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Abstract

In the context of the digital economy, online travel platforms are rapidly emerging and taking over
the market, and are favored by an increasing number of consumers. The development of the sharing
economy promotes the evolution of the concept of value co-creation, online travel service platforms
are no longer the only creators of value, and users have changed their role from passive recipients
of services to active participants. Users’ willingness to co-create value is behavioral in nature.
Therefore, this paper explores the factors and mechanisms that influence users’ willingness to co-
create value on online tourism platforms based on behavioral reasoning theory. Based on 419 valid
samples, this study analyzes the constructed model using structural equation modeling, and finds
that: 1) Behavioral reasoning theory effectively explains the driving mechanism of users’ willing-
ness to value co-creation. Users’ innovation values significantly affect their user identification, rea-
sons for adoption and reasons for rejection of online travel service platforms. User identification
significantly affects users’ willingness to value co-creation; 2) consumer-producer capability has a
moderating role between user identification and willingness to value co-creation. The positive ef-
fect of user identification on value co-creation intention is more significant when the level of user’s
consumer-producer capability is low. This study not only expands the application scenarios of be-
havioral reasoning theory and provides a new perspective for researching users’ willingness to
value co-creation, but also provides a reference for online travel service platforms on how to stim-
ulate users’ willingness to value co-creation.
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Figure 1. Structural model diagram of behavioural reasoning theory
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Table 1. Research applications of behavioural reasoning theory
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FHL T 3 P Sahu ez al. (2021) [11]
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Figure 2. Research model
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Table 2. Sample descriptive statistics results
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18 ZLLF 15 3.6%
i 18~25 % 167 39.9%
25~31 % 153 36.5%
31 UL 84 20.0%
R LT 21 5.00%
o N 53 12.6%
&F 204 48.7%
i+ 141 33.6%
=2 213 50.8%
BUR Bl B N 5 66 15.8%
Ak 51 T 78 18.6%

jiAN|4

H R 32 7.6%

A FEEARN RN I, EAE. FEATASE) 22 5.2%

HAth 8 2%

1~2 X 24 5.7%
Eza%ﬁﬁ%?ﬂ&%%@ﬁﬁﬁ % 35 175 41.8%

P Can#EFETRAT -

Airbnb, 2 )Lk 5~10 4K 135 32.2%
10 LAk 85 20.3%

4.2. Gt 5itie
4.2.1. (EHERE

K Harman H.0R it L E 7V E i 22 AT RS0 . 45 R R, SR PR AR T ZE s KB N
34.159%, KT S0%IMIERIME, 2B I oA 52 3™ 5 (1 3L [F) 5 120 22 1R 50 o

&) SPSS 25.0 F1 AMOS 28.0 FEATAS, 15 RIS R 3 fiax. BB &M Cronbach’s a 5
HOHTE 0.8 DL b, BEAUE BE R AT T A AR S 1A &5 FE XL T 0.7 MY BIME , AVE B/ MEWIES] T 0.722,
KT 0.5 Bobrite, BRSO R i .

Table 3. Results of the reliability analysis
=3 EHENRER

B ML A% [ES % AVE CR Cronbach’s a &%
\%! 0.909
BIFTANME W V2 0.892 0.783 0.915 0.906
V3 0.853
PCI 0.926
RAVEE PC2 0.915 0.795 0.92 0.918
PC3 0.832
PE1 0.925
R P PE2 0.929 0.861 0.949 0.947
PE3 0.931
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SE1 0.878

il & ZEN:A SE2 0.911 0.752 0.901 0.899
SE3 0.811
PBI 0.918

[SEN =] PB2 0.967 0.879 0.956 0.955
PB3 0.928
PSY1 0.952

OH LT PSY2 0.966 0.889 0.960 0.959
PSY3 0.91
UBI 0.964

H B N UB2 0.948 0.919 0.971 0.971
UB3 0.965
URI 0.927

i R NG UR2 0.952 0.869 0.952 0.952
UR3 0.918
PAIL 0.97

AR EEZ VA PA2 0.937 0.907 0.967 0.967
PA3 0.951
INTI1 0.964
INT2 0.968

rEL AR 0.9 0.972 0.973
INT3 0.946
INT4 0.916
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Table 4. Results of differentiated validity analyses
4. XAHESIER

