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Figure 1 The relationship model of the customer experiences

and the customer attitudes
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Table 1 The KMO and Bartlett test of VCE
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Table 2 The KMO and Bartlett test of the customer attitude
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Table 3 The total variance of the VCE explanation

VCE [ 77 22
o (LSRR IR RICFITMERA T 7 AIEA

ait 1 %% RR% #it T %% ER % ait Tr %% SR %
1 7.831 30.117 30.117 7.831 30.117 30.117 7.432 28.584 28.584
2 6.691 25.736 55.854 6.691 25.736 55.854 6.494 24.975 53.559
3 5.005 19.250 75.104 5.005 19.250 75.104 5.537 21.296 74.856
4 4.589 17.649 92.752 4.589 17.649 92.752 4.653 17.896 92.752
5 .260 1.001 93.753
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Table 4 The total variance of the customer attitude explanation
o 28 J3E i R ) By 22
o EUEESENR(EN $RIBCT T FEA JiERe -7 A
g &t Ty 2% A% Gt T3 2% B % Gt 5 %% EH %
1 20.201 69. 658 69.658 20.201 69.658 69.658 9.714 33.498 33.498
2 2.409 8.306 77.964 2.409 8.306 77.964 8.43 29.068 62.566
3 1.41 4.862 82.826 1.41 4.862 82.826 5.876 20.26 82.826
4 1.092 3.764 86.59
x5 VCE RBESEREE S ER
Table 5 The rotated component matrix of VCE and the customer attitude
VCE Jigh% A B TiEss Ay
3 PE HE UE SE TS R V. Apoduet Ay and
A 0.968 0.016 0.049 0.026 Lol 0.852 0.295 0.273
(A% RIiPS 0.966 0.015 0.046 0.015 Kb By 0.838 0.269 0.276
UGC B[] 0.965 0.128 0.059 0.249 PRIE R 0.833 0.304 0.297
UGC f£4% 0.962 0.122 0.1 0.115 T A O 0.819 0.353 0.305
UGC AIfE 0.96 0.105 0.086 0.102 R 55 7 0.81 0.367 0.264
UGC #r{H 0.958 0.106 0.071 0.013 AERR % 0.807 0.306 0.141
UGC B i 0.957 0.003 0.047 0.113 F 0.804 0.369 0.337
AT 0.954 0.003 0.053 0.017 STBIA 0.789 0.311 0.204
BA 0.007 0.965 -0.035 0. 044 DN 0.782 0.388 0.29
PR 0.003 0.965 -0.015 -0.018 EPNIEiy 0.765 0.299 0.133
B 0.008 0.964 -0.055 0.004 T 0.719 0.401 0.366
fik & 0.018 0.964 -0.058 -0.001 i %% 5| 0.649 0.407 0.232
5 0.005 0.962 -0.013 -0.013 7R 0.352 0.826 0.273
3 0.008 0.958 -0.053 -0.02 I, 0.368 0.792 0.366
g 0.033 0.954 -0.051 0. 006 R 0.338 0.786 0.383
L5 0.105 -0.013 0.967 0.124 PR 0.422 0.765 0.368
B 0.051 -0.009 0.965 0.102 ETERS 0.348 0.764 0.349
TR 0.108 -0.041 0.96 0.116 eI 0.427 0.761 0.379
T M 0.08 -0.065 0.957 0.135 7R 0.347 0.743 0.289
L2 /N 0.063 -0.071 0.949 0.11 T 2 0.46 0.735 0.297
ol 0.086 -0.064 0.939 0.124 7T 0.466 0.735 0.3
338 0.014 0.01 0.028 0.972 BB 0.392 0.724 0.324
ik 0.102 0.104 0.029 0.971 7 ik E 0.38 0.687 0.511
ALE 0.033 -0.028 0.022 0.962 PN A 0.163 0.265 0.844
YN 0.038 0.043 0.015 0.958 i e 2% 0.249 0.326 0.811
W 0.107 0.117 0.024 0.954 IS 0.298 0.329 0.785
PRI L R PEAY 0.341 0.359 0.765
ek A Kaiser bRUE(LIY IEASHER: 15 it R € 0.295 0.446 0.748
ﬁ/’@ﬁ:ﬁ 4 7}’L(J$ﬁ)ﬁqﬁ(ﬁ ° %ﬁg@i% 0.353 0.334 0.703
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Table 6 The analysis of the goodness of fitting

