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Abstract: In the current highly competitive brand environment, customer engagement is seen as a 
key factor in enhancing brand loyalty. To solve this problem, the purpose of this paper is to explore 
how customer participation affects brand loyalty through the dual intermediary mechanism of psy-
chological ownership and relationship quality. Based on the questionnaire data, the structural equa-
tion model is used to construct and verify the theoretical model. It is found that customer participa-
tion significantly positively affects brand loyalty, and that psychological ownership and relation-
ship quality play an important mediating role in this process. Specifically, when the psychological 
ownership of customers increases, their enthusiasm to participate in the behavior increases, thus 
promoting the quality of the relationship with the brand, which further strengthens the brand loy-
alty. In addition, the study also reveals an interactive relationship between psychological ownership 
and relationship quality, that is, the two complement each other, forming a virtuous cycle in the 
process of promoting brand loyalty. The innovation is the first time to integrate psychological own-
ership and relationship quality into the influence mechanism between customer participation and 
brand loyalty, providing a new perspective to understand the complexity of brand building. This 
paper has practical application value to brand management practice, and suggests that enterprises 
should actively guide customers to participate, by increasing the psychological sense of ownership 
and strengthening the quality of relationship, so as to enhance brand loyalty. This research not only 
enriches the knowledge system of the theories related to brand loyalty, but also provides practical 
guidance for customer relationship management for enterprises.  
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1. Introduction 
With the rapid development of market economy, brand competition is more and 

more significant, and consumers play a pivotal role in this process. Customer participa-
tion is not only an important part of brand innovation, but also a key element to enhance 
brand loyalty. With the popularity of the Internet, consumers participation in brand ac-
tivities is no longer limited by time and space, so that customers can more actively con-
tribute their own wishes and needs, thus affecting the decision-making and development 

Received: 09 January 2025 

Revised: 02 February 2025 

Accepted: 10 June 2025 

Published: 27 June 2025 

 

Copyright: © 2025 by the authors. 

Submitted for possible open access 

publication under the terms and con-

ditions of the Creative Commons At-

tribution (CC BY) license (https://cre-

ativecommons.org/licenses/by/4.0/). 



GBP Proceedings Series https://www.gbspress.com/index.php/GBPPS 
 

Vol. 3 (2025) 2  

path of brands. This phenomenon not only shows the importance of customers in the pro-
cess of brand value construction, but also puts forward new challenges to the strategic 
direction of the enterprise. 

The improvement of the quality of psychological ownership and brand relationship 
can often effectively promote the enhancement of customer loyalty. Psychological owner-
ship enables customers to identify with a sense of belonging and responsibility while iden-
tifying with the brand, thus enhancing their loyalty to the brand. At the same time, the 
optimization of brand relationship quality presents a more profound and stable interac-
tion between customers and brands, which further strengthens the foundation of brand 
loyalty. In an increasingly competitive market environment, enterprises must deeply un-
derstand and effectively manage this interaction, in order to better promote customer par-
ticipation behavior, improve the brand image, and promote the long-term development 
of the brand. 

Through the comprehensive analysis of various theoretical perspectives, the mecha-
nism of customer participation shows its multi-dimensional influence on brand loyalty. 
Factors such as the emotional connection between customers and brands, trust foundation 
and psychological contract are all the key to affect brand loyalty. The customer-centered 
brand strategy requires enterprises to continuously pay attention to the psychological 
needs and behavior changes of customers, and build a harmonious brand ecosystem, so 
as to enhance the market competitiveness of the brand. This study aims to explore the 
specific influence path of customer participation on brand loyalty, reveal the dual inter-
mediary role of psychological ownership and relationship quality in this process, so as to 
provide theoretical support and guidance for enterprise practice. 

Customer involvement is widely seen as a key factor in enhancing brand loyalty, and 
this view has been confirmed in numerous studies by. Therefore, it is of great theoretical 
and practical significance to deeply explore the influence mechanism of customer partici-
pation behavior on brand loyalty. The purpose of this paper is to establish a dual interme-
diary model of psychological ownership and relationship quality, and reveal how cus-
tomer participation enhances brand loyalty through these two intermediary variables. 

