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With the spread of mobile communication equipment and the rapid 

development of the Internet economy, consumers are increasingly choosing to make 

purchasing decisions through the information provided by the Internet. As a result, 

more enterprises are accelerating their online business transformation, and more and 

more enterprises are joining the wave of online brand community building to maintain 

brand-customer relationships, help enterprises manage consumer relationships and 

maintain customer loyalty. As a result, the online business of the enterprise is more 

competitive, especially the management and services of the online community of the 

respective brands directly affect the survival and development of the enterprise. 

Therefore, it is important to increase the customer's identity, trust and loyalty to the 

brand. 

Based on the theory of social identity and the theory of trust, this study 

integrates the theory of customer co-created value, and from the perspective of 

customer co-created value, constructs a new conceptual model, and explores the 

influence path and mechanism of online brand community identity and brand 

community trust on customer loyalty. Discuss the relationship between brand 

community identity and brand community trust on customer participation and 

customer loyalty, and study the relationship between customer participation and 

customer co-created value, and the relationship between customer co-created value 

and customer loyalty. At the same time, it also discusses the role of customer 

participation as a single mediation between online brand community identity, trust 

and customer loyalty, and customer co-created value between customer participation 
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and customer loyalty, as well as the role of customer participation and customer co-

created value as a chain mediation between online brand community identity, trust 

and customer loyalty. 

This study found that there is a significant positive correlation between brand 

community identity and customer participation. there is a significant positive 

correlation between brand community trust and customer participation.  there is a 

significant positive correlation between brand community identity and customer 

loyalty. there is a significant positive correlation between brand community trust and 

customer loyalty. There is a significant positive impact between customer 

participation and customer co-created value. There is a significant positive correlation 

between customer co-created value and customer loyalty. At the same time, the study 

further confirmed that customer participation plays a partly mediation  role between 

brand community identity and customer loyalty, customer participation plays a partly 

mediation  role between brand community trust and customer loyalty, customer co-

created value plays a complete mediation  role between customer participation and 

customer loyalty, customer participation and customer co-created value plays a partly 

mediation  role between brand community identity and customer loyalty, customer 

participation and customer co-created value plays a partly mediation  role between 

brand community trust and customer loyalty, effectively conveying the influence of 

brand community identity and brand community trust on customer loyalty. 

This study verifies the relationship between model variables, expands the 

extension of social identity theory and trust theory, enriches the content of customer 

co-created value theory, further verifies the application of customer co-created value 

theory in the online brand community, and puts forward relevant suggestions for 

enterprise management of online brand community, and provides reference and 

reference for enterprise construction and management of online brand community to 

maintain and improve customer loyalty and promote long-term enterprise 

development. 
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CHAPTER 1 

 

INTRODUCTION 

 

1.1 Research Background 

In recent years, with the spread of mobile communication equipment and the 

rapid development of the Internet economy, people's social, consumption, 

entertainment, business and other modes of work have undergone great changes. 

According to the 48th Statistical Report on the Development of the Internet in China 

released by the China Internet Network Information Center (CNNIC), as of June 

2021, the number of Chinese netizens was 1,011 million, and the Internet penetration 

rate reached 71.6%. Among them, the number of mobile phone users in China is 1.07 

billion, and the proportion of Internet users using mobile phones is 99.6%. China's 

network payment users reached 872 million, an increase of 17.87 million over 

December 2020, accounting for 86.3% of the total number of Internet users. China's 

online shopping users reached 812 million, an increase of 29.65 million over 

December 2020, accounting for 80.3% of the total number of Internet users. From 

this, it can be seen that the online payment consumption market continues to climb, 

and online shopping consumption has become the main consumption mode of 

residents. Therefore, under the influence of this Internet environment, cyberspace 

provides a good platform for people with the same interests and ideas to share 

information, exchange opinions and express their feelings through the Internet. The 

online brand community created by the effective combination of brand community 

and Internet social networking sites is favored by consumers. More and more 
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consumers choose to make purchase decisions through the information provided by 

the Internet. As a result, online brand communities have been established, and more 

and more enterprises are creating online brand communities (OBCs) to maintain 

brand-customer relationships, help manage consumer relationships and maintain 

customer loyalty. Hajli, Shanmugam, Papagiannidis, Zahay, and Richard (2017) 

Given its highly intrinsic interactivity, OBC has been identified as an important 

environment for promoting or researching consumer brand participation (Dessart, 

Veloutsou, & Morgan-Thomas, 2015). OBC is defined as “a professional, 

geographically unrestricted online community based on social communication and 

brand-consumer relationships.” As a platform for like-minded users to meet and share 

brand-related experiences, the strategic role of OBC is increasingly recognized (Hajli 

et al., 2017; Liao, Huang, & Xiao, 2017). OBC is not limited by geographic space and 

thus covers a large number of consumer groups. OBC is a gateway for enterprises to 

communicate with users online, and is a platform for communication, dialogue and 

value creation between brands and customers, as well as between customers and 

customers. Through OBC, businesses can incentivize customers to participate in 

corporate-initiated co-value creation activities to build and maintain customer-brand 

relationships and enhance customer brand loyalty. OBC is actually an effective means 

of influencing the buying behavior of customers (Baldus, Voorhees, & Calantone, 

2015) and improving the ability of enterprises to understand their ideas by monitoring 

the information exchanged. The platform is a win-win for both the business and the 

customer: it improves the brand experience of the customer and the brand value of the 

business. OBC is a new marketing phenomenon. The formation of brand community 

is also a trend of social consumption today. This online form of organization is having 

a tremendous impact on the business community (Liang, Chang, Rothwell, & Shu, 

2016). 

  



 

 

3 

Recent research has found that leading factors such as trust, identity, and 

perceived value can affect customer participation. OBC identity is an individual sense 

of belonging to a brand community where customers see themselves as part of the 

community (Furukawa, Matsumura, & Harada, 2019). Brand community members 

often identify with the brand value of a community product, buy the brand's products, 

and interact with other members to share experiences and values. OBC trust is a 

psychological state, which includes will, belief, feeling, etc., and it is expected that 

the other party will act honestly (Corritore, Kracher, & Wiedenbeck, 2003), and it is 

necessary to trust the community to maintain a long-term relationship. Participation, 

in turn, influences outcomes such as consumer buying decisions, behavioural 

intentions, co-created value, and corporate performance (Molinillo, Anaya-Sánchez, 

& Liebana-Cabanillas, 2020). Community factors are the bonds between participants 

in social interactions that lead to the creation of brands and customer communities 

(Baldus et al., 2015). These factors are key drivers of customer participation in OBC 

(Martínez-López, Anaya-Sánchez, Molinillo, Aguilar-Illescas, & Esteban-Millat, 

2017). In addition, a completely new concept is put forward by Vargo and Lusch 

(2004), the service-driven logic, the core idea of which is co-created value. The 

customer co-created value refers to the enterprise's co-created value through 

cooperation and interaction with consumers, and encourages customers as value co-

creators to be considered as the key factors to determine the competitiveness of the 

enterprise (Ben-Shaul & Reichel, 2018). This suggests that the focus of the marketing 

model has shifted from a product-oriented approach to a service-oriented logic 

(Kamboj & Rahman, 2017). 

Customer loyalty to the brand is the business goal pursued by the enterprise to 

establish a brand community. In the face of fierce market competition, it can bring 

about the repurchase and word of mouth of consumers. An OBC must have a solid 

base of members who actively contribute to generating interesting content (Baldus et 
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al., 2015). enterprises see customer participation as their leading brand strategy. 

Members of OBC mainly communicate each other's brand experience and attitudes 

towards brands through online social platforms, and it is easier to get more attention 

from members (Carlson, Wyllie, Rahman, & Voola, 2019). However, most members 

of OBC are "one-time" participants, and the continued willingness of customers is 

generally low (Park & Kim, 2014). Therefore, how to maintain and improve the 

sustainability and loyalty of community members has become a major challenge for 

enterprises (Shafiee & Bazargan, 2018). Even though enterprises have invested 

heavily in their online brand communities, little is known about the motivations or 

success factors that drive continued customer participation, and therefore deserves 

further study (Itani, El Haddad, & Kalra, 2020). There is still a lack of empirical 

evidence in the current literature about the determinants of OBC participation and 

brand loyalty, and there is still much to study about how enterprises can achieve both. 

Existing research focuses more on the process of customer participation, but relatively 

little is known about the antecedents of customer participation and what factors 

influence the customer's willingness to continue to pay attention to, buy back, and 

recommend (Ben-Shaul & Reichel, 2018). 

In the Internet era, in terms of management practice, brand enterprises have 

become the mainstream way to attract customer participation, realize customer co-

created value and maintain customer loyalty by establishing an OBC. For example, 

among the top 100 enterprises in the world, well-known foreign enterprises such as 

Nike, Apple, domestic enterprises such as Xiaomi and Huawei have gathered a large 

number of fans by creating an OBC and ultra-high-frequency interaction with users, 

and let customers participate in product design, research and development and other 

links to produce novel and unique products. However, in the current Web 3.0 era, 

customers become the dominant in information. In this situation, it is more difficult 

for enterprises to attract customers to participate. At present, only a few enterprises 
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have realized the customer co-created value, and most customers are not willing to 

participate continuously (Jaakkola & Alexander, 2014). How to deeply explore the 

value of OBC has become an important issue for enterprises to solve. Under the 

guidance of the customer co-created value concept, OBC is used as a platform to 

integrate consumers into the value creation system and become the choice of the 

enterprise to develop the value of the community. enterprises create OBCs to attract 

more members to create value and maintain customer brand loyalty, but the results are 

far from what they expect (Dessart, 2017). Although the positive role of consumers 

has been recognized in the service dominant logic and co-creation literature, 

enterprises still have little understanding of why consumers participate and customers 

participate in the co-creation process, and it takes a lot of investment to establish and 

maintain OBC. Therefore, many OBCs have budded and disappeared in just two or 

three years(Ben-Shaul & Reichel, 2018). Research on motivations and behavioral 

outcomes is urgent and important if communities are to succeed in engaging and 

retaining consumers in OBC co-value creation and customer loyalty. 

 

1.2 Statement of Issues 

Due to the widespread use of online social media, especially the COVID-19 

outbreak in 2019, more enterprises are accelerating the development of online 

business transformation, and more and more enterprises are joining the wave of OBC 

building. Enterprises are more competitive in online business, especially the 

management and services of their respective brands' online communities directly 

affect the survival and development of enterprises. Therefore, it is important to 

increase the customer's identity, trust and loyalty to the brand. Wilke and Sorvillo 

(2005) argued that while businesses can quickly reach large numbers of consumers 

and grow steadily by building online brand communities, the vast majority of new 



 

 

6 

online brand communities have failed in their first three years on the market. 

Recognizing this challenge, a key issue advocated by marketing scholars, academics 

and practitioners is that the success of an enterprise's OBC depends to a large extent 

on customer co-creation (Magatef & Tomalieh, 2015). co-created values believe that 

businesses and customers create value through cooperation and interaction, and that 

production and consumption processes are integrated and no longer independent of 

each other (Van Riel & Lievens, 2004). Consumers seek value in everyday purchases, 

and customer value has become a contemporary imperative in both theory and 

practice (Vargo & Lusch, 2004). Many businesses fail to deliver on their customers' 

level of creativity when it comes to creating value with their customers (Van Riel & 

Lievens, 2004) because business managers do not fully define what delivers value to 

customers or how they create value with customers. In addition, customer loyalty is 

one of the best intangible assets an organization can have. Loyalty has great 

differentiating potential at both the attitude and behavioral levels and is a source of 

competitive advantage. Therefore, studying the factors on which such loyalty depends 

has clear implications for the development of knowledge systems in both business 

practice and marketing. In this sense, a large number of surveys focus on identifying 

the antecedents of loyalty, and the studies usually list satisfaction, perceived value, 

and quality of service. Within the framework of this line of research, a new pre-factor 

of loyalty has been proposed: the co-created value between customers and businesses. 

Different scholars have different opinions on the definition of customer co-

created value. In OBC, the role of customers as co-creators of value is considered as a 

key factor to determine the competitiveness of enterprises. This makes the study of 

customer co-created value of real importance and urgency. 
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1.3 Research Objectives 

In an era of rapid growth in the service economy, researchers and business 

managers believe that active customer co-created value plays a key role in an 

organization's competitive advantage (Payne, Storbacka, & Frow, 2008). Previous 

researchers have argued that customer co-created value improves service quality, 

customer satisfaction and loyalty (Chan, Yim, & Lam, 2010; Swartz & Iacobucci, 

2000), as well as the overall productivity of the company through the quality and 

quantity of service and through cost reduction. (Schneider & White, 2004; B. 

Zeithaml & Bitner, 2013)  

In marketing, the enterprise encourages customers to actively participate in co-

creating value, and customers have the motivation and willingness to participate in the 

service (Payne et al., 2008). A number of empirical studies have identified the 

benefits of customer participation for the company in terms of increasing customer 

loyalty (Vega-Vazquez, Revilla-Camacho, & Cossío-Silva, 2013). From a 

management perspective, the relevance of this study lies in the impact of loyalty on 

business success. The cost of dealing with loyal customers is significantly lower than 

the cost of attracting and serving new customers (Ndubisi, 2006). Loyal customers are 

also more willing to pay more for products or services and recommend services to 

other potential customers (Gee, Coates, & Nicholson, 2008). On the other hand, loyal 

customers generate more profits as their relationship grows. All of these aspects 

contribute to realizing a real competitive advantage (Bharadwaj, Varadarajan, & 

Fahy, 1993). In service, the connection between the business and the customer, as 

well as the possibility of interaction between the customers, facilitates the customer's 

participation through the co-created value. This involvement helps to encourage 

loyalty and reduces the likelihood of a customer terminating a relationship with the 

company (Revilla-Camacho, Vega-Vázquez, & Cossío-Silva, 2015). From this point 
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of view, co-creating value helps to achieve a competitive advantage through customer 

loyalty. 

The purpose of this study is to explore the impact of OBC identity and brand 

community trust on customer loyalty. First, based on SIT and trust theory, this paper 

investigates the relationship between the identity and trust factors of OBC and 

customer participation and loyalty. Secondly, the integration of customer co-created 

value theory attempts to examine the relationship between customer participation and 

customer co-created value (functional value, emotional value and relationship value). 

Then, this paper assumes that customer co-created value affects customer loyalty 

(constant focus on willingness, willingness to buy again, willingness to recommend). 

In addition, this paper attempts to measure the role of customer participation between 

OBC identity, trust and loyalty, the role of customer co-created value in a single 

mediation between customer participation and customer loyalty, and the role of 

customer participation and customer co-created value in a chain of mediation between 

OBC identity, trust and loyalty.  

 

1.4 Research Questions 

According to the background and purpose of the above research, combined 

with the relevant theoretical literature, this study mainly studies the following issues: 

1)  For the field of OBC research, from the perspective of customer co-created 

value, this study constructs an independent variable based on brand community 

identity and brand community trust, mediation variable based on customer 

participation and customer co-created value, customer loyalty as a new conceptual 

model of dependent variables, and explores the relationship between several variables 

and proposes hypotheses. Then, the relationship and hypothesis between the model 
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variables are verified by constructing the empirical analysis of the structural equation 

model, and the corresponding research results are obtained. 

2)  Based on the relevant theory, this paper explores the influence path and 

mechanism of OBC recognition and brand community trust on customer loyalty as the 

research object of Huawei Fans and Xiaomi Community members, which are typical 

representatives of co-creating value and achieving great success in OBC. 

3)  According to the research results, the proposal on how to build OBC as a 

co-created value platform is put forward to provide reference and reference for 

enterprises to build and manage OBC. 

 

1.5 Study Significance 

1.5.1 Theoretical Significance 

This study examined a large number of literature and gathered information 

about the network, and found that there are many research results in the current 

academic research on the loyalty of community factors related to SIT and trust theory 

to customers. However, in combination with the theoretical factors of customer co-

created value, there is still a research gap to explore the mechanism of customer 

participation and the influence of customer co-created value on customer loyalty in 

OBC identity and brand community trust. Therefore, on the basis of combing and 

summarizing relevant literature, this study constructs a research model of brand 

community identity, brand community trust as an independent variable, customer 

participation and customer co-created value as an mediation variable, and customer 

loyalty as a dependent variable in OBC field, and empirically examines the 

mechanism relationship between each variable and factors, with the aim of 

discovering the inherent influence mechanism among the variables. This is the 
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innovation of this study and the significance of this study. Therefore, the following 

studies are of significance in this study: 

1)  This study further deepened the understanding of the importance of 

OBC identity and brand community trust in enterprise management. Research has 

shown that a stronger sense of identity with OBC has a positive impact on consumer 

participation (Hajli et al., 2017), which increases the incentive for consumers to 

engage in community activities and help other members. This relationship has been 

demonstrated in the context of OBC (Zhu, Sun, & Chang, 2016). In addition, 

community trust enhances the motivation for customer participation, as it ultimately 

ensures the delivery of relevant services and the fulfillment of commitments (Hewitt, 

Hamre, Nye-Lengerman, Hall-Lande, & Hallas-Muchow, 2016), and emphasizes the 

importance of trust for customer participation. Therefore, this study expands the 

understanding of OBC identity and brand community trust, and further investigates 

the impact of OBC identity and brand community trust on customer participation 

behavior. As a result, the existing literature on the participation behaviour of 

consumers in OBC is enriched. This is a further extension of SIT and trust theory, 

which is an innovation of SIT and trust theory. 

2)  This research further investigates the relationship between customer 

participation and customer co-creation. This study empirically examines, within a 

unified framework, how customer participation drives co-creation of customer 

interaction values, emotional values, and relationship values. In the model of co-

created value between enterprises and customers, customers join the value creation 

system as owners of knowledge, skills and other resources, and influence the value 

creation through interaction with enterprises in the process of design, manufacture and 

consumption of products and services; while enterprises as producers create the value 

creation system by putting forward value propositions and interacting with 

consumers. Research has shown that participating customers work with businesses to 
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create value, are willing to spend more time on websites (stickiness), spread positive 

word-of-mouth and buy back products through social commerce sites (Meilatinova, 

2021). Customers who participate have a more positive view of OBC relationships 

and are satisfied with their repeat experience (Martínez-López et al., 2017). The more 

a customer engages, the greater the customer's participation, commitment, interest in 

helping others, willingness to support OBC, and buy-back behavior on the website, 

underscoring the importance of active customer participation in OBC. Therefore, this 

study also expands the literature on the consequences of customer participation. 

3)  Using the theory of customer co-created value, take customer 

participation and customer co-created value as chain mediation variables, and explore 

the impact of OBC identity and brand community trust on customer loyalty. 

Customers gain greater satisfaction from community participation, perceiving benefits 

that translate into customer stickiness and loyalty to brands and products (Singh & 

Khan, 2012). Customer co-created value plays an important predictive role in the 

three measures of customer loyalty (Delpechitre, Beeler-Connelly, & Chaker, 2018), 

highlighting the role of customer co-created value in OBC. Existing OBC research 

focuses more on the brand or the investment of the product itself, while research on 

the relationship between the customer and the brand, the customer and the customer 

still lacks in-depth research. Therefore, this study aims to complement the traditional 

background and social media background to understand the effectiveness of customer 

co-created value to customer loyalty from the perspective of customers in OBC 

background. Therefore, this research expands the research of customer value 

literature, enriches the research results of customer co-created value theory, and 

provides theoretical support for enterprises to enhance corporate brand value and 

maintain customer loyalty through customer co-created value activities in OBC, 

which is an innovation of customer co-created value theory. 
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1.5.2 Practical Significance 

The research results of this study provide guidance for developing customer 

loyalty strategies in OBC, which can help improve the management level of OBC, 

provide marketing suggestions and ideas for improving business model innovation for 

enterprise brand management and OBC managers, help enterprises understand what 

factors motivate customers to participate, how customer participation can help 

promote customer co-created value, and how the creation of such value can help to 

maintain customer loyalty to the enterprise, thereby attracting and encouraging more 

consumers to join, giving full play to consumers' autonomy and creativity in the 

community, better maintaining the relationship between enterprise customers and 

brands, and developing and expanding the influence of enterprise brands, so that OBC 

becomes a key platform for enterprise brand value. Bringing new experiences and 

value to the company and its customers will help the long-term development of 

corporate brands. 

First, customers visit OBCs primarily to learn about brands and products, and 

the more they identify with the community, the more engaged they will be. 

Community identity can be strengthened through cognitive and emotional approaches 

and shared concerns, which have a very significant impact on customer participation. 

Based on the results of this research, managers should ensure that community 

members are satisfied with their group affiliation by creating the customer's functional 

value (e.g., keeping up to date with the latest product or features and operational 

characteristics of the product they own), relationship value (e.g., member benefits, 

preferential purchases, exclusive use of a particular product), and emotional value 

(e.g., sharing experiences, celebrations, incentives). 

Second, customer visits to the community are primarily aimed at increasing 

confidence, reassuring and reducing transaction risk in the buying decision making 

process. Trust in the community reduces risk and uncertainty for customers, thus 
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increasing the credibility of community members' comments. Communities should 

therefore strengthen trust mechanisms to increase customer participation. On the basis 

of trust, further provide opportunities to share and interact with common enthusiasts, 

so that customers can form interactive habits, encourage feedback and suggestions 

among members, increase the perceived interest of customers, improve the 

satisfaction of customers with OBC, make brands aware of customers' preferred brand 

experience, and give customers the opportunity to establish trusted relationships with 

brands and other members and create the fun and meaning of value sharing, so as to 

achieve a beneficial customer-brand relationship and maintain customer loyalty to 

brands. 

 



 

 

CHAPTER 2 

 

 LITERATURE REVIEW 

This chapter systematically combs the concepts, connotations and research and 

development of OBC identity and OBC trust based on SIT and social trust theory by 

consulting literature in related fields, and combs the research and development and 

application of customer co-created value theory in OBC based on the research results 

of previous scholars. Then, this study further refined the concept of customer 

participation and customer co-created value and loyalty, and explored the research 

and development of the impact of OBC identity and brand community trust on 

customer loyalty in the context of customer participation and customer co-created 

value as mediation variables. Finally, this chapter will review the research on the 

impact of OBC identity and brand community trust on customer loyalty, and provide 

the theoretical reference and research basis for this research. 

