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Social networks are the most extensively utilized online virtual communities. It is a technology platform that is currently used to
interact with other members of any virtual online community, including preserving social ties. This study is aimed at determining
the elements that influence the participation of water users in the online community. It suggests combining the commitment-trust
theory with the technology acceptance model (TAM) to include stakeholders, social networks, and transparency about content
and user perceptions to better understand the elements that influence the online community and user participation. A
questionnaire with a five-point Likert scale was issued to 1,000 community water consumers, and the researcher received 627
valid responses. Data were collected using a basic random sampling technique with a sampling ratio of 14 villages.
Subsequently, descriptive statistics characterize the data (frequency distributions, percentages, averages, medians, and standard
deviations). Furthermore, PLS-SEM was utilized to study the interactions between variables and launch the conceptual model
via partial least square (PLS) path modeling. This study reveals that community water user engagement is founded on a
commitment-trust paradigm that acts as an effective role model for community participation behavior. The results and
consequences are discussed at length in the discussion section, which offers valuable recommendations. This article discusses
overcoming ethical divisions in community water management through increased communication between customers and
community water management teams using social media networks. Additionally, several elements contribute to the monitoring
and supervision advancement, boosting the openness of community water management.

1. Introduction

Online knowledge communities can aggregate fragmented
information and knowledge, enabling users to tap into a
large amount of easily accessible knowledge and expertise
through social media platforms. Social networking is critical
in today’s digital world. This means that technology can
assist everyone in more efficiently and successfully meeting
their social requirements. The best way to think about tech-
nology is to think of it as the materialization of socially
important activities [1]. However, spending a large amount
of time on the Internet could have a detrimental effect on
your mental health and well-being [2]. Through crowdsour-
cing and collaborative problem solving through social media
platforms, online knowledge communities can aggregate dis-
parate pieces of information and knowledge, enabling users

to tap into a large pool of readily available knowledge and
experience. Individuals can connect, learn, and collaborate
more effectively when participating in online communities,
as the costs of knowledge search and acquisition have
decreased [3]. These benefits will continue to accrue as long
as voluntary payments are made. The long-term viability of
online communities may be compromised if not all mem-
bers contribute significantly to developing and distributing
vital information in a technological context, rather than add-
ing frequently to the publicly and freely available online
knowledge base. For example, those who contribute infre-
quently to an online community comprise the bulk of its
membership [4]. It is critical to note that if knowledge con-
tributions decline, the value of the online community may be
questioned, resulting in a self-defeating cycle of decreased
engagement and membership attrition. Moreover, online
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community water user participation faces the same issue,
even more so when online community user involvement is
considered. A significant contributor to this problem is the
lack of participation of the community or the stakeholder.
By the way, this study will focus primarily on ethical issues.
Additionally, this is an enthralling subject because ethics is
intricately related to economic and social classifications.
This will have a detrimental effect on the economy of the
community and discourage participation. Increased involve-
ment has been found to help resolve ethical dilemmas
through the use of good governance and transparency tech-
nologies available through social networks today. According
to the evaluation [5], the “ethics” of the water supply com-
pany is a serious concern. Numerous articles call for the con-
vergence of good governance and business management to
create trust and deliver solutions. Also, Mansoor [6]
describes social networks as a form of governance as the pro-
cess of selecting, holding accountable, and removing govern-
ment officials; the safeguarding individual rights; and the
competence of the government to design and implement
policies. Effective government occurs when it addresses the
collective concerns of its constituents and meets their needs.
Participation is a necessary requirement for successful gov-
ernance. Salminen highlights the importance of fully imple-
menting good governance for the common good. Existing
research has examined user participation in online commu-
nities using a variety of theoretical frameworks, including
the technology acceptance model (TAM) and commitment
trust theory (CTT). The authors discover that user behavior
is significantly influenced by perceived usefulness, trust, and
self-efficacy. However, little attention has been paid to the
aggregate influence of an online community on user behav-
ior. A virtual community is made up of people who share
common interests. Tevapitak and Helmsing [7] explain
why stakeholders are a critical success factor in environmen-
tal management. They communicate with each other to
resolve issues, exchange ideas, and ask for assistance. Thus,
an individual member’s conduct might be influenced not
just by other water users’ incentives, such as perceived util-
ity, but also by the behavior of other members and the com-
munity. By the way, no previous study has investigated every
significant feature of a single workplace. They did not
attempt to determine the relationship between social net-
works, transparency, stakeholders, and the creation of com-
munity value in the community water industry. The goal of
this study is to investigate online community water user
engagement through the lenses of TAM and CTT. In partic-
ular, this investigation identified a previously unknown rela-
tionship between three factors: social media, transparency,
and stakeholders, all of which contribute to the engagement
of water users in the online community, significantly raising
the value of local goods and services. As a result, the follow-
ing research question was created:

RQ: how can online community water consumers be
encouraged to participate in order to improve management
ethics?

To answer this question, we conducted a review of the
existing literature and theoretical foundations. Subsequently,
the research model and hypotheses for the proposed study

are described. Next, we experimentally validate the suggested
model by applying it to a large dataset that we have com-
piled. Finally, we discuss how our research adds to theory
building and attempts to further our knowledge of how users
continue to participate in online community activities
through user engagement.

