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Table 1. Descriptive statistics of main variables
Variables Measurement items m SD
(Cronbach a)
| will press ‘Like’ for the Facebook post (read just before). 4.61 1.79
| will add a comment to support the post. 4.06 1.76
PUblic’s offensive | will share the post. 4.00 1.72
communication | | will press ‘Like’ for any comment which blames H&M. 3.92 1.80
havi i . . .
be( ;;/;or | will add a dissenting comment on any post which advocates H&M. 3.26 1.52
| will repute any post which advocates H&M, by sharing it with my dissenting opinion
. 2.96 1.49
attached to it.
Total 3.80 1.31
| will add a dissenting comment on the Facebook post (read just before). 2.74 1.45
| will repute the post by sharing it with my dissenting opinion attached to it. 2.92 1.62
Public’s defensive | | will press ‘Like’ for any comment which advocates H&M. 2.93 1.51
icati . . .
commuana on I will press ‘Like’ for any post which advocates H&M. 3.37 1.56
behavior
(.86) | will add a supportive comment on any post which advocates H&M. 3.06 1.50
| will share any post which advocates H&M. 3.22 1.49
Total 3.04 1.16
My friends on Facebook will participate in spreading the fact that H&M discards 416 115
remaining clothes. ’ :
My friends on Facebook will participate in spreading the parody image which blames 387 126
H&M for not explaining its policy on remaining clothes. ' '
My friends on Facebook will participate in the signature campaign for demanding H&M 4.09 136
. not to discard remaining clothes. ' '
Perceived
collective My friends on Facebook will participate in spreading the fact that H&M is looking for the
. ) ) . 4.08 1.32
efficacy charity which would help H&M to donate remaining clothes.
.90 ) . . .
(:90) My friends on Facebook have close relationships with each other. 4.19 1.12
My friends on Facebook share values on diverse social issues. 4.39 1.14
My friends on Facebook trust the information they share with each other. 4.42 1.13
My friends on Facebook help with each other to solve their problems. 4.36 1.19
Total 4.20 0.92
| think H&M should stop discarding remaining clothes and donate them. 5.44 1.42
Public opinion | My friends on Facebook would think that H&M should stop discarding remaining 533 132
perception clothes and donate them. ’ ’
Total @ 0.53 | 0.82
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Variables .
(Cronbach a) Measurement items M SD
| want to become popular among the friends on Facebook. 3.57 1.54
Self-oriented I make effort to be liked by the friends on Facebook.. 3.31 1.50
Impression | want to earn respect from the friends on Facebook.. 3.57 1.48
managemen
(.95) I want to put my best foot forward to the friends on Facebook.. 3.32 1.49
Total 3.44 | 1.40
My Facebook friends’ evaluation on me affects my mood or behavior. 3.62 1.47
Other-oriented I often hesitate to mgke any post or comment on Facebook, fearing for giving negative 4.05 153
. ) impression on my friends on Facebook.
impression
management | care a lot about how the friends on Facebook would think about me. 3.53 1.45
(88) I am very conscious of the Facebook friends’ reaction to my post or comment. 368 | 1.44
Total 3.72 1.25
Age Participant’s age 39.30 | 11.10
Facebook use . . .
ace OO. use Activeness in reading other people’s Facebook post 14.23 118.13
(Posting)
Facebook use . . o . ,
: Activeness in pressing ‘Like” or adding comment on other people’s Facebook post 20.32 | 16.46
(Like, comment)
Facebook use . . . ,
. Activeness in making one’s own Facebook post 65.45 | 24.84
(Reading)
H&M is a likeable clothing brand. 4.66 1.13
Attitude on | trust H&M. 4.55 1.10
corp()c;rj)tlon I have positive feeing about H&M. 4.71 1.17
(n = 247) I like H&M. 4.64 1.21
Total 4.64 1.06
Note: N = 317

a) Public opinion perception is a composite variable, which is the absolute difference between the first and second measurement items’

response values.