 

2.1 Theory of Social Identity 

2.1.1 Overview of Social Identity Theory 

Social identity theory (SIT) originated in the early 1970s and developed 

immediately after it was first proposed by Tajfel. The theory combines both 

psychological and sociological perspectives, referring to the self-conceptualization 

and spontaneous classification of individuals in a specific social group (Tajfel, 

Turner, Austin, & Worchel, 1979). In the process of self-assortment, individuals 

identify with their own groups and develop intra-group preferences (Tajfel & Billic, 

1974). The theory encompasses social classification, social identity, and social 
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comparison. Sit suggests that people place themselves in categories or groups. 

According to this theory, people automatically self-assort (Turner, Hogg, Oakes, 

Reicher, & Wetherell, 1987). That is, it is natural for people to think in a group way, 

to place themselves in a social group and to believe in the positive aspects of that 

group. This process of self-aggregation is consistent with social identity (membership 

of one group or an individual's affinity for another group). The social group of the 

individual is the inner group, while the other groups are the outer group. Group 

members create positive self-identification (Tajfel, 1981). Sit explains how people 

perceive themselves as members of a particular social group and how these 

perceptions influence opinions (Tajfel & Turner, 1978). Social identity is rooted in 

certain psychological processes, such as cognition, affection, and concern (Trepte, 

Reinecke, & Juechems, 2012). Once individuals categorize themselves as members of 

a social group, a positive emotion is generated towards the internal group, which 

contributes to increased attention, participation and cohesion of the internal group 

(Turner & Oakes, 1986). As a result, individuals are more likely to view their social 

groups and other members in a positive light, and members tend to experience value 

and self-improvement through social identity processes (Trepte & Loy, 2017). This 

theory is a typical intergroup theory, focusing not only on the control of individual 

psychological variables, but also on the classification model of group processes. 

SIT consists of two parts. The first part, the more basic psychological part, 

describes the cognitive process of the definition of social identity and people's 

motivation hypothesis for positive social identity. The second part, the social structure 

part, describes how people respond to negative social identities. This contributes to 

positive social identity when internal and external groups are successfully 

differentiated in a positive way. By partially defining the place of the individual in the 

social world, the creation of positive group uniqueness also helps to find meaning 

(Scheepers, 2009). SIT is based on a combination of cognitive processes 
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(classification, social comparisons) and motivations for positive social identity. Social 

identity also has an emotional dimension, and the concept of social identity 

distinguishes between different components of social identity, such as cognitive 

components (self-aggregation or self-stereotyping), emotional components (self-

esteem or satisfaction), and behavioural components (group commitment or solidarity 

behaviour) (Scheepers & Ellemers, 2019). SIT describes how people define their 

social identity through social classification and comparison, and how they strive to 

gain positive social identity. The need for positive and meaningful social identities is 

served by the uniqueness of positive groups, which helps to establish a sense of 

positive self-esteem. 

This study follows the psychology part of SIT (Trepte et al., 2012) and 

describes the cognitive process of members in OBC. Members gain positive social 

identity through self-identification and brand value identification efforts, and define 

their own social identity through social classification and comparison. 

Now, due to the widespread use of Internet technology, the application 

scenario of SIT has also changed accordingly: from some offline brand communities 

to online brand communities. Therefore, SIT is also applied to OBC accordingly. 

 

2.1.2 The Concept of Online Brand Community Identity  

The concept of online brand community identity  is based on SIT (Tajfel et al., 

1979), in which consumers are considered to enhance self-identification by 

identifying with specific social groups (including OBCs) (Chan et al., 2010), 

reflecting the degree of consumer community identity. online brand community 

identity forms the main psychological foundation of a deep, committed and 

meaningful relationship, and marketers seek to build relationships with their 

customers. (Bhattacharya & Sen, 2003) 
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According to the SIT, members of OBC see themselves as part of a group or 

community, that is, self-identity (Sisinni, Saifullah, Han, Jennehag, & Gidlund, 2018). 

The cognitive and emotional significance of a member's sense of belonging to self-

identification creates social identity as part of an individual's self-identification. Brand 

community members often identify with community brand values and display similar 

preferences, buy products from the brand, share experiences and values, and interact 

with other members (Füller, Schroll, Dennhardt, & Hutter, 2012). OBC consists of 

individuals who want to share common goals, interests, and needs with other 

members (Ren & Kraut, 2014). As members begin to identify with OBC, they focus 

on their own and other members' behavior to align with their understanding of the 

social rules that govern online communities (Mikal, Rice, Kent, & Uchino, 2014). 

Ren, Kraut, Kiesler, and Resnick (2012) believed that OBC can create a common 

identity and a common bond among members and manifest itself through behaviors 

such as accepting rules of participation, welcoming new members, and meeting 

common needs. However, students with low participation have little time to study, 

lack extracurricular activities and have little interaction with other teachers and 

students. Therefore, community identity is a reflection of the strength of intra-

community relationships (Algesheimer, Dholakia, & Herrmann, 2005). 

OBC identity is an individual sense of belonging to a brand community in 

which consumers see themselves as actual or symbolic members of a group 

(Furukawa et al., 2019). Brand community members often identify with the brand 

value of a community product and display similar preferences, buy the brand, share 

experiences and values, and interact with other members. As a result, these 

participants develop a sense of kindness and relate to the experiences of other 

members until they share a common identity with the community. This process can 

also describe the overlap between user value and the value created by the brand 

community (Balochi, Hasangholi Pour, Maleki Min Bashe Razgah, & Siah Sarani 



 

 

18 

Kojori, 2015). There are many studies on OBCs (Algesheimer et al., 2005), including 

(Burnasheva, Suh, & Villalobos-Moron, 2019) (Heere et al., 2011) incorporating 

social identity theories into their research. These scholars point out that members of 

OBC see themselves as part of the group, while using the community and brand to 

find self-definition. Through this process, their relationship with the brand community 

or the brand itself is strengthened (Zeng, Li, Wang, & Guo, 2019). 

The identification of OBCs in a large amount of literature is mainly studied 

from the perspective of SIT (Scarpi, 2010). Reflects the strength of the relationship 

between the consumer and the community, that is, the relationship between the brand 

of OBC and its members (Algesheimer et al., 2005). Therefore, members of OBC see 

themselves as part of the community (Dholakia, Bagozzi, & Pearo, 2004). Members 

feel they are part of such an OBC, unlike people outside the community (Ewing, 

2013), and have their own behavioral norms. Therefore, it is a collective feeling 

(Casaló, Flavián, & Guinalíu, 2010). This feeling is manifested in strong connections 

between members of the community (Tsai & Huang, 2007), as a result of factors such 

as networking and interdependence (Woisetschläger, Hartleb, & Blut, 2008), which 

enable members to identify themselves in the community (Koh & Kim, 2003) and 

achieve common goals and needs (Asti Rebatta, 2018). 

Based on the theory of social identity, this study expounds the concept of OBC 

identity, that is, members of the community are considered to strengthen self-identity 

by identifying with a specific OBC. Members' cognitive and emotional significance of 

this sense of belonging to OBC will produce social identity as part of the individual's 

self-perception (Sisinni et al., 2018). 

SIT has a wide range of applications in sociology, psychology and marketing. 

In recent years, the application research of SIT in OBC in the field of marketing has 

become a hot spot, and the research enthusiasm continues to climb. 
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2.1.3 Research on the Application of Social Identity Theory in Online 

Brand Community 

In the field of marketing, the theory of social identity is used by scholars for 

the study of consumer behavior. In the study of social identity, Hogg (2018) believed 

that OBC affects the purchasing behavior of consumers while giving individual 

members of the community a sense of belonging to the community. The SIT focuses 

on the relationships that community members have with other members, as well as 

with brands that support online communities. When the community creates a high 

social identity environment for individual members, the individual members will 

develop a strong sense of dependence on the community, actively respond to the call 

of the community, and develop a sense of satisfaction with the community in 

psychological behavior. Conversely, low social identity environments created by an 

online community for an individual member can drive the individual member away 

from the community's activities and lead to psychological and behavioral exclusion. 

Social identity perspectives promote the study of consumer identity motives, 

especially self-expression, self-reinforcement and self-esteem in developing 

meaningful relationships with enterprises and brands (Sisinni et al., 2018). Social 

identity processes (Rindfleisch, Burroughs, & Wong, 2009) and interpretations of 

service dynamics (such as value, satisfaction, and trust) (Harris & Goode, 2004) all 

influence consumers' attention to the psychological process of the brand, and it is 

logical to integrate these two processes into the broader concept of brand loyalty 

formation. 

SIT provides an appropriate theoretical perspective for the study of consumer 

brand relationships in OBCs, as community association represents an important 

source of consumer perceived value and is thus consistent with the key purpose of 

online brand communities (Pradhan, Jena, & Bhattacharya, 2016). Therefore, this 
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study adopts this theory to predict consumer behavior for OBC and related research 

(Kim & Lee, 2019). 

2.1.4 Summary of this Section 

In this study, online brand community identity is defined as the relationship 

between a member of OBC who views himself or herself as a member of the 

community, who cares about his or her own behavior and the behavior of other 

members in the community, and who perceives a commonality between his or her 

own values and those of the community's brands to create community identity (Scarpi, 

2010). OBC creates shared identities and bonds among members and manifests itself 

through behaviors that meet the shared needs of members (Martínez-López, Anaya-

Sánchez, Aguilar-Illescas, & Molinillo, 2016; Ren et al., 2012). Therefore, this study 

is measured in terms of self-identification and brand value identity (Algesheimer et 

al., 2005). 

 

2.2 Trust Theory 

2.2.1 Overview of Trust Theory 

The theoretical model of trust is proposed by Mayer, Davis, and Schoorman 

(1995), which is expressed as the relationship between the trusting party and the 

trusted party. The trusted party is the trustworthy factor perceived by the trusting 

party: ability, goodwill and integrity, the trust inclination of the trusted party and the 

perceived risk will ultimately affect the trust result. Trust is a key factor in a 

successful relationship between a brand or service provider and a customer (Pesämaa 

& Hair Jr, 2008). Trust is defined as a sense of reliability and honesty between the 

buyer and the seller or partner in the process of communication and cooperation 

(Ganesan & Hess, 1997). enterprises are increasingly recognizing that building and 

maintaining trust with customers is a critical success factor (Bozic, 2017). 
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Accordingly, nurturing customer trust is considered a viable way to address the 

challenges of attracting new customers and retaining existing ones in a highly 

competitive environment (Lewis & Weigert, 2012). Cognitive-based trust is 

associated with rational trust decisions based on logical evaluation, while emotional-

based trust is based on emotional ties (Şengün & Wasti, 2011). Situational activation 

and performance of cognitive and emotional trust leads to behavioral trust (Lewis & 

Weigert, 2012). In addition, trust-based approaches were mentioned by Lewis and 

Weigert (2012) as an important component in building positive relationships with 

customers and increasing enterprises' market share and profitability. Previous research 

has established that trust is inherently linked to customer participation and loyalty in 

an interactive environment (Lewicki & Brinsfield, 2012). 

The starting point of the theory of trust is interaction. Mayer, Davis, and 

Schoorman (1995) believed that interaction forms a complex relationship between 

people, and that interaction between individuals is the starting point for the formation 

of all social components. In modern times, the main form of interaction is exchange, 

which cannot take place without trust. For individual actors, the function of trust is "to 

provide a reliable assumption that is sufficient to guarantee that actual behaviour is 

built upon". Trust demonstrates its importance, both at the social level and at the 

individual level. 

Moreover, the model of trust development originated (Shapiro, Sheppard, & 

Cheraskin, 1992). It refers to trust that usually grows and shifts as the relationship 

develops (Audrey Korsgaard, Kautz, Bliese, Samson, & Kostyszyn, 2018). Service 

relationships are further developed in the context of working relationships, and the 

model emphasizes three foundations of trust: computational-based trust, knowledge-

based trust, and identity-based trust. Lewicki and Brinsfield (2012) further develop 

service relationships, and the model highlights three foundations of trust: trust is 

emotional when the customer participates in the management of the business, thereby 
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creating an emotional exchange experience and a bond of trust (Johnson & amp2005). 

Creating such bonds between customers and businesses and promoting shared values 

and psychological attachments positively affects the long-term participation and 

relationships of businesses and customers and enhances their trust and commitment. 

Frequent customer participation and the length of the relationship make a positive 

contribution to the development and maintenance of trust (Jagd & Fuglsang, 2016).  

Tanrikulu and Celilbatur (2013) believed that trust is understood as a process 

that encompasses the dynamics of trust. Trust is a dynamic, reflexive process 

(Castaldo, Premazzi, & Zerbini, 2010), and each of the five process perspectives of 

trust is continuous, processed, learned, made up and constructed. 

This study follows on from the cognitive, emotional, and behavioral 

components of human experience that are referred to in the theory of trust (Lewicki & 

Brinsfield, 2012). 

The activation and performance of OBC member's cognitive and emotional 

trust context for the brand community leads the member to trust OBC behavior. 

Trust is an ongoing process. In the Internet environment, OBC trust has a 

positive impact on the behavior of customers. It is formed by customers through 

repeated positive experiences, which shapes customers' willingness to participate in 

the brand community (Bozic, 2017). 

 

2.2.2 Concept of Online Brand Community Trust 

Trust involves relationships between individuals, groups, and organizations 

(Fulmer & Dirks, 2018). Trust is a state of mind that encompasses the will, beliefs, 

feelings, etc., including the willingness to accept one's own vulnerability, but the 

expectation that the other person will act in good faith (Corritore et al., 2003). In 

OBC, this state can be defined as community trust. Sustaining long-lasting 

relationships requires trust in the community. When members of a community feel 
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that they and members of the community have a common hobby and purpose, they are 

more willing to share information through the community platform and express 

goodwill to other members, thus forming social ties with others. This emotional bond 

helps members of the community to identify the right social group and develop a 

sense of dependence on others (Chiu, Hsu, Lai, & Chang, 2012). Two types of trust 

were proposed by Yeh and Choi (2011) : community cognitive trust and community 

emotional trust. Community cognitive trust can be defined as being computable and 

rational (e.g., reflecting perceptions of reliability, ability and responsibility) and used 

to demonstrate an individual's credibility (Anaya-Sánchez, Aguilar-Illescas, 

Molinillo, & Martínez-López, 2020). Community emotional trust focuses on the 

trustee's emotional factors and social skills, emphasizing care for the well-being of 

other members of the community. 

Under the Web 2.0 era, scholars define OBC trust as the consumers' faith in 

the integrity, friendliness and ability of community members, as well as in the 

authority, sincerity and impartiality of the community. It is the strong attitude of 

community members that they believe that other members or the community itself can 

bring benefits to themselves. Consumers believe that a brand is reliable and capable of 

helping them achieve the desired goals (Popp & Woratschek, 2017). In an online 

community environment, trust is a key variable in customer-brand relationships (Hajli 

et al., 2017). Consumers trust other members of the community like they trust 

themselves and learn from the experiences of others in OBC to gain more accurate 

insights into their purchases. 

In short, for the OBC, trust is the key to two or more relationships between a 

business and a customer, especially those with a long-term orientation, which is 

particularly important in understanding long-term relationships (Morgan & Hunt, 

1994). A community cannot succeed if its members cannot rely on trust (Belanger, 

Hiller, & Smith, 2002). According to the theory of trust, trust in OBC describes the 
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reliance of its members on each other and on corporate brands; that is, users believe 

that other members of OBC will not take opportunistic actions or go against each 

other's own interests (Liébana-Cabanillas, Higueras-Castillo, Molinillo, & Montañez, 

2019). This trust helps to stabilize relationships, reduces perceived risks and enables 

cooperation and beneficial interaction among members. 

Trust theory has a long history of applied research in offline brand 

communities. Currently, with the development of Internet marketing, more and more 

enterprises are establishing a brand community online, and the application of trust 

theory in OBC is rapidly developing. 

 

2.2.3 Application of Trust Theory in Online Brand Community  

In an online environment, trust is a key determinant of the willingness of 

members of OBC to exchange information with other members and to continue to 

participate in the online community as a whole (Blanchard, 2011). As far as OBC is 

concerned, trust is also a reflection of a customer's willingness to engage in online 

trading. Therefore, trust plays a crucial role in building positive relationships with 

customers. Trust refers to communication and interaction between all members of the 

community, including the buyer and seller (X. Cheng, Gu, & Shen, 2019). 

Community trust is formed through the repetition of positive experiences; it shapes 

consumers' willingness to participate in the community (Hajli, Lin, Featherman, & 

Wang, 2014). Previous literature has documented that trust is a central indicator of 

customer exchange relationships and thus contributes to maintaining and maintaining 

loyalty (Rather & Sharma, 2017). Recently, Martínez, Pérez, and Del Bosque (2014) 

determining trust has had a positive impact on customer loyalty. Previous research has 

demonstrated that community trust leads to brand loyalty, as trust generates ongoing 

processes and maintains important and valuable relationships that promote brand 

loyalty (Ardian, Retnawati, & Farida, 2018).  
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Trust is very important in OBC (Sahin, Zehir, & Kitapçı, 2011). One way to 

build an OBC is to build trust among community members. Essentially, trust in OBC 

can be built through security, timelines, accuracy, and so on (Tanrikulu & Celilbatur, 

2013). Trust in online communities increases participation, creates commitment, and 

builds loyalty and brand equity (Chaudhuri & Holbrook, 2001). Trust encourages 

consumers to buy through OBC (Islam & Rahman, 2016). Consumers tend to show 

greater trust in similar people, and trust in OBC environments reduces perceptions of 

uncertainty and risk and influences other behaviors, such as information sharing 

(McKnight, Choudhury, & Kacmar, 2002). In addition, trust promotes expectations 

for stable relationships and creates identity and community awareness among trusting 

parties. According to  research (Yeh & Choi, 2011), trust can increase user stickiness 

and make users feel like they are part of the community. 

 

2.2.4 Summary of this Section 

In this study, online brand community trust is defined as consumers' belief in 

the integrity, friendliness and authority, sincerity and impartiality of OBC members. It 

is the strong attitude of community members who believe that other members or the 

community itself can benefit themselves. Consumers believe that community brands 

are reliable and have the willingness to help them achieve their desired goals 

(Martínez-López et al., 2017). Trust in OBC is a state of mind that focuses on the 

emotional factors and social skills among members and emphasizes caring for the 

well-being of other members of the community. Trust is seen as a determinant of 

consumer attitudes toward others, brands, and communities. From a psychological 

point of view, trust is divided into cognitive and emotional, arguing that trust is 

created through rational reasoning and emotional investment. Therefore, this study 

measures both cognitive trust and emotional trust (Yeh & Choi, 2011). 
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2.3 Customer Participation 

2.3.1 The Concept of Customer Participation 

When it comes to online brand communities, customer participation refers to 

iterative interactions between community members or brands (Baldus et al., 2015). 

Participation is therefore the result of a process. Participation is also linked to the 

willingness of members to interact, collaborate and participate in the community 

(Wirtz et al., 2013). According to this theory, every aspect that affects the iterative 

relationship between consumers and OBC trust or perceive community experience has 

an impact on participation (Kurikko & Tuominen, 2020). 

Customer participation is viewed as the extent to which the customer 

contributes resources in their interactions with the business (Baldus et al., 2015). 

Grant and Schlesinger (1995) believed that to the positive role of the customer, 

including different activities and inputs, rather than just the consumption of the 

product, such as information seeking and sharing, which is a key factor for successful 

co-created value (Brodie, Ilic, Juric, & Hollebeek, 2013). 

Customer participation is an innovative concept in marketing that comes from 

the social sciences, especially organizational behavior, psychology, and sociology (L. 

Hollebeek, 2011). Van Doorn et al. (2010) reviewed the concept to establish an 

effective definition of customer participation — participation is a state of mind that 

occurs through interaction with the brand and co-creation of the customer experience. 

Maintaining the emotional nature of participation by defining brand participation as a 

consumer's individual differences, which represent a consumer's tendency to include 

important brands as part of others' perceptions of themselves. Sprott, Czellar, and 

Spangenberg (2009) maintained the emotional nature of brand participation by 

defining brand participation as the individual differences of consumers, which 

represent the part of consumers' tendency to incorporate important brands into others' 
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perceptions of them. Participation is a state of mind, or an attitude that establishes 

certain behaviors or consequences, such as recommendations for specific products, 

services, or brands (Brodie, Hollebeek, Jurić, & Ilić, 2011). 

Where brands become experiences, customer participation is defined as a 

behavioral concept (Chan et al., 2010). This is demonstrated by: 1) participating in 

measuring the extent to which customers proactively provide and share personal 

information in the social media brand community experience; 2) offering suggestions 

and feedback to brands; and 3) participating in decision-making to gain knowledge 

and strengthen relationships with brands (Merz, Zarantonello, & Grappi, 2018). The 

marketing landscape is instrumentalized in customer participation through three 

dimensions: cognitive, emotional, and behavioral (Hollebeek, Glynn, & Brodie, 

2014). This means that customer participation is not just a cognitive exercise; it also 

requires members to invest positive emotions and energy (time/effort) to share and 

interact with each other. Identity and participation in online communities, which are 

the key to understanding such participation, were analyzed and highlighted as the 

variables that have the greatest impact on the level of user participation. Brodie et al. 

(2013) analyzed that identification with and participation in online communities is the 

key to understanding such participation, and such identification and participation are 

emphasized as the variables that have the greatest impact on the degree of user 

participation. The increasing popularity of the core variable of OBC participation 

mediates the influence of other variables on it. 

Previous participation literature has shown that customers can achieve a higher 

level of value through participation (Merz et al., 2018). Increasing participation can 

benefit customers by improving quality and tailored brand experience, giving 

customers more control over their brand experience and stronger ties (Chen & Wang, 

2016). The key to successful management of this participation in OBC is 

understanding how participation in the brand community contributes to the creation of 
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psychological benefits for customers (i.e., perceived psychological value, co-created 

value) and the extent to which this translates into brand loyalty. Service-driven (SD) 

logic literature considers customers as active co-creators rather than passive value 

recipients, and proactively encourages brands to become co-creators of the value co-

creation process by exchanging resources with customers. 

