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Abstract

Purpose - The purpose of this study is to examine the mediating effect of fanship between relational
bonds and consumers’ engagement. Also the study demonstrates the moderating effect of consumers’
social support between relational bonds and fanship.

Design/methodology/approach - The data were collected from Chinese consumers who have used live
commerce within the last 6 months. The survey was conducted using self-reported questionnaire and
a total of 276 questionnaires were used for the analysis. Regression analyses with bootstrapping
were conducted to test the research models.

Findings - Findings of the study showed that fanship mediated the relationship between financial
bonds, social bonds and consumers’ engagement. Furthermore, consumers’ social support such as
informational support and emotional support moderated for the relationship between relational bonds
and fanship.

Research implications or Originality - The findings of the study contributes to providing a theoretical
framework to explain consumer behavior in a live commerce by examining the relationship
between financial bonds, social support, fanship, and engagement.
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2 ARt} AvzE AARRE A%S FE 19 gl SA4H0 R whgEt FuEdleS £
A= olF e g o] FAFS Yok, 53] 2020 o]F Z 2199 AAAIA Foz vtd A5
Zhg-of ek Al &7 FolAIH gho]H Awx AL UL A HATE A AACA 109
H W 97t o] &AHMAU: Monthly Active Users)E 313 33 glo]H #Avjx ZEl HE(Tik
Tok)o] AAIZE 2E&R AH|2 o] &4} F 1/40] AAZIe R AAg AEFS Fulshe o= veht
A3l glolB AW AR #3g HojFErh(iiMedia Research, 2022a),

ghold Amz AFe] AL o]24 JoMx Ao Al SEAFT. ol wet A AFES
Zlo]lB 72 £4J(Kim and Heo, 2021), Bz (Wen and Lee, 2020), A X (Choi, 2021), A5 2-& 2]
715471014 (Song and Im, 2020; Kang et al., 2021) 54J0] 4|z} 5ol v Jaol] FE3}F4c),
o]l B Aw 27t AAZE S B3 AEFS Avgtte Je A3AR TV E4833 FARBIG, Lev
TV &2 izl s 2EQ] A 932 Qojy, H|ddod ARUAlAE B3 AlF ARE LA
LAl AFst huAE A5ste] FulE fEdte Aol 2ol 2tFol4 gltk(Chung and Jung,
2013). 2%7] wZe TV FaBor a3 2EE AEdo|i A5E Qe AF AHH 248 &3
B[Rt A HAg e Fo] AEE ddste dvirte] TS Fsta LA FEHoR o2g
AR 2 FEsI}(Cortese and Rubin 2010),

9HH, glo| B w2z S oA] Rl An|atel AARE Aoate-g B xde #AE FdshH(Liv
and Im, 2021), &M E403 AE S 2ERT gho]H Aw|2 gufjatd] i3] vL 3123 on|AE
zk3 9Jth(Moon, Jung and Cha, 2022), AA|2 gfo|H Aw2 A 6lA Aufjal= Lujatel AAF
T52 9g b4y =88 B3 st A71HQ 34 848 B o5 Tl A &t
Y& g 22 At} ARt A AAF 542 2ol An2r) e dellFt
TEEe F8% AEAJAE BFstar dujrkel LR[ARE #A S0l AanA; AFol vAe dTFS
TEE] fg AT =¥ mEe AAelt)

t o] gholB Awx SFAA Fuljate} v @ed] AFe el FulE wZiR g FgH
Al =gkE Zlo] ofuet A BAIE A= X0l Ut gholB Aw|x2e] fulal= glold 2Eg]
We B3 Al AFE 7 E ARES Ao g FREIH bRl AME #AAlE &AL QU E

