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{Abstract)
INTRODUCTION

Due to the high broadband internet penetration rate and its group-oriented culture,
various types of online communities operate in Korea. This study use 'Uses and
Gratification Approach, and argue that members’ usage—needs satisfaction with brand
community i1s an important factor for promoting community commitment. Based on
previous studies identifying the effect of brand image on consumers’ responses to various
marketing stimuli, this study hypothesizes that brand image can be a moderate variable
affecting the relationship between usageneeds satisfaction with brand community and
members’ commitment to brand community. This study analyzes the influence of
usage—needs satisfaction on brand community commitment and how apparel brand image
affects the relationships between usage—needs satisfactions and community commitments.
The hypotheses of this study are proposed as follows.

H1-3: The usage—needs satisfaction of apparel brand community (interest, transaction,
relationship needs) influences emotional (H1), continuous (H2), and normative
(H3) commitments to apparel brand communities.

H4-6: Apparel brand image has a moderating effect on the relationship between
usageneeds satisfaction and emotional (H4), continuous (H5), and normative

(H6) commitments to apparel brand communities.

METHODS

Brand communities founded by non-company affiliates were excluded and emphasis
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was placed instead on communities created by apparel brand companies. Among casual
apparel brands registered in 6 Korean portal sites in August 2003, a total of 9 casual
apparel brand online communities were chosen, depending on the level of community
activity and apparel brand image. Data from 317 community members were analyzed by
exploratory factor analysis, moderated regression analysis, ANOVA, and scheffe test.
Among 317 respondents answered an online html-type questionnaire, 80.5% were between
16 to 25 years old. There were a total of 150 respondents from apparel brand
communities(n=3) recording higher-than-average brand image scores (Mean > 3.75) and a
total of 162 respondents from apparel brand communities(n=6) recording lower-than—average
brand image scores(Mean < 3.75). In this study, brand community commitment was
measured by a 5-point Likert scale: emotional, continuous and normative commitment.
The degree of usageneeds satisfaction (interest, transaction, relationship needs) was
measured on a S5-point Likert scale. The level of brand image was measured by a

5-point Likert scale: strength, favorability, and uniqueness of brand associations.

RESULTS

In the results of exploratory factor analysis, the three usage-needs satisfactions with
brand community were classified as interest, transaction, and relationship needs. Brand
community commitment was also divided into the multi-dimensional factors: emotional,
continuous, and normative commitments. The regression analysis (using a stepwise
method) was used to test the influence of 3 independent variables (interest-needs
satisfaction, transaction—needs, and relationship—needs satisfactions) on the 3 dependent
variables (emotional, continuous and normative commitments). The three types of
usage—needs satisfactions are positively associated with the three types of commitments
to apparel brand communities. Therefore, hypothesis 1, 2, and 3 were significantly
supported.

Moderating effects of apparel brand image on the relationship between usage-needs
satisfaction and brand community commitments were tested by moderated regression
analysis. The statistics result showed that the influence of transaction—needs on emotional
commitment was significantly moderated by apparel brand image. In addition, apparel
brand image had moderating effects on the relationship between relationship—needs
satisfaction and emotional, continuous and normative commitments to apparel brand
communities. However, there were not significant moderate effects of apparel brand image

on the relationships between interest—needs satisfaction and 3 types of commitments
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(emotional, continuous and normative commitments) to apparel brand communities. In
addition, the influences of transaction—needs satisfaction on 2 types of commitments
(continuous and normative commitments) were not significantly moderated by apparel
brand image. Therefore, hypothesis 4, 5 and 6 were partially supported.

To explain the moderating effects of apparel brand image, four cross-tabulated groups
were made by averages of usage-needs satisfaction (interest-needs satisfaction avg.
M=3.09, transaction—needs satisfaction avg. M=3.46, relationship—needs satisfaction M=1.62)
and the average apparel brand image (M=3.75). The average scores of commitments in
each classified group are presented in Tables and Figures. There were significant
differences among four groups. As can be seen from the results of scheffe test on the
tables, emotional commitment in community group with high brand image was higher
than one in community group with low brand image when transaction—needs satisfaction
was high. However, when transaction—needs satisfaction was low, there was not any
difference between the community group with high brand image and community group
with low brand image regarding emotional commitment to apparel brand communities. It
means that emotional commitment didn’t increase significantly without high satisfaction
of transaction—needs, despite the high apparel brand image. In addition, when apparel
brand image was low, increase in transaction-needs did not lead to the increase in
emotional commitment. Therefore, the significant relationship between transaction—needs
satisfaction and emotional commitment was found in only brand communities with high
apparel brand image, and the moderating effect of apparel brand image on this
relationship between two variables was found in the communities with high satisfaction
of transaction-needs only. Statistics results showed that the level of emotional
commitment is related to the satisfaction level of transaction—needs, while overall
response is related to the level of apparel brand image. We also found that the role of
apparel brand image as a moderating factor was limited by the level of transaction—needs
satisfaction.

