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Fig. 1 The relationships among deputy categories, main categories and core category
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Tab. 6 The essential information of research subjects for the saturation test
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Fig. 2 The formation mechanism model of relationships in online brand communities
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The Formation Mechanism of Relationships in Online Brand Community .

A Netnography Study Based on the Xin Qi Jun Online Forum of Chery

ZHOU Zhi-min, CHEN Ran. ZHANG Jiang-le. WANG Qiang

(College of Management, Shenzhen University, Shenzhen 518060, China)

Abstract: In essence, a brand community consists of a set of social relationships. However, how

member relationships and community relationships form has remained unrevealed by previous lit-

erature. From the perspective of community members, this paper conducts a multi-case study by

using the grounded theory method based on netnography to explore the formation mechanism of

relationships in Xin Qi Jun, an online brand community of Chery. The research finds that mem~

ber interactions affect member relationships, which in turn promote member interactions; member

interactions and member relationships can bring the value of community to members;member in-

teractions and community value contribute to the relationships between the members and commu-

nity.

Key words: online brand community; the formation mechanism of relationships; netnography;

grounded theory;case study