2. Theoretical Background

2.1. Community Water Supply Business. A literature review
of community water supply business community water is
determined. To begin with, public utilities operate under a
more traditional management model, with the government
constructing and managing all communities. It is a style of
bureaucratic management defined by a highly complicated
organizational structure. Additionally, Banister [8] explains
that central government policies were incompatible with
the context of each location, resulting in the community
water supply system’s being unable to address the commu-
nity’s desired issues. As mentioned by [9], a management
issue comprises the exercise of authority and responsibilities
in order to benefit specific groups of people in order to
obtain preferential access to water. Second, privatized utili-
ties are those that are subsidized by the government to be
managed by private companies. The benefit is that the orga-
nization is highly adaptable and self-managing. On the other
hand, Leviäkangas et al. [10] discovered issues with pricing
transparency and a lack of public sector checks and balances,
resulting in people not receiving equitable access to water
and selling at prices we could not verify. If this is the case,
private companies may be allowed to establish water delivery
prices without recourse to the public sector for a better deal.
Third, PPPs (public-private partnerships) are a modern
management paradigm that is well-suited to large-scale
infrastructure and public service projects across a variety of
industries. Operational costs are substantial and may be
insufficient if completely funded by the public sector. One
of these types of joint ventures, however, has several draw-
backs, one of which is governance. Formal investment pro-
jects are more challenging to organize than negotiating
with state-owned firms. Without a properly written and
implemented policy, the PPP will fail and become ineffec-
tive. This is because risk must be shared between the public
and private sectors [11, 12].

The purpose of this study was to identify strategies to
close some of the gaps in the current community water sup-
ply business by increasing online community water user
involvement, with a particular emphasis on the extent to
which water customers can participate via online communi-
ties. Because social networks have become more accessible,
the way online communities encourage users to participate
has changed.

2.2. Commitment-Trust Theory (CTT). When it comes to
long-term relationships between commercial partners, the
commitment-trust idea attempts to explain how they
emerge. According to the definition, commitment is defined
as the parties’ “continuous desire” to preserve a valuable and
critical relationship [13]. In other words, it is a set of needs
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to maintain a desired connection and avoid the breakdown
of a relationship. Confidence in the honesty and integrity
of another is a broad notion that refers to when one party
has faith in the honesty and integrity of another. Morgan
and Hunt [14] identified a total of five antecedent variables
(relationship termination costs, benefits, shared values, com-
munication, and opportunistic behavior), and five outcome
variables (acquiescence, proclivity to leave, cooperation,
functional conflict, and decision-making uncertainty) were
identified by [14], with commitment and trust serving as
key mediators between the antecedent variables and the out-
come variables. Furthermore, in competitive contexts, rapid
trust and mistrust encourage cooperation by quickly foster-
ing trust and distrust. In addition to that, Schiffling et al.
[15] discovered that social presence has an impact on trust
and participation. Morgan and Hunt [16] presented an evalu-
ation of the commitment-trust fundamental in the business
perspective that has aligned relationship marketing, despite
the fact that it is not a new concept. To be successful, it needs
three interconnected sets of characteristics: economic benefits,
practical collaboration, and the maintenance and long-term
sustainability of these links. Take a look at the relationship-
based competitive advantages (RBCAs) of growing relation-
ships, and you will see what I mean. The following is a
summary of what has been discovered through reviewing rel-
evant literature: a significant number of gaps have been
observed in prior studies on trust-commitment theory. It is
clear that no research has been done on water supply business
elements that promote improved collaboration that has been
uncovered via theory synthesis. This is the first andmost com-
prehensive research to focus exclusively on the water supply
business. Several ideas have been used to develop the terms
“social networking,” “stakeholder,” and “transparent.”

Most critically, no research has been conducted on the
extent to which water consumers may participate via online
communities, due to the fact that social media use is more
accessible than it was in the past, which implies that the
way online communities encourage user interaction now is
different than it was in the past.

2.3. Technology Acceptance Model (TAM). The TAM is a
behavioral model first established to understand computer
usage [17]. Because of its resilient features, the TAM is the
most often used model to characterize an individual’s adop-
tion of a particular information system. Davis [18] presented
the notion, which has since been used in an avalanche of
research to predict and explain why consumers accept or reject
information technology [19]. To this end, the TAM intro-
duced two new factors: perceived utility (PU) and perceived
ease of use (PEOU), which were significant predictors of atti-
tudes toward certain technologies. Davis [18] suggested that
new external factors be constructed to account for perceived
usefulness and perceived ease of use. The components PEOU
and PU, identified by [20] to be the most relevant in explain-
ing system usage, are the most significant in the model.
Although it is widely used, some researchers have suggested
that it is necessary to include additional variables to construct
a more robust model. Venkatesh and Davis [21] proposed the
removal of attitudes against a particular technology from their

planned expansion owing to the low predictive capacity of atti-
tudes toward that technology for behavioral intention and
actual system use. Many further investigations have supported
and substantiated the findings. Several research investigations
have been carried out on this subject [22]. Since a broad group
of people first used it, the TAM has been used in many tech-
nologies, in many locations, and with a wide range of different
control components. The study by [23] has shed more light on
that the TPB explains why people act the way they do, while
the TRA explains why people act the way they do. In their
carefully designed study, Yan [24] found that the technology
acceptance model enables scientists to better understand
how humans use technology. The model illustrates how peo-
ple’s perceptions of how valuable and convenient a new piece
of information technology is influencing their decision on
whether or not to adopt it. It has a well-deserved reputation
for being reliable [19]. Additionally, the authors pointed out
that the TAM is a comprehensive mediating model that pri-
marily accounts for the effect of PEOU on behavioral inten-
tion via the use of probability. TAM has a well-established
theoretical framework, significant research, and an inventory
of measuring scales that have been independently confirmed.
Third, due to prolonged research, the model has collected a
large amount of empirical data to support its explanatory pow-
ers and characteristics. Consequently, it is often the prevailing
paradigm for user acceptance of technological innovations.
According to the examination of relevant literature, the exist-
ing study on TAM should be argued with the commitment-
trust theory and the new principal constructs in this study.

