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Abstract

Luxury companies are striving to improve their communication with customers while
paying attention to online promotion and marketing activities. As companies interact
with customers in luxury brand communities via various channels, they yield
consumers higher value throughout the effective consumption process. In addition, this
connection enhances customers’ understanding of the company, making it easier for
companies to acquire empathy from customers. This study aims to analyze the value
factors that affect luxury brand community members’ purchase intention and brand
attitude. This study utilizes online survey results of four hundred prestige brand
community users in China. The results reveal the positive effects of customer engage-
ment on customer psychological empowerment and flow, the positive impacts of
customer psychological empowerment and flow on community identity and brand
attachment, the positive effects of community identity on purchase intentions, and the
positive effects of brand attachment on purchase intentions and brand attitude. Further-
more, the results show that community types and fashion involvement partially moderate
customer engagement. This study provides theoretical suggestions for relationship
marketing in the luxury brand community environment. Last, this study presents practical
implications that companies could utilize to create an emotional connection with their

community members, resulting in an increase of customer support.

Keywords: customer engagement(12Z] 9IFJOJRIHE), customer psychological empowerment
(2Z9] 2= JmHE), flow(E L), community identity(FHFEHE FYA),
brand attachment(HEZ#HE ofZ})
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50 BAE AFYEL 17 AACIAHE} 4v|% FHjolwel o] nXE g  EAEIAT

I. Introduction

YIS F&3F HHoR AYE Aot i
29 AFEol wrho] At 9 &4 HEHNT Al
5 BT VM EYARE A4% 404 Lot =
Qitt. olo] wet A4 YEQY A AH|A(SNS: social
network service)i= °]u] QIE[Ul Ao} 77} =L
i, 7V ARUE 3702 Sl 7193 AR, AR
A 9 AREAL 7ol FA8E JIEHA R viAY &
B ARUE A" 5k S7FeI BHE A
FUER 54 Aoy HHES FHOE A7 4
BAE dol AR TAE 27] 9Jsf vhEold Yt
AL 9Ju]|s}lH (Muniz & O’guinn, 2001), ZHIY &
U g-5o] gsiglo] ot 448 YEYAE 7Rt
2 @ ARYEE A2e 494 T5E0l N7 At
(Ellonen, Tarkiainen, & Kuivalainen, 2010). 22}Q1 B
Ae AFYEE UEYIT Ao ARYE +48€Y
S°] B ¥4 Fd=9 EEF} HJHFH[o] o
sto] M2 AT Z-8ot= WiANAZA AB|RHE Ato]
o] IAE Pt EF BT Iilo] = AR
S 79 AoAge 7oz HAT Y 7o) digt
FHEE Eol= 40| Slth(Hong, Ryu, & Moon,
2007; Suh, Lee, & Baek, 2007). AA|A 7§21 A
AIAL 201948 71& 2,8109] S-29] FHo| o211
AoH, F= LH[R = AA HAY AR 35%E A
A5t} 9849 f=E AHlgt Aoz HYAE GIthBain
Capital, 2019). $32] BHe] A% 2UAE o]
104] ol5te] T, TAE AZORA BA=ES 5
S AH419] A3t AFshe 7HAE HolFH HES
3E E5) ARE d=g d<5ick(Luan et al., 2019).

T 2RI Z83 AvRete] BA uiAI"
BT oAGE HAE d3Fol & IS 1AL A
of. SRRt 7120 BRHE ARYE I3t A= o
Fi HHTO) AR} 719 whE L, SA L, Heot
He A7) gjE o]l 2 H(Ramani & Kumar, 2008;
Wang, 2017), BEfHE AFUE ARGl et 4H[R19]
A4 vt ARYE Y 719 HAl0 #"
APATE BE5Ich £33, A4 w|to] 2}FLofA
o] 7 QAPIAHMEE 71949 ntAE Adito] I3
& "X & £33%F Q A A|(Palmatier, Houston, Dant,
& Grewal, 2013), ¥A|9] D= AR7YE #4491t

