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ABSTRACT

The purpose of this study is to propose an integrated model in which theoretical relationships among
constructs are derived, and the moderating effects of the personality trait of extraversion on the relationships
are assumed. Specifically, this study empirically tested whether participation benefits as perceived by online
travel community members influence attitude towards the online travel community and whether such attitude
formed affects the members’ subsequent behaviors such as knowledge sharing behaviors and willingness for an
offline relationship. Furthermore, this study investigated the moderating roles of extroversion as a personality
trait in the relationships of attitude with both knowledge sharing and willingness for an offline relationship.
Data were collected from members of two online travel communities based on South Korea. Total 391
responses were used for further analysis. Through structural equation modeling, this study found that
participation benefits significantly contribute to member attitude toward the online travel community which
also are positively related to knowledge sharing and willingness for an offline relationship. Moreover, the
results of multi-group analysis showed that extraversion positively moderates the relationship between attitude
and knowledge sharing. The result of this study provides a better understanding of online community users’
perspectives and behaviors for the travel industry.

ACKNOWLEDGEMENTS

B =82 A4%7(2020) o FAtoeka ok Mareke) =2 7 - et

29

(© 2021 Journal of Hospitality & Tourism Studies

ol BARA oI,
Bhe

KEYWORDS

online travel community,
participation benefits,
attitude,

knowledge sharing,
willingness for an offline
relationship,
extraversion

ACCEPTANCE INFO

X‘IA

2021.09.10. &
2021.09.25. 14 $X= &
2021.09.29. 2X $X= F
2021.09.29. A& 8= &4

2021.09.30. XE HIXH 2H
301 AIFAMAIE

127



Ol DALY SHEWLAT 2021 23 X322 (5H882)

l. Introduction

Over the decades, the Internet has brought substantial changes in the travel industry (Kunz & Seshadri, 2015). People
are enabled to interact with others more about the commonality of their interests through online platforms (Wang &
Fesenmaier, 2004). By providing the venue for online social interactions along with group participation experiences, online
communities have dominated the travel industry as a travel information storage since Internet establishment (Choi et
al, 2019; Hur, 2016; Park et al, 2013). Potential travelers who often roam around search engines or web portals for
travel information or other travel tips may find online travel communities useful and valuable because of a relatively
large volume of travel information provided by experienced travelers and then may eventually join one of the online
communities they consider beneficial to them (Hur et al, 2017). In particular, online interpersonal interactions help online
community members with not only their travel planning, but their decision—making processes related with tourism product
consumption (Xiang & Gretzel, 2010). Marketing and Internet studies show that an online community plays a vital role
as a place for consumers to interact and exchange information with other consumers, resulting in satisfying their needs
on their own (Kim et al, 2013; Shang et al, 2006; Yoo & Kim, 2020). In business research, such consumer gratification
resulting from fulfilling their needs and wants determine consumer attitudes towards online brand communities (Zhou,
2011). Moreover, in a global travel community, online relationships developed among its members are often led to offline
ones (Kunz & Seshadri, 2015).

The success of online community management depends on how community operators or managers focus on providing
the specific tangible/intangible factors that their members recognize as benefits (Wang & Fesenmaier, 2004; Nambisan
& Baron, 2009). Thus, it is vital for online community managers or operators to know how benefits members perceive
participating in an online travel community affect members behavior which ultimately influences the reputation and
sustainability of the online community (Agag & El-Masry, 2016). Moreover, by participating online community, members
become not only information receivers but also information providers, reciprocally influencing their travel decision—making
behaviors. It would be appropriate to investigate how community members benefit other members in the online community
through their behavioral changes.

