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Influence of brand community identity on brand loyalty:

Audi clubs as an example

LI Xi

LIU Jingxian

( School of Management Nanjing University of Posts and Telecommunications Nanjing 210023  China)

Abstract: In the increasingly competitive era for brands many companies focus on cultivating customer loyal—

ty. Practical experiences show that companies can win the loyalty by building brand images through brand commu-—

nities. However many companies have yet to understand clearly how to build brand communities. In domestic au—

tomobile industry the Audi Clubs have made some achievements in this regard. Members’ identity of the brand

community positively affects their loyalty to the Audi brand by means of community commitment acting as a medium

to some extent. It is thus suggested that companies will win consumers’ brand loyalty by building brand communi—

ties enhancing community members’ identity and promoting members to make commitments.

Key words: brand community identity; brand loyalty; community commitment
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