o] A AHe} WA 7F AtHEllonen et al., 2010).
< =AME BERHE ARYE= &8 o] oA <
Aol BAEI XA Aoks WA %= 59 A
08 AHRO] £ H6|u, 1ASS ARYE A
< 55t 719 BEE ZHEFO] ASZHoR
Zroid 4= 9JA = QicH(Ellonen et al., 2010).
Arnould and Thompson(2005)-2 AH[A} F5)2(consumer
culture theory)ofl A 4H]2}] P&t Z3H4] ofnl= F
E4Q AR Rt B WS ol
O AR ol 4ulAe] W AUE Aos
8] B3 WA QTSR oA, AuA}
2307} Ho] Fxste 2544 dato] 2Bs1gtHloy
& Li, 2012). TSt Vargo and Lusch(2004)= AH]A
Z)ul =2](service-dominant logic)o| A AH|A wlAE
QJoo] 17 Fojt AuA NS ZANIT 4
3k WA B ATE ol sz HMe B
© AR 14 QAelAHES oo e} B
= o] vAE e FHekuA k. FALC
2t 249 BAE ARUEHN 24 AAolNHE
7 o] JuIEE W Belof oA S Lop
w3, 1709] Ay AnYRE} B0l AR
EUA9} HRAE ofato] BlAE Qe woraluA
Sk ot AR e YA} HAE ofzto] Pl
of HUE fro TAE YFS ZANRTA Tk,
& AACIAAES} ARYE L] vl w7l
T wEot=t ol ARUE F3C19FEE %
HAFEE) 9 A4 Fojo] wE Jo | ol&
F7HH o7 HEotuA girh £ A9 A= A4
2 AFUE L7 Afo]o] ARSA BAE FA5h= 1|
AYZS olafota 17 QIAC|AHESE A4 Qlu}
HHE dfgt A5 Sgsto] B A niAg o]
2o gt A+ 7|¥ke st =30 2 5 U2
Zolgtal 7|ttt 12|l o]9F 2 shaA HIS
ol gAME BRE ARUE S ST ARYE F#
39| §H&-Z olsfste] M BHE 7|49 At
201 uAY Ak ol AAEE Algskarat jit

)

¢

B of

Il. Background

1. Consumer engagement
34 QA AUER wAe] ofuwst ol fE Bl
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Tof 7]]dol AAoldS ToEN A7|= HIAHA
Bojols, 1Az AT Aolo] A7 BHH A
o] $8/4<& SJvitth(Bowden, 2009). 7143 117 7t
of BACNA A Hol BF F2Hel APo=R
WA E g3 A 24 (Brodie, Hollebeek, Juri¢, &
Ii¢, 2011) 117 QA C|AHET} =2 1AL J=4
ojr TR 7| AT FEHE 59 A
Z+odslA| = oh(Hollebeek, Glynn, & Brodie, 2014). B
A= 7199 BT} Aul20] df T Sfo] 33,
= uase) aag, B 44 SO 149 PS5
Z &%5o| x3EH(So, King, & Sparks, 2014), AH]
A9 XA JH= 1A A C|AHE FPFo=E o]
o] 4 ItK(Garg, Inman, & Mittal, 2005). <, AH]X;
7} B gEe] 7o) F50) o] EAL ABL T
of BA= ARUEE THIAY, 5Y A
AL AYst= ¢ =2 59 AAIAHE
SRR B 4= Ut(Van Doorn et al., 2010). &
Ao HEL T2j0] M A
og 27l AFYE AXES
SRE 2astel waee Hed Al
2 9t £ AolA= Vivek(2009)9]
el go) 1 AACIAUES €4H o
(conscious participation), &% (enthusiasm) 2 A}5] &
A} S A-8(social interaction) O 2 A|&35}s}o] -2}
o 947 Pojgk n250] SJEFeE HAE AR
U e dAa Holsh 0% FEAL
W, @2 1ol BAT ARUY BEL HIH0
T A o] APA JHE At AElA
FRAEL 70| 7| YE EFFE A3ARE AloolA
of Ly, Sjzlolut ZEe] R HEAE 3 ARY

—-—

Ol

774 9l

o o M R o 4 o
-
9
>,
i
I

% {0 M

2

kd
2

AoldE Sulste AR Attt A4 4EA
UAHE= 14| A Ao, i7jo] AH]
2 7149] At ghf] ZF dAjof] AA|2 Zolsh= H]
WA F2 JAACIAHE G5 AH4lo] Frofstal QL
O AES Asketd =2 AE 7HEE Fofditt
(Wathieu et al., 2002). WehA] AB|RLQ} 714 7+ A
H S FAaAZIAL 48|30 ik AR
BAERS FFAA 142 AuHE Ao 34

2. Customer psychological empowerment

n7ie] Aeld uteRED: Tae] FBH <

4] © 2 X (Wright, Newman, & Dennis, 2006) Z}-419]
oo et dEe PAket 7199 WS =714,
71990 ofAHL 7FA A sZEtHRamani & Kumar, 2008).
7192 1A AMYHEE Fofstes IgollA &
5 2AHS oA Fresto], a4o] HHEO] AH]
2 o] Zofstar, AH4lo] ARE ARUE F4Y
I /7T 5 Ae ATE 2A EH(Bove et al,
2009). Ramani and Kumar(2008)= AH|X}7} HH-F
o] HeE A =9 719do] AT AE A4l
Al Fojshal ekl 7w, Ftufjof B g2 Azt
g EolA ol 7ol gt ofge] A71A Hoh
I FAF & 7o) 719]9] YAk, whi ©A 5ol
Folst= A 22 AACIAHME P& 140w
stole ol s FAIA i FAE RA s,
ol s SAIste = =7t A Aed dnt
HHUEZL FA4Ht 14 QAACIAME: AHARE
stola BAA AAAE Bt AT o §
&< SHAl stof AEREel 719) Zhol WA 4= QL

