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Leisure Participation Online:
Examining Moderating Mechanisms of Alignment Practice and Community

Response through the Self-Construal Perspective

Abstract

Two of the biggest challenges companies involved in sports and exercise
information services face are how to strengthen participation in virtual
sports/exercise communities and how to increase the ongoing participatoriness of

those communities. In the past, relatively little research has explored mechanisms



for strengthening alignment practice and community response from the perspective
of self-construal, and as such this study seeks to explore the self-construal of virtual
sports/exercise communities, the role it plays in the emotional commitment of
forming communities, and the factor that can strengthen alignment practice.
Moreover, which factor of the emotional commitment of forming virtual
communities have the effect of strengthening interference in the process of
transforming customer citizenship behaviors? This study collected 625 responses
from the two leading websites in terms of fan numbers in the provision of
information on road race and marathon events in Taiwan, with model testing
conducted through linear structural equation modelling and the bootstrapping
technique to test the proposed hypotheses. The results proved independent construal
had a stronger positive direct effect on affective commitment to fellow customers
than did interdependent construal, and the influences of affective commitment to
fellow customers in enhancing customer citizenship behavior. Public self-
consciousness moderates the relationships among independent self-construal and
interdependent self-construal on affective commitment to fellow customers.
Perceived playfulness moderates the relationships between affective commitment to
fellow customers and customer citizenship behavior. Finally, marketing managerial

implications and suggestions for future researches are also discussed.

Keywords: self-construal theory, affective commitment to fellow customers,

customer citizenship behavior
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Tablel. Results of confirmatory factor analysis

ﬂ}%»’g} 38 IR R
A (AVE)
~ INDI B A g ABPEEA D SRR 0.76% 0.57 .89
3&7: IND2  GAt#E? » Ah= 3@ A ABTHAG T ALF LR 0.81* 0.66 (.67)
;;# IND3 ;—ﬁiﬁﬁ ARG AL S 0.86% 0.73
(IND)
IND4 ik #? » AL EF LA A R aEy 0.82% .67
IR INT1 AP #B it H B 86 & chps 0.75% 0.56 79
P INT2  Gak#Ed > A EIR ANy FRALR R A 0.76* 0.58  (.56)
FH INT3  AFER 5 AEBEMO{E R 2 ol F 0.74% 0.54
(INT)
AFF1l A3tz B3 it chg 3 0.81% 0.65 94
_ AFF2 A FE{eAb L e AL 0.70* 049  (.69)
::Z AFF3 e BAFEHAD T F AL DL A 0.87* 0.76
. AFFA ARG RO R g R 0.87* 0.76
(:F:) AFFS i@ BAsga$ Jung ¥ 0.83* 0.69
AFF6 A fp i frasEs R Mk 0.85% 0.73
AFF7 A oid# 4 B B el A3 kmtd £ 8 0.85% 0.73
CCBI A gtrmdu ks | F54H 864 5 0.83* 0.68 91
B CCB2 Mg taHupHtfiIREmFTapiose 0.86% 0.74  (.60)
Ti CCB3 2\ ¢ % H 843 & f 4oin 55 1 s it 0.63* 0.39
3 CCB4 ¢ m Wi fjafice i * fphEd 4 5 0.82* 0.68
(ng) CCBS A ¢ uiad R eiahetdnle 0.70%  0.49
CCB6 Mg+ e dn 3y ik 0.76* 0.58
CCB7 gmH i A AGieRRty Tl rmigih 0.81* 0.66
DM AWAL A RET A ARG W R 0.87* 076 -89
TR WAy AEBeden hu iR By TEE Y 00+ 079
(AWA) AWA3  #FFFLE et 4 0.81* 0.66
B FUNL  $beis BAtsanid dR 2 8 2 - 0.94* 0.88 .90
3 FUN2 42 EBAEGERFRATERG & 0.94* 0.88 (.75
(FUN) FUN3 A S4eie BAAFEHEF > € RA Lol 0.70* 0.49

Ea

*p<.05.IR: 4878 & & ; CR: =

10

£ B;AVE: Tio% B g

o



o R AERRIE AP
Table2. Correlations and squared roots of AVE

T ta#c T IND INT AFF CCB AWA FUN
IND 3.23 0.83 0.81
INT 3.21 0.77 0.68 0.75
AFF 3.19 0.75 0.79 0.68 0.83
CCB 3.18 0.77 0.67 0.60 0.73 0.78
AWA 3.08 0.86 0.66 0.60 0.65 0.59 0.86
FUN 3.25 0.84 0.79 0.65 0.79 0.67 0.62 0.87
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Table 3. Results of the moderating effect of public self-consciousness
AN

e ‘ e ¥
P pARE s " g . .
B % t i t i B3k
. . Group of § Standard ] )
Relationships . t value Paired hypothesis
public self- error
. t value
consciousness
% k
10T A A High .65 .043 15.02 .
R K F [ 272 ~rt
Ak 2 e suppo
S 45 056 8.11% PP
Low
2
, . , 14 051 2.73%
Wz p AEfE SR High 3 06+ BN
B R 6 ' support
R ik 36 049 7.24% PP
Low
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