v Research on the Impacts
of Mobile Internet Users’

- Brand Community Use and
_ Its Mechanism

AR
R 1T e
SORHLE




B ES TR H

ek

Research on the Impacts
of Mobile Internet Users’
Brand Community Use and
lts Mechanism

Fo g LT )1
SARE DA T B
RG]

wﬁﬁﬂ‘a‘-‘xﬁk&ﬁﬁ

SSSSSSSSSSSSSSSSSSSSSSSSS (CHINA)



BBERKE (CIP) #iE

# 2l FLIGK I 6 it R AL D1 S e AL/ AR e
F. —— dba .t R soE M, 2017.02

O Ak 22 3R 1 )

ISBN 978-7-5201-1938-2

1.0 0. DB 1. OF 8 M - 14 5 15 5 - ot
7% IV. D6206.2

o B R A Pl 5417 CLP B #2007 (2017) 55 298537

MIRA QAL
B B BX A AY an b L (X {8 AR R 2 B AL 361

# &/ Aok

ke A/ il AEE
WHZ%E /£ 4
iR / gkt

i R 7 b 23 BEoF ik R4t - #E 2B ar gk (010) 59367156
Mokt . Jbstivde = ERdipg 29 SEitE R A ME4e: 100029
& hk: www. ssap. com. cn

K 1 7 i Ee O (010) 59367081 59367018

Efl B/ i ZE R A R ]

&
3

/W A 787mmx 1092mm 1/16
Bl osk. 9.75 % ¥. 151 TF \
/2007 AE 12 AHEE L Ml 2017 4 12 HE 1 IR EI R

W X
H 5 / ISBN 978-7-5201-1938-2

iE fr / 49.00 st

A A5 0 A7 C RS R B ), g S IR 55 bl (010-59367028 ) ik &
I BRANERE BN R



AdA “2017 FT b B HFFRY FALHMF AN A K LFTX
(37 B %% . 2017-CXTD-01) " &%,



J¥

“80 5" MXPICE BN REBE I MM . B -mRKE. B,
PIRME R AN SAEA IR N B, 4 4 15 fe 52 9070 FR IR wig i, 3R A% i vt
R RE A RiE . SR T

m%%&ﬁﬁ&EM£ﬁ\ﬂm&%.%@W%ﬁﬁmmﬁnﬂ,%
WZFEERN P Z—. BEMNHYE, BROFF, BRAEWD
RS AN T ARt A S A e W L PR K Y e T2 L A
K BB, KN OB b 3

A+ 0 & ME (R sh LI RG] R 4k DX il B S m AL ) 2
fily 3T A A L RO S, SRR RS B T I P BEIR O Rt R, R R R
TR GBI IS LS A&, X F S5 B S5 ST T 4
v ]

2016 4F 6 J1 10 H, [H 55 Bedp 28T KA (O F &8 6 i 5| 1 F 4 3
MR R ER), Ry “PESMA”, KIEEBS A EGH
W, VAR E S R, 2017 4E 5 A 2 B, MBS TR R R L
CHEGMHT . HERR, FEA 2017 FE, ¥EES A 10 Higrh ‘o
EGEH", RATHERER AR EGA I THA L. “PEHEE”
ARG, BRI, MG FEEK, AEENB. EER
0 HE A SR S E A WA E RS S, EE S AR
OREAEREGRET, R EEN S hE A 5K R
Mooz, KA EMMOGEZEMERES . SMELFRS . bk, A
Wh S ZMiEs hTmEEECEAFT M, SR TEHRZHMER. A



2 BEh BB PR MR X R R

B, EARRRTE S, Y T AR R A VE AT, P S R 1 1R Y
St A v OB R T G 1 A b R, T e B A

SR, R T A UL & e M e, i v A 2% ol e o R HE AT B b Y
RIHE ., 2016 4F 10 F 6 H, 2 BRE X000 4 & 20 6] Interbrand %A 1
it L5 e 0y AU M (1 (2016 4F 45K d B ARG AR D) L AT 100 SR &Y &5 R K
ok ABREEE, b E B RO o FUERAE, 2017 45 Bk & A i 8%
o R E B ARR DA AR X T & E AR B, A E A
M SR A KMTES h, EARREE ., AR S50 i A 3k 15 A
Bl e, AR5 $ . B & DR A AT oA, (S
BAGRBMERERNEEA, KA TRRSBER., KEZFNK
W, R TS0 H ., B T 5 6 e e SR AL T RS R R LA
6 54 4] 76 AS ) [ 5 R AS [ SC Ak ob AR ST B O A ok A R E B R A
Jo % .

