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Platform enterprises, which are growing in both quantity and scale, have been inseparable from modern life. In China, the laws
specific to platform enterprises fall behind their ever-changing business model. Hence, it is an urgent requirement that platform
enterprises undertake their social responsibilities, which will influence consumer extra-role behaviors besides bringing reputation
advantages to the enterprises. Based on the motivation theory and social exchange theory, this paper divides corporate social
responsibility (CSR) into business ethical responsibility and public welfare responsibility using the CSR division method proposed
by McWilliams and Siegel, puts forward self-moral restraint as the proxy variable for business ethical responsibility and explains
the relationship between CSR and customer extra-role behavior. It is found that customer extra-role behavior is positively
influenced by platform enterprises’ social responsibility. The perception of interest consensus exerts a positive influence on extra-
role behavior, so does the perception of service identity. The public welfare responsibility is positively influenced by business

ethical responsibility.

1. Introduction

Platform enterprises are required to have the sense of social
responsibility. Connecting merchants at one end and con-
sumers at the other end, platform enterprises build a typical
two-sided market, in which they have an unequal status to
the third-party merchants. With the continuously expanded
scale of platform enterprises, they are prone to form mo-
nopoly and acquire monopoly premium once controlling an
industry. Although Antimonopoly Law has been enacted in
China, the law enforcement still lags behind the ever-
changing business model of platform enterprises. Therefore,
corporate social responsibility (CSR) is an urgent require-
ment for platform enterprises.

By undertaking social responsibilities, platform enter-
prises can gain long-term values, which are usually man-
ifested by customer extra-role behavior to the advantage of
enterprises. Many studies [1, 2] show that consumers’
perception of CSR will affect customer extra-role behavior.
Fan and Kong [3] mainly explained the mechanism of CSR

influence on customer extra-role behavior from the per-
spective of exchange and motivation. Few researches have
explored the content of CSR and carefully studied the in-
fluence of different types of CSR on customer extra-role
behavior.

With the rapid development of China’s digital economy,
numerous enterprises and the Internet continue to deeply
integrate and grow into platform enterprises. Platform en-
terprises, which connect merchants at one end and con-
sumers at the other end, construct a typical two-sided
market. Evans [4] divided platform enterprises into three
types: market-makers, audience-makers, and demand-co-
ordinators. Platform enterprises simultaneously provide
services for corporate customers (B-end) and consumers (C-
end). Corporate customers (B-end) display commodities via
platforms, being able to contact more consumers (C-end).
Consumers (C-end) can pick more communities with super
quality and competitive price via platforms. The two-sided
market is composed of platform enterprises, corporate
customers (B-end), and consumers (C-end). The platform


mailto:linding@zuel.edu.cn
https://orcid.org/0000-0003-2265-1691
https://creativecommons.org/licenses/by/4.0/
https://doi.org/10.1155/2021/1895598

economy has its own operation laws. The cross-subsidy
feature allows the platform to charge more from the cor-
porate customers (B-end) to subsidize the consumers (C-
end). It is normal for consumers to use it for free, but it also
brings new problems. When the expenses paid by the
corporate customers (B-end) are not enough to support all
the operating expenses of the platform, or the platform
wants to improve its profitability, it hopes to obtain indirect
benefits of the consumers (C-end). Therefore, free services
are usually accompanied by more and more platform
business activities, such as forced to watch ads and the right
of free choice is damaged. Traditional researches on cus-
tomer extra-role behavior seldom consider the business
ethics of products, while platform services in digital econ-
omy need more attention.

The most classical definition of CSR given in the existing
studies derives from the pyramid model proposed by Carroll
[5]. In this model, CSR is divided into four dimensions:
economic responsibility, legal responsibility, ethical re-
sponsibility, and philanthropic responsibility. However,
scholars have only concerned the influences of ethical re-
sponsibility and philanthropic responsibility on consumers
in the existing empirical studies because economic re-
sponsibility and legal responsibility are the responsibility
and obligation that must be fulfilled by enterprises.
McWilliams and Siegel [6] demarcated CSR at a level beyond
economic interest and legal restraint, namely, enterprises
were proactively dedicated to the behaviors beneficial for
social public interests. Under this definition, it is the social
responsibility performed by enterprises at the levels of
business ethics and public welfare that is the CSR in real
sense, which is rightly the CSR definition understood and
used in this study.

In this study, multiple consumers from different in-
dustries were interviewed. It was discovered that consumers
could not precisely know the business ethics level inside
platform enterprises, but they could simply judge it by
perceiving whether the platform enterprises cared about
consumer rights and interests in business operation and
whether they were morally restricted by themselves in face of
any legal loophole. Hence, consumers’ perception of self-
moral restraint of platform enterprises was taken as the
proxy variable for business ethical responsibility.

Combined with the characteristics of platform economy,
this study divides CSR into two parts: business ethical re-
sponsibility and public welfare responsibility and discusses
the influence mechanism of these two types of CSR on
customer extra-role behavior from the perspective of ex-
change and motivation.

