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How does Brand Community Participation Impact Brand
Relationship Quality in the Context of Mobile Internet?

Deng Yuanbing

The relationship between consumers and mobile Internet is increasingly close, so more and more consumers
use mobile terminal equipment to participate in brand community activities. But in the context of mobile Internet,
the issue of how online relations are formed when users participate in online brand communities to influence the
quality of offline customer—brand relationship has not been studied yet. Establishing a structural equation model to
carry out empirical research, this paper finds out how the influencing mechanism works in this process, and points

out the mediating role of brand attachment.



