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How Brand Image Brand Love and Self-congruity
Affect Online Word of Mouth:

On the Case of Fashion Brands among College Students

ZHANG Min CHEN Jianhong FU Yagqi
( School of Marketing and Logistics Nanjing University of Finance and Economics Nanjing 210023 China)

Abstract: Under the internet environment consumers” brand perception evaluation and selection are mainly achieved
through online word-of-mouth. In this process product or brand image consumers” brand love or preference psychological
characteristics and behavior decision-making online word-ef-mouth and other related factors play a collaborative role. This re—
search takes the most active online consumer behavior of college students fashion brand consumer behavior as the study object
with the help of structural equation model to study the influence of brand image brand love and self consistency on online word—
of-mouth communication behavior. The results of empirical research show that positive brand image has a positive impact on the
formation of consumer brand love and brand self consistency and promotes consumers to tend to produce positive online word—
of-mouth communication behavior. Therefore enterprises should enhance the brand image from the perspective of technology
and fashion use sensory marketing strategy to cultivate consumer brand love strengthen the self consistency of consumer brand
through experience marketing and expand the influence of brand word-ef-mouth communication with the help of network commu—
nity.

Key words: brand image; brand love; brand self-congruity; online word of mouth