HH flo g2 JiFeS YA (Wongkitrungrueng and Assarut, 2020), o2 <la]| #to]r
2 o] ZnAEe AiAE A ApEHola GFAR] HEet BES Kol AFS BIskaL vt
o] gl dufRtel] theiM e FE 71| Bl Vet A54 des BolAl "t Ln|Ate} dulixt
FAE FAFHE et Avjzke] JAde A BAY FgE JA 5 S B ATl 3 A
4FE wzIth= Follx(Chen and Chiu, 2009; Huang et al., 2014), vzl st Mg P2 gho]r
A2 ] 554 FAE S35 2 Holnt, oldf| & A= ghola A2 S dufjrle} An)zte
AR, WM, FE 7HH FEd Tdsts LAk ApE AE s ou|dle Ao AHES] F24
A 1EE T8 EHoR HASIAT oleh Ze AT I ##ste] E AT gholH Awxe)
#Hg AP AFEo] 2uA F5s AHstr] g 2 23 el 2HE w5 Aol F53kd
olof wel Fuljte} An|zte] AARTHZL At ek Mg FAS Tl An[Rbe] JAAIC|AHE | 1] ]
© JFS THTOEAN grolr Aw A Lnat o] WAE HAUESS TRl gt

ShA, gho]B Amzof|A] Av|AlE ThakaQl 28-S o dhliAERt of g} thE AR ER T
2L AF3Z #AS A8 (Garton, Haythornthwaite and Wellman, 1997), A4813 ££-8 Fayt
= A AREE SHs ey AS7EA] 2211 87 9] A3 et st AEA BAl FESE A
TE9] 52 Fvlirlel An|zke] AN o283 AFSH A Aol 248 wrEinh, wEbA] A}
7 A1EH BA Aol gholB An2 oA Anizt - AW Hl Ve JEE 1rEeh AP AT
o] =82 Ao RS AHolrt, ofof B AFE MPATF 55 AT oA zelE FAEH]
A&l 2holB Amz ] LMY BN Bz AMSA A A7} deape) Au)Ake] HAfTTE
A FAol nAE TS At AJE S AEH AR 24 529 HE AT BHoR

278kl
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1. ol24 W7 3% 7k 44

1. FAA

npA e Akl A] #Al S (relational bonds)@k Fhujzie} 2| abe] #AAM W7 8 A5t 47
Aoz FHE AUk ongitt(Berry, 1995). vt Ahshs AFNE LH|xbe] A7}, H7}t
4 P T 3HH BAA AAE FEsH AV|BA TFE T8 TS stk HoA] A=
AZAY AF Fujprt anjateke] BAGA thekst A e 5 Fado] dlFEAck(Palmatier
et al,, 2000). 53] @AY THAA 7197 203 #AFdle] 8L FFaof e A
=R d4dd v 8 alox FERITH(Robert et al., 2003). AddTolA IAFUE thxkdA
Moz nejEgon s et F2 FA4 fd, A4 fd, 724 Fd= NdstecttBerry,
1995).

BAA Fd(financial bonds)e ZA14 MBS HRG AAF de9s AFTFo2A LA
FAREE gHE7] 9% HARA Kotk AN BAA fie HAE ol el FE T& S
AHRte] &M T8 EXske Ul 75 otelth. 28y ol ARl o3 A 2iE & e
71 ve =Fo dANAY Ak weto|th(De Wulf, Odekerken-Schroder and Iacobucci, 2001).
AbE]Ad frdi(social bonds)& ThFstaLl F712431 4%, WIHst FEHo 2 Anxiele] AAE JllslslaA]
AME 2 AHH el AR WFE B sAAR tRIBAIE FAEH Q1A HwH o 3]
= A& «]ﬂ]?‘LE}(CZepml 1990). A}ﬂ il g dsgte] olsle} XdS AsAl7I A e
ek A0l et A AelZ d8e AF3H(Chiu et al., 2005). 723 Fdi(structural bonds)=
AH2P} At 7}74 Fzsla /‘1‘3]/\ A AAE Bk, Aslsh An|zte] #AE S8t AH|Abe
A BAE O g AFTFo RN X549 AAE sk AL wITh T2 frie ohE ey
B 0§ 7Fs3hA] gk &R} 7o) RFoizl A Mu| o] AFS B3 FEE w727
frifle BAA R oJs] mE 5 gl dAAIR A T w2 FEe AR 75 Aot (Berry,
1995; Peltier and Westfall, 2000).

