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Abstract

Purpose - This study is based on the Theory of Planned Behavior and aims to explore the
decision-making mechanisms of consumers participating in value co-creation activities within virtual
brand communities.

Methodology - The research involved a comprehensive survey of 405 participants from various
virtual brand communities. Structural Equation Modeling (SEM) was used for data analysis,
applying SPSS and AMOS to test the hypotheses. The study focused on community rules and
regulations, community experience and community trust.

Results - The research found that community rules and regulations significantly impact subjective
norms and perceived behavioral control, but not directly influence consumer attitudes. Community
experience positively affected consumer attitudes, subjective norms and perceived behavioral control.
Community trust was found to positively influence these aspects of consumer decision-making.
However, a gap was identified in the direct influence of perceived behavioral control on actual
consumer behavior.

Implications - The findings of this study contribute to a more comprehensive understanding of
factors affecting consumer behavior in virtual brand communities. It underscores the necessity for
community managers to develop strategies that consider these internal decision-making mechanisms,
facilitating more effective community engagement. The study also identifies a potential area for
future research in the direct influence of perceived behavioral control on actual consumer behavior.
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AE 71&o 43 dAH el dFs R VM BAE ARYEE Teg Ao EYEo| ofd
BAE ofjg S ALS)A #A ZYEe = 3kt (Muniz Jr. and O'guinn, 2001). °]= 71¢d9]
AF ARE At A2 LS AT, 2HA; 1SS A siFUd EHFol 1L, FAld, o2&
AFUEE 359 #Ake FRE 7 LAl 28] dsahg o kAhE ERES AlFsHAct
(France, Merrilees and Miller, 2015), o83t 528 9 it EREL 7T THE0) o B2
7Ve23e AFsAT

7t2]85 4% (Value Co-creation, VCC)-> Utz o2 ofe] Hriztel Hois T3l A= Lv=H,
Akl 7)o, T4, HE @ N2 VX E ZAEshe Fom Ao H9t} (Vargo and Lusch, 2016).
BA= SAk= &7 oo Sa4S QIMEEA, 7 BlE ARYEE 393 M ETELES] 78
HAAA)7) Ak, AFUE 29715 23 PFEelr 34 sk $a3 5402, 23 Y] AlE]
Az A o2 128ty Fo] J3FS nHSS BTt (Schneider et al., 2017). wjebA] AFYE &9
717} ZB|ALelA] v X S HEsHA| olalshe Aol Fa%k o) 7P BAE ARYE E9717F vt
o] 7IXFEEE B9 A WAYUFl " FEFS vx=A o gk AFE ohFsAl H =L AT,
o= U o]EH AR TEsA] Klal qltkeE A Santos et al, (2022)= 19| ATolr] F=s)t
I o} a5 dAe AFeA AF-EESo]EZ(S-R o) Ve & AT7F Wol stal A,
Je} o]2fgl ATES] AlE 2Rk oAl AR wiFAYZo| BRIt Hol, dvkyo g A=)
Hh- o]l 291 7ke] #AIZF A EThAL A= Qicke Folt), weba] oA Ao ATRE AES

=3 AT, FAld o]H AFE FESHA ¥tk e AHEIGT. 2 P BAE ARUE A
H|z} oJal A WAYUF ] ®stE Bo} A Aol zlo] YA AHstr] $I8l, Bk AAH o]
A7t dasietar ket (Santos et al,, 2022), 28]3 AlgYPFolEe EFHAL LuA}
% S0 PUEA], 7P BAlE ARUECA 9] 71| 35 Fx A B8] S8 Algdsel
ARE3lE RS &1 ok (Meng and Cui, 2020),

Z=9 e v zU2E mE2A 4skal glom, el AMEAF QITE Al&IA sk Qi
o|Z 913l I BAE ARUED FEEE B vk TS AAZ A EEEY T8 Fa
Z St =9len, A o B2 719 DHREe] ARIE] 7P BAEE ARYEE FESEe =88
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A
(Huawei Club)® & RAE9] 3 (Jiang et al,, 2022), Av|x}e} B= A} s Zrofst= 71
BIE AFYEHREE rvje] &4 U ELI AH|= ZHZ(NS)QI Sloli (Weibo), Bl (Tiktok) 5]
2lth (Touni et al,, 2022; Chakraborty and Biswal, 2023), &= A|#-& thaksk #3, thoksk o
9 trel 71 Bl ARYEE 88 g S8 Zdister, a4 S5 AEE ATeke 2
EAoln Ak A4 ejolg 7Aa Slnt,

=3 vwd o, 3= A FAHo s BE Jwr) 3 K-Fashiond} 22 553 10 s
ZHAAL QARE, S} AP rEIF AdiE e Za i dAZE ddeitt, b wjd s Aniat 3
S8 5o SHAA E wl, = AP o e dolA dedt Faiedt oide) A5E & Awrt
= & 2t} (Sung et al., 2010; Kim, Bae and Kang, 2008; Ahn, Kwon and Sung, 2010), 32
T3 A 954 Hstel A dF HHS ol o2 AA A A Aks dAsa, 229
BAAA Aol 71 BAE AFUEE S EHor DA F vk S5 A diE AF
S Sl g A FAE o & detsta A 713E dEd £ e, o AR AR
A8 g Ags FHE 3

uebx] 2 Aol 2Ae T3 7P BlE ARYE AR HlelHE Sl 7 BiE ARUE
EAZI7E anA 7HA S E R E B9 At A viAUFel o EA JFS vAEAE 46k, Bl=
ezt 7P A= ARYE 294, 23 LRAelA 7R ARE AlEstat gtk 53], 5 Al
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WA 4ol B o ATE BFS LIS e F7hES] M BAE ARUE 23 2 299 B
Fad FnARst B 5 Ak AolA oJolE Ptk B ATE the Al A ATIAIE Setsa