BE HA S FAaA7]L, Ao et 4]

32

ol

2

HE Aol 354 FTFE 1A 4= ot Labrecque,
vor dem Esche, Mathwick, Novak, and Hofacker(2013)
= XA gt dgtRoE B0 figt A
7b 71QollA 14 Zo 2 7]2A HiE d4oR Hok
=4, ol& A5 A8A-e] gt AIE ST
Al713L AHAlo] 4| o] =AY Bt ofy e, 71

9] 3t REo|gty 74 wrethy F45ch

3. Flow

=Y AFEEC] oW &5S & o A9 BE
AN FelEe GHE Lo R A 0k U
9] A A& A o]th(Csikszentmihalyi, 1975). Sun and
Moon(2011)Z &% AU o849 P52 24
o= £Q93t 9ujE )43 9™ Mukherjee and Nath
(007 E<13} 2|42 Hojr} WA Ao 9
O Pk 7MY AN 282 Sl FolRt 9F
< HAH(Reid, 2004) 21 AFUE Q] FELE
o U= BB o 4BAg0] A5 AR
B o 49 7] A Rzl EobA A%
A AFYE e st Ao® YER(Moon &
Lee, 2007). TSt Jin, Park, and Kim(2010)2 A}S] 4]
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52 BAE ARYES] 14 AAINHES 2ujx} Fujolet Bwo] nXE §F  BARlT

+- %9 =
ARUEY] FAG= o7 Dutton, Dukerich, &
Harquail, 1994). wt2bA] £94-2 474, Fof 59 /<
840 293 FFE o= AL AAH0E 5 AUk

4. Community identity

Riketta(2005)= #ARFUE LAIE AFUE 4
o] BHE Fo AL ARUE A AAeke 27
2 ARFE Ao SR Ay wHolE
(social exchange theory)o] WZ2H 1AL ZHYE
W &0l A58 08 Fojsto ARYES} BAHES
ERQIOIA] FH5ke, AH419] 4H] A JHE o2
AT FH5H7] ol ARUEe] gt 149
TUAZL oM LS 1 49] AEd AuHET &
=2Q1 Zrojo] WA= ol AL sttt 114
A ADHEE 7|Yo] 7Hxl A9 dRE
o] ARUEJA A& A= w2t P55t
Tgoln, AFUEY FIAI7F B2 719 142
£ stolg 7]Ygo] Folfgt A E o& ASsHA v
AH|REY] SLufghEof| m]X|= FRFe] ArH(Wang, 2017).
wEhA, A= BRESF ARUE Y FFES
Al = A4l 8-S Q1Ast FFEE WA =
=4l o] oA ARYE Y A&HH FHEE
7}A A Ft}. Bagozzi and Dholakia(2006)= #HFU €]
YA, BAHE YA 9 AH[AF PFo] A2 AZE
of ot AP on, uAY] ARUEL] FAAZL
EZ5E B gt SYA7L wobA 3FH0R

i}

179 P50l 344 P ATk 4Pt

)

<

o o™ o =

5. Brand attachment

Lacoeuilhe and Samy(2007)= EH = of2fo] Q
717t BRHER AZEo] Qi Aojsh= AHAHY] 2
ol 71xketekal A 3icy. B o of 22 7Hd 4

HZA =2 dig BEHEe B8 A8 BAE 2o
ATHAL of7]=1], o]HE Hr= B0 et o=t
o] 43S FA "ArkKwak, 2011). 11o] BAHE A

S 2
23 2HA Hol 7140l digt =Tt =okA AR
Y 7

ETH(Han & Li, 2012). 2702 142 BHIA; =
s FAA Add1eE FASH =Hol BHE o}
HAE B4, ARYE &30 UoAE 444

=2 Y AFAY AESHA distA gt &,

H HAT o] tfgt 1ol HAE oz} = 31HO
2 stodg A419 AHE AFUEANA FRotA ©
I st 5o FoAA Bl=o s AL
A 714 "=t} Labrecque et al.(2013)2 17
BT o] gk HFglto] 7]Yo] opd 1A FAHoE W
kot 9lod olst HE o] Aol AHER o}
= AHAIFC] el dATS 2 ek skt 1
fHug 149 Bl AFYE W 452E A
2 49| JFoA 71hof et s Ad Bk
oflzt Y&ttt 45w FE B BHE= o =

Aol T

HAHC AFYE 7Y 7He] st Fofok AHg
A AeAEL ARYUY 18Y99 574 (Muniz &
O’Guinn, 2001) FFAI7|H, FJUEC] BEAHE #
FUE YollA g2 45283 FojE B3 ¢
o] o]FofXtH(Kim & Joo, 2001). /& A+-8/4Z BI
O & 3 FAHYUE AlolY] FRY4o] FAE, I
o o8l FFE= BHES} &5 Q= ARUEHY A
A/go] EgafXitial Btth(Dutton et al., 1994). B
Ae ARYE FAYLLS HAHE ARYEES S5 3
34 w71, ARUE W
= o, BHE A|F] s =
< A =i, BHE ARUE 4L ot Tt
FRYAE FAotH, F3FH o2 BT ARYE
o gt FUAIE UEHATHSeo & Kim, 2003). |7}

