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Recently, many researchers stress the importance of extra-role behavior such as word-of-mouth 
recommendations, suggestions for better services, and prosocial behavior for management. Extra-role behavior is 
explained as going beyond the call of duty through voluntary efforts (Libai et al., 2010). Due to developments in 
technologies, customers’ voluntary extra-role behavior is more important than before. In the past decade, scholars 
put an effort into understanding customers’ extra-role behavior (Yoshida et al., 2014) and many scholars found that 
it is a result of engagement (Ferlazzo & Hammond, 2009; Kim & Ko, in review). Although many scholars identified 
the importance of engagement, further research is needed to better understand consumer engagement.  

Prior research suggests that depending on one’s self-concept (e.g., self-esteem, self-construal, self-image, 
etc.), customers show different customer behaviors (i.e., moderating effect; Sirgy, 1982). Among the various self-
concepts, self-construal (i.e., independent and interdependent) has been considered one of the most significant 
factors that influence communication with others (Gudykunst et al., 1996). Although prior research found that self-
construal influences communication with others, limited research has been conducted regarding how a self-construal 
affects the relationship between customer engagement and extra-role behavior. Against this background, the present 
study is intended to provide academics and practitioners with a better understanding of consumer engagement and 
extra-role behavior in the context of fitness industry by examining the moderating effect of self-construal (i.e., 
interdependent and independent) 

Extra-role behavior 

Among various extra-role behaviors, the current research focused on the three most salient targets of such 
conduct, namely, communication with other customers, communication with organizations, and prosocial behaviors 
(Wirtz et al., 2013). 

Communication with others (WOM): Prior studies have found that WOM communications can have an extremely 
powerful influence on consumer purchasing behavior (Hennig-Thurau et al., 2010). Murray (1991) explained that 
customers were more likely to rely on information from other customers because the person providing the 
information would generally have nothing to gain; therefore, consumers perceive this information is trustworthy. 

Communication with organizations (suggestion): Highly engaged brand community members are inclined to share their 
opinions with an organization (Wirtz et al., 2013) and when these perspectives are grounded in real experiences they 
can provide valuable insights that can help an organization improve its ability to address its strengths and 
weaknesses (Kumar et al., 2013). 

Prosocial behavior: Prosocial behavior was defined as “voluntary, intentional behavior that results in benefits for 
another” (Eisenberg & Miller, 1987, p. 92). Highly engaged students support their teachers and help their peers 
enjoy school-related activities (Osterman, 1998), while engaged brand community members tend to voluntarily help 
other members through joint activities and support the community in a way that increases its value (Algesheimer et 
al., 2005). 

Self-construal 

Singelis (1994) conceptualized self-construal in relationship aspects as a “constellation of thoughts, feelings, 
and actions concerning one’s relationship to others, and the self as distinct from others” (p. 584). More specifically, 
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this research focused on self-construal as the degree to which they consider themselves separate from (independent) 
or connected to (interdependent) others.  

Independent self-construal is defined as a “bounded, unitary, stable self that is separate from social context” 
(Singelis, 1994, p. 581). Individuals who develop independent self-construal tend to emphasize their own internal 
abilities, thoughts, and feelings rather than their relationships with others (Markus & Kitayama, 1991). In contrast 
with independent construals, interdependent construals tend to emphasizes relationship, belonging, occupying one’s 
proper place and engaging in appropriate action (Singelis, 1994). 

Method and Results 

Data was recruited among fitness center visitors (N=456). In order to measure consumers’ engagement, the 
researchers adopted the Scale of Consumer Engagement in Fitness (SCEF; Kim & Ko, 2015). In addition, Singelis’ 
(1994) self-construal scale (SCS) was adopted to measure participants’ levels of self-construal.  

Reliability tests and a confirmatory factor analysis were performed to establish the reliability and validity of 
the measurement scale. The measurement model yielded an acceptable model fit (χ2 = 392.35, df = 181, χ2/df = 2.17; 
SRMR = .031; RMSEA = .051; NFI = .96; CFI = .98; TLI = .97). Cronbach’s alpha estimates ranged from .87 
(absorption) to .96 (suggestion). AVE values ranged from .72 (prosocial behehavior) to .89 (suggestion). The results 
indicated that the items were highly reliable in measuring the constructs. 

An SEM test was conducted using AMOS to examine the hypothesized structural relationships between 
engagement and extra-role behaviors. All of the hypothesized paths were significant in the hypothesized directions. 
In interdependent self-construal, consumer engagement was significantly influence WOM (β = .70); suggestion (β = 
.39); and prosocial behavior (β = .65). In independent self-construal, consumer engagement significantly influences 
WOM (β = .45); suggestion (β = .54); and prosocial behavior (β = .61). 

Discussion  

Our research identifies the moderating effect of self-construal on the relationship between consumer 
engagement and extra-role behavior in the fitness industry. As expected, the results of this study indicated that, 
depending on self-construal type (i.e., independent and interdependent), individuals showed different extra-role 
behavior. The relationship between engagement and WOM was higher in interdependent self-construal (β = .70) 
than independent self-construal (β = .45). Consistent with prior research, individuals who develop interdependent 
self-construal were more likely care about harmonious interpersonal relationships (Gudykunst et al., 1996) and this 
causes more WOM recommendation to provide better information to others.  

The result also identified that individuals who develop independent self-construal (β = .54) were more likely 
provide suggestion than interdependent self-construal (β = .39). Prior research identified that independent self-
construals tend to express their feelings and thoughts directly rather than caring about their relationships and the 
feelings of others (Gudykunst et al., 1996). In contrast with independent construals, interdependent construals tend 
to communicate indirectly and care about others’ feelings when communicating with others (Singelis, 1994).  

Implications 

We hope that this research will contribute to better understanding fitness industry. The findings of this 
study can be used as valuable information for market segmentation within types of self-construal and for better 
understand consume engagement in fitness industry. 

 

 