gho]lB 7lMx G4 BdAor Aujrtel Lnrte] Aol AHHY dAE &S 5 e
A Sgo) Sla olejdt AN SAe 27} Wl JE F Fad <lolth, oleid Sl
gho|lB w2 AuAEe LA AFHE Astelr] A8l 7HAE]], FE AT 5o AAF JAEE
of AlF, FLata A AFuUAleld sk, ApEH AR|= AF T Tl BAA, AL, 72H fd
T% Agg &&3H(Hu and Chaudhry, 2020).

2. A4

g Aol M4d(fanship)e F2 2x 2 Ropola] A7E sfdoelnt, ofE AFolA] WL 2x=
771l dAIARl F2 EARl At B g 54 A A7l Wik Sriy dle] Al

m1m
m&
ox
E
1 o

Yeht sl 7 4o o] Hal A7 Ao Ads sk= Aeld dHE A o%‘jr
(McPherson, 1976). o]2]gh 4 ofd o] HM(fan)o] Ho] thde] theh gAx #olg dof 1A
74, AFel MatEs 23 (Choi and Kim, 2000), 2¥2 HolollA F2 AT Y H4le 7id
2d w9, 7k T EEo]HE Zol2 Sl HEHU o, 54 e Hor FAHE A2 el
gk 23 A, wﬂﬁcﬂ PEg olEH thdell tigk dAH(cognitive), 7784 (affective), 52
(behavioral) FA4%d] 93-S v]Fth(Backman and Crompton, 1991), %3+ sH4]e ol o iyt
oz} viAH ’“’51 A Bal=el e HQlH i tisiA e A"k (HoLee and Jung, 2018).
AR elA Fglo] FdE LnlAle W] didel sl HS52Q] Arey ﬂEJ} B2 AR FAsk
g4z o2 PFaa(Gantz and Wenner, 1995), thidol i3t 2 QelS FAJ3th(Holee and Jung,
2018).

Bl @AolA e SAnHe e glo|B AERY MH|AE o] &) A4l v FdS 4

rlo
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Agel AFH 0w ojBst Jeeie Hrhska ek olol wek ABFON, SR B} 2ol J
2 2% fHIE0] BRI Wi ARlEL o5 BR9EI T5o| Adske Leiel BES APHo
2 AAska Folshe Mol TG BEES B F otk oFL AW BHow AN Y Fh}
B ARAEDS FHHE B ES WS oA 20AFAE §FS vAeHKim, 2020),

gholB A2 FAAME LuREL ArAETe] FAE ] A4 AR AXFHE Ao] oY
2h, izkg F2eeta ek BA ue s Folstm Hwixtel Fo ol B AkS FAkeE
WS Holh,

glo]lu Av|xox Fuljxte] 3] FAE AP AvjEo] TrY FAuste AF T AH|2d
M= 54 7, 3R Hrt, A PFS o|&A Hrt. AA=Z iiMedia Research (2022b)
ZAbel| w2 gholH A2 Aixyt ol FFS FAths vkl S5 HES 0%, SH[AHES
A8k gholB Avx Fhulle] e el Agale 2o g st duAEe] 4 9 FH3
AES Tulgk Aolgla whglch, wak 2021d F=re] F11H(119€11Y) Sl3YAL 7|3 Blo] B 7 2
ZWE2 EEolA 229] Fuljr}e] Fufjdo] Mgt 9okS dlon, 1467.27 ¥ 29 5 H {5l
AE FLAGER)ole e Hulrle] Fujdo] 745597 flote]l €a FHAom Jelytth(iiMedia
Research, 2021). o|¢} 22 254 Avs WHS FHe Auljar] gho]r A 2ol|x] Az} 5ol
HXE F83% JFEs HoFE Aotk