T ARYE FdHLol gk 7t
FB7oNA 9] Q140 FERE ApAlo] &3 HHE
AFYE Q] Al it o] ot webA B
HE AFYE et g3 A4 B9 Fd=
ZolE 1, AxFog BAE ARYE F9A 77t
o] Z7}=t}. Han and Li(2012)= AH|A}Q} B E=9]
A7 BERHE] gt ofztol] ZHAI JFS 1A
ATHY Gt AR A&AQ] BHE AR

o)

=
%
fai
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HE AFUE oA FH5HA

oz $52Ql HEE Holg1
g AL & 4 Urh(Park & Lee, 2016). o]=

Sl BHE ARYE ] o] HAE ARYEod

= a
|

r th
o
|
[z

I
s
n

HACO gt HEE} olAm, 29
o] HAE ofzlol o] FFL X AL AT

6. Purchase intention

Aaker(191)= E4 ARE 53| A& FLlstA
U e Aol 235k AL Tulelwet 49
stoick. B4 249 THUL AT 240] HUA)
go] whet AlFolut AH|Ad His] A A s A
7} €2}X| =t (Bhattacharya, Rao, & Glynn, 1995),
ol Ao Higt &&ztoluy FUA &7t 7Rl
Afop7fgoluyt 4B X ZtE F3f FHjEe] &
IS v|x]7] wjFEo|th(Belk, 1998; Macchiette &
Roy, 1992; Mick & DeMoss, 1990; Schouten, 1991;
Sheth & Parvatiyar, 1995). Sung and Han(1999)2 %
2 FLAIZE 2] 5 Heo JF mAY
ATFE 53l v AAsks 54 Adolu =
Joll gt &gto] A= g 2219 AlFolut
HEsS Agd 7540l B Eordlth= A AlA
At ESE Algesheimer, Dholakia, and Herrmann
(20052 BT AHUEQ EUA7} 2O FHYL
F3Hom 39 PojoEoE FFe A & 9
o slgith. Wetd HAE ARYEE olgsis 7
g5l ARUES 4412 ARUE 5Lk 3
7t 5255 i3 ARYE A HBufishs Aoy
M| AF o] 8e 7sAdo] B Eorival e
12 Zolt}. dulxog yAL EX B g5}
A4 o g BEO] & 7HAE F
=3 A4l E%E A}Oloﬂ 1A dAE

e R

(¢

o
N
o>
M
ﬁ&

)
mlm

Oﬂ(Kwak 2011; Lee, Lee, & Yoon, 2017)
U el 2l okl S g
=S L7b Eopxltkar ajlidstih.

LR E L
:
il
;?
;‘_.
<
g S
D2
b
v
@
g
[\
(=3
5
I
%
I
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7. Brand attitude

HHE = BHEO] it AR FA0]1L
2279l Frtz At &= oM (Seo & Kim, 2003),
AL BAES AeE u) 1A ) AR 4
HE Ao s @4 g5 = A= A Ut
T}(Sengupta & Fitzsimons, 2000). EHE= ZF L E 9]

FAEE ARYE oA bt JE 7 &5 9
AFYA el S sHHA BAIES Bt =He=d ol
o 9ET e F2H0T ARUHY A4S
EYNBA WED, ARUEe] FANE BA= o
T 340 38ARA 4TE SFH(Seo & Kim, 2003),
ARUE A=47} ARYE 5LAE BHE Bz
G-9J5F JFS FH(Seo, Lee, & Baek, 2007), EHE=
o gt sl £S5 4HAES HEL sl
oA EHH(Choi & Lee, 2013). Kim(2014)2 ZX 9]
5 Au|R] AR A9l Av] ko] B =] ozt
AE B4dsto] g EHES] Hol=: {3t IF
2 ZrE 2g WS Gk BAE ojzro] 7
s HUE Hro] FHH JFL oAThE A

8. Community types

2] BE ARYEE 4HAF =% (consumer-
generated)™} 7| 3§ (market-generated) 0. 2 L&
2 4 Qltk(Kang, 2002; Klein & Ford, 2003). A&H|Z}
F5q ARUEE 54 1A= Yojol THL 7}
R 2HAE0] 227 ol B vl 7IYFET
ARUEE= 7ol BERHE ARgAReLe] HAIE 3 33}
7] 938 =] HH(Kim, Kim, & Wang, 2009). E.&H
T ARYUEY 2JFA 0 wet ARYE :r“é"l«]
ARYE] g s @2-d 4 J o (Muniz &
0°Guinn, 2001), AFUE FFE2 BaA=e} AFY
E]Oﬂ I:H'ET}- /\H]X]—Q 71—2401] 0:1'53:,9_ D]i]l:_ d 2.2. ;'(]-
o7 g % St 719 FEY HAE AR E: 7]
Qo] 4ulAigt 350l BAE B A BAE0]
A% BE e 29148 48] A8 Ao
2 REolxEy, oleig BHe] AR Folele
A 7190l ABSHE AEAE 9 A4 ol
L g 22o| 9Jth(Han & Li, 2012). Seo et al.(2007)
of w2l ava FEY ARUEE 719 S22 AR
el ARUE SUAe} A=Es} o B vt
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54 BHE AFUE 17 QARIAHETL &B|Ar oo} B vAle JF

