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ABSTRACT

Studies have explored that tie strength and value consistency affect purchasing
decisions. However, few studies have explored the effect of tie strength and value
congruity affect purchase intentions through sense of virtual community, and the
moderating role of self-efficacy. Therefore, this study focuses on whether tie strength and
value congruity influence repurchase intentions via sense of virtual community, and
whether self-efficacy moderates the relationship between sense of virtual community and
repurchase intentions. A total of 279 valid copies of the questionnaire answered by the
consumers who had followed a Facebook brand fan page more than six months and who
also had clicked "like" on it were collected. Data was analyzed with Amos 24 and IBM
SPSS. Empirical results suggest that: (1) Tie strength and value congruity significantly
affect sense of virtual community. (2) Sense of virtual community hasn’t a mediation
effect between tie strength and value congruity and repurchase intentions. (3) Self-efficacy
does not moderate the relationship between sense of virtual community and repurchase
intentions. These findings provide significant theoretical contributions and managerial
implications for companies.
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