In addition, relationship—needs satisfaction brought significant increase in emotional
commitment in both community groups (high and low levels of brand image), and the
effect of apparel brand image on emotional commitment was significant in both
community groups (high and low levels of relationship—needs satisfaction). Especially, the
effect of brand image was greater when the level of relationship—needs satisfaction was
high. in contrast, increase in emotional commitment responding to increase in

relationship—needs satisfaction was greater when apparel brand image is high.
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The significant influences of relationship—needs satisfaction on community commitments
(continuous and normative commitments) were found regardless of apparel brand image(in
both community groups with low and high brand image). However, the effects of apparel
brand image on continuous and normative commitments were found in only community
group with high satisfaction level of relationship—needs. In the case of communities with
low satisfaction levels of relationship needs, apparel brand image marginally increases
continuous and normative commitments. Therefore, we could not find the moderating
effect of apparel brand image on the relationship between relationship—needs satisfaction
and continuous and normative commitments in community groups with low satisfaction

levels of relationship needs,

CONCLUSIONS AND IMPLICATIONS

From the results of this study, we draw several conclusions; First, the increases in
usage—needs satisfactions through apparel brand communities result in the increases in
commitments to apparel brand communities, wheres the degrees of such relationship
depends on the level of apparel brand image. That is, apparel brand image is a
moderating factor strengthening the relationship between usageneeds satisfaction and
commitment to apparel brand communities. In addition, the effect of apparel brand image
differs, depending on the level and types of community usageneeds satisfactions.
Therefore, marketers of apparel brand companies must determine the appropriate
usage—needs, depending on the type of commitment they wish to increase and the level
of their apparel brand image, to promote member's commitments to apparel brand
communities. Especially, relationship—needs satisfaction was very important factor for
increasing emotional, continuous and normative commitments to communities. However the
level of relationship—needs satisfaction was lower than interest-needs and transaction—needs.
satisfaction. According to previous study on apparel brand communities, relationship—need
satisfaction was strongly related to member’s intention of participation in their
communities. Therefore, marketers need to develope various strategies in order to
increase the relationship— needs as well as interest and transaction needs. In addition,
despite continuous commitment was higher than emotional and normative commitments,
all types of commitments to apparel brand communities had scores lower than 3.0 that
was mid point in 5-point scale. A Korean study reported that the level of members’
commitment to apparel brand community influenced customers’ identification with a

brand and brand purchasing behavior. Therefore, marketers should try to increase
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members’ usage—needs satisfaction and apparel brand image as the necessary conditions
for bringing about community commitments.

Second, marketers should understand that they should keep in mind that increasing the
level of community usage needs (transaction and relationship) is most effective in raising
commitment when the level of apparel brand image is high, and that increasing usage
needs (transaction needs) satisfaction in communities with low brand image might not be
as effective as anticipated. Therefore, apparel companies with desirable brand image such
as luxury designer goods firms need to create formal online brand communities (as
opposed to informal communities with rudimentary online contents) to satisfy transaction
and relationship needs systematically. It will create brand equity through consumers’
increased emotional, continuous and normative commitments. Even though apparel brand
is very famous, emotional commitment to apparel brand communities cannot be easily
increased without transaction—needs satisfaction. Therefore famous fashion brand
companies should focus on developing various marketing strategies to increase

transaction—needs satisfaction.
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FA3tA} 3= €9(enduring desire) o=
Aot Moorman et al. 1992). EY&
AR EokellA BARAR S AAANE S
2 ANEEA 713 719 FA8HLE T]
A ALY FAAEYPSE FFHAG
(Gruen et al. 2000; Morgan & Hunt 1994).
Morgan and Hunt(1994)+ ZAEY<S A
] =8-S Ve A i A&H

& o) tig T} ofFom Hot=
7} shAeleE, FHFA 2001), AFUE
gk AelF of2 A&7 SR Ee AR
UEle] vl g gt 4 T3 2ol A
FUEe digk /e #AoA= F FLAY
AEZ Aot nb AtHAAS €] 2002). w
gha] 22101 oA &< (commitment)ol]
st Foge EYY A, AT ok dF
=

st 384 HE, AFo g =
AFS Flm)S onjshe YHEYL=E
TEEHANHEFA], A5 1999). 18]ar
AbolEol thek EQ1e oA mAzE B4
TEEAA 7= SoHo]E, HFA 2001).
o]F Ul &£ Alo]En} dut g Alo]
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Qo] wol ALHYAT &
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L o2 1 o
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rl
o
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>
R
9

SN Mmoo o dr 0 o (Moo ox Ot 20 T T ot dr Al |m
e =
o

sta, 784 & A, AEA
YoE FEste] AEstarzt sk o7]A
T3 Eoldt FAe] Ale]l &3k =
o taf g I8N HEES Yee
S ou|gti(Staw 1980). 223l Gruen et

al.(2000)0  <oJshd, 783 EY(affective
commitment) 9]F BHE= AFYE] o
St A A (A, AXMA) NHAAHAEZE AR
YEE drly Folsl=AE el AL
2, Folsh= AEd A=E vt A&
Z E-9)(continuous commitment)S 7HY
E|E olgslozx WA= sfeld H8-9
E£AZ A3t AFYE dAFHA R &5H
o2 Frtetazal sk Al kol +f
W2 E<(Normative commitment)S 75
UE] FAdezZA 9 A =9H oo

g Ados ARYE S WAE FAsIL

A she AEE e wc

2.2 ZFLE| S0t HRLE 0|82+

E

AFHES o] &8 F=Fo| 77HH
ol ks v Bolgk= A Wi o]
2 7S oA A o] &3 FF o]
2 FA wgo|EoA ZE F Uk o]
I FZF9] o]Z(Katz et al. 1974)°l] w=
< A WA FEARA 5

