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Abstract

The online brand community is an informal organization based on internet platforms, bringing
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together members who share a common interest in a particular brand for discussion, communica-
tion, and experience sharing. It has become an important place for brand maintenance and the
development of new customers, and the community atmosphere is an essential factor in keeping
consumers engaged. This study, based on the stimulus-organism-response (SOR) theory, explores
the impact of the online brand community atmosphere on consumers’ purchase intention. By us-
ing the online brand community as the research context and focusing on consumers within the
community, the study examines the relationship between the community atmosphere, perceived
value, and consumers’ purchase intention. The research findings reveal that the directive atmos-
phere, control atmosphere, and innovative atmosphere all have a significant influence on con-
sumers’ purchase intention. Moreover, these atmospheres also significantly affect consumers’
perceived value. Perceived value partially mediates the relationship between the community at-
mosphere and consumers’ purchase intention. This research enriches the exploration of the im-
pact of community atmosphere on consumers’ purchase intention and provides theoretical basis
and practical suggestions for online brand community management.
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Figure 1. Conceptual model
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(1) HBERHEL 8% T EE[11]14%, GLISSON [24], Litwin Stringer [25]fill &3, 45aEsk
AL IVREIE, SCRRPPEAEBE AU T 3 AN IS I, AR AL BRI T 2 AN BT AL
GBS 3 MBI, o, SCRAME RN R R OR AT PR AR CRAEALTE
HURBIETIE F Y, AR A “TRARSE AL o R IBE 2 B AL B AR 2 (AR ELSCRpAn R 3% 3 AN
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1B HBEAR N DG HRE . BT, Lty 84.6%. FEN 15.4%, Lok T 45 5 35 M i R AE £ 4t
FERT 5] s AEEEJT 1R, 18~25 % 55.7%. 18 & LLF Je 26 & DL b & (5 1%. 43.3%; SZZEMEI I, K
IR RFEARR Y 75.5%, REMKICNIL LY 15.5%. K& 5 8.7%. miHH LT 2.3%; KA
M S5, BUFBCF AL T 36.2% 224 31.2%. MV ER B 20.1%. H BERMEE S 10.4%,
HoA 5 2.1%; "] SZECHCN 5T, 1000~2500 JT 7 55.4%- 2500~5000 JC 7 24.5%- 1000 JC /2 PA T i 11.4%,
5000 7o & LA I 5 8.7%.

Table 1. Demographics
= 1. ANOZeiHHHiE

B eI & di kb
5 46 15.4%
5]
& 252 84.6%
18 BT 3 1%
18~25 % 166 55.7%
ERS 26~35 % 98 32.9%
36~45 % 26 8.7%
45 5Ll 1 5 1.7%
P AT 7 2.3%
_ K& 26 8.7%
ZHERE
AF} 225 75.5%
i+ & PL b 40 13.5%
2 93 31.2%
VR 53 60 20.1%
BV AE H BN 31 10.4%
BURF B BN 108 36.2%
HoAh 6 2.1%
1000 Jt X AR 34 11.4%
1000~2500 G 165 55.4%
A SR B
2500~5000 7T 73 24.5%
5000 76 % L F 26 8.7%

4. BIRSTREER
4.1, [RHERE

AU A SPSS 26.0 Ge it B A #EAT 73t #dfs , K H Cronbach’s o 2 H0R X %A~ 4L FE#E47 15 BERT 56
R 2 a5k, AR 3 ANYEES, SCRMSAE M o REUE N 0.730, AT o REUE N 0.564,
BLH SR ) o REUEA 0.703; [HAF B SL R M o RECH 0.987; AR B AINE I o RECH 0.985,
BERBARN o RECH 0.883, UHEIEAE M NE—8E, N EERA RIFIAE.