Psychological ownership refers to the psychological state in which an individual has 
a sense of belonging to an object or process. Research shows that when customers feel 
stronger psychological ownership, their enthusiasm to participate in the behavior in-
creases, thus enhancing the quality of the relationship with the brand, and ultimately pro-
moting the improvement of brand loyalty. This mechanism provides valuable insights for 
brand management practice. By effectively enhancing customers psychological sense of 
ownership, enterprises can promote customers participation and then enhance brand loy-
alty. 

Relationship quality refers to the good degree of interaction between customers and 
brands, involving many aspects, such as trust, commitment and satisfaction. Good rela-
tionship quality can enhance customer loyalty, so as to improve the market competitive-
ness of enterprises. Therefore, understanding the intermediary role of psychological own-
ership and relationship quality between customer engagement and brand loyalty helps to 
build a more complete brand management strategy. Enterprises should pay attention to 
establishing and maintaining a good brand relationship through customer participation, 
so as to achieve a sustainable market advantage. 

The research in this paper not only enriches the theoretical model of brand loyalty, 
but also helps to provide practical suggestions for enterprises in customer relationship 
management and promote the sustainable development of the brand. 

2. Literature Review 
2.1. The Concept of Customer Participation 

Customer participation can be understood as the activity that customers participate 
in the product and service process of the enterprise through diversified ways, so as to 
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realize the co-creation. This definition covers multiple levels of customers providing feed-
back, joint innovation, and emotional communication with the brand, making the custom-
ers voice more important and cannot be ignored [1]. 

The concept of psychological ownership plays a key role in the customer involvement. 
Psychological ownership refers to the psychological state in which an individual identifies 
an object as his or her own. This sense of identity encourages customers to participate 
more actively in brand activities in. When customers feel the sense of belonging to the 
brand, they are not only willing to invest more resources to maintain the relationship, but 
also to deepen the emotional connection with the brand through continuous interaction 
[2]. Therefore, in the formation process of brand loyalty, the relationship between psycho-
logical ownership and customer participation is particularly important. 

At the same time, the quality of brand relationship is also one of the important di-
mensions to understand customer participation. The quality of brand relationships is usu-
ally measured by factors such as trust, satisfaction and commitment, which directly affect 
customer loyalty to the brand. Through the high-quality brand relationship, customers 
can not only enhance their emotional attachment to the brand, but also enhance their en-
thusiasm for participation in the interaction, so as to promote the promotion of brand loy-
alty. Under this framework, the mechanism of customer participation and the quality of 
brand relationship make enterprises have more possibilities and strategies in shaping cus-
tomer loyalty. 

Customer participation is not only the core of the brand and customer interaction, 
but also an important factor to understand the improvement of brand loyalty. By enhanc-
ing the customers psychological ownership and optimizing the quality of the brand rela-
tionship, enterprises can gain greater advantages in the fierce market competition [3]. 

2.2. Definition and Importance of Brand Loyalty 
According to the academic definition, brand loyalty involves not only consumers re-

peated purchase behavior of the brand, but also their emotional attachment and psycho-
logical identity to the brand [4]. This means that brand loyalty is far beyond pure con-
sumer behavior, and it also represents the deep relationship between consumers and 
brands. 

Brand loyalty can significantly enhance the market competitiveness of enterprises. In 
an increasingly competitive market environment, a solid customer base provides compa-
nies with a predictable revenue stream. Research shows that the cost of maintaining loyal 
customers is far lower than the cost of attracting new customers, while the increase in 
repeated purchase behavior is directly related to the profitability and market share of en-
terprises in. Secondly, brand loyalty also promotes the word of mouth communication of 
customers, which form of communication can effectively expand the influence of the 
brand and attract more potential customers. Loyal customers often actively promote their 
favorite brands in their social circle, creating additional value for the brand [5]. 

The formation of brand loyalty is closely related to customer participation. Highly 
engaged customers often invest more emotion and identity in brand interactions, and this 
psychological sense of ownership encourages them to maintain a positive relationship 
with the brand. The concept of psychological ownership shows that the customers recog-
nition and emotional investment in the brand directly affects the level of their loyalty [6]. 
This psychological phenomenon shows that enterprises need to pay attention to the deep 
interaction with customers in brand management, and consolidate customer loyalty by 
enhancing the psychological sense of belonging and emotional resonance. 

