within the Future
Soldier sample and then compare and contrast membership goal effects of Current and
New Soldiers with Future Soldiers. The tpanel surveyenable me to examine if
membership goals influenchange irthe level and slogs of identification and
behaviors.While | expect less change within this panel relative to the New Soldier panel,
anticipatory socialization andodestparticipation may still create sufficient change to
examine the differential effects of membershiplgdCollectively, hesethree samples
provide the data necessary testing and validating the four hypotheses depicted in

Figure 4 through the use siructural equation modeling, mu@iroup structural equation
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modeling, and latent growth modeling, whifunction as the three primary methods of

analysis in this study.

1.5 Dissertation Structure and Preview

This dissertation is divided into three essays. The first é&3@pters Il through
V) developghe theory, hypotheses and baseline structural model, the second essay
(Chapters IV through X¢xamines multiple membership cohorts, and the third essay
(Chapters Xl through Xlllexplores how membership goals affect change in the member

organizationdertification and behavior.

1.5.1 Essay (Chapters Il through V)

The objectives oEssayl arethreefold:

1. Developan integratedmembership goaéldentificatiorbmodel grounded on
strong theory and existing empirical evidence fromoitiple academidields.

2. Introduce andliscuss the development avalidaton of the scales and
instruments needed to teéke research hypotheses

3. Empiricallytesta  dnbmegship goaldentificatiordstructuralmodelusing the
Current Soldier sampli@ order tofully understandts mechanismand
revealed structureThis includes validating the identificatidrased relational
model and then testing the effects of membership goals across the full breadth
of the relational model (see numbers 1 to 4 on page 18).

Theessaybeginswith adiscussion ofjoal social identity, and organizational

identificationtheoriesandtheir relevance for membership organizatiohthenpresent
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an argument for usg identification asameasure of relationship qualiyithin this study
This portionof Essay kconcludes with aiscusion of existingevidence that suggests
membership goalwill affectidentificationbased relationships and behaviors trel
introduction ofa conceptual model that illustratdeseeff ects
Essayl continues with the developmenttbe full model and hypothesddere |
hypothesizehe effectsof specifictypes ofmembership goal@ltruismbkervice, sel
imagédselfenhancemenandthree types of economienefits)on theidentification
based relatioal model, lay out the supporting arguments for each relationship, and then
represent these relationships in a series of visual models.
These hypothesdall within four categoriegseeFigurel .4, page
1. The direct effects of embership goalsn perceptions of the organizatiand
satisfaction with the organization
2. The direct and indirect effects ofembership goals omléntificationwith the
membership organization
3. The direct and indirect effects ofembership goals doehavior(e.g.
retention word-of-mouth referrals, participatiosacrifice,anduse of member
services)
4. Themoderating effedof membership goalen therelationshipinducing
factorsY identificationassociation
After discussinghe full model andits hypotheses, | introduce the construct
scales, survey instrument, and methods necessary for testing the irzegh with a
discussion of the scale development proc€mstruct measusavereadapted from

existing scalg butrequired enough modificatn to warrantnew itemdevelopment,
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pretestingand factorial analysis, aidmming decisions to arrive at the final scales
After discussing this procedspresent théinal scales andiscusgheir psychometric
properties | also introduce the survegstrument and discusse developmenand
pretestingof the survey for each of thieree samples.

Essayl cortinueswith a discussion ofonfirmatory Factor Analysi€CFA) and
SEM testing of the full modelsingthe crosssectional data drawn from the sample of
approximatelyl050current Soldiers. CF#s used to test the factorial validity thie
hypothesizediatent constructandto confirm that items selected duripgetestingremain
valid and reliablen the inal sample.SEM is used t@stimate thetructuralrelationships
in my conceptuamodel ando test its fit againstival modelsand alternative
explanations Effects ofmembership goal construatsthe full model are discussed and
compared to the initidlypotheses; this includes tests for moderation and the inclusion of

control variables.