2. Theoretical Basis

2.1. Theory of Customer Extra-Role Behavior. Related re-
searches on customer extra-role behavior originally came
from the theory of employee extra-role behavior. After that,
Keh and Teo [7] applied this theory to the role of the
customer in service activities and proposed the extra-role
behavior of the customer, which was considered to be the
spontaneous behavior of the customer, usually manifested as
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cooperation or sharing service experience with other cus-
tomers. Extra-role behaviors, which take place during or
after the service process, will generally generate positive
influences on enterprises so that enterprises gain the ex-
clusive competitive edges from customers, thus improving
the performance of service enterprises. Customer extra-role
behaviors mainly come from customers’ emotions and at-
titudes towards enterprises, which, in turn, derive from
customers’ cognition of enterprises, such as organizational
support, service fairness, and CSR. Groth [8] believed that
customer extra-role behavior is a spontaneous behavior
similar to citizenship behavior. Ahearne et al. [9] believed
that customer extra-role behavior reflects that customer will
show more beneficial behavior to the organization rather
than only benefit their own interests.

Bartikowski and Walsh [10] divided customer extra-role
behaviors into customer-to-enterprise help and customer-
to-customer help. Groth [8] classified customer extra-role
behaviors into help to other customers, referral, and feed-
back providing. Therefore, customer-to-enterprise help was
divided into customer help and customer referral in this
study, specifically including: good suggestions from cus-
tomers to enterprises, problem mining, word-of-mouth, and
referral. The customer-to-customer help was done by en-
terprises, not needing customers to do anything. Besides,
this part was related to specific management scenarios, and
the research samples of customer-to-customer help could
not be certainly found. Therefore, the customer extra-role
behaviors in this study only included the part of customer-
to-enterprise help.

The behavior of platform undertaking corporate social
responsibility will make people have positive thoughts and
emotions. This positive attitude will make consumers more
friendly to the platform and produce positive behaviors such
as recommendation and participation in cooperation, thus
promoting the establishment of customer extra-role be-
havior. Huang and Chen [I11] pointed out that a good
corporate image of social responsibility is conducive to the
formation of positive word-of-mouth and can also enable
enterprises to obtain long-term relationship benefits, in-
cluding customer loyalty and customer recommendation
behavior in customer extra-role behavior. And customer
recommendation behavior is one of the behaviors outside
the role of customer. Xiao and Li [12] proposed that cor-
porate social responsibility can positively affect consumers’
attitude towards the organization and its products or ser-
vices. This identity eventually leads to customer extra-role
behavior. None of the aforementioned studies included
internal management ethics when discussing corporate
social responsibility. To sum up, this study puts forward the
following hypothesis:

Hla: The perception of platform public welfare re-
sponsibility has a positive impact on customer extra-
role behavior.

2.2. Corporate Social Responsibility. In the 1920s, Oliver
Sheldon, an American scholar, first put forward corporate
social responsibility. Carroll [5] put forward the pyramid
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model of corporate social responsibility, which includes four
levels: economic responsibility, legal responsibility, ethical
responsibility, and philanthropic responsibility. Jin [13] put
forward five dimensions of corporate social responsibility
based on Chinese cultural environment: “Give back to the
society through charity activities,” “participate in social
public welfare undertakings through sponsoring community
and educational and cultural activities,” “actively participate
in environmental governance and protection,” “protect the
rights and interests of consumers,” and “fulfill economic
responsibilities.” He believed that if enterprises use part of
their profits to give back to the society, actively participates
in social public welfare undertakings, and has the courage to
assume economic responsibility, it will be easier for them to
gain the trust and recognition of consumers.

The aforementioned research shows that there are many
forms of the division of the dimensions of corporate social
responsibility. Traditional research rarely considers the
moral ethics of the product itself, while the platform services
in the digital economy needs to focus on the business ethics
of the service itself. This study divides CSR into two parts:
business ethical responsibility and public welfare respon-
sibility. The essence is to separate the business management
ethics from the ethical responsibility of the corporate social
responsibility proposed by Carroll as the CSR related to
customers. It can also be regarded as separating business
management ethics from “protecting consumers’ rights”
(one of the five dimensions of corporate social responsibility
in China) proposed by Jin as CSR related to customers.

Corporate social responsibility is a signal to consumers,
that is, there are overlapping interests between enterprises
and consumers. If consumers identify with the corporate
feedback to the society, they are more likely to identify
themselves as members of the enterprise, and they can also
benefit indirectly. They think that the corporate feedback to
the society is consistent with their own profits [14].
Therefore, this study puts forward the following hypothesis:

H1b: The perception of platform public welfare re-
sponsibility has a positive impact on the perception of
interest consensus.