With the goal of better understanding online members’ perceptions and behaviors in an online travel community setting,
this study empirically tested whether participation benefits as perceived by online travel community members influence
attitude towards the online travel community and whether such attitude formed affects the members’ subsequent behaviors
such as knowledge sharing behaviors and willingness for an offline relationship. Furthermore, this study investigated the
moderating role of extroversion as a personality trait in the relationships of attitude with both knowledge sharing and
willingness for an offline relationship. Despite many research on members perceptions of online travel communities,
little attention has been paid to their behavioral changes such as knowledge sharing and willingness for an offline relationship.
Prior studies on online travel communities have focused how quality of information shared in online travel communities,
usefulness of online travel communities, and community participation influence travel satisfaction (Choi & Lee, 2017a;
Choi & Lee, 2017b), and the effect of participation benefits on wellbeing perception and word—of-mouth intentions
(Karimova & Kim, 2020). Therefore, the results of this study contribute to the literature by providing a better understanding
of online community members perspectives. In addition, empirical evidence of the theoretical relationships suggested
in the proposed model can help online travel communities achieve their goals such as the constant influx of new members

and the increase of member retention for the successful operation of the online travel community.
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Il. Literature review

1. Online travel community

Rheingold (2001) defined virtual or online communities as “social aggregations that emerge from the Net when enough
people carry on public discussions long enough, with sufficient human feeling, to form webs of personal relationships
in cyberspace (p. 6).” Raban and Rafaeli (2007) considered online travel communities as self-organizing systems that
members could informally learn things through interactions with others by joining activities and discussions. Such online
travel communities as Couchsurfing, Trip Advisor, and WAYN are platforms where travelers get information for their
upcoming trips, find travel partners, seek or provide trip advice and share fun experiences. Since online travel communities
began to get the spotlight as a key model of online marketing and e—commerce in the tourism industry, many scholars
in the travel and tourism fields have raised issue of whether the online travel communities would be continuously operated
successfully in a long—term. Wang and Fesenmaier (2004) argued that the successful operation of online travel communities
relies on the extent to which members are involved in the online travel community. Indeed, the study conducted by
Thorsonand Rodgers (2006) support the notion that interactivity of a website can affect website users attitudes and
behavioral intentions. In the same vein, Qu and Lee (2011) posited that the more community members participate in
an online travel community observing and watching community activities and discussions, the more they perceive a sense
of bonding with other members and, therefore, engage in community activities such as sharing information and knowledge,
change their behavioral patterns, and promote community to others. Now that Internet access becomes ubiquitous and
high—speed as mobile devices are widely used and commonplace, the future travelers may often find themselves going
online for travel information, form online bonds with others, and, in some cases, even build face-to-face relationships
with them (Kunz & Seshadri, 2015).

2. Perceived participation benefits

Perceived participation benefits of online travel communities are perceived needs that members seek by joining online
communities (Kim & Lee, 2014; Wang & Fesenmaier, 2002; 2004). The online community members will try to fulfill
their needs and perceive to feel benefited when their needs are met (Sicilia & Palazén, 2008; Wang & Fesenmaier,
2004). Wang and Fesenmaier (2002; 2004) focused on the online virtual community market in the tourism industry
and proposed the concept of the online travel communities based on the key aspects of the community and a theoretical
basis of community members’ basic needs from members’ viewpoint. The authors proposed a framework of participation
benefits as perceived by community members which consists of four primary participation benefits: ‘functional benefits,’
‘social benefits,” ‘psychological benefits,” and ‘hedonic benefits' (Wang & Fesenmaier, 2002). These four types of the
benefits contribute to define members’ participation in the community and found be drivers of increasing the number
of members participate in the online travel community (Wang & Fesenmaier, 2002). Other perceived benefits from the
online brand community have also been studied (e.g.,, Dholakia et al., 2004; Yen et al, 2011). Sicilia and Palazon (2008)
conducted research on consumer engagement by applying usage and satisfaction methods in the context of online brand
communities and found that user involvement in virtual communities is facilitated by functional, social and entertainment
values of the online community as perceived by members. Nambisan and Baron (2009) employed the uses and gratifications
framework to study customer benefits from participating in the online community. They proved that customer participation
is positively affected by four types of customer benefits: learning benefits (e.g, enhancing knowledge and obtaining

information on products), social integrative benefits (e.g., expanding social network and enhancing a sense of belonging
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and affiliation with the community), personal integrative benefits (e.g, reinforcing members' status and reputation in
the community and enhancing the level of satisfaction by affecting others’ product usage), and hedonic benefits (e.g,
deriving fun, pleasure, and enjoyment in the community). Kuo and Feng (2013) investigated how the perceived member
benefits drive members community participation. The authors found that the main factors in forming members community
commitment include hedonic, social, and learning benefits. More recently, Karimova and Kim (2020) introduced three
participation benefits of online travel communities (information quality, entertainment, and building social relationship)

and asserted that such benefits are positively related to well-being perception and, in turn, word—of-mouth intentions.