= ARUE 2A4717F Lujake] oap Aol oWl & vA=The
A, AP solgd ol vl 7T EEE Bolel Fofshs A oAt 24 wAUSE o9
4E AN
AR, 7P BIAE ARUE 291719} 20k 7353 B9l oAt A v7iuzel o| WAE
=7k

II. o]23 uj7

1. 74 BA= ARYE](Virtual Brand Community, VBC) #$]7]

7P BAE ARUEE 2R Foje) 71X EE5dE A9 a3 FA=) o] v AFYE 2471
7} oJ@A &n|z} Foje} X FEFE AR S vAEA Y S T Jeh B 24 35
N 2 ALEEW oF 8 A5 Q7 dF ke TS B¢ #AE Aiste d A EE
idold, FAAQ] AFddAE 218 2971, a4l #4971, A7 F9471, d5E 2971, #A 9971,
g 29171, A 24070, A 29971, B BH71eE 2ol BA AT il wet e 2491719
9] aelo]l 2t (Meng, Cheng and Guo, 2016; Chen et al,, 2020; Luo et al,, 2016; Zhao, Li
and Xiong, 2022), SHldME F2 TAL] 284 2 229 74949 AFol Uigt BA 2 +8§
gl 2| E4719 BA BA7IR rejA AAIERATE (Zhao and Jing, 2010). & I7E AP AFolA
Ao E47] 821 AFUE A=Z gkt XY 4715 AFUE AP AFUE A== 2489
o o] Al 7R WAFE AT WFE A

A WA, AFYE 84 =(community rules and regulations)o|tt, ARFUE A=de= ARFYE
Yl theket 4 9 o] FEY o] AELS AFUE &g Au|2e] 7|2E S ol 7Y
o] A ARl T 7| B 3FoE FFE ok o 3 AAR] 1EE X ol Alme

7
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WA, ARUE A (Community Experience)o]th, ARYE AP 2v|A7t ARFUE 5004
E3sta 7198 kA7 e AEA AR ARES UER Y, o8 sk AR A2 i Lol dig
MaS 2A &3 Z3le¢de}t (Schouten, McAlexander and Koenig, 2007), Y& SAEo
ZARE Y ZEAQ] EX7F 28R AF JHR| ol o]#§k 7t AE ARUE A L olA
FAstant. wetA] AFUE AP ARUE oo} 7HATEEE] 78 Ul 5 shtelH,
o 4 gadE o] A AFE A A, A2 g5 ¢ ARH2] B X3t
&t} (Chen, Yuan and Zhu, 2021),
17U E A18](Community Trust)olth, HAFUE Ae AFUE &5 o= ARA7}
AR T AFEA, HAE B WA A8AE ek e ALgAel] Aus ABe
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= omsla itk Liu et al, (2018)2 BA= ARUE S3S AFe= FA A
7P BA= AFYE S8l 7P 2 dFFs vXE 8]l]de] A AT (Liu et al, ,2018),
WA FRe] vt vl AryE e 7P BRE AFYE A vl Fa3ith
o &4 84% o7 AHH gk & AHEAke] A= B ALEAF 1He] ol FEE
845 x3st A3l AR} 1 Ak AREAtel g Aol Axel 2e YA 2,
B A e gk gelek Ag HE-S Wi TeA e AL B9 SHs uFa
Ant. ES, AREAReF Bl ko] Al SAET olugl 7t BAE ARUE ARA 1He] BAIE An|A)
o} Bal= 7o) BA J3FS v|HSS AASFATE (Habibi, Laroche and Richard, 2014),

)
ro
lo
t
Lo
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k

2. A8 0]&(Theory of Planned Behavior, TPB)

o

Agdg-sol&2 179 AL A WAUSTS AHslE L A Edhe= o]&ott, AlgdsolEes HE
92 33 Y 22 oot #AHE 24w v or, oy ') ¥l P5o]& (Theory
of Reasoned Action, TRA)S B3ttt (Ajzen, 1980/1985), v} tfF F3FellA] <17ke] o|w9}
Y5E 3] AR R TAY F glrke AodA o= F 8212 JilY gEE d&F3te 58E
A3 st 4= vk 9 AFY (Han and Kim, 2010; Oh and Hsu, 2001; Perugini and Bagozzi,
2001), o= 9]l a40EL NZ4H PF 5A 840 FHEHY A AYYPFol2s YA
A Aggsol2 Al 7HA] 8he ohed 2T

A Bz (Attitude) = 7Nl B4 A 9lol tigh A&AQ] vkS e A3 EE Yehlle 2o, 3T
Yo T4 we R JHAGrHE £3g, gEe] 4 F A T8 SHAA o] Rz}
AR Z, 7iQle] oHE 5o Aol #HHH 23 Ald (salient beliefs)& 7HAH, EX2 1 Ao
gt 7fele] HrHoutcome evaluations)ol] 718HS Ft} (Ajzen, 1991/2002b).

