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The Influences of Loyalty Program and Brand Community on Perceived
Relationship Investment, Sense of Community and Brand Loyalty -
Using Airline Industry as an Example
Yu Chieh Hsieh
Dung Chun Tsai
Institute of Transportation and Communication Management Science

National Cheng Kung University

SUMMARY

Both loyalty program and brand community are one of the tools for companies to establish
relationships with customers. This research explores how to attract customers to engage
these two ways, and what kind of relationship feelings can be created through engagement
to affect brand loyalty. We conducted a questionnaire survey through the Internet and got
414 valid samples. The results of the analysis show that both tangible rewards and
preferential treatment can promote the loyalty program engagement; hedonic value and
social interaction value can enhance the level of engagement in the community. Both
engagement in loyalty program or brand community can positively affect perceived
relationship investment and sense of community, but the engagement in brand community
has a greater effect. And both perceived relationship investment and sense of community can
also generate brand loyalty, and the effect of sense of community is better. In addition,
loyalty program engagement can directly effect brand loyalty. Moreover, we also used multi-
group SEM analysis to find that members will also have different effects according to their
different levels of identity. Finally, we provide management implications and suggestions
for future research.

Key words: Loyalty Program, Brand Community, Engagement, Perceived Relationship
Investment, Sense of Community, Brand Loyalty

INTRODUCTION

Loyalty program has not only been widely used in various industries such as aviation, retail
and technology, but it also drives the trend of the member economy. Members have
contributed greatly to the overall revenue of the companies. In addition, as the popularity of
the Internet has driven the rise of social media, the brand community has become a new tool
of marketing communication. Loyalty programs and brand communities are both a way to
help companies connect with customers However, there are still some differences between
them. For example, in terms of cost and risk, loyalty program requires companies to pay
expensive long-term investment, and the relative risk is greater; in terms of brand community,
it is considered to be a low-cost and low-risk marketing tool. Since most of the previous
literature only focused on a single relationship marketing tool, even though the loyalty
program and brand community are becoming more and more popular nowadays, there is no
practical research to explore the difference of effect between the two methods. Therefore,
this research decided to further examine whether loyalty program and brand community have
different effects on assisting companies in connecting with customers.
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MATERIALS AND METHOD

In order to find out the factors that can promote customers to engage loyalty program and
brand community, explore the impact of loyalty program and brand community on the
customer's feelings of relationship, and observe the difference between these two effects on
brand loyalty after feelings of relationship are generated. Therefore, this research divides the
antecedents of loyalty program participation into two strategies: tangible rewards and
preferential treatment. And we take Facebook’s brand page as an example of brand
community. The antecedents of Facebook’s brand page engagement are four values, which
are functional, hedonic, brand interaction, and social interaction value. The feelings of
relationship are divided into two types: perceived relationship investment and sense of
community. This study use questionnaire survey procedure which returned 414 valid
samples. The SEM model was analyzed by SPSS and AMOS. The research method includes
descriptive statistics, reliability analysis, validity analysis and SEM.

RESULT AND DISCUSSION

The result of SEM are showed in figure 1. The results of this study show that in loyalty
program, both tangible reward and preferential treatment strategies can positively affect
engagement of loyalty program; in addition, in Facebook brand page, only hedonic value
and social interaction value can positively affect the Facebook brand page engagement,
while functional value and brand interaction value have no significant effect. In addition,
whether it is through loyalty program engagement or Facebook brand page engagement, it
can have a significant positive effect on perceived relationship investment and sense of
community; however, the effect of Facebook brand page engagement is greater than the
loyalty program engagement. At the same time, perceived relationship investment and sense
of community can also have a positive effect on brand loyalty, but in contrast, sense of
community has a greater effect. In terms of the direct impact of engagement on brand loyalty,
it is only effective through engagement of loyalty program, while engagement of Facebook
brand page has no direct effect on brand loyalty.