Li and Zhang [15] found that there is a positive corre-
lation between corporate social responsibility and consumer
perceived value, and consumer perceived value is conducive
to the sales of products and services. Sheth’s consumer value
theory points out that the value orientation that affects
consumer behavior includes two aspects: functional value
and social value. Function value is the entity value of the
commodity itself, which is usually related to product per-
formance, appearance, durability, and price; social value
refers to the public value of consumers’ needs, which is the
embodiment of consumers’ social interests [16].

For specific products, there are overlapping interests
between functional value and social value, such as the
consumers’ demand for business ethics and environmental
protection. On one hand, the satisfaction of this demand is
the personal satisfaction of the product function. On the
other hand, it also adds consumers’ demands for public
values such as social justice and environmental protection

[17]. Butcher et al. [18] believed that when consumers are
unable to obtain relevant information about products and
services, they will choose the performance level of CSR as the
basis for evaluating the quality of products and services. CSR
in the aforementioned research obviously refers to public
welfare responsibility, excluding the moral ethics in enter-
prise products or services. Based on this, this paper puts
forward the following hypothesis:

Hlc: The perception of platform public welfare re-
sponsibility has a positive impact on the perception of
service identity.

2.3. Social Exchange Theory. Social exchange theory analyzes
social communication through two factors: reward and cost.
Although people in a particular relationship do not par-
ticularly calculate the reward and cost of a single event, they
are concerned about the overall effect of the relationship.
Generally speaking, this kind of relationship will make you
get more (the reward is more than cost) or lose more (the
cost is more than reward). Usually, the most satisfactory
social relations are fair ones. People do not like to be
exploited by others, but they do not want to take advantage
of others.

Social exchange theory embodies the principle of reci-
procity, which holds that an individual will show a certain
reward behavior after getting the value given by another
individual. In the field of service marketing, consumers will
show a series of behaviors to the platform based on the
concept of reciprocity after obtaining and benefiting from
the value provided by the platform. These behaviors are
providing suggestions, recommending, participating in co-
operation, and other spontaneous consumer out of role
behaviors. The service of the platform is recognized by
consumers, and consumers will express their support and
recognition to the platform. Therefore, this study puts
forward the following hypothesis:

H2: Service identity positively affects customer extra-
role behavior.

2.4. Motivation Theory. Motivation theory is based on the
relationship between individuals and organization. It holds
that the behavior of individual to organization is mainly
driven by egoism and altruism. The motivation of egoism is
the expectation of return and the benefits of the past. Al-
truism is motivated by the real expectation of individuals to
improve the overall interests of the organization. Gruen [19]
once said: although customers’ suggestions to enterprises
will not benefit directly, customers may indirectly benefit
from the development of the enterprise or the improvement
of service. It also reflects that the interests of customers and
enterprises are consistent.

From the perspective of motivation, if consumers want
the platform to provide high-quality services or maximize
their own welfare, they will show some positive behaviors to
the platform, so that the platform can also get more benefits.
Therefore, the interests of the platform and consumers are
consistent, and this will encourage consumers to make



recommendations, publicity, and other behaviors. This study
makes the following hypothesis:

H3a: The perception of consensus of interests has a
positive impact on customer extra-role behavior.

Zhang et al. [20] pointed out in the experimental re-
search based on the perspective of customer interest level:
when customers perceive that some aspects of their personal
identity coincide with the enterprise values, they will have a
sense of identity. The stronger the sense of identity, the easier
it is to maintain close psychological connection with the
brand. On the contrary, it will reduce the sense of trust and
sense of belonging and even produce brand rejection. The
recognition of customers due to the sense of belonging will
positively affect customers’ cognition of other aspects of the
enterprise and cover up the shortcomings of the enterprise
to a certain extent. It also reflects that consumers’ perception
of platform interest congruence will affect their perception
of service quality, reduce the negative impact of hidden risks
on consumers positive attitude, and then enhance their
perception of service identity. This study makes the fol-
lowing hypothesis:

H3b: The perception of consensus of interests has a
positive impact on service identity.

2.5. Business Ethics. In the previous traditional transactions,
there were few ethical problems in enterprise services or
products. However, there are many moral judgments in the
platform service under the digital economy: when platform
enterprises make profits through various operation rules, do
they consider the interests of consumers, or balance in many
ways to restrain their business desire? In this study, “self-
moral restraint” is used to express customers’ evaluation of
business ethics of platform.

Self-discipline of business ethics will have a positive
impact on corporate image and credibility and enhance
consumers’ recognition of corporate brand reputation.
Consumer identity will also positively affect consumer out-
of-role behavior [21]. In addition, the self-discipline of the
platform is in line with the expectations of the society. The
public expect that the platform they use can operate with
high ethical standards. They are willing to trade and co-
operate with the platform that meets the ethical standards
and are proud of it. This kind of positive emotion will
promote consumers’ loyalty and identity to the platform and
encourage them to have the behavior of recommendation
and suggestion, which is the spontaneous behavior outside
the role of consumers.