3. Research Model and Hypotheses

As discussed previously in Sections 1 and 2, the existing com-
munity water supply industry has encountered a number of
administrative and management obstacles. To begin with, all
organized public, private, and public-private partnerships
have advantages and disadvantages, offer limited options,
and preclude independent businesses from competing. Sec-
ond, Figure 1 shows the research model developed to examine
the participation of water users in the online community
through the lens of TAM and CTT, which includes three con-
structs (social media, transparency, and stakeholders) that
reflect participation and behavior influence constructs.

3.1. Stakeholders. According to stakeholders or participants,
an actor’s influence within a network depends on the other
actors’ dependence on the resources they manage [25]. In
addition, stakeholders are a factor in the success of an infor-
mation system according to IS participation theory. Partici-
pants are subgroups of stakeholders who are invited to
participate in the creation and/or implementation of the
solution. Participants and stakeholders may vary in a num-
ber of ways. Additionally [26], it might be tough to pick
appropriate individuals from the makeup of the participat-
ing group. Multiple stakeholders are also becoming more
common in a new business model called the local innovation
business model, which is used in the community energy sec-
tor [27]. There may be a link between solution development
success and solution implementation success. Additionally,
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stakeholders are essential success elements because they pro-
duce substantial new information and insights about the
conditions, constraints, and opportunities of stakeholders.
Thus, we have the following hypotheses:

(i) H1. Stakeholders positively influence commitment

(ii) H2. Stakeholders positively influence trust

3.2. Social Network. Law et al. [28] provide a detailed analysis
of social media use and have a wide range of results, as well as
the implications of technology on behavior, experience, and
society. Besides, results reported by Franco & Carrier [29]
suggest that the usage of the internet has a psychological effect
on how we utilize technology and social media. The study also
found that social media influences social and economic dis-
parities, as well as other forms of use of the Internet. A social
network may be described as a collection of connections
between people, things, and events; due to the variety of rela-
tionship types, multiple networks can be built using the same
components [30]. When a firm develops an information tech-
nology system, the centralization of the network is a vital com-
ponent. Individuals in the network center have the ability to
control the flow of resources and associated knowledge. Indi-
viduals are not influenced by others; instead, they exert influ-
ence over their own authority and resource control inside an
organization. Czepiel [31] started integrating social network
notions into an organization’s diffusion model of technologi-
cal innovation. Additionally, social exchange theory is
employed in a variety of research [32] to explain how social
networks function in exchange for social benefits and commu-
nity support. Furthermore, significant favorable correlations
between the CTT and the social exchange theory (SET) for
cocreating brand value in the social commerce community
were observed. Businesses are increasingly promoting their
goods and services through social commerce. Therefore, the
research considers social networks to be significant. As a
result, we established the following hypotheses:

(i) H3. Social network positively influences stakeholders

(ii) H4. Social network positively influences transparency

3.3. Transparency. According to a survey of the literature, as
indicated in Table 1, a key challenge in the management of
the water supply company is ethics, with social and legal diffi-
culties inextricably linked to ethical issues. In their widely
acclaimed work, Zhao [33] discussed technological and social
network improvements can boost economic activity. Addition-
ally, because new technology has such a significant impact on
society, it is critical to have a robust governance system in place
to regulate it. To address this problem [5], we found multiple
publications suggesting that incorporating openness, good gov-
ernance, and social networks into the management process
could help resolve ethical difficulties and increase trust [34].
According to fascinating research [35], a leader’s optimism
and transparency increased followers’ perceptions of trust
and evaluations of the leader’s effectiveness. Numerous positive
relationships between transparency and trust have been estab-
lished to promote confidence in a leader or organization and to
illustrate that an ethical dilemma such as this may be resolved
via good administration. Therefore, the study considers trans-
parency to be critical. We thus have the following hypotheses:

(i) H5. Transparency positively influences commitment

(ii) H6. Transparency positively influences trust

3.4. Commitment. Trust not only has a direct effect on the
quality of relationships, but it also has an indirect effect
through CTT [14]. Commitment to a relationship is a term
that refers to an individual or organization’s continual desire
to maintain a mutually beneficial trade relationship [36].
Commitment to a relationship arises when an exchange
partner believes that maintaining the relationship is critical
and will require the greatest effort or commitment [37]. It
is crucial to keep in mind, however, that not all social inter-
actions culminate in trusting, committed partnerships. To
encourage commitment, the exchange partner must regard
the connection as substantial and worthwhile. That is, the
resources exchanged must add concrete value to the
exchange partner in order for reciprocity to be justified. Sev-
eral studies have explored the commitment and trust in
higher education, albeit with a limited sample size. Student
commitment to their institution is determined by perceived
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Figure 1: The research model.
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benefits of attendance, perceived similarity between the
school and students, faculty-student trust, and the quality
of communication between the students and the institution,
according to [38, 39]. This contributes to our understanding
of how relationships and communities affect customer
engagement behavior. The findings will contribute to a bet-
ter understanding of how to structure service organizations
to maximize service value and brand loyalty over time. Fur-
thermore, social media alters the dynamic between trust and
commitment [40]. As a result, hypotheses are expressed as
follows:

(i) H7. Commitment positively influences participation
intention

3.5. Trust. According to the CTT and related research, trust
is necessary for long-term relationship effectiveness. Fur-
thermore, Moorman et al. [13] have been associated with
other desirable attributes such as consistency, competence,
honesty, fairness, accountability, helpfulness, and compas-
sion. Individuals and institutions that exhibit these charac-
teristics are more likely to be viewed as trustworthy. This
results in the formation of stronger interpersonal ties, a
greater likelihood of reciprocal “good faith” behavior, and,
ultimately, a greater likelihood of building high-quality rela-
tionships. According to [41], in higher education, new stu-
dents view students who receive trust directly from
institutions via social media as trustworthy. Nonetheless,
trust is impacted by an individual’s faith in the government,
which is decided by the importance of event attachment in
creating ties between them. Their faith in the government
encapsulates their support [42]. The emotional reactions to
a particular incident have an effect on their actions, atti-
tudes, and support. The social exchange theory and research
on its application show how rewards, costs, and trust affect
solver participation. Numerous studies have proven a link
between the notion of social exchange, involvement, and
trust. The following hypothesis is stated in this manner:

