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Empirical research of off-line car club brand community
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Abstract: With Fujian Audi original power ( Yuandongli) Outstanding owners club as an example,

the brand perception and brand loyalty of Auto Club 200 owners in brand community were investiga-

ted to construct a progressive model of the relationship among brand community, brand perception

and brand loyalty. The results indicate that a favourable brand community will exert a significant in-

fluence on the perception and brand loyalty of the car owners and can contribute to the increase of

marketing volume. It is suggested that a car off-line brand community can promote circled innovative

service and build a free and sharing space/surrounding catered to the car owner, that the community

can combine the on-line visual community to satisfy their psychological and material needs.
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Tab.1 The basic information of owners at a car club
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Tab.2 Income and vehicle model of owners at a car club Fig.1 The reason of joining a vehicle club
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Fig.3 The function of a car brand community
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Tab.4 Owners’ 3D altitude toward brand loyalty
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