=4 F84 78 (Subjective Norm)2 7iQle] 54 5S & o] =7j& AF3A ¢8-S 9fu|gitt,
o] AS|A g2 V1=, AT, NGRS, 23], AFA B, HE 2 A 22 VR Fa% 9 FA
fslo Y FHsict, FHH FHE Uil 4 Ald(Normative Belie)¥} 1 Al'del we} 7=
AbE)A qtEe F£83ke E7](Motivation to Comply)d] ZAgew dAET (Ajzen, 1991/
2002a/2002b).

AR A2+E P55 EA(Perceived Behavioral Control)&= 7)2lo] £4 %L F33t= o] Bash
58 e A0S el a4t o Jijle] S A o Al BAl 58S A9 FrlsheAl
of whg} gttt AR PF FAe AT AT AR JdFE F F JdE T KA T8 84 F
7Nle] 5ol tigt H7F(Control Belief)e} 33 F5S sk dl o] AAE A8 e A
(perceived facilitation)o] 7]¥+g &t} (Lam and Hsu, 2004; Ajzen, 2011).

AgYFol2olr o] Al 7kA] 84F PdF o=t PFfld FFE vtk PF o= (Behavior
Intention)+= 7%leo] 543 5s I &S FAHo= BHI Ao dF 5o dig /A9
AP EE whedsitt (Ajzen, 1991). AlgPFol&ddr= o] BF f=rt HAAQ] HF= HFsht}, 53],
22} ZhA| g AEst e =rt AsithE, ol FEY A2 T, ARl Al gk s=w
AF 9 1 PFo g olojd = Qo). HAAR, Au|2= Fe] JAoA qF J=E AEAR] PF
=9 Q93 XEE AL} (Wang, Harris and Patterson, 2012), £ dA7= 7P Bdl= AR UE <
SN At VA EEEE A Fo] o ret AR BAST

&5 (Behavior) 7110] AAZ FHshs &5 onsith, & dFdAe 7P Bls ARYEClA 9
ARz X EEE A FoE FHoE ATEY AlgdsolgdA o] BT T& WFEA] v
At} (Ajzen, 1991). Rubio, Villasefior and Yagiie (2020)& 7Ix3%53% Y 71xF54E 7l
YA AL A5 FIstgo, o] F g sUstA ot 338199t} (Rubio, Villasefior and
Yagile, 2020), ATFdA 7HX35FE FE B FAHLE F F/Z Urded, 24 Fo dF

o
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(Consumer Engagement Behavior)Z 172} A%l 85(Consumer Citizenship Behavior)o|t},

17 el BB S FL UFRE AW 3T, AR FH, A Y= BF L A J5HGol
glor], v 12 AW 4EL AP Fa Wt Yo AF, vAsy AF) gE 35, B8
Al B o] qlrk, mgh, ol2jdt Azbe] qF sfde 71 BAE ARYE, UAE F0E, &8 UES
A9} 2L gofst g0 M2 g 9S24 9} (Rubio, Villaseflor and Yaglie, 2020;
Tonteri, 2022; Touni et al., 2022; Vernette and Kidar, 2013; Assiouras et al., 2019; Yang et
al., 2023) A8 5ol nde (Fig. 1)3 o] BT},

Fig. 1. Theory of Planned Behavior
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1. AFEY
AP gol2o] QIZte] Y5 d=o] FHH T2 FFA o}, ofg] AR dF o]&o] An|xb
o] 24 HAS AH =Rt st AS AHEAT). ol#E dAE S8V HIAE olEs
ok 3t, M2 WA HFE TYsHAY, e 54 8l 2 A3 #A9] AxAe] Jasite=
F#o] AA AT (Meng and Choi, 2018; Al-Mamary and Alraja, 2022; Liao et al., 2023), ]9
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2 ATE olgd AR AAEolRs vigew, /4 nAE ARUEe] 9712 o 54
WeE Ausigltt of Mt ARUE FRAL, ARUE AW, 2eln ARUY A= A7 89
WEE P4l e AYAFoleol =, AFold T MR dE, FUH P, 227 A7
W% B4, VF o, BEoR AXHo) It AT} BY LBL wiEom B AT (Fig, 2)of
ANE ATRHE EEFAT

Fig. 2. Research Model
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1) 7k BHE HRUEQ 297I9F TPB H0f Cieh v&

AT T3 7P 2= AFYEY BA7IF 2] NATELE o] g oA TS
U]i]% Aol gelxlt} (Shin, Peng and Qin, 2016) Yadav and Varadarajan (2005)¢] 37l up=
7P BAE AFYE WA e AAIHelw Heg 174 B o] ARUE e &3t g4
< =R38= Apao] AAE YT (Yaday and Varadarajan, 2005). 7} 23= ARFUE S Jhd=
RS o] Al B B9 ARE B, olF Sl ARUE o] dAE3 4Fe] o] FoF
o=2x v AFE Fal 54 US 5802 s "dve 2E2E =&

