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Research Article

Efficacy Beliefs, Relationship Quality, and
Collaboration Intention in Online Communities

Cheng-Chieh HSIAO

Abstract

User collaboration in online communities has become increasingly popular.
However, online collaborative community managers have faced difficulties in
managing member relationships and collaboration. This study aimed to
incorporate self-efficacy theory into relationship marketing theory to examine
how users’ efficacy beliefs improve community relationship quality, which then
affects their intentions in online collaborative communities. The analysis of data
collected from 476 users in online gaming communities indicates that self-
efficacy positively affects community commitment and community efficacy
positively influences community commitment and community trust. The findings
showed a positive relationship between community trust and community
commitment, and both positively affected collaboration intention. Based on
these findings, several implications for research and practice are discussed.
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