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Abstract—This paper researches on the influence of socialization strate-
gies on users’ learning behavior in online educating platform. According to
the organizational socialization theory, four typical socialization strategies of
brand communities are studied: information feedbacking, interactive supporting,
member educating, and information providing. The study reveals that the above
four strategies all have positive influences on social identification, and then pro-
mote learning frequency and time. The study also illustrates that the economic
stimulus (i.e., extrinsic motivation) of platform has influences on the behavior
(i.e., learning frequency and time) of users on it. This research sheds light on
that extrinsic motivation of learning has enhancing/crowding out effect on the
internal motivation of users.

Keywords—socialization strategy, identification, brand communities,
organizational theory

1 Introduction

During the New Crown epidemic, offline teaching and learning activities were
extended to online learning platforms. The emergence of various online learning plat-
forms has facilitated students’ learning online. The Annual Data Report on China’s
Online Learning Platforms 2021 shows that “users of various online learning platforms
in China have reached 200 million monthly active online users, and online learning
platforms have become an important place for people to learn knowledge.”

In fact, online learning platforms are a special kind of virtual brand community,
where students are the users in the community. Many platform managers therefore
adopt the management strategy of a virtual branded community to manage the plat-
form’s users on a day-to-day basis. However, most online learning platforms have not
been as successful as expected. In fact, research shows that 60% of students who join
an online learning platform for the first time leave the platform permanently. Most
online learning platforms fail due to member attrition, lack of content and insufficient

1JET — Vol. 17, No. 17,2022 171


https://doi.org/10.3991/ijet.v17i17.34031
mailto:shiyongzheng123@whu.edu.cn

interaction. This makes it an important research question as to how the organizers of an
online learning platform should run the learning platform and keep it alive.

For online learning platforms, companies, as the organizers of online learning plat-
forms, need to socialize the users of the platform. This is to make users accept the
values of the learning platform, establish good social relationships with other platform
members, and then integrate into the online learning platform community.

Based on traditional organizational socialization theories and socialization strategies
in emerging online organizations, this paper examines four typical socialization strat-
egies: the impact of information feedback, interactive support, member education and
provision of information on the socialization of community members and the impact
of member socialization on future learning behavioural intentions (frequency of card
punching and out of learning, length of clocking in and out of learning) respectively.
The study found that the four socialization strategies of the companies had a positive
impact on the formation of community identity, which in turn positively influenced
the frequency and length of time users clocked in and out of learning online. At the
same time, community identity plays a different mediating role in different socializa-
tion strategies, and there is a crowding-out effect of financial incentives on the influence
of community identity on users’ card punching learning behaviour.

Drawing on the relevant theories of organizational behaviour, this paper initially
explores the strategies of enterprise management of online learning platforms and their
effectiveness from the perspective of organizational socialization; secondly, it broadens
the study of organizational socialization. Previous research on organizational socializa-
tion has generally focused on the socialization of members in physical organizations,
however, with the increasing number of virtual organizations based on the Internet, the
socialization of members in virtual organizations has begun to receive some scholars’
attention, but there is no research that has tested the effectiveness of socialization strat-
egies in online learning platforms. Considering the characteristics of online learning
platforms, this study examines the influence mechanism and role of socialization strat-
egies in virtual organizations, thus broadening the research on organizational social-
ization to a certain extent. Thirdly, the research in this paper may reveal, to a certain
extent, the research on the process and mechanism of user socialization in online learn-
ing platforms. In terms of practical value, enterprises can adopt appropriate socializa-
tion strategies in online learning platforms to improve the socialization of platform
users and promote the frequency and length of their online learning.

2 Relevant theories

2.1  Punch card learning

With the deepening of online communication, the meaning and usage of “punch
card” has broken through the original linguistic limitations, and now the meaning of
“punch card” is derived as “a way to record oneself in order to change some bad habits
or develop one’s good behaviour”. It can also be interpreted as “the firmness or approval
of a young person’s opinion about something or an attitude”. In the context of young
people’s use of the term, ‘clocking in’ is a way of recording behaviour in order to gain
recognition or understanding of the culture of the circle [1]. For example, “clocking in”
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on online learning platforms, also known as checking in to complete a learning task,
means that people use their smartphones to show their learning or reading by sharing
links to social networking software with information such as images, videos and geo-
graphical locations related to their learning.