1.52 Essayll (Chapters VI through X)
Essayll builds upon theéheor, mechanismsand structural modelevelopedn
Essayl. The objectig®f this essawre:

1. Tounderstand how membership evolves actibsthreemembership cohorts
represenng the partial membership perigéruture Soldiers)themembership
integration periodNew Soldiers)and the fullmembership periofCurrent
Soldiers)(Figure6). More specifically, this objectivincludesidentifying
differences between cohorts in how they perceive the organization, their level

of identification with the organization, and their behavioral expecttion
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Also of interest are the differences between the effects of expected satisfaction
(Future Soldiers) versus experienced satisfaction (Current Soldiers).
2. To test the validity of the measurement and structural médelsEssay
using two other cohorts (New Soldiers and Future Soldiers).
Essayll begins with an introduction to the Army membership proeests
discussion of the three Soldier sampl&ach sample is theelatalt o t he Ar myos
membership process ahdw they contrilote totestingof the research hypothesdstom
this point, the groups are empirically &stor invariancein their measurement models,
structural models, and latent means. The samples are not expected to herfully
invariant and the purpose of thesting is not to combine the samplésstead, theype,
structureand magnitude of any differencaseused to develomsightsinto the cohorts,
the model, and its mechanisms.
Essay llcontinues with an introduction tbe methods used feestinginvariance
of the items, the factorial structure, pataisd latent means. thentransitions to a
discussion of the results from eaafitheseanalysesnd theinmplications for marketing,

organizational behavipand managerial practice

1.53 Essy Il (Chapters Xl through XIII)

Essaylll focuses orthe changeprocesswithin cohortsandhasthreeprimary
objectives

1. Toidentify, describe and explain the change process that occurs between

time_1 and time 2 in the two samples
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2. To identify, describeand explain how different membership goals affect the
change process identified as part of Objective 1.

3. To validatethecausal predominangepresented ithe final modeldrom the

first two essays.

Essaylll focuses omescribing and explaining the changrocess that occurs
between timel and time 2. Changds expected to occwrithin boththe New Soldier
and Future Soldier groups. New Soldiare undergoing an immersive, intems® to
three monttperiod of training and integration desigrgzkcifically to change civilians to
Soldiers or normembers to members. Future Soldiers are in a period of partial
membership that precedes training and integration, usually remaining in their home
communities and having limited contact with other membeétke Army Despite being
less immersivandintense tha the initial training and integration peridtdeseFuture
Soldiersare expected texperience anticipatory socializatias theyprepae to accept
new norms, values, attitudes, and behaviorsbegih to develop expectatisabout
membership in the ArmgSimpson 1962)

This analysis uses the tweave panel data from the New Soldier and Future
Soldier samples to complet&tént growth modelin-GM). LGM, which is alscan
application of SEMuses longitudinal variation and individual (cressctional) variation
to make strong inferences about the change processanahssis seeks to discover the
mean trajectories of change observed in the two panel observations and understand the
extent of hdividual differences in chandmsed orvariancen their growth parameters
(Steenkamp and Baumgartner 2Q00his ability is particularly important because it can

reveal heterogeneigmongindividuals holding different membership goals even if no
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aggreyate trends are present. More generally, LGMsms to link differences in
individual growth parameters to tineantecedents and consequereedgain insights
into the reasons for individual variatidgssaylll describes the LGM methodology in
greater detail and sets thee models to be tested mghasis igplaced orlinking
differences indentificationgrowth parameters to membership gpsdtationship
inducingfactors (e.g. perceptions of the organizatiamd behavioral consequences.
Also of interest are theffects of membership goals oelationshipinducingfactors and
behavior growth parameters

Essaylll continuedy discussinghe methodfor testing moderation in LGMnd
testingthe degree to which membership goals moderatatlrenceof relationship
inducingfactors ondentificationgrowth parameters Demonstrating moderation of
change in twawvave panel provides stronger evidence than the-sessnaimoderation
analysispresented in Essay 1.

Finally, the twewave panel data from the New Soldier and Future Soldier
samples are used to provide additional evidence for the causal predominance suggested
by the structural models in Essdyendll. Thisanalysis uses a structural model that
takes measures of each latent construct at two points in time and models causal paths
from the latent variables at tim® the latent variables at tim2(Byrne2001). This
analysis tests the hypothesis that a lat@ntble at timgcauses another latent variable at
time, or whether the process operates in reverse. For example, | expect identification at
time; to cause worebf-mouth referral behavior at tim2, but | must rule out that
providing wordof-mouth referals at time makes the member more identified at time

After discussing the methodology and setting up the models, | discuss the results from the
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initial and final (best fitting) models and their implications for the full structural models
developed irthe first two essays.

