Modern Marketing LT %7544, 2024, 14(4), 99-110 Hans X

Published Online November 2024 in Hans. https://www.hanspub.org/journal/mom
https://doi.org/10.12677/mom.2024.144012

AR mE AR HEEEE W TR
A1)

LESaNEE E S

RS H TR g E e, Ll
i E BRI AR L,

Wk H . 20244F8H28H; FHHM: 20244F10H26H; KA H#: 2024/F11H6H

HE

P2 s AL R R AL 5T P B 2 M E B HIER ST, T RF RN R R EERE R EERY
L RE R EEITF . FIFUKTES-O-RERASINRER, KA T MR AR I8 T 5 A R AL
WFERHHREERWEEERERANG, HET3300E BFEASIEHTRIE. PFALEREY: 1) R
AL AR T LRI AR E AR TARE. BRER. FEERNUNERE; 2) ABHARMREINRF
WA BRERR. TAER. BRAKRIEREEZEIBENEM; 3) HFARNGAR ST
S5 BARTNE 2 & BRI SL R IB IR .

X in

R f AL e, HEHAL, HERHAR, REOAR, EEWX

The Impact of Clothing Brand Community
Experience on Consumers’ Willingness to
Repeat Purchase

Qiuzi Zhou?!, Chunhong Liu.2

!Glorious Sun School of Business and Management, Donghua University, Shanghai
2Shanghai International Fashion Innovation Center, Shanghai

Received: Aug. 28", 2024; accepted: Oct. 26", 2024; published: Nov. 6%, 2024

Abstract

Clothing brand community is an important communication medium between enterprises and
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consumers, and a good community experience is an important grasp for clothing brands to improve

consumers’ willingness to repeat purchase. Relying on S-O-R theory and social identity theory, this

study explores the mechanism of clothing brand community experience on consumers’ willingness to

repeat purchase through brand identity and community identity and verifies itbased on 330 valid sam-

ple data. The results show that: 1) Clothing brand community experience can be divided into four di-

mensions: sensory experience, behavioral experience, emotional experience, and information expe-

rience; 2) Community identity and brand identity partially mediate the influence of sensory experi-

ence, behavioral experience, and emotional experience on consumers’ willingness to repeat purchase;
3) Community identity and brand identity completely mediate the influence of information experience

on consumers’ willingness to repeat purchase.
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PRALEE[3] TRAR ML A TR [23]. VO EEMEET[4]. FHEEERA IR HEEA R & X S S
TRORIE[25] FHZE[S]. EERTE A6 MFKEF[27]; fhINFEE SR Stokburger-Sauer Z5[28]F15K
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Table 1. Basic characteristics of the sample

=1 AR REHE

B S
A B4 o (%) Eﬁzggfjﬂfgﬁ/ g ol 5 (%)
5 33.08 1HERUT 24.67
LGl

8 66.92 e 2R L e 1~2 4 39.10

18 LU F 2.54 FE AR R 1] 34 4 33.59

18~28 % 30.00 5EKRUE 2.65

S 29~38 & 36.39 1 /B 35.60

TR G Z AR e
39~48 % 20.97 S 0 e o T ) 1~2 /NES 45.88
48 Bl E 10.08 3~4 /NIt 10.43
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ZHERE
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fi LA A K L L 23.65 QQ 10.54
H E R 10.88 5 12.11
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ZALBEATAL T &

Bl BUFHL . Sk ssr A 5 11.70 i 9.67
A 44.92 NP 26.21
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5. BIBRGRSHh
5.1. ARG

T AT 50 A5 B R o R o A AR IR A R T, DRI T B B 3 AT I R . e ORI SPSS
24.0 ST ATEN X IRELT) 330 40 2R S EHR AT 00T . N TGRSR S TR, RAT
KMO & 56F1 Bartlett BREERTIG, DALHTFEA IIE & MERHMT T #3542, 458 0.3 2, KMO B 0.849,
ULHIREA R 051 LU 0E 25 A Bartlett BREERE G (45 HORE, 2 (H N 2718.477 (H HEEA 210), X% 0.000
(R MK, AR BEREAR I AH SCHE B ()G L R R AR, X R WIE A 6 B st — 2B R R 40 #