Social ™
Interaction )
value "}

Perceived
relationship

0.333™ -0.049

____________________

Figure 1 The result of SEM
Note:***: p < 0.001, **:p < 0.01, *:p < 0.05
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Table 1 The result of multi-group SEM analysis

Path Fully Unconstrained
Constrained Groupl Group2 Difference
(General level  (High-level
members) members)
Estimate Estimate Estimate Z-value
TR >LPE 0.436%** 0.370%** 2.468 1.507
PT->LPE 0.174** 0.223%* -0.986 -1.602
BV->FPE 0.110 -0.025 0.326** 2.66%**
SV->FPE 0.151%* 0.147* 0.221%* 0.703
FV->FPE -0.103 -0.027 -0.215 -1.083
HV->FPE 0.719%** 0.772%* 0.601*** -0.624
LPE->PRI 0.361%*** 0.284%** 0.791** 1.66
LPE->SOC 0.227%%* 0.284 % 0.337* 0.287
FPE->PRI 0.582%** 0.649%** 0.355%** -2.279*
FPE->SOC 0.550%** 0.638%** 0.393%** -2.206*
PRI->BL 0.042 0.182* -0.050 -2.611%*
SOC->BL 0.448%** 0.544 % 0.496%*** -0.273
LPE -BL 0473%*%* 0.312%** 0.791%** 2.289%*
FPE >BL 0.056 -0.086 0.011 0.703

Note:***: p < 0.001, **:p < 0.01, *:p < 0.05

Furthermore, the results of multi-group SEM analysis can be found that between group
1(general level members) and group 2(high-level members), not only the antecedents of
promoting their engagement in loyalty program and brand community are different, but
there are also significant differences in the effects of relationship feelings through
Facebook brand page engagement and the impact of relationship feelings on brand loyalty.

CONCLUSION

After the statistical analysis, the following conclusions were obtained:

1. Both the tangible rewards and preferential treatment in the loyalty program can promote
members' engagement in loyalty program, and tangible rewards are more effective.

2. The hedonic value and social interaction value in the Facebook brand page can increase
members' engagement in brand page, while the functional value and brand interaction
value have no significant effect.

3. Through engagement in loyalty program and Facebook brand page, customers can
generate perceived relationship investment and sense of community, and the effect of the
Facebook brand page engagement is greater.

4. Through perceived relationship investment and sense of community can have significant
impacts on brand loyalty, and sense of community has a greater effect.

5. Engagement in loyalty program enables customers to directly generate brand loyalty, but
Facebook brand page engagement has no significant effect.

6. When enterprises build their customers' brand loyalty, whether it is to encourage
customers to engage loyalty program or brand community, they both are feasible ways.

7. With different membership levels, the impacts on loyalty program and brand community
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will vary.

According to result, there are four suggestions to operators of companies:

1. Establish a brand-specific and distinctive community platform as a channel for
information integration and customer interaction.

2. Combine loyalty program and brand community to increase the engagement of members
in the brand community, so that the members of loyalty program are also members of the
brand community.

3. Actively promote entertainment content in the brand community and encourage
interaction between members, and build customers’ sense of community to the brand.

4. Companies should encourage general-level members to participate more in brand
community, while high-end members should continue to participate in the loyalty
program.
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rhf 2 2 M GeniBARY > S E Y RN OR R 2 HABREPTE . T

¥
oo R AP g BT R ER AT R AT IR % - S RIF

HLBRIEOTE S Fi B A ¥ 2§ S 0 ¥ 4 % Facebook
FET R r SRE LR PRV IEENET Y LI R 5T B

LB RYES AR A YA - BRAS B

Fengns Pt dl o @ RIS - MR 07 g AR BARTEY R
%

A
he
e
o
o
1\-3;
W
B
=
e
|~
?Eg
/\‘
AN
¥
= !
Ry e
Py
N
}ﬁl‘?
B}
o
IRy
iy
pea}
=h
=
8‘/

e 3N b W Pt (7 o el R (T RRSE 0 3T E Rbg 27 p 1 2 d

ARG P - AeB A L BES AT AR RLeREE S AL

PE&iEs RERAMNML A \pB? i & B R BAVEREFLLF =
H

514 om B P RiFBET 0P L PRFHE RN LR S

=4

* 5 S Hcé B P AeAE A eh & kR (Terblanche, 2015)  F 44 > & F1 5 suf 2
PEFAENETRT > R ER ALBTRFLPFS FRIFCER 7

£ RIOTER LT 20 Y PR AR e m AT S F AR Y

£ Bang ¥ a0 R [’]frﬂm_:_' LIEREE L mjxif—’riﬁ_,;‘ﬁlﬁﬂl_ s 113 2-1
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3 2-1 % %3

NP2 B BR TR REE

A=

-Em_’q‘—'_'a\?