b) For each case, the total sum of response values of ‘Facebook use’ items (posting, like or comment, reading) is 100 percent (%).
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Table 2. Hierarchical regression analysis of control variables, perceived collective efficacy, public opinion perception, self-
and other-oriented impression management on public’s offensive and defensive communication behavior toward
corporation

Dependent variable: Offensive Dependent variable: Defensive
Blocks of communication behavior communication behavior
independent variables B B
Model 1 | Model 2 | Model 3 | Model 4 | Model 1 | Model 2 | Model 3 | Model 4
(Constant) 1.82 0.71 0.74 0.76 1.55 1.48 1.49 1.63
Gender ? —0.12 —0.10 —0.12 —0.12 0.07 0.06 0.06 0.06
Age 0.04*** 0.03*** 0.03*** 0.03*** 0.02** | 0.01 0.01 0.01
Facebook use (Posting) 0.01 0.00 0.00 0.00 0.01* 0.01 0.01 0.01
Facebook use (Like, Comment) 0.01 0.01 0.01 0.01* 0.01 0.01 0.01 0.01
Attitude on corporation 0.02 —-0.1 —0.12* |—=0.12* 0.08 0.01 0.01 0.01
Collective efficacy 0.59***  0.60*** 0.60*** 0.19* 0.19* 0.17*
Public opinion -0.12 -0.07 —0.08 0.01 0.02 —0.03
Self-oriented ¥ 0.33%**  0.31*** 0.31%** 0.10 0.10 0.12
Other-oriented © —-0.15* |—=0.15* |—-0.15* 0.12 0.12 0.08
Public opinion x Self-oriented 0.11* 0.10* 0.02 —0.03
Public opinion x Other-oriented 0.02 0.14*
R? 17 .50 51 51 .09 .18 .18 .20
AR? 17 .33 .01 .00 .09 .08 .00 .02
F 9.84%**| 26.42%** 24.92%*% 22 58*** 4.98*** 5 E8*** 5 12%x% 5 7x**

Note: N = 317, B = unstandardized regression coefficient
¥ male = 1, female = 0
b Self-oriented impression management
9 Other-oriented impression management
*0 < .05.**p < .01. ***p < .001.
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Figure 1. Interactive effect of public opinion perception and self-oriented impression management on public’s offensive
communication behavior toward corporation
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Figure 2. Interactive effect of public opinion perception and other-oriented impression management on public’s
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Table 3. Comparison on the result of hierarchical regression analysis on public’s offensive communication behavior
toward corporation by age group

Dependent variable: Offensive communication behavior
B
Blocks of
independent variables Below the average age group Above the average age group
(n = 156) (n =161)
Model 1 | Model 2 | Model 3 | Model 4 | Model 1 | Model 2 | Model 3 | Model 4
(Constant) 2.85 1.06 1.16 1.16 4.27 2.82 2.70 2.78
Gender @ —-0.14 —0.15 —0.19 —0.19 —0.13 —0.08 —0.07 —0.07
Facebook use (Posting) 0.03** | 0.01 0.01 0.01 0.00 0.00 0.00 0.00
Facebook use (Like, Comment) 0.00 0.00 0.00 0.00 0.01 0.01 0.01 0.01
Attitude on corporation 0.05 —0.08 -0.10 -0.10 —0.02 -0.16 —-0.14 —-0.14
Collective efficacy 0.66*** 0.67*** 0.67*** 0.48*** 0.47*** 0.45***
Public opinion -0.16 -0.10 -0.10 —0.04 -0.02 —0.08
Self-oriented © 0.31%*%  0.29*** 0.29*** 0.40*** 0.38*** (0.39***
Other-oriented © —-0.11 —0.12 —0.12 —0.25* |—0.23* |—0.23*
Public opinion x Self-oriented 0.09 0.09 0.10 0.09
Public opinion x Other-oriented 0.00 0.06
R2 .08 .50 .51 .51 .03 .36 37 .38
A R? .08 42 .01 .00 .03 .33 .01 .01
F 2.74* 15.70*** 14.23*** 12.70***  0.80 7.20%** 6. 77*** 6.09***

