Online Supplemental
Appendix A – Overview of experimental conditions
Table A1. Overview of the experimental conditions.
	General Information
	Your favourite sports club (PLACEHOLDER) wants to launch a new digital platform, and you have been asked to take a look at the features and capabilities of the platform and evaluate it afterwards. 
The platform offers some classic features, such as 
· a newsfeed with the latest news of the club, 
· a dedicated feed for posting content or uploading pictures, 
· as well as live results of current matches of the club. 
In addition, the platform will be designed as follows: 

	Low Bridging Social Capital
	· Only fans can access the platform, but not other actors such as the players, the coaching staff and sponsors.
· The newsfeed contains posts from the club and other fans.
· Posts from the club and fans can be seen in the newsfeed
· Friendship requests can be sent to other fans

	High Bridging Social Capital
	· Fans, players, coaching staff and sponsors can access the platform.
· The newsfeed contains posts from the club as well as from other fans, players, coaching staff and sponsors.
· In the newsfeed, you can comment on and like posts from the club and fans and from sponsors, players, and the coaching staff.
· Friendship requests can be sent to all platform members (e.g. fans, players, coaching staff, sponsors).

	Low Bonding Social Capital
	· There is no chat function to chat directly with friends.
· You will not receive posts from the club tailored to you, but you will receive, for example, behind-the-scenes insights and background information on individual players or competitions.
· The club does not offer individualised deals (e.g. tickets and merchandise).
· There is a contact form to contact the club directly (e.g. to ask specific questions or suggest improving its services).

	High Bonding Social Capital
	· There is a chat function to chat directly with friends.
· You will receive posts tailored to you, e.g. behind-the-scenes insights, videos of individual players or interactive competitions from sponsors
· The club offers you individualised deals (e.g. individualised vouchers)
· There is a Wall of Ideas where you can give feedback or submit ideas (in case of a positive evaluation, the club commits to consider the idea).


Source: Created by authors.


Appendix B – Item scales.
Table B1. Item scales.
	Construct and items

	Customer engagement behaviour (adapted from Roy et al., 2018)
ωh​ = .94, SE = 0.01, p < .001, CI = [0.93; 0.96]
χ2(103) = 276.00, p < .001, CFI = 0.92, TLI = 0.90, RMSEA = 0.086, SRMR = 0.06

	Augmenting behaviour (CR = 0.74, AVE = 0.44)

	I would post photographs of my experiences with my favourite club on this platform.
	0.67

	I would write blogs or comments about my positive experience with my favourite club. 
	0.75

	My favourite club would offer me opportunities to share my experiences with others.
	0.58

	I would engage in sharing the promotions offered by my favourite sport club with others on this platform.
	0.63

	Co-developing behaviour (CR = 0.77, AVE = 0.57)

	I would proactively communicate with my favourite club about potential service-related problems with the platform.
	0.80

	I would make constructive suggestions to my favourite club about how to improve its services on the described platform.
	0.79

	I would let my favourite club know of ways that can better serve my needs when using the described platform.
	0.72

	Influencing behaviour (CR = 0.89, AVE = 0.66)

	I would say positive things about my favourite club and its platform to others.
	0.76

	I would recommend my favourite club and its platform to others.
	0.81

	I would encourage friends and relatives to use the platform of my favourite club in future.
	0.81

	Mobilizing behaviour (CR = 0.86, AVE = 0.52)

	I would assist other customers if they need my help regarding the platform of my favourite club.
	0.70

	I would give advice to other customers regarding the services of the platform of my favourite club.
	0.79

	I would teach other customers to use the platform services correctly.
	0.74

	I would help other customers if they seem to have problems with the platform.
	0.70

	I would be willing to stand to protect the reputation of my favourite club on the platform.
	0.64

	I would be willing to clarify other customers or outsiders misunderstanding regarding my favourite club and its platform.
	0.75