£ Rz (&2 Xy

2= 2y e
4 FHUT

SR REACH kRt R

EHRTE L

R 3
ERAS R

£ T AR 3

RS

FAEAR

IR EAG s B Ay R AR T

L #FRBF ez

,] 2B AT sy B

T #p ’Jsme ]I]Ei-q’.—— IR AT NP 25
NS A L § .%%%A%E*Qﬁﬂﬂfﬁﬁ * I
CHBBIEPE(RF AR SRR |2 RN 2 P
iy SR P S p A 3L WE R EIRPEEFH AT
EE e g7
L g+ -8~ £+ g = Y SRR = SN L SR Y o
& s o HF I AAF Ak ELH I AA oo i 6ENFTHR «tila&

nﬁ—ﬂiﬁvi% 5
H o “'%&:25:

& feenm 2+

TP A T L

(¢ %% FP) YR Y ERL R Lt | e AREARG =t
B EE-ER I I LA L PR LEBE CAGEA R | e B ABRBE R EITR
S CE L SN SN E L FREP-REEZY COHEFER ﬁ‘$¥?§i‘ﬁ4%%ﬁ$

5o AR i
o Tt [ % & Miles & Cash
Fric L l%

BRI (ESUT S 20 B R
BT &)

BlLfcdd 1 ¢ fEg 3% = OPEN POINT gk
#cev ¥_UUPON gtk

'ﬁﬂaiipmbﬁiﬁ%ﬁﬁ
FRLER (AR LG - AR PRI - B
..

11

doi:10.6844/NCKU202000994




SRR A FE T AHEL R

TE ROV RFREIRZ AL T 0 AFLUEHEE BT o

FR S EWA G R E Aol g Bz 0 R T AR A 5
L 2§ EhE G Fm 22k (Seo and Park, 2018) © 3R 4 & 304 chingy o £ 4R

B ALFEEA (Granday, 2014) 0 ® H ¥ % § gy o @ & Facebook v
A ¥

Twitter ?5'1’;5 % & I # 4 Z (Dijkmans et al., 2015 ) »

A S L A

N

EX

A+
AFEHMEN F D

I-

SAR A A e ET s R X o b TRy AR kAR S E ARy o F

“'U

7 f# (Dijkmans, Kerkhof, Buyukcan-Tetik, Beukeboom, 2015 ) » &7 1 4z 2
POAALE L R F A R o B b REF R L Bk kBB i
SN FAL LR T T A B e > B O PSR H M A R 4§ g2

# ¢ (Seo and Park, 2018 ) -
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F-o8 LBERVE

- ARG

% 3% & 3+ % (Loyalty program, LP) & 84+ — B R4 R 23 4534 > 9548
3 h2 [}% P RPBRFEEA S = F 4 & H - & o Henderson, Beck and
Palmatier (2011):2 5 L # R JI" LE - AR R ] 0 B R R R
AP A ShE B2 o B 7 X m/ﬁ 7 7% ; Liuand Yang
(Q009) R &g R FAR G - ALFE 2 AR AN A > RGBT E D
BALETLEROE D U A RBEREH G OTE > ML E
B * Y ;”,%)]?ﬁv/é;\‘ z I éi/‘ﬁv CRAN Ry T pres é%’]iﬁf/ﬁv?% (Dorotic, Bijmolt
and Verhoef, 2012) - &4 m 2 » & éﬁfiéL%ﬁﬁ{‘ BEEHER G §EDE SR
= L 3E R i A (Yiand Jeon, 2003 ) o & i & 1P e Lt = e
s Z 7 M T A 24 f& e~ Jin (Moore, Ratneshwar and Moore, 2012) o

BRRVEALEEY N F R o RBAETLSARALTE > 1990 # K41
ko FFEARREBREFELPRTE

by
(1:.