e, ARUE 7499 ARUE SAAE BRE
Hol o 2 gake vl st Heka, 2 A
ot EAE BAS ARUE] §PL 7Y R
3} 2l FEYOR TSI, T /M AR e A
RUEolA 2el% whgo] T 4 gleka wEgct.

9. Fashion involvement

To =t 2HA7E AFT AR AE AT o
19| o] ol Wt EetAl= 59 Aol ofu|st
EHl(Krugman, 1965), Hong(2007)> 34 =5
AAZT A E gt Anjpe] BT} FREE
AZtshs A= Aoglon, 4nx; P59 A9
Al A T s FA% JF WSt A9 &
HIZHS] s fole= Fuigelo] FS mAH, B
HE ot Fujok S 2 Gt {2
ot IS FH(Kim, Park, & Lee, 2005), ZjA o]
Tt 2255 44 Yol Zdx F43 ARA
o] FobAl= Aol Ath(Shin & Ji, 2014). wheh
A & AoA= A Hojko] wE A BiHE
AFYENA L9 REgol HA= FFS Lot

14 ek

. Methods

1. Research model

£ dAoAEe g4 BAHE ARYE #4499

Foe|Est HAT o] Y VAL M 2
£¢ FTA ST WA e BAS AR

golA 34 Aol e 2A0] Aeld Qeiw
E 9 2qo] nAt gfere Polri, 149 Yo
AR ESE Belo] ARUE FAXS} HAL oz}

i
ki
N I

of WA GeFe setetnAt STk 1T AR
¥ $YAI9 BRE ofzfo] TujolEel HAE
of WAL AP 2ARE F, 17 AAIAHES A
FUE 749U o] mAE JFe BUHE o
glol, ARUE £3 2 WA Foixo] He Prhd
Aolg AZSIA et olF Hat ATRH(Fie.
D % A7HEe Thedt g,

HI. 42 BAE ARUE]A 24 Aol qHE
(B4, 944 Fol, A8ld 4TA8)7H 1A
Neld AstEd] Ao Jee v Holk

H2. 842 BAE ARUE]A 24 Ao AHE
(@A, 2414 Fol, Asld HTA8)7H 2ol
B G 1l Zolk

H3. 24 BRE ARG 129] e It
JREL ARUE SUA JH)o dFE ol
4 Zole.

Ha. g4 BAE ARVEoIA 149 e ot
AREL BAE ofzte] H(ho] GRS TA A
o,

Hs. 24 BRE ARV 2L ARUE 5

7 consumer )

Consumer
Engagement

Customer
Psychological
Empowerment

H1

il

Purchase
Intention

Brand Attitude

Community Types
N H11
(consumer-generated &market-generated)

[ FashionInvolvement Degree ] H12

<Fig. 1> Research model
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QAo Ay FFE vIF Aol
H6. EAE BAS AR BUL HAC o
o Al JFE A el
HT. S4B ARUEAN ARUE SLAE
anlate] FujelEo] Aol FaE v Holck
HS. S4je) HAT ARUHANA ARUE FUAE 2
vt} B Ejs] o] FFE u1A Holck
HO. A2 HAS ARUENA BAE ofe 2]
Ao Fufelzo] H(ne) FFE 1A ol
HIO. EA2) BAS ARUEAA BAE ofate &
HAe) BAE fE] )] FFE 11 A
ol

H11. ARYE 53 w2t 42 BHE ARJYE
Al I QIACIAHEZL ARUE F+449] vt
5ol PRl FF2 o0& Aot

HI12. oA Fojo] ozt A8 BHE ARYEo
A 17 QIACIXHET}F ARYE F+4L9] vt
5ol A= FF2 o0& Aot