TR EAT A4S tH KMO {E 4 0.898, Bartlett Bk 4o () 2 & YEA% 2 09 0.000, 1 BH AR & HAA BT
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WPE, RIEGMARREEH T, e R RN 7 R iE DTk 3k 3 68.38%, HEE I o7 1% 58 & 1) K HE
SME R MRYER 2 RS F T AR N IR 2, KGR 2 iy & SRR IR AR
PR JRENME . WERE W P 025 RS 0N 45 R A — 20, U AW 70 1] 550 - 4 B 1) X
S RAERN, T AV SR A BAFR SRR . I MUR IR AR O XPdf = 2,596,
RMSEA =0.073, GFI=0.924, AGFI=0.881, CFI=0.923, iXS6fll &850 m T M liid Ho b v 2 1 5K,
By TR AR HE(E, DAL A R AT

Table 2. Principal component analysis results
2. TR DIER

A Cronbach a b= o
Q7 0.693
BESR N 0.730 Q9 0.758
Q13 0.667
Q11 0.744
23 )P 0.564
Q14 0.730
Q8 0.652
IR R N 0.703 Q10 0.721
Q12 0.726
Q16 0.564
A E 0.985 Q18 0.753
Q20 0.736
Q15 0.607
ST 7 1A 0.987 Q17 0.797
Q19 0.603
4.2. XML
Table 3. Related analysis results
F* 3. EEXNMLER
SRR R A4 Jas ] 1 A REIE T 3 7% 1]
SCREVERE 1
B PR 0.497" 1
P il SR 0.520™ 0.438" 1
RENANE 0.472" 0.605™ 0.480™ 1
T 31 3% 1) 0.578" 0.505™ 0.489" 0.523" 1

e THE0.01 FHIGUR), MRPERIE, 7 0.05 ZHGUR), MRt RE.

HRAE T A BT T i8N BZ R AR EL G &, A TER A Pearson fi] HLAH ¢ R B HiA 2N &
ZIE R RAESE . i 3 W AFE BRSNS RAR 18] (4 p 62T 0.01 5, W] &2 & Z (Al f7 £ — € [
FAAE . HETT DA ARG rp SO PR SRR, ¥ 23 ARSI AN (e R ey, VR % 1O S 58 1)
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4.3. BRIgRE

431 FYRKRIE

ASCAEH SPSS 26.0 AT AT, MR RWTT R 4 Fron. B 12 DLZESR S AL HE AR
(0 SRR R ) P S R RO B 1 A B Dy 1 A b AT 2 RO [ U A B, L SRR SN (B = 0.354, p <
0.001). #&HIHEZHE (8 = 0.199, p < 0.001)FAAIHT 144 H (8 = 0.242, p < 0.001)¥4) ¥ 35 52 Ma VY 2 5 1 SK 7 v o
IXFE, R Hlay Hib, Hic 32 T 3E. A 2 f2& DAY 23 AN (BN B AR R TR, 7R A BE 4
RV 2 R AN (B = 0.523, p < 0.001) & 35 52 M Vi 2 2 I I SRS I o X, i H3 1531 [V 30E. HE
A afDVE Y, (R BEGUE ) ST RS (8 = 0.225, p < 0.05). i PE 4 (8 = 0.189, p < 0.001)F16)
HrEAUE (8 = 0.013, p < 0.001) 35 52 ¥ 2 4 IR ENANME . IXFF, % H2a. H2b. H2c 133 7 4010E.

4.3.2. AR

AR Baron Al Kenny [3L]42 H R FZ A [ ARG S0 A HEAT A O8RS 56 . BR# 4 WA, 7ERLRY 3
W, RENMEINNZ G, SCREPE G 238 I S v (1 (51 U3 22 40T P 22 0.326 (p < 0.001), #1450
Xof V8 B W S ) B E1 U R R B4 0.156 (p < 0.01), B3P 40 B X i 2 5 W K B g (R [B] )3 SR 80 R P
0.153 (p < 0.01), [AIRF, BERAME(S = 0.202, p < 0.01) A% B EFLMH e & W L& v, i WG B AE S
FEVESRURRL L A2 1 ZC LR G P A B v 2 3 WA S R ) O R Z IAMEAE S oy AR o 28 BRI, R H4
CCES L AN

Table 4. Regression analysis of main and mediating effects
4 EREAPAYLEYI S

T 3 T 3 7 ) M R A A
A BERL 1 B 2 B 3 B 4
B t i t Vi t Vi t
(H &) 0.977" 4734 1.976"™" 10312  0.805***  3.859  0.215%***  4.170
RFE A 0.354™" 6.409 0.326*** 5930 0.255* 2.605
Pl 4 R 0.199™ 3.732 0.156** 2.903  0.189*** 4,019
B PR 0.242" 4.606 0.153** 2.658  0.013***  8.468
T P AN 0.523™ 10567  0.202** 3.503
F 72343 111.663™" 59.404™" 75645
R 0.425 0.274 0.448 0.436