(Rosenbaum et al., 2005) - # & A &

WP EAME B AT EY A R ERE AR EALH R

(ﬂ-

%ﬁﬁifﬁgﬁiﬁw°i¢¢7wﬁwﬁ%%$ﬁwi@¢#wf
3 R34 (Merriman, 2001) « 3B R 3 # e e g .
71 2 (Bojeietal,2013) > { AAE LM GHE L £ B i B §ot g E oA E

£ & K % (Long and Schiffman, 2000) -

C RBRPEY R

1y

BLBRPET T F ARG KAy B EE o L)
RS CTAE) S F R S ARG E AR S &R
T F #FRlaE s T (Dorotic etal., 2012) o @ EAIIE S AT ¢ o §

LR HFFENNER LT //%Imq—/t'ﬁ’%/ﬁquﬁ 5% 74 %'u g~ B AL
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Sk g PR KRB FIR o Fl > ARG B R R DR G A LA
(D3 2 ﬁi’f/]ﬁv (Tangible rewards)
FOMBERR A A E R R REGARRSAEIR IR
VB H R R R PR oAz R (Wulfetal, 2001) « &3 R E R3F A E R A AR
AR AR A W R R 0 R 1 LB (Stourm, Bradlow and Fader,
2015) « WA Bk Ky L B RFF AN TBY - AT NET B f
Plav? fe it TP E g A xRN EH B g;rjfu{@f*js 5021 N
LE
(2)% & %18 (Preferential treatment)
BPRFGS YR FEHTEFHEORIEE R R | g oAz
(Gwinner, Gremler, and Bitner 1998 ) » » fj‘ui’gmﬁl ¥V MR IESE R IR
B A EE R G ] 47 #F@8(Stourm et al.,2015; Wulfet al., 2001) o &40 > &
PoEAy g AR — 4gcw,&ﬁm e ’$*€ﬁf“$ * %
Bt FE o BBAFIIE S oI A R g ML R A i Rk
- f
= LER I gk
LHERETHEEYNTE A EA N 5 F oL ¥ F (Liv and Yang, 2009) > A @
A FRF R AR E LT A R o AW aRtAF T ES
TRPRFEALFREECRBAR D g it A LEE 25 o Liu
and Yang (2009 ) %22 jéng 2 PR BEATE Y FRE S Opy S A
Stone, Bearman, Butscher, Gilbert, Crick and Moffett (2003)s%= 3 » R+ L 5 &
PEFERNESOR T PIAE om R PALPFAT R Y B X ISR
2T ERERF LRI &AW A LP R FH TG L

(Septianto, Chiew, Paramita and Tanudharma, 2019 ) -
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@ Shugan (2005 ):u 5 L H AR ET R M f FemBF 4> H 3 3§
ROP R o R ERZEFRLER RV R FRENAL P
BEROPRELKOERSFE R AT fEASY Pl
(Wetzel, Hammerschmidt and Zablah, 2014 ) - ¢ B e[ {7 5 { 7 & HREE E
74 R R "% 14 (Zboja, Laird and Bouchet, 2016) ~ B3k % & L it 4 (Xia and
Kukar-Kinney, 2013) & £ $/R5% 4 B el iz & & 4 § o B Z(Fisk and Neville,
2011) e+ FlZ B BEALEF kamvek T F 42 > FP Maetal, (2018)%
LPREFIVREL-FEIR O ATAPARATITARFEF R B f G

B, 58
i A
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Fz 8 R

- AREE
&1 2L 3 (Brand community) & F ¢ dp en 8 - HEEF LR £ FAS
THFAGRFREDEFEE A RBEF SR EERFRAM
F R )

2 4 iF gt e R 2 -3 (Bagozzi and Dholakia, 2006) © A @ 4 %
oo AFEFRE XN FEER - Fla DI R ORRALTE o AR
Bt S A AR TR G - BEE 2 LR B E > Ad 5
B —"F’f T - kBT AL € B % (Muniz and O’Guinn, 2001 ) - # #2455
WA f R SORTE - H - R (B 2-1) 0 R A B B
o MARE - AL FWERE L FT DM % F4 1 2 (Bojei et al., 2013) >

ML FEAC S AR iR R LB L 2 5 A H M A s B WS e

R~ R DR B 23 FF 5 L FH O oaR 1 hxM i3 (Kaplan

z%ii
n**}
u[)"
el
35
1
kS
d
=L
N
i
-

and Haenlein, 2010) o 4 _F e M9 4 3
MREFEBEERFF DAL > R EFF VAT EFTF R ERL

(Laroche, Habibi, Richard, and Sankaranarayanan, 2012) » » # 14 #-$%5% 40 ¢
WAL R - AT AHE N R R PR AR BRRY BT M A