3}, Casald, Flavidn and Guinaliu (2007)9] A7 23= 4n|zpe] AA| 333 719 259 7]
217} A& o), 2= gk wAY ZFol oS A S Bole Aol S skt
(Casald, Flavian and Guinaliu 2007). Shin, Peng and Qin (2016)& 714 Ba= R YE] oA
ZHIAe] AF A E 715 A A, 2R AY JHA, 2ea A AE AR TR,

olE EtR A% ATE FAste] A 2 A8 A AR 7HA7F AR A EEEE FolE Eole
b F93% 93g = ZAFE ©23590 (Shin, Peng and Qin, 2016),

Casal0, Flavidn and Guinaliu (2008/2010/2011)¢] 7ol w2 ARFYE 22e 73 2=
AFUE A 2812t 22 B 9 B 2 FFE mRT F, O 22 A ATt e EdE
o Fojetel= &nAte] YrE = Aot} (Casald, Flavidn and Guinaliu, 2008/2010/2011), =3},
Wu and Tsang (2008)9] ZAtell wk=2H ARFUE e thgh 227t 7hd A= ARYEoel gk 2=k
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T Fo|T JIXFFFEA e vt e Aew Yehgth (Wu and Tsang, 2008).
dejdTre] AdE vigo R, 7 Bille ARUE ‘H«l 715 T 245 AFYE 184
A, 222 AFYE éﬂ% EH FHH 9, 283 A 35 SA JF¢e v

lo,
» N

HI, /b4 5= ARUES] 29717k 2014 o] J(+)e] 9T v1d Aoleh,
Hla, 7AUE A7 204 o] J(+)e] g3& v1a Aoldh,

Hib, ARUE Age] 2ul% dhmel J(+)o] FFE w12 Aoleh,

Hic, ARUE 227} 204 B J) 932 13 el

H2, 713 8= ARUee] 2977} F8a el A+ e v Zelr,
H2a, 75UE AR 584 el A(+)e) 9ee 2 Aol

H2b, ARUE Agel 784 el Aol 9 vd ol

H2c, 7AUE A7k 3284 el A9 9k 1 Zelt,

H3, 7} BR= ARUEe] Z9717F Az @5 Sl A(9)e] JFS nd ol
H3a, 71FYE 13A=7F A 35 Ao F(+)e] dFe v Zeoldh

H3b, 7AfUE Ado] AZ4HE P& Al A(+)o] &S vH Zeolrt

H3c, 7AfHE A=7h A1z-d @5 A A(+H)o] dF& 1 Aol

2) B, BN 7, 20T X2E BS SHL $S oz s D

A g Fol&dl Mz, JiRle] 54 AFol et e 7 AF Jwe} A PF& 53
Fag HERE et} 2 AFex] A" BEs Jidle] 5Ag el el dvht 3K s
TAE el =2 Frid, ole} gEo], dF =g AXste d o FHH 7 A4=
5 SATE T 89S ATt (Ajzen and Fishbein, 1975; Ajzen, 1991), F82] & sf2lo
B4 A5s T3 o Bl v oA tigh Aol 14& Sate, AZE g5 FAE 3
FEhE o AR Foldol tigk el 12e veRdc oful, AF oze}t A WF A=
A BF ol Z TS vAA "ok
Mou and Lin (2015)¢] 176 w2 ®, 2nja}So] 7HX 353424 el 2HA Qe FAdsd,
5L Y PF5o AAZ FFstels At v s 2 "Hrh= Axr) UERdtt (Mou and Lin, 2015).
ol T3 Hxrl AT x| T8t oF vFR Agsivte s & F Utk
Bai, Wang and Gong (2014)2 F#4 el #doA BokS wf S8 elRle] 7|uvt ¢hato]
HQle] od oz o) AAHQ JFE nlHThE AMAE xskeltt (Bai, Wang and Gong, 2014). o] =&
ute] Zad A, AHAES B 2A4S 28 o 2 AREE A "ot o] de FuH i
o)& Apolell HAZHQ] FAAAL vk AL ovditt v, LuRpt Al o Al ¥ B
Aol A Z2HA @ o, 35S ¢ H& Feflol] R, A3t VA FEHE A=E I Aol

o

o HYATe] FoE E2, ¥ ATE BE, FEH Y, 11 A28 9F A% 9%
e

HA, H=, 797 8, 479 3% A= 45 owe 99 v
Hda, W=7} 9% ool Aol 9k nd Zoltt,

Héb, 784 Pl A% lmel 2o Je v Aoleh,
Héc, A7 %5 $A7F 4% ool (1ol g3 v3 sl

59

of},
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3) JIXIZEAE 9| O|=ot =0 LSt A

]
S|

= 2 =, ARt

o

Lo

i)

| A4 2oz

T

Ajzen and Madden (1986)¢] ¢17ol ut=d, 5o == g FF 2

7rF3} (Ajzen and Madden, 1986). &R|AFEo] 7FX8 5320l thef 4H3 o=
A 2g FHsHs FARE A8 Al gt D=9 AlFd] o]=27|7kA| vS Eist & HolA €t
ol AET WHEH X FEEE e s, AR, dF A= My Helo g 1

FEL S F2 2908 oAA g} (Ajzen et al., 2018).
oo} 2 MY ATl AR, B AFE /HFTEHEN EHUL Pzo| oo}l AA P5 717} W3k
AL Qlekar Agksksick. ol whet et 22 7hds AAE ST

