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repurchase intentions-the role of brand identity
Student: Si-La Hu Advisors : Dr. Chung-Yu Wang

Department of Business Administration

National Kaohsiung University of Science and Technology

ABSTRACT

Studies have explored ante  cedents of repurchase intentions regarding virtual
community. However, they neglect to examine the effect of self-congruity and user-
generated content on repurchase intentions and the role of brand identity. A total of
205 valid copies of the questionnaire answered by the consumers who had followed
a Facebook brand fan page or who also had clicked "like" on it were collected. The
results of the study are as follows: (1) Self-congruity and user-generated content
influence repurchase intentions (2) Self-congruity influences repurchase intentions
via brand identity. (3) User-generated content influence repurchase intentions via
brand identity. According to the results, this research will provide relevant

managerialimplications for companies.
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