(i) H8. Trust positively influences commitment

(ii) H9. Trust positively influences participation
intention

3.6. Participation Intention and Participation Behavior. You-
safzai et al. [43] discovered that three main characteristics
contribute to TAM’s popularity. The TAM was developed
expressly for information technology and is a great tool to
analyze and forecast the adoption of a wide variety of tech-
nologies by a large user population in a variety of organiza-
tional structures, cultural settings, and degrees of
competence. Then, the TAM is based on a well-established
theoretical framework, extensive research, and an inventory
of independently confirmed measurement scales. Afterward,
Lee et al. [19] discussed how the TAM has amassed a sub-
stantial amount of empirical data to support its explanatory
power and characteristics as a result of extensive research.
Technology also fosters interaction and reintroduces indi-
viduals to their communities as members [44]. As a result,
it is often the dominant paradigm for determining user
approval of technical advancements. The TAM focuses on
computer users as role models and demonstrates how they
can embrace and adopt new technologies. It is intended to
forecast user acceptance of new technologies. Models of
technology adoption are frequently used to generate predic-
tions [20]. This implies that there are only two factors that
influence the user’s computer system’s acceptance. Two fac-
tors that influence computer adoption are the system’s per-
ceived utility and simplicity of use. In the TAM, a positive
attitude toward the system is fostered by users’ feelings and
perceptions of its utility. As indicated previously, it is per-
ceived usefulness (PU) in terms of increasing their own per-
formance. Additionally, consumers perceive and believe that
the system is simple to use. Perceived ease of use refers to the
perception that no effort is required to realize that the sys-
tem is still useful. As a result, the following hypotheses exist:

(i) H10. Participation intention positively influences
participation behavior

4. Research Methodology

4.1. The Scope of Survey. According to the population statis-
tics report for 2021, almost 80% of the residents of Nakhon
Phanom province used community water supplies. Addi-
tionally, the report stated that the Phanom district was
experiencing issues with the quality of water used for domes-
tic use, particularly in the Na Thon Subdistrict (2,584
houses), which is not served by the Provincial Waterworks.
A simple random sampling approach was adopted for this
study based on the sampling ratio of 14 villages (every village
in the Na Thon Subdistrict was sampled), which included all
samples living in the study region for at least 12 months.
This means that samples were taken from all communities
in the Na Thon Subdistrict. The questionnaire (see Supple-
mentary Information) was used to collect data from individ-
uals who expressed an interest in participating.

Table 1: Demographic data of main testing respondents, total
(N = 627).

Characteristics Values Frequency
Percent
(%)

Gender
Male 269 42.9

Female 358 57.1

Age (years)

18-30 101 16.1

30-40 182 29.0

41-50 187 29.8

>50 157 25.0

Education

<bachelor 446 71.1

Bachelor 148 23.6

>bachelor 33 5.3

Community water usages
(years)

<5 38 6.1

5-10 128 20.4

11-15 79 12.6

>15 382 60.9
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4.2. Questionnaire Design. The questionnaire consisted of 21
items extracted from the relevance synthesized in 7 con-
structs. Each family was instructed to return it to a return
box located in an easily accessible location, such as the vil-
lage multipurpose facility. The Taro Yamane formula was
used to determine the required number of samples. It con-
sidered 2,584 homes and the allowable margin of error, e =
0:05. According to estimates, the sample size should have
been 347 respondents, which is what was required to collect
this research, but thanks to the incredible participation of
communities, we received 627 respondents (180%), provid-
ing sufficient data to proceed to the next level to evaluate
the model and the research hypothesis. The research model’s
hypotheses are demonstrated quantitatively. The following
sections comprise the following questions: gender and age
(in years), degree of education, and the time they want to
use the common water supply must be provided. There are
factors affecting the degree to which thriving communities
collaborate. How well communities collaborate is contingent
upon how well communities collaborate.

4.3. Data Testing and Institutional Review Board: IRB. Data
collection is done through surveys. Individuals in the commu-
nity can complete them and return them at a suitable time.
This study sampled fourteen villages, one from each village
in the Na Thon Subdistrict. The number of villages selected
was determined by the number of residents in the research
region for at least 12 months. To guarantee that all questions
are legitimate, the Ethics Review Committee of Mahidol Uni-
versity considered study methods and research equipment.
The Institutional Review Board of Mahidol University autho-
rized the questionnaire and assigned it the approval number
MU-CIRB 2021/362.1108. The original document was printed
in 1,000 copies and delivered to each household’s mailbox on
even-numbered days between October 1 and October 31,
2020, following pilot testing and refinement to ensure the
questionnaire was accurate. The sampling ratio for each village
in the study area was derived from the sample size of all resi-
dents in the study zone. Participants in this study completed
627 questionnaires. They double-checked to ensure that they
were all correct.