2. Measures

T Ao w3 AThA o
Hlo]F, 4sto], Ad 59 A
TUAE ST 289l dES
AlZE Aol oz p7E avjAt Fegdt 7Y F2F
AFUE F3& AAsI=S & & &

ok ZF R 20079 74 SHS st &
AEAE 400587 YA HZo] AHE H=e
APATE arsto] 2 Aol W g A5t 14
Alo|AHEf T35t E-2 Vivek(2009)
EH2 g4, 9AH o, AEA A
T TYeE F 9719 wFol AA
q o]uH]HE L Han and Li(2012),
Ramani and Kumar(2008)9] A& &85} 471 &%
o7 751 o, ER(Flow)> Agarwal and Karahanna
(2000), Kang and Jeon(2009), Kim, Choi, and Han
(2002)9] AFE Farsto] 571 w0 &2 &85k}t
AFYE] 5YA|= Algesheimer et al.(2005)29] A+
g A3alol ) BPOR THIAAL, HAE ofat
S Thomson, MacInnis, and Park(2005)2] A+E %

u
B
A
> 9
il e

f

k=l

i)
32
iu)
=
_I\‘

o
o>
o,
iy

a4 -9y 55

sl 4] BYoz FHNAL FAUAES BE
2 Aaker(1991), Kim and Shin(2014)9] A+
Zarste] 57 EFo & AFAstelon, HAE Hiko|
HoF £ Abelson, Kinder, Peters, and Fiske(1982),
Kim et al.(2009), Lee, Kim, and Kim(2004)9] A&
@il 7} Bares TAsAT £, B Bol
Lo #3F 232 Lee(2015), Shin and Ji(2014)2] &
+8 Fustel o) BPOR AT} HEAS 2
Helsith BE Weel 8L 78 SAE Liker)
L& AESto] S5t eH AEACE AR A

o] RIF-EASH S/l diet &3Fo] ZE AT

3. Sample and data collection procedures

2 AE2 20199 8 23U A[&sto] 2019 8
4 3047H4] 7ol A fEEHoH, HMH AF
o] gt 7h2-g Fetsto] e =Al0] vla) o oR
450] &L woly, Astol, Ao Axsh ¢y
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FA215%)9) 4] HEAl] 7% BuE|gich. Ei2
o] gL F/g0] 40.5%(1627), °1/d°] 59.5%(2387F)
2 Uehton, 39| 4<% 1t 30~39417} 49%(196'8)
2 714 gol uehgeh. Mol A9, siArdo] 48%
(19279)= 71 goton, 54 tigta AR
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52 2009t Y o]4~3009F ¥ Hgko] 33%(132%8)2
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V. Results

1. Preliminary analysis

1A QIACIAHES 991& F&otil HIFLE
S17] 918l Varimax®] Ao S AR &

=
G
Al Q Ol E A (exploratory factor analysis) 23}, 374

felo] FEHAL, B U8 st ‘&
s

£ W4E mgets 2457 1Y By
=S H3) 21F QQIEA(CFA: confirmatory factor
analysis)2 55to] SHEG 7} A=A A5
=7 E3PATGNA AR FzAgolA 129,
179 e AThHEd]A 25, 2ol 3%
%, ARUE 5AN0NA 288, BAE ofzo]4 38
o, Tl EoA] 25, BAE ol 150] 4
AR A% B4 2ARH0) 24 wyo] g
Y= A5 AET A, 14(238)=291.712(p<.05),
GFI(goodness of fit index)=.948, AGFI(adjusted goodness
of fit index)=.929, CFI(comparative fit index)=.993, RMR
(root mean square)=.072, RMSEA=.024, NFI(normed
fit index)=.965, IFI=.993, TLI=.992& U¥El} S
Fol disl 5710l Fdsteg 2] At
SRIstth. & SHEE 914 QRIEAdT=
(Table 1) Zom, FAH BT LT
70031, CR e B5 folsHA Uehgr). £t 2}
H<=9] Cronbach’s ¢ Fto] 2% .80 oA} 07 =2 A
25 S0 = ASIh PHEAS=4Q] AVE(average
variance extracted)gf-2 .50 ojAo|low, ZF HL-E
o] ABAS Al @HET AVE gho] 2A yEhy
2 Ay wEEdEE S

2. Hypothesis testing
T2 BP9 ARENG 5 HEEF 2

RUEe 24 Ao qUES} Auxt Tohoet Go] vHE JF  BARsAT

¥}, 37 QIACIAMES] 519ja.]lo] 79 424
AU HE(DH: =249, CR=4.404, p<.001; 2]2] &
Zho]: p=244, CR=3.998, p<.001; AF2|H 528 g=
143, CR=2.185, p<.05)2} B(DH: p=.181, CR=4.201,
p<.001; A& Zol: p=141, CR=3.077, p<.01; A}3]
A A5 g f=296, CR=5.813, p<.001)°] &(+)2
&= VA= Aoz YEY HIY H2= A==
oh 2A49] AEA AW HE= ARYE SLAI(B=
269, CR=7.441, p<.001)9} HH;T ofx{p=237, CR=
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H59F H6> et 22kl 449 M B
HE AFYEC et FUA= BEHE B (=400,
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A A kot H7Z e = UL, H8S 7|7 =]l A
g Bt ARUE 490 BT o2k Fuo:
(B=.600, CR=18.880, p<.001)2} BHE % (8=1.099,
CR=29.533, p<.001)°]] BF FH9] &= F= A
o2 UeR} H99F H102 el 9tHTable 2).

