29 ISSN 1672-0334 Vol.29 No.4 125-138
2016 Journal of Management Science July 2016

1 2

1 330013

2 200237

- - / - /
o 6 405
:F274 tA doi: 10.3969/j. issn. 1672 —0334.2016.04.011

11672 —0334( 2016) 04 — 0125 — 14

12015 -11 -05 12016 -06 - 04

(71272124)

“ 7 2015 12 « ) E-mail: zhaojian—
bin559@ 163. com

“«

" 2016 2« ) E-mail: jingfengjie @ 163.



126 ( Journal of Management Science) 2016 7
3
4 5
16 .
4
. 6
( R R 2.2
( )
( ~ . ) o
2
2.1
1"
2 12
13 14
o FU et al. "
N . FULLER et al. *
FU et al.
7 o MARIN et al. ®
. SCHNEIDER et al. 6
14
. ’ o CHENetal '
« STOKBURGER-SAUER et al. " ( )



127

2.3

o WANG et al. ®

~

SUKOCO et al. *

WANG et al.

~

SUKOCO et al. *

2.4

22

17 23

SURROCA et al. **

25

SUKOCO et al. *

TANG et al. *

“«

28

21

21

: VOHS et al. 7

o



128 ( Journal of Management Science) 2016 7

o 7 FUetal ®
N : MULLER et al. *
1.
s b1l 4
F R . AT A .
Z 53 . .
H,,
1
Figure 1 Research Model
3
3.1
« SUKO-
COetal ™
" . SCOTT et al. . .
: AMABILE et al. *®
2, AVBY et al. *
: VESSEY et al. *
. 30
6
: LIN R
et al. ”' N .
H2I>
o 3.3
H, VOHS et al. 7
. : AMABILE et al. ®
3.2 .
: PURVIS et
al. ¥
28
N 3

32

VESSEY et al. 2



129

: COPRIADY * %,

o . VAN
N N DYCK et al. *

ROGIEST et al. *

: FULLER et al. * 40

29

H,,

S

20

* . FULLER et al. *

: MASTERSON et al. *

Hlb ° °

4

37 4

- VAN DYCK et al. * .
MASTERSON et al. ¥



130 ( Journal of Management Science) 2016 7
o o 4.2
H,,
4
4.1
. ( ) ( )« oppo
N N ° - Vivo N o
o 3
0 MOGHADDAM et al. “ . . D
17 . @
e
8 “ QQ .
v 2015 4 14 6 13
v 60 476 71
v 405 1
- o 30 50.370%;
GLISSON " o 52.099% 47.901%; 6 000
“ 74.568%
v 80.494% ;
Vo 60.494% ; 6 17%
” ; 2 “
" ’
SUKOCO et al. * 0. 050
social image o 5
“ 5
Vo 5.1
v 7 SPSS 20.0 30
5 .
“ 0. 500
» o« . 3
- » o« 27 )
v AMOS 20.0 o
» =362

6

=183 RMSEA = 0. 042
= 0.901 NFI = 0.922

0. 700

GFI=0.911 AGFI=0.845 CFI

3



4 131
1
Table 1 Demographic Characteristics
1% /% 1%
30 204 50.370 211 52.099 | 3000 173 42.716
3001 ~6 000 129 31.852
31 ~40 85 20.988 194 47.901
6 001  ~10 000 75 18.518
41 ~50 58 14.321 131 32.346
10 000 28 6.914
51 58 14.321 114 28.148 926 23.704
79 19. 506 52 12.840 65 16. 049
oppo 69 17.037
145 35.803 23 5.679
vivo 66 16.296
128 31.605 16 3.951
63 15.556
53 13.086 9 17.037 46 11.358
2
Table 2 Results of Variance Test
F 0.687 0.421 0.619 1.364 0.841 0.659
0.634 0.834 0.686 0.237 0.521 0.655
F 0.496 1.894 1.313 0. 805 0.291
0.779 0.094 0.257 0.546 0.918
(CR) 0.700, 3 o
AVE 0. 500 5.3
o AMOS 20.0
4 AVE o . D :
4 AVE 0.724 =833.534 =435 RMSEA = 0.049 GFI =
0. 636 AVE 0.929 AGFI=0.801 CFI=0.955 NFI=0.896
-@
5.2 N’ 5.
(
) B=0.123 p=0.030 H, .
o Harman 27
B =0.29 p = 0.000;
50% B=0.343 p=10.000.H, H,, .
32.361% 50% - B=0.212 p=0.000;
B=0.181 p=0.020.H, H,,
0.900 . ;
4 ~0.636 ~0. 623 B=0.286 p=0.000 H, .
0.900. B=0.05 p=0.229 H,
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Table 3 Results of Reliability Test
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Table 4 Correlation Coefficient Matrix and AVE Square Root
5.201  1.685 0.725
4.938 1.910 0.623 0.724
4.981 2.199 -0.355 -0.636 0.733
5.276  1.726 0.311 0.565 -0.560 0.755
4.499 1.774 0.347 0.565 0.569 0.389 0.767
5.315  1.511 0.39%4 0.569 -0.242 0.424 0.424 0.836
AVE
5
Table 5 Hypothesis Testing Results
i
H, - 0.123° 2.174
H,, - 0.296** 4.588
H,, - 0.343"* 5.586
H,, - 0.2127 3.619
Hy, - 0.181° 3.151
H,, - 0.286 " 4.911
H,, - -0.059™ -1.202
- 0.057" 1.239
- -0.030™ -0.072
- 0.071™ 1.535
- 0.035™ 0.762
- 0.031™ 0. 668
SEE 520,001 © p<0.050 ™ p>0.050;
N N N PREACHER et al. * Boot—