The essay concludes with a discussion of the results from each of these analyses
and their implications for marketing, organizational behawand managerial practice.
This is followed by a discussion of the ovefaildingsandimplications across athree

essays
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CHAPTER II:
IDENTIFICATION AND GOAL THEORY, HYPOTHESES, AND MODELS

High qualityindividualorganization relationships providebstantial value to
firms and norprofit organizatios through membexr gelational behaviors, such as
promotingt he or gani zati on and i n(@hattaehargacktall se of t
1995;Palmatier 2008Sheth and Parvatiyar 1995Relationship quality may prove even
more important within the embeship marketingcontext(Gruen et al. 2000yetthere
has been a dearth of academic stildy addressekbis areaand only a fevhave
explored theconnectiorbetween identification and member behavioFéie few studies
that explord this relationship hae beerlimited tothe collegealumni and art museum
settings(Arnett et al. 2003Bhattacharya et al. 1995; Bhattacharya 1998&el and
Ashforth 1992, and one of these studigsvestigatedhe influence of membership goals
on identification or other measure of relationship quality.

This chapter seeks to closéstap by examiningurrentorganizational
identification and goaltheory and empirical studiés develophypotheses ahmodes
for their integration These hypotheses and models déimonstrate thahembership
goals influence not only an organizationbs e
the right side AIDA model in Figurg.3), but also the quality ofther gani zati onds
relaionship withits membes in terms oftheir perceptions of the organization,
satisfaction, organizational identification, and-organizational behavio(g.g. te left

side relational model in Figue3). Before discussinthe effecs of membership goal



onidentification it is necessary tbrst outlineand understandrganizational
identification and itsiomological network.This knowledge of organizational
identification, along with a well developed structuraldel| is then useas the basis for
empirically testing the effects of membership goalsdentification membership

behaviors, and membersdé6 value to the organiz

Accordingly, this chapter discusses and develops organizational identification
theory and builds a set of hypotheses to model the identification prosissyalidating
the identificationbased relational modehe chapter explores goal theory and its
application to the membership marketing context. Membership goal hypotheses are
developed and integrated into the previously validatedtificationbased relational
model The results of this empirical testiage therdiscussed and their practical and
managerial implicationdevelogd Thisstudyd s  vsirhsprienarily from developing
and testing membership goal effectsi@entificationandme mb e/alug,Butit also
makes substantigbntribuionsthrough 1) synthesizing and validating findinganfrthe
few previous studies using identification in the membership marketing context and 2)

addressingmpirical gaps and inconsistencies within these studies.

2.1 Identification and Relationship Quality in Membership Organizations

There is substantigheoretical and empirical support fidlentity constructs
which have been usddr yearsto explain behavior and relationship performabge
multiple academic disciplines (e@rganizationabehavior marketing,sociolog/, and
social psycholog) (Mael ard Ashforth B92; Stryker and Serpe 1982aylentity has also

received significant attention from consumer behaviortaaddingresearchergshotend
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to focus ortherole of identityin influencing preferences, choice, and consumption

related behaviors or dhe use of theelftbrandrelationships to signal identity and

enhance self perceptio(Belk 1988;BergerandHeath 2007Kleine, Kleine, and Brunswick

2009. Research in this aa convincingly demonstratélaat businesses benefit from
developing strong identity associations with their offerings, brands, and organization
(Cohen and Ree2006). Thesedentificationbased benefits includacreased brand

loyalty, repurchase and retention behavoogviding positive word of mouthandpublic

and prominent consumption of the brand @sdelated products and services (Ahearne,
BhattacharyaandGruen 200h Consequently, positioning brandsd offerings to

reflect particularly desirable identities has become a common means to develop positive

brand attitudes and brand loyalty (Cohen and Reed 2006).