S
4

3. BARUSE AAlOIAIES] BAAA Hgde] wii At

AR E L8R e FAEE Eoli A7)H AE e b Fa8 98-S stt(Berry,
1995). &, 7FAERloly FE 55 B3l
Walf et al., 2001), RX|&HQ Fs 28-S
S o)E Holrtw Au|atolA FIPLAE F
e 48 53 342 49E A=
kel Anatke] BAlA FAFH H7o] FAEE A A ARl el gk o2 FAds)
w(Thomson, Maclnnis and Park, 2005), o]2{gt ofjzh2 Zuljzlel] tis)] Al 5= v|&3k 244, 44
o FAZA A AHE isith(Aron and Westbay, 1996),

kA, el sk 3A ol @Al Al HEE Hole MgS i #Ee fFe] AlA
B710] F3s 1A didell sk &Y, AelA ofF, sEdo|a A5 P B2 YT vhEo| IS
"]t (Lee, Han and Jung, 2015; Mahony, Madrigal and Howard, 2000; Seok and Lee, 20006).
£3] Lewis, Gantz and Wenner (2021)% #lo]H 23X = HkE A[H o] glo] A4l Atz A3
T A719 #AHFG AACIAME AFH Y #AHAol UFE FASE. MlAHE
(engagement)& "HAR, 2|3t 5 thekgl Fopollx dFH Jid o R Aujxte] ACIAUEE 54
O HEs AvAbe e 35 HA AE A s vEhe dFe] wdoti(Yang,
2007). ZnRlzkel ##EA(relevancy)® B%(involvement)E= QAlo|AHMES] 32 ¢ A7 (Wang,
2000), AACIAHES Ael #AS PFol H3te Zlo] ofuiet Aujxte] A F7]dl o8 =l
v 7 212 (non-transactional) &5 E3s}H(Kang et al., 2021), E3] <IEYl S 0lA Anjxpr} Ak
Hog HRE IR Gt 7HAE AL, AEdhe AACIAHE ol g F249 #4lol
EolA 3L gitk(Han, 2013). o]2fgk & olA] Choi, Han and Yu (2015)= 2k1olA] A ] AHES}
M|z AE BAE BAS A, QJIACIRHET} 22 LRSS AAE Zdlzx #H AFolv
M|z 2pEA -1 P o) 2 T oL HS5ZQ o] YRGS st 53] &4 Anx
A oA Bt SOl AHEE 22k T, AF FH, AA Hulzd et A s g2
SR dFoz 1E3E F Jdor o 1 FAF B3 719 7HA FHEol 71ogth(Zhang et al.,
2017).

oje} Z2 =ofo] ZAE wf gho]lH Aw|zofA et} Anjxte] AA A FEF AAA, A1 A,
T24 FUE &R ARl dis] Ao diadel IS FAY = ok =5 o]FA I dHg
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il thgk Lnjake] A Aol AphAQl e}l Al A E TgA dFE 3
T ek ool & A= 2holB Aol AAIFH7E dAIAE ] A= s dFe Wl
W7} B3k oSSt vhe 2ol Hdle AAS AT

H1: sigle dAfoe} AlolAEES] #AE viZfE Aol
H1-1: 842 AAZ foiel dAIARES] A vi/fEd Aot
H1-2: A2 AL3E fjel Aol AES] AAE w7/ Aot
H1-3: #42 724 foiel dAIAUES] AAS v/ Aot

4. BARTHeh Aol BA A ALRH AAe] 2 53

ALe]A 2R (social support)E ARE|EHEolu A Eakg-oA] o] Foix|n & Fglo] ALs]E A elA]
Elolte] A5zg-g Fa A Aoy oA, BAE, Wk 5 AAE B, B 9, AREH =i
= AR A4S T3 3122 shdolth(Cobb, 1976), A ATEL AL5]H A2 Yol W&
w2} GA A AR} ARA AR F2 [P}t olu] A A A= (emotional support)= 71 €]
el 53 #alolu Ak, IE7 B4, vle 53 #Hd AN =e-8 X8k Aot} wmdk AR
A A (informational support)& 4] 34l AP oZ o] HeE JEE AT Be AL onsct
(Helgeson, 1993). AFEEL AL8]d BAIE 53 A18] A& AE3H A13]7] A2 23}, 1
U ANIES B HgE BAE A AREE AAE A4 5 9lon 53] A A E
A= A9} FRA AR|9} 22 FFH A7} BHoh 523 JFS v HH(Obst and Stafurik, 2010),

gho|lH A2 A oA 2BRHEL A ol thE il BAE B8l AlEH BAIE
FAsta ALElH ARG ZHET golB Awxo] AT W Al 2HAEL U2 bRl PFS
e 43 A AFUAlAS & & otk wEbA A8t £ ARolY =g 93T B3|