3. Attitude toward the online travel community

Since the Internet has influenced life realms of a human being over the past decades, the concept of attitude also
has become a representative in researches dealing with web—based issues in the information technology studies. McMillan
et al. (2003) conducted an experimental study employing the Attitude toward the Site Scale (AST) by Chen and Wells
(1999) to find predictors of attitude toward websites in a hotel and motel brand website setting. The authors found
that perceived interactivity of websites and user involvement are stronger predictors of positive attitude toward the websites
than website structural factors such as features and messages. Elliott and Speck (2005) found that all website factors
(ie, ease of use, entertainment, currency, product information, and trust) predict a favorable attitude toward a website,
Researchers have studied several factors of social and consumer psychological issues as predictors of attitude to the
online brand community. For instance, the amount of information needed (Shang et al, 2006), consumer experiences
and decisions by search (Bronner & de Hoog, 2010), and needs and benefits (Zhou, 2011) were found to determine
consumer attitude and engagement in the online brand community. This study proposed that, the more members obtain
information efficiently and conveniently, develop social relationships with other members through communications, derive
a sense of belonging and group affiliation in the communities, and deriving fun and pleasure while using the community,
the more likely they perceive value of using the online travel community and hold favorable attitudes towards the

communities,

Hypothesis 1: Participation benefits are positively related to attitude toward the online travel community.

4. Knowledge sharing

Knowledge sharing refers to “the combination of one or both parties seeking knowledge in response to the request,
such that one or both parties are affected by the experience” (Ghosh & Scott, 2007: p. 4). The concept consists of
donating and collecting knowledge (Lee, 2018; de Vries et al, 2006). In the context of online communities, knowledge
sharing suggests members’ willingness to share their know—how or experience with others (Qu & Lee, 2011), and happens
when a member transfers knowledge to or obtains it from another member (Bilgihan et al., 2016). Based on the theory
of serial reciprocity, in many circumstances where reciprocating is impossible, people tend to find a third party to return
what they receive (Boulding, 1981). In an online travel community where members  actual identities may not be revealed
to others, serial reciprocity in knowledge sharing often happens when one who has been helped by another are willing
to share or donate his/her knowledge to a third—party member with in the community. This is true that for online travel
community members sharing experiences and information are essential to help others by protecting them from purchasing
wrong products and services (Munar & Jacobsen, 2014; Sarkar et al, 2013). Overall, this study hypothesizes that members
who hold positive attitudes toward online travel communities after benefiting from the communities are more likely to

share knowledge with other members of the communities, as follows.

(© 2021 Journal of Hospitality & Tourism Studies
130



The effect of participation benefits on online travel community members’  behavioral change: the moderating effect of extraversior

Hypothesis 2: Attitude toward the online travel community is positively related to knowledge sharing

