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The purpose of this study was to identify
the relationship between the interactive sub
dimensions of the apparel brand online com-
munities and the relationship between the
community interactions and needs satisfaction.
Subjects were collected by sample selection in
convenience. The subjects were 2,423 community
members of 9 casual apparel brand online
communities with different online community
interaction level. Members were requested to
answer the questionnaire via e-mail, to visit
the home-page to answer an html question-
naire (225 subjects), or to answer the atta-
ched file (92 subjects). The questionnaires
included in the analysis were 317 copies (return
rate! 9.5%). Most of them were students
between 16 and 24 (756%), Their apparel
brand online community experiences were less
than a year (74.8%) and they had exp:erience
in purchasing clothes on tne Internet (78.9%).
The data were processed us’ing 'SPSS Win
100 for exploratory factor analysis (principal
component analysis, varimax rotation, above
eigen-value 1.0) and using AMOS 40 for
confirmatory factor analysis and covariance
structural model analysis.

When looking into the results of this
study, first, the online community interactions
of apparel brand could be classified into
enterprise-consumer interactions, c‘onsumer‘@n-

teractions and consumer-enterprise interac-
tions, and the needs types of apparel brand
online community members were classified as
interest, transaction and relationship needs.
Second, the appropriateness of the covariance
structural model (GFI=0.948, AGFI=0.921, RMR=
0.059, NFI=0.895, PNFI=0.677, X’ value=110.123,
p=0.000, df=59) which set the relationship
among the interactive sub dimensions of the
apparel brand online communities and the
relationship between the community interac-
tions and needs satisfaction were accommo-
dated. Third, the communication of the apparel
brand enterprise to online community mem-
bers had a positive influence on the com-
munication of the member with enterprise
(H) and interactions among members (Hy).
Fourth, the interaction level among apparel
brand community members had a positive
influence on the satisfaction of interest needs
(Hs), transaction needs (Hi) and relationship
needs (Hs) in the online community. The
relationship needs satisfaction of members in
the community had a positive influence on the
level of interaction between the members and

the enterprise (Hs).
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