2.2 Organizational socialization theory

Organizational socialization is a well-established concept in organizational
behaviour and refers to the process by which individuals develop an understanding
of organizational values, organizational competencies, desired behaviours and social
knowledge in order to become part of an organization and assume organizational roles.
The socialization process is the main process by which members adapt to a new job
or organization. When a new employee enters an organization, he or she is faced with
a completely new environment [2]. The role tasks, codes of conduct and behaviour,
organizational norms and culture required by the new organization may be completely
different from those they have experienced before, and this is when the new employee
needs to understand the organization, adapt to it and integrate into the process. In online
learning platforms, the socialization of users is also an important concern for research-
ers. Socialization is of great importance to both users and learning platforms. In the case
of users, socialization can help to improve role clarity, satisfaction, organizational com-
mitment, learning effectiveness and so on [3]. In terms of the platform, socialization
can help users integrate into the platform as quickly as possible, increase their online
learning activity, reduce user churn and improve the performance of the platform.

2.3 Socialization in online learning platforms

Traditionally, online learning platforms are socially connected, specialised and geo-
graphically unrestricted learning communities. However, in recent years, some scholars
have pointed out that online learning platforms in the social media environment accommo-
date a wider range of members and are therefore more heterogeneous and have looser com-
munity groups. How to socialize the “Tourist’ of an online learning platform into an internal
member of the platform and make them active contributors to the learning platform is an
important issue [4]. The perspective of organizational socialization offers new ideas to
address this issue. Recent research has shown that online learning platforms, like real orga-
nizations, have a socialization process in which their users join the platform. This means
that the study of socialization is expanding from physical organizations to virtual organi-
zations. At the same time, many scholars have pointed out that the socialization strategies
of online learning platforms are based on individual socialization strategies, compared to
the institutionalised socialization strategies of traditional brick-and-mortar organizations.

3 Conceptual framework and hypotheses

3.1 Information feedback

Providing feedback to members by the organization is an important way to accel-
erate members’ role awareness and integration into the organization. In business
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organizations, providing new members with knowledge and information about job tasks
and job roles can help to improve their level of adaptation, and Ostroff et al. (2017)
found that obtaining information about the organization from superiors and colleagues
improved members’ level of adaptation. Feedback from superiors to subordinates can
facilitate members’ learning, increase their competence and facilitate the integration of
new members into the organization. In an online learning platform, when new members
receive feedback on their content contributions and interactions within the platform, it
will facilitate their understanding of the norms of the platform’s operation, and if the
feedback received is positive, users will consider their contributions to be valuable and
worthy of continued investment [5]. Thus, when a user contributes valuable content
to an online learning platform and is more socially active, the platform will often pro-
vide that user with virtual medals or even material incentives, all of which are positive
feedback from the platform on the user’s engagement with the platform. In addition
to positive feedback, when members of the platform violate the operating rules of the
online learning platform, they are subject to certain penalties (such as being banned
from speaking for a period of time), i.e. negative feedback. This feedback may help
users to improve their participation and role clarity, and thus better integrate into the
online learning platform [6].

3.2  Interactive support

Interactive support refers to online learning platforms organizing interactive activi-
ties for users to facilitate communication between platform members. Users often join
online learning platforms because they are seeking knowledge or sharing knowledge,
and interaction is an important behaviour for platform members to participate in online
learning platforms. Research in the field of organizational behaviour has shown that
social and interactive activities organized by the platform management can help users
build interpersonal relationships, dispel uncertainty about the platform and gain a sense
of support for the platform, thus facilitating the faster integration of new users into the
platform after they enter the organization. In online learning platforms, by organizing
and facilitating interactive activities between members, platform organizers help plat-
form members gain feedback on their roles in the platform and a sense of belonging
to the organization, clarify the guidelines in interpersonal interactions and consciously
follow the norms and discipline of the platform. Therefore, facilitating interaction
between users of online learning platforms is also one of the common socialization
strategies used by platform managers.

3.3 User education

User education refers to the educational activities conducted by online learning
platforms for actual and potential users in order to improve their product knowledge
and usage related skills. User education plays an important role in user socialization,
helping users to use the platform smoothly, enhancing their satisfaction with the plat-
form, improving role clarity and competence in their interaction with the platform,
and improving the relationship between users and the platform [7]. User education
is widely used in areas with more complex products, such as finance and technology
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products. Online learning platforms combine user information needs with the introduc-
tion of platform knowledge and are an important channel for user education. Through
user education activities, the platform can meet users’ needs for knowledge, enable
them to use the platform correctly and realise its value.

3.4  Online learning platform identity

Mael et al. (2019) define social identity as “an individual’s perception of actually
or symbolically belonging to a group”, and online learning platform identity is the
user’s identification with an online learning platform as a group. The online learn-
ing platform identity is the user’s identification with an online learning platform as a
group. Recent research has identified three components of social identity: perceptions
of group identity, emotional involvement or commitment, and perceived importance of
group identity [8]. The socialization of members of an online learning platform may
be significantly more difficult than that of members in traditional organizations, and
the management of an online learning platform must internalise users’ motivation to
participate in the platform in order to maintain a stable and active platform atmosphere
and ensure the success of the platform.