M e 4 (Szmigin and Reppel, 2004) - { 4c 3 i 3 McAlexander, Schouten and

"3*’}

Koenig (2002)4p 180 gt d che BE R MG D EZE FW2L R -

BEFZF RERASLE LR BEE 2B T (] 2-2)
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Traditional Model of Customer-Brand Relationship

-1 REE -5 B T i SN

Customer-Centric Model of Brand Community

Focal
Customer

Bl 2-2 MARE & ¢S DA F RO
=~ Facebook 54 % F (Facebook Brand Page, FBP)
FMERA -V R RNA T EEER RO o x AT - BT

MGER EAEGS | RE - AcRHR A BT M S L e ¥ (Huang and
Chen, 2018) » @ ] 5 Facebook 3F {74 4 R £]i& Facebook & & |
Facebook = 5 £ & ¥ ¢ * g%t 2 #-48-T - (Malhotra, Malhotra and See, 2013;
Kang, 2018) » i = ¢ s iF* % 3L Facebook + eng-ig & | 2 B
(Leventhal, Wallace, Buil, de Chernatony, 2014)

% Facebook & & F ¢ » £ ¥+ 1u %%@ FHpEe RBELFBAL -
Facebook * = ¥ 11 %ﬁﬁ B T RS SRS 2 SR Lp B
. tiZ* 7 dhFacebook # jk ¢ o s SkiR ¥ r/frgi-H @ Facebook P % — e 4c

>~ A E M & F e o Huang and Chen(2018)3% 5 Facebook * = » ¥ 11 i% i
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HEBL T Prbe R~ A3 A

NE GRS fehfe R 0 A S

FWMETHEG

Facebook

% 2-2 Facebook & 4%

Bt

&

i¥ x(Notification)

i#| fr tt =+ (Browsing Posts)
Rk~ F&34F(Likes of Posts)
% = (Comments)

) o ae %
BH BT B

(Interaction with Other Fans)

%324+ = (Tag Friends)

4 % (Sharing)

#= 5% A #ix(Number of Fans)
Messenger

PPs i
(Friends’ Recommendations)

Bl NN e N I O o il

PR & FRmam o 2Rk

o

B T T Rk AR

P

o

Bpbe T A

BHERKSTE s Gldcabby TR R
r EJ’—EZ[;JQ

20 S 4%
:f:—-! I 7]171 AN

Lph TSP AP L o LI )

~ P
i Ao

x> ¥ T F

L Ten T AR | 484 0 15318 Messenger
AP e ke ~ALB L A RES o

SR E TG AN B (T ) BKE e

% i Facebook Messenger &2

=7 —Q
p:\}pEl F’l—" 1

FiEPP it ok w2

& ¢ Vermaetal (2012)3% 5 &+ g A3

2

LA - AN Y

¥ h

@ Zaglia (2013)c#7 7 # » %1 Facebook =%

o

+ ¥ 7| Facebook 5

CE T

2¥ 27 Facebook &4 & F 75 — I

» & §_Aa %4+ McCarthy, Stock and Verma (2010) % 7= Facebook =54

ALF

TR SR R

WP LG SMALE )

E R TPy e B
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Wen A B Az koo L b P S BAY P T RK-Facebook i & TAR G -
AR F Ak (de Silva,2019; Wiese and Akareem,2019; Demiray and Burnaz,
2019) « F]pt > AFT 7 4HB4p o BLEL > % Facebook cn&- B T 1T L A B AL

RS FE S

"
4

= Facebook 54 & 7 2} &

g i * foik L2 % (Katz, 1959) » A Pz #rm @ * A 5 7T R A A
FRIEFRE PP e d R foib KIZHe WERTEEF 30T R AL
A AL ERIoIME R I FP A TS A LR L € Facebook
R E kg o A 4 ERE F) L 4 Facebook S B F ¢ AR T 0L EE 8 i
“rip H ehip B o 1345 Verma et al. (2012) » #-Facebook &' & T #74% el &

BARZBHE—AN AL FEe AN BB AT el G 2 A

A\

WA IR R A @ FE A Eenp AEL G E LI AT
AR R XEE G ET UL I AET R FLE AN FE
B GEe D BT

(1)A-% 3 # ¥ & (Social interaction value)

