Development of a social identification scale in  a food context

Background
The strength of the relationship between a consumer and an organization can be explained by his/ her identification with this organization (Bhattacharya & Sen, 2003). Strong identification leads for example to positive attitudes towards the organization (Mael & Ashforth, 1992) and the willingness to propagate a positive organizational image (e.g. Bhattacharya, Rao & Glynn, 1995). 
Although Social Identity Theory (Tajfel, 1972; Haslam, 2004) suggests someone’s identification to be multidimensional e.g. cognitive and emotional identification, in consumer research the main focus has been on the cognitive dimension of identification (Ahearne, Bhattacharya, & Gruen, 2005). Recently, some authors have made an attempt to develop a multidimensional scale for measuring employees’ identification in an organizational context (e.g. Bartels et al. 2007; Edwards & Peccei, 2007). However, a multidimensional scale of social identification in a food context, which incorporates cognitive, affective and evaluative aspects of Social Identity Theory seems to be absent.
Research objective

The aim of current research is to develop a multidimensional scale for social identification in a consumer context in a food consumption. Reliability and validity (convergent, discriminant and predictive) of the scale will be tested.

Methods
A literature study will be conducted on organizational identification and consumer company identification. Based on this literature study, a student can choose between two options: First, a re-examination of currently available data could focus on the psychometric properties of a social identification scale in an international context. For the reexamination, data will be used from online panel studies conducted in Germany, the US and the UK. Second, an empirical consumer study in the Netherlands could be conducted. Students have to develop a measurement instrument on social identification in a consumer context and have to compare this instrument with other identification scales or closely related constructs (e.g. commitment and loyalty).

For whom

This project is open to all masters students who want to write their master thesis on the topic of social identification in an intercultural food context. However, a student has be interested in theoretical or statistical scale development. Other characteristics: open minded, curious, eager to learn.

Start: 

Autumn 2008.

Contacts
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This project is part of the research program “Data Collection Tools: Development and Assessment”.
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