3.5 Information feedback and user platform identity

The organizational socialization literature suggests that in order for members of an
organization to acquire organizational norms and subsequently adjust their behaviour,
individuals must have access to adequate and accurate information about their work
group and the organization to which they belong, and Sluss et al (2020) found that by
providing employees with information and feedback, companies can help them to take
on their roles early, and that these activities provide a corresponding role identity (part
of organizational identity). Specifically in online learning platforms, as users are able
to receive better information feedback from the platform, they are more motivated to
adjust their learning behaviours to conform to the platform’s requirements, form the
role needs of the platform users and integrate into the platform [9]. In particular, when
the platform provides continuous feedback on the value of platform users’ contributions
to the online learning platform, the status of the platform and the recognition of plat-
form users’ contributions to the content of the platform, it will stimulate the platform
users’ sense of honour in the platform and increase their level of platform identification.
Therefore, the hypothesis is proposed that:

H1: Information feedback in online learning platforms can increase the level of
community identification of platform members.

3.6  Interactive support and user platform identity

The need for social interaction is also an important factor that drives users to join
online learning platforms. The shared norms, reciprocity principles and platform rit-
uals formed in platform interactions connect platform members to form a collective
sense of community, satisfy users’ interpersonal ties and gain social identity, while
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forming users’ identification with the platform, increasing their level of commitment
to the platform and forming a long-term relationship between users and the platform.
The strategy of platform interaction will facilitate the building of relationships among
platform members, thus enhancing the interpersonal ties between members and increas-
ing their identification and belonging to the platform [10]. The organization of various
types of interactive activities in the platform provides a good opportunity for inter-
action between different users, which facilitates the establishment of relationships
between users and other users, forming interpersonal ties and platform embedding, and
increasing the willingness of users to have a long-term relationship with the platform.
Therefore, it can be hypothesized that providing support and assistance for frequent
communication and exchange between users will increase their identification with the
online learning platform.
Therefore, the following hypothesis is proposed.

H2: Interactive support in online learning platforms can increase the level of com-
munity identification of platform users.

3.7  User education and user platform identity

The literature on user education suggests that user education can help users build
product awareness, acquire skills to use the product, enhance the quality of interaction
with the company and achieve user socialization [11]. In online learning platforms,
enterprises improve users’ platform experience through education on platform knowl-
edge and other aspects, which can increase users’ satisfaction with the platform and
their perception of the positive value of the platform; at the same time, user education
helps users gain sufficient knowledge of the platform to improve their ability to par-
ticipate in the platform and promote their willingness to integrate into the platform,
resulting in their identification with the platform.

Therefore, the hypothesis is proposed.

H3: Member education in online learning platforms can improve the level of com-
munity identification of platform members.

3.8  Provision of information and user platform identity

The provision of information is a means of extending knowledge to other users in an
online learning platform, and is intended to inform platform users about the platform.
Therefore, this study argues that in online learning platforms, on the one hand, by
constantly updating users with information about the platform and recommending
knowledge to platform members, platform managers can increase their understanding
of the platform, enhance their confidence and ability to complete their learning tasks,
and thus increase their sense of identity; on the other hand On the other hand, the useful
information provided by the platform manager can make the platform members form
a closer relationship with the platform and thus gain a higher sense of identity and
belonging

Therefore, the hypothesis is proposed.
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H4: The provision of information in online learning platforms can increase the level
of community identification of platform members.

3.9 Platform identification and users’ card-punching learning behaviour

Numerous online learning platforms have failed due to the loss of platform members
and too low activity levels, and the punch card learning behaviour of platform members
plays an important role in the sustainability of the platform. In traditional organisational
behaviour, most scholars agree that organisational identity promotes employees’ organ-
isational commitment, increases employee satisfaction, job satisfaction and reduces
employee turnover. Similarly, because in online learning platforms, the formation of
users’ platform identity makes the platform identity part of the platform members’
selves, creates a strong emotional bond with the platform, and makes them more likely
to clock in to learn and contribute more learning time [12]. At the same time, platform
identity implies the user’s acceptance of other members, and platform members will
establish certain emotional ties with each other, making it easier to develop a sense of
belonging and increase members’ embeddedness, thus influencing members’ willing-
ness to continuously participate in the platform.

Therefore, the following hypothesis is proposed.

H5: The community identity of platform members positively influences the fre-
quency of members’ punch cards.

H6: The community identity of platform members positively influences the length
of time members spend studying.