Brand loyalty is not only the key factor of brand success, but also an indispensable 
part of the sustainable development strategy of enterprises. Enterprises should further 
explore the diversity and complexity of customer participation in the management prac-
tice, in order to establish a more stable brand loyalty system. 
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2.3. The Theoretical Framework of Psychological Ownership and Relationship Quality 
Psychological ownership refers to the individuals view of something as "my" or "our" 

psychological experience, and this phenomenon greatly affects the customers emotional 
link and loyalty to the brand. Under this framework, customers increased sense of psy-
chological ownership due to their participation in brand-related activities may motivate 
them to be more actively involved in the brand relationship, thus improving the quality 
of interaction and trust between both sides [7]. 

Relationship quality is a key indicator to measure the emotional and rational connec-
tion between customers and brands. It not only covers the dimensions of customers trust, 
satisfaction and commitment, but also reflects the of the brands ability to meet customers 
needs [8]. Good relationship quality is not only the precursor condition of brand loyalty, 
but also as a power source for the generation and promotion of psychological ownership 
[9]. As some scholars have pointed out, the formation of brand relationship is a dynamic 
process, including the stages of attracting cognition, use experience and resonance win-
win. These stages complement each other and promote the deep connection between cus-
tomers and brand. 

In the interaction of psychological ownership and relationship quality, the customers 
participation behavior becomes an indispensable hub. Customers active participation not 
only makes them feel a stronger sense of belonging to the brand, but also enhances their 
sense of psychological ownership through positive feedback and brand governance. 
Therefore, when building brand strategy, enterprises must pay attention to how to en-
hance customer psychological ownership through effective customer participation strat-
egy, and then improve the quality of relationship, so as to achieve the sustainable im-
provement of brand loyalty. In this way, enterprises can not only establish a deep brand 
loyalty relationship, but also obtain a lasting competitive advantage in the fiercely com-
petitive market environment [10]. 

3. Research Technique 
3.1. Study Design 

This study aimed to explore how customer engagement influences brand loyalty 
through a dual intermediary mechanism of psychological ownership and relationship 
quality. To achieve this purpose, the study design includes three main aspects: sample 
selection, data collection methods, and variable measurement. 

In the sample selection process, this study followed the guidelines of the relevant 
literature, specifically focusing specifically on customers who had experienced experi-
ences in the brand community. In order to ensure the study of representative and univer-
sality, specially selected four obvious representative brand community, which includes 
the active users of estee lauder community, millet community (its registered users in mil-
let official data has more than 100 million), Huawei community (according to the official 
Huawei information, the Huawei community users also considerable) and apple commu-
nity (apple community also has a large user base) [11]. In order to achieve this research 
purpose, the online questionnaire survey was used to investigate the users of the above 
communities to ensure the diversity and representativeness of the samples, so as to im-
prove the wide applicability of the research conclusions. In terms of data sources, it mainly 
relies on the official information of Xiaomi and Huawei and related media reports. 

In terms of data collection methods, the study adopted the form of a questionnaire. 
The questionnaire design follows a standardized procedure and is divided into three parts: 
basic information, core variables and relationship quality. The measurement of core vari-
ables draws on the mature scale of Yankey and other scholars, and combines the particu-
larity of the fan community to ensure the validity and validity of the scale [12]. The ques-
tionnaire was distributed through multiple online platforms. After the respondents, the 
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research team cleaned the data to ensure the quality and reliability of the valid question-
naires. Finally, a total of 417 valid questionnaires were recovered, and the effective recov-
ery rate reached 83.90%. Data source: Actual data of this study. 

For variable measures, all measurements were performed with a Likert VII scale to 
allow accurate assessment of various psychological factors. For example, the scale of psy-
chological ownership from foreign well-known foreign journal of the journal of behavioral 
research published in 2013, the relationship quality of the scale for the domestic well-
known psychology journal in 2015, brand loyalty scale is based on another international 
authoritative journals in 2018, and the appropriate localization revision [13]. This scale 
design method not only helps to guarantee the reliability of the data, but also helps to 
fully reflect the psychological state and behavior performance of customers in the process 
of brand participation. Through this scientific and rigorous questionnaire design and data 
collection method, this paper can reveal the profound influence of customer participation 
on brand loyalty. Data source: research results published in relevant journals. 