LG AR AR P & 5 A R 2 () AT 008, A R P R SR AR AR
4. L b BRI SR B, 1994 AR E B RS — &R R E
B, a4, HECME LM SEAAEM T/, 28 NKRM 3
gy, HECME St RERRAE &, B8 “HERAT . (B8R sh B K K R
BT, MRESHREZmamE A& T, HRELTBH GPS
EM AR ERIEHFEI R TR, S8 50 08 w6 Ak
AT A, ST S A B B R KM AT,
o A B O el S R R A A R S A A s L
HIHM 4G B0 2017 45 8 A& Ay (5 40 vkob (€ BHK 9 2% % 4t it iR
) Won, E201746 7, hEMRMBLAS 7. 5142, HAaBKMERE
By 1/5; HERME R FH 54.3%, @i 2RFHAKFE 4.6 ~aaei; &
[ F P R B IL 7.24 {2, MR o6l AT AL L R 69 L6 iy 2016 4R iR 69
95. 1% 487+ % 96. 3%, FHL LMt BIFFe st . BTk, 768 2h 55k M L
G o] i S8h 8 5 AR 644 oy Bk R T R 5 A2 1 1 B 1E R A5 OC AL A [ REL

MAE GEtS B 37 D4t A, AR AR 4 . P, FHL. HEKM, B
FRE AR BAR R AR R R s iy, 2 "R Al
AR MRS, B HRM A S B, M. GPS



F 3

GEWEAL . YR AN PR S A AR AE . F8 Bh K N AY 5 B 5 R o iR
el Jm A B AR AR R AR R T B R B e 2 f, AU 5 H 91 3
RIS 937 5 2Rl . IR S qk, 3 O 4 b F J & 9 1 8 35 Bl 4R 43t
THEBANRIE . B LIKME AR B T o AL e i o mast, el
ARARHE T R ARKE 2 i 2 A B R A S R RIES.

AR BrEe AR | B BRI B, W% OT S AR B SR R
K, AWEH, MEEIRIS, Ul EZ R

%
2017 11 A



W

e R S R s B P RO e 2 A, B sh B R R RS A 2K
ek o T IR 0 O (R BOHE B L B 80% , R B i AT B8 B HLEK
Wt ER S KR ST, {5808 5 B AR89 T G AU BER R, i 9%
AN ER AR E M B, b dh AL S8 Bk T EH .

FE LK it WA DX B R BT A R B I e Y A S R T
B, ©xde s e . JFR MM mE S s, Il e A EE
fRSEAE I, habEE ExT L IF 7. (B, AR A B 5 W R
T B A0 A DR AR b, R DX SRR R X RO R R R
el AL 2 SART = A B o S A S A BIE S T R R 1 S BT Bl R
BRI, I 72 8 MR EIE T .

S, 7EBEERRMIAEE T, 54k XA FR AL 40 BB R AR, 7 9%
& DA FT T eI £ B 18] B AR (el f FH, T B b T AL P AR
i 5 7 sh & i s B AT, T A A S A T AR e RS B
M2 Rt Bt R TR LS AR B B FAE,
EATE S A E R A M RS AR R T H, & 3h BB A
PR, R TR, W, ARSI SRS 5h 5K M R
BER, 1 9% 0 TR 4R b R DX RS 6 A 52 3 WO 6 [ R R e, el Xt 9 9% R
i ROG R CRR  AE REE , JF R SE LA AL

i AR T R ) SS AR S, EAR RV RATEAER MG R T, AR
G T = A0 7 AR, X b 4 B a4 [n) B AT TR A B0 B



2 BIEBKNAFNRMREXERREEE

<

o ARIREEI BTSN A RAR S LT AR,
BB ARBAMT IR WA S, AR AR A bR, it E

o BRSERE SO, TR B A PR A B A A Al T TR A 4

O T X RERACAD A0 B % B Ak AN SOk AR 4y . AS FS 7E O R S B
FER P R R F AR 2 ch AR e, MR S ERT AR BS MR B EE 2 L
I A o 5 R 4 2 R R B R A0 G A A R S RS L B AT T A,
[ i o PR B B RS A RARIXT R BB EERMT AT 7 RE, dxt
sirn AL DX 4 R 5K SCHR BEAT T 190 85t

B AFEMRRGE, FENMATAREOEAG AN, =i
THRAMIEISHIRAES, Wik T ARE PR, (R e 58 et 5
BB R IAT T BB

T, AT R RO O A O AT A O R LS
X RO AR A DL EAT T TR B R R RS T HL, X At R 0
MESR , X i R T A A B AN BUE HEAT TR, DUARGEE T ke fdE A X
S T R SCUE B 7 AR P A

FhHE: AREERR TEBIERMAET, FEAHRENEID L
IR 0 FH P % A X R SRR R . BP R A, B HKMIAE T,
T 2 % (P o R A DAty TR B P L IR R A P R B R e R 4 i
I BA IE [