Business ethics, as an intangible resource, can play an
important role in platform operation [22]. If the platform
has strict self-discipline, consumers’ risk perception of the
products and services provided by the platform will be re-
duced. Consumers are willing to accept the products and
services provided by the platform, believing that they will
not bring serious adverse effects to themselves. Therefore,
consumers’ moral cognition of the platform will affect their
consumption behavior and service quality perception. If the
platform always abides by business ethics, consumers’
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recognition of products and services will be enhanced.
Therefore, this study puts forward the following hypotheses:

H4a: Platform business ethical responsibility has a
positive impact on customer extra-role behavior.

H4b: Platform business ethical responsibility has a
positive impact on service identity perception.

Yan and Chen [23] believed that the evaluation di-
mensions of Chinese consumers’ e-commerce website
marketing moral behavior include the reliability of trans-
action results, the security of transaction process, the in-
tegrity of promotion, the fairness of competition, and the
appropriateness of advertising. These dimensions are con-
sistent with the direct interests of consumers. For a platform
with good moral restraints, consumers think that the moral
behavior of the platform is not only for their own devel-
opment but also to safeguard the interests of consumers, so it
will produce the recognition that the interests of the plat-
form are consistent with their own interests. Based on this,
this study puts forward the following hypothesis:

H4c: Platform business ethical responsibility has a
positive impact on perception of interest consensus.

The platform has business ethical responsibility, which is
conducive to the fulfillment of moral responsibility in social
responsibility. Lyu [24] and Wang [25] pointed out in their
research that corporate ethics originates from a series of
normative contracts, which has an important impact on
corporate social responsibility. Consumers identify with the
self-discipline of platform enterprises, which means that
they identify with the business ethics of platform enterprises.
When platform enterprises give back to society, solve social
problems, or make charitable donations, consumers will
follow the balance theory and combine the two aspects of
cognitive object to determine the attitude of the cognitive
subject. At this time, consumers have identified with one
aspect, so it is easier to make altruistic attribution and
identify with the sincerity of platform enterprises to give
back to the society. Based on the aforementioned analysis,
this paper puts forward the following hypothesis:

H4d: Platform business ethical responsibility has a
positive impact on the perception of platform public
welfare responsibility.

2.6. Research Model. In summary, the research model is
shown in Figure 1.

3. Research Design

3.1. Questionnaire Design and Variable Measurement. In this
study, the data collection was completed through ques-
tionnaire survey. Variables were measured using Likert-type
7-point scale. The measurement methods and contents of
most indexes referred to predecessors’ studies. Public wel-
fare responsibility was defined by reference to the definition
given by Carroll [5] and Jin [13], customer extra-role be-
haviors demarcated according to the study of Lyu and Wei
[26], the perception of interest consensus defined based on
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FIGURE 1: Research model.

the definition given by Xiao and Li [12], and business ethical
responsibility defined by Wang [27]. The service identity was
developed according to the definitions, including satisfac-
tion, value, and usefulness. The measurement indexes and
sources of the questionnaire are listed in Table 1.

3.2. Questionnaire Collection and Sample Distribution.
The formal questionnaire is divided into paper file and
online questionnaire. The questionnaire of paper file mainly
includes customers around the shopping mall and college
students.

Online questionnaire through online survey platform:
questionnaire network (https://www.wenjuan.com) to col-
lect data. The respondents are mainly college students, junior
and senior high school students, and their parents’
colleagues.

The survey data were obtained from December 6, 2020,
to December 13, 2020. A total of 489 questionnaires were
collected, including 276 paper questionnaires and 213 online
questionnaires. Remove some invalid questionnaires, 377
valid questionnaires were collected, and the effective rate was
77.1%.

First, the demographic distribution of the questionnaire
data was analyzed. See Table 2 for the characteristic dis-
tribution. The descriptive statistical results of Likert-type
scale for the items in the questionnaire are as seen in Table 3.

3.3. Result Analysis. In this study, the measurement model
was tested through exploratory factor analysis and confir-
matory factor analysis. Moreover, the reliability, construct
validity, convergent validity, and discriminant validity of the
scale were tested, too. The followings were done according to
the recommendation from Anderson and Gerbing [28]:

(1) The reliability of scale was judged by combining
Cronbach’s alpha coefficient (« value) and composite
reliability (CR). When both « value and CR were

greater than 0.8, the scale was of good reliability, and
the data stability and consistency passed the test.

(2) The construct validity of scale was tested by the load
of each index on the corresponding factor in “ex-
ploratory factor analysis.” When the factor load of
each index was greater than 0.6 and much greater
than the cross-load on the other factors (namely: the
factor structure extracted in the exploratory factor
analysis was consistent with the dimension of scale/
index in the initial questionnaire), the scale had
favourable construct validity.

(3) The convergent validity of scale was tested through
the average variance extracted (AVE) of each factor
in the “confirmatory factor analysis.” When the AVE
of each factor was greater than 0.5, the scale showed
excellent convergent validity.