E oo rju rin g

ol

olm, |
Aol thgh o] &&FFF Frol| we} oA
2 wjA Y o] &7t Epxith olH s #

BAle AFYUEY o887}
FEHe Ao wet 28 AFYE o]

7 A7) wjToll, gl
AFUEY &4 AFUEHY o8& F
=3 ZAR] BAE °olE F U A
o} 28]3 Gruen at al.(2000)2 dPAFA}
E(Wilson & Mummalaneni 1986)2] A<t
2 #7 n8ho]E(relational exchange theory)
of o& A ATH AT ik v

o
095
e
T
0,
5
S
gl

SES.
oa stk AaHlAEC] 2E9) BAE A
BEUEZ Audog 7EE7U nAEHS
o] 753 BAE AFUE ik
el o7t BA=d thE BT A
FoEA Aok, AHUY
B e

FIRIRG

of THE HAS ARUEZ DAl A
Folok B AUAANE DA B B
85, ARET L BALTY FFY o]
o ol £elel vAs AR o
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3t Amstrong & Hagel(1996)
El9] o] &&F Ml FEE

< AFUE ] 77 =4
AZEBER &55F0] ¥ ARFYE A

— T
By AFUE o e, £, SE=7
74 Aolgka A np . wEbA

B RFUE E8 9 AR
o] @ falolgte Wl B u), ol
A ARUE o]§8T %

4ol frold deL

o] dRlo] HY|ET thEo] 99 AH
ol 2ol golo=w xLQ_fﬂ-g AZ=3t X3
A9 A3 (Wilson & Mummalaneni 1986)
of ofsfjx [z % g Stk S|, BEs
AFYUEE ez 3 AL ofyA|qk =
Bk N;?ﬂ:rL( g 2002)0 oJsha, &2
d AFUE +4 %‘?% Z AHETY 7
G fARRE AAA *91“ = 7 %TL]EM] “41

ot wEbA AFYEY o]
T TZo| AFUE =9 9FS v F
k= 7F8(Amstrong & Hagel 1996)&
221l ARFYUEE tidez g AFoA
FEAHoZe AAHI, FEFHOEZE AA

AL 28l AFYEe|
¥l #AZE AFYHE
=Y 3 wet
= AAbekE Blolth
webs 2 AT e FAANEE F2A
(component-wise approach)S &3} 7
FUE o] &87¢ 949 FIEES 44
Tste] oF BHAE ARJUEA S o]&
&5 F=5% ARYYE Y49 #AE HF
stazl gty B Aol AAFE AUt
a4 o5 2k

HI: 9% A= ARUEAe o] §5
T FEe ARUL fd @A
290 Gk vA Aol

HI-L )% Has ARUEAe] 24

47 3% AR W 7
B4 2e] G vA Aolth
HI-2: )% Ha= ARUEA A
47 3% AR W 7
B4 20l 4L v Aolth
HI-3 )% Ha= ARUEA] 2
47 3% AR W 7
37 290 9L 1A RolT

H2 oF HA= ARUEN o8-8
T F2e AR WF A%H
2o L v]d Aolt.

H2-1: 9% BAE ARUEA 24

27 32 ARYH g@ A
%7 2o 4T 1A Ao,
H2-2 9% A= ARUENAY Ad
27 3% ARV W@ A
%7 290 93 vA Aol
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A= AFYENAM ] B
S FAFUE W A
FEFE v Aotk

=

o{N' =

‘IEF
:r_L
22

B b L

N
g

Aol

=

H3: oF BEAHE AFUEAY] o] &5
T 5 AFUECA W@ A
=90l e v Aol

H3-10 o7 BEHE AFUEAe] a4

§7 5L ARYEC A o
M ‘ﬂ“’ﬂ YFE VA Aol
H3-2: 9F

=
=
BAE AFUEAAMS A
%f—c AFUE el 3 Tt
=9 l &= vE Aotk

AFUE A 2] BA

3. HzE o|o|X|e| 1t

£ o[o|x|e| iE

BAE olm o thgtk Aol AFAEl
w2t tFstA vEhdth & Bals o]nx
g aulae] A7 ojulA|sl BANA B
ANt 7R v WA (Debevec & Iyer
1986)2.2 He= HoFel Aoyl ot vk
BAE omAE AFS 7|eF SAoly
o] digk H@rie] Jide R AAEE
St (Martineau 1958), 18]al o]w| A7} 2k

F3Z7 EXot) AgFel EAZL 7kt
st BAl=d] theh =74 BE, Aal T
HHE= omAZ AAE|E gh(Raynold
& Gutman 1984). 28y BAE= ojm||=
A2 BAA Bz} A-Eg A4
Z A% F(Dichter 198522 AHoj=E+= A

l‘ll‘

|

l-l:l

o] dukHoltt. o7|A At FFold Z
ztol QAXEs st ES EHATL
old oW omE Ad xA3IE AFEY
AFS Jurh(Aaker 1982). Keller(1993)
o 2w, BA= onAE 7153 o]u|x|,
BAA omA|, APA omAR FiEH o
A, BA= Ao fFd(type), Fo%
(favor), 7% (strength), =E-A](uniqueness)
Aoz TAAL 7|4 HAZ ol
& B[RS0 —‘—ETXJ B=o} #AHsI
7] Zo] Wo=t RE sooz BUs A
Aol F8e &A(attribute), 39 (benefit),