Mg T B EEATE AR A R e R~ IR B ¢ R @ el &
(Verma et al., 2012) &4 : %A Facebook &M & . ¢ » = R ¥ MHEA F P
g R ET R AT AR AL R R T LR B
S p F R frRAHEESTERE (K

& im, Kang and Kim, 2005 ) - 4% =
e VOLIRER P RE P ¢

Ry
[
I

i 2 AR L Aol - (Kim, 2002 ) ©
(2)¢&% 2 &> ¥ & (Brand interaction value)
AR I b ER R S eh i ¢ B o0 B (Song and Zinkhan,
2008) c G P AR I B EAP I 0 T L A E T PE &Y - TP

e
TR e B o Blde ¢ i Facebook &M E F Y 0 fEF T RS TS
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E\} FL#E 51 E'ﬁ%;i FFB °
(3)#* s¢ 1 & (Functional value)
MEF DT RZT o B RAR L SR TG e

* vy %Ejgfé) B E—ﬁ}]\ 2: (Verrna et al., 2012) o f}vlj-lir' . ;’E_F_ Facebook rr’r:")iﬂ i ’E'-

RERSELE |-
7 W R

LTS HEECS A E LA N Rt

YT PR 4 o
(4)% # % & (Hedonic value)
A EE R AR A HFEE mfﬁj 148 % 3 B (Hsuand Lin, 2016) > 4% 2_

Jork
\«\-ﬁ'

E Sl WA ) M L O 'hﬁ % 4% & (Carlson, Rahman, Taylor

(T 0 AR R

and Voola, 2019) ° &]4e : # Facebook &% & F # >

Sy A e AL o

¥

B
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fe & %2R

-~ %22 & (Engagement)

FERT LT TR F REFR FB L (Vivek, Beatty and Morgan,
2012) > # 2 & 7 B AE g2 B e 3 @B % (Brodie, Ilic, Juric and
Hollebeek, 2013) - i 2 7 3 #F MEE £ 27 11 3% § 4 & »2F (Sheth and
Parvatiyar,1995) » FIE4FE R E = e 35 R > T3/ 3 EF]a 4 (Kumar and
Pansari, 2016)0»)T}{Ffu’§“\b"’)§ £ AP HEIFILIFELREE M Y

B AT TV ITL - BIERfARAEE 7 5 90 3% (Hollebeek, Glynn and

Brodie, 2014 ) -

\

~ RPERVFH P %2 R (Engagement in LP)
GLBERTENRE R ARG T E R R AB R A
M g1 R e B PRA R GFE (de Villiers, 2015 5 Hollebeek et al., 2014 ) »
k@ Bruneauetal., (2018):3 % v X5 B FA AL L AR F M i 2T
o F| TP g LS AEE Y 0¥ B - Bruneau et al. (2018)i% i
EIAY O REPERFIFERMAC S ARG EFRN 0 AL AR
PE Rt A MY T BRENA AT N LfF L o ¥
FARPRVEFERL AP AEDIE R RT  HABRT R
T L AR F s RRERFESERAEAT A S EPL BRI AL

v

- kA e
2y ARPRVIRNEHFERNEE

BLPFEFTRDOLERE Y EFRELNOER AL BERET RS
gRAGETF] . Wit e P ROy o AT A FE AL PR R

Bruneau et al. (2018)F /A 3k e 38 > BT APARTEDER P LT &
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BERER > i § A5 7 g e® A EMEY LR T BE#

FRF. 22 A LB R MABRTE
wa@,w%i@ﬁﬁé{ﬁﬁ@%ﬁﬁw&%ﬁféﬁﬁﬂéﬂﬁ’4g
$H3vp e ekl A RR Pt B0 RRBAY R BEFFR
PERLBFRVEY VRS LR FG RGP Tl R A g

HR R TR
2 APRTEY BB EHLBRATEERAAL L o B
b EBRVEY APAFBEHLBRVELIRAL I o B

= ~  Facebook 5% & F ¥ %2 & (FBP Engagement)