3.10 Financial incentives and user clocking in learning behaviour

Financial incentives are an important means of promoting user engagement in many
virtual brand communities. However, users’ motivations for participating in virtual
communities can be divided into internal and external motivations. A sense of belong-
ing and identification with the platform is an internal motivation that satisfies users’
need for self-improvement, while financial incentives are an external motivation that
satisfies users’ material needs [13]. However, studies have shown that users’ external
and internal motivations can interact with each other. In an online learning platform,
users are motivated to clock in to learn out of a desire for knowledge, so if they are
rewarded financially for signing in to learn each day, they will actively clock in to learn
even if they have no need for knowledge that day [14]. However, once the user has
completed the clock and received the financial reward, their material needs are satisfied
and they may end their learning for the day. At this point, the external motivation has
a crowding-out effect on the internal motivation.

Therefore, the hypothesis is formulated. The model for this study is shown in Figure 1.

H7: Financial incentives increase the frequency of card punching by
platform-identified members.
HS8: Financial incentives reduce the length of study for platform-identified members.
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4 Research design and empirical analysis

4.1  Purpose of the study

The purpose of this experiment is to test the mediating and moderating mechanisms
of our proposed model, i.e. the effect of community identification on the frequency
and length of study of members’ punch cards, and the moderating effect of financial
incentives.

4.2  Experimental design

The online questionnaire was used to survey consumers who participated in the
online education information platform “Shanbay Word”. The reasons for choosing
the “Shanbay Word” platform were: firstly, the platform is growing rapidly in China;
secondly, the platform focuses on community building and has a large number of staff
to manage the community in order to maintain and promote the relationship between
community members and the platform. At present, the “Shanbay Word” platform has
a large number of users, and the platform is actively involved in the management of
the community, which is suitable for this study. The research questionnaire was first
generated through Questionnaire Star, and the link to the generated questionnaire was
posted to a QQ group where the community members gathered to invite responses to
the questionnaire. To encourage community members to fill in the questionnaire, the
research team gave each participant who completed the questionnaire in full a 10 RMB
phone fee top-up. A total of 280 questionnaires were posted, and 235 valid question-
naires were retained after eliminating those from the same IP address, with obvious
logical errors and incompleteness, with an effective rate of 83.9% The experiment used
a between-groups design, dividing the subjects into two groups, one with and one with-
out financial stimulation.

Variables and discourse items. The variables involved in this study included
information feedback, interactive support, member education, provision of information,
community identification, frequency of punch cards, and length of study. All constructs
and measures were adopted and drawn from previous established scales.

Information feedback. Measurements: the platform gives me timely rewards when
I contribute in the platform; the platform tells me the current status of my participation
in the platform; the platform tells me how to improve my rank in the platform; and the
platform notifies me when I violate the platform norms (a = 0.829) [15].

Interactive support. Measurements: the platform often organizes activities to promote
interaction and communication among members; the platform encourages platform
members to participate in interactive activities organized by the company; the platform
provides better conditions for members to communicate and interact (o = 0.861) [16].

Member education. Measurement terms: the platform provides learning-related
information to help me use the platform features; platform members give me solutions
when I have problems using the product; platform organizers value updating knowl-
edge of platform use in the platform (a = 0.840) [17].

Providing information. Measurement terms: the platform manager will set it to release
information about product internal test and public test recruitment in the platform;
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the platform manager will regularly release information about product line online and
offline activities in the platform; the platform manager will release information about
brand development etc. in the platform; the platform manager will release information
about new product release and offers etc. in the platform; the platform manager will
introduce and recommend relevant products to the platform members (o = 0.899) [18].

Community identity. Measures: | am part of the platform; the success of the platform
is also my success; I care about what others think about the platform (o = 0.858) [19].

Frequency of card punching. Measured on a Likert-7 point scale according to fre-
quency of punching in monthly, weekly and daily. 1 represents punching in once a
month and above and 7 represents punching in daily.

Length of study. The length of time spent studying is expressed in “minutes per ses-
sion”. Measured on the Likert-7-point scale, with 1 representing 10 minutes or less and
7 representing 60 minutes or more.

Financial stimulus. 1 for financial stimulus, 0 for no financial stimulus.

Testing for common method bias. The first method is Harman’s one-way test,
which is an exploratory factor analysis of all the constructs [20]. If the variance
explained by the first factor before rotation exceeds 50%, it indicates that there may be
a serious problem of common method bias. Using SPSS26.0, the variance explained
by the first factor was 33.072%, which was significantly less than 50%, indicating that
the common method bias in the data was relatively small and within acceptable limits.

4.3  Experimental results

Main effect test. We first tested the effects of information feedback, interactive
support, member education, and provision of information on the frequency of card
punching and length of study by means of stepwise regression analysis. The results (as
shown in Table 1) showed that feedback, interactive support, member education and
provision of information all had a positive effect on the frequency of clocking in and
the length of study.