5.4

VOHS et al. ¥

°

ZHAO et al. *

strap ( ) o

N Bootstrap
5 000 Bootstrap
o 95% o
0.056 ~0. 157 0
0.101 p = 0.000;
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0. 137 ~ 0. 340 0 0.158 p= @
0. 000
0.011 ~0.100 0 )
0.054 p = 0.000; o
0. 008 ~ 0. 089 0
0.047 p = 0.000- e
5.5
6. 6 o

B=0.204 .

p <0.001 ;
H,, °
B=-0.082 p>0.050
H,, . °
6.2
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Table 6 Results of Moderating Effect Test

0.215* 4. 357 o
X
0. 204 4.103
R’ 0.032
y ;
-0.082™ -1.657
R’ 0.004 o
(2)
0.002™ 0.050 . 3 ®
0.072™ 1.447 ®
0.027™ 0.541
-0.002™ -0.042 ¥6)
-0.016™ -0.325
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The Influence of Online Brand Community Climate
on the Customer Innovation Behavior

ZHAO Jianbin' JING Fengjie’
1 School of Economics and Management East China University of Technology Nanchang 330013 China
2 School of Business East China University of Science and Technology Shanghai 200237 China

Abstract: The mode of modern marketing originates from economics theories which holds that customers and enterprises are in—
dependent and separated from each other. Product innovations come from enterprises themselves while customers are exogenous
bodies passive acceptance of the products made by the enterprise. Actually product innovation is not only about an internal op—
eration of the enterprise but also needs the support of the external customer. After the emergence of brand communities enter—
prises should especially regard customers as endogenous body rather than exogenous body thus customers should be the source of
enterprise innovation.

Brand community is an effective way for customers to become a source of firm innovation. Precedent studies showed that member—
ship of online brand community has a positive impact on innovation behavior yet these studies did not examine whether certain
features of online brand community organization itself would affect customer innovation behavior. From the perspective of online
brand community climate we try to understand the influence of community organizational climate on customer innovation. We
classify community climates into supportive climate and controlling climate then introduce self-strengthening motivation and so—
cial-strengthening motivation into an analytical framework of community climate and customer innovation based on the “motiva—
tion-opportunities-ability” ( M-O-A) and “stimulus-organism-response” ( S-O-R) theories. Finally we build up the theoretical
model of “supportive/controlling climate-self-strengthening/socialstrengthening motivation-customer innovation ”. Through a
questionnaire survey which investigates 450 customers in six domestic mobile phone communities structural equation method is
used to test the theoretical model and its relevant assumptions on the basis of ensuring the reliability and validity of the question—
naire.

The results have shown as follows: supportive climate of online brand community has significant positive impact on customer inno—
vation behavior; participative motivation partially mediates supportive climate’s impact on customer innovation behavior. Both
self-strengthening and social-strengthening motivations partially mediate the effect; controlling climate does not fully moderate the
impact of supportive climate on innovation. It is the control of uncivilized behaviors that has a significant positive impact on cus—
tomer innovation and it positively moderates the impact of supportive climate on customer innovation. However membership
control has no significant impact on customer innovation nor the moderating effect on supportive climate and customer innova—

tion.
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These results put a focus on the impact of online brand community climate on customer innovation and it provides a theoretical
framework for understanding the relationship between community climate and customer innovation. On this basis more strategies
and suggestions are proposed to online brand community management; yet it may have practical significance on organizing man—
aging and obtaining customer innovations and enhancing long-term competitiveness of firms.

Keywords: online brand community; customer innovation; supportive climate; controlling climate; participation motivation
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