(4) The discriminant validity of scale was judged by
differentiating “square root of AVE value of each
factor” from “the correlation coeflicient of this factor
with the other factors” in the “discriminant factor
analysis.” The scale was proved to have good dis-
criminant validity if the square root of AVE value of
each factor was significantly greater than the cor-
relation coefficient of this factor with the other
factors.

The measurement model was tested in this study
according to the aforementioned recommended steps.

To investigate whether the sample data were suitable for
the factor analyses, KMO and Bartlett’s degree of sphericity
test should be done first. In this study, the KMO value was
calculated via SPSS software as 0.942, which was greater than
the minimum required fitted value, 0.6, and Bartlett’s degree
of sphericity test result was significant at a level of 0.01,
indicating that the data were suitable for the factor analyses.

During the factor analyses, a total of 5 factors were
extracted, and about 82.349% of variance was explained,
specifically as seen in Table 4. The factor structure extracted
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TaBLE 1: Research scale.
Variable/reference Number Item
PWRI1 The platform is an enterprise concerned with social problems
PWR 2 The platform is actively giving back to the society
Public welfare responsibility (Jin [13]; Carroll [5]) PWR 3 The platform is actively participating in solving social problems
PWR 4 The platform is always actively engaged in public welfare
PWR 5 The platform supports environmental protection
CEB1 I am willing to make suggestions on the development of the platform
CEB2 If someone maliciously accuses the platform, I will defend it
Customer extra-role behavior (Lyu and Wei [26]) CEB3 I am willing to provide help to the platform (including other users)
CEB4 I will promote the advantages of the platform to others
CEB5 I will actively participate in the activities of the platform
SIn I am very satisfied with the services provided by the platform
Service identity definition SI2 I agree with the value of the services provided by the platform
SI3 I think the services provided by the platform are very useful
ICP1 While the platform gains benefits, I can also get benefits
. . . ICP2 The better the platform develops, the more benefits I get
Interest consensus perception Xiao and Li [12] ICP3 I have the same interests as the platform
ICP4 The interests of the platform are related to my own interests
BER1 The platform does almost nothing immoral
BER2 The platform has a good standard of moral behavior
Business ethical responsibility Wang [27] BER3 The platform has good self-discipline
BER4 The platform will not deliberately do anything against morality
BER5 I think the platform is morally self-disciplined

TaBLE 2: Sample distribution characteristics.

Option Features Frequency (N =377) Proportion (%)
Male 180 47.7
Gender Female 197 523
Senior high school and below 70 18.6
. Junior college 86 22.8
Education Undergraduate course 108 28.6
Master degree or above 113 30
Under 18 40 10.6
18-25 years old 85 22.6
Age 26-35 years old 91 241
36-45 years old 89 23.6
Above 46 72 19.1
Student 93 247
Occupation Company/enterprise staff 96 25.5
b Civil servants/employees of public institutions 107 28.3
Self-employed 81 21.5

in the exploratory factor analysis had consistent dimensions
with the scale/index in the initial questionnaire, manifesting
the outstanding construct validity of the scale.

Next, confirmatory factor analysis was performed via
AMOS software. The standard loads of all factors passed the
test at the significance level of 0.01, specifically as seen in
Table 5. The data in the table showed that both & value and
CR were greater than 0.8, indicating the good reliability of
the model scale. The AVE value of each factor was greater
than 0.5, meaning good convergent validity of the model
scale.

Confirmatory factor analysis (CFA) was used to study
the discriminant validity. When the square root value of

AVE of all factors is much larger than the correlation co-
efficient between the factor and other factors, it shows that
the scale has good discriminant validity.

As can be seen from Table 6, the minimum value of AVE
square root is 0.856, and the maximum value of correlation
coefficient between factors is 0.703. The former is greater
than the latter, which means that the data of this study have
good discriminant validity. Recommended value and actual
value of model fitting index are shown in Table 7.

Combined with the aforementioned analysis, Amos
software is further used to test the hypothesis. The estimated
values of the standardized structure of the research model
are shown in Table 8. The perception of platform public
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TaBLE 3: Descriptive statistical results.

Variable Index N Mean Median SD Min Max
PWRI1 377 5.32 6.00 1.554 1 7
PWR2 377 5.29 5.00 1.478 1 7

PWR PWR3 377 5.16 5.00 1.497 1 7
PWR4 377 5.01 5.00 1.467 1 7
PWR5 377 5.18 5.00 1.475 1 7
CEB1 377 5.19 5.00 1.480 1 7
CEB2 377 4.74 5.00 1.560 1 7

CEB CEB3 377 5.06 5.00 1.426 1 7
CEB4 377 5.12 5.00 1.528 1 7
CEB5 377 4,94 5.00 1.493 1 7

SI1 377 5.49 6.00 1.355 1 7
SI SI2 377 5.60 6.00 1.280 1 7
SI3 377 5.66 6.00 1.293 1 7

ICP1 377 4.88 5.00 1.658 1 7

1P ICP2 377 4.68 5.00 1.674 1 7
ICP3 377 4.43 4.00 1.655 1 7
ICP4 377 4.47 5.00 1.712 1 7
BERI1 377 4.83 5.00 1.579 1 7
BER2 377 4.83 5.00 1.570 1 7

BER BER3 377 4.86 5.00 1.597 1 7
BER4 377 5.12 5.00 1.520 1 7
BER5 377 5.05 5.00 1.517 1 7

TABLE 4: Rotation factor matrix.