2 AHAELS FHEE Hrel A AYe AFet. APATel wpmd 25 U Ak Ax]e] AHe
ArE 2o 48 B8 1ol gk &%57e =2Ath(Cohen and Syme, 1985). &3t 22421 71
ZrollA dJIBAE B3 A A8 AR A &8T5 SEATIY ALSF @A gig ¢
< =tk (Suh and Lee, 2007). 53] 283l o]8xE7F AR} 1+ TR/ dazte fuizty &
4 ol 71od3kth(Liang et al,, 2011),

olgfgt o] w=olo] ZAY uj glojB Avx SN AnjAFE] T Anxele] HAlN BEst
v ANA, AR 8o AU AR of e} glolB Aw v} A= 2F ol &8
Ve AEE 2tz A E Fg d&T ¢ Stk wEkA glolB Aw el thE AHAE B3
A3 ALl E A= glo|B AMAaE F3Ee 7 T3k a5 288 #eElshe dliAtel gigk
BACE F34 FEFS v)A Fufztol thd AAFHIF Aol )X dFE FEE AL A= &
ALk, oldll B AT 2nARE BAlA A AAME 2R AWA x5 TR ALSE A A7)
ARZE Aol vAE JFE Aehe 2Hat S AYS dS3ta o 2ol H2E A
=3

oH

=il
=

A

H2: #7017 M4le] DAl A2 e el 2AEAT} Qe Aoleh,
H2-1: $A5Tsh B4e] B0 gA A AAE o) 2dant e Aol
H22: #7408 B4le) #o0 4uA AAs o) 2AaA} e Aol

B Aol el We A7 mae (Fg 1) AAse.
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Fig. 1. Research Model
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B ATE eholn AnAE o gd AYel b BT Ei FH) AFIE 3 2AE o=
AEE FAHA. 24 Bl SUATAIE A2 Gh ) 7HE BE WES 05 Fholn Av
0l DA Sk, ol S5ikEol ek Aell ofalel A Bl S5 s avaislt
g A7) 1940 ARAE olgste] Larel b PHOR S BEAE F 3043971 5715
S HAAE SHE AGNG F 26%e] ARAT AT RA ol &3,

e We o1 68,10, W4 31.9%= vhebuth Age 100) Fukel 2.29%, 20th7} 40.2%,
30817} 41.7%, 4007} 11.6%, SOPh7h 3.9%, 60T} 0, 4%¢leh, Az styel 17.1%, HALeo]
45.3%, AFGAA7E 7.6%, APFRIE 5.4%, 7B} 24.6%2) Wl viebdh, e eoln Avl

AiE Sl AEe Tl ol = vkl Hle2 83.0%, 7ol Aol fl= &vA Hle2 17.0%
k.

2. 91F 54

£ A7e o ST SHHE IAFHEAA Foll, ARA R, 724 f), wihE
W, ARl ko] AR A AR (A A AR, JEA AA]), FEHF A AHME ?“éo}
At

#AAHHE Hsieh, Chiu and Chiang (2005)01] A5 ] FujRret & A T o) A 73;4];4
fol 570 (el W7t A AiatbE B8l AlES FelE o 9l Y g Sil‘jr) }51 %