Since the purpose of this study is to understand the process of co-creating 

value when customers engage and interact with other customers/non-customers in 

OBC, participation is defined as a behavioral concept (Chan et al., 2010). From the 

perspective of an OBC, customers are actually community members, and customer 

participation can be defined as the extent to which community members are interested 

in sharing their information and suggestions to help the community or other members, 

participate actively in the community, and are recognized by the community. In 

addition, such behavior can promote value sharing and co-creation in online 

communities (Davidov et al., 2015). 

Currently, research on customer participation is becoming increasingly 

important due to the development of social networks (Gummerus, Liljander, Weman, 

& Pihlström, 2012). Customer participation (CP) in OBC is gaining attention in 

academic and managerial practice. Social media interactivity promotes relationships 

between customers and between customers and the company, so it is important for 

customers to be involved in research in the field of marketing. 

 

2.3.2 Research Related to Customer Participation 

In general, customers participate in OBC because they trust other consumers 

more than brands (Kotler & Armstrong, 2010). Given this fact, businesses should 

adapt their business models to take advantage of the potential available, which means 

the importance of engaging customers in OBC conversations. However, enterprises do 

not know much about how to engage in conversations with customers in OBC (Yuan, 
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Lin, Filieri, Liu, & Zheng, 2020). In many cases, a company's behavior can negatively 

impact a customer's perception of the brand: if a member of a brand community feels 

that he or she is being manipulated by the company, it will be difficult for the brand to 

achieve success in its online community (Vohra & Bhardwaj, 2019). Businesses 

should therefore interact more with users in the community than simply pass on 

information. This requires recognition of the positive role that users play in managing 

brands: they become co-creators of brand value (Mohammad, 2020). Therefore, in 

OBC, it is very important for businesses to motivate members to jointly create brand 

value and share and communicate brand messages. Community members see OBC as 

a forum for building relationships, searching for information, and even defining their 

personality with other members, rather than as a purely sales-oriented business 

environment (Shen, Li, Sun, & Zhou, 2018). The involvement of community 

members enables them to meet their psychological and personal needs. Participation 

outcomes are key to building and sustaining long-term relationships between 

enterprises and members, and between members and members. That's why enterprises 

focus on co-creating value by providing customers with a positive brand participation 

experience (Dalvand, Simkhah, & Jafari, 2019). 

One of the main challenges brands face on their social networking platforms is 

to ensure that consumers remain engaged in their OBC. customer participation is 

particularly important to the success of an enterprise's OBC (Prentice, Wang, & Lin, 

2018), helping the community to acquire new members and strengthening links 

between existing members to help the enterprise achieve its goals. 

 

2.3.3 Summary of this Section 

In summary, this study takes a more holistic approach to conceptualizing 

customer participation. Therefore, its operation is divided into two aspects: sharing 

and focusing. Sharing is when a customer actively shares personal needs information, 
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feedback, and suggestions to the brand community. Focus refers to being fully 

focused, immersed and focused when participating in brand community activities. 

Therefore, in this study, we assume that customer participation will be manifested in 

positive behaviors and attitudes towards the brand community. 

 

2.4 Customer co-created Value Theory 

2.4.1 Overview of Customer Co-created Value Theory 

As early as 1954, Drucker pointed out that what customers buy and consume 

is by no means a product, but a value (Drucker, 1954). After the proposed idea of 

competitive advantage was widely recognized by academia and the business 

community, people began to actively experiment and explore in the search for 

sustainable competitive advantage. After the competitive advantage thought put 

forward by Grant and Schlesinger (1995) has been widely recognized by the academic 

community and the business community, people begin to make active attempts and 

explorations to seek sustainable competitive advantage. When entrepreneurs are 

pointing to the search for improvements within the enterprise without the imagined 

success, people are turning to markets outside the enterprise, that is, seeking a 

competitive advantage from a customer's perspective. Woodruff (1997) suggested that 

only by providing more value to customers than other competitors, i.e., excellent 

customer value (i.e., seeking a competitive advantage from a customer's perspective) 

can a company retain and create loyal customers and thus remain competitively 

neutral. As a result, customer value has become a focus of attention for both 

theoretical and business circles, and is seen as a new source of competitive advantage. 

Since the mid-1980s, with the deepening of customer value research, 

marketing scholars have proposed a variety of customer co-created value theories. In 

the field of marketing, customer value is used to describe both the benefits that 
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customers obtain from enterprises and the benefits that enterprises obtain from 

customers (Grant & Schlesinger, 1995). Sweeney and Soutar (2001) divided  the 

study of customer value into three main areas, namely, theoretical construction, 

measurement technology, and the development and application of marketing 

strategies: In the field of theoretical construction, it is believed that there are two main 

challenges, one is the definition of customer value, and the other is the relationship 

between customer value and other marketing concepts (Woodruff & Flint, 2014). The 

three areas are 1) classification of customer value. 2) Definition of Customer Value - 

Composition and Influencing Factors. 3) The relationship between customer value 

and customer behavior. V. A. Zeithaml (1988) first proposed the theory of customer 

perceived value from the perspective of customers. Zeitham defined customer 

perceived value as the overall assessment of the utility of a product or service after 

weighing the perceived benefit to the customer against the cost of obtaining the 

product or service. In addition, emotional ties are established with suppliers by 

emphasizing that customer value arises from the discovery of additional value from 

the purchase and use of the product. In addition, Butz Jr and Goodstein (1996) 

emphasized that the generation of customer value comes from the discovery of 

additional value of products after purchasing and using products, so as to establish 

emotional bonds with suppliers. In the subsequent research on customer value, 

different scholars have defined customer value from different perspectives: 1) From 

the perspective of a single scenario, Anderson (2010) believed that customer value is 

based on the trade-off between perceived gain and perceived loss of rights or on a 

comprehensive evaluation of the utility of the product; 2) From the perspective of a 

relationship, Grönroos (2012) emphasized that the trade-off between profit and loss of 

rights cannot be limited to a single scenario, but should be extended to the value 

measurement of the continuous process of the whole relationship. Among the many 

definitions of customer value, most scholars agree with Woodruff's definition of 
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customer value, and have conducted many related studies on the basis of the 

definition.  

Through empirical research on how customers perceive value, Woodruff 

(1997)  proposed that customer value is the customer's perceived preference and 

evaluation of product attributes, the effectiveness of these attributes, and the results of 

their use, which are conducive to achieving their own goals and objectives under a 

specific use scenario. The definition emphasizes that customer value comes from the 

perception, preference, and evaluation that the customer receives through learning, 

and links the product, usage, and goal-oriented customer experience to relevant 

outcomes. At the same time, many scholars have classified customer value from 

different perspectives. Sheth, Newman, and Gross (1991)  divided customer value into 

five categories: functional value, social value, emotional value, cognitive value, and 

conditional value.  Smith and Colgate (2007) combined with the customer evaluation 

process, the customer value is divided into product value, use value, occupancy value 

and total value. It is divided into received value and expected value. Woodruff (1997) 

divided it into received value and expected value. The core of customer perceived 

value is the tradeoff between the perceived benefits obtained by the customer and the 

perceived costs paid by the customer for obtaining and enjoying the product or 

service, that is, the tradeoff between gain and loss. 

Consistent with the proposed theory of customer co-created value, this study 

argues that enterprises in OBC can only expand and retain loyal customers if they 

provide more value to customers than other competitors, i.e., if they seek competitive 

advantages from a customer value perspective Woodruff (1997). 

In today's Internet era, the concept of customer co-created value is a relatively 

new area of research. Previous research has focused mainly on the development of 

research models and tools to measure co-created value. In recent years, customer-
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oriented service logic has been proposed as the main marketing concept for research 

(Homburg, Jozić, & Kuehnl, 2017). 

 

2.4.2 The Concept of Customer Co-created Value 

The research on customer co-created value believes that value does not exist in 

the object of consumption, but in the consumer participation experience (Merz et al., 

2018), and the value created is embedded in the personalized experience (Prahalad & 

Ramaswamy, 2004). Co-created value is feasible through resource integration 

activities such as relationship building, communication and customer knowledge 

improvement (Ballantyne & Varey, 2006). Enterprises should therefore consider how 

services can be embedded in the customer participation process (i.e., the customer's 

daily life and activities) to create value, rather than how they can provide services to 

customers to create value (Harmeling, Moffett, Arnold, & Carlson, 2017). Customers 

are active co-creators of value, not passive recipients of value, and, by exchanging 

resources with customers, proactively encourage brands to become co-drivers in the 

process of co-creating value. 

Customer co-created value refers to the process of creating value through 

close interaction between customers and businesses, which is seen as the continuous 

interaction between customers and businesses to generate value (Gong, Choi, & 

Murdy, 2016). From the customer's point of view co-created value was defined as "a 

personal assessment of the significance of a goal (product or service) based on what is 

contributed and achieved in the co-creation process" (Mahmoud, Hinson, & Anim, 

2018), including functions, relationships, and emotions (Liang, Guo, Zhang, & Wang, 

2019). Functional value the knowledge and information shared by an enterprise is a 

valuable resource. The relationship value represents the friendship and connection 

between the company and the customer, as well as between the customer and the 

customer. Emotional value refers to the overall emotional response to co-creation, 
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including such emotional responses as interest, happiness, and fun (Gong et al., 2016). 

Co-created value from a customer perspective has become the application of 

information systems, marketing services science and innovation management, and 

OBC (Ramaswamy & Ozcan, 2016)  

The concept of customer co-created value is particularly prominent among 

consumers of online brand communities, which are highly interactive and social 

networks (Peters et al., 2014). Customers engage by providing information to brands, 

collectively deciding on product development opportunities and brand experience 

improvements, and generating content with other consumers. Consumer behavioral 

research is no longer confined to a single lens of customer loyalty, as customers have 

gradually tended to volunteer to co-create value. In addition, encouraging consumers 

as value co-creators is considered a key factor in determining the efficiency of an 

enterprise's competitiveness, indicating that the focus of the marketing model has 

shifted from a product-oriented approach to a service-oriented logic (Bendapudi & 

Leone, 2003). Therefore, market researchers are looking at models related to customer 

co-created value to determine how value can be co-created through interaction 

between service providers and consumers. A common feature of underperforming 

businesses is their tendency to use online community platforms to disseminate 

business information or collect customer feedback (Piskorski, 2011). However, this 

digital marketing strategy is often rejected by online community members, who prefer 

to communicate with other members rather than contact product suppliers (Piskorski, 

2011). Peters et al. (2014) studied the influence of co-creation value on members' 

purchase intention by using the theoretical proposition method. A new perspective of 

customer-to-customer (C2C) online interaction is proposed, based on the concept of 

co-created value as an important precursor to influencing purchase willingness. Yi 

and Gong (2013) put forward a new perspective of Customer to Customer (namely 

C2C) online interaction, which is based on the concept of co-creation of value as an 
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important antecedent affecting purchase intention. In the environment of online brand 

communities, the basis of customers' co-creation of value experience is the motivation 

of participating customers and the quantity and quality of their contributions (Agrawal 

& Rahman, 2015), because consumers can contribute to online communities by 

participating in platforms and creating external values. Investigating the co-created 

value experience of customers can help to understand the cues of customer needs and 

modify the design of brand products. 

Based on the theory of customer co-created value, this study argues that 

customer co-created value in OBC is regarded as a process of continuous and close 

interaction between enterprises and community members, and through the exchange 

of resources with other members, so as to achieve the co-created value (Agrawal & 

Rahman, 2015). 

In recent years, customer co-value creation has emerged as an emerging 

research topic in areas such as marketing (Homburg et al., 2017), service science and 

innovation management (Khan & Khattak, 2017), and online communities 

(Harmeling, Moffett, et al., 2017). 

 

2.4.3 Research on the Application of Customer Co-created Value 

Theory in Online Brand Community 

Research proves that customer value is multi-dimensional and scenario-

dependent, that is, customer value changes as the customer's consumption 

environment changes. Therefore, in the context of OBC, changes in the shopping 

environment will lead to changes in the perceived value of customers. At the same 

time, the factors that affect customer value will change accordingly. 
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Grant and Schlesinger (1995) Based on the previous research, a 

conceptualized model of customer value in OBC environment is proposed, which is 

dedicated to the consumer purchase process and online consumption value research. 

In theory, perceived risks and consumption experiences are integrated into the model, 

but the research is limited to value perception in the pre-purchase phase and does not 

involve post-purchase value perception. Zeithaml et al. (1988) believed that it was the 

increasing emphasis on customer relationship management that triggered scholars' 

thinking on customer lifetime value, i.e. CRM. Since the 1980s, the importance of 

CRM has been underscored by the realization that the cost of attracting a new 

customer is higher than the cost of maintaining a returning customer. 

OBCs are dedicated, geographically unrestricted communities that allow 

businesses to build a range of connections with their consumers. Among them, 

customers play an important role. OBC is the necessary platform for the company to 

improve its differentiation and competitive position; it strengthens the relationship 

with customers and involves them in the co-creation of the brand (Iglesias, Ind, & 

Alfaro, 2017). Customers also gain a pleasant brand experience by engaging in 

interactions in the community, while also increasing their knowledge of using the 

product, and this good experience further enhances customer loyalty to the brand, etc. 

Therefore, enterprises can continuously and effectively interact and cooperate with 

customers in OBC by creating an OBC, so as to increase customer participation, while 

enterprises can enhance the brand value of enterprises by co-creating with customer 

value (Martínez-López et al., 2017). 

The importance of customers co-created value in OBC is self-evident, and 

there are many cases where OBC has done the most, such as Dell Brand Community, 

Apple Brand Community, Huawei Community, Xiaomi Community, etc. In OBC, 

customers submit ideas about products or suggestions for businesses to the company, 

which brings a lot of innovative ideas and promotes the improvement and 
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enhancement of businesses in all aspects. For example, OBC established by Xiaomi 

Company - enterprises and customers build Xiaomi brands together. So far, more than 

100,000 people have provided their own ideas to Xiaomi, and about 8% of the ideas 

have been adopted and implemented by Xiaomi (Liang et al., 2019). Through the 

activities of OBC, enterprises and customers jointly create and maintain brands. 

Piskorski (2011) believed that the process of value co-creation should consist of two 

processes. The first process is when the supplier of goods or services is providing 

some resources to the customer, and the second process is when the customer uses 

these resources to create value together. Building an OBC is an example of a 

company's efforts to promote consumer empowerment and co-created value. The 

value creation process of OBC is considered to be a enterprise by trust, as OBC 

represents the important role of brands (Hapsari, 2018). By joining OBC, customers 

gain access to important information and build relationships with other members. As 

part of an OBC, consumers can co-create value through community networks, 

community participation, impression management, and brand use (Khan & Khattak, 

2017). 

 

2.4.4 Summary of this Section 

Based on the above discussion, in the framework of this paper, the co-creation 

of intrinsic and extrinsic values of customers is an important result of the research of 

participation and co-created values. Therefore, the co-created value of this study for 

customers is measured in terms of functional value, emotional value, and relationship 

value. 
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2.5 Customer Loyalty 

2.5.1 The Concept of Customer Loyalty 

Previous research has conceptualized customer loyalty as one of the most 

important outcomes of customer participation (Thakur, 2016). Participating members 

develop a strong psychological connection with the brand community, which 

increases the likelihood of loyalty to them and their products (Islam & Rahman, 

2017). Loyalty is considered to reflect the construction of three behaviors: a 

willingness to pay sustained attention, a willingness to buy back, and a willingness to 

spread word of mouth. Previous research has shown that loyalty is associated with 

buybacks, referrals, and other activities that strengthen brand-customer relationships, 

such as value co-creation and stickiness (Nadeem, Juntunen, Shirazi, & Hajli, 2020). 

Customer-to-customer and customer-to-business interactions contribute to the process 

of value creation through the exchange of information, recommendations, 

development of new ideas, functions, uses and other aspects related to product 

innovation. 

Customer loyalty has been defined in a number of ways, starting with the 

intention to diversify into customers' execution, and evolving into a series of 

behaviors that demonstrate the motivation to stay connected to the brand: an 

emotional connection between the customer and the product, followed by the 

continuous purchase of the product (Sirdeshmukh, Singh, & Sabol, 2002). A recent 

study suggests that positive word-of-mouth communication can be seen as a social 

behavior that reflects customer loyalty. Some loyal customers do not necessarily buy 

the product again, but provide positive reviews, which is also a sign of customer 

loyalty. 

In summary, the loyalty of this study is defined as the positive word-of-mouth 

that members of OBC spread to other members or non-members, in addition to their 
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continued focus on enterprise brand products and their willingness to make repeated 

purchases (Nadeem, Juntunen, et al., 2020). In addition, the study concludes that loyal 

users will have a positive attitude towards the content, features, and services 

encountered in OBC, which will lead to more frequent visits and longer browsing 

times. 

In recent years, the emergence of social media has increased customer loyalty 

and developed the relationship between businesses and customers. The Internet-based 

OBC can affect customer loyalty (Cheng, Wu, & Chen, 2020), and academia has also 

carried out important research in this regard. 

 

2.5.2 Research on Customer Loyalty 

Research has shown that members of OBC comment positively on brands 

when they are loyal to them (Sijoria, Mukherjee, & Datta, 2018). Members of OBC 

tend to display brand-friendly behaviors,  which explains to some extent why 

members participate in the community and increases the likelihood that members will 

engage in active communication. Strong consumer brand relationships increase 

consumers' willingness to spread positive word-of-mouth (Ardian et al., 2018). 

Previous research has shown that loyalty to the brands that surround the community 

has a positive impact on the desire to generate a positive reputation (Hapsari, Clemes, 

& Dean, 2017). Loyal consumers who buy products are more likely to share their 

positive consumer experience with others (Anaya-Sánchez et al., 2020). 

Loyalty is considered an important part of an enterprise because it affects 

long-term profits (Islam & Rahman, 2017). Loyalty is one of the most needed 

elements of a business. Loyalty makes businesses more efficient because it costs 

people less to be loyal than to find new customers. First, loyalty is a promise to repeat 

an order. Loyalty is also a strong commitment to constantly re-purchase products and 
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services in the future, where the purchase is for the same brand (Ardian et al., 2018). 

Second, loyalty is not just a promise, it is a buy-back. 

In the era of relationship marketing, customer loyalty is widely recognized as 

an important factor. However, as consumer behavior changes, the predictors of 

customer loyalty will also change. Ten years ago, researchers discovered that the 

process of customer co-created value as part of relationship marketing was seen as an 

important structure for increasing loyalty (Hapsari et al., 2017). 

 

2.5.3 Summary of this Section 

Based on the above research, this study defines the loyalty intentions resulting 

from customer participation in three dimensions: 1) Continuous interest: The 

customer stays in this brand community for a long time, increasing the frequency and 

time of browsing. 2) Willingness to buy again: Customers decide whether they will 

buy again in this brand community based on their personal circumstances. 3) 

Dissemination of word of mouth: The dissemination of favorable information about 

products, functions, brands, etc. shared by customers in the brand community. 

 

2.6 Literature Review of Variable Relationship Studies 

Based on the above discussion, this study assumes that the community factors 

of brand community identity and brand community trust will affect the customer's 

participation in customer co-created value, which in turn has a positive impact on 

customer loyalty, which is reflected in the willingness to continuously pay attention, 

buy back and positive word of mouth. This paper takes customer participation and 

customer co-created value as mediation variables, and establishes the theoretical 

framework (research model) of "brand community identity/brand community trust - 
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customer participation - customer co-created value - loyalty". Based on this research 

idea, this study sorts out the relationships between variables and proposes hypotheses: 

 

2.6.1 The Relationship between Brand Community Identity and 

Customer Participation 

User identification with the brand community is an important factor in a 

company's success in creating an OBC. Recognition of the brand community makes 

users feel that their interactions in the community are consistent with the personality 

and values of the corporate brand (Pentina, Zhang, & Basmanova, 2013) and are 

recognized by other members. As a result, the more users identify with OBC, the 

more motivated they are to engage, actively participate, and sustain participation in 

the community by helping other users, generating content, or building relationships 

(Casaló et al., 2010). Previous research in the field of OBC has shown that OBC 

identity has a positive impact on customer participation (Martínez-López et al., 2017). 

Identification with OBC is a powerful predictor of customer participation (Yeh & 

Choi, 2011). 

In practice, enterprises use OBC to maintain relationships with customers, 

enhance user participation and create value. The concept of OBC participation refers 

to the positive impact that consumers have on the community's identity (Wirtz et al., 

2013). As a result, there is a positive relationship between consumers' perception of 

OBC and their level of participation (Kurikko & Tuominen, 2020). As a result, the 

more consumers identify with OBC, the greater their participation. 

OBC recognition is an important indicator of the strength or quality of the 

relationship between a business and its customers (Luo, Zhang, Hu, & Wang, 2016). 

Consumers who identify with the community develop an emotional sense of 

belonging to the brand and community. Highly identified members tend to be more 

active in community discussions. In the context of OBC, community identity has a 
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positive impact on community participation (Talò, Mannarini, & Rochira, 2014). 

Accordingly, hypothesis is proposed: 

H1a: Brand community identity has a significant positive correlation with 

customer participation. 

 

2.6.2 The Relationship between Brand Community Identity and 

Customer Loyalty 

There have been studies that believe that brand community identity has a 

positive impact on brand loyalty (Coelho, Rita, & Santos, 2018). OBC identity is a 

group-based phenomenon, so establishing a good community identity in OBC can 

attract users to actively connect, support the community and contribute to the brand. 

As a result, enterprises build, maintain and strengthen customer loyalty by building an 

OBC (Kurikko & Tuominen, 2020). Therefore, hypothesis is proposed: 

H1b: Brand community identity has a significant positive correlation with 

customer loyalty. 

 

2.6.3 The Relationship between Brand Community Trust and Customer 

Participation 4 

Trust is an essential element of online social commerce, reducing the 

uncertainty and perceived risk of online relationships in the brand community. Trust 

is created after customers not only believe that the business is legitimate, but also 

believe that the business can respond to the needs of customers and care about their 

interests. Therefore, trust is an incentive that has a positive impact on customer 

attitudes and behaviors. According to previous research, brand community trust 

affects users' attitudes toward doing business in the brand community (Hansen, 

Saridakis, & Benson, 2018), encouraging users to participate and keep an eye on 

brand business intentions (Yahia, Al-Neama, & Kerbache, 2018). Community trust 
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has a positive impact on customer participation in online brand communities 

(Martínez-López et al., 2017). 