H5, 35 o|=r 5ol A(+)o] d&F& nE Aol

4) X2 s SHt TIXISSHE A0l et 1

ZH|AEC] M| 29 THAFEEE oS HUHE e vE- Z.:;!Z:L, —?—E—@ AR, i@ 13101 A4
T 845 e "ot olE &old% A 3
3l o]& B3l BtEd AM2E AR St &R ARl A ARS-S %ﬁ]O}J— 7}74“"574 4
QA Bl a7t AT u, 25 g P4 AT ERE P92 vehA " Zhu, Zhao
and Wang (2016)2 TPBe} 11 #/43} Rdg Agste] 24 nlt]ejde] vhen 5 A7t
JEe] AFAYd a2, A74E A5 SAT &4 ol FHE GikelA] %= Aol s
FAAl TS nx = 7,4\9_§ yelbyttt (Zhu, Zhao and Wang, 2016), ©]#3t AFES vlgo =2,
2 A7+ v M-S AAE

H6. A4 A& A= 7HeedE P9l A+ IFe nE Aot

£ dA7e 559 0dd 7MY 2= ARUE Y ZHAEERE A9 A Hel e avAE
es 025“‘ 109 1895 H & U] ARES S 22l A B3l #d Ass 38kt
AEZAVE T AE2AF YAl E(A4% £, hitps/www. wix.cn/)E 53] AE2AL S 012 A=
ato] Y1 (WeChat)g o]-g3f HEAE wESIct. Fa HEAE A § F& AEAE 4055701,
AT EAS AEE (Table 1) oA QoFek nie} ek, 2 742 elA 78 oA ¥ 23 ofw {39
7bd BRE ARUEed Arke 2ol oluka’e] v WAl 23 Uis 2 of® F2lo] 7t Bl ARUE|
A7rek Ho| Qlok7t A AdEgEo R, Aedh 7 AwA] tes FUsal dF WA 23 ofd &
HETERE B9 At v U‘r%"?ﬁ o8, A WAL M TEEE Pl e FEE
TEdte U 2 5F5o] vt
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Table 1. Samples Characteristics N(%)=405(100)
N

Variables % | Variables N %
Male 210 5185 Comieny o R
Gender employee
Female 195  48.15 Self-employed 31 7.65
Under 20 34 8.40 Public servant 63 15.56
Jobs Professional
20s 102 2519 rofessiona 54 1333
technician
Age 30s 154 38.02 Student 34 8.40
40s 76 1877 Others 3 0.74
50s 26 6.42 Under 50,000 77 19.01
60 and over 13 3.21 50,000-100,000 133 3284
High school 16 136 100,001-150,00 110 2716
or below Average annual 0
: i CNY, -
Vocational 86 2123  neome (CNV) 15000120000 5o,
Education education 0
Bachelor’s 211 5210 200,001 and Y 8.40
degree over
Graduate degree 62 1531 e 351 8667
activities
.. Private
Officially led 169 4173 Value_ I 270 66.67
T f O Il Community
_ypes o Member-led 150 37.04 activities . . 233 5753
virtual brand S S interactions
communities . PN Suggestions
. - Multiple-ch
participated Third-party led 8 2123 quIJpesetign;)lce A 193 47.45
in Not participated Suggestions
(Survey 99 290  71.60

L for consumers
termination)

Note: 1 CNY~180 KRW

o BARNE D2AA} FRLUIA o] M &S S1.85%, olAdel HlEe 48,150 ol W go] #@
e & 4 Qek. Ahe] B, 3007 ek vl 38.02%z 71 3 200 25.19% Wk
Gl Aeiths mF 20% mlEk] Ao tehde, mE £Ee] 2%, B3t See] 52,10%2 Hl&ol
Ak ol walm Agiel A9, S Aol 54320 Yk Zelst MmIE H]go] ThE A0
o], 259 79 50,000-100,000 2 100,001-150,0002] H]-&o] Z}z} 32.84%9} 27.16%=2 2FA|eH=
Hlgo] WA Ee Aow Uehdth s BAS ARUE AHE e A9, 2uAEe] 34 4
B AR E ol Felet Bwrh 4173% sG] AH o FHE 37,0006 tha: 31 A34)
g BAE AR Feld JEs B3 21.23% del w7 g oz el AvAEd)
S AAFERE B9 U Ae nelstel ANTERE B B UEAS B Bgom
Ao, Basd tia Aol 47.65%2 ek vlwreln Jlek He] BFL WE 50% o] el

b
gatn e ¢ 4 Ut

535k o] WS E|
ARUE A9, Fog BHsta, AFPFolee H=, F47 A5 79
Y5 FA4, A5l g = 7HA 842 FASETE, 28al AgdT 2 2 Fo A
ZAst] B Aol e B3-S FAS T B AEAe AlE RRAM HEA] 23 dAEE )
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BAA AE o] Al dE] Avfekela, AR e 2R gk, TR gk, BEeld,
g, e agt R 242 14 WA SHeR AyE AktEkE 53 BAE HEg Hestrth W
Ao, 2} A&, Fakde (Table 2) 9k 2t}