	Team identification (from Woratschek et al., 2020)
ωh​ = .94, SE = 0.01, p < .001, CI = [0.92; 0.96]
	

	I consider myself a 'real' fan of my favourite club.
	0.84

	Being a fan of my favourite club is very important to me.
	0.80

	I identify with my favourite club.
	0.81

	I have the feeling to be part of the fans of my favourite club.
	0.83

	I am happy to be a part of the fans of my favourite club.
	0.79

	Engagement disposition (from Fehrer et al., 2018) 
ωh​ = .95, SE = 0.01, p < .001, CI = [0.94; 0.96]

	I am passionate about using the services of my favourite club. 
	0.77

	When interacting with my favourite club, I feel full of energy.
	0.82

	I can continue learning about the services offered by my favourite club for very long periods.
	0.73

	I would like to stick with my favourite club despite some problems with it.
	0.55

	I feel enthusiastic when interacting with my favourite club.
	0.76

	I am proud of my favourite club.
	0.57

	My favourite club inspires me.
	0.64

	I get carried away when I interact with my favourite club.
	0.72

	I am usually absorbed when using the services offered by my favourite club
	0.71

	I feel happy when I am interacting with my favourite club.
	0.78

	Time flies when I am interacting with my favourite club. 
	0.82

	Behavioural fan loyalty (from Bauer et al., 2008)
ωh​ = .90, SE = 0.01, p < .001, CI = [0.88; 0.92]

	Before COVID-19, I have often attended games of my favourite club live in the stadium.
	0.51

	I have watched games of my favourite club on TV.
	0.53

	I have often followed reports about my favourite club’s players, coaches, managers etc. in the media.
	0.61

	I have often followed reports about my favourite club’s players, coaches, managers etc. in social media.
	0.54

	I have purchased a lot of club-related merchandise.
	0.78

	I often wore the colors and/or the logo of my favourite club.
	0.81

	I have often participated in discussions about my favourite club.
	0.57

	I am a die-hard fan of my favourite club.
	0.66

	Trust in technologies (from Slade et al., 2015)
ωh​ = .94, SE = 0.01, p < .001, CI = [0.92; 0.96]

	I trust digital technologies to be reliable.
	0.75

	I trust digital technologies to be secure.
	0.80

	I believe digital technologies are trustworthy.
	0.87

	I trust digital technologies.
	0.84


Notes: ωh​ = McDonald’s Omega (hierarchical omega coefficient; McDonald, 1999); g = Schmid-Leiman factor loadings (Jensen & Weng, 1994); CR = composite reliability; AVE = average variance extracted (Fornell & Larcker, 1981); λ = factor loadings for confirmatory factor analysis (CFA); fit indices for CFA according to Tabachnick et al. (2013): CFI = comparative fit index; TLI = Tucker-Lewis index; RMSEA = root mean square error of approximation; SRMR = standardised root mean square residual. Source: Created by authors.

Appendix C – Testing of formalities allowing inference statistical analyses.
Table C1. Univariate ANOVA for Randomization Check: Team Identification.
	Source
	df
	F
	p
	η²

	Bridging
	1, 222
	0.56
	0.455
	0.003

	Bonding
	1, 222
	0.72
	0.397
	0.003

	bridging × bonding
	1, 222
	0.69
	0.408
	0.003

	Error
	222
	—
	—
	—


Source: Created by authors.

Table C2. Univariate ANOVA for Randomization Check: Behavioural Loyalty.
	Source
	df
	F
	p
	η²

	bridging
	1, 222
	0.466
	0.495
	0.002

	bonding
	1, 222
	0.333
	0.565
	0.001

	bridging × bonding
	1, 222
	0.295
	0.588
	0.001

	Error
	222
	—
	—
	—


Source: Created by authors.