Fm R R |y R bRAfEqti
S
Aproduet 0.734 0.539 0.533 | 0.68354624
Abrand 0.713 0.509 0.502 | 0.70555121
Afirm 0.713 0.509 0.502 | 0.70555121

1A 437 UL G DI 2 Al o i R T 2 40015 %
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BRMWG BRI, 26 BN, A, Ay
A o = A PR S () TR E R B4 Il 0.713
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JiE % 285 3 5 HOLAE XA 56 O A4 B R4S FE
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Table 7 The analysis of the variance
o VbR A | By | F | Sig
[BYH  |161.166 4 40.291 | 86.234 0
Apodicr | B%2% |137.834| 295 | 0.467
Mt 299 299
[\lYH 152,148 4 38.037 | 76.41 0

146.852| 295 0.498

Bt 299 299

[BYH  [177.489 4 44.372 |107.725 0

121.511} 295 0.412

Bt 299 299
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Table 8 The regression coefficient of the VCE — Attitude model
AEbruEL | ARifE | BifE
AEB | WE | BE
-1.00E -13| 0.039 0 1

i
=

t Sig.

(i)

AIRE | 0.712 0.04 | 0.712 [18.009| 0

A product | F AR 0.039 0.04 | 0.039 | 0.981 |0.327

] A 0.027 0.04 | 0.027 | 0.68 |0.497

AR | 0.173 0.04 | 0.173 | 4.378 | 0

(%) |1.0lE-13 | 0.041 0 1
AL | 0.051 0.041 | 0.051 | 1.25 [0.212
Apand | FARIKL | 0.694 0.041 | 0.694 [17.004 | 0

CINGEEEN s 0.059 0.041 | 0.059 | 1.448 |0.149

ARG 0. 146 0.041 | 0.146 | 3.584 0

(¥1) |-1.00E -13 0.037 0 1

HFIAR | 0.099 | 0.037 | 0.099 | 2.664 |0.008

Agim EIRIRLS 0.066 0.037 | 0.066 | 1.768 |0.078

AfARR | 0.733 0.037 | 0.733 [19.739 | 0

ATy | 0.207 0.037 | 0.207 | 5.572 | 0
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Four dimensions reciprocal strategy pattern based on virtual community experiences

Ning Lianjv, Feng Xin

(School of Economics and Management, Beijing University of Posts and Telecommunications, Beijing 100876, China)

Abstract: With the development of the virtual product community and the brand community, how to use social media platforms to
bring positive experiences to customers has become an important issue which major enterprises have to face. This paper has, by
summarizing the previous researches, selected the 26 indicators in the virtual community experiences from the perspective of the
customer experience and the social media and conducted the factor analysis to such indicators, deducing such four dimensions as
the utilitarian experience, hedonic experience, social experience and available experience. Similarly, the paper has also summa-
rized the dimension of the customer attitude and selected 29 indicators and deducted them to such three dimensions as the atti-
tudes of customers to products, brands and enterprises by analyzing such factors. Finally, three regression models were estab-
lished by taking the virtual community experience dimension as the independent variables and the attitudes of the customer as the
dependent variable, to explain the influencing mechanism of the virtual community experience to the attitudes of the customers, to
enrich the research results of the customer experience theory, and to provide relevant scholars with valuable guidance of theory
and practice. Meanwhile, the development pattern of the four dimensions reciprocal strategy helps companies to manage the cus-
tomer relations and develop the brand strategy and the corporate development strategy, providing relevant scholars with valuable
guidance of theory and practice.

Key words: virtual community experiences; consumer experiences; customer attitudes; brand community; reciprocal strategic

pattern