Table 2. KMO and Bartlett test
2 2. KMO 70 Bartlett 35

Kaiser-Meyer-Olkin 0.849
R il 2718.477
Bartlett [JERTEAR 3 ar 210
B 0.000

K TR AT A IR R B R AERR R T 1 AT 7 RO KIEAS e se, e RA 7 ERAE
i DU AR B N RO ME, Wk 3 B .
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Table 3. Factor structure and factor load of community experience of clothing brands (n = 330)

3. PRk B A EREH SRR S5 (n = 330)

K& 1: K& 2: K& 3: K& 4:
R =R 1 AR IS 1T AR =R ARL

9. IXAN A AL EE X B ARALF, RAFE ERE 0.762
6. LR R A ) T S A T R IRZIEN R 0.755
10. LA bR AR 0 S A BE B 2 b R IT O 0.751
7. ZAL GG IZA S AL AR A R 0.750
8. FAAFXA T MAL B B EM R R BRARAEWE 71 0.730
22, FAAFZALRE P A A (B R SO A IR 0.719
26. FEZALHE, AT LLS AR L N HET RS 0.408
24, FEZALEES, TR0 1E AT LA B EORA 0.795
25. fEIZALRET, KR RE%AS B2 M 0.785

18. AZALHE P AAT I R T Sh A — LB, SEMAN
TR E

17, B8 XAZA A e HL A A 32 i L™ o 0989 9% 3 o)
WIS i

28. IR AL HE AR A A A S % BBl 0.473
27. (EAZALEE, FRATDASRAF R B At A 5 ) SRR AT il 0.452
14, FEZALTE B 5 MU R I3 B R IR I 4 & O 0.829
12, iZALHE AW 50 5 S AR O I R 2 E 2R i B) 0.800
16. FSEBRAE A it AR 7= it IR 55 0 it R 4 0.798

13, A B A I SRR OGAE B ORI TR E
e

20. ZALFER DUR LR T F B R E R 0.819
21, FRIEE AR H Al A R PR AR TR AE 11 R 0.808

15, FEZAL R BE AALIE h 17 A 31— 2250 T i B KR
TR

19. ZALBELRR ML I01E B AR HERA TN 0.784

METTH

0.756

0.753

0.761

0.786

R 3 SRR, NMERERA S L EFE TR R AR KT 0.4 MIH, BUEMIERELH—
ANET BRI T 0.5 BITE, B Q26+ Q27 A Q28; HEHE HEHE 170 B T LU iy e AN R H i Rl
&, Hd Q9. Q6. Q10. Q8. Q22 i M HJE T+ 1, MR T NI, ¥ALT 0.719~0.762 2
], HHa4N “REERE” ; Q4. Q25. QI8. Q17 W/ MEH BT IX¥F 2, HFFH#EII KT 0.7, &b
F0.753~0.795 ZIa], KN R 5 Ql4. Q12 Q16+ QI3 IUANEH)E T T 3, HK Ty
#EE, HALT 0.761~0.829 [al, #Har4 R “4T A" ; Q20. Q21. Q15. Q19 WA H & T K+
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4, HETREMT 0.784~0.819 2 [A], KHA N “{5BAERE” .
5.2. HEEER

ASCEL S-O-R Hig 5 AR B O HEREIR 7 BRI . AR YSCER 2 A SE PR B DL, X A
B A BRI A BEAT IR 00T, SRR DUSR A 7, B MR OB TSGR R NI
BARL . BEAL . TR AE BRI . ASCRHIRE AL AL AT RIS BRI A
AREE(S), R ke i AL AR A (R IR ke i RO (R B R AR B (O) . IR, DA 9% R SK R R AR
NEERAZRER), #— Bl T =R TR A MBI, AWM THT AR, Bk 1 BT

N
F#stimulus #Akorganism B response
ARG A 2AR
RERIL
—— TR 5 e A BN
fh R o1 [EENS STES 7
iT AR
)i|:& 2y SN
ER NN

Figure 1. Theoretical model

B 1. EipRE

5.3. (REMME S

AR SPSS BAFREAT 5 AR I8 70 M, A IR b3 0 € S0 FT 5 HI K Cronbach’s & 8% IR 7 N
FHBE 7> BTk SPSS 24.0 HEATAS 24341, % Cronbach’s o fE N5 4847, Cronbach’s a REE KT 0.7
i, B AHIE ST A IR A T 2 R A T S