While the consumption of products abhthndassociationsnay contribute to an
i ndi v idehttyaidedtisy is principally derived from the social group memberships
and social roles of the individuahghforth and Mael 198%tets and Burke 2000;
Stryker and Serpe 1982T.his is particularly truen the membership marketing context,
whereidentity is primarily conferred through affiliation with the membership
organization and leghroughthe consumption gfroductsthough this distinction can
become blurreth some situations (e.Qrand communities such as the Hai@yners
Group. Thisdissertation focuses @ocialidentification withthe membership
organizationwhere the individual defines himself in terms of the organization and

perceives a amectedness or belongingness with the organization.

Social identity argues that individualsrive their identity principally from the

social categories to which they belong, with each person belonging to a unique
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combination of social categorieBréwer 1991 Stets and Burke 2000; Tajfel and Turner
1985). In this perspective, individuals engage in self categorization and social
comparison, through whidheyseek to develop and improve their positive-galhige
and seHesteen{Hogg and Abrams 1988:urner 198). By classifyng themselves and
others as igroup(or outgroup),individuals enhanctheir sel-image and strengthen
their identification with the grouutton, Dukerich, and Harquail 1998urner 1987)
This also functions to emphasize the percdigamilarities with ingroup members and
accentuates the perceived differences relative tgumuips (Stets and Burke 2000in
this way identity is both a result of social interaction and a source of subsequent
behaviors. In the context of relationsloipmembership marketingpcialidentity theory
suggests thadentified individuals will evaluate themseluwedative to then-gr o u p 0 s
attributes, characteristics, beliefs, values, and behaviors and seek positive comparison and
differentiation relative to the other groups (Reed 2002). The more psychdipgical
significant the group membership is, the more salient the ideaitithe more it
functions psychologicallinfluenceperception and behavior (Oakes 198Furthermore,
individuals tend teeinforce their most salient identities by engaging in relationships
(memberships) and enacting behaviors consistent with the aiipastassociated with
the identity. For this reason, organizations benefit from developing and retaining highly
identified members.

Within the membership context, these processesfterreferred to as

organizational identificationOrganizational iéntification represents a specific form of

* There are two dominant identity theories, social idgritam the field of social psychological anole
identity theory from sociology. Both theories are premised on the symbolic interactionist view (Blumer
1969) that behavior is influenced by the self, which is influenced by society (Hogg, Terry, and White
1995). For simplicity, this study uses only social identity, but role identity could be easily integraddad
largely consistent with social identity in the membership marketing context.
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social identification, where the person defines eséf e terms of membership in a
particular organization and perceives a "one
organization (Maelrd Ashforth 1992, p. 104)These mdividuals then evaluate

themselves relative to the attributes, characteristics, beliefs, values, and behaviors of the
organizatiorto which they are most identifiexhd are mosiituationaly salient(Reed

2002; Stets athBurke 2000). The stronger this identification, the more it should

influence perceptisand behavia of importance to the organizatig@akes 198;7Stets

and Burke 2000 The relationshipwith theorganizatiorand others associated wittare

used to signal oneds similariti egsoupgi th t he f
and ultimately enhance self perceptions. The type of individuals that tend to identify

with organizationgan vary dramatically, but they all fill some of theirfsgfinitional

needs througheir relationships with the organizatothey support (Ahearne et al.

2005). Because the image, qualities, and missiangainizationvary greatly, so to

should the consumers that identify with them.

There are several kespudies that illustrate the relationships inherent in
organizationaldentification. Mael and Ashforth (1992) fourttiat organizational
prestigeanddistinctiveness, satisfactioandlength of membership all functiedas
antecedents of alumni 0s | Thesecaonclusionsad i on wi t h
echaedby laterfindings thatprestige, satisfaction, and length of membersimgtioned
as antecedents of identification ama@argmuseum membelBhattacharya et all995)

Arnett et al. (2003) confiredthatparticipation and prestigenctioned tanfluence

identification, but surprisingly dishot find asignificant relationship betweesatisfaction
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andidentification. Lastly, Duttorand colleague€l994)foundthatmembershipthat

providel self-continuity and selenhancement strengthesfidentification.

In the most basic terms, the existing research suggests that positive peradptions
distinctiveness and prestigeatisfaction, and increased/prolonged eegaant with the
organizatiorfunction agrelationshipinducing factorghatincrease identification
Identification then functions tmcrease the incidence of important relational behaviors

(Figure2.1).

