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Model 1

Model 2

Variables Coefficient t-value Coefficient t-value
Constant 0.126 10.573" 0.128 10.321*
TOI -0.154 —4.561** -0.186 -3.958*
POP -0.017 -5.903** -0.016 -6.362**
TOPOP 0.033 4.909** 0.034 5.069**
TIM 0.027 1.042
NUM 0.036 3.051**
Adjusted R? 0.662 0.679

Prob (F-statistic) 0.000** 0.000**

**Represents significance at the 5% level.
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Number Enterprises Entrepreneurs Registered Average Average
capital loan interest
(million duration rate
RMB) (days)
il Renrendai YANG 2,000 244 10.20%
2 Niwodai YAN 550 360 10.80%
3 Eloancn ZHANG 1,000 360 10.24%
4 Saitou LIU 535 360 9.60%
5 PPmoney CHEN 500 381 9.24%
6 Guangxindai ZHANG 500 360 11%
7 Yooli ZHANG 1,000 578 11.58%
8 Xiaoniu PENG 103 360 8%
9 XSjinfu Yuan 100 352 11%
10 HYJF LI 500 182 711%
11 Lending51 ZHANG 500 180 11%
12 Gxyclub LIN 200 304 9.50%
13 91wangcai XU 60 30 6%
14 Igianjin DONG 1,000 304 12.83%
18 Hurbao MENG 60 100 10.33%
16 Juzilicai XIAO 510 477 1%
17 Xywj TANG 500 288 6.59%
18 Huilc GUO 50 210 11.30%
19 Jric ZHANG 66 180 9%
20 XSPH ZHENG 111 90 8%
21 CGN LUO 50 180 7.50%
22 Souyidai ZHOU 300 395 8.55%
23 BJDP2P WEN 142 103 7.28%
24 FYJF LI 50.4 65 5.56%
25 Blrzy ZHONG 100 90 9%
26 NNb LIN 100 730 12%
27 PHLC LI 50 127 9.17%
28 YYfax wWu 70.4 720 8.20%
29 Qianlindai HU 100 90 9%
30 HYR SONG 500 785 11.83%
31 Niuyan LUO 118 91 8.52%
32 Myerong LIN 100 1,080 11%
33 TGJR LI 50 180 9%
34 CCD LIU 50 164 6.82%
35 WSD Zhang 50 90 10%
36 GLJR YANG 50 180 12%
37 XWJR CHEN 50 95 5.60%
38 BGNC ZHENG 120 462 7.44%
39 HJB PAN 50 53 12%
40 12p CHEN 100 30 8%
41 JPB GE 100 90 9%
42 CTZR ZHONG 66.15 60 12%
43 ZYXR LUO 52.63 180 10%
Mean 285 274 9.39%
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NUM

TIM

Min.

0.19

24.3
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Max.

78.8

37571

299
49

Mean

8.5
4.07
614.4
21.3
31.4
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Model

Total effects
Model1 Sl — pb
Model2 Sl - pb
Indirect effects
Model1 Sl — pb
Model2 Sl — pb
Direct effects
Model1 Sl — pb
Model2 Sl — pb

Point estimate

0.668
1.126

0.370
0.184

0.297
0.941

Product of coefficients

SE

0.085
0.137

0.055
0.164

0.060
0.203

10.277
8219

6.727
1122

4.950
4.635

Bias-corrected 95% CI

Lower

0.547
0.893

0270
—-0.110

0.187
0.556

Bootstrapping

Upper

0.793
1.450

0.496
0.493

0.420
1.377

Percentile 95% CI

Lower

0.544
0.892

0.263
—0.096

0.183
0.537

Upper

0.790
1.450

0.481
0514

0.417
1.348

Two-tailed significance

0.00™
0.00™

0.00"
0.266

0.00"
0.00™

Unstandardized estimating of 1,000 bootstrap samples, *'p < 0.01; Model 1: model with the female sample; Model 2: model with the male sample.
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Construct Unstd SE t-Value p Std SMC 1-SMC CR AVE Cronbach’s o
Cognitive social identity
CSi 1.000 0.807 0.651 0.349 0.856 0.665 0.856
CSI2 1.076 0.067 18.843 0.848 0.719 0.281
CSI3 0.966 0.053 18.260 0.791 0.626 0.374
Affective social identity
ASIH 1.000 0.814 0.663 0.337 0.854 0.662 0.853
ASI2 1.123 0.059 18.859 0.867 0.752 0.248
ASI3 0.990 0.056 17.764 0.757 0.573 0.427
Evaluative social identity
ESI 1.000 0.795 0.632 0.368 0.897 0.745 0.895
ESI2 1.090 0.050 21.886 0.851 0.724 0.276
ESI3 1.217 0.053 22.981 0.937 0.878 Q122
Influencer behavior
B2 1.000 0.693 0.480 0.520 0.871 0.631 0.868
B4 1.442 0.081 17.741 0.886 0.785 0215
1B5 1.183 0.078 15.236 0.731 0.534 0.466
1B6 1.254 0.072 17.364 0.852 0.726 0.274
Knowledge behavior
KB2 1.000 0.864 0.746 0.254 0.878 0.706 0.878
KB3 0.997 0.048 20.703 0.803 0.645 0.355
KB4 1.027 0.047 21.775 0.853 0.728 0.272
Purchase behavior
PB1 1.000 0.825 0.681 0318 0.854 0.662 0.853
PB2 0.940 0.053 17.832 0.761 0.579 0.421
PB3 1.016 0.054 18.924 0.852 0.726 0.274
Participation behavior
PAB3 1.501 0.056 26.756 0.909 0.826 0.174 0.826 0.826 0.800

