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Abstract

In traditional brand communities, people typically engage in activities within these communities
because of a shared admiration for a particular brand, with the connection to the brand usually
forming before the community itself. This study, however, explores how a brand can integrate into
an already established virtual support community and provide support to a group united by a com-
mon goal, thereby gaining word-of-mouth and creating value for the brand. This article recruits
members of the Facebook Bedtime Procrastination Group to conduct a stage intervention experi-
ment, exploring whether brands entering virtual support communities can provide information
support to groups who want to achieve a certain goal in order to provide information value, and
whether it can increase individuals’ perceived information support and thus increase their willing-
ness to purchase products. Additionally, the study will examine whether the effectiveness of this
approach varies with different types of brands.
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Figure 1. Research framework
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Table 1. Information value questionnaire
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Table 2. Perceived informational support questionnaire
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Table 3. Purchase intention questionnaire
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Figure 3. Example of intervention content
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Bl 4. #5285

FEWETT 1 BOEEAL B, 2B TR IR i RS 5 2 A A5 S (EL S i e 21 (0 18 2 SR 2 RIS 211
TR (AR LI 4)o 215 A RE5 008 R A0l R A RERE N AR RRA X, 5 08 RRETIG O 1 i - 2 LRS- e
AR SR AR o R 15 BEE AW 2

RYE A EAE A, SR i

HE: ARSI ) fts P2 705 B BT TR 81 (0435 JE SRR RO R ML v R S0 4
5.1 HEAME

551 8.

5.2. A

1) 25%: HEASSWMR 1K), BERTEEERSEE 5 KT 3.33 HIEE 2S5 Facebook M Fif i 2E
MNAKIFERANS S, 5MR——8H%E 18~35 ¥ LW ATTER 2= W 0~10,000. 10,000~20,000.
20,000~30,000 /% 30,000 T LA F & #EAK 300 AS 507 =, FIRERSRE 5] P4 .

DOI: 10.12677/is1.2024.83039 316 SRR


https://doi.org/10.12677/isl.2024.83039

1 5

2) BB AWHTURHEAT 3 (TRfke A: (EHE BARSCIUHE 777 B: S HARSCIUARE:; C: S HAR
JeR) x 3 (HIIJE I )50 2) iR G Bt ROk S /NS RER 100 NIT7 SKBENLI SR =AM, 2>
TR AL BT dh B ALRTIREE C ACEON R A), BRI/ %A 500 N, =FlAS R (0 i i
FAMERALRI BT Fra 2 58 e aril. 1. JE 2 = e—HnER, ENAnNt.

AW TP T 1 P RCR IR R I SR 77 ST A T BT PO 30 S s e ki), SRS B IR
RN E DR OLIT E iR e & 4, HAREr S0 1 —2.

5.3. BIEDHT
5 1 8.
5.4. ERMEIE

TG R A S B AT RE R e — E R SR I B e, BB vy i 35 X P REIE A RE S (i 2t H AR i
TLE R ORAZE i Ao IXITUIE FE AR 45 SR T LAZE AN TRAT b AS [F) S 70 it J 75 08 R0 N R AU SRR A X AR L i 5

6. BTt
6.1, SCEEERW

T B A R L R BTE R, W LIS R GG TE 2 JT R 1 f T BLEIE fHE R SRS B
MR w2 SR BIAN SRR R AR AL 2 SRR I, AT USRI dh B e ARSI 2 DA
HESEN B, 100 S8 B AR AR SR B SR NLAR H AR, oA O T R A B 0% T4 5 TAR SRR (1 SR
AN, BRI LA REREN, I8 R S T P B3

6.2. BN

AT — AR AR R N B 5 B SR, SLAEAR BN AN Ll Take rh A4 F AT LS N
X SRR RGN A 2 B R 58 FL SE S TR B ELBU A R 2K, T 98 00 T ol ™ o 4 ) S R AR R AR FEE 32 3
X i RN BT . NATTA G SR A FAS R T 25 58, T — AR SRR AN S8 il X R

6.3. FEPRMEMBEE

PSP HE AL DR — Ak, 2 T AT TR R AR R BUR, ATae s iR H R AEL . AL
WEFE R SR SR A5 SR AT RERCN R PR, 1 75 2 50 22 A TESRA3E if EE N RO S R A DX PR AR 22 3 Sl
Mz 77 R S350, AR R TR SRR AL, R R A T SRR T BESR  — Fh A R,
B by o 07 i B ZIAR BN G, ATl 4 £ i BT 2 LU S AN 42 i P 8 2 BRAG AT o i (KR
Y, B SHIER SR R AT REAF AR RN ZE R