Testing the mediating effect. To test the mediating effect of community identity,
we added the community identity variable (as shown in Model 2 in Table 1) to the
stepwise regression analysis and tested the effects of information feedback, interactive
support, member education, and provision of information on community identity.
The results showed that information feedback, interactive support, member education,
and provision of information positively influenced members’ community identity, and
the test results of Model 3 and Model 4 in Table 1 illustrated that community identity
influences members’ frequency of card punching and length of study. The results in the
model path coefficient table (Table 2) show that our hypothesis testing is supported.

Firstly, information feedback positively influences community identity ( = 0.33,
p < 0.001) and hypothesis HI1 is verified. This suggests that communities in which
community organizers provide timely feedback on user engagement performance and
behaviour, either through system design or direct communication, are conducive to
members forming an identity with the community.

Secondly, interactive support positively influences community identification
(B=0.22, p =0.001), and hypothesis H2 was verified. This may be due to the fact that
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interactive support can help community members build interpersonal relationships in
the community, enhance organizational embeddedness and a sense of belonging, and
identify themselves as part of the organization, thus generating community identity.

Again, member education also significantly and positively influenced commu-
nity identity (B = 0.24, p = 0.001) and hypothesis H3 was verified. This suggests that
firms acting as community organizers to update product information and help con-
sumers with product usage issues can create reciprocal motivation among community
members and help community members identify with that community.

Finally, providing information also significantly and positively affects community
identification (f = 0.22, p <0.001), hypothesis H4 was tested. This suggests that regular
product information, organizing online and offline activities, posting offers and recom-
mending relevant products by the company or platform manager can help community
users to access and understand information in a timely manner, thus promoting their
social identity.

Table 1. Stepwise regression analysis

Model 1 Model 2 Model 3 Model 4
Variabl DV=frequency of | DV=length of DV=community DV=frequency of DV=length of
ariable
clocking study identity card punching study
B t B ! B t B t B !
Information
0.23***+ | 359 | 0.35%** | 459 [ 0.33*** | 9.01 -0.10 -1.63 0.16 1.86
feedback
Interactive support 0.03* 2.89 0.21* 3.79 | 0.22%** | 35] -0.19* -2.02 0.08 0.66
Member education | 0.42*** | 343 0.18** 4.60 | 0.24*** | 34] 0.18 1.75 0.04 0.28
Provision of
X . 0.15* 1.98 0.01* 2.88 | 0.22%** | 504 -0.07 -1.04 -0.11 -1.25
information
Community identity 0.99*** 10.56 | 0.56*** | 437
Adjusted R’ 0.61 0.47 0.87 0.73 0.51

#+%p< 001, **p<.01, *p<.05

Table 2. Model path coefficients and hypothesis testing results

Path B Standard Error | p-Value | Hypothesis Testing

Information feedback — community 0.736 0.072 0.000 Support
identity

Interactive support — community identity 0.751 0.081 0.000 Support
Member education —> community identity 0.685 0.086 0.000 Support
Provision of information — community 0.767 0.069 0.000 Support
identity

Community identity — frequency of 0.777 0.039 0.000 Support
clocking

Community identity —> length of study 0.791 0.052 0.000 Support
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Information
feedback
Interactive
support
Member
education
Provision of
information
Fig. 1. Model path coefficients

Notes: ¥**p < .001. **p <.01. *p <.05.

Frequency of
card punching
Length of study

Community
identity

0.767%%*

Analysis of intermediation and regulation paths. To explore the mechanism
of socialization strategy’s influence on consumers’ behavioral intention (punching
frequency and learning duration), the authors examined the mediating role of
community identity in socialization strategy with punching frequency and learning
duration, respectively [21]. The test for mediation effects was conducted using the
Bootstrap method proposed by Preacher et al. In recent years, it is generally accepted
that Bootstrap is more effective and reasonable for estimating mediating effects, and
has been widely used in the fields of psychology, consumer behavior, and organizational
behavior. For model estimation (Model 14), this paper follows the previous practice of
setting the sample size to 5000 and performing model estimation at 95% confidence
interval.