Table 2. Operable definition and measurement of variables

Variable define Dimensions of the survey Researcher
Stabl Compliance with rules and regulations
commuiit; code based on one's identity as a
i it .
C&T;?:::;y of conduct that Q8_1- ”communi y member )
; members 4 Stability of rules and regulations.
regulations | i ) )
Vofngct)awrly Actual |mplementat‘|on of rules and Bock et al., 2005
- regulations. Yadav and
The degree of difficulty users Varadarajan, 2005
experience in forming their own Algesheimer,
characterized by experiences. Dholakia and
Community rich and Q9_1- Whether the community enables users ngrr}:ialnn, 2005
Experience  profound details 4 to experience growth. rahalad and
: : . Ramaswamy., 2004
In-memaories. The presence of sufficient profound Xie et al. 2018
details in the com_munlty to generate Peng and Shin,
. experiences.. (2016)
Trust in other community members.
. the level of Trust in the enforcement of rules and
Community ; Q10_1 Iati
Trust trust among its -4 regulations.
members. Trust in the expertise of the
community.
the degree of Members' attitude towards VCC
recognition for Qi 1 behaviors.
Attitude value T . .
To-areEiien -3 Attitude towards brands engaged in
L VCC behaviors
activities. ’
the extent of Approval from close acquaintances.
one's feelings of
Subjective approval from  Q12_1
Norm others when -4
engaging in Acceptance of mainstream social views.
certain actions.
h Conner and
tvvehii)i(iteonnteto Confidence level in participating in Armitage, (1998)
Perceived ; : ) VCCbehaviors. Armitage and Cnner,
. believes in their Q13_1
Behavioral own ability to ) (2001)
Control erformya Ajzen, (2006/2020)
S ) One's actual ability.
certain action.
The degree of
Behavior willingness Q141 The degree of willingness towards
Intention towards one's -3 one's own actions.
own actions
the specific
) ac“o’.‘s takerli Q15_1  Five specific types of value o-creation
Behavior following one's .
-5 behaviors.

own subjective
decision-making.
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BT d7ng 9 7Pdg #4817 918 SPSS 25.0 © AMOS 23.0 54 Z2ads 283kl
41 SPSS 25.0& ¢]83f Cronbach's AlphaZl<+& #£45te] &2 A eE &elstal, AMOS 23.0
olga 1A QMg Yste] MEAo BHEd=EE ATt 2 SPSS 25.0% F3f 7
Fo] Foj FaAlFel tiall 7ed A B 3 248 APk HFole & A7 ATEY
A538l7] $lste]l AMOS 23.0% 3l 72U 23S A3l

(& o

o=
N
N

X,
tlo
N
o

o] AEAE Cronbach's Alpha 714E olgs] HEAe s AEs Yt Uy

2
Cronbach's Alpha 7|17} 0.8 o449 A4 &A1 22|wrt vz Fou2 AAE £3fo] gls
omjata, 0.79 B¢ AEAY AlEee woled & U= Auisitt. (Table 3)& =3y, & 479
agutE 93} A7 B 0.7 ool ol Y AEA e At welEd £ 982 ofn|ghnt
Table 3. Reliability Statistics
Variable Cronbach's Alpha N of Items

community rules and regulations 0.895 4

Community Experience 0.895 4

Community Trust 0.883 4

Attitude 0.874 3

Subjective Norm 0.867 4

Perceived Behavioral Control 0.871 3

Behavior Intention 0.859 3

Behavior 0.906 5

Total 0.914 30

TELYN B 7Y 3 54 BY A FReR AN 4 B9 Aot 54
7Fe W 1e] IS Z1Esha SlH SRl 34 Y] BEEE AEsh: T2 Wolth IjlA
QN2 F2 dEA T 2 AEst 29 3 T WS A o, A% FgE w9 adle] SleAE
AEse e Bt 239 g s BH3th AMOSE ol g3 2 AF 7} W 2t 4 JA=HE
& TEske] 2 Wl el &914 29w E AP, 75 dmd 2P (Fig. 3) % 2o
= AARRE W b folF el A &+ Ao
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Fig. 3. A confirmatory factor analysis model

PRORROOAROARARRRORRROERPAERECE®E®
] ) T T R I e

A z7)aTRge) A3 gl ts) AFsech 4% Ak (Table 4) 9} go] 2ol
o] 3] H

o AYEsh BobEA F U SJvlFin

Table 4. Fitting results

X Df X2/Df RMSEA CFI IFI

Adaptation 383.710 377 1.108 0,007 0.999 0999
results

Adaptation < <008 509 509
criteria

ko Belx aol BAL ol £ HYEE 43T 49 1 BEs a9l A4 ge] 0.5
olfeln fel sl Be 2. Y AEdtus Bet F2 gAuse AES Rk Bg
AFE(CR) 0.7 oV 3. BREAFEFAVE) 0.5 olF'e] 3744 7150 Sk, BARAFEHL 54
o2 A% AAAFTE 0 24 RPN ANE A el FAL sk, AMOSY oJste] 2.9
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A7) kel §A A £2E 5 ek (Table 5) 22¥ BE AEe] 4 9918 0.5 olFoz Hgue
Ao ehgizd), ol 2t Ak TAle] Sahs FApaSel sl FEF hEAC] Yeg SIvlFit,
7} Wse] FARAFEHAVEIS BF 0.5 ool @5tar B3 AE(CRIE BF 0.7 ool ke
Aog Ueht & A7e +8 Beue PolEd 4 Aeg vl