3.2. Data Collection and Sample Selection 
Data collection in this study was conducted using a questionnaire approach to ensure 

a large diversity of respondent information and a broad coverage of the measurement of 
variables related to brand loyalty. The questionnaire design has been revised repeatedly, 
and finally formed a measurement questionnaire including basic information and core 
variables. The measurement process of core variables refers to the scales of several schol-
ars to ensure the scientificity and effectiveness of the questionnaire. 

To ensure the representativeness of the sample and the validity of the study, the 
online communities of four prominent brands were selected as the main sites for data 
collection. These brand communities are Estee Lauder, Xiaomi, Huawei and Apple, and 
they enjoy high brand recognition and loyalty among consumers. Through an online ques-
tionnaire system, 310 valid questionnaires from these communities were collected, 
providing a solid data base for the study [14]. 

In the process of distributing the questionnaire, a variety of online channels, such as 
circle of friends, QQ, Weibo and other social platforms, are adopted to attract respondents 
with relevant consumption experience to participate in to the greatest extent. The seven-
point Likert scale was used in the questionnaire to accurately measure core constructs 
such as psychological ownership and relationship quality. In addition, to ensure the reli-
ability and validity of the study results, all variables were measured from important jour-
nals in the marketing field and were "translated" and adjusted. Finally, we ensured the 
high reliability and representativeness of the data collected, thus laying a solid foundation 
for further analysis. 

3.3. Analytical Method 
In studying the influence of customer participation on brand loyalty, a rigorous 

quantitative analysis method was used, aiming to verify the dual mediation model of psy-
chological ownership and relationship quality. The collection of data mainly depends on 
the questionnaire survey, which is designed and distributed through the questionnaire 
star platform to ensure the scientific and effective content of the questionnaire. In this 
study, consumers from online brand communities such as Xiaomi community and 
Huawei community were selected as samples to obtain effective feedback for customer 
participation, brand relationship quality and brand loyalty. 

Specifically, the questionnaire consists of several parts. The first part covers the basic 
information survey, including gender, age and education level, while the second part fo-
cuses on the measurement of core variables, including psychological ownership, relation-
ship quality and brand loyalty. In order to improve the measurement accuracy of the ques-
tionnaire, a seven-point Likert scale was adopted, so that each measurement could reflect 
the real attitude and experience of the participants in within a certain range. The design 
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process refers to a large number of validated scales, such as the brand target consistency 
scale of Akrout and Nagv and the self-brand connection scale of Escalas and Bettman, to 
ensure the scientific basis and reliability of the research. 

In the data analysis stage, the structural equation model (SEM) was used for hypoth-
esis testing, and SPSS 24 and SmartPLS 2.0 software were used. The choice of SEM stems 
from its ability to effectively deal with the complex relationship network and identify po-
tential causal relationships and interactions between variables. Related research shows 
that this method has been widely used in marketing research, such as an authoritative 
marketing research report shows that its application proportion reached 75%. In addition, 
based on the Bootstrap technology tested the mediation effect of the model, so as to verify 
the psychological ownership and the relationship quality influence on brand loyalty path, 
there are a lot of studies have confirmed the complex mediation effect reveals the cus-
tomer involved in how to enhance the psychological ownership and improve the quality 
of brand relationship, thus enhance the mechanism of brand loyalty, such as in have elab-
orated [15]. 

Through the comprehensive application of the above methods, this study can not 
only provide empirical support, but also provide an important theoretical basis and prac-
tical guidance for brand management practice. The depth of the data analysis ensures the 
reliability of the conclusions, thus providing a strong basis for further exploring the strat-
egy of customer participation. 

4. Results and Discussion 
4.1. Impact Analysis of Customer Participation on Brand Loyalty 

A series of studies show that customers participation behavior not only affects their 
sense of brand identity, but also directly promotes the promotion of brand loyalty through 
various psychological mechanisms. As an important psychological factor, psychological 
ownership can give customers a deeper emotional connection to the brand, so as to estab-
lish a stable relationship quality between customers and the brand. Such relationship 
quality plays a crucial role between customer engagement and brand loyalty. 

