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Abstract

With the development of social media, brand communities have become an important tool for com-
panies to mitigate consumer satiation and create brand value, yet there is a lack of clarity on how
virtual brand community engagement affects consumer satiation. This paper explores the effects of
product interaction, interpersonal interaction and community interaction on consumer satiation
and considers the role of perceived value as a mediating variable. The results show that product
interaction and interpersonal interaction have significant positive effects on perceived value, while
community interaction only positively affects social value and entertainment value; perceived value
is significantly negatively correlated with consumer satiation, suggesting that enhancing perceived
value can effectively reduce satiation. In addition, the mediation effect test confirms that commu-
nity involvement indirectly affects boredom by enhancing perceived value. This study provides new
perspectives for brand management and marketing strategies, emphasizing the importance of vir-
tual brand communities in enhancing consumer experience and satisfaction.
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Figure 1. Research model
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Table 1. Description of the distribution of sample features
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Table 2. Variable reliability and convergent validity tests
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Table 4. Structural modeling test results
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Table 5. Perceived value mediation test
F 5. BRAMNES NI

Bias-Corrected Percentile
PR RN AE 95% ClI 95% CI
Lower Upper Lower Upper
B
X BB - 9 2 R -0.175 -0.325 -0.017 -0.324 -0.016
UNUNRIERE L €N T -0.198 -0.340 -0.061 -0.341 —0.062
P2 ELE) - W R -0.520 -0.685 -0.362 -0.685 -0.361

DOI: 10.12677/ecl.2025.141456 3684 1T 5508


https://doi.org/10.12677/ecl.2025.141456

Wi, AR

ik
[BE I
X BB - BAIME - 2 IR -0.051 -0.111 -0.012 -0.103 -0.007
NBRHF) - BAEINME - W & IR -0.081 -0.151 -0.028 -0.144 -0.021
FEan EE) - RAME - R IR -0.148 -0.261 -0.054 -0.252 -0.044
ER; 2N
#EIX BBl - 1 e R -0.124 -0.268 0.025 —0.268 0.025
NBREZ) - 3 R -0.117 -0.259 0.023 -0.263 0.020
PR HLB) - Y 2 R -0.372 -0.578 -0.170 -0.580 -0.177

5. fRGILFIEEREINL
5.1. R4S

AHE TR T R X 25 L BRI EATH 28 PRI RO, I DL A X 2 5
FONPEARIHB AT 1% . S5AR M

77 i ELAN AN B BBl 8 BN (0 DU AE P 35 A 8 28 R 1R 50, T AR X B UM AR S A0 (5 A SR AR
{64 535 IR RS, Joik 25 R Dh RO E AL O BRAN (B JXRWIFE RE SR AL DX o, T 2 Bl S 5 2
A T SRANAE X 45 (4 LB AR BE 6 AE L AR R B R A7 S N AR, iRt o R B B BA A, T
R E RENS SR 98 IR A Ao TR, JEMELAE R AL X 2 5 - T 238 BRI A1 T 1R

5.2. EIEEEIN

ASHIE FURT Ao b3 T R AUkt AL X LN ZR AR 9 8 R B S0 T LUR R

BRG] St X EE) . Sl B A XHE MBI B, B G ALY . SE AN, S 3
RRW, [FS ST, FR, HREBGE “MBRE” © “PWEIMEET SMmt, R ATr om
A R 2K

SRTHH B R BRI PR A6 AT 35 R S o 4 X B NI A PR HERE AN R
TEHLAG 2 2 IO AT R, MR A 7R 9 il RIS, S S AR 2 ST, B n3h fr
AN TRAES,  AEH P ROAR BB A B 2 MRS AR S, M 5 B A RS

SE K

[1] Line, N.D. and Hanks, L. (2019) The Social Servicescape: Understanding the Effects in the Full-Service Hotel Industry.
International Journal of Contemporary Hospitality Management, 31, 753-770.
https://doi.org/10.1108/ijchm-11-2017-0722