N & g Izl W a7 AE V)&, FEE A 470

Aol A9l gg Frhez 4319t AE2 An and Kim (2018)9]] '37%3} 574 "‘Ec}% ARg-3}
Ack(el: Y= ad ko] FAd= el solt}), A3 A A= Krause and Markides (1990)d]] <715}
avRbe] A A ZA] 470 (el s iy st gho]lB Amzolx] Uik 4177 3le
T2 ARgARE Ul "ol HAth), FEA XA 37] 8ol s|F et 188k gho]lB Am o4
Wk =gol 9% w thE ARE8AE YA AFE dEthez S48tk QIAlCIAHES
Wongkitrungrueng and Assarut (2020)e]] 2A3}e] 67 280z ZA3dck(el: U= = sijzir}
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Ak goln Arxg Aso AP Zolth,

B o7el =4, v, 24, 2% WA5E 2T 749 BA2E s olgagrh ® ATE A
AEE 9% Fo We olel $UA 5L Tetsla BAMSE 28317] S8l A4, 913, 19, Tol
Avs PuldEe F7hdom Z45A

F8 W 7ed FAFH ¥Mat dAdAs (Table 1) o AAg ve} 2o},

Table 1. Descriptive Statistics and Correlations

M S.D. 1 2 3 4 5 6 7 8 9
1. Gender 1.681 467 -
2. Age 31504 7.655 -.109 -
3. Financial Bonds 4299 1718 -129« 099 828
4. Social Bonds 3475 1928 -183*x 201*+ 731+ 891
5. Structural Bonds 4314 1681 -061 .156xx T59*x T4T7+x 781
6. Fanship 3755 1.648 -080 .182xx 593xx 705*x 578xx 792
7. Emotional Support 3549 1921 -243xx 221xx JQ7**x 835x*x 673+x T02x*x 949
8. Informational Support 3.707 1.962 -223%x 205%* 715%x 796%x 675%x 637+x 898xx 948
9. Engagement 4303 1718 -090 .160**x 802xx TA4dxx T]9*x bb7xx T72xx 768*x 906

* p < .05 *xp < .01
o T2 AVES] AE2

(Table 2) = NFHAY g4 B4 dx2 yehdoh, F8 He] AZEE Cronbach’s ag 3
Frpslsint, AFe BEXA nE 24 JfdolA 7]&X]<] Cronbach’s o= 92 438l 7]&%¢]
7 o2 2 YehH(Nunnally and Bernstein, 1994), & A d50] & d&dAJo] Eel=ic}, el
Ao o1z @ elRA(CFA: confirmatory factor analysis)g & 7AZaeit, 423 nye] A
AukA o 2 22 Jp5etgrh(x2 = 746,558, df = 394, p { .001, GFI = 843, IFI = 966, CFI
= 965, NFI = 930, RMSEA = .057, SRMR = .041). JFEFSAS th22 Al 71A] 7} 71F0l <A
7etsint. AAl, CFA 23 ZEshd 84 AF #he] 54 == Frlstart. CFA 23 8214
o 6oldow BT K5ttt A, HFFESEAHAVE; average variance extracted)d] 71FE
Zgaqiet. 1 A%, 2 77Nl AVEE 715 58 BT ek AR Yehsth(Bagozzi
and Yi, 1988). A, 7Id AlF%=(CR; construct reliability) S 53 FFeldAe a3kt 7}
A, 24 FNde g g ARlees 58 71E] 7S v e R FEee Zlom M HAY
(Bagozii and Yi, 1988), o]9} -2 dHe] #4 A¥+= 2 A7y Z4 /Mdo FJFEdEE BoFe
Zlo|tt, FHEFGAEL 7 7] AVES] AlF23 AT el Blug B3 #4138tk (Fornell and
Larcker, 1981). #4427 tt2 /7] A SFHTE AVES] AlF gho] & A& et et
Fdo] ElE .

