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Figure 1 Research Framework
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Table 2 The Reliability and Validity Analysis Results of Scales
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Figure 2 The Results of Structural Equation Model Analysis
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Table 3 The Comparison on the Fit Indexes among Three Models
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The Causal Relationship between the Forwarding Behavior
of Brand Posts and Brand Preference

SHEN Lu,ZHUANG Guijun,SUPPANUCH Pan Chudabala
School of Management, Xi'an Jiaotong University, Xi‘an 710049, China

Abstract ; Prior research explores extensively on the effects of consumers’ brand attitudes on their forwarding behaviors of brand-
post on social network sites, as well as the effects of brand-post forwarding on recipients’ brand attitudes and their buying deci-
sions. However, scholars have neglected the possibilities that forwarding brand-posts in return, could also have effects on the for-
warders’ brand attitudes and their buying decisions.

This research goes beyond the traditional perspectives and draws upon previous work on self-perception theory and commitment-
consistency principle to explore (Dwhether the forwarding behaviors of brand-posts would affect the forwarders’ preference to that
specific brand, and @whether there is a reciprocal causality between brand-post forwarding and brand preference. Since this re-
search makes the direction of causality an issue, instead of simply running a regression model, it relies on an experiment and a
questionnaire survey to test the hypotheses, which are analyzed by multivariate analysis of variance( MANOVA) and non-recur-
sive structural equation model analysis respectively. In addition, two competing models, which respectively pertains to the unilat-
eral causality from brand attitude to brand-post forwarding, and an opposite causality, are also constructed to compare with the
reciprocal causality model. The preliminary experiment shows that the forwarding behaviors of brand-posts will significantly en-
hance the forwarders’ brand preferences. This result implies that the forwarders may intrinsically attribute their forwarding behav-
iors of brand-post to their brand preferences, and thus intend to keep their subsequent brand attitudes consistent with their for-
warding behaviors of brand-post-that is, to develop or strengthen their brand preferences. The survey data further support the re-
ciprocal causality between brand-post forwarding and brand preferences, in spite of the fact that the goodness-of-fit index of this
reciprocal causality model is slightly inferior to that of one competing model, which pertains to a unilateral causality from brand-
post forwarding to brand preferences.

This research enriches the understanding of the causality between brand-post forwarding and brand attitudes ; brand-post forward-
ing and brand preferences are reciprocally and dynamically correlated. The research also extends the literature on the applicable
context of self-perception theory and commitment-consistency principle: they are either applicable to face-to-face or virtual inter-
actions, or to the circumstance of forwarding consumer-generated or firm-generated information. The research resulis also merit
significant managerial attentions on the use of brand-post forwarding as a brand-preference-enhancement instrument that would
take additional value from increased potential consumption. Specific methods of encouraging brand-posts forwarding and facilita-
ting intrinsic attribution were also elahorated in the paper.

Keywords ; forwarding ; social network site;brand preference ; self-perception theory ; commitment-consistency principle
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