[2] Ha, J. and Jang, S. (2013) Variety Seeking in Restaurant Choice and Its Drivers. International Journal of Hospitality
Management, 32, 155-168. https://doi.org/10.1016/j.ijhm.2012.05.007

[3] Sevilla, J., Zhang, J. and Kahn, B.E. (2016) Anticipation of Future Variety Reduces Satiation from Current Experiences.
Journal of Marketing Research, 53, 954-968. https://doi.org/10.1509/jmr.14.0360

[41 B, XIRZE, FThE 7= iHEs 07 e E 2 RV R R m 0], 4 5 LA 544K, 2023, 37(6): 242-256.
[5] 3Kk#k, 2BEL, T, & % RV IR . R R &R K RIRIS[I]. 3R, 2021, 29(5): 936-950

[6] kB, XL M UL i R X 2 T 3l B X )y DR 3 R o5t 5 B T 0 SCE BT L 9], 8 B2 9R, 2013, 10(9):
1375-1383

[71 Koh, J. and Kim, Y. (2004) Knowledge Sharing in Virtual Communities: An E-Business Perspective. Expert Systems
with Applications, 26, 155-166. https://doi.org/10.1016/s0957-4174(03)00116-7

DOI: 10.12677/ecl.2025.141456 3685 N e


https://doi.org/10.12677/ecl.2025.141456
https://doi.org/10.1108/ijchm-11-2017-0722
https://doi.org/10.1016/j.ijhm.2012.05.007
https://doi.org/10.1509/jmr.14.0360
https://doi.org/10.1016/s0957-4174(03)00116-7

Wi, AR

(8]
[°]
[10]

[11]
[12]

[13]

[14]
[15]
[16]
[17]

(18]

[19]
[20]
[21]

[22]

[23]

[24]
[25]
[26]

[27]

rBH, E5k, Ei, S LA X R A A SRS 5T R RS, 2017, 29(7): 70-81.
BRz, e, S8 ARG AL X 2 5 00 S Ak DOR R Rt 7L [0]. & #E1Ei8, 2017, 29(10): 73-83.
Vargo, S.L. and Lusch, R.F. (2014) Inversions of Service-Dominant Logic. Marketing Theory, 14, 239-248.
https://doi.org/10.1177/1470593114534339

HACHT, B, T B B A AN (A BB A = T 7 [0]. B T4, 2001(6): 14-20.

Zeithaml, V.A. (1988) Consumer Perceptions of Price, Quality, and Value: A Means-End Model and Synthesis of Evi-
dence. Journal of Marketing, 52, 2-22. https://doi.org/10.1177/002224298805200302

Wang, Y. and Fesenmaier, D.R. (2004) Towards Understanding Members’ General Participation in and Active Contri-
bution to an Online Travel Community. Tourism Management, 25, 709-722.
https://doi.org/10.1016/j.tourman.2003.09.011

e, REKH. B TH G EAE S AL R A M EAMT NS WS D). k£8P, 2018, 37(11): 78-
83.

Sevilla, J., Lu, J. and Kahn, B.E. (2018) Variety Seeking, Satiation, and Maximizing Enjoyment over Time. Journal of
Consumer Psychology, 29, 89-103. https://doi.org/10.1002/jcpy.1068

Galak, J., Redden, J.P. and Kruger, J. (2009) Variety Amnesia: Recalling Past Variety Can Accelerate Recovery from
Satiation. Journal of Consumer Research, 36, 575-584. https://doi.org/10.1086/600066

Eastwood, J.D., Cavaliere, C., Fahlman, S.A. and Eastwood, A.E. (2007) A Desire for Desires: Boredom and Its Relation
to Alexithymia. Personality and Individual Differences, 42, 1035-1045. https://doi.org/10.1016/j.paid.2006.08.027
Line, N.D., Hanks, L. and Kim, W.G. (2016) Hedonic Adaptation and Satiation: Understanding Switching Behavior in
the Restaurant Industry. International Journal of Hospitality Management, 52, 143-153.
https://doi.org/10.1016/j.ijhm.2015.10.005