Trust is a key factor in building long-term relationships in OBC (Nadeem, 

Khani, et al., 2020). When there is trust between the parties, frequent contact 

increases. As users gain trust in the brand community, the relationship with the brand 

community becomes more emotional (Sanz-Blas, Bigne, & Buzova, 2019), and 

participation increases when the connection with the brand becomes more emotional 

and cognitively weaker (Morgan-Thomas & Veloutsou, 2013). Therefore, trust in 

OBC can help consumers integrate into the brand community they are part of. Trust is 

created through the process of repeating positive experiences in the community and 

guiding consumers' willingness to participate. Lack of trust is the main reason why 

consumers do not engage with online brands (Nisar & Whitehead, 2016). 

Accordingly, hypothesis is proposed: 

H2a: Brand community trust has a significant positive correlation with 

customer participation. 

 

2.6.4 The Relationship between Brand Community Trust and Customer 

Loyalty…………………………… 

Trust in the brand is an important factor in building and sustaining lasting 

customer brand relationships (Rather, Tehseen, Itoo, & Parrey, 2019; Santos, Coelho, 

& Rita, 2021). A high level of trust in the brand will generate favourable attitudes 

towards it (Kamboj, Sarmah, Gupta, & Dwivedi, 2018). Previous research has shown 

that brand trust is one of the most important precursors to consumer loyalty and 

willingness to buy again (Chinomona & Dubihlela, 2014). Consumers tend to buy 

back trusted brands because consumers value their reliability cognitively and 

emotionally. Building trust between consumers and brands in OBC helps increase 

member loyalty to brands. Research suggests that members are more likely to display 
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positive behaviors towards community brands and other community members once 

they feel trust in the community (Kumar & Nayak, 2019). OBC trust provides a sense 

of security and protection for community members, enhancing users' buy-back 

intentions. Similarly, the process of user trust and the spread of positive brand 

reputation are conducive to brand loyalty. Previous research has shown that trust in 

OBC is a direct and indirect precursor to customer loyalty (Nadeem, Khani, et al., 

2020). 

Word-of-mouth is a key issue affecting the development of a company's 

brand, such as consumer satisfaction, buying decisions and brand awareness. OBC is 

an appropriate channel to encourage consumers to spread positive brand reputation 

(Islam & Rahman, 2016); trust is one of the most important prerequisites for positive 

brand reputation communication. Trust affects an individual's willingness to exchange 

information and content with others. OBC trust makes it easier for community 

members to integrate and engage in activities that benefit brand communities (Anaya-

Sánchez et al., 2020). Studies have found that consumers involved in OBC have a 

positive propensity for positive word-of-mouth (Wu, Fan, & Zhao, 2018). 

Accordingly, hypothesis is proposed: 

H2b: Brand community trust is significantly positively correlated with 

customer loyalty. 

 

2.6.5 The Relationship between Customer Participation and Customer 

Cocreated Value………………. 

According to Repovienė (2017), community members with a strong interest in 

the brand are very knowledgeable about the brand, can discuss with other members 

and help other members to solve difficulties and provide advice for the development 

of new products for the brand. This part of the community interacts with other 

members and with the brand community more time and energy, more frequent and 
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enthusiastic, and stronger emotional bonds between the company and the members, 

thus creating a relationship in which the participatory customer wants to contribute to 

the creation of value (Repovienė, 2017). customer participation can provide very 

valuable information on consumer needs, market trends, the strengths and weaknesses 

of products and the characteristics of new products. Previous research has shown that 

customer participation with OBC contributes to the co-creation of function, 

relationship, and emotional value (Carlson et al., 2019). In addition, the user's 

commitment to the exchange relationships formed in the brand community is 

considered a factor that positively influences their willingness to co-create (Zhang, 

Lu, & Kizildag, 2017). Accordingly, hypothesis is proposed: 

H3: customer participation has a significant positive correlation with customer 

co-created value. 

 

2.6.6 Relationship between Customer Co-created Value and Customer 

Loyalty………………………………… 

Customers who feel they are generating value in participating in OBC will 

experience pleasant emotions. In addition, the reputation or social prestige gained in 

the community, as well as the satisfaction of helping others and feeling valued, can 

lead to the psychological satisfaction of customers. These fulfillments positively 

influence the customer's attitude towards the brand community, which may lead to 

more frequent and extensive visits to the community. In addition, customers need to 

spend more time processing community-related information in OBC (Chinomona & 

Dubihlela, 2014). Previous research has shown that customer co-created valuehas a 

direct and positive impact on brand community stickiness (Zhang et al., 2017). The 

more direct or indirect interactions consumers have with brands in relationship 

marketing practices, the greater the likelihood of loyalty. Loyalty increases when 

consumers have more opportunities to create value (Ceyhan, 2019). 
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Currently, co-created value no longer depends solely on the providers of 

products and services; consumers also play an important role in creating value that 

meets their needs (Hapsari, 2018). In addition, Ceyhan (2019) was noted that brands 

and their consumers could work together to create value and establish competitive 

strategies and innovation processes for enterprises. In the era of high information 

technology, consumers have the opportunity to create collective value through an 

OBC. Nisar and Whitehead (2016) discovered that brand communities help 

consumers create value together in four steps: social networking, community 

participation, brand use, and impression management. Accordingly, hypothesis is 

proposed: 

H4: Customer co-created value has a significant positive correlation with 

customer loyalty. 

 

2.6.7 Customer Participation and the Relationship between Customer 

Co-created Value as an Mediation Variable and other Variables 

1)  Previous research in the field of OBC shows that the identification 

of OBC is a powerful predictor of customer participation (Yeh & Choi, 2011). There 

have been studies that believe that brand community identity has a positive impact on 

brand loyalty (Coelho et al., 2018). Therefore, based on the study model, the first 

single-mediated effect hypothesis is proposed: 

H5: Customer participation plays a significant mediation role between 

brand community identity and customer loyalty. 

2)  Trust is an incentive factor, which has a positive impact on the 

attitude and behavior of customers. According to previous research, OBC trust affects 

the attitude of users to participate in brand community activities (Hansen et al., 2018). 

In OBC, community trust has a positive impact on customer participation (Martínez-

López et al., 2017). Trust in the brand is an important factor in building and sustaining 
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lasting customer brand relationships (Rather et al., 2019; Santos et al., 2021). 

Previous research has shown that trust in OBC is a direct and indirect precursor to 

customer loyalty (Nadeem, Khani, et al., 2020). Therefore, based on the study model, 

a second single-mediated effect hypothesis is proposed: 

H6: customer participation plays a significant mediation role between 

brand community trust and customer loyalty. 

3)  Previous research has shown that the participation of customers 

with OBC helps to jointly create function, relationship and emotional value (Carlson 

et al., 2019). In relationship marketing practice, the more consumers interact with the 

brand, the greater the likelihood of loyalty. Previous research has shown that customer 

co-created value has a direct and positive impact on brand community stickiness 

(Zhang et al., 2017). Therefore, a third single-mediated effect hypothesis is proposed 

based on the study model: 

H7: Customer co-created value plays a significant mediation role 

between customer participation and loyalty. 

4)  Previous research has shown that there is a positive relationship 

between OBC's identity and customer participation (Kurikko & Tuominen, 2020). 

Customers who participate in brand community activities want to contribute value to 

the community (Repovienė, 2017). Loyalty increases when customers have more 

opportunities to create value together (Ceyhan, 2019). Therefore, according to the 

model of the present study, the first chain mediation effect hypothesis is proposed: 

H8: Customer participation and customer co-created value play a 

significant mediation role between brand community identity and customer loyalty. 

5) As customers gain trust in OBC, participation will increase 

(Morgan-Thomas & Veloutsou, 2013). Therefore, trust in OBC can help customers 

integrate into the joined brand community, and customer participation in the 

community can provide very valuable information on consumer needs, market trends, 
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product characteristics, etc. (Repovienė, 2017). Previous research has shown that 

customer co-created value has a direct and positive impact on brand community 

stickiness (Zhang et al., 2017). Brand community trust is a key factor in building 

long-term loyalty between businesses and customers in OBC (Nadeem, Khani, et al., 

2020), and trust is one of the most important prerequisites for positive word-of-mouth 

communication (Chinomona & Dubihlela, 2014). Therefore, based on the model of 

the present study, a second chain mediation effect hypothesis is proposed: 

H9: Customer participation and customer co-created value play a 

significant mediation role between brand community trust and customer loyalty. 

 

2.7 Theoretical Framework Diagram 

 

Figure 2.1  Theoretical Framework of the Study 
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2.8 Conceptual Framework Diagram 

Based on the research ideas, in order to empirically test the hypotheses 

proposed in this study, based on the relationships and paths between the variables, this 

paper constructs the following conceptual framework (Figure 2.2) and carries out 

related research work. 

 

 

Figure 2.2  Conceptual Framework Diagram 

 

2.9 Research Hypotheses 

Based on the experience and inspiration summarized in the above literature, 

and based on relevant theories and practices, the research hypotheses and predictions 

are summarized as follows: 

1)  Direct effects hypothesis 

H1a: Brand community identity has a significant positive correlation with 

customer participation. 
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H1b: Brand community identity has a significant positive correlation with 

customer loyalty. 

H2a: Brand community trust has a significant positive correlation with 

customer participation. 

H2b: Brand community trust has a significant positive correlation with 

customer loyalty. 

H3: customer participation has a significant positive correlation with customer 

co-created value. 

H4: Customer co-created value has a significant positive correlation with 

customer loyalty. 

2)  Single mediation effect hypothesis 

H5: Customer participation plays a significant mediation role between brand 

community identity and customer loyalty. 

H6: Customer participation plays a significant mediation role between brand 

community trust and customer loyalty. 

H7: Customer co-created value plays a significant mediation role between 

customer participation and loyalty. 

3)  Chain mediation effect hypothesis 

H8: Customer participation and customer co-created value play a significant 

mediation role between brand community identity and customer loyalty. 

H9: Customer participation and customer co-created value play a significant 

mediation role between brand community trust and customer loyalty. 



 

 

CHAPTER 3 

 

RESEARCH METHODS 

 

3.1 Target Population 

This study is aimed at users of two online mobile phone brand communities 

with a large number of mobile phone users and active members, namely, Huawei Fans 

and Xiaomi Community. These two major online brand communities are 

representative of how to create value and achieve great success using OBC, which is 

an interactive and active community with an early age, large membership and 

growing membership. The total number of community members cannot be calculated 

because the two major brand communities are also broken down internally into small 

groups by purpose, interest, and geography, and it is possible for each member to join 

several small groups at the same time. Therefore, a total of 7.406 million people were 

selected as the most representative members of Huawei smart in the digital section of 

the pollen club, and 4.593 million people were selected as the research subjects in the 

MIUI comprehensive discussion hall in the Xiaomi Community. The total number of 

people targeted in this study is 11,999,000. 

 

3.2 Sampling Method: Convenient Sampling 

This study used a questionnaire method to obtain data. With the help of the 

questionnaire star software, after obtaining the consent of community managers, the 

questionnaire link will be distributed to Huawei Fans and Xiaomi Community. In 



 

 

52 

order to ensure that the respondents are members of one of the two major online brand 

communities, the first part of the questionnaire is entitled “Are you a registered 

member of this community?” in order to verify your identity; in order to attract more 

community members to participate in the questionnaire, the community member 

points reward is set as a reward at the end of the questionnaire. Since everyone in the 

community has the same probability of answering or not answering the questionnaire, 

the study uses a sampling method that facilitates sampling.  

 

3.3 Sampling Quantity 

Wu (2010) considered appropriate that the sample size is 5-15 times that of the 

scale item. According to the opinion of Wu (2010), the sample size was determined 

by 15 times the number of items in the questionnaire, which means that the number of 

effective samples was not less than 375. In order to collect the completeness and 

validity of the relevant data, ensure the representative and operability of the sample 

and the data collection site, and ensure the validity, this study will plan to conduct a 

questionnaire survey with the help of the questionnaire star software. After obtaining 

the consent of the community management personnel, the questionnaire will be filled 

in and sent to Huawei Fans and Xiaomi Community. A total of 500 questionnaires 

will be distributed. If the recovery rate and efficiency reach more than 70%, it will 

meet the requirements of this study. Since the survey was conducted on a population 

of specific communities, the study employed a sampling method that facilitated 

sampling. Because it may involve the privacy of members of the community, 

confidential information such as the gender, education, and age of the sample of the 

target population is not posted online. However, the demographic characteristics of 

these samples can be seen from the overall descriptive statistical analysis data of the 

samples in the 3.4.2 pre-test later. In this study, the use of convenient sampling can 
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establish a preliminary understanding of the content of this study, or establish a 

hypothesis. 

 

3.4 Data Processing Methods 

In this study, SPSS software was used to perform descriptive analysis of 

personal statistical variables and analysis of the reliability and validity of 

questionnaires. AMOS 22.0 was used for path analysis and hypothesis testing, 

Bootstrap in AMOS 22.0 was used to detect the mediation effect, and the structural 

equation model (SEM) was used to conduct empirical examination of the research 

model proposed in the study. 

 

3.4.1 Variable Measurement 

This study uses the brand community identity dimension measured by the 

developed brand community identity scale (Algesheimer et al., 2005), with a total of 4 

items, all of which use Likert's seven-level score, ranging from "completely disagree" 

to "completely agree". The specific scale is as follows: 

 

Table 3.1  Brand Community Identity Scale 

Variable Item Source 

Brand 

Community 

identity 

(PPSQRT) 

I really like the brand community.  (Algesheimer 

et al., 2005). My friendships with other members of the brand 

community are very important to me.  

I consider myself part of the brand community.  

It makes me feel good when someone appreciates 

the brand community.  
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The brand community trust dimension measured by the developed brand 

community trust scale (Yeh & Choi, 2011), with a total of 5 items, all of which use 

Likert's seven-level score, ranging from "completely disagree" to "completely agree". 

The specific scale is as follows: 

 

Table 3.2  Brand Community Trust Scale 

Variable Item Source 

Brand 

Community 

trust 

(PPSQXR)  

I have great confidence in the ability of brand 

community members to master the topics discussed 

in the community.  

(Yeh & Choi, 

2011). 

Brand community members are familiar with the 

topics discussed in the community.  

Brand community members are qualified to 

participate in community discussion topics.  

Brand community members pay attention to the 

relationship between each other.  

Brand community members don't deliberately do 

things to disrupt the conversation.  

 

 

The community participation dimension measured by the developed brand 

community participation scale (Carlson et al., 2019), with a total of 6 items, all of 

which use Likert's seven-level score, ranging from "completely disagree" to 

"completely agree". The specific scale is as follows: 
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Table 3.3  Customer Participation Scale 

Variable Item Source 

Customer 

participation   

(GKCY) 

 

I spend a lot of time sharing information about my 

needs and brand preferences in the brand 

community.  

(Carlson et 

al., 2019). 

I always share my ideas with other community 

members.  

I always provide suggestions in the brand 

community to improve the brand experience and its 

offerings.  

Time flies when I am participating in this brand 

community.  

I am rarely distracted when using this brand 

community.  

I often immerse myself in the brand community.  

 

The customer co-created value dimension measured by the developed brand 

community co-created value scale (Voss, Spangenberg, & Grohmann, 2003; Yeh & 

Choi, 2011), with a total of 5 items, all of which use Likert's seven-level score, 

ranging from "completely disagree" to "completely agree". The specific scale is as 

follows: 
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Table 3.4  Customer Co-created Value Scale 

Variable Item Source 

Customer co-

created value  

(GKGCJZ) 

 

 

I find the brand community information valuable.  (Voss et al., 

2003). The functional value of this brand community is very 

helpful to me.  

This brand community can let me in the community 

members left a good impression.  

I have established a good relationship with the brand 

community.  

This brand community brings me happiness.    

 

The customer  loyalty dimension measured by the developed customer  loyalty 

scale (Garretson, Fisher, & Burton, 2002; Shin, Chung, Oh, & Lee, 2013), with a total 

of 5 items, all of which use Likert's seven-level score, ranging from "completely 

disagree" to "completely agree". The specific scale is as follows: 

 

Table 3.5  Customer Loyalty Scale 

Variable Item Source 

Customer 

loyalty  

(GKZCD) 

 

I will browse and pay attention to this brand 

community for a long time.  

(Garretson et 

al., 2002; 

Shin et al., 

2013). 

It was very difficult for me to leave the brand 

community.  

I will buy products from this brand community again.  

I usually buy the same products I've been buying in 

the brand community.  

I will recommend this brand community to someone 

else.  
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3.4.2 Pre-test 

In order to better understand the reliability and validity of the scale in the 

questionnaire, this study conducted small-scale pre-test through the online 

questionnaire. The questionnaire was distributed from January 1 to January 20, 2022. 

A total of 160 questionnaires were distributed Wu (2010). A total of 134 valid 

questionnaires were recovered, and the effective recovery rate was 83.7%. The results 

of the analysis of the reliability and validity of the questionnaire scale items are as 

follows: 

1)  Descriptive statistics 

A descriptive statistical analysis of the demographic variables of the 

sample as a whole was performed, and the results are shown in Table 3.6 below:  

 

Table 3.6  Demographics 

Content Option Frequency Percentage% Effective 

Percentage% 

Community HuaWei 79 59 59 

XiaoMi 55 41 41 

Total 134 100 100 

Gender male 65 48.5 48.5 

female 69 51.5 51.5 

Total 134 100 100 

Age 19-25 18 13.4 13.4 

26-30 68 50.7 50.7 

31-35 34 25.4 25.4 

Age36andabove 14 10.4 10.4 

Total 134 100 100 

Degree of 

education 

College 8 6 6 

Undergraduate 118 88.1 88.1 
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Content Option Frequency Percentage% Effective 

Percentage% 

Master's degree 8 6 6 

Total 134 100 100 

Registration 

time 

Within1year 4 3 3 

1-3years 82 61.2 61.2 

3-6years 42 31.3 31.3 

6yearsandabove 6 4.5 4.5 

Total 134 100 100 

Weekly 

frequency of 

use 

1timesaday 18 13.4 13.4 

1-3times 78 58.2 58.2 

4-6times 27 20.1 20.1 

Once a week  11 8.2 8.2 

Total 134 100 100 

Average 

weekly usage 

time  

Lessthan1hour 36 26.9 26.9 

1-3hours 80 59.7 59.7 

4-6hours 15 11.2 11.2 

7hoursandabove 3 2.2 2.2 

Total 134 100 100 

 

Table 3.6 shows the demographic characteristics of the participants. In 

the valid sample, Huawei Fans members accounted for 59% and Xiaomi Community 

members for 41%. The high proportion of female participants, 51.5%, suggests that 

while the products of these two major communities are biased towards technology-

based products, community activities are equally of interest to women. The 

predominant age range is 19-35 years, accounting for 89.6%, while the proportion 

over 36 years is only 10.4%, indicating that young people are the main active 

members of the tech brand community. Most of the community members are highly 

educated, with 88.1% of the members with undergraduate education, indicating that 

highly educated members are more enthusiastic about sharing information on the 
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design and evaluation of community products, sharing information on the use of 

products with other community members, and eager to provide suggestions for the 

brand community to improve the brand experience and its products. Achieving self-

worth in information sharing has a stronger sense of satisfaction and is therefore more 

motivated to co-create value. In terms of the time of registration as a member of the 

community, 61.2% of members were registered for 1-3 years and 31.3% for 4-6 years. 

The frequency of use of the community is 1-3 times per week (58.2%), followed by 4-

6 times (20.1%), indicating that members who use the community frequently consider 

the information of the brand community to be valuable and helpful to them, and value 

maintaining close contact with the community. The majority of members, 59.7%, use 

the community for 1-3 hours a week, followed by less than 1 hour, 26.9%, indicating 

that most members generally use the community for less than 3 hours a week. 

2)  Reliability analysis 

Reliability refers to the reliability or consistency of a measurement. 

The higher the reliability, the more consistent or stable the measurement is. 

Cronbach's alpha coefficient is commonly used to analyze reliability, and coefficients 

above 0.70 are considered acceptable (Nunnally, 1978). The larger the coefficient, the 

better the reliability of the scale and the more stable the measurement results. Among 

them, α ≥ 0.9 indicates that the reliability is very high and the data effect is very ideal; 

0.8 ≤ α < 0.9 indicates that the reliability is very high and the data is very ideal and 

the effect is good; 0.7 ≤ α < 0.8 indicates that the reliability is acceptable. The results 

of the reliability analysis in this study are as follows (Table 3.7): 
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Table 3.7  Reliability Analysis 

Dimension Cronbach'sα Cronbach'sα(total) 

PPSQRT 0.945 0.926 

PPSQXR 0.928 

GKCY 0.932 

GKGCJZ 0.953 

GKZCD 0.956 

 

As can be seen from the above table, the standardized total clone Bach 

Alpha coefficient value is equal to 0.926 and α≥0.9, indicating that the scale in this 

study has good reliability and can be analyzed in the next step. 

3)  Validity analysis 

Validity refers to the extent to which a measuring tool or means is able 

to accurately measure what is required to be measured, that is, validity. The more the 

measurement matches the content to be examined, the higher the validity: otherwise, 

the lower the validity. KMO values and Bartlett's spherical test were used to 

determine the suitability of the measurement scale for factor analysis. The KMO 

value is between 0 and 1. When the KMO value is > 0.9, the scale is very suitable for 

factor analysis; when the KMO value is between 0.7 and 0.9, it is more suitable; when 

the KMO value is between 0.6 and 0.7, it is less suitable; when the KMO value is less 

than 0.5, it is not suitable for factor analysis. The Bartlett spherical test is mainly used 

to verify the significance. The larger the chi-square value of the scale, the higher the 

significance level, the more significant (sig.), the lower the significance level is less 

than 0.05, indicating that the scale is suitable for factor analysis. 