BAAT GRS FERYARESFER KA TR AT LA ER
(de Silva, 2019) » fe 3 AR KAX F A » BASHI A P SNAEFAIR Y BEE &
2 enyFr 7 7 % (Coulter, Gummerus, Liljander, Weman and Pihlstréom, 2012 )

o @ Vermaetal (2012) #4247 TWE T O R B R TE - HFME T AL
HAOFEFE BN L ARNE TAFPF L3550 > HHFLA I3
(Perez-Vega, Waite and O'Gorman, 2016 ) °

dOTAL R Rk B E BRI BB dhenT L2 - o 9

JFERIBEANEAH NI ® ~ R AR E ERH DS E R FENEASRE

kg % enBd 2 (Huang, Kim and Kim, 2013 ) o A4t F TRt ¥ > £22 B i 1L Bt

¥

2 NS E o RAEER TP ¢ G ASRALE Y - 00 > 2 R L FE A

B eh® 427 M 4Echipik (Luo, Chen, Ching and Liu, 2011) » = = 5 54345

Kk end 8L (Verma et al., 2012) o

T EMLTRELEHERR PEP
EMETONF e 0 B2 F I REATAEF N L SR AR

f i % % HE & |4 o Vale and Fernandes (2018 )30 5 AL ¥ & f 7 5 7 % i {0
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L g ko A SO Fhpd AL e S|P ey
p B «F1 Facebook 5% & | 1 i {7 3 o t Facebook &4 % F % F 7 » 3
TR F MApdE 0 A PEEA R PG 0§ e 4 (Verma et al., 2012) © 4o
FEERNABFFT N FPREEEPER UL %?u%iﬁéiﬁﬁ
AL F e 5 (de Vries, Gensler and Leeflang, 2012) » kg % 4 Facebook &% %
Pty ey €43 (Verma et al., 2012; Kujur and Singh, 2019 ) -
Fohow AR EL 7 OLRGRR T fEE G g T B
(Enginkaya and Yilmaz, 2014 ) » j&@ )5 Aak3 %22 (Coulter et al., 2012)fr
RE % %-#2 (Verma et al., 2012 ; Rohm, Kaltcheva and Milne, 2013 ) ° Parihar,
Dawra and Sahay (2018)% JLAf £ en& FAE L7 L@ &+ P m bt F § 5

W3 B o @ Tafesse (2015)59%7 F » dp JUAE Z 430 5 BT 2 < Facebook &

EHET Y FAREL I AP R R R E R AAE VK
BLSFreanfFaeEegs  VFURRE PASREF ¢
S TR

Hz, : Facebook %M % Fehs# i f B4 HEHE T 22 AT & » B F

Hyy : Facebook M & F 3 £ H EE HEWR T FERE BT

A AESPET Y HGES DR E SR 0 B2 YL FRAMELM S
EMEEY R EF e FABppHR A T B Y £ F (Tsimonis and
Dimitriadis, 2014 ) - #R7T 3 &% e AR REY OHIIT BT LR
%ﬁzﬁi?%’ﬂp%?%iﬂvHJﬁ%%(mmJ%Doﬂﬁlﬁ&f
#d s Ak 31 % 2 4o x Facebook & & F. (Verma et al., 2012) ~ £]2& 4 F 5
ip B e % (Muntinga, Moorman and Smit, 2011)12 % 82848 £ %27 & (Coulter
ctal,2012)% % & 1} e @I AL R DL o F > AHLEHL T P 0

RRAIHHESLSYIHGE BT LARE ESHBT Y § (B ER
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RPN S (BUY S
Hyc : Facebook &M R E nE M I #F EHEHEE $2RF & » B IP

Hyq : Facebook &M & F i IR EHRHSWET 2ERFE v B E
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$I8 wfMARTRARLS

- ~ &M %RIKF (Perceived Relationship Investment, PRI )

Smith and Barclay (1997 )32 5 - BB (22 A PR ~ 4 o 5 72 7%
RAOFTRPET LR S A ATl o R PR RF SN (T
B RS & o Flt o De Wulfetal, (2001) i #5) 3 ¥ 0 £ % 5 0 fagh
RRGEE M AT TR M oMl R IR A S oM R
F o

WA e g PRI M G T E - B2 ERE SN ROMETR

(De Wulf et al., 2001 ) - Palmatier, Jarvis, Bechkoff and Kardes (2009 )% % % =
BXIBZOY GETF P EAL FRORIFEFivrH . ¥ oY
BRFA THIFELPRIFLSAIM AR ES S 0 G Af RO
Bk G AL TR G B W2 R TE Y 2 E (Leeetal,
2015) o d P ¥ s M AT T LB L S £ E e 2 2w B
SfER O P EREE ARG E L F o H0 L E AR L3 T LT
=~ AL (Sense of Community)