ﬂhﬂ(attltude)i FR=EY agla B9}
delsiel Su4sl ol dest 4y

0] ZYsta, 5930y, 55 w nig
23} y_@_c_ olu| A7} FAHHKeller
1998). webA 2 AgolA = Keller (1998)€]

AT
NEe Ag3le], BHAE ojuxE BAE
Fellel A=, 2o, 554 59 Al 8
E?O}Cﬂ 7Nd st

ot é‘ﬂiﬂl glo] A= oA g} e
AAZH Q207 =235 FALsle o FAE
7 #Eg BA= ARUE ot FA2 vl
%3 B3 2050t} A7 vhol
=9, &vlabge] AFAF o Fas
A F7ele dus 9 st naE 7
A(re BAT Ha)el Roz Ut
(Shim & Bickle 1994; 27|43, o]24 1991,
3%, nof 1996 o538, P4 1998).
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TR 9 Bh=
Aot oF HH
AgollAe ol 2
TRl FEEHA ZEATHEE S 2006).
olg|gt AFZAHE =
= AFYHe rﬂﬁ =9 =3 AFYE-A
*H o8& F=ol|o] HUs ofu|z]|
Zo| W= z}uﬂzﬁ, 2 Ygd ez
7}7@Hu} AR, +7u A3t oF =
=(of: WE BAD)9 AFYECA #
éj‘, A = BALT FFEHAS W=
I BAE AFUE g A o Fo
U X437 o8 ALy} 3A ZrskR|ur
Wz Edslz] go oF Huzo AHAHY
Eexe &4, A, #AST7E FFHA
SAEE 1 2@=E ARFYE o 74

l

—

A ool X&A olge] MR FUI8HA
s Aoz d3Hnh
2 A7elde oldd Hsel FEsta,
A= o A7 2 ZARYECANE Bl

oju|R] o] TFawg 83t AR
e o870 50 W ARYee 2
4 S7PF 2 dehde wi, BAE ofw
A7k we ARUEIAE oleld Has of
A fEel mE FREYS Q7] WE
ARIE olg87 FH0l B ARVE
29 27t WA Uehg Aoz d3ag
ot = oF BA= ARUE o889 &
o) A F5Y WA el HAE ol
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H5-3: o]F BAH= AFUYEA 9 &
T FFo] AFYEd g A
&4 FZdo vXe T 2
= omA o o3 =dE A
ojt}.

HE: 9)F B

2 Bl
X Jge HAS ojuz] 3o
o5 2449 Aolth

H6-1: oF BH= AFYENA Y B4
&5 F=o] ARYEe] tg
HA 246 vAe JF> 2
= olux] FFol o 2dE A

o]t}
H6-2: o BA= ARFYE A A
&3 FZo] AFYE digk
HA 2900 vAe JdF> 2
= omA o o3 =dE A

o]tk
H6-3: ofF Bd= ARFYEAY A
&5 F=o] ARUE Wt
WA EYd vAe 9% 2
= omA] FFof o3 2HE A

o]t}

. ¥+
1. 548
HAEEd tig 34 WE ¢ HEe v
I} Zr}

AfUE] g 29 AP AFE(Gruen

et al. 2000)°A AAH ZAFH A AFY
o tigk A&7 Agd o, 944 T3
#AAs £, X454 2AFAFUE S50

ez AFYUE gEo wE ol
gk 14 A= 9 ARYE 5
]

.
WA BYARUE o9

(<3

AFUE 01%3.-‘_!" F= AYAF=(3
T 2002, A, AFE 1999, Armstrong
& Hagel 1996)0l| A4 THste]
So] o]gE Yo

X4 6‘]— l?—?ﬂ-

W, 5% Likert =2 =4

Jl

EJO*D} 5 THES T2 AFYEI B

#AAS vHAAE YEE(d: B
4 Trﬂ1 23} AA S0 U3 JUEY
TS FEATE AT zz*ﬂ‘“ﬁﬂ%
AREF FZ2e ARYEI AZ —
v AR (o AAF, iuﬁﬁ 7} f:i.-}% %—)oﬂ

= g e 94 fd A FHo =S
FE AR SAHHA

Bl oA £F: Keller(1998)7} A|A]
g Hale olu|x] sidel ZAstH, 350l
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2. X=o| =8 H SAEH

U] XY A|ES(lat2) ofF Ylo|H,
o2, vlolE)dl FEHY e =W IF
7IFE(AZE, AT, HukA Fopho H
A= AFYE dia] AR AR A
2003 89 ZAMAIHONA AAdE(407)), W
TGN, HurA(67]) HAB=Eo] wiAH
Foog 2} BlE Eojx|d 28k}l
AFYEE T3t AT £ AFedA

Blo] dxA8ds aestel drtides
7P Adeital gdE= AFd oF B2
Ae 22kl AFYEE sk o A
T Wes ST 2 SHw
o] WS fEshy] ffste], APdEAL
A AFE dF BA=EE0-59S HEd
St 10 lAl AAsta, 2t BAEE A%
& o Wess Ao A, 394, =
4 AEE aRste] HIAE ofm|A] £F
&, %, ot

by 1o
)
2

BA) AE R S AL AulEAL
A AR gEAT) olMAR HEAE 83
3

ARA T FA A4sAT o)
o 59 ATA Ngel REYE $H TY
o] BEHA & & Yt uloloaE Hag
7] 919 Atk B 2AlINE 9 oR
B 3