Psychological ownership not only enhances customers enthusiasm for participation, 
but also enhances customers emotional investment in the brand. Research shows that 
when customers feel the psychological ownership of the brand, they are more inclined to 
actively participate in brand activities, express their loyalty to the brand, and thus form a 
good quality of brand relationship. This phenomenon reveals the interactive relationship 
between psychological ownership and relationship quality, which constitutes an effective 
path for customer participation to influence brand loyalty. Specifically, when customers 
psychological ownership increases, their participation behavior will be more active, thus 
effectively improving the quality of their relationship with the brand, and ultimately con-
tributing to higher brand loyalty. 

In addition, relationship quality itself also constitutes an important factor affecting 
brand loyalty. The high-quality relationship between customers and brands can further 
promote the formation of brand loyalty by enhancing trust and commitment. The essence 
of this relationship lies not only in the simple transaction behavior, but also in the estab-
lishment of a deep emotional resonance between the customer and the brand. In the case 
of increasingly fierce competition in the brand environment, brand managers should pay 
attention to improving customers psychological sense of ownership, actively promote 
customer participation, and enhance customers loyalty to the brand by optimizing the 
quality of relationship. 

In short, customer participation profoundly affects the formation of brand loyalty 
through the two intermediary paths of psychological ownership and relationship quality. 
Understanding this influence mechanism has important theoretical and practical signifi-
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cance for brand building and marketing strategy formulation. The brand side should at-
tach great importance to customer participation experience, so as to achieve more effective 
customer relationship management. 

4.2. Analysis of the Mediation Effects of Psychological Ownership 
Psychological ownership plays an important role as an intermediary in the relation-

ship between customer engagement and brand loyalty. By enhancing customers sense of 
belonging and responsibility to the brand, psychological ownership can significantly en-
hance the level of customer participation, thus promoting the improvement of relation-
ship quality. Specifically, when customers feel the psychological ownership of the brand, 
their enthusiasm for participating in the behavior increases significantly, this phenome-
non is not only reflected in the emotional investment of customers, but also reflected in 
their actual consumption behavior and word-of-mouth communication. Found a signifi-
cant positive relationship between psychological ownership and customer participation. 
This association not only lays a foundation for the long-term development of the brand, 
but also provides a strong support for enhancing the brand loyalty. 

In this process, psychological ownership not only has a direct impact on brand loy-
alty as an independent variable, but also realizes its indirect effect by enhancing the qual-
ity of the relationship between customers and brands. Research has shown that high levels 
of psychological ownership encourage customers to show stronger intimacy and commit-
ment when interacting with brands. The improvement in the quality of these relationships 
further strengthens customer loyalty to the brand. Strategies to enhance psychological 
ownership and relationship quality are significantly more effective than relying only on 
direct customer participation. 

Besides psychological ownership, relationship quality itself is also an important var-
iable. The connection between customers and brand loyalty cannot be ignored. Good 
brand relationships can enhance customers willingness to be loyal, and psychological 
ownership provides the necessary emotional basis for this process. When analyzing me-
diation effects, we should not focus on the effects of a single variable, but carefully exam-
ine the interaction of psychological ownership and relationship quality. This complemen-
tary relationship creates a virtuous circle that helps brands to gain a more lasting ad-
vantage in the competition. 

Psychological ownership plays an intermediary role in the formation process of cus-
tomer loyalty by improving the customer participation motivation and optimizing the re-
lationship quality. Brand managers should attach great importance to this complex mech-
anism to ensure the effectiveness and long-term adaptability of their marketing strategies. 
By deeply understanding the role of psychological ownership, companies can more accu-
rately develop practical strategies to promote brand loyalty. 

4.3. Analysis of the Mediation Effects of Relationship Quality 
Research shows that relationship quality not only affects customers recognition and 

satisfaction of the brand, but also plays a core intermediary role in the formation of cus-
tomers psychological ownership and the promotion of their brand loyalty. Specifically, 
when customer participation behavior is enhanced, the improvement of psychological 
ownership will directly promote the depth and quality of brand relationships, thus further 
enhancing brand loyalty. 