rr

3

o,

oft

2) 718 &d 2t

A} iAol A AES] FA A ML) v axt= BEXE I Bootstrapping) 2 (Model
4) o= gl (Hayes, 2017), A8} 19, 2ho|B A= 7o d 4, el FAHA] & e
EHNTES SAWsR aHslth
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E AFte] H1-12 AAZ foiel iAol A HES] #A M H4e] dAEZES =3}, (Table
3y ol AAE whel 2ol AAAH fulE AFHEB = (151, p € .0D Fog F(+H) FFS vz}
=3 uyfSE 3 nEEge W AAE FUB = 390, p € .001)9} AFPE = 198, p { .001)&
AACIAHE O] 247} Folgt JFS vt (Table 4) o AAE REX~EHY Y-S T3 vp/ladd
45, AAA Ful7t Al AHE | w|AE Al 3ol Mo AHEAPB = 390, [.289, .491]),
HEIHPB = 030, 001, 0657} 27t folat Aoz Yeht glolB AulxolA BAH feie 2nxt
o] AA A UES] #Ao o] Mol FE wiEads HASsHAct. webs 7Hd1-12 A=)

Table 2. Results of Confirmatory Factor Analysis and Reliability Analysis

Factor

Variable . Cronbach's a AVE CR
loadings

Financial Bonds1 815

. . Financial Bonds2 782
Financial Financial Bonds3 845 922 686 743

Bonds - -

Financial Bonds4 787

Financial Bondsb 907

Social Bonds1 904

. Social Bonds2 923
Social Bonds Social Bonds3 899 938 794 777

Social Bonds4 835

Structural Bonds1 825

Structural Structural Bonds?2 931
Bonds Structural Bonds3 676 901 610 637

Structural Bonds4 661

Fanship1 845

. Fanship2 905
Fanship Fanship3 931 934 627 778

Fanship4 857

Emotional Support] 951

Emotional Emotional Support2 943
Support Emotional Support3 952 500 501 969

Emotional Support4 949

. Informational Support1 966
fnformational Informational Support2 922 963 898 867

upp Informational Support3 954

Engagement1 861

Engagement2 861

Engagement3 891
Engagement Engagements 882 946 821 887

Engagement5 957

Engagementé 979

B A7e Hi-2= A fieh AlolARES] AAldlA dgde] mi/fEastE J533irt. (Table
3) oA AAE npop o] ALElH Fui= WP = 481, p € .00D)el froldk H(+)o] FFE mAH.
g wi S A et gle wl AREl A foizt Al A ES vXE el felekA] e ut(
=.099, p ) .05), WHP = .198, p ( .001)] A |AHEA w]A|= H(+)o] FF Frolshalet.
w3 REXERY WS S8 AP adet I adtel] e 24 3= (Table 4) ol AlAl€ uke} 2ot
AFEE Fo7E AlCIAIHES] mlA= g7kl glo WHEP = .095, [.046, .152])9] T EI= Folstie
U, AHEAE G5 AP = 1099, [-.001, (198]). wEhA glo]B Awzor Abs]H fe}
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vk QIAlo|AES] BAll lo] WMele| 4 vz Eadrt A E] JHE 122 AAEAH.

& A7 HI-32 723 fFuis} AlelAES] BAA A o] wi7iEFHE oS53} 3it. (Table
3)ollA AAlE kel 2ol 722 foli= BHEP = .033, p ) .05)°l fFroletA = Aoz YEhst
g wiAE S A ek ele Wl 72A Fie = 1290, € .001), WHPB = .198, p € .001)°]
AAIAAE ] A (+)o] FFFE Fof3toirt. ek (Table 4) o AAIE v} o], T2 {oi7} 1Al
AME| wX|= gl 2ol MHP = .290, [.184, .390) <] HHF A= Fofsht, T = FofshAl
2B = 0006, [-.021, .039]). webr 7} 1-3& 712t}

=

Table 3. Regression Results for Fanship and Engagement

Fanship Engagement
Coefficient SE Coefficient SE
Financial Bonds 15T 068 .390%xx 051
Social Bonds AB1xxx 061 099 051
Structural Bonds 033 072 290%xx .054
Fanship 198x%x 046
R? = 516, F= 47.765%+* R? = 749, F= 114.446xxx