Measurement items 1 2 3 4 5 Explain variance (%)

PWR2 0.872 0.187 0.194 0.147 0.191

PWR3 0.858 0.210 0.211 0.151 0.144

PWRI1 0.851 0.167 0.222 0.096 0.191 19.515

PWR4 0.822 0.176 0.171 0.172 0.155

PWR5 0.762 0.209 0.241 0.230 0.093

BER3 0.228 0.844 0.182 0.208 0.168

BER4 0.147 0.831 0.179 0.135 0.210

BER5 0.109 0.829 0.176 0.103 0.187 19.057

BER2 0.265 0.817 0.232 0.215 0.129

BER1 0.250 0.800 0.226 0.243 0.100

CEB3 0.279 0.235 0.767 0.215 0.223

CEB5 0.218 0.237 0.739 0.295 0.198

CEB4 0.258 0.192 0.738 0.252 0.342 16.257

CEB1 0.277 0.227 0.735 0.187 0.238

CEB2 0.241 0.312 0.712 0.356 0.126

ICP3 0.168 0.258 0.211 0.840 0.029

ICP2 0.150 0.186 0.302 0.807 0.243 15.407

ICP4 0.193 0.225 0.235 0.801 0.091 :

ICP1 0.205 0.116 0.211 0.789 0.316

SI3 0.216 0.235 0.241 0.175 0.825

SI1 0.190 0.238 0.236 0.172 0.802 12.112

SI2 0.240 0.194 0.285 0.193 0.796

Cumulative variance contribution rate 82.349

welfare responsibility exerts significant positive influences
on customer extra-role behaviors, perception of interest
consensus, and service identity. Customer extra-role be-
haviors are significantly positively influenced by the per-
ception of service identity. The perception of interest
consensus shows remarkable positive influences on

customer extra-role behaviors and service identity. The
perception of platform business ethical responsibility gen-
erates positive influences on customer extra-role behaviors,
service identity, and perception of interest consensus, and
besides, it exerts a positive influence on the perception of
platform public welfare responsibility.



8 Discrete Dynamics in Nature and Society

TABLE 5: Reliability and convergent validity analysis.

Factor Index Standard load AVE CR a

CEB1 0.82
CEB2 0.86

Customer extra-role behavior (CEB) CEB3 0.87 0.733 0.932 0.932
CEB4 0.89
CEB5 0.84
PWRI1 0.91
PWR2 0.95

Public welfare responsibility (PWR) PWR3 0.93 0.775 0.945 0.946
PWR4 0.82
PWR5 0.78
SI1 0.84

Service identity (SI) SI2 0.90 0.781 0.915 0.913
SI3 0.91
BER1 0.90
BER2 0.93

Business ethical responsibility (BER) BER3 0.92 0.77 0.944 0.944
BER4 0.83
BERS5 0.80
ICP1 0.87
. 1CP2 0.92

Interest consensus perception (ICP) 1CP3 0.85 0.75 0.923 0.923
ICP4 0.82

TABLE 6: Discriminant validity.

PWR BER ICP CEB SI
PWR 0.880
BER 0.536 0.877
ICP 0.485 0.552 0.866
CEB 0.626 0.637 0.703 0.856
SI 0.542 0.552 0.565 0.694 0.884

TaBLE 7: Recommended value and actual value of model fitting index.

Fitting index ledf RMSEA GFI AGFI CFI NFI
Recommended value <3 <0.08 >0.80 >0.80 >0.90 >0.90
The value of this study 2.83 0.07 0.873 0.839 0.956 0.933

TaBLE 8: Standardized structure estimation of research model.

Hypotheses Standardized estimate =~ SE CR P value
Platform public welfare responsibility — customer extra-role behavior 0.21 0.039  4.657 *
Service identity — customer extra-role behavior 0.29 0.053  5.808 * ok ok
Interest consensus perception — customer extra-role behavior 0.34 0.041  7.026 *
Platform business ethical responsibility — customer extra-role behavior 0.18 0.039  3.787 s
Platform business ethical responsibility — service identity 0.24 0.045 4.255 *
Platform public welfare responsibility — service identity 0.26 0.044  4.888 % *
Interest consensus perception — service identity 0.3 0.045  5.347 * ok k
Platform business ethical responsibility — interest consensus perception 0.41 0.055  7.290 * k%
Platform public welfare responsibility — interest consensus perception 0.26 0.056  4.820 sk ok
Platform business ethical responsibility — platform public welfare responsibility 0.54 0.047 10.971 % =
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TaBLE 9: Hypothesis test results.