HE AFYEe] Fofsta = & 317

(£2h3l himl AE: n=25, olW Y A3}
4R 00 AR FRHYCH, EA
S9 S4e thew 2tk 5 A4634%)°)
1}

FABAT%)RT wWkeH,
(25.9%), 57 BAA(28.4%), 1 <] 67] A%
(40.3%)°l  AFshe AFFERA, tiFEol
1641914 25A1(80.5%)oll  allF=ar, HAY
(71.3%)3 A2/ HF-A(155%)  SAHAL
Bt SEAELS AHUS ol 1A%
0]/%H(98%) AH&-3tH, QJIEUS &3 oF Al
F 7 AR(189%)0] E%oH, BAS 7
FUES 577k tiFio] 1d 670w
TH934%)olA T +=H-E AFE= SPSS Win
120 o83k & Q18X (exploratory
factor analysis), Z&3HE4(moderated
regression analysis), ¥ ZFE2(ANOVA)
2 AZHSE X (Scheffe test) &2 H4]

At

olES A
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EA(FAE A, ™, ool 1 i o2 Nds SAse dusEde 7
o 29l #2)& ANGAT BA= AR RBHAY 59 £ 2d) &3 P59
Uy 542 #3434 54, AEH =Y, aR05stE dugsEe e av, EI9E
WA B 5o Al 2Q0® FRECHS ¢ Hx 2ANHY G 05 oJFoR vl
H(E 1), ARYYE ol&&F= JAHUET, w3 =4 e FEHERAAS =2 AL
AN, BALT 5 Al 29ew BRE 2 Audth B ofy o EI}ES
ATHE 2). FEH a7z 7+ Q9ld Al e 8RlddA e AdHer v
TPE £S5 AR Y, Y Ade  Au@e /A BEERY =3 =)tk 2
24she FEES Y 89102 R gn 7 APHAS FAtE SYFEE
Table 1. The Types of Usage-needs Satisfaction of Apparel Brand Communities
n=313
Factor Loadings
Measurement |tems Factor | Factor | Factor
1 2 3
Factor 1: - | can recognize the member from his or her ID in this community. | .850 .018 | -.029
" | - | sometimes meet community members off line and talk with them. | .797 128 | -.066
R ationshi - | email and cal members privately. 770 .022 .084
needs Pl. | mantan intimete rdaionships with other mambers of the community. 754 .016 .206
. . - | share private experiences or emations with members by posting on | .708 .090 114
satisfaction .
bulletin board
- This community is useful for gaining informetion about brand purchases | .046 795 .010
(eg., information on price discounts and what products are on sde..).
- This community provides useful information related to off-line .038 672 .367
Factor 2: shopping.
Tran gactio.n - This community is useful for gaining information related to off-line | .050 .655 .288
neads shopping and purchasss (eg. location of brand shops, sdes promations...)
. . - This community is useful for purchase of second-hand brand goods | .331 601 | -.219
satisfaction : .
from online auctions or exchanges.
- This community provides useful information related to brand 090 | 600 | .236
shopping and purchasing online (e.g. shopping mal URL's, links,
product purchase and post-purchase evauations:--
Factor 3: . . - . .
inees | This community satisfies my interest in the whole brand (eg., brand | .105 | .104 | .808
needs history, meaning, logo and symboals)
stisaction | This community satisfies my interest in matching brand items 129 351 | .698
lgen vaue| 6.933 | 2176 | 1.038
Cumulative variance(%)| 20.957 | 39.150 | 56.371
Rotated Igen value| 3.772 | 3.275 | 3.100
Rotated variance(%)| 20.957 | 18.193 | 17.221
Cronbach's a| 0.825 | 0.725 | 0.608
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ronbach’s a ko] 0.75 ©]4
AT FoslHet 2

Table 2. The Types of Commitment to Apparel Brand Communities

j
1_.

M35 Ax #AALTLE AL ott](Igen value=2.0, Variance=66.75%), £
BIFES BF 079 o]dola, A=

