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Abstract

The consistency between a brand and a user’s self-concept fosters an emotional connection and a pur-
suit of shared values between consumers and the brand. This emotional connection and the pursuit
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of shared values not only drive users to engage more actively in knowledge co-creation, but also offer
a unique opportunity for the brand. Drawing on existing research on user self-consistency, this study
selects the dimensions of ideal self and actual self. It investigates the antecedents and outcomes of
user-generated knowledge co-creation in online brand communities through a questionnaire sur-
vey (N = 324) and examines the mediating role of knowledge co-creation in the relationship be-
tween self-consistency and brand performance. The analysis yields the following conclusions: First,
self-consistency influences brand performance through knowledge co-creation. A high level of con-
sistency between a brand and a user’s self-concept leads to a higher willingness and behavior of
knowledge co-creation, which in turn results in higher brand performance. Second, brand knowledge
moderates the relationship between self-consistency and knowledge co-creation, that is, brand
knowledge positively moderates the relationship between self-consistency and knowledge co-cre-
ation.
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Figure 1. Map of moderating effect of brand knowledge on the relation-
ship between ideal self and knowledge co-creation
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