4.4. Statistical Data Analysis. The questionnaire data was
imported and cleaned up for use in the structural equation
modeling (SEM) testing process. It will be utilized to per-
form partial least squares-structural equation modeling
(PLS-SEM) using the SmartPLS 3.3.0 software [45], which
will contain the measurement model, structural model, and
model fit [46], as described in Section 5. Following the col-
lection, processing, and analysis of questionnaire data in
Section 5, the final step of the research is to examine descrip-
tive and inferential statistical analysis, which will be
reviewed and explained in Section 6. Then, they will be more
comprehensible and precise. In order to assess the reliability
and validity of the research model and questionnaire,
SmartPLS is being utilized to assess some of the least square
datasets that have been obtained. Specifically, this approach
was selected for this inquiry because it is an element-based
statistical tool for creating causal models that may be applied

to the research topics under consideration [47]. The PLS is a
structural equation modeling approach that evaluates both
measurement data and structural models in a single phase,
saving time and effort. Compared to covariance-based SEM
approaches such as LISREL, we chose PLS since it needs a
lower sample size and indicator distribution, while also
being more accurate in its estimations [48–50]. An iterative
two-stage data analysis approach is used to analyze the reli-
ability and validity. The first stage analyzes the measurement
model’s reliability and validity of the measurement model.
Then, the structural model is tested to see whether it can
represent a hypothetical connection as closely as possible.

5. Results

5.1. Descriptive Analysis. Table 1 presents the demographic
characteristics of 627 community water users, explaining
that the proportion of male participants represented 42.9%
of the population, while 57.1 percent of the participants were
women. The majority of respondents (60%) were aged
between 30 and 50 years old. When considering education
level, it was found that almost 71% of the participants had
a qualification lower than a bachelor’s degree. Finally, con-
sidering the community water usage experience, approxi-
mately 61% of the total participants have had community
water usage experience for more than 15 years. The data
used in this study came from those who had lived in areas
that had used community water since birth, and there was
a statistically appropriate distribution in each group in terms
of gender and age in order to be able to survey the situation.
There is a strong correlation between the factors that affect
the research objectives.

5.2. The Measurement Models. According to the approach
[50], we got Cronbach’s alpha scores of between 0.778 and
0.820 during the assessment of the proposed research model,
which is above the acceptable threshold of 0.7. A composite
reliability (CR) was calculated using the model’s internal
consistency testing results, and a score of 0.869–0.893 was
obtained, which is acceptable since it is above the 0.70
threshold. The extracted average variance (AVE) should
have convergent validity greater than 0.50, and the model
output provided AVE values between 0.689 and 0.736.
Table 2 contains particular information. Additionally,
Table 3 provides information on the validity and reliability
of the responses obtained from question items, including
the median, mean, standard deviation, loading, and variance
inflation factor (VIF). Each of the 21 questions is open-
ended. The two parts include questions about general char-
acteristics and questions about the proposed model. A score
must also have a Cronbach alpha value greater than 0.7.
Cronbach’s alpha of 0.970 confirmed the questionnaire’s
reliability and validity as follows: standard deviations range
from 0.626 to 0.854, with the mean being 3.829 to 4.155.
The chart shows that factor loading values ranging from
0.764 to 0.879 are greater than the allowed threshold of
0.70. Outside VIF scores vary from 1.533 to 2.163, with a cri-
terion of less than five, as shown in Table 3. As a result, the
fact that all predictive variables have an association
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coefficient of less than 5 [51, 52] explains why they are all
appropriate. As a result, no variable used in this investiga-
tion to construct predictions was multicollinear.

Additionally, we assessed the model’s discriminant validity
by Fornell & Larcker [53]. Each diagonal value inside a con-
struct must be more than the total of the column values, with
a minimum of 0.70. For example, in commitment (CO), the
square root of AVE equals 0.847, which is more than the corre-
lation with the other constructs, which varied between 0.511
and 0.636. As such, the research model meets the definition of
a model. The Fornell-Larcker criteria produce the results sum-
marized in Table 4. Additionally, discriminant validity testing
has gained widespread acceptance as a criterion for analyzing
latent variable connections. Two of the most commonly used
techniques for demonstrating discriminant validity are the
Fornell-Larcker criteria and cross-loading analysis. Table 5 also
shows another way to use the multitrait-multimethod matrix,
which is called the “Heterotrait-Monotrait ratio (HTMT).”The
term “HTMT” denotes the total of the cross-variable correla-
tions of all indicators. As suggested by [54], the HTMT should
be less than 0.85; all conditions are satisfied based on the read-
ings in Tables 2–5, confirming discriminant validity.

5.3. Structural Model. After obtaining acceptable results from
the prior evaluation, we used SmartPLS 3.3.0 to undertake
hypothesis testing and goodness of fit (GoF). The hypotheses
underlying the suggested research model discussed in Section
3.2 are tested in this section. We used a bootstrapping
approach to 5,000 samples as suggested by Hair et al. [49]
resamples with a significance level of 0.05 for the path coeffi-
cient, the t value, and p value. Acceptance conditions for the
path coefficient (β) (>0.10), t value (>1.96), and p value
(<0.05) are, respectively, [48–50]. As a result, the findings
indicate that all the remaining hypotheses have been accepted:
H1, H2, H3, H4, H5, H6, H7, H8, H9, and H10. Table 6 sum-
marizes the findings, and Figure 2 depicts the model’s output
with an indication of hypothesis testing from the SmartPLS
application. In terms of model fit, we received a goodness of
fit (GOF) score of 0.494.

5.4. Model Fit. As discussed in Section 5.2, the findings of
each construct included in the proposed model have been

presented. The findings of the structural model using
SmartPLS have been examined in this part, utilizing data from
all constructions of the proposed model, as shown in Figure 2.
The results of the structural model using SmartPLS are pre-
sented in Table 6. In a research model, the model fit is com-
prised of the following three components: first and foremost,
the coefficient of determination (R2) is unacceptable when it
is less than 0.19, poor when it is between 0.19 and 0.33, mod-
erate when it is between 0.33 and 0.67, and excellent when it is
greater than 0.67 [47]. Amoderate influence is exerted by all of
the components. CO, PB, PI, SO, ST, TA, and TR are around
0.718, 0.689, 0.736, 0.705, 0.698, 0.731, and 0.729. Second,
standardized root refers to square residual (SRMR), and it
should not be greater than 0.080 in order to be considered nor-
malized [48–50]. This results in an acceptable value of 0.065
for the calculation result. The goodness of fit (GoF) is a mea-
sure of how well a model fits its data. As shown in (1), it can
be classified as low (less than 0.10), small (between 0.10 and
0.25), moderate (0.25–0.36), or high (more than 0.36).
Depending on this output, it is using the same measurement
method as [70–72]. This results in a high level of GoF, which
is 0.494. The result of GoF can be determined using equation
(1) provided in the following:

GoF =
ffiffiffiffiffiffiffiffiffiffiffiffiffiffiffiffiffiffi

R2 × AvE
p

=
ffiffiffiffiffiffiffiffiffiffiffiffiffiffiffiffiffiffiffiffiffiffiffiffiffiffi

0:342 × 0:715
p

=
ffiffiffiffiffiffiffiffiffiffiffi

0:244
p

= 0:494:
ð1Þ

6. Discussion

This section will elaborate on comparisons between a pro-
posed research model and prior research works, as well as
their implications for theories and practice, based on the
findings.

6.1. Analyzed Results. The results of the PLS algorithm reveal
unequivocally that the three new variables included in the
study, stakeholders (ST), transparency (TP), and social
media network (SO), strongly correlate with and promote
commitment (CO) and trust (TR). When commitment
(CO) and trust (TR) are evaluated, participation intentions
and behavior can be predicted. The hypothesis accepted all
the findings and interpreted all the links as true, which cor-
responded to the number of reviews of the literature
reviewed previously in the second session. The following
relationship exists between the PLS algorithm’s results: to
begin with, online social media networks that have evolved
into technology-based platforms, such as Facebook, Insta-
gram, and WhatsApp, encourage participation in social
communities, which promotes transparency and also facili-
tates communication among all stakeholders. As can be seen
from the present, complaints about any product or service
obtained by individuals in the public or private sector will
be used to publish messages or video clips on social media
with the option of tagging someone whose organization is
primarily responsible for that product or service. As a result,
this provides an impression of rapid access to problem
solving compared to the past, when individuals were
required to draft a complaint letter while performing several

Table 2: Establish the reliability and validity.

Constructs
Item
code

Cronbach’s
alpha (>0.70)

Composite
reliability (CR)

(>0.70)
AVE
(>0.50)

Commitment CO 0.804 0.884 0.718

Participation
behavior

PB 0.778 0.869 0.689

Participation
intention

PI 0.820 0.893 0.736

Social media
networks

SO 0.791 0.877 0.705

Stakeholders ST 0.783 0.874 0.698

Transparency TA 0.816 0.891 0.731

Trust TR 0.815 0.890 0.729

7Human Behavior and Emerging Technologies



T
a
bl
e
3:

T
he

re
lia
bi
lit
y
an
d
va
lid

it
y
of

th
e
re
su
lts
.

C
on

st
ru
ct

Q
ue
st
io
n
it
em

s
M
ea
n

S.
D
.

Lo
ad
in
g
(>
0.
70
)

V
IF

(<
5.
00
)

A
da
pt
ed

fr
om

C
om

m
it
m
en
t

C
O
1

Y
ou

ar
e
al
w
ay
s
w
ill
in
g
to

he
lp

w
it
h
co
m
m
un

it
y
ev
en
ts
.

4.
05
6

0.
75
5

0.
86
6

1.
78
8

([
55
];
[5
6]
;[
57
])

C
O
2

Y
ou

ar
e
pr
ou

d
to

be
a
co
m
m
un

it
y
m
em

be
r.

3.
95
2

0.
76
7

0.
85
6

1.
80
3

C
O
3

Y
ou

be
lie
ve

th
at

it
is
im

po
rt
an
t
to

bu
ild

an
d
m
ai
nt
ai
n

po
si
ti
ve

re
la
ti
on

sh
ip
s
w
it
h
lo
ca
la
ge
nc
ie
s.

3.
82
9

0.
82
9

0.
76
4

1.
63
4

P
ar
ti
ci
pa
ti
on

be
ha
vi
or

P
B
1

Y
ou

th
in
k
pa
rt
ic
ip
at
io
n
sh
ou

ld
be

ea
sy

an
d
pl
ea
sa
nt
.

4.
10
4

0.
80
9

0.
87
9

1.
60
6

([
58
];
[5
9]
)

P
B
2

Y
ou

th
in
k
th
at

on
lin

e
co
m
m
un

ic
at
io
n
m
ig
ht

be
m
or
e
co
nv
en
ie
nt
.

4.
13
1

0.
82
7

0.
87
5

1.
73
0

P
B
3

Y
ou

co
m
m
un

ic
at
e
w
it
h
yo
ur

co
lle
ge

fr
eq
ue
nt
ly

vi
a
on

lin
e
co
m
m
un

ic
at
io
n.

3.
99
4

0.
79
5

0.
81
8

1.
53
3

P
ar
ti
ci
pa
ti
on

in
te
nt
io
n

P
I1

Y
ou

th
in
k
th
at

co
m
m
un

it
y
co
lla
bo
ra
ti
on

as
su
re
s
th
e
su
cc
es
s
of

al
l

co
m
m
un

it
y
ac
ti
vi
ti
es
.

4.
04
1

0.
81
7

0.
85
5

2.
16
3

([
60
];
[6
1]
;[
62
])

P
I2

Y
ou

th
in
k
co
m
m
un

it
y
co
lla
bo
ra
ti
on

is
go
od

.
4.
01
6

0.
80
8

0.
84
8

2.
11
2

P
I3

Y
ou

th
in
k
a
jo
yf
ul

co
m
m
un

it
y
ca
n
de
ve
lo
p
an
d
pr
om

ot
e
lo
ca
lg

oo
ds

an
d
se
rv
ic
es
.

