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Abstract

In the increasingly fierce market competition, consumer choice is more and
more diversified "buyer’s market", the enterprise wants to obtain sustainable
consumer loyalty to the brand is very difficult, urgent need to explore how to
form a simple repeat purchase behavior and relationship types of higher level,
more strength and consumer. Therefore, the brand community has received
unprecedented attention, many enterprises will be the brand community as an
important channel to consolidate and enhance customer brand relationship. This
paper takes virtual brand community information interaction as the research object
in village cluster enterprise, and studies the influence of virtual brand community
information interaction on brand attachment and brand loyalty. Through reading
and combing the academic literature, this paper forms the theoretical framework
of this research, which provides the theoretical support for the empirical research.

In this paper, we use SPSS statistical software to analyze the sample data.
The use of descriptive statistical analysis, analysis of the general situation of the
research sample; using item analysis, factor analysis and reliability analysis to test
the quality of cquestionnaire; using correlation analysis and regression analysis
to test the interaction of virtual brand community information and its various
dimensions of brand attachment and its dimensions, and analyzes the mediating
role of brand attachment in the virtual brand community information interaction in
general and its various dimensions of significant impact on brand loyalty and each
dimension in village cluster enterprise.

Through the interaction of the virtual brand community, brand loyalty and
brand attachment information between the three empirical analysis, the study
found that: (1) general information interactive virtual brand on brand loyalty,
but there is a significant negative correlation, which has a significant positive
effect of conventional loyalty quality interaction quality, information interactive
virtual brand community information on brand loyalty that has a significant
positive impact the quality of interaction frequency and hostile loyalty degree
of information, the virtual brand community information interaction on brand
loyalty in village cluster enterprise; (2) brand attachment have significant positive
impact on brand loyalty has a significant positive effect of conventional brand
loyalty attachment to brand loyalty, brand loyalty on conventional attachment to
brand loyalty and hostile loyalty have significant positive effects in village cluster
enterprise; (3) the virtual brand community information interaction will pass
on brand attachment effect of indirect effect on brand loyalty in village cluster
enterprise.

Finally, this paper discusses the innovation of this study, the main problems
and the improvement of the future research.

Key words: Village cluster enterprise, virtual brand community, information
interaction, brand attachment, brand loyalty
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