5. Willingness for an oftline relationship

Unlike virtual relationships which is formed based prior offline relations in social media such as Facebook (Boyd &
Ellison, 2007; Ellison et al, 2007), social relationships in the online travel community have a unique characteristic that
its members use a specific process before starting an offline relationship. Since online travel members mostly tend to
perceive risk from meeting someone who have never met before in person (Ridings et al, 2002), they try to reduce
uncertainty through checking up other members’ profiles first (Kunz et al, 2011: Weiss et al, 2008). Interestingly,
online travel community members tend to share high—level personal information without knowing each other offline
(Sanchez-Franco & Rondan—Catalufia, 2010). This may allow the online travel community to provide its members with
a great deal of opportunities to build, retain, and expand relationships between individuals and businesses (Kunz & Seshadri,
2015). When considering starting a potential offline relationship, the members first tend to closely examine other members'
reputation within the community, communication history, and perceived similarities (Kunz & Seshadri, 2015). In other
words, the members need to be assured of trustworthiness of the other members before attempting to meet them offline,
Therefore, establishing offline relationships between community members requires preexisting online relations which convey
trust and confidence between two parties derived within the community’s value system (Kunz et al, 2011; Weiss et
al., 2008). If a member is uncertain and distrust the community system, and do not feel positive attitudes toward the
online community, meeting other members of the online community offline would not happen. In summary, this study
assumes that positive attitudes based on favorable feelings toward an online travel community may induce certainty and

reduce the risk of meeting strangers in person, which may increase the members’ willingness to build an offline relationship.

Hypothesis 3: Attitude toward the online travel community is positively related to willingness for an offline relationship.

6. Moderating effects of extraversion

Extraversion is one of five personality factors identified by McDougall (1931). It emerged from the discipline of
psychology. The five—factor model of personality also called the big—five personality traits comprised of five personality
dimensions: Extraversion, Agreeableness, Conscientiousness, Neuroticism, and Openness to Experience (McDougall, 1931).
Mainly, extroverted individuals have “a tendency of active, lively, sociable, assertive, dominant, surgent, venturesome,
carefree, and sensation-seeking” (Eysenck et al, 1985: p. 15). Extroverts’ high sociability and external oriented
characteristics allow them to use the Internet as an extensive tool for broadening their networks (Flaherty et al, 1998).
According to Hamburger and Ben-Artzi (2000), female extroverts are more likely to engage in social behaviors on the
Internet such as chatting, having a discussion in groups, and solution—seeking from other Internet users while male
extroverts tend to be more related to leisure services. Lucas et al. (2000) asserted a link between extroverted behavior,
excitement behavior, and willingness to share information. The authors suggested that extroverted individuals tend to
have interpersonal relationships and freely share information or ideas with others and, thus, actively take part in the
brand community as consumers (Lucas et al., 2000). Amiel and Sargent (2004) also found that extroverted individuals
are motivated to take part in the community because they (vs. non—extroverted ones) have a higher desire to voice
up their opinions and have greater willingness to share information on the Internet. Moreover, it is argued that extroverts
(vs. introverts) tend not only to develop relationships more effectively, but also to create broader social networks and
gain more social support (Tamir et al, 2002). With this regard, it is posited that members of an online travel community
member who show higher level of extraversion (vs. lower level of extraversion) are more likely to actively engage in

community activities such as information sharing and communication with and less likely to be afraid to establish offline
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relationships with other members of the community. Therefore, this study hypothesizes as follow.

Hypothesis 4a: Extraversion has a positive moderating effect on the relationship between attitude toward the online
travel community and knowledge sharing
Hypothesis 4b: Extraversion has a positive moderating effect on the relationship between attitude toward the online

travel community and willingness for an offline relationship.

Extraversion

Participation .
@ HT1 > Attitude

<Figure 1> Proposed model

H3

Willingness
far an Offline
relationship

lll. Methodology

1. Measures

The items of each construct are derived from previous researches. Fourteen items of perceived participation benefits
of the community members were adopted from Wang and Fesenmaier (2004), Hagel and Armstrong (1997), and Jeong
(2008). Five items measuring attitude toward the online travel community were chosen from Thorson and Rodgers (2006)
and revised for this study. Further, three items to measure knowledge sharing were brought from Qu and Lee (2011)
and Koh and Kim (2004), and five items for willingness for an offline relationship were adopted from Kunz and Seshadri
(2015). Lastly, four items for extraversion were adopted from the measurement of Tsai et al.’s (2012) study. Five—point
Likert-type scales were used for all constructs. The scales for perceived participation benefits rage from 1 = “not at
all important” to 5 = “extremely important,” and those for the rest of the constructs from 1 = “strongly disagree,”

to 5 = “strongly agree.”

