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Experience and Transfer. Conceptualization and Scale Development of
“Perceived Fit Between Online Brand Community and Brand”

Wang Jia( Zhejiang University City College ; Zhejiang University ) ,
Wang Xiaomei( Zhejiang University City College )

Abstract; In the social media brand community , consumers” perception of community and brand is obvi-
ously separated. Therefore , in the study of the influence mechanism of brand community, it is necessary to pay
attention to the factors in the shift from community path to brand path. Based on the theory of transfer of
learning and brand community research, by focus group interview, case analysis and theoretical deduction,
this paper attempts to define the concept of consumer perceived fit between brand community and brand, i-
dentify and verify its dimensions and measurement indicators by combining the theory of perceived fit with the
key characteristics of social media brand community. This paper defines the consumer perceived fit between
brand community and brand, constructs an index system with 20 items and 5 dimensions, including content
fit, image personality fit, member fit, platform explicit fit and platform implicit fit, and confirms the moderating
role of consumer perceived fit between brand community and brand in the process of community identity and
brand identity , which shows that this index has a good effect correlation degree. The research results enrich
the concept system of online brand community, and provide reference for the operation of corporate social
brand community.

Key words: perceived fit; social media brand community; scale development; community identity;

brand identity
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