= ] (Cronbach’s a)& 0.75%t} 3
d AAAPE HESH] QA% & A= AFYE o] &§8F FFrTY
] A

£ YSHEEE X (paired t-test)S E3

o5
Aol

EE

n=313
Factor Loadings
Messurement ltems Factor | Factor | Factor
1 2 3
- | often fed thet this brand community is part of my life 836 | .225 | .189
Fecior 1 | | fed | belong.to .this brand community as gfam'ly nmber.. 788 | 241 | 305
Emotiona | | am an enthusiagtic and loyd member of this brand community. .681 | .328 | .358
. - | fed concerned about the problems of this brand community, as if they | .675 | .314 | .390
commitment
ae my own problems
- | fed very atached to this brand community. .653 | .351 | .328
- | gain more by remaining a member of this brand community than .070 | .764 | .286
by withdrawing from it.
- Since | would lose more than | would gain if | withdrew from this | .273 | .733 | .213
brand community, | have never thought of withdrawing.
- | think I will remain a member of this brand community, since being| .277 | .705 | .310
a member in this community is more beneficid than being in any
Factor 2: other community.
Continuous | - | would never withdraw from this brand community, since membership| .550 | .604 | 0.05
commitment | aone means ataining a certain social status.
- | cannot withdraw from this brand community because of various 189 | 601 | .310
disadvantages.
- | think 1 will remain a member of this brand community because of the| .382 | 596 | .172
cogts of garting dl over again in another brand community as wel as
the fewer advantages in other brand communities.
- Other brand communities cannot give me more benefit than | am dready | .395 | .567 | .060
receiving from this community
- | fed respongble for helping other members when they ask a 316 | .188 | .796
question or request something. 245 | 776
Factor 3: | - | think the interests of the community are more important, even when| .142
Normetive my persona interests clash with those of the community.
commitment | - | feal responsible for the management and maintenance of this brand | .488 | 234 | .665
community.
- | think members should visit the community periodicaly. 311 | 416 | 561
lgen vaue| 840 | 1.16 | 1.00
Cumulative variance(%)| 24.48 | 48.11 | 66.02
Rotated Igen value| 3.92 | 3.78 | 2.87
Rotated variance(%)| 24.48 | 23.63 | 17.91
Cronbach's a| .906 | .872 | .838
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B, AFUEdA ] AS(M=3.46), & o] ARYE EYol vX= GFolA o] &
AEF(M=3.09), BAETM=162) 5= & S F@ol e Ay dFgFHS vlus)
Tole ot Aozt ARHANEF-# of BY A =9, AEH EY, A
AL zho] t=7.68p<.001; AWET- EY EFAAN BAET 5o JIFHo
ASTFe] =] t=32.17, p<001; BAELF- 02 & Ed Bs 78 3A Yehd
FALT] z}o] t=2698, p<.001). o] &&F I e v ST ARS T T
E T ARETVE P =4 F5ET AN P e FARIATE =3 #AASTF
om #AETF Yt FFHFLS 1 Tl %ol ARFYE =99 wAE 9 F
2 \uF F& oA #AST F=F T EYFE wet gsted, dAST
FEd e 2 AoE YEyth $9, 2 T B2 59 FHEE =YY &
2ol ARFYE g Y95 A 78 ol A =9 o 1 A YERe
BT BE(3%) ®Hoh uigith ofF HAE A o, 1 oeo® Y 29499 A&5H B
FUEe gt &4 EJM=275)2 74 Y ol A oleigt ATFAFE 28
2 EJM=246)c1v} THZ EAM=252) d AFYE ST T4 2230 AR
HT} folst i}oli Vg EA olFolA 1 YEl =907 #AE A3 APA(H
APOM(AEA EQ-7FHA E9le] x}o] W 2002)2] Apol= tE Aotk & A
t=752, p<.001; xl%ﬁ E9- THA £9¢ 6304?°1W% AFUE A AT
2polt=5.1, p<.001), 782 =43 FE3 AA &) FFo] HEF =94 vA=
EY9 FEe AR YERTHEE A FEF vRAIAY. 28y ALSA S
Y- 299 =] t=1.62, p >.05). 7} =2 el froldt 43S v He
HE ARS)A S57F BAET BAST, §

2 JtMZAS AEe) S BF XEslal Qv SHA
T2 o] Ayl dEh old A

21 AZLIE| 0|87 £Z0| HEL|E| Aol ol A B A7t oFAFl
=20l0f| O|x|= Yato| 20| HE S3td Bd=E AFUETS e s 3 A

7 2] dgdre AFYE F3dd FA

ofF HAU= ARFYE ol&&F FFHo| o] E54 ditke] 29l ARYE EFE
AFUE gl vXe 9FS dsIA AFgez e HS & 4 AT
(AN S Tt A3 Ad, <3E 3> O ggoE BEY fF FRolY 49
A B upe} o] ARFUEel gk 7H3 zZlolg & & Jith S £ dATe el &
A B4, A&A 59, HE 2 dig de TAMNEAE A W2 (component-wise
DAL, AETF, BAEFY JFo| BF approach)< 283l 7AA, 34, A&
frojatdeh. webA dA57Hd HIHIAL, 2 2 EJo R FEste o] tig 9% &
3), H2(H2-1, 2, 3), H3(H3-1, 2, 3) =5 A AE AS3IAT v APAFE ol
AE ATt 714 AFUE o] &&F F=H A F8e EYS 539 Bz 20l
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Table 3. Influences of Usage-needs Satisfactions on Commitments to Apparel Brand Communities

n=311
Regression |Standardized regression
Depgndent : ndependent coefficients coefficients t-value R F-value
variables variables
B B
congtant 324 1.411
Emotional Interest needs 157 123 2347
commitment | Transaction needs 170 144 2.750" 336 | 52040
Relationship needs 655 482 10.097
constant 837 4046
Continuous Interest needs 166 152 2747 P p—
commitment | Transaction needs 224 222 4013 . '
Relationship needs 385 332 6.587"
constant 725 3246
Normative Interest needs 199 72 3065
commitment | Transaction needs 125 116 2074 246 | 33312
Relationship needs 464 375 7.357"
*p<.05 **p<.01 ***p < 001
st Jgoz AFS AoloA HIEE S A F REIY], AF AFET dsdd
NS Aotk AEEHs 9 2ddg AJazkgatate
A5 HAAA]), A5 AR Hrol FoHX(scale
MY ZR(AR)Q RN AS sl 2AEIHT} EATE BT7E