First, in testing the mediating role of community identity in the willingness of
information feedback on punch frequency, the results showed that in the group with
financial incentives, the results of the mediation test did not contain 0 (LLCI = 0.590,
ULCI = 0.912), with an effect size of 0.748, and in the group without financial incen-
tives, the results of the mediation test did not contain 0 (LLCI = 0.726, ULCI =
0.982), with an effect size of 0.85. The results indicate that community identity has
a significant role in mediating the effect of information feedback on the frequency
of card punching by community users. After controlling for the role of community
identity on card punching frequency, the independent variable information feedback
had a non-significant effect on community card punching intention (LLCI = —0.151,
ULCI = 0.082), indicating that community identity is a full mediator of information
feedback on card punching frequency. The moderating effect of economic stimulus
showed that economic stimulus positively moderated the effect of community identity
on punch card frequency (Path d, ), i.e., economic stimulus from the platform increased
the punch card frequency of community identity users (as shown in Figure 2).
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Economic stimulus
(0 =no, 1 = yes)

Community
identity

Path dip = 1.224***

Path b=1.031%** [0.698, 1.751]

[0.942,1.119]

Path ¢ = 0.824%**

[0.715,0.934]
Information a| Frequency of
feedback }[D_%ﬂ; g 1:’ 60033? card punching

Fig. 2. Information feedback-community identity-mediated
path analysis of punch card frequency
Notes: ***p < .001. **p <.01. *p <.05.

Second, in testing the mediating role of community identity in the willingness of
information feedback on the length of study, the results showed that in the group with
financial incentives, the results of the mediation test did not contain 0 (LLCI = 0.396,
ULCI = 0.635), with an effect size of 0.511, and in the group without financial incen-
tives, the results of the mediation test did not contain 0 (LLCI = 0.937, ULCI = 1.259),
with an effect size of 1.09. The results indicate a significant role of community identity
in mediating the effect of information feedback on learning duration. After controlling
for the role of community identity on learning duration, the independent variable infor-
mation feedback was not significant for online learning duration (LLCI = —0.106,
ULCI = 0.104), indicating that community identity is a full mediator of information
feedback on learning duration. The moderating effect of financial incentives showed
that financial incentives negatively moderated the effect of community identification on
punching frequency (Path d_), i.e., the financial incentives of the platform attenuated
the learning hours of community-identified users (as shown in Figure 3).

Economic stimulus
(0 =no, 1 =yes)

Community

identity

Path b=1.031#***
[0.942,1.119]

Path dy, = -0.567***
[-0.661,-0.473]

Path ¢ = 1.063***

[0.964,1.163]
Information A Length of
feedback Path a= -0.009 study

[-0.106,0.104]

Fig. 3. Information feedback-community identity-mediated path analysis of learning duration
Notes: ***p <.001. **p <.01. *p <.05.
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Third, in testing the mediating role of community identity on the willingness of
interactive support on punch card frequency, the results showed that in the group with
financial incentives, the results of the mediation test did not contain 0 (LLCI = 0.664,
ULCI = 0.900), with an effect size of 0.782, and in the group without financial incen-
tives, the results of the mediation test did not contain 0 (LLCI=0.761, ULCI = 0.998),
with an effect size of 0.879. The results indicate a significant mediating effect of com-
munity identity on interactive support on the frequency of card punching by community
users. After controlling for the role of community identity on punch card frequency, the
independent variable interactive support was not significant for the role of community
willingness to punch cards (LLCI =-0.191, ULCI = 0.016), indicating that community
identity is a full mediator of interactive support on punch card frequency. The moder-
ating effect of economic stimulus showed that economic stimulus positively moderated
the effect of community identity on punch card frequency (Path d_ ), i.e., economic
stimulus from the platform increased the punch card frequency of community identity
users (as shown in Figure 4).

Economic stimulus
(0 =no, 1 = yes)

Community

identity

Path di,, = 1.225%%*
[0.701, 1.745]

Path b= 0.853%**

[0.793,0.914]
Path ¢ = 0.879%**

[0.761,0.998]

Interactive Frequency of

A /

support Path a=-0.087 card punching
[-0.191,0.016]

Fig. 4. Interactive support-community identity-mediated path analysis of punch card frequency
Notes: ***%p < .001. **p <.01. *p <.05.

Fourth, in testing the mediating role of community identity on the willingness of
interactive support on the length of study, the results showed that in the group with
financial incentives, the results of the mediation test did not contain 0 (LLCI = 0.262,
ULCI = 0.500), with an effect size of 0.383, and in the group without financial incen-
tives, the results of the mediation test did not contain 0 (LLCI = 0.770, ULCI = 0.964),
with an effect size of 0.866. The results indicate a significant role of community iden-
tity in mediating the effect of interactive support on length of study. After controlling
for the role of community identity on learning duration, the independent variable inter-
action support was not significant for the role of community willingness to clock in
(LLCI =—0.041, ULCI = 0.147), indicating that community identity is a full mediator
of interaction support on learning duration. The moderating effect of economic stim-
ulus showed that economic stimulus negatively moderated the effect of community
identity on punch card frequency (Path d, ), i.e., economic stimulus from the platform
attenuated the learning duration of community identity users (as shown in Figure 5).
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Fig. 5. Interactive support-community identity-mediated path analysis of learning hours
Notes: ¥**p < .001. **p <.01. *p <.05.