Figure 2.11dentification -Based Relational Mode(reprint of Fig 1.2)

Relationship ] ‘l' Organizational ] \[ Member

Inducin > e . > .
& Identification Behaviors
Factors

2.2 Why Organizational Identification?

From a relationship marketing perspectidentification functions as an
important psychological driver in custorresmpanyand membebnrganization
rel ationshi ps a dekp, commitet, ans méahirgfel relationsdips thét
mar keters are increasingly seeking to build
2003, 76). This is particularly true in settings where stakeholders receive social benefits
from the relationship (fettet al.2003) andvherethere are greater levels of
involvement. The few relationship marketing studies that use identificaditimeir core
relational construcsuggest that thelentification process fitsicely within the general
framework of rehtionship marketing. Based on the categorization from Figure 2.2,
relationshipinducing factorsn the organizational identification model (e.g. developing
perceptions of organizational prestige) correspond to relationship marketing activities,
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identification functions as a form of relational assetd the behavioral outcomes of

identificationfit within thecategories ofelational behavi@andperformance stcomes

Figure 2.2 The Relationship Marketing Framework (adapted from Palmatier 2008)

RM Activities Relational Assets Relational Behaviors

* RM programs *Trust *Reciprocation *Sales growth
* Communication *Commitment *Provide information +*Retentionrates
« Conflict resolution  +Gratitude *PWOM *New customers
* Expertise *Reciprocity norms *Reduced search *Price levels
= Organizational *Reduced sensitivity  *Selling costs
elements to service failure and  -Lifetime value
cost *New product
Relationshi success
. P pr as Member
Inducing Identification .
Behaviors
Factors

But why use identification rather than one of the other relatiooastructge.g.
commitment, trust, and gratitude/reciprocitiyatare availablea understand relationship
guality and explain/predict relational behavidrdmong the relational constructs,
commitment (particularly affective commitment) is most similar to identification, but
there are differences. At their core, identification reflects a sense of psychological
oneness and is more sdifinitional, whereas commitment (affective commitment)
represents a psychological relationship between distinct ertittess more dependent on
social exchangévan Knippenberg and Sleebos 2008).general, the more the
membershigontext 1) povides the opportunity for affiliation (direct or psychological)
2) aeates social benefjtand 3)provides the basis for positive setimparisonthe more
appropriate it will be tauseidentification. Becausehtese conditions are common in
manymembership contextgjentification is particularly well suitetb meauring and

understanding relationship qualitythis setting

29



Identification also provides an understanding of certain behaviors that are not well
explained by commitment, gratitude/reciprocity, or other relational constructs that tend to
operate on thbasis of social exchange. With identification, there is a greater potential
for hypercitizenship behaviors. In this case a person that is highly identified with the
firm may perform relationdbehaviorghat strongly benefit the organization even when
the organization does not seem to provide commensurate benefits to the indgividual
return (Mael 1989Swann, Gomez, Seyel, MoralesdHuici 2009)° This may be one
of the reasons why nonprofit, catisasedorganizationseem to benefit substantially
from relationships based on identification. For example, alumni that identified with their
university were more likely to donate and to promote the university without any

expectation of reciprocity (Arnett at. 2003).

2.3 Where is Organizational IdentificationMost Appropriate ?

Organizationsvith membershipshatprovide socioemotional benefisnd offer
the potential for moderate to high levels of affiliatimawve the opportunity to benefit
from the development of identified individuals aheé subsequemicreasen its
me mb eno-erganizational behavie(Figurel.1, pg 4. ldentificationis most likely to
occurwhentheindividual desiresand is ableéo seltcategorize with therganization
This tends to occur whehé organization is perceived iphaveprestige or a desirable
corporate imagand 2)havesome level of distinctiveness that enables the individual to

differentiate the firm(and therafre themselvgdrom other organizations and groups

® Relationship marketing based social exchangenaylimit the value of relational behaviorbecause the
customer/member expadienefits that are commensurate with the value of their previous action. In this
way, the | evel of reciprocity may be | imited by

t he

expe¢ ed value of the partnerés act they believe wildl
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(Ahearne et al. 200Bergami andBagozzi 2000Bhattacharya and Sen 20@3tton et
al.1994; Mael and Ashforth 1992; Whetten and Godfrey 1988ile prestige and
distinctivenessreimportant, the organizational image must also be congruenttveth
individuald s -imageé dr desired self image. In other wotde organizatiommust
reflectwhothe individualwans to beor how they want to beiewed Additionally, the
relationshipmust be important enough to make the identity salient to the individual
(Bhattacharya andeés 2003; Ahearne et al. 2005)