4.
03
7

0.
76
4

0.
83
8

1.
56
6

So
ci
al
m
ed
ia
ne
tw
or
ks

SO
1

Y
ou

ar
e
al
w
ay
s
on

so
ci
al
m
ed
ia
.

3.
84
1

0.
82
2

0.
84
7

1.
67
0

([
63
];
[6
4]
)

SO
2

Y
ou

us
e
so
ci
al
m
ed
ia
to

st
ay

in
fo
rm

ed
an
d
co
nn

ec
t
w
it
h
lo
ve
d
on

es
.

4.
09
4

0.
71
6

0.
85
5

1.
73
3

SO
3

Y
ou

th
in
k
so
ci
al
ne
tw
or
ks

m
ak
e
lif
e
ea
si
er
.

4.
15
5

0.
62
6

0.
81
4

1.
60
7

St
ak
eh
ol
de
rs

ST
1

Y
ou

th
in
k
br
in
gi
ng

pe
op

le
to
ge
th
er

fo
r
ac
ti
vi
ti
es

he
lp
s
th
e
co
m
m
un

it
y’
s
im

ag
e.

4.
01
9

0.
72
3

0.
86
4

1.
83
4

([
65
];
[6
6]
;[
67
])

ST
2

Y
ou

th
in
k
th
at

lo
ca
la
nd

co
m
m
un

it
y
ac
ti
vi
ti
es

he
lp

th
e
co
m
m
un

it
y’
s

co
he
si
ve
ne
ss

an
d
ec
on

om
ic
w
el
l-
be
in
g.

3.
93
9

0.
76
6

0.
82
8

1.
57
5

ST
3

Y
ou

th
in
k
it
is
vi
ta
lt
o
sh
ar
e
re
sp
on

si
bi
lit
y
fo
r
th
e
co
m
m
un

it
y
an
d
en
vi
ro
nm

en
t.

4.
06
4

0.
79
4

0.
81
1

1.
58
3

T
ra
ns
pa
re
nc
y

T
P
1

T
he

co
m
m
un

it
y
sh
ou

ld
kn

ow
an
d
un

de
rs
ta
nd

th
e
ru
le
s
be
fo
re

th
ey

ar
e

im
pl
em

en
te
d,

yo
u
be
lie
ve
.

4.
06
2

0.
83
4

0.
86
3

1.
85
2

([
68
];
[6
9]
)

T
P
2

Y
ou

th
in
k
ev
er
yo
ne

sh
ou

ld
co
ns
id
er

pu
bl
ic
to
pi
cs

lik
e
in
co
m
e
an
d
ex
pe
ns
es
.

4.
12
1

0.
85
4

0.
86
2

1.
96
3

T
P
3

Y
ou

th
in
k
pu

bl
ic
ag
en
ci
es

sh
ou

ld
sh
ar
e
ac
cu
ra
te

da
ta

in
an

ea
sy
-t
o-
re
ad

fo
rm

at
.

4.
07
2

0.
81
6

0.
84
0

1.
67
9

T
ru
st

T
R
1

Y
ou

ca
n
di
sc
us
s
yo
ur

co
nc
er
ns

w
it
h
m
em

be
rs

of
th
e
co
m
m
un

it
y.

3.
84
2

0.
81
8

0.
83
2

1.
71
6

([
61
];
[1
4]
)

T
R
2

Y
ou

kn
ow

th
at

m
os
t
pe
op

le
in

th
e
co
m
m
un

it
y
w
ill

go
ou

t
of

th
ei
r
w
ay

to
he
lp

ot
he
rs
.

3.
95
1

0.
81
4

0.
85
9

1.
80
2

T
R
3

Y
ou

tr
us
t
th
at

co
m
m
un

it
y
m
em

be
rs

w
ill

al
w
ay
s
he
lp

yo
u.

3.
85
8

0.
84
8

0.
86
9

1.
90
0

8 Human Behavior and Emerging Technologies



responsibilities. Second, communities now have a useful
instrument in the form of a social media network that
enables more transparent (TR) management. This would
boost any firm’s internal commitment (CO) and trust
(TR). Finally, the intention of the community to participate
increases as a result of commitment (CO) and trust (TR).
This improves the community’s willingness to participate,
which in turn supports increased participation in all com-
munities and groups.

6.2. Theoretical Implications. This research study expands
the scope of the investigation and clarifies the relationships
between the numerous input variables by relying on theories
to predict the results, resulting in notable findings and new
knowledge for future research projects as follows.

To begin, this research sought to expand the TAM by
incorporating elements of trust and commitment from trust-
commitment theory, as well as the TAM’s perceiving utility
(PU) and perceived ease of use (PEOU). The three new vari-
ables identified in this study, stakeholders (ST), transparency
(TP), and social media network (SO), all significantly correlate
with and encourage commitment (CO) and trust (TR),
followed by favorable support for participation intention and
growing participation behavior. This results in the develop-
ment of a novel conceptual paradigm to understand the par-
ticipation of users in the online community.

Second, this research is aimed at generating new knowl-
edge and conclusions by introducing theoretically correlated
variables that are likely to be promoted in order to integrate
knowledge from related theories: TAM and CTT. This work

Table 5: Heterotrait-Monotrait ratio (HTMT).

Constructs CO PB PI SO ST TA TR

Commitment

Participation behavior 0.630

Participation intention 0.783 0.607

Social media networks 0.677 0.574 0.637

Stakeholders 0.787 0.725 0.841 0.657

Transparency 0.738 0.568 0.803 0.609 0.781

Trust 0.688 0.570 0.644 0.841 0.667 0.628

Table 6: Results of the structural model.