Note: N = 317, B = unstandardized regression coefficient
¥ male = 1, female = 0
b Self-oriented impression management
9 Other-oriented impression management
*p < .05 **p < .01.**p< 001.

d

st 02 Uehdeh Bl A% QA B 9k BANN A S Alvi i, Q75 AR el
Szto] & HRHHIGH) S o2 A|2}o] 1619] 5

7re wupct 71 W] AuAlold ds S o2 yEREth 5, 90l mers 559 7]
°F 0.349] S7Fke Ao Yeigt:, (97 34 AwdAleId 3s =B = 0.04, SE =

A 2by = AR HA] STt 0.01, p < .001) 223l 7]¢] W] ARYA ol
3HH (Table 2) o] AAE 28 19] TZ28F]A] Y= O%=(B = 0.02, SE = 0.01, p = .002)7}

1o



Journal of Public Relations, Vol.21, No.6, Dec, 2017

95

Table 4. Comparison on the result of hierarchical regression analysis on public’s defensive communication behavior

toward corporation by age group

Dependent variable: Defensive communication behavior
B
Blocks of
independent variables Below the average age group Above the average age group
(n = 156) (n =161)
Model 1 | Model 2 | Model 3 | Model 4 | Model 1 | Model 2 | Model 3 | Model 4

(Constant) 2.25 1.37 1.41 1.39 2.02 2.36 2.34 2.66

Gender 0.26 0.25 0.23 0.24 —0.12 —0.18 —-0.18 —0.16

Facebook use (Posting) 0.02* 0.01 0.01 0.01 0.01 0.00 0.00 0.00
Facebook use (Like, Comment) 0.01 0.01 0.01 0.01 0.01 0.01 0.01 0.01
Attitude on corporate 0.04 —0.05 —0.06 —0.05 0.21 0.18 0.18 0.18
Collective efficacy 0.37*** 0.37*** 0.37*** —0.04 —0.04 —-0.11
Public opinion -0.20 -0.17 -0.18 0.26* 0.27* 0.06
Self-oriented ¥ 0.16* 0.15 0.16 0.03 0.03 0.09
Other-oriented 0.04 0.04 0.03 0.19 0.19 0.17

Public opinion x Self-oriented 0.03 0.00 0.01 0.01
Public opinion x Other-oriented 0.04 0.23*
R?2 .08 .29 .29 .29 .07 15 15 19

AR? .08 .21 .00 .00 .07 .08 .00 .04
F 2.65* 6.44*** 570*** 5.12*** 1.90 2.25* 1.98* 2.30*

Note: N = 317, B = unstandardized regression coefficient
¥ male = 1, female = 0
b Self-oriented impression management
9 Other-oriented impression management
*p < .05 **p< 01.**p< 001.
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This study aims to investigate the impact of perceived collective efficacy, public opinion
perception and impression management on public’s offensive and defensive communication
behavior toward corporations whose certain behaviors are publicly concerned, particularly in
the social media environment. Results from an online survey of 317 adults are as follows: First,
respondents were more likely to communicate both offensive and defensive information about
corporate when they perceived higher levels of collective efficacy on social media. Second,
respondents more actively involved in offensive communication behavior against corporation,
when they performed either higher self-oriented or lower other-oriented impression
management. Lastly, public's self-oriented impression management was turned out to
mitigate the negative impact of perceived public opinion on public’s offensive communication
behavior against corporation. In addition, respondents were less likely to communicate
defensive information about corporation on social media when they perceived more opinion
discrepancy between others and themselves, while such tendency was also moderated by

respondents’ other-oriented impression management.
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