Table 4. Reliability test results
T4 FERINER

A T Cronbach’s o 18
JRE AT 6 0.857
17 ARG 4 0.841
15 BARLS 4 0.822
T EEEN: A 4 0.818
fan SN 4 0.793
T N 4 0.879
HEMTREE 4 0.841
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o M — AN R e 5 e, W 4, 0.857 (RERK). 0.841 (BIHRIENE). 0.822 (f5 814
I%). 0.818 (IFEAALS) 0.793 GFHAFAF). 0.879 (s EIAFNAT 0.841 (EE WL ZIE)HIFFE KT 0.7 BIbs
e, AR R, MR E .

RUERIB AT, K 4 aTRAEH, BB . UTNRIET . “RERBVALR” . “IERARIE .
a2 N TN SN M U == = AT s e g 56 o 9 DIV o W = B R R S i = ) B R
TE I AN A ot I BT J A H 2 LA M. [AINE, AVE (36 S)ilid 0.5 (K, CR %378 0.7 UL, FoRk
REAGBIFMHBIEE . GREKE, RS 0K SR R e R R 2R ) BB RIS o “AT IR .
CERARLS” . BEERLR” . CAERBEAIRD . CmEIATED A B SRR 2 A B R SRS .

Table 5. Confirmatory factor analysis results of repeated purchase intention and influencing factors of clothing brands

F 5. RERBESENIEERZMEREIEEREF ISR

AR T Estimate S.E. CR. p AVE HEERE

BRI 3 0.721
RE ARG 2 0.760 0.08 12.592 okok
JRE RIS 1 0.711 0.064 11.84 ok

BB RS 0.5066 0.8602
EE ARG 4 0.680 0.065 11.358 ok
JREARLS 5 0.701 0.068 11.76 ok
BEIRL 6 0.695 0.079 11.443 ok
T NIRS 3 0.815
AT NIRES 2 0.700 0.064 12.8 sk

1T IR 0.5718 0.8419
1T MRS 0.740 0.069 13.593 sk
AT NIRES 4 0.765 0.065 14.17 ok
135 IBARLS 3 0.795
5 EARIE 2 0.704 0.073 12.199 otk

175 A 56 0.5302 0.8182
5 IBARLS 1 0.721 0.07 12.092 ok ok
5 AR 4 0.688 0.075 11316 sk
& BRI 3 0.744
5 BRI 2 0.725 0.104 11.687 sk

{Z Bk 0.5489 0.8295
E¥sY ! 0.734 0.101 12.245 sk
= BRI 4 0.760 0.081 12.228 ok
AN 1 0.804
AR 2 0.746 0.065 14.044 sk

a2l 0.6284 0.8709
AN 3 0.849 0.074 16.54 ok ok
AN 4 0.768 0.066 14.559 ok
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R NEIR! 0.720
SN 0.829 0.073 13.443 ok
ey SN 0.6007 0.857
e SN K 0.730 0.077 12.444 okok
YNGR 0.815 0.088 13.245 ok
BEEWEEE 1 0.842
HEWLEIE 0.782 0.053 15.747 okok
HEWELER 0.6299 0.8715
HEEWLEIE 0.825 0.054 17.422 sk
HEW LRI 4 0.720 0.07 14.238 ko

A 6 T, CREARL” . CATNMRER T . CRERMALR T . EEMRLRT . “RERENET . A
NGl “EEF"J}EFF’ ﬁﬁx%ﬁ’]*ﬁ%ﬁ(p<0 05), J3AMHRE R B LEXHE /N T X R AVE 1
SEOTAR, BIU B SN AS A B o AR, BRI [0 A — e X 4 B, IR i e 0
ST R 3 DR 2R AR M 1) X 70 R A

Table 6. Discriminating validity
6. XOME

BEARE A RS FRAK HEEAR AR R SRR

AT

RE A 0.743

1T Itk 0.363 0.779

T IR 56 0.247 0.318 0.737

15 B8 0.238 0.279 0.22 0.753

AN 0.365 0.426 0.344 0.370 0.75

N 0.393 0.400 0.318 0.294 0.209 0.803
EEMWLER 0467 0.600 0.436 0.310 0.497 0.492 0.755
AVE Pl 0.712 0.756 0.728 0.741 0.793 0.775 0.794