Ratner, R.K. and Kahn, B.E. (2002) The Impact of Private versus Public Consumption on Variety-Seeking Behavior.
Journal of Consumer Research, 29, 246-257. https://doi.org/10.1086/341574

Park, J. and Jang, S. (2014) Revisit and Satiation Patterns: Are Your Restaurant Customers Satiated? International Jour-
nal of Hospitality Management, 38, 20-29. https://doi.org/10.1016/j.ijhm.2013.12.006

Ha, J. and Jang, S. (2015) Boredom and Moderating Variables for Customers’ Novelty Seeking. Journal of Foodservice
Business Research, 18, 404-422. https://doi.org/10.1080/15378020.2015.1068675

Hou, C., Jo, M. and Sarigdlll, E. (2020) Feelings of Satiation as a Mediator between a Product’s Perceived Value and
Replacement Intentions. Journal of Cleaner Production, 258, Article ID: 120637.
https://doi.org/10.1016/j.jclepro.2020.120637

Nambisan, S. and Baron, R.A. (2009) Virtual Customer Environments: Testing a Model of Voluntary Participation in

Value Co-creation Activities. Journal of Product Innovation Management, 26, 388-406.
https://doi.org/10.1111/j.1540-5885.2009.00667.x

Algesheimer, R., Dholakia, U.M. and Herrmann, A. (2005) The Social Influence of Brand Community: Evidence from
European Car Clubs. Journal of Marketing, 69, 19-34. https://doi.org/10.1509/jmkg.69.3.19.66363

Mummalaneni, V. (2005) An Empirical Investigation of Web Site Characteristics, Consumer Emotional States and On-
Line Shopping Behaviors. Journal of Business Research, 58, 526-532. https://doi.org/10.1016/s0148-2963(03)00143-7

B, S20R7R, ZeM8 K. BR300 LA X I 2 () EL sl 5 U 2 5 A (B 0 PR 52 i FF 8 —— DR 3G AN B R P A AR
B[] & H:iR, 2016, 13(12): 1808-1816.

YO, SUiEER. R R A AU R X R R DR R I SEEIE A BT —— 2 T E LB B TR A RRI[I). L& B
7%, 2016(20): 22-24.

DOI: 10.12677/ecl.2025.141456 3686 CIREE RN


https://doi.org/10.12677/ecl.2025.141456
https://doi.org/10.1177/1470593114534339
https://doi.org/10.1177/002224298805200302
https://doi.org/10.1016/j.tourman.2003.09.011
https://doi.org/10.1002/jcpy.1068
https://doi.org/10.1086/600066
https://doi.org/10.1016/j.paid.2006.08.027
https://doi.org/10.1016/j.ijhm.2015.10.005
https://doi.org/10.1086/341574
https://doi.org/10.1016/j.ijhm.2013.12.006
https://doi.org/10.1080/15378020.2015.1068675
https://doi.org/10.1016/j.jclepro.2020.120637
https://doi.org/10.1111/j.1540-5885.2009.00667.x
https://doi.org/10.1509/jmkg.69.3.19.66363
https://doi.org/10.1016/s0148-2963(03)00143-7

	虚拟品牌社区参与对消费者厌腻的影响机制研究
	——以感知价值为中介
	摘  要
	关键词
	Research on the Influence Mechanism of Virtual Brand Community Engagement on Consumer Satiation
	—Taking Perceived Value as the Intermediary
	Abstract
	Keywords
	1. 引言
	2. 理论基础
	2.1. 虚拟品牌社区参与
	2.2. 感知价值
	2.3. 消费者厌腻

	3. 研究假设
	3.1. 虚拟品牌社区参与与感知价值
	3.2. 感知价值与消费者厌腻
	3.3. 感知价值的中介作用

	4. 研究设计
	4.1. 样本选择与数据收集
	4.2. 信效度分析
	4.3. 假设检验
	4.4. 中介效应检验

	5. 研究结论和管理建议
	5.1. 研究结论
	5.2. 管理建议

	参考文献