SE

[1] Bradford, T.W., Grier, S.A. and Henderson, G.R. (2017) Weight Loss through Virtual Support Communities: A Role for
Identity-Based Motivation in Public Commitment. Journal of Interactive Marketing, 40, 9-23.
https://doi.org/10.1016/j.intmar.2017.06.002

[2] Russell, C.A. and Schau, H.J. (2014) When Narrative Brands End: The Impact of Narrative Closure and Consumption
Sociality on Loss Accommodation. Journal of Consumer Research, 40, 1039-1062. https://doi.org/10.1086/673959

[3] Ranfagni, S., Crawford Camiciottoli, B. and Faraoni, M. (2016) How to Measure Alignment in Perceptions of Brand
Personality within Online Communities: Interdisciplinary Insights. Journal of Interactive Marketing, 35, 70-85.
https://doi.org/10.1016/j.intmar.2015.12.004

[4] Seraj, M. (2012) We Create, We Connect, We Respect, Therefore We Are: Intellectual, Social, and Cultural Value in

DOI: 10.12677/is1.2024.83039 317 SRR


https://doi.org/10.12677/isl.2024.83039
https://doi.org/10.1016/j.intmar.2017.06.002
https://doi.org/10.1086/673959
https://doi.org/10.1016/j.intmar.2015.12.004

S
So

(5]

(6]

[7]

(8]
(9]

[10]

Online Communities. Journal of Interactive Marketing, 26, 209-222. https://doi.org/10.1016/j.intmar.2012.03.002

Smeets, E., Neff, K., Alberts, H. and Peters, M. (2014) Meeting Suffering with Kindness: Effects of a Brief Self-Com-
passion Intervention for Female College Students. Journal of Clinical Psychology, 70, 794-807.
https://doi.org/10.1002/jclp.22076

Zhou, J., Zuo, M., Yu, Y. and Chai, W. (2014) How Fundamental and Supplemental Interactions Affect Users’
Knowledge Sharing in Virtual Communities? A Social Cognitive Perspective. Internet Research, 24, 566-586.
https://doi.org/10.1108/intr-07-2013-0143

Babic¢ Rosario, A., Russell, C.A. and Shanahan, D.E. (2022) Paradoxes of Social Support in Virtual Support Communi-
ties: A Mixed-Method Inquiry of the Social Dynamics in Health and Wellness Facebook Groups. Journal of Interactive
Marketing, 57, 54-89. https://doi.org/10.1177/10949968221075819

Zimet, G.D., Dahlem, N.W.,, Zimet, S.G. and Farley, G.K. (1988) The Multidimensional Scale of Perceived Social Sup-
port. Journal of Personality Assessment, 52, 30-41. https://doi.org/10.1207/s15327752jpa5201_2

Chu, C. and Lu, H. (2007) Factors Influencing Online Music Purchase Intention in Taiwan Region: An Empirical Study
Based on the Value-Intention Framework. Internet Research, 17, 139-155. https://doi.org/10.1108/10662240710737004

Gardner, B., Lally, P. and Wardle, J. (2012) Making Health Habitual: The Psychology of “Habit-Formation” and General
Practice. British Journal of General Practice, 62, 664-666. https://doi.org/10.3399/bjgp12x659466

DOI: 10.12677/is1.2024.83039 318 A8 SRR


https://doi.org/10.12677/isl.2024.83039
https://doi.org/10.1016/j.intmar.2012.03.002
https://doi.org/10.1002/jclp.22076
https://doi.org/10.1108/intr-07-2013-0143
https://doi.org/10.1177/10949968221075819
https://doi.org/10.1207/s15327752jpa5201_2
https://doi.org/10.1108/10662240710737004
https://doi.org/10.3399/bjgp12x659466

	虚拟支持社区中品牌信息支持所提供的信息价值对购买意愿的影响
	——以感知到的信息支持为中介
	摘  要
	关键词
	The Impact of the Information Value Provided by Brand Information Support in Virtual Support Communities on Purchase Intention
	—The Mediating Role of Perceived Information Support
	Abstract
	Keywords
	1. 引言
	2. 理论模型
	3. 研究1
	变量的测量

	4. 方法
	5. 研究2
	5.1. 变量的测量
	5.2. 方法
	5.3. 数据分析
	5.4. 结果解读

	6. 总体讨论
	6.1. 实践意义
	6.2. 理论意义
	6.3. 局限性和挑战

	参考文献