Table C3. Univariate ANOVA for Randomization Check: Engagement Disposition.
	Source
	df
	F
	p
	η²

	bridging
	1, 222
	0.103
	0.748
	0.000

	bonding
	1, 222
	1.213
	0.272
	0.005

	bridging × bonding
	1, 222
	0.846
	0.359
	0.004

	Error
	222
	—
	—
	—


Source: Created by authors.

Table C4. Univariate ANOVA for Randomization Check: Trust in Technology.
	Source
	df
	F
	p
	η²

	bridging
	1, 222
	0.559
	0.456
	0.003

	bonding
	1, 222
	0.370
	0.543
	0.002

	bridging × bonding
	1, 222
	0.114
	0.736
	0.001

	Error
	222
	—
	—
	—


Source: Created by authors.

Table C5. Box’s M Test of Equality of Covariance Matrices
	Statistic
	Value
	df1
	df2
	F
	p

	Box’ M
	41.072
	30
	135112.724
	1.325
	0.110


Source: Created by authors.

Table C6. Levene’s Test of Equality of Error Variances.
	Dependent Variable
	F
	df1
	df2
	p

	Augmenting FEB
	1.109
	3
	222
	0.346

	Co-Developing FEB
	0.985
	3
	222
	0.400

	Influencing FEB
	0.386
	3
	222
	0.763

	Mobilising FEB
	0.832
	3
	222
	0.477


Source: Created by authors.

Table C7. Multicollinearity assessment. 
	Predictor
	B (SE)
	β
	t
	p
	Tolerance
	VIF

	Constant
	0.422 (0.265)
	—
	1.591
	.113
	—
	—

	Behavioural Loyalty
	0.426 (0.055)
	0.403
	7.774
	<.001
	0.483
	2.072

	Engagement Disposition
	0.639 (0.063)
	0.540
	10.160
	<.001
	0.461
	2.170

	Trust in Technology
	−0.082 (0.046)
	−0.070
	−1.792
	.075
	0.860
	1.162

	Augmenting FEB
	−0.056 (0.062)
	−0.051
	−0.907
	.365
	0.413
	2.419

	Co-Developing FEB
	0.006 (0.052)
	0.006
	0.112
	.911
	0.464
	2.155

	Influencing FEB
	0.029 (0.065)
	0.027
	0.446
	.656
	0.355
	2.816

	Mobilising FEB
	−0.003 (0.072)
	−0.003
	−0.041
	.968
	0.302
	3.310


Note. B = unstandardised regression coefficient; SE = standard error; β = standardised regression coefficient. Source: Created by authors.

Table C8. Correlation Matrix for Key Study Variables (N = 226)
	Variable
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	1. Age
	–
	-0.108
	0.068
	0.092
	0.064
	-0.091
	0.086
	0.127
	0.061
	0.073

	2. Gender
	
	–
	-0.237**
	-0.290**
	-0.116
	-0.076
	0.027
	-0.031
	-0.034
	0.053

	3. Team Identification
	
	
	–
	0.760**
	0.795**
	0.191**
	0.284**
	0.235**
	0.306**
	0.272**

	4. Behavioural Loyalty
	
	
	
	–
	0.706**
	0.254**
	0.335**
	0.268**
	0.343**
	0.274**

	5. Engagement Disposition 
	
	
	
	
	–
	0.304**
	0.368**
	0.275**
	0.359**
	0.352**

	6. Trust in Technology 
	
	
	
	
	
	–
	0.271**
	0.169*
	0.287**
	0.211**

	7. Augmenting FEB
	
	
	
	
	
	
	–
	0.615**
	0.685**
	0.717**

	8. Co-Developing FEB
	
	
	
	
	
	
	
	–
	0.643**
	0.701**

	9. Influencing FEB
	
	
	
	
	
	
	
	
	–
	0.759**

	10. Mobilising FEB
	
	
	
	
	
	
	
	
	
	–


Note. Pearson correlations are shown. p < .05 (two-tailed). *p < .01 (two-tailed). Source: Created by authors.
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