5.4. RESHESREKE

FEIRAF I R F A 805N AMOS 24.0 A5 37 56T Il 2 o b 8 520 0 S R IR 4 0 RS AR, S R4 &K
Rk 7 iR

2 7 WA, p¥df MEN 1.075, /NF 3, @ERCEEAR; RMSEA 4 0.015, /NF 0.08, &R F; GFI
90.927, KT 0.9, ZFERCEAE; IF140.994, KT 09, SERMEAE; CFI K~ 0994, KT 0.9, %5
RERCHIA: ZRERAE,  IRehe il i o A2 00 K e B 6 g g R AR AR B A R 4T
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Table 7. Structural equation fitting evaluation index table

#® 7. EWHEUEITFFIEIRR

PEH R R #EWE biET
wldf <3 1.075
RESEA <0.08 0.015
GFI >0.09 0.927
NFI >0.09 0.915
RFI >0.09 0.904
CFI >0.09 0.994
IFI >0.09 0.994
AGFI >0.09 0.912

6. THig
6.1. ARSI

M BRI G RORT, A S TR B 7 I0AE o 5 St A A 6300 3 I 2 o A
UNEEUE VNG AR R =1aDS =y

1) M m AR AR RE S R IR L IR AT (B RINAMAIGLERE . TH B £ 2 5 IR A
HENY, BERSIRZIAIRBIRE . AT, BEESNMER T2, KRG 1IN 38X £ ok,
TR 2 AR B8 PR 75 SRR

2) ARREFIANG AR 20 S AR S B AR I . AT ARG AN B A 06 5 B R S R B b R A T A AR
FEERARRSEEWLERET RS EM. TRIERET, BEARE. TR RAREZRS
HWERRE BD). 1TSS SARGEERAMS, BRI e TR0 B 28 W SEACE S WL . [
I, VH 2l AR S IX L AT R I A 2 R T BN AL R BRI R] IR A e — AP g s A AT TR
KRR AT B AR TE 2 M I SN Bl (o A G Al L R IR B R . P S B
S S NER AN H T A b BRI, BET R B EATTRA R, XA A R R A O EE R IS AT 9. Xt
W T B R SE PSR R v (R S 2R AN 2 R

6.2. BB

AT TE 9 e Aol A B RO R AR DT TR It 1 — € R . ARG T, AR MO S
VB PR T RN R 5% SR 488 v e B A W S o R T I TEL BB o 1 R, 2 R i A T L B VY 9
BIRBUR RS 2 RRVFIR LR HEAT W SR B B2 6 o TN i) 28 S 3t iy S AN IS A0 REE 00 it R A
MNTH B i 2 B S S X — R, VP2 AV RBIRR S . AT AU T b v 9 G R4
() s FRAE AR BGAT B TR 2 5 E AL REA A fhREA LR, R ik B R W SK i iR AR AT 8%, R Gihe
IR it A ARG A 4 S5 B2, D il AT 2T IR it REAL AR SRR AL 1 BARRIAT 4R T 3RS . AHT
FHIZE R SR E B A -

1) EE R 2 A R R REA R 5 R . WAL SR AE A, B 78 bt =B E
B dh AL A — AR Z Ak, 3BT DR IS B2 iR 9% 8 T 852« Wi, 0o 58500 dh REUAL AR A0
RS 8o IR i B T AT b & LR B R € ST AR B A5 0 3R, R IBIG B B 0 it

DOI: 10.12677/mom.2024.144012 108 AT 8 5


https://doi.org/10.12677/mom.2024.144012

JARK T R

ANMERAERE AL o IR R B2, AR AR D3 B SR N IO ER A AT DA [R] R, 2 170 2 FRR AN D i
FERAN AR A ] o

2) VEFALAE AL Ve 5 R o R b B B BT B SRR, AT TAE AR R RS A A A
FEHATA RS E I WS . 1708, R BEMNAEET, 550l a2 55K, Bis
RUFAAS . —T5 1, T CLER AT > 5 fh R B A S P ST IS SN A 53—, SREGEh T it
SR S SRS, IR . B SeR e TR BT SR, BRGTT AT i E S,
B MR b AL A NZE ESEMRBIZES, SEELZIRE . A0 S RIET AL AR

SE3Hk
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