Fifth, in testing the mediating role of community identity on the willingness of
member education on punch card frequency, the results showed that in the group with
financial incentives, the results of the mediation test did not contain 0 (LLCI = 0.471,
ULCI = 0.752) with an effect size of 0.607, and in the group without financial incen-
tives, the results of the mediation test did not contain 0 (LLCI = 0.584, ULCI = 0.804),
with an effect size of 0.691. The results indicate a significant mediating effect of com-
munity identity on membership education on the frequency of card punching among
community users. After controlling for the role of community identity on card punching
frequency, the independent variable membership education had a non-significant effect
on community card punching intention (LLCI = —0.104, ULCI = 0.119), indicating
that community identity is a full mediator of membership education on card punching
frequency. The moderating effect of economic stimulus showed that economic stimulus
positively moderated the effect of community identity on punch card frequency (Path
d, ), i.e., economic stimulus from the platform increased the punch card frequency of
community identity users (as shown in Figure 6).

Economic stimulus

Community (0=no, 1 =yes)
- identity Path dyy, = 1.223%%%
Pathob; (5127'9228 [0.695,1.749]
0.815,0.928] Path ¢ = 0.793%+*
[0.695,1.749]
Member Frequency of
education Path a= 0.008 card punching

[-0.104,0.119]

Fig. 6. Member education-community identity-mediated path analysis of punch card frequency
Notes: ***p < .001. **p < .01. *p <.05.

184 http://www.i-jet.org



Sixth, in testing the mediating role of community identity on members’ willingness
to educate on length of study, the results showed that in the group with financial incen-
tives, the results of the mediation test did not contain 0 (LLCI = 0.268, ULCI = 0.538)
with an effect size of 0.404, and in the group without financial incentives, the results of
the mediation test did not contain 0 (LLCI =0.788, ULCI = 1.011) with an effect size of
0.899. The results indicated that the mediating role of community identity on members’
willingness to educate on length of study was significant. 1.011), with an effect size
of 0.899. The results suggest a significant mediating effect of community identity on
the effect of member education on length of learning. After controlling for the role of
community identity on length of study, the independent variable membership education
had a non-significant effect on community willingness to clock in (LLCI = —0.067,
ULCI = 0.135), indicating that community identity is a full mediator of membership
education on length of study. The moderating effect of economic incentives showed
that economic incentives negatively moderated the effect of community identification
on punch card frequency (Path d, ), i.e., economic incentives from the platform attenu-
ated the learning hours of community-identified users (as shown in Figure 7).

Economic stimulus
(0 =no, 1 = yes)

Community
identity

Path b=0.872%**
[0.815,0.928]

Path dy, = -0.532%%*

Path c = 1.032%+% [-0.876,-0.496]

[0.918,1.145]

Member Length of

education Path a=0.034 study
[-0.067,0.135]

A /

Fig. 7. Member education-community identity-mediated path analysis of learning hours
Notes: ¥**p < .001. **p <.01. *p <.05.

Seventh, in testing the mediating role of community identity on the willingness to
provide information on punch card frequency, the results showed that in the group with
financial incentives, the results of the mediation test did not contain 0 (LLCI = 0.459,
ULCI = 0.724) with an effect size of 0.592, and in the group without financial incen-
tives, the results of the mediation test did not contain 0 (LLCI = 0.570, ULCI=0.771),
with an effect size of 0.670. The results indicate a significant mediating effect of com-
munity identity on the provision of information on the frequency of card punching by
community users. After controlling for the role of community identity on card punching
frequency, the independent variable providing information had a non-significant effect
on community card punching intention (LLCI = —0.128, ULCI = 0.051), indicating
that community identity is a full mediator of providing information on card punch-
ing frequency. The moderating effect of economic incentives showed that economic
incentives positively moderated the effect of community identification on punch card
frequency (Path d, ), i.e., economic incentives from the platform increased the punch
card frequency of community identified users (as shown in Figure 8).
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[0.728,0.939]
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[-0.128,0.051]

Fig. 8. Provision of information-community identity-mediated path analysis of punch card
Notes: ***%p < .001. **p <.01. *p < .05.

Finally, in testing the mediating role of community identity on the willingness to
provide information on the length of learning, the results showed that in the group with
financial incentives, the results of the mediation test did not contain 0 (LLCI = 0.382,
ULCI = 0.583), with an effect size of 0.483, and in the group without financial incen-
tives, the results of the mediation test did not contain 0 (LLCI = 0.840, ULCI = 1.040),
with an effect size of 0.941. 1.040), with an effect size of 0.941. The results suggest a
significant mediating effect of community identity on the provision of information on
the duration of learning. After controlling for the role of community identity on length
of study, the independent variable provision of information had a non-significant effect
on community willingness to punch cards (LLCI = —0.203, ULCI = 0.045), indicating
that community identity is a full mediator of provision of information on length of
study. The moderating effect of economic incentives showed that economic incentives
negatively moderated the effect of community identification on punch card frequency
(Path d, ), i.e., economic incentives from the platform attenuated the learning hours of
community-identified users (as shown in Figure 9).