E: TR p<0.05, TR p<0.01, THIRp<0.00L; RONRERS: FONTEGKE.
5. &g
5.1. FRE®R
AHIEFE ATE 28 i AL BRI A B, RS AL B AR RNV 9 3 W SE R i o 2, Hodp, #RF R
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RGO SCRAYE R . ARG BT S5 R 2l 38 W SE R A AT O R I A AE A E Y B R R, JF
06 V1 Bl 5 TR U (L LE A AR S50 AT 2 8 T S 1 Z TRV PR A RN, A3 R S5 R TR

(1) ALAEGEE P SO PRGBS A BT 1 S R 2 e 9% 3 B SR 1 VA IR AR o AR
HEGUE L STRAE U S T AL 0B W2 T I SCHF, I i B 5%, IR AR AR A BRSO PRAN
R, RO B BT T A 5 5R o IR RE NS (e AL A A 5 BRAS U R R RS L B A2, OF
BB RN B SR T A PR SR ORI AR A A — NP I HL 2 e A, i S8 RS Ay
FEALRE RO XIZAL R AR AR, TR 938 B SRR s BT PR BB 48 dh A A RE S A2 AN W
FE R S R S, SR AR O SRR R IR S AR, X S B R A PR 3R O T 9 RS AL, BRI
R 2EH B M SR Ao DRI, A A 2R B2 B A SERFIE G0 2 1k R B 1R R BB I, 7
P e S 8 Bl 2

(2) R GRURE P R SRR G0 REL L 42 1 1 S AT 61 2 5 B S0 Bl IR A (e B 2 2 R I T A
T P R AEAL A RS BRI A 3120 MBI AT BOARRAE I ELRERE X AL RIS B SALAE AR AT AT
Wi, BRZIZ A I R, AR BRI 2 EH R AR THE B A €1
W1 5 550 2 SRS AR 0 57X it R S R e PR A VAR 5

(3) T B2 TR (L 117 22 it A T LAY 98 38 W S 17 2 ) ) 5 28 BR800 o A1 o Rk T
DL IR 26 it AL A S B 1 B P TV 908 W SRR I Ak, S VY 9 W S 1) 7 A (e B . T
REMIIR A, R A 7l B P CLORIEAL AR RE RIS AT MUA SR, ST DAZR AR R D3 i RS 4 AR 38, A
ALV 222 X % dh L AN E) (AR R PP, BE 0 D RT 2t R R 7 b O L A I SR e

5.2. EERR

WRYEA ST FLLE 8, AT LR 7 DA B A A S50 A 5P SRR T 9 B SE 1), 0 il S e AN
B AR S AL 2 BB R R

(1) BTG KA RS o FESCA AL AR R SE R A (M R A, S A AR A 52 (0 EL B AN AT
BRI — 3o INSEA R B0 2 (MR AR A, — 5D, AT AR A AR 0 52 50T b R 3l ) D, ot
ab RS RO E s 53— 7T, X AT B oA AR A A RN AL AR A VA R R R TR, LA
AR A R R b SRR ey, AR AR B TR TR AR A R TR 1R s SRt PRI, 6 TR R
Y, MRS E H EL SRR AP TR BHATRE N 25, ARWrkE Rt dh SRITH P ik, DU
BERRE R A RO . BEAL, AR R A PE T RE S S| — LK P BE R ), AT TR =
JITEAEAERE P i b, NTTBRRE SR 2 S KA IR AL B AR 72 i, 35 IR AR AL

(2) CUGIEHIVE m ARG . AR B R PR R AL AU, RDBE B ORIEAL R REA PP ithiafE,
NMEGR A FHE B BUE R TP 1 HIE R AL U AT CLLE AR A R R BT I, TS A 7
Xt iR A AR, AR AR DB AR I 2 B B G AN DTN, A AT TR 2 R A AR Lo B s, X
FofrCo X i RIS R A RIS AT i A R R AT BRI 52 . TR, AR RHE T 3 B AR 28 i AL A
L) Le A SCUE SR Lt G A AT IE . B AE R HE IS NIAREE . XA
W AT AR

(3) MHHZEFH EZ AP EIHETEB . 1 S SRR AW R LA, A AR Qs 4 Re R &
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