2. Sampling and data collection

In the research, online travel community members are defined as Internet users who sign up for an online travel
community and hold their own user accounts and handles/nicknames in the online community, and who have full read/write
access on the community bulletin boards. To empirically test the proposed model, data was collected from members of
online travel communities based in South Korea. The online survey was conducted during August 14 — 20, 2019 via
dataSpring, an online research company. For online data collection, the researchers approached members of online travel
communities such as Eurang net and Taesarang and sent them survey invitation messages that provide survey purposes
and a screening question (ie, “Have you ever searched travel information and communicated with other members in

any travel community of which you are a member before and during your trip? ”). The researchers sent survey invitation
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emails embedded a link to the web-based questionnaire only to the members who answered “yes” to the screening question.

After excluding ineligible responses, 391 responses were utilized for deeper analysis.

IV. Results

1. Sample Characteristics

The demographic profile of the study sample is shown in Table 1.

<Table 1> Demographic profile of respondents (N=391)

Variables n %
Age
20-29 184 47.1
30-39 162 414
40-49 24 6.1
50-59 15 3.9
60 and older 6 1.5
Gender
Female 204 47.8
Male 187 52.2
Income (KRW)
Less than 2,000,000 89 22.8
2,000,000 - 2,999,999 134 34.3
3,000,000 - 3,999,999 74 189
4,000,000 -4,999,999 57 14.6
More than 5,000,000 37 9.5
Occupation
Office worker 226 57.8
Professional 69 17.6
Self-employed 16 41
Student 51 13.0
Housemaker 11 2.8
Other 18 4.6
The number of domestic trips for the past 3 years
None 4 1.0
Once 43 11.0
2-3 times 202 517
More than 4 times 142 36.3
The number of overseas trips for the past 3 years
None 12 3.1
Once 208 53.2
2-3 times 147 37.6
More than 4 times 24 6.1

Note: USD1=KRW1.166.

2. Measurement model

Following a two-step procedure recommended by Anderson and Gerbing (1988), the confirmation factor analysis (CFA)

was conducted with 26 questions. The results showed that the measurement model fits the data well: x>=453.164,
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p<001; df =183; comparative fit index (CFI)=.938; incremental fit index (IFI)=.939; Tucker-Lewis index (TLI)=.929;
root mean square error of approximation (RMSEA)=.062 (Hair, Jr. et al, 2010).

As presented in Table 2, evidences of convergent validity were obtained. After dropping measurement items with factor
loadings of less than .60 (5 from participation benefits and one from attitude toward the online travel community), factor
loadings of 25 items ranged from .603 to .855 (p<.001) and the average variance extracted (AVE) for each of the
constructs higher than the threshold of .50 (Bagozzi & Yi, 1988) indicate that convergent validity for the measurement
scale items was achieved (Fornell & Larcker, 1981). Further, discriminant validity was assessed via CFA by comparing
the square of the correlation coefficient for each pairwise of constructs with corresponding AVE values (Fornell & Larcker,
1981). As shown in Table 3, all of the AVEs were greater than the squared correlation coefficients, indicating that all
constructs differed from one another. Hence, discriminant validity of this study was confirmed. Composite reliability of
each of the constructs was ranged from .839 to .935, exceeding the threshold of .70. Such evidences of internal reliability

prove that all of the constructs were consistent internally.

<Table 2> Factor loadings of the measurement items

Construct and item Factor loading | Cronbach’s alpha
Participation benefits .899
Seeking a sense of belonging 736
To be amused by other members 706
Efficient to communicate online .651
Establishing and keeping relationship with other members 702
Having fun 753
Convenient to communicate with others online .603
Seeking a sense of affiliation in the community 137
Seeking enjoyment 759
To be entertained 117
Attitude toward the online travel community 812
[ like this online travel community .780
Using this online travel community is good for me 729
Using this online travel community is valuable to me .693
I react favorably toward this online travel community 677
Knowledge sharing .756
Provide useful information/knowledge for other travel community members 729
Eagerly reply to postings by the help—seeker of this community 742
Share my knowledge with other travel community members 663
Willingness for an offline relationship .902
Be interesting to meet other members of the community in real life 827
Be fun to meet other members of the community at an offline event .855
Consider other members of the community as potential travel companions 756
Consider other members as potential dining companions on a trip 776
Can imagine touring some places with other members on a trip .816
Extraversion 812
I see myself as someone who is talkative 844
I see myself as someone who generates a lot of enthusiasm 834
[ see myself as someone who has an assertive personality 804
I see myself as someone who is outgoing 723