The validity of the questionnaire in this study was analyzed for 

exploratory factors according to 5 variables defined by the model, and the excluded 

factor load was less than 0.33. The results are as follows (Table 3.8-3.10): 
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Table 3.8  Validity Analysis 

Variable KMO Test Bartlett Test 

KMO Value Significance Level 

Total variable 0.839 0 

PPSQRT 0.931 0 

PPSQXR 0.905 0 

GKCY 0.934 0 

GKGCJZ 0.947 0 

GKZCD 0.932 0 

 

Table 3.9  Explanation Table of Total Variance 

Total Variance Explained 

Compon

ent 

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings 

Total % of 

Variance 

Cumulative 

% 

Total % of 

Variance 

Cumulative % Total % of 

Variance 

Cumulative 

% 

1 10.928 26.019 26.019 10.928 26.019 26.019 6.934 16.511 16.511 

2 5.697 13.563 39.582 5.697 13.563 39.582 6.629 15.782 32.293 

3 5.415 12.892 52.474 5.415 12.892 52.474 5.877 13.993 46.286 

4 4.621 11.001 63.475 4.621 11.001 63.475 5.652 13.458 59.743 

5 4.026 9.586 73.062 4.026 9.586 73.062 5.594 13.319 73.062 

 

Table 3.10  Factor Loading Component Table 

 PPSQRT PPSQXR GKCY GKGCJZ GKZCD 

PSQRT2 0.849 - - - - 

PPSQRT3 0.806 - - - - 

PPSQRT1 0.774 - - - - 

PPSQRT4 0.748 - - - - 

PPSQXR1 - 0.767 - - - 

PPSQXR4 - 0.764 - - - 

PPSQXR5 - 0.761 - - - 

PPSQXR3 - 0.750 - - - 

PPSQXR2 - 0.729 - - - 

GKCY3 - - 0.809 - - 
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 PPSQRT PPSQXR GKCY GKGCJZ GKZCD 

GKCY6 - - 0.809 - - 

GKCY1 - - 0.780 - - 

GKCY5 - - 0.770 - - 

GKCY2 - - 0.761 - - 

GKCY4 - - 0.712 - - 

GKGCJZ4 - - - 0.805 - 

GKGCJZ2 - - - 0.760 - 

GKGCJZ5 - - - 0.752 - 

GKGCJZ3 - - - 0.740 - 

GKGCJZ1 - - - 0.730 - 

GKZCD3 - - - - 0.857 

GKZCD5 - - - - 0.851 

GKZCD1 - - - - 0.845 

GKZCD4 - - - - 0.808 

GKZCD2 - - - - 0.796 

 

According to the above results (Table 3.8-3.10), KMO = 0.839, 

between 0.7-0.9, Bartlett significance = 0.000, less than 0.05, 5 factors were extracted 

when the principal component analysis and eigenvalue was greater than 1, which was 

in line with the original scale dimensions, and the total variance interpretation 

accumulated 73.062%. In conclusion, the scale items in this study have good 

structural validity. 

  



 

 

CHAPTER 4 

 

RESULTS AND DISCUSSION 

 

This chapter begins with the collection of formal sample data and statistical 

analysis of sample characteristics. The samples were then subjected to a reliability 

and validity analysis. Then, the structural equation model analysis and the fit degree 

analysis of the model are carried out. Finally, the hypothesis (path analysis) is tested 

and the mediation effect of customer participation and customer co-created valueis 

analyzed. 

 

4.1 Sample Data 

On the basis of pre-testing, this study used the questionnaire star software to 

distribute the official questionnaire link to two Huawei Fanss and Xiaomi 

communities. Date of this questionnaire was from June 1 to June 20, 2022. A total of 

500 questionnaires were distributed, and a total of 410 valid questionnaires were 

recovered. The effective recovery rate was 82.0%. This study used a sampling method 

that facilitated sampling. 

 

4.1.1 Analysis of Demographic Characteristics of the Sample 

Descriptive statistical analysis was performed on the overall demographic data 

of the study sample and the use of OBC. Descriptive statistics generally refer to the 

percentage of the total. 

The results are shown in Table 4.1: 
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Table 4.1  Demographic Characteristics 

Content Option Frequency Percentage

% 

Effective 

Percentage

% 

Content 

Community Hua Wei 243 59.3 59.3 59.3 

Xiao Mi 167 40.7 40.7 100.0 

Total 410 100.0 100.0  

Gender male 200 48.8 48.8 48.8 

female 210 51.2 51.2 100.0 

Total 410 100.0 100.0  

Age 19-25 55 13.4 13.4 13.4 

26-30 206 50.2 50.2 63.7 

31-35 107 26.1 26.1 89.8 

Age 36 

and above 

42 10.2 10.2 100.0 

Total 410 100.0 100.0  

Degree of 

education 

College 25 6.1 6.1 6.1 

Undergrad

uate 

364 88.8 88.8 94.9 

Master's 

degree 

21 5.1 5.1 100.0 

Total 410 100.0 100.0  

Registration 

time 

Within 1 

year 

13 3.2 3.2 3.2 

1-3years 247 60.2 60.2 63.4 

3-6years 128 31.2 31.2 94.6 

6years and 

above 

22 5.4 5.4 100.0 

Total 410 100.0 100.0  

weekly 1 times a 50 12.2 12.2 12.2 
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Content Option Frequency Percentage

% 

Effective 

Percentage

% 

Content 

frequency of 

use 

day 

1-3 times 233 56.8 56.8 69.0 

4-6 times 86 21.0 21.0 90.0 

Once a 

week or 

none 

41 10.0 10.0 100.0 

Total 410 100.0 100.0  

Average 

weekly usage 

time 

Less than 

1 hour 

105 25.6 25.6 25.6 

1-3 hours 197 48.0 48.0 73.7 

4-6 hours 67 16.4 10.0 83.7 

7 hours 

and above 

41 10.0 16.3 100.0 

Total 410 100.0 100.0  

 

As shown in Table 4.1: Of the 410 valid samples, Huawei Fans registered 243 

members, accounting for 59.3%, and Xiaomi Community registered 167 members, 

accounting for 40.7%. There were 200 male participants, accounting for 48.8%, 210 

female participants, accounting for 51.2%, and the proportion of female participants 

was predominant, indicating that the products of these two major communities are 

preferred to technology products, but community activities also attracted the interest 

of women. Participants were mainly in the 19-35 age group, accounting for 89.8%, 

with the majority in the 26-30 age group accounting for 50.2%, while the proportion 

over 36 years of age was only 10.2%, indicating that young people under 35 years of 

age are the main participants in tech brand community activities. These active young 

people are a group who pursue personality, are passionate about interacting with 
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others, like to share themselves, and tend to pursue new things and quality of life. 

Among the members, most of the community members have a high level of 

education, with 88% of the members having an undergraduate education, followed by 

5.1% of the members with postgraduate degrees and 6.1% of the members with 

college degrees. This shows that the highly educated members are more enthusiastic 

about accepting and giving feedback on new information, participating in the sharing 

of information such as the design and evaluation of community products, and also 

being eager to have a stronger sense of satisfaction for the community's new products 

to realize their self-worth in sharing information, thus being more enthusiastic about 

co-created value. From the perspective of the time of registration as a member of the 

community, the majority of members registered for 1-3 years, accounting for 56.8%, 

followed by 31.2% for 4-6 years, accounting for 5.2% for more than 6 years, with the 

lowest proportion of registration within 1 year, accounting for only 3.4%, indicating 

that most community members have been registered for more than 1 year, have a 

certain knowledge and understanding of the community, and have a certain viscosity. 

The frequency of members using the community is 1-3 times per week (56.8%), 

followed by 4-6 times (21%), indicating that the members who use the community 

frequently pay more attention to the updating of the community information, feel that 

they get valuable information from the interaction of the community members, and 

hope to maintain closer ties with the community. The proportion of daily use is 12.2, 

while the proportion of weekly use is minimal at 10%; OBC is mostly used for 1-3 

hours per week at 48%, followed by less than 1 hour at 25.6%, followed by 4-6 hours 

at 16.4%, with a minimum of more than 7 hours per week at 10%. Indicates that most 

members typically spend no more than 3 hours per week using OBC. 
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4.1.2 Descriptive Statistical Analysis 

This study uses SPSS 22.0 to make descriptive statistics on 5 variables: brand 

community identity, brand community trust, customer participation, customer co-

created value, and customer loyalty. Typically, descriptive analysis describes the 

overall state of the data through averages or medians to determine the basic level of 

the problem in the scale and the distribution of the data. The results are shown in 

Table 4.2: 

 

Table 4.2  Descriptive Basic Indicators 

Name Sample 

Size 

Minimum Maximum Average  Standard 

Deviation 

Median  

PPSQRT 410 1.000 7.000 5.507 1.075 5.750 

PPSQXR 410 1.000 7.000 5.280 1.231 5.600 

GKCY 410 1.000 7.000 5.147 1.115 5.333 

GKGCJZ 410 1.000 7.000 5.236 1.282 5.600 

GKZCD 410 1.000 7.000 5.483 1.383 5.800 

 

Note:  PPSQRT: Brand community identity; PPSQXR: Brand community trust; 

GKCY: Customer participation; GKGCJZ: Customer co-created value; 

GKZCD: Customer loyalty  

 

It can be seen from Table 4.2 above that the minimum and maximum values of 

each variable are between 1 and 7, indicating that the sample selected in this study is 

wider; the average values of each variable are higher than 5. It can be seen that there 

are no abnormal values in the data, and the description and analysis of the average 

values can be carried out directly. 
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4.2 Multiple Normal Distribution Test 

The primary objective of the normal distribution test is to test whether the data 

are normally distributed. Bollen (1989) believed that the chi-square test is valid and 

reasonable only if the parameters conform to the normal distribution. West, Finch, 

and Curran (1995) believed that an absolute value of the offset coefficient greater than 

2 indicates a serious deviation from normality. Kline (2010) believed that if the 

eccentricity coefficient is greater than 3 and the peak state coefficient is greater than 

8, the distribution of the sample in the variable is an abnormal distribution. The results 

of the normal distribution of this study are shown in Table 4.3: 

 

Table 4.3  Normal Distribution Detection 

Variable Min Max Skew c.r. Kurtosis c.r. 

GKZCD9 1.000 7.000 -1.553 -12.837 2.125 8.785 

GKZCD8 1.000 7.000 -1.167 -9.648 .851 3.518 

GKZCD7 1.000 7.000 -1.522 -12.581 2.088 8.632 

GKZCD5 1.000 7.000 -1.243 -10.278 1.008 4.167 

GKZCD4 1.000 7.000 -1.665 -13.764 2.397 9.908 

GKGCJZ9 1.000 7.000 -.856 -7.080 .524 2.164 

GKGCJZ8 1.000 7.000 -1.011 -8.357 .595 2.461 

GKGCJZ7 1.000 7.000 -.897 -7.416 .409 1.689 

GKGCJZ6 1.000 7.000 -1.105 -9.131 .703 2.907 

GKGCJZ5 1.000 7.000 -.797 -6.590 .013 .054 

GKCY8 1.000 7.000 -.439 -3.628 -.294 -1.214 

GKCY6 1.000 7.000 -.467 -3.862 -.378 -1.564 

GKCY5 1.000 7.000 -.783 -6.471 .599 2.477 

GKCY4 1.000 7.000 -.715 -5.911 .108 .445 

GKCY3 1.000 7.000 -.625 -5.168 .315 1.302 
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Variable Min Max Skew c.r. Kurtosis c.r. 

GKCY1 1.000 7.000 -1.069 -8.835 .848 3.503 

PPSQXR2 1.000 7.000 -1.098 -9.075 .898 3.710 

PPSQXR3 1.000 7.000 -1.145 -9.465 .940 3.883 

PPSQXR4 1.000 7.000 -1.198 -9.904 1.435 5.931 

PPSQXR5 1.000 7.000 -1.045 -8.641 1.122 4.636 

PPSQXR6 1.000 7.000 -.958 -7.921 .779 3.221 

PPSQRT1 1.000 7.000 -1.582 -13.074 3.253 13.446 

PPSQRT2 1.000 7.000 -1.043 -8.624 1.383 5.718 

PPSQRT3 1.000 7.000 -.849 -7.018 1.190 4.917 

PPSQRT5 1.000 7.000 -1.131 -9.350 1.611 6.659 

Multivariate     104.177 28.706 

 

Note:  PPSQRT: Brand community identity; PPSQXR: Brand community trust; 

GKCY: Customer participation; GKGCJZ: Customer co-created value; 

GKZCD: Customer loyalty  

 

As can be seen from Table 4.3 above, the minimum and maximum values of 

each variable are between 1 and 7, indicating that the sample selected in this paper is 

wider. Meanwhile, the skewness coefficient is less than 3 and the kurtosis coefficient 

is less than 8. Therefore, the results show that the observed variables in this study 

obey the normal distribution test. 

 

4.3 Reliability Analysis 

Reliability analysis of the reliability of the questionnaire was conducted to 

ensure the validity of model fit assessment and hypothesis testing. In this study, SPSS 

22.0 statistical analysis software was used to analyze the reliability of the official 
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questionnaire data, and the judgment criteria used in the reliability analysis were 

consistent with the judgment criteria used in the analysis of the pre-test data. 

Cronbach's alpha coefficient is commonly used to analyze reliability, and coefficients 

above 0.70 are considered acceptable (Nunnally, 1978). The higher the alpha 

coefficient, the better the reliability of the scale. If alpha ≥ 0.9, it indicates that the 

reliability is very high, and the data effect is very ideal. If the value of the “alpha 

coefficient of item deleted” is significantly higher than the alpha coefficient, then it is 

considered that the item is deleted and re-analysed. In addition, the CITC value for 

each item should be greater than 0.5, indicating the high reliability of the scale. The 

results of the reliability analysis of this study (see Table 4.4-4.9):  

1)  Reliability Analysis of Brand community identity 

 

Table 4.4  Reliability Analysis of Brand Community Identity 

Name Correction Item Total 

Correlation (CITC)  

Item Deleted a 

Coefficient 

Cronbach A  

PPSQRT1 0.734 0.855 0.884 

PPSQRT2 0.799 0.830 

PPSQRT3 0.735 0.855 

PPSQRT4 0.720 0.861 

 

Note:  Standardize Cronbach α coefficient: 0.884 

PPSQRT: Brand community identity 

 

It can be seen from Table 4.4 above that the reliability coefficient value is 

0.884, which is greater than 0.8, indicating that the reliability of the research data is 

high. For the "alpha coefficient of deleted items", after any item is deleted, the 

reliability coefficient will not increase significantly, indicating that the item should 

not be deleted. In addition, the CITC values of the analysis items are all greater than 
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0.5, indicating that there is a good correlation between the analysis items, and also 

that the reliability level is good. To sum up, it shows that the reliability coefficient of 

the research data has good reliability and can be used for further analysis. 

2)   Reliability Analysis of Brand Community Trust 

 

Table 4.5  Reliability Analysis of Brand community Trust 

Name Correction Item Total 

Correlation (CITC)  

Item Deleted Α 

Coefficient  

Cronbach Α 

PPSQXR1 0.791 0.872 0.901 

PPSQXR2 0.727 0.886 

PPSQXR3 0.728 0.885 

PPSQXR4 0.729 0.885 

PPSQXR5 0.799 0.870 

 

Note:  Standardize Cronbach α coefficient: 0.901 

 

PPSQXR: Brand community trust It can be seen from Table 4.5 above that the 

reliability coefficient value is 0.901, which is greater than 0.9, indicating that the 

reliability of the research data is of high quality. For the "alpha coefficient of deleted 

item", after any item is deleted, the reliability coefficient will not increase 

significantly, so it means that the item should not be deleted. The CITC values of the 

analysis item are all greater than 0.5, indicating that there is a good correlation 

between the analysis items, and also that the reliability level is good. In summary, the 

data are of high reliability and can be used for further analysis. 
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3)   Reliability Analysis of Customer Participation 

 

Table 4.6  Reliability Analysis of Customer Participation 

Name Correction Item Total 

Correlation (CITC)  

Item Deleted Α 

Coefficient  

Cronbach Α  

GKCY1 0.758 0.891 0.909 

GKCY2 0.744 0.893 

GKCY3 0.765 0.890 

GKCY4 0.700 0.899 

GKCY5 0.733 0.894 

GKCY6 0.778 0.888 

 

Note:  Standardize Cronbach α coefficient: 0.909  

GKCY: Customer participation 

 

It can be seen from the above Table 4.6 that the reliability coefficient value is 

0.909, which is greater than 0.9, thus indicating that the reliability of the research data 

is of high quality. For the "alpha coefficient of deleted item", after any item is deleted, 

the reliability coefficient will not increase significantly, so it means that the item 

should not be deleted. The CITC values of the analysis items are all greater than 0.5, 

indicating that there is a good correlation between the analysis items, and also that the 

reliability level is good. In summary, the data are of high reliability and can be used 

for further analysis. 
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4)  Reliability Analysis of Customer co-created value 

 

Table 4.7  Reliability Analysis of Customer Co-created Value 

Name Correction Item Total 

Correlation (CITC)  

Item Deleted Α 

Coefficient  

Cronbach Α  

GKGCJZ1 0.797 0.893 0.915 

GKGCJZ2 0.786 0.896 

GKGCJZ3 0.727 0.907 

GKGCJZ4 0.836 0.885 

GKGCJZ5 0.768 0.899 

 

Note:  Standardize Cronbach α coefficient: 0.915  

GKGCJZ: Customer co-created value 

 

It can be seen from Table 4.7 above that the reliability coefficient value is 

0.915, which is greater than 0.9, indicating that the reliability of the research data is of 

high quality. For the "alpha coefficient of deleted item", after any item is deleted, the 

reliability coefficient will not increase significantly, so it means that the item should 

not be deleted. The CITC values of the analysis item are all greater than 0.5, 

indicating that there is a good correlation between the analysis items, and also that the 

reliability level is good. In summary, the data are of high reliability and can be used 

for further analysis. 
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5)   Reliability Analysis of Customer Loyalty 

 

Table 4.8  Reliability Analysis for Customer Loyalty 

Name Correction Item Total 

Correlation (CITC)  

Item Deleted Α 

Coefficient  

Cronbach α  

GKZCD1 0.866 0.929 0.945 

GKZCD2 0.797 0.942 

GKZCD3 0.892 0.925 

GKZCD4 0.819 0.938 

GKZCD5 0.881 0.927 

 

It can be seen from Table 4-8 above that the reliability coefficient value is 

0.945, which is greater than 0.9, indicating that the reliability of the research data is of 

high quality. For the "alpha coefficient of deleted item", after any item is deleted, the 

reliability coefficient will not increase significantly, so it means that the item should 

not be deleted. The CITC values of the analysis items are all greater than 0.5, 

indicating that there is a good correlation between the analysis items, and also that the 

reliability level is good. In summary, the data are of high reliability and can be used 

for further analysis. 

6)  Total Variable Reliability Analysis  

 

Table 4.9  Reliability Analysis for Total Variable 

Name Correction Item Total 

Correlation (CITC) 

Item Deleted Α 

Coefficient 

Cronbach Α  

GKZCD1 0.654 0.942 0.945 

GKZCD2 0.631 0.943 

GKZCD3 0.692 0.942 
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Name Correction Item Total 

Correlation (CITC) 

Item Deleted Α 

Coefficient 

Cronbach Α  

GKZCD4 0.662 0.942 

GKZCD5 0.689 0.942 

PPSQRT1 0.532 0.944 

PPSQRT2 0.524 0.944 

PPSQRT3 0.522 0.944 

PPSQRT4 0.544 0.944 

PPSQXR1 0.675 0.942 

PPSQXR2 0.602 0.943 

PPSQXR3 0.601 0.943 

PPSQXR4 0.615 0.943 

PPSQXR5 0.672 0.942 

GKCY1 0.618 0.943 

GKCY2 0.586 0.943 

GKCY3 0.577 0.943 

GKCY4 0.581 0.943 

GKCY5 0.577 0.943 

GKCY6 0.590 0.943 

GKGCJZ1 0.699 0.942 

GKGCJZ2 0.671 0.942 

GKGCJZ3 0.602 0.943 

GKGCJZ4 0.680 0.942 

GKGCJZ5 0.673 0.942 

 

Note:  Standardize Cronbach α coefficient:  0.945 

PPSQRT: Brand community identity; PPSQXR: Brand community trust; 

GKCY: Customer participation; GKGCJZ: Customer co-created value; 

GKZCD: Customer loyalty 
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It can be seen from Table 4.9 above that the total reliability coefficient value is 

0.945, which is greater than 0.9, indicating that the reliability of the research data is of 

high quality. For the "alpha coefficient of deleted item", after any item is deleted, the 

reliability coefficient will not increase significantly, indicating that the item should 

not be deleted. The CITC values of the analysis items are all greater than 0.5, 

indicating that there is a good correlation between the analysis items, and also that the 

reliability level is good. In summary, the data are of high reliability and can be used 

for further analysis. 

 

4.4 Validity Analysis 

Validity refers to the extent to which a measuring tool or means is able to 

accurately measure what is required to be measured, that is, validity. Factor analysis is 

usually used for validity analysis, and factor analysis can be divided into two types: 

exploratory factor analysis (EFA) and confirmatory factor analysis (CFA). Among 

them, exploratory factor analysis is a measure of the validity of the construction of the 

scale to determine whether the measured variables of each latent variable have stable 

structural consistency (Wu, Tennyson, & Hsia, 2010), which is the most commonly 

used indicator to evaluate the validity of the scale. Factor analysis was validated to 

verify the appropriateness and authenticity of structural validity (Wu et al., 2010). 

The questionnaire used in this study was based on a review of the literature 

and further refined the content and description of the project based on the results of 

the preliminary investigation. In general, in order to perform exploratory factor 

analysis, the feasibility test for factor analysis needs to meet two conditions (Wu et 

al., 2010), that is, the KMO value is between 0-1, the KMO value is > 0.7, and the 

Bartlett spherical test is significant (Sig < 0.05), indicating that it is suitable for factor 

analysis. The validity of the questionnaire in this study was analyzed for exploratory 
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factors according to 5 variables defined by the model, and the excluded factor load 

was less than 0.5. The results are as follows (Tables 4.10-4.22): 

1)  Validity Analysis of Brand community identity 

 

Table 4.10  KMO and Bartlett test of Brand Community Identity 

KMO and Bartlett Test 

KMO Value 0.83 

Bartlett Test 

X2 880.659 

df 6 

p 0 

 

From Table 4.10 above, it can be seen that the KMO value is 0.830, the KMO 

value is greater than 0.8, and the P value is <0.05, indicating that the research data has 

good validity. 