3. Multi-group analyses for community type and
fashion involvement
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<Table 1> Results from CFA of the finalized measurement model
Factors Item Est. | SE CR | AVE CronzaCh s
I spend a lot of tllme looking ove‘:r and writing reviews 905 | 051 | 25.637"
of luxury brands in the community.
Enthusiasm I am very keen on seeing or writing usage reviews of 290 | 053 | 25051 | 78 906
luxury brand products in the community.
I'm eager.to read or ertc.: usage reviews of luxury brand 261 | 040 | 23767
products in the community.
. If I do 1.10t read‘or write rev1ew§ or use r.ev1e\fvs in the 299 | 064 | 14427

Conscious | community, I will feel bored with my daily life. 78 873
ticipati i i i - ’ '

participation | The use rev1ews. related to luxury in the community 265 | 066 | 13.576

attract my attention.
I am interested in the mff)rmatlon about luxury brands 282 | 049 | 17.850™
presented by the community.
Social I love to discuss luxury brands with community users. | .899 | .053 | 19.637"" 79 901
interaction | It is very fun when I discuss luxury brand information ’ '
with community users (e.g., design, quality, coordination, | .898 | .051 | 10.693™"
etc.).
The community provides up-to-date information on va- 922 | 031 | 25278°
rious luxury brands.
Customer The community provides information on discounts for

psychological ¥ p 899 | .034 | 28.850"" | .84 939

luxury brands.

cmpoWerment ~ry ity provid ith te culture and

e community provides me with corporate culture and | oo | (a3 | 30 Scae
background information on various luxury brands.
I feel a sense of belonging to this community. 866 | .042 | 20.547"
I value th h. f opini ith oth f ok
Flow value the exchange of opinions with other members o 280 | 045 | 22.320 76 904
the community.
I don’t know how time goes by using this community. | .867 | .046 | 21.906™"
Community members have goals in common with me. | .859 | .043 | 22.857""

Community | I value leaving comments in the community. 867 | .046 | 22.964™" 74 295
dentit ; ; . . i .
identity The relationship of community members is important to 250 | 046 | 22237

me.
I am ve'r?/ fond of luxury branded products from the 249 | 041 | 21208
Brand communities I work for. 76 263
attachment | I feel comfortable when I use luxury brand products oo | '
. .892 | .041 | 25.829
from the communities I work for.
When purchasing a product, .l will refer to community 874 | 043 | 241827
members’ comments and reviews.
I am likely to purchase related or specific products based
Purchase | on the luxury brand information obtained from this | .866 | .043 | 24.323™" 907
intention | community. .76 '
I am willing to purchase a specific product related to it
based on the luxury brand information obtained from this | .883 | .040 | 25.280""
community.
I like the luxury brand in the community. 925 | .051 | 36.594""
Brand | I like the luxury brands in the community. 892 | 052 | 36.168™" o1 046
ttitud. i i i ity i o | '
attitude I think the quality of luxury brands in the community is 280 | 051 | 38231
excellent.
™ p<.001
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<Table 2> Results of structural equation modeling for hypothesis testing

H Path Est. SE CR Result
Hl-a | Enthusiasm — Customer psychological empowerment .249 .057 4.404™ | Accept
H1-b | Conscious participation — Customer psychological empowerment 244 .061 3.998™ Accept
Hl-c | Social interaction — Customer psychological empowerment .143 .066 2.185" Accept
H2-a | Enthusiasm — Flow 181 043 4201™" | Accept
H2-b | Conscious participation — Flow 141 .046 3.077" Accept
H2-c | Social interaction — Flow .296 .051 5.813™ Accept
H3 | Customer psychological empowerment — Community identity .269 .036 7.4417 Accept
H4 | Customer psychological empowerment — Brand attachment 237 .042 5676 | Accept
H5 | Flow — Community identity 304 .047 6.527"" | Accept
H6 | Flow — Brand attachment 237 .054 4.416™ Accept
H7 | Community identity — Purchase intention 400 .031 12.813"° | Accept
H8 | Community identity — Brand attitude .018 .028 .652 Reject
H9 | Brand attachment — Purchase intention .600 .032 18.880"" Accept
H10 | Brand attachment — Brand attitude 1.099 .037 29.533"" Accept
Y p<05, 7 p<01, 77 p<.001

o folt 9F& PIAA th= A2 Yerd A, &

HIAEEY Fetol M o4 F o7t 1) A
ATHHEBeonsumer=344 > Brure=.105, (74477, p<.05)
o froldt 2= T vA= A& ey

TH Beonsumer=-389 > Brarke=-136, X.~4.413, p<05). & Aot
% o] YAl FYT A(HY IS rA=
Aoz Uehon), 2ulAFEg W] 71 4FEd
Jaroh Z9lo] ARYE SYAd wX= FFo]