L d T 3 lia=
Table 5. Aggregate validity

Indicator relationships Estimate CR AVE
Q8_1 <= community rules and regulations 0.84
Q8_2 <= communfty rules and regulat!ons 0.821 0.895 0.681
Q8_3 <= community rules and regulations 0.804
Q8 4 <= community rules and regulations 0.836
Q9_1 === Community Experience 0.798
Q9_2 === Commun!ty Exper!ence 0.838 0.895 0.681
Q9_3 === Community Experience 0.811
Q9 4 === Community Experience 0.852
Q10_1 <= Community Trust 0.822
Q10_2 <= Community Trust 0.773
Q10_3 <—- Community Trust 0.828 0883 0.655
Q104 <= Community Trust 0.812
Q11_1 &= Attitude 0.826
Q112 &= Attitude 0.834 0.874 0.699
Q11_3 &= Attitude 0.848
Q121 <= Subjective Norm 0.793
Q122 <= Subjective Norm 0.822
Q12_3 <{—- Subjective Norm 0.832 0868 0623
Q124 <= Subjective Norm 0.704
Q131 === Perceived Behavioral Control 0.839
Q132 === Perceived Behavioral Control 0.825 0.871 0.693
Q13_3 === Perceived Behavioral Control 0.833
Q141 <= Behavior Intention 0.822
Q14_2 <= Behavior Intention 0.802 0.859 0.67
Q14_3 <= Behavior Intention 0.832
Q15_1 === Behavior 0.82
Q15_2 === Behavior 0.798
Q15_3 &= Behavior 0.824 0.906 0.658
Q15_4 &= Behavior 0.828
Q15_5 K== Behavior 0.785

3) W EfdT

W B B AR B ¥4E 24T 0 #3558 £AE B9 5 9 Jes
Aezich #E BREs We gk gRAesh 1 YRFEAFEAVE) AFSL vwsks A 59
A9 5 QT 3 71Ee W] FREAFEAVE) AFZo] 1 el Je wre) Agsuct
a9 gEEs) ol Ao 5% 4 3lg

22 t}9 (Table 6) oA AAIE FE
283

=
=
glonz the WA BN A9+ Aee & 5 Ak
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Table 6. Discriminant validity

1 2 3 4 5 6 7 8
1. ﬁggr;rlr;:r;x rules and 0.825
2. Community Experience 0.299 0.825
3. Community Trust 0.25 0.307 0.809
4. Attitude 0.21 0.416 0.254 0.836
5. Subjective Norm 0.325 0.391 0.236 0.443 0.789
& Qercelved Behavioral 0237 0343 025 0327 0248 0832
7. Behavior Intention 0.241 043 0.296 0.385 0.316 0.363 0.819
8. Behavior 0356 0424 0322 0438  0.401 0.222 04 0.811

Note: The bold font is the AVE square root

3. o] A HA

A8 oA 3]0l ZE AAAF(Pearson product-moment correlation coefficient, PPMCC H=
PCOSZ ¢kt & ABA|Z(Pearson correlation coefficient)s= zrol| -13F 1 Alo]d|
= F X 9 Y e 4RA3E SAEE dl ARRETE 2 891 WS 7o) 3% BAlE ATFeh]
HEA S T3 ded JMES A5 Age (Table 7) 3 At}

Eay
.
=

=

o

9
T
e

o

=
¥
vl

do %0
&

Table 7. Correlation analysis between variables

1 2 3 4 5 6 7 8
1. community rules and 1
regulations
2. Community Experience 0.268™ 1
3. Community Trust 0221 0271 1
4. Attitude 0.186™ 0370  0.225" 1
5. Subjective Norm 0.290"  0.339" 0.194" 0.381" 1
g,orli’t?(r)cleived Behavioral 0.208" 0.302" 0.221" 0.285" 0229 1
7. Behavior Intention 0212 0375" 0255 0.331" 0272 0313”7 1
8. Behavior 0322 0382" 0290" 0391" 0.349" 0.199" 0355”7 1

™ Correlation is significant at the 0.01 level (2-tailed).

vjol& A BN FA 7 Ao F2)7} T]ol A4 (Pearson Correlation) 43| o] ™, 4437|142
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TR BEe vhde AR g AFAA B3 X3 A, #5u, I B
Z = ol AREEH, —Er@,E 7]-%6]—1 =A% 7153k, Bentler and Chou

AZE HEL 5 oo FHso} sttt 538
A 20| g3 & %‘%k 3717} 500)2¢e) @3l Ao te HH3)
D}_Tl FA3 ATk (Bentler nd Chou, 1987; Muthén, 2002), 2 d7+= AjHog BZ3A|w g&2
|Fo] FFato X 95 FFAL F ot o] FRoAE FE AMOS LZEJ ]S o]&3)] 2
Aol ZE dlojg o dis] F2YAA By 248 &8l d77HEE HASshe FAlOl 7 W 1t
dEFg BT, By (Fig. 49 BHUTh,

Fig. 4. The path diagram of the structural equation model

)
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EeT
oz ,m,.,_ :
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25— 05 1] €
Cootares X i 3
@—wfiiy, ., & s €3
O S D — _ £, Tt
@—»id m D,
TR T
€23
2 dAFE FE EYUA JlolAlm AR, 2AF B AlF2 2xHRoot Mean Square Error of

Approximation, RMSEA), %—vﬁrzﬂi} |5=(Incremental Fit Index, IFD), ¥]x &3 A|S=(Comparative
fit index, CFD) %5 A2 72444 230 435 A58 Adstgon], 72344 28 A% 717
Get 2k A% Holels] elHel 44 WA (Table 83 Qe