A= olujAel zAEIE ARUE B fne 2ES
7 5% 71lFUE 299 @A o] e Aow UdHH _
= oA o s wWgss g 2HIALHE 2HAWPL = AR

T5 @itk B AP E olyd -8 A 7148k Zetal 2Eadrt na
FE skl fste], SHHEF(1EST P8R ArEde Ax T1gsHl vtes
)9 EAAFENE omA)E L3} FEQ2F 7 type I error)o] AA =4
© O% 374 Bds o8ty 23| a7 F8o] wg BRFHolgte Aotk
A (moderated regression analysis)S 2 oo thal FHQI(2003)= ZH3I|FEA
Al

sttt 2HIATAHLS oE H3y gt APAFES s, 23 AEA
o=
=T

BEA7HE s Hee o=

zhols HoE £ e 3 74 WeE=E 7] 93 giete g HEIAV|E Ha 120 ]
AHAQ o 2S Fhed 85 THHar ot 0 F2E = T AT 7149 VIEe
al. 1998; <14 2003). 2y 2AIAE =2 ARSe &9 @Y TIEs ASHA 7
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T(a=0.00) Bt} 25 ¥4 «=01 FE7}A] ste HFES(AHEFFTS, BHHE onx)
AL As A v Yok oA FAA o FEJ BT AZFs= IARHEFHHA
AR o] o]2HoF 2% QFHE WA & 2 D& AR A FEugeel digk 27)
S FES Tole Zo|BE o] Eo|#W EYWSEY] A4 A9ERHY 4]
1% 2R/E SuAYe A= e Wyel ASHAS. EA4, T W1FE FF A
g = Aths HellA Aekd Aotk o] S35 x HAE o|n]R) F F5 e
gt R e R FEI7I7F HlwA & (n=317) < FIE ZFAA 2AIARNE AL
E Afoae AR/ 717be] 7ol H 2)& AARE Ay FEAs] Ui ) =
= aqtS 01 71A Fdiste] FHgshoh AHSES] A4 AHERN) FrolAde] A

ZHENZ HAFT <E oA BEol  FHUT AA, ARYR-R*= 00De] #9
AR, AFYE s AAH EYS dF qE HSshe FeAIFEF=3846)2 2t&d

Table 4. The Influence of Transaction—needs Satisfaction on Emotional Commitment to Apparel Brand
Communities and the Moderating Effect of Apparel Brand Image

n=312
Moderator | Standardized
Independent regression regression Significance
varicbles coefficients | coefficients | tvaue | R | Fvaue |SETIRS
B B

Constant 297 1119
Transaction needs 183 155 27417 | 0187 | 35070
Brand Image 407 345 6.117" AR2=0.01
Constant 1.840 2214 F-value=
Transaction needs -295 -.249 -1.167 | 38461
Brand Image -.012 -.010 -.054 0.197 | 25.209
Transaction needs x Brand image 127 .647 1.958

<05 “p<.or Tp<.00L

Table 5. The Influence of Relationship—needs Satisfaction on Emotional Commitment to Apparel Brand
Communities and the Moderating Effect of Apparel Brand Image

n=311
Moderator Standard
I ndependent regression regression g Significance
variables codfficients | coeffidents | tvalue | R | Fuaue |S90 00
B B

Constant .020 .097
Relationship needs 645 A74 103937 | 0386 | 96.645
Brand Image 372 315 6.904" ARP=0.007
Constant 183 .810 F-vaue=
Relationship needs 625 460 9985 . | 35407
Brand Image 234 198 2607 | 039 | 66.249
Reationship needs x Brand imege .029 .148 1.934*

<

‘p<.05 p<.01 p<.001
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23 Farel 9AIA1Q] Foes(1, 308)=3.8 Rt sk A Bl Fog %S vx= A
Z A= Yeht AREFSFH HAHS o2 YehA 2EHSF7E S E 8 HHpure
olu| 9] AT Agate] FIIE o3 AE moderating effect)S 2 o ol
FEAR)] BAHCE fond Aoz o wEA oF BA= ARFUENXY 7

m[m
N
N
fr

Uebsth wEbd ARYE 29U ARS e S5l ARUE ZAHH el vl
TF5 7 WY A o] HAE o] Ae YT BA= ojnA|d o3 xd=
el eyt EAge] SAHA Aolgte A7 HA-2« A=At

‘Eﬁ& % Hapoll tigh 370 W] ol Y o BA= AFUEC] i 34

1=
<GE 5>0lM HRe] F ﬁ%%@ R2 u% %
o}

Table 6. The Influence of Relationshipneeds Satisfaction on Continuous Commitment to Apparel Brand
Communities and the Moderating Effect of Apparel Brand Image

n=311
Moderator | Standardized Sanificance
osindy Jé‘é’{fé%?s é&‘%&é’ﬁ‘s tvdve | R | Fuave |ZOF 0
Congtant 664 3476 | 0310 |69.326
Relationship needs 377 325 6719 ARP=0.02
Brand Image 394 391 8.085*" F-vaue
Constant 833 4375 | 0330 |50348 | =9.1743"
Relationship needs 350 460 6.229"
Brand Image 204 198 2548"
Relationship needs x Brand imege 040 148 2976