Hypothetical content Result
Hla Platform public welfare responsibility has a positive impact on customer extra-role behavior Accept
H1b Platform public welfare responsibility has a positive impact on perception of consensus of interests Accept
Hlc Platform public welfare responsibility has a positive impact on service identity Accept
H2 Service identity has a positive impact on customer extra-role behavior Accept
H3a Perception of consensus of interests has a positive impact on customer extra-role behavior Accept
H3b Perception of consensus of interests has a positive impact on service identity Accept
H4a Platform business ethical responsibility has a positive impact on customer extra-role behavior Accept
H4b Platform business ethical responsibility has a positive impact on service identity Accept
H4c Platform business ethical responsibility has a positive impact on perception of consensus of interests Accept
H4d Platform business ethical responsibility has a positive impact on platform public welfare responsibility Accept

4. Conclusion and Suggestions

4.1. Research Results and Explanation. Through question-
naire design, data collection, and model construction, 10
validation results were obtained, as shown in Table 9. This
paper will explain the following assumptions and then find
out the key factors that affect customer extra-role behavior
based on the results of data analysis.

This paper studies the influencing factors of customer
extra-role behavior from four aspects: public welfare re-
sponsibility, business ethical responsibility, interest con-
sensus perception, and service identity.

(1) The hypothesis that the public welfare responsibility
of platform has a positive impact on customer extra-
role behavior (Hla) is established. The hypothesis
that the public welfare responsibility of platform has
a positive impact on the perception of consensus of
interests (H1b) is established. The hypothesis that the
public welfare responsibility of platform has a pos-
itive impact on service identity (H1c) is established.

Corporate social responsibility usually refers to a
series of activities in which the platform completes its
obligations to the social environment, investors, and
other stakeholders. The main motivation for plat-
form to undertake social responsibility is that pos-
itive social responsibility perception can bring huge
potential benefits. When the platform actively fulfills
its social responsibility and completes the environ-
mental protection or the performance of stake-
holders, consumers will have a positive attitude
towards the whole platform and its products or
services when they feel the corporate social re-
sponsibility. Consumers will perceive the consistent
interests of themselves with the platform and
eventually produce more customer extra-role
behavior.

(2) The hypothesis that service identity has a positive
impact on customer extra-role behavior (H2) is
established.

Consumers will be satisfied when they think the
products or services provided by the platform are
valuable or useful. This positive attitude will make
consumers form a good impression of the whole
platform and even produce a sense of identity. Under

the combined effect of these positive attitudes and
other factors, consumers will have spontaneous
behaviors beyond the role of recommendation, ad-
vice, and loyalty.

(3) The hypothesis that perception of consensus of in-

terests has a positive impact on customer extra-role
behavior (H3a) is established. The hypothesis that
perception of consensus of interests has a positive
impact on service identity (H3b) is established.

When consumers perceive that some aspects of their
personal identity coincide with enterprise values, or
can benefit at the same time, users will have a sense of
identity with the platform. The stronger the sense of
identity is, the easier it is to maintain close psy-
chological connection with the brand and promote
the emergence of customer extra-role behavior. The
consistency between the platform and consumers’
self-interest makes consumers believe that the be-
havior of the platform is not only for profit but also
increases consumers’ welfare. This makes consumers
more supportive of the platform and think that the
products or services provided by the platform are
more useful and satisfied.

(4) The hypothesis that platform business ethical re-

sponsibility has a positive effect on customer extra-
role behavior (H4a) is established. The hypothesis
that platform business ethical responsibility has a
positive effect on service identity (H4b) is estab-
lished. The hypothesis that platform business ethical
responsibility has a positive effect on the perception
of consensus of interests (H4c) is established. The
hypothesis that platform business ethical responsi-
bility has a positive impact on platform public
welfare responsibility (H4d) is established.

Corporate business ethical responsibility is the
forerunner of enterprise’s public welfare responsi-
bility, which expresses the consistency between en-
terprise’s behavior and the values expected by the
public. Consumers will evaluate the enterprise from
the perspective of values and form different emotions
about the brand, products, and services. When the
platform has strict self-requirements, acts in accor-
dance with the law and does not touch the moral
bottom line, consumers can perceive the consistency
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of their own interests and platform interests and then
have a positive impact on customer extra-role
behavior.

4.2. The Significance of Management. In recent years, cor-
porate social responsibility and corporate ethics have been
paid more and more attention, and customer extra-role
behavior plays an increasingly important role in the de-
velopment of enterprises. Considering the background of
The Times, digital technologies represented by Big Data,
cloud computing, Internet of things, and artificial intelli-
gence are increasingly penetrating into traditional enter-
prises and Internet platforms. This creates new opportunities
for the transformation and upgrading of traditional enter-
prises and the reform of existing platforms. For platforms, to
achieve high-quality development, they need to win more
extra-role behaviors of consumers and maintain a long-
term, harmonious, and stable relationship with them. For
consumers, enterprises actively fulfill their social responsi-
bilities, and strict self-requirements will become an im-
portant strategy to win recognition and trust.