Note: All factor loadings were significant at p<.01.
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<Table 3> Descriptive statistics and correlation mix

Construct Mean (SD) AVE CR 1 2 3 4
1. Participation benefits 3.55 (.624) 502 935 1.000 .619° 643 .339
2. Attitude 378 (574) .520 .857 787 1.000 .616 213
3. Knowledge sharing 3.54 (.681) 507 839 .802 785 1.000 .266
4. Willingness for an offline relationship 319 (871) 651 .895 .583 462 516 1.000

Notes: SD=standard deviation; AVE =average variance extracted; CR=composite reliability; * the squared correlation coefficients
are above the diagonal; ° the correlations are below the diagonal.

3. Structural model

Structural equation modeling (SEM) analysis was conducted to verify the research hypotheses of the proposed model.

The model’s fit indices show the goodness of fit to the data: x?=502.895, p<.001; df=186; CF1=.927; IFI1=.928;
TLI=.928; RMSEA=.066.

The path coefficients of the causal relationships among constructs are shown in Table 4. The results indicate that
participation is positively associated with attitude, which also increases knowledge sharing and willingness for an offline
relationship. Specifically, perceived participation benefits had significant effects on attitude toward an online travel
community (3=.871, p<01), supporting Hypothesis I; attitude toward an online travel community significantly predicted

knowledge sharing (3=.859, p<.01) and willingness for an offline relationship (3=.554, p<01), indicating Hypotheses
2 and 3 were supported.

<Table 4> Standardized parameter estimates for the structural model.

Path Standardized |y Result
estimate
Hypothesis 1: Participation benefits — Attitude 871 9.141" Supported
Hypothesis 2. Attitude — Knowledge sharing .859 12.2117 Supported
Hypothesis 3. Attitude — Willingness for an offline relationship 554 9.561™ Supported

“Sgnificant at p<.0lL.

4. Moderating effects

To test Hypotheses 4a and 4b, multi-group analysis was conducted with high—extraversion group (n=183) and
low—extraversion group (n=208) (Byrne, 2001). The two groups were divided according to the median of sum scores
of the four items for ‘extraversion’ (Chandrashekaran & Grewal, 2003). To assess the differential effects of extraversion
between the high—extraversion group and the low—extraversion group, a chi-square difference test was used to verify
the difference between the chi-square statistics for a constrained model and an unconstrained model (Anderson & Gerbing,
1988). The results of multi-group analysis are shown in Table 5. Extroversion did not significantly moderate the relationship
between attitude and knowledge sharing [Ax?(1) =.398, p>.05]. Therefore, Hypothesis 4a was not supported. Meanwhile,
Extroversion did have a moderating effect on the relationship between attitude and willingness for an offline relationship

[Ax*(1) =4.067, p<.05]. Therefore, Hypothesis 4b was also supported.
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<Table 5> Test of moderating effects of extraversion

High-Extraversion Low-Extraversion
Path from attitude to group (n=183) group (n=208) Baseline model Combined model
Std. Est. t-value | Std Est. t-value
Knowledge sharing 913 7.838" 742 7.547" XZ(372) =691.253 XZ(373) =691.651
Willingness for an offline 625 6.799° 345 4347 | ¥(372)=691253 | 1(373)=695.320
relationship

Results of ¥ difference test:

Hypothesis 4a: N7 (1) =.398, p.05; rejected.

Hypothesis 4b: Ny (1) =4.067, X.05; supported.