Hypothesis Path
Path coefficient (β)

(>0.10)
t value
(>1.96)

p value
(<0.05)

Inner VIF
(<5) Decision

H1 Stakeholders->commitment 0.325 7.354 0.000 1.825 Supported

H2 Stakeholders->trust 0.352 8.015 0.000 1.637 Supported

H3 Social media networks->stakeholders 0.519 14.260 0.000 1.000 Supported

H4 Social media networks->transparency 0.493 12.940 0.000 1.000 Supported

H5 Transparency->commitment 0.271 6.958 0.000 1.768 Supported

H6 Transparency->trust 0.294 6.056 0.000 1.637 Supported

H7 Commitment->participation intention 0.496 12.690 0.000 1.451 Supported

H8 Trust->commitment 0.244 5.806 0.000 1.515 Supported

H9 Trust->participation intention 0.251 5.467 0.000 1.451 Supported

H10
Participation intention->participation

behavior
0.499 14.130 0.000 1.000 Supported

Table 4: Fornell-Larcker criterion.

Constructs CO PB PI SO ST TA TR

Commitment (CO) 0.847

Participation behavior (PB) 0.511 0.830

Participation intention (PI) 0.636 0.499 0.858

Social media networks (SO) 0.543 0.456 0.513 0.840

Stakeholders (ST) 0.624 0.573 0.671 0.519 0.835

Transparency (TA) 0.599 0.466 0.657 0.493 0.624 0.855

Trust (TR) 0.557 0.457 0.528 0.956 0.536 0.514 0.854
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adds to our understanding of the conceptual model for con-
trolling online involvement in any community by explaining
and demonstrating their connection using internationally
accepted advanced statistical methodologies.

Finally, this research updated and maintained the origi-
nal TAM to reflect the changing environment by including
crucial variables such as stakeholders (ST), transparency
(TP), and social media networks (SO). These three addi-
tional variables were developed after an examination of per-
tinent literature and theories. This article presents the
experiments that will be conducted to support the claims
and demonstrate that the study is vital to understanding
online community user engagement.

6.3. Practical Implications. This research study provides
actionable insights into the participation of online commu-
nity through participatory management, which incorporates
management by allowing individuals within the company or
those participating in the decision-making process to partic-
ipate. Management must demonstrate innovation and skill
to achieve objectives or resolve the numerous issues that
arise due to joint management. This has several benefits
for both the public and private sectors.

To begin with, this research study introduces online
community involvement that can be utilized to record and
distribute relevant information for community engagement
and cooperation rapidly and simply. Because social media’s
ability to disseminate information rapidly and completely
about breaking news or significant events is two ways, I
believe this can improve efficiency. There is a technique for
administering departments that is efficient and is transpar-
ent and always available for inspection by all parties. Depart-
ments can collaborate more effectively if they consider the
use of social networks. In this way, everyone may contribute
ideas and draw on the creativity and operational expertise of
others to assist the agency in achieving its goals and resolv-
ing challenges within its current organization or area.

Second, this study gives models for engagement in online
communities that can serve as a mobile conference room for
multiteam collaboration. Meetings or brainstorming ses-

sions are required. To share their ideas about the event, users
can create groups on online social media platforms such as
WhatsApp or Facebook and chat, call, video call, and live
stream within the group. As a result, it is an excellent venue
or medium for meetings, conversations, voices, and coordi-
nation. Because meetings can be attended regardless of your
location, distance is not an impediment to meetings. Plus,
you will save money on meeting arrangements.

Finally, this conceptual model applies to online commu-
nity involvement as a route for establishing new enterprises
in a community, as social media is a relatively new sector
that may be leveraged to develop commerce and marketing.
Online marketing, colloquially referred to as “online market-
ing,” is exploding in popularity because of how integrated
social media is into people’s lives nowadays. As a result,
most entrepreneurs have fulfilled their objectives.

7. Conclusions

On this basis, the researchers developed an understanding of
the online community water users’ model to increase partic-
ipation in the community water supply business. The study
found that including stakeholders, transparency, and social
networks in the overall functioning of a system increases
trust and commitment. When individuals have greater trust
in one another, it fosters participation and cooperation
within the community, which fosters unity and increases
the likelihood that the community will participate in inten-
tions and behavior. Today, information exchange and coop-
eration have become easier. Due to the variety of accessible
social technologies, social networks are becoming more
receptive to communication and cooperation. An important
outcome is that management be ethical and transparent,
ensuring that all stakeholders, including owners, customers,
and employees, benefit equitably. This means that the
models for understanding online community water user par-
ticipation discussed in this article are considered another
way to increase the likelihood and benefit of developing par-
ticipation intentions and behaviors that align with the needs
and expectations of stakeholders and the community. It

Participation
behavior 

Participation
intention 

Commitment

Trust

Stakeholders

Social media
networks 

Transparency

0.325

0.3520.519

0.493 0.271

0.294

0.244

0.496

0.251

0.499
R2= 0.448 R2= 0.249

R2= 0.340

R2= 0.501

R2= 0.269

R2= 0.243

Figure 2: PLS algorithm results.
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helps any organization avoid risk and ensure smooth opera-
tion by cultivating positive relationships with all those who
work together. The paper recommends combining a
commitment-trust-based model with the TAM to create a
robust model capable of increasing benefits and participation
in all aspects of community business administration while
mitigating risks for entrepreneurs who not only run commu-
nity water supply businesses but also adapt to any organiza-
tion to be more successful. Future studies should include as
much variation as feasible in the research field, which might
be accomplished by using qualitative research from different
subject areas and in-depth interviews. Additionally, the statis-
tical tools and methodologies used in this investigation were
chosen according to the study’s objectives and findings of
the relevant literature reviews. A conceptual framework
should be developed, and the appropriate tools should be uti-
lized to evaluate and refine it, so that more studies into provid-
ing value-added community services based on a sustainable
business framework may be conducted.
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