 

Table 4.11  After Rotation Factor Load Factor Table of Brand Community Identity 

Validity Analysis Results 

Name Factor Load Factor  Common Degree (Common 

Factor Variance) PPSQRT 

PPSQRT1 0.853 0.727 

PPSQRT2 0.895 0.801 

PPSQRT3 0.854 0.73 

PPSQRT4 0.842 0.71 

 

Note:  PPSQRT:  Brand community identity 
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It can be seen from Table 4.11 above that the absolute values of factor loading 

coefficients are all greater than 0.8 (when it is greater than 0.4, it means that options 

and factors have a corresponding relationship), and the corresponding common degree 

values are all higher than 0.7 (higher than 0.4, indicating that the research item 

information can be effectively used. extract). The results show that the corresponding 

relationship between factors (dimensions) and research items is in line with 

expectations, and the agreement indicates validity. 

2)  Validity Analysis of Brand community trust 

 

Table 4.12  KMO and Bartlett Test of Brand Community Trust 

KMO and Bartlett Test 

KMO Value 0.885 

Bartlett Test 

X2 1207.956 

df 10 

p 0 

 

It can be seen from Table 4.12 above that the KMO value is 0.885, the KMO 

value is greater than 0.8, and the P value is <0.05, indicating that the research data is 

valid. 
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Table 4.13  After Rotation Factor Load Factor Table of Brand Community Trust 

Validity Analysis Results 

Name 
Factor Load Factor Common Degree  

(Common Factor Variance) PPSQXR 

PPSQXR1 0.874 0.763 

PPSQXR2 0.826 0.683 

PPSQXR3 0.828 0.686 

PPSQXR4 0.828 0.685 

PPSQXR5 0.879 0.773 

 

Note:  PPSQXR:  Brand community trust 

 

It can be seen from Table 4.13 above that the absolute value of factor loading 

is greater than 0.8 (when it is greater than 0.4, it means that there is a corresponding 

relationship between the topic selection and the factor), and the corresponding 

common degree values are all higher than 0.6 (higher than 0.4, indicating that the 

research item information can be effectively extracted.). The results show that the 

corresponding relationship between factors (dimensions) and research items is in line 

with expectations, and the agreement indicates validity. 

3)  Validity Analysis of Customer participation 

 

Table 4.14  KMO and Bartlett test of Customer Participation 

KMO and Bartlett Test 

KMO Value 0.907 

Bartlett Test X2 1453.221 

df 15 

p 0 
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It can be seen from Table 4.14 above that the KMO value is 0.907, the KMO 

value is greater than 0.8, and the P value is <0.05, indicating that the research data is 

valid. 

 

Table 4.15  After Rotation Factor Load Factor Table of Customer Participation 

Validity Analysis Results 

Name 
Factor Load Factor Common Degree  

(Common Factor Variance) GKCY 

GKCY1 0.839 0.703 

GKCY2 0.828 0.685 

GKCY3 0.843 0.711 

GKCY4 0.791 0.625 

GKCY5 0.818 0.669 

GKCY6 0.853 0.728 

 

Note:  GKCY:  Customer participation 

 

From Table 4.15 above, it can be seen that the absolute value of factor loading 

is greater than 0.7 (when it is greater than 0.4, it means that options and factors have a 

corresponding relationship), and the corresponding common degree values are all 

higher than 0.6 (higher than 0.4, indicating that the research item information can be 

effectively extracted). The research results show that the corresponding relationship 

between factors (dimensions) and research items is in line with expectations, and the 

agreement indicates validity. 
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4)  Validity Analysis of Customer co-created value 

 

Table 4.16  KMO and Bartlett Test of Customer Co-created Value 

KMO and Bartlett Test 

KMO Value 0.889 

Bartlett Test X2 1383.82 

df 10 

p 0 

 

It can be seen from Table 4.16 above that the KMO value is 0.889, the KMO 

value is greater than 0.8, and the P value is <0.05, indicating that the research data is 

valid. 

 

Table 4.17  After Rotation Factor Load Factor Table of Customer Co-created Value 

Validity Analysis Results 

Name 
Factor Load Factor  Common Degree (Common 

Factor Variance) GKGCJZ 

GKGCJZ1 0.875 0.766 

GKGCJZ2 0.867 0.752 

GKGCJZ3 0.823 0.677 

GKGCJZ4 0.901 0.813 

GKGCJZ5 0.854 0.729 

 

Note:  GKGCJZ:  Customer co-created value 

 

From Table 4.17 above, it can be seen that the absolute values of factor 

loading coefficients are all greater than 0.8 (when it is greater than 0.4, it means that 

options and factors have a corresponding relationship), and the corresponding 
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common degree values are all higher than 0.6 (higher than 0.4, indicating that the 

research item information can be effectively extracted). The results show that the 

corresponding relationship between factors (dimensions) and research items is in line 

with expectations, and the agreement indicates validity. 

5)  Validity Analysis of Customer loyalty 

 

Table 4.18  KMO and Bartlett Test of Customer Loyalty 

KMO and Bartlett Test 

KMO Value 0.913 

Bartlett Test X2 1934.46 

df 10 

p 0 

 

It can be seen from Table 4.18 above that the KMO value is 0.913, the KMO 

value is greater than 0.8, and the P value is <0.05, indicating that the research data is 

valid. 

 

Table 4.19  After Rotation Factor Load Factor Table of Customer Loyalty 

Validity Analysis Results 

Name 
Factor Load Factor Common Degree  

(Common Factor Variance) GKZCD 

GKZCD1 0.918 0.842 

GKZCD2 0.868 0.753 

GKZCD3 0.934 0.873 

GKZCD4 0.884 0.782 

GKZCD5 0.927 0.86 

 

Note:  GKZCD:  Customer loyalty 
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From Table 4.19 above, it can be seen that the absolute values of factor 

loading coefficients are all greater than 0.8 (when it is greater than 0.4, it means that 

options and factors have a corresponding relationship), and the corresponding 

common degree values are all higher than 0.7 (higher than 0.4, indicating that the 

research item information can be effectively extracted). The results show that the 

corresponding relationship between factors (dimensions) and research items is in line 

with expectations, and the agreement indicates validity. 

6)  Total Validity Analysis  

 

Table 4.20  Total KMO and Bartlett Test 

KMO and Bartlett Test 

KMO Value 0.935 

Bartlett Test X2 7929.115 

df 300 

p 0 

 

It can be seen from Table 4.20 above that the KMO value is 0.935, the KMO 

value is greater than 0.8, and the P value is <0.05, indicating that the research data has 

good validity. 

 

Table 4.21  Total Interpretation Rate Table of Total Variance 

Total Variance Interpretation 

Component Initial Eigenvalue Extract the Sum of Squares of 

Loads 

Sum of Squares of Rotational 

Loads 

Total Variance 

Percentage 

Cumulative 

% 

Total Variance 

Percentage 

Cumulative 

% 

Total Variance 

Percentage 

Cumulative 

% 

1 10.801 43.204 43.204 10.801 43.204 43.204 4.299 17.197 17.197 

2 2.809 11.236 54.440 2.809 11.236 54.440 4.145 16.580 33.777 

3 2.538 10.152 64.592 2.538 10.152 64.592 3.585 14.339 48.115 

4 1.320 5.280 69.872 1.320 5.280 69.872 3.559 14.238 62.353 

5 1.170 4.680 74.552 1.170 4.680 74.552 3.050 12.199 74.552 
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As can be seen from Table 4.21 above, using the principal component analysis 

method to extract 5 factors when the eigenvalue is greater than 1, the cumulative 

variance explanation rate after rotation is 74.552%, which is greater than the standard 

50%, which meets the premise requirements of factor analysis, indicating that 

Research data is suitable for analysis. 

 

Table 4.22  Total table of After Rotation Factor Load Factor Table 

 PPSQRT PPSQXR GKCY GKGCJZ GKZCD 

PPSQRT2 0.849 - - - - 

PPSQRT3 0.806 - - - - 

PPSQRT1 0.774 - - - - 

PPSQRT4 0.748 - - - - 

PPSQXR1 - 0.767 - - - 

PPSQXR4 - 0.764 - - - 

PPSQXR5 - 0.761 - - - 

PPSQXR3 - 0.750 - - - 

PPSQXR2 - 0.729 - - - 

GKCY3 - - 0.809 - - 

GKCY6 - - 0.809 - - 

GKCY1 - - 0.780 - - 

GKCY5 - - 0.770 - - 

GKCY2 - - 0.761 - - 

GKCY4 - - 0.712 - - 

GKGCJZ4 - - - 0.805 - 

GKGCJZ2 - - - 0.760 - 

GKGCJZ5 - - - 0.752 - 

GKGCJZ3 - - - 0.740 - 

GKGCJZ1 - - - 0.730 - 

GKZCD3 - - - - 0.857 

GKZCD5 - - - - 0.851 
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 PPSQRT PPSQXR GKCY GKGCJZ GKZCD 

GKZCD1 - - - - 0.845 

GKZCD4 - - - - 0.808 

GKZCD2 - - - - 0.796 

 

Note:  PPSQRT: Brand community identity; PPSQXR: Brand community trust; 

GKCY: Customer participation; GKGCJZ: Customer co-created value; 

GKZCD: Customer loyalty 

 

From the results in Table 4.22 above, after using the orthogonal rotation 

method to rotate, remove the component matrix whose coefficient load is lower than 

0.5, and obtain five factors, each item's load is greater than 0.6, indicating that the 

extracted five factors include more comprehensive information, the five factors are: 

Brand Community Identity (PPSQRT), Brand Community Trust (PPSQXR), 

Customer Participation (GKCY), Customer co-created value (GKGCJZ), and 

Customer Loyalty (GKZCD). To sum up, from the results obtained in Tables 4.10-

4.22, the items of the scale in this study have good construct validity. 

 

4.5 Confirmatory Factor Analysis (CFA) 

The primary objective of the confirmatory factor analysis is to verify the 

applicability between the actual measurement data and the theoretical framework. In 

general, the applicability of the validation factor model established in this paper is 

evaluated by judging the structural equation fitting index. If it meets the criteria, it 

indicates that the model established in this paper can effectively measure relevant 

potential variables (Hair, Ringle, & Sarstedt, 2011). According to the 

recommendations of Hair et al. (2011), the fitting χ2/DF, RMSEA, GFI, NNFI, NFI, 

and CFI are usually selected to determine the degree of the fitting between the model 
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and the data. The judgment criteria are: χ2/DF < 3, RMSEA < 0.08, and GFI, NNFI, 

NFI, and CFI values are all greater than 0.9. In addition, Ave (mean variance 

extraction) and CR (combined reliability) were used for the aggregation validity 

(convergence validity) analysis. Usually, the Ave is greater than 0.5 and the CR value 

is greater than 0.7, which means that the aggregation effectiveness is higher (Wu et 

al., 2010). 

The validation factor analysis (CFA) of the scale was analyzed using Amos 

22.0 and the validation factor model was established based on the results of the 

validation factor analysis. A confirmatory factor analysis (CFA) was performed on 

each of the five factors and the results are as follows (Table 4.23-4.34):  

1)  Confirmatory factor analysis of Brand Community Identity 

 

 

Figure 4.1  Model Diagram of Confirmatory Factor Analysis of Brand Community 

Identity 

Note:  PPSQRT:  community identity 
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Table 4.23  Brand Community Identity Confirmatory Factor Analysis Model Fit 

Model Fitting 

Index 

Common Indicators Standard Values 

χ2 - 5.89 

df - 2 

Chi squared degree of 

freedom ratio 

χ2/df 

<3 2.945 

GFI >0.9 0.993 

RMSEA <0.08 0.071 

CFI >0.9 0.995 

NFI >0.9 0.993 

NNFI >0.9 0.986 

 

It can be seen from Table 4.23 above that CMIN = 2.945, which satisfies the 

discriminant index of CMIN <3, indicating that the model fitting index has reached an 

acceptable range and degree; the root mean square of the approximate error RMSEA 

= 0.071, The upper limit of RMSEA<0.08 is satisfied, indicating that the model fits 

well; the GFI, NNFI, NFI and CFI values all satisfy the index greater than the 

standard 0.9, therefore, the results show that the model has a good degree of fit. 

 

Table 4.24  Confirmatory Factor Analysis Results of Brand Community Identity 

Factor (Latent 

Variable) 

Measurement 

Item (Explicit 

Variable) 

Nonstandard 

Load Factor 

(Coef.) 

Standard 

Error 

(Std.Error) 

Z (Crvalues) P Standard Load 

Factor 

(Std.Estimate) 

Mean 

Variance 

Extraction of 

Avevalues 

Combination 

Reliability 

Crvalues 

PPSQRT PPSQRT1 1 - - - 0.785 0.657 0.884 

PPSQRT2 1.157 0.062 18.578 0 0.878 

PPSQRT3 1.029 0.061 17.009 0 0.803 

PPSQRT4 1.033 0.063 16.285 0 0.773 

 

Note:  PPSQRT:  Brand community identity 
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It can be seen from Table 4.24 that the combined reliability CR value = 0.884, 

which meets the condition of greater than 0.7, and the mean variance extraction AVE 

value = 0.657, which meets the criterion of greater than 0.5, which means that the 

analysis data has good convergent (convergent) validity. 

2)  Confirmatory factor analysis of Brand community trust 

 

 

Figure 4.2  Model Diagram of Brand Community Trust Verification Factor Analysis 

Note:  PPSQXR:  brand community trust 
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Table 4.25  Brand Community Trust Verification Factor Analysis Model Fit 

Model Fitting 

Index  

Common Indicators Standard Values 

χ2 - 13.673 

df - 5 

Chi squared degree of freedom ratio 

χ2/df 

<3 2.735 

GFI >0.9 0.987 

RMSEA <0.08 0.065 

CFI >0.9 0.993 

NFI >0.9 0.989 

NNFI >0.9 0.986 

 

It can be seen from Table 4.25 above that CMIN = 2.735, which satisfies the 

discriminant index of CMIN<3, indicating that the model fitting index has reached an 

acceptable range and degree; the root mean square of the approximate error RMSEA 

= 0.065, The upper limit of RMSEA<0.08 is satisfied, indicating that the model fits 

well; the GFI, NNFI, NFI and CFI values all satisfy the index greater than the 

standard 0.9, therefore, the results show that the model has a good degree of fit. 

 

Table 4.26  Confirmatory Factor Analysis Results of Brand Community Trust 

Factor 

(latent 

variable) 

Measurement 

item (explicit 

variable) 

Nonstandard 

load factor 

(Coef.) 

Standard 

Error 

(std.error) 

z (CRvalues) p Standard load 

factor 

(STd.estimate) 

Mean 

variance 

extraction 

of 

AVEvalues 

Combination 

reliability 

CRvalues 

PPSQXR PPSQXR1 1 - - - 0.845 0.649 0.902 

PPSQXR2 0.921 0.051 17.944 0 0.77 

PPSQXR3 0.859 0.047 18.328 0 0.781 

PPSQXR4 0.868 0.048 18.024 0 0.772 

PPSQXR5 0.983 0.047 20.859 0 0.854 

 

Note:  PPSQXR:  Brand community trust 
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It can be seen from Table 4.26 that the combined reliability CR value = 0.902 

meets the condition of greater than 0.7, and the AVE value = 0.649 meets the criterion 

of greater than 0.5, which means that the analysis data has good convergent 

(convergent) validity. 

3)  Confirmatory factor analysis of Customer participation 

 

 

Figure 4.3  Model Diagram of Confirmatory Factor Analysis of Customer 

Participation 

Note:  GKCY:  Customer participation 
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Table 4.27  Fitting Degree of Confirmatory Factor Analysis Model of Customer 

Participation 

Model Fitting 

Index 

Common Indicators Standard Values 

χ2 - 26.36 

df - 9 

Chi squared degree of freedom 

ratioχ2/df 

<3 2.929 

GFI >0.9 0.978 

RMSEA <0.08 0.074 

CFI >0.9 0.986 

NFI >0.9 0.98 

NNFI >0.9 0.977 

 

It can be seen from Table 4.27 above that CMIN=2.929, which satisfies the 

discriminant index of CMIN<3, indicating that the model fitting index has reached an 

acceptable range and degree; the root mean square of the approximate error 

RMSEA=0.074, The upper limit of RMSEA<0.08 is satisfied, indicating that the 

model fits well; the GFI, NNFI, NFI and CFI values all satisfy the index greater than 

the standard 0.9, therefore, the results show that the model has a good degree of fit. 

 

Table 4.28  Confirmatory Factor Analysis Results of Customer Participation 

Factor (latent 

variable) 

Measurement 

Item (explicit 

variable) 

Nonstandard 

Load Factor 

(Coef.) 

Standard 

Error 

(std.error) 

z (CRvalues) p Standard Load 

Factor 

(STd.estimate) 

Mean 

Variance 

Extraction of 

AVEvalues 

Combination 

Reliability 

CRvalues 

GKCY GKCY1 1 - - - 0.805 0.625 0.909 

GKCY2 0.975 0.055 17.67 0 0.791 

GKCY3 1.027 0.056 18.2 0 0.809 

GKCY4 0.906 0.056 16.084 0 0.735 

GKCY5 1 0.058 17.195 0 0.775 

GKCY6 1.052 0.056 18.682 0 0.825 

 

Note:  GKCY:  Customer participation 
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It can be seen from Table 4.28 that the combined reliability CR value = 0.909 

meets the condition of greater than 0.7, and the AVE value = 0.625 meets the criterion 

of greater than 0.5, which means that the analysis data has good convergent 

(convergent) validity. 

4)  Confirmatory factor analysis of Customer co-created value 

 

 

Figure 4.4  Model Diagram of Confirmatory Factor Analysis of Customer Co-created 

Value 

Note:  GKGCJZ:  Customer co-created value  
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Table 4.29  Fitting Degree of Confirmatory Factor Analysis Model of Customer Co-

created Value 

Model Fitting 

Index 

Common Indicators Standard Values 

χ2 - 14.193 

df - 5 

Chi squared degree of freedom ratioχ2/df <3 2.839 

GFI >0.9 0.984 

RMSEA <0.08 0.077 

CFI >0.9 0.991 

NFI >0.9 0.988 

NNFI >0.9 0.982 

 

It can be seen from Table 4.29 above that CMIN = 2.839, which satisfies the 

discriminant index of CMIN<3, indicating that the model fitting index has reached an 

acceptable range and degree; the root mean square of the approximate error RMSEA 

= 0.077, The upper limit of RMSEA<0.08 is satisfied, indicating that the model fits 

well; the GFI, NNFI, NFI and CFI values all satisfy the index greater than the 

standard 0.9, therefore, the results show that the model has a good degree of fit. 

 

Table 4.30  Confirmatory Factor Analysis Results of Customer Co-created Value 

Factor Load Factor 

Factor 

(latent 

variable) 

Measurement 

item (explicit 

variable) 

Nonstandard 

load factor 

(Coef.) 

Standard 

Error 

(std.error) 

z (CRvalues) p Standard load 

factor 

(STd.estimate) 

Mean 

variance 

extraction 

of 

AVEvalues 

Combination 

reliability 

CRvalues 

GKGCJZ GKGCJZ1 1 - - - 0.843 0.685 0.916 

GKGCJZ2 0.996 0.048 20.672 0 0.836 

GKGCJZ3 0.881 0.049 18.03 0 0.764 

GKGCJZ4 1.023 0.045 22.68 0 0.888 

GKGCJZ5 0.917 0.047 19.469 0 0.804 

 

Note:  GKGCJZ:  Customer co-created value 
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It can be seen from Table 4.30 that the combined reliability CR value = 0.916, 

which meets the condition of greater than 0.7, and the mean variance extraction AVE 

value = 0.685, which meets the criterion of greater than 0.5, which means that the 

analysis data has good convergent (convergent) validity. 

5)  Confirmatory factor analysis of Customer loyalty 

 

 

Figure 4.5  Confirmatory Factor Analysis Model Diagram of Customer Loyalty 

Note:  Gkzcd:  Customer Loyalty 
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Table 4.31  Fitting Degree of Confirmatory Factor Analysis Model of Customer 

Loyalty 

Model Fitting 

Index 

Common Indicators Standard Values 

χ2 - 2.531 

df - 5.000 

 Chi squared degree of 

freedom ratioχ2/df 

<3 0.506 

GFI >0.9 0.998 

RMSEA <0.08 0.000 

 CFI >0.9 1.001 

NFI >0.9 0.999 

NNFI >0.9 1.003 

 

It can be seen from Table 4.31 above that CMIN = 0.506, which satisfies the 

discriminant index of CMIN <3, indicating that the model fitting index has reached an 

acceptable range and degree; the root mean square of the approximate error RMSEA 

= 0.000, The upper limit of RMSEA<0.08 is satisfied, indicating that the model fits 

well; the GFI, NNFI, NFI and CFI values all satisfy the index greater than the 

standard 0.9, therefore, the results show that the model has a good degree of fit. 

 

Table 4.32  Confirmatory Factor Analysis Results of Customer Loyalty 

Factor (latent 

variable) 

Measurement 

item (explicit 

variable) 

Nonstandard 

load factor 

(Coef.) 

Standard 

Error 

(std.error) 

z (CRvalues) p Standard load 

factor 

(STd.estimate) 

Mean 

variance 

extraction 

of 

AVEvalues 

Combination 

reliability 

CRvalues 

GKZCD GKZCD1 1 - - - 0.9 0.779 0.946 

GKZCD2 0.926 0.04 23.187 0 0.823 

GKZCD3 0.981 0.032 30.399 0 0.925 

GKZCD4 0.961 0.039 24.555 0 0.846 

GKZCD5 0.982 0.033 29.463 0 0.914 

 

Note:  GKZCD:  Customer loyalty 
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It can be seen from Table 4.32 that the comprehensive reliability (CR) = 

0.946, which meets the condition of greater than 0.7, and the average variance 

extraction amount AVE = 0.779 meets the standard of greater than 0.5, which means 

that the analysis data has good aggregate (convergence) validity.  