Note: Std. Est.: standard estimate; “Significant at p< 0L

V. Discussion

The purpose of this study was to propose an integrated model in which theoretical relationships among constructs
were derived, and the moderating effects of the personality trait of extraversion on the relationships were assumed.
The results of study may offer implications for community marketing and management in general.

First, participation benefits drive positive member attitude toward the online travel community. These findings support
the results of Wang and Fesnmaier’s (2004) study that community members’ participation in the online travel community
is motivated mainly by social and hedonic benefits, while the authors asserted that psychological benefits were not influential
to member participation. Over the past decades, researchers have found that participating in online communities is affecting
members by help them form and express member identification and affiliation (Walther, 1996), and community members
access an online community in order to obtain information they are interested with (Oh, 2000). This study expanded
the existing literature by empirically testing online member benefits in an online travel community setting. Based on
the results, practical implications can be suggested to online travel community managers who hope for the long-term
sustainability of online communities. The online travel community managers may hold periodic events such as giveaway
or sweepstakes contests for the best travel story or photos to boost community participation and effectively communicate
with community members in ways group affiliation and belongingness to the community members are best inspired and
promoted.

Second, members ‘ favorable attitude leads to members’ behavioral change such as greater involvement in knowledge
sharing in the community and greater willingness of an offline relationship. Specifically, members’ attitude towards the
online travel community bears a positive impact on knowledge sharing, supporting the notion that members who develop
higher level of favorable attitudes are more likely to share their knowledge/information with other members and to put
up postings to help other members. These findings are consistent with the results of Yang and Lai (2011)’s study that
revealed that the positive significant coefficient was observed between an individual’ s attitude towards a web-platform
and his/her knowledge—sharing intention. This study further expands behavioral and tourism literature by applying and
testing the theory of serial reciprocity in an online travel community setting (Boulding, 1981). Serial reciprocity requires
members’ goodwill for other members, Even though members participating in the online travel community for fulfilling
their own needs, they may end up showing reciprocal behavior to other members. This is how online communities
successfully operate in the long—term. This study also showed that attitude toward the online travel community is positively
associated with willingness for an offline relationship. That is, the more online community members are satisfied with
and hold favorable attitudes toward the online travel community, the more they are likely to attend offline events to

meet other members in person if they are given the chance and to travel together with other community members.
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A willingness to share high—quality information with others online does not mean members are also willing to develop
offline relationships unless trust between members is preceded. In this regard, online travel community managers need
to focus on embedding more precise member profiling system services in the community so that community operations
become more trustworthy and dependable supporting member interactions.

Third, the study results showed a significant moderating role of extraversion in the causal relationship between attitude
toward the online travel community and willingness for an offline relationship, but not in the relationship between attitude
toward the online travel community and knowledge sharing behavior, Indeed, among higher extroverted members (vs.
lower extroverted members), favorable attitude toward the online travel community was found to be more effective in
the formation of willingness for an offline relationship, indicating that extroverted members are willing to meet other
online travel offline due to higher sociability. One plausible explanation for the nonsignificant moderating role of extraversion
between attitude and knowledge sharing would be that online relationships do not require face—to—face contacts so that
less extroverts or even introverts may be more actively involved in online community activities, compared to offline
ones. Accordingly, the online travel community may need to execute different strategies to encourage offline relationships
to promote member interactions. For example, they may host offline social events and occasions supported and promoted
by the community to boost members’ offline interactions as well as online counterparts to further online relationships
between members,

This study has certain limitation. Online travel community members are mostly in their twenties and thirties, are more
familiar with web contents and technologies, and get used to use social media, compared to older people. Future research
may carefully apply the proposed model in order to present specific implications directing to different target segments
of online community members. Additionally, the results of this study may show the generalizability issue, suggesting that
future research may replicate the research model of this study in different cultural settings. This study provides an empirical
analysis of community members behavioral change intentions in the context of an online travel community in the travel
and tourism industry, and, therefore, future research should consider the distinct characteristics of the particular theme

of a given online community and consider the appropriate target population for that online community.
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