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Can Community Experience Lead to Brand Loyalty? A
Study of the Effect and Mechanism of Different Experience
Dimensions

Huang Minxug', Liao Junyun’, Zhou Nan*?
1. Economics and Management School, Wuhan University; 2.College
of Business, City University of Hong Kong, HK, China.
Abstract With the development of social media, more and more en-
terprises have begun to take the initiative to build virtual brand com-
munities. The important goal for enterprises to build virtual brand
community is to strengthen the contact between the brand and the
consumer and to create brand loyalty, but the question that how enter-
prise’s participating virtual brand community influence brand loyalty
still lacks of clear understanding until now. Therefore, this article
intends to explore whether all activities of virtual brand community
participation of community members pose the same effect on brand
loyalty or not, and what is the mechanism. From the perspective of
consumer experience, this article examines how different community
experience dimensions namely: information experience, entertain-
ment experience and interactive experience influence brand loyalty
differently. Furthermore, drawing on the social identity theory, we
propose that community identification may act as a significant me-
diated factor between community experience and brand loyalty. And
finally, to provide more managerial relevance, we also explore that
how some demographic characteristics will influence the mechanism.
In order to testify our model, we recruit survey subjects online via a
virtual brand community of a famous cell-phone company in China.
In the process, 281 valid samples are obtained to test our hypotheses.
Based on the survey data, we firstly check the reliability and validity
of measurement and then employ the regression model to examine
the proposed model. The results show that, there are significant dif-
ferences among the effect of the three dimensions on brand loyalty.
Specifically, information experience can promote the brand loyalty,
in which community identification plays the part of the intermediary
role; secondly, entertainment experience can also promote the brand
loyalty, whose effect are fully mediated by the effect of community
identification; thirdly, interactive experience does not enhance brand
loyalty directly. According to the analysis of different populations in
the virtual community, this paper also finds that different gender and
participation time among members, there is a marked difference in the
mechanism above. The conclusion of this paper can apply into manag-
ing virtual brand community and creating brand loyalty.
Key Words Community Experience; Brand Loyalty; Brand Commu-
nity Identity
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