HARNE . AR EEFV TR EIKMIRE T, 18R 0L X =
R AE X T 9% AL X Z B OC R R R W S ROHEE ], RS B BRI
F P e B 3 B0 PO PR 058 T (P & R AR X, B B PR K L R
PRSP FUBRUE B P KPR, B TE R R AT S — A A XOR R B A
PEFHERT, R DN R R | A R DCIA TR] B R i b DXL D L

BLR . AR E R ST KA I 2 S A OC R Z ) R
v, RUEAERS 8 THK W FRBE T IH 33 15 an R AL X 22 18] 69 5K 2 0 fof 52 i 3 9%
HE R RTR . PR, MEREEN PR, BHEES
A RRAE DX £ B OC R MR T I 2% B A R OC REK S AE — k2, i HLM A IE



m 2 3

iiP <

BAF: AREAREMEG -5, FENXAREHHRLBHITT
NS4S, JF X TR AR R S A S B it SRR . B R, R AHE
FE I Jeg BR P AN 5 1SR AT AR FE LR

KBE: BHEZBHEMAP,; RMBER; 5 HE; B4, Kk



Abstract

China has entered the mobile internet era. It is a country with the largest
number of mobile internet users in the world. In China, the quantity of mobile
internet users accounts for more than 80% of all the internet users. Under the
background of mobile internet, information and communication technology
upgrading faster and consumers’ media habits are more diverse, which innovates
brand communication and management.

As a tool of brand communication and management, online brand
community is widely used by brand owners and managers. It plays an important
role in delivering brand value, carrying out brand communication activities and
building strong brand. Both of Chinese and foreign scholars have launched
research on brand community. But there is still no study to explain that how
perceived characteristics of online brand community influence consumers’ brand
relationship quality when they use brand community. This study will explore this
research question and find the mechanism, in order to provide implications to
carry out brand construction practice and fill the theory gap.

At the same time, brand community in the environment of mobile internet is
no longer like that in the traditional internet era. In the past, consumers only can
access to visit brand community when they turn on the computer in the room, but
now they can visit brand community through the phone, tablets and other mobile

devices at anytime and anywhere. The situation that they use brand community
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has changed. Especially the mobile internet terminals have some unique
features. For example, they are mobile, social, and locatable. These features
influence consumers’ habit of using media. Moreover, mobile internet users form
a large group, which should be paid the attention in the research. Therefore, this
project will focus on exploring what factors impact consumers’ using behavior with
online brand community in the mobile internet environment and how these factors
influence consumers’ brand relationship quality. This is the mechanism what this
research will explain.

Through a series of empirical research, under the guidance of this overall
research framework, there are three structural equation models that are
established in this project. They will reveal the above mentioned problems in a
scientific and meticulous way. This research content is divided into the following
eight chapters.

The first chapter narrates the background of this project, research
objectives, the research value in theory development and in practice, technology
roadmap and innovative points, etc.

The second chapter is the part of theoretical basis and literature review. This
paper conducts empirical research with the constructed model, which is not a
castle in the air, but based on the study of the theory of extant research. Here
two core theories are introduced and they are technology acceptance model theory
and theory of use and gratification. In addition, the core concepts of brand
community and mobile Internet environment are defined, and the related
literature of brand community is reviewed.

The third chapter is about research design and mainly introduces basic train
of thought in this project. Also, it proposes the overall research framework and
describes the research procedures. Moreover, the measurement scale used in the
empirical study is designed and explained.

The fourth chapter is mainly about collecting data and sorting data. After
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completion of the data collection, it briefly describes the sample group. In this
part, according to the requirement of statistics, the scale of each variable is
tested from the perspectives of reliability and validity, in order to make sure the
scale is scientific and accurate.

The fifth chapter mainly studies the mobile internet users’ continuance
intention with brand community in the environment of mobile internet. The study
finds that perceived ease of use, perceived usefulness, and perceived
interactivity positively influence consumers’ continuance intention in the context of
mobile internet when they use brand community.

The sixth chapter mainly discusses the mechanism between perceived
characteristics of brand community and consumer-brand community relationship in
the environment of mobile internet. Research results show that in the environment
of mobile internet, the higher consumers’ perceived ease of use, perceived
usefulness and perceived interactivity, the better relationship between customers
and brand community is formed. Also, brand community satisfaction, brand
community identification and brand community loyalty is higher.

The brand community is a medium between consumers and brand
relationship. The seventh chapter mainly analyzes how the relationship of
consumer-brand community influences consumers’ brand relationship quality in
the environment of mobile internet. It is found that the brand attachment as a
mediator, mediates consumers’ relationship in the online brand community and
consumer-brand relationship offline. And they are positively related.

The eighth chapter is the last chapter in this book. It mainly summarizes the
research results in this project and provides implications for carrying out the
practice of brand communication and management. Finally - the limitations of this
research and the research prospects are mentioned.

Keywords: Mobile internet user; brand community; brand communication;

mobile terminal; new media
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