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Can Community Interaction Lead to Brand Loyalty?

—Based on Social Identity Theory

Hu Yangli
Chongqing Institute of Engineering Banan of Chongqing 400056

[Absrtact] With the development of social media, community marketing has been paid more and more attention by enterprises. On the basis of

sorting out the relevant research on community marketing, this study studies how community interaction affects consumer loyalty through social

identity. The results show that product interaction, interpersonal interaction and human-computer interaction positively affect social identity, social

identity positively affects consumer loyalty, and social identity plays a completely intermediary role between product interaction, interpersonal

interaction and human-computer interaction on consumer loyalty.
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