Table 8. Fitting results

X Df X*/Df RMSEA CFI IFI
Adaptation 17 296 392 1575 0.038 0.968 0.968
results
Adaptation <5 <0.08 >0.9 >0.9

criteria
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Holl (Table 9) 28] ARUE FAAEE dlwol folat FFe vAA ea 1 g A 0,094,
T fel FRE feld £F 0,058 ABE sPe] ARHA gon); ARUE ABe Bl fold
344 9B vINT 2 G AFE 0,385, 1 FI4 FAE fol4 57 00500 Gomg Aol
AR AR Azl BEel feld 394 9% VAT 1 o AFE 0,146, 1 froly A
#9145 0.050e) Honz el R ARUE FAAE Fad P ol 394
JEE vIA T T G AFE 0.229, T frold FAE frol4 F 0.0580 Fome spe] HYsv;
ARE TFHARE 787 95 B0 it 397 FFE AT 1 9P AR 0.14, 1 Fold
AL Frelq FF 0.0580 Fone spdo] YA ARUE APE FeA P Fole THA
JE TIA T T P AFE 0.331, T frold FAE o4 FF 0.0580 Fome spe] Hysv;
ARUE AGe Fa4 4% BA fo T4 9% VAT 2 GF AFE 029, 7 Foly
A ol £F 0.0580 Som sbdo] AR ARUE Azlmt FHE P frold 39
JE vIAT T G AFE 0.111, T frold FAE o4 FF 0.0580 Fom e spe] s
AR st FAH B FAN KT 39 9TE o2 3 9T ALE 0.165 3 #90

Fe 3 0,058 ZomR spdo] Y Bt FF oJwol foldt FHH JFE vHw

it =027, 2 fro4 FAE fe4 FE 0,058 Homg spde] ARun); FuA e
W% ool froldh FAH FIL AT T G ASE 0.179, T 4 FAE frold 5 0,058

dopz Apdel AYE; S84 B TAE B 5ol GoIF FHA JPE vAD 1 I A
0.25, 2 fel4 #2= Ho4 52 00580 Fouz spde] AW BT ot Pgol Hoid
FHH e VAL T G ASE 0.381, 1 Kol4 FAE el FF 00580 AonE FpAol
Y T BB FAL Fol HoIF 3 FFL AT T GF AFE 0.094, 1 24
SAE Fo4 SF 00580 AR Ape] HYHA e & 4 gtk

Table 9. Path coefficient

Estima

Hypotheses Path relationships te SE. CR. P results
Hi-a Attitude < community rules g 05 005y g0 o Not
and regulations 4 supported
Hi-b Attitude < community 038 °0  coss Supported
Experience 6
H1-c Attitude <--= Community Trust 0.148 0'25 2.792 " Supported
Ho-a Subjective <.~ community r_ules 0.23 0.05 4275 ™  Supported
Norm and regulations 2
Ho-b Subjective p ComrT_munlty 0333 0.05 6033 " Supported
Norm Experience 2
H2-c Subjective <-—= Community Trust 0.112 0.05 2112 *  Supported
Norm
Perceived

community rules

H3-a Behavioral K- Iati 0.14 0.06 2.59 " Supported
Control and regulations
Perceived Communit

H3-b Behavioral ~ <-—- o y 0286 006 5169 ™ Supported
Control xperience
Perceived 0.05

H3-c Behavioral <--= Community Trust 0.161 '9 2.953 " Supported

Control
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H4-a Behav_lor Ge== Attitude 0.333 L2 5.83 ™ Supported
Intention 6
H4-b Behav_lor === Subjective Norm 0.215 0.05 3.849 " Supported
Intention 9
Behavior Perceived
H4-c I ) &= Behavioral 0.25 005 4488 " Supported
ntention
Control
H5 Behavior <= Behav_lor 0.381 0.06 6.391 " Supported
Intention 1
Perceived
H6 Behavior &= Behavioral 0.094 003 1.672 ns ek
2 supported
Control

Notes: P value: ns (p> 0.05). ™ (p<0.01). ™ (p<0.001).

2 A7 552 AgdEoles T v HAEEdE F9 oAk 2A viziUsAl WE b
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npAvto 2, G olmsh Al W Aol SRl ARBAT} glge] AU ol e ol
o7} nlAe] ARl BE 5S4 e ndh olefa WAL Y BAE AR
avlAe] ol SAlshe BAE ge BEsn, ARUE LRG0l hulxte] oJmoli BEome
Aol JFL VAL 2AES Afhn o AASHE W FEsek F& AN

B AT ARPS S APl T8 Ao] ofuet d= 7|9 7Y Bl ] @A elA=
AT FIARE AT A4, = 710l 7 BAE ARYEE AL fA12 o, o Aol
Wzl ARUE 1, B9, A B9 BHS Fud 5 v dE S, ¥E9 ARdE T3S
AAstal A ARA AEE Ao s, = Ve anjake] Fojoh =S
TG ¢ Qe m=E o] A7 S ARUE 2718 TEshs v Al 4 A
HollM, = 7192 715 YE fefolr FR8E 7iuAoldst dad FH e o B2 FolE 7]&of
Eisg

B, g ko] dwo] T anAkeh AR AFUE £97] a4 e e o S
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