The construction of relationship quality should focus on the improvement of emo-
tional connection and interaction frequency. Effective communication and positive inter-
action can significantly enhance the emotional bond between customers and brands, thus 
laying the foundation for the improvement of relationship quality. This view is consistent 
with existing studies, which have found that emotional commitment plays a crucial inter-
mediary role in brand relationships, not only affecting customer satisfaction, but also 
playing a key role in the formation of customer loyalty. 
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Enhanced psychological ownership also affects relationship quality through complex 
mechanisms. Empirical studies show a significant positive correlation between psycho-
logical ownership and relationship quality, and this relationship is heterogeneous across 
different contexts and brand interactions. In the interaction between customers and the 
brand, the promotion of psychological ownership further promotes the emotional invest-
ment in the brand, and promotes the formation of customer loyalty by enhancing the qual-
ity of the relationship. Therefore, in the management practice, the brand side needs to 
deeply understand the psychological needs of customers, and design effective strategies, 
so that customers can experience a higher sense of psychological ownership in the process 
of participation, so as to promote the improvement of the relationship quality. 

As a two-way interaction process, relationship quality is not only affected by the de-
gree of customer participation, but also has a profound impact on brand loyalty through 
the mediation role of psychological ownership. Therefore, when formulating marketing 
strategies, brand managers must integrate customer experience and relationship mainte-
nance, emphasize interactivity and sense of participation, so as to achieve sustainable im-
provement of brand loyalty. As pointed out in the relevant literature, the role of relation-
ship quality as a bridge between customer participation and brand loyalty should not be 
underestimated in. 

4.4. Interactions between Psychological Ownership and Relationship Quality 
Psychological ownership refers to the individuals perception of the self-ownership 

of a certain object, which plays an important role in promoting customers to actively par-
ticipate in the brand interaction. When customers feel higher psychological ownership, 
they tend to show a stronger willingness to participate, thus enhancing their loyalty to the 
brand. This phenomenon not only validates the independent role of psychological own-
ership, but also reveals its interrelationship with relationship quality. 

Relationship quality, as a measure of the relationship between customers and brands, 
usually includes multiple dimensions such as trust, commitment and satisfaction. Good 
relationship quality can enhance the emotional connection of customers, and further pro-
mote the continuity and stability of customer behavior. In this process, the sense of cus-
tomer participation stimulated by psychological ownership not only improves the quality 
of interaction with brands, but also actively promotes the improvement of relationship 
quality in. Thus, the interaction between the two forms a dynamic feedback mechanism 
to optimize brand loyalty. 

It is worth noting that the relationship between psychological ownership and rela-
tionship quality is not a simple linear relationship, but presents complex interactive effects. 
Research shows that when customers psychological ownership increases, the quality of 
relationships also improves, which in turn strengthens customers sense of psychological 
ownership, creating a virtuous circle. Specifically, psychological ownership promotes cus-
tomer participation behavior, and such active participation will improve the quality of the 
relationship with the brand, thus further enhancing customer loyalty. This interaction not 
only enriches the theoretical framework, but also provides a new optimization direction 
for brand management practice. Enterprises should pay attention to how to enhance the 
quality of their relationship with customers while improving psychological ownership, so 
as to establish a lasting brand loyalty mechanism. 

5. Conclusion and Suggestion 
5.1. Study Conclusion 

This study explores in depth how customer engagement influences brand loyalty 
through the dual intermediary mechanism of psychological ownership and relationship 
quality, providing a new theoretical framework for understanding the complexity of 
brand management. The results clearly indicate that there is a significant positive relation-
ship between customer engagement and brand loyalty. This finding is consistent with 
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previous studies showing that active customer participation can effectively promote the 
formation of brand loyalty in. 

Under the influence of psychological ownership, customers sense of identity and be-
longing to the brand is enhanced, thus enhancing their participation. Such a psychological 
state not only makes customers show higher enthusiasm when participating in brand-
related activities, but also helps to promote the quality of the relationship with the brands. 
Therefore, there are many mechanisms between psychological ownership and the quality 
of customer relationship, which enhance brand loyalty. This is consistent with some find-
ings highlighting the role of psychological contract in the association between customer 
engagement and brand. 