4.2.1. The Internet Platform Should Improve Its Moral
Requirements to Achieve High-Quality Development in the
Digital Economy. Digital economy has become an impor-
tant driving force of industrial transformation and
upgrading and also the commanding height of a new round
of global industrial competition. In the era of digital
economy, traditional enterprises are transforming to the
Internet platform and the sinking of consumer market to
expand the growth space of network consumption. In this
wave, the platform needs to obtain sustainable and stable
development power and nonreplicable competitive advan-
tage, at the same time; it also requires strict self-discipline to
achieve high-quality development.

With the development of the market economy, the
emergence of unfair competition and monopoly makes the
business ethics behavior of platform enterprises show more
and more important practical significance. Business ethics is
the business practice and code of conduct that the platform
should abide by. While creating economic benefits and
pursuing profit maximization, the platform should always
abide by law, be honest and trustworthy, and protect the
interests of consumers. Platform enterprises should perfect
their user feedback information system, strengthen the self-
discipline, and consider their self-morality during the
business promotion. Only in this way can it conform to the
rational and healthy competitive environment of the market.
From the calculation results, it can be seen that consumers
are more inclined to the platform with higher moral re-
quirements and will cultivate positive emotions such as
loyalty and identification to the platform in the process of
transaction cooperation. This will help enterprises gain
competitive advantage and improve brand value in fair
competition.

In addition to the active constraints of the platform itself,
government departments should also strengthen the su-
pervision of the platform operation, improve the relevant
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laws and regulations, create a healthier development envi-
ronment for the Internet platform, improve the economic
benefits of the platform, and promote the value-added of the
overall value to achieve a win-win situation between the
platform itself and its stakeholders. Platform enterprises
should establish and perfect their property isolation systems
and strengthen the review and penalty of illegal behaviors on
platforms.

4.2.2. The Platform Should Pay Attention to Customer
Extra-Role Behavior. At present, there are more and more
antiunfair competition and antimonopoly censorship and
supervision on the Internet platform to maintain the market
order of fair competition. In this case, the Internet platform
should strive for customer extra-role behavior so as to get
consumers’ recognition, rather than just let consumers have
the intention of continuing to use.

From the calculation results, customer extra-role be-
havior shows consumers’ positive emotions in loyalty,
identity, and self-realization. On one hand, these behaviors
not only create a good image for the enterprise but also give
the enterprise the ability to alleviate and resist the crisis. On
the other hand, it stimulates the innovation of platform
products and services and improves other consumers’
perception of platform value. If consumers cannot produce
positive spontaneous behavior for the platform, it is very
easy for the platform to shift, and it is easier for consumers to
lose favour in the international cycle. Therefore, the platform
should motivate customer extra-role behaviors by means of
enhancing the perception of interest consensus and service
identification, find its own advantages and disadvantages
through consumers’ behavior, to carry out self-motivation
and improvement, and finally cultivate a strong sense of
global identity on the basis of local consumer identity. When
failing to directly gain interests from customers, enterprises
can indirectly seek for profits through customer extra-role
behaviors, which can help enterprises to improve their
products, recommend customers, and save the R & D and
marketing expenses.

4.2.3. The Platform Needs to Enhance the Awareness of
Actively Fulfilling Corporate Social Responsibility. When the
existing social norms cannot keep up with the emerging
technology behavior, the platform needs to bear certain
social responsibility. In recent years, consumers’ perception
of the platform not only stays in quality of products or
services but also the social responsibility of the platform will
affect consumers’ attitude towards the platform.

This paper concludes that social responsibility has a
positive impact on service identity, the perception of con-
sensus of interests, and customer extra-role behavior. A
good sense of social responsibility can build a close rela-
tionship between the platform and consumers. In addition,
the platform actively fulfilling its social responsibility can not
only improve its functional value but also enhance its social
value. Therefore, platform enterprises should fully realize the
role of social responsibility in maintaining the relationship
between platform and consumers, take social responsibility
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as an important part of development and reform, and un-
dertake their due obligations, so as to realize the sustainable
development of enterprises.

4.3. Research Prospects and Shortcomings. The deficiencies of
this paper and the future research focus on the following
three aspects: first, the scope of this empirical survey cannot
cover all kinds of Internet platforms. Although the appli-
cability of the index system on several types of platforms has
been preliminarily verified, it is still necessary to introduce to
more platforms for more extensive reliability, validity
evaluation, and universal applicability tests. Second, other
influencing factors of consumers’ out of role behavior need
to be further demonstrated, such as individual factors of
customers, short-term transactions, or relationship main-
tenance between customers and platforms. Third, there are
great differences in consumer behavior between Eastern and
Western consumers in different cultural backgrounds.
Therefore, it is of academic significance to conduct cross-
cultural research on the extra-role behavior of Eastern and
Western consumers.
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