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Abstract

Under the background of the Internet, brand community relationship has played an important
role in the connection between consumers and brand marketing. Therefore, it would be necessary
to study the mediating effect of the brand community relationship on consumer behavior and brand
loyalty. Based on the perspective of the consumer behavior experience in the brand community of popular

wines on the Internet, this paper collected data from a questionnaire, and explored the influencing
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mechanism of consumer behavior and brand loyalty through reliability and validity analysis, factor
analysis, and modification of the structural equation model of the measurement model. The empirical
study showed that brand community commitment had the greatest impact on attitude loyalty, whereas
brand community trust had the second largest impact on attitude loyalty, brand community commitment,
and brand community trust, which had a lower impact on action loyalty than the former, but both of them
were significant. The search of consumer behavior based on brand community trust had a significant
mediating effect on attitude loyalty and action loyalty, and the interactive consumer’s behavior based
on brand community commitment had a significant mediating effect on attitude loyalty and action loyalty.
Therefore, the mediating effect of brand community trust and brand community commitment were

verified.
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SCERERIB
HHE AT EARIBT S

M P AT AR B FL AN T T P AT NI R G S AR G . — 6P Ty 2 AR A AL
(Rt b, 48 1T S W SEAT 9 L I B, IR LU 07 s L 25 ik o ELE:
ERIIH R EAT AT e R (Nicosia Model) B /R —RBH A3k ro izl (Engel,
Kollat and Blackwell Model), fFx E.K.B B FE e fl— i BB AR 88 (Howard Sheth
Model) FBH:FEIEC (Kotler Model). PAE2EE A AT ARIBRIFE, SRR RE MEANE
FETUT AREZRAN AT RelE, T BT S b MRS oL &, AR OB, S,
SO S AT NE IR AT NEEIE S B SR E R R HGEAT A, W IEHIE, R4
FARL AT R AT AR RS B s T B 14T o FESEBRRAE S, B ATNE B 17 A =R
BARM SIFBAT LS — RN, RIEFITRNENAE, SAAAESMYER . ARSCEH =%
H AL &I &8 SORE SE [ RAT A, R S & H4T 24 (Consumer behavior) i3 A48 2 =X
251774 (Search participation behavior) FlIH 502 5174 (Interactive participation behavior)
2ANYEEEHEAT AT o

ot LS VR R 5T

LT 7E = 51T A8 (The Behavioral Approach) WLAMIZSE 1S (The Attitudinal
Approach) FiMAUR . Lyong (1998) 24T 418 M AU SL AL, e il B RS U 1 — B 9 3
F G0 SR [R] b LR 77 AT DN, Xl 2R G0 A I AE Y B o X ST R 32 % AN R B ] A
THEEA R SCE, RIHECRE AR (A2, 1R 2 AV RIS 4 Y SRS J5 4 ReAiAa KAl i
BIWE, ST AR AT B, BRI BRI AT iR G Z X 1 SE BRI 4R 32 3L Olliver (1999)
WA — T P 0 M) S T AR 7 1) 7= i BRIR 55 R SR Z AR R, B0 T PR R R I S, R
IR I SR SCRVE B T BT B S BUW AT MR o DRI, 24V B B AT N R S R A
Wi, XAMRNATNRIL, 7 REFRIE SRS, WO TR S R R AR Bk &, K i
FEWAT KI5 A B R (Action loyalty) AT 2l A8 (Attitude loyalty) #5447