“"p<.01 p<.00L

Table 7. The Influence of Relationship—needs Satisfaction on Normative Commitment to Apparel Brand
Communities and the Moderating Effect of Apparel Brand Image

n=310
Moderator | Standardized
Independent regression regression 5 Significance
variables coefficients | coefficients | CVAve | R | Fvaue 7T 2
B B
Constant 658 3133" | 0264 |55.085
Relationship needs 472 383 7650
Brand Image 293 273 5463 " .
Constant 810 3.593:: 0272 | 38.091" Al:z\:;)f
Relationship needs 454 .368 7.281 —33755°
Brand Image 164 153 1.852° '
Reationship nesds x Brand imege 027 152 1.812°

<1 "p<.01 Tp<.001
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Table 8. The Influence of Interest-needs Satisfaction on Emotional Commitment to Apparel Brand
Communities and the Moderating Effect of Apparel Brand Image

n=312
4 ’ Modera]tor Standardized Sorificance
ess ess
e JS‘%@&?S oé‘Sff:em tvue | R | Fvae | O
Constant 145 537 | 0200 | 38732
Interest needs 240 190 3575
Brand Image 418 355 6.679"
ARP=0.007
Constant 1417 1649 | 0207 | 26.750 Fvalue=2.8"
Interest needs -195 -154 386
Brand Image .086 073 -679
Interest needs x Brand imege 112 1.558

‘p<l “p< .01 p< 001

- 76
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Table 9. The Influence of Interest-needs Satisfaction on Continuous Commitment to Apparel Brand
Communities and the Moderating Effect of Apparel Brand Image

n=312
Moderator | Standardized Sarif
| ndependent regresson | regresson 2 gnificance
variables coefficients | coefficients t-vaue R Fvaue of AR?
B B

Constant 575 2566 | 0.246 | 50444
Interest needs 212 196 37%
Brand Image 407 403 7819 .
Constant 1141 1.593 0.248 | 33.827*** F\?;;le;googf%
Interest needs .018 017 .398 ’
Brand Image 259 257 .076
Interest needs x Brand image .050 .265 832

“p< 0L Tp< 001

- 77
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Table 10. The Influence of Interest-needs Satisfaction on Normnative Commitrment to Apparel Brand Communities
and the Moderating Effect of Apparel Brand Image

n=311
Indenerdent Moderator | Standardized Sarif
naepen regression | regression g 2 3 gnificance
vaiables coefficients| coefficients t-value R Fvaue of AR?
B B
Constant 576 2.303 0168 | 31187
Interest needs 259 225 4153"
Brand Image 305 284 5244 ARP=0.004
Constant 1429 1789 0172 | 212317 | Fvaue
Interest needs -.033 -.029 -.124 =14831
Brand Image .082 .076 .395
Interest needs x Brand imege .075 376 1124

mp < 001

Table 11. The Influence of Transaction—needs Satisfaction on Continuous Commitment to Apparel Brand
Communities and the Moderating Effect of Apparel Brand Image

n=312
Moderator | Standardized Sanifi
Independent regresson | regresson y gnificance
variables coefficients | coefficients t-value R Fvaue of AR?
B B
Constant 637 2011 0243 | 49562
Transaction needs 199 196 3608
Brand Image 381 378 6.942" ARP=0.003
Constant 1.420 2,062 0246 | 33568 F-vaue
Transaction needs -.044 -.043 -.210 =1.2295
Brand Image .168 167 .908
Transadtion needs X Brand imege .064 .384 1.199
“"p< 01 Tp< .00l

Tadle 12. The Influence of Transactionneeds Satisfaction on Normmative Commitrment to Apparel Brand Communities
and the Moderating Effect of Apparel Brand Image

n=311
Moderator | Standardized Sanif
Independent regresson | regression g 2 gniticance
vaiables codfficients | coefficients | vaue R Fvdue | =\
B B
Constant 798 3219
Transaction needs 167 155 2678" 0142 | 254497
Brand Image 305 284 4903 ARP=0.002
Constant 1.497 1.918 F-vaue
Transaction needs -.050 -.046 -.209 =0.6944
Brand Image 115 .167 546 0.144 1728
Transaction nesds x Brand imege .057 .323 .945

“p < 0l mp < 001
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Table 13. Differences Among Groups Classified by Usage-needs Satisfaction and Apparel Brand Image
Regarding Commitments to Apparel Brand Communities

n= 313
Groups|  G1: Low G2 Low G3: High G4: High
Dep. \Cross satisfaction satisfaction satisfaction satisfaction F-value
var. tabulation / Low image | / High image | / Low image | / High image
. 2.06 244 223 290
T;mb’faﬂ“do? ”eegs (n=75) (n=38) (n=87) (n=112) | 14.205™
Emotional meg b a b a
commitment . . 19 2.38 2.60 3.39
Relationship needs | 7, (n=89) (n=50) (n=60) | 36.492"
X brand image c b b a
. . . 2.39 2.80 2.60 348
Continuous | Relaionship needs ~ B - o
commitment | x brand image (n-ilZ) (n?b(8:9) (n—b50) (n—:o ) 27365
. . . 214 244 255 3.30
Normative | Relationship needs | .15, (n=89) (n=50) (n=60) | 26178
commitment | X brand image c be b a

™p < .001, Scheffe test: There are not significant differences among groups with same symbol

Standard deviations of al means. 0.7 ~ 1.1
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