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A Study on the Mediation of Brand Sensitivity between Product Involvement, Consumer Conformity

and Brand Commitment Taking the Car Consumer Market as Examples

Wu Jianlin, Dai Qi and Gu Jibao
(School of Management, University of Science and Technology of China, Hefei 230026)

Abstract: In the highly competitive market environment, enhancing the consumer brand commitment is an effective way to obtain long—
term competitive advantage for companies. In this paper, the mechanism model of consumer conformity, product involvement, brand
sensitivity and brand commitment are proposed. The empirical data are collected from the car market and analyzed by using structure
equation model. The results show that product involvement and consumer conformity have positive effects on brand commitment, while
brand sensitivity is a partial mediator among product involvement, consumer conformity and brand commitment.

Key words: brand commitment, brand sensitivity, consumer conformity, product involvement
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