Economic stimulus
(0 =no, 1 = yes)

Community
identity

Path din, = -0.569%**
[-0.823,-0.568]

Path b= 0.804***

[0.734,0.875] Path ¢ = 1.169%**

[1.075,1.263]
Provision of A Length of
information Path a=-0.124 study
[-0.203,0.045]

Fig. 9. Provision of information-community identity-mediated path analysis of learning hours
Notes: **¥*p <.001. **p <.01. *p <.05.

The moderating effects of the economic stimulus of the online learning platform on
the frequency of punching cards and the length of learning are shown in Figure 10 and
Figure 11. The results show that as the economic stimulus of the platform increased, the
frequency of members’ punching in the learning platform also increased (Figure 10),
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which shows that the economic stimulus played a positive moderating effect on the fre-
quency of learning punching, that is, the external stimulus played an increasing effect
on the frequency of learning punching in the platform. However, with the increase of
economic stimulus in the platform, members’ learning hours in the learning platform
decreased (Figure 11), and it can be seen that the economic stimulus played a negative
moderating effect on members’ learning hours in the platform, i.e., the external stimu-
lus had a crowding-out effect on members’ internal motivation.
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Fig. 10. Positive moderating effect of economic incentives on frequency of card punching
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Fig. 11. Negative moderating effect of economic incentives on length of study
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5 Conclusion and discussion

In this paper, we examined the influence of social strategies of online learning plat-
form on users’ punch card learning behavior through regression analysis model. The
socialization strategies include: information feedback, interactive support, member
education and information provision, and punch card learning behavior includes users’
punch card frequency and learning duration. It is hypothesized that community iden-
tity is the mediating factor of socialization strategies on users’ punch card learning
behavior. The results of regression analysis and mediated path test analysis support
our hypotheses H1, H2, H3, H4, H5, H6, H7, and HS. The results indicate that infor-
mation feedback, interactive support, and member education and provision strategies
(i.e., socialization strategies) in online learning platforms positively affect members’
community identification level, which in turn positively affects members’ punch card
learning frequency and learning duration. The financial incentives used by the platform
will on the one hand The financial incentives used by the platform will, on the one hand,
increase the frequency of clocking in of platform-identified members, but on the other
hand, it will weaken the length of learning of platform-identified members.

6 Contributions and future research

6.1 Theoretical contributions

The theoretical contributions of this paper are, first, the application of user social-
ization strategies to online education learning platforms. The socialization strategy in
the platform is an important factor influencing user behavior, and more importantly, the
socialization strategy positively and positively affects the level of community identifi-
cation of platform members, which is an important variable motivating users to partic-
ipate in the learning behavior (punching frequency and learning hours) of the platform.
Second, the impact of financial incentives applied by companies in the platform on
learning behavior is discussed. Financial stimulus is an external motivation to motivate
users to learn, and previous studies have shown that external stimulus is an important
factor to motivate users’ behavior, but this study finds that external stimulus enhances
users’ learning behavior in terms of punching frequency on the one hand, but dimin-
ishes users’ learning duration on the other hand, which shows that external motivation
plays a crowding out role on internal motivation to learn.

6.2 Management significance

Currently, more and more educational platforms are increasing their investment in
platform learning communities. This study finds that platforms can effectively promote
platform members’ community identification level and thus enhance their platform
learning participation behavior by providing strategies such as information feedback,
interactive support, enhancing member education, and providing information. In prac-
tice, companies can provide timely feedback on users’ learning behaviors, enhance
user interaction support to help community members build interpersonal relationships,
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update product information and organize offline and offline activities to promote mem-
bers’ community identity. In addition, the economic stimulus used by the platform can
increase the frequency of users’ punch cards on the one hand, but on the other hand, it
has a crowding-out effect on the length of learning, and the platform should pay atten-
tion to its negative impact on the length of learning when using economic stimulus.

6.3  Prospects for future research

This paper investigated the effect of socialization strategies on users’ punch card
learning behaviors on online education platforms. Future research can also consider the
moderating effects of user characteristics on community identity and learning behavior,
such as the effects of socialization strategies on the community identity of extroverted
and introverted users. On the other hand, this paper takes users of the “Shanbay Word”
platform as the research sample, and future studies can consider using users of other
learning platforms as research samples to ensure the external validity of the study.
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