AHELFLp- B EEFFBE -+ B30l ol £ o0
BE >+ - AR NFRAFEY & f 7 Lk F 5 4 (Chavis and McMillan,
1986)  ALF R #> § T2 frE &M M & F s 2 - (Huang et al., 2014) -

AT R AT A R L 2, el R B AAFE LB T A S

RELZ WA HMALFE L R B B Ap i end s X 20 [ 245 B TR el e (Keller,
2001) o o ** AT F H AR /‘f% BT 2 E_ A Ak Ee o 7

B 40 5 B S0 e o
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AFLHd e BR A B AR TR BT G ROEL
B % & 3 ehifi g B #(Chavis and McMillan, 1986) - H ¢ » & F & 445 =
Aaibsd @Re bl - BE fpend 2 55 v R fakead £

4

FRAOFELEHBEL A FAF o F? TR 8 L3 DR FER AL
a‘% SRR S gy 5 RS %Y T 4 (Blanchard and Markus,
2002 )

RypLm Ty > ¢ GRFAFLRT UH > | iFHE (Felton and
Shinn, 1992 ) ~ ¥ 244433 & (Chavis and Wandersman, 2002 ) » ¥ 3% & = B %
AR F Kok R & (Burroughs and Eby, 1998 ) o F]pt » AR 3 £ 387 MARAR 5
AAFESH DT LR FF e
o RPRVEFRARRCEN BRT AL PP

WA ARF LAY BR o BLBHRTEY FEAR
7 { % o2 (Batra and Ray, 1986; Petty and Cacioppo, 1986) 3 & %22 in
¢ R- MR SEE BB A imn L (Petty, Cacioppo and Schumann,
1983) =+ A BRPFATEY FORARIDERA P ALPBRPFRT S
FefRim& 2 doa L 4R E S Lo p &Y R P { F a4 (Yiand Jeon, 2003) -
Ft o B AL PRI EYNFE R ARl T REFE AL BERTEY
B e L ] e 4 s R TR

CRPRVIFEREHTEMAKRT AL L 2 P

B ELPATEINFEEE AT L BRI ERKD
PR~ 2 P KRG o AR G ORAR A | ehip A e SR g e
BT B NEFRIRIFEE > BB A T FPRIFEART AR - i € e
B % i 2 (Berry, 1995) o Ak § {2 e0Bd b Ak 7 s §T 00 AT B ] 50

(Parasuraman and Berry, 1991 ; Wilson, 1995 ) > @ &g s w| & 12 §TB4 fg £ 4 i@
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I &g ek 3 E 3 (Carlson, Suter and Brown, 2008) » » &7 14 3 4v B Z F R

# » en? 2 2 - (Evanschitzky, Iyer, Plassmann, Niessing and Meffert, 2006) - %

Em\i«

(Huang etal., 2014)s#7 7 ¢ { B 42520 AL € 12l il B 2 B FA4E

WL’“Mﬁi“%ﬂmK*E£<’ﬁﬁ?ﬁﬁﬁéﬁﬁgﬁﬁ%
B S A AP IR R EEN TR
G RPERVIEFEREHAELBALI I R
= - Facebook &M & T 32 R HEM AR FTHAEILBOLE
iR B E- BT o REZIL ¥ w973 B fr & i¥(Huang and
WEARY O BEE T UGB PR * PRI A
S 0 s TUERE B P2 BEL Lt A fES BHERE T LR
Nw e keI BT UF P L EFE BB L O R EIRfR T fE
L HPRFx & & 5 Kk KR £ 93 F(Huang and Chen, 2018) o F]t » i%
BT engr o BEE A T UB FEHE L T H s 0 T o E
WRIE A SR B L o L RAR LR X PR E AR L o 2

R RAIRXINEEYF BHEMEN G N BF R o mF I NT IR

Hs : Facebook %W &7 32 R ¢ HoEM AL FTA L o B

Muniz and O'Guinn (2001)3% 5 A+ % e fe T 5 8- FH s | el s =~
FAATT BRI B A s RPN FE SR e K
2Rz AR R o ARG 2V NFEEM T L AEpe EETEL
AEfF R Mg BfeaE e A R T 22 I AT T nm
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