T3 F e XH]%‘% & OEﬂ'ZLjO] %?:] Oﬂ ‘?T‘glé—_}._ 78‘("‘)91 —1 7}_0} 7}'4\——&0 qq}li_q'(ﬂconsumer:~484>Bmarket:-266:
IFL UL AOF Uehton, B8] AMARE 4232 p<05). B ARUE 4P LIAFEY
3 ARUY guo] 9FEY ARUY FURt 3 /QFED F AL BE HAE ofzo] 7o)
@7go] BYo] WAL o] B 2 Ao ekt ome] £ H(H)Y JFL ML Ao ek
<Table 3> Invariance tests for the group comparisons
Regulating variable Opinion leadership group RMSEA TLI CFI ’ (df) %4 (df)

g & comparison X xd p
Non-restricted model .023 .985 988 375292
Community (478) 17.97 24
type o 593.262 (25) '
Full metric invariance .021 987 989
(503)
Non-restricted model .019 .989 991 348.029
Fashion involvement (478) 19.013 79
degree (25) '
Full metric invariance .021 991 992 5?570(;‘;2
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<Table 4> Group comparisons by community type
Path coefficient (CR) )
Path Consumer-generated| Market-generated ( dfédl)
type type
Enthusiasm — Customer psychological empowerment 235(3.0377) 238(3.1877) .019
Conscious participation — Customer psychological empowerment 344(4.308™) .105(1.259) 44777
Social interaction — Customer psychological empowerment .050(.600) 253(2.8717) 2.994
Enthusiasm — Flow .389(4.604™) 136(1.2047) 4413
Conscious participation — Flow 222(2.9837) .109(1.323) 930
Social interaction — Flow .388(4.818") 34(3.885) 398
Customer psychological empowerment — Community identity 373(5.537°7) 37(5.169) .067
Customer psychological empowerment — Brand attachment 313(4.345™) 273(3.784") 175
Flow — Community identity 484(6.022™) 266(3.666™) 4232
Flow — Brand attachment 223(3.0527) 244(3.318") 3.702
Community identity — Purchase intention -.009(-.276) .007(.211) .015
Community identity — Brand attitude 351(8.109°) .556(11.477°) | 2.369
Brand attachment — Purchase intention 816(16.617") 675(13.932°) | 4.308™
Brand attachment — Brand attitude 1.104(25.489") 198(23.394™) 022

*x

p<.01, ™ p<.001
on, AHAFLEY HYobo] 7|AFEY JdHT B
AE of o] Fufojrof nR]= JFFo| H& et A

02 VEFFTH B consumer=-816 > Brnarke=.675, x’~4.308,
p<.05). A H11L BEA 02 YeHE| QK Table 4).
A fojrof weh FME BHHE AFYE oA
7 QAACIAHETZ} AR e 4449 E-gof m]X]
ol thE Zolgh= HI2E HFH7] flsf 2
B0l A7l xold2L A AP
(Table 5)°F Zth. 1140] 4124 JupHET} #AR{
UE A HA= 9FE 7 ddolA 25 Fogt
AHY S vA = A& Yoy, it
7F &2 o] 22 ko] v 1 FIFo] o =2 A
08 FEPATH Buigi=499 > Biow=193, *=7.255, p<.01)
of, 3 WA Bo=rt w2 Yo F2 Fdu2 &
T+ ZU(flow)o] BHE ofzto] FoIgt (o] IF
= A= AR Yeigon, i Tt 2 J
o] F2 Yttt FFE o FotA F= 742& Ur
B A Bt #2545 dFel © Ate

& & AU Bhigh=495 > Biow=-171, Xr6 63, p<.05).
bl 140 Aed AnHEs ARYE FUA
o BlAE 9T L BY(flow)o] HAS oo u]x]
£ g nw Hol 0] 2URI U Aoz
Hglom, Hi2k HEHoR Hes gt

]__

rﬂ

V. Conclusion and Implications
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<Table 5> Group comparisons by fashion involvement
Path coefficient (CR) 5
Path High fashion Low fashion (z;]il)
involvement group | involvement group
Enthusiasm — Customer psychological empowerment 246(3.376") .197(2.395") 255
Conscious participation — Customer psychological empowerment 231(2.976™) 227(2.557%) .017
Social interaction — Customer psychological empowerment .197(2.318™) .055(0.62) 3.177
Enthusiasm — Flow .259(3.58"™) 173(2.29% 672
Conscious participation — Flow 174(2.266") 176(2.156%) .002
Social interaction — Flow .289(3.4™) 417(4.978°) 583
Customer psychological empowerment — Community identity 499(8.297°) .193(2.392%) 7.255"
Customer psychological empowerment — Brand attachment 387(5.936™) .16(2.016") 3.520
Flow — Community identity 374(6.187°) 263(3.185™) 1.036
Flow — Brand attachment 495(8.489™) 171(2.0937) 6.630"
Community identity — Purchase intention —.054(-1.466) 071(2.316%) 2.245
Community identity — Brand attitude 44(10.698™) 41(7.876™) 757
Brand attachment — Purchase intention .736(16.442) .089(13.974") 2.512
Brand attachment — Brand attitude 1.094(23.537") .999(24.011°™) 063

T p<05, " p<01, 7" p<.001
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