**+p < 01, *+*p < .001.

Table 4. Direct and Indirect Effects

Bootstrapping Percentile 95 percent CI

Point Estimate SE Lower Upper
Financial Direct Effect .390 051 289 491
Bonds Indirect Effect 030 016 001 065
Direct Effect 099 051 -.001 .198

Social Bonds
Indirect Effect 095 027 046 152
Structural Direct Effect 290 054 184 396
Bonds Indirect Effect .006 015 -.021 039

Bootstrap size = 5,000

F7H 02 Aot AACIAHE #AolA] o] wifasE Rysel A7 Y] 545
371 flaf gk 233 2y g shoick, o] o tisk =¥ AAA fu, AEA R, +24
AACIANER Ay BFE X3et P o2 st B vl A7, B A7 Akt 2
T8 7Fs 7S S5 AR E Y] HI=rH(x2 = 811.898, df = 300, p  .001; IFI = 930,
TLI = 917, CFI = .930, RMSEA = 077) tjetmd o] AFF=(x2 = 866.047, df = 296, p { .001;
IFI = 917, TLI = 901, CFI = 917, RMSEA = 084)®t} 538k Aoz Hr}=EATH((Table 5)).

Table 5. Model Comparison

Model x2(df) IFI TLI CFI RMSEA
Proposed Model 811.898(300) 930 917 930 077
Alternative Model® 866.047(296) 917 901 917 .084

a 4¥aL 23 29
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E Aqoa] 2-daF+= PROCESS Macrog %3t FEX~E 3 (Bootstrapping) H'H(Model 1)2
%H A5t tH(Hayes, 2017), £ A7<] 714 2& #AFde Age] @A A S8Rzt BA oA
Aehe A1 AT o] 2HEW} Js AL dS3T. (Table 6) ol ZAJ€ v} o] AAFU
9Jr Aol BAA 20T FA AN ARsks XA AR} FAH KB = .084, p € .01), AL
@ = .073, p € .01), #=4 FHP = .083, p { .001)3F FZ 282 fFoatdnt. et (Table
7y ol AAE wiel o] AAFrol sy o] A A &nARE BA AN AR sk FEA AR oF AAA
FA@ = .079, p €.0D), AHJH FH@ = .070, p ( .01), 724 FH@ = .085, p € .001)9] 5282
Fofatsiet. 2das} S Hep WdsiA Aurr] 9 Aiken, West and Reno (1991)9] At
wl s TR FldA FEAe-S AAstetdrt. (Fig, 2) oA vehd vke} o] An|zke] A4
AR FEo] W uEY & o feidAr Al nX= 0:”*01 & A2 yewnt, =% (Fig.
3> ollx AAIGE upel o] Amjzte] ARA AR E v i) =5 of foidAr Al v XE dFF ol
& A& grlstqnt. olelg dhe] 4 A= Bt Jﬂﬂé«] BANA B2 BA NN BB
ARSI A AAE o] ARV e AS dSe M 2-1, 7HE 228 AAHA

Table 6. Moderating Effects of Emotional Support

B se t p

Financial Bonds 151 069 2.199 029

Emotional Support 287 067 4.291 .000

Financial Bonds X Emotional Support .084 024 3.520 .001

Social Bonds 234 072 3.229 .001

Emotional Support 331 067 4,959 .000

Emotional Bonds X Emotional Support .073 021 3.523 .001

Structural Bonds 103 072 1.436 152

Emotional Support 290 067 4,333 .000

Structural Bonds X Emotional Support .083 024 3511 .001
Table 7. Moderating Effects of Informational Support

B se t p

Financial Bonds 161 071 2.285 023

Informational Support 114 062 1.819 070

Financial Bonds X Informational Support 079 024 3.306 001

Social Bonds .350 070 5.017 .000

Informational Support 176 063 2.809 005

Socia Bonds X Informational Support .070 021 3.361 001

Structural Bonds 098 .098 1.336 183

Informational Support 122 062 1.967 050

Informational Bonds X Informational Support .085 023 3.698 .000
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Fig. 2. Moderating Effects of Informational Support
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Fig. 3. Moderating Effects of Emotional Support
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