Unstd, unstandardized factor loadings; Std, standardized factor loadings; SE, standard error; SMC, squared multiple correlation; CR, composite reliability; AVE, average
variance extracted. **p < 0.001.
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AVE

pabh 0.826
pbh 0.662
kbh 0.706
ibh 0.631

pabh

0.909
0.488
0.661
0.286

AVE, average variance extracted.

pbh kbh
0.814

0.719 0.840
0.853 0.595

ibh

0.794
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**p < 0,001,

Hypothesis

Social identity — knowledge behavior
Social identity — participation behavior
Social identity — influencer behavior
Social identity — purchase intention

Structural loading

0914
0.622
0.625
0.395

SE

0.056
0.058
0.045
0.044

t-Value

19.004
14.986
12.936
8.201

Result

Supported
Supported
Supported
Supported
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Point estimate Product of coefficients

SE
Total effects Sl— pb 0.788 0.059
Indirect effects S| — pb 0.386 0.050
Direct effects Sl — pb 0.402 0.060

z

13.356
7.720
6.700

Unstandardlized estimation of 1,000 bootstrap samples, *'p < 0.01.

Bias-corrected 95% CI

Lower

0.680
0.303
0.285

Bootstrapping

Upper

0.908
0.502
0.529

Two-tailed significance

Percentile 95% CI

Lower

0.683
0.299
0.287

Upper

0912 000+
0.499 000"
0531 000"





OPS/images/fpsyg-13-874851/fpsyg-13-874851-t001.jpg
Variable

Gender

Age

Characteristic

Male
Female
Total
Born after 2000
Born 1990-1999
Born 1980-1989
Born 1970-1979
Total

Frequency

210
310
520
47
403
47
23
520

Percentage

40.38
59.62
100.0
9.04
77.50
9.04
4.42
100.0
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Constructs

Cognitive social identity

Affective social identity

Evaluative social identity

Knowledge behavior

Influencer behavior

Participation behavior

Purchase intention

Items

csil
csi2
csi3
asil
asi2
asi3
esil
esi2
esi3
kbh1
kbh2
kbh3
kbh4
ibh1
ibh2
ibh3
ibh4
ibhs
ibh6
pab1
pab2
pab3
pb1
pb2
pb3
pb4
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Parameters

5
«
Seeding type

Network type

Range

0.1,0.2,0.3,0.4,05,0.6,0.7,0.8,09,1
0.1,0.2,0.3,0.4,05,0.6,0.7,0.8,09,1

Degree centrality, intermediary centraiity, proximity
centrality, aggregation coefiicient, k-kernel coefficient

ER, SA, WS, Facebook
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ws

Degree
Clustering
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Betweenness
Core

s

E

ER network
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Clustering
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Core

s

E

SA network
Degree
Clustering
Closeness
Betweenness
Core

s

E

Degree

1
-0.38
093
092
062
057
~0.06
Degree
1
0.12
092
096
0.76
056
0.16
Degree
1
-03
087
094
06
06
0.19

Clustering

-038
1
-05
~0.46
-022
—0.1
0.15
Clustering
0.12
1
0.1
004
0.22
0.14
0.16
Clustering
-03
1
~0.46
~0.44
-029
-0.04
0.04

Closeness

0.93
-05
1
0.88
0.67
0.57
-0.06
Closeness
092
0.1
1
0.88
0.81
0.56
0.16
Closeness
0.87
-0.46
1
09
06
0.56
0.23

Betweenness

0.92
—0.46
0.88
1
0.41
0.45
-0.05
Betweenness
096
0.04
0.88
1
0.63
05
0.1
Betweenness
0.94
-0.44
09
1
047
051
0.15