il A X 5% 2R H) R A BKOSERITE 5

1. A AL AR AR 9 E AT N 5 8 B B WA AE T R

FEDATWEFC A, ol A X 2R 2 R B 25 il RS B [ 2 b /r A8 & . Algesheimer
et al. (2005) WHIX S 515 T GO T il I K, IR 2O, (EfHb IR, 5,
HA BT L AR I 2% . Mc Alexander (2002) *f ikt X 4T 79 R 78, $R41
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2. i AL X 2R VR B8 AT 8 5 AT S B WA LE T RO
TEVH PR EAT NI TR, A IR 2 54 P AR U P DA SE G 170 LA 0 7 = 53 D0 12 5
PIATEBR R, AT DME R A RIS A % & . Muniz 1 O’Guinn (2001) 503 B #EHE
A v R RN 1 B SR R I R ALAERYE ORBE — BUMAT 0, X AT 0 e A A R S
VSEAREF 2 5RF S AR IR . T ARAT DA LT SR IR R, 0 R I A R 4 . TR
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ERAT R, B A Y 45 SR
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HEXAFAE S S AL X R . BB ST S B IEER R R IR AR R, AR MR RIS .
BRI
L. T8 B AT 0T i A X G R K 5
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RS bR . E R RS BB, RV AT T B IR R R, E
FAE IR, ST R R A IZ T R 2, A Al B 0 RF S8 KR P AR 15 8
AT Jeo G, AR RRAL X G R AREE, S SRS AR ROR . AR IR, e =
P25 e ] 1 g 3 3 R RS OR 3R o AR 5 A DX R RIS AR AR 4, R HE DU ik
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3. ARREALIX R AR T RO
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IR R AR PR AT T R RS AR, st B SR A B OO SEAT N, AN
USRI DRIE, RGBS T BT 7 0 it R G SR, AT ™ A A RS, A
FPA BRI ZI AL X o AL XSS, Sz RS, HERE IR, &4
BB R U ROR, XA Ren Al R E 2 IANE . R, S PR RS
H3a: i At DA AR X 308 AT 95 A5 BB WAF A2 T A R
(2) R DR TN VH 2825 4T 9 S AT B A AE T RN
FENH PABAT N TS, B2 A Gt 1 A n] DA B S F B8R A T 2 B D0 K i il
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A Ve AT IR 3 5% R B E A A AR N DR — B AT BT, X 84T A 0T 1 B 7 X i PR )
ERNKAGES + 2 5ARR AR T ARAN DAL G R SRR, S R VR RR A
Rk, FH DL BB
H3b: it XA T B2 7 988 47 9 5 AT 8 A AR A R
4. WU
ER BRI SR T BB AT N A AR X DR R AT LB 1) (0 SR, BE S
AT R LR UR AN, R A X G RN B TR AR ORI L. Horr, (HARERD) ATAACE
SR PEAT N, AR R SRR, RS R T S, AL X O R e SO RN &,
FINE B ESCEAEAE BRI AR R, BRI AR . BEAURR IR 1 .
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KRG EH S (CR) EAMFZERT % (AVE) [EAE NIESRE FIVER AR . 4%
7/ CR EKT 0.7, AVE fH KT 050, G H YNSRI EST . WEGHEER IR A RA 7R 138
HI TN, S4ERE CR H KT 0.7, AVE {H AT 0.50, Ui BHAGEREWSIGR R, I8l TH 1T M
X it RS A E LIRS, AR BEREAT G TH o0 T 45 3 - 2 5 B AVE, H&15/% CR
PAJ Cronbach’s Alpha {H. rf2&EH] AVE (HI R KT HSHIR YA 0.5, FraZ2& ) Cronbach’s
Alpha ¥Rk Tl FHE 0.7, X Leds X W2 & A AR INE R, R B R e v
AIEENE, SRR T E AR

R 2 IR A TR RO

CMIN df CMIN/DF NFI IFI GFI CFl RMSEA
782.405 287 2.726 0.869 0.913 0.903 0.912 0.054
Suggestedvalue 1-3 >0.90 >0.9 >0.90 >0.90 <0.08

ASAEFAEEALE (CR) EATPFAIAERUT 2 (AVE) {EAE NSO PR briE . 245 8T
) CRAEKT 0.7, AVE fH KT 0.50, 185 Y ARSI BT . WSS R4 IR TR
HFR AT, S4ERE CR{EAT 0.7, AVE fHKT 0.50, BiBAALERS ST R . $iinn T iE
AT 9k i LS R A1 R AL A, A B AT G i3 BT BT A s 2 B i S A Y B AR
M5 BE, R B R ROk AT S bk, I EARALE S TSR
BRI & U0 PG
ST RS BEBERINE”, XAMER/NMORE, BAELT. CMIN/DF 58 2.726, /N
3; K7tk % RMSEA = 0.054, {IK7 0.08 hriEft, KT 0.06 HEF I G M EARAER AU G R AT
USRI NFI = 0.869, EAR/NT 0.9, t&HEHE 0.9, fERIHEAZIEEN: IFI =0.913, KT 0.90;
HLBHUAHE% CF1 = 0.912, KT-0.90, LA ESHCRIIBANSHARR T, FIMAFHA58, /BT
FANATRIRHEAS B R, BRI G AR BT, BIiZ SEM BUAY R DU R4, S5kl
WU PRI A B A e (A R
B IERI S+ 5 PR R
JEUEASRY rR T T AR R 1S1 6 SPB AT BCT A TR, & 1 MAC I, (A A i
BAIE. FEBAE HIEAR, BRI GEIZAT . FrCAdt— MR T 1SI 4 SPB k4%, fEIERAY
FH1SI 3] SPB 842, [FFE, I ITP 3 IPB [#642, AT E R OK. 55 2 IBIER I
BRI RN AL A PR PR R IAE , MIUFBFR LR, DRI R IR AR S 42, — 412 el3,
eld, el5, 7 —4 2 el6, el7, el8, BIEFIE/FIRAIL T MI 8450, BKith, BAUE B ibhs.
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