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Abstract

The popularity of communities on the Internet has captured the attention of marketing professionals and more
consumers are involved in online activities of fashion brands. The primary purpose of this research was to explain
the process of how online interactivity influence members' relational market behavior. Subjects of this study were
male and female members of online communities of fashion brands. Online survey data were obtained from 416
respondents. Empirical findings of this study were suggestive of two types of interaction in fashion online commun-
ities: community-customer interaction and customer-customer interaction. Fashion online community customers' rela-
tional market behavior (word of mouth and repurchase intention) was significantly influenced by both types of
interactivity. The influence of interactivity on relational behavior was stronger for word of mouth intention than
for repurchase intention. This study highlights the importance of interactivity in cyberspace as well as relational
market behavior and contributes to e-relationship marketing strategies of fashion brands.

Key words: relational market behavior(ZA| ] 3F% 3JF), interactivity(5FZ 5}*3*57) fashion online communities
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