0.62
-0.22
0.67
0.41

0.47
0.03

0.75
022
081
0.63
1
0.44
0.16
Core
06
-029
06
047
1
0.46
013

s

057
-0.1
057
0.45
0.47
1
-0.53
S
056
0.14
0.56
05
0.44
1
-0.77
S
06
-0.04
0.56
051
0.46
1
-0.69

0.06
-0.15

0.05

0.05
-0.03
-0.53

-0.16
-0.16
-0.16
-0.1
-0.16
-0.77

-0.19

—0.04

-023

~0.15

—0.13

~0.69
1

S means the range of information diffusion. E refers to the efficiency of information diffusion, as defined in Table 2. Core is the number of k kernel layers, and the coefficient is the value
after standardization (Red font means statistically significant).
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DV=r(y = 0.5 ER sA
Indexes Coefficients Pr(>[t) Coefficients Pr(>[t)

Intercept ~0.43604 03338 0.249035 020678
Degree 0014627 0.1586 0010196 6.60-05""
Clustering 0207787 00578 —0.04741 051501

Closeness 4155813 0.0259" 0.486681 0.16363
Betweenness ~0.26904 0.1219 —1.26226 000103
Core ~0.00167 09201 = s

The dependent variable is the weighted average of the range of propagation and the propagation efficiency. *Denotes p < 0.05; *denotes p < 0.01, ***denotes p < 0.00.

Coefficients

—0.23524
0.016627
1.407259
1.125012
—-0.31050
0.0219

ws

Pr(>t)

0.4315

0.1387

0.6524

0.0259*
0.04219
0.0239*
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DV=r DV= x(y = 1/DV=

Indexes Coefficients
Intercept ~0.67664
Degree 0.00055
Clustering 0031686
Closeness 4615281
Betweenness —4.14439
Core 0000828

The first row in the table is a dependent variable. *Denotes p < 0.0!

Pr(>It)

2.68e-10"
0.1312
0.631
<2e-16"*
0.0037**
0.3432

DV=r(y = 0.5/DV=S+E

Coefficients

—0.71074
0.000579
0.032072
4.823653
—4.33699
0.000994

Pr(>t)

1.6+10
012523
0.6389

<2e-16™

0.00337*
0.27274

DV=r(y = 0/DV=E

Coefficients

—3.41E-02
2.89E-05
3.86E-04
2.08E-01

—1.93E-01
1.65E-04

*denotes p < 0.01; ***denotes p < 0.001. Coefficient is the standardized value.

Pr(>[t)

3.50e-14"**
0.05409
0.88656
< 2e-16"*
0.00104**
7.11e-06""
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Networks Size Average Closeness Betweenness Clustering
degree  centrality  centrality coefficient

1 ER 1,000 9814 0.306 0.00228 0.0090
2 ws 1,000 10 02976 0.00237 0.0959
3 SA 1,000 9.95 0.3373 0.00199 0.0394
4 Facebook 4,039 43.69 0.2761 0.00067 0.6055

Al networks in the table are undirected networks.





OPS/images/fpsyg-13-879274/fpsyg-13-879274-t003.jpg
Results variables Meaning

Scope of transmission § (scope) Proportion of silence at the end of transmission

Transmission time T (time) The time to spread brand information
throughout the network

Transmission efficiency E At the end of spread, S/T can represent the

(efficiency) average range of infection per transmission.

All networks in the table are undirected networks.
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Gender (n = 301)
Male
Female
Age (n =301)
18-25 years old
26-35 years old
36-50 years old
50 years old and above
Mean (in years)
Standard Deviation
Education level (n = 329)
High school and below
Bachelor’s college or below
Master’s degree
Ph.D. or doctorate degree
Annual income level (n = 301)
50 thousand below
5-10 million
10-20 million
More than 200 thousand
Mean
Standard deviation

149
1562

100
84
93
24

31.89

7.89

61
86
108
46

77
82
86
56

%

49.50
50.50

33.22

27.91

30.90
T9F

20.27
28.57
35.88
16.28

25.58
27.24
28.57
18.60
11.48
9.38
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Items Factor loading Error variances Ave Cronbach’s o Bartlett sphericity KMO
test (Df)

Satisfaction .61 .89 318.76™ .83

(1) I'think it is the right decision to choose this takeout business. 0.77 0.38

(2) It makes me happy to order from this takeout shop. 0.66 0.34

(3) I like the service provided by the takeout merchant. 0.82 0.42

(4) At work, | often hide my true emotional feelings. 0.82 0.41

Trust 0.61 0.89

(1) I believe the information provided by the takeout merchant. 0.62 0.42

(2) I believe that the takeout business is concerned with the 0.71 0.40

interests of its customers.

(3) I believe that the takeout merchant is honest with its 0.83 0.42

customers.

(4) The takeout business makes me feel very relieved. 0.87 0.44

Attitudinal loyalty 0.59 0.81 303.88"* .82

(1) I am willing to make positive comments about the takeout 0.93 0.46

merchant and its products and services.