By constructing and validating this double mediation model, this study not only pro-
vides empirical support for the related theoretical development of brand loyalty, but also 
provides valuable guidance for brand management in practice. Enterprises should recog-
nize that enhancing customers psychological sense of ownership and optimizing the qual-
ity of relationships will help to build a more stable and lasting brand loyalty, and thus 
gain long-term advantages in the increasingly fierce market competition. This research 
provides specific strategic suggestions for how to effectively improve customer participa-
tion and loyalty in practical operation, and broadens the theoretical and practical perspec-
tives of brand management. 

5.2. Practical Significance 
As a key factor to build brand loyalty, customer participations in-depth discussion of 

its function mechanism provides practical theoretical basis and practical guidance for 
brand management. By revealing how customer participation affects the process of brand 
loyalty, especially through the dual mediation role of psychological ownership and rela-
tionship quality, this paper provides a new perspective for enterprises to adopt more ef-
fective strategies in brand management practice. 

The study findings highlight the promoting role of psychological ownership. When 
customers perceive the increased psychological ownership of the brand, they can signifi-
cantly increase their enthusiasm to participate in the behavior. This participation not only 
enhances the emotional connection between customers and the brand, but also enhances 
the brand loyalty. Brand managers should pay attention to this psychological factor, and 
stimulate customers participation motivation by optimizing customer interactive experi-
ence, so as to effectively enhance customers loyalty to the brand. This strategy pushes 
enterprises to a higher competitive advantage in a highly competitive market. 

Relationship quality plays a crucial role between customer engagement and brand 
loyalty. Good relationship quality not only improves the brand image, but also enhances 
customers brand commitment and loyalty. Enterprises should take the initiative to estab-
lish a long-term interaction mechanism with customers, and maintain and improve the 
quality of the relationship with customers through continuous communication and care. 
The establishment of this benign interaction will help to build a more stable brand loyalty, 
so as to create a good market ecology. 

Exploring the influence path of customer participation on brand loyalty not only en-
riches the research framework of relevant theories, but also lays a foundation for enter-
prises to develop more targeted brand management strategies in practice. By emphasizing 
the importance of psychological ownership and relationship quality, enterprises can more 
effectively enhance their brand image and customer loyalty, and achieve a sustainable 
market competitive advantage. 

5.3. Future Research Direction 
In the process of exploring the influence path of customer participation on brand loy-

alty, the research on strengthening the dual intermediary role of psychological ownership 
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and relationship quality reveals a new perspective on brand management. However, fu-
ture studies are necessary to explore the following aspects in more depth to extend the 
boundaries of existing theory and practice. 

Based on the results of this study, the heterogeneity of customer participation in dif-
ferent consumption backgrounds can be further analyzed. In different cultural and social 
environments, customers psychological sense of ownership of the brand and their will-
ingness to participate in it may be affected by many factors, such as social trust level, 
brand identity and personal values. The discussion of these dimensions will help to form 
a more universal theoretical framework, and then improve the effectiveness and pertinac-
ity of brand management. Previous studies in the literature have highlighted the potential 
impact of diverse environments on consumer behavior, and this theoretical support pro-
vides the direction for future research. 

It is suggested to increase the subdivision research of customer motivation for par-
ticipation. Exploring the internal and external motivation of customers in brand activities 
can reveal the key factors affecting psychological ownership and relationship quality. This 
research direction can not only provide specific operational suggestions for brand man-
agers, but also deepen the understanding of customer participation behavior. Related re-
search shows that customer participation behavior is significantly driven by individual 
motivation and experience of, so this exploration will enrich the theoretical basis of the 
relationship between brands and customers. 

Future research could focus on the impact of technological development on the rela-
tionship between customer engagement and brand loyalty. With the rapid adoption of 
digital technology, the interactive experience provided by online platforms may dramat-
ically change customers psychological sense of ownership and their perception of the 
quality of brand relationships. Exploring this field will help to fully understand the for-
mation mechanism of brand loyalty and provide theoretical support for the digital trans-
formation of enterprises. 

This series of research directions can not only help to deepen the academic under-
standing of brand loyalty, but also can provide practical guidance for brand management 
in practice, and promote enterprises to occupy a competitive advantage in the increasingly 
fierce market environment. 
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