Identification ispossible in many settingdn addition tocontexts wher¢he
customer is also a member (e.g. alumni associations, fitness cluinsyersitie, cause
based marketing, nonprofit marketiragdsituatiors wherethe firm has a substantial
brand or consumption communities (e.g. Hailgwidson or Apple) seem to be
paticularly well-suited to identificatiorbased relationships (Arnett et al. 2003;

Bhattacharya and Sen 2003; Ahearne et al. 2005; Bhattacharya et §l. 1995

2.3 Organizational Identification-Based Model of Relationship Quality
2.3.1 Antecedents ofidentifications

As shown in Figur@.3, | anticipate that five factors will contribute to the
development of an identificatieimased relationship. From previous research | have
identified perceptions of congruence between the individisalifconceptdesred self
concept and their image of the organization, perceptions of organizational prestige and
distinctiveness, social satisfactiassociatedavith the organization, and length of

membershi@as antecedents of organizational identification
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Figure 2.3 Antecedents of Identification
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Membershipsparticularly those with high levels of affiliatioare evaluatedot
only on theirutility, butalsa n r el ati on to the self, with th
organization a strong reflection of who lamwa nt tamdi BafA 0l see myself
membership o | €hks process is an aspectioh d i v efdrutaehgade in self
categorization and social comparison to maintain or improve their positiviensejé and
seltesteem (Hogg and Abrams 198&)ltimately, the membershipeed to contribute to
t he i ndi wonceptay piwding selfofsistency or seénhancement. As such,
assessmnt ofselft-organizatiorcongruence and/or desiredlf-organizationcongruence
should also contribute to identificatigbutton et al. 1994)While the perception of self
organization congruence $emetimes argued to be synonymuuth organizatioal
identification it is possibldor a persorno recognize the similarite s or f it bet weer
seltfimage and the organization without feeling a sense of oneness with the organization.

For example, a Marine macknowledgehat he or she shares many of the same beliefs,
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values, and attributes with the Army without identityiwith the Army. As such, |
hypothesize that setfrganizational congruence is a necessary element of organizational
identification.

Hi. Perceptions of selbrganizatiorand/ordesiredself-organization congruence
will be positively related tadentification with the organization.

In order for the organization to be perceived as a target for identity fulfillment, it
should also be perceived as prestigious and sufficidrgtinctfrom other organizations.
When this is the case, the organizatpyovides the opportunity for sedhhancement
through identification (sel€ategorization).In a seminal paper on organizational
identification, Mael and Ashforth (1992) find that organizational prestige
organizational distinctivenes®thfunctionas antecedents of alumni identification with
their alma mater Similar studesof art museum membegsnd university alumni also
found thatprestige was primary factor influencing identificatio(Bhattacharya et al.
1995;Arnett et al. 2003) Ahearne ad his colleagues (2005) show that perceived
prestige influenagidentificationeven in gor-profit context whee the identity
associations weress obvious (pharmaceutical salesjteractions withother
organizational members also play a key role ircg@gtions of organizationgrestige ad
distinctivenessso when organizational membevereviewed favorably it increaskhe
likelihood that thepotential membetonsideedthe organization a target for social
identity fulfillment (BhattacharyandSen, 2003)ln general, the more prestigious the
organization is perceived to be, the greater the opportunity for enhanchogsedipt.
Similarly, to the degree the organization is perceived as distinctive from other

organizations or competitgrihe nore clearly it can be used for seHtegorization.

H.. Perceived prestige is related positively to organizational identification
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Hs: Organizational distinctiveness is r@dtpositively to organizational
identification.

Dutton am her colleagueargued thathelonger a member remains with the
organization the morsaliert it becomes as laasis for selcategorizatior{1994) Over
the last twenty years several studies have provided some evidence to support this
argumentMael and Ashforth (19929ndBhattacharya et a{1995) both foundhat
length of membership positively influeretelentification,while Arnettand colleagues
(2003) foundhat past partipation positwely affected identity salience.