6)  Total confirmatory factor analysis  

 

 

Figure 4.6  The Overall Confirmatory Factor Analysis Model Diagram of the Model 

Note:  PPSQRT: Brand community identity: PPSQXR: Brand community trust; 

GKCY: Customer participation; GKGCJZ: Customer co-created values: 

GKZCD:  Customer loyalty. 
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Table 4.33  Confirmatory Analysis of the Overall Model Fitting Degree 

Model Fitting 

Index 

Common Indicators Standard Values 

χ2 - 548.399 

df - 265 

Chi squared degree of freedom 

ratioχ2/df 

<3 2.069 

GFI >0.9 0.907 

RMSEA <0.08 0.051 

CFI >0.9 0.964 

NFI >0.9 0.933 

NNFI >0.9 0.959 

 

It can be seen from Table 4.33 above that CMIN = 2.069, which satisfies the 

discriminant index of CMIN<3, indicating that the model fitting index has reached an 

acceptable range and degree; the root mean square of the approximate error RMSEA 

= 0.051, Satisfying the upper limit RMSEA<0.08 standard, indicating that the model 

fits well; GFI, NNFI, NFI and CFI values all meet the index greater than the standard 

0.9. Therefore, the results show that the model has a good fit. 

 

Table 4.34  Overall Confirmatory Factor Analysis Results 

Factor 

(latent 

variable) 

Measurement 

item (explicit 

variable) 

Nonstandard 

load factor 

(Coef.) 

Standard 

Error 

(std.error) 

z (CRvalues) p Standard load 

factor 

(STd.estimate) 

Mean 

variance 

extraction 

of 

AVEvalues 

Combination 

reliability 

CRvalues 

PPSQRT PPSQRT1 1 - - - 0.796 0.659 0.885 

PPSQRT2 1.12 0.059 18.949 0 0.862 

PPSQRT3 1.01 0.058 17.362 0 0.799 

PPSQRT4 1.035 0.061 17.017 0 0.786 

PPSQXR PPSQXR1 1 - - - 0.845 0.649 0.902 

PPSQXR2 0.925 0.05 18.327 0 0.774 

PPSQXR3 0.855 0.046 18.468 0 0.778 

PPSQXR4 0.865 0.048 18.185 0 0.77 

PPSQXR5 0.984 0.046 21.325 0 0.855 
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Factor 

(latent 

variable) 

Measurement 

item (explicit 

variable) 

Nonstandard 

load factor 

(Coef.) 

Standard 

Error 

(std.error) 

z (CRvalues) p Standard load 

factor 

(STd.estimate) 

Mean 

variance 

extraction 

of 

AVEvalues 

Combination 

reliability 

CRvalues 

GKCY GKCY1 1 - - - 0.805 0.625 0.909 

GKCY2 0.977 0.055 17.865 0 0.793 

GKCY3 1.018 0.056 18.151 0 0.803 

GKCY4 0.915 0.056 16.391 0 0.743 

GKCY5 1 0.058 17.316 0 0.775 

GKCY6 1.048 0.056 18.748 0 0.822 

GKGCJZ GKGCJZ1 1 - - - 0.851 0.686 0.916 

GKGCJZ2 0.985 0.047 21.113 0 0.834 

GKGCJZ3 0.872 0.048 18.358 0 0.764 

GKGCJZ4 1.005 0.044 23.072 0 0.88 

GKGCJZ5 0.912 0.046 20.011 0 0.807 

GKZCD GKZCD1 1 - - - 0.9 0.779 0.946 

GKZCD2 0.928 0.04 23.299 0 0.824 

GKZCD3 0.981 0.032 30.454 0 0.925 

GKZCD4 0.963 0.039 24.674 0 0.847 

GKZCD5 0.981 0.033 29.437 0 0.913 

 

Note:  PPSQRT: Brand community identity; PPSQXR: Brand community trust; 

GKCY: Customer participation; GKGCJZ: Customer co-created value; 

GKZCD: Customer loyalty 

 

It can be seen from Table 4.34 that the combined reliability (CR) meets the 

condition of greater than 0.7, the average variance extraction AVE value meets the 

standard of greater than 0.5, and the absolute value of the standardized load system is 

greater than 0.6 and shows significance, which means that this time Analytical data 

has good convergent (convergent) validity. 

 

4.6 Discriminant Validity 

The purpose of differential validity analysis is to verify whether there is a 

statistical difference in the correlation between the two dimensions, and the items of 

different dimensions should not be highly correlated. If yes (greater than 0.85), then 

these items measure the same thing. Often occurs when structure definitions overlap 
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excessively. Fornell and Larcker (1981) pointed out that the average root symbol of 

each factor must be greater than the correlation coefficient of each pair of variables, 

indicating that there is discriminant validity between the factors. Diagonal refers to 

that the average root symbol of each factor is greater than the normalized correlation 

coefficient outside the diagonal. In this study, the differential validity is calculated by 

using the open-root symbol method, selecting sort under Ave, and then calculating 

Ave that needs to be calculated using open root number (Hair et al., 2011). The results 

are shown in Table 4.35: 

 

Table 4.35  Discrimination Validity: Pearson Correlation and Ave Square Root Value 

 PPSQRT PPSQXR GKCY GKGCJZ GKZCD 

PPSQRT 0.812 - - - - 

PPSQXR 0.601 0.805 - - - 

GKCY 0.389 0.498 0.791 - - 

GKGCJZ 0.325 0.480 0.559 0.828 - 

GKZCD 0.388 0.473 0.371 0.632 0.883 

 

Note:  The diagonal blue number is the square root value of AVE 

 

From Table 4.35 above, it can be seen that the AVE root values of brand 

community recognition (PPSQRT), brand community trust (PPSQXR), customer 

participation (GKCY), Customer co-created value (GKGCJZ) and customer loyalty 

(GKZCD) are 0.812, 0.805, 0.791, 0.828 and 0.883, respectively. The AVE root value 

is greater than the correlation of other related structures. Therefore, this study has 

differential validity, and there is good differential validity among the dimensions. 
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4.7 Homologous Analysis of Variance 

In this study, Harman's univariate test was used to avoid common method 

deviations (Bauer, Falk, & Hammerschmidt, 2006), data were imported into SPSS for 

non-rotational factor analysis, and one factor was tested for variability due to 

dependent variables. The results are shown in Table 4.36:  

 

Table 4.36  Variance Interpretation Rates for Analysis of Homologous Variance 

Total Variance Interpretation 

Component Initial Characteristic Values Extract the Sum of Squares of Loads 

Total Percentage of 

Variance 

Accumulate% Total Percentage 

of Variance 

Accumulate% 

1 10.801 43.204 43.204 10.801 43.204 43.204 

2 2.809 11.236 54.440 2.809 11.236 54.440 

3 2.538 10.152 64.592 2.538 10.152 64.592 

4 1.320 5.280 69.872 1.320 5.280 69.872 

5 1.170 4.680 74.552 1.170 4.680 74.552 

 

Hair (2009) pointed out that if the explanation rate of the first component in 

the principal component analysis is greater than 50%, it can be judged that there is a 

common method bias. It can be seen from the above table that the cumulative 

variance explanation rate is 74.552%, and the cumulative variance of the first 

component is 43.204%, which is lower than 50%, indicating that there is no common 

method bias in this study, and the empirical results can be analyzed. 

 

4.8 Structural Equation Model 

Structural equations are a statistical analysis tool used to evaluate the 

acceptability of the theoretical models proposed by the researchers based on sample 

data. In order to further verify the authenticity of the hypothesis, the structural 
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equation model (SEM) was constructed based on the theoretical model using AMOS 

22.0. The results are shown in Figure 4.7: 

 

 

Figure 4.7  Structural Equation Model Analysis Diagram 
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4.8.1 SEM Model Fit Analysis  

The results of the SEM model fitting analysis in this study are as follows 

(Table 4.37): 

 

Table 4.37  Structural Equation Model Fit 

Model Fitting Index Common indicators Standard Values 

χ2 - 580.315 

df - 268 

Chi squared degree of 

freedom ratioχ2/df 

<3 2.165 

GFI >0.9 0.903 

RMSEA <0.08 0.053 

RMR <0.05 0.117 

CFI >0.9 0.960 

NFI >0.9 0.929 

NNFI >0.9 0.955 

TLI >0.9 0.955 

IFI >0.9 0.960 

SRMR <0.1 0.057 

RMSEA 90% CI - 0.047 ~ 

0.059 

 

Note:  Default Model: χ2(300) = 8130.731, p = 1.000 
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According to the following values in Table 4.37, the model fitting CMIN = 

2.165, which satisfies the discriminant index of CMIN<3, indicating that the model 

fitting index has reached an acceptable range and degree; the root mean square of the 

approximate error RMSEA = 0.053, which meets the upper limit RMSEA<0.08 

standard, indicating that the model fits well; GFI = 0.903, CFI = 0.960, NFI = 0.929, 

TLI = 0.955, IFI = 0.960, all satisfy the index greater than 0.9, which further confirms 

that the model has good fit. 

 

4.8.2 Hypothesis Testing (Path Analysis) 

The results of the hypothesis test are generally explained by the beta 

coefficient and the P-value. First, the beta coefficient (beta) refers to the intensity of 

the relationship between the path analysis report variables, most commonly used to 

interpret the path coefficient of regression analysis (Walpole & Raymond). A positive 

value of β indicates a positive correlation between the two variables. Conversely, a 

negative value of β indicates a negative association. Second, the p-value is an 

indicator of the level of significance that indicates the strength of the evidence that the 

data can provide to justify a decision to accept or refute an invalid hypothesis (Dahiru, 

2008). A p-value ranging between 0 and 1, with a p-value less than 0.05, suggests that 

the hypothesis is statistically significant, that it is valid (Rice, 1989), and that it is not 

valid if the p-value is greater than 0.05. The results are shown in Table 4.43: 
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Table 4.38  Structure Equation Model Path Parameters 

X → Y Nonstandardized 

Regression Coefficient 

SE Z (CRvalues) p Standardized 

Regression 

Coefficient 

PPSQRT → GKCY 0.111 0.075 1.484 0.038 0.100 

PPSQRT → GKZCD 0.212 0.083 2.549 0.011 0.151 

PPSQXR → GKCY 0.423 0.060 7.018 0.000 0.497 

PPSQXR → GKZCD 0.135 0.065 2.063 0.039 0.125 

GKCY → GKGCJZ 0.736 0.063 11.683 0.000 0.615 

GKGCJZ → GKZCD 0.596 0.051 11.660 0.000 0.561 

 

Note:  Indicates regression influence relationship or measurement relationship 

PPSQRT: Brand community identity; PPSQXR: Brand community trust; 

GKCY: Customer participation; GKGCJZ: Customer co-created value; 

GKZCD: Customer loyalty 

 

As can be seen from Table 4.38, brand community identify (PPSQRT) has a 

significant positive impact on customer participation (GKCY) (β = 0.075, P<0.05), so 

the H1a hypothesis is supported; Loyalty (GKZCD) has a significant positive effect (β 

= 0.083, p-value<0.05), therefore, the H1b hypothesis is supported; similarly, brand 

community trust (PPSQXR) has a significant positive effect on customer participation 

(GKCY) effect (β = 0.060, p-value <0.05), therefore, the H2a hypothesis is supported; 

brand community trust (PPSQXR) has a significant positive effect on customer 

loyalty (GKZCD) (β = 0.065, p-value <0.05), H2b hypothesis is supported; customer 

participation (GKCY) has a significant positive impact on customer co-created value 

(GKGCJZ) (β = 0.063, p-value < 0.05), therefore, H3 hypothesis is supported; 

customer co-created value (GKGCJZ) There was a significant positive effect on 

customer loyalty (GKZCD) (β = 0.051, p value < 0.05), therefore, the H4 hypothesis 

was supported. 
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4.9 Mediation Effect Test 

Mediation effects refer to the indirect causal relationship between independent 

variables and outcome variables (Gunzler, Chen, Wu, & Zhang, 2013). In general, 

analysis of mediation effects can reveal underlying causes and provide a deeper 

understanding of causation. The Bootstrap method is usually used to detect the 

mediation effect. The 95% BootCI indicates that the 95% confidence interval 

calculated by Bootstrap sampling is less than 0.05, and if the interval does not include 

0, it indicates that there is an mediation effect; if the confidence interval contains 0, it 

indicates that there is no mediation effect. In addition, the mediating effect can be 

complete or partial. When the influence of an independent variable is transferred to 

only one outcome variable, it produces a full mediation effect; when an independent 

variable not only directly affects an outcome variable, but also affects it through an 

mediation, it produces a partial mediation effect. If a and b are significant, and c ’ are 

not significant, then it is the complete mediation; if a and b are significant, and c’ are 

significant, and a * b is the same as c ’, then it is the partial mediation (a represents 

the regression coefficient of X vs. M, b represents the regression coefficient of M vs. 

Y, and a * b is the product of a and b, that is, the mediation effect; c’ represents the 

regression coefficient of X vs. Y (when there is an mediation variable M in the model, 

that is, the direct effect). In order to explore whether there is an mediation effect in 

these important pathways, this paper runs the Bootstrap method in AMOS22, repeats 

1000 times, the confidence interval criterion is 95%, and uses the deviation correction 

method to test. The results are shown in Table 4.39-4.45: 
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4.9.1 Single Mediation Effect Analysis 

1)  Brand community identify => customer participation => customer 

loyalty path mediation effect 

 

Table 4.39  Single Mediation Effect Analysis Results 

ITEM PPSQRT=>GKCY=>GKZCD 

c Total effect 0.500** 

a values 0.404** 

b values 0.321** 

a*b Mediation effect values 0.129 

a*b (Boot SE) 0.031 

a*b (z values) 4.218 

a*b (p values) 0.000 

a*b (95% BootCI) 0.040 ~ 0.159 

c’ direct effect 0.370** 

Test Conclusion partial mediation 

 

Note:  a*b为95% bootstrap ci ，* p<0.05 ** p<0.01 

PPSQRT: Brand community identity; GKCY: Customer participation; 

GKZCD: Customer loyalty 

 

From Table 4.39 above, it can be seen that the P value of the path of 

brand community identity => customer participation => customer loyalty (PPSQRT 

=> GKCY => GKZCD) is equal to 0.000 (satisfying the condition that the P value is 

less than 0.05), and the 95% confidence interval [ 0.040, 0.159] does not contain 0, 

indicating  that customer participation plays a mediating role between brand 

community identity and customer loyalty, indicating that the mediation effect of this 

path is established, and the H5 hypothesis is supported; in addition, a and b are 
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significant, and c' Significant, and a*b and c' have the same sign, indicating that this 

mediation pathway is a partial effect. 

 

Table 4.40  PPSQRT=>GKCY=>GKZCD Partial Mediation Effect Proportion 

Analysis Results 

ITEM Test 

Conclusion 

C 

Total Effect 

A*B 

Mediation 

Effect 

C’ 

Direct 

Effect 

Calculation 

Formula of 

Effect 

Proportion 

Effect 

Proportion 

PPSQRT=>GKCY=>GKZCD partial 

mediation 

0.500 0.129 0.370 a * b / c 25.915% 

 

Note:  PPSQRT: Brand community identity; GKCY: Customer participation; 

GKZCD: Customer loyalty 

 

Because it is a partial mediation, after completing the mediation effect 

test, the effect size (effect proportion) can be further analyzed. The calculation 

formula of effect proportion is: a*b/c; from Table 4.40 above, it can be seen that the 

mediation effect proportion of the brand community identity => customer 

participation =>customer loyalty (PPSQRT=>GKCY=>GKZCD) is 25.915%. 

2)  Brand Community Trust => Customer Participation => Customer 

Loyalty Path Mediation Effect 
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Table 4.41  PPSQXR=>GKCY=>GKZCD Single Mediation Effect Analysis Results 

ITEM PPSQXR=>GKCY=>GKZCD 

c Total effect 0.531** 

a values 0.451** 

b values 0.223** 

a*b Mediation effect values 0.1 

a*b (Boot SE) 0.04 

a*b (z values) 2.523 

a*b (p values) 0.012 

a*b (95% BootCI) 0.016 ~ 0.169 

c’ direct effect 0.431** 

Test Conclusion partial mediation 

 

Note:  * p<0.05 ** p<0.01 

PPSQXR: Brand community trust; GKCY: Customer participation; GKZCD: 

Customer loyalty 

 

As can be seen from Table 4.41, the P value of the path of brand 

community trust => customer participation => customer loyalty 

(PPSQXR=>GKCY=>GKZCD) is equal to 0.012 (satisfying the condition that the P 

value is less than 0.05), and the 95% confidence interval [0.016, 0.169] does not 

contain 0, indicating that customer participation plays a mediating role between brand 

community trust and customer loyalty, indicating that the mediation effect of this path 

is established, and the H6 hypothesis is supported; in addition, a and b are significant, 

and c' is significant, And a*b and c' have the same sign, indicating that this mediation 

path is a partial mediation. 
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Table 4.42  PPSQXR=>GKCY=>GKZCD Partial Mediation Effect Proportion 

Analysis Results 

ITEM Test Conclusion c 

Total effect 

a*b 

Mediation effect 

c’ 

direct 

effect 

Calculation 

formula of effect 

proportion 

Effect 

proportion 

PPSQXR=>GKCY=>GKZCD partial mediation 0.531 0.100 0.431 a * b / c 18.909% 

 

Note:  PPSQXR: Brand community trust; GKCY: Customer participation; GKZCD: 

Customer loyalty 

 

It can be seen from Table 4.42 that, calculated by the formula a * b / c, 

the mediation effect proportion of the brand community trust => customer 

participation => customer loyalty (PPSQXR=>GKCY=>GKZCD) is 18.909%. 

3)  Customer participation => customer co-created value => customer 

loyalty mediation effect 

 

Table 4.43  GKCY=>GKGCJZ=>GKZCD Single Mediation Effect Analysis Results 

ITEM GKCY=>GKGCJZ=>GKZCD 

c Total effect 0.459** 

a values 0.642** 

b values 0.666** 

a*b Mediation effect values 0.428 

a*b (Boot SE) 0.044 

a*b (z values) 9.754 

a*b (p values) 0 

a*b (95% BootCI) 0.256 ~ 0.427 

c’ direct effect 0.032 

Test Conclusion Fully mediation 

 

Note:  * p<0.05 ** p<0.01 

GKCY: Customer participation; GKGCJZ: Customer co-created value; 

GKZCD: Customer loyalty 
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It can be seen from Table 4.43 that the P value customer participation 

=> customer co-created value => customer loyalty mediation path 

(GKCY=>GKGCJZ=>GKZCD) is equal to 0.000 (satisfying the condition of P value 

less than 0.05), and the 95% confidence interval [0.256, 0.427] does not contain 0, 

indicating that customer co-created value plays a mediation role between customer 

participation and customer loyalty, indicating that the mediation effect of this path 

holds, and the H7 hypothesis is supported; in addition, a and b are significant, and c ' 

is not significant, so this pathway is fully mediation. 

 

4.9.2 Chain Mediation Effect Analysis 

In order to verify the role of chain mediation, this study utilizes the function of 

defined new estimands of Amos, and enters the following code to examine the chain 

mediation effect between brand community identity and customer loyalty, and brand 

community trust and customer loyalty, respectively. Among them, a1, b1, c1 are the 

standardized path coefficients between brand community identity - customer 

participation, customer participation - customer co-created value, customer co-created 

value - customer loyalty, and a2, b2, c2 are the standardized path coefficients between 

brand community trust - customer participation, customer participation - customer co-

created value, customer co-created value - customer loyalty, respectively. D1, d2 are 

the normalized regression path coefficients between brand community identity - 

customer loyalty and brand community trust - customer loyalty, respectively. Ind1 

and r1 are the mediation effect amount and mediation effect proportion of customer 

participation and customer co-created value in brand community identity - customer 

loyalty, respectively. Ind2 and r2 are the mediation effect amount and mediation 

effect proportion of customer participation and customer co-created value in brand 

community trust - customer loyalty, respectively. Here are the specific codes: 
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ind1=p.a1*p.b1*p.c1 

ind2=p.a2*p.b1*p.c1 

total1=ind1+p.d1 

total2=ind2+p.d2 

r1=ind1/total1 

r2=ind2/total2 

diff1=ind1-ind2 

Combined with the results of the regression coefficient summary of the 

structural equation model, the analysis of chain mediation is as follows: 

1)  Brand community identify => customer participation => customer 

co-created value => customer loyalty path chain mediation effect analysis 

 

Table 4.44  PPSQRT⇒GKCY⇒GKGCJZ⇒GKZCD Chain Mediation Effect Analysis 

Results 

ITEM Effect Boot SE BootLLCI BootULCI z p 

PPSQRT⇒GKCY⇒

GKGCJZ⇒GKZCD 

0.149 0.022 0.073 0.157 6.873 0.000 

 

Note: 1. BootLLCI refers to the lower limit of the 95% interval of the Bootstrap 

sampling, and BootULCI refers to the upper limit of the 95% interval of the 

Bootstrap sampling.  

2. PPSQRT: Brand community identity; GKCY: Customer participation; 

GKGCJZ: Customer co-created value; GKZCD: Customer loyalty 

 

According to the data in Table 4.44, the test results of the chain 

mediation effect are shown: The chain mediation effect value of brand community 

identify => customer participation => customer co-created value => customer loyalty 
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(PPSQRT⇒GKCY⇒GKGCJZ⇒GKZCD) is 0.149, corresponding to The 95% 

confidence interval is [0.073, 0.157], excluding 0, indicating that customer 

participation and customer co-created value play a mediation role between brand 

community identity and customer loyalty, and the P value is equal to 0.000 (satisfying 

the P value is less than 0.05 conditions), it shows that the mediation effect of this path 

is established, so the H8 hypothesis is supported.  

