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A Study on the Impact of the SNS-Based Virtual
Brand Community Identity on Brand Loyalty

Xinyan Chen* - Minsung Kim** - Daeseok Kang™* - Woojong Suh****

Abstract

Customers who show high level of brand loyalty are one of the most important corporate assets.
Accordingly, customers’ brand loyalty has been addressed as a critical issue for the business success.
In today’s business environment where business channels to customers have expanded and diversified
continuously, especially the use of social network services (SNSs) have drawn a lot of attention as an
effective channel to promote customers’ brand lovalty. This study, thus, analyzes the impact of the
virtual brand community identity on customers’ brand loyalty, focusing on the role of the sense of
communities as mediators. The analysis was conducted by using the data collected from 239 users of
Chinese virtual brand communities. The results show that both virtual brand community identity and
the sense of communities significantly influence on customers” brand loyalty. Furthermore, the results
reveal that both of the community belongingness and community trust composing the sense of
community partially mediate virtual brand community and brand loyalty as hypothesized. Based on the
results, the strategic implications are suggested and discussed, focusing on improving the customers’
brand loyalty in the context of SNSs. Our findings and discussions can help companies develop their
customer strategies for utilizing the virtual communities to strengthen customers’ brand loyalty.

Keywords : Social Network Service, Virtual Brand Community Identity, Sense of Community, Brand Loyalty
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= &S B tHBettencourt and Lance, 1997]. Bl w3 ARYE A&7 A FA4H
b olye} 2 A54E BiE ARUY & 23E 7pd Aoz Helth 3, A 334 A
TE ZAT A5 FsA FAste o= = AFYE A7 Ba=E AR A
9 A HTeo et al, 2003]. &, =& FH=, b AL AAEAE, 7€ AFES 2ARE )
oA A 52 Foe T BF SAE of AFYE A&7 AFFor A" Aw
=S Y% QA5 AoR nFo] B u spaF UE oo BiE IR X+ TS
BAE AFYE g a&7to] =55 3§ A o g o FE ATt Al 32747} A 334
g s gd 2 FHAEE HY FoR A ANE BAE AFEFH Y 1>) A
F2 F 9k @, dutd oz )] s HHe A FFHoz AHRU AFYUE 94
AZ e aNE FA = FulA TS s & Bl AFUY ofo]dlEE9} HAE FA
HAvHRidings et al, 2002]. 7H4 BA= ARHY 5 wfsteE 98 A " F, 2dE o
g mgk 7 FAAE] AFUE dia =2 olHEE] & 1% ofoldlEEZ} HAls 4
AFLE HEFE 499 2 ASEHA ARY Lol AFAoR Fek dFHS A /DA,
Aol ¥} Fsagol 7hsstAl Hal HS Ast oby® AFUE A&ztolv AFUE Al
H Asals #AE FAsH "ok 13 ol I 2 ARFYE 9AE wiste] s FA
g =2 AsAEE ATUESY A o F L5 FAske ARMAL AFUY oA 9Es
= Bdlso] g vhEuiu S 22 FA woh 248 AsE et ok mEA AR
P oz ol A HrHH YT, 2009 Muniz UE 25703 A7k gig v 7HAE 5
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H7a : AFYE &£&708 18 olo]dEE el B
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=

UEE AN AFUE 2dgdst WAL Ao ALSE BES F39 BUAE AR
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300091 ¢H(eF 541+ 1) W] 23 96
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= A=, vl E3E 30059 A& T 25657} 1Ho= sta ‘wjg 28 E 5P o R o 54
I FHATHI TS 8.3%). o5 F FSHo| AR FAFQA T 2 Mgl S48
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¥ A4S A9 23955 4 As2 &43) g AEE HAe SPSS 180S AM&8gltt
gk ER EA(KE )¢ BAG A3, Wy = ofo]WEE & Kim 5200117 Rio %
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7] E(41.8%) BT} tha wWkow, Al 26~ AR THEZRE ‘o] Bz A3 e A
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(176%)7} WREe ARG, 4 FEas & 8 FA ol71% w, vk gk P A 2
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BdE AL 0.36" 037" 0.35" 0.36" (0.80)
F) 2399 =X A#E A4 (Cronbach’ a)& UER.
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DS O o HAEd AFol ANAE 9ok O Fud Adeld 0777 | 086 | 061
T [t g nasun o nasE o dsan 062"
e AgBdEe] 23 Aol ® Beta o] BAEE A ALGE Aolck| 0627
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Bl Wivge] & AFrE dikd ), ol
2 dye P BaE ARUY 55 8t o sojHel A ARUE BEoo M=
= TAEEC B B AFUE A i) Aol mg)n BAs AT S 2A4H 3
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