H4. Length of membership will bpositively related to organizational
identification.

Early researcifiound that satisfaction with the organization's contributions to
achieving goals waassociated with identification (Hall and Schneili®72) More
recent research hatsopostulaedthisrelationship Maeland Ashforth argued that
satisfactiordepends on the organization 'contribosto thei n d i vspedsanall 6
objectives' with satisfaction then contributing to organizational identification (1992).
Arnettand his colleaguearguel that satisfaction with the membership cause the
individual to reevaluate or reaffirm their identification with the organizatDespite the
earlier finding and the more recent theorizing, the empieicalencesupporting the
relationshiphas ber sparse anthe results across three studies have bagad Two
studes failed to findhat satisfaction contributieo increaseddentification or increased
organizationaldentity saliencgArnett et al. 2003; Mael and Ashfori®92) with only
Bhattacharyand his coauthord.995 finding support fosatisfaction (measured as
expectation confirmation) contribng to identification.

A review of the satisfaction scales used in these studies suggestsible cause

for the inconsistent resultsAll three studiesiseof single satisfaction construct rather
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thanseparate social and economic satisfaction constructs, wiagbiastheir results.
Arnettand colleague@003)hypothesizd that identity is affected by the number and
quality of social relationships, but then useatisfaction scale with three thfefour
itemsmeasuringeconomicsatisfactiorandonly the fourth itemmeasuring social
satisfaction. The studthereforefails totest the effects of social satisfactidmael and
Ashforth (1992)use a satisfaction scale with items that address satisfactiopevgbnal
and social developmeand career training. Though it seems to be more social than the
Arnett et al.(2003)scale, it still mixel social and economic satisfactidhattacharya et
al. (1995 measure expectation confirmation for services provided by the organization,
some of which were social and others economic. Furthermore their scale suffered from
low reliability (alpha .65) Ultimately, these studies fail to account for the discrete
networks that exist for social and economic satisfaction

Clarifying the satisfactiofy identification relationship and the source of
inconsistency from previous studiepresents aimportant aspect of this dissertation.
This dissertatio makes use of two separate econosaitsfaction constructndone
social satisfaction construct ahgpothesizes differenfffiects foreconomic and social
satisfaction The inclusion 6both economic and social satisfaction constructs is
motivated by two findingsl) the null result of a satisfactiadentity relationship by
Arnett et al. (2003) aniflael and Ashforth (1992) arf) a finding by Geyskens,
Steenkamp, and Kum&t999)that revealed economic satisfaction and social satisfaction
are distinct constructs wittonsistently and substantially different relationship across a

range of settingsConsistent with the hypothesmt identity is affected by the number
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and quality dsocial relationshipgHall and Schneidet972 Arnett et al. 2003)I predict
that social satisfaction will contribute to organizational identification.

Hs. Social satisfaction wlilbe positively related to identification.

Based on the null results fromsatisfaction scale using primarégonomic
satisfactiontems(Arnett et al.2003 and the inherently social nature of organizational
identification, | hypothesize there will be no direct effect from economic satisfaction on
identification However.economic satisfactiois expected to have direct, positive

effect onmembembehaviors

He. Economic satisfaction will be unrelated to identification

2.3.2 Influences of Organizational Identification on Behavioral

Identified individualgend toevaluate themselves relative to the attributes,
characteristics, beliefs, values, and behaviors of the organization to which they belong
(Reed 2002; Stetsnd Burke 2000) For these individuals, relational behaviors become
an act of selexpression, proding selfenhancement, setfontinuity, and/or self
distinctiveness.Thestronger this identification, the more it should influence the
evaluation and enactment of ppoganizational behaviq©akesl987 Stets and Burke
2000, even to the point where individuals may seek or construct opportunities to invoke

the identitythrough their behavigiStryker and Serpe 1994).