2)  Brand community trust => customer participation => customer co-

created value => customer loyalty chain mediation effect analysis 

 

Table 4.45  PPSQXR⇒GKCY⇒GKGCJZ⇒GKZCD Chain Mediation Effect 

Analysis Results 

ITEM Effect Boot SE BootLLCI BootULCI z p 

PPSQXR⇒GKCY⇒GK

GCJZ⇒GKZCD 

0.131 0.028 0.065 0.174 4.653 0.000 

 

Note:  1. BootLLCI refers to the lower limit of the 95% interval of the Bootstrap 

sampling, and BootULCI refers to the upper limit of the 95% interval of the 

Bootstrap sampling. 

2. PPSQXR: Brand community trust; GKCY: Customer participation; 

GKGCJZ: Customer co-created value; GKZCD: Customer loyalty 

 

According to the data in Table 4.45, the results of the chain mediation 

effect test are shown: The chain mediation effect value of brand community trust => 

customer participation => customer co-created value => customer loyalty 

(PPSQXR⇒GKCY⇒GKGCJZ⇒GKZCD) is 0.131, The corresponding 95% 

confidence interval is [0.065, 0.174], excluding 0, indicating that customer 

participation and customer co-created value play a mediation role between brand 
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community identify and customer loyalty, and the P value is equal to 0.000 (satisfying 

the P value is less than 0.05). condition), it shows that the mediation effect of this path 

is established, so the H9 hypothesis is supported. 

 

4.10 Discussion 

4.10.1 Overall Findings  

Based on the above study results, all the hypotheses presented in the current 

study are statistically supported, and the overall results are shown in Table 4.46: 

 

Table 4.46  Summary of Hypothesis Results 

 Hypothesis Results 

H1a Brand community identity has a significant positive 

correlation with customer participation. 

support 

H1b Brand community identity has a significant positive 

correlation with customer loyalty. 

support 

H2a Brand community trust has a significant positive correlation 

with customer participation. 

support 

H2b Brand community trust has a significant positive correlation 

with customer loyalty. 

support 

H3 Customer participation has a significant positive correlation 

with customer co-created value. 

support 

H4  Customer co-created value has a significant positive 

correlation with customer loyalty. 

support 

H5 Customer participation plays a significant mediation role 

between brand community identity and customer loyalty. 

support 

H6 Customer participation plays a significant mediation role 

between brand community trust and customer loyalty. 

support  

H7 Customer co-created value plays a significant mediation role support 
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 Hypothesis Results 

between customer participation and loyalty. 

H8  Customer participation and customer co-created value play a 

significant mediation role between brand community identity 

and customer loyalty. 

support 

H9 Customer participation and customer co-created value play a 

significant mediation role between brand community trust and 

customer loyalty. 

support 

 

4.10.2 Discussion of Results 

The main objectives of this study are fivefold. First, based on SIT and trust 

theory, investigate the relationship between the identity and trust factors of OBC and 

customer participation and loyalty. The second is to integrate the theory of customer 

co-created value to test the relationship between customer participation and customer 

co-created value. The third is to examine the relationship between customer co-

created value and customer loyalty. Fourth, it attempts to measure the single-

mediation effect of customer participation between OBC identity, trust and loyalty, 

and customer co-created value between customer participation and customer loyalty. 

The fifth is to measure the role of the chain mediation effect between customer 

participation and customer co-created value between identity, trust and loyalty of 

OBC. This helps enterprises to better understand OBC identity and brand community 

trust, promote the active participation of community members, increase the 

motivation of customers to jointly create value, and ultimately achieve the goal of 

increasing customer loyalty. Based on the results of the SEM analysis, these variable 

relationships are discussed below. 
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1)  Impact of brand community identity on customer participation and 

loyalty 

Regarding brand community identity, research shows that brand 

community identity has a direct positive impact on customer participation and 

customer loyalty. Based on the research results, first, the positive correlation between 

brand community identity and customer participation is supported. The results show 

that the higher the brand community's identity, the higher the enthusiasm of customers 

to participate in community activities. This finding is consistent with previous studies 

Casaló et al. (2010). This study found that the more users identify with OBC, the 

more motivated they are to engage actively in the community continuously by helping 

other users, sharing content, or building relationships, indicating that OBC identity 

has a positive impact on customer participation, which increases the motivation of 

customers to engage with the community and help other members. Second, the 

positive correlation between brand community identity and customer loyalty has been 

tested for significance. The results show that brand community identity has a 

significant positive correlation with customer loyalty, which is consistent with the 

research Coelho et al. (2018) . The research found that OBC identity influences the 

relationship between business and customers. OBC identity is a group-based 

phenomenon. Therefore, establishing a good community identity in OBC can attract 

customers to actively communicate, continuously pay attention to the community, buy 

back and make positive word of mouth. Enterprises can establish, maintain and 

strengthen customer loyalty by establishing OBC identity. 

2)  Impact of brand community trust on customer participation and 

loyalty 

Research shows that brand community trust has a direct positive 

impact on customer participation and loyalty. Based on the research results, first, the 

positive correlation between brand community trust and customer participation is 
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supported. The finding that the more trusted the brand community, the more 

enthusiastic the customer is to engage in community activities is consistent with 

previous research Martínez-López et al. (2017). The research results show that in 

OBC, OBC trust has a positive impact on customer participation. Brand community 

trust affects the attitude of customers towards conducting transactions in the brand 

community. When there is trust between brand community and customers, both 

parties will increase their frequent contact. Second, the positive correlation between 

brand community trust and customer loyalty has been tested for significance. 

Research shows that brand community trust has a positive impact on customer 

loyalty, and OBC trust is a direct and indirect antecedent to customer loyalty. This 

result supports previous studies (Nadeem, Khani, et al., 2020). The research also 

found that trust in the brand community is an important factor in building and 

sustaining lasting customer relationships. In addition, the research results also show 

that consumers who trust OBC have a positive tendency to pay attention to the 

community, buy back products, and spread positive word of mouth. 

3)  Impact of customer participation on customer co-created value 

The research results show that customer participation has a significant 

direct positive impact on customer co-creation. The findings are consistent with 

previous research Carlson et al. (2019), which found that the more active customers 

are in brand community activities, the more motivated they are to create value with 

the community. Research has shown that members of the brand community who are 

keeping an eye on the brand know the brand well and are keen to share information in 

the community to help other members overcome difficulties and actively advise on 

the development of new products for the brand. customer participation with OBC 

helps to create functional, relational, and emotional value together, and community 

members who are actively involved invest more time and effort in contributing to the 

community's value creation. In addition, the results of the study found that the 
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exchange relationship formed between customers and the brand community is 

considered to be a factor influencing the willingness of customers to jointly create 

value. 

4)  Impact of customer co-created value on customer loyalty 

The research results show that customer co-created value has a direct 

positive impact on customer loyalty. The study found that the positive impact of 

customers' psychological satisfaction through co-created value in OBC led to more 

frequent and more sustained visits to the community by customers to the brand 

community, which is consistent with previous research Zhang et al. (2017). The 

research results point out that customer co-created value has a direct and positive 

impact on the stickiness of the brand community, and loyalty increases when 

consumers have more opportunities to create value. Likewise, the findings of this 

study illustrate the important role that customers play in creating value that meets 

their needs, and enterprises should adopt more incentives and management tools to 

encourage customers to actively co-create value and become loyal champions of the 

enterprise. 

5)  Mediation utility of customer participation and customer co-created 

value 

First, research shows that brand community identity and brand 

community trust mediate customer loyalty through customer participation in online 

brand communities. That is, brand community identity and brand community trust can 

impact customer loyalty through customer participation, respectively. This means that 

customers who have a high level of identity and trust in OBC tend to be more active 

in the community, more willing to share personal information and advice, more 

interactive with other customers, and therefore more sticky and loyal with OBC. 

Secondly, the research results found that the mediation effect of 

customer participation on customer loyalty through customer co-created value. That 
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is, customer participation influences customer loyalty through customer co-created 

value. Customers are willing to spend a lot of time sharing information about their 

needs and brand preferences in the brand community and creating value together by 

sharing their personal perceptions of the brand with other members. At the same time, 

customers see value in the information they share with the brand community, helping 

them (i.e., functional value) and creating a sense of pleasure (i.e., emotional value), 

thus creating a good and close relationship with OBC (i.e., relationship value). While 

interacting with the brand community, customers also deepened their brand 

awareness, enhanced their brand experience, reflected their own values, formed a 

good reputation, and then triggered customer loyalty. For customers, through the 

brand community to share experiences and exchange information with other 

customers, and interact with enterprises to deepen the understanding of brands and 

products and express their own values. 

Finally, according to the research results, in OBC, brand community 

identity and brand community trust have an mediation effect on customer loyalty 

through customer participation and customer co-creation. In other words, brand 

community identity and brand community trust can impact customer loyalty through 

customer participation and customer co-creation, respectively. From the chain 

mediation  effect test results shown in Table 4.44-4.45, it can be seen that: brand 

community identity = > customer participation = > customer co-created value = > 

customer loyalty chain mediation  effect value is 14.9%, while brand community trust 

= > customer participation = > customer co-created value = > customer loyalty chain 

mediation  effect value is 13.1%, indicating that brand community identity has the 

greatest influence on customer loyalty through customer participation and customer 

co-created value mediation  role. Explain that customer identification with the brand 

community is an important factor for the success of OBC. Identification with the 

community makes customers have a sense of identity and value. Participation in the 
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activities of the community is consistent with their own personality and values. It 

resonates with other members of the brand community on topics of common concern, 

and actively participates in sharing feedback about brand products. Members receive 

valuable information in the community and are willing to contribute their value to the 

community platform. Members value each other's relationships, get along well, be 

happy, and have a close relationship with OBC, which enhances customer loyalty. 

Therefore, enterprises should establish a "customer-oriented" brand 

image in the eyes of customers to make the brand more appealing, so as to make 

customers love the brand from the heart and develop a sense of pride in participating 

in it. Customers enter the community based on brand identity and trust and participate 

in community activities, while enterprises bring together young people who pursue 

personal and personal values through the brand community based on the brand value 

proposition of "making friends with users". Therefore, attract customers to participate 

in the process of co-created values, so that members are willing to spend more time in 

the community, and communicate and share with community members to improve the 

richness and value content of the community, so as to improve the satisfaction and 

loyalty of the community members. 

 



 

 

CHAPTER 5 

 

CONCLUSIONS 

 

This chapter is divided into four parts: research conclusions, theoretical 

contributions, management suggestions, research limitations and future research. 

 

5.1 Research Conclusions 

The purpose of this study is to examine how brand community identity and 

brand community trust (i.e., brand community identity and brand community trust) 

affect customer loyalty. Empirical evidence supports the model of this study. The 

results of the analysis show that there is a significant positive correlation between 

brand community identity and brand community trust, customer participation and 

customer loyalty. Members of brand community who identify with and trust brand 

community will actively participate in community activities and show continued 

interest in the community, repurchase products and positive word-of-mouth 

communication. This study also found that there is a significant positive impact 

between customer participation and customer co-created value, indicating that active 

customer participation will promote customer co-created value. In addition, the 

research results show that there is a significant positive impact between customer co-

created value and customer loyalty, indicating that customers co-created value leads 

to personal value, thus maintaining lasting stickiness and loyalty to the brand 

community. At the same time, the study further confirmed that customer participation 

plays a part mediation  role between brand community identity and customer loyalty, 

customer participation plays a part mediation  role between brand community trust 

and customer loyalty, customer co-created value plays a full mediation  role between 

customer participation and customer loyalty, customer participation and customer co-

created value plays a link mediation  role between brand community identity, brand 
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community trust and customer loyalty, effectively conveying the influence of brand 

community identity and brand community trust on customer loyalty. 

 

5.2 Theoretical Contributions 

1)  This study expands the theories of social identity and trust, and enriches 

the conceptual connotation of social identity and trust theory as well as related key 

concepts. It has improved people's understanding of the importance of OBC identity 

and brand community trust in enterprise management, expanded the understanding of 

OBC identity and brand community trust, and further studied the impact of OBC 

identity and brand community trust on customer participation behavior and customer 

loyalty. Verify that OBC identity and brand community trust have a significant 

positive impact on brand community identity, brand community trust and customer 

participation, and have a significant positive correlation with customer loyalty. This 

study breaks through the original theoretical limitations, realizes the integration of 

SIT, trust theory and customer co-created value theory, that is, combines the two 

mediation factors of customer participation and customer co-created value, and 

verifies the validity of related path hypothesis relationship through the analysis of 

structural equation model, forming a new theoretical model with two chain mediation 

factors. This study found the influence of OBC identity and brand community trust on 

the mechanism of customer loyalty and the inherent influence mechanism between the 

variables. In OBC, it provides unique and valuable ideas and theoretical basis for 

enterprises to promote customer participation and customer co-value motivation and 

maintain customer loyalty in OBC management. Therefore, this study enriches the 

existing literature on OBC identity and brand community trust research. This is a 

further extension of SIT and trust theory, which is an innovation of SIT and trust 

theory. 

2)  This study enriches the content of customer co-created value theory, 

further verifies the application of relevant influencing factors of customer co-created 

value theory in OBC, and deepens the definition and content of customer co-created 

value theory as well as its key concepts - customer co-created value. According to the 

research results, customer participation is positively correlated with customer co-
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created value, and customer co-created value is positively correlated with customer 

loyalty. This study found that the theory of customer co-created value is one of the 

core theories of maintaining and maintaining customer loyalty in OBC. Secondly, this 

study reveals how customer participation promotes customer co-created value and 

affects customer loyalty. This study verified that customer co-created value has a full 

mediation role between customer participation and customer loyalty, and verified that 

customer participation and customer co-created value have a chain mediation role 

between brand community identity and brand community trust, filling the research 

gap in the field of OBC. Based on SIT and trust theory, combined with customer co-

created value theory, this study constructed a new theoretical model to elucidate the 

mediation role of customer co-created value, indicating that customer co-created 

value plays an important role in the influence of OBC identity and brand community 

trust on customer loyalty. This conclusion both responds to existing research and 

helps to enrich and improve understanding of the implications of the concept of 

customer co-created value, filling the gap in research on customer co-created value. 

This research provides new theoretical support for strengthening the 

relationship between OBC identity and brand community trust and customer loyalty 

through customer co-created value, and also provides real theoretical support and 

research significance for the research of customer participation and customer co-

created value into OBC identity and brand community trust and customer loyalty 

chain mediation relationship. Therefore, this study expands the research of customer 

value literature and enriches the research results of customer co-created value theory. 

 

5.3 Management Recommendations 

The findings of this study have helped to improve the management of OBC, 

providing theoretical and practical guidance for developing strategies to maintain and 

improve customer loyalty in OBC. 

1) Managers of online brand communities should increase customer 

participation by improving and strengthening community identity and trust, thereby 

maintaining and enhancing customer loyalty. 
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According to the research results, brand community identity and brand 

community trust have a significant positive impact on customer participation. 

customer participation has proven to be a key factor in the success of OBC in 

maintaining customer loyalty. Highly engaged customers are more likely to create 

more value together, spend more time focusing on brand community activities, buy 

new products, and actively spread positive word-of-mouth across businesses and 

communities. 

First of all, OBC manager of the enterprise should strengthen the community 

identity, since the individual's self and group identity often overlap, the members 

establish social relations in the same OBC, and see the community as a safe haven to 

interact with each other (Hollebeek, Juric, & Tang, 2017). Managers should therefore 

encourage customers to express themselves and strengthen the development of 

connections between members and communities. Enterprises can use the "peer 

connection" strategy proposed by Gallicano (2009) to cultivate or promote the 

development of community membership and develop brand community identity, 

which in turn can improve customer participation and loyalty. Gallicano (2009)In 

order to foster community identity, business managers should focus on 

commonalities, connections, or partnerships between communities and their members. 

At the same time, managers design interactive themes of personal interest, and 

targeted content development will help to cultivate consumers' sense of belonging and 

identity to the community and inspire customer loyalty. In addition, in order to 

develop brand community identity, hedonism and utility rewards can be used to meet 

users' emotional, cognitive or social needs (Hollebeek, Conduit, & Brodie, 2016). 

Strategies include interactive quizzes, contests, gamification, etc., and ranking and 

rewarding. In addition, the mediation  role of customer participation is important for 

the development of enterprise-based participatory practices (Harmeling, Palmatier, 

Fang, & Wang, 2017). As a result, managers can attract community customers and 

engage them with enthusiasm and loyalty through the benefits of practicality (i.e., 

informational), entertainment (e.g., entertainment), and sociality (e.g., social 

connections) (Van Doorn et al., 2010). 
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Second, trust in OBC reduces the riskiness and uncertainty of customer 

choices, making the comments and comments of other members of the community 

more credible. Business managers should strengthen the establishment and 

management of community trust mechanisms to increase customer participation. For 

example, by setting up a rating system to confirm the usefulness of community 

member reviews, the system can identify the customers with the highest ratings. 

Meanwhile, establish customer behavior rating standards to standardize the words and 

actions of customers. In addition, businesses should be honest and trustworthy, 

avoiding manipulation of information or ulterior motives. 

2)  OBC managers should adopt different forms of incentives, constantly 

encourage customers to participate in community activities and maximize the 

enthusiasm of customers to create common values, so as to maintain and enhance 

customer loyalty. 

The research results show that customer participation has a clear positive 

impact on customer co-created value, and that customer co-created value has a 

significant positive correlation with customer loyalty. customer co-created value has 

proven to be another key factor in maintaining and increasing customer loyalty 

(Zhang et al., 2017). Unlike the motivation, the behavioral effect of achieving 

customer co-created value is also different. Therefore, the use of different incentives 

has different effects, and the incentive effect of these measures on customers is not 

isolated but complementary. 

First, provide incentives to keep new customers coming and encourage 

ongoing community participation. For most general participants, regular incentives 

such as points redemption, discounts, sweepstakes, and free gifts are available to 

members who participate in community events or topic discussions. At the same time, 

as a community manager, the enterprise should strengthen the operation and 

management of community content. Successful online brand communities always 

increase the richness and value content of the brand community through member 

communication and sharing (Ramaswamy & Ozcan, 2016). Community managers 

select content that meets the needs of enterprises and is of interest to members, and 

guide members to create and exchange topics. Such interaction will produce valuable 

information, and the interaction that benefits both parties will be sustainable. 
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Secondly, the adoption of the membership reward system stimulates the 

enthusiasm of customers to jointly create value. Set up and improve the membership 

reward system, motivate customers to reach the highest level and become core 

members of OBC, enhance the VIP status of customers, and stimulate customers to 

create value. Typically, the more customers possess the knowledge and skills, the 

more involved and co-created the value in order to gain the recognition of others, and 

the stronger the motivation to realize self-worth (Hapsari, 2018). Therefore, for this 

segment of customers, in the process of motivating customers to jointly create value, 

enterprises can set up a perfect membership level system based on the activity and 

contribution value of customers. The higher the level, the higher the privilege. 

Higher-level customers can directly participate in product research and development 

and corporate high-level dialogues, constantly strengthen their sense of belonging, 

and satisfy the sense of self-sufficiency and honor of higher-level customers. For 

customers who are influential or opinion leaders in this segment, managers can inspire 

customer contributions by prioritizing experiences and giving away new products, 

upgrading customer ratings, or monetary rewards. By motivating core customers to 

jointly create value, encourage ordinary users to improve to core users, continuously 

incentivize more new users, and encourage ordinary users to improve to core users, 

thus forming a virtuous circle. 

Furthermore, in the process of customer co-created value, enterprises should 

provide strong back-office support to OBC, and provide knowledge and ability 

enhancement learning rewards for core customers. Enterprises should break down 

hierarchical restrictions and departmental barriers, establish a set of quick and 

efficient response mechanisms, promote the effective exchange and sharing of 

information within the enterprise, create conditions for customers to realize co-created 

value, and improve customers' co-created performance to maintain the flexibility and 

innovation of the community. In addition, provide outstanding core customers with 

product knowledge, ability training and learning opportunities to enhance their ability 

to create value. 
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Finally, in order to maintain the standard management of OBC, enterprises 

should adopt negative incentives such as downgrading, deleting posts, sealing seals, 

etc., to encourage customers to prudently share valuable information in the 

community. 

3)  Improve the experience of customer participation, and the content formed 

in OBC can be transformed into offline activities to deepen the experience of 

customer participation; the experience obtained by customers in offline real activities 

can be shared with more members in the online community. Further strengthen the 

cohesiveness and appeal of the brand by combining online and offline. 

 

5.4 Limitations and Future Studies 

By sorting out the literature on brand community identity, brand community 

trust and customer participation and customer loyalty, this study empirically examines 

the relationship between brand community identity, brand community trust and 

customer participation and customer loyalty, examines the mediation role of customer 

participation and customer co-created value, and builds a theoretical model based on 

SIT and trust theory combined with customer co-created value. While the conclusions 

of this study provide valuable insights into the theoretical and practical implications 

of online brand identity and brand community trust for customer loyalty, there are 

some limitations that can be further studied in a variety of ways. 

1)  In this study, the research subjects of the sample were registered members 

of two major intelligent product communities, Huawei Fans and Xiaomi Community 

in China. Although these two communities are exemplary of the success of China's 

OBC, only the users of the two communities were used as research subjects, and the 

industry scope of the sample was not universal. Therefore, future research can select 

members of the wider OBC of the industry as research objects to increase the 

distribution channel of the questionnaire. In addition, the data in this study are from 

China, and the results may differ from other countries. Therefore, future research can 

select members of OBC in different countries as research subjects to expand the scope 

of the survey subjects and the way of obtaining data. 
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2)  In OBC, the brand community factors that affect customer loyalty are 

multifaceted. This study selects two factors, OBC identity and brand community trust, 

to explore the impact of OBC identity and brand community trust on customer 

loyalty. There are other factors in the research space. It has been suggested that brand 

community identity can promote community commitment. Therefore, in future 

research, scholars can consider other brand community factors that affect customer 

loyalty, such as the introduction of brand community commitment into this model to 

examine the relationship between brand community identity and community 

commitment. 

3)  From the mediation analysis, it can be seen that in OBC, customer 

participation plays a part of mediation between brand community identity, brand 

community trust and customer loyalty. Therefore, in future research, it is possible to 

test customer participation with different dimensions to understand customer 

participation in OBC identity and brand community trust and other influencing 

behaviors on customer loyalty. In addition, this study considers customer loyalty as 

the only result of the influence of online brand factors. Further dependent variables in 

the future can include customer satisfaction and service innovation. 
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