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The belief that personality is consistent across situations is challenged. We propose that people who are generally introvert possess the

latent extroversion which can be activated with the right situation. The offline/ online sites of study are selected to explore the

personality contrast, employing both ethnography and netnography.
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main effect of type of new feature (hedonic/utilitarian) for OIV, F (1, 290) = 4.33, p = .04, ηp
2 = .02, but not for IWTSM, F (1, 291) = .95, p 

= .33. OIV increased more when a hedonic (vs. utilitarian) new feature was added, however there were no differences in terms of IWTSM. 
Interestingly, there was a significant interaction for OIV between feature relatedness and type of base product, F (1, 290) = 8.85, p < .01, ηp

2 
= .03, and between feature relatedness and type of new feature, F (1, 290) = 6.78, p = .01, ηp

2 = .02. The first interaction showed that related 
new features (vs. unrelated ones) improved OIV for the hedonic but not for the utilitarian base product. The second interaction showed that 
relatedness improved OIV when the added new feature was utilitarian but not so when it was  hedonic (for hedonic features the OIV remained 
high irrespective of relatedness). 

CONCLUSIONS
Our results show that both related (as opposed to unrelated) and hedonic (as opposed to utilitarian) new features contribute to overall 

incremental product value. From a company’s perspective, adding a new feature that is utilitarian (as opposed to hedonic) is least advanta-
geous. However, if a new utilitarian feature is added, it should be related to a product’s core feature/functionality. In short: hedonic-new 
features lead to an increase in product value, even when unrelated; however, utilitarian new features must always be related to yield a similar 
increase in product value. 
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Why some quiet people become sociable when they are in the online social network?  Why some shy people become talkative when they 
are with close friends and family?  If this is the case, these personality traits such as being introvert or extrovert are not intrinsic, sustainable, 
over time, and across different situations like what the traditional personality trait theory stated.  How could this be possible?  

The situation affects how people behave (Belk 1975).  The big five personality can be variant across situations (Fennis et al. 2005).  
People can have multiple self-concepts across time (Kelly and Rodriguez 2006).

The Interactional Personality model (Lewin 1935) believes that the personality or the behavior we can observe is a result of the interac-
tion between the person him/herself and the situation.  This is in line with what Wattanasuwan and Elliott (1999) explain that the life history 
of a person and the social situation together form a meaning of a person’s experience (Wattanasuwan and Elliott 1999). Zayas et al. (2002) 
mentioned that “human behaviors commonly attributed to the individual are inseparable from the context in which they occur: Some be-
haviors may not be meaningful or even observable without placing individuals within contexts, particularly those that involve interpersonal 
relations” (Zayas et al. 2002) (p.852).

One important and interesting aspect is that the other person we interact with is a type of situation (Zayas et al., 2002). Goffmann wrote 
that people change in the society because of the presence of another person (Goffman 1956).  

In this paper, we focus on the introvert/extrovert personality paradox when interacting with different situations.  
Introvert is defined as “reserved, quiet, shy, and distant” (Karkoulian et al. 2009)(p.74).  Manning and Ray (1993) did a research on shy-

ness and proposed that shyness is situational.  It can be activated or deactivated by situation (Manning and Ray 1993).  
Extrovert is defined as associable, active, talkative, person-oriented, optimistic, fun-loving and affectionate (McCrae and Costa 1987).  

Interestingly, prior research found that there is an association between the latent trait and extroversion (Maij-de Meij et al. 2005).
We believe that the latent extrovert trait will become dominant when a person perceives that the situation is secure, that is, when it is lack 

of ‘perceived subjective discomfort (arises from interacting with the situation)’.  
‘Subjective discomfort’ is a type of ‘interaction anxiety’ or ‘contingent interaction’ (Pilkonis, 1977).  In other words, whether this dis-

comfort will occur or not depends on the situation.  Pilkonis (1977) explained that people speak less and try to avoid the situation when they 
feel anxious about the interaction.  

‘Fear of negative evaluation’ is a kind of subjective discomfort (Pilkonis 1977) which is in line with Shepperd and Arkin (1990) that how 
an anxious person present him/herself is not to seek approval, but to ‘avoid disapproval’ (Shepperd and Arkin 1990).  

People who are generally shy or introvert might lack of trust in the social interaction, and therefore, perceive the subjective risk more 
than extrovert people (Manning and Ray 1993).  It is possible that introvert could have higher subjective risk and is more selective in whom 
to reveal information (Maij-de Meij et al. 2005).  When people perceive that the subjective risk is higher, they are less likely to reveal infor-
mation (Omarzu 2000).  

The online environment is a great example of reduced subjective discomfort because it is lack of physical presence, it facilitates the 
sense of control, and it can be anonymous.

An introvert likes to reflect and think on one’s own rather than talking and thinking with the group.  Being online, one does not have to 
immediately respond to other person on the spot like in face-to-face context (McKenna and Bargh 2000), and therefore feels more control.  

The virtual world makes it possible for people to be anonymous.  When one is anonymous, one is de-individualized.  As a result, the 
influence of self decrease while the influence of the context increase (Johnson and Downing 1979).  People do not have to confine themselves 
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in the boundary of their real life such as their family, their responsibility, or even their self  (Haraway 1991; Haraway 1997).  Young et al. 
mentioned that anonymity helps shy people to feel safe and secure in the social interaction (Chak and Leung 2004), and therefore a comfort-
able arena for them to express.

Online environment is found to reduce social anxiety (McKenna and Bargh 2000).  Those who are shy or have anxiety find internet an 
outlet that they can express, which they cannot do so in the offline world (Tosun and Lajunen 2009).  The online context is an alternative 
playground which is like a laboratory which one can try out different personality without any risk (McKenna and Bargh 2000; Turkle 1995).  

We employ the interpretive approach using both offline ethnography and online netnography.  This method allows us to investigate the 
complex nature of human beings.  The contrast online/offline context is selected as the site of study to explore the paradox personality. 

Our initial findings suggested that there is dynamism between the virtual and the real world.  An introvert student at school becomes 
extrovert in the online game.  Likewise, a quiet office worker becomes an opinion leader in a political chat room.

Personality paradox is found when looking across different contexts.  We seek to further explore how the online and offline world shape 
this personality contradiction.
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Whereas the last decade has seen more extreme adverse meteorological conditions than any comparable period before, scientists predict 
this trend will only worsen in years to come due to global warming. Hence, as the frequency and severity of natural disasters striking the 
planet are expected to rise (e.g., earthquakes, tsunamis, floods, etc), nonprofit organizations will have no choice but to increasingly turn to 