In the membership marketing contesgveralpreviousstudieshave demonstrated
thatidentification withanorganizationnfluences a number omember behaviors
including increasedetention, positive WONpromoting participationandhelping,

donating andconsumption of offeringyassociated with the identigkrnett et al. 2003;
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Mael and Ashforth 199206 Rei | | y a n d. Madl and Ashforthotk@dBab
ninebehaviorgelated tanember participation and providing positive WOM and found
thatall ninewerepositively related to organizational identificatioArnett andhis

colleagues (2003), lookingt identity saliencound thatalient organizational identity

was positively related torpmoting (positive WOM) and donating among museum
membersLast | vy, OO0 Rei | | y athadide@ificatibns@ongly( 1 9 8 6)

prediced membergemaining withthe organization

Based on these findingshypothesize that organizational identificatioay be
predictive of a number of behaviors that contribute value to the organiz&taa.from
the currenstudymeasursfive behaviors that are criticaltbeor gani zat i ond s
and discretionary in naturéllthough this set omembership behaviors is nexhaustive,
they are among the more importéehaviors in terms of their value to the membership
organization.These preorganizational membership befiars include retention,
providing positive WOMuse ofservices, participation in organizational activities, and
sacrificing for the organizationEach of thesbehaviorss critical to the success of both
profit and norprofit membership organization attie first fourare commonly used in
marketing researchSacrifice is less commayused,but certainlybeneficial to most
organizatios. Furthermoresacrificeprovides an example dypercitizenship behaviors
that may be better predicted by organizational identificatldrypothesize that all five
behaviorswill be predicted by and have a positive relationship with organizational

identification(Figure2.4).
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Figure 2.4 Behavioral Consequences of Organizational Identification
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H-a: Identification will be positively related to an intention to remain with the
organization (retention).

Hp: Identification will be positively related to providing positive WOM and
advocatindor the organization (positive WOM).

H-c Identification will be positively related to the use of services pexvidy the
organization (servicase).

H-q. Identification will be positively related to participationdiscretionary
activities thatbenefitthe organization garticipatior).

H-e Identification will be positively related to making sacrifices for the
organization, its mission, or causes (sacrifice).

2.3.3 The Full Identification Model

Evidencefrom theseearlier studies alssuggestshatthe effectgelationship
inducing factorge.g. time in the membership and prestiggyeon member behaviors
(e.g.WOM and retentionjs largely mediatedby identification (Arnett et al. 2003; Mael
and Ashforth1992) asdepicted inFigure2.5. Additionally, | previously argued that

economic satisfaction should be unrelated to identificatigh (Fhere is considerable
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evidence thaindicateseconomic satisfactiowill have behavioral consequences. In one
study, @y satisfactionrwasnegatively related ttheintention to quit while dissatisfaction
was related to such detrimahbehavioral outcomes ésteness, turnover and turnover
intentions,andabsencéCurrall, Towler, JudgeandKohn 2005). Accordingly] expect
economic satisictionwill have a stronty positive direct effect on retention, WOM, and
service use behavio(Bigure 2.5.

Hsa-g: The effects of organizational perceptions of distinctiveness and prestige,

and social satisfaction on porganizational behavior will be fully mediated by
organizational identification.

Hoap: ECOnomic satisfaction will have a direct, positive relationship with an
intention to remain with the organizati@retention).

H10ap: ECONOMic satisfaction will have a direct, positive relationship with
providing positive WOM about the organizatipiVOM).

Hoc Economic satisfaction will have a direct, positive relationship with using
services provided by the organizati@erviceuse)

In summary, lhe model depicted in Figug5 emphasizes the role of
identification to explain important relational behaviors, which includentein,
providing positive WOM, using services offered by the organization, participation in
organizational events, and sacrificing for the organization. The model suggests that
identification and subsequent pooganizational behaviors (mediated through
identification) can be increased when the organization raises perceptions of prestige,
distinctiveness, and sefirganization congruence; enhansesialsatisfaction associated
with the membership, and increases the time in the organization among items.ehfiz
model also acknowledges that go@anizatiomal behavior can be affected directly by
econome satisfactionFigure 26 represents a simplified version of this Figure 2.5 and

uses a single prorganizational behavior construct in lieutbé five member behaviors.
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This model willserve as thprimarybasis for assessing the effects of membership goals

in the subsequent sections.

Figure 2.5The Identification-Based Relational Model

Figure 2.6 Simplified Identification-Based Relational Model
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