1 2 3 4 5 6 7 8 9 10
1. BEFNE M 0.885
. BREEAE 0.759  0.892

2
3. AP 0.645 0717 0928

4. R ARE: 0.733 0765  0.691  0.867

5. B et -0.479 —-0.318 -0.305 —0.368  0.938

6. LIERLAEYE  —039 -0.223 —0252 -0309 0831  0.943
7

8

9

- TH P R —-0.348 —0.234 -0.229 -0.279 0.819 0874  0.959

RN 0.805  0.625  0.564  0.735 —0.446 —0.413 -0.361 0.932

. PEIHRE 0.146  0.178  0.081  0.142 —0.096 —0.070 —0.044 0.183  0.952

10. JLOlEE 0294 0268 0212 0247 0214 -0.155 -0.165 0303 0.692  0.949
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Table 6. Second-order model path relationship test
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Figure 3. Structural equation modelling path coefficients
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R,

B AR A BB AR B 4t SR LA 7

Table 7. Hypothetical path model test results
F= 7. REBREBQENER

B
HI
H2
H3
H4
H5
H6

AR R R
AUB I E M — RN B
B E N —IE L
AETHHE I — A ]
KAWL — AR
L — AR
VAR NGRS NI S el v

e R T Git & P it
0.789 27.132 0.000 =%
-0.593 14.154 0.000 %
0.338 5.639 0.000 %
0.343 5.736 0.000 %
-0.183 4.190 0.000 %
0.444 8.685 0.000 %

4.2.4. PRI

FEAFUH, KA Bootstrapping Ftit 75K M SR AL i A Bz 1% 5kl i B AT S [l il
FERRAE T A THE R TR 22, JFAL B BAE K, S e 2 (2 155 R B S XA . O 7 ARIERSG
FIHERATE, & 5000 RIERIZT

Table 8. Intermediary model testing

8. PNEBKLE

AR REB M
g A TR AR R2 F B t
0.5032 120.5177"*
. 531 -0.0596 -0.5568
F Pl E
g -0.0074 -0.1341
MEM 0.7190 18.8069**
0.5889 170.4639***
B 5] 0.0727 0.8288
KN i
RS 0.0279 0.6197
MEM 0.6906 22.3048**
0.5731 119.4960*
531 -0.0932 -0.9380
kN g -0.0204 -0.3948
MrAEM 0.3990 7.2676"
25 0.4634 7.6387**
0.3511 64.3808"***
4 5] —0.1155 -0.8357
R
g -0.1047 —1.4590
MEM —-0.6788 —13.7397***
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0.5453 106.7515"
5 —0.0856 —0.8346
PRl NG| S -0.0310 —0.5820
P8 M 0.5660 12.4984***
E{ERARENE -0.2254 —5.7465"*

e 8 F,  BUBH AN PR AR T O B, [ I G (RO R SR N B ot
WAL IE ) 25 i (R0, ik HT7 f5 8IS0k [FIFLAAS, R H8 321508 . Ui ENhE 4
O FOANE A AR . 9 BT A RN iR .

Table 9. Breakdown of total, direct and mediating effects

= BHN. BEEMNAFNYNSER

A% BRRL BSAE Boot Friftix BootLLCI BootULCI
SRR 0.7190 0.0382 0.6438 0.7942
V—RF—~UR HHERR 0.3990 0.0549 0.2910 0.5070
A K8 0.3200 0.0523 0.2151 0.4206
FSY 0.7190 0.0382 0.6438 0.7942
V—RA—-UR BHEAN 0.5660 0.0453 0.4769 0.6550
HHA N 0.1530 0.0347 0.0883 0.2245
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Table 10. The moderating effect of prosumer capabilities on the relationship between user recognition and willingness to co-
create value

F# 10. FHEENNAPARSMER SRR 2 BHET N

B3 LAY — 5 it - PR =
P I 6.027 2.039 2.968
P A
5 0.171* 0.140™ 0.126***
e -0.110 -0.051 -0.010
IER 2N
VRN NG| 0.513"* 0.476™"
TN RE 0.292*** 0.175™
LREES A
F PN R 2 e -0.269***
R2 0.043 0.478 0.533
AR? 0.435 0.054
F 8.017" 148.545™" 41.283**
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Figure 4. Interaction between user recognition and willingness to co-create value moderated by prosumer capabilities
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