	論文中文摘要：
	綜觀國內外文獻，少有人將關係權益（Relationship equity）和品牌權益（brand equity ）這兩個重大課題結合起來，但是這兩大課題在現今高度競爭的市場中是存亡的關鍵之一。因此本研究在高度使用社群的社會背景下展開研究，並以品牌社群媒體中的參進式行銷的特性建構模型，除了常見的設計構念及內容構念之外，我們還加了大數據時代衍生出的感知構念，以及品牌社群的社會認同構念。我們先探討這些構念對客戶參進心裡層面及行為層面的影響，再探討客戶參進及品牌共鳴之關係。

本研究以網路發放問卷，其中包括特定品牌社群之成員及非特定品牌社群之成員，總回收之有效問卷為548份。並且我們透過SPSS及AMOS對搜集回來的網路數據進行分析。研究結果顯示各個構念對於客戶參進皆是有所影響的，並且社會認同在此之中的影響力又是最強的，最後本研究亦證明客戶參進與品牌共鳴之間的正向關係，並就上述之結果討論幾個本研究對於理論及管理上的貢獻。

	論文外文摘要：
	Reviewing domestic and foreign literature, there are few people who combine the two major issues of Relationship equity and Brand equity. But these two are one of the key factors to survival in today's highly competitive market. Therefore, this research is carried out in the context of social media highly used. We build our research model based on the characteristics of engagement marketing in a social networking brand community. In addition to design construct and content construct, we also added the cognitive construct derived from the era of big data and the social identity construct of the brand community on social media. We first discuss the impact of these constructs on the psychological and behavioral levels of customer engagement and then discuss the relationship between customer engagement and brand resonance.

In this study, questionnaires were distributed online, including members of specific brand communities and members of non-specific brand communities. In total, there were 548 valid questionnaires. And we analyze the collected data through SPSS and AMOS. The research results show that each construct has an impact on customer engagement, and the social identity construct is the strongest among them. Finally, this study also proves the positive relationship between customer engagement and brand resonance. And discuss the contributions of this study to theory and management on the above results.