(2) would like to recommend the takeout merchant to my 0.73 0.41

family and friends.

Behavioral intention loyalty 0.59 0.78

(1) I will continue to visit this takeout merchant. 0.79 0.38

(2) If I need similar products in the future, | will choose this 0.88 0.42

takeout merchant first.

All factor loadings were significant at the 0.001 levels.

**n < 0.001. Model fit indices: n = 301, x2 = 589.863, df = 329, CFI = 0.981, GFI = 0.884, NFI = 0.906, and RMSEA = 0.0452. AVE, average variance extracted,
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Items

Service recovery attributes

Initiation (o« = 0.77)

(1) After service failure, the takeout merchant actively contacted me.

(2) The merchants offered compensation after service failure.

(3) The takeout merchant apologized to me after the service failure.

Response speed (o = 0.90)

(1) In the case of service failure, the takeout merchant provided a timely response.
(2) After service failure, the takeout merchant addressed my problems on time.

(3) The takeout merchants addressed my problems in a short time.
Compensation (a = 0.79)

1. In response to service failure, the takeout merchant provided product or money compensation.
2. In response to service failure, the takeout merchant gave me a gift or discount.

3. In response to the service failure, the delivery merchant promised me that | could return and exchange the goods free of charge.

Relationship quality

Satisfaction (a = 0.89)

(1) I'think it is the right decision to choose this takeout business.
(2) It makes me happy to order from this takeout shop.

(3) I'like the service provided by the takeout merchant.

(4) At work, | often hide my true emotional feelings.

Trust (o = 0.89)

(1) I believe the information provided by the takeout merchant.

(2) I believe that the takeout business is concerned with the interests of its customers.
(3) I believe that the takeout merchant is honest with its customers.
(4) The takeout business makes me feel very relieved.

Customer loyalty

Attitudinal loyalty (o« = 0.81)

(1)  am willing to make positive comments about the takeout merchant and its products and services.

(2) I would like to recommend the takeout merchant to my family and friends.
Behavioral intention loyalty (a = 0.78)

(1) I'will continue to visit this takeout merchant.

(2) If I need similar products in the future, | will choose this takeout merchant first.
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Initiation

Response speed
Compensation
Satisfaction

Trust

Attitudinal loyalty
Behavioral intention loyalty

Initiation

1.00

0.77*
0.69"
0.76™
0.67**
0.32**
0.64**

Response speed

1.00

0.70*
0.81*
0.72**
0.41*
0.68™

All factor loadings were significant at the 0.001 levels.

“5 < 0.01.

Compensation

1.00

0.78™
0.80™
0.35™
0.77*

Satisfaction

1.00

0.76™
0.39"
0.81*

Trust

1.00
0.56™
0.7

Attitudinal loyalty

1.00
0.41*

Behavioral intention loyalty
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Effects Direct Indirect Total

effects effects effects
H1: Initiation — 0.285** 0.29
Relationship Quality
H2: Response Speed — 0.273"* 0.27
Relationship Quality
H3: Compensation — 0.078 0.08
Relationship Quality
H4: Relationship Quality — 0208 0.21
Customer Loyalty
Hb5: Initiation — Customer 0.104 0.02 0.23
Loyalty
H6: Response Speed — 0.273"* 0.09 0.32
Customer Loyalty
H7: Compensation — 0.338"* 0.10 0.44

Customer Loyalty

“*ip < 0.001.
Model fit indices: n = 301, x2 = 589.863, df = 329, CFl = 0.981, GFI = 0.884,
NFI = 0.906, and RMSEA = 0.0452.
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Items Factor loading  Error variances Ave Cronbach’s o Bartlett sphericity KMO
test (Df)

Initiation 0.57 0.77 113.06*** .88

(1) After service failure, the takeout merchant actively contacted me.  0.80 0.41

(2) The merchants offered compensation after service failure. 0.80 0.48

(3) The takeout merchant apologized to me after the service failure. 0.73 0.45

Response Speed 0.64 0.90

(1) In the case of service failure, the takeout merchant provided a 0.77 0.44

timely response.

(2) After service failure, the takeout merchant addressed my 0.61 0.38

problems on time.

(3) The takeout merchants addressed my problems in a short time. 0.63 0.39

Compensation 0.60 0.79

(1) In response to service failure, the takeout merchant provided 0.84 0.38

product or money compensation.

(2) In response to service failure, the takeout merchant gave me a 0.85 0.48

gift or discount.

(3) In response to the service failure, the delivery merchant promised  0.60 0.42

me that | could return and exchange the goods free of charge.

All factor loadings were significant at the 0.001 levels.

**n < 0.001. Model fit indices: n = 301, x2 = 589.863, df = 329, CFI = 0.981, GFI = 0.884, NFI = 0.906, and RMSEA = 0.0452. AVE, average variance extracted,





